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INTRODUCTION

The market for wine in Germany has a 
deserved reputation for being a very 
value-driven, low-priced environment with 
a big share of wine being sold through 
discounters. In such a harsh environment, 
profits are hard earned, and change –
when it happens – has traditionally been 
evolutionary and cautious.

Latest insights in this report show that this 
picture is about to change. Whilst the 
market is still mature and stable, we can 
see some indications of an emerging 
trading up opportunity - driven by a 
mixture of young wine producers, 
entrepreneurs, new routes to market and 
a new consumer sentiment favouring high 
connection brands.

The population in Germany is getting 
older and so are wine drinkers, however, 
there seems to be a new generation of 
winemakers and marketers who are 
tailoring their product offer to the needs 
of their target audience. And whilst young 
wine drinkers are eager to explore the 
category – along with other beverages –
they are keen to connect with brands 

and use them as an orientation in a very 
complex environment. 

High connection brands in the still wine 
category indicate there may be an 
opportunity to develop market positions 
with focused, innovative strategies 
competing with mainstream brands. 

These changes seem to have been 
boosted rather than held back during the 
Coronavirus pandemic and the lockdown 
period. Consumers have stayed engaged 
through various online tastings and social 
media interactions. The existence of 
several well managed and effective e-
commerce platforms in Germany has 
added fuel to this trend, given the 
difficulties (real or perceived) of going 
into a store during the lockdown period.

It will be interesting to observe how the 
industry finds ways to attract and serve 
this broad range of ages with an equally 
diverse range of experience, including 
touchpoints used to connect with the 
retailers / manufacturers and product 
needs. 
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PRICING
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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
Germany in March 2016, January 2019, and
March 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 German regular
wine drinkers in terms of gender, age, and
region

The distribution of the sample is shown in the
table

RESEARCH METHODOLOGY: QUANTITATIVE

Wine Intelligence, Vinitrac® Germany, March 2016 (n=1,005), January 2019
(n=1,014) and March 2020 (n=1,000), German regular wine drinkers

Mar-16 Jan-19 Mar-20

1,005 1,014 1,000

Male 43% 43% 43%

Female 57% 58% 57%

Total 100% 100% 100%

18 - 24 5% 4% 4%

25 - 34 12% 12% 12%

35 - 44 18% 16% 16%

45 - 54 23% 22% 22%

55 and over 42% 46% 46%

Total 100% 100% 100%

Baden-Württemberg 14% 15% 15%

Bayern 16% 17% 17%

Berlin 4% 4% 4%

Brandenburg + Mecklenburg-Vorpommern 6% 5% 5%

Bremen + Niedersachsen 10% 10% 10%

Hamburg + Schleswig-Holstein 5% 6% 6%

Hessen 7% 7% 7%

Nordrhein-Westfalen 19% 19% 19%

Rheinland-Pfalz + Saarland 7% 6% 6%

Sachsen + Sachsen-Anhalt + Thüringen 12% 11% 11%

Total 100% 100% 100%

n=

Gender

Age

Region
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TRADE INTERVIEWEES

Trade Interviews were conducted with five 
experienced industry professionals in the 
German wine trade in July 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 Producer (Managing Director)

2 x Wine Distributor (Managing Director 
/ Marketing Director)

1 x Wine Specialist Retailer (Managing 
Director)

1x Wine Business Development Manager

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

