






Industry Outlook

By 2019, the market share for Traditional Grocery will decrease slightly by 0.2 percentage points to 46.1%; while share for Non-Tradi-

tional Grocery will increase slightly to 38.8% and Convenience store share will remain consistent at 15.1%.

Traditional Grocery

Fresh Format stores are expected to continue their strong growth over the next five years at a rate of 11.7% annually.  Limited-

Assortment will also experience strong growth of 7.0% by 2019.  Super Warehouse will continue with their steady 3.5% annual 

growth rate.  Other (Small) Grocery will see a relatively low growth rate of 2.1%.  Traditional Supermarkets’ market share is 

expected to decline from 39.2% in 2014 to 36.8% by 2019.

Non-Traditional Grocery

Supercenters will continue their sales growth at a rate of 2.9% per year into 2019, increasing market share from 17.6% in 2014 

to 18.3% by 2019.  Both Dollar and Wholesale Club will perform well with annual growth rates of 3.8% and 3.3%, respectively.  

Drug will experience a slight growth annually of 1.6%.  Mass will continue to experience a decline in annual sales of 3.0% into 

2019 and a decrease in market share to 3.2%, as more conventional Mass stores are converted to Supercenters.

Convenience Stores

Convenience store sales will experience a modest annual growth rate increase of 1.8% for Convenience with Gas and 1.9% for 

Convenience without Gas.  Market share will remain steady for the Convenience format with an overall market share of 15.1% 

by 2019.

eCommerce 

eCommerce food and consumable sales will continue its strong growth rate of 12.1% a year.
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Overview of Dollar Share (2014 versus 2019) 

Dollar Share (2014 versus 2019) Detail
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Effect of Inflation

We assume food inflation will average 2.5% over the next five years.  We believe that Traditional Supermar-

kets sales will not keep pace, and they will continue to lose market share as consumers choose to shop other 

formats for grocery needs.

How this Report has Evolved

Defining the U.S. Grocery Market (Grocery and Consumables) 

The sales and SKU estimates for each of the 14 store formats include:
	

•	 All grocery items 
•	 Non-edible grocery
•	 Health and beauty items, including cosmetics and general merchandise which includes, but is not 

limited to:
•	 Greeting cards and magazines
•	 Alcohol
•	 Tobacco and some seasonal items 
•	 Toys

The estimates contained herein do not include durables, electronics, gasoline, or prescription drugs.
 

Anticipated Compound Annual Sales Growth Rate vs. Inflation 
2014-2019

(Grocery and Consumables Only)
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Retail Format Definitions 

Traditional Grocery

Traditional Supermarkets – Stores offering a full line of groceries, meat, and produce with at least $2 mil-

lion in annual sales and up to 15% of their sales in GM/HBC.  These stores typically carry anywhere from 

15,000 to 60,000 SKUs (depending on the size of the store), and may offer a service deli, a service bakery, 

and/or a pharmacy.  

Fresh Format – Different from supermarkets and natural food stores, fresh stores emphasize perishables 

and offer center-store assortments that differ from those of traditional retailers—especially in the areas 

of ethnic, natural, and organic, e.g., Whole Foods, The Fresh Market, and some independents.

Limited-Assortment – A low-priced grocery store that offers a limited-assortment of center-store and 

perishable items (fewer than 2,000), e.g., Aldi, Trader Joe’s, and Save-A-Lot.  

Super Warehouse – A high-volume hybrid of a large Traditional Supermarkets and a Super Warehouse 

store.  Super Warehouse stores typically offer a full range of service departments, perishables, and re-

duced prices, e.g., Cub Foods, Food 4 Less, and Smart & Final.  

Other (Small) Grocery – A small corner grocery store that carries a limited selection of staples and other 

convenience goods.  These stores generate less than $2 million in business annually.  

Non-Traditional Grocery

Wholesale Club – A membership retail/wholesale hybrid with a varied selection and limited variety of 

products presented in a warehouse-type environment.  These ~120,000 square-foot stores have 60% to 

70% GM/HBC and a grocery line dedicated to large sizes and bulk sales.  Memberships include both busi-

ness accounts and consumer groups, e.g., Sam’s Club, Costco, and BJ’s.  

Supercenter – A hybrid of a large Traditional Supermarket and a Mass Merchandiser.  Supercenters offer 

a wide variety of food, as well as non-food merchandise.  These stores average more than 170,000 square 

feet and typically devote as much as 40% of the space to grocery items, e.g., Walmart Supercenter, Su-

perTarget, Meijer, and Kroger Marketplace stores.  
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Non-Traditional Grocery continued

Dollar – A small store format that traditionally sold staples and knickknacks, but now sells food and con-

sumable items at aggressive price points that account for at least 20%, and up to 66%, of their volume, 

e.g., Dollar General, Dollar Tree, and Family Dollar.

Drug – A prescription-based drug store that generates 20% or more of its total sales from consumables, 

general merchandise, and seasonal items.  This channel includes major chain drug stores such as Wal-

greens and CVS, but does not include stores/chains, e.g., The Medicine Shoppe that sell prescriptions 

almost exclusively.  

Mass – A large store selling primarily hardlines, clothing, electronics, and sporting goods, but also car-

ries grocery and non-edible grocery items.  This channel includes traditional Walmart, Kmart, and Target 

stores, etc.  

Military – A format that looks like a conventional grocery store carrying groceries and consumables, but 

is restricted to use by active or retired military personnel.  Civilians may not shop at these stores (referred 

to as commissaries).  

Convenience Stores

Convenience Store with Gasoline – A small, higher-margin store that offers an edited selection of staple 

groceries, non-foods, and other convenience food items, e.g., ready-to-heat and ready-to-eat foods.  The 

Convenience Store with Gas format includes only Convenience stores that sell gasoline, e.g., ExxonMobil 

(On the Run), AM/PM, etc.  

Convenience Store without Gasoline – Small, higher-margin Convenience stores that don’t sell gas and 

offer an edited selection of staple groceries, non-foods, and other convenience food items, e.g., ready-to-

heat and ready-to-eat foods.  Stores such as 7-Eleven without gasoline pumps are included.  

eCommerce

Food and consumable products ordered using the internet via any device, regardless of the method of pay-

ment or fulfillment.  This channel includes Amazon and Peapod as well as the eCommerce business generated 

by traditional brick-and-mortar retailers, e.g., Coborns (Coborns Delivers) and ShopRite (ShopRite from Home 

and ShopRite Delivers).  The other non-traditional retail segments above include their eCommerce business. 
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Primary Sources

While several sources were used to develop these definitions, the primary sources include Bureau of Labor Sta-

tistics, Chain Store Guide, Defense Commissary Agency, eMarketer.com, IRI (a Chicago-based market research 

firm (@iriworldwide)), National Association of Convenience Stores (NACS), Nielsen Homescan, SEC filings, 

Supermarket News, and U.S. Census.

Related Materials 

Contacts 

About this report		  Heather Sowka	 847-756-3719		  heather.sowka@willardbishop.com

Manufacturers 		  Jim Hertel 		  847-756-3712		  jim.hertel@willardbishop.com

Retailers			   Craig Rosenblum	 847-756-3726 		 craig.rosenblum@willardbishop.com

Media	 			   Jeff Rice		  847-381-4443		  jeff.rice@willardbishop.com
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Solving Complex Issues for Consumer Goods Manufacturers and Retailers

Willard Bishop uses its manufacturer expertise and unprecedented retailer knowledge to create performance-based strat-
egies that work for the supply side, as well as for the demand side. Willard Bishop also integrates shopper-based analyt-
ics and cost modeling to identify and quantify hidden opportunities. The company further augments its solution matrix 
(manufacturer, retailer, and consumer) by providing custom-developed applications, models, and tools that improve client 
performance – from concept to consumer.

For Consumer Goods Manufacturers
Capturing growth in mature markets and channels has al-
ways required a deep understanding of the manufacturer-
retailer-consumer relationship. However, the emergence 
of Omni-channel marketing and the evolution of the dig-
itally-connected consumer, are creating new challenges 
and opportunities for consumer goods manufacturers. 
Willard Bishop helps manufacturers identify these op-
portunities; then develops specific road maps that enable 
clients to capitalize on these trends, while uncovering hid-
den growth opportunities. Areas of expertise include:

•	 Growth Strategies 
•	 Shopper Analytics 
•	 Performance Optimization
•	 Store-Level Merchandising and Support

For Consumer Goods Retailers
Willard Bishop helps consumer goods retailers develop 
competitive platforms that attract and retain specific 
shoppers and optimize the sales floor. These platforms 
include a diverse solution set that connects the retailer’s 
brand identity to the in-store experience. Using local-
ized approaches to assortment, pricing, and promotion, 
Willard Bishop helps retailers increase shopper loyalty 
and basket size, while applying advanced analytics to in-
crease efficiencies that span the extended value chain.  
Areas of expertise include:

•	 Competitive Positioning
•	 Pricing and Promotion
•	 Profit/Productivity Optimization
•	 eCommerce and Delivery

Products, Tools, and Data
Through the years, Willard Bishop has developed products that bring new insights and understanding to the manufacturer-
retailer-consumer relationship. In addition to shopper analytics and merchandising data, Willard Bishop provides compre-
hensive decision support systems and promotion optimization solutions.

AD-INTM (Developed by Willard Bishop and Prognos) AD-INTM is the first promotion productivity tool that optimizes the 
collective performance of retailers’ circulars (print and digital) and TPRs in order to gain margin and increase visits.

Willard Bishop SuperStudyTM  (Available for Grocery, C-Store, and eCommerce) SuperStudyTM is a subscription-based ser-
vice for benchmarking product and category performance using expanded dataviews to provide critical financial insights 
that are not available from traditional syndicated data providers.

Willard Bishop SuperShopperTM Database
Improve decision making and business intelligence with the SuperShopperTM  
database, and benefit from more than two billion consumer transactions from key  
retailers, representing 20 million households. willardbishop.com

847.381.4443
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