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Welcome to The E-Commerce 

& Digital Food & Drink 

Success Conference 
 
 

Official Event Programme 

 
 

tƭŜŀǎŜ ƴƻǘŜ ǘƘŀǘ ǘƘŜ ŦƻƭƭƻǿƛƴƎ ǝƳƛƴƎǎ ŀǊŜ ƅŜȄƛōƭŜΦ 5ǳŜ ǘƻ ǘƘŜ ƴŀǘǳǊŜ ƻŦ ŀ ƭƛǾŜ 
ŜǾŜƴǘΣ ǘƘŜ ŎƻƴŦŜǊŜƴŎŜ ŎƘŀƛǊǎ ŀƴŘ ƻǊƎŀƴƛǎŜǊǎ ǿƛƭƭ ōŜ ǳǇŘŀǝƴƎ ǘƘŜ ǝƳƛƴƎǎ 
ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ Řŀȅ ǘƻ ŀŘŀǇǘ ǘƻ ǎǇŜŀƪŜǊǎ ǊǳƴƴƛƴƎ ƻǾŜǊ ǝƳŜΣ ƭŀǘŜ ŀǊǊƛǾŀƭǎΣ ƭŀǎǘ 
ƳƛƴǳǘŜ ŎƘŀƴƎŜǎ ŀƴŘ ŜȄǘŜƴŘƛƴƎ ǇƻǇǳƭŀǊ ǎŜǎǎƛƻƴǎΦ tƭŜŀǎŜ ǊŜǎǘ ŀǎǎǳǊŜŘ ǿŜ ǿƛƭƭ Řƻ 

ƻǳǊ ǳǘƳƻǎǘ ǘƻ ŀŘŀǇǘ ŀƴŘ ǘƻ ŀŎŎƻƳƳƻŘŀǘŜ ŀƭƭ ƭƛǾŜ ŎƘŀƴƎŜǎΦ  
 

Organised By Global Insight Conferences 
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Registration, Informal Networking & GIC Welcome   

08.30 ς 09.15 

 

aƻǊƴƛƴƎ /ƘŀƛǊΩǎ hǇŜƴƛƴƎ Remarks 

09.15 ς 09.25 

 

 

Sarah Masters,  

Digital & E-Commerce Director,  

Unilever 

 

 

Laura Willoughby, 

Co-Founder,  

Club Soda 
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Driving E-Commerce  

09.25 ς 09.45 Driving Impressive E-Commerce Success Excel In E-Commerce 

By Optimising Online Strategies & Driving Forecasted Growth & Trends To 

Effectively Boost ROI & Enhance Profitability 

¶ Maximise consumer insights by identifying shifting behaviours and 

pinpointing the key factors driving e-commerce purchases today in order 

to reap the rewards 

¶ Debate and discuss the potential challenges food and drink brands, 

manufacturers and retailers need to overcome in the e-commerce space 

ƛƴ ǘƻŘŀȅΩǎ ǘƻǳƎƘ ŎƻƴŘƛǘƛƻƴǎ ƛƴ ƻǊŘŜǊ ǘƻ ŘǊƛǾŜ ŦƻǊŜŎŀǎǘŜŘ ƎǊƻǿǘƘ  

¶ Harmonise strategies by investing in the right tech and infrastructures, 

whilst increasing the focus on personalisation and customer 

experiences, to drive long-term e-commerce impact 

¶ Future opportunities and predictions for e-commerce in 2024 and 

ōŜȅƻƴŘΧ ŜȄǇƭƻǊŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ƎǊƻǿǘƘ ŀƴŘ ŜƴƘŀƴŎŜŘ ǇǊƻŦƛǘŀōƛƭƛty 

 

 

Gregor Murray, 

E-Commerce Channel Development Director,  

YŜƭƭƻƎƎΩǎ /ƻƳǇŀƴȅ 

 

 

 

 

 

 

 



 

www.digitalfoodconference.com |  info@digitalfoodconference.com |  020 3479 2299 

Getting On The E-Commerce List ς Only Part Of The Jigsaw 

09.45- 10.05  

¶ Global Perspectives on Shopping Habits 

¶ The Wider Context of Online Shopping in tŜƻǇƭŜΩǎ [ƛǾŜǎ 

¶ Path-to-Purchase and Pre-Store Influences 

¶ Implications for Brand Strategy and Jobs to be Done 

 

Patrick Young,  

Head of UK,  

PRS In Vivo UK 

 

 

Andy Rushforth,  

SVP Market Development,  

PRS In Vivo UK 
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Optimising The Digital Shelf 

10.05 ς 10.25 Reinforce The Importance Of Digital Shelf In 2024 & Beyond By 

Powering Agile Strategies Which Cut-Through Increased Competition From 

Current Players & New Entrants To The Ever-Growing Market To Skyrocket 

Brand Traffic & Sales 

¶ As consumer preferences and behaviours rapidly change, keep pace with 

the competition by truly monetising personalisation, AI and ML solutions 

to deliver real results  

¶ Leverage your digital retail discoverability by using the latest winning 

tactics in SEO and essential keywords to drive traffic and conversations  

¶ Measure and benchmark your online retail presence and identify the 

ƘƛƎƘŜǎǘ ǇǊƛƻǊƛǘȅ ŀŎǘƛƻƴǎ ǘƻ ƻǇǘƛƳƛǎŜ ȅƻǳǊ ōǊŀƴŘΩǎ ƻƳƴƛ-channel strategies 

¶ Discover real-world insights and practices to identify the opportunities 

and challenges food and drink and retailing organisations face while 

striving for a strong and successful presence across the digital shelf  

 

Krysthell Ganin-Neder,  

E-Commerce Product Manager,  

Pernod Ricard 

 

 

 

 

 

Morning Refreshment With Informal Networking  

10.25 ς 11.00 

 

 

 

 

 



 

www.digitalfoodconference.com |  info@digitalfoodconference.com |  020 3479 2299 

 

Shifting Shopper Trends, Insights & Behaviours  

11.00 ς 11.30 Drive Commercial Success By Leveraging The Latest Shopper 

Insights & Behaviours To Inspire Future Strategies, Maximise Shopper 

Experiences & Ultimately Boost Profits 

¶ The questions we all want answered - how is rising inflation affecting 

consumer shopping habits now, how can we keep e-commerce front of 

mind and keep people shopping online moving forward? 

¶ Pinpoint and analyse the key factors driving e-commerce purchases 

today in order to effectively target consumers at the right touchpoints 

online and influence purchasing behaviours 

¶ Stay ahead of the game by transforming shopper insights into actionable 

results and embedding data-driven innovations into future channels and 

campaigns 

 

 

[ŀǳǊŀ ²ƛƭƭƻǳƎƘōȅΣ  

/ƻπCƻǳƴŘŜǊΣ  

/ƭǳō {ƻŘŀ 

 

 

James Cragg, 

Global Head B2C E-Commerce, 

Diageo 

 

 

 

Kawaldeep Anand,  

Head of Product ς  

Online Customer Experience,  

Tesco 
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Quick Commerce Models To Drive Competitive Advantage ς Delegate 

Discussion 

11.30 ς 12.00 Drive A Competitive Advantage With Quick Commerce Models 

Which Offer Convenience, Speed & Quality To Consumers Whilst 

Skyrocketing Consumer Satisfaction & Brand Loyalty  

¶ Your critical questions, answered! What does the long-term relevancy 

look like for quick commerce? How is this area going to evolve? What 

are the best ways brands can operate within? 

¶ Tackle the increased need for convenience in shopping and doorstep 

delivery with future-focused and data-led quick commerce strategies 

equipped to dominate a competitive market 

¶ Quality, safety and cost ς how can organizations best prepare for and 

overcome the main obstacles and challenges when streamlining quick 

commerce strategies today? 

¶ How can key players have viable collaborations between quick 

commerce and other ways of working to ensure benefit for both parties? 
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Online Vs. Offline 

12.00 - 12.20 LǘΩǎ bƻǘ hƴƭƛƴŜ ±ǎΦ LƴǎǘƻǊŜΣ LǘΩǎ hƴƭƛƴŜ ϧ Instore! Reap The 

Rewards Both Strategies Offer In Order To Scale Up Your Digital & E-

commerce Offerings With Seamlessly Integrated Strategies For Maximum 

Brand Growth & Optimised Sales 

¶ E-commerce is an extension of instore - leverage the best end-to-end 

approaches to minimise the intermediate link from manufacturers to 

consumers and improve efficiencies across your business 

¶ How can retailers and suppliers effectively discover the perfect balance 

between online and instore?  

¶ Harness the power of tried-and-tested online and offline strategies that 

perfectly blend physical and digital outlets to engage every type of 

shopper and their preferred method of shopping 

 

Edo Zecha, 

Head of E- Commerce,  

Pepsi Co. 
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The Digitally Influenced Shopper:  

12.20 ς 12.35 Defining The True Cost of Underinvesting In The Digital Shelf 

¢ƘŜ 5b! ƻŦ ǘƻŘŀȅΩǎ ǎƘƻǇǇŜǊ Ƙŀǎ ŎƘŀƴƎŜŘΦ ¸ŜŀǊǎ ƻŦ ǳƴŎŜǊǘŀƛƴǘȅ τ covid, 

inflation, supply issues τ have created a consumer who relies heavily on 

digital validation before making a purchase decision (whether in-store or 

online). 

Lƴ ǘƘƛǎ ǎŜǎǎƛƻƴΣ !ƴŘǊŜǿ tŜŀǊƭ ǿƛƭƭ ǇǊŜǎŜƴǘ ǘƘŜ ŦƛƴŘƛƴƎǎ ƻŦ tǊƻŦƛǘŜǊƻΩǎ ǊŜŎŜƴǘ 

Ǝƭƻōŀƭ ŎƻƴǎǳƳŜǊ ǎǳǊǾŜȅΦ IŜΩƭƭ ǳƴŎƻǾŜǊ ǘƘŜ ǇǊƻŦƛƭŜ ƻŦ ǘƻŘŀȅΩǎ ƴŜǿ ƻƳƴƛŎƘŀƴƴŜƭ 

shopper, how digital touchpoints increasingly influence the path to purchase, 

and the true cost of underinvesting in the digital shelf.  

¸ƻǳΩƭƭ ƭŜŀǊƴΥ 

¶ Why failing to show up online means failing to acquire new shoppers 

¶ The danger of over-investing in in-store marketing 

¶ How you can expect to lose buyers with poor digital shelf execution 

¶ The importance of investing in Amazon to grow your omnichannel sales 

¶ How a combination of AI and digital shelf data can revolutionise your 

sales growth 

 

Andrew Pearl,  

VP Insights,  

Profitero 

 

Topic Generation 

12.35 ς 12.40 

 

 

Lunch & Informal Networking For Speakers, Delegates & Partners 

12.40 ς 13:40 
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Afternoon Co-/ƘŀƛǊǎΩ hǇŜƴƛƴƎ wŜƳŀǊƪǎ 

13.40 ς 13.50  

 

Simon Wallwork,  

Head of Strategy,  

Brand & Proposition,  

Whitbread 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


