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Brand map
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Brand attitudes: Tesco is as strong as ever and its online service is seen as excellent
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Brand personality: Aldi and Lidl are considered fun owing to their social media presence
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Retailers seen as basic gain advantage during the financial crisis
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Brand analysis
Fun supermarkets are seen as different from the rest, gaining trust and users
Going basic is seen as a safer option
Most supermarkets are seen as ethical
Tesco performs as strongly as ever, and even stronger in its online service
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