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Moving from
the Display
Fridge to
Digital.
Are you properly investing in your digital shelf space?

In this white paper, we look at how digital consumers
are discovering, buying and enjoying alcohol in 2018
and how alcohol retailers can best serve their
customers and generate growth.
But ﬁrst, a question.
How does a retailer (monopolies included) translate
their expertise in managing physical shelf space (in
the fridge, by the entrance, during tastings, by the
checkout lane) into an optimized, proﬁt-generating
digital shelf?
How do you get the right product in front of the right
consumer and create an on-brand experience that
leads to sales, whether online or across channels?
Let’s ﬁnd out.
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Should Digital Matter to
Alcohol Retailers? Yes.
Last year, 90% of retail
growth in Fast Moving
Consumer Goods (FMCG)
came from digital, with
eCommerce driving growth
across product categories.
- Nielsen 2017 Consumer Report ¹
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INSIGHTS: CONSUMER PREFERENCES

What Consumers Want
Millennials + Women Like Wine

The Wine Market Council reports
that in 2015, millennials (18 to
34-year-olds) drank 42% of all
wine, more than any other age
group. The same study found that
women consumed 57% of all wine
during the same period.²

Wine Consumption by Demographic (2015)

Millennials

Purchasing Power

Other age
groups

Known as content creators and
users, 46% of millennials post
original photos or video online
that they themselves have created.
³
Men
So with the right brand experience,
millennials do the selling for you. And
chances are they are more than
willing to share content about wine!

Women
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Millennials make up
21% of consumer
discretionary purchases,
estimated at over a
trillion dollars in direct
buying power.⁴

Your Consumers’ Drink of
Choice is Changing.
“Vodka, the most
consumed spirit in
Canada in 2014, is
expected to decline
in popularity by 2018.”
- Statista⁵
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INSIGHTS: CONSUMER PREFERENCES

What Consumers Are Craving
The Popularity of Craft Beer + Cans

35% of adults (21+) say they are
more tempted to purchase
alcoholic beverages labeled
“craft”. This ratio jumps to 46%
for men between the ages of 21
and 24.⁶

In response, the four major
brewers in the U.S.
(Anheuser-Busch InBev, Molson
Coors, Heineken, and
Constellation Brands) have been
buying up craft-brew companies.⁷

Product Preferences

35% of adults are more
likely to purchase an
alcoholic product that
is labeled craft.
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Another shift in the market comes
in the shape of cans, as many beer
and wine suppliers move away
from the glass bottle.
Consumers are choosing
convenience over tradition ,
fueling the shift to cans, which can
be chilled faster, are easier to
carry and less likely to break.
“Local” and “craft” are two keywords
that are spurring purchases and
brand loyalty, coupled with an overall
desire for convenience.
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Consumers Want Convenience
Digital Delivery has Changed
Consumers

The Restaurant Effect

Bridging the Omnichannel Gap

For the ﬁrst time, in 2016,
consumers in the U.S. spent more
food dollars on
restaurant-prepared meals than
on meals prepared at home.⁸

This shift will inevitably impact
restaurants’ alcohol sales if they
do not (or can not) facilitate
alcohol purchases through their
platforms and apps.

The very nature of eating out is
moving inside; increasingly,
consumers are using digital
platforms and third-party apps to
have restaurant meals delivered to
their homes.⁹

As beer, wine and spirit sales
provide restaurants with essential
proﬁt margins, both restaurants
and alcohol retailers should be
paying close attention to this
particular development.

One possible response for
anticipating this usage of digital
platforms and third-party apps is
the implementation of a
buy-online, pick-up in store
function, currently implemented
by both the Liquor Control Board
of Ontario and the Société des
alcools du Québec, for example.
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While the customer/persona
looking to stock up their wine
cellar will be more tolerant of
traditional delivery times,
Canadian consumers will soon be
expecting instant order fulﬁlment,
especially if they are purchasing
for the evening’s meal or special
occasion.

Is There Room for Growth?
Yes.
The average
Canadian household
spent $979 on
alcohol in 2015, up
from $874 in 2014.
- Statista
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ACTIONABLE INSIGHTS: ECOMMERCE PRIORITIES

Key eCommerce Basics

Before jumping into some higher level priorities, we would be remiss if we didn’t mention the basics.
These are the elements that should be integrated into any phase 1 eCommerce site build:

●

●

The Customer Journey
In the same way a wine label’s design
draws a customer in, so should your
website. An intuitive and tested UX
invites your consumers (including the
older, less tech savvy ones) to spend time
on your site. The steps from product
discovery to purchase and re-order
should be clear and even enjoyable to
navigate.
Product Information Management
In the alcohol industry, your products
have tons of information that consumers
want: origin, alcohol percentages,
varietal, ingredients, food pairings, label
photos, different language descriptions,
even video. PIM helps ensure that
information is centralized and consistent
across all platforms, allowing customers
to make informed decisions.

●

Search is King
With unlimited shelf space and so many
product offerings/SKUs, a robust search
capability is vital for helping your
consumers ﬁnd the product they are
looking for.

●

Inventory + Fulfillment
Customers experience disappointment
with a brand or service when inventory is
not in stock or delivery doesn’t arrive
quickly. They are also less likely to
purchase when shipping is not free or is
perceived to be too slow or expensive. Live
inventory, delivery tracking and
incorporated shipping costs can give your
customers the transparency and
experience they desire.
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The Omnichannel Customer Journey
Omnichannel Success:

According to Ricardo Larivée, a
celebrity chef, most Quebecers
decide what they will have for
supper at 4:30pm.¹⁰ It follows that
their wine choices might be up in
the air until that point in the day.
This is where omnichannel
capability creates vast
opportunities. Consider the
following customer journey:
1. Marie-Michèle looks at recipes
online. Probably on Ricardo.com, if
she searched on Google. She
notices a well-placed
advertisement for wine well-placed, but also relevant.

2. Clicking through, she browses
options on a landing page
populated with recommendations
based on her previous purchases.
Intent on trying something new
yet safe, product information on
food and wine pairings helps her
ﬁnd a wine that suits her needs
and her palate, which veers
towards new-world Syrah.
3. She uses the map functionality
to ﬁnd the nearest outlet and
places the order.
4. Leaving work, she heads to the
brick-and-mortar store where she
shows the mobile app to the sales
person, who has her bottle of wine
ready. It’s Thursday, so
Marie-Michèle grabs two more
bottles for the weekend.
eCommerce Intelligence

5. While enjoying dinner,
Marie-Michèle snaps an
Instagram-worthy picture of her meal
and wine glass, types in relevant
hashtags and shares with her network.
6. She gets a “Did you love it?” email,
inviting her to review the wine on the
retailer’s platform, where she can
leave comments (a huge help to other
people making purchases). It’s also easy
for her to place another order, perhaps
a case of that wine she liked so much, or
similar products based on other
consumers’ purchases who also liked
her new “best wine ever!”
When so much of eCommerce is about
experience and convenience, alcohol
retailers need to make sure they are
providing value and consistent
messaging across the customer
journey.
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Growing B2B Sales
The tools that fuel B2B sales growth

In Canada, with the reality of
government-owned alcohol
boards and societies, alcohol
retailers are also heavily invested
in the B2B arena, as they provide
wine, beer and spirits to
restaurants, venues, bars and
more.

•

•

In your role as a wholesaler, are
you giving your partners
everything they need to increase
THEIR alcohol sales?
This includes:
•

APIs that link to your
backend so your partners
can feature your content on
their sites.

•

An ability for customers to
easily place orders and
receive instant, automated
updates on order status,
including delivery.
An ability for alcohol
brands and distributors to
easily work with you to
purchase their physical and
digital shelf space (high
visibility on your website,
for instance).
You can also create
branded microsites focused
on driving conversions,
using a common backend,
allowing clients and
consumers to have the
on-brand experiences they
desire.
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•

Order and re-order should
be stunningly simple,
regardless of complicated
customer-side workﬂows.

Best practice in B2B entails the
creation of a customer portal to
facilitate decision-making through
client-side workﬂows.
Luckily, eCommerce platforms
have developed out-of-the-box
capabilities for accomplishing all
this and more.
After all, your business clients are,
in their day-to-day lives,
consumers and the eCommerce
convenience he or she
experiences on a day-to-day basis
will inevitably inﬂuence their
purchasing behaviour in a
business context.
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The Power of Personalization
The Competitive Advantage

What You Have to Lose

Types of Personalization

79%

74% of online consumers get
frustrated when content (product
offers, ads, promotions, etc.) aren’t
relevant to them, which hurts the
user’s perception of the brand or
retailer.¹³

Personalization can be
implemented and tested in a
variety of ways.

of commerce companies who had
a documented personalization
strategy exceeded their revenue
goals.¹¹
In eCommerce, “Personalization”
means using data analysis to
create a unique and relevant
experience for individual shoppers
across channels.
When it comes to attracting and
retaining customers, retailers can’t
treat everyone the same anymore.
¹²

67% of consumers have
unsubscribed from an email list
when sent irrelevant information.
¹⁴
43% ignored further
communications from that
company and 32% stopped visiting
the company’s website or mobile
app altogether - all because a
message missed the mark.¹⁵
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It can be as simple as emails that
feature the customer’s name
(which actually generates 26%
higher unique open rates than
generic messages!).¹⁶
With the help of user ID tracking,
websites can feature an item that
a shopper already viewed and
suggest relevant products based
on previous purchases.
Some eCommerce companies
automatically generate
individualized landing pages that
feature customer-speciﬁc
products and deals (think
Amazon’s landing page, which is
different for each user).
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Mobile + Voice: Google, We Have a Problem
Product Discovery Is More
Complex

Mobile

Voice

Research has shown that
consumers will often have 6
interactions with a brand or
retailer before converting. These
interactions could happen at any
point of the day or night, on any
device. In fact, it is not uncommon
to see someone shopping on their
mobile device while standing in
line for coffee.

In recent years, mobile search has
overtaken searches done on
desktops.

How do you sell online if a
consumer never visits or sees
your website? All of a sudden,
voice and tone become important
elements of your brand.

Retailers are leveraging both
websites optimized for mobile
and mobile apps to reach their
customers.
A mobile app with incentives for
purchasing can boost customer
loyalty and purchases - just look at
Starbucks: their mobile app
accounts for 10% of purchases.¹⁷

In 2018, we expect consumers to
interact with conversational AI
like never before. While Amazon’s
Echo Device is just now reaching
Canada, alcohol brands like
Johnnie Walker have invested in
the creation of Alexa Skills - ways
to interact with their customers
through the Amazon Echo
Voice interactions are a new and
important place for building out
that digital shelf.
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BRIDGE
THE
ECOMMERCE
GAP.
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Are You Connecting With
Digital Consumers?
To be competitive, your eCommerce strategy should:
•

•

To ensure you remain relevant and nimble it's time to think of your company or division as a digital
business. Digital is essential for meeting consumer
expectations, driving sales and increasing proﬁts.

take into account the basics of eCommerce:
product information, search capability and
relevant results, fast fulﬁllment and inventory
checks, all to create a smooth, frictionless
shopping experience.

This approach will be rewarded through customer loyalty
and recurring sales.

provide personalized communications and
customized platforms that will make life easier
for the consumer. Relevance is key.

•

true omni-channel capability, including
consistent product information tailored to each
platform and device, with optimized experiences
for each device or interaction.

•

incorporate your brick-and-mortar stores into
your order management and order fulﬁllment
strategy - with "click and collect", for example.

The ﬁrst step
is to ensure that your organization's leadership is
committed to your digital vision.
Then you will need to ﬁnd a partner who understands not
only the consumers and your issues, but one who
masters the technologies that will allow you to bridge the
eCommerce gap.
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How Absolunet can help.
Get curious

Get started

Get in touch

If you’ve read this far, you’re
probably getting ideas or have
questions about how you can use
digital to get the edge for your
business.

We don’t sell software, we help retailers
use digital to move more merchandise,
understand their customers and manage
with better oversight.

Let’s talk. You can tell us about your
business, including ideas or
challenges you’re working on. We’ll
share what we’ve learned and what
we know, including case studies, best
practices and industry trends.

Here is what we can do for you:
You’ll be amazed at what’s possible
today. What was complex 5 years
ago is now automated and simple.
Your business is about to go from
ﬂip-phone to smartphone.

●

●

●

Strategy + Analysis: from
exploration to audit to
eCommerce business plan.
User Experience Design:
customer-centric, frictionless and
proﬁtable interfaces.
Implementation + Integration:
making it all work together

Go ahead, make your competition
look like they’re still in 1995.
Reach out at
info@absolunet.com

Contact Us.
About Absolunet

Canada + Europe

Absolunet helps North-American manufacturers, distributors
and merchants bridge the gap between how they sell and what
customers expect in the digital economy.

Charles Desjardins
Partner, Executive Vice-President, +1.877.979.2276 ext. 301
cdesjardins@absolunet.com

Absolunet is an eCommerce agency and integrator with 150
people obsessed with delivering results, creating
ROI-producing (and award-winning) eCommerce experiences
since 1999. Known for its annual Top 10 eCommerce Trends
report, Absolunet is a certiﬁed Magento Enterprise Solution
Partner and is Magento's fastest-growing North-American
partner, as well as being a Sitecore "Gold" partner and InSite
Platinum partner.
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Marc-André Huras
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United States
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Sources.
INSIGHTS:
CONSUMER PREFERENCES

INSIGHTS:
DIGITAL PURCHASING TRENDS

ACTIONABLE INSIGHTS:
ECOMMERCE PRIORITIES

1. “Finding the Path to Growth with a
View of the Total Consumer. (Nielsen,
2017)

8. “Food Expenditures”
(USDA, 2017)

10. Ricardo Larivée, keynote speech at eCOM
MTL 2017

9. “Finding the Path to Growth with a
View of the Total Consumer.” (Nielsen,
2017)

11. “2017 Personalization Development
Study” (Monetate, 2017)

2. “Millennials Are Drinking So Much
Wine They Are Changing How It Is Sold.”
(Bustle, 2017)

12. “Retail and Consumer - Personalizing the
Retail Experience” (PWC’s Total Retail Report,
2016)

3. “Who Are Millennials?” (Millennial
Marketing, 2018)

13. “15 Mind-Blowing Stats About
Personalization” (CMO by Adobe, 2015).

4. (Millennial Marketing, 2018) idem.
5. “Alcohol Consumption in Canada Statistics & Facts” (Statista, 2015)

14. “Are You Getting Personal? Data-Driven
Personalization Delivers 5 to 8 Times the ROI
on Marketing Spend” (V12 Data)

6. “Tapped In: Craft and Local Are
Powerful Trends In The Beer Aisle”
(Nielsen, 2015)

15. (V12 Data) idem
16. “Study: Personalized Emails Deliver 6X
Higher Transaction Rates, But 70% of Brands
Fail to Use Them” (Marketing Land, 2014)

7. “How Craft Beer’s Popularity Is
Hurting Craft Beer” (Fortune, 2017)

17. “Starbucks Shoppers Embrace Mobile
Ordering in Droves” (Retail Info Systems,
2017).

Montreal. Toronto. Kansas City.

Boisbriand.

The Digital Transformation
of Alcohol Retail:
How the Canadian Alcohol Retail Industry
Can Use eCommerce to Adapt to Changing
Consumer Preferences.

© Absolunet, 2018, All rights reserved.
Unauthorized use/reproduction strictly prohibited.

absolunet.com
@absolunet
/absolunet

Montreal.

Kansas City.

Toronto.

Ste-Therese.

