


Ten years ago, Wolt started with a simple idea: make it easier to discover and
order from the best places nearby. That idea began with restaurants. Today it
extends to the rest of the neighbourhood.

Across Europe, people now use Wolt for the weekly shop, a forgotten charger,
cold medicine, pet food and last-minute flowers. The change is visible in the
numbers. Non-food retail’s share of Wolt sales has more than tripled since early
2022. In 2025, both the number of retail shoppers and how often they ordered
continued to rise.

This report looks at what people buy, when they buy it and what keeps them
coming back. It also tells the stories of the stores behind those orders—from
independent florists and pharmacies to grocers and larger chains.

On-demand retail is still taking shape. What is already clear is that convenience
does not replace the local store. Done well, it gives that store another front door.

Panos Kazouros
Vice President of New Verticals, Wolt

From restaurants to the whole
neighborhood

Panos
Karouzos

A little over a decade ago, Wolt started with restaurants. The idea was simple: make it easier to
discover great places nearby and order from them. Back then, it was difficult to imagine how much
more that idea might come to include.

I’ve worked in retail long enough to know that customer habits rarely change overnight. Yet over the
past few years, I’ve watched people begin to use Wolt in ways that once would have felt surprising. The
same person who orders dinner might return for the weekly shop, cold medicine, dog food or flowers. 

It has reminded me that people do not think in the neat categories businesses use. They simply need
something and want a reliable, convenient way to get it.

Non-food retail’s share of Wolt retail sales has more than tripled since early 2022. But behind that
growth are retailers finding new ways to serve their customers, from independent florists and
pharmacies to grocers and larger chains.

This report shares some of what we have learned so far. We are still early, and every category and
market will develop differently. But I believe convenience can make local stores easier to discover,
easier to return to and more useful in everyday life.

That is what excites me about where we go next.
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How shopping is
changing
Online shopping is mainstream across
Europe, while expectations for faster
delivery are rising globally.

€842 bn

73 %
of Europeans

shopped
online in 2025

32 %
expect delivery under

two hours (Global
Shopper Survey 2025)

35 %
want faster delivery

(Global Shopper
Survey 2025)

That’s the wider shift.
Here’s what it looks like on Wolt.

spent online, up
7% in 2025

Sources: European E-commerce Report 2025; 
VML, The Future Shopper 2025. 2



48%
Grocery
orders are
becoming full
baskets

It's the supermarket run,
done from home.

#1

of Wolt grocery orders
contained at least 10

items in 2025.

Source: Wolt platform data, third-party supermarket partners, 2025.
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Non-food is taking a
larger share of
Wolt sales
Electronics, pet supplies and
health and beauty were among
Walt’s fastest-growing retail
categories in 2025.

#2

3x
Non-food retail’s share of

Wolt sales more than
tripled from 2022 to 2025.

Source: Wolt internal platform data, 2024–2025.
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Source: Wolt platform sales, selected 2025 shopping moments; comparison with the 2025 median week. 5



Wolt helps
retailers reach
new and
returning
customers
High-frequency shoppers
continue to buy both online
and in-store.

28%
made their first purchase

with a retailer via Wolt.

23%
returned to the same retailer

after more than three months.

#4

Source: Wolt customer survey, March 2025; n=323
.
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Retail
customers
keep
coming back
With the whole store in your
pocket, coming back is easy. 2M+

Wolt retail
customers

ordered again the
following month.

people order
retail on Wolt
every month.

#5

6 in 10

Source: Wolt internal platform data, 2025.
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The shift is
happening
at scale
You’ve seen the headlines. 
This is the growth behind them.



Wolt has delivered more than 230 million
retail orders. 

Scale is only part of the change. The more
useful question is who is shopping and what
they are trying to get done.

Source: Wolt internal platform data, 2015–2025.
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Source: Wolt Brand Tracker, July 2025–February 2026.
.
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Household



Source: Wolt customer research, 2025.
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Source: Wolt internal platform data, 2025. 13



Source: Wolt internal platform data, 2025. 14



Source: Wolt internal platform data, 2025. 15



Source: Wolt internal platform data, 2025. 16



Demand on Wolt surges around moments 
retailers can plan for

Source: Wolt internal platform data, 2025.
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Source: Wolt internal platform data, global, 2024–2025. 19
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Three patterns are linked to
basket size and repeat orders

Source: Wolt internal platform analysis, 2024–2025.
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Getting every item right
matters.

For every seven orders with an
item missing, venues saw one

fewer order the following month
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Sources

European E-commerce Report 2025
VML Future Shopper 2025
McKinsey, State of Grocery Retail Europe 2026
Arizton, Europe Online Pharmacy Market
Cross-Border Commerce Europe, Top 100
Consumer Electronics Retail Europe (2nd
edition) 2025
Flywheel Retail Insights 2025
Wolt platform data through December 2025
Wolt Brand Tracker, July 2025–February 2026
Wolt customer survey, March 2025; n=323
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Media enquiries, contact:
press@wolt.com

Thanks for
exploring Wolt’s
Retail Report

Interested in partnering with
Wolt? Visit merchant.wolt.com.
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