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Supermarket loyalty: what’s that?

To paraphrase the old saying, no supermarket is an island — and even if it was, most of
Australia’s 14.2 million grocery-buyers would prefer to island-hop than stick to the one place.
In fact, the latest findings from Roy Morgan Research reveal that more than three-quarters
(77%) of the nation’s grocery-shoppers visit at least two different supermarkets in an average
four weeks.

Of the four major supermarkets — Woolworths/Safeway, Coles, IGA and ALDI — IGA has the
most loyal customers. In any given four-week period, 30% of people who mainly shop at IGA
only shop at IGA.

Grocery-buyers who mainly shop at Woolworths/Safeway are the second-most likely (25%) to
stick with their number one, marginally ahead of Coles shoppers (24%). Despite its increasing
overall market share, ALDI has a much lower proportion (7%) of exclusive shoppers.

Supermarket mainly shopped at and number of supermarkets visited in last 4 weeks

EOne ETwo M Three M Four

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Woolworths/Safeway Coles IGA ALDI Average grocery buyer
Supermarket mainly shop at

Source: Roy Morgan Single Source (Australia), April 2014 — March 2015 (n=12,828). Base: Australian grocery
buyers 14+

When asked how many major supermarkets they shopped at over the last four weeks, 37% of
Aussie grocery-buyers reported shopping at two, 28% said three and 7% said they shopped at
all four. This pattern is relatively consistent among Woolworths/ Safeway shoppers, Cole
shoppers and IGA shoppers, for whom visiting two supermarkets is the most common scenario.

Roy Morgan Research Ltd. A.B.N. 91 007 092 944 Quality System Certified to AS/NZS I1SO 9001
401 Collins Street, Melbourne, Victoria, 3000 — GPO Box 2282U, Melbourne, Victoria, 3001, Australia

Tel: (03) 9629 6888 Fax: (03) 9629 1250 (03) 9224 5387 melbourne@roymorgan.com WwWWw.roymorgan.com



http://www.roymorgan.com/
http://www.roymorganonlinestore.com/Browse/Australia/Media.aspx
mailto:melbourne@roymorgan.com
http://www.roymorgan.com/
http://www.roymorgan.com.au/findings/6297-aldi-effect-australias-changing-supermarket-scene-201506220132
http://www.roymorgan.com.au/findings/6297-aldi-effect-australias-changing-supermarket-scene-201506220132

When it comes to ALDI, however, the greatest proportion (47%) of their shoppers visits three
supermarkets in an average four-week period. Furthermore, people who say they mainly shop
at ALDI are actually more likely to visit all four major supermarkets in that time than shop at
ALDI alone.

Andrew Price, General Manager — Consumer Products, Roy Morgan Research, says:

“As our data has confirmed many times and in many different ways, Australia’s
supermarket scene is incredibly competitive -- and these latest findings throw another
challenge into the mix. While most grocery-buyers have a supermarket they mainly shop
at, a relatively low proportion of them shop exclusively at that supermarket. They do
not seem to have any great sense of loyalty to their main chain.

“Woolworths/Safeway and Coles customers are quite similar in their shopping habits:
they are more likely to shop at two — or even three — of the main chains in an average
four weeks than return to their primary supermarket every time. People who mainly
shop at IGA are also more likely to visit two supermarkets in any given four weeks, but
less likely to visit three.

“These results suggest that customer loyalty programs such as FlyBuys (held by more
than half of Coles shoppers) and Everyday Rewards (held by more than 60% of
Woolworths/Safeway customers) are not achieving the desired result.

“Meanwhile, the fact that so few ALDI customers shop exclusively at ALDI is not so
surprising: while the German chain offers low prices and a popular home-brand range, it
does not have such a huge variety of products as the other major supermarkets. As a
result, it’s almost inevitable that ALDI shoppers will need to visit other chains during the
month to complete their grocery shop.”

For comments or more information about Roy Morgan Research’s retail data, please
contact:

Vaishali Nagaratnam
Office: +61 (3) 9224 5309
Vaishali.Nagaratnam@roymorgan.com

Related research findings

View our extensive range of supermarket reports and profiles, such as our Supermarket Currency
Reports and profiles of different supermarket customers.

Compiled with data from Roy Morgan’s Single Source survey (the largest of its kind in the world, with
50,000 respondents p.a), these ready-made profiles provide a broad understanding of the target
audience, in terms of demographics, attitudes, activities and media usage in Australia.

About Roy Morgan Research

Roy Morgan Research is the largest independent Australian research company, with offices in each state
of Australia, as well as in Indonesia, the United States and the United Kingdom. A full service research
organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’
experience in collecting objective, independent information on consumers.
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Margin of Error

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on
which it is based. Margin of error gives indications of the likely range within which estimates would be
95% likely to fall, expressed as the number of percentage points above or below the actual estimate.
Allowance for design effects (such as stratification and weighting) should be made as appropriate.

Sample Size Percentage Estimate
40%-60% 25% or 75% 10% or 90% 5% or 95%
5,000 t1.4 1.2 0.8 +0.6
7,500 1.1 +1.0 0.7 0.5
10,000 1.0 0.9 0.6 0.4
20,000 +0.7 0.6 0.4 +0.3
50,000 0.4 0.4 0.3 +0.2
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