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Food for future in a global industry:
hoe globalisering beheersbaar houden?

Prof. Gino Van Ossel
Gino.VanOssel@Vlerick.com

Boeren zijn boos op Colruyt & co

LEIDEN SUPERMARKTEN
LANDBOUW NAAR DE
AFGROND?

Van een crisismaand gesproken. Eerst de
heisa om de dreigende sluiting van Opel
Antwerpen en sinds vorige week ook tram-
melant rond de malaise in de landbouwsec-
tor. Boze boeren lieten duizenden liters
melk over weilanden stromen en deelden
gratis groenten uit in de steden, als om te
rdienen er toch niks aan, dus
ze producten maar beter weg-
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Supermarkten lokken § EeN KERSTDINER VOOR 25 EURO
klanten met goedkope
kerstgerechten

23/12/2010

UW KERSTMENU GING 2,5 KEER
Kerstavond betekent naast DE WERELD ROND
cadeautjes veel en lekker eten. Maar

waar komen al die fijnere

voedingswaren eigenlijk vandaan?
Van héel ver, zo blijkt, 100,000
kilometer of twee en een half keer de
omtrek van de wereld legde dit nog
bescheiden feestmaal af, ‘We kunnen
niet anders’, zegt Lars Vervoort van
Carrefour. vomssaco

Het Nieuwsblad

24/12/2010
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Klik hier en win een baknamiddag met
Peter Messely en Bart van den Bossche

Trrwy) de Mimascyverandsnng de sewrcnnen m the war styurn,
dromen we tidans de donkers wimerdagen volap van de Wnte
=n groeaten on fruit
weizoensgobanden, of kunnet we slles St habe jaar ronid
oan?

van het joay v wtnlion wew o vash de vr

" Enn ondaczoek b 525 Beigen, ulpesoard door het Fioside
Départrraat of Cines 0 decet

vertassunds ledun ain hd F00 Gom a2 oeagitontddenhied w o9

Een onderzoek bij 525 Belgen, vitgevoerd door het Florida
Department of Citrus in december 2010, brengt een aantal
verrassende feiten aan het licht over seizoensgebondenheid en de
kennis van de Belgen over de seizoenen van groenten en fruit.

Amper 4 Belgen op 10 kennen de seizoenen van

fruit en groenten

Maar liefst 60% van de ondervraagden geeft toe niets of nauwelijks
iets te weten over de seizoenen van groenten en fruit. Er werd een
paradox van jewelste aan het licht gebracht: 92% van hen beweert
wél volgens de seizoenen te eten.
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shopper trends: increasing price sensitivity
growth of discount
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shopper trends: increasing price sensitivity
growth of private label
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shopper trends: increasing price sensitivity
increasing promotion intensity

2008
= 2009

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13

source: GfK panel services Netherlands

shopper trends: increasing price sensitivity
increasing promotion intensity
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shopper trends:
choice stress

o

shopper trends:
choice stress

Celebrating Family and Food
Sinee 1925

WWWORAEGERS COM

300 varieties of jam
250 varieties of mustard
75 varieties of olive oil

Sheena S. lyengar & Mark R. Lepper, “When Choice is Demotivating: Can One Desire Too Much of m
a Good Thing?,”in: Journal of Personality and Social Psychology, 2000, Vol. 79, No. 6, 995-1006
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shopper trends:
choice stress
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store traffic
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104 (40%)
(2.38 flav.)
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shopper trends:
choice stress

shopper trends:
choice stress
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“how satisfied are you with the choice you’ve made?"

30

18
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shopper trends:
the age of the multi-vidual

the retail business model:
the age of the multi-vidual

5-12-2011
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Delhaize America shoppers: -
both cautious and optimistic

On the one hand ... ...On the other hand

+» Chicken sales growing faster than red « After slow growth in 2008, natural and

meat organic saies grew much faster in
+ Private brand soda sales Increasing 2010 and YTD 2011

faster than branded « Premium orange juice growing faster
« Private brand milk sales growing than regular orange juics

faster than branded + Premium deii meats growing faster
+ Regular lce cream growing faster than than value deli meais

super pramium

——

Customer behavior requires a wide assortment to meet all

these needs

DELHAIZE # GROUP June 2011

shopper trends:
increasing price sensitivity ?
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{CADIENT G
CHOC UlA»Tf CHIP COOKIE

Overall Rating: b 8 6.6 8 ST

I'm In Heaven, June 22, 2007
By Fabdgal from BC 9 (read all my reviews)

"I would walk across hot coals for these cookies! Who needs a name brand? Every bite is filled with
chocolate chips!”

shopper trends:
the age of the multi-vidual

Wadtross

MUSHROOM

5-12-2011
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http://www.loblaws.ca/en/default.aspx
http://www.presidentschoice.ca/Default.aspx

shopper trends:
choice stress ?
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shopper trends:
the age of the multi-vidual
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“how much did you enjoy making the choice?"

26, Sheena S. Iyengar & Mark R. Lepper, “When Choice is Demotivating: Can One Desire Too Much of a Good m

Thing?,” in: Journal of Personality and Social Psychology, 2000, Vol. 79, No. 6, 995-1006
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shopper trends:
choice stress ?
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shopper centricity

S
>

positiveness of
consumption experience

Variety

Desmeules, Remi, 2002, "The impact of variety on consumer happiness", Academy of _

30
‘ Marketing Science Review, Vol.2002, No.12
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shopper centricity

preference

Broniarczyk, S.M., Hoyer, W.D., & McAlister, L., 1998, “Consumers’ perceptions of the
assortment offered in a grocery category: The impact of item reduction”, Journal of m
Marketing Research, Vol. XXXV, pp.166-176

32

shopper centricity...

11.000.000

bits of information per second

5%

Pradeep, A.K., The Buying Brain. Secrets for Selling to the Subconscious Mind, _
John Wiley & Sons, New Jersey, 2010
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shopper centricity...

11.000.000

bits of information per second

0.00036%

B
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shopper centricity
brand A 92 H
brand B H 75% H
" brand C L
-
“ B Grab & Go B Browsear B Visitor
% IRI Confectionery Shopper Research Netherlands, 2009 m
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shopper centricity

—
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preference

shopper centricity
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shopper centricity

brand A ’“ 8%

brand B

brand C

B Grab & Go W Browsear B Visitor

39

IRI Confectionery Shopper Research Netherlands, 2009

shopper centricity

true variety # sku’s
“more is more” “less is more”
(to some extent) (most of the time)

20



shopper centricity

6,02
extremely _ 4’72
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“how much did you enjoy making the choice?"

Sheena S. lyengar & Mark R. Lepper, “When Choice is Demotivating: Can One Desire Too Much of a Good m

4 Thing?,” in: Journal of Personality and Social Psychology, 2000, Vol. 79, No. 6, 995-1006

shopper centricity
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shopper centricity
' g 1 2 3
‘s ¥ | .
o & 3 %
v
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H el
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o. g B
v & 4
Satisfaction Regret
.
Variety
Desmeules, Remi, 2002, "The impact of variety on consumer happiness", Academy of
44l Marketing Science Review, Vol.2002, No.12 _
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supplier centricity

47 |

supplier centricity
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supplier centricity

49| Byron, Ellen, “Whitens, Brightens and Confuses,” in Wall Street Journal, 23" Feb, 2011 m

agenda

50 |

. shopper trends
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retailer centricity

we tOP 50 s

which only represent about

O . 6% of all of the SKUs

in the convenience channel,

drive 3 2% of the

business

Lofstock, John, "Effectively managing the supply chain,” in: Convenience Store Decisions, 23rd Feb2011 m

retailer centricity

Positiveness of

consumpbion expenence
4 ,
(A

Satisfaction Regret

Varie
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‘ cost
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retailer centricity

perception

53

retailer centricity

same # sku’s
12% less sku’s

50% - 42%
40% - 33% 31%
30% -
20% -
10% -
0%
retailer A retailer B retailer C

what do you like about the shelf ? (unaided)
o “choice”

5-12-2011
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retailer centricity
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retailer centricity
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retailer centricity
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store traffic

4

aisle traffic

4

stopping power
(# flavours tasted)

4

145 (60%)
(1.50 flav.)

conversion
(# of buyers)

57

1.65%
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104 (40%)
(2.38 flav.)

156 (60%

29.81%

(47)

11.92% 17.89%
I/ T

retailer centricity

58 |

perception

* space
* subcategories
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retailer centricity

C,, Coffee Menu

Espresso Forte

c, Coffee Menu

+Complexs
Arsbiaan Mocha Jave
Caia Blondd
Motiday Hieed
Crobdl Comes 1henat
Kona Coffee
«Spicy«

Sworra Darsda Blend
Top el
COwatemnln
Chestmas
in Valloy Mend

«Smoky»
Contne Tacn
[
Café Katims Hient
Draeilinn Santos
Tndin Mabdhiar Moasem

*Sweets
Aped Suimaten
Cosobo Blend
Sematra
Komyn
Carabobn
«Nutty«
Caruda Blond
Salswest Kalos
Colomisa Narieo Suprems
Calfe Vermne

How Blesl

lend 101

Tavakfase bl

Mivose Mol Divenl

Light Note iand
«Smooths

Magr Dickason a flient

New Csitwen

Gustemala Antigus
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Exhipsr Sulame
.m.

Shade Groon Mesan

Samu Crece

Raneho Mashilie

59 o Dragan Flleml
! Han Francisco Bend Hulawess
. e o
retailer centricity
+The Coffes Shop« sJava Joe'se »Category A« *Category B+
Arabian Mocha Jwva Eaprvasa Forts Arobwan Micha Jave Espress Yone
Ouln Bleesd Fivr Trode Whend G Blend Ftr Tesde oo
Heliday Blead Dhagoan Paary Hokalay Hlend Exbiwpaan Fanes
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(hrstmas Seowo Duwwe Christmas Setowe Doowe
A Valy Sead Black Barin ot Valley Dend Bk Hetin
+The Hut+ +The Living Room« «Category E« «Category Fe
Crota R Heow Fond Coste Ricn :lm- e
Camada Bend 108 Carcails el 101
Coudh Estamna Hlord Erenklast Mord Café Kacion Neod Pevakfast Mool
Peazilian Beatos Flossse Flend Decnd Bratiloan Santos Heuse Blond Dyvend
ladim Malabar Mansccn Light Now Hleesd Fredia Makatar Mistsecn Laghs None (Yead
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retailer centricity
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No categories  Attribute based Coffee shop Alphabet

B preference constructors M preference matchers

Mogilner, Cassie, Rudnick, Tamara & lyengar, Sheena S.,"The Mere Categorization Effect: How the Presence of
Categories Increases Choosers' Perceptions of Assortment Variety and

61
: Outcome Satisfaction," in: Journal of Consumer Research; Aug 2008, Vol. 35 Issue 2

retailer centricity
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No categories  Attribute based Coffee shop Alphabet

B preference constructors M preference matchers

Mogilner, Cassie, Rudnick, Tamara & lyengar, Sheena S.,"The Mere Categorization Effect: How the Presence of
Categories Increases Choosers' Perceptions of Assortment Variety and

62
: Outcome Satisfaction," in: Journal of Consumer Research; Aug 2008, Vol. 35 Issue 2
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retailer centricity
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retailer centricity

Positiveness of
consumption experience
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retailer centricity
perception guidance
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McFANCY

source: Dan Ariely, Predictably Irrational. The hidden forces that shape our decisions. HarperCollins, NY, 2008

retailer centricity:
guidance

The

- Economist.com
Economist
B Economist.com subscription 16% $59,00
[ includes online access to all articles since 1997
M Print subscription 0% $125,00
[ receive The Economist in print
M Print & web subscription 84% 125,00
O get both !
{eie]
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retailer centricity:
guidance

The

. Economist.com
Economist

M Economist.com subscription M 68% 559,00

O includes online access to all articles since 1997

average selling price -30%

M Print & web subscription W $ 125,00
0
|
O get both ! 3 2%
source: Dan Ariely, Predictably Irrational. The hidden forces that shape our decisions. HarperCollins, NY, 2008 m

retailer centricity:
guidance

1 ch0|ces are relatlve ;

(more is more, again)
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retailer centricity:
guidance

Emerson Panasonic
109 $ 179 S
35% Off 35% Off

57% 43%
average price = 90 $

source: Itamar Simonson, “The effect of Product Assortment on Buyer Preferences,”
in: Journal of Retailing, Volume 75, nr. 3, 1999

retailer centricity:
guidance

e I .-
Emerson Panasonic Panasonic
109 S 179S 199 S
35% Off 35% Off 10% Off

27% 60%

average price = 112 $ (+24%)

13%

source: Itamar Simonson, “The effect of Product Assortment on Buyer Preferences,”
in: Journal of Retailing, Volume 75, nr. 3, 1999

36
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http://www.amazon.com/gp/product/images/B000EIS1YU/ref=dp_image_0/102-2498236-1792132?ie=UTF8&n=172282&s=electronics

73 |

retailer centricity:

guidance
Probability of choosing
within target brand
0.90 7
) Assortment type = Alignable

0.80

(= choose within a single attribute)
0.70 7
0.60

(= choose between several attributes)
0.50 7 ~

N\ Assortment type = Non-alignable
0.40 = O---a
0.30 1 | 1 1 1
1 2 3 4 5
Assortment size

Source: Gourville, John T., and Dilip Soman. "Overchoice and Assortment Type: When _
and Why Variety Backfires." Marketing Science 24, no. 3 (summer 2005): 382-395
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conclusion

the age of the manage the offer guidance
multi-vidual perception
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Retail & Trade Marketing Research Centre:
* training

* workshops

* entertrainment

* (contract)research

Gino.VanOssel@Vlerick.be
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