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"Online grocery sales remain only a small portion of total
US grocery sales, but are growing rapidly, more than

doubling over the past five years. That growth is likely to
continue as more young adults take on grocery shopping

responsibility and as retailers continue to strengthen and
expand grocery delivery and store pickup services."

- John Owen,
Associate Director - Food & Drink

This report looks at the following areas:

• Online grocery still small but growing fast
• Most grocery shopping still happens in-store
• Lack of trust a substantial secondary issue

Overcoming the hesitation of less-frequent online grocery shoppers to purchase fresh foods online
could help accelerate overall online grocery sales growth even further.
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