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Asda remains a critical 
trading partner for 
suppliers, both with 
regards size of 
customer base and the 
demographic profile of 
its main shoppers

Asda provides access to younger shoppers and larger 
families. Asda main shoppers are more likely to be aged 
18-34 and to belong to households of three or more people

Asda 32%

UK average 26%

Asda 49%

UK average 40%

+18-34

Asda 11.8%

Asda shoppers are most likely to be allocating more of their 
grocery spend towards the food discounters and this 
number is growing. For suppliers looking to minimise sales 
lost to the food discounters, Asda should be a strategic 
priority

% of shoppers that shopped in a food discounter in the last month
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Asda, like its Big Four counterparts, is intensifying SKU 
scrutiny. Nevertheless, Asda must balance the benefits of 
range rationalisation with the importance of building 
differentiation through range exclusivity and brand authority.

Brands remain particularly important to Asda shoppers, 
are you exploring opportunities for higher profile in-store 
event executions?
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As shopping little and often becomes more prevelant, Asda 
is developing new mission and occasion driven layouts, 
particularly in fresh categories. Are you talking to Asda about 
how to grow its share of wallet in fresh top-up missions?

Which of these stores 
did you last shop in to 
conduct a fresh top-up 
mission?

Latest
market

share dataSainsbury’s
12.7%

Tesco 21.4%

Morrisons 8.7%

Other 45.4%

TRADING
WITH 

Asda is an important 
operator within UK 
grocery retail, both 
with regards size of 
customer base and the 
demographic profile of 
its main shoppers

Asda provides access to younger shoppers and larger 
families: Asda main shoppers are more likely to be aged 
25-44 and have children in the household

Asda 39%

UK average 33%

Asda 28%

UK average 22%

+25-44

Asda 15.3%

With the majority of Asda shoppers also visiting variety and 
food discounters on a monthly basis, Asda is a strategically 
important account for suppliers not present in the discount 
channel

Market
share data

Sainsbury’s
16.2%

Tesco 28%

Morrisons 10.4%

Other 
30.1%

% ofAsda main shoppers claiming to have used the following
channels in the past month

Variety 
discounters 71

Asda is reviewing the breadth and depth of its branded 
range. Brands remain important to Asda shoppers and 
supplier/retailer collaboration around 
assortment analytics and 
shopper-preference data is key to 
keeping range decisions 
customer-centric

% ofAsda main shoppers who say that 
the balance of branded and private label 
products is about right in Asda

65
Asda shoppers are more likely to want to see as many new 
products on shelf as possible. Asda must balance range 
rationalisation with the need to differentiate through new 
product listings

Are you building compelling listing arguments and working 
with Asda to maximise in-store visibility of new launches?

% of shoppers  that say they would like to see as many 
new products introduced as possible

NEW
Asda 
shoppers
All
shoppers

22
13

Food
discounters51

Sources
IGD Datacentre 2017

IGD ShopperVista 2017

Learn more about the retailer’s commercial 
strategy at the IGD Asda Trade Briefing.

Find out more at igd.com/asda2018

https://www.igd.com/events/conferences-and-trade-briefings/igd-asda-trade-briefing

