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MIH Knowledge Article:

How the future retail landscape disrupts
food and drink business models

The ever-changing retail landscape is disrupting the entire supply chain. From data-driven technologies and
seamless shopping experiences to health and plastic free packaging, food and drink businesses are already
seeing a shift within the food supply chain. Now is the best time for food and drink manufacturers to adapt to
those changes and plan ahead.

Health & Wellness is high on the agenda
Food is linked to health and wellness, driven by the shift towards a more responsible consumer, who is seeking a
healthier lifestyle. According to IGD, 85% of UK shoppers are actively trying to improve their diet. However, most
consumer don’t always find it easy to act.
Educating, advising and supporting shoppers to improve a healthier lifestyle is expected to be a major priority
for retailers and their suppliers in the coming years.
Supermarkets that focus on health and wellness have been trialled in several countries. Retailers are able to
help shoppers see the connections between food and health by offering services like in-store nutritionists,
vital health-testing in-store, shopping coaches, nutritional shopping apps and class offerings, such as yoga or
cooking classes.
For example, UK retailer Waitrose claims health high on their agenda with its various health services. Also,
mobile apps, such as the Colruyt’s (Belgium) SmartWithFood app, support shoppers with their food choices instore according to personal health requirements.

Plastic-free is key
According to IGD, 74% of all UK shoppers say they’ve become more aware of the environmental impact of
plastic packaging in the last 12 months. Companies are continuously working on developing more sustainable
packaging solutions. Retailers and manufacturers are increasingly working collaboratively on helping customers
and communities live better and to adopt a more sustainable lifestyle.
Plastic free aisles in supermarkets is one option to reduce plastic waste, in particular in the fruit and vegetable
sector. Asda removed plastic wrapping from all its whole swedes, accounting for about 6 million less pieces of
packaging each year, the equivalent of 14 tonnes of plastic. Other major retailers have started trials in cutting
down on plastic packaging and offer plastic-free fruit and vegetable aisles. Aldi estimates that if its plastic-free
initiative can be rolled out across all 830 Aldi stores in the UK it would save more than 100 tonnes of plastic a
year, without increasing food waste.
Marks & Spencer has introduced a reusable container incentive for fresh food at 23 of its Market Place counters
in-store. Bringing your own reusable containers gives you a 25p discount off each meal, encouraging consumers
to reduce the use of disposables.

Seamless shopping experience
As ecommerce and data-driven technology continues to grow at global level, physical stores will need to adapt
many new digital technologies to stay up to date within the increasingly competitive retail landscape.
Complex algorithms and artificial intelligence are progressively being applied to identify gaps and new
opportunities, ranging from sales, inventory systems, supply chains, and customer information that allow
retailers to better understand customer shopping behaviour and loyalty.
Retailers are starting to introduce a more seamless in-store shopping experience for their customers. For
example, cashless shopping or fully automated stores without staff are being trialled to speed up the payment
processes and make shopping trips more convenient.
Social commerce is a huge trend in Asia, which is predicted to take over in the UK as well. Social commerce
means shopping in any type of format, via watching videos or TV, reading articles or looking at images that
provide a direct purchasing link. For example, Instagram, Snapchat or Facebook shopping functions have been
introduced by several retailers.
Keeping abreast of the latest technology allows retailers to improve effective communication with shoppers and
make online as well as in-store shopping more convenient and seamless.

Growth opportunities
The retail landscape is changing and food manufacturers will need to consider how this will impact business and
product development. In the next few years, retailers and food and drink manufacturers will be working more
collaboratively to communicate with consumers and to support shoppers on the journey towards a healthier and
more sustainable lifestyle.
The food and drink sector is at the early stages of a technological and data revolution. That’s why businesses
need to stay up to date with the latest data-driven technologies, social media channels and emerging apps and
platforms to adapt to disruptive changes in their sector.

