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Now is the time to come to the aid of our customers
by helping them shop for and prepare meals to eat
at home. Current economic conditions have ampli-
fied an interest in eating better that has been grow-
ing for years. As a result, Americans are trying to eat
more meals at home. This presents food retailers
with a new opportunity to earn a greater share of
consumers’ food dollars. 

If we can respond effectively — by finally moving
beyond the “product provider” role to become our
shoppers’ go-to meal solution provider — we have
the potential to build not just sales but strong
customer relationships that can turn the tide on a
25-year erosion in the industry’s share of consumer
food dollars. 

To be successful, such a strategy must start with a
clear understanding of how consumers experience
mealtime in the 21st century. The Coca-Cola Retailing
Research Council of North America chose to partner
with The NPD Group on this project because
nobody knows more about how Americans eat and
drink. They have been tracking the eating and
drinking behavior of consumers every day for the

past 30 years. The insights presented in this report
are drawn from a number of The NPD Group data-
bases, reports, and surveys including Eating Patterns
in America, Dinnertime MealScape 2009, A Look into
the Future of Eating, the Cooking Skills and Habits
Survey, National Eating Trends,® Snacktrack,® and a
custom study conducted for the Council. The custom
study surveyed 2,000 households about the chal-
lenges consumers face around preparing dinner.

One result of this investigation is the meal occasion
focus described in this report, which offers retailers a
new basis for customer-centric marketing and a
platform for even more productive shopper marketing.

– It shifts the focus from a product category orienta-
tion to a solution orientation by looking at meals
from the customer’s point of view. 

– It provides a framework for connecting the daily
decisions people make about what to eat with the
way they shop for groceries.

– It equips retailers with information that can help
them deliver greater value — from the customer’s
perspective. 

CCHHAAPPTTEERR 11
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THIS WOULD BE WORTH

$11,000 of additional sales 
for a store doing $500,000 per week

$2.2 million of sales 
for a retailer doing $100 million per year

about $1 per customer 
if sales per customer are $35

This upside sales potential was calculated by
The NPD Group using information from its data-
bases on

– annual number of meals that originated at home
and away from home, as well as skipped meals

– annual number of items eaten at each meal,
and average price per item

– the total value of food expenditures, both at
home and away from home (based on USDA
statistics), as well as the dollar cost of meals
prepared in the home and purchased outside
the home

The NPD Group developed a range of scenarios
specific to each potential source of new business
for the three meal occasions. These included a

reasonable percentage of away-from-home
business that could be captured by the food retailer. 

The scenarios generated a realistic, yet conser-
vative estimate of 3.2% for the total upside food
sales potential. This represents gains from the
day’s three main meals as follows. 

– breakfast 0.5%

– lunch 1.2%

– dinner 1.5%

The upside potential created by this shift in
behavior is clear, but a downside exists also. If
food retailers fail to take advantage of this
opportunity, we will likely be playing defense for
the foreseeable future. 

the size of the prize
The shift in consumer behavior toward eating at home offers food retailers a rare opportunity to
increase customer loyalty by providing a larger share of their food needs. Successful capture of the
incremental business projected to be available across breakfast, lunch, and dinner can boost a
retailer’s food sales by up to 3.2%, which translates to an increase of approximately 2.2% in total
store sales. (This assumes that food represents 70% of total store sales.)

BOOST 
FOOD SALES

3.2%

INCREASE 
TOTAL STORE 
SALES 

2.2%
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In fact, the difference between home eating and
home cooking has become so blurred that when The
NPD Group looked at consumer definitions of an
“evening meal prepared at home,” almost 50% of
consumers considered a ready-to-eat main dish to
be part of a “home-prepared meal.”1 Some retailers
are already capitalizing on this insight. For example,
Wegman’s website offers three kinds of menu help to
shoppers: take-out, speed scratch, and full scratch.
Consumers consider them all home-based meals. 

A number of factors also make it easier to eat at
home than it used to be.

– Menus have become simpler. Fewer side dishes are
being used — the proportion of dinners that include
at least one side dish has steadily declined from
70% to 58%.2

– Technology is streamlining food preparation.
Consumers are using microwaves, food processors,
rice cookers, crockpots, and grills to cut the time
spent on meal preparation. The use of crockpots and
grills alone has doubled since the mid-eighties.3

– Learning is more accessible. The proliferation of
how-to-cook videos — on the web and on cable
channels like the Food Network — is making it easy
for people to learn the basics of cooking or how to fix
a dish. Today, 27% of households report using
retailer websites for this and other purposes.

1 The NPD Group/CCRRC Custom Survey.
2 The NPD Group/Eating Patterns in America.
3 The NPD Group/Eating Patterns in America.

READY-TO-HEAT 
FOODS

READY-TO-COOK
FOODS

SCRATCH-MADE 
FOODS

+

eating at home in the 21st century
Eating at home is no longer synonymous with cooking from scratch. Today’s definition includes almost any
combination of the following:
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Some powerful motivators are at work

SAVING MONEY
Money has always been a primary motivator for
changing consumer behavior, and this applies to
eating at home too. In fact, 69% of all meal prepar-
ers state the primary reason for preparing/cooking
a meal at home is because it costs less than eating
out.4 The average cost per person of an in-home
meal is $2.36 vs. $6.37 from a restaurant.5

STAYING HEALTHY
Another primary benefit of eating at home is that it
is healthier: 92% of meal preparers believe that
cooking meals at home is healthier than eating out.6

STRENGTHENING FAMILY TIES
In a survey conducted by the pasta maker Barilla in
2009, 93% of 2,000 adults surveyed ranked shar-
ing meals “the most important activity in helping
them connect with their family on a regular basis.”7

Research on the benefits of family meals suggests
that such a high level of interest is justified. A
national study of young children’s time found that
the single strongest predictor of better achievement
scores and fewer behavioral problems was more
mealtime at home.8 Another found that teens who
frequently eat meals with their families are much
less likely to smoke and use alcohol than their peers
who do not have such family time.9

What challenges do customers face?

“ I NEED IT TO BE CONVENIENT.” 
When it comes to dinner, consumers focus on con-
venience. In fact, after taste, convenience is the
primary driver for deciding what to eat for dinner.
“Was easy to prepare or get” is the number one
reason for what we eat (41% of all dinners).10

“ I NEED TO PLEASE A LOT OF PEOPLE AT ONE TIME.” 
Serving food that everyone will eat is a stressor for
the meal preparer; nobody wants to be a short-
order cook. “Serving something everyone would like”
is the fourth most popular motivator for deciding
what to have for dinner.11

“ I NEED TO KEEP EXPENSES IN LINE.” 
Historically, consumers have not let food costs
outpace their incomes.12 This remains true even in
these economic times. Therefore, preparing meals
that “don’t cost a lot” is the top motivation in 29%
of all meals.13

4 The NPD Group/Cooking Skills and Habits Survey.
5 The NPD Group/Eating Patterns in America.
6 The NPD Group/Cooking Skills and Habits Survey.
7 The Barilla Family Dinner Project,™ Share the Table: A State of

Dinnertime in America, A White Paper Study.
8 S.L. Hofferth, “Changes in American Children’s Time 1981–1997”

(University of Michigan Institute for Social Research Center Survey,
January 1999).

9 National Center on Addiction and Substance Abuse, The Importance
of Family Dinners V (Columbia University, 2009).

10 The NPD Group/Dinnertime MealScape 2009.
11 The NPD Group/Dinnertime MealScape 2009. 
12 USDA Economic Research Services.
13 The NPD Group/Dinnertime MealScape 2009. 
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The future holds some risks 

Thinking about supermarket retailing in terms of ingredient products and prices may no longer be a wide enough
net to capture the changes that are coming in eating behaviors.

– More eating at home has not meant a return to cooking from scratch. Convenience and convenient components
will remain important to women, who continue to bear the overwhelming majority of responsibility for feeding
the family. As an overall trend, both cooking skills and interest in cooking appear to be declining. Women
who are working or simply busy often find it easier to eat out or carry in, and a number of nonsupermarket
businesses are capitalizing on this behavior. 

– The age groups that will be growing in American society over the next five to seven years — seniors and
twenty-somethings — will be looking for more prepared meals; seniors can afford them and younger shoppers
don’t have the time or skills for anything else. In fact, NPD forecasts that one of the fastest-growing behaviors
during the next 10 years will be meals prepared away from home and brought home for consumption.14

14 The NPD Group/A Look into the Future of Eating.

4

1
< 8 1

2

1
6

2
0

2
4

2
8

3
2

3
6

4
0

4
4

4
8

5
2

5
6

6
0

6
4

6
8

7
2

7
6

8
0

8
4

8
8

9
2

9
6

1
0

0

CHANGE IN POPULATION BY AGE
2017 vs. 2007

Source: United States Census Bureau



< INDEX  >8

Consumers think about eating in terms of meals, not grocery lists; so
should supermarkets. Ingredients and price are only part of the story.
Breakfast, lunch, and dinner are driven by different needs, priorities, and
even emotions — and these needs and feelings are as important as the
actual food in meeting shoppers’ needs. Looking at the daily meal clock
from the shopper’s point of view brings new opportunities into view, and
might even suggest ways to rearrange parts of the store. 

Convenience is so incredibly important to consumers that it is crucial to
understand how consumers think about time in relation to meals. For
them, “mealtime” starts before the pantry door is opened and it isn’t
finished until the dishes are done. Every stage of mealtime — preparation,
cooking, eating, and cleaning up — presents opportunities to assist
customers with these tasks. 

Since meal planning can be a struggle, it represents a key opportunity for
expanding the conversation between food retailers and their customers.
Retailers will want to pay special attention to how they currently support
their customers’ meal-planning efforts and consider new approaches.
Strengthening the connection between shoppers’ daily meal decisions
and their less frequent shopping decisions is a major opportunity.

CCHHAAPPTTEERR 22

the daily 
meal clock

Every stage of 
mealtime —
preparation, cooking,
eating, and cleaning 
up —presents 
opportunities to 
assist customers.
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breakfast: routine is key
Despite a rapid increase in breakfast meals purchased at restaurants,
most — 76%15 — are still eaten at home using products from the super-
market. In fact, products used for breakfast at home (from cereal to
frozen baked goods) account for about 8% of store sales — and that’s
before the opportunity to sell “coffee and a breakfast sandwich.” But
in spite of such a big contribution to the top line, retailers rarely focus
on the breakfast occasion. This by itself may indicate an overlooked
business-building opportunity. 

< INDEX  >10

Breakfast takes about 24 minutes.

5.0 minutes to prep

5.2 minutes to cook

13.0 minutes to eat

15 The NPD Group/Eating Patterns in America.

Retailers rarely focus
on the breakfast
occasion, even
though it accounts
for 8% of store sales.
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What are consumers looking for?

AN EASILY REPEATABLE ROUTINE
Most consumers look at breakfast as part of a ritual
for getting started in the morning. It’s the only meal
when eating the same food every day is not only
common but acceptable. Coffee is an important
part of this routine, whether made at home as part
of the ceremony of waking up or bought on the
way to work. Winning a place in the home-based
breakfast routine is the prize — because once you
do, the sales repeat. 

A HEALTHY START 
At breakfast, consumers have the greatest control
over what they eat and set the highest priority on
healthy food. As the day goes on and other needs
compete for attention, “healthy” moves steadily
down the list of priorities. By lunchtime (when
speed rules) it’s in the middle of the pack, and by
dinnertime (when convenience is all-important)
it’s closer to the bottom. Because of this health
orientation, better-for-you products account for
more than 50% of all breakfasts. Today, hot cereals
and yogurts are among the fastest-growing break-
fast foods.

Bright spots
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Two particularly bright spots for food retailers stand
out among breakfast trends.

BREAKFAST-ON-THE-RUN
There is clearly a growing demand for portable
breakfasts — those that can be carried from home
and eaten in the car. Over time, consumers have

– tripled the number of breakfast meals carried from
home.16 This opens up the opportunity to increase
sales of breakfast items that travel, like fruit and
yogurt.

– quadrupled the annual number of breakfasts they
purchase at a restaurant and consume in their cars.17

This highlights opportunities to promote breakfast
items that can be consumed while driving, like coffee
and sandwiches.

MID-MORNING SNACKING
Morning snacking is also growing,18 and snacks natu-
rally cost less when sourced from the supermarket
instead of a convenience store or lunch shop. The
occasion is primarily about maintaining energy level,
but a growing proportion of these snacks are “better
for you.” 

BETTER-FOR-YOU SNACK FOODS ARE GROWING

% with “better-for-you” label

Source: The NPD Group/Snacktrack Service

16 The NPD Group/Eating Patterns in America.
17 The NPD Group/Eating Patterns in America.
18 The NPD Group/Snacktrack Service.
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Satisfying the “it’s about me” emotions 

While breakfast may be routine, it is also the most individual of
meal occasions. In fact, ritualistic may be a better word. For
some, the beginning of the morning is a time of reflection and an
opportunity to get the day started right by doing something
good for themselves. Think of the time spent in making a good
cup of coffee in the kitchen. People may enjoy watching the
news or reading the morning paper. Along with coffee, perhaps
they have yogurt or hot cereal. Breakfast can be the only time of
day when there’s no pressure to use that time for anyone but
“me.” The emotion here is individualistic, a little bit indulgent,
and unlike the rest of the day, there’s also the feeling of freedom
that comes from a great deal of personal choice.

MARKETING OPPORTUNITY



The breakfast prize

Most of the increase in retailer business will come from switching food purchased from other outlets,
leveraging the growth of eating on the run, and reducing the number of skipped breakfasts. Capturing
some portion of the mid-morning snack occasion is another opportunity. Reaching those who bring
breakfast home from restaurants is a distant third.

Breakfast presents an opportunity for a $500,000 per week supermarket to
increase overall sales by more than $1,800 per week.

This is the smallest potential for the three meals, primarily because of the relatively low cost of this
meal and the fact that most breakfasts already originate at home. However, since breakfast is about
routine, changes in behavior may be long-lasting.

< INDEX > 13

INSIGHT BUSINESS-BUILDING OPPORTUNITY

Since breakfast is routine-driven, 
take advantage of changes in routine.

Build seasonal promotions, like “healthy 
breakfast for winter mornings.”

Healthy and better-for-you products are 
key elements in the majority of breakfasts.

Promote tasty and healthy options with 
manufacturer tie-ins.

A growing percentage of breakfasts are 
eaten on the run.

Build awareness of portable options, like fruit
that’s easy to eat, energy drinks and vitamin
water, yogurt drinks and smoothies, cereal bars, 
a coffee/breakfast sandwich program.

Coffee is a key to breakfast, so the more that 
can be done to make it easier to brew coffee 
at home, the more breakfast will be eaten there.

Develop tie-in promotions with single-cup 
coffee makers, and promote new forms 
of reconstitutable coffee.

>

The morning snack occasion is large and 
growing and there’s a real savings opportunity 
by carrying items from home.

Promote carry-from-home opportunities like 

– containers of precut fruit

– bakery snack items

– frozen breakfast sandwiches

Price sensitivity may be lower for some 
customers.

Look for opportunities to upsell healthy, high-
quality breakfast items like breakfast breads.

Home-prepared breakfasts cost about a third 
of breakfasts bought away from home.

Call out the price advantage in terms of savings
per day, week, or year.
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lunch: the double opportunity
Lunch is the meal most often eaten away from home — but it’s also the
meal with the greatest potential for emphasizing the cost advantages of
sourcing from the supermarket. Lunch also gives retailers the chance to
tap the potential for building sales around both at-home and away-from-
home occasions (including in-store). From the shopper’s perspective,
supermarkets can fill both needs. 

Lunch averages 44 minutes.

7.0 minutes to prep

9.0 minutes to cook

28.0 minutes to eat

From the shopper's
perspective, 
supermarkets can 
fill both at-home 
and away-from-
home lunch needs.



< INDEX > 15

What are consumers looking for?

Wherever it’s eaten, lunch is about speed, taste, and convenience. There is also a growing interest in
health. Here’s how consumers describe the challenge of finding a “good-for-you” lunch.

AT HOME
Lunch preparers would like to cut down on the mess
at home. These are things they suggested:

– Quicker and more convenient access to their favorite
sandwiches. (“Homemade sandwiches are tasty,
but they take time to make and clean up after.”)

– Quality pre-made popular sandwiches that don’t
contain too many preservatives and don’t cost
too much.

– A broader choice of frozen sandwiches that would
deliver variety and good taste at a reasonable price.

– The chance to bring lunch home to eat, so they can
avoid the mess and fuss.

AWAY FROM HOME
Lunch customers want speed and value away from
home.

For in-store lunch customers, speed and service are
vital in order to be competitive. Make it easier to get
in and get out — in as many ways as possible, from
ordering to picking up to paying. Success stories
already abound. Festival offers an online daily lunch
menu and online ordering for quick in-store pickup,
and Stop & Shop uses kiosks and self-checkouts
for faster and easier transactions. Some retailers are
also adding grab-and-go, soup bars, fountains, and
sit-down facilities. Transaction times can be sped
up by providing separate registers for lunch service
or self-service checkouts. 

Sandwiches

Sandwiches continue to be important, and consumers
are looking for more convenient ways to get them.
Consumers have quadrupled their consumption of
frozen and ready-to-eat sandwiches in the past 25
years.21 They are also bringing more supermarket
sandwiches home to eat.

Consumers are always updating their sandwich pref-
erences. While ham has remained the number one
sandwich ingredient for years, contemporary trends
have changed everything else about it: the bread, the
cheese, the condiments, even the ham varieties. 

1
%

2
%

3
%

4
%

5
%

6
%

frozen

supermarket

84 89 94 99 04 09

% IN-HOME SANDWICHES SERVED AT LUNCH

“Not easy to find things
that are healthy and easy
to fix.”

“Wanted a frozen option
without the high sodium
and preservatives for brown
bagging.”

“Don’t have much time so
it has to be quick and also
a little good for you.”

“Making sandwiches and
salads every day can turn
into a tiresome chore.”

21 The NPD Group/Eating Patterns in America.

Source: The NPD Group/National Eating Trends Service
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“Satisficing”

At lunch, people feel there always has to be a trade-off —
giving up health for taste, taste for speed, or speed for health.
This leads to a combination of satisfaction and sacrifice
referred to as “satisficing.” Can food retailers find ways to give
customers the feeling of getting more of what they want?
Whereas the emotion of the breakfast occasion is largely posi-
tive, the emotion of the lunch occasion is more complicated
because of these trade-offs. Food retailers need to understand
the concept of satisficing and help customers get as much as
they can of what they want — taste and health, for instance,
and quickly. Lunch also has an interesting split personality —
sometimes it’s solitary and sometimes it’s social. And people
spend more time eating lunch than any other meal. 

MARKETING OPPORTUNITY

Supermarkets have an opportunity to leverage
their halo for healthy food at lunch.

– Tie produce items into lunch. 

– Stress the deli as a source of fresh, whole-

some sandwich ingredients.

– Healthy frozen entrees can often be a

mainstay of the new brown-bag lunch.



The lunch prize

The lunch opportunity is bigger than breakfast primarily because so many lunches originate away from
home. Its full potential can only be realized when the food retailer has a solid food service offering at
lunch, probably built around sandwiches and speed.

Seizing lunch opportunities at a $500,000 per week supermarket can increase
overall sales by more than $4,100 per week.

The largest gains come from capturing lunches that would otherwise be skipped — perhaps up to 6%
of lunch occasions. The other top sources of new business are food brought home from a restaurant,
eaten at a restaurant, or carried from home.

Lunch is still about popular sandwiches. Promote ingredients for the most popular 
sandwiches

– ham

– peanut butter and jelly

The use of frozen sandwiches and entrees 
at lunch is growing.

Help consumers build more frozen products 
into their lunch (frozen sandwiches and beyond).

There’s a desire to make it easier to 
prepare lunch.

Find opportunities to make it easier for the 
consumer to make lunch with offerings like

– single-serve soups

– refrigerated box sandwiches 

– frozen entrees

– yogurt

Afternoon snacking is the number one 
snacking occasion and it’s about energy. 

Promote afternoon snack with an emphasis on

– vegetables and dip

– turkey sticks

– single-serve cookies/crackers

– energy bars

When consumers eat lunch out they want it to 
be served quickly, but they also want to spend
time eating it — more time than any other meal.

To take advantage of this, retailers need to 
provide a quick way to order and pay along 
with an inviting sit-down facility.

Consumers are frustrated that they can’t 
find a quick, healthy lunch.

Leverage the fresh and healthier reputation 
of the supermarket when promoting both 
sit-down and take-out lunch.

< INDEX > 17

INSIGHT BUSINESS-BUILDING OPPORTUNITY>
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dinner: the must-win opportunity

Dinner is the must-win opportunity because it’s the largest — but also
because it’s a gateway to other meals. Dinner is more likely to drive a
consumer’s choice of shopping venues than breakfast and lunch, so
sales for those other meals are likely to follow if dinner shoppers come
to the store.

Dinner takes about 60 minutes

from start to finish.

1 1.0 minutes to prep

16.0 minutes to cook

23.0 minutes to eat

1 1.0 minutes to clean

Sales for other 
meals are likely
to follow if dinner
shoppers come 
to the store.



Really tasted good

Was easy to prepare or get

Fill up/satisfy hunger

Serve something everyone would like

Something that took little/no planning
or thought

Was quick and easy to clean up

Could be made with items that
were on hand

Didn’t cost a lot

Could be made or gotten quickly

Was healthy/nutritious

TOTAL

Young singles

Older singles

DINKS

Working parents

Single parents

Traditional families

Empty nesters

Seniors

44.9

41.6

39.8

34.2

33.7

32.4

29.4

29.3

27.3

23.9

33

37

23

38

42

42

35

35

23

26

6 9 9

50

Healthy Quality Price Convenience

71
87

71 74

32

Taste

at-home meals restaurant meals
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What are consumers looking for?

After taste, the phrase that best summarizes what
consumers are looking for at dinner is “something
convenient” — something that’s quick and easy to
prepare, cook, and clean up. This is a key reason that
menus have become simpler and the definition of an
“eat-at-home” evening meal has expanded to
include the full range of options: ready-to-eat,
ready-to-heat, ready-to-cook, and scratch ingredi-
ents. The challenge with convenience is that it is the
one dimension on which restaurants outpace at-
home evening meals. This is a concern. But the good
news is that at-home wins all the rest: taste, health,
quality, and price. 

Looking more closely at the top 10 motivations that
drive dinnertime food and beverage choices offers
more insight into what consumers are looking for
from dinner.

Good taste is always important, but after that comes
a desire for a meal that is

– convenient on several dimensions

–– it takes no extra thought to plan

–– it’s easy to make or get

–– it’s quick and easy to clean up

– pleasing to the family (everyone likes it and it will
satisfy their hunger)

– inexpensive to serve

These motivations can serve as themes for promo-
tions and communications aimed at showing the
benefits of dinner at home.

Really tasted good

Was easy to prepare or get
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TOP MOTIVATIONS DRIVING DINNERTIME 
FOOD AND BEVERAGE CHOICES

% of dinner occasions

BEST JOB DELIVERING ON IMPORTANT 
FEATURES OF EVENING MEALS

% of respondents who cited

Source: The NPD Group/CCRRC Custom Survey

Source: The NPD Group/Dinnertime MealScape 2009
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The term “restaurant quality” communicates a pos-
itive message that retailers can use to showcase
meals that households can be proud to serve on
occasions like birthdays, but also when they just
want something special.

It also turns out that about one-third of consumers
have an interest in preparing dinners similar to those
served at restaurants. This resonates most strongly
among working and single parents, and younger
consumers.
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at-home meals restaurant meals

INTEREST IN PREPARING AT-HOME EVENING 
MEALS SIMILAR TO RESTAURANTS

% of respondents who selected the top two boxes

Source: The NPD Group/CCRRC Custom SurveySource: The NPD Group/Cooking Skills and Habits Survey

REASONS FOR NOT FIXING DINNER

49% TOO TIRED

39% FEEL LIKE GOING OUT

32% HOME TOO LATE

27% TOO BUSY

Retailers may be able to influence at
least half of these instances — home
too late and too busy — by focusing
on convenience. 
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Linking “what to eat” with ”what to buy”

INFLUENCING WHAT’S FOR DINNER IS A KEY OPPORTUNITY FOR
FOOD RETAILERS TO ENCOURAGE MORE DINNERS AT HOME. 

Two separate but closely related decisions impact what goes on the
table for the dinner meal — what to eat and what to buy — but they
are not made at the same time.

The final decision on what to eat tends to be last-minute for most dinners,
reflecting both the “facts on the ground” and the absence of planning for
the meal.

Since almost 60% of decisions on what to serve are made within an
hour of the meal and another 26% are made the same day, consumers
need to have the necessary ingredients at home or they will likely fall
back on the option of bringing home a prepared meal. Last-minute
decisions often don’t favor meals prepared at home because it’s just
easier to go out or carry in when it’s affordable. Clearly, however, the
odds tip in favor of the supermarket if there has been enough advance
planning that the necessary food is on hand.

Most consumers do some evening meal planning before they go
grocery shopping — which offers retailers the opportunity to provide
planning assistance to their customers by helping them more easily
develop a meal or shopping list. Advance-planning households are
more likely to have meals or meal ingredients on hand when they get
to “decision time” late in the afternoon. 

Within 1 hour

Earlier same day

Day before/earlier

Don’t know

57% 

26% 

12% 

  5% 

43% 

27% 

24% 

06% 

No planning

Plan entree

Plan complete meal

Plan sides

57%26% 

43%24%

27% 

TIMING OF DECISION ON WHAT TO EAT AT DINNER

Source: The NPD Group/Dinnertime MealScape 2005

The decision 
about what to 

EAT
is mostly made 
within an hour 
of the meal. 

<

The decision 
about what to 

BUY
is made earlier,
sometimes days 
earlier.

>

+
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No planning

Plan entree

Plan complete meal
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57%26% 
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27% 

PLANNING FOR EVENING MEALS BEFORE SHOPPING 

Only 24% of meals are completely planned before the shopping trip.
Consumers who do any meal planning before shopping typically plan
about three and a half dinners, or half the week’s evening meals. The
good news for food retailers is that recent studies have shown that con-
sumers are trying to do more preplanning and they are looking for help. 

Help can be supplied in many ways, including using a meal focus in the
circular, training butchers and counter personnel on building meals, and
even leveraging planning tools on the website. 

To better understand how food retailers can make it easier for their
shoppers, the custom survey that was part of the larger study looked at
the reason/motivation behind planning the dinner meal and the infor-
mation sources that consumers felt were most helpful. 

Source: The NPD Group/CCRRC Custom Survey

The decision 
about what to 

BUY
is made earlier,
sometimes days 
earlier.

>

The decision 
about what to 

EAT
is mostly made 
within an hour 
of the meal. 

<

+
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What influences the planning? Saving money is the pri-
mary motivation — 59% cited this as the main reason
for planning to prepare and eat an evening meal at
home. Family requests are the most important source
of information for shoppers. The weekly circular, when
available at home, is the third most useful source of
information.

Retailers may want to readjust their marketing and
services in light of this information. Some may be
paying a lot of attention to the store circular while
mom is paying attention to family likes and dislikes.
Thus it may be more helpful and worthwhile to offer
ways to include family members in marketing efforts.

While planning is more common among traditional
families — an important group — the research shows
that these customers appear to be less reachable
through merchandising efforts in the aisles. Part of
the reason may be that they are often rushed, or
accompanied by small children. 

Seniors typically don’t do much preplanning, prob-
ably because they have more time. They are more
reachable through traditional merchandising.

Retailers can also use technology to assist with meal
planning. For example, retail websites that track
purchase history from loyalty data can identify previ-
ously bought items that are on sale, and suggest
recipes that include those items. They can even tailor
these suggestions to the household’s dietary needs. 

0 10 20 30 40 50 60
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The “taking charge” emotions

Dinner is like putting together a puzzle, because it involves so
much more organization and planning than other meals — and
these decisions can be driven by everything from family
favorites to saving time and money. Part of it may be about
getting everybody to eat the same thing; dinner is not like
breakfast where everyone can have an individual favorite. For
many households this is the time for strengthening family ties.
Usually, someone “owns” dinner for the whole family. This
ownership can be a task or a privilege or both. The owner of
dinner often feels responsible for a lot, from the family’s health
to its food spending, and from deciding what everyone will eat
to figuring out how quickly the meal can be prepared and
cleaned up after. Making any of these tasks more convenient is
a huge help.

MARKETING OPPORTUNITY



The dinner prize

The size of this opportunity reflects the cost of the meal and the opportunity to win back away-from-
home business. As with lunch, this estimate assumes that the food retailer has developed a solid food
service offering for dinner that can complement the sale of traditional items.

Dinner holds the greatest potential to increase food retailer sales; for a $500,000
per week store there’s an upside sales potential of more than $5,100 per week.

The majority of the sales potential for dinner comes from winning meals currently brought home from
a restaurant — perhaps up to 15% of these occasions. The other main contributor to growth is winning
meals now eaten at restaurants, potentially capturing 5% of these occasions.

Most consumers try to do some meal 
planning prior to and during the shopping trip;
but except for the circular retailers don’t do 
much to support meal planning.

Redesign the weekly circular and organize 
it around meals instead of departments. 
Add website features that make planning 
easier and actively promote them as a way 
to do more meal planning.

Family requests are the most valued source 
of meal-planning ideas.

Develop a tool for families that makes it 
fun — even educational — for family members 
to contribute to meal planning.  

The interest in preparing restaurant-quality 
meals at home is strongest among working
parents and younger shoppers.

Promote the restaurant quality of a small 
but growing number of packaged meals that
make this claim.

The hour just before the decision about what 
to eat offers another opportunity to open a 
conversation with consumers.

Try Twittering customers at 4 pm with a 
special on roast chicken (or other ideas 
for easy pick-up) — or remind them of a 
simple three-ingredient meal.

The number one reason for not fixing dinner 
at home is being too tired.

Help customers see that the supermarket 
can help them with more meal planning 
and/or provide meal solutions for those 
“too tired” nights.

Dinner plays a unique role because it’s a proven
opportunity to strengthen family ties.

Helping consumers plan and serve more dinner
meals for the family opens the way to build an
important emotional connection with customers.

Since convenience is a top priority, customers 
are looking for ways to make both prep and
cleanup faster and easier. 

Promote housewares items (like foil and plastic
wrap) and selected food items that contribute 
to quick and easy prep and cleanup.

< INDEX > 25
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CCHHAAPPTTEERR 33

the seven faces of dinner
To thoroughly explore dinner opportunities, The
NPD Group’s Dinnertime MealScape 2009 followed
a need-state perspective to examine the landscape
from the consumer’s point of view. The review
looked at the needs that influence people when they
make decisions about dinner, and how those needs
combine around specific meal occasions. This is in
contrast to the traditional demographic approach,
which divides consumers into groups according to
household characteristics and assumes that the
needs of each group are generally homogeneous.

Recognizing that these different dinner occasions
exist and understanding the needs behind them will
help retailers connect more directly with what’s
influencing shoppers, both logically and emotionally,
and better prepare them to deliver on the value
that customers seek. These insights provide a solid
new foundation for developing business-building
strategies that are aligned with consumer needs.

The seven dinner occasions identified by The NPD
Group are listed below in order of the frequency with
which they occur in the overall population. The Last-
minute No-brainer occasion is the most common at
21%, and Hearty Fuel is the least frequent at 9.4%.
Retailers are encouraged to survey their own cus-
tomers to determine which dinner occasions
should be their top priorities.

A number of the relationships between and among
these occasions suggest different ways to use them
together.

– Two are lonely nights (Last-minute No-brainers
and Thrifty Repeats). Eating leftovers or foods such
as ramen or cereal by yourself makes up nearly
40% of all dinner occasions! Such a large propor-
tion of low-satisfaction meal occasions represents
a huge opportunity for retailers. 

– Two focus specifically on kids (Kids’ Delights and
Family Entertaining); both require food that kids
will like. 

– Two concentrate on adult needs and desires:
Nourishing Fare focuses on health, and Hearty Fuel
focuses on abundant, familiar foods.

– One — Tasty Creations — focuses on experimen-
tation and seems a bit like date night for adults
without children.

– Three of them — Kids’ Delights, Family Entertaining,
and Nourishing Fare — seem like the forerunners
of many a Thrifty Repeat night.

It’s also helpful to recognize that some dinner occa-
sions are more common on weekday nights, while
others happen more frequently on the weekend.

The descriptions that follow identify the demo-
graphic groups among whom a given occasion is
more common. This will help retailers do a prelimi-
nary match with their target customers, but keep
in mind that all consumers experience these occa-
sions to one degree or another — whether they
are young singles, families, empty nesters, seniors,
or others.

1 Last-minute 

No-brainers

2 Thrifty Repeats

3 Tasty Creations

4 Nourishing Fare

5 Kids’ Delights

6 Family Entertaining

7 Hearty Fuel
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LAST-MINUTE NO-BRAINERS

SHORTHAND

No thought needed.

WHAT DOES IT LOOK LIKE?

You’re hungry, you need something fast, and it has
to be easy to get or make at the last minute. No
time for thinking, no planning. The goal is to satisfy
hunger without much effort. These meals are simple,
often smaller than usual, and based on what’s at
hand. Ramen or cold cereal might even do the trick. 

WHO’S AT THE TABLE?

More likely adult-only (often eating alone) or kid-only
occasions.

WHAT’S THE MOOD?

Eaters are not likely to be enjoying the meal, and
more likely to be rushed, disinterested, lazy, or
occasionally grouchy than on other meal occasions. 

WHEN IS IT SERVED?

Occasions skew toward weekdays. 

MARKETING OPPORTUNITY

Believe it or not, this lonely occasion is the most
common dinner experience across the overall
population — it represents one in five (almost 21%)
and is more common among younger singles with
low to medium incomes.

INSIGHT BUSINESS-BUILDING OPPORTUNITY

Food must be top of mind as well as on 
hand so that it is easy to prepare at the 
last minute.

Remind customers regularly that they can 
prepare for these occasions by cooking enough
for a second meal or buying two meals, one to
use and one to have on hand.

Food choices may not always seem like 
typical dinner ingredients, such as cold 
cereal or a peanut butter and jelly sandwich.

Promote all the different ways they can prepare
a quick, healthy meal for this occasion through
a marketing and merchandising campaign that
helps the consumer better plan for when they
find themselves in this need state.

Speed is important all the way around —
quick to prepare, eat, and clean up.

Promote the convenience and ease of serving
and cleaning up in addition to the food itself.

This is the biggest meal occasion but it has the
lowest satisfaction. Also, consumers typically
have no time to think about what to serve.

Provide ready-to-eat meals that make the store
the “destination of choice” based on both the
food and the convenience of the transaction.

>
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THRIFTY REPEATS

SHORTHAND

Didn’t cost a lot.

WHAT DOES IT LOOK LIKE?

Using leftovers is a big driver, and so is using items
before they spoil, so Thrifty Repeats are assem-
bled from what’s on hand. Since you don’t buy
anything extra for these meals, they feel like they
didn’t cost much.

WHO’S AT THE TABLE?

More likely adult eat-alone occasions, like Last-
minute No-brainers. 

WHAT’S THE MOOD?

The eaters’ rating of their experience and mood is
more likely to be ”just satisfied, no more” and lonely,
stressed, and bored.

WHEN IS IT SERVED?

Occasions skew toward weekdays.

MARKETING OPPORTUNITY

The second-ranked dinner occasion is more com-
mon among younger consumers (low to moderate
income) living and eating alone, though other
groups participate occasionally.

Finding ways to have thrifty dinners on hand 
is the primary goal.

Promote the cost per serving versus away-
from-home dinners to emphasize the total
value of the dish. 

Thrift extends to not having to throw away 
food that’s already on hand, including 
perishables in a use-or-lose condition.

Promote best-if-used-by dates for selected
dishes and provide stickers for help in making
timely use of leftovers.

Top foods are frequently carbohydrates
(spaghetti, flavored rice, etc.) that help 
bring down cost per serving for both the 
first and second meal.

Expand awareness of the low cost per serving
of supermarket-sourced meals built around
carb-based center-store products that can 
generate leftovers.

The low satisfaction with this meal occasion
indicates that leftovers are not always viewed
as enticing.

Promote the ways and means to prepare and
store leftovers so that they are as satisfying as
they were when first served.

>INSIGHT BUSINESS-BUILDING OPPORTUNITY>
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TASTY CREATIONS

SHORTHAND

Nurture and experiment. 

WHAT DOES IT LOOK LIKE?

Nurturing relationships and experimentation are
the needs driving Tasty Creations. People want to
try something new or different, satisfy a craving for
a favorite food, reward themselves by indulging a
specific taste, or experiment. Whatever, it’s going to
look and taste great and be fun to eat or drink. 

WHO’S AT THE TABLE?

Mostly adults alone or with a guest, young couples
(before children), and empty nesters. This occasion has
a higher likelihood of being sourced away from home. 

WHAT’S THE MOOD?

Excited!

WHEN IS IT SERVED?

Occasions skew toward Friday, Saturday, and
Sunday.

MARKETING OPPORTUNITY

The third most popular dinner occasion is more
common among single younger consumers (18–34),
dual-income no-children households, Asians, and
black (non-Hispanic) households. It is less common
among working women, traditional families, and
seniors.

The key motivation is to serve something 
special. It may be new or just something 
that family members really like and isn’t 
served very often.

This opens up at least three possibilities:

– Occasionally price-promote more expensive
entrees as special treats.

– Provide recipes for tasty, fun dishes that will be
seen as a treat by your customers.

– Offer cooking classes to make consumers com-
fortable trying new meals.

Ethnic meals are popular and satisfying 
for this meal occasion.

Promote complete, high-quality ethnic meals 
as special-occasion ways to deliver tasty 
creations.

Indulgent comfort food rates high for this 
meal occasion. 

Build a meal promotion that delivers familiar
comfort food as a special treat for the family.

This is about experimenting with a new 
or different meal and that’s a positive 
experience.

Create a program that emphasizes the fun as
well as the satisfaction of experimenting with
new dishes.

INSIGHT BUSINESS-BUILDING OPPORTUNITY>
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NOURISHING FARE

SHORTHAND

Healthy and nourishing.

WHAT DOES IT LOOK LIKE?

Diet/medical conditions and general interest in
nutrition and health are top drivers. Supporting
weight loss goals or helping to maintain a healthy
weight is often important. People tend to think about
specific nutrients and fat, sugar, and fiber content
when they build these meals. Salads, veggies/fruit,
and lean proteins are popular components. 

WHO’S AT THE TABLE?

Mostly adults who are serious about nutrition. 

WHAT’S THE MOOD?

Confident and/or creative. People are feeling good
about serving/eating something healthy.

WHEN IS IT SERVED?

Throughout the week.

MARKETING OPPORTUNITY

The fourth biggest dinner occasion is more common
among older adults (over 55), non-Hispanic blacks,
1- or 2-person households, and working profession-
als. It occurs less frequently among working women
(especially single parents) and traditional families
(especially low to middle income).

Weight control or loss is a major goal. Provide a series of recipes (along with exercise
advice) that include portion size, calories, 
and fat per serving, all with the theme of 
maintaining a healthy weight and lifestyle.

These meals require more preplanning, 
which frequently occurs a day or more in
advance of the meal.

Use the store circular or website to focus
attention on the wide range of healthy meals
that can be made from sale items.

Healthy center-of-the-plate proteins are 
popular.

Let the meat and seafood departments take the
lead in price promotions around healthy center-
of-the-plate proteins that can be the cornerstone
for these occasions.

This occasion occurs with customers who 
have a strong interest in health and nutrition.

Create a program that delivers additional useful
information on the connection between food
and health at several different locations, e.g.,
on the shelf, in recipes, and on the website.

Some consumers are striving to act on 
health information all day, every day.

Provide consumers with comprehensive guidance
on how to build healthy choices into their overall
planning, shopping, and food consumption.

INSIGHT BUSINESS-BUILDING OPPORTUNITY>
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KIDS’ DELIGHTS

SHORTHAND

A meal everybody likes, especially the kids.

WHAT DOES IT LOOK LIKE?

This one’s a slam dunk for mom, something the kids
are likely to ask for and everyone enjoys. It’s a quick,
pleasing fill-up, a comforting favorite that’s in the
regular meal rotation. 

WHO’S AT THE TABLE?

Kids and parents, often together but sometimes not.
This one works for households whose members need to
eat at different times. It’s also a good opportunity to
make lots so there’s enough for another meal. 

WHAT’S THE MOOD?

Energized.

WHEN IS IT SERVED?

Anytime. There’s no difference between weekday
and weekend nights

MARKETING OPPORTUNITY

The fifth-ranked need state for dinner meals occurs
in families who have children (especially those with
children under 12), regardless of income levels and
family structure (traditional, dual-income, single-
parent). 

This is a meal guaranteed to please the 
entire family.

Help mom see that serving the meal will be a
real success because it pleases everyone.

This meal works any time of the week. Promote these as meals that should be kept 
on hand because they position the cook to
“surprise and delight” any time.

Since this meal is supported by a popular 
vote of the family, it provides an opportunity 
for children to express themselves.

Periodically hold a competition in each store 
to see which meals are the most popular with
families in the neighborhood and publish the
results.

Since this is a kid-driven meal, the children’s
voices will be heard sooner or later.

Find meals with high kid appeal and market
ways mom can engage the children in planning,
preparing, and even the “fun” of cleanup.

INSIGHT BUSINESS-BUILDING OPPORTUNITY>
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FAMILY ENTERTAINING

SHORTHAND

Bring together family with comfortable favorite foods.

WHAT DOES IT LOOK LIKE?

The top drivers are nurturing the feeling and bene-
fits of family, quick and easy fill-ups, and comforting
favorites. For this occasion, people choose foods
and recipes that will bring people together, show
them you care, and provide a little fun. The cooking
experience also is enjoyable, and often large por-
tions are made to have extras for another time.  

WHO’S AT THE TABLE?

Adults and kids. 

WHAT’S THE MOOD?

Talkative, happy, energized, relaxed, peaceful, confi-
dent, content. 

WHEN IS IT SERVED?

Mostly on weekends.

MARKETING OPPORTUNITY

While this is one of the smaller occasions, it packs
a lot of positive energy, particularly for households
with four or more members and those with kids.
It is less popular among households without chil-
dren — singles, empty nesters, and seniors 65+.

Job one is to bring the family together, which 
is a value in itself in many households.

Build promotions around the benefit of 
families eating together, something we know 
is valued and that many households aspire 
to do more often.

This is a complete dinner that benefits from
advance planning.

Use in-store merchandising as well as the 
website to showcase meals that are right for
this occasion.

This occasion is built to generate positive 
feelings.

Establish a direct connection between the 
promotions for this meal occasion and the 
positive emotions they will create.

This is about mom bringing the family 
together so that they’ll connect and have 
a better life.

Create promotions that celebrate the 
satisfaction that comes from experiencing 
family togetherness.

>INSIGHT BUSINESS-BUILDING OPPORTUNITY
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HEARTY FUEL

SHORTHAND

Hot and hearty.

WHAT DOES IT LOOK LIKE?

It’s hot, hearty, and made fresh or “doctored” to feel
as if it were made to order. This meal works for
households with members who eat at different
times, and it can be made in large portions to have
extras for another time. Most of the time, these
meals are made completely or partly at home.

WHO’S AT THE TABLE?

Two or more adults are more likely; it’s less likely to
be a kid-only meal.

WHAT’S THE MOOD?

More likely to be creative, content, happy, calm.

WHEN IS IT SERVED?

Across the week.

MARKETING OPPORTUNITY

This is the smallest need state, representing only
9.4% of dinner occasions, but it’s all about doing
more at home. It’s more popular among older
middle-income households (empty nesters and
seniors — especially those over 75), and dual-income
no-children households. It’s less so among singles,
two-working-parent households, and traditional
families. 

There’s a comfortable familiarity associated
with these meals. 

Promote around fond memories and the appeal
of the “good old days.”

Abundance is a core theme. There’s more 
than enough to fill up the family.

If there was ever an opportunity to sell the
large size, this is it — and consumers get the
added benefit of leftovers.

These meal occasions are “built to suit,” 
either made from scratch or modified by 
the cook.

Invite people to share recipes and rate their
experiences. This is a chance to strengthen the
feeling and value of community.

The dish that fits this need state perfectly 
is the casserole.

Offer fresh prepared casseroles in both the
service and self-service refrigerated cases, and
regularly provide recipes for popular casseroles
in the circular.

INSIGHT BUSINESS-BUILDING OPPORTUNITY>
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implementing a successful 
meal solution program for 
today’s shoppers
Food retailers have been working on meal solutions for years, but until
now they haven’t had a comprehensive fact-based foundation on which
to build a strategy. 

This report presents comprehensive behavior-based insights into how
consumers are approaching their meals and what they want to accom-
plish beyond just “refueling.” It also lays out the motivations behind the
different meal occasions that make up dinner for North American
households. The findings and opportunities discussed in Chapters 2
and 3 provide, for the first time, the essential building blocks for a meal
solution strategy.

The study establishes that there are significant upside sales-building
opportunities in breakfast and lunch, but the biggest dollar opportu-
nities are in the dinner occasion. It also lays the groundwork for moving
beyond just “selling more units” to delivering new value in the form of
meal solutions that encourage more shopper visits and purchases. New
opportunities extend the range of customer services from making it
quicker and easier for customers to plan meals, to doing more of the
actual preparation.

Growing interest in meal solutions is evident from the efforts some food
retailers have initiated recently, such as

– posting lists of frequently purchased holiday meal ingredients in the
store, along with where they can be found in the aisles

– printing shopping lists in the circular to help customers organize what
they want to buy

– displaying all the ingredients needed for dinner in one location

– devoting promotional space to regular displays of ready-to-heat,
ready-to-eat, and ready-to-cook products

– offering specialized meal planning services — sometimes even at a fee

The information in this report provides the guidance for building even
more productive meal solution programs in the future.
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building your own dinner program
The seven dinner meal occasions offer a clearly defined set of options that retailers can use to build a
strategy aligned with their target customers’ most important priorities. 

To begin, discover what meal occasions are most common among your customers, which are most important
to them, and what kinds of help they want. Then work within your company to understand what actions can
be taken to make it easier for your customers to eat more dinner meals at home, and to identify where you
can “own” an important part of this new and growing dimension of customer service.

What do your customers expect and
trust you to be able to do?

What are your company’s capabilities?
What’s practical?

Is it worth the effort? 
Evaluate whether the size of the prize is big enough to justify making this a priority.
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taking it further
Three additional findings from the study can help retailers shape their plans. 

Customers are asking counter personnel
in the meat and deli department for help
with meal planning and purchase decisions,
and there are opportunities to do more in
this area.

Customer reactions to different ways of
merchandising meals reveal both what
they are looking for and how challenging it
is to build acceptance for new display
methods. 

Potential game-changers are emerging —
ideas that can generate enough new value
for shoppers to make it obvious that some-
thing new, different, and helpful is being
offered.
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The custom survey conducted for this project looked
at how much shoppers are relying on counter per-
sonnel in the meat and deli departments for help in
planning and shopping for the evening meal. While
there has been a long-term trend toward more
self-service in these departments, customers —
particularly those who have less experience prepar-
ing and serving meals at home — are continuously
faced with questions about not only what to buy,
but how much to buy and how to use it.

About a quarter of the shoppers surveyed turned
to counter personnel for help in planning evening
meals. 

– 26% relied on advice from meat department
personnel

– 20% turned to deli counter personnel for help

The question then turns to how helpful these store
associates were to customers in need of advice.

Since less than half the shoppers received sufficient
help, there’s clearly an upside opportunity for retailers
who want to make these exchanges more valuable.
This can be done through training and by scheduling
knowledgeable staff at times when their advice can
lead to increased sales and customer satisfaction.

Some retailers are already promoting the friendliness
and knowledge of their “butchers.” A significant
number of shoppers clearly appreciate this, and it
can result in increasing traffic, higher sales, stronger
store loyalty, and an enhanced store brand by better
connecting with your customers. 

What kinds of information are consumers seeking
from these staff members? It turns out that help in
finding sale items and “the best value” is the most
common assistance requested. This points to
training opportunities; it also suggests that the signs
calling out weekly specials in the meat and deli
departments are not helping shoppers find the
products and values they’re looking for.

Customers also showed interest in advice on how to
plan and prepare meals.

– Meat department personnel were asked about
differences between various cuts of meat, cooking
methods and time requirements, and the quantity
needed to feed a certain number of people.

– Deli department personnel were asked about the
quantities needed to serve a certain number of
people, the taste of different products, and how
long they would keep.

This customer service will be even more effective
when product offerings and staff training are
focused on a high-priority dinner occasion selected
from the seven options presented in the previous
chapter.

MEAT  DEPARTMENT

45%  helpful

DELI  DEPARTMENT

35%  helpful

45%

35%

HOW HELPFUL DO YOU FIND THE COUNTER
STAFF IN PREPARING EVENING MEALS?

Source: The NPD Group/CCRRC Custom Survey

Help from counter personnel
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Retailers have been experimenting with different
ways to make it easier for customers to purchase all
the items needed to make a meal. To learn about
shopper reaction to different options, the custom
survey looked at how likely shoppers would be to
serve more dinners at home if their store used one
of several different display methods to help them
build a meal.

While all these options made it more likely that cus-
tomers would prepare dinners at home, the action
with the greatest impact involved putting all the
items together in one place and offering a significant
discount. A number of retailers are doing this today,
using different executions and different price points,
such as a meal for 4 under $15. Market observations
suggest, however, that even these displays often
don’t attract a lot of attention and can be difficult for
customers to understand and use to their advan-
tage. More work needs to be done to find the best
ways to communicate these value-adding displays.

Three other display options essentially tied for sec-
ond place — building pre-assembled shopping bags
that include all the items for a meal, displaying all
the ingredients in one location, and offering a menu
kiosk with store maps that show product locations.

Somewhat surprisingly, the staffed, in-store meal
planning center was ranked lowest among the four
options, suggesting that many customers shop in a
self-service mode.

Some additional insight into the challenge of display-
ing meal solutions can be found in what shoppers
said about the helpfulness of displaying meal com-
ponents together.

It looks like many customers don’t place much value
on displaying all meal items together, perhaps
because it is not a problem for them to find the
items they need in the aisles.

In-store meal planning center 
with staff 38

Menu kiosk with store maps 41

Pre-assembled bags of ingredients
for menu-of-the-day 43

All meal ingredients in one place 
with 20%-25% discount 54

All meal ingredients in one place 42

Displayed in the usual location 
in the aisles 44

Displayed together in one location 42

WOULD YOU PREPARE MORE EVENING MEALS 
AT HOME IF THIS OPTION WERE AVAILABLE?

(% of very and somewhat likely)

Source: The NPD Group/CCRRC Custom Survey

Dinner display option responses

In-store meal planning center 
with staff 38

Menu kiosk with store maps 41

Pre-assembled bags of ingredients
for menu-of-the-day 43

All meal ingredients in one place 
with 20%-25% discount 54

All meal ingredients in one place 42

Displayed in the usual location 
in the aisles 44

Displayed together in one location 42

HOW HELPFUL IS IT FOR ALL THE ITEMS
NEEDED TO MAKE A MEAL TO BE DISPLAYED
IN ONE LOCATION?

(% helpful)

Source: The NPD Group/CCRRC Custom Survey
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Potential game-changers
Recognizing that many customers will be slow to engage (and even
resist trying) retailer meal solution programs, The NPD Group and
Council members brainstormed potential game-changers — ways for
retailers to break through the clutter and make it obvious to shoppers
that something new, different, and helpful is being offered.

Each of the game-changers can be powerful in its own right but will be
more powerful if implemented to deliver against specific meal occa-
sions. This will allow the retailer to target specific customer segments
and more effectively advertise the offer.

Today, most demonstration programs are product-
specific. This proposal instead focuses on building
the total meal and in the process highlighting the
important ways that building that meal at home
benefits the customer.

This game-changer can work with all seven of the
dinner meal occasions but will be particularly effec-
tive for Tasty Creations and Family Entertaining.

Most manufacturers have plenty of ideas about how
their product or products fit into a total meal. To
execute this game-changing idea:

– Identify the store’s top-priority meal occasions —
those that meet the needs of the retailer’s target
shoppers and are consistent with the retailer’s
overall go-to-market strategy. 

MEAL SOLUTION DEMONSTRATIONS

GOAL: To make it easier and more exciting for customers to try new meal solutions while
increasing manufacturer involvement in the delivery of this service.

– Share this strategic meal-building focus with the
manufacturing community, along with specific
information about the requirements for creating a
successful demonstration.

– Evaluate manufacturer recommendations against
the strategy and retailer execution needs.

– Eliminate those that don’t fit, and communicate
the reasons to the manufacturer. Prioritize the
recommendations that fit the strategy and set a
schedule for the demonstrations.

– Include incentives for customer feedback after each
demonstration (to enable continuous improvement
in execution) and after the customer builds the meal
at home (to verify that their needs are being met).
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This game-changing idea is about food retailers
establishing themselves as the place to go for con-
sumers who are interested in learning to prepare
different kinds of meals.

Classes can be designed for all the dinner meal occa-
sions, but the high information requirements around
Nourishing Fare make it a logical place to start.

Taking best practices from The Home Depot leads to
specific ideas:

– Survey customers to find out what they would like
to learn about meal preparation and how they
define both a satisfactory and an exceptional learn-
ing experience.

HOME DEPOT–LIKE CLASSES

GOAL: To provide customers with a recognizable and convenient way to sharpen their
cooking skills in a welcoming environment.

– Evaluate the responses to identify the target cus-
tomers’ top-priority needs and build classes for
each of these needs.

– Conduct pilot classes to test the preliminary
approach to each area of need in order to learn
more about consumer expectations.

–– Involve a select group of loyal customers — peo-
ple who already like and trust the retailer, and
who express interest in being part of the pilot.

–– Take this opportunity to explore alternative
business models for the classes.

– Complete the design of the first set of classes and
develop a marketing program to introduce them to
customers.

This idea is about neutralizing the supermarket’s
major vulnerability in the area of fresh, prepared,
ready-to-eat food: the inconvenience of having to go
into the store.

This game-changer should be particularly effective
for the Last-minute No-brainer and Tasty Creations
dinner occasions.

The ultimate solution would be to modify the cur-
rent building to include drive-through, drive-up, or
deliver-to-the-car capabilities, or even to establish a

permanent remote site near the street on the outer
edge of the parking lot where consumers can  easily
pick up prepared meals. 

The idea could be tested on a temporary basis
before making any capital investment. A Friday night
pizza pick-up program is one example. Another
possibility is to use a tent or a specialized trailer
and tie it into holidays or special occasions to take
advantage of peak demand.

CONVENIENT PICK-UP FOR FRESH PREPARED FOOD

GOAL: To offer customers the speed and convenience they’ve come to expect when
purchasing carry-out meals.
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Coca-Cola Retailing Research Council
of North America VII
The Coca-Cola Retailing Research Council of North America was created by
The Coca-Cola Company to address issues of strategic importance to the North
American supermarket industry. The Council is responsible for identifying and
framing the strategic issues to be addressed. The process allows for retaining
consulting resources to conduct the research and analysis associated with the
identified issue, to direct and guide the conduct of that research and analysis, and
to ensure that the results are reported and presented to the supermarket industry
in a way that is useful and actionable. 

The Council consists of supermarket industry executives who carry out the responsibilities and tasks
associated with the mandate described above. The current Council includes: 

Jonathan Berger, General Manager, The Americas, CIES 

Paul Boyer, Vice Chairman and Co-CEO, Meijer, Inc.

Shelley Broader, Formerly President and CEO, Sweetbay Supermarket

Malcolm Calhoun, Vice President and General Manager, Calhoun Enterprises, Inc. 

Pat Curran, Retired Executive Vice President, People Division, Wal-Mart Stores, Inc.

Oscar Gonzalez, Chief Operating Officer, Northgate Gonzalez Markets 

Mike Jackson, Retired President and COO, SUPERVALU

Calvin Mayne, Chief Operating Officer, Dorothy Lane Market

Archie McGregor, Owner, IGA Plus 

Rodney McMullen, President and COO, The Kroger Co.

Martin Otto, CFO and Senior Vice President, Grocery Procurement & Merchandising, 
H.E. Butt Grocery Company 

Marc Poulin, President of Operations, Sobeys Quebec

Michael Sansolo, President, Sansolo Solutions 

Don Sussman, Executive Vice President, Supply Chain Development and Sourcing, AHOLD USA 

Ken Waller, Executive Vice President, Hy-Vee, Inc.
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