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OVERVIEW

While supermarkets’ share of all shoppers is down, they continue to gain in non-food

While their share of all shoppers has fallen by 1.7 percentage points, largely due to the improved performance of
value clothing retailers, supermarkets continue to gain a greater share of shoppers in other non-food sectors. They
have worked hard to improve their range architecture with multichannel offers in non-food and used their economies
of scale to drive prices down. Being even more competitive on price, and with an improved selection, has made

supermarkets more attractive to many shoppers, especially on homogeneous products such as electricals and

homewares.
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