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DATA TABLE DETAILS

Data table includes: 
• Profiling by cross-tabs including Portraits segmentations, gender, age, income, 

location, wine involvement, language spoken and purchase frequency 
change during lockdown 

• Tracking against past waves where available 
• This data table includes July 2019 and July 2020
• Tracking also for English-speaking Canada and French-speaking Canada

• All significances highlighted

Example screenshot of data table:
Data will not be blurred when you receive the report

Wine Intelligence 

market experts 

are available to 

help you 

understand the 
data table
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PACKAGING FORMATS TESTED

Packaging formats were shown in a randomised order to avoid bias

Standard glass 
bottle (750 ml)

Tetra Pak (1L)

Large bottle / 
magnum (1.5L)

Small bottle 
(single serve)

Wine in a can

Half bottle 
(375ml)

Regular bag-in-
box (3L)

Large bag-in-box 
(4L)
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INTRODUCTION

Our 2020 study of wine packaging formats in 
the Canadian market suggests that the 
recent Covid-19 pandemic and associated 
lockdown is starting to unlock more 
possibilities in alternative formats driven by a 
younger generation shopping more for wine 
while the on-premise remains closed or 
restricted. 

So far, these new trends remain small in 
absolute terms. While awareness levels of 
single serve (bottles or cans) has grown in the 
past year, even today fewer than 4 in 10 
Canadian wine consumers are even aware 
that wine can come in a can, and only 6% 
say they have bought canned wine in the 
past 6 months. 

Most of the growth in can awareness is 
coming from English-speaking provinces, 
while – for the moment at least – small formats 
seem to be going in reverse in Québec, 
where awareness levels are flat year-on-year 
and purchase rates have actually decreased
for wine in a can. 

Of greater interest from this report is the extent 
to which alternative formats generally, and 
cans in particular, are welcomed by those 
aged 21-39 – the Millennials and Gen-Z, 
whose purchasing power and preferences will 
shape the Canadian wine category for the 
next 30-40 years. A typical Millennial is no 
more likely to have come across wine in a 
can than anyone else, but they are nearly 
twice as likely to buy this format once they 
know about it.

The recent lockdown situation appears to 
have revived the bag-in-box market, which 
was trending downwards in terms of long-
term usage but has had a renaissance in the 
past few months as restrictions on shopping 
encouraged bulk buying. As with small 
format, the bag-in-box boost seems to be 
coming from younger and more involved 
wine drinkers, who have historically avoided 
this format. More excitement is expected in 
bag-in-box in the coming months, as 
producers react to the change in the sales 
trend and bring more variety and innovation 
to bear to reach these recent converts.

As to motivations for smaller formats, the data 
offers some new interpretations to add to 
familiar tropes about younger drinkers seeking 
control, portability and moderation. While 
convenience is a key driver of can purchase, 
it is also seen as a low-risk, low-cost way of 
trialing new products or wine styles. In the 
end, the can could be as much about 
helping consumers on the discovery path in 
wine as it doubtless will be as a lightweight 
and portion-controlled alternative to a 
standard bottle.
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MANAGEMENT SUMMARY

All Canadian regular 

wine drinkers
Male Female 19-24 [Gen Z]

25-39 

[Millennials]
40-54 [Gen X] 55+ [Boomers]

1,000 507 493 67 316 251 366

1 Standard bottle (750ml) 90% 92% 88% 87% 93% 92% 87%

2 Large bottle / magnum (1.5L) 36% 40% 32% 57% 37% 39% 31%

3 Large bag-in-box (4L) 22% 19% 25% 18% 14% 20% 29%

4 Half bottle (375ml) 19% 19% 19% 45% 25% 18% 11%

5 Wine in a can 19% 15% 21% 43% 27% 15% 9%

6 Regular bag-in-box (3L) 15% 16% 15% 23% 19% 13% 14%

7 Small bottle (single serve) 14% 15% 13% 23% 20% 10% 9%

8 Tetra Pak (1L) 11% 13% 9% 12% 18% 14% 5%

Age groupsGender

Rank 

2020
n=

Younger consumers are more likely to connect with smaller format 

Younger drinkers are significantly more likely to buy small format if they 
know it exists

n/a : sample size < 50
Red / Blue: Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, Jul’20, n=1,000 Canadian regular wine drinkers

Packaging conversion: By gender & age groups
% who have purchased each packaging type in the past 6 months 
Base = All Canadian regular wine drinkers who are aware of the following packaging formats for wine

EXAMPLE SLIDE:
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80%

25%

10% 10% 8% 7% 6%
4%

100%

Standard bottle
(750ml)

Large bottle /
magnum (1.5L)

Large bag-in-box
(4L)

Half bottle (375ml) Regular bag-in-box
(3L)

Small bottle (single
serve)

Wine in a can Tetra Pak (1L) SIZING

Standard glass bottles (750ml) remain by far the dominant packaging type in the 
Canadian market; around 1 in 4 consumers say they have bought a large bottle / 
magnum, while purchases of other alternative packaging remains low

EXAMPLE SLIDE: PACKAGING PURCHASE 

Source: Wine Intelligence, Vinitrac® Canada, Jul’20, n=1,000 Canadian regular wine drinkers

Packaging purchase 
% who have purchased each packaging type in the past 6 months 
Base = All Canadian regular wine drinkers (n=1,000)
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Recalled purchase incidence for 3L bag-in-box has declined in both English-speaking and 
French-speaking Canada, suggesting that more volume is going through a narrower 
customer base

EXAMPLE SLIDE: PACKAGING PURCHASE 

Wine Intelligence Trade Interview Programme 2020
n/a : packaging type was not tested in this wave 
 /  : Statistically significantly higher / lower than the previous wave(s) at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Canada, Jul’19 and Jul’20, n=1,000 Canadian regular wine drinkers 

Packaging purchase: Tracking
% who have purchased each packaging type in the past 6 months 
Base = All Canadian regular wine drinkers (n=1,000)

2019 2020 Tracking 2019 2020 Tracking 2019 2020 Tracking

1,000 1,000 vs. '19 746 750 vs. '19 254 250 vs. '19

1 Standard bottle (750ml) 86% 80%  85% 80%  90% 80% 

2 Large bottle / magnum (1.5L) 25% 25%  29% 26%  15% 20% 

3 Large bag-in-box (4L) n/a 10% n/a n/a 10% n/a n/a 11% n/a

4 Half bottle (375ml) 9% 10%  9% 10%  9% 10% 

5 Regular bag-in-box (3L) 16% 8%  18% 9%  12% 7% 

6 Small bottle (single serve) 7% 7%  7% 7%  5% 7% 

7 Wine in a can 6% 6%  6% 8%  3% 5% 

8 Tetra Pak (1L) 4% 4%  4% 3%  4% 2% 

All Canadian regular wine drinkers English-Speaking Canadian Québécois

Rank 

2020 n=

WHAT DO MARKET EXPERTS SAY?

“Consumers are definitely more open to 
alternative packaging. We are starting to 
see more Tetra Pak, more can, as well as 

wine in pouches”

Wine Importer, Canada
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Millennials were increasingly likely to purchase the majority of alternative wine formats 
during June and July 2020

EXAMPLE SLIDE: PURCHASE FREQUENCY CHANGE PAST 2 MONTHS –
COVID-19 IMPACT

Wine Intelligence Trade Interview Programme 2020
Source: Wine Intelligence, Vinitrac® Canada, Jul’20, n=1,000 Canadian regular wine drinkers

Packaging purchase frequency past 2 months: 
By age groups
Change in alternative packaging format purchase frequency in the past 2 months
Base = All Canadian regular wine drinkers (n=1,000)  

M
o

re o
fte

n
Less o

ften

Pre-Coronavirus 

behaviour    

Standard glass 
bottle (750 ml)

Tetra pak (1L)Large bottle / 
magnum (1.5L)

Half bottle 
(375ml)

Large bag-in-box 
(4L)

Small bottle 
(single serve)

Wine in a 
can

Regular bag-
in-box (3L)

19-24
[Gen Z]

40-54 
[Gen X]

55+ 
[Boomers]

25-39 
[Millennials]

80.0

90.0

100.0

110.0

120.0

130.0

140.0

150.0

160.0

WHAT DO MARKET EXPERTS SAY?

“Sharing now is not a thing so cans are increasing because 
those who go out and socialize don’t want to share anymore”

Wine Importer, Canada
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The data was collected in Canada in July 2019 and July 2020

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

Respondents were screened to ensure that they were at least
19 years old; drank red, white or rosé wine at least once a
month; and have bought wine in the off-premise or in the on-
premise

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

The data is representative of Canadian regular wine drinkers in
terms of gender, age and Canada Provinces

The distribution of the sample is shown in the table:

RESEARCH METHODOLOGY: QUANTITATIVE

Source: Wine Intelligence Vinitrac® Canada, July 2019 (n=1,000) 
and July 2020 (n=1,000) Canadian regular wine drinkers

Jul-19 Jul-20

1000 1000

Male 50% 51%

Female 50% 49%

Total 100% 100%

19-24 9% 7%

25-34 20% 22%

35-44 22% 18%

45-54 13% 17%

55-64 18% 17%

65 and over 18% 20%

Total 100% 100%

Quebec 25% 25%

Ontario 39% 38%

West 30% 31%

Other Provinces 5% 5%

Total 100% 100%

Gender

Age

Province

n=
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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

