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Key Points
• This year, our survey found that 54.3% of US consumers had 

bought groceries online in the past 12 months, a decline of 4.7 
percentage points (PPTs) from the 2021 survey (which was the 
first to fully capture the pandemic's impact). Furthermore, the 
proportion of respondents who expect to buy groceries online 
in the next 12 months dropped by 2.6 PPTs compared to last 
year’s findings.

• Although the proportion of shoppers who shopped online in 
the last 12 months declined compared to 2021, we saw a slight 
increase in the size of the subset doing “most” or “all or almost 
all” of their grocery shopping online—up 3.6 PPTs to 28.3%. 
This indicates that the online channel now captures a 
meaningful share of full-basket grocery shoppers.

• Our trend data suggest that the proportion of Amazon Prime 
members who buy groceries on Amazon is trending 
downward, with a 1.6-PPT drop in the latest survey period, 
indicating that Prime members are increasingly drifting away 
from purchasing groceries through Amazon. 

• Among online grocery shoppers, 48.2% reported that they 
collect their orders—up 5.2 PPTs from last year and reversing 
a prior multiyear drift toward delivery. We have seen a 
widescale adoption of grocery pickup services by retailers and 
consumers trying to circumvent transportation delays and 
higher delivery fees and surcharges.
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What’s the Story?

In our fifth annual US online grocery survey, we explore grocery 
shoppers’ online buying behavior, including the products they 
buy, the retailers they shop from, their preferences for fulfillment
and more. The consistency of many of our questions has enabled 
us to build up trend data from when we first ran this survey in 
2018.

The basis of this report is our survey conducted on March 24, 
2022, of 2,091 US consumers, of which 54.3% had purchased 
groceries online in the 12 months preceding the survey.

Our previous surveys were conducted in April 2021, March 2020, 
April 2019 and March 2018. Last year’s survey therefore captured 
the full impact of the Covid-19 pandemic (including social 
distancing and stay-at-home restrictions) on US online grocery 
shopping.

Why It Matters

It's no secret that the Covid-19 pandemic has rapidly accelerated 
the shift to e-commerce, leading to a dramatic spike in online 
grocery shopping. Coresight Research estimates that the market 
will expand by a healthy 32.4% year over year in 2022, after 
observing 17.9% growth in 2021 and 94.4% growth in 2020. 
Growth will be supported by the retention of pandemic-induced 
behaviors in the online channel. Retailers should look to build on 
pandemic-driven trends and position themselves for longer-term 
growth.

Introduction

https://coresight.com/research/market-outlook-us-grocery-retailers-channel-stickiness-to-persist/
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Top Three Insights

1. Amazon Is the Most-Shopped Online Grocery Retailer but 
Does Not Capture Full Baskets

According to our survey, Amazon is the most-shopped retailer for 
online groceries. However, that does not mean that shoppers 
turn to the site for their regular grocery shops.

• Our survey found that those who have bought groceries 
online from Amazon are more likely than the average 
shopper to have done almost none or a small amount of their 
grocery shopping online. 

• By contrast, shoppers who have bought groceries online 
from other top retailers—Costco, Sam’s Club, Target and 
Walmart—are more likely than the average shopper to have 
done most or all of their grocery shopping online implying 
that grocery basket sizes at these retailers are bigger than at 
Amazon.

Figure 1. Online Grocery Shoppers: Proportion of Grocery Shopping Done 
Online in Total and with the Top Five Retailers from Which Shoppers Have 
Bought Groceries Online in the Past 12 Months (% of Respondents)

Base: 1,135 US respondents aged 18+ who have bought groceries online in the last 12 months 
(broken down by retailer—586 respondents who bought from Amazon, 573 who bought from 
Walmart, 289 who bought from Target, 183 who bought from Sam’s Club and 178 who bought 
from Costco)
Source: Coresight Research  
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2. Shoppers Bought Groceries Online from Fewer Retailers on 
Average 

This year’s survey found that online grocery shoppers purchased 
from an average of 2.4 retailers in the last 12 months, versus 2.5 
last year. We believe that this is a function of comparatively less-
frequent shopping via e-commerce by consumers. 

This could also indicate that grocery shoppers are in the process 
of solidifying their commitment to one or two “favorite” retailers 
against the backdrop of the launch of online subscription loyalty 
programs by many US grocery retailers since the onset of the 
pandemic.

Figure 2. Online Grocery Shoppers: Average Number of Retailers from 
Which They Bought Groceries Online in the Past 12 Months

Base: US respondents aged 18+ who have purchased groceries online in the last 12 months (695 in 
2019, 599 in 2020, 975 in 2021 and 1,135 in 2022)
Source: Coresight Research  
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3. Younger Shoppers Lead Rapid-Delivery Space

Online grocery shoppers aged 18–44 are more likely to use rapid-delivery (two-hour and same-day) services than older consumers. 

For scheduled deliveries, consumers aged over 60 lead the charge, with just over half of this age group reporting that they have used 
the service for online grocery deliveries in the last 12 months.

Shoppers’ use of different fulfillment options drives the need for retailers to offer a broad spectrum of delivery options to appeal to a 
broader base of consumers. 

Figure 3. Online Grocery Shoppers: Delivery/Collection Service They Used in the Past 12 Months, by Age Group (% of Respondents)

Base: 1,135 US respondents aged 18+ who have bought groceries online in the last 12 months
Source: Coresight Research  
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Survey Findings in Detail

Online Grocery Shopping Declines from Pandemic-
Led Highs

Each year, we ask respondents if they had bought 
groceries online in the past 12 months and if they 
expect to do so in the next 12 months:

• This year, our survey found that 54.3% of all 
respondents had bought groceries online in the 
past 12 months—a decline of 4.7 PPTs from the 
previous survey, which captured the full 
pandemic impact. However, this is still a positive 
result, as it is 4.8 PPTs higher than the proportion 
of consumers surveyed in 2021 that expected to 
shop for groceries online in the next 12 months. 

• In 2022, consumers’ expectations to buy online in 
the next 12 months dropped 2.6 PPTs from 2021. 
The drop in intent to shop through e-commerce 
signifies that online grocery shopping has largely 
stabilized from its pandemic highs, albeit at 
higher levels than pre-pandemic times.

Figure 4. All Respondents: Proportions That Had Bought Groceries Online in the Past 12 
Months and Expect To Buy Groceries Online in the Next 12 Months (% of Respondents)

Base: US respondents aged 18+ (1,885 in 2018, 1,888 in 2019, 1,152 in 2020, 1,652 in 2021 and 2,091 in 2022  
Source: Coresight Research  
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Consumers Increasingly Use the Online Channel To Buy Groceries at Higher Volumes

Although the proportion of shoppers who shopped online in the 
last 12 months declined compared to 2021, we saw a slight 
increase in the size of the subset doing “most” or “all or almost 
all” of their grocery shopping online—up 3.6 PPTs to 28.3%. This 
indicates that the online channel now captures a meaningful 
share of full-basket grocery shoppers.

A lot: This year, 11.8% of online grocery shoppers did “most” or “all 
or almost all” of their grocery shopping online-almost consistent 
with 10.0% last year but a significant step up from pre-pandemic 
levels of around 5%, indicating that online channel now captures 
a meaningful share of full-basket grocery shoppers and that 
more shoppers are now using e-commerce as a substitute for in-
store shopping.

A little: A total of 48.9% of online grocery shoppers said they did 
“almost none” or “a small amount” of their grocery shopping 
online—a notable decrease from 55.3% last year and 63.1% in 
2020.

Figure 5. Online Grocery Shoppers: Proportion of Total Grocery Shopping That Is Done Online (% of Respondents) 

2018 2019 2020 2021 2022 PPT Change 
2021–2022

I do all, or almost all, of my grocery shopping online 5.8% 5.0% 4.3% 10.0% 11.8% 1.9

I do most of my grocery shopping online
(i.e., more than half) 8.5% 6.8% 9.7% 14.7% 16.5% 1.8

I do some of my grocery shopping online
(e.g., between one-quarter and half) 14.0% 15.8% 22.9% 20.1% 22.8% 2.7

I do a small amount of my grocery shopping online
(e.g., less than one-quarter) 38.4% 41.0% 41.6% 38.4% 32.2% (6.2)

I do almost none of my grocery shopping online 
(e.g., shopped online once or twice in the past year) 33.3% 31.4% 21.5% 16.9% 16.7% (0.2)

Base: US respondents aged 18+ who have bought groceries online in the past 12 months (435 in 2018, 695 in 2019, 599 in 2020, 975 in 2021 and 1,135 in 2022)
Source: Coresight Research  
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Increased Grocery Shopping Is Counterbalancing the Decline in Shopper Numbers

Despite a decline in shopper numbers recorded by our survey, the Coresight Research x IRI US CPG Sales Tracker has shown 
consistent year-over-year growth in e-commerce sales of consumer packaged goods (CPG) in total and food specifically. The 
contrasting metrics imply that online grocery sales increases are primarily being driven by more frequent shopping and/or an 
increase in typical basket sizes, rather than being led by an increase in shopper numbers.

Figure 6. CPG E-Commerce Sales Growth (YoY % Change) 

Source: IRI E-Market Insights™/Coresight Research 
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Most-Shopped Retailers: The Gap Narrows Between Amazon and Walmart

Reflecting the decline in the overall proportion of consumers who had bought groceries online, our 2022 survey found that the major 
retailers saw lower proportions of respondents buy groceries from them in the past 12 months, compared to in 2021. 

As we discussed earlier, respondents purchased from an average 2.4 retailers online in the last 12 months, down from 2.5 in the 2021 
survey.

Compared to 2020, Amazon saw the largest decline in online grocery shoppers, of 11 PPTs. The share of Walmart—the second-most-
shopped retailer—also declined, albeit to a lesser extent. Other omnichannel retailers such as Albertsons, Costco and Target saw an 
increase in online grocery shoppers compared to 2020, at the expense of Amazon and Walmart.
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Figure 7. Online Grocery Shoppers: Retailers from Which They Have Bought Groceries Online in the Past 12 Months (% of Respondents)
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In-Store, in the Past 12 Months (% of Respondents)

Base: 2,091 US respondents aged 18+
Source: Coresight Research

2.3:1

Walmart’s Consumer Base Has a High Penetration of 
Omnichannel Shoppers
We asked respondents where they bought groceries in-
store to provide an offline/online comparison for 
multichannel retailers. For comparability between 
channels, the data in Figure 8 are a percentage of all 
respondents.

• Walmart has a confident lead over its brick-and-mortar 
rivals in online grocery. One indication of Walmart’s 
strength is that it sees a narrower gap between online 
and in-store shopper penetration rates than major rivals. 
Of the major retailers, Walmart has the lowest ratio of 
in-store to offline shoppers (2.3:1), suggesting that its 
customer base has a higher penetration of omnichannel 
shoppers.

• Aldi has the highest ratio of in-store to online shoppers, 
reflecting its disproportionately small online consumer 
base compared to in-store.



| 13Deep Dive
May 10, 2022

Packaged Food Leads Among the Categories That Grocery 
Shoppers Buy Online

Respondents bought an average of 5.5 grocery categories online 
in the past 12 months, versus 5.7 categories in last year’s survey, 
which covered the peak of the pandemic.

Packaged food emerged as the most purchased category 
among online grocery shoppers; the breadth of this category 
may support its ranking.

Nonfood grocery products accounted for the second- and third-
most-bought categories. These products are suited for e-
commerce, and shoppers frequently buy them from trusted 
brands and so do not feel a need to see or choose the products in 
person.

The proportion of respondents that reported buying fresh food 
online decreased compared to the 2021 survey, when social 
distancing and stay-at-home measures were in full effect. 
However, the proportion is higher than in 2020, suggesting that 
shopping online for fresh items is now a more accepted part of 
the online grocery shopping experience.

Figure 9. Online Grocery Shoppers: Grocery Categories They Purchased 
Online in the Past 12 Months (% of Respondents)

Base: US respondents aged 18+ who have bought groceries online in the past 12 months (599 in 
2020, 975 in 2021 and 1,135 in 2022)
Source: Coresight Research

Most categories saw a lower proportion of respondents 
buying online this year than amid the height of the 

pandemic

Grocery Categories 2020 2021 2022

Packaged nonfresh foods 68.5% 66.7% 64.9%

Household cleaning and paper 
products 60.8% 67.4% 64.1%

Toiletries/personal care 
products/diapers 63.1% 62.3% 60.1%

Bread or other baked goods 41.7% 49.5% 48.6%

Fresh fruits or vegetables 39.1% 52.5% 47.4%

Fresh dairy products, meat, fish or 
eggs 38.9% 49.2% 46.5%

Frozen food 41.9% 51.7% 46.4%

Pet food/pet products 41.6% 47.6% 42.2%

Cold non-alcoholic drinks 30.7% 34.8% 38.3%

Hot drinks 28.2% 32.1% 31.2%

Chilled prepared foods 26.4% 29.0% 28.9%

Alcoholic drinks 12.5% 18.6% 16.3%

Other categories 11.0% 11.3% 10.3%
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Amazon Prime
Figure 10. Online Grocery Shoppers: Leading Retailers from Which They Bought 
Groceries Online in the Past 12 Months, by Prime Membership (% of Respondents)

Chart shows only those who personally have a Prime membership and those without access to Prime 
benefits. A third group is not charted: those who have access to Amazon Prime membership benefits 
through someone else in their household but who do not have Amazon Prime membership themselves 
Base: US respondents aged 18+ who have bought groceries online in the past 12 months (695 respondents 
with Prime membership; 160 respondents who do not have access to Prime membership)
Source: Coresight Research
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Prime members are almost three times as likely to 
shop at Amazon-owned Whole Foods Market 

compared to non-Prime shoppers

Around half of online grocery shoppers with Prime 
membership made purchases from Walmart

Prime Members Drive Purchases at Amazon and Whole Foods

Unsurprisingly, Amazon Prime members show a greater 
propensity for buying groceries on Amazon.com than those 
without Prime membership: around 57% of shoppers who had 
bought groceries online and have Prime membership bought 
groceries from Amazon in the past 12 months, versus around 
one-third of online grocery shoppers without Prime 
membership. 
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Amazon Is Losing Share of Prime Members Who Buy 
Groceries Online at the Retailer

Our trend data show that the proportion of Prime members that 
buy groceries on Amazon is trending downward, with a 1.6-PPT 
drop in the latest survey period, suggesting that Prime members 
are increasingly drifting away from purchasing groceries from 
Amazon.

Whole Foods seems to have benefitted from its acquisition by 
Amazon. The proportion of online shoppers with Prime 
membership buying from Whole Foods Market is trending 
upward. 

Figure 11. Online Grocery Shoppers: Proportion That Had Bought Groceries Online from Amazon or Whole Foods Market in the Past 12 Months, by Prime 
Membership (% of Respondents)

Table shows only those who personally have a Prime membership and those without access to Prime benefits. A third group is not charted: those who have access to Amazon Prime membership 
benefits through someone else in their household, but who do not have Amazon Prime membership themselves.
Base: US respondents aged 18+ who have bought groceries online in the past 12 months (435 in 2018, 695 in 2019, 599 in 2020, 975 in 2021 and 1,135 in 2022)
Source: Coresight Research

2018 2019 2020 2021 2022 PPT Change, 
2021–2022

Amazon

All 59.5% 62.5% 62.6% 53.2% 51.6% (1.6)

Prime Members 70.6% 68.2% 67.0% 57.7% 56.9% (0.8)

Whole Foods Market

All 3.7% 8.4% 13.2% 14.5% 13.1% (1.4)

Prime Members 2.6% 9.6% 12.0% 14.4% 14.5% 0.1
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Most Amazon Shoppers Use Amazon’s Regular Website for Grocery Shopping

Amazon’s regular website is the most-used service for buying groceries: this year’s survey saw a big jump of 15.2 PPTs, year over year, 
in the proportion of Amazon shoppers purchasing from the Amazon website. This further suggests that a large proportion of Amazon
grocery shoppers are not undertaking conventional, full-basket grocery shops on Amazon.com--its regular website, delivering items 
through the mail or similar delivery services, is not set up for a conventional, multi-item grocery basket that would include 
perishables.

The proportion of respondents who used Amazon Fresh, the company’s full-range regular truck delivery service, saw a decline in the 
latest survey period after growing for four consecutive years.

Moreover, Amazon grocery shoppers use Subscribe & Save—through which Amazon mails out individual, nonperishable items on a 
scheduled basis (such as once a month)—much more heavily than Amazon Fresh.

Amazon discontinued its Prime Pantry service in January 2021. Last year, it also shut down its standalone Prime Now app and website, 
which is now part of Amazon Fresh rapid delivery.

Figure 12. Amazon Grocery Shoppers: Amazon Services Used To Purchase Groceries in the Past 12 Months (% of Respondents) 

*2018, 2019, 2020 and 2021 figures are for Prime Now. 2022 figure is for Amazon Fresh rapid delivery service
Base: US respondents aged 18+ who had purchased groceries on Amazon in the past 12 months
Source: Coresight Research  

2018 2019 2020 2021 2022
PPT Change 
2021–2022

Regular Amazon website (for postal delivery/locker 
collection) 54.6% 52.6% 46.0% 51.0% 66.2% 15.2

Prime Now/Amazon Fresh (rapid delivery for Prime 
members)* 31.9% 34.4% 37.2% 35.5% 28.3%* (7.2)

Prime Pantry (“fill a box” service for Prime members) 29.5% 29.6% 30.6% 23.4% N/A N/A

Amazon Fresh—regular truck delivery service for Prime 
members (non-rapid delivery) 12.0% 24.8% 28.4% 31.8% 27.1% (3.5)

Subscribe & Save (scheduled subscription for specific 
items) 21.9% 24.0% 27.8% 27.6% 30.0% 2.4
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The Last Mile and Quick Commerce

Delivery and Collection Are Neck and Neck

Demand for online grocery delivery has plateaued even as retailers continue to roll out same-day and one- to two-hour delivery 
services. The proportion of online grocery shoppers that mainly opted for order delivery (versus collection) fell by 6.5 PPTs in the latest 
survey period compared to the 2021 survey. This reversed a prior multiyear drift toward delivery over collection.

Around 48% of online grocery shoppers reported that they mainly collected their online orders in the past 12 months, up 5.2 PPTs from 
last year. This growth is likely due to the widescale adoption of grocery pickup services by retailers and consumers trying to 
circumvent transportation delays and higher delivery fees and surcharges.

Figure 13. Online Grocery Shoppers: Whether They Mainly Used Delivery Services or Collection in the Past 12 Months (% of Respondents)

Base: US respondents aged 18+ who have bought groceries online in the past 12 months (435 in 2018, 695 in 2019, 599 in 2020, 975 in 2021 and 1,135 in 2022)
Source: Coresight Research

2018 2019 2020 2021 2022 PPT Change, 
2021–2022

Delivered 45.3% 47.5% 53.8% 55.5% 49.0% (6.5)

Collected 50.8% 49.5% 44.7% 43.0% 48.2% 5.2

Cannot remember 3.9% 3.0% 1.5% 1.5% 2.8% 1.3
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Base: 1,135 US respondents aged 18+ who have bought groceries online in the past 12 months
Source: Coresight Research
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Online grocery shoppers place higher importance 
on being able to schedule order delivery than on 

how quickly they will receive their order

Scheduled Delivery Services Preferred Over Rapid Delivery

Our survey found that 43.4% of online grocery shoppers used 
scheduled delivery services to receive grocery orders in the past 
12 months, which is higher than the proportion of grocery 
shoppers who used same-day rapid delivery services (26.3%) and 
two-hour (or less) delivery services (21.9%). 

This suggests that focusing on delivery speed alone may cause a 
retailer to overlook opportunities to acquire customers who 
prioritize delivery attributes other than speed.

Figure 14. Online Grocery Shoppers: Delivery/Collection Service They Had 
Used in the Past 12 Months (% of Respondents)
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Figure 15. Rapid-Delivery Users: Rapid Delivery Service They Had Used for 
Groceries in the Past 12 Months (% of Respondents)

Base: 437 US online grocery shoppers who have used same-day or two-hour grocery delivery 
services in the past 12 months
Source: Coresight Research
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Gopuff leads among instant grocery delivery companies in terms of 
number of respondents that used the rapid delivery service

Established Marketplace Delivery Platforms Are Most Popular 
in the Rapid-Delivery Space

Established marketplace grocery-delivery platforms such as 
Instacart, DoorDash and Uber Eats, as well as Amazon and 
Walmart-owned rapid delivery services, are most popular with 
online grocery shoppers.

Lower proportions of rapid-delivery users used dark store-based 
grocery delivery companies compared to established platforms—
likely due to their limited geographic coverage. Gopuff is the 
most popular company among instant-delivery firms, with 10.3% 
of respondents using the service in the past 12 months.

Buyk and Fridge No More shut down in March 2022, while 1520 
ceased operations in December 2021. Their services were 
available for most of the 12-month period that we asked 
respondents about.
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Figure 16. Meal-Kit Subscribers: Top Reasons for Using an Online Meal-Kit 
Subscription Service (% of Respondents)

Healthy Eating Is Driving Meal-Kit Subscription

Meal-kit subscription services are popular among US online 
grocery shoppers. Our survey found that around one-third of 
respondents (32.9%) who shopped groceries online in the last 
12 months have used an online meal-kit or recipe-box 
subscription service.

Around four in 10 meal-kit subscribers cited healthy eating as 
the top reason for using such a service. Convenience is also a 
significant factor for consumers to use meal-kit subscription 
programs: 36.7% of users citing reduced meal planning as a 
top factor, and over one-third cited saved time and effort in 
shopping.  

Meal Kits

Base: 373 US respondents aged 18+ who have used a meal-kit subscriptions in the past 12 months
Source: Coresight Research

39.4%

37.0%

36.7%

34.3%

34.3%

33.0%

29.2%

10.7%

Healthy eating

Special offer (e.g., free trial)

Reduces meal planning/effort

Saves effort of going shopping

Saves time going shopping

Trying new and diverse cuisine

Less food wastage

Other reason

Health-conscious consumers are helping drive 
the growth of meal-kit subscription services
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Base: 373 US respondents aged 18+ who have used a meal-kit subscription in the past 12 months
Source: Coresight Research
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Blue Apron has relatively high brand awareness 
despite a low share of the US meal-kit market

HelloFresh Leads the Meal-Kit Subscription Market

HelloFresh is the most popular meal-kit company in the US, 
with close to half of all meal-kit subscribers reporting that they 
used the service in the last 12 months. Interestingly, HelloFresh 
attracts a young audience, with more than half (54.1%) of meal-
kit subscribers aged 18–29 using the service. 

Second-placed Blue Apron, with a market share of 5.9% in the 
US in 2021 as estimated by Coresight Research, attracts slightly 
older audience, with 30.4% of meal-kit subscribers aged 45–60 
using the service. 

Figure 17. Meal-Kit Subscribers: Services Used in the Past 12 Months (% of 
Respondents)
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Base: 2,091 US respondents aged 18+
Source: Coresight Research
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Figure 18. All Respondents: Proportion That Had Purchased Groceries 
Online in the Past 12 Months, by Age Group (% of Respondents)

Figure 19. All Respondents: Proportion That Had Purchased Groceries 
Online in the Past 12 Months, by Household Income (% of Respondents)

Older Millennials and All Income-Level Shoppers Shop Groceries Online

By age, buying groceries online, and expectations to buy online, peak among the 30–44-year-old age group. Consumers in this 
demographic are more likely to have settled family lives (and so larger households) than younger consumers and are typically more 
digitally savvy than older shoppers.

Our earlier surveys saw online grocery shopping mostly concentrated among high-income demographics. However, this year, we found
that the proportions of respondents who expect to buy or have bought groceries online are consistent across income groups. We
believe that low-income shoppers migrated online due to increased online SNAP availability. As of March 2022, through the SNAP 
online purchasing pilot, 48 states accept SNAP payments online through retailers such as Aldi, Amazon, Shoprite and Walmart.
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What We Think

• Our survey suggests that online grocery shopping by 
shopper numbers has leveled off following the pandemic 
highs recorded in the last survey, although it remains above 
pre-pandemic levels. Physical stores therefore remain an 
essential channel for retailers to capture transactions. The 
online and offline channels each fulfill specific consumer 
needs, so omnichannel offerings are key to retailers 
remaining competitive in the US grocery market moving 
forward. 

• The proportion of online grocery shoppers that mainly 
collected their orders (versus using delivery services) jumped 
5.2 percentage points from last year. This should bode well for 
multichannel retailers with vast brick-and-mortar footprints, 
as these services are less margin-erosive and require fewer 
resources compared to delivery.

• Our survey shows that customized delivery time is more 
important than speed of service for most online grocery 
shoppers. This presents an opportunity for retailers to 
improve the economics of the online channel by pooling 
more deliveries, although it would require retailers to clearly 
optimize time slots and plan routes efficiently.

• Our survey found that healthy eating is the top reason 
shoppers join meal-kit programs, emphasizing that the 
target audience of such subscription services is conscious 
about what they consume. Meal-kit companies should 
advertise the use of organic and sustainable ingredients in 
their products as well as target consumers on a diet or those 
who follow specialized diet plans such as keto, paleo and 
vegetarian.
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Data in this report are from Coresight Research’s online survey of 2,091 US consumers aged 18 and above, conducted on March 24, 
2022. At a total level, the results have a margin of error of +/-2%, and within the subset of online grocery users, the results have a 
margin of error of +/-3%, both with a 95% confidence level.

Our previous US online grocery surveys were conducted on April 1, 2021, March 18, 2020, April 10, 2019, and March 24, 2018. The 2021 
survey truly captured the full impact of the pandemic (including social distancing and stay-at-home restrictions) on US online 
grocery shopping.

The “groceries” category covers more than food, and respondents were given the following definition: “By groceries, we mean the 
kind of food and nonfood products that you regularly buy from a grocery store, including food, drink, pet food, household cleaning 
products (e.g., laundry detergent) and personal care products (e.g., shampoo, diapers).”

Survey Methodology

Related Research

• US Online Grocery Survey 2021: Post-Surge Prospects

• US Consumer Tracker: Coresight Research Survey Findings 

• How US Consumers Are Shopping for Groceries: Analyzing Traffic, Ticket, E-Commerce, Private Label and Retail Foodservice

• From Quick Commerce to Instant Needs: Exploring Business Models in Rapid Delivery

The information contained herein is based in part on data reported by IRI through its Market Advantage service for the US Grocery Survey 2022 report as interpreted solely by Coresight Research, 
Inc. The information is believed to be reliable at the time supplied by IRI but is neither all-inclusive nor guaranteed by IRI or Coresight Research, Inc. Without limiting the generality of the foregoing, 
specific data points may vary considerably from other information sources. Any opinions expressed herein reflect the judgment of Coresight Research, Inc. and are subject to change. IRI disclaims 
liability of any kind arising from the use of this information.

https://coresight.com/research/us-online-grocery-survey-2021-post-surge-prospects/
https://coresight.com/us-consumer-tracker-coresight-research-survey-findings/
https://coresight.com/research/how-us-consumers-are-shopping-for-groceries-analyzing-traffic-ticket-e-commerce-private-label-and-retail-foodservice/
https://coresight.com/research/from-quick-commerce-to-instant-needs-exploring-business-models-in-rapid-delivery/
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