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Research Methodology 
 

The Wine Market Council 2017 High Frequency Wine 
Consumer Survey results are the basis for three 
reports released this fiscal year. This third and final 
report provides updated information on high frequency 
wine consumer purchase behavior measures. 
Information about high frequency wine consumers in 
the U.S., and the demographic breakdown of survey 
respondents can be found in this report’s appendices. 

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, including 367 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 to best replicate the current population of high 
frequency wine drinkers.1 These targets differed from 
those used for the 2016 Wine Market Council High  

                                            
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 or sentiments 

 
 

Frequency Consumer Survey, and thus the 2017 
results serve as an update to similar data collected in 
past surveys, rather than a direct tracking comparison. 

Significant differences noted in this report represent 
data that is statistically significant at a confidence 
level of 95%. All charts and tables are based on Wine 
Market Council’s 2017 High Frequency Wine Consumer 
Survey unless otherwise noted.  Some rows or columns 
in these charts and tables may not add to 100% due 
to the option for multiple responses or rounding. 

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. Additional 
custom data tabulations can be run at cost. For more 
information contact Wine Market Council Director of 
Research, Jennifer Pagano at jpagano@ 
winemarketcouncil.com.  

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. 



Wine Market Council 2018          2 

Highlights 
 
ü High frequency wine drinkers most often buy wine 

in 750ml bottles, three-quarters of them on a 
weekly or monthly basis.  At least half "never" buy 
wine in any other package size but 750ml and 1.5-
liter bottles (page 4). 

ü When it comes to imports, Old World wines are 
purchased at higher rates than New World wines by 
these respondents, with Italy and France dominating 
the Old World category, and Australia dominating 
the New World category (page 5). 

ü California outpaces the other top U.S. wine 
producing states—Washington, Oregon, and New 
York—by two to three times (page 5). 

ü Despite nearly one-fifth of respondents indicating 
they by wine online, nearly all still purchase wine in 
person at a retail store, most often a liquor or wine 
shop, or while shopping for groceries (pages 6-7).  

ü Just over half reported ordering wine on-premise in 
the past three months, most frequently at a bar or 
restaurant (page 7). 

 
 
ü Nearly one in three bought wine directly from a 

winery, most often on a winery visit (page 7). 

ü Just under half the respondents communicate about 
wine through social media. Respondent social media 
usage tracks fairly consistently with general social 
media platform penetration, but with Twitter on par 
with Instagram. Facebook is used by the largest 
contingent, followed by YouTube, Twitter, and 
Instagram (page 8).  

ü Purchase frequency rates for wine in most price 
ranges and alternative packages was higher for 
younger and male consumers, in part due to their 
more frequent consumption of wine relative to their 
counterparts. Male and younger consumers also 
consider reviews important factors when making 
purchase decisions and use social media for wine-
related activity at higher rates (page 9, 10). 

ü Respondents who are more involved in the wine 
category (e.g., buy higher priced wine more 
frequently, have increased their wine consumption, 
consider wine reviews important) buy wine more 

 



Wine Market Council 2018          3 

 

frequently across price categories and package sizes. 
Again, this is in part due to their more frequent 
consumption of wine relative to their counterparts 
(page 11).   
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High Frequency Wine Consumer Wine 
Purchases by Package Size and Price 
 
• High frequency wine drinkers reported that they buy 

wine in 750ml bottles most often, three-quarters of 
them on a weekly or monthly basis. 

• 1.5-liter bottle and bag-in-box (any size) lead 
alternative packages in weekly/monthly purchases 
(purchased by nearly one-third of respondents). 

o Between one-fifth and one-quarter buy wine in 
other sized bottles at least monthly, and less 
than one-fifth purchase wine in cans or Tetra Pak 
at this frequency. 

o More than half indicated they "never" buy wine in 
bag-in-box, cans, or Tetra Pak. 

• More than half reported buying wine in the $10 - 
$14.99 price range at-least-monthly, and nearly half 
in the price range just below ($5 - $9.99) and above 
($15 - $19.99) this sweet spot. 

• There is a notable dip in purchase frequency at the 
$20 mark.  

• The majority never buy $50+ wine or under $5 wine.  

 

 
 

  

Monthly/Weekly Purchases by Package Size

77%

31%

25%

22%

23%

22%

20%

19%

16%

3%

33%

50%

49%

57%

53%

58%

70%

72%

750ml bottle

1.5 liter bottle

187ml bottle(s)

375ml bottle

5 liter bag in box

3 - 4 liter or smaller bag in box

3 liter bottle

Can

Tetra Pak

Monthly/Weekly

Never

(Base: high frequency wine drinkers)

Total bag in box 

monthly/weekly 

purchase = 30%; 

63% never buy

bag in box

750ml Wine Purchase Frequency by Price 
(Base: high frequency wine drinkers)

Weekly Monthly Several 
times a year

Once a 
year or less Never

Under $5 16% 9% 10% 8% 57%
$5 - $9.99 20% 26% 22% 9% 23%

$10 - $14.99 26% 29% 25% 8% 13%

$15 - $19.99 15% 29% 26% 12% 18%

$20 - $29.99 11% 17% 25% 17% 29%

$30 - $49.99 6% 13% 18% 17% 46%

$50 - $74.99 7% 5% 11% 16% 61%
$75 - $99.99 4% 8% 7% 12% 69%

$100 or more 7% 5% 6% 10% 72%
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High Frequency Wine Consumer 
Purchases by Country and State of 
Origin 
 
• Italy and France dominate high frequency wine 

consumer import purchases.  Two-thirds reported 
purchasing Italian wine and over half indicated they 
bought French wine in the past three months. 

• Second tier import countries in terms of self-
reported past-three-month purchase included Spain 
and Australia (purchased by a significant minority), 
followed by Argentina, Chile and New Zealand 
(purchased by about one-third). 

• Not surprisingly, reports of past-three-month 
purchases of domestic wine were highest for 
California.   

• Approximately one-third indicated they purchased a 
wine from Washington, New York, and/or Oregon in 
the past three months. 

Note: although the past-three-month purchase rates for 
some of the lesser-known regions appear relatively high, it 
is important to note that the number of bottles purchased 
in the past three months may be lower than for better 
known regions. 

 
 
 

 

 

  

Past-Three-Month Purchasers of Imported 
Wine by Country of Origin

66%

56%

45%

41%

33%

32%

30%

28%

24%

19%

15%

14%

Italy
France
Spain

Australia
Argentina

Chile
New Zealand

Germany
Portugal

South Africa
Greece
Austria

(Base: high frequency wine drinkers)

88%

36%

33%

31%

17%

16%

15%

11%

California
Washington

New York
Oregon
Virginia

Texas
Michigan
Missouri

Past-Three-Month Purchasers of Domestic 
Wine by State of Origin (Base: high frequency wine drinkers)
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High Frequency Wine Consumer 
Purchases by Channel 
 

• Nearly all high frequency wine consumer 
respondents shopped for wine at a brick-and-mortar 
retailer in the past three months. 

• Just under one-fifth had purchased wine online in 
the past three months.  Order delivery outpaced in-
store pick up at a ratio of 3:1.  

• Nearly all high frequency respondents reported 
making an off-premise purchase in the past three 
months, just over half reported ordering wine on-
premise, and one in three purchased wine directly 
from a winery. 

 

 

 

 

 

 

 

 

 

  

Past-Three-Month Purchases: Method

97%

15%

5%

<.5%

In person at a store

Online and shipped to home/office

Online and picked up at a store

None of the above

(Base: high frequency wine drinkers)

In total, 18% 
purchased
wine  online

98%

52%

29%

Off-Premise On-Premise At or Direct from
Winery

Past-Three-Month Purchases by Channel 
Category (Base: high frequency wine drinkers)
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• Approximately half indicated that they purchased 
wine at a liquor store, wine shop or while grocery 
shopping in the past three months—the most 
utilized channels. 

• Most on-premise purchases were made at a bar or 
restaurants. 

o Less than one-fifth bought wine at a concert, 
theater venue, sporting event, or while traveling 
in the past three months. 

• About one-quarter made past-three-month 
purchases when visiting a winery, while less than 
half that many bought wines online directly from a 
winery. 

 

 

 

 

 

 

  

Past-Three-Month Purchases: DtC

24%

9%

When visiting winery

Online through winery website

(Base: high frequency wine drinkers)

Past-Three-Month Purchases: Off-Premise 
Channels

53%

49%

31%

23%

20%

13%

12%

11%

10%

Liquor/wine specialty store

Supermarket/grocery

Mass merchandiser

Warehouse club

Natural/specialty food store

Drug store

Online-only retailer

Retailer's online service

Convenience store

(Base: high frequency wine drinkers)

Past-Three-Month Purchases: On-Premise 
Channels

45%

15%

13%

7%

Bar/restaurant

While traveling (e.g. plane)

Concert or theater venue

Sporting event

(Base: high frequency wine drinkers)
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High Frequency Wine Consumer 
Social Media Usage and the 
Importance of Wine Reviews  
 
• Facebook continues to be the social media platform 

the greatest proportion of high frequency survey 
participants use to discuss and disseminate 
information about wine. A second tier was 
comprised of YouTube, Instagram, and Twitter. 

• Just over half do not use social media to 
communicate about wine. 

• A majority of respondents stated that wine reviews 
play a significant role in their purchase decisions for 
wine for at-home consumption.  However, more 
respondents regard them as "somewhat" or 
slightly" important than consider them "extremely" 
or "very" important. 

• For between one-fifth and one-quarter of 
respondents, wine reviews are not an important 
factor. 

 

 

Social Media Regularly Used for Wine
Discourse

35%

20%

20%

19%

15%

9%

7%

6%

4%

54%

Facebook

YouTube

Instagram

Twitter

Pinterest

LinkedIn

Hello Vino

Vivino

Delectable

None

(Base: high frequency wine drinkers)

Importance of Wine Reviews
(Base: high frequency wine drinkers)

22%

18%

26%

16%
18%

Not at all
important

Slightly
important

Somewhat
important

Very importantExtremely
important



Wine Market Council 2018          9 

Key Measures by Consumer Segments 
 

 

Age* Gender*

Packaging Purchase frequency decreased with 
age

All but 750ml bottles purchased more 
often by men

Price
(750m bottle at retail)

• <$10 purchased more frequently by 
under 40 than by 40+

• $10 - $19.99 purchase frequency 
decreased with age

• $20+ purchased most frequently by 
<50 than by 50+

• Men purchase in most price ranges 
more frequently 

• $5 - $9.99 gender neutral

Channel:
In person vs. online

In-person and online/shipped past 3 
month purchase rates highest among 
40 - 49

Past 3 month purchase rates:

• In person skews female

• Online skews male

Specific
Channels

Past 3 month purchase rates:

• Liquor/wine shop, grocery, 
bar/restaurant/hotel, warehouse/club 
stores consistent across ages

• Younger skew for all other channels, 
DtC (in person and online)

Past 3 month purchase rates:

• Female skew for grocery, 
bar/restaurant/hotel, mass 
merchandisers

• All other channels gender neutral, 
including DtC in person sales

• Online DtC sales skewed male

*It is important to note that wine consumption frequency decreases as age of respondents increases, and male respondents drink wine 
more frequently than female respondents. 
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Age* Gender*

Imported Wine

Past 3 month purchase rates:

• All European wines and New Zealand skew 
under 50

• Australia lowest among 20 – 29

• Argentina and Chile highest among 30 - 39

Past 3 month purchase rates:

• Male skew for all countries

Domestic Wine

Past 3 month purchase rates:

• California skews 40+

• Washington consistent across age ranges

• All others skew younger

Past 3 month purchase rates:

• Male skew for all states

Social Media Usage 
for Wine-Related 
Communications

Usage decreases as age increases Male skew for all platforms/apps 
but Pinterest (gender neutral)

Importance of Wine 
Reviews

Importance decreases as age increases Males regard as more important

*It is important to note that wine consumption frequency decreases as age of respondents increases, and male respondents drink wine 
more frequently than female respondents. 
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Frequent $20+ Wine
Buyers (Weekly/Monthly)*

Reported Drinking More
Wine vs. Last Year*

Wine Reviews “Extremely/
Very” Important*

Packaging Buy all packages more often 
than others

Buy all packages more often 
than others

Buy all packages more often 
than others

Price (750m 
bottle at retail)

Also buy under $20 wine 
more frequently than others

Buy in all price categories 
more often than others

Buy in all price categories 
more often than others

Channel: 
In person
vs. online

Past 3 month purchase rates: 

• In-person higher among less 
frequent or non-$20+ buyers

• Online higher among 
frequent $20+ buyers

Past 3 month purchase rates: 

• In-person no different than 
others

• Online higher among those 
drinking more

Past 3 month purchase rates: 

• In-person highest among 
“somewhat/ slightly” 
important

• Online highest among 
“extremely/very” important

Specific 
Channels

Past 3 month purchase rates:

• Higher for all BUT 
Liquor/wine shop, grocery, 
bar/restaurant/ hotel.

• On-premise channels higher 
overall

• Winery direct (in-person and 
online) higher

Past 3 month purchase rates:

• Higher for all BUT 
Liquor/wine shop, grocery, 
bar/restaurant/ hotel.

• On-premise channels higher 
overall

• Winery direct (in-person and 
online) higher

Past 3 month purchase rates:

• Higher for all BUT 
Liquor/wine shop, grocery, 
bar/restaurant/ hotel.

• On-premise channels higher 
overall

• Winery direct (in-person and 
online) higher

*These consumer segments consume wine in general more frequently than their counterparts.
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Frequent $20+
Wine Buyers 

(Weekly/Monthly)*

Reported Drinking 
More Wine vs.

Last Year*

Wine Reviews 
“Extremely/Very” 

Important*

Imported Wine

Past 3 month purchase rates:

• Higher for all countries

Past 3 month purchase 
rates:

• Higher for all countries 
but Australia and South 
Africa

Past 3 month purchase 
rates:

• Higher for all countries 
but Australia 

Domestic Wine

Past 3 month purchase rates:

• Higher for all states but 
California

Past 3 month purchase 
rates:

• Higher for all states but 
California

Past 3 month purchase 
rates:

• Higher for all states but 
California

Social Media 
Usage for
Wine-Related 
Communications

Usage rates higher than 
among others

Usage rates higher than 
among others

Usage rates higher than 
among others

Importance of 
Wine Reviews

Importance rates higher than 
among others

Importance rates higher 
than among others Not applicable

*These consumer segments consume wine in general more frequently than their counterparts.
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Insights from the Wine Business 
Institute at Sonoma State 
University 
 
 
ü Twitter’s over-indexing as a social media platform 

among these high frequency wine consumers.  

o This suggests that wineries should have a 
communications strategy for taking advantage 
of this tool. 

ü Consumers with higher involvement with wine use 
more wine resources to consider their purchases. 

o These wine-interested consumers tend toward 
being younger and male in the modern wine 
market. 

ü Just under a quarter of wine consumers purchase 
bag-in-box wine, but this format over-indexes for 
volume of wine consumed. 

o Changes in and out of this category over time 
would be very useful knowledge for the effective 
implementation of business strategy. 

 
How to Use These Insights 

ü All wineries should take note of the Digital Marketing 
Institute (https://digitalmarketinginstitute.com/ 
blog/2018-02-24-the-battle-of-the-social-media-
platforms-in-2018) showing that Instagram is 
almost three times more popular than Twitter, 
based on regular, monthly user numbers. As such, 
with Twitter appearing to be a more popular 
platform with wine consumers, wineries should be 
noting metrics to be used in an evaluation of user 
target groups as a means to generate brand 
awareness.  

ü The observation that younger, male respondents 
tend to be more wine interested suggests that 
targeted media on wine can be used more 
effectively in communications to this segment. 
Concurrently, with younger female wine consumers 
being a dominant segment of the wine market, the 
findings of this study suggest that communications 
messages to female wine consumers should be 
connected to the reason(s) that this segment 
consumes wine. 
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ü The popularity of box wine with the high frequency 
wine consumer implies two opportunities for 
producers. The first is the likelihood that box wine 
consumers are also bottled wine consumers. Thus, 
there should be opportunity for producers of each 
packaging format to create cross-over products in 
the other. The alternate consideration is that one 
format precludes another. In this case, consumers 
begin consuming bulk wine and then may change to 
drinking bottled wine. The timing and transition 
process from box to bottle would be invaluable for 
wine producers wanting to facilitate such a change. 
The likelihood is that both of these opportunities 
exist concurrently. As such, producers should 
conduct research on their customer base in order to 
investigate how best to implement the above 
suggestions. 
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Appendix 1: High Frequency Wine 
Consumers in the U.S.  
 
• A total of 40% of the approximately 227 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%). 

 

 
 

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

estimated to be approximately 90.8 million adults, 
just over one-third drink wine at high frequency 
consumption levels (35%), and the remaining two-
thirds drink wine occasionally (65%). 

 

 
 
 
1U.S. Census Bureau, 2011-2015 American Community Survey 
5-Year Estimates. 
  

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). 

 

 
 
 
 

 
 
  

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
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Appendix 2: 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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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.


