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Research Methodology 
 

The Wine Market Council 2017 High Frequency Wine 
Consumer Survey results will be the basis of three 
reports this year.  This first report focuses on the topic 
of premiumization.    

The Wine Market Council High Frequency Wine Drinker 
Survey is among its long-term foundation studies, 
focusing on high frequency wine consumers (those 
who drink wine more often than once a week), as they 
consume the majority of the wine by volume in the U.S. 

The survey was conducted in partnership with 
Illuminate Research of Seattle in November 2017.  
Illuminate Research worked with Survey Sampling 
International to source 1,201 high frequency wine 
drinker respondents that included a subsample of 367 
consumers who purchase $20-plus wine at least 
monthly.  The data was collected using age and gender 
targets based on the 2017 Wine Market Council 
segmentation survey.1 

                                            
1 As this respondent pool was sourced through Survey Sampling 
International from a targeted, non-probability panel, survey 
results should not be used to project or estimate the behaviors 

 

 
Significant differences noted in this report represent 
data that is statistically significant at a confidence 
level of 95%. 

All Wine Market Council research results are proprietary 
to its members. Members who pay $1,000 or more in 
annual dues have access to the data tabulations used 
to generate this report and all other reports. For more 
information contact Wine Market Council Director of 
Research, Jennifer Pagano at jpagano@winemarket 
council.com. 

 

 
 
  

or sentiments of the entire population of U.S. wine drinkers or 
segments of that population, without additional analysis or 
modeling to adjust for the specific characteristics of this panel. 
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Highlights 
 
ü The majority of high frequency wine drinkers 

reported that they haven’t altered the amount they 
spend per bottle of wine they buy for casual, 
everyday drinking at home.  However, about one-
fifth of them (21%) have increased their spending 
per bottle for these types of wines. (page 5) 

• More than half of those who are spending more 
on casual wine for home use indicated they are 
doing so because they have begun to drink 
types of wine that generally cost more than the 
wine they used to drink (page 5).   

• An increase in wine knowledge and disposable 
income also contributes to spending more (page 
5). 

ü Respondents who are spending more on their casual, 
everyday wines: 

• Buy under-$10 wines less frequently than other 
respondents, but buy $15 - $50 wines more 
frequently (page 6). 

 
• Are more involved in the wine category.  Their 

purchases are more apt to be influenced by wine 
reviews, and they buy wines more frequently at 
liquor and wine stores, natural and specialty food 
stores, and at wineries, and from a wider array 
of wine regions (page 7-8). 

ü Very few (2%) high frequency wine consumers 
reported spending less on their everyday wines 
(page 5). 

ü Financial constraints and finding better quality 
inexpensive wines were the top reasons some 
respondents gave for buying more under-$10 wines 
(page 10).   

ü The perception that wines that cost more than $10 
are better quality and taste better are key 
motivators for buying fewer under-$10 wines. They 
are also leadings reasons for not buying them at all 
(page 10). 
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High Frequency Wine Drinkers        
in the U.S.  
 
• A total of 40% of the approximately 237 million U.S. 

adults aged 21 and older1 drink wine, 14% on a high 
frequency basis (at least several times a week) and 
26% on an occasional basis (once a week or less 
often). 

• The remaining U.S. adults either drink beverage 
alcohol but no wine (27%), drink beverage alcohol 
very infrequently (9%), or not at all (24%). 

 
 
1U.S. Census Bureau, Population Division, Annual Estimates of the 
Resident Population by Single Year of Age and Sex for the U.S., 
2016. 

 
 
 
• Looking only at the U.S. wine drinking population, 

estimated to be approximately 94.8 million adults, 
just over one-third drink wine at high frequency 
consumption levels (35%), and the remaining two-
thirds drink wine occasionally (65%). 

 

 
 
  

Wine Consumption Among U.S. Adults

14%

26%
27%

9%

24%

Occasional
Wine Drinker
(once a week or 
less often, but 
more than once 
every 2 – 3 
months)

High Frequency 
Wine Drinker

(more often than 
once a week)

Non-Wine Drinker
(drink beer and/or

spirits only)

Infrequent
Alcohol Consumer

(drink alcohol -
including wine - less 

than every 2-3 months )

Teetotaler

Source: WMC – ORC Segmentation Study, June/July 2017

Wine Consumption Frequency Among Total 

Wine Drinkers

11% 
13% 

22% 

19% 

26% 

9% 
High frequency
wine drinkers (35%)

Occasional
wine drinkers (65%)

Every day

More than once a week, 
but not every day

Once a week

2 – 3 times a month

Once a month

Every 2 – 3 months

Source: WMC – ORC Segmentation Study, June/July 2017
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• Respondents qualified for this survey if they 

consume wine more often than once a week.  On 
average, respondents drink wine about 4 times a 
week (mean days a week = 4.3). 

 

 
 
 
 

 
 
• Although more than half the respondents haven’t 

changed the amount of wine they drink, overall 
consumption among this group continues to rise.  
More than one-third of high frequency wine 
consumers report drinking more wine (37%), while 
only 4% indicated they are drinking less, resulting in 
a net positive of 33 percentage points. 

 

 
  

Number of Days per Week Consume Wine at 
Home or Any Venue

17% 

7% 

17% 
22% 

25% 

12% 

765432

(Base: high frequency wine drinkers)

number of days per week

Self-Reported Difference in Wine Consumption 
vs. Last Year (Base: high frequency wine drinkers)

59%

37%

-4%

Drinking Same

Drinking More

+33

Drinking Less
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Premiumization 
 
Respondents were asked if they are spending more, 
less, or about the same amount per bottle of wine 
they buy for casual drinking at home. 
 
• The spending habits of most of these respondents 

has not changed (77%), but about one-fifth 
reported spending more on their everyday wine 
(21%). 

• Very few high frequency wine drinkers are spending 
less on casual wine for home consumption (2%). 

 
 
 

• The top reason given for increased spending is a 
change in the types of wines being consumed – 
types of wine that typically costs more than what 
was consumed previously (54%). 

• An increase in wine knowledge (40%) and personal 
taste (37%) play a part for significant minorities. 

• 27% are spending more per bottle because they 
have more disposable income and believe higher 
priced wines are better quality, and 30% are buying 
wine they couldn’t previously afford.  Taking into 
account those who gave both of these reasons for 
increased spending per bottle, in total, 46% are 
spending more due to increased disposable income.   

  

Change in Purchases for Casual Drinking at 
Home (Base: high frequency wine drinkers who buy 750ml bottles at 
least monthly)

About the same 
per bottle as in 

the past
77%

Higher per 
bottle than 
in the past

21%

Lower per 
bottle than 
in the past

2%

Generally buy wine that is priced...

Reasons Spending More*
(Base: high frequency wine drinkers buying higher priced wine)

I'm drinking types of wine that generally cost more than types

I was drinking in the past
54%

My knowledge of wine has increased and the wines I drink now 

cost more than the wine I drank in the past
40%

Like higher priced wines more than same types that cost less 37%

Have more money to spend and so the opportunity to try wines

I couldn't previously afford
30%

Have more money to spend and believe higher priced wines are 

better quality
27%

There are fewer wines in lower price categories I like 26%

There are fewer wines in lower price categories available where

I shop
8%

*Respondents were allowed to choose multiple answers.
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• Of the very few who are spending less on casual 
wines to drink at home (n = 23), most of the 
reasons given for spending less were split between 
either finding the quality they seek at lower prices 
(11 respondents) or having less money to spend on 
wine in general (11 respondents).  Due to the small 
base size of this cohort, further investigation would 
be required to gain meaningful insights. 

 
 
 

What else do we know about the spending habits 
of respondents who are spending more on 
everyday wine? 
 
Looking more closely at the frequency with which they 
purchase wine in general, we found that: 

• They buy under-$10 wines less frequently than 
other respondents. (50% at least monthly vs. 64%). 

• They are substantially more frequent purchasers of 
wines in the $15 - $49.99 price ranges, with 71% 
buying $15 - $19.99 wine at least monthly.  This 
suggests that for many, wine in the $15 - $19.99 
segment has become a casual purchase. 

 

Spending
more on wine

Spending
same or less*

Under $10 50% 64%

$10 - $14.99 65% 64%

$15 - $19.99 71% 50%

$20 - $29.99 47% 32%

$30 - $49.99 30% 22%

$50 - $74.99 16% 16%

$75 - $99.99 16% 15%

$100 or more 14% 15%

Weekly/Monthly Purchases by Price Category
(Base: high frequency wine drinkers by change in spending on everyday 
wine)

*Respondents spending more = 193, spending about the same = 708, and spending less = 23.
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This is corroborated by reported changes in under $10 
wine purchase habits.   
 
• Respondents who are spending more on the casual 

wines they drink at home are more likely than others 
to be buying fewer under $10 bottles of wine (39% 
vs. 13%), or rarely/never buy under $10 wines 
(11% vs. 6%).  Hence, they are not necessarily 
buying more expensive wines in addition to what 
they usually buy, but are to some extent 
substituting over $10 wines for under $10 wines. 

• Conversely, those spending the same or less on 
everyday wines are more likely to have increased 
their purchases, or buy about the same number of, 
under $10 wines.1 

 

Where do respondents who are spending more on 
everyday wines, purchase their wine? 
 
• Compared to others, respondents who are spending 

more on the casual wines they drink at home are 
more apt to purchase wine at liquor stores and wine 
shops, natural and specialty food stores (like Trader 
Joe’s and Whole Foods), and when visiting a winery 
or traveling. 

 
 
 
 
 
 
 
 
 
1(More data on under-$10 spending can be found on page 10.)  

Spending
more on wine

Spending
same or less*

Buying more under $10 wine 15% 23%

Buying about the same number 
of under $10 wines 29% 53%

Buying fewer under $10 wine 39% 13%

Don't buy under $10 wine, but did 
in the past 6% 5%

Rarely/never buy under $10 wine 11% 6%

Changes in Under $10 Wine Purchases
(Base: high frequency wine drinkers by change in spending
on everyday wine)

*Respondents spending more = 193, spending about the same = 708, and spending less = 23.

Spending
more on wine

Spending
same or less*

Liquor/wine shop 64% 50%

At a bar, restaurant, or hotel 59% 45%

Supermarket/grocery store 53% 52%

When visiting winery 38% 23%

Natural/specialty food store 29% 21%

While traveling 26% 15%

Past 3 Month Purchases by Channel
(Base: high frequency wine drinkers by change in spending
on everyday wine)

*Caution, small base size (n = 23).
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• The purchases of respondents who are spending 
more on casual wine for home consumption are 
moderately more likely to be influenced by wine 
reviews (78% at least somewhat important vs. 61% 
of those spending less or the same). 

 

 
 

What else do we know about the alcoholic 
beverage consumption habits of respondents who 
are spending more on everyday wine? 
 
• More than half also reported increased wine 

consumption over the past year in general (55%), 
while the majority of those spending less or the 
same on the wine they buy for casual drinking at 
home reported spending about the same overall on 
wine (57%). 

• They drink more spirits (89% vs. 79% in the last 
month) and beer (85% vs. 72%) than other 
respondents, especially craft beer (65% vs. 51%).  

• They are more frequent purchasers of wine from a 
wide array of regions (France, Spain, Italy, Australia, 
New Zealand, Portugal, Greece, Washington state). 

  

Spending
more on wine

Spending
same or less*

Extremely important 17% 21%

Very important 26% 16%

Somewhat important 35% 24%

Slightly important 12% 19%

Not at all important 10% 21%

Importance of Wine Reviews to Decision to 
Buy wines for Home Consumption 
(Base: high frequency wine drinkers by change in spending on everyday 
wine)

*Respondents spending more = 193, spending about the same = 708, and spending less = 23.

Spending
more on wine

Spending
same or less*

Italy 82% 66%
France 72% 57%
Spain 61% 45%
Australia 54% 41%
New Zealand 41% 31%
Portugal 33% 24%
Greece 22% 16%

Washington state 48% 39%

Past 3 Month Purchases by Origin (Base: high 
frequency wine drinkers by change in spending on everyday wine)

*Respondents spending more = 193, spending about the same = 708, and spending less = 23.
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Who is spending more on everyday wine? 
 
• High frequency wine drinkers who reported spending 

more on the wine they buy for casual, everyday 
consumption did not differ from other respondents 
by gender.  There were only modest differences by 
age, with the oldest (72+) and youngest (21 – 29) 
directionally (not statistically significantly) less 
likely to be trading up. 

• They only reported slightly higher annual household 
incomes, which was only apparent in the $150K to 
$200K income bracket (12% vs. 6%). In light of 
some of the reasons respondents gave for spending 
more on casual, everyday wines (e.g., more 
disposable income), this suggests that change in 
financial circumstances or income is more important 
than actual level of income in the trade-up trend. 

• They are slightly more ethnically diverse (20% vs. 
13% identify as Hispanic, black, Asian, or another 
ethnicity/race). 

 
 
 

  



Wine Market Council 2017          10 

The Under-$10 Price Category 
 
All respondents were asked if they are buying more, 
fewer, or about the same number of under-$10 bottles 
of wine than they did in the past, and why. 
 
• Nearly half hadn’t changed their purchases in this 

category.  About one-fifth each reported buying 
either more or buying fewer under-$10 wines.   

 

 
 
Respondents were asked to type the reason for their 
answer into an open-ended text box. 
 
Top reasons for buying more under-$10 wines: 

• Consider under-$10 wines good in general 
• Personal financial-related reasons 
• They are affordable 
• Found brand they like in the price category 

• Plenty of good wines at this price/wine doesn’t have 
to be expensive to be good 

• Drinking more wine/can buy more at this price 
 
Top reasons for buying fewer under-$10 wines: 

• Buying better quality/think over-$10 wines are 
better quality 

• Over-$10 wine taste better 
• Found a brand/wine like in higher price category 
• Fewer good wines under-$10/prices have increase 
• Tastes have changed/palate has developed 
• More disposable income 
 
Reasons don’t buy under-$10 wines, but did in the 
past: 

• Buying better quality wines/under-$10 wines are 
poor quality 

• Personal finances/can afford better wines now 
• Believe over-$10 wines taste better 
 
Top reasons rarely or never buy under-$10 wines: 

• Consider under-$10 wines low quality 
• Don’t think under-$10 wines taste as good as more 

expensive wines 
• Preferred brands/wines cost more 
• Haven’t found any they like 
  

Under $10 Wine Purchases
(Base: high frequency wine drinkers)

I'm buying the same number of under $10 wines as I used to 48%

I'm buying more under $10 wines than I used to 21%

I'm buying fewer under $10 wines than I used to 19%

I do not buy under $10 wines, but I did in the past 5%

I rarely or never purchase under $10 wines 7%
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High Frequency Wine Consumer 
Survey Respondent Demographics 
 
• Respondents skewed female, typical of high 

frequency wine drinkers. However, men made up a 
slightly larger percentage of the high frequency 
wine drinker respondent pool (45%), than they do 
of the total population of wine consumers (41%).   

 

 
 
 
1Gender distribution was based on quotas derived from the 
Wine Market Council 2017 segmentation survey results. 

 
 
 
 
• Average respondent age was 49.  

 
 
 
 
 
2Age targets for this survey were determined based on the 
Wine Market Council 2017 segmentation survey results, and 
were set as follows: 50% of the respondents were equally 
distributed across 10-year age groups under 50 years old, and 
50% were equally distributed between those in their 50s and 
those 60+  

High Frequency Wine Drinker Survey 
Participants by Gender (Based on quotas)1

Male
45% 

Female
55%

High Frequency Wine Drinker Survey 
Participants by Age Range
(Based on generational quotas)2

11% 

14% 

25% 

17% 

17% 

16% 

70+ 

60 - 69 

50 - 59 

40 - 49 

30 - 39 

21 - 29
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• Nearly one-third of high frequency wine consuming 

respondents have annual household incomes of 
$100,000 or more. 

 

 
 
 
 
 
 
 

 
 
• 13% of the high-frequency respondent pool are 

non-white. 

 

 
 
 
 
  

High Frequency Wine Drinker Survey 
Participants by Income

14%

12%

43%

19%

7%

5%

Under $35,000

$35,000 - $49,999

$50,000 - $99,999

$100,000 - $149,999

$150,000 - $199,999

$200,000 or more

High Frequency Wine Drinker Survey 
Participants by Ethnicity

4% 

87%

Caucasian/White

Asian 3%

African 
American/BlackMixed Race/

Other 2%
Hispanic 3%
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Insights from the Wine Business 
Institute at Sonoma State 
University 
 
• There is evidence that those spending more on 

casual, everyday wines are doing so because they 
believe that trading off value for volume is in their 
best interest.  Research has shown that at some 
point along a wine consumer’s experience 
continuum, the consumption of enough 
“inexpensive” wine triggers an interest to find out 
what a higher priced wine can deliver. Thus, 
preferences for those consumers have changed 
from being quantity-driven to quality/experience-
driven. 

• The influence of wine reviews is significantly greater 
for higher spending consumers.  

o This finding indicates that the use of wine 
reviews for promotional purposes should be 
limited to those wines appealing to consumers 
with interest beyond the entry-level wines. 

 

 
 
 
 
• A greater degree of ethnically diverse wine 

consumers over-index as purchasers of higher 
priced wines.  This possibly could be due to their 
skewing younger. 

o Nonetheless, this over-indexing is an opportunity 
for the wine sector.  That ethnic diversity over-
indexes for those who have “moved up the 
premiumization curve” implies that ethnically-
diverse respondents have either been able to 
engage in more wine consumption experiences 
across the same period as non-ethnically diverse 
groups, OR that ethnic diversity suggests a 
faster learning curve in wine appreciation. Further 
investigation would be needed to test these 
hypotheses. 

• The under-$10 category is increasingly perceived as 
an improvement-in-value-category by a subset of 
consumers.  



Wine Market Council 2017          14 

o Conversely, a different portion of respondents 
believe that wine is comparatively more 
expensive for the same quality. Either that prices 
have gone up for the same wine, or that quality 
has comparatively declined with no decrease in 
price. 

o That perceptions could concurrently be an 
increase in value for one segment at the same 
time that another segment perceives a reduction 
in value warrants further investigation. 

 

 

 

 

 

 

 

 



    

 
 

Wine Market Council is a non-profit association of grape growers, wine producers, importers, wholesalers, and other 
affiliated businesses and organizations with a mission to grow and strengthen the wine market in the U.S. on behalf of all 
segments of the industry.  Wine Market Council works toward this goal by providing its members with consumer research.  
The council has been tracking annual wine consumer attitudes and behaviors for two decades and also conducts research 
each year on timely issues and emerging consumer segments in the industry, providing council members a wide spectrum 
of data, helpful to their day-to-day business.

Wine Market Council is furnishing these survey results and other research findings (the “results”) "as is" and does not provide any warranty of such 
results whatsoever, whether express, implied, or statutory, including, but not limited to, any warranty of merchantability or fitness for a particular 
purpose or any warranty that the results will be error-free.  In this regard, the results do not constitute advice and Wine Market Council shall have 
no liability for the member’s use thereof.  In no respect shall Wine Market Council incur any liability for any damages including, but not limited to, 
direct, indirect, special, or consequential damages arising out of, resulting from, or any way connected to the use of the results, whether or not 
based upon warranty, contract, tort, or otherwise; whether or not injury was sustained by persons or property or otherwise; an whether or not loss 
was sustained from, or arose out of, the results of, the survey.


