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OUTLOOK ON THE WINE SECTOR
Danny Brager, SVP Beverage Alcohol Practice
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You’re Top of the Class!!!

Growth well ahead of Market

At Premium End

Multiple distribution channels 
(Retail, DtC shipments)
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Primary Data Sources

• Total Wine - $17 Billion; 186 MM 9L Cases
• Coverage estimated 60-65% of Off Premise

• Food (total U.S.)
• Drug (total U.S.)
• Mass Merchandiser (e.g.Target)
• Walmart
• Dollar (Dollar General, Family Dollar)
• Select Club Stores (BJ’s, Sam’s)
• Convenience (total U.S.)
• Military Exchanges 
• Liquor* (selected geographies/retailers)
 7 geographic markets + 17 major Liquor chains

• Whole Foods
• Wine.com

xA
O

C

Direct to Consumer ShipmentsRetail Stores – Off Premise 

…includes online orders, wine club shipments and tasting 
room purchases shipped to consumer
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Oregon Wine Sales - 2018

Source : Nie lsen Tota l U.S . Off P remise  Outle ts  (52 w/e  12-29-2018) 
Grocery+Drug+Mass Merch+ Conv+Dollar+Selected Whse Clubs+Liquor

DOLLARS
($MM)

CASES
(000)

Avg Price
Per 750 ml

DOLLARS
($MM)

CASES
(000)

Avg Price
Per 750 ml

Sales $195 1,001 $16.25 Sales $188 394 $39.70

% Chg vs 
YAG +13.5% +13.5% % Chg

vs YAG +21.0% +19.3%

Share 
(2018) 

1.2% 0.5% Share 
(2018) 

6.2% 6.2%

Share 
(2015)

0.8% 0.3% Share 
(2015)

5.1% 4.6%

Source : Sovos /Wines  & Vines    DtC Shipments  (Annual 2018)
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Oregon Wines Leading Growth

Source: Nielsen,  TTL xAOC+Liquor Plus+Conv+Military; 52 w/e 12-29-2018 Source:

Annual Percentage Change ($) – Total Wine
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Nielsen Off Premise - xAOC
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Source: Nielsen xAOC – 52 w/e 12-29-2018 (Dollars); Top 25 brands = 77% of Oregon Wine $ sales; top 50 = 88% of Oregon Wine $ sales

16 34Of top 25 brands Of top 50 brands 

Oregon Wine brands growing double digit (%)…
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Copyright © 2017 The Nielsen Company. Confidential and proprietary.

WINE TRENDS
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Washington

OregonItaly
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Value Percent Change

Oregon the Undisputed Growth Leader – DM or IMP

Source :  Nie lsen Tota l U.S. All Outle ts  (xAOC + Liquor Plus  + Conv + Milita ry); 52 w/e   12-29-2018  (Bubble  = Annual $ Size); Table  Wine  

Total U.S. Off Premise/Table Wine

California: +1.4% Dollars
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Washington
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And Oregon at a Premium Price Position

Source :  Nie lsen Tota l U.S. All Outle ts  (xAOC + Liquor Plus  + Conv + Milita ry); 52 w/e   12-29-2018  (Bubble  = Annual $ Size); Table  Wine

Total U.S. Off Premise/Table Wine 
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Napa

Sonoma

Rest of CA

Oregon

Washington

Rest of U.S.
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Oregon the Leading Origin in DtC Shipments

Source :  Nie lsen Tota l U.S. All Outle ts  (xAOC + Liquor Plus  + Conv + Milita ry); 52 w/e   12-29-2018  (Bubble  = Annual $ Size); Tota l Wine  

Total U.S. DtC Shipments – Total Wine
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<$4.00

$4-$7.99

$8-$10.99

$11-$14.99

$15-$19.99

$20-$24.99
$25+

-10

-8

-6

-4

-2

0

2

4

6

8

10

12

-8 -6 -4 -2 0 2 4 6 8 10Vo
lu

m
e 

Pe
rc

en
t C

ha
ng

e

Value Percent Change

Table Wine Growth Led From Higher End 

Source :  Nie lsen Tota l U.S . All Outle ts  (xAOC + Liquor P lus  + Conv + Milita ry); 52 w/e   12-29-2018
(Bubble  = Annual $ S ize); Table  Wine  Glass  

42% of $; 22% of volume
Total U.S. Off Premise 

27% of $; 24% of volume

31% of $; 55% of volume
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Slowing Growth Across Several Price Tiers – $15-$25 
Holding Up Best

Source:  Nielsen Total U.S. All Outlets (xAOC + Liquor Plus + Conv + Military); 52 w/e  12-1-2018
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Table Wine Glass Dollar Growth Rates – by Price Tier
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Oregon Wine $ Share of Table Wine Price Tiers (Glass)

 $11-$14.99 $15-$19.99 $20-$24.99  $25+

Oregon Share of Premium Wine Continues to Grow, 
Particularly $15-$25

Source:  Nielsen Total U.S. All Outlets (xAOC + Liquor Plus + Conv + Military); 52 w/e  12-29-2018

$11-$15

$15-$20

$20-$25

$25+
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Broad Growth for Oregon DtC Price Tiers

Source : Nie lsen measured off premise  outle ts  (52 w/e  1-27-2018)

Oregon Wines Volume
Share

Dollar
Share

Dollar
% chg

Share of 
Ttl US.

<$15 20.8% 2.5% +9% 3.0%
$15-$19.99 11.3% 6.1% +23% 7.7%
$20-$29.99 19.7% 12.4% +20% 6.4%
$30-$39.99 13.6% 11.6% +18% 6.2%
$40-$49.99 9.7% 15.8% +9% 9.2%
$50-$59.99 5.9% 11.5% +21% 9.0%
$60-$79.99 7.4% 17.4% +38% 8.6%
$80-$99.99 3.8% 10.9% +9% 8.0%
$100+ 6.0% 11.9% +36% 2.8%
Total 100% 100% +21% 6.2%

Source DtC Shipments  (Annual 2017
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Cab Sauv
Chardonnay Sauv Blanc

P Gris/Grigio

Merlot

P Noir

Moscato

Wht Zin
Malbec

Riesling

Sparkling

Zinfandel
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Wht Blends

Rose’
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Rose’, SB, CS, Red Blends, Sparkling Lead

Source :  Nie lsen Tota l U.S. All Outle ts  (xAOC + Liquor Plus  + Conv + Milita ry); 52 w/e   12-29-2018  (Bubble  = Annual $ Size); Table  Wine  (Sparkling thru 12-1-2018)

Total U.S. Off Premise 
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Rose’ Still On Fire

Source:  Nie lsen Tota l U.S . All Outle ts  (xAOC + Liquor P lus  + Conv + Milita ry); 52 w/e   12-29-2018
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Rose’ Table Wine – Annual Dollar Sales – total U.S. 

45%

45%
Leads - $11 and below

Leads - $15 & above

U.S. & France tied
$11-$15
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OR share of Varietal ($)

OR P. Noir Led – but Some Others in DtC Shipments
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Source: Nielsen measured off premise outlets; 52 w/e 12-29-2018
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Oregon Share of Pinot Noir (Annual – Dollars)

Nielsen DtC Shipments

Oregon Pinot Noir Share Continues to Climb

Source: Nielsen,  TTL xAOC+Liquor Plus+Conv+Military; 52 w/e 12-29-2018 Source: 
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All Wine Types

Alternative Packaging Expands Occasions

Source :  Nie lsen Tota l U.S. All Outle ts  (xAOC + Liquor Plus  + Conv + Milita ry); 52 w/e   12-29-2018 (Bubble  = Annua l $ Size ); Table  Wine  except for Cans

Total U.S. Off Premise/Table 

Non-Glass:11% of dollars/22% of volume
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$ Imptce
to U.S.

% chg
vs YAG

OR 38% +30.4%

CA 10% +7.5%

WA 5% +24.4%

Rem 
States 47% +16.6%

6.2%

Remaining States

West

5.0%

3.6%

Other top States

Oregon Shipments to West vs Rem U.S. around 50/50

Source DtC Shipments  (Annual 2018)

Oregon Wine (Dollars)

3.4%
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OR Sales Growing Double Digits ex Oregon State

Source:  Nielsen measured off premise outlets - 52 w/e 12-29-2018

xAOC Imptce
to U.S.

% chg
vs YAG

OR 20% +6.2%

CA 14% +20.1%

WA 8% +13.4%

Rem 
States

58.0% +19.7%

4.2%
(excl HEB)

6.4%

Liquor 
stores

30% of Tl 
Nielsen

+4.7%

xAOC N/A

Oregon Wine (Dollars)

~3% each

Remaining States

West Other top States

2.8%

2.8% 2.8%

2.8% 2.8%

2.8%
2.8%
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THE BIGGER PICTURE 
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•Alcohol per capita consumption is flat – we’re  fighting for SHARE 
of occasions 

•Almost 50% of regular Wine drinkers say they’re making efforts to 
reduce their consumption of Alcohol (almost 2/3 for those 21-34)

•Occasional Wine drinkers say they’re drinking less Wine; so too 
do 23-34 year olds

DID YOU KNOW…
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Wine Market Still Growing, But at a Lower Rate

Source: BW166
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+1.2%
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Drinking “better” (not a lot more) Mindful Drinking/Moderation

Convenience – What, How, & Where

Category/Brand/Channel Promiscuity

Blurring - Categories & Premises

Sharing – Everything

Combined Drink & Food Occasions 

Fusions & Flavor Diversity

Cannabis; Non Alc Beverages

Authenticity; Transparency

Seeking “Experiences”

Brewpubs/TaproomsMulti-Cultural 

Smaller Serves

CONSUMERS …
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• Little pop’n growth; ageing pop’n
• Generational and Multi-cultural challenges

– Lesser deve loped Gen Z/ Millennia ls , 
Hispanics

– Ageing Boomer/Senior Wine  drinkers
• Occas iona l drinkers  drinking le ss  Wine
• “Experience ” spending undermining BevAl
• Alte rna tives  - Beer/Spirits

– Versa tility/Innova tion in Spirits  & Beer
– Beer/Spirits  lay cla im to “cra ft” and “loca l”
– Brewpub growth
– Lower price  pe r se rving 

• Socia l modera tion a ttitudes
• Alte rna tives  - Non Alc Bev; Cannabis  
• Bev Al e -commerce  gap (Wine  be tte r than 

Beer/Spirits ); in-s tore  impulse  impacted  

• Gender equa lity; broad ‘age’ reach
• Bev Al consumers  turn to Wine  as  they mature
• Some growth hot horses  – product segments

– Premiumiza tion
– Varie ta ls /Types  – e .g. Rose’, Prosecco, SB
– Alte rna tive  Packaging  

• High Frequency drinkers  drinking more  Wine
• Eating occas ions  WITH a  drink > drinking only
• Divers ity – varie ta ls , origin
• Direct to Consumer Shipment Growth
• Expans ion in loca tion count

– Newer/diffe rent channe ls
– Sta te (s ) lega liza tion

Headwinds Tailwinds
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Base: Drink Alcohol Several Times A Year Or More Often (n=1,525)
Q:    How much effort are you currently making to reduce your overall consumption of alcohol beverages?

47%

66%
54%

44%
36%

25%

46%

Regular
Drinkers

21-34 35-44 45-54 55-64 65+ Wine

Source: Survey conducted online by The Harris Poll in partnership 
with Nielsen (January 7-9, 2019); n=1,964 U.S. adults 21+

% Indicating Strong/Moderate Effort to Reduce 
Consumption of Alcohol

Efforts To Moderate Alcohol Consumption      
Led By Younger LDA’s – Mindful Drinking
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28

Cinema/Theater
Concerts
Festivals 
Museums
Sports Bar
Activity Bars 
Brewpubs/Taprooms
Rooftop Bars
Tiki Bars
Trivia Bars
Winery Activities
Or AT HOME…

…the desire for 
variety, experimenting 

and experiences in 
eating/drinking 

occasions growing

Experience
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Experience

Experience
Cinema/Theater
Concerts
Festivals 
Museums
Sports Bar
Activity Bars 
Brewpubs/Taprooms
Rooftop Bars
Tiki Bars
Trivia Bars
Winery Activities
Or AT HOME…

…the desire for 
variety, experimenting 

and experiences in 
eating/drinking 

occasions growing



30C
op

yr
ig

ht
 ©

 2
01

7 
Th

e 
N

ie
ls

en
 C

om
pa

ny
. C

on
fid

en
tia

l a
nd

 p
ro

pr
ie

ta
ry

.

Battle for Occasions – Hearts, Minds, & Pocketbooks
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NON-ALC ADAPTATION TO “HARD” BEVERAGES
Non-Alc Bev $7B bigger today vs 4 years ago

Hard
Cider

Hard
Tea

Hard
Seltzer

Hard
Kombucha

Hard
Coffee
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“Hard” Adaptations to 
Non-Alc Beverages

January 2019

“all the spirit without the spirits”

Cannabis Infused Bev +61% 
yoy in Legal/Rec markets
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Younger Generations Buying Rate Well Behind Older 
Age Groups

Source: Nielsen Homescan; Total U.S. – All Outlets – 52 week period
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Dollar Buying Rate by Age Group compared to Overall Category = 100

2012 mid-2018
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What You Should Take Away









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