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Food Retail Expenditure
and Prices

Are households spending more at the grocery store?
Are food retail prices increasing or decreasing?



U.S. food expenditures, 1964-2024
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Note: Values are in nominal dollars, not adjusted for inflation. Data are as of September
2025 and are subject to revision. Data prior to 1997 are based on archived food spending

estimates.
Source: USDA, Economic Research Service, Food Expenditure Series.




Household food expenditures as a share of disposable personal income
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DPI = disposable personal income.

Disposable personal income is personal income minus current personal taxes.

Mote: Data prior to 1997 are based on archived food spending estimates.

Estimates represent househeld spending and do net include food spending from governments or businesses.

Estimates are calculated using nominal dollars and include taxes and fips.

Data are as of September 2025 and are subject to revision.

Source: USDA, Economic Research Service, Food Expenditure Series and the U.S. Depariment of Commerce, Bureau of Economic
Analysis, Disposable Personal Income.
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Share of food at home spending in 2024, by outlet | :DZZ“’E” -
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Mote: Data are calculated as a percent of food-at-home, food-away-from-home, or total food expenditures, as selected in the filter.

"Other food at home” includes convenience stores; other stores and food service; mail order and home delivery; direct selling by farmers, manufacturers, and wholesalers; home

production and donations; and other food stores.

"Other food away from home" includes drinking places; hotels and metels; retail stores and vending; recreational places; schools and colleges; food furnished and donated; and other

food away from home sales, not elsewhere classified.

Estimates are calculated using nominal dollars and include taxes and tips.
Data are as of September 2025 and are subject to revision.

Source: USDA, Economic Research Service, Food Expenditure Series.




Share of total food spending in 2024, by outlet Select year
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Maote: Data are calculated as a percent of food-at-home, food-away-from-home, or total food expenditures, as selected in the filter.

"Other food at home” includes convenience stores; other stores and food service; mail order and home delivery; direct selling by farmers, manufacturers, and wholesalers; home
production and donations; and other food stores.

"Other food away from home” includes drinking places; hotels and motels; retail stores and vending: recreational places; schools and colleges; food furnished and donated; and other
food away from home sales, not elsewhere classified.

Estimates are calculated using nominal dollars and include taxes and tips.

Data are as of September 2025 and are subject to revision.

Source: USDA, Economic Research Service, Food Expenditure Series.



Annual and forecast percent change in
prices for food at home, 2005-25
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prediction interval is an estimated range of values within which the actual
annual price change is predicted to fall at a 95-percent confidence level.

Note: The 2025 forecast is based on data through January 2025. The 95-percent

Source: USDA, Economic Research Service (ERS) using U.S. Department of Labor,

Bureau of Labor Statistics, Consumer Price Index data; and forecast from the
ERS Food Price Outlook data product. CHARTS of N®TE
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Note: The 2025 forecast is based on data through January 2025. The 95-percent
prediction interval is an estimated range of values within which the actual
annual price change is predicted to fall at a 95-percent confidence level.

Source: USDA, Economic Research Service (ERS) using U.S. Department of Labor,

Bureau of Labor Statistics, Consumer Price Index data; and forecast from the
ERS Food Price Outlook data product. CHARTS of N®TE
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Forecast

Expect still higher
prices due to
lingering fallout
from HPAI
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Source: USDA AMS

Over 13 Million Egg laying
birds loss in Ohio
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Food Retail Trends and
Consumer Sentiments

What are current trends in consumer sentiments?



Food Retail Revenue

Supermarkets & Grocery Stores in the US
Revenue

Total value ($) and annual change from 2012 - 2030. Includes 5-year outlook.
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Food Retail Profit Margins
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U.S. grocery e-commerce sales
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Source: JLL Research

DoorDash ramps up parinership with grocers for grocery delivery
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Consumer Sentiments

FRED -~/ — university of Michigan: Consumer Sentiment CHART 1.1: CONCERN ABOUT FOOD PRICES
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https://fred.stlouisfed.org/graph/?g=1NXwn

Who do Consumer trust?

Figure 1. "/ trust [GROUP] to act in the best interests of me and other consumers." Sep. 2025
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Agricultural input manufacturers (e.g., crop protection, fertilizer, crop seed, animal
health, tractor and implement manufacturers) i
Agricultural input distributors (e.g,, agricultural input wholesalers and retailers) 21% _ l
Agricultural products processors and handlers (e.g., grain elevators, trading _
companies, ethanol plants, feed mills, crushers, shippers, and packers)
Food manufacturers (e.g., companies that make baked goods, dairy products, meat 19%
products, and other brands that make packaged food)
Support services (e.g., banks, insurance companies, advising and consulting i _
companies, logistics companies, research institutions, etc.)
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Source: Center for Food Demand Analysis and Sustainability
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What are consumer perceptions of artificial intelligence (Al) in
the food system?

| don't trust Al to make safe decisions about food. T0%%

| prefer traditional farming or processing methods. 60%

I'm concemed Al could negatively affect food quality or naturalness. BT%

I'm concerned about job loss in the food industry due to automation. 50%

I'm concerned about the ethics of using Al in food systems. AT%

I'm skeptical of new technologies and food. 38%

I'm worried about data privacy. 30%

| don't understand what “Al-assisted” means.

Other . 5%

0

8%

24

&

1054 20% 30% 40% 50% 60% T0% 80% 0% 100%: - —
Weighted Proportion {26) d Sustainability



What are consumer perceptions of artificial intelligence (Al) in
the food system?

Figure 5. "How important is it to you that food producers disclose (tell people) when Al is used in
food production or decision-making?", Aug. 2025
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What are consumer perceptions of artificial intelligence (Al) in
the food system?

Figure 6. "How likely would you be to choose a food product labeled Al-assisted’ over the same
product made without Al, assuming they are the same price?’, Aug. 2025
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Policies Impacting Food
Retailers

What policies on food retailing should we look out
for?



—  CFAES
What to expect in the future

Foods on the Food Traceability List (FTL)

Food Traceability Rule (FSMA 204 Rule) i

Soft cheeses Fresh leafy greens Tomatos Fresh-cut fruits

 Compliance date is January 20, 2026 pr— , \
2 ¥ oY

Nut butters Fresh herbs Fresh cucumbers Fresh peppers

. ‘ i

Shell eggs Fresh melons Sprouts Fresh tropical tree fruits

* May face demand shocks for certain stores and e SR S A

teoor
categories o> G -

Ready-to-eat deli salads Crustaceans Molluscan shellfish, bivalves

* Proposed extension of July 20, 2028

Supplemental Nutrition Assistance Program (SNAP)

Source: National Restaurant Association



Proposed Policies

Kroger and Albertsons Merger Blocked
* FTC challenges large grocery mergers

* Promotes competitions

Front-of-Package Nutrition Labeling

e At-a-glance nutrition Information

FDA Healthier Choices Made Easier: Proposed Front-of-Package... o ~»
Watch later  Share

Nutrition Info ‘

Per serving % Daily
1 meal Value

Saturated Fat 10% Med
Sodium 19% Med
Added Sugars 4% Low

B MoRE ViDEOS ;
an. vl o0 - e R Ny 0
P o) oi3/029 B £ Youlube (2

What's New
May 8, 2025

The U.S. Food and Drug Administration is extending the comment period for the
proposed rule on a front-of-package (FOP) nutrition labeling scheme for 60 days, until

July 15, 2025. We are taking this action in response to requests to extend the
comment period to allow interested parties additional time to submit comments.
Comments should be submitted to Regulations.gov and identified with the docket
number FDA-2024-N-2910.




Major Takeaways



Outlook Takeaways

* Food at home prices are expected to increase
e Slightly lower in 2026

* Consumers value transparency on practices such Al
usage

* Food Traceability rule proposed extension to
2028




Thank You!
Questions

grant.829@osu.edu
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