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Hans Lingeman:          

òBeat the crunchó



Wie ben ik?

ÁHans Lingeman,  36 jaar (economie UvA)

ÁGeboren Amsterdammer, maar woon nu in klein 

dorp

ÁZelfstandig ondernemer en Partner bij Happen

ÁNieuwsgierig van aard, wil met nieuwe dingen bezig zijn

ÁHou me bezig met interpreteren van menselijk gedrag

ÁHou verder van... ondernemersschap in mensen, lekker eten, 

samen koken, toetjes, motorrijden, hardlopen, reizen
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ÁThis report outlines the key findings of Happenõs research into the UK 

household consumerõs perceptions of the credit crunch. 

ÁThis project was undertaken throughout the months of August/September2008. 

It took the form of two parts.

1. A quantitative survey of 400 individuals responsible for decisions relating 

to the weekly grocery shop.

2. An insight led analysis of the peoples responses to the credit crunch 

undertaken through a structured series of housewife immersion groups, 

accompanied supermarket visits and one to one interviews.

ÁThe summary of results are presented below.

The Challenge
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Context 1: Media Frenzy
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Context 2: Uncertain spending  
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The Crunch in Figures
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1. From our research we found that consumers are re -evaluating the brands they 

buy on their weekly shop.

2. The value proposition of some brands are not sufficient to 
hold them up and they are suffering at the hands of supermarket 'own 

brand' labels. Shared staples like dairy products and toilet paper are 

particularly affected. 

3. People are not up for trading down on ôMeõ purchases such as cosmetics, 

perfume and beer. 

Switching brands



What products have a low

switch propensity?

Ácosmetics & perfumes for women

Álaundry detergents é ?

Áhair care products

Ádental care

Áand, é òbeeró!



What products have a high

propensity of switch?

Ámineral water

Áaspirin, paracetamol

Ájuices

Áreadymade meals

Áhome baking products
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Cosmetics & perfumes for Women

Laundry Detergents

Hair Care products (eg shampoo, conditioner, gels

Dental Care (toothpaste, toothbrushes)

Beer

Laundry Stain Removers

Deodorants

Coffee

Womenôs sanitary napkins

Laundry Fabric Softeners

Tea

Candy, chocolates

Wine

Soft drinks

Batteries

Body Care (eg shower gels, bath foam, skin cream)

Cigarettes

Cereals

Crisps

Liquors

Butter, spreads & margarines

Cosmetics for Men

Leg waxes or razors

Bread

Processed fish (eg fish fingers, tinned tuna, sal

Household (carpet) cleaners ï sprays

Household (carpet) cleaners ï liquids

Baby Care (eg wipes, diapers)

Household (hard surface) cleaners ï sprays

Toilet Cleaners

Yoghurt

Aerosol air fresheners

Household (hard surface) cleaners ï liquids

Sauces and gravies

Cheese

Toilet paper

Electric air fresheners

Sore throat syrups and tablets

Milk

Biscuits

Home Baking products (eg pies, cakes and puddings)

Readymade meals

Juices

Aspirin, Paracetamol

Mineral Water

Question to 400 individuals 

in the UK, responsible for 

the household shoppingé

Given the current 

economic downturn, for 

which of the following 

products would you 

consider switching from a 

premium brand to a home 

label (supermarket) 

product?

I will stay with my 

premium brand

I will switch to a 

home label

Source Happen
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Looking behind the 1
st

impression

Á12% of all respondents said they would switch all products to home label

Á50% would switch at least 30 out of 45 products to home label

0,0

10,0

20,0

30,0

40,0

50,0

60,0

70,0

80,0

90,0

100,0

45,00 43,00 41,00 39,00 37,00 35,00 33,00 31,00 29,00 27,00 25,00 23,00 21,00 19,00 17,00 15,00 13,00 11,00 9,00 7,00 5,00 3,00 0,00

number of products they are likely to switch (30 out of 45)

12%

50%

% of pop.



Maslow?

mineral water

juices

biscuit

milk

baby care

household cleaners

toilet cleaners

aerosol refreshers

candy, chocolate

cigarettes

body care

wine

cosmetics

hair care

deodorants

beer

http://en.wikipedia.org/wiki/Image:Maslow's_hierarchy_of_needs.svg


Brand / Category Affinity / 

Involvement?

close to ME

cosmetics

haire care products

dental care

deodorants

candy, chocolats

milk

juices

mineral water



Change in consumer behavioré

Because of the Credit Crunché

Á27.5% said they were walking/cycling more than before

Á28.5% felt they had less control over the amount of spending 

compared to before

Á32.1% eat, drink and smoke less than before
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The Crunch in Retail ðQUALITATIVE Insights
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I looked up 

North to 

buy my car

Now my friends 

are following me 

and getting 

thermostats 

attached  to their 

radiators

My wife is 

going with a 

friend to 

Costco

I like to be clever 

and seek out the 

best deals for 

things like going 

online  during my 

lunch hour

I now sell the kids 

old toys on ebay 

to help pay the 

mortgage

With all the doom and gloom surrounding the 

economy people feel at last they can take 

pride in their bargain hunting ways of saving 

money when before it felt a bit cheap.



18

Beat the Crunch -

www.happeningworld.com

They talk 

about 

òbargainsó

not value

People feel 

delight in 

now

finding 

bargains

Knowing its a real 

bargain now 

justifies the 

expense

Incidence of recent 

riot at Curry's for 

discounted  satnavs 

and PlayStation 

consoles 

At a time when everyone is tightening their 

belts, it now feels better than ever to know 

you got a real bargain when youõre out 

shopping

For many people shopping is a leisure activity, which often results in buying 

stuff they donõt really need. Despite this, it is a pleasure they are unwilling to 

give up now they have less money. So they justify their ôhabitõ by going for 

bargains, which gives them the same number of ôhitsõ, but for less money.
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50%

Because of the ubiquity of sales on 

the high street, retailers believe 

the way to excite shoppers into 

buying is by offering cuts as large as 

70% so that 70% has become the 

new 50%.

70%



The òoldó definition of a Bargain...

ÁBuy ONE Get TWO

3 december 200820
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The new definition of ôbargainõ, part I:

A bargain is deal on a purchase that frees up 

spending power elsewhere.

Where ôelsewhereõ could be an entirely different category, preferably chosen by the 

consumer. Itõs no longer about bogofõs, but helping consumers feel like they have freedom 

to spend as they used to.
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The new definition of ôbargainõ, part II:

A bargain equals permission to be tempted.

Outside the house there are temptations everywhere, trying to part you from your 

precious money. But a bargain, which will free up spending power elsewhere, is good for 

the bigger picture of reducing expenditure, so itõs OK.
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Tot slot

The Crunch in Society - Insights



24

Beat the Crunch -

www.happeningworld.com

59% will not 

trade down from 

premium 

brand cosmetics 

& perfume

Strongest 

reaction around 

washing 

powder: 

no compromise
A banker 

likely to lose 

his job is going 

to Lisbon for 

the weekend

Steak to 

casserole is less 

of a treat, but I 

still buy the same 

wine

I wonõt 

trade 

down my 

Fabric 

Softener

Even with impending financial uncertainty, people are 

unwilling to compromise their personal luxuries like 

holidays, cosmetics and perfumes and will look for 

bargains elsewhere to justify these personal 

indulgences.
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I now ask 

myself do I 

really need

it?

Do you know 

it feels like we 

all got just 

too 

complacent 

I am not 

surprised this 

has happened, I 

mean I didnõt 

need all those 

clothes from 

Primark

In these difficult economic times people want to 

tighten their belts because they feel that maybe they 

have in some way contributed to the situation and 

now its time to change for the better.

It may be the bankers that everyone is pointing the finger at for being 

greedy and creating this economic crisis, but for some people, having 

been big spenders themselves, they feel they are not entirely innocent .  

So they want to cut back their spending even though they donõt need to .
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I fill my tank 

£5 at a time

I tend to do more 

small shops buying 

what we need to 

avoid the inevitable 

waste of a weekly 

shop

Incidences of 

£5 and £10 

meals in 

supermarkets

In the current climate, people need to feel 

more in control of their money and are 

practising ôjust-in-timeõ spending ðlittle and 

often (even on necessities), which allows 

them to have the security of always having 

cash in their pocket.
The irrational fear of running out of money any moment is making some 

people buy only as much as they need right now, or for the next few days, 

so that they have the security of cash in their pocket. So they are ôpanic-

savingõ rather than panic-buying.  e.g. Instead of filling up the tank at the 

petrol station, they are only putting in just enough to get them through 

the next few days.

file:///C:/Documents and Settings/S-J Hetherington/My Documents/Admin/Beat the Crunch!/?picture=336207435
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Weõve been 

buying too 

many clothes

I now ask 

myself do I  

really need it?

We got 

complacent

Weõve 

stopped 

those 

Primark runs

Iõve got 3 

credit cards, 

which is far 

too many 

Even if you havenõt actually been affected by the 

crunch you want to change some of your buying 

behaviour because it feels its the right time to 

reconsider whether you need everything you buy.
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I want to 

learn to 

cook
I switch off my 

laptop and 

phone charger

I have changed the 

cupboard where I 

keep the Mars Bars 

so the kids wonõt  

find them.

I canõt deny a lolly 

to my child so we 

wonõt go to the 

park

It feels like we are 

stocking up  like 

we did with tins 

and things for  Y2K

People feel safely in control of their spending inside

their homes rather than outside, where theyõre 

surrounded by temptations.

When there is so much going on that is out of peopleõs control, not just 

ôout thereõ but also in their own worlds like mortgage worries and the 

threat of unemployment, they want take back control in whatever way 

they can e.g. minimising energy waste around the home, learning to cook, 

hiding some of the home luxuries like Mars bars from the kids
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In a world where the traditionally trusted institutions 

like high street banks are discredited and crumbling, 

people are feeling vulnerable and want new focus to 

put their trust.
As traditional financial institutions have fallen or been shaken to the 

roots, consumer trust has undergone a similar crisis. Once you knew who 

you could trust, now it seems that you have to find new cornerstones to 

believe in. It is almost as if there is a palpable current of trust running 

through the air, which has yet to settle in new locations.

What does 

safe mean?

Iõm now 

spreading my 

money across 

the banks

I ask my 

friends who 

they bank 

with

?picture=336207432
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To discover more behind the insights:

Contact: Hans Lingeman

hansl@happeningworld.com

www.happeningworld.com

+31641413653
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Ed van Eunen:

òPrijspromoties wat 

moeten we ermee?ó



Prijspromotieséé.

ÁKosten veel geld

ÁZijn niet onderscheidend

ÁBerokkenen schade aan het merk

ÁKun je creatief niet veel mee doen

ÁMaaré..

Á40 % van de landelijke promoties  en 80 -90 % van de 

tailor -made promoties zijn prijspromoties

ÁWe moeten er dus mee leven en er het beste van maken



Wat zegt de wetenschap?

ÁPrijspromoties werken op de korte termijn

ÁPrijselasticiteit neemt toe, is nu voor fmcg gemiddeld -

2,65 (ofwel: 1 % prijsverlaging geeft 2,65 % extra omzet)

ÁAfnemende meeropbrengst bij kortingen > 25 %, maar 

dat effect loopt de laatste tijd terug

ÁGroei van cross -effecten van prijspromoties op andere 

productsoorten

ÁCategorie -expansie als gevolg van prijspromoties neemt 

toe

ÁOp lange termijn geen verbetering marktpositie van 

individuele merken door hun prijspromoties



Decompositie: 

waar komt de extra omzet vandaan ?

ÁMerk A pakt af van merk B

ÁWinkel A pakt via een fabrikantenmerk af van winkel B

ÁMeer aankoop, meer consumptie

ÁMeer aankoop maar voorraadvorming: post -

promotionele dip

ÁUitstel van aankoop tot prijspromotie: pre -promotionele 

dip

ÁAankopen koopjesjagers

ÁCategorie -expansie

ÁCross-effecten op andere productgroepen



Waarom doen we eigenlijk zoveel prijspromoties?

ÁPrijsacties = verantwoordelijkheid verkoop, overige 

acties = verantwoordelijkheid marketing

ÁInkopers zweren bij prijsacties, willen de goedkoopste 

zijn

ÁFunctie ômerkõ verandert: was vaste kwaliteit, vaste 

vorm, vaste prijs, vaste distributie en vaste 

communicatie 

ÁNu is een merk veel flexibeler: merken zijn concepten

ÁAccountplan soms belangrijker dan marketingplan

ÁKorte termijn zekerheden (morgen extra omzet)

ÁEenvoud en korte voorbereidingstijd, dus routine

ÁWeinig tegenspel (bv. van bureaus)



Dilemmaõs prijspromoties

ÁHoge kosten bij prijspromoties

ÁStel, je maakt 25% marge en je geeft 20% korting: marge 

daalt tot 5%. Wil je dezelfde winst maken dan moet 

verkoop met 500 % stijgen

ÁProbleem: bij prijspromoties geef je iedere koper (veel) 

geld, ook als ze zonder prijspromotie ook wel zouden 

kopen

ÁTweede probleem: ôresidu-waardeõ van prijspromoties is 

minimaal, actie voorbij en er blijft niets over/niets 

hangen

ÁTijd om eens anders aan te kijken tegen prijspromoties







Verplaats je in de consument

ÁWie kent precies alle prijzen?

ÁWat bepaalt meerverkoop: korting of aandacht in de 

winkel?

ÁVeel mensen zijn bereid te betalen voor kans op hoge 

waarde

ÁZoveel mensen, zoveel wensen

ÁRegelmatig wil de consument meer voor minder betalen 

(ôperverse pricingõ)

ÁHet is soms leuker iets in handen te hebben dan iets op 

je bankrekening

ÁConsument gedraagt zich zelden als ôhomo economicusõ



De klant aan de knoppen (1)

ÁVeilen, waarom niet?

ÁInternet geeft enorme mogelijkheden

ÁBuit het wel communicatief uit

ÁEr zijn risicoõs (te lage opbrengst, etc.)




