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to shop for groceries online, as retailer investments in the space have created
new efficiencies that enable consumers to shop for groceries however and
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current prices, 2019 and 2021

MARKET FACTORS
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* Inflation and rising costs will shift the online grocery
landscape
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Strengthen service offerings through online personal
shoppers

Acquire third-party rapid delivery firms to emphasize speed
Expand center aisle and general merchandise appeal via
ecommerce channels

Figure 15: Giant Foods + Ship2 Me partnership, 2022

THE ONLINE GROCERY CONSUMER: FAST FACTS
GROCERY SHOPPING OVERVIEW

Who shops for groceries

Nearly all adults shop for groceries; many share the
responsibility

Figure 16: Grocery shopping responsibility, by gender and
age, 2022

How often they shop

Shopping frequency is increasing as consumers shop in new
ways and across multiple channels

Figure 17: Shopping frequency, by generation, 2022

Figure 18: Shopping frequency by consumer shopping
method, 2022

Parents are frequent grocery shoppers

Shopping method

Online and multichannel shopping remains elevated, but in-
store sees a rebound

Figure 19: Shopping methods, 2022

Figure 20: Select Shopping Methods, year over year, 2022
Millennials are driving multichannel shopping; older
consumers stick to in-store

Figure 21: Shopping Method, by generation, 2022
Consumers shop online for larger stock-up trips

Figure 22: Preferred shopping method by trip type, 2022
Figure 23: Preferred shopping method by trip type, by
generation, 2022

CONTINUED IMPACT OF COVID-19 ON ONLINE GROCERY
SHOPPING

Online shopping remains elevated as pandemic behaviors
persist

Figure 24: Impact of COVID-19 on grocery shopping, 2022
Who's shopping more online

Figure 25: Selected Impact of COVID-19 on grocery
shopping, by gender, age and parental status, 2022

Figure 26: Target adds Starbucks pickup fo its “Drive Up”
service, 2022
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INTEREST IN FUTURE ONLINE GROCERY SHOPPING

 Interest in online shopping continues to grow, but some
holdouts remain
Figure 27: Interest in future online shopping among in-store
shoppers, 2022
Figure 28: Interest in future online shopping among in-store
shoppers - NETS, 2022
Figure 29: Anticipated amount of online shopping among
online shoppers, 2022
Figure 30: Anticipated amount of online shopping among

online shoppers, by generation, 2022

SHOPPING BY CATEGORY

« Consumers still shop in-store for most categories, but online

shopping habits hold

Figure 31: Shopping for major categories — Online versus in-

store, 2022

* Non-perishables and beverage most often shopped online;

Millennials overindex in all categories
Figure 32: Shopping for major categories — Any online, by
generation, 2022

RETAILERS SHOPPED ONLINE

* Walmart and Amazon go head to head, but Walmart retains

its lead
Figure 33: Retailers shopped online, 2022
Figure 34: Giant Foods eliminates pickup fees, 2022
* Younger consumers drive mass merchant online grocery
dominance; Baby Boomers loyal to supermarkets

Figure 35: Retailers shopped online, by generation, 2022

USAGE OF ONLINE SHOPPING APPS AND MEMBERSHIPS

* Paid memberships dominate; Instacart falls below direct
from retailer
Figure 36: Apps and Memberships used for online grocery
shopping, by generation, 2022
Figure 37: Kroger highlights fuel points; Walmart+ offers
Spotify Premium benefit, 2022

REASONS FOR SHOPPING ONLINE

« Convenience, especially time saved, drives consumers to
shop online
Figure 38: Reasons for online grocery shopping, 2022
Figure 39: Walmart adds “Shop By Diet” feature, 2022
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* Value to rise in importance amid escalating prices
Figure 40: Select reasons for shopping online — Value, by
generation, 2022
Figure 41: Afterpay polls users on Twitter about BNPL for
groceries
* Younger consumers seek enjoyment when shopping online
Figure 42: Select reasons for shopping online, by generation,
2022
Figure 43: Albertsons + Pinterest shoppable recipes, 2021
 In their own words: consumers describe their online

shopping preferences

REASONS FOR NOT SHOPPING ONLINE MORE

« Strong preferences for in-store shopping a hold; lack of
trust is a factor
Figure 44: Shipt ad campaign highlights personal shoppers,
2021
Figure 45: Reasons for not shopping online more, by
generation, 2022

* Asian consumers more hesitant than others to shop online
Figure 46: Select reasons for not shopping online more, by
race and Hispanic origin, 2022
Figure 47: Umamicart, Asian-focused online grocer, 2021
Figure 48: Weee!, Asian and Hispanic-focused online grocer,
2022

ONLINE SHOPPING BEHAVIORS

* Online shopping supports list-making and price comparison
Figure 49: Online shopping behaviors, 2022

- Baby Boomers take a prescriptive approach, younger
consumers more likely to shop around
Figure 50: Select online shopping behaviors, by generation,
2022
Figure 51: Instacart adds features o increase value for
shoppers, 2021

« Consumers look for transparency on product labels
Figure 52: Select online shopping behaviors, product labels,
2022
Figure 53: Research on nutrition labeling in grocery
ecommerce; Kroger “Food as Medicine” recognition, 2022

* Impulse and add-on purchases a challenge in grocery

ecommerce
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Figure 54: Select online shopping behaviors, impulse and
add-on purchases, 2022

Behaviors of frequent online grocery shoppers

Figure 55: Behaviors of frequent online grocery shoppers,
2022

ATTITUDES TOWARD ONLINE GROCERY SHOPPING

Convenience is the hook, but opportunities to innovate
abound

Figure 56: Attitudes toward convenience, by generation,
2022

Figure 57: Google Cloud launches Retail Search, 2022
Fresh foods present a challenge and an opportunity for
ecommerce

Figure 58: Attitudes toward freshness, by generation, 2022
Consumers expect a range of delivery options

Figure 59: Attitudes toward delivery, by generation, 2022
Figure 60: Domino's pizza rewards customers for picking up
orders, 2022

Rapid delivery serves up speed and convenience for those
willing to pay for it

Figure 61: Kroger, Publix partner with Instacart on rapid
delivery, 2021

Figure 62: Attitudes toward fast delivery, by gender and age,
2022

Online experiential concepts add enjoyment and
encourage impulse purchases

Figure 63: Attitudes toward impulse and enjoyment, 2022
Figure 64: Thailand’s Central Retail plans supermarket in the
metaverse, 2022

Consumers are interested in ordering fresh, hot prepared
meals online

Figure 65: Attitudes toward prepared food delivery, by
generation, 2022

Figure 66: Attitudes toward prepared food delivery, by race
and Hispanic origin, 2022

Parents are a key target market for online grocery shopping
Figure 67: Attitudes toward online grocery shopping, by
parental status, 2022

APPENDIX - DATA SOURCES AND ABBREVIATIONS
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Sales data
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* Forecast

« Consumer survey data

« Consumer qualitative research
- Abbreviations and terms

> Abbreviations

APPENDIX - THE MARKET

Figure 68: Total US online sales and forecast of groceries”, at
inflation-adjusted prices, 2016-26

Figure 69: Total US online sales of food and beverages’, at
inflation-adjusted prices, 2016-21

Figure 70: Total US online sales of health and beauty
products, at inflation-adjusted prices, 2016-21

APPENDIX - THE CONSUMER

Figure 71: Interest in Future online shopping among in-store
shoppers, by generation, 2022

Figure 72: Reasons for online grocery shopping, by
generation, 2022
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