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“Specialist food and drink retailers have enjoyed two years
of growth, but rising inflation and successful turnaround
strategies implemented by the supermarkets make for a
challenging time ahead. Specialists can ensure their appeal
extends beyond price by delivering a shopping experience
that helps articulate their expertise while highlighting the
transparency of their supply chain.”
– Thomas Slide, Retail Analyst
This report looks at the following areas:
•
•

AmazonFresh is offering a new way into e-commerce for specialists
The risk from inflation

The specialist food and drink retail sector has enjoyed two years of growth, having benefited from
improved consumer confidence and a shift towards smaller but more local and frequent grocery
shopping trips.
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DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 31: Repertoire of specialist food and drink retailers visited in the past three months, December 2016

Reasons for Shopping at Food and Drink Specialists
Trading on quality and excitement
Figure 32: Reasons for shopping at specialists, December 2016
Young more persuaded by practical concerns
Figure 33: Reasons for shopping at specialist food and drink retailers, by average age and socio economic group, December 2016
Reasons for shopping by specialist retailer used
Figure 34: Attitudes towards shopping at specialists, by where they shop, December 2016

How They View Specialist Retailers
Butchers need to leverage their community credentials
Figure 35: How they view selected specialist food and drink retailers, December 2016
Figure 36: How they view selected specialist food and drink retailers, December 2016

Important Factors When Shopping for Food and Drink
British-made
Figure 37: Factors important when buying food and drink, December 2016
Women are more concerned with welfare factors
Figure 38: Factors important when buying food and drink, by gender, December 2016
Sugar concerns cross all social segments
Figure 39: 1st rank factor important when shopping for food and drink, by profile, December 2016
Specialist shoppers prioritise local sourcing
Figure 40: Factors important when buying food and drink to those who have shopped at specialist food and drink retailers in the last 3
months, December 2016
Figure 41: Factors important when buying food and drink, percentage point difference from the average of all specialist shoppers,
December 2016

Attitudes towards Shopping for Food and Drink
The importance of localism
Figure 42: Attitudes towards food and drink, December 2016
Millennials are more concerned about sourcing information
Figure 43: Any agreement with selected attitudes, percentage point difference from the average, by generation, December 2016
Attitudes of those who don’t shop at specialists
Figure 44: Attitudes towards shopping for food and drink by those who haven’t shopped at a specialist food or drink retailer in the past
three months, December 2016
Delicatessens and fishmongers appeal to those looking for cooking advice
Figure 45: Attitudes towards shopping for food and drink, by the specialist they used in the last 3 months, December 2016

Appendix – Data Sources, Abbreviations and Supporting Information
Abbreviations
Consumer research methodology

Appendix – Correspondence Analysis
Methodology
Figure 46: How they view selected specialist food and drink retailers, December 2016

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

Specialist Food & Drink Retailers - UK - March 2017
Report Price: £1995.00 | $2478.79 | €2334.35

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

Figure 47: How they view selected specialist food and drink retailers, December 2016

Appendix – Market Size and Forecast
Forecast methodology
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