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NIQ Shopper Trends 
Example from our comprehensive off-the-shelf report
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Main shopper profile and loyalty by retailer

Base: All SH Respondents (n=1596)

Ref:  Q4.Please record your gender

Q5.Which age group from the list below do you belong to?

Q6. Thinking about household shopping which of these statements applies to you?

Retailer Performance

54%

46%

Influencer Main shopper

SH/HM shopper profile

While main shoppers of super/hypermarket are women skewed, men influence the decision making

Role in shopping
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58%

In
fl

u
e

n
c

e
rs

66%

34%

M
a

in
 s

h
o

p
p

e
r

Gender Age by Gender

Base: All S/H Respondents (n=1000)

Women Men
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Slight differences seen in shopper profile at retailer level – Retailer B has more younger shoppers while Retailer D has an older 

profile. Retailer C & Retailer E are skewed towards single shoppers

Base: All HM/SM shoppers who visit store most often. 2022 Retailer A (n=313), Retailer B (n=137), Retailer C (n=56), Retailer D (n=112), Retailer E (n=37*),  Retailer F (n=45*) 

Ref:  Q4 Please record your gender ; Q5 Which age group from the list below do you belong to?, Q69 Marital status.  Q75 How many people are there in your household including yourself? 

Profile of main shopper – by retailer
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0%

1%

0%

19%

19%

61%

GENDER

Men

Women

AGE

18-24 y.o.

25-34 y.o.

35-49 y.o.

50-65 y.o.

MARITAL STATUS

Single

Married

Divorced/Separated

Widowed/Widower

HOUSEHOLD MEMBERS

1

2

3

4

5 or more

47%

53%

20%

25%

34%

21%

29%

67%

1%

2%

2%

7%

16%

26%

49%

Total Retailer A Retailer B Retailer C Retailer D Retailer E Retailer F

Significantly higher/lower at 95% CI vs. previous year
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Base: All HM/SM shoppers, 2018 (n=1388), 2019 (n=1411), 2021 (n=1305), Feb’2022 (n=1468), Sep’2022 (n=1011), 

2023 (n=1466)

Ref: Q24 Which of the following best describes how well you know the prices of the grocery items you buy regularly?

Shopper price awareness

Price awareness of groceries bought regularly

21% 18% 22% 21% 19% 22%

43% 47%
44% 46%

46%
47%

33% 33% 31% 31% 34% 30%

2% 2% 3% 2% 2% 2%

2018 2019 2021 Feb'2022 Sep'2022 2023

Paying a premium: Quality vs. convenience
% of ‘Strongly Agree / Agree’*

Base: All HM/SM shoppers, 2021 (n=1305), 2022 (n=1468), 2023 (n=1466

Ref: Q132. We have a few question about your attitudes towards grocery shopping. In general when shopping, to what 

extent do you disagree with the following statements?

69%

(know all + know most)

64% 65% 66% 67%
65%

57%

31%

53%

29%

54%

33%

52%

33%

I care about quality and I
am willing to pay more

Anything that saves me time
is worth paying extra for

Feb'2021 Feb'2022 Sep'2022 Feb'2023

I don't know about or notice the prices of grocery items

I don't necessarily know all the prices but I generally notice when the price changes

I know the prices of most of the items and always notice when the price changes

I know all the prices of the grocery items I buy regularly
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% Supermarkets Traditional Grocery/Provision Stores

2021 2022 2021 2022

Spend 

most in

Visited 

within P7D

Visited 

within P4W

Visit 

occasionally 

Frequency 

of visiting
2.4 times a month 2.7 times a month 6.3 times a month 6.1 times a month

% Hypermarkets Minimarkets

2021 2022 2021 2022

Spend 

most in

Visited 

within P7D

Visited 

within P4W

Visit 

occasionally 

Frequency 

of visiting
21. times a month 2.0 times a month 3.6 times a month 4.2 times a month

11
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59

73
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Base: All shoppers 2021 (n=2005), 2022 (n=1987)

Channel Dynamics

409

498 493

613

697

262
286 277

356
396

2018 2019 2020 2021 2022

Total Expenditure

Fresh Food

38

42

58

66

5

40

49

62

39

44

56

66

10

31

44

52

33

36

54

68

Significantly higher/lower at 95% CI vs. previous year

56% 58% 56% 58% 57%

Fresh food as a % of total expenditure%

With increased visitations expenditure on grocery 

essentials, especially fresh food, also increases though 

some of it could be driven by the rising prices

Monthly grocery spend

Average monthly grocery spend (MYR)

Base: All shoppers 2018 (n=1602), 2019 (n=1598, n=1601), 2021 (n=2004, n=2004), 2022 (n=1986, 

n=1986)

Ref: Q&s Please estimate how much your household would usually spend in a month on food, groceries, 

and personal care items.

Ref: Q&s Roughly how much is spent on Fresh Food – Meat, Fish and Vegetables etc.?

Visitation to supermarkets and minimalists has gone up versus previous year
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2021 2022 2023
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Learn which retailer has the strongest store equity

Based All HM/SM shoppers 2022 (n=1468), 2023 (n=1466)

Retailer Performance

Competitor Benchmarking

Provides a unique measure of Store 

Equity based on NIQ’s proprietary 

solution Winning Brands™. The index 

measure enables your business to 

understand the strength of your retailer 

brand against competing banners and 

track performance over time. Retailers 

that grow their Store Equity increase 

their chances to win the battle for loyal 

shoppers, vital in today’s retail 

landscape online and in-store.

Store equity index (SEI)

Very strong brands – SEI over 3

Medium and strong brands – SEI 1 to 3

Weak brands – SEI under 1

Store Equity Index is calculated from preferred recommendation, willingness to pay price premium, willingness to travel
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Food and groceries are good value for money

A place where its easy to quickly find what I need

Always have what I want in stock

Low prices for most items

Provide enjoyable shopper experience

Pleasant store environment

Offers their own brand of groceries to main brands

Provide really good deals and promos

Has programs that reward regular purchase of products

Everything I need in one shop

Staff provide excellent customer service

High quality fresh food

Convenient to get to

Well presented product displays

High quality prepared meals

Are the first to have new products

Efficient checkout counters

Clean and hygienic store

Wide range of fruit and vegetables

Has high quality premium brands

Has a wider variety of products

Wide range of fresh fish and meat

Wide range of healthy and organic products

Long opening hours

Spacious

Ease of parking

7

Based All HM/SM shoppers 2023 who rate Retailer B (n=569); Ref: Q18. Thinking about the same statements, please indicate which stores you associate with each of the statements?

Strengths and weaknesses (uniqueness)

Retailer B

Key strengths

• Wide range of healthy and organic products

• Wide range of fresh fish and meat spacious

• Everything I need in one shop

Key weaknesses

• Convenient to get to

• Clean and hygienic store

• Pleasant store environment

“Data normalization – Statistical methos which 
allow to derive differences between market players 
and allow to identify key strengths and weaknesses 
among competitors. It doesn’t show performance –

only differentiation/associations, bigger difference –
stronger uniqueness from others.
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55% 54%
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Based: HM/SM shopper, Category buyers 2023 (n=1450)

Ref: QQ168. Please indicate the extent to which each of the following categories influences the store you choose to shop at?

Category-level insights

How important is your 
category?

Shopper Trends also has Category 

Insights for the top categories shopped 

within the store. It offers an 

understanding of the categories which 

are part of the shopper basket in the last 

trip as well as those which trigger the 

trip. This will enable manufacturers to 

get an insight into key areas like shopper 

price awareness across different 

categories, promotion sensitivity or the 

importance of the introduction of new 

brands, products or varieties.

Category influence on store selection (%)

F
re

s
h

 m
e

a
t 
o

r 

p
o
u
lt
ry

F
re

s
h

 f
ru

it
 &

 

v
e

g
e

ta
b

le
s

F
re

s
h

 f
is

h
 o

r 

s
e

a
fo

o
d

N
o

n
-f

o
o
d

 

c
a

te
g

o
ri
e
s

C
o

ld
 c

u
ts

F
re

s
h

ly
 b

a
k
e

d
 

g
o

o
d

s

F
a
c
e

 c
a

re

B
a

b
y
 f

o
o
d

M
a

k
e
-u

p

L
a
u

n
d

ry
 &

 H
H

 

c
le

a
n

e
rs

D
ia

p
e

rs
 /

 b
a
b

y
 

w
ip

e
s

D
a

ir
y
 p

ro
d

u
c
ts

S
h

a
m

p
o
o

 &
 

c
o

n
d

it
io

n
e

r

C
o

ff
e

e
 /
 T

e
a

S
k
in

c
a
re

S
a

n
it
a

ry
 

p
ro

te
c
ti
o
n

P
a

p
e

r 
p

ro
d

u
c
ts

S
ta

p
le

s

B
e

e
rs

, 
W

in
e
s
 

a
n
d

 S
p

ir
it
s

C
h

o
c
o

la
te

 &
 

b
is

c
u

it
s

F
ru

it
 j
u

ic
e

s

C
S

D
 a

n
d

 w
a

te
r

S
a

lt
y
 s

n
a
c
k
s

Would go out of my way

Does not define where I shop
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Base: All HM/SM shoppers, 2021 (n=1305), 2022 (n=1468), Sep’2022 (n=1011), 2023 (n=1466), Ref.: QQ165. Considering the next 6 months, how likely are you to buy food groceries online?

Base: SM/HM shoppers not intending to buy groceries online in next 6 months Feb’2022 n=722). Ref.: Q136. Which of the following factors prevents you from buying groceries online?

Omni-Channel behavior:

Online grocery purchase intention in next 6M

21%
27% 28% 29%

24%
18%

22% 21%

29% 25%

27% 26%

14%
13%

13% 12%

12% 16%
10% 11%

2021 Feb'2022 Sep'2022 2023

Barriers to buying groceries online

51%

43%
45%

67%

Definitely will not buy food and groceries online

Probably will not buy fod and groceries online

Might or might not buy food and groceries online

Probably will buy fod and groceries online

Definitely will buy food and groceries online

51%

46%

28%

34%

23%

27%

17%

10%

9%

5%

3%

47%

43%

28%

33%

22%

24%

17%

9%

11%

6%

3%

47%

43%

29%

27%

23%

22%

15%

10%

9%

6%

4%

Product examination

Extra charges

Enjoy in-store experience

Concern on product quality

In-store prices / deals

Delivery time

Delivery errors

Secured payment methods

Product ranges / selection

Website usability

Web connectivity

2019 2022 2023
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45%

32%

35%

38%

14%

7%

42%

32%

34%

35%

14%

7%

43%

35%

34%

33%

14%

6%

Less expensive than named brands

Quality just as good as named brands

Quality of store brands is improving

They offer really good value for money

Word of mouth. Others have recommended them

Products want are only available in store brands

2021 2022 2023

Base: All aware of Private Label 2021 (n=1251, 2022 (n=1371), 2023 (n=1466)

Ref.: Q115. Why do you buy store brands?

10

Being less expensive than named brands is still the main driver behind buying private labels

Private Label Insights

Drivers behind buying private label

% of ‘Strongly Agree / Agree’*
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Thank you.
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