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Digital grocery will become the largest ecommerce category by 2026, according to our US
Digital Grocery 2024 report. To grow their share of digital grocery sales, brands need to
understand what motivates consumers to buy groceries online, how the digital grocery
experience can be improved, and where growth opportunities lie.

Here are five charts to help navigate the digital grocery landscape.
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1. Digital grocery has room to grow

Grocery Retail Ecommerce Sales
UsS, 2021-2025

$228.44

2021 2022 2023 2024 2025

M billions @ % change

Note: includes food and nonfood grocery products ordered using the internet, regardless of
method of payment or fulfillment; grocery items are products that people regularly buy
from a grocery store, including food and beverages, pet food, household cleaning products,
personal care products, and other household consumables; excludes restaurant sales

Source: EMARKETER Forecast, February 2024
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US digital grocery sales will grow 11.5% to reach $204.61 billion this year, according to our
forecast. And there’s still a lot of room for growth, as digital grocery will represent just 13.0%
of total grocery retail salesin 2024.

Food and beverage is the primary driver of digital grocery gains, but subcategories like pet
food, household cleaning products, and personal care products are also contributing to
growth, per our US Digital Grocery 2024 report.

2. Grocer platforms dominate over third-party delivery intermediaries

Share of US Grocery Digital Sales, by Channel,
Q1-Q4 2023
% of total

Q12023 Q2 2023 Q3 2023 Q42023
W Grocer platform [l Third party

Source: Incislv, "2023 Digital Grocery: Year in Review™ in partnership with Wynshop, Dec 14,
2023
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Third-party grocery intermediaries lost share to grocer platformsin 2023, securing 15.2% of
US digital grocery sales in Q4, down from 18.3% in Q1, according to December 2023 data
from Incisiv and Wynshop.

If third-party intermediaries want to gain back share, they need to focus on making the
shopping experience as seamless as possible, whether it’s through search improvements,
product recommendations, and/or simplifying the payment process. But they’ll continue to
face challenges from retailers building their own tools.

3. Consumers cite out-of-stocks, incorrect delivery orders as top challenges
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Leading Challenges That US Adults Experience
With Online Grocery Shopping, Nov 2023
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Out-of-stock items

Incorrect items delivered

8

Ordered item not delivered 38%

Ordered item exchanged without notice 37%

Item delivered spoiled/not fresh 3%
Source: NCR Voylx, "The 2024 Digital Commerce Index," Jan 14, 2024
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Out-of-stocks are the No. 1 challenge US adults experience while online shopping, according
to November 2023 data from NCR Voyix. To help prevent out-of-stocks, many retailers are
turning to Al to help them analyze data in real time and make more informed decisions about
inventory.

The rest of the challenges with online shopping all revolve around the delivery process,

4. Influencers don’t have as much sway in digital grocery

Leading Product Categories That US Adults
Purchased After Seeing Products Promoted by
Influencers, July 2023

% of respondents

Beauty & personal care 60%
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Cell phones & accessories 27%

Grocery & gourmet food 27%
19%
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Pet supplies
16%

15% Movies & TV shows

14% Sports & outdoors

12%
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8% Automotive parts & accessories

Note: ages 18+ who made a purchase vio Amazon in the past 6 months
Source: Feedvisor, "A Deap Dive into Modern Consumer Purchosing Trends in E-Commerce,”
Oct 6, 2023
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While influencers are major drivers of beauty, personal care, and apparel purchases among US
adults, they have less influence over grocery or gourmet food products, according to a July
2023 survey by Feedvisor.

However, among social media users worldwide who watch influencer content, 51% report that
they typically watch cooking recipes, more than those that watch tutorials (42%) or product
reviews (41%), according to a February 2024 report from Snap Inc. and IPG Magna. This
suggests consumers are more interested in seeing how products can fit into their everyday
lives rather than hearing a list of product attributes.

5. Coupons are key for courting consumers and advertisers alike

Actions US Digital Shoppers Are Taking to Combat
Rising Shopping Costs, Dec 2023

% of respondents

Look for discounts and coupons

30%

Do product research to find the best prices for a product
20%

Shop less or try to delay my purchases

18%

Buy more store-brand products (private label) to cut costs
17%

Do product research to find the best-quality product irrespective of brand
15%

Note: oges 18+
Source: Intelligence Node, "2024 Consumer Buying Behavior Report”in partnership with
Dynata, Jan 23, 2024
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To combat rising shopping costs, 30% of US digital shoppers said they were looking for more
discounts and coupons, according to a December 2023 survey from Intelligence Node in
partnership with Dynata.

But coupons aren’t just important to consumers. Two-thirds (67%) of US consumer packaged
goods (CPG) brands expect digital or physical coupons to be a part of retail media network

offerings, according to an August 2023 survey from Coresight Research in partnership with
NielsenlQ.

Though retail media encompasses categories across the retail landscape, grocery remains at
its core, with four out of five largest US retail media networks being connected to CPG or
grocery sales of some kind, per our forecast.
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This was originally featured in the Retail Daily newsletter. For more retail insights, statistics,
and trends, subscribe here.
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