
10 grocery 
Grocery brands are 
being hit by inflation, 
a drop in conspicuous 
consumption and a 
desire for convenience. 
SymphonylRI's Rod 
Street highlights ten 
trends that are ushering 
in a new era of frugality 

After a prolonged period of economic gloom, 
people are becoming more professional 
about their shopping. Faced with inflationary 
rises in household expenditure, along with 
static earnings and rising unemployment, they 
have cut back their grocery shopping. For the 
first time in more than 20 years, Europe has 
seen sustained reductions in the volume sales 
of many grocery products. Shoppers haven't 
just tightened their purse strings to survive 
the recession; they are making permanent 
changes in their behaviour. After decades 
of growth, FMCG marketers are facing a 
changed reality - savvy, frugal shoppers, rising 
input prices that threaten margins, new 
channels for shopping and a battle for shelf 
space that is being driven by increasingly 
desperate competition. 

In this new era, brands need to look at 
the real value that their brand gives to the 
consumer and then leverage each price point 
to achieve the optimum margin and deliver 
the most return - with different, perhaps 
lower, volumes of sale. Only those brands 
that sustain their meaning, position and 
relevance will continue to be strong. 

In this environment, the following ten 
trends are weaving the fabric of the future. 

C O N S U M E R RECESSION 
The future of the eurozone economy 
remains increasingly uncertain. 
Unemployment is increasing in every 
country except Germany. The 

German economy is performing relatively well, 
with 1.2% growth in GDP in QI 2012 over 
QI 2011. France grew 0.3%, the UK was flat, 
while Italy and the Netherlands both declined 
by 1.3%. Wi th the uncertainty over the future 
of the euro fuelled by the dire situation in 
Greece, whose GDP fell 6.2% in Q4 2012, 

• and stagnant economies around the continent, 
confidence levels in Europe are low. As prices 
rise faster than earnings, Europe and other 
parts of the world remain deeply mired in a 
consumer-led recession. People are changing 
how they spend and save. Even those that are 
faring well because they can afford the extra 
are caught up in the reaction. Though we are 
buying less, the average cost of a shopping 
basket is still going up. 

FASHIONABLE TO BE FRUGAL 
Shoppers no longer pick up their 
discounted items with the hope that 
no-one has seen their trip down 
the value aisle. Increasingly, they are 

taking advantage of new promotional offers 
and celebrating their frugality. The attitude 
for sharing information about good deals with 
family and friends paints a sharp contrast to 
the way in which having to search for a 
bargain was viewed as shameful in the past. 

V O L U M E SALES INCREASINGLY 
U N D E R PRESSURE 

As food prices rise and the price of 
the weekly shopping basket became 
too high for many people, shoppers 
have started to buy less - sometimes 

in food, even more frequently in their non-
food grocery basket. This start of a real era 
of frugality is borne out most in Germany, 
paradoxically, given that it has the strongest 
European economy. The Germans, it appears, 
are facing fiercer price increases than most in 

Europe, but are also extremely nervous and 
cautious about the eurozone situation. Spain 
is the only country not to have shown a 
drop in the volume of sales of FMCG goods, 
with sales rising nearly 4% in the last six 
months of 201 I compared with the same 
period in 2010. A mature and active private 
label market and a resistance to 
belt-tightening keeps the increase in prices 
lower in Spain. 

THE END TO AN ERA OF MASS 
C O N S U M P T I O N A N D W A S T E 

One of the easiest ways to save is to 
buy less, and shoppers are certainly 
doing that. They are also planning 
their shopping more carefully to 

avoid waste, using shopping lists or online 
price-checking to reduce impulse purchases 
and stick to the products that they know 
offer the best value for money. Nearly three-
quarters of shoppers have introduced an 
element of planning to their shop compared 
with just over half in 2009. Conscientious, 
rather than conspicuous, consumption reigns. 
Or perhaps the conscientious is conspicuous. 
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trends 
O W N - L A B E L BRANDS G A I N SHARE 

Across Europe, retailers' own-label 
brands continue to challenge national 
brands with multi-tiered premium 
and value offers. For consumers, a 

typical European private label shopping 
basket costs on average 30% cheaper than 
one filled with national brands. However, 
there is still a high level of loyalty towards 
national brands. Shoppers like to spend 
money for good quality, but it is clear that 
brands are under pressure. Smart new private 
label ranges, well presented and researched, 
are building positions where consumers have 
become detached from engaging with brands. 
This can be seen in Germany where almost 
50% of the FMCG items sold are private label. 
Maintaining connection and relevance is 
essential for brand health. 

T O U G H E R I N N O V A T I O N 
Brands are finding it harder to make 
their product innovation count. 
SymphonylRI Group research 
highlights that only one in five FMCG 

launcnes achieve faster than average sales 

rates. Of the 3,500 new FMCG products 
launched into the UK market over the past 
two years, more than half were food and 
drink brands. But these products are, on 
average, less successful than in other sectors. 
Their contribution to the total category 
sales value was lower than the average at 
just 2.6%. Compare this with the one in four 
new grocery products that are personal care. 
New products here contributed 6.3% of 
category sales value. 

OVER-RELIANCE O N PRICE 
P R O M O T I O N S 

Struggling with decreasing sales and 
profit margins, FMCG marketers 
turned heavily to promotions to 
drive volumes. The volume of FMCG 

products sold on deal is the highest in the 
UK at 54% on food items, compared to 
39% in the US, 27% in Italy, 20% in the 
Netherlands, 19% in Spain and France and 
13% in Germany. Marketers risk eroding 
brand loyalty with consumers who have 
become wary and weary of such strategies. 
Further, promotions don't always lead to a 
positive uplift in sales volumes or an increase 
in profits - and almost none of them will 
deliver long-term growth. 

SHOPPING ACROSS MORE 
C H A N N E L S 

A combination of tough times and 
new technology has heavily impacted 
where and how consumers shop. 
Wi th more channels, shoppers are 

altering their shopping missions and tr ip 
frequency. In the US, three-quarters of 
consumers shop in five or more channels 
to meet their needs. Shoppers in the UK, 
France, and Germany are also more likely 
to conduct multi-trip shopping. In France, 
among the adopters of the new click-and-
collect mode, 66% use it as the main channel 
for their grocery shopping and spend at least 
50% of their food budget in this way. This 
will only become even more important. 

THE C O N V E N I E N C E C O N C E P T 
Despite the massive drive to value 
that can be seen in grocery across 
Europe, there is another major 
trend that highlights the continued 

desire of many shoppers for convenience. 
Reflected in their multichannel behaviours, 
this trend is driving increases across Europe 
in small stores in closer proximity to work 
or home that can provide both small trip 
needs and a stopping-off point for online 
purchases. In every country, shoppers are 
expecting 'convenience', but in different 
ways. In France, more and more people are 
using click and collect to save time and 
control their budget. In the UK, consumers 
are finding their convenience online. 
We will soon see more growth in mobile 
shopping applications as the smartphone 
continues to increase its penetration across 
the population and businesses integrate this 
device into the shopping experience. 

C A T E G O R Y C O N F U S I O N 
Shopper behaviour is 
generating challenges for 
manufacturers to review 
at what price points to 

compete. As retailers and manufacturers see 
brands appealing at both high and low price 
points, they are increasingly being drawn into 
trying to compete successfully at multiple 
levels with the attendant risks of 
cannibalisation. The successful three-tier 
retailer private label strategies are adding 
to this challenge. For example, Tesco Finest 
might be the most expensive and innovative 
product in a category at the same time as 
the Tesco Value line will be among the 
cheapest. Shoppers will increasingly test 
and refine their choices to get best value 
across these competing lines. 
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Text Box
Fonte: Admap, Washington, v. 47, n. 7, p. 36-37, July/Aug. 2012.




