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Our Quarterly Survey Coverage – 225 Categories

PRE-STORE

Planning and mindset

IN-STORE

Engagement / conversion

POST-STORE

Shopper Satisfaction

CATEGORY ROLE PURCHASE INTENTION SHOPPER MINDSETS

DECISION HIERARCHYSHOPPING MODE

SATISFACTION DESIRED IMPROVEMENTS

• Intentionality/Engagement

• Profit Booster

• Hero

• Trip Driver

• Basket Builder

PRIORITIES

PROMOTIONAL IMPACT

• Levels of Planning

• Pre-store Triggers

• What Planned

• Traffic Drivers

• Main Reason to Shop

• Loyalty

• Promotions

• KVI

• In home availability

• Most Important (17 attributes)

• Depth on Sustainability

• Depth on Quality

• Depth on Price

PURCHASE INTENTIONSHOPPER MINDSETS

• Spend Drivers

• Promotions

• Premium

• Innovation

• Temptation

• Switch/Walk

• Brand

• Format

• Size

• Engagement

• Grab & Go

• Browse

• Bought on Promotion

• Incrementality

• Promotional Mindset 

(Promo Junkie, etc.)

• Levels of Impulse

• In-store Triggers

• Where bought in Store

• Overall Satisfaction

• Price

• Product

• Assortment

• Execution

• More/less Choice

• Pack Sizes

• Information

• Theatre/Signage

• Innovation/New

• Occasion

• Breakfast

• Lunch

• Dinner

• Snacking/Treating

• Private Label 

attitudes

• Store Loyalty

• Full Demographics

OCCASIONSHOPPER ATTITUDES



Our experts… 

20+ Years FMCG Experience

Chris Adkins

25+ Years FMCG Experience

Martin Baptie



How to maximise 

promotional effectiveness



There are FOUR areas to consider:

RATIONALE IMPORTANCE IMPACT STRATEGY

What are the 

reasons we use 

promotions

How important 

are promotions 

to my category

What effect do 

promotions 

have

What is the best 

promotional 

strategy to use



Promotional rationale



Why do we use promotions – to demonstrate value..



..But it’s also about maximising penetration

• Promotions will also be an effective 

tool to helps attract light buyers to 

the category

..and we know these are critical for 

growth

• Physical availability – how easy is it to 

find your product, how present is it at 

the point where shoppers buy

• Distribution

• Shelf placement

• Stock holding

..all of which can be helped by 

promotions



And, promotions are part of the long-term growth strategy

Launchpad for 

innovation

Trigger to link to 

new occasions

Tool to fight 

competitive erosion



Promotional 
importance



The big question is do shoppers want promotions!

The obvious answer is 

yes, but it’s not that 

straightforward – here’s 

where context become 

extremely valuable!



In reality, promotions aren’t relevant everywhere, or at least they 

won’t have the same impact

Instant Coffee 3.70

Frozen Meat & Poultry 3.70

Chilled Party Foods 3.70

Fresh Lamb 3.69

Wine 3.69

Hair Masks & Treatments 3.67

Cake Mixes & Icing 3.67

Luxury Ice Cream 3.66

Slimming/Weight Management 3.65

Chocolate Multipacks/Treat Size 3.65

3.22 Bags, Foils & Cling Film

3.20 Stationery & Greetings Cards

3.19 Cucumbers & Peppers

3.18 Chewing Gum

3.17 Herbs & Spices

3.11 Cream

3.03 Lettuce

3.02 Wrapped Bread

2.94 Pain Relief Medicine

2.93 Milk

Store 

average = 

3.46

Importance of promotions



In many cases other aspects are more important..

Herbs & Spices

Ready to Heat Chilled Desserts

Sandwiches

Everyday Wrapped Bread

Stationery & Greetings Cards

Toilet Paper

Squash/Cordial

Frozen Meat & Poultry

Dishwasher Tablets/Capsules & Products

Kitchen Roll/Towel

Range more important 

than offers 

Offers more important 

than range 



..and let’s not forget, we should also seek to understand if 

promotions actually deliver for shoppers anyway?

Promotions high 

importance

BUT

satisfaction is poor

Promotions average 

importance

AND

satisfaction is average

Promotions low importance

AND

satisfaction is good



Promotional impact



Let’s understand how promotions typically work

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10 Week 11 Week 12 Week 13 Week 14 Week 15 Week 16 Week 17

Base Subsidised Incremental

Promotions leads to a short-term spike in sales, but a proportion of base sales is essentially subsidised volume

After the promotion sales will typically revert back to normal levels..



Shopper data can help us understand what’s happening within the 

promotional purchase:

42%
bought on promotion

45%
Incremental

20% 35%

12%

23%

9%

Hadn’t intended to 

buy now or soon

Was going to buy but 

bought more

Was waiting for a 

promo to come along

Was going to buy and 

bought the same amount

Would have bought 

soon anyway

32%

43% 26% 29%

11%

23%

9%

% of Shoppers < 90% >90% >99% >99.9%>95%>90%>95%>99%>99.9%

Significance of over/under index – confidence levels:Sample:Metric: Benchmark: 

Total Market (All Categories)n=2,034

XX%

True incremental

Increased weight of purchase

Promo junkie

Subsidised volume



There are other effects that promotions have which are worth 

considering too

46%

35%

Promotions encourage shopping

A well communicated strong offer, has the potential to drive traffic to store and help one retailer gain share



Promotions can also effectively drive brand share 

But there are risks for retailers here – are we moving shoppers 

into lower margin products for example…



There’s also the shopper impact when promotions are so 

prevalent they become expected

Makes it harder to drive 

premium/trade-up
Becomes the 

planned behaviour – 

looking for deals
Impacts frequency of 

purchase as shoppers 

stockpile
All of this devalues long-

term category growth

1
2

3



Promotional strategy



Use category role to help decide what the best mechanic for promotions 

is likely to be

3.00

3.50

4.00

4.50

5.00

5.50

6.00

6.50

4.50 5.00 5.50 6.00 6.50 7.00 7.50
Low Engagement

High Engagement

High IntentionalityLow Intentionality

HERO
“Give me a reason to choose this store”

BASKET BUILDER

“Cover all the bases so I don’t have to go elsewhere”

TRIP DRIVER

“Get it right on the basics”

PROFIT BOOSTER

“Tempt me to spend a bit more on the little extras”

These categories are there to tempt shoppers 

and they are open to buying

High/low strategy to attract and influence 

impulse behaviour

These categories can drive the trip and shopper 

loyalty long term

Promote pre-store to drive trip for deeper 

discounts, don’t over promote

Shoppers do regularly buy these categories but 

need a prompt/reason when in-store

Multi-buy to drive basket spend/weight of 

purchase

These are core categories that we regularly buy 

and will be on the shopping list

Keep promotions low level, focus on everyday 

value



Example categories..

Chewing Gum

Cider

Fresh Beef

Frozen Vegetables

3.00

3.50

4.00

4.50

5.00

5.50

6.00

6.50

4.50 5.00 5.50 6.00 6.50 7.00 7.50
Low Engagement

High Engagement

High IntentionalityLow Intentionality

HERO
“Give me a reason to choose this store”

BASKET BUILDER

“Cover all the bases so I don’t have to go elsewhere”

TRIP DRIVER

“Get it right on the basics”

PROFIT BOOSTER

“Tempt me to spend a bit more on the little extras”



Should promotions be supported by theatre/display – do they 

trigger purchases?

Luxury Ice Cream 26% Colas 4%

Craft Beer 25% Dried Pasta 3%

Total Stone Fruit 22% Pet Food 3%

Fruited Bakery Snacks 21% Wrapped Bread 2%

% purchases where display was key trigger



It’s also worth considering occasion links..

As a way to inform signage

..but also, as a potential cross-category strategy for promotions



Ultimately a number of factors will help inform promotional strategy, the 

key is to ensure the shopper is at the heart of the process

Chilled Party Foods

Standard Ice Cream

Kitchen Roll/Towel

Sugars & Sweeteners

3.00

3.10

3.20

3.30

3.40

3.50

3.60

3.70

3.80

3.90

14% 24% 34% 44% 54% 64%

Promotions more incremental

Promotions more 

important to shoppers

% incremental

Im
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o
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Limit promotions but make sure when 

used they’re given maximum visibility

Focus on other tactics to drive growth, 

consider promo mechanics review

Promo’s offer good opportunity to 

drive sales, use as priority here

Use promos tactically to drive spend, 

off-shelf needed to entice shoppers



Good luck...and don’t 

forget we can help!



Next time…



Next date for your diaries

The 2025 Shopper View 

10th September 2025

11am
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