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Latest Quarter Till Roll Totals - Share of Total Grocers
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Latest Quarter Till Roll Totals Expenditure Trends
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Annual Till Roll Totals Expenditure Changes £000s
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Tesco Share of Till Roll Grocers
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Tesco Year-on-Year Trends - Till Roll £%
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86.8

27 x 52 wkly periods ending 30 Dec 2007
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Tesco Demographic Signatures
Till Roll
Outlet Share within Demographic Group - MAT to year-end
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Total Grocery Budget PL Trends
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Total Grocery Budget PL Trends
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Premium Private Label Sales Trends
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Premium Private Label Sales Trends
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Total Grocery - Demographic Map - Spend Profile %
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Total Grocery - Demographic Map - Spend Profile %
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Tesco PL Lifestyle Indices

13376“Price is the most important factor 
when buying a product”

75158“I regard myself as a connoisseur 
of food and wine”

Tesco 
Value

Tesco 
Finest

Share indexed on Total Trade – 52 w/e Apr 22 2007
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Frozen Poultry  115
Frozen Fish  105
Fresh Bacon Rashers  104
Fresh Sausages  103
Fresh Poultry  103
Fresh Pork  101
Wet/Smoked Fish  98
Fresh Beef  97
Fresh Lamb  89
Shellfish  74

Tesco Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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Asda Share of Till Roll Grocers
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Asda Year-on-Year Trends - Till Roll £%
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Long-Term Share of Till Roll Grocers
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Asda Demographic Signatures
Till Roll
Outlet Share within Demographic Group - MAT to year-end
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Trading Indices - Asda

Broad Areas indexed on Total Groceries

Total Toiletries  121
Total Healthcare  114
Total Household  111
Total Ambient Groceries  102
Total Fresh+Chilled  98
Total Frozen  94
Total Alcohol  92

52 w/e Dec 30 2007
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Share of Total Grocers - 
Fresh+Chilled
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Year-on-Year Expenditure Trends
Asda
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Share of Total Grocers - 
Organic
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Year-on-Year Expenditure Trends
Organic
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Premium Private Label Sales Trends
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Index of total spend in Asda for buyers of……….

100 103

158
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All Products Asda Standard PL Asda Extra Special Asda Organic

Normalised Spend Index

Premium products attract big spenders…
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Net Switching Volumes to Asda
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The Importance of Promotions by Retailer
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£% Change y/y 52 w/e Dec 30 2007

TPR Multibuy
All Outlets 15 -27 
Tesco 17 -21 
Asda 16 -36 
Sainsbury 27 -30 
Morrisons 20 -17 
Somerfield -1 -28 
Iceland -12 -25 
Total Co-op -3 -61 

Total Grocery

Promotion Trends
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Retailer Price Track - Total RST4
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A suit for
£15
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Fresh Pork  116
Fresh Beef  113
Fresh Poultry  108
Fresh Bacon Rashers  108
Frozen Fish  101
Fresh Sausages  95
Fresh Lamb  81
Shellfish  79
Frozen Poultry  73
Wet/Smoked Fish  65

Asda Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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®

The Retail Trends

Tesco – Everyman

Asda – not just C2DE

Sainsbury – Mass/Up/Market

Morrisons – who?

Waitrose – The Ethical consumer

Discounters – Feeding frenzy
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Sainsbury Share of Till Roll Grocers

12

13

14

15

16

17

18

19

Ja
n 

30
 2

00
5

Fe
b 

27
 2

00
5

M
ar

 2
7 

20
05

A
pr

 2
4 

20
05

M
ay

 2
2 

20
05

Ju
n 

19
 2

00
5

Ju
l 1

7 
20

05

A
ug

 1
4 

20
05

Se
p 

11
 2

00
5

O
ct

 0
9 

20
05

N
ov

 0
6 

20
05

D
ec

 0
4 

20
05

Ja
n 

01
 2

00
6

Ja
n 

29
 2

00
6

Fe
b 

26
 2

00
6

M
ar

 2
6 

20
06

A
pr

 2
3 

20
06

M
ay

 2
1 

20
06

Ju
n 

18
 2

00
6

Ju
l 1

6 
20

06

A
ug

 1
3 

20
06

Se
p 

10
 2

00
6

O
ct

 0
8 

20
06

N
ov

 0
5 

20
06

D
ec

 0
3 

20
06

D
ec

 3
1 

20
06

Ja
n 

28
 2

00
7

Fe
b 

25
 2

00
7

M
ar

 2
5 

20
07

A
pr

 2
2 

20
07

M
ay

 2
0 

20
07

Ju
n 

17
 2

00
7

Ju
l 1

5 
20

07

A
ug

 1
2 

20
07

Se
p 

09
 2

00
7

O
ct

 0
7 

20
07

N
ov

 0
4 

20
07

D
ec

 0
2 

20
07

D
ec

 3
0 

20
07

Weekly 3 Point Centred Moving Average

Sh
ar

e 
(E

xp
en

di
tu

re
)

Sainsbury Sainsbury Baseline



© WorldpanelTM division of TNS 2008

Sainsbury Year-on-Year Trends - Till Roll £%
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Retailer Price Track - Total RST4
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Total Grocery Budget PL Trends
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Premium Private Label Sales Trends
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Trading Indices - Sainsbury

Broad Areas indexed on Total Groceries

Total Toiletries  118
Total Healthcare  117
Total Fresh+Chilled  111
Total Alcohol  101
Total Household  94
Total Ambient Groceries  91
Total Frozen  66

52 w/e Dec 30 2007
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Year-on-Year Expenditure Trends
Sainsbury
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I Regard Myself As A Connoisseur Of Food And Wine 134
I Am Prepared To Pay More For Organic Food 131
The BBC Is An Institution That I Can Rely On 125
I Think Of Myself As A Brand Loyal Consumer 121
Country Of Origin Is Important To Me When Choosing Groceries 119
I Think It Is Worth Paying More To Shop Where I Can Get In And Out Of Quickly 119
It Is Important To Me Which Brand I Buy 118
I Am Prepared To Pay More For Quality Ingredients 118
I Feel Good About Buying Fair Trade Products 115
I Always Pay My Credit Card Bills In Full 115
I Buy Free Range Products Whenever I Can 114
If Usual Item Is Unavailable I Buy Another Size Rather Than Change Brands 114
I Try To Buy Environmentally Friendly Products 113
I Don't Tend To Compromise On Quality If I Can't Find What I Want 112
I/My Partner Enjoy Cooking To Entertain Friends And Family 112
I Read The Ingredients On The Pack Before Buying 111
I Don't Mind Paying For Quality 111
I Think Supermarkets Are Becoming Too Powerful 110
I Often Look At The 'Price Per Kilo / Litre' And Not Just The Pack Price 109
I Find It Hard To Spend All The Money That I Earn 109

Till Roll Share indexed on All Shoppers – 52 w/e Dec 30 2007

Worldpanel Lifestyles - Sainsbury Share Index
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Sainsbury Share Index
Free Range Hens Eggs 130

Fairtrade Coffee 128

Fairtrade Bananas 269

Total Organic Products 149

Green & Blacks Choc. 162

Ecover 220

Share within Sainsbury Indexed on All Grocers
52 w/e Nov 4 2007
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Fairtrade
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Fairtrade Bananas - Performance Analysis
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Fairtrade Prepacked Bananas Market Share
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Fairtrade Prepacked Bananas Market Share

0

10

20

30

40

50

60

70

80

90

100

D
ec

 0
5 

20
04

Ja
n 

02
 2

00
5

Ja
n 

30
 2

00
5

Fe
b 

27
 2

00
5

M
ar

 2
7 

20
05

A
pr

 2
4 

20
05

M
ay

 2
2 

20
05

Ju
n 

19
 2

00
5

Ju
l 1

7 
20

05

A
ug

 1
4 

20
05

S
ep

 1
1 

20
05

O
ct

 0
9 

20
05

N
ov

 0
6 

20
05

D
ec

 0
4 

20
05

Ja
n 

01
 2

00
6

Ja
n 

29
 2

00
6

Fe
b 

26
 2

00
6

M
ar

 2
6 

20
06

A
pr

 2
3 

20
06

M
ay

 2
1 

20
06

Ju
n 

18
 2

00
6

Ju
l 1

6 
20

06

A
ug

 1
3 

20
06

S
ep

 1
0 

20
06

O
ct

 0
8 

20
06

N
ov

 0
5 

20
06

D
ec

 0
3 

20
06

D
ec

 3
1 

20
06

Ja
n 

28
 2

00
7

Fe
b 

25
 2

00
7

M
ar

 2
5 

20
07

A
pr

 2
2 

20
07

M
ay

 2
0 

20
07

Ju
n 

17
 2

00
7

Ju
l 1

5 
20

07

A
ug

 1
2 

20
07

S
ep

 0
9 

20
07

O
ct

 0
7 

20
07

N
ov

 0
4 

20
07

Total Grocers

Sainsbury's



© WorldpanelTM division of TNS 2008

Free Range Eggs
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Hens Eggs - Pricing Trends
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Hens Eggs - Organic Share Trends
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Hens Eggs - 'Free Range' Share Trends 

28

30

32

34

36

38

40

42

44

46

48

50

52

19
98

19
99

20
00

20
01

20
02

20
03

20
04

20
05

20
06

20
07

Free Range

Share - £%



© WorldpanelTM division of TNS 2008

Free Range Eggs - Performance Analysis
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Free-range Eggs Market Share
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Free-range Eggs Market Share
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Free-range Eggs Market Share
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The Olive Index
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The Olive Index
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Trading Indices - Sainsbury

Broad Area

Market Sector

Market
Total Toiletries  118
Total Healthcare  117
Total Fresh+Chilled  111
Total Alcohol  101
Total Household  94
Total Ambient Groceries  91
Total Frozen  66

Fresh Fish  154
Chilled Bakery Products  126
Chilled Drinks  125
Bathroom Toiletries  124
Oral-Care  118
Healthcare  117
Fresh Poultry+Game  116
Haircare  114
Fruit+Veg+Salads  114
Chilled Convenience  113
Fresh Meat  113
Other Toiletries  106

Ambient Pizza Bases  348
Mixers  218
Sleeping Aids  199
Chilled Olives  196
Shellfish  195
Fresh Soup  175
Chilled Vegetarian  172
Mens Skincare  166
Chilled Gravy+Stock  162
Chilled Prepared Fish  155
Ambient Vgtrn Products  155
Chilled Cooking Sauces  154
Fresh Pasta  151
Incontinence Products  151
Chilled Processed Poultry  151
Chilled Burgers+Grills  150
Fresh Lamb  149
Topical Analgesics  146
Wet/Smoked Fish  144
Lmscle Rmvrs/Water Softener  144

52 w/e Dec 30 2007
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Organic Index v Social Class
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Fresh Proteins – 15 year trends
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Chilled v. Frozen Trends - Value
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Sainsbury Demographic Signatures
Till Roll
Outlet Share within Demographic Group - MAT to year-end
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Sainsbury
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Till Roll - Net Switching Volumes - Sainsbury 
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Share of Switching Gains coming from Asda
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Share of Switching Gains coming from Tesco
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Till Roll - Total Net Switching Volumes - Summary
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Shellfish  177
Wet/Smoked Fish  119
Fresh Lamb  118
Fresh Sausages  106
Fresh Poultry  105
Fresh Beef  98
Fresh Pork  98
Fresh Bacon Rashers  87
Frozen Fish  69
Frozen Poultry  46

Sainsbury’s Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007



© WorldpanelTM division of TNS 2008

®

The Retail Trends

Tesco – Everyman

Asda – not just C2DE

Sainsbury – Mass/Up/Market

Morrisons – who?

Waitrose – The Ethical consumer

Discounters – Feeding frenzy
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 Morrisons Share of Till Roll Grocers

5

6

7

8

9

10

11

12

13

Ja
n 

30
 2

00
5

Fe
b 

27
 2

00
5

M
ar

 2
7 

20
05

A
pr

 2
4 

20
05

M
ay

 2
2 

20
05

Ju
n 

19
 2

00
5

Ju
l 1

7 
20

05

A
ug

 1
4 

20
05

Se
p 

11
 2

00
5

O
ct

 0
9 

20
05

N
ov

 0
6 

20
05

D
ec

 0
4 

20
05

Ja
n 

01
 2

00
6

Ja
n 

29
 2

00
6

Fe
b 

26
 2

00
6

M
ar

 2
6 

20
06

A
pr

 2
3 

20
06

M
ay

 2
1 

20
06

Ju
n 

18
 2

00
6

Ju
l 1

6 
20

06

A
ug

 1
3 

20
06

Se
p 

10
 2

00
6

O
ct

 0
8 

20
06

N
ov

 0
5 

20
06

D
ec

 0
3 

20
06

D
ec

 3
1 

20
06

Ja
n 

28
 2

00
7

Fe
b 

25
 2

00
7

M
ar

 2
5 

20
07

A
pr

 2
2 

20
07

M
ay

 2
0 

20
07

Ju
n 

17
 2

00
7

Ju
l 1

5 
20

07

A
ug

 1
2 

20
07

Se
p 

09
 2

00
7

O
ct

 0
7 

20
07

N
ov

 0
4 

20
07

D
ec

 0
2 

20
07

D
ec

 3
0 

20
07

Weekly 3 Point Centred Moving Average

Sh
ar

e 
(E

xp
en

di
tu

re
)

Morrisons Morrisons Baseline



© WorldpanelTM division of TNS 2008

Safeway Share of Till Roll Grocers
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 Morrisons+Safeway Share of Till Roll Grocers
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Morrisons+Safeway Year-on-Year Trends - Till Roll £%
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Retailer Average Spend Trends
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Morrisons AWP (£) by Region
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Morrisons Shoppers Lifestyle Statements:-
There Is A Fresh Fish Counter
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52 w/e Mar 25 2007
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Morrisons Shoppers Lifestyle Statements:-
It Has A Butchery Counter
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Morrisons Shoppers Lifestyle Statements:-
It Has A Delicatessen 
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Morrisons Shoppers Lifestyle Statements:-
I Get Good Value For Money There
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Morrisons Shoppers Lifestyle Statements:-
I Like The Layout Of The Store 
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Morrisons Shoppers Lifestyle Statements:-
I regard myself as a connoisseur of food and wine
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Morrisons Shoppers – London Lifestyles

Till Roll Share indexed on All Shoppers – 52 w/e Mar 25 2007

I Only Eat To Fill Up 142
I Think Health Foods Are Only Bought By Fanatics 142
It's A Struggle To Pay Bills At The End Of The Month 140
I'm Not Really Worried About Eating Healthily 131
I Work To A Strict Budget When I'm Buying Groceries 127
I Visit Different Shops For The Best Prices 126
People Regularly Smoke In My House 122
I Shop Around To Take Advantage Of Special Offers 114
I Buy Clothes For Comfort Not Style 112
I'm Often On A Diet To Lose Weight 112
I Consider That Price Is The Most Important Factor 111
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Latest Quarter Till Roll Totals Expenditure Trends
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Shellfish  139
Fresh Bacon Rashers  109
Fresh Beef  107
Wet/Smoked Fish  106
Fresh Poultry  103
Fresh Pork  99
Fresh Sausages  92
Frozen Fish  91
Fresh Lamb  78
Frozen Poultry  49

Morrisons Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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®

The Retail Trends

Tesco – Everyman

Asda – not just C2DE

Sainsbury – Mass/Up/Market

Morrisons – who?

Waitrose – The Ethical consumer

Discounters – Feeding frenzy
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Real Household Disposable Income Per Head 
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Food and Drink as a Proportion of UK Household Expenditure 
%
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“We are seeing a shift away 
from value-for-money to 

what we call 

[Prof. Tim Lang, City University Jan 2007]

‘values-for-money’….”
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I Regard Myself As A Connoisseur Of Food And Wine 229
I Am Prepared To Pay More For Organic Food 198
Country Of Origin Is Important To Me When Choosing Groceries 183
I Think It Is Worth Paying More To Shop Where I Can Get In And Out Of Quickly 178
The BBC Is An Institution That I Can Rely On 164
I Look Out For Stores That Are Less Crowded And Less Stressful To Shop In 162
I Am Prepared To Pay More For Quality Ingredients 160
I Try To Support Regional Food Producers 158
I Buy Free Range Products Whenever I Can 153
I Try To Buy Local Produce Whenever I Can 153
I Believe In A Holistic Approach To Medical Treatment 149
I Feel Good About Buying Fair Trade Products 147
I Try To Buy Environmentally Friendly Products 147
I/My Partner Enjoy Cooking To Entertain Friends And Family 144
I Eat Out Regularly 142
I Always Pay My Credit Card Bills In Full 141
I Read The Ingredients On The Pack Before Buying 140
I Do Not Approve Of Gambling 138
I Think We Should All Try To Buy More Fair Trade Products 137
It Is Important To Me Which Brand I Buy 137

Worldpanel Lifestyles - Waitrose Share Index

Till Roll Share indexed on All Shoppers – 52 w/e Dec 30 2007
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Lifestyle Indices – Free Range Hens Eggs

Share indexed on Total Market – 52 w/e Dec 31 2006

I am prepared to pay more for organic food 147
I buy free range products whenever I can 141
Country of origin is important to me when choosing groceries 125
I try to support regional food producers 122
I feel good about buying fair trade products 120
I try to buy local produce whenever I can 119
I try to buy environmentally friendly products 119
I regard myself as a connoisseur of food and wine 118
I think we should all try to buy more fair trade products 118
I am prepared to pay more for quality ingredients 118
I would actively avoid genetically modified foods 117
I believe in a holistic approach to medical treatment 116
I read the ingredients on the pack before buying 116
The BBC is an institution that I can rely on 113
I would choose locally grown produce if I had the option 112
I don't mind paying for quality 112
I think supermarkets are becoming too powerful 112
It is important to me which brand I buy 112
I'm prepared to pay more for products that make life easier 110
I look out for the 'healthy' products 110
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Organic
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Total Organics-£ Spend by Frequency Group
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1
% Homes Buying % Spend

27+

13-26 Occasions
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13% of Organic buyers purchase once during the year & account for only 1% of spend
14% of Organic buyers represent 66% of money spent on Organics

52 w/e Oct 07 2007



© WorldpanelTM division of TNS 2008

Outlet Shares within the Organic Market

Organics Tot. Grocery Index
Tesco 32.9 31.3 105
Sainsbury 25.3 17.0 149
Waitrose 18.5 4.2 442
Asda 9.6 15.9 60
Morrisons 5.8 11.9 49
Total Co-op 2.5 4.5 54
Somerfield 1.3 3.9 32
Tot Indepts 0.7 2.0 33
Total Hard Disc 1.0 5.0 19
Iceland 0.0 2.0 0
Farm Foods 0.0 0.6 1

52 w/e Nov 4 2007
Share of Grocers
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Waitrose Share Index
Free Range Hens Eggs 177

Fairtrade Coffee 240

Fairtrade Bananas 339

Total Organic Products 442

Green & Blacks Choc. 405

Ecover 461

Share within Waitrose Indexed on All Grocers
52 w/e Nov 4 2007
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Reasons for Store Choice - The staff are friendly
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Reasons for Store Choice - Less queuing at checkout
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I Visit Different Shops For The Best Prices 
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Wet/Smoked Fish  186
Fresh Lamb  131
Shellfish  122
Fresh Sausages  113
Fresh Beef  97
Fresh Poultry  95
Fresh Bacon Rashers  73
Fresh Pork  73
Frozen Fish  62
Frozen Poultry  23

Waitrose Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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®

The Retail Trends

Tesco – Everyman

Asda – not just C2DE

Sainsbury – Mass/Up/Market

Morrisons – who?

Waitrose – The Ethical consumer

Discounters – Feeding frenzy
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 Hard Discounters Share of Till Roll Grocers
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Kwik Save Share of Till Roll Grocers
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Aldi switching gains from Kwik Save
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Lidl switching gains from Kwik Save
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Netto switching gains from Kwik Save
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Kwik Save + Discounters
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32.1 33.7 36.8 38.4 39.7 40.9 41.9

26.5

24.6 24.3 23.6 23.6 23.6 23.7 23.1

8.3 8.6

27.1
35.8 34.3 31.8 30.1 28.7

7.5 7.7 7.8 7.9 8.0drugstores

hypermarkets
total                
(> 1500 sq. m)

supermarkets      
(< 1499 sq. m)

discounters

20052000 2001 2002 2003 2004
change value (%)*

2005:2006

Aldi
Lidl

15,3
5,3

16,5
5,7

18,3
6,4

18,8
7,1

19,1
7,1

18,9
7,9

+6,9

+1,3

+1,5

+5,6
+11,6

+6,1

- sales in % -

19,2
8,5

2006*

Germany - Growth of discounters continues

Source: GFK
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Frozen Poultry  774
Frozen Fish  211
Fresh Bacon Rashers  152
Shellfish  91
Fresh Poultry  83
Fresh Pork  64
Fresh Sausages  58
Wet/Smoked Fish  38
Fresh Beef  31
Fresh Lamb  1

Aldi Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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Frozen Fish  258
Frozen Poultry  186
Fresh Bacon Rashers  185
Fresh Poultry  93
Fresh Beef  79
Fresh Pork  61
Shellfish  50
Wet/Smoked Fish  42
Fresh Sausages  40
Fresh Lamb  24

Lidl Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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Fresh Bacon Rashers  203
Fresh Pork  151
Frozen Poultry  126
Fresh Poultry  121
Frozen Fish  99
Shellfish  97
Fresh Sausages  89
Fresh Beef  74
Wet/Smoked Fish  27
Fresh Lamb  3

Netto Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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Somerfield Share of Till Roll Grocers
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Somerfield Year-on-Year Trends - Till Roll £%
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Fresh Pork  131
Fresh Lamb  122
Fresh Bacon Rashers  119
Fresh Poultry  108
Fresh Beef  99
Fresh Sausages  97
Frozen Fish  87
Wet/Smoked Fish  67
Shellfish  59
Frozen Poultry  51

Somerfield Relative Trading Indices

Market Share Indices £% – 52 w/e Dec 30 2007
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Convenience
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Total Co-op Demographic Signatures
Till Roll
Outlet Share within Demographic Group - MAT to November
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Tot Indepts Demographic Signatures
Till Roll
Outlet Share within Demographic Group - MAT to November
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Tesco Express Demographic Signatures
Till Roll
Outlet Share within Demographic Group - MAT to November
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Grocery Sector Performance

Alcohol  
14%
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Fresh & Chilled Sector Performance – Expenditure £

Chilled Bakery 
Products

1% Chilled 
Convenience

21%

Chilled Drinks
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Dairy Products
27%

Fresh Fish
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Fresh Meat
15%
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Protein Movements – Latest 12 weeks

-2

3

6

2
0

5

-2

7

3

0

3

8

5

0
2

-1

-9

2
4

0

-5
-4

1
2

-2

6
7

5

0 0

Bee
f

Lam
b

Por
k

Sau
sa

ges

Bac
on

Pou
ltr

y

Tur
ke

y

Chic
ke

n
Wet/

Smok
ed

 Fish

Slic
ed

 C
ook

ed
 M

ea
ts

Spend Volume Price

12 w/e Dec 30th 2007 vs 12 w/e Dec 31st 2007



-2% £

+3% £

+6% £

+7% £

-2% £

12 w/e Dec 30th 2007 vs 12 w/e Dec 31st 2007

+3% £

Spend Shoppers AWP £ Price



© WorldpanelTM division of TNS 2008

Protein Movements – Latest 4 weeks
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Beef sales driven by increased promotional activity
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Beef sales driven by promotional activity – across all cuts
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What are retailers’ strengths and weaknesses?
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GB vs. Scotland
Scotland has a higher propensity for Beef
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What are retailers’ strengths and weaknesses?
GB vs. Scotland
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ed.garner
@tns-global.com


