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Acquisition?
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As a profitability drive, Tesco UK CEO, Charles Wilson (ex Booker CEO) is closing Tesco Direct
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Tesco-Booker mega merger is paying-off, so far



9Worldpanel Plus

Using our new Shoppix App 

We’ve asked our panellists what they thought of this announcement

Worldpanel Plus
. 21,545 results were collected.

A REAL PLUS



Spend share indexed vs national share

Asda & Sainsbury’s shoppers base are geographically complementary

Till Roll. 12 w/e 22 April 2018 10
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91% of Households have shopped in Sainsbury’s or Asda last year

Till Roll – 52 w/e 22nd April 2018 (1 year continuous panel) 11
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UK Grocery growth & like for like inflation

Inflation now running at 2.1%
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Till roll growth

Grocers up +2.7%

Till Roll. KWP 2018 05. 12 w/e 20 May 18
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Till roll market share and growth

vs a year ago
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£214m
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Discount

UK Channel switching

Still about online & discounters
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Online share of UK grocery

Share growth slowing to under 0.5%pts per annum

16RST (Grocery). KWP 2017 13. 52w/e 31 Dec17
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Aldi + Lidl UK market share

Till Roll. KWP  2018 04 12 w/e 22 Apr 2018 17

4.1%
May 2008

12.7%
May 2018

62% of the population shopping there in 12 weeks. Larger basket sizes too. 



Aldi & Lidl UK growth

Slowing again
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UK Discounters vs. Bargain Stores

Smaller basket sizes mean bargain stores are 3 times smaller in sales

19RT43 (Grocery). 2018 05. 12w/e 20 May 18
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Adaptation

Brand Growth
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Branded vs. Own label trend in the UK

Own label continues to grow much faster than brands, but gap is closing
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UK Own labels are diversifying and targeting new consumer based 

Shopper choices save money, but also potentially trading up or going vegan!
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RT43 (Grocery). 2018 05. 12 w/e 20 May 18



UK Brand Footprint 

5 sector reports
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Beverages Dairy Food Health and 

beauty
Homecare



Altruism

Sugar & Plastic
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Altruism…



Shoppers and consumers want at least some of their health concerns dealt with by brands

Almost two thirds of people think manufacturers should reduce sugar in drinks
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Q3. Which single action would you prefer that drinks companies carried out in response to the sugar tax? Base: 11,991 respondents

I don't know

Other action (please specify):

Make smaller sized bottles

Use different ingredients (e.g. 

artificial sweeteners)

Reduce sugar in drinks

Increase the price
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Shoppers and consumers want at least some of their health concerns dealt with by brands
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The sugar dial has moved

For a combination of reasons

Reformulation Innovation Rebalancing Consumers
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Altruism…
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Based on 21,545 Shoppix app responses, collected on 11 May 29

Worldpanel Plus
. 21,545 results were collected.

A REAL PLUS

Using our new Shoppix App 

We’ve asked our panellists how concerned they are
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If food and drink 

manufacturers could do one 

thing to reduce plastic 

waste, what would you ask 

them to prioritise?
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% respondents

Consumers are asking UK manufacturers to take the lead 

Kantar Worldpanel LinkQ survey answered by 5,084 Worldpanel Plus panelists. Feb 2018 30



Sugar & Plastic 

In Summary

Gwladys Hall 31

Retailer Landscape Brand Growth

Growth stable but slow

Own label central for retailers

Cheap yes, value even more

Fresh growth prioritised

Adaptation is king

Not going away

Retailers Consolidation

Changing channels

Inflationary pressure building

2018  & beyond challenges

Economic & political issues looming

UK yet to land a Brexit deal

Consumer concerns still to address

ACQUISITION ADAPTATION ALTRUISM
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Thank you

Gwladys Hall

Tel.: +44 (0)7469 371 639

Gwladys.Hall@kantarworldpanel.com

For further information please contact:


