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The rise in online grocery
A catalyst for wider industry transformation
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A Changing Landscape
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What is driving this growth?
Consumers are looking for a fast and easy shopping experience
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Online shopping Frequency in 2018
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While online is growing faster than other channels, the
picture varies market by market

Resisters

Developing markets with slow growth in online grocery, due to abundance
of physical stores and associated buying experience
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India
Traditional trade to remain
dominant due to its deep
penetration and emotional
attachment with consumers

Market forecast

Brazil
Modern trade to benefit from
demand for low prices and
convenience. Online limited to
specific segments

0.5%

1.2%

T
o am
B

I 5.0%

Russia
Preference for “touch and feel”
aspect of physical stores to
push continued growth in
modern trade

Tetra Pak-commissioned research by Euromonitor International
forecasts the growth of online grocery in key markets by 2030

Laggards

Developed markets with slow growth in online grocery as rising emphasis on
quality and innovation expected to keep modern trade competitive
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United States
Wide choice in modern trade to
keep share high. But millennials
seeking convenience will
increasingly go online
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Germany
Modern trade to stay
competitive as rising income
levels lead consumers to
emphasise quality over price
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Japan
Popularity and widespread

availability of convenience stores

will pose challenges to online
grocery growth

. Online grocery

Leap-frogging pioneers

Developing markets with fast growth in online grocery, driven by

infrastructure develop tand d
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Shanghai
A hotspot even in digital
pace-setter China, thanks to
high internet penetration and
advanced logistics
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Bangkok
Online expected to grow with
(and complement) modern
trade, as it continues to gain
trust among consumers

. Traditional trade
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Jakarta
Online to compete against
growing mini-supermarkets as
demand for convenience rises
and internet access improves

2016
2030

Developed markets with fast growth in online grocery, thanks to rising
consumer confidence in online delivery and quality
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South Korea
Innovative services, notably
on mobile, plus increasing

credibility to drive online growth

as competition intensifies
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France

Convenience, quality, low price
and free delivery are all likely to
be key in attracting consumers

to online grocery

71%

United Kingdom
Modern trade retailers are
joining online players in a bid to
close price gap and create an
omnichannel presence

AC/Monday 25 June /7



Four key trends
... are shaping the online grocery marketplace
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Consumers want a friction free shopping experience. The most successful
brands provide assistance in moments that matter: discovery, planning &

shopping

Convenience is driving online grocery shopping
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| have my shopping delivered athome

| can shop whenever | want

It's more convenient

Mo physical effort is required

I can buy bulk without camying heavy loads

I can buy everything without visiting several shops
It's easier to compare products

There's a larger choica of products

I can save my shopping list and spend less time shopping
I canfind prometions not available offling

| can edit my basket after| check out

Thera are more discounted products

Convenience
#1 driver of online grocery in all markets
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E Easy Replenishment
@ Super fast delivery
l: l:' Bulk buying

N
." Convenient Packaging
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Technology
Transforming supply chains & consumer relationships

L

Tetra Pak”

Smart packaging can help brands tap into the double-digit growth in online
grocery, positively impacting the digital supply chain and consumer experience

RFID functionality Applications/benefits: supply chain management Applications/benefits: retail Applications/benefits: consumer
» Automated identification # Increase inventory accuracy * Store management improvement * Augmented reality and product engagement
+ Medium-distance geo-tracking * Avoid out-of stocks + Anti-theft security * Internet of things devices in home, such as smart fridge
+ Real-time product tracking # Increase product availability « Data collection on sales * Waste management
* Quality monitering * Speed up receipt product process and warehousing performance * Retrieval/collection of product after online purchase
A RHY e pe * Reduce shrinkage (expiry, loss, theft) o e T e

the pesition of the box * E”Zﬂelf‘ummatio" for shipment, warehousing ¢ Smart store enablement

and delivery

Track and trace

Digitally printed unique code

Consumer engagement

-J._ e Data capture

AC/Monday 25 Junfslo



Sustainability
Increasingly important for consumers & companies

Space efficient Reduced Secondary
packaging packaging

Recycling

1
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Personalisation
Is key to communication & customising the shopping experience
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Share Discovery & sea rch\

Third moment ot truth 7 aro mormant of truth

Receive - -
Firs t rh-:;rrn nt of truth ~
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The key to technology is digital printing
Unique code-based consumer engagement solutions

» Now smart packaging allows each carton to be tracked, monitored and interacted
with throughout the supply chain, creating new opportunities for efficient stock
management, distribution and automation. It creates new opportunities for
consumer interaction too

» We are re-inventing the package by adding a layer of digital experiences for the
consumer, for example first piloted unique code-based customer engagement
solution with Binzagr CoRo’s SunTop orange juice in Saudi Arabia in January 2017
and is now being used by Puleva, in Spain, for a promotion for its flavoured milk

Great!
Your code has been
succesfully validated




Conclusion
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Summary
Fast-growing online grocery is a major disrupter of the entire industry

1. Offline and online are merging to create a better consumer experience and efficiencies in the
supply chain

2. Convenience is the main driver as consumers expect a fast, easy and seamless shopping
experience

3. Mobile is the device of choice, consumers use it as their compass — and so brands need to
ensure it's central to their offering

4. As delivery gets faster, the shift from bulk buying to convenience shopping will almost certainly
happen

5. Personalisation will be crucial when communicating with consumers and enhancing their brand
experience

6. 80% of consumer product groups are expected to migrate to direct-to-consumer models by
2025 - personalisation and packaging will be key differentiators

7. Packaging specifically designed to survive in eCommerce is vital — it is the make or break of
the unpacking experience

8. Smart packaging can unlock both a digital supply chain and an interactive one to one
consumer experience
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Questions?
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“The rise of online grocery should be seen as an
opportunity for food and beverage brands, and packaging
can play a key role in realising this. In particular, smart
packaging helps drive greater transparency and efficiency
in the supply chain, up and down stream, while also
enabling a direct, interactive relationship with the
consumer via the product itself. We believe this now tried
and tested technology can help our customers explore new

avenues, driving growth in the years ahead.”
Alexandre Carvalho,
Global Marketing Services Director, Tetra Pak

The Tetra Pak report can be downloaded here:

http://www.tetrapak.com/tetra-pak-index
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