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e - ResearchFarm is launching new service, which is absolutely free to
access with our latest report:

o
-

The Private Label Landscape 2012: Future Strategies To Win -
What makes the hard discounters so successful and how to combat
them using their own strategies - study into emerging private label
trends of the future, focus on health, local, convenience and social.

The report is an idea generation pool for private label innovation
and propositions featuring international best class examples from
the world of retailing.

The integrated service features a strategic report, recommendations
and first class execution examples, such as in store case examples via
a direct link from the relevant report section to hundreds of real life
pictures taken in leading private label markets and at leading private
label retailers around the globe (US, UK, Germany, France, Belgium,
Switzerland, Denmark, Netherlands, Austria, Spain)

With the report ResearchFarm’s team of Analysts showcase the lea-
ding cutting edge examples, retail success stories and answering
open questions around private label propositions, giving clear re-
commendations of what to do next.




UESTIONS YOU SHOULD ASK
ABOUT PRIVATE LABELS

Health & Wellness  RUVEEWETCYEEEEE
& wellness ranges uniquely
placed to drive footfall? Why
will ‘health & wellness’ be the
most important private label
proposition in future?
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Hard Discounters

Why are healthy private label
ranges predestined for creating

And how exactly are Aldi and
Lidl different in private label

a halo effect and loyalty drivers
strategy - from supply chain

par excellence?

What is the key

management to pricing strategy

to branding?
health claims - after the

And crucially what :
Is it product centric streamlining will they do next? | EU’s 222 regulation?

of all business processes or is it Why will *health & wellness’ be What do retail q
something else? | the most important private label SRR
— " - D to do next?
‘ . proposition in future?

Will it be the key
predictor of retail success
and failure in future?

What are the opportunities in
combining food and non food
under the health umbrella?

success factor of the
hard discounters?

What will happen to

Why is ‘local product origin’ the perfect opportunity
to create a unique point of differentiation from both

FMCG brands as well as the retail competition? Local
How does the local trend dovetail Is Zara a model
Umbrella Brands perfectly with vertical integration for grocery?

models that are becoming en vogue
with European grocers once again?

Why should retailers not
give up the tried and
tested model?

What is the advantage of
umbrella brands?
- P —
Why are retailers becoming
better at NPDs than FMCG
companies?

What is the value of clarity, |

simplicity and lean supply

chains and what is private
label’s role?

How has Mercadona managed Mercadona
to grow throughout the Spanish What s so special about

. (ECESIO0 e become _the Mercadona's private label
Wholesaling ) country’s biggest retailer? proposition?
Who are the leading retailers -
already achieving global reach
and what will happen on online
marketplaces?

How will wholesaling of Why is Mercadona’s business Which strategic learnings
private label ranges change model a real standout, one of a can be adopted and
going forward? kind innovation? replicated by other

retailers in Spain and

o s
How big is the opportunity? elsewhere?

Is it better to use vertical
integration and exploit idle
capacity in the supply chain or
licence private label knowhow?

What is the role of
partnerships in future? Range Arc itecturg

Where is the clear range

Does it make more S architecture of good, better, best
to launch venture brands in headed?

the premium segment or the _
value segment? Or should retailers use a different
decision criteria altogether if they

: . . . 1000 i ?
Are convenience private label lines are sign Dpes ORI .bESt & _ go for standalone brands?
private label work in every & o — —

of things to come and a harbinge:r.of format market? If not, why? How will personalisation change
specific private label propositions? z the industry?

Convenience
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What do retailers have to Will all encompassing
keep in mind when launching ¥ integrated offers win out?
convenience private label %\

ranges? What are the key benefits of

customer participation and How can social be the big
involvement in creating and unifier of all other trends?
promoting private label ranges?

" Does every private label line
How can social help with need to be social in future?
localisation for example?



HOW OUR CLIENTS WILL CREATE VALUE FROM THIS REPORT

James S., Sales Development & Pricing Manager
(Retailer)

“ We are going to create real footfall drivers and points of
differentiation with our private label brands. The report
helped us to target health conscious shoppers, convenience
store shoppers and update local and regional lines.”

Jane L., Global Category Manager
(Retailer)

“ | am tasked with watching the discounters and the
competition. | was looking for insipiration around range
architecture and wholesaling. | found valuable case examples
in this report.”

Sarah G., Consumer Insights
(Private label manufacturer)

“ We want to generate long term loyalty and business
success. | needed insights into when to launch stand alone
private label brands and the report bridged a real information
gap for us.”

Rob P, Director of Strategy
(Private label manufacturer)

“ We are planning to launch a private label range that’s right
for his company. The research helped us to focus on growth
strategies and the right topics.”

The people presented here above are examples of typical users-of our research.
We do not disclose any information on our clients.



500+ STORE PICTURES AVAILABLE ONLINE

ResearchfARM o

Retail Analysts Sign Out
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With this report you will get a one year
access to our online picture database.

Every week we are visiting retailers so

that you don’t have to. In our new section
you'll find in-depth store visits with sets of
photos and commentary from our team of
experts that will help you capture product
and competitive information.

e 500+ pictures tagged by our analysts
e New visits every month
e |Interactive links with the report

e High definition pictures available for
download



TABLE OF CONTENTS (1/5)

/
Executive summary p12
The data: recession retailing p19
The data: EU27 % share of total grocery, UK in the lead, Tesco the trendsetter p20
The data: Germany and the Albrechts, Spain’s recession impact, France’s legal background p21
The data: Eastern Europe, Italy, Scandinavia p22
Hard discounters, Aldi & Lidl p23
Private label: Strategic bifurcation process between two business models p24
Aldi: The exception p25
Aldi: a private label operator par excellence, fantastic sales densities p26
Aldi: rapid growth in recession plagued Anglo Saxon markets and a retreat from Greece  p27
Aldi: going hard, minimising complexity, keeping OSA simple, product centricity p28
Aldi: always the late, second mover, social media, only one can be the cheapest p29
Aldi: The business model p30
Aldi Sued: The data and benchmarks p31
Hard discounters: Lidl p32
Lidl: The copy cat p33
Lidl: Growth at all costs p34
Lidl: More innovation, online operations, going soft and widening the SKU count p35
Lidl: heavy investment into fresh, success in France, Switzerland and CEE p36
Lidl: disappointment in the Baltics and Scandinavia p37
Lidl: private label segmentation and vertical integration as key strategic objectives p38
Lidl: vertical integration achieved in soft drinks, half achieved in confectionery p39

N




TABLE OF CONTENTS (2/5)

/

Hard discounters: Strategic bifurcation process between two business models
Hard discounters: brands in hard discounters — just a short term tactic, not a strategy
Hard discounters: FMCG brands, price points and pack sizing

Actionable recommendations: learning from the hard discounters
Mercadona: how to grow through the Spanish recession

Mercadona: weathering the perfect storm, tweaking the SKU count

Mercadona: focus on essentials, the importance of the check outs

Mercadona: private label — reason for the success, pricing policy, supplier integration
Mercadona: pricing low and stable, prescribing products

Mercadona: a unique vertical integration model, interproveedores

Mercadona: harnessing the opportunity in the supply chain

Mercadona: the success in cosmetics and gluten free

Strategic action point I: Creating broader reach through wholesaling

Private label turning into brands: wholesaling

Boots: wholesaling and international expansion

Boots: P&G and Carrefour tie up, internationalising the ranges

Boots: strong growth in the US, Boots Advantage card, Waitrose and Mothercare
Boots: the Walgreens tie up, No7 to become a US$1.0bn brand

Carrefour: the Boots cooperation

Migros: wholesaling, diversification away from stagnant retailing in Switzerland
Migros: creating an international structure to partner with other retailers
Migros: twofold strategy, product and know how transfer

Waitrose: wholesaling

Waitrose: the link up with South Korea, strong presence in Asia

N

p40
p41
p42

p4a3
pa44

p45
p46
p47/
p48
p49
p50
p51

p53

p54
p55
p56
p57
p58
p59
p60
P61
p62
p63
p64




TABLE OF CONTENTS (3/5)

/
Waitrose: the Dunnes stores cooperation in Ireland P65
Waitrose: Essentials — the value tier, integrated advertising, health ranges p66
Online: the game changer for private label wholesaling p67
Actionable recommendations: wholesaling p68
Strategic action point II: Clear range architecture, an evolving model? p69
Private label: from good, better, best ... to what exactly? p70
Private label: from good, better, best ... to loyal shopper relevance p71
Tesco: how Clubcard made value, standard and premium possible p72
Tesco: everyday value relaunch, a new departure: venture brands p73
Tesco: the failure of the discounter range in the UK, relaunching ready meals p74
Tesco: creating a halo effect, a different approach to loyalty p75
Good, better, best: the limitations, Germany, CEE p76

Good, better, best: the future is personalisation, NPDs, loyalty, putting the shopper in charge p77

Actionable recommendations: from macro to micro segmentation p78

Strategic action point lll: Single lines versus umbrella brands, which way forward? p79

Venture brands: pros and cons, Penny versus Aldi & Lidl p80
NPDs: High failure rate, FMCG barriers, retail’s natural advantages p81
NPDs: retailer opportunities, mock trials, brand potential, low hanging fruit p82
Venture and umbrella brands: what to keep in mind pre-launch p83
Actionable recommendations: umbrella versus venture brands p84
New concepts: Aligning private label innovation to the megatrends p85

Aligning with consumer trends: introduction, better insights, technology and integration  p86
Aligning with consumer trends: focus on select few, rather than total coverage p87

N




TABLE OF CONTENTS (4/5)

/

Aligning with consumer trends: environment, urbanisation, demographics
Aligning with consumer trends: avoiding the pitfalls

Strategic action point IV: New concepts, private label & health

Health: the background drivers, obesity, regulation, smartphones

Health: unique private label as footfall driver, drugstores exploiting food deserts
Health: transferring the image across the proposition, fighting off the discounters
Health private labels: Aldi US, Tesco, Coop ltalia, Morrisons

Casino: bien pour vous, 4 sub segments, dedicated interactive online portal
Wal-Mart: health, Great for you label, strict standards

Wal-Mart: health, global impact

Spar Austria, Waitrose: health, vegetarian options and catering to students
Health: the opportunity in fresh, omission of additives, key categories

Health: more regulation to come, stricter criteria, 222 claims

Health: the importance of health umbrella ranges

Actionable recommendations: health - preempting the regulators
Strategic action point V: New concepts, private label & local

Local and regional: the drivers, perfect opportunity for private label

Local and regional: traceability and QR codes, engaging shoppers

Carrefour: Reflets de France, halo effect for Carrefour’s private label, key loyalty driver
Local and regional: Casino, E.Leclerc, Edeka, Coop eG

Local and regional: visual merchandising crucial for on shelf visibility

Vertical integration: Zara-ising grocery, secure supply, margin and supply chain control
Vertical integration: threat from FMCG forward integration, lean supply chains

Actionable recommendations: vertical integration and regional lines

-

p88
p89

p90

P91
p92
P93
p94
P95
p96
p97
p98
p99
p100
p101

p102
p103

p104
p105
p106
p107
p108
p109
p110

p111




TABLE OF CONTENTS (5/5)

/

Strategic action point VI: New concepts: private label & convenience

Convenience: integration of location, format and private label range
Migros & Migrolino: dedicated convenience private label line, SKU numbers
Convenience: shopping experience as fast and easy as possible, Morrisons’ foodie credentials p115

Ahold: the comprehensive solution, AH Express line, ranges tailored to time of day

Actionable recommendations: convenience

Strategic action point VII: New concepts: private label & social

Social: loyal tribes, feedback loops, net promoters, localising ranges and stores
Asda:
Asda:
Asda:
Asda:
Asda:
Asda:

Netto stores in the wrong locations

price guarantee successful as loyalty tool

online, George, Chosen by you

improving quality perceptions whilst keeping the price focus

private label and social media, how to do it, transparency, gaining trust
relaunch continues, Little Angels, the trendsetter for UK private label

Social: Carrefour, Casino crowd sources and localises, Migros, Real, Wal-Mart

Social: peer recommendations will become more important than advertising in future

Actionable recommendations: social media

Conclusion: product centric versus customer centric, what will happen next?

Sources

\

p112

0113
o114

p116
p117
p118

p119
p120
p121
p122
p123
p124
p125
p126
p127

p128
p129

p134




TESTIMONIALS AND CLIENTS

« Our management team was very very satisfied with your reports. Your case studies really helped us. We are revamping
our stores and have implemented a new way of thinking within the organisation and your piece of research helped us to
understand how others are doing and how to apply it to our business.» (Retailer)

« The case studlies helped us to think outside the box and we liked the fact that ResearchFarm is focussed on innovations
and the future » (Financial services company)

« The report was very topical and very useful in explaining the technologies, players and issues and privided excellent case
studies.» (Retail services provider)

« Very powerful piece of research. We often buy reports from other sources which are full of description and charts and

very often with out to date info and things we already know. But yours are very compact and with current examples, re- e
commendations on what we should do and what we should not do. Examples that we can directly apply to our business.»
(Department store)

«Your publications have been extremely useful so far especially because you are giving real life examples. those are really
helpful so we can benchmark ourselves against others and see what works and what does not.» (Retailer)

YJ)

. « | found it very insightful. [...] Impressed with the amount of information that has been covered by your report.» (Retail
ol merchandising company)

L «l found the document easy to read, well laid out and the content thought-provoking. It reminds me of the major conside-
rations that affect our markets, and to address these key issues when approaching the global brands and retailers. This re-
port is a very good demonstration of the quality of how ResearchFarm operates and communicates.» (Technology supplier)

«The content is very interesting to us, as we look after many of the largest shopping centres and we also represent many
international retailers entering our market. There is plenty of food for thought.» (Property consultants)

I «It was helpful. It helped me to persuade my boss to take on a project about e-commerce research. | was really surprised
by the importance of legal issues. | never read that elsewhere before.» (Government)

«On DLF’s (Danish Association of Fast Moving Consumer Goods Manufacturers) New Years Conference on the 20th of
: January 2011 we had the great pleasure to hear ResearchFarm speak about future trends in online grocery retailing. The
H\ feed back from the conference participants was very positive as they gave ResearchFarm’s presentation the highest score
of all speakers, finding the analysis about the key success factors of chosen EU and US online retailers both very interesting
and inspiring. We can therefore give ResearchFarm our best recommendation.»
Dagligvareleverandgrerne — Danish Association of Fast Moving Consumer Goods Manufacturers
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OUR METHODOLOGY

LAY THE GROUND FOR NEW GROWTH!

Researchfarm strives to deliver a starting point for constructive dis-
cussions and provide clear solutions and direction.

Our in depth observations of fundamental changes combined with
our strategic insights into the sector and our entrepreneurial think-
ing provide unrivalled, actionable and meaningful solutions.

Our recommendations will enable you to formulate new strategies,
head for the right milestones, drive future growth and set the right
incentives.

DELIVERING ADDED VALUE THROUGH OUR REPORTS

1. ACTIONABLE RECOMMENDATIONS
Our reports provide you with recommendations
for each chapter to help your strategic decisions.

2. BEST PRACTICE
Every chapter features a case example and in-depth
insights and recommendations.

3. INTERVIEWS WITH KEY PEOPLE
The report is based on in depth conversation with
business leaders, CEOs and CRM specialists.

ABOUT RESEARCHFARM

ResearchFarm is focused on strategic insight and innovative top-
ics and trends in the FMCG/retail space. A key word for us is in-
novation. We try to unearth what works and what doesn’t and
tell our audience about it. For us the client comes first, as such
we are focused on the story to tell, sharing insight and analysis,
not on getting our names in the media — though we will engage
in this as well occasionally.




SAMPLE PAGES

The Data: Ge

rmany And The Albrechts, Spain’s Recession Impact, France's Le

discounters, with Aldi, Lidl,

The high share private |abel takes in Germany is all about the hard

discount business models with different levels of private |abel share. Al in all the
discount sector accounts for around 45% of all grocery retailing in Germany. Edeka’s
Netto is the <oftest discount operator with the highest chare of FMCG prands on
chelves in the country. Private label has recently also become more of afocus for the
likes of Rewe, Edeka and Real in combating the discounters.

Netto, Norma and Penny operating various different

Spain has seen a rapid rise in private label penetration and while the leading
retailers have pushed this trend and launched innovative lines and updated their
ranges in recent years (Eroski,

spurtin private \abel is undoubtedly due to harsh recession the

rauch of this growth

country is in and living stan
forced to trade down to

Aldi: The Exception

El Corte Ingles, Mercadona, Carrefour and Auchan),

dards being squeezed hard, sO Spanish consumers are
private label.

+ 7 )
4 Z0ominto read

which set a price floor on
retailers on pranded goods,
not seen as key 10 success for
rapidly in the country. (Hard discoun
to undercut the hypermarkets on price)

gal Background

eading economies in the EU in private label share
of its legislative background. The Loi Galland,
ded goods, has historically guaranteed margin for

guence private \abel development was

along time, until the hard discounters ctarted growing
ters mainly sell private |abels so they were able

hgehFarm

1,30

AT

D SKU range -
SK nge, one in o .I
ge, one in one out, machine of effici

] friciency

ResearchFa
searchFarm - Ret
etail Analysts

Strategy: almost i
exclusively own label (no price comparison)
son

No

part of this report may be reprint repr C nan thout th ritten permission of ResearchFarm
po y be re!
printed or re
eproduced in any way without the wi
vritten permissio
of Researc|
£ a




+ 7 )
4 Z0ominto read

SAMPLE PAGES

ing The Sku Count

ering The perfect Storm. Tweak

Mercadona: Weath

's |eading grocets with salesin 2011 reaching €16.4bn, up

% on 2010. Against the context ofthe Spanish economy, with

Mercadona is Spain
| GDP growth of 0.8%. Mercadona’s

by an impressive 7.9
an unemployment rate of 22% and margina
success looks even more extraordinary. In 201
sector and competitors by a huge margin, amid the worst economic scenario in
decades. Over the last 15 years, the fam'\ly—owned retailer has been transformed
from a mid-range regional supermarket chain to a giant retailer with 1,374 outlets

ks a presence in the

(1,795,000 sa m) throughout the entire country, it only lad

Basque Country.

———
-

g RCADONA
P BUREATT 0t comunc Far from undermining
economic conditions in Spain, has booste

Mercadona’s quick and bold response tothe economic Crisis
to weather the storm in impressive shape, compared not ju

but to the rest of Europe.

Mercadona's performance, the sharp deterioration of the
d the retailer's market share even urther.
has helped the company
<t to Spanish standards

ded to take firm steps 1o reduce costs and prices. One
e SKU count from 9,000 to 8,000, which is now
arkets' chains of similar store estates and

In 2009 the company deci

significant decision was 10 slash th

relatively low compared to other superm

selling space- The company focused on the most successful products and those

with the highest added-value relative 10 retail price. Inone year, the retailer delisted
and 200 perishables.

400 pranded products, another A00 own prand items

i r

) e (DD atifcel

In 2011 Asda launched twi
g e e ed twice as many food i i
2013 pre’(;gtrg]du;;:g; e yoaun?egrg:]thpnvate label lines than in
shifted to prepared me as, Eoup cakes, bread and chocola't oo the e
st yedel il tr)n itious subbrands, such as Litt(IeS' Agors i e baloy
e eclgme the first UK grocer to d ehAngels i vined
ooking school is set to improve tﬁetqlzlalbfea?wmle o
ity of the retailer’s

extra special ran )

: ge which is th -

private label ran . e premium ra )
ge architecture nge, the retailer use

. s to round of it

3

Asda has kicked
off
the trend for revitalising own-label prod
roducts in the

UK. With Tes
co updating it
own-label produc g its value range, J Sai
PETE ts under the ” LI ainsbury has also )
refreshing its own-brand rangesby Sainsbury’s” banner, while V\;ﬁlwall\J/InCh'ed " core
. ! orrison is also

125 [
esearchFarm - Retail Analysts

No part of this report ma r nt r repr ced in an a h
s report may be t t th tten permission of ResearchFarm
a eprinted
or reprodu ir y way witho r f h
f v v ut the writter
ission o



HOW TO ORDER

PRICE OF THIS REPORT
This report is priced GBP750 (135 pages, delivered as a PDF file).
® You can also get this report bundled with our recent ‘Online Grocery Retailing
2012’ report for GBP1,500.

e Oryou can also get a yearly access to our reports with our Subscription Serv-
ice (£5,000/year).

1 VISIT OUR WEBSITE

- www.ResearchFarm.co.uk
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Payment modes offered:

e By bank transfer
When checking out, please check ‘invoice’ as payment mode. We then send you
an invoice.

e By credit/debit card
Secure payment via Paypal. If you want to pay with your credit/debit card you
don’t need a Paypal account, just use the appropriate option when landing on the
Paypal page after checking out.

g RECEIVE YOUR REPORT BY EMAIL!

ResearchFarm Ltd Phone +44 (0)845 052 1168
Suite 12154 - 2nd Floor Email sales@researchfarm.co.uk
145-157 St. John Street Web www.researchfarm.co.uk

London EC1V 4PY (UK)



