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Research Methodology

We took a broad approach to this research, seeking to combine desk 
based research with consumer sentiment.  The report comprises:

• Toluna panel data from 1,200 respondents

• Government: ONS, Bank of England, OBR

• Media: The Guardian, Retail Week, Reuters, Retail Times, The 
Times

• Thought Leaders: Benedict Evans, KPMG, McKinsey, Barclays

• Industry Commentators: David Sands, Russell Danks, CGA, UK 
Hospitality, FWD

• Wholesalers: Unitas, Bestway, Brakes, Bidfood, CRG, Caterforce, 
Sugro, Confex, CJ Lang

Over-laid with interpretation from the TWC leadership team to 
provide “big picture”, strategic guidance to wholesalers, their 
suppliers and their customers.

Image Goes Here



5 Key Trends for Next 5 Years

Online Explosion
The Digitalisation and Delivery 

of Food and Drink and the 

impact on Convenience and 

Foodservice.

1 Experiential Hospitality 
& Retailtainment
Re-thinking the role of bricks and 

mortar as customers seek 

personalised, engaging experiences 

out of home.

2

Do Good Feel Good
Working for a Better World.  

Social Impact and wellbeing 

influences consumer choices.

3 Data & Personalisation
Data is the new oil.

One size does not fit all.

4

Save v Splurge
Balancing value as well as 

premiumisation to meet 

divergent customer needs.

5



3 Drivers of Change

Consumer Hyper-
Connectivity

1

Polarized Economy

2

Statistical Prevalence of 
Millennials / Gen Z

3



Consumer Cohorts

We make frequent references to consumer 

cohorts or age demographics.

By nature of a continuously shifting population, even the 

youngest Boomers are now 75 years old and, therefore, 

increasingly less influential. 

Gen X is gradually replacing Boomers as the older 

consumer group. According to Forbes, marketeers 

struggle with this group, finding them less easy to 

categorise into a homogenous lump but they are 

amongst the most educated and sophisticated consumers 

today.

According to the Institute of Leadership and 

Management, Millennials accounted for 50% of the UK 

workforce in 2020. When combined with Generation Z, 

the latest graduate entrants to the workplace, these 

younger demographics now exceed 50% of the nation’s 

workers and earners.

https://www.reuters.com/article/us-health-coronavirus-britain-onlinegroc-idUSKCN2AT1JT / *** ILM Workforce 2020, Managing Millennials
Chart courtesy of McKinsey, population data supplied by ONS 2021 population estimates.

GENERATION / AGE PROFILE APPROX POPULATION COUNT

Baby Boomers 57-65 yrs 15m

Gen X 42-56 yrs 13m

Millennials 24-41 yrs 13m

Gen Z 19-23 yrs 8m

https://www.reuters.com/article/us-health-coronavirus-britain-onlinegroc-idUSKCN2AT1JT%20/


Online Explosion
Digitalisation of Food and Drink
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Online Explosion
Digitalisation of Food and Drink

33% of all retail sales are/were online March 2021

KPMG predicts that ‘online’ will account for 50% of retail 
sales by 2025 

More than 50% of Millennials and Gen Z can predict a 
time when they won’t visit a supermarket and will only 
shop from small retail and/or have food delivered/eat out.

Grocery sales online doubled in last year (7%-15%)

But it’s in supermarkets best interests to get shoppers 
back into their stores?

Pandemic: merging of 2 trends – shop/support local, shop 
online.

20%+ of c-stores offered some form of home ordering 
during lockdown. 

When we asked UK consumers whether they would continue to use take-aways 
and deliveries more than they used to before the pandemic, 40% agreed. 
Therefore, this is a trend that we see set to continue for the foreseeable future 
(even with hospitality outlets re-opening).



70% v 13%

Online Delivery Platforms and Meal kits are also becoming the norm 
for the younger generation

ONLINE PURCHASING IN THE LAST MONTH MILLENNIAL v BABY BOOMER

• Google searches for food delivery hit a record high 
in April as lockdown forced consumers to change 
their normal behaviours.  

• Millennials are the driving force behind this trend.

• Approximately 6 in 10 of those that have, did so 
more than once.

Suggesting that once you’ve done it once you are 
likely to do order again.

Ordered/received a meal 
kit from companies like 
Gusto/Hello Fresh

Ordered food/deliveries 
from Delivery Platform

Once in last month More than once8%

29%

38% v 5%

Growth in ordering food online (whether it be ‘groceries bought from stores’) or 
prepared food (ie foodservice) is being driven by millennials, Gen-z (and Gen-x!).

Where are they ordering from?  Stores?  Foodservice outlets?  Intermediaries?



Has the UK Convenience 
Sector Reached a Digital 
Tipping Point?

Do independents offer home delivery? 

If yes, do they set up their own e-commerce 
proposition…..or partner?

ISSUES/CONSIDERATIONS?
• Costs?
• How many SKUs?  Foodservice lines only?
• Who does fulfilment?  How wide?
• Build, maintain & update proposition – time 

consuming (eg image library).  Resource required?
• Linked to EPOS?  
• If not, 2 product files, 2 stock & order systems? 
• Maintaining availability of core lines?
• Who owns the shopper relationship?
• ….and the data?  
• Who is front of mind?  Who is the shopper shopping 

with?  Does the retailer lose his identity? 
• What if a retailer switches platform – historical data?
• Dark convenience follows dark kitchens?
• How do operators stand-out in the crowd?

https://twcgroup.net/has-the-uk-convenience-
sector-reached-a-digital-tipping-point/



Direct-to-consumer (DTC)….helping Shopify grow 

Benedict Evans “The Great Unbundling” January 2021: ben-evans.com

Shopify goes direct – Shopify has come from nowhere (well, Canada) to $120bn of GMV in 2020 

Shopify GMV ($bn) 

Source: Shopify Benedict Evans – January 2021



DTC challenging 
traditional RTM channels Many FMCG suppliers already do it.  But so do SMEs, 

start-ups, specialist products

£13bn market in UK 2025? (Barclays)

Obvious benefits: subscription model/recurring revenue -
but data and customer relationship!

Odd but true…..1/3 UK consumers would consider a 
subscription to a local hospitality outlet!



Experiential Hospitality and 
Retailtainment:
Re-Thinking Bricks and Mortar
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How do LOCAL operators (retailers and 
foodservice operators) fight back?

Huge desire to support local operators 



• 72% excited to be able to eat out (but 80% will be 
influenced by hygiene).

• 75% said that going out will feel more special.

• 60% said that food quality will more important.

• 68% said they’re looking forward to eating dishes they 
cant make at home

45% are going to ‘SPLASH OUT’ more vs pre lockdown

• 51% are prepared to pay (a bit) more too vs pre 
pandemic

Experiential Hospitality and 
Retailtainment:
Re-Thinking Bricks and Mortar

Consumers will now shop more 
online and seek “experience”
when they leave the house.



• 63% feel c-stores’ range is not reflective of their needs

• 63% say c-stores sell things they never buy

• 59% say c-stores need to review what they’re offering / 
selling more often

• 58 say c-stores need to give more space to healthy foods

• 52% think c-stores need to be ’jazzed up’

• BUT C-STORES HAVE BEEN A LIFELINE FOR SHOPPERS

Experiential Hospitality and 
Retailtainment:
Re-Thinking Bricks and Mortar

Foodservice

Core impulse will always exist…but build 
other specialisms too.

Be famous for something



35%
‘probably would’ or ‘definitely would’ use it.

Become a hybrid store – combining the 
convenience store with a restaurant/ 
coffee shop/have eat-in tables.

29%
‘probably would’ or ‘definitely would’ use it.

Become a hybrid store (as above) – but 
with a bar to be able to consume 
alcohol on the premises.

42%
‘probably would’ or ‘definitely would’ use it.

Become a hybrid store (as above) – with a 
pharmacy (with a pharmacist in it).  
Consumers want c-stores to sell more 
health/wellness products

Consumers’ views on ‘hybrid stores’



Do Good, Feel Good03.



48%
Ethical choices will be more 

important to me when eating out 
than before pre pandemic

69%
Food waste is a big issue for me

63%
I would happily go to go to a 

community owned pub or restaurant 
over one which isn't community 

owned

73% 
I really want to support my local 
restaurants, pubs and eating out 

venues

64%
I will not use venues that 

don't give their staff all of the 
tips given by customers

50%
C-stores are the most important 
retailer in my local community

66%
Food menus should list far 
more products (or meals 

containing products) from 
local suppliers compared to 

pre pandemic

50%
Life without my local convenience 
store would become very difficult

55%
C-stores could do more to 

demonstrate their sustainable or 
environmental credentials

57%
Definitely would or Probably 
would buy food and drinks 

from local 
suppliers/producers 

55%
C-stores need to give more 
space to healthy products

62%
Would be happy to buy fresh 
fruit, vegetables from local 

independent convenience store

51%
I will consider the 

environmental impact of menu 
choices when ordering. 47%

I will be more likely to 
choose healthier options on 
menus when i am eating out 

than i did before the 
pandemic

70%
Restaurants, bars, hotels, 
pubs etc who have looked 
after their staff well/very 
well during the pandemic 
are more  likely to get my 

custom 

Hospitality Convenience Stores % that agreed or strongly agreed with statement

Sustainability & 
Environmental 

Impact

Local and 
Community

Food Provenance Staff Welfare Health (Physical & 
Mental)

Consumer Sentiment and its Impact on our Channel



Data & Personalisation04.



57% of 
Millennials & 
51% of Gen Z 
think C-Stores 

should use data 
better

56% of 
Millennials and 

48% of Gen Z 
think C-Stores 

should do 
loyalty

Data & Personalisation

61% of 
Millennials & 
62% of Gen Z 

think pubs 
should do 

loyalty

63% of 
Millennials & 
60% of Gen Z 

say Hospitality 
should use data 

better

Versus less than 
50% on national 

average 
response

Whether data capture occurs in outlets for consumer shopping or in depot for 

wholesale purchases, the winners will be those businesses that really start to mine their 

transaction records to create a tailored customer proposition. There is a misconception 

that Amazon has skills and technology that is unique that has enabled them to do this 

first. That is not true, they simply had the foresight and saw the future quicker.



72% of the UK have an account with Amazon
10 million Brits subscribe to Amazon Prime

Versus less than 
50% on national 

average 
response

What does Amazon know about their customers?

Basics:
• Name
• Address
• Email address
• Telephone number
• Change of address (if/when)
• Pet ownership?
• Kids in the family/on the way?

But a lot more too
• Age/life-stage
• Music tastes
• Food tastes & take aways (Deliveroo)
• Are you sporty?
• Are you going on holiday?
• Healthy?  Health focused?
• How much are you spending in total 

and where? (Amazon Bank)

And with this data (AKA KNOWLEDGE) they will
• Upsell/premiumisation
• Cross-sell (sponsored by suppliers) products
• Cross-sell occasions (movie night with 

drinks, pizza)
• Far more effective targeting of promotions
• Re-engage with me if I ‘lapse’
• Learn from their mistakes (AI/machine 

learning)
• Repeat purchase
• Subscriptions

If your competitors know more about their customers than you do about yours, your competitors should do better than you??

But what if YOUR competitors know more about YOUR customers than YOU do…??



New stores placed in postcodes where Prime members live.  

Easy to then target and incentivise.  

Perfect fulfilment hubs too.  And C&C hubs for consumers…..
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Nearly 1 in 3 
have had work 
hours reduced 

or removed

1 in 4 

are worse off

Save Versus Splurge

69% will be 
more cautious 
about the price 

of meals out

50% of 18-34s 
have been 

furloughed or 
made 

redundant

62% compare 
prices in 

Convenience vs. 
Multiples

1 in 4 

are better off

The economic impact of Covid-19 will reverberate through consumer 
and business spending for a long time to come. Ranges and menus will 
need to meet divergent consumer needs and, conversely, recessions or 
financial hardship often means that consumers look to trade up on 
some food choices as they seek affordable luxuries.

Price Marked 
Packs??



Get in touch

Talk to our team on…

01908 101 389 
or email sandy@twcgroup.net
Go to twcgroup.net

TWC harness the power of customer 
data, enabling clients to adopt a 
“data-led” approach to their 
channel strategy.

We deliver compelling consultancy and technology that puts 
sales facts at the heart of decision-making. With a real passion 
for wholesale and convenience, we have a reputation for 
bringing data to life and delivering tangible growth.


