
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Aldi and Lidl have changed the “conversation” around
grocery – in particular, they have pushed the price/quality
balance to greater prominence. And, in a volume-sensitive

business, they have put major pressure on some major
grocers – most notably Morrisons and Tesco.”

– John Mercer, European Retail Analyst

This report looks at the following areas:

• Our online section provides market sizes and market shares for the fast-growing online
grocery segment;

• Our Sector Size and Forecast section provides three separate segment forecasts – for
Supermarket formats, Convenience Stores and Online – as well as the total sector
forecast.

• Our Market Shares section provides five years of historic market shares data and
estimated 2014 market shares for the biggest retailers, including for Aldi and Lidl.

The UK grocery sector is changing fast, causing upheavals for several of the long-established market
leaders. As online grocery sales grow and major grocers push into convenience formats, these channels
cannibalise share from superstore and supermarket formats that generate the bulk of retailers’ profits:
retailers are investing simply to stand still. At the same time, the shift away from out-of-town stores
should not be overstated: hypermarket-based Asda is outperforming rivals, Sainsbury’s continues to
open larger out-of-town stores and Tesco has said underperformance in hypermarkets is limited to
around one-third of its largest stores.

Meanwhile, the discounters, Aldi and Lidl, are growing fast: Aldi overtook M&S Food by annual
revenues in 2013 and is set to leapfrog Waitrose by this measure in 2014. Aldi and Lidl are chipping
away at the market shares of (some) mid-market, full-range supermarkets – a problem which appears
to be most severe for Morrisons and Tesco.

The midmarket grocers are under pressure to respond by competing more aggressively on pricing.
Price competition has already pushed food and beverage prices into deflationary territory, and any
major price offensive – for instance, by Tesco – will hit sector sales in 2015.
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Figure 55: Topic cloud around mentions of Waitrose, 27 October 2013-25 October 2014
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Figure 69: The consumer: Retailers used for main and top-up shops, September 2014
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Supermarkets continue to dominate main grocery shops
Figure 73: The consumer: Type of store used for main grocery shop, September 2014

And supermarkets still lead for top-up shops
Figure 74: The consumer: Type of store used for top-up grocery shops, September 2014
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Main shop demographics: Young turn to c-stores, older turn to out-of-town
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Figure 79: The consumer: Type of store used for main grocery shop, by retailer used for main grocery shop, September 2014

Figure 80: The consumer: Type of store used for main grocery shop, by retailer used for main grocery shop, September 2014
(continued)

Repertoire of stores used for top-up shopping
Figure 81: The consumer: Repertoire analysis of type of store used for top-up grocery shops, September 2014

Online focus group: Changing shopping habits
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Figure 82: The consumer: Attitudes to Aldi/Lidl – Agreement with statements, September 2014
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Figure 83: The consumer: Attitudes to Aldi/Lidl – Changing shopping habits, September 2014

Focus group

Shoppers think quality has improved in fresh foods
Figure 84: The consumer: Attitudes to Aldi/Lidl – Quality of products, September 2014

Focus group

Brand choice has improved but still cannot do all their shopping at Aldi/Lidl
Figure 85: The consumer: Attitudes to Aldi/Lidl – Choice of products, September 2014

The Consumer – Types of Stores Used

The Consumer – Attitudes Towards Aldi and Lidl
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Focus group

Non-grocery special deals are a key selling point
Figure 86: The consumer: Attitudes to Aldi/Lidl – Non-grocery products, September 2014

Attitudes to discounters, among those who shop at the discounters
Figure 87: The consumer: Attitudes to Aldi/Lidl among Aldi/Lidl shoppers – Relative to total shopper average, September 2014

By where they shop
Figure 88: The consumer: Attitudes to Aldi/Lidl, by where they do their main grocery shop, September 2014

Focus group: What could prompt shopper migration to or from Aldi/Lidl?
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Figure 89: The consumer: Why they do not do any/more of their grocery shopping at Aldi or Lidl, September 2014

By region: too few stores in London and the south east?
Figure 90: The consumer: Why they do not do any/more of their grocery shopping at Aldi or Lidl – “There is not one in a location that
is convenient for me”, September 2014

By social grade: ABs more concerned with brand choice
Figure 91: The consumer: Why they do not do any/more of their grocery shopping at Aldi or Lidl, September 2014

Why they do not shop there, crossed by where they do shop
Figure 92: The consumer: Why they do not do any/more of their grocery shopping at Aldi or Lidl, by where they do their main grocery
shop, September 2014

Online focus group

Key points

Fully 86% buy non-groceries from supermarkets
Figure 93: The consumer: Non-grocery items bought from grocery retailers, September 2014

And 49% are buying non-groceries from supermarkets online
Figure 94: The consumer: Non-grocery items bought from grocery retailers, by in-store/online, September 2014

Supermarkets lose non-grocery shoppers in 2014
Figure 95: The consumer: Non-grocery items bought from grocery retailers, September 2013 and September 2014

2014 vs 2013: In-store
Figure 96: The consumer: Non-grocery items bought from grocery retailers – In-store, September 2013 and September 2014

2014 vs 2013: Online
Figure 97: The consumer: Non-grocery items bought from grocery retailers – Online, September 2013 and September 2014

By main-shop retailer: Aldi shoppers over-index on DIY
Figure 98: Non-grocery purchases (whether online or in-store), by Retailers used for main and top-up shops, September 2014

Online focus group

Key points

Pioneering independent ethical supermarket

The Consumer – Why They Do not Shop at Aldi/Lidl

The Consumer – Buying Non-grocery Items from Supermarkets

Who’s Innovating?
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Figure 99: hiSbe, Brighton

Zero-waste supermarket

Click-and-Collect

Improving the checkout process for in-store shoppers

Unique DIY mental health screening kiosk

Car-like GPS in-store sales navigation system

Smart trolley

App for cash-back on groceries

iBeacon technology changing the shopping experience at Waitrose

Home scanning

Key points

Summary data and classifications
Figure 100: Food, non-food standard classifications, 2014

Convenience – Comparison goods
Figure 101: Leading food retailers: Convenience comparison split, October 2014

Figure 102: Leading food retailers, pattern of space allocation to foods, October 2014

Detailed space allocation data
Figure 103: UK hypermarkets: Estimated space allocations, October 2014

Figure 104: UK hypermarkets: Estimated space allocations, October 2014 (continued)

Figure 105: UK hypermarkets: Estimated space allocations, October 2014 (continued)

Figure 106: UK hypermarkets: Estimated space allocations, October 2014 (continued)

Figure 107: Leading superstores: Estimated space allocations, October 2014

Figure 108: Leading superstores: Estimated space allocations, October 2014 (continued)

Figure 109: Leading superstores: Estimated space allocations, October 2014 (continued)

Figure 110: Leading superstores: Estimated space allocations, October 2014 (continued)

Figure 111: Smaller stores and hard discounters: Estimated space allocations, October 2014

Figure 112: Smaller stores and hard discounters: Estimated space allocations, October 2014 (continued)

Figure 113: Smaller stores and hard discounters: Estimated space allocations, October 2014 (continued)

Figure 114: Smaller stores and hard discounters: Estimated space allocations, October 2014 (continued)

Key points

Sales
Figure 115: Leading food retailers: Estimated sales breakdown, 2013/14

Figure 116: Leading food retailers: Estimated sales breakdown, 2013

Sales densities
Figure 117: Leading retailers, Estimated sales density by product, 2013/14

Market shares of spending on food
Figure 118: Leading food retailers: Estimated share of all spending on food and drink, 2013

Space Allocation Summary

Retail Product Mix
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Key points

Sales: Tesco’s first slippage in memory
Figure 119: Leading grocery retailers: Net sales, 2009-13

Figure 120: Leading 10 grocery retailers: Compound annual growth rates in net sales, 2009-13

Store numbers and sales per outlet
Figure 121: Leading grocery retailers: Store numbers, 2009-13

Figure 122: Leading 10 grocery retailers: Compound annual growth rates in sales per outlet, 2009-13

Figure 123: Leading grocery retailers: Annual sales per outlet, 2009-13

Sales area and sales densities
Figure 124: Leading grocery retailers: Total sales area, 2009-13

Figure 125: Leading grocery retailers: Annual sales per sq m, 2009-13

Operating profits and operating margins
Figure 126: Leading grocery retailers: Operating profits, 2009-13

Figure 127: Leading grocery retailers: Operating margins, 2009-13

Key points

Three of the Big Four are expected to lose share in 2014
Figure 128: Leading grocery retailers: Share of sector sales, 2009-14

The Big Four fall below two-thirds share
Figure 129: Market shares: The Big Four and Tesco, 2009-14

Figure 130: Market shares: Aldi and Lidl, 2009-14

How we calculate our market shares

Key points

Online sales by grocery retailers
Figure 131: Online sales by grocers as % of grocers’ sector sales, 2009-19

Figure 132: Online sales by grocers: Segment size and forecast (incl VAT), 2009-19

Market shares
Figure 133: Estimated market shares of online sales by grocers, 2013

UK coverage
Figure 134: Coverage: Selected leading online grocers, February/March 2014

Online sales of grocery products
Figure 135: Online sales of grocery products (incl VAT), 2008-18

Figure 136: Online grocery sales (incl VAT), at current and constant prices, 2008-18

The consumer

Nearly one quarter now buy online
Figure 137: The consumer: Type of store used for grocery shopping – Online, September 2014

Leading Grocery Retailers

Market Shares

Online
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Where they shop online
Figure 138: The consumer: Retailers used for majority of grocery shopping, online, December 2013

Why they do not shop online
Figure 139: The consumer: Reasons for not shopping for groceries online, November 2012

Website visitor data
Figure 140: Leading food retail websites, by unique visitor numbers, September 2014

What we think

Germany

Elsewhere

Where next?

Company background

Company performance
Figure 141: Aldi: Group financial performance, 2008/9-2012/13

Figure 142: Aldi: Outlet data, 2008/9-2012/13

Figure 143: Aldi: Outlet data, 2008/9-2012/13 (continued)

Retail offering

What we think

Price

Aldi and Lidl

Stores

Online

Where next?

Company background

Company performance
Figure 144: Asda Group Ltd: Group financial performance, 2009-13

Figure 145: Asda Group Ltd: Outlet data, 2009-13

Retail offering
Figure 146: Asda: Sales mix, 2013

What we think

Members vote in favour of changes to governance

Clear focus on c-stores

Marston’s deal brings over 60 new stores

Improving the c-store offer

Company background

Company performance

Aldi

Asda Group Ltd

The Co-operative Food
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Interim results reflect a company in transition
Figure 147: The Co-operative Food: Group financial performance, 2009/10-2013/14

Figure 148: The Co-operative Food: Outlet data, 2009/10-2013/14

Retail offering

What we think

Riding the discounter wave

Online: Gaining coverage

Remains more popular as a top-up shop destination

Company background

Company performance
Figure 149: Iceland Foods Ltd: Group financial performance, 2009/10-2013/14

Figure 150: Iceland Foods Ltd: Outlet data, 2009/10-2013/14

Retail offering

What we think

Online

Where next

Company background

Company performance
Figure 151: Schwarz Group: Group financial performance, 2009/10-2013/14

Figure 152: Schwarz Group: Outlet data, 2009/10-2013/14

Figure 153: Schwarz Group: Outlet data, 2009/10-2013/14 (continued)

Figure 154: Schwarz Group: Outlet data, 2009/10-2013/14 (continued)

Figure 155: Schwarz Group: Outlet data, 2009/10-2013/14 (continued)

Retail offering

What we think

Product differentiation

‘Shop for today’ M&S Simply Food store expansion

Developing the in-store experience

Limited click-and-collect service

Company background

Company performance
Figure 156: Marks & Spencer (UK food): Group financial performance, 2009/10-2013/14

Figure 157: Marks & Spencer (UK food): Food outlets by format, 2009/10-2013/14

Figure 158: Marks & Spencer (UK food): Outlet data, 2009/10-2013/14

Retail offering

Iceland Foods

Lidl/Kaufland (Schwarz Group)

Marks & Spencer (UK food)
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What we think

What went wrong?

But decline of superstores

Match and More

Cutting SKUs

Online

Going forward

Company background

Company performance
Figure 159: Wm Morrison Group: Group financial performance, 2009/10-2013/14

Figure 160: Wm Morrison Group: Outlet data, 2009/10-2013/14

Retail offering

What we think

Morrisons partnership gets off to a good start

Potential for similar tie-ups?

New Sizzle “destination site” joins Fetch

Company background

Company performance
Figure 161: Ocado Ltd: Group financial performance, 2008/9-2012/13

Retail offering

What we think

Write downs

Promotions

Launch of Netto

Change of CEO

Where next?

Company background

Company performance
Figure 162: J. Sainsbury: Group financial performance, 2009/10-2013/14

Figure 163: J. Sainsbury: Outlet data, 2009/10-2013/14

Retail offering
Figure 164: Sainsbury’s: Estimated sales mix, 2013/14

What we think

Enhanced own-label offering targeting meal-times

Wm Morrison Group

Ocado

J. Sainsbury

Spar Europe
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Pushing its convenient shopping destination credentials

Limited online grocery shopping option

Positioning itself as a healthy food retailer

Improving the in-store checkout experience for its customers

Tailored formats offering additional sales growth opportunities

Expanded everyday general merchandise range

Company background

Company performance
Figure 165: SPAR International: Retail sales by country, 2009-13

Figure 166: SPAR International: Outlets, 2009-13

Figure 167: SPAR International: Retail sales area, 2009-13

Figure 168: SPAR International: Sales per sq m, by country, 2009-13

Retail offering

What we think

Profits overstatement

Unintended consequences

UK stores all important

Where next?

Longer term

Company background

Company performance

Recent trading

Profits overstatement
Figure 169: Tesco Plc: Group financial performance, 2009/10-2013/14

Figure 170: Tesco Plc: Outlet data, 2009/10-2013/14

Retail offering

What we think

Creating additional reasons to visit its stores

Establishing itself in the potentially lucrative commuter market

Online grocery delivery enhancements

Specialist online product offering boosting sales

myWaitrose driving incremental sales

Company background

Company performance
Figure 172: Waitrose Ltd: Group financial performance, 2009/10-2013/14

Figure 173: Waitrose Ltd: Outlet data, 2009/10-2013/14

Retail offering

Tesco Plc

Waitrose Ltd
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