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Sainsbury’s to link with Alibaba to sell 
premium lines into China

Five years after a failed attempt to penetrate China, 
Sainsbury’s has announced that it will work with 

Chinese e-commerce giant Alibaba to sell a limited 
number of products in the country.

“We are trialling a small number of ambient products 
for sale on the Alibaba platform, including So Organic 

and Taste the Difference lines, for sale through the 
Chinese online market,” said a spokesman.

These will include more upmarket items that are not 
readily available in the country. Sainsbury’s said this 
would be its speciality tea range, coffee and biscuits 
as well as So Organic and Little Ones baby products.

The trial started last week and Sainsbury’s said it has 
“been pleased with the uptake so far”.

These items will however be sold online only and 
Sainsbury’s made it clear this would not lead the 

company opening any physical stores in the country.

http://www.thegrocer.co.uk/channels/online/sainsburys-and-
alibaba-link-to-sell-premium-lines-into-china/524584.article

E&J Gallo launches 187ml bottles of Barefoot 
range

E&J Gallo is aiming to tap the growing consumer demand 
for single-serve wine SKUs with the first 187ml bottles for 

its fast-growing Barefoot brand.

The range, available now, comprises three of the brand’s 
most popular varieties: pinot grigio, merlot and pink 
moscato (rsp: £1.79). Both the pinot grigio and pink 

moscato are the number one selling wines in their varietal 
categories [Nielsen 52 w/e 20 June 2015]. Sales of the 

187ml format, meanwhile, are up 14% across the category.

“We are delighted to be launching the ‘toes’ to add to the 
Barefoot wine family,” said marketing director Olga 
Senkina. “single-serve formats are a rapidly growing 

category within the UK market and we feel confident the 
new 187ml range will enable consumers to mix and match 

their favourite varietals, whatever the occasion.”

http://www.thegrocer.co.uk/buying-and-supplying/new-product-
development/ej-gallo-launches-187ml-bottles-for-barefoot-

range/524553.article

Co-op to donate all surplus food from 
warehouses to FareShare

The Co-operative Food has pledged to donate all the 
surplus food from its warehouse to redistribution 
charity FareShare after a trial at one depot saw 32 
tonnes of food aid provided in the space of just 10 

weeks.

After the pilot at its depot in Castlewood, Derbyshire, 
the retailer said it was rolling out the programme from 
this week, supplying a range of chilled food items such 

as yoghurt, meat, fruit, vegetables and ready meals.

FareShare will pass the food on to charities and 
community groups.

The Co-operative said it had redistributed enough food 
in the trial for nearly 80,000 meals for charity groups 

and estimated that in 2016 it could provide 500 tonnes 
from all depots – enough food for over a million meals.

http://www.thegrocer.co.uk/home/topics/environment/co-op-to-
donate-all-surplus-food-from-warehouses-to-

fareshare/524591.article

http://www.thegrocer.co.uk/channels/online/sainsburys-and-alibaba-link-to-sell-premium-lines-into-china/524584.article
http://www.thegrocer.co.uk/buying-and-supplying/new-product-development/ej-gallo-launches-187ml-bottles-for-barefoot-range/524553.article
http://www.thegrocer.co.uk/home/topics/environment/co-op-to-donate-all-surplus-food-from-warehouses-to-fareshare/524591.article
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Australian vitamin drink Vitamin Fix promoted as 
‘disgusting’

A ‘disgusting-tasting’ Aussie vitamin drink is raising its UK 
profile with a listing in Selfridges.

Vitamin Fix, rolling into the retailer’s stores next week, 
contains a blend of 12 vitamins and eight minerals in a 150ml 
single shot (rsp: £1.90-£2.30). Each drink provided up to 200% 
of an adult RDA, said the supplier. The drinks, which have no 

added sugar and contain 42.3 calories, recently rolled into 
WH Smith transit stores.

Designed to quickly restore health and vitality, the liquid 
format ensured “much quicker absorption and cellular 

take0up rate” than traditional vitamin tablets, said company 
founder Austin Simms, adding the drink had proven a success 
in its homeland, where it had secured listings across grocery 

retailers since launch in 2013.

In an unusual twist, the business is promoting its product as 
having a ‘disgusting taste’, urging people to “consume it 

quickly”. Its website also features phrases such as ‘What the 
hell have you done to my tongue?’ and ‘ Recommended by 
nutritionists. Until they taste it.’ The yellow-labelled bottles 

feature the words “Shake Well. Drink Fast”.

http://www.thegrocer.co.uk/buying-and-supplying/marketing/australian-
vitamin-drink-vitamin-fix-promoted-as-disgusting/524717.article

Coca-Cola launches ad offensive in wake of 
sugar war

Coca-Cola has launched a major new advertising drive to 
highlight the removal of sugar from its products amid 

attacks from the health lobby spearheaded by chef Jamie 
Oliver.

The soft drinks giant has taken out several pages of 
advertising in leading newspapers, including The Sunday 

Telegraph and The Sunday Times in the past week, 
stressing the work it has done to create and market lower 

and zero-calorie drinks.

The ads spell out how Coca-Cola has been instrumental in 
removing the amount of sugar taken into UK households by 
more than 8% in the past three years. It also highlights the 
27 new lower or zero-sugar products it has launched since 

2005.

The ads also stress Coke’s sign-up to the DH’s front-of-pack 
nutrition labelling scheme.

http://www.thegrocer.co.uk/buying-and-supplying/marketing/coca-
cola-launches-ad-offensive-in-wake-of-sugar-war/524716.article

Nescafe to focus its web presence on 
Tumblr

Nescafe has announced it is abandoning all its 
traditional websites in favour of content 

hosted on microblogging and social media 
platform Tumblr.

Claiming the move was a first for a global 
brand, Nescafe said it was designed to build 

stronger relationships with young consumers, 
and particularly millennials. It added it was 
moving away from “traditional social media 
brand pages and their ‘rented relationships’ 
with consumers to focus on creating real-life 

conversations with people”.

Fans will be able to share images, videos and 
GIF’s, said owner Nestle, adding Nescafe was 

its top-performing brand on social media, with 
more than 35 million fans worldwide.

http://www.thegrocer.co.uk/buying-and-
supplying/marketing/nescaf-to-focus-its-web-presence-

on-tumblr/524645.article

http://www.thegrocer.co.uk/buying-and-supplying/marketing/australian-vitamin-drink-vitamin-fix-promoted-as-disgusting/524717.article
http://www.thegrocer.co.uk/buying-and-supplying/marketing/coca-cola-launches-ad-offensive-in-wake-of-sugar-war/524716.article
http://www.thegrocer.co.uk/buying-and-supplying/marketing/nescaf-to-focus-its-web-presence-on-tumblr/524645.article
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Belvedere launches TV push for link with 
James Bond film Spectre

Belvedere vodka has launched a global TV campaign 
to mark its partnership with forthcoming Bond film 

Spectre.

The advert stars Stephanie Sigman, who plays the 
role of Estrella in the opening scene of the movie, 
and details the intricacies of 007’s beloved vodka 

martini cocktail.

“James Bond is recognised as the most admired and 
influential tastemaker in the world,” said Charles 

Gibb, president of Belvedere Vodka at brand owner 
LVMH. “We’re delighted Belvedere is partnering with 

Spectre, our largest global partnership to date.”

Since enjoying two shots of Smirnoff Blue, a glass of 
Don Perignon and a Red Stripe in 1962’s Dr No, Bond 

has also enjoyed drink brands including Tattinger, 
Suntory, Rothschild, Bollinger, Phuyuck, Jim Beam, 

Smirnoff Red, Mount Gay, Heineken and The 
Macallan.

http://www.thegrocer.co.uk/buying-and-
supplying/marketing/belvedere-launches-tv-push-for-link-with-

james-bond-film-spectre/524592.article

Morrisons tests ‘friendly’ new logo at Merrion 
Centre store in Leeds

Morrisons is testing a new logo at its relaunched Merrion 
Centre supermarket in Leeds, which harks back to the 

retailer’s 19th century origins.

The new fascia, uses a new “friendly” font incorporating 
the “I” in Morrisons into a tree design with golden leaves, 

or petals. Also included underneath the name of the stores 
is the phrase “Since 1899”, alluding to the establishment of 
the business as an eggs and butter stall in that year by Sir 

Ken Morrison’s father.

A Morrisons spokesman said there were no plans to roll the 
logo out further to other stores, vehicles, the retailer’s 

website or marketing materials.

http://www.thegrocer.co.uk/stores/marketing/morrisons-tests-
friendly-new-logo-at-merrion-centre-leeds/524700.article

Yeo Valley turns leftovers into limited 
edition Left-Yeovers yoghurts

Yeo Valley turned what began as an April Fool’s joke 
into a limited edition yoghurt with the launch of a 

variant made from ingredient leftovers.

The strawberry and fig-topped yoghurt, dubbed Left-
Yeovers, will go on sale in 400 Tesco stores 

nationwide on 12 October (rsp: £1.50/450g), and 
includes unused carrot juice, orange juice and figs 

from the manufacturer’s freezers.

The Left-Yeovers concept was initially dreamt up by a 
worker at the dairy company for a joke, but was 

adopted for a limited edition production run in a bid 
to cut down on food waste, said a Yeo Valley 

spokeswoman.

Yeo Valley will donate 10p for every pot sold to 
charity FareShare, which saves good surplus good 
destined for waste in order to pass on to charities 

and community projects.

http://www.thegrocer.co.uk/buying-and-supplying/new-
product-development/yeo-valley-turns-leftovers-into-limited-

edition-left-yeovers/524597.article

http://www.thegrocer.co.uk/buying-and-supplying/marketing/belvedere-launches-tv-push-for-link-with-james-bond-film-spectre/524592.article
http://www.thegrocer.co.uk/stores/marketing/morrisons-tests-friendly-new-logo-at-merrion-centre-leeds/524700.article
http://www.thegrocer.co.uk/buying-and-supplying/new-product-development/yeo-valley-turns-leftovers-into-limited-edition-left-yeovers/524597.article
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CONTACT
If you would like to discuss any field marketing requirements or any other aspects of the RSS 

operation, one of our Directors would be delighted to hear from you.

Grocery Multiples Joe McManus joemcmanus@rss.uk.com 07971 889875

Grocery Tactical Graeme Kelly graemekelly@rss.uk.com 07773 389308

Cash & Carry/Convenience Chris Rhodes chrisrhodes@rss.uk.com 07792 027433

mailto:graemekelly@rss.uk.com
mailto:chrisrhodes@rss.uk.com

