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Copyright
© Wine Intelligence 2020

All rights reserved. No part of this publication may be reproduced in any form (including photocopying or storing it in any medium by electronic 
means) without the permission of the copyright owners. Application for permission should be addressed to Wine Intelligence.

The source of all information in this publication is Wine Intelligence unless otherwise stated. 

Wine Intelligence shall not be liable for any damages (including without limitation, damages for loss of business or loss of profits) arising in contract, 
tort or otherwise from this publication or any information contained in it, or from any action or decision taken as a result of reading this publication.

Please refer to the Wine Intelligence Terms and Conditions for Syndicated Research Reports for details about the licensing of this report, and the use 
to which it can be put by licensees.

Wine Intelligence Ltd: 109 Maltings Place, 169 Tower Bridge Road, London SE1 3LJ Tel: 020 8194 0090. E-mail: info@wineintelligence.com. 
Registered in England as a limited company number: 4375306
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INTRODUCTION

This Brazil Landscapes report is a tale of 
two eras. For the first era, tracking 
Brazilian regular wine drinker behaviors 
and attitudes towards wine over the past 
two years to January 2020 forms the 
majority of the report. The second era, 
starting in March 2020 as COVID-19 started 
to spread in Brazil, and government 
restrictions came into place, is detailed on 
pages 74 to 96. 

Wine Intelligence is fortunate in that we 
had survey data to call upon that captured 
both these states of the Brazilian wine 
market. The January 2020 study, covering 
all regular wine drinkers in Brazil (imported 
and / or domestic), shows the long-term 
changes in this large, important and high 
potential market.

The March 2020 data, collected between 
March 18th and 24th, just as restrictions 

were coming into place, covers imported 
wine drinkers in selected major cities only, 
though there is a lot of cross-over between 
both populations.

The second, more recent survey, starts to 
delve into intentions and priorities for 
Brazilians once current government 
restrictions have been relaxed, and also
asks them to assess their priorities further 
ahead, to offer some clues as to how wine 
will fare once the pandemic crisis is over.

While it is not yet clear how significant an 
impact will be felt in Brazil regarding the 
pandemic, the data in this report suggests 
that it will affect consumer behavior for 
some months to come, though perhaps 
not permanently.
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Nov-17 Nov-18 Oct-19

1,000 1,001 1,405

Male 55% 55% 56%

Female 45% 45% 44%

Total 100% 100% 100%

18-24 2% 2% 2%

25-34 11% 11% 13%

35-44 18% 18% 19%

45-54 19% 19% 20%

55-64 21% 21% 19%

65 and over 29% 29% 27%

Total 100% 100% 100%

n=

Gender

Age

The data for this report was collected in Brazil in January +
July 2018 and January 2020

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

Respondents were screened to ensure that they drink wine
at least once a month; drink red, white or rosé wine; and
buy wine in the off-trade or in the on-trade

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

The data is representative of Brazilian regular wine drinkers
in terms of gender, age and region

The distribution of the sample is shown in the table

RESEARCH METHODOLOGY: RWD QUANTITATIVE

Wine Intelligence, Vinitrac® Brazil, January + July 2018 (n = 1,880) and 
January 2020 (n = 993), Brazilian regular wine drinkers

Jan + Jul-18 Jan-20

1,880 993

Male 53% 53%

Female 47% 47%

Total 100% 100%

18-24 16% 12%

25-34 30% 29%

35-44 24% 26%

45-54 19% 19%

55-64 11% 14%

Total 100% 100%

North 5% 7%

Bahia 8% 6%

North East (outside Bahia) 20% 20%

Espírito Santo + Minas Gerais 10% 11%

Rio de Janeiro 10% 10%

São Paulo 26% 24%

South 15% 15%

Midwest 6% 8%

Total 100% 100%

n=

Gender

Age

Region
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Nov-17 Nov-18 Oct-19

1,000 1,001 1,405

Male 55% 55% 56%

Female 45% 45% 44%

Total 100% 100% 100%

18-24 2% 2% 2%

25-34 11% 11% 13%

35-44 18% 18% 19%

45-54 19% 19% 20%

55-64 21% 21% 19%

65 and over 29% 29% 27%

Total 100% 100% 100%

n=

Gender

Age

The data for this report was collected in Brazil in March
2020

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

Respondents were screened to ensure that they drink
imported wine at least twice a year; drink red, white or rosé
wine; and buy wine in the off-trade or in the on-trade

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

The data is representative of Brazilian imported wine
drinkers in terms of gender, age and region

The distribution of the sample is shown in the table

RESEARCH METHODOLOGY: IWD QUANTITATIVE

Wine Intelligence, Vinitrac® Brazil, March 2020 (n = 1,000), 
Brazilian imported wine drinkers

Mar-20

1,000

Male 54%

Female 46%

Total 100%

18-24 19%

25-34 32%

35-44 23%

45-54 18%

55-59 8%

Total 100%

Belo Horizonte 7%

Brasilia 4%

Curitiba 7%

Rio de Janeiro 19%

Interior de São Paulo 7%

São Paulo 43%

Salvador 8%

Porto Alegre 4%

Total 100%

n=

Gender

Age

Region
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TRADE INTERVIEWEES

Trade Interviews were conducted with five 
experienced industry professionals in the 
Brazilian wine trade in 2020

Interviews followed a pre-determined 
discussion guide, and covered overall 
market trends, opportunities for different 
wine styles, retail channels and pricing

The five interviewees were members of the 
wine trade working in different roles: 

1 x Wine Retailer

1 x Wine Journalist

1 x Wine Educator

1 x Wine Sommelier 

1 x Wine Importer 

RESEARCH METHODOLOGY: QUALITITATIVE
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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 License 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, [XX] 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 London (Head Office)

109 Maltings Place
169 Tower Bridge Road
London
SE1 3LJ

Telephone: +44 (0)20 8194 0090
Email: info@wineintelligence.com
Website: www.wineintelligence.com
Follow us:

Connecting wine businesses with 
knowledge and insights globally

mailto:info@wineintelligence.com
http://www.wineintelligence.com/
https://www.instagram.com/wineintell/
https://www.linkedin.com/company/wine-intelligence/
https://twitter.com/WineIntell

