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department in a supermarket, and their wine
department has sit-down tasting areas and a
wine dispenser, where you can taste wines that
are on special offer before purchasing them.
They also have an indoor eating area, as well as
a store.”

Digital
Transformation
Digital transformation will ensure that the path to purchase in the Irish
grocery retail sector in five years’ time will be totally different. That’s
according to Declan Carolan, general manager of ECR Ireland, who
talks to Maev Martin about the potential impact of digital technologies
– and Brexit – on Ireland’s grocery retail sector
he ECR Leaders’ Congress in
September will be themed ‘The
Irish Grocery Market in 2023’.
“Predicting what the retail
environment will be in five years’
time is the key issue that is concerning Irish
retailers and brands,” says Carolan. “We
predict that people will receive automatic
deliveries for what they need each week by
subscription purchasing,” he says.
“The only debate is whether they will pick it
up from the store or have it delivered, or
maybe opt for click-and-collect, which is big in
France. Many purchases are routine and
predictable, so those types are ideal for
automatic delivery and subscription
purchasing. All the information that is required
to allow for automatic purchase and delivery is
available, so it is a question of when it will
arrive in Ireland and who is going to do it.
“Some of our steering group members think
it will be within three years, some believe it
will be in five years, but none of them think
that it will be beyond that, so what does
automatic delivery mean for the future of the
physical store?
“If 10% or 20% subscribe to automatic
deliveries, that will have a big impact on how
stores look or operate. We aren’t talking about
drone deliveries – it is possible, but unlikely.
The store won’t go away, but it will evolve, in
keeping with digital transformation, and ECR
is a forum for all parties in retail to debate
these issues,” says Carolan.

T

A big opportunity for retailers

Online grocery shopping is less than 2% in
Ireland, so we are playing catch-up with the
UK, where it is up to 7%. Carolan believes that
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Irish shoppers are ready for change.
“Tesco and SuperValu are the only retailers
offering an online grocery shopping service, so
the market is wide open for a disrupter to enter
the fray, and there is a big opportunity there
for retailers,” he says. “I’m not sure that Irish
retailers and suppliers are ready for automatic
delivery and subscription purchasing for
necessities, however, people want meal
solutions, and they want them delivered.
“Retailers can’t solve shopper missions on
their own. They must work together to identify
shopper missions and respond to them. When it
comes to category management, retailers must
make online shopping as enjoyable and as
experiential as physical in-store shopping.”

Brexit blues

ECR surveyed its 40 member companies at the
end of 2017, and the hot topics were digital
transformation and Brexit.
“One of our members, PwC, have been
advising our members on Brexit, and they
have maintained from the beginning that there
could only be one outcome – a hard Brexit,”
says Carolan. “If you consider the amount of
ambient product (70%) that is imported into
Ireland, a significant amount of that is
imported from the UK. The belief is that these
ambient products will be subject to tariffs, and
if you add on delays at customs, then the
potential impact on product availability in
store is massive.
“Brexit has the potential to disrupt product
availability in store. In addition, it could
increase sales prices or reduce margins for
retailers and brands, so that is a potentially
huge impact. What percentage of the products
available in discounter stores is imported from

the UK? I would guess that most of it comes
from Europe, so, therefore, their product costs
won’t increase, whereas products coming to
retailers from the UK will be subject to price
increases. What impact would that have on
the retail market in Ireland? It could give
discounters further competitive advantages in
the Irish market.”

Future retail

Carolan is confident that bricks-and-mortar
stores will survive the digital onslaught, but he
says that the big question is the likely extent of
online shopping’s reach in the Irish market.
Could it reach as much as 20%? Time will tell.
“We have set up an ECR digital forum to
track the digital technologies and social media
that have influenced shoppers on their path to
purchase, including in-store digital
technologies,” he says. “As online shopping
increases, giving shoppers the same digital
experience in store will be important. The use
of apps by shoppers in store in Ireland is
limited, and that will change in the next few
years. We will see apps that will allow shoppers
to scan products in store and view their
nutritional benefits, as well as make price
comparisons with other brands and with the
same brand in other stores. If you look at the
growth of online purchasing, why will people
visit stores? They will visit for fresh food, for
an experience, and for consuming the product
on site, or they may visit for a shopper mission,
for example, a dinner party or special occasion,
or for a specific product.”
Carolan also believes that over the next few
years, we will see even bigger eating areas in
stores, and an even bigger focus on fresh.
“We are seeing this already, in Ireland and
internationally. For example, Fallon & Byrne in
Rathmines is half restaurant, half store, and the
AB supermarket in Athens has a nice eating
area beside their deli, where you can buy the
product and eat it at home or eat it in store.
“Interestingly, Dunne Stores in Rathmines
have a tea, coffee and chocolate department
that is configured in the same way as a wine

From category management to
shopper marketing

As the flagship organisation for collaboration
between trading partners in retail – retailers,
suppliers and service providers – ECR is keen
for companies to work together on supply
chain and demand-side activities. “We also
promote working together internally,” says
Carolan. “Purchasing departments need to
work with supply chain and marketing
departments. When a retailer and trading
partner collaborate, designated departments in
each organisation should be working with
each other. We want to see companies moving
away from the silo approach. Retailers have
thousands of suppliers, so suppliers should
take the lead in working closely with retailers.
We have run some very successful
collaboration projects for retailers and
suppliers. The last time we did this was three
years ago, when Tesco, Musgrave and BWG
Foods worked with various suppliers on
aspects of their supply chain. Those projects
resulted in an increase in sales for both
retailers and suppliers.”

A publication entitled The Consumer and
Shopper Journey Framework, produced by
ECR Community and published three years
ago, moved the conversation on.
“It showed that retailers and suppliers had
to look at shopper marketing and advertising,
as well as identify common consumers and
target them appropriately,” Carolan says.
“This was a game-changing publication for the
retail industry in Ireland because it showed
how retailers and manufacturers can work
together to target those customers that are
common to both via category management,
shopper marketing, and advertising, rather
than engaging in separate campaigns.
“In-store communication to shoppers has
been very poor for a long time. The eight-step
approach to category management was
developed 20 years ago, and it still works.
Sophisticated in-store marketing by brands or
retailers is a relatively new phenomenon that
only came into vogue in Ireland in recent
years. Many shopper-marketing campaigns
weren’t fitting with retailers’ or brands’
objectives and were stand-alone initiatives, but
now retailers and brands are engaging in more
unified campaigns. Now this is all about to
change again. The path to purchase in five
years’ time will be totally different due to
digital transformation. Digital transformation,
category management, shopper marketing and
consumer and shopper insights are the big

issues that we deal with. In ECR, our priority
is to facilitate a discussion between trading
partners about the likely impact of digital
transformation on Irish retail.”

Driving growth through insight

ECR, in conjunction with V360˚, part of the
Visualise Group, hosted a breakfast talk
entitled ‘Driving Growth through Three-Way
Insight (Consumer, Shopper and Retailer)’
with guest speaker Olga Mulvey, category
controller at Kerry Foods, on 22 June. This
was the second talk in the Shopper
Symposium Series, ‘Preparing for the Future of
Shopping While Thriving in the Now’. The
organisation has also been working with
young people recently, via the ‘Feeding
Ireland’s Future’ initiative, now in its fifth
year and organised by ECR members in
conjunction with the Department of
Employment Affairs and Social Protection.
“We ask our member companies to give a
two-hour session to young unemployed people
or early school-leavers on how to write CVs,
do interviews, or look for work,” says Carolan.
“Youth unemployment is at 13% in Ireland,
so there are still a lot of people who need help
seeking work. Our members give sessions to
500 young people, so over 4,500 will have
benefitted from it over the past five years. It is
a great example of the industry working
together to help young people who need it.” n

SHAPING THE FUTURE OF SHOPPING
A Belfast-based technology firm recently held
an event in Rio Brazil, in Victoria Square, to
showcase how the future of shopping has
already arrived. The company has developed
Darius for Retail, a shopper data,
personalisation and insight software platform
that integrates with mobile and in-store
proximity technology, such as wi-fi and
beacons. It can be used to create personalised
shopping experiences and marketing
campaigns for shoppers who opt in.
The technology has the ability to integrate
with new and existing in-store infrastructure,
such as automatic number plate recognition,
point-of-sale systems, and even dynamic
lighting. It can use digital signage to recognise
customers nearby and display tailored
messages according to their preferences.
Products can also be equipped with beacon sensors that detect who
picks up a product, prompting a discount offer to be sent directly to
his/her mobile-phone inbox. The results have been dramatic, with
retailers achieving double-digit growth in footfall, basket spend, and
the quality of their customer data. Belfast fashion retailer Rio Brazil
adopted Velocity’s Darius platform in 2016, and Stevie Simpson, owner
of Rio Brazil, says that its customer database has grown by 36%.
“Communicating effectively with our customers always proved
difficult, and we typically averaged email-open rates of around 8%,”
Simpson says. “With Darius, we’ve been able to build up robust

Enda McShane, CEO of Velocity Worldwide, and Stevie Simpson,
owner of Belfast fashion retailer Rio Brazil
profiles of our customers and, as a result, communicate more
effectively with them. Since implementing Darius, we’ve seen our
email-open rates grow in excess of 20%.”
Velocity Worldwide’s clients include retail property management
firms Standard Life Investments and Cushman & Wakefield, as well as
brands such as L’Occitane and Topshop, and major food retail outlets
in the UK and US, including Spar, Family Shopper and Dairy Queen.
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