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Scotland’s food story in 2014
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How are we performing?
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Turnover marginally ahead of forecast target of £13.8bn
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Role of venison
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smoked salmon
Haggis
Mince
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The market just now —
opportunity or challenge?
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Kantar WorldPanel October 2013

Grocery Market

UK: £102.6 billion
+3.8%yony
> 255 trips

> £15.34 per trip

Scotland: £9.9 hillion
+3.6%yony
> 274 trips

> £14.23 per trip



Annual trips>
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Scottish shoppers making fewer trips
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Latest Period Till Roll Totals - Share of Total Grocers

Sainsbury's 16.6 _ 16.2
Morrisons 11.1 _ 10.9
The Co-operative 6.5 - 6.4
4.9 - 5.1

Waitrose

Aldi
Lidl
Independents 2.1 . 2.1
Iceland 2.0 . 1.9
Farmfoods 0.7 I 0.7

12 w/e 15 Sep 13 12 w/e 14 Sep 14

Source: Kantar Worldpanel 2014
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Latest Period Till Roll Totals - Share of Total Grocers

Asda

Morrisons

The Co-operative
Sainsbury's

Aldi

Lidl
Independents
Farmfoods

Iceland

Waitrose

12 w/e 15 Sep 13 12 w/e 14 Sep 14

Source: Kantar Worldpanel 2014



Till Roll Grocer Market Share Changes - Rolling12 w/e £%
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Internet share growth
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Internet share growth
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Importance of Availability of Scottish Food and Drink:
miid TR NRC

Red Meat

Fish / Shellfish

Poultry

Bakery

B Very important
Dairy Fairly important

B Not very important

Fruit & Veg
H Not at all important

[ ——
e
——
——
——
——

—

Game M Don't know

Soft Drinks

Biscuits,Cakes

Confectionery
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SF&D / Scotpulse Shopper Omnibus Jan 2014 OFFOOD & DRINK




Likelihood to Pay More for Scottish Products:

B Wouldn't Pay More
Up to 10%
Up to 20%
& B Up to 30%

Don't Know

SCOTLAND . INSIGHTS

SF&D / Scotpulse Shopper Omnibus Jan 2014 OF FOOD & DRINK




Drivers of store choice:
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S % stating important / v.important GB

Range of well known brands 45%

Range of own label products

SCOT : INSIGHTS

IGD Shopper Vista — 12 wks to October 2013
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What else drives shopper
behavior?
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2014 & 2015
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Sat O+ - Sun 2l
I September 2014 I

&DRINK
GLASGOW 2014 fortnight
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Scottish Venison Strategy Group
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Thank you!

james.withers@scotlandfoodanddrink.org

» W  \E @ J

' @scotfoodjames
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