
 

 

RISE OF THE 
OMNISHOPPER: 

Understanding Your Most 
Valuable and Loyal Customers

BIRDZI 



While the pandemic has undoubtedly given online grocery shopping a boost, retailers need 
to be careful to not get too caught up in this shi8. That’s not to say that online is going away 
— far from it — but in the long run, success depends on winning over customers who shop 
both in-store and online, also known as omnishoppers. 

In other words, instead of just thinking about how to facilitate improved online experiences, 
retailers need to consider ways to improve cross-channel purchasing. Omnishoppers tend to 
be your most valuable and loyal customers, as they generally spend more and make more 
trips than those who only shop in-store or online. By encouraging online-only-shoppers to 
become omnishoppers, retailers can convert their most fickle customers into their MVPs.  

In this report, we’ll examine omnishoppers in more detail, including: 
• Who these customers are 
• Why they’re so important 
• What the data says about their 

purchasing behavior 
• How to aKract and retain more 

omnishoppers 

By understanding these customers beKer, you 
can strengthen your overall brand and 
increase success across channels.
 

INTRODUCTION
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As the number of ways that consumers can make 
purchases grows, retailers across the board are realizing 
that they need to adopt an omnichannel strategy. Instead 
of just operaNng in store, they also need to facilitate sales 
online, with an acNve presence across mulNple channels, 
including mobile and social.  

Yet simply having a hand in each of these buckets isn’t 
enough.  

Instead, grocery retailers need to aKract and retain 
omnishoppers as part of their overarching omnichannel 
strategies. Omnishoppers make both in-store and online 
purchases, and they tend to be the most valuable, loyal, 
and engaged customers.  

By 2025, omnishoppers will spend $475 billion in food 
and beverage, plus another $155 billion on non-food 
purchases, for a total of $630 billion in spend, according 
to research from Nielsen and Food MarkeNng InsNtute 
(FMI), as reported by Food Logis)cs1..  

However, it’s important to realize that the rise of 
omnishoppers and omnichannel strategies doesn’t mean 
that in-store sales will evaporate in the face of massive 
online sales. On the contrary, online food and beverage 
sales will only account for about 30% of omnichannel 
sales by 2025, adds the Nielsen and FMI study, as 
reported by Food Logis)cs. 

So, both in-store and online sales look to be integral to 
retailers’ success in the coming years. But instead of 
strategizing about these areas in isolaNon, retailers 

should look for ways to draw in and nurture more 
omnishoppers who make purchases and engage with 
their brand across channels.  

WHAT IS AN OMNISHOPPER?

 1.Food LogisNcs. FMI, Nielsen Study Shows Online Grocery Forecast Increase to $143B by 2025. (2020, April 28). Retrieved December 22, 2021, from: 
hKps://www.foodlogisNcs.com/warehousing/arNcle/21114583/fmi-the-food-industry-associaNon-fmi-nielsen-study-shows-online-grocery-forecast-increase-
to-143b-by-2025 
 2.NielsenIQ. It's Nme to think omnichannel shopper, not just omnichannel. (2021, April 15). Retrieved December 22, 2021, from hKps://nielseniq.com/global/
en/insights/analysis/2020/its-Nme-to-think-omnichannel-shopper-not-just-omnichannel/ 

Omnishopper Demographics 

Omnishoppers are growing quickly. By 2025, nearly 75 
million U.S. households, i.e., 57% of all households in 
the country, will be omnishoppers, projects Nielsen2. 
  
Of these households, nearly 60% earn more than 
$50,000 per year. But perhaps what’s most surprising is 
when you look at the age of omnishoppers.  

“The food industry’s heavy efforts in recent years to 
understand digitally savvy Millennial and Gen Z 
consumers might have been off target in terms of 
growth opportunity,” notes Nielsen. 

As it turns out, those in the age ranges of 45-54 and 
55-64 have accounted for the most omnishopper 
growth. Plus, they have more “spending prowess” than 
other age groups, adds Nielsen. 
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https://www.foodlogistics.com/warehousing/article/21114583/fmi-the-food-industry-association-fmi-nielsen-study-shows-online-grocery-forecast-increase-to-143b-by-2025
https://www.foodlogistics.com/warehousing/article/21114583/fmi-the-food-industry-association-fmi-nielsen-study-shows-online-grocery-forecast-increase-to-143b-by-2025
https://nielseniq.com/global/en/insights/analysis/2020/its-time-to-think-omnichannel-shopper-not-just-omnichannel/
https://nielseniq.com/global/en/insights/analysis/2020/its-time-to-think-omnichannel-shopper-not-just-omnichannel/


 

 
 
 

 
 

Retailers need to take omnishoppers seriously, not only because of changing consumer preferences 
but also because these tend to be higher quality customers than those who only shop in store or only 
buy online. As Nielsen astutely points out, consider Amazon’s push into physical retail stores as evidence of 
the importance of aKracNng shoppers across channels.  

Specifically, omnishoppers provide the following three advantages:

1

WHY ARE OMNISHOPPERS IMPORTANT TO YOUR BUSINESS?

Let’s cut to the chase: omnishoppers as a whole can help your boKom line more than those who solely 
shop in store or online.  

Researchers from Medallia and Rice University reported in Harvard Business Review (HBR) that 
omnishoppers, in comparison to those who only use one channel, spent3:  

The more channels that omnishoppers use (not just in-store vs. online but further subcategories like the 
use of apps and searchable flyers), the more they tend to spend.  

The same research shows that those who use four or more channels spend 9% more in-store compared 
with single-channel customers. 

That said, as the research published in HBR notes, the higher average spending levels of omnishoppers 
could potenNally be a correlaNon, meaning these were already valuable customers who have adopted 
the use of mulNple channels, rather than being inspired to spend more as a result of having access to 
mulNple channels. 

But even if that’s the case, that’s all the more reason to nurture these relaNonships. If you have engaged 
customers, keeping them plugged in and happy can help you maintain a strong baseline of sales while 
potenNally reaching more customers through posiNve word of mouth and social media brand 
evangelism.

  OMNISHOPPERS ARE MORE VALUABLE  

3. Harvard Business Review. Sopadjieva, E., Dholakia, U., & Benjamin, B. A Study of 46,000 Shoppers Shows That Omnichannel Retailing Works. (2017, January 
03). Retrieved December 22, 2021, from hKps://hbr.org/2017/01/a-study-of-46000-shoppers-shows-that-omnichannel-retailing-works 

• 4% more on every shopping trip in-store 
• 10% more on every shopping trip online

3

https://hbr.org/2017/01/a-study-of-46000-shoppers-shows-that-omnichannel-retailing-works


 

 

Omnishoppers also tend to be more engaged customers (whether that’s causaNon or 
correlaNon), which can lead to more sales, referrals and other posiNve benefits. For example, 
these customers aren’t just making impulse buys when browsing online. Instead, they’re o8en 
taking the Nme to do research before then making in-store purchases.  

The research published in HBR notes that omnishoppers who conducted online research on 
either a retailer’s site or those of compeNtors end up spending 13% more in store.  

“This finding goes against the grain of the convenNonal wisdom that spur-of-the-moment, 
impulsive shopping bulks up the topline of tradiNonal retailers,” the HBR arNcle notes.  

And in cases where customers are making online purchases, they’re o8en engaged enough to 
plan out what they want to buy, which can be more advantageous to retailers than some 
impulse buys. 

“Online shopping tends to be more planned or list-oriented. As a result, consumers have 
stated they buy more, or stock up, when purchasing online,” says Tom Barnes, CEO of Category 
Partners, in a Produce Blue Book arNcle4. 

As research from Category Partners and Blue Book Services finds, those who purchase produce 
online (42% of consumers) tend to then be more likely to buy fruits or vegetables in store on a 
weekly basis. They’re engaged to the point where they’re deliberately making online produce 
purchases while sNll frequently making in-store trips to buy fruits and vegetables. 

Among customers who buy produce online, how many buy fruits or vegetables at least weekly 
across the following channels?

OMNISHOPPERS ARE MORE ENGAGED 2

4. Blue Book Services. Online produce shoppers are channel-hoppers. (2021, September 08). Retrieved December 22, 2021 from: hKps://
www.producebluebook.com/2021/10/14/why-online-grocery-shoppers-overwhelmingly-shop-in-store-too/#

Source:	Category	Partners	and	Blue	Book	Services
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https://www.producebluebook.com/2021/10/14/why-online-grocery-shoppers-overwhelmingly-shop-in-store-too/#
https://www.producebluebook.com/2021/10/14/why-online-grocery-shoppers-overwhelmingly-shop-in-store-too/#


 

 

 
 

3   OMNISHOPPERS ARE MORE LOYAL  

Related to being more engaged, omnishoppers also tend to be more loyal customers. That 

can result in several benefits for grocers.  

For one, loyal customers tend to be repeat customers. Kroger, for example, reports that a 

customer adding a digital channel to its engagement with the brand results in a retenNon 

rate of 98%.5  

Increasing customer sNckiness can enable you to focus more on providing a great 

experience for customers, rather than using tacNcs like undercuvng compeNtors to draw 

people in — something that can be incredibly difficult amidst already thin margins.  

Similarly, the previously noted research published in HBR finds an increase in shopping 

trips among those who have had an omnichannel experience. Moreover, the research 

shows that this loyalty also translates into spreading the word, as these customers are 

more likely than single-channel customers to recommend a brand to family and friends.  

Puvng resources into facilitaNng an omnichannel experience and ensuring that 

omnishoppers are saNsfied can pay off by creaNng more organic interest through the most 

powerful form of adverNsement: word-of-mouth. 

 5. FactSet CallStreet. The Kroger Co. Investor Day. (31 March 2021). Retrieved December 22, 2021, from: 
hKp://s1.q4cdn.com/137099145/files/doc_downloads/2021/CORRECTED-TRANSCRIPT_-The-Kroger-Co.(KR-US)-Investor-Day-31-March-2021-9_00-
AM-ET.pdf 

5

http://s1.q4cdn.com/137099145/files/doc_downloads/2021/CORRECTED-TRANSCRIPT_-The-Kroger-Co.(KR-US)-Investor-Day-31-March-2021-9_00-AM-ET.pdf
http://s1.q4cdn.com/137099145/files/doc_downloads/2021/CORRECTED-TRANSCRIPT_-The-Kroger-Co.(KR-US)-Investor-Day-31-March-2021-9_00-AM-ET.pdf


 
 
 

A TALE OF 
TWO 
GROCERS

The aforemenNoned studies help explain why omnishoppers are so important, but to really 
visualize what this development means for retailers, it helps to zoom in to see what’s 
happened at two specific retailers that Birdzi has worked with.  

This tale of two retailers may be somewhat anecdotal, but given the similariNes in the 
results — omnishoppers are generally more valuable in both examples and outpace single-
channel shoppers across mulNple metrics — we can start to see a trendline. 
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GROCER 1 FINDINGS 
7

At the first retailer, we analyzed over 
300,000 shoppers, comparing their 
October 2019 to October 2021 
shopping. Most of these shoppers 
were in-store only customers, but we 
were also able to segment 
omnishoppers and online-only 
customers for comparison. 

For starters, we found that the 
number of omnishoppers roughly 
doubled from 2019 to 2021, growing 
from 0.6% to 1.2% of all shoppers. To 
be fair, online-only shoppers grew at 
a faster rate (though in total numbers 
remain fewer than omnishoppers), 
while in-store only shoppers (by far 
the largest group) declined. Yet the 
growth of omnishoppers is significant 
considering we also discovered that as 
of October 2021: 

• Omnishoppers spent more money 
than online-only shoppers (85% to 
be exact) and in-store-only shoppers 
(140% more) 

• Omnishoppers have a higher average 
number of trips per customer than 
in-store-only and online-only 
shoppers combined 

• Omnishoppers average two trips per 
week, a frequency that surpasses 
single-channel customers. 

• Omnishoppers shop more categories 
than in-store-only and online-only 
customers combined 

• Omnishoppers buy a higher average 
units per customer than in-store-only 
and online-only customers combined 

Omnishoppers also come out far ahead 
when it comes to Birdzi’s proprietary 
metric, KIC™ Scores, which reflect the 
economic value of shoppers. 

That’s not to say that omnishoppers 
come out on top for every single 
metric, but by and large, the data 
shows that omnishoppers at this 
retailer are highly valuable, engaged 
and loyal. 

https://birdzi.com/kic-score-beyond-market-segmentation/
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CONCLUSI
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GROCER 1: OMNISHOPPERS VS. ONLINE-ONLY VS. IN-STORE-ONLY

The following are a comparison between omnishoppers, online-only, and in-store-only from October 1, 
2021 to October 31, 2021.  



 

 

GROCER 1: OMNISHOPPER OVERVIEW 

9

Analyzing this retailer also reveals more about omnishoppers’ own preferences, rather than just comparing them to 
other categories. For example, omnishoppers tend to lean more toward in-store shopping, in the sense that they 
spend 16% more in-store than online and make 3X more in-store trips than online ones. They also shop more 
categories in store than online. 

However, one key difference is that omnishoppers have a higher online basket size than they do for in-store 
purchases. This could Ne back to the Category Partners and Blue Book Services research that finds online shopping 
tends to involve more planning, which leads to stocking up more. Meanwhile, the more frequent in-store trips 
could result in smaller basket sizes in those cases.

The following are a comparison between omnishoppers online and in-store shopping behavior between October 
1, 2021 to October 31, 2021.  



 

 

 

GROCER 1: OMNISHOPPER AND ONLINE-ONLY SEGMENT BREAKDOWN 
10

At this retailer, 69.2% of omnishoppers are core customers, i.e., the most loyal shoppers. In comparison, only 
38.1% of online-only customers in the core customer segment. The following graphs show the breakdown of core, 
opportunity (frequent shoppers who don’t spend as much as core), fringe (occasional shoppers), and 
unsegmented customers for both omnishoppers and online-only from October 1, 2021 to October 31, 2021.  



 
Similar to Retailer 1, data from October 2019 and 
October 2021 at Retailer 2 by and large shows that 
omnishoppers are very important.  
Here too, the number of omnishoppers roughly 
doubled, though in this case even more so than at 
Retailer 1. Again, however, online-only customers 
grew at an even faster pace. SNll, this retailer has 
more than twice as many omnishoppers as online-
only customers as of October 2021.  

In many ways, omnishoppers also proved to be more 
valuable at Retailer 2. That’s because: 
• Omnishoppers spent about 130% more than online-

only shoppers and in-store-only shoppers.  
• Omnishoppers make more average trips per 

customer than in-store-only and online-only 
shoppers combined 

• Omnishoppers shop more categories than in-store-
only and online-only customers combined. 

• Omnishoppers buy a higher average units per 
customer than in-store-only and online-only 
customers combined 

GROCER 2 FINDINGS 
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CONCLUSI
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GROCER 2: OMNISHOPPERS VS. ONLINE-ONLY VS. IN-STORE-ONLY

The following are a comparison between Grocer 2’s omnishoppers, online-only, and in-store-only from 
October 1, 2021 to October 31, 2021.  



 

 

 

GROCER 2: OMNISHOPPER OVERVIEW 

As with Retailer 1, omnishoppers do sNll have some leanings toward in-store purchases, even though they use 
mulNple channels. Specifically, omnishoppers at Retailer 2 spend 45% more in-store than they do online. They also 
shop more categories in-store than they do online and make 2.75X more in-store trips than online ones. 

However, the same tendency at Retailer 1 to have a higher online basket size applies to Retailer 2. This further 
supports why retailers should encourage more than one channel. If omnishoppers instead turned into customers 
who only shopped in-store, then the tendency to plan thorough grocery lists and stock up via an online purchase 
might not be replaced sufficiently by in-store purchases.

The following are a comparison between omnishoppers online and in-store shopping behavior between October 
1, 2021 to October 31, 2021 at Retailer 2.  
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Similar to Retailer 1, 63.2% of omnishoppers are core customers at Retailer 2. The most loyal shoppers only make 
up 23.5% of the online-only customers. The following is a breakdown of core, opportunity, fringe, and 
unsegmented customers for both omnishoppers and online-only customers from October 1, 2021 to October 31, 
2021.  

GROCER 2: OMNISHOPPER AND ONLINE-ONLY SEGMENT BREAKDOWN 
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  6.Food LogisNcs. FMI, Nielsen Study Shows Online Grocery Forecast Increase to $143B by 2025. (2020, April 28). Retrieved December 22, 2021, from: 
hKps://www.foodlogisNcs.com/warehousing/arNcle/21114583/fmi-the-food-industry-associaNon-fmi-nielsen-study-shows-online-grocery-forecast-increase-
to-143b-by-2025 
 7. Progressive Grocer. Troy, Mike. What’s Next for the Way America Eats. (11, November 2021). Retrieved January 3, 2022, from hKps://progressivegrocer.com/
whats-next-way-america-eats?utm_source=omeda&utm_medium=email&utm_campaign=NL_PG+Daily+5&utm_keyword=&oly_enc_id=0195F7347267B8U

HOW TO ATTRACT AND SATISFY MORE OMNISHOPPERS

Considering the importance of omnishoppers, retailers will 
naturally be curious about how to aKract more of these 
customers and keep them happy for the long haul.  

The answer can be somewhat retailer- and/or customer-specific, but there are some 
general principles to be mindful of. For example, researchers from Universidad de La Rioja in Spain 
published an arNcle in Fron)ers in Psychology6 that finds the following three factors to be the most 
important purchase intenNon determinants:

1 Personal InnovaBveness, i.e., how much someone wants to try 
new experiences such as using new channels.

Effort Expectancy, i.e., the ease of using mulNple channels 

Performance Expectancy, i.e., the benefits customers get from using 
different channels

While this research applies to omnichannel fashion 
retail, it’s easy to see how similar logic can apply to 
grocery. In order to convert online-only shoppers to 
omnishoppers, retailers need to: 
• appeal to those segments of customers open to new 

experiences (past purchase variety could be one such 
indicator) 

• make the omnichannel experience easy and 
seamless  

• make the benefits of loyalty obvious to the customer. 

Retailers can uNlize their loyalty programs to encourage 
more customers to become omnishoppers.  Those who 
are currently online-only customers, for example, 
might be enNced to come into a physical store to make 
purchases if they get addiNonal loyalty rewards, free 
items or bonus points on certain days.  

According to Nielson, fresh and prepared food secNons 
are big in-store drivers. Another study by Progressive 
Grocer finds that more than two out of ten meals an 
American eats come from purchased prepared foods 
and more than four out of ten meals are “made at 
home with at least one component from scratch.”7 It 
goes without saying that there is an opportunity for 
grocers to fulfill both the customer’s desire for easy, 
ready made meals as well as fresh and appealing 
ingredients. CreaNng in-store experiences such as 
cooking demonstraNons, beauNful displays that inspire 
viral social media content, cake decoraNng, and 
product demonstraNons are all ways to enNce online 
shoppers into brick and mortar store. 

2

3
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https://www.foodlogistics.com/warehousing/article/21114583/fmi-the-food-industry-association-fmi-nielsen-study-shows-online-grocery-forecast-increase-to-143b-by-2025
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WHAT ELSE CAN RETAILERS DO?

In addiNon to making in-store shopping experienNal, grocers need to provide seamless experiences across all of their 
retail touch-points to encourage customers to use 
mulNple channels. By making the use of different 
channels equally convenient retailers can inspire 
loyalty by reducing fricNon for their customers.  

Analyzing customer purchase data, for example, 
can beKer tailor online experiences and channels 
like digital flyers to correspond with items and 
categories that customers prefer.  

A few other ways to turn customers into 
omnishoppers include:

Adopt omnichannel loyalty 
programs: Retailers should ensure 
that loyalty programs apply to both 
in-store and online purchases, 
including rewards like fuel discounts.

1

2 Offer cross-channel promoBons: When trying to get a single-channel customer to convert into 
an omnishopper, offer more valuable promoNons to bring them to the new channel. For 
example, grocers might offer their top in-store-only shoppers an extended special trial to 
encourage online shopping, such as by providing free curbside pickup or free home delivery.

3 Create subscripBon programs: CreaNng a membership for a relaNvely low price, e.g., $99 per 
year, with offers like free curbside pickup or guaranteed two-hour pickup windows.

Encourage curbside pickup over delivery: Allow customers to add last minute items to pickup 
orders or make it easy for them to “run in” and grab items they’ve forgoKen. In addiNon to 
being more cost effecNve, this also creates an opportunity to increase basket size and 
potenNally draw customers into the store.

4

Smooth, personalized experiences across channels allow customers to feel how easy and advantageous it is to make 
purchases both online and in store, depending on their circumstances at the Nme. Instead of thinking of it as an 
either/or proposiNon, retailers should aim to encourage both types of shopping, considering the value that 
omnishoppers tend to provide. In general, the more omnishoppers you can support, the beKer off your brand will 
be.



About Birdzi 
Birdzi is a customer intelligence and experience soluNons provider that specializes in 
helping grocery stores achieve one-to-one personalizaNon, engagement and driving 
personalized customer experiences. By leveraging arNficial intelligence (AI) to analyze 
mulNple data points, from areas ranging from transacNonal data to inventory data, Birdzi 
helps grocers understand their customers to ulNmately provide them with more 
personalized experiences across channels to help facilitate the omnishopper experience. 

To learn more about how Birdzi can help you succeed with omnishoppers, please reach 
out to our team at:  
sales@birdzi.com 


