
Wizard of Lightbulb Moments:
 From Logic to Loyalty: What’s Next for Food Shopping Behavior?
Consumers may feel fi nancially squeezed, but they’re not fl ailing—they’re 
strategizing.
As FMI’s new report shows, shoppers are doubling down on health, 
entertainment, exploraƟ on, and convenience—but doing so with 

discipline: list-making, inventory checks, and meal planning are rising.
So where do we go from here?
👉 The opportunity lies in supporƟ ng 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.
🧭 The future isn’t about fl ashy discounts. It’s about predicƟ ve support, personalized 
planning tools, and fricƟ onless fl exibility that fi t how consumers actually shop today.

Here is a glimpse of this trend:
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Quarterly Spotlight Trend

Intelligence + Analysis = Foresights

FMI Highlights Key Trends Infl uencing Future of Food Shopping

Shoppers focus on health, 
entertainment, exploraƟ on, 

and convenience 

“UncommiƩ ed customers” 
shop at mulƟ ple locaƟ ons 

based on convenience 

Consumers value price and 
convenience over 

sustainability 

Convenience remains the top 
driver of c-store foodservice 

sales (66%)

According to the 2025 US Grocery Shopper Trends report from FMI – The Food Industry 
AssociaƟ on and The Hartman Group, American consumers conƟ nue to enjoy grocery 
shopping and have maintained consistent shopping habits despite ongoing economic 
pressures. 

The report, Ɵ tled The Logic of Food Shopping, explores the moƟ vaƟ ons behind food 
budgets and purchase choices.  The U.S. Grocery Shopper SenƟ ment Index remains stable 
at 72 out of 100. While individual preferences vary, most shoppers focus on four main 
factors when buying food: health, entertainment, exploraƟ on, and convenience. 

These prioriƟ es shape how consumers manage their food budgets to ensure they eat well. 
However, fi nancial 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 tariff s could raise the 
cost of imported foods and ingredients. 

On a posiƟ ve note, 75% of consumers sƟ ll feel they 
 have control over their grocery spending, though that’s a drop from 
85% in September 2024.

https://www.culinarytides.com/
https://progressivegrocer.com/fmi-highlights-key-trends-influencing-future-food-shopping


Wizard of Lightbulb Moments: 
 The Myth of Loyalty: Why UncommiƩ ed 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 uncommiƩ ed, making choices 
based on proximity, price, and Ɵ ming—not brand love.
Here’s the wake-up call:

These “uncommiƩ ed” 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 fi rst—it’s in earning repeat behavior through relevance, fl exibility, and 
perfect Ɵ ming.
Think predicƟ ve outreach, fricƟ onless incenƟ ves, and intelligent loyalty structures that meet shoppers where they 
already are: everywhere.

Here is a glimpse of this trend:

Wizard of Lightbulb Moments:
 Sustainability Takes a Back Seat—But Not Off  the Road
A McKinsey survey confi rms what many in the food industry have suspected:
In 2025, consumers sƟ ll prioriƟ ze price, quality, and convenience over sustainable packaging. Only 33% 
cite the environment as a key factor in purchase decisions—but 77% sƟ ll value recyclability when it's 
built into the product.

🧠 What does this mean for the industry?
Sustainability eff orts 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 markeƟ ng green—it’s about engineering smart.
Consumers want it built in, not sold to them.

Here is a glimpse of this trend:

ConƟ nue reading arƟ cle here
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Most Retail Customers Are ‘UncommiƩ ed’
Upside’s latest Winning the UncommiƩ ed Customer report shows that most revenue in brick-and-mortar retail comes 
from “uncommiƩ ed customers” who shop at mulƟ ple locaƟ ons and formats based on personal convenience rather than 
loyalty. The report, which analyzed 75 million anonymized transacƟ ons and two years of survey data across grocery, 
restaurant, and fuel sectors, found that uncommiƩ ed shoppers account for 79% of brick-and-mortar customers. 

While these shoppers generate most of the revenue, they visit stores up to 80% less oŌ en than loy-
al customers, and 60% of new customers across retail never return aŌ er their fi rst month. However, 
securing just one more visit per month from uncommiƩ ed shoppers could increase revenue by up to 
209%, depending on the sector. 

https://www.convenience.org/Media/Daily/2025/June/11/4-Most-Retail-Customers-are-Uncommitted_Research


Sources: McKinsey, NCR Voyix
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Do US Consumers Care About Sustainable Packaging In 2025?

6 Key Trends Shaping The Future Of Commerce In 2025

A McKinsey survey found that U.S. consumers prioriƟ ze packaging quality, price, and convenience over environmental 
consideraƟ ons. The March 2025 survey, which examined sustainable packaging aƫ  tudes in 11 countries across four 
conƟ nents, shows that food safety and shelf life remain top prioriƟ es 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 raƟ ng 
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 infl aƟ on 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 criƟ cal packaging feature.  

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 sƟ ll prefer shopping in-store—and the reasons are clear:
✅ Personal control
✅ Instant graƟ fi caƟ on
✅ Real-Ɵ me choice

NCR Voyix’s 2025 Commerce Experience Report makes it clear: convenience + personalizaƟ on 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 incenƟ ves
• Loyalty programs that feel personal, not programmed
• Limited-service restaurants in convenience spaces that cater to changing rouƟ nes

⚠  The danger isn’t ignoring digital. It’s ignoring the shopper’s desire for control and relevance in every interacƟ on.

Here is a glimpse of this trend:

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 personalizaƟ on. 
Based on a November 2024 survey of U.S. consumers, the report reveals that despite digital 
alternaƟ ves, most shoppers sƟ ll prefer in-store grocery, dining, and fuel purchases. 

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

https://www.culinarytides.com/
https://www.mckinsey.com/industries/packaging-and-paper/our-insights/do-us-consumers-care-about-sustainable-packaging-in-2025
https://www.kioskmarketplace.com/news/6-key-trends-shaping-the-future-of-commerce-in-2025/
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More Consumers Turn To C-Stores Over QSRs

Culinary Tides, Inc.
TURNING CHAOS INTO STRATEGY

Culinary Tides, Inc. doesn’t just address your immediate needs; we envision the future. Instead of passively reacƟ ng 
to industry trends and changes, Culinary Tides, Inc. challenges brands to proacƟ vely 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 iniƟ al meeƟ ng and discuss your needs and goals, even if you’re 
just invesƟ gaƟ ng the opƟ ons 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.

Wizard of Lightbulb Moments:
C-Stores Are No Longer Just Convenient—They’re CompeƟ Ɵ ve
The convenience store is being redefi ned—and quick-service restaurants should be paying close aƩ enƟ on.
According to Intouch Insight’s 2025 report, 72% of consumers now see c-stores as a viable QSR 
alternaƟ ve, thanks to made-to-order meals, personalized loyalty programs, and smart digital 
engagement.

But here’s what maƩ ers most:
🚗 Consumers aren’t just fueling up—they’re eaƟ ng in, engaging more, and returning faster.
📱 With 85% saying they’d join loyalty programs if rewards were personalized, the opportunity isn’t just traffi  c—it’s 
relaƟ onship building.
🧠 Where it goes next? Expect c-stores to expand fresh off erings, refi ne in-store dining, and weaponize data to rival 
tradiƟ onal QSRs.
C-stores have evolved from grab-and-go to grab-and-grow. And they’re just geƫ  ng started.

Here is a glimpse of this trend:

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

Loyalty program parƟ cipaƟ on is strong, with 72% enrolled in a c-store program and 85% saying 
they would join if rewards were personalized. Retail media infl uence is growing, as 47% of shoppers 
noƟ ced on-site digital ads—almost double last year’s 27%—and over one-third made a purchase as a 
result. 

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%. 

https://www.convenience.org/Media/Daily/2025/June/19/4-Consumers-Turn-to-C-Stores-Over-QSRs_Research


Interested? We off er a simple process:
1. Schedule a 1-hour CapabiliƟ es meeƟ ng to demonstrate our analyƟ cs
2. Complete an Interest checklist 
3. Review a tailored proposal

Schedule Now

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

Below is a Complete List of Our Services

 FracƟ onal Foresight Services Workshops & Training Custom & FracƟ onal Services
Streaming Intelligence: 
(Ongoing Data CollecƟ on & Orga-
nizaƟ on)
• Emerging Trends: Beverage, 

Food, Cuisine, Travel
• QuanƟ taƟ ve Research: Indus-

try, Trend, Survey, Behavioral, 
Clinical Health

• CompeƟ Ɵ ve Intelligence
• Technology Launches
• Economic ForecasƟ ng
• Government LegislaƟ on 

Workshops:
• IdeaƟ on 
• Current Concept Review 
• Strategy Review 

Foresight Training:
• IntroducƟ on to Foresights
• Advanced Foresights

 Trend Lifespan Mapping:
   Origin, Longevity, & Trajectory
 AI Insight ValidaƟ on & Risk 

Assessment
 AnƟ cipatory Intelligence
 Trend Profi ling

 CollaboraƟ ve Concept De-
velopment 

 Brainstorming Sessions
 Foodservice / Retail Catego-

ry Gap Analysis
 Whitespace Analysis & Nav-

igaƟ on

 Current Concept Refi ne-
ment 

 Technical Product Reformu-
laƟ ons

 B2B PresentaƟ on Materials
 Event MarkeƟ ng / Sales 

Materials
 Event Intelligence

 Strategic M&A Foresight

• Thought Leadership:
     (Speaking Engagements)
• Internal, External, B2B

PredicƟ ve AnalyƟ cs:
(Chaos & Military)

• AcƟ on ReacƟ on Maps
• Affi  nity Scales
• Fault Fix Trees
• Gap Analysis
• Link Diagrams
• Longevity Charts
• Morph Diagrams
• NavigaƟ on Tables
• Pathway Analysis
• Quadrant Analysis
• ShaƩ er Charts
• TRENDS Analysis
• Timeline Diagrams
• Time-Link Diagrams

https://www.culinarytides.com/
https://calendly.com/suzyculinarytides/capabilities-meeting



