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01

Understand 

Tomorrow

Research, 

analysis and 

insight.

02

Define 

Tomorrow

Brand vision, 

positioning 

and strategy.

03

Invent 

Tomorrow

Innovation, 

concepting 

and 

prototyping.

The purpose of this study 

is to help Irelandés Meat 

and Seafood exporters sell 

more effectively through 

online grocery retailers 

globally.

For this project, we 

partnered with jump!, 

an innovation agency with 

offices in Dublin and 

London.



This project is 

based on a 

mix of 

research and 

analysis 

delivered 

across three 

phases.

01

Understand 

Tomorrow

Å Primary and 

secondary research 

identifying todayés 

landscape and 

exploring the 

future context and 

emerging 

consumer needs.

Å Seven Expert 

Consultations

Å jump! SIGNALS: 

emerging  online 

retail futures

02

Define Tomorrow 

Å Quantitative U&A 

Research 

(N=3,034) in UK, 

France and 

Sweden.

Å Online Grocery 

Shopper Segments

03

Invent Tomorrow

Å Online Selling 

Action Areas



Our analysis 

assessed a 

wide range of 

robust data 

sources to 

define the 

current 

landscape and  

identify future 

shifts



Weére telling the 

story of selling 

meat and 

seafood in 

online grocery 

in five parts

01

Online 

Landscape

An overview of 

where the sector is at 

today including the 

macro context which 

is influencing and 

shaping it. 

Markets and players 

explored.

04

Online 

Shopping 

Futures

Summary of nine 

emerging areas likely 

to shape tomorrowés 

online shopping 

capabilities, shopper 

habits and 

experiences.

05

Five 

Action Areas to 

Sell Meat and 

Seafood Better 

Online

We tie Sections 01-

04  together to 

summarise:

a. Key Needs

b. Opportunity 

Focus

c. Consumer Action 

Considerations

d. Retailer Action 

Considerations

02

Quant

Research: 

Online Grocery 

Shoppers Today

Keyheadlines from 

the Kaizen 3 

Quantitative Study. 

Full jump! report 

available as a 

separate document.

03

Online Grocery 

Shopper 

Segmentation

Overview of four 

Online Grocery 

Shopping Segments 

emerging from the 

Quantitative Study.

Full Segment Pack 

includes more data 

and descriptions on 

each. 



01

Online

Landscape

a. People Context

b. Technology Context

c. Market Overview

d. Key Retailers

e. Shopping Experience

f. Online Trust



68%
People living in urban areas by 

2050, an increase of 13% from 

2018.

9.7 billion
Global population by 2050. An 

increase of 2 billion from today.

As the population 

grows, it creates ever-

growing demands of 

consumers.

People Context
Population

Source:

UN.org



93%
People report that they 

are concerned about the 

environment, with 77% 

wanting to learn to live 

more sustainably (2019).

There is collective 

concern for the 

environment as 

experts warn of 

irreversible 

damage. 

People Context
Climate Concern

Source:

Forbes.com



1 in 4
US adults report eating 

less meat in the last year 

(2020).

People are making 

changes to their 

diet in order to live 

more sustainably.

People Context
Climate Concern

Source:

Gallup.com



11
The average number of 

internet devices in US 

households (2019). 

People are 

spending longer 

on the internet as 

they adopt more 

devices.

Technology Context

Internet Access

6h 42 min
Average time spent online 

each day globally (2019). 

Source:

WeAreSocial.com

Deloitte



This growth is 

having a profound 

affect on e-

commerce.

Technology Context
Changing Commerce

30%
Consumers that would be 

willing to make a purchase 

through social media directly 

(2018).

80%
The percentage of e-

commerce transactions in 

China that are made through 

SuperApps like WeChat 

(2019).

Source:

McKinsey

Forbes.com



The 2003 SARS outbreak 

in China paved the way 

for eCommerce 

SuperApps; we believe 

Covid-19 will have a 

similar impact globally.

People Context
Covid-19 Impact

926.1 

million
Chinese people use 

eCommerce market 

giants such as Alibaba, 

JD.com & Taobao 

(2020).

Source:

Statista Research



And today, as physical 

distancing continues, it 

will grow the adoption 

rate of online grocery 

shopping, which we 

believe will form new 

consumer habits.

People Context
Covid-19 Impact

Coronavirus impact on online traffic of selected industries 

worldwide in week ending April 26, 2020.

Source:

ContentSquare.com



1970ôs 1980ôs 1990ôs 2000ôs 2020ôs2010ôs

First online 

transaction: 

marijuana sold by 

Stanford students 

to MIT. 

E-commerce:

the first half 

century!

Michael Aldrich 

(UK) invents 

online shopping 

by connecting a 

domestic 

television via a 

telephone line to a 

real-time multi-

user transaction 

processing 

computer.

1992

First online book 

sales - Book 

Stacks Unlimited.

1994

Amazon is 

founded.

1998

PayPal is 

founded.

1999

Alibaba is 

founded.

2000

Argos launch the 

first Click & 

Collect service.

2001

Amazon.com 

launched its first 

mobile commerce 

site.

2020

PayPal global 

research reveals 

that 61% of 

business to 

embrace social 

commerce in 

2020.

2020

Covid19 outbreak 

and +33% rise in 

online grocery 

shopping for food. 

2011

Launch of 

WeChat, the 

worldôs first super 

app.

2012

Instacart launches 

online food 

ordering and 

delivery.

2015

Pinterest add 

buyable pins.

2017

Amazon acquires 

Whole Foods.

2017

DoorDash and 

Eat24 both partner 

with robot delivery 

companies.

Market Overview
E-commerce

First 

transaction 

using internet

Online 

consumer 

shopping is 

invented

The dot com 

bubble 
Innovation 

increase 

accessibility 

The age of 

SuperApps, 

Social Media 

& eCommerce 

Giants

CV19 

accelerates 

growth of 

eCommerce



Source:

Statista.com

Market Overview
Market Value

Online shopping is 

now achieving some 

global scale

In the three years since 

2017, e-commerce has 

grown 75% and in the 

next three years to 

2023 is forecast to 

grow a further 55%.

1.8 bn
Of people purchased goods online 

(2020). 



Source:

Kantar retail  / IGD 

Market Overview
Online Grocery

Whilst groceries trail 

other categories in 

transitioning to online, 

It is the fastest-growing 

category, forecasted to 

grow +24% between 

2018 ä24.



+33%
The forecasted growth of the UK 

online grocery market in 2020 alone. 

+218%
Downloads of the mobile app 

Instacart, an online grocery retailer, 

in March vs. Feb 2020. 

Market Overview
Covid-19 Impact

Covid-19 is having 

a dramatic affect 

on the growth of 

online grocery 

retailÞ

+1 million
Customers waiting to join Ocado in 

July 2020.

Source:
Mintel.com

TechCrunch.com

The Guardian

The online grocery sector is the 

fastest-growing sector and whatés 

happening now (CV19) has forced 

growth. Ités not just something that 

young tech-savvy millennials are 

doing. We now have older people 

that have to understand how to do it 

äthat will stick.

Kaizen 3 Expert Panel



34%
Of Irish consumers 

buying their groceries 

online are first-timers 

while 

33%* 
of EU Online Grocery 

Shoppers only started in 

the past 6 months.

Market Overview
Covid-19 Impact

ÞIt has spurred a 

new wave of people 

to adopt online 

grocery shopping.

Source:
Empathy Research

*Kaizen 3 Quantitative Study. jump! 2020; 

UK, FR, SW, n=3,034



Online 

Grocery 

Market 

Revenue

Online 

Grocery 

Channel 

Share

Top 5 global 

online grocery 

retail markets

(2018) 

Top 5 fastest 

growing online 

grocery markets 

by forecasted

CAGR 2018 ä

2023.

Source:
IGD 2018

*Sourced from various websites and collated as best estimates.

Market Overview
Top Online Grocery Markets

$50.9 B $31.9 B $23.9 B $14.6 B $9.9 B

3.8% 7.1% 1.6% 6% 8.3%

+31% +23% +21% +20% +15%

Vs. 



Sources: 

Food Navigator.com

Market Overview
Fresh Food

+41%
Growth in fresh produce in online 

grocery shopping

+14%
Growth of seafood sales in online 

grocery shopping

+36%
Growth of meat sales in online 

grocery shopping

Online grocery sales 

of Fresh Food is 

growing as consumer 

preference shifts 

online

(US, 2018-19)



Market Overview
Covid-19 Impact

Impact of coronavirus (COVID-19) on the sales growth of meat in the United 

States for week ending March 15, 2020, by category*

Source:

WinsightGroceryBusiness.com

Overall US meat sales 

have driven an upturn 

since Covid-19. 

In the EU*, Online 

Grocery Shoppers also 

report buying more meat 

online since Covid-19.

Note:

*Kaizen 3 Quantitative Study 2020 as represented by UK, France & Sweden (N = 3,034)



Amazon

Walmart 

Kroger

Aldi 

HelloFresh

Costo

FreshDirect 

Blue Apron

Albertsons 

Target

Amazon

Tesco 

Leclerc

Carrefour 

Sainsburyés

ASDA

Ocado

ALDI  

Lidl

Casino Group

JD.com

Alibaba

Rakuten

Shinsegae 

Auchan Group

AEON

Seven & I 

Lotte Shopping 

Amazon

Yonghui 

Key Retailers
Global Players

Top 10 

ranking of 

online 

grocery 

retailers by 

region  



88%
Online shoppers globally 

are willing to pay for 

same-day or faster 

delivery

(2019).

Source:

PWC Global Consumer Insights Survey 2019

Shopping Experience
Delivery Expectations

Consumers want 

timely and speedy 

delivery options 

when shopping 

online.



Source: 

Oberlo.com

Shopping Experience
Mobile Shopping & Social Media

+25%
The global growth of 

mobile (m)-commerce 

in 2020. An increase in 

market sale value of 

$600 million. 

Consumers no longer rely 

on physical stores as they 

increasingly shop 

through multiple devices.

As such, consumers are 

increasingly turning to 

social media platforms to 

research a product before 

buying.

25%
Of Irish shoppers use 

social media to browse 

for new items. 37% 

among Gen Z (2019).
Source: 

PWC Report



Source

IPSOS Public Affairs Report

Online Trust
Privacy

8/10
global citizens are concerned 

about their online privacy 

(2019).

Privacy is a concern for 

the majority of people 

when sharing 

information. 

However, people believe 

online retailers that 

deliver personalised user 

experience are more 

trustworthy.

75%
Global consumers are more likely to 

buy from a retailers that recognizes 

them by name and recommends 

options based on past purchases

(2018).

Source

Forbes.com



E-commerce 

business 

strategies 

01

No-Store 

Traditional e-commerce 

platforms providing home 

delivery for grocery shopping 

that comes from fulfilment 

centres (also known as dark 

stores).

02

Local Store 

Buy online from an existing 

physical supplier such as 

your local store or nearby 

farm through home delivery 

or click and collect.

03

Experience Store 

The integration of online and 

offline technologies to create 

highly experiential physical 

stores. Shop and pay in-store 

via app, with option for 

delivery or take-away.

Market Overview
Online Grocery Strategy

Fresh Product Implications

High-level management of delivery 

channel.

Challenge is to overcome the lack 

of sensory experience that exists 

in-store and deliver trust in quality 

products.

Fresh Product Implications 

Locality and physical presence 

increases trust in freshness of 

products.

Increased likelihood that 

consumers will trust and therefore 

continue to grocery shop here.

Fresh Product Implications

Provides grocery shoppers with a 

sensory experience while delivering 

superior levels of convenience.



Intro
Amazon Fresh is an online grocery retailer that delivers in the US, Asia 

and Europe. It is a one-stop-shop ecosystem designed to meet all 

grocery needs.

Focus
Fast and simple. A small selection with focus on ready to eat, processed 

food for simple recipes.

Shopper Experience
1. Minimal click strategy. Three clicks to add to cart on average.

2. Shoppers are nudged through star ratings, reviews, and 

recommendations.

3. Subscription model available to reduce delivery fees and increase 

delivery time.

4. Experience feels seductive to impulse purchasing across any 

device.

Selling Meat and Seafood
1. Multimedia Content to promote product with content on provenance 

and nutrition.

2. Using multi facetted photos of the product, cooked, packaged, raw.

3. Peer reviews and comments with recipes shared.

Learnings / Tips
a. Reduce the amount of clicks to add to cart (3).

b. Promote user reviews with photos of product.

c. Short, sharp copy with bullet points.

d. Push video, media, images and content to nurture visitors with 

information on freshness, quality.

No-store Strategy: 

Amazon Fresh: 



Focus
Bulk and Choice. A large variety of sorting criteria and products are sold 

in lots. 

Shopper Experience
1. Choose your store, free pick-up as well as the availability in-store is 

displayed as first information 

2. Quick access to ócustomers also viewedô or ócustomers also clickedô 

3. Price oriented and family specials to access quickly to discount and 

bulk 

4. First page dedicated to season and innovation discovery

Selling Meat and Seafood
1. Presented packaged, canned or processed. 

2. Majority of seafood is frozen. When not, it is mainly processed fish 

products, or packaged and seasoned fish. 

3. Family pack with nutritional information sheet and cooked photo.

Learnings / Tips
a. All fresh food is presented packaged.

b. Cooked dramatized high quality photos of raw product. 

c. Peer reviews link to the product.

d. Peers favourites for add on purchases. 

Local Store Strategy: 

Walmart
Intro
Local Stores with 3,100 curb-side pick up covering 80% of the US 

population and Intense delivery service investment to reach 50% of 

American households.



Focus
All products are brought to life, highlighting fresher produce and superior 

experience. 

Shopper Experience
1. Shoppers are autonomous as they scan their products and choose 

their delivery.

2. Scan products through the HemaApp to see shopper reviews, 

production information, its shelf life and delivery options.

3. Pay through HemaApp or facial recognition.

4. Free delivery and in under 30 minutes locally.

Selling Meat and Seafood
1. High-resolution images of produce online. 

2. Virtually all fresh food has a feature that unpacks the entire farm to 

store journey.

3. Lots of peer reviews and recipe ideas.

4. Bright colours with curated placement of meat and seafood 

portraying a focus on health.

Learnings / Tips
a. Mobile first creates easy to use shopping experience.

b. Amplified sensory experiences earn trust.

c. Easily accessible Information through App scanner, including 

photos, certifications, videos. 

d. Freshness with bright photos and live videos or live experience.

Experience Store Strategy:

Hema Fresh (Alibaba Group) 
Intro
Hema Fresh is an óExperience Storeô in urban China. It combines the 

best of real-world experience with digital convenience. It also serves as a 

fulfilment centre and restaurant. Everything is linked to the Hema Fresh 

App.



Typical online 

grocery 

shopping 

journey. 02

Register / 

Log In

Å Using internet 

device, log in 

or register, if 

first time user, 

with online 

grocery 

retailer.

04

Select 

Favourites

Å For regular 

online grocery 

shoppers, load 

previously 

ordered items

or select from  

favourites list. 

03

Browse

Å Browse landing 

page for 

daily/weekly 

offers.

Å Search through 

product 

categories or 

for specific 

brand or 

product.

05

Select Slot

Å Choose an 

available 

day/time for 

home delivery 

or collection 

and pick up 

point. 

Å For some 

retailers, this 

happens 

earlier in the 

journey.

06

Payment

Å Pay for order in 

one click with 

preregistered 

CC data. 

Å Add on 

additional 

charges for 

faster delivery. 

07

Delivery / 

Collection

Å Delivery 

arrives with 

replacement 

products 

(occasionally).

Å Pull up and 

park for click 

ónô collect; 

groceries 

loaded into 

your vehicle.

01

Prep Phase

Å Check fridge 

and write a list.

Å Click on a 

digital coupon 

received by 

email or on 

social media.

Shopping Experience
Shopper Journey



02

K3 Quant: OGS 

Today

a. Methodology

b. Executive Summary

c. Online Grocery 

Shopping

d. Buying M/SF Online

e. Nudges

f. Approaches to 

Selling M/SF Online



Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

Methodology 01 

Who?

3,034 Online Grocery Shoppers 

in UK (1,003), France (1,019), 

and Sweden (1,012)

All mainly or jointly responsible 

for household grocery 

shopping.

All buy meat and/or seafood for 

their household.

N.B. Throughout this section 

óOGSô is used as an  

abbreviation for Online 

Grocery Shoppers.

02

What?

Online Survey

20 Mins

Overview:

i. Socio Demographics

ii. Online Grocery U&A

iii. Meat/Seafood U&A*

iv. BE, Approaches, Buying 

Irish

v. Final Socio Demographics

*Meat and seafood throughout 

the report refers to fresh 

products (excludes frozen).

Beef, lamb, fish and shellfish 

were the focus of this study.

03

Where?

UK

8th-15th July 2020

Å CV19 restrictions 

implemented end of March, 

lifted in June

France

15th-21st July 2020

Å CV19 restrictions 

implemented mid March, 

lifted in June

Sweden

15th-24th July 2020

Å No CV19 restrictions 

implemented



Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

Executive 

Summary

Online 

Grocery: U&A

Online Meat and 

Seafood:

U&A

1. Online grocery shopping 

habits are still being formed

2. Average online grocery spend 

is around ú205 per month, 

suggesting that spending 

online is short of overall 

monthly grocery spend (based 

on most comparable data).

3. Online grocery retail channels 

show significant room for 

penetration growth of Fresh 

Meat and Fresh Seafood.

1. Approx. 94% of the population 

eat meat/seafood (EU), while 

only 56% report buying meat 

and/or seafood online. 

Suggests room for growth.

2. The main reasons for not 

considering purchase of a type 

of meat or seafood is 

freshness and quality 

concerns. 

3. There are clear opportunities 

for growth among OGS who 

do not currently buy m/sf 

online. High openness.

4. Quality and Delivery Quality 

are the critical factors people 

consider in buying online meat 

and seafood. 

5. Nudges which emphasize herd 

effect show potential among 

OGS.

6. Point of origin is important but 

origin doesnôt always equal 

ólocalô and Ireland is 

predominantly a strong asset 

for meat and seafood online.

7. OGS also show an appetite for 

buying meat and seafood 

brands. Brand can be part of 

reassurance OGS seek online, 

a tool to build trust and 

confidence.



Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

46%
Of OGS only started shopping for 

groceries online within the last year.

33%
Only started in the previous six 

months, and CV19 was the reason 4 

in 5 of them did so.

Online Grocery 

shopping habits are 

still being formed.

This points to opportunities 

for producers, brands and 

retailers to connect with 

OGS and become part of 

their online grocery 

shopping repertoire.

15%

18%

13%

15%

39%

18%

20%

15%

18%

28%

12%

16%

11%

12%

50%

14%

18%

13%

15%

40%

UK
(1,003)

France
(1,019)

Sweden
(1,012)

Total
(3,034)

Q1 How long have you been shopping for groceries online? 

Q2 You said you have been shopping for groceries online for <less than 6 months>. Did you start grocery shopping online é 

K3 Quant: OGS Today

3 months or less 3-6 months 6-12 months 1-2 years 2+ years



Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

Laptops, main shops and 

delivery currently define 

the online grocery 

experience.

Data also suggests that 

spending online falls short 

of overall monthly grocery 

spend and that frequency 

of online shops is far below 

in-store trips  (based on most 

comparable data*).

There is an opportunity to offer a more 

top -up experience and therefore 

facilitate more frequent online 

shopping & increase monthly spend. 

Purpose? 

73% of OGS use 

online for main 

shop.

Note: French OGS are most 

likely to use it for top -ups 

(47%) and therefore more 

likely to èClick & Collecté 

(48%) vs get Delivery 

(36%).

Service?

54% of OGS use 

delivery 

exclusively. 

Note: In the UK, 75% of 

OGS use Delivery only, 

much higher than FR 

(36%) or SW (52%).

K3 Quant: OGS Today

Q6 When you do online grocery shopping, do you typically é

Q8 For which of the following occasions do you typically do online grocery 

shopping? Please select all that apply.

Q9 Which of the following devices do you most often use to complete your 

online grocery shop? Please select one.

Method?

Laptops are main 

device used by 

40% of OGS.

Exception: Sweden, 

where there is a 

propensity to use mobile 

(37%) among this newer, 

slightly more affluent 

market. 

Spend? 

î205 Avg. monthly 

online grocery 

spend

This is considerably lower 

than overall monthly 

grocery spend ranging 

from î300 (UK) to î385 

(FR)*.

Frequency? 

2.11 Avg. number of 

online grocery 

shops per month

While not an exact 

comparison, Kantar data 

puts all in-store grocery 

trips (UK) at about 16 per 

month*.

Q5 Approximately how much money do you spend 

online on groceries in a typical online shop?

Q4. How often do you shop for groceries online? *Sources:

UK monthly spend https://www.nimblefins.co.uk/average-uk-household-cost-food

FR monthly spend https://www.emprunter-malin.com/budget-alimentation/

UK in-store grocery shops: 29/03-12/07, GB, Kantar FMCG



Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

We use the jump! 

Decision Mix to 

understand how 

consumers assess 

the products and 

brands they 

encounter 

everyday.

For online grocery 

shopping, there is relative 

high importance across the 

Decision Mix values, 

reinforcing the need to nail 

a range of elements.

K3 Quant: OGS Today

1. Functional - the 

practical value of a 

product

2. Financialïthe 

monetary value of a 

product 

3. Emotionalïhow a 

product makes me 

feel

4. Ethicalïhow it aligns 

with my values and 

beliefs

Q13 Thinking about things that other people have said are important to them in relation to online 

grocery shopping, can you please choose the extent to which each statement is important to you

on a scale of 1 to 5, where 1 is not important at all and 5 is very important

(Base: Online Grocery Shoppers; n=3,034)



There is significant 

room for 

penetration growth. 

Fresh Meat and Fresh 

Seafood trail Dairy, Eggs, 

Cheese category penetration 

by 17% and 33%, 

respectively.

If barriers can be overcome 

or mitigated, we believe 

there is potential to make 

inroads on these gaps.

94%
Of  the EU 

population eats

meat/seafood 

(2020). 

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

Online Grocery Shopping Trolley

Q14 Thinking about when you shop for groceries online, which of the following items do you 

buy as part of your online grocery shop? Please select all that apply.

(Base: Online Grocery Shoppers; n=3,034)

Source: 

European Vegetarian Union 



There are clear

opportunities for 

growth among OGS 

who donét currently 

buy meat and/or 

seafood online.

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

Among OGS who donét buy m or s/f online:

Q.27A What kinds of meat do you consider buying online?

Q.28A What kinds of seafood do you consider buying online? 

K3 Quant: OGS Today

24%
Open to buying 

lamb/mutton

34%
Open to buying 

shellfish

54%
Open to buying fish

44%
Open to buying beef



The main reasons for 

not buying 

meat/seafood online 

strongly relate to 

sensory barriers.

Therefore, online grocery 

retailers need to dial up the 

elements which enable buyers 

to more easily determine 

freshness and quality. 

#1
I like to select 

myself

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

Q29 You did not select <type> when asked what kinds of meat and/or seafood you buy or would consider buying 

online. Below are reasons other people have given for not buying <type> online. Please select any that apply to youé

#2
I like to see the 

meat/seafood I 

am buying

#3
Concerned with 

Freshness / 

Concerned with 

Quality

K3 Quant: OGS Today



Quality, taste and 

visual perceptions 

are superior in-store 

vs. online when 

buying m/sf.

Online m/sf purchases 

matches in-store along a 

range of other criteria but 

never exceeds the in-store 

experience for OGS.

The goal for online retailers 

and producers selling on their 

sites is to close these gaps. 

Sensory cues need to be 

dialled up to measure up to 

in-store experience of meat 

and/or seafood selection.

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

Key factors when 

buying m/sf: 

Rating the online 

experience vs the 

in-store 

experience.

(Base: Online Grocery Shoppers; n=3,034)

Q22 Now thinking about shopping for meat and/or seafood in store, how does the experience deliver on each of 

these factors, on a scale of 1 to 5, where 1 means very poorly and 5 means excellently

Q23 Now thinking about shopping for meat and/or seafood online, how does the experience deliver on each of 

these factors, on a scale of 1 to 5, where 1 means very poorly and 5 means excellently



Place of origin is 

important but 

doesnét always 

equal èlocalé. 

This bodes well for Ireland, 

which is predominantly a 

strong asset for meat and 

seafood online (see next 

slide).

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

Q26 And thinking about how you choose the fresh meat and/or seafood you buy online, which of the following do 

you typically do? Please select all that apply

38%
Select Country of Origin 

(where the m/sf comes 

from) Þ

as the top factor for 

determining level of trust in 

m/sf bought online.

37%
Select Choose a Trusted 

Brand Þ 

as the top factor for 

determining which m/sf to 

choose online.

Q24 What is it that determines the level of trust you have in the meat and/or 

seafood you buy online? Please select all that apply.

OGS also show an 

appetite for buying 

meat and seafood 

brands. 

Brands can be part of the 

reassurance OGS seek when 

shopping online; using it as a 

tool to build trust and 

confidence.

K3 Quant: OGS Today



Strong capital 

overall for Irish 

producers to use 

both in selling 

online and in  

retailer 

conversations.

Over 1 in 3 prefer to buy Irish 

meat and/or seafood over 

products from other 

countries online; UK/FR 

especially strong.

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

Q40 Finally, we would like you to think specifically about buying Irish meat and/or seafood online. Over the 

next few screens you will see statements that others have made about buying Irish meat and/or seafood 

online.

(Base: Online Grocery Shoppers; n=3,034)



As expected, 

pricing nudges 

likely to have 

greatest 

influence on 

èbuying moreé 

m/sf online, but

Herd Effect 

closely follows.

Herd Effect ènudgesé on-

pack that are backed up by 

more proactive quality 

indicators show promise, as 

do seasonal scarcity and 

price reductions.

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

Q37 Thinking about different messages you might see when browsing meat and/or seafood online, please consider how much 

each would influence how likely you are to buy meat and/or seafood online. Please rank each message on a scale of 1 to 4, where 

1 means a lot less likely to buy meat and/or seafood online and 4 means a lot more likely to buy meat and/or seafood online after 

reading the message in the meat and/or seafood section of the online grocery website

(Base: Online Grocery Shoppers; n=3,034)



Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

K3 Quant: OGS Today

We brought to 

life five distinctive 

Online Selling 

Approaches for 

grocery retail, 

established & 

emerging 

features.

Each Approach was evaluated 

on: 

ÅTruly different  (from how 

m/sf is sold online)

ÅReduces online concern   

(in relation to buying m/sf 

online)

ÅClaimed Likelihood buy 

more (m/sf online)



Q. 38A This is truly different from how Iôve seen meat and/or seafood sold online before.

Q. 38B This approach would help reduce or alleviate some of the concerns or issues I have with buying meat and/or seafood onl ine.

Q. 38C If this approach was part of an online grocery shopping experience, how likely do you think people like you would be to buy more meat 

and/or seafood online?

Q. 39 Thinking about the above approach again, please indicate which is your favourite feature.

Source: 

Kaizen 3 Quantitative Study (jump!, 2020)

58%

CLAIMED 

LIKELIHOOD BUY 

MORE  MEAT / 

SEAFOOD

QUALITY

Certificates 

like Organic, 

Cruelty Free 

and others 

(38%)

TOP RANKED 

FEATURE:

EASE

48%

INSPIRATION

51%

PRODUCT 

KNOWLEDGE

54%

DELIVERY 

SERVICE

57%

Weekly meal 

planner with 

meat and 

seafood 

quantities 

(43%)

Descriptions of 

the taste of 

each meat and 

seafood 

product (36%)

Detailed 

information on 

origin of meat 

and seafood 

(35%)

Temperature 

controlled 

bags or boxes 

(55%)

REDUCES ONLINE 

CONCERN 59% 56% 48% 48%61%

66%
ISTRULYDIFFERENT

61% 59% 58% 56%

K3 Quant: OGS Today

These five Online 

Selling Approaches 

for meat and seafood 

producers and 

retailers are thought 

starters on potential 

focus areas and 

innovations to 

connect better with 

OGS.

Further detail available on 

request.
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Online Grocery 

Shopper 

Segmentation



22% RELIABLES

óReliablesô because: 

The quality and security 

they desire over new ideas.

While they tend to enjoy it, 

they arenôt interested in 

being inspired by online 

grocery shopping.

Second largest in FR 

21% AUTO-PILOTS

óAuto Pilotsô because: 

Their get in/get out, light 

touch approach. 

Itôs about meeting a few 

basic functional needs 

(delivery, security) rather 

than an inspiring shopping 

experience.

Second largest in SW

38% EXPLORERS

óExplorersô because: 

The ideas and inspiration 

they seek from online 

grocery shopping; which 

really sets them apart from 

other segments.

Largest segment across all 

markets 

Segment summary; Size & description  

19% STREAMLINERS

óStreamlinersô because: 

The importance they place 

on smart efficiency, 

including bulk buying and 

accessing saved items, 

that online grocery 

shopping facilitates.

Second largest in UK 
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Segments: within Markets
(Base: 3,034)

35%

28%

17%

20%

39%

12%

33%

16%

39%

17%

18%

26%
(1,003) (1,019) (1,012)

Explorers Streamliners Reliables Auto-Pilots

38%

19%

22%

21%
(3,034)

TotalBeyond Explorers, the 

largest segment, 

segment share varies 

across markets, 

reinforcing the need 

for tailored market 

strategies.

The second largest segment in 

each reflects differing OGS 

profiles, needs and behaviours.



Segment Packs 
(available for each segment)

01

Socio

Demographics

02 

Online Grocery 

Shopping Overview

03

Online M/SF 

Purchase Behaviour

04

Connecting:

Challenges & 

Opportunities



Avg. EXPLORERS STEAMLINERS RELIABLES AUTO-PILOTS

Avg. number of categories purchased 9.3 7.8 11.0 10.6 9.1

Fresh Meat 49% -6% +13% +5% -4%

Beef 40% -7% +10% +5% -5%

Lamb 18% 0% +5% -4% -1%

Fresh Seafood 33% +1% +6% 0% -6%

Fish 30% 0% +6% 0% -5%

Shellfish 20% +1% +4% -2% -3%

Avg. EXPLORERS STEAMLINERS RELIABLES AUTO-PILOTS

Secure payment processing 77% -14% +4% +9% +10%

Grocery shopping makes my life 

easier
71% -14% +16% +19% -9%

Itôs the fastest and easiest way to 

complete my grocery shop
68% -8% +17% +19% -21%

Flexible delivery options 68% -11% +15% -5% +9%

High quality products are easy to 

choose and buy online 
64% -5% 0% +13% -4%

Better deals when shopping online 60% +2% +3% +1% 0%

Better management of household 

budget 
59% +4% +4% +2% -12%

Online shopping is a smarter way to 

buy groceries
58% +3% +16% +8% -27%

New grocery items are easy to find 

online 
56% -1% +2% -2% -1%

I can buy in bulk easier online 52% +5% +14% -20% -1%

Shopping for groceries online is more 

enjoyable 
51% +7% +11% +11% -34%

Past shopping data is used to make 

suggestions 
49% +10% +10% -16% -9%

Low carbon footprint when shopping 47% +15% -28% +7% -8%

Itôs easier to make ethical purchases 

online 
46% +21% -24% -3% -15%

Product reviews provide helpful 

information 
46% +16% -5% -15% -7%

There are more recipe ideas and 

inspiration online than in store
41% +22% -6% -24% -9%

Online Grocery Shopping Decision Mix (Index Scores) Categories Purchased Online

Openness(among OGS who do not currently buy m/sf  online)

Avg. EXPLORERS STEAMLINERS RELIABLES AUTO-PILOTS

Beef 44% +7% -1% -7% -6%

Lamb 24% +4% -1% -3% -2%

Fish 54% +5% +4% -2% -6%

Shellfish 34% +7% +1% -4% -7%

Online Grocery Frequency and Spend

Avg. EXPLORERS STEAMLINERS RELIABLES AUTO-PILOTS

Avg. spend per online shop (ú) ú97 ú97 ú99 ú102 ú92

Avg. number of online shops per 

month
2.1 2.2 2.2 2.2 1.8

Avg. monthly spend (ú) ú205 ú213 ú218 ú225 ú165

Segments at 

a glance



04

Online 

Shopping 

Futures



Retail is changing.  

Technological innovations are 

pushing the online grocery 

landscape to new heights. 

In this section, we highlight nine 

emerging innovations that are 

shaping tomorrowés online 

shopping, and more importantly 

changing consumer 

expectations.

Welcome to tomorrowsé online 

grocery shopping.

jump! SIGNALS:

Emerging Innovations

Today, people live in a 

hyper-connected world 

that continues to blend 

with smart technology.

Tomorrow, people will 

expect smart technologies 

to be a greater and more 

personal part of the online 

shopping experience. 

LIVE 

STORIES

THE NEW 

SHOPPERTAINMENT 

HAPTIC 

REALITIES 
SHOPPING 

SOCIAL

BODY 

MARKETING

BEHIND THE SHELVES LETéS GET 

DIGITAL 

BASKETS:

PREDICTED

DELIVERY:

UNCOMPROMISED


