
 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Playing the Region card:  
 
Profitable perspectives from key 
international wine markets 
 

London International Wine Fair, 17th -19th of May 2011 

Global Conversations 
Wine Intelligence Theatre 

2  0  1  1 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Jean Philippe Perrouty, Wine Intelligence Research 

Director 

 

 Ricardo Aguiriano, Marketing and Communications 

Director at the Consejo Regulador of Rioja DOCa 

 

 James March, Communications and Promotions 

Manager of Barossa Grape & Wine Association 

Incorporated  

 

 Brice Eymard, Insights manager of Inter Rhône, France 

 

 

 

 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. How influential are wine regions? 

 

2. How healthy are wine regions in the UK? 

 

3. How healthy are wine regions in the US? 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Some scene settings: wine region is an 

important choice cue… but not the only 

one 

4 

1. Grape variety 

2. Promotional offer 

4. Country of origin (59%) 

3. A brand I’m aware of 

5.Reco by Friend or Family 

6. Region of Origin  (51%) 

7. Recommended by shop staff 

1. Grape variety 

2. Reco by Friend or Family 

4. Promotional offer 

3. A brand I’m aware of 

5.Reco by shop staff 

6. Country of Origin (48%) 

7. Region of origin (46%) 

Source: Wine Intelligence, Vinitrac® Global Mar'11, n≥1,000,  

% who stated the statement to be ‘important or very important’ when choosing a bottle of wine 

Important choice cues when purchasing wine 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Understanding & measuring wine regions 

health: the Wine Intelligence model 

5 

All wine 

consumers 
Have heard of the 

wine region? 

Have bought wine 

from the wine region? 

1 - Awareness:  
« Have heard of »  

2 – Conversion rate:  

 « Did / would buy» 

3 – Penetration rate:  

 « Have bought » 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How healthy are wine regions in the UK? 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

at high price point 

among:

UK Awareness all regular wine drinkers 
Those aware of the 

region 

Those aware of the 

region 

1 Bordeaux Rioja Rioja Marlborough

2 Burgundy Bordeaux Marlborough Rioja

3 Chianti Côtes du Rhône Barossa Valley Barossa Valley

4 Rioja Chianti Côtes du Rhône Bordeaux

5 Côtes du Rhône Burgundy Napa Valley Burgundy

Purchase intent at mainstream price point 

among:

Old World wine regions dominate in 

terms of awareness 

7 

Prompted awareness: 

TOP 5 in UK 

1 

2 

3 

4 

5 

• Source: Wine Intelligence, Vinitrac® UK Mar'11, n=1,016 all UK regulars  wine drinkers 

• Ranking based on a subset of 11 core-regions 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Because of lack of familiarity, associations 

for region of origin largely revert to country 

8 

Rioja – I think of the history 

of Spain, the culture 

Male, Mainstream-at-
Homer, London 

[I associate Côtes du Rhône with] 

this picture of lavender… Côtes du 

Rhône is French, or sounds 

French, so this is what I think of 

Female, Generation Treater, 
London 

Source: Wine Intelligence, Focus Groups with Female Generation Treaters and Male Mainstream-at-

Homers, London April 2011 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Awareness doesn’t often mean familiarity 

with the wines: the example of Chianti 

9 

 What first comes to mind  when you think of Chianti?  

Source: Wine Intelligence, Vinitrac® UK Mar'11, n=1,016 all UK regulars  wine drinkers 

Base: those who have heard of the region; the size of the word is related to the number  of times it was mentioned 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Similar findings for wines from Napa 

Valley 

10 

  What first comes to mind  when you think of Napa Valley? 

Source: Wine Intelligence, Vinitrac® UK Mar'11, n=1,016 all UK regulars  wine drinkers 

Base: those who have heard of the region; the size of the word is related to the number  of times it was mentioned 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Wine region health: what happens today? 
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Rioja 

Bordeaux 

Côtes du Rhône 

Chianti 

Burgundy 

1 

2 

3 

4 

5 

Prompted awareness: 

TOP 5 in UK 

Purchase penetration: 

TOP 5 in the UK 

1 

2 

3 

4 

5 

Bordeaux 

Burgundy 

Chianti 

Rioja 

Côtes du Rhône 

• Source: Wine Intelligence, Vinitrac® UK Mar'11, n=1,016 all UK regulars  wine drinkers 

• Ranking based on a subset of 11 core-regions 

• Awareness: Have heard of the wine region; Purchase penetration: Have bought wine from the wine region in the past 3 months 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

What would happen in the future…at 

mainstream price points? 

12 

Conversion rate 

Rioja 

Marlborough 

Barossa Valley 

Côtes du Rhône 

Napa Valley 

•Source: Wine Intelligence, Vinitrac® UK, n=1,016  all UK regular drinkers.  

•Ranking based on a subset of 11 core-regions 

•Likely or very likely to buy wine from the following wine-producing regions at £4 - £4.99 

£4-£4.9 
Purchase intent among at £4-£4.99 among 

those who have heard of named region 

1 

2 

3 

4 

5 

7 Chianti 

Bordeaux 

Burgundy 

8 

10 9 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

What would happen in the future…at higher 

price points? 

13 

£8 or more 

Conversion rate 

Marlborough 

Rioja 

Barossa Valley 

Bordeaux 

Burgundy 

1 

2 

3 

4 

5 

6 Chianti 

Purchase intent among at £8+ among 

those who have heard of named region 

•Source: Wine Intelligence, Vinitrac® UK, n=1,016  all UK regular drinkers.  

•Ranking based on a subset of 11 core-regions 

•Likely or very likely to buy wine from the following wine-producing regions at £4 - £4.99 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How healthy are wine regions in the US? 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Domestic regions and traditional French 

appellations are the most well known 
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at high price point 

among:

Awareness all regular wine drinkers 
Those aware of the 

region 

Those aware of the 

region 

1 Napa Valley Napa Valley Napa Valley Napa Valley

2 Sonoma Sonoma Sonoma Barossa Valley

3 Burgundy Burgundy Marlborough Marlborough

4 Bordeaux Bordeaux Barossa Valley Sonoma

5 Washington State Washington State Rioja Rioja

Purchase intent at mainstream price point 

among:

1 

2 

3 

4 

5 

• Source: Wine Intelligence, Vinitrac® US Mar'11, n=1,006 all US regulars  wine drinkers 

• Ranking based on a subset of 11 core-regions 

Prompted awareness: 

TOP 5 in the USA 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Similar to the UK, awareness doesn’t often 

mean familiarity with the wine regions 

16 

 What first comes to mind  when you think of Napa Valley?  

Source: Wine Intelligence, Vinitrac® US Mar'11, n=1,006 all US regulars  wine drinkers 

Base: those who have heard of the region; the size of the word is related to the number  of times it was mentioned 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Wine Intelligence, Vinitrac® US Mar'11, n=1,006 all US regulars  wine drinkers 

Base: those who have heard of the region; the size of the word is related to the number  of times it was mentioned 

Imported wine regions can be associated 

with meaningful associations, starting with 

the country 

17 

 What first comes to mind  when you think of Rioja?  



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Wine region health: what happens 

today? 

18 

Napa Valley 

Sonoma 

Burgundy 

Bordeaux 

Washington 

Prompted awareness: 

TOP 5 in the US 

1 

2 

3 

4 

5 

Purchase penetration: 

TOP 5 in the US 

1 

2 

3 

4 

5 

Napa Valley 

Sonoma 

Burgundy 

Bordeaux 

Washington 

• Source: Wine Intelligence, Vinitrac® US Mar'11, n=1,006 all US regulars  wine drinkers 

• Ranking based on a subset of 11 core-regions 

• Awareness: Have heard of the wine region; Purchase penetration: Have bought wine from the wine region in the past 3 months 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

What would happen in the future…at 

mainstream price points? 

19 

Conversion rate 

Napa Valley 

Sonoma 

Marlborough 

Barossa Valley 

Rioja 

• Source: Wine Intelligence, Vinitrac® US, n=1,006  all US regular drinkers.  

• Ranking based on a subset of 11 core-regions 

• Likely or very likely to buy wine from the following wine-producing regions at $8-8.99and a high price $15 or more  

$8-8.99 

1 

2 

3 

4 

5 

Washington 

Bordeaux 

Burgundy 10 

6 

Purchase intent among at $8 to $9.99 among 

those who have heard of named region 

10 
6 

6 9 

10 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

What would happen in the future…at higher 

price points? 

20 

Conversion: those aware 

Napa Valley 

Barossa Valley 

Marlborough 

Sonoma 

Rioja 

• Source: Wine Intelligence, Vinitrac® US, n=1,006  all US regular drinkers.  

• Ranking based on a subset of 11 core-regions 

• Likely or very likely to buy wine from the following wine-producing regions at $8-8.99and a high price $15 or more  

1 

2 

3 

4 

5 

6 

9 

10 

Burgundy 

Bordeaux 

Washington 

7 

Purchase intent among at $15+ among those 

who have heard of named region 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Thank you 

© Wine Intelligence 2011 

www.wineintelligence.com 

  

Please contact info@wineintelligence.com for further details 

about the methodology behind this presentation or related 

reports available for purchase  



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Methodology – survey representative of the 

28.4mn UK regular wine drinkers 

22 

 The data for this study was collected in March 2011 

 

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

 

 Respondents were required to drink wine at least 
once per month, and to drink red, white or rosé wine 

 

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

 

 The survey is quotas-based; quotas were defined in 
terms of age, gender and SEG 

 

 The distribution of the sample is shown in the table to 
the right 

Sample size 1,016

Male 49%

Female 51%

Total 100%

18 - 24 9%

25 - 34 15%

35 - 44 19%

45 - 54 20%

55 - 64 16%

65 and over 21%

Total 100%

A 10%

B 19%

C1 38%

C2 15%

D 6%

E 12%

Total 100%

SEG

UK

GENDER

AGE



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Methodology – Focus group UK 

 2 focus groups conducted in April 2011 

 

 Respondents recruited based on their relationship with wine 

 Group 1: Generation Treaters*, Female 

 Group 2: Mainstream-at-Homers*, Male 

 

 Location: London 

 

 Duration: 1.5 h 
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*Defined based on Wine Intelligence consumer segmentation of UK regular wine 

drinkers. For more information, please visit www.wineintelligence.com 



 

 

 

 
 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Methodology – survey representative of 

the 80 mn US regular wine drinkers 

 Data was gathered via Wine Intelligence’s Vinitrac® 
USA  

 The data for this study was collected in March-April 
2011  

 Data was gathered via Wine Intelligence’s Vinitrac® 
online surveys with 1,006 USA regular wine drinkers  

 Methodology: online surveys 

 Sampling strategy: quotas (age, gender, USA 
divisions) / stratified 

 Screening criteria: legal drinking age, drink wine at 
least once per month, drink red, white or rosé wine 

 The distribution of the sample is shown in the table to 
the right: 

 The survey was post-weighted to be representative of 
USA regular wine drinkers in terms of age, gender 
and division, and the distribution is shown to the right 
(% don’t always add up to 100 due to rounding): 
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Sample size 1,006

Male 49%

Female 51%

Total 100%

21-24 8%

25 - 34 20%

35 - 44 21%

45 - 54 19%

55 - 64 15%

65 and over 17%

Total 100%

New England 5%

Middle Atlantic 15%

East North Central 12%

West North Central 6%

South Atlantic 26%

East South Central 4%

West South Central 8%

Mountain 6%

Pacific 17%

Total 100%

USA

GENDER

AGE

REGION


