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THE FUTURE OF FRESH

February 2017

NIELSEN SARAH SCHMANSKY FRESH GROWTH & STRATEGY
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The Evolving Landscape

https://youtu.be/GTnV_f32R2c
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1. MARKET DISRUPTORS

There continues to be market evolution which impacts the way consumers shop and consume food. 
Hear from our panelists how disruptions can lead to success and consumer trust.

2.  THE CHANGING CONSUMER
¢ƻŘŀȅΩǎ consumer and their needs are constantly changing, impacting both retailers and
manufacturers in the products they produce and their go-to-market strategies. Understand how our 
panelists connect with key consumer groups and maintain relevancy in this ever-changing 
environment. 

3.  THE IMPORTANCE OF INNOVATION 
Innovation is key to ǎǳŎŎŜǎǎΦ [ŜŀǊƴ ǿƘƻΩǎ ǎǘŀȅƛƴƎ ŀƘŜŀŘ ƻŦ ǘǊŜƴŘǎ ŀƴŘ Ƙƻǿ ǘƘŜȅΩǊŜ ŜǾƻƭǾƛƴƎ ǘƘŜƛǊ 
products to meet consumers wants and needs.  Get a glimpse into the innovative ways our panelists 
are taking evolution to the next level. 
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MARKET DISRUPTORS
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HOW SHOPPERS SHOP IS EVOLVING AS MORE OPTIONS 
BECOME AVAILABLE

SHARE OF CHANNEL SHOPPERS PURCHASING FRESH

Source:  Nielsen Homescan TSV Panel, Data 52 Weeks Ending 07/02/2016

MASS &
SUPERCENTER

GROCERY

81% 99%

CONVENIENCE 
& GAS

26%

WAREHOUSE & 
CLUB

57%

DRUG

18%

Traditional 
Grocery still 

accounts for a 
majority of 
fresh sales 
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YET, GROWTH SLOWS FOR GROCERY & IS EXPECTED 
TO CONTINUE

Source: Nielsen Scantrack syndicated data across 5 departments with sales over $500 billion annually: Alcohol, Dairy, Dry Grocery, Health and Beauty and Non-Food Grocery

Economic Projections of Federal Reserve Board Members and Federal Reserve Bank Presidents, Change in Real GDP - Central Tendencyreleased on 6/15/2016

U.S. Federal Reserve GDP forecast

+1.8% to +2.1%+1.9% to +2.2%2017 2018

Grocery store growth is down Competition from smaller, faster players, mergers & acquisitions

Total store sales growth  by year
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Notes: Based on food sales from monthly and annual data in Census Retail Trade, available at: http://www.census.gov/retail/

Food sales exclude alcoholic beverages as well as home production, donations, and supplied and donated foods; food sales dataare not seasonally adjusted. 

Data Sources:  USDA ERS Food Expenditure Series; US EIA Monthly U.S. Regular All Formulations Retail Gas Prices  ςprices include all taxes 

Gas Prices 
lowest 

since 2004

FOOD-AWAY-FROM-HOME SURPASSES FOOD-AT-HOME SALES
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A SHIFT IN WHERE PEOPLE SHOP FOR FOOD AND HOW 

Sources:  Nielsen TDLinx & Nielsen Analytics; CAGRs (compounded annual growth rates ςdollar basis) 

1.9%

2.0%

2.5%

2.8%

3.2%

3.7%

3.8%

12.2%

Supermarkets

Drug

Mass

Supercenters

Dollar

Club

Convenience

E-Commerce

Dollar CAGR 2015 to 2020

Within the next 

10 years, 
Nielsen predicts 

that online food 

shopping will 

reach saturation in 

the U.S.
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More than ½ of the 
U.S. population will 

be Millennials or 
younger in just 4 

years

TRIPS DECLINE, AS A YOUNGER SPENDING POPULATION 
INCREASES

Total Outlet Trips (Billions)
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10Source:  The Harris Poll of 1,995 adults 18+ surveyed between June 17 and 21, 2016

31%of Americans 
bought food 

ONLINE
in the last six 
months

Who is more likely to buy online?

Å Millennials (36%)
Å College Grads (35% vs. 26% w/high school or less)
Å Parents (37% vs. 28% w/o kids)
Å Urban (38% vs. 30% suburban & 25% rural)

10

SHOPPING FOR GROCERIES ONLINE HAS NEVER BEEN EASIER
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11Source: Company web sites

SUBSCRIPTION, VENDING AND CLICK & COLLECT ON THE RISE

FRESH DELIVERY FRESH VENDING FRESH ON DEMAND FRESH CLICK & COLLECT
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STORE FORMATS REACT TO ATTRACT CONSUMERS

Sources:  jaxdailyrecord.com;  Houston Chronicle (chron.com); Whole Foods Market

BEER & WINE

EXPERIENCE BEVERAGES

PILOT

CELEBRATE FOOD DINE �±IN


