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1980 1990 2000

Number (1,000)

Supermarket total 26.8 (100.0) 24.5 (100.0) 24.6 (100.0)
Conventional 21.5(80.2) 13.2 (53.9) 9.9 (40.2)
Superstore 3.2 (11.9) 5.8 (23.7) 7.9 (32.1)
Warehouse 1.7 (6.3) 3.4(13.9) 2.4 (9.8)
Combination food 0.5(1.9) 1.6 (6.5) 3.7 (15.0)

and drug
Superwarehouse - 0.3(1.2) 0.5(2.0)
Hypermarket - 0.1 (0.4) 0.2 (0.8)

Sales ($ billion)

Supermarket tc total | 157.0(100.0) |  261.7(100.0) |  337.3(100.0)
Conventional | -~ 114. 7’ (‘73 D | 923(353) | 63.4(188)
Superstore 278(17.7) | 87.6(33.5) 142.4 (42.2)
Warehouse — 6642 | 33.1(12.6) 22.0 (6.5)
Combination  food L 63 (4.2) « 1 293(12) ~ 81.8(24.3)
and drug N Y N T W, |
Superwarchouse | 1.6(0.1) | | [ 12.6(48) | | = (17.4(52)
Hypermarket - 6.8 (2.6) 10.3 (3.1)

*HEF AT ARNE dE.
Z}5.: Kaufman (2002).
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Aste] YAZ 719 grh J1E Al A4 B FEE Sjehd By owg
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A}, obe] FREAVEITS WEE 9lste] A ssetd dgd ThEE
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QTS HFHANA F A AL o %a AR} 1990t S0l 74
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W3 el Al e QE uhge 1995 RE HAF o Hojgro
o, 53] 1998 0] T e 4 "J?f&tﬁﬂ olFo Xt WA v=r 2|19 7
ul7Al Z| A1 Kroger’F TAl Al 6912 Fred MeyerE Q15831 oH, A 491

Albertson’s®] Al A 29195 American StoresE  FH A THE
Krogeri= Fred MeyerE o2 A7 199 AAE FiLs] 3159 oH,
Hzx=2 A=A AxdS zte= A FavdAZE = Ao

A m= FHEE GAdA AR 67l FAle WiE 9= Kroger,
Albertson’s, Safeway, Ahold USA, Wal-Mart, Delhaize America 5 °|t}. ©]E 199211
=9 oF ustH GA] A 299 % American Store®} 49 A&P, 5% Winn-Dixie
7} AbefA] 2L th2l Ahold, Wal-Mart, Delhaize s°] &% 69 4= MEFA 4
ATHGE 3).



320 v AEavdel A g 3 A
A5 A7 715
2001 Safeway Genuardi
Kroger Winn-Dixie (74 74 3)
2000 Delhaize America Hannaford Bros. Shop &
Save
Shaw’s Star Markets
1999 Safeway Randall’s
Ahod Pathmark
1998 Kroger Fred Meyer
Safeway Dominick’s
Albertson’s American Stores
Safeway Carr Gottstein
A | Giant Food Ine
- ‘ Fﬂcd “‘Méy‘j“er | Quality Food Centers
L Albel%tséﬁ’s | .|| Seessel’s
- || Fred Meyer IR Iphs
/ {Alber“[‘so‘n’;“s:“‘: V ‘ Butterey -
1997 Safeway || ~ Avons -
- | Fred Meyer | Smiths
Giant Eagle Riser
KKR Randall’s
Jitney-Jungle Delchamps
1996 Ahold Stop & Shop
KKR Bruno’s
Smith’s Smitty’s
Bruno’s Seessel’s
Food Lion Kash n’ Karry
Bruckman, Rosser Jitney-Jungle
Sherrill
1995 Ahold Mayfair
Stop & Shop Purity Supreme




Yucaipa Dominick’s

Yucaipa Ralphs

A} 5 Wrigley (200

1) and Kaufman (2002).
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d 1992 1999
A A8 e | AgERE | 4AY ) = AR
(1099 ) () o
Kroger 22.1 7.7 Kroger 45.4 12.5
2 American 19.1 6.6 Albertson’s 37.6 10.3
Stores
3 Safeway 15.2 53 Safeway 28.4 7.8
4 | A&P 105 | 37 | Ahold | 203 5.6
5 Winn | 103 | | 36 | Wal-Mart | 19.8 5.5
Diie | | |
6 Albertson’s || 10.2 | | /13,5 Delhaize 144 4.0
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= 93] 7} YA H(slotting fee)oll Wisll i3 E MHAT Ax
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