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cwbono032099 Sadie's Label
Finished 8" x 2.25" 
CMYK

Sadie’s WNY INC., Buffalo, NY 
sadiesfoods.com
Follow us on social @sadiesfoods

TRY IT ON
burgers • hot dogs • tacos
salad • meatloaf • chips   
barbecue • vegetables 

charcuterie boards • eggs  
biscuits • sandwiches • rice 

Ingredients: Cabbage, Vinegar, 
Onion, Sweet Bell Peppers (orange, 
yellow and red), Tomatoes, Sugar, 
Hot Peppers (Hungarian and jalapeño), 
Salt, Mustard Seed, Celery Seed

   There are a thousand ways to eat 
SADIE’S RELISH. Because it’s more
     than just a condiment – it’s the 
MAIN EVENT. Filled to the brim with 
      the HIGHEST QUALITY PRODUCE, 
each jar packs a MOUTHWATERING PUNCH
     that will inspire you to RELISH EVERYTHING.
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REFRIGERATE AFTER OPENINGNET WT 16OZ (1LB) 456g

 MILD
RELISH

cwbono032099 Sadie's Label
Finished 8" x 2.25" 
CMYK

Ingredients: Cabbage, Vinegar, Onion, 
Sweet Bell Peppers (orange, yellow and 
red), Tomatoes, Sugar, Red Chili Peppers, 
Hot Peppers (Hungarian and jalapeño), 
Salt, Mustard Seed, Celery Seed

TRY IT ON
burgers • hot dogs • tacos
salad • meatloaf • chips   
barbecue • vegetables 

charcuterie boards • eggs  
biscuits • sandwiches • rice 

   There are a thousand ways to eat 
SADIE’S RELISH. Because it’s more
     than just a condiment – it’s the 
MAIN EVENT. Filled to the brim with 
      the HIGHEST QUALITY PRODUCE, 
each jar packs a MOUTHWATERING PUNCH
     that will inspire you to RELISH EVERYTHING.

Sadie’s WNY INC., Buffalo, NY 
sadiesfoods.com
Follow us on social @sadiesfoods

SCAN
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NET WT 16OZ (1LB) 456g

RELISH
 WITH A KICK! 

HOT

REFRIGERATE AFTER OPENING

We believe in the 
power of brands.
We believe in the 
power of brands.
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And believe  
in the power  
of data.

FOCUS  
GROUPS

SOCIAL 
LISTENING
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QUANTITATIVE 
RESEARCH

SYNDICATED 
RESEARCH

IDIs



QUALITY 
ASSURANCE

PARTICIPANTSPROPRIETARY 
CONSUMER PANEL

NATIONWIDE

CONSUMER 
PORTAL

BEYOND 
SECURE

CONSUMER 
INSIGHTS

1.7K+

PRIMARY 
RESEARCH
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INTRODUCING

-
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HOW CAN WE  
WIN THEM OVER?

WILL  
THEY PAY  
MORE? 

ARE STORE BRANDS  
A THREAT?

WHAT DRIVES 
SWITCHING?

FOODTOK??? 
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RESPONDENTS 
AGED 18+

AT LEAST  
SOMEWHAT INVOLVED  
IN GROCERY SHOPPING 

NEW YORK  
STATE

10-minute 
survey. JUNE/JULY '25

CONFIDENCE  
WITH +/-5% 
ERROR RATE

95%

400
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Our shoppers.

Age Gender

Household IncomeMarital Status Education

Race

Hispanic

Married

Engaged

Single

Cohabitative

Divorced

Widowed

Black

Asian Native 
American

Latino

73%

14%

Female Male

58% 41%

6%

4%

2%

2%

3% 1%

1%

$50K– 
$124K

$125K+< $50K No 
Answer

14%

59%

24%

3%

29%
33%

14%

10% 11%

4%

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

High School or Less

Some College  
(2- or 4-year degree)

Master's or PhD

68%

24%

8%
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White87%

4%

6%



Purchasing for the family.
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Share Roles

Influence

Primary77%

18%

5%

67%

Have Children Number in House

Age

Ch
il
dr
en

6-10 11-155 or 
Less

15-20 21+

36%

42%

25%

13%

19%

11%

23%

28%
30%

8%

1%

Live 
Alone

Two Three Four Five 6 >

12%  
None

34%  
One

47%  
Two

6%  
Three+

Shopping RoleHousehold Size Marital Status

Married

Engaged

Single

Cohabitative

Divorced

Widowed

73%

14%

6%

4%

2%

2%



Where’s  
the register 
ringing?

56% 55%

42%

37%

28%

31% 32%

CO-OPS
26%

7%

OTHER

26%
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SHALL WE DINE?
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Unpacking

loyalty.

Brand loyalty lives in  
unexpected spaces. 
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OUR  
HYPOTHESIS.

Inflation and economic  

uncertainty have  

price consciousness rising.
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OUR  
HYPOTHESIS.

So shoppers will prioritize  

brand names for special  

occasions and purchase  

everyday items based on price.
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Yes, price consciousness is rising.

Yes,  
price consciousness  

is rising.
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Significantly More

27% 38%

Somewhat More

30%

Haven't Changed

3%  
Somewhat Less

1%  
Significantly Less

1% Not Sure

ThE 
REALITY.
Price Consciousness



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

-
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Eggs

Canned veggies

Frozen veggies

Milk

Spices

Rice/grains

Pasta

Baking 
ingredients

31%

30%

29%

26%

26%

25%

23%

22%

42%

41%

42%

39%

43%

47%

42%

48%

27%

29%

29%

34%

32%

28%

35%

30%

Completely  
driven by price

Equally influenced 
by price and brand

Completely  
driven by brand



But, brand still carries more weight  
than price across almost all grocery categories.
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Chips/ 
salty snacks

Frozen meals

Ice cream/ 
frozen novelties

Cheese

Bread

Frozen pizza

Canned soup

Crackers

Sauces

Cookies/ 
candies

Juice

Yogurt

Sour cream/ 
cottage cheese

Condiments

55%

51%

50%

50%

49%

47%

47%

8%

9%

9%

14%

12%

11%

11%

37%

40%

40%

36%

39%

41%

42%

13%

13%

8%

17%

11%

17%

14%

47%

47%

47%

46%

46%

45%

41%

40%

40%

45%

43%

43%

39%

45%

Completely  
driven by price

Equally influenced 
by price and brand

Completely  
driven by brand



THE BIGW   W?W   W?
Brand preference is  

ESPECIALLY notable in everyday items. 

-
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Shoppers are most loyal to  
brands in everyday categories like  

coffee, soda, cereal, and condiments.
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Coffee

Soda

Cereal

8%

7%

10%

37%

39%

44%

56%

54%

47%

Condiments 14% 41% 45%

Completely  
driven by price

Equally influenced 
by price and brand

Completely  
driven by brand

5% Non-negotiable

7% Non-negotiable

7% Non-negotiable



Suggests shoppers don’t want to  
have to analyze every choice they make.  

Once they know and love a brand,  
auto-purchase is activated.

What gets them to this point of loyalty? 

-
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Branding in the grocery space is so  
nuanced compared with other categories.
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So, what does “brand” even mean  
when it comes to grocery items?
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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

Reasons for Buying Brands

63%

62%

57%

31%

31%

27%

22%

18%

14%

11%

3%
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Why are these aspects so  
important to shoppers?

-
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Why are these aspects so  
important to shoppers?

“�I try to look for 
consistency. I am price 
conscious, but I also 
want the food to taste 
the same from occasion 
to occasion.”

-
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Why are these aspects so  
important to shoppers?

“�I try to look for 
consistency. I am price 
conscious, but I also 
want the food to taste 
the same from occasion 
to occasion.”

“�Nutrition facts and 
reliability are ultimately 
what makes me decide on  
a product.”
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Why are these aspects so  
important to shoppers?

“�I try to look for 
consistency. I am price 
conscious, but I also 
want the food to taste 
the same from occasion 
to occasion.”

“�Nutrition facts and 
reliability are ultimately 
what makes me decide on  
a product.”

"�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 
managers?
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A brand trying to gain loyalty?

Taste Trust in  
quality

Familiarity

The top three drivers for brand choice all suggest  
that the shopper has had experience with the brand. 
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So, help  
them experience  

your brand!
-
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Get your product in their hands  
in a positive – and shareable – way.
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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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A brand  
that already  
has loyalty?
Remind consumers  
why they love you and 
build community.
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Don't give shoppers a reason to go elsewhere.



Speaking of 
substituting!
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Shoppers go the distance  
for brands they love.

-
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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 recognize

Try a new brand I've 
never bought before

Other

When Brand Is Unavailable

44%

41%

34%

31%

30%

17%

1%



But wait, didn't the idea 
of auto-purchase suggest 

convenience is king?
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Yet shoppers are more likely  
to go to another store or wait 

for a brand they love vs. buying 
a generic or alt brand?

-
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SEEMS 
BONKERS.
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SEEMS

BONKERS.

But it likely comes back to price  
consciousness at the end of the day.
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SEEMS

BONKERS.

“��I’d rather buy brand  
names I trust and save 
money by not having to 
throw it out.”
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There’s a 
hidden cost 

to trying 
something new. 
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The  
financial  
cost. 

new product $ + trusted product $  

= more money in the long run
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The  
TIME  
COST. 

looking for something new  

+ trying something new  

+ going back for old faithful
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The  
HAPPINESS 
COST. 

  wasted money and time >  

initial cost savings
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Challenger brands,  
how can you convince  

a shopper to substitute?
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Data shows choices are multifaceted. 

-
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Prior positive experience  
with the substitute

Price

Familiarity with the 
substitute brand

Brand reputation

Promotional deal/discount

Ingredients/ 
nutritional content

Recommendations/reviews

Packaging/design

Location/placement 
in the store

Factors for Choosing Alternative

60%

57%

55%

47%

45%

45%

29%

24%

19%



Data shows choices are multifaceted. 

Prior positive experience  
with the substitute

Price

Familiarity with the 
substitute brand

Brand reputation

Promotional deal/discount

Ingredients/ 
nutritional content

Recommendations/reviews

Packaging/design

Location/placement 
in the store

Factors for Choosing Alternative

60%

57%

55%

47%

45%

45%

29%

24%

19%

“�I check the ingredients  
and go with a brand I’ve 
heard of and trust.”

�“�My husband will 
consult online reviews 
before picking out a 
particular brand he 
hasn’t tried before.”

“�It depends on whether  
I’ve tried it before.”
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To win at the shelf,  
look for ways your packaging can  
appeal to brand loyalist desires. 
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of consumers always 
read the ingredients/
nutrition facts 

Their data suggested 

BODYARMOR

59%
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Bottle design updates based  
on data and differentiators:

  �Flavor front and center

  �Real fruit imagery 

  �Nutrition claims on front  
of bottle, not the back  

Complete rebrand  
with a packaging  
overhaul going for 
Gatorade loyalists.

BODYARMOR



Sometimes,  
the substitution  

winner is the 
store brand.
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SO,  
what’s the 

hype?
-
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Let’s revisit price 
consciousness.

This opens the door  
for value-driven brands.  
Especially private labels.

But of course, even here, 
store brand matters. 

-
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Significantly More

27% 38%

Somewhat More

30%

Haven't Changed

3%  
Somewhat Less

1%  
Significantly Less

1% Not Sure
Price Consciousness



Store brand trust, a nuanced tale.
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Wegmans Wegmans

Trader Joe's
Walmart

Aldi
Aldi

Target

Trader Joe's

Walmart

Target

Tops

Tops

Other

52%

35%

30%

29%

24%

19%

14%40%

41%

44%

49%

60%

70%

54%

44%

52%

46%

38%

29%

6%

14%

4%

5%

2%

1%

Don't trust 
at all Neutral Completely 

trust

Store Brand Trust Seeking Out Store Brand
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Wegmans has massive  
consumer trust and preference.

Wegmans Wegmans

Trader Joe's
Walmart

Aldi
Aldi

Target

Trader Joe's

Walmart

Target

Tops

Tops

Other

52%

35%

30%

29%

24%

19%

14%40%

41%

44%

49%

60%

70%

54%

44%

52%

46%

38%

29%

6%

14%

4%

5%

2%

1%

Don't trust 
at all Neutral Completely 

trust

Store Brand Trust Seeking Out Store Brand



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

Wegmans Wegmans

Trader Joe's
Walmart

Aldi
Aldi

Target

Trader Joe's

Walmart

Target

Tops

Tops

Other

52%

35%

30%

29%

24%

19%

14%40%

41%

44%

49%

60%

70%

54%

44%

52%

46%

38%

29%

6%

14%

4%

5%

2%

1%

Don't trust 
at all Neutral Completely 

trust

Store Brand Trust Seeking Out Store Brand
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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

68%

63%

29%

59%

26%

53%

22%

50%

9%

29%

8%

1%
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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

68%

63%

29%

59%

26%

53%

22%

50%

9%

29%

8%

1%

“�The quality is really solid, 
and the prices are fair. A lot 
of their products taste just as 
good – or better – than name 
brands. Plus, I shop at Wegmans 
often, so it’s convenient and 
easy to trust their brand.”

“�I grew up going to Wegmans 
and worked there. I love 
their brand/mission and 
pricing. Their quality  
is also great.”

�“�Trusted brand, and they 
always have the items 
in stock. Consistency.”

“�High-quality tasting 
products and better priced 
than name brands. They  
also stand 100% behind 
their name brand products.  
They have good rep.”

-
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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

56%

43%

20%

42%

17%

30%

14%

29%

14%

24%

11%

0%
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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

56%

43%

20%

42%

17%

30%

14%

29%

14%

24%

11%

0%

“�I buy Great Value because  
it’s budget-friendly, usually 
tastes the same as name brands, 
and helps me save money on 
everyday staples without 
sacrificing quality.”

“�Walmart store brands  
are usually significantly 
cheaper than national 
brands for nearly identical 
products.”

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

“�It’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.”
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What do these retailer  
insights mean for marketers?
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What do these retailer  
insights mean for marketers?

  �Know your audience 
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What do these retailer  
insights mean for marketers?
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  �Know your audience

  �Know THEIR audience



What do these retailer  
insights mean for marketers?

  �Know your audience

  �Know THEIR audience

  �Understand how your  
brand fits in that intersection
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Doubling  
Down on  
Loyalty.
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The power of people.

-
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Very Often

26%

Sometimes

41%

33% Never

Discovery Through Social

Word of mouth from 
friends/family

Social media

In-store signage/displays

Product sampling

Online recipes/cooking demos

Online searches

TV/streaming ads

Food-focused website/apps

Online banner ads

Brand-specific websites

Emails/newsletters

Blogs/forums

None of the above

Radio/podcast ads

Other

54%

39%

38%

34%

28%

20%

20%

19%

11%

11%

8%

8%

7%

7%

3%

Influential Content



Influential social platforms.
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Instagram TikTok YouTube Facebook Pinterest Reddit Snapchat X

67%

23%

62%

31%

50%

10%

42%

22%

16%

5%

12%

0%
6%

0% 5%
0%

Prompted Unaided 
mentions



Influential social platforms.

Instagram TikTok YouTube Facebook Pinterest Reddit Snapchat X

67%

23%

62%

31%

50%

10%

42%

22%

16%

5%

12%

0%
6%

0% 5%
0%

Prompted Unaided 
mentions

“�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.”

“�I believe the first  
time I was exposed to  
Poppi and Olipop was 
through sponsored ads  
on Instagram."

“�I 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 
food chicken, which caught my attention. 
It felt honest, not like a sponsored post, 
so I decided to try it – and it actually 
lived up to the hype.”
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  �Recipes, reviews,  
and trends

  �Built on authenticity 
and practicality

billion views



-
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The TikTok  
effect is REAL.



1

Identify where  
your brand and  

these trends meet.
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2

Provide a  
value for  
audiences.

-
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3

Authenticity  
over polish.

-
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4

Tap influencers  
to drive purchase 

consideration.

-
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Find the right influencers.  
  

-
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Find the right influencers.  
Lean into their brand.  

-
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Find the right influencers.  
Lean into their brand.  

And pay them.

-
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You may need  
to relinquish 
some creative 

control (YIKES). 
-
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Speaking  
of the right 
influencer.

-
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SAM WAY
@samseats

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


-
DATALIVE 2.0  2025  �  FOOD AND BEVERAGE / 86

RELATABLE?

SAM WAY
@samseats

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


-
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RELATABLE?

SAM WAY
@samseats

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


-
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RELATABLE? UNIQUE?

SAM WAY
@samseats

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

SAM WAY
@samseats

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

INGREDIENT 
FOCUSED?

SAM WAY
@samseats

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


-
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RELATABLE? UNIQUE?

INGREDIENT 
FOCUSED?

SAM WAY
@samseats

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


-
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NARA  
SMITH
@naraazizasmith

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

NARA  
SMITH
@naraazizasmith

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


-
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RELATABLE?

NARA  
SMITH
@naraazizasmith

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

NARA  
SMITH
@naraazizasmith

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


-
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RELATABLE? PREMIUM?

NARA  
SMITH
@naraazizasmith

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


-
DATALIVE 2.0  2025  �  FOOD AND BEVERAGE / 97

RELATABLE? PREMIUM?

TALK  
FACTOR?

NARA  
SMITH
@naraazizasmith

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


-
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RELATABLE? PREMIUM?

TALK  
FACTOR?

NARA  
SMITH
@naraazizasmith

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


-
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RELATABLE? PREMIUM?

TALK  
FACTOR?

HIGH 
ENGAGEMENT?

NARA  
SMITH
@naraazizasmith

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


-
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RELATABLE? PREMIUM?

TALK  
FACTOR?

HIGH 
ENGAGEMENT?

NARA  
SMITH
@naraazizasmith

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


-
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AUGUST
@theres.food.at.home

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

AUGUST
@theres.food.at.home

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


-
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RELATABLE?

AUGUST
@theres.food.at.home

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

AUGUST
@theres.food.at.home

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


-
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RELATABLE? PREMIUM?

AUGUST
@theres.food.at.home

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


-
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RELATABLE? PREMIUM?

BRAND 
DEEP DIVE?

AUGUST
@theres.food.at.home

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

BRAND 
DEEP DIVE?

AUGUST
@theres.food.at.home

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


-
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RELATABLE? PREMIUM?

BRAND 
DEEP DIVE? IN-STORE?

AUGUST
@theres.food.at.home

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


-
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RELATABLE? PREMIUM?

BRAND 
DEEP DIVE? IN-STORE?

AUGUST
@theres.food.at.home

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


YES   
SUP, CHEF.

-
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MEET ALEX 
DISPENCE
(AKA @Supchef)
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Brands ring  
the register.

Again and again.
-
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qUESTiONS?

-
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Thank        you! 
GET  
THE  
DECK.


