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Assess wine consumers’ perception of wine vs. 
other drinks with regard to ingredients and 
nutrition labeling.

Measure their awareness of 
ingredient/nutrition labeling or lack of it.

Determine the importance of 
ingredient/nutrition labeling to consumers, in 
wine and other food/beverage.

Identify what they are looking for and why, if 
important to them.

Source: http://foter.com/f/photo/8517946587/430dccd152/

Objectives

http://foter.com/f/photo/8517946587/430dccd152/
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Methodology

METHOD:
• Online survey
• Executed September – October 2022

AUDIENCE:

• N=1,005 US wine purchasers
• 60% female, 40% male
• Ages 21+

• 33% 21-39
• 34% 40-59
• 33% 60 and older

• At least 50% college graduates
• 50% Core wine drinkers (once per week or more often)
• 50% Marginal wine drinkers (less often than once a week)

RESULTS:

• Results are reported at the Total sample level
• Demographic and behavioral segment results are noted where significant and meaningful 

differences exist at the 95% confidence level with an * when comparing two groups or by 
a CAPITAL letter in tables with multiple comparison breaks.

RESEARCH 
PARTNER:

Iconography source: https://thenounproject.com/

https://thenounproject.com/


KEY FINDINGS
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Key Findings: Ingredient Lists

About two in five wine drinkers say they are extremely/very influenced by the ingredients in wine, when making a 
purchase decision.  This is lower than other food categories but the highest of other alcoholic beverages (beer, 
hard seltzers, and ready-to-drink cocktails). Older consumers are significantly less likely to look for and be 
influenced by ingredients in wine, far less than in food. Among younger consumers, wine and other beverage 
alcohol is closer to food in this aspect.

Two in five recall having seen ingredients listed on a wine bottle.  Drinkers aged 21 to 39, high-end wine drinkers, 
and those who know a lot/quite a bit about how wine is made are more likely to say they have seen ingredients 
on wine. However, many do not appear to be referring to ingredients in the manner seen in FDA-required 
ingredient lists; the ingredients they cite or look for primarily include nutritional and flavor-related items like the 
amount of sugar, % alcohol content and grape variety. (See page 16 for details on this.)

In comparison to other types of alcohol tested, wine is perceived as having the fewest number of ingredients, by a 
substantial margin.

More than half (57%) of wine drinkers think all wines have about the same amount of ingredients, regardless of 
price point.
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Key Findings: Ingredient Lists, cont’d.

Of those who have not seen an ingredient list on wine (58% of wine drinkers), two in five think that wine should 
have an ingredient list (22% of all respondents).  This is lower than some other types of alcoholic beverages 
(hard seltzers and RTD cocktails).  A similar percentage say that it doesn’t matter if wine has an ingredient list or 
not.  

Preference for an ingredient list on wine is similar across demographics and wine purchasing behavior.  The 
exception to this is that more of those under age 60 are likely to say wine should have an ingredient list 
compared to those 60 and older.

When shown two different levels of ingredient lists, most respondents felt positive or neutral about most 
ingredients. The exception is Sulphur dioxide which is perceived negatively by half of the wine drinkers.  The 
two primary reasons for the negativity on ingredients were (1) that the ingredient sounded unhealthy; and (2) 
not recognizing/unfamiliarity with what it is or used for. For Tartaric Acid, Pectinase and Malolactic Bacteria, at 
least half were neutral about these ingredients, but the remainder were significantly more likely to perceive 
them as negative. Yeast and Grape Concentrate had higher proportions considering them positive than 
negative. 
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Key Findings: Nutrition Labels

About three in ten recall having seen a nutrition label on wine.  As with ingredients, it’s not entirely clear what 
respondents are thinking of when they state this, as nutrition labels are very uncommon on wines. (See page 16 
for details on this.)

One quarter of wine drinkers say they are extremely or very influenced by a nutrition label on a wine when making 
a purchase decision. Similar to ingredients, the numbers influenced by nutrition are much lower for alcohol 
beverages than food. Those most influenced by nutrition labels tend to be males, under age 60, high-end wine 
purchasers, and those who claim to know a lot/quite a bit about how wine is made.

More than one-third (36%) of those who have not seen a nutrition label on wine feel that wine should have a 
nutrition label (26% of all respondents); but 42% who have not seen one are indifferent, and the rest feel it’s 
not necessary.  This is significantly lower compared to the 50% who say that hard seltzers and RTD cocktails 
should have this labeling.  Nutrition labels are more preferred by women, those under age 60, and high-end 
wine drinkers.
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Key Findings: Nutrition Labels, cont’d.

Almost half of wine drinkers perceive that wine is high in sugar, second only to RTDs among drinks tested. In 
contrast, wine is seen as significantly lower than at least two of the four drink types in carbohydrates and 
calories (lower than RTDs or beer) as well as artificial ingredients (lower than RTDs and Hard Seltzer). On 
average, consumers think a 5 oz. pour of wine is about 145 calories, but this ranges widely and about one 
quarter believe that a glass of wine contains 200 or more calories.

When presented with sample nutrition information from a dry white wine, each of the nutritional characteristics 
received majority positive or neutral ratings. At least half of respondents were positive towards each factor 
shown (calories, carbohydrates, sugar & fat) except protein, where 55% were neutral.

Half feel that a serving size on nutrition labels based on a standard 750ml bottle is extremely/very appropriate for 
wine.  Three in ten wine drinkers rated 5 ounces or “standard restaurant wine glass” as an appropriate serving 
size.
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Key Findings: QR Codes and Absent Information

The majority do not feel that QR code links are satisfactory substitutes for ingredient lists or nutrition labels (44% 
Bottom 2 Box vs. 31% Top 2 Box).  However, those age 21 to 39, high-end wine drinkers, and those who claim to 
know a lot/quite a bit about winemaking are significantly more open to QR codes. 

For both nutrition and ingredient information, between one-quarter and one-third of wine consumers who have 
not seen this information on wine packages assume there are different labeling requirements for alcoholic 
beverages. More than one-fourth had not noticed they were missing until the survey. 

➢ For ingredient lists, a over one-third of those who had not seen them on wine assumed that there were few or no 
added ingredients to wine. 

➢ Regarding nutrition labels, very few of those who did not see nutrition labels on wine assumed wineries were hiding 
something, or that wine had significantly worse nutrition aspects than other drinks. 



DETAILED RESULTS
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WINE PURCHASE HABITS OF SAMPLE



By design, all participants had to be consumers of wine.  About half, skewing slightly male, drink wine weekly. Male wine 
drinkers were far more likely to be weekly+ beer and spirits drinkers than females.

About three in ten of the wine drinkers do not consume hard seltzers or Ready-to-drink cocktails.

In this sample, there was no significant difference in wine consumption frequency based on age; however, those age 60 or 
older are particularly averse to hard seltzers and RTD cocktails, as half (54%) do not consume these types.  

WINE BEER HARD SELTZERS RTD COCKTAILS SPIRITS

50% 54%*
47% 45%

66%*

31%
21% 26%*

18% 15% 19%*
12%

33%
44%*

25%

19%
17%

20%
15%

12%

18%*

16%
16%

16% 16%
18%

15%

24%

22%

25%

15% 11% 17%*

10%

6%

12%*

12%
10%

13%
11%

8%
13%*

20%
16%

22%*

17% 18% 16%

18%

13%

22%*

21%
22%

20% 30% 25% 33%*

19%
14%

23%*

12%
3%

18%*
30% 25%

33%* 28% 29% 27%

5% 4% 6%

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

SCR6. How often do you drink each of the following types of alcohol? (Base: Drink alcohol)

Weekly + Several times per month 1/month < Monthly Never

Consumption Frequency: Alcohol Type

* Indicates statistically significant difference at the 95% confidence interval
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39% 38% 40%
54% 57% 52%

33%
41%*

28%
17% 22%*

14%

16% 17% 15%

19% 17%
20%

18%

19%

17%

14%
16%*

12%

11% 10% 11%

13% 12% 13%

16%

16%

17%

15%

18%*

13%

13% 12% 14%

9% 8% 10%

16%
12%

19%*

20%

16%

23%*

21% 22% 20%

5% 5% 5%
17% 12%

20%*
34%

28%
39%*

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

TOTAL
(n=1,005)

Males
(n=401)

Females
(n=600)

SCR8. Approximately how often do you purchase wine at each of the following price ranges? (Base: Wine drinkers)

Monthly+ Once every 3 months Once every 6 months < Once per year Never

LESS THAN $10 $10-$19.99 $20-$29.99 $30+

Purchase Frequency: Wine Price Points
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About half of the respondents purchase wine costing $10 to $19.99 monthly or more frequently.

Men are more likely than women to purchase higher priced wines ($20 and higher) monthly.  

Two in five women indicate they never purchase wine that costs $30 or more per bottle.

Almost two in five (36%) are High-End drinkers, purchasing wine that costs at least $20 once per month or more often.
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INGREDIENT LISTS



16

Respondents were asked “Generally speaking, how influential are ingredient lists to your decision to purchase the 
following?” (list included 8 different types of food & beverages) and “On which of the following types of 
alcohol beverages have you ever seen ingredient lists?” (list included ready-to-drink cocktails, hard seltzer, 
wine and beer).  A substantial number (38%) said ingredient lists were extremely/very important for wine, and 
42% said they had seen ingredient lists on wine. This would seem unlikely, given that very few wines carry 
FDA-style ingredient lists. 

The reason so many said they had seen or consulted ingredient lists in wine or other drinks was found in the 
open-ended questions on what they were looking for or concerned about. A high proportion of these 
respondents were referring to alcohol levels or type, varieties of grapes or hops, fruit/juice and similar 
ingredients that are clues to strength and flavor of the beverage. 

Similarly, many of those who reported they had seen or consult nutrition labels were looking for alcohol levels or 
sugar and other indicators of sweetness. 

Thus, readers of this report should not assume answers on these topics are necessarily based on FDA ingredient 
or nutrition label formats, unless specified (as in the test of hypothetical ingredient lists or the actual nutrition 
label used some survey questions). 

Important Note on the Definition of “Ingredient Lists” & “Nutrition Labels”



17

About two in five said that ingredient lists are extremely or very influential in their decision to purchase wine.  This is the highest among all 
the alcoholic beverages. 

Ingredient lists are more influential to those age 21 to 39 versus those 40+, High-end wine drinkers (57% Extremely/very), and those who 
claim to know a lot/quite a bit about how wine is made (56%).

Core wine drinkers are more influenced by ingredient lists than marginal (50% vs. 26% at the Top 2 Box level, not shown). 
Q1. Generally speaking, how influential are ingredient lists to your decision to purchase the following?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

Top 2 Box (Extremely/Very 
Influential)

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

Processed foods 52% 51% 53% 53% 50% 54% 59%H 48% 67%JK 47% 45%

Non-alcoholic beverages 48% 48% 48% 52% 45% 46% 57%H 42% 60%JK 43% 40%

Canned/dried/preserved 
fruits or vegetables

46% 44% 47% 48% 44% 45% 56%H 40% 61%JK 40% 40%

Grains 42% 42% 43% 45% 39% 43% 53%H 36% 60%JK 37% 31%

Wine 38% 41% 36% 44%EF 37% 32% 57%H 27% 56%JK 32% 24%

Ready-to-drink (RTD) 
cocktails

31% 33% 30% 40%F 35%F 18% 48%H 21% 48%JK 25% 21%

Beer 29% 37%B 24% 37%EF 29%F 20% 43%H 21% 46%JK 23% 18%

Hard seltzers 25% 29%B 23% 37%EF 26%F 13% 41%H 16% 41%JK 19% 19%

Influence of Ingredient Lists in Purchase Decisions
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About three in five ranked wine as having the least number of ingredients compared to other types of alcohol.  Ready-to-
drink cocktails is mentioned by a similar percentage as having the most ingredients (ranking fourth).

While wine has the least number of ingredients according to both core and marginal consumers, the core is stronger in this 
belief (63% ranking first vs. 53% of marginal). Those aged 60+ are significantly more likely than those 21 to 59 to believe 
wine has the least ingredients, although wine was still perceived as having least by over half of younger drinkers.

Q2. Please sort these types from least to most, based on the number of ingredients you believe each type contains.

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

Ranked 1st

(Least Number of 
Ingredients)

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

Wine 58% 55% 60% 52% 55% 68%DE 58% 58% 60% 58% 53%

Beer 19% 23%B 17% 22%F 20% 15% 20% 19% 16% 20% 24%

Hard seltzers 11% 12% 11% 14% 10% 10% 12% 11% 10% 12% 13%

RTD Cocktails 11% 11% 12% 12%F 15%F 7% 10% 12% 13% 11% 10%

Which Alcohol Has the Least Number of Ingredients?
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About two in five recall having seen an ingredient list on a wine bottle, although it is not clear they are referring to an 
official ingredients list in the manner of FDA or TTB regulations (see page 16 for details about this).

Younger wine drinkers (age 21 to 39) and those who know a lot/quite a bit about how wine is made are more likely than 
their counterparts to say they have seen an ingredient lists.  Almost half of core wine drinkers say they have seen an 
ingredient list on wine (46% vs. 38% among marginal).

Q3. On which of the following types of alcohol beverages have you ever seen ingredient lists?

TOTAL MALES
(A)

FEMALES
(B)

21-39
(D)

40-59
(E)

60+
(F)

HIGH END
(G)

NON HIGH 
END
(H)

WINE KNOWLEDGE

Have Seen Ingredients 
on this Product
(Ranked based on  
consumption)

A 
Lot/Quite 

a Bit
(I)

A Little
(J)

Nothing
(K) 

Wine (n=1,005) 42% 44% 41% 51%EF 38% 36% 55%H 35% 53%JK 38% 35%

Beer (n=882) 48% 55%B 42% 54%F 52%F 37% 60%H 41% 55%JK 47% 35%

RTD cocktails (n=726) 58% 61% 57% 60% 55% 60% 66%H 53% 69%JK 54% 45%

Hard seltzers (n=708) 48% 51% 46% 50% 45% 47% 57%H 40% 57%JK 44% 38%

Have You Seen Ingredients List?
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Of the wine drinkers who have seen an ingredient list on wine, more than two in five (45% or 14% of total wine drinkers surveyed) say they 
review these lists always or frequently and another three in ten say they review them only occasionally.

Males more than females, those under age 60, and those who know a lot about how wine is made or qualify as high-end drinkers are more likely 
to be regular checkers of these lists.  Core wine drinkers are more likely to always/frequently review ingredients than marginal (56% vs. 32%).

Q5. Approximately how often do you review ingredient lists on the following types of alcohol beverages? (Base: Wine consumers who have seen ingredient lists on wine)

TOTAL
(n=422)

MALES
(A, n=175)

FEMALES
(B, n=245)

21-39
(D, n=172)

40-59
(E, n=129)

60+
(F, n=121)

HIGH END
(G, n=199)

NON HIGH 
END

(H, n=223)

WINE KNOWLEDGE

% FOR WINE
A Lot/Quite 

a Bit
(I, n=147)

A Little
(J, 

n=241)

Nothing
(K, 

n=34**) 

Top 2 Box (NET) 45% 53%B 39% 51%F 52%F 30% 60%H 31% 64%JK 36% 29%

Always 20% 22% 18% 23% 22% 14% 29%H 12% 33%JK 13% 15%

Frequently 25% 30%B 21% 28%F 30%F 16% 31%H 20% 31% 23% 15%

Occasionally 30% 27% 33% 31% 23% 37%E 25% 35%G 19% 36%I 41%I

Seldom 21% 17% 24% 12% 22%D 31%D 12% 29%G 14% 25%I 18%

Never 4% 4% 4% 6% 2% 2% 3% 4% 3% 3% 12%IJ

Bottom 2 Box (NET) 25% 21% 28% 19% 25% 33%D 15% 33%G 17% 29%I 29%

Frequency of Checking Wine Ingredient Lists 

** CAUTION: Small Base Size (<40)
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Respondents who said they review ingredients on beverage alcohol were asked on an open-ended basis which ingredients they were looking for. 
About 1/4 said added sugar/amount of sugar, 15% said alcohol content or %, 8% Natural/Organic/Healthy,  and 7% Additives/Preservatives.  
(See page 16 for notes on how this question was interpreted.) Interest in these categories did not differ by any demographic/behavioral 
segment.  

Note that many entries were related to drinks other than wine, for example grains/barley/malt refer to beer or spirits, fruit/juice more likely to 
RTDs or hard seltzer. It’s also clear from many entries that some are looking for flavor cues rather than health-related concerns.

Q6.  You indicated you at least sometimes review ingredient lists on alcohol beverages.  Which ingredients are you interested in or seeking when you 
review these lists?  (Base: Wine consumers who at least sometimes review ingredients on any alcohol beverages)

TOTAL  (n=674)

(NET) Nutrition what exactly does this refer to, examples of responses coded as such? 32%

Added sugars/Amount of sugar 26%

(NET) Alcohol 26%

ABV/Alcohol %/Alcohol content 15%

(NET) Fruit/Juice 13%

Fruit/Fruits 9%

Grains/Barley/Wheat/Malt 12%

(NET) Artificial (colors, ingredients, sweeteners, flavors) 10%

(NET) Natural/Organic/Healthy 8%

Grapes/Type of grapes 8%

Hops;  Additives/Preservatives 7%

All Alcohol Beverage Ingredients-What Consumers Are Looking For

*Only responses mentioned by at least 45 people are represented



Should Ingredients Be Listed? (asked of those who had not seen ingredient lists on wine)
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Consumers feel beverages such as hard seltzers and RTD cocktails should include ingredient lists, more so than wine and beer.

About two in five who have not seen an ingredients list on wine think wine should include an ingredient list.  This represents 
one-fifth (22%) of the wine drinkers surveyed. 

Wine drinkers aged 21 to 39 are more likely than those age 60 or older to think ingredients should be on wine (46% vs. 31%).  
No significant differences of opinion on wine between Core vs. Marginal, High-End vs. Non, or wine knowledge level.

38%

42%

57%

60%*

25%

19%*

12%

12%

37%

39%

31%

28%

Wine

Beer

Hard Seltzers

RTD

Q4. Please indicate whether you believe each type should include an ingredient list or not. 
(Base: Consumers of type who have NOT seen ingredient list on that type)

Should Include Not Needed Doesn't Matter
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29%

1%

10%

17%

27%

28%

Not applicable-Never noticed

Other

Assume ingredients have no nutritional
impact

Assume there are no added ingredients

Assume there are different labeling
requirements for alcohol

Assume there are few added ingredients

Q7. Which of the following statements describe how you feel about the absence of 
ingredient lists on wine bottles? 

(Base: Wine drinkers who have not seen ingredient lists on wine, n=583)

Wine drinkers who have not seen ingredients on wine primarily assume wine has few added ingredients or that there are different labeling 
requirements for alcohol.  These are the leading reasons for both men and women and all age groups.  Note that three in ten had not 
noticed the absence of ingredient lists.

These are also the main reasons for the wine behavior categories (e.g. consumption frequency, knowledge of wine-making, etc.)

Feelings on Absence of Ingredient Lists 
(asked of those who had not seen ingredient lists on wine)
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Respondents were randomly assigned to one of two groups, each of whom saw a hypothetical 
ingredient list for a wine. These ingredient lists were based on a typical “low intervention” 
and a typical $10 commercial wine. 

The ingredient lists were as follows:

➢ Cell A Ingredients: Grapes, Yeast, Sulphur Dioxide 

➢ Cell B Ingredients: Grapes, Grape Concentrate, Oak Tannins, Sulphur Dioxide, Tartaric Acid, 
Pectinase, Yeast, Malolactic Bacteria Culture

2-Celled Test of Reactions to Hypothetical Ingredient Lists



Feelings About Proposed Ingredients
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In general, wine drinkers are positive or neutral about common wine ingredients that were tested.  The one exception is Sulphur Dioxide, where half 
say they are negative about this ingredient. Those who claim to know a lot about wine are more positive on yeast than other knowledge levels 
(54% vs. 43% for those who know a little and 34% among those who know nothing).  High-end and knowledgeable wine consumers were less 
concerned or more positive on all the ingredients except Pectinase, in particular oak tannin.

When asked why they felt negative, the leading reason for Sulphur Dioxide, Pectinase, Malolactic Bacteria and Tartaric Acid were variations on 
sounding harmful, toxic or unhealthy.  The second, significantly less common reason, was the name sounding or evoking “chemical.”  The word 
“acid" caused negative reactions for 17% of those objecting to Tartaric Acid.  

92%

45%

7%

61%

38%

16% 14% 19%

1%

9%

50%

14%

13%

30%
21%

30%

7%

45% 43%

25%

49% 55%
64%

51%

Grapes (n=1,005) Yeast (n=1,005) Sulphur Dioxide
(n=1,005)

Grape concentrate
(n=501)

Oak Tannins (n=501) Tartaric Acid (n=501) Pectinase (n=501) Malolactic Bacteria
Culture (n=501)

Q8. Please indicate whether you feel negatively, positively, or neutral about each ingredient. 
(Base: Wine drinkers)

Positive Negative Neutral
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Q10. Do you personally associate any specific ingredients with aftereffects such as headaches, stuffy nose, 
hangovers, weight gain or cardiovascular health? If yes, which ingredients, and with which negative 

aftereffect(s) do you associate each ingredient?  [OPEN END TEXT BOXES]

LEADING NEGATIVE ASSOCIATIONS
(Coded/Categorized Open-end Text Answers)

INGREDIENT
Headaches Hangover Weight Gain

SUGAR 9% 25% 58%

ALCOHOL 6% 38% 4%

SULPHUR DIOXIDE/SULFITES 40% 28% 4%

TANNINS 17% <% <1%

Negative Impacts Associated with Specific Ingredients (open-ended)
Base: those who said they associated specific effects with specific ingredients in Q10

Seven out of ten (72%) do not associate any ingredients with particular health impacts/aftereffects. However, among 
those that do, the impacts vary by ingredient.
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The majority of wine drinkers (57%) expect all wines to contain about the same number of ingredients, regardless of price 
point.  This sentiment is expressed more among women than men and among those age 60 and older compared to their 
younger counterparts. Interestingly, neither high-end nor those who thought themselves knowledgeable differed much 
from average on this question. 

Q22.  Which of the following statements best describes your expectations regarding the number of ingredients in wine, based on their price?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, 

n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

I expect all wines to contain 
about the same amount of 
ingredients, regardless of 
price point

57% 53% 60%A 47% 54% 70%DE 51% 61%G 55% 57% 64%

I expect lower priced wines to 
contain more ingredients 
than higher priced wines

28% 29% 27% 28% 31%F 25% 27% 29% 26% 30% 22%

I expect higher priced wines 
to contain more ingredients 
than lower priced wines

15% 18%B 13% 25%EF 15%F 5% 23%H 10% 19%J 13% 15%

Number of Ingredients Based on Price
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NUTRITION LABELS
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One-quarter of wine drinkers indicate nutrition labels are extremely or very influential in their decision to purchase wine. (Refer to page 16 for 
caveats on interpreting these results.) Compared to other alcoholic beverages, influence of nutrition is similar for wine and RTD cocktails, both higher 
than hard seltzers and beer. All alcohol beverage categories trailed non-alcoholic drinks and foods by a large margin. 

Nutrition information for wine  is more influential for those under 60, males, high-end drinkers, and those who know a lot about how wine is made. 
Core wine drinkers are also more influenced by nutrition labels than marginal (32% vs. 17% top 2 box).  

Q11. Generally speaking, how influential are nutrition labels to your decision to purchase the following?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

Top 2 Box 
(Extremely/Very 
Influential)

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

Processed foods 54% 51% 56% 56% 52% 54% 60%H 50% 65%JK 50% 48%

Canned/dried/preserved 
fruits or vegetables

44% 43% 46% 48% 42% 44% 54%H 39% 60%JK 39% 35%

Non-alcoholic beverages 44% 45% 44% 49%F 44% 40% 54%H 39% 61%JK 38% 35%

Grains 42% 40% 44% 47%F 40% 39% 51%H 37% 57%JK 37% 30%

Ready-to-drink (RTD) 
cocktails

26% 28% 24% 33%F 28%F 16% 41%H 17% 43%JK 21% 13%

Wine 25% 30%B 22% 33%F 28%F 14% 41%H 16% 40%JK 19% 18%

Hard seltzers 21% 26%B 19% 32%EF 23%F 10% 38%H 12% 36%JK 16% 17%

Beer 21% 27%B 18% 31%EF 22%F 10% 35%H 14% 36%JK 17% 11%

Influence of Nutrition Labels in Purchase Decisions
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Three in ten wine drinkers recall having seen a nutrition label on wine (see page 16 for caveats on this).  This is the lowest 
among the alcoholic beverages tested.

Drinkers under age 60 are more likely to say they have seen a nutrition label, as are high-end drinkers and those 
knowledgeable about how wine is made.  Core wine drinkers are also more likely to have seen labels compared to 
marginal (35% vs. 22%).  

In general, the proportion who recalled seeing nutrition labels for wine was significantly lower than for ingredients (29% vs. 
42%).

Q12. On which of the following types of alcohol beverages have you ever seen nutrition labels?

TOTAL MALES
(A)

FEMALES
(B)

21-39
(D)

40-59
(E)

60+
(F)

HIGH END
(G)

NON HIGH 
END
(H)

WINE KNOWLEDGE

Have Seen Ingredients 
on this Product
(Ranked based on  
consumption)

A 
Lot/Quite 

a Bit
(I)

A Little
(J)

Nothing
(K) 

Wine (n=1,005) 29% 31% 27% 38%EF 28%F 20% 43%H 21% 37%JK 27% 18%

Beer (n=882) 39% 45%B 34% 50%EF 39%F 27% 50%H 32% 46%J 36% 34%

RTD cocktails (n=726) 47% 48% 46% 53%EF 43% 43% 56%H 40% 60%JK 41% 40%

Hard seltzers (n=708) 43% 45% 41% 51%EF 39% 32% 52%H 35% 55%JK 37% 32%

Have You Seen Nutrition Labels?



31

Among those who have seen nutrition labels on wine (29%), about two in five always or frequently review this information (26% of
total wine drinkers).

Those who claim to regularly review wine nutrition labels are more likely to be males, under age 60, high-end drinkers, those who 
know a lot about how wine is made, and core wine drinkers (51% Top 2 Box vs. 31% for marginal).

Q14. Approximately how often do you review nutrition labels on the following types of alcohol beverages? (Base: Wine consumers who have seen nutrition labels on wine)

TOTAL
(n=287)

MALES
(A, n=126)

FEMALES
(B, n=160)

21-39
(D, n=126)

40-59
(E, n=93)

60+
(F, n=68)

HIGH END
(G, n=154)

NON HIGH 
END

(H, n=133)

WINE KNOWLEDGE

A Lot/Quite 
a Bit

(I, n=101)

A Little
(J, 

n=169)

Nothing
(K, 

n=17**) 

Top 2 Box (NET) 43% 52%B 36% 50%F 49%F 22% 54%H 31% 62%JK 33% 29%

Always 21% 25% 18% 25%F 24% 12% 29%H 13% 30%J 17% 18%

Frequently 22% 27% 18% 25%F 26%F 10% 25% 18% 33%J 17% 12%

Occasionally 32% 30% 34% 33% 24% 43%E 29% 37% 25% 36% 41%

Seldom 21% 14% 26%B 12% 25%D 32%D 14% 29%G 13% 25%I 24%

Never 3% 4% 3% 5% 2% 3% 3% 4% 0% 5%I 6%I

Bottom 2 Box (NET) 24% 18% 29%B 17% 27% 35%D 18% 32%G 13% 31%I 29%

Frequency of Checking Wine Nutrition Labels

** CAUTION: Small Base Size (<40)
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Respondents were asked to enter into text boxes what information they sought on nutrition. Nearly one-third (30%) are checking for calorie 
content and 28% are looking for added sugar/amount of sugar.  13% said alcohol content, and 11% are checking for carbohydrates. 
Added/amount of sugar is more of interest to women than men (31% vs. 23%).  

Note that about the same percentage that were checking ingredient lists for amount of sugar (26%) are also checking nutrition labels for amount 
of sugar.

Q15.  You indicated you at least sometimes review nutrition labels on alcohol beverages.  Which information, specifically, are you interested in 
or seeking when you review these labels? [OPEN END TEXT BOXES]

(Base: Wine consumers who at least sometimes review nutrition labels on any alcohol beverages)

TOTAL
(n=546)

(NET) Nutrition 52%

Calories 30%

Added sugars/Amount of sugar 28%

Carbohydrates 11%

(NET) Alcohol 15%

ABV/Alcohol %/Alcohol content 13%

(NET) Natural/Organic/Healthy 7%

All Beverage Alcohol Nutrition Info - What Consumers Are Looking For

*Only responses mentioned by at least 40 people are represented



WINE BEER HARD SELTZERS RTD COCKTAILS

Should Nutrition Labels Be Included? 
(asked of those who had not seen such labels on wine)
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Consumers feel products like Hard seltzers and RTD cocktails and beer should include nutrition labels, more so than wine.

More than one-third of those who have not seen a nutrition label on wine feel this information should be included.

Women are more likely than men to think nutrition labels should be included across all categories except RTDS (where men 
are equal).  Belief in requiring nutrition labels decreased with age but was higher among  high-end drinkers.

36% 31%
39%* 41%

34%
44%* 49% 45%

51% 52% 51% 53%

22%
24%*

20% 19%
22%

18%
15%

16%
14% 10% 12% 8%

42% 44% 41% 40% 44%
38% 36% 39% 35% 38% 37% 39%

TOTAL
(n=718)

Males
(n=275)

Females
(n=440)

TOTAL
(n=538)

Males
(n=212)

Females
(n=324)

TOTAL
(n=407)

Males
(n=166)

Females
(n=240)

TOTAL
(n=385)

Males
(n=147)

Females
(n=237)

Q13. Please indicate whether you believe each type should include nutrition labels or not. 
(Base: Consumers of type who have NOT seen nutrition labels on that type)

Should Include Not Needed Doesn't Matter
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26%

1%

6%

10%

17%

26%

31%

Not applicable-Never noticed

Other

Suspect that wine is worse nutritionally than
other beverages that do have each labels

Assume that wine producers don't want to
disclose nutrition impacts

Assume that wine has little or no nutritional
impact or benefit

Doesn't really matter to me

Assume there are different labeling
requirements for alcohol

Q16. Which of the following statements describe how you feel about the absence of nutrition 
labels on wine bottles? 

(Base: Wine drinkers who have not seen nutrition labels on wine, n=718)

Three in ten who have not seen nutrition labels on wine indicate they assume there are different labeling requirements for alcohol. Over one-
quarter said they had never noticed nutrition labels were missing on wine, while another quarter say the absence of a nutrition label doesn’t 
matter to them.  Only a small percentage think the lack of nutrition labeling is for negative reasons (wine producers don’t want to disclose or 
wine is worse nutritionally than other beverages).  These findings did not differ much over demographic or behavioral segments.

Feelings on Absence of Nutrition Labels
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Ingredient/Nutrition Perception

22%

32%

47%

16%

70%
64%

18% 16%

43%

64%

72%
76%

26%
31%

36%

53%

10%
5% 6% 8%

High in carbohydrates High in calories High in sugar Often includes artificial ingredients

Q17.  Please indicate which type(s) of alcohol beverages you associate with each attribute shown.  Base: Total (n=1,005)

Wine Beer RTD Cocktails Hard Seltzers None of these

Almost half (47%) associate wine with being high in sugar, far more than it being high in carbohydrates (22%), calories (32%), or 
artificial ingredients (16%).  

Perception of wine being high in sugar is stronger among those under 60 (54% 21 to 39 and 50% for 40 to 59 vs. 37% for 60+). 
Those who know little about how wine is made perceive it to be higher in sugar than those who know a lot (50% vs. 40%). 

Beer is by far the highest in perceived carbs, beer and RTDs in calories, RTDs followed distantly by wine for being the highest in 
sugar, and RTDs and Seltzers for the most artificial ingredients.   The rankings changed little among high-end and high 
knowledge consumers, although both were more likely to think hard seltzers higher in sugar and calories than wine.
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More than any other option, the standard 750ml bottle is seen as extremely or very appropriate as the serving size for wine, said by half of wine 
drinkers. Note that in an FDA format label, this would be the total package size, with number of servings listed as 5.  It’s possible that some 
respondents were thinking of the answer in this manner.

This is the most appropriate for high-end, knowledgeable drinkers and core drinkers (56% vs. 44% for marginal).

The standard-sized restaurant glass (which is 5 oz) and 5 oz are appropriate to three in ten.

Q18. Below are some ways in which serving size of wine could be communicated.  
Please rate each option for how appropriately you personally feel it is for inclusion on the nutrition label of a wine bottle.  

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

Top 2 Box 
(Extremely/Very 

Appropriate)

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

750ml (standard wine 
bottle volume)

50% 54% 48% 54% 50% 47% 59%H 45% 66%JK 45% 38%

Standard sized restaurant 
glass

31% 33% 30% 40%EF 31%F 21% 40%H 26% 37%JK 29% 25%

5 oz. 30% 31% 29% 37%EF 27% 27% 39%H 25% 42%JK 25% 29%

100ml 25% 26% 25% 33%F 27%F 17% 36%H 19% 37%JK 21% 24%

One ½ cup (4 oz) 25% 24% 26% 32%EF 22% 22% 34%H 20% 33%J 21% 30%J

Appropriateness of Serving Sizes on Labels
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On average, consumers think a 5 oz. pour of wine is about 145 calories.  Answers ranged from under 50 calories to more than 250.

Nearly one-quarter believed wine was 200 calories or more per glass. 

Calorie estimates did not vary greatly, or in any particular pattern, over demographic and behavioral segments.

Q19.  Approximately how many calories do you believe are in one typical restaurant serving of wine (5oz glass)?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

Estimated Calories

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

Under 50 9% 11% B 7% 13% EF 7% 6% 13% H 6% 11% j 8% 10%

50 - 99 15% 16% 14% 17% 14% 14% 14% 16% 15% 14% 23% IJ

100 - 149 38% 38% 38% 35% 36% 43% De 35% 40% d 38% 39% 32%

150 - 199 15% 10% 18% A 14% 15% 15% 14% 15% 16% 15% 13%

200 + 23% 24% 23% 20% 27% Fd 22% E 24% 23% 19% 25% I 21%

Average calories in 5 oz 
glass

145 142 147 135 152 147 141 147 137 149 138

Estimated Calories - Details
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Respondents were shown the hypothetical nutrition label below, based on actual lab analysis 
of a dry white wine. 

Then they were asked, “Listed below are the nutritional details shown in the image above.  
Please indicate whether you feel negatively, positively, or neutral about each detail.  Select one 
for each row.”

Test of Reactions to Hypothetical Nutrition Statement

Nutrition Label
Serving size: 5 oz    
Calories 123
Total Carbohydrates 4g
Sugar 1g
Fat 0g
Protein 0g



Reactions to Nutrition Label Information Presented
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The sample nutrition information was positive for at least half of the wine drinkers.  The exception is the amount of protein, which 
was neutral to 55% and positive to 30%.  None of the information was seen as negative to more than one in six.

There are few statistical differences based on gender, age, or wine purchasing/consumption behavior, but it should be noted that
those who have no knowledge of how wine is made are more likely to be negative about 4g of carbohydrates than those who 
know something about wine (25% vs. 9% among those who know a lot and 12% for those with little knowledge).

47% 49%
63%

74%

30%

17% 12%

7%
3%

15%

36% 39%
29% 24%

55%

Calories: 123 Carbohydrates: 4g Sugar: 1g Fat: 0g Protein: 0g

Q20. Please indicate whether you feel negatively, positively, or neutral about each detail. 
(Base: Wine drinkers)

Positive Negative Neutral

Nutrition Info 
Given:
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QR CODES FOR INGREDIENT LISTS AND NUTRITION STATEMENTS
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Wine drinkers are more likely to think that a QR code is NOT a satisfactory substitute for traditional ingredient labeling on a 
bottle of wine (44% Bottom 2 Box vs. 31% Top 2 Box).

Those who think QR codes are more satisfactory than unsatisfactory include those under age 40, high-end drinkers, and 
those who know a lot about wine-making. A little more than one-third of Core drinkers think QR codes would be 
satisfactory (35% Top 2 Box vs. 44% Bottom 2 Box).  

Q23. In your opinion, how satisfactory is a scannable QR code as a substitute for traditional ingredient labeling on a bottle of wine?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

A Lot/Quite 
a Bit

(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, n=96) 

Top 2 Box (NET) 31% 37%B 27% 46%EF 33%F 14% 45%H 23% 47%JK 26% 21%

Extremely 
satisfactory

12% 15%B 10% 19%F 13%F 4% 18%H 9% 22%JK 8% 9%

Very satisfactory 19% 22% 17% 27%EF 20%F 10% 27%H 14% 25%JK 17% 11%

Moderately 
satisfactory

25% 22% 26% 29%F 23% 22% 23% 25% 19% 27%I 24%

Slightly satisfactory 15% 13% 16% 10% 18%D 16%D 12% 17%G 9% 17%I 16%

Not at all 
satisfactory

29% 28% 31% 16% 25%D 48%DE 20% 35%G 24% 30% 40%I

Bottom 2 Box (NET) 44% 41% 47% 26% 43%D 64%DE 32% 51%G 33% 47%I 55%I

QR Code as a Substitute for Ingredients List
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Similarly, wine drinkers also do not see a QR code as a satisfactory substitute for nutrition information (44% Bottom 2 Box 
vs. 31% Top 2 Box).

Those age 21 to 59, high-end drinkers, and knowledgeable about how wine is made think QR codes would be a satisfactory 
substitution than there older, less knowledgeable counterparts.

Q23. In your opinion, how satisfactory is a scannable QR code as a substitute for nutrition information labeling on a bottle of wine?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

A Lot/Quite 
a Bit

(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, n=96) 

Top 2 Box (NET) 31% 36%B 28% 46%EF 32%F 15% 44%H 24% 45%JK 27%J 18%

Extremely 
satisfactory

12% 13% 11% 19%EF 12%F 4% 17%H 9% 21%JK 8% 7%

Very satisfactory 20% 23%B 17% 28%EF 20%F 11% 26%H 16% 24%K 19%K 10%

Moderately 
satisfactory

25% 22% 26% 27% 26% 22% 23% 26% 22% 26% 26%

Slightly satisfactory 16% 15% 16% 12% 17%D 18%D 13% 17% 9% 18%I 16%

Not at all 
satisfactory

29% 27% 30% 16% 25%D 45%DE 20% 33%G 24% 29% 41%IJ

Bottom 2 Box (NET) 44% 42% 46% 27% 42%D 63%DE 33% 50%G 33% 47%I 56%I

QR Code as a Substitute for Nutrition Information
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There was a substantial difference in the perception and acceptability of QR codes by age segment, with older respondents 
consistently and substantially more negative than younger respondents.

QR Codes – Age Differences

31%

44%46%

26%
33%

43%

14%

64%

Very/Extremely
Satisfactory

Slightly/Not at All
Satisfactory

QR Code for Ingredients

TOTAL 21-39 40-59 60+

31%

44%46%

27%
32%

42%

15%

63%

Very/Extremely
Satisfactory

Slightly/Not at All
Satisfactory

QR Code for Nutrition Label

TOTAL 21-39 40-59 60+



APPENDICES
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RESPONDENT PROFILE
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Demographics

AGE GENDER ETHNICITY EMPLOYMENT

EDUCATION HH INCOME REGION DIETARY CONDITIONS

33%

34%

33%

21 to 39

40 to 59

60 or older

60%

40%

Males

Females

27%

22%

22%

18%

12%
Southwest

West

Northeast

Midwest

Southeast

Mean:
49.5

14%

17%

22%

19%

16%

6%

4%

<$30K

$30K-49.9K

$50K-$74.9K

$75K-$99.9K

$100K-$149.9K

$150K-$199.9K

$200K+

Mean:
$82K

30%

12%

39%

19%

HS/Some college

2 year college/tech
school

4 year college
degree/some post grad

Post graduate

79%

12%

4% 5%
Other

Asian alone

Black/Af Am alone

White/Caucasian
alone

Sp/Hisp/ 
Latino:

12%

49%

9%

26%

7%

7%

1%

Full time

Part time

Retired

Homemaker

Unemployed

Students

11%

4%

1%

1%

2%

83%

Diabetes

Allergy to
sulfites

Celiac disease

Egg white
allergy

Other

None
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MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

WINE KNOWLEDGE

CORE DRINKERS TOTAL

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

Core (Weekly+ Drinkers) 50% 54%B 47% 47% 52% 51% 69%H 39% 60%JK 48%K 30%

Profile: Core and High-End Wine Drinkers

TOTAL
MALES

(A, n=401)
FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

CORE 
(Weekly+ 
drinkers)

(G, n=501)

MARGINAL
(H, n=504)

WINE KNOWLEDGE

HIGH END WINE 
DRINKERS 
(PURCHASE $20+/bttl
monthly or more often)

A 
Lot/Quite 

a Bit
(I, n=275)

A Little
(J, 

n=634)

Nothing
(K, 

n=96) 

High End Wine Drinkers 36% 44%B 30% 51%EF 39%F 18% 50%H 23% 53%JK 30% 24%
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About three in five wine drinkers say they know “a little” about how wine is made.  Only one in ten claim to know nothing.

Males, those age 21 to 59, high-end drinkers, and core drinkers are most likely to claim a lot/quite a bit regarding wine 
making.

Q24. How would you describe your current level of knowledge about how wine is made?

TOTAL
(n=1,005)

MALES
(A, n=401)

FEMALES
(B, n=600)

21-39
(D, n=334)

40-59
(E, n=337)

60+
(F, n=334)

HIGH END
(G, n=362)

NON HIGH 
END

(H, n=643)

CORE
(I, n=501)

MARGINAL
(J, n=504)

Top 2 Box (NET) 27% 34%B 23% 34%F 28%F 19% 41%H 20% 33%J 22%

Know a lot about how 
wine is made

6% 9%B 5% 9%F 7%F 2% 13%H 2% 10%J 2%

Know quite a bit 21% 26%B 18% 25%F 22% 17% 27%H 18% 23% 20%

Know a little 63% 58% 67%A 58% 62% 69%D 53% 69%G 60% 66%

Know nothing 10% 8% 11% 8% 9% 11% 6% 11%G 7% 13%I

Bottom 2 Box (NET) 73% 66% 77%A 66% 72% 81%DE 59% 80%G 67% 78%I

Self-Described Knowledge of Wine Making
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QUESTIONNAIRE
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Questionnaire
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Questionnaire, cont’d.
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Questionnaire, cont’d.
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Questionnaire, cont’d.
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Questionnaire, cont’d.
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Questionnaire, cont’d.
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Questionnaire, cont’d.
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Questionnaire, cont’d.
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