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Rural Grocery Store Survey: At-a-Glance 
Business characteristics and environment 
Authors: Dr. Kathryn Draeger (PI), Karen Lanthier, Caryn Mohr, and Nich Tremper                 February 2016

INTRODUCTION 
Rural grocery stores are a Main Street anchor 
business that, once closed, are very difficult 
to reopen. In our work with communities 
across Greater Minnesota, the University of 
Minnesota Regional Sustainable Development 
Partnerships (RSDP) observed that the needs 
of rural grocery stores have not been 
adequately identified and supported. At the 
same time, there is increasing interest in 
healthy food access, one example of which is 
the establishment of the Minnesota Food 
Charter in 2014. 

To correct a lack of information about this 
sector, RSDP worked with the Minnesota 
Center for Survey Research to conduct a 
statewide survey of Minnesota’s rural 
grocers. In July 2015, a questionnaire was 
mailed to grocery stores in Minnesota 
communities with populations less than 
2,500. The survey was designed to better 
understand rural grocers’ business 
conditions, store characteristics, fresh 
produce availability and challenges, interest 
in and sales of locally produced products, 
infrastructure conditions, energy usage, and 
energy efficiency needs and priorities.  

Mailing and data collection took place from 
July to October 2015. The survey garnered a 
69% response rate, with 175 out of 254 
eligible grocers completing the survey. 

 

 

 
Support for the study was provided by the 
Minnesota Department of Agriculture, 
AgCountry Farm Credit Services, AgriBank, 
AgStar, and United FCS. Researchers at 
Kansas State University provided additional 
review of the survey instrument.  

This is the first in a series of fact sheets 
sharing “at-a-glance” findings from questions 
related to what it is like to run a grocery 
store in rural Minnesota. Throughout the fact 
sheet, sample size (n) reflects only those who 
answered a particular question rather than 
all 175 survey respondents. 

BUSINESS TYPE 
Three-quarters of survey respondents (75%) 
indicated their store is a privately owned 
small business.  

 

Privately 
owned 
small 

business
75%

Corporate 
franchise

10%

Cooperatively 
owned business

9%

Other
5%

What is the type of ownership for this 
grocery store?

(n=174)



 

BUILDING/STORE 
Survey respondents typically own the 
building where their store is located.  

Key findings 

 84% of respondents own the building 
where their store is located. 

 43% of rural grocery stores are in 
buildings that are more than 50 years old. 

 More than a third (36%) have owned their 
store for over 20 years. 
 

 

Note. Combined, 84% of respondents own their own 
store and the remaining 16% rent or have other 
arrangements.  

 

 

 

 

 

 

 

 

 

 

 

TRANSITION PLANS 
A majority of rural grocers indicated they 
intend to own their store for fewer than 10 
more years, and many do not have a 
transition plan.  

Key findings 

 A majority of respondents (62%) intend to 
own their store for 10 more years or less. 

 Many respondents do not have a plan to 
transition their business (71-86% 
depending on business type).  

 
 

 

 

Owned by 
you-

outright
42%Owned by you-

mortgaged
41%

Rented-
privately 
owned

10%

Rented-community 
owned

2% Other
4%

Do you own or rent the building where 
your grocery store is located? 

(n=172)

34%
29%

22%
16%

5 years or
less

6-10 years 11-20 years More than
20 years

For how many more years do you 
intend to own this grocery store?

(n=122)

How old is the building where your grocery store is 
located? (n=171) 

AGE FREQUENCY PERCENT 
0-15 YEARS OLD  21 12% 
16-50 YEARS OLD 76 44% 
MORE THAN 50 YEARS OLD 74 43% 

0 - 5 years
25%

6 - 10 
years
12%

11 - 20 
years
27%

More than 
20 years

36%

How many years have you owned or 
operated this grocery store?

(n=175)



 

Do you have any other transition plans for the 
future ownership of this grocery store? 

BUSINESS TYPE YES NO 

FAMILY BUSINESS THAT WILL BE 
PASSED DOWN (N=63) 29% 71% 

FAMILY BUSINESS THAT WILL NOT BE 
PASSED DOWN (N=57) 19% 81% 

NOT A FAMILY BUSINESS (N=35) 14% 86% 

 
TRAVEL 
Rural grocers report large service areas and 
long distances to discount groceries.  

Key findings 

 More than a quarter (28%) have customers 
who travel 30 or more miles. 

 For a majority (61%), the nearest discount 
grocery is 20 or more miles away. 

What is the farthest that your customers travel to 
shop at your store, that is, how far does your service 
area extend? (n=172) 

DISTANCE PERCENT OF GROCERS 

FEWER THAN 10 MILES 5% 

10-19 MILES 39% 

20-29 MILES 28% 

30 OR MORE MILES 28% 

  

 

BUSINESS ENVIRONMENT 
Almost all rural grocers (92%) indicated they 
sell fresh produce. These stores are most 
likely to sell fresh produce to restaurants 
(55% of rural grocers selling fresh produce), 
but they also sell fresh produce to day cares 
(35%), schools (32%), nursing homes (28%), 
and other institutions. 

 
 
Note. 92% of respondents indicated they sell fresh 
produce (n=175). Chart reflects only those respondents 
who indicated they sell fresh produce. 

STORE CHALLENGES 
Minnesota’s rural grocers report facing a 
variety of challenges. 

Key findings 

 More than 90% of grocers indicated that 
competition with large chain grocery 
stores (97%), high operating costs (95%), 
and narrow profit margins (94%) are 
major or minor challenges. 

 Asked to name the most significant 
challenge, more than a quarter (29%) cited 
competition with large chain grocers. 

Less than 
10 miles

2%

10-19 
miles
37%

20-29 
miles
25%

30-39 
miles
13%

40-49 
miles
13%

50 miles 
or more

10%

How far is it to the nearest discount 
grocery?
(n=175)

12%
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Do you sell fresh produce to any of the 
following institutions?



 

How much of a challenge are each of the following 
issues for your store?

ISSUE MAJOR OR 
MINOR 

CHALLENGE 

NOT A 
CHALLENGE 

COMPETITION WITH LARGE 
CHAIN GROCERY STORES (N=175) 97% 3% 

HIGH OPERATING COSTS 
(UTILITIES, BUILDING LEASE, 
REPAIRS, MAINTENANCE, ETC.)  
(N=175) 

95% 5% 

NARROW PROFIT MARGINS 
(N=174) 94% 6% 

GOVERNMENT REGULATIONS 
(N=174) 88% 12% 

TAXES (N=172) 87% 13% 

AVAILABILITY OF SATISFACTORY 
LABOR (N=175) 85% 15% 

LOW SALES VOLUME (N=174) 84% 16% 

SHOPLIFTING/BAD 
CHECKS/INTERNAL 
THEFT/UNPAID ACCOUNTS 
(N=175) 

81% 19% 

HIGH INVENTORY COSTS/LOW 
TURNOVER (N=173) 77% 23% 

LACK OF COMMUNITY SUPPORT 
(N=175) 77% 23% 

DEBT AND/OR HIGH PAYMENTS 
(N=173) 67% 33% 

SHORTAGE OF WORKING CAPITAL 
(N=173) 66% 34% 

MINIMUM BUYING 
REQUIREMENTS FROM VENDORS 
(N=175) 

51% 49% 

GETTING PRODUCTS DELIVERED 
BECAUSE OF YOUR LOCATION 
(N=174) 

37% 63% 

AVAILABILITY OF GROCERY 
DISTRIBUTORS/DISTRIBUTOR 
SELECTION/OFFERINGS (N=174) 

34% 66% 

 
Note. “Other” includes several issues cited by less than 
5% of respondents.  

ENERGY EFFICIENCY 
Respondents reported a variety of barriers to 
making their stores more energy efficient.  
 

Which of the following are barriers to making your 
grocery store more energy efficient? 

BARRIER MAJOR OR 
MINOR BARRIER 

NOT A 
BARRIER 

MONEY (N=170) 91% 9% 

FINDING PROGRAMS TO 
HELP (N=167) 83% 17% 

CHOOSING THE BEST 
ENERGY EFFICIENCY 
IMPROVEMENTS (N=166) 

78% 22% 

TIME (N=162) 64% 36% 

FINDING A CONTRACTOR TO 
DO THE WORK (N=161) 49% 51% 

 

Data are from the 2015 Minnesota Rural Grocery Survey 
conducted by the Regional Sustainable Development 
Partnerships and the Minnesota Center for Survey 
Research. For more information, contact Karen Lanthier 
at 612-624-8452 or korsl001@umn.edu.  
 

Availability of 
satisfactory 

labor
18%

Competition 
with large 

chain grocery 
stores
28%

Government 
regulations

8%
High operating 
costs (utilities, 
building lease, 

repairs, 
maintenance, etc.)

11%

Lack of 
community 

support
10%

Other
25%

Which issue is the most significant 
challenge for you and your store?

(n=155)
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Rural Grocery Store Survey: At-a-Glance 
Fresh Produce and Farm to Rural Grocery 

Authors: Dr. Kathryn Draeger (PI), Karen Lanthier, Caryn Mohr, and Nich Tremper               April 2016 

INTRODUCTION 

Rural grocery stores are a Main Street anchor business 

that, once closed, are very difficult to reopen. In our 

work with communities across Greater Minnesota, the 

University of Minnesota Extension Regional 

Sustainable Development Partnerships (RSDP) 

observed that the needs of rural grocery stores have 

not been adequately identified and supported. At the 

same time, there is increasing interest in healthy food 

access, one example of which is the recent 

establishment of the Minnesota Food Charter in 2014. 

To correct a lack of information about this sector, 

RSDP partnered with the Minnesota Center for Survey 

Research to conduct a statewide survey of 

Minnesota’s rural grocers. In July 2015, a 

questionnaire was mailed to grocery stores in 

Minnesota communities with populations less than 

2,500. The survey was designed to better understand 

rural grocers’ business conditions, fresh produce 

availability and challenges, interest in and sales of 

locally produced products, infrastructure conditions, 

energy usage, and energy efficiency needs and 

priorities.  

Mailing and data collection took place from July to 

October 2015. The survey garnered a 69% response 

rate, with 175 out of 254 eligible grocers completing 

the survey. 

Support for the study was provided by the Minnesota 

Department of Agriculture, AgCountry Farm Credit 

Services, AgriBank, AgStar, and United FCS. 

 

 

 

Researchers at Kansas State University provided 

additional review of the survey instrument.  

This is the second in a series of fact sheets sharing “at-

a-glance” findings from questions related to what it is 

like to run a grocery store in rural Minnesota. This fact 

sheet shows results highlighting how grocery stores 

buy and sell fresh produce and locally grown produce. 

Throughout the fact sheet, sample size (N) reflects 

only those who answered a particular question rather 

than all 175 survey respondents. 

FRESH PRODUCE SUPPLY 

Almost all surveyed stores (92%) sold fresh produce, 

underscoring the importance of understanding 

challenges and successes with handling and selling 

fresh produce in Minnesota.  

In those stores that do sell fresh produce, the majority 

of respondents (79%) said that it accounts for 6% or 

more of sales for their grocery store. 

 

Note: 92% of respondents indicated they sell fresh 
produce (N=175). Chart reflects only that group. 

21%

48%

24%

8%

0 to 5% 6 to 10% 11 to 15% More than 15%

What percentage of your sales are fresh 
produce? (N=160)
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Most respondents (87%) said that wholesale grocery 

distributors are either a “major” or “minor” supplier of 

fresh produce. Sixty-nine percent said that wholesale 

grocery distributors were a major supplier. A majority 

(75%) indicated that they purchased some produce 

from local farmers. However, only 4% of grocers 

indicated that local farmers were a major supplier of 

fresh produce. 

 

Note: 92% of respondents indicated they sell fresh 
produce (N=175). Chart reflects only that group. 

FRESH PRODUCE SALES IN RURAL STORES 

Overall, selling fresh produce is profitable for local 

grocery stores. A majority (69%) indicated they make 

money on fresh produce, and an additional 20% 

indicated they break even. 

Overall, do you make money, break even, or lose money on 

fresh produce? (N=156) 

Note: 92% of respondents indicated they sell fresh 
produce (N=175). Chart reflects only that group. 

More than half of grocers (54%) said that meeting 

customer demand for locally grown produce is a 

challenge, and almost half (49%) said the same about 

meeting quality expectations. 

 

Note: 92% of respondents indicated they sell fresh 
produce (N=175). Chart reflects only that group. 

More than half (51%) of grocers said that customers 

requested items that they did not regularly stock. 

Forty-five percent of those grocers said that 

customers requested vegetables that were not 

stocked.  

Note: 51% of respondents indicated that customers 
requested produce items that were not stocked. Chart 
reflects only that group. Respondents were able to write 
in multiple items. Therefore, percentages sum to more 
than 100%. 

4%

4%

49%

4%

69%

11%

13%

62%

75%

87%

Other grocery store (N=133)

Large chain grocery store
(N=137)

Wholesale produce distributor
(N=145)

Local farmers (N=150)

Wholesale grocery distributor
(N=156)

Where do you get the fresh produce for your 
store?

Major Supplier Only Major and Minor Supplier

4%

7%

10%

12%

9%

22%

30%

40%

49%

54%

Infrequent delivery (N=160)

Finding a supplier/distributor of
quality produce (N=161)

Meeting distributor
requirements for minimum

quantities (N=161)

Meeting the level of produce
quality customers are

requesting (N=161)

Meeting customer demand for
locally grown produce (N=160)

How much of a challenge for you are each of the 
following issues related to purchasing fresh 

produce?

Major Challenge Major and Minor Challenge

Make 
money

69%

Break 
even
20%

Lose 
money

8%

Don't know
4%

45%

24%
16% 15%

10% 7% 4%

In the past year, what items have customers 
requested that you don't stock?

(N=67)



 

Asked to explain how they handled requests for items 

they did not carry, respondents most frequently 

described ordering the item for the customer, 

beginning to stock the item on a regular or short-term 

basis, or explaining their reasons for being unable to 

stock the item. 

CHALLENGES TO SELLING FRESH PRODUCE 

Rural grocers experience a variety of challenges when 

selling fresh produce. The vast majority (91%) 

reported that selling produce before it deteriorates is 

one of these challenges. 

Note: 92% of respondents indicated they sell fresh 
produce (N=175). Chart reflects only that group. 

Although selling produce before it deteriorates is a 

highly reported challenge, 69% of producers also 

reported discarding or donating 0-10% of their 

produce weekly (24% of respondents said 11-20%, 6% 

indicated 21% to 30%, 1% indicated 31%-40%, and no 

grocer reported more than 40%). This may reflect the 

tight margins within which rural grocers operate. 

LOCAL FRESH PRODUCE  

The majority of grocers (68%) reported knowing local 

farmers who sell fruits and vegetables in their area. At 

the same time, 30% would like additional help in 

finding or connecting with local farmers who could 

supply fresh produce and another 18% were unsure if 

they would like additional help connecting with local 

producers. Although 94% of grocers indicated that 

locally supplied fresh produce accounts for 10% or less 

of their fresh produce purchases (4% said 11-20%, and 

1% said each of 31%-40% and more than 40%), rural 

grocers sell a variety of goods that range from locally 

raised meats to locally grown grains. Fresh vegetables 

and local honey were the most common locally grown 

and raised items sold in rural grocery stores. 

Note: Some respondents listed specific fruits and 
vegetables in “other.” These were recoded into the 
generalized groups. 

When asked about barriers to selling locally grown 

fresh produce, over 60% of respondents said that 

maintaining shelf-life and knowing how long a 

producer can supply a given item were barriers. 

Additionally, understanding rules and regulations 

around selling local produce was a barrier for over 

60% of respondents. 

 

 

6%

16%

15%

17%

15%

26%

35%

52%

57%

58%

64%

70%

74%

91%

Concise, produce-specific
information on handling,

storage, and display (N=157)

Finding time to maintain
produce quality (misting,

covering coolers, etc) (N=160)

Equipment challenges (such as a
produce cooler, compressor, or

other equipment) (N=160)

Having enough labor to
maintain produce quality

(N=159)

Training staff to maintain
produce quality (N=158)

Availability of satisfactory labor
(N=160)

Selling produce before it
deteriorates (N=160)

How much of a challenge for you are each of the 
following issues related to handling, storing, 

and displaying fresh produce?

Major Major and Minor

1%

6%

7%

24%

29%

45%

65%

Local nuts (N=169)

Locally grown grains (N=170)

Locally raised meat (N=169)

Locally raised eggs (N=170)

Fresh fruit (N=170)

Local honey (N=170)

Fresh vegetables (N=175)

Which of the following do you buy from local 
farmers or producers?



 

How much of a barrier are each of the following issues to selling 
locally grown fresh produce?  

BARRIER 
MAJOR OR 

MINOR BARRIER 

MAINTAINING THE SHELF-LIFE OF LOCAL 
PRODUCE (N=156) 

63% 

KNOWING HOW LONG AN ITEM CAN BE 
SUPPLIED BY THE LOCAL PRODUCER (N=157) 

62% 

UNDERSTANDING THE RULES AND 
REGULATIONS FOR SELLING LOCAL 
PRODUCE (N=157) 

62% 

WEATHER AND OTHER FACTORS AFFECTING 
PRODUCER DELIVERY DATES (N=154) 

59% 

RELIABLE DELIVERY OF PRODUCE WHEN 
RIPE (N=156) 

56% 

HAVING PRODUCE ARRIVE READY FOR SALE 
WITHOUT FURTHER PACKAGING (N=153) 

56% 

MEETING LOCAL GROWERS (N=155) 54% 

NEGOTIATING A PURCHASE PRICE (N=159) 53% 

PURCHASING ENOUGH PRODUCE TO FILL 
THE STORE SHELVES (N=156) 

53% 

NEGOTIATING PRODUCE AMOUNT AND 
DELIVERY TIMES (N=156) 

51% 

LOW CUSTOMER INTEREST (N=158) 46% 

Fifteen percent of grocers indicated that 

understanding rules and regulations for selling local 

produce was their greatest barrier. 

What is your greatest barrier to selling locally grown produce? 

(N=131) 

BARRIER YES 

UNDERSTANDING RULES AND REGULATIONS FOR SELLING 

LOCAL PRODUCE 
15% 

NEGOTIATING A PURCHASE PRICE 13% 

LOW CUSTOMER INTEREST 10% 

MAINTAINING THE SHELF-LIFE OF LOCAL PROUDCE 10% 

MEETING LOCAL GROWERS 9% 

RELIABLE DELIVERY OF PRODUCE WHEN RIPE 9% 

PURCHASING ENOUGH PRODUCE TO FILL THE STORE 

SHELVES 
8% 

WEATHER AND OTHER FACTORS AFFECTING PRODUCER 

DELIVERY DATES 
7% 

KNOWING HOW LONG AN ITEM CAN BE SUPPLIED BY A 

LOCAL PRODUCER 
5% 

HAVING PRODUCE ARRIVE READY FOR SALE WITHOUT 

FURTHER PACKAGING 
4% 

NEGOTIATING PRODUCE AMOUNT AND DELIVERY TIMES 3% 

OTHER 7% 

Note: Respondents were asked to identify the greatest 
barrier from a list of options. 

Respondents were asked to share any comments that 

they felt relevant to handling, storing, or displaying 

locally grown fresh produce in their stores. A number 

of respondents addressed barriers, such as that local 

produce has not been profitable for them or that 

customers question the quality, aesthetics, or shelf-life 

of local produce. 

What other comments do you have related to handling, storing, 

or displaying locally grown produce in your store? (N=50) 

RESPONSE YES 

LOCAL PRODUCE IS NOT PROFITABLE 30% 

CUSTOMERS QUESTION THE 
QUALITY/AESTHETICS/SHELF-LIFE OF LOCAL 
PRODUCE 

20% 

WE DO NOT HAVE THE SPACE AND/OR TIME TO 
FIGURE OUT LOGISTICS OF SELLING LOCAL 
PRODUCE 

12% 

PRODUCERS DO NOT UNDERSTAND PROFIT 
MARGINS OF RETAIL GROCERY STORES 

12% 

CUSTOMERS ENJOY WHEN WE OFFER LOCAL 
PRODUCE 

10% 

IT IS DIFFICULT TO COORDINATE DELIVERY 8% 

LOCAL PRODUCE IS NOT AVAILABLE FOR US TO 
PURCHASE 

6% 

THE LOCAL PRODUCE IS SEASONAL, WHICH 
CUSTOMERS GROW THEMSELVES 

6% 

WE HAVE AN AGREEMENT WHERE PRODUCER 
HANDLES PRODUCT FACING, STOCKING, AND 
CARING FOR PRODUCE 

6% 

CUSTOMER GARDENS DECREASE DEMAND 4% 

Note: Respondents' written comments were coded into 
themes. Many grocers addressed more than one theme. 
Therefore, percentages sum to more than 100%. 

Data are from the 2015 Minnesota Rural Grocery Survey 

conducted by the University of Minnesota Regional 

Sustainable Development Partnerships and the Minnesota 

Center for Survey Research. For more information, contact 

Karen Lanthier at 612-624-8452 or korsl001@umn.edu.  
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Authors: Dr. Kathryn Draeger (PI), Karen Lanthier, Caryn Mohr, and Nich Tremper            May 2016 
 

INTRODUCTION 

Rural grocery stores are a Main Street anchor business 

that, once closed, are very difficult to reopen. In our 

work with communities across Greater Minnesota, the 

University of Minnesota Extension Regional 

Sustainable Development Partnerships (RSDP) 

observed that the needs of rural grocery stores have 

not been adequately identified and supported. For 

example, aged infrastructure and refrigeration 

equipment translates into high energy usage and thus 

high costs for fruits, vegetables, and dairy products. At 

the same time, there is increasing interest in healthy 

food access, one example of which is the recent 

establishment of the Minnesota Food Charter in 2014. 

To correct a lack of information about this sector, 

RSDP partnered with the Minnesota Center for Survey 

Research to conduct a statewide survey of 

Minnesota’s rural grocers. In July 2015, a 

questionnaire was mailed to grocery stores in 

Minnesota communities with populations less than 

2,500. The survey was designed to better understand 

rural grocers’ business conditions, fresh produce 

availability and challenges, interest in and sales of 

locally produced products, infrastructure conditions, 

energy usage, and energy efficiency needs and 

priorities.  

Mailing and data collection took place from July to 

October 2015. The survey garnered a 69% response 

rate, with 175 out of 254 eligible grocers completing 

the survey. 

 

 

Support for the study was provided by the Minnesota 

Department of Agriculture, AgCountry Farm Credit 

Services, AgriBank, AgStar, and United FCS. 

Researchers at Kansas State University provided 

additional review of the survey instrument.  

This is the third in a series of fact sheets sharing “at-a-

glance” findings from questions related to what it is 

like to run a grocery store in rural Minnesota. This fact 

sheet examines energy usage and related needs in 

rural grocery stores. Throughout the fact sheet, 

sample size (N) reflects only those who answered a 

particular question rather than all 175 survey 

respondents. 

BUILDING 

The majority of respondents (87%) said that their 

grocery stores are located in buildings that are older 

than 16 years. Many of these (43%) are in buildings 

that are more than 50 years old. 

 

16-50 years, 44%

More than 50 years, 
43%

0-15 years, 12%

How old is the building where your grocery 
store is located? (N=171)

REGIONAL SUSTAINABLE DEVELOPMENT PARTNERSHIPS 



 

Most respondents (84%) own the building where their 

grocery store is located, either outright or mortgaged. 

 

EQUIPMENT 

Respondents were asked to comment on their store 

equipment. Questions focused on equipment age, 

lighting, and store heating methods. 

 

 

Freezer upgrade using LED lighting at Bonnie’s 

Hometown Grocery in Clinton, MN. Photo Credit: Clean 

Energy Resource Teams 

 

The majority of store equipment was reported to be 

10 years or older. 

 

Almost all respondents (93%) said they use fluorescent 

light bulbs. 

 

2%

4%

10%

41%

42%

Rented - community owned

Other

Rented - privately owned

Owned by you - mortgaged

Owned by you - outright

Do you own or rent the building where your 
grocery store is located? (N=172)

26%

22%

34%

25%

34%

28%

61%

47%

45%

37%

36%

38%

13%

31%

22%

38%

30%

34%

Hood (if applicable) (N=70)

Ventilation system (N=144)

Air conditioning (AC) units
(N=157)

Refrigerators (N=170)

Heaters/furnace (N=171)

Freezers (N=172)

How old is your oldest equipment in each of 
these categories?

Fewer than 10 years 10 - 20 years More than 20 years

93%

42%
15%

7%

56%

82%

2% 3%

Fluorescent bulbs
(N=163)

LED bulbs (N=138) Incandescent bulbs
(N=122)

What is the source of light in the aisles of 
the store?

Yes No Don't Know



 

More than half (51%) of respondents said that they 

heat their store using natural gas.  

What type of heating fuel does the grocery store use? (N=174) 

Response Percent 

Natural Gas 51% 

Liquid Propane 21% 

Other  

     Electric 5% 

     Fuel oil 5% 

     Heat reclaim 5% 

     Liquid propane and heat reclaim 3% 

     Other types of fuel 10% 

Note: Categories under “other” were coded based on 
respondents’ open-ended comments.  

More than half of respondents said they use a 

programmable thermostat (67%) and/or heat recovery 

system (58%) as part of their store’s heating system. 

  

IMPROVEMENTS 

Grocers were asked to answer questions about 

needed repairs to their store and barriers to 

implementing energy efficiency improvements. 

When asked to identify equipment that needed 

repairs, the highest percentage of respondents said 

refrigerator and freezer upgrades (74%). 

 

Note: Respondents were also able to list needed 
repairs not included in the list. Five grocers said roof 
repairs were needed for their grocery store, one 
mentioned alerts for temperature changes when the 
store is closed, and another mentioned prohibitive 
costs to repairs. 

 

 

67%
58%

7%

26% 31%

61%

7% 11%

31%

Programmable
thermostat (N=159)

Heat recovery system
(N=146)

Variable frequency
drive (N=137)

Which of the following do you have for the 
grocery store's heating system?

Yes No Don't Know

12%

14%

22%

24%

9%

26%

41%

40%

49%

57%

58%

64%

65%

74%

Window upgrades (N=170)

Controls so that some
equipment can be turned on

and off (N=169)

Heating, ventilation, and air
conditioning (HVAC) (N=171)

Building insulation upgrades
(N=171)

Preventative maintenance, like
cleaning condensor coils and

evaporator coils (N=171)

Lighting upgrades (N=170)

Refrigerator and freezer
upgrades (N=172)

Which of the following repairs are currently 
needed for the grocery store?

Major Major and Minor



 

Respondents were then asked to identify the greatest 

need for their store from the previous list. Half (50%) 

said that their greatest need was refrigerator and 

freezer upgrades. 

Which repair is the greatest need for your grocery store? 
(N=147)  

REPAIR PERCENT 

REFRIGERATOR AND FREEZER UPGRADES  50% 

LIGHTING UPGRADES 16% 

HEATING, VENTILATION, AND AIR 
CONDITIONING (HVAC) 

12% 

PREVENTATIVE MAINTENANCE, LIKE 
CLEANING CONDENSOR COILS AND 
EVAPORATOR COILS 

8% 

BUILDING INSULATION UPGRADES 5% 

WINDOW UPGRADES 3% 

CONTROLS SO THAT SOME OF THE 
EQUIPMENT CAN BE TURNED ON AND OFF 

2% 

OTHER 3% 

Nearly half (46%) of grocers said that they were 

interested in energy efficiency upgrades. Around one-

third of respondents expressed interest in an energy 

audit (34%) and implementing renewable energy 

(32%). The number of respondents who didn’t know 

whether they were interested in energy efficiency 

upgrades, an energy audit, or implementing  

renewable energy may indicate a need for more 

information. 

 

Nearly all grocers (91%) said that money was either a 

major or minor barrier in making their grocery store 

more energy efficient. Of these, 73% said that it was a 

major barrier. Eighty-three percent of respondents 

said that finding programs to help make their store 

more energy efficient was a barrier. 

 

Data are from the 2015 Minnesota Rural Grocery Survey 

conducted by the University of Minnesota Extension Regional 

Sustainable Development Partnerships and the Minnesota 

Center for Survey Research. For more information, contact 

Karen Lanthier at 612-624-8452 or korsl001@umn.edu.  

 

 

46% 34% 32%

36%
49% 47%

18% 17% 22%

Energy efficiency
upgrades (N=165)

Energy Audit (N=161) Implementing
renewable energy

(N=167)

Are you interested in doing any of the 
following?

Yes No Don't Know

11%

25%

35%

55%

73%

49%

64%

78%

83%

91%

Finding a contractor to do the
work (N=161)

Time (N=162)

Choosing the best energy
efficiency improvements

(N=166)

Finding programs to help
(N=167)

Money (N=170)

Which of the following are barriers to making 
your grocery store more energy efficient?

Major Major and Minor

mailto:korsl001@umn.edu
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