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Question

 

Persevere Through The Cost-Of-Living Crisis & Persisting Inflation With 
Strategies To Emerge Unscathed Through Advantageous Pricing & 

Product Quality That Solidifies Your Brand & Inspires Your Customers

ValueInflation Relationships



Working within FMCG is HARD



Macro-economic factors and uncertainty will be a common theme in 2025



Source: BRC Customer Sentiment Monitor – December 2024

Tightening HFSS legislation will force a new strategic direction

HFSS – 1st October 2025



But – there will be Winners



Source: BRC Customer Sentiment Monitor – December 2024

UK consumers are expecting a turbulent 2025



Retail is a simple concept – often made difficult by people

“We are here to fulfil our customers needs, by 

delivering the right products, at the right price,  

at a location convenient to our customer base”



Buyers, Account Managers & Stores



Buyers, Account Managers & Stores

Retail is detail

Simplicity = Success



Buyers, Account Managers & Stores

Prepare

Exchange

Bargain 

Conclude

Execute

Negotiation



Buyers, Account Managers & Stores – Adding the Value

It is your job to create the 

customer moment

Create competitive 

advantage



 

Perceived VALUE

Value = (Quality + Price)

Marketing Cost

BenefitsCompetitivity



Perceived VALUE



Brand v Own Label 



Delta between Brand & Own Label

Product A £1 Product B  65p Delta
Start price £1 0.65 0.35                               
5% v 3% £1.05 0.67 0.38                               
5% v 3% £1.10 0.69 0.41                               
5% v 3% £1.16 0.71 0.45                               
5% v 3% £1.22 0.73 0.48                               
5% v 3% £1.28 0.75 0.52                               
5% v 3% £1.34 0.78 0.56                               
5% v 3% £1.41 0.80 0.61                               
5% v 3% £1.48 0.82 0.65                               
5% v 3% £1.55 0.85 0.70                               
5% v 3% £1.63 0.87 0.76                               
5% v 3% £1.71 0.90 0.81                               
5% v 3% £1.80 0.93 0.87                               
5% v 3% £1.89 0.95 0.93                               
5% v 3% £1.98 0.98 1.00                               
5% v 3% £2.08 1.01 1.07                               
5% v 3% £2.18 1.04 1.14                               
5% v 3% £2.29 1.07 1.22                               
5% v 3% £2.41 1.11 1.30                               
5% v 3% £2.53 1.14 1.39                               
5% v 3% £2.65 1.17 1.48                               
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Re-appraising Cost



Innovation – an unsung hero



What is your objective?

Sales Profit

Volume



Buyers, Account Managers & Stores

Retail is detail

Simplicity = Success
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