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DATA TABLE DETAILS

Data table includes: 
• Profiling by cross-tabs including gender, age, income, location, typical off-

trade spend, wine involvement and wine consumption frequency
• Tracking against past waves where available 

• This data table includes March 2014, March 2018, July 2019 and October 
2020

• 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

The state of Russia’s wine market today is a classic 
case of good news mixed with bad. The good 
news is that the long-run picture shows a market 
returning to meaningful volume growth in the 
second half of the 2010s, after years of regulatory 
uncertainty and difficult trading conditions. This 
growth has been sustained despite progressive tax 
increases on alcohol, which, along with a 
weakening currency, have driven recalled spend 
per bottle up by over 20% in the off-trade since 
2014.

More encouraging news can be found in the 
engines of consumption growth – the middle 
class, urban, Millennial population, who are also 
responsible for wine market renaissances in other 
countries and appear to be playing a similar role in 
the group of wine drinkers polled in Moscow and 
St Petersburg for this report. These consumers are 
more likely to be saying they care more about 
wine, that it is important to their lifestyle, and 
that they are taking more time over their 
purchases, from which one can reasonably infer 
that they are willing to trade up to a higher 
quality, more expensive product when the mood 
or occasion demands.

Their enthusiasm for the category appears to be 
tempered by a growing struggle to find affordable 
choices, and evidence of this can be found in the 
choice cues being used to inform purchases. The 
importance of a promotional offer in the purchase 
decision process has leapt since 2014 – now over 
6 in 10 consumers regard it as an important part 
of their decision making, up from 47% in 2014. 

The bad news chiefly concerns the recent Covid 
pandemic. Russia has suffered both in terms of 
social restrictions and economic damage, with the 

fall in the price of oil in 2020 undermining the 
value of the Ruble and making imported products 
such as wine more expensive. Faced with another 
steep price increase, uncertainty about the future, 
and fewer opportunities to socialise, Russian 
consumers have pulled in their horns and reduced 
drinking volumes across all alcohol categories, 
including wine. The effect on wine volumes will 
most likely be felt in the first half of 2021, when 
the continued restrictions on mobility combined 
with the typical Russian winter discourage 
socialising and celebrating.

Post-pandemic, the short-term outlook of most 
Russian consumers is decidedly cautious. On 
balance, consumers are not planning to 
participate in events and activities that involve 
crowds, and socialising will be low-key rather than 
expansive. Looking further ahead, consumers are 
expressing desire to trade up to higher quality 
wine alongside a broader wish-list that includes 
foreign holidays and celebrations. However, the 
most widely held desire is to save money for the 
future. This apparent contradiction is not unusual 
in consumer sentiment studies where a degree of 
cognitive dissonance is often at work between 
desires and the cost of fulfilling those desires. 
However, in this instance, the findings align with 
the broader pattern we are observing in the 
Russian wine market, namely a growing desire to 
invest in a higher quality product tempered by 
concerns over affordability in a category that is 
experiencing rising prices. The implication: that 
any return to normal spending patterns will be 
constrained by a reluctance to expose household 
finances to undue strain, given the economic 
uncertainty of the Covid era.
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MANAGEMENT SUMMARY

GROWTH IN MILLENNIAL WINE DRINKING POPULATION DRIVING ADVENTURISM

Age demographics of Russian 
Imported Wine Drinkers

Evolving attitudes towards wine are supported by an 
increasing population of Millennial wine drinkers, keen 
on trying new wines on a regular basis

 /  : Statistically significantly higher / lower than the previous wave(s) at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Russia, Mar’14, Mar’18, Jul’19, Oct’20, (n≥700) Russian imported wine drinkers

The wine drinking population in Moscow & St Petersburg is growing younger, 
with long-term trends showing a significant rise in Millennial imported wine 
drinkers (25-34s), though a significant decrease in 18-24s. Geographic trends 
show a significantly higher imported wine drinking population in Moscow, 
likely due to a younger population residing in more urban areas

These younger drinkers are some of the most international and well-traveled 
people, with their adventurous spirits also translating to wine. Wine attitude 
trends see increases in the proportion of those who are willing to branch out 
and try new styles of wine regularly, driven by mid-aged consumers

15% 8%

24% 32%

22% 23%

22% 21%

18% 17%

2014 2020

55-64

45-54

35-44

25-34

18-24





2014 2018 2019 2020

713 700 1,017 1,000  vs. '14  vs. '18  vs. '19

I enjoy trying new and different styles of wine on a regular basis 48% 39% 48% 49%   

I don't mind what I buy so long as the price is right 10% 7% 12% 12%   

I know what I like and I tend to stick to what I know 42% 54% 39% 39%   

n=

Tracking

Attitude towards wine: Tracking
Base = All Russian* imported wine drinkers (n≥700) *Note that all consumer 

survey data in this report 
refers to recalled usage 
and attitude among 
Russian imported wine 
drinkers resident in 
Moscow and St 
Petersburg

EXAMPLE SLIDE:
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Attitudes towards wine have seen increases in the proportion of those who are either willing 
to branch out and try new styles (driven by Millennial consumers)

EXAMPLE SLIDE: ATTITUDES TOWARDS WINE

Red / Blue: Statistically significantly higher / lower than all imported wine drinkers at a 95% confidence level
 /  : Statistically significantly higher / lower than the previous wave(s) at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Russia, Mar’14, Mar’18, Jul’19, Oct’20, (n≥700) Russian imported wine drinkers

Attitude towards wine: Tracking
Base = All Russian imported wine drinkers (n≥700)

Attitudes towards wine by age
Base = All Russian imported wine drinkers (n=1,000)

2014 2018 2019 2020

713 700 1,017 1,000  vs. '14  vs. '18  vs. '19

I enjoy trying new and different styles of wine on a regular basis 48% 39% 48% 49%   

I don't mind what I buy so long as the price is right 10% 7% 12% 12%   

I know what I like and I tend to stick to what I know 42% 54% 39% 39%   

n=

Tracking

All Russian semi-annual imported wine 

drinkers in selected areas
18-24 25-34 35-44 45-54 55-64

1,000 81 317 230 206 167

I enjoy trying new and different styles of wine on a regular basis 49% 50% 55% 57% 40% 36%

I don't mind what I buy so long as the price is right 12% 13% 14% 12% 13% 8%

I know what I like and I tend to stick to what I know 39% 38% 31% 31% 47% 56%

Age groups

n=
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Gen Z consumers (under 25s) increased their purchase volume of bottled water, non-
alcoholic beverages and beer during the past two months whilst those over 45 bought 
considerably less wine during this time

EXAMPLE SLIDE: CHANGE IN CATEGORY PURCHASE QUANTITY

Gen Z: 18-24 / Millennials: 25-39 / Gen X: 40-54 / Boomers: 55-64
Source: Wine Intelligence, Vinitrac® Russia, Oct’20 (9th November 2020 – 30th November 2020), (n=1,000) Russian imported wine drinkers

Index: Change in purchase quantity of the following categories due to the impact of Coronavirus

Category purchase quantity change during September and October 2020 
compared with pre-pandemic behaviour
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Mar-14 Mar-18 Jul-19 Oct-20

713 700 1,017 1,000

Male 41% 44% 44% 44%

Female 59% 56% 56% 56%

Total 100% 100% 100% 100%

18-24 15% 8% 8% 8%

25-34 24% 32% 32% 32%

35-44 22% 23% 23% 23%

45-54 22% 21% 21% 21%

55-64 18% 17% 17% 17%

Total 100% 100% 100% 100%

Moscow 64% 71% 71% 71%

St. Petersburg 36% 29% 29% 29%

Total 100% 100% 100% 100%

40.001 - 45.000 RUB n/a n/a n/a 5%

45.001 - 50.000 RUB n/a n/a n/a 7%

50.001 - 60.000 RUB n/a n/a n/a 9%

60.001 - 70.000 RUB n/a n/a n/a 10%

70.001 - 80.000 RUB n/a n/a n/a 10%

80.001 - 100.000 RUB n/a n/a n/a 19%

More than 100.000 RUB n/a n/a n/a 36%

I would prefer not to say n/a n/a n/a 3%

Total 100% 100% 100% 100%

n=

Gender

Age

City

Monthly 

income

The data for this report was collected in Russia in
March 2014, March 2018, July 2019, and October
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 semi-annual imported
wine drinkers in Moscow and St. Petersburg in terms
of gender, age, city, and monthly income

The distribution of the sample is shown in the table

RESEARCH METHODOLOGY: QUANTITATIVE

Source: Wine Intelligence, Vinitrac® Russia, March 2014 (n=713), March 2018 
(n=700), July 2019 (n=1,017), and October 2020 (n=1,000), Russian imported 

wine drinkersOther sources in the report include Wine 

Intelligence market experience, secondary 
sources and trade interviews
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