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PRICING

Price:

GBP 3,500

USD 4,900

AUD 7,000

EUR 4,200

Report 
length: 

71
pages

Option 1: Report + data table Option 2: Report only (no data table)

Price:

GBP 3,000

USD 4,200

AUD 6,000

EUR 3,600

Please contact reports-shop@wineintelligence.com to enquire.

Options to pay online or via invoice
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How Portraits works 
What is Portraits? 

▪ Portraits is the name given to Wine Intelligence’s consumer segmentation models, based on wine attitudes and behaviour. 
These are designed to provide wine businesses with a reference segmentation of wine drinkers in key global markets that 
can be applied to individual brands, regions, countries of origin, style categories and retailers

▪ Portugal Portraits 2021 is the 1st edition of our Portugal market segmentation. Portraits are also available for the US, China, 
Australia, UK and Canada

How we develop Portraits…

▪ Wine Intelligence uses factor and cluster analysis to group consumers into distinct segments based on their answers to 
questions about their wine-drinking behaviours and their attitudes towards wine. Once consumers have been identified as 
belonging to a specific segment, these segments are profiled based on a set of output variables, which in addition to the 
input variables include demographic information and more detailed questions on wine-drinking behaviour

▪ The key variables used in the statistical cluster analysis are recalled spend on wine, recalled wine drinking frequency and 
wine involvement.

▪ The individual segment descriptions are developed using both quantitative and qualitative inputs

▪ Quantitative: Analysis for Portugal Portraits is based on a sample of 4,100 Portuguese regular wine drinkers collected 
in July and October 2020, and March and June 2021 via Wine Intelligence’s Vinitrac® online survey

▪ Qualitative: Interviews were conducted across Portugal in September 2021 (see Appendix for details of the 
qualitative research methodology)

Disclaimer: The brands listed in this report arise from the qualitative research conducted with respondents. Their position 
in the report is no direct reflection of any sales data or quantitative analysis, and are only those mentioned by 
respondents.
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EXAMPLE SLIDE: Portugal Portraits: wine drinker Segmentation 
(2021)

Source: Wine Intelligence, Vinitrac® Portugal, July + October 2020 and March + June 2021, (n=4,100) Portuguese regular wine drinkers 

% share of Portuguese regular wine drinkers by Portraits segments Portugal 2021

GENERATION TREATERS: The segment with the highest 
population of young people, they also hold the largest 
share of value in the Portuguese market though they 
comprise the smallest proportion of the total wine-drinking 
population. They buy from a broad repertoire of alcoholic 
beverages, wine styles, and origins. They are relatively 
involved in and knowledgeable about the wine category, 
with a confidence level to match. OCCASIONAL TREATERS: One of the least 

frequent wine-drinking segments though they 
aren’t afraid to spend when they do drink. 

They know what they like and are inclined to 
stick to it. Whilst they are relatively 

conservative on their choices, they are also 
one of the least knowledgeable and least 

confident groups.

ENGAGED EXPLORERS: Middle-aged consumers, with a 
significant male bias. The most frequent drinkers but only mid-
range spenders. Likely due to years spent in the wine category, 
they are the most involved, knowledgeable and confident 
segment. They have the broadest repertoire of varietal, origin and 
brand consumption.

BARGAIN HUNTERS: The largest proportion of the 
Portuguese population, they are frequent wine 
drinkers but don’t spend very much on their wine 
purchases, being highly promotion driven. These are 
your average consumers, behaving most like the 
average regular wine drinker in Portugal. They are 
relatively involved with the category, and have high 
confidence in their average wine knowledge.

KITCHEN CASUALS: The least involved segment, they 
account for the smallest proportions of volume and value in 

the Portuguese market and have a largest proportion of 
female drinkers. They don’t drink as often as other groups in 

general, and rarely do it in the on-trade. Their average spend 
is also the lowest. This segment is price-driven and has the 

lowest knowledge and confidence levels of all segments.

21%

10%

31%

20%

18%
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RESEARCH METHODOLOGY: QUANTITATIVE

▪ The data for this report was collected in Portugal in July 2020, 
October 2020, March 2021 and June 2021

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

▪ Respondents were screened to ensure that they were at least 18 
years old; drank red, white or rosé wine at least once a month; 
and bought 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 Portuguese regular wine drinkers in 
terms of gender, age and region

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

Source: Wine Intelligence, Vinitrac® Portugal, July 2020, 
October 2020, March 2021 and June 2021, (n=4,100) 

Portuguese regular wine drinkers

4,100

Male 53%

Female 47%

Total 100%

18-24 2%

25-34 12%

35-44 18%

45-54 19%

55-64 19%

65 and over 30%

Total 100%

Region Açores 1%

Aveiro 5%

Beja 1%

Braga 6%

Bragança 1%

Castelo Branco 1%

Coimbra 4%

Évora 1%

Faro 5%

Guarda 1%

Leiria 4%

Lisboa 30%

Madeira 2%

Portalegre 1%

Porto 20%

Santarém 4%

Setúbal 9%

Viana do Castelo 2%

Vila Real 1%

Viseu 2%

Total 100%

Jul+Oct '20 and Mar+Jun '21

n=

Gender

Age
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CONSUMER INTERVIEWEES

Consumer Interviews were conducted with 
consumers located across Portugal in 
September 2021

The interviews lasted between 30 and 45 
minutes and were done via phone or Zoom, 
covering general wine drinking and buying 
behaviours and preferences, motivations 
and attitudes towards wine and purchase 
choice cues

Sample size n = 17

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 Licence 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, US 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)

Nutmeg House
60 Gainsford Street
London
SE1 2NY

Telephone: +44 (0) 20 8194 0090 
Email: enquiries@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 enquiries@wineintelligence.com

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

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

