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BIG PICTURE 

SOME THINGS WE GENERALLY KNOW

Å Overall Wine category growth more and more difficult 

Å Bifurcation of growth ςlower end     vs higher end

Å More competition from beyond Wine
ï Spirits

ï w¢5Ωǎ

ï Social moderation

ï Cannabis

Å нлнм ǿŀǎ ŀ Ψ±9w¸ ƎƻƻŘΩ ȅŜŀǊ ςbut in some respects an anomaly

Å Cost pressures/broader inflationary pressures
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JAN 2023 AT HOME AWAY FROM 

HOME

FOOD 10.2% 8.4%

ALCOHOL 4.3% 6.2%

WINE 2.8% 8.0%

WINE PRICE INCREASES AT RETAIL MUCH LOWER THAN 

YOUR COSTS ïAND OTHERS; ON PREMISE MUCH HIGHER
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YOUR CONSUMER HAS MANY CHOICES

WHAT TO BUY
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WHERE TO BUY HOW TO BUY



Å% of 21+ that are Frequent Wine drinkers (at least 1x week) 

Å% of Wine drinkers that only drink Wine; 82% drink 

Wine + other Alcohol

Å% of Wine drinkers that drink Wine + Spirits + Beer + 

the ñ4thò category

WMC: U.S. Wine Segmentation Survey; Fall 
2021/Spring 2022 Combined Base ṜTotal U.S.

18%
* 4th Category includes sangria, spritzers, fruit flavored wines, hard 
ǎŜƭǘȊŜǊǎΣ ǇǊŜƳƛȄŜŘ {ǇƛǊƛǘ w¢5ΩǎΣ ƘŀǊŘ ŎƛŘŜǊΣ ƘŀǊŘ ǘŜŀΣ ƪƻƳōǳŎƘŀ

Most Beer & Spirit drinkers donôt just drink           

Beer & Spirits ïmany drink Wine

theyôre your target consumer too!!! 

55
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PROLIFERATION OF THESE - >$10 BILLION

Flavors Variety Packaging Branding Convenience
Standard 

Panel Facts
Better for 

You

54% of Bev Shoppers have purchased one kind or another                             

and serves a broad demographic range
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Malt Wine Spirits

/ƻƴǎǳƳŜǊǎ ƻŦǘŜƴ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ Ŏŀƭƭ ǘƘŜǎŜ ǇǊƻŘǳŎǘǎ ƻǊ ŎŀǊŜ  
(including what the BASE Liquid is) ςLines are Blurry!!!
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$8 BILLION $1.3 BILLION $1.2 BILLION (+68%)

Annual 2022 ς
NielsenIQ measured channels



ÅBuying/Consuming across and beyond Beverage Alcohol

ÅDrinking ñbetterò, not more
ÅHealth Conscious/Socially Conscious

ÅSeeking 
- Authenticity/Experiences

- Convenience ïwhat to buy/how to buy

- Flavor

- Transparency

ÅTied to their devices ïingoing/outgoing

ÅDiverse ïacross Generations; Race/Ethnicity
ü Challenge: Attracting younger and multi-cultural  consumers to óengageô with Wine

CONSUMER ïMORE THAN EVER -

COMPLICATED & DEMANDING
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SALES TRENDS
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SOME DATA SOURCES TODAY

Type Retail sales Depletions Shipments to consumers

Channels selected off premise off and on premise DtC shipments

ÅFood, Drug, Mass Merch, 

Club (ex Costco), Military, 

Convenience

ÅLiquor channel: 8 state/ 

market geographies PLUS 

20 Liquor chains, including 

the largest

Current participating wholesalers:
Allied Beverage, Breakthru, Columbia, Eder 

Brothers, Fedway, Great Lakes, Heidelberg, 

Henry A Fox, Imperial Beverage, Kentucky Eagle, 

Lipman, Major Brands, Martignetti, RNDC, 

Southern Glazers, Virginia Imports

In processéNABCA + é.

Horizon, Momentum, Opici, Saratoga, Winebow

Aggregate ofé
Åonline orders placed at Winery 

website

Åwinery wine club shipments to 

their members

Åtasting room purchases shipped 

to consumers

Whatôs 

reported

Reporting by product

segment; and brand/item

Share & trend reporting by product segment ï

varietal, price tier, origin, and channel

Reporting by segment ðorigin, 

price tier, varietal, destination 

Whatôs 

new

California Liquor retail 

channel

Several new wine region breaks (Q2 

2023) Including Central Coast
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SPIRITS OUTPERFORMING BEER + WINE
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TOTAL U.S. ï3 TIER:  ON + OFF PREMISE  (VOLUME)

12-Month Rolling Volume % Chg; High End: Table $15+; Sparkling $18+ 

+13.9% +12.9% +7.8% +5.6% -0.8%Wine 

High End

+2.8%

+5.6%

-0.8%

Ex RTDõs
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14%73% 10% 3%Volume Share

Dollar Share 50% 23% 15% 9%
Based upon retail price per eq 750 ml

TOUGH COMPS in 2022
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EVEN IF RATE OF PREMIUMIZATION SLOWED IN 2022, IT WILL 

CONTINUE TO BE A LONG-TERM GROWTH DRIVER

13



STRONG GAINS GENERALLY AT $15+ -- LED BY WHITES
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2021/22 ON PREMISE TAILWINDS DUE TO CHANNEL 

SHIFTING NOW NORMALIZING 
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On Premise vol. share

Domestic table wine

Å$15-$25: 20%

Å$25-$50: 39%

Å$50+: 43%
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{ƻƳŜ ŦŀŎǘƻǊǎ Ƴŀȅ ōŜ ƭƻƴƎŜǊ ƭŀǎǘƛƴƎΧ

Å{ƘƛŦǘǎ ŦǊƻƳ hǳǘ ƻŦ IƻƳŜ ǘƻ άIƻƳŜǘŀƛƴƳŜƴǘέ 
ÅMeal delivery to the home 
Å!ƭŎƻƘƻƭ άǘƻ Ǝƻέ ƛƴ Ƴŀƴȅ ǎǘŀǘŜǎ
ÅBusiness travel unlikely to return to pre-pandemic levels
ÅMany more working out of their homes
ÅShorter restaurant operating hours (6.4 less hrs/week1)
ÅStaffing/labor issues
ÅVersus pre-COVID - 15-20K less on premise accounts vs 

pre-COVID Nationally; in particular Independents2

ÅConsumers more sensitive to on-premise pricing; 
exacerbated further by on-premise price increases
Å²ƛƴŜ Ǿǎ ΨaƛȄŜŘ /ƻŎƪǘŀƛƭǎΩ ŎƻƳǇŜǘƛǘƛƻƴ

Beer Institute STR and SipSource, powered by VIP
Wine & Spirits: 6 months ending Jan 2023 vs 2019 on -premise volume share; Beer: 6 mos. ending Nov 2022

100 = Pre -COVID (2019) on -premise share 

ON -PREMISE SHARE INDEX 
Ṝ6 MOS ENDING JAN 2023

1

ON PREMISE RECOVERING, BUT STILL BELOW PRE-COVID 

LEVELS; WINE LAGGING 
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Source: NielsenIQ  Scan Off -Premise Channels; 52 week period end December 2022
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GROWTH IN H&W POSITIONED BRANDS 
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OF THE 100 BRANDS NATIONALLY WITH THE LARGEST 
Lb/w9!{9{ Lb {![9{ Lb нлннΣ мо I!±9 άI9![¢I ϧ 

²9[[b9{{έ w9[!¢95 !¢¢wL.¦¢9{


