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BUSINESS 4 MIN READ

Americans are worried about Grocery prices have jumped up, and

grocery prices again, and they’re there's no relief in sight
making changes

SEPTEMBER 19, 2025+ 5:30 AM ET

UPDATED AUG 8, 2025

v~ 13 Nathaniel Meyersohn The COSt Of groceries in
America rockets

Food-price inflation is nearly three times higher than pre-pandemic
forecasts

U.S. NEWS

The vast majority of US adults are stressed
REAKING | EUsNEsS about grocery costs, an AP-NORC poll finds

Almost 90% Of Americans Are

. RN 9 in 10 Americans Are Changing How
Worried About The Cost Of Groceries 2 g o e ceries to Save Money —
By Mary Whitfill Roeloffs, Forbes Staff. Mary Roeloffs is a Forbes breaking... v i Follow Author Even High Earners

Budget pressures are pushing shoppers to cut treats, switch brands, and rethink
where they shop.

Published Aug ©4, 2025, 01:09pm EDT. Updated Aug 04, 2025, 01:40pm EOT

By Nicolette Baker Published on April 26. 2025

DATALIVE 2.0 2025 FOOD AND BEVERAGE / 2



‘& Y sHEVERYTHY,
- R 9\

Sadies
MILD

RELISH

l\\ ¥ NATURAL = MABE

DOUBLE IPA 5
MIXED PACK ===

BOLD %
§ TN
TROPICAL

DATALIVE 2.0 O¥ 2025

FLisH EVERYTHIN
) L
HOT.

RELISH

WITH A KICK! VEGAN . .1 NATURAL = MABEIY
WeT T 602 8 4569

FOOD AND BEVERAGE / 3




QUANTITATIVE
RESEARCH

And believe

in the power
of data.

FOCUS
GROUPS

SOCIAL
LISTENING

SYNDICATED
RESEARCH
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WHAT DRIVES
SWITCHING?

ARE STORE BRANDS WILL
A THREAT? THEY PAY

MORE?

HOW CAN WE FOODTOK???
WIN THEM OVER?
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Our shoppers.

%
14 10% 11%

18-24 25-34 35-44 45-54 55-64 65+

Age

41%

Female Male

Gender

Latino
Asian Xigzgan

Race

Marital Status

Widowed
Divorced Engaged

Cohabitative ‘

Married

DATALIVE 2.0 O¥ 2025

Household Income

24*

14

< $50K $50K- $125K+ No
$124K Answer

Education

(@)
o8

High School or Less

Some College
(2- or 4-year degree)

Master's or PhD
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Children

Purchasing tor the family.

Have Children

Number in House

25%

19*%

13*%

5 or 6-10 11-15 15-20 21+
Less

Age

Household Size

11*

Live Two Three Four Five 6 >
Alone
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Marital Status

Widowed E Engaged

Divorced

Married

Shopping Role
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Where's

the register
ringing”

Walmart
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Brand loyalty lives in
unexpected spaces.
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OUR
HYPO

THESIS.
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THE
REALITY.

Price Consciousness
3 |

.

CoNSCIOUSNES?
Fri(E 5 R i§ING.

Somewhat Less

Significantly More Somewhat More Haven't Changed

7

1%
Significantly Less
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But, brand still carries more weight
than price across almost all grocery categories.

Eggs

Canned veggies

Frozen veggies

| 31% |

| 30* |

| 29% |
Milk 26% |
| 26" |
| 25% |

Spices
Rice/grains
Pasta
Baking
ingredients 22%‘
Completely s Equally influenced Completely
driven by price =5 by price and brand driven by brand
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Chips/
salty snacks

Frozen meals

Ice cream/
frozen novelties

Cheese

Bread

Frozen pilzza

Canned soup
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But, brand still carries more weight
than price across almost all grocery categories.

Completely

driven by price

Equally influenced
by price and brand

® Completely

driven by brand

Crackers

Sauces

Cookies/
candies

Juice

Yogurt

Sour cream/
cottage cheese

Condiments
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Brand pretference is

ESPECIALLY notable in everyday items.



Shoppers are most loyal to
brands in everyday categories like

coffee, soda, cereal, and condiments.

Coff
Sod
Ce 1
Condiment
Completely Z@E Equally influence d BEes Completely
driven by price =i by price and brand e driven by brand
0O 2

% Non-negotiable

% Non-negotiable

% Non-negotiable
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So, what does “brand” even mean
when it comes to grocery items?



First, let’s unpack the

drivers behind name brand purchasing.

I love the taste

I trust the quality

Familiar with or used products
Feel more premium

Options the brand offers

Seems healthier or better

Reminds me of positive memories
Packaging appealing/convenient
Feel good on how others view brand

I've seen ads

Other

DATALIVE 2.0 O¥ 2025

Reasons for Buying Brands

31*%

31*%

27%

18*%

11*
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Why are these aspects so
important to shoppers?
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“T try to look for
consistency. I am price
conscious, but I also

want the food to taste
the same from occasion
to occasion.”

Why are these aspects so
important to shoppers?
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“T try to look for
consistency. I am price
conscious, but I also “Nutrition facts and

want the food to taste reliability are ultimately
the same from occasion what makes me decide on
to occasion.” a product.”

Why are these aspects so
important to shoppers?
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“T try to look for
consistency. I am price
conscious, but I also “Nutrition facts and

want the food to taste reliability are ultimately
the same from occasion what makes me decide on
to occasion.” a product.”

Why are these aspects so
important to shoppers?

'""Name brands have something
that sets their quality

apart from other options.”
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Brand stands for an
EXPECTATION of a certain
taste, texture, quality,
or nutritional value.
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WHAT DOES
THIS MEAN
' FOR BRAND

) QD AND BEVERAGE
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A brand trying to gain loyalty?

- m
oe ?ﬂ;x “',
.&h&"
S $HRaE
Taste Trust 1n Familiarity

quality

The top three drivers tor brand choice all suggest
that the shopper has had experience with the brand.



SO, HELP
THEM EXPERIENCE
YOUR BRAND!
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A brand

that already
has loyalty?

Don't get lazy!

Maintain product
quality, and innovate
when necessary.
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< Posts
kingarthurbaking

A b rO n d kingarthurbaking @

that already
has loyalty?

' WHITE CHOCOLATE
JESSICA BATTILANA

STAFF EDITOR, KIMG ARTHUR BAKING

Remind consumers
why they love you and
build community.

i King Arthur Baking's Jessica Baliians

I8 Liked by kel.lauren and 160 ather

Q ®
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SPEAKING OF
SUBSTITUTING!
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Shoppers go the distance
tor brands they love.

Purchase from different
store where it's in stock

Wait and come back
for it another time

Buy generic/store brand

Skip it and go without

Choose a different
name brand I recoghize

Try a new brand I've
never bought before

Other

When Brand Is Unavailable

31*

30%

17*%
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ot aut-ucase suggest
convenience is king?
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re likely
to go to another store or wait

tor a brand they love vs. buying
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But it likely comes back to price
consciousness at the end of the day.



SEEMS
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“1’7d rather buy brand
names I trust and save

money by not having to
throw 1t out.”
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THE
FINANCIAL
COST. -
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THE
HAPPINESS
COST.
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Challenger brands,
how can you convince
a shopper to substitute
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Data shows choices are multifaceted.

Familiarity with the
substitute brand

Price

Prior positive experience
with the substitute

Brand reputation

Promotional deal/discount

Ingredients/
nutritional content

Recommendations/reviews

Packaging/design

Location/placement
in the store

Factors for Choosing Alternative

60*

57%

24

19*%
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“Tt depends on whether

I’ve tried it before.”

“T check the ingredients
“/My husband will
consult online reviews

and go with a brand I’ve
heard of and trust.”

before picking out a
particular brand he
hasn’t tried before.”
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To win at the shelf,
look tor ways your packaging can

appeal to brand loyalist desires.
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BODYARMOR

Complete rebrand

with a packaging
overhaul going for
Gatorade loyalists.

Bottle design updates based
on data and differentiators:

Flavor front and center
Real fruit imagery

Nutrition claims on front
of bottle, not the back

FOOD AND BEVERAGE / 54



SOMETIMES,
THE SUBSTITUTION
WINNER IS THE
STORE BRAND.
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I_e't’s re\/isit price This opens the door But of course, even here,

for value-driven brands. store brand matters.

CO“SCiousness. Especially private labels.

1* Not Sure

\

Price Consciousness

3%
Somewhat Less

Significantly More 25 Somewhat More Haven't Changed

1%
Significantly Less
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Store brand trust, a nuanced tale.

Store Brand Trust Seeking Out Store Brand
Wegmans Wegmans
Walmart
Trader Joe's
Aldi
Aldi
Trader Joe's
T t
arse Target 24*
Walmart Tops
Tops Other 14

Don't trust
at all

Completely

Neutral frust
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Wegmans has massive
consumer trust and preference.

Store Brand Trust Seeking Out Store Brand

Wegmans Wegmans §

Don't trust S
at all s Neutral

Completely
trust
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Meanwhile, Walmart stands out
as a polarizing chain.

Store Brand Trust Seeking Out Store Brand

Walmart

Walmart

Don't trust S
at all s Neutral

Completely
trust
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Quality

Good experience with brand
Price

Good value for money
Consistency

Ingredients

Flavor options

Like to support the store
Seem healthier than others
Reflects well on me
Packaging

Other

DATALIVE 2.0 2025
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“The quality is really solid,
and the prices are fair. A lot
of their products taste just as
good - or better - than name

“High-quality tasting brands. Plus, I shop at Wegmans
products and better priced often, so it’s convenient and
than name brands. They easy to trust their brand.”

also stand 100% behind
their name brand products.
They have good rep.”

“T grew up going to Wegmans
and worked there. I love

“Trusted brand, and they their brand/mission and
always have the items pricing. Their guality
in stock. Consistency.” is also great.”
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Walmart 3

Price

Quality

Good value for money

Good experience with brand
Consistency

Flavor options

Ingredients

Like to support the store

Packaging

Reflects well on me

Seems healthier than others

Other
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“Tt’s usually cheaper and
honestly just as good for
a lot of things. I’ve used
Great Value for basics like
pasta or canned goods, and
it’s never let me down. No

reason to pay more when it
does the job.”

““Because Walmart’s
Great Value is just
that, a great value.”

“T buy Great Value because
it’s budget-friendly, usually
tastes the same as name brands,
and helps me save money o0n
everyday staples without
sacrificing quality.”

“Walmart store brands
are usually significantly
cheaper than national
brands for nearly identical
products.”
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What do these retailer
insights mean tor marketers?



What do these retailer
insights mean tor marketers?



What do these retailer
insights mean tor marketers?




What do these retailer
insights mean tor marketers?




BAY
EASONING

DOUBLING
DOWN ON
or over 70 years LOYA LTYQ

WT 6 0Z 170 g CHIC.KEN

©

For Seafood,
Poultry, Salads,
Meats
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The power of people.

Influential Content Discovery Through Social

Word of mouth from
friends/family

Social media

In-store signage/displays

'

Product sampling

Online recipes/cooking demos

Online searches 20*
TV/streaming ads 20*
- 7 %
Food-focused website/apps 19 Sometimes
Online banner ads 11*
Brand-specific websites 11%

Emails/newsletters 8

Blogs/forums 8

None of the above % 33* Never

Radio/podcast ads %

Other

B E
2
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Influential social platforms.

Unaided
67* ezt mentions
62*%
50*%
42%
31*
23*% 2%
16*
10 12%
) % 6% %
( 5 0% W 0% S5 0%
Instagram TikTok YouTube Facebook Pinterest Reddit Snhapchat
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“T saw a TikTok where someone made a quick

dinner using Aldi’s red bag chicken. They

were super casual, just showing how crispy

it gets in the air fryer, and it looked

really good. They said it tastes like fast “T believe the first
food chicken, which caught my attention. time I was exposed to
It felt honest, not like a sponsored post, Poppi and Olipop was
so I decided to try it - and it actually through sponsored ads
lived up to the hype.” on Instagram."

“The person delivering the content.
They don’t have to be famous, but
it needs to be interesting and they
need to sound/act authoritative yet
relatable.”
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| Recipes, reviews,
and trends

.| Built on authenticity
and practicality

billion views



NEWS

Cottage cheese shortage The Tik lok Feta Effect

Spu.rred by viral TikTok Cheese suppliers have been swept up in the video recipe
recipes phenomenon known as baked feta pasta.

e . h k ol
Chef Tini Younger's Impact Goes Way ok recionct a ton aomie ani

TikTok recipes: ‘A few people canhave a

Bevond Mac & Cheese !ﬁfﬁii"ﬂ‘_'e""e’
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IDENTIFY WHERE
YOUR BRAND AND
THESE TRENDS MEET.




PROVIDE A
VALUE FOR
AUDIENCES.

-
30 days of 26 minu ;: b
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AUTHENTICITY
OVER POLISH.
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Find the right intluencers.

oooooooooooooooooo



Find the right intluencers.
| ean into their brand.

EEEEEEEEEEEEEEEEEE



Find the right intluencers.
| ean into their brand.
And pay them.

EEEEEEEEEEEEEEEEEE
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oL 5GY @

4 Q Sam way

SAM WAY

@SAMSEATS

LT A
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https://www.tiktok.com/@samseats?lang=en

oL 56 @A

4 Q Sam way

SAM WAY

@SAMSEATS

LT A

RELATABLE?
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https://www.tiktok.com/@samseats?lang=en

oL 56 @A

4 Q Sam way

SAM WAY

@SAMSEATS

LT A

RELATABLE?
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https://www.tiktok.com/@samseats?lang=en

oL 56 @A

4 Q Sam way

SAM WAY

@SAMSEATS

LT A

RELATABLE? UNIQUE?
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https://www.tiktok.com/@samseats?lang=en

oL 56 @A

4 Q Sam way

SAM WAY

@SAMSEATS

LT A

RELATABLE? UNIQUE?

]
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https://www.tiktok.com/@samseats?lang=en

oL 5GY @

£ Q Sam Way ..'_.;
:
11  @SAMSEATS
RELATABLE? UNIQUE?

]

INGREDIENT
FOCUSED?
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https://www.tiktok.com/@samseats?lang=en

oL 5GY @

4 Q Sam way

SAM WAY

@SAMSEATS
RELATABLE? UNIQUE?
'-_-:
INGREDIENT
FOCUSED?

]
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SMITH
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https://www.tiktok.com/@naraazizasmith?lang=en

NARA
SMITH

@NARAAZIZASMITH

RELATABLE?


https://www.tiktok.com/@naraazizasmith?lang=en

- NARA
SMITH

@NARAAZIZASMITH

RELATABLE?

]


https://www.tiktok.com/@naraazizasmith?lang=en

- NARA
SMITH

@NARAAZIZASMITH

RELATABLE? PREMIUM?

]


https://www.tiktok.com/@naraazizasmith?lang=en

- NARA
SMITH

@NARAAZIZASMITH

RELATABLE? PREMIUM?

() ]


https://www.tiktok.com/@naraazizasmith?lang=en

- NARA
SMITH

@NARAAZIZASMITH
RELATABLE? PREMIUM?
TALK

FACTOR?
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- NARA
SMITH

@NARAAZIZASMITH

RELATABLE? PREMIUM?
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TALK
FACTOR?



https://www.tiktok.com/@naraazizasmith?lang=en

- NARA
SMITH

@NARAAZIZASMITH
RELATABLE? PREMIUM?
TALK HIGH
FACTOR? ENGAGEMENT?
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- NARA
SMITH

@NARAAZIZASMITH

RELATABLE?

]

TALK
FACTOR?

PREMIUM?

]

HIGH
ENGAGEMENT?

]
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@THERES.FOOD.AT.HOME
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https://www.tiktok.com/@theres.food.at.home?lang=en

AUGUST

@THERES.FOOD.AT.HOME

RELATABLE?
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AUGUST

@THERES.FOOD.AT.HOME

RELATABLE?

DATALIVE 2.0Q0% 2025 FOOD AND BEVERAGE / 103


https://www.tiktok.com/@theres.food.at.home?lang=en

AUGUST

@THERES.FOOD.AT.HOME

RELATABLE? PREMIUM?
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https://www.tiktok.com/@theres.food.at.home?lang=en

AUGUST

@THERES.FOOD.AT.HOME

RELATABLE? PREMIUM?

)
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https://www.tiktok.com/@theres.food.at.home?lang=en

AUGUST

@THERES.FOOD.AT.HOME
RELATABLE? PREMIUM?
o
BRAND

DEEP DIVE?
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https://www.tiktok.com/@theres.food.at.home?lang=en

AUGUST

@THERES.FOOD.AT.HOME
RELATABLE? PREMIUM?
o
BRAND
DEEP DIVE?
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https://www.tiktok.com/@theres.food.at.home?lang=en

AUGUST

@THERES.FOOD. AT HOME
RELATABLE? PREMIUM?
&
BRAND
DEEP DIVE? IN=STORE?

DATALIVE 2.0Q0% 2025 FOOD AND BEVERAGE / 108


https://www.tiktok.com/@theres.food.at.home?lang=en

DATALIVE 2.0Q0% 2025

AUGUST

@THERES.FOOD. AT HOME
RELATABLE? PREMIUM?
&
BRAND
DEEP DIVE? IN=STORE?

]
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MEET ALEX

DISPENCE
. (AKA @SUPCHEF)
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QUESTIONS?
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THANK &5 YOU!
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