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US online grocery sales 
grew 54.0% in 2020 
to reach $95.82 billion



US Grocery Market Share and 
Store Footprint

WALMART
$288 billion in sales with 4,253 stores 

KROGER
$121 billion in revenue with 2,759 stores 

AMAZON 
$24.8 billion in sales with 500 Whole Foods 
stores

TARGET
$18.7 billion in revenue with 1,897 stores 



Product Pages 
must serve the 
entire customer 
buying journey

ATTENTION

INTEREST

RESEARCH

INTENT

DECISION

BUY

Title

Images

Enhanced Content

Customer Reviews

Product Details



7 Elements

of Winning Grocery Pages

1. Know your retailer.

2. Know your buyer. 

3. Include product specifications in your product title. 

4. Use product hero imagery to drive clicks. 

5. Include keywords in product description and bullets.

6. Use supporting carousel images to drive conversion. 

7. Adopt a practice to monitor and optimize your product catalog.



Your content must be 

optimized for the unique 

and constantly changing

retailer requirements

167
Amazon 

Vendor Central

z
Walmart 

Supplier Center

31

According to Salsify’s 2020 data

160
Target

35
Kroger

#1 KNOW YOUR RETAILER





Launched 

a website

Offered alternative delivery 

Made 

significant 

digital 

investments

2007
Amazon Fresh pilot

Walmart Site to Store launch

2014
First ClickList store

2015
Instacart 

partnership

2017
Instacart 

partnership

2016
Amazon Go and 

Prime Now launch

2018
Drive Up launch

2011
@WalmartLabs

2014
Kroger acquires Vitacost.com

Target hires sr. ecommerce staff

1994
digital first

2016
Jet.com 

acquisition

2018
Digital team growth plan 

~new HQ and 1K roles

Some History: 
Retailers have invested differently in 

ecommerce over time

1993 1994 2000 2010



UNDERSTANDING VISUAL PREFERENCES: #2 KNOW YOUR BUYER
Vizit uses AI to measure how visual content resonates with consumer audiences by correlating patterns in visual elements 
with engagement levels on thousands of digital images.

Audience Profile Visual Dataset & Analysis

Vizit discovers and 
collects thousands of 
digital images that 
your audience is 
exposed to online.

Vizit's patented AI 
algorithms identify 
engaging elements of 
visual content that 
are unique to your 
audience.

Audience Preferences

Vizit models the 
visual preferences 
of your audience 
and scores new 
content for visual 
effectiveness.



Snacks

Why shoppers click and buy. 



Content 
Benchmarks
Snacks

%

%



SNACKS: VISUAL PERFORMANCE TRENDS
Snacks Product Hero and Supporting Carousel Images (image content from Amazon, Kroger, Target, & Walmart).

Product Hero Image Trends

• Boxes with products 
superimposed in front

• Snack bags arranged in a 
”fanned” formation

• Packaging where the dominant 
color is blue (especially on Target) 

Carousel Image Trends

• Visuals of snacks being 
used as part of a recipe

• Images of snacks ”on the go” 
or highlighting portability

• Outdoor/hiking scenery



SKU Spotlight: Jack Links Beef Sticks on Amazon

Jack Links Beef Sticks product page is highly visually effective for Amazon Shoppers



Examples of a Winning PDP - Amazon (JackLinks)



Meat

Why shoppers click and buy



Content 

Benchmarks
Meat

%

%

%



MEAT: VISUAL PERFORMANCE TRENDS
Meat Product Hero and Supporting Carousel Images (image content from Amazon, Kroger, Target, & Walmart).

Product Hero Image Trends

• Vertical badging on the right 
side indicating quantity

• Sliced meat on wooden 
cutting boards

• Meat presented in black 
packaging on white backgrounds

Carousel Image Trends

• Imagery of meat on a grill or 

barbeque setting

• Meat pictured within 

sandwiches (particularly Oscar 

Mayer brand) 

• Meat pictured on deli paper



SKU Spotlight: Ball Park Franks on Target

The Ball Park Franks product page is highly visually effective for Target Shoppers





Beverage

Why shoppers click and buy



Content 

Benchmarks
Beverages

%

%

%



BEVERAGES: VISUAL PERFORMANCE
Beverage Product Hero and Supporting Carousel Images (image content from Amazon, Kroger, Target, & Walmart).

Product Hero Image Trends

• Horizontal badging denoting 
quantity and amount

• Energy drink product hero 
images (packaging)

• Multiple cans are more visually 
effective than displaying a single 
can

Carousel Image Trends
• Colorful backgrounds and 

noticeable drop shadow

• Rockstar brand racing lifestyle 
imagery is highly effective 
(especially for Walmart 
shoppers)

• Including fresh fruit is highly 
visually effective



SKU Spotlight: Sparkling Ice Water

The Sparkling Ice Water (Grapefruit) product page is highly visually effective for Walmart Shoppers





Breakfast

Why shoppers click and buy



Content 

Benchmarks
Breakfast



Breakfast: Visual Performance Trends
Breakfast Product Hero and Supporting Carousel Images (image content from Amazon, Kroger, Target, & Walmart).

Product Hero Image Trends

• Quarter-turn rotation

• Jimmy Dean brand 
product hero images

• Boxes with products 
superimposed in front

Carousel Image Trends

• Visuals of milk being poured

• Isolated ingredients displayed 
on white backgrounds 

• Jimmy Dean brand instruction 
visuals featuring food imagery



SKU Spotlight: Kellogg's Frosted Mini Wheats on Walmart

Kellogg's Frosted Mini Wheats (Strawberry) product page is highly visually effective for Walmart Shoppers





#7 Optimizing Product 
Content at Scale

Focus on SKUs that need the most attention –
those that are losing sales, dropping in search 
rankings, and recently launched.

1

Utilize SEO recommendations to improve 
discoverability and review insights to 
update product descriptions and bullets.

Analyze images in your PIM/DAM to understand 
what motivates traffic and conversions and 
create more impactful imagery.

Utilize Digital Shelf Monitoring Platforms to 
understand the impact these changes are 
making on sales and share. 

2

3

4



7 Elements

of Winning Grocery Pages

1. Know your retailer.

2. Know your buyer. 

3. Include product specifications in your product title. 

4. Use product hero imagery to drive clicks. 

5. Include keywords in product description and bullets.

6. Use supporting carousel images to drive conversion. 

7. Adopt a practice to monitor and optimize your product catalog.



Product Experience Management 

(ProductXM) empowers brands, 

retailers, and distributors to create, 

deliver, and optimize product 

experiences that win the algorithm 

across all their digital touchpoints 

Supplier Experience Management 

(SupplierXM) enables retailers to win 

the omnichannel shopper through deep 

collaboration with their suppliers at 

every stage of their commercial 

relationship, from sourcing and product 

discovery to listing process and 

omnichannel sales

CommerceXM Network: the open, two-

way collaboration path through which 

brands, distributors, and retailers 

exchange data, content, and 

communications to most efficiently 

deliver winning products to the market 

at scale. 

Salsify CommerceXM Platform



Vizit gives you the power to predict how online shoppers will react to your product imagery in real-time

The World’s Only Visual Brand Performance Platform

Benchmark imagery against 
competitors

Identify the most visually effective 
images in your PIM/DAM

Gain a central source of truth 
around image effectiveness

Measure the conversion power of 
all your visual content, in real time



See More

Access more data at

https://www.salsify.com/resources/content-winning-elements-of-grocery-
product-pages

https://www.salsify.com/resources/content-winning-elements-of-grocery-product-pages

