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1 Background and Research Objectives 

The Competition Commission is investigating the completed acquisition by Somerfield of 115 

Morrison stores. 

Research was required to examine shopping behaviours at some of these Somerfield stores where 

potential competition concerns have been identified. Specifically, the Competition Commission 

wished to collect the following information about shopping visits made at each of these stores: 

� The type of shopping trip and amount spent at the store 

� Reasons for using that particular Somerfield store on that visit 

� The distance travelled and time taken to get to the store 

� The method of transport used to get to the store 

� The alternative option taken if the store had been unavailable 

Initially the research was commissioned to cover 27 Somerfield stores where the Office of Fair 

Trading had identified competition concerns.  Subsequent to the analysis of these results, the 

survey scope was extended to cover another 27 stores specified by the Competition Commission. 

This report presents the research findings from all 54 stores. 
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2 Research Design 

Face-to-face interviews were conducted with shoppers at they exited the store.  All those who had 

just completed a shopping trip at the store were eligible for interview, and respondents were 

selected at random using the “next person available” rule. 

Interviewing was carried out across all times of day and days of week to ensure that a 

representative cross-section of shoppers was interviewed.  Three six-hour interviewing shifts were 

assigned at each store: 08.00 – 14.00 and 14.00 – 20.00 on a weekday, and 10.00 – 16.00 on a 

weekend (a Saturday at half the stores, and a Sunday at the other half). 

100 interviews were required at each store so that results could be analysed at the individual store 

level. The full list of stores covered, and number of interviews achieved is shown in the table below 

(address details for each store are appended). An additional interviewing shift was allocated at 

eight stores to boost interview achievement where numbers were markedly below requirement 

(these are marked with an asterisk in the table below). Stores highlighted in purple are urban 

stores. 
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Chart 1: Store location and interview achievement 

No of 
interviews 

No of 
interviews 

Aberdeen - Cornhill 105 Kilwinning 81 
Aberdeen - Union Street 101 Leeds - Chapel Allerton 99 
Aberdeen - Westhill 106 Leeds – Oakwood 98 
Alexandria 101 Littlehampton 88 
Bedlington 88 Loftus 107 
Birtley 90 London – Balham* 104 
Brechin 96 London - Camberwell Green* 103 
Bridge of Weir 104 London - Kilburn* 64 
Broughty Ferry 99 Middlesborough 78 
Carluke 88 Paisley 88 
Cottingham 104 Peebles 95 
Derby 96 Pocklington 105 
Doncaster 102 Ponteland 84 
Edinburgh - Davidsons Main 104 Poole * 94 
Edinburgh - Shandwick Place 105 Prestonpans 96 
Ferryhill 98 Renfrew 98 
Filey 99 Ryton 85 
Frome* 97 Saltcoats 105 
Glasgow - Ca D'oro 104 Selkirk 105 
Glasgow - Knightswood 105 Sidcup * 114 
Glasgow - Muirend 103 South Shields 81 
Glasgow - Springburn 99 Stockton-on-Tees 91 
Hale * 81 Thornbury St Marys 90 
Johnstone 106 Whickham 88 
Kelso 105 Whitburn 104 
Kilbirnie 101 Wimborne* 103 
Kilsyth 100 Yarm 100 

Note – urban stores are highlighted 

It should be noted that in spite of the attempts to boost numbers with additional shifts, achievement 

fell materially below target at a few stores, reflecting difficulties in obtaining interviews at these 

stores. These were mostly urban stores where more respondents tended to be “in a rush” and 

unwilling to take part in the research survey.  However, these difficulties were not evident at all 

urban stores and therefore it would be a mistake to assume that the methodology precluded 

interviews with a certain type of shopper at all urban stores. 
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Fieldwork for the 27 stores originally specified in the research brief was carried out between 14th 

and 22nd May, 2005. The second fieldwork phase, covering the remaining 27 stores, was carried 

out between 13th June and 1st July, 2005. 
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3 Summary of Research Findings 

Research was carried out at 54 Somerfield stores where potential competition concerns have been 

identified. Face-to-face interviews were conducted with shoppers as they exited the store, with 

shoppers selected at random across different times of day and days of week to ensure that a 

representative cross-section of customers was interviewed.  5,235 interviews were carried out in 

total between 14th May and 1st July, 2005, approximately 100 interviews per store. 

11% of those interviewed had made a main grocery shop on the day of interview, 47% a planned 

top-up shop, 25% a distress purchase (an urgent purchase of items), and 17% some other kind of 

shop. 

One in two of all respondents (49%) used that particular Somerfield store for all or most of their 

grocery shopping, although this proportion varied by type of shopping trip.  Nearly all (87%) of those 

on a main grocery shop said they always or mostly used that store compared with one in two (53%) 

of those on a top-up shop and just 38% of those making a distress purchase. 

The convenience of the store location was the key reason for choice of store. 89% mentioned it as 

a factor in deciding to use that store, and 77% highlighted it as the most important reason. 

[ �  ] 

85% indicated that the store was located nearest to their home rather than to their place of work or 

some other location. In three in four cases (77%), the trip involved setting off from and returning 

back to home. One in two (48%) used a car or van to get to the store (mostly as a driver) and four in 

ten (41%) walked to the store.  Use of the car was much less prevalent at the London stores where 

bus or walking was more likely to be mentioned. 

Respondents were asked to estimate the distance travelled and time taken to get to the store.  The 

information obtained was based on customer perception and therefore may not be entirely accurate 

in all cases. However, the average distance travelled to the store was claimed to be 1.4 miles and 

the average time 8.9 minutes. 

Those shopping at rural stores tended to travel further to reach the store (average distance 1.7 

miles), as did those who drove to the store (2.2 miles).  However, the pattern of longer journeys to 

get to rural stores is only true among those who had driven to the store (not true of those who had 

The Competition Commission 
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walked). 91% of shoppers claimed it took 15 minutes or less to travel to the store, and 82% 10 

minutes or less.  Looking at these figures by store location, 94% of shoppers at rural stores took 15 

minutes or less, and 80% of shoppers at urban stores took 10 minutes or less.  Those shopping at 

the smaller size stores (3-7,000 square feet) tended to make shorter journeys to access the store 

and the opposite was true of those shopping at larger stores (more than 11,000 square feet). 

Overall the time taken to travel to the store was similar by country (England/Scotland), but shoppers 

at London stores tended to take longer to get to the store. 

Respondents were asked a series of questions relating to their shopping behaviour if that particular 

Somerfield store had not been available. Firstly they were asked what type of store they would 

have used instead, with possible answers provided on a showcard.  One in three (33%) claimed 

they would have used a same size supermarket and a further 37% a large out-of-town supermarket 

instead. Mentions of a smaller convenience store (9%), corner shop (6%), or other options (all 1% 

or less) were at much lower levels. Those who would have shopped at another supermarket or 

convenience store were subsequently asked which store they would have used instead, taking their 

response from a list on a showcard of all the key supermarket and convenience store brands. 

Tesco (23%), Asda (19%) and Sainsbury’s (12%) were most likely to be identified as the store that 

would be used instead, with mentions of Co-op (9%), Somerfield – another store (10%), and 

Morrison (10%) at similar but lower levels.  Aside from these brands, no other store was mentioned 

by more than 2% of respondents. 

Having described what they would have done if the Somerfield store had not been available, 

respondents who said they would have shopped elsewhere were asked to say whether their 

alternative choice would have been better, worse or no different in terms of a number of factors. 

These were: the cost of shopping, the quality of groceries, the selection of groceries stacked, 

customer service (helpful staff), ease of getting to the store and the overall experience (taking 

everything into consideration). One in two (48%) thought the overall experience would have been 

no different, and among the remainder opinion was split with 28% thinking the alternative would 

have been better and 23% worse. However, when analysing results across different service 

aspects, more respondents thought that the alternative would have been better than worse on 

every dimension except “ease of getting to the store”.  This confirms the finding that convenience of 

store location is a key driver of store selection.  Those customers who said their alternative was a 

large out of town supermarket were more likely to say that the convenience of this alternative would 

have been worse. 
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There were considerable variations in results across individual stores, both in terms of the type of 

shopping undertaken, the distances travelled and time taken to get to the store, and the 

consideration of alternative options if the particular store had not been available.  These differences 

did not just reflect the characteristics of the individual store (e.g. urban/rural or size of store).  This 

indicates that local factors are influential in driving customer choices. Full results by individual store 

are included within the report, where relevant. 

The Competition Commission 
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4 Detailed Research Findings 

4.1 Type of grocery shop 

Respondents were asked to identify, from a showcard: 

� the type of shopping trip they had made at the store on the day of interview 

� the type of shopping trip they mostly undertook at that particular store 

� any type of shopping trip they had made at that store in the previous four weeks. 

11% of those interviewed had made a main grocery shop on the day of interview, 47% a planned 

top-up shop between their main shop, and 25% were making a “distress purchase”, that is 

purchasing items that were urgently needed. The remainder (17%) was purchasing specific items.  

One in five (19%) claimed that they mostly undertook a main grocery shop at the store and three in 

ten (30%) that they had undertaken a main grocery shop in the last four weeks.  This implies that 

some were not making main grocery shops on a regular weekly basis at that store. 

Chart 2: Type of grocery shop at store 

Today Mostly do Last 4 weeks 

Main grocery shop 

Planned top-up shop 

Purchase items needed 
urgently 

Buy a one-off item 

Buy something to eat, 
drink or smoke 

straightaway 
Buy a treat for yourself, 

family, friend, colleagues 

Other 

11% 

25% 

7% 

7% 

2% 

1% 

47% 48% 

19% 

19% 

5% 

6% 

2% 

1% 

30% 

36% 

12% 

13% 

6% 

1% 

63% 

Base: All (5,235) 
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Chart 3: Type of grocery shop at store (today)
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Those shopping at larger stores were more likely to be making a main grocery shop on the day of 

interview, and less likely to be making purchases of specific items, as indicated in the chart below. 

Chart 3: Type of grocery shop at store (today) 
Size of store (’000 sq. ft.) 

11-15 7-11 3-7 

Main grocery shop 

Planned top-up shop 

Purchase items needed 
urgently 

Buy a one-off item 

Buy something to eat, drink or 
smoke straightaway 

Buy a treat for yourself, family, 
friend, colleague 

Other 

13% 

23% 

7% 

5% 

2% 

0% 

11% 

26% 

7% 

6% 

2% 

1% 

7% 

28% 

7% 

12% 

2% 

1% 

48% 48% 43% 

Base: All (11-15,000 sq ft = 2,253; 7-11,000 sq. ft. = 1,891, 3-7,000 sq. ft = 1,091) 
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The type of shopping trip made on the day of interview varied from store to store.  The table below 

shows the profile of shopping trips made by individual store location. 

Chart 4: Type of grocery shop at store 

Sample 
size 

Main 
shop Top-up Other 

Aberdeen - Cornhill (105) % 18 47 35 
Aberdeen - Union Street (101) % 10 37 53 
Aberdeen - Westhill (106) % 11 40 49 
Alexandria (101) % 7 56 37 
Bedlington (88) % 14 34 52 
Birtley (90) % 11 42 47 
Brechin (96) % 23 44 33 
Bridge of Weir (104) % 5 63 32 
Broughty Ferry (99) % 21 30 49 
Carluke (88) % 11 55 34 
Cottingham (104) % 12 49 39 
Derby (96) % 6 78 16 
Doncaster (102) % 3 40 57 
Edinburgh - Davidsons Main (104) % 5 83 12 
Edinburgh - Shandwick Place (105) % 0 45 55 
Ferryhill (98) % 4 69 27 
Filey (99) % 9 26 65 
Frome (97) % 8 59 33 
Glasgow - Ca D'oro (104) % 0 19 81 
Glasgow - Knightswood (105) % 9 66 25 
Glasgow - Muirend (103) % 7 68 25 
Glasgow - Springburn (99) % 35 32 33 
Hale (81) % 17 37 46 
Johnstone (106) % 11 67 22 
Kelso (105) % 24 52 24 
Kilbirnie (101) % 5 50 45 
Kilsyth (100) % 6 44 50 
Kilwinning (81) % 6 46 48 
Leeds - Chapel Allerton (99) % 10 34 56 
Leeds - Oakwood (98) % 18 40 42 
Littlehampton (88) % 10 53 37 
Loftus (107) % 14 44 42 
London - Balham (104) % 16 34 50 
London - Camberwell Green (103) % 12 30 58 
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Sample 
size 

Main 
shop Top-up Other 

London - Kilburn High Road (64) % 22 13 65 
Middlesborough (78) % 4 63 33 
Paisley (88) % 7 24 69 
Peebles (95) % 21 45 34 
Pocklington (105) % 11 35 54 
Ponteland (84) % 19 56 25 
Poole (94) % 15 44 41 
Prestonpans (96) % 9 43 48 
Renfrew (98) % 28 45 27 
Ryton (85) % 5 67 28 
Saltcoats (105) % 16 51 33 
Selkirk (105) % 13 53 34 
Sidcup (114) % 6 46 48 
South Shields (81) % 6 38 56 
Stockton-on-Tees (91) % 10 67 23 
Thornbury St Marys (90) % 4 48 48 
Whickham (88) % 7 39 54 
Whitburn (104) % 8 40 52 
Wimborne (103) % 12 41 47 
Yarm (100) % 3 56 41 
Note – urban stores are highlighted 

Those on a main grocery shopping trip were asked whether the day of week that they were 

interviewed was the day when they normally did their main shopping, and if not on what day they 

normally did their main shopping. From this it was possible to identify the day of the week on which 

main shopping trips were normally made. 

57% of main grocery shopping trips were made on a Monday-Friday, 20% on a Saturday and 8% 

on a Sunday. 15% said the day of interview was not their usual main shopping day, but were 

unable to specify a day of the week when they normally did their main grocery shopping, 

presumably because they did not have a set day for such trips. 

Those who were making a planned top-up shop between their main grocery shop were asked 

whether they normally did a main grocery shop, or whether their grocery shopping was normally 

made up of smaller, more frequent shops (like the one today).  59% said they either always or 

normally did a main grocery shop. 

The Competition Commission 
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Chart 6: Who are you shopping for today?
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Chart 5: Top-up shopping patterns 

Question: Do you normally do a main grocery shop or is your shopping normally made 
up of smaller, more frequent shops, like today? 

Always do a main shop 

Normally do a main shop with 
occasional top-up shops like today in 

between 

Occasionally do a main shop, with 
frequent top-ups like today in 

between 

Almost never do a main shop and 
just shop when I need to 

Don't know 

14% 

45% 

20% 

20% 

1% 

Base: Those on a planned top-up shop (2,460) 

Two in three (65%) claimed to be shopping for themselves and one in two (46%) for their family. 

Very few were shopping on behalf of anyone else. 

Chart 6: Who are you shopping for today? 

66% 

48% 

1% 1% 1% 

Myself My family Friends Colleagues Other 

Base: All (5,235) 
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Chart 7: Frequency use this Somerfield store
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4.2 Frequency of using that Somerfield store 

Respondents were asked to say to what extent they used that particular Somerfield store for their 

grocery shopping. One in two (49%) used the store for either all or most of their grocery shopping. 

However, this varied markedly by type of shopping trip. Those on a main grocery shop were much 

more likely to say they always or mostly used that store (87%) compared with those on a top-up 

shop (53%), and those making a distress purchase (38%), and other shoppers (30%). There was 

much less difference in response by size of store or by store location (urban/rural). 

Chart 7: Frequency use this Somerfield store 

Hardly ever
Mostly shop Don't know  use
 
elsewhere (1%)
 (10%)
 

(40% )
 Always use for 
all shopping 

(15% ) 

% always / mostly use store 
Total 49% 
Store location 

Use for most of Urban 48% 
shopping Rural 51% 

(34% ) Store size (’000 square ft) 
11-15 51% 
7-11 51% 
3-7 42% 
Type of shop (today) 
Main shop 87% 
Top-up shop 53% 

Base: All (5,235) Distress 38% 
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Use of the particular store varied significantly by individual store.  For example, just 26% always or 

mostly used Bridge of Weir store for their grocery shopping, compared with 80% of shoppers at 

Edinburgh, Davidson’s Main. 

Chart 8: % indicating always/mostly use this Somerfield store 

Sample 
size % 

Sample 
size % 

Aberdeen - Cornhill (105) 53 Kilwinning (81) 55 
Aberdeen - Union Street (101) 48 Leeds - Chapel Allerton (99) 34 
Aberdeen - Westhill (106) 39 Leeds - Oakwood (98) 41 
Alexandria (101) 52 Littlehampton (88) 60 
Bedlington (88) 39 Loftus (107) 41 
Birtley (90) 54 London – Balham (104) 53 
Brechin (96) 75 London - Camberwell Green (103) 46 
Bridge of Weir (104) 26 London - Kilburn High Road (64) 56 
Broughty Ferry (99) 48 Middlesborough (78) 46 
Carluke (88) 37 Paisley (88) 37 
Cottingham (104) 50 Peebles (95) 79 
Derby (96) 47 Pocklington (105) 39 
Doncaster (102) 42 Ponteland (84) 51 
Edinburgh - Davidsons Main (104) 80 Poole (94) 46 
Edinburgh - Shandwick Place (105) 49 Prestonpans (96) 64 
Ferryhill (98) 39 Renfrew (98) 45 
Filey (99) 35 Ryton (85) 33 
Frome (97) 49 Saltcoats (105) 48 
Glasgow - Ca D'oro (104) 21 Selkirk (105) 58 
Glasgow - Knightswood (105) 40 Sidcup (114) 63 
Glasgow - Muirend (103) 68 South Shields (81) 58 
Glasgow - Springburn (99) 72 Stockton-on-Tees (91) 69 
Hale (81) 34 Thornbury St Marys (90) 46 
Johnstone (106) 49 Whickham (88) 44 
Kelso (105) 50 Whitburn (104) 53 
Kilbirnie (101) 46 Wimborne (103) 44 
Kilsyth (100) 54 Yarm (100) 39 
Note – urban stores are highlighted 
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Chart 9:  Reasons for choosing to shop at store 
(rather than alternative) – spontaneous mentions 
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4.3 Reasons for choosing to shop at that Somerfield store 

All respondents were asked what the main reasons were for them choosing to shop at that 

particular Somerfield store rather than any of the alternatives. Answers were collected 

spontaneously but identified to predetermined precodes. Those interviewed were than asked to 

say which was the most important reason for their choice. 

The convenience of the store location was the key reason for choice of store. 89% mentioned this 

as a factor in deciding to use that store, and 77% highlighted it as the most important reason. 

Chart 9:  Reasons for choosing to shop at store 
(rather than alternative) – spontaneous mentions 
Easy to get to / convenient location 

/ close to work / home 
Good prices / value for money 

Good customer service / helpful 
staff 

Good parking 

Good selection of groceries 

Quality of fresh foods 

Special offers / promotions 

Quality of groceries 

Good selection of fresh foods 

Easy to get round the store 

Nice environment 
Well stocked / better product 

availability 
Convenient / longer opening hours 

Only practicable option 

Other amenities 

Other 

11% 
10% 
9% 
9% 
8% 
10% 

6% 
7% 
6% 
5% 
6% 

4% 
4% 
2% 
1% 

89% 

Base: All (5,235) 

All reasons 

3% 
1% 
2% 
1% 
2% 
4% 

1% 
1% 
1% 
1% 
1% 
1% 
2% 
1% 
1% 

77% 

Most important 
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Chart 10: % mentioning convenient location as most 
important reason for shopping at store
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Those shopping at smaller stores and rural stores, and those doing a planned top-up shop or 

making a distress purchase (rather than a main grocery shop), were most likely to cite the 

convenience of the store location as the key reason for choice of store. 

Chart 10: % mentioning convenient location as most
important reason for shopping at store 

(584) (2460) (1321) (2253) (1891) (1091) (3525) (1710) 
Main Top- Distress 11-15 7-11 3-7 Urban Rural 
Shop up 

TYPE OF SHOP	 STORE SIZE (’000 sq. ft.) STORE 
(TODAY) LOCATION 

Base: All 

67% 

77% 81% 

73% 
78% 

83% 
75% 

81% 

0% 

50% 

100% 
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However, response varied across individual stores as indicated in the table below. Convenience of 

location was a much less important reason for shopping at London stores (particularly Balham and 

Camberwell), whilst it was overwhelmingly the key reason at certain other stores e.g. Aberdeen, 

Bridge of Weir, Cottingham, Derby, Glasgow (Ca D’oro), Leeds-Oakwood, Loftus and Ryton (all 

90%+). 

Chart 11: % mentioning convenient location as most important reason 
for shopping at store 

Sample 
size % 

Sample 
size  % 

Aberdeen - Cornhill (105) 87 Kilwinning (81) 84 
Aberdeen - Union Street (101) 91 Leeds - Chapel Allerton (99) 94 
Aberdeen - Westhill (106) 97 Leeds - Oakwood (98) 84 
Alexandria (101) 89 Littlehampton (88) 80 
Bedlington (88) 77 Loftus (107) 92 
Birtley (90) 71 London - Balham (104) 30 
Brechin (96) 85 London - Camberwell Green (103) 27 
Bridge of Weir (104) 94 London - Kilburn High Road (64) 63 
Broughty Ferry (99) 53 Middlesborough (78) 85 
Carluke (88) 83 Paisley (88) 83 
Cottingham (104) 96 Peebles (95) 74 
Derby (96) 97 Pocklington (105) 72 
Doncaster (102) 73 Ponteland (84) 89 
Edinburgh - Davidsons Main (104) 79 Poole (94) 84 
Edinburgh - Shandwick Place (105) 84 Prestonpans (96) 70 
Ferryhill (98) 66 Renfrew (98) 54 
Filey (99) 89 Ryton (85) 95 
Frome (97) 65 Saltcoats (105) 33 
Glasgow - Ca D'oro (104) 95 Selkirk (105) 70 
Glasgow - Knightswood (105) 84 Sidcup (114) 64 
Glasgow - Muirend (103) 79 South Shields (81) 89 
Glasgow - Springburn (99) 40 Stockton-on-Tees (91) 77 
Hale (81) 85 Thornbury St Marys (90) 79 
Johnstone (106) 83 Whickham (88) 84 
Kelso (105) 72 Whitburn (104) 73 
Kilbirnie (101) 70 Wimborne (103) 77 
Kilsyth (100) 78 Yarm (100) 85 
Note – urban stores are highlighted 
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Those shopping at the Balham and Camberwell stores cited a variety of different reasons for their 

choice of store, notably the quality and selection of fresh food, the quality of groceries, the ease of 

getting around the store, and the convenience of opening hours (latter at Balham only). 

Those who mentioned “special offers/promotions” as a reason for choosing to shop at the store 

were asked how they had heard about these special offers. One in two (55%) indicated that the 

special offers were on a leaflet that was sent through the door at home. Most others had found out 

via some other form of advertising - 10% mentioned poster adverts, 8% local press adverts, 4% 

national TV or radio adverts and 6% had seen adverts in other Somerfield stores – whilst 6% said 

that they had heard through friends or relatives. 
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4.4 Amount spent on grocery shopping 

[ �  ].However, this average figure conceals a wide 

variation in the size of the shopping basket. [ �                  ] Not 

unexpectedly those doing a main grocery shop were much higher spenders, as were those 

shopping at larger stores.  Overall those shopping at rural stores spent more than those 

shopping at urban stores. 

�
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The average spend figure varied markedly by individual store, as indicated in the table below: 

Chart 13: Average amount spent on grocery shopping at Somerfield 
store today (£)* 

�

4.5 Travel to/from the store 

85% indicated that the store was located nearest to their home rather than to their place of work or 

some other location from where they set off to get to the store.  Indeed, in over three in four cases 

(77%), the trip involved setting off from and returning back to home. 
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Chart 14: Origin of journey to store / destination after 
leaving store
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Chart 14: Origin of journey to store / destination after
leaving store 

Origin Destination 

Home Home 77% 

Home Work 1% 

Home Other 4% 

Work Work 5% 

Work Home 6% 

Work Other *% 

Other Other 2% 

Other Home 4% 

Other Work *% 

Nearest place to store 
Home 85% 
Work 8% 
Other 7% 

* Less than 1% 

Base: All (5,235) 
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Chart 15: Method of travel used to get to Somerfield 
store today
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One in two shoppers (48%) used a car or van to get to the store (mostly as a driver) and four in ten 

(41%) walked to the store. Those shopping at a rural store were much more likely to access the 

store by car/van (60%) than those shopping at an urban store (42%). 

Chart 15: Method of travel used to get to Somerfield 
store today 

Car / van as driver 43% 

Walked 

Bus 

Car / van as
 
passenger
 

Other 

Base: All (5,235) 

41% 

9% 

5% 

3% 
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Chart 16: Method of travel used to get to Somerfield
store today
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There was little difference in access mode between those shopping at stores in Scotland and those 

in England. However, use of the car was much less prevalent among those shopping at London 

stores. 

Chart 16: Method of travel used to get to Somerfield
store today 

Scotland England London 
(2,604) (2,631) (385) 

Car/van as driver 

Walked 

Bus 

Car/van as passenger 

Other 

11% 

5% 

3% 

40% 47% 27% 

41% 41% 49% 

6% 16% 

4% 4% 

2% 4% 

Base: All 
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Chart 17: Distance travelled to store 
(from nearest location)
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Respondents were asked to estimate the distance they travelled to get to the store.  This 

information is based upon customer perception and therefore may not be entirely accurate. The 

average distance travelled to the store was stated as 1.4 miles.  However, travel distances varied 

considerably with one in three travelling quarter of a mile or less, and 7% five miles or more. 

Those shopping at rural stores tended to travel further to reach the store. 

Chart 17: Distance travelled to store
 
(from nearest location)
 

33% Quarter mile or less 

19% Half a mile 

Three quarters of a mile 4% 

19% 1 mile 

Average distance travelled 11% 2 miles 
Store location 
Urban 1.3 miles 5%3 miles 
Rural 1.7 miles 
Store size (’000 square ft) 4 miles 2% 
11-15 1.4 miles 
7-11 1.5 miles 7%5 miles or more 
3-7 1.4 miles 

Average distance travelled = 1.4 miles 

Base: All (5,235) 
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Chart 18: Distance travelled to store
(from nearest location)
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Chart 18: Distance travelled to store 
(from nearest location) 

Urban stores Rural stores 
(3,525) (1,710) 

34% 30% Quarter mile or less 

Half a mile 19% 18% 

4% 4%Three quarters of a mile 

19% 19% 1 mile 

11% 11%2 miles 

5% 5%3 miles 

2% 2%4 miles 

5% 10%5 miles or more 

Base: All 

As expected, those who drove tended to travel much further to get to the store (average distance 

2.2 miles) compared with those who walked to the store (average 0.6 miles). 56% of the latter 

walked a quarter of a mile or less, and nearly all walked one mile or less.  The pattern of longer 

journeys to get to rural stores is only true among those who had driven to the store (not true of 

those who had walked). 
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Chart 19: Distance travelled to store
(from nearest location)
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Chart 19: Distance travelled to store
 
(from nearest location)
 

Walked to store Drove to store 
(2,124) (2,505) 

56% 18% Quarter mile or less 

Half a mile 21% 17% 

5% 4%Three quarters of a mile 

12% 24% 1 mile 

4% 15% 2 miles 

1% 7%3 miles 

0% 3%4 miles 

0% 13% 5 miles or more 
Average = 0.6 miles Average = 2.0 miles 
Store location Store location 
Urban 0.6 miles Urban 1.7 miles 
Rural 0.5 miles Rural 2.4 miles 
Store size (’000 square ft) Store size (’000 square ft) 
11 - 15 0.6 miles 11 - 15 1.9 miles 
7 - 11 0.6 miles 7 - 11 2.1 miles 
3 - 7 0.5 miles 3 - 7 1.9 miles 

Base: All 

Respondents were then asked to estimate the time it took to get to the store. Again, it should be 

noted that this information is based upon customer perception and therefore may not be entirely 

accurate. 

91% of shoppers claimed it took 15 minutes or less to travel to the store, and 82% 10 minutes or 

less. Looking at these figures by store location, 94% of shoppers at rural stores took 15 minutes or 

less, and 80% of shoppers at urban stores took 10 minutes or less. 

Those shopping at the smaller size stores (3-7,000 square feet) tended to make shorter journeys to 

access the store and the opposite was true of those shopping at larger stores (more than 11,000 

square feet). 
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Chart 20: Time taken to travel to store 
(from nearest location)

    

 

 

 

   

 

 

Chart 21: Time taken to travel to store
(from nearest location)
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Chart 20: Time taken to travel to store 
(from nearest location) 

Less than 5 mins
 

5 mins
 

6-9 mins
 

10 mins
 

11-14 mins
 

15 mins
 

16-19 mins
 

20 mins
 

More than 20 mins
 

Base: All (5,235) 

20% 

3% 

26% 

1% 

8% 

0% 

6% 

3% 

33% 

90% 
91% 
92% 

81% 
81% 
85% 

9.0 
8.6 
7.9 

Store size 
(‘000 sq ft.) 
11-15 
7-11 
3-7 

89% 
94% 

80% 
85% 

8.9 
7.9 

Store location 
Urban 
Rural 

91% 82% 8.6Total 

% taking
15 mins 
or less 

% taking
10 mins 
or less 

Average 
time 

taken 
(minutes) 

Chart 21: Time taken to travel to store 
(from nearest location) 

Urban stores Rural stores 
(3,525) (1,710) 

Less than 5 mins 20% 19% 

5 mins 29% 39% 

6-9 mins 4% 3% 

10 mins 27% 24% 

1%11-14 mins 1% 

9%15 mins 9% 

11% 6%More than 15 miles 

Base: All 

Average time taken = 8.6 mins 
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Chart 22: Time taken to travel to store (from nearest 
location)
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Those walking tended to take longer to travel to the store (average time of 8.9 minutes) than those 

who drove to the store (average 7.5 minutes). This was true across all sizes of store, and was most 

noticeable among those shopping at urban stores. 

Chart 22: Time taken to travel to store (from nearest
Walked to store Drove to store location) (2,124) (2,505) 

Less than 5 minutes 

5 minutes 

6 - 9 minutes 

10 minutes 

11 - 14 minutes 

15 minutes 

More than 15 minutes 

20% 

28% 

3% 

28% 

1% 

10% 

10% 

23% 

39% 

4% 

22% 

1% 

6% 

4% 

Average 
(minutes) 

% taking
10 

minutes 
or less 

% 
taking

15 
minutes 
or less 

Total 9.0 78% 89% 

Store location 
Urban 
Rural 

9.3 
8.2 

77% 
83% 

88% 
93% 

Store Size 
(’000 sq. ft.) 
11 - 15 
7 - 11 
3 - 7 

9.7 
9.3 
7.6 

76% 
76% 
86% 

87% 
90% 
93% 

Average 
(minutes) 

% taking
10 

minutes 
or less 

% 
taking

15 
minutes 
or less 

Total 7.2 89% 95% 

Store location 
Urban 
Rural 

7.0 
7.4 

90% 
87% 

96% 
95% 

Store Size 
(’000 sq. ft.) 
11 - 15 
7 - 11 
3 - 7 

7.3 
7.4 
6.5 

89% 
88% 
92% 

96% 
94% 
97% 

Base: All 
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Chart 23:Time taken to travel to store
(from nearest location)
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Overall, the pattern of results was similar between those shopping at a store in Scotland and in 

England. However, shoppers at London stores tended to take longer to get to the store. 

Chart 23:Time taken to travel to store
 
(from nearest location)
 

Scotland England London 

19% 

32% 

2% 

28% 

1% 

9% 

10% 

21% 

33% 

5% 

25% 

1% 

8% 

9% 

10% 

28% 

8% 

29% 

0% 

8% 

18% 

(2,604) (2,631) (385) 

Less than 5 minutes 

5 minutes 

6 - 9 minutes 

10 minutes 

11 - 14 minutes 

15 minutes 

More than 15 minutes 

Base: All 

Scotland 

Average 
(minutes) 

% taking
10 

minutes 
or less 

% 
taking

15 
minutes 
or less 

Total 8.8 81% 90% 

Store location 
Urban 
Rural 

9.4 
8.0 

78% 
88% 

88% 
94% 

Store Size 
11 - 15 
7 - 11 
3 - 7 

9.0 
9.1 
8.1 

80% 
80% 
84% 

90% 
90% 
91% 

England 

Average 
(minutes) 

% taking
10 

minutes 
or less 

% 
taking

15 
minutes 
or less 

Total 8.5 83% 92% 

Store location 
Urban 
Rural 

8.6 
7.9 

82% 
85% 

91% 
94% 

Store Size 
11 - 15 
7 - 11 
3 - 7 

8.9 
8.2 
7.4 

82% 
82% 
87% 

90% 
92% 
94% 
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The table below shows the proportion of shoppers at individual stores taking 10 minutes or less, 

and 15 minutes or less to travel to the store. There are variations in travel times that are not simply 

related to the store characteristic (urban/rural/size of store).  Thus it appears that local factors also 

influence travel times to particular stores. 

Chart 24: Time taken to travel to store 

Sample 
size 

% taking 5 
mins or less 

% taking 10  
mins or less 

% taking 15 
mins or less 

Aberdeen - Cornhill (105) 54 85 90 
Aberdeen - Union Street (101) 43 67 84 
Aberdeen - Westhill (106) 59 85 93 
Alexandria (101) 45 76 84 
Bedlington (88) 62 85 95 
Birtley (90) 63 86 90 
Brechin (96) 48 89 95 
Bridge of Weir (104) 56 93 96 
Broughty Ferry (99) 86 93 97 
Carluke (88) 35 75 90 
Cottingham (104) 55 79 86 
Derby (96) 64 94 100 
Doncaster (102) 56 78 95 
Edinburgh - Davidsons Main (104) 47 78 88 
Edinburgh - Shandwick Place (105) 57 75 80 
Ferryhill (98) 43 84 95 
Filey (99) 55 78 89 
Frome (97) 42 77 92 
Glasgow - Ca D'oro (104) 60 70 80 
Glasgow - Knightswood (105) 56 82 94 
Glasgow - Muirend (103) 48 83 91 
Glasgow - Springburn (99) 36 84 95 
Hale (81) 64 94 99 
Johnstone (106) 36 92 95 
Kelso (105) 45 70 85 
Kilbirnie (101) 71 89 95 
Kilsyth (100) 54 79 94 
Kilwinning (81) 44 80 89 
Leeds - Chapel Allerton (99) 53 91 97 
Leeds - Oakwood (98) 55 83 90 
Littlehampton (88) 32 73 85 
Loftus (107) 67 92 96 
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Sample 
size 

% taking 5 
mins or less 

% taking 10  
mins or less 

% taking 15 
mins or less 

London - Balham (104) 40 74 80 
London - Camberwell Green (103) 25 67 76 
London - Kilburn High Road (64) 39 66 77 
Middlesborough (78) 58 87 97 
Paisley (88) 22 49 68 
Peebles (95) 49 83 94 
Pocklington (105) 57 82 92 
Ponteland (84) 63 83 94 
Poole (94) 73 88 96 
Prestonpans (96) 74 93 97 
Renfrew (98) 55 84 90 
Ryton (85) 54 87 95 
Saltcoats (105) 42 72 91 
Selkirk (105) 62 87 95 
Sidcup (114) 45 85 92 
South Shields (81) 26 68 88 
Stockton-on-Tees (91) 46 79 91 
Thornbury St Marys (90) 57 90 96 
Whickham (88) 76 93 95 
Whitburn (104) 67 96 99 
Wimborne (103) 52 79 91 
Yarm (100) 63 88 94 

Note – urban stores are highlighted 

The Competition Commission 



 

 
  

 

Chart 25: Alternative used if store unavailable  
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4.6 Alternative used if store unavailable 

Respondents were asked a series of questions relating to their shopping behaviour if that particular 

Somerfield store had not been available. First they were asked what type of store they would have 

used instead, with possible answers provided on a showcard. 

One in three (33%) claimed they would have used a same size supermarket and a further 37% a 

large out-of-town supermarket instead.  Mentions of a smaller convenience store, corner shop or 

other options were at much lower levels. 6% said they would not have done their grocery shopping. 

Chart 25: Alternative used if store unavailable 
Question: If the Somerfield store had not been available, which, if any, of these types 
of store would you have used instead? 

Large, out-of-town 
supermarket 

Same size supermarket 

Smaller convenience 
store 

Corner shop 

Petrol station forecourt 

Several different shops 
for different purposes 

Used other 

Would not have done my 
grocery shopping 

Don't know 

37% 

33% 

9% 

6% 

1% 

1% 

1% 

6% 

7% 
Base: All (5,235) 

The pattern of likely alternative use was similar across all sizes of store, although those shopping at 

mid-range stores (7,000 – 11,000 square feet) were slightly more likely to say they would have used 

a same size supermarket. 
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Chart 26: Alternative used if store unavailable  

 

  

   

 

 

 

Chart 27: Alternative used if store unavailable  
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Chart 26: Alternative used if store unavailable 
Question: If the Somerfield store had not been available, which, if any, of these types 
of store would you have used instead? Size of store (’000 sq. ft.) 

11-15 7-11 3-7 
42% 31% Large out-of-town supermarket 37% 

Same size supermarket 30% 38% 30% 

9%Smaller convenience store 9% 8% 

Corner shop 5% 5% 7% 

1%Petrol station forecourt 1%0% 

Several different shops for 
1% 1%2%different groceries 

Used other 1% 2%1% 

Would not have done my 
6% 6%5%grocery shopping 

5%Don’t know 9%8% 

Base: All (11-15,000 sq ft = 2,253; 7-11,000 sq. ft. = 1,891, 3-7,000 sq. ft = 1,091) 

Looking at results by type of grocery shopping made, there is again little difference in response 

although those making some kind of distress purchase were more likely to consider a corner shop 

as the alternative. 

Chart 27: Alternative used if store unavailable 
Question: If the Somerfield store had not been available, which, if any, of these types 
of store would you have used instead? Type of shop today 

Main shop Top-up Distress 
38% 40% Large out-of-town supermarket 38% 

Same size supermarket 37% 36% 32% 

6%Smaller convenience store 8% 10% 

Corner shop 1% 3% 7% 

0%Petrol station forecourt 1%0% 

Several different shops for 
1% 2%1%different groceries 

Used other 1% 1%1% 

Would not have done my 
6% 6%5%grocery shopping 

9%Don’t know 5%6% 

Base: All (Main shop = 584, Top-up = 2,460, Distress = 1,321) 
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The table below shows the alternative choice by location of individual store.  It is noteworthy that 

there are considerable local variations in response, again indicating the importance of local factors 

in driving the shoppers’ considerations. 

Chart 28: Alternative used if store unavailable 

Sample 
size 

Out of 
town 

super-
market 

Same size 
super-
market 

Smaller 
conven-

ience 
store Other 

Would not 
have 

shopped DK 
Aberdeen - Cornhill (105) 40 36 12 6 6 0 
Aberdeen - Union Street (101) 18 19 24 13 10 16 
Aberdeen - Westhill (106) 75 2 6 6 10 1 
Alexandria (101) 48 30 2 5 4 11 
Bedlington (88) 38 30 17 12 1 2 
Birtley (90) 36 49 3 12 0 0 
Brechin (96) 42 0 6 3 0 49 
Bridge of Weir (104) 54 17 10 6 13 0 
Broughty Ferry (99) 45 13 3 12 0 27 
Carluke (88) 34 35 7 7 9 8 
Cottingham (104) 42 23 9 3 23 0 
Derby (96) 76 5 4 4 3 8 
Doncaster (102) 25 33 14 9 15 4 
Edinburgh - Davidsons 
Main (104) 0 81 6 13 0 0 
Edinburgh - Shandwick 

(105) 10 24 11 39 16 0Place 
Ferryhill (98) 37 23 24 13 0 3 
Filey (99) 35 23 9 10 4 19 
Frome (97) 37 39 5 8 10 1 
Glasgow - Ca D'oro (104) 1 38 10 14 4 33 
Glasgow - Knightswood (105) 33 27 12 10 18 10 
Glasgow - Muirend (103) 45 16 6 4 4 25 
Glasgow - Springburn (99) 34 18 21 5 16 6 
Hale (81) 44 27 17 6 6 0 
Johnstone (106) 14 62 7 3 7 7 
Kelso (105) 39 48 5 3 2 3 
Kilbirnie (101) 66 14 3 9 1 7 
Kilsyth (100) 37 43 4 5 3 8 
Kilwinning (81) 62 4 7 10 5 12 
Leeds - Chapel Allerton (99) 52 26 7 6 7 2 
Leeds - Oakwood (98) 68 19 4 3 3 3 
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Sample 
size 

Out of 
town 

super-
market 

Same size 
super-
market 

Smaller 
conven-

ience 
store Other 

Would not 
have 

shopped DK 
Littlehampton (88) 69 9 6 18 1 10 
Loftus (107) 34 53 1 6 1 5 
London - Balham (104) 36 53 7 0 4 0 
London - Camberwell (103) 25 45 13 10 7 0Green 
London - Kilburn High (64) 17 59 3 7 0 14Road 
Middlesborough (78) 21 42 12 7 10 8 
Paisley (88) 10 60 7 15 6 2 
Peebles (95) 24 43 17 3 4 9 
Pocklington (105) 30 37 12 12 4 5 
Ponteland (84) 67 12 12 7 0 2 
Poole (94) 45 41 6 6 0 2 
Prestonpans (96) 4 74 7 11 3 1 
Renfrew (98) 10 43 17 12 12 6 
Ryton (85) 61 15 13 9 2 0 
Saltcoats (105) 16 43 3 9 9 20 
Selkirk (105) 30 61 3 4 2 0 
Sidcup (114) 75 11 4 8 2 0 
South Shields (81) 7 64 12 15 2 0 
Stockton-on-Tees (91) 20 66 1 3 7 3 
Thornbury St Marys (90) 51 22 4 9 14 0 
Whickham (88) 40 35 9 8 2 6 
Whitburn (104) 38 15 11 9 14 13 
Wimborne (103) 39 32 6 17 3 3 
Yarm (100) 31 36 6 4 20 3 

Note – urban stores are highlighted 

Those who would have shopped at another supermarket or convenience store were subsequently 

asked which store they would have used instead, taking their response from a list on a showcard of 

all the key supermarket and convenience store brands (with an “other – write in” option). 

Tesco, Asda and Sainsbury’s were most likely to be identified as the store that would be used 

instead, with mentions of Co-op, Somerfield (another store) and Morrison at similar but lower levels. 

Aside from these brands, no other store was mentioned by more than 2% of respondents. 
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Chart 29: Store would have used instead if would 
have used another supermarket or convenience 
store
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Chart 29: Store would have used instead if would 
have used another supermarket or convenience 

19%

12% 

9%

10%

10%

2%

2%

2%

2%

2% 

7%

1% 

store Tesco 23% 

Asda
 

Sainsbury's
 

Co-op
 

Somerfield
 

Morrison
 

Kwiksave
 

Lidl
 

Spar
 

Iceland
 

Netto
 

* No other individual mention more than 1% 
Other *
 

Don't know
 

Base: Those who would have shopped at another supermarket 
or convenience store (4,116) 
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There was considerable variation in response by individual store location. This is shown in the 

table below. 

Chart 30: Store would have used instead if would have used another 
supermarket or convenience store 

Sample 
size Tesco Asda Sainsbury's Co-op Somerfield Morrison Other 

Aberdeen - Cornhill (93) % 9 24 29 1 12 3 22 
Aberdeen - Union Street (61) % 3 23 7 13 13 2 39 
Aberdeen - Westhill (88) % 27 38 22 2 2 1 8 
Alexandria (80) % 1 48 0 18 3 10 20 
Bedlington (74) % 0 51 4 4 0 9 32 
Birtley (79) % 19 22 13 5 1 1 39 
Brechin (46) % 65 15 0 11 7 0 2 
Bridge of Weir (84) % 8 46 5 8 23 1 9 
Broughty Ferry (61) % 33 36 15 0 3 7 6 
Carluke (67) % 31 33 0 21 3 3 9 
Cottingham (77) % 17 12 19 1 1 34 16 
Derby (82) % 7 57 21 5 1 4 5 
Doncaster (73) % 15 12 14 0 0 1 58 
Edinburgh - Davidsons 
Main (90) % 8 11 24 3 1 43 10 
Edinburgh - Shandwick 

(48) % 13 2 21 2 13 6 43Place 
Ferryhill (83) % 2 49 0 35 0 2 12 
Filey (67) % 1 0 3 6 31 49 10 
Frome (79) % 6 6 35 1 37 3 12 
Glasgow - Ca D'oro (51) % 22 12 33 6 4 8 15 
Glasgow - Knightswood (76) % 4 21 13 4 8 17 33 
Glasgow - Muirend (68) % 1 47 4 0 7 25 16 
Glasgow - Springburn (73) % 49 42 0 0 0 3 6 
Hale (72) % 26 0 43 11 0 0 20 
Johnstone (88) % 0 16 0 1 72 1 10 
Kelso (96) % 23 0 4 34 2 13 24 
Kilbirnie (84) % 73 7 0 12 2 1 5 
Kilsyth (84) % 21 20 1 0 0 40 18 
Kilwinning (59) % 15 32 0 0 7 34 12 
Leeds - Chapel Allerton (84) % 30 6 11 4 18 18 13 
Leeds - Oakwood (90) % 64 7 8 2 4 11 4 
Littlehampton (74) % 74 0 7 0 12 0 7 
Loftus (94) % 4 4 0 43 9 35 5 
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Sample 
size Tesco Asda Sainsbury's Co-op Somerfield Morrison Other 

London - Balham (99) % 8 8 59 0 9 0 16 
London - Camberwell 

(85) % 24 7 20 5 15 6 23Green 
London - Kilburn High 

(51) % 8 16 47 0 0 2 27Road 
Middlesborough (58) % 7 16 9 0 0 21 47 
Paisley (68) % 1 28 6 1 24 15 25 
Peebles (80) % 16 1 21 5 55 1 1 
Pocklington (84) % 12 12 10 7 46 2 11 
Ponteland (76) % 66 7 0 16 1 4 6 
Poole (87) % 41 10 20 2 16 0 11 
Prestonpans (82) % 9 6 0 40 4 1 40 
Renfrew (69) % 57 17 12 0 1 3 10 
Ryton (76) % 7 47 3 16 0 5 22 
Saltcoats (65) % 55 15 0 3 0 15 12 
Selkirk (98) % 21 0 0 65 2 5 7 
Sidcup (103) % 12 25 27 7 0 25 4 
South Shields (68) % 4 28 0 0 0 1 67 
Stockton-on-Tees (79) % 53 18 5 0 0 3 21 
Thornbury St Marys (70) % 90 1 0 3 1 0 5 
Whickham (74) % 4 36 4 38 0 1 17 
Whitburn (67) % 21 19 1 1 25 4 29 
Wimborne (79) % 52 5 20 9 6 3 5 
Yarm (73) % 40 5 3 1 40 5 6 

Note – urban stores are highlighted 

Base: Those who would have shopped at another supermarket or convenience store 
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Chart 31: Amount of groceries purchased if used 
alternative
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Those who would have shopped elsewhere were then asked whether they would have bought 

more, the same amount or fewer groceries as a consequence. Two in three claimed they would 

have bought the same amount, with most of the remainder (24%) saying they would have bought 

more groceries. Those who would have used an out-of-town supermarket instead were much more 

likely to indicate that they would have bought more groceries. 

Chart 31: Amount of groceries purchased if used
alternative 
Question: If you had shopped at the other store, would you have bought . . .? 

Fewer 
groceries 

(6%) 
Don't know 

(2%) More 
groceries 

(26%) 

Much the 
same % who would have bought more / same / fewer amount of 

groceries 
(65%) 

groceries 
Alternative used 
Large out-of-town supermarket 

% more 
51 

% same 
44 

% fewer 
2 

Same size supermarket 9 85 5 
Convenience store 4 74 19 
Other 4 74 20 

Base: Those who would have shopped elsewhere (4,554) 

Having described what they would have done if the Somerfield store had not been available, 

respondents who said they would have shopped elsewhere were asked to say whether their 

alternative choice would have been better, worse or no different in terms of: 

� the cost of the shopping 

� the quality of groceries 

� the selection of groceries stacked 

� customer service, that is helpful staff 

� ease of getting to the store 

� taking everything into consideration (overall experience) 
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Chart 32: Evaluation of alternative choice 
(compared with Somerfield store)
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In terms of the overall experience, one in two (48%) thought the alternative would be no different, 

and among the remainder opinion was split with 28% thinking the alternative would have been 

better and 23% worse. However, when analysing results across different service aspects, more 

respondents thought that the alternative would have been better than worse on every dimension 

except “ease of getting to the store.” This confirms the finding that convenience of store location is 

a key driver of store selection in this sector. 

The alternative was most likely to be seen as better on the selection of groceries stocked. 

Chart 32: Evaluation of alternative choice
 
(compared with Somerfield store)
 

15% 

16% 

26% 

20% 

46% 

64% 

37% 

70% 

51% 

48% 

19% 

14% 

22% 

9% 

9% 

17% 

13% 

9% 

21% 

6% 

6% 

11% 

6% 

3% 

2% 

2% 

2% 

1% 

3% 

1% 

2% 

3% 

7% 

11% 

9% 

Cost of shopping 

Quality of groceries 

Selection of groceries 
stocked 

Customer service (helpful 
staff) 

Ease of getting to the store 

Overall experience 

Much worse Little worse No different Little better Much better Don't know 

2% 

Base: Those who would have shopped elsewhere (4,554) 
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Those respondents who said they would shop at a large out of town store if the surveyed store was 

not available were more likely than other respondents to say that the convenience of this alternative 

would be worse. However, they were less likely to think that this alternative would be worse on the 

other factors. 

Chart 33: % indicating alternative would be worse 

Alternative used 
Large out-of-

town 
supermarket 

(1,929) 

Same size 
supermarket 

(1,737) 

Convience  
store 
(450) 

Other 
(438) 

Cost of shopping 9 15 28 42 
Quality of groceries 5 11 19 21 
Selection of groceries stocked 4 20 46 45 
Customer service (helpful staff) 9 16 15 14 
Ease of getting to the store 41 30 22 20 
Overall experience 15 26 32 35 

There was less difference in response by other store location or size characteristics although those 

shopping at a mid-range stores (7-11,000 square feet) were most likely to say the alternative choice 

would be worse overall, as were those shopping at rural stores. Those making a main grocery 

shopping trip held similar views to those making a planned top-up shopping trip. 

The Competition Commission 



 

 
  

 

 

Chart 34: % indicating alternative would be worse -
overall experience
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Chart 34: % indicating alternative would be worse -
overall experience 

26% 25% 
19% 19% 

30% 

19% 
21% 

28% 

0% 

50% 

100% 

(494) (2,187) (1,175) (1,997) (1,631) (926) (3,044) (1,510) 
Main Top- Distress 11-15 7-11 3-7 Urban Rural 
Shop up 

TYPE OF SHOP (TODAY) STORE SIZE (’000 sq. ft.) STORE LOCATION 

Base: All who would have shopped elsewhere 
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There was considerable variation in response, however, by individual store, as indicated in the chart 

below: 

Chart 35: % indicating alternative would be worse – overall experience 

Sample 
size % 

Sample 
size % 

Aberdeen - Cornhill (99) 21 Kilwinning (67) 16 
Aberdeen - Union Street (75) 31 Leeds - Chapel Allerton (90) 18 
Aberdeen - Westhill (94) 4 Leeds - Oakwood (92) 25 
Alexandria (86) 31 Littlehampton (78) 22 
Bedlington (85) 42 Loftus (101) 4 
Birtley (90) 30 London - Balham (100) 16 
Brechin (49) 41 London - Camberwell Green (96) 15 
Bridge of Weir (91) 16 London - Kilburn High Road (55) 7 
Broughty Ferry (72) 3 Middlesborough (64) 19 
Carluke (73) 27 Paisley (81) 9 
Cottingham (80) 16 Peebles (82) 15 
Derby (85) 54 Pocklington (96) 32 
Doncaster (83) 23 Ponteland (82) 32 
Edinburgh - Davidsons Main (104) 99 Poole (92) 24 
Edinburgh - Shandwick Place (88) 35 Prestonpans (92) 63 
Ferryhill (95) 29 Renfrew (80) 1 
Filey (76) 8 Ryton (83) 22 
Frome (86) 14 Saltcoats (75) 16 
Glasgow - Ca D'oro (66) 30 Selkirk (103) 17 
Glasgow - Knightswood (86) 15 Sidcup (112) 23 
Glasgow - Muirend (74) 27 South Shields (79) 10 
Glasgow - Springburn (77) 0 Stockton-on-Tees (82) 24 
Hale (76) 25 Thornbury St Marys (77) 16 
Johnstone (92) 1 Whickham (81) 43 
Kelso (100) 11 Whitburn (76) 21 
Kilbirnie (93) 14 Wimborne (97) 18 
Kilsyth (89) 22 Yarm (77) 26 
Note – urban stores are highlighted 

Base: All those who would have shopped elsewhere 

The Competition Commission 
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4.7 Demographic profile 

Compared with the national profile, those interviewed in this survey were more likely to be: 

� female 

� aged 45 years and over 

� not working 

� in households without children (aged under 16) 

Chart 36: Demographic profile 

Sample 
profile (5,235) 

% 

National 
profile ** 

% 
Male 
Female 

26 
74 

48 
52 

16-24 years 7 14 
25-34 years 12 17 
35-44 years 20 19 
45-54 years 19 16 
55-64 years 18 14 
65+ years 25 21 
AB 18 18 
C1 29 29 
C2 20 21 
DE 34 32 
Full-time employed 35 42 
Part-time employed 16 16 
Not working 47 39 
Student 3 4 
Married 
Single 
Widowed / divorced / separated 

61 
19 
20 

60 
23 
17 

Children in household (aged 
under 16 
No children 

29 

71 

31 

69 

** Source: NOP World FRS survey 2003 

The Competition Commission 
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Appendix 1 - Store addresses 

Aberdeen – Cornhill Forresterhill Road Cornhill 2 Aberdeen AB16 5HL 
Aberdeen – Union St 204 Union Street Aberdeen AB10 1QS 
Aberdeen - Westhill 18 West Hill Skene Aberdeen AB3 6RL 
Alexandria 2 Mitchell Way Alexandria G83 OLW 
Bedlington Market Place Bedlington Northumberland NE22 5TN 
Birtley 34 Durham Road Birtley DH3 2QH 
Brechin Trinity Road, Brechin DD9 6BL 
Bridge of Weir Main Street Bridge of Weir PA11 3NR 
Broughty Ferry 114 Brook Street Broughty Ferry Dundee DD5 1DS 
Carluke Rankin Gait Centre Carluke ML8 4AT 
Cottingham King Street, Cottingham HU16 5QY 
Derby Victoria Avenue Borrowash Derby DE72 3HE 
Doncaster Church Street Amthorpe, Doncaster DN3 3AE 
Edinburgh – 
Davidsons Main 

36 Crammand 
Road South 

Davidsons Mains Edinburgh EH4 6AA 

Edinburgh – 
Shandwick Plane 

49 Shandwick 
Place 

Edinburgh EH2 4SD 

Ferryhill Market Street Ferryhill DL17 8JN 
Filey 3 Murray Street, Filey YO14 9DA 
Frome – Kings Street Kingsway Frome BA11 1BH 
Glasgow – Ca D’oro 120 Union Street Glasgow G13 
Glasgow – 
Knightswood 

728 Anniesland 
Road 

Knightswood Glasgow G14 0YU 

Glasgow - Muirend 384/390 Clarkston 
Road, 

Muirend Glasgow G44 3JL 

Glasgow – Springburn Springburn 
Shopping Centre 

Springburn Glasgow G21 4EQ 

Hale Ashley Road Hale WA14 
Johnstone Houston Square Johnstone PA5 8DT 
Kelso 26 Roxborough 

Street 
Kelso TD5 7DH 

Kilbirnie Townhead Kilbirnie KA25 7AZ 
Kilsyth West Burnside 

Street 
Kilsyth G65 OHL 

Kilwinning Main Street Kilwinning KA13 6EE 
Leeds – Chapel 
Allerton 

1 Stainbeck Lane Chapel Allerton Leeds LS7 3PS 

Leeds – Oakwood 639 Roundhay 
Road 

Oakwood Leeds LS8 4BA 

Littlehampton Anchor Springs, 
East Street 

Littlehampton West Sussex BN17 6AT 

Loftus 29 High Street Loftus TS13 4HA 
London – Balham 134-152 Balham 

High Road 
Balham SW12 9BN 

London – Camberwell Butterfly Walk Denmark Hill Camberwell SE5 8RW 
London – Kilburn 142-144 Kilburn Kilburn NW6 4JD 

The Competition Commission 
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High Road 
Middlesbrough 469Linthorpe Road Linthorpe Middlesbrough TS5 6HX 
Paisley 27/31 Central Way, The Piazza Paisley PA1 1EL 
Peebles Dovecot Road Peebles EH45 8EQ 
Pocklington The Balk Pocklington YO42 2GG 
Ponteland 27 Main Street Ponteland Newcastle NE20 9NH 
Poole King John Avenue Bearwood Poole BH11 9TN 
Preston Pans The Links 

Shopping Centre 
High Street Preston Pans EH32 9AF 

Renfrew 41 High Street Renfrew PA4 8QP 
Ryton Parsons Drive Ryton Gateshead NE40 3HQ 
Saltcoats 65 Hamilton Street Saltcoats KA21 5DT 
Selkirk 115 High Street Selkirk TD7 5JX 
Sidcup Blackfen, Sidcup Kent DA15 9PS 
South Shields 335 Prince Edward 

Road 
South Shields NE34 7LZ 

Stockton-on-Tees 24/28 High Street Norton Stockton-on-
Tees 

TS20 1DN 

Thornbury St Marys St Mary Centre 
Mall, 

Thornbury South 
Gloucestershire 

BS35 2AZ 

Whickham Oakfield Whickham Newcastle NE16 5BY 
Whitburn 25 Westmain 

Street 
Whitburn EH47 0QD 

Wimborne Crown Mead Hanham Wimborne BH21 1ED 
Yarm 9 Healaugh Park, 

Kirklevington 
Yarm Cleveland TS15 9XN 

The Competition Commission 



 

 

 

 

         
         

  

  
     

        

      

          

          

      

               

          

               
             

        
        

 

  
 

 
 
 

 
 
 
 
 
 
 
 

  
 

 

 
 

   

 

 
 
 
 

 
 
 
 

 
 
 

 
 
 
 

 

 

  
 

  
  

 

 

 

  

  

  
  

  

  

 
    

Appendix 2 – Questionnaire 

Ludgate House 245 Blackfriars Road London SE1 9UL (1) (2) (3) (4) (5) (6) 

PROJECT: SOMERFIELD MAIN SURVEY Job Number: 
(7-10) Issue Control: 1st (FINAL) ISSUE – 10/05/05 Serial No.: 

NAME: (BLOCK CAPITALS) 

4 3 6 4 6 3 

ADDRESS: 

Card No.: 01 
Interviewer Area Code: 

(11/12) 

(13) 

Interviewer No.: (14) (15) (16) (17) (18) 

TELEPHONE NUMBER: (19) (20) (21) 

(22) (23) (24) (25) (26) (27) (28) (Office Use Only): 
(29-32) BLANKPOST CODE: 

(33) (34) (35) (36) (37) (38) (39) (40) 

(41): Accompanied: Time Finished:Time Started: : 1 
(42) (43) (44) (45) 

Date of interview:

         OCCUPATION OF CHIEF INCOME EARNER* 
Qa Which member of your household, related to you, would you say is the CHIEF INCOME EARNER, that is the Accompanied:

person with the largest income, whether from employment, pensions, state benefits, investments or any other Circle 
source? Self: Spouse/Partner    Other adult (specify)  ………………………………. Code 41 above 

Qb Is the CHIEF INCOME EARNER: 
Working (either full or part time) 1 
Retired/not working with PRIVATE PENSION/MEANS 2 ASK Qc 
   Unemployed less than 6 months 3 
Unemployed more than 6 months 4  Initials of 
Retired with STATE BENEFIT/PENSION ONLY 5 CODE SOCIAL GRADE AS ‘E’ Supervisor: 
Not working  with STATE BENEFIT ONLY 6 
Student 7 CODE SOCIAL GRADE AS 'C1' 

Qc OCCUPATION OF CHIEF INCOME EARNER 
Job title 
Job description -------------------------Industry Size of Company 
Qualifications  
If manager/supervisor/self-employed - No of people responsible for 

CLASSIFICATION DETAILS 
SEX: Male 1 WORKING STATUS:  (51) CHILDREN UNDER 16 LOCATION: (56) (57) 

(46) Full-time (30+ hours IN H/HOLD Aberdeen-Cornhill 1 Leeds – Oakwood 1 
Female 2 a week) 1 Yes 1 (53) Bridge of Weir 2 Loftus 2 

AGE: Write in exact age: Part-time (8-29 hours a week) No 2 Broughty Ferry BrookSt 3 London - Balham 3 

(47-48) 

18 - 24 1
 (49) 

25 - 34 2 
35 - 44 3 
45 - 54 4 
55 - 64 5 
65+ 6 

CLASS: AB 1
 (50) 

C1 2 
C2 3 
DE 4 

2 
Not working (less than 
 8 hours a week) 3 
Student 4 

MARITAL STATUS: (52) 
Married/co-habiting 1 
Single 2 
Widowed/Divorced/ 
Separated 3 

No. OF CHILDREN 
UNDER 16: 
1 2 3 4 5 6+ (54) 

HOUSEHOLD SIZE: 
No. Of Adults: 
(Including Respondent) 
1  2  3 4 5 6+(55) 

Carluke 
Edinburgh-Davidson's Main 
Edinburgh-Shandwick Place 
Frome King St 
Glasgow-Knightswood 
Glasgow-Springburn 
Kelso Roxborough St 
Leeds-Chapel Allerton 

4 
5 
6 
7 
8 
9 
0 
X 

London - Camberwell 
London - Kilburn 
Middlesbrough 
Langhorne 
Peebles (with PFS) 
Pocklington The Balk 
Ponteland Main St 
Prestonpans 
Renfrew
Saltcoats 

South Shields 
Whickham Oakfield Rd 
Whitburn West Main St 
Wimborne 

4 
5 

6 
7 
8 
9 
0 
X 
V 

(58) 
1 
2 
3 
4 

I declare that I have carried out this interview with the above named person in full, face-to-face in accordance with the job instructions, 
interviewers’ manual, my training and The Market Research Society Code of Conduct. 

INTERVIEWER NAME: (PRINT BELOW) SIGN BELOW:   DATE: 



 

 

 
   

  

 
  

  

  
  

  

  

   
   

   

   

   

     

   

 
   
  

 
  

 
 
 
 
 
 

   
  

  
 
 
 

Q.No. Code Route 
INTRODUCTION: Good morning/afternoon. I am ……. from NOP Research Group and 
we are carrying out a survey at this store today.   
I’d like to ask you some questions specifically about your grocery shopping. 

Q.1a SHOW CARD A  Which of the phrases on this card best describes your grocery shopping 
at this store today. RECORD IN FIRST COLUMN. SINGLE CODE ONLY. 

Q.1b SHOW CARD A   What type of shopping trip do you mostly do at this Somerfield store? 
RECORD IN SECOND COLUMN. SINGLE CODE ONLY. 

Q.1c SHOW CARD A  What type of shopping trip have you done at this Somerfield store in the 
last four weeks? RECORD IN THIRD COLUMN. MULTI CODING ALLOWED. 

Q.1a 
Grocery 

shopping 

Q.1b 
Mostly 

do 

Q.1c 
Last 4 
weeks 

Main grocery shop (for the bulk of your household 
groceries) 

(159) 
1 

(160) 
1 

(161-167) 
1 

(159-
167) 

Planned top up shop between your main shop 2 2 2 
Buy a treat for you and or/family/friends/colleagues 3 3 3 

Buy something to eat, drink or smoke straightaway 4 4 4 

Purchase items you need urgently e.g. such as milk 
that you run out of and need straightaway 

5 5 5 

Buy one-off item 6 6 6 

Other (write in & ring) 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 7 7 7 

SEE 
BELOW 

ASK Q.2a IF MAIN SHOPPING TRIP AT Q.1a (Code 1). 
REST GO TO INSTRUCTION BEFORE Q.3. 

Q.2a Is today when you normally do your main shop? (168) 
Yes 1 Q.4 
No 2 Q.2b 

Q.2b IF NO AT Q.2a: On what day of the week do you normally do your main shop? (169) 
Monday 
Tuesday 

Wednesday 
Thursday 

Friday 
Saturday 

Sunday 
Don’t know 

1 
2 
3 
4 
5 
6 
7 
8 Q.4. 

ASK Q.3 IF “TOP UP” SHOPPING TRIP AT Q.1a (Code 2).  REST GO TO Q.4. 
Q.3. Do you normally do a main grocery shop, or is your shopping normally made up of smaller 

more frequent shops like today? PROBE TO PRECODES.  SINGLE CODE ONLY. (170) 
Always do a main shop 

Normally do a main shop, with occasional “top ups” like today in between 
Occasionally do a main shop, with frequent “top ups” like today in between 

Almost never do a main shop and just shop as and when I need to 
Don’t know 

1 
2 
3 
4 
5 Q.4. 



_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

 

 
Q.No. Code Route 
 (171-ASK ALL 
Q.4. 175) 
 

Who are you shopping for today? MULTICODE ALLOWED 
Myself 1  

My family 2  
Friends in house – or flat-share 3  

Work colleagues 4  
Other 5 Q.5a 

 (176-  
Q.5a 

ASK ALL 
180) 

the alternatives? PROMPT: What else? PROMPT TO NEGATIVE RESPONSE.  BLANK 
RECORD IN FIRST COLUMN.  MULTICODING ALLOWED. 

What were the main reasons you chose to shop at this Somerfield store rather than any of 

CARD 2 
Q.5b RPT And which one of these was the most important reason?  RECORD IN SECOND 

(101-
112) 

 

COLUMN.  SINGLE CODE ONLY. 

  Q.5a Q.5b 
Main Most 

reasons important 
 (213-224) (231) (213-  

Easy to get to/convenient location/close to work/home 1 1 232) 
 Good selection of fresh foods 2 2   
 Good selection of groceries stocked 3 3   
 Well stocked/better product availability 4 4   
 Quality of fresh foods 5 5   
 Quality of groceries 6 6   
 Good customer service/ helpful staff 7 7   
 Good car parking 8 8   
 Other amenities 9 9  
 Good prices/value for money 0 0   
 Special offers/promotions X X  
 Easy to get around the store V V   
 (225-230) (232)   

Nice environment 1 1 
 Convenience of/longer opening hours 2 2   
 Only practicable option 3 3   
 Other (write in & ring)     

4 4 SEE 
 Don’t know 5 5 BELOW 

 



 

 

 

 
 

    

  

 

 

 
 
 
 
 
 
 
 

   
 
 
 

   

 
  

 
 
 
 
 
 
 
 
 
 
 

 
 

 

 
 
 

 
 

 

 
 
 

   
 

  

 

Q.No. Code Route 
ASK Q.5c IF SPECIAL OFFERS/PROMOTIONS MENTIONED (Code X) AT Q.5a. 
REST GO TO Q.6. 

Q.5c You mentioned special offers/promotions as a reason for choosing to shop at this store? (233-
How did you hear about these? 239) 

Local newspaper advertising 1 
Poster/billboard 2 

Advertising in another Somerfield store 3 
National advertising (e.g. TV, radio) 4 

Leaflets through door at home 5 
Friends/family/colleagues 

Other (write in & ring) 
6 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 7 
Don’t know 8 Q.6. 

ASK ALL 
Q.6. And approximately how much did your grocery shopping cost at this store today?  WRITE 

IN AMOUNT IN £s. ROUND TO NEAREST £ (IF LESS THAN £1 ROUND TO £1). 

£ (240-
242) Q.7. 

Q.7. How did you get to this Somerfield store today? SINGLE CODE ONLY 
By car/van as driver 

By car/van as passenger 
By taxi 
By bus 

By train 
By underground 
By tram/light rail 

On my bicycle 
On my motorbike 

Walked 
Combination of these 
Other (write in & ring) 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

(243) 
1 
2 
3 
4 
5 
6 
7 
8 
9 
0 
X 

(244) 
1 Q.8a 

Q.8a From where did you set out to get to this Somerfield store today? (245) 
Home 1 

Workplace 
Other (write in & ring) 

2 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 3 Q.8b 
Q.8b Where are you going after you finish shopping? (246) 

Home 1 
Workplace 

Other (write in & ring) 
2 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 3 SEE 
BELOW 

ASK Q.8c IF ANSWER AT Q.8a AND Q.8b ARE DIFFERENT.  REST GO TO Q.8d 
Q.8c Which place is closer to here – the place you came from or the place you are going to? (247) 

Came from 1 
Going to 2 Q.8d 



 

 

 

 
   

 

 
 

 
 
 
 
 
 

  
    

 
  

   

 

 

 
 

 
 
 

   
  

 
  

 
 

 

 

 

 
 
 
 
 
 
 
 
 

  

 

 

  

   

  

  
 

 
   

Q.No. Code Route 
ASK ALL 

Q.8d How far away is that place from here, in miles?  Just your best guess will do. 
Quarter of a mile or less 

Half a mile 
Three quarters of a mile 

About a mile 
More than 1 mile (Write in number of miles): 

Don’t know 

(248) 
1 
2 
3 
4 

(249-
250) 

V Q.8e 
Q.8e And what is the postcode of that place? 

WRITE IN FULL POSTCODE: (251-
257) 

Q.8f 

Q.8f How long did it/will it take to get between here and there, in minutes?  Just your best guess 
will do. 

WRITE IN NUMBER OF MINUTES: (258-

INTERVIEWER: IF A FRACTION OF A MINUTE IS MENTIONED IN ADDITION TO 
NUMBER OF MINUTES ABOVE, PLEASE TICK RELEVANT BOX: 

260) 

QUARTER OF A MINUTE: (261) 
HALF A MINUTE: (262) 

THREE QUARTERS OF A MINUTE: (263) Q.9. 
Q.9. Do you ….. READ OUT – SINGLE CODE ONLY. (264) 

Always use this Somerfield store for all my shopping 1 
Use this Somerfield store for most of my shopping 2 

Mostly shop elsewhere but have used this Somerfield store before 3 
Hardly ever use this Somerfield store 4 Q.10a 

Don’t know 5 
Q.10a SHOW CARD B If this Somerfield store had not been available, which, if any, of these 

types of store would you have used instead? SINGLE CODE ONLY. 
(265) 

A large, out-of-town supermarket 1 
A same size supermarket 2 

A smaller convenience store 3 
A corner shop 4 

Petrol station forecourt shop 5 
Several different shops for different groceries e.g. butcher, baker, greengrocer etc. 

Used other (write in & ring) 
6 

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 7 
Would not have done my grocery shopping 8 

Don’t know 9 SEE 
BELOW 

• IF WOULD HAVE SHOPPED ELSEWHERE, CODES 1-5 OR 7 AT Q.10a, ASK 
Q.10b(i). 

• IF WOULD HAVE SHOPPED AT SEVERAL DIFFERENT SHOPS, CODE 6 AT 
Q.10a, ASK Q.10b(ii). 

• REST GO TO CLASSIFICATION. 
Q.10b(i) If you had shopped at this other store, would you have bought more groceries, much the 

same amount of groceries, or fewer groceries? 
Q.10b(ii) If you had shopped in this way, would you have bought more groceries in total, much the 

same amount of groceries, or fewer groceries? 
(266) 

More groceries 1 
Much the same 2 

Fewer groceries 3 SEE 
Don’t know 4 BELOW 

Q.No. Code Route 
IF WOULD HAVE SHOPPED AT ANOTHER SUPERMARKET OR CONVENIENCE 
STORE (Codes 1-3) AT Q.10a, ASK Q.10c. REST GO TO Q.11a 



 

 

 

 

  
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

   

   

  
  
  
  
  

    

   

   
   
   
   

 

.10c SHOW CARD C Which store would you have used instead? (267)Q 

B 

Co 

Kwiks 

L 

Morrison 

Some 

(268) 

.11a 

Aldi 
Asda 

Booth 
udgen 
Co-op 

stcutter 
Iceland 

ave 
Lidl 

ondis 
M&S 

Netto 
Safeway 

Sainsburys 
rfield 
Spar 

Tesco 
Waitrose 

Other (write in & ring) 
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

1 
2 
3 
4 
5 
6 
7 
8 
9 
0 
X 
V 

1 
2 
3 
4 
5 
6 
7 

8 Q 
SHOPPED ELSEWHERE (Codes 1-7) ATASK Q.11a to Q.11e IF WOULD HAVE

Q.10a. REST GO TO CLASSIFICATION. 
better, worse, or no different in terms of …..Would this alternative choice have been 

READ OUT EACH QUESTION IN TURN 
Q.11a … the cost of the shopping? RECORD BELOW IN FIRST COLUMN 
Q.11b … the quality of groceries? RECORD BELOW IN SECOND COLUMN 
Q.11c … the selection of groceries stocked? RECORD BELOW IN THIRD COLUMN 
Q.11d … customer service, that is, helpful staff?   RECORD BELOW IN FOURTH COLUMN 
Q.11e … ease of getting to the store? RECORD BELOW IN FIFTH COLUMN 

FOR EACH OF THE ABOVE, PROMPT TO PRECODES AND IF BETTER/WORSE, 
ROBE: Is that much better/wor littl worseP se, or a e better/ ? 

COST QUALIT SELECTION SERVICE EASE 
Q.11a Q.11b 

Y 

Q.11c Q.11d Q.11e 

(269) (270) (271) (272) (273) 
273)Much worse 1 1 1 1 1 
(269-

A little worse 2 2 2 2 2 
No different 3 3 3 3 3 

A little better 4 4 4 4 4 
Much better 5 5 5 5 5 

 Don’t know 6 6 6 6 6 Q.11f 



 

 

 
 

  

  
 
 

 
 
 

 

Q.No. Code Route 
Q.11f And finally, taking everything into consideration, would this alternative choice have been 

better, worse, or no different in terms of the overall shopping experience? 
IF BETTER/ WORSE, PROMPT: Is that much better/worse, or a little better/worse? 

Much worse 
A little worse 
No different 

A little better 
Much better 
Don’t know 

(274) 

1 
2 
3 
4 
5 
6 

GO TO 
CLASSFI-
CATION 

GO TO CLASSIFICATION – 

THANK RESPONDENT & CLOSE. 



