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A lllustrate the contribution that analysis of supermarket
loyalty card data can make to our understanding of

how shoppers react to food scares

A Highlightthe complexity  and heterogeneity of shopper
behaviour

o How do different consumer segments respond?
o How do we measure that response?
o Why do different segments respond in different ways?

A Why do we need to know?
o NAssumptions ar e the mother of all f***
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¢ About us
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¢ Case Study
¢ What does the literature say?
¢ Our approach
¢ Analysis
¢ Conclusions

I< On t Centre for
Value Chain
Business School | Research (VCR?)



Centre for
Value Chain
Research (VCR?)

Kent

ABOUT US Business School




Kent

Centre for Value Chain Research Business School

A10 Full time staff
A16 PhD students

AFocus on applied research with strong industry
links and multiple stakeholder engagement

Avertical co-ordination
AB2B relationships
ACo-regulation

AHemand management
ABranding, NPD
ASustainable consumption

A/alue Chain Management
ASustainable Value Chain Analysis
AOrganisational behaviour change
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dunnhumby Initiative Business School
c Structure
2005: Joint venture between KBS and dunnhumby
¢ Mission

To help small food and drink producers improve their
businesses by developing a better understanding of
consumer preferences

¢ Delivery Model

PhD studentships, funded by government
and industry

Capacity building to facilitate business
planning and marketing decision -making
that is driven by consumer insight
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_Assisted over 500 SMEs in the last Syrs Business School

Camerons Brewery
Coach House Brewing Co Ltd
Ringwood Brewery

Bath Ales Ltd

Exmoor Ales m Cereals (Bread, Flour, Oils
Poultry(2%)

Joseph Holt Ltd Fish(25%) Cereals, Bakery)

Elgood & Sons Ltd ® Meat (Lamb, Pork, Beef

Branded Drinks Ltd and Game)

St Austell Brewery ¥ Fruitand Veg
Wells and Youngs Brewing Company Ltd
Glastonbury Ales

R.C Brewery - Cains

Dartmoor Brewery Ltd

Black Sheep Brewery

Shepherd Neame

Greensmith and Macleod

Rough Old WifeKent Cider
Brothers Drinks Co Ltd

Aspall Ltd

Devon Cider Company
Cornish Scrumpy Company Ltd

B Dairy (Milk, Yoghurt,
Cheese, Eggs, Ice Cream

® Alcohol (Wine, Beer,
Cider, Spirits)

B Seafood and Fist
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Case studies: www.whobuysmyfood.org
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A KG Fruits i Raspberries (promotion)
A Long Clawsons i Blue cheese (promotion)
A Anthony & Lucy Carroll i Heritage potatoes (MD)

A Coastal Grains i Rapeseed oil (NPD)

A James & Lucy Barclay i Speciality beef and pork (MD & NPD)
A Sunnyfields Organic i Organic retail (MD)

A Processed Vegetable Growers Association (PR)

A Sarah Petit - Organic vegetables (conversion)

A Sue Gwilliami 6 Ge' t

A Rebecca Rayner i Glebe Flour (NPD)
A Paul Southall i Runner beans (MD)
AMorriso Quality

ABowdenods Onlneretdil (MD)

A West Hill Dairy i organic cheese (MD)
AHarri son®BoudRio@WD) r y

A Malmesbury Syrups (MD)
A Well Hung Meat (MD)

A Buy-Local.Neti On-line retail (MD)
A Woburn Country Foods i Bacon (MD)
A Peashell Farm i Organic pork and lamb MD)

( NPD)

Baker s

Exploring the market for
speciality cooking oils
and ‘healthy’ bread

A cumber of fanmecs who beloag » Coasal Geain, a faemar-

grain = in the Noeth Exse of England,
hawe idenufied vwo “value 3dding” opp for wheic p 3
e have link axp of and thus and in whae
fonm haic i3aas mighe woek.

With boeh coreals 30d oikeod aps valus is genecally added Rarsher
up the wpply chaia when whe grain & peoaissed ia one foem o¢
200thar. Bue, ATecs 300 juse 35 well placed 10 idare Ry aew ways of
2dding value and in this case iderniiod 3 high value capeseod
cocking oil and speciality brasd with spedAc healih ancluess as
poeantial NAW PEOBID CPFOnUIitRS.

Coseanl Crain were among the firse group of frmaes 1o soek insighy
from the dam ca the dehaviour of | millica shopgers Proviced 10 s
by dunnhumiby Lid.

Thair key Quesioas at whis suge were who would buy such produces,

. how much woudd ey pay 3ad how lage mighs 1he macke be?

< y Broad
Tha analysis of the specialivy dread markee rovealed a dising Lack of

inwren in Mese podu0s amoag (hoppers in the Noah Ease of
England, Lancashiee 30d Yockshiee - thees mgions in which the
purchase index was sign¥icandy below e average foc tha oounery as
2 whiako, 508 Rgume 1.
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dunnhumby Data Business School

Cc 2 years of weekly supermarket transactions

¢ 1.7 million shoppers
¢ Representative of 40% of UK households

¢ Over 30,000 food products

¢ Segmented by:

Geo-demographics (Cameo) Region (TV) Retail Channel Lifestage

Detailed Lifestyle Simple Lifestyle Retail Format
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Tesco Lifestyles
/

Finer Foods

. 16%
Convenience

Up-market 27%

Healthy 10%
Mainstream 25%

Mid-market 45%

/ ‘ Traditional 11%

Price Sensitive
17%

Less Affluent 28%
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