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PRIVATE BRAND
France: Carrefour store brand furthers support of French farmers
Carrefour in France is expanding its Carrefour Bio store brand, teaming with French farmers and manufacturers to develop
products for the retailer’s organic label. The company said it has signed new deals with six French cooperatives (Fermes Bio,
Agribio Union, Bio Sud, Union Bio Sud Est, Drômoise de Céréales and Cavac) and three manufacturers (Alpina Savoie, a
continuing partner for 25 years, and Celnat and Cavac)..
The Under the partnerships, six new Carrefour Bio organic
product lines will be developed to further products in organic
pasta made in France's Savoie region from wheat grown in
southern France (Carrefour was the first retailer to support
producers of French organic durum wheat), oat flakes from the
Eure département and Normandy, as well as whole wheat,
quinoa, linseeds and chia seeds from the Vendée département
and the Loire.
For a number of weeks now, Carrefour customers have been
able to purchase new Carrefour Bio Fusilli and Coquillettes made
from whole wheat, and various cereals and seeds will be
available in the first half of 2021.
The Carrefour Bio brand previously focused more on products in
the fruits and vegetables categories. The partnerships further
Carrefour’s support of French producers and manufacturers.
The contracts commit Carrefour to purchasing an agreed
volume of raw materials and finished products for at least three
years to run under the store brand. The company said it
supports nearly 400 farmers and 2,000 French producers across
its organic portfolio.
Source: Store Brands, Carrefour

Poland: Żabka Polska is extending its plant-based offer
Żabka Polska is extending its plant-based offer to meet the demand amongst younger consumers, limiting their
consumption of animal products. The convenience store brand is expanding its plant-based range of cold meat alternatives,
drinks, dairy replacement products and snacks. Żabka reported a growing interest in 100% plant-based products amongst
younger consumers, mainly residents of large cities
Consumers are increasingly adopting
healthier lifestyles and showing a growing
interest in plant-based diets as they see the
nutritional benefits of these as well as the
ethical ones.
This is pushing brands to extend their offer in
order to cater to a greater number of
consumers seeking plant-based and vegan
products, from food to drinks and even
fashion. These changes allow brands to
increase their market share and also show
greater values and ethical standards.
This can help to form a closer bond with
consumers
who
share
alternative
philosophies and dietary needs.
Source: Mintel

PRIVATE BRAND
Global: Amazon launches Presto – Private Brand refillable cleaners
Amazon has introduced a new range of private brand Presto! Refillable Cleaners. The line is the private brand’s first
sustainability-focused product launch. Each product implements a reusable bottle with concentrated refill packs – the
combined system allows the retailer to reduce the product size by 98%, weight by 99%, and plastic use by 94% all while
eliminating prep, damage, and leaks that can ruin the traditional cleaning product experience.

• All-Purpose Cleaner,
Starter Kit and Refills
• Glass Cleaner, Starter Kit
and Refills
• Bathroom Cleaner, Starter
Kit and Refills
• Variety Pack, Starter Kit
and Refills

Source: Amazon, My Private Brand

Netherlands: Albert Heijn doubles private brand vegetarian assortment
Dutch grocer Albert Heijn is responding to the
increasing number of flexitarians and is expanding
the choice for vegetarian, vegan, and vegetable
products by doubling the range. That is why AH is
adding 70 private brand products to its range this
autumn, from breakfast and lunch to dinner.
“Our mission is to make better food accessible to
everyone. For a while, meat played the leading role
on our plates and that has changed in recent years.
That is good news because eating meat has a greater
impact on the environment and on your health than is
thought.
If we eat vegetarian and plant-based foods more
often, we can jointly reduce a lot of CO2
emissions. That is better for the animals and healthier
for ourselves. As Albert Heijn, we find it very
important to make our contribution, ”says Anita
Scholte Op Reimer, director of Quality &
Sustainability at Albert Heijn.
Source: ESM

PRIVATE BRAND
Spain: DIA launches Private Brand ready-made meal brand, ‘Al punto’
Spanish retailer DIA has launched a new range of private label, ready-made meals under the brand, Al punto. The range
offers around 30 high-quality recipes including almond gazpacho, teppanyaki gyozas, salmorejo, Spanish omelette, and ham
croquettes, among others. The meals are sold in microwave- and oven-safe dishes for easy heating, DIA added. Presently,
Al punto is available in the snacks section of over 4,000 DIA supermarkets across Spain as well as online on the dia.es
website. Besides, customers can also avail of home delivery of Al punto meals via the Glovo app.
The retailer has collaborated with 13 new suppliers across Spain to develop and launch the new range. It also plans to
introduce weekly offers on the selected products in the range to promote the brand.

Marek Adam Bona, commercial director of DIA Spain, commented, “At DIA, we
are 100% committed to going the distance for our clients, and this means
adapting to their current needs and making their lives easier. With this in mind,
the company is constantly evolving and transforming. This, among other lines of
action, leads us to improving our selection with new products and solutions. 'Al
punto' represents DIA's commitment to high-quality ready-made food. The range
offers alternative convenience food and brings our customers diverse meals to Health and wellness continue to be top
help them save time.”
of mind for consumers, and we are
seeing that more and more European
retailers are innovating and extending
their private brand offer to cater to such
needs. In the Netherlands, Albert Heijn
is expanding the choice for vegetarian,
vegan, and vegetable products, while
Zabka in Poland and Carrefour in France
are also expanding their offer.
Offering
environmentally
friendly
products is also crucial to attract
consumers and Amazon’s recent launch
of Presto! a refillable cleaner line is a
good example of making sustainable
commitments in Private Brand.
Source: DIA, ESM

SUSTAINABILITY
Global: 10 Key takeaways from My Private Brand sustainability summit
Sustainability has a crucial role to play in Private Brands, and it’s important for retail brand owners to establish strategies
to make progress. That was a central point from the inaugural My Private Brand Virtual Sustainability Summit held late last
week.
Here are ten key points from Summit speakers:
Plan for a Journey: ”Brand owners need to master the details of sustainability — from sourcing and packaging to
storytelling. However, they don’t need to pressure themselves to achieve all goals at once. Private Brand sustainability is a
journey, and the expectation is not perfection, it’s about continuously doing better.” Christopher Durham, President, My
Private Brand, which organized the Summit.
Prioritize Sourcing: ”Private Brand leaders need to focus on sustainability when it comes to sourcing, and they should ask
questions of suppliers. I urge those in own brands to ask, ‘is there a product under my brand for which I don’t know where it
comes from and what the situation is?’ There shouldn’t be.”- Scott Williams, Vice President of Own Brands and Quality, BJ’s.
Measure Progress: ”Ambitious goals in sustainability are important, but they need to be backed up by measurement. The
company is focusing on areas including transparency, food waste reduction, plastic packaging reduction, and climate action,
and understands the need to have goals and metrics.” - Steven Jennings, Stakeholder Relations and Brand Lead, Health &
Sustainability, Ahold Delhaize/Giant.
Get Systematic: ”Sustainability is a complex topic, and companies have the opportunity to take more cohesive approaches
as they plan product development. Try to understand what goes into the product development life cycle, and you will find
opportunities within each stage to interject sustainability.” - Dan Rahi, head of Private Brand Execution and Design, Family
Dollar.
Recapture Momentum: ”The COVID-19 crisis diverted attention from many sustainability goals. It’s time to recapture the
momentum in the important area of packaging. Due to the pandemic we’re losing ground on the need to reduce single-use
plastic packaging. What can we control as Private Brand leaders?” - Allan Dougall, Vice President, Strategy & Client Service,
The Fish Agency, Canada

(continues…)

SUSTAINABILITY
Global: 10 Key takeaways from My Private Brand sustainability summit
Tell Stories Online: ”Retailers have new opportunities to relay sustainability stories through online platforms. At a time
when a growing number of consumers are making use of e-commerce, there is lots of real estate online to tell the
sustainability and ethical sourcing stories,” said Paul Rice, President and CEO, Fair Trade USA.
Let Actions Speak: ”It’s important for companies to be transparent about the sustainability actions they are taking,” said
Ella Daish, an activist and environmentalist. Another speaker, Paul Nowak, Quad’s Vice President of Enterprise Solutions,
said “Sustainability is a way for Private Brands to become more relevant at a time of upheaval driven by the pandemic and
new attitudes about social consciousness”.
“There has been great focus placed on
providing consumers with relevant
information pertaining to all stages of the
supply chain.” Euromonitor

Engage Suppliers: A number of speakers emphasized the
benefits of working more closely with Private Brand suppliers for
sustainability progress. This topic was addressed in one session
by David Taylor, Client Success Director, S4RB, and Nicole
Costantini, Commercial Manager, Valpak. Taylor emphasized the
importance of “collaborating with suppliers on creative solutions
to the challenging issue of sustainable packaging.”
Scrutinize Packaging: Another speaker, Mike Schade, the Mind
the Store Campaign Director for Safer Chemicals, Healthy
Families, said “Private Brand retailers need to make sure food
packaging doesn’t contain toxic chemicals”. He cited, in
particular, a class of chemicals known as PFAS, which he said are
linked to adverse health impacts. Being proactive “helps
enhance a company’s reputation and trust with key
stakeholders,” he said.
Embrace Partnerships: A number of Summit presenters
emphasized the importance of building sustainability
partnerships with third parties. One speaker who mentioned this
was Seanna Rishor, Vice President of Private Label, Sobeys, who
said this approach is one way for Private Brands to help support
a retail organization’s overall sustainability efforts.
The upshot of all these insights is that Private Brand leaders need to make progress with sustainability. This will enable the
industry not only to do the right thing, but also to drive loyalty and get credit with consumers, shareholders and other
stakeholders.
Source: My Private Brand, Pexels, Usplash, Euromonitor

SUSTAINABILITY
France: Carrefour wants to offer recycling solutions for surgical masks nationwide
Carrefour offers consumers a complete and practical solution for collecting and recycling single-use masks. All those who
wish to do so can just drop off their used masks in the box provided for this purpose in Carrefour stores. This initiative has
first been tested in 10 Carrefour stores in Île-de-France since September 15.

Carrefour:
“Currently, although some initiatives are
being developed across France, there are few
solutions for recycling masks. This pilot
project being put forward by Carrefour will
serve as a means of structuring the sectors,
testing them and identifying partners who
have developed an effective process for
recycling surgical masks that can be rolled out
across the whole country.”

Once the masks have been collected at Carrefour, they are sent to TerraCycle, where they are quarantined, weighed,
sorted and compressed before being recycled in factories specialized in their materials and composition (polypropylene,
elastane, etc.). They become plastic granules which can then be used by manufacturers to manufacture new products, in
particular outdoor furniture, plastic shipping pallets, watering cans, storage contents, bins, tubes for cleaning.
Source: LSA Conso, Carrefour

UK: Boots launches Scan2Recycle scheme in 50 stores
UK health and beauty retailer Boots has launched a plastic
recycling scheme in 50 stores, using new technology. The initiative
encourages customers to bring back empty hard-to-recycle plastic
product containers, including from brands not stocked at Boots,
and get rewarded for it.
Appearing in stores from Thursday 24 September, the recycling
facilities use Scan2Recycle technology, powered by promotional
marketing agency Metrisk. Customers scan their empty products
using their mobile phone, register them online, before visiting a
store to deposit the packaging where they receive their reward.
For every 5 products deposited, customers will receive £5 worth
of points on their Boots Advantage Card loyalty scheme account.
The deposited empties will be returned directly to Boots recycling
partner, ReWorked, where they are formed into new products.
Joanna Rogers, trading director and vice president of beauty at
Boots, said: “Customers will be able to recycle even the most
difficult health, beauty and wellness empties, from old mascaras
and empty toothpaste tubes to finished lipsticks and empty vitamin
pots.”
Source: Essential Retail

SUSTAINABILITY
Global: Nestlé Purina unveils world first recyclable Pet Food pouch
Nestlé Purina introduced the first recyclable flexible pouch for its Felix wet pet food brand.
The new pouch is said to address a key challenge of simplifying plastic structures in order to make them recyclable, without
compromising on the functionalities of food-grade packaging. Packaging made of polypropylene (PP) can be recycled in
existing plastic recycling streams in the Netherlands where the product is being launched as a pilot program.
The pouches will be sold in a fully recyclable cardboard
box, which is made of 80% recycled paper, and will
contain 6x Beef and 6x Chicken pouches.
A year-long trial will take place with the Netherlands’
largest retailer Albert Heijn. Further roll-out is planned
after gaining the company gains consumer response.
Nestlé Purina Petcare EMENA CEO Bernard Meunier
said: “This latest innovation on Felix pouch is a
significant step forward in our drive to deliver recyclable
or reusable packaging on all of our products by 2025.”
Source: Namnews

Global: Ikea buys back old furniture
Ikea will soon launch a remarkable international campaign called 'BuyBackFriday'. It gives customers the opportunity to
exchange their old Ikea furniture for vouchers. Critics see it as a publicity stunt.
If you are tired of your old Ikea furniture, you
will soon be able to bring it back to the furniture
giant.
After a thorough check, they will buy them back
at a maximum of half of the purchase price via
vouchers, on condition that the returned
furniture is complete and in good condition. The
BuyBackFriday campaign will be launched in 27
countries.
According to the home furnishing chain, the
campaign fits in with the ambition to become
fully circular and climate positive by 2030.
However, quite a few observers are questioning
the campaign and see it as a PR stunt in the first
place. The start of the campaign, for example, is
perhaps not coincidental in the week of Black
Friday.
The vague plans that Ikea has for the trade-in service after the end of the campaign also cause doubt. "We are currently
exploring new business models to develop a commercially viable and scalable offering," explains Stefan Vanoverbeke,
Deputy Retail Operations Manager in a press release.
In newspaper De Standaard, sustainability expert Kris Bachus gives Ikea the benefit of the doubt. "Any initiative that
encourages reuse is welcome, especially from a global player like Ikea. If only because it will at least help to raise awareness
of the circular economy among the general public".
Source: Retail Detail

SUSTAINABILITY
UK: Aldi ditches single-use bags for fruit and vegetables
Aldi is claiming it will save more than 100 tonnes of plastic a year by scrapping single-use bags for loose fruit and veg
across all its stores. The bags will be removed from all its nearly 900 stores by the end of the year. Instead, shoppers will be
encouraged to bring their own containers or buy reusable drawstring produce bags, which are made from recycled bottles
and cost 25p each. The move follows a trial in 100 stores across the Midlands earlier this year.

Chris McKenry, Plastics and Packaging Director at Aldi UK & Ireland, said: “Aldi is committed to reducing plastic waste, and
evolving our approach to the sale and distribution of our bags is a critical part of that. We’ve already made good headway
with removing and replacing avoidable plastics across our product range, but now it is time to step things up when it comes
to bags and providing our customers with sustainable alternatives.”
Source: Namnews

Europe: How three retailers are investing in their sustainability initiatives
Lidl Italia expands coverage for Myfoody app
Launched in September 2019 in 55 stores (Bologna, Milan, and
Turin), the retailer has since expanded the app’s coverage to a
total of 120 stores( Rome, Florence, Genoa, and Palermo). The
Myfood app enables Lidl Italia to sell products close to their sell by
dates at a 30% discount. Future developments will focus on
building shopper awareness of food waste and encouraging them
to use the service, while also offering practical advice for how to
implement a sustainable lifestyle.
Coop Sweden sets new food waste reduction target
Coop Sweden has introduced a new food waste reduction target,
aiming for food waste to amount to less than 1% of its sales
across all its operations by 2025. Coop Sweden claims consumers
voted food waste as a key priority for the industry. This has
encouraged it to be one of the first to join the national agreement
for food waste reduction. Charlotta Szczepanowski, stated; ‘the
retailer is setting a tough goal for our entire business, while
strengthening our work to help members and consumers reduce
their food waste’.
Coop Switzerland introduces hydrogen powered lorries
Coop Switzerland is to add seven hydrogen powered lorries to its fleet by the
end of 2020. The first truck has been launched in collaboration with H2
Energy and Hyundai and is, according to the companies, one of the first fuel
cell electric trucks that operates on hydrogen. The joint venture aims to
reduce CO2 emissions by 80T/year.
Source: Coop Swiss, Coop Sweden, Mydfoody, IGD

SUSTAINABILITY
Europe: Amazon launches ‘Climate Pledge Friendly’ program
Amazon announced the launch of Climate Pledge Friendly in France, Germany, Italy, Spain, and the UK. The new program
will help make it easy for customers to discover and shop for more sustainable products. Customers will now see the
Climate Pledge Friendly badge on more than 40,000 products in Europe to signify that the products have one or more of
19 different sustainability certifications that help preserve the natural world, such as reducing the carbon footprint of
shipments to customers.

The Climate Pledge Friendly selection includes beauty, fashion, grocery, household, office, and electronics products for
consumers and businesses from brands including Cif ecorefill and Seventh Generation by Unilever, Faith in Nature, HP Inc.,
Haglöfs, Esprit, Calida, and Kite Clothing.
Climate Pledge Friendly products are
clearly shown in shopping results, have
additional sustainability information on the
product page, and are featured in
a dedicated section of the store. The
Climate Pledge Friendly selection includes
products made and sold by small
businesses across Europe.
Amazon has partnered with trusted thirdparty certifications, and customers will be
able to discover products that meet
sustainability standards designed to help
preserve the natural world.
Climate Pledge Friendly includes a wide
range of global certifications and Amazon
is adding European certifications from EU
Ecolabel, Blue Angel, and Nordic Swan.
Amazon is working with more certification
partners and brands to add to the selection
of Climate Pledge Friendly products.
As part of the Climate Pledge Friendly initiative, Amazon is also introducing Compact by Design in Europe, a new
externally-validated certification created by Amazon to identify products that, while they may not always look very
different, have a more efficient design.
With the removal of excess air and water, products require less packaging and become more efficient to ship. At scale,
these small differences in product size and weight lead to significant carbon emission reductions.

(continues…)

SUSTAINABILITY
Europe: Amazon launches ‘Climate Pledge Friendly’ program

Cif ecorefill offers a unique Compact by Design-certified
cleaning spray refill that helps people reuse their spray
bottles at home.
Its 10-times concentrated formula delivers the powerful
Cif cleaning performance with 75% less plastic and in a
100% recyclable ecorefill, enabling significant energy,
material and transport savings.

Similarly, Faith in Nature’s plastic-free shampoo bars provide the ultimate
zero-waste alternative to bottled shampoo. Their solid shampoo weighs
just a quarter of the total weight in a liquid shampoo, significantly reducing
the weight and packaging for each order.

Doug Gurr, Amazon UK Country Manager:
“Climate Pledge Friendly is a simple way for our customers to discover more sustainable products that help preserve the
natural world. With 18 external certification programs and our own new Compact by Design certification, we’re incentivizing
selling partners to create sustainable products that help protect the planet for future generations.”
Darío Soto Abril, CEO of Fairtrade International:
“It’s fantastic to see Amazon helping to make sustainable shopping easier and more accessible for consumers. Fairtrade is
committed to supply chain transparency and environmental protection, and we are therefore delighted to be involved in
Amazon’s Climate Pledge Friendly program. I look forward to seeing it launch in Europe, and hope it encourages even more
brands to source more sustainably and certify their products so we can continue to drive positive impact that benefits
farmers, workers and our shared environment.”
The Climate Pledge Friendly initiative supports Amazon’s commitment to reach the Paris Agreement ten years early and
be net-zero carbon by 2040.
The company has already committed to reaching 100% renewable energy by 2025 and ordered more than 1,800
branded electric vehicles from Mercedes-Benz to make deliveries to customers in Europe. Amazon also launched the
Climate Pledge Fund, a $2 billion fund to back visionary companies whose products and services will facilitate the transition
to a low carbon economy.
Amazon is also working to minimize waste, increase recycling, and provide options for customers to reuse, repair, and
recycle products. As part of this effort we are removing a wide range of single-use and oxo-biodegradable plastic products
from our websites across Europe and the UK to help prevent plastic waste. Building on these actions, Amazon will now
make it easier for customers to access product choices that align with our commitment to a more sustainable future.
(continues…)

SUSTAINABILITY
Spain: Mercadona opening its most sustainable supermarkets in October
Within the framework of its new sustainable strategy, the Valencian chain is opening a 6.25 pilot store in each Spanish
province and one in Portugal, which represents an effort by the Valencian chain in terms of recycling and waste
management and which will result in the chain's new, more sustainable supermarket.
The so-called Strategy 6.25 of the company chaired by Juan Roig will materialize in a triple objective: reduce plastic in all its
supermarkets by 25 percent, ensure that all its plastic containers are recyclable and recycle all the plastic waste generated
in its centers.

In total, 5.4 million homes a year buy at Mercadona, which represents 15.5% of the market share in Spain. But how to
transfer these environmental challenges, especially the reduction and reuse of plastic waste to all those customers? The
best way is to create the 6.25 store concept, which, as Paula Tomás explains, is a training and dissemination laboratory.

Paula Tomás, Mercadona Director:
“The first 6.25 store in Valencia is the staging of Strategy
6.25 at the point of sale and will help Mercadona to
transmit to the "boss“ (client) and to the workers the
actions that are being carried out in regarding the reduction
of plastics and waste management, as well as to listen to
their assessments on the ground.
And consumers will be able to see all the initiatives
launched by Mercadona to reduce and reuse plastic on site

(continues…)
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Spain: Mercadona opening its most sustainable supermarkets in October
1- Eliminate the single-use plastic bag from all sections of supermarkets: Mercadona will have achieved this objective
throughout 2020. In 6.25 stores, such as the one in València, on Campos Crespo street, the bag has been replaced singleuse for compostable bags of vegetable origin. In addition, customers can purchase another mesh bag, reusable, whose
weight is deducted from the purchase.

2 - Eliminate all disposable single-use plastic products from the assortment: This second action will also be a reality at the
end of 2020 and represents a saving of 3,000 tons of plastic, that is, the equivalent of 100 trucks per year.
For example, all Mercadona kitchenware - cutlery, plates, champagne glasses, coffee glasses ... - is made of cardboard or
plastic that allows multiple uses.

(continues…)

SUSTAINABILITY
Spain: Mercadona opening its most sustainable supermarkets in October
3 - Reduce plastic in Mercadona's supermarkets packaging: The company has begun to eliminate plastic in packaging in all
sections with the goal of using 25% less, in an action that will run until 2025. This objective requires to reside formats and
trays.

4 - Encourage product packaging to be recyclable or compostable: This is carried out strictly in their own brands, Bosque
Verde, Hacendado, Deliplus and Compy, in addition to manufacturing their paper and plastic bags with materials from the
recycling of their own shops.

(continues…)

SUSTAINABILITY
Spain: Mercadona opening its most sustainable supermarkets in October
5 - Recycle plastic waste in the store and in online and home services: This action requires a commitment to training the
worker, the customer and the supplier. It is observed in the bins located at the entrance, and in the Fresh and Ready to Eat
sections.

6 - Inform and train customers on how to separate well at home to recycle: Until 2025, Mercadona will achieve this
objective by placing pictograms on each product, which indicate to the consumer in which container to leave that container
when it is no longer useful.

The Valencia chain has its own Environmental Management System and applies the principles of the Circular Economy in
various processes. This is specified in promoting sustainable logistics, energy efficiency, responsible waste management,
sustainable production and reduction of plastic.
Source: Food Retai, AbC, Tribuna Albacete, SuperDeporte, La Verdad, Deia.eus, Elfarodeceuta

SUSTAINABILITY
UK: ASDA opens new sustainability store
ASDA has opened its new sustainability trial store and unveiled a new plastics reduction strategy with a promise that
customers will not pay more for greener options. The supermarket has partnered with some of the UK’s most popular
household brands including PG Tips, Vimto, Kellogg’s, Radox and Persil to create the store located in Middleton, Leeds.
The store is designed to help shoppers reduce, reuse and recycle with ease and ASDA estimates the numerous initiatives
being trialed in Middleton will save one million pieces of plastic per year.ASDA will use the Middleton store to test and
learn which elements of its new offer appeal most to customers and can be developed at scale to be potentially rolled out
to more locations in 2021.

And to encourage customers to shop sustainably, the supermarket has also launched ‘Greener at Asda Price’ a national
price promise that loose and unwrapped products will not cost more than wrapped equivalents.

(continues…)

SUSTAINABILITY
UK: ASDA opens new sustainability store
The new store includes the following features:
• 15 huge refill stations offering customers a selection of more than 30 household staples sold in refillable format.
• Products include a selection of different Kellogg’s cereals, PG Tips tea bags, Quaker Oats, Lavazza and Taylors of
Harrogate coffee beans, Vimto cordial and Asda’s own brand rice and pasta.
• The refill zone includes popular brands of shampoo, conditioner, Persil laundry detergent, hand wash and shower gel
from Unilever brands such as Simple and Radox sold in refillable format – a retail first.
• 53 fresh produce lines in total sold in loose and unwrapped format including 29 new lines such as cauliflowers,
mushrooms, apples, cabbages and baby plum tomatoes. In addition, all Asda plants and flowers are sold either
unwrapped or with a paper wrapping.
• Removal of the outer plastic wrapping on several popular Heinz and Asda Brand canned multipacks including beans and
soups.
• Recycling facilities for items that are difficult to recycle in kerbside collections such as crisp and biscuit packets, plastic
toys, cosmetic containers and toothpaste tubes.
• Asda’s first reverse vending machine for cans, plastic and glass drinks bottles and a hanger recycling facility that will be
rolled out across all stores.
• The store will also showcase sustainable fashion lines through George including clothing made from recycled polyester
and coat hanger-less denim.
• A new community zone for pop ups and partnerships with charities; the first is a three-month trial with the Salvation
Army of a Drop and Shop outlet for customers to donate their unwanted clothing and bric-a-brac seven days a week.
• A partnership with Pre-Loved a vintage wholesaler who will be selling bespoke vintage clothing from well-known brands.

(continues…)

SUSTAINABILITY
UK: ASDA opens new sustainability store
In line with the opening of its new sustainable store, ASDA has launched its new strategy for plastics and sustainability,
recognizing that sustainable shopping must be affordable and accessible to all customers and commits customers won’t pay
more for greener options. The company is also committed to generating zero carbon emissions by 2040, reducing waste by
50% and having a net regenerative impact on nature no later than 2050.
In 2018, ASDA set a weight-based target of 15% reduction in plastic packaging by 2021, with the company removing over
9,300 tonnes of plastic from their own brand products since then. Now it has introduced an additional commitment to
remove 3bn pieces of plastic from own-brand products by 2025. It has also committed to introduce over 40 refillable
products by 2023 and invest in 50 closed loop and circular projects by 2030, working closely with waste management
companies, recyclers and product developers.

Roger Burnley, ASDA’s CEO and President said:
“Today marks an important milestone in our journey as we tackle plastic pollution
and help our customers to reduce, re-use and recycle.
We have always known that we couldn’t go on this journey alone, so it is fantastic
to work in tandem with more than twenty of our partners and suppliers, who
have answered the call to test innovative sustainable solutions with us.
This is an issue that matters greatly to our customers – our own insight tells us
that more than 80% believe that supermarkets have a responsibility to reduce the
amount of single use plastics in stores.
We want to give them the opportunity to live more sustainably by offering them
great product choices and value, underpinned by a promise that they won’t pay
more for greener options at ASDA.
During the next few months we will listen to customers and colleagues’ feedback
on Middleton so we can understand how we can continue to reduce our
environmental impacts, whilst continuing to deliver quality service at a great
price.”
Source: Edge, ASDA

As consumer mindset steers towards
making more sustainable choices
when shopping, they will also expect
retailers to act accordingly and take
the necessary measures to reduce
their impact on the environment.
The recent initiatives taken by ASDA,
Mercadona and Amazon show that it
is a combined effort and therefore
not exclusive of specific formats,
channels or brands.
Cutting on plastic usage is regarded
by consumers as key initiative
retailers should commit to, and one
which can lead to a decrease in the
rates of plastic pollution.

HEALTH & WELLNESS
UK: ASDA launches first ambient vegan aisle
ASDA is claiming to have become the first supermarket in the UK to launch a vegan destination in store entirely dedicated
to plant-based products. The vegan aisles across 359 ASDA’s stores consists of one bay of savory products including
proteins, cooking sauces and condiments, and another bay of snacks and sweet lines.
Sarah Thornewill, ASDA’s Buying Manager:
“We understand that customers want a quick
and simple shopping experience, and this
shouldn’t be restricted by dietary
requirements. By merchandising all our vegan
items together, we hope to save customers
time and offer inspiration, whether for those
following a plant-based diet, or those looking
to reduce their meat consumption.”
The supermarket highlighted research that
showed that 17% of UK households are
reducing their meat intake or following a
plant-based diet. Asda has also seen searches
for vegan lines on its website increase by
275% since last year.
The move has seen the chain launch 104 new vegan SKUs including own label meal pots, as well as a number of brands
such as Mrs Crimbles, Vego, two exclusive Galaxy chocolate flavours, and an exclusive Falafel Mix from Bosh.
Source: Namnews

Netherlands: Plus introduces private brand meat substitutes
Dutch retailer Plus has launched a new range of meat substitutes under the Plus Private Brand. The new range offers
vegetarian versions of minced meat, fresh burgers, and chicken pieces, fortified with vitamin B12 and iron. In due course,
the retailer plans to add more products to this range.

According to category manager for meat substitutes at Plus, Karin Thijssen, the percentage of flexitarians in the
Netherlands has increased to 43% in 2019 from 14% in 2014. Thijssen added, “We have noticed that more and more Plus
customers do not eat meat one day or more a week. We are responding to this with our new Plus vegetable meat
substitutes.”
The retailer also said that the market for meat substitutes is to grow by an average of 34.1% this year, citing data from
Nielsen.
Source: ESM

HEALTH & WELLNESS
Global: Nestlé launches pre-proportioned breakfast cereal product
Nestlé Cereals UK has unveiled NAT Bears, a new individually wrapped breakfast cereal for children. The product contains
no artificial colors or flavors, is high in fiber, and comes in Honey and Chocolate flavors. The brand claims it makes portion
control easier for young children, with one 32g bear equaling one bowl of breakfast cereal when added to milk.
Gharry Eccles, Vice President UK &
Australia Nestlé Cereals, said:
“We know that parents are looking
for a cereal that is both tasty and
high in fiber for their kids at
breakfast time, and we’re confident
that our new NAT Bears fits the bill
NAT Bears come as preproportioned, individually wrapped
bears – you just add one bear to a
bowl of milk, and it makes a bowl of
tasty cereal. We are passionate
about making breakfast better and
are pleased to introduce this truly
unique product to the market, which
makes for a happy breakfast.”
NAT Bears has begun rolling out in Sainsbury’s and will go on sale in Tesco stores in November. NAT Bears come in a pack
of 6 (6x 32g) with an RRP of £2.89. The launch will be supported by a marketing campaign, including social media, digital TV
and shopper activation.
Source: Namnews

France: Carrefour bolsters presence in organic market with another acquisition
Carrefour has announced the acquisition of the Bioazur chain via its subsidiary So.bio. Bioazur specialises in the sale of
organic products and has a network of five stores in the south-west of France (Albi, Castres, Rodez, Gaillac and Revel).
Carrefour stated that the acquisition was part of plans to further strengthen its presence in the organic market, which
began in 2019 with the acquisition of specialist chain So.bio. The So.bio network has been expanded to 22 stores, versus 8
at the time of acquisition. It is on track to hit 30 outlets by the end of 2020.
Benoit Soury, Carrefour’s Organic Market
Director,
commented:
“The
perfect
complementarity of the So.bio and Bioazur
brands, in terms of geographic location and
know-how, will enable Carrefour to pursue its
strategic ambition aimed at becoming a major
and recognized player in specialized organic
distribution.”
Régis Seisson, founder and manager of Bioazur,
added: “The takeover of the Bioazur stores by
So.bio will allow the sustainability of the work
accomplished by the employees and managers of
the company for many years and benefit from the
synergies arising from this merger.” The deal is
expected to be completed in the coming weeks.
Financial terms were not disclosed.
Source: Namnews, Carrefour, Pages Jaunes

HEALTH & WELLNESS
Germany: Nutri-Score system adopted
The German Agriculture Minister Julia Klöckner wants to introduce the food traffic light Nutri-Score as an extended
nutritional label.
Before the decision was made, various models had been examined, as reported by the Federal Ministry of Food and
Agriculture (BMEL). The decision was made in favor of Nutri-Score. The system can be seen at first glance, is easy to
understand and uses the catchy, already learned color scheme of a traffic light.
"I want to introduce the Nutri-Score as an extended
nutritional indicator for Germany. With it I am making a valid
decision in a debate that has been very emotional sometimes polarizing - for over a decade. It is therefore all the
more important that we use the one we conducted Scientific
analysis and consumer research now have a resilient and
reliable database,“ said Klöckner according to the
announcement.
A survey showed that 57% of respondents preferred NutriScore to other food labels, as it was was best understood by
consumers. In addition, the label scored very well in two
particularly relevant consumer groups: people who rarely or
never think about the composition of food, and obese
people.
Source: Bauern Zeitung, Food Navigator

Italy: Organic food consumption hits new heights
Sales of organic food and beverage products
reached a record €3.3 billion in Italy in the year to
June 2020, having seen 4.4% growth, new data has
shown.
The figure represents retail sales only and does not
include the consumption of organic products in the
HoReCa channel, in schools or commercial canteens,
or exports.
The positive performance was boosted by the
increasing popularity of organic products during the
COVID-19 crisis, according to a report presented
by ISMEA.
An estimated 90% of Italian consumers bought an
organic food product 'more than three times' in the
period, the data showed.
Organic product sales were largely driven by largescale grocery retailers, which saw sales increase
5.7% in the period. Discounters stores also
performed strongly, growing by +10.7% in the first
few months of 2020, however the channel
represents just 9% of overall spend on organic
products.
On average, organic products are priced 60% higher than other products, the study found. The gap is narrower in the fruit
and vegetables segment, compared with other categories.
Source: ESM, Unsplash

HEALTH & WELLNESS
UK: Tesco commits to 300% increase in sales of meat alternatives
Tesco is claiming to have become the first grocery retailer in the UK to set a sales target for plant-based meat alternatives
as part of moves to lessen the environmental impact of food production. The supermarket group has committed to a 300%
rise in sales of meat alternatives by 2025 as part of a wider package of sustainability measures developed with
conservation organization the World Wide Fund (WWF). The measures are included in the partnership’s previouslylaunched ‘Sustainable Basket Metric’ that aim to halve the environmental impact of the average UK shopping basket.

To achieve the plant-based sales target, Tesco said it plans to expand its meat alternative ranges across all its stores, with
products covering 20 different categories including ready meals, sausages, burgers, quiches, pies, and party food. The
retailer has been growing its plant-based range over the last few years with its own brands such as Wicked Kitchen and
Plant Chef.
Tesco stated that it wanted to work with suppliers to bring new innovations to
the market, whilst stressing that it wanted to ensure affordability was not a
barrier to buying plant-based meat alternatives. The retailer also plans to
enhance the visibility of plant-based lines by providing a meat alternative where
a meat version is featured. It gave the example of Richmond sausages and Given the amplified health-focus arising
from the pandemic, retailers continue to
Richmond plant-based sausages being located together.
revamp their offer to answer consumer
CEO Dave Lewis commented: “We know from our experience in tackling food preferences. In the UK, Tesco is taking
waste that transparency and setting ambitious targets are the first steps towards the lead by becoming the first grocer to
becoming a more sustainable business. Our transparency on protein sales and our set a target of 300% rise in sales of meat
new sales target for meat alternatives gives us the platform to becoming more alternatives by 2025, and ASDA has
sustainable and will provide customers with even more choice. These measures recently claimed that it had become the
are just part of the work we’re doing with WWF, bringing together for the first first supermarket in the UK to launch a
time a host of sustainability metrics to help us halve the environmental impact of vegan destination aisle in-store entirely
dedicated to plant-based products.
food production.”
Tesco and WWF launched the Sustainable Basket Metric in 2019. So far, the
retailer has achieved 11% of its target to halve the environmental impact of the
average shopping basket. The Metric measures environmental impacts of food
across seven different categories: climate change; deforestation; sustainable
diets; sustainable agriculture; marine sustainability; food waste; and packaging
waste.
Source: Tesco, The Grocer

Meanwhile, as Organic sales continue to
increase, fueled by consumer demand,
who perceive it as a healthier and more
sustainable option, retailers and brands
are reinforcing their organic offer, as it
is the case of Carrefour in France
acquisition of Bioazur shows.

MARKETS, CONSUMERS AND TRENDS
Europe: Latest FMCG trends in key European markets
IRI has published its latest ‘FMCG in Western Europe’ report that covers trends to watch within a COVID-19 context, the
implications for the industry, and recommendations. The report is broken down by country, with data and charts for
individual countries, including the Netherlands, France, Italy, Germany, Greece, Spain and the UK. Trends from
September’s report include:
1. After unprecedented value sales growth (+9%) due to panic
stockpiling, FMCG demand remains high in the region (+4%)
with the Netherlands leading the way, while Italy has
slowed down. Food value sales outperform non-food.
2. Despite the holiday season, social distancing and the
economic crisis are not helping out-of-home (OOH)
consumption, which has not returned to pre-COVID
levels. The fall of OOH consumption is an opportunity for
FMCG retailers. In France, for example, IRI estimates the
loss of OOH at €9.1bn for the first semester, with €4.1bn
transferred to FMCG retailers.
3. This year’s summer holidays have been more local with less
travel abroad. Southern European countries that
historically hosted tourists from the North of Europe will
be the most impacted. According to an IRI Germany
Shopper Survey, a third of Germans planned to skip holidays
in the future (including this summer) and to travel less.
4. Online growth remains high. In Italy, it is forecast to
reach 4% share by the end of 2021 and 7.7% in France
by the end of this year.
5. Discounter and supermarket performance is back to
normal. Discounters are expected to accelerate their
growth as savvy shoppers push demand for value,
price and proximity, while supermarkets are using
promotions to bring shoppers back in-store.
6. Food and drink price inflation has accelerated since
the beginning of the pandemic (+ 5%+) as promotional
intensity dropped during lockdown (-6%+). With
promotions coming back in the region (+ 5%+ for the
past 4 weeks) to provide shoppers with best price
options, deflation is expected – and is already the case
in France at -0.26% (in July).
7. Significant contraction on the number of items sold
during COVID-19, with some countries’ categories
shrinking by up to 17%, is yet to return to the ‘old
normal’. Non-food has been affected three times more
than the food and drinks sector.
8. More at-home eating is impacting demand in
categories such as healthy food, treats, ready-to-cook
and ready meals. Frozen food has grown by 14%
during the first semester in France.
Source: IRI Worldwide

MARKETS, CONSUMERS AND TRENDS
Global: Shaping the consumer of the future
Covid-19 has changed the developed markets of Europe and the US more quickly and more dramatically than what would
have been imaginable during the early weeks of 2020. It has changed how and where people spend their time, what they
think and feel, and it has spurred massive shifts in what people buy and how they buy it. Bain has partnered with Dynata,
the world’s largest first-party data and insights platform, to survey on a quarterly basis nearly 9,500 consumers in the US,
UK, Germany, France, Italy and Sweden.
The results of the research point to the emergence of a “reluctant” consumer, as described in “The Great Reluctance” and
in follow-on briefs as the sentiments deepened. Despite a lifting of restrictions, 28% of survey respondents in Europe were
still shopping in stores less in July than they were before the pandemic. Among those surveyed, 41% in both Europe and
the US predicted that life would not return to normal for a year or longer. This is a marked increase from the 29% who felt
this way in May.
To make this distinction, they have segmented eight emerging themes into two groups—namely, those hardening into new
laws of gravity and those for which the jury is still out. While these themes are drawn from the research in Europe and the
US, they reflect similar findings in other developed markets we have studied.

•

Step change in digital:

The most significant and irreversible pandemic outcome for
consumers has been the huge uptick in online grocery
shopping and other virtual activities.
Locked-down consumers spent more time than ever in front
of their screens, watching television, participating in social
media, playing online games and shopping.
Fully 90% of the UK’s primary care clinics now use remote
appointments. Fully 80% of the users of one popular fitness
app livestreamed workouts in 2020 vs. 7% in 2019. In the first
quarter of 2020, Netflix added a record 15.8 million
subscribers as many parts of the world began shutting down.
The majority of surveyed consumers say they will continue to
replace nondigital experiences with the virtual substitute
Consumer goods companies are getting out ahead by
improving their digital offerings. PepsiCo launched two new
direct-to-consumer
platforms:
Snacks.com
and
PantryShop.com.

Kraft Heinz launched its
“Heinz to Home” service in
the UK, delivering simple
bundles of products to
consumers

In addition, brands are moving product launches online,
bypassing physical stores. Ocean Spray launched its Atoka
line of herbalist craft beverages online and currently is selling
it directly to consumers
(continues…)
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•

Relentless focus on health:

The arrival of this novel coronavirus left people hyper-exposed to news
about health, hastening the shift toward health and wellness that had
already been gaining ground over the past decade. In the US, 53% of
consumers are even more concerned about their health now than they
were prior to Covid-19. Online searches for health-related words peaked
during the pandemic.
People report spending more time on physical health–related activities
and intend to do more despite gym closures. And they are spending more
to boost their mental health. Downloads of the popular Headspace
meditation app doubled between March and the end of May. In Europe,
50% of respondents said that they are looking for more unprocessed
foods than they were before the pandemic.
•

Redefinition of value:

The Covid-19 crisis has accelerated a distinct shift that began
emerging pre-pandemic—namely, the simultaneous flight to
low-cost products and more premium offerings. The
financial impact and resulting anxiety led many to focus their
spending on value-for-money products.
As spending has declined in areas such as out-of-home
entertainment, travel and automobiles, however, consumers
with sufficient spending power are turning to premium
products to meet their heightened needs around health,
convenience and safety.
The survey found that 21% of respondents are buying more
private brand goods, a shift that could stick post–Covid-19,
as 16% of people say they will buy more private label than
they did prior to the pandemic.
•

Nestlé launched Life Cuisine to
offer consumers the convenience
of healthy frozen foods for their
at-home eating occasions.

Slow return to out-of-home spending:

With the closure or near-closure of bars, restaurants, cafés, stadiums,
gyms, nail and hair salons, and other on-trade sites, the Covid-19 crisis will
push back gains made by out-of-home foodservice by three to five years,
depending on the length of the pandemic as well as government and social
responses, according to Bain analysis. It could be up to seven years in a
worst-case scenario.
As we enter a new world, four key factors will influence the speed and
degree at which spending returns to out-of-home channels:
• the ease and frequency of performing that activity at home to the point
that it has become a habit;
• the investment made that has created stickiness in at-home
consumption;
• the ability to effectively substitute the out-of-home experience into the
home; and
• the degree of reluctance consumers have in returning to normal
activity.
(continues…)
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The above four themes represent major developments caused by Covid-19 that require all companies to adapt their game
accordingly. But four other themes are still in the process of shaping consumer attitudes, with incomplete evidence that
does not yet point to a clear outcome. These themes represent an opening for brands to shape consumer behavior.

• Small and local? Or big brands?:
Prior to the pandemic, one of the biggest shifts in consumer goods was the
rise of insurgent brands that serve an unmet consumer need by swiftly
developing products to address changing preferences and building
consumer intimacy through local activation and digital channels. These
brands often start locally, relying on word of mouth and the desire for
more tailored offerings to expand.
In the wake of the pandemic, consumers in Europe and the US undeniably
say they want to support local businesses and brands. Among survey
participants, 63% of Irish consumers prefer to buy guaranteed Irish brands
from local businesses during the pandemic, and 29% of French consumers
surveyed report buying more local foods during the pandemic.
The tide shifted during the early months of the pandemic, however, when insurgents’ share of growth fell from 35% to 5%
in the categories in which they exist. Much of that lower growth resulted from supply constraints, but consumers were
also seeking the safety and trust offered by larger brands.
Indeed, few consumers cite local as a top consideration when selecting a new brand. While 51% of those surveyed in the
UK say they will proactively seek out British products after the pandemic, only 22% would buy British products if they were
more expensive.
Meanwhile, in five European markets surveyed, the number of respondents saying that they would continue to buy local
products over the next 12 to 18 months has declined since the height of the pandemic. As consumers navigate through
the uncertainty, big brands have the opportunity to shape brand choices by better understanding consumers’ unmet needs.
• Departure from science? Or return to science?:
Consumer awareness of health and wellness has increased over the past 5 years, and consumer goods companies have
responded by doubling down on the better-for-you segments, with smaller insurgent brands paving the way with health
claims or homeopathic roots.
The increased visibility of medical experts during the Covid-19 crisis, however, has translated into a reliance on the clinical
expertise of doctors and scientists.
This confidence in science plays out in purchasing decisions. Looking to reduce both risk and anxiety, 35% of consumers in
Europe increasingly are seeking out products with health claims that are rooted in science.
They are specifically looking for science-backed endorsements in over-the-counter drugs, baby care and pet care
categories. This may open the door for established brands to leverage their scale and R&D expertise to build consumer
trust in the propositions they offer.
(continues…)
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• Sustainability or safety?:
Sustainability has been such a significant force in consumer goods over the
past few years that we refer to it as the “next digital” Many business
leaders had hoped that Covid-19 would serve as an inflection point for
sustainability. But the course is muddled. In May, 35% of survey
respondents in Europe told us that they cared more about sustainability in
food and beverage purchases than they did before the pandemic. That
opinion was validated in July, when an equal percentage said buying
socially responsible brands is more important to them. Despite these
findings, only 8% cite sustainability as a key purchase criterion across
categories.
Across countries, consumers are expressing a heightened preference of
safety over sustainability. They are prioritizing such safety-related factors
as “keeps my family protected against bacteria” over factors such as
“sustainable ingredients.”
There are other signs of a shift to safety over sustainability. For example,
governments around the world are lifting bans or taxes on single-use
plastics as consumers seek the safety of plastic food wrapping. Consumer
products companies need to balance these two objectives in thoughtful
ways that meet consumer needs today and in the future.
•

Urbanization vs. de-urbanization?:

For years, people have been flocking to the major urban areas of Europe, the US and other developed economies—to the
point at which it felt like a law of nature. Then, Covid-19 arrived, convincing some who could afford it to move, if only
temporarily, to quieter and more spacious places—a relocation made possible by remote working.
The phenomenon varies greatly by income, with 29% of high-income survey respondents in the EU temporarily relocating
vs. 10% of low-income respondents. Consider that 40% of prospective homebuyers in the UK now find a village location
more attractive than they had before the pandemic.
As a result, home prices are rising in suburban and exurban locations. Will this quest for a calmer, slower life reverse years
of urbanization? The answer is unclear. Yet it has potential implications for brands as they consider how the consumer base
is shifting and what their needs are.
The best companies will balance adaptability, predictability and resilience
as they focus on three areas:
Shaping at-home consumption: With consumers continuing to spend more
time and money at home, winning brands will invest to create great athome occasions to keep consumption at home for the longer term.
Breaking reluctance barriers: Out-of-home consumption has always been a
critical consumer touchpoint for brands. Now, accelerating the recovery of
out-of-home foodservice while also helping grocers mitigate the challenging
economics of online is a new imperative for consumer goods companies.
De-averaging the consumer: Consumer behavior has always been diverse.
More than ever, given the uncertainty regarding how the consumer
landscape will evolve, this is a time to listen and learn from consumers so
that we understand the motivations behind their attitudes and behaviors,
tailoring messaging and propositions accordingly.
Source: Bain Company, Pexels, Knorr, Heinz, Nestlé

Knorr created Knorr@home, with storecupboard recipes and tips that help
consumers address in-home cooking
needs and make nutritious, restaurantquality meals.
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Global: How coronavirus is shifting food themes
The pandemic has had a huge, unpredicted impact on food, and the biggest single change has come from the shifting of
millions of eating occasions into the home. As lockdown went into force across the world, restaurants, bars, cafés, and
institutions which served food all closed, increasing the amount of food consumed at home and, consequently, the amount
of food needed to be bought at retail.
However the pandemic has also changed how we buy, what we spend on and where we eat – witness the increase in online
shopping, the increased concern with health (and avoiding underlying health conditions), greater emphasis on mental
wellbeing, and the impact of the global recession on food spending and choices.
In 2019 Euromonitor International conducted extensive global research through its analysts and clients in order to
determine the strategic themes reshaping the global market. These are:
1. Consumer Segmentation in the Era of Eating Occasions - Breaking down the eating occasion – the who, where, when,
what and why that define how consumers interact with food.
2. Plant-Based Eating and Alternative Proteins - As consumers have sought more sustainable and ethical meat and
animal products, alternatives have sprung up to meet demand.
3. Sustainable Eating and the Environmental Cost of Food - Environmental concerns over the future of the planet have
forced consumers to change their perspective on food.
4. Mindful Eating and The New Food Beliefs - Consumers have been closely scrutinising ingredient labels with a view
towards less processing, balance and fashionable, niche ingredients.
5. Food Tech and The Digital Economy - Technology is changing the fundamental relationship between consumers and
their food on many different frontiers.
6. Food Provenance and the Country of Origin Effect - Globalization has opened people to cuisines from [Q: all corners of
the globe, wrong shape]but a reactionary movement harkens back to local food identities.
7. Functional Food and the Regulatory Environment - People increasingly demand functionality from their food.
Functional claims are under focus – both by consumers and regulatory authorities.

(continues…)
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Assessing the impact of Coronavirus (COVID-19)

Attempting to forecast future impact on the Strategic Themes is a difficult endeavor. Initial hopes for a vaccine and roll out
in 2020 have faded, and even if this was achieved, questions remain regarding reinfection and risk. What is more certain is
that the economic impact is – and will continue to be – negative.
To what exact degree is as yet unclear but the world has entered a recession and those themes/hot topics influenced by
consumer spending power will continue to be affected for some time.
It is also likely that health will remain front of mind for as long the virus threat persists, meaning the themes/hot topics
related to health will continue to be spurred by COVID-19. A less-certain area is that of consumer mobility, with several hot
topics directly affected.
Governments around the world are walking a tightrope between encouraging people back to work/spurring economies and
ensuring that the spread of the virus is contained. What can certainly be said is that, across the Strategic Themes in Food
and Nutrition, the impact of COVID-19 has been an overall acceleration, with the majority of the hot topics that make up
the themes becoming more important to consumers throughout 2020.
Source: Euromonitor

The uncertainty from Covid-19 persists throughout the globe, and studies trying to measure the pandemic current and
future impact on consumer trends keep on being published. Though the behaviours differ from country to country, the
option taken by many consumers to stay at home as much as possible is clearly identified in all reports, with IRI alerting
that at-home eating is impacting positively demand in categories such as healthy food, treats, ready-to-cook, ready meals
and frozen food. Reports converge on the consumer shift to online, with Bain in its report highlighting that some brands
are moving product launches online, bypassing physical stores. The consumer focus on health and wellness is also
common, as Euromonitor sees consumers looking to meet their heightened needs around health, convenience and safety.

RETAIL COMMUNITY
Belgium: Delhaize Belgium launches new ‘SuperPlus’ loyalty program
Delhaize Belgium has announced that it has launched a new loyalty program, SuperPlus, which aims to make healthy food
items more affordable. The new Superplus Card will enable shoppers to save 5% to 15% on more than 5,000 products with
a Nutri-Score of A or B.
The new loyalty program is a part of the retailer's strategy to encourage customers to develop healthier eating habits and
opting for a more balanced diet within their budgets. Over the past 20 years, the country has seen an increase in instances
of obesity despite adopting healthier lifestyles and diets.

Source: ESM, Delhaize

Russia: Metro online sales more than triple in 2020
By the end of the first 9 months of 2020, the level of online sales of the Metro network to end users reached 6% in the
structure of all sales of the company in Russia. During peak periods, this figure reached 9%. Thus, the e-grocery channel
has grown more than 3 times compared to 2019. One of the drivers of online sales growth is the category of fresh
products, the share of which in the customer basket reaches up to 40%, according to the press service of the retailer.
This growth in Metro online sales is due
to the development of the website and
mobile application for private orders, as
well as the work with an extensive
network of b2c delivery partners and
marketplaces.
During 2020, Metro has dedicated
delivery areas in most stores where
pickers and couriers can pick and store
orders. Each such zone occupies from
500 sq. m.

Source: Retail.ru, Russia Business Today

Another factor in the growth of online
sales was the launch of small-format dark
stores in Metro stores. They are designed
to store goods exclusively for the online
sales channel.

RETAIL COMMUNITY
UK: Issa Brothers and TDR agree £6.8bn deal to acquire ASDA
The Issa brothers and TDR Capital are set to become the new owners of ASDA after agreeing a £6.8bn deal with Walmart.
The billionaire founders of the EG Group forecourt business and the British private equity firm will be equal shareholdings
in a majority ownership stake. Walmart will retain an equity investment in the business, with an “ongoing commercial
relationship” and a seat on the Board.
A statement said: “At a time of evolution in the UK food retail sector, the new owners will continue to build a strong and
successful business, benefiting from fresh capital and expertise, as well as valuable links with the world’s largest retailer.”
Walmart said ASDA would keep its
headquarters in Leeds and its Chief Executive,
Roger Burnley, will remain in place. He will be
joined on ASDA’s Board by representatives
appointed by the Issa brothers, TDR Capital
and Walmart.
As well as accelerating ASDA’s existing
strategy, Walmart highlighted that the Issa
brothers will bring significant additional
expertise, particularly in convenience retail
and brand partnerships. “They are well placed
to support ASDA in developing a compelling
convenience retail proposition and taking it to
market, and to advise on the development of
strategic brand partnerships that will better
enable ASDA to address multiple consumer
missions,” a statement said.
The Issa brothers, backed by TDR, said they will support and accelerate ASDA’s existing strategy. The low-profile
entrepreneurs from Blackburn have built a small family business into an empire with around 6,000 forecourts in 10
countries and €20bn annual revenues. TDR Capital now owns half of the EG group, with Zuber Issa controlling 25% and
Mohsin Issa the remaining 25%. ASDA already has a relationship with the Issa brothers having recently developed a new
‘ASDA On the Move’ convenience format that will be trialed at EG forecourts in the Midlands.
The new owners plan to invest over £1bn in the next three years in ASDA to strengthen the business and its supply chain.
They also made a commitment to raise the proportion of UK-based suppliers, increasing the volume of products – such as
chicken, dairy, wheat and potatoes – purchased from local suppliers each year, as well as a commitment to source 100%
British beef. ASDA will still continue to have access to Walmart’s global sourcing scale.
The Issa brothers said: “We are very proud to be investing in ASDA, an
iconic British business that we have admired for many years … After a
successful period as part of Walmart we are looking forward to helping
ASDA build a differentiated business that will continue to serve customers
brilliantly in communities across the UK.”
Judith McKenna, President and CEO of Walmart International: “We are
delighted to be able to announce this deal today, which we believe creates
the right ownership structure for ASDA, building on its 71 year-heritage,
whilst bringing a new entrepreneurial flair, not only to ASDA, but also to
UK retailing.”
The transaction is subject to regulatory approvals and is expected to be
completed in the first half of 2021
Source: ASDA, Namnews,

RETAIL COMMUNITY
UAE: Waitrose launches its first online grocery platform overseas
Waitrose has launched its first online grocery store outside of the UK, in the United Arab Emirates (UAE). The local ecommerce website offers around 15,000 food and drinks items to shoppers in the region. Initially, there will be 2,800
delivery slots available each week, reaching thousands of homes across Dubai and Abu Dhabi. Waitrose has 12 stores in the
UAE which are operated by its local partner Fine Fare Food Market (FFFM).
Sunil Kumar, CEO of FFFM said: “Our new website adds online capability, meaning we can reach even more customers in the
UAE, while also supporting the local community during these uncertain times with an easy, safe way to shop. As the pace of
online shopping continues to accelerate, listening to our customers’ demands and reflecting the service, quality and choice
of our supermarkets has never been more crucial. We are committed to delivering the best quality food and drink sourced in
the most responsible way right to our customers’ doorsteps”.

Sarah Burton, Business Manager, Commercial Sales,
at Waitrose added:
“Our e-commerce service has grown significantly in
the UK and we’re very excited to work with our
partners in Fine Fare Foods Limited to extend this to
our customers in the United Arab Emirates. It brings
an even more convenient way for our customers in the
UAE to shop Waitrose products, and we’re proud to
bring the same quality and inspiration customers find
in our shops, to our website.”
As seen in countries around the world, the Covid-19 pandemic has accelerated consumer adoption of online shopping in
the UAE. A recent report by Ken Research found that the crisis has prompted 79% of consumers to transition from offline
shopping to online purchasing.
Source: Namnews, Hotel News Middle East

Europe: European e-commerce dominated by marketplaces
Amazon already has a quarter of the e-commerce market in Europe. It is therefore not surprising that platforms dominate
the market: by 2025, marketplaces will account for 65% of cross-border online sales in Europe.
Excluding travel, the total cross-border e-commerce
market in Europe last year accounted for a turnover of
143 billion euros.
However, one type of online retailer seems to be
increasingly dominating that market: as much as 84
billion euros, or 59%, comes from marketplaces.
Thanks to Amazon, it has to be said: the American giant
has a turnover of 32 billion euros in Europe, accounting
for almost a quarter of the market and an increase of
18.5% compared to 2018.
Already American Ebay ranks second with a turnover of
17 billion euros, while bronze goes to China's Alibaba.
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Amazon
eBay
AliExpress
Etsy
Discogs
Wish
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G2A
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Market share of online platforms will even increase to 65% in 2025. Amazon remains the leader with an expected European
turnover of 50 billion euros. It is striking that consumers are also increasingly selling directly to each other: according to a
survey by the CBCommerce knowledge centre, half of sales will be consumer-to-consumer.
Source: Retail Detail

RETAIL COMMUNITY
USA: Dollar General launches 'Popshelf'
Dollar General proudly announced its newest retail store concept popshelf. This new store aims to engage customers with
a fun, affordable and stress-free shopping experience where they can find on-trend seasonal and home decor, health and
beauty must-haves, home cleaning supplies, party goods, entertaining needs and much more, with approximately 95% of
items priced at $5 or less!
The stores are around 9,000 square feet and operate with a team of about 15, according to Dollar General, which
emphasizes their differentiation from the company's main banner.
They grew out of the retailer's "non-consumables initiative," which Dollar General even gives its own acronym (NCI). That
initiative is meant to capture more dollars from what the retailer's executives describe as their "trade-down customer"
i.e., those of higher incomes that may seek out value from a deep discounter like Dollar General.

"It's been working fabulous so far and the great
thing is we've been able to take the learnings
from those thousands of stores that we've
already done and apply them back into the
mother-ship if you will or our nearly 17,000
stores," CEO Todd Vasos said of the nonconsumables initiative in a September analyst
call, according to a Seeking Alpha transcript. CFO
John Garratt also noted that Dollar General's
non-consumables mix also comes with higher
margins for the retailer.
Chief merchant Emily Taylor said of the new
concept store, "At popshelf, customers will find a
differentiated retail concept that seeks to bring
joy to their shopping experiences, with surprising
deals in targeted non-consumable product
categories."
Source: Discount Retail Consulting, CNBC, Claksvillenow.com

RETAIL COMMUNITY
Global: Recovery continues at Metro; Urges shareholders to reject takeover offer
German wholesaler Metro AG has revealed that like-for-like sales in its fourth-quarter were nearly at the prior year’s
level as its HoReCa business continued its recovery after being hit hard early in the pandemic when the hospitality sector
shutdown.
The comparable sales figure was down just 0.5%, with positive contributions coming from Germany (+2.7%), Russia
(+8.2%) and Eastern Europe (+2.0%). Whilst an improvement compared to the previous quarter, sales in Western Europe
(excluding Germany) were still down 3.6% and Asia slipped 12.2%.
Like-for-like sales for year as a whole fell 3.9% but this was at the upper end of previous guidance (-3.5% to -5%). Metro
said this reflected the “rapid and significant recovery” of its HoReCa business, supported by market share gains in Germany,
France and Italy.
Reported annual sales from Metro’s 678 outlets were down 4.0% on a
constant currency basis to €27.1m.
Olaf Koch, the group’s CEO who is due to step down by the end of the
year, said: “In this challenging year our holistic wholesale approach and
diverse customer groups have proven to be very robust. So far, our
progress through the COVID-19 phase has been very satisfactory
compared to the development in the sector; our sales have recovered
quickly and continuously and in the fourth quarter have almost returned
to the previous year’s level. We have also been able to gain significant
market share in our core business and are back on track for growth in
Russia. With the exception of the third quarter, which was burdened by
COVID-19, we can therefore look back on a stable and resilient fiscal
year overall, in which the transformation to a pure wholesaler has been
completed.”
Meanwhile, Metro yesterday issued a statement urging shareholders
not to accept a recent takeover offer by EP Global Commerce (EPGC),
the acquisition vehicle led by Czech billionaire Daniel Kretinsky.
After a failed takeover attempt last year, EPGC currently owns 29.99% of the ordinary shares and voting rights in Metro. It
now wants to increase this beyond 30%, which under German law requires an offer to buy out all other shareholders.
Last month, the group tabled a bid for all Metro shares that it does not already own, in line with the regulatory
requirements. It is offering €8.48 per ordinary share and €8.89 per preference share, a premium of just 2% on Metro’s
closing price on the day it made the offer. It is also below the €16 that was offered last year when EPGC failed to win over
enough shareholders. The acceptance period for the offer runs until 29 October 2020.
Having completed an assessment of the offer, Metro said its management board and the supervisory board were of the
opinion that the consideration offered by the bidder “substantially undervalues” the business.
Metro fought off the previous takeover attempt by telling shareholders
that it would “burden” the company with too much debt. The new offer
comes without a minimum acceptance threshold.
“EP Global Commerce aims to increase its investment in Metro AG
above 30% to give itself more flexibility in the future and without having
to make a mandatory takeover offer,” EPGC said in a statement last
month.
Whilst Metro stated yesterday that shareholders should not to accept
the offer, it said its boards would continue to be open to a
“constructive dialogue” with the bidder. EPGC has yet to comment on
Metro’s statement.
Source: Namnews, Metro AG

RETAIL COMMUNITY
Europe: Tesco and Carrefour agree to make changes to purchasing alliance
The joint purchasing agreement signed by Tesco and Carrefour back is being altered following an investigation by the
Autorité de la Concurrence, France’s national competition regulator.
The investigation of the agreement signed by Tesco and Carrefour is said to have identified competition concerns regarding
the section on own brand products. The authority noted that the supply market was impacted by contractual conditions
that are “somewhat unfavorable” to suppliers (lack of exclusivity, short-term contracts, lack of volume commitments by
retailers), limiting their market power.
Moreover, the regulator highlighted that a significant proportion of own brand ranges are produced by small companies.
These are said to be more vulnerable to sharp changes in conditions for marketing their products, whether this involves
price reductions or a drop in volume that could result from the consolidation of the parties’ purchases.
However, if specifications of own brand
products are ultimately defined by the
retailer, the process to develop them also
involves suppliers upstream during the
product design phase, with these suppliers
then playing an important role in the
innovation of certain products.
The competition authority found that the
implementation of cooperation agreements
could therefore undermine companies that
are part of the innovation process for own
brand products and reduce the ability of
suppliers to invest and innovate, thereby
potentially harming the consumer retail
market.
In response to the regulator’s concerns, Tesco and Carrefour have now offered certain commitments:
• To exclude several groups of fruit and vegetables (citrus fruit, courgettes, kiwis, melons, grapes, peaches, nectarines,
etc.) from the scope of the agreement that are bought directly from French and European producers and in sectors that
have become more fragile as a result of the COVID-19 crisis. House plants and flowers from France and the European
Union are also excluded from the agreement, as well as French and European lamb.
• To limit joint purchases in certain product groups (cotton, blue cheese, pasta, cheddar cheese, tomato preserves, etc.)
to 15% of the French own brand product market.
• To no longer exclude certain categories of companies from the scope of calls for tender to produce the two retailer’s
own brand products – SMEs for Carrefour and companies with an annual turnover of less than £3m for Tesco.
Following the proposed commitments, the authority is inviting interested third parties (suppliers, competing brands,
professional federations, consumer associations) to submit their comments by 9 November 2020.
Source: Carrefour, Namnews

In the constant evolving retail landscape, retailers keep working on developing new concepts and partnerships, which can
help them grow their business, as it is the case of Waitrose which has recently launched in UAE its first online grocery store
outside its home market. Rather than signing new partnerships, some retailers put their efforts on building new services,
as the likes of Delhaize Belgium recent announcement of a new loyalty program, SuperPlus, aiming to make healthy food
items more affordable. The sales from e-commerce continue to rise across markets, with Metro C&C Russia, recently
reporting that it has more than tripled their e-grocery sales in comparison to 2019

FOODSERVICE
UAE: Sainsbury’s products go on sale in the UAE
Kibsons, a Dubai-based distributor of fresh produce to retail and wholesale customers in the United Arab Emirates (UAE),
has agreed a deal to sell own label products from Sainsbury’s. 500 Sainsbury’s lines will be available on Kibsons own online
store which sells a wide range of food and drink to consumers in the UAE. Products from the British supermarket will
include frozen seafood, pizza, bread, pastry, biscuits, cooking sauces, canned items, spreads, oils, cereals, sugar, and pasta.
Kibsons is not the first UAE grocery retailer to partner
with a UK supermarket. Tesco products are available
at Choithrams supermarkets, while Spinneys stocks
Waitrose goods, which are also available at Waitrose
standalone stores. Back in February, Sainsbury’s own
label range went on sale in selected Al Meera
supermarkets in Qatar. At the end of last year,
Sainsbury’s struck a deal to sell its own brand
groceries to Coles, Australia’s second-largest
supermarket chain.
“Sainsbury’s is synonymous with high quality and affordable food and we are thrilled to be partnering with them and
offering our customers a further enhanced shopping experience. We are extremely excited to launch an initial 500 products,
with more to follow in the near future,” said Halima Jumani, director of Kibsons.
Richard Hodges, head of sales and wholesale buying at Sainsbury’s, added: “We are pleased to be introducing our great
quality products to customers in the UAE via our partnership with Kibsons. Kibsons’ fresh food credentials and excellent
customer service are famous throughout the UAE and we look forward to working closely with them.”
Source: Namnews, Kibsons

UK: Deliveroo sees jump in demand for healthy orders
Since the launch of over 15 new Deliveroo partnerships with grocery, convenience shops and deli’s since February, Brits
have been changing the way they use Deliveroo – no longer just their go-to for a Friday night takeaway but a one-stop-shop
for ordering fresh and everyday ingredients like fruit and veg, bread, and milk. Deliveroo revealed that since January it has
seen a 282% increase in demand for healthy orders driven by its partnerships with the likes of Co-op, Aldi, Morrisons,
Waitrose, Holland & Barrett, Daylesford Organic and Farmdrop. This was especially important to Brit’s during lockdown
who according to customer order data chose Deliveroo to order healthily.
Co-op for example saw an 82% rise of fruit and veg orders on Deliveroo
during lockdown. Overall, the top five orders in the ‘grocery’ category
on Deliveroo were strawberries, cucumbers, mineral water, bananas
and avocados. The rise in healthy orders came with a fall of customers
ordering treats, such as ice-cream and chocolate.
Beyond providing more choice and selection in food, Deliveroo has
been ahead of the game with seeking partnerships with innovative
health and wellbeing concepts who are shaking up the industry.
London favorite TheDrug.Store also launched an exclusive partnership
with Deliveroo to provide Londoners with a range of beauty and health
products from capsules, creams to snacks, for inside-outside wellness.
Tom Peters, Global Director of New Businesses, commented:
“Throughout 2020 Deliveroo has responded to the increased consumer
interest and concern for wellbeing. By launching partnerships with a
broad range of grocery, restaurant and innovative food brands across
the UK, we are able to give our customers the widest selection of
healthy products as well as continuing to make them even more
accessible.”
Source: Namnews, Deliveroo

FOODSERVICE
UK: McDonald’s unveils new initiatives for UK potato and livestock growers
Fast food chain McDonald’s has announced two new initiatives in the UK – one to help British potato growers become
more sustainable and the other to help family livestock farmers prepare for challenges after Brexit.
In an announcement on September 24, the company said
it is partnering with McCain – the UK’s leading brand of
frozen potato products – to provide grants for British
potato growers who produce the varieties that make
McDonald’s Fries.
McDonald’s said the new Sustainable MacFries Fund
aims to increase the resilience of Britain’s potato supply
base, by enabling growers to use new technology to
improve sustainability.
“The investment will help fund practical on-the-ground
solutions and accelerate best practice on farms to
improve soil health and water quality, allowing farmers
to thrive. We’re looking forward to working with
McDonald’s going forward and seeing the positive results
the fund will have on farmers across the country,” said
Daniel Metheringham, Agriculture Director at McCain GB
& Ireland.
The second initiative sees the launch of ‘Ready for Change’ workshops to help livestock farmers prepare for life in a postBrexit UK. McDonald’s said the project is the next milestone in its three-year partnership with the Prince’s Countryside
Fund. The ‘Ready for Change’ workshops will help livestock producers make informed decisions about change management
on family farms. It follows research by McDonald’s and the Fund, which found that 71% of farmers want to make changes
to their business over the next five years, but lack the confidence to do so. And with only a third of farmers having a
business plan in place that reflects the coming loss of direct subsidies and introduction of environmental schemes, the
Ready for Change workshops will help farmers through the transition.

“At a time of great uncertainty and
transformation in British agriculture,
equipping farm businesses with the
information and support they need to adapt
and make sensible, informed decisions about
their businesses is more vital than ever,” said
Keith Halstead, Executive Director of The
Prince’s Countryside Fund.

Nina Prichard, Head of Sustainable and Ethical Sourcing at McDonald’s UK and Ireland said the new projects are an essential
next step in helping over 23,000 British and Irish farmers who supply the company.
“These two new initiatives are an essential next step in that mission, helping both our suppliers and the industry look to
tomorrow. The Sustainable MacFries Fund in partnership with McCain will provide much-needed funding to boost the
resilience and sustainability of British potato growers, while the Ready for Change workshops will help livestock farmers face
a fast-changing future,” she noted.
Source: IHS Markit

FOODSERVICE
USA: Kroger embraces ghost kitchens
The Kroger Co. is launching two on-premise ghost kitchens via the food retailer’s partnership with ClusterTruck. The
service, which provides freshly prepared meals on-demand to consumers, is set for two more stores in the Indianapolis,
Indiana, and Columbus, Ohio, areas via the launch of on-premise ClusterTruck kitchens. More specifically, Kroger’s first onpremise kitchen is now open in Fishers, Ind. (9799 East 116th Street). Later this year, a second location will open in Dublin,
Ohio (7625 Sawmill Road).

Kroger Delivery Kitchen Powered by ClusterTruck launched initially in late 2019 in Carmel, Ind., as well as in Indianapolis
and Columbus, Ohio. Kroger says the new launches, however, are different from those off-premise concepts.
The new kitchens will re-purpose approximately 1,000 square feet at each participating store to create a culinary space for
ClusterTruck staff to prepare meals for quick delivery and in-store pickup. Customers can order from a menu of more than
80 meals, spanning a variety of ingredients – and best characterized as food quality you can get at a sit-down restaurant
with the personality of street food.
“Kroger remains focused on providing our
customers with fresh food and experiences enabled
by industry-leading insights and transformative
technology,” said Dan De La Rosa, Kroger’s group
vice president of fresh merchandising.
“The new on-premise kitchen, in partnership with
ClusterTruck, is an innovation that streamlines
ordering, preparation and delivery, supporting
Kroger as we meet the sustained customer demand
for quick, fresh restaurant-quality meals, especially
as we navigate an unprecedented health crisis that
has affected every aspect of our lives, including
mealtime.”
The expansion of Kroger’s relationship with ClusterTruck reflects the retailer’s ongoing investments in providing a variety of
prepared fresh food options and creating a seamless experience for customers. Kroger experienced a 127% digital sales lift
in second quarter 2020, as customers continued to use digital ordering options, including pickup, delivery, and ship to
home. "On-demand ordering has shown demonstrable traction with customers and will only continue growing in
popularity," said a Kroger spokesperson.
ClusterTruck was co-founded in 2015 and launched its first kitchen in 2016. The Indianapolis-based company owns and
operates vertically integrated delivery-only kitchens. ClusterTruck's dark kitchens are powered by a proprietary software
system that uses custom algorithms to optimize kitchen and delivery operations. This systematic approach to meal delivery
ensures that nearly every order is in the hands of the customer within seven minutes of the meal's preparation. The
average time between placing an order and a customer receiving their food is less than 30 minutes.
Source: Progressive Grocer, Twitter, Kroger

FOODSERVICE
Portugal: METRO AG buys Grupo Aviludo
METRO AG signed the purchase contract for Grupo Aviludo, a Portuguese company that operates in the wholesale sector
for hotels and restaurants and which generated a turnover of 152 million euros in 2019, reaching more than 13,500
establishments and companies. Through this acquisition, METRO AG increases its portfolio in Portugal, where it already
owns Makro, intensifying its strategy in the wholesale arena, with expansion of the foodservice distribution business. This
transaction is still subject to approval by the relevant and competent authorities.
Olaf Koch, CEO of METRO AG, commented:
“Following previous acquisitions in recent years (Pro from Pro,
Rungis Express and Classic Fine Foods), we are now going
through the acquisition of Aviludo to expand the offer and
services for our customers in Portugal, a market that we
consider strategic.
Thanks to Aviludo's strong positioning, we have strengthened
our presence in the country and created more value for our
customers and their businesses in order to also accelerate our
growth.”
José Ressurreição, co-founder and CEO of Aviludo: “With
METRO AG we found the ideal partner to grow, while
preserving Aviludo's formula for success and its best assets,
work culture and people. Together with the Aviludo
management team, we are pleased with the prospect of
working side by side with METRO AG, and in particular with
makro Portugal, to build a unique offer for hotels and national
restaurants”.
Aviludo Group
Since its founding in 1984, the Aviludo Group has grown to
become a foodservice operator with national expression and
in several categories. Currently, it employs around 850
employees, including a sales force made up of around 150
professionals. In 2019, it reached a turnover of 152 million
euros.
Aviludo offers its customers great flexibility and reliability in
delivering products that meet the individual needs of
professional customers and does so through its 8 logistics
platforms, including 4 with meat production and processing
capacity, as well as by through a fleet of more than 180
vehicles.
Source: Hipersuper, Aviludo

The grocery delivery intermediaries are expected to continue to increase their relevance for both business and consumers,
as confinement and social distancing measures are reinstalled. In the UK, Deliveroo which has been very active in
establishing new partnerships has registered a 282% increase in demand for healthy orders since January.
With the foodservice industry still facing several difficulties, operators keep on diversifying and expanding their businesses,
as the likes of Metro in Portugal, through the acquisition of Aviludo, and Sainsbury's partnership with Kibsons in UAE.
Another good example is Kroger embracing Ghost kitchens, as it expands the relation with ClusterTruck, answering the
growing demand for digital ordering options, including pickup, delivery, and ship to home.

TECHNOLOGY, SERVICES AND Cx (Customer Experience)
Ireland: App connecting retailers and brands launches in Ireland
Shopt, a business-to-business app which connects convenience retailers and grocery brands, has launched in Ireland. The
app, from sales agency CPM Ireland, lets retailers know what new products and promotions various brands are launching.
When the retailer trials a product, they receive a financial reward.
Meanwhile, the brands using the app have access to real-time data on where and what products are performing well. The
app launched in the UK over three years ago. However, Lorraine Butler, Managing Director of CPM Ireland, told the Irish
Independent that the company reworked the app before launching it in the country.
Lorraine Butler, Managing
Director of CPM Ireland:
“The difference between the UK
and the Republic of Ireland is
that we’re very wedded to
relationships here, human
interaction is really important in
the sales process in retail in the
Republic.”
The technology used in the app allows CPM to personalise the offers to each individual retailer based on their location and
store dynamic. In addition, the app aims to free up sales representatives to spend more time focusing on value-added
products. The app is free for retailers to use, while brands pay a licensing fee.
Source: Namnews, Shopt

Middle East: Carrefour’s Middle East franchisee launches customer insight platform
Majid Al Futtaim, Carrefour’s franchisee in the Middle East, Africa and Asia, has announced the launch of a customer
insight platform, powered by UK-based data science firm dunnhumby. It is designed to support Carrefour and its suppliers
in delivering “better customer experiences and accelerating growth plans, fueled by data and insight”.
The companies stated the dunnhumby Shop, a web-based solution, will help Majid Al Futtaim gain a deeper understanding
of its customers and translate these insights into action, making store-level decisions based on shoppers’ needs. The system
is said to provide category insights that enable retail teams to monitor and act on performance trends quickly, driving sales
growth and loyalty.
Suppliers will also have access to these insights – based on the shopping behaviors of Carrefour’s customers across seven
markets in the region. This is expected to facilitate more effective collaboration with the retailer and help them to optimize
innovation and brand marketing strategies.
Miguel Angel Povedano, CCO of Majid Al Futtaim – Retail::
“As part of our long-term vision, this partnership will enable
Carrefour to take a truly data-driven, ‘customer-first’
approach, ultimately delivering a more relevant customer
experience.
As the first retailer in the region to offer suppliers access to
such comprehensive insights, we believe it is important to
work more closely with suppliers for their success, and we’re
excited about the opportunity to forge stronger and more
reliable relationships within our network, using a shared
customer understanding to co-create category plans that
drive mutual growth.”
Source: TechxMedia

TECHNOLOGY, SERVICES AND Cx (Customer Experience)
France: Casino launches BlackBox, its automated store without App or cameras
At the head office of Monoprix in Clichy, Casino presented the 'BlackBox': it is the first autonomous store of the French
retailer. In contrast with Amazon Go, no expensive cameras are used here. But that is also the weakness of the system.
With BlackBox, Casino becomes the first French distributor to officially launch its automated store concept. The store is 18
m² in size and offers space for around 300 sku’s. These are mainly snacks, household items and personal care products.
"We started the first work a year and a half ago and the goal is to make the shopping experience more fluid," explains
Lorraine Gentin, deputy director of innovation and digital transformation at Groupe Casino, to LSA. Over the past few
weeks, the BlackBox has been extensively tested by Monoprix employees.
Remarkably, no app needs to be downloaded in order to shop. A credit card is sufficient to enter the store. Next, you take
the desired items off the shelves and all you have to do is validate your purchase on a touch screen. Those who wish to
receive an invoice can enter their e-mail address. Payment is made without contact.

A very important difference with
Amazon Go, for example, is the total
absence of cameras.
The racks in the BlackBox are equipped
with hypersensitive scales, which can
register the slightest weight change.
Combined with the necessary artificial
intelligence, the technology thus knows
which product the customer has taken.
The fact that the system is GDPR-proof
and, in addition, a lot cheaper than a
camera system, makes it naturally very
attractive with a view to further
commercialization.

Nevertheless, there are also some weaknesses. For
example, the system cannot distinguish between
products that are very similar, such as a bottle of normal
cola and a bottle of cola zero. The only way to
circumvent this problem is by placing the products
concerned sufficiently far apart in the store.
Another limitation is the number of customers that can
be present at the same time. After all, the technology
can only handle one shopping basket at a time.
Therefore, if several customers were present, all the
products would end up in the same virtual basket.
Monoprix plans to install 10 BlackBoxes within one to
two years. Each container store will be linked to a
physical store that will manage it, for maintenance and
replenishment. In about 8 weeks, the BlackBox set up at
the head office will change location and become
accessible to the general public to undergo its first "live"
test.
Source: Retail Detail, Food Retail

TECHNOLOGY, SERVICES AND Cx (Customer Experience)
Sweden: Coop Sverige opens ‘Stockholm’s most innovative grocery store’
Coop Sverige opened a new concept flagship store in Hagastaden, Stockholm. According to the retailer, 'new technology
will meet local food crafts’. Key features include:
1. An in-store restaurant kitchen run by celebrated chef Jonas Corbell, who most recently worked at Stockholm-based
restaurants Österlånggatan 17 and Le Rouge. The restaurant kitchen will focus on seasonal ingredients, while the
kitchen team are also accountable ‘that the store’s salad bar is of the highest class and that there are delicious
accessories around the store that add a golden edge to everyday dishes’
2. A street-level bistro which offers pizza and other dishes. The in-store sommelier has selected accompanying drinks
including natural wine and locally produced beer
3. A variety of store-prepared meal solutions that can be enjoyed on-site or taken away

4. The emphasis on local food continues throughout the store. As of the end of October, this will see in-store cultivation
of fresh herbs in partnership with Grönska. Ultimately the store will then become entirely self-sufficient in these
products
5. A series of local suppliers will be celebrated under the banner, ‘Good Neighbours’. One of the first of these is Stava
Gårdsmejeri, which produces dessert cheeses

(continues…)

TECHNOLOGY, SERVICES AND Cx (Customer Experience)
Sweden: Coop Sverige opens ‘Stockholm’s most innovative grocery store’

A ‘Vegorum’ area
focusing on plantbased food

Purchase via the ‘Scan & Pay’ app, which is expected to account for 90-95% of purchases. The reduction of space for
checkouts has been reallocated to fresh categories, which account for around 70% of floor space
Store manager: ‘We want to create a store that is as
innovative as it is inspiring’
Commenting on the launch, store manager, Maria Ytter
said:
‘We want to create a store that is as innovative as it is
inspiring. It should be as easy to manage your everyday
purchases quickly as it is to buy a feast, whether you want
to cook it from scratch or offer food from our restaurant
kitchen’.
Other concepts in Sweden: in-store restaurants, Lidl to
meet 200 store milestone and unstaffed store openings
continue
Sweden remains a hotbed of format innovation, with
retailers experimenting with new store concepts.
Amongst other developments, ICA has introduced
the ICAnders restaurant concept. Meanwhile, Lidl is on
track to operates 200 stores in Sweden by the end of
2020.
Elsewhere, ICA, Coop Sverige and Reitan Convenience
have trialled or are introducing unstaffed store
concepts.
Pure play unstaffed store chains including Lifvs and
Automat also have new stores under construction. Lifvs
is targeting 300 stores in the future.
Source: IGD, Coop Sverig, ICA Swedene

TECHNOLOGY, SERVICES AND Cx (Customer Experience)
Global: YouTube began testing the technology of selling goods from video
Every toy, gadget and good you see on YouTube could soon be for sale online -- not on Amazon, but right on YouTube itself.
The world’s largest video site recently started asking creators to use YouTube software to tag and track products featured
in their clips. The data will then be linked to analytics and shopping tools from parent Google.
The goal is to convert YouTube’s bounty of videos into
a vast catalog of items that viewers can peruse, click
on and buy directly, according to people familiar with
the situation.
The company is also testing a new integration
with Shopify Inc. for selling items through YouTube.
A YouTube spokesperson confirmed the company is
testing these features with a limited number of video
channels. Creators will have control over the products
that are displayed, the spokesperson said.
The company described this as an experiment and
declined to share more details.
The moves have the potential to transform YouTube from an advertising giant into a new contender for e-commerce
leaders such as Amazon.com Inc. and Alibaba Group Holding Ltd.
It’s unclear how YouTube will generate revenue from these sales. However, the service has begun offering subscriptions for
creators and takes a cut of 30% from those payments.
Alphabet Inc.’s Google has taken multiple stabs at online commerce, with limited success. The company has mostly
preferred to sell ads that send people to other digital stores, rather than selling products itself. However, the pandemic has
hammered marketing budgets, particularly in the travel and physical retail sectors that are major Google advertisers.
Meanwhile, e-commerce has boomed as people stay home and order more products online. That’s left Google watching
from the sidelines as rivals such as Facebook Inc. and its Instagram app become hotbeds of online shopping.
Source: Bloomberg

USA: Kroger reimagines the cooking experience
The Kroger Co. is launching a new innovation designed to help consumers save
money and reduce food waste. Chefbot is a first-of-its-kind AI Twitter tool that
offers personalized recipes based on the ingredients a customer already has on
hand at home.
HOW CHEFBOT WORKS
1. Snap: Users snap a photo of three
ingredients from their refrigerator or pantry
2. Tweet: Users tweet their photo to
@KrogerChefbot.
Through
artificial
intelligence, Chefbot identifies ingredients
and then scans thousands of unique recipes
on Kroger.com
3. Cook: Within seconds, Chefbot responds to
the user's original tweet to deliver a list of
personalized recipe recommendations
based on the selected ingredients
Source: Progressive Grocer
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Covid-19 impact in consumer’s made
simple activities like a trip to the
grocery store difficult, risky, or even
prohibited. Worldwide, as customers
need digital, at-home, and low-touch
options, services like YouTube new
trial technology of selling goods from
video, or Kroger Chefbot, will continue
to grow in popularity.
Nevertheless, physical retail will
continue to remain relevant for
consumers, and initiatives like Casino
BlackBox automated store, or Coop
Sweden
new
store
merging
technology with local attributes, will
be also relevant, promoting a
convenient and fluid shopping
experience

