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price wars 39
private label manufacturers 265, 266, 

267
sales force wars 43
size of manufacturer 79–80
US grocery market 17, 18

sampling 75, 89
Sam’s Club 16, 48, 59
Sara Lee 76
scent marketing 87
Schick 87
Schlitz 77
Schwans.com 231–2
Schwartz 197, 209
Schweppes 69, 70
Scoop Away 181
Sears 226, 240, 259
segmentation 39–41, 43, 50, 53, 54–60, 

62, 66
Amazon 222
differential advantage 122–3
geographical 34
loyalty programmes 125
trade marketing 172

Selfridges 194
selling strategies 13–17, 38–9, 42–5, 50, 

167
sensory marketing 87
7UP 60
Shanghai Bailian 275
shelfspace 67, 69–74, 78–81, 101–17, 

169
costs 175, 179
packaging 184
private labels 72, 79, 100, 101, 103, 

114, 155, 161
Shopkick 234–5
Shoppers Stop 273
shopping experience 32, 54, 62–3, 240

ShopSavvy 234
signalling 45
Simon Malls 234
SKUs (stock-keeping units) 28, 35, 53–4, 

102, 114, 240, 259
category management 177
cost of switching stores 107, 108, 110
out-of-stocks 103–4, 109
store formats 57–8

Smithfi eld Foods 266–7
Soap.com 222
Sodiaal 157
Sonia Kashuk 96
Sony 46, 78
South Africa

in-store advertising 87
Pick ‘n Pay 42, 133, 149
private labels 140
Rhino Cash and Carry 186
Woolworths 134

South Korea 19–20, 198, 216, 223
Southdale Shopping Centre 3
Spain 94, 126, 141, 186, 196
Spencer’s 59
split baskets 30
Sprite 60, 70, 111
St Ives 76
Staples 226
Star India Bazaar 273
Starbucks 75
step changes 205–6
stock control 11–12, 89

see also out-of-stocks
Stop & Shop 197
store loyalty 106–7, 109–10, 112, 114–15, 

166, 168–9
STP 181
strategy 245–6
sub-brands 94, 95
Subhiksha 129
substitutability 37, 38, 40, 103–4, 109, 

155
Suchard 193
supermarkets 8, 58, 93, 123–4

chocolate confectionary 96–7
convenience stores 33–4
fi xed costs 14
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fresh produce 120–2
India 273
prices 64, 126–8
product ranges 102
Russia 12, 271
shelfspace 78
store loyalty 107
target markets 62
see also hypermarkets

superstores 58
Superunie 111
SuperValu 181, 232
Sweden 18, 140, 239
Switzerland 141, 195

T&S Stores 33–4
tactical marketing 74–6
Taiwan 202
takeovers see acquisitions
Taobao.com 274
Target 58, 96, 181, 234, 252
target markets 34, 35, 55, 62, 120
Tata 251, 273
technology 92–3, 99, 240, 242

premium brands 245
QR codes 19–20
UPC codes 18–19

Tengelmann 197
terms of payment 175
Terry’s 247
Tesco 58, 122, 239, 245, 258

advertising spend 85
area pricing 134
Clubcard 64, 65, 90
convenience stores 33–4
e-retailing 215, 217, 227–8, 230, 233
emerging markets 207–9, 211, 212, 

274, 275
F&F 95
fi nancial data 24, 25, 29
gluten-free products 151
Homeplus 19–20
internationalisation 197
long-term vision 83–4
loyalty programme 2, 90
packaging 174
Premier Brands 99

price wars 45, 48, 64
private label 139, 140, 149, 151, 152, 

154–5, 262
Quinnsworth acquisition 60–1
sales 26, 80, 85–6
shopping experience improvements 

63
Tesco Express 33–4
Tetley 60
Tide 110
Tide Free 42
Tommy Hilfi ger 76
top-up shoppers 122
Toys Holding Limited 275
Toys “R” Us 222, 234, 275
trade marketing 2, 161, 162, 165–91

benefi ts and costs 172–6
category management 177–82
confl ict with consumer marketing 

182–4, 189, 190
customer profi tability 176–7
customer value 171–2, 188
‘route to market’ 187–9
strategic triangle of 170–1, 188

Trader Joe’s 114, 140, 150, 151, 197
transportation 5, 175
Treehouse Foods Inc. 266, 267
TRESemmé 76
Trinity Limited 275
Tropicana 29, 70
Trump, Donald 76
trustworthiness 20
Turkey 208

Uni-President Enterprises 202
Unilever 2, 92, 251

acquisitions 60, 76
advertising spend 85, 86
copycat brands 145
fi nancial data 25
Indonesia 201
private label production 159, 160
R & D spending 158
sales 73, 80, 86
Shopkick 234
staff reductions 74
trade marketing 169
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United Biscuits 145–6, 247
United Kingdom (UK)

advertising spends 85
Amazon 223
Asda 186, 199
Boots 95
brands 4, 5
Cadbury 99, 145
chocolate market 247
convenience stores 33–4
e-retailing 216, 228–9, 231
internationalisation 193, 194, 196, 197
Marks & Spencer 32
Morrisons 115
price guarantees 134
price wars 48, 64
private labels 141, 151
retail competition 258
retail margins 233
Tesco’s market share 239
top-up shoppers 122
Woolworths 15–16

United States (US)
Amazon 223
Boots 95
brands 4, 5
consolidation 17
discounter strategy 11
Dollar stores 116
e-retailing 215, 217, 230–2
GDP growth 203
geographical separation of stores 57
grocery sales 12, 17, 18
hypermarkets 58
internationalisation 193, 194, 195, 

196, 197
new product introductions 47, 101
out-of-stocks 26
price guarantees 135–6
price wars 45
private labels 139, 140, 141, 151
promotions 170
regulation of retailing 167
retail development 261
retail margins 233
retailer concentration 255
Safeway 125

shopping habits 106–7
Wal-Mart Express 122, 123
Wegmans 186
Whole Foods 134

UPC codes 18–19
urgent purchases 108, 115
Utkonos.ru 272

value 170, 171–2, 188, 246
value brands 245, 249–51
Van den Bergh 252
variety 96–8, 247
vertical integration 8, 121
Vesuvinum 4
Vietnam 200, 211
Vishal Megamart 31
Vodacom 251
volume sensitivity 26, 35, 55

Waitrose 151, 229
Wal-Mart 2, 17, 58, 116, 168, 221, 239, 

242
category captains 181
e-retailing 232
emerging markets 207–9, 211, 212, 

269, 272, 274–5
fi nancial data 24, 25, 29
George brand 95
gluten-free products 151
growth of 11
internationalisation 197, 198–9, 223
mindspace 245
Nicole 96
online sales 228
packaging 175
prices 20, 48, 64, 89, 120, 129, 130, 

222
private label 139, 140, 147–8, 151, 266
product range 28, 102, 240
profi ts 251
sales 80
Wal-Mart Express 122, 123

Walton, Sam 11, 129
warehouse stores 59, 66, 107
Wayne by Wayne Cooper Collection 95
Webvan 215, 227, 232–3
Weetabix 2
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Wegmans 57, 186
Wendy’s 267
‘wheel of retailing’ 46
Whole Foods 32, 134, 140, 267
Woolworths 13, 15–16, 17, 134, 194
Wrigley 19, 70, 81, 180
Wumart 275

X5 Retail Group 29, 59, 90, 270

Yakult Honsha 157
Yihaodian.com 228
yogurt 157
Yoplait 157

Zappos 220, 222, 224–5
Zeeuws Meisje 252
Zen Nippon Shokuhin 90
Ziploc 148
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