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dunnhumby initiative

® Structure

= Joint venture with dunnhumby and Tesco
e 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

M Cereals (Bread, Flour, Oils,

Poultry (2%
oultry(2%) Cereals, Bakery)

Fish(2%)
M Meat (Lamb, Pork, Beef
and Game)

® Fruitand Veg

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

® Alcohol (Wine, Beer,
Cider, Spirits)

W Seafood and Fish
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Case Studies: www.whobuysmyfood.org

e Promotion
» KG Fruits — Raspberries
» Long Clawsons — Blue cheese

Duchess Botanicals |@-nt Centre for

Vaiue Chain
Business School | Rescarch (VCRY
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» Coastal Grains — Rapeseed oil
»  Sue Gwilliam — ‘Get Real’
» Rebecca Rayner — Glebe Flour

Life is not all casties and rose gardens for the Duchess, the challenges of

® PR & Advertising o L1 ot cnto nd o gadans for e Duchss e chatenges o
» Processed Vegetable Growers Association ok e e
= British Summer Fruits Association

Why is a Duchess selling soft drink?

What reason could Her Grace Emma Rutland, the 1ith Duchess of Ruiand,
have for wanting to launch a range of premium soft drinks? Quite a fow.

e Market Development
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= 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

Her Grace Emma Rutland. e
113 Dochess of Rutiand grow up on a
farm n Walea Her aaty yoars hoping
wih Hho family's Bad and Broaidast,
s2373ng hor own e nor Sesign
busnass, and even hor CXpanance as
an opara Sgner, wore alf good
propamation for ;o challongos of ifo as
an argtocmt In 212 Conftury Batan.

Wimh the e of e 119 Duke and
Duchess of Rutand ako aamea 9
millon pound Inhantanco tax, and a 6.9
milion pound msom 1on and
maintenance il Smply 10 keop T
casio from faling down. Tha Dudhass
busneas and entep mnoutal sils
wore immadiatoly pat 10 T st The
discovery and salb of a Van Dy
orignal was a 2artng point, s e
suanadio answer 10 fnding Mo
proesonaton of TS Incddie pece of
Ritory By N doveioping o busnass
of Bohvorr Castlo, and axpioring
posadiizes for e Duchoss 1 dovelop
hor own band.

For o Duchosa, launching a mnge of
promium soft &rinks 1S T st 200 In
davelopng 2 Dudhass band, and ono
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change’

Idea generation and concept
development

Tho Duchass had e vigon of 2 mngo
of products %0 launch Te Duchoss of
Rutand drand bt had no axpatence of
manuiadrng or maketng and a
shoas¥ing budgat 10 work Wi, 50 5o
furnod 90 hor bother, Wilam Wakins,
who s Radnor Hils Minaral Water
Company. Togemer, oy dovelopad ™o
idoa of a range of Savoured waters.

Utising o spam capadaty and now-
how at Radnor Hils ofored soveral
advartages Indudng sving me and
money. The produc also prsentod a
900d & with 1o values Tat he Duhass
wantod $o band 10 embdody - na tual,

Suddony thod wor IR
hom ho a0, Muamny,
munamy, the caetis & oang’
Thinking s was the and - |
adarned my groon walkos,
Dataur and beolly, and ook 10
tho raof whowe abwibudly the
soume of the arablom was
Sliding down the roof wth
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Importance of Consumer Insight

e 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

e Spollt for choice

e Starved of time

® [ncreasingly inquisitive

e Universally value conscious
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Money is not the only currency... But
£

Empty Nesters : 4
— Self indulgence ECOVER

Convenience

sECIAs

!
-

Young mothers
— Food Safety

Young adults & pensioners
— Diet & Health
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What is your value proposition?

The more relevant the product or service the greater
the demand

Page 9 Supply Chain konferanse — NORSK LOGISTIKKFORUM 6.-7.des.12, Oslo University of Kent



Where is the focus?

Focus on attitudes is difficult to convert Focus on profit leads to little
into driving behaviour and profits relevance, increasing issues of
customer churn and dissatisfaction

B

Understand what customers want
Become more relevant
Keep customers engaged for longer, engender trust,
long term loyalty and drive value creation
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The perfect scenario

.~ Purchase Frequency?

Rate of sale? Distribution?

Repeat rate? Penetration?
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What is your value proposition?

e \Whateveritis it MUST be:

= Carefully targeted

= Effectively communicated C

= Consistently delivered &

©-
.
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B
Value Creation Vs Value Capture

Value capture Value creation

V
(Firm’s bottom line): > (Chain’s top line)

o O

o/ 15

The only way to grow the pie is by getting (more)
consumers to spend more ....
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Value - Creation
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Value - Creation
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Value - Creation
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Value - Capture

Breeder Retailer

Input suppliers i Distributor

Farmers Baker
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Customer Value - Retallers

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 ng reg} skill
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Conclusions

« 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’
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Thank you!

e 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

B e usuallzfshopin‘\he
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