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COVID IMPACT
IMMEDIATE & SIGNIFICANT

Total
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Apr 2020

15 Mar – 30 June
2019

15 Mar – 30 Jun
2020
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153,860

832,772
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WHAT IS FOOD LOVERS’
DIRECT?
Food Lovers’ Direct is an e-commerce and delivery
service created at a time of great uncertainty, with a
view to ensuring we could meet the ongoing needs of
customers and traders regardless of the direction
given in relation to COVID-19 restrictions.

WHY DID WE CREATE
FOOD LOVERS’ DIRECT?
There has always been a tension between traditional
and contemporary operators, among both the traders
and management of the market.
•

Can bricks n mortar co-exist with online in a
market context? Atmosphere, knowledge,
quality…?

•

Are we encouraging undesirable behaviour?

•

Is the investment of time, cost and effort really
worth it.

Then COVID-19 comes along… and the game is
changed almost instantly.

WHY DID WE CREATE
FOOD LOVERS’ DIRECT?
•

Provide some certainty and opportunity in
uncertain retail environment.

•

The major downturn in foot traffic (due to stage 3
lockdowns), combined with the very real threat of
closure to public, meant the Market AND our
Traders were forced to consider what would
happen with a worse-case scenario.

•

Critical mass of Traders demanding a service to
meet needs of customers – customers were calling
them, asking for home delivery.

•

To ensure our traders could continue trading, no
matter the restrictions that came into place, we
cobbled together a raw delivery service.

•

Manual process, unsecure transactions, total
inefficiency.

HOW DID V1.0 WORK?
Initially, we simply created a service to arrange the once-aday collection of produce from the Traders for delivery to
their customers:
•

The Market sourced a local, respected events company,
The Big Group (TBG), who had recently lost the vast
majority of their ongoing business and were forced to
stand down over 97% of their workforce.

•

Together we created a relatively simple process for
traders and customers to transact, while we simply
took care of delivery.

•

The Trader would conduct a manual CC transaction
with the customer, by phone or email.

•

Before the daily deadline Traders would email orders to
TBG, who would then amalgamate orders and
determine the following day’s delivery run. Some days
it took over 6 hours to produce.

•

At 9am the following morning, TBG crew would
circulate through the Market to collect and collate
orders (sometimes several different traders per
customer).

•

They would then depart and conduct the deliveries.

So, not only was there ample opportunity to miss emails,
Traders to mis-spell or incorrectly translate customer
details, and customers having to give their CC details to
several different Traders, creating a huge security risk, it
required an inordinate amount of human resource time
right when the Market was still trying to cope with the
magnitude and frequency of changes to the lockdown laws.
It just wasn’t practical, reliable or secure.

HOW DOES V2.0 WORK?
(What is Food Lovers’ Direct)

•

a single platform to coordinate almost everything from the browse, size/qty selection, compilation of
shopping cart, secure payment, automated
notifications for picking and delivery planning,
then reliably and economically conduct the
physical delivery process.

•

Multi-vendor Marketplace providing flexibility and
opportunity for expansion – plug and play
additional traders.

•

Shopify based online platform, available across
several types of devices and formats.

•

The Customer can select items by weight or
quantity, create a single basket and pay through a
single, secure checkout process.

•

Automated picking notices sent to traders as each
order is placed.

•

Traders also have a login to their own page where
they can control ‘out of stock’, pricing and weight
changes as well as review orders (current & past).

•

The Orders are summarised at 4pm every day and
sent, automatically by the platform, to TBG and the
Market.

•

At 0900 the following morning TBG arrive for
collections and sorting of the orders. Each
customer has an order number to allow easy
reference, tracking and compilation, as well as fault
finding and reporting.

•

Deliveries are made, a happy Customer receives
their produce, we reconcile and distribute the
funds to the Traders (after costs).

MARKETING & PR
SUPPORT
Given the experimental nature of the whole project,
we were careful not to put too much into it, while at
the same time making sure it got enough oxygen to be
able to maintain itself.
Because of feedback from the trial delivery service we
were concerned that we would not be able to meet
the demand, so took a deliberately conservative
approach – under promise, over deliver.
Launched with a combination of social media posts
and targeted promotion of those posts, Google
adwords promotion, media releases through our PR
consultant, letterbox drop to our primary & secondary
catchments, AM Radio Breakfast ads (significantly
discounted due to COVID advertising downturn).
Other supporting collateral included posters and
stickers for participating traders, creation of a unique
brand that would allow it to stand alone but be
consistent with our current market branding and
protection of IP through business name and domain
registrations.
Results in first full month – Website traffic at almost
40,000 hits, 68 separate pieces of coverage, several
mentions in broadcast media, 7.53K social shares,
1.09M estimated coverage views.
Est Marketing and PR value of $467K (close to $1M in
first 6 weeks).

HOW DID WE DO IT
(MILESTONES)?
•

16 March 2020 - COVID-Sars2 pandemic declared
in Australia.

•

23 March 2020 – first stages of trading restrictions
implemented.

•

27 March 2020 - First trial delivery run (43
deliveries, 62 products).

•

4 April 2020 – Biggest single day of deliveries (118
deliveries, 153 products).

•

16 April 2020 – Food Lover’s Direct goes live. 25
Traders, 500 products.

•

17 April 2020 – First deliveries made using online
platform.

Elapsed time from concept to first deliveries using
the platform was less than 3 weeks (including
Easter)!!
•

26 May 2020 – Topped up to 39 Traders, 1,730
different products, 3,854 product options.

•

17 July 2020 – Biggest single day (by value) using
online platform (49 deliveries, 236 products).

DO WE SEE A BENEFIT IN
CONTINUING (whether
during the relaxation of
restrictions or, even, postCOVID) ?
Yes.
The pandemic provided the perfect opportunity to put
a system in place, to test it, to measure demand and
to provide a service to our customers, many of whom
who could no longer attend the market due to health
reasons and self-quarantining
It has also provided access to a new customer
segment who crave the convenience of online
shopping and delivery of food. This is especially true
of the often unique, fresh and high quality offering we
provide.
COVID-19 will continue to impact us for many months
to come, and it will continue to affect some of our
existing older and vulnerable customers, who do not
feel comfortable shopping within the physical market
place or cannot access the market because of public
transport or other issues.
Although the initial impetus for it’s introduction was
of necessity and preparing for the unknown,
indications are that it could remain in place for the
foreseeable future, with adjustments, subject to
demand and financial realities.

THINGS TO CONSIDER IN DETERMINING
THE FUTURE OF THE SERVICE
Market Aims and Objectives – how does the service fit with our strategic
direction
Financial – can we get the financial model to work for us to the point where
we are happy to bear the remaining costs for more altruistic reasons.
Branding - It is a strong extension of the Prahran Market Brand. It also adds
value to a number of our existing customers
New audiences - It provides us access to a new target audience group who is
all about the online shopping.
Community benefit - As a community asset it is crucial that we are able to
service the community and meet its needs. Food Lovers’ Direct ensures
we’re able to help those members of our community who may not be able to
get to the shops due to disability, vulnerability, age or availability of
transport.
Competitive advantage - Provides us with a competitive advantage over
other food retailers and markets.
Increased convenience - Our opening hour maybe not be as convenient as a
supermarket for a critical mass of shoppers. This strengthens our position
with the delivery component and removes some of the convenience barriers.

THE SERIOUS BIT
TRANSACTIONS
Gross Sales
Average Basket
(transactions total / per day)
Return Customers
# Traders

Total

1-30 June

1-22 July

$162,023

$25,116

$68,660

$151
(1,082 / 15)

$146
(174 / 9)

$157
(440 /28)

22.4%

47.73%

31.38%

25
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Most deliveries (on one day) – 118 on Saturday, 4 April 2020 (the old manual system).
Most popular items – Strawberries, St David Full Cream Milk (2lt), Avocado, Lemons, Bananas.
Largest Single Basket - $780.37
Most spent (across the duration) - $2,953 (in 8 transactions - but not the same customer as above).
Most transactions – 4 customers with 12 orders each, followed by 1 with 11 orders, 5 customers with
10.
Furthest Billing Address – St Albans, UK (16,912km!!) . A gentleman ordered online for his son, in
Prahran, for a special event.

