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…10 YEARS TO 2021 2022 ONWARDS…

Quantitative Easing Quantitative Tightening

Abundant Liquidity Retrenching Liquidity

Low Cost of Debt Rising Cost of Debt

Low-Modest Inflation Rising Inflation

Stable Input Costs Volatile Input Costs

Globalisation Protectionism



THE CHANGING CONSUMER & RETAILER LANDSCAPE

AGENDA

THE APPLE & PEAR CONSUMER LANDSCAPE

THE LIKELY FUTURE STATE AND OPPORTUNITIES



MULTICULTURAL
Increasingly multicultural 

populations

HEALTH
Increasing obesity and 

associate health 

conditions

SNACKIFICATION
Traditional meal occasions 

are fragmenting under 

time pressure

AGING POPULATION
>20% will be aged over 65 

years (western countries)

COMPLEX LIVES
Lives becoming more fluid to 

pack more in, with focus on 

simplicity and saving time

URBANISATION
Increasing migration to 

major cities

VALUE SAVVY
Consumers are 

increasingly skeptical and 

price conscious

MILLENIALS
Gen Y will make up 35% of the 

workforce, and Gen X 36% 

(western countries)



EATING IN-HOME

$89 per week per 

household spend transfer

from Food Service to Retail 

(Australia)

WFH

Office average is 2-3 days, 

WFH Mon & Fri

SWITCHING

Switching between retailers to 

find value, favouring

Discounters

COST OF LIVING

Finding more ways to make meals 

go further and minimise waste

LOYALTY

Preferencing retailers with 

strong Loyalty programs

ONLINE SPEND

Online basket x3 vs in-store 

basket; declining number of 

items per trip

LEAVING BRANDS

Consumers switching to Private 

Label for better value

Source: ABS, Freshlogic



HIGHER 

(perceived) 

QUALITY

CONVENIENCE

• On-the-go

• Online

'trading up’ 

PREMIUM CONSUMERS

Range, quality and 

customer service

MIDDLE 

CONSUMERS

‘bang for buck’ 

BUDGET CONSUMERS

Frugal and savvy 

consumers



SUPERMARKET INFLATION WILL CONTINUE

Source: Which?

annual inflation based on 3 month periods



ALDI IS SETTING THE 

RETAIL PRICE (GLOBALLY)



RETAILERS COMPETING ON ‘VALUE’ TO COMBAT AFFORDABILITY (UK)

Source: which.co.uk/reviews/supermarkets



Consumers are planning meals more, more tolerant of Best Before dates and less forgiving on quality…

WHICH IS THE FRESHEST ONLINE SUPERMARKET? HOME-LIFE IS THE NEW BENCHMARK

Source: which.co.uk/reviews/supermarkets



CONSUMERS 
WANT PRICE 
CERTAINTY

Young Families doing it the toughest…… increased switching between retailers to find ‘best value’



RETAILERS 

LEVERAGE 

LOYALTY 

PROGRAMS 

TO LOCK-IN 

CONSUMERS



Cosmetically blemished product

Bulk mark-downs

(affordability / sustainability)





THE APPLE & PEAR 

CONSUMER LANDSCAPE



CONSISTENT QUALITY… TECHNOLOGY (NIR) IS VITAL 



Berries = $480 per sqmApples = $100 per sqm

APPLES BERRIES

Value psqm ($): $100 $480

Stock turn frequency: 2.5 times 4 times

(per week)

Retailer Income ($) $250/wk $ 1,920/wk

THE VALUE OF RETAILER SHELF SPACE



WHAT IS THE CONSUMER NEED THAT MORE ‘NEW’ VARIETIES ARE TRYING TO SOLVE?



VALUE FOR MONEY AND SNACKING (CONVENIENCE) ARE KEY 
DIFFERENIATORS FOR APPLES (AND PEARS)

DRIVERS OF SNACK PURCHASE VS APPLE PERFORMANCE

Source: Kantar HIA Domestic Growth Study 2022



WHAT ARE THE 

OPPORTUNITIES AND 

CONCIDERATIONS?



PRODUCER

“This is what I’ve grown, 
please sell it for me”

RETAILER

“This is what we have to 
sell – take your pick"

CONSUMER

“This is what I have to buy, 
but I don’t want it”

PRODUCER

“This is what we need to 
grow”

RETAILER

“This is what we need to 
stock"

CONSUMER

“This is what I want to buy”

PRODUCTION PUSH
Sales driven by production

CONSUMER PULL
Sales driven by consumer demand

1.  DEMAND-LED PRODUCTION



NUMBER OF PRODUCT LINES

CUMULATIVE % 

OF CATEGORY 

CONTRIBUTION
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2.  OPTIMUM RANGE: REMOVING ‘NEEDLESS CHOICE’



3.  GRAPES: USING QUALITY STANDARDS TO LIFT INDUSTRY QUALITY
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CONSUMER ACCEPTANCE INCREASES WITH BRIX

Individual fruit data n=1670

42% increase in acceptance 

from 15-160 Brix



4.  WHAT ARE THE PRODUCT QUALITY RISKS WITH AN ONLINE SUPPLY CHAIN?

Ocado fulfillment robots combined with on-grid robots to enabling picking all sizes, 

shapes, weights and fragile items
(pick a 50 item customer order in 5 mins, with 150 robots working at the same time)



5.  DOMINATING OFF-LOCATION DISPLAYS



6.  MEAL DEALS (UK)



7.  MEAL-BOX DELIVERY



8.  PROVENANCE AND AUTHENTICITY (PURE NZ)
“Have you met my pig? She’s delicious.”

• Natural

• Local

• Heritage

• Nostalgic

• Craft

• Organic



8.  AG INFLUENCERS



Brand Protection Storytelling & Engagement Provenance & Traceability

Confidence in product authenticity, channel 

integrity and core claims

Rich consumer engagement storytelling, 

rewards and more

2-way integration with ERP, Traceability, 

DLT, NFT and eCommerce Platforms

10.  PRODUCT SECURITY & AUTHENTICITY



11.  SUSTAINABILITY: CORE PILLARS TO TACKLE CLIMATE CHANGE

“The customer is using their wallet to prove a point - sustainability is the future, 

and if you’re not part of the solution then you’re clearly part of the problem!”

….and 78% of consumers want more sustainable solutions BUT don’t want to pay for it!
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HOW SHOULD RETAILERS COMMUNICATE SUSTAINABILITY? 

CONSUMER

Expect ‘climate 
friendly’ products

How to identify 
‘sustainable products’ 
and adjust spending 
habits accordingly?

RETAILER

Sourcing 
sustainably 
produced 
products 

How to 
communicate 
‘sustainability’ 
to consumers?

No holistic consumer facing 

solution currently available
UK supermarkets in eco-label pilot

Sainsburys, Co-op and M&S use a traffic-

light system for assessing environmental 

impact of various food products



12.  FOOD SAFETY: ROCKMELON SALES IMPACT

LISTERIOSIS RECALL, 1st March 2018
$60m sales lost
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PLANNING FOR THE FUTURE

MINDSET ALIGNMENT

• Trust and respect

• Partner good with good

REDUCE COSTS

• Consolidate / invest for efficiency

• Do the basics well (DIFOT, risk mitigation)

• Don’t over-produce
CONSISTENT QUALITY

• In-field and NIR

• Don’t plant in marginal growing regions 

(consider climate change)

CONSUMER INSIGHTS 

• Improve understanding 

• Improve decision-making

MARKET CORE COMPETENCIES

• Value for money & convenience

• Bulk displays for ‘New Season’

• Ag Influencers (build personalities)

• High-reach audiences (Masterchef)

Rivalry amongst 
existing 

competitors
EXPAND OCCASIONS

• Own snacking

• Target lunch (meal deals) & b/fast

• Cooked desserts

COVER ALL CHANNELS

• Meal-Box companies

• Fit for on-line success

SUSTAINABILITY

• Take credible action

• Develop a baseline to measure against

• Evidence of what you’re doing 

(NO green-washing)
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