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THE STATE OF THE GROCERY INDUSTRY

Overview of the latest industry trends and how they are affecting the lives of our customers
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WHAT TO EXPECT

The grocery market is currently undergoing a significant
transformation, shaped by evolving consumer behaviors,
technological advancements, and economic pressures

This report analyzes the grocery category through the
broader lens of culture’s effect on our customers. By first
looking at what's going on in the lives of our shoppers, we
can understand the impact on category dynamics and the
trends that will continue to shape our industry.
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CULTURE

What's going on in the lives of Americans



MANY AMERICANS CANNOT AFFORD THE LIVES THEY WANT

America's spending power continues to shrink as their financial stress rises,
with two-thirds reporting living paycheck to paycheck

LiVing Paycheck to 2Investopedia
Paycheck? You're Not Alone

Americans are losing spending power,
say researchers: Most can no longer

—67% of People Are in 2025

By JESSICA GIBSON Published September 24,2025

afford a ‘'minimal quality of life'
CNBC

Published Fri, Jun 13 2025-12:18 PM EDT

Americans open up about their struggles to afford basic needs
780K views * 3 months ago

VW W w ? = DA - @ CBS Evening News &
| : ‘

COST OF LIVING CRISIS o

- ’; America is facing a cost of living crisis. "CBS Evening News" spoke to three Americans about what it's like trying to stay afloat as ...
-

‘/ m 3 chapters Teacher on $37,000 salary shows what surviving as a single mom really looks like | Police officer... v
Evening

k.

Source: CNBC | Investopedia | ABC News



THEIR FINANCIAL OUTLOOK GROWS SIGNIFICANTLY LESS
OPTIMISTIC THIS YEAR

Roughly three-in-ten adults (28%) say they expect the financial situation for them and their family
to be worse a year from now. This is up significantly from 16% who said this in May 2024

Percent of Americans
saying a year from
now, they expect that
the financial
situation of them and
their family will be...

Source: Pew Research



https://www.pewresearch.org/short-reads/2025/05/07/growing-share-of-us-adults-say-their-personal-finances-will-be-worse-a-year-from-now/

AND AMONG THE MANY RISING UNCERTAINTIES,
FOOD PRICES REMAINS THEIR GREATEST CONCERN



https://www.fmi.org/blog/view/fmi-blog/2025/09/19/grocery-shoppers--express-a-mix-of-uncertainty-and-angst

PERCEPTIONS OF THE GROCERY INDUSTRY HAVE SHIFTED

Over the summer, positive perceptions declined from 42% to 39%, while negative perceptions rose
from 34% to 36% — indicating that the gap between optimism and pessimism is shrinking

\\ ' ,I

June Perceptions Current Perceptions

Optimism Pessimism Optimism Pessimism

8pt gap in June Current 3pt gap

Trith—

Source: The Food Industry Association


https://www.fmi.org/blog/view/fmi-blog/2025/09/19/grocery-shoppers--express-a-mix-of-uncertainty-and-angst

~90%

of Americans say they are “stressed” about
the cost of groceries

Source: Forbes 2025 ;r«“‘ﬁl__’. 9


https://www.forbes.com/sites/maryroeloffs/2025/08/04/almost-90-of-americans-are-worried-about-the-cost-of-groceries/
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MANY AMERICANS ARE FACING NEW PURCHASING TRADE-OFFS

While inflation slowed to an average of 2.9% in 2024, past-years' inflation rates of 3.4%, 6.5%, and
7% create permanent purchasing damage

Food was too expensive, so | went
with something cheaper for dinner

More people searching for 'struggle meals' as
grocery 'stress' continues

Popular struggle meals include eggs with rice and spaghetti.

oy Yo GMA SNEWS

September 30, 2025, 11:46 AM

Source: Investopedia


https://www.investopedia.com/inflation-rate-by-year-7253832

GROCERIES: A SPLURGE YOU INDULGE IN OR ELIMINATE

Business Insider has claimed groceries MoneyTalks shared 11 things their ‘financially
are the new Millennial and Gen Z splurge savvy’ subscribers have stopped buying,
with seven being food staples

= iF a»
11 Things People Have
Stopped Buying — and How

They Are Getting By

With rising inflation, it seems that quite a few items have become too

Millennials and Gen Z's trendy
new splurge: groceries

Lakshmi Varanasi Apr 7, 2024, 3:50 PM ET

* Share 0 Readinapp

pricey for the average shopper. Money Talks News readers are making
these swaps.

GBI MoneyTalksNEws
June 23, 2025 « Advertising Disclosure

Source: MoneyTalks | Business Insider



https://www.moneytalksnews.com/slideshows/things-people-have-stopped-buying-and-how-they-are-getting-by/

GROCERIES: A SPLURGE YOU INDULGE IN OR ELIMINATE

Business Insider has claimed groceries Consumer Responses
are the new Millennial and Gen Z splurge

= BUSINESS
= H INSIDER [ susscrive

ECONOMY

x’& BellJazzi

I'm splurging on rent and utilities too! Ooh La La
4-12 Reply

Millennials and Gen Z's trendy

new splurge: groceries

Lakshmi Varanasi Apr ,3:50 PM ET

L N

Becks
The gaslighting is out of control @
4-12 Reply

r* Share 0 Readinapp

chelsea reed

People have actually laughed at me when | said my )
weight loss strategy is the price of groceries. Oreos 442
are just a distant memory to me now

Source: Business Insider




GROCERIES: A SPLURGE YOU INDULGE IN OR ELIMINATE

Business Insider has claimed groceries
are the new Millennial and Gen Z splurge

— BUSINESS .

= & INSIDER
ECONOMY

Millennials and Gen Z's trendy
new splurge: groceries

Lakshmi Varanasi Apr 7, 2024, 3:50 PM ET

r* Share 0 Readinapp

Source: Business Insider

Consumer Responses

“The struggle is real. Not always real-hard
butitis real: Struggling hard, no. Struggling,
yes. I'm making the most I've ever made
and | am the brokest I’'ve ever been.”

= Reddit



GROCERIES: A SPLURGE YOU INDULGE IN OR ELIMINATE

Business Insider has claimed groceries

Consumer Responses
are the new Millennial and Gen Z splurge

= & B RSER “My boyfriend and | have been buying higher quality
groceries instead of going out to eat for dinner. We can't
T justify the cost of restaurants or takeout as often these
days so we'll buy a nice pack of steaks at Costco or
splurge on fancy ingredients. For the nights that we'd
normally get takeout because we're too tired or whatever,

Millennials and Gen Z's trendy
new splurge: groceries

Lakshmi Varanasi Apr 7, 2024, 3:50 PM ET

r* Share 0 Readinapp

we buy a $4 pack of ravioli from Trader Joe's to mix with
pasta sauce.”

= Reddit

Source: Business Insider ?rq#l___.. 15



GROCERIES: A SPLURGE YOU INDULGE IN OR ELIMINATE

Things they are eliminating Seven of the eleven things MoneyTalks’
‘financially savvy’ subscribers have stopped
buying are food staples.

Bread 11 Things People Have

Fresh produce these swaps.

10. Food nhame brands
. “Abitof everything else” By Gillian Manning MoneyTalkSNEWS
June 23, 2025 » Advertising Disclosure

1.
2. Eggs o
3. cars Stopped Buying — and How
4. Drinks o
5. Sweets They Are Getting By
6. Clothing and shoes
7. Red meat With rising inflation, it seems that quite a few items have become too
8. Restaurant food pricey for the average shopper. Money Talks News readers are making
9.
0
1

Source: MoneyTalks


https://www.moneytalksnews.com/slideshows/things-people-have-stopped-buying-and-how-they-are-getting-by/

THE COST OF FOOD IS CHANGING BIG PARTS OF CUSTOMERS’ LIVES, WITH

33% INTENDING TO SPEND MORE ON BABY PRODUCTS NEXT YEAR

The cost of baby gear is up 20%
since January ¥ babycenter

@, Fact-checked by Robin Hilmantel @ Written by Melissa Bykofsky | Jul 22, 2025

=~ iHaving ababy/in'2025

“Having a baby in 2025 is like going to

the grocery store to buy 2 dozen eggs.
That is expensive!”

- Tik Tok

The ‘baby tax’ is driving up
costs for families—and making

basic safety harder to afford for o “
many By Ruman Baig MOTHERLY :l: haV:Q alb;b}‘:; 2‘025 //\’

Updated Apr. 29, 2025

W@ expansive nowadays

@ ‘loryoupage #viral #rel... more

Source: Mckinsey & Company | Babycenter | TikTok | Motherly

COMMON EXPENSES
FOR BABY’S FIRST YEAR

Childcare* $10,107
Feeding $3,515
Nursery (crib, $1,471
diaper pail, etc,)

Diapering $1,032

Gear (stroller, $1,145
car seat, etc,)

Saving toward $900
uture/college

Clothing $876

Activity equipment $599
(bouncer, play mat, etc,)

Breastfeeding supplies $422
Bathing and grooming $235

Health and $155
safety products

$144

SOURCE: BABYCENTER'S FIRST-YEAR
BABY COSTS CALCULATOR, JUNE 2025


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

CULTURE TAKEAWAY

Customers are increasingly strained financially, leading them
to make significant purchase trade-offs. The cultural
conversation is full of frustration and uncertainty of what will
come next.
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Today’s grocery shoppers aren’t following
a linear path: they’re building their own
hybrid system to make shopping work for
them - both in price and convenience

20



AMID RISING COST CONCERNS, CUSTOMERS ARE

Customers are currently stating that they are:

Hunting for better deals

Cutting back on non-essential items

switching to cheaper brands/products

Source: Mintel: Grocery Retailing US 2025


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_1657911d-d1f0-4e22-b528-e9404fa02c60
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Food Delivery Services Alcoholic Beverages Nonalcoholic Beverages Pet food supplles
(39%) (30%) (19%) (10%)

What non-essential items are customers cutting back on?

Shoppers plan to spend less on these items as we move
closer towards the end of the year.

Source: Mckinsey & Company ; rl#l_" 22



https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_1657911d-d1f0-4e22-b528-e9404fa02c60
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer

AMID RISING COST CONCERNS, CUSTOMERS ARE

Fia e
\ The Kraz : 7 " i
< thekrazycouponlady & | O Coupon Izla dy Discover Deals Savings Hacks Q Signup/Login 0
The Krazy Coupon Lady Home » Tips » Store Hacks
11.8K 742K 81
posts followers following SH P BE ST E
Deals, freebies + couponing hacks &3 DOV@ e arse or a limite Hoorm
- Toxt DEALS t0 57299 MEN I‘!O\.\/ at Target for alimited time
See a coupon or deal you like? Click the link for more Available at
info!
@ bit.ly/m/thekrazycouponlady
@ thekrazycouponlady fQ ¢} Hottest Deal... 1more O
Find Deals by Store Cosrco T AT
'E‘B Followed by kaytlinmclendon and 1 other Y 9=Th. gs b Q . ég;tl D;alls(!::\lis‘w;;‘l:d"u y
Amazon NESEOoSUyiS
m i — Email o Costco This Month
g Coatco At Stock-Up Worthy Prices 4; ! = 5 :hm
e 4
G .m'.,.z.;u $567fr8ot  go76t0r1as0x

B X O &= &

Deal Planner  Food Deals Life Hacks Freebies Sales

®

Source: Thekrazycouponlady

Dollar General
Kohl's

Kroger
Macy's
Target
Walgreens

Walmart

View all stores »

2 Cosrce conrce

gi‘

$15.98-815.99 for 720z $15.49fora3.10z $22.39 for 10140z

jm

The Krazy Coupon Lady is a savings platform that serves as a
go-to resource for budget-conscious consumers, offering
step-by-step strategies and daily deal roundups to make

Trith—

grocery shopping more affordable.



https://thekrazycouponlady.com/

AMID RISING COST CONCERNS, CUSTOMERS ARE

| present: $100 of groceries.

4%

Of consumers say pricing
and promotions influence
where they shop

Justin * Boldaiji
& @justinboldaji

| can get this down to 40-50 bucks at
the self checkout

‘%—’.
Source: Mintel: Grocery Retailing US 2025 ;r
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https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_ce093a27-1af3-4988-bcb2-e84e4fe203cd

AMID RISING COST CONCERNS, CUSTOMERS ARE

“If grocery prices increase, | am likely to..”

Take more time to price compare
lbetween grocers

Use coupons more often

Participate in more loyalty programs

Source: Mintel: Grocery Retailing US 2025

DOLLAR GENERAL
Penny List Sept. 23

UPC: 072392624898

TheKrazy
Coupon Lady



https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_1657911d-d1f0-4e22-b528-e9404fa02c60

AMID RISING COST CONCERNS, CUSTOMERS ARE

Customers are shopping less frequently, signaling a shift toward stretching both groceries and budgets

US: grocery shopping frequency, 2023-25

@ 2023 @ 2024 @ 2025

2 Declined from 81% in 2024

— 75% in 2025

Heavy shopper - NET

]
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Once a week
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2-3 times per month

N
o

| I
-
o

w

Once a month or less

20 30 40 50 60 70 80 90 ’r’lﬂq -
Source: Mintel: Grocery Retailing US 2025
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https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_188fc35b-a3d5-4387-b2eb-804e22b30dfa

AMID RISING COST CONCERNS, CUSTOMERS ARE

Buy in bulk Don’t buy in bulk

e

Toilet paper Fresh produce
Paper towels Dairy products
Detergent Spices

Soda (or pop) Condiments

Canned goods Trendy products
Coffee beans Personal care items
Rice

Of consumers buy i M FipzpnifoRss

items in bulk to save Snacks
money

For consumers new to bulk shopping, guides like this one
from Fetch.com outline the do’s and don’ts. The main
takeaway: focus on essentials you'll use fully before they
expire.

Source: Mintel: Grocery Retailing US 2025 | Fetch ; 7"4#(.——‘ 27


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_9e55036b-06d1-4c79-9148-9cfdb37cf076
https://fetch.com/blog/smart-shopping/how-buying-in-bulk-can-help-you-save-money

Source: Reddit @



https://www.reddit.com/r/Frugal/comments/18nenzy/is_buying_in_bulk_only_worth_it_if_its_for_more/

AMID RISING COST CONCERNS, CUSTOMERS ARE

TRADER JOE'S @

['g.fl IFTYHE PTrrys » e STy

ALDI
b Y Store #65
2742 Pinale Valley Road 5 1260 Powder Springs Street
Fewer shoppers “double-shop”: Compared to 2023, e it ORI o e
H . ore = = ¥ e -us
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. . . Pyl . OPEN 8: 9:00PM DAILY | arge Eco-Bags .
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Source: Grocery Dive


https://www.grocerydive.com/news/aldi-trader-joes-placer-ai-grocery-retail/743429/
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Source: Grocery Dive



https://www.grocerydive.com/news/aldi-trader-joes-placer-ai-grocery-retail/743429/

In today’s grocery
landscape, price takes
precedence over loyalty.

Source: Forbes 2025 | OnePulse Survey | 500 Respondents

“I care about getting the best prices, because everything is
now so expensive that | can't afford name brands.”

- One Pulse Respondent



https://www.forbes.com/sites/maryroeloffs/2025/08/04/almost-90-of-americans-are-worried-about-the-cost-of-groceries/

Today’s grocery shoppers aren’t following
a linear path: they’re building their own
hybrid system to make shopping work for
them - both in price and convenience

32



CUSTOMERS ARE BECOMING MORE STRATEGIC WHILE
PRIORITIZING THEIR TIME AND THEIR WALLET

ChatGPT

o %4 A

Examples Capabilities Limitations

"Explain quantum computing in Remembers what user said May occasionally generate
simple terms” - earlier in the conversation incorrect information

"Got any creative ideas for a 10 Allows user to provide follow- May occasionally produce
year old's birthday?" - up corrections harmful instructions or biased
content

"How do | make an HTTP Trained to decline inappropriate
request in Javascript?" - requests Limited knowledge of world and
events after 2021

Can you create a meal plan that contains 135 to 145 grams of protein, 218-228 grams of carbs
while eating 70 to 74 grams of fat?

Planning meals with Al Digital coupon Skipping the line with
clipping on the go app-based checkout



CUSTOMERS ARE USING

1%

Of US consumers have used
Al for meal planning, recipe
suggestions or grocery

shopping

Source: Attest Global Consumer Research

Discovering new recipes and foods 51%

Convenience and ease 49%

Saving time on meal planning and shopping 45%

39%

Saving money with smarter shopping

Reducing food waste by using available ingredients 36%

Sticking to a healthier diet 30%

34


https://www.askattest.com/blog/research/ai-in-the-kitchen-the-future-of-food-or-recipe-for-disaster

CUSTOMERS ARE USING

Look up information

Search for/access coupons 44%

Reference digital grocery list 39%

Compare prices at other stores 37%

Locate desired product(s) 36%

Pay for items through the retailer's app,
skipping the checkout line

Uncomfortable -9.6%

33%

Source: Mintel

46%



CUSTOMERS ARE

74%

Are willing to share some
form of personal data in
exchange for relevant
incentives

Source: YouGov, Attentive

1%

Want brands to learn
from their shopping
habits over time


https://www.google.com/url?sa=i&source=web&rct=j&url=https://www.thecurrent.com/us-consumers-willing-share-personal-information-brands-retailers&ved=2ahUKEwjF48W04sGOAxUmm2oFHcU9Gs4QqYcPegQIABAv&opi=89978449&cd&psig=AOvVaw0yQGjFIPQIa-jNbpFtzwmY&ust=1752768711283000
https://www.google.com/url?sa=i&source=web&rct=j&url=https://www.attentive.com/press-releases/new-global-study-reveals-consumers-demand-more-personalization-in-marketing-81-ignore-irrelevant-messages-while-personalized-experiences-drive-loyalty-and-sales%23:~:text%3D71%2525%2520of%2520consumers%2520want%2520brands,than%2520they%27re%2520already%2520getting.&ved=2ahUKEwjslrbk4sGOAxWOmmoFHXZNL6gQqYcPegQIABAS&opi=89978449&cd&psig=AOvVaw2n_czVjglPLCiwO0lLeBxB&ust=1752768811691000

How does this change among age cohorts?

37



OLDER GENERATIONS ARE MOST MOTIVATED BY TRADITIONAL
PRICE-BASED PROMOTIONS

US: influential promotional tactics, by generation, 2025 =

@ CenZ @ Millennials @ GenX @ BabyBoomers

80
78
70
62
0 59
59 54
52

50
2 45 45 a6
E 42
2 29 & 40
g 40 37
- 34 2233 34
° 31 30 30 31 31 2%

30 28 27

25 25
24
23 5 23
20
20
16 15
10
4
0 l
Buy one, get one Free delivery Dollar off discount Percentage off Waive minimum Loyalty program Free samples Product bundles Themed events

free discount order delivery incentives
requirement

Trith—

Source: Mintel: Grocery Retailing US 2025


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_ce093a27-1af3-4988-bcb2-e84e4fe203cd

YOUNGER GENERATIONS STILL WANT TO SAVE BUT ARE MORE OPEN

TO CONVENIENCE PERKS AND ENGAGEMENT-DRIVING TACTICS

US: influential promotional tactics, by generation, 2025

80
78
70
62
60 59
55
50
g 45
E 42
5 Al 40
2 40 39 37
8
5 34
° 31
30
20
10
0

Buy one, get one Free delivery Dollar off discount
free

Source: Mintel: Grocery Retailing US 2025

52
45
30 3.|

Percentage off
discount

31
28
25
| |20
Waive minimum

order delivery
requirement

@® Genz

54
46
31
27 |

Loyalty program
incentives

@ Millennials

34
32 33

25|||

Free samples

@® GenX

29
231 5
| | 16

Product bundles

@ Baby Boomers

23 24

15
IL
0

Themed events

Trith—


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_ce093a27-1af3-4988-bcb2-e84e4fe203cd

YOUNGER CUSTOMERS ARE MORE INTERESTED IN
GROCERY-RELATED TECHNOLOGICAL ADVANCEMENTS

US: technologies of interest, by generation, 2025

® GenZ @ Millennials @ GenX @ Baby Boomers
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6 6
| I I ‘
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Prepared food ordering options  Scanning QR code for more Smart cart* Navigational tools to help me Tools to help me with my Al generated recommendations Tools that would provide Al based meal planning tools Pay with palm technology”
information find what | want nutritional needs for new products reminders that a product is

about to expire

®
Source: Mintel: Grocery Retailing US 2025 r 40



https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_96af3335-de1a-44e5-b089-5a35d34bec2d

YOUNGER CUSTOMERS SHOW GREATER TRUST IN
BUYING FRESH PRODUCE ONLINE

US: any online shopping net by category, by generation, 2025
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Source: Mintel: Grocery Retailing US 2025
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Dairy products (including milk)

@ Al

52
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35
29
I 15

Fresh meat, poultry, or seafood

® GenZ @ Millennials

52
48
35
29
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Deli items

@® GenX @ BabyBoomers
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33
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Fresh prepared meals
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https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_96af3335-de1a-44e5-b089-5a35d34bec2d

MOBILE IS BECOMING THE PATHWAY FOR YOUNGER CONSUMERS
SHOPPING ONLINE

44%

of Gen Z and Millennials on
average have shopped online
with their primary grocery via
a mobile device

Source: Mintel: Grocery Retailing US 2025 42


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_82f4e6f8-20b9-4253-88ce-45188323b3fe

IN-STORE GROCERY SHOPPING IS STILL THE DOMINANT METHOD,
BUT THINGS ARE BEGINNING TO SHIFT

In-Store Leads the Way Change is Driven by Younger Customers

Gen Z shoppers skip fresh foods, favor convenience at grocery

stores § v s s © supgmorket
In-store
Digital convenience drives Gen Z’s spending and
, wellness choices
Any online - NET =M EMARKETER
Ontine via mobil device How Gen Z’s power over the grocery

industry is growing

This generation could be the key to helping grocers better understand how to provide

Online via desktop/laptop computer
a seamless omnichannel experience.

Published May 9, 2025

0 20 40 60 80 100

Peyton Bigora = =
@ Staff Reporter z) GROCERYDIVE = ©
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Source: Mintel: Grocery Retailing US 2025 | Supermarket News | EMARKETER | GroceryDive


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_96af3335-de1a-44e5-b089-5a35d34bec2d

How does grocery shopping change
based on race or ethnicity?
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MULTICULTURAL CONSUMERS ARE MORE LIKELY TO SHOP ONLINE
WITH ESSENTIAL RETAILERS LIKE WALMART OR TARGET

US: select retailers shopped online, by Race and Hispanic origin, 2024 e

@ White, non-Hispanic ® Black @ Asian @ Hispanic
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Source: Multicultural Online Shopping Behaviors — US — 2024 45



https://clients.mintel.com/content/report/multicultural-online-shopping-behaviors-us-2024#workspace_SpacesStore_078885f6-bed1-4e54-b17f-2882c59a0145

WAREHOUSE CLUB E-GROCERY GAINED MOMENTUM AMONG ASIAN
HOUSEHOLDS, HIGHLIGHTING THE APPEAL OF BULK SAVING AND CONVENIENCE

US: select retailers shopped online, by Race and Hispanic origin, 2024 —

@ White, non-Hispanic ® Black @ Asian @ Hispanic
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https://clients.mintel.com/content/report/multicultural-online-shopping-behaviors-us-2024#workspace_SpacesStore_078885f6-bed1-4e54-b17f-2882c59a0145

LATINO CONSUMERS LEAD IN BLENDING DIGITAL AND PHYSICAL
SHOPPING

A study from PDG Insights found that Latino shoppers are ahead of the curve in adopting grocery
technologies, reshaping how retailers and brands engage them

2% 64% 50%

of Latino consumers use Al Of Latino consumers Of Latino consumers use QR
tools for grocery shopping or research items online while codes and digital wallets
meal planning. shopping in-store

Features Used by Al

Personalized meal suggestions

Automated shopping lists
(smart home devices, Alexa, Google Assistant,
are used to add items to grocery lists)

Voice-activated shopping
;r%#l__—- 47

Source: Abasto


https://abasto.com/en/news/latino-consumers-are-leading-the-way-in-grocery-tech-adoption/

MULTICULTURAL AMERICANS ARE INCREASINGLY TURNING TO DIGITAL
PLATFORMS TO SEEK FOOD & RECIPES ROOTED INTO THEIR CULTURE

This sentiment is particularly pronounced among Asians (65%) and Hispanics (61%)

Q) Sign up for access to our weekly mealplans ~~ SIGNUP
g ¢ BUDGET VT E$ il Popular Fall Recipes Plans

J©

e e b GLOBALLY INSPIRED RECIPES

@budget_bytes

13 114.8K 1.3M

Following Fallswars Likas Many cultures around the globe are experts at cooking on a budget, often relying on whole

E X p I O re S O C i G I m e d i G grains, fresh vegetables, and less meat. These global inspired recipes will add spice to your

weekly rotation and give you an easy (and inexpensive) alternative to your favorite take-out
Message v dishes!

Delicious recipes designed for small budgets!
https://linktr.ee/BudgetBytes25

@ https://linktr.ee/BudgetByte... and 2 more

REGIONAL RECIPES

East Asian Latin Italian Inspired Recipes
| Recipe Developers Fun Bytes 1 Ingr Southeast Asian Mediterranean Inspired Recipes

Eastern European Southwest Inspired Recipes

Budget Bytes makes cultural food accessible
on a budget — helping consumers stretch their
grocery dollars while still enjoying diverse,
flavorful meals.

77@%\,—-
Source: Progressive Grocer | Budget Bytes

Rely on blog and websites



https://progressivegrocer.com/importance-food-multicultural-consumers
https://www.budgetbytes.com/category/recipes/global/

a2 CUSTOMER TAKEAWAY e

Customers are rethinking how they spend, placing price and
convenience above brand loyalty. Shoppers are becoming
more strategic across online and in-store channels — seeking
savings, drawing inspiration from new sources, and
increasingly turning to Al to guide their choices.
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HOW IS THIS SHAPING THE GROCERY INDUSTRY?

Customers are concerned about prices.
What does this mean for the category?
What companies are thriving?
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THE U.S. GROCERY MARKET CONTINUES GROW

This market includes both in-store and online sales

U.S. Market Size Monthly Sales
(2025) (Aug. 2025)
_ _ 3% increase from
~33% increase in growth 2024

since 2019

Source: Mintel: Grocery Retailing US 2025 | US Census Bureau (June 2025 data)

Growth Rate
(2024 - 2025)


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_d24f0010-41b4-4991-b97e-13b24c834610
https://ycharts.com/indicators/us_grocery_store_sales#:~:text=US%20Grocery%20Store%20Sales%20is,2.56%25%20from%20one%20year%20ago.

BEHIND MARKET GROWTH MEETS HIGHER FOOD PRICES

Includes price increases for both food-at-home (grocery) and food-away-from-home (dining out)

12-month percentage change, Consumer Price Index, selected categories, July 2025, not

seasonally adjusted
Click on columns to drill down

Pakciiit Major categories

4.0

In the last 12 months, the

price of food hasrisenupto
~3% — According to the
Consumer Price Index

-1.0

(CI kt d ill down)

-2.0
All items Food Energy All items less food
and energy

7;:&%.’- 53

Source: U.S. Bureau of Labor Statistics


https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm

HIGHER FOOD PRICES MEANS CLIMBING GROCERY PRICES

Only includes the price increase for food-at-home (grocery)

Food at Home

Up +2% YoY

Food-at-home prices rose
2% over the past 12 months
— a moderate but persistent
Increase.

ource: U.S. Bureau of Labor Statistics


https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm

PROTEINS AND BEVERAGES ARE FUELING MOST OF THE
INCREASE, WHILE PRODUCE AND CEREALS REMAIN
RELATIVELY STABLE

Grocery Items 12 month % change, July 2025
Meats, poultry, fish, & eggs 5%
Nonalcoholic beyerages & 4%
Food at Home beverage materials
UP +2% YoY Dairy & related products 2%
Other food at home 1%
Cereals & bakery products 1%
Fruits & vegetables 0%

7;:#{__—- 55

Source: U.S. Bureau of Labor Statistics


https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm

EJYSs — alone are YA

higher than the
previous year

Source: Nerdwallet



https://www.nerdwallet.com/article/finance/why-are-eggs-so-expensive#:~:text=Egg%20prices%20are%20climbing%20down,16.4%25%20higher%20than%20July%202024.

While prices may be causing customers to
consider trade-offs, the grocery industry is still
forecasted to grow
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GROCERY INDUSTRY IS FORECASTING TO
CONTINUED GROWTH

Assuming trade policies remain stable and no major disruptions occur

2025 - 2030 Forecast
2029
2028

2025

4% Annual AVG. Growth Rate

Source: Mintel: Grocery Retailing US 2025

2030


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_81d31b81-4451-44c0-8601-fb637af270cd

WALMART CONTINUES TO LEAD THE GROCERY SPACE

US: retailers shopped, 2025

@ Primarilyshopat @ Also shop at
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Walmart Traditional supermarket Amazon Kroger Warehouse club Target Local neighborhood Discount grocer Natural/organic Dollar store Ethnic grocer
supermarket supermarket
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Source: Mintel: Grocery Retailing US 2025 ; r



https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_d45eab59-0595-4e48-913a-1ad88a9873f8

BUT TRADITIONAL SUPERMARKETS, AMAZON, WAREHOUSE CLUBS,
TARGET, AND DOLLAR STORES CARVE OUT THERE OWN SPACE

US: retailers shopped, 2025
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Walmart Traditional supermarket

Source: Mintel: Grocery Retailing US 2025
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https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_d45eab59-0595-4e48-913a-1ad88a9873f8

AN INDEPENDENT SURVEY REPORTED AMERICA’S BEST GROCERS
FOR 2025, BASED ON SHOPPER FEEDBACK

The America’s Best Retailers 2025 rankings are based on an independent survey with more than
140,000 customer evaluations, reflecting experiences with retailers over the past three years.

#1Ranked Retailers By Category:

Warehouse Supermarket Natural/Ethnic Discount Grocer
Rankings Based on:
1. Products
Cos [ e | 2. Customer Service
TCO FRESH 3. Atmosphere
=—WHOLESALE 4 mRKm 4 A T
4 P . ccessibility
Publix 5.  Store Layout

Source: NewsWeek ?rq#(___. 61


https://rankings.newsweek.com/americas-best-retailers-2025/food-health-beauty

HOW IS THIS SHAPING THE GROCERY INDUSTRY?

Customers are increasingly open and interested in e-groceries
and other technological adaptations.

How is this growing the category?

What companies are embracing it?



The U.S. grocery industry is
evolving like never before




IN-STORE GROCERY SALES REMAINS DOMINANT

of grocery sales in 2024 were from AR
brick-and-mortar locations AT


https://www.brickmeetsclick.com/insights/egrocery-sales-jump-to-10-billion-in-july-2025-fueled-by-record-household-penetration
https://www.oracle.com/retail/grocery-industry-trends/#:~:text=7.,or%20perusing%20grocery%20store%20shelves.

THE 'E-GROCERY’ CATEGORY IS GROWING AT AN

INCREASINGLY RAPID PACE

The majority of this growth is coming from from delivery (36% yoy), followed by pickup
(24%) and ship-to-home (10%)

Monthly U.S. Online Grocery Sales: July 2025

U.S. Online Grocery M
Sales Experienced sy - -

Jul

2;2ys $4.3 $10.0
Over the Last Year

Pickup Delivery Ship-to-Home
Includes in-store, curbside, icludes first- and third Includes common and
lockers, and drive up party providers other parcel carriers

7;::2%\__—- 65

Source: Brick Meets Click Survey, August 2025



https://www.brickmeetsclick.com/insights/egrocery-sales-jump-to-10-billion-in-july-2025-fueled-by-record-household-penetration

BY 2029, E-GROCERY IS FORECASTED TO CONTRIBUTE
TO OVER HALF OF THE MARKET’S GROWTH

Contribution to Market Growth by 2029

60

N
o

% of Total Growth
N
o

In-store Online
77*«%__—- 66



https://progressivegrocer.com/online-grocery-shopping-growing-faster-store-visits#:~:text=Sprouts%20Farmers%20Market-,Is%20Online%20Grocery%20Shopping%20Growing%20Faster%20Than%20In%2DStore%20Visits,by%20the%20end%20of%202029.

Brands are adapting to the rise of online
grocery, tapping into Al and technological
advancements

67



Al WILL SOON BE THE BACKBONE OF INFORMATION FOR
GROCERY DECISIONS

79%

Of retailers and
manufactures have made
Al investments a priority

Source: Kantar



https://go.na.kantar.com/webmail/934243/864836040/d177dfb367f3134cdd3b94d3e69bcf701057d38ed08e95f17192f0a7acb5ed77

WALMART INTRODUCED TWO SEPARATE Al CAPABILITIES INTO

ITS SHOPPING ECOSYSTEM

They have develop a smart
search tool that lets users
type natural prompts like
“help me plan a football
watch party” and receive
curated product
recommendations based on
real-time pricing and stock.

Source: Attest Global Consumer Research

Find it fast

What are some of the best rated stand mixers?

For stand mixers, you'll want to

consider factors like capacity, | :,] 1 i: l {
power & attachments. Here are ) )

—a?

some starting ideas:

»
4 Ktchenaid
o, 45 Cu

They also launched Sparky, an agentic Al assistant that
goes beyond product lookup. Sparky can summarize
reviews, compare items, support occasion-based

planning, and will soon handle reordering and
multimodal queries like photos or voice.


https://www.askattest.com/blog/research/ai-in-the-kitchen-the-future-of-food-or-recipe-for-disaster

INSTACART INTRODUCED SMARTSHOP FOR
HYPER PERSONALIZED SHOPPING

« Smart Shop preferences

Frin Add Loyalty save >

o
£< Q Try “best veggies to roast”

A Who you shop for

$399/1b

Organic Brussel
Sprouts

5 g'

In 2025, Instacart launched Smart Shop, an Al-powered experience that personalizes every stage of the grocery journey. It
surfaces product suggestions based on dietary preferences, past purchases, and in-cart behavior, while offering helpful
prompts like “Need more for breakfast?” and a dynamic “Buy It Again” shelf. The result is a faster, more tailored trip from

planning to checkout.

Source: Attest Global Consumer Research ; r‘#".


https://www.askattest.com/blog/research/ai-in-the-kitchen-the-future-of-food-or-recipe-for-disaster

SCAN-AND-GO, CURBSIDE, AND CONTACTLESS PAYMENT ARE
NOW THE EXPECTATION

84% 85% 77%

Of shoppers are more willing to
visit stores with a scan-and-go
options

Of online grocery shoppers use Of transactions at grocery stores
BOPIS (buy online pick up are contactless
in-store) at least once per month

Source - Attest Global Consumer Researc h ; )"I#L_—‘ 71


https://www.askattest.com/blog/research/ai-in-the-kitchen-the-future-of-food-or-recipe-for-disaster

SAM’S CLUB INTRODUCED SCAN & GO ACROSS 600+ CLUBS

Your list, way easier.

Open the app. Shop and scan. Pay and go.

Then tap Scan & Go™ at the bottom. Scan the product barcode e “Find an [tem.” Pay in the app & show your exit code on the way out.

R | L""IIII'J

Scan & Go enables members to scan items with the app, pay on the go, and exit via Al-powered
“Just Go” gates, completely removing checkout lines. This not only speeds up the trip but also
personalizes the experience by integrating member profiles and spending history.

Source: Attest Global Consumer Research ; r‘#‘-’.


https://www.askattest.com/blog/research/ai-in-the-kitchen-the-future-of-food-or-recipe-for-disaster

TARGET EXPANDED ITS CURBSIDE CAPABILITIES

v

fii Senda gt roceipt

Start a return from Order
Details in the Target app

and select Drive Up return.

$50 el
April 23, 2023
#9174890246731
$54.46 total
>
= Target RedCard Debit *1234 . [TT]
‘st Receipts
o- ..
How would you like to return? x ‘.’
Al returns are free
By In-storeretum
h ur barcode inside the sto Tell us when you re on the way
Knolhwood ® until 10pr
a Drive Up return X3
"L'n Mail-in return
vint a ree return labe

Return detai

Let us know when
you’re on your way to your
selected Target store.

m&
°o- o-

Park by a Drive Up 5|gn

The Drive Up in the parking lot
entrance. Make sure you park in & numbered space.

n't find & spac

Upon arrival, pull into
a Drive Up spot and tap
“m here” in the app.

Thanks for using Drive Up!
Return complete
o or email f

After handing off your
return to our Target Drive
Up team member, you will
get a return confirmation
via email and in the app.

Guests will receive the refund via the original form of payment.

Source: Attest Global Consumer Research

Target expanded its Drive Up service
to include curbside returns, allowing
customers to return items without
leaving their car. This feature is now
available at nearly 2,000 locations
and builds on consumer demand for
fast, low-effort fulfillment options


https://www.askattest.com/blog/research/ai-in-the-kitchen-the-future-of-food-or-recipe-for-disaster

WALMART IS IMPROVING DELIVERY WITH NEW GEOSPATIAL TECHNOLOGY
TO HELP MEET CUSTOMERS WHERE THEY ARE

Uses real-time data on slot

Before Expansion After Expansion availability, drive times, store
capacity, and customer demand to
optimize routes and coverage. The
system allows multiple stores to fulfill
a single order, expanding Walmart's
delivery reach to 12 million more
households.

Stores ) Expanded Pixels

Source: Mintel: Grocery Retailing US 2025
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HOW IS THIS SHAPING THE GROCERY INDUSTRY?

Customers are more interested in private label as a way to save.
How is private label changing?

Ty—jcdil__—- 75
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PRIVATE LABELS ITEMS ARE BEING MORE SOUGHT AFTER BY
CONSUMERS, ESPECIALLY THROUGH TIMES OF UNCERTAINTY

o “Private Label is not just a passing trend. They are a
powerful force reshaping the retail landscape.”
o - Verbatim from Mintel source

Shoppers buy grocery
items through private
labels

‘#L’.
Source: CS | Private Label Booms: Reshaping the US Retail Landscape ; r 76



https://csnews.com/consumers-continue-warm-private-label-products
https://www.mintel.com/insights/retail/private-label-booms-reshaping-the-us-retail-landscape/

AS BRAND LOYALTY SHIFTS, THE PRIVATE LABEL FUTURE GROWS

Of food industry leaders plan
to increase private label
investments in the next two
years

Store brands are forecasted to
represent (30%) of market share
by 2033

DIETARY SUPPLEMENT | 90 GUMMIES

Amazon Basics Vitamins

‘%’.
Source: PrivateVision | Mintel: Grocery Retailing US 2025 ; r-



https://northamerica.visionmagazine.com/private-labels-retail-growth-north-america/#:~:text=The%20future%20looks%20even%20brighter,like%20weapons%20in%20negotiation%20rooms.
https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_6cd7db26-52aa-4912-9faa-92bdee8b607f

TRADER JOE’S GROWTH STEMS FROM ESTABLISHING A CULT
FOLLOWING THROUGH ITS PRIVATE LABELS

e Trader Joe's treats its private labels as
the flagship products and central to the
brand experience.

e 80% of Trader Joe's assortment is private
label

=G o o 2y WEETENED
T - " ﬁ' éPPL@
e Store brand sales rose 3.9% YOY to $271 e | &JCE
billion in 2024 . ;

Source: NA | GroceryDive
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https://progressivegrocer.com/aldi-has-lowest-prices-any-national-grocery-store-report#:~:text=ALDI%20Has%20Lowest%20Prices%20of,value%20it's%20creating%20for%20shoppers.
https://www.grocerydive.com/news/aldi-private-label-rebrand-namesake-brand/760912/

KROGER INTRODUCES “ELITE ATE” INTERACTIVE SNACK BRACKET THAT
SHOWCASED POPULAR ITEMS FROM KROGER'S PRIVATE LABEL LINES

Source: Mintel: Grocery Retailing US 2025

Kroger launched its own bracket in the spirit of
2025 March Madness. Consumers could vote
on their favorites to help determine the winner
of the bracket. Kroger also paired digital
coupons and special deals with each product
to encourage consumers to make a
purchase.


https://clients.mintel.com/content/report/grocery-retailing-us-2025#workspace_SpacesStore_6cd7db26-52aa-4912-9faa-92bdee8b607f

ALDI SAVES SHOPPERS THOUSANDS FOR ITS PRIVATE LABELS,
NOW THEY ARE IN THE MIDST OF A REBRAND

e Aldi can save consumers $8.3 billion per
yedr when they shop the retailer’s private
label assortment.

e <90% of Aldis assortment is private label

e /6% of shoppers said that its brands are
just as good as name brands.

e Families of four can save nearly $4,000 ) A N
on their grocery bills every year if they . U | 20000 U
. N 2 > | BREAKFAST ©

shop Aldi exclusives over name brands. i

Aldi is rebranding its private label portfolio, putting its
name on every product and launching its first-ever
namesake brand as of September 2025

Source: NA | GroceryDive ; r‘#‘-——’ 80


https://progressivegrocer.com/aldi-has-lowest-prices-any-national-grocery-store-report#:~:text=ALDI%20Has%20Lowest%20Prices%20of,value%20it's%20creating%20for%20shoppers.
https://www.grocerydive.com/news/aldi-private-label-rebrand-namesake-brand/760912/

continues to grow at a steady pace. In-store will remain the
dominant channel, but e-grocery is rapidly emerging as a key
contributor to overall growth. Private label is being viewed as

CATEGORY TAKEAWAY )

Despite mild price increases, the U.S. grocery market

its own type of brand.

Tt



How can grocery brands move forward?
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WHAT DO WE DO WITH WHAT WE KNOW?

Customers are increasingly stressed by rising grocery prices and financial uncertainty.
Be the brand that adds value and peace of mind to their grocery experience by offering value and
predictability in every shopping trip.

Customers are shifting from brand loyalty to price and convenience as primary drivers.
Be the brand that offers dynamic pricing, promotions, and personalized savings to become the default
go-to for price-conscious shoppers.

Discount grocers and private labels are rapidly gaining preference and trust.
Be the brand that treats your private label or value offerings as a core part of the brand story, not just a

secondary option. In this financially stressful time, private labels could be repositioned as hero products.

Bulk buying and shopping at discount chains are growing as cost-saving strategies.
Be the brand that enable shoppers to maximize value through bulk bundles, smart promotions, and
messaging that emphasizes savings.

Trith—
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WHAT DO WE DO WITH WHAT WE KNOW?

In-store grocery remains dominant, but e-grocery is forecasted to contribute aggressive growth.
Be the brand that develops omnichannel strategies that balance physical presence with online reach,
ensuring seamless fulfillment.

E-grocery and tech-driven experiences (Al meal planning, mobile ordering, scan-and-go, curbside pickup)
are accelerating.

Be the brand that integrates digital convenience seamlessly with in-store experiences to capture both
younger and tech-savvy shoppers.

Al will soon be the backbone of information and analytics for customers and businesses alike.
Be the brand that uses Al efficiencies and speed to invest in disruptive innovation, marketing, and solving
for customers’ problems.

Consumers are increasingly willing to share data for relevant incentives.
Be the brand that leverages first-party data to provide genuinely personalized experiences without friction,
building trust through relevance.

Younger generations value convenience perks, digital engagement, and personalized shopping.
Be the brand that invests in mobile-first solutions, loyalty apps, and hyper-personalized promotions that

speak directly to their needs. r
r@?%l__—- 84






