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Executive Summary  

__________________________________________________________________________________________________________________________________ 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1 According to the Pew 
Research Center, 11% of US 
households are not yet 
online. This information 
helps to establish a more 
realistic definition of the 
share of grocery shopping 
that has the potential to 
shift from in-store to online. 
 

 

Brick Meets Click has been tracking online grocery growth since 2011. This 2018 shopper research 
report lays out a customer-focused framework for understanding how online grocery shopping is 
developing.  
 
The findings are based on a large sample of nearly 5,000 US households who use the internet,1 and 
included both households that do and do not buy groceries online. This made it possible to gauge the 
size of each group, and how fast shifts were likely to happen. The survey was conducted in May 2018. 
 
This report discusses six key findings:  

1. The share of groceries bought online is growing at a brisk pace – page 5 
2. Most of the near-term growth in spending will come from the approximately one-third 

households that already buy some groceries online – page 9 
3. Higher spending per trip is driving online growth today – not household penetration or  

order frequency – page 10 
4. Most grocery shoppers concentrate their online spending – page 13 
5. There’s no guarantee online grocery shoppers will stick with the same service – page 15 
6. Amazon already holds a dominant position in grocery, and Prime will help it increase  

share of spending – page 19 
 
These findings indicate that near-term online grocery growth will come from consumers who already 
use these services, like its advantages, and are shifting more of their spending to providers who can fill 
larger orders and be trusted to handle perishables. Should satisfaction improve with regard to finding 
and receiving everything shoppers want to buy, household penetration may grow again, driven by more 
word of mouth recommendations. 
  
Taken together, the findings in this report provide a clearer picture of what’s happening at the national 
level. Retailers can use them as benchmarks to assess their competitive position in their markets. 
 

The Brick Meets Click Team  
July 2018 
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Business Takeaways 
_________________________________________________________________________________________________________________________________ 

 

 
 

  

Don’t misjudge what’s driving the growth of online grocery. 
Brisk spending among active online grocery shoppers is the main driver much of today’s 
growth – not household penetration or frequency as in past years. These active shoppers 
have experienced and value the advantage of online grocery shopping and are shifting 
more of their weekly grocery spending online (up 61% over the past year).    
 
Supermarkets are well positioned to serve the growing demand. 
Today’s supermarkets have the assortment required to fill larger orders, and their 
physical locations in local markets are an advantage. However, operators need to 
continue to improve their execution to ensure that online customers can find and receive 
all the items they want to buy. 
 
Balancing growth opportunities – short term vs. long term 
To achieve growth in the short term, focus on strategies for both retaining your current 
online shoppers and attracting your competitor’s online shoppers. The goal is to increase 
purchase frequency and total spending. 
 
Longer term, growth opportunities are going to be determined by how ecommerce will 
evolve in combination with physical stores. To be in the right mode to serve shoppers, it 
will necessary for both retailers and brands to anticipate and navigate the impacts of 
both automation and the economic factors that will determine the size, location, and 
operations of stores as the next generation of grocery retail evolves. 
 
Watch out for Amazon. 
Amazon is the Trojan horse. With its high household penetration, Amazon already has 
relationships with millions of US households. Its online grocery penetration is 
significantly lower, but this is poised to change: By linking its grocery-related services to 
Prime, Amazon is enticing consumers to spend more via a growing number of discounts 
linked to Prime membership, and the Whole Foods acquisition offers a perishables 
distribution network.  
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About the study 

___________________________________________________________________________________________________________________________ 

 

Types of Products Included (Dept./examples) 

General Merchandise Automotive, batteries, office supplies 

Grocery Alcohol, food (cereal, snacks), nonfood (detergents, pet foods) 

Health & Beauty Care Medications & remedies, oral hygiene, skin care 

Perishables Bakery, meat & seafood, produce 

Types of Providers Included  

Supermarkets  Albertsons, Kroger, Safeway, etc. 

Online Delivery 
Platforms1 

Fresh Direct, Peapod. 

Mass Merchants2 Target, Walmart  

Clubs2 Costco, Sam’s, BJs  

Amazon Prime Now, Fresh, Pantry, Subscribe & Save, Amazon.com, etc.  

Meal Kit Providers3 Blue Apron, Hello Fresh, etc.  

All Others Boxed, Chewy, Jet, etc. 

1 Retailers who mainly deliver orders and operate a digital store, i.e., consumers can't shop a physical 
store. 
2 Includes all fulfillment methods: delivery, pick up, and ship-to-home. 
3 Has limited / no physical presence in the markets served, relies on ship-to-home fulfillment via carrier, 
delivery usually takes 2–4 days. 
NOTE: Third-party providers (e.g., Instacart, Shipt) are captured under the respective retail channels that 
the consumer shopped using this service. 

 

The insights in this report are 
derived from a sample of 4,855 
qualified responses* to an 
online survey fielded during 
May 2018.  The sample is 
nationally representative based 
on geography, and the 
responses are weighted based 
on age distribution of adults 
(18+).  Prior year results are 
derived from a similar Brick 
Meets Click survey conducted 
during May 2017.  
 
The scope encompasses all 
grocery-related products that 
consumers can buy across 
online service segments in the 
US.  
 
* A total of 5,616 consumers 
participated. Qualified responses 
include only completed surveys that 
passed quality checks. 
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Finding 1 >  
The share of groceries bought online is growing at a brisk pace.  

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––  

 

The online share of  
total grocery spending  
is up 22% over last year. 

 
 

 
 
 
 
 
 
  

Until now, there’s been little 
agreement on how much and how fast 
online grocery spending is growing in 
the US. Based on this large-scale 
survey, online’s share of total grocery 
spending increased from 4.5% in 2017 
to 5.5% in 2018 – a 22% increase. 
 
Most of the growth in grocery retailing 
is happening online, even though 
online is still a relatively small portion 
of total spending. 

Online’s Share of Total Grocery Spending 
All US households that use the internet 

 

 

3.4%

4.5%

5.5%

2016 2017 2018

up 
22% 
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FINDING 1 > The share of groceries bought online is increasing at a brisk pace. 
_________________________________________________________________________________________________________________________________ 

 

Growth in spending is driven by customers who already buy 
groceries online, not by more shoppers adopting the practice. 
 
Spending by weekly active online grocery shoppers increased from  
28% of the household’s grocery spending in 2017 to 46% in 2018 –  
an increase of 61% over the previous year.  
 

 
 
 
 
 

 
 
 
 

28%

2017

46%

2018

Online Share of Total Weekly Grocery Spending 

Households purchasing groceries online in the last 7 days  

Up 
61% 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Shoppers who have experienced 
the advantage in online grocery 
shopping are spending a lot more 
online.  
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FINDING 1 > The share of groceries bought online is increasing at a brisk pace. 

_____________________________________________________________________________ 

 

Amazon has the highest household penetration,  
but club, mass, and supermarkets are growing faster.  

 

Where are 
consumers shopping 
for groceries online? 
Percent of monthly active 
shoppers* 
 

54%   Amazon 

19%   Mass Merchants 

18%   Supermarkets 

10%   All Others 

  8%   Club Stores 

  7%   Online Delivery Platforms 

  5%   Meal Kit Providers 

Percentage Change 2018 vs. 2017  
 

 

-6.0% -4.0% -2.0% 0.0% 2.0% 4.0% 6.0%

Amazon

Mass

Supermarkets

All Others

Club

Online delivery platforms

Meal kits

Continuing growth across several provider types shows that regular online 
grocery shoppers are finding value in a variety of different services. Purchase 
penetration grew markedly faster for providers who also have a physical 
presence in the local market, which helps explain Amazon’s move to expand 
their physical presence in the market. 
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FINDING 1 > The share of groceries bought online is increasing at a brisk pace. 
________________________________________________________________________________________________________________________________ 
 

Online grocery sales are expected to grow  
much faster than in-store sales. 
 
Online spending is expected to grow at a brisk rate compared with in-store sales – 13% vs. 1.3%,  
ten times faster. The steady shift of grocery purchases online highlights how important it is to  
capture a share of this business to secure a solid market position.  

 
 
 
 
 

 
 
 

3.4%

4.5%
5.5%

6.3%
7.0%

7.6%
8.2%

2016 2017 2018 2019e 2020e 2021e 2022e

Share of Spending 
 
HOW FAR: Online’s share of total 
grocery spending is expected to exceed 
8% by 2022.  
 
HOW FAST: The forecast projects a 13% 
CAGR (compound annual growth rate) 
for online grocery sales, compared to 
1.3% for in-store sales (excluding the 
effects of inflation).  
 

13% CAGR 

BMC Online Grocery Forecast 

Online Share of Total Grocery Spending - US 
All households – May 2018 
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Finding 2 > Most of the near-term growth in spending  
will come from the approximately one-third of households  
that already buy some groceries online. 

_________________________________________________________________________________________________________________________ 

 

 

   

Today’s growth 
Only about 30% of US households reported that there’s a good 
chance that they’ll buy groceries online in the next 3 months.  
For the remaining 71%, the chances are very low. This 
highlights two important takeaways.  
 

1. The near-term growth in online grocery spending will come 
almost exclusively from this 29% of households. Marketing that 
falls outside this group will become more expensive, and it will 
be challenging to achieve similar productivity. 
 

2. The place to find new customers is in the 21% of households 
who say they are only slightly likely to buy groceries online in 
the future – or those who experience a lifestyle change that 
makes the convenience of online shopping more important to 
them, like the birth of a baby. 
 

Tomorrow’s growth may change 
Household penetration may again become a growth driver 
should satisfaction measures improve, thereby generating 
increased word of mouth recommendations. Longer term,  
the impacts of new automation systems and how they are 
integrated into store and fulfillment operations will no doubt 
impact costs and household penetration rates. 

Likelihood of Buying Groceries Online 
in Next 3 Months 
All households 
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Finding 3 > Higher spending per order is driving the growth of 
online grocery – not household penetration or order frequency.  

_______________________________________________________________________________________________________________________ 

 

Average order value is up 11% over last year. 
 
Spending per order is up 11%. This reflects a shift in where consumers are doing their online shopping –  
that is, a shift from providers that fill small one- or two-item orders to those that fill larger orders.  
 

 
 
 
 

  
 
 
 

FINDING 3 > Higher spending per order is driving the growth of online grocery today. 

$62
$69

2017 2018

Up
11%

Average Order Value 
Dollars per online grocery order 

Average Order Size by Provider Type 
 

 

$143 

$116 

$74 

$63 

$60 

$56 

$45 

$0 $20 $40 $60 $80 $100 $120 $140 $160

Online Delivery Platforms

Supermarkets

Club Stores

Mass Merchants

All others

Meal Kit Providers

Amazon
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___________________________________________________________________________________________________________________________ 

 

At the same time, household penetration and  
order frequency show little change . . . 
 

 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

Household Penetration  
Percent of all monthly active households 

 

Growth is not coming from increases in penetration and order frequency. The share of households 
that are active online grocery shoppers is unchanged from 2017, and the number of average monthly 
orders among active shoppers is up just 1%. 
 

Monthly Order Frequency 
Average number of online grocery orders 
based on monthly active households 

 

2.13
2.15

2017 2018
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FINDING 3 > Higher spending per order is driving online grocery growth today. 
_____________________________________________________________________________________________________________________________ 

 

. . . but there are subtle shifts that show  
       greater interest by younger shoppers  
 

 

 
 
 
 
 

The household penetration of 18 to 29 year-olds 
is increasing. 
 
The percent of 30 to 44 year-olds who regularly 
shop for groceries online is holding steady. This 
age group also places the largest online grocery 
orders.  
 
Older shoppers’ household penetration has 
declined somewhat since 2017. 
 
This indicates that spending on customer 
acquisition of online shoppers will be more 
effective when targeted to younger shoppers.  
 
 

Monthly Active Online Grocery Shoppers by Age 
2018 vs. 2017  

 

19%

27%

22%

19%

22%

26%

19%

16%

18-29 30-44 45-59 >60

2017 2018
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Finding 4 > Most online grocery shoppers don’t spread  
their spending around.  

_____________________________________________________________________________________________________________________   
 
 
Customers in many markets can access online shopping from multiple sources,  
but most just use one type of provider. Eighty percent of active online grocery shoppers  
use services from just one provider type, suggesting the time required to learn to use 
 an online service may discourage many from cross-shopping. 
 

 
 

 
 
 

 
 
 
 
 
 
 

  

 

Types of Providers Shopped in 
the Past Month 
% of monthly active online shopper 
households 

 

One 
80%

Two 
15%

Three 
4%

Four 
1%

 

3%

4%

7%

9%

10%

17%

49%

Meal Kits

Online Delivery Platforms

Club Stores

Supermarkets

All Others

Mass Merchants

Amazon

For the 80% of household who 
shopped only one type of provider, 
almost half of them use Amazon 
for online grocery orders. This was 
not surprising because of Amazon’s 
early lead in online shopping and 
because of the broad range of 
services it offers. 
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FINDING 4 > Most grocery shoppers don’t spread their online spending around. 
___________________________________________________________________________________________________________________________ 
 

For mass merchant and supermarket consumers who  
do cross-shop, Amazon is always high on their list. 
 
 
Amazon is used more by mass merchant online shoppers than by supermarket online shoppers,  
indicating that Amazon is a more immediate threat to mass merchants when it comes to online groceries.  
 

 
 
 
 

 
 
 
 
 
 
 
 
 

Mass Merchant Online Grocery 
Customers Also Shop Online at . . . 
Percent of monthly active shoppers 

 

3%

6%

11%

13%

26%

Meal Kits

All Other

Club

Supermarkets

Amazon

Supermarket Online Grocery  
Customers Also Shop Online at . . . 
Percent of monthly active shoppers 

 

6%

7%

11%

13%

17%

Online Delivery
Platforms

Club

All Other

Mass

Amazon
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Finding 5 > There’s no guarantee online grocery shoppers  
will stick with the same service. 
___________________________________________________________________________________________________________________________ 

 

Customer retention is an ongoing issue. 
 
 

 
 
 
 
 
 
 

Likelihood to Use the Service Again 
Percent of monthly active users 

  

69%

31%
Extremely/Very Likely

Moderately/Slightly/Not
at all

Even though most online 
grocery shoppers are 
concentrating their spending 
with one service, only 69% 
of monthly active online 
shoppers plan to use the 
same service again. More 
than 30% are not likely to 
use their most recently 
shopped service.  
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FINDING 5 > There’s no guarantee online grocery shoppers will stick with the same service. 
________________________________________________________________________________________________________________________________ 

 

On average, only 4 out of 5 online shoppers were  
able to find everything they wanted to buy. 
 

Online grocery shoppers across all 
sectors report that they’re not finding 
everything they wanted to buy. On 
average, retailers haven’t improved 
performance vs. the previous year. 
 
Sometimes it’s because the product 
isn’t offered, sometimes the product is 
offered in-store but not available 
online, and many times it’s because the 
customer just can’t find it through the 
thousands of items.  
 
Improving search capabilities is one 
way to address this. 
 
 
 

 

  
Average is down 2 %  

from previous year 

Found Everything I Wanted to Buy 
Percent of monthly active households 
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FINDING 5 > There’s no guarantee online grocery shoppers will stick with the same service. 
________________________________________________________________________________________________________________________________ 

 

The satisfaction of getting everything ordered varied widely. 
 

 
Online grocery shoppers were more 
successful in receiving everything that 
they ordered – on average, 88% 
received everything they ordered – 
but this is still an issue.  
 
Ensuring that shoppers receive all the 
items they’ve ordered is about retailer 
execution, and shoppers report big 
differences in satisfaction across the 
different types of providers. 
 
The highest grades typically go to 
Amazon, meal kit providers, and mass 
merchants – services that generally 
have smaller number of items per 
order. 
 
Lower grades go to supermarkets and 
online delivery platforms –  those with 
larger number of items per order. 
These providers have the biggest 
opportunity to improve inventory 
availability and ordering practices. 

 

  
Average is down 3%  

from previous year 

 

Received Everything I Ordered 
Percent of monthly active households 
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FINDING 5 > There’s no guarantee online grocery shoppers will stick with the same service. 
________________________________________________________________________________________________________________________________ 
 

The likelihood of using a service again depends heavily on 
whether the customer found and received everything.  
 
Across all provider types, “finding everything” and “receiving everything” had a direct impact  
on how likely customers were to use the same service again – this was especially true for  
Supermarkets and Online Delivery Platforms. For these two providers, failure to receive everything  
ordered had a particularly striking impact, which highlights the important role that these products –  
and therefore providers – play in our everyday lives, especially when it comes to perishables.   
 

 
 
 
 
 
 
 
 

  

Likelihood to Use [Service] Again – Extremely / Very  
 Based on finding and receiving everything 

 
 

39%

63% 59%

74%

52%

63%

78%

89%

No to both Yes to only Find Yes to only Receive Yes to both

All service providers Supermarkets & Online Delivery Platforms
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Finding 6 > Amazon is already a dominant online grocery player 
and Prime will help it increase share of spending. 

___________________________________________________________________________________________________________________________  

 

The Trojan horse: Amazon serves  
more than half of all households that  
buy groceries online.  
 

  

Share of online grocery shoppers- past month 
Amazon vs. Supermarkets – 2018 

 

54%

18%

0%

10%

20%

30%

40%

50%

60%

Amazon Supermarkets

Amazon is already in a strong position in online grocery. It sold 
groceries to 54% of households that bought groceries online in 
the last month, while supermarkets sold to just 18% of those 
households.  
 
Amazon is aware that consumers who like online grocery are 
shifting to providers who have established trust with consumers 
in handling fresh perishable products. This shift helps explain 
why Amazon is putting emphasis on Prime Now and Fresh, as 
well as why it bought Whole Foods. 
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FINDING 6 > Amazon already dominates online grocery, and will use Prime to increase share of spending.  
________________________________________________________________________________________________________________________________ 

 

Linking grocery-related services to Prime will help  
Amazon increase order sizes and penetration.  
 
 

  
 
 

  

More than half of US households 

that use the internet are Prime 
members, but currently far fewer 
than half use any single Amazon 
grocery service. Only 19% of Prime 
members use Pantry, and just 14% 
use Subscribe & Save.  
 
By linking its grocery-related 
services to Prime, Amazon is 
enticing consumers to spend more 
via a growing number of discounts 
linked to Prime membership.  
 
Amazon’s biggest growth potential 
is in the combined share for Prime 
Now and Fresh that is currently 
only 17% but is expected to 
increase rapidly. 
 
 
 

1 Consolidates Prime Now and Fresh, as Amazon is combining these services.  

Are Prime Members 
% all households 
 

 

56%

Prime Members Who Use . . .  
Percent of Prime Households 
 

 

19%

14%
12%

7%

Prime
Pantry

Subscribe &
Save

Prime Now Fresh

Prime Now 
Adjusted1 

17% 



www.brickmeetsclick.com                                                                        How the online grocery market is shifting                                                                                                                                    
© 2018 Brick Meets Click 

 

21 

FINDING 6 > Amazon already dominates online grocery, and will leverage Prime to increase market share. 
________________________________________________________________________________________________________________________________ 
 

Amazon has a LOT of room to grow its online grocery business. 
 

 
 
 
 
 
 

 
 
 
 

 
 
 
 
 
 
 
 

Households That Bought a Product or 
Service from Amazon  
Percent of all US households 

 
 

77%

Households That Bought Groceries 
from Amazon in the Past Month 
Percent of all US households 

 

11%

While more than three quarters of US households buy products from Amazon, only 11% bought 
groceries from them in the last month. Now Amazon is using Prime, Whole Foods, and other 
promotions to increase spending by this 11% of households, and to grow the number of households 
that buy groceries from its online services by providing a seamless and more convenient way to get 
groceries. 
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About Brick Meets Click 

______________________________________________ 

 
 
 

 
 
 
 

 
 

About MyWebGrocer 

___________________________________________ 
 

 
 
 
 
 
 

MyWebGrocer is the industry leader in digital grocery with a history of innovation. Since 
1999, they have worked with leading grocers and CPG brands to build digital channels that 
enable connections, drive loyalty, increase basket size and attract new customers.  
 
Through their Digital Experience Platform installations at 130 of the top grocers, 
representing 10,000 stores, they process more than 3 million orders on an annual basis 
representing nearly a half billion in grocery basket transactions annually across in-store and 
online sales.  
 
Learn more about MyWebGrocer at www.mywebgrocer.com 

Brick Meets Click is a strategic advisory firm that started tracking online grocery growth  
in 2011. We work with retailers, CPGs, and technology providers to find and evaluate  
the right path forward in today’s physical/digital food retail business. 
  
We help our clients tackle the strategic issues that impact key business decisions:   
Changing consumer expectations, new and increasing competitive pressures, the 
integrated online/offline market, greater use of technology in both customer-facing and 
back-office operations, and changing relationships between industry players.  
 
To learn more about our consulting services, briefings, grocery insights platform, and  
B2B services, visit www.brickmeetsclick.com 
 

http://mywebgrocer.com/
https://www.brickmeetsclick.com/

