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Introduction 
 

 As the economy sputters, U.S. shoppers are finding themselves increasingly 

squeezed.  Almost 1 in 4 shoppers 
polled in ¢b{Ω нллу {ƘƻǇǇŜǊосл® 
study reported having to limit 
spending on groceries and non-
food household items in order to 
have enough for other needs.  In 
2007 and 2006, only about 1 in 5 
reported the same level of 
distress.   
 

 

1. Where is the pain?               

ü Income:  

While shoppers of all 

income groups report the 

need to cut back, the 

biggest year-over-year 

increase is among high 

income shoppers.  Among 

shoppers who report a 

household income of more 

than $100,000 annually, 

about 18% say they need 

to cut down on spending ς 

up 5% points over the 

previous year. 
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ü Age:  

As in 2007, the need to cut 
back spending decreased 
with age ς 19% of the 
oldest shoppers report 
having to cut spending 
versus almost a third of the 
youngest group.  All age 
groups however, report 
increased distress over last 
year.  

 
    

ü Gender:  

Compared to male shoppers, women are more likely to report having to constrain spending on 
food/groceries to have enough for other needs. However, both groups report increased strain 
over the previous year. Additionally, the female-male gap on this measure increased between 
2007 and 2008. 

 
 2007 2008 

Male 20% 23% 

Female 24% 29% 

F-M Gap  (% points) 4 6 

 

ü Households with kids:  

While the strain is greater for household with kids than those without, both groups report 
greater financial stress compared to a year ago. 

 
 2007 2008 

Households with kids 26% 31% 

Household  without kids 19% 23% 

Kids ς No Kids Gap  (% points) 7 8 
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ü Urban-Rural-Suburban:  

Rural shoppers continue to be more likely than urban and suburban shoppers to report the 
need to limit spending to accommodate other needs, though all three groups show increased 
strain compared to a year ago. 

 

 

 

 

 

 

 

 

 

ü Primary Grocery Shopper:  

Not surprisingly, primary grocery shoppers, who are probably more in tune with prices and 
finances, are more likely than others to report strain on the grocery budget.  But increased 
strain is seen even among non primary shoppers, 22% of whom report having to limit spending 
compared to 19% a year ago.  

 
 2007 2008 

Primary Grocery Shopper 23% 27% 

Not Primary Grocery Shopper 19% 22% 

Gap(% points) 4 5 
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Shoppers with a Focus 

Shoppers with Attitude 
Shoppers with a Mission 

ü TNS shopper segments:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

All shopper segments except Reluctant Shoppers report a heightened need to limit spending on 
food/groceries to have enough for other needs.  Not surprisingly, Methodical and Going Green 
Shoppers, who may be more in tune with prices and how and what they are shopping for, 
report the biggest increase over 2007.  

 

TNS  Shopper 2007 2008 Gap  
(% points) 

Shopping Maven 21% 27% 6 

On the Clock 24% 28% 4 

Deal Seeker 26% 30% 4 

Reluctant Shopper 21% 21% 0 

Brand Blind 25% 30% 5 

Methodical Shopper 24% 32% 7 

Going Green Shopper 17% 23% 7 

METHODICAL SHOPPER 
 

Å Always make a shopping list before 
going shopping 

Å Buy more fresh than packaged foods 
Å Less likely to seek convenience in 

the foods they eat 
Å Eat a lot of home-cooked meals 
Å Pay close attention to nutritional info 

on products 
Å Manage their health by diet 
Å Less likely to buy treats or rewards 

for their families 
Å Less likely to make a lot of little trips 

to the store  
 
 

ON THE CLOCK 
 

Å Buy everything they need at one 
time 

Å Time pressed 
Å Do not take advantage of 

promotional offers  
Å   Feel that grocery shopping is an 

unpleasant activity  
 

 

BRAND BLIND 
 

Å Not brand conscious/loyalðdo not 
have a brand in mind to purchase 
before going shopping   

Å Buys store brand grocery and HBA 
products  

Å Less likely to make a shopping list  
Å Less attention to nutritional 

information 

SHOPPING MAVEN 
 

Å Likes to shop for groceries and HBA 
Å Takes more time and browse when 

shopping 
Å Are opinion leaders about shopping 
Å Redeem coupons and seek 

promotional offers 
Å Shop at stores that offer a wide 

variety of items 
 
 

RELUCTANT SHOPPER 
 

 

Å Other members of household often 
do the shopping 

Å Feel that shopping is unpleasant 
Å Donôt have time for major stock-up 

trips 
Å Shop at whichever store is the most 

convenientðget in and out 
Å Convenience is most important with 

respect to the foods they eat 
Å Feel stores are too big and too many 

choices  

 

DEAL SEEKER 
 

 

Å Shop several stores to find best 
deals 

Å Tries to always buy products on sale 
Å  Use store circulars and ads for sale 

items 
Å Less likely to pay more for a 

premium or a Eco-Environmentally 
friendly products 
 

GOING GREEN SHOPPER 
 

Å Pay more for Environmentally 
friendly products 

Å Seek out Environmentally friendly 
packaging 

Å Seek out stores with Environmental 
policies  

Å Pay more for premium/luxury brands 
Å Feel name brands offer best value 

for the money 
Å Very knowledgeable about nutrition 
Å Seeks stores that provide nutritional 

information 
Å Checks to see where a product is 

made 
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How are shoppers adjusting? 

a. Shopping Smart is on the rise 

 

Shoppers, especially higher 
income shoppers report 
stronger coupon usage and 
greater reliance on sales 
and promotions 
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b.  Shoppers show a willingness to make substitutions and trade down 

 

 

Almost 30% of shoppers 
polled in 2008 say they 
are less concerned with 
brand names than with 
functionality ς up 3% 
points over 2007 

 
 

 
 
 
 
 
 
 
 
 
 
 

      
 
 
 
 
 

 
 
 
 
 
 
 
Not surprisingly, a higher proportion of shoppers reported being frequent 
purchasers of store brand foods in 2008 than in 2007. The biggest increase was 
seen among shoppers with the highest income. Almost 27% of this group 
reported that they often bought store brands, up 4% points over 2007. 
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c. Shoppers are engaging in the shopping process more than they were previously 
 
 
 
 

Shoppers are showing signs of 
becoming more aware shoppers, 
especially with respect to price. 
Heightened awareness is most 
notable among the most affluent 
shoppers ς about 41% say they pay 
more attention to the exact price 
paid for groceries, up from about 
36% a year prior. 

 

 

 

 

 

 

 

 

 

 

Across all income groups, price 
scrutiny is stronger for food 
products than for non food 
products.  
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2. What are shoppers not trading off on? 
 

ü Shoppers may be squeezed but they are not giving up healthy foods or convenience - 
willingness to pay for healthy foods and products that simplify meal preparation have 
remained stable for the last three years. 
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