
In The Battle For Consumer Retail Spend: 
Amazon Versus Walmart Q2 2022 — The 
Discretionary Spend Play, PYMNTS examines 
both Amazon’s and Walmart’s quarterly 
earnings reports and goes back to the field 
for the latest consumer spending data to 
discover how much of consumers’ total 
retail spend each retailer managed to win 
in Q2 2022. The report also looks at how 
Amazon has managed to take and maintain 
its edge over Walmart and what it means for 
the future of this ongoing rivalry.
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PYMNTS has been tracking these retail giants’ competition since 
2018, gathering valuable insight into how they leverage their core 
strengths to capture market share in key retail categories. Each 
quarter, our analysts examine Amazon’s and Walmart’s quarterly 
earnings reports to reveal who is winning the battle for retail and 
overall consumer spend. We also explore how Amazon and Walmart 
compare in key retail segments. 

In The Battle for Consumer Retail Spend: Amazon Versus Walmart 
Q2 2022, PYMNTS finds Amazon leading Walmart in both overall 
consumer and retail spend, a lead Amazon first captured in Q3 
2020 earlier in the pandemic. As consumers moved their shopping 
online, Amazon flexed its eCommerce muscles, as Walmart’s share 
declined in nearly all retail categories. This includes discretionary 
spend and grocery, where Walmart’s share is slipping slightly quar-
ter over quarter as Amazon intensifies its bid to capture more of 
consumers’ dollars. 

In this report, we provide the key takeaways from Q2 2022 consum-
er and retail spending trends, with a particular focus on consumers’ 
discretionary spend. While inflation has taken a toll on consumer 
spending for essentials such as groceries and healthcare products, 
it has certainly had an impact on discretionary spending as well.      

INTRODUCTION
Retail behemoths Amazon and Walmart have be-
come the two fiercest competitors for consumers’ 
retail spending. While the proliferation of mobile 
devices, apps and payment technologies makes on-
line shopping ever more efficient, physical shopping 
seems increasingly friction-filled. As consumers seek 
more convenience, shopping has become a hybrid ex-
perience, blurring the lines between physical and 
online commerce.

Each retail giant has moved aggressively into the other’s 
turf: Amazon into grocery with Whole Foods, Amazon 
Fresh and Amazon Subscribe & Save; and Walmart 
into eCommerce with the acquisition of Jet.com. Both 
have also expanded into retail-adjacent areas, health 
and wellness in particular. While Amazon and Walmart 
continue to establish themselves as leaders in provid-
ing easy access to daily essentials, they also compete 
for consumers’ discretionary income, even as inflation 
shrinks spending power.
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In Q1 2019, Amazon held only 4.4% of consumer retail spending, which 
increased to 8.1% in Q4 2020. In Q1 2019, Walmart held 7.7% of con-
sumer retail spending, reaching 8.4% in Q2 2020. 

P A R T  I :

THE BIG PICTURE
AMAZON ACCOUNTED FOR 6.5% 
OF CONSUMER RETAIL SPENDING 
AND 3.1% OF TOTAL CONSUMER 
SPENDING AT THE END OF Q2 
2022. WITH 7.1% OF CONSUMER 
RETAIL SPENDING, WALMART 
HAS SLIGHTLY OUTPERFORMED 
AMAZON AGAIN THIS QUARTER, 
BUT HAS FALLEN SLIGHTLY BEHIND 
IN TOTAL CONSUMER SPENDING, 
AT 3%.
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Figure 1

Spending at Amazon
Share of consumer spending at Amazon, by quarter and type of spend

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.
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Spending at Walmart
Share of consumer spending at Walmart, by quarter and type of spend

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.
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As of Q2 2022, Walmart’s share of consumer retail spending 
has slipped below its 2019 levels of 7.1%, yet the company still 
holds the lead in that area. Walmart saw a very slight increase 
in its share of total consumer spending, from 2.8% last quar-
ter to 3% in Q2 2022.

While Amazon’s share of consumer retail spending held steady 
at 6.5% this quarter, the company saw a slight increase in its 
share of total consumer spending, which rose to 3.1% from 
2.8% in Q1 2022. 

Compared to Q2 2021, Amazon’s shares of consumer retail 
spending and total consumer spending both remain unchanged. 
Meanwhile, Walmart’s market shares in both areas have re-
mained steady since last year. 

Amazon’s dominance of consumer retail spending reached a 
high of 8.1% in Q4 2021, while Walmart’s share has dropped 
from a pre-pandemic high of 8.2%. These shifts are interesting 
yet not surprising. During the pandemic, Walmart suffered and 
Amazon thrived, as consumers took to shopping online instead 
of frequenting large, brick-and-mortar retailers.  

As pandemic-related restrictions began to subside, how-
ever, consumers returned to shopping in-store, cutting into 
Amazon’s burgeoning market share. Yet, in Q4 2021, Amazon’s 
share of consumer retail spend spiked to 7.4%, an indication 
that consumers did more holiday shopping online than they 
did in-store, an area in which Walmart could not compete.

With prices rising for everything from gas to groceries, infla-
tion has dampened consumer spending. Overall market shares 
for both companies have dropped or remained stagnant in the 
first two quarters of 2022. Hopefully, the promise of everyday 
low prices or a frictionless, cost-saving subscription, such as 
Amazon’s Subscribe & Save, can help both companies appeal 
to inflation-weary consumers.
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Amazon remains the preeminent eCommerce destination 
for American consumers, accounting for close to half of all 
online transactions in the United States in Q2 2021 and Q2 
2022. 

Although Amazon and Walmart’s shares in consumer spending are 
not far apart, Amazon remains the undisputed eCommerce leader, 
holding 45% of the market compared to 5.4% for Walmart. During Q1 
2019, Amazon held 41% of the eCommerce market. Two years lat-
er, that increased to 45%, where it remains in Q2 2022. In particular, 
Amazon dominates eCommerce in sporting goods, hobby items, mu-
sic and books (56%), electronics and appliances (54%), and health and 
personal care (43%). 

Walmart started Q1 2019 holding a 4.4% share of the eCommerce 
market, which has only increased to 5.4%. Yet, Walmart’s eCommerce 
sales hit $13.5 billion in Q2 2022, a 12% increase over $12.1 billion 
in Q2 2021.

Again, the pandemic has been a key driver of Amazon’s growth in 
the past two years. Still, the company dominates the eCommerce 
market due to its extensive fulfillment expertise and vast resources 
— Amazon controls the shipping, ordering, packaging and delivery for 
all its products, while Walmart faces a long, uphill battle to become a 
serious competitor. This became especially evident in Q4 2020, when 
consumers took their holiday shopping online. Even as both compa-
nies saw spikes in eCommerce sales, Walmart had little chance of 
taking market share from Amazon.
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Figure 3

eCommerce market share
Market share for eCommerce sales at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.
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P A R T  I I :

AMAZON’S 
LEAD IN 
DISCRETIONARY 
SPEND

Amazon continues to take the lead in all discretionary spending on 
sporting goods, music, hobbies, clothing and apparel, furniture and 
home furnishings, and electronics and appliances. In Q1 2019, Amazon 
held 8.7% of consumers’ discretionary spending. By Q2 2022, this 
share had increased to 14%. Not surprisingly, Amazon’s share reached 
a high of 17% during the pandemic in Q4 2020.  

AMAZON’S SHARE OF 
DISCRETIONARY SPENDING REMAINS 
UNCHALLENGED, WITH AMAZON 
HOLDING 14% OF THIS MARKET 
VERSUS ONLY 4.9% FOR WALMART.
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Discretionary spending
Market share of discretionary spending at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.

Walmart, on the other hand, is losing ground on consumers’ discre-
tionary spending. Walmart started Q1 2019 holding a 5.6% share; by 
Q2 2022, it had decreased to 4.9%. 

Amazon’s recent success could be attributed to the fact that it has 
tapped into consumers’ concerns about managing their spending in 
the face of rising inflation. Amazon regularly offers Prime members 
deals on essentials as well as items in the discretionary spend-
ing category.

Amazon and Walmart both had less than a 6% share of 
the clothing and apparel market in Q1 2019. As of Q2 2022, 
Amazon’s share of 9.2% is almost double that of Walmart’s, 
which is at 5.3%. 

In Q1 2019, Amazon held 5.5% and Walmart held 5.9% of the cloth-
ing market. By Q4 2019, Amazon had increased its share to 8%, while 
Walmart’s share stayed the same. The most significant change hap-
pened in Q4 2020, when Amazon nearly doubled Walmart’s clothing 
and apparel market share, at 11.8% compared to 6.2%. Amazon’s surge 
can be attributed to consumers taking their shopping online during 
the first holiday season of the pandemic. 

In Q2 2022, Amazon maintained its lead in the market, holding 9.2%, 
while Walmart faced a slight decrease to 5.3%. With more than 50 
in-house fashion brands, Amazon appeals to a broad demograph-
ic, many of whom still enjoy the convenience of shopping online. 
Meanwhile, Walmart continues to target millennials and Generation 
Z with fashion-forward and influencer-tied collections. Despite 
Walmart’s efforts, Amazon remains the clothing market leader, even 
taking market share from other leaders.
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Clothing and apparel sales
Market share of clothing and apparel sales at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.



19

© 2022 PYMNTS.com All Rights Reserved

18 Amazon Versus Walmart Q2 2022
Section II

In 2019, Amazon was behind Walmart in the furniture and 
home furnishings category, holding 6.2% of this market 
versus 8.5% for Walmart. By 2020, however, Amazon had 
surpassed Walmart. As of Q2 2022, Amazon sits at 10% 
versus 7.3% for Walmart.

The market for furniture and home furnishings continues to move 
Amazon’s way, despite former leader Walmart having physical stores 
where consumers can inspect before they buy. Amazon’s home and 
furniture market share lagged behind Walmart’s by 2% during Q1 2019, 
but this had quickly changed by Q4 2019, with Amazon and Walmart’s 
shares statistically indistinguishable at 8.8% versus 8.3%, respective-
ly. Amazon has continued to gain ground in this category, reaching 
its highest share of 11.8% during the fourth quarter of 2020 while 
Walmart held 7.9%. As of Q2 2022, Amazon’s current market share is 
at 10%, while Walmart maintains a solid 7.3%.

Again, these shifts can be attributed to consumers’ ongoing interest 
in online shopping, not to mention the convenience of free doorstep 
delivery of furniture for Amazon Prime members.
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Figure 6

Furniture and home furnishings sales
Market share of furniture and home furnishings sales at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.
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Amazon maintains its leadership in electronics and 
appliances, holding five times more market share than 
Walmart.

Since 2019, Amazon has held a higher share of the electronics and 
appliances market than Walmart. In Q1 2019, Amazon held 14% of 
this market compared to only 4.9% for Walmart.  Since then, Amazon 
has increased its presence in this segment, reaching its highest point 
during Q4 2020 with a 25% share. Currently, Amazon holds 21% of the 
electronics and appliance market. In contrast, in Q1 2019, Walmart 
held only 4.9% of the market and has since maintained this footprint, 
with a slight decrease to 4.4% by Q2 2022.

Again, Amazon has managed to outpace Walmart in a segment that 
was once the exclusive domain of big-box, in-person retail giants such 
as Sears. Perhaps because eCommerce retailers such as Amazon offer 
detailed product information and reviews, consumers can confidently 
buy durable goods online without having to visit physical stores to get 
that information — and this trend shows no signs of reversing. 
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Appliances and electronics sales
Market share of appliances and electronics sales at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.
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Amazon continues to dominate in the hobbies category, with 
nearly five times Walmart’s share of books, sporting goods, 
hobbies and music sales.

In Q1 2019, Amazon’s share of the books, sporting goods, hobbies 
and music categories was at 10%, while Walmart held only a 3.5% 
share. Walmart’s trend line has stayed basically flat since then, while 
Amazon’s share has been on the rise, spiking to 18% in Q4 2020 and 
16% in Q4 2021, respectively. Again, these peaks are not surprising, 
considering consumers’ rush toward online holiday shopping at the 
height of the pandemic, behavior that continued during the 2021 holi-
day season. As of Q4 2022, Amazon holds a 15% share of this segment 
— a slight increase compared to the same period last year. Walmart 
seems to be losing ground in this category, as its diminished partici-
pation seems to indicate.

Amazon’s long-term advantage in selling books, sporting goods, hob-
bies and music products has enabled the online giant to fine-tune 
its user experience. Tapping into a trove of subscriber data, Amazon 
suggests books and items to consumers based on their interests, an 
undertaking traditional brick-and-mortar retailers such as Walmart 
find difficult to achieve. 
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Sporting goods, hobby, music and book sales
Market share of sporting goods, hobby, music and book sales at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.
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Competing for grocery market share is not as easy as it used to be, 
with other leaders such as Kroger, Target and Costco taking a bigger 
slice of sales. As of Q2 2022, Amazon maintains only a 2% share of 
the food and beverage market, which has not significantly changed 
since it acquired Whole Foods in 2017. During Q1 2019, Amazon held 
1.7% of this market, meaning its share has increased by only 0.3% in 
the past three years. 

P A R T  I I I :

WALMART’S  
WIN IN 
ESSENTIALS 
DESPITE MAINTAINING ITS HOLD ON 
THE FOOD AND BEVERAGE MARKET, 
WALMART’S MARKET SHARE IN 
GROCERY IS SLOWLY ERODING, 
WHILE AMAZON STILL HOLDS ONLY 
A 2% SHARE IN Q2 2022, INCLUDING 
ITS SALES VIA WHOLE FOODS 
MARKET.  
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Food and beverage sales
Market share of food and beverage sales at Amazon and Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.

Yet, Walmart’s share in this market has been slowly decreasing over 
the past few quarters. Walmart held 16.3% of the food and beverage 
segment in Q1 2019; as of Q2 2022, this share had fallen to 15.6%. 

Walmart still leads in grocery sales, according to some estimates, 
with sales of $467 billion in 2021, including more than $73 billion at-
tributed to Sam’s Club, which is wholly owned by Walmart.1 As Kroger, 
Target and Costco aim to increase their market share, Walmart needs 
to amplify its leadership in this segment by providing both online or-
dering and rapid delivery. 

Meanwhile, Amazon’s physical store revenue — mainly Whole Foods 
Market — increased 12.5% in Q2 2022 compared to Q2 2021, and 2.8% 
compared to the previous quarter. Amazon’s 2021 food sales in the 
U.S. were over $239 billion, making it the No. 2 retail grocer in the 
country, outpacing Costco, Kroger and Target.2 

Walmart also has a small lead over Amazon in health and 
personal care.

Amazon’s pharmacy service launched in 2020, offering a range of 
over-the-counter personal care products in addition to general goods 
— but even as it dominates online health and personal care sales, it 
has yet to overtake Walmart. 

While stuck for nearly two years at a market share of less than 4%, 
Amazon is slowly catching up with Walmart, which has not seen much 
growth since 2019. As of Q2 2022, Amazon has reached 3.6% of sales, 
while Walmart still leads at 4.8%. 

1  Author unknown. Who are the top 10 grocers in the United States. FoodIndustry.Com. 2022. https://www.foodindustry.com/articles/
top-10-grocers-in-the-united-states-2019. Accessed October 2022.

2  Ibid.

https://www.foodindustry.com/articles/top-10-grocers-in-the-united-states-2019
https://www.foodindustry.com/articles/top-10-grocers-in-the-united-states-2019
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A M A Z O N  A N D  W A L M A R T :  
BY THE NUMBERS

•	 Amazon’s gross sales in the 
United States have increased 
from $117 billion in Q2 2021 to 
$131 billion in Q2 2022. This 
represents a year-over-year in-
crease of 11.5%.

•	 Amazon’s U.S. eCommerce re-
tail sales, excluding Amazon 
Web Services, have increased 
from $112.6 billion in Q2 2021 
to $126 billion in Q2 2022. This 
represents a year-over-year in-
crease of 11.8%.

•	 Amazon’s compound annu-
al growth rate (CAGR) for both 
total sales and eCommerce 
sales is 31%.

•	 Walmart’s gross sales in the 
United States increased from 
$118 billion in Q2 2021 to almost 
$129 billion in Q2 2022. This 
represents a year-over-year in-
crease of 8.9%.

•	 Walmart’s eCommerce retail 
sales in the United States have 
increased from $12.1 billion in 
Q2 2021 to almost $13.5 billion 
in Q2 2022. This represents a 
year-over-year increase of 12%.

•	 Walmart’s CAGR for total sales 
is 8.1% and is 39% for eCom-
merce sales.
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Figure 10

Health and personal care sales
Market share of health and personal care sales at Amazon or Walmart

Source: Data drawn from Amazon and Walmart quarterly earnings reports, the Bureau of Economic Analysis and the U.S. Census Bureau.



31

© 2022 PYMNTS.com All Rights Reserved

30 Amazon Versus Walmart Q2 2022
Section III

Top retailers Walmart and Amazon continue to compete head to 
head in an ever-changing retail marketplace. Amazon rode the 
online shopping wave as it peaked during the pandemic, yet the 
retail market soon shifted. As pandemic-related restrictions be-
gan to subside, Walmart, like other brick-and-mortar retailers, 
began to recover some of its lost market share. Even so, driven 
by convenience and a wider selection, many consumers still flock 
to online retailers for discretionary, if not essential, items. With 
inflation expected to continue for months to come, consumers 
are looking for low prices and bargains, especially moving into 
the 2022 holiday season. While Amazon leads in discretionary 
spending, Walmart, known for lower prices, maintains its lead in 
grocery and health. Amazon’s huge lead in eCommerce sales is 
a frontier that Walmart must conquer to grow its market share. 
As competition intensifies, consumers will benefit — regardless 
of the winner.

CONCLUSION



PYMNTS is where the best minds and the best content meet 

on the web to learn about “What’s Next” in payments and 

commerce. Our interactive platform is reinventing the way 

companies in payments share relevant information about 

the initiatives that make news and shape the future of 

this dynamic sector. Our data and analytics team includes 

economists, data scientists and industry analysts who work 

with companies to measure and quantify the innovations at 

the cutting edge of this new world.

ABOUT

D I S C L A IMER
The Battle For Consumer Retail Spend: Amazon Versus Walmart Q2 2022 
may be updated periodically. While reasonable efforts are made to keep the 
content accurate and up to date, PYMNTS: MAKES NO REPRESENTATIONS 
OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, REGARDING 
THE CORRECTNESS, ACCURACY, COMPLETENESS, ADEQUACY, OR 
RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED 
FROM THE USE OF THE INFORMATION OR THAT THE CONTENT WILL 
SATISFY YOUR REQUIREMENTS OR EXPECTATIONS. THE CONTENT IS 
PROVIDED”  “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY 
AGREE THAT YOUR USE OF THE CONTENT IS AT YOUR SOLE RISK. 
PYMNTS SHALL HAVE NO LIABILITY FOR ANY INTERRUPTIONS IN THE 
CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH 
REGARD TO THE CONTENT, INCLUDING THE IMPLIED WARRANTIES OF 
MERCHANTABILITY AND FITNESS FOR A PARTICULAR PURPOSE, AND 
NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW 
THE EXCLUSION OF CERTAIN WARRANTIES, AND, IN SUCH CASES, THE 
STATED EXCLUSIONS DO NOT APPLY. PYMNTS RESERVES THE RIGHT 
AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO MODIFY, 
INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR 
ANY COMPONENT OF IT WITH OR WITHOUT NOTICE. 

PYMNTS SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, 
IN PARTICULAR, SHALL NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, 
CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR DAMAGES FOR LOST 
PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR 
RELATED TO THE CONTENT, WHETHER SUCH DAMAGES ARISE IN 
CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT LAW, OR 
OTHERWISE, EVEN IF PYMNTS HAS BEEN ADVISED OF THE POSSIBILITY 
OF SUCH DAMAGES. 

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR 
EXCLUSION OF LIABILITY FOR INCIDENTAL OR CONSEQUENTIAL 
DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS DO 
NOT APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED 
BY PYMNTS AND ITS PARENTS, AFFILIATED AND RELATED COMPANIES, 
CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE 
DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT 
COMPONENT PROVIDERS, LICENSORS, AND ADVISERS. 

Components of the content original to and the compilation produced by 
PYMNTS is the property of PYMNTS and cannot be reproduced without its 
prior written permission.

V E R S U S

Q 2  2 0 2 2
The Discretionary Spend Play

AMAZON
WALMART

http://pymnts.com

