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

Prof. Gino Van Ossel 

Gino.VanOssel@Vlerick.com 

 

2 | 

http://www.lrqa-view.be/


5-12-2011 

2 

 

3 | 

23/12/2010 

 

4 | 

24/12/2010 



5-12-2011 

3 

 

5 | 

 

6 | 



5-12-2011 

4 

agenda 

7 | 

1. shopper trends 

2. shopper centricity 

3. supplier centricity 

4. retailer centricity 

5. conclusion 

 

shopper trends: 
increasing price sensitivity 

1 



5-12-2011 

5 

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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market share private label – Western Europe 
(source: Nielsen) 



5-12-2011 

6 

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

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

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

aisle traffic 

stopping power 
(# flavours tasted) 

conversion 
(# of buyers) 

386 

242 

145 (60%) 

2.76% 
(4) 

368 

260 

104 (40%) 

29.81% 
(31) 

(1.50  flav.) (1.38  flav.) 

1.65% 11.92% 
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shopper trends: 
choice stress 
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less is more 
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shopper trends: 
choice stress 
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30 6 
“how satisfied are you with the choice you’ve made?" 

not at 
all 

extremely 
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shopper trends: 
the age of the multi-vidual 

3 

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

save time  

spend time 

spend money save money 

1 2 

3 4 
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shopper trends: 
increasing price sensitivity ? 
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shopper trends: 
the age of the multi-vidual 

http://www.loblaws.ca/en/default.aspx
http://www.presidentschoice.ca/Default.aspx
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shopper trends: 
choice stress ? 
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less is more 
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shopper trends: 
the age of the multi-vidual 
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30 6 
“how much did you enjoy making the choice?" 

not at 
all 

extremely 

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

? 
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2. shopper centricity 
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5. conclusion 

 

shopper centricity 

30 | 
Desmeules, Remi, 2002, "The impact of variety on consumer happiness", Academy of 
Marketing Science Review, Vol.2002, No.12 
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shopper centricity 
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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 
Marketing Research, Vol. XXXV, pp.166-176  

shopper centricity… 
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11.000.000 
bits of information per second 

75% 
 

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… 
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11.000.000 
bits of information per second 

0.00036% 
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shopper centricity 
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brand A 

brand B 

brand C 

IRI Confectionery Shopper Research Netherlands, 2009 
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shopper centricity 
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preference involvement 

shopper centricity 
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more is more 
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shopper centricity 
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brand A 

brand B 

brand C 

IRI Confectionery Shopper Research Netherlands, 2009 

shopper centricity 
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# sku’s true variety 
“more is more” 

(to some extent) 
“less is more” 

(most of the time) 



5-12-2011 

21 

1 

2 

3 

4 

5 

6 

7 

6,02 
4,72 

shopper centricity 
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30 6 
“how much did you enjoy making the choice?" 

not at 
all 

extremely 

Sheena S. Iyengar & Mark R. Lepper, “When Choice is Demotivating: Can One Desire Too Much of a Good 
Thing?,” in: Journal of Personality and Social Psychology, 2000, Vol. 79, No. 6, 995-1006 

shopper centricity 

42 | Byron, Ellen, “Whitens, Brightens and Confuses,” in Wall Street Journal, 23rd Feb, 2011 



5-12-2011 

22 

shopper centricity 
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shopper centricity 

44 | 
Desmeules, Remi, 2002, "The impact of variety on consumer happiness", Academy of 
Marketing Science Review, Vol.2002, No.12 
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supplier centricity 
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sales 

cost 
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supplier centricity 
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supplier centricity 
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sales 

cost 

share 

margin 
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supplier centricity 

49 | Byron, Ellen, “Whitens, Brightens and Confuses,” in Wall Street Journal, 23rd Feb, 2011 
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5. conclusion 
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retailer centricity 

the top 50 SKUs, 

which only represent about 

0.6% of all of the SKUs 

in the convenience channel, 

drive 32% of the 

business 

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

retailer centricity 
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sales 

cost 
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retailer centricity 

53 | 

perception 

retailer centricity 
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42% 

33% 
31% 

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

12% less sku’s 
same # sku’s 
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retailer centricity 
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24 facings 
24 varieties 

6 facings 
6 varieties 

retailer centricity 
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24 facings 
24 varieties 

24 facings 
6 varieties 
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retailer centricity 
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store traffic 

aisle traffic 

stopping power 
(# flavours tasted) 

conversion 
(# of buyers) 

386 

242 

145 (60%) 

2.76% 
(4) 

368 

260 

104 (40%) 

29.81% 
(31) 

(1.50  flav.) (1.38  flav.) 

1.65% 11.92% 

156 (60%) 

29.81% 
(47) 

17.89% 

index 151.6 

retailer centricity 

58 | 

perception 

• space 
• subcategories 
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retailer centricity 

59 | 

retailer centricity 

60 | 



5-12-2011 

31 

retailer centricity 
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No categories Attribute based Coffee shop Alphabet 

3,77 

4,75 

5,04 

4,71 
4,84 

4,44 

4,71 

4,98 

preference constructors preference matchers 

Mogilner, Cassie, Rudnick, Tamara & Iyengar, Sheena S.,"The Mere Categorization Effect: How the Presence of 
Categories Increases Choosers' Perceptions of Assortment Variety and 
Outcome Satisfaction," in: Journal of Consumer Research; Aug 2008, Vol. 35 Issue 2 
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4,41 

preference constructors preference matchers 

Mogilner, Cassie, Rudnick, Tamara & Iyengar, Sheena S.,"The Mere Categorization Effect: How the Presence of 
Categories Increases Choosers' Perceptions of Assortment Variety and 
Outcome Satisfaction," in: Journal of Consumer Research; Aug 2008, Vol. 35 Issue 2 

   
  s

at
is

fa
ct

io
n

   
   



5-12-2011 

32 

retailer centricity 
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sales 

cost 

retailer centricity 
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retailer centricity 
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usp 

margin 

sales 

cost 

retailer centricity 
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perception guidance 
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retailer centricity: 
guidance 

Economist.com subscription $59,00 
includes online access to all articles since 1997 

Print subscription $ 125,00 
receive The Economist in print 

Print & web subscription $ 125,00 
get both ! 

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

16% 

0% 

84% 
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retailer centricity: 
guidance 

Economist.com subscription $59,00 

includes online access to all articles since 1997 

 

Print & web subscription $ 125,00 

get both ! 

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

16% 

84% 

68% 

32% 

average selling price -30% 

retailer centricity: 
guidance 

70 | 

all choices are relative 
(more is more, again) 



5-12-2011 

36 

retailer centricity: 
guidance 

Emerson 
 

109 $ 
35% Off 

 

Panasonic 
 

179 $ 
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 

Emerson 
 

109 $ 
35% Off 

 

Panasonic 
 

179 $ 
35% Off 

 

27% 60% 

Panasonic 
 

199 $ 
10% Off 

 

13% 
average price = 112 $ (+24%)  

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

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

(= choose within a single attribute) 

(= choose between several attributes) 

agenda 
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5. conclusion 

 



5-12-2011 

38 

conclusion 
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the age of the 
multi-vidual 

manage the 
perception 

offer guidance 

! 
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Retail & Trade Marketing Research Centre: 
• training 
• workshops 
• entertrainment 
• (contract)research 
 

Gino.VanOssel@Vlerick.be 
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