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Is your retail 
business ready 
for inflationary 

impact?



Inflation is on the rise. 
Supply chains are facing 
prolonged disruption, and food 
insecurity is making headlines across 
the planet.

In our post-pandemic, war-torn world, even the 
most robust economies can’t escape the 
economic impact; with the USA, Germany, and 
the UK all recording inflation of more than 9% 
year-on-year.

For retailers, there is no room for half-measures. But it’s not all bad 
news. With the right strategies in place, your business could thrive in the 
new retail environment, enticing fresh customers while reducing churn.

Get ready for 
the crunch.

Are you ready to take 
charge in a world of 
retail commotion? Are 
you ready for the 
crunch?

12%
Increase in food prices across 
the globe this year (UN, 2022).
The surge is largely being 
driven by the ramifications of 
the pandemic, as well as the 
ongoing conflict in Ukraine. 
Wheat and oil in particular have
been hard hit, with prices rising 
50% YoY (ILOStat, 2022).



Inflation hits a 40-year high in the UK, with prices 
rising at near-record rates (ONS, 2022). More than 120 of 
the most popular groceries increase by 40%+ (The Mail 
on Sunday, 2022).

12% food price rises in Kenya YoY, with the cost of 
necessities skyrocketing, prompting large protests 
throughout Nairobi in July (Forbes, 2022).

Food prices are at 30-year high in South Korea, with 
feed and logistics prices increasing due to the Ukrainian 
conflict (Allkpop, 2022).

Profit warnings in the USA, from retailers including 
Walmart, Amazon and Target, as inflation surges to its 
highest rate since 1981 (Bloomberg, 2022).

14.8% food price rises in Germany year-on-year. Hit 
hard by the conflict in Ukraine due to reliance on Russian 
energy, retail sales plummet at their largest rate on record 
(FT, 2022).

64% inflation in Argentina this year, with 90% expected 
by the end of the year, and prices in stores changing on a 
weekly basis (Al Jazeera, 2022).



Shopping habits are 
changing, with 80% of
people making alterations to
their regular shop due to inflation
(Ipsos, 2022). 

Not only are consumers buying fewer products, 
they are also trading down to lower-priced items.

A new breed 
of no-brand 

consumer.

1/3
of American shoppers 
have said they are 
adopting a brand-
disloyalty strategy to 
help combat rising 
prices, (Ipsos, 
2022).

Over

Intangible brand values and emotional connections are no 
longer enough. Shoppers are saying that they cannot stay loyal 

to a retailer without having a 
material incentive to do so, 

with more than a quarter of 
UK and US adults now 

feeling no loyalty to any 
brand (Kin+Carta, 2022).

As customers are tightening 
their purse strings, 
shoppers are increasingly 
on the lookout for cheaper 
groceries, with 61% 
claiming to now be looking 
at cheaper alternatives to 
their traditional shop 
(WARC, 2022).



Loyalty 
programs 

reimagined 
and redefined.



Tough times should
not call for desperate
measures. When competition
mounts and retailer concerns
creep in, intense competition is
often the outcome. And that can mean
price warfare.

Nobody 
survives in a 

race to the 
bottom.

74%
Of shoppers state that working towards a set 
goal and reward is a key driver in making them 
loyal to a retailer (McKinsey, 2022).

ASDA is a great example of a retailer that targets customers with value-
orientated initiatives. Its Rewards program, which has recently launched 
nationwide, offers customers the chance to accumulate pounds, not 
points.

ASDA has aggressively promoted the scheme, whose members now 
number more than one million. There are over 400 “star products” and 
“missions” within the scheme, that when purchased/completed allow 
customers to build a cashpot, that can then be redeemed at a time of 
the customer’s choosing (ASDA, 2022).

ASDA isn’t alone in offering monetary rewards to customers through its 
loyalty program, Sainsbury’s, Auchan, and Albert Heijn have also 
recently added member-only prices to their offerings. In France, 
Intermarché is targeting specific demographics that are likely to be 
most vulnerable to an increased cost of living with:

5%
Off each shop for 
low-income 
households¹

10%
Off a range of 

baby products for 
new parents¹

10%
Off three private label brands 
for large families¹   ¹IGD, 2022

But loyalty discounts alone just aren’t enough.



Loyalty cards
generate data. Lots of it. 
And that allows retailers 
to understand their customer 
base and form strong, deep-
rooted relationships, but only when 
the data is used correctly.

Big data is only 
the beginning.

76%
Of shoppers say they would keep doing 
business with a brand they have formed a 
connection with (Forrester 2022).

At a time when customers are fickle and inconsistent, with more options 
than ever before, it’s vital to go above and beyond in showing 
appreciation to your audiences. And that means targeting them with 
higher accuracy, using their behaviours not only to deliver the right 
offering, but to do it at the right time and using the language that will 
resonate with their particular persona.

It’s no longer about establishing a connection. It’s about demonstrating 
that you know them like a friend.

Checks out using 
loyalty card

Relevant ad resonates 
with customer

Customer returns to 
purchase promoted item

Loyalty data used to serve specific 
or personalised messaging based 

on past purchases

Customer chooses 
products

Make sure your marketing automation platform is geared 
up to deliver the customer granularity that you need.



Customer demand for 
engaging loyalty programs 
is going through the roof: 

As a result, retailers are increasingly creating innovative alternatives to 
discounts, while maintaining an attractive proposition for customers. It’s 
a win-win situation.

Loyalty, 
but turned 
up a notch.

96%
Of millennials believe
companies should develop new ways to 
reward loyal customers, while a further…

75%
Would even switch to a competitor to 
take advantage of better loyalty 
rewards (NCR 2022).

One of the most successful formats of loyalty programs is tiering, 
recording an 80% higher return on investment than regular 
programs (Antavo, 2022).

This format, adopted by the 
likes of Nordstrom and 
Sephora, gives members 
positive motivation to 
continue purchasing, with 
more spending unlocking 
higher tiers of 
memberships, and in turn 
better benefits.



Retailers are increasingly 
incorporating fun and games 
into loyalty programs to create 
customer engagement.

Across the planet, people are adding gaming
elements to their fitness trackers and sharing them on social media for 
validation. Hotel chains like Accor Hotels are encouraging their guests 
to register check-ins on social media to earn virtual badges and redeem 
them for discounts. Even learning a new language is a game, with 
Duolingo launching a game-based app with points, badges, and 
learning streaks.

Whether you’re aware of it or not, gamification is integrated into most 
things these days, and retail gamification could be an effective option 
for your business.

Retailers are already gamifying the shopping experience by setting 
shopper missions, such as purchasing a particular product or spending 
a certain amount in a category. It’s all geared up to encourage larger 
basket spending.

All the world’s 
a game.

Although shopping 
gamification is a viable 
opportunity, tread 
carefully. There’s a fine 
line between making 
shopping fun, and 
encouraging your 
audience to 
overstretch their 
budgets.

has previously brought 
some of its largest events to life 
through integrating online games, 
such as spin & win wheels, to 
surprise and delight customers.

is sending customers 
digital scratch-cards with every 
purchase, with the chance to win a 
discount on their shop.



Holiday 
shopping 
under the 

microscope.



As energy bills continue 
to rise, tens of millions 
of people across Europe and
beyond will struggle to heat their 
homes this winter (BBC, 2022).

91% of consumers are concerned about the impact 
that rising household bills are having on their finances 
(Barclaycard, 2022) and a quarter say they currently ‘just 
about manage’ (Retail Week, 2022).

As customers become less optimistic about their ability to 
live within their means, retailers face an interesting Q4. 
With 51% of shoppers planning to purchase fewer 
Holiday gifts this year, there is no option but to adapt 
(Salesforce, 2022).

The most likely area customers will scale back on is 
gifting. There will be more family Secret Santa, with each 
person receiving just one gift, as well as a greater number 
of people who choose not to exchange gifts at all (Forbes, 
2022).

However, Holiday predictions suggest there will still be a 
strong demand for community, experience, and spending 
time together. As a result, food and entertainment will 
remain a priority.

Ho, Ho, Ho...or 
Low, Low, Low.



This year, retailers 
will need to work harder 
and smarter than ever to                                                                         
ensure they stay profitable.                                                 And 
Despite the impending doom and                                               
gloom, when you understand consumer                                             
intentions, you can redress your tactics to maximise your gains.

42% of customers will start buying gifts earlier to avoid price 
rises (Salesforce, 2022). Retailers such as Amazon and 
Walmart are primed to capture this audience with exclusive 
shopping festivals, Prime Day and W+ Weekend, scheduled 
before the traditional Holiday season begins. 
Action: Launch early for Holiday.

Coddle your customers, capture from competitors. More than 
half of all shoppers internationally will switch brands this 
holiday due to pricing concerns, resulting in 2.5 billion 
shoppers swapping their historically chosen brand for a 
lower-priced competitor (Salesforce, 2022).
Action: Ringfence your customers with initiatives like value-
add loyalty cards and targeted messaging. Create 
promotional offers to capture market share from 
competitors.

Buy Online, Pickup In Store became popular during 
lockdown and is here to stay. Research by Shopify shows that 
59% of consumers are interested in BOPIS shopping 
options, with 35% stating the avoidance of shopping costs 
as the main advantage. 
With the money saved from delivery costs, 67% of BOPIS 
users will add additional items to their carts when they know 
they can pick them up immediately (Shopify, 2022).
Action: Deploy and promote BOPIS initiatives 
wherever possible.

Ways to win this 
Holiday season.



Keep them loyal
42% of Brits currently use retailer loyalty schemes to keep 
costs down, with a further 30% planning to use them in the 
near future (Swappi 2022). As the cost of living crisis 
continues to worsen across the globe, retailer loyalty 
schemes will become increasingly integral for not only 
customer retention, but also acquisition.
Action: Revisit your loyalty scheme and ensure it is robust, 
effective and provides granular data that you can act upon. 
Engineer it for discounts, gamify it, and make sure everything 
is tied into long-term benefits for your business.

Shout it out
Due to both the heightened demand and need to save 
money, retail media will be more important than ever in the 
customer purchase decision process, as grocers increasingly 
promote value and money-saving initiatives, such as price 
match schemes both online and in-store.
Action: Ensure you have share of voice in the media channels 
that connect you to your audiences.

Necessity rather than luxury
The loyalty market is becoming increasingly competitive, not 
only with retailers introducing schemes, but existing program 
incentives becoming more value driven. Exclusive prices, 
shopping events and demographically targeted discounts 
are all now part of the equation.
Action: It is crucial that your offering must be enticing and 
tailored to every segment of your customer base, becoming 
a necessity rather than a luxury in their weekly shop.

Continued...



Importance of Retail Media
Due to both the heightened demand 
and need to save money, retail media 
will be more fundamental than ever in 
the customer purchase decision 
process, as grocers increasingly 
promote value and money saving 
initiatives such as price match schemes 
both online and in-store. 

Conclusion.

42%
Loyalty = Retention and Acquisition

Of Brits currently use retailer loyalty 
schemes to keep costs down, with a 
further 30% planning to use them in 

the near future (Swappi 2022). As the cost of living 
crisis continues to worsen across the globe, retailer 
loyalty schemes will become increasingly integral for 
not only customer retention, but also acquisition.

Necessity rather than Luxury
As the loyalty market becomes increasingly 
competitive, not only with retailers introducing 
schemes, but existing programs’ incentives 
becoming increasingly value-driven with exclusive 
prices, shopping events and demographically 
targeted discounts, it’s crucial that the offering must 
be enticing for a customer, becoming a necessity 
rather than a luxury in their weekly shop. 
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We can help you navigate the often-complex world 
of retail media. If you would like to discuss your 
challenges, we’d love to hear from you.

@axel.tulip@gigretail.co.uk

lewis.rushton@gigretail.co.uk


