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Executive Summary
The nation’s biggest Own Brand initiative
The launch of Chosen by you was the biggest own brand launch in
UK retailing history. ASDA in partnership with the brand consultancy
Elmwood, has created a strong brand proposition that clearly
demonstrates their position as the consumer champion. At its core
was the belief that the best judge of quality is the consumer.
The strategic objective of the Chosen by you brand was to deliver a
fundamental shift in quality perception of the core own label offer.
A rigorous programme of independent, blind taste testing gives the
products a seal of approval from customers. The relaunch involved:
í
í
í
í
í

+8.4% YoY
1st for growth
of the Big 4
supermarkets

$SURSRVLWLRQZLWK HPSRZHUHG FXVWRPHUVDWWKHKHDUW
of the concept
'HYHORSLQJDJHQXLQHO\JDPHFKDQJLQJLQLWLDWLYHZKLFKZLOO
significantly improve customer perception of Asda's quality
&UHDWLQJDEUDQGZLWKDFOHDUVHWRIEHOLHIVDQGSKLORVRSK\
'HYHORSLQJDFRPSHOOLQJSRLQWRIGLIIHUHQFHWRGULYH
competitive advantage
5HWDLQLQJDQGUHFUXLWLQJFXVWRPHUV

The relaunch has been a great success and has achieved some
fantastic results. Since its launch Chosen by you has driven Asda’s
quality perception and has achieved significant sales and market
growth. Asda is now leading the market with own label growth at
+8.4% YoY and is now 1st for growth of the Big 4 supermarkets
KDYLQJEHHQFRQVLVWHQWO\WK 
The launch has seen stunning results right across the board and the
launching all the time and market growth continuing to fly in the right
direction.
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Project Overview
Outline of project brief
The revolutionary concept was created by the ASDA marketing team in
partnership with Elmwood as a result of a strategic exploration to unlock
the potential within the ASDA portfolio and to clearly differentiate in the
very crowded market place.
The key strategic objectives of the Chosen by you packaging design
brief were to:
í
í
í
í

'HOLYHUDIXQGDPHQWDOVKLIWLQTXDOLW\SHUFHSWLRQ
of Asda’s core own label offer
3URYLGHUHDVVXUDQFHWKDWWKHHQWLUHUDQJHKDV
been tested with real consumers
&UHDWHDXQLILHGORRNDQGIHHODFURVVOLQHV
and multiple product categories
,PSURYHVKHOIVWDQGRXWDQGQDYLJDWLRQ

Description

6,000
products.

+RUQDOO$QGHUVRQDVVLJQHGDGHGLFDWHGWHDPRI SOXVWKHIXOOH[WHQGHG
WHDP WRZRUNFORVHO\ZLWK$VGDæVWHDPRIGHVLJQPDQDJHUVWR
deliver the project from start to finish against challenging project
timelines. This team led the full, extended roster team of rollout agencies,
including BOS, Visuality, Elmwood and Asda Creative Services.
Hornall Anderson’s involvement in the project was the creative design
identity for the new brand – Chosen by you –to compliment the clear set
RIEHOLHIVDQGDFRQVXPHUIRFXVHGSKLORVRSK\ZKLFKZDVGHYHORSHGE\
Elmwood.
The development of a new brand identity included the redesign of
packaging across the entire range of
more than 6,000 products. The
chosen design solution needed to
create a compelling point of
difference and deliver a competitive
advantage across a vast and
disparate range. Hornall Anderson
developed a design framework that
unified the entire range –from
dishwasher tablets to teabags.
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Project Overview
Overview of market
6XSHUPDUNHWRZQODEHOUDQJHVDUHRIWHQVHHQDVFRS\FDWODEHOVWKDW
imitate the packaging and content of mainstream brands. Asda identified
WKHRSSRUWXQLW\WRFKDOOHQJHWKLVSHUFHSWLRQE\UHODXQFKLQJWKHLUPLGWLHU
private label range to improve quality perception and to create a brand in
its own right. The central creative idea behind Chosen by you was to show
that Asda are as concerned about quality as they are about price. All
products in the range are tried, tested and approved by Asda shoppers
before they are allowed to reach the shelves.
The redesign included branding, naming and tone of voice that
demonstrated Asda’s quality and value proposition. The launch made
a bold statement about Asda’s focus on enhancing quality and driving
product innovation while keeping prices low.
Project Launch date
Chosen by you was launched in September 2010 with the whole range
H[SHFWHGWREHUROOHGRXWE\-XO\

Size of design budget
The total design budget was £168,820 which encompassed design
concepts, design development, research stimulus, design refinement
and finalisation, design guidelines and creative guardianship.

The new range saw
the rHODXQFKof 3,500
food products, 2,000
household products
and the introduction
of more than 500
new products.

Hornall Anderson played a pivotal role in creating the design identity of
&KRVHQE\\RX7KHQHZUDQJHVDZWKHUHODXQFKRIIRRGSURGXFWV
2,000 household products and the introduction of more than 500 new
products. Hornall Anderson created the brand identity, developed pack
aging guidelines and trained other agencies for the rollout across the
entire range of more than 6,000 products.
The branding and design needed to create a compelling point of
difference and deliver a competitive advantage across a vast and
disparate range.
We developed a design framework that unified the entire range from
dishwasher tablets to teabags. We developed a vibrant colour palette,
an elegant contemporary font and a striking photographic style.
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Size of design budget
The launch made a bold statement about Asda’s focus on enhancing
quality and driving product innovation while keeping prices low.
6XPPDU\RI5HVXOWV
Asda’s total core own label growth is leading the market at +8.4%
YoY and the brand is 1st for growth out of the Big 4 supermarkets.
At the time of the launch in September Asda was at +3.2% YoY vs.
the market at 4.8% and they are now growing +2.4% ahead of the
market at +8.4% YoY.
now growing +2.4%
ahead of the market
at +8.4% YoY.

Market share

Asda is the fastest
growing retailer in key
categories such as
Bakery, Meal Solutions
and Chilled.

í

í

í

Significant growth and market share gains have been achieved in
categories where Chosen by you has fully launched. Asda is the
fastest growing retailer in key categories such as Bakery,
0HDO6ROXWLRQVDQG&KLOOHG .DQWDUGDWDZH 


í
í
í


%DNHU\<R<YVPDUNHWDW
.DQWDUGDWDZH
0HDO6ROXWLRQV LQFUHDG\PHDOVDQGSLHV YVPDUNHWDW
 .DQWDUGDWDZH 
$GXOWV\RJXUWVYVWKHPDUNHWDW$VGDKDVRYHU 
taken Tesco on the number one spot for market share. There was
DKLJKRIJURZWKLQ0DUFK .DQWDUGDWDZH
%RXJKW,Q&DNH3UHODXQFKFRPSVDOHVZDVWKHODWHVW 
weeks figures show +21.5% YoY
,Q6WRUH%UHDG3UHODXQFKFRPSVDOHVZDVIODW
now at +26.3% YoY
7KHUHKDYHEHHQPDMRULQFUHDVHVLQ$VGDEUDQGVDOHV
participation in categories where Chosen by you has launched.
Participation has surged to 34.6% at present, up +3.8% vs 30.8%
SUHODXQFKDWWKHVWDUWRI6HSWHPEHU
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Change in perception
í


í

7KHUHEUDQGKDVDFKLHYHGWKHILUVWPDMRUVLJQLILFDQWVWHSRQ
LQTXDOLW\SHUFHSWLRQLQGH[VFRUHIRUWRWDOEXVLQHVV 2QOLQH
SHUFHSWLRQWUDFNLQJGDWDã6RXUFH<RX*RY
&XVWRPHUIHHGEDFNKDVEHHQIDQWDVWLF2QHNH\TXRWH 
summaries this beautifully:

è,WKLQNLWSRUWUD\V$6'$LQDGLIIHUHQWZD\WR
what they were 5 years ago, it used to be a
cheap shop full of products that weren't that
good. Now it shows the revamped version of
customers opinion into consideration"
The packaging and design were born out of extensive customer
research. A study in March 2010 shaped a unified look to the
packaging as it met with instant and universal approval and a
positive sense of branding with standout and consistency.
The new packaging improved perceptions of many key indicators,
particularly quality, and also enhanced Asda’s quality credentials
amongst secondary shoppers without alienating loyalists. “A huge
OHDSIRUZDUGéèDZRUOGDSDUWéDQGèWZLFHDVJRRGé YVFXUUHQW
SDFNDJLQJ ZHUHFRPPRQTXRWHV
$%$5HVHDUFKè&KRVHQE\\RX5HVHDUFKILQGLQJVé

PaJH

Change in perception
í7KHQHZSDFNDJLQJZDVXQLYHUVDOO\IHOWWRVHW$6'$DSDUWIURP
their closest competitors, whilst also closing the quality gap
SHUFHSWLRQYV:DLWURVH  DQG0DUNVDQG6SHQFHUæV  

í$0LQWHO5HSRUWRQ1RYQRWHGè,WLVHDVW
to see now that it should have been done,
but none of the major food retailers have
done anything similar & now all be forced to
respond in some way.” The report went on
WRVD\è7KHRZQEUDQGUHODXQFKVKRZV
Asda ahead of the game, setting standards
WKHRWKHUVZLOOKDYHWRIROORZé 0LQWHO1RY
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consumer attitudes
or behavior
Further customer research and insight reflected the impact of the
new range and uncovered clear improvements in consumer
DWWLWXGHVDVDGLUHFWUHVXOWRIWKHQHZSDFNDJLQJDQGGHVLJQ &%<
(YDOXDWLRQ)LQDOUHVXOWV$%$5HVHDUFK0DUFK
í
í
í

í
í

&KRVHQE\<RXLVKDYLQJDSRVLWLYHLPSDFWRQSHUFHSWLRQVRI
own label and the Asda brand.
&XVWRPHUVDUHZDUPLQJWRWKHLGHDWKDW$6'$LVSXWWLQJ
customer at the heart of decisions and cares about its
customers, whilst also improving quality perceptions.
6HFRQGDU\VKRSSHUVDUHQRZPRUHSRVLWLYHDQGOLNHO\WRWU\
ZLWKWKHUDQJHQRZKDYLQJPRUHDSSHDOWRTXDOLW\FRQVFLRXV
customers since the launch
&XVWRPHUVDUHH[FLWHGDERXWWKHWDVWHWHVWLQJDVSHFWRI
the range
&XVWRPHUVIHHOWKDW$6'$LVUHIUHVKLQJLWVUDQJHDQG
investing time and money to ensure it is better for
customers whilst the new packaging differentiates the
range further from Smart Price and customers now see it as
closer to Extra Special on a quality scale than the previous
own label.
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Other influencing factors
The Chosen by You launch is part of a £100m investment by Asda,
including taste tests involving 64,000 consumers. The range has
also been supported by television and press advertising by Saatchi
DQG6DDWFKL,WKDVEHHQYHU\PXFKDFROOHFWLYHVXFFHVVIURP
Elmwood developing the brand concept, to Hornall Anderson
creating and executing the design solution.
However extensive customer research shows that the design and
packaging has had a significant impact on quality perception and
has played a pivotal role in increasing sales and market share.
This project has set a new benchmark in collaborative working
DFURVVDURVWHURIDJHQFLHV +RUQDOO$QGHUVRQ%269LVXDOLW\
(OPZRRGDQG$VGD&UHDWLYH6HUYLFHV WRGHOLYHUDQGDFKLHYHRQH
common goal.
5HVHDUFK5HVRXUFHV
,Q3UHSDULQJWKLVUHSRUWZHKDYHGUDZQIURPDZLGHOLVWRIUHVHUDFK
audit and market data sources including:
í&RQVXPHULQVLJKW
í$%$UHVHDUFKORRNLQJDW$VGD%UDQGDQGFXVWRPHUVæSHUFHSWLRQV
“Shape of the Future”, 18th September 2009
í716:RUOGSDQHOå$6'$%UDQG2SSRUWXQLWLHV &KDOOHQJHVæ
Febuary 2009
í$%$UHVHDUFK0DUFKè&KRVHQE\\RX5HVHDUFK)LQGLQJVé
í&RUH$6'$%UDQGSDFNDJLQJ SURSRVLWLRQUHVHUDFK
19th March 2010
í$%$UHVHUDFKè)XWXUHDPELWLRQUHVHUDFKé-XQH
í2ZQ%UDQG5H,QYHQWLRQ%UDQG:RUNVKRSV2FWREHU
í7HOO$VGDRQOLQHFXVWRPHUVDWLVIDFWLRQVXUYH\
í3XOVHRIWKH1DWLRQ$VGDæVRQOLQHVKRSSHFRPPXQLW\
í.DQWDU:URGOSDQHODQLQWHUQDWLRQDOFRPSDQ\OHDGHULQFRQVXPHU
knowledge and insights based on continuous consumer panels
í,QWHUQDO5HWDLOOLQNVDOHVGDWD
í0LQWHO5HSRUWV
í0FNLQVH\SHUFHSWLRQWUDFNHU

