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About this report

Flipp’s annual State of Grocery Report provides an assessment of how Canadian shoppers approach their planning and 
purchase decisions for groceries and household essentials. 

We surveyed 4,200 household shoppers, who indicated that they are the primary decision maker for household shopping 
or equally share with another person. We partnered with Angus Reid Forum to distribute the survey and ensure a balanced 
and weighted sample according to the latest census data. Data was collected between May 1 -6 2025. 
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Key Insights    |     Planning is Power: Shoppers Strategize Before Hitting the Aisle

Pre-Trip Planning Remains a Cornerstone of Grocery Behaviour

Nearly 9 in 10 Canadian household shoppers (89%) report planning their 
grocery trips in advance, a trend that has remained stable over time. This 
consistency, paired with the fact that 78% actively search for savings and 
more than half create shopping lists, demonstrates that planning is a deeply 
embedded behaviour rather than a short-term response to inflation. 

Importantly, this practice spans all generations and regions, underscoring a 
national commitment to maximizing value through preparation. Whether 
driven by household budgeting or the desire for control, planning continues 
to shape how Canadians approach their grocery missions.

01 02 Shoppers Are Responding Strategically To Financial Pressures

Canadian shoppers report spending an average of $180 per week on 
groceries, a figure largely unchanged from last year. However, 90% feel they are 
spending more, reflecting heightened price sensitivity, particularly in visible 
categories such as produce and proteins. 

Instead of reducing their total spend, shoppers are adjusting their behaviours to 
manage costs strategically: 75% check prices for specific items before 
shopping, 69% compare prices across stores, and 38% engage in price 
matching—most of which is planned in advance. These actions suggest that 
shoppers are preserving their budgets not by cutting back, but by shopping 
more deliberately.

04 Flyers - Especially Digital - Are Central Tools for Navigating Savings

Flyers remain one of the most relied-on tools for savings, with 36% of grocery 
planners using Flipp or reebee, and 56% indicated they only or mostly read 
digital versions. Importantly, 87% of flyer readers say they engage with flyers at 
home, further supporting the idea that grocery planning is a deliberate pre-trip 
activity, not an in-store improvisation. These figures point to the flyer (especially 
digital) as not just a promotional medium but as a key tool for 
decision-making. 

03 Price Visibility Is A Trigger For Store Choice

Nearly two-thirds of shoppers (62%) say they’d be willing to switch stores if 
they spotted a great deal on a key item while planning. However, more than 
half (53%) admit they usually don’t know where those high-value items are 
on sale each week. 

In today’s price-sensitive market, where perception shapes behaviour, 
showcasing prices on top-value items at the right moment in the planning 
journey may be the most powerful way to influence where shoppers 
choose to go.
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NET
Take pre-trip actions to manage their grocery bill89%

NET
Say that considering where to shop helps them manage their bill72%

NET
Focus on in-store decisions to save money88%

95%
Of household shoppers say it 

is important to them to find 
savings and deals for their 

grocery shopping

Pre-Trip Planning

Choosing Where To Shop

In-Store Decision Making
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Total costs of a grocery basket of 109 commonly 
purchased items.  

February 2025, From lowest to highest

1. Ontario: $679

2. Saskatchewan: $699

3. Manitoba: $703

4. Quebec: $704

5. Nova Scotia: $714

6. New Brunswick: $716

7. Prince Edward Island: $719

8. Alberta: $729

9. Newfoundland and Labrador: $731

10. British Columbia: $741

Basket Cost: Feb 2022 - Feb 2025
109 items tracked by Statistics Canada

$689

From February 2022 to February 2025, the total cost of 109 common grocery items in 
Canada has shown a sustained upward trend, rising steadily from $611 to $689 (+13%). 

Statistics Canada tracks the prices of 109 commonly purchased grocery items. 

July 2022 January 2023 July 2023 January 2024 January  2025July  2024

https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=1810024501
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8Approximately how much money does your household spend on groceries in a typical week?

Weekly Grocery Bill
This is self-reported spend, not validated by any receipt data.

Do not read flyers

Read only or mostly digital grocery flyers$174

Read only or mostly print grocery  flyers$181

Canadian households spend 
an average of 

$180
per week on groceries

Self-reported
($179 2024)

Weekly spend is not influenced by flyer readership

$181
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Perception Of Recent Grocery Bills

Thinking about your recent grocery bills, which of the following best describes how you feel? 
Among shoppers perceiving higher prices: What do you think is causing rising grocery prices?

63% I’ve definitely had to spend more on my groceries

27% Prices seem slightly higher

7% My grocery spending feels about the same

1% My bill has decreased

1% I haven’t noticed any changes

Among shoppers perceiving higher prices
What do you think is causing rising grocery prices?

90% of Canadian shoppers perceive that they are spending more on groceries due to rising prices, even though the reported average grocery spending remained almost 
unchanged from last year ($179 to $180). 

Two possible hypotheses to explain this disconnect include: 1) Awareness of inflation and visible price increases on some key items may amplify the feeling ‘higher prices’, 
despite actual spending stability; 2) Their bill is increasing but because consumers continue to take action to manage their grocery bills - such as comparing prices, buying 
private level or shopping around - they have been able to maintain a consistent grocery bill. 

Inflation

Increased cost of living

Store pricing policies

Supply chain issues

Something else not listed

Tariffs on imported goods
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How concerned are you - if at all - about tariffs on imported goods impacting your grocery shopping.
Are there any grocery items you would consider cutting back on - or have already cut back on - if prices were to increase? 

As of the beginning of May 2025, Canadian shoppers are highly concerned about the impact of tariffs 
on grocery prices (72%) and inventory availability (63%).

 If prices increase, shoppers are most likely to cut back on non-essential items like packaged snacks 
(47%) and bakery treats (42%), while essentials like fresh produce (15%) and dairy (12%) are less likely to 
be affected. Retailers should focus on maintaining value for staple products while offering discounts on 
discretionary items to mitigate potential spending shifts.

Level of Concern About Tariffs Impacting…

Items Shoppers Would Cut Back On 
If Prices Increased

Prices                             Inventory & Availability

Bakery treats, e.g. cakes, cookies

Alcohol

Soda

Meat

Packaged snacks
e.g. chips, nuts, granola bars

Seafood

Fruit juice

None - I haven’t / won’t cut back

Fresh produce

Organic items

Poultry

Dairy, e.g. milk, butter, cheese

Coffee

Other item not listed

Very concerned

Somewhat concerned

A little concerned

Not at all concerned
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Compare prices across stores69%

Regularly write a shopping list58%

Of planners use Flipp or reebee to find the information they need36%

Calculate or estimate what their total bill will cost14%

Looks for savings & deals before shopping78%

89%
Of household shoppers say 

they plan their grocery 
shopping
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13When you are planning your grocery shopping, what type of information are you seeking out? Among shoppers looking for deals on specific items:  What tools do you use to find the information you need

When you are planning your grocery shopping, 
what are you looking for:

Sources of Information

The store where I can get the most items on my list

The estimated total cost of my shopping

The points available on purchases

The price of the most expensive item I need

A good deal on a specific item I need
A flyer app, e.g. Flipp, reebee

Read the paper flyer

In the store

Look at the store app

Look at the store website

I’m subscribed to store emails / texts

A guess - I know the typical sales & deals where I shop 

When planning grocery shopping, Canadian shoppers primarily seek good deals on specific items (35%) and stores where they can get the most items on their list (34%). 
To find the information they need, shoppers mostly rely on Flipp and reebee (36%) and paper flyers (33%) - tools primarily used at home during planning. This highlights 
the continued importance of flyers, both digital and print, as critical tools for planning.

87% of flyer 
readers are 
reading at home*

https://docs.google.com/presentation/d/1Omee-QI5_YKGToyEotoyuNU73sf1K2Tb1wccVQ2o2sI/edit?slide=id.g35785fad41e_0_177#slide=id.g35785fad41e_0_177
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The habit of seeking savings before shopping is firmly ingrained - over three-quarters of shoppers say they look for deals ahead of time, a behaviour that has remained 
consistently popular in recent years. This behaviour often includes checking prices for items on their shopping list and comparing prices within or across stores.

Of shoppers say that they look for 
savings + deals before shopping
(-3 P.P. vs 2024)

78%

20%
(-1 P.P.)

I always look for savings + deals before shopping

58%
(-2 P.P.)

I sometimes look for savings + deals before shopping

22%
(-3 P.P.)

I do not look for savings + deals before shopping

Do you research or check prices before grocery shopping?

Of shoppers check the price for the 
specific items they want to buy75%
(Often or Sometimes)    -7 P.P. vs 2024

Of shoppers compare prices for a category 
of product at one store
e.g. the variety of cereal prices at the store71%
(Often or Sometimes)   -6 P.P. vs 2024

Of shoppers compare prices across stores
69%

(Often or Sometimes)  +1 P.P. vs 2024
 

Among all shoppers:
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38%
Price match their 

grocery shopping
(-7 P.P. vs. 2023)

Price matching remains a significant practice among Canadian shoppers, with 38% engaging in it at least sometimes, and 10% doing so regularly. While more popular with 
Gen X and Boomers, one-third of Gen Z and Millennials say they price match. For most price matchers (90%), the process is primarily planned at home, emphasizing the 
crucial role of flyers in store selection and purchase decisions.

Do you price match your grocery shopping? (Description provided) Base: Among all shoppers. Breakouts: Gen Z (500); Millennials (1391); 

Price Matchers / Generation

Gen Z 34%

Millennials 34%          

Gen X 40%

Boomers 43%

90% Of Price Matchers are finding 
deals to price match at home.

While shopping in store

18%

At the checkout

3%
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Every shopper has an item they like to see on sale, with meat and produce consistently 
the key items for shoppers in Canada. But 53% do not know where they can save money 
on their Key Value Item this week. And yet 62% said that they would shop at a different 
store if they found a great deal on the Key Value Item, highlighting the opportunity to 
influence shoppers with savings as they choose where to shop. 

KEY VALUE ITEM
The item shoppers most like to see on sale

Meat

Produce

Poultry

Coffee

Cheese

Toilet Paper

Other item not listed

Frozen Foods

Laundry Supplies

Cereal

Eggs

Soda

Say they would go to a store they 
don’t normally shop at if they 
found a great deal on their KVI62%
(Definitely would, Probably would)
-5 P.P. vs 2024

When you are grocery shopping, what item do you most like to see on sale? (single choice)  |  What is most important to you when looking for deals and checking prices?
 If you knew that [KVI] was on sale at a great price at a store you don't normally shop at, how likely are you to visit that store? 

Toilet Paper Soda

53% Do not know the stores where 
their KVI is on sale this week

47% Believe they know where 
their KVI is on sale this week

Say they know the 
sales across 

multiple stores

29%

Say they know 
their KVI is on 

sale at one store

18%
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72%
Say that considering 
where to shop helps 

them manage their bill

Consider 2 or more stores when choosing where to shop97%

Say that shopping around helps them to save money on their groceries34%

Have tried a new grocery store in the last 6 months22%

Switched to a new primary store in the last 6 months12%

Shop at 1−2 stores for everything they need73%

Most shoppers are thoughtful about where they buy their groceries, 
with 72% saying it helps them manage their bill. 

Nearly all consider two or more stores before deciding where to 
shop (97%), though 73%  get most of what they need from just one 
or two stores. 
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Average number of stores 
shoppers will consider
Down from 6.7  in 2024

6.2

On average, shoppers narrow their consideration set down to about a third of the stores they initially consider when deciding where to shop for everything they need.

Which of the following stores do you consider shopping at for your grocery shopping? And how many stores do you typically visit to get all the groceries you need?

Average number of stores visited
No change vs 20242.1

Six or more

Five

Four

Three

Two

One store

Ten or more

Nine

Eight

Seven

Six

Five

Four

Three

Two

One store
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20Which store is your primary or main grocery store? What is the main reason that [selected retailer] is your primary grocery store?

Top 5 Retailers That Are Chosen For “Best Value For Money”

Canada Ontario Quebec BC AB, MB, SK ATL

Costco No Frills Maxi Costco RCSS Walmart

No Frills Food Basics Super C RCSS Costco Costco

Walmart Costco Costco No Frills Walmart No Frills

RCSS Walmart Walmart Walmart No Frills Sobeys

Maxi FreshCo Metro FreshCo FreshCo Atlantic 
Superstore

Canadian grocery shoppers place a high priority on value for money when choosing their primary retailer. 
While convenience and product variety matter, cost is the dominant factor in securing loyalty. 

Main Reason For Choosing Primary Retailer

Best selection of products

Best quality of products

Good shopping experience 
(store layout, service, cleanliness) 

Everything I need is available at one store

Location convenience

Best value for money
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Nearly a quarter (22%) of Canadian grocery shoppers have tried a new grocery store in the past six months, driven primarily by the search for better prices (35%). 
Convenience also plays a significant role, with 27% citing a more convenient location, while 21% were motivated by the desire to try something new. This highlights 
that while price remains a key factor, curiosity and convenience also influence store choice.

In the last six months, have you tried shopping at a grocery store you hadn’t visited before? 
Among shoppers that tried a new store - What motivated you to try the new grocery store?

Reasons Shoppers Tried A New Store

22%
Have tried a new 

grocery store in the 
last 6 months

A new store opened near me

A promotion, sale, or coupon drew me in

I was looking for better product selection

I wanted to try something new

It was closer/more convenient

I was looking for better prices

Other reason not listed

I was unhappy with my regular store

Recommendation from friend or family
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22How often do you purchase groceries, either in store or online?

How often shoppers purchase groceries
Whether in-store or online

Canadian shoppers make an average of 1.8 grocery trips per week, a figure that has remained stable since 2024. 
Most follow a consistent routine, with 36% shopping once a week and another 26% shopping twice a week.

86% shop at least 
once a week1.8

Average number of 
grocery baskets per week

Including in-store and online 
shopping.

(No change vs 2024)

Every two weeks

Once a week

2 times a week

3 times a week

4 times a week

5 times a week or more

Once a month

2−3 times a month
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Choosing Where To Shop: 
In-Store vs Online

Section 4



Flipp ConfidentialFlipp ConfidentialFlipp Confidential

Channels

24How do you shop for groceries?

In Canada, in-store shopping continues to be the preferred channel for shoppers, with 90% shopping Only or Mostly In Stores (-1 pt v. 2024). 
Online shopping is steadily increasing in popularity: 29% of shoppers say they order groceries online (any frequency), an increase of 3 pts in the last year, and 9 pts from 2023. 

           

      
19%

Mostly In Store,
Sometimes Online

           

      
5%

Mostly Online,
Sometimes In Store

           

      
1%

Only Online

           

      
71%

Only In Store

           

      
4%

Equally In Store 
+ Online

Total
All Shoppers

99% shop in stores (any frequency)
No change v. 2024

29% order groceries online (any frequency)
+3 P.P v. 2024
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Channels   Online Shopping x Generation

25In which year were you born? Among shoppers that shop online: How do you shop for groceries online?

In Store Only Majority In Store, 
Sometimes Online

Equally In Store & 
Online

Majority Online, 
Sometimes

In Store
Only Online

Total 71% 19% 4% 5% 1%

Gen Z 67% 23% 4% 4% 1%

Millennials 64% 24% 6% 6% 2%

Gen X 71% 20% 4% 5% 1%

Boomers 81% 12% 2% 4% 1%

Most shoppers across generations still shop primarily in-store, with 71% overall doing so, but younger generations are more likely to blend online and in-store channels. 
Millennials (24%) and Gen Z (23%) are the most likely to use a hybrid model of mostly in-store with some online, while Boomers (81%) remain the most committed to 
in-store only. Online-only shopping remains rare across all age groups.
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Channels   Online Shopping x Generation

26In which year were you born? Among shoppers that shop online: How do you shop for groceries online?

Delivery from retailer 
e.g. Walmart, PC Express, Voila Curbside Pickup Delivery service 

e.g. Instacart, Doordash, Uber Eats

Total
All Online Shoppers 44% 41% 30%

Gen Z 42% 32% 46%

Millennials 42% 41% 36%

Gen X 46% 41% 26%

Boomers 45% 47% 15%

Online channels used among the 29% that shop online for groceries (any frequency)

Among online grocery shoppers, delivery from a retailer (44%) and curbside pickup (41%) are the most commonly used channels overall. However, younger generations (Gen Z 
and Millennials) lean more heavily on third-party delivery services such as Instacart or Uber Eats (46% and 36%, respectively), while Boomers favour curbside pickup (47%) and 
are least likely to use third-party services (15%). This reflects generational differences in convenience preferences and comfort with app-based delivery platforms.
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If you’re interested in learning more about Flipp’s first-party 
research and our complete retail merchandising platform, 

please reach out to our team. 

https://corp.flipp.com/contact-us/?utm_source=sog-contact-ca-eng&utm_medium=white-paper&utm_campaign=sog-2027

