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n ow have to reassess their online strategy. T h i s
may also mean that the late adopters may be able
to leapfrog into the next new thing – mobile
b rowsing and mobile shopping.

While many companies know about new
technologies that consumers are embracing, few
of them have actually taken the leap and
d e veloped robust marketing and strategic plans
a round how to make money from the new tech
t rends. 

For example, sales of the iPh o n e
internationally have now exceeded ?55 million,
with around 350,000 Irish consumers now using
the device. Howe ve r, ve ry few Irish retailers have
capitalised on this new trend by making it easy
for consumers to find their pro d u c t s .

So how can the move tow a rds the iPhone and
other smartphones be harnessed by retailers for
their benefit? Fi r s t l y, retailers need to re c o g n i s e
the way in which shoppers are now re s e a rc h i n g
price and product specification online.

We know from Eb a y, for example, that aro u n d
70% of Irish consumers are searching online for
m o re information and better value in cert a i n
categories. Howe ve r, we also know that shoppers
still prefer to shop locally, either because of
c o n venience (ease of access) or a desire to support
local businesses.

Applying these trends to the gro c e ry sector,
what we can see is that today’s consumer may not
always want to actually complete the purc h a s e
online, but is now far more likely to re s e a rc h
information on price and availability before
deciding what to buy and where to buy it. 

In the UK, for example, the My Su p e r m a rk e t
website has allowed shoppers to compare full
baskets of goods across the major supermark e t s ,
enabling them to decide whether Asda,
Sa i n s b u ry’s, Tesco or Morrisons is cheapest for the
goods that they want to buy at a given time.

Responding to these trends, software
d e velopers are now creating mobile solutions that
help shoppers to access more information and
e m p ower their shopping decisions. That being
said, with more than 225,000 apps (software
applications) to choose from on the iPh o n e’s Ap p
St o re, it’s increasingly tricky to sort the wheat
f rom the chaff.

One interesting company is called Fo u r s q u a re
– this is an app that tracks your location and then
g i ves customers tips and advice about local
m e rchants. Retailers can sign up to give deals to
customers who ‘c h e c k - i n’, and also allow cert a i n
customers (those who check-in the most) to be
‘ Ma yo r’ of that particular outlet. Customers can
also leave re v i ews or tips about a particular shop
or restaurant, depending on the service they get.

Another similar system is called Ye l p, which
a l l ows customers to rate retailers and post their
comments online, and which has exploded in
popularity in the US. With re s e a rch fro m
internet consultancy ENOW showing that
shoppers view re v i ews as more than 12 times
m o re tru s t w o rthy than manufacturer or re t a i l e r
descriptions, these comments can mean life or
death for a business.

A m a zon, of course, has lots of apps that make
it easy for consumers to purchase from them
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‘late adopter’ camp – a position which may have
s a ved them from ‘w a s t i n g’ money on technologies
that have come and gone, but also one which has
put them on the back foot in relation to their
m o re adve n t u rous counterpart s .

A shift tow a rds mobile-based e-commerc e
solutions, howe ve r, (Google estimates that mobile
devices will ove rtake fixed devices in the next
t h ree years), could mean that many retailers will

Taking the decision to develop plans
a round new and emerging technologies
can be a tough call to make. In relation to

e - c o m m e rce, many are put-off by the level of
i n vestment re q u i red, whilst others are nervo u s
about handing over data on their customers and
p rocesses to third party suppliers.  

These concerns have meant that many Ir i s h
retailers and symbol groups have fallen into the
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d i re c t l y. For no cost, Amazon lets iPhone users
take a picture on their phone of any product and
send it to them, where an Amazon employe e
identifies the product and sends back
information, ratings, user comments and a link
f rom where you can purchase the item (fro m
A m a zon, of course) at a good price. 

For the Irish gro c e ry sector, this may not be an
issue yet, but with Amazon now moving into
g roceries in the UK, it may well appear on our
radar in the coming ye a r s .

While Ye l p, Fo u r s q u a re and Amazon may
re p resent what is coming down the tracks for
Ireland in the coming years, it is more likely that
the most immediate impact on Irish FMCG will
come from retailers like Tesco, which has
embraced new technologies in its core UK
m a rk e t .

For example, Te s c o’s most popular iPhone app,
called Tesco Fi n d e r, allows a customer to searc h
for a product, get the price, and it even tells the
customer in which aisle the product may be
f o u n d .

Cu r rently only available for UK stores, it
k n ows which store is closest to you, and if yo u
s e a rch for ‘Pa m p e r s’ the app tells you ‘Aisle 26 on
the left side at the first unit, the 4th shelf up
f rom the floor’. 

The app also gives information on deals such
as BOGOFs or three for two. This app is
c u r rently running for all UK and No rthern Ir i s h

s t o res, but surely it won’t be long until it is
populated with the Irish shop data.

What the Tesco app shows is how retailers are
n ow recognising the importance of using
technology both for online shopping (e-
c o m m e rce) and prompting or assisting shoppers
to choose their bricks and mortar store s .

Ta p Map is an Irish company that is working in
p a rtnership with a US firm, to help retailers to
sell more to mobile shoppers by using the
i Ph o n e .

A free app called Shop Sa v v y uses the camera
on the iPhone to ‘re a d’ a barcode on a product at
home, and then the system tells the customer
w h e re that product can be found locally. 

What this means for the consumer is that they
can now find out instantaneously what’s ava i l a b l e
in a local store, with GPS positioning show i n g
the closest store where the stock is on sale, along
with phone numbers and directions to the store .

The main benefit for the retailer here is
generating new custom for his store, howe ve r,
t h e re are other benefits too. For example, the
retailer can access trend data on what pro d u c t s
a re being searched for regionally and across the
c o u n t ry (there have been 40,000 searches in the
last two weeks alone – with beer and wine top of
the list), allowing them to tailor their inve n t o ry
to match demand. 

The Shop Savvy app also links in with EPOS
systems, so it automatically matches what is

actually available. This ensures that shoppers
become aware of new listings, and are not
disappointed if they visit your store and their
d e s i red items are not in stock.

Se veral Irish retailers (Joyces, O’Briens Wi n e s ,
Eve r g reen Healthfoods, Un i c a re Pharmacy and
others) are already planning to be on the system.

“We believe it will be a real benefit to
consumers, allowing our customers to see what
p roducts are in stock, and at what price,” Un i c a re
Pharmacy MD, Cormac Tobin, said.

From both a retailer and manufacture r
p e r s p e c t i ve, the system also allows scope to
highlight promotions or ‘a l t e r n a t i ve s’ to the
scanned pro d u c t .

For example, when a consumer ‘s c a n s’ a
p roduct, the app can show an adve rtisement for a
chosen category and an ad will pop up on the
phone immediately. So if someone scans Ja c o b’s
Creek wine, the app would show where it was
a vailable and at what price, but could also display
an ad for Blossom Hill or Ro s e m o u n t .

What technologies like these show is that both
large and small retailers are now waking up to the
benefits of new technologies. Of course, large
international retailers with big IT and mark e t i n g
budgets can afford to produce slick applications,
but that doesn’t mean that smaller, more nimble
retailers have to be left behind.

Philip McNamara is MD of TapMap Ltd. Email: phil@ta p m a p . c o m
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