himl

research &

consulting




him!
research &
consulting



him!
research &
consulting

$9%




&$

-+ * +

$

him!
research &
consulting

$ %$




$ $ %I

2 1 0
2 / 3 4
25

%2 5

25 ) $

62

72 5 &

him!
research &
consulting



him!
research &
consulting



%

him!
research &
consulting

w

&

What were
your key
aut-takes

from today?

&

i hiat will you
do differenty
as a result of
the insights

vou have
SEENT

—

Interactive session

4

&y areas that
vou would like
more

infarmnation
any

 —




8
' n
#
%$& nn shopper ratings by Southern Co-op Areas

Speed of Service
Area 1 8.8
Area 2 8.9
Area 3 8.2
Area 4 B.B
Area 6 8.7
Area 7 B.B
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¢§ g &qﬂ' I 26%% have travelled less
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than 100 yards

3.1 Items in basket Ay = h . i
S e op snopping missions
What's important ? ﬂ‘{ﬁ;’_— H#

60% Female

AB 21%
C1 36%
cCz2 17%o

DE 2 6 O 10% of shoppers
FAIL to buy an item

14%% intend to buy a promo
42 %0 notice a promobion

54%0 bought a promoton 17% buy an .
:‘m_. item on impulse ==
s
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The co-operative
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Does a lot more shopping.

A lottery shopper.
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Convenience has continued the grow over
the last 11vrs

£29.1bn




E " Cala s the biggest sector within the salt drinks category worth,
30 to thy impulsé channel

" Dver 143 of ShopRIng missions for solt drinks are lop upa

~ Thisnew pack format provides a L2m retaill revenus opparfunily?

) C

2 A bespoke pack format for independent
retailers and convenience
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ONE-STOP

Sainsbury'sLocal

The co-operative

S PARIY

him!
research &
consulting



3*

< 7K +! + ' B

M 9 3(62% 4
< %%K  +!
< %6K
<6K  (62%

$).
+! B 9 $ )

him!
research &
consulting




$ N7 " % N%

$C

<>
<5
<5
<5

him!
research &
consulting




?)
** 3 $ >3
"K L#F/ % )
; )
2

L $

36K 2 'K4&

) 9 ; 2

him!
research &
consulting



D* $

him!
research &
consulting



% n
O / mnn

% mnn

O "

him!
research &
consulting




%$
%$

) $

%$

him!
research &
consulting



F* $

him!
research &
consulting




him!
research &
consulting



> C #H+
0O C /#5
8

& <( -4

&

0

o'/

0) /

+ I

him!
research &
consulting



4 " e - =

him!
research &
consulting



% *k%k

# %

(\.
o3
&> D;
5 = D; F: G A
( &?
nhim/!

research &
consulting



% 3
3%

J( K

Q% O

him!
research &
consulting




G*:

him!
research &
consulting



him!
research &
consulting



&% %S

him!
research &
consulting




A*

him!
research &
consulting



4] $ %

(K ((K

%K %K

him!
research &
consulting



him!
research &
consulting




him!
research &
consulting



H O+ #

x> # . #E
F :
$
D5;
; *>
A & )
+ ;

him!
research &
consulting




him!
research &
consulting




&* >

&$

($ 3

him!
research &
consulting




B $

3 ; )
0 & " 0 2
$#
) 2
& $ <
2
! % :
)

him!
research &
consulting




0 222

9 $ + $
222 ) & M

him!
research &
consulting



$*

4 #

him!
research &
consulting




