 Grocery Shoppers Want More than Low Prices
(Exert from Progressive Grocer Online Research)
For retailers, price and promotion have been the name of the game as the U.S. economic recovery continues at its sluggish and uneven pace. But when it comes to choosing a grocery store, shoppers say food quality and store atmosphere remain equally as important considerations as price.
That’s according to a consumer survey by AlixPartners, the global business-advisory firm, which reveals that, despite the fragile economy, 70 percent of consumers are making trips to the grocery store at least once per week and 50 percent plan to spend more on groceries in the coming year, with 39 percent expecting to spend the same amount.
“Grocery shoppers are just as choosy as ever – it’s not enough for grocers to win on price alone,” said Keith Jelinek, director in the global retail practice at AlixPartners. “Shoppers are looking for more from their grocery store; if it doesn’t offer quality and a pleasant experience and value, then they’re out the door.    While perishable quality, store atmosphere and price are the primary factors influencing consumers’ grocery store choice, the survey showed “frequent sales and promotions” are a factor, and can have a big impact on shoppers’ in-store purchasing decisions.
The survey found that 86 percent of shoppers indicated they use a shopping list at least “sometimes,” and 79 percent use coupons when developing those lists. Despite careful preparation ahead of grocery-shopping trips, 93 percent of those surveyed said that product displays and in-store signage – which typically point to promotional and sale items – can influence them to purchase items not on their shopping list. Furthermore, 79 percent of those surveyed indicated that in-store product sampling can persuade them to purchase new items.

Competition between traditional and non-traditional grocery retailers is nothing new, but non-traditional players appear to be growing market share at a stronger-than-expected clip. According to the survey, shoppers are purchasing only 51 percent of their items in traditional grocery stores; mass merchandisers are capturing 30 percent of the total grocery spend, followed by club stores with 13 percent. And perhaps most disturbing for old-line players, a relatively new competitor – Internet retailers – are capturing 2 percent of shoppers’ grocery dollars.

According to the survey, the lowest-income shoppers are purchasing only 45 percent of their groceries at grocery stores, with mass merchandisers capturing 38 percent of total spending from these consumers. However, it’s not just low- to mid-income consumers who are looking elsewhere for value. The highest-income shoppers (those with incomes of $100,000 and above) purchase most (56 percent) of their groceries at grocery stores, but club stores have become extremely popular, capturing 17 percent of this group’s traditionally larger grocery spending.

The AlixPartners Grocery Shopper Preferences Survey was conducted April 11-12 among 1,000 U.S. adults. AlixPartners LLP is a global business-advisory firm offering comprehensive services in four major areas: enterprise improvement, turnaround and restructuring, financial-advisory services and information-management services. 
Companies Increasingly Rely on Shopper Marketing

Excerpt from Convenience Store News

WESTPORT, Conn. -- Shopper marketing -- defined as "strategy- and insight-driven in-store or retailer-specific marketing that includes some form of equity-building messaging" -- has become a widely practiced and transformational approach in the consumer packaged goods (CPG) industry, according to the 2011 Futurescope survey from GfK Interscope.
Ninety-five percent of the 300 CPG/retail industry practitioners surveyed said they're actively engaged in shopper marketing, with more than 80 percent saying the emerging discipline is vital to their company's success. Half of the respondents say shopper marketing is driving innovation; and more than 60 percent say it is driving collaboration with retailers.

The online survey polled industry players representing retail, food, beverage, personal care, healthcare, beauty, general merchandise and electronics.  Three out of four respondents reported their company devotes at least 5 percent of its marketing budget to shopper marketing -- compared to 69 percent last year and 56 percent in 2009.

When asked if shopper marketing will get significantly more resources and focus, 28 percent said it is already happening, while nearly half of the respondents (47 percent) predicted more investment within the next two years.

The research found that digital and mobile technologies are exploding with a great deal of testing being conducted. Internet coupons/offers is the leading tactic currently in use, according to half of the survey respondents. Thirty-seven percent pointed to mobile websites as the leading tactic, with a third of respondents each naming QR codes on in-store displays and point-of-purchase, coupons sent to mobile phones and participation in retailers' mobile marketing.

Two out of three executives "agree" or "strongly agree" that digital/mobile will transform shopping in next four years. More than half of respondents said such advances in digital/mobile tactics will shift power to shoppers by empowering them to the detriment of manufacturers and retailers.

Shopper intimacy is increasingly elusive, according to Chaltas. The industry has gone from a simple, linear progress of pre-store, in-store, in-aisle to a multi-stage web of evaluating, sourcing, selecting, maximizing and advocating. Along the way, there is a "dizzying array of shopper touch points" from online, mail, in-store and word-of-mouth.

Visa Announces Plans to Accelerate Chip Migration and Adoption of Mobile Payments

 SAN FRANCISCO, Aug. 9, 2011 /PRNewswire/ -- Visa Inc. (NYSE: V) today announced plans to accelerate the migration to EMV contact and contactless chip technology in the United States. The adoption of dual-interface chip technology will help prepare the U.S. payment infrastructure for the arrival of NFC-based mobile payments by building the necessary infrastructure to accept and process chip transactions that support either a signature or PIN at the point of sale. 

"By encouraging investments in EMV contact and contactless chip technology, we will speed up the adoption of mobile payments as well as improve international interoperability and security," said Jim McCarthy, global head of product, Visa Inc. "As NFC mobile payments and other chip-based emerging technologies are poised to take off in the coming years, we are taking steps today to create a commercial framework that will support growth opportunities and create value for all participants in the payment chain."

"Dynamic authentication is the key to securing payments into the future," said Ellen Richey, chief enterprise risk officer, Visa Inc. "Adding dynamic elements to transactions makes account data less attractive to steal and takes more merchant systems out of harm's way, shrinking the battlefield against criminals. The migration to chip technology will be an important security layer and a critical step in a comprehensive strategy to use dynamic authentication across all markets and all channels."

Globally, Visa will continue to support a range of cardholder verification methods including signature, PIN and no-signature for low-value, low-risk transactions. In the longer term, we expect that the use of static verification methods such as signature and PIN will be reduced or eliminated entirely as new and dynamic forms of cardholder verification are implemented.

Moving forward, as the point-of-sale payment infrastructure evolves from the static magnetic stripe to intelligent devices such as EMV chip cards and NFC mobile phones, it is critical to ensure that cardholders can continue to conduct convenient, secure and reliable payments for card-not-present transactions as well. Visa is designing its new digital wallet with "click-to-buy" functionality able to support dynamic authentication across multiple channels including the eCommerce environment. Visa will also continue to enhance intelligent network-based fraud detection tools such as Visa Advanced Authorization and cardholder transaction alerts to complement dynamic and risk-based authentication methods. As always, effective fraud prevention requires multiple layers of security.


 

