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Introduction

Time and money..there's never quite enough of it! With increasing
pressures on our time and budgets being slashed, how can you
continue to keep all your plates spinning and carry your work out to
a high standard?

Research shows that up to 10% of your employee’s time is being wasted performing ineffective
searches and compiling out of date or incomplete data.

Butler Group, a London-based IT research and analysis organisation released a report entitled
‘Enterprise Search and Retrieval’, which concludes that “ineffective search and discovery
strategies are hampering business competitiveness, impairing service delivery and putting
companies at risk”

Specifically, the research firm contends that as much as 10% of a company’s salary costs are
‘frittered away" as employees scrambile to find adequate and accurate information to perform
their overall job and complete assigned tasks.

That's a huge amount of your staff's time & your company’'s money wasted.

You may not buy market research often or you may have the luxury of employing an agency
to do the work for you. Whatever your requirements, there will be a time when you may need
information fast. Even better, if it was fast & FREE.

There is a host of information around the web and we have pulled
together a few of the key data sources which will help bring your
report or presentation to life. We're not talking about whether a
promotion on Brand X has impacted Brand Y in Retailer A, but more
of those larger macro trends and the background knowledge that
tend to get lost or diluted when micro analysing.

We've pulled together some of our favourite resources, many
of them updated every single month so you can get the

freshest insights. And for good measure, we've added a few
additional links at the end which prove just as useful

Hope this helps!

J.Grice

Justin Grice
Jag Market Research, Managing Director
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1. Office For
National Statistics

www.ons.gov.uk/ons

For those big macro trends, look no further than the Office For National Statistics. The UK's largest
independent producer of official statistics. They're responsible for collecting and publishing
statistics related to the economy, population and society at national, regional and local levels.

Economic and social statistics covers areas such as:-

+ Population, demographic and migration profiles
« The economy and consumer spending

+ Business output and activity

* Retail sales

« Consumer and producer prices
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IGD UK
Grocery Retailing

www.igd.com/Research/Retail/retail-outlook/3371/UK-Grocery-Retailing

For those big macro trends, look no further than the Office For National Statistics. The UK's largest
independent producer of official statistics. They're responsible for collecting and publishing
statistics related to the economy, population and society at national, regional and local levels.

Economic and social statistics covers areas such as:-

+ Population, demographic and migration profiles
« The economy and consumer spending

+ Business output and activity

* Retail sales

« Consumer and producer prices
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3. IRl Pulse Report

www.iriworldwide.eu/Resources/PulseReports/tabid/380

IRl are one of the biggest research companies in the world receiving sales data from the largest
retailers in the world on a daily basis. They take that information and conveniently categorise the
data into super categories which can then be used as a benchmark and background data for your
report.

Their Quarterly Pulse Report is updated every quarter. It's split into 10 Super Categories, including
Alcohol, Ambient, Baby, Chilled & Fresh, Confectionery, Drinks, Frozen Food, Personal Care and
Pet. The Report contains sales data from retailer tills gathered from around Europe including the
countries France, Germany, Italy, The Netherlands, Spain and the United Kingdom.

It highlights key metrics such as total sales figures, market trends, category shares and winners
and losers in Europe and for individual countries. Perfect for a benchmark overview of the UK
market and how it compares to the rest of Europe.

It also splits each Super-Category into further categories i.e. Soft Drinks, Juices, Squashes & Syrup,
Mineral Water, Coffee, Tea & Cocoa to give further benchmarking opportunities.

What is very usefulis that IRl also add some running commentary to highlight the key trends in
the data, as well as providing economic figures for those countries such as unemployment and
inflation rates which serve as a good indicator on influencing consumer behaviour.

GLOBAL TRENDS
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4. IRl Topline Report

www.iriworldwide.eu/Resources/ ToplineReports/tabid/311

Released on a quarterly basis, the IRI Topline Report delves a little deeper into the European
FMCG landscape and gives a longer-term analysis by country. By focusing on volume, value and
price you can quickly understand the drivers impacting the retail sector in Europe and by country.

As with The IRl Pulse Report the economic indicators are particularly useful in giving a
background to consumer behaviour. ‘Key Findings' are at the end of each countries synopsis and
provide key insights and reminders to what is happening in the retail landscape.

Food prices have deflated in Q4 2014 by -0.6% in Q3 but volume is still
well down as price wars ramp up. Non-food volume continued to decline.
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Trade promotions are of significant interest to suppliers and retailers. The IRI Topline Report gives
an insight to the level of spend, with the UK significantly ahead of its European compatriots.
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% SALES ACROSS ALL PRODUCTS WITH TRADE PROMOTION (WOLUME - SF, ML, UK - VALUE IT, QE, FR)

... W -

Dirvwens ety by the lood secior, ther botal level of brade promotons. hes Iscressed i O in ol | &=
exuntrim, macepd lhe UK. (aly has experecced 8 be) neneasr oer tha parf fem yean, o R Grosos.,
] Tha Hetharlafcs wird alic nérsaiing quickly untl & yair dgo. Spain bn deen & b keap i prosotios
SOty charineg the List gie monghs. ==Fistherlandi
= . e R =" maly
-] e OO
W i
=
! s R

g ge gL @ 40 B @ W W e W@ i ge e
190N FET NNE N NI N ONGF NGl FNEl NGl UL MU MR N BN LY LD LD M RIS JEIE A S

JAG MR 6

MARKET RESEARCH



www.kantarworldpanel.com/en/ grocery-market-share/great-britain

Kantar, based in the UK is a network of 13 companies who when brought together give the
complete view of the consumer. Kantar Worldpanel pulls together consumer knowledge and
insights by using continuous consumer panels. The panels ask shoppers questions about their
shopping habits to analyse what they buy and what drives them to buy certain goods.

Kantar produces regular grocery share figures primarily for a 12 week ending period. This
information gives a unique understanding of how your customer or competitors are dealing with
this highly competitive market-place.

A new interactive tool launched by Kantar allows you the flexibility to compare different dates to
enhance your report. At the click of a button, it also allows a longer period view to understand the
longer-term trends.

As with other reports we have seen, the additional insights given by Kantar are invaluable in their
commentary as they give a rounded overview of the market-place, along with the specifics of
what is happening within certain retailers. This can then be put in the context of a manufacturers
own sales within a certain retailer.
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6. Kantar Worldpanel
GB Grocery Share Data

your.asda.com/press-centre

The Asda Income Tracker is a measure of discretionary income’ reflecting the amount remaining
after the average UK household has subtracted taxes from their income and bought essentials
such as groceries, gas, electricity, transport and mortgage costs.

Asda, in conjunction with the Centre for Economics and Business Research (Cebr), produce the
report monthly and use the underlying base of government statistics to generate their tracker.

The report details out where the changes are coming from, taking into account employment
growth, mortgage costs, food and drink pricing and fuel costs.

By understanding the amount of money consumers have left to spend on a weekly basis once
the essentials have been paid, it can give an indication that those areas of discretionary spend
could benefit or be hit depending on the figures. Eating out, holidays, cinemas, sport, toys,
computers are all areas which are classed as discretionary.

‘Yoar-pn-year change in Asda kncomae tracker, £
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7. CGA Peach

www.peach-report.com/Latest

CGA Peach provides research and analysis of the UK eating and drinking out of the home market.
Each month they publish the results of the Coffer Peach Business Tracker in conjunction with
Baker Tilly, UBS and the Coffer Group.

The Business Tracker measures the sales performance of 30 leading pub and restaurant
companies. Participants include Mitchells & Butler, Pizza Hut, Whitbread, Spirit Group, Marstons,
Casual Dining Group, Strada and Giraffe who share their own sales figures.

Each month the headline figures are published, coupled with analysis on the over market.

Significantly, London is split out from the rest of the country outside the M25, Also managed pubs
and casual dining brands are also split out.

Like-for-like sales data, that is sales data which is based solely on those outlets which were
operating at the same time this year and last year, are key barometers for the health of the
industry. Crucially, a number of the press releases flag up these figures.

Current evidence suggests that the total market is very buoyant with sales +5.2% up to April 2015.

By visiting the site each month and feeding the figures into your own data sets, you would be in a
good position to begin to indentify longer-term trends.
Pub and restaurant group sales parformance for last 12 months

April May June July Aug Sept Od Moy Dec Jan  Feb  March
LFLs 44% 0.2% 04% 22% 13% 22% 22% 34% 19% 1.3% 16% -03%

Total 7.0% 2.5% 31% 43% 43% 52% 57% 68% 56% 58% 58% 37TH

Source; Cofer Peach Business Tracker
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8. Greene King Leisure
Spend Tracker

www.gkleisurespendtracker.co.uk

Greene King is a brewer and pub retailer, who provide beer into the home and run pubs across
the country providing food and drink. Each month they release the results of the Greene King
Leisure Spend Tracker which reports households leisure behaviour (spend, visit frequency, etc)
with respect to activities such as drinking and eating out, cinema, live sports and other events,
gambling and other leisure pursuits.

Run in conjunction with YouGov and analysed by the Trajectory Partnership, each report is based
on a national representative sample of c. 4,000 individuals reflecting the leisure behaviour of c.
4,000 households.

By operating in both at home and out of home market, gives Greene King a strong position in
which to produce such a report. Other data sources that Greene King has access too will allow
them to ensure that the data produced from their internal research matches with what else they
are finding in their other information sources.

GB HOUSEHOLD AVERAGE TOTAL LEISURE SPEND M0 BY MONTH
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9. Britvic Soft
Drinks Review

www.britvic.co.uk/en/Media-centre

The Britvic Soft Drinks Review is published annually and provides an in-depth look at how the UK
Soft Drinks market has performed in the previous year. Although it is soft drink focussed, with its
holistic view covering the entire market it is useful as a benchmark for suppliers who operate in
both retail and out of home.

The Review sources data from industry data providers such as Nielsen and CGA primarily,
although supplemented by Mintel, IGD and Allegra. The report highlights change in the shopper
behaviour, how the retail landscape is changing and what the key trends are to look out for.

At its heart are in-depth analysis of the market, the category and sub-categories. At the back
of the report are all the raw figures which can be analysed further or integrated into your own
presentations or reports.
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And Finally...

As you can see market research is a complex task. With the fast
paced nature of the food industry & the many, many variations of
data sources and types, compiling your own data can be difficult &
time consuming .

| hope this guide help you along your way but if you decide youd like some help, wed love to talk
to you. Just give us a call on 0844 504 4896 and one of our food market research expects will
happily find you a solution that works for you.

Links

Office For National Statistics http:/www.ons.gov.uk
IGD Grocery Retailing http./www.igd.com/

IRI' http. 7/ www.iriworldwide.eu/

Kantar http://uk kantarcom/

Asda http.//yourasda.com/press-centre

CGA Peach http.//www.peach-report.com/
Greene King http://www.greeneking.co.uk/

Britvic http./www.britvic.co.uk/en/Media-centre

Additional Links

Nielsen http./www.nielsen.com/uk/enhtml

CGA Strategy http.//www.cgastrategy.co.uk/

Allegra Strategies http./www.allegrastrategies.com/

Horizons Foodservice http./www.hrzns.com/

Federation of Wholesale Distributors http:/www.fwd.co.uk/indexasp

Food Statistics Pocket Book https.7/www.gov.uk/government/collections/food-statistics-
pocketbook

HM Revenue & Customs https.//www.uktradeinfo.com/

YouGov https.//yougov.co.uk/results/

HGCA http.//www.hgca.com/publications

Smart Currency http.//blogs.smartcurrencyexchange.com/daily-currency-news/
https.//twitter.com/JagMR
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Has this guide
been beneficial
to you and your

business?

Book your free demo
with Justin today.

Call 07779 5044896
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