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PRICING

Price:

GBP 3,000

USD 4,200

AUD 6,000

EUR 3,600

Report 
length: 

137
pages

Option 1: Report + data table

6

report 

credits

Option 2: Report only (no data table)

Price:

GBP 2,500

USD 3,500

AUD 5,000

EUR 3,000

5

report 

credits

First time buyer, small business and academic discounts available. 
Please contact reports-shop@wineintelligence.com to enquire.

Options to pay online or via invoice

Learn more about Report Credit Bundles, which can be used to buy multiple 
reports and save 30% on the price of buying reports individually.

mailto:reports-shop@wineintelligence.com
https://www.wineintelligence.com/downloads/report-credit-bundle/
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DATA TABLE DETAILS

Data table includes: 
• Profiling by cross-tabs including Canada Portraits (consumer segmentation), 

gender, age, income, location, English-speaking Canada vs French-speaking 
Canada, online wine buyers and wine involvement

• Tracking against past waves where available 
• This data table includes October 2017, October 2019 and October 2020
• Additional tracking for English-speaking Canadian regular wine drinkers

and French-speaking Canadian regular wine drinker (in addition to all 
regular wine drinkers)

• 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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INTRODUCTION

Wine consumers in Canada have weathered the 
storm of Covid by drinking wine a bit more often, 
buying more familiar brands, and opting for larger 
formats in some cases, while reducing their on-
premise visits.

New wine consumption occasions have emerged 
from the pandemic. After an initial surge in 
lunchtime wine drinking, this habit has reduced, 
and instead consumers appear to be bringing 
forward ‘wine o’clock’ to late afternoon, and also
deploying wine in online socializing.

The context for wine is also changing. Ready-to-
drink alcoholic beverages such as hard seltzer and 
pre-mixed cocktails have grown their share of the 
beverage alcohol market significantly in the past 
year. While the biggest casualty of this change 
looks to be the beer category, the fashion for RTDs 
appears to be encroaching on some of wine’s turf 
as well.

In particular, the younger end of the wine drinking 
population, known in the Wine Intelligence 
segmentation as Social Newbies, appear to be 
exiting the wine category, and contributing to a 
decline in the overall wine drinking population, 

which is now estimated at 17.5 million monthly 
drinkers, down from nearly 20 million in 2017.

While there are still plenty of highly involved, 
motivated and high spending consumers to target 
in Canada, the lower-using, lower spending 
consumer segment known as Kitchen Casuals is 
showing an increase. Some of these appear to be 
younger consumers who, shorn of the opportunity 
to drink wine in on-premise settings, are reducing 
their wine drinking occasions. It is also a function 
of some consumers trading down, either arising 
from economic worries or finding more tempting 
offers in the monopoly retailers as they fend off 
the challenge of wines selling in grocery store 
settings.

Overall sentiment among consumers and trade is 
that wine has had a ‘good’ pandemic. However, 
the difficulties of the on-premise, and the long 
road to recovery of this channel, will weigh on the 
industry through 2021, and the main challenge 
will be recruiting consumers back to the wine 
category in the face of attractive beverage choices 
elsewhere.
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MANAGEMENT SUMMARY

PANDEMIC CREATED CONSUMPTION OCCASIONS

The excitement of drinking 
wine with lunch is wearing off

As Canadian consumers adapt to
living a “new normal”, they have
migrated to new wine-drinking
occasions

Relaxing end-of-day occasions
became more frequent in April 2020
and continued through August 2020
as on-premise venues shut down as
part of various Coronavirus
lockdowns. During these initial
lockdowns, “wine o’clock” appeared
to start earlier in the day, possibly
around lunchtime. As people were
home during the day, they drank wine
with lunch, perhaps due to the
novelty of actually eating lunch at
home. However, as lockdown
continued, the novelty wore off, and
the average number of wine lunches
have slowly declined as people are
starting to form more permanent
lockdown lifestyles

Frequency of wine consumption at specific lockdown 
occasions: August 2020 vs April 2020
Wine consumption frequency per occasion during lockdown 

April 2020

August 2020

Mean # of 
wine 

consumption 
occasions

0

*No tracking data for ‘when catching up with friends outdoors’ as occasion was asked for the first time in August 2020
Source: Wine Intelligence Vinitrac® Canada, Apr ’20 (23rd March – 16th April), Aug ’20 (16th July – 13th August), (n≥1,000) Canadian regular wine drinkers

EXAMPLE SLIDE:
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Younger drinkers (Millennials and Gen Z) have reduced their wine consumption levels 
most drastically since August

EXAMPLE SLIDE: CONSUMPTION FREQUENCY CHANGE IN THE COVID 
ERA – BY AGE

Gen Z: 19-24 / Millennials: 25-39 / Gen X: 40-54 / Boomers: 55+
Red / Blue: Statistically significantly higher / lower than all regular wine drinkers at a 95% confidence level
Source: Wine Intelligence Vinitrac® Canada, Mar ’19, Apr ’20 (23rd March – 16th April), Aug ’20 (16th July – 13th August) and Oct’20 (n≥1,000) Canadian regular wine drinkers

Average monthly consumption frequency: By age 
Average consumption frequency (times per month) 
Base = All Canadian regular wine drinkers (n≥1,000)  Gen Z

Millennials

Gen X

Boomers

March 2019 April 2020 August 2020
March 2020

(Pre-pandemic 

behaviour)

October 2020

Mean # 
of wine 

consumption 
occasions 
per month
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Wine involvement statements
All Canadian regular 

wine drinkers 

English-speaking 

Canadian
Québécois

n= 1,000 750 250

1 Drinking wine gives me pleasure 84% 84% 86%

2 I always look for the best quality wines I can get for my budget 73% 72% 74%

3 I like to take my time when I purchase a bottle of wine 63% 63% 65%

4 Deciding which wine to buy is an important decision 62% 64% 55%

5 Generally speaking, wine is reasonably priced 52% 57% 38%

6 Wine is important to me in my lifestyle 48% 46% 52%

7 I have a strong interest in wine 47% 47% 49%

8 I feel competent about my knowledge of wine 41% 43% 38%

9 Compared to others, I know less about the subject of wine 38% 37% 39%

10 Generally speaking, wine is an expensive drink 36% 36% 36%

11 I don’t understand much about wine 28% 28% 28%

Rank 

2020

Québécois regular wine drinkers are less likely than all Canadian regular wine drinkers to 
consider wine to be a reasonably priced beverage, suggesting it is more of a 
discretionary or occasion-specific purchase

EXAMPLE SLIDE: INVOLVEMENT AND PERCEIVED EXPERTISE IN WINE

Involvement and perceived expertise in wine: English-speaking Canadian vs Québécois
% who 'agree' or 'strongly agree' with the following statements
Base = All Canadian regular wine drinkers (n=1,000)

% / % : Statistically significantly higher / lower than all Canadian regular wine drinkers at a 95% confidence level
Source: Wine Intelligence Vinitrac® Canada, Oct‘20 (n=1,000) Canadian regular wine drinkers
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10% 13%
7% 8% 6%

11%
5%

10%

19% 14%
20% 19%

51%

56%

51%

57%23% 25% 28% 29%

28%

21%

30%

23%

22% 20%
22% 22%

11% 9% 9%
7%

20% 21%
17% 17%

4% 2% 3% 2%6% 7% 5% 5%

1% 1% 1% 0%

2017 2020 2017 2020 2017 2020 2017 2020

A relaxing drink at the end
of the day at home

With an informal meal at
home

With a more formal dinner
party at home

At a party / celebration at
home

Every day / most days

2-5 times per week

About once per week

1-3 times per month

Less than once per month

I don't drink wine on this
type of occasion

Wine consumption frequency in the off-premise has remained broadly stable for 
informal occasions, while the pandemic has significantly decreased opportunities for 
formal or larger social occasions

EXAMPLE SLIDE: OFF-PREMISE: WINE CONSUMPTION FREQUENCY BY 
OCCASION

Off-premise: Wine consumption frequency by occasion of English-speaking Canadians
Base = Those who buy wine to drink at home

 /  : Statistically significantly higher / lower than 2017 at a 95% confidence level
Source: Wine Intelligence Vinitrac® Canada, Oct’17 and Oct‘20 (n≥746) English-speaking Canadian regular wine drinkers
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RESEARCH METHODOLOGY: QUANTITATIVE

▪ The data has been collected in Canada since October 
2017

▪ The October 2020 wave was tracked against October 
2017 and October 2019 

▪ 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 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 Province

▪ The distribution of the sample is shown in the table:

Oct-17 Oct-19 Oct-20

1,000 1,000 1,000

Male 50% 51% 51%

Female 50% 49% 49%

Total 100% 100% 100%

19-24 9% 7% 7%

25-34 20% 22% 22%

35-44 22% 18% 18%

45-54 13% 17% 17%

55-64 18% 17% 17%

65 and over 18% 20% 20%

Total 100% 100% 100%

Québec 25% 25% 25%

Ontario 39% 38% 38%

West 30% 31% 31%

Other Provinces 5% 5% 5%

Total 100% 100% 100%

Gender

Age

Province

n=

Source: Wine Intelligence, Vinitrac® Canada, October 2017 (n=1,000) , October 
2019 (n=1,000) and October 2020 (n=1,000) Canadian regular wine drinkers

Other sources in the report include Wine Intelligence 

market experience, secondary sources and trade 

interviews. Distribution of sample differs for the COVID
and packaging questions
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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

Ready to purchase? 
• Buy online 
• Request an invoice by emailing reports-shop@wineintelligence.com

Need to know more? 
• Email reports-shop@wineintelligence.com with your question(s)

mailto:info@wineintelligence.com
http://www.wineintelligence.com/
https://www.instagram.com/wineintell/
https://www.linkedin.com/company/wine-intelligence/
https://twitter.com/WineIntell
http://www.wineintelligence.com/downloads/canada-wine-landscapes-2021
mailto:reports-shop@wineintelligence.com
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