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Agenda 

9.30am - Welcome, Michelle Butler, Manager Bord Bia London Office. 

9.45am - UK retail market overview 2014, Ed Garner, Kantar Worldpanel. 

10.15am - UK Consumer insights & current trends, Grace Binchy, Bord Bia. 

10.45am - Managing Currency Opportunities & Risks - AIB 

11.00am - Refreshments 

11.15am - How to distribute to the UK , Dean Attwell, Managing Director Oakland-International, 

11.45am - Sainsbury's & how to supply successfully - Michael Hodgson, Head of Central Buying, Sainsbury’s 

Supermarkets Ltd. 

12.15pm - How to position your business to take advantage of export opportunities – Joe Manning, Senior Buyer, Tesco 

Ireland 

12.45pm - Supplying the UK retail market - An Irish suppliers’ perspective - Clonakilty Black Pudding Co. 

13.15pm - Questions & Answers 

13.30pm - Light lunch & networking opportunity. 

 



UK Retail & Consumer Outlook 

Edward Garner - Communications Director  

http://thepeoplescriticnytx.files.wordpress.com/2011/11/nutcracker-charles-louis-yoshiyama.jpg


UK Retail & Consumer Outlook 

Edward Garner - Communications Director  

Aldi Lidl 

Waitrose M&S 

Everyone else 

http://www.corbisimages.com/stock-photo/royalty-free/42-16065975/nutcracker


The Agenda 

– External pressures 

– The Squeeze 

– The Effect 

– Home Delivery 

– Seeking Differentiation 

– A role for Ethical Claims 

– Bargain Stores 
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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 

– Bargain Stores 
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Discounters Threat… 
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Trading Indices - Aldi 

Frozen Poultry+Game  229

Frozen Fish  152

Fruit+Veg+Salads  129

Packet Breakfast  128

Fresh Poultry+Game  125

Biscuits  120

Fresh Meat  117

Canned Goods  111

Sweet Home Cooking  109

Ambient Bakery Products  107

Frozen Confectionery  106

Take Home Savouries  106

52 w/e Jan 04 2015 



Trading Indices - Lidl 

Fruit+Veg+Salads  144

Fresh Poultry+Game  137

Fresh Meat  134

Frozen Poultry+Game  133

Sweet Home Cooking  130

Frozen Fish  123

Frozen Confectionery  122

Pickle+Tbl Sce+Condiment  115

Canned Goods  115

Frozen Meat  112

Packet Breakfast  111

Fresh Fish  108

52 w/e Jan 04 2015 
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Where Lidl shoppers prefer to shop

<  In other grocers In Lidl  >

52 w/e Jan 04 2015



Where Aldi shoppers prefer to shop

<  In other grocers In Aldi  >

52 w/e Jan 04 2015
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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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The Agenda 

> 

– External pressures 

– The Squeeze 

– The Effect 

– Home Delivery 

– Seeking Differentiation 

– A role for Ethical Claims 

– Bargain Stores 
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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  106

Hot Beverages  105

Alcohol  104

Savoury Home Cooking  103

Ambient Bakery Products  103

Trading Indices - Morrisons 

Market Sectors indexed on Total Groceries 

52 w/e Jan 04 2015 
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Frosty morning? Don’t worry, we’ve found a use for that Morrisons card… 
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GROWTH: 
Aldi +30% 

Lidl +19% 

Waitrose +6% 

Tesco Finest -10% 

Sainsbury’s TTD +6% 

Branded Organic +8% 

Bargain Stores +12% 

Internet +15% 



Market Turmoil : 
Tesco 

 CEO sacked 

 43 supermarket closures - 49 developments abandoned 

 Head Office (Cheshunt) Closure 

 SFO Investigation  

 Up to 30% range reduction 

Asda 

 1,360 management redundancies  

 Restructuring of senior team with 5 VPs leaving 

 2,500 new price cuts 

Sainsbury’s  

 500 Head Office redundancies 

 1,000 new price cuts 

Morris 

 CEO sacked 

 10 supermarket closures  

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