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1. Introduction

saviis the UK's leading trusted provider of coupon and voucher solutions, delivering
over £300m of savings to shoppers nationally each year via our intelligent digital

promotions platform.

At the end of each year we run a survey to help us understand shopper behaviour
and attitudes towards grocery retail and shopping promotions. It reveals valuable
insights about how and where people prefer to shop, and their opinions about loyalty

and cost-saving promotions.

This report aims to summarise some of the key findings and help our retail and FMCG

clients get to know their customers even better at a time when it matters the most.

OnePoll carried out online research of 2,000 UK adults in early November 2024 on

behalf of savi.
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2. Summary

The survey revealed that savings and value matter more to shoppers than loyalty to a particular brand or retailer,

and that digital offers play a key role in enabling smarter purchasing decisions.

« 62% of shoppers are spending more now than they were a year ago.

- 26% feel worse off now than this time last year.

- 1in 4 shoppers maintain that coupons are essential to their budget.

« 57% of shoppers say that coupons do influence their shopping behaviour.

« A combined 76% of shoppers are likely to try a new product with a coupon.

« 68% would switch from their preferred supermarket if they couldn't redeem a coupon there.
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3.Where we shop

Where we shopped for groceries in 2024 has not changed much compared to 2023, but Co-op and Iceland have both
dropped out of our shoppers’ top 10 this year. We also learned that the trend for shopping instore seems to be thriving.

Top 10 Grocery Stores 2024 vs (2023) Do you shop for groceries online or instore?
2024 vs (2023)
1 TESCO (1) 6 Morrisons (6) ,
bbbl All online
: (17%) 8%  Mostly online
. ; WAITROSE Allinstore ]
2 Sainsbu rys (2) 7 ‘ ‘ (7) 20% 12% (14%)

(19%)

(/= amazon
3 Fy (3) 8 froch  (10)
N

4 ASDA @ 9 Independents (-)

5 (5) 10 M&S (8) Mostly instore
23% (18%)

Both equally
28% (32%)
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4. The rising Cost-of-Living

Whilst inflation has slowed shoppers are still reporting that they spend more now on essentials compared with last year,

and that they are cutting back on what are considered to be luxuries.

Are you spending more or less on groceries What have you been buying less of?

compared with this time last year?

23% -

Dining Leisure/ Holidays Tech
Clothing out Days out & travel gadgets
The same 32% 31% 26% 23% 22%
c10)74
gl I @ @
Food Personal Home Streaming
Alcohol delivery treatments improvements subscriptions
More 21% 20% 20% v{o) 4 18%
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So how do shoppers reduce spending?

To help maximise budgets shoppers are seeking ways to cut back. More than half said that coupons have the most

impact on how they shop, and nearly a 1 in 5 say that coupons are saving them at least £20 a month.

Which promotions are most likely to How much do you believe you save each
influence your shopping behaviour? month from using coupons?

Multi purchase (BOGOF)

26% Coupoons ce .
S7% b i 23%
Gifts with purchase
y40) 4 _
Over £30
5%
COShEGCk Loyalty points
35% 53% Unsure
Discount code y4{0) 4 £30

42% a E 10%
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5. Shopper loyalty

The survey showed a steady increase in shoppers willing to tryout new brands with coupons in the past three years.

We dlso discovered that net 68% would now consider switching supermarkets to redeem them.

How likely would you be to try a new Would you consider switching supermarket if your
product if you received a coupon for it? preferred store did not accept your coupons?
No preferred | would definitely consider it
B 2022 [ 2023 P 2024 T e 28;’
4% °
| would maybe consider it
40%
Not sure
Likely Unsure Unlikely | would never 19%

consider it
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What else shoppers told us about coupons

and loyalty

30% 29% 29%
Coupons increase Coupons increase their Coupons increase
their awareness of a loyalty to the retailer their loyalty to abrand
brand redeeming

22% 33% 26%
Would prefer to use a Expect to receive coupons Coupons encourage
coupon in a shop if they sign up to a loyalty them to buy more
rather than online often

scheme
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6. The demand for coupons

We asked the shoppers when they expect coupons and also what items they would like to receive coupons for,

unsuprisingly they want them for more than just groceries.

Top reasons we expect a coupon for Top 10 items we want coupons for
Thank you Birthday Try new Food products Household Clothing Dining out
for loyalty treat products 71% goods 51% 46%
46% 37% 35% 54%
Hy%ienf Alcohol Food delivery I-slsiidaysi Tgchn:logy
Christmas Giving Compensate prz 1‘:/" & 39% 36% 3"5";’9 9;'3 33 o
treat feedback problems ? ° °
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Gen Z attitudes towards coupons

The survey also told us how 18-25* year olds feel about coupons and where they shop.

Are you more likely to try a
new product with a coupon?

What encourages you to
redeem a coupon on your

Have you ever used a coupon on
your smartphone while shopping?

smartphone instore?
Unlikely  Neutral
3% 8% 24%
Store
Countdown frg;r
ti
N/A 23% : | ,
6% canusei
on my phone
Where you do you Yes Environment 57%
. 70% friendly
mostly buy groceries? 28%
Mostly onli
0331 ;n ine More
o Mostly instore retailers Easy to use
39% 28% 52%
Prompts
Likely & reminders
89% 32%
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/. Coupons and 1st party data

More than two-thirds of consumers are willing to join a loyalty program in exchange for coupons and are also open

to sharing significant personal information in return.

How likely are you to join a brand or What information would you share for a coupon?

retailer’s loyalty scheme for a coupon? I :

63% 46% 39% 33%
Email address Shopping habits  Favourite brands Purchase intentions

. (DE E
69%

29% 27% 26% 17%
Family composition Address Phone number Income

Neutral
23%

Not sure
4%

Unlikely
4%
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8. The rise of mobile coupons

As digital tech and smartphones become a bigger part of our everyday lives, shoppers are looking to bring that into

their shopping experiences too.

"| prefer mobile coupons over Have you ever redeemed a
paper ones” Do you agree or coupon on your smartphone
disagree? whilst in a shop?

Disagree
19%

No
24%
N/A
6%

Agree
57%

Scan code

Neither

Yes 24%
70%
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The mobile coupon experience is unparalleled

We learnt that most shoppers want to receive and use offers on their phone and in a store, so we asked
them why and also what would put them off.

What encourages you to redeem a
coupon on your smartphone instore?

What would deter you from redeeming
a coupon with your mobile instore?

40%
0 ° Only valid a short time
Countdown timer Easy to use Want offers to be 37%
9 % . .
i DRz delivered to their Unsure
mobile e

Choice of retailers
26%

il

' Can't print it out

deem coupon 20%
R:tthgcheckom
On my phone
50%
Prompts & reminders
33%

Only valid in some retailers
30%

Risk of retailer rejection

30% © savi UK 2025


http://www.saviuk.co.uk/

, savi
9. Conclusion

Our research confirms that savi's transition to a digital experience with mobile coupon offers is aligned with the desires of
today’s shoppers for better value delivered conveniently.

We've covered only some of the insights we learnt from our survey and when added to savi's 50+ years’ worth of coupon
experience itis clear that we are the experts in our industry.

Processing millions of coupons every year provides us with a wealth of data and insights about the performance of

coupon campaigns across all categories, retailers, channels, and brands.

To find out more about using our unique technology to run compelling offers and coupon campaigns contact

i B v

More secure Multi Clearer Controllable Speed to Strongretail Greener
from fraud channel reporting campaigns market relationships option

info@saviuk.co.uk.
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About savi

Formerly known as Valassis, savi connects shoppers, retailers, and brands via innovative, intelligent, and secure mobile,

digital, and print solutions. Delivering over £300m worth of savings to shoppers annudlly, savi clears 87% of FMCG brand
coupons acceptedin over 19,000 retail outlets nationally.

We work together across social, online, instore, and shopper-care channels, leading clients to get more from their

marketing promotions: driving value, increasing loyalty, and activating customers for over 50 years.

Learn more about our mobile coupons and other savi solutions at www.saviuk.co.uk
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