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Key themes
Consumers’ attitudes towards health and wellness in wine are focused in 
three key areas

1

2

3

HEALTH: MODERATION
Moderation and reduction of alcohol consumption 

HEALTH: FREE-FROM
Movement towards ‘free-from’ wines 

WELLNESS AND ETHICAL CONSUMPTION
Choosing wines based on ethical and sustainable production practices 
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Key themes:
Global trends: Moderation and reduction of alcohol consumption 

Wine Intelligence trade interviews 

Source: Wine Intelligence Global Trends in Wine 2019 report; Deloitte Health & Wellness Progress Report 2018

Global Wellness Summit 2019 Global Wellness Trends Report; Nielsen We are What We Eat 2015 report

HEALTH: Moderation
A movement towards moderation in the consumption of alcohol presents both a threat and opportunity for wine 
globally. As of current, lower alcohol and non-alcoholic wines remain relatively niche from a consumer demand and 
affinity perspective. However, the evidence clearly demonstrates a growing awareness of, and consideration for, 
alcohol consumption among wine drinkers. 

Wine type alternatives:
▪ Lower alcohol
▪ Non-alcoholic

1

People want to be able to do all of their activities and still be able to have 
something to drink. Maybe not completely alcohol free, but definitely 

lower. I think we will go from that Provence style of pale rosé into more 
serious rosés and lighter reds

Master of Wine, US
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Key themes:
Global trends: Movement towards ‘free-from’ wines 

Wine Intelligence trade interviews 

Source: Wine Intelligence Global Trends in Wine 2019 report; Deloitte Health & Wellness Progress Report 2018

Global Wellness Summit 2019 Global Wellness Trends Report; Nielsen We are What We Eat 2015 report

HEALTH: Free-from
With rising awareness and understanding of product ingredients, more active decisions are being made to exclude and 
include specific ingredients and groups from both food and drinks. This is primarily driven by younger consumers who 
are also more likely to pay a premium for ‘healthier’ products than older consumers.
There is strong consumer support for ‘free-from’ additives. Free-from is a catch-all term used to denote food and drink 
that has been designed to exclude one or more ingredients to which at least some consumers can have either an allergy 
or an intolerance. 
However, there remains a general confusion regarding what this means in the context of wine for consumers. Although 
still a niche category, the prominence of vegan and vegetarian diets supports a potential demand for vegan and 
vegetarian wines.

Wine type alternatives:
▪ Sulfite free
▪ Preservative free
▪ Vegan 
▪ Vegetarian 

2

People are a little bit more informed about health and along the lines 
with vegetarianism and things like that. There is a lot more interest 

there
Restaurant Owner, UK
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Key themes:
Global trends: Choosing wines based on ethical and sustainable production 
practices 

Wine Intelligence trade interviews 

Source: Wine Intelligence Global Trends in Wine 2019 report; Deloitte Health & Wellness Progress Report 2018

Global Wellness Summit 2019 Global Wellness Trends Report; Nielsen We are What We Eat 2015 report

WELLNESS & ETHICAL CONSUMPTION: 
Sustainable and alternative wine types
There is a drive towards enhanced environmentally and ethically responsible purchase behaviors such as reduced 
packaging usage and the active choice of sustainably produced goods, products and services. 
These global health trends are primarily driven by younger consumers, who are more aware of and engaged with the 
ethics of consumerism. 

Wine type alternatives:
▪ Environmentally friendly
▪ Fairtrade
▪ Sustainably produced
▪ Organic
▪ Wine from carbon neutral winery
▪ Biodynamic

3

Sustainable, eco-friendly, Fairtrade packaging is all coming on 
stream, kind of at the same time as the health-awareness 

Wine Promoter, Canada
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US regular wine drinkers are defined as those who drink red, white, rosé or blush 
wine at least once a month, and buy wine in the off-premise or in the on-premise

Demographics of US regular wine drinker respondents

 / : statistically significantly higher / lower than previous wave(s) at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, Jul-15 and Oct-18, n≥2,000 US regular wine drinkers

Gender
% of US regular wine drinkers

Region of residence
% of US regular wine drinkers

Total household income before taxes (per annum)
% of US regular wine drinkers

7%

19%

19%

17%

25%

8%

4%

50%

Under $20,000

$20,000 - $39,999

$40,000 - $59,999

$60,000 - $79,999

$80,000 - $149,999

$150,000+

Prefer not to answer

21%

20%

14%

13%

11%

6%

6%

5%

4%

50%

Pacific

South Atlantic

Middle Atlantic

East North Central

West South Central

Mountain

New England

East South Central

West North Central

Updated







Age
% of US regular wine drinkers

49% 50%

51% 50%

2015 2018

Male

Female

9% 8%

24% 22%

18%
14%

19%
18%

14%
18%

16% 21%

2015 2018

65 and over

55-64

45-54

35-44

25-34

21-24
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7%

14%

8%

13%

8%

8%

8%

10%

8%

9%

6%

100%

Prefer not to answer

$120,000+

$100,000 - $119,999

$80,000 - $99,999

$70,000 - $79,999

$60,000 - $69,999

$50,000 - $59,999

$40,000 - $49,999

$30,000 - $39,999

$20,000 - $29,999

Under $20,000

SIZING

Demographics of Canadian regular wine drinker respondents

 / : statistically significantly higher / lower than 2014 at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, October 2014 and October 2018 n=1,000 Canadian regular wine drinkers

Region of residence
% of Canadian regular wine drinkers

Total household income before taxes (per annum)
% of Canadian regular wine drinkers

100%

0%

0%

0%

1%

1%

1%

2%

3%

4%

12%

12%

25%

39%

Sizing

Northwest Territories

Nunavut

Yukon

Newfoundland and Labrador

Prince Edward Island

New Brunswick

Saskatchewan

Nova Scotia

Manitoba

Alberta

British Columbia

Québec

Ontario









Canadian regular wine drinkers are defined as those who drink red, white or rosé 
wine at least once a month, and buy wine in the off-premise or in the on-premise

50% 50%

50% 50%

2014 2018

Male

Female

9% 9%

19% 20%

16% 22%

19% 13%

18% 18%

19% 18%

2014 2018

65 and over

55-64

45-54

35-44

25-34

19-24





Gender
% of Canadian regular wine drinkers

Age
% of Canadian regular wine drinkers
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UK regular wine drinkers are defined as those who drink red, white or rosé wine at 
least once a month, and buy wine in the off-premise or in the on-premise

Demographics of the UK regular wine drinker respondents

 / : statistically significantly higher / lower than 2015 wave at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, Jul’15-18, n≥1,000 UK regular wine drinkers

Region of residence
% of UK regular wine drinkers

Total household income before taxes (per annum)
% of UK regular wine drinkers

Regions and income not tracked 
due to methodology changes

23%

21%

17%

13%

9%

9%

5%

3%

East Anglia + South East

North

Midlands

London

South West

Scotland

Wales

Northern Ireland

12%

17%

19%

12%

30%

11%

Under £19,999

£20,000 - £29,999

£30,000 - £39,999

£40,000 - £49,999

Over £50,000

Prefer not to answer

55% 51%

45% 49%

2015 2018

Male

Female

10% 9%

15% 16%

18% 17%

18% 17%

16% 15%

22% 27%

2015 2018

65 and over

55-64

45-54

35-44

25-34

18-24



Gender
% of UK regular wine drinkers

Age
% of UK regular wine drinkers
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The wine category has always operated under the paradoxical benefit / liability of complexity and diversity. The benefit of variance in provenance, 
terroir and ingredients has made it perhaps the most interesting beverage category in the world. The downside of this approach is that complexity 
breeds confusion.

Into this mix comes a number of different viticultural and winemaking approaches which are often aggregated into the phrase ‘alternative wines’. 
Some, such as organic wine and lower-alcohol wine, have been with us for some time. Others, such as vegan or sulfite-free wine, are relative 
newcomers. All are characterised by a combination of positive desires: to make more environmentally-responsible and sustainable wine; to give 
consumers a choice beyond the mainstream; and to cater to committed (and often vocal) minorities such as vegans who are seeking out products 
which fit their lifestyle choices.

We have adopted an acronym – SOLA (Sustainable, organic, low alcohol and alternative) to describe the scope of this report.

In 2018, we incorporated consumer feedback from over 12,000 consumers to calculate the index for alternative wine opportunity across all 11 
markets. The 2019 global SOLA wine opportunity index includes five additional markets. These markets are Belgium, the Netherlands, Hong 
Kong, Singapore and Spain. Please note that Ireland has been excluded from the 2019 index.

This report also includes tracking against the markets examined in 2018 to better understand how alternative wine opportunity has, or has not, 
changed in each market within the past year. Position differences in rank, along with the corresponding final index score differences are 
included both on a global level and an individual country level. 

Position differences are coded as follows:

Global SOLA wine
Opportunity index 2019 vs. 2018

=

 4 Increase in position since 2018

Decrease in position since 2018

No change in position since 2018
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Global SOLA wine opportunity index 2019
In each market studied, data from the following questions were used to calculate 
the SOLA opportunity index

Measure What questions was asked Who was asked

Awareness
Looking at the list below, please indicate which types 

of wine you have heard of
All respondents

Purchase (sought)
Which of these types of wine have you specifically 

sought out to buy over the past 6 months?
Those who are aware of the 

alternative types of wine

Consideration
Which of these types of wine would you consider 

buying in the future?

Those who are aware of the 
alternative types of wine

Affinity
Which of these types of wine do you think are right 

for people like you?

Those who are aware of the 
alternative types of wine



15

SOLA: Wine types tested
The following wine types were tested in surveys with wine consumers in key global 
markets 

Type of wine tested in 2019

Biodynamic wine

Environmentally friendly wine

Fairtrade wine

Lower alcohol wine

Non-alcoholic wine

Organic wine

Preservative free wine

Sulfite free wine 

Sustainably produced wine

Vegan wine

Vegetarian wine

Carbon neutral winery

Type of wine tested in 2018

Biodynamic wine

Environmentally friendly wine

Fairtrade wine

Lower alcohol wine

Non-alcoholic wine

Organic wine

Preservative free wine

Sulfite free wine 

Sustainably produced wine

Vegan wine

Carbon neutral winery

→

Note: The same alternative wine types were tested as part of the 2018 SOLA wine opportunity index, with the addition 
of vegetarian wine in 2019
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▪ Feedback from over 16,000 consumers collected via Vinitrac® (the Wine Intelligence online wine drinker survey platform) was 
analyzed to calculate the index for SOLA wine opportunity across all 15 markets.

▪ Market opportunity index score is calculated based upon the sum of weighted averages for each of the following measures; 
awareness, purchase intent (which includes sought to buy and consideration to buy) and affinity; all measures are weighted in 
accordance to its relative importance to market opportunity based upon WI assessment

▪ The global index has been weighted to reflect the size of the wine drinking population in each market, enabling the SOLA wine 
opportunity index to be more reflective of the global market opportunity.

Calculating the SOLA wine opportunity index
Using three measures of ‘opportunity’ – awareness, purchase intent and affinity –
an index was created to benchmark alternative wine types

SOLA 
opportunity 

index

Awareness

% who are aware of the types of wine

Purchase intent

% who have specifically sought to buy 
the type of wine in the past 6 months

% who would consider buying the type 
of wine in the future

Affinity

% who think the type of wine is right 
for people like them
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Global overview
Organic wine achieves the highest opportunity index, followed by Fairtrade wine and 
by generic concepts such as ‘Sustainably produced’ and ‘Environmentally friendly’ 

Source: Wine Intelligence, Vinitrac® October 2018, January / March 2019 (n=16,704) regular wine drinkers

= ranks among the top 3 in the market

[GLOBAL]

Rank Type of wine AUS BEL CAN FIN DEU HKG JPN NLD NZL PRT SGP ESP SWE GBR USA

Weighted 

opportunity 

index

1st Organic wine 42 46 43 70 49 45 50 46 41 36 42 35 64 39 51 48.0

2nd Sustainably produced wine 38 38 40 53 47 34 42 39 39 46 44.7 45.8 44 36 47 44.2

3rd Fairtrade wine 33 41 35 57 45 40 29 38 30 30 36.5 40.9 44 46 44 41.3

4th Environmentally friendly wine 36 30 37 54 35 35 35 25 40 36 42 54 39 32 47 40.9

5th Preservative free wine 40 23 35 43 28 34 54 26 34 35 38 38 32 31 42 39.0

6th Sulphite free wine 34 31 35 39 24 28 45 20 32 37 29 41 27 30 42 36.9

7th Carbon neutral winery 29 24 30 32 24 28 26 23 29 33 30 36 29 31 39 32.7

8th Lower alcohol wine 38 22 29 32 30 34 28 26 45 33 43 32 25 34 32 31.6

9th Biodynamic wine 29 29 26 37 20 34 27 22 26 22 24 24 22 26 34 28.5

10th Non-alcoholic wine 29 24 25 31 28 31 19 25 27 17 30 26 34 29 26 26.6

11th Vegan wine 24 10 21 34 22 30 18 17 25 15 18 26 19 24 32 25.5

12th Vegetarian wine 23 8 21 n/a n/a 26 n/a 16 n/a 13 26 22 19 22 34 20.3

Global SOLA wine opportunity index 2019
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2019 

weighted 

opportunity 

index

2018 score 

difference 

2018 rank 

difference 

2019 

weighted 

awareness 

index

2018 score 

difference 

1st Organic wine 48.0 0.8 = 51.9 3.3

2nd Sustainably produced wine 44.2 1.6 = 27.7 3.7

3rd Fairtrade wine 41.3 -0.3 = 28.9 1.3

4th Environmentally friendly wine 40.9 0.8 = 24.0 5.4

5th Preservative free wine 39.0 0.7 = 24.1 0.5

6th Sulphite free wine 36.9 0.5 = 24.5 -0.1

7th Carbon neutral winery 32.7 0.9 = 9.0 -0.5

8th Lower alcohol wine 31.6 2.6 = 35.6 3.5

9th Biodynamic wine 28.5 0.2 -1 7.1 0.0

10th Non-alcoholic wine 26.6 3.7  1 40.8 1.6

11th Vegan wine 25.5 0.9 -1 13.3 1.4

12th Vegetarian wine 20.3 n/a n/a 6.9 n/a

Global SOLA wine 

awareness index
Global SOLA wine opportunity index

Type of wine

Global overview
While the index ranking has remained relatively stable since 2018, the opportunity 
scores have increased for a majority of alternative wine types, driven primarily by 
increasing awareness among consumers

Source: Wine Intelligence, Vinitrac® 2018 (n=12,001) and 2019 (n=16,704) wine drinkers in 15 global wine markets

Global SOLA wine opportunity index 2019
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2019 

weighted 

opportunity 

index

2018 score 

difference 

2018 rank 

difference 

2019 

weighted 

awareness 

index

2018 score 

difference 

1st Organic wine 51.3 3.0 = 46.2 4.8

2nd Sustainably produced wine 46.9 2.8  1 28.5 3.9

3rd Environmentally friendly wine 46.9 1.7 -1 23.2 0.1

4th Fairtrade wine 44.0 0.3 = 18.6 -1.7

5th Sulfite free wine 42.2 2.0 = 23.1 -2.7

6th Preservative free wine 42.0 2.5 = 21.9 2.0

7th Carbon neutral winery 39.3 5.7 -1 12.3 1.1

8th Biodynamic wine 34.1 2.9 = 7.2 0.9

9th Vegetarian wine 33.9 n/a n/a 9.4 n/a

10th Vegan wine 32.5 3.0 = 13.1 2.0

11th Lower-alcohol wine 31.6 3.1 = 32.5 4.6

12th Non-alcoholic wine 26.5 4.2 = 32.5 -1.5

US SOLA wine                 

awareness index
US SOLA wine opportunity index

Type of wine

US overview
While the index ranking has increased for sustainably produced wine in the US, it 
has declined for environmentally friendly wine and wines from carbon neutral 
wineries. Nonetheless, the opportunity scores for all alternative wine types have 
increased since 2018

Source: Wine Intelligence, Vinitrac® 2018 (n=12,001) and 2019 (n=16,704) wine drinkers in 15 global wine markets

US SOLA wine opportunity index 2019
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Key themes
Consumers’ attitudes towards health and wellness in wine are focused 
around three key themes

1

2

3

HEALTH: MODERATION
The moderation and reduction of alcohol consumption 

HEALTH: FREE-FROM
Movement towards ‘free-from’ wines 

WELLNESS AND ETHICAL CONSUMPTION
Choosing wines based on ethical and sustainable production practices 
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25        United Kingdom 21.9 21.4 20.8 20.2 19.5 -2.8% -3.3%

26        Croatia 16.9 17.4 17.7 18.2 18.9 2.9% 4.0%

27        Chile 19.3 19.7 20.0 19.3 18.8 -0.6% -2.6%

28        Ireland 18.8 18.7 18.8 18.7 18.5 -0.4% -1.4%

29        Spain 18.6 18.4 18.6 18.7 17.3 -1.8% -7.3%

30        Moldova 14.8 15.0 14.9 16.1 16.5 2.7% 2.2%

31        Namibia 10.3 12.1 13.8 16.0 16.1 11.8% 0.7%

32        Czech Republic 15.6 15.6 15.7 15.7 15.6 0.1% -0.6%

33        Canada 14.7 14.9 15.0 15.0 15.1 0.7% 0.2%

34        Norway 17.5 16.9 15.2 14.9 15.0 -3.8% 0.6%

35        Equatorial Guinea 17.4 15.9 15.8 17.2 13.7 -5.9% -20.7%

36        Iceland 12.6 12.5 12.7 12.7 12.5 -0.3% -1.8%

37        United States 12.1 12.1 12.2 12.2 12.1 0.1% -1.1%

Per capita consumption of still light wine (red, white and rosé wine) in liters per annum

Per capita consumption
Per capita consumption of still wine has declined across many markets, including 
the UK and more recently the US. Canada has remained in steady growth

Source: IWSR 2019

Note: Still light wine 
is still wine, as 
opposed to sparkling 
wine, up to the 
strength of 14% abv

1          Portugal 43.7 45.5 46.2 47.5 46.7 1.7% -1.7%

2          Italy 41.9 43.2 45.0 45.1 44.7 1.7% -0.8%

3          Montenegro 46.2 45.6 44.9 44.7 44.4 -1.0% -0.8%

4          Slovenia 42.6 42.9 43.0 43.6 43.7 0.6% 0.4%

5          France 44.8 43.4 42.5 41.8 40.3 -2.6% -3.6%

6          Switzerland 40.7 40.1 39.5 38.7 38.2 -1.6% -1.4%

7          Malta 33.8 34.7 34.8 35.2 35.5 1.2% 0.7%

8          Greece 31.5 31.5 32.0 32.4 32.9 1.1% 1.4%

9          Austria 34.1 33.7 33.4 32.8 32.6 -1.1% -0.8%

10        Denmark 34.7 34.0 33.8 33.0 32.2 -1.8% -2.3%

CAGR 

14-18

Growth rate

17-18
Market 2014 2015 2016 2017 2018
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Importance of alcohol content as a choice cue

Importance of alcohol content as a choice cues when choosing wine: Tracking
% who indicate alcohol content as 'important' or 'very important' when buying wine
Base = All US, Canadian and UK regular wine drinkers (n≥1,000)

Alcohol content has become significantly more important among consumers in 
the UK, US and Canada since 2011

 / : statistically significantly higher / lower than previous wave(s) at a 95% confidence level

Source: Wine Intelligence Vinitrac® US, 2011-2018 (n>2,000), UK, 2011-2018, (n>=993), Canada, 2011-2018, (n>1,000) regular wine drinkers

49%

43%

42%

41%

29%

38%

38%

36%

33%

23%







2011 2018
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1st Organic wine 46% 30% 70% 62% 51.3 48.4 =

2nd Sustainably produced wine 28% 27% 74% 68% 46.9 44.1  1

11th Lower alcohol wine 32% 22% 38% 33% 31.6 28.5 -1

12th Non-alcoholic wine 33% 17% 31% 23% 26.5 22.3 -1

1st Organic wine 43% 21% 57% 50% 42.9 44.9 =

2nd Sustainably produced wine 18% 20% 70% 65% 40.3 39.4 =

8th Lower alcohol wine 32% 15% 37% 31% 28.7 31.1 =

10th Non-alcoholic wine 41% 10% 21% 17% 24.8 21.2  1

1st Fairtrade wine 45% 20% 63% 58% 46.4 49.8 =

2nd Organic wine 51% 12% 49% 40% 39.5 42.4 =

4th Lower alcohol wine 53% 14% 33% 27% 34.2 31.1  2

9th Non-alcoholic wine 54% 9% 23% 17% 29.3 27.7 =

2018 

opportunity 

index

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Rank Type of wine

Base = All sample Base = Those aware who are aware of the following types of wine 2019 

opportunity 

index

Market opportunity index of lower and non-alcoholic wine
Strongest opportunity for lower and non-alcoholic wines in the UK

*Wine types tested include: biodynamic, environmentally friendly, Fairtrade, lower alcohol, non-alcoholic, organic, preservative free, sulfite free, 
sustainably produced, vegan, vegetarian, wines from carbon neutral winery

Source: Wine Intelligence, Vinitrac® March 2019 (n=5,479) regular wine drinkers

Market opportunity index score for lower and non-alcoholic wine 
Opportunity index score is calculated based upon the sum of weighted averages for each of the following measures; awareness, purchase intent, consideration and affinity; 
all measures are weighted in accordance to its relative importance to market opportunity based upon WI assessment

(Benchmarked against top two within each market, rank is out of 12 wine types*)
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Lower alcohol wine overview

▪ In the US, products below 8.5% and above 0.5% ABV may be labeled low alcohol wine

▪ Trade experts agree on lower alcohol being a small sector at present, despite generally growing consumer 
interest in low and no alcohol adult beverages. Some trade members suggest that it will continue to be a 
niche sector and that there are currently not enough quality products for consumers who are seeking lower 
alcohol beverages in other drinks categories

▪ Trade consensus is that wine may have more influence in this market when the quality improves

*See Appendix for secondary sources

▪ In Canada, all alcoholic beverages containing 1.1% or more alcohol by volume (ABV) must explicitly state the 
ABV on the label

▪ Under Canadian labeling regulations, wines that are 9% ABV or less can be labeled as ‘light wine’

▪ The shift towards lower alcohol wines in Canada occurred during the 1960s, moving away from sweet and 
fortified wines

Lower alcohol wine production methods include:

▪ Alcohol extraction: partial vacuum evaporation, membrane techniques and distillation

▪ Early harvest / ripening grapes

▪ Vineyard management and winemaking: reducing leaf area, enzyme additions and yeast selection

▪ Under EU labeling regulations the term ‘lower alcohol’ cannot appear on products over 1.2% ABV

▪ Trade experts suggest there is a lack of quality products and consumer appeal, but there may be a demand for lower 
alcohol wines as consumer trends are becoming increasingly directed towards moderation and healthier living



26

Lower alcohol wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Lower alcohol wine achieves low ranking on the US SOLA wine opportunity index due to 
concerns over taste

Despite lower alcohol wine displaying increasingly high awareness, it ranks low in the Canada SOLA 
wine opportunity index due to low purchase levels 

Lower alcohol wine is ranked 4th on the UK SOLA wine opportunity index, driven by high 
awareness among consumers

I think a wine would taste differently being low alcohol
US consumer

My guess is that lower alcohol wine wouldn’t taste as good
US consumer

▪ In focus groups, consumers expressed that lower 
alcohol wines are not a type of wine they would 
consider purchasing in the future over concerns that 
the taste would not be similar to the wine they 
regularly drink

▪ According to consumer interviews, lower alcohol wines are 
becoming increasingly harder to find in Canadian stores

There used to be a lot of lower alcohol wine in Ontario, but there 
isn’t much now. It is a great choice for a mix of people on a hot 

day where people might tend to drink too much because they are 
thirsty, but it’s really hard to find now

Canadian consumer

▪ The view among some consumers from focus groups is that 
they prefer wine with a higher alcohol content; however, 
others have stated that as long as the taste is appealing, 
they are not too concerned about the alcohol content 

I’m not sure I’d go for a 5.5% wine. The idea of drinking wine 
is to enjoy the lift that you get from a drink with alcohol

UK consumer

If it tastes absolutely delicious, I would go for it. It has nothing 
to do with the alcohol content

UK consumer
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Non-alcoholic wine overview

▪ The US Food and Drug Administration considers 0.5% ABV as a ‘trace’ amount of alcohol, thus allowing it to 
be labeled as ‘non-alcoholic’

▪ Under US federal law, only drinks above 0.5% are subject to alcohol tax

▪ Trade experts also see an opportunity for non-alcoholic wine in the future as moderation trends grow

*See Appendix for secondary sources

▪ According to Canadian legislation, non-alcoholic wine or alcohol-free wine has less than 1.1% ABV

▪ Wines that are not reduced to this level must declare on the label that they are a ‘partially dealcoholized wine’

There are two main production methods for non-alcoholic wines:

▪ Reverse osmosis – this process filters out the aroma and phenolic compounds before alcohol is 
removed and distilled. After this process is completed, the aroma and phenolic compounds are added 
to the remaining water for the distillation

▪ Vacuum distillation – using a vacuum chamber, wine is boiled to evaporate the alcohol

▪ According to the EU, non-alcoholic wine or alcohol-free wine can contain up to 0.5% ABV

▪ However, the UK has stricter regulations and a non-alcoholic wine must be 0.05% ABV or below. Wines that are not 
reduced to this level, but are 0.5% ABV or below, must be labeled as ‘de-alcoholized’

▪ The Mindful Drinking Festival in the UK first began in 2017 and has grown significantly to cater to the growing 
demand for low and no-alcohol drinks. The festival introduces zero to 0.5% ABV drinks to UK consumers through 
tastings, workshops and talks. The festival is organised by Club Soda, a Mindful Drinking Movement
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Non-alcoholic wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

While non-alcoholic wine continues to fall behind other alternative wines, moderation trends 
present an opportunity for the sector

Similar to lower alcohol wine, non-alcoholic wine also holds high awareness, but presents low 
opportunity due to low purchase, purchase consideration and affinity levels

Non-alcoholic wine holds high awareness among UK consumers, but low purchase, purchase 
consideration and affinity levels

▪ From focus group discussions, US regular wine 
drinkers express mixed opinions on non-alcoholic 
wine. Yet those choosing to moderate their alcohol 
consumption present an opportunity for the sector

▪ Generally speaking, a majority of Canadian regular wine drinkers are not moderating 
their alcohol consumption, yet for those who are, they are doing so by choosing not 
to drink alcohol at all as opposed to switching to lower alcohol drinks

▪ One-to-one interviews with trade experts have expressed 
expectation for an increasing demand for non-alcoholic 
wines, as consumers often do not want to drink non-
alcoholic beverages such as water or soft drinks 

I do think about moderating my alcohol consumption. I think I 
will think about it more in the future as I continue to age

US consumer

I don’t think I would consider it. I kind of want that little buzz of 
alcohol

US consumer

There’s definitely an increasing demand, I think. What the 
consumer is saying is that ‘I don’t want to always drink 

alcohol but I also don’t want to just drink coke or water’. So 
I think that’s where we’ve kind of got to with the 

opportunities and I think that’s where the development will 
be in the next couple of years

Wine Promoter, UK
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1. MODERATION TRENDS ARE DRIVEN BY YOUNGER CONSUMERS
▪ Over a third of US consumers are choosing to moderate their alcohol intake, primarily driven by younger consumers 

aged 21-34. This group is more likely to moderate by choosing lower alcohol options while older drinkers aged 55 and 
above prefer to moderate by not drinking alcoholic beverages

▪ The consumption behaviors of older drinkers aged 55 and over have remained unchanged over the years; almost three-
quarters of these consumers are not actively moderating their alcohol intake

2. HIGHER ENGAGEMENT OF LOWER ALCOHOL AND NON-ALCOHOLIC WINES WITH YOUNGER 
GROUPS, A HIGHER PROPORTION OF BUYERS BEING MALE
▪ Approximately a third of US consumers are aware of lower alcohol or non-alcoholic wine options for moderation 

purposes – awareness levels of these wine types are significantly higher among younger consumers aged 21-34

▪ Despite higher awareness of lower alcohol and non-alcohol options, purchase remains low

▪ Among those that have purchased lower alcohol or non-alcoholic wine, a higher proportion are male

US summary on health and moderation
Key findings in US market
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Alcohol moderation in the US
Over a third of US wine consumers are moderating their alcohol intake; male drinkers 
are more likely to say that they are actively reducing their alcohol consumption by 
choosing lower alcohol options

Alcohol moderation: By gender
% who selected the following regarding their alcohol consumption
Base = All US regular wine drinkers (n=2,000)

Trying to reduce alcohol is a stated goal of mine
US consumer

Sometimes I’ll look for something that’s a lower 
alcohol for a daytime thing, so like a Vinho Verde

US consumer

Wine Intelligence consumer interviews conducted in September 2018

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000), US regular wine drinkers

63% 59%
66%

37% 41%
34%

All US regular
wine drinkers

Male Female

I'm actively reducing
the amount of alcohol
I drink

I'm NOT actively
reducing the amount
of alcohol I drink

42% 45%
38%

58% 55%
62%

All US regular
wine drinkers

Male Female

I'm actively reducing
by choosing not to
drink alcoholic
beverages

I'm actively reducing
by choosing lower
alcohol options
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42%
53%

42%

23%

58%
47%

58%

77%

All US regular
wine drinkers

21-34 35-54 55 and over

I'm actively reducing
by choosing not to
drink alcoholic
beverages

I'm actively reducing
by choosing lower
alcohol options

63%

43%

67%
74%

37%

57%

33%
26%

All US regular
wine drinkers

21-34 35-54 55 and over

I'm actively reducing
the amount of alcohol
I drink

I'm NOT actively
reducing the amount
of alcohol I drink

Alcohol moderation in the US
In line with global trends, a significantly higher proportion of Millennial US wine 
drinkers are actively choosing to reduce the amount of alcohol they drink, doing so 
by choosing lower alcohol options

Alcohol moderation: By age
% who selected the following regarding their alcohol consumption
Base = All US regular wine drinkers (n=2,000)

I guess I would say I’m not ‘not’ interested in lower 
alcohol wine. It might be interesting because as I 

get older, I’m not drinking very much
US consumer

Wine Intelligence consumer interviews conducted in September 2018

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000), US regular wine drinkers
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Lower alcohol / non-alcoholic wine awareness
% who are aware of the following types of wine
Base = All US regular wine drinkers (n=2,000)

Lower / non-alcohol wine awareness in the US
While a third of US consumers are aware of non-alcoholic or lower alcohol wine, a 
significantly higher proportion are aged between 21-34

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) US regular wine drinkers

Male Female 21-34 35-54 55 and over

2,000 1,005 995 594 631 775

Non-alcoholic wine 33% 34% 31% 37% 32% 30%

Lower alcohol wine 32% 34% 31% 31% 36% 31%

Sample size n=

All US regular wine 

drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine purchase
% who have sought to purchase the following types of wine in the past 6 months
Base = All US regular wine drinkers (n=2,000)

Lower / non-alcohol wine purchase in the US
A significantly higher proportion of male and younger drinkers purchase lower 
alcohol and non-alcoholic wine

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) US regular wine drinkers

Male Female 21-34 35-54 55 and over

2,000 1,005 995 594 631 775

Lower alcohol wine 7% 9% 5% 12% 9% 2%

Non-alcoholic wine 6% 8% 3% 11% 7% 1%

Sample size n=

All US regular wine 

drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Lower / non-alcohol wine consideration in the US
Older drinkers aged 55 and over are less likely to consider buying lower or non-
alcoholic wine in the future

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) US regular wine drinkers

Male Female 21-34 35-54 55 and over

Lower alcohol wine 38% 40% 37% 45% 47% 26%

Non-alcoholic wine 31% 36% 25% 39% 39% 15%

All US regular wine 

drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Lower / non-alcohol wine affinity in the US
Drinkers aged 35-54 have a higher affinity towards non-alcoholic wine; this is lower 
among females

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) US regular wine drinkers

Male Female 21-34 35-54 55 and over

Lower alcohol wine 33% 32% 34% 38% 40% 23%

Non-alcoholic wine 23% 29% 17% 28% 32% 11%

All US regular wine 

drinkers

Gender groups Age groups
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1. MODERATION TRENDS ARE LESS PROMINENT AMONG CANADIAN CONSUMERS
▪ Almost two thirds of Canadian wine drinkers are not actively choosing to reduce the amount of alcohol they consume –

this applies for both male and female drinkers

▪ Compared with the average wine drinker, younger drinkers aged 19-34 are more likely to moderate their consumption. 
They are also more likely than the average drinker to reduce their alcohol intake by selecting lower alcohol options

▪ Purchase of lower or non-alcoholic wines remain low, with less than a third of Canadian drinkers considering to buy 
these wine types in the future

2. TASTE IS BOTH A MOTIVATION AND BARRIER FOR PURCHASE OF LOWER ALCOHOL WINE
▪ Canadian regular wine drinkers purchase lower alcohol wines primarily for health reasons as well as taste appeal, 

though this is less of a motivation for Millennial Canadian wine drinkers compared with all wine consumers

▪ While taste is one of the top motivating factors for consumers who would considering purchasing or have purchased 
lower alcohol in the past six months, taste also acts as one of the main barriers for consumers who would not or have 
not purchased lower alcohol wine, making it a polarizing factor

3. INCREASING OPPORTUNITIES FOR NON-ALCOHOLIC WINES IN CANADA
▪ Despite a low opportunity index for non-alcoholic wine in Canada, it has since moved up a ranking from 11th in 2018 to 

now being positioned 10th in 2019

▪ Approximately 40% of Canadian wine drinkers are aware of non-alcoholic wines, with a higher proportion being female 
and older (55+)

Canada summary on health and moderation
Key findings in the Canadian market
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35% 38%
32%

65% 62%
68%

All Canadian
regular wine

drinkers

Male Female

I'm actively reducing
by choosing not to
drink alcoholic
beverages

I'm actively reducing
by choosing lower
alcohol options

64% 66%* 63%

36% 34% 37%

All Canadian
regular wine

drinkers

Male Female

I'm actively reducing
the amount of alcohol
I drink

I'm NOT actively
reducing the amount
of alcohol I drink

Alcohol moderation in Canada
Almost two thirds of Canadian regular wine drinkers are not moderating their 
alcohol consumption, yet for those who are, they are doing so by choosing not to 
drink alcoholic drinks as opposed to switching to lower alcohol drinks

Alcohol moderation: By gender
% who selected the following regarding their alcohol consumption
Base = All Canadian regular wine drinkers (n=2,479)

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers
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35%
42% 38%

25%

65%
58% 62%

75%

All Canadian
regular wine

drinkers

19-34 35-54 55 and over

I'm actively reducing by
choosing not to drink
alcoholic beverages

I'm actively reducing by
choosing lower alcohol
options

64%
57%

67% 67%

36%
43%

33% 33%

All Canadian
regular wine

drinkers

LDA-34 35-54 55 and over

I'm actively reducing the
amount of alcohol I drink

I'm NOT actively reducing
the amount of alcohol I
drink

Alcohol moderation in Canada
Younger drinkers aged 19-34 are more likely to moderate by choosing lower alcohol 
options than other age groups

Alcohol moderation: By age
% who selected the following regarding their alcohol consumption
Base = All Canadian regular wine drinkers (n=2,479)

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers

64%
57%

67% 67%

36%
43%

33% 33%

All Canadian
regular wine

drinkers

19-34 35-54 55 and over

I'm actively reducing the
amount of alcohol I drink

I'm NOT actively reducing
the amount of alcohol I
drink
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56%

46%

46%

41%

35%

33%

30%

22%

17%

14%

7%

2%

2%

4%

100%

It’s better for my health

I enjoy the taste

I like to stay in control

Less calories than other wines

I will be driving

Price is lower than standard wine

It gives me fewer headaches

It goes better with food

I’m on a diet

Most of my friends are drinking it

I like to be seen drinking it

I would not consider drinking lower alcohol wines

Other

None of these

Lower alcohol wine purchase drivers in Canada
Canadian regular wine drinkers are more motivated to purchase lower alcohol 
wines primarily for health reasons and taste appeal

Lower alcohol motivations for purchase
% who consider purchasing or have purchased lower alcohol wine in the past 6 months
Base = All Canadian regular wine drinkers (n=2,479)

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers

Less of a motivation 
for Millennial (18-34) 

Canadian regular 
wine drinkers (33%) 
compared with all 
wine consumers 

(46%) and consumers 
aged 55+ (60%)

Less of a motivation 
for those aged 55+ 

(18%) compared with 
all wine consumers 

(30%)

NB: Data only available for 
UK and Canada
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29%

24%

23%

21%

21%

17%

14%

12%

11%

11%

10%

8%

7%

5%

4%

3%

9%

100%

I dislike the taste

Does not contain enough alcohol to feel an effect

My favourite wine does not come in a lower alcohol version

It’s not really wine

Lower quality than standard wine

Poor quality wines

My friends don’t seem to drink it

Higher price than standard wine

I can’t think of any reason not to buy lower alcohol wines

I’m not aware of these products

Lower alcohol wines are an aberration

Difficult to find where I shop for wine

It's not clear from the bottle what it is

They are mass produced wines

I would be embarrassed to be seen drinking it

Other

None of these

Lower alcohol wine purchase barriers in Canada
Canadian regular wine drinkers find the taste of lower alcohol wines as the main 
barrier to purchasing lower alcohol wines, in addition to it not having a high enough 
alcohol content to feel an effect

Lower alcohol barriers for purchase
% who would not consider purchasing or have not purchased lower alcohol wine in the past 6 months
Base = All Canadian regular wine drinkers (n=2,479) More of an issue for 

those aged 35-54 
compared with all 
Canadian regular 

wine drinkers (33% 
vs 24%)

Wine Intelligence consumer interviews conducted in July 2018
Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers

If you’re looking to have a few glasses of wine 
with a slight buzz, I’ll go and say hey I want 
something with 12.5% and no less than that

Canadian consumer

NB: Data only available for 
UK and Canada
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Lower alcohol / non-alcoholic wine awareness
% who are aware of the following types of wine
Base = All Canadian regular wine drinkers (n=2,479)

Lower / non-alcohol wine awareness in Canada
Significantly higher proportions of female and older drinkers aged 55 and above are 
aware of non-alcoholic and lower alcohol wine 

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

2,479 1,233 1,246 717 868 894

Non-alcoholic wine 41% 35% 48% 40% 38% 46%

Lower alcohol wine 32% 29% 34% 30% 28% 36%

Sample size n=

All Canadian regular 

wine drinkers

Gender groups Age groups



42

Lower alcohol / non-alcoholic wine purchase
% who have sought to purchase the following types of wine in the past 6 months
Base = All Canadian regular wine drinkers (n=2,479)

Lower / non-alcohol wine purchase in Canada
All demographics of regular wine drinkers in Canada report similar levels of purchase 
of lower alcohol and non-alcoholic wines

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

2,479 1,233 1,246 717 868 894

Lower alcohol wine 5% 4% 5% 6% 5% 4%

Non-alcoholic wine 4% 4% 5% 6% 3% 4%

Sample size n=

All Canadian regular 

wine drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Lower / non-alcohol wine consideration in Canada
Millennial regular wine drinkers are more likely to consider purchasing non-alcoholic 
wines as a result of their exploratory nature

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

Lower alcohol wine 37% 34% 38% 43% 38% 31%

Non-alcoholic wine 21% 20% 22% 29% 20% 16%

All Canadian regular 

wine drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Lower / non-alcohol wine affinity in Canada
Younger drinkers aged 19-34 are more likely to feel that non-alcoholic wines are 
right for people like them compared with regular wine drinkers

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® March 2019 (n=5,479) regular wine drinkers

Male Female 19-34 35-54 55 and over

Lower alcohol wine 31% 26% 35% 32% 33% 28%

Non-alcoholic wine 17% 16% 18% 23% 15% 15%

All Canadian regular 

wine drinkers

Gender groups Age groups
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1. ALMOST HALF OF UK CONSUMERS ARE ACTIVELY MODERATING THEIR ALCOHOL INTAKE
▪ 46% of UK consumers are choosing to moderate their alcohol intake – among those that are moderating, almost three-

quarters are choosing to do so by not drinking alcoholic beverages, especially among female drinkers

▪ Younger wine drinkers aged 18-34 are also more likely to moderate than older age groups, but are more likely to do so 
by choosing lower alcohol options. Older wine drinkers aged 55 and above prefer abstinence for moderation

3. GROWING OPPORTUNITIES FOR LOWER ALCOHOL - UK CONSUMERS MAY BE MORE OPEN 
TO LOWER ALCOHOL WINE AS LONG AS TASTE IMPROVES
▪ Lower alcohol wine has moved up two rankings in the UK market opportunity index since 2018, now placing 4th out of 

12 wine types

▪ UK regular wine drinkers purchase lower alcohol wines primarily for health reasons as well as the taste appeal

▪ Main barriers include consumers disliking the taste of lower alcohol wine and the fact that their favorite wine does not 
come in a lower alcohol version

▪ Despite higher awareness of lower alcohol or non-alcoholic wine among older drinkers, younger drinkers show a higher 
consideration for future purchase

UK summary on health and moderation
Key findings in UK market
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28%
35%

23%

72%
65%

77%

All UK regular
wine drinkers

Male Female

I'm actively reducing
by choosing not to
drink alcoholic
beverages

I'm actively reducing
by choosing lower
alcohol options

44% 41%
46%

56% 59%
54%

All UK regular
wine drinkers

Male Female

I'm NOT actively
reducing the amount
of alcohol I drink

I'm actively reducing
the amount of alcohol
I drink

Alcohol moderation in the UK
Among those that moderate their alcohol intake, a significantly higher 
proportion of female drinkers actively reducing their alcohol consumption by 
choosing non-alcoholic beverages

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers

Alcohol moderation: By gender
% who selected the following regarding their alcohol consumption
Base = All UK regular wine drinkers (n=1,000)
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Alcohol moderation in the UK
In line with global trends, a significantly higher proportion of Millennial UK wine 
drinkers are actively choosing to reduce the amount of alcohol they drink, primarily 
choosing lower alcohol options rather than omitting alcohol

Alcohol moderation: By age
% who selected the following regarding their alcohol consumption
Base = All UK regular wine drinkers (n=1,000)

Wine Intelligence consumer interviews conducted in November 2018
Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers

We see our customers are now much more aware 
of their alcohol intake. Young people are not 

drinking alcohol to the same extent, and older 
consumers are trying to drink less

Wine Brand Owner, UK

44% 41%
46%

56% 59%
54%

All UK regular
wine drinkers

Male Female

I'm NOT actively
reducing the amount
of alcohol I drink

I'm actively reducing
the amount of alcohol
I drink

44%

56%

38% 41%

56%

44%

62% 59%

All UK regular
wine drinkers

18-34 35-54 55 and over

28%

43%

30%

15%

72%

57%

70%

85%

All UK regular
wine drinkers

18-34 35-54 55 and over

I'm actively reducing
by choosing not to
drink alcoholic
beverages

I'm actively reducing
by choosing lower
alcohol options
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60%

45%

43%

35%

31%

27%

24%

23%

9%

7%

5%

1%

3%

2%

100%

It’s better for my health

I enjoy the taste

Less calories than other wines

I will be driving

I like to stay in control

Price is lower than standard wine

It gives me fewer headaches

I’m on a diet

It goes better with food

Most of my friends are drinking it

I like to be seen drinking it

I would not consider drinking lower alcohol wines

Other

None of these

Lower alcohol wine purchase drivers in the UK
UK regular wine drinkers purchase lower alcohol wines primarily for health reasons 
as well as the taste appeal

Lower alcohol motivations for purchase
% who consider purchasing or have purchased lower alcohol wine in the past 6 months
Base = All UK regular wine drinkers (n=1,000)

Wine Intelligence trade interviews conducted in April 2019
Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers

People are trading down their ABV and trading 
up their quality. This is part of a societal shift 

towards more healthy living and control, while 
moving away from high alcohol levels 

Wine Producer, UK

NB: Data only available for 
UK and Canada
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38%

32%

22%

21%

21%

20%

14%

13%

10%

10%

6%

6%

4%

4%

4%

3%

5%

100%

I dislike the taste

It’s not really wine

My favourite wine does not come in a lower alcohol version

Lower quality than standard wine

Poor quality wines

Does not contain enough alcohol to feel an effect

Higher price than standard wine

Lower alcohol wines are an aberration

I can’t think of any reason not to buy lower alcohol wines

My friends don’t seem to drink it

They are mass produced wines

Difficult to find where I shop for wine

I’m not aware of these products

It's not clear from the bottle what it is

I would be embarrassed to be seen drinking it

Other

None of these

Lower alcohol wine purchase barriers in the UK
For those who have not or would not consider purchasing lower alcohol wine, lack 
of taste appeal acts as the main barrier in addition to not perceiving it as ‘real 
wine’

Lower alcohol barriers for purchase
% who would not consider purchasing or have not purchased lower alcohol wine in the past 6 months
Base = All UK regular wine drinkers (n=1,000)

More of an issue for 
those aged 55+ 

compared with all 
UK regular wine 
drinkers (29% vs 

22%)

Less of an issue for 
female UK regular 
wine drinkers (7%) 
compared with all 
wine consumers 
(13%) and male 

consumers (20%)

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers

NB: Data only available for 
UK and Canada
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Lower alcohol / non-alcoholic wine awareness
% who are aware of the following types of wine
Base = All regular wine drinkers within each market

Lower / non-alcohol wine awareness in the UK
Female and older consumers aged 55 and over in the UK are more aware of lower 
alcohol and non-alcoholic wines

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

1,000 484 516 248 328 424

Non-alcoholic wine 54% 46% 62% 30% 54% 69%

Lower alcohol wine 53% 46% 59% 37% 51% 63%

Sample size n=

All UK regular wine 

drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine purchase
% who have sought to purchase the following types of wine in the past 6 months
Base = All regular wine drinkers within each market

Lower / non-alcohol wine purchase in the UK
The proportion of regular wine drinkers who have sought to purchase lower or non-
alcoholic wines in the past six months within the UK are similar across gender and age 
groups

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

1,000 484 516 248 328 424

Lower alcohol wine 7% 7% 8% 11% 7% 6%

Non-alcoholic wine 5% 5% 5% 8% 3% 5%

Sample size n=

All UK regular wine 

drinkers

Gender groups Age groups
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Lower alcohol / non-alcoholic wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Lower / non-alcohol wine consideration in the UK
Millennial regular wine drinkers are more likely to consider purchasing lower and 
non-alcoholic wines

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

Lower alcohol wine 33% 28% 37% 44% 38% 26%

Non-alcoholic wine 23% 19% 25% 41% 25% 17%

All UK regular wine 

drinkers

Gender groups Age groups



53

Lower alcohol / non-alcoholic wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Lower / non-alcohol wine affinity in the UK
Millennials in the UK are more likely than all regular wine drinkers to feel that lower 
and non-alcoholic wines are right for people like them

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

Lower alcohol wine 27% 23% 29% 37% 28% 22%

Non-alcoholic wine 17% 13% 19% 26% 17% 14%

All UK regular wine 

drinkers

Gender groups Age groups
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Key themes
Consumers’ attitudes towards health and wellness in wine, focused on 
three key areas

1

2

3

HEALTH: MODERATION
The moderation and reduction of alcohol consumption 

HEALTH: FREE-FROM
Movement towards ‘free-from’ wines 

WELLNESS AND ETHICAL CONSUMPTION
Choosing wines based on ethical and sustainable production practices 
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1st Organic wine 46% 30% 70% 62% 51.3 48.4 =

2nd Sustainably produced wine 28% 27% 74% 68% 46.9 44.1  1

5th Sulfite free wine 23% 24% 70% 63% 42.2 40.2 =

6th Preservative free wine 22% 30% 70% 59% 42.0 39.5 =

9th Vegetarian wine 9% 36% 58% 49% 33.9 n/a n/a

10th Vegan wine 13% 29% 55% 46% 32.5 29.5 -1

1st Organic wine 43% 21% 57% 50% 42.9 44.9 =

2nd Sustainably produced wine 18% 20% 70% 65% 40.3 39.4 =

4th Sulphite free wine 24% 18% 58% 49% 35.3 37.0 -1

6th Preservative free wine 19% 19% 57% 52% 34.6 34.9 =

11th Vegan wine 9% 15% 38% 30% 20.8 22.3 -1
12th Vegetarian wine 6% 16% 41% 30% 20.6 n/a n/a

1st Fairtrade wine 45% 20% 63% 58% 46.4 49.8 =

2nd Organic wine 51% 12% 49% 40% 39.5 42.4 =

6th Preservative free wine 11% 14% 56% 54% 31.3 26.7  4

8th Sulphite free wine 20% 14% 49% 41% 29.6 30.1 -1

11th Vegan wine 17% 17% 34% 33% 24.2 23.0 =
12th Vegetarian wine 15% 13% 32% 31% 22.0 n/a n/a

2018 

opportunity 

index

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Rank Type of wine

Base = All sample Base = Those aware who are aware of the following types of wine 2019 

opportunity 

index

Market opportunity index of free-from wines
Currently there is a stronger opportunity for preservative and sulfite free wine than 
vegan or vegetarian wine

*Wine types tested include: biodynamic, environmentally friendly, Fairtrade, lower alcohol, non-alcoholic, organic, preservative free, sulfite free, 
sustainably produced, vegan, vegetarian, wines from carbon neutral winery

Source: Wine Intelligence, Vinitrac® March 2019 (n=5,479) regular wine drinkers

Market opportunity index score of free-from wines
Opportunity index score is calculated based upon the sum of weighted averages for each of the following measures; awareness, purchase intent, consideration and affinity; all 
measures are weighted in accordance to its relative importance to market opportunity based upon WI assessment

(Benchmarked against top two within each market, out of 12 wine types*)

1st Organic wine 46% 30% 70% 62% 51.3 48.4 =

2nd Sustainably produced wine 28% 27% 74% 68% 46.9 44.1  1

5th Sulfite free wine 23% 24% 70% 63% 42.2 40.2 =

6th Preservative free wine 22% 30% 70% 59% 42.0 39.5 =

9th Vegetarian wine 9% 36% 58% 49% 33.9 n/a n/a

10th Vegan wine 13% 29% 55% 46% 32.5 29.5 -1

1st Organic wine 43% 21% 57% 50% 42.9 44.9 =

2nd Sustainably produced wine 18% 20% 70% 65% 40.3 39.4 =

4th Sulphite free wine 24% 18% 58% 49% 35.3 37.0 -1

6th Preservative free wine 19% 19% 57% 52% 34.6 34.9 =

11th Vegan wine 9% 15% 38% 30% 20.8 22.3 -1
12th Vegetarian wine 6% 16% 41% 30% 20.6 n/a n/a

1st Fairtrade wine 45% 20% 63% 58% 46.4 49.8 =

2nd Organic wine 51% 12% 49% 40% 39.5 42.4 =

6th Preservative free wine 11% 14% 56% 54% 31.3 26.7  4

8th Sulphite free wine 20% 14% 49% 41% 29.6 30.1 -1

11th Vegan wine 17% 17% 34% 33% 24.2 23.0 =
12th Vegetarian wine 15% 13% 32% 31% 22.0 n/a n/a

2018 

opportunity 

index

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Rank Type of wine

Base = All sample Base = Those aware who are aware of the following types of wine 2019 

opportunity 

index1st Organic wine 46% 30% 70% 62% 51.3 48.4 =

2nd Sustainably produced wine 28% 27% 74% 68% 46.9 44.1  1

5th Sulfite free wine 23% 24% 70% 63% 42.2 40.2 =

6th Preservative free wine 22% 30% 70% 59% 42.0 39.5 =

9th Vegetarian wine 9% 36% 58% 49% 33.9 n/a n/a

10th Vegan wine 13% 29% 55% 46% 32.5 29.5 -1

1st Organic wine 43% 21% 57% 50% 42.9 44.9 =

2nd Sustainably produced wine 18% 20% 70% 65% 40.3 39.4 =

4th Sulphite free wine 24% 18% 58% 49% 35.3 37.0 -1

6th Preservative free wine 19% 19% 57% 52% 34.6 34.9 =

11th Vegan wine 9% 15% 38% 30% 20.8 22.3 -1
12th Vegetarian wine 6% 16% 41% 30% 20.6 n/a n/a

1st Fairtrade wine 45% 20% 63% 58% 46.4 49.8 =

2nd Organic wine 51% 12% 49% 40% 39.5 42.4 =

6th Preservative free wine 11% 14% 56% 54% 31.3 26.7  4

8th Sulphite free wine 20% 14% 49% 41% 29.6 30.1 -1

11th Vegan wine 17% 17% 34% 33% 24.2 23.0 =
12th Vegetarian wine 15% 13% 32% 31% 22.0 n/a n/a

2018 

opportunity 

index

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Rank Type of wine

Base = All sample Base = Those aware who are aware of the following types of wine 2019 

opportunity 

index

*Free-from = used to denote food / drink that has been designed to exclude one or more ingredients to which at least some consumers can have an allergy, intolerance or dietary preference 
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Sulfite free & preservative free wine overview

▪ In the US, a sulfite declaration, such as ‘contains sulfites’, is required if the total sulfur dioxide or a sulfiting 
agent is detected at 10 ppm or more

▪ The definition for sulfite free wine under US law is a wine containing no more than 10 ppm total sulfites. 
Wines containing fewer than 10 ppm may be labeled ‘contains only naturally occurring sulfites – no sulfites 
added,’ or there may be no mention of sulfites at all

▪ When referring to preservative free wine, producers can only claim this classification if the wine has no 
quantifiable levels of sulfites 

*See Appendix for secondary sources

▪ Under Canadian law, when the sulfite level is 10 ppm or greater, the wine must declare that it contains sulfites 
on the label either in the list of ingredients or as a separate ‘contains sulfites’ statement 

▪ The definition of sulfite free wine under Canadian law varies between provinces:

▪ In Ontario, wines containing under 35g/L residual sugar are permitted 300mg/L total sulfites, whereas 
wines with residual sugars higher than 35g/L are permitted 400mg/L 

▪ The UK follows EU laws regarding the maximum amount of sulfur a wine may contain in order to be considered 
‘sulfite free’

▪ The EU laws state that:

▪ A wine containing no more than 10 ppm total sulfites (sulfur dioxide) and five parts per million free sulfites 
can be labeled as ‘sulfite free’ in the UK

▪ Wine with an excess of 10mg/L must state that it ‘contains sulfites’ explicitly on the label 

When referring to preservative free wine, producers are typically referring to creating wine without 
the need for added preservatives, or in other words, added sulfites 

▪ All wines contain some measure of sulfites (up to 10mg/L) which form naturally as sulfur is a natural by-
product of the alcoholic fermentation process

▪ Sulfur dioxide is used widely in wineries to get rid of unwanted microbial growth 
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Sulfite free & preservative free wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Sulfite free and preservative free wines remain 5th and 6th in the US opportunity index 
ranking, resulting from high purchase consideration and affinity

Both preservative free and sulfite free wines have high opportunity index scores, resulting from 
high purchase consideration and affinity

Preservative free and sulfite free wines are ranked 6th and 8th respectively, with preservative free moving 
up four ranks since 2018

▪ The concept of ‘free-from’ wine aligns with consumers, as they feel 
that omitting factors from wine denotes healthy benefits, according to 
trade experts

▪ Trade experts view preservative free wine to have overall higher 
opportunity than sulfite free wine, most likely due to the fact that 
consumers are not necessarily aware what sulfites are, and that 
preservative free is more in-line with labeling and messages on food 
and drink in general

▪ The Liquor Control Board of Ontario is a government enterprise that retails and distributes alcoholic beverages throughout 
the Canadian province of Ontario, with over 660 liquor stores

▪ Trade experts suggest that there is some 
opportunity for ‘free-from’ wines but the 
opportunity will be marginal. They emphasise that 
independent wine merchants can take the time to 
explain to customers in more detail about free-
from wines

I think there’s some opportunities for wines with no sulfites, but very small. 
I think it'd be more around the independent wine merchants where they 

can sort of explain things much better to their customers
Wine Distributor, UK

I like that they tell you discretely and I like that the wine is sulfur-free
UK consumer
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Vegan & Vegetarian wine overview

▪ Wine labels are not required by US law to disclose if they are 
vegan or vegetarian or how they were clarified. However, 
many companies are beginning to add symbols on their wine 
labels to indicate that their products are vegan

▪ One such label is the V-Label, an internationally 
recognized and guaranteed label

*See Appendix for secondary sources

▪ The Canadian Food Inspection Agency has labeling requirements for alcoholic beverages regarding ABV but 
does not mention requirements regarding ingredients for vegan or vegetarian wine

▪ In the UK market, there are online wine stores that only sell vegan wines such as Vegan Wines Online

▪ The online website also advises customers on which supermarket chains in the UK sell vegan wines

Vegan wine is defined as wine made without any interaction with animal products, and vegetarian 
wines are also produced without animal-derived fining agents, with the exception of egg whites

▪ During the conventional winemaking process, animal-derived products are permitted to be used as 
fining (clarifying) agents to remove proteins, yeast, cloudiness and other organic particles

▪ Examples of animal-derived fining agents:

▪ Blood and bone marrow

▪ Casein (milk protein)

▪ Chitin (fiber from crustacean shells)

▪ Egg albumen (derived from egg whites)

▪ Fish oil

▪ Gelatin (protein derived from animals 
hides and bones)

▪ Isinglass (from fish bladder 
membranes)
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▪ The prominence of vegan and vegetarian diets supports demand for vegan and vegetarian wines, 
creating increased opportunity for each type of wine

▪ Considerably more opportunity for vegetarian wine in the US than all other markets according to the 
opportunity index

▪ Generally speaking, vegan wine has slightly higher opportunity than vegetarian wine, with the US 
market having one of the highest opportunities

Vegan & Vegetarian wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Both vegan and vegetarian wine have low but growing opportunity index scores in the US

Both vegan and vegetarian wines have the lowest opportunity index as a result of low awareness 
and appeal from consumers in Canada

Vegan and vegetarian wines take lowest ranking in the UK opportunity index due to low 
purchase, consideration and affinity

▪ Despite some consumers understanding what 
vegan wine is, the majority of consumers are not 
aware and would not consider purchasing it 
according to focus group studies

▪ Views among the trade display that as more 
consumers become informed about health trends, 
there will be a growing interest for vegan and 
vegetarian wines 

People are a little bit more informed about health 
along the lines with vegetarianism and things like 

that. There is a lot more interest 
Restaurant Owner, UK

When you’re clarifying wine, some of the traditional methods would use egg 
whites to get the particles out to make it clear. Vegan and vegetarian producers, 
they don’t use gelatin or egg whites, but they use plant-based materials to clarify 

the wine 
Canadian consumer

I probably wouldn’t buy it
Canadian consumer
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1. SULFITE FREE AND PRESERVATIVE FREE WINES HAVE A STRONGER OPPORTUNITY THAN 
VEGETARIAN OR VEGAN WINES
▪ Sulfite free and preservative free wines rank 5th and 6th respectively in the US opportunity index among other tested 

alternative wine types – its ranking has not changed since 2018

▪ Both free-from wine types consistently achieve top two across awareness, purchase, consideration and affinity when 
compared with vegan and vegetarian alternatives

2. AWARENESS AND PURCHASE OF FREE-FROM WINE DRIVEN BY YOUNGER CONSUMERS
▪ While sulfite free wine share the same level of awareness across age groups, preservative free and vegan or vegetarian 

wines have a higher awareness among younger consumers aged between 21-34

▪ In line with higher awareness, these wine types are also more likely purchased by younger consumers

▪ Older consumers aged 55 and above have significantly lower awareness and purchase of free-from wine types

US summary on health and free-from wines
Key findings in US market
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Free-from wine awareness
% who are aware of the following types of wine
Base = All US regular wine drinkers (n=2,000)

Free-from wine awareness in the US                       
Younger wine drinkers have a higher awareness of more niche alternative 
wines such as preservative free wines, vegan or vegetarian wines

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) US regular wine drinkers

Male Female 21-34 35-54 55 and over

2,000 1,005 995 594 631 775

Sulfite free wine 23% 22% 24% 23% 23% 23%

Preservative free wine 22% 24% 20% 28% 23% 17%

Vegan wine 13% 16% 10% 20% 15% 6%

Vegetarian wine 9% 11% 7% 13% 13% 4%

Sample size n=

All US regular wine 

drinkers

Gender groups Age groups
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Free-from wine purchase
% who have sought to purchase the following types of wine in the past 6 months
Base = All US regular wine drinkers (n=2,000)

Free-from wine purchase in the US
Free-from wines have higher purchase incidence among younger and male drinkers, 
with the exception of sulfite free wine

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) regular wine drinkers

Male Female 21-34 35-54 55 and over

2,000 1,005 995 594 631 775

Preservative free wine 7% 9% 4% 10% 8% 3%

Sulfite free wine 6% 6% 5% 8% 6% 3%

Vegan wine 4% 6% 2% 7% 5% 1%

Vegetarian wine 3% 5% 1% 5% 5% 1%

Sample size n=

All US regular wine 

drinkers

Gender groups Age groups
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Male Female 21-34 35-54 55 and over

Preservative free wine 70% 71% 69% 66% 74% 71%

Sulfite free wine 70% 70% 70% 71% 69% 70%

Vegetarian wine 58% 64% 47% 56% 67% 36%

Vegan wine 55% 59% 49% 58% 60% 39%

All US regular wine 

drinkers

Gender groups Age groups

Free-from wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Free-from wine consideration in the US
There is little variation in the consideration to buy free-from wines in the future 
across gender and age groups

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000) US regular wine drinkers
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Free-from wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Free-from wine affinity in the US
The affinity towards free-from wine is similar across gender and age groups

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019, (n=2,000) US regular wine drinkers

Male Female 21-34 35-54 55 and over

Sulfite free wine 63% 61% 64% 58% 67% 63%

Preservative free wine 59% 59% 59% 56% 59% 64%

Vegetarian wine 49% 57% 37% 42% 60% 39%

Vegan wine 46% 49% 43% 51% 50% 27%

All US regular wine 

drinkers

Gender groups Age groups
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1. SULFITE FREE AND PRESERVATIVE FREE WINES HAVE A STRONGER OPPORTUNITY THAN 
VEGETARIAN OR VEGAN DESPITE LOW AWARENESS
▪ Sulfite free wine ranks 4th in the Canada opportunity wine index while preservative free wine ranks in 6th place among 

12 tested wine types

▪ Vegan and vegetarian wines are least popular in the Canadian market, placing within bottom two in terms of 
opportunity 

▪ Sulfite free wine has the highest awareness among other free-from wines but is known by less than one quarter of 
Canadian consumers

2. PURCHASE OF VEGAN AND VEGETARIAN WINES REMAINS LOW; PARTICULARLY AMONG 
OLDER WINE DRINKERS
▪ Approximately 1% of Canadian regular wine consumers have purchased vegan or vegetarian wines in the past six 

months; those aged 55 and above have not made any purchases

3. AWARENESS AND PURCHASE OF FREE-FROM DRIVEN BY YOUNGER CONSUMERS 
▪ A significantly higher proportion of Canadian consumers aged 19-34 are aware of more niche categories of free-from 

wines, such as preservative free, vegan and vegetarian 

▪ While these younger consumers show higher awareness, only vegan and vegetarian wines are bought by a higher 
proportion of younger wine drinkers

▪ Consideration for future purchase and affinity with the different free-from wines show no statistical differences across 
age groups or gender

Canada summary on health and free-from wines
Key findings in the Canadian market
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Free-from wine awareness
% who are aware of the following types of wine
Base = All Canadian regular wine drinkers (n=2,479)

Free-from wine awareness in Canada
While sulfite free wines are consistently known across all age groups, younger 
consumers aged 19-34 have a higher awareness of more niche categories, including 
preservative free, vegan and vegetarian wine

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

2,479 1,233 1,246 717 868 894

Sulphite free wine 24% 23% 24% 22% 24% 25%

Preservative free wine 19% 20% 17% 22% 17% 18%

Vegan wine 9% 8% 9% 14% 9% 4%

Vegetarian wine 6% 7% 5% 10% 6% 2%

Sample size n=

All Canadian regular 

wine drinkers

Gender groups Age groups
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Free-from wine purchase
% who have sought to purchase the following types of wine in the past 6 months
Base = All Canadian regular wine drinkers (n=2,479)

Free-from wine purchase in Canada
The purchase of free-from wines are very low in Canada. Younger consumers aged 
19-34 are more likely to purchase vegan or vegetarian wine

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

2,479 1,233 1,246 717 868 894

Sulphite free wine 4% 4% 4% 4% 5% 4%

Preservative free wine 4% 4% 3% 5% 3% 3%

Vegan wine 1% 1% 1% 2% 2% 0%

Vegetarian wine 1% 1% 1% 3% 1% 0%

Sample size n=

All Canadian regular 

wine drinkers

Gender groups Age groups
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Free-from wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Free-from wine consideration in Canada
Among those that are aware of the different free-from wine alternatives, over a 
third of Canadian consumers would consider buying in the future

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

Sulphite free wine 58% 55% 61% 57% 65% 52%

Preservative free wine 57% 61% 53% 58% 56% 58%

Vegetarian wine 41% 40% 42% 48% 40% 19%

Vegan wine 38% 43% 33% 47% 34% 19%

All Canadian regular 

wine drinkers

Gender groups Age groups
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Free-from wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Free-from wine affinity in Canada
The affinity of Canadian consumers with the various free-from wines show no 
statistical differences across gender and age groups

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479) Canadian regular wine drinkers

Male Female 19-34 35-54 55 and over

Preservative free wine 52% 55% 50% 49% 52% 56%

Sulphite free wine 49% 43% 55% 48% 54% 46%

Vegan wine 30% 34% 28% 37% 26% 21%

Vegetarian wine 30% 28% 33% 37% 29% 10%

All Canadian regular 

wine drinkers

Gender groups Age groups
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1. INCREASING OPPORTUNITY FOR PRESERVATIVE FREE WINES
▪ Preservative free wine increased four ranks in the UK since 2018, now ranked in 6th place

▪ Despite having the lowest awareness and purchase levels when compared against other free-from wine alternatives, 
preservative free wines achieve the highest consideration and affinity with UK consumers; more than half of those 
aware would consider buying preservative free wines in the future

2. LOWER PROPORTION OF YOUNGER CONSUMERS ARE AWARE OF SULFITE FREE WINE 
▪ A significantly lower proportion of younger consumers aged 18-34 are aware of sulfite free wine while other age 

groups show no statistical difference from the average wine drinker

3. YOUNGER CONSUMERS REPORT HIGHER PURCHASE OF PRESERVATIVE FREE WINE
▪ A higher proportion of 18-34 year old consumers indicate having purchased preservative free wine within the past 6 

months

▪ Purchase incidence among younger drinkers for other free-from wines are not statistically different from the average 
wine drinker

UK summary on health and free-from wines
Key findings in UK market



72

Free-from wine awareness
% who are aware of the following types of wine
Base = All UK regular wine drinkers (n=1,000)

Free-from wine awareness in the UK
Younger wine drinkers aged between 18-34 have a significantly lower awareness of 
sulfite free wine

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

1,000 484 516 248 328 424

Sulphite free wine 20% 21% 20% 12% 23% 24%

Vegan wine 17% 15% 18% 19% 17% 15%

Vegetarian wine 15% 14% 16% 18% 14% 14%

Preservative free wine 11% 10% 12% 12% 10% 11%

Sample size n=

All UK regular wine 

drinkers

Gender groups Age groups
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Free-from wine purchase
% who have sought to purchase the following types of wine in the past 6 months
Base = All UK regular wine drinkers (n=1,000)

Free-from wine purchase in the UK
A higher proportion of younger consumers report having purchased preservative 
free wine within the past six months

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) regular wine drinkers

Male Female 18-34 35-54 55 and over

1,000 484 516 248 328 424

Sulphite free wine 3% 2% 3% 2% 4% 3%

Vegan wine 3% 3% 3% 5% 3% 2%

Vegetarian wine 2% 1% 3% 3% 2% 1%

Preservative free wine 2% 2% 1% 4% 1% 1%

Sample size n=

All UK regular wine 

drinkers

Gender groups Age groups
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Free-from wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Free-from wine consideration in the UK
All demographics report similar levels of consideration to purchase for each type of 
alternative wine

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

Preservative free wine 56% 56% 56% 54% 54% 60%

Sulphite free wine 49% 43% 55% 39% 48% 53%

Vegan wine 34% 34% 35% 40% 39% 26%

Vegetarian wine 32% 29% 34% 27% 37% 32%

All UK regular wine 

drinkers

Gender groups Age groups
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Free-from wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Free-from wine affinity in the UK
Regular wine consumers aged 55 and over have lower levels of affinity towards 
vegan wine compared with all UK regular wine drinkers

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=2,479) UK regular wine drinkers

Male Female 18-34 35-54 55 and over

Preservative free wine 54% 49% 57% 49% 55% 56%

Sulphite free wine 41% 34% 47% 27% 43% 44%

Vegan wine 33% 33% 33% 54% 33% 18%

Vegetarian wine 31% 31% 31% 34% 36% 25%

All UK regular wine 

drinkers

Gender groups Age groups
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Key themes
Consumers’ attitudes towards health and wellness in wine, focused on 
three key areas

1

2

3

HEALTH: MODERATION
The moderation and reduction of alcohol consumption 

HEALTH: FREE-FROM
Movement towards ‘free-from’ wines 

WELLNESS AND ETHICAL CONSUMPTION
Choosing wines based on ethical and sustainable production practices 
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1st Organic wine 46% 30% 70% 62% 51.3 48.4 =

2nd Sustainably produced wine 28% 27% 74% 68% 46.9 44.1  1

3rd Environmentally friendly wine 23% 32% 74% 71% 46.9 45.2 -1

4th Fairtrade wine 19% 30% 74% 68% 44.0 43.7 =

7th Wine from a carbon-neutral winery 12% 39% 68% 57% 39.3 33.6 -1

8th Biodynamic wine 7% 41% 58% 49% 34.1 31.2 =

2018 

opportunity 

index

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Rank Type of wine

Base = All sample Base = Those aware who are aware of the following types of wine 2019 

opportunity 

index

Carbon neutral winery

Market opportunity index of ethically produced wines
Rankings for alternative wines in the US have remained broadly stable over the 
past year, with organic and sustainably produced wine ranked in the top two

*Wine types tested include: biodynamic, environmentally friendly, Fairtrade, lower alcohol, non-alcoholic, organic, preservative free, sulfite free, 
sustainably produced, vegan, vegetarian, wines from carbon neutral winery

Source: Wine Intelligence, Vinitrac® US, January 2018 and March 2019 (n=2,000), US regular wine drinkers

Market opportunity index score of ethically produced wines
Opportunity index score is calculated based upon the sum of weighted averages for each of the following measures; awareness, purchase intent, consideration and affinity; 
all measures are weighted in accordance to its relative importance to market opportunity based upon WI assessment

(Ranking out of 12 wine types*)

1st Organic wine 43% 21% 57% 50% 42.9 44.9 =

2nd Sustainably produced wine 18% 20% 70% 65% 40.3 39.4 =

3rd Environmentally friendly wine 17% 21% 61% 59% 36.9 35.3  2

5th Fairtrade wine 17% 18% 60% 56% 35.3 36.8 -1

7th Carbon neutral winery 6% 24% 57% 48% 30.0 31.8 =

9th Biodynamic wine 5% 23% 52% 40% 26.0 24.9 =

2019 

opportunity 

index

2018 

opportunity 

index

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Type of wineRank

Base = All sample Base = Those aware who are aware of the following types of wine

1st Fairtrade wine 45% 20% 63% 58% 46.4 49.8 =

2nd Organic wine 51% 12% 49% 40% 39.5 42.4 =

3rd Sustainably produced wine 17% 18% 63% 56% 36.1 37.4  1

5th Environmentally friendly wine 13% 25% 55% 48% 32.2 38.5 -2

7th Carbon neutral winery 5% 20% 66% 51% 30.7 31.6 -2

10th Biodynamic wine 5% 18% 43% 47% 26.0 26.7  1

2018 rank 

difference Awareness
Sought to 

purchase

Future purchase 

consideration
Affinity

Type of wine

Base = All sample Base = Those aware who are aware of the following types of wine 2019 

opportunity 

index

2018 

opportunity 

index

Rank
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Organic wine overview

▪ In the US, there are three categories for organic wine as outlined by the Alcohol and Tobacco Tax and Trade 
Bureau: 

▪ Made with organic grapes: Made from organic grapes, organic additives only, added sulfites but with a 100ppm 

limit, from a certified winery, non-organic grapes not permitted

▪ Ingredients – organic grapes: Made from organic grapes, allowed additives, allowed added sulfites, non-organic 

grapes permitted

▪ Organic wine: Made from organic grapes organic additives only, added sulfites not permitted (only naturally occurring 

with a 10ppm limit), from a certified winery, non-organic grapes not permitted

*See Appendix for secondary sources

▪ According to the Canadian Food Inspection Agency in Canada, wine that is labeled as ‘organic’ must be 
produced with a minimum of 95% organic ingredients, with up to an allowable amount of 100 ppm of naturally-
occurring sulfites 

▪ In addition to using organic ingredients, during the process of cleaning tanks and equipment, the use of caustic 
soda or any other synthetic chemicals is prohibited

▪ Wines that claim to be 100% organic are not permitted under Canadian law, as organic products will not always 
be 100% residue free

▪ Organic wine regulations differ per province and whether the wine is being exported. Wines that are exported 
around Canada must follow the regulations set by the Canadian Food Inspection Agency, whereas regulations 
vary for wines that stay in-province 

▪ The four key requirements for all EU countries in defining organic wines are: 

▪ 100% of the grapes must be certified organic

▪ Restricted list of additives that are permitted to be used

▪ Restrictions on the use of certain procedures and de-alcoholization

▪ Restrictions on the total sulfur dioxide levels

▪ According to the European Commission, the official EU-Organic-Logo must be 
displayed on wine bottle labels with the code number of the organic certifier
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▪ Consumers display strong affinity for 
organic wine, which coincides with 
health trends that are growing 
exponentially. A limitation noted by 
some consumers from focus groups is 
the lack of choice available in the 
current market

Organic wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Aligning with global results, organic wine ranks highest on the opportunity index in the US, 
scoring strongly across all measures

Aligning with global trends, organic wine has the highest opportunity index score in the Canadian 
wine market, driven by high awareness, consideration and affinity

Organic wine is ranked 2nd in the UK SOLA wine opportunity index, with trade suggesting 
promising opportunity despite lack of understanding among consumers

▪ According to trade experts, main opportunities 
rely on organic food trends and rising ethical 
engagement from both consumers and industry 
professionals

▪ Trade experts view organic wine to have high 
opportunity in the near future as consumers 
perceive the term ‘organic’ to be associated with 
being healthier and better for them, despite not 
fully comprehending what organic wine means

I think the taste is better in organic wine, and I like the perceived health benefits and 
the lack of preservatives in it 

US consumer

I have purchased organic wine, and I wish there were more options. We eat a lot 
of organic food and I wish there were more choices for wine that is organic

US consumer

The organic category is growing, and it’s just the LCBO (Liquor Control Board 
of Ontario) that is not good at promoting something like that that’s unique

Managing Director, Canada

Organic wines have a truer flavour and it feels more natural
UK consumer

I think the biggest opportunity is possibly organic— I think the 
customer's general understanding of that term is that means 'good’, 

but they don’t necessarily understand what it entails, yet they 
understand the associations around that in terms of health and organic 

being better for you
Brand Controller, UK
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Sustainably produced & environmentally friendly wine 
overview

▪ Sustainably produced or environmentally friendly can be defined as wine that minimizes or eliminates 
negative impact on climate change or one that strives to maintain quality of the land, local environment and 
community

▪ However ‘sustainable’ can also be used to describe other aspects of the production process including labor
relations or supply chain relations

▪ ‘Sustainability’ is a strong buzzword that may provide greater opportunity for those who desire to sell 
sustainable wines

*See Appendix for secondary sources

▪ Sustainable and environmentally friendly practices are important in the Canadian wine industry with the goal of 
improving environmental performance, improving the quality of the wine production process and providing 
information to consumers about how it adds value to the industry 

▪ Canadian consumers were most likely to associate ethical production and environmental positivity to the 
concept of ‘sustainable wine’

▪ A sustainability accreditation for the UK wine industry is in progress and is due to be completed by the end of 2019

▪ It will be an official framework for wine producers to follow, similar to Terra Vitis, the Beaujolais sustainability 
initiative which now operates in six regions in France 

▪ The scheme will include guidelines for wine producers including promoting social health and reducing 
greenhouse gas emissions 

▪ UK consumers are most likely to associate ethical production and environmental positivity to the concept of 
‘sustainable wine’

While sustainability and concerns over the environment increase, there is still no globally consistent 
definition of sustainably produced or environmentally friendly wine. Each wine is typically associated 
with quality wine produced through ecological, economical and socially responsible winemaking 
practices
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Wineries in Canada are consciously making an effort to become more sustainable and environmentally friendly, 
which is valued by consumers who are willing to purchase wines at a higher price point if there is a sustainable 
message behind it

▪ In focus groups, US consumers are most likely to associate 
ethical production and environmental positivity to the 
concept of ‘sustainable wine’

Sustainably produced & environmentally friendly wine and 
consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Both terms have high opportunity in the US as ethical engagement becomes increasingly 
important among consumers 

Both sustainably produced and environmentally friendly wine have high opportunity in the UK, 
due to high purchase, purchase consideration and affinity 

▪ Trade experts claim that sustainably 
produced and environmentally friendly 
wines are gaining more popularity among 
consumers to match their growing concerns 
over the environment. They suggest that 
consumers are willing to spend more on a 
bottle of wine if there is a strong 
sustainable message behind it

▪ Trade experts anticipate sustainably produced wines to grow as there 
is an increasing general trend of healthier, more environmentally 
friendly products which will be reflected in the wine sector 

▪ The demand for sustainably produced wine is particularly evident with 
younger consumers, according to trade experts, who are committed 
to reducing their impact on the environment 

People do seem willing to pay more. The >$10 bottles are especially seeing 
growth. People are willing to pay more if there’s a good story or enviro-message

Wine Promoter, Canada

I understand the grapes to be rather contaminated in 
terms of pesticides, herbicides and fungicides. So I like the 

idea of [sustainable wine]
Canadian consumer

I think there is a genuine demand across more than 
wine, across food products, organic and sustainable 

products… we are seeing that reflecting in wine, 
particularly among young consumers

Master of Wine, UK

Sustainability will be social, economic and everything 
that contributes to that region in terms of sustainability

Master of Wine, US
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Fairtrade wine overview 

▪ America is unique in that it has two certifying bodies for Fairtrade products; Fairtrade International 
and Fair Trade Certified USA

▪ Both organizations seek to promote and certify products and ingredients where the producers 
receive living wages and work in a healthy and safe environment 

▪ Organizations such as these work with independent groups that check that the standards are met by 
all those involved at each part of the product’s supply chain. It also licenses the use of the Fairtrade 
Mark on products and packaging that have met the requirements

*See Appendix for secondary sources

▪ Despite Canada not being a Fairtrade producer of wine, they do sell Fairtrade certified wines

▪ Though Fairtrade ranks 1st in the opportunity index, trade experts suggest that consumers are confused about what Fairtrade 
really is and question whether there is much opportunity for it in the future 

▪ In 2013, more than 11 million liters of Fairtrade wine were consumed in the UK 

▪ Co-op, a British consumer co-operative, is the world’s largest Fairtrade wine retailer 

▪ In 2001, Co-op launched their own-brand Fairtrade wine, the Co-op Chilean Carménère and use Fairtrade Premium, an 
aspect of the Fairtrade Foundation, to provide bursaries for their workers and for training and education

Fairtrade wine is produced using practices that help ensure those who worked to produce the wine 
receive a fair price for their produce, and there are established standards for wine cooperatives who 
produce Fairtrade wine. All standards relate to the wellbeing of workers such as prohibition of child 
labor, freedom of association, salary standards and health and safety measures

Fairtrade Mark
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Wineries in Canada are consciously making an effort to become more sustainable and environmentally friendly, 
which is valued by consumers who are willing to purchase wines at a higher price point if there is a sustainable 
message behind it

▪ The Fairtrade industry started as and remains a small sector in the US market, but 
purchases by large companies such as Whole Foods Market, Wal-Mart and American 
Airlines help this alternative wine type come more into view for consumers 

Fairtrade wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Fairtrade continues to be ranked 4th on the opportunity index, benefiting from high future 
purchase consideration, reflecting consumers growing ethical considerations

Fairtrade has the highest opportunity index score in the UK wine market, with the highest 
affinity of all the alternative wine types tested 

▪ The view among the trade is that despite 
Fairtrade wine displaying a growth in recent 
years, it cannot be marketed in the same 
way as other alternative wine types and 
requires more hand selling

▪ Trade experts believe the idea of Fairtrade wine would work in the 
UK, the fact that there isn’t a set definition of exactly what it means 
may cut its future opportunity

▪ The demand for Fairtrade wine is evident, with British consumer 
cooperative Co-op selling over 50 million bottles of Fairtrade wine 
between 2001 and 2015

Fairtrade is limited with the size of the logo 
you can use on Fairtrade products. You 

can’t even overly promote that your 
product is Fairtrade because you can’t go 

over the size of a small postage stamp
Managing Director, Canada

Fairtrade is definitely 
growing, but it’s a small part 

of the business. It needs a 
lot of hand selling

Marketing Director, Canada

Fairtrade ought to work well, but there’s a limited 
number of countries that can produce Fairtrade 

wine, and I think there’s a lot of consumer confusion 
about what it really means. So, I don’t know whether 

it has a huge opportunity in the future
Wine Distributor, UK
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Despite having the second highest purchase level, wines from a carbon neutral winery are ranked

7th due to low awareness among Canadian regular wine drinkers

▪ Younger males are more likely than all regular wine drinkers to be aware of wine 
from carbon neutral wineries

Wine from a carbon neutral winery overview and 
consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Carbon neutral wines are ranked 8th on the opportunity index in the US, held back by low 
awareness levels despite increasing purchase, purchase consideration and affinity

Among UK regular wine drinkers, wines from a carbon neutral winery have the highest future 
purchase consideration. Future growth is dependent upon trade experts educating consumers 
about the importance of sustainability 

▪ British Columbia’s Tinhorn Creek became Canada’s first carbon-neutral winery in 2006, using methods that the winery’s 
general manager says “are easier than many think” to offset their carbon production. The winery uses a mix of carbon 
credits and tractors that run on biodiesel 

▪ Awareness among UK consumers is incredibly low for this 
alternative wine sector, most likely due to the small number 
of producers in the UK and therefore a lack of carbon minus 
wineries

I think that the understanding of biodynamic, organic and 
natural wines is certainly improving on a daily basis. It is 

common vernacular now really, whereas your carbon 
statements or sustainability as an overall business needs a lot 
more communication. You need to do it by education and it 

takes people time to understand 
Wine Importer, UK

Wineries aiming to reduce their carbon emissions have a two-pronged strategy. The first is to buy carbon 
credits, which is a global carbon offsetting scheme that limits the amount of carbon emissions produced 
by each country, and the second is to offset carbon emissions by choosing alternative practices such as 
bulk shipping, reduced use of mechanical appliances and transport as well as use of renewable energy 



86

Biodynamic wine overview

▪ US definitions of biodynamic wine aligns with global understandings

▪ Biodynamic winemaking standards in the US allow sulfites as an additive 

▪ Frey Vineyards located in the Redwood Valley in California, was the US’s first certified biodynamic wine 
producer. Some biodynamic farming procedures that they use include: 

▪ Composting all grape waste and reusing the compost in the vineyards 

▪ Not using any sulfites 

▪ Excluding the use of micro-oxygenation and pasteurization 

*See Appendix for secondary sources

▪ Canadian definitions of biodynamic wine aligns with global classifications

▪ Southbrook Vineyards was the first biodynamic winery in Canada

▪ The winery was certified as biodynamic by Demeter, the international body that oversees biodynamic 
agricultural practices

▪ Demeter Canada coordinates all biodynamic certifications in Ontario and most other Canadian provinces

▪ UK definitions of biodynamic wine aligns with global classifications

▪ In the UK, there are additional requirements set by the Biodynamic Association that wine producers must follow in order 
to be a certified biodynamic winery:

▪ In addition to grapes being grown organically, the wine-grower must treat the wines and soil with biodynamically 
produced compost and use biodynamic field sprays

▪ During the fermentation process, the grapes must be fermented according to the Demeter’s processing 
standards, which are stricter than organic standards in order to produce wine with minimal environmental impact

This is an extended version of organic wine. Biodynamic farming is an agricultural process developed by 
Rudolph Steiner in the 1920s. The process has been adopted by winemakers with its main priority being 
to stimulate the health of the vine through homeopathic means, so that diseases can be avoided. In 
order to be label a wine as ‘biodynamic’, wineries need to adhere to certain practices
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Biodynamic wine is ranked 10th in the Canadian opportunity index due to low awareness among 
Canadian regular wine drinkers

▪ Trade experts suggest that biodynamic wines are experiencing good 
growth due to production, marketing and more consumers engagement. 
However, they believe that the category will remain niche and growth 
will be short-lived

▪ According to trade experts, Biodynamic wines will become increasingly 
popular among consumers who already engage with the wine category 
or those open to different types of wine such as Millennials

▪ The strongest support for biodynamic wines comes from the US among 
other Nordic markets, according to the global opportunity index

Biodynamic wine and consumers

Wine Intelligence consumer / trade interviews conducted in September 2018, October 2018 and April 2019

Biodynamic wine has the lowest awareness level in the US opportunity index, but growing 
purchase, consideration and affinity levels have boosted its index score

Biodynamic wine is ranked 10th in the UK SOLA opportunity index, as a result of low 
awareness

▪ The view among the trade is that biodynamic wine is not well 
understood by consumers and there are not enough 
biodynamic wines available in the market

▪ The view among trade experts is that biodynamic 
wine is not well understood by consumers. They 
suggest that it continues to be a niche product that 
will experience some growth, but mainly among 
those already highly involved with the category 

People don’t know what biodynamic is for sure. There are so few 
of these wines available – if you don’t understand biodynamic 

then it is really an industry thing and not consumer focused
Managing Director, Canada

Biodynamic, I don’t think that’s understood at all. I think 
that’s a very niche and esoteric thing

Brand Controller, UK

Biodynamic, it is very hard to explain and understand. I think 
it will grow, but it’s still going to be niche

Agent and Brand Owner, UK

I think biodynamic wine has its own place, but that is 
not necessarily a place that has opportunity right now

General Manager, US

Millennials are starting to geek out on biodynamic 
wines because it is new and interesting 

Wine Producer, US
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US summary on wellness and ethical 
consumption
Key findings in the US market

1. SUSTAINABLY PRODUCED WINE INCREASING IN OPPORTUNITY WHILE ORGANIC REMAINS 
ON TOP
▪ While rankings for alternative wines in the US have remained relatively stable since last year, sustainably produced 

wine increased in rank and now has the second highest market opportunity index score, potentially linked to 
increasing importance of ethical engagement

▪ Organic wine continues to be ranked first in the opportunity index for the second year in a row

▪ Organic and sustainably produced wine show the highest levels of awareness and purchase in the US out of all wine 
types

2. HIGHER ENGAGEMENT WITH ETHICALLY PRODUCED WINES AMONG YOUNGER 
CONSUMERS

▪ While organic and sustainably produced wines are known equally across all age groups, younger consumers show 
higher awareness of more niche categories such as wines from carbon-neutral wineries or biodynamic wines 

▪ Despite age differences of purchasing behaviors, the consideration of purchasing ethical wines in the future and the 
affinity with these wine types show no significant differences across age groups

3. HIGHER AWARENESS AND PURCHASE AMONG MALE DRINKERS
▪ While there are no gender differences in the awareness of more recognized wine types, men show higher awareness 

of niche categories; wines from carbon neutral wineries and biodynamic wines

▪ A higher proportion of male consumers have sought to buy ethical wines compared with female drinkers, despite no 
differences in consideration and affinity
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Male Female 21-34 35-54 55 and over

2,000 1,005 995 594 631 775

Organic wine 46% 46% 46% 47% 50% 42%

Sustainably produced wine 28% 30% 27% 31% 28% 27%

Environmentally friendly wine 23% 25% 21% 26% 25% 20%

Fairtrade wine 19% 20% 18% 19% 20% 17%

Carbon neutral winery 12% 16% 9% 19% 13% 6%

Biodynamic wine 7% 10% 4% 11% 10% 2%

Sample size n=

All US regular wine 

drinkers

Gender groups Age groups

Ethically produced wine awareness
% who are aware of the following types of wine
Base = All US regular wine drinkers (n=2,000)

Ethically produced wine awareness in the US
In line with their experimental attitudes, younger wine drinkers are more likely 
to have a greater awareness of niche alternative wines such as wines produced 
in carbon neutral wineries and biodynamic wines

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000), US regular wine drinkers
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Male Female 21-34 35-54 55 and over

2,000 1,005 995 594 631 775

Organic wine 14% 17% 11% 21% 17% 6%

Sustainably produced wine 8% 9% 6% 11% 8% 5%

Environmentally friendly wine 7% 10% 5% 11% 8% 4%

Fairtrade wine 5% 7% 4% 7% 8% 2%

Carbon neutral winery 5% 7% 2% 9% 5% 2%

Biodynamic wine 3% 5% 1% 5% 4% 1%

Sample size n=

All US regular wine 

drinkers

Gender groups Age groups

Ethically produced wine purchase
% who have sough to purchase the following types of wine in the past 6 months
Base = All US regular wine drinkers (n=2,000)

Ethically produced wine purchase in the US
Similar to awareness, significantly higher proportions of younger US regular wine 
drinkers have purchased a wide variety of alternative wines

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000), US regular wine drinkers
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Male Female 21-34 35-54 55 and over

Sustainably produced wine 74% 71% 78% 74% 74% 75%

Environmentally friendly wine 74% 74% 74% 76% 73% 73%

Fairtrade wine 74% 75% 72% 74% 78% 70%

Organic wine 70% 67% 74% 76% 74% 62%

Carbon neutral winery 68% 67% 71% 67% 69% 69%

Biodynamic wine 58% 56% 64% 55% 63% 53%

All US regular wine 

drinkers

Gender groups Age groups

Ethically produced wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Ethically produced wine consideration in the US
While there are little differences in those who would consider buying ethically 
produced wines across demographics, a lower proportion of older drinkers aged 55 and 
above would consider buying organic wine

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000), US regular wine drinkers



92

Male Female 21-34 35-54 55 and over

Environmentally friendly wine 71% 69% 73% 69% 71% 73%

Fairtrade wine 68% 63% 74% 65% 73% 67%

Sustainably produced wine 68% 63% 73% 61% 69% 72%

Organic wine 62% 59% 65% 66% 65% 56%

Carbon neutral winery 57% 59% 52% 57% 53% 62%

Biodynamic wine 49% 50% 46% 44% 57% 39%

All US regular wine 

drinkers

Gender groups Age groups

Ethically produced wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Ethically produced wine affinity in the US
Affinity towards ethically produced wines among US consumers are similar across 
demographics

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all US regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® US, March 2019 (n=2,000), US regular wine drinkers



93

1. ORGANIC AND SUSTAINABLY PRODUCED HAVE HIGH OPPORTUNITY, WITH ENVIRONMENTALLY 
FRIENDLY ON THE RISE
▪ Organic and sustainably produced wines are ranked one and two respectively on the opportunity index and are the best 

performing alternative wine types in the Canadian market

▪ Environmentally friendly wine has moved up two rankings in the Canadian market opportunity index, moving from 5th place in 
2018 to currently being positioned 3rd among 12 tested wine types

▪ The awareness of organic wine is consistently higher across all age groups

▪ Younger consumers aged 19-34 have a significantly higher affinity with environmentally friendly wine, driving its opportunity 
within the Canadian market

2. HIGHER OPPORTUNITIES IN THE CANADIAN MARKET WITH OVER HALF OF CONSUMERS 
CONSIDERING FUTURE PURCHASE
▪ Among those that are aware of the ethical wine types, over half would consider buying each ethical wine type in the future

Canada summary on wellness and ethical 

consumption

Key findings in the Canadian market
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Male Female 19-34 35-54 55 and over

2,479 1,233 1,246 717 868 894

Organic wine 43% 42% 45% 41% 47% 42%

Sustainably produced wine 18% 16% 19% 19% 20% 15%

Fairtrade wine 17% 16% 18% 21% 16% 15%

Environmentally friendly wine 17% 17% 16% 18% 18% 15%

Carbon neutral winery 6% 7% 6% 9% 8% 3%

Biodynamic wine 5% 6% 4% 5% 6% 4%

Sample size n=

All Canadian regular 

wine drinkers

Gender groups Age groups

Ethically produced wine awareness
% who are aware of the following types of wine
Base = All Canadian regular wine drinkers (n=2,479)

Ethically produced wine awareness in Canada
Similar to other markets, younger Canadian wine drinkers are more likely to be aware 
of niche alternative wines

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers
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Ethically produced wine purchase
% who have sough to purchase the following types of wine in the past 6 months
Base = All Canadian regular wine drinkers (n=2,479)

Ethically produced wine purchase in Canada
When compared with regular wine drinkers, a lower proportion of those aged 55 
and over have sought to purchase sustainably produced or wines produced in 
carbon neutral wineries

Male Female 19-34 35-54 55 and over

2,479 1,233 1,246 717 868 894

Organic wine 9% 10% 8% 10% 10% 7%

Sustainably produced wine 4% 4% 3% 4% 4% 2%

Environmentally friendly wine 4% 3% 4% 5% 4% 2%

Fairtrade wine 3% 4% 3% 4% 3% 2%

Carbon neutral winery 2% 2% 1% 3% 2% 0%

Biodynamic wine 1% 2% 1% 1% 1% 1%

Sample size n=

All Canadian regular 

wine drinkers

Gender groups Age groups

Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers
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Male Female 19-34 35-54 55 and over

Sustainably produced wine 70% 73% 67% 73% 68% 68%

Environmentally friendly wine 61% 63% 58% 70% 62% 50%

Fairtrade wine 60% 65% 55% 59% 63% 57%

Carbon neutral winery 57% 63% 52% 46% 69% 56%

Organic wine 57% 56% 57% 61% 61% 49%

Biodynamic wine 52% 51% 53% 46% 58% 48%

All Canadian regular 

wine drinkers

Gender groups Age groups

Ethically produced wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Ethically produced wine consideration in Canada
Older drinkers aged 55 and above are less likely to consider buying environmentally 
friendly and organic wine when compared with the regular wine drinker

Grey shading: Small sample size (n<50)
Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers
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Male Female 19-34 35-54 55 and over

Sustainably produced wine 65% 65% 65% 64% 67% 64%

Environmentally friendly wine 59% 57% 61% 69% 57% 52%

Fairtrade wine 56% 57% 55% 55% 57% 54%

Organic wine 50% 48% 52% 56% 53% 42%

Carbon neutral winery 48% 54% 42% 43% 55% 43%

Biodynamic wine 40% 43% 35% 43% 43% 32%

All Canadian regular 

wine drinkers

Gender groups Age groups

Ethically produced wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Ethically produced wine affinity in Canada
Younger wine drinkers aged 19-34 have higher affinity towards environmentally 
friendly wines when compared with the regular wine drinker

Grey shading: Small sample size (n<50)
Red / Blue Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers
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1. FAIRTRADE AND SUSTAINABILITY HAVE A STRONG IMPACT AND OPPORTUNITY
▪ Fairtrade and organic wine have the highest opportunity score in the UK for another year

▪ The fall of environmentally friendly wines has made room for sustainably produced wine to reach third place in the 
index, while biodynamic wine reached tenth place since last year

▪ Fairtrade performs well in health measures, ranking within top three for each health measure

2. DECLINING OPPORTUNITIES FOR ENVIRONMENTALLY FRIENDLY AND WINES FROM CARBON 
NEUTRAL WINERIES IN THE UK MARKET
▪ Environmentally friendly and wines from a carbon neutral winery have dropped two places in the UK market 

opportunity index since 2018

▪ Despite high awareness of environmentally friendly wine, particularly among younger consumers aged 18-34, purchase 
remains low – interestingly, environmentally friendly wine achieves the higher affinity among UK consumers 

3. OLDER CONSUMERS ARE MORE LIKELY TO BE AWARE, BUT YOUNGER CONSUMERS ARE 
MORE LIKELY TO PURCHASE ETHICALLY PRODUCED WINES
▪ Older drinkers report higher levels of awareness for different styles of alternative wine such as organic and Fairtrade, 

but do not indicate purchasing these types more than all regular UK consumers

▪ Millennials in the UK show lower awareness levels of organic and Fairtrade wine, but higher levels for environmentally 
friendly wine

▪ Although they are less aware of Fairtrade wine, Millennials in the UK report higher purchase levels of the alternative 
wine type than all regular wine drinkers

UK summary on wellness and ethical consumption
Key findings in UK market
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Male Female 18-34 35-54 55 and over

1,000 484 516 248 328 424

Organic wine 51% 50% 53% 41% 45% 62%

Fairtrade wine 45% 41% 48% 36% 43% 51%

Sustainably produced wine 17% 17% 18% 17% 16% 19%

Environmentally friendly wine 13% 16% 10% 22% 9% 11%

Biodynamic wine 5% 5% 5% 5% 6% 4%

Carbon neutral winery 5% 5% 4% 7% 5% 3%

Sample size n=

All UK regular wine 

drinkers

Gender groups Age groups

Ethically produced wine awareness
% who are aware of the following types of wine
Base = All UK regular wine drinkers (n=1,000)

Ethically produced wine awareness in the UK
Older wine drinkers are more likely to be aware of organic and Fairtrade wines

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers
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A significantly higher proportion of younger UK regular wine drinkers have 
purchased a wide variety of alternative wines

Male Female 18-34 35-54 55 and over

1,000 484 516 248 328 424

Fairtrade wine 9% 8% 10% 17% 6% 7%

Organic wine 6% 4% 7% 8% 6% 4%

Environmentally friendly wine 3% 4% 3% 8% 2% 1%

Sustainably produced wine 3% 5% 2% 7% 2% 2%

Carbon neutral winery 1% 2% 0% 3% 0% 0%

Biodynamic wine 1% 1% 1% 0% 1% 1%

Sample size n=

All UK regular wine 

drinkers

Gender groups Age groups

Ethically produced wine purchase
% who have sough to purchase the following types of wine in the past 6 months
Base = All UK regular wine drinkers (n=1,000)

Ethically produced wine purchase in the UK

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers



101

Male Female 18-34 35-54 55 and over

Carbon neutral winery 66% 66% 66% 74% 51% 73%

Sustainably produced wine 63% 57% 69% 61% 61% 66%

Fairtrade wine 63% 67% 59% 70% 60% 61%

Environmentally friendly wine 55% 51% 60% 51% 55% 58%

Organic wine 49% 51% 47% 70% 54% 28%

Biodynamic wine 43% 28% 59% 32% 46% 26%

All UK regular wine 

drinkers

Gender groups Age groups

Ethically produced wine consideration
% who would consider buying the following types of wine in the future
Base = Those who have heard of each alternative wine

Ethically produced wine consideration in the UK
Among the various age groups, a higher proportion of younger drinkers aged 
18-34 would consider to buy organic wine

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers
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Male Female 18-34 35-54 55 and over

Fairtrade wine 58% 60% 56% 63% 58% 55%

Sustainably produced wine 56% 55% 57% 49% 61% 57%

Carbon neutral winery 51% 53% 48% 69% 36% 45%

Environmentally friendly wine 48% 44% 53% 32% 59% 59%

Biodynamic wine 47% 30% 65% 32% 71% 32%

Organic wine 40% 36% 43% 53% 45% 31%

All UK regular wine 

drinkers

Gender groups Age groups

Ethically produced wine affinity
% who think the following types of wine are right for people like them
Base = Those who have heard of each alternative wine

Ethically produced wine affinity in the UK
Younger drinkers under the age of 35 are more likely to feel that organic wine 
are right for people like them

Grey shading: Small sample size (n<50)

Red / Blue Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, March 2019 (n=1,000), UK regular wine drinkers
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1) Defining the right samples:
▪ Wine Intelligence, with the support of global research companies (e.g. TNS, YouGov), regularly runs calibration studies in

each market in order to define demographic specifications of the wine consumers and the size of the market (i.e.
penetration of wine consumption)

2) Running the online survey:
▪ Invitations to participate in an online survey programed by Wine Intelligence are then distributed to residents in each

market
▪ Respondents are directed to a URL address, which provides access to the online survey
▪ Based on given criteria (e.g. age, beverage, frequency of wine consumption) respondents will either proceed or screen out

of the survey
▪ Wine Intelligence monitors completed responses to build samples representative of the target markets’ wine drinking

population based on the most recent calibration study
▪ The representative sample is collected through quota-based sampling. Our quotas, based on calibration studies, typically

use age, gender, region of residence and occasionally income depending on the market in question. Quotas used for
individual markets can be found on the following methodology slides

3) Cleaning the data:
▪ When a representative sample is logged, the survey is closed
▪ Wine Intelligence will then clean out all invalid data points (e.g. those who sped through the survey or gave inconsistent

answers to selected questions) and weight the data in order to ensure representability

How does Vinitrac® work?

Methodology
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▪ The data for this report was collected in the US 
in

▪ US Landscapes: Jul-15, Jul-16, Jul-17, Jul-
18 and Oct-18

▪ US SOLA: Jan-18 and Mar-19

▪ Data was gathered via Wine Intelligence’s 
Vinitrac® online survey:

▪ Respondents were screened to ensure that they 
drink wine at least once a month; drink red, 
white, rosé or blush wine; and buy wine in the 
off-premise or in the on-premise

▪ Invalid respondents (those who sped through 
the survey or gave inconsistent answers to 
selected questions) were removed before 
analysis

▪ The data is representative of US regular wine 
drinkers in terms of age, gender and US divisions

▪ The distribution of the sample is shown in the 
table:

Methodology: US

Source: Wine Intelligence, Vinitrac® US, Jul-15, Jul-16, Jul-17, Jan-18, Jul-18, Oct-18, 
Mar-19, n≥2,000 US regular wine drinkers

Jul-15 Jul-16 Jul-17 Jul-18 Oct-18 Jan-18 Mar-19

sample size 2,000 2,003 4,000 4,000 6,000 2,000 2,000

Male 51% 48% 48% 50% 50% 50% 50%

Female 49% 52% 52% 50% 50% 50% 50%

Total 100% 100% 100% 100% 100% 100% 100%

21-24 9% 8% 8% 8% 8% 8% 8%

25-34 24% 20% 21% 22% 22% 22% 22%

35-44 18% 13% 13% 14% 14% 14% 14%

45-54 19% 18% 18% 18% 18% 18% 18%

55-64 14% 18% 17% 18% 18% 18% 18%

65 and over 16% 22% 22% 21% 21% 21% 21%

Total 100% 100% 100% 100% 100% 100% 100%

New England 5% 6% 6% 6% 6% 6% 6%

Middle Atlantic 16% 16% 16% 14% 14% 14% 14%

East North Central 13% 13% 13% 13% 13% 13% 13%

West North Central 6% 6% 6% 4% 4% 4% 4%

South Atlantic 19% 19% 19% 20% 20% 20% 20%

East South Central 0.5% 4% 4% 5% 5% 5% 5%

West South Central 14% 9% 9% 11% 11% 11% 11%

Mountain 6% 7% 7% 6% 6% 6% 6%

Pacific 19% 20% 20% 21% 21% 21% 21%

Total 100% 100% 100% 100% 100% 100% 100%

Vinitrac® US SOLA

Gender

Age

Divisions

Vinitrac® US Landscapes
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▪ The data for this report was collected in the US in

▪ Canada Landscapes: Oct-14, Oct-17, Oct-18

▪ Canada SOLA: Oct-17 and Mar-19

▪ Data was gathered via Wine Intelligence’s Vinitrac® 
online survey:

▪ Respondents were screened to ensure that they drink 
wine at least once a month; drink red, white or rosé 
wine; and buy wine in the off-premise or in the on-
premise

▪ Invalid respondents (those who sped through the 
survey or gave inconsistent answers to selected 
questions) were removed before analysis

▪ The data is representative of Canadian regular wine 
drinkers in terms of age, gender and Canada provinces

▪ The distribution of the sample is shown in the table:

Methodology: Canada

Source: Wine Intelligence, Vinitrac® Canada, Oct-14, Oct-17, Oct-18, Mar-19, 
n≥1,000 Canadian regular wine drinkers

Oct-14 Oct-17 Oct-18 Oct '17 Mar '19

sample size 1,002 1,001 1,000 1,000 2,479

Male 50% 50% 50% 50% 50%

Female 50% 50% 50% 50% 50%

Total 100% 100% 100% 100% 100%

LDA-24 9% 9% 9% 9% 9%

25-34 19% 20% 20% 20% 20%

35-44 16% 22% 22% 22% 22%

45-54 19% 13% 13% 13% 13%

55-64 18% 18% 18% 18% 18%

65 and over 19% 18% 18% 18% 18%

Total 100% 100% 100% 100% 100%

Quebec 26% 25% 25% 25% 28%

Ontario 40% 39% 39% 39% 36%

West 28% 30% 30% 30% 30%

Other Provinces 6% 5% 5% 5% 6%

Total 100% 100% 100% 100% 100%

Gender

Age

Provinces

Vinitrac® Canada Landscapes Vinitrac® Canada SOLA
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▪ The data for this report was collected in the US in

▪ UK Landscapes: Jul-15, Jul-17, Mar & Jul-18 

▪ UK SOLA: Oct-17 and Mar-2019

▪ Data was gathered via Wine Intelligence’s Vinitrac® 
online survey:

▪ Respondents were screened to ensure that they 
drink wine at least once a month; drink red, white 
or rosé wine; and buy wine in the off-premise or in 
the on-premise

▪ Invalid respondents (those who sped through the 
survey or gave inconsistent answers to selected 
questions) were removed before analysis

▪ The data is representative of UK regular wine 
drinkers in terms of age, gender, region and income

▪ The distribution of the sample is shown in the table:

Methodology: UK

Source: Wine Intelligence, Vinitrac® UK, Jul-15, Jul-17, Mar and Jul-18, Oct-18, Mar-
19, n≥1,000 UK regular wine drinkers

Jul-15 Jul-17
Mar & Jul-

2018
Oct '17 Mar' 19

1,000 1,000 4,001 1000 1000

Male 45% 50% 49% 50% 48%

Female 55% 50% 51% 50% 52%

Total 100% 100% 100% 100% 100%

18-24 10% 7% 9% 7% 9%

25-34 15% 18% 16% 17% 16%

35-44 18% 18% 17% 19% 16%

45-54 18% 19% 17% 19% 16%

55-64 16% 16% 15% 16% 15%

65 and over 22% 22% 27% 22% 27%

Total 100% 100% 100% 100% 100%

North 26% 26% 21% 24% 21%

Midlands 17% 15% 17% 15% 17%

South East + East 21% 23% 23% 26% 23%

London 13% 14% 13% 13% 13%

South West 10% 9% 9% 8% 9%

Wales 5% 5% 5% 5% 5%

Scotland 8% 6% 9% 8% 9%

Northern Ireland 1% 1% 3% 1% 3%

Total 100% 100% 100% 100% 100%

Under £19,999 23% 11% 12% 11% 12%

£20,000 - £29,999 22% 17% 17% 17% 17%

£30,000 - £39,999 18% 19% 19% 19% 19%

£40,000- £59,999 12% 18% 12% 20% 19%

Over £60,000 25% 25% 30% 23% 23%

Prefer not to answer 0% 10% 11% 10% 10%

Total 100% 100% 100% 100% 100%

Region

Annual 

pre-tax 

household 

income

sample size

Vinitrac® UK Landscapes Vinitrac® UK SOLA

Gender

Age
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Research Methodology (Global SOLA)
Qualitative trade research

Trade interview methodology

▪ Trade interviews were conducted with experienced industry professionals in the following wine 
trade markets in 2018 & 2019

▪ The interviewees were members of the wine trade working in different roles: 

▪ 1 x Wine Promoter (Canada)

▪ 1 x Wine Distributor (UK)

▪ 1 x Agent and Brand Owner (UK)

▪ 1 x Brand Controller (UK)

▪ 1 x Restaurant Owner (UK)

▪ 1 x Master of Wine (US)

▪ 1 x Wine Producer (US)

▪ 1 x Wine Consultant (US)

▪ 1 x Wine Brand Owner (US)
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Trade interview methodology

▪ Trade interviews were conducted with experienced industry 
professionals in US wine trade in 2018 and 2019

▪ Interviews followed a pre-determined discussion guide, and 
covered overall market trends, opportunities for different wine 
styles, retail channels and pricing

▪ The interviewees were members of the wine trade working in 
different roles within the industry: 

▪ x 2 Masters of Wine

▪ x 2 Wine Retailer 

▪ x 1 Wine Brand Owner

▪ x 1 Wine Bar Owner

▪ x 1 Wine Producer

Focus group methodology

▪ 20 consumer interviews were conducted via phone or in person in 
2018

▪ The interviews lasted between 30 and 45 minutes and were done 
via phone or in person, covering general wine drinking and buying 
behavior and preferences, motivations and attitudes towards wine 
and purchase choice cues

▪ The 20 interviewees were US consumers grouped into distinct 
segments based on their answers to questions about their wine-
drinking behavior and their attitude towards wine: 

Research Methodology: US
Qualitative trade research
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Research Methodology: Canada
Vinitrac®

Trade interview methodology

▪ Five trade interviews were conducted with experienced industry 
professionals in the Canadian wine trade in February 2019

▪ Interviews followed a pre-determined discussion guide, and 
covered overall market trends, opportunities for different wine 
styles, retail channels and pricing

▪ The interviewees were members of the wine trade working as:

▪ 1x Wine Educator

▪ 1x Marketer

▪ 1x Wine Director

▪ 1x Wine Specialist

▪ 1x Wine Importer
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Research Methodology: UK
Qualitative trade research

Trade interview methodology

▪ Trade interviews were conducted with experienced industry 
professionals in 2018 and 2019

▪ The interviewees were members of the UK wine trade working in 
different roles:

▪ 1 x Wine Importer

▪ 1 x CEO at Ridgeview Wine Estate

▪ 1 x Wine Brand Owner

▪ 2 x Wine Distributor

▪ 1 x Wine Promoter

▪ 1 x Brand Controller

▪ 1 x Master of Wine

▪ 1 x Restaurant Owner

▪ 1 x Agent and Brand Owner

Focus group and interview methodology

▪ 3 respondents were interviewed individually or during a paired in-
depth consumer interview in July 2018 in the South East of 
London

▪ Each individual or paired in-depth consumer interview 
lasted 1 hour 30mins, covering general wine drinking and 
buying behavior and preferences, motivations and 
attitudes towards wine and purchase choice cues

▪ Three focus groups were conducted in June and July 2018 in 
London

▪ Each focus group discussion lasted 1 hour 30 mins, 
covering general wine drinking and buying behavior and 
preferences, motivations and attitudes towards wine and 
purchase choice cues
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US secondary sources
List of secondary sources used for wine type summaries

▪ https://www.ttb.gov/wine-resource-tool/section07-labeling/sub-section1/71040.htm

▪ https://ttb.gov/tax_audit/taxrates.shtml

▪ https://steadydrinker.com/articles/is-0-5-alcohol-free/

▪ http://winefolly.com/tutorial/non-alcoholic-wine/

▪ https://terowineusa.com/

▪ https://www.ttb.gov/wine-resource-tool/section07-labeling/sub-section1/71130.htm

▪ http://www.usda-eu.org/trade-with-the-eu/eu-import-rules/eu-labeling-requirements/organic-labeling-
requirements/

▪ https://www.organicconsumers.org/news/organic-wine-booming-across-us

▪ https://www.peta.org/about-peta/faq/is-wine-vegan/

▪ https://www.thekitchn.com/as-it-is-vegan-week-136676

▪ J. Goode and S. Harrop MW, Authentic Wine, Toward Natural and Sustainable Winemaking, 2011, University of 
California press

▪ http://fairtradeamerica.org/Fairtrade-Products/All

▪ http://www.waitrose.com/home/inspiration/about_waitrose/the_waitrose_way/fairtrade/fairtrade-wine.html

▪ http://www.snooth.com/wine/neu-direction-malbec-2005-4/

▪ https://www.fairtrade.org.uk/What-is-Fairtrade/What-Fairtrade-does

▪ https://www.carbonneutral.com/ 
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Canada secondary sources
List of secondary sources used for wine type summaries

▪ http://www.winesofcanada.com/organic_wines.html; https://choosecanadaorganic.ca/organic101/
▪ https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/animals-and-crops/organic-food-and-beverages/certification
▪ http://www.winesofcanada.com/organic_wines.html
▪ https://choosecanadaorganic.ca/organic101/
▪ https://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/animals-and-crops/organic-food-and-beverages/certification
▪ J. Goode and S. Harrop MW, Authentic Wine, Toward Natural and Sustainable Winemaking, 2011, University of California Press
▪ http://www.canadianvintners.com/sustainable-practices/
▪ Wine Intelligence, Vinitrac® Canada, March 2019 (n=2,479), Canadian regular wine drinkers
▪ http://www.canadianvintners.com/sustainable-practices/
▪ https://bcwgc.org/sustainable-winegrowing-british-columbia
▪ http://www.canadianvintners.com/sustainable-practices/southbrook-vineyards/
▪ http://www.canadianvintners.com/sustainable-practices/lacadie-vineyards

▪ https://hellolcbo.com/app/answers/detail/a_id/401/~/product-information%3A-wines-and-sulphites

▪ https://www.canada.ca/en/health-canada/services/food-nutrition/food-labelling/allergen-labelling/vintage-wine-application-enhanced-
allergen-regulations.html

▪ https://scoutmagazine.ca/2014/04/07/goods-bcs-first-low-sulphite-nitrogen-assisted-wine-is-released-by-summerhill/

▪ https://www.wineaustralia.com/news/articles/know-your-sulphite-limits 
https://hellolcbo.com/ci/fattach/get/131275/0/filename/Organic_Products_List_May_11th_2019.pdf

▪ https://www.fairtrade.org.uk/What-is-Fairtrade/What-Fairtrade-does;

▪ http://guide.fairtrade.ca

▪ http://www.canadianvintners.com/sustainable-practices/tinhorn-creek-vineyards/

▪ http://www.tinhorn.com/?method=pages.showPage&PageID=D8364D04-AB6B93646FE651D34ED0D81A&originalMarketingURL=Our-
Winery/Sustainability/Carbon

▪ https://winesvinesanalytics.com/news/article/67323/Winery-Goes-Carbon-Neutral

▪ http://www.inspection.gc.ca/food/requirements/labelling/industry/alcohol/eng/1392909001375/1392909133296?chap=0#c16

▪ https://hellolcbo.com/app/answers/detail/a_id/2135/~/low-alcohol-wine-at-lcbo



114

UK secondary sources
List of secondary sources used for wine type summaries

▪ https://www.fairtrade.org.uk/What-is-Fairtrade/What-Fairtrade-does

▪ https://food.coop.co.uk/food-ethics/people/fairtrade/product-stories/fairtrade-wine/
▪ https://www.cbi.eu/sites/default/files/market_information/researches/product-factsheet-organic-wine-europe-wine-2013.pdf
▪ https://www.vintageroots.co.uk/blog/guide-to-organic-wine/#what-to-look-for
▪ J. Goode and S. Harrop MW, Authentic Wine, Toward Natural and Sustainable Winemaking, 2011, University of California Press
▪ http://www.stophamvineyard.co.uk/sustainability.htm
▪ https://harpers.co.uk/news/fullstory.php/aid/25154/Sustainability_accreditation_in_the_works_for_UK_wine.html
▪ https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/763840/low-alcohol-descriptors-

guidance.pdf
▪ https://www.sulphitefreewine.co.uk/
▪ http://www.thenaturalwinesshop.co.uk/products.htm
▪ https://uk.ullowine.com/
▪ https://www.emexlondon.com/lanchester-group-the-worlds-first-carbon-negative-drinks-business
▪ https://www.beveragedaily.com/Article/2018/05/08/UK-consultation-for-low-and-no-alcohol-descriptors 

https://mindfuldrinkingfestival.com/about/
▪ https://winefolly.com/tutorial/non-alcoholic-wine/
▪ https://www.biodynamic.org.uk/biodynamic-viticulture-the-basics/ https://www.englishorganicwine.co.uk/pages/biodynamic-wine
▪ https://www.eater.com/wine/2016/12/1/13787000/vegan-wine
▪ https://www.peta.org/about-peta/faq/is-wine-vegan/
▪ http://veganwinesonline.co.uk/
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For more information about Wine Intelligence please contact us:

Wine Intelligence 
109 Maltings Place
169 Tower Bridge Road
London
SE1 3LJ

Telephone: +44 (0)20 7378 1277
Email: info@wineintelligence.com
Web: www.wineintelligence.com
Follow us: 

mailto:info@wineintelligence.com
http://www.wineintelligence.com/
https://www.instagram.com/wineintell/
https://www.linkedin.com/company/wine-intelligence/
https://twitter.com/WineIntell

