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The e-Grocery landscape
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#BehaviorChange: e-Grocery

Countries covered

The e-Grocery landscape

Behavioral buying insights: EU-15
Satisfaction drivers & barriers: EU-8 n=7547

25-Nov-21

= Friction in e-Grocery

At GfK, we capture and assimilate
behavioral data continuously. Be it the
scanned FMCG household purchases via
our Consumer Panel or the underlying
motivations, needs and wants.

>180 million households

EU-15 ATBEBG CZ DE DK HR HU IT NL PL RO RU SE SK

EU-8 ATBECZDEITNLPLRU

© GfK 7



- The e-Grocery landscape

The e-grocery
landscape is
exponentially
expanding

25-Nov-21 = Friction in e-Grocery
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The e-Grocery landscape

E-grocery value

share nearly
doubled in 2
years

EU-15

© GfK 9



- The e-Grocery landscape

Mixed view
across Europe.
Maturity levels
highly differ. SE
and NL lead in e-
grocery share.

25-Nov-21 = Friction in e-Grocery
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- The e-Grocery landscape

e-grocery penetration e-grocery value share

2018 1. 2019 1. 2020 1. 2021 1. 2018 1.HY 2019 1.HY 2020 1.HY 2021 1. HY
HY HY HY HY
——AT —e—BE ——CZ DE ——|T —e—NL —e—PL —e—RU

25-Nov-21

= Friction in e-Grocery

Pandemic
e-grocery

boost not equally
strong nor equally
sticky across the
Europe

© GfK 11



- The e-Grocery landscape

E-grocery
‘maturing’ as it is
increasingly
attracting
valuable shoppers
aged 50+

25-Nov-21 = Friction in e-Grocery

2018 2019 2020 H1 "2 2018 2019 2020 H1"21

Share of online value

Age 50+

PL
40

2018 2019 2020 H1 21 2018 2019 2020 H1 21
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However....
Buying EVERYDAY GOODS online undeniable part of daily life

— - The e-Grocery landscape

2276 ‘
MONTH
Not last month, but
in the past YEAR
EU-8 n=7547 Nov. ‘21 i.'
t -G ry

25-Nov-21 = Friction in e-Grocel © GfK 13



- The e-Grocery landscape

As shoppers
mature, ux
iIncreasingly a
driver for
retailer choice

25-Nov-21 = Friction in e-Grocery

Top 5 reasons
to start

&

1
Attractive pricing

& promotions

2
Attractive / no
delivery fees

3
| can find
everything | need

Heavy buyers
Index 164

4
User friendly

website / app

5

Recommended

to me

© GfK
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- The e-Grocery landscape

9

Desktop / laptop

Mobile

Tablet

Other 3

Attribution of 100 points to devices used to BUY

Desktop/laptop

49

most used to

38

buy. App only

10

strategy omits
large buyer
base.

Tipping point for device use in
terms of shopper age is 40 years.
Below 40 smartphone is the main
device.

25-Nov-21

= Friction in e-Grocery
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Non-buyer barriers

25-Nov-21 Friction in e-Grocery

£
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Prefering physical is emotional

(Social) experience most important barrier

- Non-buyer barriers

Appreciate the experience of
going to the store

| cannot judge the quality
of products

| can’t buy all
products
online

Does not
offer me any
advantage

MaxDiff Analysis 20 statements Non-Buyers n=2789

| want to

have social
contact

Products not

immediately
available

74

25-Nov-21 = Friction in e-Grocery

‘non-buyer’

Of whom:
16% ‘services not available’

17% ‘don’t know about those services’
15% ‘too difficult for me’

© GfK 17
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Channel choices now & next

25-Nov-21 Friction in e-Grocery
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25-Nov-21

E-supermarkets and specialists most used

Live commerce and flash delivery reach about 30%

Channel choices how & next %

Shopped online in past year

AL

H
=
o~
o~
N
o
[N
=
iKY
N
O

ﬁ category specialist

“@ D2C

Z;\ﬁg flash delivery

o\
w
=
(93
RN
N
(0}

meal box 12 13 8
¥ product subscriptions 68 12 13 7

o
N

live/social commerce

Flash delivery ex. CZ

Source: GfK e-grocery ad hoc study n=7547 November ‘21

~N
N

® No/Never Light = Medium mHeavy

= Friction in e-Grocery © GfK 19



Two-thirds knows a flash provider

Half of them have used it, mainly for instant gratification

- Channel choices now & next —

Awareness

(list of locally available, aided)

Usage 0 i
(if flash delivery provider is known) Ccasion ‘ '
None (if flash delivery provider is used)

33% None
Food / drink for now

49% %
ﬁ Special occasion / party

One or
more

Top 3 51% Food / drink for later

GIOVO Stock up trip
GORILLAS GORILLAS Big trip for few days
6 6 Urgent forgotten item

TTamépouxa Tlamépouka

Small trip for few days

EU-7 data NA for Czech Republic

25-Nov-21 = Friction in e-Grocery © GfK 20



Future services

D2C & flash delivery stand to gain most new buyers

Channel choices how & next %

Will shop in next year, if available

e-supermarket @ m @\ =
L:@} platforms 39 37 24
ﬁ category specialist 30 40 30

& oc [ I W R W
Zgﬁg flash delivery 45 38 17

meal box 54 33 14

live/social commerce 59 30 11

HmYes ® Maybe ® No

Source: GfK e-grocery ad hoc study n=7547 November ‘21
25-Nov-21 = Friction in e-Grocery © GfK 21
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Categories & occasions now & next

25-Nov-21 Friction in e-Grocery
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- Categories & occasions now & next

O’ O

37% of light buyers has

not shopped for weekly Vs.

groceries incl. Fresh food

Source: GfK e-grocery ad hoc study n=7547 November 21

1 3% of heavy buyers

has not shopped for weekly
groceries incl. Fresh food

25-Nov-21 = Friction in e-Grocery

Top 3 most frequent occasions

No. 1 stock up of heavy
items / nonperishables

= No. 2 stock up of special
product promotions

= No. 3 special one off offer
trip

© GfK 23



14% of all say they will not buy anything

- Categories & occasions now & next

Only 2 categories have reached >50% of online shoppers

s (5B

14%

Categories most likely to Categories most likely to won't by anything
be bought - all shoppers be bought - non buyers
= No.1 Cosmetics 51% = No. 1 Cosmetics (35%) * 33% of non buyers

= 4% of light buyers
= 1% of heavy buyers

» No.2 Household cleaners 49% = No. 2 Household cleaners (29%)
= No. 3 Household items 42% = No. 3 Pet supplies (26%)

25-Nov-21 = Friction in e-Grocery © GfK 24



- Categories & occasions now & next

Top 5 online categories, based on future growth in % buyers, heavy buyers

Food supplements

Heavy buyers
extend to

supplements,
drinks & frozen
foods

Frozen food

Non alcoholic
drinks

25-Nov-21 = Friction in e-Grocery © GfK 25
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Satisfaction drivers @ main online retailer

N

25-Nov-21 Friction in e-Grocery

© GfK



- Satisfaction drivers @ main online retailer

Offline 4.0/5
satisfaction %
still triumphs, N
except In @
Russia

o
o

3.9/5 3.8/5
¢ W

|
1l




— - Satisfaction drivers @ main online retailer

Online retailer

More people
nlan to stick
than switch,
but heavy
ouyers at risk

© GfK 28




Satisfaction scale tips toward offline

Austrian shoppers least excited about online experience

- Satisfaction drivers @ main online retailer

EU-8 satisfaction online
compared to offline

digital natives
heavy buyers

big cities
|

18-24 years old
[53 light buyers
tech challengers

25-Nov-21 = Friction in e-Grocery

(much) more offline

U

O

(much) more online

\

—

-

f# |

© GfK
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Flexibility Is top rated, data safety lowest

Light shoppers least satisfied about fresh offer

- Satisfaction drivers @ main online retailer

‘I can flexibly
integrate
shopping into my
personal life’

‘I can easily keep
track of my total
shopping cart”

®

"Hygenically safe

shopping is
possible”

‘I become easily
aware of new
products”

‘I can easily
compare prices”

® ®

"My personal
data is safe’

2.88

‘I can easily find
help when | need it”

® ©

‘Good variety of
fresh products”

® ®

“Additional services

eg. recycling
returns’

® ®

‘I can find products
from local
suppliers”

25-Nov-21 = Friction in e-Grocery

Satisfaction comparing main
online vs main offline retailer

Top 5

Bottom 5

© GfK

30



Drivers of ONLINE satisfaction

- Satisfaction drivers @ main online retailer

4
SHOPPING
SERVICE l

ASSORTMENT

PRICE & OFFERS

Key Driver Analysis n=4758
25-Nov-21 = Friction in e-Grocery

© GfK



Findability priority for light buyers

- Satisfaction drivers @ main online retailer

Shopping process

Experience and service

Finding my products

Price & offers

Assortment

Online satisfaction driver analysis heavy vs. light buyers

.
I
I Y

I L] I

100

W Heavy buyers % Light buyers

25-Nov-21

= Friction in e-Groce
Key Driver Analysis n=

ry
4758

Experience
decisive later
on in the
shopping
curve

© GfK 32



In the shopping process, simplicity and
findability are key drivers for (dis)satisfaction

- Satisfaction drivers @ main online retailer

Top 3 drivers EU-8

It can be done quickly

Shopping

process The entire process is simple

| can find my way around well

100

Key Driver Analysis n=4758
25-Nov-21 = Friction in e-Grocery

© GfK
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Basics need to get fixed first

- Satisfaction drivers @ main online retailer

In Germany and the Netherlands, the top drivers are

underperforming with e-grocery shoppers

| can do the shopping quickly

| can easily work through my
shopping list

| can flexibly integrate
shopping into my everyday life

The entire purchasing process is
rather simple

| find my way around well

The products are delivered
directly to me

25-Nov-21 = Friction in e-Grocery

Shopping

process

© GfK
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Light buyers overall less satisfied

Finding brands and comparing alternatives are differentiators

- Satisfaction drivers @ main online retailer

25-Nov-21

Finding my

products

= Friction in e-Grocery

| have a clear overview of available
relevant products

| can easily recognize special type of
products (eg. vegan, fair trade, organic)

I can quickly find specific preducts (1 am
looking far)

| can quickly find specific brands {| am
looking far)

Satisfaction scores online compared to offline

e

@a3.23

. Light buyer
. Heavy buyer

. ' . 8370
| can easily compare product alternatives »
| can easily find the pack size | am . @ 3.
loaking for /
) .l-m able to chacfk_th& product @ 3.10 B 3.49
information, e.q. tha nutritional values, [ 4
ingredients etc.
3 3.1 3.2 3.3 3.4 3.5 3.6 a7 3.8
© GfK 35



Enjoyment by far the major ¢

river, followed by

new product awareness and

- Satisfaction drivers @ main online retailer

hersonalization

Top 3 drivers EU-8

Shopping is enjoyable

Easily aware of new products

Personalized shopping experience

100

25-Nov-21 = Friction in e-Grocery

Experience

& service

© GfK

GFK
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Experience falls behind in [taly

Rewarding loyal customers is a common problem

- Satisfaction drivers @ main online retailer

Mean (ltaly)

7

A
Satisfaction Assortment Satisfaction Shopping process

70

v Shopping is enjoyable
i Finding my Satisfaction Experience and service

o0 ¢ l] A | get product suggestions

(A1) uDaw

Performance

. I v | feel rewarded as a loyal customer
Experlence *“ 20 40 60 80 100
& SerVice Relative Importance
' Maintain selectively @ Keep up good work
Lower priority @ Concentrate here Italy (N=870)
Model Fit: Medium (62.4%)
| get a personalized shopping experience | feel rewarded as a loyal customer
¢/ .
ess?m
@ — OZON (0000 < ($SCONAD

25-Nov-21 = Friction in e-Grocery © GfK 37



Experience ‘needs’ vary

Service and support versus fun and inspiration

- Satisfaction drivers @ main online retailer

Shopping is enjoyable

| easily see/ find recommendations an
{individual) products

| gasily become aware of naw products

| get a personalized shopping experignce

I get inspired while shopping

| gat suggestions of products that go together
There are uncomplicated return conditions

| can easily find help / support when | need it

| Fesl rawarded as a loyal customer

Byailability of additional services, e.g. recycling
returns

Satisfaction scores online compared to offline

2.8

3z

a3

3.4

3.5

a6

B 1824
I >55

25-Nov-21 = Friction in e-Grocery

Experience

& service

© GfK
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Simplicity
Findability

Experience

= Friction in e-Grocery
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25-Nov-21

Key take outs

Simplicity

Instant gratification
Onboarding

One-to-many shopping
content

Dare to ask - opt-ins

Data sharing - what’s in it for
me?

App & web strategy

= Friction in e-Grocery

Findability

One-to-one virtual shopping
assistance

Get your CPT straight
Predictability feedback loop
Zoom out for comparability

Product info as filter and on
demand labels

Experience

Balance between technology
and humanity

Meaningful connection

Customer loyalty and
personalization

Accessible, social, functional

Clienteling tools, WebAR -
think post conversion

The power of community
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Our objective for today ...

Structured way from IDEA to DIGITAL product

Based on GfK insights inspiration for new digital innovations
-

Tips & Tricks to start tomorrow in your own organization

.
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How to convert these GfK insights into tangible digital products?

©

»

Simplicity Findability




mobiquity

How to convert these GfK insights into tangible digital products?

5 PLLE =
"“‘&ML“:E'T

N Nl kch)

Non-Buyer Light Shopper ' Heavy Shopper

Simplicity 4
Findability

Experience
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How to convert these GfK insights into exponential growth?

mat®
L WS
N NI ch |
Heavy Shopper '
Experience 6 /o
Enjoyable Online Value Growth in 8 core countries ‘

Inspiration «
Personalization / (



mobiquity

Our Methodology

Digital Traction
lets us orchestrate
all competences &
their deliverables

Representing customer, business and technology
needs throughout the entire methodology from
innovation and ideation to the development, distribution and
marketing of digital products and their experiences.

Mobiquity’s
Digital Traction
Methodology

Ideas for uable .
Concepts pts

Product

Gear 3 Gear 4
SOLUTIONFIT q MARKET FIT

Gear
IGNITION

g ‘ali 3 Develop and pre
business ani d human otentia . a solution to run i
needs through Design it . production opportunities and build
Thinking methodology a product backlog

CUSTOMER EXPERIENCE STRATEGY

DIGITAL PRODUCTS & SERVICES

DIGITAL BRANDING & MARKETING




mobiquity

Key Principles for Innovation

Based on 5 principles

#1 #2

Industrialised
process

Hyper- Controlled 2 Only build what
collaborative investment has value

team




ideas for valuable

concepts concepts mvp prOdUCt

gear : gear 2 : gear 3 : gear 4
IGNITION : PROBLEM FIT : SOLUTION FIT : MARKET FIT

Spark ideas matching . Validate problem & potential . Develop a solution ready to Develop and prepare a Optimize solution for growth
business and human needs - solution with end-users : be tested with end-users . solution to run in production - & define a growth strategy

mobiquity
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IGNITION

To discover as many ideas

in the shortest amount of
time based on the current
knowledge.

Steal

improve ideas
of others

Random

whatever
comes up

Rigorous

Force

The more =

frici:(tjilggsp%?nts the better seI?Ctlon’
fail fast

Inspire

Collect from
employees,
partners,
co-creators

mobiquity



Hypothesis for the heavy buyers ...

inspirational
personal fun
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What are the retailers currently doing?

15159 8% REEY 153709 K Nun72%0

€ van Danny Besteld Sinterklaas  Nieuw

Q Desembrood
“+i

nu €2.50

Picnic desem haverbol Picnic desem grof
volkoren

& Hallo Danny

Black

De héle week mega scherpe

Jouw bestellingen

Reverveer alvast een moment voor je eerste

bestelling Bararvnr

2% G 2

[3) mesteningen 1) Service

1 maand gratis je "
sintboodschappen ’ , g
Lijstjes voor jou thulsbezorgd B
ness nu€2.50

Picnic desembol wit Picnic meerzaden
desembrood

ﬁ i VILEES & VIS AGF
altiid Ioge FAIS gl lage pils

# i -

S0
Test Views Bavis- Altld  Asrdappelen, 0l 21/25 zegels BE ! i :
v wis - { -
. lage prijs groenien & fruit - L 7 volie kaarten

Biologische groente

oo ©
.

=] Qs i

J @ d L

7 Belddjlc alle lijstjes
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What are the retailers currently doing?

WIR
LIEFERN
CLEVER
EIER BILLY BHLINE SHOR.

s

.

Share sweet moments. ."x

”, Coop ruft Aaddin Bakliva Micpack rurisk

Rezepte & Erndhrung

So geht bewusste Emshrung All special offers
ged e

Wichtiger Kundenhinweds

GeMETIon 2\ o ’ Blond Oranges Naturafarm Pork ASC Salmy
2ur aktuelien Lage

Strips ca, 600

2.30 9.30
““ nstead of 290 Instead of 15,00

Code Reader

2

Flugblatt
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What are the retailers currently doing?

504909 8 78%m 1510 S e e al IERRNSE- X

o Laan van Chartrol... v
—

Lirarer 33

Hey
Danny

Binnisn 20 min

"F Cortroléer j@ adves Je lgkt een beatje ver weg

Get it willes

Alle nisuwe prmfhh- lq-‘ |
h

J ”'u
o 2 }i > ﬂ | Sinterklaas is in het land! &
?zapp Trending ’ Fllnk . e

GORILLAS

Collections

Gorilles Fave
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What are the retailers currently doing?

&) E® Bezorging v

Topmerken

e I %
Deze week ROTOR ChM “ DLT [

v Aanbiedingen
/

Kraagdier

L] =
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What do app ratings actually say?

mobiquity

Grocel

ditional supermarkets still
in the online marketplace
s the new challengers?

SCAN ME

Despite the same app
rating, challengers offer far
better customer experience
than traditional players

Customer support
Design & UX
Delivery

Price

Order

Payments
Onboarding

Reliability

Traditional Challenger
~16K Reviews ~5K Reviews

Dec 2020 - May 2021 Dec 2020 - May 2021

App Rating App Rating

Feature Rating Feature Rating
B o B v
Revil citing satisfaction Revi citing satisfaction
B 6% || 8%

Reviews citing bugs

4.0 %%k %k
4.0 %%k % %k
3.5 %kk
3.3 k%
26 %
24 %%k
1.8 k%

17 %9

Reviews citing bugs

42 ok k%
3.8 *kkk
3.9 %k kK
3.8 Kk k kK
3.2 k%
26 %%k
19 Kk

1.8 %k
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First conclusions ...

Most apps look the
same. Mostly UX
differs.

Top ones: Better UX,
Content, Semi-
Personalized,
Recipes & Loyalty
program.

..

Pure lack of fun &
experiences during
the in-app journey.
Too much focus on
conversion only.

New challengers
less app friction.

-
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Gear 1 : Spark ideas matching the needs of HEAVY buye

8.

Tell me what to
make

Live Food

Bring it to live
Commerce

Sharing is caring

-
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:BRING IT TO LIVE




Gear1!/GNITION: BRING IT TO LIVE
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:BRING IT TO LIVE

Checalors

\’QRGYA

B e8RS
t) . !
(r G ""ﬁ ._
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Gear 1 - LIVE FOOD COMMERCI

&« > C @ amazon.com/live r a » =5 D
Deliver to Hello, Sign in Retums 0
AMAZON o3 ies o e Vot Wan

= All Today'sDeals CustomerService Registry Gift Cards Sell Shop Early Black Friday d-

amazonlive

; Discover Following Browse Find us again: Search for Amazon Live
Shoppable livestreams —_—

) T G2 e i

Following LIVE Hans + 4 mins

Sign-in to see content from creators | m Perfect to replace my tv
you follow. >-kg 488 thathasa vacuum

Featured Creators PCTechnoGeek 4d Od « 3 mins

3 HDMI's is a rare option

ige_desorbo M for$100.
paige_ 1t or $100.

Angela Humphreys started

The Raina's Kitchen

followi
e ollowing
PCTechnoGeek 4d Od « 1 min
Stokes Twins " &Music
i Welcome Angela!!
Early Black Friday Deals Sponsored By Ubisoft (i} ‘
Calvin Klein e R PCTechnoGeek W4d Od « Just now
Digital David
Acoiiion biascas Program Digital David KNOWS his
Kyle Richards Featured now - rom;sl Feellfre:'to
° iRobot Roomba 692 iRobot Roomba i6+ Etekcity Food Kitchen w® Questioni®
Robot Vacuum-Wi-Fi... (6550) Robot Vacuum... Scale, Digital Grams a...
The Kandi Shop I $199.99 $549.99 57955 0] 59.99: +  You must be signed in to chat sign in

Porsha Williams More Livestreams

LIVE . " [ 22 hours ago )
Madison.LeCroy EA'?LY’/ 7 Early
:i)f%l‘LC ' : ~ Black Friday
FRIDAY
Jessie James Decker DEALS Dea ls
(ool Tivin

amazon live

o 4

& Early Black Friday DEALS!

) shop o

Ashley I.'s Favorite Things

DOOOE00O0@®

$151.24 § TREBLAB DEAL ® HD
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: LIVE FOOD COMMERC

Home

Events
Posts
Reviews
Photos
Shop
Stores
Community
Videos

About

Pinterest

b Like A Share Block Page

Posts

SEPHORA ©
1 November at 13:16 - §

Now’s your chance to shop the NEW, limited-edition holiday
collection from Charlotte Tilbury & Join us for a Facebook Live
shopping event hosted by Sephora Beauty Director Melinda on
Thursday, November 11, at 10am PT. https://fb.me/e/1YLUWhCOI

o

% 4
i

LIVE SHOPPING WITH SEPHORA

Join Us to Shop Charlotte Tilbury
Holiday Faves—Only at Sephora

Shop Charlotte Tilbury Holiday Faves—Only at Sephora

Online event
218 people interested

©0 11

gb Like C Comment ﬂ} Share

SEPHORA @
14 hrs -G

Our Holiday Savings Event is almost over! Sephora credit

PR IR

@ send Message

SEPHORA
Health/Beauty

1.9 %k

Community See 3

19,496,761 people like this

19,619,354 people follow this

About Seea
+1877-737-4672
(~) Contact SEPHORA on Messenger

=) SEPHORA USA, INC. is responsible for this

Page.
People >
19,496,761
2,868

Related Pages
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@& bambuser.com/cu

Taylor, Peach Welcome Peach Insiders! Get ready for early
access to our

Amy The zipper is great for working with boots

“ Elaine can we order tonight can we order

Taylor, Peach Of course! Click the item images on the left of
the screen and start adding to your cart
leave the event!

Ann Blatecky Remember your CREDIT Insiders!!! $$%

RECORDED

00:20/ 00:37

NELL TOP

Peach

SEAMLESS STRAPPY BRA
Peach

FAUX SHERPA TOTE
Peach

ASADO SWEATER

Peach

GLENWOOD LEGGING
Peach

WINTER WARMER SET
Peach
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Gear 1 : SHARING IS CARING
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: SHARING IS CARING

Step 1: Visit our Step 2.1: Initiate Step 3.1: Invite friends Confirm team
platform a new team and family on social formation
purchase networks

EEIA, BREBIRFERANE

o

©Q 0 © . -
r’ REEN O09n
I : $ =
1 - Product shipment
" !
: Step 3.2: Wait for team —
I formation in the next 24 hours
. R _
1 23:50:329
— -
E8 1A, BEREBRFEEHRRE 3
Review
Step 2.2: Join an
existing feam purchase o ; nRE L
o] ] <Rrsmgriocst |
[ awe |  ane |
[ ave | [ ave |
= = [ oome |

3 v
Individual Team
Purchase Purchase




Gear1 ! GNITION: TELL ME WHAT TO MAKE

DISCOVER MEALS
MATCHED TO YOUR
INSTAGRAM MEMORIES




PixFood just found a
recipe suggestion for you!

By using advanced photo recognitiori and
complex machine learning, PixFood gives
you tailored suggestions on what to cook

next,
Add allergies and diet preferences, to get

even more tailored results. The more you
use the app, the better suggestions you get!

:




Let’s look again at the hypothesis for the heavy buyers ...

inspirational
personal fun




mobiquity

Our assumption is ...

Let all HEAVY buyers buy 1 extra product [EUR 2] per trip

8 core countries: BE, NL, DE, IT, RU, CZ & PL

Based on GFK/ calculations I

+ EUR 1.052.00030




mobiquity

What IF you want to start tomorrow?

People




mobiquity

What IF you want to start tomorrow?

Mobiquity’s
tal Traction
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mobiquity

What IF you want to start tomorrow?
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E-grocery report available 1/12!




The new delivers answers Grlé
with a special focus on the online shopping experience!

Who shops online, who doesn’'t - and why?
What channels and models are preferred? R
What categories are bought?

For what occasions are groceries bought online?
How satisfied are shoppers with their main online retailer?

What drives shoppers (dis)satisfaction when shopping groceries online?
What are barriers for e-refusers?

What are specific differences towards stationary shopping?

Who is already using flash delivery and where is it heading?

What is wanted next and how will e-grocery behaviour change in 20227
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25.11.2021

Study Design
GfK E-grocery report EU-8 November‘21

9 SCOPE (EU-8) Austria (n=916), Belgium (n=949), Czech Republic (n=981.), Germany (n=942),
Italy (n=967), Netherlands (n=929), Poland (n=923), Russia (n=940)

Online, access panel
LOI: up to 15 minutes
Field: November 2021

[4 SURVEY

o o TARGET Age 18j- yrs, (partly) responsible for the purchase of everyday products, n=7.547
sa ¢ Online buyer (<12 months)
GROUP * Non online buyer (>12 months, never)
« Satisfaction analysis via Key Driver Analysis (KDA)
ﬁ; METHOD » Barrier analysis via MaxDiff-Scaling

* Power Point Report
0 OUTPUT * Access to GfK’s insight hub for the detailed answers

=  GfK #BehaviorChange E-Grocery report EU-8 Nov'21
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