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This month we ask are 
traditional retail pricing 
conventions a help or a 
hindrance to operators? 

A couple of years ago I 
was reading an update 
on the performance of 
the Grocery Market.  
Year-on- year sales were 
barely in growth and 
inflation or rather 
deflation was around 
minus 2%.  Given the 
continued competition 
within that whole sector 
from the likes of Aldi and 
Lidl and the general 
economic climate at the 
time, uncomfortable as 
these figures were to the 
established big players 
they weren’t unduly 
surprising.  Intuitively 
one would assume that 
this deflation or lowering 
of prices was being 
driven by more groceries 
being bought on 
promotion.  In fact the 
reverse seemed to be the 
case. 

Compared to the same 
time the previous year, 
promotional levels had 
actually been falling.  
Across the sector only 
about a quarter of 
promotional spend had 
been through multi-buy 

deals (usually the 
mechanic of choice) with 
that figure dropping to 
less than 10% for 
Sainsbury’s. 

Notwithstanding the 
specific strategies of 
individual companies, by 
default or design 
retailers had been 
gradually increasing the 
simplicity and perhaps 
transparency of their 
retail pricing.  Whether 
businesses like it or not, 
and many don’t, there is 
a growing clamour from 
customers and 
government alike to 
sweep away many of the 
traditional ‘smoke and 
mirror’ behaviours which 
exist in this country when 
it comes to the final price 
that customers or 

consumers are asked to 
pay. 

Benjamin Disraeli once 
said “Change is 
inevitable, change is 
constant”.  Assuming you 
agree with this, in my 
experience there is 
usually more competitive 
advantage in leading 
change than waiting for it 
to happen and then 
having to adjust to it.  So 
how can you take 
advantage of this? 

What difference a penny 

For more than a century 
now… 

 

To read this in full and 
previous articles go to 
Ashdale Articles 

www.ashdale-consulting.com 
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These headlines are from 
our Economic Bulletin. 

CPI for July 2019 was 
+2.1% up on +2.0% in 
June, RPI was 2.8% in July 
which is used to calculate 
the annual prices rises of 
things such as rail fares. 

Latest figures from the 
ONS show that 
unemployment rose 
slightly to 3.7%, as wage 

Economic Headlines 

 growth continues to 
increase ahead of 
inflation. 

The latest estimate for 
GDP for the 3-months to 
June 2019 was (0.2%), the 
first time the economy 
has contracted since 
2012, raising fears of a 
recession. 

These headlines are from 
our Retail Bulletin. 

Retail sales rose +3.3% in 
July 2019 vs. July 2018, 
with online retailers 
significantly 
outperforming their more 
traditional bricks & 
mortar based 
competitors. 

Sales in Food-led stores 
continued to be sluggish 

Retail Headlines 

 both in-store and online 
vs. last year’s bumper 
summer, as the weather 
was mixed to say the 
least. 

Latest 12 week figures 
saw the Grocery Market 
+0.0%, as July’s hottest 
day on record wasn’t 
enough to shift the 
market into growth. 

These headlines are from 
our Consumer Spending 
Bulletin. 

Average family spending 
power was up £12 a week 
in June at £214, this has 
been helped by inflation 
of around +2.0% and the 
highest wage growth in 
over a decade. No update 

this time. 

The estimated average 

Consumer Spending Headlines 
mortgage debt in June 
was £130,068, meaning 
the average annual 
interest paid would be 
£3,161 per household 
(based on a rate of 2.43%). 

GfK’s UK Consumer 
Confidence Index was (14) 
in August down (3) 
compared to July, as 
confidence starts to wane 
at the prospect of a 
possible no-deal Brexit. 

Strong sales by Lidl 
saw it reach a new 
record share high of 
5.9% with Aldi also 
continuing to 
perform strongly 
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CPI +2.1% 

RPI +2.8% 

CPIH +2.0% 

UNEMPLOYMENT +3.7% 

PAY   +3.9% 

3-MTH TO JUNE  +0.3% 

TRADE BALANCE (£4.72BN) 

SERVICES +£27.17BN 

RETAIL VOLUMES +3.3% 

RETAIL VALUES  +3.9% 

INTERNET SALES              +12.6% 

GROCERY MARKET +0.0% 

GROCERY INFLATION +0.9% 

Lidl +7.7% 

HOUSEHOLD INCOME       £812 

TAXES & COST OF LIVING   £598 

DISCRETIONARY                £214 

HOUSEHOLD DEBT        £59,166 

EXC MORTGAGES        £7,856 

Overall Confidence (14) 

LY Personal Finances (1) 

NY Personal Finances +2 

There were 1.33 
million unemployed 
people, up 31,000 
on the quarter (and 
down 33,000 on a 
year earlier) 

Consumers continue 
to feel nervous not 
just about the wider 
economy but also 
their own financial 
situation 



There were new 
record high 
temperatures for 
the late August 
bank holiday 
weekend 
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Latest data from HMRC 
shows that cider returns 
in Q2 2019 were up +4.3% 
on the same quarter a 
year ago. 

The quarter started off 
very well as returns in 
April were up +27.6% vs. 
April last year. 

This positive performance 
continued as returns in 
May were up +7.6% vs. 

Cider Update 
May 2018. 

The quarter ended quite 
poorly as the returns for 
June were down (13.1%) 
compared to June last 
year. 

A result of this has been 
that Cider returns on a 
MAT basis continue to fall 
and are now in decline at 
(4.4%). 

These declines are for 

traditional apple Ciders 
only.  Fruit based Cider 
volumes are categorized 
as Made-Wine for duty by 
HMRC. 

 

Source:  HMRC August 2019 

British consumers are 
confused by words used 
in restaurants, according 
to research by Bidfood. 

The research aims to 
show the impact of 
menus when it comes to 
consumer dining habits. 
This will help operators 
meet the needs of 
consumers, and help 
them stand out and boost 
footfall. 

Casual Dining Update 

 Neat Burger, the first 
plant-based burger chain, 
launches its first site in 
September. 

The new site opens off 
Regent Street, London, 
with plans to launch 14 
franchises internationally 
over the next 24 months. 

The UK’s restaurant 
numbers have fallen for 
the sixth quarter in a row, 

research from CGA and 
AlixPartners reveals. 

In the 12 months to June 
2019, there has been a 
3.4% drop in restaurant 
numbers, an average of 
18 net closures a week. 

For more months and years 
then simply go to: 

www.ashdale-consulting.com 

 

 

 

Weather Summaries 

 

 

JULY

Temp = +1.2 

Rain   = 114

Sun    = 100

• Cool, sunny & dry 1st half of the 

month becoming more unsettled

• 8th warmest July since 1910 but 

not as warm as July 2018

 

AUGUST

Temp = +0.9 

Rain   = 153

Sun    = 107

• Unsettled weather with showers 

as well as long spells of rain

• Then it was very hot around the 

Bank Holiday (24th to 26th)

 

 

Q2 was positive 
overall with the 
June returns 
probably reflective 
of a poorer 
summer vs. last 
year 

Neat Burger will 
serve patties 
created by a team 
of chefs in 
collaboration with 
Beyond Meat, a 
plant-based meat 
alternative, which 
forms the basis of 
the burgers 

https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwj07qW4sLLkAhXRz4UKHUc2DfAQjRx6BAgBEAQ&url=https://www.veganfoodandliving.com/lewis-hamilton-launches-neat-burger/&psig=AOvVaw3IQWPJlBk23J-4ArZbCGeS&ust=1567521938700047
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General 
September 
23

rd
 Autumnal Equinox 

27
th

 Macmillan Coffee 
        Morning 
 
 
 
 
October 
8

th
-9

th
 Yom Kippur 

27
th

 Clock go back 
31

st
 Halloween 

31
st

 UK Leaves the EU 
 

Dates and Events for Your Diary 

Phone 

07967 197533 

E-mail 

chris@ashdale-consulting.com 

Twitter 

@Ashdale2012 

Helping clients… 

 

Sell More 

Charge More 

Lower Costs 

About Ashdale Business Consulting 
I help my clients sell more, charge more and lower costs. 

Having been a client myself I understand you always have more things which need 
doing than you ever have time for.  Sometimes you also need additional skills or 
experience to complement those already in your organisation. 

Sound familiar? 

That’s where help.  I provide an independent flexible resource to draw from on just 
those occasions.  I work across a range of different industry sectors providing 
analysis, insight and strategic thinking, however I specialise in helping the UK alcohol 
and hospitality sector. 

Clients range from individual outlets and microbrewers through to regional/national 
brewers, as well as global drinks companies and trade organisations. 

 

For more information go to my website: 

www.ashdale-consulting.com 
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Licensed Trade 
September 
14

th
 LBA Beer Festival 

19
th

 – 29
th

 Cask Ale Week 
21

st
 British Food Fortnight 

30
th

 Bar & Pub (Lnd) 
 
 
 
October 
2

nd
 & 3

rd
 Bar & Pub (Lnd) 

9
th

 Bites Live (Lnd) 
4

th
 Seafood Week 

7
th

 National Curry Week 
19

th
 & 20

th
 RumFest (Lnd) 

 

Sports 
September 
1

st
 Belgian Grand Prix 

7
th

 England vs Bulgaria 
8

th
 – 15

th
 Cycling Tour (UK) 

10
th

 England vs Kosovo 
20

th
 Rugby WC Starts (Jpn) 

21
st

 T20 Final Day (B’ham) 
 
October 
11

th
 Czech Rep vs Eng 

12
th

 Rugby League Final 
14

th
 Bulgaria vs Eng 

27
th

 Mexico GP 

Ashdale Training Dates 

Helping Pubs & Bars Make More Money 

 
Next Open Workshops – 2019 For more information click here. 

 

10
th

 September  17
th

 October 

26
th

 September  31
st

 October 

 

http://www.ashdale-consulting.com/live-events/

