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“In 2019 growth slowed for the fourth consecutive year in
the online grocery market, as the sector continues to
struggle to reach new customers with much of the growth
in the market coming from existing users.”
– Nick Carroll, Associate Director of Retail
Research

This report looks at the following areas:
The start to 2020 has seen growth rapidly accelerate due to the COVID-19 outbreak, the legacy of
which will be opening up the online grocery market to large numbers of customers who may not have
shopped for groceries online before.
•
•

The impact (and legacy) of COVID-19 on the online grocery sector
D2C: Death by 1,000 cuts?
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‘Grab and go’ digital grocery shop
Grocery voice ordering service
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'Referrals' discount for online grocery purchases
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AI-driven online grocery solution
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advertising expenditure, by media type, 2019
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