






E-Commerce Position in UK Grocery



UK Online Growth Trend Pre 2020

• UK Online grocery pre pandemic one of the most developed globally

• 7% market share (similar to France, where click and collect more prevalent)

• Significantly higher than other European markets

• But past growth trend unspectacular - ca 0.3% in share of total grocery per 
annum over last few years

• Balancing recognizing and responding to consumer demand vs profitability 
issues 



E-Commerce Landscape Changing

• Big basket online shops will continue, but also surge in small basket providers – overhyped?

• Subscription services and home meal kits boomed

• Social media allowing DTC e-commerce bypassing retailers for brands large and small



E-Commerce Status Today

• February 2021 online sales = 15.4% share of total grocery (=peak)

• March 2022 Online Sales 12.6% total grocery (Kantar)

• Mintel research May 2021:

➢ 59% of British consumers are online grocery shoppers
➢ Also increased usage of online shopping among existing users (53% increasing 

amount of shopping occasions/spend online)

• Today 18% of 65+ demographic now shopping for grocery online = x2 level pre 
pandemic

➢ Online plays a greater part in UK grocery shopping… but era of crazy growth is 
over





Some Context

• Ocado is an online retailer, a digital native, not an established grocery 
retailer trying to adapt its familiar operations to meet a growing 
consumer need

• All their learning has been in perfecting a model started 20 years ago

• Ocado has no stores

• Strategy – to remain a pureplay online grocery retailer and growing 
share of UK grocery as online assumes greater importance +offering 
groundbreaking technology to other retailers



• Ocado tie up with Marks & Spencer Sept 2020

• M&S becomes 50:50 partner in Ocado Retail Ltd

• M&S brings…

• 12m customers

• £5.9bn food revenue

• 5,000 M&S products available (rising to 6,000)



Ocado Shopper
• Fastest growing UK grocery retailer over pandemic

• 90% of customers loyal after 5 shops

• But Ocado shoppers look first to product quality and variety – price a secondary 
consideration – stock 56,000 skus – much wider range than traditional supermarket

• Ocado shoppers:
• Buy more organic products – now have 4,000 lines
• Overtrade in free from and vegan products products
• On the lookout for new and different products not at Tesco
• Experimental, foodie, often home cooks
• High service expectations

• Country pages – a further way to differentiate for Ocado, focused on key on trend 
markets/strong food reputation



Building a case for Belgium!



The Belgian Brand vs UK market



The trend… 

• In the latest Future Brand Country Index (a guide to a country’s 
Brand Value), brand ‘Belgium’ is one of the strongest countries 
globally, and increasing…



Where’s the demand? 

• Customers are actively searching for ‘Belgian’ specifically. 
• Sales can be gained if products are in one place, but easily missed if 

products are not optimized*.

• 20% of all searches for ‘Beer’ include the word ‘Belgian’ or ‘Belgium’

• 10% of all searches for ‘Chocolate’ include the word ‘Belgian’  - twice 
the number of searches that include the words: ‘Best’, ‘Luxury’, or 
‘M&S’.

• 20% of all searches for ‘Waffles’ included the word ‘Belgian’.

* A search for ‘Belgian Beer’ on Ocado yields 10 results. A search for ‘Belgian Chocolate’ yields 64 – mostly M&S



How does Belgium compare? 

• Belgium is a ‘Core’ country, synonymous with certain foods – along 
with countries such as:

• Italy: Pastas & Sauces, Oils & Vinegars
• France: Wine & Bakery
• Spain: Chorizo

Note: searches for Belgian Beer and Belgian Chocolate are higher than searches for any of 
the above country’s terms such as Italian Pasta, French Cheese, French Mustard, etc., 
strongly suggesting that customers can’t find what they’re looking for.



Belgian Food and Drink

✓ Punches above its weight in food and drink
✓ Small Country, Great Food, Deep Food Culture
✓ Food as Craft - Artisan Excellence
✓ ‘Belgian’ synonymous with quality 
✓ Industry Passionate about Innovation

✓ Close Neighbours… Big Opportunities!



+

➢ Investment agreed behind suppliers and  Ocado Belgium page

➢ 14 companies in final discussions on pricing/forecasts pre listing

➢ Likely launch range of 40-50 Belgian product lines in phase 1 

➢ Chocolate, Beer, Confectionery, Bakery key categories

➢ Provisional launch of Belgian page September 2022

➢ Aim to grow Belgian presence through 2023 and beyond

➢ Great platform for Belgian exporters to establish and grow more widely in 
UK market



Thank you

Simon Waring, swaring@greenseedgroup.co.uk, +44 7771 611764

mailto:swaring@greenseedgroup.co.uk
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40 years of China experience

Extensive network

Competent and diverse team

Guaranteed continuity



www.mychinaweb.com

A division of 

Horsten



Rationale behind the project

• If you plan to sell in China, e-commerce should be part of 
your strategy

• Many Belgian food brands dream about developing the 
Chinese market and sign a contract with a big distributor 
in China without really knowing the market and their 
Chinese partner.

• If you are lucky, you can sell well and work together for a 
long time.

• However, in most cases you give away control and you 
don’t really know what is happening with your brand and 
where your products are sold; no access to data, 
consumers’ feedback and sales channels.

• Too often things go wrong and you lose the market.
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• Exclusive multi-brand store on 
Tmall Global, focusing on Belgian 
Food & Beverages

• Owned by Horsten International

• Partnership model with the 
brands

• Live since January 2021

• Direct channel to Chinese 
consumers

• Full control over storytelling and 
branding

• Access to all sales and marketing 
data

• Limited regulatory restrictions

• Perfect steppingstone to a long-
term sustainable business in 
China



Livestreams
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Social Media Marketing



Challenges

• Management of the TP: 

o Very expensive

o Only focused on volume and gross 
revenue

o Constant follow-up required

• Management of prices & profitability

• Big investment required in marketing, 
especially for new brands

• It takes time to build a brand!

• There are no miracles

• When is the right time to take the next 
step?
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Horsten International BV
Building d’Offiz; Parklaan 46
B-2300 Turnhout, Belgium
Tel: +32 (0)14 720275
E-mail: bart@horsten.be
Web: www.horsten.be

Horsten Xi'an Innovation Services Co. Ltd.
Floor 5-8, Haigui Building
Gaoxinyi Road No. 18
Startup Wonderland community
710065 Xi'an, Shaanxi Province
PR of China www.horsten.cn
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https://youtu.be/HkTK5oEMSzU





