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N E W  F R O N T I E R S

Click and Sip: The Rise of Online BevAlc Shopping 



Online & Delivery Alcohol Sales have grown dramatically as a 
result of COVID-19 Restrictions



eCommerce adoption has accelerated tremendously since COVID-19, 
with adoption across many categories growing by 4x or more

14 Select FMCG Categories

Source: Numerator eCommerce Acceleration Index

https://www.numerator.com/ecommerce-acceleration-index
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50%

17%
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Click & Collect
Order online, pick up in/at store

47%

42%

7%
4%

Online Orders
Order online, deliver to home Normal part of routine

Use it occasionally
First time in the last 6 months
First time ever

In particular, Click & Collect has gained significant adoption as 
a result of COVID-19 lockdowns

Source: Numerator Survey 6/22/2020 – Shoppers with confirmed purchases week prior, n = 1,004 4

11% 
New

27% 
New

Which of the following best describes your purchase?
% of shoppers who made an online or click & collect purchase in the past month



But what does this accelerated online 
adoption mean for a highly-regulated 

category?
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Background

The COVID-19 pandemic has had a significant 
impact on shoppers’ alcohol consumption habits. 
As on-premise consumption was restricted, 
consumers began purchasing more alcohol for 
consumption at home – leading to significant 
sales growth across Brick & Mortar and Online 
retail outlets.

However, the eCommerce landscape for 
alcoholic beverages is highly fragmented and 
difficult to quantify – with an array of third 
party delivery services, localized regulations and 
competition, and a blend of both traditional and 
non-traditional retailers and services.
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Growth of alcohol sales at B+M stores is coming from beer and 
spirits, with wine trailing slightly

Source: Numerator Insights Panel 7
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Let’s review the current online alcohol 
market



Online & Delivery Alcohol Sales have grown dramatically as a 
result of COVID-19 Restrictions



Over 70% of states across the country have taken steps to 
loosen their previous restrictions on alcohol pickup and delivery

10

State Laws of Alcohol Delivery During Normal Times:  
Allow for Delivery of All Alcohol
Allow for Delivery of Beer and Wine
Don’t allow for Delivery of Alcohol



Consumers have tapped into Click & Collect and Delivery Apps 
for alcohol purchasing as well as expanded to purchasing 
directly from local restaurants and producers

CLICK & COLLECT
FOOD, MASS & 

LIQUOR

THIRD PARTY APPS, 
SUBSCRIPTIONS & 
ONLINE RETAILERS

LOCAL 
RESTAURANTS/BARS & 
WINERIES, BREWERIES, 

DISTILLERIES



Within the variety of options, Click & Collect is the most 
common online purchase method for alcohol – from grocery & 
liquor stores as well as restaurants

Source: Numerator Custom Survey. June 2020. n = 448 12
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11%
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Order online, pick-up at grocery store

Order online, pick-up at local beer/liquor store

Order online, pick-up at local restaurant

Online retailers (e.g., Wine.com)

App/Delivery services (e.g., Drizly, MiniBar)

Order online from local winery and ship to home

Order online from local brewery and ship to home

Order online, pick-up at local winery

Order online, pick-up at local brewery

Subscription services

Other

Preferred Online Alcohol Service
Of the services you have used in the past, which is your most preferred method of ordering alcohol online?

Service Used

Service Preferred

Online Alcohol buyers 
prefer using online 
retailers over 
Apps/Delivery Services



Online Retailers, Third-Party Delivery Apps and Subscription 
Services are promoting the ease and convenience of their 
services and without directly addressing COVID-19



Social media ads and brand websites conveniently redirect to online 
retailers, third-party delivery services, or the brand’s own DTC page



Retailers have promoted a range of buying options and deals on 
alcohol during COVID-19 from in-store to Click & Collect to Delivery 

Source: Numerator Promotions Intel, P3M 



And brands have also started highlighting delivery & 
pickup in their online and broadcast advertising

Source: Numerator Ad Intel. P3M



Alcohol Promotions during COVID-19 have been dominated by wine 
and domestic beer, followed by imported beer and hard seltzer

Source: Numerator Promotions Intel, P3M . Total Retailers. 
Media Types: Circular, Bonus Pages, Online Webpage 17
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Wine Domestic
Beer

Imported
Beer

Hard
Seltzer

Craft Beer Vodka -
Unflavored

Tequila Wine -
Sparkling

American
Whiskey

Others

% Category Share of Alcohol Promotions
3 months ending 5/31/2020



So, who is the online buyer of alcoholic 
beverages?



Income and location are the largest differentiator of shoppers 
buying alcohol online vs. those that are only buying in B&M

• Young Gen-X 
• Families with 

children

• Adult Couples

High Income Urban/Suburban

© GeoNames, HERE, MSFT
Powered by Bing

Living in central and western 
states

Source: Numerator Insights, Shopper Profile



143

Not surprisingly, shoppers who purchase alcohol online 
are more engaged in online shopping in general

Find online shopping 
enjoyable or very enjoyable

126
Do product research online 

regularly

122
Making online purchases 

weekly

Source: Numerator Insights, Psychographics

Index vs. Non-Buyers of Alcoholic Beverages Online

132
I buy in bulk online

154
Prefer physical stores

61
Online shopping saves me 

money



They are highly engaged digital shoppers – buying online across 
categories 

Source: Numerator Custom Survey. June 2020. n = 448; arrows indicate statistical significance 21
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89%

74%

77%

78%

68%

50%

Groceries (e.g., produce, dairy, etc.)

Paper products (e.g., paper towels, toilet
paper, etc.)

Cleaning supplies

Apparel

Health and medical supplies

Books and entertainment

Categories Purchased Online
Which of the following, if any, have you purchased online in the past 3 months?

Total Beer Shoppers Wine Shoppers Spirits Shoppers



Shoppers who buy alcohol online spend almost 3x more than 
the average alcohol buyer, spending 26% more per trip!

Source: Numerator Insights, 52 weeks ending 5/31/2020 22

$24.07 47 $1,124

$19.72 20 $397

Spend per Trip Annual Trips Annual Spend 

Online alcohol buyer’s BevAlc
spend across all channels 

Average alcohol buyer’s 
spend on BevAlc across all 

channels



Shoppers are purchasing alcohol online mostly for daily activities 
like relaxing, socializing at home, and to consume with meals

Source: Numerator Custom Survey. June 2020. n = 448 23

57%

46%

45%

37%

22%

21%

17%

13%

8%

2%

Downtime/Destress after the day

Socializing with others in household

To drink with meals

Watching a movie or TV

Celebrations (e.g., birthdays, graduations, Mother’s Day, 
etc.)

Virtual happy hours

Socializing with small groups outside of the household

To send as a gift

For hobbies (e.g., reading a book, arts and crafts, etc.)

Other, please specify

Purchase Occasions
For which of the following occasions have you purchased alcohol online for?



What has online buying looked like over the past 
3 months?



60%

COVID-19-related restrictions led to many buyers purchasing 
alcohol online for the first time – many of whom have done so 
frequently

Source: Numerator Custom Survey. June 2020. n = 448 25

of online alcohol buyers 
made their first online 

purchase due to 
COVID-19 Restrictions

have purchased alcohol 
online on a monthly 

basis or more 
frequently

45%



The majority of shoppers learned about the option to buy alcohol 
online from family/friends, online search, or social media

Source: Numerator Custom Survey. June 2020. n = 448 26

26%

24%

21%

13%

11%

7%

7%

5%

4%

18%

Friend or family member

Online search

On social media

Brand website

Digital ad on a website

Email ad

Signage outside liquor…

Signage outside a…

Signage outside winery

Other, please specify

Awareness of Purchasing Alcohol Online
How did you become aware that you could purchase alcohol online?

Most mentioned: 
Grocery/store app or website

Wine shoppers are more likely to have found 
out about this option from digital ads



Beer & wine are the most commonly purchased online; still, 
1/3 of buyers have purchased spirits

Source: Numerator Custom Survey. June 2020. n = 448 27

58%
53%

34%

12%
6%

3%

Wine Beer/Seltzer Spirits To-go cocktails from
local restaurants

Cocktail kits Other, please
specify

Which of the following, if any, have you purchased online in the past 3 months?
Select all that apply

Spirits Buyers are more likely to also be 
purchasing wine and beer online, as well 
as to-go cocktails from restaurants



Over the past 3 months, 1 in 5 shoppers purchased alcohol online at least 
once a week, but for beer & spirits it was closer to 1 in 4 shoppers

Source: Numerator Custom Survey. June 2020. n = 448 28
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4%

3%

17%

23%

17%

20%

25%

28%

29%

28%

21%

20%

23%

19%

33%

25%

28%

29%

Total

Beer Shoppers

Wine Shoppers

Spirits
Shoppers

Purchase Frequency
Thinking about the past 3 months, how often have you been purchasing alcohol online?

2-3 times a week Once a week Once every 2-3 weeks Once a month Less often than once a month



As for delivery services apps, awareness is lowest among beer 
shoppers – over half have never heard of these!

Source: Numerator Custom Survey. June 2020. n = 448; arrows indicate statistical significance 29
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42%

37%

15%
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51%

55%

18%

6% 5%
7%

4% 5% 4%
3%

32%

47%

24%

11%
9% 7%

5% 5% 4% 5%

35%

Wine.com Drizly ReserveBar Hopsy goPuff Minibar Saucey Tavour Craftshack None of the
above

Awareness of Online Retailers & Services
Which of the following, if any, online services are you aware of for alcoholic beverages? Select all that apply

Total Beer Shoppers
Wine Shoppers Spirits Shoppers

Of those aware of these services, 
• 16% have used an app or delivery service to order alcohol online, 

while 
• 24% have used an online retailer like Wine.com



Beer is most likely to be purchased through Click & Collect, 
while wine is more likely to be purchased for delivery

Source: Numerator Custom Survey. June 2020. n = 448; arrows indicate statistical significance 30

67%

33%

80%

20%

60%

40%

63%

37%

Bought online and picked-up in store

Bought online and delivered to home

Most Recent Purchase
Thinking of your most recent online alcohol purchase, which of the following best describes that purchase?

Total

Beer Shoppers

Wine Shoppers

Spirits Shoppers



What does this mean for brands & retailers?



Almost 1 in 5 wine shoppers and 1 in 4 spirits shoppers plan to 
purchase more alcohol to consume at home as states re-open 

Source: Numerator Custom Survey. June 2020. n = 448; arrows indicate statistical significance 32

71%

16%

13%

72%

15%

13%

67%

18%

15%

60%

24%

16%

I will purchase the same amount of
alcohol for at-home consumption

I will purchase more alcohol for at-home
consumption

I will purchase less alcohol for at-home
consumption

Future Alcohol Consumption
Thinking about the COVID-19 pandemic, once restrictions are lifted and things start to reopen, how, if at all, do you
expect your at-home consumption of beer/wine/spirits to change?

Total Beer Shoppers Wine Shoppers Spirits Shoppers



And, although in-store remains the top choice, 3 in 5 shoppers 
either prefer purchasing online or are open to being convinced

Source: Numerator Custom Survey. June 2020. n = 448 33

44%

39%

17%

40%

41%

19%

46%

36%

18%

45%

34%

20%

I prefer purchasing
alcohol in-store versus

online

I have no preference

I prefer purchasing
alcohol online versus in-

store

In-Store vs. Online Preference
Which of the following best describes you?

Total Beer Shoppers Wine Shoppers Spirits Shoppers

Ability to browse and compare items easily

Able to browse, read labels, find better substitution

So I can look at exactly what I’m buying

“ ”
“ ”
“ ”

Easy and convenient, safer

Avoiding human contact. Even before COVID-19.

When I know what I want, it's way more convenient

“
”

” ”“
“



The majority of online buyers have had a positive 
experience

Source: Numerator Custom Survey. June 2020. n = 448 34
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54%

51%
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38%

34%

39%

36%

9%

11%

8%

7%

1%

1%

2%

1%

Total

Beer Shoppers

Wine Shoppers

Spirits
Shoppers

Experience of Purchasing Alcohol Online
How would you rate your most recent experience purchasing alcohol online?

Excellent Good Average Poor Terrible



…which can lead to sticky behavior: over 80% say they are at 
least somewhat likely to repurchase online

Source: Numerator Custom Survey. June 2020. n = 448 35
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30%

29%
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27%

12%

12%

9%

9%

5%

4%

4%

5%

Total

Beer Shoppers

Wine Shoppers

Spirits
Shoppers

Likelihood of Purchasing Alcohol Online Again
Based on your most recent experience, how likely or unlikely are you to purchase alcohol online again in the future?

Extremely likely Somewhat likely Neither likely nor unlikely Somewhat unlikely Extremely unlikely



Source: Numerator Insights - Psychographics 36

Identify as an impulse 
buyer148

Online mobile 
devices is the 

most influential 
touchpoint

171
Index vs. non-buyers of BevAlc
online:

Identify as an display 
browser123

Build an online strategy that 
targets impulse purchases both 

through online advertising in 
multiple platforms as well as 

sponsored listings within retailers’ 
websites

So, reaching these shoppers through their mobile device is key!

Platforms where they over-index



What’s next for brands?
• Talk to retail partners about their Click & Collect 

service and strategy and work to optimize your 
brand’s position in search results and sponsored 
listings

• Assess assortment and marketing on third-party 
delivery apps and how this compliments similar 
efforts with retailers

• Invest in a digital strategy to reach shoppers that 
are already highly engaged in online shopping in 
order to drive impulse purchases 

• As different areas move throughout the phases 
of re-opening, consider a localized strategy in 
those markets where on-premise consumption 
remains limited

What’s next for retailers?
• Be prepared for increased demand for alcohol via 

Click & Collect beyond the pandemic

• Ensure marketing & assortment appeals to the 
new Click & Collect shoppers who are higher 
income, Gen X families or adult couples. Use 
Numerator panel data to identify what they 
normally purchase in-store across channels to 
help inform assortment

• Learn more about lapsed & leaked shoppers 
through panel data and survey to identify areas 
of improvement in capturing these shoppers 

• Continue driving awareness of the availability of 
online purchasing options for alcoholic beverages 
through digital channels like grocery apps and 
website
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Learn how your consumer’s behavior is shifting
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