
The Grocery Industry

Supermarket Sales Now Over $547 Billion

Sales by Size of Chain

Annual Store Visits 5-Year Trend

Sales up
2.2% in

2008
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Chains with 11+ locations control 95% of industry sales
Source: Progressive Grocer’s 76th Annual Report of the Grocery Industry 2009
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Consumer Trends: 
Focus is on Value
Consumers continue to purchase across a wide array of product 
categories when they visit grocery stores. However, the current 
economic recession has caused consumers to focus on value when
they’re making their grocery purchases, as evidenced by the 
double-digit sales increases in the purchase of food staples.
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Sales of Shelf Staples Growing 

Private Label Continues to Grow

Source: Nielsen Scantrack, a service of The Nielsen Company; (FDM w/ Walmart) 52 weeks ending 05/16/09 (versus prior
year) – minimum $100 million in sales

Source: Nielsen Scantrack, a service of The Nielsen Company; (FDM w/ Walmart) 52 weeks ending 05/16/09
(versus prior year) excluding brands with less than $1 million in sales

• Private label sales increased from 15.9% of category sales 
in 2007 to 17.4% in 2009

• 19 product categories now have private label sales 
exceeding $1 billion

• Average consumer has 20 private label products in their home

Seasonal GM  34

Dry Vegetables & Grains  25

Canning & Freezing Supplies  24

Flour  23

Pasta  20

Shortening & Oil  13

Butter & Margarine  11

Baking Mixes  11

Canned Vegetables  11

59.1%

15.9%

25%

2007

58.1%

16.9%

25%

2008

57.4%

17.4%

25.2%

May 2009

Top Grocery
Categories — 2009

Dollar Sales
Growth

Other Brands

Store Brands

Lead Brands



Challenges Facing Retailers
Today and in the Future
The grocery landscape has changed dramati-
cally over the last few years as consumers
grapple with rising food prices, volatile fuel
costs, a declining economy and an uncertain
job market. The changes have forced senior
executives in the largest grocery chains to
alter their organizations to respond to these
challenges.

In an effort to better understand these 
practices, Akel & Associates, an independent
research firm, was engaged in June 2009 to
conduct a survey among Progressive Grocer’s
audience of senior executives. The purpose
was to measure how they were changing their strategic plans in response to
changing consumer demand, and the resulting report, “New Decision Makers in
Grocery”, produced some astonishing results.

Retailers are Adapting to Consumer Needs
Customers Spending Less; Seeking Lower-cost Products 88%
Developing New Strategies to Attract/Retain Customers 85%
Differentiating our Store From Competitors’ 78%
Protecting Margins 77%
Reassessing Which Suppliers/Products to Carry and Promote 54%

Senior HQ Executives Are now More Involved in the Following Functions
Sales Results 82%
Margins/Profitability 81%
Protect and Enhance the Firms’ Ability to Grow 80%
Ensuring that Organization Properly Adapts to Market Conditions 79%
Offering the Right Mix of Products in the Store 72%

Approaches Used to Gain More Control
Reviewing Marketing/Merchandising Activities More Closely 82%
Reworking Product Mixes/Product Offerings 73%
Altering Prices to Meet Consumer Needs/Demands 71% 

But in the present watershed period of tighter
household budgets and changing consumer prior-
ities, the dubious economy has undoubtedly cast a
lingering shadow on the mature organic produce
category, sales of which are nevertheless expected to
level off and hold steady from here. Backing that up
is recent consumer survey data from market
researcher Mintel, which found the 36 percent of
Americans claiming to almost always or regularly
buy green products — including organic produce
— remaining unchanged vs. a year ago (after
tripling the previous year from 12 percent in 2007
to 36 percent in 2008).

Yet, while many consumers tend to equate
“organic” with “healthful,” the typical drivers of
health and wellness have taken a backseat to afford-
ability and value amid the present economic back-
drop, which is aptly underscored by the dramatic
growth of private label organics in recent years.
Indeed, private label sales are on fire, according to
Nielsen data that confirms a solid 10 percent growth
rate in 2008 totaling a cool $80 billion. The actual

sum is undoubtedly
higher, though, given
that Nielsen numbers
exclude sales from some
of the nation’s foremost
house brand retailer lead-
ers such as Costco, Trader Joe’s, Aldi and Whole
Foods Market.

“Subtle Changes” Ahead
Private label fresh produce, meats, frozen foods,

alcoholic beverages and dry grocery products have
seen the fastest dollar sales growth in recent months,
while Nielsen’s four-year overview of the category
ending July 14, 2007, found UPC prepackaged
organic private label dollar sales increasing over
600 percent, with fresh products comprising more
than half of all house brand organics by mid-2007. 

And though economic uncertainty is shifting
the organic food sales needle to greater and lesser
degrees, Marcia Mogelonsky, senior analyst at
Mintel, says, “We don’t expect people to completely

stop buying organics. We anticipate more subtle
changes, such as the formerly all-organic shopper
who returns to traditional cookie brands while
sticking with organic produce.”

With Colorado often referred to as the “birthplace
of the Green Movement” because of locally based
companies that long ago made a choice to advocate
and run businesses that would promote healthier,
more sustainable lifestyles, it seems only fitting to find
out how organic produce sales are faring with a Cen-
tennial State independent grocery executive.
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By Meg Major

A
fter years of dynamic double-digit
growth for organic fruits and vegeta-
bles, it seems clear that the drop-off in
demand for organic fresh produce —
which can still be two to three times

as expensive as their conventional counterparts in cer-
tain parts of the country — was only to be expected.

Fresh Food
THE

GREEN
ISSUE

Organic
Opportunities

At a time when shoppers are rethinking their food budgets, the value proposition of organic produce 
is coming under closer scrutiny but is holding its own, thanks in part to private label penetration.

Despite the poor economy, mushroom sales continue
to grow — even those of organic varieties — making
mushrooms a key contributor to overall store sales.
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