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“Driven by continued shifts in grocery buying behaviour, a
good summer and key events, the convenience sector is
estimated to have enjoyed its strongest growth in three

years in 2018. The year also saw consolidation, meaning
the leading two players now control around half the market
which will continue to add pressure to the smaller players.”

– Nick Carroll, Associate Director of Retail
Research

This report looks at the following areas:

• Leveraging the ethical angle for c-stores
• Automated convenience

The convenience store sector is estimated to have returned to stronger growth in 2018 with sales
advancing 3.4%, compared to growth of 2.8% in 2017, to reach £43.0 billion (including VAT). Inflation
is still playing its part in driving value sales, but the sector grew, albeit marginally, ahead of the wider
grocery sector (+3.2%) in 2018, meaning its share of all grocery retail sales advanced to 24.5%.

Clearly not all in the sector are benefiting equally from this growth, highlighted by the fact that there
was a significant drop in the number of c-stores within the UK in 2018. In part this was due to the
disruption caused by the collapse of P&H, but also because whilst the leading players in the sector are
growing strongly, this is not being equally felt by smaller operators that are not able to keep pace with
the level of innovation needed to appeal to the increasing number of small-basket shoppers.
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Figure 53: Leading multiples, key metrics, 2018
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Figure 57: Leading c-stores sales, 2014/15-2018/19
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Two players account for half the market
Figure 60: Leading c-stores, market shares (ex-VAT), 2018

Figure 61: Estimated c-store market shares (ex-VAT), 2014-18

Food is the biggest occupier of in-store shelf space
Figure 62: Convenience stores: space allocation estimates, April 2019

Fresh food and other food split
Figure 63: Convenience stores: fresh food and other food mix, by percentage share of total in-store space allocated to food, April 2019

Detailed space allocation estimates
Figure 64: Convenience stores: detailed space allocation estimates, April 2019
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Figure 66: Leading Convenience stores, estimated proportion of sales by broad product category, 2018

Figure 67: Leading convenience stores, estimated sales by broad product category, 2018
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Brand attitudes: Co-op maintains image as a trusted brand
Figure 70: Attitudes, by brand, April 2019

Brand personality: Sainsbury’s Local improves its accessibility
Figure 71: Brand personality – macro image, April 2019

Spar is basic, whilst M&S is aspirational and stylish
Figure 72: Brand personality – micro image, April 2019

Brand analysis

M&S Simply Food is a distinctive brand with high satisfaction
Figure 73: User profile of M&S Simply Food, April 2019

Tesco Express has a broad demographic base
Figure 74: User profile of Tesco Express, April 2019

Sainsbury’s Local usage lags behind rivals
Figure 75: User profile of Sainsbury’s Local, April 2019

The Co-operative’s defining trait is its ethical credentials
Figure 76: User profile of The Co-operative, April 2019

Spar is lacking in differentiation
Figure 77: User profile of Spar, April 2019

Cashierless shopping: the innovation of the moment

Expansion of Amazon Go

Is the future of convenience retail automated?

Innovating for greater convenience

7-Eleven unveils ‘lab’ store

Pizza convenience

Robo Shopkeep

Click-and-collect butchers

Supermarket and c-store advertising spend falls by 8% in 2018
Figure 78: Recorded above-the-line, online display and direct mail total advertising expenditure by UK supermarket and convenience
store operators, 2014-18

Convenience store campaigns
Figure 79: Leading UK supermarket and convenience store operators: recorded above-the-line, online display and direct mail total
advertising expenditure, 2014-18

TV attracts just under half of all advertising expenditure
Figure 80: Recorded above-the-line, online display and direct mail total advertising expenditure by UK supermarket and convenience
store operators, by media type, 2018

Nielsen Ad Intel coverage

Data sources

Financial definitions

Trade definitions

Launch Activity and Innovation
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Appendix – Data Sources, Abbreviations and Supporting Information
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Sales per store, sales per square metre

Exchange rates

Abbreviations

Consumer research methodology

Forecast methodology

Appendix – Market Size and Forecast
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