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® 85% of consumers around the world are
concerned about inflated grocery prices
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® Consumers identify top factors driving
inflated grocery prices
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® Geographically, consumers are split on
the leading cause of grocery inflation
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® New shopping habits are being formed
across grocery categories

65%

Buy less groceries across categories

Shop at discount and wholesale stores 42%

Shop based on promotions and discounts 36%

Switch to private label brands 34%

Buy more and stockpile 28%

Shop at local businesses 26%

Shop based on lowest price regardless of retailer 23%

14%

Make budget cuts elsewhere

® To offset grocery prices, consumers are
willing to reduce spending on the following:
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The Blue Yonder 2025 Global Consumer Sentiment on Grocery Inflation Survey was fielded by a third-party provider in May 2025.
Blue Yonder surveyed over 6,000 consumers across Australia and New Zealand, France, Germany, the U.K,, and the U.S. to gather
insight on their shopping behaviors due to inflated grocery prices and their feelings on what is contributing to prices.
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