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Morrisons has just opened its latest 
Market Kitchen concept, 
incorporating the offer into its 
supermarket in Birmingham’s 
Edgbaston. The format impresses 
across many aspects – here’s what 
we took from our visit.
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What is Stores in Focus?  

Stores in Focus is a new series of reports 
from Food Futures Insights, designed to 
keep you up to speed with the latest in 
global food format development. Our 
specialism lies at the cross-section of retail 
and food-to-go, so within this series you’ll 
see a focus on retail format developments 
that progress thinking and opportunity in the 
food-to-go space.  

We’ll also look at other related areas, not 
least food-for-later, and we’ll help you 
understand in retail formats how different 
categories fit together in-store.  

We’ll also cover food-to-go specialists 
format developments, as well the evolution 
of food halls and how food-for-now is 
evolving in travel locations.  

Who is this designed for - 
retailers or suppliers? 
Well both. And in fact, the growth of 
collaboration and partnerships between 
retailers and suppliers is one of our key trends 
in focus.  

If you’re involved in selling food-to-go, whether 
as a manufacturer or as a retailer, you’ll take 
huge value from both a trends and a format 
development perspective from this series. We’ll 
help you better understand format design 
development, food-to-go product placement 
in-store, mission-based merchandising, 
innovation in food-to-go specialists and food 
halls and how different models (such as 
counter-served, vending/ automated and grab 
& go) are developing. We’ll push your thinking, 
providing innovative forward-thinking examples 
to help you better understand what the future 
holds.   

How can I get more of the good 
stuff?  
You’ll get this report and a broader summary 
report for free this month. To get continuing 
access, you’ll need to subscribe. Sign up 
before 31 December 2020 to get our special 
introductory rate of £1,200 (+VAT) for our basic 
package of 12 issues in 2021. You’ll also get 4 
flagship store visit reports, like this one. If you 
sign up after that date, you’ll pay the standard 
rate of £1,800 (+ VAT) per year. Mail 
gavin@foodfuturesinsights.com to sign up. 

Want even more of the good stuff to 
help you gain further advantage in 
the food-to-go market? Get in touch 
about our food-to-go trends service, our 
safaris and our consultancy services, where 
you can use our expertise to help you target 
the right customers and food-to-go 
opportunity with the right solutions.
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What to learn from this 
store: 

•How food-to-go can be 
incorporated into an exis<ng 
supermarket 

•Which concepts are being 
priori<sed in UK food retail 
food-to-go development 

•How to approach a food-to-go 
project with the mindset of 
“how can we build on exis<ng 
capabili<es to develop a new 
food-to-go proposi<on?”.  
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Morrisons Market Kitchen development - Canning Town, 
London  

Morrisons has long had a focus on preparing food in-
store. And tradi<onally this strength came through in its 
Market Street concept, a selec<on of counters such as 
butchers, deli and fishmongers spread around the 
perimeter of the store, alongside the produce sec<on. 

The Market Kitchen project has seen a shiP in thinking 
around what this tradi<onal foodmaker posi<oning could 
deliver for the retailer, in an environment in which - aside 
from recent months - food-to-go has been an expanding 
part of the market. 

A new urban supermarket opened in London’s Canning 
Town in October 2020. The tradi<onal Market Street food 
counters were replaced by a series of food-for-now 
oriented counters, crossing a range of cuisines.  
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Morrisons Market Kitchen development - Piccadilly 
Gardens, Manchester 

If Canning Town was the prototype, Manchester Piccadilly 
Gardens  was the first test produc<on run for the new 
concept, given a makeover from front to back, to provide 
a different cuisine focus and a very different look and feel.  

Char + Smoke was introduced as the hero concept in the 
offer, but the fundamental broader differences were 
around a streeYood style look and feel, helping to reach 
new customers and new missions. This also fed through 
to a considerably evolved menu.  
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Introducing Market Kitchen Edgbaston:   
a new food-to-go benchmark in UK retail 

I’ve been privileged to see some great fusion formats 
globally, with the US, Canada, Ireland and the Netherlands 
among the leaders in this space. But up un<l now, there 
have been rela<vely few reference points in the UK, 
par<cularly from the UK’s biggest retailers. Don’t get me 
wrong, there have been some great ini<a<ves under way. 
But they’ve typically been about fi]ng food-to-go into 
retail, rather than aiming to create new food-to-go (or 
food-for-now) concepts, with a focus on fresh, service and 
quality located in prime spots in-store.  

Wegmans and Whole Foods Market are probably the US 
examples that have most renown, but there are many 
others in the same conversa<on including Fresh & 
SuperValu in Ireland, and Jumbo in the Netherlands.  
  
But not so many in the UK. Some counter led innova<ons 
have been constrained from the start, due to harder to 
access loca<ons at the rear of stores, replacing where now 
obsolete counters used to be. And even though both 
Waitrose and M&S have innovated in their counters and 
foodservice oriented developments, it’s been possible to 
see this as simply being a concept for upmarket shoppers 
in a premium store. ©Food Futures Insights 2020



Introducing Market Kitchen Edgbaston:   
a new food-to-go benchmark in UK retail 

Morrisons’ current approach changes all that.  Mass 
market appeal has long been part of the Morrisons’ DNA, 
alongside its food making creden<als. Both apply in equal 
measure in its Market Kitchen development. As does 
proposi<on breadth, with a range of counters mee<ng a 
variety of missions and day parts.  

You might say it’s early days to be so enthused about a 
concept, but having seen it working in a variety of other 
markets, the opportunity seems clear. And so too does 
Morrisons’ commitment to capturing a share of the food-
to-go market, which though diminished due to covid, 
retains aerac<ve longer term opportuni<es. And if it 
con<nues to make smart loca<onal choices (this store 
includes c. 20,000 students in its catchment), Market 
Kitchen will be successful, and on a na<onwide scale. So 
how has it been integrated into Edgbaston, and what will 
be the next steps, and the watch-outs for the business as 
it expands the concept further? 

©Food Futures Insights 2020



Points to 
learn from in 
Morrisons’ 
approach:
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It’s been given the 
right location in-store.  

The Market Kitchen counters are first 
in flow on entry to the store, in the 
traditional position of Morrisons 
Market Street.  With food-to-go being 
a swift mission, making the offer 
quick and easy to access should be 
an abiding principle in any concept 
creation.   
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Core back end 
foodservice principles 
have led to the 
creation of an 
impressive front end 
offer.  

A new team with extensive 
foodservice experience have been 
recruited to develop the proposition, 
and in turn the recruitment of 
specialist foodservice staff in-store 
has made it easier for the proposition 
to be service led from the start. 
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It takes learnings and 
successes from 
Manchester.   
The Char + Smoke concept is the 
hero of the offer, first in flow and 
supporting most of the Market 
Kitchen grab & go offer, as well as its 
own wrap-focused proposition. The 
protein (beef or chicken) / roasted 
vegetables lie at the fulcrum of this, 
offered in wrap, salad or ciabatta 
form. The Hot Pan has been 
transferred across, as have the 
learnings of which daily specials have 
worked best in Manchester. At the 
same time, there’s also a desire to 
localise –with the location being 
Birmingham, locally renowned balti 
was the dish of the day on our visit. ©Food Futures Insights 2020



New concepts have 
been introduced and 
tested here.  

Pizza and pasta counters, as well as 
a milkshake & waffle bar, have been 
debuted in this store.  Expect further 
concept development at forthcoming 
sites. 
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Delivery is part of the 
plan from the start.  
Never before has delivery been so 
important for any foodservice 
operation, and particularly where 
there is no dedicated seating area, as 
in this store, it becomes even more 
critical. But Morrisons has led with a 
focus on integration with Deliveroo 
from the start. Delivery has proved 
successful in Manchester, and early 
signs are very promising in 
Birmingham.  
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So what’s next? 
Work is under way on the next 
locaGon, in London, with 
further development in Leeds 
and Lincoln already in the 
pipeline. 

InnovaGon appears set to 
remain a core feature. 
Crucially, while the component 
parts will all work in mulGple 
locaGons, they won’t all work 
in all locaGons. Flexing the 
range of counters to reflect 
local store demographics and 
layouts/ space requirements 
will be important. 

  
TesGng seaGng.  
This poten<ally adds a 
whole new dimension to 
the offer, and opens it up to 
a whole new set of missions 
and customers. Ge]ng the 
look and feel of the sea<ng 
right will be important to 
maximise the opportunity 
however. Jumbo in the 
Netherlands is one retailer 
that has different zones 
within its sea<ng area to 
reflect different customer 
profiles. Similar principles 
may have relevance for 
Morrisons. 

  
More seasonal and 
weekly specials. A 
roast Sunday lunch is 
already being tested, 
calling on the core 
capabilities of the 
Char + Smoke unit to 
provide the 
foundation. There’s 
also likely to be a 
focus on testing more 
seasonal dishes – 
some for Christmas 
are already in the 
pipeline, while others – 
and potentially more 
seasonal inspired 
dishes – could be an 
opportunity for future 
development. 


  
Growing dine-in evening 
appeal.  
Linked to the above 
point, there’s no reason 
why the offer couldn’t 
become an evening 
des<na<on in its own 
right. However, few 
consumers right now 
ac<vely want to eat their 
dinner in a supermarket 
in the UK, so there will 
be work to do in crea<ng 
the right environment to 
achieve this.   
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In summary: 

A very positive step forward for 
Morrisons, which is rapidly developing 
a food skillset beyond retail that stands 
it in good stead in what will be a fast 
changing market. 


Continuing to innovate and evolve 
however will be key, with foodservice a 
more complex and more localised 
combination of art and science than 
retail. Local tailoring therefore, while 
appearing on the surface to be less 
efficient, may be the way to extract 
greatest benefit from the model in the 
longer term. While Morrisons will be 
keen to develop most of this 
themselves, it shouldn’t rule out 
partnering with others where this can 
deliver greater specialism and benefit.
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www.foodfuturesinsights.com      gavin@foodfuturesinsights.com        +44 (0)7803 663 601

As traditional boundaries between foodservice and retail blur, we 
help our clients to understand the future of the physical in-store 
environment, the growing role of food-to-go and food-for-later 
within them and how experiential, and solutions-oriented and a 
missions-based approach will drive the winning food formats of 
the future.  

You’ve probably worked out by now that we’re a bit different. And 
because of that we can help you stand out in a crowded market.  

Food Futures Insights is led by Gavin Rothwell, a leading 
European food-to-go and retail expert with over 15 years’ 
experience of helping businesses make better decisions to drive 
their food-to-go and retail strategies. 

The cross-section of food-to-go and retail is proving an increasingly 
compelling growth avenue.  

Let’s talk about the how and the why.
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