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Retail Performance – Meat Categories
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-2.1%5,717,330,9862.0%$28,771,263,6190.9%23,638,156,4635.3%$114,518,516,586Total Meat

0.1%4,182,671,4034.2%$20,733,863,0331.8%17,298,587,8477.1%$82,102,214,011Fresh Meat

-0.7%709,857,2720.7%$2,303,822,7510.2%2,712,614,2222.3%$8,800,388,360Pork

-0.3%1,569,072,2916.2%$12,051,509,1192.1%6,335,402,3499.7%$47,119,777,037Beef

2.0%1,713,710,7382.0%$5,302,834,6393.0%6,787,258,4504.6%$21,035,954,147Chicken

-7.3%13,810,180-7.1%$66,805,9432.9%58,658,4770.8%$283,931,924FW Value-Added Pork Filets/Tenderloins

-7.6%1,534,659,583-3.2%$8,037,400,586-1.7%6,339,568,6160.9%$32,416,302,575Processed Meat

-3.7%249,843,384-6.1%$1,527,682,558-2.7%1,037,033,189-0.9%$6,548,056,227Pork Bacon

-3.3%56,058,7000.0%$237,518,2200.5%272,310,8792.6%$1,119,046,370Ground Pork Sausage Chubs/Rolls

Source:  Circana/IRI – Total US MULO+ Ending 7-12-2026

52 Weeks 13 Weeks

• Beef continues to lead in growth
• Processed Meats and Value-Added 

struggling with volume recently



Shopper Patterns – Meat Categories
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• All proteins shown have lost households 
vs. prior year, aside from Chicken (flat)

• However, amounts being purchased and 
frequency of purchases are consistent, or 
up, for all proteins shown here, aside 
from bacon

52 Weeks
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Trip missions are 
shifting share across 
retail tiers as well.

Shoppers are increasingly 
gravitating toward both Premium 
and Value retailers, applying 
different cost-management 
strategies based on their needs. 

The products they prioritize are 
playing a larger role in determining 
where they shop, driving share 
gains for retailers that deliver 
either value through low prices and 
deals or a differentiated experience 
and assortment. 

Store choice is becoming more fluid 
and frequent, with 46% of shoppers 
changing their primary grocery 
store in the past 12-24 months and 
68% shopping at 2-3 retailers per 
week.













Grocer 
Strategies

McKinsey & Company



Promotions are being 
rebuilt as a targeted, data-
driven system rather than 
a series of events 

While grocers report 35% of promotions 
today are fully personalized, they expect 
that number to jump to 55% in two to 
three years. 

This marks a significant shift toward 
more digital, loyalty-enabled, and 
targeted promotions, with greater 
emphasis on ROI, personalization, and 
integration with loyalty programs. 

It also means traditional, broad-based 
promotional calendars will become a 
more continuous, data-driven model of 
value delivery. 

The implication is that promotions are 
no longer a stand-alone tactic but part 
of a system designed to deliver targeted 
value with greater precision and 
economic discipline.



The role of private 
label is changing. 

Consumers are increasingly 
seeking out private label products 
and viewing them as credible 
alternatives to national brands on 
quality, innovation, and product 
experience. 

This has resulted in retailers 
investing more heavily across 
product, portfolio, sourcing, and 
innovation capabilities, creating a 
reinforcing cycle that continues to 
strengthen private label 
penetration and competitiveness. 

In short, private label has moved 
from being a low-cost alternative 
to becoming a true differentiator 
increasingly shaping how grocers 
compete.



Stores are being 
reshaped by the need to 
deliver both 
differentiation and 
execution, redefining 
what it takes to win. 

Fresh and prepared foods are 
becoming more important in 
attracting and retaining 
customers, while execution and 
consistency are becoming hurdles 
to delivering that experience at 
scale. 

The challenge for grocers is not 
choosing between the two but 
delivering both simultaneously. 

That’s why improving execution 
matters more than radical 
reinvention: Retailers able to 
deliver a reliable, consistent, and 
compelling fresh offering are likely 
to be better positioned to compete



Supplier relationships are moving 
from trade negotiations to 
integrated commercial 
partnerships. 

Retail media is changing how grocers work with 
suppliers. Grocers expect greater coordination 
across trade funding, retail media, and joint 
business planning while also expecting increased 
supplier collaboration in product innovation, 
supply chain, assortment planning, data sharing, 
trade promotion, and pricing.

The traditional retailer–supplier relationship was 
anchored in negotiations over price, promotions, 
shelf placement, and trade dollars; retail media 
adds shared investment in demand generation, 
data, and measurable growth. 

The best relationships will increasingly connect 
media plans with category strategy, innovation 
pipelines, promotional planning, and customer 
insights. It’s a different commercial model that 
gives grocers a new way to capture value from 
suppliers. 

But it requires them to show up differently, as 
suppliers expect retail media, trade, 
merchandising, and category teams to operate as 
one system rather than as separate asks on the 
same budget



E-commerce growth is 
now defined by the 
balance between 
demand and economics, 
shifts that point to a 
redefinition of online 
sales in grocery.

Delivery is becoming the dominant 
driver of demand, while profitability 
is becoming a central constraint. 
While the long-term trajectory 
remains positive, the path forward is 
more complex. 

Grocers will need to balance 
customer expectations for 
convenience with the operational 
and economic realities of fulfillment. 

In this environment, advantage will 
depend on the ability to scale 
delivery while maintaining 
discipline on cost and operations



Wellness is becoming a 
defining driver of grocery 
demand.

Consumer preferences are becoming 
more specific, baskets are adjusting 
accordingly, and expectations are 
expanding beyond products into 
services and guidance. 

Grocers are actively responding to these 
shifts by reshaping assortment, 
reallocating shelf space, and building 
more integrated wellness capabilities.

Wellness has moved beyond being a 
niche trend to become a force that is 
actively shaping demand and redefining 
how grocers compete. 

As these dynamics continue to evolve, 
the pace of change is likely to accelerate, 
increasing the importance of how 
effectively grocers translate wellness 
into both the basket and the broader 
customer experience





Packaging, 
Claims, and 
Consumer 
Expectations

Datassential





Taste and value dominate the path to purchase, but 
packaging still stakes its claim.
When choosing between two similar products, taste (64%) and value (50%) lead the field by a significant margin, 
and these priorities are consistent across generations. Health and wellness ranks third overall (31%), with relatively 
little variation by age. Convenience and packaging draw the most interest from Millennials, who are significantly 
more likely than Gen X or Boomers to cite it as a primary factor. Brand loyalty, meanwhile, is a notably stronger pull 
for Boomers than for younger shoppers, who are more likely to prioritize novelty and social mission.

Q: Say you are choosing between two similar items or products in a grocery store. 
What would be most likely to make you pick one over the other?

64%

50%

31%

24%

14%

11%

5%

TASTE – I like specific tastes and regularly stick to those tastes

VALUE – I prefer to purchase products that are the 
most affordably priced (discounts, coupons, etc.)

HEALTH & WELLNESS – I read labels, am concerned 
about nutritional content, and try to eat healthy

BRAND – I am very loyal and tend to stay with brands that I trust

CONVENIENCE & PACKAGING – I prefer 
products that are easy to transport and consume

EXPERIMENTAL – I like to try new things and am 
willing to experiment with new or unfamiliar items

SOCIAL – I like products that have a mission, 
give back to the community/environment, etc.



Functional packaging features dominate at retail, though what 
that means shifts across generations.
Freshness-related attributes occupy the top of the retail priorities list — keeping food fresh longer (45%), clearly showing 
expiration dates (39%), and resealability (39%) are most valued overall. These concerns run strongest among older 
consumers: Boomers are significantly more likely than Gen Z and Millennials to prioritize both freshness extension and 
clear dating. Younger shoppers, by contrast, place comparatively more weight on visual appeal and buzzword callouts like 
“high protein” or “organic,” suggesting packaging’s expressive function matters more to the next generation of buyers.

Q: When shopping for food and beverages at retail stores, which aspects of packaging matter most to you?

45%
39%

39%
37%

28%
27%
27%

23%
22%

21%
18%
18%
18%
17%

16%
15%

2%

Keeps food fresh longer

Clearly shows freshness or expiration

Resealable

Easy to open

Easy to store (fits well in pantry/fridge)

Provides details about the product (e.g., ingredients, nutrition, etc.)

Allows you to see the product inside

Durable and protective

Easy to carry or transport

Feels premium or high-quality

Minimal packaging waste

Visually appealing design or branding

Easy to recycle or dispose of

Prevents mess or spills
Highlights key claims or buzzwords (e.g., “high protein,” “organic,” 

etc.)
Environmentally friendly or sustainable

None of the above



Q: How interested would you be in the following food packaging innovations?

Functional packaging innovation commands the widest enthusiasm, 
but Gen Z and Millennials are driving interest in the more novel formats.
Packaging that extends freshness (78%) and maintains temperature (76%) leads the innovation wishlist by a wide margin, with consistent 
support across generations. Younger consumers are more enthusiastic about expanded packaging functionality: Gen Z and Millennials are 
significantly more likely than older generations to value QR codes, edible packaging, plate-or-bowl formats, and built-in utensils. Among 
Boomers, interest drops sharply for many concepts, especially edible packaging (11%) and returnable models (17%). Eco-oriented 
innovations, including compostable containers and no-plastic packaging, draw solid mid-range interest across most demographics.

78%

76%

62%

58%

57%

56%

48%

47%

46%

36%

34%

30%

18%

19%

29%

29%

29%

31%

27%

32%

31%

29%

24%

20%

4%

5%

9%

13%

14%

13%

24%

21%

23%

35%

42%

50%

Packaging that helps food stay fresh longer

Packaging that keeps food hot or cold longer

Packaging you can use as a plate or bowl

Compostable takeout containers (can break down naturally)

Reusable packaging (you can use it again)

Packaging with no plastic

Packaging that changes color when food goes bad

Packaging with built-in utensils or features (e.g., fork, sauce…

Packaging that helps with portion control (e.g., single-serve…

QR codes you can scan to learn more details (e.g., sourcing,…

Returnable packaging (you return it after use)

Edible packaging (you can eat it)

Extremely or Very Interested Somewhat Interested



Social media has become a meaningful F&B discovery 
channel, but its influence is almost entirely generational.
More than half of consumers say they have purchased a food or beverage product after seeing it on social media at 
least occasionally, but the impact is highly concentrated by age. Gen Z and Millennials are significantly more likely 
to be frequent buyers via social, with roughly a quarter of both groups saying they do so regularly. Boomers are far 
more resistant, with more than half saying they have never made a social-influenced food or beverage purchase.

Q: Have you ever purchased a food or beverage product because you saw it on social media?

22%
RARELY

26%
NEVER

15%
YES, FREQUENTLY

38%
YES, OCCASIONALLY



Q: How interested are you in foods or beverages, whether packaged or from restaurants, that fit each of the following nutrition and food trends?

Consumers show strong interest in F&B products with healthful cues, 
from high-protein and high-fiber to functional products.
High-protein foods and beverages command the strongest consumer interest among the three attributes tested, though high-fiber and 
functional items aren’t far behind. Generational differences are present across all three but are most stark when it comes to functional foods: 
Gen Z (72%) and Millennials (66%) are significantly more interested than Gen X (52%) and Boomers, who fall well below the total at just 28%. 
Foodies are consistently more engaged across all three attributes, with protein interest reaching 78% among this group.

Gen Z Mill. Gen X Boomer

interested overall (Top 2)

72%
66%

52%

28%

Gen Z Mill. Gen X Boomer

interested overall (Top 2)

Gen Z Mill. Gen X Boomer

interested overall (Top 2)



Specific numbers win the protein messaging race, but 
younger consumers want the story behind them, too.
Across the board, consumers most prefer protein to be expressed as a clear, specific number (61%) — a preference 
that runs even stronger among Gen X and Boomers. Younger consumers, meanwhile, are more receptive to 
supplementary approaches: Gen Z and Millennials are significantly more likely than Boomers to want protein 
explained with functional benefits, embedded in the product name, or framed through comparative claims. 

Q: When a food or beverage product includes or highlights PROTEIN, how do you prefer that information to be shown on the packaging?
(among consumers who are interested in high-protein foods and beverages, n = 1,393)

61%

38%

37%

35%

27%

22%

19%

18%

5%

A clear number (e.g., “20g protein”)

Shows how much of your daily protein needs it provides
(e.g., “50% of your daily protein”)

A simple claim (e.g., “high protein”)

Included in a nutrition section on the front or back panel

Explained with benefits 
(e.g., “helps keep you full” or “supports muscle”)

Included in the product name (e.g., “Protein Bar”)

Compared to other products (e.g., “2x more protein than…”)

Shown with simple icons or symbols

None of the above / Doesn’t matter where or how it 
appears



Functional benefit claims require both clarity and credibility, 
though the right format depends on the audience.
For functional benefits like energy, focus, and immunity, consumers want to understand both what a product does 
and why it works: specific ingredient details (49%) and clear benefit statements (48%) are nearly tied at the top. 
Millennials and Boomers place comparatively more weight on ingredient transparency than Gen Z, who are more 
likely to gravitate toward simple claims, keywords, and name-embedded cues. 

Q: When a food or beverage product includes or highlights FUNCTIONAL BENEFITS (e.g., energy, focus, immunity, etc.), how do you prefer that 
information to be shown on the packaging? (among consumers who are interested in functional foods and beverages, n = 1,295)

49%

48%

40%

33%

29%

24%

20%

7%

Includes details about specific ingredients behind the 
benefit (e.g., caffeine, vitamins, adaptogens, etc.)

Provides clear benefit statements 
(e.g., “boosts energy” or “supports focus”)

Uses simple claims or key words (e.g., “energy” or “immunity”)

Explained in more detail 
(e.g., a sentence or paragraph about how it works or why)

Included in the product name (e.g., “Energy Drink”)

Compared to other products (e.g., “long-lasting energy”)

Shown with icons or symbols

None of the above / Doesn’t matter where or how it 
appears



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

Ryan.Barnett@Seaboardfoods.com

Thank You


