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Alcohol e-commerce volumes and value are 
forecast to continue to grow post-pandemic.

Wine is well-placed within this world, 
over-indexing in online volumes compared to the 
total trade. There is a strong investment case for 
wine to expand its reach and market share in this 
channel.

The audience among wine drinkers also continues 
to expand despite the fading of the Covid pandemic 
and associated lockdowns, though the rapid growth 
of the Covid era appears to be subsiding.

Online wine shoppers are more likely to be 
younger, higher income and urban and be more 
frequent wine drinkers. They are also likely to spend 
more. Strategically these are the most desirable 
consumers that wine producers can target in the 
current trading environment.

Websites are used for more purchases than apps, 
with the exception of China and Brazil, but apps 
have a larger audience among younger consumers. 
Apps promote smaller volume, more frequent 
purchases, for consumption then and there, often 
in smaller quantities but with a higher value per 
bottle.

There are opportunities for growth, with significant 
proportions of non-online wine shoppers 
considering using online channels in the future.

However wine e-commerce strategies need to take 
into account the fundamental change in the e-
commerce offer and use case, particularly for app 
users.

Traditional e-commerce is still focused on offers 
and perceived range, with promotions and hard-to-
find products driving channel choice.

However, the return of the on-premise, growing 
competition from RTDs and inflation all pose 
threats to wine e-commerce.

Wine Intelligence Viewpoint
Wine e-commerce 

remains a growing and 

increasingly valuable 

channel

The market is developing 

into two separate spheres: 

impulse purchases for 

immediate consumption, 

led by apps, where speed 

matters more and cost 

matters less; and 

‘traditional’ web browser 

e-commerce, which is 

driven by offers and 

perceived range

Opportunities
• Growth in app-based e-commerce
• Premiumisation and ‘indulgence’ purchases
• Specialist channels

Threats
• Inflation and cost of living
• Return of on-premise
• Switching to lower cost B&M retail
• Growing competition from other alcohol categories
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