LACE RTA THE SCIENCE OF SHELF APPEAL:

WHAT MAKES CONSUMERS BUY?

When consumers browse a crowded grocery or convenience store shelf, they choose
between a dizzying array of aesthetics, price points, flavors, sustainability propositions,
and nutritional profiles.

To stand out, successful food products must tap into the science of shelf appeal to

pinpoint the best ways to showcase quality, attract customer eyes, and ultimately earn
lasting market share in a highly competitive marketplace.
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The State of the

G S CHOICES TRENDS PERIMETERS
roce r\/ to re Grocery store shelves are Online purchases are Grocery store perimeters
S h elf more diverse than ever. growing, but physical — generally home to

The average supermarket grocery shopping remains premium, specialty, fresh,

now carries 31,704 different  a prime purchasing decision  and healthy foods — are

THE RIGHT PRODUCT STRATEGY items.! driver. In 2022, 80% of U.S. the source of the fastest

IS CRITICAL IN A HIGHLY consumers aged 15+ did growth.
COMPETITIVE CONTEST FOR not shop for groceries

online in the month before
SHELF APPEAL. their surveying.?
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The Challenge of T2Y%

Customers are still making choices in real

Stq N d N g O Ut on time while shopping. At least 75% of
consumers make some purchase decisions of customers walked

TOdCI\/IS Shel\/es while in the store.®

away from a grocery
purchase due to

CONSUMERS HAVE MIORE decision stress,
QUICK DECISIONS ding to 2024

CHOICES THAN EVER BEFORE — , , according
Time-constrained consumers have to make data.’

BUT MAY BE FACING DECISION quick decisions, relying on known brands to

BURNOUT. simplify decision-making. The average

consumer spends 13 seconds purchasing
a brand in-store.*
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Key Factors for

VISUALLY APPEALING PACKAGING ARRANGEMENT As shelves become

Transparent packaging design can add more crowded, arrangement will continue
FOOd Pu rc h a SI N g striking aesthetic appeal, or simply to play a key role in shaping product
showcase the quality and freshness of visibility for in-store consumers. The
DeC | S | ons the food inside.® importance of placement has been
consistently demonstrated by retail
TODAY'S CONSUMERS ARE PRODUCT S.IZE .From bite-sized behavioral research.”
snacks to family-sized take-home meals,
USING A MORE HOLISTIC finding the right sizing for a product PRICING While consumers are
APPROACH WHEN SELECTING makes a meaningful difference in shaping employing a broader value calculation
purchasing decisions.’ than in the past, they remain
FOOD PRODUCTS. value-conscious. In a recent survey,
SUSTAINABILITY Many consumers three out of four shoppers were
today see value in a product’s very/somewhat concerned there may
environmental footprint as well as its be a recession in the near future.”

culinary attributes: 60 to 70% of
consumers said they would pay more 0 of consurmers say packaged
for sustainable packaging.® 5 O / fresh food provides an

O attractive convenience
FRESH AND HEALTHY OPTIONS
Consumers are eager for convenient,

fresh food but need the right features TO % say the packaging is a way

to prevent contamination

to verify quality.®

CONVENIENCE Today's consumers

are eager to save time. 52% say they 61 (y \S/:;{Jfgféfisl;T:g%:g s
value convenience now more than they O understand the purchase

did in the past.”©
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Winning Food
,\/I h d- . SET THE STAGE FOR HELP TIME-PRESSED HELP SHOPPERS
erC Gn ISIng FAVORABLE SHELF CONSUMERS MAKE UNDERSTAND PRODUCT
1 PLACEMENT. QUICK DECISIONS. SUSTAINABILITY.
Strategies

Stackable packaging Clear labels and branding The right messaging can
SHELVES MAY BE MORE allows for better use of provide critical information earn new customers while

shelf space and higher for in-store shoppers building brand loyalty to
COMPETITIVE THAN EVER, BUT SKU density. facing crowded shelves. secure repeat purchases.

THE RIGHT STRATEGIES CAN STILL
UNLOCKA COMPETITIVE EDGE.
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