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Value Discipline Reshapes Convenience Shopping in Q1 2026, Lumina Intelligence Reveals
UK convenience shopping evolved into a more deliberate and value-led experience in the first quarter of 2026, according to new findings from Lumina Intelligence’s Convenience Tracking Programme (CTP).
Covering the 13 weeks to 29 March 2026, the latest report shows that while convenience penetration and trip frequency remain resilient, shoppers are tightening budgets, leading to softer average spend, declining impulse behaviour and reduced promotional uptake.
Post-festive reset drives more considered shopping
Following the Christmas period, shoppers approached convenience with greater discipline, prioritising control over discretionary spending. Average spend dipped towards the end of the quarter, particularly among older and more value-conscious shoppers, despite visits remaining frequent.
Shoppers increasingly blended immediate consumption with planned in-home needs, reinforcing the importance of convenience stores across both food-to-go and household missions. Seasonal events, such as Mother’s Day, provided moments of uplift, supporting treat and gifting spend when aligned with clear value messaging.
Food-to-go remains central to convenience relevance
Food-to-go continues to dominate convenience missions, as shoppers seek lower-cost alternatives to eating out. Urban, younger shoppers showed resilience, remaining less price-sensitive and sustaining demand for on-the-go meals and drinks.
Health-focused ranges also gained traction, particularly in January. Retailers responded by launching more nutrient-dense, portion-controlled options and ranges positioned for “smaller appetites,” aligning convenience with evolving shopper attitudes toward wellness rather than restriction.
Impulse, promotions and PMPs decline year-on-year
The report highlights a clear shift from spontaneity to selectivity. Impulse purchasing, promotional participation and price-marked pack (PMP) usage all declined year-on-year, with the sharpest drops seen in forecourts.
Rather than deep promotions, retailers focused on everyday value, price reassurance and event-led merchandising, aiming to encourage considered trade-ups rather than unplanned add-on purchases. Declines in bread promotions, following strong Q4 activity, were a key factor in the overall reduction in promotional buying.

ENDS

Methodology
The Lumina Intelligence Convenience Tracking Programme covers 50,000 online surveys a year across a nationally representative sample of shoppers in convenience. It covers the total convenience market including symbols, independents and managed convenience helping category, insight and sales teams have a consistent, in-depth understanding of the shopper. 

Who We Are:
Lumina Intelligence helps food and drink brands understand their consumers and markets - so they can grow faster, plan smarter, and make better commercial decisions.
We specialise in insight for grocery retail and hospitality, combining trusted data with expert analysis to support your commercial, category, and insight teams.
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