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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report

• Overview

Impact of COVID-19 on food and non-food discounters

• Issues such as sustainability and provenance set to grow in importance for discounters

• COVID-19's impact on food and non-food discounters and German consumer behaviour

Market context

• Online shopping is now an entrenched demand of consumers

• Growing interest in the provenance of products

Mintel predicts

• Market size & forecast following COVID-19 outbreak

• Discounter turnover benefits from the COVID-19 pandemic

Opportunities

• Invest more heavily in an online infrastructure

- Graph 1: selected behaviours related to food and non-food discounters, 2021

• Young shoppers should be courted

• Cater to ethical and environmental issues

The competitive landscape

• Discounters represent the second biggest group of German retailers

Marketing mix

• The impact of the COVID-19 pandemic on the marketing mix

• Quick download resources

MARKET DRIVERS

COVID-19 and the German economy

• COVID-19: market context

• The impact of COVID-19 on the German economy

- Graph 2: key economic data, in real terms, 2019-23

• The impact of the economy on the market

• Consumers trading up see some moving away from discounters

Food and Non-Food Discounters – Germany – 2021

© 2024 Mintel Group Ltd. All Rights Reserved.



- Graph 3: change in frequency of shopping at discounters since the COVID-19/coronavirus outbreak, 2021

eCommerce

• Discounters need to address growing consumer interest in online shopping

Societal changes

• An ageing population makes it essential to attract younger consumers

- Graph 4: total population by age, % share, 2020-30

• Immigration will force discounters to address more multicultural needs

Environmental issues

• Socially conscious consumers increasingly focus on ethical lifestyles

- Graph 5: food and drink launches with ethical/environmental claims, 2019-21

MARKET ACTIVITY

Sector size and forecast

• Note on forecast in response to COVID-19

• Impact of lockdowns on non-food discounters stifles sales performance

• Discounter turnover benefits from the COVID-19 pandemic

Consumer spending

• Consumer spend on food, drink and tobacco was up 5.3% in 2020 as overall expenditure fell by 4.5%

• Personal spending plans are returning to normality

Channels of distribution

• Discounters are a key feature of the German retail market

- Graph 6: retailers by type of outlet, 2020

• Use of online proves increasingly popular with German consumers

- Graph 7: online as share of retail sales (exc VAT), 2010-20

WHAT CONSUMERS WANT, AND WHY

Use of discounters

• Investing in the online retail experience can help growth

- Graph 8: where consumers typically shop, 2021

• Non-food discounters lag in their engagement with men

- Graph 9: where consumers typically shop at, by gender and age, 2021

• Focus on DIY products to cater to men

• Lidl and Aldi (Nord and Süd) are the most widely used discounters in Germany

- Graph 10: discounters consumers typically shop at, 2021
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• A number of non-food discounters appeal to those struggling financially

- Graph 11: discounters consumers typically shop at, by financial status, 2021

• Non-food discounters appeal more to women

- Graph 12: discounters consumers typically shop at, by gender, 2021

• COVID-19 has the potential to further stimulate interest in shopping online

- Graph 13: consumer attitude statements towards COVID-19 pandemic, 2021

• Lidl's online offer proves popular with German shoppers

- Graph 14: popularity of discounters for online shopping, 2021

• Learning from Lidl's success with young adults can offer opportunities for others

- Graph 15: online shopping at food discounters (leading five), by age and gender, 2021

• Wealthy households represent a strong online opportunity

- Graph 16: online shopping at discounters (leading five), by net monthly household income, 2021

Expenditure with discounters

• Aldi and Lidl take 60% of discounter spend

- Graph 17: discounters consumers spend the most money with, 2021

• Expenditure amongst leading food discounters varies by age

- Graph 18: discounters consumers spend the most money with, by age, 2021

• Lidl and Aldi are well positioned to serve the needs of bigger households

- Graph 19: discounters consumers spend the most money with, by household size, 2021

Frequency of purchases at discounters and change in frequency

• Food discounters benefit from regular visits

- Graph 20: frequency consumers typically shop at discounters, 2021

• Haphazard use of non-food discounters illustrates the need to diversify their offer

• Fathers with children are a useful target market

• Interest in discounters by young men has grown since the pandemic

- Graph 21: changes in frequency of discounter use since the COVID-19 pandemic, by gender and age, 2021

Frequency of food & drink purchasers at discounters

• Alcoholic drinks remain a category where use of discounters is low

- Graph 22: products consumers typically buy at food discounters, 2021

• Everyday products should be targeted towards younger adults

- Graph 23: purchase of selected products (more than once a week), by age, 2021

• Premium alcohol can benefit from purchases by wealthier consumers

- Graph 24: purchase of alcoholic drinks, by net monthly income, 2021

Frequency of non-food & drink purchases at discounters

• Broadening range of non-food products could increase frequency of store visits

- Graph 25: non-food products typically bought at discounters, 2021
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• Higher earners offer opportunities for leisure goods

Satisfaction with discounters

• Discounters benefit from high levels of satisfaction

• Sustainability and sourcing are two major opportunities to strengthen satisfaction in that regard

- Graph 26: satisfaction with discounters shopped at most often, net, 2021

• Young women represent a demanding group

- Graph 27: satisfaction (any) with discounters shopped at most often, women, 2021

• Key driver analysis

• Promoting sustainability and localism to benefit discounters

Attitudes towards discounters

• Premium and organic products are well placed with discounters

- Graph 28: attitudes towards discounters, 2021

• Young adults open to 'mixing it up' when purchasing from discounters

- Graph 29: attitudes towards discounters (purchasing food and non-food products), by age, 2021

• Young men are open to innovations

• Digital innovation is high on the discounters' agenda

• Premium own-label organic products appeal to older customers

- Graph 30: interest in premium own-label and organic own-label, by age, 2021

RETAILER ACTIVITY

Leading retailers

• COVID-19 brings mixed opportunities for discounters

• Aldi Süd was the star performer amongst leading names during 2020

• Store expansion remains an important strategy for many leading discounters

• Lockdowns hit store profitability for many non-food discounters during 2020

Market share

• Aldi and Lidl dominate a market led by food discounters

- Graph 31: food and non-discounter share of total discounter market, 2020

• Aldi sees market share boost during the pandemic

Retail innovation

• Investment to address purchasing and delivery demands

• Increasing commitment towards sustainability and localism

• Refreshing the retail environment
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Advertising and marketing activity

• Lidl offers an easier way to pay

• Aldi Nord presents its plan to improve animal welfare

• Penny highlights its organic offer

Company profiles

• Aldi Nord

• Aldi Süd

• Lidl

• Kik

• TEDi

MARKET SEGMENTATION, SIZE AND FORECAST

• Discounter retail sales are forecast to increase steadily to €114.1 billion in 2026

COVID-19 SCENARIO PERFORMANCE

• Mintel’s approach to predicting the impact of COVID-19

• Fundamental differences in how COVID-19 is affecting consumer markets

• The risk of vaccine-resistant strains of COVID-19 adds huge uncertainty

• Discounter sales reach €93.9 billion in 2020 although growth will slow in 2021

• Discounters need to adjust to a changing retail environment to remain relevant

• Pace of economic recovery is critical for discounters

• COVID-19 market disruption: risks and outcomes

APPENDIX

Appendix – abbreviations, consumer methodology, language

• Abbreviations

• Consumer research methodology

• A note on language

Appendix – market size and forecast

• Market Size and Forecast - Value

• Forecast methodology

• Forecast methodology – fan chart

• Market size - value

• Market forecast and prediction intervals – value
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Appendix - COVID scenario performance methodology and assumptions

• Scenario performance

• Rapid COVID-19 recovery scenario outline

• Central COVID-19 disruption scenario outline

• Extended COVID-19 disruption scenario outline

• Scenario methodology
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About Mintel Reports: Germany

Access our reports now and get the most
accurate, credible and powerful data, insights
and analysis. Mintel Reports Germany gives you
everything you need to know about what German
consumers want and why.

In each report, we're analysing the market, new
product innovations and the competitive
landscape, as well as consumer behaviours
across Germany. Our local analysts, supported by
our team of global experts then translate it into
what it means for you.

What makes us unique?

A 360-degree view of German
markets

Experienced analysts based in
Germany

Expert-led support from global
category experts

How Mintel Reports Germany will help your business grow:

Identify future
opportunities by
understanding what
German consumers want
and why

Make better decisions
faster by keeping
informed on what's
happening across your
market

See the trends and innovations
impacting Germany both on a
local and global level
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed
market survey agent (See Research Methodology
for more information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
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