The Grocery Eye 2

attitudes & behaviours of today’s grocery shopper ¢

The average grocery shopper spends nearly £4,500 on groceries and almost 4 %2
days every year perusing the aisles for products. With such a huge investment
of time and money, what do consumers really want to see in their basket?
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The Grocery Eye study was conducted in November 2013 with SPA
2,000 primary grocery shoppers. F
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