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FOR IMMEDIATE RELEASE  
 
 

CONSUMERS PREDICT FRIDGES WILL PREPARE SHOPPING LISTS 
AND ARRANGE DELIVERIES BY 2015: GLOBAL SURVEY 

 
 

Multi-country study into the future of retailing reveals technology’s potential 
impact on how consumers shop and how retailers engage their customers 

 
 
TORONTO, July 7, 2008 – A new study suggests that among Canadian Internet users who 

have primary responsibility in their household for shopping, more than half believe that 

networked refrigerators and online devices will be available to prepare shopping lists and 

order goods that require replenishing. 

 

TNS’ New Future In Store report reveals that a majority of online consumers in every country 

surveyed, except Japan, believe that networked shopping will be available by 2015.  

Sophisticated refrigerators and Radio Frequency Identification (RFID) technology will be able 

to monitor the products household members use, create shopping lists and even 

communicate with other networked devices to arrange deliveries.  

 

But are we all ready to embrace automated shopping?  According to New Future In Store, 

the jury is still out.  While 55 per cent of Canadian Internet users predict networked devices 

will be used widely, just 29 per cent see this as having high appeal for them.  And despite the 

promise of being able to give up the perfunctory weekly trip to the supermarket, most 

consumers do not see networked fridges as a practical solution, as just 17 per cent say they 

would be likely to use them.  

 

“The technology to automate shopping to the degree we described to our survey participants 

is available right now, and in time we will see this in the average household,” said Barry 

Lemmon, global head of TNS Retail & Shopper Insights. 
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“The networked fridge is the most obvious kind of appliance that will facilitate automated 

shopping.  But retailers will need to help their customers understand the benefits of shopping 

this way – as is evident from the current unwillingness that our study revealed regarding 

using this kind of capability,” added Lemmon. 

 

TNS’s New Future In Store survey asked more than 4,600 primary household shoppers 

online in eight countries – Canada, China, France, Germany, Japan, Spain, the United 

Kingdom and the United States – to comment on 12 innovations, including intelligent 

shopping carts, interactive dressing rooms, and biometric payment systems.  The data were 

collated and analyzed in February 2008. 

 

The most highly regarded of the 12 innovations in the TNS survey is the use of a biometric 

fingerprint that links to a shopper’s bank account or credit card to make payment.  By 

comparison, the potential presented by automated shopping falls into sixth place.  Globally, 

the appeal of networked shopping is highest in China (52%) and Spain (45%) and lowest in 

Japan (19%) and the U.K. (25%).  The concept holds slightly more appeal in Canada (29%) 

than it does in the U.S. (27%). 

 

Siemon Scamell-Katz, founder of shopper strategy consultancy TNS Magasin, said: “There is 

no doubt that networked shopping is coming, especially as homes become more digital. 

Consumers can expect to shop location-free via wireless broadband and wireless devices.  

Networked appliances, human-machine interaction and device-to-device communication will 

help us replenish our routine food, beverage and household items automatically.  As this 

becomes more prevalent, it will have an impact on the numbers of new products coming to 

market.  We will see a higher failure rate for new products and extensive range rationalization 

in those categories where consumers will no longer have much involvement in what they 

buy.“ 

 

“Innovation may well come from new category invention rather than minor product 

development in established categories.  This means that product innovation processes could 

look very, very different – with a consequent impact on what eventually ends up on the store 

shelves,” Scamell-Katz observed. 
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About TNS Retail & Shopper Insights  
TNS Retail & Shopper Insights is a specialist area of expertise that helps leading consumer 

products manufacturers and top retailers gain actionable insights into the shopper 

environment. TNS has built a unique offering that tracks the entire ‘shopper journey’ (before 

shoppers enter a store, as they walk around a store, at the point of purchase, and after they 

have selected a product for purchase). Equipped with the latest technology and research 

techniques, a team of TNS retail and shopping experts is forging global partnerships with 

some of the world’s best-known manufacturing and retail brands. 

 

 

About TNS Canadian Facts 
TNS Canadian Facts (www.tns-cf.com) is one of Canada's most prestigious full-service 

marketing, opinion and social research organizations. 

 

 

About TNS  
 
TNS is a global market information and insight group. 

 

Its strategic goal is to be recognized as the global leader in delivering value-added 

information and insights that help its clients make more effective business decisions.  

 

TNS delivers innovative thinking and excellent service across a network of 80 countries.  

Working in partnership with clients, TNS provides high-quality information, analysis and 

insight that improve understanding of consumer behaviour. 

 

TNS is the world’s leading provider of customized services, combining sector knowledge with 

expertise in the areas of Product Development & Innovation, Brand & Communications, 

Stakeholder Management, Retail & Shopper and Customer Intelligence.  TNS is a major 

supplier of consumer panel, media intelligence and audience measurement services.  

 
TNS is the sixth sense of business™. 
 
www.tnsglobal.com 
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### 
 

Media Contacts: 
 

Kerry Gilfillan 
Vice President, Retail and Shopper Insights, Canada 

Tel: (416) 924-5751 x275 
e-mail:  kerry.gilfillan@tns-global.com 

 
 

David Stark 
Vice President, Public Affairs  

Tel: (416) 924-5751 x238 
e-mail:  david.stark@tns-global.com 


