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Agenda

The diverse consumer and shopper landscape

Connecting with changing consumption habits 

Online grocery – threat or opportunity?

Differentiation for brand growth 

Connecting shoppers, retailers and brands
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20%

BETTER

35%

WORSE
45%

ABOUT 

THE SAME

Source: IRI Econolink 2018

The Shopper Landscape: Australian household perceptions of their current 

financial situation vs. a year ago are mixed
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With Australia’s population clock reaching 25 million, the population is 

growing faster than projected 

Source: ABS, McCrindle Research, SMH, AFR, Bloomberg
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The journey that shoppers take is complex and impacts how they plan, 

shop and consume 

SPECIALTY

STORES

SOCIAL/

DIGITAL

VENDING

QSR/LSR

E-COMM

CLICK

& COLLECT

1:1 

PERSONALIZATION

DELIVERY
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While online shopping is growing in Australia, adoption is inconsistent

3% of shoppers

Shop online87%
1 in 3

Shopping online 

more often

Haven’t heard of Amazon AU

IRI Shopper Panel Survey 2018 & IRI Digitalink Segmentation

Learn about new 

products online66%
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Despite these changing shopper behaviours, some distinct stages of the path 

to purchase remain, creating opportunities for retailers and brands  

In-store Click & Collect

Product research Social media 

Online reviews 

Word-of-mouth

Usage & Consumption

Online 

Satisfaction
Store catalogues

Price comparison

Media mix

Shopping missions

POS

Off location

Price & Promotion
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CONNECTING 

WITH CHANGING 

CONSUMPTION

HABITS
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How much of the path to purchase can we really influence? 

90%
Of shoppers 

make a list

58%

17%

16%

90%

Australian Households

Digital list

Mental list

Written list

IRI Shopper Panel Survey 2018
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Consumption behaviour in Australia is changing… 

Eat on the run

2 in 5

IRI Nutrilink Segmentation 2018 & IRI Psychographics 2018

63%
Like to experiment 

with food 56%
Look for foods that 

are quick and easy 

to prepare
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…And changing population dynamics having a significant impact on our food 

preferences

IRI Shopper Survey 2018

65%
My food preferences have changed as a result of 

being exposed to foods from other cultures 
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A significant opportunity still exists to influence 

consumer mealtime occasions

62%
Of dinner decisions 

are made on the day

IRI Shopper Panel Survey 2018

68% 62% 59% 60%

23%
28% 27% 26%

9% 10% 14% 13%

1 2 3-4 5+

Several days before

The day before

On the day

Household Size
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Uptake of meal delivery services still amongst a relatively small proportion of 

the population

1 in 3
Shoppers use a 

meal delivery service
(Uber Eats, Menulog, Deliveroo, etc.

IRI Shopper Panel Survey 2018
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Meal solutions an established proposition in UK grocery retail…
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…However the proposition still has a way to go to convert ‘interest’ into trial 

amongst Australian consumers 

51%

39%

11%

Find image in-store

Meal kit usage in Grocery

• Currently buying

• Interested but not 

currently buying

• Not interested & 

not currently 

buying 

IRI Shopper Panel Survey 2018



© 2018 Information Resources Inc. (IRI). Confidential and Proprietary. 16

Potential for product packaging and in-store cues to drive 

‘meal for tonight’ conversion

On-pack cues
In-store media 

driving shoppers to POS
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Retail partnerships providing in-store meal inspiration with potential to 

drive meal service subscriptions 

• Eye-catching in-store display

• Clear messaging 

• Easy to assemble

• Step-by-step instructions on-pack

• In-store activation of on-line meal kit 

subscription service 



© 2018 Information Resources Inc. (IRI). Confidential and Proprietary. 18

Disrupting shopper behaviour through innovative fixture formats 

Grocery Store (Food) – Permanent Display

• SILVER: Next Generation In-Aisle Fridge – Fonterra 

with The Xine & Hussmann

• Custom-designed fridge created to disrupt shopper 

purchase behaviour 

• Provides convenient secondary location for chilled dairy 

• Key consumption occasions called out on fixture 
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Providing meal inspiration by connecting mental with physical availability

Grocery Store (Food) 

Temporary Display

• BRONZE: Mexican Made Easy 

Collaboration – Fonterra with 

APR Creative & General Mills

• Providing meal inspiration 

• Connecting pre-shop, shop and 

post-shop
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ONLINE GROCERY:

THREAT OR 

OPPORTUNITY?
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Growing acceptance of online
Categories purchased online 

Non-Edibles

Edibles

Online Staples

62%

47%

39%

37%

37%

34%

33%

30%

30%

28%

28%

25%

24%

24%

23%

19%

19%

17%

16%

15%

14%

12%

11%

Clothing, footwear & accessories

Travel products

Books

Consumer electronics

Entertainment or events

Movies, music & computer games

Homewares & Manchester

Personal care products

Groceries

Toys & games

Pet supplies

Vitamins, supplements & medicines

Office supplies

Home & garden products

Cosmetics

Household cleaning products

Art & craft supplies

Alcohol

Automotive goods

Fresh food

Sporting & outdoor goods

Furniture

Baby products

+9pts YoY

IRI Shopper Panel Survey 2018

1 in 3
Buying groceries 

online
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Convenience of online grocery resonating strongly with Australian shoppers 

IRI Shopper Panel Survey 2018

Reasons for purchasing groceries online 

64%

60%

45%

32%

28%

24%

22%

20%

13%

12%

11%

0% 10% 20% 30% 40% 50% 60% 70%

It is convenient

It saves time

Avoiding crowds and queues

Can take advantage of online-only discounts

It saves money

Delivery of large/bulky/heavy items

I am unable to visit a store in person

Ease of comparing products

Quality & freshness of products

Can buy products not available in my local store

Ability to order products in bulk Price & Promotion

Product

Convenience 
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However significant barriers remain for retailers and brands to address  

IRI Shopper Panel Survey 2018

Barriers to purchasing groceries online 

Prefer to inspect & select 

products themselves69%

1 in 2
Enjoy shopping in a physical store 

Think delivery fees are too high31%

Almost Half

More convenient / quicker to visit 

the store in person
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And convenience barriers also exist for Click & Collect services 

IRI Shopper Panel Survey 2018

Barriers to purchasing groceries via Click & Collect 

2 in 5
Enjoy shopping in a physical store 

Prefer to inspect & select 

products themselves55% 1 in 3
No more convenient than visiting 

the store in person

Think pickup fees are too high8%
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Click & Collect a key part of UK grocery retail strategy, integrating digital 

to create efficiencies and improve the customer experience 
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Online grocery delivery also feeling the effects of the plastic bag ban

3.9bn
Plastic shopping bags are used 

in Australia annually

Cleanup.org.au
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DIFFERENTIATION

FOR 

BRAND GROWTH



© 2018 Information Resources Inc. (IRI). Confidential and Proprietary. 28

The paradox of choice: What differentiation is not! 
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Many examples of brand differentiation can be found in Australia
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Importance of differentiation to ensure brand makes it onto the shopping list 

90%
Of shoppers 

make a list

IRI Shopper Panel Survey 2018
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Store catalogue placement, combined with price promotion, can play a role in 

raising brand and product awareness pre-store 

Source: IRI EconoLink Segmentation

IRI DigitaLink Segmentation

Look for product 

promotions / 

specials online

60%
Shoppers

Store catalogues 

influenced their 

purchase decision

41%
Shoppers
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Retailers developing online propositions to meet the needs of shoppers 

searching for promotions and deals online 

Look for product 

promotions / 

specials online

60%
Shoppers

Source: IRI EconoLink Segmentation

IRI DigitaLink Segmentation
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Retailers developing online propositions to meet the needs of shoppers 

searching for promotions and deals online 

Look for product 

promotions / 

specials online

60%
Shoppers

Source: IRI EconoLink Segmentation

IRI DigitaLink Segmentation
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Catalogue placement can play a role in driving uplift, linking pre-store 

planning to in-store POS

Store catalogues 

influenced their 

purchase decision

41%
Shoppers

Source: IRI EconoLink Segmentation

IRI DigitaLink Segmentation
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Why is differentiation important? Ensuring strong linkage between pre-

store and in-store availability critical for driving brand growth.

Source: Brand Growth principles, Byron Sharp, Ehrenberg-Bass Institute

Are shoppers thinking of your 

brand? 

MENTAL AVAILABILITY

Are shoppers able to access your 

brand when they’re thinking about it?

PHYSICAL AVAILABILITY
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Product activation linking mental with physical availability in-store (and online) 

• In-store product activation of winning team’s creation

• Product made available the day following the 

episode being aired 

• Driving engagement through creation of an exclusive 

product offer 

• In-store POS to guide the path to purchase  

• Online activation via recipes
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Differentiating through Private Label - or just a hygiene factor? 

IRI Shopper Panel Survey 2018

Attitudes towards Private Label 

Retailers’/stores’ own label products 

are a good alternative to branded 

products 

60%

+4% vs. 2016
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Leveraging online to drive engagement in-store; creating a differentiated 

brand proposition through private label  

Championing quality credentials of private labelSocial media driving brand 

engagement prior to physical 

store openings 

Store opening hours decided 

by customers, driving 

engagement pre-store & 

in-store
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Driving brand engagement through events which resonate with consumers 

and shoppers 

• ‘Moments That Shape The Game’ event created 

around Footy Finals to drive brand engagement 

• Social media & TVC campaign 

• Campaign showing consumers enjoying Shapes 

while watching their chosen sport 

Social media driving linkage between 

event and brand

Multiple TVCs created to capture 

key finals moments linked to 

consumption occasions  
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Seasonal events linking pre-store planning with in-store POS to disrupt the 

path to purchase

Catalogue placement linking pre-store 

planning to in-store decision making

Digital displays pre-store also aiding brand engagement 

and contributing to a consistent path to purchase
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Use of events to drive cross-category and brand engagement in-store & online 

Multiple categories ranged to provide inspiration for a single event ‘Al fresco’

Ease of replenishment through use of shelf-ready packaging

Theme carried 

through online
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Connecting Shoppers, Retailers and Brands across the path to purchase

Consider your strategies to reach today’s engaged and 

informed cross-channel shopper

Develop integrated strategies to influence the Path to 

Purchase across Pre store, In-store, Online, and Post-shop

Create differentiated brand assets to ensure brands are 

relevant in a changing consumer and shopper landscape
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THANK YOU!

For more information: 

Emma.Gillingham@IRIworldwide.com.au


