KANTAR WC'RLODPARNEL High definition inspiration
N ’

Austerity and the Retail Landscape
Edward Garner - Communications Director
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The Agenda

~>-—Austerity
—Niches

—The Big 4
— Other Outlets
—Home Delivery

— Seeking Differentiation
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Changes

Total Grocers Year-on-Year £%o
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Everyda! Vaiue
British price

TESCO mushy peas Minced Beef (i)
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Latest 12-wk % Change

weekly £m
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Total Grocery Budget Own Label Trends
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Hand Finished

Coffee Cake
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Creamy
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Sainsburys

Taste
Difference
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Premium Own-Label Sales Trends | atest 12-wk % Change
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Contribution to growth %pts

PROMOTIONAL MECHANICS CONTRIBUTIONTO GROWTH
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Global Food Price Indices

250 /m A‘ r
150 A /W
v m—

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012
e -00d Price Index = Cereals Price Index

Food Price Index, UN FAO

KANTAR WC'RLODPRNEL High definition inspiration



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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The Agenda

— Austerity
—Niches

—The Big 4

— Other Outlets

—Home Delivery

— Seeking Differentiation
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Annual Till Roll Totals Expenditure Trends

Aldi + Lidl

Waitrose

Total Grocers

52 w/e Sep 30 2012 y/y % Change




Il Roll Annual Growth Rates
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Ifrose
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Waitrose Share of Till Roll Grocers
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http://www.waitrose.com/index.asp

Waitrose Year-on-Year Trends - Till Roll £26
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Waitrose Share Index

I am prepared to pay more for organic food

| regard myself as a connoisseur of food and wine

I actively seek out fair trade products

| try to buy environmentally friendly products

I am more likely to buy a HBA product if it is made of more natural ingredients
It is important to me what brand | buy

| try to buy local product whenewver | can

I am willing to travel further to shop at the supermarket | prefer

The brand name of the clothes | wear is important to me

| have a pastime/hobby that is an important part of my life

If usual item is not available than | buy another size rather than change brands
I/my partner enjoy cooking to entertain friends and family

I restrict how much sugary food | eat

I regularly take active exercise

| try to lead a healthy lifestyle

I find the amount of recycling now too confusing

| stick with a brand | usually buy than try something | am not very sure of

| often treat myself/family to a meal out

My diet is very important to me

The nutritional labeling on food & drink products has an effect on what | buy

Till Roll Share indexed on All Shoppers — 52 w/e Jun 10 2012
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Organic Trading Indices

. Waitrose
Sainsbury's
Tesco

M&S

The Co-operative
Morrisons
Independents
Asda

Lidl

Netto

Aldi

Iceland

Farm Foods

91
60
56
44
41
40
39
15
13

157

483

Share of Organic Indexed on
Total Grocery Share - 52 Sep 02 2012
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Reasons for Store Choice - Low Prices

Asda 124
Aldi 110
Lidl 107
Tesco 104
Morrisons 104
Farm Foods 95
Iceland 89
Co-operative 85
M&S 84
Independents 84
Sainsbury’'s 84
@® waitrose 64

On-line Questionnaire - Outlet Share Index 52 w/e Jun 10 2012
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W '1 | Entire site | Recipesonly | 7 ; iBranch Finder ” Recipes I
alrrose TR ( :c )

A \ Broadband H MyWaitrose ’

SHOP ONLINE | ENTERTAINING [EelelALEIGEl INSPIRATION |DELIA & HESTON| OFFERS
~ Food & dri

Waitrose Deliver i i =
Waitrose Wine Direct - d d I
s o Food issues and policies
< Food
Shop online at Waitrose

Yo? = Food & drink > Food = Food issues and policies Bl sSave sricie to scrapbook | ==y, Print
’ : =g

Naturally, customers want to know the food they are eating is safe and
healthy. They want to know where it comes from, how it has been produced

AsK our Nutritionist

Colbrities and articles and what it contains. And so does Waitrose.
o~ .,\.' |",,’,.. e
Paim oil y : y i e ¥ AT J
e Waitrose recently came out 3Qpai
G'ﬂ f - bl f. h . : . e l . "‘. ol B
Suatainatis fafiing sSusTamapie 1isning _«= . e
World without figh : BN .
LEAF Waitrose recently came out top in the latest Marine Conserva
Society (MCS) League Table. The survey examines the main
Food Waste supermarkets’ commitment to sourcing fish from responsibly
Waste and recycling managed fisheries. a :
Save OQur Bacon & '
Waltrose organic and agricultural S v
policy . v

Responsible sourcing
Fair irade for British farmers

Bod ania Calculated against criteria which Include the policies that In 2006, Waltrose became the first UK supermarket to sell
inform supermarkets’ buying decisions and the sustainability anly line-caught fresh and smoked cod and haddock in place
Save our bacon offish sold, the MCS League Table placed Waitrose in joint oftrawled netfish. It was also the first retailer to announce its
Climate Change first place with Marks & Spencer. As well as being awarded a intention to remove beam trawled fish from its assortment.
Ehodhyek FADORS distinction for its dedication, Waitrose was commended for Read more about gur sustainable fishing policy here,
not selling any fish from the MCS List of Fish to Avoid and .
Origin of our food sourcing the greatest number of fish from the MCS Fish to Eat Listen 1o our sustainable fish podcast and leave a comment

in eur forum.
Health and nutrition List (26 species).

Food seascnalty



Entre site I Recipes only l Branch Finder ” Recipes I

Waitrose EEET— e ] o rem—
SHOP ONLINE | ENTERTAINING [EeEBEERITE INSPIRATION [;DELIA&HESTON“ OFFERS

Food K &y = Food & drink = Food = Origin of our food bd save amicle to scrapbook | &= Print
Waitrose Deliver

Waitrose Wine Direct O " ' f - f d

C g e ractaes rgin or our 100

< Food

Shop online at VWaltrose

In ensuring fresh, quality and safe products we pul provenance, traceability and responsible sourcing first and foremost.

Ask our NMutritionist

Celebrities and articles
Traceability is key...

.which is why Waitrose knows every farm and farmer who supplies every pack of our British porlk,
bacon and sausages We know the parentage and history of the Aberdeen Angus and Hereford
animals supplying Its beef, and we know the orlgin of every own-label free range egg and pint of
milk — claims that few supermarkets can make,

Food lssues and policies

Product ranges

» Origin of our food

Foundation

fatnasontlog Read aboul Waitrose meat

Fairtrade
Sourcing British food
Farming

Health and nutrition
Committed to supplying food of the highest quality...
Food seasonality
~.we have ownead our own farm for over 70 years —the 4,000-acre Leckford Estate supplies

i
QS e mushrooms, free range eggs, flour, honey, apples and Select Farm milk to Waitrose shops.

2L Read about our Leckford farm

Where possible Waitrose buys British...

.which is why our strawberries between June and September come from British fields and why
89% of eight food staples, which include beef, chicken, apples and potatoes, are sourced from
Britain




essgn’rial
Waitrose®

Few things in life are
more important than
the food we buy.

More than 1,500 great value products with Waitrose quality

Our prices on branded [BRAND

grocery products are

now identical fo Tesco’s |MATCH

Excluding promotions
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ORIGINALS
from Waitrose

A PARTNERSHIP PRESERVING OUR HERITAGE




Discounters
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Back in 2008.........

Discounters Boom In Inflation UK

f share OGN twest | Share Comments

Discount supérmérkets are booming as Britons try to
save money amid soaring energy, food and fuel costs,
new figures show.
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again?
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Money Home | Markots : Saving & banking

Y.('uuk

FINANCIAL WEBSITE OF THI YEAR

westing I Bilts ] Cars | Holiclays | Cards & loans : Pensions

Budget supermarkets Aldi and
Lidl top of table as shoppers
save money in recession

By MARRY GLASS
PUBLISHED. 08:2% 15 Acgum 2072 1 UPDATED: 08 45 1€ Auguat 3012

2 Comments (22)|@ Shae. G v o W Tvomt 2

K ©o
Ladl and Alh have led the grocery marke! recovery as the necessary belt-
tightening going on i British households 13 having a kKnock-on effect as to
where people do thew shopgping

Aldi's till-take grew by & bumper 26 per cent in the last quarter as sawy
shoppers flocked to its out-oftown warshouse sites to buy the best deals
that they could

Ladt followed closaly m its nval's wake. chalking up 3 near 12 per cant spike
in transactions in the 1ast three months

Markets

Mortgages & home ‘ Experts | Forums Logn

- .
*) AN Artickes O Share prices

DEALS AND OFFERS
of £12.50 share dealing
o

Dividend reinvestment just 0,5%

IC) Buy discounted funds
W/ Chack out our fund supermarket

Usatul info by post or email
Annuity rates
Best biys and calculator

MONEY'S SIX OF THE BEST
B Guve your grandchiid a £E9m fund "wath just £54 840"
# Interest-only ‘could be next scandal’ - bank chiet

W 'My daughter's debt coliector vanished - what
now?

@ Free investment brochures

B Savers “ace catasirophe’ If rates are cut
8 Do | need to tell BMRC about properties abroad?
B 'lost £7.6K to fraudsters but HatWest won't help'

lvrmuw[.m I.l .
| 5,719.0
W -0.68%
e Pound today »
Wy < $1.5878 00
Q e1.2601 0




Long-Term Share of Till Roll Grocers
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http://www.armaghonline.com/uploads/lidl.gif
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Discounters Combined Market Share £%o
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Aldi

Contribution to Change

160 -
-20 -

Net New/Lost & Repeat Buyers

(S000°000) UONNQIIIUOD [EN1OY

¢zt des oe
¢zt das 2o
21 bny G0
ZTINC 80

zrunc ot
ZT ReiN €T
¢t ldv 6T
ZT feN 8T
ZTge4 6T
Zruerze
17980 G2
TT AON /2
TT190 0E
11190 20
TT das 0
TT 6nv 20
TTINCOT

TTUunC Zt
TT Aen Gt
TT1dv /T
TT felN 02
TTge4 02
TTuer gz
0T 284 92
OT AON 82
0T 100 1€
0T 190 €0
0T das G0
0T Bnv 80
OTINCTT

oTunc et
0T ReiN 9T
0T Jdv 8T
0T feN T2
0T 984 T2
0T uer ¥
60 98Q /2
60 AON 62
60 AON TO
60190 0
60 das 90
60 Bnv 60
60 InC 2T

60 unc ¥1
60 ReiN /T
60 1dv 6T
60 1elN 2z
60 084 22
60 Uer Gz
80290 8¢

=== Total

= Repeat

Net New/Lost

J
LU
2
(T
al
0
—J
14
7L
=
'
A
T
=
<
4




Aldi share amongst Asda/Aldi Shoppers - £%
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info and Service About Us Store Locator Careers

You are here. Home page

Special Buys
Sun 22nd & Thurs 26th jan

Sunday Spedialbuys

Click here 1o view our
latest in-store leaflet

Look out for our great value Specialbuys
every Sunday

Thursday Spedialbuys

Look out for our great value Specialbuys
every Thursday

60 Day
Guarantee

Relax everyining Is
covered. For more
Information click here

popular choice




Chick here to view our
latest in-store leaflet

Superb value F','; | 4
on fruitand veg ™ Ly

60 Day
Fresh savings on fresh food, don't miss out! Guarantee

At Aldi, we always aim to offar the best qualddy products atthe very best prices Relax averything is

Thats why, wherever possible we source our fresh fruit & veg focally to ensure better value Take 3
ook at our super offers and more fantastic prices

Watch cut for more amazing offers attasty low pnces at your local Aldi store

Offars available betwean 15th - 28th January 2012.

White Potatoes Fine Beans Large Vine Tomatoes

25kg 69p 200g 69p 4509 69p



Trended Aldi Loyalty Breakdown

Sales %
48.8
54.0
60.7 60.5 590.8
02.8
33.1 37.4
32-0 30-4 28.7
73 9.1 11.6 13.0 13.9 6.3
: 0.9
05-Oct- 04-Oct- 03-Oct- 02-Oct- 30-Sep- 05-Oct-

High Loyal (>50%0) Medium Loyal (>20%)

Shoppers %

92.7 92.0 89.9 86.9
6.1 6.3 8.1 106
1.2 1.7 2.0 2.4

04-Oct- 03-Oct- 02-Oct- 30-Sep-

09 10 11 12

Low Loyal (>0%b)
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The Agenda

— Austerity

—Niches
~>-The Big 4

— Other Outlets

—Home Delivery

— Seeking Differentiation
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Latest Period Till Roll Totals - Share of Total Grocers

Tesco

Asda

Sainsbury's

Morrisons
The Co-operative 7.1 6.8
Waitrose 4.4 4.7
Aldi 2.4 2.9
Lidl 2.6 2.7
Independents 2.3 2.2
Iceland 1.9 2.0
Farm Foods 0.6 | 0.6
Netto 0.2 0.0
12 w/e 02 Oct 11 12 w/e 30 Sep 12
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Long-Term Share of Till Roll Grocers
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KORMA
COOKING SAUCE

Swhite I;O"_S

SN bty
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PARIOLI

CHOKA |
BLOKS

NULICAT o idd

QIO OQ
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TESCO g‘,‘gm‘ Los | Sign in [EESIER u-;n Rate this page = Help = Contact us

AN S S S S Search

Freshfood
& groceries)

Tescodirect )

Fresh food
& groceries

Let us do the hard work for
you. Save time and monay
when you shop online

Start shopping >
L

Prices are dropping on your weekly shopping

Shop now @

Clothing > Wine by
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ASDA
price

GUARANTEE

10% cheaper

or we’ll give you the difference. Guaranteed

@

On your comparable grocery shop versus Morrisons (in-store,
.-r excluding Northern Ireland) and Waitrose.com (excludes Northern Ireland),
o Tesco.com and Sainsburys.co.uk only.

View Terms & Conditions

e i3
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Asda Price Guarantee Testimonials

“I'm a single ‘Throw
WHERE DID YOU LAST SHOP? e mum, the away your
y . . more | save, ) ipt d
INSTORE ONLINE " the more | ;’%cueuc%:lgn

can spend i . be throwing
on my boy. away
Emma Groen & Lowis. | money."

ENTER RECEIPT DETAILS LOG INTO ACCOUNT

Keith Mucksfield

eceipt Ag-aevered | pare prices “It's a lot " “I've never
easier than a tried it
| thought!" 1 before
Rosemary Jameson. ! and was
) shocked
o} at what
- ¢ N | saved."
Picked, packed Racol Hohos
and delivered to ’
your door

Find out more The ASDA Price Guarantee glves the oppo

e . . Y = Choeck the
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Grocery Share at Round Pound Prices - £% - Asda

——
C— 2
— £3
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Z1-085-08
Z1-085-20
Z1-bny-60
Z1-Inr-80
Z1-ung-01
Z1-Ren-gT
ZT-1dy-GT
ZT-1eN-8T
Z1-084-6T
Z1-uer-ze
11-080-G2
TT-AON-/Z
TT-P0-0¢
1T-P0-20
17-d8S-40
TT-6nv-20
TT-InC-01
TT-ung-1
TT-Kei-ST
TT-1dv-/T
TT-1eN-02
T7-084-02
TT-Uer-€z
07-93Q-92
0T-AON-82
0T-PO-T¢
0T-P0O-€0
07-d8S-50
01-bny-80
0T-INC-11
0T-ung-£1
0T-AeIN-9T
0T-1dv-8T
0T-1eN-TZ
0T-094-T2
0T-Uer-2
60-090-/¢
60-AON-62
60-AON-T0
60-P0-70
60-085-90
60-0ny-60
60-InC-2T
60-ung-pT
60-Kei-2T
60-1dv-6T
60-1eIN-2Z
60-034-22
60-Uer-6z
80-030-82
80-AON-0E
80-AON-20
80-0-S0
80-08S-20
80-6ny-01
80-Inc-€T
80-unp-GT
80-Kep\-8T
80-1dv-02
80-1eIN-£2
80-084-7¢
80-uer-/z

20
18
16
14

KANTAR WC'RLOPARNEL High definition




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

Iceland 56
Farm Foods 43
‘ Asda 34

Morrisons 27
Tesco 22 /
The Co-operative 21 Ez £
Sainsbury's 19 E 1 Fi
M&S 15

Independents 14
Waitrose 9
Lidl 4
Aldi 2

12 w/e Sep 30 2012
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Asda Share Change - 12 week share year-on-year change

0.8

0.0

-0.2

Z1-d8s-08
21-d95-20
Z1-Bnv-0
Z1-Inc-80

Z1-ung-01
ZT-Rep-€1
ZT-1dy-6T
ZT-1eN-8T
1-094-6T
Z1-ver-gz
17-090-G2
TT-MON-1Z
TT-00-0¢
T1-00-20
11-d85-10
11-6ny-20
TT-Inc-0T

TT-Unp-g1
TT-Ren-gT
TT-4dv-/T
TT-1eN-02
T1-094-02
TT-Uer-€7
07-990-92
0T-AON-82
0T-0-T¢
0T-0-€0
07-d85-60
0T-6nv-80
0T-Inc-TT

0T-unc-€1
0T-Ren-91
07-1dy-8T
0T-1BIN-TZ
07-094-12
0T-Uer-7Z
60-99Q-/¢
60-"ON-6¢
60-\ON-T0
60-100-%0
60-d95-90
60-6nv-60
60-INC-2T

60-ung-T
60-KeIN-LT
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Sainsburys

-
, Value

Values
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http://upload.wikimedia.org/wikipedia/commons/d/d7/Sainsbury's_Logo.svg
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Latest Period Till Roll Totals - Share of Total Grocers

Tesco 31.4 30.9
Asda 17.3 17.4
. Sainsbury's 16.1 16.7
Morrisons 12.1 11.4
The Co-operative 7.0 6.6
Waitrose 4.5 4.7
Aldi 2.5 3.0
Lidl 2.5 2.8
Independents 2.2 2.1
Iceland 1.9 2.0
Farm Foods 0.6 0.6
Netto 0.1 0.0
4 w/e 02 Oct11 4 w/e 30 Sep 12
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Sainsbury Share Index

.I actively seek out fair trade products 136
.I am prepared to pay more for organic food 123
The nutritional labeling on food & drink products has an effect on what | buy 114
It is important to me what brand | buy 113
| try to buy environmentally friendly products 113
I am more likely to buy a HBA product if it is made of more natural ingredients 113
The brand name of the clothes | wear is important to me 112
| regard myself as a connoisseur of food and wine 111
I/my partner enjoy cooking to entertain friends and family 108
I am willing to travel further to shop at the supermarket | prefer 108
| regularly take active exercise 106
My diet is very important to me 106
| stick with a brand | usually buy than try something | am not very sure of 105
| try to lead a healthy lifestyle 105
My style is influenced by celebrities or people | see in TV or in magazines 105
I am always looking out for health & beauty products with new added benefits 105
.I try to buy local product whenewver | can 104
If usual item is not available than | buy another size rather than change brands 104
| restrict how much sugary food | eat 104
| regularly use different types of media to keep up with the latest fashion trends 104

Till Roll Share indexed on All Shoppers — 52 w/e Jun 10 2012
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Sainsbury
Total Grocers

Fairtrade Prepacked Bananas Market Share
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ZT-Inc-80
ZT-Ren-€1
ZT-1eIN-8T
zT-uer-zz
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http://www.fairtrade.org.uk/index.htm

-
Fairtrade Shares

‘ Sainsbury's 32
Tesco 18
The Co-operative 18
Morrisons 10
Waitrose 10
Asda 7
M&S 3
Independents 1
Lidl 1
Iceland 1
Aldi 1 Share of Fairtrade - 52 w/e Sep 30 2012

Farm Foods (0]

KANTAR W< 'RLDPHNEL High definition inspiration


http://www.fairtrade.org.uk/index.htm
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Z1-Bny-60
Z1-Inc-80

Z1-unp-1
Z1-RenN-eT
Z1-ldy-GT
ZT-eN-8T
21-094-67
ZT-uer-zz
11-990-6¢
TT-MON-/Z
TT00-08
1190020
T1-085-70
TT-Bnv-20
TT-Ic-0T

1T-unp-zT
TT-ReN-GT
TT-1dy-.T
TT-1eIN-0Z
1T-094-02
TT-Uer-€7
07-090-92
0T-AON-8Z
0T-00-T¢
0T-00-€0
01-das-0
0T-Bny-80
0T-InC-11

0T-ung-¢1
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0T-BIN-TZ
0T-094-12
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Sainsbury’s
Recipes & Inspiration | Meal Planning Brand Match | Producis & Values | Shop Online

> Brand Match

Save at Sainsbury's with Brand Match

When you shop instore with us you'll never pay more for brands than at Asda or Tesco.
It's simple.

Introducing Brand
Match

Spend £20 or more, with at least one branded
product in your basket, and we'll work out any
difference in the price compared with Asda
and Tesco. If the same branded items could
have been bought for less, we'll give you a
coupon™ for the difference.

;




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




M MORRISONS = Please signin | Home + Corporote « Jobs « Helpand Infoemation | Stors tinder [ o g 1,1;‘6.

Offers What's new Market Street Food & drink Family life Our suppliers  Let's Grow Millions

‘ Competitions e

Our suppliers - The Morrisons Farm at Dumfries House

Egg tracker

Taste ofthe season
Sign up to My Morrisons

Fresh off the press Newsletter

> q =

Find a supplier Receive the jatest offers &
competitions as well as being able to
aave recipes, wines and guides.

Explore cur produce

Inside story. Autumn
Sign up to My Morrisons

Browse through our recipes to plan
your perfect menu

The Morrisons Farm at
Dumfries House

Quick recipe Search

| Search for a recipe to plan your I (=

perfect menu

At Morrisons, we are passionate aboutfresh food and the brilhant British farmers who

supply us wnh it That's why we now have our very own farm in Scotland — The Morrisons

Farm at Dumfries House — and ars rolling out a UK-wide farm research programmes aimed Detailed search >
at helping to bulld a sustainable British farming industry

le.g chickenorcurry [ Go

Advanced search >

By farming ourselves, we will get an even hetter idea ofthe challenges that face farmers
and we hope the lessons we learn will benafit not anly our suppliers, but many other
farmers In Scotland and the rest of the UK. In the future we plan to open The Morrisons
Farm at Dumfries House to visits from schools taking part in Let's Grow, so kids can see :
for themselves where their food comes from Retailer of
the Year

Quick Wine Chooser

Which colour do you like?
[ White v

Got a price in mind?

Find your nearest store »

The latest news

The Morrisons Farm at Dumfries House has undergone 3
major ranstormation ovar the summer months. Wea've bullt
a new cattle shed to allow us to increase the size of our

lrg_,-'_z_:lcct 3 ~ l

Howv cdo you like it?
| Select - )




M MORRISONS

Offers What's new

Our suppliers

Egg tracker

Taste of the season
Fresh off the press
Find a supplier
Explore our produce

The Mormsons Farm at
Dumfries House

Inside story: Spring

Quick recipe Search

Search for a recipe to plan yout

perfect menu

|e.q. chicken or curry Go

Advanced search >

Quick Wine Chooser

Mhich colour do you like?

! VWhite

Got a pvl( e in mind?

[ setect

How do you like it?

| Select -

@ Flease sign in | Home « Comporate + Jobs + Contac customer servioss | Stora findaer |
\

Market Street Food & drink Family life Qur suppliers Let's Grow Competitions

Faifish, Cornwall

Headed up by Mark Graet, Falfish is a family run seafood company based in Redruth,
Cornwall onate a it quality fresh fish, Mark- and his family have b n-sourcing fish
in the West Country for over thirty years. His regular haul includes Cornish sardines, lemaon
sole, pollack, sea ba and scallops. The fish come straight off the boats, are packed In ice
and deliverad to Marrisons fish counters to keep up with our customers’ demands for tasty

fresh fish

yd:verSI

More fish in the

‘Maorrisons fish buyer, Matthew Balley, visits us regularly
tc see the processing of cur fish and shellfish. He also
meets the fishermen and vigits their boats when they
affioad their catch, IU's a close trading relationship that
15 truly appreciated

Mark Greet

Egg Tracker
Now you can track your free rangs
egg back 1o the farm

Simphy match the code on your egg o
one in our list to get tracking

TUK we

Nct got an egg code? Find out more
atout
Egg Tracker >

N 201(
e tall

Retailer of 3¥
the Year Ud

f-.‘resh Produce

Find your nearest store >




Trading Indices - Morrisons

® Chilled Bakery Products
® Fresh Fish
® Fresh Meat
Canned Goods
Hot Beverages
® Chilled Convenience
Biscuits
Savoury Carbohydrts+Sncks
® Ambient Bakery Products
Pet Care

KANTAR W< 'RLDPHNEL High definition inspiration

130
123
116
112
111
108
105
104
104
104



Reasons for Store Choice - Morrisons

Like Cafe Restaurant
Has Butchery Counter
Has Fresh Fish Counter
Has A Delicatessen

Has In Store Bakery

148

137

121

113

108

Always Low Prices
Like Store Layout
Friendly Staff

Good Value For Money
Good Product Range
Less Queuing

Like Own Label Goods
Sells Clothing+CDs etc

104

101

100

99

97

90

88

69

On-line Questionnaire - Outlet Share Index 52 w/e Jun 10 2012
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The Agenda

— Austerity

—Niches

—The Big 4
~>-Other Outlets

—Home Delivery

— Seeking Differentiation
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Iceland Share of Till Roll Grocers
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Weekly 3 Point Centred Moving Average
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//upload.wikimedia.org/wikipedia/en/4/49/Iceland_logo.svg
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Farm Foods

Category Shares of Outlet -

Frozen

Fresh + Chilled
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The co-

Co-operative Share of Till Roll Grocers
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¢1-d9s-20
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Z1nc-80
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Co-operative Baseline

e C o-operative

Weekly 3 Point Centred Moving Average
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iler ShareTrack Grocers

M&S Share of Reta
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Trended Loyalty Breakdowns

Waitrose £% M&S £%

19.3 20.3 20.4 20.4 20.6

44.4 45.8 44.0 43.3 42.7
25.2 25.4 27.2 25.2 25.5

42.2 41.9 41.9 42.2 SR
55.6 54.3 52.4 54.4 54.0

13.4 12.2 14.1 14.5 17.5

07-Sep- 06-Sep- 05-Sep- 04-Sep- 02-Sep- 07-Sep- 06-Sep- 05-Sep- 04-Sep- 02-Sep-
08 09 10 11 12 52 w/e periods 08 09 10 11 12
High Loyal (>50%0) Medium Loyal (>20%b) Low Loyal (>0%)
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The Agenda

— Austerity

—Niches

—The Big 4

— Other Outlets
~>—Home Delivery

— Seeking Differentiation

KANTAR WC'RLDPRNEL High definition inspiration



Latest 52 week + 22%

Home Delivery Share of Till Roll Grocers
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Grocery Internet

Household Income Signatures
12

10

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

52 w/e Oct 03 2010 52 w/e Oct 02 2011 52 w/e Sep 30 2012
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Till Roll - Duplication by Tesco Internet Buyers

Sainsbury's Internet 10.5 404
Asda Internet 12.5 338
Waitrose Internet 5.0 333
Tesco 740 [N 108
Sainsbury's 37.3 80
Asda 36.3 72
Waitrose 8.4 71
Morrisons 28.0 66
Brand Buyers also Buying Duplication Index

12 w/e Sep 30 2012
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Trading Index
Internet Delivery

Frozen 125

Ambient Groceries 105

Fresh+Chilled

52 w/e Sep 30 2012
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http://images.mysupermarket.co.uk/Products_1000/54/126354.jpg
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http://images.mysupermarket.co.uk/Products_1000/37/003737.jpg
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The Agenda

— Austerity
—Niches

—The Big 4

— Other Outlets
—Home Delivery

~>- Seeking Differentiation
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The Branding of Own-Brand
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Rolling 52wk periods

Label Trends - Annual £% Change -
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edward.garner@kantarworldpanel.com
twitter edgarner
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