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RESEARCH PARTNER 
PANEL DISCUSSION
May 1, General Session, 3:30 p.m.
Adapting to the Changing Consumer

WEBINARS
Wednesdays in May, June, July
General Overview Webinars: 5/15, 5/22, 5/29, 6/5

Specialized Webinars: 6/12, 6/19, 6/26, 7/10

research 
partners

THE TEAM:
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MIDST OF A 
REVOLUTION
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NICOLAUS COPERNICUS
(1473– 1543)

On the Revolutions of the 
Celestial Spheres
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SPACE 
RACE

THE SPACE 
RACE

534275

HUGE GROWTH IN 
CAPACITY FROM 1995-2012

Supermarkets Drug Super
Center

Club Dollar Conv

square feet in millions added

Source: FMI, Company 10K, Booz & Company Analysis

568
262 36

Speaks 2013 v8 4/25

7 of 41



38%
growth in 

sales

77%
growth in 
capacity

1995-2012

OTHER FORMATS 
CAPTURE GROWTH 

Supermarkets  Drug  Super Center  Club  Dollar     Convenience

1995 sales by channel

Supermarkets
339

Source:  Nielsen Retail 2016, Annual Reports, MVI, AC Nielsen, US Retail Census, NACS, Booz & Company Analysis
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OTHER FORMATS 
CAPTURE GROWTH 

Supermarkets  Drug  Super Center  Club  Dollar     Convenience

Supermarkets
336

2012 sales by channel

Source:  Nielsen Retail 2016, Annual Reports, MVI, AC Nielsen, US Retail Census, NACS, Booz & Company Analysis

OTHER FORMATS 
CAPTURE GROWTH 

Supermarkets  Drug  Super Center  Club  Dollar     Convenience

sales by channel

Source:  Nielsen Retail 2016, Annual Reports, MVI, AC Nielsen, US Retail Census, NACS, Booz & Company Analysis

Supermarkets
339

Supermarkets
336

1995

2012
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SMART
PHONE

THE SMARTPHONE
AS APPENDAGE

49%
U.S. population 

uses a 
smartphone

Source: IDC Research Report – Always Connected

SMART
PHONE49%

U.S. population 
uses a 

smartphone

68%
by 2017

THE SMARTPHONE
AS APPENDAGE

Source: IDC Research Report – Always Connected

Speaks 2013 v8 4/25

12 of 41



63%
keep with them all but 1 hour

SMARTPHONE USE 
DURING WAKING HOURS

Source: IDC Research Report – Always Connected

79%
keep with them all but 2 hours

wallet

watch

media
source

library

notebook
mailbox

map

weather
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Isn’t there 
an app for 

that?

68%
say smartphones 
likely to become 
integral part of 

shopping 
experience

Source: Booz & Company 2013 Consumer Trends Survey; 
Booz & Company Analysis; Nielsen Analysis
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38% TO COMPARE PRICES IN STORE

32% TO REVIEW PRODUCTS

24% FOR COUPON SEARCH

22% TO PURCHASE PRODUCTS

22% TO SCAN BARCODE FOR PRICE/INFO

HOW DO YOU USE 
SMARTPHONES ?

Source: Booz & Company 2013 Consumer Trends Survey; 
Booz & Company Analysis; Nielsen Analysis
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MOBILE 
PHONE AS 
SCANNING 
DEVICE

calculate 
costs

provide 
nutritional 

information
build 

grocery 
list

organize 
the list by 
shopping 

aisle 
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41
today’s 
average 94

average 
number of 
APPs by 

2016

Source: EMarketer August 2012 Report; Nielsen; Booz & Company Analysis

ONLINE
THE OMNIPRESENCE
OF ONLINE
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ONLINE
THE OMNIPRESENCE
OF ONLINE

ONLINE
THE OMNIPRESENCE
OF ONLINE

3/4 OF 
CUSTOMERS 
SHOP 5
OR MORE 
CHANNELS
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household 
goods and 
cleaning 
products

fresh fruit, 
vegetables, 

meat pantry
items

easy meal 
solutions

other items

Source: Nielsen 2017 Retail Update, Booz & Company Analysis

over 10 years, 
online orders

will encroach on
supermarket

in-store sales by

11%
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11% SALES
MOVE ONLINE

65%
non-perishable

35%
perishable

Source: Booz & Company Analysis

FOUR OPTIONS FOR
ONLINE STRATEGY

roll over
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FOUR OPTIONS FOR
ONLINE STRATEGY

take the 
“misery loves 
company” out

FOUR OPTIONS FOR
ONLINE STRATEGY

go
head-to-head
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FOUR OPTIONS FOR
ONLINE STRATEGY

get a piece 
of the action

Source: Booz & Company CEO And CTO Executive Interviews

bricks and 
mortar

bricks and 
clicks clicks

SEAMLESS 
SHOPPING 

EXPERIENCE
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“IT’S NOT JUST THE 
ECONOMY, STUPID.
IT’S THE DEMOGRAPHICS.”

BILLY HALLOWELL, ASSOCIATED PRESS, NOVEMBER 12, 2012

“IT’S NOT JUST THE 
ECONOMY, STUPID.
IT’S THE DEMOGRAPHICS.”

BILLY HALLOWELL, ASSOCIATED PRESS, NOVEMBER 12, 2012
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PROJECTED U.S. 
POPULATION GROWTH

Caucasian Hispanic African 
American

Asian American 
Indian

Native 
Hawaiian

2010 vs 2025

Source: US Census Data; Booz & Company Analysis

1%

41%
15%

37%
14% 31%
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GROWTH OFFERS 
OPPORTUNITY

Caucasian

2010 households in millions

Source: US Census Data; Booz & Company Analysis

82.3

Hispanic African 
American

Asian

13.5 14.2 4.7
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wants and 
wishes

likes and 
dislikes

tastes and 
distastes

CONSUMER PREFERENCES 
AS UNIVERSAL TRUTHS
1  LOW PRICES
2  HIGH QUALITY FRESH PRODUCE
3  ITEMS ON SALE / COUPONS
4  VARIED SELECTION
5  CONVENIENT LOCATION
6  FRIENDLY PERSONNEL

Source: Booz & Company 2013 Trends Consumer Survey

in order of preference
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organic

1  CAUCASIAN
2  ASIAN
3  HISPANIC
4  AFRICAN AMERICAN

Source: Booz & Company 2013 Trends Consumer Survey; Booz & Company Analysis

AFRICAN AMERICANS
SEEK LOWEST OVERALL COST

VALUE SEEKING 
BEHAVIORS

Source: Booz & Company 2013 Trends Consumer Survey; Booz & Company Analysis

CAUCASIANS
ACCEPT LIVING WITH LESS

HISPANICS
COMPARE PRICES ACROSS STORES
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46%
locally 

sourced

35%
sustainable 
packaging

CAUCASIAN 25-39

55%
interest in 
organic

37%
strong 
online 

presence 71%
read 

nutrition 
labels

Source: Booz & Company 2013 Trends Consumer Survey; Booz & Company Analysis

DON’T WRITE OFF 
BABY BOOMERS… YET!

under 18 yrs 18-24 25-44 45-64 65+

projected 2025, % of population

Source: US Census Data; Booz & Company Analysis

23%
9%

27% 23% 19%
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MARKETING AND 
MERCHANDISING

MARKETING AND 
MERCHANDISING

Speaks 2013 v8 4/25

30 of 41



73
supermarket

43
overall,
across all channels

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

AVERAGE NUMBER
GROCERY CATEGORY 
DISPLAYS PER STORE

CENTER STORE DISPLAYS 
BY CHANNEL

Supercenters Club Dollar Drug Supermarket

63%

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

% displays

62% 57% 61% 42%
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SUPERMARKET DISPLAY 
ACTIVITY BY THEME

Convenience
and themes

Health and 
wellness

Core value Value 
seeking

Ethnic

% display theme

57%
14% 14% 14%

1%

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

CHANNELS FOCUS ON 
DIFFERENT THEMES

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

Supermarkets Drug Super
Center

Club Dollar Overall

Convenience/theme  Core Value   Health and Wellness
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CHANNELS FOCUS ON 
DIFFERENT THEMES

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

Supermarkets Drug Super
Center

Club Dollar Overall

Convenience/theme  Core Value   Health and Wellness

CHANNELS FOCUS ON 
DIFFERENT THEMES

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

Supermarkets Drug Super
Center

Club Dollar Overall

Convenience/theme  Core Value   Health and Wellness
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109

total displays 
across all 
channels

27,035

Source: 2013 CROSSMARK In-Store Marketing And Merchandising Assessment; Booz & Company Analysis

Ethnic

INCREASE IN PRIVATE 
BRANDS PROMOTIONS

Bakery Meat, Seafood,
Poutry

Dairy Pharmacy Frozen

% stores

28% 25% 22% 20% 19%

Source: Booz & Company 
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supermarkets 
average 
15

private brand 
displays per 

store

INCREASE IN 
PRIVATE BRANDS 
PROMOTIONS 
ACROSS ALL 
CHANNELS

INCREASE IN PRIVATE 
BRANDS PROMOTIONS 
PERIMETER STORE

Source: Booz & Company 

Meat/seafood/poultry 15%
Dairy 9% 

Bakery 8%
Produce 8%

Deli 6%
All other 53%
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virtual
digital

personal

PERSONAL
PERSONAL
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PERSONAL
PERSONAL

PERSONAL
PERSONAL

honor what 
they value, 

respect what 
they think
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DIGITAL
DIGITAL

DIGITAL
DIGITAL

DIGITAL
DIGITAL
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DIGITAL
DIGITAL

 maximize 
our ability to 

help them

VIRTUAL
VIRTUAL

Speaks 2013 v8 4/25

39 of 41



VIRTUAL
VIRTUAL

VIRTUAL
VIRTUAL

no 
boundaries 
to how and 
where our 
customers 

shop
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THANK YOU!
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