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How to reach the potential next 8.9 million wine consumers:

New ways of engaging next generation wine drinkers

Generation Y: why?

Wine marketers often dismiss undess as a fickle, Twittering, hatd-reach audience with little

interest in wine appreation. But Wine Intelligence research shows that such attitudes are misguided
and shortsighted as Graham HolteiPublishing Director of Wine Intelligence reports from the Wine
LYyGStftAaSyOS aSYAYINI G GKS [L2C Qnago

Call them millennials, Generation Y or the Trophy Generation ¢ whatever their collective name, younger
drinkers hold the key to the future success of the wine industry.

But before this generation of twentysomethings (not to mention those in their late teens and early 30s)
can be effectively targeted, they need to be understood. In a fast-changing world where old certainties
are breaking down, this is not quite as simple as it might appear.

In the UK, there are 8.9 million consumers who are currently aged between 15 and 25 years old. As a
group, they are famously fond of communicating ¢ blogging, social networking and Twitter are
important elements of their leisure time and working lives. Studies have revealed that they crave
attention and praise, and are reluctant to conform to nine-to-five norms in the workplace. Interestingly,
they get on better with their parents than previous generations.

The good news for wine marketers is that Generation Y has grown up with wine, and engaged with it
earlier than have previous generations. But there are challenges: many younger drinkers still find wine
perplexing and intimidating; and they demand a different sort of relationship with the brands they let
into their lives.
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Consumer drawing from Focus group, Generation Treater (Male) April 2009
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telling as many people as possible, especially if it comes from a big company. They like to have a true
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drinkers is how they perceive different stylesofwine.a hyS 2F (KS
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beverages. White wine has an upbeat image and positive associations.
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Source: Wine Intelligence focus groups, April 2009

WSR 6AyS Aa aSSy Fa Y2NB az2LKAaGAOFGISR® LIQa Ayl
red, white and rosé in your brand umbrella, should they be positioned together or differentf @ K ¢ KS & QNB
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serious

Red wine is more sophisticated, more
Female, Price Sensitive Youngsters
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I think a lot of blokes on a date would
say lets get a bottle of red and it
. . . looks more sophisticated
Source: Wine Intelligence foswgroups, April 2009 Male, Price Sensitive Youngsters
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groups within Generation Y. These are the Generation Treaters: typically young professionals who drink

wine several times a week and who are adventurous in their tastes; and Risk-averse Youngsters,

generally on lower incomes, who drink wine maybe once a week.

Relative importance of UK Portraits - Total wine industry value| *%
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Source: Wine Intelligence, Vinitrac ®UK, Mar-Apr 2009, n=3,059 UK regular wine drinkers
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Generation Treaters account for 7% of the UK wine drinking population, but 15% of the spend, making

them the most profitable segment of the market. & . dzii S @ S ythe @hradd efvicoBrivent is still
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66% of Generation Treaters
typically have 6 or less bottles
of wine at home

69% of Rise-averse Youngsters
typically have 3 or less bottles
of wine at home

In the digital age, communicating with Generation Y means that traditional media can almost be

bypassed. Halstead highlights peer-to-peer communication as an important way of sharing information,
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Facebook have a role to play.

LYRSSR 2AyS LyGSt t pageSnfadddddkic se?up § away df qidng sorhefingfght

into social networkinggy 2 6 KlF & | fY2ad cn3nnol &rSRDHES NBEISE H0IaRT NB
G2 KFd FLaoayldsa YS A&aY 6Ke KI@S pyscmp LIBS2LES O
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perceived wine elite.
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2 Xy S Ly G SterfiefvsvEhgdaiRy& Eonsumgrs, one respondent doubts that critics would

waste their words on the £4.99 wines she drinks; another questions the impartiality of such wine

reviews. Could suppliers perhaps make use of Twitter? The research sounds a note of caution.&d L  R2 y Qi
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truth and authenticity again.
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But Generation Y does buy into many aspects of wine which would be recognised by the rest of the

population. Younger consumers find wine sophisticated and romantic, and ¢ crucially for a generation

with such a group dynamic ¢ seeitasl ¢+ & 2F O2yy SOlAy3a 6AGK 2GKSNBR O
wine is that they can share a bottle, and it buildsontK I & ARSI 2F a2O0Al oAt AdG&zZé &

She adds that the new generation of wine consumers has a strong collective conscience: they are

considering where and how they buy wine, and may be more influenced by organic and Fairtrade

accreditation. TheyapprecA S 6AYyS SKAOK A& dINRdAzyRSREI GAGK G
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now is going to form part of their opinion of our category for life.€

Americans more involved than UK peers

Generation Y in the USA more involved with wine

than their peers in the UK

(41% of under 35 wine drinkers in the USA are highly involved with
wine vs. 29% in the UK)

Positive influences for wine with the under 35s in the USA:
Family / friend recommendation (41%vs. 28% in the UK)
Medal or award (29% vs. 21% in the UK)
Recommendation by shop staff (56% US vs. 34% UK)
Wine writer recommendation (41% US vs. 28% UK)

Source: Vinitrac Global March 2009, n=2069 USA, n= 1043

Under-35s in the USA are more involved with wine than their counterparts in the UK, according to Wine
Intelligence research among regular wine drinkers on both sides of the Atlantic.

The countries differ in many social, cultural and legal respects when it comes to wine purchasing and
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environment for the sale of alcohol, and wine consuming is a very conscious decision. Wine is not
picked up daily with the groceries.
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Wine Intelligence research finds that 41% of Generation Y wine drinkers in the USA could be termed
GKAIKE @ Ay@2f OSRE gAGK GKS OFGS3I2NEBI O2YLI NBR (2
recommendations by friends, families, critics and store staff, and any awards a wine has won.

Young UK wine consumers consider wine more expensive than their American peers, and are more
likely to seek out promotional offers.

* This article is based on a seminar presented by Wine Intelligence at the London International Wine Fair
in May 2009.
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