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• Retail Performance

• Shopper Trends/Driving Factors

• Grocery Prepared vs. Foodservice

Topics



Retail Meat 
Sales 
Performance



Retail Performance – Meat Categories

Dollars

% 
Change 
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vs. Last 
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% 
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Total Meat $110,771,366,542 6.6% 23,236,190,388 2.1% $27,885,375,167 6.4% 5,594,295,600 1.0%

Fresh Meat $78,499,217,226 8.9% 16,829,574,818 3.2% $19,944,455,502 8.4% 4,108,762,149 1.9%

Pork $8,693,038,803 3.2% 2,673,052,327 1.3% $2,228,334,635 3.8% 667,860,975 0.0%

Beef $44,266,219,439 12.2% 6,200,053,255 4.7% $11,268,356,398 10.7% 1,525,775,227 1.8%

Chicken $20,525,999,029 6.6% 6,484,707,226 3.1% $5,351,697,587 7.1% 1,677,153,522 3.6%

Value-Added Pork Filets/Tenderloins $285,898,234 3.6% 58,238,372 3.6% $74,950,951 5.6% 15,502,782 8.3%

Processed Meat $32,272,149,316 1.3% 6,406,615,570 -0.7% $7,940,919,665 1.8% 1,485,533,452 -1.5%

Pork Bacon $5,127,494,491 1.6% 847,448,535 -1.9% $1,260,733,594 1.3% 198,460,131 -5.0%

Ground Pork Sausage Chubs/Rolls $1,105,813,692 3.2% 270,014,792 0.8% $262,486,851 3.4% 61,575,483 -1.2%

Source:  Circana/IRI

52 Weeks 13 Weeks

• Beef continues to lead in growth

• Bacon is struggling with volume



Shopper Patterns – Meat Categories
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• Beef and chicken have slightly gained more 
shoppers this year, while pork and bacon have 
lost a small amount of households

• However, amounts being purchased and 
frequency of purchases is up in all proteins 
shown here



Consumer,

Generations, 
Channel, 
Online



Spending by Income Segments



Generational Spending



Priority Differences by Generation



Brand Opportunities by Generation



Retail vs. Foodservice



Consumer Concerns



Fresh Foods – Channel Growth



Fresh Foods – Online Sales



Fresh Departments - Online



Fresh Categories - Online



Meat Pricing Impact on Shoppers



Fixed vs. Random Weight



Grocery 
Prepared 
Foods



Leading Chains – Grocery Prepared

2024 Sales
(in millions)

2023 Sales
(in millions)

% Change
2024 

# of Units
Walmart $462,400 $441,817 4.7% 4,605
Amazon $387,497 $352,828 9.8% 587

Costco (US) $184,143 $176,630 4.3% 617

The Kroger Co. $147,123 $150,039 -1.9% 2,731

CVS Health $124,500 $116,763 6.6% 9,144

Walgreens Boots Alliance $115,778 $110,314 5.0% 8,756

Target Corp. $106,566 $105,803 0.7% 1,978

Sam's Club $90,200 $86,179 4.7% 600

Albertsons Cos. $80,390 $79,237 1.5% 2,273

Ahold Delhaize USA $65,300 $58,976 10.7% 2,048

Publix Super Markets $59,700 $57,100 4.6% 1,360

Pilot Co. $46,891 $51,739 -9.4% 750

H-E-B $46,500 $43,000 8.1% 430

Loblaw Cos. Ltd. $44,081 $43,008 2.5% 2,500

Alimentation Couche-Tard $43,911 $47,631 -7.8% 7,131

Dollar General $40,612 $38,691 5.0% 20,586

C&S Wholesale Grocers $33,000 $32,000 3.1% 160

Walmart International $32,200 $32,400 -0.6% 5,566

Empire Company Ltd. (Sobeys) $30,732 $30,478 0.8% 1,600

Overall, grocery prepared food is projected to grow 1.5% in 2026 (real 
growth/inflation adjusted

Source:  Datassential 2025



Must-Win Attributes – Grocery Prepared

70%

70%

70%

73%

78%

Publix

Shoprite Supermarket

Trader Joe's

Wegmans Food
Markets

HEB Foods

Value for the Dollar

HEB Foods 62%

Trader Joe's 58%

The Fresh Market 58%

Winn-Dixie 57%

Piggly Wiggly 56%

Wegmans Food Markets 54%

Items You Can’t Get Elsewhere

Wegmans Food Markets 59%

Trader Joe's 56%

The Fresh Market 56%

Sprouts Farmers Market 56%

Whole Foods Market 52%

Brand Performance Overall

Source:  Datassential 2025



Grocery Prepared - Drivers

Technology improvements 
Coupons, reward programs, 

and pricing deals 

Prepared and grocery items in 
one place 

Value in cooking at-home 

Lower relative grocery 
price inflation 

Improved offerings 

Grocery delivery and 
online ordering 

Heavy chain penetration (corp. 
resources) 

Discount retailers Rising labor costs 

Tariffs/supply chain challenges Increasing product costs 

Fragmented shopping habits 
Labor shortages/

immigration reform 

E-commerce grocery 
alternatives 

Limited order ahead use 
for prepared foods 

The supermarket prepared segment will continue to grow slowly, and benefits from the fact that the prepared department works 

well for consumers who want to trade down and away from higher-priced restaurant meals, but also for those who may want to 

trade up and buy something prepared rather than cook for themselves at home.  High food inflation prices were an especially 

acute challenge for the segment as grocery prices were rising much faster than restaurant prices (though of course that has 
switched) and that limited in-store traffic. The segment faces challenges as consumers shifted to online shopping (a barrier since 

prepared items are often impulse purchases), but stores have improved their technology with better integration into online 

ordering and even the addition of prepared food delivery that rivals that of restaurants. The segment has been improving its 

quality and variety perceptions among consumers and staying on top of offerings that blend restaurant-trend-forward items in an 

easy-to-grab retail format, which can help continue to drive growth for supermarket prepared departments.

Key Growth Drivers Operator Pain Points

Source:  Datassential 2025



Consumer Interests – Grocery Prepared

MENU ITEM WANTS
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More unique/innovative options

 Locally sourced ingredients

High-protein options

Global flavors

Organic options

 No artificial colors or flavors

Plant-based options

High-fiber options

Low-sodium options

Gluten-free options

Makes no difference More likely to buy but not pay more Willing to pay more

What shoppers really want from supermarket prepared foodservice are items that feel fresh, different, and 
better-for-you. Some say they are willing to pay more for unique or innovative dishes, locally sourced ingredients, and high-protein 
options. Even when price is not a factor, these same categories draw stronger interest than most others. On the flip side, while some 

consumers like the idea of gluten-free, low-sodium, or high-fiber options, they are not a deciding factor for most.

Source:  Datassential 2025



Restaurants vs. Grocery Prepared

WHEN STACKED AGAINST RESTAURANTS, RETAIL PREPARED 
FOODS WIN OUT ON VALUE AND CONVENIENCE
When asked to compare the 
quality of prepared offerings 
between restaurants and 
retail venues, consumers 
overwhelmingly view 
restaurant food as superior 
across most key attributes, 
especially creativity, variety, 
taste, innovation, and 
consistent food quality. 
However, retail holds the 
advantage in three closely 
related areas: affordability, 
overall value, and speed. As 
value and convenience rise 
in importance within 
consumers’ mindsets – 
second only to taste – retail 
prepared foods are 
increasingly well-positioned 
to meet the needs of 
budget-conscious, time-
strapped shoppers.
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20%
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-15%

-18%

-25%
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Affordable prices

Value (what you get for your money)

Speed of service

Healthiness/nutritional value of menu items

Cleanliness/sanitation

Freshness of ingredients

Friendliness of service

Consistency of food quality

Accommodate allergies or dietary restrictions

Global or innovative flavors

Taste/flavor quality

Variety of menu options

Creativity and uniqueness of menu items

Retail is 
Winning

Restaurants Are 
Winning

Source:  Datassential 2025



For any questions, or for further detail 
on any topics, please email

 

Ryan.Barnett@Seaboardfoods.com

Thank You
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