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comment & opinion

THE SATURDAY ESSAY

Is Morrisons the new trailblazer i
Nowthat Dalton Philips has upped the ante, suppliers are adopting a ‘Tesc

grocery?
plus Three’ strategy

T his is shaping up to be a big

year for Morrisons. Indeed,
the various initiatives put in
place by Dalton Philips sug

gest that 2011 will take its place
alongside 2004 as one of the most
pivotal in the retailer’s history.

The acquisition ofUKe-commerce
specialist Kiddicare; a stake in US
e-commerce business Fresh Direct;
the appointment of an own-label
director; the confirmation ofconven
ience retail plans and the planned
opening ofa sourcing office in Hong
Kong arejust the highlights ofwhat
has gone on so far this year.

And finally, it seems, suppliers are
starting to sit up and take notice.
Manymajor fmcggroups have been
operating a ‘Tesco plus Two’ strategy
for the last few years, prioritising the
market leader and its two competi
tors from Leeds and Holborn.

What we are hearing in the mar
ketplace now, however, is that many

major suppliers are thinking of a
‘Tesco plus Three’ approach to the
market. And in partnering Morrisons,
suppliers can only improve their
prospects for rapid growth.

Many of Morrisons’ initiatives
such as convenience, lab stores,
online grocery, own label will have
direct and largely positive ramifica
tions for suppliers, especially when
coupled with its robust store open
ing pipeline.

The only real exception would be
the retailer’s plans to drive own-
label penetration to somewhere near
the levels achieved by its three larger
rivals. Achieving that would gener
ate huge extra volumes of private-
label sales and, presumably, lead to
brands of lower market share being
further sidelined.

Regardless of what goes on in
grocery, it is in non-food that we see
a great deal ofpotential. The fact that
the retailer is opening a buying office
in Asia is testament to the ambitions
that Morrisons has in this area.

To take on non food in any mean
ingful way, a direct sourcing pres
ence in China is a prerequisite.
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Whether the category under discus
sion is toys, clothing, small appli
ances, kitchenware or electronics, a
direct relationship with suppliers is
essential to create a successful non-
food business.

The avoidance of intermediaries
(or ‘margin-takers’ as Asda tellingly
refers to them) is paramount in non-
food merchandising that aims to
deliver both lowprices for the shop
per and decent margins for the
retailer. Project Liberate, the plan to
release space in stores (which could
eventuallybe equivalent to a whole

year’s worth of regular store open
ings), will free up space across the
network and some of this space will
undoubtedly be devoted to general
merchandise. A recent visit to the
excellent new store in Borehamwood
indicated to me that Morrisons
could be doing a much bigger and
better job in areas like toys and
homewares across the whole estate
if the space were there.

Manyissues areyet to be resolved
over Morrisons’ inevitable move
into the clothing market: the
Peacocks concessions are reportedly
trading well, but the only way
Morrisons will achieve substantial
share — and make serious cash out
ofclothing is by bringing it in-house
and rolling out nationally.

What is clear, however, is that
Morrisons has major aspirations for
both food and non-food in the UK
and suppliers in both areas should
start paying more attention to an
opportunity that might otherwise
be overlooked.

Sqan Roberts is retail insights director at
karstar Retail Uk

THIRD PARTY

Novel foods legislation collapse is a disaster
The breakdown of conciliation talks leaves consumers without guidance on cloned animal products

Sue Davies

T he breakdown ofconciliation

discussions on the revision
of the Eu’s novel foods regu
lation this month was a dis

aster for consumers. It was also a
terrible indictment of EU politicians’
abifityto deal with challenges raised
by food technologies in an increas
ingly globalised food supply chain.

This legislation originally dates
back to 1997. Revision was necessary
to ensure regulations could keep
pace with developments and create
a centralised approval process for
novel foods based on European Food

Safety Authority assessments. All
of this has been scrapped and it’s
back to the beginning again.

Consumers are left with little
assurance that regulators can keep
ttack ofsupply chain developments.
The failure of the regulatory process
means there is no meaningful over
sight for products from the offspring
of clones, otherthan voluntaryfood
industry commitments, and no
labelling requirements for products
ofclones ortheir offspring. The col
lapse ofthe legislation will also leave
gaps around the approval of foods
produced using nanotechnologies.

These technologies have been in

the pipeline for years the issues
they raise should have been antici
pated. It has always been clear that
consumers would wish to make
choices about whether or not to eat
the products ofclones and theiroff
spring. Which? research has shown
little distinction made between the
products of clones and their off
spring, with 8i% concerned about
meat and So% for milk products.

At the heart of the problem lies
the issue of how to balance safety
and societal concerns that affect
acceptability. From the parliament’s
perspective, the ethical issues of
cloning warranted a ban for both

foods from clones and their off
spring. But member states also
failed to agree to a compromise that
food from the offspring of clones
should be allowed, but labelled.

It’s hard to see how consumers
can trust new food technologies if
regulation can’t keep pace and the
government doesn’t want to give
them a choice. We now have to look
to other legislation, such as the EU
Food Information Regulations, but
there will be little progress unless
there is a fundamental rethink by
member states.

Sue Davies is thiej’policy adviser, Which


