
info@phononic.com    phononic.com

Food & Beverage

Store of the Future
A survey of consumers’ attitudes  

toward the grocery store experience

800 Capitola Drive, Suite 7, Durham, NC 27713 •  844.476.4202

https://phononic.com/


2      phononic.com

For decades, grocery shopping has been a traditional, predictable function 
in American society. Consumers of all ages came together week after week 
at local supermarkets to browse overflowing aisles stocked with products 
supplied by well-known vendors arranged in standard, conventional displays.

But today, the grocery industry is starting to change. Consumer buying 
patterns are evolving, tastes are shifting, food vendors are diversifying their 
offerings, and new food delivery options are entering the fray. eCommerce is 
disrupting brick-and-mortar retail, introducing more competition and offering 
more choices. Consumers who shopped for years in predictable patterns 
now are thinking more about issues like convenience, freshness of food, 
shopping experience, use of technology and environmental friendliness. 
They’re ready for change.

But how quickly are retailers adapting to the signals consumers are sending 
out? What products are consumers buying? How will their purchase decisions 
impact the grocery store of tomorrow? What strategies can retailers employ 
to make sure they don’t become obsolete?

In this eBook, we explore those questions. We surveyed more than 1,100 U.S.  
adults to better understand how they feel about grocery stores and their 
shopping experiences. Read on to learn what we discovered.

Executive Summary
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      Findings

Today’s grocery stores need to innovate or become obsolete

Grocery store chains are still the preferred food shopping option today, as they have been for years. In an average 
month, Americans shop at traditional grocery stores 3.9 times. That figure exceeds other primary in-store options: 
the bigger hyper-markets (3.4 times) that have increased in popularity in recent decades, along with convenience 
stores (2.7 times) and specialty grocery stores (1.2 times).

While each of the four most popular physical shopping options gets its share of activity, packs of consumers steer 
clear of certain categories. In a typical month, over half (53%) don’t shop at a specialty store, over one third (37%) 
don’t shop at a convenience store, and one in six avoid hyper-markets. Traditional supermarkets remain the most 
indispensable option, with only 15% of consumers declining to shop in these stores.

Overall, four in five Americans (82%) say they still like shopping in a typical grocery store. But numbers show that 
support is softening: Two in five (39%) like shopping in grocery stores very much, while more than two in five (44%) 
say they “somewhat” like the experience.

Why the shift? Key clues can be found in shopper preferences for convenience. Nearly nine in ten Americans (89%) 
say they want to shop in a grocery store that understands how to make buying an easier and/or more efficient 
experience, while almost nine in ten (85%) say grocery stores should make it easier for them to find things. More 
than half of consumers (51%) don’t like going to new grocery stores because they never know  
where anything is.

So, while grocery stores still exert a hold on the consumer, that hold is tenuous. According to the survey, almost 
half of consumers (48%) believe grocery stores haven’t changed in decades, and half (50%) say grocery stores 
haven’t figured out how to use technology like other retailers have. Clearly, grocery store chains have work to do. 
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1 The Store of Today: Innovate or Become Obsolete

Americans shop at traditional grocery stores 
3.9 times on average in a typical month

THE CURRENT RETAIL LANDSCAPE 

3.9 Times 
Traditional Grocery Stores

3.4 Times 
Hyper-markets

2.7 Times
Convenience Stores

1.2 Times
Specialty Grocery Stores

like shopping in the 
typical grocery store

82% 39% 44%

like it very much like it somewhat 
(indicates that support 

is a little soft) 

say that grocery stores haven’t 
changed in decades and it’s time 
they adapt to the modern age

50%
say that grocery stores haven’t yet 
figured out how to use technology 
like other retailers have 

STORES ARE CHALLENGED BY NEW WAYS TO GET FOOD 

1/3 have tried a food or meal delivery service

8%

17%

Walmart 
Pick-up 

Amazon
Locker

11%

Blue
Apron

Hello
Fresh

Home
Chef

9%
7%

Those who have used a meal delivery service:

25%

13%

tried it once and 
won’t use it again 

love it and 
use it regularly

47% would be more likely to try a service if 
they knew there was a way to control the 
temperature of the food 

2 The Store of Future: What People Want 

INTELLIGENT TECHNOLOGY 

say there’s nothing worse than getting what they 
think is a cold beverage, but it’s not cold enough 
and/or too cold or frozen 

say grocery stores should do a better job of letting 
consumers know the refrigerated and/or frozen 
food has been kept at a consistent temperature 

74%

say it’s important that there is consistent 
temperature control for all cold products 92%

78%

5   % of Americans say if grocery 
stores don’t enter the 
modern age, more people 
will look for other ways 
to get their food

75%+ 
of consumers would be likely to 
use smart tech in a refrigerated 
unit to find recipes or the right 
food/wine pairings

CONVENIENCE 

TEMPERATURE CONTROL & SAFETY 

MORE CHECKOUT OPTIONS 

say it’s important
 that the layout of the 

store makes it easy
to find things

want to shop in a 
grocery store that 

understands how to 
make buying groceries 
an easier and/or more 

efficient experience 

say grocery stores 
should make it easier 
for them to find things 

agree that with 
stand-alone freezers, 
they’d prefer them to 

be more at their 
height instead of 
reaching down 

into them

say they would be 
more likely to buy 
products if they 

were shown 
together, such 

as chips and dip 
or cheese with 

the crackers

say they don’t 
like going to new 

grocery stores 
because they don’t 

know where 
anything is

 92% 89% 85% 77% 64% 51%

63%

sometimes worry that the food they are 
buying may not be safe and/or clean

say it’s important that the store and/or 
chain is environmentally friendly and/or 
supports local growers/food producers

41% 41% 39% 37% 34%
26% 25%

19%

What foods do people want?

Ice cream 
instead of candy 

Cold wine 
and beer

Wide variety of 
cold beverages

 Single serve 
fresh items

Fresh juices Milk and/or other 
dairy products 

Cut vegetables 
and/or fruit 

Eggs

59%
would buy more at the 
checkout line if there 
were healthier options 

68%
say if grocery 
stores had new 
products at 
checkout, they 
would be more 
likely to try them 

46%
say grocery stores 
should have more 
frozen and/or 
refrigerated options 
at checkout 

Study conducted by Regina Corso Consulting, commissioned by Phononic. January 2018. Respondents were 
1,100 U.S. adults, 18 and over, weighted by age, gender and education to be representative of the total U.S. population.  

For more information on Phononic’s innovative cooling applications for retail, visit phononic.com/commercial-refrigeration
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Competition is coming in the form of food delivery services  

Food delivery options like Walmart Pickup, Blue Apron and HelloFresh are new to the scene. They’re not displacing 
traditional grocery stores yet – but they could pose a threat. 

Overall, one third of all survey respondents have tried a food or meal delivery service. One in nine consumers 
who’ve used a meal delivery service (13%) love it and use it regularly. While a quarter (25%) tried a service once and 
won’t use it again, there’s a wide range in the middle that have tried it and are experimenting. These numbers are 
split (31% each) between those who might or might not use it again and those who enjoyed it and plan to use it 
again. Breaking it down further, consumers between 18 and 39 were more likely to have tried Walmart or Amazon 
delivery options, and those with a child in the household were more likely to have tried multiple services.

Those who haven’t tried food delivery services have their reasons for sticking with more conventional food options. 
Over two in five (44%) say the services are too expensive or don’t see a need (44%) while 19% say they already 
know how to and enjoy cooking. Nearly one in five (18%) say they want to try one but haven’t gotten around to it 
yet. Others say they haven’t tried the services because they’re worried about the freshness of the food (13%).

Promoting the refrigeration of the food could sway some opinions. Almost half of those surveyed (47%) say they’d be 
more likely to try a food delivery service if they knew there was a way to control the temperature of the food.    

STORES ARE CHALLENGED BY NEW WAYS TO GET FOOD
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      What People Want

Intelligent technology makes a difference

Technology matters. Consumers in other industries have made their preferences known that they expect 
technology to help deliver more value and improve customer service – and the preferences are no different in the 
delivery of food.

Overall, more than half of consumers (56%) said if grocery stores do not enter the modern age, more people will 
look for other ways to get their food. In addition, half of all consumers (50%) say they feel grocery stores haven’t  
yet figured out how to use technology like other retailers have.

It’s not a surprise that younger consumers (59% for ages 18-29, 62% for ages 30-39) were more dissatisfied 
 with grocery stores’ technology than older ones (49% for ages 55 and older). This followed an overall trend where 
younger Americans want changes in food delivery options while older Americans are happier with the  
way things are.

Technology in food preservation and overall marketing would be an obvious fix. More than three quarters 
of consumers (79%) say they would be likely to use smart technology, for instance, in a refrigerated unit to find 
recipes or the right pairings for cheese and other food.

INTELLIGENT TECHNOLOGY 
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It’s all about convenience

Shoppers want convenience – no surprise there. They want stores to make it easy for them to find things, pair 
items and get in and out without friction.

Specifically, they voiced a preference to having items placed strategically with other items. Almost two thirds of 
Americans (64%) say they would be more likely to buy products if they were shown together – such as chips and 
dip or cheese with crackers.

Respondents also want to stop bending: Over three quarters (77%) say when they pull products out of standalone 
freezers in stores, instead of reaching down into the tubs they would prefer them to be more at their height. 

Overall layout also plays a critical role in convenience. Over nine in ten consumers (92%) say they feel it’s important 
that the layout of the store makes it easy to find things, and 85% say grocery stores should make it easier for them 
to find things.

It’s clear it’s not just about the products. Grocery stores need to pay attention to the shopping experience  
if they want consumers to keep coming back.  

CONVENIENCE 
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Check it out: consumers want more choice

Nobody likes long checkout lines – that’s a given. But consumers apparently do want more options to browse while 
they’re checking out, and this presents an opportunity for grocery stores.

Over two-thirds of Americans (68%) say if grocery stores had new products at the checkout line, they would be 
more likely to try them. Right now, checkout line purchases are pretty much an afterthought: Nearly three in five 
(58%) say the only time they buy something at the checkout line is when they’re desperate to eat something right 
then. But that could change: Nearly three in five (59%) say they would buy more at the checkout line if there were 
healthier options. 

What will the checkout line of the future look like? If Americans have their way, it will include a different array  
of products and new delivery options. 

Almost half of Americans (46%) say grocery stores should have more frozen and/or refrigerated options at the 
checkout counter and two in five (41%) wish instead of candy, grocery stores had ice cream at the checkout 
counter. While some stores currently offer cold soft drinks at checkout, few place their beer and wine selections 
there. This presents a retailing opportunity: Two in five consumers (41%) say they might buy more wine and beer  
if they were stored cold and put within reach at the checkout line. 

Other future checkout line items? Two in five respondents (39%) prefer a wide variety of cold beverages, over  
one-third would like single-serve fresh items (37%) and fresh juices (34%), over one-quarter would like to see 
ice cream and other frozen desserts (28%), one-quarter want milk and/or other dairy products (26%) and cut 
vegetables and/or fruit (25%), and one in five (19%) would like to see eggs. 

Less than one-quarter of Americans (23%) say they would not like to see any of these in the checkout line. 

MORE CHECKOUT OPTIONS 
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75%+ 
of consumers would be likely to 
use smart tech in a refrigerated 
unit to find recipes or the right 
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like going to new 

grocery stores 
because they don’t 

know where 
anything is

 92% 89% 85% 77% 64% 51%

63%

sometimes worry that the food they are 
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say it’s important that the store and/or 
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checkout, they 
would be more 
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The Store of the Future 

Food & Beverage

eCommerce continues to disrupt brick-and-mortar retail, with innovations 
like Amazon Lockers and meal delivery services transforming the food 
and beverage landscape. Refrigeration technology will power future 
trends and enable grocery stores to differentiate themselves and improve 
consumers’ shopping experience — to ultimately allow grocery stores 
to survive and thrive in the increasingly competitive landscape.
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Take your temperature 

Today’s consumers consider product freshness not only a priority but a necessity. Our survey shows over three 
in five Americans (63%) sometimes worry that the food they are buying may not be safe and/or clean. 

The perception of freshness can also extend to the temperatures at which products are being stored. Three-
quarters of Americans (74%) say grocery stores should do a better job of letting consumers know the refrigerated 
and/or frozen food they are buying has been kept at a consistent temperature. In fact, over nine in ten (92%) 
say it’s important when they’re shopping for groceries that there is consistent temperature control for all cold 
products. 

One thing that particularly turns consumers off is inconsistent presentations of cold beverages. Almost four in five 
(78%) say there is nothing worse than getting what they think is a cold beverage and having it not be cold enough, 
too cold or frozen. 

TEMPERATURE CONTROL & SAFETY
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      Conclusion

Lessons learned and opportunities for retailers 

Grocery stores have had it good for a long time. They created a powerful, efficient food delivery mechanism that 
made it easy for Americans to pick up items at a good value in a convenient manner. But the age-old models 
are being challenged – and traditional retailers need to evolve if they want to continue to be top of mind for 
consumers in the future.

They need to reach younger Americans to make sure they don’t get comfortable with other ways to get their food 
and leave grocery stores behind. They need to reach the consistent shoppers – particularly those with a child in 
the household – who want more convenience and more options in their shopping experience. They also need to 
cater to consumers’ preferences – and fears – about food safety and freshness.

Refrigeration technology can play a big role in food delivery’s future. It will power future trends from healthier  
food options at checkout, to more efficient store layouts. Only by embracing new technology will retailers be able 
to improve consumers’ shopping experiences, and ultimately survive – and thrive – in the increasingly competitive 
retail landscape. 

ABOUT PHONONIC

Phononic’s unrivaled approach to solid state cooling is breaking the boundaries of semiconductor 
innovation to deliver unprecedented performance and sustainability across the globe. From disrupting 
refrigeration and freezing, to cooling pinhead-sized fiber optics, Phononic’s technology takes infinite 
forms to unseat the wasteful and unreliable cooling solutions of the past, which depend on bulky 
compressors, noisy fans and noxious gases simply not suited for the modern world.  Phononic is 
transforming the way life-saving drugs and vaccines are protected, data is transmitted and food and 
beverages are sold, stored and transported. The company has been named to the 2016 and 2017 CNBC 
Disruptor 50 lists, received the US EPA’s 2017 Emerging Tech Award, R&D 100 Award and more. For more 
information visit www.phononic.com or follow us on Twitter @Phononic_Inc.
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were 1,100 U.S. adults, 18 and over, weighted by age, gender and education to be representative of the 
total U.S. population. 
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Phononic is helping food and beverage retailers to embrace the future, realize new business models, and 
offer improved customer experience. To learn more about Phononic’s revolutionary approach to commercial 
food and beverage refrigeration and freezing technology visit phononic.com/commercial-refrigeration
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