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Abstracts

Prepared foods continue to be a bright spot for supermarkets and convenience stores,

as well as an emerging bright spot for retail behemoths Walmart and Target. Prepared

foods are firmly embedded in the mainstream retail shopping experience: Every 10

times adult consumers get food, merchandise or services from one of seven major retail

channels, they get prepared foods during two of those visits. This, in turn, translates into

sales: Packaged Facts forecasts U.S. prepared foods sales to reach $32.5 billion in

2012, up 7.5% from 2011. To assist market participants in understanding and honing

this growing slice of the food retail pie, Packaged Facts’ August 2012 Prepared Foods

and Ready-to-Eat Foods at Retail, 2nd Edition provides guidance on the following

questions:

What is the prepared foods usage share (weighted by population, usage and

usage frequency) of 13 retail formats? What types prepared foods and

dispensed beverages do consumers purchase at supermarkets and

convenience stores? How much do they cost? What food retailers carry them?

This report analyzes consumers’ prepared foods and dispensed beverage

purchasing histories by major category and specific food and beverage type;

provides food retail and restaurant retail pricing comparisons; and in-depth store

audits of 11 leading food retailers’ prepared food programs.

How does the prepared food visit fit into the wider context of the supermarket or

convenience store visit? What else do prepared foods users purchase? How do

their purchasing patterns differ from non-prepared foods purchasers? How can

trip planning, timing and participants affect purchases?
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What’s in the customer’s basket? How are prepared foods tied to other

category purchases? This report breaks out ready-to-eat and heat-and-eat

purchase tendencies within the context of five other major food, merchandise

and services (and 24 specific food, merchandise and services).

Are customers using promotional tie-ins? When they visit, are they aware of

prepared foods advertising inside and outside of the store?

How do prepared foods users interact with the store once they purchase the

food?

How does prepared food stack up on taste, value, variety, price and health?

Why don’t non-users get prepared foods?

More dimensionally, how do certain consumer groups interact with prepared

foods? Are the attitudes and behaviors of Healthy Eaters toward prepared food

different than those of Budget Buyers? Of Natural Foods Lovers? Repeat

Users? Coffee Addicts? This report analyzes prepared foods attitudes and

behaviors of five custom consumer groups, each of which share common

characteristics relevant to food retail purchasing habits and preferences.

What can be learned about prepared foods placement, variety, pricing and other

strategies from store visits at 11 of the nation’s leading food retailing brands?

How have the prepared food programs at eight stores visited in May 2010

changed since then? Packaged Facts conducted store visits during April-June

2012 at Alberstons, Costco, Dominick’s, Food 4 Less, Fresh &amp; Easy,

Ralphs, SuperTarget, Vons, Walmart Neighborhood Express, Walmart

Neighborhood Store, and Whole Foods Market.
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  Table 13-15: Dominick’s/Safeway: Refrigerated Casings, Items & Prices, May 2012

Hot and Ambient Casings

  Table 13-16: Dominick’s/Safeway: Hot & Ambient Casings Items & Prices, May 2012

Starbucks

  Table 13-17: Dominick’s/Safeway: Starbucks Items & Prices, May 2012

Trends

Safeway: Vons prepared food visit

Hot & Cold Bar

Soup Bar

Beverage Center

Bakery

Restaurant-like kiosk

Hot foods

Deli

  Table 13-18: Vons: Prepared Food Counter, Items & Prices, April 2012

SUPERVALU INC.

Retail food operations

Private label

Value brand

National brand equivalent

Premium brands

SUPERVALU by the numbers

  Table 13-19: SUPERVALU by the numbers

SUPERVALU: Alberston’s prepared food store visit

Soup Bar

Beverage Center

Bakery

Restaurant-like kiosk

Hot foods

Deli

  Table 13-20: Albertsons: Prepared Food Counter, Items & Prices, April 2012

Target Corporation
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Aggressive grocery expansion

  Table 13-21: Target Retail Units, by Category: 2007-2011

Translating to higher grocery sales share

  Table 13-22: Target Retail Sales, by Category: 2009-2011

Urban and smaller footprint push

Target by the numbers

  Table 13-23: Target by the numbers

SuperTarget prepared foods store visit

2010-2012 comparative analysis

Starbucks

  Table 13-24: SuperTarget: Starbucks, Items & Prices, May 2012

Pizza Hut

  Table 13-25: Target: Pizza Hut, Items & Prices, May 2012

Refrigerated Casings

  Table 13-26: SuperTarget: Refrigerated Casings, Items & Prices, May 2012

Tesco PLC

Fresh & Easy

EatWell

Sales crack $1 billion

  Table 13-27: Fresh & Easy by the numbers

Fresh & Easy prepared food store visit

Easy Meals/Fresh Deals

Fresh & Easy Kitchen

Goodness For Kids

Eat Well

“Gourmet”

Sides

Beverage Center

Bakery

  Table 13-28: Fresh & Easy: Prepared Food Counter, Items & Prices, April 2012

Walmart Stores, Inc.

Meat and produce to provide halo for fresh foods

Low price guarantee

Increasing assortment

Smaller footprint experimentation

  Table 13-29: Walmart U.S. Unit Count, by Store Format

Walmart by the numbers

  Table 13-30: Walmart by the numbers

Walmart Neighborhood Express prepared foods visit
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Refrigerated Casings

  Table 13-31: Walmart Express: Refrigerated Casings, Items & Prices, May 2012

Walmart Neighborhood Store prepared foods visit

Trends

Heated Casings

  Table 13-32: Walmart Neighborhood Store: Heated Casings, Items & Prices, May

2012

Soup Bar

  Table 13-33: Walmart Neighborhood Store: Soup Bar, Items & Prices, May 2012

Refrigerated Casings

  Table 13-34: Walmart Neighborhood Store: Refrigerated Casings, Items & Prices, May

2012

Whole Foods Market

Core values

Health Starts Here

Wellness Clubs

Whole Kids Foundation

Whole Foods by the numbers

  Table 13-35: Whole Foods by the numbers

Whole Foods Market prepared food visit

Store introduction: a dynamic third place

Summary takeaways

Prepared foods enhance customer interaction flexibility

2010-2012 trend takeaways

Maintaining, but not leading?

Product integration potential

Restaurant/foodservice kiosk analysis

  Table 13-36: Whole Foods: Restaurants/Foodservice Kiosks, Items & Prices,

2010-2012

Hot bar analysis

Salad bar analysis

Soup bar analysis

Refrigerated casings

APPENDIX: ADDITIONAL CONSUMER TABLES

Prepared foods usage and mean usage & usage share at retail establishments

  Table Appendix-1: Retail Establishment Prepared Foods Visits, Mean Visits & Visit

Share: Gender Analysis
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Prepared foods usage and mean usage & usage share at retail establishments

  Table Appendix-2: Retail Establishment Prepared Foods Obtainment, Mean Visits &

Visit Share: Age Analysis

Prepared foods usage and mean usage & usage share at retail establishments

  Table Appendix-3: Retail Establishment Prepared Foods Obtainment, Mean Visits &

Visit Share: HH Income Analysis

Prepared foods usage and mean usage & usage share at retail establishments

  Table Appendix-4: Retail Establishment Prepared Foods Obtainment, Mean Visits &

Visit Share: Race/Ethnicity Analysis
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