VERDICT
How Britain Shops 2009 - Food & Grocery

Consumers are shopping around more in the food & grocery
sector than they have ever done in the past. Since the first
How Britain Shops survey in 1999, consumers have consistently

Example

visited 1.8-2.0 stores in addition to their main store. This year that "
. . . . -op - Visit 2005-2009
rating has shot up to 2.5. With consumer confidence plummeting Co-op - Visitor Share
and shoppers taking more care of their finances, they are being

motivated to visit more retailers to search out the best value.

Some key questions answered by this report:

* How has loyalty towards more premium operators such as
Marks & Spencer and Waitrose been impacted by the onset of
recession?

e Have the Big Four been able to maintain their main user share? Source: How Britain Shops 2009: Food & Grocery

* Which operators main users shop around the most?

Companies profiled in this report:

e Aldi * Asda e Co-op * |Iceland e Lidl * Marks & Spencer
e Morrison  ® Sainsbury e Somerfield e Tesco e \Waitrose
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