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I INTRODUCTION

Background and Objectives

The Planning Council of the Coca-Cola Retailing Research Group is

probing the influence of a number of factors on foad retailing in the

1980s in a series of studies.

The overall objective of the present worté is to provide
insight and data on how selected social, human, and economic
trends will impact various types of retail food outlets in the 1980s.

The specific objectives of the research are:

(1)  To identify the demographic, social psychological, and
. economic trends most likely to impact food retailing in
the coming decade.

(2) To characterize each trend, quantify each as exactly as
possible using publically available existing data, and to
identify the most probable evolution of each over the
next ten years.’

(3) To show how those trends are manifested in terms of
several traditional and emerging lifestyles of American
consumers.

(4) To analyze, from the perspective of the trends and
life-styles, how various groups of customers are likely
to react to each of ten types of food retail outlets
expected to be operative in the next decade and to
specuiate about the types of retailing each group might
regard as ideal, without regard to the industry's
current ideas about what might be feasible.

Research Approach

The research involved a series of steps largely reflecting the
objectives.
To identify the trends to be considered in the context of food

retailing, an extensive brainstorming meeting was heid with



specialists in values, lifestyles, social trends, the future, comsumer
trends, and the food industry. A long list of trends and consumer
changes and viewpoints was developed at that meeting. The list
was reviewed in detail with representatives of the Planning Council,
and eventually was compacted into the trends outlined in Section |1
of this report.

The second phase of research involved intensive search of
the literature to coilect and organize data, insights, and projection§
relating to the trends identified above. This work provides the
basis for the substance of Section II.

The material on lifestyles was extracted from continuing work
on this subject at SRI, some of which dates back many years. For
the purposes of this study some special analyses were made of
lifestyle data from 1978 findings.

Information concerning seven of tha types of food outlets of
particuiar interest for this study was provided to us by the
Planning Council. To these seven, we eventually added an
additional three as a resuit of project discussions of how various
trends might affect food outiets.

Data relating to the "best guess" future and the two
alternative futures were developed by SRI's futures research
group. This group has extensive experience in forecasting social
and economic trends as well as in defining plausible scenarios for
the future.

The final major biock of research effort prior to writing this
report consisted of a series of meetings to consider in detail the

likely impacts of each trend and lifestyle on each of the specified
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kinds of food retailers. Contributing to these meetings were
experts in values and lifestyles, consumer psychelogy, social
trends, the future and, of course, food retailing and the
industry. Members of the Planning Council provided weightings for
the key impacts and reviewed the draft report resuits.

In all, over a dozen senior members of SRI's professional
staff contributed to the research reported here. We are also
pleased to acknowledge excellent help in our work contributed by
the Planning Council and by Dr. Willard Bishop. The latter

provided crucial imputs in defining store types and in selecting the

trends to be examined.

Conclusions

The overall conclusions of the study are discussed in detail in

Section V of this report. Very briefly, the major conclusions are as

follows:

o] The 23 social, economic and demographic trends and
the five lifestyles analyzed in the study have
exceedingly varied implications for the 10 types of
retail outlets examined.

o It appears that super stores, combination stores, and
conventional supermarkets are best positioned to take
advantage of the trends anticipated for the decade of
the 1980's.

o Also favored--but much less so--are complete
home-delivery operations and specialty stores.

o Warehouse, neighborhood and convenience stores will

feel highly mixed impacts, probably negative on
balance.



o} Limited-assortment stores and limited home-celivery
operations appear to have the least favorable cutiook

overall, although they are weil adapted to filling some
special market niches.

Analyses based on broad lifestyles representing aggregations of

social, economic, and demographic trends yielded very similar

resuits.

These conclusions reflect an economy marked by refativety

o\

fow growth (2.8% in real terms), inflation at rates of 7% to 8
annuaily, and food costs -rising at similar rates.

Sections il, IIl, and IV provide the details of how the
research was conducted and the rationale for the conclusions

reached.



Il SOCIAL TRENDS

in this section of Lhe report we outline the principal elements
in the trends explored for impact on food retailing. For
convenience, the trends have been divided into four groups, which

are discussed in sequence in the following pages:

o Demographics

- Population and age structure

- Household composition and fertility rates
- Urban/suburban/rurai migrations

- Educational attainment

- Working women

- Singles

- Two-earner households

- Ethnic shifts

o] Economics
- lncome
- Inflation and energy
- Food costs

o] Social Issues

Concern with nutrition

Holistic and seif-help health

= Changing roles of men and women
Neighborhood safety

Stress

o Consumer Psychology

- Value of time
- Demand for convenience
- Family eating patterns and food away
from home
- Attitudes toward nationally advertised
brands and private-label products
- Media effectiveness and attitudes toward media
- Attitudes toward fresh versus processed foods
- Attitudes toward variety in foods.



Oemograshics

Pooulation and Age Structure

The U.S. population will inc-aase to around 233 million by
1985 and 243.5 million by 1990, a net increase of 11.7% from 1978
(218.5 millien). Several significant changes will occur in the

composition of the population in the 1978 to 1990 period:

) The largest increase will be in the 25 to 44 age group,
which will experience a net increasa of 19.4 millien
persons, or 33%. This group consists of the "Baby
boom' born in the past-war pericd and now maving into
adulthood and the middie years.

0 A concurrent new baby boom (or "boomiet”) s
anticipated because of the increased number of women
in key chiidbearing ages. The number of women aged

20-34, for example, will grow by about 3 millien
between 1978 and 1985.

= More women will be having fewer children.’
= The baby boom will peak from 1985 through 1989

when about 4 million babies are expected to he
born annually.

o} The number of young persons under 18 years of age
will decline by 1.0 million during the 1978 to 1985
periad but increase in the 1985 to 1990 period by about
2.5 million persens. The increasa will be predominantly
a result of the anticipated. baby boomiet.

o The number of oider persons aged 65 and over will rise

substantially with a net increase of 6 miilion in the 1978
to 1990 period.

Household Composition and Fertility Rates

Householids include all persons who occupy a housing unit--
@.g., a house or apartment. The total number of househoids equals
the total number of housing units. "Primary family" households

include ail related persons living together, whersas "primary



individual" households include single individuals living alone and

unrefated persons living together.

A number of significant changes will occur in the growth and

composition of households in the period to 1990. The more

important are described below:

o The growth rate in household formations during the
1980s will be almost half again the population growth

rate, mainly because of an increase in the 25 to 44 age
segment.

While the total number of households is expected
to increase by about 27% in the 1980s, the
percentage increase for households in the 25 to
44 age group is nearer 44%.

This age group is the key household and family
formation group and will be looking for products
1o set up their households.

o There will be a net increase of 20.7 million households
between 1978 and 1990.

o] in 1990, 70% of all households will consist of families.

o Households will be different.

Families will be smaller--3.0 persons per family in
1990 versus 3.3 in 1978.

Average household size will decline--from 2.8
persons in 1978 to 2.50 persons in 1990.

There will be more young single households
because of earlier leaving of the family
household, and marriages deferred or foregone.

] There also will be a large increase in the number of
older househoids-~by 1990, there will be 4.8 million
more households headed by persons 65 and over than
was the case in 1978, an increase of 32%.

These trends will exert very great pressure on housing. New

living units will probably decline rather sharply in size and will

have fewer amenities, such as pantries for food storage or extra
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space for freezers. One implication of this, of course, is more
freque_nt shopping=--a trend that would tend to accentuate the trend
(noted later) toward one-stop shopping.

Fertility rates, or the ratio of the number of births to the
number of women of childbearing age, are expected to slowiy
decreasa throughout the 1980s. Close to 75% of all women of
childbearing age had, on an average, one baby during the 1970-75
period. This percantage is expected to drop to 713 by 1990.

~ Interestingly, the largest drop will occur among minority groups
whose 1870-73 average was clcse to 100% but whosa fertility rate is
projected to be slightly below 75% by 1990.

The simplest explanation is that minerity groups, who
traditionally have high fertility rates, are becoming bettar
integrated economically in U.S. society. As they become mare
affluent, they follow the traditional pattern--they'd rather spend
more time and income on things other than on raising large families
that they used to want for economic security. Minaority group

fertility rates will not fail to or below white fertility rates, but,

overail, will be ‘declining.

Urban/Suburban/Rural Migrations

There is a great deal of controversy as to whether the
general populiation is or is not moving out of the cities. Peter
Morrison, a senior research staff member of the Rand Corporation,

believes that people are moving away from the largest cities,

reversing a long-term trend to urbanization. At the same time,



Richard Engles, assistant chief in the Census Bureau's Popuiation
Division, believes that people continue to leave rural areas at a

-ater rate than urban residents are leaving metropolitan areas ..
and many central cities thought to be suffering a loss are actually
enjoying a surge in real estate vaiues.

But what is clear, is a shift of the "monied" population to the
suburbs and beyond (including the so-cailed 50-50 cities--those
that are under 50,000 population, and tend to be more than 50 miles
from a major metropolitan area). And where there is money is
where the sales of consumer goods take place. The building of
stores in such regions is often expensive because of delivery costs,
long distance management, and buying for an unknown audience,
and sc forth. |n some new locations, however, low-cost laber and
real estate could reverse this situation. Table 1 reflects the
Census position (which we suspect is a bit extreme in forecasting

continued migration from rural areas). It is clear that suburbs and

small cities are the high growth areas. Further, this growth

involves people of above-average income, while central city
residents are of average i‘ncome, and rural residents are of below
average income.

Our projections and remarks here agree with the conventional
wisdom about long-term migration trends. In plain terms, growth
rates are fastest in the suburbs and next fastest in rural places
(nonmetropolitan counties). Most central cities--the oclder, inner

urban cores--have been losing population slowly since the



Table )

POPULATION AND INCOME DISTRIBUTION TRENDS

#oculation Distribution Income Distribution
Non- Central Other Non=- Central Otner
Year Metro City Metro Metro City Metro
1350 L4y 35% 21% 38% 35% 27%
1960 37 33 30 32 33 35
1870 31 32 37 . 27 32 41
1980 27 238 L5 23 28 49
1990 24 25 51 21 25 54 .
Note: "Nonmetro" here is basically rural;

“Other Metro" include suburbs and the 50-50 cities.

early 1950s. The migfation of wealth is just as important as the
movement of people. Here again, the suburts and the so-called
50-30 cities are enjoying the fastest growth. But these are gross
patterns. They appear quita different from one region of the

country to ancther, and from one urbam area to another. And

there is considerabie uncertainty about their directions during the
next 10 years.

A retailer making decisions about where to locate new stores
will not find our projections sufficient for making such decisi.ons.
However, we can point to the key uncertainties and the directions
of movement under different circumstances.

There are three major uncertainties: the energy crisis, the
emerging new structure of the economy, and changing lifastytes,
All have impact on people's preferences and ability to afford
residences where they woula like them. Scarce energy and/or

sharply more expensive energy make transportation to and from
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work both more difficult and more expensive. The general
preference is to move closer to work. One interpretation of this is
that the energy crisi 7" *urn around the central cities. More
likely, it will resuit in some slowing of the decline and a change in
the mix and wealth of urban populations. It will certainly siow
suburban sprawl, reinforcing an already visible trend toward
higher suburban densities. And it may slow the rapid growth in
certain rural areas, including some of the 50-50 cities. Generally,
increasing residential densities should be its main effect.

Grogser, i.e., regional, migration patterns partly reflect the
changing nature of the U.S. economy. There is the shift toward |
the South because of less expensive and mo.re flexible lqbor forces
and thus growth in employment. There is the shift to the West
based on energy-related developments and on the emerging
information society. Much of the growth in the SO-SO cities, which
are technically located in non-metropolitan c::_:unties, comes from
these trends. Rising costs and other problems in suburbs force
manufacturers to move where labor costs are lower, which tends to
be in smaller cities. (Eventually, of course, some of these 50-50
cities go over 50,000 in population and are redefined as metropolitan
areas, or SMSAs).

Increasing diversity in lifestyles is the third uncertainty.
This diversity lies behind the often cited shift of affluent,
upwardly mobile young households back into some of the oider
central cities, e.g., New York, San Francisco, and Washington,

D.C. It also lies behind the very small but highly visible movement
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of "voluntary simplicity types to very low density ryral places.

Thirdly, lifestyle preferences associated with recreation and
retirement appgear to be behind the movement of large groups of
relatively affluent oider pPeopie to some 50-30 Cities,

Thus, for the location and types of food stores, there are two

principal issues: the size and density of wvarious centers of

papulation andg the lifestyle characteristics and wealth of the

resident population.

Educational Attainment

Educational achievement ef the adult (over 25) U.s.
Pepulation has increased and will continue to increase significantly

during the period to 1995. Some aof the more significant trends ars

listed beiow:

o] A growing proportion of persons who have had some
coilege

= In 1970, one person in five had some college
= In 1978, it was one in four persaons

= In 1985, it will be one in three persons

= In 1985, it will be one in two persons

o} A rising percentage of adults are aiso graduating from
college

= In 1975, 14% were college graduates
- In 1985, the number will rise to over 16%
= By 1995, it will be 21%

o] In addition, there has been a boom in aduit education
of ail types, which js expected toc continue.

Wc:r-king Women

The rapid and unprecedented (in peacetime) entry of women

into the labor force was one of the most significant sQcioeconomic

-12-
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trends of the 1970s. Between 1970 and 1980 the labor force
participation rate far women rose from 43% of all women aged 16 and
over to over 48%. (Conversely, the mzle participation rate deciined
slightly during the same period). All indications are that this

trend will continue:

o From 1980 to 1990 the number of women working will
grow by about 7 million, over 16%. The number of men
working will grow by only about S million, less than 9%.

o] In 1990 women will make up nearly 43% of the work
force versus 41% today.

o Ouring the next ten years the fraction of the labor
force made up of women aged 25-44 will grow from 17.7%
to 21.7%.

The trend toward women working outside the home will have
considerable impact on families and households.

Importantly, although many young women have worked and
will work the first time for enjoyment, most are unlikely to leave the
work force after they've become accustomed to additional income,

job satisfaction and status, and nontraditional but satisfying social

- roles.

That this change in women's lifestyles has significance for the
food retailing industry is obvious. What is not obvious is the
nature of this significance. First of all, the demands of working
versus nonworking women in their selection of what to buy and
where to buy may not even be a critical relationship for retailers
trying to understand how to tap the working women market. For it
turns out that the working woman is many women. There is the

career-professional with no family; the career-professional with a

=13~



family; the naonprofessional with or without a family; there is the
single professional who wants a partner but no family; and, of
course, the nonworking woman alss «ists in as many guises. In
addition, the fact that women are working more makes it more likely
for men to do more shopping. Thus, the working women market
includes the need on the part of the retailer to address the

shopping demands of men as well.

Singles

"Singles" refers to households headed by ‘Yprimary
individuals" as distinet from "pEimary families." Included are
individuals living alone and unrefated (i.e., not married)
individuals living together. The h'igh growth rates of singles apply
especially to people under 4S5. In 1978 there were 5.0 million
singles aged less than 45. In 1985 the number will Be 8.5 million
and in 1990, 10.2 million. The total number of singles will axpand
enormousty from 17.4 million householids in 1978 to over 25 million in
| 1990. |

The highest growth rate is occurring right now among males
in the 25-44 age group. The average annual growth rate of such
single househoids is 5.5% annually, compared with 2.0% annuaily for
all households.

In general, singles have household incomes about $2,000
higher than the U.S. average. About 15% of this income goes for

food, with two-thirds spent in retail outlets.

=14~



Two-Earner Households

SRI studies show that 31% of all U.S. households in 1977 had
more chan one earner. Their median income was $21,000--$3,000
more than the median income of single-earner households. Almost
44% of all households with annual incomes over $30,000 are duai-
earner households.

The trend is toward more two-earner households (both
families and unrelated individuals living together. This reflects
both the increase ir; the number of working women and the

anticipated income squeeze resuiting from continued inflation and

slow economic growth.

Ethnic Shifts
Approximately 9% of the U.S. population is Hispanic and 12%
is black. During the next decade, the Hispanic population could

pass the number of blacks owing to higher fertility rates and both

legal and illegal immigration. Catering to the food wants and needs

of these groups will become increasingly a challenge as their
supposedly homogenous tastes prove to be more diverse than was
once believed. Of potentially significant impact on the food
retailing industry is the extent to which "traditional" minority foods
and ‘tastes are adopted and/or adapted by the society at large.
Mexican, Spanish and Chinese foods are selling in greater
quantities, and in the case of Chinese food, stir-fried food may

become extremely popular among those people who want fresh

produce which is convenient to cook.
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Economics
lncome

Persunal Consumotion Expenditures (PCE)

Qverall economic growth will siow during the next decade with
. real personal consumption expenditures (PCE)* growing at about
2.1% annually. In constant 1978 dollars, PCE should grow from
$1,350 billion in 1978 to about $1,490 billion in 1985 and $1,740
billion in 1980. The significant trends for 1975-1990 are dascribed

below:

o From 1975 to 1990, the composition of PCE will change;
there will be a gradual but steady

- Decrease in the percentage share of expenditures
geing to food, tobacco, clothing, and personal
appearance, and an

- Increase in the percentage share of expenditures
going to transportation, recreation and leisure,
and medical cars.

o Durable goods consumption will level off at 16% of PCZ
after an increase from 13.6% in 1975. -

o Nondurable goods consumption will steadily decline from
42% of PCE in 1975 to about 37% in 1990.

o Services will continously increase as a proportion of
PCE from 44% in 1975 to 48% in 1990, thus following the
world trend in-the expansion of the service sector.

o} The savings rate follows the consumption pattern and
shows a decline from 6% to 5.3% of GNP between 1973
and 1985 and an increase again to about 5.8% in 1990 as
the economic activity slows down and consumption
levelis fall.

*PCE is that fraction of disposable income that pecple actually
spend.
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Distribution of Income

Although real incomes have grown steadily over the past 25
years, the distribution of income has remained roughly fixed. Two
factors in particular have begun to shift large numbers of
households upward: the greater participation of women in the labor
force has pushed many two-earner hous'eholds into the over-$30,000
income brackets and many single households have further increased

the average. Table 2 shows 1977 and expected 1980 income

distributicn.

Inflation and Energy

By 1990 gasoline will cost as much as $3.00 per gallon (in
1980 dollars) and all other forms of energy will be substantially
higher than today. Energy will remain for the entire decade a
principal and critical factor underlying social, politicai and economic
conditions. Price increases, periodic shortages, environmental
concerns, and public policy all will push toward conservation.

Economizing in energy use will affect shopping in a number of

. different ways. Transportation will cost more and be occasionally

Table 2
PROJECTED CHANGES IN INCOME DISTRIBUTION

Percent of Households

Annual {ncome 1977 1990
Under $5,000% 16.5 10.5
$5,000-$10,000 . 20.3 16.0
$10,000-$15,000 17.9 14.5
$15,001-%$20,000 15.6 13.5
$20,001-$25,000 11.5 13.0
$25,001-$50,000 16.0 27.5
Over $50,000 2.1 5.0

100.0 100.0

®ln 1978 dollars.

Sources: U.S. Department of Commerce;
The Conference Board.
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inconvenient. Population migrati‘on, residential and commercial

densities, and industrial plant siting will all change to accomodate
transportation constraints. All goods \including food) that require
large amounts of energy to process or make will be more expensive,
affecting how families budget their incomes. Retail outlets will be
designed to reduce their use of gas and electricity.

With overail inflation continuing at an uﬁpredictable but
significant rate, the value of the doilar is bound to decreasa.
Under such conditions, peopie will have to budget their money more
carefully during the next decade. What has been, for example, an
enjoyable shopping trip to the "out of the way favorite shopping
place’ may well come to be considered a frivalous waste of pracious
disposable income and gasoline. On the other hand, ri;ing income
leveis will allow some groups to continue to shop at these kind of
stores,

The general implications of continuing inflation and rising
fuel prices for the retail food industry include an increase in the
number of one-stop,* once-a-week shoppers who are trying to
economize; an increase in the number of in-home shoppers; more
intense competition for store locations in dense residential and

employment centers; higher electric and gas bills for stores staying

*What we mean by increasad '"one-stop shopping" is that people are
likely to go to stores located close or next to other stores that they
also have to visit frequently, e.g., a supermarket located in a large
mall/shepping center where there are other specialty food stores,
clothing stores, bookstores, and so on. The other side of the coin
is probably reduced frequency of visits to more isolated stores.
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open at night to accommodate working men and waomen who want
one-stop shopping; higher fuel bills for keeping the frozen fcod

section frozen; to light markets, and so forth.

Food Costs

The cost of food is closely related to the cost of energy.
Until 1972, the cost of food rose slightly more slowly than the rate
of increase for the consumer price index. In 1973 and 1974, this
changed abruptly. The oil embargo and quadrupiing -of cil prices
were a central reason for this change. The food distributiocn and
delivery system is dependent on oil, and as long as it remains that
way food costs can be expected to rise as fast as inflation.
Overall, the impact of higher food costs prompts more careful
shopping--price and quality become more critical concerns for

shoppers.

Social Issues

Concern with Nutrition

The demand for nutrition is primarily spearheaded by specific
interest groups. The influence of these groups is difficult to
assess in the sense of their impact on the eating habits of the
majority of pecple. Where their impact is most clearly seen is in the
advent of labeling various foods. Many peopie Who are not members
of the "nutrition lobby" seem to appreciate the labels even if they
cannot understand the relationship of what is on the label to their
specific diet. One store has hired a nutritionist to help customers

make up their shopping list. In another instance, in Omaha,
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Nebraska, a weight-loss ciinic and a market have teamed up to make
it more convenient for the clinic's clients to find the prescribed
fcods for their diets. As more Americans become aware of -heir
physical condition (or lack thereof), the demand for nutritious food
will increase. |If the number of sales of fitness and self-heip books
are any indication of such an increase in awareness and the
incidence of people actually buying nutritious food, then the
demand for nutritious food seems assured.

Overall, an increasing interest in nutrition means several

things for food retailing:

o Specialty stores emphasizing nutritional special
intarests.
o Accomodating generally changing tastes with displays

and labels showing nutritional information.

o} Some change in advertising presentations and media
choices. » ' '
o Related products and literature.

Holistic and Seif-Help Health

"Holistic health" is a term which desc.ribes a perspective
which is becoming more prevalent in the United States (and in other
places,.as well). The perspective is that the human being is a
completely integrated entity; that is, the physical, intellectual, and
emotional conditions of an individual are inextricably related to one
another. To persons who have a holistic health perspective, it
makes little sense (and may be inconceivabie) to care for their body
while ignoring their mind. To these people, one cares or does not

care for one's entire self. As a result, these people are less likely
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to take their health problems to a traditional doctor. The fact that
the annual number of visits to traditional doctors has declined since
1274 is probably testimony to the sp;'ead of the holistic health
perspective rather than to the possibility that the society has
become "healthier” in the traditional sense of the term.

The implications of this trend for the retail food industry are
difficult to pinpoint but of potential importance. People with the
holistic health perspective are more likely to be concerned with the
freshness and nutrition value.of their food. They are also more
likely to grow their own produce. Of particular concern for the
food retailer is to realize that this perspective is not limited to

particular income groups but is spread throughout the income

spectrum.

Changing Roles of Men and Women

In regards to shopping, more and more men are going

shopping, particularly those men whose mates are women who work.

Not only do these men do more of the shopping than ever before but
also more of the housework. (f men who are living with or married
to professional women refuse to help in these cheres, many of these
jobs are only accomplished with irritation by whomever ends up

doing them. As more women attain higher levels of educational

achievement, this trend can be expected to continue. A pattern
which would create less time pressure on two working people would
be to have both people working 50% to 75% of the time. But even in

this case, more men will spend more time doing what was once
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"women's work! just as more women now do what was once "“men's
work." Other factors also influence male‘and female roles--e.g.,
educatic ~--5ut the main force is the work role.

In generai, men shop faster than women, and some people say
that they are more interested in haviné a variety of products
available. The general merchandise saction of markets is appealing
to men as will be the increased availability of alcoheol in markets.
But differences in spending patterns between men and women partly
reflect the fact that the measurements are not usually held constant

for the type of shopping trip.

Neighbarhood Safaty

Neighberhoocd safety becomes more important for the retail
food industry as more people find that shopping after 3:00 p.m. is
desirable, as the population ages, and as more pecple are tempted
to return to urban canters as the price of suburban living becomes
prohibitive. The return to urban centers of relatively young
people (under 30) will necessarily increase neighborhood safety.
These people will only return if there are jobs; and if there are
jobs, there will be taxes; and if there are taxes, the more
protective elements of enfarcing neighborhood safety will be bettar
paid and out in force. |If urban centers continue their economic
collapse, the needs of those pecple who live in urban centers for
food will be met with increasing difficuity, particularly for the

elderiy.
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At this time, demographic data are mixed regarding the level
of vigor in urban centers. There is no question that the last 15
years witnessed mass out-migration but some pecple fee! this is
changing. Within the next ten years, a ciearer picture will be
available regarding urban growth and decay. In the meantime,
neighborhood safety is not a serious problem where mast of the food
dollar is spent--that is, in the suburbs.

4Both safety and vitality tend to go together. An economically
and culturally vital neighborhood is generally safer than one that is
in decline. From the perspective of shopping behavior, the key
issue is safety. Poorer, older urban neighborhoods tend not to be
safe. Newer urban neighborhoods, with a large influx of upwardly
mobile and younger people who work, tend to be safer although
there are problems in most urban neighborhoods. Suburbs, where
mare of the food dollar is spent, are generally safer overall, but of

course poorer, decaying suburbs suffer problems similar to péor

" inner city neighborhoods. Rural areas are generaily safe.

The safety problem is exacerbated' by economic conditions
especiaily among minorities with a high proportion of unemployed
youth. Vandalism and assault tend to be higher in places where

there are many disadvantaged, unemployed younger people.

Stress
Stress has always been a feature of human life. The
frequency and intensity of stress, however, varies from time and

place and from person to person. Of course, for an individual, the
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nature of stress can vary Vthroughout a single day or even during a
half-hour pariod. In reéard to the retail food industry, stress is
particularly important for twc =as: . Tirst, there is the graowing
possibility that certain chemicals and cartain personalities combine
in such ways to either produce stress or make stress more likely.
Insofar as these chemicals may be prevalent in certain foods, the
unveiling of such chemicc-per;sonalities couid have serious impact on
what kinds of food are soid in what stores, with what kind of

warning labels, and so forth. Secondly, stress will increasingly
influence the operation of stores as more peopie shop after 3:00
p.m. and on the weekends. Stores are more crowded at these times
and situations like waiting in checkout lines before waiting to get
back on the highway to wait in the traffic can be particularty

ir'ri_tating to the shopper who arrives at the store already feeling

under stress.

Consumer Psychology

Value of Time

The main concern here is one's use of scarce (and
increasingly scarcer) time, i.e., how one organizes one's daily
activities including shopping. As noted earlier thé overriding issue
is that more time required for other activities means less time for
shopping. The availability and value of time relates to a number of
cther factors: transportation and, indirectly, energy availability,
the length and organization of the work week, the movement of

large numbers of women into the labor force, changing roles of men



and women, the organization of leisure time, and preferences

associated with lifestyles. It is not just a matter of the amount of

time available to particular activities; as important are how blocks

of time sufficiently large for doing wvarious things can be put

together.

0

Some of the specific trends are:

Nearly all the relevant factors point to greater amounts
of time spent traveling, especially to and from work.
Highway congestion is increasing, lowering average
speeds. Looking for gasoline during periods of
scarcity takes another large block of time. As more
women go to work they have less time to shop.

There are strong indications that the work week is

undergoing considerable reorganization. Flextime, the
four-day work week, and more opportunities for part
time work all mean potentially more time for shopping
(as well as other activities). But while these emerging
patterns provide workers with greater flexibility and
more time, they are likely to be more expensive (in
terms of energy) fcr employers who, thus, may resist
these trends.

Changing sex roles, however, mean that men will be
sharing more of the daily household tasks, including
shopping for food, with women.

New forms of home entertainment, especially the new
video media, suggest that households will not be as

locked into entertainment at certain times of the day.

(With a video recorder one can watch a program at any
time). Likely, this means some incremental increases in
time available for shopping. Similariy, adjusting to the
energy crisis will probably mean more stay-at-home

leisure and recreation.

Some people highly vaiue preparing and eating meais

and, by inference, will also want to shop carefully.
Other lifestyles mean a great concern for convenience--
easily purchased and easily prepared meals.

Demand for Convenience

The aggregate demand for convenience in shopping will

continue to grow. But what convenience means to different people,

-25-



and therefore to the different retailers who are trying to serve
these people, is a complex and important issue. First of all,
convenience refers to specific products, specific shopping sty'ss,
and to specific shopping locations.

The demand for convenience in products refers, in general,
to easily prepared foods. As the number of working women grows,
as well as the number of singie individual households, this demand
MH cantinue to increase. These pecple have less time and less
inclination to spend a great deal of time preparing a full meai.

The demand for convenience in shopping styles refars to the
desire on the part of the consumer to bve abl_e to shop at an optimal
time, and, thus, is related to the value of time. The optimal time
refers to the specific time of day and to the number of trips to the
market which are required per week. The trend ssems to be toward
one-stop shopping. This means that the consumer wants to be able
to go to cne store, at one time, and get most of the weekly
requirements in one trip. Again, with many more warking women, a
great deal of shopping by r;1en and women will increasingly take
place on the weekend and after 5:00 in the evening.

The demand for convenience in store location arises from two
major events. Rising fuel costs make the consumer more likely to
try to shop near home or work; and with many more working people
there is simply less time.available for shopping. Hence, the demand
for an accessible and nearby shopping location. One development
of significance to retailers invoives the emergence of the "In-Home"
shopper. This type of individuai finds that shopping is a.necessity

which should be avoided if possible. Whether it's due to an
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aversion to shopping or to a desire for convenience, the number of

shoppers of this variety is bound to rise.

Family Eating Patterns and Food Away from Home

The most striking change in family eating patterns invoives
the number of people who are no Icnger_eating breakfast. Exact
figures were not found but comments to this effect are common.
Other obvious trends include a greater percentage of the food
dollar being spent away from home. As the number of households
increases but the number of members decreases, this trend should
hold. However, there are some demographers who believe that a
second baby boom is just around the corner as many peopie of the
original baby boom decide to have children. Were this to happen,
more food money would be likely to be spent in markets as it is
cheaper to feed a family of four from a market tham in a restaurant.
Another factor wﬁich could dampen the trend to eating away from

home is 'the aging of the singles market, particularly those
unrelated individuals ‘who live together. It is this segment of the
singles market which spends the most money on food and spends the
smallest percentage of their food money in restaurants.

Another change in family eating patterns involves the specific
meal. With two parents working, the archetypical sit-down family
meal is less common (this is not to say that it's less desirable). In
a family of four, it won't be uncommon for there to be four

individually prepared dinners in a single evening.
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We believe the general trend will be toward eating at home
and away from eating out. This is not to say that restaurants will
fail into disfavor; rather they will grow more slowly than during the

past two decades. The principal reasons are:

o] As many people grow ocider and form new households
and families, economic pressures and the values

assaciated with having a family suggest more eating at
home.

o] Older people, an increasing segment of the population,
fall into two age groups--those who have money and
those who don't. The former group will continue to eat
cut a lot since they have the resources and values to
do so. Paorer people, of course, cannot afford to do
so.

o} Transportation and energy costs also tend to push
pecpie away fram eating out and toward eating at home.

o] Variety in home entertainment and recreation are
increasing, suggesting that pecple will have additional
reasons for eating at home. Video recorders, still with
a low market penetration but rapidly becoming
widespread in use, will allow some reorganization of
heme entertainment time but they will still mean a
tendency to spend more time at home.

Impartantly, we are aiready seeing a shift in the kinds of
restaurants people prefer for dinner. Fast food restaurants appear
to be suffering; more eiaborate, sophis'ticated restaurants are
growing.

All of these trends tend to improve the position of most kinds
of markets. Which markets are more successful depends on which

age group, economic group, or lifestyle group people beiong to, as

well as where peopie live.

-28-



Attitudes Toward Nationally Advertised Brands

and Private-Label Products

Most people who use private-iabel products seem satisfied and
plan to continue using them. Of course, some private-iabel
products sell better than others and some shoppers are more
inclined to buy private-iabel products than are others.

The main reason for using private-labels is that they are
cheaper. Despite this fact, lower income individuals and families
who would best benefit from using private-iabels are the least likely
to do so. The trend for more singles does not support private-
labels, which are generally sold in large quantities and/or portions
that are inconvenient for one or two-member families.

Overall, price-consciousness of consumers will increase if the
économy worsens. Rising fuel costs and a rec';ession will heip the
sales of private-labeis and increase the competition among all

brands for brand loyalty.

Media Effectiveness and Attitudes Toward Media

Over the past 10 years, media use has been changing in
significant ways. As audiences' media preferences (especially
women's) have changed, so has media effectiveness. More working
women means more prime time TV advertising and more radio spots
during commute times rather than during daytime TV serials and
daytime radio. Magazines and direct mail are more effective media
than TV and newspapers toc reach better educated, wealthier

people. Trends in attitudes toward media have included substantial
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growth in special interest media (i.e., markat segmentation) and
moderate levels of public disaffection for TV.

The 1980s will bring a variety of new media to both consumers
and advertisers. Video cassette recorders and, later, video disc
players will probably remain reiatively free of advertising although
some information programs about health, nutrition, and food may
mask what is reaily advertising. "Special interest TV," in the form
of many more channels, more cable penetration, more pay TV, two-
way TV, and tefetext, will pose serious challenges to broadcast TV,
Many will be partially subsidized by advertising. More important,
though, will be how well consumers aczept new and traditional
media, especially how they reorganize their use of time to
accommodate them.

Retailers, like all other businesses, will have to change media
strategies as the efféctiveness of traditional media daclines. This
may be as simple as shifting TV and radio spot advertising to
- different times. It will pro'bably meaﬁ greater reliance on non-
periodical print advertising--handouts and direct mail. And it will

likely mean taking risks with new media such as tejetext.

Attitudes Toward Fresh Versus Processed Foods

The trend toward greater concern regarding nutrition and
toward a belief that the individual should take am active role in
caring for his or her health supports the potential for a move
tow_ard greater use of fresh food. On the other hand, the demand

for convenience and the ever-increasing cost of time as well as the



need to compete with restaurant business leads the observer to
realize that the demand for processed, including frozen and
convenience food, is bound to continue. Most hhkely, a

technology--whether energy-intensive like a microwave oven or
"simple" like stir-frying--will be required to truly shift the

population back to predominately consuming fresh food.

Attitudes Toward Variety In Foods

Some people argue that men like more variety in their foods.
A more plausible explanation for the fact that, at this time, men
buy a greater wvariety of food when shopping is that men are
relatively inexperienced, nonhabitual shoppers. As more men
become regular shoppers, their purchases will more closely resemble
those of women in terms of variety of food bought.

Of greater inportance to the food retailer is not that single

individuals will be buying a greater variety of food than before,

but that different individuals will increasingly pursue different

diets. Knowing the range of diets of one's clientele will be
important in terms of the variety of foods stocked.

Although not directly related to variety in foods is the
general question of variety in terms of store merchandise. General
merchandise (GM) has sold well in stores previously devoted to
selling only food. Stocking GM in the market may become
particularly important if one-stop shopping becomes increasingly
popular. The market that stocks flashlights and automobile oil

could be a more convenient place to shop. The retailer will thus be
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forced to consider not only which foods to stock and where to stock

which items, but also how much store space to devote to food and

Now much tg other merchandisa.

Some buyers are, for economic reasons, willing to sacrifice

variety for pricea. Although a market carrying a large variety will

generally have to be larger and thus may have to pass on a higher

overhead cost to consumers, it is unclear whether or not food

buyers are consciously aware of this.
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I LIFESTYLES

= trends outlined in the previous section can be usefully
collapsed into a number of lifestyles. Four seem to us to be
particularly significant for the present study. The principal
attit_udinal and demographic attribute of these four lifestyles are
sketched below. At a later section of the report, the impact of

these lifestyles on food retailing is analyzed.

Need-Driven Consumers

Need-Driven consumers have few economic resources and
hence purchases are driven more by need than by preferences.
About 12% of the population is Need-Driven. Average househoid
income is under $6,000 annually and education averages about ninth
grade. The fraction of minorities, especially blacks, is high.

Unemployment is high, especially among young members of

minorities. It is a predominately female group, with many widows

and families headed by single women. Neéd-Dr‘iven consumers tend
to be over 50 years of age, but a fair number of young
improverished minority families are included.

The older among these consumers are strongly traditional.
Many of the Need-Driven are dominated by a sense of alienation,
despair, and mistrust both of people and of the system. They tend
to be heavy television watchers but light readers of newspapers and
magazines. They live mostly in urban centers or rural areas and

they are especially numerous in the South. Many live under
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conditions of fear, both physical and ps'ychological. Such
consumers are the farthest removed from the American cultural

mainstream of any greus.

A slow deciine in the number of Need-Driven consumers is

éxpected in the 1980s.

Belonger Consumers

About 38% of American adults can be described as Belongers.
They make up much of Middle America. Such consumers are so
called because their central need is to fit in, not stand out. To
belong--to be accepted--is a core need.

Highly traditional, consarvative, and old fashioned,
Belongers are the Archie Bunkers of the naticn. Demographics
include middle-to-low income and edﬁcation. Over 35% of Belongers
keep' house. Ninety-twe ‘percent are white. Average age is around
S5C. Most live in the country and small towns; they tend not to be
urba;. Nationally, they are most numerous in the South.

In general, Belongers are content with the way things are--
or rather, were. This means they prefer trustworthy brand
products and cooking from scratch. They are unexperimental and
dislike the radical new product. They are laggards in responding
to innovations. Belongers create many mass markets and serve as
stabilizers of social change.

The number of Belongers will not change much in the coming
decade, indicating that their ramks will shrink somewhat as a3

fraction of the total population.
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Achiever Consumers

Almost a third of Americans hoid values focused on
materialistic achievemen:. . . ..: middle-aged, white, male, well
educated, and successful. Incomes are usually over $20,000;
education includes some college or more; and occupations tend to be
managerial, profe§sional, technical, or sales. Achievers live
largely in the suburbs and are most numerous in the states of mid-
America, although distribution will be fairly even. This is an
enterprising, hard-working group that has built the American
economic system and is now at its heim. In general, this is the
most satisfied group in the American society. Esfablished
Achievers are willing to try the new, especially if technological
advance is invoived, but they don't want radical change since that
might mean their topmost position would be threatened.

Younger Achievers--in their twenties and eariy thirties--are

a distinct group. Many career women appear here. Singles are

very prominent. Strongly upwardly mobile, they are an angry,

distrustful group, still trying to break into the "big time." This
group is not only physically mobile, but appears to be changing

rapidly in a sociological sense.

One dimension of change is the makeup of the group itseif.

In 1973 it was more male than female and about 12% black. Today
women predominate and almost a fourth of the group is biack. The
average age is about 29; most say they came from underprivileged
backgrounds. So the picture is one of a powerfully upwardly

mobile group trying to break into the system--and not at all sure
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they will make it. In a sense, this group of young Achievers are
the 1980 equivalent to the ambitious children of the immigrants to
America in the 18390s and 1900s. Attitudinally, these pecple are
bimodal--consarvative on some issues, liberal on others. They
strongly back "women's liberation," for example. Many are losing
confidence in the leadership of traditionally achievement-oriented
institutions such as banks and large companies. Curiously, many
young Achievers will later move into these same leadership
pesitions. On the conservative side they tend to favor decreasing
natiocnal spending in most areas except dafense and foreign aid, and
they tend to be less lenient toward such matters as Communism,
criminal justice, homosexuality, and anti-religious sentiment. Their
confidence in the government has ehbed mare siowly than other
lifestyle groups.

We expect that this group will expand a little in the 1980s.

inner-Directed Consumers

Inner-directed consumers are people who live their lives
attempting to fulfili their inner needs, as distinct from the drive of
Achievers to respond to outer appearance. This is mqstly a paost-
war géneration. Most come from affluent (often Achiever)
backgrounds; average age is about 32; educaticn is excellent; 40%
hold technical or professional jobs; incomes are good but less than
those of Achievers. The Inner-Directeds are the men and women
(50-50) who are active in such concerns as holistic health, inner
growth and Eastern religions, and intensely experiential activities

such as



hang-gliding, discos, mountaineering, waterbeds, home baking,
and gardening. An important subgroup is in;ensely societally

aware and some among these have. elected iives of wvoluntary

simplicity. Highly self-reiiant, the Inner-Directeds are leaders of
movements such as those concerned with consumerism, pollution,
heaith, safety, nutrition, and other societal issues. As a group
they tend to be intellectual and aesthetic.

For the purposes of this study we have subdivided the Inner-
Directed category into groups we designate as Experiential and
Sociétally Conscious. The distinction between these two is spelied
out in the life-style impact portion of Section V.

Less than 20% of American adults today qualify as Inner-
Directed, but their numbers appear to be growing rapidly and they
couid well constitute about 27% of adults by 1990. They are six to

eight times more numerous in New England and the West than in the

states of the Deep Sauth.

Trends in Size of Lifestyle Groups

Table 3 shows trends in the size of the four groups.

Table 3
TRENDS IN SIZE OF LIFESTYLE GROUPS

Percent of Adult Population

consumer Grouo 1978 1890
Need-Driven 12% 10%
Belongers 38% 349
Achievers 33% 29%
nner-Directeds 17% 27%
Tota!l Adult Population
(in millions) 154 180

Source: SR
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IV IMPLICATIONS FOR FOOD RETAILING

Focus

The projett team was asked to considar the impact of trends
and lifestyles on saven types of food outlets. As 3 resuit of its
wark, three other store types were added. All are briefly

described below. We are indebted to the Planning Council and

Or. Bishop for mest of this material.

Limited-Assortment Storas

Limited-assortment stores are price-oriented and specialize
primarily in the sale of grocary products at reiatively low prices.
As of the fail of 1980, there are abaut 750 Iimited-aéscrtment stores
in the United States

Typically they affer about 500 dry grocery items (that is,
canned and packaged foods and non-food grocery products).

National brands are generaily not available and standard grades of
'products, rather than fancy grades, are the rule. In some
instances, the items are -augmented by a limited assortment
(typically less than 10% of 3 full-range store) of dairy, produce,
frozen, and packaged meat items.

Pricing is usually 15%-20% below conventional supermarket
prices, but competitive reaction may reduce the average savings

available. The appeal of the stores is said to be very largely

aconomy.
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Customer service is also reduced. For example, checks
generally are not accepted; customers are expected to bring their
own containers and do their own bagging; waiting lines are
frequently longer than in the supermarket, but relatively efficient

checkout operations mean that the wait may not be any longer.

Warehouse Stores

Warehouse stores are price-oriented stores that streamiine
variety and store operations in an effort to sell a relatively complete
line of grocery, meat, and produce items at prices perhaps 8% to
10% undér the prices of conventional supermarkets. Although
generally able to satisfy all the product needs of a household,
warehouse stores do not provide a wide range of branded products.

Warehouse stores are highly utilitarian, meeting needs but
not all wénts. Many are located in oider, recycled supermarkets.

Such stores typically offer 4,000-6,000 items versus the 10,000 plus

in the conventional supermarket. Products are displayed in

shipping cases on warehouse-type racks. Customer services are

also minimal although checks may be accepted.

Conventional Supermarkets

The conventional supermarket generally offers a broad
assortment of groceries and related products, including the major
branded lines. These stores offer many customer services
including check-cashing, free shopping bags, assistance in

bagging, and perhaps carryout service. Some inciude a bakery
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and/or deli in addition to the standard departments. Such stores

define what is meant by conventional or standard pricing. . .-

Super Stores

Super stores are large supermarkets that offer a full
assortment of grocery, meat, and produce items. In addition, the
super store usually aiso offers several specialty departments, such
as deli, bakery, fresh seafood, floral, pharmacy, and perhaps a
restaurant or snack bar. These additional departments are.
generally presented as “shops' within the store. The super store
frequently carries a broader line of general merchandise than the
standard supermarket. Prices are lower than in conventional
markets by about 5%.. The stores are designed to atiract a very

broad spectrum of consumers.

Combination Stores

Combination stores are very large (i.e., over 40,000 square
feet in total size), and are designed to offer most of the frequently v
purchased consumable and reiated convenience items. They
generally offer all the standard food and speciaity 'items of the
super store; in addition, at least one third to one half of the space
is' devoted to display of general merchandise, such as automotive
supplies, health and beauty aids, cosmetics, housewares, and so
forth. The merchandising objective of the combination store is to
encourage pecple to make planned rather than impulse purchases of

many general merchandise items. The store is designed to service



the total family. The food department is usually separate and often
off_ers prices about 5% lower than conventional supermarkets as a

means of attracting traffic.

Complete Grocery Home-Delivery Stores

This is a non-store form of food retailing that allows the
customer to purchase a full assortment of grocery, meat, and
produce items from a catalogue, using a phone or other electronic
device to place the order. {tems are assembied at the store and
scheduled for delivery to the customer's home within a designated
period during the next business day. The customer pays a
relatively small delivery fee and the price of the 'groceries
themselves is similar to those offered by conventional supermarkets
in the area. Payment can be made by cash, check, or credit card:
It is clear that such operations can take advantage of special

circumstances, such as the dense populations and hence short

delivery routes feasible in metropolitan centers.

Staple Grocery Home-Delivery Stores

This form of retailing is similar to the complete grocery home-
delivery store except that its offerings emphasize staple grocery
items and its perishable products such as meat, produce, cheese,
and other dairy products are limited. Prices tend to be slightly
higher than in the complete home-~delivery store because it does not
carry some of the higher gross margin perishable items that could-

offset some of the costs of selling staple groceries at lower prices.
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Small Neighborhood Grocery Stores

This kind of store is typified' by the smail Mom and Pop
cperation that carries a limited selection of the most consistently
needed grocery and frozen products at higher than supermarket
prices. A more eiegant variation is the small independent set-up in
association with an apartment or condeminium complex. Such stores
are patronized chiefly by local residents as a matter of convenience

and as a time-saver for last-minute purchases.

Specialty Storas

Specialty stores offer exéeptiona“y broad assortments of very
specific fooed lines, such as coffees, organic foods, or fresh
produce. Prices are materially higher than at supermarkets but the
selection in the specialty line is much broader and expert sales help
is often available. They tend to cater to the gourmet and those who
want somethihg different for a special occasion. Sometimes ciusters

of speciaity shops of this sort appear in shopping malls or farmer's

markets.

Convenienca Stores

By these are meant ope}'ations that (like small neighborhocad
stores) typically offer a slim line of widely purchased food items
and personal care products. Prices are higher than in
supermarkets but lower than in specialty stores or in nonchain
neighborhood stores. Convenience stores often stay open all night

and are commonly patronized for the purchase of "just-ran-out-of"

items.



Economic and Political Setting

The following scenario constitutes our estimate of the "most

‘likely" future to 1990. This scenario was used in consiczring the

impacts of social trends on various kinds of retail outlets.

The coming decade is likely to be a period of slow, sometimes
stagnant economic growth. Causing or accompanying this situation
will be high to moderate rates of inflation, sharply higher energy
prices and occasional energy shortages, and an institutional inertia
that makes it difficult to quickly resoive economic and social
problems. For much of American society, it will be a_period of
"muddiing through" rather than high growth or precipitous decline.

It is best to think of the 1SéOs as t\;vo somewhat transitional
S-year periods. Energy problems, resuiting mainly from political
instabilities abroad and inadequate policies at home, will dominate
the economic and political climate for the first 5 years or so.

Overall economic growth is likely to be slow, averaging around 2.8%

annually in real terms. Wide swings in the ecocnomy--recession

followed by prosperity followed in quick order by recession--will be
typical. Unemployment will be high during recessions but not as
high as during the 1974-75 recession. lnflatio'n will remain at very
high levels in the early 1980s, exacerbated by energy prices and
the large pool of doliars held in international hands. By the mid-
1A98O's, the rate of increase in prices shpuld begin slowing as

adjustments are made to the new enérgy situation through

mandatory and voluntary conservation measures.
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Ouring the latter haif of the decade, overall economic growth
will be complicated by the slowing rate of growth in the labor
force--the peak of the post-war baby boom will have entered the
labor force by 1985. B8y the mid-1980s there shouid be an upsurge
in capital investment, providing facilities and technologies far
future productivity growth. Although overall economic growth in
the latter half of the decade will still be slow (about 2.8% annually);
it will be steadier than in the first half.

Poiitical . consensus about the resciution of energy, trade,
labor, and productivity issues will be s}ow in coming. Palitical
crises abroad, such as the current lranian situation, may help
bring about the consansus needad fof strong energy conservation
and supply policies. Labor issues, although changing because of
the lower labor force growth rate and the maturing of the labor
force, will not recede from the mainstream political issues of the
day. B8y the end of the decade, the main issues will be
underempioyment and obsociescance of skills, rather than
unempioyment. The United States, as well as the rest of the
developed worid, will move gradually toward greater leveis of trade
protectionism during the first half of the decade, and slowly back
toward .fr'eer trade during the second half. Eccnomic problems in
the early 1980s will underscore the need for stronger policies
promoting productivity; in such a climate, general policies
improving the climate for capital investment should be forthcoming.

The trend toward reduced government expenditures wijll

continue, but expenditures at local, state, and federai ievels will



not decline. Rather they will grow more slowly than in the past,
and certainly more slowly than GNP,

T'.2 government's regulatory posture will change somewhat.
Regulation in some areas, especiaily transportation, will decline
slightly. However, regulation concerned with energy supply and
use will increase sharply, especially during the 1980-85 period.
The general trend toward rationalized regulation will continue.

The decade may well be an era of growing experimentation in
government, especially at local, regional, and state levels.

Finally, traditional American industries will grow very slowly
during most of the decade, contributing to the general economic
malaise. However, industries associated with the "in_forma;ion
revolution" (e.g., electronics-, computers, telecommunications) will

become increasingly important in the American economic system.

Alternative Futures

In addition to the scenario discussed above, other futures are
possible. To encompass the range of uncertainty implicit in looking
ahead to 1990, we developed two alternative scenarios, each based
on different assumption‘s about economic growth and the resolution
of economic problems. The implications of these passible futures,

as distinct from the main analysis, are discussed in the summary of

the report.
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Moderata Growth

This "moderate growth" scenario represents a more eptimistic
view of the fu*ire than contained in our “"most likely" estimate. In
it, the American economy continues to grow at historical rates (3.5%
annually) in spite of higher energy prices and international
probiems. The United States impiements strong energy
conservation policies and also strongly encourages the development
of conventional and unconventional energy resources and systems.
This energy policy leads quickly to a major improvement in the U.S.
balance of payments, and more impartantly, to an improvement in
the U.S. position in the international political and financial
communities.

Domestically, there is a growing sense of direction, of
consensus that the "American system still works. With some
sacrifice in terms of their daily mobility, most Amgricans seem
satisfied that a direction has been found through the energy crisis.
This sense of common purpose is at the heart of increasing domestic
stability, hard work, and a gradual return to high rates of
industrial productivity. Capital investment, with considerable
federal encouragement, grows sharply early during the next
decade. The unemployment rate is falling gradually, and
employment rises steadily.

Key to the improving economic conditions is the more rapid
development of the information sector of the ecomomy. Given the
reason--energy conservation--a variety of incentivas are provided

for the development and implementation of technologies that help to



1
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reduce energy consumption. This includes, for example, direct
reduction by using microelectronics to optimize automobile engine
performance and indirect raduc. . o, amploying telecommunications

to substitute for some kinds of travel.

Depression and Recovery

In the “"depression and recovery! scenario, energy shortages
so exacerbate the econcmy that a serious downturn is inevitable.
By the mid-1980s, the United States is suffering an economic
depression about three times as severe as the 1974-75 recession (or
roughiy one-~third as severe as the 1929-39 depression). The worst
part of the depression occurs in 1985 but recovery to predepression
levels doesn't come until 1990.

_Americans suffer a considerable decline in their real standard
of living, but their losses are not neérly as severe as for America's
allies in the developed worid.

The depression, despite now stable energy prices, leads to a
short period of deflation in which reduced demand leads to falling
prices. This, of course, makes the downturn all the worse for
i:usinesses and consumers who are highly leveraged.

The federal government takes a strong hand in managing
recovery. All forms of transportation come under tight regulation;
fuel, for example, is rationed. The government provides some
forms of assistance to failing financial institutions and home owners
caught sheort by the downturn and brief deflation. More important,

it provides strong incentives for investment and development of new
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technologies. Although one wauld expéct such hard times to bring
about some consensus in the policy, such is not the case here. In
fact, there is strong disagreement |, - . seuiziisn regarding the
causes of the decline, who is to blame, and appropriate measures

for recovery. Despita the fact that mecst people are reasonabiy

well-off during the slump, a sense of shock and disbelief (that Wit
couldﬁ't happen here") persists. With recovery comes a return to
interest group politics and general inertia within the large, complex

organizations of government and farge business. Tabie 4 shows

selected economic and demographic projections for the scenarios.

Analvsis of Impacts of Trends on Food Retaiiing

In the following pages each of the trends sketched earlier ire
examined for their implications to thé ten types cof food outlets
under the general economic conditions of our "most likety" s‘cenario
given above. This analysis is followed by a parallel treatment using

comprehensive lifestyles instead of individual trends.

In addition to the general treatment of sociceconomic and |
lifestyle factors and their effects, we have rated each in terms of
its consaguence for markets. Based on our analysis, we assigned
"scores" to each type of food store for each category of impact.
Where our concilusions indicated a major paositive impact, i.e.,
greater demand for a certain kind of store, we assigned it a "++ "
A more moderate impact got a “+," a neutral effect 3 "0," and

moderate and severe negative effects "-" and "<, respectiveiy.
g p

Section V of this report summarizes these impacts.
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Population and Age Structure

There appear to be four significant trends in population and
age structure with substantial implications for retailing.

Most important is the large growth in the number of people
aged 25 to 44, These are the years of family formation, haviﬁg
children, and trying to keep even financially. By the mid and late
1980s there will be enough new families with children under 10 to
favor family-oriented combination stores, especially if food prices
there are a bit Qnder cenventional supermarket prices. This will be
"family oczasion" shopping. Large families with limitad rescurcss
are likely to cater to limited-assortment stores for reascns of
economy. More affluent families will probably patronize
conventional supermarkets and super stores for their wide selection
and more familiaf setting.

The decline in the number of teenagers is likely to have
~ strong negative impacts on convenience stores and perhaps on
neighborhood stores. Preteens and teenagers are impulse buyers
and tend to congregate at local “in" places during nonregular store

hours where they can buy snacks and soft drinks.



The baby boomlet will probably favor conventicnal
supermarkets because a wide seiection of branded products will be
favored at a_re.‘.sonable price. Parents with young chiidrzn are
likely to want ‘well-known (i.e., nationally branded) products
because these tend to be the products that are trusted. Nutrition
is also an important concern. If limited-assortment stores can
overcome some of the limited service aspects of their operation,
they would be more successful in this market.

The marked rise in the number of older people could favor
home delivery, especially in areas where safety is a concern. Both
complete and stapie home-delivery stores have clear advantages of
one-call shopping, and will do well where cost is no constraint.
Note, too, that food quality is less significant to older people whose
sense of taste is no longer as keen as it once was. Older people
can be very good customer§ of limited-assortment and warehouse

stores, both because they have time available and because they are

cften on limited incomes. Limited-assortment stores and warehouse

stores would have more appeal to cider peéple if they could provide
physical help with baggi'ng and cafrying groceries. Growing

populations of older people in inner cities means more buying from
neighborhcod stores (despite costs often 20% or more higher than in
supermarkets) because cheaper stores are not within walking or
convenient bus range. This trend is likely to accelerate as more

supermarkets move out of center cities. The positive trend on
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neighborhood stores from older people will probably more than

offset the loss of business from declining teen and preteen

populatiens.

Housea

IMPACT OF POPULATION AND AGE

-Type of Store impact
Limited-assortment +
wWarehouse 0
Supermarket ++
Super store +
Combination ++
Complete home-delivery +
Staple home-delivery +-+
Neighborhood +
Specialty 0

Convenience

Very positive
Moderately positive
Neutral

Moderate!ly negative
Severely negative

Vot

hold Comoosition and Fartility Rates

The principal trends in this complex area involve many more

households of smaller average size (facilitating more two-earner

families and households), many more singles and households of

unrelated individuals living together, and many more households

headed by p

The most significant single implication of these trends is the

implied growing wvolume of shoppers.

complexes,

stores.

eople aged 63 or more.

such as supermarkets, super stores,

-52-
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These patterns suggest smaller average purchase size, which
probably favers the neighborhood stores, specialty shops,
convenience stores, and perhaps, corventional supermarkets. The
impact is not Iikély to be great, however.

Ancther implication, refiecting the singles and two-earner
families, in particular, is greater expression of individual taste.
Stores offering wide variety will benefit. Notébly, these inciude
super stores, combination stores, and specialty shops.

The trends further support great demand for off-hour
shopping. Beneficiarias of ‘this include convenience stores,
neighborhood stores, and perhaps, home-delivery systems.

The upshot is that these basic trends seem to offer
advantages to all store types except limited-assortment and
warehouse stores. These may benefit from secondary implications

of changes in household compositicn--and those are treated

elsewhere in this report. (See page 54 for impact table).

Urban/Suburban/Rural Migration

The flow of population and money to the suburbs and beyond
will favor the large modern store capable of attracting consumers
from a large area. Super stores and combination stores seem to be
suited to this role. Malls and clusters of specialty shops alsc

should benefit.
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Oeclining central city population points to poor business for

neighbaorhood shops and probably complete grocery home-delivery

IMPACT OF HOUSEHOLD COMPQOSITION
AND FERTILITY RATES

Type of Store Impact
Limited-assortment 0
warehouse o]
Supermarket ++
Super store ++
Combination ++
Complete home-delivery +
Staple home-delivery +
Ne ighborhood ++
Specialty ++
Convenience ++

++ Very positive
+ Moderately positive
0 Neutral

stores sinca they cater most effectively to dense populations of
éffluent consumers. Staple grocery home-delivery, in contrast,
- might benefit as supermarkets flee the center cities and
neighborhood stores are forced to raise pricas to stay in business.
Under such circumstances, a 5% premium over supermarket prices
for home-delivery may seem a bargain. But the urban stores that
should thrive the most wouid be limited-assortment and wareshouse
stores. Even though central city population may be declining,
those who remain will be avidly seeking bargains; further, facilities
vacated by chains may well be available for warehouse and limited-

assortment stores.



We see no substantial impacts from the slow decline in rural

population--if, indeed, that proves to be the trend.

IMPACT OF URBAN/SUBURBAN/
RURAL MIGRATION

Type of Store Impact
Limited-assortment ++
warehouse ++
Supermarket 0
Super store +
Combination +
Complete home-delivery -
Staple home-deiivery +
Ne ighborhood -
Specialty +
Cconvenience 0

++ Very positive

+ Moderately positive
Neutral
- Moderately negative

(o]

Educational Attainment

As a greater percentage of the population attends coilege and
graduates from college, predicting where Americans will shop
becomes increasingly difficult. This is so because education tends
to enhance an individual's confidence in his or her ability to judge
what is best for themselves. In regard to eating habits and
shopping location, educated people tend to be more experimenta

than others--at least until they find the kind of stores and types of



food that agree with their preferences. Their preferencas will
depend in part on whether or not they live alone; have a partner or '
family; work full or part time; and of course, on their income. o
in general, assuming a continuation of the present economic
conditions, educated pecple with and without families are likely to
shop either at Super stores and combination stores which offer a
great variety of generai and specialty itams, or at a cénventional
supermarket, making supplemental purchases at specialty shops.
For the educated person with a family and medium to low income,
warehouse stores are more fikely to be patronized. For the
household with two educated and working pecple stores with home
delivery service might capture some of the market from the super
stores, conventional supermarkats, and specialty shops. Better
educated people tend to prefer greater variety and rﬁore choice.
They also tend tc be concerned about nutritien. They would prefer
complete home-delivery over staple home-delivery because they
would get less variety and fewer perishables from the latter. T
IMPACT OF EDUCATIONAL ATTA.INMENT

Type of Store impact

Limited-assortment
Warehouse

Supermarket

Super store
Combination

Compiete home-delivery
Staple home-delivery
Neighborhood

Specialty

Convenience

I + +
o QO+ 4+ + + +0

++ very positive t
+ Moderately positive
0 Neutral
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Working Women

A number of studies conclude, with some surprise, that the
shopping behavior of the full-time working woman is similar to that
of the full-time housewife. -This may be true now and, in fact, may
nct be that surprising; but this similarity will change as more
women join the work force. The behavior of these women will be
shaped increasingly not by the values and perceptions developed
during 15 to 20 years of being a housewife, but rather by the
values and perceptions of a mid- to late-20-year old with no
children, a college education, and high expectations about the role
work (away from home) will and should play in her life.

This "new" working woman will have more money and less time
to do the shopping. If she has a mate and/or family, these other
household members will take on mare of the responsibility for meal
planﬁing, food purchasing, and food preparation.. Because money
is of less concern and convenience is of great concern, working
women and their households will tend to do their shopping at one
place, once a week. This bodes well for super stores and
combination stores with their in-house specialty shops and
ready-to-eat or prepared gourmet foods. Of course, if the premium
on time is particularly great, home delivery stores will do well. On
the other hand, if it turns out that working women (particularly
those without children) want to spend their time and money on
quality items, specialty shops in combination with conventional
supermarkets could divert a sizable portion of this segment of the

market from the super stores.
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Finally, there are those working women who have always been
in the work force for financial reasons. These women generally
have families and less money than those working women who work
for nonfinancial reasons. This group of warking women will grow in
number if the economy worsens and as those women who went 10
work for nonfinancial reasons realize that they must wark in order
to maintain the level of general consumption to which they and their
households have become accustomed. As this group of women who
work for financial reasons grows, the limited-assortment and

warehouse stores will benefit.

IMPACT OF WORKING WOMEN

Type of Store Impact
Limited-assortment o+
Warehouse +
Supermarket +
Super store b
Combination ++

Complete home-delivery
Staple home-delivery
Ne ighbornood

Specialty

Convenience

++0o+ +

++  Very positive
+ Moderately positive
0 Neutral

Singles

Households made up of singles--even those composed of
unreiated individuals living together--tend to act as individuais
rather than as units. Much shopping is probably highly selective.
The incidence of eating out is high, but, more important, such
pecple tend to buy in response 1o individualistic values. Most
singles work, so that buying is often done in off hours, favoring
the large standard outlets. Each purchase tends to be small,

despite the relative affluence of such consumers.
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This pattern would tend most to favor convenience stores,
specialty stores, and the neighborhood grocery. Complete home-
delivery operaticns also would benefit. Limited-assortment and
staple home-delivery grocery stores might be negatively affected.
The others would probably feel little impact.

IMPACT OF SINGLES

Type of Store Impact

Limited-assortment
wWarehouse

Supermarket

Super store
Combination

Complete home-delivery
Staple home-delivery
Ne ighborhood

Specialty

Convenience

+++ 1 +++t+00

+ Moderately positive
0 Neutral
- Moderately negative

Two-Earner Housenolds

The two-earner household can be divided into households
with medium to high income and low to medium income. The first
group is relatively affluent and will shop accordingly. Super
stores, conventional supermarkets supplemented by visits to
specialty shops, and complete grocery home delivery are shopping
arrangements that will appeal to this group.

Middie-income people must husband their money more
carefulily. Conventional supermarkets, super stores, and
combination stores will attract this group, particularly those

members with families. The extent to which the two-earner
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househoids with medium income have no children will be an
important determinant of how often the members of this group
patronize the super stores, which offer a greater variety, and a
higher quality than the conventional supermarket. The poorest
group of two-earner households is an especially good prospect for
warehouse stores in cases where the low income, two-earner
household members are educated and have children. They are
tremendously concerned about money. If the earners are busy with
work or children, or simply don't enjoy shopping, the demand for
convenience and one-stop shopping would lead them to the ‘-
combination store. If the two-earner household has no children,
their shopping behavior is likely to be similar to that of other
wealthier two-earner hNouseholids.

IMPACT OF TWO-EARNER HOUSEHOLDS

Type of Store. Impact
Limited-assortment +
warehouse +
Supermarket . +
Super store ++ -
Combination ++

Complete home-delivery
Staple home-del ivery
Ne ighborhood

Specialty

Conveniencs

++o+ +

++ vVery positive
+ Moderately positive
0 Neutral
Ethnic Shifts v
Ethnic minorities are Ii'kely to continue to cook traditional
dishes from scratch, favoring one-stop stores offering good prices
(especially warehouse stores and supermarkets). In neighborhoods

where ethnic groups live, all food outiets will carry the scratch

components.
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Trends toward individualism and experimentalism, rather than
growth of minorities, are likely to support more widespread use of
ethnic foods. These would include not only such es... .shed
favorites as Chinese and Mexican foods, but many more exotic
foods. The evolution of Mexican foods from the hard-to-get scratch
components 25 years ago to the arrival of Mexican foods and meals
in the prepared section of every corner grocery, may be the
template for other ethnic dishes. This penetration into the broad
dietary pattern of the society will favor stores with large volume
and large selection--particularly supermarkets, super stores, and
combination stores. High cost specialty stores offering ethnic foods
and dishes may develop to cater to limited status and fad markets.

We do not foresee major new markets developing around

traditional dishes of blacks.

IMPACT OF ETHNIC SHIFTS

Type of Store Impact

Limi ted-assortment

wWarehouse

Supermarket +
Super store

Combination

Complete home-delivery

Staple home-delivery

Ne ighborhood

Specialty

Convenience

++o0

O+000 + +

++ Very positive
+ Moderately positive
0 Neutral
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Income

For the next decade, relatively high rates of inflation will
product an overall pattern of "income squeeze.' But the effect will
be bimodai--some groups will enjoy rapid increases in real income
but others will see their income growing slowly or even declining
slightly. Overall househoid and family incomes will rise at rates
similar to or slightly lower than during the past decade. B8est off
in terms of real income will be new families or unrelated househoids
without children but with two wage ea-rners, and families with the
primary members aged 45-64. Worst off will be poor people and
olaer peaple on fixad incomes.

Several groups in the population will have special probiems cr
advantages under such conditions:

e Because of the surge in the population aged 25-44, the
rate of formation of new, young families and/or
households will be unusuailly high. Often these wiil be
families entering the housing market for the first time.
With their real incomes just barely adequate--and going
more and more to non-food expenses such as
transportation, energy, and housing--they will have to
economize. Their market preferencas will be mainly
conventional . supermarkets, superstores, and
combination stores and, to a3 lesser extent, limited-
assortment and warehouse stores.

o] New househoids with unreiated individuals or new
families without children where both members wark will
enjoy a real increase in incomes. In additien to
conventional supermarkets, their preferences will
include super stores and specialty stores.

o] People living on fixed incomes--a substantial fraction of
the slowly growing cohort aged 63 and over--will suffer
worst. Their market preferences will be the same as
newer, younger families although those having
transportation problems will find it difficult to shop at
limited-assortment and warehouse stores.
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0 Incomes for individuals and families in the 45-84 age
group will rise in real terms and this group as a whole
will be best off. Their preference will be for super
stores, combination stores, specialty stores, and, if
they live in larger cities, full service grocery stores
with delivery.

When the conflicting interests of these groups are balanced

out, we come up with the following net pattern of responses to

income trends.

IMPACT OF |NCOME

Type of Store Impact
Limited-assortment ++
wWarehouse ++
Supermarket +
Super store ++
Combination ++
Complete home-delivery 0

Staple home=-delivery
Ne ighborhood
Specialty
Convenience

oo

++ Very positive

+ Moderately positive
Neutral
- Moderately negative

o

Inflation and Energx

Higher prices in general, and highervenergy prices in
particular, will have a number of effects on market preferences.
Inflation will generally force consumers to economize, presumably
making them more sophisticated shoppers. But in looking for
value, more affluent shoppers may move more readily to buy higher

quality, more expensive food products. Higher energy prices will
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increase preferences for one-stop, once-a-week shopping. Markets
close to home (even in walking distanca), markets located near

other kinds of stores (e.g., in shopping centers), and markets

focated on the way home will be preferred.

Energy prices as they affect transportation augur well for
some types of stores; both home-delivery types because you don't
have to go out to shop at them, neighborhood stores because they
are within walking d}stance, and specialty stores becausa of
interests in variety.

Higher energy prices will increase operating expensas for
markets in general, but especially for smailer grocery and specialty
stores that carry large produce saslections and have large frozen
food sections.

Combination stores, super stores, and to a lessar degree,
conventional supermarkets will have some advantages in lower
density residential areas.

The variety available for the careful, economizing shopper
coupled with the shift toward one-stop shopping will make these
types of stores more attractive. In cities, conventional
supermarkets and stores providing delivery services will do well.
Also in denser cities, smaller grocery stores should survive because
of the image of quality they offer to neighborhoods.

Limited-assortment and warehouse stores will enjoy little
advantage; their prices should rise at the same rate as prices in
other stores. Warehouse stores with more variety, however, could

see some gain from shoppers economizing down from conventional
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supermarkets. Convenience stores, located too far away to walk to,
with too little variety, and with higher prices see no gain under

these conditions.

IMPACT OF INFLATION AND ENERGY

Type of Store Iimpact
Limited-assortment 0
warehouse +
Supermarket ++
Super store +4
Combination ++

Complete home-delivery
Staple home-~delivery
Ne ighborhood

Specialty

Convenience

o+ + + +

++ Very positive
+ Moderately positive
o} Neutral
Food Costs

The effects of inflation on energy, transportation, and labor

- costs will push up food costs at a pace close to the rise in all

products. Consequently, food costs are unlikely to be a continually
shrinking part of the family budget: Because they are a highly
visible item in that budget, they will be items on which peopie try
to economize.

Rising food costs are closely related to rising energy costs
because the food production, distribution, and delivery system is -
dependent cn gil. As the cost of oil and therefore the cost of food

continues to climb, the consumer will make two particular demands
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on the retail grocery shopping industry which have implications for
specific types of stores. First, the demand for one=-stop shopping,
especially in rural areas where distances are great, will increase as
peopie try to hold down their gasoline expenditures. The super
store and combination store will benefit from this demand for one-
stop shopping as will (although to a lesser extent) the conventional
supermarket. Secondly, rising food cost will generate a demand for
stores offering cut-rate prices. Warehouse stores will prosper here
expecially if they offer a variety of items. Limited-asscrtment

stores will also reap some of the benefit of this demand but the

limited assortment of food will not look that appealing--even if it is

cheap--if a number of other shopping trips are required to feed the

househoaid. -

IMPACT OF FOOD COSTS

Type of Store Iimpact
Limited-assortment
warehouse
Supermarket

Super store

Combination

Complete home-delivery’
Staple home-delivery
Neighborhood

Specialty

Convenijence

[ T ] |+-+-+I +

++ Very positive
+ Moderately positive
- Mederately negative
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Concern with Nutrition

Nutrition is one of a variety of special interests with respect
to food. OQur point is i=at there are various groups of people with
special interests who have strong preferences for different kinds of
food. Even with respect to nutrition there are likely to be several
special interests--for example, organic food, additives, sugar-free
foods, meatless diets, and so on.

Concern with nutrition refiects the deep and growing
preoccupation of Americans with matters of health, diets, and
safety in food. At Jeast half of all U.S. aduits go on some sort of a
diet every year. Those involved in nutrition in a sophisticated way
make up oniy about 10% to 15%, but they havé many vocal followers.

There is a considerable eiement of public relations in
capitalizing on these concerns. The very large stores, such as
combination stores, super stores, and some conventional

supermarkets, are in the best position to offer special advisory

services coupled with medicinal boutiques, nutrition or diet

sections, and a broad range of top-quality (often national brands)
merchandise. The specialty stores will benefit by offering in-depth
seleétions of, .for example, organic foods or fresh produce. Stores
negatively - affected will be stores offering nonpremium goods,

especially if only limited lines are offered. These would include
limited-assortment stores, warehouse stores, staple grocery home-

delivery stores, and neighborhood stores. Complete grocery home-



delivery stores could take advantage of this trend if they develcp
reputations for top-quality merchandise.

IMPACT OF CONCERN WITH NUTRITION
Type of Store imbact

Limited-assortment
Warehouse

Supermarket

Super store
Combination

Complete home-delivery
Stapie home-de!livery
Neighborhood

Specialty

Convenience

LI I S S N T |

o +

+ Moderataly positive
0 Neutral
- Moderately negative

Holistic and Self-Help Health

This trend, being closaly related to concern with nutrition,
will have similar impacts. "Holistic cormers" or "seif-help clinics"
could be establisned in the very large stores (super and
combination stores). Entire speciaity stores could be developed
éround' such themes. Economy, neighborhood, convenience, and
" limited home-delivery stores probably would not benefit from this

trend.

IMPACT OF HOLISTIC AND SELF-HELP_HEALTH

Type of Store impact
Limited-assortment -
Warehouse -
Supermarket 0
Super store +
Combination +
Complete home-delivery 0
Staple home-delivery -
Neighborhood -
Specialty +
Convenience -

+ Moderately positive
0 Neutral
- Moderately negative
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Changing Roles of Men and Women

The impact of more men shopping for food is likely to be
complex and diverse. Men are not experienced shoppers aind hz....
are likely to do meore impuise buying and to select nonstandard
products and brands. This will benefit the stores with wide
selections--notably supermarkets, super stores, combination stores,
and for the affluent male shopper, compiete grocery home-delivery.
Being inexperienced shoppers, men probably will go to the familiar
outlet (largely supermarkets) and avoid outlets where food
expertise is called for (i.e., speciaity stores).

Men. also tend to shop rapidiy, often in off hours after work.
This will benefit neighborhood stores and convenience stores.

Men probably are less astute and price-conscious food
shoppers than women. This would be a negative influence on
limited-assortment and warehouse.stores, even though reduced
service would be less important to men than to women.

Another attribute is the male interest in such nonfood items
és alcohol and general merchandise. Thi§ should be beneficial for
the large, diverse operations, especially super stores and
combination operations.

As more men become shoppers and also become more
sophigticated shoppers, the differences between men's and women's
preferences may lessen but they will still be large during the next
10 years. Women are ‘changing too. As they enter the labor force

in greater numbers, their preferences should change as well.
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IMPACT OF CHANGING ROLES OF MEN AND WOMEN

Tvoe of Store impact
Li.nited-assortment -
Warehouse -
Supermarkeat ++ .
Super store ++
Combination ++
Complete home-delivery +
Staple home-delivery 0 :
Ne ighborhood +
Specialty -
Convenience + .
+ Very positive -
+ Moderately positive
0 Neutral

- Moderately negative

Neighborhcod Safery

Neighborhood safety will remain primarily an urban problem
in the 1980s. However, in suburban communities, particularty
those contiguous with oider urban centers, the issue of
neighbarhoocd safety aiso will become important during the next .
'~ decade. The demand for safety in shopping will placz a premium on
store location. The store that is near home and/or werk, and that
supplies either convenient, well-=lit parking or store-to-car-docor
grocery carrying servica, will do weli. The neighborhood store,
convenience store, and/or smaller conventional supermarket located
in or near an apartment complex also will benefit as people become
more willing to pay higher prices for their food if the food can be
bought without fear.

Of course, compieta grecery home-delivery and staple

grocery home-delivery stores will also benefit from the willingness
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(of especially the growing segment of elderly people) to pay the
market "protection" money in order to obtain groceries safely. In
urban areas, home-delivery stores may face two problems: first,
there is the problem of having the delivery vehicle vandalized or
stolen while defivering groceries to the customer's door; and
secondly, the number of potential customers will be less than one
might expect because some people, especially the elderly, will be
afraid to unlock and open their door because they won't believe that
the person knocking is the delivery person.

Finally, one-stop shopping will appeal to the frightened
market patron--particularly the growing number of after 5:00 p.m.
shoppers who live in urban areas--who will become increasingly
reluctant to take a stroll after work to pick up "a few things" for
dinner. As such, the supermarket and super store--if located
within reasonable distance of these mostly single and relatively
well-off people--will benefit from their concern with neighborhood

safety.

IMPACT OF NEIGHBORHOOD SAFETY
Type of Store imoact

Limited-assortment
wWarehouse

Supermarket

Super store
Combination

Complete home-delivery
Staple home-delivery
Neighborhood

Specialty

Convenience

O+ 4+ ++ 4+

+ Moderately positive

0 Neutral

- Moderately negative
Stress

Growing levels.of human stress in the society will affect food
retailing in a variety of different ways. If, as seems likely, a
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considerable trend develops toward selection of "mood foods" as
specialty items avidly sought by some customers, large operations
such as supermarketé; super stores, and combination stores will

benefit. This type of demand also couid be catered to by large

home-delivery stores.

People shopping under stress want to be in control and to get
what they want quickly and easily. This desire favors warehouse
stores, ‘convenience stores, and neighborhood stores. Warehouse
stores, with greater selection than limited-assortment stores, are

likely to be more familiar--more like supermarkets--and larger as

welf.

A very different kind of impact reflects the inclination of
pecple under stress to eat poorly, drink more, and develop erratic
eating habits. Probably the upshot of this would be more off-hour
shopping and a preference for stores carrying a wide selection of
itemﬁ-ﬁ.e., supérmarkets, suger stores, combination stores, and

convenience stores.

Shopping itself, of zourse, can be a source ef stress. The
inference of this is an emphasis on easy-reach, easy-park, easy-in,
easy-out shdpping. Again the large operaticns should benefit along
with neighborhood and convenience shops.

IMPACT OF STRESS

Type of Store Impact
Limited-assortment
Warehouse
Supermarket

Super store
Combination

Complete home-delivery
Staple home-delivery
Ne ighborhood

Specialty

Convenience

+OI++++++|

++ Very positive
+ Moderately positive
0 Neutral
- Moderately negative
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Value of Time

Several long and short-term trends regarding the value and
use of time are underway. The long term trends have mainly to do
with the changing balance of time spent at work, home and piay.
The short term trends have to do with the energy crisis and its
potenﬁal impacts on transportation. Within this framework there is
likely to be considerable variety in the way individuals and
different groups reorganize their time. There is no single clear
pattern. People who have more time (older people and the
unemployed) may find it more appropriate to spend their time at
various discount food stores. Single-person households, now on
the rise will tend to look for convenience--in traditional
supermarkets, super stores, and combination stores. Larger
households, still ehjoying elaborate meals if able to reorganize their
time, will look toward conventional stores and larger markets that

are located near speciaity stores. People living in places where

there are many other activities competing for their time should find

stores offering delivery services highly attractive. For store
location decisions the most favorable strategy is probably locating
laréer markets close to a wide variety of specialty stores, e.g., in
appropriately designed shopping centers or urban shopping
districts.

The increased concern with how time is spent manifests itself
(with regard to the demand for specific store-types) in the trend
toward one-stop shopping. Those men and women who are warking

full time have less disposable time. One-stop shopping and, in



some cases, in-home shopping will appeal to these peopie. Super
stores, combination stores, and to a lesser extent, conventional
supermarkets and complete grocary home-delivery stores will
benefit from the' increased numbers of men and women who work full
time. Since such people often must shop rapidly at odd hours,
meighborhood and convenience stores also should benefit.

A small, and perhaps not-yet significant, counter-trend
involves men and women who voluntarily choose less than fulltime
work. These people have more disposable time and may decide to
shop at a variety of specialty stores rather than at the super store

or combination store. (See page 75 for impact table).

Demand for Convenience

With respect to food, the demand for converience is largely a
function of the shopper's income and household arrangements, and
rising fuel costs. It is also closely related to stress and the value
. of time. The single individual with a Healthy income is typically
busy with his or her job and is not interestad in investing a gresat
deal of energy in domestic chores. As such, these individuals try
to minimize the amount of time they spend shopping. Typically,
they are one-stop shoppers who shop after 5:00 p.m. and often on
the weekend. Super stores and combination stores will benefit as
this segment of the population grows. To a lesser extant, compiete
grocery home-delivery stores will also tap this market as some of its

members find that visiting any market is irritating and shouid be
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IMPACT OF VALUE OF TIME

Type of Store Impact
Limited-assortment -
wWarehouse -
Supermarket +
Super store ++
Combination ++

Compliete home-deiivery
Staple home-delivery
Neighborhood

Specialty

Convenience

+to+0+

++ vVery positive

+ Moderately positive
Neutral
- Moderately negative

o

avoided. The main beneficiaries of demand for off-hours shopping
will be the convenience stores and neighborhood g;'ocery outlets.
Households with two-wage earners are similarly busy; and,
whether or not such-households include children, the demand for
convenience will support convenience and neighborhood stores,
super stores, combination stores and to a lesser éxtent, the
complete grocery home-delivery store. Households with two or more
members, but with a single wage earner, are similar, with slightly
more patronage of the combination stores. The successful
European-style combination store may find a niche in this context.
Finally, rising fuel costs will lead many peopie, regardless of
income and household arrangements, to seek out the store nearest
their work and/or home. One-stop shopping will be demanded,

which again supports the super store and combination store. For
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those people who cannot afford to shop at these stores, times will
be tough as food costs increase as a result of rising fuel costs.
Wits ¢ 2rall increase in the demand for convenienca,

additional patterns of food shopping and service could emerge:

o Certain kinds df nonperishable foods may be sold in
other Kkinds of stores that people frequently visit,
e.g., drugstores.

o Collections of specialty food stores (e.g., "farmer's
markets"), already flourishing in some cities, shoulid
grow in number.

Lo} Convenience stores, enjoying the effects of the general
trend to begin with, would do even better if they !
expand the selection of items that they carry. (Of
course, there is still a tradeoff between convenienca,
cost, and size).

Q Two-way electronic media coming into place by the end -
of the decade could add new twists to "in-home"
shopping services.

IMPACT OF DEMAND FOR CONVENIENCE

Type of Store Impact
Limited-assortment -
warehouse -
Supermarket +
Super store ++ T
Combination ++
Complete home-delivery +
Staple home=delivery 0
Neighborhoed ++
Specialty -
Convenience ++

++ Very positive
Moderately pOSltIVE
Neutral

- Negative

o+
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Family Eating Patterns/Food Away from Home

This issue incorporates two distinct factors: whether meals
are eaten at or Ey i Fone, and the nature of meals eaten at
home.

A number of trends point to a slow decline in the number of
People eating out. Overall economic growth is slowing but inflation
will remain fairly high. Under these circumstances, the cost of
eating out will rise faster than meals purchased in markets and
prepared at home. Much of the growth in restaurants and fast food
chains has come because of the great growth in the young aduit
portion of the population. Now these people are entering the more
mature 25-44 age group, forming new families and more stable
households. Their tastes are also changing as they mature,
portending a shift in the kinds of food in which they are interested .
and the kinds of restaurants they prefer. Likely they will prefer

conventional supermarkets and convenience stores because they will

be relatively unsophisticated shoppers.

The availability of new forms of home entertainment during
the next decade, e.g., video cassettes, will serve to make the home
a more attractive place for meals to many groups that would
otherwise eat out.

With the formation of new families, there should be some
increase in meals at home. Meals prepared from scratch could
increase slightly but, because of earlier habits, most people will

prefer more convenient meals.
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IMPACT OF FAMILY EATING PATTERNS/FOCD AWAY FROM HOME

Tvpe of Store Impact
Limitad-assortment 0
warehouse : -0
Supermarket ++
Super store ++
Combination ++

Complete home-delivery
Staple home-delivery
Neighborhood

Specialty

Convenience

+o++ +

++ Very positive
+ Moderately positive
0 Neutral

. Conventional supermarkets, super stores, and combination
stores, because they are what less sophisticated shoppers are most
used to and because they offer a full line of produce and foods,
should enjoy Iincreasing patronage under these conditions.
Cenvenience stores and, in denser cities, complete and staple home-
. delivery stores will also enjoy higher patronage. The overall trend

shoula augur wel!l for all types of markets.

Attitudes Toward Nationally Advertised Brands

and Private-_Labei Products

Interest in private-labels will most likeiy favor larger
conventional supermarket chains, super stores, and combination
stores. These offer a wide variety of products and brands as weil
as private-labels, and thus appeal to the most sophisticated
shoppers. Under difficult economic conditions, feod buyers would
have even more reason to economize, and the interest in private-
labels would improve the pasition of warehouse stores and limited-

assortment stores.
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IMPACT OF ATTITUDES TOWARD NAT!ONALLY ADVERTISED
BRANDS AND PRIVATE-LABEL PRODUCTS

Type of Store Impact
Limited-assortment ¢
warehouse +
Supermarket ++
Super store ++
Combination ' ++
Complete home-del ivery -
Staple home-delivery -
Neighborhood _ -
Specialty -
Convenience 0

++ Very positive
+ Moderately positive
0 Neutral
- Moderately negative

Media Effectiveness and Attitudes Toward Media

The key issues here are the appropriate mix of media to reach
a quickly changing ccnsumer audience and the role that new media
QHI play in advertising food (and other prgducts) in the 1980s.
Consumers’ media preferences, and thus the effectiveness of

various media, are tied to a number of factors: age, the value (and

organization) of time, roles of men and women, income, and more.

More women working and a biurring of traditional male and female
roles mean a shift of television advertising from daytime to prime
time. Accordingly, lprime time advertising will continue to become
more expensive. Only outlets with large financial resources will be
able to afford this sort of advertising. Newspapers will remain the
primary advertising medium for food stores, at least until

newspapers' advertising base becomes threatened by new media.
However, with shifts in their audiences, conventional daily

newspapers may become gradually less effective. In their place we

are beginning to see a number of {ocal newsprint publications
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dedicated solely to iocal advertising; some versions of these that
specialize in food advertising are likely.

Larger markets and market chains--conventional
supermarkets, super stores, and combination stores--have the
greatest resources and will be able to shift their advertising dc!lars
about with few problems. Given their financial resources, they will
remain in the best position to take advantage of shifting media
preferences (resulting from changing lifestyles) and the emergence
of new media. When low cost teletext (consumer information data
bases available through home teievision sets) becomes available, all
stores could use such systeins.

Home-delivery stores will have little difficulty reaching their
markat segments using all sorts of local media. They may enjoy
some advantage when ‘two-way, cable-based TV Systems come into
place sinca these can be used for viewing and ordering goods.
Neighborhood stores, especially small independents, will find the
. cost of most media too high, with the main exception likely to be
local advertising newspapers. The impact on specialty stores,
given their general attractiveness, will be negligible. Convenience
stores that belong to large chains will of course have media
strength similar to the larger market chains.

In. general, during tﬁe 1980s, there will be significant
changes in the structure of advertising media. Broadcast television
will continue to become more expensive and will gradually be
threatened by a variety of '"narrowcast' television media.

Newspapers should remain a primary advertising medium for food
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stores but may see some threats from teletext and local home
computer networks by the late 1980s. Magazines, especially local
and regional magazines, will thrive. The number of local

newspapers devoted solely to advertising will increase sharply.

IMPACT OF MEDIA EFFECTIVENESS AND ATTITUDES TOWARD MEDIA

Type of Store . Impact
Limited-assortment -
warehouse
Supermarket

Super store
Combination

Compliete home-delivery
Staple home-delivery
Neighborhood

Specialty

Convenience

+o 0 4+ 4+ + 40

+ Moderately positive
0 Neutral
- Moderately negative

Attitudes Toward Fresh Versus Processed Foods

The trend toward fresh foods is allied to two previous issues:
nutrition and holistic health. In generai, fresh products_(whether
vegetable, bread, cereal, or dairy products, etc.) are considered
as more desirable than "old;" processed (including frozen) foods.
The trend is antithetical to several others, such as the preference
for convenience foods.

Preference for fresh foods should prove advantageous to
large stores with high turnover that receive deliveries frequently.

Supermarkets, super stores, combination stores, and complete
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grocery home-delivery stores could capitalize on this trend.
Speciaity stores would .benefit overall if their image is that of top
quality and reasonably rapid turnover of stock. The trend is
strongly negative to stores that carry little or no fresh produce,
such as limited assortment stores and staple grocery home-delivery
cutlets. For other kinds of outlets the trends should not prove

substantial, but would tend to be negative.

IMPACT OF ATTITUDES TOWARD FRESH VERSUS PROCESSED FOODS

Type of Store Iimpact
Limited-assortment -
warehouseas
Supermarket

Super store
Cembination

Complete home-delivery
Staple home-de!livery
Neighborhood

Specialty

Convenience

ot+tor ++ + + + 11

+ Moderately positive
0 Neutral

- Moderately negative
-- Severely negative

Attitudes Toward Variety in Foads

Oemand for greater variety in foods carried in markets is
likely to accompany saveral other trends. Men increasingly are
becoming food shoppers. Because men are less experienced
shoppers than women, they more often will tend ta buy nonstandard

and different items, often on an impulse basis. Thus they increase
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the overail demand for variety. As they mature (;as shoppers) their
buying patterns should become similar to women's.

Demand for different kinds of ethnic foods will increase
partly as a result of migration, but more because of increases in
awareness among the general population of different kinds of foods
and meals.

Concerns for health and nutrition will also tend to increase
demand for kinds of foods not necessarily now carried in
conventionai stores.

Most important, though, will be the increasing diversity of
food interests that stores will have to serve. interest in food
variety will increase along with growth in special interest lifestyles.

Many markets, depending on the makeup of the neighborhoods they

-serve, will find themselves serving customers with a broader range

of food interests than in the past. Stores will also see greater
demand for package size diversity.

Best positioned to take advantage of increased preferences
for variety will be the larger markets--conventional supermarkets,
super stores, ‘combination stores, and full service grocery stores
with delivery. Combination stores should do well because they
carry a variety of other items besides food, further catering ;o the
needs of male shoppers.

All will face an increase in special food interests, and all will
see more variety in their customer base and their desires.

Specialty focd stores will, of course, do quite weil in light of

this trend.



[MPACT OF ATTITUDES TOWARD VARIETY IN FOODS

Tyne of Store Impact
Limited-assortment -
warehouse -
Supermarket ++
Super store ++
Combination ++
Complete home-delivery +
Staple home-delivery 0
Neighborhood 0
Specialty . ++
Convenience . 0
+<+ Very positive

+ Moderately positive
0 Neutral
- Moderately negative
Comoilation of Trends -

For convenience, the ratings discusséd in the previous pages
are compiled (Table 3). Each‘of the trends has been weighted to
reflect the Planning Council's judgment of its overall significanca.
For exampie, the Council considerad changes in "population and age
structure” (weightad at 10) t2 have a greater impact on food
retailing in the coming decade than "educational attainment" or
"concern with nutrition" (both weighted at 3.). Using these
weights, which are shown in the column headings in Table 5, we
multiplied the ratings given in the foregoing discussions to arrive
at.the data in the mastar compilation.

Commentary on these results is included in the summary of

this regort.
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Trend Eating”

Qemograpnics

Population and
age structure (10)

‘Household composition
and fertility rates (9)

Urtan/ supurban/rural
migration (7)

Educational attaineent (3)
working women (7)

Singles (6)

Two=sarner housenolas (S)
Ethnic shifts (4)

Ecanemics
Income (9)
Inflation and energy (10)

Food costs (6)
Social Issues

Concern with nutrition (3)
Holistic and self=-heip (2)
Roles of men and women (4)
Neignborhood safety (3)
Stress (3)

Consumer Psycholiogy
Yalue of time (7)
Convenience (7)
Food éway from home (9)

3rands vs. privatas
ladbeis (4)

Media (6)

Attitudes toward fresh vs.
processed (6)

Attitudes toward
varisty (8)

Net total

Tanle §

IMPACTS OF KEY TRENDS ON MARKET CHOICES

Limited Super~  Super

Assortment Warehouse sarkat Store (Cospination Home-QOeli.
Assortsment =arelouse Rarnes 2 =25

+ 10 0 .20 - 10

0 0 + 13 v 18
- 14 -1 Q L

0 + 3 + 3 + 6
+ 7 - 7 -7 - 14
- 8 [] L1 + 6
+ 5 L] + 5 + 10

0 +« 4 + 8 . 4
+ 18 + 18 9 + 18

4 + 10 .20 .20
+ & + 12 + 6 + 6
-3 -3 -« 3 -« 3
-2 -2 0 + 2
- 4 - 4 + 8 + 8
-3 - 3 + 3 + 3
- 3 * 3 . 3 . 3
-7 -7 -7 + 4
-7 -7 + 7 + 14

[} ] + 18 + 13
. & + 4 . 8 . 8
- 6 - 6 *+ 6 + 6
-1 + 6 + 6 L ]
b £ r12 Ll
. 5 + 48 +183 *216

“Ovarall significance of trend in judgment of Planning Council.

Neighbarnood Specialty

Complete Staoie
Home=Qeli.
- 20 « 10 + 10 0
* 18 + 9 . 9 .13
+ 7 -7 -« 7 « 7
- 8 . 3 0 0
-4 - 7 v 7 0
* B LI - 6 + 6
+ 10 - 5 + 5 0
. 4 0 4 0
+ 13 0 -3 -9
+ 20 + 10 - 10 + 10
L 1 - 6 - 8 L
+ 3 3 -1 -3
-2 0 -2 -2
+ 8 L Q + 4
+ 3 . 3 * 3 * 3
T | . 3 + 3 A
+ 14 - 7 ] > 7
+ 14 - 7 0 + 14
- 18 + 9 + 9 + 9
- 8 - 4 - 4 - 4
+ & + 8 + 6 - B
L} + 6 - 6 0
212 + 6 0 0
226 - 87 + 33 + &0
.85

Convenience

- 20



Analysis of Impacts of Lifestvies in Food Retailing

Next we look at the impact of several distinctive lifestyles on
different typoes of food outlets. This material is summarized and

discussed in Section V of this report.

Need-Driven Consumers

Price is paramount for Need-Driven consumers. Emphasis in
the market is on loss-leader types of items where prices can be
easily compared. 8est response is to high-load, price-prominent
ads and packaging. Coupons and understandable warranties are
probably effective. However, home storage space and refrigeration
aras frequentiy inadequate and income is insufficient to support bulk
forward buying during sales, since many pay with food stamps,
weifare, or social security checks. Shopping tends to be in local
stores, with national brands preferrad to store-brands.. Many
ethnic and subcultural products and cooking styles with high
flavoring are preferred. Such consumers are likely to buy more
saturated fats such as pork, .fatty hamburger, ham hocks, etc.,
and will purchase "stretch," "fill-up" foods, especially starches
(bread, potatoes, spaghetti, noodles, ricse, powdered and
concentrated milk, etc.). In perishable foods, they may buy raw,
leafy green vegetables (such as chard, mustard greens) and
“overripe" bargains (15 Ibs. of bananas for 31, for example). Most
employed Need-Driven consumers are lunch box carriers, taking

sandwiches, pie and thermoses of coffee.
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Our impression is that about 10% of total food expenditures
goes for food away from home, but that this fraction has been
rising, expecially among smaller Need-Driven families, who are
heavily inclined to eat processed foods and are good customers of

"fast food," drive-in restaurants.

The emphasis upon economy indicates that limited-assortment
stores would be a major beneficiary; to a lesser degree warehouse
stores will benefit, especially if promotions invoIQ_e significant loss
leaders and other '"bargains." Supermarkets, super stores,
combination stores, and neighborhood stores will gain some of the

Need-Driven business but more because of convenience than

because of price.

About 35% of Need-Driven consumers are black and an
additional fraction are of Hispanic origin. The older of these tend
toward cooking from scratch and the younger toward pre-prepared
ethnic foods. These trends are favorable to .stores with wide
selections--notably supermarkets, super stores, and combination

stores. Such customers probably do not frequent specialty stores,

" which tend to cater to high-income consumers.

IMPACT OF NEED-DRIVEN LIFESTYLE

Type of Store Impact
Limited-assortment ++
Warehouse +
Supermarket +
Super store +
Combination ++
Complete home-delivery -
Staple home-~delivery -
Ne ighborhood 0
Specialty --
Convenience -

++ Very positive

+ Moderately positive
0 Neutral

- Moderately negative
- Severely negative
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Selonger Consumers

Tradition is paramount for Belongers. Tﬁis is the "the-way-
Mom-used-to-do-it" market. Tends toward A. -: . .~a2 ‘tions, but
with many religious and ethnic subtrends. Holiday and cccasion
markets are appreciabie. Family meals, often entirely home=-cooked,
loom large. The data indicate that about $0% of Belonger families
eat dinner together as a regular thing. Center-of-the-piate items
predominate, but snacks ana candy are very important. In
general, bland foods and condiments are preferred.

Belongers offer the best opportunity to promote themes such
as ''the family that eats together stays together," "the way to 3
man's heart is through his stomach," "make the bowling night an
eat-out night," etc. Popularity and tradition are appropriate
themes for ads and packaging. The approach ‘should be
undemanding.o'f the customer (hence, saif-service stores are
ideal)-=s/he wants to fit in, not stand out. Mother takes pride in

pr;eparing a "good, hot meal," promptly on the table at 6§ o'ciock
when Father gets home. Often Belongers are '"meat and potato
eaters, with a preference for roast beef, ham, or turkey dinners--
hearty, but hardly inspired.

Food away from home is probably up to 15% of total family
foed cutiays.

This massive market--there are almost 60 million Belongers
aged 18 or over--is the heart of conventional family food shopping.

National brands are strongly flavored, scratch cocking is expected,
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and traditional American foods are much preferred to exotic
"foreign" dishes.

Belongers shop most at conventiomal supermarkets (where
they are invisible) and at the friendly neighborhood grocery (where
they feel much at horﬁe). Specialty stores would be avoided: home-
delivery operations would be regarded as aimost sinful--the cook is
obliged to pick each item with care. Belonger housewives tend to
keep full larders, so that they have little need of off-hours, pick-
up shopping favorable to conv‘enience stores. [Inflation no doubt
will drive some Belongers to price-oriented stores such as lillnited-
assortment and warehouse operations. Super stores and
combination stores will probably get their share of Belonger
business, but will not be notably attractive.

IMPACT OF BELONGER LIFESTYLE

Type of Store Impact
Limited-assortment . +
Warehouse +
Supermarket ++
Super store 0
Combination 0
Complete home-delivery Co-
Staple home-delivery -
Ne ighborhood ++
Specialty -
Convenience -

++ Very positive

+ Moderately positive
0 Neutral

- Moderately negative

Achiever Consumers

Key descriptors of the Achiever consumer group include: top
of the line, prestigious, gourmet, convenience, technologically
advanced. Achievers have the means to dine on the best of the
best, but of course, by no means everything they eat is elegant.

At home, convenience foods are important. They own the latest in- "
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Kitchen equipment, including microwave ovens and storage
freezers. Gourmet and exotic items, "experimentai" foods, and the
classical bes. all find good markets here. A special opportunity
exists for food items that can be cooked or prepared only with
special equipment. Quality, appearance and convenience are more
important than price. Ads and packaging should convey these
properties.” Much shoppfng is done at specialty food stores, fancy
supermarkets, and super stores, Important convenience
submarkets inciude career women, successful singles, and younger
couples both of whom werk.

Achievers use more imported foods and wines, "conversation
ipiece" items (papayas and pineapple flown in fresh from Hawaii),
and delicatessen fcods, especiaily cheeses. They tend to buy fresh
meat from butcher shops and fresh fish from the fishmarket; but
vegetables frozen in speéial sauces such as Hollandaise, ¢ream, or
butter, etc., are popular, as are ice creams, frozen pies, bake and
serve rolls, and tube cookies (slice and put it in the oven).

Achievers love "one-upmanship' entartaining (Mexican dinner
one night, French dinner another, Indian another, etc.) with the
emphasis on carefully planned "authentic" menus, and with foods
and table decoraﬂonsvpresented as a showcase for cooking school
achievements.

Working parents of this type often serve on school
committees, charities, and other community affairs, and encourage
their children to participate in competitive sports; hence, during

the week these busy families may not eat together because of
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conflicting schedules. Working mothers favor dinners providing

leftovers that can be reheated in the oven or serve more than one
meal. They tend to use more paper products and prepéred baby

foods.

Perhaps a third of the Achiever food dollar goes to food away
from home, and they are good supporters of brunches, lunches, or
dinner at many of the better restaurants.

The Achiever lifestyle is notably favorable to specialty shops.
It also favors high-quality, wide-seiection outlets such as super
stores, combination stores, and complete grocery home-delivery
operations. Off-hour convenience stores also should benefit.
Economy and low-quality stores are adversely affected. The
conventional supermarket or neighborhood shop probably will feel

few specific impacts from.Achiever buying. (See page 92 for impact

tabie).

Inner-Directed Consumers

For our purposes here, we divide Inner-Directed consumers
into a youthful group that is living intensely and experientially and
another group that is focused more on social issues. Each group
consists of 13 or 14 million people. We anticipate major growth in

both over the coming decade.
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IMPACT OF ACHIEVER LIFESTYLE

Type of Store Impact

Limited-assortment

Warehousea

Supermarket

Super store

Combination

Compietes home-delivery
- Staple home-delivery

Ne ighborhood

Specialty

Convenijence

+
++0 1 + 4+ +0

++ Very positive

+ Moderately positive
Neutral

- Moderately negative
-- Severely negative

(@]

ExoeﬂenﬂalCcnsumers

Hallmarks are the exctic, the different, the sensual, the

aesthetic. Experiential consumers interestad in food progably

spend freely for what they want and are willing to spend hours in

preparation. There is a good deal of home baking, home-grown

vegetabdlies, and other pPreparaticn "from scratep." Freshness,

appearance, flavor, subtiety are very important. Fads probabily

are significant,
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Generally young, these consumers are technologically and
socially alert, and aware of health and nutrition trends. Wine-and-
candles type dining is quite common, but generally more informal
than classically elegant. Recreational foods for backpacking, RV
trips, and camping are an appreciabie item. Ads and. packaging
should stress the modish, the aesthetic, the stylish. Natural colors
and themes are appropriate. These are Inner-Directed people and
have a strong sense of the fitness of things--of foods, packaging,
stores--to fit the occasion. Interest in the occult may offer
specialty opportunities for exotic foods and cooking styles,
especially if tinged by Eastern tradition, such as cinnamon teas and

indian or Oriental dishes. .

Eating out probably accounts for at least one-third of the
food dollar, since many are fairly prosperous, sociable singles.

This lifestyle strongly favors the specialty store and (less
strongly) the large diversified operations such as supermarkets,
Ssuper stores and combination stores. The spur-of-the-moment
nature of this lifestylé suggests a need for convenience stores and
neighborhood shops. Experiential consumers probably are not
outstanding customers for cut-rate stores or expensive home-

delivery outlets.
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IMPACT OF EXPERIENTIAL LIFESTYLE

Type of Store Impact
Limited-assortment -
wWarehouse -
Supermarket +
Super store +
Combination +
Complete home-delivery -
Staple home-delivery -
Neighborhood +
Specialty ++
Convenience +

++ Very positive
+ Moderately positive
- Moderataly negative

Societally Conscious Consumers

Here, more than anywhere efse the focus is on nutrition,
heaith, safety, conservation, 'package labeling, and the like.
Societally conscious people are keenly aware of ecological comcerns
and, hence, are big buyers of so-called natural and organic foods.
. Those living lives of voluntary simplicity do much of their own food
growing and preparation, as well as canning and dehydrating of
bulk purchases. City and suburban types tend to shop in the
"earth" type stores and in co-ops. In general, these are
intellectual folk prone to investigate what they consume and given
to effective complaint if they don't approve. They are at the heart
of many consumer and environmental movements and so are a good
deal more visible than their numbers wouid suggest. Ads and
packaging should, above all, be informational and open. Aesthetics
also are important. These people saem to respond especially to
"primitives," one-of-a-kind appeals, and "spaceship earth"

perspectives.
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Many of these consumers are vegetarians and balance their
diets with nuts, raisins, legumes. Others are nonmeat eaters,
turning to fish and chicken. Most entertain informally at home,
perhaps with potluck suppers of homemade soups, casseroles,

pastries, home-ground coffee, and spicy tea.

Sccietally Conscious consumers probably patronize specialty
stores more than ény other single customer group. Because they
know what they want (and don't want), they tend to shop at wide
selection stores--supermarkets, super stores, and combination
cutlets. The marginal quality of goods in limited-assortment and
warehouse stores is a negative to consumers such as those who are .
concerned with nutrition. Similarly, they wish to see before they
buy and hence would patronize home-delivery stores only if the
reputation is excellent. This amounts to a probable negative for
staple grocery home-delivery stores and a mild plus for high-
quality complete grocery home-deiivery outlets. impacts on
;onvenience and neighborhocd stores appear minor.

IMPACT OF SOCIETALLY CONSCIOUS LIFESTYLE

Type of Store Impact

Limited-assortment -
Warehouse

Supermarket

Super store
Combination

Complete home-delivery
Staple home-delivery
Neighborhood

Specialty

Convenience

+
oO+0o 1 + 4+ + 4+

++ Very positive

o+ Moderately positive
0 Neutral
- Moderately negative
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V. SUMMARY AND CONCLUSIONS

] s report, we have looked at 23 demegraphic, social, and
consumer trends and five lifestyles and have assessed how each will
affect ten different kinds of food retail outlets under conditions of a
medium to low-growth economic scenarioc. It should be emphasized
that the objective of this study was “to speculate about the types of
retailing each group might regard as ideal, without regard to the
industry's current ideas about what might be feasible." The
perspective is intended to be sociclegical rather than economic.

Impact of Trends

Table 6 summarizes our findings with regard to trends. It is
evident that the large, diverse, -cne-stop, conventional-price
outlets--supermarkets, super. stores, and combination stores--come
out best. Many factors contribute to this finding, inciuding growth
' in number of families, more men shoppers, more working women,
desire for convenience, more one-stop shopping, higher food costs,
the growing value of time, and rising levels of stress.

Table 6
WEIGHTED TREND IMPACTS ON FOOD RETAILERS

impact

Type of Store Positive Negative Net
Limi ted-assortment ek 59 + 5
wWarehouse 86 38 + 48
Supermarket 183 0 +183
Super store 216 0 +2186
Combination 226 0 +226
Complete hcme-delivery 104 17 + 87
Limited home-delivery 69 36 + 33
Ne ighborhood 77 37 + 40
Specialty 86 21 + 65
Convenience 85 28 + 57



Specialty stores and complete home-delivery operations also
emerge in a favored position, although less so than the large
conventional ar-~atic*. These are expected to benefit from shifts
in household composition, more High incomes, higher levels of
education, more working women, and various 'special situations.

Warehouse, neighborhood, and convenience stores will benefit
from some of the trends a'nd will suffer from others. Overall, it
does not seem likely that they will prosper. For neighborhood and
convenience stores, the main reasons are limited variety and higher
prices.

Limited-assortment stores and Iimited home-delivery
operations are least favored by these tre.nds. Even so, there are
areas stfongly advantageous to these opera'tions. Hence, the real
significance of a low rating in this analysis is that the retailer
should target his merchandising very specifically. Broad social

trends probably will not sweep limited-assortment or limited home-

delivery operations into prosperity (as could well happen to super

stores); at the same time, there is a definite market niche to be
filled. Low ratings do suggest that each such operation will require
a rather large customer base.

In a moderate growth scenario the overall pattern would be
much the same, except that preferences for limited-assortment,
warehouse, and limited home-delivery stores wouid be even lower.
Higher incomes and generally more stable social and economic
conditions would reduce the need to shop economically. Under such

conditions, speciality food stores would probably boom.
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The overall preference pattern in a“"depressicn and
recovery” scenario, however, would be considerably different.
Limited-assortment and warehouse stocres would thrive,
Conventional supef*markets, super stores and combination stores
would be well patronized, with low cost the principal attractant.
Both kinds of home-delivery stores would probably suffer, and
neighborhood, specialty, and convenience stores would hold a
slightly smailer fraction of .the market than in the "most likely"

scenario.

Impacts of Lifestyies

Table 7 summarizes our findings with regard to lifestyies. Note
that the weighting in this case reflects the population of each
lifestyle in 1978 and is altered for 1990 to reflect anticipated
distributions then. Some comments on each store type are offered

below.

The limited-assortment store has its basic appeal among the

Need-Driven and Belonger groups. These stores, because of their

price orientation, appesal to the over-30 segment of the Need-Driven
group and the traditional housewives among the Belonger group.
Because these groups will decline in impartance over the next

decade, it is felt that even though limited-assortment stores may be
reiatively successful during the early part of the '80s, they will be
a declining factor in the food retailing mix by the end of the

decade. These types of stores have strong negative connotations

among the Achiever and Inner-Directed groups.



Warehouse stores, like the limited-assortment stores, appeal
to the Need-Driven and Belonger people. Because these stores are
located in older, recycled supermarkets, their customer base s the
older or more fraditional shoppers among the Need-Driven and
Belongers. These types of retail food outlets should fare better
than the limited-assortment stores over the decade of the '80s
because of their broader selection of items.

The conventional supermarket with its broad assortment of
groceries and related products is the standard of grocery retailing
formats. |t has its strongest appeal to the Belonger group, which
makes vup much of Middle America. Because this group is going to
decline slightly in terms of aduit population (382 to 34%) over the
next decade, the conventional supermarket may feel some negative
effect. However, the supermarket will remain the dominant format
in grocery retailing.

The super store, because of the great variety of items

~ offered, appeals to all the lifestyles except the Belongers._ This

very broad base of support suggests good prospects for further
growth. Belongers will be less attracted to supér stores because
they prefer to shop in smaller stores with which they are familiar
(e.g., supermarkets, neighborhood sfores). More specifically,
because the Experiential and Societaily Conscious lifestyles will
increase in importance at a greater rate than the Need-Driven will

decline, we should see a slight expansion of the super store format.
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Combination stores offer most of the frequently purchased
consumable and related convenience items, along with a wide array of
general merchandise. They appeal, like the super stores, to all the
consumer groups except the Belongers and have a special appeal to
the Need-Driven because discounted food prices are often used as
traffic-builders. The growth of Experiential and Societally Conscious
groups over the next decade should support'expansion of this form of
retailing. Another supportive factor is the inflow of European capital
into U.S. grocery retailing: the combination store has proved highly
successful in Europe.

Complete home-delivery operations appeal expecially to affluent
Achievers who are willing to péy for the convenience of home
delivery. They might aiso appeal to nutrition-conscious Societally
Conscious people if they develop a reputation for top quality. The

upshot is a specialty market niche, and one that will probably expand

2 little in the years ahead.

Staple home-delivery operations show up as very negative in
this analysis from the sociclogical pérspective. The picture for 1990
does not seem any better. As far as we can ascertain, the
combination of relatively low product quality, limited selection, and
relatively high cost is foo negative to overcome the appeal of home
delivery.

Neighborhood stores have powerful appeal to the massive

Belonger group and also offer enough convenience to prevent negative
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ratings by any group, despite middling quality, limited selection, and
high costs. Over time the Popularity of neighbarhood stores may
deciine, but we think the trend will be minor.

Specialty stores appear to us to be a very advantageous
position‘. They have great appeal to Achievers and the two Inner-
Directed groups. These are, in general, the lifestyles expected to
expand in the years ahead, so that by 1990 specialty stores should be
considerabiy more popular than they are today.

Convenience stores are, althaugh to a much lesser degres,
responsive to the same favorable lifestyles that specialty stores are.
This means that they are likely to be increasingly patronized over the
years, moving from a generally negative position today to a positive
one in 1990,

The foregoing observations reflect the "most likely" scenario.
A more prosperaus futgre would be most beneficial to complete Home-
delivery stores and specialty stores. A less prosperous future for the
U.S. would accent limited-assortment stores, warehouse stores, and

conventional supermarkets, super stores, and combination stores able

to offer low-cost goods.

Comparison of the Two Approaches

Reassuringly, the broad pattern of conciusions from the two
approaches is the same. Ranking of the "net" figures for trends with

the 1990 "totai" figures for lifestyles are compared in Table 8.
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Table 8
COMPARISON OF RANKINGS

Ranking

Type of Store Trends Lifestyles Difference

Limited-assortment 1
wWarehouse

Supermarket

Super store

Combination

Complete homedel ivery
Limited home-delivery

Ne ighborhood

Specialty

Convenience

bIgED 14

[
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It can be seen that the two approéches agree on high
rankings for 4 of the top 3 and 4 of the bottom 5--although not.in
the exact sequence. The areas of greatest difference are super
stores, complete home-delivery, and neighborhood stores: the first

seems materiaily more attractive on the basis of trends and the

latter two seem more attractive cn the basis of lifestyles. The

absclute magnitude of the scores in tﬁe two approaches is not

thought to be significant, being more an artifact of the number of
factors invoived than of the degree of attractiveness of the retail
format. [t probably is true that the general agreement of rankings
from the two approaches suggests a higher degree of certainty of

findings than results from either approach alone.
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