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– Niches 

– The Big 4  
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– Home Delivery 
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12 we growth (Grocery RST) 12 we inflation

Grocery Market Growth v. Inflation 

Now trailing inflation again 
Phase 1 Phase 2 Phase 3 
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+22% -8% +7% +42% 
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Waitrose Share Index 
I am prepared to pay more for organic food 217

I regard myself as a connoisseur of food and wine 196

I actively seek out fair trade products 188

I try to buy environmentally friendly products 144

I am more likely to buy a HBA product if it is made of more natural ingredients 136

It is important to me what brand I buy 134

I try to buy local product whenever I can 133

I am willing to travel further to shop at the supermarket I prefer 130

The brand name of the clothes I wear is important to me 125

I have a pastime/hobby that is an important part of my life 123

If usual item is not available than I buy another size rather than change brands 123

I/my partner enjoy cooking to entertain friends and family 120

I restrict how much sugary food I eat 117

I regularly take active exercise 116

I try to lead a healthy lifestyle 110

I find the amount of recycling now too confusing 109

I stick with a brand I usually buy than try something I am not very sure of 109

I often treat myself/family to a meal out 108

My diet is very important to me 108

The nutritional labeling on food & drink products has an effect on what I buy 107

Till Roll Share indexed on All Shoppers – 52 w/e Jun 10 2012 
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…or not 
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Back in 2008……… 
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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 I buy 114

It is important to me what brand I buy 113

I 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 I wear is important to me 112

I 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 I prefer 108

I regularly take active exercise 106

My diet is very important to me 106

I stick with a brand I usually buy than try something I am not very sure of 105

I try to lead a healthy lifestyle 105

My style is influenced by celebrities or people I 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 whenever I can 104

If usual item is not available than I buy another size rather than change brands 104

I restrict how much sugary food I eat 104

I 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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Not-Caged Eggs Market Share
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Chilled Bakery Products  130

Fresh Fish  123

Fresh Meat  116

Canned Goods  112

Hot Beverages  111

Chilled Convenience  108

Biscuits  105

Savoury Carbohydrts+Sncks  104

Ambient Bakery Products  104

Pet Care  104

Trading Indices - Morrisons 

Market Sectors indexed on Total Groceries 

52 w/e Sep 30 2012 
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Like Cafe Restaurant

Has Butchery Counter

Has Fresh Fish Counter

Has A Delicatessen

Has In Store Bakery

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

Reasons for Store Choice - Morrisons

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



The Agenda 

– Austerity 

– Niches 

– The Big 4  

– Other Outlets 

– Home Delivery 

– Seeking Differentiation 
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The Agenda 

– Austerity 

– Niches 

– The Big 4  

– Other Outlets 

– Home Delivery 

– Seeking Differentiation 
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The Agenda 

– Austerity 

– Niches 

– The Big 4  

– Other Outlets 

– Home Delivery 

– Seeking Differentiation 
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https://www.morrisons.co.uk/Offers/












The Branding of Own-Brand 
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