Annual
report &
review 2016

Building better brands
Building different and better brands is part of
our DNA – we’ve done it since 1876.
In 2016 our new Frank and Honest artisan takeaway coffee brand turned out
to be a big hit with shoppers, delivering strong growth following its launch in
September. It can now be enjoyed in more than 300 stores. Also launched in
2016, Chipmongers, our gourmet fish and chip brand, extends our commitment
to developing family-run businesses in the heart of local communities.
And while SuperValu, Centra, Daybreak and MarketPlace continue to lead the
field in the Republic of Ireland, we take nothing for granted. We continue to
innovate through own brand, range, store design and services, all brought
to life by the local knowledge and innovation from our partners.
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Growing
Good
Business

A year of
transformation
for Musgrave
A year ago we launched our inspiring new purpose –
Growing Good Business. This is all about growing sustainably
for the benefit of our partners, colleagues and the company
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As part of our growth agenda, we have also launched
a new Musgrave identity. We believe that this stronger
Musgrave brand will give a voice and a platform to
build our reputation as a leading business partner; a
leading employer and a leading corporate citizen.

Growing Good
Business
MUSGRAVE GROUP PLC | Annual report & review 2016

At the centre of our new identity is a new Musgrave
logo – a modified version of our Chairman’s signature
from 1902 as recorded in the archives. The new logo
represents our strong heritage and the pride we share
as a sixth generation family business. With its modern
interpretation, the logo also represents where we are
going and our ambition for growth into the future.
Today Musgrave remains as focused as ever on
making it possible for communities to thrive, for
entrepreneurs to succeed and for people to access
quality, healthy and inspiring food – and we do it
following principles that are as relevant today as they
were to our founders.

At the same time innovation and technology has
never been more important to Musgrave, and this
goes right the way through our business and into
our brands.
We think for the long term and we are committed to
enterprise that has the potential for financial growth
and to positively impact everyday lives. We want to
build a more prosperous Musgrave that supports
vibrant communities and a more prosperous society.

That’s why we are
in the business of
Growing Good Business.
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Message from the Chairman

Innovative brands,
driven by family values
2016 was a year characterised by energy and focus, with new
brands added to our portfolio and a company-wide training and
development initiative that has driven innovation and enterprise
to every area of our business
2016 saw a modest strengthening of consumer
confidence on the island of Ireland and in Spain,
and improved profitability for Musgrave, with all our
businesses meeting or exceeding their targets. We
are able to leverage such opportunities through the
growing strength of our brands and the talent and
commitment of our colleagues and retail partners.

6

This improvement to the business comes at a time
when, as a company, we continue to be inspired by
our Growing Good Business purpose. In 2017 this has
informed further investment in our retail and wholesale
brands, as well as innovation through the development
of new brands and business relationships.
Our ability to build sustainable success on strong
foundations would not be possible without the
invaluable support of our shareholders. As a family
firm that stands by its values of long term stable
relationships, working hard, honesty, not being greedy
and achievement, we are able to look at business in
a different way: what Musgrave looks like to future
generations matters as much to us as our activities
today. And we see the future of Musgrave as that of a
trusted brand focused on seizing the right opportunities
and the right partnerships at the right time.

Peter Lacy
Chairman
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While we remain upbeat about the strength of our
brands and will invest to support and develop them,
there is no doubt that the outlook in 2017 is more
uncertain than a year ago. Ensuring we are in a strong
position to support the business through uncertainty

and downturn is why we took the decision to close our
largest and only remaining defined benefit scheme to
future accrual in 2016. It is widely acknowledged that
such schemes are an unsustainable vehicle through
which to fund employee retirement provision and
active members of the scheme have now joined a
market-leading defined contribution scheme for all
future service while retaining all accumulated benefits.
This change supports long term business stability,
while enabling us to provide colleagues with an
ongoing competitive retirement benefit.
Our focus on long term sustainability is also why
innovation will be so important to future growth. In this
regard I have no doubt the most important investment
we made in 2016 was in training and the development
of our people. It is driving cultural change and is
giving colleagues the tools and confidence to innovate
at pace, and challenge old ideas.
While we are focused on our future plans it was
entirely appropriate that we marked our 140th
anniversary as a business last year by adopting the
signature of one of our founders as our logo, thus
emphasising the heritage which we cherish as a
family-owned business.
On behalf of the Board I would like to thank all my
colleagues and our retail partners for their hard work
and achievement during 2016 and, of course, our
customers for their continuing support which we never
take for granted.
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Message from the Group CEO

Transforming
for the future
It is extraordinary the pace at which digital applications and
technology is changing our market place, but whilst we have become
nimble to stay ahead of evolving trends, we remain committed to
our family-values, our brands, our independent retail partners,
local suppliers and communities

This time last year I described the direction for
our business as building a stronger, more diverse
Musgrave delivering sustainable returns for all. It
was a destination focused on delivering growth in
our core business and exploring new opportunities.
A year on and our destination has not changed.
What has changed is the social and economic
environment in which we are operating – it is more
uncertain because of Brexit.
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At Musgrave we have always taken this long term
view to the business and growth. As a family business
now in its sixth generation of ownership, we are
driven by a purpose of growing good business that
is all about leaving a positive and lasting legacy
for future generations. Our strategy, as ever, relies
upon innovation, long term sustainable growth and
investing in our brands.

Chris Martin
Group CEO
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Despite the economic and political uncertainty, it
is important not to lose sight of the fact that we
are currently operating in growth markets. On the
Island of Ireland alone the grocery market is worth
€20 billion and is growing by 3-4% per annum, a
trend that is anticipated to continue, driven by a
growing population that will likely hit 10 million
by 2050. Foodservice, in terms of ‘eating out’, is

worth €7.5 billion and is growing by just under 5%
per annum, which presents further opportunities
for our wholesale business. Meanwhile in Spain our
regional market is worth some €8 billion, with growth
anticipated to be around 3-4% per annum.
We have well-developed plans in place to address
these opportunities.

2016 performance
For 2016, I am pleased to report we have delivered
a turnover of €3.7 billion and profit before tax of
€73 million, which excludes the exceptional pension
gain. This marks the return to normalised profits for
the business. All of our brands exceeded plan and we
retained our market-leading positions for all our Irish
brands. 2016 saw a strong performance by Musgrave
benefitting from investment in our brands, a clear focus
on cost reduction and the delivery of a transformation
programme which we initiated in 2014 to turnaround
the business and return to growth.
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Message from the Group CEO

Growing Good Business
Growth is important because ultimately it drives a
living, breathing organisation, but it can’t be achieved
at the expense of doing the right thing. Our focus is
on growing to the benefit of all our stakeholders – our
retail partners, our colleagues and our shareholders.
And this is how we continue to make our economic
contribution to communities and the Irish economy.
Championing businesses at the heart of communities
has always been our purpose. It is why we exist.

SuperValu relaunched its Real Rewards scheme in partnership with Bank of Ireland and Electric Ireland
with the ambition of making it the number one loyalty programme in the country

Investing in our brands during the recession was a
successful strategy positioning us to benefit from
recovering economies in the Republic of Ireland,
Northern Ireland and Spain.
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During the year we made a decision to close our
largest and only remaining defined benefit scheme to
future accrual. Active members of the scheme have
now joined a market-leading defined contribution
scheme for all future service while retaining all
accumulated benefits. This change supports long
term business stability, while enabling us to provide
colleagues with an ongoing competitive retirement
benefit. We still have a substantial pension deficit
which the business continues to manage carefully.

I’d like to take this opportunity
to thank all our stakeholders.
Without their innovation, hard
work and focus this return to
profitability could not have
been achieved.
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The economic landscape
The grocery sector has come through a challenging
period and now faces the headwinds of Brexit. While
optimism has been tempered by the recent political
and economic uncertainty the grocery market across
the Island of Ireland and Spain is still growing and we
also see further opportunity in the foodservice market.
The decisions taken during the recession to both
invest in our brands and restructure and transform our
business mean that we are well positioned to deliver
long term sustainable growth.
Crucially, there are opportunities to be seized, and
our growth strategy is about responding to such
opportunities. For Musgrave, this means always
keeping ahead of consumers, great execution,
relentless innovation in all areas of our business
and remaining nimble enough to deal with
changing customer demands and changes to the
economic landscape.

Today at the heart of the
Musgrave brand is a simple,
inspiring purpose that clearly
defines what we do and why we
do it: ‘Growing Good Business.’
Investing in our brands during the recession was a
highly successful strategy, one which saw us ride
out that downturn, and outpace competitors as the
economy recovered. What we learned was that when
we focus on our brands and work on being ‘different
and better’ we win in the market. To achieve this
focus and commitment to differentiation means
concentrating on delivery in four key areas:
•
•
•
•

Food leadership – being famous for great quality,
healthy, inspiring food
Building better brands – building profitable
omnichannel brands that are different and better
Partnership – supporting retailers, businesses and
communities
People – being the destination place to work
where talented people can grow and thrive.

Now and into the future we will be famous for
outstanding delivery in each of these areas. We have
used them to reinvent our brands, and will continue to
use them to guide and drive forward our new brands
and business ventures.

Food leadership
Food retailing is changing, the needs of shoppers
are changing and food trends are evolving fast. And
at Musgrave we are changing and evolving too.
Food leadership means setting the retail agenda
and keeping ahead of consumers. Today, shoppers
want to know where their food comes from, what
ingredients have gone into it and how it was made,
and we believe they have the right to know this too.
Sourcing quality produce has always been
fundamental to our business and our brands, and we
are not only offering our customers the quality and
locality they want, we’re providing it at affordable,
everyday prices. For example, in 2016 we launched
two new ranges of quality Irish pork and beef in our
SuperValu stores that are fully traceable from farms in
the Republic of Ireland and Northern Ireland, giving
shoppers an absolute confidence and assurance in the
food they buy from our stores.
For us, food leadership is also about having the
opportunity and responsibility to impact on the
health and well-being of our customers. Across all
our brands, it remains our highest priority to make it
easier and cheaper for shoppers to choose healthier
options. We recognise that it will take time to get this
right but we have started the journey. For example,
we have already started the process of reducing
high fat, sugar, salt foods (HFSS) from our own brand
products.
In 2015 we undertook a fundamental review of
our Centra convenience brand and set out our
objective to redefine convenience. Since then we
have revamped 17 stores and have won prestigious
international awards for our work on transforming
Centra and for our healthy living campaigns such
as Centra’s Live Every Day and SuperValu’s Good
Food Karma which demonstrate our commitment to
shoppers’ health.
Staying ahead of shoppers and legislation on health
and well-being as we continue to develop our brands
is key to our food leadership strategy.
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Message from the Group CEO

Building better brands
Our expertise is about developing modern,
omnichannel food brands that exceed customer
expectations. The quality of what we do with
independent retailers is recognised the world over
and today we are taking our brands still further.
Brands are assets in which we continue to invest
heavily because, although consumers recognise them
and trust them, we know the retail marketplace is
transforming and competition is fierce. Innovation
is key to the survival of our brands, and we are
continuing to experiment to keep our offer fresh and
relevant to shoppers.

We are preparing for a digital
future and the technological
revolution.
In 2016 SuperValu, Centra, Daybreak and MarketPlace
in the Republic of Ireland all continued to hold
market-leading positions. We continue to ramp up
investment in range, own brand, digital, in-store
design and innovation to ensure our offer meets the
changing needs of today’s shoppers.
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Omnichannel is already transforming the food and
retail sector, shoppers want to be able to access our
brands anytime, anywhere, in person, on a computer
or their phone. We’re responding by relentlessly
devising, launching and improving online shopping
options for both our retail and foodservice customers,
as well as e-vouchers, online rewards, digital health
campaigns and shopping apps for smartphones.

Bringing innovation
to the shop floor
MUSGRAVE GROUP PLC | Annual report & review 2016

At the same time, we know that the traditional in‑store
shopping experience matters to our customers, and
our aim is to offer them the most enjoyable and
convenient shopping experience in all our stores. In
Northern Ireland, we have a bold strategy to become
the number one consumer choice in convenience
shopping by 2018 and we have invested significantly
in 17 new store openings and re-vamping 70 current
SuperValu, Centra and Mace stores.

Innovation, such as our Frank and Honest artisan
take‑away coffee brand, currently in 300 SuperValu and
Centra stores across the Island of Ireland, is driving up
sales and satisfaction amongst customers. Busy lunchbreak pit‑stops for a sandwich can now be enhanced
by buying a cup of fresh, quality coffee, the taste of
which we don’t believe can be rivalled from any other
machine-produced take-away coffee. We see Frank and
Honest growing into the market-leading coffee brand
in Ireland.
New brands
In addition to the introduction of Frank and Honest, in
2016 we also launched gourmet fish and chip brand
Chipmongers, which is a new venture for Musgrave
but one that builds on our ethos of supporting familyrun businesses in the heart of vibrant communities.
We will grow and develop this new brand in the same
way we have with our other leading brands, that is
by investing in and supporting our partners to help
them succeed, and leveraging technology to offer a
modern and digital experience to their customers.
Export
In 2016, we launched our export business with a
business partnership with Alibaba Group which
sees the establishment of our SuperValu site on the
Tmall Global e-commerce platform, allowing us to
market and sell directly to the Chinese market. In the
past five years, Chinese consumers have increasingly
been purchasing overseas through online shopping.
Shoppers in China are seeking out western foods
from trusted sources and, as we develop in China,
we continue to work closely with Bord Bia to forge
a robust and sustainable route to market for our
Irish suppliers who have a reputation for authenticity
and quality.

A key part of our growth
strategy is about exploring and
developing new businesses.
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Message from the Group CEO

Investment in people

Ray Bowe, Head of Food Safety & Quality at Musgrave, presenting
the 2016 SuperValu Award for Excellence in Food Microbiology to
Jayne Mullally, Masters of Food Microbiology programme, UCC

Investment in our partners
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New enterprise is important, but at the core of
our business model are the strong and trusting
relationships we have with independent local
businesses. We are forever mindful of the fact that
our success is predicated on their success. We know
without these family-run, community-minded retail
partners our brands would not thrive and grow.
Every team and every individual across our business
is hardwired with a commitment to support our
partners. We continue to support store design and
development, training opportunities for them and
their staff and support to help their businesses and
stores to grow and succeed. As a family-run business
we are committed to helping other family-run
businesses because we know they are the lifeblood of
vibrant local communities. We are uniquely positioned
in every community in Ireland supporting SMEs and
local entrepreneurship.
This commitment is exemplified by our Food
Academy programme, which acts as a launch-pad
for small, local food producers to get a step on the
supply chain and allow their products to be bought
and tasted by the public.
Since 2014, the Food Academy programme has
enabled hundreds of suppliers to have their products
trialled in their local SuperValu stores. In 2016
we rolled out the Food Academy model into our
foodservice business. The first 10 Irish producers have
joined our Foodservice Academy, a joint initiative
between Musgrave MarketPlace and Bord Bia to
support small local food producers and stock their
products within our MarketPlace range. As the
largest and fastest growing wholesaler in Ireland,
we are ideally placed to understand the needs of
the foodservice market, and it demonstrates our
commitment to work with small family-run food
manufacturers to give them a head start in the market.

Part of our long term approach to business is our
investment in our people. People are the heart of
our business, driving forward everything we do, from
digital implementation and new technologies to store
design and product sourcing.
This means embedding the digital mindset into every
area of the business and into every department. It
is also about investment in the recruitment of new
talent, and we are under no illusion that there is
strong competition for young talent across Ireland,
particularly in the tech sector. Musgrave will need to
stand out from the crowd and demonstrate our value
proposition – that of a ‘destination place to work’
where talent is supported, developed and nurtured.

To meet the demand for
digitalisation of the shopping
experience, we are upskilling
the organisation further.
We are proud to again be involved in ‘Feeding
Ireland’s Future’, a project to help tackle youth
unemployment, providing pre-employment skills and
career development sessions to hundreds of under
24-year-olds. We hope to inspire the next generation
to pursue a career in food and in doing so, help to
boost one of the most important industries for the
Irish economy.
In 2016 we also made significant investment in the
training and development of our own people with the
Breakthrough Global programme. The aim is to drive
culture change by encouraging an entrepreneurial
mindset across the business, inspiring colleagues
with new ideas like experimenting and taking risks,
failing-fast and moving on. To date more than 3,000
colleagues have taken part in Breakthrough and the
results have been literally transformational, ramping
up confidence, innovation and engagement across
the company.

I would like to take this opportunity to thank our
people and teams who, through their hard work and
commitment, have helped to deliver strong results
in a transformational year and to drive growth and
innovation through our business and brands.

Building a sustainable business
In 2015 countries signed up to a set of 17 UN
Sustainable Development Goals to end poverty,
protect the planet and ensure prosperity for all. In
Musgrave we have used this framework to embed
those goals that are most closely aligned to our
business. These are:
•
•
•
•

minimising environmental and climate change
impacts
driving sustainable sourcing and consumption
leading in health and well-being
taking an active leadership role in the community

We believe sustainability goes hand-in-hand with the
overall health of the community. With a relentless
focus on environmental responsibility, we will continue
to reduce our carbon footprint, reduce the amount
of waste sent to landfill, minimise energy use and
expand our use of renewable energy. These goals
reflect our overall sustainability mission, that is to
leave a lasting legacy for future generations.
As Ireland’s largest private sector employer, we are
leading by example in our sustainable approach,
whether that is with our healthy living campaigns,
our charity and community work or climate change
commitments. This was recognised by our recent
NACS Insight European Sustainability Retailer
of the Year Award for ‘leadership in sustainable
resource strategies and inspiring other businesses to
implement sustainability strategies of their own.’

We are also proud to be the first retail and wholesale
company to have achieved the Bord Bia Origin Green
Sustainability Standard and, for the second time,
to be awarded the ‘Business Working Responsibly
Mark’ accreditation from Business in the Community
Ireland (BITCI). This matters to us because it doesn’t
just recognise sustainability in our business, but the
ways we support other Irish companies and share best
practice with the wider business community.
From supplying all our Irish facilities with 100% green
electricity and providing advanced technology, to
reducing mileage for our drivers to putting healthy
eating at the centre of our food agenda and
supporting community initiatives such as TidyTowns,
we continue to place great emphasis on the core
responsibilities that any good business should have:
to look after its people and customers, to minimise
its environmental impact and to produce sustainable
wealth for the benefit of all stakeholders in the long
term – not just for short term financial gain.
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A plan for long term growth
Long term thinking can be difficult in business where
the markets demand returns from one quarter to the
next. The Musgrave model of ownership means we
take a different approach which facilitates investment
decisions that deliver long term sustainable returns,
and our focus on retail partnerships means that

Business should be a force
for good in society, this
means delivering sustainable
economic returns for
shareholders and retailers.
Edmond O’Connor, working in the chill warehouse, Musgrave, Tramore Road
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It is this that inspires us to grow not only a profitable
business, but a sustainable one and it brings us back to
our purpose statement – Growing Good Business.
I am excited about the next chapter of the Musgrave
story and look forward to this transformation, while
feeling confident that our brand remains as robust,
sustainable and family-orientated as it ever has.

A smart fleet of branded Musgrave tea vans from the 1960s

our decision-making is influenced by the need to
achieve mutual benefits. Long term thinking is even
more challenging in politics, this is why I welcome
the government’s initiative to engage society in
a conversation about Ireland 2040 as part of the
national planning framework. As a leading Irish
business, Musgrave has a key role in shaping that
economic future and to that end is continuing to
invest in our brands and innovation in every area of
the business.
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While further resilience will be required, with the
continued support of shareholders, colleagues and
our partners, I am confident that we can meet the
challenges that lie ahead.

What we value most is the trust
that people have in our brands
and businesses, it is a trust that
we should never take for granted.
17

This means more omnichannel brands, more digital
and technological improvements, better stores and
product ranges and developing more partnerships
and business ventures that fit with our core expertise
in food retail and wholesale. It also means continuing
to invest in the recruitment of the best and brightest
so that we can respond quickly to the changing needs
of our customers, and the shifting economy.

The next 140 years
So, what next for Musgrave? After celebrating our
140th anniversary our focus shifts on to transitioning
our business to be fit for purpose for the next
140 years. It’s a transformation that from the outside is
reflected in a brand refresh which is about looking to
the future while at the same time mindful of the strong
foundation that our history and heritage give us. The
change of the logo to the signature of our founding
chairman reminds us of what makes this company
unique, and the significance of family and values in our
history and in our future.
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Peter O’Neill, recent winner of Best Truck Driver of the Year at the Irish Fleet Transport Awards

Key performance indicators 2016

Key performance indicators 2016

Growing Good Business
at a glance

Building better brands

1st

Musgrave sales €3.7 billion
ROI €3.1 bn

NI €0.4 bn

Retail sales €5.1 billion
Daybreak €0.1bn
Dialprix €0.1bn

Mace €0.1bn

20%

40,000

SuperValu
orders
transacted
by mobile app

grocery retailer
to develop a
transactional
app

Financial highlights

Investing in people

people
employed

3,000+
colleagues
received
Breakthrough
Tools Training

DayToday €0.1bn

Spain €0.2 bn

• Free Wi-Fi in-store
• Touchscreens
• Self-scan entry

Centra €1.8bn
SuperValu €2.9bn

Net cash € millions

2015*

3.7

2015

68

2015

23.4

2016

3.7

2016*

89

2016

121.3

AND

HONEST

C O F F E E

Best

C O M PA N Y

New and
innovative
brands rolled out

Leadership
Development

Sustainability, responsibility and community

* Profit before tax excluding pension gain is €73m

1

st

24.81

35.59

37.20

participating
businesses

39.53

Reaching
international
markets

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Total carbon footprint kilotonnes CO2
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2,593
€1 million in
charitable
contributions

330

45.90

Irish retailer
selling directly
to China via
Alibaba Group
partnership

48.73

people on the
island of Ireland

Irish sourced
meat &
poultry

48.29

Feeding
1 in 3

Investing in our partners

49.36

Food leadership

100%

48.93

* From continuing operations

G O U R M E T

19

50.86
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Profit before tax € millions

70.10

Group turnover € billions

Reinventing
cash and carry at
Food Emporium

FRANK

25 years
supporting
the TidyTowns
initiative

•
•
•
•

volunteer
hours

Climate action
Sustainable sourcing and conservation
Good health & well-being
Leadership in communities

at the heart of our
day-to-day business
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Food leadership

Great quality, healthy
and inspiring food
We know where the food we sell comes from, who produced it, how
nutritious it is, and how good it tastes. Our customers do too, and
every day they are making healthier, better choices
At the heart of all our brands is the passion and vision
to deliver high quality, healthy, inspiring food that is
affordable and available to all. For us food leadership
and value go hand-in-hand. As Ireland’s leading
food retailer, we feed one in three people and we
believe we have the responsibility to lead the way in
encouraging better food choices and making healthy
food accessible for everyone.

20

Food leadership means helping to set the retail
agenda and keeping ahead of consumers. 2016 saw
the relaunch of the Department of Health’s food
pyramid which placed increased emphasis on fresh
fruit and veg and encourages a reduction of salt and
sugar in peoples’ diets. Increasingly the health agenda
is on everyone’s agenda. Alongside our efforts in the
community to facilitate a healthy modern lifestyle
and incorporate exercise in the daily routine we are
also taking real steps to improve what our customers
consume. We’re reducing high fat food, salt and
sugar (HFSS) in our own brand products, as well as
improving food labelling to enable our customers to
make better food choices wherever possible.

or fresh sustainable fish served by expert fishmongers
in our SuperValu stores. It is important for us to
innovate and always stay a step ahead of consumer
needs to ensure our brands remain leaders in their
markets, source locally and maintain customer loyalty.

As the leading supplier of
locally-sourced fresh produce
we are focused on making top
quality ingredients available to
everyone and taking the time to
show how to use them to create
meals for all occasions.

At the same time, shoppers are demanding more from
their food and supermarkets. They want more choice,
more convenience, more exotic flavours and more
fresh, seasonal offerings. In all of these areas we seek to
deliver and exceed their expectations, whether that is
healthy grab-and-go ready meals in our Centra stores,

MUSGRAVE GROUP PLC | Annual report & review 2016
The delicatessen counter, SuperValu, Blackrock Shopping Centre, Co. Dublin. Winner of Gold for Best Supermarket design at the
A.R.E. Design Awards, GlobalShop 2016, the world’s largest and most prestigious store design awards
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Food leadership

Healthy eating campaigns

Healthier, locally-sourced wholesale

Our commitment to promoting healthy lifestyles is
underpinned by our in-store and online campaigns.
These offer free advice, resources and inspiration
to customers, enabling them to make better food
choices and live healthier, happier lives. SuperValu’s
Good Food Karma campaign continues to promote
cooking from scratch, using nutritious ingredients and
making healthy choices daily. In 2016 we launched
Get Ireland Cooking as part of the campaign and
asked top Irish chefs to devise a range of healthy,
simple recipes that shoppers could recreate at home.

Just as we work to inspire our retail shoppers to make
healthy choices, we are aware that restaurants, cafés,
hotels and hospitality businesses are also seeking
ways to offer healthier choices to their customers.
We are the first and only wholesale and foodservice
business in Ireland to offer a full fresh product range.
We have also brought more locally-sourced products
into our wholesale range, as we have done with
retail, by rolling out the Food Academy model that
is so successful in our SuperValu brand, into our
MarketPlace business. The Foodservice Academy,

We understand our Centra shoppers live busy, vibrant
lives and with Live Every Day we aim to help them
make healthier choices whether that is choosing
products from the Live Well range, being in a place to
have a treat once in a while, or choosing fresh quality
food to prepare meals from scratch.
The campaign is delivered online and via the Centra
app, and is complemented by in-store information,
new product ranges and healthy grab-and-go
offerings at the front of the store.

Healthy food, accessible and
enjoyable for all
We are proud to lead the way in own brand product
ranges in the grocery market, from value range
products through to speciality ranges. We believe that
shoppers should be able to access quality, healthy
food no matter what their budget.
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In many ways, we are able
to offer our customers the
expertise and experience of
traditional high street shops in
our branded stores.

set up in conjunction with Bord Bia, welcomed its
first 10 local suppliers in 2016, giving Musgrave
MarketPlace customers the option of purchasing
food products from smaller suppliers, which in turn
supports family-run businesses and local communities.
From a dairy-free ice cream producer, to a family-run
coffee roasting business and handcrafted biscuits
and desserts, we’re delighted to offer our wholesale
customers an inspiring range of locally sourced
options just as we do for our retail customers.

www.healthyireland.ie

Not needed for
good health.

Meanwhile, following on from the success of the
Live Well healthy eating range in Centra stores, we
launched our Live Every Day campaign. The concept
of this initiative is living in the moment and making
the most of every day.

We continue to expand our range of healthy options
and fresh produce while reducing ‘unhealthy’ options
wherever possible. For example, by reducing shelf
space for carbonates and promoting healthier
alternatives instead, Centra sales of water have grown
by over five times that of carbonates in the last year
alone. The demand for healthy products is also driven
by food trends and consumer needs. Sales of salad
boxes in Centra stores has increased by 80%, and
sales of raspberries, strawberries and blueberries have
gone up by 22%.
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Foods and drinks high in fat, sugar and salt

!

NOT
every
day

Most people consume snacks high in fat, sugar and salt and sugar sweetened drinks
up to 6 times a day (Healthy Ireland Survey 2016). There are no recommended
servings for Top Shelf foods and drinks because they are not needed for good health.

Small or fun-size servings of chocolate, biscuits, cakes, sweets, crisps and other savoury
snacks, ice cream adn sugary drinks – not every day, maximum once or twice a week.

1 serving size is:

The quality of our produce also sets us apart – we
have more relationships with local Irish suppliers than
any other grocer retailer in the Irish market. SuperValu
alone sources from more than 1,800 local suppliers.
Our new Signature ranges of Irish pork and beef,
which are fully traceable, have been popular among
shoppers. They not only deliver on quality, taste and
locality, but they are also marketed at affordable
prices. At the same time, SuperValu stores in Northern
Ireland launched the ‘Best Beef Ever’ campaign, with
chef ambassador Noel McMell. This initiative was
part of Northern Ireland’s Year of Food and Drink and
today all SuperValu steaks and joints are now matured
for a minimum of 21 days to give a fuller flavour.

Fats, spreads and oils
Use as little as possible. Choose mono or polyunsaturated reduced-fat or light
spreads. Choose rapeseed, olive, canola, sunflower or corn oils. Limit mayonnaise,
coleslaw and salad dressings as they also contain oil. Always cook with as little
fat or oil as possible – grilling, oven-baking, steaming, boiling or stir-frying.

In very
small
amounts

2

Choose lean meat, poultry (without skin) and fish. Eat oily
fish up to twice a week. Choose eggs, beans and nuts. Limit
processed salty meats such as sausages, bacon and ham.

Servings
a day

50-75g cooked lean beef, lamb, pork, mince
or poultry (half size of palm of hand)
100g cooked fish, soya or tofu
¾ cup beans or lentils
2 eggs
40g unsalted nuts or seeds

Milk, yogurt and cheese

3

Choose reduced-fat or low-fat varieties. Choose
low-fat milk and yogurt more often than cheese. Enjoy
cheese in small amounts. Women who are pregnant or
breastfeeding need 3 servings a day.

Servings
a day

Wholemeal cereals and breads,
potatoes, pasta and rice

1 glass (200ml) milk
5 for
children age 1 carton (125g) yogurt
1 bottle (200ml) yogurt drink
9–12 and
2 thumbs (25g) hard or semi-hard cheese
teenagers
such as cheddar or edam
age 13–18
2 thumbs (25g) soft cheese such as brie or camembert

3-5*

Wholemeal and wholegrain cereals are best. Enjoy at each
meal. The number of servings depends on age, size, if you
are a man or a woman and on activity levels. Watch your
serving size and use the Daily Servings Guide below.*

Servings
a day

2 thin slices wholemeal bread
1½ slices wholemeal soda bread or 1 pitta pocket
cup dry porridge oats or
½ cup unsweetened muesli
1 cup flaked type breakfast cereal
1 cup cooked rice, past, noodles or cous cous
2 medium or 4 small potatoes, 1 cup yam
or plantain

Up to 7*
for teenage
boys and
men age
19–50

1 medium sized fruit – apple, orange, pear or banana
2 small fruits – plums, kiwis or mandarin oranges
small fruits – 6 strawberries, 10 grapes or 16 raspberries
½ cup cooked vegetables – fresh or frozen
1 bowl salad – lettuce, tomato, cucumber
a day
1 bowl homemade vegetable soup
150ml unsweetened fruit juice

Vegetables, salad and fruit

5-7
Servings

Base your meals on these and enjoy a variety
of colours. More is better. Limit fruit juice to
unsweetened, once a day.

*Daily Servings Guide – wholemeal cereals and breads, potatoes, pasta and rice

And our expertise shines through in our stores. Many
of our SuperValu stores have meat counters with
knowledgeable butchers who can help shoppers make
informed decisions, and we have trained in-store
experts in health and nutrition who can give advice on
food choices to their customers.

1 portion pack reduced-fat or light spread for 2 slices of bread
1 teaspoon oil per person when cooking

Meat, poultry, fish, eggs, beans and nuts
Needed for good health. Enjoy a variety every day.

Similarly, SuperValu’s Health & Wellness range
delivered a marked increase in sales last year,
underlining the growing demand from consumers for
this innovative range of vitamins and supplements,
sports nutrition and weight management products,
benefit foods and wholefoods.
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Food leadership

Active

Child
(5–12)

Teenager
(13–18)

Adult
(19–50)

Adult
(51+)

Teenager
(13–18)

Adult
(19–50)

Adult
(51+)

3–4

4

4–5

3–4

3

3–4

3

3–5

5–7

5–7

4–5

4–5

4–6

4

Inactive

There is no guideline for inactive children as it is essential that all children are active.

Average daily calorie needs for all foods and drinks for adults
Active 2000kcal Inactive 1800kcal

Active 2500kcal Inactive 2000kcal

The Food Pyramid. For adults, teenagers and children aged five and over.

Serving size guide
Cereals, cooked
rice and pasta,
and vegetables,
salad and fruit
Use a 200ml disposable
plastic cup to guide
serving size.

Drink at least 8 cups of
fluid a day – water is best

Cheese
Use two
thumbs, width
and depth
to guide
serving size.

Meat, poultry, fish
The palm of the
hand, width and
depth without
fingers and thumbs,
shows how much
you need in a day.

Reduced-fat spread
Portion packs found
in cafes can guide
the amount you use.
One pack should
be enough for two
slices of bread.

Oils
Use one teaspoon
of oil per person
when cooking
or in salads.

Get Active!
To maintain a healthy weight adults need at least 30 minutes a day of moderate activity on 5 days a week (or 150
minutes a week); children need to be active at a moderate to vigorous level for at least 60 minutes every day.

Source: Department of Health. December 2016.

2016 saw the relaunch of the Department of Health’s food pyramid which placed increased emphasis on fresh food and veg, encouraging a
reduction of salt and sugar in people’s diets
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Food leadership

Food leadership

Oliver Carty

Making our own
brands healthier

Musgrave has had a close supplier relationship with
Oliver Carty since 1995, in many ways because we
share common values. In 1995 Carty’s Monksland
plant had 11 employees. Today in peak season the
business employs around 150 local people. The
company has half a century’s heritage and expertise
at the heart of Ireland’s pork industry, coupled with
a passion for pioneering new and delicious ways
of enjoying pork. It was also the first processor in
Ireland to use DNA Traceback on pork to give the
ultimate assurance to the customer. This advanced
meat traceability system enables us to link the

We aim to stay ahead of the curve on health by
continuing to reduce high fat foods, sugar and salt
in our products. In 2016 we embarked on a process
of reducing salt and sugar in many of our own
brand sauces.
Using the leading brands in the market as a
benchmark, our plan was to gradually reduce
added sugar ensuring that taste, texture and overall
performance of the sauces were not negatively
affected. Salt was reduced to meet the challenging
guidelines set out by the Food Standards Agency. On
average, we have reduced salt by 21% and sugar by
33% in own brand cooking sauces.

meat bought in‑store with the exact animal it came
from. In SuperValu and Centra stores, Oliver Carty
is now supplying our own label pork, bacon and
additional products such as marinades and rubs. In
2016 in collaboration with Oliver Carty we launched
a breed‑specific range of pork. The SuperValu
Hampshire Pork range fits with the supermarket’s
commitment to bringing premium, quality Irish
products to shoppers at an everyday, affordable price.
Our partnership with Oliver Carty is mutually beneficial
and is built on the foundations of a shared vision to
deliver the best products possible to the customer.

The reformulation work has generated greater levels of
consumer satisfaction for the cooking sauces and our
aim is to replicate this process in other product ranges.
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Our own brand cooking sauces are now made with less salt – with the same great taste

Leaders in food
safety
At Musgrave we are rigorous in our approach to food
safety and committed to continually raising the bar to
ensure excellence in this vital area of food leadership.
For more than 30 years we have worked with the
Excellence Ireland Quality Association (EIQA), which
has been at the forefront of the independent quality
accreditation for nearly half a century. EIQA’s Q Mark
programme is built on the business excellence model
of continuous improvement. All SuperValu and Centra
stores retain the Q Mark for Hygiene and Food Safety.
This makes our retail partner network the largest
independently audited store network in Ireland. In
addition, for more than 10 years our distribution
centres have successfully achieved National Awards
across EIQA categories.
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Buckley’s Centra Mullingar receiving an award from the EIQA

In 2015 we launched a bespoke retail food safety
training programme for SuperValu – Food Safety
Champions – that provides further end-to-end food
safety training to ensure exceptional standards across
the network.

Pictured at the launch of SuperValu Signature Tastes Irish Hampshire Pork at the National Ploughing Championships are Martin Kelleher,
Managing Director, SuperValu; Minister for Agriculture Michael Creed TD; SuperValu Good Food Karma Project Ambassador, Kevin Dundon,
and Eamon Howell, SuperValu Trading Director
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Building better brands

Sustainable, profitable,
omnichannel brands that
are different and better
As our industry evolves and shopping habits change, we seek to
create exciting omnichannel brands with a strong digital offering,
coupled with an inspiring in-store experience

26
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Self-scanning technology forms part of SuperValu’s innovation agenda, which also recently saw the launch of the SuperValu app, the first fully
transactional grocery app in Ireland

in digital innovation differentiates us from our
competitors, while at the same time creating scope
for more growth and increasing our share in each of
our market areas.

The retail market place is transforming, becoming
more competitive and more digital. Today’s big
technology trends of online, social, mobile and the
Internet of Things are impacting our industry and
our brands, creating new channels and challenges
that demand technology driven solutions, alongside
human solutions. Customer expectations and market
trends are changing at pace as the world becomes
ever more connected. Musgrave has always embraced
technology, evolved and grown to seize new
opportunities and we continue to do so today by being
committed to building different and better brands.

We are equipping our people
and brands with the technology
they need to meet and anticipate
the changing needs of shoppers.

Our focus remains on developing truly omnichannel
brands that shoppers can access both online and
around the corner. While in 2016 SuperValu, Centra,
Daybreak and MarketPlace in the Republic of Ireland
all continued to hold market-leading positions, we
know that we must earn this trust anew every day. In
a constantly evolving digital landscape, and with the
growing expectation from shoppers to be able to
access the shopping experience 24/7, we have to stay
even closer to consumers and understand how they
like to shop, not just today but into the future.
From a personalised online shopping experience and
easy-to-access digital vouchers to engaging content,
such as our range of health campaigns, delivered
via our website and social media, our investment

We haven’t, however, forgotten the foundation of our
business. Our stores remain central to our success,
as they have for 140 years. Omnichannel brands
mean more than just online shopping and apps.
Store design and layout directly impacts the
shopping experience and we are continuing to
make significant investment in stores to make
them destination places to visit and a pleasure to
spend time in. We’re extremely proud our new
store concepts for SuperValu and Centra both
won Gold A.R.E. Design Awards at GlobalShop
2016, the world’s largest annual retail design show.
SuperValu’s Blackrock took Best Supermarket and
Centra O’Connell Street in Limerick won Best
Convenience Store.
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Building better brands

In Northern Ireland, for example, along with our
retail partners we have made significant investment
revamping 70 existing SuperValu, Centra and
Mace stores, in each case offering a more modern
shopping environment, bigger and better product
range, and making it easier for consumers to choose
healthier products and eat and live well. Likewise,
our Spanish stores delivered a strong uplift in sales
as a result of eight significant Dialprix revamps,
along with four new stores.

Digital innovation
Online shopping is now essential in our omnichannel
offering, and it was a key sales driver for the
SuperValu brand in 2016, growing by 22%. We were
the first retailer in Ireland to develop a transactional
shopping app for smartphones to make online
shopping easier for consumers, and almost 20% of
SuperValu online orders come through it.
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To complement this, we launched a first for the Irish
market – our eSHOPS online shopping portal linked
to the SuperValu Real Rewards scheme. This enables
customers to earn Real Reward points when they
shop with more than 100 online brands such as eBay,
Expedia, Debenhams and Eason.
Our expectation is for Real Rewards to become the
number one rewards scheme in Ireland. The scheme
was relaunched in 2016, adding new partners such as
The Bank of Ireland to the programme. Its existing
1 million users can now enjoy ease-of-use with a new
loyalty app, which allows members to watch their
points grow, plus receive exclusive offers and rewards
from SuperValu and its partners.
Our digital offering is popular within our Centra
brand, with vouchers available on the Centra app
driving thousands of redemptions and the innovative
Beat the Queue app allowing busy lunch break
shoppers to pre‑order sandwiches to avoid waiting.
This app embodies what we always aim to achieve,
that is to recognise our shoppers’ needs, respond
to them quickly and exceed their expectations in
making their shopping experience with us hassle-free
and pleasurable.
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Building better brands

Bringing family-run
fish and chip shops
back to communities

Food Emporium: the destination place
for foodservice entrepreneurs
Musgrave MarketPlace continues to innovate by
re‑inventing ‘cash and carry’ with more fresh ranges,
locally-sourced products and new partnerships with
small, local suppliers through our Foodservice Academy.
In December 2016, we launched our redeveloped
Dublin MarketPlace outlet to much acclaim from the
city’s foodservice professionals. Benefitting from a
€2.2million upgrade, new and innovative in-store
features include free Wi-Fi, self-scan store entry and
touchscreens to enable easy access to hundreds of
new products and services. This includes a state-ofthe-art culinary theatre hosting tailored classes run
by expert chefs, aimed at creating menu solutions for
customers. At the same time, we have continued to
develop the Food Emporium concept, and in 2016 we
trialled the sale of foodservice equipment in selected
MarketPlace outlets. This has now been rolled out
across the brand, making Musgrave MarketPlace a
genuine ‘one-stop-shop’ for all food industry needs.

Food industry brands
have become increasingly
sophisticated storytellers and
communicators.
A good example of storytelling is Instagram, popular
amongst savvy foodies and chefs, which has made
visual design more important than ever. MarketPlace
leverages this important and evolving channel to
ramp up sales in support of the trend. Similarly, the
MarketPlace team now regularly hosts celebrity-led
Twitter tastings, again blending social media trends
with the changing needs of foodservice professionals
to bring new trends to market. These ‘virtual tastings’
regularly reach hundreds of thousands of followers,
with the event’s official hashtags trending number
one in Ireland. Our priority is to stay ahead of these
trends, and to offer what businesses need when they
need it.

Chipmongers is the newest brand in our ‘foodto-go’ offering – authentic fish and chip shops in
communities around Ireland. The Chipmongers menu
includes standard chip shop offerings, as well as items
like sweet potato fries and “lighter bites” designed
to take advantage of current trends. The brand has
a commitment to using sustainably-sourced fish
and quality ingredients, cooking fresh to order and
delivering excellent customer service. The first three
stores opened in November 2016, with more to follow
during 2017.

Traditional-style take-aways are the lifeblood of many communities
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FoodService Academy
Ten Irish food and drink companies joined the first
FoodService Academy in 2016, a new programme
run by Bord Bia and Musgrave MarketPlace. The
FoodService Academy builds on the Food Academy
model first established in 2013 as a joint initiative by
Musgrave, Bord Bia and the Local Enterprise Network
to harness the energy and passion of entrepreneurial
food producers from all over Ireland to develop in the
retail sector. FoodService Academy seeks to help small
Irish food and drink companies develop their business
in the foodservice market, commonly referred to as ‘out
of home food market’. The programme also aims to
help the companies achieve growth within Musgrave
MarketPlace’s foodservice business, which works with
more than 6,000 customers each week ranging from
hotels and restaurants to pubs and nursing homes.

MUSGRAVE GROUP PLC | Annual report & review 2016
In collaboration with Bord Bia, the Foodservice Academy offers major
opportunities for suppliers to grow sales in the sector

Building
Building
better brands
better brands

An exciting year ahead for Centra stores
Centra, Ireland’s number one convenience retailer is set to add 460 jobs to its network and
open 20 new stores in 2017. Through ‘Live Every Day’, Centra redefines convenience in
response to the changing consumer, introducing healthier convenient food ranges and new
in-store experiences to provide extensive choice and a leading food offering.
Current Centra Retail Council Chair, Gary Dunne, describes the exciting
initiatives for Centra stores over the next 12 months
“As Centra Retail Council Chairman 2017, I am in a unique position to work
with my colleagues throughout the Centra network side-by-side with our
close partners at Musgrave to ensure yet another year of strong growth
as we continue to build sustainable, profitable businesses throughout the
country. The level of innovation and expertise available to us has led to
the rapid adoption of new grab-and-go take-away selections, deli and hot
food counters, the enormously successful Frank and Honest take away
coffee stations, as well as new ambient ranges, ensuring we remain ahead
of our competition. Health remains high on the agenda and the launch
of #LiveEveryDay provides a fresh platform that meets and exceeds our customers expectations.
Supported by product and digital innovation the creativity of the initiative catapults our brand to a
new level –which we are all committed to leveraging for continued growth and development.
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El Super de la Frescura
Food leadership is at the heart of the continuing
success of our business in Spain, which is largely
concentrated in the Alicante and Tenerife regions
on the southeastern Costa Blanca. Our El Super de
la Frescura relaunch introduced a new convenience
concept in Spain, highlighting the benefits of enjoying
a healthy Mediterranean diet. In 2016 we opened
four new stores and rolled out the rebrand across an
additional eight stores. This focus on ‘Freshness in
every detail’ has already delivered a significant sales
uplift across the estate.
Food leadership in this market is about getting the
basics right – flawless execution, attention to detail
and availability and heavy investment in training and
the development of strong in-store teams.
The Dialprix Super Fresh convenience concept continues to be
rolled out throughout the Dialprix network

Compelling award-winning store designs and re-fits make our convenience stores increasingly
sustainable, reducing energy costs and improving the shopper experience. Meanwhile, we’ll continue
to deliver market-leading promotions, driven by shopper insight, available digitally and in-store and
supported by training and strategic business advice. Consumers have an appetite to support new,
exciting brands they can connect with and the Centra team has created a brand that achieves just
that. We are delighted to lead the way.”

A quality take‑away
coffee brand for
everyone everywhere
Our Frank and Honest artisan coffee brand is now
alive and brewing in more than 300 stores around
Ireland, with further rollout planned for 2017. The
feedback from shoppers and our retailers alike has
been fantastic, with the vast majority saying it’s the
best ‘on-the-go’ coffee in the Irish market. This is
reflected in the sales, with significant growth in
Centra’s hot beverages in 2016. Our vision is for
Frank and Honest to become the leading artisan
take‑away coffee brand in Ireland, making it possible
for people everywhere, not just in cities, to access
high quality take-away coffee.

Digital innovation on
our store shelves
Because technology can simplify and enhance the
shopping experience, we have embarked on a pilot
of electronic shelf labelling in our Glanmire SuperValu
store. This state-of-the-art wireless technology
enables retailers to instantly update content and
pricing on electronic signage anywhere in their
store. This aims to boost productivity within stores
by reducing the need to change paper labels, while
improving communications by allowing stores to
launch or amend promotions across every shelf-edge,
everywhere, in seconds.
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Electronic shelf labelling in SuperValu, Glanmire, Cork
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Frank and Honest: bringing artisan coffee to a wider audience
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Partnerships

Supporting entrepreneurial
partners, like-minded
businesses and vibrant
local communities
Partnership is integral to our business model and the success
of our brands. Our retail partners make our stores unique
destinations for local shoppers to enjoy every day
32
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Entrepreneurial, family-run and community-minded
retail partners are at the core of our business, and we
continue to invest in them and their stores. We know
that, without these dedicated local business people,
our brands would not thrive in their communities.
As a family-run business, we seek to work with and
support other family-run businesses and enrich
the local communities they work in across Ireland,
Northern Ireland and Spain.
We know that if we encourage local retail stores to
thrive, this ultimately has a positive impact on the
communities in which they are based, and this is
known as the local multiplier effect. For every €1
spent in a local business, 45 cents are reinvested
locally. For every €1 spent at a corporate chain, only
15 cents are reinvested locally.
Our business model reflects the fact that communities
in different geographical areas, even within a small
country like Ireland, can differ dramatically and every
day our retail partners are responding to this and
creating an experience for customers that is different
and better.
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Members of the Local Enterprise Network, Bord Bia and SuperValu Food Academy team pictured with Minister for Jobs, Enterprise and Innovation,
Mary Mitchell O’Connor TD and Food Academy participants

For our part, Musgrave delivers the sourcing, sales,
marketing and supply chain expertise to allow these
family-run businesses to compete, and win, against
international supermarket chains, as well as training,
financial advice and investment.

Our brands continue to
lead the market because our
retail partners have a unique
understanding of the needs of
their shoppers.
We are committed to actively supporting and
investing in each of the communities our partners
work, doing what we can to make the lives of local
people better.
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Partnerships

For example, Musgrave and our retail partners are
committed to an annual involvement in the TidyTowns
initiative. 2016 marked the 25th anniversary
of SuperValu’s sponsorship of the TidyTowns
competition; this is one of the longest running
sponsorships in Ireland.
We believe in the power and value of helping to
build vibrant local communities and TidyTowns
is a perfect partnership for SuperValu. With 221
stores nationwide, our retail partners are uniquely
positioned to work with TidyTowns committees to
help build and develop sustainable communities to
pass on to future generations.

Supplier partnerships
Developing meaningful and collaborative
relationships with food suppliers is key to providing
high quality products at competitive prices for our
customers. Our suppliers stay with us and in many
cases they have seen significant growth due to their
partnership with Musgrave brands.
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SuperValu’s Food Academy exemplifies our
commitment to seeking new partnerships with local,
often family-run entrepreneurial businesses, and now
our Foodservice Academy in Musgrave MarketPlace
is doing the same. We created Food Academy in

Partnerships

Food Academy

partnership with Bord Bia and the Local Enterprise
Network to nurture small businesses through their
journey from start-up to getting their products on
our shelves.

We have strong, long-standing
relationships with many of our
suppliers, some of which we have
maintained for several decades.
The Food Academy programme delivered retail
sales of €25 million in 2016 and has turned brands
such as The Happy Pear, Dr Coy’s and Strong Roots
into household names. At the same time, it offers
SuperValu shoppers a unique opportunity to choose
locally-sourced produce that simply can’t be found
elsewhere. According to the Department of Jobs,
Food Academy will also support 1,500 jobs in the year
ahead, contributing to the Irish economy as a whole.
The Foodservice Academy, which is still in its infancy,
is expected to make a similar contribution to the
economy, and support many more small, independent
business owners across Ireland, as well as the
communities in which they live and work.

Absolute Nutrition’s Joanne Davey believes paleo means stripping food back to its
natural form. No additives, no processing, just eating real natural fresh food

Food Academy was first established in 2013 as a
joint initiative by Musgrave, Bord Bia and the Local
Enterprise Network to harness the energy and passion
of entrepreneurial food producers from all over Ireland.
The programme, through its mentoring and hands on
approach, aims to nurture new start-ups in the food
and drink sector, focusing on areas such as business
planning, understanding consumer trends, raising
finance and product development. A key element of the
initiative is the opportunity given to participants to have
their products stocked in Musgrave retail outlets. To
date, almost 330 small food and drink producers have
made the breakthrough into the retail market and on to
the shelves of local SuperValu stores.

Absolute Nutrition
Dubliner Joanne Davey has created a range of
paleo, protein and energy treats and snacks from
her knowledge as a holistic nutritionist and her own
family recipes. Clean natural food with nothing added
but passion. Joanne has benefited from support
and training through the SuperValu Food Academy
programme.

“Food Academy provided me with the platform
and knowledge to grow my business and supply
stores and gyms across Leinster. Having founded
Absolute Nutrition in 2014, I now employ a
number of local people.”
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The Tipperary Kitchen
In 2014, the Tipperary Kitchen was inducted into the
Food Academy programme, with 12 SuperValu shops
stocking their Holycross Chocolate Biscuit Cake and
Marvellous Meringues.
Today you can find their products in more than 100
SuperValu stores as well as many other independent
fine food shops around Ireland. Brian and Ann Marie
take traditional recipes and, using local ingredients,
add their own innovative twist to create a range of
‘to die for’ products.

“We support our local economy wherever possible
and have developed professional relationships
with other Tipperary food businesses and
farmers. We believe both our business and our
county have so much to offer and we’re committed
to spreading the Tipperary love around Ireland.”
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MaryKate Mageean, Trading Manager, Musgrave at Bandon Vale Cheese, Cork. Equipped with eight state-of the art production lines and a purpose
built factory Bandon Vale provides Musgrave with quality Irish cheese requirements in all popular formats
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Tipperary Kitchen‘s major breakthrough came in 2014 when it was
selected to take part in the first Food Academy Programme

Partnerships

Supporting
next generation
entrepreneurs
2016 saw the announcement of Musgrave’s
sponsorship of the IGNITE Graduate Business
Innovation Programme, the nine-month business
incubation programme based at University College
Cork, which is aimed at nurturing, developing and
strengthening entrepreneurial potential among recent
graduates from any discipline, from any third level
institution in Ireland with a viable business idea.
Musgrave’s sponsorship will support the expansion of
the programme over the next number of years and
we are pleased to extend our support to graduate
entrepreneurs whose innovation and hard work will
be at the core of our future economic success. The
current programme sees 10 aspiring graduates working
on nine start-up businesses; and since its inception in
2010, IGNITE has seen 60 businesses, involving almost
80 individuals, complete the programme, many of
which are now trading internationally.
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Young entrepreneurs learning to positively change lives

Enactus Ireland is another initiative proudly supported
by Musgrave since 2011. This is a charitable
organisation which develops future talent by enabling
third level students to create, and implement, social
entrepreneurial projects which positively impact our
local and global communities. Alongside other Irish
businesses, Musgrave works with Enactus to mentor,
support and help nurture business leaders of the future.
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Our first shipment to China leaves Ireland

SuperValu in China
Exporting is one way we are able to expand and
grow our business, while remaining committed to our
values and brands. We are pleased to have recently
launched a shopfront for SuperValu products on the
Tmall Global e-commerce platform, after agreeing a
new business partnership with Alibaba Group. Tmall
Global is a shopping website for Chinese consumers

with a range of UK and European product offerings.
Our flagship SuperValu shopfront is the first Irish
retailer storefront on the platform. There is a growing
demand from Chinese consumers for western
products and quality grocery ingredients and we are
looking forward to exploring the new opportunities
which the growing Chinese market can offer.

Left to right: Dave O’Flynn, Head of Business Development, Musgrave; Breffney O’Dowling-Keane, FruitCubed CEO and IGNITE participant;
and Eamon Curtin, Director, IGNITE Graduate Business Innovation Programme. FruitCubed products are now stocked by SuperValu
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People

The destination place to work
At the heart of our business and our brands are our people
Our people are our greatest asset, they make
Musgrave a great place to work and in return we strive
to be the best place for them to work, grow and thrive.
As Ireland’s largest private sector employer, we are one
of very few Irish companies owned by its colleagues
and family shareholders. We create, develop and
operate some of Ireland’s leading innovative retail
and wholesale brands, which means a diversity of
opportunity, whether it’s sales and marketing, supply
chain, finance, IT or innovation.

We will continue to attract,
retain and develop the best
people to deliver our ambition.
We want to build an even better
Musgrave for current and
future generations.
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Attracting the right calibre of people is key to the
future of Musgrave. Our business is changing. Online
and mobile adoption is exponential, while shoppers
are shifting from simply browsing, to completing the
entire shopping journey on their mobile devices. On
the logistics side, the impact of the Internet of Things
and robotics will be transformational.

Famous
for people
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Colleagues on the Musgrave Graduate Programme which has a strong track record in developing talented leaders

Destination place to work
We are proud of how we nurture talent from an early
stage, providing opportunities for our people to build
and develop their careers with Musgrave. We look to
attract, recruit and retain outstanding individuals that
we can stretch, challenge and nurture and in return
we offer a rewarding career path and a supportive
working environment, looking after employee health
and well-being and delivering profits for the benefit

of all stakeholders. Our Graduate Programme
has a strong track record in developing talented
people who now occupy leadership roles within our
business. This has been made possible by evolving
our Graduate Programme to reflect the needs of
the individual and the business, ensuring strategic
alignment while creating an environment where our
graduates can develop and hone their professional
skills. Our Programme provides our graduates with
real hands-on experience, responsibility from the very
start and ready access to our management teams to
allow them to build a strong commercial sense for
the business as a whole. Our Programme provides
strong roots for our graduates to establish their
career purpose, branch out within our industry and to
flourish as ambassadors for Musgrave. We create the
experiences and supports for graduates to develop
their potential and in return we develop our talent
pipeline.

Training and development
Developing our people has always been important.
Over the last 12 months we have trained and
developed a pool of internal change facilitators across
our business as we continue to roll out the largest
people development initiative that the business
has ever seen. As a business we are committed to
developing high performing, innovative teams and
these facilitators will be the change agents who will
provide their colleagues with the tools they need to
make great things happen. The passion and belief
of these facilitators has been a driving force of this
transformation across the organisation and we have
already seen the positive results and new ways of
behaving, thinking and operating as a result.
We have extended this programme to our retail
partners and this has enabled ‘a new way of thinking’
which in turn has driven innovation and engagement
throughout our brands and our stores.
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People

People

Excellence in training

Retail training in
SuperValu and Centra
Investing in our partners
When we talk about ‘people’ that extends to our
dedicated and loyal retail partners and their network
of employees, as well as our trusted suppliers and
small family-run local producers.

Musgrave colleagues, Amanda, Charlene and Philip King and
Brenda, their Mum, who they nominated as their Musgrave Hero

Celebrating people
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In 2016 we celebrated our 140th anniversary and
the people that have made the company what
it is and continue to make it a success today.
Musgrave colleagues, past and present shared their
memories and stories via social media and internal
communication channels. A central part of the
campaign was our ‘Musgrave Heroes’ initiative which
invited colleagues to ‘gossip success’ and celebrate
their heroes. Hundreds of positive experiences were
shared, enriching our community of people and
creating great memories for current employees and
stakeholders. It emphasised our history and legacy,
our personality as a family business and a company
that people are proud to work for.

They are on the frontline every day, talking to
shoppers, offering advice on healthy eating, baking
fresh bread throughout the day, or delivering food
to peoples’ doors. We continue to invest in their
businesses and their training and development
because it sees beneficial returns for all.
Training empowers our people on the floor to be the
best they can be every day. A suite of training and
development programmes continues to be rolled out
to help advance the leadership and management skills
of store owners, managers and employees. Some
of the key retail training tools available to our retail
partners form our Food Hallmark Training Plan – a
blended approach comprising regional workshops,
in‑store visits from our sales and HR teams and
e-learning modules, our ICARE Service Excellence
Programme, our bespoke suite of e-learning modules
and our unique cultural change programme.

Entrepreneurial family-run
business owners are what make
our brands unique and trusted
by customers.
We understand the challenging retail environment and
our training programmes support the acquisition of
skills that can drive individuals, teams and businesses
forward on a path to growth. Growing Good Business
at Musgrave is a commitment to growth right across
the company, everybody is included as it is through
everyone working together that our business will
continue to develop and thrive.
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From case studies carried out in 2016 in SuperValu we know that using
retail training tools in the right way can increase average transactional
spend by 15% and has the potential to grow sales by 5% in-store. This is
why we are committed to working alongside our retailers to achieve and
maintain success.
Training is one of the ways to empower our people on the floor to be
the best they can be every day. One such example is SuperValu Cavan
where following a ‘Training Needs Analysis’ a training plan was devised
to address the difference between the existing store staff skills and
those needed to drive the store forward. By working together to apply
the training tools in the right way the store increased customer service
scores in their deli area by 41% to 99% and delivered sales growth of
16% for the full year, which was double the national average.
In partnership with our retailers we adopt a unique approach to training
and enablement, inspiring store teams to enjoy what they do and deliver
excellence and innovation to our shoppers in their everyday activities.

In-store retail training is a feature of our SuperValu
service to retailers

Training

Marta Hliwa, HR Business Partner
and Catherine Lambe, HR Director

Change management
We won the Irish Human Resources Champion
award 2017 for the best Change Management
Programme, an award related to the Change
Management People and Behaviours Strategy
delivered in MarketPlace Ballymun as part of the
Food Emporium concept. The Ballymun Food
Emporium launched with great success – made
possible by the team, who as a result of the
training and support it received through the
strategy, was empowered to participate fully in
this exciting new development.

We were delighted to win two important accolades at the
prestigious IITD National Training Awards. The first was
for the Best Leadership Development Initiative and relates
to the work we have been doing with our retail partners
on Breakthrough throughout 2016. The second award
was an individual award for Learning and Development
Professional of the Year and this was awarded to
Anne Rigney for her excellence in the field. This is a very
special award as it represents the views of the judges
having reviewed entries across 20 different categories and
several dozen organisations. Anne’s passion, commitment
and focus on delivering outcomes came through for the
judges in the same way we see internally on a daily basis.

Anne Rigney, Musgrave: IITD Learning and Development
MUSGRAVE
GROUP PLC | Annual report & review 2016
Professional of
the Year
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Sustainability

Building a long term,
sustainable business
for future generations
As our business grows, so too does our responsibility to create
sustainable growth, support local communities, reduce our impact
on the environment and champion independent businesses and
local suppliers
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Growing Good Business is all about sustainability
– the commitment to leave a positive and lasting
legacy for future generations. This means working
in partnership to develop highly successful brands
that achieve sustainable, profitable returns, enrich
everyday lives and contribute to a healthier, more
prosperous, environmentally-conscious society.
As a family business that thinks long term, sustainability
is hard‑wired in the DNA of Musgrave. It is rooted in
the foundations of our business, brought to life through
our brands and informs a unique way of working with
our retail partners, suppliers and colleagues.

Enriching
everyday lives
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In 2016 we donated the equivalent of €500,000 of surplus food product to Food Cloud for redistribution throughout the country

As Ireland’s largest private sector employer, feeding
one in three people in Ireland, we see it as an
opportunity to positively impact those within our
sphere of influence – our people, our partners and
shoppers. This is our sustainability strategy – to look
after ‘People, the Planet and Prosperity’.

We are proud that our sustainability credentials
have been recognised by a range of national and
global organisations. In 2016 we were re-certified
by Business in the Community Ireland (BITCI) with
the ‘Business Working Responsibly’ mark, firmly
establishing us as one of Ireland’s leading sustainable
companies, and recognising our commitment to
operating to the highest standards of business
excellence and to sharing best practice with the Irish
business community. The mark, based on ISO 26000
is valid for three years and is independently audited
by the National Standards Authority of Ireland (NSAI).
We were the first retail and wholesale company to
achieve the Bord Bia Origin Green Sustainability
Standard in 2016. Origin Green is the only
sustainability programme in the world that operates
on a national scale, uniting government, the private
sector and food producers and now, for the first time,
food retailers. The programme is an opportunity for
Musgrave to have our comprehensive sustainability
programme independently assessed and verified
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Sustainability
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•
•
•
•

climate change
sustainable sourcing and consumption
health and well-being; and
leadership in the community

We have taken these SDGs and put them at the
very core of our day-to-day business activities.
Our people, colleagues and our retail partners,
are committed to the delivery of these goals and
in doing so we aim to become a truly sustainable
business from the inside out.

Over the past 10 years our
business has grown by almost
50% and at the same time
our carbon footprint has
reduced by more than 50% in
absolute terms.

CO2 (kilotonnes)
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Our sustainability strategy continues to develop and
evolve. In 2015, following the publication of the
UN Sustainable Development Goals (SDGs), Musgrave
became one of the first companies globally to
embed these principles in our sustainability strategy.
Although each of the goals is important, to make
them practical for our people and effective in our
business we have chosen to focus specifically on nine
of the SDGs where we feel we have the opportunity
and responsibility to make the greatest impact and
where we can contribute to the advancement of the
global sustainable development agenda. These nine
areas have been grouped in four broad categories
that now drive our sustainability strategy:

Fleet emissions
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During 2016 we continued to make strong progress
in reducing our impacts. Clearly, the disposal of our
GB business accounts for a significant portion of the
overall reduction in our absolute emissions, however,
when we look at normalised metrics, the like-for-like
performance of the business is very robust.
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We continued to make progress in the area of
building energy management, where our energy
monitoring and targeting programmes have
continued to deliver efficiency improvements that
have led to a reduction in energy use of 15% per
square metre.
In the area of waste management, we achieved a
like-for-like reduction in total waste generation of
8.5% (34% when GB is included). We did see a 0.7%
decline in our recycling rate, which stands at 96.4%,
however, in the context of an overall reduction in total
waste, this is still an excellent result.
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We recognise climate change as one of the biggest
global challenges facing our world today. That’s why
we are committed to minimising the environmental
and climate change impacts of all our operations.
One example of how we are doing this is through our
focused policy of energy and waste reduction.
Since 2010, all of our facilities in Ireland have been
supplied with 100% green electricity and we have
extended the supply agreement to make green power
available to our colleagues and retail partners. We are
also making our facilities and buildings more energyefficient through our focus on energy monitoring and
targeting and through investment in new equipment
and technology.

Our focus on vehicle efficiency, route planning, driver
training and backhaul has enabled us to reduce our
carbon footprint per case shipped by 15.2%. On the
other hand, we did experience a 4.5% increase in
emissions per kilometre, but this is mainly as a result
of the removal of more efficient UK motorway mileage
following the sale of our GB operations. Like-for-like
emissions per kilometre were only 0.87% higher.

Total waste generation

kilotonnes

A sustainable business framework

Reducing our environmental impact

%

on behalf of Bord Bia, bringing valuable credibility
to our sustainability activities, while providing us
with an opportunity to stretch our ambitions and to
continuously challenge and improve our performance.

Sustainability
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As always, we know we have more to do but we are
pleased that as a result of our actions and whilst our
business continues to grow, we have continuously

We align our sustainability programme with the UN’s Sustainable
Development Goals

reduced our total carbon footprint to the point where
it is now half of what it was 10 years ago.

Sustainable sourcing
As we look to the future the world of food is changing
at a rapid pace. The consumer’s relationship with food
has changed. We are living in a world where complex
global issues affect food production, raising questions
about how we source, distribute and consume our food.
Musgrave’s Ethical Sourcing Policy, is based on the
10 principles of the UN Global Compact and forms
part of our standard commercial terms and conditions.
In our policy we commit to sourcing ethically and
sustainably, but also to source as much of our product
as possible from local suppliers. SuperValu alone
sources from 1,800 Irish suppliers – more than any
other grocery retailer in the Irish market.
That connection between food and local community
is fundamental to what we do, and it is in this area
that we have really successful initiatives in operation.
For example, Food Academy is a collaboration
between SuperValu, the Local Enterprise Network
and Bord Bia, designed to give small producers a
big opportunity to scale up sustainably. To date more
than 375 of these producers have their products on
our shelves and this has created over 1,100 local
jobs which will rise to over 1,500 in the next year.
Producers now have a further route to market by
being able to access more than 6,000 foodservice
customers through our FoodService Academy.
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Sustainability

Sustainability

Building sustainable vibrant
communities
Our partnership business model enables us to make
a real impact in communities through grassroots
projects carried out at a local level by our retail
partners. Our brands engage in a range of charitable
and community-focused projects. For example,
SuperValu’s 25-year sponsorship of the TidyTowns
competition inspires a huge amount of voluntary
effort in towns and villages across Ireland and not only
helps improve the environment in which local people
live, but helps cement community relations and build
pride in communities.
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Both SuperValu and Centra have extended their
commitment to the GAA in a partnership that,
over the last six years, has brought together our
commitment to healthy living with the GAA’s ongoing
contribution towards creating active communities.
In 2016 SuperValu’s ‘Kit for Kids’ reward scheme
was supported by more than 130 stores during the
summer and funded children’s sports kits, worth
€360,000 for 400 clubs in the country.
Our commitment to healthy living is in the context of
a situation in which the 2016 Healthy Living Survey
reports that one in four of our children in Ireland
is overweight or obese. We recognise that we are

at the very beginning of a journey to play our part
in addressing the issue of living healthily and our
Board is committed to putting health at the centre
of our business agenda. We have set ourselves
2020 goals which in the first instance are about
making healthy food more affordable while helping
consumers get on the road to better health. You
will have seen this come to life through our brand
campaigns like SuperValu’s Good Food Karma or
Centra’s Live Well.
For the third year running we are involved in
Feeding Ireland’s Future, a joint initiative between
the government and industry that supports young
unemployed people. More than 250 young
unemployed people participated in skills sessions and
development workshops run by Musgrave throughout
the country.
The initiative continues to go from strength to
strength with Youthreach education centres becoming
a beneficiary partner in 2016. More than 2,700 young
unemployed people have been offered skills sessions
from 37 companies to date, and as the largest private
employer in Ireland we are delighted to continue our
involvement with the programme.

For the past 25 years we’ve supported TidyTowns to make our communities better places to be

Linking corporate
strategy with local action
2016 marked the 25th anniversary of SuperValu’s
sponsorship of the TidyTowns competition. Now in
its 58th year, the competition is administered by the
Department of the Environment, Community and Local
Government and is a catalyst for voluntary activity and
community participation across the country.
Right from the start, the primary focus of TidyTowns
was to encourage communities to improve their local
environment and make their area a better place to
live, work and visit. The emphasis has always been on
participating rather than winning, as the very act of
taking part brought benefits to communities. And with
a focus on long term results rather than quick returns,
TidyTowns is not just a far-sighted initiative, but one
that is completely aligned with our values.

TidyTowns gives communities a vehicle to come
together to take ownership of their own locality and
effect positive change. It is impossible to accurately
estimate the number of people who have had some
involvement in TidyTowns, but it’s safe to say it has run
into the hundreds of thousands. And with hundreds
of stores nationwide, our retail partners are uniquely
positioned to work with TidyTowns committees to
build sustainable communities that we will be proud
to pass on to future generations.

Making an impact
In 2016, Musgrave CEO Chris Martin joined the Board
of Business in the Community Ireland (BITCI), a network
of 80 of Ireland’s top companies, working towards
one common goal: becoming the most responsible
and sustainable businesses possible. In March the
BITCI published the Business Impact Map, which
showcases the contribution BITCI member companies
have made to communities across Ireland. The direct
involvement of Musgrave with over 150 community
causes saw employees donate almost 2,600 voluntary
hours, supporting vital initiatives such as the Musgrave
Triathlon for Breakthrough Cancer Research, Irish
Autism Action, Our Lady’s Children’s Hospital Crumlin,
the Simon Communities of Ireland and the Irish Cancer
Society’s Action Breast Cancer Programme.
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SuperValu continued its commitment to ensuring great sporting occasions and participation
with the renewal of its sponsorship of GAA All Ireland Football Championship

Musgrave was reaccredited as a BITC member in 2016, reflecting our
commitment to being a responsible global citizen. Pictured L-R Maurice Pratt
BITCI, Chris Martin and An Tánaiste Frances Fitzgerald
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Summary
financial statements
Consolidated profit & loss account
Year ended
31 December
2016
Total

Continuing
operations

Discontinued
operations

Total

€m

€m

€m

€m

3,731.3

3,730.3

711.1

4,441.4

Cost of sales

(3,094.3)

(3,110.9)

(617.2)

(3,728.1)

Gross profit

637.0

619.4

93.9

713.3

Distribution costs

(420.3)

(433.3)

(78.6)

(511.9)

Administration expenses

(134.2)

(132.4)

(20.0)

(152.4)

Other operating income

12.6

7.5

19.6

27.1

Group operating profit

95.1

61.2

14.9

76.1

79.6

46.5

14.9

61.4

Notes

Group turnover
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Year ended 2 January 2016

Analysed as:
Group operating profit before
exceptional items

Supporting local
communities
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Pension gains – net

3

15.5

14.7

–

14.7

Group operating profit

2

95.1

61.2

14.9

76.1

Net interest payable

(6.6)

(8.4)

(0.2)

(8.6)

Profit on ordinary activities
before taxation*

88.5

52.8

14.7

67.5

Tax charge on profit on ordinary
activities

(8.8)

(9.6)

1.0

(8.6)

Profit for the financial year

79.7

43.2

15.7

58.9

* Profit before tax excluding pension gain is €73.0m
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Consolidated balance sheet

Consolidated cash flow statement
31 December
2016

2 January
2016

Notes 31 December
2016

2 January
2016

€m

€m

€m

€m

193.8

(48.1)

(9.4)

(4.6)

184.4

(52.7)

(62.1)

(63.6)

6.3

6.3

Fixed assets

Cash flows from operations

Intangible assets
Tangible assets

60.7

57.0

376.9

345.7

437.6

402.7

Current assets

Net cash generated from/(used in) operating activities
Cash flows from investing activities
Purchase of fixed assets

Stocks

137.1

134.2

Proceeds from the disposal of tangible assets

Debtors – amounts falling due within one year

436.4

443.6

Purchase of subsidiaries

(4.0)

(10.2)

20.2

28.8

Disposal of subsidiaries

(2.6)

55.8

203.3

192.6

Interest received

2.4

2.0

797.0

799.2

Net cash used in investing activities

(60.0)

(9.7)

(7.1)

(94.7)

(671.5)

Cash flows from financing activities

(593.6)

Dividends paid

(15.4)

(15.0)

(678.6)

(688.3)

Interest paid

(5.6)

(5.9)

Net current assets

118.4

110.9

Payments to acquire own shares

(3.1)

(4.3)

Other cashflows

(2.4)

1.1

Total assets less current liabilities

556.0

513.6

Net cash used in financing activities

(26.5)

(24.1)

Bank and other loans – amounts falling due after more than one year

(73.6)

(73.0)

Net increase/(decrease) in net cash

97.9

(86.5)

Other creditors – amounts falling due after more than one year

(14.1)

(14.5)

Opening net cash

23.4

109.9

Closing net cash

121.3

23.4

Debtors – amounts falling due after more than one year
Cash at bank and in hand

Bank overdrafts and loans – amounts falling due within one year
Other creditors – amounts falling due within one year
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Corporation tax paid

5

Provisions for liabilities
Pension liability
Net assets

(54.5)

(64.0)

(165.0)

(116.2)

248.8

245.9

34.0

34.0

Capital and reserves
Share capital, share premium and capital reserves

26.7

26.8

Profit and loss account

188.1

185.1

Equity shareholders’ funds

248.8

245.9

Revaluation and other reserves

On behalf of the Board
Chris Martin
Group Chief Executive Officer
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Tim Kenny
Group Finance Director
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Summary financial statements notes

1 Statement of compliance

4 Dividends

The Group’s reporting period ends on the Saturday closest to 31 December, being 31 December 2016 for the
current year (52 weeks) and 2 January 2016 for the prior year (53 weeks).
The financial statements have been prepared on a going concern basis and in accordance with Financial
Reporting Standard 102 “The Financial Reporting Standard applicable in the UK and Ireland” (“FRS 102”).
They are presented in in the currency units of the Republic of Ireland, the euro (€).

Dividends paid on ordinary shares:

2 Group operating profit

5 Cash flows from operations

Ordinary dividends of 27.5 cent (2015: 26.8 cent) per share

€m

€m

15.4

15.0

2 January
2016

2 January
2016

€m

31 December
2016

€m

€m

€m

277.4

336.2

Group operating profit

95.1

76.1

Depreciation and impairment of tangible assets

41.3

48.5

6.7

5.1

Depreciation and impairment of tangible assets

41.3

48.5

Amortisation of intangible assets

6.7

5.1

Operating lease expense

33.0

44.1

Loss/(profit) arising on disposal of tangible assets – net

1.1

(0.9)

(0.7)

(19.6)

(2.0)

(0.2)

4.6

4.6

46.3

(159.5)

1.4

(2.2)

193.8

(48.1)

Amortisation of intangible assets

52

2 January
2016

31 December
2016
Operating profit of the Group has been arrived at after charging:
Staff costs

31 December
2016

Operating lease income

(8.5)

(9.8)

Profit arising on disposal of subsidiaries

Surplus on revaluation of investment properties

(2.0)

(0.2)

Surplus on the revaluation of investment properties
Share-based payments charge
Net movement in working capital
Currency translation adjustment

3 Exceptional items
Exceptional items shown on the face of the profit and loss account:
31 December
2016

2 January
2016

€m

€m

Curtailment gains – defined benefit schemes

22.1

0.8

Settlement gains – defined benefit schemes

3.0

13.9

Employer special contribution – defined contribution schemes

(8.7)

–

Administration costs associated with pension change

(0.9)

–

15.5

14.7

Pension gains – net

During the year the Board decided to close both the Musgrave Limited ROI pension scheme and the NI pension
scheme to the future accrual of benefits due to the funding challenges facing these schemes. Exceptional pension
gains of €15.5 million (2015: €14.7 million) have been included on the face of the profit and loss account.
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Growing Good Business for 140 years

140
1876-2016
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Our values
Long term,
stable
relationships

Working hard

Not being
greedy

Honesty

Achievement

Musgrave Group plc
Musgrave House, Ballycurreen, Airport Road, Cork, Ireland, T12 TN99
Tel +353 (0)21 452 2100 • Email group@musgrave.ie • Follow Musgrave on LinkedIn and Twitter
www.musgravegroup.com

