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A Retail Food Sto1e Market Analysis 

Ed Watkins* 

Market analysis, custo1aer profiles, and definition of trading arcns 
have been widely used for site and location analysis when building new 
supermarkets. Other studies, such as Consumer Dynamics, have noted the 
desirability of tailoring a specific store to the people hving in its trading 
area. Still, market analysis for supermarkets as a continuing part of the 
management information system has been the exception rather than the rde. 

There may be several objectives for a continuing series of analyses: 

{l) Strengths and weaknesses of an operation may be assessed 

{2) Competition, from the viewpoint of the customer, may be 
evaluated 

(3) Trading areas may be defined 

(4) Changes in consumer expectations may be identified 

(5) Effects of changes in the structure of the market may be 
evaluated 

Any one market study will likely concentrate on specific objectivE's that 
meet the needs of that particular moment of time. A definition cf objectives 
is necessary to limit the field of inquiry so that desired results can be 
achieved. 

Several methods of gathering data may be used. Examples of these 
methods are bag stuffers 1 customer interviews in the store, telephone 
surveys, mail questionnaires, and personal interviews in the oustomE:Jr's 
home. All of these are useful, in specific situations. For this particular 
study, a telephone survey was chosen because of the limited amount of 
information desired, and because of time limitations. In addition, it is 
a low cost method of gathering information. 

The sample of customers needed was determined to be about 300. 
These were chosen at random from the area telephone directory. Inter
viewers were h!red and trained. The data were gathered in the period from 
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January 20 through February 4, 1970. In addition, a sequential sampling 
of customers was used. The first 50 customers' responses were tabulatcc1 • 

then the next fifty, then the next fifty, until all interviews were reco::d8d. 
After the first three groups (150 interviews) patterns of responses did not 
change significantly. 

The objectives of this particular study were: first, to ider.tify 
concerns that customers of this market area considered in selecting a 
supermarket and second, to secure some measurement of price sensitivity 
of customers in this market area. Trading stamp questions were added 
because of retail interest. In addiaon, an attempt was made to measure 
the impact (image) of each competing store in the local market area. 

A sample questionnaire is appended. These were mo.stly open-end 
questions. That is, no guidance was given to customers in the form of 
multiple choices or category selections. All questions p.:-oved to be 
satisfactory. The interviewer indicated she had no problems securing 
responses. 

The market area under consideration in this case is a county seat 
and trading center in a city of about 15,000 population with a trading arcn 
totaling about 30, 000 people. The survey results identified five leading 
volume stores, and 25 smaller stores in the market or on the fringes of the 
market area. 

Store A is about a 12, 000 foot freestanding store toward one edge 
of town with fair access and parking. Parking area is adequate for the 
store. On Saturday afternoon, four out of five checkouts were operath;g; 
two on Friday; and two on Thursday. The estimated sales volume is 
$2 8, 000. The aisles are narrow o.nd congested. Store was busy with 
customers--more would have made a congested store more so. Pro0.uce 
department rated good. The dairy case featured mostly private label milk. 
Th:!.s store has a lot of merchandise in the store, but crowded condttions 
make for some poor displays. Impression--merchandise is crowding cus
tomers out, or at best makes the store difficult to shop. The meat cas~ was 
well stocked with an acceptable product. Some weaknesses showed in 
cleanliness and sanitation. Dairy case rated very good. The frozen food 
case rated only fair--lacks attractiveness, not well merchandised. The 
cleanliness and appearance of the store rated only fair. Employees were 
alert to customers, but they lacked the sparkle of an outstanding store. 
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Store B1 as identified in the data tables, is t!:le largest (24 1 000 feet) 
store in the area. It is located ln a new neighborhood shopping cente,· or, 
the outskirts of town. It is operated by an independent as one of a fi?e 
store group. The store has seven checkouts. Seven checkouts were 
operating on Saturday afternoon; four Friday evening; and five Thursday 
evening. This is a beautiful store--new~ roomy and attractively deco:atcd. 
This is the glamour store of the area. Sales volume is estimated at 
$49, 000 per week. The display in the meat case was thin, but this was 
apparently for rotation purposes. Meat products, dis play and work area 
looked good. The produce department was impressive--both in quality and 
display. The deli is an attractive corner of the store 1 but occupies much 
space for the b:.1sin.ess being generated. The bakery was somewhat limited 
in selection of Hems, but it is the only in-store bakery in tO'vm. The frozen 
food section with low cases gives a feeling of much room, although many 
customers were in the store. There is perhaps too much area devoted to 
non-foods. It would be difficult to justify the spaca on many relatively 
slow moving items. The dairy was probably the poorest display in the stofe. 
Much use of private label items was evident. Employee attitudes--"I'm 
busy. "--but not unpleasant. 

Store C i3 a downtown independent located in the center of town. 
The store has grown into nearby stores as it has been expanded. Another 
expansion is planned. A city-owned, metered parking lot is located at 
the rear of the store. The store has entrances at both the front and back-
two checkouts in front, three in back. Store area was estimated at abovt 
5,500 square feet. Three checkouts were operating Saturday afternoon ar:d 
three on Friday evening. Estim::lt9d sales volume was $2 0, 000. Tha store 
is congested, and at first confusing, but it is not an unpleasant store to 
shop. Employee attitudes toward customers were lacking in friendliness 
and warmth. 

Store D is a 9,500 foot regional chain store. The store has four 
checkouts--two of which were op-arating Saturday afternoon, and two 
Frlday evening. This is a long 1 narrow store with grocery gondolas 
running the short ~.vid~h. The store is located near downtown in a freestan':Hng
location. Access is fair; parking area is tight, but adequate for present 
volume. Appearance of the store is not impressive and seems confusing 
to shop. Employees were alert and seemed sensitive to customers' n8eds 
but still lacked that something extra to make the customers feel welcome~ 
The meat department was not well merchandised. All equipment and 
fixtures in the store seemed somewhat outdated. The da:l.ry department was 
not consolidated into one place 1 and milk case was severely corroded. 
looked dirt~{, and must be impossible to clean. Grocery displays were 
fairly acceptable, although displays and signs gave poor impressions. The 
frozen food case was not attractive. 
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Store E is a relatively new, frEJestanding 10 1 000 foot nation-'ll chai!"t 
store, located just at the edge of the business district. The store haa 
four checkouts with one opera~tng {no line) Saturday afternoon, and o::1e 
on Friday evening. Few customers were in the store on Saturday afternoc-n. 
Appearance of tho store was average 1 but shopping there was a rather 
lonely experience. The bread d!splay looked tired, but the dairy case was 
the best in town. The meat selection was very limited, with few price 
leaders 1 and the appearance of the department was only fair. The produce 
department lacked imagination and freshness. Employees appeared 
disinterested, both in customers and in the store. Grocery displays were 
good to mediocre 1 but the grocery displays and merchandlsing lacked 
planning a~1d coordination. 

An additional independent will open this spring, and is moving into 
the old location of Store B, which is relocating across the street. This 
retail organization previously had a store in a nearby town, also in a site 
from which another retaile:- had relocated. This store operated somewhat 
above the break even point before a fire forced them to close for several 
weeks. They reopened and were not successful in bringing the customers 
back. They have recently closed this store. 

Families Jiving in this market area had an average household income 
in 1968 of $9 1 019. The state average for 1968 was $9,759. Family food 
expenditures within the county a!·e much below the state average, $994 
compared with $1, 2 3 6 for the state 1 indicating that there is a conr.iderablE'! 
amount of shopping out of the area. 

Table 1 indicates where customers of the area shop for grocerieg, 
meat 1 and produce. 

Table 2 classifies responses to the question, "What considerations 
are important to you in selecting a food store? 11 A large number in this 
table indicates a favorable image. Note the strengths of Store A--con
venience, p.dces, price-quel!ty relationships. Note also the impact of 
this 12,000 foot store is about equal to the 24,000 foot store, as measured 
by the store image index. The strengths of Store Bare probably better 
distributed than any of the others. For Store C, note the lack of response:-~ 
in store management and the relatively high figure for meat quality and 
freshness. Store C has a high proportion of responses in convenience a~d 
prices. 
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Table 1. Where Customers Shop 

Nur,1her of T1mes Store V•Tas Named 
A B c D E 

W"here did you last 
shop for food? 55 73 27 36 19 

Where do you usually 
shop for food? 81 94 54 60 26 

Where do you usually 
shop for meat? 64 45 40 38 15 

Where do you usually 
shop for produce? 70 90 35 4S 17 

From this table, which store has the strong meat image? How 
about produce ? 

All 
Otrers 

36 

50 

71 

36 

A total of 2 7 stores were mentioned in the "all other group," no 
one of which was mentioned as often as Store E. These were the smaller 
stores of the area or stores in nearby towns. 



Table 2. \'iuat Considerations are Important to You in Selecting a Focd Sto.:."e? 

Store--convenience 
cleanliness 
pleasant atmosphere 
arrangement, displays, well stocked 
parking 

%Responses of Customers Who Shop Pdmar.H~ Stor~ 
A B C D E 

36 
G 
6 
2 

21 
16 
12 
12 
4 

24 
10 
14 

3 

45 
4 

12 
8 

33 
20 
11 

--------------------------------------------------------------------------
Prices, Advertising, Promotion 

Prices 1 affect! ve , com petit! ve 36 33 28 45 33 
Low prices 18 3 
Specials, best bargains 2 3 
Misc.--stamps, prices marked 2 

---------------------------------------------------------------------------
Employees--Service 

Courteous, pleasant, friendly I helpful 10 6 10 16 11 
Services offered 2 4 4 20 
Quick checkout 4 2 3 
Mise. --honesty, carryout 4 

-------------------------------------------------------------------------Products 
Quality of food 10 
Price-quality relationships 20 
Large selection of items 18 
Meat quality and freshness 6 
Produce quality and freshness 6 
Brand names available 
Miscellane10us 6 

14 14 
14 17 
23 7 

6 17 
6 10 
4 3 

7 

16 
8 
4 

20 

12 

33 

10 
10 

--------------------------------------------------------------------------
Store Image Index 158 155 85 83 28 

-----------------·---------·--- - ------------·--~ ··---·--·----------~ --
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The Store Image Index is secured by adding the total number of 
individual responses (r.ot the percen1·ages listed in the table) and 
dividing this by the number of stores in the survey. This gives an 
average number of responses per store. This number in turn is 
divided into the total number of responses for each store. This quotisnt 
becomes the Store Image Index. This index number has given a fairly 
satisfactory measure of the impact of that store in that trading area. 

Table 3 classif1.es responses to the question, "What suggestions 
would you have for impro~Tement of food stores or food products ? " In 
effect, a large number ia this table portrays a negative image for that 
item in that store. What conclusions can you reach about Store B? 
Store C? Can you identify areas of strengths and weaknesses for Store C 
using both Table 2 and Table 3 ? 

The negative image index at the bottom of the table may be 
regarded as a cou£"lter tnfluence on the store image index of Table 2. 



Table 3. Suggestions for Improvement of Food Stores 

Store--wider, uncluttered aisles 
Better shelf stocking, less stock outs 
Less congestion,larger store 
Change layout 
Cleaner 
Improve appearance 1 displays, directory 

Prices 1 Advertising, Promotion 
Lower prices 
Better price marking 
Misleading advertising 
Competitive pricing 
Miscellaneous 

Employees -- Service 
Faster checkout 
Emplpyees more courteous, 
Improve carryout 
Express lane 
More service 
Better Bagging 

helpful 

% Responses of Customers Who Shop .~t Store 
A B C D E 

10 6 21 16 
10 6 4 11 
10 

8 

6 

14 
8 

2 

12 
2 
4 
2 
2 

4 
4 

23 
6 
4 
4 

6 
6 
2 
4 
2 

7 
3 

13 
8 

3 

17 

8 

32 
4 

4 
a 
8 
4 
4 
8 

11 

11 
11 

Tot:-1 
9 
6 
4 
3 
2 
4 

20 
7 
1 
1 
4 

9 
4 
3 
2 
2 
1 

--------------------------------------------------------------------------------Products 
Service meats 16 10 24 16 16 
Bulk produce 14 4 I o 8 
Fresher produce 4 4 7 12 11 7 
Wider selection of items 4 4 4 12 4 
Better labeling of foods 2 2 4 4 
Better meat quality 4 4 4 2 
Improve meat packaging 2 2 4 4 3 
Miscellaneous 4 6 -- 12 -- 6 

_________________________________________________________________________ .. ______ _ 
Negative Jmaqe Index ·-·---- f7 ____ ~!L 67 _ _j).§ ___ ~2._ _____ _ 



Table 4. Trading Stamps 

Some stores give trading stamps, 
do you feel that trading stamps 
are important to most home
makers in making a decision 
where to shop for groceries? 

YES 
NO 
DON 1T KHOW 

A 

40 
58 

2 

B 

13 
87 

C.~'-----------~0~----------~E~------T~ot~a~l~-----

4 
96 

39 
61 

44 
56 

28% 
71% 

1% 

-----------------------------------------------------------------------------
About how many trading 

stamp books h2ve you 
redeemed during the past 
year? 

NONE 22 72 59 15 44 47% 

1 - 5 20 15 22 12 22 18% 
6- 10 28 11 19 42 22% 
Over 10 28 2 27 33 12% 
Don't Know 2 4 1% 



Table 5. Items on Which Prices Are Compared 

% of RI3E pcnses of Customers of Store 
p, B c D E Tot~l _ 

None 22 30 38 27 55 ~~ 

Many or most 10 4 17 23 13 
Name Brands 4 2 8 11 4 
Advertised Specials 10 4 11 4 

Meat 
Many selections 11 41 42 46 22 44 
Roasts 4 12 3 
Steaks 2 4 3 2 
Ground beef 4 3 1 
Bacon, chops 2 6 2 
Chicken 4 1 
Lunch meat 2 1 

Fresh vegetables 4 8 14 4 9 
Fresh fruits 8 12 14 87 9 
Individual produce items 2 2 8 

.., 

" 
Eggs 10 4 3 12 7 
Dairy products 4 3 1 4 

Milk 8 11 10 1 6 
Butter-margarine 4 3 2 
Cheese 2 1 

Bread-bakery 2 6 1 4 
Canned foods 10 15 14 8 12 
Canned vegetables 6 1 3 

Canned fruits-juices 6 1 2 

Staples 2 4 2 

Coffee 4 11 1 6 

Sugar 2 4 3 'l 
~ 

Soups 2 1 1 

Cereals 4 1 2 

Baby food 9 2 

Paper products 4 1 'l .... 

Detergents ,laundry 4 9 7 19 6 

Miscellaneous 10 3 1 5 



Table 6. Size of Family & Food Expenditures 

Food Expenditures Per 
Week Per Family 

Size of Family 

Food Expenditures Per 
Person Per Week 

Customers Who Shop PrimarHy At Store 
A B C D 

$ 35.30 $ 39.97 $ 18.90 $ 25.32 

3.7 3.5 2.7 3.2 

$ 9.54 $ 11.42 $ 7" 00 $ 7. 92 

E Total 

$ 21..86 $ 31.68 

2.1 3.2 

$ 10.41 $ 9.90 



Iv1arket :Resc;arch 

1. V\ hero :Fd YC·1.l lest shop for fooC? 

~ .. - .. ~ --------------·--
2. \1\Thr::re do you usually sho;,J h: f:·lv.!? 

iVIeat? 

lJvme 
.~_ci.dress -------

-------------------------------
---------------------------------------------

Fresh F:uits & Vegotabl:s? _______________________________________ _ 

3. \/\!hat considerations are most important to you in selecting a food store? 

4. Vvhen thinking of recent food shopping experiences, what suggestions 
would you have for the improvement cf food stores or food products 7 

5. Some homemakers place a high priority on low prices. On which items do 
you commonly compare prices? 

6 o Some stores give trading stamps. Do you feel stamps are important to 
most homemakers ln making a decision where to shop for groceries? 

7. About how rre ny trading stamp books have you redeemed during the past year/ 

8. About how much do you spend each week in food stores?-------

9. How many individuals are in your family?-------------


	CFAES_ESO_5_p0001
	CFAES_ESO_5_p0002
	CFAES_ESO_5_p0003
	CFAES_ESO_5_p0004
	CFAES_ESO_5_p0005
	CFAES_ESO_5_p0006
	CFAES_ESO_5_p0007
	CFAES_ESO_5_p0008
	CFAES_ESO_5_p0009
	CFAES_ESO_5_p0010
	CFAES_ESO_5_p0011
	CFAES_ESO_5_p0012
	CFAES_ESO_5_p0013

