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AGENDA

What'’s In
the report

Methodology: This poll
was conducted from May
07-11, 2018, among a
national sample of 2,201
adults. Results from the full
survey have a margin of
error of plus or minus 2
percentage points.
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Online Versus Purchasing Product
In-Store Considerations Labeling
Shopping

Habits

PLUS: See the top 10 most loved food and beverage brands in America on slide
26. This is part of our new report: Tracking America’s Largest Food and Beverage
Brands. Download here.


https://morningconsult.com/form/food-and-beverage-brands/

INTRODUCTION

Key Insights

A quick glance at
some of the most
important findings
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1. Most Americans who aren’t shopping online don’t plan on doing so
in the future.

Sixty-five percent of consumers who say they’ve never purchased food or beverage
products online say they also have no plans to in the future, regardless of advancements.
Why? Most cite a general preference for shopping in person.

2. Brand name is the most important purchasing consideration.

When asked whether they would be willing to pay extra for a range of factors, brand
name was the most commonly chosen option. Brand name matters most for drink
products like soda and coffee.

3. “Fresh” is the most appealing term to label a product with, while
vegan is the least.

Eighty-one percent of Americans say that a food or beverage product would be more
appealing to them if they say “fresh” on the labels. This holds true across a wide range
of demographic groups. Just 17% say "vegan” makes a product more appealing.
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ONLINE V. IN-STORE
SHOPPING HABITS



ONLINE V. IN-STORE
SHOPPING HABITS

Men, high
income earners
more likely to
have purchased

food or
beverage
products online
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Have you ever purchased packaged food or beverage products online?

H Yes ®mNo

All adults 33% 67%

Male 38% 62%

Female

29% 1%

Income: Under $50k

Income: $50k - 100k 38% 62%

Income: $100k + 45% 55%

Urban 36% 64%

Suburban 34% 66%

Rural




ONLINE V. IN-STORE
SHOPPING HABITS

A plurality of
those who
have
shopped

online say
they did so
because of
convenience
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What is the primary reason you purchase packaged
food or beverage products online, as opposed to in
an in-person location?

23%
18%
5%

2% 2%

I

Convenience Options Cost None of the  General Other
available above preference



ONLINE V. IN-STORE
SHOPPING HABITS

The average
online food
shopper
buys a small

number of
items as
needed
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When you purchase packaged food or beverage products online, do you

typically purchase:

m All of my groceries for the
week

Small amounts of items
as needed

m /n bulk



How often do you purchase packaged food or beverage products online?

ONLINE V. IN-STORE
SHOPPING HABITS

6%

Among
online
shoppers,

m Every week

m Every month

few make
weekly
purchases

A few times a year

Never
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What is the primary reason you have NOT purchased packaged
e NS T ORE food or beverage products online in the past?

SHOPPING HABITS

T e T B All adults B Gen Z (18-21)

haven’t
shopped
online
consider it a
general

preference

However, 18-21
year-olds are less
likely to cite a
preference for in-

store shoppin 0 0
pping 129% 14% 14% 4% 39,
(]
8% 7% (7% 0 7% 7% 1%
W MORNING CONSULT Generally Convenience Cost None of the Not sure of the Other Options
prefer to above best online available

SLIDE /10 purchase in- retailer to use
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ONLINE V. IN-STORE
SHOPPING HABITS

Most
Americans
who haven’t

bought

groceries
online have
no interest in
doing so
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Which of the following comes closest to your views, even if none are

exactly right?

® ] am currently open to
buying food and
beverage products online,
I just haven't

® ] would be open to
buying food and
beverage products online
in the future, once the
options to do so improve

m ] don't have any interest
in buying food and
beverage products online



ONLINE V. IN-STORE
SHOPPING HABITS

Most
Americans

are satisfied
with their

nearby

grocery
options
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How satisfied are you with the grocery store options near you?

m Very satisfied

® Somewhat satisfied
m Not too satisfied

m Not satisfied at all

Don't know / No opinion




ONLINE V. IN-STORE Generally, would you say that you enjoy shopping for groceries?
SHOPPING HABITS

Consumers that have purchased food Consumers that have never purchased
and beverage products online before food and beverage products online

Consumers
who’ve
purchased
food online

more likely
to enjoy
shopping
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m Yes m No m Yes m No
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How much would you be willing to pay in order to have groceries delivered
SN e [MoS @ to your place of residence?
SHOPPING HABITS

® [ would not be
willing to pay
extra for delivery

$1-5
20% of
Americans 46 - 10
are willing to
pay more -

than $5 on

grocery
delivery
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SLIDE / 14 Among consumers who have purchased food and beverage
products online in the past, just 35% say they would not be willing
to pay extra for delivery.




Would you consider paying for a Would you consider paying for a

ONLINE V. IN-STORE subscription service for a food or subscription service for a variety of

SHOPPING HABITS beverage product that you buy often curated food or beverage products to

S — to be delivered to your place of be delivered to your place of
residence? residence?

About a
quarter of
Americans
would

consider a
subscription
service
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CONSIDERATION



PURCHASING
CONSIDERATIONS

Brand name is
the factor
consumers

would most be
willing to pay
extra for
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Consider the following scenario: You are shopping for a small grocery item that
you need that costs $5. You see an alternative that costs $0.50 more. Under what
circumstances would you be willing to pay an extra?

mYes mNo
A brand name you know and like 45% 55%
Made in the United States 37% 63%

Made locally 32% 68%

23% 77%

Organic

Packaging makes note of the company's support for
American farmers

23% 77%
Not made using GMOs 23% 77%

23% 77%

A friend recently recommended

Packaging makes note of the company's commitment to the 18%
environment g

Packaging makes note of animal welfare in sourcing of the
product

18%




How much does name brand matter when shopping for each of the
following?

PURCHASING

CONSIDERATIONS , L
mA ot m Some m Not much m Not at all Don't know / No opinion

Soda/Pop 35% 29% 16% 11%
Coffee / tea 33% 31% 18% 10%
Cereal 28% 36% 20% 10%
Juice
The products for Dairy products
ekl [, Snack food

name matters

Bread products 25% 35% 23% 11
most

23% 36% 20% 13%
Ready-made or frozen meals 23% 37% 21% 1%
Health / snack bars 23% 35% 23% 1%
Condiments / sauces 21% 37% 24% 12%
Packaged desserts 18% 35% 26% 12%
V MORNING CONSULT Frozen produce 18% 35% 28% 12%
SLIDE / 18 Canned goods 17% 36% 28% 13%
Grains / pastas 17% 33% 31% 14%
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How much does it matter that a product is organic when shopping for each
of the following?

PURCHASING
CONSIDERATIONS Lo
mA ot m Some m Not much m Not at all Don't know / No opinion

Dairy products 24% 23% 19% 26%

Juice 22% 24% 21% 25%

Health / snack bars 20% 22% 24% 25%
The products for
which being Bread products
organic matters Grains / pastas
most Canned goods

Cereal 15% 21% 27% 28%
Coffee / tea 15% 18% 26% 30%
Ready-made or frozen meals [EERLA 21% 27% 29%
Packaged desserts [EpLIA 16% 30% 32%
Snack food [EPATA 20% 28% 31%
W, MORNING CONSULT Condiments / sauces KB 19% 30% 31%
SLIDE / 19 SLEIGCRE 11%  11% 39%

Ul 10% | 12% 40%




How much does nutrition/health factors matter when shopping for each of
the following?

PURCHASING
CONSIDERATIONS

mAlot  mSome m Not much m Not at all Don't know / No opinion
Dairy products 40% 36% 13% 5%
Health / snack bars 37% 34% 13% 7%
Juice 36% 37% 15% 5%
The products for
which
nutrition’health % L % 1% o%

Grains / pastas 31% 39% 17% 6%
Ready-made or frozen meals 29% 35% 19% 9%
Canned goods 28% 40% 18% 7%
Snack food 25% 33% 23% 12%
Coffee / tea 24% 27% 25% 14%
Condiments / sauces 22% 32% 27% 12%
Vv MORNING CONSULT Soda/Pop 22% 22% 26% 20%
SLIDE / 20 Packaged desserts 21% 29% 27% 13%

Candy 18% 22% 27% 24%

matters most
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PRODUCT LABELING

The label terms
that are most
and least

appealing to
consumers
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Do each of the following words or phrases, commonly found on food or beverage

products, make you more or less likely to buy the product?

m More appealing Neither more nor less appealing m Less appealing Don't know / No opinion

Fresh 81%

Farm-fresh 72%

Sourced from American farmers
Nutritious
A high source of vitamins
Natural flavors
Naturally sweetened
High in fiber
Grass-fed 53%
Free-range
Low Calorie
Organic
Non-GMO 46%
Fat-free
Sugar-free
Sustainably sourced
Ethically sourced
Parent-approved
Gluten free
Diet 26%

Vegan




PRODUCT LABELING

Notable
demographic
trends on

food labels

A quick glance at
some of the most
interesting findings
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Everyone likes the terms “fresh” and “farm-fresh”

Across the board — young, old, liberal, conservative, wealthy, poor — these terms
are viewed overwhelmingly positively.

Younger generations care more about organic products

Fifty-four percent of Americans aged 18-29 say a product labeled organic would be
more appealing, compared to 37 percent of those 65 or older.

Trump voters care more if products sourced from American farmers

Seventy-eight percent of Trump voters say a product is more appealing with this
label, compared to 68% of Clinton voters.

Vegan products more appealing to younger Americans

Twenty-nine percent of Gen Z adults (18-21 year-olds) say the word vegan would
make a product more appealing. Just 14 percent of Boomers say the same.

No partisan divide on GMOs

Forty-eight percent of Democrats say a product would be more appealing if it was
non-GMO, while 47 percent of Republicans say the same.



Do you ever purchase generic products when they are cheaper than name brand

alternatives?
PRODUCT LABELING

H Yes ®mNo

All adults

Few Americans
unwilling to

pu rChase Income: Under $50k

cheaper generic
products

Income: $50k - 100k

v MORNING CONSULT Income: $100k +
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The following slides contain a preview of Morning Consult’s latest report:

5 TRACKING AMERICA'S LARGEST

g - FOOD AND
s = BEVERA GE
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Data-driven consumer insights on
leading companies and products
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POPULAR FOOD AND ana 5
DA Ordered by net favorability (favorable minus unfavorable)

PRODUCTS

1. HERSHEYZ 78.6

The 10 most 2. ( 76.6
popular

packaged
food and 4. Helloggs 75.9

beverage N Hleinz| 74.5

761

brands and
products - 74

among all 6. Cheerios 741

adults ,
8. Gampbelli 72.9

9. = 721
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The rankings were determined using surveys conducted online among a national sample of adults. Between 2,500 and 50,000 adults rated
each of the companies from January through March 2018. The maximum margin of error for a given brand is plus or minus 2%.




POPULAR FOOD AND

et These are the brands that have the greatest differential in net

favorability when comparing 18-29 year-olds to all adults.

@® All Americans 18-29 Year-Olds

The 5 Net Favorability
StandOUt -10 0 10 20 20 40 50 60
LOOd and Resi‘liull o 2L_”/ FSE betwaer?dn all Americans
everage
9 Q 14

brands

among
young adults
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LTI NV MORNING CONSULT Intelligence

CONSULT BRAND
INTELLIGENCE

SR A 360-degree view of your

NATIONAL FOOTBALL LEAGUE brand’ 1n one screen. Every

Favorability vs. Twitter Sentiment day.
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Analyzing over 85,000 news media outlets

REQUEST A DEMO HERE
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Brand Intelligence

DATALAB: FAVORABILITY
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BENCHMARK BRAND
PERFORMANCE

Compare your brand’s performance
with competitors across survey,
economic, social media, and news
media metrics.
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DEMOGRAPHICS: FAVORABILITY

IDENTIFY DEMOGRAPHIC
TARGETS

Through 60,000 consumer interviews
per brand, identify key targets across
35 demographic variables, including
gender, age, and ethnicity.

REQUEST A DEMO HERE

MAP: FAVORABILITY

EVALUATE GEOGRAPHIC
TRENDS

With data tracked down to the ZIP code,
understand how your brand performs
state by state and DMA by DMA.
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MORNING
CONSULT BRAND
INTELLIGENCE

Use Cases
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DAILY MONITORING

Track brand perception in real-
time with the Brand Intelligence
dashboard in your inbox

14

STRATEGIC PLANNING

Identify demographic targets
and geographic trends to
customize communication &
marketing campaigns

CRISIS RESPONSE

Evaluate the magnitude of a
crisis and track the effectiveness
of your response

This kind of real-time brand tracking has become a necessity.

- WIRED



MORNING
CONSULT BRAND
INTELLIGENCE

Contact
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N MORNING CONSULT

To request more info about Brand Intelligence
or Morning Consult’s research capabilities:

EMAIL: hthompson@morningconsult.com

VISIT: www.intel.morningconsult.com

For press inquiries:

EMAIL: press@morningconsult.com



