TGI
Target groups

Target - Buying responsible

55,8 % Gender Q

14,7 % Shops in Lidl on a weekly basis &%
52,9 % West of the Great Belt @
31,4 % Capital Region of Denmark 9

22,1% Has children <12 @

15,7 % of the population has quality O
as the most important factor when =
grocery shopping

Age distribution
24,5%

0,
21 6% 27,9%  761%

12-24 years 25-39 years 40-59 years 60 years old
old old old or more
(Common) (Common) (Common) (Common)

Target - Lidl costumer

53,1 % Gender

36,7 % Older HH w/o children
51,4 % West of the Great Belt
29,4 % capital Region of Denmark
20,6% Has children <12

14,7 % of the Lidl costumers has

quality as the most important factor
when grocery shopping

0 @@ BQ

Age distribution

32,1% 33,1%

22,7%

12-24 years 25-39 years 40-59 years 60 years old
old old old or more
(Common)  (Common) (Common) (Common)

Target - Young family

52,0 % Gender

13,2 % Shops in Lidl on a weekly basis
50,3 % East of the Great Belt

37,3 % capital Region of Denmark
39,8% Has children <12

16,7 % of young families has quality

as the most important factor when
grocery shopping

Age distribution

26,0%

12-24 years old (Common) 25-39 years old (Common)




TGI

Driver analys

Impact of brand values on brand strength in Impact of brand values on brand strength (in total market) in relation to the attributions of brand values to Lidl
percent @ attibution
Total market across all brand values

Price
Simplicity

Shopping experience

Originality

Home

Trust

Friendliness

Dynamic

Impact auf Markenstarke / on brand strength

Freshness
Responsibility

Quality

30
Range
Share of respondents attributing the respective value to Lidl
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