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“Premiumization” & High Frequency Wine Drinkers

Wine Market Council 2018

1 in 5 reported increased spending on wine for    
casual, everyday drinking at home

¨ Why?

— changing tastes, more knowledgeable about      
wine, increased disposable income  

¨ How do they differ from other wine drinkers?

— More likely to shop for wine at liquor/wine 
stores, specialty food stores, at wineries, and 
buy wine from a wider array of regions

— Wine reviews more important

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...



Wine/Beer/Spirits Crossover
& High Frequency Wine Drinkers

Wine Market Council 2018

Of the more than a third who reported drinking more wine: 

¨ More than half drink wine, beer, AND spirits 

¨ Only 15% only drink wine

¨ Skewed younger—61% were under 40 years old

¨ Buy higher priced wines more often — 51% buy $20+  
wine at least monthly

¨ More likely to report increased spending on casual, 
everyday wine—27% vs. 18% of others

Drinking 
More
37%

Drinking 
Less
4%

Drinking About 
the Same

59%

Wine Consumption vs. Last Year…

53%

16%

16%
15%

Wine only
Wine & beer, no spirits
Wine & spirits, no beer
Wine, beer, & spirits

Drink…



Wine Market Council 2018

Of those substituting beer or spirits for another type of alcohol, few are supplanting wine 
exclusively 

Increased Spirits Consumption Impact

Drinking more spirits/cocktails, less wine (net) 51%

Drinking more spirits/cocktails, less wine and beer 37%

Drinking more spirits/cocktails, less wine 15%

Drinking more spirits/cocktails, same wine and beer 
consumption 35%

Drinking more spirits/cocktails, less beer 14%

Drinking more beer and less wine (net) 45%

Drinking more beer, less wine and spirits/cocktails 34%

Drinking more beer, less wine 11%

Drinking more beer, same wine and spirits/cocktail 
consumption 38%

Drinking more beer,less spirits/cocktails 17%

Increased Beer Consumption Impact

Younger respondents:  tend to increase consumption by increasing volume of what they 
already drink
Older respondents: tend to increase consumption via substitution



Decreased Wine Consumption Among Occasional 
Wine Drinkers

Wine Market Council 2018

29% of occasional wine drinkers reported 
they are drinking less wine than they used 
to (WMC segmentation study)

Top reasons why: 

¨ Drinking less alcohol (highest among 
those in their 40s)

¨ Attend fewer wine-drinking occasions

¨ Have less money to spend on wine

¨ Health reasons—highest among 50+



Wine Market Council 2018

Beverages substituted most often for wine 
were non-alcoholic (skewed female)

Switching from wine to other types of alcohol 
was higher among men and those in their 20s  

¨ Beer trumps spirits, craft beer stood out in 
the beer category

Wine is still beverage of choice for social and 
special occasions

Decreased Wine Consumption Among Occasional 
Wine Drinkers

¨ They are cutting down on drinking wine during the week, for casual meals at 
home, and in some cases, in restaurants



Source: Wine Market Council 2018

“Organic” designations associated with 

inputs

“Sustainable”/”Biodynamic” associated 

with external environmental impacts

Little difference perceived between 

"organic wine" and "wine made from 

organic grapes" 

Messages needs to be kept simple

Production Method Association

Organic
wine

Wine made 
from Organic 

grapes

Sustainably 
produced 

wine
Biodynamically 
produced wine

No use of synthetic 
pesticides/fertilizer

86% 87% 45% 66%

No genetically modified 
organisms or grapes 
permitted

59% 61% 25% 53%

No use of sulfur dioxide 
allowed

33% 23% 14% 32%

Usually higher priced 
than conventional wines

31% 40% 23% 31%

Are healthier for you 
than conventional wines

22% 20% 6% 15%

Quality is more variable 
than conventional wines

21% 18% 12% 16%

Conserves local water 
resources and habitat

18% 17% 87% 51%

Considers safety and 
well being of workers 
and local residents

17% 20% 52% 28%

Minimizes CO2 or 
greenhouse gas output

15% 12% 51% 39%

Won’t give you a 
headache or hangover

6% 4% 0% 5%

Green Wine Study: 
Production Method 
Associations



Green Wine Study: Wine Consumer Attitudes Toward 
Organic/Sustainable/Biodynamic Production

Wine Market Council 2018

Commitment to organic food doesn’t directly 
translate into commitment to "organic" wine—
other decision-making factors supersede

¨ However, designations could be decision  
making tipping point for those who consider 
them positive

Strong correlation between confidence in 
understanding terms and interest in these wines

¨ Understanding of "made from organic grapes" 
greater than for "sustainable”/"biodynamic"

% Agree

I only buy wines made using at least one of these 
production methods 2%

If I’m making a decision between two similar wines, I’ll 
choose the one produced using one of these methods

26%

How a wine is produced is important to me, but not a 
primary decision-making factor 48%

I would probably consider these production methods, if I 
knew more about them

17%

Wine produced by these methods draw my attention when 
shopping 19%

I don’t think much about how the wines I buy are produced 32%

I rarely or never see these types of wines when I am 
shopping

23%



Green Wine Study: Wine Consumer Attitudes Toward 
Organic/Sustainable/Biodynamic Production

Wine Market Council 2018

Barriers to purchase: 

¨ Availability and visibility

¨ Perceptions they cost more

¨ Skepticism

¨ Bad trial experience

¨ Lack of awareness

“When I walk into my grocery store, they have a whole 
organic produce section. My local wine store may have an 
organic section but I haven’t noticed it and if they do, it’s 
most likely very small compared to the vast amount of rows 
of wines by location/varietal.” 

“I don’t think the idea of organic wine has gotten out there to people. There 
are always news stories about buying organic food and its effect on health and 
disease. I don’t think I’ve ever seen a story about the benefits of organic wine. 
People are just not well-informed about organic wine in my area.” 

“I don’t believe that there are very 
stringent laws or guidelines dictating 
what constitutes something as organic.” 



Rosé Wine Drinker Snapshot Poll

Wine Market Council 2018

A majority drink rosé throughout the year, and 
less than a quarter more often in warmer than 
cooler months

Two-thirds self identified as “sweeter” and           
one-third as “drier” rosé drinkers

Top substitutions for drier rosé drinkers:            
Pinot Grigio/Gris or Sauvignon Blanc

Top substitutions for sweeter rosé drinkers: 
Moscato, Riesling, or red blends

Rosé Style Preference: 
Sweet vs. Dry

20%

46%

23%

9%

2%

Sweet Semi sweet
or medium

sweet

Semi dry or
medium dry

Dry Don't know



Wine App/Mobile Website Study

Wine Market Council 2018

A phone is considered more convenient                                                       
for buying wine online than a computer or tablet

The majority prefer shopping in-store when buying 
an everyday or special occasion wine, or one to 
bring to a friend’s house

Most Convenient Way to Buy
Wine Online 

13%

17%

31%

40%

None of the above

Through an app or
mobile website using

my tablet

Through a web browser
using my laptop or
desktop computer

Through an app or
mobile website on my

phone



"Regular" Usage of Mobile Tools

36%

52%

64%

Buy Wine

Take Action (remember,
rate, review, share

wines)

Look Up (prices,
information, ratings,

reviews)

Wine Market Council 2018

Wine-related mobile tools are most often used to 
look up wine-related information

¨ More than half take some type of action

One-third use mobile tools to make a purchase

Wine App/Mobile Website Study

Retail staff and sommeliers are valued because of their extensive knowledge base 
and the opportunity for personal interaction

Mobile tools are most helpful in providing 
descriptions of how wines taste  

Respondents regard crowdsourced information 
valuable because it provides feedback from 
average wine drinkers.
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FY19 Research Topics – Member Survey

Wine Market Council 2018

Top Picks
The Winery Experience/DtC from the Consumer’s Perspective

A New Look at Generations

High-End Wine Drinkers: What is High-End? Who are they?

Labeling: What Front/Back Label Information is Most Impactful

Changes in On-Premise Wine Consumption

¨ With Complementary Survey of Sommeliers through GuildSomm



To take the Research Topic Survey, go to:

http://bit.ly/WMCSurvey

Wine Market Council 2018
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