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February 26th, 2016

And we’re
really sorry

for them!

(schadenfreude
is never pretty!)



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

Squeezed between hard discounters

and premium retail and cannibalizing

Their Own Flagship Big Sheds!



• Aldi/Lidl continue to increase grocery market share

• Dollar (£) stores nibbling away compounds problems

• “Non-Grocers” enter grocery – Boots UK, Shoppers 

Drug Mart Canada, Costco thrives, & aaaagh Amazon!

• Big fmcg goes direct to consumers

• Artisans make direct 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

• Convenience store sector consolidating

• Slow economic growth and low inflation



Sir easyJet dabbles in grocery!



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”! 





Routine but Important Purchases:

• water

• pet food

• detergents and household cleaners

• paper goods

Household Inventory Managed by Consortium of Key Suppliers





Want a Monk for a Wedding, Special Occasion?

Or We Could Do You a Couple of Attractive Herdsmen?



Do Export opportunities Beckon?!







On-Line Fashion Store VERY has 1.2 Million Versions of its Home Page.
“Give them what they want fast but surprise them every now and again!”



Self-Reported Obesity Among U.S. Adults



Source: www.stateofobesity.org































March 16th YESTERDAY!



It’s No Wonder that the Cola Giants
are Interested in Water and in 
Dairy Drinks!





February 15th, 2016





Convenient but are they
consonant with consumer
trends for natural, lightly
processed, “clean” labels?













Food Ingredients are “Free”!

“All Natural” Not a Point of Difference!



• Antibiotic-free

• Hormone-free

• Additive-free

• Campylobacter-free

• Salmonella-free

• E.coli-free

• GMO-free

• Free-range

• Gluten-free



Clearly, the “gluten issue” is much
more than a coeliac problem.





“Big Food” Caught With
Its Trousers Down?!(4X sales) 



But, NEVER underestimate “Big Food” capacity to respond!





November, 2015



Source: www.whatsinmyfood.com (Campbell’s)

Transparency of Ingredients Not Without Its Challenges
e.g. Campbell’s iconic tomato soup with HFCS/GM ingredients

http://www.whatsinmyfood.com


Eat em like junk food” works    

well for any snacking produce



Cold-Pressed Fruit & Vegetable Juices:
Strong Growth Potential with Excellent
Health & well-Being Hooks

Cold-Pressed
Redolent of 
EVOO

Any Room for a
Super Ingredient
Like Onion Juice?





“Big Food” Desperate to
Align with Natural-Loving
Millennials!



September, 2015



Source: from New Nutrition Business, March 2016



Ingredients:
New Zealand Lamb

• but what breed?
• from where?
• how produced?
• by whom?
• farm history?
• ….....

• Add consumer-relevant

adjectives



“How’d You Like Your Meat?”

“With Adjectives, Please”:

• known provenance …
• Dugdale Farm ….
• Glouceter Old Spot ..
• grass-fed, suckler …
• vegetarian diet …
• organic …..
• new season …
• free range
• single estate
• free-from
• happy …
• environmentally-friendly …



Huge Trend to Few, Simple, Natural Ingredients
Positive for Farmers Worldwide





(October, 2015)

Backed by Well-Heeled
Investors





Plant-Based Egg and Meat

Analogues Have Market Traction





• Clean and clear labels (ingredients)

• Convenience for foodies

• Marketing to millennials (tech savvy/socially-engaged)

• Snackification … of everything!
• Good fats, good carbs

• Protein boom but much more than meat

• More for fruit & veg. (drinks/natural ingredients, etc.)

• Freshly frozen (renaissance driven by smoothies)

• Private label progresses with more sophistication

• Rich, chewy and crunchy – texture and indulgence

Source: Innova Market Insights, ANUGA, Köln, October, 2015



• they’re global – been abroad, friends abroad, and 

frequently buy products from abroad

• educated middle class very similar across the globe

• connected – the 1st native digital generation. 90% 

have smart phones and in constant use

• social on-line and off-line – seek friends’ 
advice/respect – quick to criticise and compliment

• hungry for experiences, more adventuresome, prefer 

smaller businesses, sceptical of mega-corporations

• impulse shoppers & have no patience (want it NOW!)

• savvy shoppers – weigh up value and values



Increasing Complexity Driving Product Purchasing Behaviour

Including:

• savvy shopping
• local/national

- place of production
- care of local economy
- local is fresh/healthier

• provenance
• heritage
• sustainability
• animal welfare
• worker welfare

Source: Deloitte Inc. Food Value Equation Survey, 2015 and Hughes



Provides a Good
Short hand of
Global Trends



VALUE VALUES

HERITAGE

PROVENANCE

PACK SIZE

ETHICS
SUSTAINABILITY

PERFORMANCE

PROMOTIONS

PRICE

Values: For Shoppers, It s Not ONLY about Price

Source: IGD 2012



World Population: Who's Going Up and Who s 
Going Down?

2010 2030 2050

- billion-

World 6.9 8.2 9.0

Africa 1.0 1.5 2.0

Asia 4.1 4.8 5.1

Europe 0.7 0.7 0.7

LAC* 0.6 0.7 0.8

North America 0.3 0.4 0.5

Oceania 0.04 0.04 0.05

*Latin America & Caribbean

Source: UN (population scenario planning)



Global Performance of Health Care Stocks, 2012 to 2015





Perception of NZ Food and Health Product

Source: Trace Research 2016

Dr. Andrew Zhu



NZ Product ConsumptionTrend in China
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N.B. BB shorthand for “Beauty Balms”

Korea is Number 1 for Beauty
Product Trends and 1st Equal 
with Japan for Beauty Foods



Natural Ingredients with Provenance Dominate



January 4th and again January 7th, 2016

Reflective Tweet
mid-2014

January 11th, 2016



Fingers Crossed that China and India Both Don’t Catch a Cold!







• Globally, consumers less trusting of government, 

industry, “Big” science, “Big” anything!
• Pervasive media coverage of food scandals

• Shoppers want to know much more about where their 

food comes from and how the animals were treated

• Most shoppers believe food companies should know 

“exactly” where every ingredient comes from

• Speed of social media communication both a blessing 

and a curse but, irrespective, a game changer

• Traceability and transparency in the supply chain 

underpins building trust with all stakeholders 

Source: Joanne Denney-Finch, IGD UK, October 8th, 2013, and Hughes



100% Purity is a Tough Ask! But Excellence in Supply Chain

Integrity is the Bed Rock of International Reputation for Food



• “Natural” is an increasingly tarnished descriptor. 
Guarantee of authenticity is critical – importance of 

proving that it’s your product or that it’s not yours!
• scientific evidence to support your health/beauty 

claim? Little firms must exploit power of PR! Others 

will make your claims (e.g. blueberries)

• consumers more patient on beauty versus health 

claims (for beauty, hope is never-ending!)

• Asia and particularly Korea leads on beauty foods 

and beauty potions – clean/simple/few ingredients

• Chinese quality issues will diminish (e.g. Japan cars)

• up social media skills to recruit millennial advocates



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
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