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PLANNING & SHOPPING FOR GROCERIES

Technology and social media continue to transform the way
consumers shop and connect with food and beverage.
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Yet, America’s households face a number of issues that constrain
grocery shopping; chief among these are MONEY and TIME

Top issues that make shopping
more difficult 2012 VS. 2014

Household budget limitations  [NNEGTE 11% 28%
Household schedule was busy this week [IIIIEGgNN 15% 4%
Insufficient time to shop foreverything [N 17% _ 21% Time
Insufficient time to fully plan out shopping [ 12% 0% constraints
Health concerns interfere with taste/indulgences [N 14% 8%
Lack of energy to think about shopping NG 16% _ 18%
Lack of inspiration/creative ideas for what to buy  [NNNENEGE 16% [ R
Difficult to find specialty items/ingredients N/A I 5%
Lack of storage in my home foritems [N 18% I 16%
Need to shop too many stores to get everything [ 13% I 5%
Stores too difficult to getto [ 10% . 12
Conflicting desires of other adults in household [N 9% I s
Not knowing where to buy certain items [l 6% I 3%
Conflicting desires of children in household [ 7% B 5%
Other, please specify [l 2% B 2%
None of these NG 22% I 7%
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