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ÅKey market facts and figures

ÅHelping consumers to choose cleaner, 

safer products

ÅPersonalisation of diet

ÅEducate, inspire and engage consumers

ÅConnectivity to maximise cost-conscious 

shopping

ÅConclusion

Todayôs presentation



3

Food scares, increased connectivity and personalisation of diet

Consumers 

mistrust the food 

industry

They have more 

information at 

their fingertips 

than ever before, 

via everyday 

connectivity

A need for diet 

personalisation

But also a need 

for education 

and guidance

+
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Multiple ways to instantly access informationé
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UK : continued double digit growth for online grocery shopping
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Almost half UK consumers shopped online for grocery in 2015
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Around a 1/3 are shopping more for grocery online
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Saving effort, time and money are seen as the key advantages to shop 

online

Saves effort bringing shopping home

The ability to shop 

whenever/wherever I want 

(eg. Using mobile, 24h...)

Itôs easier to stick to a 

budget than when shopping 

in-store

Saves time travelling 

to/from store

Takes less time to do a shop 

online (ie select items and 

pay) than in-store



9

In Europe, online grocery shopping is mainly driven by Millenials

I do more of my grocery shopping online -

% of respondents

ñI have ordered/order more subscription-

based  food and drink services - % of 

respondents

Grocery shopping habits  (2015 - Q4)
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Retailers experiment with smarter grocery shopping tools

the scanner is called Api 

and pairs with a userôs 

smartphone to allow 

them to compile 

shopping lists at home 

simply by scanning the 

barcodes

add items to their baskets 

simply by using the Pikit to 

scan a barcode. Users can 

also use the Pikitôsbuilt-in 

microphone to simply say the 

name of a product in order to 

add it to their basket.

The strapline reads ñThought it, Bought itòand 

showcases the speed of use. The ad depicts people 

spontaneously wanting to buy products, with the app 

allowing them to do so easily.

Swiss consumers will 

soon be able to order 

online groceries mid-

commute with 

óSpeedyShopô.


