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HOW THEY’RE DISRUPTING: 
By bringing together creative food 
makers and enthusiastic eaters, 
Smorgasburg tapped into the 
possibilities for food’s future.

E
ric Demby and Jonathan Butler 
didn’t fi nd Brooklyn’s local and 
artisanal food movement so much 
as the local and artisanal food 

movement found them. But it was 
their creation of a weekly food festival 
known as Smorgasburg that provided 
the launching pad for a food trend res-
onating in supermarkets today.

Continued on page 32

INNOVATING ONLINE

F
or AmazonFresh VP Tom Weiland, 
the online grocery service is about 
fi lling a need for consumers. 

“We save time for our custom-
ers by combining grocery and other 
shopping into one seamless experience 
that easily fi ts into their routines and 
improves their busy lives. Our custom-
ers love the low prices we offer with 
AmazonFresh and the convenience of 
getting fresh food, everyday essentials 
and more delivered to their doorstep,” 
Weiland said in an emailed statement. 

“We believe we’ve built a unique 
and exciting service and 
our customers seem to 
agree,” he added. 

With AmazonFresh 
and the rest of Amazon’s 
Prime offerings — which 
ship for free in two days 
to those paying an an-
nual membership fee — 
customers can fi nd the 
full array of traditional 
supermarket products as 
well as everything from 
produce from local farm-
ers’ markets to electron-
ics, Weiland noted. In 
some regions, Amazon 
offers 500,000 to 1 mil-
lion items through Prime 
and Fresh. 

Of course, all of that 
selection comes at a cost 
to Amazon. 

“I think Amazon-
Fresh is a very delicate 

area for Amazon,” said Graham Hotch-
kiss, a research analyst at Waltham, 
Mass.-based RetailNet Group. “It’s 
defi nitely high growth potential but 
also very high cost. It takes a lot of in-
frastructure investment to build out a 
full basket online grocery service. And 
this is something that Amazon’s clearly 
cautious about.”

The retailer has taken a slower ap-
proach to Fresh expansion than some 
had anticipated, refl ecting the overall 
slow adoption of online grocery by U.S. 
consumers. 

Since its launch in Seattle in 2007, 
AmazonFresh has added Los Angeles, 
San Francisco, San Diego, New York 
City and most recently Philadelphia. 
A U.K. debut is expected by early next 
year, according to reports. 

RetailNet Group estimates sales 
from AmazonFresh totaled over $129 
million in 2014, and predicts sales will 
reach $246 million by 2016. 

Weiland declined to discuss Ama-
zonFresh’s sales or the number of sub-
scribers. 

While Amazon has long said it 
would eventually charge a $299 annual 
fee for AmazonFresh users, it only re-
cently began enforcing the fee in cer-
tain markets. 

The fee will likely deter some from 
trying the service, but those who do 
pay will be motivated to use it exclu-
sively, Hotchkiss said. 

“So if Amazon can get people to buy 
into this membership fee, it locks in 
their spend with AmazonFresh, which 
I think is something that scares a lot of 
grocers,” said Hotchkiss. 

Amazon also has a huge amount of 
data on its shoppers and is likely able 
to determine which ones are willing to 
pay that fee, a huge advantage over tra-
ditional retailers, he added. 

Until now, the grocery industry 
hasn’t seen the disruption from Ama-
zon that other industries have.  

“And if you think about online shop-
ping and e-commerce, Amazon has 
been really leading the way in shaping 
consumer expectations. And if they’re 
able to do that around price and around 
convenience for online grocery and real-
ly take that experience out of the hands 
of the major supermarkets, then that’s 
something that’s very terrifying to the 
grocery industry today,” said Hotchkiss. 

A recent 20-SKU comparison of Am-
azonFresh’s prices in New York City by 
Brand View found the e-commerce be-
hemoth beat online offerings from Fair-
way Market, FreshDirect and Whole 
Foods Market, not taking into account 
the $299 annual fee for Prime Fresh. 

For his part, Weiland played coy 
when asked how AmazonFresh com-
pares to other e-grocery offerings. 

“We aren’t focused on competitors, 
we are focused on customers,” he said. 

Although AmazonFresh might get 
the most attention from the grocery in-
dustry, Hotchkiss said retailers should 
really be watching Prime Now, the 
one- to two-hour delivery service that 
Amazon has rapidly made available in 
several metro areas. 

— Liz Webber

HOW HE’S DISRUPTING: 
Tom Weiland and AmazonFresh 
may set consumer expectations 
for pricing and convenience 
when it comes to online grocery 
before some traditional retailers 
even get in the game. 
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NEW CONSUMER 
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Eric 
Demby & 
Jonathan 
Butler
co-founders, Smorgasburg
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