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Provoke Insights is a leader in research 

focused on branding, advertising, media, 

and content marketing strategies. Our 

biannual study uncovers how consumer 

attitudes and behaviors are evolving across a 

range of industries and specialties.

Now in its twelfth wave, this nationally 

representative study reveals what drives their 

decisions.

The research is organized into 15 industry-

specific reports that are easy to read and 

designed to provide quick, actionable 

insights. This report focuses on the grocery 

category, highlighting shifting habits, evolving 

consumer priorities, and the role loyalty plays 

in the purchase decisions.

Background & 
Objectives
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Provoke Insights conducted a 15-minute 
online survey among 1,500 Americans 
aged 21 to 65 in March 2026.

To ensure a representative sample of the 
U.S. population, Census data was used to 
inform a stratified random sampling 
approach, balancing key demographics 

such as household income, age, gender, 
geography, ethnicity, and presence of 
children in the household. 

With this sample size, the results have a 

maximum margin of error of ±2.5% at a 
95% confidence level.

Statistical significance testing was 

conducted at the 95% confidence level, 
with differences between subgroups 
highlighted in callout boxes within the 
graphs.

Methodology
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Key Findings
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The New Rules of Grocery Loyalty

Grocery loyalty remains remarkably strong, with 96% of 
Americans having a primary grocery store they regularly 

shop at and only 4% saying they do not have a main 
store. Consumers are drawn to their main retailer because 
of convenience, pricing, fresh produce, and overall 

quality, yet many still strategically shop multiple retailers to 
maximize savings and secure the best value. Loyalty is 
especially strong in staple categories like dairy, 

beverages, coffee and tea, cheese, and frozen foods, 
where consumers consistently gravitate toward brands 
they trust for taste, quality, and reliability. Frequent 

grocery shoppers show a deeper emotional connection 
to the shopping experience, with many enjoying in-store 
browsing and remaining loyal to preferred brands even at 

a premium. Millennials, parents, and Hispanic consumers 
stand out as highly engaged grocery shoppers, driving 
stronger omnichannel adoption and more active 

engagement across the category.
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From Commodity to Cult Brand

Produce branding represents one of the biggest untapped 

opportunities in grocery, as consumers who notice produce brands 
strongly associate them with superior quality, freshness, taste, and trust. 
A quarter of Americans consistently purchase the same produce 

brands, while fresh produce itself remains a key driver of grocery store 
loyalty and store selection. Millennials, Gen Z, parents, urban residents, 
and Hispanic shoppers are significantly more engaged with produce 

branding, signaling growing demand for more premium and 
differentiated produce experiences. Frequent grocery shoppers are 
especially likely to connect produce brands with better taste and 

overall quality, reinforcing the idea that produce branding can 
elevate perception in what has traditionally been viewed as a 
commodity category. While legacy brands like Dole still dominate 

awareness, growing recognition for brands like Driscoll’s suggests 
consumers are increasingly open to produce brands that create 
stronger emotional and quality-driven connections.
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Detailed Findings
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Price Sensitivity & 
Grocery Attitudes



9Q. In the last six months, which of the following venues have you noticed price increases?

Supermarkets Remains a Leader in Price Hikes
Supermarkets remain one of the most noticed categories for price increases. However, compared to last year, the 

number of Americans noticing higher prices has decreased. Gas station prices have overtaken supermarkets as 
the number one place where price increases are seen.

Base: All qualified respondents (N=1,500)

73% 72%
68%

39% 38% 38%
35%

33%
31%

28% 27%

22%

63%

79%

73%

48%
50% 49%

43% 42%

36%
39%

32% 32%

Gas stations
fuel providers

Supermarkets Restaurants Superstores/big
box stores

Drug stores Department
stores

Entertainment
venues

Home
improvement

stores

Live events Specialty stores E-Commerce
only sites

Furniture stores

Spring 2026 (N=1,500) Spring 2025 (N=1,500)

*indicates significant differences

*
*

*

* * *
* *

*
*

* *
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Gen X

HHI $150K+

Baby Boomers

Who is Significantly More Likely to 

Notice Increases

Noticed Supermarket Price Increases

Base: All Qualified Respondents (N=1,500)Q. In the last six months, which of the following venues have you noticed price increases? (Select all that apply) 

86%

72% 
of Americans     

Noticed a Price 
Increase at 

Supermarkets

78%

Nearly three-quarters of Americans have noticed price 

increases at supermarkets. Older consumers, particularly Baby 
Boomers and Gen X, are significantly more likely to notice these 
increases compared to other groups.

84%



11Q. In the last six months, which of the following venues have you noticed price increases? (Select all that apply) 

Grocery Price Trends
Consumer perception of grocery price increases has steadily declined since Fall 2022, though a strong majority still 

report noticing higher supermarket prices.

Base (2022-2026): All Qualified Respondents (N=1,500)

91%

85% 85% 85%

74%

79%

74%
72%

Fall 2022 Spring 2023 Fall 2023 Spring 2024 Fall 2024 Spring 2025 Fall 2025 Spring 2026

Noticed a Price Increase at 

Supermarket in the Last Six 
Months
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52%

44%43%

33%

Wandering aimlessly through store aisles is a guilty
pleasure

Stay with brands they believe in, even when they cost
more

Grocery Shop More than Once a Week
(n=490)

Grocery Shop Once a Week or Less
(n=1,010)

Q. How much do you agree or disagree with the following statements? 

Grocery Purchasers 
Shopping Attitudes
Frequent grocery shoppers are more engaged with the shopping 

experience, showing stronger loyalty to trusted brands and greater 
enjoyment of in-store browsing. 

*

*

*indicates significant differences

Top 3 on a 7-Point Agree Scale
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Frequency of 
Shopping
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Frequency of Shopping

Q. How often do you grocery shop?

Grocery shopping remains a frequent routine for most Americans, with nearly half shopping once a week and 
one-third shopping multiple times per week.

Base: All qualified respondents (N=1,500)

8%

25%

47%

13%

6%
1%

More than 3 times a week 2-3 times a week Once a week Once every two weeks Once a month Less than once a month

33%

*1% stated never
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Baby Boomers

Gen Z

More than Once a Week

Who’s Grocery Shopping More or Less Often

33%

Millennials, parents, and Hispanics are the most likely groups to grocery shop multiple times per 

week. In contrast, Gen Z and Baby Boomers are more likely to shop once a week or less, 
reflecting less frequent grocery trips overall.

Once a Week or Less

Millennials

Parents

Hispanics

67%

40%

39%

38%

74%

75%

Q. How often do you grocery shop?

n=490 n=1010
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85%

28%
25%

In-person Grocery delivery/pickup service (e g ,

Instacart)

Online through a supermarket’s 

branded site

Q. How do you typically shop for groceries? (Select all that apply)

How Americans Typically Shop

Base: Grocery shoppers (n=1,481)

In-person grocery shopping overwhelmingly remains the dominant shopping method among 

Americans, especially among Baby Boomers. However, younger consumers, parents, and Hispanics 

are more likely to use grocery delivery, pickup, and supermarket-branded online shopping options.

Parents (34%)
Hispanic (31%)
Millennials (30%)

Boomers (92%)

Gen Z (41%)
Parents (39%)
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86%

44%

34%

24%
19%

Supermarkets Big-box retailers Discount grocery stores Specialty food stores Local farmer’s markets

Q. What types of stores do you usually shop at for groceries in-person?

Where People are Shopping In-Store

Base: Grocery shoppers in-store (n=1,256)

Supermarkets remain the primary destination for in-store grocery shopping by a wide margin, especially among Baby 

Boomers and higher-income households. Parents and younger shoppers are more likely to diversify their shopping across 
big-box retailers, discount grocers, specialty food stores, and local farmer’s markets.

Boomers (92%)
HHI $150K+ (91%)

Parents (24%)

Urban (31%)
Gen Z (30%)

Millennials (40%)

Parents (49%)
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How Americans Shop for Groceries
Most Americans have a primary grocery store but still shop elsewhere occasionally, highlighting a balance between 

loyalty and flexibility. Baby Boomers are the most likely to regularly shop across multiple stores, while Millennials and 
men are the most likely to stay loyal to a single primary grocer.

Q. Which best describes how you shop for groceries?

25%

44%

27%

4%

Shop almost exclusively at one grocery

store

Have one main store, but occasionnally go

elsewhere

Have a main store, but regularly shop

multiple stores

Do not have a main store, shops wherever

is best that week

Gen Z Millennials Gen X Baby 
Boomers

Females Males

(261) (563) (474) (183) (7238) (740)

27% 29% 22% 21% 22% 29%

46% 43% 46% 38% 45% 42&

23% 25% 29% 36% 28% 26%

4% 4% 3% 5% 4% 4%

Base: Grocery shoppers (n=1,481)

n=
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Brand Loyalty in 
Grocery Purchase
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96%
of Americans have a 

main grocery store

Q. What are the top reasons you choose your main grocery store? (Select up to two reasons)

Reasons for Having a Main Grocery Store
Nearly all Americans have a primary grocery store, with lower prices and convenient location serving as the top 

drivers of store choice. Quality, product selection, and fresh produce also play an important role, while digital 
conveniences and loyalty programs are secondary considerations.

40%

36%

23%

20%

19%

15%

15%

10%

5%

4%

Lower prices

Convenient location

Best overall quality

Best selection of products

Fresh produce

Loyalty program or rewards

Carries the brands wanted

Easy online ordering or pickup

Approachable layout

Prepared meals and ready-to-eat options

Base: Grocery shoppers with a main store (n=1,425)
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Reasons For Having a Main Grocery Store
Motivations vary meaningfully by generation. Boomers over-index on loyalty programs, Gen X places greater emphasis 

on convenience and product selection, Millennials are more driven by overall quality, while Gen Z is more likely to 
prioritize specific brands, online ordering, and prepared meal options.

40%

36%

23%

20%

19%

15%

15%

10%

5%

4%

Lower prices

Convenient location

Best overall quality

Best selection of products

Fresh produce

Loyalty program or rewards

Carries the brands wanted

Easy online ordering or pickup

Approachable layout

Prepared meals and ready-to-eat options

Gen Z Millennials Gen X Baby Boomers

(250) (543) (459) (173)

38% 39% 38% 45%

30% 34% 39% 39%

16% 28% 22% 20%

12% 20% 25% 21%

21% 18% 20% 13%

12% 16% 15% 19%

21% 12% 14% 16%

14% 10% 7% 10%

7% 6% 4% 3%

11% 4% 1% 1%

Q. What are the top reasons you choose your main grocery store? (Select up to two reasons) Base: Grocery shoppers with a main store (n=1,425)
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Reasons for NOT Having a 
Main Grocery Store

Q. Why do you not have a main grocery store? (Select all that apply) 

57%

34%

27%

20% 20%

Goes where they

save the most

money

No single store

meets their needs

Likes trying

different stores

Convenience

varies

There are so many

grocery stores in

their area

Among shoppers without a primary grocery store, saving 

money is the dominant motivator, with consumers choosing 
stores based on the best deals available. Many also feel that no 
single store fully meets their needs, leading them to shop across 
multiple retailers.

Base: Grocery shoppers without a main store (n=56)



23

Category Brand Loyalty

Q. In which categories do you most often purchase the same brands over and over again? (Select up to 5 categories) 

47%

43%

38%

33%

30% 29%
27% 26% 26%

23%
21%

19% 18%
16% 15%

Dairy (milk,
yogurt)

Beverages Coffee and
tea

Cheese Frozen foods Chips and
pretzels

Pasta and
rice

Household
products

Produce Sauces and
condiments

Breakfast
foods

Canned
goods

Chocolate
and candy

Crackers Cookies and
baked treats

Brand loyalty is strongest in staple grocery categories such as dairy, beverages, coffee/tea, cheese, and frozen foods, 

where consumers consistently repurchase familiar brands.

Base: Grocery shoppers (n=1,481)
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Main Reason for Sticking with a Food Brand

Q. When shopping for food, what is the main reason you stick with certain brands? (Select up to two) 

Consumers primarily stay loyal to food brands because of perceived quality, taste, and value, with consistency and 

trust also playing important roles. Baby Boomers place especially high importance on taste, and consistent 
experiences, while younger shoppers are slightly more driven by health-oriented perceptions and ease.

Base: Grocery shoppers that are loyal to a food brand (n=1,456)

33%

30%

29%

23%

21%

21%

16%

7%

7%

Better quality

Better taste

Worth the price

Consistent experience

Trusted

Familiar with the brand

Household prefers them

Easy to find in stores

Feels like a better-for-you choice

Gen Z Millennials Gen X Baby Boomers

(261) (563) (474) (183)

33% 34% 32% 31%

28% 29% 29% 39%

29% 28% 29% 33%

23% 20% 25% 30%

23% 22% 21% 19%

21% 21% 23% 20%

14% 17% 18% 14%

9% 9% 6% 3%

11% 9% 4% 4%
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Produce
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Parent

Gen Z

Urban

Who is Significantly More Likely to Choose A 
Main Store Based on Produce

Fresh Produce Builds Store Loyalty

Base: All Qualified Respondents (N=1,500)

23%

19% 
of Americans 

choose their main 
grocery store 

based on fresh 

produce

21%

Fresh produce is the primary reason one in five shoppers choose 

their go-to grocery store, with its importance particularly high 
among urban consumers, parents, and Gen Z shoppers.

21%

Q. What are the top reasons you choose your main grocery store? (Select up to two reasons)
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The Relationship of Brand Loyalty & Produce
One-quarter of grocery shoppers report repeatedly purchasing the same produce brands, with loyalty driven primarily 

by perceptions of better quality, strong value, and superior taste.

Base: Grocery shoppers with a main store AND 
repurchase produce (n=385)

Q. In which categories do you most often purchase the same brands over and over again? (Select up to 5 categories) 

26% 
purchase Produce 

Over & Over Again

36%

30%

27%

24%

21%

20%

15%

10%

8%

Better quality

Worth the price

Better taste

Consistent experience

Trusted

Familiar with the brand

Household prefers them

Feels like a better-for-you choice

Easy to find in stores

Q. When shopping for food, what is the main reason you stick with certain brands? (Select up to two) 

Base: Grocery shoppers (n=1,481)

Main Reasons for sticking with brands



28

Frequency of Noticing 
Brand Names or 
Growers

Q. When buying fresh produce, how often do you notice brand names or growers? 

Parents and those living in cities are more often 
noticing produce brand names.

Base: Grocery shoppers (n=1,481)

21% 

Notice Brand Names or Growers 

Often or Always 
28% Millennials

Who is Significantly More Likely to 

Notice Brand Names or Grower

32% Parents

31% Urban 

29% Hispanics
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Importance of Produce Brand Name

Q. How important is the brand or grower name when buying fresh produce? 

A quarter of Americans say that the produce brand is important. This is especially true among parents and those 
who shop at the grocery store most frequently. 

Base: Grocery shoppers (n=1,481)

*indicates significant differences

26% 
Important

Top 2 of 5 PT 
Scale 44% 

Unimportant 
Bottom 2 of 5 PT Scale 

Significantly More Likely to 
Be Important

37% Parents

35% Grocery shop at more 

than weekly

35% Gen Z

34% Millennials

34% Urban 

34% Hispanics

Significantly More Likely to 
Be Unimportant

61% Boomers

51% Gen X

54% Rural

50% HHI $150K+

50% No kids
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What Brand or Grower Name Means to 
Produce Shoppers

Q. When purchasing produce, what does the brand or grower name mean to you? 

30%

18%
17% 16%

13%

7%

Higher quality Greater trust and safety I know what to expect Better taste More consistent freshness More sustainable

practices

For produce shoppers, brand and grower names are most strongly associated with higher quality. Women are more 

likely to associate produce brands with trust and safety, Millennials place greater importance on taste, and Boomers 
over-index on consistent freshness.

Base: Brand or Grower Name is Important (n=835)

*indicates significant differences

Females (22%)

Millennials (18%)

Boomers (18%)
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26%

4% 1%
2%

0%
1% 1% 1% 1%

3%

24%

5%
4%

2% 2%
1% 1% 1% 1%

0%
Dole Chiquit a Dri scoll 's Del Monte Gr eat  Val ue Kroger

2022 (n=1,466) 2026 (n=1,308)

Fresh Produce Brand That Comes to Mind

Q. When thinking about fresh produce, what brand name comes to mind? (Record in the box below)

Fresh produce brand recall remains heavily concentrated around Dole, while there is significant gains for Driscoll’s 
and Great Value, 365 show a drop in unaided recall compared to 2022.

(2022) Base: Primary/shared responsibility for grocery shopping 
(2026) Base: Grocery shoppers who notice brand names or growers

* *
*

*indicates significant differences
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Optimism, Finances, & 
The Economy
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72%
73%

76%

72%

69%

74%

76% 76% 76%
75% 75%

73%

Fall 2020 Spring 2021 Fall 2021 Spring 2022 Fall 2022 Spring 2023 Fall 2023 Spring 2024 Fall 2024 Spring 2025 Fall 2025 Spring 2026

Consumer Optimism

Optimism
Top 2 box on a 4-point scale

Q. How optimistic are you about the future?

Overall, Americans experienced a slight dip in optimism for the future.

Base: All qualified respondents (N=1,500)
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39%

49%

43%
38% 40%

35%

Fall 2022 Spring 2023 Fall 2023 Spring 2024 Spring 2025 Spring 2026

Climate Concerns

Concern on Climate
Top 2 box on a 5-point scale

Q. How concerned are you with the following areas impacting you personally?

Concern about climate has declined overall since its peak in Spring 2023, with only modest 

fluctuations in recent periods.

Base: All qualified respondents (N=1,500)



35Q. How concerned are you with the following areas impacting you personally?

26%

34%

35%

36%

37%

43%

55%

58%

58%

Job

Overall health

Climate

Artificial Intelligence (AI)

 Crime

Healthcare insurance

The government

Inflation

The economy

Top Concerns Impacting Consumers
Economic concerns dominate, with the economy, inflation, and government leading, while 

healthcare remains a key personal worry and emerging issues like AI and climate follow behind.

Concern
(Top 2 box on a 5-point scale)

Base: All Qualified Respondents (N=1,500)



36Q. How concerned are you with the following areas impacting you personally?

Top Concerns Impacting Consumers
Since 2023, American consumer concerns are still dominated by inflation and the economy, 

though both fell slightly over the years while concern on the government remains unchanged.

Y-O-Y Change in Concerns
(Top 2 box on a 5-point scale)

Base: All Qualified Respondents (N=1,500)

63% 64%

59%

61%

57% 57%
58%

54%

56% 56% 55%

2023 2024 2025 2026

Inflation The economy The government
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Financial Positions
Consumers are increasingly financially strained, with significantly more consumers going into 

debt this year.

Q. Which of the following best describes your current financial situation?

51%

40%

9%

48%

40%

13%

Saving money Living paycheck to paycheck Going further into debt

2025 2026

Base: All qualified respondents (N=1,500)

*indicates significant differences

*



38Q. How financially stable do you feel about the future?

Future Financial Stability
Consumers are only modestly optimistic about their future financial stability, with a substantial 

share still feeling unstable. Confidence is notably stronger among higher-income households 

and older consumers.

Base: All qualified respondents (N=1,500)

40%

31%

Financially Stable
(Top 2) 

Financially Unstable
(Bottom 2) 

Financial Stability in the Future

HHI $150K+ (59%)
Boomers (52%

Males (45%) )
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Grocery Shopper Profile
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54%

30%

9%
5% 2%

0%

50%

32%

8%
6% 2% 1%

Married Single Domestic
partnership

Divorced Widowed Engaged

Frequent Grocery Shopper Gen pop

Gender

Generation

Children Under the Age 
of 18

Marriage Status

42 years old
Median Age

Employment Status

62%

11%
5%

8%
3%

9%

2%

64%

10% 5%
8%

3%
8% 2%

Employed full-
time

Employed part-
time

Freelancer/ Self
Employed

Homemaker Student Retired Business owner

Frequent Grocery Shopper Gen pop

Frequent Grocery Shopper Profile

13%

47%

30%

13%
18%

38%
32%

12%

Gen Z Millennial Gen X Baby Boomer

Frequent Grocery Shopper Gen pop

43 years old
Median Age

Female Male

Frequent Grocery Shopper 48% 52%

Gen Pop 50% 50%

Have children

Frequent Grocery Shopper 45%

Gen Pop 38%

Base: Grocery Shops More than Once a Week (n=490) Base: All qualified respondents (N=1,500)
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74%

15%

7% 2% 2%

74%

15%

8% 1% 2%

White Black Asian American Indian or
Alaska Native

Mixed/Other/Prefer
not to say

Frequent Grocery Shopper Gen pop

Area Household Income

21%

16%

12%

21%

13%

17%

23%

16%

12%

20%

13%

15%

Less than $50K $50K to $74K $75K to $99K $100K to $149K $150K to $199K $200K+

Frequent Grocery Shopper Gen pop

19%
Hispanic

Ethnicity

Frequent Grocery Shopper Profile

Frequent Grocery Shopper Gen pop

22%
Hispanic

Rural Suburban Urban

Frequent Grocery Shopper 24% 49% 27%

Gen Pop 24% 50% 26%

Base: Grocery Shops More than Once a Week (n=490) Base: All qualified respondents (N=1,500)
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About Provoke Insights
Provoke Insights is a full-service market research firm founded on the 

belief that research should better align with marketers’ needs. Our 

mission is to empower brands by providing them with the insights they 

need to navigate today’s ever-changing marketing landscape. 

We partner directly with brands to design and execute custom 

research initiatives that inform critical marketing and business 

decisions. Unlike traditional market research firms, we take a more 

agile and innovative approach to our work. Our team is dedicated to 

developing initiatives that address the unique and evolving needs of 

today’s market quickly and effectively. 

What sets Provoke Insights apart from other research firms is our 

singular focus on branding and advertising initiatives. Our team 

consists of seasoned researchers who are also experienced brand 

and media strategists. With this expertise, we deliver actionable, 

tailored insights that help brands succeed in their marketing efforts. 

Our trends reports are designed to showcase our thinking and 

approach, and to spark conversations with brands looking for deeper, 

customized research. 

For more information or to discuss a potential engagement, reach out 

to info@provokeinsights.com. 
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