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Objectives
The Portraits report series has two main objectives:
1. Help to identify your target consumers
2. Provide a detailed understanding of those consumers, including:

▪ Who they are
▪ Why they drink wine
▪ What they drink
▪ Where and how they buy wine
▪ How you can target them

This report identifies the higher value, mid-value and lower value consumer groups in the wine market, and provides detail on the preferences and 
behaviors of each segment in order to help you to identify the right target group for your product. This analysis can then be combined with an analysis 
of the competitive landscape to build a decision of which consumers to target

The segmentation model can be used to identify and understand target consumers, and to map on to brand, portfolio and channel strategies. Reading 
the report, it is important to note that each consumer group has its own needs and merits. Higher value consumers may offer a tempting target 
because they tend to buy more expensive wines more frequently; on the other hand they tend to have broad portfolios and the competition for their 
attention is intense. Lower value consumers may shop for wine less often and spend less, but can still represent significant opportunities for producers 
whose strengths align with lower cost, consumer-friendly products

Putting findings into practice
Once you have decided on your target and built an understanding of who these consumers are, there are a number of ways to apply this understanding 
to better target your key customers. In the past, wine companies have used Portraits to inform:

▪ Packaging and label design
▪ Brand positioning
▪ Advertising and marketing communications
▪ Channel strategy
▪ In-store positioning and layout

How can I use Portraits?
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US Portraits: New segmentation for 2018

% Share of US regular wine drinkers by Portraits segments

Source: Wine Intelligence, Vinitrac® US, Oct’17, Jan’18, Mar’18 n=12,632 US regular wine drinkers
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Engaged Explorers: One of the younger segments (typically 25–44 
years), they are the most frequent wine drinkers and the highest 
spenders, buying from a broad repertoire of wine styles, countries 
and regions. The most experimental group, actively seeking 
opportunities to build wine experiences

Premium Brand Suburbans: Mid to older aged, 
they are frequent wine drinkers, yet amongst the 
lowest spenders per bottle, sticking to the wines 
and brands they know. Their category experience 
leads them to have the highest wine knowledge of 
all segments 

Contented Treaters: Mid and older affluent drinkers who 
are high spenders on wine, yet enjoy wine relatively 
infrequently. Knowledgeable and involved, who enjoy a 
broad range of wine types and styles, and are often 
influenced by a wines origin

Social Newbies: The youngest wine drinking segment with 2/3rds 
aged under 35 years, they drink wine on average twice a week, are 
mid spenders, with wine not yet fully integrated into their lifestyle. 
They have limited wine category knowledge yet and rely heavily on 

recommendations when it comes to buying wine 

Senior Bargain Hunters: The least frequent 
and one of the oldest wine drinking segments. 

Time in the category has led to relatively strong 
wine knowledge, however they still purchase 

from a narrow repertoire of wine styles and 
brands, being strongly value driven

Kitchen Casuals: One of the oldest segments, they are 
infrequent wine drinkers, with very few consuming wine in 

the on-premise. They show a limited interest in the wine 
category, sticking to the narrow range of wines they know 
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US Portraits: 2016 → 2018

2016

% Share of US regular wine drinkers by Portraits segments

2018

Most segments have changed their constituent behavior, prompting new names and proportional shares 
of the wine drinking population

→

Source: Wine Intelligence, Vinitrac® US, Oct’17, Jan’18 and Mar’18, n=12,632 US regular wine drinkers

Wine Intelligence, Vinitrac® US, Oct’15 and Jan’16, n=3,841 US regular wine drinkers 
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S P E N D

L
O

W

H
I

G
H

Typical spend on a bottle of wine (off-premise and on-premise)

Introducing the Portraits groups: Overview
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Mapping wine drinking frequency shows two distinct clusters of low and high frequency 
drinkers, which is not directly correlated to typical per bottle spend on wine 
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Introducing the Portraits groups: Overview
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Involvement in the wine category
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Category involvement shows two distinct clusters, whilst knowledge and confidence are more 
influenced by a cumulation of experience built up over a number of years
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Who are 
they?

Younger, confident 
wine drinkers who 
enjoy discovering 

new wines

Mid to older aged, 
frequent wine 
drinkers, lower 

spending but very 
knowledgeable

Infrequent, but high 
spending drinkers, 

who know what 
they like

The youngest 
segment, drinking 
fairly frequently 

and rely on 
recommendations 

due to lack of 
knowledge

Most infrequent 
and one of the 

oldest segments 
with good 

knowledge due to a 
long time in the 

category

One of the oldest, 
very infrequently 

drinking segments, 
they have little 
interest in the 

category

Why do they 
drink wine?

Wine is part of their 
lifestyle and social 
life so they spend 

time and money in 
the category

They enjoy wine in 
social situations in the 
on-premise for casual 

occasions

They have wine 
infrequently but 
enjoy it in social 

situation as a treat 
or to pair with their 

dinner

Wine is often 
consumed in the 

on-premise and in 
social situations 
with friends and 

family

Low confidence in 
their knowledge, 

wine drinking 
centers around 

casual occasions at 
home

Not understanding 
much about wine 
and little interest 

to learn more, they 
mostly drink at 

home for informal 
occasions 

Where?

Enjoy buying from 
wine shops and 

wineries and are 
highest spenders in 
on- and off-premise 

Get wine from the 
supermarket or 

previously known 
wineries, often in 
bulk to get value

They buy wine from 
liquor stores or wine 

shops or from 
wineries they visit to 

stock up 

Main factor when 
buying wine is 

convenience, so 
many wine-buying 
channels are used

Most consumers 
get their wine from 
the supermarket, 

being strongly 
value-driven

Very price-
conscious, their 

primary channel is 
the supermarket, 
rarely branching 

out

What do they 
drink?

Have the broadest 
repertoire and enjoy 
trying new varietals, 
regions and types of 

wine

Very broad 
repertoire, however 
they know what they 

like and prefer 
domestic wine-

producing regions

They know what 
they like and stick to 

the more 
mainstream 

varietals preferably 
from domestic 

regions

They are exploring 
the category and 
enjoy trying more 
niche varietals and 

regions of origin

Despite their good 
knowledge of 

varietals and places 
of origin, they stick 
to what they know 
and drink from a 

narrow repertoire

Drink from a very 
narrow repertoire 
and stick to what 

they know 

US Portraits overview: Summary of segment attributes
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Wine Intelligence Ltd Terms and Conditions of Licence for Syndicated Research 
Products – key sections

Definitions and Interpretation

The “Agreement” means the Agreement between Wine Intelligence Ltd and the Customer to provide a 
Licence for the use of the Syndicated Research Report(s) for Fees on these terms and conditions of 
business and as set out in a Proposal and the Acceptance of Proposal

“WI” is Wine Intelligence Ltd, trading as Wine Intelligence.

“Customer” means the person or entity purchasing the Licence for the use of the Syndicated Research 
Report(s)

“Proprietary Information” means all information contained in the Syndicated Research Report(s) and 
associated briefings or presentations by WI, plus all logos, Processes, third party data and formats 
contained therein

“Licence” means the Customer’s right to use, store, retrieve and disseminate the Syndicated Research 
Report(s), as defined by the Agreement

“Acceptance of Proposal” means the document provided by the Customer to WI confirming the terms of 
engagement of WI to provide the Customer with the Licence for the use of the Syndicated Research 
Report(s)

“Fees” means the fees payable by the Customer to WI, as set out in the Contract, plus VAT at the current 
rate, subject to exemptions as set out in UK and EU law

“Processes” means any research processes, techniques and methodologies used in the creation of the 
Syndicated Research Report(s)

“Proposal” means the specification of the Syndicated Research Report(s) by WI to the Customer

“Syndicated Research Report” means a written document containing Wine Intelligence copyright 
materials such as data, information, insight, commentary, either written, oral, video, or audio and, where 
appropriate, copyright materials of a Third Party that have been reproduced by permission

“Representative Organisation” means any body, association, trading group, generic organisation or any 
other coalition of interested parties, howsoever constituted, that acts on behalf of a broader group of 
stakeholders

“Subscription Products” means Syndicated Research Reports delivered to the Customer periodically as 
part of an ongoing Agreement

1. Engagement

The Customer engages WI to provide the Syndicated Research Report(s), and WI agrees to do so upon the 
terms of the Agreement for payment of the Fees.

The Fees for the Syndicated Research Reports shall be priced in Pounds Sterling. WI will publish indicative 
prices in Euros, US Dollars, Australian Dollars, Canadian Dollars from time to time, and the Customer will 
have the opportunity to pay for Syndicated Research Reports using these currencies. Should the Customer 
opt for this form of payment the exact amount payable will be based on the prevailing exchange rate at 
the time of the execution of the Agreement.

2.. Copyright 

2.1 The Copyright in the Syndicated Research Report(s) shall at all times vest with WI. The copyright in all 
artwork, data and copy for each element of the report created and assembled by WI shall at all times 
remain the property of WI.

2.2 All copyright and any other intellectual property rights in any material produced supplied or made 
available by a third party to WI for inclusion in the Syndicated Research Report shall remain the property 
of the third party. The Customer warrants its title to WI, except as may be expressly disclosed in writing, 
and agrees to indemnify WI against any claims by third parties in respect of any infringement of their 
copyright or other intellectual property rights. 

2.3 WI asserts to the Customer its moral right to be identified as the author of the Syndicated Research 
Report in accordance with the UK Copyright Designs and Patents Act 1988 Section 77 and 78, and shall be 
entitled to hold itself out as the author of the Syndicated Research Report (and in particular the research 
undertaken in the process of completing the Syndicated Research Report) as part of WI’s own general 
marketing activities. WI shall be entitled to publish the name of the Customer in association with the 
Syndicated Research Report(s) as part of this general marketing activities.

2.4 The copyright in the Processes used to execute the Syndicated Research Report shall remain the 
property of WI throughout.

3. Licence 

3.1 WI grants to the Customer under the Agreement a non-exclusive Licence in perpetuity to store and 
retrieve an electronic version of the Syndicated Research Report(s)

3.2 The Customer is entitled to disseminate the Syndicated Research Report(s) within its immediate 
organisation, including organisations affiliated by majority shareholdings, legally liable partnerships, or 
other majority ownership structure

3.3 If the Customer is a Representative Organisation, the entitlement outlined in Clause 7.2 DOES NOT 
extend to parties who hold membership or similar interest in the Representative Organisation, except by 
specific written permission from WI and the payment of further Fees associated with a Multi-User 
Licence

3.4 The Customer is entitled to extract elements of the Syndicated Research Report and re-use them for 
internal and external presentations, subject to the doctrine of Fair Use

3.5 At all times the Customer must identify any information extracted from the Syndicated Research 
Report in 7.5 above as being from WI

4. Warranties

No advice or information whether oral or written provided by WI to the Customer through the 
Syndicated Research Report(s) shall create any warranty not expressly stated in this Agreement.

The Client warrants and undertakes to abide by the UK Copyright Designs and Patents Act 1988 Section 
77 & 78, and undertakes to obey the copyright restrictions on any materials received as part of this 
Agreement.

Please contact Wine Intelligence for full terms and conditions
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Wine Intelligence 
109 Maltings Place
169 Tower Bridge Road
London
SE1 3LJ

Telephone: +44 (0)20 7378 1277
Email: info@wineintelligence.com
Web: www.wineintelligence.com

mailto:info@wineintelligence.com
http://www.wineintelligence.com/

