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Physical Stores Dominant in Diversifying Grocery Landscape
Consumers, Aware of New Options, Prefer Tangible Shopping Experience

The following highlights about grocery shopping are based on a representative sample of 1,012 adults in the U.S., which
was conducted between August 21 and 23, 2017 by ORC International on behalf of ICSC.

SECTION A: GROCERY SHOPPING FREQUENCY (p. 2)
e Overall, nearly four-fifths (79%) of adults shop for groceries (in stores and/or online) at least once per week. The
largest share (62%) of them shops one to two times each week. (Chart 1)

SECTION B: TYPES OF GROCERY RETAILERS USED FOR SHOPPING (pp. 3-5)
e The greatest share of grocery shoppers goes to discount department stores (93%), closely followed by traditional
supermarkets (92%). (Chart 3)

e Shoppers purchase from 5.4 different types of grocery retailers—with millennials (5.9) shopping at the greatest
variety. (Chart 5)

e The largest share (69%) of shoppers prefers traditional supermarkets—Baby Boomers in particular. Following those
are discount department stores (52%) and warehouse clubs (30%). (Chart 7)

e High-end supermarket shoppers are the most likely to shop at other types of retailers for groceries (81% of them).
Those shopping at discount department stores are the least likely to shop elsewhere (65% of them). (Table 1)

SECTION C: SHOPPING PATTERNS BY TYPE OF GROCERY RETAILER (pp. 6-9)
o Traditional supermarkets have, by far, the most frequent visitors—55% make purchases at least once per week.
This is followed by nearly one-third (32%) of discount department store shoppers who do the same. (Chart 8)

e Small, specialty/gourmet food stores and high-end supermarkets have the largest shares of infrequent consumers.

e Overall, physical stores remain the overwhelming preference for grocery shoppers over digital channels.
Over two-thirds (68%) purchase items in stores only compared with just 1% who buy online only. Nearly one-third
(31%) purchase in store and online. This pattern holds true for all generations and income groups. (Charts 9 and 10)

e Limited-assortment food store and traditional supermarket shoppers are the most inclined to purchase in store only.
Buying groceries in store and online is most popular with discount department store shoppers. (Chart 11)

e Consumers’ number-one reason for grocery shopping in store is being able to get items immediately (71%),
followed closely by the ability to ensure product freshness (70%) and to see options in person (69%). (Table 2)

e Most shoppers who make purchases online (74%) pick their order up in store. Fewer (44%) have their purchases
delivered by the retailer and even less (36%) have items shipped by mail or a courier service. (Chart 12)

e For nearly all types of grocery retailers, most shoppers who order online pick up in store. (Chart 13)

SECTION D: ADDITIONAL INSIGHTS (pp. 9-11)
e Nearly half (49%) of in-store grocery shoppers say the stores they visit offer a loyalty program and 85% of those
consumers use them. (Chart 14)

o Over three-fifths (62%) of adults believe that within the next five years, the ability to order groceries online and pick
them up curbside at a store will be widely available—the most likely among all other potential changes to the
grocery sector. (Table 3)

e Overall, 61% of adults are aware that Amazon made a bid to purchase Whole Foods. Of them, the greatest share
believes Amazon Prime members will get exclusive offerings at Whole Foods (47%). (Table 5)
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SECTION A: GROCERY SHOPPING FREQUENCY
Chart 1:

Millennials grocery shop most frequently—a higher share of them go three or
more times each week...

70%

60%

50%

40%

30%

Percent of U.S. Adults

20%

10%

0%

80%

70%

60%

50%

40%

30%

Percent of U.S. Adults

20%

10%

0%

u
2% 3% 29 2% 1% 2% qo 19

Less than once per 1-2 times per week 3-4 times per week 5-6 times per week Every day

week/every few
weeks

= All Respondents
Generation X (37-52 years old)

= Millennials (18-36 years old)

B Baby Boomers (53-71 years old)

Chart 2:

Adults living in households earning the least shop less frequently than those in

households earning more...
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SECTION B: TYPES OF GROCERY RETAILERS USED FOR SHOPPING
Chart 3:

Discount department stores are used most for grocery shopping. Significantly
higher shares of millennials shop at Amazon/other pure online retailers and high -

end supermarkets...
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Chart 4:
The greatest differences for grocery shopping venue by income group are at warehouse
clubs, small, specialty/gourmet food stores and high-end supermarkets...
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Chart 5:

On average, millennials shop at a greater variety of grocery retailers...
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Individuals living in higher-income households shop at a greater variety of
grocery retailers...
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Chart 7:

Among all of the different types of grocery formats, traditional supermarkets
are preferred by the largest share of shoppers...
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Table 1:

Individuals who shop at high-end supermarkets are the most likely to shop at other grocery formats, while those who
shop at discount department stores are the least likely ...
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SECTION C: SHOPPING PATTERNS BY TYPE OF GROCERY RETAILER

Chart 8:

Grocery shoppers visit traditional supermarkets most frequently followed by
discount department stores...
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Chart 10:

The largest share of all income groups shops for groceries in store ...
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Chart 11:

The largest share of shoppers buys in store only at each of the different types of
grocery retailers, while the fewest shop online only...
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Table 2:

The most popular reasons for in-store grocery shopping involve immediately receiving items and being able to
personally select items...

Percent of Respondents*
Millennials Generation X | Baby Boomers
All R dents
eSPondents | 18.36 years old) | (37-52 years old) (53-71 years old)
| can immediately get the items that | need 71% 61% 74% 76%
| like to ensure freshness of products, especially dairy, meat and 70% 61% 69% 76%
produce
| like to see my options in person and select my own food items 69% 57% 68% 76%
I like to go grocery shopping and browse through the aisles 50% 45% 52% 51%
| prefer to do price comparisons in the store 49% 38% 48% 59%
| have the ability to interact with store employees if needed 28% 22% 27% 28%
Itis .mc'>re efficient to shop in stores than gnllne pec?use of their close 27% 27% 239 30%
proximity to home/work and/or poor website navigation
| like having the ability to sample different foods 17% 17% 18% 18%
My store doesn'’t offer online shopping 10% 17% 8% 6%
| can also eat a meal while in the store 7% 11% 6% 5%
| like to see in-store demonstrations by chefs 7% 7% 6% 6%
*Among shoppers who indicated making grocery purchases in stores
Chart 12:
Picking up online grocery orders in stores is most popular among all
generations...
90% -
81%
oL
g 80% 74%
& 2%
0, -
g 0% 64%
»
59%
2 60% -
Q
8
o 50% -
o 42% 41%
= 40% -
(o]
I 30% - 28%
LY
o
k= 20% -
Q
<
2 10% -
0% - T
Pick up in store Delivered by the retailer to home Shipped by mail/courier service to
home

u All Respondents
Generation X (37-52 years old)

= Millennials (18-36 years old)

= Baby Boomers (53-71 years old)

CONSUMER SERIES, Sept. 8, 2017

Page 8




A%

ICSC

Chart 13:

For nearly all types of grocery formats, the largest share of shoppers who
purchase groceries online picks them up in store...
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SECTION D: ADDITIONAL INSIGHTS
Chart 14:

Percent of In-Store Grocery Shoppers
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Percent of In-Store Grocery Shoppers*

Chart 15:

The greatest share of shoppers takes advantage ofloyalty programs, in-store sales and
food samples when offered. The fewest shoppers use online/mobile ordering...
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Table 3:

The largest shares of adults believe the most likely changes in the grocery industry over the next five years will impact

ordering and pick-up...

. Mean (1=Not Likely: |Percent of All Respondents Who
Rank Potential Changes at Grocery Stores 5=Very Likely) Indicated Likely/Very Likely
| will be able to order my groceries online and then pick them up curbside at
1 3.8 62%
the grocery store
When | see an ad somewhere for an item, | can scan a code on my phone
2 to place it in an online virtual shopping cart and then pick up at the grocery 3.5 53%
store later
3 | will be able to walk into a grocery store, select my items, then walk out of 33 46%
the store without having to check out through a cashier ’ ?
4 1 will rgcel've personal recommendations on my phone while grocery 39 44%
shopping in stores
5 Grocery stores will be highly curated and designed, offering restaurant-style 29 30%
experiences ) ’
| will be able to use a drive-through, order a limited number of items through o
6 . . 2.8 32%
a speaker and then pick them up at a window
7 Grocery stores will use robots to stock items and clean the stores 2.6 24%
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Table 4:
Willingness to try newfood items and purchasing fresher ingredients are at the top of shoppers minds...
Percent of Respondents in Agreement With Each Statement
Millennials Generation X | Baby Boomers
All R

espondents( o 26 vears old) |(37-52 years old) (53-71 years old)
i:ar: ?n?ir:ewnlmg to try new food items when shopping in store rather 72% 70% 75% 72%
Igzggg more often so | can purchase fresher ingredients, produce and/or 62% 65% 60% 61%
Being able to sample foods is helpful when deciding what to purchase 52% 60% 50% 48%
! am mpre willing to buy food items in store when additional information 49% 53% 47% 47%
is provided near the product
My grocery./ shopping habits have changed in the past year, as | look for 449 529% 40% 42%
more specific goods and product selections
| prefer shopping at grot?ery st_ores that have open areas with different 37% 40% 39% 33%
stations, rather than strictly aisles
| have noticed .the stores where | shop for groceries are offering a 30% 36% 30% 26%
smaller selection
I like going to grocery stores that have seating areas/counters where 249 36% 20% 18%
you can eat/drink

Table S:

The most likely result of Amazon acquiring Whole Foods are Amazon Prime

members getting exclusive offerings...

Percent of
Respondents*

Amazon Prime members will get exclusive offerings at Whole Foods 47%
It will provide greater options for buying groceries online 46%
In-home delivery options will significantly improve 38%
It will accelerate technological changes in Whole Foods stores 30%
Whole Foods will lose its core identity 28%
It will make healthy food more widely available to all people 26%
It will lower grocery prices 26%
Whole Foods stores will have more grocery products to choose from 23%
There will be significant changes made to the Whole Foods loyalty 16%

0
program
It will be easier to get non-grocery items ordered through Amazon, such
as books or small electronics because | will not have to wait for delivery 15%
and can pick them up at Whole Foods instead

*Among individuals who indicated knowing Amazon made a bid to purchase Whole Foods

While every effort is made to ensure the accuracy and reliability of the information contained in this report, ICSC does not guarantee and is not responsible for the accuracy,
completeness or reliability of the information contained in this report. Use of such information is voluntary, and reliance on it should only be undertaken after an independent
review of its accuracy, completeness, efficiency, and timeliness. © 2017. This publication is included in ICSC’s Albert Sussman e-Library, which is part of Ebsco Publishing’s

products.
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