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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 under-35s as a fickle, Twittering, hard-to-reach audience with little 

interest in wine appreciation. But Wine Intelligence research shows that such attitudes are misguided 

and short-sighted, as Graham Holter, Publishing Director of Wine Intelligence reports from the Wine 

LƴǘŜƭƭƛƎŜƴŎŜ ǎŜƳƛƴŀǊ ŀǘ ǘƘŜ [L²C ΩлфΦ 

Call them millennials, Generation Y or the Trophy Generation ς 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 ς 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 

 

 

 

 

 

 

 

 

 

 

[ǳƭƛŜ IŀƭǎǘŜŀŘΣ ŎƘƛŜŦ ŜȄŜŎǳǘƛǾŜ ƻŦ ²ƛƴŜ LƴǘŜƭƭƛƎŜƴŎŜΣ ǎŀȅǎ DŜƴŜǊŀǘƛƻƴ ¸ ƛǎ ƭƻƻƪƛƴƎ ŦƻǊ άŀǳǘƘŜƴǘƛŎƛǘȅέ ƛƴ ƛǘǎ 

ŎƻƴǎǳƳŜǊ ŎƘƻƛŎŜǎΦ ά¢Ƙŀǘ ŘƻŜǎƴΩǘ ƳŜŀƴ ƛǘ ƴŜŜŘǎ ǘƻ ōŜ ƻƭŘ ƻǊ ǘǊŀŘƛǘƛƻƴŀƭΣέ ǎƘŜ Ǉƻƛƴǘǎ ƻǳǘΦ άCƻǊ ǘƘŜƳΣ ƛǘ 

ƳŜŀƴǎ ƛǘ ƴŜŜŘǎ ǘƻ ōŜ ǘǊǳŜΦ LŦ ǘƘŜǊŜΩǎ ŀ Ƴistruth out there, Generation Y will delight in finding it and in 

telling as many people as possible, especially if it comes from a big company. They like to have a true 

ǎǘƻǊȅ ŀƴŘ ŀ ǘǊǳŜ ǇǊƻŘǳŎǘ ǘƘŀǘ Ƙŀǎ ƴƻǘ ōŜŜƴ ŦŀōǊƛŎŀǘŜŘΦέ 

Right. Pretend to know 

ǿƘŀǘ ȅƻǳΩǊŜ ǘŀƭƪƛƴƎ ŀōƻǳǘ 

ŀƴŘ ŘƻƴΩǘ ǎƻǳƴŘǎ ƻǾŜǊƭȅ 

cheap.. Go for 2nd ς 3rd red 

Řƻǿƴ ŦǊƻƳ ǘƘŜ ǘƻǇ ΨL ƘŜŀǊ 

ǘƘŜ aŜǊƭƻǘ ƛŘ ŦŀƴǘŀǎǘƛŎΩ 
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One of the most striking elemŜƴǘǎ ƻŦ ²ƛƴŜ LƴǘŜƭƭƛƎŜƴŎŜΩǎ ǊŜǎŜŀǊŎƘ ƛƴǘƻ ȅƻǳƴƎŜǊ ǿƛƴŜ  

drinkers is how they perceive different styles of wine. άhƴŜ ƻŦ ǘƘŜ ƪŜȅ ŦƛƴŘƛƴƎǎ ǿŀǎ ǘƘŀǘ  

red, white and rosé for Ƴŀƴȅ ŘǊƛƴƪŜǊǎ ŀǊŜ ƴƻǘ ƛƴǘŜǊŎƘŀƴƎŜŀōƭŜΣέ ǎŀȅǎ IŀƭǎǘŜŀŘΦ ά¢ƘŜȅΩǊŜ ŘƛŦŦŜǊŜƴǘ 

beverages. White wine has an upbeat image and positive associations.  

 

 

wŜŘ ǿƛƴŜ ƛǎ ǎŜŜƴ ŀǎ ƳƻǊŜ ǎƻǇƘƛǎǘƛŎŀǘŜŘΦ LǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎ ŦǊƻƳ ŀ ōǊŀƴŘ ƻǿƴŜǊ ǇŜǊǎǇŜŎǘƛǾŜΥ ƛŦ ȅƻǳ ƘŀǾŜ 

red, white and rosé in your brand umbrella, should they be positioned together or differentƭȅΚ ¢ƘŜȅΩǊŜ 

ƳƻǊŜ ƛƴǘŜǊŎƘŀƴƎŜŀōƭŜ ǿƛǘƘ ƻǘƘŜǊ ŘǊƛƴƪǎ ŎŀǘŜƎƻǊƛŜǎ ǘƘŀƴ ŜŀŎƘ ƻǘƘŜǊΦέ  

 

 

 

 

 

 

 

 

 

 

 

 

Source: Wine Intelligence focus groups, April 2009 

 

Red wine is more sophisticated, more 

serious 

Female, Price Sensitive Youngsters

I think a lot of blokes on a date would 

say lets get a bottle of red and it 

looks more sophisticated 
Male, Price Sensitive YoungstersSource: Wine Intelligence focus groups, April 2009 
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WƛƴŜ LƴǘŜƭƭƛƎŜƴŎŜΩǎ ƛƴǘŜƴǎƛǾŜ ŎƻƴǎǳƳŜǊ ǇǊƻŦƛƭƛƴƎ ǿƻǊƪ in the UK has identified two main consumer 

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. 
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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.  ά.ǳǘ ŜǾŜƴ ŦƻǊ ǘƘŜƳ, the on-trade environment is still 

ŘŀǳƴǘƛƴƎΣέ ǎŀȅǎ IŀƭǎǘŜŀŘΦ CƻǊ wƛǎƪ-averse Youngsters (17% of the population, 18% of the spend), the 

sitǳŀǘƛƻƴ ƛǎ ƳƻǊŜ ŀŎǳǘŜΥ άǘƘŜǊŜ ƛǎ ŀ ŘǊŜŀŘ ƻŦ ŜƳōŀǊǊŀǎǎƛƴƎ ǘƘŜƳǎŜƭǾŜǎέΦ 

 

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, 

ŀƴŘ ǘƘƻǳƎƘ ǎƘŜ ōŜƭƛŜǾŜǎ άǘƘŜ ƧǳǊȅ ƛǎ ƻǳǘέ ƻƴ ǘƘŜ ƭƻƴƎ-term influence of Twitter, networking sites like 

Facebook have a role to play. 

LƴŘŜŜŘ ²ƛƴŜ LƴǘŜƭƭƛƎŜƴŎŜΩǎ ƻǿƴ L [ƻǾŜ ²ƛƴŜ page on Facebook ς set up as a way of gaining some insight 

into social networking ς ƴƻǿ Ƙŀǎ ŀƭƳƻǎǘ слΣллл ƳŜƳōŜǊǎΦ άaƻǎǘ ŀǊŜ ¦{-ōŀǎŜŘΣέ IŀƭǎǘŜŀŘ ǊŜǇƻǊǘǎΦ 

ά²Ƙŀǘ ŦŀǎŎƛƴŀǘŜǎ ƳŜ ƛǎΥ ǿƘȅ ƘŀǾŜ руΣсмр ǇŜƻǇƭŜ ŎƭƛŎƪŜŘ ǘƻ ōŜŎƻƳŜ ƳŜƳōŜǊǎΣ ŀƴŘ ǿƘŀǘ ŀǊŜ ǘƘŜȅ 

getting from it? We drive a little bit of it, but the majority of communication tƘŀǘΩǎ ƎƻƛƴƎ ƻƴ ƛǎ ƳŜƳōŜǊǎ 

ŀǎƪƛƴƎ ŦƻǊ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎΦέ These recommendations are provided by other members, not the 

perceived wine elite. 

IŀƭǎǘŜŀŘ ǎŀȅǎ ǘƘŀǘ ƳŜƳōŜǊǎ ƻŦ DŜƴŜǊŀǘƛƻƴ ¸ ŀǊŜ άƳǳŎƘ ƳƻǊŜ ŎȅƴƛŎŀƭ ŀōƻǳǘ ŜȄǇŜǊǘ ŜƴŘƻǊǎŜƳŜƴǘέΦ Lƴ 

²ƛƴŜ LƴǘŜƭƭƛƎŜƴŎŜΩǎ ƛƴterviews with younger consumers, 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. άL ŘƻƴΩǘ 

really follow products on TwitterΣέ ǎŀȅǎ ŀ ǘƘƛǊŘ ǾƻƛŎŜΦ άL ǿƻǳƭŘ ŦŜŜƭ ƭƛƪŜ L ǿŀǎ ōŜƛƴƎ ǎƻƭŘ ǘƻΦέ LǘΩǎ ōŀŎƪ ǘƻ 

truth and authenticity again. 
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Positive influences for wine with the under 35s in the USA:
Å Family / friend recommendation (41% vs. 28% in the UK)

ÅMedal or award (29% vs. 21% in the UK)

Å Recommendation by shop staff (56% US vs. 34% UK)

ÅWine writer recommendation (41% US vs. 28% UK)

 

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 ς crucially for a generation 

with such a group dynamic ς see it as ŀ ǿŀȅ ƻŦ ŎƻƴƴŜŎǘƛƴƎ ǿƛǘƘ ƻǘƘŜǊǎΦ άhƴŜ ƻŦ ǘƘŜ ǊŜŀǎƻƴǎ ǘƘŜȅ ƭƻǾŜ 

wine is that they can share a bottle, and it builds on tƘŀǘ ƛŘŜŀ ƻŦ ǎƻŎƛŀōƛƭƛǘȅΣέ ǎŀȅǎ IŀƭǎǘŜŀŘΦ 

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. They apprecƛŀǘŜ ǿƛƴŜ ǿƘƛŎƘ ƛǎ άƎǊƻǳƴŘŜŘέΣ ǿƛǘƘ άŎƻƴƴŜŎǘƛƻƴǎ ǘƻ ŀ ǘƛƳŜ ŀƴŘ ŀ ǇƭŀŎŜΣ ōǳǘ 

ŀƭǎƻ ǘƻ ǇŜƻǇƭŜέΦ ¢ƘŜȅ ǿŀƴǘ ǘƘŜƛǊ ǿƛƴŜǎ ǘƻ ǇǊƻǾƛŘŜ ǘƘŜƳ ǿƛǘƘ ŀ ǎǘƻǊȅ ƻǊ ŘƛǎŎǳǎǎƛƻƴ ǇƻƛƴǘΦ ά¢ƘŜȅ ǿŀƴǘ ǘƻ 

ƘŀǾŜ ǘƘƛƴƎǎ ǘƻ ǘŀƭƪ ŀōƻǳǘΦ ¢ƘŜȅΩǊŜ ǘŀƭƪƛƴƎ ǘƻ ŜŀŎƘ ƻǘƘŜǊ ŀƭƭ ǘƘŜ ǘƛƳŜΦέ 

The wine industry must now think hard about how it talks to them. ά¢ƻ ƛƎƴƻǊŜ ǘƘŜ ǳƴŘŜǊ-30s in any 

ƳŀǊƪŜǘ ǿƻǳƭŘ ōŜ ŀ ōƛƎ ƳƛǎǘŀƪŜΣέ IŀƭǎǘŜŀŘ ǎŀȅǎΦ άIƻǿ ǿŜ ŎƻƴƴŜŎǘ ǿƛǘƘ ǘƘŜƳ ŀƴŘ ǿƘŀǘ ǿŜ ǘŜƭƭ ǘƘŜƳ 

now is going to form part of their opinion of our category for life.έ 

   

Americans more involved than UK peers 

 

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 

ŘǊƛƴƪƛƴƎΦ 9ǊƛŎŀ 5ƻƴƻƘƻΣ ²ƛƴŜ LƴǘŜƭƭƛƎŜƴŎŜΩǎ ¦{! ŎƻǳƴǘǊȅ ƳŀƴŀƎŜǊΣ ǎŀȅǎΥ ά²Ŝ ǎǘƛƭƭ ƘŀǾŜ ŀ ǾŜǊȅ ŎƻƴǘǊƻƭƭŜŘ  

 

 

 

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)

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

ά{ƻŎƛŀƭƭȅ ŀ ƭƻǘ ƻŦ ǘƘŜ ŜȄƛǎǘƛƴƎ ǎǘƛƎƳŀǎ ŀǊŜ ōŜƎƛƴƴƛƴƎ ǘƻ Ŧŀƭƭ ŀǿŀȅ ŀƴŘ ǿƛƴŜ ƛǎ ōŜƛƴƎ ǇƻǎƛǘƛƻƴŜŘ ŀǎ 

ǎƻǇƘƛǎǘƛŎŀǘŜŘΣ ǎǘȅƭƛǎƘ ŀƴŘ ŜǾŜƴ ƘŜŀƭǘƘȅΦέ 

{ƘŜ ŀŘŘǎ ǘƘŀǘ ȅƻǳƴƎ ŀŘǳƭǘǎ ŀǊŜ άǊƛǎƪ ŀǾŜǊǎŜ ƛƴ ǘƘŜ ¦Y ŀƴd tend to downplay what they know about 

ǿƛƴŜέ ǿƘŜǊŜŀǎ άƛƴ ǘƘŜ ¦{ ǘƘŜȅ ƘŀǾŜ ōŜŎƻƳŜ ǉǳƛǘŜ ōƻƭŘ ŀ ƭƛǘǘƭŜ ƻǾŜǊƭȅ ŎƻƴŦƛŘŜƴǘέ, ŜǾŜƴ ƛŦ άŀ ƭƻǘ ƻŦ ǘƘŜƛǊ 

ǘŜŎƘƴƛŎŀƭ ǊŜŦŜǊŜƴŎŜǎ ŀǊŜ ƛƴŎƻǊǊŜŎǘέΦ 

Wine Intelligence research finds that 41% of Generation Y wine drinkers in the USA could be termed 

άƘƛƎƘƭȅ ƛƴǾƻƭǾŜŘέ ǿƛǘƘ ǘƘŜ ŎŀǘŜƎƻǊȅΣ ŎƻƳǇŀǊŜŘ ǘƻ нф҈ ƛƴ ǘƘŜ ¦YΦ !ƳŜǊƛŎŀƴǎ ŀǊŜ ƳƻǊŜ ƛƴŦƭǳŜƴŎŜŘ ōȅ 

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. 


