


Introduction

Changes to the global grocery retail market are happening fast. Trends that
emerged during the pandemic are persisting, reshaping the industry. Consider
this: in December 2019, the percentage of ecommerce grocery sales in the US
market was slightly under 4%; it’s now in the low teens and is expected to
reach roughly 25% by 2030. The adoption of online grocery is expected to be
even higher in parts of Europe.

While stores remain the key channel for most grocers, online grew
dramatically during the pandemic, with many retailers quickly adjusting their
offerings and operations to meet consumer demand. The coming years will
present new opportunities.

But online does not sit on its own; shoppers now move fluidly between the
physical and digital worlds - Omnichannel retailing.

Omnichannel retailing means giving shoppers a seamless and consistent offer
across physical stores, online channels, websites and digital devices.

Report Sources: 

• Amazon 
• Bain & Company
• Google Trends
• IGD
• IPSOS 
• McKinsey
• Kantar
• NielsenIQ
• Scandit
• Viewers Logic
• The Knowledge Bank

Shoppers are seeing and enjoying the benefits provided by
omnichannel solutions, often outside the grocery industry,
and are coming to expect it from all the retailers and
producers they interact with.

This pocket guide pulls together the most recent research
and thinking from around the world, showing some of the
opportunities and the many challenges of this fast
developing landscape.

For more on the retail landscape, online and offline, or any
questions about this guide please visit us at
www.theknowledgebank.scot.

Andrew Niven
Strategic MI Manager

http://www.theknowledgebank.scot/




Retailers are using data internally and externally in new and expanded ways.
Suppliers must be able to have a conversation with them about data, using
insight, at the same level. If a gap exists between your company and retailers
this will create challenges in the nature and types of exchange you might be
involved in.
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