
Last updated: December 2001 
 

Online Grocery Retailing:  
Building the Last Mile to the Customer 
Case Update 
 
 
Two years ago, many experts were predicting enormous growth in online grocery 
shopping as consumers realized the benefits of shopping by computer. Today, dot-coms 
are struggling to gain a foothold in the grocery market, and many analysts are calling the 
industry a dead end. The online grocery market grew by nearly 200 percent between 
1999 and 2000, but the substantial cost of rapid expansion coupled with a volatile 
economy caused Jupiter Media Metrix to reduce its expectations for the US market. 
Jupiter lowered its 2001 online-grocery sales forecast from $2 billion to $800 million, and 
its 2005 prediction from $18 billion to $7 billion. 
 
When the Internet's largest and best funded grocer, Webvan, closed its operations and filed 
for bankruptcy in July 2001, many observers began to question the wisdom of an e-grocery 
business model. Within days of Webvan's closure, second-tier competitor HomeRuns.com 
folded. These failures came in an arena already littered with casualties: Streamline.com and 
ShopLink.com closed in November 2000, Priceline.com discontinued its online grocery 
service in October 2000, and Kozmo.com and PDQuick.com shut down in April 2001. 
 
With the demise of its competitors, Peapod Inc. is now the US's largest online grocer. 
Peapod officials said the company has seen a substantial jump in orders since Webvan and 
HomeRuns.com shut down. Peapod itself was rescued from bankruptcy by Dutch 
supermarket chain Royal Ahold in April 2000, which invested $73 million for a majority 
equity stake in Peapod, and has since agreed to acquire the remaining 42 percent. Peapod 
handles orders fulfillment with a hybrid model that relies upon both stand-alone distribution 
centers and Ahold's bricks-and-mortar supermarkets. The average customer order is more 
than $130, and Peapod now charges a $9.95 delivery fee ($4.95 for orders of more than 
$75). Peapod reached profitability in its flagship marketplace, Chicago, in the first quarter of 
2001 and hoped to turn a profit at other locations before the end of 2001. 
 
E-grocers in Europe, especially in Britain, have enjoyed more success than those in the 
United States. According to market analyst Datamonitor, Europe's rapidly expanding online 
market for food and drinks could be worth more than $23 billion by 2005. Datamonitor 
surveyed seven European nations and the United States, and estimated that the global 
online food and beverage market would grow by almost 80 percent annually during the 
coming four years, reaching $55 billion by 2005, with the US accounting for well over half of 
the total. The British market will be worth $9.2 billion by 2005, Datamonitor predicts. One of 
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the main beneficiaries will be Britain's Tesco.com, which claims to be the largest and most 
successful Internet-based grocery service in the world. 
 
Online Groceries in the US 
 
Streamline.com Update 
Streamline.com failed to secure additional financing to bolster operations and to fund 
expansion. By September 2000, it had sold its Washington, DC, and Chicago operations to 
rival Peapod for approximately $12 million in cash and had terminated its Minneapolis lease. 
With the cash, Streamline.com tried to attain unit profitability by continuing operations only 
in the Boston and New Jersey markets. In November 2000, the company closed. 
 
Streamline.com had numerous strategic challenges. The company had to address client 
issues and value drivers for this new market and change long-established shopping 
behaviors. Streamline.com also faced strong regional competitors including Peapod, which 
had a traditional grocery outlet as a partner. Finally, Streamline.com had to manage the shift 
in the financial markets that occurred in spring 2000. 
 
To address client issues, Streamline.com focused its service offering on suburban 
households with children. In order to save time for its busy clients, the company provided 
weekly deliveries of groceries and specialty items. To keep customers happy, 
Streamline.com developed consumer response centers to ensure correct, timely and high-
quality order fulfillment. The Boston market provided a computer-savvy marketplace, thus 
lowering resistance to change grocery-shopping habits. 
 
The Boston market attracted competitors who saw the profit potential for online grocery 
shopping and delivery. In response, Streamline.com maintained its high level of service and 
enhanced its product offering. Of its three competitors — Peapod, HomeRuns.com and 
ShopLink.com — only Peapod is still operating, due to its partnership with an international 
grocery chain, Royal Ahold. 
 
Finally, the company faced the changing demands of the financial markets. In May 2000, 
the company hired an investment bank to secure additional funding or other strategic 
options, namely a supermarket partner. When that failed, Streamline.com consolidated its 
operations in an effort to demonstrate the company's profit potential. When these efforts 
also failed to produce additional financing or a partnership opportunity, the company closed. 
 
Webvan Update 
Webvan has turned out to be one of the new economy's most spectacular failures. It shut 
down in July 2001 after a long struggle to stay in business, which included the purchase of 
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HomeGrocer.com for $1.2 billion in June 2000. Even with 750,000 customers, 2,000 
employees and a nearly 50 percent US market share, the company could not turn a profit 
due its expensive distribution system. Webvan invested heavily in high-tech infrastructure, 
aiming to build 26 highly automated distribution centers around the country for $1 billion. 
Webvan executives believed that this investment would translate into higher productivity and 
cut 40 percent off the labor expense of handling groceries. However, customer demand was 
not high enough to operate the facilities, and fixed costs swamped revenues. Analysts 
estimated that Webvan lost between $5 and $30 per order solely in operating costs. After 
adding depreciation, marketing and other overhead costs, the estimated loss jumped to 
more than $130 per order. 
 
NetGrocer.com Update 
With a growing list of customers, brand name items and strategic partners, NetGrocer's 
national distribution model seems to be working. NetGrocer.com, which delivers only 
nonperishable goods, maintains only one warehouse (at its North Brunswick headquarters) 
and sends packages via Federal Express instead of maintaining a fleet of vans. The cost of 
delivering goods to consumers has been a major factor in the success or failure of online 
grocers, and NetGrocer is currently the only e-grocer that can efficiently serve suburban and 
rural populations. "We always have been different from the van delivery model, such as 
Webvan," says Lisa Kent, president of NetGrocer.com. "We outsource delivery to a third-
party supplier to make the cost viable." 
 
NetGrocer is popular with senior citizens, college students, rural communities and military 
personnel who cannot find their favorite brands at local stores. According to Kent, the site is 
visited by 12 million to 15 million users per year, and the company has strong customer 
bases in New York City, Washington, DC, Chicago and Philadelphia. The company's sales 
were $25 million in 2000, and have grown more than 65 percent annually since 1996. 
NetGrocer's growth has been driven by aggressive customer acquisition, repeat purchases, 
strong online promotions, an expanding product selection gained through partnerships with 
manufacturers, and enhanced site search functionality. NetGrocer currently employs 65 full-
time and 100 part-time employees and expects to be profitable toward the end of 2002. 
 
While Webvan tried to completely change the way consumers shop, NetGrocer 
complements traditional consumer shopping habits. NetGrocer wants to set itself apart from 
bricks-and-mortars supermarkets by offering customers exclusive and hard-to-find grocery 
items that are profitable for manufacturers, but do not prompt enough demand to claim 
space on store shelves. "If you want Parmalat strawberry milk [a non-perishable item until it 
is opened], which is popular but has low distribution, you can get it here," says Kent. The 
company is testing a service called NetGrocer Endless Aisle, which would allow shoppers to 
order hard-to-find items and have them delivered within 24 hours. 
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NetGrocer's strategy will require more alliances with manufacturers and local grocers. The 
company has already partnered with Peapod, the US's largest remaining online grocer, to 
provide Peapod customers with its national pack-and-ship delivery service. Peapod plans to 
stop its package delivery service to focus on its local grocery business in five markets, and 
will refer "Peapod Packages" customers to NetGrocer.com. The company also has links 
with packaged-goods manufacturers that enable NetGrocer to supplement its current 
assortment with top brands. The growing list of partners includes Johnson & Johnson, 
Gerber, Nestle, Parmalat, Nabisco and Mead Johnson. These companies are using 
NetGrocer's nationwide store-within-a-store model to make their products available on the 
Internet. 
 
Online Grocers in Europe 
 
Tesco.com Update 
Tesco.com now claims to be the largest online grocer in the world. It has expanded its 
order-fulfillment operations to 250 Tesco stores — more than a third of Tesco's 690 UK 
stores — and delivers to 94 percent of Britain's population. Tesco.com has 1 million 
registered customers and processes approximately 70,000 orders each week, with 
annual sales of $422 million. Tesco is expanding beyond the grocery market and 
establishing websites for products such as electrical goods, clothing, gifts, wine and 
baby products. In 2000, the online service was introduced in Ireland, and by the first 
quarter of 2002, Tesco aims to launch online shopping in South Korea, where it operates 
seven supermarkets. 
 
Tesco.com, which took its first order in December 1996, is now the third-largest retail 
portal in the UK, beaten only by Amazon.co.uk and Amazon.com, according to 
Nielsen/NetRatings. In the first half of 2001, Tesco.com achieved sales of $213.2 million, 
a 77 percent improvement over the same period in 2000. The online grocery service was 
profitable, but Tesco.com lost $13 million due to the cost of expanding into new 
businesses. Analysts are confident that by 2004, Tesco.com will hit $2.2 billion in 
revenues — 7.5 percent of Tesco's total revenues — and generate net profits of $181 
million. 
 
Tesco plans to enter the US online grocery market through a venture with food retailer 
Safeway. Under the deal, Tesco.com will pay $22 million for a 35 percent stake in 
GroceryWorks.com, an online grocery business, which is half owned by Safeway. 
Although GroceryWorks has currently suspended operations, it will relaunch under the 
Safeway brand, with local stores handling order fulfillment. The new venture could 
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become a significant competitive force in the Internet grocery industry, building on 
Safeway's chain of 1,500 US stores. 
 
LeShop.ch Update 
In 2000, LeShop's sales totaled 6 million Swiss francs, a 50 percent increase over 1999's 4 
million Swiss francs. Since September 2000, LeShop's sales have grown by approximately 
30 percent each month, and in March 2001, food sales rose above 1 million Swiss francs for 
the first time. LeShop doubled its revenues in the first half of 2001 to 5.5 million Swiss 
francs, compared to the same period in 2000. "The figures for the first half of the year 
confirm that demand for our service is continuing to rise. This gives us great confidence for 
the future," said Christian Wanner, CEO of LeShop. 
 
The average shopping basket has increased to 152 Swiss francs, compared to 142 Swiss 
francs in 2000. Sixteen thousand people have bought something at LeShop.ch at least 
once, with regular clients making 76 percent of purchases. In March 2001, Bon appetit 
Group became a major shareholder of LeShop with a 54 percent equity stake in the 
company. LeShop currently has 70 employees and offers 4,500 supermarket products. 
 
LeShop aims to remain the No. 1 Swiss e-grocery supermarket, and market expansion is 
now its priority. LeShop intends to use its extensive experience to win over new customers 
and to strengthen the loyalty of the existing clients. The company estimates that e-grocery 
sales will grow to around 5 percent of total food retailing sales in the next five to 10 years 
due to the increase in online customers. This represents a market value of around 2 billion 
Swiss francs. 
 
In its first three years, LeShop built up strong relationships with its customers and 
established a reputation as an innovative startup. Logistics represent the next challenge 
facing the company. In order to handle 400 orders per day at minimal cost, LeShop opened 
a dedicated fulfillment center in the Bremgarten region in August 2001. Advantages include 
a storage system for fresh produce that allows employees to select, check and place each 
product in the shipping boxes individually. This manual work is combined with automated 
processes, which automatically distribute incoming orders to packing zones. Instead of 
warehouse staff walking through the aisles with shopping trolleys, the shipping box makes 
its way to the appropriate packing zones. As a result, LeShop packers can process an order 
simultaneously at different positions, and products are packed more quickly. Each day, 
LeShop ships approximately 9 tons of supermarket products from Bremgarten to customers 
across Switzerland. Its distribution partner, Express Post, ensures that all orders arrive 
promptly and in perfect condition at the client's door. The company charges customers a 
delivery fee of 12 Swiss francs. 
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Online Grocery Retailing:  
Building the Last Mile to the Customer 
Prep Questions and Answers 
 
 
1. Given that online grocers and home delivery services in the Unites States are 

fighting for survival, will any Web-based home-delivery company ever turn a 
profit? 
 

Yes 
The online grocery shopping and delivery service is a promising Internet business, 
and even though industry sales currently account for less than 1 percent of the $450 
billion US grocery market, Jupiter Media Metrix estimates that online grocery sales 
will rise from $800 million in 2001 to $11.3 billion in 2006. Jupiter predicts that the 
online grocery channel will still account for 2 percent of total US grocery sales by 
2006, despite industry-wide pessimism about the channel's future. 

 
The key, Jupiter said, is for online grocers to convince producers of consumer 
packaged goods that the Internet is a viable long-term channel for selling their 
goods. Online grocery retailing offers several advantages over other forms of online 
retailing, because groceries provide a predictable and constant revenue stream with 
much larger order sizes and higher gross margins. To become profitable, online 
grocery services should focus on high-end markets, limit their delivery schedules and 
make partnerships with bricks-and-mortar grocers. 
 
Some analysts have questioned the overall future of the online grocery industry, but 
most agree that companies that find partners among bricks-and-mortar grocers — as 
Peapod did — are the most likely to survive. Peapod was saved from bankruptcy in 
2000 after European food giant Royal Ahold invested $73 million in the company. In 
aligning itself with a major grocery chain, Peapod received not only much-needed 
cash, but a change in strategy. Instead of maintaining expensive inventory and 
warehouses, Peapod now uses Royal Ahold stores — including Stop & Shop and 
Giant Food — for its inventory. Peapod enters only those markets in which it can 
team up with an existing retailer, allowing it to exploit existing warehouse space and 
brand recognition. It is a business model that emphasizes low entry cost and building 
a customer base before investing in freestanding distribution centers. 
 
Tesco, the British supermarket chain and the biggest online grocer in the world, is 
another example of a company that integrates online and offline business systems. 
Unlike Webvan, Tesco did not try to build a Web-only grocery business. Instead, it 
keeps costs low by using its bricks-and-mortar stores to manage the delivery 
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logistics of its online division. Tesco.com is profitable, has almost 1 million customers 
and processes approximately 70,000 orders each week. Tesco plans to replicate its 
international success in the US online grocery market through a venture with US 
food retailer Safeway. Tesco's model of using individual supermarkets, rather than 
centralized warehouses, to fill orders could, if applied in the US, provide Safeway's 
existing GroceryWork's online grocery business with a much-needed boost.  
 
In both cases, it is clear that the companies that have succeeded in the online 
grocery market have done so by leveraging their offline businesses, rather than by 
trying to build online infrastructures from scratch. Some analysts predict that 
alliances with traditional grocers are the only way online grocery businesses will 
survive, as supermarkets have the cash, infrastructure, brand-name recognition and 
knowledge needed to run a delivery business. “The model that’s proven to work is 
where an existing grocery chain with a strong presence in the market develops its 
own online ordering system and uses its own stores as the warehouse,” said Kevin 
Murphy, an analyst at Gartner. 
 

No 
Dot-coms have been struggling to gain a foothold in the grocery market. To build and 
run an online delivery service is expensive, and there is still no guarantee that 
customers will follow. Although studies show most Americans do not like going to the 
grocery store, few are turning to the Web as an alternative. Grocery shoppers expect 
more than the convenience of home delivery, and for many of them it is difficult to 
imagine how online grocery delivery might work. "Consumers have been 
accustomed to selecting their own tomatoes, and they don't trust anyone else to pick 
them out for them," said Ken Cassar, a senior analyst at Jupiter. 
 
According to retail guru Roger Blackwell, the mass-market home delivery model will 
never work because "there are very few people home in the daytime that have a 
substantial amount to spend. Of course home delivery in the daytime is required 
because that is when the people who deliver want to work." Delivery and service 
have indeed been the key hurdles for online grocers. Most built their own 
warehouses and distribution networks, but did not get any return on their capital 
investments. The cost of delivery is massive relative to the value of goods. "A lot of 
them got ahead of themselves as far as expanding into new markets and not getting 
the business model profitable," said Peter Swan, an analyst at Pacific Growth 
Equities in San Francisco. According to Blackwell, one lesson to be learned from 
Webvan's failure is that "you should not try to use the Internet…to compete in an 
industry where the existing competitors are giants with highly efficient distribution 
systems." 
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2. Why did Tesco.com become a success story while Webvan failed? Compare 

the two companies' strategies and explain the crucial differences in their 
operations. 

 
• Webvan's pure online approach vs. Tesco's bricks-and-mortar approach 

 
Webvan tried to reinvent the whole infrastructure that has evolved in the grocery 
industry over the last 100 years. Webvan wanted to build its business from scratch, 
investing $1.2 billion in two years to establish a purely Web-based grocer in the US. 
Webvan's goal was to build 26 highly automated warehouses around the US, each 
costing up to $35 million, to reduce by 40 percent the labor expense of handling 
groceries. In order to make warehouses cost-effective, they were designed to serve 
large areas with high order volume. Webvan also spent enormous sums trying to 
build a brand and a customer base. As it turned out, customer demand was not high 
enough to operate its facilities profitably, and with no existing customers or suppliers, 
Webvan's costs skyrocketed. Analysts estimated that Webvan lost more than $130 
per order. 
 
Tesco proved that online grocery operation could be a viable extension of a 
supermarket's business, attributing its success to the store-picking model it launched 
five years ago. Tesco spent only $56 million to launch its online grocery operation, 
using its existing supermarkets rather than setting up warehouses. By being a part of 
Tesco's infrastructure, Tesco.com also benefited from its brand, suppliers, 
advertising, and database of 10 million Club Card members. "Our model is the 
critical reason why our business is successful. The delivery density just isn't there to 
support warehouses. The evidence for this comes from the US, where they have far 
higher volumes and yet still it didn't work for them. All our competitors are now 
picking in-store," says John Browett, CEO of Tesco.com. By comparison, Tesco can 
economically serve an area of 100,000 people, not several million, and break even 
with very low volumes.  

 
• Webvan's fast and aggressive approach vs. Tesco's slow and gradual 

approach 
 

Webvan clearly wanted to grow quickly immediately after its website was launched. 
Webvan tried to enter 26 US markets within three years, and by August 2000, it 
opened four warehouses. Even though none of the warehouses broke even, Webvan 
kept building facilities in New Jersey and Maryland that never opened. During the 
first half of 2001, however, Webvan was forced to exit several markets, including 
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Atlanta, Sacramento, Dallas, and it postponed expansion plans in a few East Coast 
cities. In the end, analysts say that Webvan spread itself too thin too quickly, thereby 
dooming its ambitious business model. 
 
At the time, Tesco was often criticized for its slow entrance into the world of e-
commerce. Tesco decided not to invest in the construction of special warehouses 
until it had a better understanding of online customers' demand. Instead, it tested 
whether shoppers were ready to buy groceries online by introducing a single website 
at one store. After launching with only one store, Tesco gradually rolled out online 
service to approximately one-third of its British supermarkets, and it now reaches 
more than 90 percent of the UK population.  
 

• Webvan's revolutionary customer approach vs. Tesco's traditional customer 
approach 

 
Webvan believed the Internet would drastically change shoppers' behavior. Webvan 
assumed that a very large number of people would prefer to buy their groceries 
online rather than at a physical supermarket. Although the company had built a loyal 
base of customers, it never revolutionized grocery shopping the way it had predicted. 
While some people liked the concept of placing an order over the Internet and 
waiting at home to have it delivered, many others preferred to just drive to the store. 
"If the groceries are the same price online as they are in the stores, it doesn't have 
the same incentives except for a very small percentage of the population that find 
buying online more convenient," says Robert Mittelstaedt, vice dean and director of 
Wharton School's Aresty Institute of Executive Education. 
 
Tesco did not try to change shopper's behavior. "Tesco used the technology to make 
the existing shopping process that people were used to more efficient rather than 
trying to totally reinvent a process that people were not used to," said Mittelstaedt. 
 

• Webvan's free delivery vs. Tesco's delivery fees 
 

When Webvan launched its service, it offered free delivery for orders over $50, 
which ended up costing it millions in unrecovered expenses. In November 2000, 
Webvan began charging $4.95 for orders under $75. In May 2001, Webvan raised its 
delivery fee again, charging between $4.95 and $9.95, with free delivery for orders 
over $100. 
 
When Tesco started its online service, it imposed a $7.25 delivery fee per order, 
which proved to be a success. First, it largely covers the cost of the vans and drivers 
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(Tesco.com collects $27 million per year from the fees alone). Second, it increases 
the likelihood that customers will be home during the two-hour window for their 
scheduled deliveries, since they have to pay again for redelivery. Finally, the delivery 
fee encourages customers to place larger orders — the average purchase from 
Tesco.com is three times the typical supermarket transaction of $35. 

 
 
3. What future challenges will Tesco.com face? Will it remain the biggest online 

grocer? 
 

Some analysts and investors question whether Tesco’s online grocery operation 
would be profitable if it were evaluated as a separate business. Because Tesco uses 
its existing stores to fulfill online orders, the company should allocate some 
depreciation of those assets to its online operation. But given that online operations 
are consolidated within the company’s overall financial statements, investors have 
no way of knowing whether the company is accounting for these costs properly. 
According to John Browett, CEO of Tesco.com, the company allocates some store 
depreciation costs as well as all other relevant expenses to its online operation. 
 
Tesco will face growing competition, including Sainsbury's and other British 
supermarkets that are pursuing their own online strategies. For example, Sainsbury's 
prefers a hybrid model — it uses 36 of its stores for picking, but it also operates 
warehouses near London and Manchester to run its online service Sainsbury’s To 
You. “We think picking centers [dedicated warehouses for delivering goods to 
customers’ doors] are the way to go in the long run,” says Sainsbury's spokesman 
Matt Samuel, “but we’re using stores to get to market faster.” While Tesco is 
convinced that store picking is still the most efficient method, Ocado, a recently 
launched startup backed by Waitrose, will use a pure warehouse model to deliver its 
groceries. Ocado will be the UK’s version of Webvan. 
 
Another challenge for Tesco is how its strategy will translate to the United States 
after GroceryWorks reopens under the Safeway name, using the Tesco model of 
store picking and packing. Analyst caution that the success of Tesco in Britain may 
not translate into profits in the United States, since many of the conditions that apply 
in the UK will not be found in the US. Britain is a densely populated, rather 
homogenous island. By contrast, the United States is ethnically diverse with a 
remote population. Britain has national retailers and Tesco is able to deliver to more 
than 90 percent of the British population; in the United States, no grocery chain has 
national status. 
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Online Grocery Retailing 
Timeline 
 
 
Streamline.com Timeline 
 
April 2000: Streamline.com announces that Minneapolis will be the fifth major market in its 
plan to serve customers in the top 20 US metropolitan markets by year-end 2004. The 
Minneapolis facility is expected to be ready for occupancy in the third quarter of 2000 and 
will begin serving customers in the early fall. 
 
May 2000: Streamline.com starts serving customers in New Jersey suburban areas, 
including towns in Bergen County, Essex County and Union County. Streamline.com also 
engages an investment bank to secure additional financing and explore other strategic 
alternatives. Streamline.com has previously disclosed that its expansion strategy will require 
significant financing. 
 
September 2000: Streamline announces that it will sell its Chicago and Washington, DC, 
operations to Peapod and focus on its Northeastern operations. Under the terms of the 
agreement, Peapod pays approximately $12 million in cash and assumes the capitalized 
lease obligations associated with the purchased assets. Streamline.com will use the 
proceeds to finance operations in its Boston and northern New Jersey markets. The 
company also terminates the lease for its Minneapolis facility. 
 
November 2000: Unable to secure additional financing, Streamline decides to cease 
operations and notifies customers that it will discontinue service on November 22, 2000. 
 
Webvan Timeline 
 
January 2001: Webvan faces Nasdaq delisting because of its slumping stock. Webvan has 
been trading below $1 since November 2000. 
 
Also: Webvan revises its business plan, which focused on reducing its need for additional 
capital to fund operations this year. The company's new strategy focuses on profitability 
targets for its 10 US markets, completion of the takeover of HomeGrocer, and a cash 
savings program to reduce annual corporate and operating expenses. 
 
February 2001: Webvan shuts down its service in Dallas and lays off 220 workers to 
conserve operating capital and focus on its nine other markets.  
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April 2001: George Shaneen resigns as chief executive of Webvan, a position he had 
held since October 1999. 
 
Also: Webvan closes its service in Atlanta and cuts 885 jobs. By slashing its work force, 
Webvan can afford to fund operations through the rest of the year. 
 
July 2001: After a long struggle to stay in business, Webvan shuts down its operations and 
files for bankruptcy protection. 
  
October 2001: Webvan sells a technology platform, which was built to manage its 
nationwide inventory, in bankruptcy court to health-maintenance organization Kaiser 
Permanente for $2.65 million. 
 
Also: Webvan refers former customers on the West Coast to Internet delivery company 
WhyRunOut. If customers choose, Webvan will turn their personal shopping histories and 
home addresses to WhyRunOut. 
 
 
NetGrocer.com Timeline 
 
September 2000: NetGrocer.com is ranked No. 1 in "National Shipping Services" in the 
Gomez Advisor's Internet Grocery Services Scorecard. NetGrocer.com was the only online 
grocer to be ranked in the top 10 across all categories: groceries, pet care, and health and 
beauty. 
 
October 2000: NetGrocer.com announces a strategic alliance with the Johnson's Baby 
brand and will become the online store for its full line of products. Visitors to Johnson's 
yourbaby.com website will be transported directly to NetGrocer.com to make their 
purchases. 
 
November 2000: NetGrocer.com announces that it is on track to increase 2000 sales by 
approximately 80 percent over last year. 
 
December 2000: NetGrocer.com joins the grocery category on the Yahoo shopping portal. 
 
Also: Lisa Kent is promoted to president of NetGrocer.com, replacing Jim Chambers. 
 
March 2001: NetGrocer.com is named a top e-retailing site in PlanetFeedback.com's 2000 
Consumer's Voice Awards. 
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May 2001: NetGrocer.com partners with Peapod, the US's largest online grocer, to offer its 
national pack-and-ship delivery service to Peapod customers who are not in Peapod's local 
delivery area. 
 
Also: Achex Inc. announces that the Achex Online Check solution is available at 
NetGrocer.com. Using Achex, NetGrocer's customers can pay online directly from their 
checking accounts. 
 
Tesco.com Timeline 
 
November 2000: Tesco.com signs distribution deals with MSN.co.uk and Yahoo.co.uk 
to bring its service to millions more Internet customers in the UK. Under the terms of the 
deals, Tesco's range of products will be promoted across both sites. 
 
December 2000: Tesco and iVillage launch iVillage.co.uk, an online community for 
women. This 50/50 joint venture allies the brand strengths of the UK’s No. 1 retailer and 
the leading destination for women on the Internet. 
 
June 2001: Tesco announces that it will work with Safeway Inc., a US supermarket 
retailer, through GroceryWorks (Safeway's online grocery channel) to bring Tesco's 
home shopping model to the United States. Tesco.com will pay $22 million in cash for a 
35 percent stake in GroceryWorks. 
 
July 2001: Tesco.com adds mobile access to its online service, making its online retail 
portal, Tesco Access, available from Pocket PC devices and Smartphones. 
 
August 2001: Tesco launches a new baby site called “You and Your Child,” which is 
built on the foundations of its online grocery service. 
 
September 2001: Tesco invests GBP 100 million to lower prices of 3,500 products. All 
of the price cuts will be listed on the Internet for the first time, and the Tesco website that 
currently compares 1,000 prices against Sainsbury’s, Safeway and Asda will be 
extended to include more than 4,000 products. 
 
September 2001: In an effort to increase the shopping frequency of new and occasional 
customers, Tesco.com introduces separate home pages developed to segment new 
customers from experienced shoppers. 
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LeShop.ch Timeline 
 
March 2001: Bon appetit Group, a leading holder in food distribution in Switzerland 
(Pick&Pay, Usego, Prodega, Howeg, Frimago, etc.) takes a majority 54 percent stake in 
LeShop. Bon appetit Group's investment will secure the financial resources for the 
company's expansion. 
 
April 2001: LeShop partners with Gourmet Factory to offer 500 Gourmet Factory 
products exclusively through its website. 
 
August 2001: LeShop reports revenues of 5.5 million Swiss francs in the first half of 
2001, a 100 percent improvement over the same period in 2000. 
 
Also, LeShop opens a dedicated fulfillment center in the Bremgarten region. 
 
November 2001: LeShop now delivers exclusively via Express Post. The delivery area 
still includes all major cities and metropolitan areas in Switzerland, but not all customers 
throughout Switzerland can be served via Express Post. 
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