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The Impact of Food Scares on Shopper Behaviour: 

Insights from the Bernard Matthews Avian Bird Flu 

Crisis (and donôt forget chicken liveré!)



Å Illustrate the contribution that analysis of supermarket 
loyalty card data can make to our understanding of 
how shoppers react to food scares

Å Highlight the 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?

Å Why do we need to know?

o ñAssumptions are the mother of all f*** ups!ò

Objectives



Ç About us 

Ç data

Ç Case Study
ÇWhat does the literature say?
Ç Our approach
Ç Analysis
Ç Conclusions

Overview



ABOUT US



Centre for Value Chain Research

Å10 Full time staff
Å16 PhD students

ÅFocus on applied research with strong industry 

links and multiple stakeholder engagement 

ÅVertical co-ordination
ÅB2B relationships

ÅCo-regulation

ÅDemand management
ÅBranding, NPD

ÅSustainable consumption 

ÅValue Chain Management
ÅSustainable Value Chain Analysis

ÅOrganisational behaviour change



Ç Structure
2005: Joint venture between KBS and dunnhumby

ÇMission
To help small food and drink producers improve their  

businesses by developing a better understanding of 
consumer preferences

dunnhumby initiative

Ç 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



Assisted over 500 SMEs in the last 5yrs

Cereals (Bread, Flour, Oils, 
Cereals, Bakery)

Meat (Lamb, Pork, Beef 
and Game)

Fruit and Veg

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

Alcohol (Wine, Beer, 
Cider, Spirits)

Seafood and Fish

Cereals (24%)

Meat (23%)

Fruit & Veg

(14%)

Dairy (13%)

Alcohol 

(10%)

Other (12%)
Poultry(2%)

Fish(2%)

Camerons Brewery 

Coach House Brewing Co Ltd 

Ringwood Brewery 

Bath Ales Ltd 

Exmoor Ales 

Joseph Holt Ltd 

Elgood & Sons Ltd 

Branded Drinks Ltd 

St Austell Brewery 

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 Wife - Kent Cider 
Brothers Drinks Co Ltd 

Aspall Ltd 

Devon Cider Company 

Cornish Scrumpy Company Ltd 

 



Case studies: www.whobuysmyfood.org

ÅKG Fruits ïRaspberries (promotion)
ÅLong Clawsons ïBlue cheese (promotion)
ÅAnthony & Lucy Carroll ïHeritage potatoes (MD)

ÅCoastal Grains ïRapeseed oil (NPD)

ÅJames & Lucy Barclay ïSpeciality beef and pork (MD & NPD)
ÅSunnyfields Organic ïOrganic retail (MD)
ÅProcessed Vegetable Growers Association (PR)
ÅSarah Petit - Organic vegetables (conversion)

ÅSue Gwilliam ïóGet Realô (NPD)
ÅRebecca Rayner ïGlebe Flour (NPD)
ÅPaul Southall ïRunner beans (MD)
ÅMorrisô Quality Bakers (MD)
ÅBowdenôs Local ïOn-line retail (MD)

ÅWest Hill Dairy ïorganic cheese (MD)
ÅHarrisonôs Poultry ïPoussin (MD)
ÅMalmesbury Syrups (MD)
ÅWell Hung Meat (MD)

ÅBuy-Local.Net ïOn-line retail (MD)
ÅWoburn Country Foods ïBacon (MD)
ÅPeashell Farm ïOrganic pork and lamb MD)



dunnhumby Data



Ç 2 years of weekly supermarket transactions

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

Ç Over 30,000 food products

Ç Segmented by:

dunnhumby Data

Geo-demographics (Cameo)

Detailed Lifestyle

LifestageRegion (TV)

Retail Format

Retail Channel

Simple Lifestyle



Segmentation

Tesco Lifestyles
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Mainstream 25%

Convenience 

21%

Price Sensitive 

17%

Traditional 11%

Healthy 10%

Up-market 27%

Mid-market 45%

Less Affluent 28%

Finer Foods 

16%
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16%


