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Points of Impact 2003 SurveyPoints of Impact 2003 Survey

The Financial “Points of Impact 2003 Survey” was conducted by ThThe Financial “Points of Impact 2003 Survey” was conducted by The National Grocers Association (N.G.A.) in collaboration e National Grocers Association (N.G.A.) in collaboration 
with Financial Management Solutions (FMS). The survey was conducwith Financial Management Solutions (FMS). The survey was conducted in December 2002 with direct participation of 685 ted in December 2002 with direct participation of 685 
N.G.A. member retail companies.N.G.A. member retail companies.

The survey focused on three main areas: sales, margins, and expeThe survey focused on three main areas: sales, margins, and expenses. The results reflect the various regions, types andnses. The results reflect the various regions, types and
size of the operations of each member company, and the volume ofsize of the operations of each member company, and the volume of business segregated by conventional, discount, business segregated by conventional, discount, 
upscale, and limited assortment store (LAS) formats. Participantupscale, and limited assortment store (LAS) formats. Participants in the survey represented both single and multis in the survey represented both single and multi--store store 
retail companies. Respondents were 70% owners, 25% executive manretail companies. Respondents were 70% owners, 25% executive management, and 5% store management.agement, and 5% store management.

When asked what was their greatest concern for the coming year, When asked what was their greatest concern for the coming year, participants overwhelming responded (80%) that theirparticipants overwhelming responded (80%) that their
concern was competition from supercenters. One hundred and ninetconcern was competition from supercenters. One hundred and ninety two supercenters opened in 2002 increasing they two supercenters opened in 2002 increasing the
count to 1258 nationwide. Supercenters will outnumber discount scount to 1258 nationwide. Supercenters will outnumber discount stores in 2004. In addition, this survey provides a tores in 2004. In addition, this survey provides a 
concise coverage of all areas of impact from supercenter competiconcise coverage of all areas of impact from supercenter competition and outlines focal points for competing against tion and outlines focal points for competing against 
them. Respondents compete with the phenomena of the supercenter them. Respondents compete with the phenomena of the supercenter through establishing strategies and objectives suchthrough establishing strategies and objectives such
as; remodeling, improving customer service, special promotions, as; remodeling, improving customer service, special promotions, improving overall signage, advertising unique items,improving overall signage, advertising unique items,
creating themes, and diversifying to other adjacent selling oppocreating themes, and diversifying to other adjacent selling opportunities. In addition, respondents stated they plan tortunities. In addition, respondents stated they plan to
expand general merchandise, health and beauty care, and add a phexpand general merchandise, health and beauty care, and add a pharmacy or increase their current one. The “store armacy or increase their current one. The “store 
within a store” concept and the addition of fuel centers were stwithin a store” concept and the addition of fuel centers were stated as further strategies to fight the supercenters.ated as further strategies to fight the supercenters.

The survey’s general findings indicate that in the area of salesThe survey’s general findings indicate that in the area of sales, supercenters and drug stores are out, supercenters and drug stores are out--performing groceryperforming grocery
stores which are essentially flat. Discount formats are leading stores which are essentially flat. Discount formats are leading the increases in sales. To increase sales, the survey the increases in sales. To increase sales, the survey 
illustrates the importance of solidifying a strong primary shoppillustrates the importance of solidifying a strong primary shopper base and strive to meet their demands by finding uniqueer base and strive to meet their demands by finding unique
target markets. The greatest increase to store expenses is emplotarget markets. The greatest increase to store expenses is employee healthcare benefits, which have increased onyee healthcare benefits, which have increased on
average between 15%average between 15%--22% in recent years. Single store operators tend to cover a grea22% in recent years. Single store operators tend to cover a greater percentage of employees withter percentage of employees with
health care coverage than multihealth care coverage than multi--store owners. Pensions and 401K plans are available in 63% of thstore owners. Pensions and 401K plans are available in 63% of the stores that respondede stores that responded
to the survey. to the survey. 

If you would be interested in a companyIf you would be interested in a company--specific assessment of your company in comparison to responses ispecific assessment of your company in comparison to responses in the survey, n the survey, 
please contact Mary Wallace or Karen Voorhies at the National Grplease contact Mary Wallace or Karen Voorhies at the National Grocers Association. Call 703/516ocers Association. Call 703/516--0700 or fax your request0700 or fax your request
to 703/516to 703/516--0115 or email: 0115 or email: mwallace@nationalgrocers.orgmwallace@nationalgrocers.org or or kvoorhies@nationalgrocers.orgkvoorhies@nationalgrocers.org. . 
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Grocery vs. Drug SalesGrocery vs. Drug Sales
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Grocery vs. Supercenters SalesGrocery vs. Supercenters Sales
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Retail Gross MarginsRetail Gross Margins
US Census BureauUS Census Bureau
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Store Formats of the 685 Retail Store Formats of the 685 Retail 
Companies SurveyedCompanies Surveyed

Conventionl
79%

Discount
10%Upscale

5%

Limited 
Assort.

6%

77



In what state(s) are your stores located?In what state(s) are your stores located?

Midwest
31%

East
47%

South
18%

West
4%

88

Refer to page 9.



Midwest  31%

South  18%

West  4%
East  47%

Stores Represented by RegionStores Represented by Region
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How many stores do you operate?How many stores do you operate?

Single 
Store
8%

Multi 
Store
92%

91010



How long have you been in business?How long have you been in business?
(Average)(Average)

0 10 20 30 40 50

Single Stores

Multi-Stores
Yrs. in Business   42Yrs. in Business   42

Yrs. in Business  26Yrs. in Business  26
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What are your biggest competitive concerns for What are your biggest competitive concerns for 
the coming year?the coming year?

Increased Op 
Costs
6%

Other/Econ./Pop.
4%

Chain Competition
10%

Supercenter 
Competition

80%

912



Most Typical Response to Most Typical Response to 
SupercentersSupercenters

Establish strategies and objectivesEstablish strategies and objectives
Remodel/RefreshRemodel/Refresh
Improve Customer ServiceImprove Customer Service
Special PromotionsSpecial Promotions
Improve overall signageImprove overall signage
Advertise unique items and themesAdvertise unique items and themes
GM/HBC/Pharmacy emphasisGM/HBC/Pharmacy emphasis
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What are the major reasons for shopping What are the major reasons for shopping 
at a primary store?at a primary store?

Convenience
35%

Price
23% Quality

13%

Selection
9%

Other
10%

Ads
6%

Service
4%
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What are the major reasons for shopping at What are the major reasons for shopping at 
a Supercenter?a Supercenter?

Other
9%

Convenience
12%

Selection
25%

Price
54%
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What is your total gross margin? (Single vs. What is your total gross margin? (Single vs. 
Multi Operators)

24.61%

22.51%

Single Store Multi Store

Multi Operators)
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What is your total gross margin?What is your total gross margin?

26.06%
24.23%

19.00%

26.17%

S/S Conv Conventional Discount Upscale
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What is your grocery margin?What is your grocery margin?
(Includes Dry, Frozen & Dairy)

22.28% 21.90%

17.27%

25.50%

S/S Conv Conventional Discount Upscale

(Includes Dry, Frozen & Dairy)
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What is your GM/HBC margin?What is your GM/HBC margin?

27.29% 26.53%
21.78%

29.12%

S/S Conv Conventional Discount Upscale
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What is your meat margin?What is your meat margin?

27.04%
24.04%

22.10%

30.15%

S/S Conv Conventional Discount Upscale
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What is your produce margin?What is your produce margin?

31.75% 30.43%
26.27%

47.54%

S/S Conv Conventional Discount Upscale
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What is your deli margin?What is your deli margin?

40.57% 38.73% 36.58%

49.85%

S/S Conv Conventional Discount Upscale
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What is your bakery margin?What is your bakery margin?

44.61%

41.12%

48.28% 48.35%

S/S Conv Conventional Discount Upscale
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What is your Average Gross Profit?What is your Average Gross Profit?
(By Format and Department)

51.9451.9435.6335.6328.0128.0141.7141.7131.0831.0827.7227.72SS UpscaleSS Upscale

27.6327.6322.4022.4017.5017.5014.4814.48LimitedLimited

49.8549.8547.5447.5430.1530.1548.3548.3529.1229.1225.5025.50UpscaleUpscale

36.5836.5826.2726.2722.1022.1048.2848.2821.7821.7817.2717.27DiscountDiscount

38.7338.7330.4330.4324.0424.0441.1241.1226.5326.5321.9021.90ConventionalConventional

40.5740.5731.7531.7527.0427.0444.6144.6127.2927.2922.2822.28SS ConvSS Conv

DeliDeliProduceProduceMeatMeatBakeryBakeryGM&HBCGM&HBCGroceryGrocery

(By Format and Department)
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What is your Average Sales Distribution?

11.4111.4110.7810.7817.3917.393.523.522.822.8244.4044.40SS UpscaleSS Upscale

5.715.718.318.3114.4614.465.325.323.833.8354.2354.23SS ConvSS Conv

6.506.5020.2320.2315.0515.0560.4360.43LimitedLimited

9.519.5112.5412.5413.4113.413.453.454.104.1049.2749.27UpscaleUpscale

3.323.3211.1711.1721.3521.352.332.334.424.4254.4754.47DiscountDiscount

5.155.159.149.1415.4615.469.259.2512.9712.9750.4750.47ConventionalConventional

DeliDeliProdProdMeatMeatBakeryBakeryGM & HBCGM & HBCGrocGroc

What is your Average Sales Distribution?
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What percent of healthcare cost increase do What percent of healthcare cost increase do 
you anticipate for 2003?you anticipate for 2003?

17.72%

14.76%

Single Stores Multi-Stores
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What percentage of your workforce have What percentage of your workforce have 
health insurance coverage?health insurance coverage?

49.80%

36.70%

Single Stores Multi-Stores
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What percentage of the healthcare cost does What percentage of the healthcare cost does 
your company bear for your employees?your company bear for your employees?

76.55%

71.44%

Single Stores Multi-Stores
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Do you provide a pension plan for your Do you provide a pension plan for your 
workforce?workforce?

58%

63%

Single Stores Multi-Stores
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What are your total store sales per labor hour?What are your total store sales per labor hour?

$96.96
$101.10

$115.80

$92.00

S/S Conv Conventional Discount Upscale
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What percent of total sales are wages?What percent of total sales are wages?

11.34%
10.03%

7.54%

10.49%

S/S Conv Conventional Discount Upscale
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What is the percent of  What is the percent of  
Full Time vs. Part Time Employees?Full Time vs. Part Time Employees?

36.0%
39.9%

64.0%61.1%

Single Store Multi-Store

FT

PT PT

FT
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What is your average rent as a percent to What is your average rent as a percent to 
sales YTD?sales YTD?

1.84

1.79

Single Stores Multi-Stores
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What is your total print/distribution/advertising costs YTD What is your total print/distribution/advertising costs YTD 
as a percent to sales?as a percent to sales?

2.46%

0.98%

Single Stores Multi-Stores
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What is your interest expense as a percent to What is your interest expense as a percent to 
sales YTD?sales YTD?

0.95%

1.07%

Single Stores Multi-Stores
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What is your depreciation and amortization as a What is your depreciation and amortization as a 
percent to sales YTD?percent to sales YTD?

1.45%

1.81%

Single Stores Multi-Stores
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What is your profit margin before taxes What is your profit margin before taxes 
as a percent to sales?as a percent to sales?

3.45%

2.06%

Single Stores Multi-Stores
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Single stores, per company, that were Single stores, per company, that were 
remodeled last year. (More than $100,000 remodeled last year. (More than $100,000 

Investment)Investment)

Unchanged
68%

Remodeled
32%

*Over $100,000 Expenditure*Over $100,000 Expenditure
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MultiMulti--stores, by company, that were stores, by company, that were 
remodeled last year. (More than $100,000 remodeled last year. (More than $100,000 

Investment)Investment)

Unchanged
90%

Remodeled
10%

*Over $100,000 Expenditure*Over $100,000 Expenditure
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How will your store count change next year?How will your store count change next year?

Adding
56%

Same Store 
Count
44%
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How would you describe your current How would you describe your current 
investment business cycle? investment business cycle? 

Harvest
42%

Invest
52%

Divest
6%
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What are the average weekly sales by What are the average weekly sales by 
format ?format ?

$487,364

$866,667

$486,109

$130,212

Conv Discount Upscale Limited
Assortment

Stores
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What is the average size of your store(s) in What is the average size of your store(s) in 
total square footage?total square footage?

27,434

42,667

21,800
13,375

Conv Discount Upscale Limited
Assortment

Stores
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What is the average inventory cost per square foot?What is the average inventory cost per square foot?

$18.22 $20.31
$17.47

$9.74

Conv Discount Upscale Limited
Assortment

Stores
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What are your annual inventory turns?What are your annual inventory turns?

16.3

15.7

14.1

25.4

0 5 10 15 20 25 30

Conv

Discount

Upscale

LAS
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$149,143

$195,216

All Single-
Store

All Multi-Store

What is the store’s weekly range of What is the store’s weekly range of 
volume? (Single vs. Multi Operator)volume? (Single vs. Multi Operator)
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What is the store’s weekly range of What is the store’s weekly range of 
volume? (Multi Operator)volume? (Multi Operator)

$195,384

$316,204

$176,042

$74,400

Conventional Discount Upscale Limited
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What is your sales trend percentage by What is your sales trend percentage by 
format? (Single Store)

0.97 0.84

-8

1.00

-1

-0.5

0

0.5

1

1.5

2

2.5

3

Conv Discount Upscale LAS

format? (Single Store)
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What is your sales trend percentage by What is your sales trend percentage by 
format? (Multi Store)format? (Multi Store)

2.53

4.43

-0.75

4.75

-1

0

1

2

3

4

5

6

Conv Discount Upscale LAS
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