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Agenda

v 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 - AlB

11.00am - Refreshments

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

K 8 KN N K

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

K

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.

K

13.15pm - Questions & Answers

v
Growing the success of Irish food & horticulture Bord Bira
Irish Food Board
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UK Retail & Consumer Outlook
Edward Garner - Communications Director



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

KANTAR WC'RULDPRHNEL  High definition inspiration

k)

Aldi Lidl

Everyone else

Waitrose M&S

UK Retail & Consumer Outlook
Edward Garner - Communications Director


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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Global Food Price Indices
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Food and Drink as a Proportion of UK Household Expenditure %o
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Food and Drink as a Proportion of UK Household Expenditure %o
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Grocery Market Growth v. Inflation

Squeezed Household Budgets + Falling Inflation

Recovery?

Recession
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Big 4

Changes

Value Own-Label Year-on-Year £%

Sainsbury's

e Tesco

Asda

Morrisons
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The Agenda

>—The Squeeze
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Annual Till Roll Totals Expenditure Trends

Aldi
Lidl
Waitrose 6
Total Grocers 1
Iceland 1
Asda 0)
Sainsbury's -1
The Co-operative -1
Independents -2
Tesco -3

Morrisons -3

52 w/e Jan 04 2015 y/y % Change
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Discounters
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Long-Term Share of Till Roll Grocers
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Specialbuys Product Range Recipes Customer Service About Aldi

2015

e

#aldichallenge

Swap your old January to an Aldi January.

There's January. Dull, watching every penny afier Christmas. not having fun

M January! Doing mor NOre g more, (and having a bit more 10 enjoy it with)
““um having January in co th N

t f W
201 5 \ Take the chalenge by chicking here now of using
|

Swap your old January to an Aldi January.



Prima Baby Reader
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v i
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2013
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Supermanset 2011
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2013
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League 2012113
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The Spirms Buw
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Our cosy loungewear s perfect for relaxing in

over the festive season or giving as gifts
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Aldi - Net New/Lost & Repeat Buyers - Contribution to Change
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Lidl - Net New/Lost & Repeat Buyers - Contribution to Change
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Spend per Visit (Basket Size) Trends
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Trading Indices - Aldi

Frozen Poultry+Game
Frozen Fish

® Fruit+Veg+Salads
Packet Breakfast
Fresh Poultry+Game
Biscuits
Fresh Meat
Canned Goods
Sweet Home Cooking
Ambient Bakery Products
Frozen Confectionery
Take Home Savouries

KANTAR WC'RLDPRHNEL  High definition inspiration
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Trading Indices - Lidl

® Fruit+Veg+Salads

® Fresh Poultry+Game

® Fresh Meat
Frozen Poultry+Game
Sweet Home Cooking
Frozen Fish
Frozen Confectionery
Pickle+Tbl Sce+Condiment
Canned Goods
Frozen Meat
Packet Breakfast
Fresh Fish
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Year-on-Year Expenditure Trends - % change
Aldi

@ Fresh+cChilled 35.7

Toiletries 31.5

TOTAL GROCERIES 28.0
Household

Frozen

Ambient Groceries

52 w/e 04 Jan 15

Alcohol 19.2

4
KANTAR High definition inspiration Bord Bia



Year-on-Year Expenditure Trends - & change
Lidl

@ Fresh+Chilled 28.2

TOTAL GROCERIES 19.3

Alcohol 14.8

Frozen 14.4

Ambient Groceries

Toiletries

52 w/e 04 Jan 15
Household

KANTAR High definition inspiration BOrd Bé



The Importance of Promotions by Retailer

% Outlet Turnover by Promotional Type

o
0, 1© o o o O 0 1 =0
15 14 - 11 14 0 11 11
14 15 17 3= -1 0 12 4
2u 2w
3 0 9
0 - --
34 35 33
31 31
28 29 28 o4 27 24 26
Tesco Asda Sainsbury's Morrisons Waitrose The Co-
operative
Temporary Price Reductions = MultiBuy Y for £X Extra Free

52 w/e Jan 05 2014 v. 52 w/e Jan 04 2015
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Kingsmill Great Everyday 800gm Price/pack
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We did #BlackFriday last week.
We called it ‘Friday’.

#EverydayLowPrices



Where Lidl shoppers prefer to shop

< Inother grocers
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Where Aldi shoppers prefer to shop

< Inother grocers

o S @ 9 O * 2 S x5 S ) RS
0 38 & o 8 & & ST 3 a*"(& & @é%a% & & $E @ F S
V\‘ QQ‘} O§ \QQO Q\’b\ Q7\Q/ ‘{\'0 Q’Q}\\S\Q\o 40(\\ Q,g( O\Q} &Qf’ /\0§Q/ Q;)Q Q\& (Y (\6\ (’,00 o ,\/Q,Q Q‘\O (’.;00 (&% © Q\o be O’\/Q’Q 6X
52 SRS Y ¢ (O & (22 @ (O &
S T Q‘Q}s\c\b(lo & & @%*zc\\xo@ s é\@ C S S ES
& }
& > o ,\e (\Q b% \\C\ ‘o\% @Q’ ,s;o L}\@ xeo e,é’& Q:z\ n x"}\
O < S @ AR RIS O N o
N Gl o NN NS & RGNS &
& BN <& X R W@ © & 0
00 ARG KS 0 ?SQ
NS ] P \?50

KANTAR WC'RLDPRHNEL  High definition inspiration

In Aldi >

52 w/eJan 04 2015




Waitrose | . 4
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Waitrose

Long-Term Share of Till Roll Grocers
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http://www.waitrose.com/index.asp

Waitrose Share Index

| am prepared to pay more for organic food 222
| actively seek out fair trade products 197
| try to buy environmentally friendly products 158
| try to buy local product whenewver | can 136
Price Is the most important Factor 63

Till Roll Share indexed on All Shoppers — 52 w/e May 25 2014
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Till Roll - Net Switching VVolumes - Waitrose

Tesco

The Co-operative
Sainsbury's
Morrisons

Asda

Iceland
Farmfoods

All Others

Independents

Aldi

Lidl

KANTAR WC'RLDPRHNEL  High definition inspiration
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-17

97
37
36
19
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Switching - £m
52 w/e Jan 05 2014 vs. 52 w/e Jan 04 2015



Till Roll - Net Switching VVolumes - Tesco

Independents
Iceland

The Co-operative
Farmfoods

All Others
Sainsbury's
Morrisons

Asda

Waitrose

Lidl

Aldi

KANTAR WC'RLDPRHNEL  High definition inspiration
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Switching - £m
52 w/e Jan 05 2014 vs. 52 w/e Jan 04 2015



The Agenda

—External pressures
—The Squeeze

>—The Effect
—Home Delivery
— Seeking Differentiation
— A role for Ethical Claims

—Bargain Stores
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Long-Term Share of Till Roll Grocers
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Latest Period Till Roll Totals - Share of Total Grocers

Tesco
Sainsbury's

Asda

Morrisons

The Co-operative

‘ Waitrose

® Aidi
® Lia
Iceland
Independents

Farmfoods

30.5
17.1
17.8
12.5

6.4

+4.0%
+£5.3bn

1.9

0.5

12 w/e 08 Jan 12

KANTAR WC'RLDPRHNEL  High definition inspiration

16.9
16.8
11.3
5.9
51
4.8
3.5
2.2
1.8

12 w/e 04 Jan 15
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Latest Period Till Roll Totals - Share of Total Grocers

Tesco
Sainsbury's
Asda
Morrisons

The Co-operative

Waitrose
Aldi 2.5 4.8
Lidl 2.5 3.5
Iceland 2.1 2.2
Independents 1.9 1.8
Farmfoods 0.5 0.6

12 w/e 08 Jan 12 12 w/e 04 Jan 15
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Change - Rolling 52wk periods

- Annual £%

Till-Roll Trends
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Annual Till Roll Totals Expenditure Changes £m

Aldi 1,204

Lidl 638

Waitrose 304

Asda 80

Iceland 14

52 w/e Jan 04 2015 y/ly £m Change
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Tesco - Net New/Lost & Repeat Buyers - Contribution to Change
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TESC@ EVL@ W A ! < Sign in v Store locatorv  Contactus Help Rate this page

Searchin Groceries l»] for

F&F

Fresh food 'ff"\%' , Tesco
Clothing

{~« &groceries W % direct

Our Price
Promise price
matches the
LWNY food youlove, B/
soyoudon’t mEEETT S
have to shop

around.

&‘j Real Wine by i Discover
Food = the case blinkbox

Fuel Price '
Save @ Promise PRICE
PROMISE




TESCO Zuy witte holps

M N N . e S "
Search  Grocenes

Freshfood ‘ Tesco F&F A Clubcard W Tesco
& groceries direct Clothing € Bank

TESCO groceries 3 e ZIPwacss I

Let us do the hard work for you '\%

,T :3"171 money when you W’S ‘\gds
Lots of brands
Back to school — . o ‘j " are now cheaper

Start shopping

et
My account : at TESCO

Delivery slots from £1

Favourites

Delivery saver from £3 T g PR < B =5

—

T = e
(Tetley) (Tetley) (Tetie
\’-’4// N \-/:/

[ Delivery siots from €1 > [l
[Fovoutes > X

Prices down
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PROMISE




‘ ‘5._ .ﬁliy 13 : =

—

@ iq_: ..r ,_f :

E_.
=
. 3 R

AN

N

s













TESCO Tesco.com | My Orders | M

Groceries Favourites Recipes Special Offers Drinks offers = Delivery Saver

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents

Prices down and staying down

lceberg lettuce each Broccoli335g Whole cucumber each

Only

49p J

l-_ . .
All Salad Vegetables
Offers

R}

Baked beans

4

2

* -~
S b s E
Milk Bread Eggs Butter Meat & S
poultry




Contribution to growth %pts

PROMOTIONAL MECHANICS CONTRIBUTION TO GROWTH

8% -
6% -
4% A

2% A

0%

2%

-4% -

-6% ]

8% -
N I I R N R C I I R I I GG I \0’,\»‘ EANUN N \\,,\\x «,\b‘ o q\u Q:\v NASNAN Q:\Oa
S S
R > S XS N\ bSO S R LS S S T TR S SRS S-S S S L
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Full price Price reduction Multibuy =Y for £X == \larket growth
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http://www.asda.com/

m 1,235,777 people like this. Sign Up to see whal

Please ensure that you've waited 3 hours Please ensure that you've waited 48 hrs after

after your shop to compare your receipt your shopping was delivered to compare prices

4 RECETF Ban tor | 0G TN TO ASDA_com =

; E— L &

!.‘ _‘
p—— W
h\ -

£1 can go a long way.

Groceries delivered @ Book a slot







Grocery Share at Round Pound Prices £1/2/3/4 - £%

Iceland

@ Asda

Farm Foods

Tesco

Sainsbury's
The Co-..

Morrisons

M&S

Independents

Waitrose
Lidl [ 2
Aldi [ 2

12 w/e 04 Jan 2015
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Grocery Share at Round Pound Prices - £96 - Asda
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Store locator & opening imes © Customer service

We have over 80

They are not promotic
they are everyday

soyoucanb
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Aldi share amongst Asda/Aldi Shoppers - £%

36
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Asda Share Change - 12 week share year-on-year change
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Contribution to growth %pts

PROMOTIONAL MECHANICS CONTRIBUTION TO GROWTH

6% A
5% -
4% A
3% -
2% A
1% A

0%

-1% A

-2%

-3%

-4% -
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Full price Price reduction Multibuy Y for £X == Market growth
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http://upload.wikimedia.org/wikipedia/commons/d/d7/Sainsbury's_Logo.svg

( Value-l

Values
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4 weekly sales
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Q

Recipes & Inspiration Meal Planning Occaslons Brand Match Products & Values Shop Online Pricing

Homepage > Brand Match

Sainsbury's Brand Match Get practical help

Sainsbury's Brand Match is another way to help you Live Well For Less than you thought » Terms, conditions and all exclusions
at Sainsbury's.
> FAQs

We match Asda’s deals
and prices on brands

When you buy ten or more different
products, we'll tot up the
comparable brands in your basket. If
you could have paid less at Asda —
even because of the deal — we'll give
you a coupon for the difference off
your next shop.

See how we worked out Brand Match for you

Use this website to check the Brand Match calculations made on your recent shops. See why you got a
coupon

or didn't. If you've shopped in the last 28 days, you can check Brand Match by using your shopping receipt or
you can check by logging in with your Nectar card, to view all your shops from the past 8 weeks.




Value

|_Values-l
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Sainsbury’s Share Index

| actively seek out fair trade products

| am prepared to pay more for organic food

| regard myself as a connoisseur of food and wine
| try to buy environmentally friendly products

| consider that price is the most important factor

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

KANTAR WC'RLDPHNEL  High definition inspiration LinkQ

132
119
114
110

86




Recipes & Inspiration Occasions Brand Match Products & Values Pricing
> Ppage > F ict V > Necta

Nectar is changing at Sainsbury’s More Nectar products

nd online at Sainsbun

ng the way y

The Changes at a glance

From 11 April From 11 April  Nochange

New to
shopping for
your groceries
online?

hectar

& a month-lo




el Ve freshly prepare food -
N{f\RKE‘T. |SnT. in store every day |

2
¥
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http://upload.wikimedia.org/wikipedia/en/1/1b/Morrisons_Logo.svg

Wfop ke A Store Finder
M S o e =0 L)

MORRISONS m Christmes Market Street Recipes & Ranges Clothing Kids & Baby Lifestyle Competitions

fﬁ'eshfood,ﬁumas&'c service Do we deliver to you?

We're here to make your shopping stress-free Enter your posicode beiow

Market Street Butcher

Quick recipe Search




N

@ == oL Dt e

MORRISONS m Christmas Market Street Recipes & Ranges Clothing Kids & Baby Lifestyle Competitions

Fresh food, fantastic service Dowe defivertoyou? NN g

We're here to make your shopping stress-free

Market Street Fishmonger

- SR R
' Sl
Fishmonger i 4 v
! (| FARKET ST. e
‘ |
¢ \ 7

WE'LL PREPARE
ANY FISH

YOU CHOOSE
)USt ﬂ/}g Way
VQ%__[E/EQ it

LIS
AWARDS
Seafood

Retailer of
the Year

Quick recipe Search

n slore N-‘A-- ST.

it MONRISONS et SRS
o




Trading Indices - Morrisons

Fresh Fish

Fresh Meat

Chilled Bakery Products
Canned Goods

Chilled Convenience
Fresh Poultry+Game

Hot Beverages

Alcohol

Savoury Home Cooking
® Ambient Bakery Products
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Fresh & Chilled Trading Indices

115

110

105.9 105.8 105.7
@ ® o
105
e g °
103.6 103.9 103.1
100
95
90
52 w/e 06 Jan 13 52 w/e 05 Jan 14 52 w/e 04 Jan 15
®>Sainsbury’'s ® Morrisons
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115

110

105

100

95

90

Fresh & Chilled Trading Indices

52 w/e 06 Jan 13 52 w/e 05 Jan 14

®=Sainsbury's ® Morrisons e _idl e Aldi
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Morrisons - Net New/Lost & Repeat Buyers - Contribution to Change
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We now price match Aldi and Lidl...

...as well as Tesco, Sainsbury’s and Asda

1-HOUR DELIVERY FROM £1 OUR FRESH FOOD GUARANTEE
Book a delivery

lot for £1, £3 or £5 If it's not fresh it's free

QESH
§
< ¥
s

Food ¢

FIND OUT MORE







Frosty morning? Don’t worry, we’ve found a use for that Morrisons card...

|
|

@ z.@mfm

.




Fresh + Chilled Trading Indices - 52 w/e Jan 04 2015

M&S
Waitrose

Lidl

Aldi
Sainsbury's
Morrisons
Total Grocers
Tesco

The Co-operative
Asda
Independents
Iceland

Farm Foods

44

176
125
113
107
106
103
100

97

96
96

76
65
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Iceland Share of Till Roll Grocers
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Iceland

Household Income Signatures
4
|

3.5
3
2.5
2
1.5
1

0.5

0]
£0 - £9999 £10000 - £20000 - £30000 - £40000 - £50000 - £60000 - £70000 +
pa £19999 pa £29999 pa £39999 pa £49999 pa £59999 pa £69999 pa
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The co-operative

Long-Term Share of Till Roll Grocers
24
22
20
18

16

Share (Expenditure)
&5 b kK
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1995
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1997
1998
1999
2000
2001
2002
2003
2004
2005
2006
2007
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2009
2010
2011
2012
2013
2014

==The Co-operative
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M&S Share of Fresh & Chilled Groceries
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M&S Year-on-Year Growth Trends - RST £%0
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Trended Loyalty Breakdown

W aitrose £%0 M&S £%
20.2 21.0 19.9 19.9 20.7
44.4 43.6 42.3 41.0 40.0
27.1 25.5 25.1 25.2 26.9
40.8
41.6 40.9 Sad 405
52.7 53.5 55.1 54.9 52.4
14.0 15.5 16.7 18.5 19.2
09-Jan- 08-Jan- 06-Jan- 05-Jan- 04-Jan- 09-Jan- 08-Jan- 06-Jan- 05-Jan- 04-Jan-
11 12 13 14 15 52 w/e periods 11 12 13 14 15
High Loyal (=50%0) Medium Loyal (>20%) Low Loyal (>0%)
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The Agenda

—>—Home Delivery
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Total Internet Grocery - Rolling 12 w/e growth

22 22
21 20
20 19 20 20 20
19 18 18 o 19 15 19
17 17 17 17
16 16 16 16

15 15
03- 03- 31- 28- 26- 23- 21- 18- 15- 13- 10- 08- 05- 02- 02- 30- 27- 25- 22- 20- 17- 14- 12- 09- 07- 04-
Feb- Mar- Mar- Apr- May- Jun- Jul- Aug- Sep- Oct- Nov- Dec- Jan- Feb- Mar- Mar- Apr- May- Jun- Jul- Aug- Sep- Oct- Nov- Dec- Jan-
3 13 13 13 13 13 13 13 13 13 13 13 14 14 14 14 14 14 14 14 14 14 14 14 14 15
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Total Grocery Internet

Lifestage Signatures
13

11

Pre-Family Young Middle Family 10+ Older Empty Retired
Family 0-4 Family 5-9 Years Dependents Nesters
Years Years

52 w/e Dec 07 2014
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Total Grocery Internet

Lifestage Signatures
13

11

Pre-Family Young Middle Family 10+ Older Empty Retired
Family 0-4 Family 5-9 Years Dependents Nesters
Years Years
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Total Grocery Internet

Lifestage Signatures
13

11

Pre-Family Young Middle Family 10+ Older Empty Retired
Family 0-4 Family 5-9 Years Dependents Nesters
Years Years

52 w/e Dec 07 2014
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Total Grocery Internet

Household Income Signatures
12

10

0]

£0 - £9999 £10000 - £20000 - £30000 - £40000 - £50000 - £60000 - £70000 +
pa £19999 pa £29999 pa £39999 pa £49999 pa £59999 pa £69999 pa

52 w/e Dec 07 2014
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Till Roll - Duplication by Tesco Internet Buyers

Sainsbury's Internet 311
Asda Internet 257
Waitrose Internet 232
Tesco 79.3 117
Waitrose 90
Sainsbury's 85
Asda 74
Morrisons 70
Brand Buyers also Buying Duplication Index

12 w/e Jan 04 2015
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Trading Index
Internet Delivery

Organic 194

Frozen 122

Household 118

=
o
w

Toiletries

Ambient Groceries

Fresh+Chilled

0]

=
(@]
N

Alcohol

o8]
w

Healthcare 52 w/e Jan 04 2015

o
N
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Chilled / Fresh
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http://images.mysupermarket.co.uk/Products_1000/54/126354.jpg
http://images.mysupermarket.co.uk/Products_1000/19/046019.jpg
http://images.mysupermarket.co.uk/Products_1000/0/027200.jpg
http://images.mysupermarket.co.uk/Products_1000/61/159961.jpg
http://images.mysupermarket.co.uk/Products_1000/37/003737.jpg
http://images.mysupermarket.co.uk/Products_1000/63/003763.jpg

Trading Index
Internet Delivery

Fresh Poultry 114

Fresh Sausages 114
Fresh Bacon Rashers
Fresh Beef
Fresh Pork

Fresh Bacon Joint

Fresh Lamb

Fresh Fish 52 w/e Jan 04 2015
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The Agenda

—>-—Seeking Differentiation
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http://whyevolutionistrue.files.wordpress.com/2014/01/didga-the-skateboarding-cat.jpg
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In-store theatre
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Own-label «
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Premium Own-Label Sales Trends Latest 12-wk % Change

120

) XYV A, Jﬁwd

40

o]
o

Sales (Expenditure £m)

20

|
° 8 =y 8 8 S = 3 S = S 2] 3
& & & & & & < & & < & ]
e==Tesco Finest == Sainsbury's Taste the Difference Asda Extra Special Morrisons Premium
-10% +6% +6% +18%
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~>—Arole for Ethical Claims
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| regard myself as a connoisseur of food and wine

Waitrose

M&S

Sainsbury's

Lidl

Tesco

Aldi

The Co-operative
Morrisons

Asda

Bargain Stores
Independents
Farmfoods

Iceland

100
94
91 '
84
77
68
64
64 Outlet Share Index

52 w/e Aug 17 2014
56
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| Consider That Price Is The Most Important Factor
W hen Buying A Product

Farmfoods

Iceland

Independents

Aldi
Asda

Bargain Stores

Lidl
Tesco 102
Morrisons 101
The Co-operative 93

Sainsbury's

M&S Outlet Share Index

Waitrose 52 w/e Aug 17 2014
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Fairtrade Prepacked Bananas Market Share
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Fairtrade Shares

@ sainsbury's 30
Tesco 20
The Co-operative 17
Morrisons 10
Waitrose 10
Asda 7
M&S 3
Lidl 1
Iceland 1
Independents 1
Share of Fairtrade - 52 w/e Jan 04 2015

Aldi 1

Farm Foods 0]
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Not-Caged Eggs Market Share
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Total Organic Grocery Products including Baby - 4 weekly £m

100

80

60

40

20 A

0
1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
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Total Organic Market (inc. Baby) Rolling 52 week periods Y-on-Y Change %
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Organic Growth - £m - 52 w/e Jan 04 2015
N 16.6

5.0
3.3
3.2
23
21
18
1.7
1.6
13
1.2
0.8
0.8
0.7
0.7
0.6
-0.7
-0.7
-0.7
-0.8
-0.8
-0.9
-1.0
-1.3
-1.3
-1.6
-1.9
-2.2
-2.6

-3.1
-4.0
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What happens when low prices rule the supply chain

-

S ‘ ~*\\'.
v’ > 3 3 - 5

2,

= -
= S o
»” 4}—/ /

PR

1 .
& - » /(r
- 'Y

Y/ “ {
p L
L / US

KANTAR WC'RLDPANEL  High definition inspiration



Impact of the Horsemeat Scandal - 52 w/e Dec 07 2014

Frozen Burgers

Chilled Ready Meals
Fresh Beef

Chilled Quorn
Frozen Quorn
Frozen Ready Meals
Fresh Poultry
Frozen Poultry
Fresh Pork

Fresh Lamb

Frozen Beef

Frozen Pork

Frozen Lamb

-24

-18

-11

% Chgy/y
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4 weekly sales
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Freedom Food Shares

Sainsbury's
The Co-operative 15
Tesco 7
M&S 4
Lidl 3
Asda 1
Morrisons

Aldi

@ \Waitrose

0]

0

Independents 0
0

Iceland 0]

0

Farm Foods
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Share of Freedom Food - 52 w/e Nov 09 2014
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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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http://www.homebargains.co.uk/
http://99pstoresltd.com/welcome

Till Roll Totals Expenditure Trends

Total Bargain
Stores

Total Grocers 1

12 w/e 04 Jan 2015 y/y % Change
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Till Roll Totals - Share of Total Grocers

Tesco 29.6 29.1
Sainsbury's 17.1 16.9
Asda 17.1 16.8
Morrisons 11.5 11.3
The Co-operative 6.1 5.9
Waitrose 4.8 51
Aldi 4.0 4.8
. Total Bargain Stores 3.4 3.7
Lidl 3.1 3.5
Iceland 2.2 2.2
Independents 1.9 1.8
Farmfoods 0.6 0.6

12 w/e 05 Jan 14 12 w/e 04 Jan 15
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Till Roll Totals - Penetrations

Tesco

Asda

Sainsbury's

‘ Total Bargain Stores
Morrisons

Aldi

The Co-operative

Lidl

Iceland

Waitrose

Independents

78.7

60.4

58.8

52.4

49.4

34.2

36.3

31.0

32.6

19.7

19.0

20.0

18.5

36.6

35.0

34.0

33.7

59.7

58.2

54.0

49.3

78.5

Farmfoods 12.2 11.7

12 w/e 05 Jan 14 12 w/e 04 Jan 15
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4 |
3 |
2 |
1 |
0
Pre-Family Young Middle Family 10+ Older Empty Retired
Family 0-4 Family 5-9 Years Dependents Nesters
Years Years

52 w/e 07 Dec 14
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1 il

0
£0 - £9999 £10000 - £20000 - £30000 - £40000 - £50000 - £60000 -  £70000 +
pa £19999 pa £29999 pa £39999 pa £49999 pa £59999 pa £69999 pa

52 w/e 07 Dec 14
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Till Roll - Total Net Switching Volumes - Summary

Aldi

Lidl

Waitrose

Total Bargain Stores
All Others

Iceland

Morrisons

Farmfoods

Independents

The Co-operative

Sainsbury's

Asda

Tesco

KANTAR Wc'RLDPHNEL

181
87
55
52
22
-2
-13
-16
-22
-51
-82
-101
-111

Switching - Spend (£m)

12 w/e Jan 05 2014 vs. 12 w/e Jan 04 2015
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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%

KANTAR WC'RLDPANEL  High definition inspiration



Market Turmoll :

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

CEO sacked
10 supermarket closures
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http://upload.wikimedia.org/wikipedia/en/1/1b/Morrisons_Logo.svg
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