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Why This Research? 
Wine Market Council conducted an online survey to 
investigate why or why not wine consumers make 
purchases directly from wineries, in particular through 
winery websites, to identify opportunities for increasing 
direct purchases among potential consumer subsegments. 
The research also covered online wine purchasing through 
other channels (brick and click and virtual retailers) and how 
it compares to online food-related purchases and purchases 
of consumer goods online.  Special attention was paid to 
purchasers of higher-priced wine ($30+). The project goals 
were to gain a better understanding of consumer online and 
direct purchasing, and to assess the interaction between 
winery visits and communication, and direct purchases.  

Research Methodology  
The survey was conducted using a consumer panel 
developed by Wine Opinions.1 The Wine Opinions national 
consumer panel primarily consist of high frequency, high 
involvement and high-end wine consumers. With over 
20,000 members, covering every state, it is an efficient 
source of wine drinkers who buy higher priced wine.  86% 
of the Wine Opinions panel drink wine at high frequency 

                                            
1As the respondent pool was sourced from a non-probability panel 
survey results should not be used to project or estimate the behaviors 
or sentiments of the entire population of U.S. wine drinkers or segments 

 
levels (i.e., more than once a week) compared to 33% of 
the total wine drinking population, and 21% buy $30+ wine 
at least monthly compared to 7% of total wine drinkers. 
This sample source was used to insure a large enough base 
of winery website purchasers to make possible statistically 
significant comparisons to wine consumers who don't buy 
directly from wineries. 

The 1,203 respondents who qualified for the survey were 
comprised of 88% who drink wine more often than once a 
week (high frequency), and 12% who drink wine once a 
week or 2-3 times a month. 

Significant differences noted in this report represent data 
comparisons that are 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@winemarketcouncil.com.  

of that population without additional analysis or modeling to adjust for 
the specific characteristics of this panel. 



          

Wine Market Council 2019          3 

Respondent Profile 
• The respondent pool was 57% male/43% female, on 

average 54 years old, and were 86% non-Hispanic 
Caucasian. 

• All states but North Dakota and West Virginia were 
represented.  More than half live in suburban areas 
(57%), more one-quarter in urban (28%), and the 
remainder in rural areas (15%). 

• Average annual household income was approximately 
$123K.  40% reported an annual household income of 
$150K or more. 

• The majority buy under $20 wine at least monthly 
(72%).  Purchase frequency drops significantly at $20, 
and more so at the $30 and $50 price points.  Nearly 
two-thirds buy $30+ wine at least several times a year 
(63%), and about one-third buy $50+ wine at this 
frequency (35%).  28% buy $30-$49, but NOT $50+. 

• Of note is that respondents who buy wine that costs 
$30+ (at least several times a year) are less likely than 
others to buy under $20 wines at least monthly, and 
more likely to buy wine costing between $20 - $29.99 
at this frequency. 

 

  

Survey Respondents by Income
9%

11%

16%

24%

12%

13%

15%

Under $50,000

$50,000-$69,999

$70,000-$99,999

$100,000-$149,999

$150,000-$199,999

$200,000 or more

Prefer not to say

Base: total respondents, n = 1203

750ml Wine Purchase Frequency by Price 

Monthly or 
more often

Several times 
a year

About once a 
year or less Never

Under $20 72% 20% 6% 2%

$20 - $29.99 39% 48% 10% 3%

$30 - $49.99 17% 45% 27% 11%

$50 - $74.99 7% 27% 36% 30%

$75 - $99.99 3% 16% 32% 49%

$100 - $149.99 2% 8% 26% 65%

$150 or more 2% 5% 19% 75%

Base: total respondents, n = 1203
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Survey Insights 
 
ü The majority of winery website purchasers belong to at 

least one winery wine club and are considered highly 
involved wine consumers: they skew significantly toward 
the Baby Boom generation and the most frequent levels 
of overall wine consumption, and toward higher average 
household incomes.  They are predominantly male and 
have high levels of $30+ wine purchases.  

ü Those who buy wine online, but not from winery sites, 
are the most opportune group for wineries to target for 
incremental gain in winery direct sales and wine club 
membership.   

o They are similar to winery website purchasers.  They 
fairly closely resemble winery website purchasers in 
age, household income, and the propensity to buy 
wines over $30 regularly, if not frequently.  They are 
closer to gender neutral than winery direct buyers.  
While they do not drink wine quite as frequently as 
winery direct buyers and while their annual household 
income is not quite as high, they are still well above 
average compared to all other U.S. wine drinkers. 

o About half belong to at least one winery wine club.  
49%. 

 
 

o They already are engaged in online wine purchasing. 
33% do so "regularly." 

o They already engage with wineries.  72% of them 
have visited at least one winery in the past 12 
months. This suggests that wineries are missing 
potential post-visit business from visitors who don’t 
join the club.  

o The greatest barrier is the perception of the cost of 
shipping or delivery. Expressed by 57% of these 
respondents.   

§ Top factors cited that would motivate them to 
make a winery website purchase were “better 
prices” (28%), “free shipping” (27%), and “deals, 
discounts, sales” (23%). 

o The $30 - $50 range offers the best entry point for 
moving these online wine buyers to winery website 
purchasers.  Although this cohort buys $30+ wines 
less often than winery website purchasers, still, the 
majority do buy $30 - $50 wines at least several 
times a year, and they are twice as likely to buy in 
this price category than in $50+ categories.  
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ü Winery website purchasers who don't belong to any wine 
clubs are also a possible target for winery direct 
marketers.  This group of respondents purchases wines 
from the website, has high levels of visitation and 
purchase rates in $30+ price categories, but hasn't yet 
formed a relationship with particular wineries through a 
wine club. 

ü There is a strong association between winery visitation 
and future purchases among winery website purchasers. 
79% had visited the winery before buying from the 
winery's website. 

ü Exclusive offers and communications are key. 48% of 
winery website buyers chose to purchase from a winery 
website because they couldn't buy the wine anywhere 
else.  42% heard about the wine they bought from a 
winery website through a winery email or other 
communication. 

ü Most winery website buyers who had tried the wine 
before purchase, did so at the winery.  Relatively few 
made an extra purchase of a wine they reviewed in a 
wine club shipment. This suggests that ad-hoc 
promotions of special small lot wines NOT in the 
shipment be targeted to club members too.  

ü The most helpful website features for survey 
respondents are flavor descriptions.  For online buyers 
who haven't purchased from a winery website, ratings 
from critics, customer ratings, and medals won are more 
important than for those who have already purchased 
from winery websites. Previous purchasers rate technical 
information higher than non-customers. 
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Wine Purchases by Channel and Price 
 
Respondents were asked to indicate (yes or no) if they had 
purchased wine from a wine or liquor store, grocery store, 
warehouse store, online-only retailer or directly from a 
winery in the past year by price category.  

• Among those who shop at that channel, the percentage 
of respondents who buy wine at wine/liquor stores, 
grocery or warehouse stores decreased as the bottle 
price increased. Online-only purchases fade more slowly 
above the $30 mark.  Direct-from-winery purchases 
peak in the $30 - $50 range.   

• Looking at this data based on total respondnents shows 
that wine or liquor stores are the most likely channel for 
under $50 wine purchases. Grocery stores join 
wine/liquor stores in being the most likely source for 
wines under $20. 

• In the $50+ categories, direct-from-winery vies for the 
top source with wine/liquor stores.  

• Winery direct has greater penetration than 
grocery/supermarkets, warehouse stores, and online-
only retailers in all $30+ price categories. 

 
 

 
* Note: this measure does not measure volume or share of purchases 

by channel. 
  

Where did you buy wine in these price 
categories in the past year?

Wine/Liquor 
store

Grocery/
supermarket

Warehouse 
store

Direct from 
winery

Online only 
retailer

Shopped the 
Channel (N) 1,116 802 525 829 390

Under $20 88% 97% 88% 44% 69%

$20 - $29.99 85% 57% 72% 67% 71%

$30 - $49.99 63% 19% 38% 71% 57%

$50 - $74.99 43% 6% 18% 58% 41%

$75 - $99.99 31% 3% 9% 41% 30%

$100 or more 26% 2% 7% 32% 25%

Where did you buy wine in these price 
categories in the past year?*
(Among only those who shop at channel)

Wine/Liquor 
store

Grocery/
supermarket

Warehouse 
store

Direct from 
winery

Online only 
retailer

Shopped the 
Channel (N) 1,116 802 525 829 390

Under $20 88% 97% 88% 44% 69%

$20 - $29.99 85% 57% 72% 67% 71%

$30 - $49.99 63% 19% 38% 71% 57%

$50 - $74.99 43% 6% 18% 58% 41%

$75 - $99.99 31% 3% 9% 41% 30%

$100 or more 26% 2% 7% 32% 25%

Where did you buy wine in these price 
categories in the past year?*
(Among total respondents, n = 1203)

Wine/Liquor 
store

Grocery/
supermarket

Warehouse 
store

Direct from 
winery

Online only 
retailer

Under $20 79% 63% 38% 29% 22%

$20 - $29.99 78% 38% 32% 46% 23%

$30 - $49.99 67% 14% 19% 57% 21%

$50 - $74.99 59% 5% 12% 60% 20%

$75 - $99.99 55% 3% 8% 57% 20%

$100 or more 57% 4% 7% 53% 21%
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Wine Purchases by Channel and Occasion 
 
Respondents were asked to indicate (yes or no) if they had 
purchased wine from a wine or liquor store, grocery store, 
warehouse store, online-only retailer or directly from a 
winery in the past year for the following occasions: weekday 
drinking, weekend dinners with friends, special occasion 
dinners, and gifting.  

• Purchases were fairly consistent across occasions for 
wine/liquor stores, the channel that the largest 
proportion of repondents shop for each occasion.  At 
lower levels, purchase at warehouse stores and online-
only retailers were also fairly consistent across 
occasions.  Survey participants are more likely to shop 
at grocery stores for weekday drinkers than other 
channels. 

• Respondents were more likely to have bought wine 
directly from a winery for weekend dinners with friends, 
special occasions and gifting than for weekday drinking, 
and more likely to buy for these occasions directly from 
wineries than from grocery and warehouse stores, and 
online-only retailers. 

o However, for those who buy wines over $50 several 
times a year or more often, direct-from-winery 
purchases for weekday drinking were more common 
(46% vs.  31% of others). 

 
 
 

 
* Note: this measure does not measure volume or share of 

purchases by channel. 
  

Sources of Wine in the Past Year 
by Occasion*

Base: total respondents, n = 1203

Weekday 
drinking

Weekend dinner 
with friends

Special 
dinner/occasion Gifting

Wine/Liquor store 78% 80% 79% 78%

Grocery/supermarket 61% 41% 27% 27%

Warehouse store 36% 27% 23% 21%

Direct from winery 36% 51% 58% 46%

Online only retailer 23% 22% 22% 17%
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Online Purchases of Goods and Services 
 
Respondents were asked how often they shop online for 
wine, food, and consumer products to provide a point of 
comparison for winery website shopping frequency. 

• Keeping in mind the higher involvement skew of the 
respondent pool, one-third "regularly" buy wine online 
from any source (32%) and one-quarter do so 
"occasionally" (25%).2 

o Respondents between the age of 40 and 59 were the 
most likely to report at least occasional online wine 
purchases.  

• One-third order food from restaurants online at least 
"occasionally" (33%), compared to 16% who order 
groceries and 9% who order meal kits online at this 
frequency.  All of these types of purchases skew 
younger.   

• Those who don't buy wine online are less likely to buy 
anything online—food, wine, or consumer goods. 

                                            
2 Comparitively, 18% of high frequency wine drinkers reported they had 
purchased wine online (from any source) in the past three months in a 
2017 survey of high frequency wine drinkers. 

 
 
• There is very low correlation in frequency of use between 

wine and the other categories. Online purchasing, meal kits 
and restaurant deliveries have the highest correlation with 
each other (still low).3 

 

 

  

3 Spearman's correlation coefficients available upon request. 

Online Purchase Frequency by Category 

Regularly Occasionally
Tried once/
few times Rarely Never

Wine 32% 25% 9% 11% 23%

Consumer 
products 62% 28% 3% 4% 4%

Meals from 
restaurants 9% 24% 6% 18% 43%

Groceries 7% 9% 8% 12% 64%

Meal Kits 4% 5% 8% 6% 77%

Base: total respondents, n = 1203
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Online Wine Purchases 
 
• One-third (32%) of the total respondents surveyed 

purchased wine from a winery website in the past year, 
separate from their wine club shipments. 

o 70% of these winery website purchasers also belong 
to a winery wine club, and 14% belong to a non-
winery wine club. 

• The incidence of past-year purchases from online-only 
retailers and retailers who have both a brick-and-mortar 
and online presence were only slightly lower than winery 
website purchases (29% and 26% respectively) 

• Respondents over 50 were slightly but significantly more 
likely to belong to a winery wine club.  But there was a 
younger skew among non-winery wine club membership.  
15% of those under 40 belong to such a club compared 
to 10% of those 40+.  Although men more often than 
women reported buying wine online from any source 
(including winery websites) and belonging to a winery 
wine club, there was no difference in the rate of men 
and women who belong to non-winery wine clubs. 

• Respondents who buy wine from winery websites are 
more likely than others to buy consumer goods, wine, 
groceries and meal kits online, and to order food from 
restaurants online.  

 
 

 

 
  

Past-12-Month Online Wine Purchases 
and Club Shipments by Channel

Base: total respondents, n = 1203

36%

32%

29%

26%

11%

39%

70% are 
wine club 
members

Received winery wine club shipments

Winery website (excluding club 
shipments) 

Online-only retailers

Brick-and-mortar store that also sells 
online 

Received non-winery wine club ships

Do not buy/haven't bought wine online 
in past year
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• There is substantial overlap between the channels. 

Those who only use that channel only are in the minority. 
The largest segment of single channel users are winery 
club members. None of the three channels shows a 
greater affinity with one of the other channels vs. 
another. 

 

 
 
 
 
  

Virtual Retail 
Customers 

(n=357)

Winery Club 
Members 
(n=447)

Bricks and 
Mortar Online 

(n=320)

85

178

95

69

62

96

104

Channel Crossover (number of respondents)
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Why Some Don't Buy Wine Online 
 
• The top reasons some respondents don't buy wine 

online at all are related to preference for an in-person 
experience (browsing, convenience, interaction with 
staff), followed by reasons related to shipping (costs, 
having to sign for shipments).  

o A total of 65% answered either they like to browse 
in person and/or find in person shopping convenient. 

o The ability to discuss wines in person was most 
important to those who regularly buy wines in the 
over $30 price categories.  This reason also was 
higher for older respondents (60+). 

• State shipping laws deter about one-quarter of 
respondents from purchasing wine online.  

o A total of 54% answered either that shipping costs 
are too high and/or receiving deliveries is difficult. 

o 13% reported they can't receive wine from wineries 
due to state laws, and nearly as many (11%) were 
unsure if it was legal for them to have wine shipped 
directly to them from a winery.  This "unsure" rate 
was higher for respondents under 50. 

• Some of the respondents who don't buy wine online 
volunteered reasons for not doing so that differed from  

 
the reasons listed in the question.  Most notable of these 
included (mentioned by five or fewer respondents each): 

o Liking to taste or sample wine before purchase. 

o Not wanting their wine shipped due to temperature 
variations and/or a distrust that shipping companies 
handle wine properly. 

o Living close enough to wineries that they don't need 
wine shipped. 

  

% don’t 
buy online

Like to browse in person 60%

Shopping in person is more convenient 39%

Can discuss wine with staff 39%

High cost of shipping/delivery 36%

Being home for delivery difficult 26%

Can’t receive winery deliveries in my state 13%

Unsure if can receive winery deliveries in my state 11%

Wines too expensive 10%

Don’t think wines I buy are available online 5%

Didn’t know could purchase directly from a winery 1%

Reasons Do Not Buy Wine Online
(Do not buy wine online or haven’t in the past year, n = 473)

65%

54%
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Last Winery Website Purchase 
 
Respondents who bought wine from a winery website 
separate from their wine club shipments (32% of total 
respondents, 397 respondents) were asked to think about 
the last time they made such a purchase. 

• Most winery website purchasers had prior contact with 
the winery and were most likely to turn to the winery's 
website as a resource for wines unavailable anywhere 
else.   

o 79% had visited the winery prior to purchase.   

o 71% were repeat buyers. 

o 48% chose to buy via the winery website because 
that was the only way to procure that particular wine. 

§ The next most frequently given reason, but a 
distant second, was to forge a relationship with 
the winery (12%). 

• These findings confirm an opportunity for wineries to 
capitalize on visitation and communications with 
visitors. It also points to a challenge, as those who 
purchase without prior visitation are a small subset of 
winery website purchasers. 

 

 

 
 

  

First Time vs. Repeat Winery Website 
Buyers (last purchase occasion)

Base: Winery website shoppers, n = 388

Purchased 
from

winery 
before
71%

First time buying 
from this winery, 
but bought from 

others

First time buying 
from any winery

15%

14%

% winery website 
shoppers

Only available from winery website 48%

Like to forge relationship with winery 12%

Where could get best price 8%

More convenient than searching elsewhere 6%

Opportunity to receive future notifications/deals 4%

Was already browsing 4%

Offer the best quality 4%

Wanted to learn more before buying 4%

Better customer service 2%

Main Reason Bought Direct from Winery
(Base: winery website shoppers, n = 388)
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Likelihood of Future Purchases 
 
Findings suggest that once a consumer purchases a wine 
from a winery website (independent of club shipments), 
they are very likely to make another purchase in the future. 

• 82% reported they plan to buy from the winery's 
website again.  Of the remainder, most were unsure and 
only 1% indicated they wouldn't buy from that winery 
again. 

 

o The rate of respondents who planned to make 
another purchase through the winery website was 
higher among respondents who are more regular 
purchasers of wine in $30+ price categories. 

• The most positive aspect of buying direct was identified 
as the access to wine otherwise not available to them 
(27%). Supporting and building a relationship with the 
winery was the most positive aspect for 18%, and wine 
quality was called out by 17%. Quality came up as a 
reason more often by the oldest respondents, and 
convenience more often by respondents in their 40s.  

  

Would Buy from Winery Website Again 
(based on last purchase occasion)

Base: Winery website shoppers, n = 388

Yes
82%

No
1%

Don’t know
17%

% winery website 
shoppers

Access to exclusive wines 27%

Supporting winery/Building relationship 18%

Quality of the wine 17%

Customer service 13%

Convenience 8%

Price 8%

Ease of purchase 6%

Knew what was getting/had tasted before 5%

Free shipping/discounts 4%

Selection 4%

Wine sales offers/discounts 4%

Fast delivery 3%

Information on wine/grapes/pairings 3%

Most Positive Aspects of Buying Direct
Experience (Base: winery website shoppers, n = 388)
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Route to Winery Website Purchases 
 
Respondents who made a winery website purchase were 
asked how they heard about the wine they bought.  55% 
heard about the wine from one source, 24% from two 
sources, 11% from three sources, and the remainder from 
more than three sources before their purchase. 

• More than half had tried the wine before (53%; n=198), 
at the following locations:   

— At the winery (67%).  
— On-premise (21%) 
— At a wine tasting event (20%) or in-store tasting 

(7%) 
— At home (17%) or someone else's (14%)  
— Was in their wine club shipment (14%)  

• Nearly half had heard of the wine through previous 
contact with the winery (49%; n=184):  

— Via an email or other communication (42%) 
— Had tried another of the winery's wine and was 

looking for another to try (26%) 
— Through the wine club (21%) 

• A distant third was reading about the wine (17%; n=64).  
most often in an online or print wine publications (64%), 
on the wineries website (39%), or on a wine-related blog 
(31%).

 

• Also of note: 

— Those who learned of the wine through an internet 
search (n=32) were more likely to have searched for 
a wine region (19 respondents) or the winery's name 
(17). 

— The social media posts through which some 
respondents heard of the wine (n=26) were most 
often from a wine expert/blogger/journalist (11 
respondents) or from the winery (11); and they were 
most likely to be posted on Facebook (18) or 
Instagram (14).  

  

% winery website 
shoppers

Tried it before 53%

Through previous contact with the winery 49%

Read about it 17%

Wine review 15%

Recommended by family or a friend 13%

Internet search 9%

Social media post 7%

Browsing at a store 6%

Recommendation from retail/on-premise staff 5%

Clicked on winery’s online ad 4%

How/Where did you Hear about the Wine?
(Base: winery website shoppers, n = 388)
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Most Helpful Winery Website Features 
 
All respondents were asked what aspect of a winery's 
website (from a list) they considered most helpful when 
making a purchase decision. 

• Overwhelmingly, flavor descriptions are the most helpful 
(61%). 

• A significant minority are interested in technical 
information about how the wine was made is (44%). 

• Critic's ratings and medals won (45%) (which skewed to 
the oldest respondents) had a slight edge over customer 
ratings (39%). 

• The least helpful, among the features listed, are virtual 
tours of the winery (10%). 

• Front and back label images, customer and critics 
ratings, and food pairings were determed to be more 
useful by those who buy wine online but have NOT 
purchased from a winery website in the past year, than 
to winery website purchasers. 

• Technical information about the vineyards and 
winemaking is more important to respondents who are 
more frequent $30+ purchasers. 

 

 

 

 

  

% winery website 
shoppers

Flavor description 61%
Critic’s ratings and medals won 45%

Technical information about how wine is made 44%
Ratings from customers 39%
Information about winemaker/owner 33%

Food pairing/recipes 31%
Map of winery and vineyard locations 28%
Images of front and back labels 28%
Pictures of/information about vineyards 23%

Videos about particular wines 21%
Virtual tour of the winery 10%

Most Helpful Winery Website Features for 
Making a Purchase Decision
(Base: total respondents, n= 1203)
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Barriers to Winery Website Purchases 
 
Cost is a perception barrier among the majority of those 
who have not or do not purchase wines directly from winery 
websites. 

• In total, 62% of respondents don't buy wine through 
winery websites because of the high cost of shipping 
and/or they think wines bought through the winery are 
too expensive.  The high cost of shipping was mentioned 
more often by respondents under age 40.4   

• 44% of respondents are happy with buying wine locally 
and/or in-person.  Preference for buying wine in person 
skewed somewhat to male respondents (35% vs. 19% 
of females). 

• Either living in a state where it is illegal to receive wine 
from out-of-state wineries or being unsure of their 
state's laws was a reason indicated by 17% or 
respondents. 

• Logistically, being available to sign for shipments was a 
problem for 28%. 

                                            
4 Caution, small base sizes. 

 

When asked what would motivate them to buy wine through 
a winery's website there was no majority opinion, but the 
top answers included: 

• Better prices in general, or prices lower than found at 
retail (28%). Free shipping (27%), or lower shipping 
costs or discounts on shipping (18%). 

• Deals, discounts, or sales on wine (23%). 

• Special releases or exclusive wines available nowhere 
else (9%).  

% non-winery 
website 

shoppers

High cost of shipping/delivery 57%

Wine bought through winery too expensive 22%

Difficulty being home to sign for shipment 28%

Happy with selections available near where live 26%

Prefer to buy wine in person 29%

Can’t receive wine from wineries due to state law 11%

Unsure if legal to receive wine from wineries in 
my state

6%

Thought you had to be a wine club member to 
buy wine online 

4%

Reasons Don’t Buy Wine Through Winery 

Websites (Base: haven’t bought wine via winery website and 

answered question, n = 228)

62%

44%

17%
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Winery Website Purchasers vs. All Others 
 
As noted above, 32% of survey participants purchased wine 
from a winery website (not including wine club shipments) 
in the past year.  

• Generally, they differ from other respondents in that 
they drink wine more often, buy wine in $20+ price 
categories more frequently, have higher incomes on 
average and skew male.  In addition, they are more than 
three times as likely to belong to a winery wine club. 

• Californians are no more apt to be winery website 
purchasers than respondents who live in other U.S. 
states  

More specifically: 

• Half buy wines that cost between $20 - $30 at least 
monthly compared to one-third of others (50% vs. 
34%), and they are more than twice as likely than others 
to purchase wines in the $30+ wine price categories 
(30% vs. 12% at least monthly). 

• The top source among winery website purchasers for 
$30+ wines is winery direct.  Nonetheless, like other 
respondents, liquor/wine shops and grocery stores are 
their top sources for under $20 wines, and liquor/wine 
shops are their top choices for $20 - $29 wines. 

 

 

• Winery website purchasers chose winery driect more 
often than other respondents as a souce of wine for all 
occasions. However, the only occasion they chose direct 
from winery over other channels was for a special 
occasion dinner (82%, vs. 70% for the next most 
popular choice). Other respondents were more apt to 
choose wine/liquor store for this occasion (83%). 

  

Winery Website Purchaser Profile
Winery website 

purchasers 
(n = 388)

All others
(n = 815)

Mean age 55 54

Daily wine drinkers 46% 33%

Male 69% 51%

Female 31% 49%

Buy $30+ wine several x year 30% 12%

Winery wine club member 70% 20%

Household income (mean) $145K $114K

Winery Direct Purchasers Past-Year 
Sources for…

Base: total respondents, n = 388

Weekday 
drinking

Weekend dinner 
with friends

Special 
dinner/occasion Gifting

Wine/Liquor store 75% 75% 70% 72%

Grocery/supermarket 57% 33% 19% 22%

Warehouse store 40% 30% 22% 20%

Direct from winery 52% 73% 82% 61%

Online only retailer 39% 37% 34% 28%
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Winery Website Purchasers vs. Other 
Online Purchasers 
 
• Respondents who buy wine online, but not through 

winery websites, are slightly younger on average than 
winery website buyers (and non-online buyers).  They 
are comprised of a larger proportion of women, have 
lower incomes, and are less frequent $30+ wine buyers. 

o The group of respondents who buy online, but not 
from winery websites, are made up of a larger 
proportion of respondents in their 30s, and a smaller 
proportion of those 60+. 

• Although online buyers who do not purchase direct from 
winery sites are less likely than winery website 
purchasers to belong to a winery wine club (70% vs. 
49%), they have higher non-winery wine club 
membership rates (21% vs. 14%).  This suggests an 
opportunity to target wine consumers with interest with 
the idea of a wine club, who haven't yet formed a 
relationship with one producer. 

 

 

 

 

 

  

Winery Website Purchasers Profile
Winery website 

purchasers
(n = 388)

Buy online/not 
winery sites

(n = 342)

Do not buy 
wine online

(n= 473)

Under 40 55 53 55

Daily wine drinkers 46% 34% 33%

Male 69% 55% 49%

Female 31% 44% 51%

Buy $30+ wine at least monthly 30% 18% 8%

Winery wine club member 70% 49% NA*

Household income (mean) $144K $127K $104K

*Was not asked question.
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Online/Direct Purchasers Profile 
 
The chart at right shows the differences between 
respondents who 1) belong to winery wine clubs, but don't 
buy wine online through online-only retailers or bricks-and-
clicks retailers, 2) those who buy from online-only retailers, 
but don't belong to a winery wine club and don't buy online 
from bricks-and-clicks retailers, and 3) those who buy from 
bricks-and-clicks retailers, but not from online-only retailers 
and don't belong to a winery wine club. 

• Of note is that respondents who only buy from bricks-
and-clicks retailers are significantly younger than the 
others, and that respondents who belong to winery wine 
clubs but don't buy online from the other two channels 
drink wine more often and have higher household 
incomes. 

• Directionally (that is there is no statistical significance), 
bricks-and-clicks-only purchasers are closer to gender 
neutral, and online-only purchasers are more regular 
purchasers of $30+ wines.  These directional findings 
need to be investigated among larger groups of 
respondents to determine if they are in fact valid. 

 

 
 

 
 
  

Online/Direct Purchasers Profile

Winery Club Members
(no virtual or bricks)

(n = 176)

Virtual Retail Only (no 
wine club or bricks)

(n = 93)

Retail Store Online 
(bricks and clicks, no 

virtual or wine club)

(n = 83)

Mean age 57 53 49

“Daily” wine drinkers 42% 38% 29%

Male 57% 56% 52%

Female 43% 44% 48%

Buy $30+ wine at 
least monthly

16% 22% 19%

Household income 
(mean)

$136K $125K $115K
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Wine Club Membership 
 
As noted above, 70% of winery website purchasers are 
winery wine club members. When we compare winery 
website purchasers who DON'T belong to a winery wine club 
vs. those who DO we found high rates of engagement and 
purchase in $30+ price ranges among the non-club 
members. This suggest they may be an under-marketed 
group for wineries. 

• Although winery website purchasers who don't belong 
to winery wine clubs buy high-end wines less often than 
club members, their engagement is still high in the $30+ 
categories.  The majority buy $30-$49 wine and nearly 
half buy $50+ wine at least several times a year. 

 
 

• On their last purchase occasion, winery website 
purchasers (non-club) were less likely to have visited the 
winery prior to the purchase and more likely to have 
heard about the wine from family or a friend.  They were 
also more likely to be new buyers, but less likely to 
indicate they'd buy from the website in the future.  
Nonetheless, the majority of these respondents had 
visited the winery, been repeat buyers and would buy 
from the website again. 

 
  

Purchases by Price Category Among Winery Website 
Purchasers (Purchase 750ml at retail at least several times a year) 

Purchase wine at 
least several time a 
year that costs…

% of Winery Website Purchasers
who are…

NOT a Winery Wine Club 
Member*

Winery Wine Club 
Member**

Under $20 91% 84%

$20 - $29.99 92% 90%

$30 - $49.99 72% 84%

$50+ 43% 58%

*Base = 116     **Base = 272
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Post-Winery Visit Purchases 
 
73% of the total respondents reported they'd visited a 
winery in the past 12 months. Past-12-month visitation 
rates were higher among those who had purchased wine 
from a winery website and those who buy in $30+ price 
categories at retail.  

• In total, about two-thirds reported they purchased a 
wine produced by a winery they visited, after their 
visit, within the last 12 months.   

o Just under half (43%) purchased it at a retail store 
near where they live, and 7% from an online 
retailer.  Both of these groups skewed significantly 
toward respondents under the age of 40 (54% vs. 
41% and 12% vs. 6% respectively). 

o One-third purchased from a winery website (35%). 

o Just over one-fourth purchased on-premise (28%). 
This is a more impressive number than at first 
glance; it is higher than on-premise’s share of sales 
generally, despite the much lower probability of 
encountering the specific wine on-premise. 

 

 
 

 

 

  

Post-Winery Visit Wine Purchase Channels… 
(Base: visited winery in past 12 months, n = 874)

43%

35%

28%

7%

20%

9%

4%

Local retailer

Directly from a winery online

On-premise

Online retailer

Did not purchase

Purchased somewhere else

Don't recall
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Winery Off-Site Events 
 
• Half of the total respondents had attended an event 

held by a winery near where they live in the past 12 
months (50%).  This rate was higher among 
Californians (72% vs. 45%). 

o Winery website purchasers were more apt than 
others to attend an off-site event than other 
respondents (56% vs. 48%).  This is skewed 
moderately towards wine club membership.  Only 
48% of winery website purchasers who don't 
belong to a winery wine club attended an off-site 
event, compared to 60% of winery website 
purchasers who are members of a winery wine club. 

• Nearly three-quarters of respondents who attended 
an event in the past year reported buying the winery's 
wine at the event (73%), and an additional 13% 
bought the winery's wine after the event. 

o Respondents who buy $30+ wine several times a 
year had higher rates of after-event purchases 
(17% vs. 7% of others), while non-$30+ buyers 
had higher rates of at-event purchases (81% vs. 
70%).  

 

 
 

 

Off-Site Winery-Sponsored Events:
Wine Purchases

Base: Attended a winery event near where they live, n = 608.
*Does not add to 100% due to rounding.

Purchased
at the
event
73%

Purchased after 
the event

Did not purchase
or can’t recall

13%

13%
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Wine Market Council is a non-profit association of grape growers, wine producers, importers, distributors, trade 
associations, and other wine industry businesses and organizations dedicated to advancing the U.S. wine market through 
primary wine market research of benefit to our members.

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.

  


