
E-GROCERY
a rapidly growing industry where Amazon 
eats the competition for breakfast



SO MANY OPTIONS



HEAVYWEIGHT
S IN THE RING

Peapod 

 Founded in 1989 and launched website in 1996

 Sold to Royal Ahold in 2001
 Cancelled contracts with all grocery companies
 Only partners with chains Stop & Shop and Giant Food

Instacart
 Founded 2012 by former Amazon employee

 Partners with brick and mortar stores for online orders

 Continues to expand and raise capital as of 2018

Amazon Fresh
 Slow roll out in cities across America and then abroad

 Offered alongside Amazon Pantry and Whole Foods
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Omnichannel services offered by grocery retailers (2018)

ADAPTATION OF  
BRICK AND 
MORTAR STORES
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THE DISRUPTED INDUSTRY
 E-Grocery consists of online grocers who are

 standalone e-commerce services that include grocery items  
 brick and mortar supermarkets that allow online ordering.

 Some are even starting to blur the lines.
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GROWTH 
OF AN 
INDUSTR
Y
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Both industries are on the 
rise, earning billions of dollars 
each year.

Online grocery sales almost 
double from 2014 to 2016, 
and in store sales still 
continue to grow.

SALES 
HISTORY
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Consumers who've used 
online or delivery 
grocery services (2017)

Source(s): AYTM

Non
e 

of
 th

e 
ab

ov
e

Onl
in

e 
gr

oc
er

y s
ho

pp
in

g

Sto
re

 p
ick

up
 se

rv
ice

s

Del
ive

ry
 se

rv
ice

s

M
ob

ile
 g

ro
ce

ry
 a

pp
s

Sub
sc

rip
tio

n 
se

rv
ice

s
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0% 56%

29.7%

20.2%
15.8%

11.2% 9.5%

S
h

a
re

 o
f c

o
n

su
m

e
rs

2

More than once a week

Once a week

Once or twice a month

A few times a year

Less often

Never

0.0% 1.0% 2.0% 3.0% 4.0% 5.0% 6.0%

1%

3%

5%

3%

3%

1%

Share of respondents

Frequency of household 
online grocery orders (2017)

Source(s): eMarketer; Gallup

USAGE 
AND 
FREQUE
NCY
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Sources: MGO; Coresight Research
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PROFILE OF A MILLENIAL
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Consumers with a food and drink subscription 
or considering one, by generation (2017)

Millennials 
lead the pack
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Unsurprisingly, 
older primary 
household 
shoppers lean 
toward 
preferring to 
shop mainly 
in-store than via 
mobile or online 

Preferred purchase channels of U.S. shoppers 2017, by age group
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Mobile wallets

Bypass checkout
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Store circular
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Biggest benefits of mobile devices per grocery 
retailers (2018)
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In-store activities can 
be emulated with 
digital counterparts
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Factors influencing U.S. consumers to buy groceries online (2017)

Price and 
convenience are the 
two driving factors 
that consumers 
weigh when 
considering buying 
groceries online
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I like to see and choose products in person before buying them

I enjoy shopping for groceries in-store

I don`t like paying for delivery

I don`t like planning my grocery shopping in advance

It`s inconvenient to remain home for a delivery

My favorite/preferred grocer doesn`t offer this service in my area

It is not available from any retailer in my area

It`s inconvenient to pick up an order at the store

A previous bad experience with online grocery shopping

I have limited Internet access

Other reasons
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The top 3 reasons cited for not buying 
groceries online were:

want to see products in person

enjoy in-store shopping

don’t want to pay for delivery

Source(s): MGO; Coresight Research28

Consumer deterrents to online grocery purchases (2018)
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GROCERY SHOPPER BEHAVIOR (2014)

The younger generations are not only already 

acclimating more quickly to online grocery, but they are 

also trying new products are a more rapid pace.

16



Source(s): MGO; Coresight Research
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TOP ONLINE GROCERY RETAILERS AMONG U.S. CONSUMERS 2018, BY MARKET SHARE

#1
#2 #3



Online retailers

Source(s): ecommerceDB.com
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TOP ONLINE FOOD AND PERSONAL CARE STORES IN 
THE US 2017, BY NET SALES

#1
#2

#3
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In Store Pickup Home Delivery Food offering benefits beyond basic nutrition 
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LIKELINESS TO PAY A PREMIUM FOR… (2018)

Millennials are primed and highly 

willing to pay for convenience:

 more so than other generations

 more for home delivery

Sources: Winsight Grocery Business; IRI



When I'm hungry between meals

When I feel tired and need an energy boost

When I'm too busy to eat a proper sit-down meal

When I'm bored

When I want to treat myself

When I can't be bothered to cook a meal

As part of my sports nutrition regime

79%

42%

39%

38%

36%

17%

6%

Share of respondents

Sources: Welch's; Mintel

Snacking 
time 

preferenc
e of 

millennial 
consumer

s in 
the United 

States in 
2017

“WHEN DO YOU 
USUALLY SNACK?” 89

% 
USE 
FROZEN 
FOODS AS 
A QUICK 
DINNER 
SOLUTION

20



0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

43%

27%

19% 19%

Millennials Gen Xers

Baby Boomers Silents

In
cr

e
a

se
d

 fr
e

qu
en

cy
 o

f p
u

rc
h

as
e

Source(s): Winsight Grocery Business; Acosta
30

Increase in frequency of US frozen 
food purchases (2017), by generation
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generation

Source(s): Specialty Food Association; Mintel
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Millennials are both increasingly 
buying up frozen foods while 
simultaneously spending on 
specialty foods.

Cheese and cheese alternatives
Ice cream and frozen desserts

Chocolate
Coffee, coffee substitutes, and cocoa

Oils and vinegars
Cookies, brownies, cakes, and pies

Pasta
Pasta and pizza sauces

Non-alcoholic beverages
Tea (packaged)

Meat, poultry, and seafood
Salty snacks (chips, pretzels, jerky)

Yogurt and kefir
Cereal (hot, cold, and granola/muesli)

Nuts, seeds, and dried fruit
Bread, muffins, and bagels/bialys

Salsas and dips
Crackers and crispbreads

Seasonings, spices, and spice rubs
Meals (frozen, chilled)

Snack bars and energy bars
Beverages - alcoholic*

Condiments and dressings
Cooking sauces and marinades

Dairy and dairy alternatives
Grains, beans, and rice

Spreads, and nut butters
Antipasti, pickles, peppers and olives

Baking mixes and flours
Candy (non-chocolate)

Soup, stew, bean, and chili
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% of US consumers purchasing specialty foods in 2016, by category
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IMPORTANCE OF FACTORS WHEN MAKING FOOD AND BEVERAGE 
PURCHASES
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Long shelf life/non-perishable

Difficult to find in stores

Easy to ship

Don't need them right away

Things I like to stock up on

I purchase these products on a routine basis

Not essential for my meal planning

Heavy/large

Need them right away

Other
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Attributes that make a food product a good fit for online shopping

Small 
amounts of 
items as 
needed; 62%

All of my 
groceries for 
the week; 
27%

In bulk; 11%

Small amounts of items as needed
All of my groceries for the week
In bulk

Typical online purchase volume of packaged 
food or drink among U.S. consumers (2018)

Source(s): Morning Consult 23



24
Shopping trips

More than 4 times 
a week or every-
day; 6%

2-3 times a week; 
32%

Once a week; 40%

2-3 times per 
month; 16%

Once a month or 
less; 6%

More than 4 times a 
week or everyday

2-3 times a week

Once a week

2-3 times per month

Once a month or less

Source(s): Statista Survey
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In-store grocery shopping frequency of U.S. households (2017)
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weekly trips per household 2006-2018

DECLINE IN TRIP 
FREQUENCY
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In-store grocery shopping frequency of U.S. 
households in 2017, by household income
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U.S. Amazon Prime membership 
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EXPONENTIA
L POTENTIAL

Sources: eMarketer
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The e-grocery market is growing faster than 
the brick and mortar market. Amazon also 
has first mover advantage here.

Millennials are primed for this shift because 
they hold different perspectives, valuing 
convenience and prices.

Processed and frozen foods are a great fit. 
They are not as taboo to this demographic 
and integrate will to today’s lifestyles.
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