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UK consumer attitudes and behaviours around sustainable food lJ S D ;’\

Edward Garner - Communications Director
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Free Range
Fairtrade
Rainforest Alliance
Local

Freedom Food
Outdoor reared

Organic

“lgnore what people say — watch what they do”
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The Agenda

>—Austerity
—Niches

—The Big 4
—Home Delivery
— Seeking Differentiation

— A role for Ethical Claims
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Grocery Market Growth v. Inflation
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Global Food Price Indices
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Food and Drink as a Proportion of UK Household Expenditure %
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Food and Drink as a Proportion of UK Household Expenditure %
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| Consider That Price Is The Most Important Factor

When Buying A Product

Farm Foods
Iceland

Aldi

Asda

Lidl

Tesco

Morrisons

The Co-operative
Sainsbury's
M&S

Waitrose
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The Agenda

— Austerity
- Niches
—The Big 4
—Home Delivery
— Seeking Differentiation

— A role for Ethical Claims
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Latest Quarter Till Roll Totals Expenditure Trends

Aldi

Lidl

@ waitrose

Total Grocers

12 wle Sep 15 2013 yly % Change
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Swap and Save

SwapsaSave

_35"

ALDI EXCLUSIVE
BRANDS

LEADING BRANDS

£23.09

AT OTHER
SUPERMARKITS

Aldio Like brands. Only cheaper.

Sun % feb & Thaes It fob

ok harw 10 view Our

Our Latest
TV adverts

Like ALDI|
Like the price
See ¢ now TV w

Like to
win £50?

60 Day
Guarantee

now on Twitter!

Keoep up !0 date with




Specialbuys Product Range Recipes Information Entertainment

Homepage -» Specialbuys -» Sunday 22nd September

Sunday 22nd Septemver ||Sinday ol Seplember
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Madeira Carrot
CAKE MIX " ' CAKE MIX
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Garden Bag 16 Piece Wrench Set Safety Dealer Boots Quartz Alarm Clock '
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Waitrose

Waitrose Share of Till Roll Grocers
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Waitrose Share Index

. | am prepared to pay more for organic food 205
| regard myself as a connoisseur of food and wine 191
. | actively seek out fair trade products 179
The brand name of the clothes | wear is important to me 149
‘ | try to buy environmentally friendly products 145
| am more likely to buy a HBA product if it is made of more natural ingredients 141
It is important to me what brand | buy 137
‘ | try to buy local product whenever | can 134
| have a pastime/hobby that is an important part of my life 128
| am willing to travel further to shop at the supermarket | prefer 128
If usual item is not available than | buy another size rather than change brands 126
| regularly take active exercise 121
| stick with a brand | usually buy than try something | am not very sure of 117
I/my partner enjoy cooking to entertain friends and family 116
| restrict how much sugary food | eat 114
The nutritional labeling on food & drink products has an effect on what | buy 113
| often treat myself/family to a meal out 112
My diet is very important to me 111
| think | will be doing more of my grocery shopping online in the future 111
| try to lead a healthy lifestyle 111

Till Roll Share indexed on All Shoppers — 52 w/e Jun 09 2013
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My Trolley Login / Register My Account

My Orders

Waitrose s

Help & Support &

Groceries Entertaining Waitrose Direct 18 n Recipes TV OFFERS

Home > Inspira Food issues and p &s > Origin of our food > Sourcing British food

Inspiration Sourcing British food "] saveto Scrapboot
| o §

. A

Responsible scurcing

Related links

Sourcing British food ’ e British suppliers profiles
Paim oil e Regional and local sourcing
HVOs

All Waitrose fresh chicken, beef and pork (including that sold as sausages),
bacon, duck and goose is British all year round.

B it e s e B S CAE NI ] IR T
Pritisn proauce i1s among the pest in the worid

Waitrose always tries to source from Britain when products are in season and at
the peak of freshness and flavour.

All Waitrose fresh chicken, beef and pork (including that sold as sausages)
bacon, duck and goose is British all year round. All of our turkeys come from the
UK or Ireland and we sell the best of British seasonal Lamb and Venison when in
season.

We are proud of our British suppliers and forge strong relationships with them
founded on trust, fairness and a passion for good food. With 3 reputation built on
the quality and freshness of our food, we are committed to letting people know
about the wealth of high quality food available.

Waitrose believes retailers play a vital
role in safeguarding the future of the
countryside and the farmers who create
it and we take our responsibilities
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The Agenda

— Austerity
—Niches
>—The Big 4
—Home Delivery
— Seeking Differentiation

— A role for Ethical Claims
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Latest Period Till Roll Totals - Share of Total Grocers

Tesco
Asda
@ sainsbury's

Morrisons

The Co-operative

Waitrose 4.6 4.9
Aldi 2.9 3.7
Lidl 2.8 3.0
Independents 2.2 2.1
lceland 2.0 2.0
Farm Foods 0.6 | 0.7
12 w/e 16 Sep 12 12 w/e 15 Sep 13
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TESCO Evewy Uittle halps

Contact us

ESC Groceries & Entertainment Finance & Phones & More Online
TESCO dlreCt w % Wine g/ & Digital Insurance Broadband Stores t
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- triple clubcard points
: > ; \—.;-\'," —!—\I\.

\.

100s of discount brand products |
(}A‘m (_Goto groceries )

TAW

Offers: Clubcard: Health: Community:  Environment: Baby: magazine

-~ . | Siore Locat

LUNCHBOX
PRICE CHECK
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LAUNCH |2
OFFERS |* 13
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AL A A | Groceries ¥ Pick a website and search | Search

- '-"'; T—

5 i
Tescodirect ) Freshfood o
& groceries) « '}
Fresh food g <8 - 5
& groceries | '

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

Start shopping

Book a delivery slot >

Prices are dropping on your weekly shopping

Wine by Music, Together _“ Facebook
the case ) films & For & Twitter >
games > N2 Trees) i ¥ ,




P =

When you shop at Tesco, we'll check your basket against the prices at Asda, Sainsbury's and
Morrisons*. If your comparable grocery shopping would have been cheaper there, we'll give
you a voucher for the difference (up to £10).

To qualify, you'll need at least 8 different items, including one comparable grocery item in your basket.

@ Shopped instore? 6 Shopped online?

Please type the numbers from the bottom of your
receipt, then click 'Get my resuits’.. - .. ———————=—=——=———

SUB-TOTAL 14.50
A TOTAL SAVINGS 2.00
TOTAL 12.50
CASH 15.00
CHANGE DUE 2.50

Get my results fisl1012 13:56 1234 014 1031 2134




TESCO

realfood

I Home Recipes Meal planner Our food Videos Healthy eating In season Cooking with kids Win Grocery

Meet the
grower

Picking up a fresh punnet
of strawberries is one of
summer's little pleasures.
Butwhere do these pretly
berries come from?

<D

Ways to shop

Look out for this basket to

buy recipe ingredients.

Learn more >
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http://www.asda.com/

Your ASDA

WSRg:lels[ 9 About Asda | Contact Us

nson Lots of love for our £1 products

Ll We've had a great response to our latest TV ad which showcases the thousands
of fantastic products on sale at Asda for just £1 or less.

Thousands of great products for just £1 at Asda
»AVING
AONEY EVERT I




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

Iceland

@ Asda
Farm Foods
Tesco
Morrisons
The Co-operative
Sainsbury's
M&S
Independents
Waitrose

Lidl

Aldi

12 w/e 15 Sep 13
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Year-on-Year Expenditure Trends - % change

‘ Fresh+Chilled 3.8

TOTAL GROCERIES

Ambient Groceries

Frozen

Household

Alcohol

Toiletries 1.1

52 w/e 18 Aug 13
Healthcare
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| Consider That Price Is The Most Important Factor
When Buying A Product

Farm Foods 127
Iceland 120
Aldi 118
Independents 115
@® Asda 109
Lidl 109
Tesco 105
Morrisons 98
The Co-operative 91
Sainsbury's 89

M
&S 65 Outlet Share Index

Waitrose c6 52 w/e Jun 09 2013
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ASDA Grosen by

Ultimate Steak &
Joules Ale Pie

NOIA

b! \". VQ;?" o
- ."; e o
. L

share this page: (3 ) g D

TRIED, TASTED AND
CHOSEN BY YOU

At Asda we are passionate about providing
customers with quality food that tastes great.

We're proud to have won hundreds of own label

food awards but it's you, the customers who are
the best judges of food quality. That's why we've
asked people up and down the country to try our
Asda brand products.

P NOW

What Chosen By You product< can I find?
nroved over 9,000 Asda prod

Jr chilled food

urites s

e

the cakes and breads

as pizza, frozen desserts, frozen ready




Sainsbury’s

Balance
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Value

Values
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Basics v Smart Price - 4 weekly sales
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Sainsbury Share Index

’ | actively seek out fair trade products 135
‘ | am prepared to pay more for organic food 122
The nutritional labeling on food & drink products has an effect on what | buy 116
The brand name of the clothes | wear is important to me 112
It is important to me what brand | buy 111
My style is influenced by celebrities or people | see in TV or in magazines 111
. | try to buy environmentally friendly products 109
| regard myself as a connoisseur of food and wine 109
| am more likely to buy a HBA product if it is made of more natural ingredients 108
| am willing to travel further to shop at the supermarket | prefer 107
| regularly take active exercise 106
I/my partner enjoy cooking to entertain friends and family 106
| often treat myself/family to a meal out 106
If usual item is not available than | buy another size rather than change brands 105
| try to lead a healthy lifestyle 105
‘ | try to buy local product whenewer | can 105
| stick with a brand | usually buy than try something | am not very sure of 105
My diet is very important to me 104
| make a shopping list before | go out and stick to it 104
| have a pastime/hobby that is an important part of my life 104

Till Roll Share indexed on All Shoppers — 52 w/e Jun 09 2013
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Well G :
For Sainsbury's
ess
Recipes & Inspiration | Meal Planning Brand Match | Products & 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

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.

X




4

sl e freshly prepare food -
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M MORRISONS

Offers What's new Market Street Food & drink Family life Our suppliers
Competitions r— A
3 | - .
Our suppliers ~ The Morrisons Farm at Dumfries House

Eaqqg tracker
Taste ofthe season
Fresh off the press

Find a supplier

| Explore our produce
l Inside story: Autumn

The Morrisons Farm at
Dumfries House

arch for a recipe to plan your
rfect menu.

At Morrisons, we are passionate about fresh food and the brilliant British farmers who
supply us with it. That's why we now have our very own farm in Scotland — The Morriscns
Farm at Dumfries House — and are rolling out a UK-wide farm research programme aimed
at helping to build a sustainable British farming industry.

Go

e.g. chicken or curry

Advanced search >

By farming ourselves, we will get an even better idea of the challenges that face farmers
and we hope the lessons we learn will benefit not only 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.

Which colour do you like?
I White

Got a price in mind?

The latest news

[Sc—lect- V]

How do you like it? The Morrisons Farm at Dumfries House has undergone a

[ s ] major transformation over the summer months. We've built
Select - v

a new catile shed to allow us to increase the size of our

3 Plesse signin | Home « Corporate + Jobs + Help and Information | Store finder [:]i&‘

Let's Grow Millions

Sign up to My Morrisons
Newsletter

Receive the latest offers &
competitions as well as being able to
save recipes, wines and guides.

Sign up to My Morrisons |

Browse through our recipes to plan
your perfect menu.

| Go

Detailed search >

Retailer of
the Year

Find your nearest store >
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M MORRISONS Sign in / Register | Home « Comporate + Jobs « Privacy & Cookie Policy | Store finder i—l g-gi k|dd|CO(‘e

Offers Market Street What'snew Food & drink Family Life Let's Grow Competitions BuyWine Buy Baby

Market Street Butcher

Butcher
Fishmonger ; ‘ - - .
Bakery : _,_—f—/s,'r" -\‘
Cake Shop ANl | MORRISONS ext- 5399 | |
Greengrocer
Deli

Oven Fresh

Freshto go

j T

Flowershop
Café

MNew TV ads

FROM BEITISH FARMS

Go Our Academy trained butchers will prepare your 1009% British meat just the way you like it.
They can also offer advice on how to getthe most out of your meat, and even sugges
alternative cuts that you may not have tried. We're always happy te help, so take a look at
what we can offer and be sure to visit your local Market Street butcher in store

Advanced search >

Behind our counters...

er every cut to ensure you get quality fresh
4 British meat in store, all you have to do is tell

From sirloin steaks to pork chops w
meat every time. We also prepare :
us how you like it!

Sign up now
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Trading Indices - Morrisons

® Fresh Fish 125
® Chilled Bakery Products 123
® Fresh Meat 117
Canned Goods 112
® Chilled Convenience 109
Hot Beverages 106
® Ambient Bakery Products 104
Pet Care 104
® Fruit+Veg+Salads 104
Biscuits 103
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Fresh + Chilled Trading Indices - 52 w/e Aug 182013

M&S 172
Waitrose 125
Sainsbury's 104
Morrisons 104
Lidl 103
Total Grocers 100
Tesco 99
Aldi 99
The Co-operative 99
Asda 96
Independents 78
Iceland 69
Farm Foods 38
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The Agenda

— Austerity

—Niches

—The Big 4
>—Home Delivery

— Seeking Differentiation

— A role for Ethical Claims

KANTAR WC'RLOPANEL High definition inspiration



Total Internet Grocery - Rolling 12 w/e growth

19 20 19 1
18
18 18 17 17
17 16 17 16 .1 17 16
16 16 15

15 15

17

14
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12 12

16- 13- 11- 08- 05- 04- 01- 29- 27- 24- 22- 19- 16- 14- 11- 09- 06- 03- 03- 31- 28- 26- 23- 21- 18- 15-
Oct- Nov- Dec- Jan- Feb- Mar- Apr- Apr- May- Jun- Jul- Aug- Sep- Oct- Nov- Dec- Jan- Feb- Mar- Mar- Apr- May- Jun- Jul- Aug- Sep-
11 11 12 12 12 12 12 12 12 12 12 12 12 12 12 12 13 13 13 13 13 13 13 13 13 13
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Total Grocery Internet

Lifestage Signatures
12

10

0
Pre-Family Young Middle Family 10+ Older Empty Retired
Family 0-4 Family 5-9 Years Dependents Nesters

Years Years

52 w/e Aug 18 2013
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| regard myself as a connoisseur of food and wine
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| try to buy local product whenever | can
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| actively seek out fair trade products
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| try to buy environmentally friendly products

Waitrose 145
M&S 113
Sainsbury's 109
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The Co-operative 104
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| Am Prepared To Pay More For Organic Food
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FAIRTRADE

Fairtrade Prepacked Bananas Market Share
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Fairtrade Shares
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Free Range Eggs - Performance Analysis
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Organic Eggs - Performance Analysis
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Free-range Market Share
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Our 20 commitments

Our progress so far...




Same price, different values.

Now that most of the big supermarkets claim to

be matching prices, you might be forgiven for
thinking there's no real difference between them,

But take the ham in the rolls above. One’s Basics
Cooked Ham from Sainsbury’s. It comes from
pork that’s only ever sourced within the UK.

The other's Everyday Value Mam from Tesco.
It doesn’t.

They cost exactly the same. But It's what you
can't see that makes the difference.

g Sainsbury’s



7

LI

Now that most of the big supermarkets
claim to be matching prices, you might
be forgiven for thinking there’s no real
difference between them.,

But take the two loose bananas above.
One's from Sainsbury's, It's Fairtrade -
which means a fair deal for the producers,
frrespective of market forces.

The other’s from Tesco. It isn't.

They cost exactly the same. But that's
where the similarity ends,

A8 sainsbury’s




Our basics eggs are

inexpensive. But the chickens
which lay them are free.

We don't cage any of our chickens, regardless of
the price of their eggs.

Even the ones that lay our basics eggs are free
to roam in large barns, doing chicken-y things
like scratching, strutting and enjoying a dust bath,

In fact, ail our eggs are from Freedom Food
approved farms, inspected to strict RSPCA
welfare standards.

aimo ez E Sainsbury’s



When the ethics go wrong
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About us Get involved Where to buy News Industry _ m

Freedom Food RSPCA

Online Stockists

Shopping guide for beef

By choosing high welfare products such as those labelled Freedom Food,
you are directly helping to improve the lives of farm animals.

Share this page
E>»@D

Think Pig!
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About us Get involved Where to buy News Industry _ m

s Freedom Food RSPCA

N
Shopping guide for lamb

Online Stockists

By choosing to purchase higher welfare products such as those labelled
Freedom Food, you are directly helping the lives of farm animals.

‘11 ‘ ‘ — ~ \ Share this page
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Think Pig!
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Freedom Foods - 4 weekly sales - £m
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In 52 weeks 41% of GB households
have purchased Freedom Food
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Freedom Food Shares
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Total Organic Grocery Products including Baby - 4 weekly £m
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Organic Ranges - Growth Rates

% Change
Total Organic Market 10
Branded 11
Own Label 8

52w/e 15Sep 13
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Organic Trading Indices

. Waitrose
Sainsbury's
Tesco

M&S
Independents
The Co-operative
Morrisons

Lidl

Asda

Aldi

Iceland

Farm Foods

87

66

58

56

45

39
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10

160

Share of Organic Indexed on

Total Grocery Share - 52 w/e Aug 18 2013
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Happy Wednesday) LOG IN or REASTER for Yekens “\A\E4 AF /04 @) 15

J

TASTY WHAT'S SHARE COLLECT
THINGS WE MAKE 100% YEOGANIC? TIP$ & TRICKS [ YEOKENS

TRIM DOWN THE FAT BUT NOT THE FLAVOUR

PULL ME Try our delicious $I<‘mvu) Roast Folatoc: >
~oA

€
PLAY OUR

FRUIT MACHINE

FAB PRIZES
INSTANTLY 3

"

GOT A CODE FROM A FOODIE FAMILY GOT A CODE FROM A
A SPECIAL PACK? ADVENTURE SREAK! SPECIAL NATURAL POT?




....................................................

Treat your friends and family to
something sweet this Valentine's Day.
View all Valentine's Day recipes >

Terms & conditions, privacy and cookie policy « FAQs « Careers

N
l" .",

Sign up for our Newsletter (>

Home +« Range +« Recipes + Competitions + Aboutus « Getin touch

Sign up to our newsletter (>






Share of Total Grocers - Organic

Tesco
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Waitrose
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Final thoughts

Sustainability has consumer appeal
Sustainability can differentiate retailers

..but

Increasing the Sustainability premium moves from Mainstream to
Niche

KANTAR WC'RLOPANEL High definition inspiration



KANTAR W’ RLDPHNEL

edward.garner@kantarworldpanel.com
twitter edgarner

KANTAR WC'RLOPANEL High definition inspiration



