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What is this report about?
The recession provides the ultimate test of customer loyalty to
those stores where shoppers spend the bulk of their money.
But are shoppers altering their spending behaviour in favour
of cheaper goods and cheaper retailers, or are people simply
saving money by buying differently from the retailers they
always use?

Key issues covered in the analysis
• In the recession there is heightened awareness

of promotions when grocery shopping, with 54%
buying more food on special offers and multi-buys.
Grocery retailers need to ensure that price promotions
are changed frequently to ensure the attention of
shoppers is held.

• There is also evidence of down trading and cutting
back, with more than a third buying more budget
own brands and nearly three in ten spending less on
treats and luxuries. There is scope to link spending on
budget own brands with the bonus of a free treat to
lighten the gloom.

• While 10.7 million adults are buying more from
discount grocers, only 2 million have changed their
main grocery store in the last year, suggesting that it
is the pattern of spend between retailers, rather than
outright brand switching, which is taking place.

• Around 37 million adults participate in at least one
customer loyalty scheme, with Tesco Clubcard alone
being used by over half the adult population (26.6
million), including those who do their main shopping at
other stores.

• Participation in loyalty card schemes does not drive
customer loyalty to a particular store, with only 2%
saying they would stop shopping at a store they use
regularly if it terminated its loyalty card scheme.

• One in three (16 million adults) take their loyalty
card rewards as a cash discount off the bill each
time they shop, and further analysis shows only 6.6
million adults could be described as 'Loyalty Card
Enthusiasts'.

Scope of the report
Coverage of loyalty schemes in the report excludes:

Mintel Oxygen - Quality market and consumer
insight
Mintel Oxygen isn't just another source for
market research data - it's your business guide
towards successful growth and profitability.
Mintel Oxygen - All you need to know about your
market:
• Opportunities and risks
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• Brand analysis
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• News and commentary
• Overviews, PowerPoint presentations,
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Use Mintel Oxygen to:
• Gain fresh market insight every day
• Drive your business forward based on

consumer trends
• Stand out in new business pitches
• Support your decision-making
• Validate your approach with solid data and

expert opinion
• Benchmark competitive activity
• Monitor international developments

If you have any questions or require
further information, send an email to
oxygen@mintel.com or call us on
+44 (0)20 7606 6000.


