
J U LY  2 0 2 1

R R P  $ 1 8 .7 5

A P R  2 0 2 2

R R P  $ 1 8 .7 5

A fresh approach
Harris Farm Markets’ co-CEO Tristan Harris discusses the 
business’ expansion into Queensland and Melbourne.

PLUS: 
20 of the world’s 
most innovative 
products

ENDORSED BY



ssi-schaefer.com

LOGISTICS 
CHALLENGES?
Efficient processes and specifically tailored automation 
combined with industry-specific expertise is the best way of 
addressing your business challenges.

InsideFMCG.indd   1InsideFMCG.indd   1 24/02/2022   2:15:49 PM24/02/2022   2:15:49 PM

http://ssi-schaefer.com


contents

10

03

05

13

14

58

Welcome

The last quarter

Leadership changes

Facts and figures

Product news

REGULARS

MARKETING

20 The danger of cute, woke moves 
Why brands that send ‘woke’ signals without backing them up are 
risking reputational damage.

FEATURE
23 A Fresh Approach

Harris Farm Markets’ co-CEO Tristain Harris talks expansion, 
flood relief and food recycling. 

April/June 2022

31

50

23

SPOTLIGHT

15

17

31

Five minutes with Bellamy’s new CEO, Tarsi Luo 
The CEO of the organic baby food brand talks about the business’ new vision.

The rise of direct to consumer brands 
DTC's surge in popularity is putting pressure on other players, 
but there are ways to compete.

Quick commerce accelerates grocery e-commerce
On-demand grocery delivery is growing at a rapid pace  
- but how sustainable is the growth?

REPORT
37 20 of the world’s most innovative FMCG products 

A collection of brands leading the way in product innovation.

LEADERSHIP 
34 Why team culture is king 

Teams are created on this premise that we can achieve  
more together than alone. 37

STARTUPS
50 Cometh the crisis, cometh the disruptors 

Startups are emerging all over the sector as difficult times create new 
opportunities. 

WORKFORCE
53 Why good teams practice understanding 

It’s essential that leaders understand how to relate to the stress and 
emotional needs of their people.

55 A proactive mental health playbook 
Tips and tools to keep in mind for maintaining and spotting 
developing issues in yourself and others.

APR2022 - INSIDEFMCG.COM.AU 3

http://insidefmcg.com.au


Editor
Dean Blake
dean.blake@octomedia.com.au 

Subeditor
Haki Crisden

Journalists
Tong Van

Graphic design 
Rozelle Carlos 
rozelle.c@octomedia.com.au

Advertising enquiries
ads@octomedia.com.au

CEO - Octomedia 
Amie Larter
amie@octomedia.com.au

Limitation of liability
Octomedia Pty Ltd accepts no 
liability for any errors, omissions or 
consequences, including any loss 
or damage, arising from reliance on 
information in this publication. The 
views expressed in this publication 
reflect the opinions of the writers 
and are not necessarily endorsed by 
Octomedia Pty Ltd. We recommend 
obtaining professional advice from an 
accredited advisor before relying on 
the information in this publication.

In the spirit of reconciliation, Inside 
FMCG acknowledges the Traditional 
Custodians of country throughout 
Australia and their connections to 
land, sea and community. We pay 
our respect to their Elders past and 
present and extend that respect to all 
Aboriginal and Torres Strait Islander 
peoples today.

Inside FMCG is published by 
Octomedia Pty Ltd
ISSN 2206-5733

PART OF

Head Office
Octomedia Pty Ltd 
Suite 3, Ground Floor,  
131 Clarence St,  
Sydney NSW, 2000
 
Phone: +61 2 9901 1800

@InsideFMCG

@InsideFMCG

Inside FMCG

@InsideFMCG

Hello and welcome to the April issue of Inside FMCG. My name is  
Dean Blake, and I’m the new editor of this wonderful magazine. If you visit 
Inside FMCG’s website, you might recognise my name – I’ve been writing 

on the site for about three years alongside our former editor Ruth Hogan – but now 
I’m taking the helm. Ruth did some amazing things with this magazine, and I’m really 
excited to see how I can continue to bring you entertaining and informative stories in 
the coming years.

With that out of the way, let’s talk about this issue. This quarter, we decided 
to take a good, hard look at innovation in the FMCG space. You’ll find a report 
detailing 20 brands doing impressive, innovative things within the industry, from 
creating their own circular economy to better cut down on waste, to making wine 
bottles out of paper.

You’ll also find deep dives into the trend of brands investing in their direct-to-
consumer initiatives, as consumers increasingly look for more tailored experiences, 
and the growth of quick commerce players in Australia and elsewhere. 

We also spoke to Bellamy’s new chief executive Tarsi Luo about where she is 
steering the baby-food business, and Harris Farm Markets’ co-CEO Tristan Harris 
about how the supermarket chain is finally reclaiming its title as a national retailer 
— launching stores in Queensland and, soon, Victoria, for the first time in decades. 

And with burnout and stress at an all-time high after some very difficult years, 
we’ve got tips on how to engage with colleagues and create a better workplace 
culture, as well as a playbook to help you and those you love recognise mental-
health issues before they get to be too much. 

I hope this issue will give you some insight into the creative things the FMCG 
industry is capable of, as well as give you the boost you need to take on the second 
half of 2022.

Let us know if you’re enjoying the magazine by taking a snap and tagging us 
online – you’ll be able to find us on Instagram, Facebook, Twitter and LinkedIn. 

Until next quarter, happy reading.
DEAN BLAKE

Editor – Inside FMCG

Editor’s note
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Suntory to sell Oceania fresh 
coffee business

Suntory Beverage & Food (SBF) 
will sell its fresh coffee business 
in Australia, New Zealand and 

Singapore to Japanese global coffee 
business UCC.

The deal, valued at about $229 
million, is expected to be complete 
within the first half of this year.

SBF is the largest fresh coffee roaster 
in Australia and New Zealand, with 
mainstream coffee brands including 
Mocopan and Robert Harris, along with 
significant contract roasting operations 
in retail and convenience sectors. The 
sale does not affect SBF’s other business 
in the relevant countries. 

Dean Divehall, CEO of SBF’s business 
in ANZ and Singapore, welcomed the 
agreement and said the sale represents a 
new chapter of growth.

“Over the past six months, we have 
conducted a strategic review to assess 

options to further maximise the value of 
the fresh coffee business in this region, 
including the opportunity to enhance 
value under potential new ownership,” 
Divehall said.

Gota Ueshima, group CEO of UCC 
Group, said the company believes 
Suntory’s fresh coffee business has an 
outstanding position in the ANZ and 
Singapore coffee markets. “We see the 
addition of the fresh coffee business to 
our portfolio as highly complementary, 
creating a truly global leader in the 
coffee industry, given UCC’s established 
position across Japan, Asia, and 
Europe,” Ueshima said. 

Kazuhiro Saito, CEO of SBF, expressed 
that UCC highly values the company’s 
brand strength in Australia, New 
Zealand, and Singapore, and entered 
the deal to leverage its international 
experience.  

Woolworths Group unveils new 
corporate logo and mantra
Woolworths Group has unveiled 

a new corporate identity to 
“better symbolise its evolution 

and what its collective businesses and 
platforms stand for”. 

The new brand identity will replace the 
group’s signature logo, which illustrates 
its name, together with its five brands 
presented in five different colours. 
Meanwhile, the traditional Woolworths 
supermarket business logo will stay the 
same. 

Designed in collaboration with Re, 
part of the M&C Saatchi Group, the new 
corporate logo features ‘W’ letters in 
a wavy form and follows a blue colour 
scheme. 

“In designing the new symbol, it was 
important we represented what we stand 
for as a group today and how we will 

continue to act 
in the future,” 
Woolworths 
chief marketing 
officer Andrew 
Hicks said. “Our 
commitment to 
our purpose was 
key to the design 
architecture.”

Hicks said the multiple ‘W’ letters 
stand for ‘We’, representing how the 
group creates a positive impact, while 
the fluid shapes illustrate “the spirit 
of agility and adaptability”. The blue 
design resembles the waves and ripples 
“converging on a common point on the 
horizon as a reminder of our shared 
commitment as a group to a better 
tomorrow”.

“It is the power of ‘We’ in terms of 
creating better experiences together for 
a better tomorrow that is represented 
in our new Group brand identity,” 
Woolworths Group CEO Brad Banducci 
said. “It’s a symbol of the positive 
impact that we aspire to have and the 
purpose that unites us.” 
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Aldi launches robotic pizza 
vending machine Pizzabot
A ldi Corner Store in North Sydney 

has debuted a first-of-its-kind 
pizza-making robot vending 

machine, dubbed Pizzabot.
The collaboration with Bondi startup 

Placer Robotics, will serve restaurant-
grade pizzas in two minutes for a limited 
time. The vending machine is designed 
and manufactured in Australia.

Huw Longman, director of Aldi Corner 
Store commented: “We understand our 
shoppers are motivated by quality, value 
and supporting local. With Pizzabot, we 
deliver great-quality pizza and a unique 
experience, at the lowest price point.”

The pizza bases are handmade and 
partially cooked in Bondi, topped with 

local ingredients and then chilled in the 
Pizzabot. The glass front of the machine 
will allow customers to watch the robot 
cooking and packing the pizza.

Pizzabot founder and MD Matt 
Lipski said: “To ensure we’re bringing 
restaurant-quality gourmet pizzas to the 
Aldi Corner Store customers, we use the 
freshest, highest-quality ingredients.

“Our custom oven, which reaches 
temperatures as high as a wood-
fired oven with digital precision, 
guarantees the perfect crispness, taste 
and look of each slice, every time. Our 
vision was to give time-poor consumers 
restaurant-grade pizza that is quick, 
delicious, healthy and affordable.” 

Coles partners with Wing to 
deliver groceries via drone

In a pilot, Coles supermarkets 
has partnered with drone-
delivery service Wing to 

deliver popular grocery items to 
consumers. 

Customers in Canberra can 
choose from more than 250 
items, including bread, fresh 
produce, snacks, convenience 
meals, healthcare items, and 
kitchen essentials, and have 
them delivered by a drone in 
minutes. 

Coles chief executive 
e-commerce, Ben Hassing, 
described drones as the 
next evolution in delivery 
technology, saying they will help 
reduce the number of trucks on 
the road. 

“By partnering with Wing, 
we’re able to offer our online 
customers another convenient 
option to purchase the Coles 

items they know and love and 
get them delivered straight to 
their door.” 

Simon Rossi, GM of Wing 
Australia, said the partnership 
would offer online customers a 
convenient option to purchase 
groceries from Coles. 

“In the past year, we’ve seen a 
significant increase in the use of 
our on-demand drone delivery 
service, with many customers 
finding the service especially 
useful as they stayed home 
and relied on our contactless 
delivery service to deliver the 
items they needed.”

Wing has completed more 
than 100,000 drone deliveries 
in Australia, and in just the 
first two months of this year 
has already surpassed 30,000 
deliveries. 
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Coca-Cola, the world’s worst plastic 
polluter, makes reusable pledge
The Coca-Cola Company said it would 

aim for 25 per cent of its packaging 
globally to be reusable by 2030, a 

move hailed by environmental groups, who 
have called out the soft-drink maker for 
worldwide plastic pollution.

Coca-Cola is a top target for consumer, 
investor, and environmental groups 
concerned about petroleum-based plastic 
single-use bottles clogging oceans, among 
other problems. The company was the 
world’s worst plastic polluter for the fourth 
year in a row in 2021, according to the 
global coalition Break Free From Plastic’s 
annual report released in October.

“We hope that other companies will 
follow Coke’s leadership and set reusable 
packaging targets,” the group’s global 
corporate campaign co-ordinator, Emma 
Priestland, said.

Reusable packaging includes containers 
that can be refilled with original product by 
companies or consumers, such as refillable 
fountain drink containers and glass 
and plastic bottles that are refillable or 

returnable, the cola maker said, referring 
to reuse guidelines by the nonprofit Ellen 
MacArthur Foundation.

In 2020, 16 per cent of Coca-Cola’s 
packaging was reusable. That year, 90 
per cent of its refillable glass and plastic 
containers were collected, the company 
stated.

In a statement, fund manager Green 
Century Capital Management called 
Coca-Cola’s announcement, in February, 
“the first known goal of its kind” and “a 
welcome change in strategy”.

If Coca-Cola hits its new goal, it will be 
“easier to achieve our objectives of a World 
Without Waste, where we intend to collect 
back a bottle or can for every one we sell 
by 2030”, Coca-Cola CEO James Quincey 
said during the company’s fourth-quarter 
earnings call Thursday.

In January, Coca-Cola, PepsiCo and 
other international brands called for a 
global pact that included calls to cut plastic 
production, a key growth area for the oil 
industry. 

Endeavour Group 
launches Loud 
& Proud liquor 
range to support 
LGBTQIA+
Endeavour Group has launched a 

range of drinks under the brand 
Loud & Proud, to help raise funds for 

Pride Foundation Australia. 
The range offers six different drinks 

to choose from, including a rose, pinot 
grigio, grenache, brut cuvee, pale ale 
beer, and a watermelon-flavoured 
seltzer. Endeavour group’s product 
service arm, Pinnacle Drinks, partnered 
with independent brewery Brick Lane 
Brewing to create the beers and seltzers. 

“As a major Australian employer, 

we acknowledge the importance of 
proactively building a safe and culturally 
diverse team and we have been investing 
significantly in creating an inclusive 
culture for everybody,” Endeavour 
Group chief people officer Alison Merner 
said.  

Sarina Jackson, a Pride Foundation 
Australia board member, said the 
group’s national reach through its 
network of Dan Murphy’s and BWS 
stores, along with its significant online 
presence, would provide high visibility 

for the campaign. 
“It has the potential to reach millions 

of consumers, creating an important 
avenue to start a conversation about 
LGBTQIA+ areas of need in the broader 
community,” Jackso said. 

“Diversity, equity and inclusion are 
central to Endeavour Group’s culture; 
Loud & Proud really captures our spirit 
in a bottle.” Endeavour Group’s Proud at 
Endeavour co-chair Ash Martin said. 
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ACCC clears the way 
for Wesfarmers to 
acquire Priceline parent

The planned acquisition of 
Australian Pharmaceutical 
Industries (API) will not be 

opposed by the Australian Competition 
and Consumer Commission (ACCC), 
clearing the way for the deal to proceed. 

API owns the Priceline retail business 
and its franchisor that distributes 
and operates independent Priceline 
pharmacies across the country. 

“API would form the basis of a new 
healthcare division of Wesfarmers and 
a base from which to invest and develop 
capabilities in the health and wellbeing 
sector,” Wesfarmers MD Rob Scott said 
last year.

The ACCC focused its investigation 
on whether the proposed acquisition 

would reduce competition by locking 
in customers shopping at Wesfarmers 
pharmacies, giving the company greater 
control of consumers’ data. Wesfarmers 
owns 50 per cent of Flybuys and the 
Priceline Sister Club and sells over-the-
counter pharmaceutical and beauty and 
personal-care products at its Kmart, 
Target and Catch businesses. 

“Our investigation showed that there 
are many large and well-established 
retailers, including Chemist Warehouse, 
Woolworths and Coles, that will compete 
strongly with Wesfarmers after the 
acquisition, in both the market for over-
the-counter pharmaceutical products 
and the market for beauty and personal 
care products,” ACCC commissioner 

TGA bars online influencers from 
promoting health products 
From July 1, under new guidelines 

from the Therapeutic Goods 
Administration (TGA), social media 

influencers will no longer be paid to 
promote health and beauty products using 
their own personal experience.

According to the guidelines, any social 
media post that promotes the use or 
supply of a therapeutic good is considered 
an advertisement, and must therefore 
comply with TGA legislation, regardless of 
where it appears.

Influencers can still be paid to promote 

Stephen Ridgeway said.
In talking with stakeholders, the 

ACCC found few concerns about 
potential market disruption because 
many suppliers and retailers are able to 
compete.

“We also consider the benefits obtained 
from the additional customer transaction 
data do not appear to be so strong as 
to result in a substantial lessening of 
competition from the acquisition,” 
Ridgeway said.

The ACCC notes that Wesfarmers will be 
required to comply with the same laws and 
regulations as API regarding pharmacy 
ownership and location, and will have 
the same obligations as API under the 
Franchising Code of Conduct 

products and services, but only if they state 
the facts and avoid sharing their personal 
opinion. 

While some have said the change bans 
influencers from spruiking goods for 
money, the guidelines affect only products 
that are already covered under the TGA’s 
purview. 

The founder of Korean beauty 
marketplace Style Story, Lauren Lee, 
called the move an important step toward 
protecting consumers, and influencers 
themselves, from false or misleading 
advertising.

“Not only are the majority of influencers 
not qualified to proffer opinions on TGA 
products, most can’t tell the difference 
between a regular cosmetic, a TGA-
regulated product, and a product making 
therapeutic claims,” Lee told Inside Retail. 

“While brands have the primary 
responsibility to make sure they are 
marketing their products in accordance 
with the law, influencers, who are 

accepting payment and free product in 
exchange for testimonials, shouldn’t be 
able to absolve themselves of responsibility 
simply by claiming they don’t understand 
or know their legal obligations.”

Lee also noted that she hopes the 
change will encourage more influencers 
to scrutinise the brands they work with, 
as they can now be held liable should its 
marketing come under investigation.

Psychologist and founder of digital 
wellbeing website Digital Nutrition, 
Jocelyn Brewer, agrees.

“The Australian Health Practitioner 
Regulation Agency (AHPRA) regulates 
health professionals on a variety of levels, 
including around marketing practices, so 
that consumers are not misled,” Brewer 
told Inside Retail. 

“Influencers often have no training in 
these concepts, or duty of care to their 
audience, which I think needs attention, 
given the volume and amplification of their 
content and potential for misinformation.” 
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Coles joins program to boost 
recruitment of people with 
disabilities
The government launched a $2.4 

million RecruitAble pilot at Coles 
head office, in a bid to improve 

job opportunities for people living with 
disabilities. 

The pilot is in partnership with Get 
Skilled Access, which was founded by 
Australian of the Year Dylan Alcott 
AO, and national recruitment agency 
Randstad Australia. 

RecruitAble is designed and delivered 
by people with disability and will work 
to build their confidence and identify key 
areas for increasing accessible practices 
in hiring to create more inclusive 
workplaces.

In the pilot’s first stage, Coles will 
dedicate eight new roles in technology 
within its store support centres to people 
with disabilities. 

Coles group CEO Steven Cain said the 
pilot was a champion for accessibility 
and disability inclusion. 

“We know that more than 3 per cent 

of our workforce identify as having a 
disability and we want to ensure that our 
management team takes our learnings 
from this pilot to help our disability 
hiring acumen across Coles Group more 
broadly,” Cain said.

Woolworths, Ampol unveil 
rebranded store concept

Ampol and Woolworths have 
unveiled their first rebranded 
MetroGo convenience store in 

Wamberal, NSW. 
The new store stocks 1400 products, 

including 300 Woolworths own-brand 
items. It is designed to suit local needs, 
offering fresh groceries, meat, on-the-go 
food and coffee. 

Woolworths GM, metro partnerships, 
Michelle White, said the format is 
designed to provide ‘ultra convenience’ 
to customers. 

“MetroGo is an evolution of the 
established Woolworths Metro brand 
specifically formulated to support 

the unique customer missions within 
the convenience and petrol retail 
environments,” White said.

Ampol chief brand officer Jenny 
O’Regan said that in partnership with 
Woolworths, the company is setting a 
new standard of service, product quality, 
and range within the service station-
convenience channel.

The partnership between the 
companies has launched more than 31 
stores since 2019, with 19 new locations 
planned by the end of this year. 

All Ampol MetroGo stores will feature 
self-serve checkouts and access to the 
Ampol app.  

THE LAST QUARTER

Federal Minister for Families and 
Social Services Anne Ruston said people 
with disabilities were hardworking 
and dedicated employees but too often 
businesses fail to recognise or even 
consider their skills and capabilities. 
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World news
Hong Kong leader calls for calm after residents 
empty supermarket shelves BY FARAH MASTER

Hong Kong's leader, Carrie Lam, called 
for calm this month after residents 

emptied supermarkets, stocking up on 
produce ahead of reports of compulsory 
mass Covid-19 testing and rumours of a 
city-wide lockdown.

Local media reported compulsory 
Covid testing would start after March 
17, sparking concerns many people 
would be forced to isolate and families 
with members testing positive would be 
separated.

Lam appealed to the public "not to fall 
prey to rumours to avoid unnecessary 
fears being stirred".

"There is no need for members of the 
public to worry, they should stay vigilant 
and pay attention to the information 
disseminated by the government so as 
to avoid being misled by rumours," the 
statement read.

Officials are planning to test the city's 
7.4 million people three times over nine 
days, with the government recommending 
that people stay home during the period, 
Sing Tao Daily newspaper reported, citing 
unidentified sources.

Exemptions would be made for those 
who buy food, seek medical treatment and 
maintain societal operations. Hong Kong's 
sharemarket would continue to operate, 
the paper reported.

Lam had previously said she was not 
considering a city-wide lockdown.

The China-ruled city has seen 
coronavirus infections surge 34-fold, to 
over 34,000 from just over 100 at the start 

of February. Deaths are also climbing, 
with facilities for storing dead bodies 
at hospitals and public mortuaries at 
maximum capacity.

Hong Kong continues to stick to a Covid 
policy of "dynamic zero", the same as 
mainland China, which seeks to curb all 
outbreaks at any cost. The territory has 
implemented its most strict measures 
since the start of the pandemic in 2020.

Amazon to close physical bookstores, focus on groceries 
BY TONG VAN

A mazon is planning to shut all 68 
of its physical bookstores, Amazon 

4-star, and Pop up stores across the US 
and UK, shifting its focus to the groceries 
businesses and new retail concepts, the 
company told Reuters. 

The e-commerce giant started its 
business as an online bookstore, with its 
first permanent bricks-and-mortar outlet 
opening in 2015 in Seattle. Since then, 
the company has increased its bookstore 
network across the US to 24. Meanwhile, 
the Amazon 4-star concept was introduced 
in 2018, with a focus on selling general 
merchandise that its customers rate higher 
than four stars. 

“Amazon’s decision to shutter many of 
the physical concepts it has opened over 
the past few years comes as a surprise – 
not least because a handful of outlets have 
only recently opened,” GlobalData MD 
Neil Saunders observed. 

“Nevertheless, the company has 
concluded that they are not delivering the 
returns – monetarily or in terms of what 
they are doing for the wider company – to 
justify keeping them open. The cost base of 
the stores is reasonably high because most 
are located in premium malls where rental 
costs are high.”

Amazon told Reuters the closure dates 
of the stores would vary based on the store 
locations but customers will be notified by 
in-store signage. Meanwhile, Amazon is 
working closely with affected employees 
to help them find new roles within the 
company. 

Amazon also said it would remain focused 
on Whole Foods Markets and Amazon Fresh 
stores, and its cashier-less grocery model, 
while working on other retail concepts. The 
move follows the company’s introduction of 
Amazon Style, its first physical apparel store, 
in Los Angeles. 
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Dingdong apologises 
after getting caught 
selling expired food
BY REUTERS

Chinese e-commerce firm Dingdong (Cayman) apologised on 
Thursday for selling expired food products after the firm was 

summoned by Beijing’s market regulator following a report on 
food safety by Beijing News.

Dingdong said in a statement posted on its official Weibo 
account it has suspended operations at the site where out-of-
shelf-life vegetables were relabelled with new expiry dates, and 
frozen fish products were labelled as fresh.

“We sincerely apologise to our customers who have trusted us 
for a long time. We will identify problems and rectify (them) to 
avoid a similar situation from happening again,” Dingdong said in 
the statement.

The market supervision bureau of Beijing’s Haidian District 
said it had launched an investigation into Dingdong after Beijing 
News uncovered the irregularities, and has carried out inspections 
at other fresh food e-commerce businesses.

The last Quarter

Etude House to close last 
Singapore store, shift 
focus online BY TONG VAN

Missfresh launches 
concierge experience for 
high-end customers
BY TONG VAN

South Korean beauty retailer Etude House shut its last store in 
Singapore at Bugis Junction in February. The brand disclosed 

on Instagram that it would make the closure.
The brand will continue trading online, however, via its own 

website and on e-commerce marketplaces Shopee, Lazada and 
Zalora. Etude House members will no longer be able to redeem 
points from the Sweet Points program after the closure. 

Etude House, owned by beauty conglomerate Amorepacific, 
launched its first store in Singapore in 2009. The retailer opened 
16 stores across the city, including the world’s largest Etude 
House flagship store, at Wisma Atria. 

The move came after Etude House closed all of its physical 
stores in China last year. The brand has experienced years of 
accumulating losses, which resulted in its capital impairment, The 
Korea Times reported.

Last year, Etude House’s liabilities of US$47.2 million exceeded 
its total assets of US$41.6 million, forcing Amorepacific to look 
into a way to save the brand.

Chinese grocery retailer Missfresh has completed the first 
phase of its personalised concierge experience for high-value 

customers, dubbed ‘Missfresh 1V1 Advisor’. 
The program provides customers one-on-one communication 

via WeCom, developed by Tencent’s WeChat team, throughout 
the entire shopping process, including personalised product 
recommendations, Q&A on product usage, and following up on 
customers’ feedback. 

Launched in last year’s third quarter, Missfresh 1V1 Advisor 
helped increase the average number of orders per customer by 70 
per cent, the company reported. In addition, the average monthly 
revenue per effective user doubled under the program. 

“Missfresh’s 1V1 Advisor is a lifestyle consultant who uncovers 
customers’ unexpressed needs and solves any issues that might 
come up during the shopping experience,” Lei Zhou, head of 
MissFresh’s private domain operations, said. 

“The advisor program not only elevates users’ shopping 
experience but also increases their shopping frequency and 
average revenue per customer, ultimately maximising customer 
lifetime value.”

The company estimated that about 30 per cent of its users 
would join the program by the middle of this year. 
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IS LOGISTICS 
AUTOMATION 
AN APPROPRIATE 
DIRECTION FOR 
YOUR BUSINESS?

Growing FMCG businesses will inevitably 
reach the point where their existing logistics 
operations will no longer be able to handle 
increasing buyer demand. At some stage, 
limitations in space, a growing number of 
SKUs or other bottlenecks, will stretch the 
capacity of existing picking and distribution 
systems until a solution needs to be found. 
This is when many companies begin to 
consider the benefits of automating some 
of their processes – not only to answer im-
mediate shortfalls in their operation but also 
to future-proof their businesses to avoid the 
emergence of problems years down the 
track.

How then can business owners assess 
whether it’s time to look at automated 
systems or decide if automation is the right 
direction to head as the business expands? 
How can they assess what changes should 
be made to their logistics operations, and 
what the implications of making those 
changes will be?

According to SSI Schaefer sales and engi-
neering GM, Brett Thirup, most companies 
enquiring about automation are well aware 
of the current or imminent pain points in 
their business and know there must be a 
better path forward – even if they’re not fully 
versed in the potential solutions.
 
“It doesn’t always mean that the solution is 
to jump straight to a high level of automa-
tion,” explains Thirup. “You may currently 
be relying on people to move stock from 
one end of the warehouse to the other, so 
you might just need to install a conveyor or 
an automated guided vehicle (AGV) system 
to do that for you. It may be that you want 
to shift staff out of a freezer environment 
or protect them from having to work with 
heavy stock for long periods of time. Quite 
often, the problem you’re trying to fix may 
not obviously seem like a logistics issue, but 
it often turns out that putting some automa-
tion in your logistics operation can be the 
right answer.”

For many businesses, increased density in 
storage can be the key factor in allowing 
operations to remain in their established 
facility. Operations that reach the capaci-
ty of their distribution centre earlier than 
planned can often immediately benefit 
from increasing the storage in the same 
footprint, rather than finding a new location 
and starting again. Where space is limited 
and the SKU range is large and growing, a 
mezzanine level or even a full automated 
storage and retrieval system (ASRS) can be 
good options.
 
“One of the key issues we hear from our 
FMCG customers is, ‘I’ve run out of room’,” 
says Thirup. “Of course, if you put the 
operation in a high-bay warehouse, you can 
get more storage for the same floor area, 
increasing your stock holding or accommo-
dating a larger number of SKUs, allowing 
you to stay on the same site, which can be a 
big bonus to some businesses – especially 
when their manufacturing is already on site.”
 
One of the key disruptors to logistics in 
the FMCG industry has been the impact of 
the Covid pandemic on the supply chain, 
forcing players to maximise storage, where 
previously just-in-time supply made more 
business sense – especially for those not 
directly involved in manufacturing.
 
“With the onset of Covid and the unreliabil-
ity of the supply chain, you’ve really got to 
store more in order to be able to service 
your customer base,” observes Thirup. 
“Manufacturers often have to import stock 
or raw materials from other factories and 
other countries, so their stock holding has 
gone up. When that happens and you don’t 
want to or can’t increase the size of your 
warehouse, you’ve got to think of some 
automated way to resolve that.”
 
It’s not always about big automation 
solutions or completely transforming your 
business. Semi-automated picking solutions, 
for example, can deliver a significant boost 

in efficiency, from technologies that prompt 
pickers to follow computer-calculated 
factory picking paths to optimise walk times, 
to establishing “fast picking” areas where 
the highest performing 20 per cent of SKUs 
can be picked in a dedicated and focused 
manner. Of course, while these lower-cost 
solutions can still achieve very high effi-
ciency gains, businesses that already have 
well-developed supply chain and logistics 
solutions in place will tend to require more 
complex and robust automation solutions.
 
In FMCG, trending solutions often involve 
robotics. “Robotic palletising, robotic 
picking and AGVs are big in fast moving 
consumer goods,” explains Thirup. “That’s 
really where a lot of the focus is in the space 
now, and we’re seeing a lot more enquiries 
for high-bay warehouses or ASRS solutions. 
By introducing robotics, you’re boosting 
efficiency while sparing staff from those 
back-breaking heavy lifts, removing some of 
the safety issues.”
 
“Any business manager will always be on 
the lookout to see what they can improve 
moving forward,” he concludes, “So they 
naturally want to investigate whether auto-
mation is an avenue they should be follow-
ing. Fortunately, the options in automation 
are vast. The journey can be everything 
from just a conveyor or a couple of AGVs, 
all the way up to ASRS solutions and robotic 
picking and palletising systems, and you can 
make progressive steps along your journey. 
Some businesses aren’t ready to jump to 
everything all at once, but there are options 
in between. Scalability and flexibility is key – 
in this ever-changing environment it’s those 
who are flexible that will come out on top.

Visit www.ssi-schaefer.com/en-au to learn 
more about SSI Schaefer’s automation 
solutions.
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The changemakers
Who’s in and who’s out of the top jobs in FMCG this quarter. 

Lion Group announced the 
appointment of Sam Fischer 
as its new CEO in February. 

Fischer will join Lion Group 
from July this year, when 
current CEO Stuart Irvine 
steps down after serving nine 
years in the role. He joins 
the global beverage company 
from Diageo, where he served 
as president of APAC and 
global travel, and a member 
of the global Diageo executive 
committee.

Prior to Diageo, Fischer 
spent 15 years with Colgate-
Palmolive in Australia 
and held senior positions 
across the European and 
Asian markets. He is also a 
non-executive director with 
Burberry Group. 

Lion chairman Sir Rod 
Eddington welcomed Fischer 
to the board and noted his 
over 30 years of experience. 

“Sam joins Lion at a 
pivotal time, as the industry 

continues to navigate the 
impacts of the pandemic 
and Lion delivers a new 
mid-term plan to return 
to sustainable growth. His 
drive for performance and 
proven ability to lead with 
purpose and conviction will 
be invaluable as Lion enters 
this next chapter,” Eddington 
said.

Fischer said: “I’m looking 
forward to connecting 
with Lion’s customers and 
partners across markets and 
working with Lion’s people on 
this next chapter.” 

Plant-based food producer 
Fenn Foods appointed 
experienced multinational 
FMCG executive Tony 
Rowlinson as its new CEO in 
February.

Fenn Foods makes and 
markets Veef-branded alt-beef 
and alt-chicken products, sold 
through Coles, Woolworths 
and other grocery retailers, as 
well as through foodservice 
channels.

Rowlinson is a consumer 
goods specialist and 
entrepreneur with an 
extensive background in 
FMCG and marketing 
communications. He has 
held senior positions in 
multinational corporations, 
including Coca-Cola, SCA/
Carter Holt Harvey and 
Simplot, where he was 
responsible for acquisitions, 
mergers and key business 
operations.

He was also responsible for 

both chilled and frozen ready-
meals for some of Australia’s 
most popular brands, such as 
Leggo’s, Edgell, Lean Cuisine 
and others. 

Nicholas Simms, executive 
chairman at Fenn Foods, 
said Rowlinson would bring 
an outstanding reputation 
for creating strong company 
cultures and building effective 
teams to the plant-based 
business.

“Tony has a proven 
record in growing profitable 
businesses through sound 
direction, the implementation 
of ‘best in class’ 
manufacturing processes, 
marketing excellence and 
international expansion. We 
are delighted he has joined 
the Fenn Foods team, as 
we continue on our journey 
of rapid growth, driven by 
increased demand for our 
plant-based products,” Simms 
said. 

Flora & Fauna (F&F) founder 
and CEO Julie Mathers left 
her eco-friendly online retail 
business in February, less 
than a year after selling it to 
ASX-listed manufacturing 
and consumer goods company 
BWX. 

“I’ve decided to leave for a 
variety of reasons and have 
always found there’s no one 
reason but many. What I can 
say is that it’s not because 
I don’t love F&F,” Mathers 
said in an exclusive interview 
with Inside FMCG sister 
publication Inside Retail.

“F&F is a great business 
and platform for purpose, and 
I am so proud of what we and 
the team have created. Now is 
the right time for me to go do 
something different and keep 

driving change,” she said.
Mathers started Flora & 

Fauna in 2014 to help people 
make better choices for the 
planet. She sold it to BWX in 
May 2021 for $27.9 million. 
At the time, the retailer’s 
annual revenue was upwards 
of $15 million, and it had over 
94,000 active customers.

Mathers initially stayed on 
as Flora & Fauna CEO, and 
in September 2021, she was 
tasked with leading BWX’s 
entire direct-to-consumer 
division. But just a few 
months later, she decided to 
walk away. Her husband, F&F 
COO Tom Abraham, departed 
the business at the same time. 

Mathers is expected to join 
an existing purpose-driven 
business in the online space. 

Lion Group appoints new CEO Fenn Foods taps high-profile FMCG exec as new CEO

Founder, CEO Julie Mathers leaves online retailer 
Flora & Fauna

In January, global food 
manufacturer Kellogg’s 
named Anthony Holme as its 
new MD in Australia and New 
Zealand.

Holme is an experienced 
Kellogg’s executive who will 
be relocating to Australia 
from South Africa, where he 
has served as area GM since 
2009. He joined the company 
in 2017 as sales director, prior 
to which he held sales and 
leadership roles at PepsiCo, 
Diageo, Woolworths, and 
SABMiller, in both the UK 
and South Africa.

During his time with the 
company, he advocated 
for Kellogg’s Better Days 
program, which aims to 
create better days for 3 billion 

people by 2030.
“I feel very privileged to 

have the opportunity to lead 
Kellogg’s ANZ business with 
its portfolio of iconic brands 
and an extremely talented 
team,” Holme said. “I look 
forward to continuing to 
deliver great-tasting foods 
that nourish Aussie and 
New Zealand customers, 
whilst also finding new and 
innovative ways to reduce our 
impact on the environment 
and help protect our planet.”

Shumit Kapoor, president 
of Kellogg’s AMEA welcomed 
Holme, saying his experience 
would build sustainable 
growth momentum in ANZ 
and bring food innovation to 
customers. 

Kellogg’s appoints new MD for ANZ operations
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THE LAST QUARTER

FACTS AND 
FIGURES

Here’s what’s been happening by 
the numbers this quarter. 

Items that are 
available for delivery 
via drone from Coles 
stores in Brisbane and 
Canberra.
Source: Coles

Endeavour Group’s 
digital investment in 
the first six months 
of FY22.
Source: Endeavour 
Group

Proportion of 
PepsiCo beverage 
containers that 
will be refillable or 
returnable by 2030.
Source: PepsiCo

$35 m25%

Plastic bags that will be 
removed from circulation 
when Woolworths stops 
using them WA this April
Source: Woolworths

30 million

Years Coopers 
Brewery has operated, 
as of this year
Source: Coopers

160 

The projected 
size of the global 
halal market by 
2030
Source: Austrade

250+

$7 
million
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The CEO of the organic baby food 
brand talks about the business’ new 
vision, her experience with international 
trade, and the key to Australian 
products’ appeal overseas.

BY DEAN BLAKE

I n 2020, the CEO of organic baby food 
brand Bellamy’s Organic, Andrew Cohen, 
stepped down, and Tarsi Luo stepped 

up into the position. Here, we talk to Luo 
about what she’s learned in her 13 years in 
retail across China and Australia, and how 
she’s bringing those lessons to the formula 
giant.

Inside FMCG: Could you tell me a 
bit about your time at Bellamy's, 
and how the business has changed 
over the last year?
Tarsi Luo: I joined Bellamy's in May 
of last year, and there have been a lot of 
changes, especially post-Covid. I've made 
some changes myself as well, from the 
team structure to the culture, to help direct 
where the business is heading.

One of my priorities as the new CEO 
is to set up a new five-year vision for the 
company to define where the business is 
heading, so that's taken about six months 
of really getting my head around the brand 
and the people, to really help me draw 
up the blueprint for the business going 
forward. 

We did three major changes: We've 
invested more in our Australian 
brand, started developing some new 
products, and focused on supply-chain 
enhancements. During Covid-19, there 
have been a lot of issues in regards to 
supply chain, so we've put a lot of effort 
into that area.

FMCG: And how would you say 
your previous roles have prepared 
you for this new position you've 
taken up?

Spotlight

TL: I think every role has helped me 
with my journey. The first role I had in 
Australia, right after I emigrated, gave me 
a really good opportunity to learn about 
the local market, and get a sense of what 
Australian dairy farms are like. The farms, 
the farmers, and the whole end-to-end 
experience, from manufacturing to the 
product itself. 

It also gave me an open door to the 
FMCG world. It let me engage with 
different layers of the industry and meet 
business owners, so it was a very helpful 
experience. 

Then in my second role, I learned a lot 
more about international trading, right 
when daigou [cross-border exporting] was 
booming. I'm very fortunate to have had 
that experience, and also to have learned 
how to help Australian brands export to 
Japan, Singapore, China, Malaysia and 
other SEA markets.

I think it's a good mix of domestic 
experience, and exporting experience, 
which has prepared me to be successful in 
my role at Bellamy's.

FMCG: Australian baby formula, 
and health and beauty more widely, 
is a booming industry overseas. 
Why do you think that is?
TL: Back in 2008, China had a major 
quality issue with baby formula, which 
has meant that a generation of people who 
were born in the 1980s are always looking 
for external choices. Australian products 
tend to be of a great quality and are often 
organic, which is an important element to 
Chinese consumers.

Another reason is that Australia has a 
big Chinese community; around 12 per 
cent of the population is Chinese, and 
there is a large group of international 
travellers and students from China that 
come over every year. This makes trading 
between the countries relatively easy. 

The final reason is that the Therapeutic 
Goods Administration holds Australia's 
products to a high standard, and Chinese 
people trust the quality and manufacturing 
standards Australia's businesses have to 
meet. It gives them confidence.

Plus, Australian products aren't overly 
expensive, compared with products 
from other countries, so there's a natural 
advantage. 

FMCG: What are some of the 
lessons you've learned in exporting 
to SEA markets?
TL: I'd say every country is different. In 
the last five years, China has been driven 
by e-commerce and is very advanced, but 
since the pandemic, more businesses are 
merging their online and offline trade.

If you look at other SEA countries, 
there's a really strong e-commerce 
industry. Vietnam's e-commerce industry 
has grown by four times in the last five 
years, so things have changed rapidly, and 
each country has reacted to the pandemic 
differently.

For me, being open minded and 
spending the time to understand each 
country's way of trading is important. 

Five minutes with 
Bellamy’s new 
CEO, Tarsi Luo
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Food Equity Group is Redefining the DNA of Retail Product 
Innovation & Consumer Brand Engagement with Retailers.

The ever-evolving and visually noisy 
landscape of food retailing relentlessly 
challenges manufacturers and retailers 
alike to stay nimble, be on-trend, create 
differentiation and drive revenue growth.

Excitingly, there’s a now new player on 
the national FMCG scene, Food Equity 
Group, who tick every one of these box-
es and more, in their own unique way.

Working under-the-radar for the past 
three years, Food Equity Group has been 
innovating products and brands and 
building a fully integrated support team 
which offers retail stores an exciting new 
holistic solution to engaging and con-
verting their customers into on-going 
sales growth.

Food Equity Group’s new-age hybrid 
‘supply and support’ model is at the fore-
front of a mindset change in the market, 
which sees them supplying trendsetting 
new products through their disruptive 
brands and supporting their awareness 
and growth with retailers through clever 
consumer-engaging marketing strate-
gies and community based initiatives, all 
of which is serviced by their own national 
sales and distribtion network.

The engine room of Food Equity Group’s 
strategy is driven by their diverse in-
house capabilities across consumer 
insights, product development, creative 
design, photography and videography, 
digital marketing, supply chain, distribu-
tion and merchandise sales solutions, 
which are focused on servicing and 
supporting their retailers.

Food Equity Group’s CEO, Graeme 
McCormack, said, ‘we’ve extensively 
reviewed the FMCG landscape and have 
strategically created a team capability to 
engage with the market and retailers in a 
more dynamic and effective way. At the 
heart of our service offer are differenti-
ated premium products which are fully 
supported by disruptive brands and 
dynamic in-store and digital marketing.’

Store Manager of IGA Pitt Town, Moneeb 
Shakil, agrees, ‘we’ve just launched Food 
Equity Group’s new eye-catching Sticky 
Addiction and Smoky Addiction ranges 
to great success! The on-going support 
they’ve provided with free branded 
fridges and in-store signage has been 
fantastic.’

McCormack added, ‘our business is set-
up to continually innovate, launch and 
support new retail brands and products 
going forward, so our Sticky Addiction 
(chicken wings), Smoky Addiction (Amer-
ican BBQ) and Shaky Addiction (flavoured 
seasoning) ranges are just the beginning, 
with us already having more new brands 
and product ranges in the pipeline.’

Food Equity Group has also commenced 
bespoke product development and sup-
ply for a number of retail groups, which 
is further elevating their unique business 
model and overall approach and position 
in the FMCG market.

So be on the look out for Food Equity 
Group’s launch retail brands below, and 
remember, that’s just the beginning for 
them… 

NIMBLE, TRENDSETTING 
& DISRUPTIVE

SMOKY ADDICTION
All-Australian American BBQ

Smoky Addiction’s fully cooked range 
overcomes all the traditional American 
BBQ complexities and day-to-day time 
pressures by providing a simple ‘heat 

and devour’ solution which consumers 
can do in any oven or barbeque, any-

where, anytime.
smokyaddiction.com.au

STICKY ADDICTION
Saucy Super Wings

Sticky Addiction offers an exciting new 
on-trend premium range of fully cooked 
chicken wings where all the hard work 
and prep has been done for the con-

sumer, simply heat and demolish!
stickyaddiction.com.au

SHAKY ADDICTION
Flavoured Seasonings

Best mates with chips and wedges, 
Shaky Addiction catapults boring old 

chicken salt into the stratosphere 
by offering an innovative new range 
of flavoured seasonings which are 

perfect for fried foods!
shakyaddiction.com.au

foodequitygroup.com

ADVERTORIAL
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Spotlight

The rise of DTC 
and the changing 
FMCG landscape
DTC brands’ surge in popularity is putting pressure on other 
players. But traditional retailers do have ways to compete, and 
FMCG brands can contribute to direct brands’ growth.

BY CRAIG MATTHEWS

At first, the news of Covid-19 came 
as a shock to the retail world. 
Stores and brands have always 

been able to rely on retailers to sell 
their products for them. But now, with 
Covid forcing consumers to buy directly 
from brands, retailers can no longer sit 
back and assume that sales will come 
automatically.

For brands, this means taking a more 
active role in sales and marketing. No 
longer can they simply create a product 
and leave the selling to others. They 
must now create compelling content that 
engages consumers and drives them to 
purchase products themselves. This is a 
daunting task, but it is one that must be 
undertaken to survive in today's market. 
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Spotlight

It's no secret that direct-to-consumer 
(DTC) brands are on the rise, and if you 
think they are just for Millennial shoppers, 
think again. A 2020 Direct Brands 
report commissioned by IAB Australia 
highlighted that nearly two-thirds of DTC-
brand shoppers were over 40. So, what 
does this mean for the FMCG space?

To start with, it's important to 
understand what DTC brands are and why 
they're growing in popularity. 

DTC brands are those that sell products 
to consumers through their own websites 
or online stores. This differs from 
traditional FMCG brands, which typically 
sell products through traditional retailers.

There are a few reasons why DTC 
brands have been so successful in recent 
years. For example, by speaking directly to 
their customers, these brands have been 
able to create an intimate relationship that 
builds trust and loyalty. Additionally, DTC 
brands often have a more personal story 
behind them, which helps people connect 
with their mission and values. This sense 
of connection is another key factor in the 
success of DTC brands.

What’s special about DTC 
brands?
There's no doubt that the retail landscape 
is changing. Traditional retailers are 
shutting their doors, and online-only 
brands are thriving. But what's driving this 
shift?

People are drawn to them for a variety 
of reasons: the sense of connection 
they provide, the feeling of being part 
of a community, the authenticity and 
transparency that comes with them.

Sure, there are other factors at play: the 
convenience, the lower price points, and 
so on. But it's that sense of connection that 
sets these brands apart.

Here are three key ways that the DTC 
model differs from traditional retail:
• DTC brands can build a closer 

relationship with their customers.

• They can control the entire customer 
experience, from purchase to delivery. 

• They can offer a more personalised 
shopping experience.

The market is changing rapidly
There's no question that Covid has created 
much uncertainty for businesses around 
the world. The market is constantly 
shifting, and it's becoming more and more 
difficult to keep up with the changes. In 
this environment, it's crucial for brands to 
adapt and innovate at pace if they want to 
stay afloat.

Many companies are struggling to 
make tough decisions in these uncertain 
times. But those that can quickly adapt 
will be the ones that thrive in the long run. 
Even before the pandemic, e-commerce 
accounted for 9 per cent of Australia’s total 
retail sales, or A$28.6 billion overall, and 
in 2021 has grown to $43.1 billion, placing 
us as the 11th-largest market globally for 
e-commerce revenue.

That’s why going DTC through 
e-commerce is a growing trend, as it shifts 
your brand from an entirely physical store 
into a digital and contactless platform.

How can traditional retail compete?
As traditional retail continues to feel the 
pressure from DTC brands, many are 
looking for ways to leverage the growth of 
these insurgent players. What strategies 
can traditional retail employ to compete?

DTC offers a more direct connection 
to consumers, which can result in higher 
engagement and loyalty. Plus, it allows 
brands to build stronger relationships 
with their customers, providing them 
with valuable insights into what they 
want and need.

But on the other hand, traditional 
retailers have years of experience and 
expertise in merchandising, marketing, 
and customer service. They also have 
established relationships with suppliers 
and manufacturers. So, should they 

Throughout Covid 
and post-Covid, 
however, we have 
turned on our 
brand marketing 
and e-commerce 
strategy.
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Spotlight

embrace DTC or stick to their tried-and-
true approach?

Some experts believe that traditional 
retailers need to focus on creating a unique 
customer experience. By providing an 
engaging and personalised shopping 
experience, traditional retailers can 
differentiate themselves from DTC brands. 
Additionally, they say, retailers should 
invest in technology that makes the 
shopping experience more convenient and 
efficient for customers.

Others argue that it’s not enough to 
simply replicate the DTC model, that 
traditional retail needs to find its own 
unique voice. To do this, retailers would 
need to develop a strong brand identity 
and focus on storytelling by creating a 
narrative around their products. So which 
approach is best?

The answer is: It depends. Each retailer 
and brand needs to evaluate its own 
situation and decide what's best for 
them. There are pros and cons to both 
models, and each has its own unique 
strengths and weaknesses. We asked one 
manufacturer that has grown its DTC 
and traditional retail business during the 
pandemic what it has experienced, with 
the following results.

Has the pandemic fast-tracked your 
DTC strategy? How?
Pre-Covid, we relied on our retail partners 
to educate and market our brand; as 
we were predominantly a wholesale 
manufacturer, if the brand marketed 
itself, our retailers would see this as 
direct competition with their marketing. 
Throughout Covid and post-Covid, 
however, we have turned on our brand 
marketing and e-commerce strategy. 

Along with this, our DTC strategy was 
also increased to align with changing 
consumer buying behaviours throughout 
the pandemic.

Has DTC played a role in driving 

CRAIG MATTHEWS is the founder 
and director of Stock Box and Good to 
you.

increased sales and brand 
awareness on-shelf?
Turning our brand marketing and DTC 
strategy on has had a ripple effect in all 
channels across the business. This has only 
positively affected all relationships and 
brand awareness, and increased sales.

 Our online DTC business is an 
introductory tool for the brand. Once 
consumers engage with the brand and our 
community, they source our brand within 
our retail partners.

 
What role do you see DTC 
playing in FMCG for the future?
Consumers are now very much 
multichannel shoppers – online and 
instore. There’s no denying online 
growth trends and online penetration. 
IRi Shopper Panel results indicate that 
omnichannel customers spend more 
than double what in-store/online only 
customers buy.

How FMCG players can support 
growth in DTC
With their massive reach and distribution 
networks, FMCG players have the 
potential to play a role in helping DTC 
brands grow. They can provide the 
necessary scale and infrastructure to help 
these brands reach new consumers and 
expand their product portfolios.

But it's not just about distribution. 
FMCG players can also offer valuable 
insights into consumer behaviour and 
purchasing trends. This knowledge can 
help DTC brands fine-tune their marketing 
strategies and better understand what 
products to develop next.

Summary
There is no doubt that DTC brands are 
on the rise. Consumer packaged goods 
companies have been forced to adapt, and 
retailers need to embrace this new sales 
channel to stay competitive.

One reason for the success of DTC 
brands is that they're able to connect 
with consumers in a more meaningful 
way. They often have a more personal 
connection with their customers, which 
helps them build trust and loyalty.

Retailers need to find ways to bring 
these DTC brands into their stores if 
they want to see increased sales on-shelf. 
By providing an engaging shopping 
experience, retailers can help drive their 
own on-shelf sales and increase brand 
awareness for these up-and-coming 
brands. 
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The danger 
of cute, 
woke moves
Brands that make changes 
to signal their ‘wokeness’ 
without backing up the 
message with meaningful 
action risk reputational 
damage not only to 
themselves, but also to 
progressive movements.

BY ABAS MIRZAEI

Turning the M in your brand logo 
upside-down so it resembles a W to 
celebrate International Women’s 

Day is a cute, attention-grabbing move. 
But it is just empty symbolism unless 
the brand can outline how it practises 
celebrating and empowering women 
during the other 364 days in the year. 

Posting a black square on Instagram 
during Blackout Tuesday is a cute move. 
But it doesn’t have substance and is only 
symbolic – which can be a costly mistake. 
For instance, after launching its ‘Race 
Together’ campaign, Starbucks soon 
learned the hard way how important it is 
to back up your cute, woke moves with 
matching actions. While being a woke 
advocate can be effective in fighting 
injustice, advocating without practising 
will definitely backfire and can result in 
brand hijack and boycott. 

This reality can be explained by 
expectancy theory or, more precisely, 
expectancy theory violation. A 
brand makes a promise, it creates an 
expectation, then it doesn’t deliver at 
all or underdelivers. M&M’s recently 
rebranded its much-loved talking 
M&M’s characters, giving them cute 
makeovers with ‘wokeness’ in mind, 
thereby symbolically repositioning the 
brand as inclusive. In particular, the 
green and brown M&Ms, both female, 
traded in their go-go boots and soaring 
heels, respectively, for athletic shoes 
and lower heels. As reported by CNN, 
Mars president Anton Vincent labelled 
the changes a subtle cue, offering a 
more representative female character. 
However, people have had mixed 
feelings. Some have mocked the move 
and questioned whether people were still 
allowed to eat the characters. 

Symbolic moves to offer a sense of 
belonging and community that have 
no substance and, therefore, minimal 

impact, cannot and should not be 
labelled woke, unless they are backed 
by additional supportive impactful 
measures, with real influence on people’s 
lives over the long term. Otherwise, 
companies may risk being mocked by the 
public and the media. 

Humour, ridicule, and mockery 
are solutions that the general public, 
and even the media, use to defend or 
challenge the status quo, depending on 
their perspective. If only conservatives 
are mocking your brand’s moves, then 
probably coming across as authentically 
woke. But if your brand makes a move 
to signal wokeness and is now facing 
ridicule from those with progressive 
values, it’s a good sign the move hasn’t 
been effective in challenging the status 
quo. In the case of the M&M’s rebrand, 
even The Washington Post has published 
an opinion piece ridiculing the move.

Brands trying to be woke by reaching 
for low-hanging fruit, making light and 
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cute woke moves, turn themselves into 
easy targets for those trying to maintain 
the status quo. The outcome can be 'woke 
shaming', which is not exactly what those 
affected by discrimination want. Trying 
to make your brand more relevant by 
just touching the surface and not digging 
deep to find impactful solutions for 
socio-political issues can hurt the woke 
movement. 

Practise what you preach
Many brands rushing into wokeness and 
purposefulness forget that these objectives 
aren’t just what you communicate in 
your brand messages. They must be what 
you actually practise internally. In fact, 
whatever a brand promises will be added 
to its target audience’s ‘how to hold this 
brand accountable’ list. 

Every time a brand becomes a social 
justice warrior, every time it lectures the 
society about how to be more meaningful 
and purposeful, every time it seeks 
attention by making a ‘Look how woke I 
am’ move, it is creating new expectations 
that it will need to live up to. Every time a 
brand makes a claim, the brand public is 
quick to judge the degree of truth in that 
claim by looking for tangible cues. If those 
tangible cues are not easily found, or if 
there is no substantial proof point, then 
the brand public not only questions the 
authenticity, but also calls out the brand 
on false claims. 

Over the last decade, many corporations 
have made cute moves to signal their 
support for Black Lives Matter, only to 
be taken to task for their failure either 
to hire black people or promote them to 
senior positions. To use the academic 
terminology, they created an expectancy 
theory violation. They rushed to make 
a cute move, only to find it resulted in 
scrutiny and criticism rather than free 
positive publicity and applause. 

‘Woke’ spills over from African 
American causes
The concept of ‘woke’ came from 
African Americans’ fight against social 
injustice. The spill over of the word into 
fights against other types and forms 
of social injustice and discrimination 
has been profound. Any inclusion and 
diversity program is now labelled a 
woke move, regardless of whether it is 
associated with African Americans. In 
fact, any progressive move, no matter 
what context and concept, is now being 
labelled woke. From Minnie Mouse’s 
new pants suit to M&M’s rebrand, to 
even Neo Green Socialists in Downing 
Street, ‘woke’ has moved to contexts with 
no association to African Americans. 
But part of this migration of the word 
woke has been fuelled by those opposing 
wokeness. Opponents mocking and 
ridiculing the concept have labelled any 
progressive move as woke, contributing 
to the expansion of the usage of the word 
in different situations. 

Going forward, woke will become 
a popular culture product and the 

umbrella reference to all purposeful 
progressive moves. 

Thus, it is so important for brands 
to make their woke moves wisely, and 
consider the potential damage to the 
woke concept if their move is considered 
cute and light, without substance. The 
general public is now so conscious about 
such moves, brands need to be very 
cautious. Any reference to progressive 
values in branding campaigns (values like 
empowerment, transparency, inclusion, 
and equity) can be linked to wokeness, and 
will be scrutinised by the public to ensure 
the brand is not trying to be opportunistic, 
making another empty, attention-grabbing 
woke signal. 

DR ABAS MIRZAEI is a Senior 
Lecturer in Marketing at Macquarie 
Business School. His area of expertise is 
branding, woke marketing, and brand 
activism. 
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As Harris Farm Markets continues its return 
to Queensland, co-CEO Tristan Harris 

discusses the expansion, along with food 
recycling, flood relief, and defining the 

Harris Farm shopper.
BY DEAN BLAKE

A Fresh 
Approach
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Family-owned grocer Harris Farm 
Markets has, for several decades, 
remained entirely within New South 

Wales after overstretching itself in the 
’80s: reducing down to a single, family-
run store in the state. 

Now, after years of rebuilding, the 
Harris family is taking the business 
interstate again.

Late last year, Harris Farm launched 
back into Queensland, both physically and 
digitally. And the business has eyes on 
Victoria as its next omnichannel region 
after launching its online offer there. 

Here, co-CEO Tristan Harris talks 
to Inside FMCG about what it’s like to 
take the Harris Farm brand back to its 
old stomping grounds, what makes its 
customers different, and how the business 
has largely evaded the supply-chain issues 
plaguing other players in the market.

Inside FMCG: You guys are 
looking into a pretty major 
expansion of your physical sites. 
From what I could tell, you’re 
looking at at least doubling 
your store count over the next 
few years. Can you tell me 
about that?
Tristan Harris: So we've got 27 stores. 
And I think the thing that's interesting in 
those numbers is that we have probably 
opened 70 or 80 or something like that. 
And so, apart from the big collapse that we 
had in the ’90s, generally, for every store 
that we opened we closed another. Our 
network was not optimised, and we didn't 
have a clarity of strategy.

About 10 years ago, we clarified our 
strategy and it gave us a much better lead 
on where our stores should be, and we've 
been in a process of almost one in, one out 
for several years. 

It's only been in the last couple of years 
that our net store number has started to 
grow. 

So it looks like we're on a sort of take off 
growth phase but, in fact, in terms of store 
openings, it's only a slight increase on 
where we've been previously. 

There are still a lot of challenges that 
come along with that. When you really 
grow net store numbers, you're going to 
train a lot more staff, you have to get a 

lot more people on board and, inevitably, 
some of the processes and infrastructure 
that you're using starts to become inappro-
priate and you're going to have to change 
it out. 

But it's certainly an exciting time over 
the next three or four years.

IFMCG: What did you learn from 
all the processes of opening 
stores and then closing them 
that's now allowed you to kind 
of look forward expecting that 
there will be more stores opening 
than there will be closing?
TH: One of the things we learned was you 
do have to be tight on your strategy, and 
you have to stick to that. 

It's really easy to get distracted or 
waylaid on stuff when you're not clear on 
the strategy. 

I think as you scale you have to rely 
on people and your ability to bring 
people along for the ride, attract others, 
develop everybody. As we've moved into 
a new state, it has required us to manage 
our culture more intentionally. That’s 
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definitely something we’ve learned of late.

IFMCG: How has the launch 
into Queensland been going for 
Harris Farm? 
TH: We had stores in Queensland in 
the ’80s, but then basically the company 
went broke and started off at one store 
again. And this is our first move back to 
becoming a multi-state retailer. 

It was an interesting story. Dad 
[Founder David Harris] had taken 
Sydney's best area manager up to 
Queensland to manage a store, and then 
when the bank was selling all the stores the 
manager bought a store off the bank and 
he ran it [independently] for 29 years. 

And then [recently] we bought it back 
from him and now he and his wife are 
working for us again. It was one of those 
beautiful stories, but I also think that was 
incredibly valuable for us, because we got 
to go back into a market where we knew 
that the customers would appreciate 
a very similar offer to what they were 
already getting, just a bit bigger, with more 
categories that they weren't used to buying 
from, but the same fruit and veg. 
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We’ve put a 
really different 
and engaging 
offer on the 
ground up in 
Queensland.

Fruit and veg underpins sort of 
everything we do, and the customers were 
already going there for their fruit and veg, 
so that made it a lot easier for us to enter 
back into [Queensland]. 

We've built some more impressive 
stores at West End, and down at Isle 
of Capri, and so now customers in 
Queensland have been able to sort of 
engage with us knowing that we're part of 
an ongoing community, and see what we 
have been able to learn in the last 30-odd 
years while we haven't been there. We’ve 
put a really different and engaging offer on 
the ground up in Queensland and it's been 
remarkably successful. Customer feedback 
is really, really great. 

And Covid-19 and all that sort of stuff 
has been incredibly challenging, but it has 
really forged the team [in Queensland] 
and made them far more independent 
and resilient. They just had floods take out 
our market stand and market distribution 
centre, and the whole team just [really 
bonded together]. 

We know that we've got a good culture 
in New South Wales that we've been trying 
to ensure we inculcate in the team up in 

Queensland, and [in the crises] they did 
exactly what we would want our teams in 
New South Wales to do automatically, and 
that is react really, really quickly and do 
whatever it takes to keep the team up and 
running and trading. 

I think the customers have really latched 
onto the fact that our Queensland team 
has decided that whatever happens, we're 
going to find good fresh food and stock our 
markets.

IFMCG: Harris Farm obviously 
has a very long history in 
Australia. How would you 
describe the Harris Farm 
Markets customer?
TH: Harris Farm Markets shoppers 
are shoppers that care. They care about 
quality, they care about provenance, 
and they care about the way that we as a 
business that they're buying from behave. 
They’re giving us their money, and they 
want us to live by the same values that they 
would expect their family to, and I think 
that's something we do quite naturally.

I guess it's been easier being a family-

run business than being a listed business, 
since I don't have analysts telling me 
every quarter that I've got to beat the last 
quarter, and if something happens that is 
going to be more expensive, but is the right 
thing for us to do and it's going to keep our 
bottom line, we can make that call. 

And equally we can use that activity 
to occasionally let our customers know 
who we are, what we believe in, what we 
value and how we behave. We can let our 
customers know that, despite the fact that 
we might have been unprofitable for a 
quarter.

So you can build some love in the cus-
tomer, and they’ll come back to you and 
engage with your shop again. It gives you a 
long-term sustainable advantage. So yeah, 
a customer that cares I think is the best 
way I could describe it. 

IFMCG: Supermarkets have 
become kind of a bastion of 
safety to a lot of people in the 
last few years, in that that's 
where you get all of your food, 
your RAT tests and toilet paper, 
etc. How have your customers’ 
perceptions of Harris Farm 
changed in the last couple of 
years?
TH: I think it's probably changed a little 
bit less for us than for the major super-
markets.

It's been incredible to see the level of trust 
[customers have had in supermarkets].  
In the consumer surveys, the level of 
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trust for basically every player in the 
entire industry has skyrocketed over 
the last couple of years. 

And obviously, as a part of that 
industry, that's a very nice thing. Retail 
is not easy. It’s a fast-paced, 364 days a 
year, 24 hours a day slog sometimes, so 
you feel like you're busting your guts.

A few years ago, there was a bit of an 
anti-supermarket sentiment in some of 
the media, and certain programs really 
smashed the supermarkets on a regular 
basis. I don't see that anymore. Then 
again, I guess I probably watch a lot 
less free-to-air television these days. 

IFMCG: When you talk about 
the other major supermarkets 
in Australia, there has been a 
big push from Woolworths and 
Coles in the last few years to 
make their operations more sus-
tainable. What have you guys 
been doing on that journey and 
what do you have planned for 
the years ahead?
TH: It's been fantastic to see those major 
retailers really get their heads screwed 
on with regards to sustainability. 
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We felt like we used to lead in a number 
of instances, you know, with things like 
‘Imperfect Picks’ and in getting rid of plas-
tic bags and that kind of thing. And then 
all of a sudden the strength with which 
those majors came out in sustainability 
gave us a real reboot internally. 

We're asking ourselves, What are 
our responsibilities? Are we going hard 
enough and fast enough? Because I think 
our customers expect us to act quicker 
than those guys, to do more and show the 
industry, and our customers, that we're 
trying harder and delivering faster. 

We switched to 100 per cent renew-
able energy in January this year. And we 
thought we were going to get a bit of a 
steal on the market and be the first one to 
do that, and about two months before we 
switched it on, the major supermarkets 
came out and said, ‘We're planning to do 
it in 2025.’ So, there was no news story for 
us when they had already announced that 
they plan to do it – it's just that we’re three 
years earlier.

But it is really nice to be able to look at 
the lights that are on in my warehouse at 
the moment, and know that I'm not burn-
ing carbon to put those lights on. 

I think almost every other sustainability 

issue pales into insignificance compared 
with the carbon issue. The food waste issue 
is really, for me, only about carbon. 

So if you're going to produce 20 per 
cent of the food, and in doing so you’re 
also producing 70 per cent of the world's 
carbon emissions, then you need to 
reduce food waste because of its impact on 
carbon. There are all sorts of other ways 
that carbon is produced, but there is a hell 
of a lot of work for every company on how 
to reduce their scope one, two and three 
carbon emissions. 

We're in the process of identifying or 
doing a close measurement of our scope 
one and two. Obviously, putting all of 
our electricity to renewables took a huge 
chunk out of our scope two. So, we hope 
to be able to identify all of the sources of 
our scope one and two [emissions], and be 
able to have an active reduction, if not an 
elimination, of those numbers, and then 
offset them. And we’d like to be able to do 
that quite quickly. 

Scope three is going to be a nightmare 
for all supermarkets. We've got 1500 or 
2000 suppliers, and I've got 100 people 
in my entire head office. How do I get 
2000 suppliers to accurately and quickly 
identify what their carbon footprint is, 
and then how do I get them to change 
that? 

It is a massive challenge, and it will be 
for every retailer. I think there'll be a lot 
of innovation, there'll be a lot of market 
movement, and there will become much 
more of an opportunity on scope three 
[emissions], but we're focusing on scope 
one and two now.

We know where the biggest chunk of 
scope three is for us, and so we're work-
ing actively on that. The products that we 
sell and the carbon that is generated by 
them is an issue; there are a lot [of emis-
sions] in beef, but agriculture in general 
is about 70 per cent of global emissions. 

There's a lot of work going into re-
generative agriculture, which could turn 
around that number really significantly. 
At the beginning of last year, we ran a big 
campaign on regenerative agriculture, 
supporting regional food producers and 
highlighting their products in-store and, 
ideally, what we will see is growth of that 
kind of program.
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We will get agricultural products to 
go from a carbon footprint of 70 per 
cent, down to maybe minus 2 per cent of 
carbon or something like that, if agri-
culture is able to do the job of sucking 
carbon out of the air and burying it back 
into the soil. 

That is probably one of the biggest 
wins I can imagine for the whole fight 
against emissions globally. It would be 
just enormous. 

So we've been supporting that, and 
we are continuing to support some 
regenerative agriculture organisations 
and working with some suppliers on re-
ducing emissions through carbon-neu-
tral beef and agriculture, etc. 

I think that's where we're at right 
now. But we're also in the process right 
now of reviewing our total opportuni-
ties over the next five years or so.

A lot of businesses are really, really 
actively working to tackle this as a 
problem. Everybody recognises that 
this is one of the biggest strategic risks 
that they face, and in some cases is actu-
ally a strategic opportunity. 

IFMCG: And then, in terms 
of what you're doing on the 
shelves, last year I know you 
launched the ‘Repurposeful 
Picks’ range, where you’re 
recycling perishable foods and 
reusing them in other foods to 
reduce Harris Farm’s food waste. 
Can you tell me a bit about how 
that's been going over the last 
couple months?
TH: It's been a huge uptake by custom-
ers, but it’s operationally extremely chal-
lenging. And as you'd imagine, you’ve got 
to be able to work out how much money 
you are making or losing on each product. 

You set up your supply chain and your 
accounting systems and everything to be a 
one-directional flow: product comes in, it 
gets sold, and you do or don’t make money 
on that. 

Whereas, if you bring a product in and 
then convert it into something else in-
store, and then add some other products 
into it, which adds additional cost and 
labour, it becomes harder to understand 
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the monetary value of those products.
So, we've kind of just shut our eyes and 

said ‘making money on this product is 
not important’. What is important is that 
we solve the issue of food wastage and 
that we build a category so that we can, 
in future, identify the profitability that 
could be there.

Everyone understands economies of 
scale and plans are a very real thing in 
food production. But if I've got 27 loaves 
of bread to make into garlic bread today, 
and 13 tomorrow, that’s neither scaled 
nor planned. So it's hard to make it 
efficient, but I think it’s important from 
the point of view that food waste causes 
carbon emissions, and it is almost crim-
inal the amount of food that is wasted 
globally, just because of the resources 
that have gone into making it.

IFMCG: In March, we saw 
some pretty large flooding in 
parts of New South Wales and 
Queensland. Was Harris Farm 
affected by this at all? And what 
is Harris Farm doing to help the 
communities that have been im-
pacted?
TH: A lot of the New South Wales 
flooding is very recent. The damage in 
the Northern Rivers is a little bit better 
understood at this stage, and we have 
been affected a little. Our Queensland 
distribution centre went under, and we 
lost all of our computers and a couple 
hundred grand worth of stock. It's expen-
sive, it's painful, but it's not critical. 

We were able to see what was about 
to happen and switch over to pulling 
product out of New South Wales and 
putting it on a truck for overnight 
delivery [to Queensland]. So we didn't 
actually miss a single day's trade in terms 

of product; losing that DC is more of an 
inconvenience. 

Our store at Manly got flooded 
recently, so we had to close it and there 
has been a big mop-up operation going 
on down there. 

That's been about the extent of the 
direct physical impact on the business. 
There have been a lot of blackouts and 
stuff like that, as well. 

But what we've been doing in terms of 
our response to the community, our first 
focus, to be honest, has been just keeping 
the stores open. Because anything that 
stops us putting that food on our shelves 
is doing a massive disservice to the 
community, and when we got that under 
control, which was very quickly as I've 
said, we switched to how we help the 
community.

We donated a couple hundred boxes 
of fruit and veg to the Mud Army up in 
Brisbane. There are people out there 
working to clean up, and often it turns 
out they are really hungry and thirsty, 
and when you rock up with a van with 
some apples, oranges, peaches, and 
bottles of water [they love it]. 

People pull together when there's an 
emergency and despite the tragedy of the 
emergency, it's always such a beautiful 
thing to see. And the stuff we're doing 
is no better or worse than what a lot of 
other people are doing.

We donated a whole bunch of products 
to the Triple M relief fund in Brisbane. 
There was a team in Fortitude Valley 
doing hot meals for people, so we put 
food into there. We took a couple of 
pallets of products to Mooloolaba and 
Lismore, and we overbought rice at the 
end of the lockdowns so we distributed 
around 10 pallets of rice to a whole lot of 
welfare centres and community centres.

I think the challenge at the moment is 
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to figure out how we are able to help in 
a way that is meaningful at scale, rather 
than just helping individuals. That's what 
we will be keeping our eyes out for down 
at Manly.

And then, the thing that we’ve got to 
offer beyond food is people. We'll have 
our team ready at a moment's notice to 
go, ‘Right, we've got a school, or a com-
munity hall or whatever, that needs some 
hands and feet, let’s go.’ 

IFMCG: I think throughout the last 
few years with Covid, and then 
with floods and bushfires and all 
sorts of stuff, we've seen some 
pretty major supply-chain issues 
hitting supermarkets. Have you 
been impacted in the same way 
and, if so, how have you recov-
ered from that?
TH: We have definitely not been im-
pacted in the same way [as others], and 
I would say the reason for that is that we 
come from a fruit and veg background. 

The way that we operate is very much 
about sort of seeking out the best in 
terms of quality and value, and the best 
in fruit and veg moves around a lot. So, 
we tend to be traders: there's never a 
long term, set-and-forget [decision that] 
these are the guys that are supplying our 
bananas or eggs or whatever. 

So because we trade, we're buying off a 
lot of people and when you are buying off 
a lot of different people at any one time 
it means lots of suppliers across lots of 
different areas. 

So when there is a major issue, you 
know, like a supplier shuts down or 
whatever it may be, we’re able to move, 
and we're also very used to moving very 
quickly. 

It becomes a system and culture, and 

just an absolutely integrated way of oper-
ating, and in  those sorts of circumstanc-
es it is not nearly as hard [to operate].

Also, obviously, we're much smaller – 
27 stores. I couldn't do the same thing at 
a thousand stores. So our impacts were 
much lower and, to be fair, we’ve had 
a fair bit of luck. We've worked really 
hard, and our culture’s really good, and 
our systems are great, etc, but inevitably, 
there are some businesses that also had 
all of that and just had some bad luck and 
got really slammed. That didn't happen 
to us.

IFMCG: What else is important to 
you as a leader?
TH: I think the other major thing that 
is impacting people at the moment is 
burnout. People are referring to it as the 
great resignation, and we've been trading 
the whole way through and then there've 
been lots of exceptional challenges. 

We’re finding that our teams, while we 
don’t seem to be seeing the same level of 
turnover or staff loss that is being seen 
in other industries, are tired and sick of 
drama all the time. 

Everybody would really like a break. 
Everyone would really like to just have a 
month of regular trading conditions.

And we do [have policies in place], and 
that's what I think almost every company 
has, but I think the time is coming for 
innovation in that space. How do we do 
a better job of that? That's the challenge 
we’re grappling with at the moment, and 
I think it will become apparent over time. 
There will be thought leaders and compa-
nies that are able to do better stuff for their 
teams to help them manage that, we’re just 
not sure what they are as yet. But I’m sure 
it’s coming. 
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On-demand grocery delivery is growing at a rapid 
pace around the world and in Australia, but how 
sustainable is the growth and what will drive it?

Spotlight

Quick commerce 
accelerates grocery 
e-commerce  

BY NORRELLE GOLDRING
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In the past six months or so, many 
quick commerce grocery startups have 
launched in the Australian market. 

Rocket Internet-backed Voly, Geezy Go, 
Send, and Aircart, just to name a few. 
Then there’s Quicko, Milk Run, Pretty 
Green…you get the picture.

This trend follows what’s been 
happening in quick commerce elsewhere 
in the world. Ipsos data indicates that as 
of January 2022, 37 per cent of shoppers 
across 16 countries had used quick 
commerce on-demand grocery delivery 
services in the past six months (it was 
25 per cent for Australia)1. This was 
several percentage points higher than 
the numbers recorded in the same study 
three months prior.

Quick commerce growing 
quickly
In the UK, in June 2021, according 
to IGD, quick grocery commerce was 
forecast to more than double in 12 
months given the 13 per cent of the 
UK population already using quick 
commerce and a further 22 per cent 
professing interest in it.2

In the US, according to a November 
2021 Coresight Research report, quick 
commerce will generate US$20-US$25 
million in a year. 

In Western Europe, in September 

Defined as delivery in under an hour 
and often less than 30 minutes from 
order placement, quick commerce, 
also known as on-demand delivery or 
instant-needs fulfilment, is e-commerce 
on steroids. Originating from foodservice 
and takeaway restaurant delivery, it 
matured into on-demand (and often ‘late 
night’) convenience deliveries for liquor, 
tobacco and convenience food with 
limited product ranges. Think the (now 
Woolworths-owned) Jimmy Brings. The 
UK alone has dozens of such companies.

Now quick commerce has moved 
into broader groceries, including fresh 
fruit and vegetables, with operators 
offering anywhere from 150 to 2000 
SKUs to choose from. Some players are 
offering a hyperlocal model covering 
small neighbourhood areas where 
deliveries can be made in as little as 10 
minutes. Obviously, this requires a large 
‘dark store’ network, as the shorter the 
promised delivery time the more dark 
stores required in the operator's network. 
Quick-commerce operators are thus 
building dark stores and micro-fulfilment 
centres at a rapid rate.

There are a number of operating 
models:
• Ultra-fast pure plays: often 

venture-capital funded, with their 
own warehouse, dark store network, 
neighbourhood focus, and high-
speed delivery in under 15 minutes. 
Example: Gorillas (which operates 
in seven European countries and the 
UK), France’s Cajoo, Tunisia’s Lamma, 
Weezy, Fridge No More, Dija.

• Third-party providers and 
aggregators: partnering with 
traditional and/or large retailers. 
Example: Woolworths and UberEats 
partnership in Australia, announced 
mid 2021. Amazon and Flipkart using 
India’s 12 million-plus traditional 
mom-and-pop kirana stores for 
30-minute fulfilment.

Profitability depends on 
high volume and customer 
density.

Spotlight

2021 Euromonitor numbered the quick 
commerce companies operating at 30, 
with most of them established within the 
preceding 12 months.

In the Middle East and North Africa 
(MENA) region, the quick-commerce 
market size stood at US$9 billion in 
2020 and is estimated, Statista reports, 
to grow by 24 per cent annually, to reach 
US$20 billion by 2024, and US$47 
billion by 2030.

This growth is generating significant 
venture capital and financial market 
interest. The US’ Gopuff, estimated 
to have a 70 per cent share of quick 
commerce there, is valued at US$15 
billion, Turkey’s Getir at $7.5 billion, 
and Europe’s Gorillas at $3 billion, 
Coresight reported in October 2021. 
Many of the quick-commerce startups 
and scaleups are at various stages of 
funding, including Germany’s Flink, 
London’s Jiffy, Dija, Weezy and Zapp, 
and France’s Cajoo. Pakistan’s Airlift 
raised US$85 million in Series B, and the 
same country’s Krave Mart announced a 
$6 million pre-seed round for 10-minute 
deliveries in less than a month of 
operating.

A rose by any other name
So, what is this quick commerce that’s 
growing so fast?
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• Legacy retailers enhancing their 
own capabilities: Examples: Ocado’s 
Zoom, Sainsbury’s Chop Chop. Coles 
recently announced drone delivery 
trials in Canberra in early March.

• Delivery providers expanding 
their capabilities into grocery 
– particularly from restaurant 
delivery. Examples: Germany’s 
Delivery Hero, India’s Swiggy launch 
of Instamart.
It should be noted that quick 

commerce has always been a feature in 
some markets in the developing world. 
India’s kiranas, Indonesia’s warungs 
and the Philippines’ sari-saris have long 
been doing same-day or much sooner 
deliveries by bicycle, based on orders 
received from their local customers 
over the phone or text. Now they’re 
doing it via app, particularly in Latin 
America, where WhatsApp is used in 
‘chat commerce’ to message orders to 
the local corner store for immediate 
delivery.

How are consumers using quick 
commerce?
Because shopping basket sizes are 
limited to what can physically go on 
the back of a bicycle or motorcycle, this 
limits the role of the channel to top up, 
dinner tonight, craving, and emergency 
shopping missions, unless the operator 
shifts to larger delivery vehicles. The 
fewer products consumers select, the 
faster the pick and delivery times. 
This is the antithesis of traditional 
e-commerce encouragement of larger 
baskets through minimum spends for 
low-price or free delivery.

Retail analyst IGD’s 2021 UK report 
states the most common shopping 
missions for quick commerce are 
food to go, top-up shops and dinner 
tonight. However, more than seven in 
ten shoppers in IGD’s study use or are 
interested in trying quick commerce 
and said it could also be used to pick up 
last-minute items for entertaining and 

socialising occasions.
Despite occasion and basket-size 

limitations, Gorillas says it has seen 
basket size increase as shoppers gain 
confidence with the platform, service 
levels and quality of goods provided. 

Speed may not be the factor driving 
consumer uptake. An October 2021 
Coresight survey of US consumers 
determined that consumers value low 
fees and competitive pricing more 
highly than speed of delivery. So five 
minutes here or there may not make a 
meaningful difference to consumers. In 
late 2021, Australia’s Voly offered a flat 
delivery fee of $2 for a range of 1500 
SKUs and delivery in 15 minutes, where 
Geezy Go offered a flat delivery fee of 
$3.99 for delivery within 20 minutes.

The outlook
Given the proliferation of operators, 
consolidation is likely as the 
market matures through a lack of 
differentiation and profitability, due 
to minimal consumer loyalty from 
shoppers switching between apps and 
providers. Profitability depends on 
high volume and customer density, 
potentially limiting the geographic 
opportunity to high-density urban 
areas. This may also result in operators 
beginning to charge higher delivery fees.

Expansion beyond grocery categories 
such as into fashion and beauty, is 

NORRELLE GOLDRING has 20 
years’ experience in retail, category, 
channel and customer strategy, 
planning, research and marketing, 
working in and with global retailers, 
manufacturers, research and consulting 
houses. Contact Norrelle on 0411735190 
or email norrellegoldring@hotmail.com

likely. Beauty stalwart Estée Lauder 
partnered with Uber for one-hour 
delivery in May last year. In Western 
Europe, players like Glovo have been 
expanding their range to include 
electronics and furniture. Pakistan’s 
Pandamart offers 20,000 SKUs 
including things like hair straighteners, 
and the quick-commerce offshoot now 
accounts for a fifth of parent company 
Foodpanda’s sales. 

Finally, quick commerce can even 
further leverage the localisation trend 
by tailoring product ranges at the 
neighbourhood level. Jokr, which 
provides 15-minute delivery in New 
York City neighbourhoods, is working 
directly with local brands to showcase 
local product.

 It’s only in its infancy in the Western 
world, but quick commerce is already 
a wild ride that looks set to continue in 
the short to medium term. 

1. Ipsos Essentials, Wave 56, January 2022. Sample n=10,515 across 16 countries including Australia.
2. http://www.fruitnet.com/fpj/article/185573/quick-commerce-channel-set-for-growth
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Workplace culture shapes behaviour. It gives a sense of 
belonging and of being a part of a team. That’s never more 
important than in difficult times like the ones we live in now. 

The year 2022 is well under way, and 
the reality of Covid-19's long tail 
has dawned. Employees and bosses 

alike are well and truly over the pandemic, 
with uncertainty and workplace 
challenges continuing.

In the World Economic Forum's 2022 
Global Risks Report, most respondents 
were either worried or concerned when 
asked, ‘How do you feel about the outlook 
for the world?’ Many factors drive those 
concerns, including Covid, climate change, 
and other economic, geopolitical, health, 

and social issues. 
At the same time, it's not just how 

we work that's shifted, but working 
relationships, too. A Willis Towers Watson 
survey found that more than half the 
respondents saw rising stress and burnout. 
Additionally, HR software firm Motivosity 
found that two-thirds of employees 
surveyed said the pandemic had negatively 
affected their working relationship with 
their boss. 

Consequently, making an effort to 
keep employees engaged and rebuild 

Why team 
culture is king

BY MICHELLE GIBBINGS 

WORKFORCE

relationships is crucial. Central to this is 
determining whether your organisation's 
culture is helping or hindering this 
process.

Culture influences behaviour 
quickly
When you enter a new work environment, 
you quickly learn the accepted way to 
behave. Behaviour that appears not in line 
with the so-called accepted culture can be 
shunned and ridiculed. 

We see this at play in the animal 
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Teams are created on this 
premise that we can achieve 
more together than alone.

kingdom as well. In the early 1970s, 
primatologist Hans Kummer worked in 
Ethiopia with two baboon species. The first 
were Savanna baboons, which live in large 
troops. The other species were Hamadryas 
baboons, who have a more complex and 
multi-level society. When confronted 
with a threatening male, the females 
from the two species reacted differently: 
a Hamadryas baboon placated the male 
by approaching him, whereas a Savanna 
baboon would run away to avoid injury. 

Kummer took a female from each group 
and released them into the other tribe in 
his experiment. He found that, initially, 
the two females carried out their species-
typical behaviour. But the socialisation to 
the accepted way of behaving was swift – 
about an hour. 

While the workplace is different from 
the jungle (or so we hope), and we are a 
different species, there's no doubt that this 
process of what I term 'culturalisation' 
happens frequently.

As tribal creatures, sadly, we quickly 
categorise people who don't conform to 
what we deem as the accepted way of 
behaving. We send signals – sometimes 
subtly and other times explicitly – to 
express our thoughts about the person's 

behaviour. So much so that, over time, 
they learn the way they need to show up 
and what they need to do to fit in and be 
part of the culture. This organic approach 
to culture isn't good for them, you or the 
workplace.

The problem with letting organisational 
culture grow organically is that it doesn't 
create a workplace based on belonging 
– where people are valued for their 
uniqueness, and different needs are 
accepted.

Belonging matters
As tribal creatures, we are genetically 
wired to be part of a group. To survive, 
we need to feel like we belong, and being 
part of a team is good for us. It can also 
motivate us to go beyond what we think is 
possible.

In his book, Emotional Success, 
American psychologist and author David 
DeSteno explains how being part of a team 
– even a team made up of strangers – can 
lead people to persevere longer than when 
they aren't part of a team. 

He recounts a study by Stanford psy-
chologists Gregory Walton and Geof-
frey Cohen that examined this. In their 
research, Walton and Cohen used students 
as the study participants. DeSteno wrote, 
"Knowing they (the students) were part of 
something – having a goal that they knew 
was shared by a group and to which they 
could contribute and be valued – pushed 
people to work hard and resist immediate 
pleasures.”

Teams are created on this premise that 
we can achieve more together than alone. 
I've frequently seen how ideas by one 
person are improved by another and how 
we generate, debate, and secure our best 
ideas when we are in a group. Often, it's 
when we come together that we perform 
our best.

When you reflect on the past two years 
and ask people what they miss when 
working from home, it's not the commute 
or the need to get dressed up. What they 
miss are the connections and interactions. 
The banter, the laughs, the conversations 
with their friends at work. The opportunity 
to come together and create, design, and 
debate ideas. 

Bringing belonging and meaning to the 
work we do matters, so paying attention 
to how your team forms and connects is 
critical. You are consciously creating the 
culture that enables you and your team to 
be their best by taking this approach. 

Good culture is deliberate
Organisational culture is essentially the 
collective behaviour patterns of people at 
work.  

One of the world's leading culture 
experts, Edgar Schein, defines it this 
way: "Culture is a pattern of shared basic 
assumptions that was learned by a group 
as it solved its problems of external 
adaptation and internal integration, that 
has worked well enough to be considered 
valid, and therefore, to be taught to new 
members as the correct way to perceive, 
think and feel in relation to those 
problems."

Having an effective culture takes time 
and effort. It starts with identifying the 
current state and detailing the desired 
future state. From there, you can 
determine the gap and institute the steps 
needed to secure the optimal team culture.

Remember, when you are immersed in 
the organisation's culture, you can easily 
overlook the negative impacts the culture 
is having because, for you, it's just 'the way 
things are done around here'. 

It's essential, therefore, to dig into the 
culture and be open to seeing and hearing 
from your colleagues and team members 
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what's working and not working.

Build daily practices
Changing culture doesn't happen 
overnight. It is built over time, slowly. 
Consequently, your action plan needs 
a long-term focus, and you will want to 
have activities happening continuously. 
The best progress is secured when you are 
deliberate and consistent in your actions.

As part of team meetings, you can 
use reflective practices to identify where 
and how people have progressed. Also, 
establish core rituals in the team where 
members are encouraged to focus on what 
they can do for others and share lessons, 
opportunities and challenges. 

A crucial part of this is cultivating an 
environment where relationships matter. 
To make this happen, embrace the 
opportunity for you to lead by example. 
Perhaps you can ring team members 
and colleagues and find genuine ways to 
connect and devote time to strengthening 
and building relationships every day. 

Above all else, make the connections at 
work meaningful and help your team find 

the work they do meaningful. 

Work with your team's 
strengths
People are more engaged at work and 
more motivated to do their best when 
using their strengths. 

Research conducted over the last 30 
years shows that taking a strengths-
based approach leads to greater work 
satisfaction, engagement, and productivity. 
Tom Rath and Barry Conchie, in their 
book, Strengths Based Leadership, detail 
how working with strengths helps leaders 
be more productive. 

Leaders play a crucial role in bringing 
strengths to life at work – for themselves 
and their team members. It starts with the 
leader understanding their own strengths 
and using them at work.  

The next step is for the leader to help 
their team members appreciate the 
strengths they bring to their role and 
recognise and value their colleagues' 
strengths, too.

When your team uses their strengths, 
individually and collectively, it contributes 

to a sense of progress, elevates connection 
and has a positive impact on the team's 
culture. 

Think long term, not short term
The last couple of years have been 
challenging for many people on many 
fronts. So, as you work to rebuild your 
team's connections and elevate its culture, 
it's essential to recognise the emotional 
load that many of your group may be 
carrying.

At the moment, more than ever, 
it's critical to encourage your team 
members to manage their energy and 
give themselves time to rest, reflect and 
recharge. To make sustained progress 
and have a healthy and thriving culture, 
you will want to ensure your health and 
wellbeing, and your team members', come 
along for the ride. 

MICHELLE GIBBINGS is a workplace 
expert. Her latest book is Bad Boss: What 
to do if you work for one, manage one or 
are one.
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E volving customer expectations, competitive pressure from non-traditional 
players and unforeseeable supply chain challenges are creating unprecedented 
disruption in FMCG. But innovative companies have seen—and will continue 

to see—tremendous success in spite of these challenges, as the insight and agility 
needed to adapt today will only become more valuable tomorrow.

The pandemic has undoubtedly acted as an accelerant for innovation and digital 
transformation. Products that were years away from consideration are now at the 
top of today’s agenda with consumer priorities shifting. The FMCG sector is at the 
forefront of innovation, with powerful analytics and advances in automation being 
harnessed alongside cutting-edge engineering, to transform many products within 
this industry. For a lot of companies, the pandemic and new customer demands 
around wellness and sustainability have forced them to reimagine products and how 
they do business. This time will be remembered – in addition to its horrendous global 
human toll – as the time when concrete steps were taken to improve the health and 
wellbeing of people and the environment.  

It’s exciting to see Adobe technology powering innovation in the space. Whether 
it’s creative approaches to supply chain management in eCommerce, personalised 
web experiences or engineers designing new products in 3D. Adobe powers some of 
the biggest consumer products in the world including Unilever, P&G, Nestle, Coca-
Cola and ABInBev and also has solutions for mid-sized companies with ambition.

Our recent Digital Trends report, revealed marked differences between leading 
and mainstream FMCG companies in how they approach business effectiveness, 
customer experience and product innovation. Big companies are not always at the 
forefront. Ultimately, no matter the size, top performers recognise the fundamental 
need for data and technology to work together, and the critical role of optimising 
products for a better tomorrow. 

Learn more at business.adobe.com

John Vikas
Senior Manager – Adobe Commerce

Innovation is never easy. It takes vision, drive, and guts to push an established 
method to the side in order to create something new. 

Although the last few years have been marred by some of the most difficult 
trading conditions in recent memory, they’ve also prompted many to rethink and 
embrace a different way of doing things. 

To celebrate the  brands that are striving to improve their offering, and their 
industry, we’re launching a round-up of 20 of the world’s most innovative FMCG 
products. 

Within these pages, you’ll find brands from around the world. You’ll find brands 
with purpose, brands with bold ideas about how the FMCG industry should 
evolve, and brands with new initiatives to care for the planet.

To compile the list, we took a look at the brands winning awards internationally, 
as well as some home-grown heroes we are particularly excited about, and 
whittled them down to represent the ways the FMCG sector is changing. 

So sit back, put up your feet, and get inspired by some of the amazing things 
your peers are doing. 

Dean Blake
Editor – Inside FMCG

foreword
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Piccolo’s fully 
recyclable 
baby-food pouches 
As with a lot of single-use packaging, most baby-food 
pouches tend to be made of a mix of aluminium and 
plastic. This mixture keeps the packaging lightweight, 
which reduces the amount of fuel needed to ship 
products to their final destination.

However, millions of baby-food pouches are sold 
each year, and if none of them are recyclable, a lower 
carbon footprint won’t make up for the fact that they 
can take between 200 and 500 years to break down.

UK-based baby brand Piccolo took on this challenge, 
and after two years of engineering, it has created a 
pouch comprising just one layer of plastic that still 
keeps food as fresh as a traditional aluminium pouch.

“This is a really complex issue because of the lack of 
infrastructure to support recycling systems in the UK,” 
Piccolo’s founder Cat Gazzolli said.

“We’re not prepared to wait years until the wider 
problem is resolved, so we’re working with [UK 
recycling scheme] First Mile to find the solution now. 
There’s simply no time to wait.”

In order to facilitate the recycling of its products, the 
product’s multipack packaging doubles up as a returns 
box with a QR code that allows parents to download 
a free returns label to attach to the side of the box 
and send to First Mile. This system was put in place 
to sidestep the UK’s recycling system, which doesn’t 
collect the particular plastic Piccolo has used.

I Lohas: Coca Cola’s 
digital-first water
In 2020, Coca-Cola Japan took the next step to make 
its packaging more environmentally friendly with the 
redesign of its I Lohas water brand.

The new packaging is made of 100 per cent recycled 
plastic, and no longer includes a paper label of any kind. 
Instead, the brand name is embossed onto the bottle 
itself.

The more minimalist design is only available online in 
bulk-buy cases, where the bottles themselves don’t need 
branding as the customers already know what they’re 
buying. Single bottles sold in stores will still feature a 
label, barcode and the necessary nutritional information 
in order to be sellable.

The items make sense in the Japanese market, 
according to GlobalData’s Market Pulse Survey, as 18 per 
cent of survey respondents said they would buy such 
products more often online following the changes to their 
shopping behaviour brought on by the pandemic.

Additionally, 20 per cent of Japanese consumers said 
environmentally friendly packaging, as well as finding 
ways to save time and effort, are now a priority in their 
shopping behaviours. 

Coca-Cola may have had noble ambitions, but some 
consumers still questioned the business’ efforts. Online, 
the I Lohas brand was targeted for the move, with many 
Twitter users calling the decision a way for Coca-Cola to 
reduce costs disguised as eco-consciousness.

The water brand’s name stands for ‘Lifestyles of Health 
and Sustainability’, and comes in several flavours beyond 
regular water, such as a lemon, aloe, peach, tomato, apple 
and pear.
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Perennial: A health 
drink focused on 
older customers
Another emerging trend impacting businesses around 
the globe is the changing demographics of their 
customers. The ageing of baby boomers – traditionally, 
the largest consumer demographic – has seen many 
brands look to new generations, such as millennials and 
generation Z others are seeing an opportunity in an 
older target market. 

Perennial, a health startup based in Los Angeles, 
creates non-dairy nutritional beverages tailor-made to 
help keep people’s minds and bodies in top shape as 
they continue to age.

According to co-founder Sara Bonham, there is little to 
no competition from other brands that champion ageing.

“No one else is innovating for today’s thriving 
[over 50s] and taking advantage of all the incredible 
advancements in nutrition and food science, particularly 
leveraging the unique properties of plants for longevity,” 
Bonham told WeAreAgeist.

“The adult nutrition aisle is a sad place, one that 
most people don’t even venture down unless they’re 
convalescing or not well, and we thought there was an 
opportunity to reinvent this.”

The beverage focuses on providing the nutrients older 
adults want, but aren’t getting from their diet, as well 
as supporting optimal digestion and focus. It also keeps 
them fuller for longer. 

Perennial was designed to target gut health in 
collaboration with a whole-food diet, and offers protein 
from four separate plants, promoting multiple types of 
gut bacteria.

“The long-term impact is for Perennial, as a brand 
and product platform, to manifest into a global ethos 
synonymous with championing and innovating for 
today’s thriving modern elders and their second act,” 
said Bonham. 

Brew Dr: A circular 
brewing company 
making drinks out 
of its own waste
Kombucha is having a moment. A fermented tea that 
contains a colony of bacteria and yeast that ferments 
when combined with sugar, a lot has been said in recent 
years about the health benefits the drink offers.

And ahead of the pack is Brew Dr, a US-based 
beverage business that has committed to making 
products that are good for people, good for communities, 
and good for the planet. 

Founded in 2006, the business initially started off 
focusing only on tea, but branched out into Kombucha 
in 2008 and, by 2013, had switched to a non-heat 
distillation process, which removes the alcohol that 
results from the fermentation process. 

The runoff alcohol is not wasted, though. It’s put back 
into hand sanitizer, fuel, and spirits, forming a brewing 
process that mitigates its own waste and creates new 
revenue streams for the business. 

“Fermentation has been a part of the human diet from 
the beginning. Now that we live with constant access to 
refrigeration, much of the population doesn’t ingest any 
raw, fermented foods,” founder Matt Thomas told Thrive 
Global. 

“We’re proud that our unique process, which removes 
excess alcohol and doesn’t rely on juice or additives, gives 
everyone a tasty, live and active, fermented kombucha.”

Recently, the business launched a CBD-infused 
Kombucha line called Tranquil, and a caffeine-based drink 
called Uplift. 
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Frugalpac:
A paper alternative 
to wine bottles
A common trend in product innovations is finding 
ways to make everyday products more sustainable. 
While many brands focus on the transition to more 
easily recyclable plastics, some go in a different 
direction. 

Frugalpac, maker of the Frugal Bottle, is one of those 
businesses. The Frugal Bottle is made of 94 per cent 
recycled paperboard with a food grade pouch inside, 
and is the world’s first paper-based wine and spirits 
bottle. 

The change makes the bottle five times lighter 
than a glass bottle, uses 77 per cent less plastic than 
a similarly sized plastic alternative, and has a carbon 
footprint six times lower than a traditional wine bottle.

The concept is picking up steam. Wines using the 
paper-based design from acclaimed Italian winery 
Cantina Goccia have completely sold out twice, with 
the winery now planning to move half of its wines 
using Frugal Bottle. 

Although it was initially conceived in the United 
Kingdom, the business has received enquiries to make 
Frugal Bottles for sake, wine and spirits in Japan, the 
US, Spain, Germany, Italy and France.

“We’re motivated by a passion to protect our 
environment,” said Frugalpac’s supply chain manager 
Susana Pattern.

“Our already recycled, recyclable products will help 
to eliminate the insane levels of waste that exist in 
society today.”

The business also makes the Frugal Cup, a more 
sustainable option for ice-cream brands, and is 
currently working on creating a more sustainable milk 
carton and paint can.

Free Water: 
Advertising-led 
water, given away 
for free
What could be innovative about water? Well, what 
if someone found a way to combine philanthropy, 
advertising and hydration?

At present, 800 million people lack access to safe 
drinking water. A further 3.6 billion people live in areas 
of the world that suffer water scarcity for at least one 
month each year. Free Water founder Josh Cliffords saw 
this while volunteering with refugees, and decided to do 
something about it. 

Free Water is exactly what it sounds like. The business 
makes bottles or cartons of water that are free – paid for 
by the advertising that is printed on each and every label 
– and available through a B2C and B2B model. 

Businesses that collaborate with Free Water can print 
their own labels and then sell them as they see fit, but 10 
per cent of all sales are donated to a charity focusing on 
solving water scarcity. 

Advertisers print their ads, as well as a QR code serving 
as a call to action, which delivers 10 times the impressions 
of direct mail, according to Free Water. 

“[We aim] to be a positive and prominent advertising 
channel that doesn't annoy or harass its audience,” the 
business said.

“Instead, they want to make people happy by saving 
them money, saving lives and helping the environment.”
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Elato: Sustainably 
made dairy-free ice 
cream 
Born out of a desire for ice cream that was better 
for you, but didn’t compromise on taste and texture, 
Australia’s Elato proves that sometimes you can have it all.

The lactose-free ice cream brand is created using a 
carefully developed formula that reduces the necessary 
sugar by 30 per cent and uses egg yolk instead of 
chemical emulsifiers. 

Founder Roz Kaldor-Aroni not only has great taste, 
but is also a chemist. After finding a love of creating 
ice cream – and the chemistry behind it – she realised 
she could bring together her disparate loves into one 
venture.

“Ice cream is all about mathematical relationships and 
physical chemistry,” Kaldor-Aroni told Eativity.

“It’s measured very analytically – how sugars impact 
freezing points and sweetness; how the combination of 
fats, sugars and water combine to create an emulsion. 
And depending on the type of equipment you have, you 
then need to work out how much air to put into it.”

Ingredients are sourced from suppliers committed 
to sustainability, regeneration, fair trade and making a 
positive social impact. 

And, a portion of the business’ net profit goes to 
support the non-profit OzHarvest, which focuses on 
helping people in need and tackling food waste. 

“The underlying motivation for Elato has been to use 
the enjoyment of ice cream to do good in the world,” 
said Kaldor-Aroni.

“This is why Elato is a social enterprise committed to 
using businesses to help improve the world.”

Green Beer:
FMCG giants’ 
waste turned 
into a beverage
For almost six years social enterprise Yume has been 
working with industry players to reduce the amount of 
edible food wasted in Australia’s commercial food sector. 

In that spirit, last year the business partnered with 
FMCG giant Kellogg’s and Lion’s Malt Shovel Brewery to 
recycle about 500 kilograms of cereal by-products into a 
sustainably made beer.

The ‘Our Green Beer’ IPA shows what can be done 
when big businesses are willing to work together to 
minimise their impact on the planet, said Yume founder 
Katy Barfield. 

“Our job here at Yume is to make sustainable decisions 
easy for businesses and to ensure all edible food finds a 
good home, [and] this beer is a testament to that,” said 
Barfield. 

Kellogg ANZ’s manufacturing director Maggie Pillay said 
the act of turning one product’s by-product into the core 
of another edible product is the gold standard in terms of 
minimising food waste, and praised Malt Shovel Brewery for 
what they had accomplished. 

“Running our business sustainably is at the heart of how 
Kellogg’s operates, so we love it when we can collaborate on 
projects like the Green Beer partnership which test creative 
solutions that can help to further reduce our environmental 
impact,” Pillay said. 

According to Yume, Australia’s food supply wastes 7.3 
million tonnes of food each year, over half of which comes 
from the commercial operations at farms, manufacturers 
and wholesalers. 
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Hoppa:
Cricket-based 
energy bars seeking 
to up the protein
Despite beef, pork and other types of protein making 
up much of the market, goods made of crickets are 
actually said to offer the most sustainable type of 
protein on the planet. 

This is the main concept behind Hoppa energy bars, 
a product launched last year utilising insect protein 
as one of its main ingredients in an effort to make 
a sustainable and nutritional snack, and part of the 
brand’s expanding product range.

Crickets are said to require about 12 times less food 
and 2000 times less water than cattle to provide the 
same amount of protein.

“At a time when we’re all becoming a little more 
conscious about what we eat and the impact our 
food has on the planet, we’re increasingly looking for 
healthier and more sustainable options,” said Channy 
Sandhu, founder of Hoppy. 

“Since we launched our first insect-based superfood 
range back in 2019, awareness of the benefits of 
insect consumption has grown rapidly, and we’ve seen 
increased demand for our innovative products.”

Hoppa also creates protein powder, baking powder 
and pasta – all made from responsibly raised and 
sustainably sourced crickets.

The concept came from a trip Sandhu took to 
Thailand in 2017, where he found insects were eaten 
quite regularly, and was cemented once he understood 
the crickets’ nutritional benefits and burgeoning 
number of insect farmers across Australia.

Mood Tea: 
Drinks that aim 
to fit in with your 
mood
Did you know that, according to the Australian Government, 
youth suicide is the leading cause of death for young 
Australians?

Solving this issue is the mission that Mood Tea has taken 
on, selling tea that “fits in with your mood”, and giving all 
profits to fund mental health projects to help save young 
people’s lives. 

From ‘be kind, unwind’, to ‘sweet lullaby’, all of Mood 
Tea’s flavours aim to help people to regulate their mood and 
take control of their mental health. Plus, it could do so while 
reaching a largely untapped market.

“Many young people are keen tea drinkers, but most of 
the tea brands are targeted to older generations,” Mood Tea 
general manager Jenni Hayward told Forbes. 

“We wanted to create a brand that young people can 
relate to and feel proud to share with their mates. With 
this health conscious, socially conscious demographic, we 
saw huge opportunities to create something that does it all: 
tastes good, looks good and does good.”

One of Mood Tea’s charity partners, social enterprise 
UnLtd, which connects the media, creative and marketing 
industries with youth charities, called the business a great 
vehicle with which to encourage people to open up about 
their struggles with mental health. 

“Our mission is to ensure that every young Australian gets 
the best opportunity in life and we want to reverse these 
alarming statistics,” said UnLtd chief executive Chris Freel.

“Imagine if we can look back in a year from now and 
say that our industry helped keep thousands more young 
people alive. The more people and organisations that get 
involved, the more lives that we can help to save.”
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PepsiCo’s Nitro 
Pepsi: A new take 
on an old classic
Soft drinks have largely stayed the same for decades. 
While we’ve had new flavours, and new recipes, the 
basic concept of what goes into making a soft drink 
hasn’t changed much. 

This is where Pepsi’s newest innovation comes in. 
In its Draft Pepsi and Vanilla Draft Pepsi varieties, 
launched last year in the US, Pepsi has forgone the 
regular carbonation process in lieu of adding nitrogen 
into the mix to change the chemical composition of its 
drink. 

The result? A creamier tasting drink which isn’t as 
harsh on the palette, due to being left with ‘smaller’ 
nitrogen bubbles compared to carbon dioxide.

“While soda has been a beverage of choice for many 
consumers over the past century, some people still cite 
heavy carbonation as a barrier to enjoying an ice-cold 
cola,” Pepsi’s VP of marketing Todd Kaplan said.

“With this in mind, we wanted to come up with a 
new way for people to enjoy delicious Pepsi cola, but 
with a new experience around the bubbles.

“We believe Nitro Pepsi is a huge leap forward for 
the cola category, and will redefine cola for years to 
come.”

According to Ripples, Nitrogen is about 50 times less 
soluble than Carbon Dioxide, meaning when nitrogen 
is infused into a beverage it creates a smoother, 
velvety texture with a foam head. 

Guinness has used nitrogen in its brewing process 
for years, with the practice also being picked up across 
coffees, teas and craft beers.

The Ordinary’s 
Hair Care: 
Shampoo 
mimicking skincare
In general, health and beauty brand The Ordinary is 
known for its skincare products. However, in February 
2022 the business launched its first hair care range, which 
is “set to challenge the way we traditionally think about 
shampoo, conditioners, and scalp serums”.

According to The Ordinary, the formulations used in its 
hair care products were designed with a ‘skincare-minded 
approach’, and take inspiration from the business’ other 
products. 

Deciem’s chief scientific officer Prudvi Mohan Kaka told 
Inside FMCG that its new products mimic the function of 
moisturisers.

“We wanted to fill a gap in consumer education 
regarding scalp care that emphasised the correlation 
between scalp care and hair health,” said Mohan Kaka. 

“Scalp care is often an overlooked step and the scalp 
requires the same skincare needs, adequate cleansing and 
moisturisation to ensure healthy skin function.”

The new products also follow The Ordinary’s ‘science-
led’ approach to health and beauty, rather than utilising 
certain terminology to boost its marketing. 

“Often brands steer away from mentioning any 
terminology or ingredients perceived as ‘chemical’ when 
promoting ‘clean’ products,” said Mohan Kaka.

“It’s our mission to educate consumers that everything 
is made of chemicals.”

One such science-led decision the business made was 
to buck the trend of removing sulphates from its products 
- something typically done in other ‘clean’ brands.
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Nutri-Genetix: 
Health shakes, 
personalised to 
your DNA
Personalisation has long been a big part of a customer’s 
experience in other parts of retail, but FMCG products 
are rarely tailored specifically to a singular customer.

This is the challenge British startup Nutri-Genetix 
has set itself. The business sends customers an at-
home DNA nutrition test which is returned after being 
completed, and then analyses the results to determine 
the exact nutritional intake that particular person 
needs. 

Then, using this information, the business creates 
plant-based meal shakes which are personalised to the 
individual customer and their goals.

According to Nutri-Genetix, its products are high in 
protein, vegan, low in calories, fat and carbohydrates, 
are simple to make, and help its customers meet their 
health goals. 

“Until now, to maximise your chances of achieving 
your health and fitness goals you would need to be 
carefully preparing meals every day and checking food 
ingredients,” said Hugo Jones, Co-CEO of Nutri-Genetix.

“The irony is that, most people will try to spin all 
these plates without even knowing what their personal 
optimum nutritional needs are, which are as unique as 
their own DNA. Nutri-Genetix is here to change this 
for everyone and enable them to achieve it in a simple, 
convenient and cost-efficient way.”

The business’ efforts are backed by a team of 
nutritionists, scientists, athletes, and personal trainers.

White Glo: 
Toothpaste at its 
most essential
Teeth whitening has traditionally been a laborious 
process. Typically, you buy the blue-light kit and 
spend an hour or so every few days unable to speak 
with a plastic mould sticking out of your mouth, or 
you go down the toothpaste route and swap out your 
regular for a whitening alternative.

And while you might look and feel better, both of 
these approaches create unnecessary plastic waste.

This is the challenge taken on by White Glo 
earlier this year with the release of its ‘Bite & Brush’ 
whitening toothpaste tablets. All a customer needs to 
do is put a single tablet in their mouth, bite down to 
activate the product’s formula, and brush with a wet 
toothbrush. 

Best of all, the product as well as the packaging 
contains zero plastic, and reduces the business’ plastic 
footprint by 68 per cent; by 2024 White Glo is aiming 
to make its regular toothpaste tubes and packaging 
biodegradable.

White Glo has been creating teeth whitening 
products since 1995, and worked with celebrity 
dentist Dr. Aodhan Docherty to create its proprietary 
blend of ingredients, which include natural enzymes 
and ‘soft polishing’ particles to promise whiter teeth, 
faster and gentler than its competition.

The business also offers whitening kits, strips and 
toothpastes, as well as toothbrushes, floss picks, and 
other dental accessories. 
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Scratch Dog Food: 
Kibble tailor made 
for your best 
friend
While most of the products on this list are made for 
humans, it’s important to keep our best friends in mind 
as well. Dogs need food too, and the more nutritious, and 
sustainable, the better. 

However, the needs of a Great Dane are pretty 
different to those of a Poodle - especially if you take into 
account the differing life stages of each breed.

This is where pureplay dog-food business Scratch 
comes into play. 

Potential customers can tell the business about their 
dog, or dogs, and Scratch will calculate the necessary 
calories the dog needs to be at their best. Scratch tailors 
a meal plan to each individual dog, and uses sustainably-
sourced meat, Australian vegetables, and plenty of fibre.

Plus, like many online businesses, Scratch operates 
using a subscription service to keep the good food 
coming - delivering two 4 kilogram bags at a time to keep 
deliveries manageable.

And while offering people convenience played a part 
in the birth of Scratch in 2018, the main motivator was 
a scathing report by the Australian Senate into the 
quality of Australian pet food after a big-market brand 
inadvertently caused the sickness and euthanization of 
nine dogs. 

“There’s a fundamentally broken system of poor 
accountability in the traditional pet food industry, which 
skews in favour of large multinationals and results in terrible 
ethics,” said co-founder Mike Halligan.

“It’s tough when pets are still viewed as ‘objects’ under 
Australian law. Any dog owner will tell you that they 
mean so much more than that.”

Zero Co: A self-built 
circular economy 
for cleaning 
supplies
Another Australian business looking to take on 
the issue of waste in the FMCG sector is Zero Co, 
the Byron Bay refillables startup that crashed 
crowdfunding website Birchal’s servers last year 
during its $5 million raise. 

Zero Co has created a closed loop, 100 per cent 
recycled and refillable bottle solution for cleaning and 
personal care products. Essentially, customers order 
online and have a reusable bottle delivered along with 
refill bags, and are able to send back the empty refill 
bags for cleaning and reuse. When customers need 
more cleaning products, they simply order a new refill 
bag and start the process again.

“We have minimised hurdles by making it a super 
simple system and easy process. We say we’re like the 
milkman re-imagined,” founder Mike Smith told Inside 
FMCG last year.

The so-called Forever Bottles are made up of 
reclaimed Ocean, Beach and Landfill plastics.

It’s a simple system, but one that has taken Australia 
by storm, with more than 40,000 households now 
signed up to the system, generating $1 million in 
monthly sales. Initially launched off the back of 
a successful $750,000 Kickstarter campaign, the 
business has gone on to raise millions of dollars in seed 
investments and equity crowdfunding. 

“We genuinely couldn’t do this without our 
community,” Smith said. “We’ve been radically 
transparent with them about our business from 
day one and I think this has created a very trusting 
relationship.”
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Karst: Paper, carved 
from stone
Founded following an insightful trip to Taiwan, Karst 
Stone Paper has created an eco-friendly, sustainable 
alternative to more traditional paper-centric 
stationery. 

During their trip overseas, co-founders Jon Tse 
and Kevin Garcia stumbled upon paper made of 
stone that was being used in food packaging, and 
the opportunity to bring this concept to a more 
mainstream, eco-conscious audience hit the pair like 
a brick.

“We were like, this is awesome, and could see 
the potential application of this raw material to 
notebook and reams of paper,” Tse told Broadsheet. 

“Why are we harming trees and not taking 
advantage of this no-brainer opportunity? [The 
business] just snowballed from there.”

Traditional paper uses a combination of 
ingredients from felled trees, water, acids and 
bleaches – using up valuable resources and harmful 
chemicals. 

Karst’s paper is made by grinding down rubble 
waste sourced from construction sites and mining 
quarries, and extracting the released calcium 
carbonate to mix with a non-toxic, recyclable 
binding agent. This technique creates a sustainable 
alternative to traditional paper, which is also water 
and tear resistant.

Plus, stone paper can be recycled, can degrade 
safely in nature, and can be burned without the 
release of any harmful chemicals.

“The need for paper isn’t going away anytime 
soon, but the need for a sustainable paper option is 
now critical, so we came up with one,” said Tse. 

According to Broadsheet, since launch the 
business’ products have been adopted by Facebook, 
WeWork, Dermalogica and the Chan Zuckerberg 
Initiative.

Paw by Blackmores: 
Health treats for 
your pup
Blackmores is a company best known for its health 
supplements and vitamins, though its products have, 
for a long time, been mainly focused on keeping only 
one species healthy.

This changed with the launch of its Pure Animal 
Wellbeing (PAW) range in 2021: a selection of 
products, focused on dogs, that mimic the brand’s 
traditional offering.

PAW was developed by veterinarian Dr. Alister 
Webster, and ranges from chewable treats that 
provide a dose of multivitamins, support for 
osteoporosis, or a calming mix of ingredients, to 
shampoos and conditioners.

Chief innovation and marketing officer, Joanne 
Smith, said that the range was inspired by how much 
time was spent with pets during lockdowns in the 
last few years, and how people had become aware of 
how pets struggle with physical and mental ailments 
as well.

“Pets need their own unique type of care,” Smith 
said. 

“Our products give pet parents full confidence that 
their furry faithful companions feel their best, easing 
our own concerns when we’re apart from our pets.”

According to chief executive Alastair Symington, 
PAW is a natural extension of Blackmores’ long 
history of advocating for natural health solutions.

“To deliver on our promise, we pride ourselves on 
being able to develop products that combine the 
latest technologies and best natural ingredients, while 
maximising the health outcomes of not just humans, 
but also our beloved pets,” Symington said. 
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Degree Inclusive 
Deodorant: Adaptive 
anti-perspirant 
Around 15 per cent of the world’s population lives 
with a disability: a large slice of customers that 
have, traditionally, been ignored when products are 
designed. 

However, as the world begins moving toward being 
more inclusive of people, regardless of disability, 
sexuality, gender identity, etc, more products are being 
made with these consumers in mind. 

And in 2021 deodorant-makers Degree (known 
in Australia as Rexona) launched the world’s first 
adaptive deodorant, known as Degree Inclusive, which 
was crafted solely to aid people with upper extremity 
or visual impairments.

The goal, according to design studio Wunderman 
Thompson‘s head of inclusive design Christina Mallon, 
who worked on the project, was to make deodorant 
application accessible, and the product was designed 
in partnership with a panel of people with diverse 
disabilities. 

As a result, the product features an easy-grip shape, 
a larger roll-on applicator, a magnetic closure, a hooked 
lid to enable hanging in bathrooms and showers, and 
braille on the label explaining how to use the product. 

“Being unable to access a basic utility like deodorant 
– something most people take for granted – has a huge 
impact on your ability to move and therefore your 
quality of life in general,” said Mallon.

“As a disabled person, I’ve experienced firsthand the 
challenges of living in a world of conventional design 
where most products and services are not designed 
with the disabled community in mind.”

Waterdrop: 
A plastic-free 
flavour bomb
 With plastic bottles being the third-most common 
item washing up on the world’s beaches, according 
to the Ocean Conservancy, the calls to find ways 
to remove them from product packaging has been 
getting louder in the last few years. 

A slew of reusable, sustainable bottles have been 
launched recently to attempt to stem the flow of 
plastic, and while many people are comfortable with 
just drinking water out of a bottle, the race is on to 
find new product opportunities in flavour infusions.

Waterdrop, an Austrian ‘microdrink’ maker growing 
at a rate of 400 per cent per year, finds a way to 
provide flavour and sustainability with as little waste 
as possible. 

The business creates cubes out of fruit and plant-
based ingredients which are sugar-free, dissolve 
fully into a bottle of water, and cut up to 98 per cent 
of carbon emitted through the making of bottled 
beverages, since they are shipping only the ‘essence’ 
of a drink – you provide the rest. 

And since the flavouring cube dissolves, there is 
no natural waste to eliminate: just the paper box the 
cubes are shipped in. 

“Our approach to the water business is to 
develop ecological solutions to promote responsible 
consumption of tap water and avoid the outdated 
idea of having to bottle and ship unsustainable and 
mostly unhealthy beverages. Tap water is a safe, 
economical and sustainable source of drinking water,” 
Martin Murray, founder & CEO of Waterdrop, said.

“Today, sustainability is not a privilege: it is a 
requirement.” 
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Startups

Cometh
the crisis, 
cometh 
the disruptors
Startups are emerging all over the sector as difficult times 
have caused many to see new opportunities. Here, we 
look at the biggest points of disruption in the FMCG 
landscape.

BY GIHAN PERERA

What do these four companies 
have in common?

• Groupon, a coupons and deals provider 
(like Scoopon, which is better-known in 
Australia)

• Slack, a collaboration tool for 
workplaces

• Uber, the ride-sharing service (among 
other things)

• WhatsApp, the online text and voice 
messaging app

There’s more than one correct answer; 
for instance, they are all disruptors, they 
are all digital companies, none of them 
owns physical assets, and they all connect 
people. One senior leader even told me, 
“They are all things my Gen Z kids can’t 
live without!”

These are all true, but there’s one other 

common factor: They were all founded 
during the Global Financial Crisis (GFC). 
In the US, it’s often called The Great 
Recession.

It takes courage to start any company 
at any time – especially one that will 
disrupt an entire industry. But sometimes 
disruption and innovation are easier in a 
crisis.

When things are going smoothly, 
customers are happy and don’t want to 
change, employees are secure in their jobs, 
leaders are measured by stock price and 
tiny slivers of additional market share, and 
innovation is more risky.

But in a crisis, all bets are off. 
Customers become desperate, employees 
fear for their livelihoods, leaders must 
step up to keep their businesses alive, and 
innovation becomes essential rather than 
optional.

That’s when an innovative startup 
business can thrive. It doesn’t have to 
disrupt the industry itself; the crisis 
has already done that. It’s dangerous to 
drive with a cracked windscreen because 
it doesn’t take much for it to shatter 
completely. In a crisis, when everything 
is more brittle, it’s easier for even a small 
disruptor to make its mark.

We’re seeing more of these disruptive 
startups than ever in the FMCG sector, 
and across all parts of the industry. Let’s 
consider six of the biggest trend areas in 
the sector:
• Sustainability: driven by consumer 

demand and government regulation
• Digitisation and AI: accelerated by 

the pandemic
• Blockchain: separate from the hype 

of cryptocurrency and NFTs
• Internet of Things (IoT): affordable 
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internet-connected sensors
• Distribution channels: new ways of 

reaching specific customer groups
• Customer experience: 

personalisation, customisation, and 
enhancing the overall experience
We’ll explore a few innovative startups 

in each of these six areas. These and other 
nimble companies are trying to gain a 
foothold, looking for the cracks in our 
disrupted world and inserting themselves 
to provide value. Many will fail, some will 
co-exist peacefully with existing players, 
and a few might even transform the 
industry.

Sustainability
The global awareness of the climate crisis 
has thrust environmental sustainability 
into the limelight, and it affects the FMCG 
sector from all sides, including regulation, 
profitability, and consumer demand.

Many products themselves are 
becoming more environmentally friendly. 
Sustainable deodorant brand Fussy not 
only makes vegan, natural deodorants, 
but also provides a refillable case to 

minimise waste. Russian researchers at 
science and tech university MISIS are 
converting discarded Covid-19 face masks 
into batteries. And clothing care startup 
Frey offers laundry detergent in liquid-free 
(saving water) and biodegradable sheets.

Many startups are innovating in 
more sustainable packaging. Flexi-Hex 
replaces plastic packaging with paper-
based biodegradable packaging using its 
patented honeycomb design for strength. 
Pushan Panda creates packaging for drink 
cartons that makes them more recyclable. 
And UK startup Notpla offers a range 
of biodegradable packaging made from 
seaweed and plants.

To serve the increasing consumer 
demand for sustainability − at all stages 
of the supply chain, not just in the 
final product − startup companies like 
Foodsteps (in the UK) and Dayrize (in the 
Netherlands) provide online platforms to 
calculate the carbon footprint of consumer 
products. 

Digitisation and Artificial 
Intelligence
KPMG’s annual Keeping Us Up At 
Night survey of Australian leaders 
has consistently identified digitisation 
as the No. 1 challenge for teams and 
organisations. Covid has only accelerated 
this trend, with some companies reporting 
5-10 years of change compressed into the 
last two years.

Early in the pandemic, innovative 
companies focused on hygiene, social 
distancing, and safety. Now they are 
expanding into other areas of digitisation, 
automation, and AI.

In Singapore’s Nanyang Technological 
University, a research team has created an 
AI-powered ‘e-nose’ to rate the freshness 
of fish and meat.

For optimising shipping supply chains 
in turbulent APAC waters, logistics startup 
Portcast not only tracks global shipping 
movements, but uses AI to combine that 
with weather data to predict delays and 
assist downstream planning.

Indian-based Locus improves efficiency 
and transparency across supply chains by 

using machine learning AI to aid decision-
making with real-time tracking, route 
optimisation, and analytics.

Blockchain
Although blockchain could be considered 
part of digitisation, it has gained enough 
traction now to be treated as a trend 
in its own right. Unfortunately, the 
blockchain concept is too often tainted 
with the highly speculative areas of 
cryptocurrency and NFTs, but it has 
other benefits in the FMCG sector.

German company TE-FOOD and US-
based Greenfence offer blockchain-based 
platforms for supply-chain traceability, 
enabling auditing and transparency, and 
giving customers the ability to inspect 
every step of a product’s supply chain.

Singaporean startup Wabi provides 
a platform for blockchain-based loyalty 
programs with incentives for customers 
and insights for brands.

In the US, startup BurgerDAO is 
creating a decentralised franchise model, 
funded by the sale of crypto-tokens.

Internet of Things
As IoT continues to expand, it becomes 
increasingly automated and affordable, 
making it a high-ROI technology option 
for FMCG companies. IoT devices offer 
myriad solutions in diverse places, 
including warehouses, manufacturing 
facilities, transport, and retail spaces.

For temperature-sensitive products, 
Belgium-based startup Ethelco provides 
isothermal boxes with sensors for 
continuous monitoring. US-based 
startup ConnectedFresh takes this a step 
further, with plug-and-play sensors for 
monitoring entire warehouses and other 
storage facilities. 

US-based Cloudleaf has built an 
inventory-management system that 
combines IoT and AI to provide real-
time tracking and insights into the entire 
supply chain. Another US-based startup, 
Tive, improves supply-chain visibility 
with location tracking of goods, damage 
monitoring, port management, and 
more. 

Startups
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segments in customer interaction. 
Voysis (now acquired by Apple) was 
an early player in this space, offering 
natural language search and shopping 
for customers. Blutag, Instreamatic, and 
Disruptel also provide specialised services 
in this area.

For tracking and improving the in-
person shopping experience, Chinese 
startup Zhimatech analyses traffic flow 
in shopping centres, and matches it 
with online data to provide detailed 
customer insights. And Australian startup 
RipenApps uses iBeacon technology to 
send customers contextual, personalised 
messages on their phone when in store.

For online shopping, many startups 
− such as Canadian Letmetalk and 
Australian HostedBots − provide 
AI-powered chatbots for customer 
engagement. And Italian startup Massive 
uses AI to monitor e-commerce websites 
to interpret customer feedback.

AI also enables more personalised 
experiences, and Indian startup 
Gladminds enables brands to optimise 
and personalise their marketing, 
communication, and brand loyalty.

And the startup Robomart takes 
convenience to a new level by bringing the 
shop to the customer. Customers request 
that the ‘supermarket on wheels’ come to 

GIHAN PERERA is a business futurist, 
speaker. He is the author of Disrupted: 
Leading the change through crisis, 
recovery, and growth. 

them, and can then shop checkout-free, 
with their purchases charged automatically 
to their account.

The power of one
A few years ago, Accenture’s Technology 
Vision survey of Australian CEOs reported 
almost 90 per cent of businesses expected 
rapid or unprecedented technology 
change in the near future. That’s hardly 
surprising. But tellingly, only 18 per cent 
of them expected this disruption to come 
from startups outside their industry. That 
means their strategy would be based on 
protecting themselves from known forces, 
which makes them vulnerable to being 
side-swiped by external disruptors.

In 2000, video rental giant Blockbuster 
turned down a $50 million offer to buy a 
relatively unknown startup. Two decades 
later, Blockbuster has failed and that 
unknown startup, Netflix, is worth over 
$200 billion.

The best leaders know not to dismiss 
startups out of hand. Most will fail, but it 
only takes one to transform an industry. 

IoT devices 
offer myriad 
solutions 
in diverse 
places.

Startups

Distribution channels
In the past, large established businesses 
with highly optimised distribution systems 
had a significant advantage over newer 
competitors. Now, in a highly connected 
world with diverse customer groups, 
that’s no longer the case, and many FMCG 
companies are exploring new ways to 
reach their customers.

Companies like German startup 
Vegshelf want to take over large parts of 
the supply chain, with their B2B platform 
connecting vegan FMCG brands with 
supermarkets and online stores.

Some startup companies provide 
platforms to enable FMCG companies 
to build new distribution models, such 
as Indian startup Merlin Tech Labs and 
Singaporean startup Ivy. Both offer 
Software-as-a-Service applications 
to manage sales channels, enterprise 
customer relationship management 
(CRM), supply-chain optimisation, and 
more.

Customer experience
Finally, for the many FMCG companies 
looking at customer experience as a key 
competitive advantage, there are many 
startups eager to help.

Voice-activated AI-powered intelligent 
assistants are one of the fastest-growing 
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Why good teams practice 
understanding
With all the heavy demands on everyone over the last couple 
of years, it’s essential that leaders understand how to relate 
to the stress and emotional needs of their people.

BY KAREN GATELY
To state the obvious, life for many 

people has been exceptionally 
difficult in recent years. While 

certainly not the only sector to be impacted, 
the complexities and demands on retailers 
since the Covid-19 pandemic began 
have been unrelenting. Mask mandates, 
vaccination certificates, QR code check-ins, 
frustrated customers, and staff shortages 
have all affected the typical day at work for 
anyone working in retail.

Influencing the extent to which people 
are engaged and performing at their best 
during any challenging time is no easy 
task; however, there are steps that leaders 
can take to optimise the chances of people 
maintaining the strength of spirit needed to 
keep striving despite the obstacles that are 
put in their way. 

Success starts with empathy. Simply 
telling people not to worry or to let go of 
their concerns isn’t helpful. Most human 
beings are more likely to find the strength 
they need to keep going when they know 
they aren’t alone and that the people they 
work with understand how they are feeling. 
While wallowing in misery and focusing on 
what is wrong doesn’t help, it does matter 
that they feel heard and understood. 

Reflect for a moment on how often 
you have observed people wasting 
energy and time feeling resentful about 
their circumstances. Have you yourself 
experienced the debilitating impact of 
allowing frustration to consume your 
thinking? 

Acknowledge that circumstances are 
less than ideal and encourage your team to 
focus on what they can control. The simple 
truth is none of us has the power to control 
our circumstances. The only real power we 
have in life is to choose how we perceive 
reality and, in turn, respond. 

Communicate often. Keeping people 
informed about what you know and what 
plans you have in place to alleviate the 
pressures they are feeling will go some 
way toward maintaining engagement. 
Remember that communication is a two-
way street so both talking and listening are 
essential. Don’t underestimate your team’s 
ability to come up with great ideas that will 
help the team feel motivated. 

Demonstrate that the people on your 
team are valued by recognising the efforts 
that they make. Acknowledgement always 
matters but becomes mission critical 
when you are asking people to dig deep 
and keep turning up despite the at-times 
overwhelming demands of their job. 

When an employee is doing a 
great job, praise them and share their 
accomplishments with their colleagues. 
Even a simple thank you can go a long way 
toward ensuring team members know they 
are appreciated. Keep in mind that you 
don’t need to do all of the work; leverage 
programs that encourage team members to 
recognise one another. 

Look for opportunities to highlight what 
is working well and the successes your team 
has achieved. It can be tempting to focus on 

what is going wrong but draw your team’s 
attention to the things that they can be 
proud of. Even small wins can help people 
feel more energised and engaged. 

Be on your team’s side. If customers 
are rude, unkind or in any way bullying 
your people, take decisive action. The 
customer isn’t always right, and at times 
they certainly aren’t worth the issues they 
bring. Every employer has a duty of care to 
their people and an obligation to create a 
healthy and safe work environment. That 
includes asking customers to leave if that is 
what it takes to keep people physically and 
psychologically safe. 

Educate people about the importance of 
maintaining balance and a healthy lifestyle. 
We all have a better chance of getting 
through tough times when we prioritise 
our mental and physical wellbeing. 
Getting adequate rest, healthy eating, and 
regular exercise make a big difference in 
maintaining resilience. 

Prioritise activities that allow people 
to feel connected and enjoy one another’s 
company. Laughter is an especially 
powerful energiser. In fact, research has 
found that laughing has great short-term 
effects and long-term benefits. The Mayo 
Clinic states that “laughter enhances your 
intake of oxygen-rich air, stimulates your 
heart, lungs and muscles, and increases the 
endorphins that are released by your brain”.

And finally, lead by example. Your own 
ability to manage stress and maintain a 
positive mindset will have a flow on impact 
to the people around you. While, of course, 
that is far easier said than done, take 
responsibility for the influence your own 
emotions have on your team and seek the 
support you need to work through these 
times.  

KAREN GATELY  is founder of 
Corporate Dojo and the author of The 
People Manager’s Toolkit: A practical 
guide to getting the best from people. 
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The rise of  
the truck driver
The pandemic may have accelerated a trend that was bubbling along in 
the background. 

With consumer trends shifting, the ripples are flowing through the supply 
chain like never before. Customer service is no longer just the in-store 
experience, nowadays it is quite simply ‘how quickly will my online pur-
chase arrive’.

Often, the quick response to this market trend is to increase stock levels 
and fill local warehouses, close to the customer, with stock the business 
thinks they might want, tag on a good outbound partner and the supply 
chain people are done, right?

Maybe not if you still want to be around in 12 months’ time…

Logistics and supply chain functions are truly becoming a competitive 
advantage for businesses. Smart, forward thinking logistics personnel are 
finding themselves a seat at the boardroom table, and they are focused 
on four key areas;

• Circular supply chain management  
 Logistics are not at the end of the process; they are not even end to 
end for those at the forefront. Logistics need to be considered as a 
circular process. Thinking about the entire footprint of the supply chain 
process allows optimisation within a business internally as well as 
externally.

• Recruiting the quants 
No longer is having years of experience in logistics the only way to 
succeed. Nowadays it’s about finding analytical recruits that can set 
up data driven and connected systems. Businesses are using smart 
insights to drive replenishment strategies that are segmented by chan-
nel, optimised, and connected to the data points that truly influence 
demand. 

• On the pulse  
Continual balance of costs, working capital and service is imperative to 
understand the optimal position.

• Connected leaders operating outside of their comfort zone 
Executive levels have functional expertise combined with overall busi-
ness insights and strategic direction. The importance of this balance is 
growing and the leaders of today need to branch out of their comfort 
zones to truly influence strategic direction.

Paul Eastwood; Partner at Pollen Consulting Group (part of Argon & Co)

POLLENCONSULTINGGROUP.COM

ADVERTORIAL
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Here are tips and tools to keep in mind for maintaining 
and spotting developing issues in yourself and others, and 
getting help when necessary.

P eople that are well, do well. But we 
are currently experiencing a lot of 
doing, and not enough well.

These last few years have had us 
digging deep to deal with unrelenting 
change – bushfires, floods, pandemic 
restrictions, work changes, home 
schooling – all putting pressure on our 
wellbeing and productivity.

Then on top of the worry, we spend 
much of our time prioritising others – 
family, friends, colleagues, children – at 
the expense of supporting our own mental 
health and wellbeing. Which has brought 
additional stress and uncertainty for 
people, and the potential for burn-out in 
leaders and managers who are trying to 
balance it all.

Wired and over-tired
Most of the leaders I work with are caught 
up in the busyness treadmill, continuously 
rushed for time, and not getting through 
their neverending to-do lists. And with 
change and disruption happening faster, 
more frequently and more dramatically 
than we are used to, it can be too hard to 
see the wood for the trees.

A proactive mental 
health playbook

This is showing up in our mental health 
trends. In any 12-month period, 20 per 
cent of us will experience a diagnosable 
mental illness. But the stats also reveal 
that only half of the people with a common 
mental illness are getting professional 
help. So many of us are struggling more 
than we need to.

Recognising the signs
In my mental health mastery workshops, 
people tell me that they lack confidence in 
recognising the signs and appropriately 
approaching colleagues they are 
concerned about. It is important that we 
educate ourselves on how to recognise 
the signs of potential mental
health issues within ourselves and 
others.

There are a range of physical, 
emotional, mental, and behavioural 
signs that help us to distinguish between 
our natural response to day-to-day stress 
and a developing mental health problem. 
What we are looking for are changes in 
how we would usually think, feel,
engage, and show up to our everyday 
activities. There is no one size fits all.

Some examples of what to look out for 
include:
• Emotional responses: under-

reacting or over-reacting to triggers, 
situations, and events.

• Mental cognition: brain fog, 
indecisiveness, excessive worry.

• Physical changes: weight loss or 
weight gain, difficulties sleeping or 
excessive sleeping.

• Behavioural shifts: withdrawing 
from activities or excessive 
participation in activities.

Put your own oxygen mask on first
It's not possible to drive around on an 
empty tank of petrol for more than a few 
kilometres. If your wiper fluid isn't filled, 
you're in trouble when rain smears the 
windscreen. Tires need the right amount 
of air to provide a smooth ride. Oil 
changes must be performed regularly to 
keep your car running and dependable. 
Even when you take good care of your 
car, parts wear out and emergencies still 
occur.

Many of us are feeling exhausted by 
overwork, social restrictions, constant  

BY FLEUR HEAZLEWOOD

Workforce
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FLEUR HEAZLEWOOD, author of 
Resilience Recipes: Making Space for 
Wellbeing that Works, is the founder of 
the Blueberry Institute.

WORKFORCE

connectivity, and continual distraction. 
We are not completing the self-care 
maintenance needed to sustain our 
energy and wellbeing.

Not only is it OK to take care of 
your own mental wellbeing, it is also 
important. There is a reason why airline 
safety emergency instructions always say 
to “put your own oxygen mask on before 
helping others”.

Mental exercise for mental fitness
Many people struggle with the term self-
care; reframing this as mental exercise 
may be a helpful way of prioritising daily 
wellbeing practices.

While most of us readily agree that 
physical exercise is a core foundation 
for physical health, we don’t necessarily 
consider mental exercise as an important 
foundation for mental health.

And the good news is that including 
mental exercise into your day isn’t as 
onerous or timeconsuming as you may 
think.

A handful of quick-start, evidence-
based tips for incorporating mental 
exercise into your routine:
• Physical exercise that incorporates a 

mix of cardio, strength and flexibility 
is also great for mental health. Two for 
the price of one! How good is that?

• Breathing skills help you regulate your 
nervous system and stress response.

• Mindfulness activities where you enjoy 
a sense of flow and timelessness – 
playing music, gardening, swimming, 
drawing.

• A mindfulness meditation practice 
that gives you the ability to recognise 
what is going on in your head at any 
time and choose to put down your 
mental stories.

• A sleep routine that includes winding 
down time and 7-9 hours’ regular 
sleep.

Connecting with others
Often, we don’t reach out and share our 
own struggles because we tell ourselves 
that we don’t want to burden others. 
But what if I was to tell you that social 
connection is the number one protective 
factor for mental health and the number 
one booster for wellbeing?

And that regardless of who starts the 
conversation, the wellbeing benefits are 
experienced by both people sharing?

Having the courage to share your 
vulnerability and ask for help is not only 
helpful for you, but also shows others 
that it is safe for them to be vulnerable 
and reach out for help, too.

Tips for starting a check-in 
conversation
• Choose a private, quiet, relaxed, and 

informal setting for your conversation. 

If you are in the office, go out and grab 
a coffee. If you speak mostly on the 
phone, suggest a walk-and-talk catch 
up. If most of your interactions are via 
Zoom or Teams, suggest a virtual coffee 
catch up.

• Start with an open-ended neutral 
conversation starter that cues this 
as a personal conversation and not a 
professional work in progress. Topics 
like binge-worthy TV, sporting games, 
or hobbies work well.

• Be specific about what you have noticed 
when you ask how they are. This shows 
you care about their wellbeing. “I 
haven’t seen you in meetings lately. It is 
unlike you not to socialise with the team, 
I am concerned about you, how are you 
at the moment?” This differs from “Are 
you OK?” which is generic and can be 
answered with one word: good, fine, 
busy, stressed.

• Listen and empathise. Acknowledge 
and show appreciation for what they are 
experiencing. “I appreciate you are going 
through a tough time, thank you for 
sharing. What can I do to support you?”

Get help, you are worth it
Many people don’t reach out for help 
because they believe they should be able 
to cope on their own or there are others 
more deserving of help. Or they may be 
concerned about how others will judge 
them if they share how they are feeling.

But it is perfectly natural to find life 
challenging at times. And being proactive 
in getting professional health advice, and 
support with learning coping strategies 
and developing your wellbeing skills, will 
make your healing journey more effective.

There are a range of options for help 
getting started, depending on where 
are, how you are feeling, and your 

communication preferences:
• My Compass, from the Black Dog 

Institute is a free online tool that helps 
you identify what you are feeling and 
learn strategies to deal with unhelpful 
thoughts, feelings, and behaviours. 
blackdoginstitute.org.au

• Websites like Beyond Blue provide fact 
sheets, online chat, email options and 
phone helplines 24/7. beyondblue.org.au

• Your GP can provide diagnosis, 
guidance on options, and a mental 
health plan that provides cost-effective 
options for help.

Prioritise your most important 
asset – you
Mental wellbeing isn’t a ‘nice to have’, 
it is necessary. It is necessary for our 
health, energy, connection, creativity, 
relationships, performance, and this list 
goes on.

Many leaders I work with know the 
importance of prioritising personal 
wellbeing, but very few are putting self-
care into practice, as they are too busy 
focusing on supporting everyone around 
them. So, I invite you to start small, but 
make a start.

We now have over 10 years of research 
showing the business case for investing 
in wellbeing. When we prioritise our 
health, wellbeing, and happiness first, our 
productivity, problem solving, innovation, 
creativity and achievement increase by up 
to 30 per cent.  
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Farmer Jo heads to the US
Australian granola and muesli 
brand Farmer Jo has secured 
a distribution deal with retail 
giant Walmart, under which its 
products will be sold across the 
US through Sam’s Club stores. 

Farmer Jo’s products are 
expected to land on Sam’s Club 
shelves early this May. CEO 
and co-founder of Farmer Jo, 
Scott Tulloch, said the company 
has been chipping away at 
opportunities like the US for years. 

“We always dreamed of one day taking our wee business to 
America, the home of granola, and being able to fly the Aussie 
flag there,” Tulloch said. “Hopefully this is just the beginning of 
our venture into North America.”

The brand was founded in the streets of Sydney’s Surry 
Hills the following year, with the ambition to offer healthy and 
nutritional breakfast products to Aussies. 

“Myself and [wife Sally Tulloch] are just two people who 
had a go at chasing their dream, with no money and only blind 
ambition, and that dream was to make breakfast products for 
people like us,” Tulloch said. 

Bickford’s has launched pistachio and macadamia 
premium plant milks across Woolworths in Victoria and 
NSW. 

Demand for dairy milk alternatives has grown by 48 
per cent during the past four years. After selling the 
product in independent stores nationally, Bickford’s has 
now secured a listing in Woolworths stores.

The products are made in Australia, contain no 
artificial sweeteners or genetically modified organisms, 
and are vegan friendly.

Bickford’s sales and marketing manager Chris Illman 
said launching the milk was a complex but exciting 
process.

“When we launched our range of Bickford’s Premium 
Plant Milks we were overwhelmed by the response from 
Australians, who are becoming more focused on their 
health and the planet,” Illman said.

Bickford’s 
launches 
Australia’s first 
pistachio milk in 
Woolworths

Arnott’s moves into 
ultra-premium cracker category
Australian biscuits and snack brand Arnott’s has launched 
a premium range of sweet and savoury biscuits, crisps, 
crackers, and flatbread dippers. 

The range includes Arnott’s Obsession, a new chocolate 
biscuit range available in four flavours: milk chocolate, salted 
caramel, dark chocolate and mint chocolate. They retail at 
$5.50 a pack and will be available at all major stores from 
April.

Arnott’s Sourdough Chips are an oven-toasted sourdough 
starter that comes in two flavours: cheddar & roasted garlic, and 
cracked pepper & thyme, retailing at $4.50 a pack. 

Arnott’s Flatbread Dippers are oven-toasted flatbread 
crisps available in olive & feta, parmesan & basil, and sesame 
& Middle Eastern spice. They retail for $4.50 and are 
available across Woolworths and independent retailers.

Arnott’s Cracker Chips are a fusion of cracker and 
a chip, oven-roasted and crispy. They come in honey soy 
chicken, balsamic vinegar & sea salt, and three-cheese 
flavours, and are available in all major grocery stores for $4.50.

Product News

Life Savers brand expands into new 
lolly categories
Australian confectionery brand Life Savers has launched its first 
new product concepts in 100 years, releasing a new range of 
lollies and chocolates. 

Life Savers – a ring-shaped candy resembling a lifebuoy – were 
first produced in 1921 at a factory on Sydney’s Parramatta Road.

The company has added Life Savers Mixed Sherbert Fizz 
Stix, Life Savers 5 Flavours Jelly Beans, fruit tingles, gummy 
rings, and Darrell Lea Life Savers Fruit Tingles chocolate 
block.

Aimee Cutajar, senior marketing manager at Life Savers, said 
she hoped the sweets would take people back to their childhood. 
“We hope that we kick off a new century with adults and children 
alike now getting to enjoy a twist on the original,” she said.

The new Life Savers products will be sold nationwide at Coles, 
Woolworths and IGA supermarkets.

58 INSIDEFMCG.COM.AU – APR2022

http://insidefmcg.com.au


Focus Insights specialises in consumer goods U&A studies, brand tracking,  
concept testing, channel exploration and market validation.

Our mission is to democratise data by providing clients with research findings 
and insights in days, rather than weeks, at a fraction of traditional costs. 

To find out more about how we can customise a solution to meet your research goals visit focusinsights.com.au 

http://focusinsights.com.au


Powerful insights for action 
and growth in FMCG.

As a forward-thinking FMCG business, 
you’re driven by a constant desire to innovate 
and anticipate your customers’ next move. 
However spotting the right opportunities 
can sometimes be challenging. 

At IRI, we make the complex simple. 

Powered by our integrated and market-leading 
technology, analytics, and Liquid Data™ 
we work with you to deliver insight and 
consulting solutions that help you stay ahead 
of the curve and deliver on your customers’ 
changing needs.

We help you see what’s possible, so you can 
pursue your potential.

Some see data.
We see potential.

Find your advantage
iriworldwide.com

http://iriworldwide.com

