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Consumer Buzz around Beef
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Meat and produce drive store choice
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Drivers of choosing the main store

5. Clean/neat store
& accurate info

2. Low prices 2. High-quality meat

1. High-quality produce

4. Great product 
variety

Source: FMI Trends 2018
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BIG

POWERFUL

GROWING
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$67B
2018 retail meat sales

$87
Basket with meat vs. 

average trip size of $45

Source: Nielsen xAOC 52 weeks ending 1/12/2019 UPC and non-UPC coded items | Homescan Panel

Beef and chicken dominate meat department sales
Chicken is a close second in lbs, but half of $ sales
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36% 34% 16% 9% 0.3%
% of lbs sales

51% 25% 13% 5% 1%
% of $ sales

Source: IRI, MULO, 52 weeks ending 12/30/2018
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+0.6%
$ sales growth 2018

-1.0%
lbs sales growth 2018

+1.1%

+2.0%

-2.0%

-1.4%

+1.1%

-0.4%

-0.2%

-2.3%

-1.6%

-4.5%

$ Lbs
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-0.5%
$ sales 3-yr CAGR

+0.6%
lbs sales 3-year CAGR

-0.2%

+1.7%

-3.9%

-1.3%

-0.1%

+2.7%

+0.6%

-1.8%

-0.5%

-2.4%

$ Lbs

Source: IRI, MULO, 52 weeks ending 12/30/2018, 2017, 2016
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More 
people 

buy

People 
buy/spend

more

People 
buy more 

often

Household penetration

98.9%

+0.1%

Annual $/household

$391

+0.2%

Annual trips/household

29.6x

-0.2%

The three levers of growth are mostly flat
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Source: Nielsen Homescan Panel  52 weeks ending 12/31/2018 | Meat purchases across the store

Changing food culture

Pictures: 210 Analytics
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how we EAT how we SHOP how we LIVE



9-9-2019

5

How we EAT
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ÁTo meat or not to meat

ÁMeal inspiration

ÁNew ways of cooking

Eating meat is still the norm
Flexitarian and vegan/vegetarian eating skews toward younger shoppers

Source: Power of Meat 2019 | Picture: 210 Analytics
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Meat eater Vegetarian/veganFlexitarian

86% 10% 5%
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So, how about plant-based eating?
Perspective: meat vs. plant-based alternatives $ across the store
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$1B

$89.4B

Source: Nielsen, total U.S., xAOC, 52 weeks ending 1/19/2019, including UPC and non-UPC items

Picture: 210 Analytics 12

Consumers 
on plant-based 
alternatives and 
blended items 

Videos by 210 Analytics and Off the Road Productions
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But credit where credit is due
Though growth rates are off a small base, it signals consumer enthusiasm 
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+19%
2018 $ 
growth

+18%
2018 unit
growth

+6
Items/
store

73%
Serve plant-based 
protein alternatives 
on occasion 

Source: Power of Meat 2019 | Picture: 210 Analytics

High trial interest among consumers
The blend: a bridge to perceived health?
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Already buy 13% 15%

Definitely/maybe would buy 50% 63%

Absolutelynot 36% 24%

Plant-based meat 
alternatives

Blended items
(meat/plant-based)

Source: Power of Meat 2019 
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Plant-based is a big deal in Western Europe
16-36 linear feet within the meat case

Pictures: 210 Analytics
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Coop | Netherlands Carrefour | Belgium

Mind set: embrace plant-based integration 
éand win with meat

Picture: 210 Analytics
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Choose for a day without 
meat. Choose for 
legumes

Do you have everything 
for the BBQ?

Meat/fish/vegetarian
Display in the middle of the
meat department
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Plant-based is trickling into the U.S. market too
Urban, specialty/organic focused stores may be good testing grounds
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Pictures: 210 Analytics

Can we win with blends?
Meat/meat & meat/plant-based

Pictures: 210 Analytics
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DINNER 
INSPIRATION
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83% of shoppers buy just a handful of cuts/kinds
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17%
Buy an extensive 
variety of cuts/
kinds

41%
Buy a handful of 
���µ�š�•�l�l�]�v���•�����v�������}�v�[�š��
tend to try anything 
new or different

42%
Buy a handful of 
cuts/kinds, but 
willing to try new 
items, if advised

Source: Power of Meat 2019 


