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Topics  

• The UK Market  

• Eblex trade marketing key objectives  

• Inspiration/ideas 

• Cut programme 

• Regional branding/processor support 

• Promotional activity/support   

 



IGD grocery retail market sizes 

Source: IGD Datacentre 

Overview of the consumer goods market 

Top 10 European markets 2012 

Ran

k 
Country 

Grocery 

retail 

market 

(£bn) 

1 Russia 198.5 

2 France 179.3 

3 Germany 171.3 

4 United Kingdom 153.4 

5 Italy 104.5 

6 Spain 77.0 

7 Turkey 55.0 

8 Switzerland 37.7 

9 Poland 30.7 

10 Belgium 29.3 

Top 10 global markets 2012 

Ran

k 
Country 

Grocery 

retail market 

(£bn) 

1 China 684.2 

2 USA 594.4 

3 Japan 258.1 

4 India 327.2 

5 Brazil 208.3 

6 Russia 198.5 

7 France 179.3 

8 Germany 171.3 

9 United Kingdom 153.4 

10 Indonesia 106.5 



Top grocery retailers  

Retailer 
Grocery sales 

2012 

(£m) 

% Change in 

grocery sales 11-

12 

Number of 

grocery stores 

2012 

UK sales area 

(sq ft) 

Tesco 44,600 2.6% 3,141 39,890,897 

Sainsbury’s 23,159 3.9% 1,112 21,288,055 

Asda 22,800 4.5% 532 18,500,406 

Morrisons 17,915 2.5% 498 13,420,992 

The Co-operative 7,511 2.2% 2,889 12,910,514 

Marks & Spencer 5,785 2.9% 702 4,628,234 

Waitrose 5,416 6.8% 290 5,140,478 

  Aldi 3,600 30.1% 465 4,124,300 

SPAR UK 2,886 2.6% 2,600 4,002,022 

Musgrave 2,868 2.1% 2,484 4,085,830 

  Lidl UK 2,720 11.0% 635 6,083,224 

Iceland 2,478 -4.0% 750 3,697,403 

Note: excludes Cash & Carry and Members Club operations 

Source: IGD Datacentre 

Leading 

retailers 



Independent Butcher Numbers (England,Scotland and Wales) 1990 - 2012
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The database of Scottish butchers was transferred to QMS 

in 2002, hence the numbers from 2002 have been 

estimated



Key Objectives 
 Active NPD Programme  

•To provide consumers with new, added value products and provide the supply 
chain with sustainability and profit opportunities.  

 

Consumer Education  

•To provide consumers with cooking advice, health, diet information and the 
benefits of red meat as a meal provider in and out of the home. 

 

Quality Assurance  

•Continuing to develop and market the QA scheme to consumers whilst 
demonstrating the benefits of membership to the supply chain.  

•Continue to deliver and highlight key messages in relation to welfare, the 
environment and our farming heritage. 
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SME Development 

•Assist the small to medium supply sector by improving efficiency. 

 

Regional Brands  

•Continue to maximise opportunities with regional brands to deliver better 
returns through the supply chain, sustainability in the industry and have synergy 
with the consumer preference for provenance.  

 

Veal 

•Address supply issues, consumer awareness, cut development and marketing 
support for the retail and foodservice sectors. 
 

Key Objectives 
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Sector Specific 
 Developing promotional and marketing programmes specific to each sector 

 

-Supply chain  

 

-Foodservice 

 

-Independents 

 

-Multiple retailers 
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Inspiration/Ideas  



USA 



Flat iron 





Whilst in Great Britain…  



Evolution 
1927 2013 

1950 2013 



Rump steak examples  



Rump cuts x3 



Denver Steak 



Flat Iron Steak 



The Cuts 

• Bistro rump steak 

• Prime rump steak 

• Picanha steak 

• Centre cut steak 

• Flat-iron steak 

• Denver steak 



Cut programme initiatives 



Lamb Plan – Discover lamb 
Continue into the second year of the 

lamb plan. Developing new cuts, 
enhancing the image of lamb to the 
consumer and maximising carcase 

utilisation and value. 

“Get lamb on the menu” 

Enjoy Beef 
Provide consumers with value 
product options through NPD 
programme, consumer facing 

marketing initiatives and supply 
sustainability. 

“Keep beef on the menu” 

Steaks 
Alternative 
value steaks 
utilising the 
forequarter  

and NPD. 

Steak Bar 

Bone-in Cuts 
Further develop 

carcase utilisation 
and profit from 

premium bone-in 
cut propositions. 

Chop 
House 

Roasts 
New roast cut 
solutions and 

products to suit 
two people, 
representing 

modernity and 
value. 

The Carvery 

Adding value to mince 
Maximise mince 

product profitability. 
Taking advantage of 

market opportunities. 

Seasonal Activity 
Cut and meal solutions linked to 

seasonal campaigns /cut 
programme/5th quarter 

opportunities and gap analysis. 
Encourage consumers to enjoy 
cooking through recipe support 

and SP activity and market 
relevant products and cuts for 
the foodservice supply chain. 

Cook-in 
Eat-Out 

Gourmet 
Burgers 

Discover 
Lamb 

Phase 2  
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An excellent range of premium quality steaks. 

 
Highlighting new and traditional steaks. 

Providing consumer education and recipe support in-store. 

Encouraging modern merchandising formats, packaging and labeling 
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A new range of bone-in beef and lamb cuts 

for enhanced flavour and succulence 

 
Delivering additional profit opportunities and carcase utilisation. 
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Adding value to the mince and burger market. 

 
Utilising the chuck and the rump, developing and encouraging 

new products with enhanced flavours and textures. 

Further enhancement of lamb mince as a product proposition 

and minced veal opportunities. 
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A new range of modern beef and lamb roasts 

 
To address the decline in the red meat roast category in both retail 

 and food service sectors by NPD programme, mini roasts, value forequarter 

 cuts incorporating veal and lamb products 
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Carvery Roastomatic  



New Cuts 
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Making lamb deliver through the supply chain 

to the consumer. 

 
Second year development of the lamb plan - new cuts, enhancing the consumer 

image of lamb and promoting lamb mince by intergrating lamb cuts into the key major initiatives steak bar,  

chop house, carvery and gourmet burgers. 

Maximising carcase utilisation and the value of lamb. 
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Lamb NPD work  

 



The Master Chef & Master Butcher range Master Chef and Master Butcher 



Veal 

• Working closely with key companies to promote British 

Veal and Rose Veal. 

 

• Launch of Master Chef master Butcher activity for veal 

 

• Comprehensive support package for retailers 
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Regional Branding/Retailer Processor 

Support  
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Regional Branding 
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Regional Branding 
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Regional Branding 
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Multiple Retail 

• Category insight initiatives  

• Support for NPD/buying teams  

• On-pack SP activity linked to TV ads 

• Merchandising initiatives  

 

   



 Multiple accounts  
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Interactive in-store labels 

via QR code 

or AR technology (Aurasma) 



Thankyou 


