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Introduction

As we focus on strategy for 2025, how have US grocery shoppers’ habits and
behaviors changed? This report looks at several years of data to answer the
question. It’s designed to help F&B brands and retailers with their planning,
providing essential insight for things like positioning and messaging, pricing and

promotions, and new product development.

The data delves into changing tastes and priorities, category trends,
consumption patterns, and purchase drivers. In particular, we look at how data
points have fluctuated in the years post-Covid to understand what trends were

influenced by the pandemic, and which ones are here to stay.

Sample

The data in this report comes

from a survey of 2,000 nationally
representative working-age US
consumers conducted on the
Attest platform in August 2024. It is
benchmarked against comparable
surveys from 2021, 2022 and 2023.




Online grocery shopping is on the rebound

The pandemic saw the popularity of online grocery shopping spike. In 2021,
67.5% of Americans were doing at least some of their shopping online. But what'’s
happened since then? Our data shows there was a big return to stores in 2022,

with a lesser 49.4% ordering online.

Today, online grocery shopping is trending 4 )
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More specifically, we see a -12.6 percentage deals are offered in-store (an
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Q Where US consumers shop for food

In store only 38.0%

Mostly in store 28.6%

Even split between

in store and online 25.3%

Mostly online 7.0%

Online only | 11%




Grocery spend has increased

Food inflation has slowed down compared to the previous few years but grocery

store prices remain high. So what impact is this having on Americans’ weekly
grocery spend? Compared with 2022, we see a +10.8 percentage point increase
in the number of consumers spending in excess of $100 on groceries per week

(to 57.0%).
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Q Amount US consumers spend on groceries per week
$10 - $50 10.8%
$60 - $100 32.2%
$110 - $150 27.6%
$160 - $200 16.5%
More than $200 12.9%
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Shoppers are less thrifty

Consumers are becoming less inclined to make special efforts to curb their
grocery spending. In 2022, 461% of shoppers were buying cheaper types of
food, but in 2024 that figure has declined by -12.4 percentage points (to 33.7%).

Likewise, we see a -14.4pp reduction in consumers trying to buy less food, to 26%.

The most popular tactic for reducing spend 4 )
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The urgency to reduce grocery

has also declined by -5.4 percentage points spend is waning: since last

(to 44.7%). Consumers are now less likely to year there’s been a -11.3 pp

make a trip to a cheaper supermarket: down decline in consumers who are
‘very likely’ to shop around to
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by -6.8pp to 26.6%, suggesting the easing of
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Q How US consumers are cutting back on grocery spend

Buying less food
26.0%

Buying cheaper brands
44.7%

Shopping at
cheaper stores
26.6%

Buying cheaper foods
33.7%




Walmart continues to grow customer loyalty

The last couple of years have seen Walmart consolidate its place as America’s
favorite supermarket. Nearly 48% of shoppers say Walmart is the store they shop
at the most, which is an increase of +5.9 percentage points on 2022. Kroger,

which is a distant second at 10.5%, has also

seen growth (+2.4pp). ' N
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Meanwhile, German discounter Aldi, which
Costco and Target have

sits in third place, has registered a decline in also increased loyal shopper

committed shoppers. Only 8.0% of consumers numbers (by +2.2pp and
say they shop mostly at Aldi (down -1.4pp), +1.5pp respectively) thanks to
increased popularity among

Gen Z shoppers (aged 18-25).
seek out cheaper groceries. - J

which reflects their dwindling motivation to
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Q US consumers’ most shopped at supermarkets

47.9%

17.8%

10.5% o
8.0% 6.8%

4.4% 2.9% 17%

Walmart Kroger Aldi Costco Target Food Save Other
Lion AlLot




Opportunity for private label has weakened

In line with stabilizing food prices, the opportunity for private label brands is

starting to decline. While consumers remain overwhelmingly likely to purchase

supermarket branded goods (81.1%), the percentage who state they are ‘very

likely’ to purchase them has declined by -12.1

percentage points since last year.

This finding is in line with data from 2023
which showed that only 34.2% of shoppers

would definitely stick with private label brands

if price wasn’t an issue. This trend means

greater opportunity for premium household

brands to win back market share.

-
Extra insight
The influence of price
on product selection has
lessened. In 2022, 52.0%
ranked price their first
priority, versus 49.6% today.
Meanwhile, the influence of

‘quality/taste’ has increased.

J

/

Q US consumers’ likelihood to purchase
supermarket private-label brands

Very likely

46.3%

Somewhat likely

34.8%

Neither likely nor unlikely 13.8%

Somewhat unlikely 3.5%

Very unlikely | 1.7%




Meat-eating is back in vogue

There are signs that veganism’s growth is tailing off (and meat-avoidance in
general). The percentage of Americans who identified as meat-eaters in 2021

was 63.5%, but today that figure has risen to 79.9%.

Flexitarianism has also declined by -9.8 percentage points since its peak (to

12.2%). Meanwhile, pure veganism has declined

from 4.3% in 2021 to a miniscule 1.8% in 2024. Extra insight
This is reflected in purchasing habits: since Just over 15% of consumers

say they're trying to reduce

2021, the percentage of consumers who say : ,
their meat consumption

they purchase plant-based ‘meat’ has declined but those aged 55+ are
by -5.3 percentage points to 14.0%, while plant- significantly more likely to
based ‘milk’ has decreased by -2.9pp to 209%.  {_ havethisigoal.
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Q How US consumers describe their diets

Pescatarian Ve9an
25% 8%

Vegetarian
3.5%

Meateater

79.9%

Flexitarian
12.2%




Non-drinkers aren’t embracing no and low options

One trend that appears to be here to stay is the sober curious movement. Since

2021, the number of Americans who drink at least once a week has declined by

-4.8 percentage points to 28.3%. Drinking is now most likely to be an occasional

pastime (47.2%), or eschewed altogether: 24.5% of consumers describe

themselves as ‘teetotal’ (an increase of +2.6pp).
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However, the consumption of low and alcohol- Extra insight
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pace with the trend: 13.5% of consumers the sober stakes: 35.8%
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Drink most days
5.7%

Teetotal
24.5%

Drink several times a week
10.9%

Drink on the weekend
1.7%

Occasional drinker
47.2%

Q How US consumers describe their alcohol consumption




Home cooking is trending up

Since 2023, there’s been a -3.7 percentage point decline in those who rarely eat

food cooked from scratch (only 15.1% eat home cooked meals less often than

once a week). They’re now likely to be eating home cooking once or twice a week

(22.2%), representing a burgeoning segment of curious cooks.

On the whole, Americans are becoming more
conscious about what they put on their plates,
and only 38.8% admit to regularly eating
unhealthy meals. But snacking seems to be
more of a problem: a quarter of consumers eat
unhealthy snacks daily, while 24.6% eat them
three-five times per week (with Gen Z the

biggest snackers).

Extra insight

More than 49% of consumers
say they are trying to increase
their fruit and vegetable
consumption, which might be
contributing to the growth in
cooking from scratch.
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Q How often US consumers eat food cooked from scratch

Most days 32.4%
3-5 days per week 30.3%
Once or twice a week 22.2%
Less than once a week 15.1%




Consumers are less engaged with

nutritional information

As the Food and Drug Administration considers a requirement to put nutrition

info on the front of packaging, our data shows that Americans are becoming less

engaged with the existing labeling.

The percentage of consumers who say they
rarely check nutritional values has increased
by +8.8 percentage points to 33.3% since
2023. Critics argue that consumers struggle
to interpret factual labeling stating grams of
added sugars or saturated fat, however 43.2%

of shoppers say they do frequently look at

this information.

Extra insight

Reducing sugar is a key goal
for consumers: 46.7% are
actively trying to do it, while
37.2% want to reduce salt
intake. Voluntary front-of-
pack labeling may therefore
support sales.
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Q How often US grocery shoppers check nutritional values

Always

Often

Somewhat often

Not very often

Never

17.5%

25.7%

23.4%

21.4%

1.9%
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Interest in immune health has cooled

Immune health was a big topic during and post-pandemic, but our data
suggests consumers are losing interest in boosting immunity through their
diets. Today, only 26.7% of shoppers are consciously selecting food and

drink products that help support immune health — that’s a decrease of -4.8

percentage points on 2022. Vs
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With that said, just over 44% of Americans say 9
th id like t ¢ better i health Diet products are less in

ey would like to get better immune hea demand. We see a -3pp

through food and drink products. However, decline in consumers buying

the most desired health benefit to be derived products to support weight
from products is better overall wellbeing and loss compared with 2022,

but they remain important to
energy, selected by 58.3% of respondents (an

32.5% of shoppers.
increase of +9.4pp) (S
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Q Health benefits sought by US grocery shoppers

Overall health Weight loss/maintenance  Fitness and strength
Immune health Mental health Specific health complaints




More consumers desire to buy in-season produce

Buying in-season produce is a trend that’s seen sustained growth over the last
few years. In 2021, 41.0% said it was something they actively tried to do. That
figure rose to 431% in 2022, and today, 48.4% of Americans are consciously

buying in-season goods (an increase of +7.4pp).

Buying locally-produced or organic food

and drink have seen short term boosts but f .. A
- - . Extra insight
ultimately remain at 2021 levels. Meanwhile, Shoppers aged under 35
purchasing trends that have lost traction are show significantly higher
buying from environmentally friendly brands intent to buy organic food
(down by -6.3pp likely due to cost pressures), (e el [PURNESE HET
4 buvi Kaged g fills (d green brands (31.4%) than
and buying unpackaged goods or refills (down their older counterparts.
by -8.6pp compared with 2021). A J
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Q US consumers’ active intentions when grocery shopping

Buy in-season produce 48.4%

Buy locally-produced .
food and drink 43.0%

Buy organic 29.3%

Buy from environmentally

friendly brands 25.8%

Buy unpacked
products/refills

141%




Cost of food is now more important than food safety

There’s been a huge shift in consumers’ priorities when it comes to what they
think are the most pressing issues for the food industry to address. Back in 2021,
food safety was top of mind for Americans, but concern about this has dropped

by -16.5 percentage points.

Meanwhile, concern about the cost of food has shot up by +15.2 percentage

points, making it the main issue consumers

( )
want tackled. New to the survey this year, Extra insight
‘food additives’ come straight in at number With declining interest in
three (behind food safety). More than 21% of climate change and food

waste, obesity is now ranked

consumers are actively trying to reduce their o
as a more pressing Issue for

intake of food additives, hinting it’s an issue the food industry to address,
that’s likely to grow. N J
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Q Issues of most concern to US grocery shoppers

Cost of food | 38.3% )
Food safety [ 14.4% ]

Food additives | 1.4% ]
Obesity|  10.8% ]

Food waste | 10.4% }
Climate change [ 5.4% ]
Plastic packaging [ 4.4% ]
Animal welfare | 4.3% ]




Need to understand how
these trends affect your
F&B brand?

Speak to a research expert today

www.askattest.com
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