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� Objectives
� Marketing perspectives on sustainable consumption
� Segmenting supermarket shoppers

� The dunnhumby data
� The dunnhumby Academy of Consumer Research

� Analysis
� Organic
� Local/Regional
� Fair Trade

� Conclusions
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� Contribute to the sustainability ‘debate’ amongst 
researchers and practitioners in two ways:
� Conceptual/theoretical

� Marketing perspectives on changing consumer attitudes, 
perceptions, preferences… behaviour

� Methodological
� Using supermarket panel data to get a better understanding of 

the heterogeneity of actual food purchasing behaviour
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� Marketing researchers recognise that consumer attitudes, 

perceptions, preferences… and purchasing behaviour are 
heterogeneous

� Marketeers exploit this by targeting distinct consumer 
segments with specific value propositions

� In order to change consumer behaviour we need to 
understand
� What it is

� aggregated trend data is fine as a performance measure but 
inadequate as a diagnostic input

� Why it happens
� Underlying attitudes, perceptions, preferences, motivations… that drive 

the purchasing behaviour of distinct consumer segments
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Environmental
citizenship

Economic
incentives

Change
attitudes

(long term) good less good

Change
behaviour

(short term) less good good



 

Value  =  benefits  –  costs  –  risk 
 
 
As perceived       ‘Solution to      Financial &      Unfulfilled 
by consumers       my problem’     Opportunity       Promises 
                                    Costs 
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� The Blind are leading the blind…



� The Blind are leading the blind…into the commodity 
trap!
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Purchase involvement

Product Involvement

Credence 
Goods

Staples

Promotion 
seekers

Habitual & 
brand loyal 
shoppers

Consumers

Citizens
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� 2yrs of weekly supermarket panel data
� Population = 12m households

� 40% of UK households

� Sample = 10%
� 1.2 million households

� 265,000 Stock Keeping Units (SKUs)
� 30,000 food

� 80% of transactions
� Segmented by lifestage, region, shopping channel, 

retail format, geo-demographics (Cameo) and lifestyle
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� 25,000 products are ‘flagged’ in this way, which accounts for 
about 95% sales

� Looking for the balance of key dimensions in each customers 
shopping basket

� Each product is categorised using a series of dimensions

� Fresh

� Loose

� Vegetarian

� Adventurous

� Healthy

� Tesco Own

� Pre-packed

� Convenience

� Low Price

� Tesco Own

� Value range

� Multipack
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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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Lifestyle segment

Finer Foods

Healthy

Convenience

Price Sensitive

Mainstream

Traditional

Key Characteristics

time conscious, enjoy luxury products and 
are willing to experiment

interested in organic, environmental 
benefits, low fat/sugar and calorie conscious

regard food as fuel, are busy and rely heavily 
on the microwave

look primarily for value and rely on staple 
foods

have broad tastes, favour established brands 
and are influenced by the needs of children

enjoy the art of cooking but rely on a fixed 
shopping list so less likely to buy on impulse

%
shoppers

17%

9%

22%

16%

26%

10%
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� Structure
� Joint venture between Kent Business School and dunnhumby, 

launched in April 2005

� Mission
� To help farmers and small food producers improve their 

businesses by developing a better understanding of consumer 
preferences

� Delivery model
� Analysis undertaken by PhD students, funded by organisations 

representative of different commodity sectors and regions 

� Primary areas of research
� Market segmentation
� Demand management
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� KG Fruits – raspberry promotion
� Long Clawsons – blue cheese (promotions)
� Anthony & Lucy Carroll – heritage potatoes 

(MD)
� Coastal Grains – rapeseed oil (NPD)
� James & Lucy Barclay – speciality beef and 

pork (MD & NPD)
� Sunnyfields Organic – organic retail (MD)
� Processed Vegetable Growers Association –

Frozen Peas (PR)
� Sarah Petit - Organic vegetables 

(conversion)
� Sue Gwilliam – Get Real (NPD)
� Rebecca Rayner – Glebe Flour (NPD)
� Paul Southall – Runner beans (MD)
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� ‘Sustainable’ products
� Organic

� Fruit & Vegetables
� Breakfast Cereal

� Local/regional
� Milk
� Fruit & Vegetables
� Counter Meat
� Ice Cream

� Fair trade
� Fruit
� Coffee & Tea
� Clothing
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Description

Number 
of 

Products

Yr on Yr 
Growth 
(Index)

Distribution 
(Stores)

Yr on Yr 
Growth 
(Index) Customers

Yr on Yr 
Growth 
(Index)

Household 
Penetration

Yr on Yr 
Growth 
(Index)

Frequency 
of Purchase

Yr on Yr 
Growth 
(Index)

Repeat 
Rate

Yr on Yr 
Growth 
(Index)

Fair Trade 105 175 1,617 109 3,619,580 96 19.9% 94 2.6 86 43.3% 93
Organic 1,353 119 1,787 108 12,457,020 105 68.5% 103 10.0 105 78.9% 102
Regional/Local 321 378 1,044 110 5,672,810 489 31.2% 479 4.8 165 63.0% 141
Total 1,756 138 1,809 109 13,111,140 107 72.1% 105 11.2 113 81.1% 103

Organic (Total)

Regional/Local (All Fresh)

Fair Trade (Total)

411,380

4,627,950

1,563,530

86,890

27,040

1,439,770

2,940,490

• 42% (55% on-line) only purchase organic

• 4% (7%) only purchase local

• 0.8% (3%) only purchase fair trade

• 26% (13%) purchase organic & local

• 13% (16%) purchase organic & fair trade

• 0.2% (0.6%) purchase fair trade & local

• 14% (5%) purchase from all three categories
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Product Name Subgroup Number of Baskets Customer Count Significance
Olio & Farina Pesto Sauce 180G SF PASTA SAUCES 730 500 86.9%
Grove Fresh Pureorganic Orange Juice 1 Litre CHILLED ORG JCE & DRINKS 287,290 77,270 86.1%
Meridian Brazil Nut Butter 170G WHOLE FOODS PRESERVES 600 560 82.2%
Natures Path Spelt Flakes354G SIMPLY WHOLESOME CEREALS 1,980 1,360 81.5%
Meridian Natural Almond Butter 170G WHOLE FOODS PRESERVES 18,760 10,460 80.9%
Rude Health Spelt Flakes 300G WHOLEFOOD CEREALS 1,370 1,050 80.6%
Francisco De Cala Sherry Vinegar 250Ml SPECIALITY VINEGAR 500 500 80.6%
Belazu Early Harvest X/V Olive Oil 1Ltr OLIVE/SPECIALITY OILS 6,480 4,040 79.9%
Ecover Dishwasher Tblts25 Pack/500G HOUSEHOLD ECO FRIENDLY 89,170 44,270 79.7%
Motherhemp Red Pesto 160G WHOLEFOODS PULSE & PASTA 1,880 1,660 79.3%
Ecover Rinse Aid 500Ml HOUSEHOLD ECO FRIENDLY 19,510 15,730 79.1%
Shropshire Spiceorg Sage & Onionstuffing 150G STUFFING/BREADCRUMBS 21,720 16,570 78.6%
Whole Earth Red Frt Crunch Crl 450G SIMPLY WHOLESOME CEREALS 12,070 7,640 78.6%
The Food Doctor Omega Seed Butter 250G WHOLE FOODS PRESERVES 10,770 8,300 78.6%
Seed Of Change Balti Sauce 350G ORGANIC COOKING PRODUCTS 4,780 3,440 78.4%
Green & Blacks Choc Hazlenut Spread 400G SWEET SPREADS 34,890 22,630 78.4%
Ecover Lavender & Aloe Vera Hand Soap 250Ml LIQUID SOAPS 59,790 34,790 78.2%
Meridian Free From Red Pesto 170G FREE FROM RANGE 2,870 1,810 78.0%
Motherhemp Green Pesto 160G WHOLEFOODS PULSE & PASTA 2,730 2,540 78.0%
Tesco Finest Ventresca Flts Albacore 115G TUNA 1,120 780 77.8%
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Product Name Number of Baskets Customer Count Significance
Junior 4,760 3,150 51.5%
Yoga 2,780 1,890 50.9%
House And Garden 8,120 6,510 48.5%
Elle Decoration 9,130 6,860 47.1%
Living Etc 33,210 22,660 46.6%
Period Living 26,730 16,270 46.4%
Home And Gardens 40,960 30,860 46.4%
Country Homes & Interiors 33,750 21,550 45.7%
Country Living 60,790 36,800 45.3%
Kitchens Bedrooms Bathrooms 11,140 9,490 44.7%
Bbc Homes & Antiques 15,520 10,030 44.4%
Country Living 2 Great Reads 1,030 1,010 43.8%
Pathways Series 620 610 43.1%
Concept For Living 1,470 1,250 43.1%
Taste Italia 3,470 2,310 42.5%
Tastes Of Britain 2,040 1,650 42.2%
Woman And Home Xmas Food 7,410 7,380 42.1%
Olive 27,810 19,350 42.1%
Period House 520 520 41.6%
Woman And Home Compact Edition 5,860 5,660 40.9%
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• 40% buy both organic fruit and 
vegetables

• 30% of organic fruit shoppers buy 
no organic vegetables

• 20% of organic vegetable shoppers 
buy no organic fruit

• 66% of organic breakfast cereal 
shoppers also purchase organic fruit 
& vegetables

Organic (Breakfast 
Cereal)

Organic (Veg)

Organic (Fruit)

2,774,950

101,480

666,670

1,812,380

3,826,470

75,870

145,200

Description Customers

Yr on Yr 
Growth 
(Index)

Organic Fun Size Kids Bananas X 6 2,983,320 136
Organic Carrots 750G 2,101,350 125
Organic Bananas Bunch Of 6 1,788,680 89
Organic Spring Onions 1,684,400 129
Organic Portion Cucumber 1,499,240 132
Organic Whole Cucumber 1,494,510 107
Organic Baby New Potatoes 750G 1,413,610 128
Organic Eggs Large Box Of 6 1,203,600 79
Organic Garlic Twin Pack 1,164,730 134
Organic Semi Skimmed Milk 1.136 Ltr. 1,012,450 98
Organic Broccoli C/W 1,009,760 112
Organic Mushrooms 200G 1,005,180 107
Organic Gala Polybag Apple 978,600 110
Organic Eggs Medium Box Of 6 934,620 76
Organic Potatoes 1.5Kg 929,990 103
Organic Carrots 1.25Kg 914,200 141
Organic Little Gems 881,890 108
Organic Strawberry 841,030 123
Organic Celery 792,700 91
Organic New Potatoes 1.5Kg 777,290 81
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Fair Trade 
(Clothing)

Fair Trade (Fruit)

Fair Trade (Tea & 
Coffee)

2,120,260

39,240

3,880

397,960

232,670

3,360

15,670

• 75% of fair trade shoppers only 
purchase fruit

• 62% of fair trade coffee shoppers buy 
no other fair trade products

• 63% of fair trade clothing shoppers 
buy no other fair trade products

Description Customers

Yr on Yr 
Growth 
(Index)

Fairtrade Bananapack 2,084,070 76
Green & Black'S Organic Dark 70%Chocolate 100G 310,470 86
Green & Black'S Organic Milk Choc 100G 228,530 101
Fairtrade Freeze Dried Coffee 100G 214,940 132
Large Fairtrade Avocado Each 180,760 1,610
Green & Black'S Organic Vanilla Ice Cream 500Ml 165,160 100
Fairtrade Easy Peeler 700G 157,950 109
Large Fairtrade Pineapple 157,100 72
Green & Black'S Organic White Chocolate 100G 153,090 102
Fairtrade Brazil Nuts 150G 140,480 69
Green & Black'S Organic Dark Choc & Mint 100G 107,250 134
Fairtrade Org Strawberry Conserve 340G 106,550 5,791
Fairtrade Cashew Nuts 150G 105,840 379
Fairtrade Peanuts & Raisin 200G 102,010 191
Green & Black Organic Cooking Chocolate 150G 94,220 134
Whitworths Fairtrade Sugar Granulated 1Kg 93,340 111
Fairtrade Orange4 Pack 92,700 100
Green & Black'S Org Milk Choc & Almonds 100G 87,480 68
Fairtrade Freeze Dried Decaf Cffe 100G 87,270 247
Clipper Fairtrade Org Green Tea 25S 85,710 173
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• 61% of regional food shoppers only 
purchase fruit and vegetables

• 49% of local milk shoppers buy no 
other regional products

• 37% of regional meat shoppers buy 
no other regional products

• 51% of regional ice cream shoppers 
buy no other regional products

32,230

38,010

1,480

105,980

9,950

26,530

157,280

3,504,390

647,010

203,410

4,550

54,820

5,790

Regional/Lo
cal (Ice 
Cream)

Regional/Loc
al (Fruit & 

Veg)

Regional/Local 
(Milk)

152,220

Regional/Local 
(Meat)

784,920

Description Customers
East Anglian White Potatoes 2.5Kg 687,070
East Anglian Carrots 1Kg 646,450
East Anglian Baby New Potatoe1Kg 606,830
East Anglian King Edward Pots2.5Kg Pack 437,010
East Anglian Baking Potatoes 2.5 Kg 421,140
East Anglian Parsnips 500G 387,580
East Anglian Cooking Onions 1 Kg 380,750
East Anglian New Potatoes 2.5Kg 323,680
Kentish Cider Pork & Apple Mash 450G 310,530
East Anglian Desiree Potatoes2.5Kg 303,870
Lincolnshire Savoy Cabbage 301,760
East Anglian Carrots 500G 288,470
Really Welsh Cauliflower 288,450
East Anglian Maris Piper Pots2.5Kg Pack 287,480
Lincolnshire Extra Trimmed Leeks 500G 274,600
Yorkshire Carrots 1Kg 218,890
Kent Strawberry 454G Class 1 207,490
Lincolnshire Green Cabbage 203,460
Lincolnshire Brussel Sprouts 500G 197,730
Shropshire Carrots 1Kg 188,060
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� Sustainable consumption is a complex challenge
� Behaviour change begins somewhere else but is 

revealed at the point of purchase
� Need to work at both ends of the spectrum

� Consumer behaviour (short term)
� Citizenship (longer term)

� Need products, services, merchandising and marketing 
initiatives that 
� deliver sustainable value propositions that are relevant to distinct 

(heterogeneous) shopper segments and 
� are communicated effectively through a targeted approach, based 

on an objective understanding of consumer behaviour and multi-
disciplinary perspectives on the drivers
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� Supermarket panel data is a powerful diagnostic 
input that the academic community can use, in 
collaboration with government and industry, to
� generate more meaningful insights and 
� develop more effective strategies and more objective 

impact measures 
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