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YouGov Shopper

We measure shoppers. Broadly. Deeply.
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Andelen svenska hushall som
kampar med ekonomin vaxer

27%
33%

v
Europa

40%

/

m Struggling Neutral Comfortable

Var ‘25 vs. Host 24 (0,5 YTD)
Kampar

434% 37

Kampar ekonomiskt for att fa ihop det, eller far inte
ihop det

Neutrala

29 31%  s9.

Inga ekonomiska bekymmer overlag, der funkar

Bekvama
)

»9 3% 01w

Financially comfortable — don’t have to limit
themselves or can afford a lot

In % | SE spring 2025 n=750, fall 2024 n=749 | Budget types | Please refer to the appendix for the question text
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Consumer Price Index

100

Taco Index

90

geg-unr
Gz-Aen
Gg-idy
Gz-1en
Gz-qed
Gz-uer
¥2-08a
¥2-AON
¥2-190
yZ-1deg
yz-bny
venr
yeg-unpe
vz-Aen
ye-idy
ve-1eN
¥2-9o4
ye-uer
€2-99@
€2-NON
€210
¢zdes
¢z-bny
geine
gz-unp
cz-hen
€z-1dy
gz-leN
€2-9o4
gz-uer
2z-99Q
ZZ-"ON
220
gzdes
Zz-bny
zeinr
ge-unp
zz-fen
gz-1dy
zzlenN
zz-qe4
zz-uer

Source: SCB.se + YouGov Shopper panel data with prices indexed to 2015
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Vi haller nere vardet pa varukorgen och handlar
mer sallan. Vi fortsatter dock handia runt.

Genomsnittligt varukorgsvarde och antal inkopstillfallen/ar Antal besokta butikskedjor
313 312
0:26 6.24
252
Basket Size
Frequency
145
137 137
MAT Jun 2019 I MAT Jun 2020 I MAT Jun 2021 I MAT Jun 2022 I MAT Jun 2023 I MAT Jun 2024 I MAT Jun 2025 I MAT Jun MAT Jun MAT Jun MAT Jun MAT Jun MAT Jun MAT Jun

2019 2020 2021 2022 2023 2024 2025
Source: YouGov Shopper
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Vad gor vi for att fa pengarna att racka?

De kommande 6 manaderna kommer jag...

61

o4 I Faii'23 (1,5YTD) M Spring 24 (1 YTD) | Fall’24 (0,5 YTD) || Spring 25

42 a3 41
34

...kolla priser ...leta efter/vanta ...forsdka halla ...byta fran ...hamstra ...byta till
pa kampanjer varukorgsvardet nere  premium-brands till billigare butiker
billigare varumarken

... mer eller mycket mer an tidigare

In % | SE spring 2025 n=750, fall 2024 n=749, spring 2024 n=749, fall 2023 n=742, spring 2023 n=749, spring 2022 n=527 | Q12 | Please refer to the appendix for the question text
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Lagprismarknaderna tar andelar over tid

Store formats
Value Share (%)

43
37
31
DVH Hypermarknader e ——— 28
28
21
7
5
MAT Jun 2019 I MAT Jun 2020 I MAT Jun 2021 | MAT Jun 2022 I MAT Jun 2023 I MAT Jun 2024 I MAT Jun 2025

Source: YouGov Shopper
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Egna Varumarken hittar oftare ner i
varukorgen

EMV-andel

gf’ 28% +5 %pt vs. 2020

Top 3 kategorier % EMV
Chark

28%

+ £ 38%
72% Sverige <0 o Kemtek & papper
25 3T %
R Mejeri

mEMV  Brand r 3 5 %

YouGov Shopper, MAT June 2025. varde
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Promo-andelen okar, men varierar mycket
mellan olika kategorier

FMCG promo-andel
350/0 +8 opt vs. 2020

Top 3 kategorier % promoandel

35%
SSS Varma drycker

* 58%

Frukt & Gront

& 50%
Snacks & Konfektyr
EPromo  Non promo ﬁ 3 9 o/o

{3

— Sverige

YouGov Shopper, MAT June 2025, varde
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Vad driver kedjorna? Diversehandeln bast
i klassen pa bade penetration och lojalitet

130 :
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OoB

105

{ Willys tot Dollarstore -
ICA Max

Hemkop Rusta é

Coop SuperM )

100

Lidl
ICA Supermarket

Citygross J ICA Kvantum

Stora Coop
95 100 105 110

Andring i penetration indexerad MAT Jun 2025 vs 2024

ICA Nara

Andring i VPE indexerad MAT Jun 2025 vs 2024
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YouGov Shopper, MAT June 2025 vs. MAT June 2024
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Reklambladen ar ett viktigt redskap for
att planera inkop

iy 8% |
36% | Vi
: : vilken grad
Hur ofta tittar du i ) 9
: paverkar
reklamblad innan ;
reklamblad vilka
du handlar 37% e
: varor du valjer att
dagligvaror? I
kopa?
40%
m Inte alls
| liten grad
m  Aldrig Sallan Ofta Alltid | viss grad
| hdg grad

De ar avgérande for mina val

YouGov Shopper, Omnibus 2025
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Mer an halften av befolkningen anvander
ofta eller alltid kuponger

Anvander kuponger mer an tidigare
o -~ 17%

Top 3 mest anvanda kuponger

Hur Ofta anvénder Personliga erbjudanden
@)
du rabattkuponger N 65%
nar du handlar
44%, dagligvaror? Kuponger fran tredjepart

) 41%

Tryckta kuponger

mAldrig Sallan  Ofta = Alltid ;I:] 320/0

YouGov Shopper, Omnibus 2025

N,
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Storanvandarna av kuponger lockas av
traditionella supermarkets

Butikspreferenser

Marknadsandels-index (varde%)

Traditionella fysiska Dvh-butiker

|

i

|

|

Internet 76 1

|

. |

Diversehandeln (OoB m fl) | 104
|
Stormarknader :98
|
Supermarkets : 106
|
Lagpriskedjor i Dvh 96

|

|
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Storanvandarna av kuponger handlar
oftare och spenderar mer pa dagligvaror

Kopfrekvensen |
3 -
Anvander aldrig/ sallan kuponger Anvander alltid/ ofta kuponger -
154.4 153.3
150.1 150.6
139.9

133.7

MAT Jun 2023 MAT Jun 2024 MAT Jun 2025
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Barnfamiljer, matintresserade och 60+
driver storanvandarnas hoga kopfrekvens
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Att ta med vidare...

Ett vaxande antal svenska hushall kampar med ekonomin och det
marks nar vi handlar dagligvaror. Vi haller igen och valjer billigare.

Kedjelandskapet forandras. Lagprismarknaderna vinner andelar over
tid. Diversehandeln ar pa uppgang.

Reklamblad anvands i hog utstrackning for att planera
dagligvaruinkop.

Storanvandare av kuponger ar en attraktiv malgrupp som handlar
oftare an genomsnittet.

=>» Spelplanen har andrats — anpassa aktiviteter!
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YouGov, 2024, all rights reserved. All materials contained herein are protected by copyrightlaws. Any storage, reproduction or distribution of such
materials, in whole or in part, in any form without the prior written permission of YouGov is prohibited.This information (including any enclosures and
attachments) is propriety and confidential and has been prepared for the exclusive use and benefit of the addressee(s) and solely for the purpose for
which it is provided. We make no representations, warranties or guarantees, whether express or implied, that the information is accurate, complete or
up to date. We exclude all implied conditions, warranties, representations or other terms that may apply and we will not be liable to you for any loss or
damage, whether in contract, tort (including negligence), breach of statutory duty, or otherwise, even if foreseeable, arising under or in connection with
use of or reliance on the information. We do not exclude or limit in any way our liability to you where it would be unlawful to do so.

ClearOn
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