How Brands
Can Win in
Online Grocery
How Food Brands Can Harness
The Rise Of Online Grocery
by Professor David Hughes, Emeritus Professor of Food Marketing,
Imperial College London and Miguel Flavián, supermarketsinyourpocket.com

How brands
can win in
online grocery
By Professor David Hughes
October 2015

Published by
Aroq Limited
Aroq House
17A Harris Business Park
Bromsgrove
Worcs
B60 4DJ
United Kingdom
Tel:
Fax:
Web:

+44 (0)1527 573 600
+44 (0)1527 577 423
www.just-food.com/market-research/

Registered in England no: 4307068

Copyright statement
© 2015 All content copyright Aroq Limited. All rights reserved.
This report is the product of extensive research work. It is protected by copyright under the
Copyright, Designs and Patents Act 1988. The authors of Aroq Limited’s research reports
are drawn from a wide range of professional and academic disciplines. The facts within this
report are believed to be correct at the time of publication but cannot be guaranteed. All
information within this study has been reasonably verified to the author’s and publisher’s
ability, but neither accept responsibility for loss arising from decisions based on this report.
This report is provided with a cost-effective multi-user licence and can be freely and
legally shared with your colleagues. This agreement includes sharing electronically via your
corporate intranet or the making of physical copies for your company library. Excluded from
this agreement is sharing any part of this publication with, or transmitting via any means
to, anybody outside of your company. For further details regarding the terms of this licence
please contact:
James Jordan
Corporate Sales Manager
Tel: +44 (0)1527 573 618
Email: james.jordan@just-food.com

just-style.com membership
At just £1 for a 30-day trial, you will gain access to a growing portfolio of exclusive
members only content, including a constantly updating stream of news, feature articles
and analysis. Established in 1999, just-food has rapidly evolved into the premier source of
global news, analysis and data for busy senior executives. For details of the current special
joining offer visit: www.just-food.com/offer.aspx

CONTENTS
Executive summary

Page 1

Introduction

Page 2

PART 1: ONLINE GROCERY

Page 3

Online grocery
Summary
PART 2: PACKAGING AND DIRECT SELLING

Page 4
Page 10
Page 11

Packaging and direct selling

Page 12

Summary

Page 17

PART 3: MOBILE SHOPPING

Page 18

Mobile shopping

Page 19

Summary

Page 24

About the authors

Page 25

HOW BRANDS CAN WIN IN ONLINE GROCERY

Executive summary
• O
 nline market growth provides a huge opportunity for manufacturers to develop a better
understanding of their shoppers and to reach them directly.
• Consumers have shown they are quick to adopt technology that makes their life simpler.
Many younger shoppers are well ahead of the grocery industry when it comes to mobile
devices – and businesses cannot afford to lag behind.
• As well as developing an online presence, manufacturers need to keep up with everchanging technology. This means ensuring their websites are compatible with all
platforms, including mobile and tablet, and offering downloadable apps that afford
shoppers the opportunity to interact with their brands.
• ‘Searchability’ is of the utmost importance. Manufacturers can adapt product
descriptions to fit website search mechanisms and afford their brands better ‘findability’
and higher rankings in online searches.
• The path to purchasing products and services is much more varied now, and
manufacturers can overcome some of the constraining limitations of the traditional
supermarket grocery model to offer new products and services, build better relationships
with consumers and drive sales.
• The challenge for food manufacturers is about timeliness, relevance and believability –
to be well-placed to meet the needs of the consumer.
• As sales channels have multiplied, manufacturers have more options as to the platform
on which they can sell their products: they can either set up their own website, join a
group of like-minded manufacturers on an industry- or product-specific site or take the
traditional route via a grocer’s online store.
• Manufacturers can also engage with shoppers via social media and can produce and
publish content about their products to inspire and engage with shoppers, or even better
to inspire their shoppers to write about their own experiences with the products, thus
offering relevant and valuable insight for other potential customers.
• Whether customers are shopping for food or buying something niche for a special
occasion, brands have a growing online presence, and are ready to inspire and provide
useful information.
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