
The pull of Aldi and Lidl

can help to test products with prices from:

£449 per product

Sample base 278 

As all the major retailers aim to match and beat the Discounters 

at their own game - with Value range sales up across the board –

we wanted to explore how and why shoppers use Aldi and Lidl. 

We surveyed 278 of our Neighbourhood Net to see how they shopped at Aldi & Lidl

Given the current squeeze on household budgets, Aldi and Lidl are experiencing a resurgence in 

growth, with their focus on Value offering a natural destination for anyone looking to reduce their 

grocery spend. 

Of the 278 we surveyed, 4 in 5 shop in Aldi, either regularly or occasionally

Use of Aldi

Almost half visited Aldi for Everyday items and more than 1 in 4
were attracted by their Special buy/sensational deals.

Only 6% would never shop in Aldi

Almost a third use Aldi for their full Weekly shop, this increased to

half of those with Families and 44% of 25-54 yr. olds. 

Northerners were significantly more likely to shop for Everyday Items 

in Aldi compared to the Southerners, while Aldi shoppers in the 

Midlands and South were more likely to visit when they ‘fancy 

something new/different’.

17% don’t shop there now but ‘might in future’

Use of Lidl

Almost 3 in 4 shop in Lidl and, like Aldi, these were spread across the socio-economic 
groups. 

1 in 5 visit Lidl for their Weekly shop, half for their Everyday items.  

29% were attracted by the Special Buys/sensational deals in Lidl 

Unlike Aldi, Families were less likely to do their full weekly shop in Lidl, but 
more likely to visit for a variety of other reasons including for Everyday 
items, Special Buys and Treats  

1 in 5 visit Aldi at Christmas time, again this was highest amongst Families 

40% and under 55 year olds 33%

The Discounters are not just about offering cheap food and have really grown their reputation 
around key calendar events:

Lidl had a similar pattern, just at a lower level – 18% overall, Families 26% & 

under 55 year olds 21%.


