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It’s been a little uncomfortable for the UK 
“Big Boys” and we’re all very sorry for them!

Squeezed between hard discounters 
and premium retail and cannibalizing 
Their Own Flagship Big Sheds! 



Source: Kantar Worldpanel UK



• arrogance: stopped listening to customers/suppliers 
• failure of most senior management to lead and react 
• economic slowdown/recession in key markets 
• “stuck in middle”: squeezed by discounters & premium 
• shopping behaviour shift: to on-line and convenience 
• over-expansion in overseas markets (“Fresh & Easy”) 
• over-investment in high-priced store locations 
• zero/minimal inflation in recent years incompatible with business model 

requiring strong sales growth for profit 
• scramble for margin replaced pleasing customers 
• desperation inducing financial malpractices



• simple retail model: low prices; no hocus pocus promo 
• excellent quality, award-winning private label 
• full basket shop but not overwhelming choice 
• conservative but relentless new store growth 
• grown sales density per unit shelf space 
• seemingly random but attractive “treasure trove” items 
• adapted German model to meet UK requirements: expanded fresh offer; 

premium private label 
• international buying strength 
• rigorous but fair treatment of suppliers

Source: www.supermarketsinyourpocket.com



Why Hard Discounters Successful in the UK? 
Same As in Australia!

• long-term supplier partnerships 
• private ownership provides latitude to stick to long-term strategy 
• clever PR to place themselves in grocery mainstream e.g. Aldi 

sponsoring UK Olympic team for Brazil 
• shout loud and long about price/value attributes: spent A$250m+ 

in 2014 on ATL advertising: 8% market share but 25% share of 
total grocery advertising spend 

• humorous “knocking copy” adverts 
• but NOT LEAST, significantly lower price than the lowest priced 

supermarket chain (Asda/Walmart)

Source: www.supermarketsinyourpocket.com
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Aldi in Australia (and UK) Rejiggs Stores and Offers to Emphasise Fresh Foods





No Clean Knives 
For Your Toast?

Frosty Morning. 
Need a Scraper?

Aldi’s Advert 
Response!



Aldi/Lidl 8% Grocery Market Share but 25% Grocery Retail Advertising Spend (2014)





“Street-Fighter” Bargain Booze Chain 
Pokes Fun at Hard Discounter Aldi and 
Puts Big Boy Supermarkets in the Shade!



• Aldi/Lidl continue to increase grocery market share 
• Pound stores nibbling away compounds problems 
• Possible new entrants? (e.g. discount gourmet TJ) 
• Non-grocery expands in grocery (e.g. BHS, Boots, Target) 
• Big fmcg goes direct to consumers 
• Artisans make direct food connections with consumers 
• Food service strikes back with home delivery 
• Big Box store volumes squeezed by strong growth in convenience stores and 

on-line grocery shopping 
• Booker with Budgens/Londis compounds the above 
• Slow economic growth and low inflation





Where’s the Dollar Stores in Australia? 
It’s Not as If You Don’t Like a Bargain!





Tesco Copies Coles: Darkly Ironic!



Cheeky (taking the mickey 
out of Harrods/Debenhams, etc.) 
but reflects shopper researching 
and buying behaviour! 



• focus of retail investment on price matching  and on EDVLP for KVI’s (e.g. bananas, 
milk) 

• fewer, bigger, better, simpler promotions 
• longer-term price promises to reassure shoppers 
• special super promotions over holiday periods, e.g. Tesco Easter Five (looks like 

Aldi’s regular Super Six) 
• go after cinemas and food service for sales growth 
• more in-store theatre, product expertise, better category management (range, 

availability, etc.) 
• close stores/rent space/bring-in concessions 
• improve multi-channel retail management 
• change top senior management (Tesco, Morrisons)!

Source: IGD, 2015 and Hughes



Source: Kantar Worldpanel, UK, 2015



Source: Kantar Worldpanel, UK, 2015





Source: PlanetRetail review of Watford store, 

But, it’s still an afternoon 
spent in a big shed on the  
outskirts of town!



Queens Road, Wimbledon: front door of Blake 
Hughes & Family: “This house doesn’t work 
without Mr. Sainsbury (well, Kevin) dropping 
the shopping off on a Sunday night”! 







“Touch & Go” Shopping in the Virtual Shopping Centre in Korea: 
Pick Up Goods as You Exit or Simply Have Them Delivered



Food Retailers Target 
Friday Night and Weekend 
Food Service and 
Entertainment Markets



• Membership well off, loyal but ageing 
• very loyal employees ($21/hr + health versus WM $13) 
• <4,000 skus (toilet paper no. 1) 
• Kirkland signature PL A Brand quality or better 
• gas priced to break even but build loyalty 
• mark up never more than 15% 
• treasure trove items drives footfall 
• USA’s largest retailer of wine 
• iconic rotisserie chicken ($4.99) & hot dog/soda ($1.5) 
• but stock price flat in 2015 (growth well below S&P)







Source: him! Ltd., UK, 2015



Source: him! Research & consulting, 2015





Three Meal Solutions 
For 2 People for £10. 
 That’s Tues-Thursday 
sorted for A$3.60/person 
per meal – VERY good 
value in the UK



Four Tapas Dishes 
Plus Bottle of Wine: 
£10  (A$21) Delicious  
& Fabulous Value!



M&S sold 830,00 Meal Deals 
Over the 5 day period!

(NZ$48)



Gearing Up for 
A Big Push!



Ready Meals Taking Off: 
Claremont, Perth, WA



A More Contemporary Way of Consuming Fruit & Veg



New entrants with Meals 
offers 

Growing at 30%+ pa 

+                = new sweet spot











Tesco Metro 
Central London 
Lunchtime Rush 
80+ customers in 
queue and 3 minute 
waiting time (largely 
self-checkout)

Food Retail or 
Food Service? 
Same Thing!



Items include: cooked pasta, rice, salads, fajitas,  
sauces and desserts – plus a dressing pot – in a 
“Bento-type” box. It’s lunch made easy for a fiver! 
Scanned at automatic tills in seconds.



Villiers Street 
Charing Cross 
London





Source: Paul Uys, University of Guelph, Canada (ex-Loblaw’s executive), 2015





There’s more to come

Caring	for	
Animals

Simply	Healthy	
Living Fairly	TradedFresh	and	

Natural
Environmental	
Stewardship

Healthy	for	You Responsible	Sourcing

1. Clean	ingredients	
2. Health	Star	Rating	targets	
3. Health	Star	Rating	on	

shelf	edge

4.	Substances	of	concern	–	
food	and	non-food	
(hormones,	pesticide	
residues,	azo	dyes,	parabens,	
etc.)

5. Only	sell	responsibly					
sourced	seafood	

6. Deliver	environmental	
certification	in	key	raw	
material	commodities:	

- Palm	oil	(non-food)	
- Paper	&	timber	
- Sugar	
- Soy	
- Cotton	
7.		Implement	a	packaging	

strategy	based	on	
sustainable	packaging	
guidelines	from	the	
Australian	Packaging	

8. Only	source		livestock	
and	fish	which	is	fully	
traceable		

9. All	livestock		and	fish	to	
be	sourced	from	farms	
that	are	assessed	to	
the	Five	Freedoms	

10.Against	animal	testing’	
in	place	(cosmetics	&	
toiletries)

11. Always	look	to	source	from	
Australian	growers,	farmers	and	
manufacturers	first	

12. Extend	our	ethical	sourcing	
program	to	move	down	the	
supply	chain	in	key	high	risk	
areas	

- Australian	labour	hire	
- Cambodia	
- Thailand,	Malaysia	&	Singapore	
13.	Ethically	certified	cocoa,	tea	and	

coffee



• responding to smaller, more frequent shopping: strong convenience 
offer – mini-meals, snacks, on-the-go 

• using private label to showcase the health & wellness credentials of 
the retailer 

• co-branding with manufacturers – e.g. PepsiCo and Tesco Poland 
(Lay’s chips), Danone & Costco Canada 

• expansion of premium PL, including hard discounters across the world 
• repositioning of value (“Good”) ranges in response to hard discounter 

pressure 
• more focus on local/regional/seasonal PL ranges

Source: IGD (UK), PLMA, Hughes, 2015







Narrowing the Distance Between Kroger and Whole Foods Market









Waitrose LOVE life private label 
crosses food and non-food categories







Walmart’s Price Fighter Private Label



Carrefour Petit Prix without the  
Carrefour logo and priced to match 
or beat the hard discounters. Carrefour 
Discount removed as “too successful”!



Celebrating Scotland 
but In Scotland!







Hard Discounters Around 
The World Launch Premium 
Private Label Products



In 2015 in The Grocer Food & Drink 
Own Label Gold Awards, Aldi Wins 
13 of the 70 Categories



In 2015 in The Grocer Food & Drink 
Own Label Gold Awards, Lidl Wins 
14 of the 70 Categories



• hugely tough retail market environment – shopper confidence low, Aldi pressure, Woolworths 
backlash 

• multi-channel grocery environment advances and shoppers less loyal to 1 grocery outlet 
• you can’t “out cheap”  the 3 majors but show shoppers you’re in touch with KVIs & great on 

weekend fresh 
• but you can “out local” them – with links with local food producers and local community engagement 
•  be a leader in convenience & small basket shopping 
• focus on food-to-go, meals-for-tonight, mini-meals 
• “Big Food” is under the gun! You’re the family’s and the foodies’ friend! 
• Aussies love the underdog and  “Big Food” is deeply unfashionable! 

•  



The cheap food people!



CONTACT POINTS: 
e-mail  
profdavidhughes@aol.com 

Telephone contact: 
mobile +44(0)7798 558276 
       @ProfDavidHughes 
Consumer Blog: www.drfood.ca 
Retail Blog: www.supermarketsinyourpocket.com 

http://www.drfood.ca
http://www.supermarketsinyourpocket.com

