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The rise of online shopping has 
breathed new life into the frozen 
food category. 

By Hailey Settineri.

The freezer aisle, as we’ve 
reported many times over 
the years, has long had an 
ambience problem. Despite 

being home to several staple categories 
and a few indulgent ones (hello, ice 
cream!) it’s not a part of the supermarket 
that shoppers like to linger in, thereby 
reducing browsing opportunities. But 
with many shoppers turning to online 
shopping, the playing field is levelling. 

A spokesperson for McCain says online 
shopping has certainly helped with 
growth in the frozen segment. 

“Consumers in-store often don’t wish 
to spend a long time in this area of the 
supermarket due to how cold it is or 
navigating getting product home in a 
still frozen state,” the spokesperson said. 
“Navigation and end meal inspiration 
are also difficult to do within the in-store 
environment. Both these barriers can be 

overcome through online shopping.”
Covid-19 restrictions and lockdowns 

have led to a surge in sales of frozen 
products online. 

Elliott Bailey is the Sales & Digital 
Marketing Manager at Myfoodlink, 
promoted as the leading supplier of 
e-commerce support and solutions for 
independent retailers. While unable to 
provide specific details on online sales 
of frozen products in the independent 
market, he says recent data from IRI 
and observations from his recent 
experience working for Woolworths 
New Zealand reveal the frozen 
category attracted significant spikes 
online during Covid-19 lockdowns.

“This was driven from panic buying and 
the uncertainty it created around food,” 
he said. “Frozen, having a large shelf life, 
drove a large sales lift in this category. 

“Online shopping as an industry has 

been up 40 per cent year on year for the 
last two years from just sheer uptake of 
service due to Covid. We’ve also seen 
similar figures in the independent sector. 
Frozen definitely had a far larger lift 
compared with other categories online 
in this mix.”  

Brett Jackson, CEO of Aussie Frozen 
Fruit, a range exclusive to Woolworths, 
says the brand’s online sales have more 
than doubled in the past 12 months.

Berger Ingredients is another frozen 
food business attracting strong online 
growth, with half its sales from this 
channel, according to founder and 
CEO Diem Fuggersberger.

“We’ve contributed lots of exclusive 
online promotions throughout the year 
to encourage our consumers to shop 
online, which has definitely boosted 
our sales,” she said.
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Meeting changing needs 
Simplot Australia General Manager 
Marketing Katie Saunders says 
consumers shifting their buying behaviour 
to online reflects a desire for greater 
convenience, so, to best meet this desire, 
it’s important to ensure brands and 
products are well represented online. 

“Branding and preference have become 
even more important as consumers 
are doing less ‘browsing’ and more 
looking for specific items,” she said. 
“We’re working closely with retailers to 
ensure our items have clear and correct 
product descriptions and quality images 
to make it quick and easy for time-poor 
shoppers to find our products online.

“Retailers are really supporting the shift 
to online, including managing delivery 
services with lots of delivery options and 
quick turnaround times.”

According to Mr Bailey, frozen (and 
chilled) products don’t face the same 
consumer trust issues as fruit, vegetables 
and meat bought online, with retailers 
doing a good job in maintaining the cold 
chain to ensure product integrity.

“Stores are investing in click-and-collect 
fridges near front of stores to speed 
up collection time for customers, and 
relieving space from main cold storage at 
the back of the shop, so there’s still ease 
of space for replenishment on the shop 
floor,” he said.

“In terms of last mile delivery, there’s 
not really an on-demand service yet that 
uses chilled vehicles, as it’s generally not 
needed. Last mile delivery works typically 
on a one-order pick-up-to-customer basis. 
Temperature is taken prior to leaving 
the store and typically again on arrival to 
ensure temperature is maintained. This is 
often achieved with use of poly bins, and 
sometimes a powered chill crate.” 

If last mile delivery companies want to 
move to a more efficient model, where 
one driver collects an entire run of 
20-plus orders and delivers them all, a 
temperature-controlled vehicle is needed, 
says Mr Bailey – “ideally, a triple cab with 
freezer, chiller and ambient, or at very 
least chilled”. 

He sees an opportunity for such 
companies in opening up a new channel 
for delivering fresh product with a chilled 
vehicle, “to give confidence to both 
retailer and consumers of food safety 
while improving delivery efficiency 
and leading to a cost reduction for the 
customer on delivery fees”. With enough 

volume, he says, prices could drop 
from $12-15 to $8-10 per order.

In addition to being a platform for 
retailers to sell goods online, Myfoodlink 
also provides a number of integrations 
into last mile couriers such as DoorDash, 
Drive Yello and Sherpa that will deliver 
frozen goods. 

“As the market evolves to the 
point where last mile delivery offers 
temperature controlled vehicles, we’ll 
have the ability in our systems to identify 
which products are frozen and/or chilled, 
so that we only need to request vehicles 
that require temperature control if 
necessary,” Mr Bailey said.

Fake-away foods
Total freezer has undergone a revival 
throughout the Covid-19 pandemic as 
shoppers have looked for ways to do 
fewer bigger basket shops without 
creating excessive food waste, says a 
spokesperson for McCain. 

Two of the largest growth categories 
have been frozen pizza (11 per cent 
value growth versus two years ago) 
and frozen potato chips (30 per cent 
value growth versus two years ago), 
according to IRI grocery scan data 
(dollars growth, MAT 6/2/22 vs MAT 
9/2/20, supplied by McCain).

“The largest trends to impact freezer 
growth during this time have been driven 
by consumers looking to replicate their 
favourite take-away foods in-home, aka 
‘fake-away’, and find indulgent snacks,” 
McCain said.

The company recently launched 
new flavours in its premium Rustica 
brand, providing an “elevated” offer for 
consumers keen to enjoy a pizzeria-like 
experience at home.

In McCain’s frozen potato portfolio, 
McCain Pub Style is said to capitalise 
on the desire for out-of-home quality by 
delivering the taste, texture and flavour 
of pub chips in the home. 

“Over the last three years it’s the fastest 
growing range in the category by value 
[IRI, Grocery Weighted, total pub style, 
107% RSV growth, MAT to 9/2/20 vs MAT 
to 6/2/22],” McCain said of Pub Style. 

Revamped pub-style packaging 
began hitting shelves last month. 
The new design is said to increase 
visual cues of the pub, highlight 
differentiation between SKUs and 
modernise the range.

McCain’s Quick Cook range, launched 
in April 2021, is driving highest actual 
value growth in the category (IRI, 
Grocery Weighted MAT 30/01/22, 
supplied by McCain) and now sits within 
the top 10 category assortments based 
on value sales (#9 at $12.1m p/a). Last 
month McCain extended the range with 
the launch of a Quick Cook Hashbrown, 
to exploit the growing breakfast 
segment via the need for speed. 

“Stay-at-home orders and remote 
working arrangements led to a 
pronounced surge in at-home 
breakfast consumption,” McCain said. 
“The hashbrown segment has grown 
21.2 per cent versus YA [IRI, Grocery 
Weighted MAT 16/1/22]. With hybrid 
work arrangements the way of the 
future, growth is expected to continue.”

McCain Foods recently launched the 
‘Nothing Special’ campaign, positioning 
McCain as down-to-earth food shared 
during special little moments.

“We often discount these moments 
as ‘nothing special’, but when you 
stop and think about it, pizza night 
with the kids, or a bowl of chips on the 
couch with a loved one is actually very 
special and worth being celebrated,” 
McCain said. 

Re-engaging with the freezer 
Over the past couple of years, shoppers 
have re-engaged “in a big way” with 
the freezer category, says Ms Saunders 
from Simplot Australia, adding that 
they’re “rediscovering the available 
high-quality products and the ease and 
convenience that it brings”. 

Demand for frozen food categories 
that replicate out-of-home consumption 
have performed particularly well since 
the onset of the Covid-19 pandemic.

“Frozen potato product supermarket 
sales in 2021 were 30.6 per cent higher 
than sales in 2019, while frozen seafood 
sales were 20.8 per cent higher and 
frozen vegetable were 7.7 per cent 
higher,” Ms Saunders said.

Convenience remains the key 
purchase driver in frozen foods, she 
says, but consumers are discerning, so 
the products must meet their quality, 
taste and nutritional expectations. 

“For example, in frozen seafood, high-
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quality premium ranges such as the 
Birds Eye Deli range have outperformed 
the rest of the category as shoppers seek 
out premium fish species like whiting, 
barramundi and flathead, looking to 
recreate the gourmet pub experience at 
home,” Ms Saunders said.

Perceptions around the quality of frozen 
food are shifting, aided by meal delivery 
services and better understanding from 
consumers around processes such as 
snap freezing. 

“This is a big focus area for us in terms 
of continuing to drive that education 
around the freezing process, our 
sustainability practices and how frozen 
is a great preventor of food waste,” 
Ms Saunders said.

Simplot Australia is working on 
innovation across its key categories 
of seafood, potato and vegetable, and 
continuing the expansion into plant-
based. Ms Saunders says the company 
is focusing on the macro trends of 
premiumisation, health and convenience. 

“Our Birds Eye better-for-you ranges 
are designed to address these trends 
by providing more healthy, modern, 
convenient options in the freezer,” she 
said. “This includes our recently launched 
Birds Eye Ocean Selections range of 
marinated and dry rubbed fish fillets, the 
Birds Eye Veggie rice range and the new 
Birds Eye Plant Based range.”

Looking ahead, Simplot will be 
dialling up its Australian story and 
sustainability credentials.

“This is about looking at what we’re 
doing today and what we can do in the 
future and continuing to drive strong 
brand communications to ensure our 
brands remain at the top of Australian 
consumers’ hearts and minds,” 
Ms Saunders said.

Local fruit 
Sales of Aussie Frozen Fruit have been 
generally strong, says Mr Jackson. 
This has been driven by a “noticeable 
demand” for frozen fruit as a product, as 
well as for local produce.

“Frozen fruit is becoming a preferred 
alternative for many customers, and we 
notice that high prices of fresh product 
and seasonality really drive our sales,” 
he said, adding that the brand has a loyal 
and growing group of customers who 
“value provenance and the food safety, 
flavour and low food miles that Australian 
grown and processed frozen fruit offers”.

Aussie Frozen Fruit is stocked 
exclusively in Woolworths stores 
nationally. Its range includes 400g 
packs of 100 per cent Australian grown 
and packaged frozen Mixed Berries, 
Blueberries, Mangoes, Strawberries, 
and Pineapples.

“We’re constantly working on NPD 
and will hopefully have some new and 
exciting products to show the market 
soon,” Mr Jackson said.

“We’re looking to grow our reach and 
number of SKUs, as well as [offering] a 
number of exciting new products the 
market hasn’t seen before, providing 
customers more options. We offer 
environmentally conscious and locally 
focused Australians a healthy and 
safe offering that’s always in season, 
any time of the year, and we plan to 
leverage this.”

Meal time
Berger Ingredients, manufacturer of 
Coco & Lucas and Earth brands, has 
achieved substantial growth over the 
past year as Australians stockpiling 
during the pandemic have sought 
the long shelf life of frozen meals, 
according to Ms Fuggersberger.

“We’ve seen growth in our business of 
40 per cent over the last year,” she said. 
“We’ve expanded and built a second 

factory and upgraded our equipment 
during this time to ensure we can keep 
up with growth and demand.”

She says consumer perceptions around 
the freshness and quality of frozen meals 
compared with chilled products have 
changed, citing feedback from customers 
via social media and recent focus groups.

“We as a company know this from 
our own R&D and strict process – that 
chilling and snapping freezing the 
freshness after cooking gave us the 
best results when reheating the meals,” 
Ms Fuggersberger said.

Consumers are also more conscious of 
their health and wellbeing and concerned 
about the environmental impact of their 
purchases, she adds. Berger Ingredients 
has focused its innovation on these 
trends, with plant-based meal alternative 
ready meals under the Earth brand and 
Coco & Lucas’ ready meals carrying a 
Health Star Rating of 3.5 to 4.5.

The Australian owned company’s 
range of Australian made, locally 
sourced products will be expanded in 
its biggest yet launch planned for May, 
with nine new frozen SKUs joining the 
Coco & Lucas family range.

“The new range will consist of seven 
ready-to-eat ready frozen meals in a 
slighter bigger size than our Junior 
Foodies 220g size,” Ms Fuggersberger 
said. “Plus, two meat alternative plant-
based SKUs – a ready meal for one and 
Cook & Create Proteins. These are our 
new innovations, the first of their kind.”

Ms Fuggersberger says the mission of 
her company is to look at how it can make 
a difference in the world and how it can 
do things a little differently. 

“We like to develop and create products 
that our customers need and might not 
even know they need yet,” she said. 
“We’re fearless in this area and our team 
are always ready for new challenges. 
Our next aim is to solve problems that 
affect different segments and people in 
our community and globally.”

“Perceptions around the quality 
of frozen food are shifting, aided 
by meal delivery services and 
better understanding from 
consumers around processes 
such as snap freezing.”


