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Wholesale Online Landscape

ONLINE ORDERING HAS INCREASED IN FREQUENCY

Frequency of online ordering has increased as operators and retailers become more accustomed to using the digital
channel. The pandemic exacerbated the growth of online purchasing, with the cost of living crisis further exacerbating online

behaviours to save time and costs.
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Wholesale Online Landscape

THERE IS A DIGITAL FOCUS TO SUPPORT CUSTOMERS (1 OF 2)

Wholesalers and suppliers across the market are launching e-commerce platforms and initiatives to support customers
battling rising costs and other market challenges facing foodservice and retail.

Arla Foods UK launched a digital platform called Arla Pro, offering digital services to Q_search Prodiucts o
help foodservice customers manage operations including recipe inspiration, Mark All As Read
ingredient information and key trending products. @ 2davsag0
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Disrupting Shopper Journey

MOBILE ACTIVITY PEAKS IN THE MORNING

Retail conversion rate for mobile peaks in the morning, whereas the conversion rate for desktop peaks outside of
trading hours.

Retail: Add to Basket Rate, by hour of the day

Total Retail —Desktop —Mobile
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times of the day?
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Disrupting Shopper Journey

TARGETED ADVERTS CAN DISRUPT & BOOST ENGAGEMENT

Targeted adverts can allow wholesalers to use new features to extract the most from e-commerce platforms. They are a
great way to present customers with adverts that reflect their particular ordering history, buying patterns and interests.

Cut through Generic Noise
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They can be a useful way to cut through the noise
of generic digital adverts, serving personalised
content that customers are more likely to see and
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Category Learnings

SEASONALITY REVEALS CATEGORY SPECIFIC OPPORTUNITIES

Seasonality is key in the foodservice sector, revealed different opportunities for specific categories. Encouragingly, app
sales in core categories increased across 2022 highlighting that more volumes are going through mobile. A peak in August
driven by alcohol highlights the importance for alcohol suppliers to be featured across apps.

Foodservice: App category sales in 2022
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Deep actionable
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analytics
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Every measure of
consumer and
shopper
behaviour, from
planning a shop to
choosing where to
eat or drink

Part of William
Reed, providing
inspiration, insight
and connections to
power the global
food & drink
industry
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Get in touch

For further information about this report please contact:
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