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"Despite doubling from 2013-18, online grocery sales in the
US remain a small proportion of total grocery sales and an
even smaller proportion of total eCommerce."

— Diana Smith, Associate Director - Retail &
Apparel

This report looks at the following areas:

BUY THIS

Unlike other major product categories, adoption of online shopping in this sector has been slow, namely RE PO RT NOW
due to consumers’ strong preference to shop in-store, coupled with concerns about food arriving fresh
and undamaged upon delivery. Still, as with total eCommerce, online grocery ordering will increase,

with younger generations leading the way. VISIT:

store.mintel.com

e Grocery is the anomaly when it comes to eCommerce

e Online grocery shopping still seen as too risky

e Perishables least likely to be purchased online CALL:
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Millennials take on more grocery shopping responsibility
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Not a straight shot to the checkout screen
Online shoppers prefer orders to be delivered over picking them up at the store

Trial incentives and freshness guarantees could move skeptics to action
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Online shopping currently a small piece...
Figure 16: Shopping methods, April 2018

...but future looks brighter
Figure 17: Interest in future online shopping, April 2018

A closer look at multi-channel shoppers
Figure 18: Multi-channel shoppers, by generation, April 2018
Figure 19: Multi-channel shoppers, by parental status by gender, April 2018
Figure 20: Multi-channel shoppers, by area, April 2018

Saving time and money main reasons to opt online
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Categories Purchased Versus Not Purchased Online

Coffee/tea most likely to be purchased online; perishables fall to the bottom
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Non-food categories are an opportunity for more trial of online shopping
Figure 23: Importance of online retailers’ non-food product selection, April 2018
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Path to purchase is a journey, not a destination
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Comparison shopping made easy via digital channels
Figure 28: Comparison shopping behaviors, by select demographics, April 2018

In their words

In-store Pickup and Delivery Preferences

Online shoppers prefer delivery over store pickup
Figure 29: Delivery versus store pickup preferences, by age and area, April 2018

Consumers’ thoughts on in-store pickup
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Consumers’ thoughts on delivery
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Re-evaluating pricing strategies could yield gains
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Additional qualitative research
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