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“Shopping for groceries online doesn’t meet everyone’s
needs all of the time and as our consumer research shows,

people are clear about the disadvantages as well as the
advantages. The important thing for retailers is that they
continue to improve the online experience for those that

choose to shop this way.”
– Hilary Monk, Senior Retail Analyst

This report looks at the following areas:

• Where next as the online market matures?
• How can grocers improve the shopping experience?
• Delivery is a key battleground
• Click-and-collect – Integration at its best

Our consumer research this year explored people’s attitudes towards possible innovations and
improvement for online grocery shopping. The overarching themes of our findings were control and
clarity. Customers want more say in how they like their goods, how and when they are delivered and a
better two-way dialogue with retailers regarding their order.
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Figure 62: Agreement with innovation and improvements in online grocery delivery, by type of location, November 2014
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An ability to dictate how they like their food
Figure 67: Attitudes towards innovation and improvements in online grocery products/services, November 2014

Figure 68: Agreement with innovation and improvements in online grocery products/services, by retailers used for the majority of
shopping in-store and online, November 2014

Methodology

Shoppers want lower delivery charges
Figure 69: Online grocery retailing – CHAID – Tree output, November 2014
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Company background
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Figure 71: Amazon Europe: Group sales performance, excl. sales tax, 2009-14

Retail offering
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Amazon.co.uk

Asda Group

J. Sainsbury
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Rollout of new grocery platform

New shopping app

Click and commute
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Figure 76: J. Sainsbury: Group financial performance, 2010/11-2014/15

Figure 77: J. Sainsbury: Estimated online grocery revenues, 2011/12-2014/15

Figure 78: J. Sainsbury: Outlet data, 2009/10-2014/15
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Retail offering

What we think

Profits overstatement
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Ocado

Tesco
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Figure 86: Tesco sales breakdown, 2013/14

What we think

Freshness and affordability

Early setback, but company claims the service is ahead of its expectations

A differentiator to distinguish itself from already-established online rivals

Delivery coverage weakness

Online price-checker tool and loyalty card

Company background

Company performance
Figure 87: Wm Morrison Group: Group financial performance, 2010/11-2014/15

Figure 88: Wm Morrison Group: Outlet data, 2010/11-2013/14

Retail offering

What we think

Changing the way people shop online for groceries

Market-leading click-and-collect trial

Specialist sites

Company background

Company performance
Figure 89: Waitrose Ltd: Group financial performance, 2010/11-2014/15

Figure 90: Waitrose: Estimated online grocery revenues, 2011/12-2014/15

Figure 91: Waitrose Ltd: Outlet data, 2010/11-2014/15

Retail offering

Wm Morrison Group

Waitrose
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