
New insights from Vinitrac® Global, 
the wine drinker omnibus survey
Here at Wine Intelligence we’ve been experimenting with some new ways of understanding how loyal 
consumers are to different countries of origin (source countries) when it comes to their wine choices. 
We used to measure this “loyalty” in a very simple way: we asked consumers to tell us which source 
countries they drank from in the past six months, and then to tell us which one country they drank from 
most frequently.

This was fine as far as it went. But we felt that the data wasn’t telling the full story. What about those 
consumers (and I count myself among them) who drink frequently from several different countries? Or 
those who have a very wide portfolio of source countries, but would only drink country x’s wines once 
or twice a year? 

Our solution was to ask consumers the obvious question: how many times did you drink wine from country x in the past 3 
months? We also asked the old questions, so we could compare the answers and identify any differences. The table below 
shows you what we found in the nine different consumer markets where we asked both usage questions (the old way) and 
frequency of consumption questions (the new way):
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Not surprisingly, the two sets of data have a lot in common – for instance, Australian wine is number one in Australia 
for both measures. However when you look at the table you will I’m sure detect some interesting contrasts between 
the data. In several consumption markets, Italy and Spain don’t tend to feature much as top source countries when it 
comes to usage; however those consumers that DO drink wine from these countries tend to do so frequently. By 
contrast, Australia is #1 in terms of usage penetration among UK and Swedish consumers, but doesn’t feature in the 
top 3 when it comes to frequency of consumption.

What does this all mean? It’s clear that both measures have a role in helping us understand consumer relationships 
with different countries of origin. More specifically, for those that do well in the “usage” measure, we can hypothesize 
that they are better at establishing some kind of relationship with consumers, be it through better distribution, or 
being seen as particularly appropriate for a certain occasion. For those countries doing well at the “frequency” 
measure, the suggestion would be that consumers are using them across a number of occasions, or perhaps that there 
is a correlation between frequent drinkers and buyers of wines from these countries. 

We will be running these questions again in our next wave of Vinitrac® Global, which goes live in mid March. If you’d 
like to see a data report, subscribe to another part of our standard question set, or ask your own questions in Vinitrac®, 
please get in touch. The deadline for questions is the 9th March 2009.

Richard Halstead
Chief Operating Officer
Wine Intelligence



The next wave of Vinitrac® 
Global, the wine drinker 
omnibus survey, goes live 
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Vinitrac® Global will be covering the 
following markets in March 2009:

Australia ǒBelgium ǒCanada ǒDenmark ǒ
Finland ǒFrance ǒGermany ǒIreland ǒJapan ǒ
Netherlands ǒNorway ǒSweden ǒSwitzerland ǒ
UK ǒUSA 

Deadline for questions: 9th March 2009

For further details visit us at 
www.wineintelligence.com
or call us on +44 (0)207 089 3890

http://www.wineintelligence.com/

