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Excerpts from the introduction

When will sparkling wine in America tip into a mainstream product? On the basis of the insights in this report, 
the answer appears to be: not quite yet, but there are some encouraging signs.

Per capita consumption remains tiny – around 1/10 of that of Germany, the number one sparkling wine 
market in the world. Yet it has grown 4% a year consistently since 2010.

The category now accounts for 18m 9L cases, up from just over 15m in 2010. Most of the growth has come 
from imported sparkling, and the lion’s share of this gain has accrued to Italy, which is now selling close to 4m 
cases a year in the US, up from 2.4m cases 5 years ago. Much of this growth has come from Prosecco.

No discussion of the US sparkling wine market would be complete without reference to the Millennial 
generation, and it would appear that this new generation of wine consumers is driving the change in the 
sparkling wine occasion. Over half of 25-34-year-olds in the sparkling category say they drink sparkling wine at 
least once a week, and a quarter now say that sparkling wine is their preferred drink.

Finally, and most encouraging for the category, value perceptions about different types of sparkling appear to 
be holding up, and the range of prices people willing to pay for sparkling wine is rising at the top end. 

Richard Halstead
COO

March 2016
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Research methodology:
Sampling and quotas used for Vinitrac® US

 The data for this study was collected in October 2014,  October 2015 and November 2015

 Data was gathered via Wine Intelligence’s Vinitrac® online survey:

 634 US sparkling wine drinkers (October 2014)*

 1,344 US sparkling wine drinkers (October 2015)

 1,221 US sparkling wine drinkers (November 2015)

 The participation requirements were the following:

 Adult drinking age 

 Permanent resident of the country

 Drinks sparkling wine

 Invalid respondents (those who sped through the survey or gave inconsistent answers to selected 
questions) were removed before analysis

 The survey was quota-based and post-weighted to be representative of US sparkling wine drinkers in 
terms of age, gender and regions

*Methodology note: Wine Intelligence has reviewed the calibration for US sparkling wine drinkers in 
2015 and re-weighted the 2014 results according to this in order to be more precise in terms of 
sample population. In doing so, the tracking in this report has improved in reliability and accuracy.
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1) Defining the right samples:
 Wine Intelligence, with the support of global research companies (e.g. TNS, YouGov), regularly runs calibration studies in

each market in order to define demographic specifications of the wine consumers and the size of the market (i.e.
penetration of wine consumption)

2) Running the online survey:
 Invitations to participate in an online survey programmed by Wine Intelligence are then distributed to residents in each

market
 Respondents are directed to a URL address, which provides access to the online survey
 Based on given criteria (e.g. age, beverage, frequency of wine consumption) respondents will either proceed or screen out

of the survey
 Wine Intelligence monitors completed responses to build samples representative of the target markets’ wine drinking

population based on the most recent calibration study

3) Cleaning the data:
 When a representative sample is logged, the survey is closed
 Wine Intelligence will then clean out all invalid data points (e.g. those who sped through the survey or gave inconsistent

answers to selected questions) and weight the data in order to ensure representability

How does Vinitrac® work?

Sparkling Wine in 
the US Market 2016
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