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Background to
the study

What is lost in public debate/
press hysteria on the incursion of
corporate food reilers into the
convenience store sector are the
prt){c)und benefils to consumers
flowing from coannecting local stores
into wortld-<class distribution & supply
chain management systems.

Tesco brings expertise & systems
which, in comparison 1o previous
operators in sactor, allows if to
axtend the range of products
available to local communities
significantly at price points which,
despile additional costs of smalk
batch distibution, are not dissimilar
fo supersiore levels.

“Qur study was conducted as

a contribution to a public policy
debate on issues where arguments
are both heated and polarised, but
where robust research evidence is
almost entirely lacking”

\AJ
Wirigley

Universily ol Southampion

“It is clear that the introduction of
the Tesco Express format to these
communities helped bring about
a major redocalisation of top-up
shopping - away from distant
superstores towards local shops”

Pratessor Neil Wrigley

University of S




Methodology

The study consisted of three case
studies located in Hompshire.
Each case study had a Tesco
Express conversion of a One Stop
store within o year of the fieldwork
faking place.

n.b. all conversions studied took
place between Aug 2004 &

Dec 2004

Two of the case studies were in somi-
rural locations, as was the pilot study
in Alresford. One of the case studies,
in St Mary's Southampton, was in a

highly disadvantaged urban location.

Population for the study

Both the Whitchurch ond the

Four Marks communities were

approximately the same size

(4, 350 pop.). local consumers'

primary foad shopping typically

involved significant round-rips fo

nearest superstore:

- Whitchureh 22 kms round frip:
Tesco, Andover

- Four Marks 14 kms round trip:
Sainsbury, Allon

- Pilot studly in Alesford 24km
round 1rip: Tesco, Winchester

e |n Four Marks, the converted
One Stop store was lhe
dominant food retoi! outlet in the
local community,

o |n Whitchurch, the converted
store faced competition from
another corporale food
retail outlet.

St Mary's Southampton (2,300
pop) was a highly disadvantaged
urban location where primary food
shopping typically involved 1.6 km
round trips across the city centre fo

Asda, Southampton.

Sample

The research was conducted using
a questionnaire survey of 200
respondents in each case study
location (plus 50 in pilot stucy).

Respondents were selected using
stratified, quotarbased sampling.

In order 1o achieve a represenfarive
semple, respondents were stratified
by age and distance hom the
Express store in question,




Survey

Respondenis were asked:

e Questions on current shopping
behaviour, perceptions of
changes in shopping
environment, plus demographic,
household struclure, car
availability, income and
attituddinal information.

e To recall shopping behaviour one
year ago — prior fo the
canversion of the One Stop store
o the Tesco Fxpress format.

Rasults were reported for all 4

locations ({650 respondents) fo

maximize sample size

UCC.Osir.)ntu, due to changes in
questionnaire wording behwesn
the pilot & main surveys it was
only possible 1o report results for
the three main case study locations
(600 respondents).

In oddition, a supplementary
indepth qualitative investigation

of the shopping behaviours and
atliludes of 72 of the original 600
respondents in the main case study

locations was complatad,

“The conversion was brilliant. It's
now a far superior store. Whereas
I would’ve just bought milk &
newspapers in the One Stop, now
I do actually buy things like salad,
meat, and other bils and pieces in
the Express”

Four Marks responden)
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Chqng es in The Impact on Primary Shopping
Shopping % of respondents using local stores (inc OS/TE) as main food source
patterns

§ (12.6%)

2004

(8.3%)

% of respondents using most commonly frequented food superstore in
each location

(54.6%)

(61.2%)

The Impact on Secondary Shopping

Pie chart showing what the respondents are using s main secondary food
store in 2004 and 2005

M One Stop [2004) or Tesco Express (2005) Other local food stores
W Distont supermarkets/ discounters B Other



Relocalisation
Effects

2005

2004

There was some relocalisation of
primary tood shopping which was
relatively modlest but not without
significance in terms of the local
sustainability agenda.

Trade was essentially diverted
in each study area from the
most commonly used ‘one slop’
superstore | year ago.

In contrast, secondary shopping
patterns exhibited lorge and
significant relocalisation, with
important impacts on the mode

of travel used for food shopping
supportive of both PPG13 Transport
and the local sustainability agenda,

The resulls reported were based on
the first named |main| secondary
food store, and the second named
(leading 'top-up’) secandary food
slore currently and one year prior,

Impact of Travel Mode for Secondary Shopping

% of respondents using cor to conduct secondary shopping at more distant
supermarkets/discounters

(30.8%)

(34.2%)

% of respondents walking/cycling to local stores (including OS/TE) for

secondary shopping

(87.5%)

(78.5%)
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Impact of Relocalisation on Food Shopping Travel Kms

Total walk/cycle food shopping kms in a 4 week period per respondent

<
R

+8.8%

Total car based food shopping kms in a 4 week period per respondent

2005

2004

(111.1km)

Taking travel mode substitution
effects on primary and secondary
shopping together,

® We aftempted to estimate {using
shopping destination/frequency
questionnaite responses and
GIS techniques) tofal travel
kilometres per month on car-
bosed food shopping journeys
Clnd an WGH’/CYC]F)‘{'}GSOd fOOd
shopping journeys for each of
the 650 respondents.

The impacts observed are
supportive of the objectives of
FPG 1.3 Transport and of the
Department of Health White Paper
obiecfives on exercise & health;

® For example, PPG13 Transporl
suggested the value of providing
"facilities ot local neighbourhood
level' so that ‘the nead for
people 1o use cars lo maat their
tf(:\/‘iO'dCIy needs will be
reduced’,

Tesco Express conversions have
clearly achieved that.

In assessing the more modest
impact on reduced carbased
jouney kilometies, it is necessary fo
remember that the National Travel
Survey repotls carbased shopping
lrips in the UK are on an upward
trend of around 1% per annum
Hence the swing from car to walk-
based food shopping journeys is
stronger than the raw carbased
kilometres reduction dala might
initially suggest.



1. Because the range of preducts
now besrlg supplied Iocc:lly lJy
Tesco Express stores. This isas a
result of those stores:

Why has Food
Shopping

“Now Tesco is here you can get
a much better range of food, you
know better quality fruit & veg.
The store’s clean, bright and airy,

Relocqlised ? e being tied into o worldclass and it really wasn’t when it was a
supply chain with excellent store One Stop. It seemed very worn-in,
replenishment systems old and dirty then”

® being fitted out with better quality Whitchureh respondent
chilled food facilities
This was indicated by comparing
Consequently, residents now products which respondents now
have access to products locally buy more often at their local Tesco
that they previously had to travel Fxpress store than they did at the
considerable distances to oblain. unconverted One Stop store @
year ago.
Product groups showing largest gains after conversion
Fresh fruit & vegetables
Fresh meat/poultry
Chilled ready meals
Other household goods non-food
Product groups showing smallest gains after conversion
Newspapers/stationery
Cigarettes
Frozen foods & other chilled
Tinned fruit & vegetables

* figures show % respondeants buying (fracuently/occasionally) at store

. Before* - After*



Ll:flr'g est differences between perceptions of Tesco E Xpress f

One Stop stores prior to conversion

Shop is cleaner

Shop layout has impravad

Range of fresh fruit & vegetables has improved

Range of other food has improved

Quality of fresh fruit & vegetables has improved

Qudlity of ather foods has improved

2. Because of the quality of the
main secondary food store in
terms of store environment and
quality and range of products has
significantly impreved.

This was indicated by respondents’

perception of the key differences
betwean Tesco Fxpress now and
the One Stop prior to conversion.

+62.2%
+58.7%
+58.7%
+55 4%
+54.8%

+47.9%

“I'm impressed with a lot of things
in the Express shop really. There
seems to be like more fruit on the
shelves, which is good, you know,
better than the few scraggy ones
that used to be in there when it
was a One Stop”

Four Marks respondent

“The store is definitely much
better now. It's cleaner and | find
there’s a greater choice of food in
there and the quality of that food
is much better than what was in
there before when the store was a
One Stop”

Four Mark respondent



Which
Respondents
have
Relocalised
their Shopping?

In order to answer this question,
we compared the characteristics
of respondents who switched their
main secondary food shopping fo
the Tesco Express store following
the conversion (n=143), agains!
those who had previously used
One Stop for secondary shopping
and simply confinued to use il
(n=232).

110

The data showed that: Switchers to

the Tesco Express stores are

1. Slightly younger with more
children

2. Significantly batter educated

3. Significantly more health-
CONSCious
aftitudes 1o healthy ealing & their

in terms of their

smoking habits
A, Are slightly more income and
fime constrained




What impacts
are the Tesco
Express
Conversions
having on
other Local
Businesses?

U e -:::-f -.'::-.'i'u..'l |r_1-:.:.':| stores ¢ a::-:1'1|':-r:1.u_-_>:_] o ] '::,-er.‘ir {'IE]:‘_!

Use less 6.0%
se same 367%
Use more 7.1%
Never use 48.5%

1
Where items they now bought at Tesco Express were bought one year ago

Most commonly used Other more distant Other local N/A"
supermarket | year ogo  supermarket/discounters  independent stores+

23.2% 10.0% 4.0% 62.0%

+ excluding one case of a rival corporate supermarket {Somerfield — Whitchurch)

Most commonly used Other more distant Other local stores N/A®
supermarket 1 year ago  supermarket/discounters  (inc Somerfield W'church)

23.2% 10.0% 11.3% 54.7%

N/A* - no change in products brought, less bought ot TE than ©S, TE net used, use online
food shopping, not recorded

In each of main study locations
[Four Marks, Whitchurch and St
Mary's) we asked n_es;;:mdc:n?s
whether the apening of a Tesco
Exprass had made any difference 1o

N r
their use of other local stores.

We also asked where items

now bought in the Tesco Fxpress
stores, that were not bought of the
unconverted stores, hod previously

been purchased.



The: key findings were:

o The responses received suggest
that the Tesco Express
conversions have had very minor
impacts on other local stores.

o Tiade is essentially being diverted
from more distant supermarkets
especially the most commonly
used superstores one year ago.

e The responses in the sample
sugges! thal people use most
other local stores either
marginally more or marginally
less. Respondents suggested
there were several cases
of positive spillovers on tfrade
following the opening of o
Tesco Exprass.

® The exception lo this Is the
sizeable impact on trade of
a competing local corporate
supermarket suggested in one
cose study area (Somerfield,
Whitchureh). The previous
local dominance of that store

was ‘-?'-"-'wgly challenged by
Tesco Express.

e So, despile the reports of loss
of rade and signiticant numbers
of slore closures following Tesco
Fxpress conversions by bodies
such as the Associafion of
Convenience Stores, our study
finds no evidence to support
these claims.

¢ Indeed somelimes the opposite is
the case:

1 do go into Tesco more now than
| did the One Stop and if | have
time, or especially if | have some
time to kill, because I'm there
anyway | usually tend to wander
around those other shops nearby
... you know just to see if there's
anything in there that takes my
fancy. If there is I'll get it”

St Mary's !rZ!!x['JHI"(‘JI-‘-'ﬂ

Caveat; this shily wars nol set vo s a

longitudinal study of medivm/ long ferm
inpacts on focal businesses. This matter
woukd nood @ separone study in order b

imarstigute it thoroughly




Dislikes

15>

VAl 1 I f il i - 2
What are the qualitative aspects of the study telling us?

Number of supplementary qualitafive in-depth interviews conducted in each siudy area by

age grovp

Research site Age-group Number of interviews conducled

Four Marks 34 or under 8
35-64 8
65 and aver 8

‘Whitchurch 34 or undler 8
35-64 8
65 and over 8

St Mary's 34 or under 8
35-64 8
65 and over 8

Totel interviews conducled 72

Dislikes mainly focused around
notion of Tesco destroying a sense
of 'localness’ and/or disregarding
local community.
There were also concems about:
- post office issucs
- perceived flouting of planning
regulations
- car parking problems
- congestion caused by
delivery lorries

“I am not against supermarkets,
but | want villages to stay villagey,
and individual, private and cosy.
You know, | don't feel that these
people should be here, they're out
of place and destroy our sense of,
you know, localness”

Four Marks respondent

“1 dislike the way Tesco is taking
over the world; | was not very
keen on there being a Tesco here.
When it quickly became obvious
that they were going to take over
and then remove the post office ...
that definitely confirmed, you
know, like my hatred for them”

Whilchurch respondent



Perceived

Benefits

Perceived benefits mainly tocused

around:
the stores being cleaner,
brighter and befter laid aut

- the stores having o beter
range and betier quality of
food avallable

- the stores offering lower prices
und better value

“The Express store is noticeably
cleaner than the One Stop store
and also has a much better
layout, In general | think that the
store has been well received here
and that's seen in the fact that it’s
much busier now”

Four Marks respan fen!

“Tesco Express is a more
convenient store. It has cheaper

goods and a wider range”

New Arlesford respondent




Conclusions

15+

Many local communities in which

Tesco Express store conversions have

token place previously experienced
high levels of outshopping for both
food and nonfood.

‘Clawing back’ of food shopping
trade is vital to these communities lo:

help maintain an ‘anchor’ for
other services

reduce unnecessary (largely car
based) shopping travel miles
sustain provision for groups with
limitec! mobility

Case studies of consumer responses

to Tesco Fxpress store conversions

in fhree communities in Hampshire
provide evidence of:

major relocalisation of food
shopping away from distance
superslores

important fravelmode substitution
effects involving increased
walk/cyclebased and reduced
carbosed food shopping

travel miles supporfive of
Government obiecives on
transport sustainability and health
important increases in consumer
welfare from, and positive
communily response to, baing
able fo access fresh/ heolihy
foods locally which previously
involved considerable trovel
distances to obtain

little observable adverse impact
on other local retailers (other
than on previously locally
dominanl corporate refailars)
indeed possibility that frade
"claw - back' might increase
patronage and viability of

local services

adverse qualitative reactions
focused around the notion

of Tesco potentially destroying
a sense of 'localness’ and/or
disreqarding local community
opinion-with specific referance
lo concerns focused on loss

of Post Office facllities, planning
regulations, car parking
problems and congestion
caused by delivery lorries
posifive qualitative reactions
focused around; improvements
in quality of store environment,
better range and quality of
foods available and lower
prices/enhanced value of the
store’s offer
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