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3 Asda 2001: 
The fi rst year that Asda 

split their homepage into 9 
sections, rather than just one.

4 Asda 2015:  
Asda moves back to one 

homepage of sections.

5 Aldi 2000:  
The fi rst few years were only 

in German.

6 Aldi 2014 and 2015:  
Food has become the hero, 
rather than telescopes and 
jackets in previous years.

7 Co-op 2008:
Co-op’s fi rst major redesign 

of its homepage’, Co-op 
2008: ‘Co-op’s second 

major redesign of its 
homepage’, and Co-op 

2013: ‘Co-op’s third major 
redesign of the homepage.

8 Co-op 2008: 
Co-op change their logo 
from the 1968 cloverleaf.

9 Iceland 2000:
Iceland were o� ering ‘online 

shopping.

10 Iceland 2015:
Iceland move to one bold 

image on their homepage.

11 Lidl 2014:  
The fi rst major supermarket 

to use a hashtag on its home 
page.

12 Morrisons 2004: 
Morrisons didn’t get the 

domain of  morrisons.com 
<http://morrisons.com>  

until 2004 – Before the 
website was owned by a car 

sales company!.

13 Sainsbury’s 1998: 
Sainsbury’s named its online 

shopping with a separate 
name ‘Orderline’.

14 Sainsbury’s 2009: 
Sainsbury’s started to move 

away from ’Sainsbury’s 
online’ and accepted this 

was part of the norm.

15 Sainsbury’s 2015: 
Sainsbury’s starts to use one 
big image on its homepage.

16 Tesco 2000:
Tesco was 4 years behind 
Asda with its fi rst website.

17 Tesco 2007:
Tesco ditched its large menu 

system on the homepage.

18 Waitrose 2002: 
Waitrose made its fi rst major 
overhaul of the homepage.

19 Waitrose 2007:

layout Waitrose did another 
major overhaul.

20 Waitrose 2011: 
Waitrose introduced the 
royal seal that it gained in 

2002 and has kept it on its 
homepage ever since.
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3 Asda 2001: 
The fi rst year that Asda 

split their homepage into 9 
sections, rather than just one.

4 Asda 2015:  
Asda moves back to one 

homepage of sections.

5 Aldi 2000:  
The fi rst few years were only 

in German.

6 Aldi 2014 and 2015:  
Food has become the hero, 
rather than telescopes and 
jackets in previous years.

7 Co-op 2008:
Co-op’s fi rst major redesign 

of its homepage’, Co-op 
2008: ‘Co-op’s second 

major redesign of its 
homepage’, and Co-op 

2013: ‘Co-op’s third major 
redesign of the homepage.

8 Co-op 2008: 
Co-op change their logo 
from the 1968 cloverleaf.

9 Iceland 2000:
Iceland were o� ering ‘online 

shopping.

10 Iceland 2015:
Iceland move to one bold 

image on their homepage.

11 Lidl 2014:  
The fi rst major supermarket 

to use a hashtag on its home 
page.

12 Morrisons 2004: 
Morrisons didn’t get the 

domain of  morrisons.com 
<http://morrisons.com>  

until 2004 – Before the 
website was owned by a car 

sales company!.

13 Sainsbury’s 1998: 
Sainsbury’s named its online 

shopping with a separate 
name ‘Orderline’.

14 Sainsbury’s 2009: 
Sainsbury’s started to move 

away from ’Sainsbury’s 
online’ and accepted this 

was part of the norm.

15 Sainsbury’s 2015: 
Sainsbury’s starts to use one 
big image on its homepage.

16 Tesco 2000:
Tesco was 4 years behind 
Asda with its fi rst website.

17 Tesco 2007:
Tesco ditched its large menu 

system on the homepage.

18 Waitrose 2002: 
Waitrose made its fi rst major 
overhaul of the homepage.

19 Waitrose 2007:

layout Waitrose did another 
major overhaul.

20 Waitrose 2011: 
Waitrose introduced the 
royal seal that it gained in 

2002 and has kept it on its 
homepage ever since.

3

5

7

8

9

10

11

12

13

14

15

6

64

MBM
We are a training provider to the UK grocery industry. We help suppliers 
to the big four supermarkets to develop the soft skills that will secure 
them more profitable wins.
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Sainsbury’s 1996 and Asda 1996  

website – 4 years ahead of the 
pack.

Sainsbury’s 1998  
Sainsbury’s named its online 
shopping with a separate name 
‘Orderline’.

Tesco 2000  
Tesco was 4 years behind Asda 
with its first website.

Asda 2001  
The first year that Asda split their 
homepage into 9 sections, rather 
than just one.

Morrisons 2004  
Morrisons didn’t get the domain 
of www.morrisons.com until 
2004 – Before the website was 
owned by a car sales company!.

Tesco 2007  
Tesco ditched its large menu 
system on the homepage.

Sainsbury’s 2009  
Sainsbury’s started to move away 
from ’Sainsbury’s Orderline’ and 
accepted this was part of the 
norm.

Asda 2015  
Asda moves back to one 
rich image after 14 years of a 
homepage of sections.

Sainsbury’s 2015  
Sainsbury’s starts to use one big 
image on its homepage.
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Category Management Best Practice Infographic

Create a 
category 

shopper pen 
portrait.

Remember: 
Insights,  
not Data.

Analyse
Promotions 

ROI.
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Industry average 
for landing 

recommendations is 

27%.Find out your Category Management skill level:  
categorymanagement.subscribemenow.com

Does your

category 

segmentation 

= your shopper’s 

product groups?
segmentation   

 
 

Don’t 
start with 

Powerpoint

80:20 of the
Category is R.A.P. 

(Range, Availability, & Price)
 

Stack your 
shelves in-store 

= Learning
 

Know 
your 

category 
shopper’s 
decision 

hierarchy.

Build a Fortnightly
Category Dashboard

T=C+R+I  
Credibility Reliability 

Self orientation.

Intimacy

Trust

S
For more Category
management tips: 
makingbusinessmatter.co.uk/blog/

category/category-management-tips/ 

60%

15%
25%

www.makingbusinessmatter.co.uk

categorymanagement.subscribemenow.com

makingbusinessmatter.co.uk/blog/

category/category-management-tips/
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