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“In the “next normal,” grocery retail will 
once again need to rebalance its role 
within the broader ecosystem with 
restaurants and other options”

Source: 1. McKinsey & Company: Disruption & Uncertainty, The State of Grocery Retail 2021, Europe,
Richard Herbert, Jean-Albert Nyssens, Rickard Vallöf, and Tobias Wachinger
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Source:
1. FMI U.S. Grocery Shopper Trends, 2007-2020
2. Kantar (Worldpanel division) survey of 11,634 British households, October 2020

Demonstrable change 
at breathtaking pace

Grocers experienced

8 yrs
of sales growth in 
one month1.

Share of online 
grocery sales reached 
a new high in the four 
weeks to 21 February: 

15.4%
up from 8.7% last year2.

“It’s a habit that seems to be 
sticking among British consumers 
and internet orders now make up 
an average of 65% of grocery 
spend each month for people who 
do shop online,”

says Kantar’s Fraser McKevitt2
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Getir

ON DEMAND ACCELERATES

Gorillas Weezy

Tesco Whoosh Sainos Chop Chop

Ocado Zoom Iceland Swift Co op 

“JUST WALK OUT” STORES

Amazon Fresh

Tesco Morrisons

COVID HITS
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Expansion of Brands
Distribution channels have disrupted

+100 years 20222020

ONLINE GROCERY c7%

2025

SHARE OF ONLINE HITS  
C18%
Feb 2020, £7.40 of every £100 
spent on grocery was bought 
online. Feb 2021: £15.40
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Consumers placing value on quick commerce

2022

£160bn 
globally by 20251

On demand “quick 
commerce” valued at 

2025

Only 5 
years!

Source:
1. Retail Weekly "Analysis: What will it take to win the rapid-delivery grocery race, Sign consumers are valuing this?" June 2021

2020+100 years



60%
59%

58%
56%

37%
32%

30%
29%

21%
17%

15%
13%

4%
4%
4%

2%

Convenience / close to home

Affordability

Range of products

Quality

Reliability

Customer service

Loyalty programmes

Their response to COVID-19 (e.g. social distancing measures, home delivery, support for staff)

Is environmentally and socially responsible

Treats others fairly (e.g. employees and suppliers)

Exclusive store brands (including own label products)

Makes a positive economic contribution to the United Kingdom

Innovation

Recommendations from others / content seen on social media

Other

Don't know
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What factors, if any, are likely to make you choose one supermarket over 
another? Please select all that apply..? 

Convenience remains core to choosing 
where and how to shop for Food

Base size: Total sample (n=5065), Source: Facebook & YouGov Future Proofing Grocers study (UK, Denmark, Norway, Sweden, Turkey), April 2021
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EMERGING COMPETITIVE SET

Source: Sifted, "On-demand grocery delivery: 
A regularly updated list of market expansions" September 2021

2015 2016 2017 2018 2019 2020 2021

Reimagining 
convenience as 
“10 minutes”



The need to 
rearrange the 
store around you
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FROM BOMB-SHELTER 
PANTRIES

NOSTALGIA

BREAD BAKING 

ELABORATE 
CULINARY 
STUNTS

KITCHEN FATIGUE

KOMBUCHA 
CLUBS

Covid has had a 
huge impact on 
our relationship 
with food

REARRANGE THE STORE AROUND YOU
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At a time of negative emotions food 
provided us with Joy 

Source: Sprinklr, social trends, food related conversations, 2020

REARRANGE THE STORE AROUND YOU
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And continues to do so

Nearly half of 2020’s 
most loved brands are 
food & beverage brands

48%

Food is emotional, 
it has provided us 
with joy

Source: Sprinklr, social trends, food related conversations, 2020

Source: Morning Consult’s Most Loved Brands , Fourth 
Edition. The role of food emotionally. 

REARRANGE THE STORE AROUND YOU



Category put a 
spotlight on what we 
are buying into, not 
just where we are 
buying from
Increasingly shoppers are choosing brands based on 
views and values

REARRANGE THE STORE AROUND YOU
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Source: 
1. “KPMG, Me, my life, my wallet” 18,657 respondents across 16 markets.
2."Facebook Seasonal Holidays Study" by YouGov (Facebook-commissioned online study of 49,563 people aged 18+ across 
32 markets: AE, AR, AU, BR, CA, CL, CO, CZ, DE, DK, ES, HK, ID, IT, FR, JP, KR, MY, MX, NL, PH, PL, SG, TH, TR, TW, RU, SE, 
UK, US, VN, ZA). Minimum N=1500 per market. 9 Dec to 24 Dec 2020.

of consumers are 
willing to pay more to 
an ethical retailer or 
brand who is giving 
back to society 1

90%
of holiday shoppers 
surveyed in EMEA took at 
least one action to support 
a local or independent small 
business during the recent 
holiday season 2

62%

REARRANGE THE STORE AROUND YOU
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Cultural shifts on our 
platform reinforce the 
need for community

YOY increase1

for non-profits and 
personal causes through 
fundraisers on Facebook 
and Instagram.2

$5B
Over the last year 
local groups on 
Facebook grew their 
membership by 

3.3X
EMPATHY 

+36%
REFLECT

+33%
HEAL

+35%

Source: 
1.CrowdTangle 2020 vs.2019, key searched terms YOY
2. Facebook IQ  “Meet the Future” by YouGov (Facebook-commissioned online 
survey of 9,038 people ages 18–25 across EMEA who use Facebook or Instagram), 
Aug 2020. Gen Z defined as people ages 18–25.
3. Facebook Giving Together 

REARRANGE THE STORE AROUND YOU

83%
Brands should use 
social channels to 

create a sense 
of community
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“During the pandemic, there was a newfound 
appreciation for frontline workers who delivered 
groceries and I’m hopeful that this shift in attitude is 
here to stay. As well as keeping the nation fed, our 
drivers helped create a sense of community in 
uncertain times, something that Ocado has always 
worked hard to cultivate. 

“We run a matched donation scheme with our 
customers called ‘You Give We Give’ which helps to 
eliminate food poverty. In 2020, we donated over £8 
million in food and cash to local food banks and 
charities - strengthening our bond with the 
communities in which Ocado operates”

Laura Harricks, Chief Customer Officer at Ocado Retail 

REARRANGE THE STORE AROUND YOU”
BRAND BEHAVIOUR



Represent 
me on screen 
and behind 
the scenes

Am I represented 
in your advertising?

Do you share 
my values?

Am I represented in 
your decision-making?
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of shoppers have changed 
their shopping habits1

60%

REARRANGE THE STORE AROUND YOU

COVID-19 changed 
the way we shop

Source: 1. McKinsey, Oct 2020, shifts in shopping behaviour:

What topic can we help you 
with today?

Delivery info

Opening hours

Seasonal offers

Get started



An expansion of 
touchpoints 
shifts your 

experience and 
expectations of 

brands
ARConversational 

Commerce

Product 
Tags

Oculus

Live 
Shopping

FB / IG 
Shops

Creator 
Commerce

Branded 
Content

Reels

Groups

WATCH

82% 
Social media has heightened their expectations around 

brand interaction

Source: Source: Emerging trends research" (Facebook-commissioned survey of 12,500 online people aged 18-64 in AR, AU, BR, CO, GB, ID, IN, MX, NG, PH, SA, TH, US, VN) by 
Ipsos, Aug-Sep 2020. In all markets, N=1,000, except for benchmark markets (AU, GB, US), where N=500. Facebook data, global, Sep 2020.



WHAT WE KNOW: NO SILVER BULLET

No Silver Bullet

No single media mix 
is best for every 
brand outcome

Campaigns that 
under-deliver invest 

too heavily in just 
one or two channels

TV is an effective 
bedrock but shouldn’t 
dominate investment 

(50% budget max)

Source: Kantar Oxford No Silver Bullet: Cross-Media Complementarity
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3836621
1,105 campaigns with average media spend of $12m, $13bn of media investment analysed over 10 years, 557 global brand, 23 industry

REARRANGE THE STORE AROUND YOU

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3836621
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Moments of 
discovery happen on 
Facebook platforms
Digital is now the primary way that grocery 
shoppers discover brands and products

71%
of grocery shoppers discover food and 
beverage brands or products online1

Jasper’s Market

Source:
1. "Food & Beverage Consumer Journey Study" by Kantar Profiles (Facebook-commissioned online survey of
39,470 adults ages 18-64 across AU, BR, CA, DE, FR, ID, IN, JP, MX, SK, UK, US) 2020

REARRANGE THE STORE AROUND YOU
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REARRANGE THE STORE AROUND YOU

GOING SHOPPING
VIEWING ONLINE SHOPPING AS A ROUTINE OR 

A WAY TO COMPLETE FUNCTIONAL TASKS

ALWAYS SHOPPING
DISCOVERY MINDSET IS 
DRIVING SPONTANEITY

Discovery is 
driving shopping 
spontaneity

Source: 1. McKinsey, Oct 2020, shifts in shopping behaviour:



GROCERY 2021 H2

REARRANGE THE STORE AROUND YOU

Almost twice as many purchases for food are 
spontaneous vs planned

35%

65%

32%

68%

32%

68%

Most of my purchases are spontaneousMost of my purchases are planned

36%

64%

42%

33%

67%

35%

65%

32%

Total Household
supplies

Furniture/
Appliances

Beauty ApparelElectronics Personal
care

Food &
Beverage

68%
58%

of food beverage consumers

68%
of apparel shoppers

58%
Spontaneous vs. 
considered purchases 
across categories 
globally over the past 
six months.

Source: Facebook Annual Consumer Journey, Q3 2020 
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REARRANGE THE STORE AROUND YOU

Our platform can optimise for 
spontaneous behaviours 

Remove 
friction

Shoppable
formats

Be considered 
and purchased in 

5 taps or less



“COMMUNITY, EASE, JOY.”

Rearrange the store around YOU



Source: Facebook Case Study

Consider the power of 
the collective, working 
together to achieve 
purposeful ambitions

Collective vs. competitive
Brands coming together for 
higher purpose



Source: Facebook Case Study

Empower 
community support

Make donation easy by 
applying donation stickers 
and filters

Reach over 13M adults
13pt lift in ad recall

Facebook partnered with the Trussell Trust, the UK’s 
largest foodbank network, to reach over 13M UK adults, 
shifting the mindset of over 310k people to trigger 
behavioural change against hunger poverty. 

Two-phase campaign to drive awareness and intent with 
polling, filters and video ads. An augmented reality filter 
helped audiences share the campaign with friends by 
prompting the audience to take a selfie and add a donation 
sticker before publishing to their feed



Community and 
championing 
diversity in 
advertising 



Source: Facebook Case Study

#1 Bestseller

Sephora : 
Smell with your Eyes

Taste is a powerful proxy to scent
Augmented Reality (AR) filters that played 
with three different fragrance ingredients’ 
textures, colours, shapes and movements



Source: Facebook Case Study

2x
increase in customer 
retention between June-
August 2020

200,000
messages sent in the 
first 8 weeks

3x
lift in Campaign 
Awareness (measured by 
Facebook Brand Lift)

Maggi Germany helped 
people to learn how to cook 
via Whatsapp
Leading German food brand developed an entertaining virtual 
cooking course on WhatsApp featuring a digital assistant called Kim. 

Step-by-step instructions, answer their questions, share videos for 
specific cooking techniques, and provide shopping lists for each 
recipe - all within WhatsApp.

Maggi promoted the WhatsApp service via Click-to-Whatapps ads 
across Facebook and Instagram. People who clicked the ads were 
sent directly to the cooking course in WhatsApp, where they could 
opt in and then choose which class to take first.



Source: Facebook Case Study

Guinness Six Nations:  
Connecting the rugby 
community with Messenger 
Rooms & Portal from Facebook

Pre-game live cook-a-long experience to the 
homes of fans via Messenger Rooms  Live 
from Portal devices

220,000
Rugby fans reached 
with the hour-long 
live event 

1st
Brand to leverage 
Messenger Rooms to 
Live on Portal globally 



Digitise print:
Deliver personalised and 
targeted comms to drive 
sales

Source:
Facebook Case Study
1: Facebook & YouGov Future Proofing Grocers study (UK, Denmark, Norway, Sweden, Turkey), April 2021

2.3%
increase in 
overall turnover 
at trial stores

2.7%
increase in  number 
of customers buying 
promoted items

Which, if any, of the following kinds 
of information would you like to have 
available to you on flyers, prior to 
purchasing grocery products?1

9%

26%

22%

19%

18%

51%

46%

10%

14%

18%

20%

24%

48%

55%

Total UK

Weekly offers        
in-store or online

Discounts codes/ 
vouchers

Details about new 
launches

Updates about new 
brands stocked

Recipe information/ 
inspiration

None of these

Don't know

10x
return on       
ad spend



A visual, easy, 
discoverable and 
personalized 
experience leading 
straight to checkout

Step 1: user gets 
targeted with brand 
ad in-feed or Stories 
and swipes for more

Step 2: user is taken to 
nested instant 
experience (of any 
creative interactive 
nature)

Step 3: user interacts 
making product 
decisions that are 
added to basket

Step 4: signals created 
by interactivity, 
captured and used for 
re-targetting

INTERACTIVE CREATIVITY 

ADD TO BASKET PERSONALISED 
ADS

Remove 
friction



Collaborative Ads 

To meet today’s consumer, we 
need trade marketing solutions 
as dynamic as the customer 
journey itself.



Mars M&M’s  
Halloween not 
cancelled 
Plan a route door to door virtually, collecting 
and dishing out candy credits

Didn’t only preserve key parts of the 
Halloween ritual but it built on them

Source: Facebook Case Study

Influencer 
Creative

Brand 
Creative 



Cadbury’s 
festive success
Amplifying the campaign across the 
whole platform to reinvent Santa

Source: Facebook Case Study

PollsPolls FilterAR Ads

Stories+Feed Stories+Feed Reels Reels Reels

GIPHY

LIVE X2 + Watch



#freecuthbert
Using the platform to 
have fun with everyone’s 
favourite caterpillars 



Morrisons used Stories to effectively amplify TV 

Stories 12" Stories 6" Stories 6" Stories 6" Stories 10"



“COMMUNITY, EASE, JOY.”



Thank you


