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Wizard of Lightbulb Moments:
From Logic to Loyalty: What’s Next for Food Shopping Behavior? Shoppers focus on health

Consumers may feel financially squeezed, but they’re not flailing—they’re entertainment, exploration,
strategizing.

As FMI’s new report shows, shoppers are doubling down on health,
entertainment, exploration, and convenience—but doing so with O
discipline: list-making, inventory checks, and meal planning are rising.

So where do we go from here?

(3 The opportunity lies in supporting this behavior—not replacing it.

Retailers and brands that empower shoppers to feel in control of spending and wellness
will win loyalty without pushing gimmicks. “Uncommitted customers”
& The future isn’t about flashy discounts. It’s about predictive support, personalized shop at multiple locations
planning tools, and frictionless flexibility that fit how consumers actually shop today. based on convenience

and convenience

Here is a glimpse of this trend:

FMI Highlights Key Trends Influencing Future of Food Shopping

According to the 2025 US Grocery Shopper Trends report from FMI — The Food Industry Consumers Yalue price and
Association and The Hartman Group, American consumers continue to enjoy grocery CONVENIENCE OVEr
shopping and have maintained consistent shopping habits despite ongoing economic sustainability
pressures.

O

The report, titled The Logic of Food Shopping, explores the motivations behind food O
budgets and purchase choices. The U.S. Grocery Shopper Sentiment Index remains stable
at 72 out of 100. While individual preferences vary, most shoppers focus on four main

factors when buying food: health, entertainment, exploration, and convenience. . :
Convenience remains the top

driver of c-store foodservice

These priorities shape how consumers manage their food budgets to ensure they eat well. sales (66%)

However, financial concerns persist. Around 70% of Americans say
they’re very or extremely concerned about rising grocery prices, and
78% express at least some concern over how tariffs could raise the
cost of imported foods and ingredients.

On a positive note, 75% of consumers still feel they

have control over their grocery spending, though that’s a drop from

85% in September 2024.

Find out how Culinary Tides, Inc. can
help you navigate trends.

Source: FMI, Hartman Continue reading article here www.culinarytides.com
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Wizard of Lightbulb Moments:
The Myth of Loyalty: Why Uncommitted Shoppers Are Your Biggest Opportunity
Most brands are chasing loyalty—but convenience is the real currency.
According to Upside’s latest report, a staggering 93% of shoppers are uncommitted, making choices
based on proximity, price, and timing—not brand love.

Here’s the wake-up call:
These “uncommitted” customers are responsible for up to 79% of revenue in brick-and-mortar. Securing just one extra
visit per month could increase revenue by 84% to 209%, depending on the sector.
@ The opportunity isn’t in building loyalty first—it’s in earning repeat behavior through relevance, flexibility, and
perfect timing.
Think predictive outreach, frictionless incentives, and intelligent loyalty structures that meet shoppers where they
already are: everywhere.

Here is a glimpse of this trend:
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Most Retail Customers Are ‘Uncommitted’
Upside’s latest Winning the Uncommitted Customer report shows that most revenue in brick-and-mortar retail comes
from “uncommitted customers” who shop at multiple locations and formats based on personal convenience rather than
loyalty. The report, which analyzed 75 million anonymized transactions and two years of survey data across grocery,
restaurant, and fuel sectors, found that uncommitted shoppers account for 79% of brick-and-mortar customers.

While these shoppers generate most of the revenue, they visit stores up to 80% less often than loy-
al customers, and 60% of new customers across retail never return after their first month. However,
securing just one more visit per month from uncommitted shoppers could increase revenue by up to
209%, depending on the sector.

Continue reading article here

Wizard of Lightbulb Moments:
Sustainability Takes a Back Seat—But Not Off the Road

A McKinsey survey confirms what many in the food industry have suspected:

In 2025, consumers still prioritize price, quality, and convenience over sustainable packaging. Only 33%
cite the environment as a key factor in purchase decisions—but 77% still value recyclability when it's
built into the product.

@ What does this mean for the industry?

Sustainability efforts must align with consumer drivers, not work against them. That means:

Extend shelf life

Reinforce food safety

Keep costs accessible

...and embed recyclability quietly, not preach loudly.

The future of sustainable packaging isn’t about marketing green—it’s about engineering smart.

Consumers want it built in, not sold to them.

Here is a glimpse of this trend:
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Do US Consumers Care About Sustainable Packaging In 2025?
A McKinsey survey found that U.S. consumers prioritize packaging quality, price, and convenience over environmental
considerations. The March 2025 survey, which examined sustainable packaging attitudes in 11 countries across four
continents, shows that food safety and shelf life remain top priorities for shoppers, while the visual appeal of packaging
has become less important.

Since 2020, concerns about price and quality have grown, with over 70% of respondents rating
them as “very” or “somewhat” important in their purchasing decisions, while only 33% said the
same about environmental concerns. The report notes that rising costs and inflation are key
reasons why consumers value price and convenience over sustainability.

Consumers are especially concerned about packaging’s role in preserving food safety and extending shelf life. In terms of

sustainability, 77% of respondents said recyclability is the most critical packaging feature. Continue reading article here

Wizard of Lightbulb Moments:

The Future of Commerce Isn’t Fully Digital—It’s Hybrid, Human, and Hyper-Convenient
Despite all the digital buzz, most consumers still prefer shopping in-store—and the reasons are clear:
Personal control
Instant gratification
Real-time choice
NCR Voyix’s 2025 Commerce Experience Report makes it clear: convenience + personalization are the twin engines
driving retail and foodservice forward.
@ So what’s next?
Smart retailers won’t go “all tech” or “all human” —they’ll blend the two seamlessly:

¢ Empowered self-checkout with real incentives

e Loyalty programs that feel personal, not programmed

¢ Limited-service restaurants in convenience spaces that cater to changing routines
/\ The danger isn’t ignoring digital. It’s ignoring the shopper’s desire for control and relevance in every interaction.

Here is a glimpse of this trend:
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6 Key Trends Shaping The Future Of Commerce In 2025

According to the 2025 Commerce Experience Report from NCR Voyix, six major trends are shaping the future of
commerce in 2025 as retailers and restaurants adapt to rising consumer demands for convenience and personalization.
Based on a November 2024 survey of U.S. consumers, the report reveals that despite digital
alternatives, most shoppers still prefer in-store grocery, dining, and fuel purchases.

Key reasons include the ability to personally select items (69%), choose substitutions (54%), and
make impulse purchases (46%). Self-checkout is also gaining popularity, with 83% of consumers
having used it in the past six months, particularly among Gen Z (63%) and Millennials (45%) who
value the speed, control, and shorter lines it provides.

Sources: McKinsey, NCR Voyix
Find out how Culinary Tides, Inc. can help you navigate trends wwww.culinarytides.com Continue reading article here
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Wizard of Lightbulb Moments:
C-Stores Are No Longer Just Convenient—They’re Competitive
The convenience store is being redefined—and quick-service restaurants should be paying close attention.
According to Intouch Insight’s 2025 report, 72% of consumers now see c-stores as a viable QSR
alternative, thanks to made-to-order meals, personalized loyalty programs, and smart digital
engagement.
But here’s what matters most:
&3 Consumers aren’t just fueling up—they’re eating in, engaging more, and returning faster.
With 85% saying they’d join loyalty programs if rewards were personalized, the opportunity isn’t just traffic—it’s
relationship building.
@ Where it goes next? Expect c-stores to expand fresh offerings, refine in-store dining, and weaponize data to rival
traditional QSRs.
C-stores have evolved from grab-and-go to grab-and-grow. And they’re just getting started.

Here is a glimpse of this trend:

More Consumers Turn To C-Stores Over QSRs

Intouch Insight’s 2025 Convenience Store Trends Report reveals how U.S. consumers define “great convenience” today.
C-stores are also increasingly seen as an alternative to quick-service restaurants, with 72% of consumers viewing them as
a viable option, up from 56% last year.

Loyalty program participation is strong, with 72% enrolled in a c-store program and 85% saying

they would join if rewards were personalized. Retail media influence is growing, as 47% of shoppers
noticed on-site digital ads—almost double last year’s 27%—and over one-third made a purchase as a |
result. ‘B

When it comes to value, 75% consider made-to-order food at c-stores a good value, a 13-point
increase from last year. Growth is also seen in other prepared food categories, with hot meal
purchases rising to 35% and salads increasing from 20% to 25%.

Sources: Intouch Insight Continue reading article here

Culinary Tides, Inc.
TURNING CHAOS INTO STRATEGY
Culinary Tides, Inc. doesn’t just address your immediate needs; we envision the future. Instead of passively reacting
to industry trends and changes, Culinary Tides, Inc. challenges brands to proactively navigate a trend’s lifecycle and
landscape. Don’t pay for overlapping sources that will be underleveraged. Invest in insights that produce lightbulb
moments.

We're always available to set up an exploratory initial meeting and discuss your needs and goals, even if you're

just investigating the options available for the future. Based on that discussion, we’ll develop an in-depth proposal
customized to your business and needs, for when you’re ready.

& & € £
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Interested? We offer a simple process:

Schedule Now

1. Schedule a 1-hour Capabilities meeting to demonstrate our analytics
2. Complete an Interest checklist
3. Review a tailored proposal

Below is a Complete List of Our Services

Fractional Foresight Services

Workshops & Training

Custom &

ractional Services

Streaming Intelligence:

(Ongoing Data Collection & Orga-
nization)

Emerging Trends: Beverage,
Food, Cuisine, Travel
Quantitative Research: Indus-
try, Trend, Survey, Behavioral,
Clinical Health

Competitive Intelligence
Technology Launches
Economic Forecasting
Government Legislation

Workshops:
e |deation

e Current Concept Review
e Strategy Review

Foresight Training:
e Introduction to Foresights

e Advanced Foresights

Predictive Analytics:
(Chaos & Military)

e Action Reaction Maps
e Affinity Scales

e Fault Fix Trees

e Gap Analysis

e Link Diagrams

e Longevity Charts

e Morph Diagrams

e Navigation Tables

e Pathway Analysis

e Quadrant Analysis
e Shatter Charts

e TRENDS Analysis

e Timeline Diagrams
e Time-Link Diagrams

Trend Lifespan Mapping:
Origin, Longevity, & Trajectory
Al Insight Validation & Risk

Assessment
Anticipatory Intelligence
Trend Profiling

Collaborative Concept De-
velopment

Brainstorming Sessions
Foodservice / Retail Catego-
ry Gap Analysis

Whitespace Analysis & Nav-
igation

Current Concept Refine-
ment

Technical Product Reformu-
lations

B2B Presentation Materials
Event Marketing / Sales
Materials

Event Intelligence

Strategic M&A Foresight
Thought Leadership:

(Speaking Engagements)
Internal, External, B2B

Find out how Culinary Tides, Inc. can help you navigate trends wwww.culinarytides.com
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