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The inflation tide is turning for UK food and drink producers

Almost half of UK smart speaker owners 
have used them to make a purchase

SMART SPEAKER USE IN THE US/UK  

Talking shop: the rise 
of voice commerce 

As of December 2017, %
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UK/US HOUSEHOLD SMART SPEAKER PENETRATION

Penetration of smart speakers in the UK is 10% 
in the UK with Amazon Echo leading the way
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Penetration of smart speakers in the UK is 
10% with Amazon Echo leading the way
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The rise of Own Label continued, with the growth gap 
between Own Label and Branded producers widening

REVENUE GROWTH OF TOP 150 BY COMPANY TYPE 2005-2016
 YOY % change
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However, commodity deflation helped producers restore 
profitability to 6.1%, near the long-term average of 6.4%

TOP 150 LONG-TERM PROFIT MARGINS 1990-2016, %
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Over the past year, revenue growth of the Top 150 continued 
to decline (-0.8%) with deflation still a prominent theme

TOP 150 HISTORICAL REVENUE GROWTH VS CONSUMER PRICE INDEX 2000-2017, %
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Becoming Amazon Choice is key for consumer 
goods companies who want to win. Formula for success:

Total spend on voice will 
increase to £3.5bn in the UK 
and $40bn in the U.S. by 2022

HOUSEHOLD SMART SPEAKER PENETRATION

Voice purchases are typically smaller, standalone items
PURCHASES USING SMART SPEAKER US/UK

Uptake of smart speakers 
over time is projected to 
mirror smart phones

VOICE SHOPPING SHARE OF 
E-COMMERCE VS M-COMMERCE

Voice Shopping

M-Commerce

SOURCE   OC&C consumer research of 1500 consumers in the US and UK
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Popular, well 
priced products

Excellent customer 
experience metrics

Excellent supply 
chain performance

Results in 3X volume 
uplift for the brand

2015

2016

Return on Capital Employed for Own Label 
producers surpassed Branded for the first time

2013
2014

Change in CAPEX investment (2014 vs 2013)
% changeRETURN ON CAPITAL EMPLOYED 
BY COMPANY TYPE
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Successful businesses can shape their own 
destiny and thrive despite turblent times.
Formula for success:

Be passionate about
quality – consumers value 

taste above all else 

Invest to drive 
productivity

Capitalise on international 
market opportunities

Use M&A proactively 
to accelerate pursuit 

of your strategy

Ensure product proposition 
remains relevant to changing 

consumer demands

2013
LABOUR PRODUCTIVITY METRICS
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Improving profitability will only be sustained if the 
industry addresses the productivity time bomb

Top 150 Revenue per Employee, £K Top 150 Staff Costs as Proportion of Revenue, % Capex as Share of Revenues, %
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Revenue per employee 
is falling…

    …with staff costs rising even before 
Living Wage and Brexit are felt…

…but companies have been reducing the 
capex needed to drive future productivity

+0.7% -0.1%

SOURCE   OC&C and The Grocer’s Food & Drink 150 analyses the latest available public company accounts of the 150 largest food and soft drinks companies in the UK


