
St a t e  o f Ore g o n  DTC –
P a rt  On e : Ke y W in e  In d u st ry Tre n d s



• Ho w Do e s  OREGON c o m p a re  to  th e  re s t o f th e  US?

• Wh e re  is  OREGON d iffe re n t th a n  th e  US?

• Ho w d id  OREGON p e rfo rm  in  20 22 c o m p a re d  to  20 21?

• Ha s  p ric in g  c h a n g e d ? An d  h o w?

• Wh a t o th e r fa c to rs  s h o u ld  we  c o n s id e r?

Questions that We’ll Address 
Today: 



How do we know what we know…



ACCELERATING GROWTH 
THROUGH THE 

POWER OF FIRST PARTY DATA

User-friendly advanced analytics. SaaS: Ecommerce and Depletion (Sales). Wine and 
Spirits.   

SEGMENTATION QUERY-BASED 
REPORTING

FORECASTING DATA CLEANSING VIRTUAL ANALYST



29,000,000 contacts
4,500,000 club memberships
242,000,000 order records
900,000 products
2,000 wineries (OR: ~150)

2023 Annual 
Report



• 25  ye a rs  o f e xp e rie n c e  in  te c h  (h e a lth c a re )  a n d  s tra te g y

• Co - Fo u n d e r a n d  le a d  a n a lys t fo r En o lytic s

• Bra in s to rm s  with  c u s to m e rs  d a ily a n d  in c o rp o ra te s  th e ir 

fe e d b a c k

• Ra n  a  5 0 0 M USD b u s in e s s  u n it

A little bit about myself



OREGON: 
DTC General Overview



OREGON USA

Cases Sold: + 85% - Revenue: + 46% Cases Sold: + 47% - Revenue: + 44%

Source: 



OREGON:
• Highest Revenue
• Biggest drop in discounts
• Biggest Avg Bottle Price Increase
• Highest AOV increase

OREGON:
• Highest decline in Orders/Customer
• Drop in unique customers
• Cases Sold flat

Source: 



2022 Q4 Results compared to 2021 Q4

Source: 



A little bit more about Pricing



Source: 



Source: 



Looking at the 
OREGON

wine performance 
through a different 

kind of lens



• ‘Firs t  t im e ’ vs  ‘re p e a t’ vs  c lu b

• Un iq u e  c u s to m e rs

• g e n d e r

• g e n e ra tio n

• win e ry a ve ra g e  b o ttle  p ric e



First Time Buyers vs. Repeat Buyers



>$60

Source: 



Unique Buyers



POS

Club

Website

OR USA

44%

34%

74%

36%

20%

50%

Unique Customer Growth by Major Channel Since 2018 (Q1-Q4) OR

Source: 



Gender and Generation



Source: 



Source: McCrindle

3% 4 0 % 35 % 21% 1%2022 DTC Ne t Sa le s



Source: 



Source: 



Source: 



Source: 



Source: 



Source: 



Wine Types



Source: 



Source: 



Gifts! How important are they?



% of Orders that are gifts - OR

Source: 



Request your own free comparison/benchmark report

https://info.enolytics.com/comparison-report-request



Q & A



CONTACT:
CHRIS HUYGHE 

CHRIS@ENOLYTICS.COM
(650)823-3087
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