
2020 Wine Market Council 
Communications Study

September 2020

Prepared for:



Table of Contents
Page

Background/Objectives                                                                                                        2                                                                                                                  

Methodology                                                                                                                  3

Reader Notes                                                                                                                 4

Questionnaire Flow                                                                                                           6

Respondent Profile 8

Highlights and Insights 14

Detailed Findings 18

• Wine Category Involvement 19

• Wine Information Seeking Behavior 32

• What Wine Buyers Want To Know Before Buying Wine 38

• What Engaged Wine Buyers Always Want to Know About a Wine Before They Buy      46

• A note on wine aficionados and ratings bias 48

• A note on organic, sustainable and biodynamic wine information 58

• Most Important Information to Include on the Wine Label 59

• Wine Blogs/Apps/Social Media Usage 62



Background/Objectives
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v The wine industry is looking for ways it can communicate more effectively with consumers.  This study is 
designed to examine how wine consumers use information about wine prior to purchasing.  Specifically, it 
examines what types of information they look for, how they find it and what information is most important 
when purchasing wine.  The study will explore how this behavior varies by wine drinking frequency, 
degree of wine knowledge and category involvement, as well as by age and gender.

v The study includes the following metrics:
§ Self-described level of wine knowledge
§ Attitudes relating to level of wine interest, involvement, purchase confidence and experimentation
§ Frequency of seeking out available information to inform a wine purchase

• Occasions prompting an information search prior to purchase
§ Sources used to look up information prior to purchase (online, phone/tablet in store)
§ Specific information desired about a wine prior to purchase, including what should appear directly 

on the wine label

v The tabulated data is available for Wine Market Council members. 

(W30-2020-01)



Methodology

3

v Technique: Self-administered Online Survey

v Target: ¡ Adults, 21+
§ Consumes wine at least every two to three months 

v Sample Source: Purchased from Lucid, Inc. 

v Sample Distribution: Total U.S.  

v Sample Size/Quotas: Total: n=1,000 (982)*

§ Core Wine Drinkers: Drink wine once a week or more often (n=600)
§ Marginal Wine Drinkers:  Drink wine at least every 2-3 months and does 

not dislike wine  (n=400)
§ Age and gender quotas set for each group based on  incidence from the 

2019 Wine Market Council Segmentation study
§ In order to balance geographic representation, the data was weighted by 

census region, also based on incidence in the 2019 Segmentation Study  

v Survey Length: Average of 8 minutes

v Study Conducted: May 2020

(W30-2020-01)

_______________
*A total of 18 completed interviews were discarded due to quality issues, leaving a final sample size of 982.
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Important Reader Notes

v This study comprises a lot of data, which is often based to subsets or segments of consumers. There are a 
number of questions that were only asked to specific respondents, for example Core vs. Marginal consumers, 
or those who answered a preceding question in a certain way. Please read carefully, observing footnotes and 
subtitles, so you know which group of respondents are being discussed on any given page.  

v We recommend you keep your target market in mind, as there are sometimes major differences between 
various types of consumers. Some types of information are very important, but only to a small percent of wine 
consumers.

v This will be reiterated in the body of the report, but basic definitions used in the report include:
v Core wine consumers (drink wine once a week or more often).
v Marginal wine consumers (drink wine less than once a week but at least several times a year).
v High End wine consumers (purchase wine costing $20+/750ml at least monthly.
v High Knowledge or Low Knowledge refers to the respondent’s self assessed knowledge in Question #1 

of the survey “How would you characterize your current level of knowledge about wine?”.

v Reference is made to the 2019 WMC Segmentation study, also known as ORC or the “benchmark” survey. 
This is a biannual survey to measure the incidence rate, demographics, wine drinking and purchasing of 
American legal drinking age adults. The sample reflects census demographics. WMC members may access 
the Segmentation Study handbook at www.winemarketcouncil.com. 

http://www.winemarketcouncil.com/
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Important Reader Notes (continued)
v Statistically significant differences are reported at a 95% confidence level. At the 95% confidence level, the 

chances are 95 in 100 that survey results will not vary by more than plus or minus the percentage point 
ranges listed below, if all eligible respondents were interviewed and assuming a normal distribution of the 
sample:

v Totals may not add to 100% due to rounding or multiple responses. Statistically Significant differences are 
denoted in tables and charts as follows:

Between two groups: Between multiple groups: 
é = Significantly higher percentage G       = significantly more than other comparison groups

ê = Significantly lower percentage

v As always, the complete data tabs are available to Wine Market Council members. If you have a specific 
question about the data presented here, or mining the raw data, please contact Director of Research Christian 
Miller at cmiller@winemarketcouncil.com. 

Sample Size Margin of Error Range 

1,000 ± 1.9  – 3.1 percentage points 

600 ± 2.4 – 4.0 percentage points 

400 ± 2.9 – 4.9 percentage points 

200 ± 4.2 – 6.9 percentage points 

100 ± 5.9 – 9.8 percentage points 
 

mailto:cmiller@winemarketcouncil.com


6
(W30-2020-01)

1. Alcohol Consumption:  Respondents screened for Core, Marginal wine consumer qualifications
v Frequency (Beer, Wine, Spirits)
v Wine purchasing role in household
v Wine purchase price segment

2. Wine Attitudinal Statements:  Does not describe me – Describes me well

v Category interest, engagement
v Experimentation, risk avoidance
v Purchase confidence, reliance on others/experts

3. Wine Knowledge, Wine Information Seeking Behavior:
v Self-described level of wine knowledge 
v Frequency of seeking out wine information prior to purchase 
v Sources of information used prior to purchase (Online before shopping/phone in store; sites used)
v Difficulties/recent disappointments experienced when buying wine

Questionnaire Flow
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4.  Wine information that is important to know prior to purchase
v Importance of broad information category (asked of all respondents)
v Detailed wine information desired within broad category (asked only of Core wine consumers who 

always want to know that category of information before purchase)
v Marginal wine consumers, other Core wine consumers skipped to next section

5.  Most important information to include on wine label

6.  Wine blogs, apps, forums, influencers used/followed

7.  Demographic Questions

Questionnaire Flow (continued)
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Respondent Profile
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Respondent Profile
  Wine Drinking Frequency* 
 Total Core Marginal 

Sample (982) (582) (399) 
Gender**    
• Male 46% 48% 43% 
• Female 54 52 57 

Age    
• 21-29 16% 14% 19%é 
• 30-39 21 21 20 
• 40-49 18 18 18 
• 50-59 18 17 19 
• 60-69 18 20é 14 
• 70+ 10 11 9 

Education    
• High school or less 9% 7% 10% 
• Vocational, technical, associate degree 5 5 6 
• Some college, no degree 18 14 22é 
• College graduate 42 43 39 
• Postgrad work/degree 27 30é 23 

 *Core: Drinks wine once a week or more often; Marginal: Drinks wine every 2-3 months to once a month and likes wine 
**Don’t identify with either gender – 3 respondents 
 (W30-2020-01)

v The sample was divided between Core and Marginal wine drinkers, with wine drinking frequency, age and gender distribution 
based on incidence in the 2019 WMC Segmentation study, with one exception: a quota of 60% Core wine consumers and 40% 
Marginal wine consumers was imposed. The actual breakdown among adult wine drinkers would be closer to 52% Core and 48% 
Marginal.

v Consistent with the 2019 study, Core wine drinkers are somewhat more likely to be male and have a post-graduate degree than 
Marginal wine drinkers. However, significantly more respondents in this study have post-graduate degrees than the incidence in 
the 2019 Segmentation Study (30% vs. 19% for Cores; 23% vs. 14% for Marginals). Based on the results, this moderately biased 
the data in favor of greater interest in acquiring information. 
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Respondent Profile (continued)
  Wine Drinking Frequency* 
 Total Core Marginal 

Sample (982) (583) (399) 
Household Income    
• Under $50,000 24% 22% 26% 
• $50,000 – $99,999 41 40 41 
• $100,000 – $149,999 19 19 20 
• $150,000 – $199,999 8 9 8 
• $200,000 or more 8 10é 5 
Ethnicity    
• White/Caucasian (not Hispanic) 79% 83%é 75% 
• Hispanic 7 5 10é 
• Black/African American 7 7 7 
• Asian American 5 4 6 
• Mixed Race/Other 2 1 2 
Census Region    
• Northeast 20% 21% 20% 
• Midwest 20 20 20 
• South 37 37 37 
• West 23 23 24 

 (W30-2020-01)

v Core wine drinkers are also more likely than Marginals to have a household income over $200,000 per year, consistent with the
2019 Segmentation study.

v While wine drinkers are more likely to identify as White/Caucasian than the U.S. population overall, compared with the 2019 
Segmentation study, respondents identifying themselves as Hispanic or African American/Black are somewhat under-
represented.  In the 2019 study, 14% of Core and 12% of  Marginal wine drinkers identify as Hispanic (vs. 5% and 10% in this 
sample) and 14% each of Core and Marginal wine drinkers identify as African-American/Black (vs. 7% in this sample).



11

Drinking Frequency – Other Types of Alcoholic Beverages

(W30-2020-01)

v Core wine drinkers, defined as those who consume wine at least once a week or more often, are also significantly more likely to 
drink beer and spirits or cocktails weekly or more often than Marginal wine drinkers.  

v Core wine drinkers who also consume beer and spirits/cocktails weekly or more often are most typically male, and over-index in 
the 30-39 years old age group. 
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Wine Purchase Frequency (750ml Bottle) – by Price Point
(Base = Total Responding; n=982)

 
Monthly or 
More Often 

3-11 Times 
a Year Less Often Never 

Under $10.00 42% 21% 24% 13% 

$10.00 – $19.99 44 47 7 2 

$20.00 – $29.99 18 32 37 14 

$30.00 or more 10 19 36 35 
 

Green shading = Significantly more than other time periods 

(W30-2020-01)

v The most frequent purchases by far are of wine costing less then $20 (750 ml bottle). However, a substantial proportion (37%)
purchase wine under $10 infrequently or never.  
§ Half of the respondents purchase wine in the $20 or higher more price range three or more times a year, while 35% never 

purchase wine priced $30 or more.  Those who purchase wine costing $20 or more at least monthly are referred to in the 
report as High End consumers (see next page).

§ Significantly more Core wine drinkers than Marginal wine drinkers purchase wine at all price levels monthly or more often, 
including wine priced under $10.00 per bottle (53% vs. 26%) and between $10.00-$19.99 (55% vs 29%).
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Wine Purchase Frequency (750ml Bottle) – by High End Wine Buyers vs. All Others
(Base = Buys $20.00+ monthly or more often; n=215)

 Monthly or More Often Never 
 High End All Others High End All Others 

Sample (215) (767) (215) (767) 

Under $10.00 42% 42% 19% 12% 

$10.00 – $19.99 52 42 4 1 

$20.00 – $29.99 83 – 1 17 

$30.00 or more 48 – 6 44 
  

Green shading = Significantly more than other comparison groups 

(W30-2020-01)

High End Wine Buyers

v Though representing just 22% of total respondents, those who purchase wine costing $20.00 or more per bottle on a monthly+ 
basis also purchase wine at all price points more frequently than others, with the exception of bottles priced under $10.00. 

§ Nearly three-quarters of High End consumers in the sample are Core wine consumers (drink once a week or more often), 
but only 26% of all Core wine consumers are High End wine consumers.

§ These higher end wine buyers are significantly more likely to be male (65% vs. 35%), age 30-49 and have higher 
household incomes and a college or advanced degree. 
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Highlights and Insights
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The majority of wine drinkers want information on wine at least sometimes before making a decision, and 
information seeking is widespread. However, most need only a few types of information.  There is a significant 
minority  (primarily Core wine drinkers who are disproportionately knowledgeable and/or High End consumers) 
who want a large quantity and variety of information. [See pages 32-34]

The types of wine information that are often disseminated  by the wine industry – winemaking and grape growing 
details like oak aging, types of soil, pH or acid levels, type of fermentation - are of great interest to a small minority 
of wine consumers. The majority consistently seek only basic type and flavor information and are likely to 
sometimes want direct information aiding choice and usage, rather than production details. [See pages 37-55]

Unexpected or unwelcome flavor “surprises” (e.g. buying a wine they thought they would like and didn’t or 
thinking a wine was sweet when it was actually dry) happen to about 70% of consumers, with a strong skew 
towards younger drinkers. Neither wine knowledge nor seeking information before purchase appear to inoculate 
consumers against such surprises. In fact, those seeking/obtaining more information are MORE likely to report such 
experiences, although this may in part be due to simply their having more wine purchase occasions. It is clear from 
the high frequency of sweetness/dryness errors that wine labels in general are not conveying this key piece of 
information well. [See page 22]

It has often been posited that less frequent and less involved wine consumers need more information to help 
them with decisions. Currently, information is not working like that in the wine category. Lower frequency and 
involvement corresponds to less information gathering or interest in information. Acquisition of information does 
not correlate to fewer surprises or disappointments. The most intensive information usage is by the most involved, 
frequent and high spending consumers, for whom it may be a benefit in itself, rather than an aid to decision-
making.   [See pages 32, 39-43]
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Self-described wine knowledge also appears to be an independent variable, not strongly correlated with 
frequency of wine consumption. A surprisingly high number of Marginal wine consumers describe themselves as 
very or somewhat knowledgeable about wine. This implies that some Marginals have other reasons to not drink 
wine often, besides lack of interest or intimidation. It may also reflect wine’s position as an emblem of social status 
or economic success for some people. On the other hand, a substantial minority of Core wine consumers describe 
themselves as not very or not at all knowledgeable. This group echoes various segments found in other consumer 
research, such as many White Zinfandel drinkers, 5 Liter Box consumers and the Satisfied Sippers segment in 
Project Genome. High-knowledge Core and high-knowledge Marginal consumers are more similar to each other 
than Core high-knowledge and Core  low-knowledge consumers.  [See page 32]

Men are significantly more likely to describe themselves as very or somewhat knowledgeable, regardless of wine 
drinking frequency; women the reverse. Throughout the survey, there is a moderate but pervasive skew in male 
responses towards desiring more information and rating its importance higher, even when the information is 
obscure and not very useful. There is a small minority of highly involved wine consumers, who describe themselves 
as “very knowledgeable” and skew strongly towards 30-50 year old males, who declare nearly all types of 
information important, including items of very dubious usage. This group skews the importance ratings of certain 
types of information higher.  [See page 20]

Information-seeking is strongly correlated with level of education. Education also correlates positively with 
engagement with the category, willingness to try new wines and reduced confusion or fear over shopping and 
purchasing. [See pages 28, 33, 40]
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Age is another significant factor in the types and vehicles of information used. Older consumers are moderately 
less likely to seek information overall, and somewhat less interested in production details. Younger consumers are 
significantly more likely to use their phones or tablets to seek information and to use them in-store, as well as being 
more interested in alcohol content (important to 1/3 of under-40s), nutrition or ingredient information (important 
to 48% of under-40s) and organic or sustainable production (peaks in 30s-40s, 20s significantly lower). 

In general, those that rarely or never want to know information before they purchase a wine are those least 
knowledgeable about wine.  This is evidence that lack of wine knowledge seems to be related to lack of category 
involvement/engagement or interest, which is supported by some of the psychographic correlations in the study. It 
is unfortunate in the sense that in theory, this is the group that would find certain practical types of information 
most useful.

While this hypothesis was not tested directly in the survey, there is strong circumstantial evidence that 
information is of intrinsic value to high frequency, high involvement wine drinkers, rather than mainly an aid to 
choosing wines. In contrast, less involved (and often lower frequency) consumers have much less interest in 
information, not even as a solution to the “problem” of purchasing a wine. 

The types of consumers that look up information while physically in a store are somewhat different from those that 
look up information prior to going shopping. In addition, their sources and methods differ significantly. [See pages  
35-36]
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Detailed Findings
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Wine Category 
Involvement
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Self-described Wine Knowledge
(Base = Total Responding; n=982)
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Respondents were asked “How would you characterize your current level of knowledge about wine?”

v One in five wine drinkers surveyed describe themselves as “very knowledgeable” about wine and just over half (52%) say they are 
“somewhat knowledgeable.” 

v Frequency of drinking wine is not a good predictor of (claimed) wine knowledge. Nearly ¼ of Core wine drinkers are “low 
knowledge” and over half of Marginal wine drinkers at least “somewhat” knowledgeable (1/10th “high knowledge”).

v While most “very knowledgeable” respondents in the sample were Core wine drinkers (79% of them), 44% of those “not very” or 
“not at all” knowledgeable were also Core wine drinkers, suggesting that increased wine drinking frequency does not necessarily 
drive greater knowledge or engagement.

v Conversely, while a majority (56%) of low knowledge respondents were Marginal wine consumers, 51% of these less frequent 
consumers said they were somewhat knowledgeable and 11% claimed to be “very knowledgeable.”

é

é

High Knowledge

Low Knowledge
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There were some distinct demographic skews to the self-described knowledge responses:

v One in five wine drinkers surveyed describe themselves as “very knowledgeable” about wine and just over half (52%) say they are 
“somewhat knowledgeable.”  These are categorized as “high knowledge” respondents. Those claiming high levels of wine 
knowledge are significantly more likely to be male (3/4 of “very knowledgeable”). Nearly 2/3 of them are aged 30-49. 

v In contrast, 74% of those who chose ”not very” or “not at all” knowledgeable were female, and 60% were aged 50 or older. 

v Core “low knowledge” consumers skewed the oldest, with a mean age of 53 vs. 47 for Core high knowledge consumers, 44 for 
Marginal  high knowledge and 49 for Marginal low knowledge consumers.

There were also differences by knowledge level in where consumers seek information:

v “Very” knowledgeable consumers indexed higher for looking up information online before shopping, but lower for looking up 
information in-store while shopping. 

v “Somewhat” knowledgeable respondents looked up information online about as often as ”very knowledgeable” but were far more 
likely than the “very knowledgeable” to seek information in-store. 

v Low knowledge respondents indexed low for both activities, especially for looking up information before shopping. 

Self-described Wine Knowledge (continued)
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What are the most difficult things about choosing and buying wine? 
(Base = Total Responding; n=982)

(W30-2020-01)

v The vast majority of respondents (81%) can point to at least one difficulty when choosing or buying a wine.  Marginal wine drinkers 
especially cite “too many choices” (45%) or worry they won’t like what they buy (42%).
§ Those under age 30 are more likely than respondents in general to not know whether they will like the wine they choose 

(46% vs. 36% overall) or worry their guests won’t like their choice (40% vs. 30%).

v High End consumers are more likely than others to agree that the information on the wine label rarely helps them choose (35% vs. 
25%). This also holds true for those describing themselves as very knowledgeable about wine (35% vs. 23% of those not very/not 
at all knowledgeable).  
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Please indicate if any of the following things happened to you in the past 12 months
(Base = Total Responding; n=982)

(W30-2020-01)

Purchased a wine that . . .

v In addition to experiencing difficulty when buying or choosing wine, most respondents (70%) say they have been disappointed or 
surprised with at least one wine purchase in the last year, that can be traced to incorrect expectations based on information
received, or lack of information on flavor. This is equally true for both Core and Marginal wine drinkers (except for the perception 
that a supposedly dry wine was sweet), indicating that frequent wine consumption per se doesn’t lead to fewer disappointing 
purchases.

v Younger wine buyers, especially those under age 30, are most likely to have experienced multiple instances where a wine they 
thought they’d like didn’t end up meeting expectations.  Over half (53%) of those under 30 say they bought a wine in a flavor or style 
they thought they liked and didn’t, and just under half (47% ) bought a wine they expected to be sweet, but it was dry. Nearly 40% 
didn’t like a wine recommended to them and almost 30% bought wine based on information on the label and didn’t like it. 
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Disappointing Wine Purchase in Last Year
(Base = Total Responding; n=982)

(W30-2020-01)

Purchased a wine that . . .

v Surprisingly, those describing themselves as highly knowledgeable about wine (and who seek out information often before 
purchasing) also report being disappointed or surprised more than others, especially when purchasing a wine they expected to be 
sweet but turned out to be dry ( 44% vs. 29%) or a wine they expected to be dry but turned out to be sweet (32% vs. 19%).  At the 
very least, labels are not conveying this key piece of information very well.

v This is further evidence that wine drinking frequency, or feeling knowledgeable about wine, doesn’t lead to fewer disappointing 
purchases, especially where flavor is concerned. Yet conversely, the experience of a disappointing wine, or unexpected flavors, 
does not necessarily discourage Core wine drinkers from regular consumption. Other research has indicated that the context of the 
disappointment is important – whether it was a wine new to the consumer (or the consumer new to wine); the price, whether they 
disliked the taste as opposed to merely feeling it wasn’t a style they expected, and so on.
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Please rate how well each statement describes you using the 7-point scale below 
% Describes Me Well (Rated 6 or 7 on 7-pt Scale) – (Base = Total Responding; n=982)
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(W30-2020-01)

Attitudes Towards Wine

v About half of all respondents agree that the statements “I enjoy trying new wines whenever I can,” “I enjoy browsing the wine section 
in a store or online before choosing a wine to buy,” and “I am always interested in learning more about wine” describe them very well. 

v Not surprisingly, those who agree most with these statements are the group of wine drinkers who tend to describe themselves as 
highly knowledgeable about wine, say they always look for information about a wine before they buy it, and buy wine costing $20+
regularly.  This is also true for those in strong agreement with “wine really interests me,” and “I’m confident I’ll choose a wine I’ll like 
when shopping for wine.” 

v While agreement is somewhat lower overall (44%) for “I try to stick to wines I’ve had before and know I like,”  just over half of those 
with little wine knowledge, or who rarely look for wine information before they buy, strongly identify with this statement.  
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– % Describes Me Well (Rated 6 or 7 on 7-pt Scale) –
(Base = Total Responding; n=982)

v Looking at differences in attitudes between Core and Marginal wine drinkers, Cores (especially those with the most wine knowledge) 
are significantly more likely to agree with statements describing themselves as actively engaged and confident wine buyers. The 
biggest differences  between the two groups are for “Wine really interests me,” and “I am always interested in learning more about 
wine.” 

v Knowledge and upscale purchasing are associated with strong agreement (rating 6-7) with "like trying new wines whenever I can"  -
69% of “very knowledgeable” and 54% of “somewhat knowledgeable” vs. just 33% of low knowledge consumers.  And 2/3 of High End
consumers strongly agree vs. 55% of Core wine consumers and 45% of Marginal consumers.

v Nearly half of Marginal consumers strongly agree that they enjoy browsing the store for wine and trying new wines, despite their lower 
engagement and interest in learning. That said, an even larger proportion of Marginal consumers said they stuck to wines they know 
(see next page).
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– % Describes Me Well (Rated 6 or 7 on 7-pt Scale) –
(Base = Total Responding; n=982)

v While more Marginal wine drinkers than Cores agree they stick with wines they know or like, the differences between the two groups 
is not significant. 

§ In contrast, degree of wine knowledge and level of education are negatively associated with “sticking to wines one knows”; the 
higher the level, the lower the agreement with that statement. These two variables may also be proxies of appetite for risk or 
novelty. 

§ It is also possible that the most knowledgeable wine buyers are willing to take a risk on a wine they don’t know much about, 
while most wine purchases fall into this category for those with little wine knowledge.   Meanwhile, the larger group in the 
middle with moderate wine knowledge are less likely to experiment.

§ There are interesting variations by wine drinker type in worrying about making a poor choice. Those who call themselves “very
knowledgeable” and those with low knowledge are both more concerned than the “somewhat knowledgeable.” Worry over poor 
choices is correlated with more frequent information seeking (mean agreement of 3.6 for rarely/never, 4.0 for sometimes, 4.6 
for always/often).
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 Total 
High-End 
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Not Very/ 
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Always/ 
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Rarely/ 
Never 

Sample (982) (215) (767) (197) (506) (279) (347) (405) (230) 

When buying or choosing a 
wine, I worry about it 
being a poor choice or 
not liking it 

25% 36% 22% 36% 20% 27% 37% 21% 15% 

I rely a lot on 
recommendations from 
experts when buying 
wine 

 

29 47 24 49 24 24 50 21 12 
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v While Core consumers are roughly similar to Marginals in their worries about choosing. High End consumers are considerably more 
likely to be concerned (mean rating of 4.5 vs. 4.1 for the whole sample). Interestingly, High End consumers are also more likely to 
rely on wine experts when buying wine, as are those who describes themselves as highly knowledgeable about wine and those who
say they “always” or “often” seek out information about a wine before they buy it. 
§ As noted earlier, these wine buyers appear to be much more engaged in the category and therefore more invested in the 

buying process than the larger group of respondents who are just somewhat knowledgeable about wine. It is also possible 
that reading expert opinions is a reward in itself for these highly involved consumers; it is a measure of involvement , not a 
result of confusion or seeking help due to lack of knowledge.

Wine Attitudinal Statements
– % Describes Me Well (Rated 6 or 7 on 7-pt Scale) –

(Base = Total Responding; n=982)



(W30-2020-01) 29

Wine Attitudinal Statements 
– % Describes Me Well (Rated 6 or 7 on 7-pt Scale) –

(Base = Total Responding; n=982)

v Education level is consistently and positively correlated with confidence, engagement and interest in wine. 

v However, the reverse is not true – there was little statistical difference between education levels in worrying about making a poor 
choice, feeling overwhelmed by the choices, or rarely knowing much about a wine before buying it. Perhaps these are more a function 
of personality traits than demographics.

v Those who always look for information before they buy skew towards higher education:  36% have a post-grad degree vs. 24% of 
those who “sometimes” look for info and 19% for those who “rarely” do.  Education is even more strongly associated with self-
described wine knowledge:  47% of the “very knowledgeable” have a post-grad degree vs. 24% of those “somewhat knowledgeable” 
and 20% of those claiming  little or no knowledge.
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Strong (Positive) Correlations Between Statements

v There is a high, positive correlation between the various statements indicating high levels of category engagement; such as “wine 
really interests me,” with “I am always interested in learning more about wine” and “ I enjoy browsing the section before I buy,” as 
well as with experimentation, such as “I enjoy trying new wines whenever I can.”

v There is also a slightly lower, but still significant positive correlation between finding choices overwhelming when shopping, and 
worrying about making a poor choice, as well as with “I rarely know much about a wine before I buy it,” indicating that worrying about 
making a poor choice doesn’t necessarily lead to learning more about the particular wine.

§ Curiously, there is not a strong correlation between being overwhelmed and seeking out advice from experts, and a slight 
negative correlation between “overwhelmed” and wanting to learn more—further evidence that suggests being overwhelmed 
may lead to less engagement and a tendency to throw in the towel and grab something, rather than try to make an informed 
decision.

Wine really interests me

Correlation 
(R-squared)

I am always interested in learning more 
about wine

.695

I enjoy browsing the wine section before 
choosing a wine to buy

.566

I enjoy trying new wines whenever I can .530

I find the choices 
overwhelming when 
shopping for wine

Correlation 
(R-squared) 

When buying or choosing a wine, I worry 
about it being a poor choice or not liking 
it

.431

I rarely know much about a wine before I 
buy it

.429
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SURPRISING Weak Correlations Between Statements

v One would expect that worrying about making a poor wine purchase would strongly correlate with risk avoidance, such as sticking 
with familiar, or tried and true favorites when buying wine, and would have a strong negative correlation with the tendency to 
experiment, such as “I enjoy trying new wines whenever I can.” In fact, the correlations are modest at best.

v In addition, there is practically no statistical relationship between fear of a poor decision and trying new wines (rather than negative, 
as expected) and only a modest positive correlation with sticking to known wines. Instead, worry about making a poor decision is
more strongly correlated with “I rarely know much about a wine before I buy.”

When choosing a wine, I 
worry about it being a poor 

choice or not liking it

Correlation 
(R-squared)

I stick with wines I’ve had before and know I like .188

I enjoy trying new wines whenever I can .068

I rarely know much about a wine before I buy it .431
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Wine Information Seeking 
Behavior
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Seeks Out Information About Wine Before Purchase
(Base = Total Responding; n=982)
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(W30-2020-01)

v Most wine drinkers say they seek out wine information prior to purchase on at least some occasions, with the largest group (42%)
doing so “sometimes,” and 24% “often.”  This holds true among both Core and Marginal wine drinkers.  

v A small group (11%) of wine drinkers “always” seek out information before they buy, and the vast majority of them are self-
described “very” or “somewhat” knowledgeable wine drinkers, suggesting again that information seeking is driven by engagement, 
rather than purely a desire to avoid making a poor decision. They are also significantly more likely to be Core wine drinkers (64% 
vs. 36%), male (64% vs. 36%) and to purchase $20+ wine regularly. Over half (61%) are between the ages of 30 and 50. 
§ The wine drinkers who rarely (19%) or never (4%) seek out information before making a wine purchase are more likely to be 

female (2/3 of them), age 60 or older (42% of them) and characterize themselves as not very knowledgeable about wine. 

é



(W30-2020-01) 34

Wine Attitudinal Statements 
– % Describes Me Well (Rated 6 or 7 on 7-pt Scale) –

(Base = Total Responding; n=982)

v Education level is consistently and positively correlated with seeking out information on wine.

v Low knowledge consumers seek out information less often – 37% of Core wine consumers who described themselves  “not very” or 
“not at all” knowledgeable rarely or never seek information before a purchase. In contrast only 16-17% of “very” and “somewhat” 
knowledgeable consumers (Core or Marginal) rarely or never do. 
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Methods of Seeking Out Wine Information Prior to Purchase 

(W30-2020-01)

v Among those who look for wine information prior to purchase, nearly four in ten (38%) look online before shopping, about one in 
five (21%) use their phone or tablet when they are in the store. Three in ten (30%) do both. 

v Those who look up information online on a computer, tablet or phone before shopping are somewhat more likely to be Core wine 
drinkers (41% of Cores vs. 31% of Marginals),  male (45% vs. 29% female), and much more likely to be say they are “very” 
knowledgeable (62% vs. 32% for those somewhat knowledgeable) or to be High End consumers (51% vs. 32% all others). 

v Among those who look for info on their phones while shopping for wine, age appears to be the biggest discriminator.  Two-thirds 
of those using their phones in-store are 39 or younger (both male and female), with a moderate skew towards Marginal wine 
drinkers and those with a moderate or low level of wine knowledge. 
§ Those who do both (go online and also look up info on their phone) are similar to those who tend to go online before 

shopping. 
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Online Sources Used Prior to Purchase
(Base = Looks Up Wine Information Online At Least Sometimes Before Shopping; n=282)

Internet Search 50% 
Online Store / Retailer 32 
Wine Media Site (such as Wine 

Spectator) 
27 

Specific Winery Site 22 
Specific Wine Region Site 20 
Wine / Food Blog 20 
Wine Critic Blog 17 
Facebook 17 
YouTube 15 
Wine App 10 
Twitter 7 
Social Media Wine Influencer 7 
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v Among those going online for information at home (either on their computer, tablet or phone) before shopping for wine, just under 
six in ten (57%) consult a specific wine media, winery or region site, and about half (49%) do a general internet search. Nearly
four in ten (37%) go to social media (Facebook, YouTube, Twitter).  Just 11% use a wine app.
§ As noted earlier, males are more likely than females (45% vs. 29%) to go online prior to shopping either at a store or online

retailer. Though sample sizes here are very small, it appears those age 40 and older, and those least knowledgeable about 
wine, are more likely to do an internet search, while those under age 40, and those who purchase premium-priced wine 
regularly may be more likely to use to social media and/or use a wine app.

§ Very and somewhat knowledgeable consumers are most likely to go to wine/winery-related websites (62%), while less 
knowledgeable consumers are most likely use a general internet search (73%).
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Phone/Tablet Sources Used In-Store Prior to Purchase
(Base = Looks Up Wine Information At Least Sometimes On Phone While In Store; n=155)

Internet Search 58% 
Online Wine Store / Retailer 30 
Wine Media Site (such as Wine 

Spectator) 
20 

Wine App 19 
Wine / Food Blog 17 
Facebook 15 
Specific Winery Site 12 
Wine Critic Blog 12 
YouTube 10 
Instagram 11 
Specific Wine Region Site 8 
Social Media Wine Influencer 6 
Twitter 5 
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v Conducting a quick internet search appears to be the most popular way to access information while in-store shopping for wine 
(59%). About one-third or fewer in this group go to a social media site, a specific wine/winery/region site, a wine blog and/or wine 
app while shopping. Interestingly, when you break the general categories into specific sources, social media fragments while wine 
retailer sites rise to the second most popular source. Similarly, wine apps rise to 4th place.

v Sample sizes are too small to determine significant demographic differences between those accessing the different sources, but 
as noted earlier those seeking information on a phone or tablet in store tend to skew to younger wine buyers overall.  However, 
those who use a generic internet search in-store are more likely to be age 60 or older and less likely to be High End wine buyers, 
while those accessing social media skew to 49 years old or younger. 

58

35

34

30

25

19

0 25 50 75 100

Internet Search

Social Media
(Net)

Specific
Wine/Winery…

Online Wine
Store / Retailers

Wine Blog (Net)

Wine App

% Responding



(W30-2020-01) 38

What Wine Buyers in General 
Want to Know Before Buying Wine
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The importance of different types of wine information was asked in a two questions, structured as follows:
v First, all respondents were given a list of the broad information categories shown below (left column) and were asked to indicate 

for each one whether:
§ “I  always, sometimes, rarely or never want to know this information before I buy.” 

v Next, only Core wine drinkers who selected “I always want to know” for an information category were asked in a follow-up question 
to rate the importance of knowing more detailed information before they purchase as shown below.

Q7. In general, when buying wine at a retail store or online, how would you characterize your need to know the 
following types of information before making your purchase? (Asked for 10 different categories of information)

Always want to know
Sometimes want to know
Rarely want to know

Type of wine
How wine was made
Flavor or what it tastes like
Where wine was produced
Alcohol content 
Nutrition/Ingredients
Occasions/How to serve/Food 
pairing
Reviews/Awards
Information about Brand/Winery
How the grapes were grown

Skipped to Q9. 
(All Marginals also 

skipped to Q9) 

Core Wine Consumers Only – sent to Q8 Questions 
corresponding to the categories of information they “Always” 
wanted to know before purchasing.

Question 8 a-h    E.G. Q8a. Here is the information relating to the type of wine, or how the wine was made. How 
important is knowing this information before you purchase the wine? 

8a information types shown included specific grape variety, exact percent of each grape in blend, vintage date, time 
aged, and style of aging (barrels etc.). Respondents rated them on a scale of 1 (not at all important) to 7 (very important)

Q7. Answer Options

Broad Category of information
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Importance of Information Before Purchase, by Category (Base = Total Responding; n=982)
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Information Categories:   Asked Of All Respondents

There were three broad tiers of demand for categories of information prior to purchase.

v Most wine buyers say they “always” want to know the type of wine (78%) and the flavor or taste profile (69%). 

v Fewer “always” want to know where the wine was produced (42%) but including “sometimes” raises information interest to 85%. 
Alcohol content, occasions/usage information, reviews/awards and brand/winery categories have minorities “always” wanting to 
know but 75-79% at least sometimes want to know this information before purchasing.

v Interest wains for more objective and technical product information – growing or production practices and nutrition or ingredient 
information – with 1/3 or more “rarely” needing this information and less than 1/4 “always” wanting to know it.
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Information Categories:   Number of Information Categories that Respondents Wanted to Know

A table of frequencies for those checking “always”, “sometimes” or “rarely/never” wanting to know each category reveals some 
interesting points:

Ø A bit over 1/4 of respondents didn’t have to know any categories of information. Only 6% didn't mark at least one category of 
information "rarely or never needed.”

Ø 71% always wanted to know at least one category; 54%  always wanted to know at least 2 categories.

Ø Nearly half rarely or never needed 4 or more of the information categories.

Ø Only 5% always wanted to know 7 or more categories of information.

# of Information Categories

Measure - Count of people who checked:

Always want to know Sometimes want to know Rarely want to know
No Categories 28% 4% 6%

1 Category 17% 7% 9%
2 categories 15% 12% 20%
3 categories 12% 19% 18%
4 categories 11% 20% 15%
5 categories 7% 18% 11%
6 categories 4% 10% 9%
7 categories 3% 4% 6%
8 categories 1% 3% 3%
9 categories 0% 2% 2%

10 categories 1% 2% 2%
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I Always Want to Know This Information Before Purchase: Summary
(Base = Total Responding; n=982)
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v As noted, the majority of wine consumers always want to know the type of wine and flavor profile of a wine before purchasing but 
are satisfied with sometimes or occasionally knowing additional information, such as where the wine was produced or its alcohol 
content.  This is equally true for both Core and Marginal wine drinkers with two exceptions: Core wine drinkers are more likely than 
Marginal wine drinkers to always want to know where the wine is produced (47% vs. 34%) and how the wine was made (24% 
Cores vs. 17% of Marginals).

v Importance of information on occasions/usage, brand/winemaker, origin, grape growing, winemaking, reviews/awards, and 
nutritional/ingredient information were all strongly and positively correlated with level of education. However, there was no 
difference by education for wine type, percent alcohol or flavor information.

v Younger consumers, aged 21-39, are significantly more interested in the alcohol content (33% “always” vs. 11% for those 50+), 
and nutritional information (about 43% of those under age 50 always want this information vs. 26% of older buyers).



43

I Always Want to Know This Information Before Purchase: Summary
(Base = Total Responding; n=982)
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v There is smaller sub-set (between 16-29%) of wine drinkers who say they always want to know additional information such as 
alcohol content, appropriate serving occasions, reviews and ratings, brand or winery information, nutrition information and how the 
wine was made.  These consumers are most likely to fit the profile of those most knowledgeable about wine and who purchase 
premium wine regularly; typically male, Core wine drinkers, age 30-49, who tend to seek out information online most often before
they buy.

v High End consumers are much more likely than others to ”always” want to know about appropriate occasions, food pairings and 
other serving tips (42% vs. 25% for all others). This is intriguing because it suggests that : (a) ordinary consumers are not so
picky/concerned about these issues; and (b) since High End consumers mostly claim high knowledge and have solved this “issue”
many times for themselves, this type of information is of interest per se, rather than due to uncertainty.
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I Rarely or Never Want to Know This Information Before Purchase: Summary
(Base = Total Responding; n=982)

44

41

33

25

22

21

20

15

4

4

0 25 50 75 100

How grapes were grown (such as soil type, weather, Organic)

Nutritional information/Ingredients list

How wine was made (such as barrel aging / blend used)

Percent alcohol content

Reviews / Ratings / Awards

Occasions wine is appropriate for / How to serve / What to serve with it

Information about Brand or Winery/Winemaker

Where the wine was produced (country / region / location)

Type of wine (such as Red, White, Rose, Sparkling)

Flavor, or what it tastes l ike

% Responding

(W30-2020-01)

v Other than flavor, detailed types of information about the wine specifically (such as how the grapes were grown) fall more often 
into the category of “rarely” or “never” want to know before purchasing. Over four in ten (44%) of wine buyers say they rarely or 
never need to know details about how the grapes were grown or nutritional information (41%) or how the wine was made (33%). 

v Between 20-25% rarely or never need to know even more practical or general information about a wine such as reviews or ratings, 
appropriate serving occasions, or information about the brand or winery.
§ Respondents with education levels of just some college or none were significantly more likely to “rarely” want to know how 

grapes were grown or how the wine was made, origin, information about the winery or winemaker or reviews and medals. 
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I Rarely or Never Want to Know This Information Before Purchase: Summary
(Base = Total Responding; n=982)
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v Half of those who say they “rarely” or “never” want to know information in general before they purchase describe themselves as 
“not very” or “not at all” knowledgeable about wine. (20% of “somewhat” and 7% of “very” knowledgeable rarely or never want 
information pre-purchase)  These consumers are significantly more likely to be over age 50 (and especially age 60 and older) 
and/or female.  

v While it isn’t surprising that low knowledge wine drinkers rarely want to know detailed information about how the grapes were
grown or how the wine was made, they are also moderately less interested in more practical types of information such as 
reviews or ratings or serving tips, again suggesting that their lack of wine knowledge may be driven by low involvement in the 
category rather than less frequent wine consumption. 

v As measured by “rarely” wanting to know, lack of interest rises with age for most categories, with the majority of people aged 50+ 
disinterested in nutritional/ingredient information and how grapes were grown, and over1/3 of them for winemaking information. 
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What Engaged Core Wine Buyers Always 
Want to Know About a Wine Before They 

Buy



47
(W30-2020-01)

v As noted on page 39, only Core wine drinkers who indicated they “always” want to know one or more (such as flavor) of the 
categories of information below before buying were asked follow-up questions about the importance of more detailed information 
in that category (such as level of sweetness or dryness of the wine, wine body, detailed tasting notes, etc.). 
§ Because those answering each follow-up question represent just a subgroup of the total Core respondents (anywhere from 

40%-49% for a few categories, down to just 11%-18% for most), results for each category are shown both as a percentage of 
the total respondents answering (Cores, always want to know information) and also re-based to the total sample of Core 
wine drinkers to help provide context among the broader group of frequent wine drinkers.

IF you checked “always want to know” 
for these information categories...

...You were asked to rate the importance of the following types of information in that 
category (Core WINE DRINKERS ONLY)

Type of wine (such as Red, White)/How 
wine was made (such as barrel aging, 
blending of grapes used

Specific grape variety, percentage of each grape variety included, vintage date, length of time 
wine was aged at the winery, style of aging, such as barrel-aged, proportion of stems or seeds in 
the vat or barrel

Flavor, or what it tastes like Level of sweetness or dryness, wine body description (such as full-bodied, medium, light), 
detailed tasting notes, pH levels in the grapes used

Where wine was produced 
(country/region/location)

Country of origin (such as USA, France), specific region or state, appellations or sub-region, 
name or names of the vineyard

Alcohol content/Nutrition/Ingredients Nutrition content, list of ingredients used, percentage of alcohol in the wine

Occasions wine is appropriate for, or how to 
serve it, or what to serve with it

Aging potential or best time to consume, foods the wine would complement, temperature the wine 
should be served at

Reviews/Awards/Ratings Ratings or reviews form a wine critic/expert, reviews on wine apps or social media, awards, 
customer reviews on retail sites or in store, recommendations from retail staff

Information about Brand/Winery/Winemaker Origin story of the wine/winery or its history, whether the winery uses its own vineyards to make 
the wine, personal stories or biographies about the wine

How grapes were grown (such as type of 
soil, harvest weather, Organic)

Grapes from single/multiple vineyards, type of soil, elevation of vineyard, vineyard climate, how 
grapes are grown (organic, sustainable, biodynamic)
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A Note About “Red Herring” Statements, Importance Rating Bias and the “Wine Geek” segment

v There were two pieces of wine information that were included as “red herrings” - items that very few (if any) wine drinkers 
would likely rate as crucial to know before they buy a wine. One statement, “the proportion of stems or seeds in the vat or barrel” 
was included in the category of information regarding how the wine was made, and the other statement, “the pH level of the 
grapes used” was included with the information on flavor, or how the wine tastes. It is almost a certainty that the vast majority of 
wine consumers, perhaps even a significant proportion of those in the trade, would not be able to explain the effect of the actual % 
of stems or seeds in the vat or barrel on flavor. Grape pH levels are generally discussed by only the most ardent and involved of 
wine consumers.

v Not surprisingly, both statements received the lowest ratings in their categories. Yet about one-quarter of the Core wine 
drinkers who saw these information options rated them as very important to know (rating of 6-7 on 7 point scale).  This 
translates to 17% of all Core consumers for pH and 6% for stems/seeds. The mean rating for pH was 4.2 and for stems/seeds was
3.6, fairly close to the midpoint. Furthermore, the mean rating for all information categories was over 5.0, in several of the 
categories close to 6.0. 

v There is a general upward bias in the importance ratings of some sub-categories or types of information (such as pH, 
organic grapes, food pairings, etc.). This could result from a combination of less interested respondents dropping out  of the survey 
(a small but surely skewed number); the fact that only Core wine consumers were passed on to the specific information type 
questions; and the fact that only those who “always” wanted to know a category of information were routed to the specific 
information questions. It is impossible to quantify the impact of these biases, but we recommend that:

• Readers mentally discount the actual number ratings for the following section of information types;
• When comparing relative importance between information types, use the index numbers in the chart on the following 

page.

v The importance ratings of the “proportion of stems and seeds” and the “pH level of the grapes” were skewed 
significantly upwards by a small group of respondents who describe themselves as very knowledgeable about wine, buy 
High End wine regularly, are predominantly male and aged 30-49. This group also mildly inflated the importance ratings of other 
information types. It is difficult to tell if they are exaggerating their need for all types of wine information prior to purchase or not, 
but it is certainly possible given their high ratings for all types of wine information, some of which is of dubious usage.



49

Most Important Detailed Information Prior to Purchase*- SUMMARY
(Base = Core Wine Drinkers, Always Want Info Before Purchase,  Re-based to Total Cores n=583)

  

Mean 
(Indexed to 

Average Overall 
Rating, Avg=100) 

Specific grape variety (such as Chardonnay, Cabernet, Pinot Noir, Moscato) 59% 127 
Level of sweetness or dryness 54 115 
Wine body description (such as full-bodied, medium, light) 40 104 
Origin of country producing wine (such as USA, Italy, France) 37 108 
Detailed tasting notes about the aroma, taste, acidity, structure, texture, balance 37 102 
Vintage date, or year grapes were harvested 34 105 
Specific region or state within the country 33 102 
Length of time the wine was aged at the winery 31 101 
Style of aging, such as barrel-aged 26 101 
Food the wines would complement 24 104 
Customer reviews on retail sites or in store  21 103 
Ratings or reviews from wine experts 21 101 
Reviews from retail staff 20 102 
Percentage of alcohol in the wine 17 103 
Whether the winery uses its own vineyards to make the wine 18 105 
Origin story of the wine or winery, or its history 16 104 
List of ingredients used to make the wine 16 101 
Grapes are from a single or multiple vineyards 11 105 
How the grapes were grown, such as organic, sustainably, biodynamic 11 103 

 (W30-2020-01)

v This summary chart lists each individual type of information, re-based to the total sample of Core wine drinkers.  In 
addition, the mean importance rating of all information types was calculated and then used to create an index score for each 
individual type of information. This gives a “big picture” look of how many Core consumers see the specific type of information as 
important for purchasing decisions (% number), and the relative importance of each type (Mean Index).

*Sample size varies by information category

% Rating 
6-7 on 7-
pt Scale
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Importance of Specific Information Relating To: Type of Wine/How Wine Was Made
– % Very Important (Rated 6, 7 on 7-pt Scale) –
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Vintage date, or the year the grapes were
harvested

Length of time the wine was aged at the winery

Style of aging, such as barrel-aged

The exact amount or percentage of each grape
variety included, if more than one type

Proportion of stems or seeds in the vat or barrel

% Responding

(W30-2020-01)

v As shown earlier, 78% of all respondents say they always want to know the type of wine (such as Red, White, Rose, Sparkling) 
before they buy, and just 22% always want to know information about how the wine as made, such as aging and grape blend used.
§ The graph (left) shows what percent of all Core wine drinkers rated this information very important. The table on the right

shows the percentages for Core wine drinkers who “always” wanted to know this category of information, High End 
consumers among them, and “very knowledgeable” consumers among them. 

v Interest in all facets of production except variety increased significantly with level of education. 

(Base = Total Core wine drinker respondents, n=583)

REBASED TO...

Cores who
“Always”
Want this 
Info (488)

High End
Buyer
(130)

Very
Knowledgeable

(121)

70% 77% 72%

40 62 65

37 61 69

31 53 57

29 46 53

24 44 56

Information Categories: Type of Wine & How Wine was Made (Core consumers only)



51

Importance of Information Relating To: The Flavor, or How the Wine Tastes
– % Very Important (Rated 6, 7 on 7-pt Scale) –
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% Responding

(W30-2020-01)

v After type of wine, the most desired information is flavor or how the wine tastes, which 69% of all respondents want to know 
before they buy, as noted earlier.   

v Of the more detailed information in this category, 79% of the Core wine buyers answering this follow-up question series want to 
know the specific level of sweetness or dryness of the wine (which translates to 54% of all Core wine drinkers) and over half
always want a description of the wine body (full, medium or light) or detailed tasting notes such as aroma, acidity, structure, etc.

§ About one-quarter (27 %) say it is very important for them to know the pH level of the grapes used, another “red herring” 
question.

REBASED TO...

Cores who
“Always”

Want this Info)
(397)

High End
Buyer
(118)

Very
Knowledgeable

(96)

79% 80% 74%

59 67 68

54 66 68

27 48 58

Information Category: Flavor or How the Wine Tastes (Core consumers only)

(Base = Total Core wine drinker respondents, n=583)
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Importance of Information Relating To: 
Where the Grapes Were Grown and Wine Produced

– % Very Important (Rated 6, 7 on 7-pt Scale) –
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Appellation or sub-region (such as Chianti
Classico or Napa Valley)

Name or names of vineyard

% Responding
(W30-2020-01)

v As noted earlier, 42% of all respondents always want to know where the wine was produced before they buy. 

v Among Core wine drinkers who “always” want to know this information before they purchase a wine, the specific country of 
origin (79%) and the specific region or state (70%) are the most important specific information in this category. 

§ The sub-set of Core wine buyers who are High End buyers and those most knowledgeable about wine are significantly 
more likely to rate knowing the vineyard name as very important (48% and 58% vs. 27%).

§ For these non-High End Core wine buyers, interest in geography drops significantly in a linear fashion;  the smaller and 
more precise the source, the less important it is. 

REBASED TO...
Cores who

“Always”
Want this Info

(274)

High End
Buyer
(102)

Very
Knowledgeable

(95)

79% 73% 76%

70 69 71

58 65 66

50 64 62

Information Category: Origin & Geography (Core consumers only)

(Base = Total Core wine drinker respondents, n=583)
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Importance of Information Relating To: Occasions Wine is Appropriate For
– % Very Important (Rated 6, 7 on 7-pt Scale) –
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(W30-2020-01)

v Just 29% of all respondents always want to know information before they buy relating to occasions the wine is appropriate for, 
how to serve it, or what to serve with it, as noted earlier.
§ While this information was critical to a minority of wine consumers as a whole, a substantial majority of the 30% of Core 

wine consumers who DO need to know it think it is “very important.”

REBASED TO...

Cores who
“Always”

Want this Info
(178)

High End
Buyer

(73)

Very
Knowledgeable

(70)

83% 88% 78%

72 80 70

68 78 74

Information Category: Occasions and Usage (Core consumers only)

(Base = Total Core wine drinker respondents, n=583)
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Importance of Information Relating To: Reviews, Awards or Ratings 
The Wine Has Received

– % Very Important (Rated 6, 7 on 7-pt Scale) –
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(W30-2020-01)

v Just under three in ten (28%) of all respondents always want to know information relating to any reviews, awards or ratings the 
wine has received before they buy it.
§ As with serving recommendations, while a modest minority rate this information critical, about two-thirds of those say each 

of the sources listed is “very important” to them, with the exception of social media rated “very important” to know by 59%.

v Core wine drinkers asked about these types of specific information don’t appear to view one as more important than another, with
one exception:  High End wine buyers and those most knowledgeable about wine are significantly more likely to rate reviews on
wine apps or social media as very important compared with the larger group of Core wine drinkers who always want this 
information. 

REBASED TO...
Cores who

“Always”
Want this Info

(178)

High End
Buyer

(76)

Very
Knowledgeable

(70)

70% 71% 70%

69 68 66

69 71 69

64 69 67

59 72 70

Information Category: Reviews and Awards (Core consumers only)

(Base = Total Core wine drinker respondents, n=583)
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Importance of Information Relating To: Brand or Winery
– Very Important (Rated 6, 7 on 7-pt Scale) –
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Origin story of the wine or winery, or its history

Personal stories or biographies about the
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(W30-2020-01)

v Just under three in ten (28%) of all respondents also say they always want to know information about the brand or winery before 
they buy a wine.

v Among the Core wine drinkers who wanted more specific information in this category, 60% say it’s important to know whether the 
winery uses its own vineyards or uses other grapes to make the wine, which translates to just 18% of Core wine drinkers overall.
High End buyers are significantly more likely to rate this as very important to know, as well as specific information about the 
winery’s history than the larger group of Cores. 
§ High End buyers and especially those most knowledgeable about wine are also more likely to rate knowing personal stories 

about the winemaker or owner as very important before buying. 

REBASED TO...
Cores who

“Always”
Want this Info

(173)

High End
Buyer

(75)

Very
Knowledgeable

(87)

60% 77% 69%

54 68 63

43 53 57

Information Category: Details on Winery or Brand (Core consumers only) 

(Base = Total Core wine drinker respondents, n=583)
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Importance of Information Relating To: Nutrition Information/Ingredients
– Very Important (Rated 6, 7 on 7-pt Scale) –

17

16

15

14

0 25 50 75 100

Percent of alcohol in wine

List of ingredients used to make the
wine

Nutrition content of the wine

Organically produced

% Responding

(W30-2020-01)

v Only about one-fifth (21%)  of all respondents say they always want to know nutritional information or ingredients used to make
the wine as noted earlier.  

v Almost three-quarters (74%) and about two-thirds of the Core wine drinkers asked to rate the importance of more detailed 
information say the percent alcohol content is crucial to know, and about two-thirds say the ingredients used to make the wine, 
and nutrition content is important to know.
§ This is similar for High End and Very Knowledgeable Cores as well.
§ Interest in ingredients, nutrition information and organic production or grapes increased moderately with level of education.

REBASED TO...

Cores who
“Always”

Want this Info)
(133)

High End
Buyer

(58)

Very
Knowledgeable

(65)

74% 71% 74%

68 70 71

66 64 68

61 69 70

Information Category: Nutrition and Ingredients (Core consumers only)

(Base = Total Core wine drinker respondents, n=583)
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Importance of Information Relating To: Wine/Grape Growing Conditions
– Very Important (Rated 6, 7 on 7-pt Scale) –
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(W30-2020-01)

v Very few respondents overall (16%) say knowing specific information related to the wine or grape growing conditions is important
to know before they purchase a wine.

v Among the small group of Core wine drinkers asked about the importance of more specific information, about six in ten say how
the grapes are grown, whether the grapes are from a single or multiple vineyards, and vineyard climate information is critical to 
know.  Least important is the elevation of the vineyard, although 60% of the “very knowledgeable” Core wine buyers say it’s very
important.

v Interest in all facets for grape growing rose significantly with the level of education.

REBASED TO...

Cores who
“Always”

Want this Info
(107)

High End
Buyer

(54)

Very
Knowledgeable

(61)

62% 67% 67%

61 67 72

58 60 67

54 58 58

46 50 60

Information Category: How Grapes were Grown (Core consumers only)

(Base = Total Core wine drinker respondents, n=583)
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A Note About Organic Wines & Grapes, Sustainability and Biodynamics
v Information on whether the wines or grapes were produced in any of these manners was available for rating in two different 

categories: “ Alcohol content/Nutrition/Ingredients” and “How grapes were grown (such as type of soil, harvest weather, organic)”. 
There was only a small proportion of respondents who answered and rated the importance of both.

v A total of 240 respondents (41% of all Core wine drinking respondents) said that they “always” wanted to know either or both 
Alcohol content/Nutrition/Ingredients or How Grapes Were Grown. One fifth (N=49) of those said both; roughly even numbers said 
they “always” wanted to know one or the other of the two categories . However, note that in this first, category-level question (Q7), 
only the category “How Grapes Were Grown” mentioned organics specifically. In the Alcohol content/Nutrition/Ingredients question, 
respondents only saw “organic” etc. after they had stated they “always” wanted to know nutrition/alcohol/ingredient information. 

RESULTS:
v Q8f. Here is information relating to the growing conditions where the wine was made. How important is knowing this information 

before you purchase the wine?  % rating 6,7:
• Grapes from a single vineyard 60%
• Type of soil the grapes are grown in  54%
• Elevation of the vineyard  46%
• Info on climate/growing season 58%
• How the grapes are grown, such as organic, sustainable, biodynamic  66%

v Q8g. Here is information relating to the nutrition content of the wine or ingredients used in making the wine. How important is 
knowing this information before you purchase the wine?  % rating 6,7:
• Nutrition content of the wine 67%
• List of ingredients used   68%
• Percentage of alcohol 74%
• Organically produced or made from organic grapes  61%

v In total, 63% of both questions rated organic or sustainable or biodynamic production as very important (6-7 on 7 point 
scale). This means that 21% of all Core wine drinkers rated such “green” production very important information.
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Most Important Information to 
Include on the Wine Label
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Most Important Information to Include On Wine Label
(Base = Always Wants to Know Information; n=923)

 
Most 

Important In Top 3 In Top 5 

Type of wine (such as red, white, rosé, sparkling) 45% 72% 79% 
Flavor / What it tastes like 21 61 70 
Percent alcohol content 8 25 34 
Where wine was produced (country / region / location) 7 30 40 
Reviews / Ratings / Awards 4 16 25 
Appropriate occasions / Serving suggestions / Food pairings 4 14 25 
Information about brand / winery / winemaker 4 13 23 
Nutritional content / Ingredient list 4 12 19 
How wine was made (aging, grape blend) 2 10 18 
How grapes were grown (soil, weather, organic) 2 7 13 

 

(W30-2020-01)

v Respondents were asked to rank the top five categories of information they wanted to see on a wine’s label. There is considerable 
agreement among respondents that the type of wine should be included directly on the wine label, along with a description of flavor 
or taste profile.  Beyond that, priorities are less clear.  Four in ten respondents (40%) put where the wine was produced in their top 
five most important types of label information, and just over one-third (34%) would like to see the percentage of alcohol called out.
§ Though including the type of wine (red, white, sparkling) is ranked most important overall, it is significantly more important to 

females, older wine drinkers (60+), and those somewhat or not very knowledgeable about wine. This is also true for flavor, or
taste description. 

§ After type of wine and flavor, including the alcohol content on the label is most important to those under age 30, while where 
the wine is produced and appropriate serving occasions are most important to males, Core wine drinkers, High End wine 
buyers, and those most knowledgeable about wine.  
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Most Important Information to Include On Wine Label. 
(Base = Always Wants to Know Information*)

 – Ranked Top 5  Most Important– 

 Total Core Marginal 
High-End 

Buyer 
Very 

Knowledgeable 

Type of wine (such as red, white, rosé, sparkling) 79% 79% 79% 64% 57% 
Flavor / What it tastes like 70 68 72 68 60 
Where wine was produced (country / region / location) 40 45é 32 55 53 
Percent Alcohol Content 34 37 31 41 41 
Reviews / Ratings / Awards 25 25 24 35 36 
Appropriate occasions / Serving suggestions / Food pairings 25 26 22 31 34 
Information about brand / winery / winemaker 23 24 22 37 48 
Nutritional content / Ingredient list 19 21 15 31 39 
How wine was made (aging, grape blend) 18 20 15 33 38 
How grapes were grown (soil, weather, organic) 13 15 11 27 33 

 
*Sample size varies by information type

(W30-2020-01)

v It appears that including information on the label about wine type, flavor and to a lesser extent alcohol content and where the wine 
was produced satisfies the majority of both Core and Marginal wine drinkers. More detailed information such as information about
appropriate serving occasions, the brand/winery, nutrition content, awards/reviews, how the wine was made and/or how the grapes 
are grown is desired by the much smaller group of highly knowledgeable wine drinkers, who as noted are high information seekers 
who are more likely to rely on other sources than the wine label when choosing a wine. 

§ Interestingly, there is no real difference between Core and Marginal wine drinkers in how they prioritize the information they 
believe should be included a wine label, with one exception:  fewer Marginal consumers put “where the wine was produced” in 
their top five.  
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Wine Blogs/Apps/Social 
Media Usage
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Wine Blogs, Chat Boards/Forums, & Wine Apps Used – Aided 
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NONE OF THESE
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(W30-2020-01)

v When provided with a list of the most widely available wine blogs and apps, 39% of respondents overall say they haven’t read or used any of them 
(33% of Cores vs. 49% of Marginal wine drinkers).  Among those who do follow a blog or use wine apps, most respondents checked only one or two. 

§ Those who haven’t used any on the list are nearly twice as likely to be Marginal wine drinkers and/or female. Half of those aged 60 or older also 
fell into this group, as of course did a large majority of low knowledge consumers. 

v The two blogs with the highest penetration are Wine Enthusiast (33% have read before) and Wine Spectator (30%). Usage of these is somewhat 
higher (about 40-46%) among Core, highly knowledgeable, high information seeking, premium wine buyers who as previously noted tend to most likely 
be male, and for these publications, age 40 plus.

v Usage of Wine Searcher and Vivino, while lower overall, appeals most to a significantly younger segment (age 30 or younger) of the highly 
knowledgeable group described above. Reading of all sources of information increased significantly with the level of education, with the largest 
increases seen for Wine Spectator, NY Times, Wine Berserkers, and Jamie Goode. 

High End
Buyer
(215)

Very
Knowledgeable

(197)
40% 46%
41 52
28 39
28 28
31 33
19 26
24 23
22 29
16 19
18 19
19 21
13 18
15 19
16 7

(Base = Total Responding; n=982)

NOTE: response percentages may seem high, but remember the question encompassed 
everything from daily usage to past usage to a recent onetime visit.
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Yes
20%No

80%

Is there a specific individual (or individuals) you follow 
online or via social media because you find them to be 

particularly helpful or trustworthy about wine? 
(Base = Total Responding; n=982)

 % Mentions 

Facebook (general groups) 7% 
Family/Friends 5 
Wine Expert (unspecified) 4 
Instagram (unspecified) 4 
Twitter 3 
JancisRobinson.com 2 
Wine Spectator 2 
Wine Enthusiast 2 
Vivino 2 
Gallo 2 
All others 1% or fewer  

 

 

(W30-2020-01)

Wine Influencers Followed on Social Media – UNAIDED 
(Open-end Text Box)

(Base = Follows Wine Influencer; n=197)

v Only 1/5th of the respondents say they follow a specific individual or influencer on social media.  It appears that private Facebook 
groups and family and friends are more influential than any individual commercial social media influencer, suggesting any loyalty to 
a commercial social influencer is also highly fragmented.

v The small group of wine drinkers who follow someone on social media fit the same profile of those using Wine Searcher and Vivino;  
skewing male, high knowledge, high information seeking, under the age of 50. Those 30 or younger indexed especially high. 
§ This suggests that social media may be the primary vehicle younger enthusiasts use to connect with their interest in wine, in

the way their older counterparts do with more traditional media such as magazines or books.

% who say Yes
Among High End Buyers         49%
Among “Very Knowledgeable” 53%


