
%

TRADING
WITH 

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?

Latest
market

share dataSainsbury’s
12.7%

Tesco 21.4%

Morrisons 8.7%

Other 45.4%
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Sainsbury’s is the 
second largest grocery 
retailer in the UK, it has 
recently strengthened 
its non-food 
credentials through the 
acquisition of Argos & 
Habitat

Sainsbury’s typically attracts older and more upmarket 
shoppers through a focus on fresh, high quality and 
premium brands

Asda 11.7%

Convenience stores are a huge part of the repertoire of 
stores visited by Sainsbury’s main shoppers. Similarly 
Sainsbury’s shoppers are more likely to use online

IGD 
market

share dataSainsbury’s
12.7%

Tesco 21.9%

Morrisons 9.1%

Other 44.6%

Sainsbury’s has focussed in the last couple of years on the 
removal of multi-buy promotions from their offer, 
preferring to focus on great price and great 
quality. Why is it the right thing for 
shoppers?

Sainsbury’s shoppers have a stronger affinity with brands 
than we see for other retailers – 50% buy big brands as 
they feel attached to them versus 43% average

Do your branded propositions signal ‘Premium’ to 
shoppers? Could you do more to highlight this?

Sources
IGD Datacentre 2017

IGD ShopperVista 2017

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

Find out more at igd.com/sainsburys

63% of Sainsbury’s main shoppers who 
agree there should be fewer offers & 
instead have every day lower prices

Average age

51
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Sainsbury’s 34%

UK average 27%

AB

% of Sainsbury’s main shoppers claiming to have used the following
channels in the past month

Convenience 90
Online37

% of shoppers that say brands tend to be better quality
than own label alternatives

Sainsbury’s 
shoppers
All
shoppers

42
37

All shoppers

Sainsbury’s main shoppers


