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Have made a purchase Feels poor connectivity is Have not bought groceries Have bought groceries
online an obstacle towards online online but will consider online in the past but
purchasing of groceries doing so haven’t recently
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ONLINE CATEGORY PURCHASING CATEGORIES WITH THE HIGHEST

PENETRATION INCREASE

% Global Consumers Claimed Purchasing, 2017 vs. Change in 2018
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ENABLERES TO ENCOURAGE ONLINE PRODUCT INFORMATION SOURCES
BUYING OF FRESH PRODUCTS TO AID DECISION MAKING

Same day replacement
for products not meeting
expectations
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Physical Shop Shop Website Word of Mouth

Refunds for products not
meeting expectations

Freshness labels

CONSUMERS’ MOST WANTED DIGITAL OPTIONS |
13% 36% 15%  34% 9% 32% 8% 32% 23% 32%
[ )
A
Use a Handheld Online or Mobile Scan QR Codes Login to Store Use Self-service
Scanner Coupons to get Information Wi-Fi Checkouts

@ Already Using @ Definitely Willing
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