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DEEPENING 
CUSTOMER 

ENGAGAMENT

ALISA GMELICH
Chief Marketing Officer
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MARKETING’S #1 GOAL: 

DRIVE  TRAFFIC
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DRIVE TRAFFIC
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THE PROCESS OF UNDERSTANDING
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WHO ARE OUR 
CORE CUSTOMERS?
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MEET OUR

HEALTH

ENTHUSIASTS
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MEET OUR 

SELECTIVE 

SHOPPERS
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SPROUTS CUSTOMERS ARE …

1.5x
more likely to have someone in their 

household who shops for …

Vegan

Vegetarian

Gluten-free

Allergy-friendly

products than the average US shopper

They also are more likely to …

• Seek out ORGANIC

• Try new foods & beverages - DISCOVERY

• Support brands that reflect their values

• Pay attention to nutrition labels

• Be knowledgeable about wellness trends

• Be selective about what they buy

• Be 40+ and a bit more affluent

Numerator Psychographics 2023
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eCOMM CUSTOMERS ARE SLIGHTLY DIFFERENT THAN OUR CORE

✓ 2X as likely to be Millennial or Gen Z

✓ Slightly more multicultural

✓ More likely to be part of a new family or 

young couple, or have young children in 

household 

✓ More likely to care about environmental 

sustainability

Source: Numerator Data Sprouts
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DIGITAL IS OFTEN THE CUSTOMERS’ FIRST IMPRESSION

Of total food purchases

50% are online

Of grocery shoppers,

nearly 80% use digital 

devices to research online

The grocery shopping experience 

is digital.
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a customer-centric approach in which channels 

are integrated so customers have a unified, 

consistent and frictionless experience whether they 

shop at a physical store, online, or in-app

Omnichannel
om•ni•chan•nel



SPROUTS’ OMNICHANNEL LANDSCAPE IS GROWING ...

Delivery CurbsideIn-store

Curbside pickup and delivery available 

to all customers in all stores & markets

2.5%

9.4%

10.8% 11.2%
12.2%

2019 2020 2021 2022 Q1 2023

eCommerce Penetration

We are responding quickly to meet customers where they are 

at in their shopping experience.
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SPROUTS OMNI CHANNEL APPROACH

Online
Only
7%

Omnichannel

73%

Store Only

20%

Grocery Shopping 
Behavior by 

Channel

ALL visits are important. 

Marketing’s job is to drive traffic. 
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2023 BRAND CAMPAIGN

FROM:

TO:
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THE LOOK OF SPROUTS IS CHANGING

From playful 

illustrations
Authentic photos 

showcasing the 

quality & 

freshness 
Sprouts is 

known for

TO
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BIGGER, BOLDER SPROUTS-CENTRIC EVENTS IN 2023
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2023 SPROUTS-CENTRIC EVENTS

SEPTEMBER OCTOBER NOVEMBER & DECEMBER
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BIGGER SALES EVENTS
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OVER 80% OF OUR MEDIA IS NOW DIGITAL

SOCIAL

SEARCH
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GETTING THE WORD OUT TO OUR CUSTOMERS DIRECTLY...

We have nearly 

that we speak to 

via multiple digital platforms  

App Sign-Ups

Sprouts App

Scans In Store

Homework Assignment: 

Need customers to:

1. SIGN UP

2.  SCAN
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CONTINUED EFFORTS TO DRIVE REGIONAL PERFORMANCE
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TAKEAWAYS
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