EMPOWERED SHOPPERS .
EVOLVING EXPECTATIONS T

Managing life's demands and ensuring there are groceries in the house is getting easier.
Shopper-friendly technology and coupon accessibility — across print and digital — to the
rescue. But marketers have more work to do, according to consumers’ desires.
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ONLINE GROCERY SHOPPING

Prepare for growth as busy consumers buy food, household goods, and HBC items online
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+ Skews millennials - Likely to have
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EMPOWERED SHOPPERS WANT SEAMLESS, EASIER SAVINGS
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Would use more coupons if able to use them in any store or online

Don’t shop online

because can't use MILLENNIAL ONLINE
coupons or get PARENTS DADS PARENTS SGHROOPCPEERRYS
in-store deals

it e 43%  44%  42%  42%

GROWING PREFERENCE FOR COUPONS FROM ALL SOURCES: PRINT & DIGITAL
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RESILIENT COUPONS. RELEVANT TO MILLENNIALS.

OVERALL COUPON USE & FREQUENCY
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The majority of consumers Note: Rise in millennials
continue to use coupons who always use coupons
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https://www.valassis.com/landing-pages/coupon-intelligence-report-download
https://www.valassis.com/landing-pages/coupon-intelligence-report-download

