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Where we’re 
coming from
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Introduction



Meet 
Instacart
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Bryce Daigle
Senior Director of Retail Market 

Strategy & Planning

Always in my cart: 
Pizza Bites, Frozen Berries, All 

Dressed Chips
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~$1.2T

Source: Incisiv Inc., Digital Maturity Benchmark: Grocery Industry 2023, McKinsey Grocery Retail B2B Survey, Euromonitor International Limited
Note: Some retailers’ expectation for online grocery share of up to 35%, based on McKinsey’s Grocery Retail B2B Survey projection for 2026.  

Instacart GTV
~$30B

In 2023

U.S. Annual 
Grocery Spend

~13%Online Grocery
Share

Online Penetration
Over Time

Expected Online
Grocery CAGR

In 2027

~$1.3TExpected U.S. Annual
Grocery Spend

~10%
’23-’27

Up to 35% 

The future of grocery is connected. 
Online, in-store — everywhere.

Our Future
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Our vision is to build the 
technologies that power every 
grocery transaction.

Our Vision



1.5K
Retail partners across 

the US and Canada

85K 
Retail locations

>85
Of grocery sales 

represented*

%+

CONFIDENTIAL

+

*Represents U.S. sales of retail 
banners that Instacart partners with.

About Us



7Confidential

Scale like no other online grocery marketplace
More than one billion orders delivered, continued growth in GTV and orders YoY

so have the challenges and opportunities for brands.

changed...

More than one billion orders delivered, continued growth 
in GTV and orders YoY

2014 2015 2016 2017 2018 2019 2020 2021 2022

Instacart GTV

Source: Instacart Q4 earnings report

About Us

2023

CONFIDENTIAL



Powering the end-to-
end funnel 

Retail Powered Media 
partnerships

Discovery-forward 
content

Expanded marketing 
levers 

Evolved optimization 
tools

Confidential

On Instacart

The next generation of Instacart is omnichannel
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2024 Outlook

Building efficiencies 
with retailers through 

better checkout 
solutions

Opportunities to 
connect with in-store 

consumers

Off Instacart In-Store



Category trends: 
Getting Frozen 
into every cart 
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Category Growth



We’ve grown Frozen to a $2B+ business on Instacart
Category Growth

Calendar year 2020-2023

Frozen YoY Growth $B Top Performers

Prepared Foods
+5 share pts in Frozen since 

2020

Desserts

Fully Cooked Meat
+2 share pts in Frozen since 

2020

Bread, Rolls, Buns

CONFIDENTIAL



We’re seeing a 
channel shift 
where Frozen is 
less 
concentrated 
within 
traditional 
grocery 
channels

Frozen Channel Mix: 2020 vs. 2023

Confidential

Biggest gains in share

Channel

$ sales mix of Frozen. Less than 0.5% of category sales not represented.



However, that 
growth is not 
happening at 
the expense of 
traditional 
retailers

Confidential

Channel

Sales Growth: 2020 vs. 2023

+1.4X

New

+1.1X

+1.3X

$ sales mix of Frozen. Less than 0.5% of category sales not represented.



And Frozen still 
presents an 
opportunity for 
retailers to 
extend their 
competitive 
advantage over 
eCommerce 
competitors

Confidential

Channel

Instacart Customer Share of Wallet by Department

$ share of wallet by department. Nielsen Omnishopper Data, 52 weeks ending 3/23/24, Total US
Frozen on this slide only represents Ice Cream/Novelties + Fz Vegetables due to third party data limitations.



Consumer 
insights: what 
the ecomm 
channel tells us
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Category Growth
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Global Flavors

The top SKUs that grew most in 
Meals YoY were international 

dishes, especially Asian & Indian

Permissible Indulgence

“Dairy-Free” and “Vegan” are 
two of the most commonly used 

filters in ice cream searches

Value Meals

Yet our customers engage most 
with the “On Sale” filter on frozen 

meal & pizza searches

Make It Simple

Frozen Fully Cooked Meat grew 
sales 30pts faster YoY than 

other meat types

What’s Cool in Frozen

A few key 
themes 
emerge that 
have driven 
category 
growth

Key Trends

Growth data based on full year 2023 vs. full year 2022, $ sales. Filter data based on since filter launch in mid-2023 to date



Frozen customers are highly valuable for 
retailers

+25%
Average increase in basket 

size on Instacart when 
Frozen is included

vs. when Frozen is not

16ConfidentialAcross all channels and retailers in 2023

+$24
Average increase in basket 

size on Instacart when 
Frozen is included, with +6 

items
vs. when Frozen is not

Baskets



Frozen 
customers 
purchase 
across the 
store

Frozen categories have unique 
connectivity to Fresh ones. The 
digital shelf enables us to build 
these synergies and help 
customers shop across 
departments

Confidential

Baskets
Frozen Basket Connections

of Frozen 
Vegetable 
baskets also have 
Fresh Vegetables

And are 70% more likely to 
have Fresh Veg than the 
avg. basket

74% 41%

of Frozen Meat 
baskets also have 
Fresh Meat

And are 56% more likely to 
have Meat than the avg. 
basket

74%

of Frozen Fruit 
baskets also have 
Fresh Fruit

And are 74% more likely to 
have Fruit than the avg. 
basket

of Frozen Bread 
baskets also have 
Grocery Bread

And are 64% more likely to 
have Bread than the avg. 
basket

33%

Latest year ending Q1 ‘24



Anchor 
item: Frozen Desserts Frozen Vegetables & 

Meat
Frozen Fruit & Reduced 

Calorie Meals
Frozen Toaster 
Pastries & Pizza Ice & Frozen Apps

When it 
matters:

Summer
Thanksgiving

All year
Post holidays

All year
January

All year
Back to school

Summer
The holidays
Super Bowl

Value of 
the 
basket:

$$
$$$$$

Fully Cooked Meat 
commands the highest $

$$$$
More premium products

$$$
More items/basket

$
Ice baskets are small, but 
those with Apps are larger

What 
they buy 
more of 
outside of 
Frozen:

Shelf-Stable 
Desserts

Cookies & Crackers
Cereal
Candy

Beans/Pasta/Grains
Fresh Vegetables

Cheese
Sauces & Salad 

Dressing
Herbs & Spices

Milk Alternatives
Diet & Nutrition

Yogurt
Nuts & Seeds

Vitamins/Supplements
Yet baskets with Reduced Calorie 
Meals are also more likely to have 

dessert 

Meal Combos
Pancake Batter & 

Topping
Fruit & Variety 

Snacks
Lunchmeat

Alcohol
Soda

Dips & Spreads
Paper & Plastics

Desserts
Deli Prepared Foods

Their baskets are nuanced, with unique personas

The Health Nut The HostThe Busy FamilyThe Meal PrepperThe Indulger

Based on L52 weeks ending Q1 2024. Green boxes represent growth drivers, primarily driven by Fz Potatoes, Fz Sandwiches, & Fz Fully Cooked Meat

Baskets
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Baskets

New vs. Existing Frozen Shopper Baskets

And new buyers purchase the category differently from 
category loyalists

Gateway Products Existing Customer Staples

Frozen Appetizers

Frozen Potatoes

Frozen Sandwiches

Frozen Shrimp

Frozen Handheld Entrees

Frozen Complete Meals

Frozen Mixed Vegetables

Frozen Waffles

Frozen Breakfast Sausage

Frozen Meat Alternatives

Based on full year 2023 data. Unit SOW of new Frozen buyers’ first purchase relative to category average



Consumer 
insights: 
affordability

Confidential

Affordability



Within Frozen in particular, it’s critical to optimize value 
for the category & customer together

Frozen Food over-indexes with the 
price sensitive customer and has a greater 
share of wallet with that customer group on 
Instacart 1

30% more category items are 
purchased on deal than last year 2

Private Label plays a bigger role in 
Frozen than in other departments, with a 19% 
greater share than the total store average

Delivering Value

1. Instacart markup test, basket presence between 8/1/23 - 10/31/23
2. Q1 ‘24 % of Frozen items on retailer or brand deal vs. Q1 ‘23
3. Private Label excludes PLUs. FY 2023, unit share

3x
Larger baskets for 
redeemer vs. non-

redeemer

+5%
Category Growth2

1 Dates: campaign period vs. prior 4 weeks
2 NOTE: Growth cannot  be fully attributed to 
incentives. Dates: 3/15/24-3/30/24
Past performance doesn’t guarantee future results

Our first test of category 
incentives through ICMS, in 

partnership with retailers, drove 
larger baskets & category growth

Frozen $5 off $10

Affordability



And to tailor assortment to the changing tastes of the 
omnichannel customer in order to drive growth

Customers seek variety - 40% of 
category customers purchase 7 or more
brands in Frozen within a quarter 2

The Frozen department is diverse, and 
insights on the omnichannel customer from:
● Trending products
● Branded searches
● Items driving leakage

can be used to optimize assortment in 
store & on the digital shelf

Tailoring the Right Assortment

2.  2+ time buyers, Q1 2024, total Frozen

Frozen Department $ Contribution by Category 1

1. Dollar sales, FY 2023 vs. FY 2020

+5 share 
pts

-2pts, but 
Fully Cooked 
gains +2 from 

Seafood & 
Fresh

Assortment



Instacart has built several solutions to help retailers make 
ecomm more affordable for consumers, across all categories

23 Confidential

Supersaver flexible 
delivery options

Weekly Shoppable flyers 
& Loyalty Card Linkage

Expanded 
payment methods

Affordability Tags

FSA / 
HSA

Affordability Tags

Add your existing Retailer Club 
card or buy one on Instacart 
directly

Affordability



Digital marketing 
to grow AOV

Confidential

Digital Marketing



25

Solutions built for 
grocery

Best-in-class 
measurement. 
Real results.

Discovery that 
drives sales

Confidential

Instacart offers ads that deliver
Digital Marketing



Our ads can deliver an average of

15%
or more incremental sales lift for advertisers

Confidential

*Based on internal tests run across all brand partners using our Sponsored Product ads offering in the year ended December 31, 2023 and individual tests run for 
select brands or types of brands. There can be no assurance that the outcomes for these tests can be maintained or replicated due to a variety of factors, some of 
which may not be within Instacart’s control or cannot be anticipated.

Digital Marketing



Digital 
technology to 
support Frozen in 
the store

Confidential

In-store Technology
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E-commerce

World-class technology 
suite to power 

storefronts built by us 
or built by you

In-store

Hardware and 
software to power 

the store of the 
future

Ads

Advertising 
capabilities to 

monetize stores at 
scale 

Fulfillment

Full-stack end-to-end 
fulfillment technologies 

to power pickup and 
delivery in as fast as 15 

minutes

Insights

Insights to drive your 
business and delight 

your customers

Our technologies not only enable a deep understanding of 
the customer, but can accelerate the digital 
transformation of a retailer’s entire business

In-store Technology

+ Brand Opportunity
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Smart Carts, like Caper Carts 
by Instacart, are enhancing 
the in-store experience

Embedded Payment & 
Location Systems
Streamlining the shopper experience

Sensor Fusion & AI Integrated
Providing in-store customers with a more convenient 
way to shop

1

Weights & Measures Enabled
Robust and certified by multiple 
government authorities

2

3

In-store Technology



Caper Carts have 8% 
more Frozen items on 

average, relative to 
delivery orders*

The Caper customer is the Frozen customer

*Case study: since 2024 launch at a Caper partner 
retailer

In-store Technology
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Electronic Shelf Labels are 
also showing promising 
impact for Frozen

In-store Technology

Pick-to-Light Case Study: Frozen sees biggest lift in found rate
Found rate improvement vs. control (no pick-to-light)



Copyright © Instacart, all rights reserved.

Thank you!
Q&A

Let’s connect!
bryce.daigle@instacart.com

mailto:bryce.daigle@instacart.com
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