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Grocery Market 2022 PLUS

Market Gains Despite Challenges

As with virtually all retail verticals, the grocery market faces the same challenges, from supply-chain issues to labor and hiring to consumer inflation. Nonetheless, grocery stores (NAICS 4451) recorded an 8.3% YOY sales increase during Q1 2022, or $199.05 billion.

The latest monthly report from the US Census Bureau indicates grocery stores’ sales increased 10.1% YOY during April 2021 to $68.41 billion, although much of the increase is likely attributed to increasing food and beverage prices.

The 2022 Axios-Harris Poll of reputation rankings shows consumers continue to have high regard for the grocery category, as Trader Joe’s became #1 for the first time, H-E-B was second and Wegmans was third.

Personal Consumption Expenditures for Selected Grocery Categories, 2021
	Category
	2021 Total
	2020 Total
	% Change

	Food purchased for off-premises consumption
	$935.43 B
	$871.03 B
	+13.5%

	   Cereal and bakery products
	$176.31 B
	$163.78 B
	+13.1%

	   Meats and poultry
	$216.04 B
	$202.71 B
	+15.2%

	   Fish and seafood
	$19.65 B
	$18.27 B
	+13.1%

	   Milk, dairy products and eggs
	$105.23 B
	$97.95 B
	+13.5%

	   Fresh fruits and vegetables
	$107.07 B
	$100.43B
	+15.1%


	US Bureau of Economic Analysis, May 2022

Foot-Traffic Trends

According to Placer.ai data, visits to the grocery sector were trending down during Q1 2022 when January visits increased 9.1% YOY, but only increased 0.7% compared to January 2019. During March, the numbers were +0.4% and -3.3%, respectively.

Foot traffic improved somewhat during April and May 2022, with a 2.6% YOY and a 0.7% 3YOY increase during April and a 0.6% YOY and a 2.7% 3YOY increase during May.

Throughout May, however, visits to superstores were substantially more than grocery stores. Grocery store visits peaked during the week of 5/9 at +1.8% YOY, but superstore visits also peaked during the same week at +8.0% YOY.

Comparison of YOY Store Visits at Target, H-E-B and 
Walmart Neighborhood Market, Week of May 2–June 6, 2022
	Week of
	Target
	H-E-B
	Walmart

	May 2
	+4.4%
	+3.1%
	+9.4%

	May 9
	+10.2%
	+4.1%
	+9.9%

	May 16
	+5.6%
	+3.4%
	+9.9%

	May 23
	+5.5%
	-0.2%
	+9.4%

	May 30
	+5.1%
	+1.2%
	+11.4%

	June 6
	+2.3%
	+2.8%
	+9.2%


	Placer.ai, June 2022	(color represents change from previous week for each store)
The 800-lb. Inflation Gorilla in the Room

In its June 2022 Global Consumer Insights Pulse Survey, PwC found 73% of surveyed US consumers said increasing grocery prices were having the greatest impact when shopping in a physical store and 60% said when shopping online. 

First Insight’s June 2022 The State of Consumer Spending report compared in-office and remote/hybrid workers and more than 80% of both said they were using less expensive methods to shop because of inflation, or 80% and 86%, respectively.

Unsurprisingly, these workers said gasoline and groceries prices were increasing most and having the most impact on their lives. Groceries were the top spending priority for in-office workers at 53% and remote/hybrid workers at 61%.

Top 10 Grocery Products In-Office and Remote/Hybrid Workers 
Are Buying Less Because of Inflation, April 2022
	Category
	In-Office 
	Remote/Hybrid 
	Category
	In-Office 
	Remote/Hybrid 

	#1: Name brands
	41%
	44%
	#6: Breakfast foods
	18%
	22%

	#2: Meat and seafood
	33%
	39%
	#7: Produce
	17%
	22%

	#3: Snacks
	33%
	34%
	#8: Frozen food
	16%
	23%

	#4: Alcohol and spirits
	28%
	29%
	#9: Bakery and bread
	15%
	22%

	#5: Organic foods
	21%
	30%
	#10: Dairy
	14%
	17%


First Insights, June 2022  

Grocery E-commerce Struggles Forward

Grocery e-commerce shopping has certainly cooled from its historical acceleration during mid-2020. The latest Brick Meets Click/Mercatus Grocery Shopping Survey of late May 2022 found May online grocery spending decreased 12.3% from April, another victim of inflation.

May’s total of $7.1 billion did increase 1.7% YOY. Pickup and delivery sales were primarily responsible for making May better than it might have been. Pickup sales increased 9% YOY and delivery sales increased 5% YOY.

Despite the current challenges for grocery e-commerce, grocery executives are very bullish on future sales. In a February 2022 McKinsey & Company survey, they achieved an average of 11% penetration of online spending, but expect to achieve a 23% penetration by 2027.

Top Five Factors To Attract More Consumers to Online Grocery Shopping, 2021
	Factor
	Percent
	Change from 2020

	Lower delivery costs
	47%
	-10%

	More promotions
	42%
	-6%

	Lower minimum order values
	32%
	+5%

	Faster delivery
	28%
	-9%

	More precise delivery windows
	20%
	+2%


	McKinsey & Company,  April 2022

Identifying the Grocery Shopper

According to the survey results for the Food Industry Association’s (FMI) US Grocery Shopper Trends 2022 report, 81% of respondents said they shop at supermarkets, 65% at mass-market retailers, 44% at wholesale clubs and 30% at online-only retailers.

Inflation and supply-chain issues prompted 85% of surveyed consumers to state they were concerned about access to food, 53% found prices are increasing for their food preferences and 45% are shopping for groceries that are not available.

The McKinsey & Company November–December 2021 survey cited on page 2 found most consumers (41%) were still stocking the pantry with their monthly grocery spending as they did during mid-2020 while 24% were shopping for a few items with those monthly dollars.

Indices of Grocery Shopping Trends for Low-, Middle- and 
High-Income Shoppers, Week Ending June 6, 2022
	Trend
	All Shoppers
	Low-Income
	Middle-income
	High-Income

	Sales
	111
	103
	109
	116

	Households
	106
	104
	105
	107

	Trips
	108
	105
	107
	111

	Spend per trip
	102
	99
	101
	105

	Units per trip
	86
	86
	85
	87


	Numerator, June 2022

Young Adults’ Grocery Shopping Perspectives

In its July 2021 consumer survey, Progressive Grocer polled Gen Zers and Millennials about their grocery shopping habits, and “the food tastes good” was first at 69% and 70%, respectively, as the top factor for deciding what food to purchase.

Somewhat surprisingly, younger adults were much more likely to make a meal or find something to eat at home than order pickup, takeout or delivery: Gen Zers 70% and 37% and Millennials 77% and 39%, respectively.

“A great way to discover new and interesting products” was the top reason Gen Zers and Millennials at 54% each liked shopping in a grocery store. “An enjoyable experience” was second at 44% and 42%, respectively.

 In Which Media Did All Consumers, Gen Zers and Millennials Found 
Information About a Food Store or Restaurant, July 2021
	Media
	Gen Zers
	Millennials
	Media
	Gen Zers
	Millennials

	Social media
	62%
	60%
	Retail store email
	22%
	29%

	TV
	39%
	45%
	Billboard
	20%
	15%

	Mobile app ad
	36%
	35%
	Radio
	16%
	19%

	Website ad
	28%
	27%
	Magazine
	13%
	14%


	Progressive Grocer, October 2021  


Grocers Are Optimistic About Fresh Food Sales

According to a survey of 50 grocery retailers/wholesalers for the Supermarket News 2022 Fresh Food Trends Report, 70% said sales in their perimeter categories, which include most fresh foods, increased during the past 12 months (from March/April 2021).

Most of those surveyed agreed consumers continuing to eat more at home as they have since the start of the pandemic was the biggest factor increasing perimeter sales.

During the next 12 months (through March 2023), 66% of these retailers/wholesalers expected their perimeter categories’ sales to increase and just 9% to decrease. A vast majority (80%) expected an increase of 1% to 9%.

Grocer Retailers/Wholesalers’ Biggest Perceived Competitors 
to Their Perimeter Sales, March–April 2022
	Competitor
	Percent
	Competitor
	Percent

	#1: Big-box stores
	38%
	#5: Convenience stores
	6%

	#2: Online retailers
	26%
	#6: Farmers/ markets/CSA
	6%

	#3: Natural/Organic retailers
	6%
	#7: Dollar stores
	4%

	#4: Club stores
	6%
	#8: Other
	8%


	Supermarket News, June 2022

Specialty Food Sector To Continue Growth

The Specialty Food Association (SFA) reports sector sales increased 7.4% during 2021 to a total of $175 billion. The brick-and-mortar retail channel accounted for $144.2 billion, food service for $28.8 billion and the online retail channel for $2.0 billion.

The multi-outlet channel (MULO), which includes grocery, mass-market, drug, Walmart, dollar, military and club subsectors, accounted for $75.0 billion in 2021 specialty food and beverage sales while natural & specialty stores accounted for $12.2 billion. 

Of the top 10 categories in specialty food & beverages, SFA reports sales of refrigerated/frozen items (meat, poultry and seafood) increased the most from 2020 to 2021 at 32% and chocolate and other confectionery second at +17%.

Top 10 Specialty Food & Beverage Categories 
That Increased the Most from 2020 to 2021
	Category
	Category

	Refrigerated, ready-to-drink tea and coffee
	Seasonings

	Refrigerated creams and creamers
	Refrigerated pasta

	Refrigerated entrees
	Frozen fruits and vegetables

	Frozen breakfast foods
	Self-stable sauces, pasta and pizza

	Frozen appetizers and snacks
	Soda and other carbonated beverages


	Specialty Food Association, June 2022




Plant-Based Foods Gain in Popularity

Datassential surveyed 1,500 Americans during April 2022 about their plant-based eating habits and found 71% of them said they are meat eaters; however, the other 29% were limiting their consumption of meat, predominately “flexitarians” at 22%.

Although 2% fewer respondents (20%) said they were eating nuts and legumes daily as plant-based protein sources than in the 2021 survey, 6% more (49%) were eating them once or more per week.

Half of the survey respondents agreed plant-based foods are better for the environment, with students at 67%, the highest percent, followed closely by those who are climate concerned at 66%. Less than half (46%) of daily meat eaters agreed.

Largest Barriers to More Consumption of Plant-Based Foods, April 2022
	Barrier
	Percent
	Barrier
	Percent

	#1: Taste concerns
	53%
	#5: Unsure how to cook/prepare
	19%

	#2: Affordability concerns
	39%
	#6: Unsure where to buy
	13%

	#3: Texture concerns
	32%
	#7: Unsure about environmental value
	10%

	#4: Unsure of nutritional value
	21%
	#8: None of the above
	16%


Datassential, June 2022

Food Co-ops Support Their Communities

In its 2021 Food Co-op Impact Report, National Co+op Grocers (NGC) states it represents 148 community-owned food co-ops, operating in 38 states and with 1.3 members.

Shoppers save an average of 25% on 2,400 and more items weekly when using Co+op Deals while 379 high-quality items are offered at everyday low prices through NGC’s Co+op Basics program. 

Among all items purchased at NGC co-op members, 40% are certified organic products. NGC and its co-op members are dedicated to lessening their environmental impact. The report indicates electricity use decreased 11% from 2020 to 2021.

Products as a Percentage of Total Sales by Product Type, 2021
	Product Type
	NCG Co-ops
	Other Natural Grocers
	Conventional Grocers

	Certified B Corporation
	9%
	7%
	2%

	Cooperatively produced
	6%
	3%
	1%

	Fair-trade-certified
	5%
	3%
	0.5%


	National Co+op Grocers, April 2022






The Future of the Grocery Market Depends on Technology

According to the 2022 Connected Retail Experience Study from Incisiv, retailers and grocery stores, specifically, will be compelled to deploy 5G technology as more consumers’ mobile devices have 5G and the use of Internet of Things (IoT) technology increases.

The grocery and general merchandise stores surveyed for the study expect automated store associate tasks will triple from 19% during 2021 to 62% by 2025, compared to an approximately doubling at specialty and department stores from 37% to 72%, respectively.

In the RIS Grocery Tech Trends 2022 report, 74% of grocers said they will have to increase their investment in retail technology to offset their limited access to labor and 12% expect to start to upgrade to autonomous inventory robots during the next 12 to 24 months.

Retail Sectors’ Planned Deployment of Customer Experience Technologies*, 2021
	Technology
	Grocery/ General Merchandise
	Specialty/ Department Stores

	Customer Wi-Fi
	38%
	74%

	Mobile app with in-store features
	28%
	45%

	Interactive displays
	22%
	28%

	Cashierless checkout
	12%
	0%

	AR/VR assistants
	0%
	6%


	Incisiv/Verizon, January 2022	*by the end of 2023

The New Supermarket

Progressive Grocer’s 89th Annual Report presents a list of strategies for grocery stores to remain competitive. Among these are adding technologies to make the customer’s experience more appealing and demonstrating their sustainability efforts. 

New software allows smaller independent grocers to offer delivery service that competes with the largest chains. Grocery stores that continue to promote locally sourced products and react quickly to consumers’ changing tastes are more likely to increase market share.

Private brands remain popular with consumers. FMI’s Power of Private Brands report found the cost savings of private brands is still a primary driver with 55% of consumers, but more of them are attracted to private brands’ quality, taste, sustainability and health value.

Top 10 Grocery Companies, 2021
	Company
	Total Sales
	YOY Change
	Company
	Total Sales
	YOY Change

	#1: Walmart US
	$393.2 B
	+6.29%
	#6: Target
	$106.0 B
	+13.30%

	#2: Amazon
	$239.2 B
	+11.98%
	#7: CVS Health
	$100.1 B
	+9.77%

	#3: Costco
	$141.4 B
	+15.77%
	#8: Sam’s Club
	$73.6 B
	+15.09%

	#4: The Kroger Co.
	$137.9 B
	+4.07%
	#9: Albertsons Cos.
	$71.9 B
	+3.15%

	#5: Walgreens Boots Alliance
	$112.0 B
	+4.00%
	#10: Ahold Delhaize USA
	$53.7 B
	+3.59%


Progressive Grocer, May 2022

More Valuable Insights

Another technology trend at grocery store chains is the installation of electric-vehicle charging stations. During June 2022, Kroger announced it is adding more than 350 stations at its stores in Arizona, California, Colorado, Georgia, Indiana, Nevada, Oregon, Texas, Utah and Wyoming. More stations will be installed at stores in six additional states, including Ohio, Illinois, Kentucky, Michigan, Tennessee and Virginia.

The grocery marketplace is likely to have new competition from pop-up grocery stores. The aptly named Pop Up Grocer is creating a presence for the new concept in New York City, Miami, Chicago, Washington, DC and Venice Beach, CA. It attracts consumers with very colorful displays, trendy products and an emphasis on products from women, people of color and the LGBTQ+ community.

A Peek Inside Consumers’ Grocery Basket for Household Products

According to Nielsen data for the 52 weeks ending 4/2/22, total sales in all outlets of household products were $66.59 billion, a slight 0.03% increase from the 52 weeks ending 4/3/21, but an 8.5% increase from the 52 weeks ending 4/4/20.

The following table provides another indication of the effect of inflation on the average household’s spending on household products.

Average Household Spending Per Trip on 
Selected Household Products, 2022 vs. 2021
	Product
	Average Spend
	YOY Change

	All household items
	$12.77
	+6.4%

	Aluminum foil
	$5.07
	+6.9%

	Dish soap
	$4.29
	+9.5%

	Multipurpose cleaners
	$5.72
	+0.7%


	Progressive Grocer, May 2022





Sources: Issuu (for Progressive Grocer) Website, 6/22; US Census Bureau Website, 6/22; US Bureau of Economic Analysis Website, 6/22; Winsight Grocery Business Website, 6/22; Placer.ai Website, 6/22; PwC Website, 6/22; Supermarket News Website, 6/22; McKinsey & Company Website, 6/22; Progressive Grocer Website, 6/22; Numerator Website, 6/22; Google Drive (for Specialty Food Association) Website, 6/22; Hubspot (for Datassential) Website, 6/22; National Co+op Grocers Website, 6/22; RIS Website, 6/22; Incisiv Website, 6/22; Grocery Dive Website, 6/22.
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