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Here’s what industry Amazon’s Strongest Recent Gains Coming from Grocery

. 100 days after enabling Prime members to add perishables to their Amazon.com orders,
experts dare saying: the retailer has seen significant grocery growth. Initially available in 1,000 cities, the

program is expected to reach 2,300 by year-end. Key departments—seafood, dairy,

produce, deli, and meat—grew more than 60% over the last eight weeks versus the prior
“Amazon’s first 100 days of offering period. Overall, perishables rose 24% compared to 6.3% for non-food. This initiative is also
creating a halo effect on shelf-stable items, with shoppers increasingly viewing Amazon as

perishables through its core online ecti oI : :
a full grocery destination, driving 14.2% growth in those categories.
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eCom Insights Amazon has made significant investments to strengthen the price position of its perishable

NielsenlQ ’ assortment, aiming to attract more grocery shoppers. Many key categories have seen
average unit prices fall by more than 40% year-over-year on Amazon, with items such as
cheese, lunch meat, and sour cream now priced below national averages. This initiative
goes beyond convenience; Amazon is signaling value to consumers as a core part of its

grocery expansion.
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markets about a year ago, and we were Amazon’s perishables initiative is successfully attracting new shoppers. Over the last eight

really taken aback at the adoption—not weeks, the number of buyers of perishable items grew 34% year-over-year—far outpacing
non-food buyer growth of 11%. Amazon is prioritizing these categories because they
remain underpenetrated online, offer high growth potential, and represent areas where
buying perishables from us very Amazon’s share is still low. This is now a core strategic focus for the retailer.
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