
 

 

FOR IMMEDIATE RELEASE 

Grocery Grows at Amazon 

 Whole Foods Was First Step, as Grocery Sales Drive Loyalty, Prime 

CHICAGO, IL – Wednesday, September 22, 2021: Consumer Intelligence Research 
Partners, LLC (CIRP) today released analysis of grocery customer shopping patterns 
for Amazon, Inc. (NASDAQ:AMZN) as of the second quarter of 2021. Please see the 
attached report, “Grocery Grows at Amazon.” 

CIRP finds grocery has become the most popular category at Amazon, with significant 
penetration into its customer base. Whole Foods is a meaningful component, and 
grocery has important positive impact on shopping frequency, Amazon Prime 
membership, and loyalty. 

“Amazon targeted grocery long ago, and it is starting to pay off,” said Josh Lowitz, CIRP 
Partner and Co-Founder. “Grocery has displaced electronics as the most popular 
category at Amazon, with almost a third of customers including grocery in their most 
recent purchase. Whole Foods is part of the picture, with 40% of Amazon customers 
having shopped there. It remains limited by its geographic reach, however, so Amazon 
will likely need to continue exploring other physical grocery store plans.” 

“Even though grocery is traditionally a low-margin business, Amazon would naturally 
target it because of the repeat, regular shopping trips,” said Mike Levin, CIRP Partner 
and Co-Founder. “Already, we see grocery and Whole Foods customers shop more 
frequently at Amazon.com and join Amazon Prime more.” 

CIRP bases its findings on surveys of twelve quarters US subjects, with 500 subjects 
per survey, who made a purchase at Amazon.com in the period ending June 2021. For 
additional information, please contact Mike Levin (mike@cirpllc.com) or Josh Lowitz 
(josh@cirpllc.com) at 312.344.3664. Further information on CIRP, which provides 
securities research to the investment community using advanced consumer market 
research strategies, methods, and techniques, is at www.cirpllc.com. 
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Grocery Grows at Amazon 

Whole Foods Was First Step, as Grocery Sales 

Drive Loyalty and Prime Membership 

Amazon.com, Inc. has made a significant commitment to the US grocery business in the past few years. It 

has widened and deepened its grocery store offering at Amazon.com, specifically grocery, household, 

and pet products with significant investment in private label brands. It also has developed broad grocery 

and fresh food offerings through Amazon Fresh, its dedicated grocery delivery service. In 2017 it acquired 

Whole Foods Markets, one of the largest and most innovative grocery chains in the US. And more 

recently, Amazon has opened its first Amazon Fresh grocery stores in selected markets. 

In 2018, CIRP analyzed the grocery business at Amazon, and found it had become the second most 

popular category at Amazon.com. We have updated this analysis now that Amazon has expanded 

Amazon Fresh and integrated the Whole Foods business. We find: 

• Grocery is now the most popular category at Amazon.com 

• Amazon has achieved significant penetration into its customer base, with two-thirds of customers 

having purchased groceries at Amazon at some point 

• Whole Foods stores are a meaningful component of Amazon’s grocery business, with about 40% 

of Amazon customers having shopped there 

• The grocery business has an important positive impact on Amazon, in terms of customer 

shopping frequency, Prime membership, and loyalty. 

CIRP bases this analysis on twelve quarterly surveys of US Amazon customers between 2018 and 2021. 
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Grocery shopping of Amazon customers 

In the 12 months ending June 30, 2021, grocery is the most popular category among Amazon customers 

(Chart 1). 

Chart 1: Amazon departments included in last purchase (12 months ending each quarter, 

statistics sum to greater than 100% due to multiple responses) 

 

One-third of Amazon customers report including groceries in their most recent purchase from 

Amazon.com and it is now the most popular category. Electronics, long Amazon’s most popular category, 

has fallen to third, behind grocery and clothing, both categories with more repeat and regular shopping 

patterns.  

Grocery grew well in the past three years, driven by Amazon’s promotion and expansion of the service, 

and pandemic shopping. In June 2021, 31% of Amazon customers reported buying groceries in their 

most recent purchase, compared to 23% in June 2019. 

Please note these figures represent percent of purchase visits that include products from a given 

department. They do not reflect the dollar value of those transactions, nor the overall dollars sold in a 

category. The overall growth in Amazon sales likely means that total sales in categories with declining 

shares of Amazon.com sales are in fact increasing in absolute dollar amount.  

In addition, two-thirds of Amazon customers have purchased groceries from Amazon at some time (Chart 

2). This rate has also increased gradually over the past three years. Thus, Amazon has succeeded first in 

having customers try purchasing groceries, and then converting these customers to more regular grocery 

shoppers.  
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Chart 2: Amazon customers who purchased groceries in last visit and ever (trailing 12-

month percentage) 

 

Where Amazon customers shop for groceries 

While Amazon sells a broad range of products in more and more categories, Amazon customers also 

shop at a wide range of other retailers. Whole Foods competes with many of these retailers in selling 

groceries in physical stores and represents another path for growing Amazon’s grocery business. Whole 

Foods has become a meaningful but not significant presence, limited by its smaller geographic footprint 

and by pandemic shopping habits. 

Walmart is the most common other retailer, with over 90% of Amazon customers reporting having ever 

shopped at Walmart (Chart 3). 

Chart 3: Other retailers ever shopped by Amazon customers (twelve months ending June 

2021) 
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Target also competes comparably with Amazon, with both a wide range of goods and a significant 

grocery business. Approximately 80% of Amazon customers have shopped at Target. Access to locations 

explains some of the difference among retailers. Walmart has almost three times as many stores as 

Target. 

About 40% of Amazon customers have also shopped at Whole Foods, and Whole Foods has an even 

smaller number of locations. This penetration has remained relatively level for the past few years. While 

Whole Foods represents an important move into groceries for Amazon, it is limited by its geographic 

footprint. We expect growth in Amazon grocery sales to occur online, and perhaps through new in-person 

channels, such as Amazon Fresh physical stores and similar concepts. 

What Grocery Does for Amazon 

Grocery represents a critical component of Amazon’s business, as both a source of revenue and a driver 

of Amazon’s prominence with its customers. Growth in its grocery business has supported and advanced 

Amazon’s overall strategy. We analyzed three aspects of consumer behavior relative to grocery shopping 

history: shopping frequency, Prime membership, and loyalty. 

Customers that purchase groceries, either online or at Whole Foods, shop more frequently at Amazon. In 

the most recent period, Amazon grocery customers shopped at Amazon.com 2.8 times per month, 

compared to the average of 2.4 times per months for all Amazon customers (Chart 4). 

Chart 4: Visits per month to Amazon.com, all customers and grocery customers 

 

We see the increased Amazon shopping frequency for both online grocery shoppers, and for Whole 

Foods shoppers. In the past two years, frequency has increased for online and Whole Foods grocery 

shoppers. 
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Amazon grocery customers are also somewhat more likely to have an Amazon Prime membership. While 

64% of all Amazon customers have a Prime membership, 68% of online grocery customers and 72% of 

Whole Foods customers have a Prime membership (Chart 5). 

Chart 5: Prime membership, all customers and grocery customers 

 

Amazon Prime remains a core component of Amazon’s customer strategy. Grocery sales appear to have 

contributed to growth in Prime membership in the past two years. 

Finally, we analyzed whether customers began online shopping at Amazon.com, or at some other source, 

such as a search engine or another online retailer. Approximately 85% of Amazon customers begin at 

Amazon.com with grocery shoppers being slightly more likely to go directly to Amazon to shop (Chart 6). 

Chart 6: Customers that start shopping at Amazon.com, all customers and grocery 

customers 
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Disclaimers 

We base this information in this document on data from sources we consider to be reliable. We do not 

guarantee the accuracy or completeness of this information. We do not intend anyone to use this 

information as the sole or primary basis of investment decisions. Because of individual requirements of 

specific investors, an investor should not interpret or understand this information as advice designed to 

meet the particular investment needs of any investor. We do not represent this information an offer to buy 

or sell any security. Further, a security described in this document may not be eligible for solicitation in the 

states in which the investor resides. Any opinions expressed are subject to change. From time to time, 

CIRP or its principals may own the securities mentioned and may purchase or sell those securities in the 

open market or otherwise. 

This report is produced for the use of clients of CIRP. We do not consent to any reproduction, 

redistribution, or other dissemination to any other person or entity other than clients of CIRP or to the 

publication in whole or in part in any media of any form for any purpose. 
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