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The Agenda 

– External pressures 

– The Squeeze 

– The Effect 

– Home Delivery 

– Seeking Differentiation 

– A role for Ethical Claims 

– Beef Insights 
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Grocery Market Growth v. Inflation 
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The Agenda 

> 
– External pressures 

– The Squeeze 

– The Effect 

– Home Delivery 

– Seeking Differentiation 

– A role for Ethical Claims 

– Beef Insights 
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Spend per Visit (Basket Size) Trends 
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Trading Indices - Aldi 

Frozen Poultry+Game  238

Frozen Fish  150

Packet Breakfast  128

Fruit+Veg+Salads  127

Fresh Poultry+Game  124

Biscuits  121

Fresh Meat  117

Canned Goods  111

Sweet Home Cooking  109

Ambient Bakery Products  107

Take Home Savouries  107

Frozen Confectionery  105

52 w/e Dec 07 2014 



Trading Indices - Lidl 

Fruit+Veg+Salads  143

Fresh Poultry+Game  137

Fresh Meat  133

Sweet Home Cooking  130

Frozen Fish  125

Frozen Confectionery  124

Frozen Poultry+Game  124

Canned Goods  116

Pickle+Tbl Sce+Condiment  114

Frozen Meat  113

Packet Breakfast  111

Fresh Fish  106

52 w/e Dec 07 2014 
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Where Lidl shoppers prefer to shop

<  In other grocers In Lidl  >

52 w/e Nov 09 2014



Where Aldi shoppers prefer to shop

<  In other grocers In Aldi  >

52 w/e Nov 09 2014
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Long-Term Share of Till Roll Grocers

  Waitrose

http://www.waitrose.com/index.asp


Waitrose Share Index 

Till Roll Share indexed on All Shoppers – 52 w/e May 25 2014 

I am prepared to pay more for organic food 222

I actively seek out fair trade products 197

I try to buy environmentally friendly products 158

I try to buy local product whenever I can 136

Price is the most important Factor 63
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 Value 

 

Values 



Sainsbury’s Share Index 

Till Roll Share indexed on All Shoppers – 52 w/e May 25 2014 

I actively seek out fair trade products 132

I am prepared to pay more for organic food 119

I regard myself as a connoisseur of food and wine 114

I try to buy environmentally friendly products 110

I consider that price is the most important factor 86





http://upload.wikimedia.org/wikipedia/en/1/1b/Morrisons_Logo.svg






Fresh Fish  130

Fresh Meat  118

Chilled Bakery Products  113

Canned Goods  111

Chilled Convenience  107

Fresh Poultry+Game  105

Hot Beverages  105

Alcohol  103

Biscuits  103

Savoury Home Cooking  103

Trading Indices - Morrisons 

Market Sectors indexed on Total Groceries 

52 w/e Dec 07 2014 
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Fresh & Chilled Trading Indices

Sainsbury's Morrisons

Sainsbury’s 
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Frosty morning? Don’t worry, we’ve found a use for that Morrisons card… 
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Household Income Signatures
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  Waitrose The Co-operative Aldi + Lidl
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“FOR TONIGHT” – SHOPPER MISSIONS % WITHIN OUTLET 

2011 2012 2013 

Marks & Spencer 40 40 41 

Sainsbury's Local 21 21 21 

Budgens 17 18 19 

The Co-operative 19 19 19 

Tesco Express 21 20 19 

Tesco Metro 18 18 17 

Independents 14 15 16 



The Agenda 

> 

– External pressures 

– The Squeeze 

– The Effect 

– Home Delivery 

– Seeking Differentiation 

– A role for Ethical Claims 

– Beef Insights 
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Lifestage Signatures
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Chilled / Fresh 



Frozen 



Chilled / Fresh 
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In-store theatre 
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What happens when low prices rule the supply chain 
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Measure
52 w/e 08 

Dec 13

52 w/e 07 

Dec 14

Change

(Actual)

Change

(%)
Spend (£000) 2,034,038 2,107,009 +72,971 +3.6%

Volume (000 kg) 270,997 267,939 -3,058 -1.1%

Penetration (%) 85.02 84.91 -0.11 -0.1%

Frequency 15.87 15.83 -0.04 -0.2%

Spend per Buyer (£) 90.90 93.37 +2.47 +2.7%

Volume per Buyer (kg) 12.11 11.87 -0.24 -2.0%

Spend per Trip (£) 5.73 5.90 +0.17 +3.0%

Volume per Trip (kg) 0.76 0.75 -0.01 -1.7%
Price per kg (£) 7.51 7.86 +0.36 +4.8%

* Penetration contribution 

includes population growth of 1%

Value up 3.6% worth £73m

-50,000 0 50,000 100,000 150,000

Spend (£000)

+£73m

£2107m (+3.6%)

Price per kg (£)

+£96.2m

£7.86 (+4.8%)

Penetration (%)

+£17.1m

84.9% (-0.1%)

Volume (000 kg)

-£23.2m

267.9m (-1.1%)

Volume per Buyer (kg)

-£40.3m

11.9 kg (-2%)

Frequency

-£4,719k

15.8 trips (-0.2%)

Volume per Trip (kg)

-£35.6m

0.8 kg (-1.7%)

Total Fresh Beef Measure Tree 
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Beef - 

Trading Indices
52 w/e 12 

Dec 10

52 w/e 11 

Dec 11

52 w/e 09 

Dec 12

52 w/e 08 

Dec 13

52 w/e 07 

Dec 14

Total Grocers  100 100 100 100 100

Tesco  99 99 97 94 90

Asda  94 92 86 88 92

Sainsbury's  122 119 120 119 117

Morrisons  138 136 139 141 142

Waitrose  122 115 124 120 121

The Co-operative  80 85 75 72 66

Iceland  58 56 72 72 73

Farm Foods  4 2 2 15 23

Aldi  45 72 94 104 117

Lidl  78 99 97 110 120

M & S  51 57 59 61 54

Independents  13 11 18 19 27



Beef - 

Outlet Shares £%
52 w/e 12 

Dec 10

52 w/e 11 

Dec 11

52 w/e 09 

Dec 12

52 w/e 08 

Dec 13

52 w/e 07 

Dec 14

Total Grocers  100 100 100 100 100

Tesco  30.9 30.7 29.8 28.2 25.9

Asda  16.1 15.7 15.1 15.1 15.8

Sainsbury's  20.1 19.6 20.0 19.9 19.4

Morrisons  16.7 16.6 16.5 16.3 15.7

Waitrose  5.1 5.0 5.6 5.8 6.1

The Co-operative  6.0 5.9 4.9 4.6 4.1

Iceland  1.1 1.1 1.5 1.5 1.5

Farmfoods  0.0 0.0 0.0 0.1 0.2

Aldi  0.9 1.7 2.7 3.8 5.5

Lidl  1.8 2.5 2.6 3.3 4.2

M & S  2.9 3.2 3.4 3.5 3.1

Independents  0.3 0.2 0.4 0.4 0.5

Costco 0.7 0.6 0.9 0.8 1.0



GROWTH: 
Aldi +30% 

Lidl +20% 

Waitrose +6% 

Tesco Finest -12% 

Sainsbury’s TTD +5% 

Branded Organic +8% 

Internet +15% 



 

edward.garner@kantarworldpanel.com 

twitter edgarner 


