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“Digital promotions represent the future of most
industries, including the grocery retail trade. Marketers are

finding ways to digitally bring value to customers in
extraordinary new ways. Adapting current technology can

help grocers attract younger consumers but also, quite
surprisingly, parents and even Walmart shoppers.”

– John N. Frank, Category Manager, Food and
Drink

In this report we answer the key questions:

• How can marketers use digital promotions to attract younger consumers?
• Can grocers offer anything to parents besides the obvious value proposition?
• How can grocers compete with the expanding reach of Walmart?

Pricing and promotional strategies are crucial to the success of any grocer or food brand. Consumers
redeemed nearly 3 billion coupons in 2012, and this represents only one tactic of pricing and
promotional strategy. Readers of this report will gain an understanding of what factors are shaping the
pricing and promotional strategies of manufacturers and retailers offered today along with insight into
marketing strategies aimed at future opportunities. A sampling of questions raised and answered
includes:

• How have brands and retailers responded to the improved economy and what saving methods
continue to resonate with consumers?

• How do market factors such as rising food prices and shifting demographics shape the effectiveness
of promotional strategies?

• How are marketers utilizing traditional strategies such as coupons, special offers, or aisle labeling to
engage with consumers who may have value fatigue?

• What innovative promotions have grocers offered to give consumers more value beyond simply
price?

• How can effective pricing and promotional strategies change consumer shopping habits?

• How do shopper demographics affect how consumers respond to pricing and promotions? Which
strategies and tactics are most effective with which groups?

This report builds on the analysis presented in Mintel’s Grocery Retailing – U.S., February 2013 and
Budget Shopper – U.S., June 2012.
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Average grocery spend increases with rising food prices over five years
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Figure 14: Effect of coupons on new food item purchases, by any agree, by gender, October 2011-November 2012
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2012
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Key Points

Walmart receives dominant share of grocery shopping
Figure 21: Shopping frequency, by supermarket and food store, October 2007-November 2012

Walmart launches “Great For You” Icon
Figure 22: Walmart Great For You Icon
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Figure 24: Kroger, Families come in all shapes ad, television ad, 2013

Safeway launches Just for U™ individualized digital savings program
Figure 25: Safeway Just for U™ logo

TV spot for Just for U™ contrasts old with the new
Figure 26: Safeway, No more paper coupons, television ad, 2013

Safeway ad stresses shoppers don’t need to visit multiple stores to save
Figure 27: Safeway, Presents real big savings, television ad, 2013

Publix Super Markets

Publix spot makes shopping a pleasurable experience
Figure 28: Publix, How do you measure, television ad, 2013

Publix takes viewers on a tour of savings
Figure 29: Publix, Here’s the deal, television ad, 2013
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Nearly all grocery shoppers are price sensitive
Figure 30: Type of grocery shopper, by gender, March 2013

Price-sensitive consumers sticking to a tight budget
Figure 31: Type of grocery shopper, by household income, March 2013

More promotion-sensitive shoppers simply buying less food
Figure 32: Type of grocery shopper, by grocery shopping habits, March 2013

Figure 33: Type of grocery shopper, by grocery shopping habits, March 2013
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Key points

Many consumers changed grocery shopping habits in past year
Figure 34: Grocery shopping habits, by gender, March 2013

$50K-74.9K household income range using more saving techniques
Figure 35: Grocery shopping habits, by household income, March 2013

Parents looking for more quantity when saving
Figure 36: Grocery shopping habits, by parental status, March 2013
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One third of women change where they shop or what they buy
Figure 37: Behaviors regarding promotions, by gender, March 2013

One in five young consumers shopping more online
Figure 38: Behaviors regarding promotions, by age, March 2013

Half of parents switch brands based on specials
Figure 39: Behaviors regarding promotions, by parental status, March 2013

Key points

Buy one, get one free preferred promotional deal by large measure
Figure 40: Promotional deals preferred, by gender, March 2013

Buy one, get one free promotions can change consumer behavior
Figure 41: Behaviors regarding promotions, by promotional deals preferred, March 2013

Buy one, get one free attractive to shoppers who aren’t tied to budget
Figure 42: Promotional deals preferred, by type of grocery shopper, March 2013

50% extra free promotions relevant to private label products
Figure 43: Agreement with attitudes toward pricing and promotions, by promotional deals preferred, March 2013

Key points

Consumers’ skepticism high regarding pricing and promotions
Figure 44: Concerns about promotions and specials, by gender, March 2013

Young consumers interested in cross-category promotions
Figure 45: Concerns about promotions and specials, by age, March 2013

One third of affluent households shop at warehouse/club stores
Figure 46: Concerns about promotions and specials, by household income, March 2013

Cross-category promotions also attractive to parents
Figure 47: Concerns about promotions and specials, by parental status, March 2013

Key points

Grocery Shopping Habits

Promotion and Specials Behaviors

Preferred Promotional Deals

Concerns about Promotions and Specials

Reasons Why Promotion and Specials are Effective
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One third of respondents would switch grocers for better promotions
Figure 48: Reasons why promotions and specials are effective, by gender, March 2013

Young consumers less interested in coupons, presenting digital challenge
Figure 49: Reasons why promotions and specials are effective, by age, March 2013

Less affluent consumers most loyal, least interested in coupons
Figure 50: Reasons why promotions and specials are effective, by household income, March 2013

Coupons are an integral part of parents’ shopping behavior
Figure 51: Reasons why promotions and specials are effective, by parental status, March 2013

Key points

Three out of four women like thrill of getting a bargain
Figure 52: Agreement with attitudes toward pricing and promotions, by gender, March 2013

Offering mobile coupons can attract young consumers
Figure 53: Agreement with attitudes toward pricing and promotions, by age, March 2013

Parents are surprisingly tech savvy
Figure 54: Agreement with attitudes toward pricing and promotions, by presence of children in household, March 2013

Opportunities depend on shopping habits
Figure 55: Agreement with attitudes toward pricing and promotions, by grocery shopping habits, March 2013

Figure 56: Agreement with attitudes toward pricing and promotions, by grocery shopping habits, March 2013

Preference for storewide value comes down to clarity/confusion
Figure 57: Agreement with attitudes toward pricing and promotions, by behaviors regarding promotions, March 2013

Figure 58: Agreement with attitudes toward pricing and promotions, by behaviors regarding promotions, March 2013

Key points

Hispanics spend significantly more than other consumers
Figure 59: Average grocery spend per week, by race/Hispanic origin, October 2011-November 2012

Food 4 Less has made inroads with Hispanic shoppers
Figure 60: Shopping frequency, by supermarket and food store, by race/Hispanic origin, October 2011-November 2012

Hispanics most likely group to only buy what they need
Figure 61: Type of grocery shopper, by race/Hispanic origin, March 2013

Hispanics under index in usage of most money-saving proposals
Figure 62: Grocery shopping habits, by race/Hispanic origin, March 2013

More behaviors demonstrate Hispanics sticking to budget
Figure 63: Behaviors regarding promotions, by race/Hispanic origin, March 2013

Nearly one third of Asians shop at club stores
Figure 64: Concerns about promotions and specials, by race/Hispanic origin, March 2013

Nearly half of Hispanics willing to pay more if money went to farmer
Figure 65: Agreement with attitudes toward pricing and promotions, by race/Hispanic origin, March 2013

Attitudes Toward Pricing and Promotions

Race and Hispanic Origin
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Cluster methodology

Cluster characteristic tables
Figure 66: Target clusters, March 2013

Figure 67: Type of grocery shopper, by target clusters, March 2013

Figure 68: Grocery shopping habits, by target clusters, March 2013

Figure 69: Behaviors regarding promotions, by target clusters, March 2013

Figure 70: Promotional deals preferred, by target clusters, March 2013

Figure 71: Concerns about promotions and specials, by target clusters, March 2013

Figure 72: Reasons why promotions and specials are effective, by target clusters, March 2013

Figure 73: Agreement with attitudes toward pricing and promotions, by target clusters, March 2013

Cluster demographic tables
Figure 74: Target clusters, by demographic, March 2013

Methodology

Middle-income female shoppers driving gender bias toward promotions
Figure 75: Grocery shopping habits – CHAID – Tree output, June 2013

Figure 76: Grocery shopping habits – CHAID – Table output June 2013

Consumer confidence
Figure 77: University of Michigan’s index of consumer sentiment (ICS), 2007-13

Unemployment
Figure 78: U.S. unemployment rate, by month, 2002-13

Figure 79: U.S. unemployment and underemployment rates, 2007-13

Figure 80: Number of employed civilians in U.S., in thousands, 2007-13

Food cost pressures

Cluster Analysis

CHAID Analysis: Grocery Pricing and Promotions – June 2013

Appendix – Market Drivers
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Figure 81: Changes in USDA Food Price Indexes, 2011 through April 25, 2013

Obesity
Figure 82: U.S. Obesity, by age group, 2008 and 2012

Childhood and teen obesity – highest in decades
Figure 83: Prevalence of obesity among children and adolescents aged 2-19, 1971-2010

Racial, ethnic population growth
Figure 84: Population, by race and Hispanic origin, 2008, 2013, and 2018

Figure 85: Households with children, by race and Hispanic origin of householder, 2012

Shifting U.S. demographics
Figure 86: Population, by age, 2008-18

Figure 87: Households, by presence of own children, 2002-12

Average grocery spend per week and age
Figure 88: Average grocery spend per week, by age, October 2011-November 2012

Effect of coupons on new food item purchases and household income
Figure 89: Effect of coupons on new food item purchases, by any agree, by household income, October 2011-November 2012

Type of grocery shopper and age
Figure 90: Type of grocery shopper, by age, March 2013

Grocery shopping habits and age
Figure 91: Grocery shopping habits, by age, March 2013

Behaviors regarding promotions and household income
Figure 92: Behaviors regarding promotions, by household income, March 2013

Promotional deals preferred and age
Figure 93: Promotional deals preferred, by age, March 2013

Promotional deals preferred and household income
Figure 94: Promotional deals preferred, by household income, March 2013

Attitudes toward pricing and promotion and household income
Figure 95: Agreement with attitudes toward pricing and promotions, by household income, March 2013

Attitudes and opinions about shopping and gender
Figure 96: Attitudes and opinions about shopping, by gender, October 2011-November 2012

Attitudes and opinions about shopping and age
Figure 97: Attitudes and opinions about shopping, by age, October 2011-November 2012

Attitudes and opinions about shopping and household income
Figure 98: Attitudes and opinions about shopping, by household income, October 2011-November 2012

Appendix – Other Useful Consumer Tables

Appendix – Trade Associations
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