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LONDON: British online food retailer Ocado yester-
day said first-half net losses deepened on heavy
investment made to help meet booming demand during
the pandemic. Losses after tax hit £77.8 million ($108
million, 91 million euros) in the first half of its financial
year or six months to May, Ocado said in a results
statement. That was worse than the £57.4 million loss
posted in the same period of 2020, when the COVID-
19 crisis erupted and sparked heightened demand for
online food supplies. However, Ocado added that earn-
ings before interest, taxes, depreciation and amortisa-
tion (EBITDA) more than tripled to £61 million in the
first half.

And sales surged 21.4 percent to £1.3 billion in the
reporting period, despite the easing of coronavirus
curbs in England since March. Ocado sells food via its
app and website under a tie-up with traditional high-
street retailer Marks & Spencer, and also sells its tech-
nology to supermarket firms around the world.

The company has ramped up investment in highly
automated customer fulfilment centres, as more people
switch to online grocery deliveries. “As we head
towards a post COVID-19 future, it is increasingly
clear that the landscape for grocery worldwide has
changed, for good,” said chief executive Tim Steiner.

“Over the last eighteen months, we have shown that
the Ocado model works even in the most challenging
and fluid of environments. “That ours is a proven mod-
el in online grocery has been again demonstrated by
the strong performance of Ocado Retail, the historic
core of the Ocado business, which has led the market
in customer experience, increasing sales by 20 percent
in the period, thanks to a significant increase in cus-
tomer numbers, while continuing to show sustainable
and industry-leading profitable growth.”

Ocado has signed a deal with Auchan to help devel-
op online activities of the French giant’s Spanish divi-
sion Alcampo, it added. — AFP

Ocado logs more losses despite 
pandemic sales boom   

More people switch to online grocery deliveries

No one expected a global pan-
demic to hit the world last
March to re-write how we get

information, how we entertain and
how we connect and do business.
Building a strong social professional
network as a human capital has nev-
er been more important than in
extraordinary times of a global crisis,
regulatory storm, fundamental mar-
ket changes and shrinking profes-
sional networks. 

The White report Global Limited
board was ahead of the curve last
January when they decided to devel-
op Mediaspace.global, the profes-
sional social network for the media,
marketing, tech and regulation indus-
try. Since the beta launch in May
2020, early adopters have joined
Mediaspace.global from 60+ coun-
tries across the globe, hundreds of
members attended Mediaspace’s
interactive online events and 100+
leaders, innovators and professional
influencers have shared their knowl-
edge and inspiration so far on the
exclusive Mediaspace Members’
Daily series.

Mediaspace.global celebrated its
first anniversary by holding a global
online networking event last month.
Mediaspace Founder, Kinga Incze
said:  ‘It’s amazing how global the
professional space has become with-
in a year due to the shift to digital.
The 60+ countries our members

come from gave us the idea and the
opportunity to start talking also to
regionally operating professional
communities who want to look
beyond their current circles. Let’s
admit that until now our industry has
been operating in quite a physical
manner and circles - it’s time to build
a global B2B space and Mediaspace
is going to lead the way.”

Mediaspace provides an inde-
pendent social platform, as well as
Members’ Daily Video interviews,
proprietary business intelligence
services, curated news and market
insights. Mediaspace started their

own online event series in
September - ‘Regulation Meets
Market & Innovation’.

The goal of the platform is to
break professional bubbles and
support collaboration, knowledge
sharing, business networking, as
well as to help professionals and
businesses find new opportunities
on a truly global market in the era of
social distancing.

Mediaspace have found a strate-
gic partner in the global
International Advert ising
Association. The collaboration start-
ed with Dagmara Szulce, Managing

Director based in New York and her
global team in Autumn 2020. Since
then, they launched a co-branded
“privacy law: need-to-know videos
for practitioners in 10 minutes”, held
common networking events online,
amongst other activities.

This partnership brings both par-
ties a greater influence to help tackle
the global crisis and industry chal-
lenges by the power of brands, com-
munication, professional networking,
collaboration and innovation.
Dagmara Szulce, Managing Director
of IAA said: ‘The role of communica-
tion and so the role of IAA is more

important than ever. This unprece-
dented global crisis makes us col-
laborate more, be more creative
and find new ways to transform our
industry for the better. The keep
changing consumer habits, techni-
cal developments and regulatory
frameworks bring continuous chal-
lenges and make thought leader-
ship crucial.”

She added: ‘We at IAA have the
power of the most influential brands
and have the knowledge to share it
widely - with more corporations,
SMEs and students globally, so they
can use the power of creativity,
advertising and communication to
grow. On this mission collaborating
with Mediaspace brings mutual bene-
fits to reaching out to more decision
makers and engage with them, while
also involving the next generation of
professionals.’ 

Walid Kanafani, Founder of
Beyond Consulting Services and
Chapter Leader at the International
Advertising Association is a well-con-
nected leader in the Middle East’s
media and ad industry, who started
to discuss collaboration opportunities
with Mediaspace Founder, Kinga
Incze around the 1st anniversary
after actively participating at network-
ing and knowledge sharing events.
Walid said: “I believe Mediaspace
can bring new business and profes-
sional collaboration opportunities for
our region in the media, marketing,
tech and regulatory space, as well as
industry solution exchanges because
a lot is happening everywhere. When
Kinga mentioned Mediaspace began
to think about connecting profession-
als among regions as everyone has
something valuable to share or sell to
other regions, I fully supported the
idea as I see the potential in it for all
parties. 

I encourage everyone to sign up to
Mediaspace.global, connect, join net-
working and interactive professional
events and benefit from this growing
global opportunity.”

LIVERPOOL: File photo taken on February 10, 2019 shows a delivery driver returning empty crates to his Ocado delivery
van after supplying to a residential address near Liverpool in north west England. — AFP

LuLu Hypermarket 
named among global 
retail powers
KUWAIT: LuLu Hypermarket, the leading retailer in
the region, has been named among the most powerful
retailers in the world. The latest ‘Global Power of
Retailing 2021’ list by international consultancy firm,
Deloitte, which ranks the world’s 250 most powerful
retailers, includes UAE-based retail giant, LuLu
Hypermarket.

LuLu Group, which operates hypermarkets and
superstores across 10 countries, posted $7.4 billion
revenues in the financial year ending 2019, achieving a
compound annual growth rate (CAGR) of 5 percent.
The Group has 210 retail outlets across the six-nation
Gulf Cooperation Council (GCC) states, as well as in
Egypt, India, Indonesia and Malaysia. 

The ‘Global Power of Retailing 2021’ list is led by US
giants, with Wal-Mart Stores at No.1 followed by
Amazon, Costco Wholesale Corp., Schwarz Group, and
The Kroger Co. among others. The total aggregate
retail revenue generated by the world’s top 250 retail-

ers amounted to $4.85 trillion, a 4.4 percent composite
year-over-year retail revenue growth.  The report also
highlights some of the key impacts of COVID-19 on
leading global retailers, including essential versus non-
essential retail, reduced demand, enforced store clo-
sure, travel bans and other preventive measures intro-
duced by governments. On the other hand, online
retailers have benefited from increased consumer aver-
sion to in-store shopping due to the pandemic crisis. 

However, leading retailers were able to capitalize on
the new consumer opportunities presented by the
pandemic, particularly online shopping and delivery
and were able to continue trading from their stores.
Since the start of the pandemic, LuLu Group has
opened 26 new hypermarkets and supermarkets,
including four e-commerce fulfillment centers across
the region. 

Commenting on the Group’s immediate future plans,
Chairman of Lulu Group, Yusuffali MA, said:  “No
doubt, these are very challenging times and we had to
delay our expansion plans last year due to lock-downs
and COVID-19 restrictions, but now we are fully back
on track to open 30 new hypermarkets and 10 e-com-
merce fulfillment centers in the GCC, Egypt and Far-
East by the end of this year. The upcoming Dubai
EXPO 2020 coupled with a fast-improving health and
safety situation is sure to boost the market sentiments
sooner rather than later.”


