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Introduction 

Changes in shopper attitudes and 
behaviours are approaching a 
tipping point: the combination of 
digital technologies, socio-economic 
shifts and evolving values are 
transforming the way we shop. 
 
The purpose of this report is to shed 
light on the changing shopper world and 
explore ways in which food and drink 
brands and retailers will need to adapt 
to succeed to meet evolving shopper 
needs and expectations. 
 
This report begins by exploring the 
broader trends shaping the shopper 
context and the way shoppers engage 
with the market place.  These include  
continued pressure on incomes, the on-
going importance of trust, transparency 
and value, and the increasingly 
important role mobile technologies are 
playing  in  shoppers’  lives.   
 
Given the speed of change in mobile 
technology, and potential impact on 
shopper behaviours, the prevalence of 
portable digital devices and in-store 
technologies is examined in more detail. 
Specifically, the impact of these 
technologies  and  devices  on  shoppers’  
changing path to purchase is explored.   

We are continuing to see a shift from a 
linear progression of awareness to 
purchase, to a complex set of 
interactions occurring through multiple 
channel and multiple retail and brand 
touch points. 
 
The main section of the report explores 
how  broader  changes  in  consumers’  
lives are interacting with other drivers to 
impact their needs and behaviours as 
shoppers. The Bord Bia Consumer 
Lifestyle Trends are used a lens to 
explore the implications of these 
changes in the shopper landscape for 
food and drink brands. 
 
Many opportunities are emerging to 
build deeper, more personalised and 
fulfilling engagements with shoppers, at 
the point of purchase and beyond. A key 
implication of this shift for both brands 
and retailers is the need to think outside 
the  confines  of  the  ‘bricks  and  mortar’  
store to build lasting relationships with 
today’s  shopper.   
  

Introduction 

For more information on this report or help 
in applying the findings to your business 

please contact: 
 

Information Services 
Tel: +353 1 668 5155 
Email: info@bordbia.ie 



What’s  shaping  the  evolving  shopper  
landscape? 

Change picture 
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The evolving path to purchase 

On-going financial pressures will 
continue to shape the mindset and 
behaviours of Irish and UK shoppers 
 
Despite signs of an emerging, but slow 
recovery in the Republic of Ireland 
(ROI) and the UK, the ongoing 
government focus on austerity 
measures will continue to have an 
impact on shoppers in the short to 
medium term. In both economies, price 
pressures remain despite falling 
inflation.  In addition, the underlying 
stagnation of wages means that real 
wages are rising at a slower rate.  
 
In March 2013, the average UK family 
disposable income was down 6.5% from 
the same period in 2012, at £144 a 
week. Though 2013 has brought modest 
rise in disposable incomes in ROI, over 
half of Irish homes are still forced to go 
into debt to pay essential household 
bills, while a similar amount have to 
borrow from friends or family – or spend 
their savings.  
 
For grocery shoppers, rising raw 
material and food prices will continue to 
put upward pressure on spending: 
According  to  the  Consumers’  Association  
of Ireland, the cost of a typical basket of 

groceries has increased by more than 
12% in the past two years. In GB, 
figures from the ONS suggest that food 
prices are rising more than three times 
faster  than  the  average  worker’s  pay.   
 
These pressures are impacting 
shoppers across the path to 
purchase, from increased research 
and planning pre-purchase, to 
choice of retailer and in-store 
behaviours. 
 
Before even entering a store, shoppers 
are pre-planning grocery purchases to a 
higher degree to manage tighter 
budgets:  In the UK, 67% of shoppers 
now plan most of their food and grocery 
shopping before they enter a store, up 
from 47% in 2008. This is driving the 
shift from impulse to planned spending 
and making it even more critical for 
brands and retailers to engage at the 
point of purchase.  
 
This sense of resourcefulness is 
reflected in their choice of grocery 
retailer: as price pressures remain, 
discount retailers continue to experience 
strong growth, particularly in ROI. 
According to Kantar Worldpanel, the 
long term trend towards discounter 

growth looks set to continue throughout 
2013 and 2014, with Aldi and Lidl now 
holding a combined share of 12% and 
5% of the grocery market in the ROI 
and UK respectively. 
 
 

 
 

Economic pressures will continue to dominate the Irish and 
UK shopper landscape 

Sources: The Journal, Feb 2013; IGD 2013, Kantar Worldpanel 2013 
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The evolving path to purchase 

Shopper missions are also changing 
in light of constrained incomes, 
though with different patterns being 
seen across ROI and the UK 
 
In Ireland, according to Kantar 
Worldpanel the value seeking mindset 
continues  to  shift  shoppers  into  ‘little  
and  often’  behaviours. The average 
frequency of grocery shop in 2013 has 
increased by 0.7% in Ireland since 
2011, and average spend per trip has 
only increased very marginally by 0.8% 
over the same period. 
 
In the UK, the pattern is different: 
according to recent ShopperVista 
research from retail analyst IGD, the 
frequency of total grocery shopping is 
relatively high, but rather than just 
buying a few items, more shoppers are 
doing their main shop more often.  
 
This is evidence of a new phenomenon – 
the  ‘mini-main  mission’.  IGD  suggests  
shoppers desire to find the best deals 
from different stores could mean they 
do their main grocery shopping more 
often. Ultimately, in both ROI and the 
UK, shoppers visiting stores more often, 
creates more opportunities for brand 
engagement. 

Many shoppers continue to rely on 
retailer promotions to secure better 
value 
 
2013 analysis from Kantar Worldpanel 
shows that retailer promotional activity 
has reached a high level where 
approximately 40% of what is sold in 
the UK, is on deal. Manufacturers and 
retailers are questioning the 
sustainability of promotions at this high 
level. There is a consensus that 
promotions cannot be reduced without 
impacting categories sales, however, 
analysts predict they will not be 
increased in the near-term future. 
 
With  stronger  focus  on  ‘shopping  
around’,  and increased competition 
through price matching, retailers are 
now focusing on retaining shopper 
spend.  
 
This means a renewed focus on 
couponing, such as Morrisons ‘spend  
£35 for 3 weeks and receive £10 off 
your fourth shop’  offer.  Shoppers are 
therefore unlikely to benefit from 
increased savings through promotions in 
2013/2014, instead they are likely to 
save through trading down to cheaper 
retailers, or cheaper products. 

 

Frequency of missions and choice of retailer reflect the on-
going economic reality 

Sources: The Journal, Feb 2013; IGD 2013, Kantar Worldpanel 
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The evolving path to purchase 

The rise of own-label continues to 
be dominant feature in both ROI 
and the UK, with greater 
sophistication in own brand 
propositions driving their continuing 
appeal 
 
According to Kantar Worldpanel, trading 
down will remain a key coping strategy 
for shoppers throughout 2013 and 
2014. This will continue to drive the 
growth of own-label. Declining growth in 
branded goods is particularly marked in 
ROI. In GB, though both own-label and 
branded goods show growth, own-label 
remains well ahead at 4.8% in the 12 
weeks ending March 2013, compared to 
branded at just 2.6%. 
 
Innovation in own-label propositions, 
improved quality and more 
sophisticated ranges are proving a 
winning strategy with shoppers. During 
the 2013 Grocer Own Label Awards Aldi 
won more prizes than any other retailer. 
 
In ROI, own-label offerings by discount 
retailers such as Aldi are particularly 
compelling because of the use of Irish 
producers and suppliers. In Superquinn, 
over 75% of grocery own label products 
are sourced from Irish producers. 

 
 
 
 
 

 
 

 
 

As savings through price promotions reach their peak, own 
label will continue to thrive  

Sources: Kantar Worldpanel 
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The evolving path to purchase 

Though value seeking dominates, broader lifestyle trends around 
the desire for convenience, trust and transparency are also 
shaping shopper behaviour  

Sources: Kantar Worldpanel 

Though value will continue to be 
critically important, more 
demanding shoppers are expecting 
brands and retailers to deliver on 
value whilst meeting expanding 
needs around convenience, quality 
and transparency 
 
Growing time pressures, changing 
working patterns and more time spent 
on-the-go means convenience continues 
to be a key driver of shopper choice.  
 
In  tough  economic  times,  ‘small  box’  
formats are strategically critical to 
growth for the top four UK retailers 
(Tesco,  Sainsbury’s,  Asda and 
Morrisons).  
 
The shift from hypermarkets to smaller 
formats reflects shoppers’  desire for 
improved access to grocery on their 
daily path: the number of small formats 
has grown by over 10% in the last two 
years and is expected to grow by almost 
12% in the next two years. Discounters 
are also entering the convenience 
battle, with Aldi having opening its first 
small format in North London in April 
2013.  
 
 

Shoppers are becoming more 
demanding of suppliers and 
retailers to demonstrate 
transparency to build trust  
The aftermath of the equine DNA 
scandal  challenged  shoppers’  trust  in  
retailers and manufactures in both ROI 
and the UK. For many, the issue 
highlighted potential weaknesses in 
supply chains and accelerated the 
existing trend around a desire to know 
and understand where food and drink 
comes from for reassurance around 
quality and integrity.  
 
The desire for transparency is extending 
across the path to purchase, with 
shoppers spending more time 
researching products before they buy, 
and increasingly, at the point of 
purchase. This is requiring greater 
control and openness around supply 
chains, and more effective 
communication around product 
provenance and origin.  
 
Local food will continue to hold strong 
appeal – particularly in ROI, as shoppers 
look closer to home for what they know 
and trust, in addition to supporting local 
suppliers and producers.  
 

One key macro driver – technology 
– has the potential to transform the 
way shopper needs are met around 
value, convenience, trust and 
transparency 
 
Whilst in many cases, the shopper 
landscape is becoming more challenging 
for brands and retailers, the increasingly 
pervasive role of technology in 
shoppers’  lives is creating new 
opportunities to meet their needs.  
 
The next section of this report delves 
deeper into the role that personal, 
portable and digital devices are having 
on shopper behaviours and new 
opportunities for brands to leverage this 
shift to build stronger, deeper emotional 
connections.  
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Looking ahead, the interaction between technology and broader 
consumer trends will create a tipping point in shopper behaviour 

The interaction between technology 
and broader consumer trends is 
leading to a tipping point in shopper 
behaviour, as personal, portable and 
digital devices reshape our 
interactions with each other and our 
environments 
 
The most visible and dynamic driver 
shaping the future shopper landscape is 
technology: specifically, the rise of 
digital devices such as smartphones and 
tablets. These devices are not only 
transforming the way we connect but 
also the way we interact with everything 
from media to grocery products. 
 
The falling cost and increasing 
capabilities of these devices continues 
to drive adoption: The boom in 
smartphones ownership shows no sign 
of abating, with three quarters of those 
in the UK projected to own such a  
device by 2015, up from 55% in 2012.  
 
This represents another 10 million 
smartphone owners in the next three 
years. By that time 25% of the UK 
population will also own a tablet. 
Penetration has been driven by falling 
prices, particularly for non-Apple 
products: Between Q2 of 2011 and Q2 

of 2012, the average price of a non-
Apple tablet fell by 14%, with iPads 
dropping by 3%. However, even this 
rate of growth is predicted to be 
eclipsed by Ireland, where smartphone 
ownership is expected to reach 90% by 
2015, with tablet ownership projected 
to reach 50% by 2015.  
 
New high speed networks will allow 
these devices to deliver content and 
enable connectively in 
unprecedented ways 
 
Supporting the growing use of devices 
for everything from shopping to 
engaging with content on the move, is 
the emergence of 4G networks. 4G 
networks are significant because they 
allow download speeds up to five times 
faster than 3G networks, and twice as 
fast upload speeds.  
 
Over the next few years, 4G Advanced 
(also know as LTE-Advanced) networks 
will offer download speeds ten times 
that of current 3G networks. 4G 
networks have been launched in the UK 
and are set for extensive rollout in 
Ireland in June 2013. 
 
The combination of ubiquitous devices 

and high speed networks will transform 
peoples’  expectation of better, faster 
and more seamless connections – not 
only within networks, but with the 
brands they buy. 
 

The evolving path to purchase 

Sources: KantarWorld Panel 2013, ZenithOptimedia 2013, Idealo 2012 

“The  mobile  internet  is  already  
changing the way consumers live their 
lives, and will do so even more with 
the growth of 4G. This offers an 
invaluable opportunity for brands to 
reach them throughout their day, 
whether they are on their way to work, 
relaxing at home, cooking dinner or on 
a trip around the shops.” 
 
Claire Spencer, Insights Director 
at UM London  
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Increasingly, this requires brands and retailers to develop a 
multi-channel approach 

The growth of multi-channel 
commerce is one of the most 
significant outcomes of the 
interaction between technology and 
shopper behaviour 
 
Online, mobile commerce and even 
social commerce are showing significant 
growth, facilitated by portable, handheld 
devices and speedier networks. 
 
Despite the on-going impact of the 
recession on bricks and mortar retailers, 
the number of Irish consumers buying 
online continues to grow, with more 
purchases being recorded across all 
major eCommerce categories.  
 
In 2012, 94% of all Irish consumers 
made a purchase online. While PCs 
remain the dominant device for online 
shopping, 16% of adults have used a 
tablet to purchase something online, 
and 22% have used a smartphone. 
 
A much higher number are using these 
devices to research products and 
services before they buy. 82% of Irish 
consumers have completed pre-
purchase research on their smartphone.  
 
The pattern is similar in the UK, with 

overall online sales forecast to reach 
£43bn by 2015. Mobile shopping, or m-
commerce, has already risen 55% in 
2013, compared to the first quarter of 
2012. Thanks to new 4G connections, it 
is estimated that the amount spent via 
m-commerce will now rise a further 
115% in the next 12 months. 
 
Social Commerce represents the 
next frontier in shopping 
 
The use of social networks for 
purchasing goods and services 
represents a significant opportunity for 
companies and brands. According to 
Gartner, 50% of all internet sales 
globally will take place via social media 
by 2015.  
 
The advantages of this new breed of 
commerce – particularly for small 
businesses and brands – is the relatively 
small amount of investment required to 
establish a presence on social media 
platforms and engage with a significant 
number of potential shoppers. A 
Facebook store can be useful first step 
into the world of e-commerce for a 
small business. 
 
 

 

The evolving path to purchase 

Sources: Deloitte 2013, Carat Ireland, Ecwid 2013 

“(In  Ireland)  online grocery sales 
have grown by 7.9% in the past 
year, compared with an annual in-
store growth of just 0.2%. With 
shoppers spending an average of 
€62 per trip on the internet 
compared with €22 in-store, online 
presents a key opportunity for the 
traditional  retailers.” 
 
David Berry, Commercial Director, Kantar 
Worldpanel, May 2013 
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The result is a path to purchase that has moved from a linear model 
to a multi-dimensional set of interactions and feedback 

The rise of multi-channel commerce 
and pervasive digital technologies  
means  shoppers’  path  to  purchase  is  
fundamentally shifting 
 
Shoppers no longer behave in the linear 
way they used to, progressing from 
awareness, through to consideration, 
selection and purchase – using well 
defined and understood channels.  
 
The oversimplified model of shopper 
behaviour characterised by a linear 
funnel no longer captures the 
complexity of the interactions involved 
in buying goods and services – including 
groceries. 
 
The purchase funnel has been replaced 
by  the  ‘purchase  fish’  (Chart  1),  which  
describes a complex set of feedback, 
involving product research, multi-
channel contact with the brand or 
retailer, followed by purchase, and 
ongoing consultation with an ever-
expanding group of peers, networks and 
other consumers. 
 
As we have seen, technology is playing 
a crucial role in facilitating many of 
these interactions and engagements. 
 

The evolving path to purchase 

Chart  1:  The  ‘purchase  fish’ 
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SUMMARY: The evolving path to purchase 

Summary: Impact of key drivers on the evolving path to 
purchase 

. 

Impact on shopper behaviour outside the store Impact on in-store needs and behaviours 

Continued 
economic 
pressure 

• Increased research pre-purchase and greater planning of 
grocery spend in advance  
 

• Choice of retailer shifting more strongly towards discounters 
 

• Mission frequency increasing in both ROI and GB and 
basket size 

 
• Intensified focus on value, in its broader sense 

 
• Shift to promotions that retain shopper spend 

 
• Continued growth of own label and pressure on 

brands 

Expanding 
needs 
around 
convenience 

• Influencing channel choice, rise of online grocery shopping 
and flexible fulfillment 
 

• Influencing choice of format and rise of small box 
convenience  formats  and  ‘on-the-go’  shopping  solutions 

• Growing need for improved ease of navigation in-
store 

Desire for 
transparency 
and 
openness 

• Confidence in larger retailers has been somewhat shaken. 
Oon-going importance of local retailers and smaller national 
chains 

• Importance of supply chain transparency in-store 
 

• Brand communication around origin, provenance 
and ingredients at point of purchase 

Proliferation 
of portable 
devices and 
expansion of 
4G networks 

• Created new brand connection points outside the physical 
in-store environment 
 

• Potential to transform shopper needs and engagement at 
multiple points in the shopper journey, from research and 
recommendation, to mobile purchasing and post purchase 
engagement 

• Potential to transform the shopper engagement 
in-store, including interaction with products and 
brands at shelf and real-time, location and 
shopper specific promotions. 



New points of connection 
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New points of connection 

Identifying new points of connection 
The next section of this report 
explores the way broader changes 
shaping  peoples’  lives  are  impacting  
their current and emerging needs 
and behaviours as shoppers. 
 
This analysis using the six Bord Bia 
Consumer Lifestyle trends as a lens to 
explore changes in shopper behaviour 
now and looking ahead.  
 
Taking each of the core trends in turn, 
the report explores the impact on 
shopper expectations, needs and 
behaviour, in addition to the ways 
brands and retailers are responding to 
meet these needs, in-store and beyond.  
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New points of connection 

Dynamism mapping: Which trends will be most dynamic 
in shaping shopper behaviour going forward? 

Dynamism in shaping 
shopper behaviour 

Potential impact on 
shopper behaviour 

HIGH 

LOW 

LOW 

HIGH 
The Consumer Lifestyle trends provide a lens 
through  which  broader  changes  in  peoples’  lives  
in ROI and the UK are impacting their attitudes 
and behaviours as shoppers.  
 
The dynamism axis reflects the relative speed at 
which a trend is shaping shopper needs and 
behaviours. Dynamism is also impacted by the 
speed with which other drivers, such as 
technological developments, will impact shopper 
expectations and enable retailers and brands to 
meet these needs more effectively.  
 
The axis around potential impact is the degree to 
which these trends are likely to lead to more 
fundamental or long-lasting changes in shopper 
needs and behaviours. 
 
Relatively more impactful trends are also likely 
to have relevance across multiple points across 
the shopper journey. These could impact retailer 
and channel choice, brand choice at the point of 
purchase, and brand engagement post-purchase 
(rather than just impacting choice at the point of 
purchase). 
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New points of connection 

Dynamism mapping: Which trends will be most dynamic 
in shaping shopper behaviour going forward? 

Dynamism in shaping shopper behaviour 

Potential impact on 
shopper behaviour 

HIGH 

LOW 

LOW 

HIGH 

For the purposes of this report, we 
will focus mainly on the trends 
experiencing the most dynamism, 
and with the most significant 
potential impact on shopper needs 
and behaviours in the short to 
medium term.  
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New points of connection 

Dynamism mapping: Which trends will be most dynamic 
in shaping shopper behaviour going forward? 

The most dynamic and potentially impactful trend will be Consumers in Control, as value (in its 
broadest sense) will continue to be a dominant driver of shopper behaviour. Sub trends with the 
most dynamism and potential impact: 
 
• Redefining value: Value  continues  to  dominate  shoppers’  mindset.    Brands  and  retailers  are  finding  

new ways to demonstrate and communicate value more effectively, offering shoppers more 
personalised value propositions. 
 

• Tangible benefits: Shoppers are increasingly looking to retailers and brands to demonstrate proof or 
demonstrations of tangible benefits and quality at point of purchase and point of use. 
 

• Counselled consumption: Shoppers are completing more research pre and even post purchase. New 
sources of detailed information on products, including peer to peer reviews can be accessed at the point 
of purchase, in real time.  

Fluid lives is highly dynamic and impactful based on the interaction between evolving needs 
around convenient (and increasingly, instant) access to goods and services, and technology. Sub 
trends with the most dynamism and potential impact: 
 
• Guided choices: Burgeoning choice and time/energy pressures means shoppers will value easy to 

navigate and intuitive retail environments alongside clear and compelling communication at the point of 
purchase to make optimum decisions. 
 

• Conveniently there: Evolutions in retail formats and channels, facilitated by technology, will drive 
seamless access to goods and services. Flexible formats and delivery will enable brands and retailers 
to position their products at the point of need. 
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New points of connection 

Dynamism mapping: Which trends will be most dynamic 
in shaping shopper behaviour going forward? 

Keeping it real will continue to have a significant impact on shopper choice of retailer and brands 
in-store. Sub trends with the most dynamism and potential impact: 
 
• Behind the scenes: Transparency will be a core value for shoppers going forward, as a mark of 

quality and trust. Packaging technologies and point of sale communications around products and 
supply chains will become critical in-store. 
 

• Passion for place: Linked  to  the  above,  shoppers’  interest  in  origin  will  continue  to  influence  choices.    
This is  as a way of securing quality and supporting local and national producers in difficult economic 
times. 
 

• Craftsmanship: Demonstrating craftsmanship at point of purchase and through in-store activities will 
become more important as shoppers become more discerning and look for tangible markers of 
freshness or quality.  
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New points of connection: Consumers in control 

“I  like  to  pursue  better  value,  to  help  maintain  my  
lifestyle  and  to  get  the  most  from  the  money  I  have” 

 Redefining value 
The deepening desire for good value 

beyond price alone 

Counselled consumption 
The rise of specialist advisers and 
peer reviews for all consumption 

matters 

Brand/ retailer points of connection Key sub trends impacting 
shaping shopper behaviour 

 Demonstrating brand value pre- and post 
purchase 

 Real time recommendations and reviews 
at the point of purchase 

 Offering personalised promotions, pricing 
and value propositions 
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New points of connection: Consumers in control 

In an on-going climate of price sensitivity, 
shoppers will increasingly look for food and 
drink brands to demonstrate the tangible 
value they offer. Brands are finding new 
ways of communicating their versatility and 
offering  ‘value  added’  benefits  to  shoppers  
both on-shelf and post-purchase. 

With increasing choice and pressure from 
retailers on shelf space, it is becoming more 
critical for food and drink brands to stand out to 
value conscious shoppers. Brands are finding new 
ways of demonstrating the versatility of their 
products and integrate themselves more closely 
into shoppers routines and lifestyles. Partnering 
with retailers offers the chance to use shopper 
preferences and data to make smart 
recommendations for product use based on 
individual needs.  

In-store, brands are experimenting with Near 
Field Communication on shelf that seamlessly 
transfers  product  recipes  and  other  ‘added  value’  
content to mobile devices. This enables shoppers 
to visualise potential uses before they make a 
purchase. New technologies such as augmented 
reality allow brands to attach content to physical 
products without the need to modify packaging or 
take up more shelf space. 

Brands are using these technologies to link 
shoppers to content that offers support at the 
point of use, such as understanding how to cook 
a product, assemble different ingredients or how 
to perform a tricky cookery technique.  

KEY TAKEOUT: 
Finding ways to demonstrate versatility and potential uses helps drive 

repeat purchase and demonstrates tangible value to shoppers with 
heightened price sensitivity 

Hellmann’s  worked with premium retailer St Marché in 
Brazil to encourage shoppers to use mayonnaise for 
more than just sandwiches. Software installed at till 
points recognised when shoppers bought Hellmann's 
mayonnaise and the other grocery products they were 
buying. It used this information to generate recipes 
that  combined  several  ingredients  from  shoppers’  
baskets, and print them out on the receipt. 
  

Tailored suggestions for product use at the till  

Demonstrating product versatility on-shelf 

Cream cheese brand Philadelphia has partnered with 
Blippar, an augmented reality platform provider to  

transform tubs of Philadelphia Cream Cheese. When 
the product is scanned with a mobile, shoppers can 

access videos of cookery tutorials that show the 
versatility of the product in cooking.   

Sub trend: Redefining value 

Demonstrating brand value pre and post purchase 



22 © 2013 Bord Bia, The Futures Company 

New points of connection: Consumers in control 

What does this mean for food and drink brands? 

• For food and drink brands, demonstrating versatility 
can drive use and ultimately repeat purchase. 
 

• Brands can achieve this in different ways, both at 
the point of purchase, and increasingly at the point 
of use, through: 
 

• Partnering with retailers to link shopper 
purchase patterns to tailored meal and recipe 
suggestions at the point of sale 

 
• Demonstrating new ways that products can be 

used that fit into shoppers existing routines or 
lifestyles 

 
• Finding ways of helping shoppers visualise 

potential product uses, before they make a 
purchase. This could be in-store signage or 
imagery of how ingredients could be used to 
cook meals from scratch or as part of a wider 
meal solution. 
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New points of connection: Consumers in control 

Sub trend: Redefining value 

Offering personalised promotions, pricing and value 
propositions 

Shoppers want to feel they are securing the 
very best deal they can, every time they 
shop. Growing expectations around 
personalisation of offers mean more will be 
looking for reassurance that they are 
getting a uniquely good deal, shaped around 
their needs and preferences 

The  ‘one  size  fits  all’  approach  to  promotions,  
and increasing, pricing, is beginning to shift as 
brands and retailers understand that each 
shoppers’  value  equation  may  be  different  from  
the next. Shopping around for the best deal 
remains a key strategy, but it takes time. 
Traditional  forms  of  ‘coupon  cutting’  are  being  
replaced with coupons at shelf and increasingly, 
on mobiles. 

A more sophisticated understanding of shopper 
behaviours is enabling personalised promotions, 
coupons and even pricing based on purchase 
history or preferences. This is also enabling 
streamlined service or priority benefits to be 
delivered in-store to loyal shoppers.  

These programmes are win-win: In return for a 
personalised, better deal shoppers provide 
brands and retailers with real time information 
on their behaviour and preferences that can be 
invaluable for building stronger relationship and 
engagement with shoppers in the long term.  

 

 

KEY TAKEOUT: 
‘Coupon  cutting’  is  being  replaced  with  targeted  offers  at  the  point  purchase,  

and, increasingly, time and location specific pricing or vouchers based on 
individual shopper preferences.  

Offering coupons on fixture for easier savings 

Personalised pricing and benefits 

The retailer Safeway has partnered with a 
number of big brands to offer shoppers 

personalised pricing on items based on their 
shopping habits. The mobile app offers 

uniquely determined pricing on specific brands 
based on past purchase history and the 
shopping list uploaded by the shopper. 

Personal prices are applied at the checkout. 

US retailer Publix has small coupon printers located 
on-shelf, offering a deal related to a particular 
product or brand. From the shopper perspective, it is 
quite compelling. Shoppers take a coupon to see 
whether the deal is good or not, even for items they 
would otherwise have no intention of purchasing. As  
they are presented with the coupon at the fixture, it 
is more likely to influence their decision making. 
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New points of connection: Consumers in control 

What does this mean for food and drink brands? 

• The nature of promotions is changing. For brands 
and retailers, access to increasing volumes of 
individual shopper data around preferences and 
spending patterns is enabling much more targeted 
value propositions. 

 
• This  could  reshape  the  notion  of  ‘shopping  on  

promotion’  allowing  food  and  drink  brands  to  be  
more targeted in how and where they deliver certain 
deals. 
 

• Exploring ways of using mobile devices to deliver 
personalised offers allows brands to collect low cost, 
accurate and real time data on spending patterns, 
and allows tracking of other media channels used to 
deliver coupons. 
 

• For food and drink brands, offering personalised, 
tailored and location sensitive offers both in-aisle 
and on-the-move can boost loyalty and more 
effectively manage demand at different times of the 
day. 
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New points of connection: Consumers in control 

Sub trend: Counselled consumption 

Enabling research and recommendation at the point 
of purchase 

As shoppers approach purchases with more 
caution and are faced with increasing 
choice, they are tapping into new sources 
and channels for reviews, recommendations  
and advice, in real-time, at the point of 
purchase. 
 

Shoppers will continue to turn to both experts 
and peers to inform their purchase choices. 
Mobile devices are significantly reshaping how 
shoppers research products and increasingly 
make choices at the point of purchase.  

Food and drink brands are finding new ways of 
communicating shopper reviews, or even 
detailed product information, on-shelf. In the 
absence of a product expert in-store, digital 
signage now allows expert knowledge to be tied 
to products and easily updated.  

Emerging mobile apps will enable an array of 
information on brands to be drawn from multiple 
sources such as social media platforms, and 
online reviews, aggregated and delivered to a 
mobile device simply by scanning a product 
barcode or shelf. 

Location based applications are now enabling 
shoppers to receive tailored recommendations, 
guidance and advice from intermediaries and 
peers based on their location and preferences.  

French hypermarket chain E.Leclerc has installed 
300,000 new LCD tags in 10 stores and plans to 
deploy a total of two million tags by the end of 
2013. These digital on-shelf displays allow 
shoppers to read product reviews from other 
shoppers and product details as they make their 
decisions. CEO of Altierre, the company behind 
the signs says "This is like having a salesman by 
every  product”. 
 
  

Shopper reviews and expert knowledge on-shelf 

Beer app Untapped allows beer lovers 
to locate nearby craft beers based on 
their location, personal preferences, 

and real time reviews posted by their 
friends and networks. It also allows 

members to post requests for 
recommendations or advice to others 

for real time guidance.   

Tailored, real time reviews based on personal profiles  

KEY TAKEOUT:  
The range of sources shoppers are turning to for advice pre-purchase is 

expanding, making it critical for food and drink brands to have a voice and 
presence in these channels and networks  
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New points of connection: Consumers in control 

What does this mean for food and drink brands?  

 
• As the link between awareness, consideration and 

purchase becomes less well defined, food and drink 
brands must be aware of the channels in which 
shoppers are talking about them, and sharing their 
opinions with others. 

 
• Brands need to ensure they have an active presence 

in these channels – less to shape conversations 
around their brand, but rather to ensure they are 
providing shoppers with the information they need 
to make more informed choices.  
 

• Connecting shoppers with existing brand advocates 
could be a powerful way of driving trial and 
engagement, and for spreading positive word of 
mouth 
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“I  am  looking  for  products  and  brands  that  are  real,  
authentic and honest, because I know I can trust 

what's  in  them  and  where  they  come  from” 
 

Behind the scenes 
Transparency as a mark of quality 

and trust 

Craftsmanship 
Rising interest in the people and 

artisan skills behind products 

Brand/ retailer points of connection Key sub trends impacting 
shaping shopper behaviour 

 Building trust through openness and 
transparency 

 Showcasing skills and craftsmanship at 
the point of purchase 

 Championing origin and local produce in-
store 

New points of connection: Keeping it real 

Passion for place 
Growing interest in origin as a mark 

of quality and authenticity 
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Sub trend: Behind the scenes 

Building trust through greater transparency  

New points of connection: Keeping it real 

In a climate of falling trust and growing 
scepticism around the credential and claims 
made by food and drink brands, shoppers 
are placing growing value on brand 
openness and transparency at the point of 
purchase.  

 

Shoppers continue to look for reassurance from 
brands on many levels: from the value they 
deliver, to transparency around sourcing, 
ingredients and processes. This is particularly 
true in ROI and the UK following the equine DNA 
scandal and the impact this had on shopper 
confidence in both manufactures and retailers. 

It is increasingly possible to demonstrate 
transparency to build trust at the point of 
purchase using new technologies such as 
augmented reality and crowd-source applications. 
Mobile phone cameras and augmented reality 
utility applications can alleviate limited space on 
shelf and provide information to shoppers on 
everything from detailed supply chain logistics to 
ethical and environmental credentials. 

The combination of technologies such as GPS and 
augmented reality is giving brands the power to 
deliver unprecedented levels of detailed 
information around individual products in real 
time. This could redefine shoppers expectations 
around the information available at the point of 
purchase. 

 

 

KEY TAKEOUT:  
Technology will transform the degree of transparency shoppers can 

experience at-shelf, placing the onus firmly on brands to take control over 
supply chains and ingredient sourcing  

McDonalds in Australia have responded to concern 
around  how  ‘real’  their  food  is  by  launching  the  

TrackMyMac app. When a customer holds their phone 
in front of their meal, image recognition technology 

recognises the product, GPS identifies exactly the 
restaurant they are in and the date and time. This 

links  to  McDonalds’  real  time  supply  global  chain  and  
generates specific augmented reality content that 

explains the exact ingredients in that specific meal, 
and showcases the individual suppliers and growers it 

came from. 

The GoodGuide has become the world's largest 
and most reliable source of information on the 
health, environmental, and social impacts of 
consumer products. Shoppers simply open the 
app and scan the barcode of a product to 
receive ratings based on the safety and 
credentials of its ingredients and supply chain. 
The database contains over 120,000 products. 
 
  Visibility of real-time supply chain for individual products 

Comprehensive transparency around social and environmental 
credentials at the point of purchase 
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What does this mean for food and drink brands? 

New points of connection: Keeping it real 

• Digital portable devices, new apps and location 
based technologies are allowing food and drink 
brands to take product transparency to a new level 
in-store. 
 

• The ability to embed information on shelf signage or 
into product packaging can be leveraged by brands 
to overcome shrinking shelf or signage space to: 
 
• Communicate detailed information around 

product provenance, origin or supply chain 
details to provide reassurance 

• Communicate real consumer reviews that 
demonstrates honesty and openness 

 
• Working with suppliers to link up real-time supply 

chain information with location based technologies 
allows brands to provide shoppers with individual 
product specific information for unprecedented 
transparency in real time. 
 

• However, to be done effectively, this level of 
transparency requires close collaboration across the 
supply chain. 
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New points of connection: Keeping it real 

Sub trend: Craftsmanship 

Showcasing skills and craftsmanship at the point 
of purchase 

Showcasing skills and craftsmanship in-store 
has become a key way for food and drink 
brands and retailers to build stronger 
emotional connections with shoppers, and to 
demonstrate quality and expertise.  

Artisan food and drink continues to hold strong 
appeal for shoppers with growing food 
sophistication and knowledge. Brand packaging 
and broader messaging will remain a critical way 
of communicating the skill and craft behind 
products, such as showcasing producers on 
labelling. However, the importance of retail and 
in-store environments looks set to grow.  

For retailers, the physical layout of the store that 
makes certain processes and people visible (such 
as an in-store baker or butcher) increases 
shopper perceptions of quality and skill. It also 
serves  to  create  a  positive  ‘halo  effect’  around  
broader categories in-store.  

Showcasing craftsmanship or artisan producers 
in-store through shelf edge stickers, signage and 
banners is a low-cost but effective way of 
delivering the message to shoppers.  

Looking ahead, mobile technologies will allow 
food and drink brands and retailers to connect 
shoppers more effectively to individual artisans 
and craftsmen. 

KEY TAKEOUT:  
The in-store environment will become a more important vehicle for 

communicating skills and craftsmanship – with a particular advantage 
over other channels, to build emotional engagement with shoppers 

In January 2013, SuperValu launched 
Ireland’s  first  mobile  shopping  app  for  more  

convenient grocery ordering. As well as 
ordering via mobile, the app allows shoppers 
to send personal messages to the butcher in 
their local SuperValu store to specify exactly 
how they want their meat cut and prepared. 

It is then delivered to their door. 

Morrison’s  new  concept  store  in  St  Alban’s,  
London, has a strong focus on showcasing in-
store craftmanship, such as show sushi being 
hand rolled and offering high quality patisserie 
hand made in-store. Above their patisserie 
counter is a sign that reads "It's the way our 
bakers roll that make the difference", with the 
emphasis on skill. Signage also emphasises 
that the cakes are a hand-finished. 

Providing access to the artisans  

Emphasising the skill of employees in-store 
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What does this mean for food and drink brands? 

New points of connection: Keeping it real 

• The in-store environment is the perfect way for food 
and drink brands to showcase skills and 
craftsmanship and reinforce the positive food values 
already being communicated through packaging 
cues. 
 

• Working with retailers to go beyond simple signage 
and point of sale communication to really bring the 
sense of artisan skill to life is critical – this could be 
achieved through partnering to offer in-store  ‘meet  
&  greets’  to  bring  producers  or  artisans  to  the  
shopper. 
 

• Considering whether certain aspects of a product 
could  be  ‘hand  assembled’  or  ‘hand  finished’  in  store  
could reinforce a sense of craftsmanship. 
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New points of connection: Keeping it real 

Sub trend: Passion for place 

Championing origin and local produce in-store 

Locally sourced food and drink will hold 
growing appeal to shoppers, particularly in 
ROI, as a sign of quality and freshness, and 
as a way to support local producers in 
difficult times.  

 

The rising importance of local food and produce 
will continue to be a key way for large retailers to 
build stronger emotional connections with 
shoppers, and to support the communities in 
which they operate. 

Shoppers can be engaged at different stages of 
the process, from working with retailers to 
identify the local products they want to see on 
the shelves, to getting involved in local food 
tastings and festivals in-store that champion 
origin and local produce.  

Local food and drink brands will need to continue 
to be innovative and proactive to gain the 
attention of retailers, but can contribute to a 
broader  positive  ‘halo’  effect  more  broadly  across  
a store.  

Communication around origin and locality on-
shelf and at point of sale will continue to be 
important, but more could be done to leverage 
the advantages of the physical in-store 
environment to bring local food to life.  

 

KEY TAKEOUT:  
Locally sourced food and drink will continue to hold strong appeal for 
shoppers. Smaller brands will need to focus on communicating the 

tangible benefits associated with localness to stand out in an increasingly 
competitive environment 

Rouses Markets in Louisiana, USA, is a family-
owned chain with a strong emphasis on native 

culture and cuisine.  A recent in-store 
campaign featured a chef creating dishes 

‘inspired’  by  local  products  and  ingredients,  
including Gulf shrimp and homegrown brands 

like Abita beer, and encourages shoppers to 
participate in tastings.  

Danish supermarket SuperBrugsen has a form 
that lets shoppers suggest local products they 
would like to see on shelf. The idea not only 
determines the real-time product demand, but 
also creates a good opportunity to help out 
local businesses, as well as the national 
economy.  
 
 
  

Crowd sourcing shopper views on local food 

Championing local ingredients in-store 



33 © 2013 Bord Bia, The Futures Company 

What does this mean for food and drink brands? 

New points of connection: Keeping it real 

• The physical store environment offers local food and 
drink brands an advantage over other channels 
(such as online) where shoppers sense of 
remoteness from the products they buy is 
potentially greater. 
 

• Brand should consider how to work with retailers to 
make the most of this opportunity, i.e., by using in-
store chefs to create dishes based on local 
ingredients, to create theatre and excitement 
around local produce in-store. 

 
• There will continue to be significant traction for local 

and national food and drink brands in-store, though 
as competition intensifies, the challenge will be 
securing shelf space from retailers. 
 

• Offering a number of products in a range based on 
local ingredients or processes can hold more appeal 
to both shoppers and retailers (compared to a single 
stand alone product). 
 

• Tapping into broader cues associated with localness, 
such as quality and freshness will help strengthen 
local brand messages to shoppers. 
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New points of connection: Fluid lives 

“I  want  to  manage  my  busy  life  and  make  sure  that  I  
am  at  my  best  for  whatever  the  day  presents” 

Conveniently there 
Improved convenience and portability 

Brand/ retailer points of connection Key sub trends impacting 
shaping shopper behaviour 

 Connecting with shoppers on their daily 
path 

Guided choice 
Ways to make good choices more 

quickly and easily 

 Enabling flexible fulfillment and delivery 
at the point of need 

Optimising shopper choices in store 
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Sub trend: Conveniently there 

Enabling flexible fulfilment and delivery at the 
point of need 

Food and drink brands and retailers are 
increasingly responding to shoppers need for 
flexibility by offering new channels and 
forms of fulfilment to streamline access. 
New business models offer the opportunity 
for brands to connect directly with shoppers, 
bypassing the retailer entirely. 

 
Time pressured shoppers are demanding retailers 
and brands offer them the greatest flexibility to 
access their products in a way that suits them. 
This requires a more sophisticated understanding 
of needs and preferences, and greater flexibility 
to think outside the constraints of traditional 
‘bricks  and  mortar’  stores  as  a  way  of  getting  
products to shoppers.  
 
For retailers, this will require new ways to fulfill 
shopping orders, such as Click and Collect 
schemes, or partnerships like that between 
Amazon and the Co-op enabling grocery shoppers 
to pick up Amazon purchase in-store.   
 
For brands, new models that eliminate the 
retailer  entirely  such  as  ‘direct  to  consumer’  will  
become more prevalent. Taking this a step 
further, finding the shopper at their point of need 
and getting a product to them will offer the 
ultimate in flexibility. Again, this requires both 
brands and retailers to think outside the 
established role of the physical store as a way of 
connecting with shoppers.  

 

 

KEY TAKEOUT:  
Flexibility is becoming a key requirement for shoppers as they move into 

multiple channels. This requires both brands and retailers to be more 
responsive to meet different needs around flexible fulfillment across 

different channels. 

 
 
  

New channels for brand access and delivery 

Continued  rise  of  ‘Click  and  Collect’  grocery  model 

New points of connection: Fluid lives 

Water brand Evian is introducing a new Wi-Fi- 
enabled digital device that attaches to a 

refrigerator. Speedy home delivery of water 
can be ordered at a single push of the button. 
The magnet will be distributed to the service's 
most loyal users next year, who will be able to 

use it to place orders and schedule deliveries 
without ever having to fire up a computer or 

launch a smartphone app.   

‘Click  and  collect’  continues  to  grow  in  popularity  
amongst Irish grocery shoppers, giving them the 
opportunity to buy shopping online and pick it up at 
a convenient location. Retailer Musgrave is looking 
at leveraging its central locations to provide a pick 
up point for customers ordering from other 
retailers. 
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New points of connection: Fluid lives 

What does this mean for food and drink brands? 

• As the shopper mindset continues to expand beyond 
physical stores, it is becoming critical for food and 
drink brands to respond with flexibility. 
 

• Collaborating with retailers will be important as 
supply chains will need to become more flexible and 
responsive to shoppers needs. 
 

• New models of ordering or delivery that sidestep 
intermediaries provide an opportunity for food and 
drink brands themselves to build deeper 
relationships with shoppers – but does require well 
developed distribution networks. 
 

• The new frontier in true convenience will see 
shoppers demanding that products and brands come 
to them, at the point of need, requiring even greater 
responsiveness even pre-emption  of  shoppers’  
needs. 
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Sub trend: Conveniently there 

Connecting with shoppers on their daily path 

The non-linear path to purchase means 
shoppers are interacting with food and drink 
brands and retailers at multiple points and 
locations outside the physical store 
environment 

 

To  truly  meet  the  needs  of  tomorrows’  shopper,  
brands will need to locate themselves on their 
daily path. As mobile technologies play a more 
significant  role  in  shoppers’  lives,  the  expectation  
of convenient, and increasingly, instant access to 
brands and retailers will rise. 

This is creating multiple new engagement points 
for brands to connect with shoppers outside the 
store. New formats, such as pop-up food and 
drink stores, or vending machines are a 
compelling way to build excitement around a 
brand and improve access. 

Looking ahead, virtual stores that allow 
purchases to be made by scanning an image of a 
product or a QR code will make it possible for 
brands to connect with shoppers wherever they 
are.  

 

 

 

KEY TAKEOUT:  
Looking ahead, almost any location has the potential to be 

transformed into a retail outlet, as the boundaries of the physical 
store continue to expand. 

 
 
  

Virtual supermarkets on-the-go 

New points of connection: Fluid lives 

Tesco  is  trialing  the  UK’s  first  virtual  grocery  store  
at Gatwick airport. Shoppers (and travellers) scan 
virtual product shelves with their mobile, allowing 
to place orders and have their shopping delivered at 
home on the day they return from their holiday. In 
the UK, nearly one in seven online grocery orders 
involve the use of a smartphone – such as an 
iPhone or Android device. 

Bos Iced Tea have launched the world's first 
Tweet activated vending machine in Wembley 
Square  in  Cape  Town.  It  connects  to  Twitter’s  

streaming API, registers the configured hashtag 
as a filter, and then all tweets containing the 

hashtag are streamed to the  machine. The 
machine then checks every  Tweet’s  location  

settings, compared those settings with its own 
location boundaries, and dispense an iced tea 

when there is a match. 

Innovative vending solutions 
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New points of connection: Fluid lives 

What does this mean for food and drink brands? 

 
• Connecting with shoppers on their daily path 

requires brands have a presence across multiple 
channels and formats – and that they explore 
innovative ways of reaching shoppers that fits into 
their changing buying habits and lifestyles. 
 

• Technology will be a key enabler and driver of this – 
food and drink brands that are fast to respond to 
shifting expectations around instant access to good 
and services outside the physical in-store 
environment will have a distinct advantage. 
 

• Though providing on-the-go access to products will 
be key, brands must also find a way of enabling 
other forms of engagement with shoppers on the 
move – such as location specific messaging or 
promotions. 
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Sub trend: Guided choice 

Optimising shopper choices in-store 

The proliferation of choice and the on-going 
focus  on  securing  the  ‘best  value’  in  its  
broadest sense means shoppers are looking 
to ensure they make the optimum choices in- 
store every time they shop. 

 

Time-poor and value conscious shoppers are 
looking to food and drink brands and retailers to 
help them navigate the in-store environment 
more effectively to help them make faster, and 
better choices to meet their needs.  

For brands, this will mean finding ways of working 
with retailers to ensure products stand out 
effectively, or that their location in-store is more 
intuitive from a shopper perspective. For 
retailers, greater shopper engagement could be 
driven by organising retail spaces by meal 
occasion, or by placing complementary foods 
together.  

Providing shoppers with guidance on food 
pairings or even recipe suggestions at the point 
of purchase not only supports cross 
merchandising,  but  provides  ‘added  value’  as  they  
navigate the store. 

Going forward, shoppers will make greater use of 
technology and information that can be accessed 
at the point of purchase to help them make 
optimal choices fast. 

 

 

 

KEY TAKEOUT: 
The proliferation of choice, particularly in grocery formats, can be 

overwhelming for time-poor shoppers. Simple, clear and compelling 
brand communication at the point of sale can help shopper navigate 

this complexity effectively. 
 

 
 
  

Guidance on selecting the best produce in-store 

Making food pairing easy in-store 

New points of connection: Fluid lives 

Mobile app Harvest helps guide shoppers through 
the  ‘dos  and  don’t’  when  buying  fresh  fruits  and  

vegetables in-store. Whether  it’s  knocking  on  
watermelons, smelling pineapples, squeezing 

avocados, or examining the colour of peaches, 
Harvest helps guides shoppers through what to 

look for to choose the best quality fruits and 
vegetables. 

Central Market grocery stores in Texas have 
large above-aisle boards in the deli cheese 
section that makes recommendations about 
the most appropriate wines to go with each 
type of cheese. The wine section is also 
located adjacent to the cheese to drive cross-
merchandising. 
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New points of connection: Fluid lives 

What does this mean for food and drink brands? 

 
• Partnering with retailers to provide information in 

store to enable shoppers to make better choices can 
build brand engagement and increase the likelihood 
of repeat purchase. 
 

• Retailer cross-merchandising strategies, such as 
locating complementary products close to one 
another creates value for shoppers by providing full 
meal solutions, and value for the brands they 
purchase. 
 

• Food and drink brands should consider leveraging 
new tools, such as information providing apps, that 
shoppers are using to inform their choices. These 
are likely to offer the greatest value in higher 
engagement and more complex categories, such as 
alcohol. 
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New points of connection 

Trends to watch: Those that will have a growing impact 
on shopper choices in the medium to long term 

Dynamism in shaping shopper behaviour 

Potential impact on 
shopper behaviour 

HIGH 

LOW 

LOW 

HIGH 

Responsible living, Quest for health 
and wellness and Simple pleasures 
are trends that will be more 
impactful in the medium to longer 
term in actively driving shopper 
behaviours and needs.  
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Trends to watch: Those that will have a growing impact 
on shopper choices in the medium to long term 

Trends to watch 

Responsible living is currently a less direct driver of choice for shoppers as other factors 
(including the search for value, convenience, quality and product efficacy) still dominate 

in the on-going climate of economic uncertainty. However, sustainable values are 
important to shoppers in ROI and the UK, and are emerging as a choice editor rather 

than a distinct driver of choice in-store. 

Quest for health and wellness will continue to influence choices in-store, but largely for 
the most health engaged shoppers. Despite this, grocery retailers are poor at promoting 

health and wellness at the point of purchase, and are making limited use of the 
opportunity to increase shopper literacy and understanding of health in-store. 

The physical store will continue to remain key for grocery, even with the growing 
influence of other channels such as online. Brands and retailers can exploit the 

advantages of the physical store environment to make the shopping experience more 
entertaining and engaging – this will be particularly important as tighter planning pre-

purchase means many are looking to streamline the time they spend in-store. 
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Though engagement with ethical and 
environmental issues is high in ROI and the 
UK, impact on shopper choices remains 
limited, particularly when competing 
priorities dominate 

 

Sustainability has become a top priority for 
retailers, driven both by increasing focus on 
Corporate Social Responsibly agendas, and by the 
widely recognised gains from greater resource 
efficiency.  Shoppers’  expectation  that  retailers 
and brands will make positive sustainable choices 
on their behalf is likely to grow. 

However, the current economic reality means 
certain sustainable choices (particularly those 
that cost more) have been put on hold. As 
concern around these issues grows and 
immediate financial pressures ease, this trend is 
likely to be more influential for shoppers in the 
longer term. 

Managing waste will continue to be one of the 
most dynamic elements of this trend for 
shoppers. Signs are already emerging that 
packaging volumes are influencing choices at the 
point of purchase. This is likely to become a more 
significant issue as the implications of waste 
become more visible.  

 

 

KEY TAKEOUT:  
Though less of an immediate concern, ethical and environmental issues 
will emerge more strongly as a driver of shopper choice in the longer 
term. In the short term, food and drink brands must demonstrate the 

tangible benefits any sustainable positioning offers shoppers. 
 

Trends to watch 

Responsible living 

A recent IGB survey has shown 
that UK shoppers would like to 

be inspired to buy 
environmentally-friendly 

products. Food and grocery 
companies could tap into this 
desire by creating innovative 

products that offer both 
environmental benefits and an 

improved consumer experience.  

Desire for more aspirational sustainable food and grocery 

Passing on the savings of sustainability to shoppers  

Trend to watch: Responsible living 

Andronico’s Community Market, a Northern California 
grocery chain is offering fresh fruit and vegetables 
that do not meet the rigorous shape standards and 
would be discarded by farmers, at a 50% discount for 
shoppers. That way, savings are passed on to the 
shopper and the farmer gets some extra income for 
their produce.  

29 

27 

39 

41 

0 20 40 60 80

I would be unhappy if I found out
that the food and grocery

products I chose to buy have a
poor environmental recrord

I would like to be inspired by food
and grocery products that have a

really positive environmental
impact

Strongly agree Slightly agree

Source: IGD ShopperVista, Environmental Sustainability - How to Engage Shoppers, 2012 
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Trend to watch: Responsible living 

Source: IGD ShopperVista, Environmental Sustainability - How to Engage Shoppers, 2012 

What does this mean for food and drink brands? 

• Despite relatively high engagement, ethical and 
environmental issues are yet to make a significant 
impact on most shoppers choices. 
 

• However, in certain food and drink categories (meat 
and fish, for example) these issues do impact choice 
– brands can take learning's from the way shoppers 
have been educated and engaged with these issues 
and apply them to other food and beverage 
categories  
 

• There are significant opportunities for food and drink 
companies to grow and take market share if they 
anticipate shopper demand for inspirational, 
environmentally sound products that retain quality 
while costing the same or less than equivalent 
products. 
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Trends to watch: Quest for health and wellness 

As health and wellness becomes a rising 
priority for shoppers, it will play a more 
dominant role in driving brand choice at the 
point of purchase. There is significant 
opportunity for the in-store environment to 
support brand-based health and wellness 
propositions more effectively. 

 

Though engagement with health is continuing to 
rise, the retail environment is currently not 
conducive to encouraging shoppers to chose 
healthier food and drinks. 

As access to information around healthier options 
expands, so too does potential competing or 
conflicting advice. This will continue to put 
shoppers under pressure, particularly when they 
are time-pressed in-store.  

For food and drink brands with a health and 
wellness proposition, working with retailers to 
enhance this positioning, will become increasingly 
important as competition in the category rises.  

Improved health-based communication at point of 
sale can help shoppers navigate complex 
labelling, or better understand the health 
credentials of unfamiliar categories.  

 

 

 

KEY TAKEOUT:  
The in-store environment currently does little to support or meet 

shoppers growing health and wellness needs or aspirations – this will 
need to change in the longer term as health becomes a more significant 

driver of purchase choices 

Trends to watch 

Quest for health and wellness 

Minnesota based Lund Foods has launched NuVal on-
shelf nutritional scoring. Developed by a team of 

doctors and nutritionists, the programme gives foods 
a score of 1 to 100 based on their nutritional 

qualities – this is then displayed next to the product 
on shelf. The retailer believes this will help shoppers 

make better health choices, as many find the 
different ways nutritional information is presented on 

the packaging of different brands confusing.   

Bon Secours hospital in Cork, Ireland is offering 
supermarket tours by qualified dietitians to help 
educate shoppers about how to make positive 
choices when they're shopping. The tours can 
be done in small groups, and at a large retailer 
of  the  groups’  choice. The tours are particularly 
aimed at people with cholesterol, diabetes, 
coeliac disease, food allergies, and other special 
diets.  
 

Improving clarity of health information at-shelf 

Supporting healthier choices through better shopper education 
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Trends to watch: Quest for health and wellness 

What does this mean for food and drink brands? 

• In-store health resources lag behind shoppers need 
for help in making healthier choices. This is a 
challenge for food and drink brands to overcome in 
isolation, and requires partnership with retailers for 
both parties to realise the benefits.  
 

• Working with retailers to position healthier options in 
high-traffic areas (such as aisle endcaps), or to offer 
promotions that encourage shoppers to make 
healthier choices could help increase engagement. 
 

• Shopper education will be critical – not only around 
food and drink brands’  nutritional credentials, but 
also around their taste, convenience and quality as 
these will continue to be priorities for shoppers 
unwilling to make compromises for healthier choices.  
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The in-store environment will remain key for 
grocery, creating a significant opportunity to 
improve the shopper experience. Bringing 
elements of fun or surprise into the store 
can help transform a routine grocery shop 
into a more engaging experience. 

 

Shopper expectations around the in-store 
environment will continue to be stretched by their 
experience in other categories, such as apparel 
and technology stores. Grocery outlets lag behind 
significantly in terms of the type of experience 
they offer shoppers.  

However, there is a significant opportunity for 
retailers and food and drink brands to better 
leverage the physical in-store environment to 
make grocery shopping more fun as the stresses 
and strains of life multiply.  

This could be as simple as creating a sense of 
theatre or excitement around products in-store, 
through live demonstrations or tastings, or by 
running themed events or celebrations in-store 
around key events or occasions.  

 

 KEY TAKEOUT:  
Entertainment (and enjoyment) is currently not a significant part of the 

grocery shopping experience. As expectations are driven upward by 
retailers in different categories, food and drink brands and retailers will 

need to up their game 

Trends to watch 

Simple pleasures 

‘Surprise  and  delight’  shoppers  with  the  unexpected 

Bringing some fun into the daily shop 

Grocery retailer E-Mart employs various forms of 
‘retailtainment’  in  its  stores  to  add  some  fun  and  
frivolity into the routine grocery shop. Employees 
dress in costume, and run short quizzes or games 
with shoppers, with new products as prizes.  

Source: IGD ShopperVista, Environmental Sustainability - How to Engage Shoppers, 2012 

New points of connection: Simple pleasures 

Walmart "Goodies”  subscription  food service is 
about to be launched in the US, that will allow 

shoppers to sample new foods not found in stores. 
Once a month, subscribers will get a surprise box of 
items that will include artisanal foods. There will be 
a small charge, but it will be much less than if the 

products were purchased in-store. “We  continue  to  
experiment with new offerings to delight our 

customers  and  leave  them  with  a  smile,”  said  Ravi  
Raj, vice president of products @WalmartLabs 

 



48 © 2013 Bord Bia, The Futures Company 

New points of connection: Simple pleasures 

What does this mean for food and drink brands? 

• Food and drink brands will need to find ways to surprise and 
delight shoppers if they are to match rising expectations 
around the in-store experience. 
 

• Working with retailers to develop store based entertainment 
that complements brand positioning could help build 
engagement and drive repeat purchase. 
 

• Delivering unexpected benefits can help bring a smile to 
shoppers’  face  and  encourage  them  to  spend  longer  in-
store. 
 

• In online channels, using digital methods of engagement, 
such as gamification, could help food and drink brands build 
equity with shoppers outside the in-store environment. 
 
 
 
 
 



Key takeaways 
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What do winning brands need to do to succeed with 
tomorrow’s  shopper? 

Key Takeaways 

Tackle the growing challenge of own-label 
 

• Own-label propositions will continue to become more sophisticated and compelling for 
shoppers. In the face of these pressures, food and drink brands must find ways of 
justifying their price premium by demonstrating the benefits they deliver in a clear and 
compelling way – that  speaks  to  changing  definitions  of  ‘value’.   
 

• Leveraging brand equity, such as superior quality, long-term heritage, or unique production 
processes can help brands stand against increasing competition. 
 

• Building intimate relationships with shoppers can reinforce this equity – affinity can be built 
and fostered by offering them something beyond the product alone – such as added-value 
recipes, access to cookery tutorials or even access to special events. 

Work with retailers to leverage the advantages of physical grocery stores 
 
• Food and drink brands must collaborate more effectively with retailers to make the most of 

the unique benefits a physical store offers in terms of strengthening shopper loyalty and 
engagement. 
 

• This includes investing in new ways to communicate information at the point of purchase  - 
around health and wellness, product origin, or craftsmanship, for example. 
 

• There is significant potential to excite and engage the shopper in-aisle, through innovation 
around in-store theatre and experiences, that build brand equity and create value for the 
retailer. 
 

• Understanding the role that mobile and digital technologies will play in-store will be critical. 
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What do winning brands need to do to succeed with 
tomorrow’s  shopper? 

Key Takeaways 

Greater flexibility and control over supply chains 
 

• The need for brands to demonstrate transparency around product origin at the point of 
purchase will require food and drink brands to have tighter control over supply chains and 
increasingly, the ability to link this information up to individual products.  
 

• Similarly, new buying models, such as auto replenishment and direct-to-consumer will 
require greater flexibility and responsiveness from food and drink brands to ensure they 
available at the point of need.   

A proactive and comprehensive digital strategy, with multi-channel 
presence 

 
• The emergence of 4G networks in Ireland and the UK will transform the engagement that 

shoppers can experience with, and expect from brands. A comprehensive digital strategy 
will become a hygiene factor for any food and drink  brand looking to engage tomorrow's 
shopper,  as  the  concept  of  a  ‘store’  extends  in  time  and  space. 
 

• Linked to the above, food and drink brands that succeed will need to engage shoppers at 
multiple  points  across  their  personal  ‘purchase  fish’.  Pre  and  post  purchase  engagement  
will be as important as purchase itself, and those that succeed will understand that 
tomorrow’s  shopper  expects  access,  information  and  engaging  content  from  the  brands  
they use whenever, wherever they are.  
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What do winning brands need to do to succeed with 
tomorrow’s  shopper? 

Key Takeaways 

Effective data management capabilities 
 

• The growth in online and mobile shopping, coupled with greater use of portable digital 
devices in-store will create new opportunities for food and drink brands that can make the 
most of the shopper data this yields.  
 

• A key enabler of  this  new  level  of  engagement  is  shopper’s  willingness  to  share  their  
information with brands and retailers in return for streamlined access, or personalised 
service.  
 

• Food and drink companies that have the capabilities to collect, understand, and leverage 
this information to deliver value added benefits to shoppers across their new path to 
purchase will succeed. 
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Point of 
engagement Current model Future model 

Awareness 

 
• Awareness through brand marketing and 

communications delivered through 
traditional/established channels  

• Shopper evaluation of a limited number of 
alternatives based on current awareness of choice 

• Information communicated by product/brand 
packaging limited by the physical constraints of the 
pack itself.  
 

• Shopper brand awareness built through multiple 
channels and touch points, including social networks 
and digital media 

• Packaging plays a greater role in driving awareness 
and engagement with embedded with content that 
can be accessed on portable mobile devices at high 
speed (4G enabled) 

Trial 
• Propensity to trial new products could be limited by 

caution and lack of awareness of new products  
• Trial driven largely through aggressive price 

promotion 

 
• Brands find innovative ways of connecting trial with 

advocacy through social media channels 
• New ways of visualising product use and 

demonstrating versatility at the point of sale to 
encourage trial 
 

Purchase 

• Strong focus on bricks and mortar store, particularly 
for grocery, with some growth in online channels 

• Dominant role of the retailer in defining the context 
around purchase (i.e, less individual brand influence 
over decision made at the point of purchase) 

• Multi-channel commerce, with growth of mobile and 
social commerce and desire for flexible access (4G 
enabled) 

• Shopper evaluation of alternatives and real time 
reviews at the point of purchase 

• More automation of repeat purchase 

Looking further ahead, technology will have a significant 
impact on shoppers across the path to purchase 

Key Takeaways 

In the medium term, technology will play a significant role in the way shoppers interact with food and drink brands. 
The proliferation of mobile devices will have an impact across the evolving path to purchase. 
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Key Takeaways 

Point of 
engagement Current model Future model 

Use 
• Use based on shopper understanding/awareness of 

potential product uses.  
• Limited space/means to communicate different 

product uses at the point of purchase 

 
• In-store innovations such as digital and scannable 

signage and shelf can communicate product benefits 
and potential uses at the point of purchase 

• Brands deliver guidance in real time at the point of 
use, via mobile devices or content embedded into 
products or packaging 
 

Loyalty 
• Clearer understanding of link between purchase, 

experience and loyalty  
• Loyalty typically always leads to repeat purchase 

 
• Brand loyalty needs to be constantly earned 
• New ways of delivering personalised, context and 

location specific rewards 
 

Advocacy 
• Importance of word of mouth, typically to friends and 

close networks 
• Growth of online reviews and pre-purchase product 

research 

 
• Greater use of peer to peer and broader networks for 

product reviews and recommendations 
• Crowdsourcing reviews available at the point of 

purchase 
• Brands finding new ways of tapping into advocacy 

networks to strengthen brand engagement 
 

Looking further ahead, technology will have a significant 
impact on shoppers across the path to purchase 


