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Excerpts from the introduction
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‘At a time of great economic uncertainty among emerging markets, Sweden’s wine market comes as
something of a welcome relief to producers, consuming 20 million cases of wine a year, all imported.

‘This year’s report suggests that Swedes are learning to enjoy wine more as an informal drink, more regularly.
Our tracking data suggests that more of the wine drinking population are drinking wine at least once a week,
and those occasions tend to be more associated with informal meals or a relaxing wind-down drink at the end
of the day.

‘As with a number of other consumption markets, Sweden has caught the sparkling wine bug in recent years —
especially Prosecco. Sales of Italian sparkling have more than doubled in the past 4 years, and are now
approaching half a million cases.’

‘Spend levels also look to be nudging upwards, especially for informal occasions. Some 44% of respondents in our
representative survey of Swedish wine drinkers now say they spend over SKr 80 on a bottle of wine to drink at
home, up from 31% in 2011’

™\ Sweden 4
Landscapes



. ®
Vinitrac® methodology w ne

intelligence

The data for this survey was collected in Sweden in February 2011, October 2013 and March 2015
Data was gathered via Wine Intelligence’s Vinitrac® online survey:

1,000 Swedish regular wine drinkers (March 2015)

549 Swedish regular wine drinkers (October 2013)

1,002 Swedish regular wine drinkers (February 2011)

Respondents were screened to ensure that they drink red, white or rosé imported wines at least twice a year

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

The data is representative of Swedish regular wine drinkers in terms of age and gender
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o Landscapes vinitrac. 5




REPORT PRICE: e GBP 2,500 ¢ USD 4,000 ¢ EUR 3,500 ¢ AUD 5,500 e 5 Report Credits

Format: 81 page PowerPoint (PDF) + supporting data table (Excel)
Purchase online: http://www.wineintelligence.com/product-category/report-type/wine-landscape-reports/
Contact us directly: reports-shop@wineintelligence.com

If you have any questions, please contact your local Wine Intelligence office:

ﬁe\;lrils:i:\i'ppe Perrouty, Director, Wine Intelligence France| T +33 (0)486 408 417 | Email: jean-philippe @wineintelligence.com
GUANGZHOU

Chuan Zhou, Research Manager | T +86(20) 8718 1277 | Email: chuan@wineintelligence.com

CAPE TOWN

Dimitri Coutras, South Africa Country Manager | T +27 828288866 | Email: dcoutras@iafrica.com

DELAWARE

Erica Donoho, USA Country Manager | T+1 973 699 4158 | Email: erica@wineintelligence.com

FRANKFURT

Wilhelm Lerner, Associate Director/Germany Country Manager | T +49 (0)175 5806 151 | Email: wilhelm@wineintelligence.com
LONDON

Tetyana Halutva, Project Manager| T +44 020 7378 1277 | Email: tetyana@wineintelligence.com

SYDNEY

Natasha Rastegar, Australia Country Manager | T +61 (0) 428 755 057 | Email: natasha@wineintelligence.com

TRIESTE
Pierpaolo Penco, Italy Country Manager | T +39 349 424 3371 | Email: pierpaclo@wineintelligence.com



mailto:jean-philippe@wineintelligence.com
mailto:chuan@wineintelligence.com
mailto:dcoutras@iafrica.com
mailto:erica@wineintelligence.com
mailto:wilhelm@wineintelligence.com
mailto:tetyana@wineintelligence.com
mailto:natasha@wineintelligence.com
mailto:pierpaolo@wineintelligence.com
http://www.wineintelligence.com/product-category/report-type/wine-landscape-reports/
mailto:reports-shop@wineintelligence.com

