
The Importance of 
Multicultural Shoppers

The U.S. population is becoming increasingly more diverse

Projected population growth: 2014-2060

+98M
White/Caucasian
(Non-Hispanic)

U.S. Hispanic Black/African
American

Asian American Multi-Racial
American

-16M

+64M
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Key multicultural segments driving U.S. growth

% considered multicultural

Gen Z (ages 6-21) 
47%

Millennials (ages 22-36) 
44%

 
39%

 
28%

Silents (ages 72+) 
21%

U.S. Hispanic African American Asian American

57.5M 47.4M 18.3M
The population 
is projected to 
nearly double 

by 2060

More than half of 
the population is 

located in the 
southern U.S.

Strong economic 
clout with higher 

median household 
income and more 
college-educated

Younger generations are 
significantly more diverse

Spring 2019

Gen X
(ages 37-52)

Boomers
(ages 53-71)



Total U.S.
Shoppers

U.S. Hispanic

African
American

Asian American

White/Caucasian
(Non-Hispanic)

62%

76%

69%

70%

59%

Behaviors of the multicultural 
grocery shopper

Convenient meal solutions are important 

58%

74%

65%

76%

53%

33%

57%

41%

44%

29%

Brought home grocery 
prepared foods

Ordered from a restaurant 
for pick-up/carry-out

Ordered groceries online 
for pick-up/delivery

% Shoppers who have done this in the past 30 days

Preparing new dishes and eating healthier

U.S. Hispanic African American Asian American White/Caucasian
(Non-Hispanic)

I often buy natural/organic products 
because I know they are better for me

24%

33%

49%

40%

48%
49%

38%
34%

% Strongly Agree/Agree

More multicultural shoppers enjoy grocery shopping
% that enjoy 
grocery shopping

65% 72% 61% 56%

U.S. Hispanic African American Asian American

I want to take cooking classes to learn 
how to prepare new meals/dishes

White/Caucasian
(Non-Hispanic)



Grocery shopping across more channels
In the past six months, in which channels (store types) have you purchased groceries?

3.84 3.33 3.53 3.26

U.S. Hispanic African American Asian American White/Caucasian
(Non-Hispanic)

23% 
 shopped in a 

Hispanic/Ethnic 
Grocery Store  
(vs. 3% of total 
U.S. shoppers)

47%
shopped in a 
Dollar Store  

(vs. 39% of total 
U.S. shoppers)

54%
shopped in a 

Warehouse/Club Store 
(vs. 38% of total
U.S. shoppers)

Multicultural shoppers agree brands are important

I am passionate about my 
favorite grocery brands

I buy grocery brands that are 
authentic to my ethnic heritage

Grocery shopping is a family affair
% who shop with others during routine, regular grocery shopping trips

No significant 
differences 

seen in 
channel 

shopping vs. 
total U.S. 
shoppers

67% 63% 72% 55%

African 
American

Asian 
American

White/Caucasian
(Non-Hispanic)

% of shoppers that strongly agree/agree with statement

U.S. Hispanic

African American

Asian American

White/Caucasian
(Non-Hispanic)

U.S. Hispanic

African American

Asian American

White/Caucasian
(Non-Hispanic)

59%

65%

46%

47%

49%

41%

46%

26%

U.S. 
Hispanic

Average # of store types grocery shopped



SOURCES: Acosta Custom The Why? Behind the Buy™ U.S. & Hispanic Shopper Surveys, Winter 2017-2018; U.S. Census Bureau Population Growth Estimates 
2014-2060, total growth charting includes an adjustment of -8M for other populations; U.S. Census Bureau, American Community Survey, generation population by 
race/ethnicity, July 1, 2016 figures; Black/African American population geography based on mapping from www.blackdemographics.com

Multicultural shoppers are comfortable with grocery digital

44%
 

read digital 
flyer/circular 
(vs. 35% total 
U.S. shoppers)
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 Global foods will continue to influence American food trends by 
exposing us to a new variety of foods and different preparation 
methods. The merging of cultures will expand our palates.

Adapt As multicultural shoppers embrace American values like health and 
wellness and traditional American flavors, their personal journeys will 
reflect their adaptation to these values beyond their core cultural 
experiences.

Connect Multicultural shoppers enjoy the experience of grocery shopping and 
also indicate shopping across more channels. Explore ways to 
embrace their preferences and creative approaches to connect with 
them including engaging with local cultural festivals and events.

Digitize Early adoption in mobile technology is evident with multicultural 
shoppers. Connect with them by strengthening your overall digital 
presence, and consider mobile apps and social media.

Facebook.com/AcostaSalesTwitter.com/AcostaSales

Instagram.com/acostasalesandmarketinglinkedin.com/company/acosta

Embrace

U.S. Hispanic African American Asian American

38%
 

use a search 
engine to find 
recipes online
(vs. 28% total 
U.S. shoppers)

 

37%
 

use a shopping 
list on their 

mobile device
(vs. 26% total 
U.S. shoppers)

35%
 

locate products 
in-store via 

mobile device 
(vs. 20% total 
U.S. shoppers)

27%
 

use a 
touchscreen 
kiosk in-store
(vs. 20% total 
U.S. shoppers)

36%
 

use a product 
coupon on 

mobile phone 
at checkout

(vs. 27% total 
U.S. shoppers)
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