ECR IRELAND SUPERVALU
STORE TOUR DAY CENTRA
September 2018

NEW FOR 2018
RETAILER HOSTED STORE TOUR DAYS
Retailer members of ECR Ireland will host guided tours and
insight presentations to showcase effective collaboration in
action and new ways of retailing.

Each retailer will decide the areas of focus – possible focus
areas include;
 Effective collaboration in action
 In-store activation
 Category Management
The objective is to encourage collaboration and better
 Shopper Marketing
understanding between retailers and their manufacturers and
service providers. We encourage two-way discussion
 New ways of retailing
throughout the store visits so that retailers & their trading
 Retailer insight / consumer insight
partners debate and challenge each other as to what is
 Promotions
working well or could work better.
 Product availability
 Hot Topics
Each ECR Store Tour Day should feature;
1. Retailer Introduction
2. Guided store tours in 2-4 outlets
3. Focus on specific areas of retailing, hot topics &
collaboration
ECR is the flagship for collaboration
4. Conclusion via an interactive debriefing session.
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1ST ECR STORE TOUR DAY - SUPERVALU & CENTRA - TUE 11 SEPTEMBER
Summary

Feedback

This Store Tour was a first for ECR Ireland &
Musgraves.

The feedback from suppliers was enthusiastic and
they genuinely appreciated the time & respect
given to their questions & ideas during the day.

ECR is the “Flagship for collaboration” and the tour
illustrated Musgrave’s commitment to collaborating Focus Areas
with suppliers & service providers.
The major focus areas of the Musgraves ECR Store
Key to the success of the tour was the Musgrave’s
Tour Day were;
insight, the open nature of discussion and the
 Store layout by format
debriefing session which allowed for in depth
 Shopper Missions
discussion and exchange of ideas.
 Identifying categories that will grow or decline
significantly over the next 3 years
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1ST ECR STORE TOUR DAY
SUPERVALU & CENTRA
TUE 11 SEPTEMBER
Stores
A walking tour of central Dublin focussing
on SuperValu & Centra stores
• Centra Parnell St
• SuperValu Talbot St
• SuperValu Aston Quay
• Centra Dame St
• Debrief Session
Host
Paul Corcoran, Range & Space Planning
Manager, Musgrave Retail Partners
Ireland
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ATTENDEES

Paul Corcoran, Range
& Insight Manager,
MRPI

Rachel Eades,
Category Marketing
Manager, Britvic

Aoife Hallihan,
Shopper Activation,
Insight & E-Commerce
Manager, Nestlé
Ireland

Gerry Byrne, MD,
Shelfstock

Seamus Doogue, Client
Services Director,
Visualise

Sinead Conmy,
Category Development
Manager
Diageo

Elaine Kellaghan,
Customer Marketing
Manager,
Heineken

Christine Bourke,
Category Manager,
Heineken

Paul Knopfler,
Category & Insights,
Boyne Valley

Geraldine Finnegan,
Category Manager,
Boyne Valley

Niall Rush, Experiential
Execution Manager,
Coca Cola

Serena Massey,
Musgraves account
manager,
GSK

Shane O'Driscoll,
Category Manager,
Valeo Foods

Orla Maher, Category
& Insights Manager,
Valeo Foods

Elaine Hamilton,
Category Manager,
Kerry Foods

Anna Conlon, Category
Manager,
Unilever

Rebecca Drew ,
Shopper Marketer,
Unilever

Niamh Higgins,
Commercial Director,
Delta Group

Michelle McGreal,
Account Director,
Goosebump

Declan Carolan, GM,
ECR Ireland
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KEY FEEDBACK
“Hugely beneficial, lots of
learnings and some great
insights from a very open,
honest and engaging SuperValu
team. One of the best events we
have attended and one that will
help us add a lot of value to our
growing business with SV"

“This was one of the most
productive sessions I have spent
in the trade in term of
understanding the retailer and
also networking with other
FMCG colleagues”

“I felt it was very beneficial to
understand Musgraves thinking
and to see how my company can
play a part in that vision going
forward.”

“I have circulated all my notes
internally so as to ‘push’
forward what Musgraves are
looking for when considering
NPD, range changes and
promotional submissions.”

“Very inspiring and informative
day, it was nice to take a step
back and think about the whole
store layout.”

“Many thanks to Paul for his time
and for being very transparent,
sharing the thinking behind
Musgrave’s strategy and
mentioning a few quite practical
things, like explaining the
Musgrave product flow.”
6

WHAT DID YOU TAKE OUT OF
THE DAY?
“A better understanding of some of the
reasons behind the store layout and
design particularly the Centra format
and its total focus around ‘food to go’,
‘convenience’ and ‘freshness’”

“The use of natural materials and the
‘wood’ effect gave a ‘market feel’ to
the store, not that I haven’t noticed these
in the past but you often zoom in and
out of stores without taking the time to
actually look at what’s in store and how
well it all comes together”

“How open Paul and Musgraves are for
Supplier input once it is insight based
and scalable”

“I got a great understanding of the
convenience shop from the square
footage, layout of areas and shopper
missions.”

“To know which areas are in growth and
decline and how this is affecting the
overall layout was very interesting.”

“with the re-vamps currently underway
and in the near future – we have an
opportunity as a business to collaborate
and support MRPI in bringing
products/ranges to support these
shopper missions!”
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“I need to spend more time in the field in all
the retailer formats, it’s amazing how much you
see when you take the time to visit different
store formats”.
“We will be pulling together an insights deck
on how we believe ambient Grocery can be
grown”.
“Yes! Now that I know what the ‘push’ areas
are in these convenience stores, I can help
drive that message internally. Healthier
options, Food to Go, Coffee and its associated
purchases etc are the areas to focus on”.
“Considering the demographic of the stores is
also one to consider”.

HAS THE DAY PROMPTED YOU TO
DO ANYTHING DIFFERENTLY?

“The Shopper Missions are key – all product
offerings, promotions and layouts are
designed to support each mission. We need to
support this by coming up with npd and
promotions to encourage purchases and drive
categories further”.
“I intend to go out in store more during my
normal working week (not just when doing my
own personal grocery shop at the weekend!)”.
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DO YOU UNDERSTAND
MORE ABOUT MUSGRAVE’S
CATEGORY MANAGEMENT?
“In all areas of the store there is
evidence of thinking in the ‘shoppers’
eyes”.
“The use of key words like ‘Chilled’
‘Convenience’ ‘Fresh Quality’ all reenforce or prompt the shopper to
interact with the category”.
“The consumer of today is time poor
but seeks quality and freshness both of
which are catered for and positioned
really well in the both the store formats
we saw on the store visits
demonstrating how well the group
understands the Irish consumer”.
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“It’s refreshing to see how Shopper focused they are and
that they are open to advice and information at any
time. What struck me was that they have to sell key
concepts into retailers – understanding this we can present
scaled & sized solutions rather than fact based decks”.

“We now understand that there is a 26wk category reset
process and as a supplier we need to work with Paul’s team
in the first 4 weeks”.

“It was very clear that new and exciting ideas are key to
driving categories further and so as a supplier we need to
step up!”.

DO YOU UNDERSTAND MORE ABOUT
MUSGRAVES CATEGORY MANAGEMENT?
(CONT’D)

Yes! Understanding more about… Shopper Missions, Store
Demographics, Layouts and Configurations, Ambient Grocery
space, OFD’s, Promotions and Store Manager discretion.

Musgraves are striving to improve implementation across
range & promotional implementation and this was evident on
the shop floor
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SUGGESTIONS
FOR FUTURE
STORE TOURS?

“I WOULD LOVE TO HAVE
TRADE TOURS TO THE
“NEW ERA” STORES LIKE
CASTLETROY/MIDDLETON
. I THINK MOST
SUPPLIERS WOULD
TRAVEL TO SEE CUTTING
EDGE EXECUTIONS AND
UNDERSTAND THE
THOUGHT PROCESS THAT
HAS LED TO THE STORE
LAYOUT”.

“I WOULD REALLY ENJOY
SEEING AND ‘STUDYING’
A LARGER STORE
FORMAT. I GOT SO MUCH
OUT OF THE
CONVENIENCE DAY, THAT
I WOULD LIKE TO BUILD
UP MY KNOWLEDGE
BASE FURTHER WITH A
LARGER FORMAT”.

“BUS TOUR TO OTHER
SITES AROUND THE
COUNTRY; LARGER STORE
VISITS AND GETTING OUT
OF DUBLIN, PARTICULARLY
TO STAKE-IN-THEGROUND OR FLAGSHIP
STORES FOR A
PARTICULAR RETAILER”.
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