
Emerging Stronger

“Achieving success in a challenging 
retail environment”



• Understanding the Consumer

• Bringing Value to the Fore

• Being Different and Better



Understanding the Consumer: 
THE CONSUMER JOURNEY 2009 - 2010
Quarter 1 09’:

Uncertain, 

Confused, Needs 

reassurance

Quarter 2 09’:

Value Hunters, 

Panic, Stress, 

Guilt, Anger

Quarter 3 09’:

Higher Expectations,
More Demanding

Quarter 4 09’:

The Confident Super 

Consumer Emerges

!#

?

Quarter 1 10

Trained & resilient 

Expecting more  

Quarter 2 10

Happy with value in 
grocery Enjoying 

choice

Quarter 3 10 Still 

Happy with value in 

grocery for now Very 

Cynical

Quarter 4 10?? 

Likely to be happy 
with value deals & in 
a slightly better place 
than 09 but not 
spending more

http://www.clker.com/clipart-4280.html


Bringing Value to the fore…



Different & Better…. Range

Must Stock – by retail brand or
format, derived from the average range

Average range designed to fit the most 
common sized planogram for that category

Master range = Average range + defined %
to allow for larger stores and additional retailer choice



Different & Better…. Promotions

WOW:
Footfall driving

NEW: Gold promotions
Supplier aligned

Silver: Handbill / Key brands

Bronze: On shelf 
Secondary and tertiary brands

Defined no. of promotions per cycle

Defined criteria on range and strength of offer

Commitment on support levels

- TV/Press/Handbills/Gondola Ends 

Commitment on store execution  



Different & Better….



Different & Better…



THANK YOU


