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dunnhumby initiative 
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• Structure 
 

 Joint venture with dunnhumby and Tesco 

• Mission 
 

 To help farmers and small food producers 

improve their businesses by increasing 

their understanding of consumer behaviour 

• Delivery Model 
 

 PhD students funded by trade associations 

and government agencies 
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Assisted over 600 SMEs in the last five years 
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Cereals (Bread, Flour, Oils, 
Cereals, Bakery)

Meat (Lamb, Pork, Beef 
and Game)

Fruit and Veg

Dairy (Milk, Yoghurt, 
Cheese, Eggs, Ice Cream)

Alcohol (Wine, Beer, 
Cider, Spirits)

Seafood and Fish

Cereals (24%)

Meat (23%)

Fruit & Veg

(14%)

Dairy (13%)

Alcohol 

(10%)

Other (12%)
Poultry(2%)

Fish(2%)
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Case Studies: www.whobuysmyfood.org 
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• Promotion 
 KG Fruits – Raspberries 

 Long Clawsons – Blue cheese  

• NPD 
 Coastal Grains – Rapeseed oil 

 Sue Gwilliam – ‘Get Real’ 

 Rebecca Rayner – Glebe Flour 

• PR & Advertising 
 Processed Vegetable Growers Association 

 British Summer Fruits Association  

• Market Development 
 Sarah Petit - Organic vegetables 

 James & Lucy Barclay – Speciality beef & pork 

 Sunnyfields Organic – Organic retail 

 Anthony & Lucy Carroll – Heritage potatoes 

 Paul Southall – Runner beans 

 Morris’ Quality Bakers 

 Bowden’s Local – On-line retail 

 West Hill Dairy – organic cheese 

 Harrison’s Poultry – Poussin 

 Malmesbury Syrups 

 Well Hung Meat 

 … 
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Importance of Consumer Insight 

• Differences in purchasing behaviour 

between segments may be significant but 

should not be assumed 

• Heterogeneous segments require different 

treatment 

• The more limited the resources the more 

important it is to target them 
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Key Consumer Trends 

• Spoilt for choice 

 

 

• Starved of time 

 

 

• Increasingly inquisitive 

 

 

• Universally value conscious 
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Money is not the only currency… 
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Empty Nesters        
– Self indulgence 

Young adults & pensioners 

– Diet & Health 

Young mothers     

– Food Safety 

But 
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What is your value proposition? 

The more relevant the product or service the greater 

the demand 
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Where is the focus? 
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The perfect scenario 
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Need/Want 

Buy 

Consume Enjoy 

Buy again 

Penetration? 

Purchase Frequency? 

Rate of sale? Distribution? 

Repeat rate? 

Weight of purchase? 
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What is your value proposition? 

• Whatever it is it MUST be: 

 
 Carefully targeted 

 

 Effectively communicated 

 

 Consistently delivered 
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Value Creation Vs Value Capture 

Value capture 

(Firm’s bottom line): 

Value creation 

(Chain’s top line) 
Vs 

The only way to grow the pie is by getting (more) 

consumers to spend more …. 
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Value - Creation 

Standard 

59p 
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Standard 

59p 

Oatbran 

??? 

Crusty 

??? 

Organic 

??? 

Healthy 

??? 

50/50 

??? 

Toastie 

??? 

No crust 

??? 

Seeded 

??? 

Dietary 

??? 
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Value - Creation 



Standard 

59p 

Oatbran 

65p 

Organic 

85p 

50/50 

£1.00 

Toastie 

£1.18 

Seeded 

£1.65 

Crusty 

83p 

Healthy 

87p 

No crust 

£1.22 

Dietary 

£2.16 
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Value - Creation 



Breeder 

Input suppliers 

Farmers 

Merchant Miller 

Baker 

Distributor 

Retailer 
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Value - Capture 



Customer Value - Retailers 

Suppliers who offer: 

 

• In-depth knowledge of their customers 

•  Product ranges for all store formats 

•  Innovation exclusive to them 

•  Speed to market with new products 

•  Dedicated resource (account manager) 

•  Openness and honesty  

•  Willingness to change 

•  Investment to grow the business 

•  Promotions that grow the category 

•  Resources to deliver projects/plans 

•  Market expertise 

 

Suppliers who: 

 

• Know their product but not their market 

•  Duplicate the range 

•  Stifle NPD with process 

•  Devote shared resource to the category 

•  Keep information to themselves 

•  See change as more work 

•  View investment as risk 

•  Are unable to segment their market 

•  Promote for short-term category share 

•  Require the supermarket to delivery the 

supplier’s plan 

•  Manufacture product with no real skill 
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• Consumption and Production are inextricably linked 

• Value chain design 

• Value chain performance 

• Need to break the mould from within not wait for others 

to ‘see the light’ 

• Stereotyping:  

• partly what people do (‘reality’) 

• partly how we choose to look at them (often from a distance) 

• become embedded in people’s perceptions 

• results in systems and structures to accommodate or work 

around the (stereotypical) behaviour of ‘others’  

Conclusions 
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Thank you! 
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• Keep in touch with us… 
 

 Website: http://www.kent.ac.uk/cvcr 

 Blog: http://blogs.kent.ac.uk/value-chain-thinking 

 Follow us on Twitter: @valuechains 
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