Consumer Purchasing Preferences
Case Study
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In that time the retail business has expanded
to now include clothing, household, enter-
tainment and other non-food ranges. Tesco
also offer customers an online grocery shop-
ping service, financial services products and
petrol retailing. Tesco is the largest single
buyer of Irish food products in the world, spending an aggre-
gate of over €1.28 billion on Irish products and services annu-
ally, and 50% of it’s food range locally is Irish produced.

Tesco wanted to understand changing Purchasing Prefer-
ences of Irish shoppers following the 2009 ‘emergency’ Gov-
ernment budget. The research objective was to gain an under-
standing of the factors impacting consumer purchases of
packaged grocery products in Irish Supermarkets.

IReach Methodology

Using the iReach monthly Consumer Decisions Omnibus, we in-
cluded a range of questions looking at Consumer Shopping prefer-
ences to analyse the impact of economic and home budget pres-
sures on Irish grocery shoppers.

The iReach Consumer Decisions Omnibus has a nationally repre-
sentative sample response rate of 1000 consumers in Ireland each
month and companies can add questions on a one-off basis or as a
regular tracker study of consumer behaviours in Ireland.

A key objective of this research study was to understand what
trade-offs Irish shoppers were willing to make in more difficult eco-
nomic conditions and how these changes in shopping habits would
impact on packaged product preferences and their grocery ‘purse’
or weekly/monthly grocery spend.
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