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2023 kicks off at a relentless pace. Consumers are further tightening their 
purse strings forcing the world of retail to work even harder.

Events have begun to pop up everywhere! Pancake Day and Valentine's 
Day have started appearing in store, and Easter showed up before the last 
chime of Big Ben hit midnight on 1st January.

We also take a dive into the online world to see what messages shoppers 
are receiving from key retailers, as well as taking a trip to the southern 
hemisphere to see what brands in South Africa are doing (thanks Emily)!
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Very Rewarding!

ASDA used the January pinch to focus on their 
Rewards scheme. Their yellow star products icon 
featured throughout store across a variety of 
touchpoints encouraging customers to boost 
rewards across own brand and branded lines.

Playing second fiddle was a very muted 
Valentine’s Day section.



Digitally, ASDA focused on Veganuary and in promoting their OL range of Vegan and Plant Based products 
using influencer marketing.

Married At First Sight’s Zoe Clifton; a die-hard meat-lover has partnered with Asda for some influencer 
marketing, and to take on Veganuary by giving up animal products for the entire month with the support of 
her partner Jenna, a well devoted vegan. 
It comes after new data reveals over half of Brits claim they’d never go vegan, due to concerns about the lack 
of quality tasting vegan options – with one in five saying they think vegan food is ‘boring’.

Zoe dropped the dairy and swapped meat-based products for vegan alternatives from Asda's new OMV! and 
Plant Based range. “We’re incredibly excited to announce Zoe Clifton as our ambassador for the launch of the 
new OMV! range and Plant Based by Asda." 



The Power of Love!

Valentine’s Day took over the Power Aisle, whilst digital comms in store continued to display a variety of brand led advertising
including a focus on low and no alcohol drinks. Pancake Day also featured along with a smattering of Plant Based comms for 
Veganuary and the seasonal aisle was all about Easter.

Tesco response to the January pinch consisted of bulk deals, “Everyday Low Pricing” and Clubcard offers throughout store. Napolina 
had a branded Gondola highlighting their in-store sales promo.





Whilst the Gin Parlour is a one-stop to promote and increase awareness for all 
their top gin products. Tesco offers some of their favourite cocktail recipes for 
shoppers to try at home, and also pushes some of their alternatives such as low 
or no-alcohol gins and gin liqueurs. Of course, all imagery leads to product pages 
in an effort to convert the shopper. 

As we all know, the digital world is unforgiving and following backlash, Tesco 
issued a statement in January on their socials to highlight an error with a Vegan 
product potentially containing milk.

Tesco focused their web activity on creating hubs within their 
website for shoppers to explore and educate themselves within 
particular categories, namely gin and coffee.

The Coffee House acts as a guide, offering an introduction to 
different strengths and flavours, whilst also speaking to legacy 
coffee drinkers and making recommendations on alternative 
brands and different ways to enjoy them. Toward the end of 
the page, things take an educational turn with articles such as 
“How much caffeine is there in a cup”? and “What exactly is 
filtered coffee”? 



Come on Feel the Noise!

There was a lot going on at Sainsbury’s in 
January from value messaging, Pancake 
Day, Easter, Valentine’s Day and Baby & 
Toddler event promotions through to 
ALDI price matching, Veganuary and Dry 
January. 

It’s great to see the retailer embracing in-
store activation but it was a touch 
overwhelming and the sheer volume of 
aisle fins meant they lost impact as you 
navigated the store.







In an effort to compete with budget 
supermarkets, Sainsburys had a page on 
their website where they claimed to have 
price matched 150 fresh own-label and 
branded products to Aldi, plus, other 
grocery and frozen products in the larger 
stores.

A browse on this page showed all 
products that have been matched come 
with an "Aldi Price Match" icon. 
Sainsbury's claim to be checking the Aldi 
prices twice per week and have their 
own terms and conditions page for the 
initiative. 



Dry January!

Very little to shout about in Waitrose this 
month. The only things to note were branded 
bay takeovers for Charlie Bingham and 
Montezuma’s and a wellbeing GE within the tea 
category.



Online, Waitrose focused attention towards value and assisting shoppers to spend less, with a 
heavy emphasise on savings, bargains, and special offers across their website. The home page 
was flooded with banners and hero blocks all dedicated to how people can find ways to 
spend less.

It didn’t stop there however, Waitrose took it one step further by offering suggestions and 
advice on how to meal plan for the week, using inexpensive ingredients, and tips on portion 
control. Other retailers of course have also put their spin on how shoppers can manoeuvre 
the cost of living crisis, but none to the extent that Waitrose has done. 



Locked Down!

Morrisons focused their comms on “Locked Low Prices” 
and highlighting January value and offers. Valentine’s Day 
featured prominently and category events took over 
gondolas, including those for cleaning and pet products.

High level signage directed shoppers to takeaway style 
products in an attempt to push more shoppers towards 
the fakeaway trend.







Morrisons took a CSR angle online in January to encourage shoppers to reduce their Christmas waste.
Household waste typically increases by around 30% during the festive period, making it one of the most wasteful periods of the year. For example: 
After the festivities, over 160,000 tonnes of Christmas trees are thrown away. Morrisons has noted this and generated a post-Christmas waste guide on 
its website claiming: "We want to help you clear up kindly this year to reduce your impact on the environment".

The guide offered tips on eco options once your tree has been taken down, repurposing your wrapping paper, what you can do with unwanted gifts, 
and even what you could do with leftover Christmas food.



Gondola Greatness!

Branded gondola ends and side stack units 
were the flavour of the month at B&M with 
particular focus on bigger packs pushing the 
value message.







A lot to LIKE?

Aldi continued their ‘LIKE’ 
campaign, which we’ve seen for 
several months, throughout store.

The introduction of a vegan & 
vegetarian chilled gondola was 
timely with the Veganuary trend 
fully in swing.



With gas and electric prices at an all-time high, Aldi helped 
shoppers conserve energy with highlights from their special 
buys range and tips on small changes you can make, to save 
money on every room in the house. They claimed their energy 
efficiency tips can keep your home cosy for less, from only 
switching radiators on in parts of the home that you use 
frequently, to using heated throws and electric blankets, so that 
can keep your bed warm for as little as 1p a night. 

All the tips they offer in some way circulate back to products on 
the website, starting a customer journey likely to end in 
conversion. 

In addition there was more communication about feeding 
families on a budget supported by tips and recipes from 
influencers.



Lidl Going On In Store!

A very quiet January in store at Lidl other than a continuation of the “Big on” 
messaging and high level signage in the baby category. 



Lidl partnered with Dream Works to celebrate the release of Puss in Boots: the Last Wish. They 
offered customers the chance to win an exciting holiday to Tuscany for the family (2 adults & 2 
children). They also offered 5 runner-up prizes consisting of merchandise such as backpacks, 
picnic blankets and notebooks.

To enter, all customer needed to do was fill in the simple form found on the website. Lidl 
supplemented the competition with a social media campaign covering both Facebook & 
Instagram.

Additionally, they targeted Tesco with value based social advertising.





Some amazing creativity and theatre in South 
African retail, across Grocery and Health & 
Beauty categories in particular. Retailers in 
South Africa appear far more willing to allow 
brands the opportunity to bring engagement 
in store. Lets hope some of the UK players 
release the shackles a touch and give brands 
more scope to interact with shoppers.

Interesting executions included self serve 
dispensing honey and sensitive toothpaste cling 
vinyl's on the ice cream freezer doors.








