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Study of 20-25* Year-Olds

Objectives

To understand and investigate 20-25* year-
olds’ perceptions of wine 

To analyze what motivates them to drink 
wine and what hinders them

To identify the trends, and the potential for 
development and growth of this segment

Methodology

2 groups of 10 people per country in 5 
countries: France, Belgium, USA, UK, Japan

Males and Females, Students and 
Professionals, Independent and Living with 
parents

Occasional wine drinkers (criteria adapted to 
each country)

This category’s perceptions 
and expectations of wine are 
often poorly understood.

This study is an  
“update" of a similar 
study by Vinexpo 10 
years ago.

Vinexpo is involved in a 
survey of consumer 
behaviour.
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An Overview of this Age Group

“Belonging to a group”
“Communication” and “Discussion”
“Partying” and “Going out with people”
“Sharing” sport, games, music, etc.

Their future, and the “uncertainties” it holds
“Ambition... Success with studies...  Professional 
development...  Career”
“Money”

In all 5 countries

4 recurring themes:

Curiosity about the world and cultural differences
“Travel... Going to foreign countries”
“Multiculturalism”

Mostly in the European 
groups

“Good health” “Staying in shape” Mostly in the United States

In all 5 countries

Vinexpo / BVa 2007
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The end of adolescence

“Tribal” behavior
“Happy-go-lucky” attitude
Enjoys breaking some rules and 
partaking in excessive behavior

Settling into adulthood

Acquires individual independence
New responsibilities and concerns, such 
as: professional future, how to finance 
newfound independence

20*-25 
years 
old

Image of "Self" evolves

Drinking wine is a part of the new identity that young people create for themselves. 
Drinking wine is a “marker” of adulthood.

Vinexpo / BVa 2007
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They evoke the public health message of                      
Moderation and Prevention.

Vinexpo / BVa 2007

Their Relationship with Alcohol

A source of guiltless pleasure:
“It helps you have fun… you feel more part of the party.” (France, Belgium)
“It helps you relax, eliminate stress.” (Japan, USA)

A way to be a part of a group:
“You wouldn’t drink Coke, it would be out of place.” (Belgium)
“It’s a way to be like the others: you drink like the others.” (USA)

A potential health concern:
“It’s a subject you hear about.” (France)
“I don’t want to become an alcoholic.” (France)
“I’d become worried if I got into the habit of drinking alone.” (UK)

5
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Controlled drinking, that is never excessive:
“I don’t associate alcoholism with drinking wine. You sip and enjoy wine.” (France)
“You don’t get drunk with wine.” (UK)

Wine is also represented with the idea that it “benefits health” …

… even if this does not motivate consumers to drink:

“A glass of wine a day is supposed to be good for you...” (Belgium)
“Some doctors recommend people to drink a little wine.” (France)
“It’s supposed to be good for health... for your heart and circulation... Effects on the brain.”
(UK)
“You hear around that a little wine does you good.” (USA)

Many believe that wine is “the healthiest alcoholic beverage.”

Vinexpo / BVa 2007
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Different cultural levels of familiarity

France Belgium UK USA Japan

“We grew up with wine! Wine was always on 
the table... My father, his cellar... Holiday 
visits to cellars... Part of French identity.”

“Wine wasn’t drunk so often by my 
parents… but wine drinking has become 
more usual, less exclusive.”

“That’s European culture... In my 
family it’s for special occasions.”

“It represents overseas… never seen my 
parents drink wine.”

“When my father has been shopping and 
has bought wine, he announces it as soon 
as he arrives at the door.”

• Very familiar: has been in their 
daily environment since 
childhood

• Wine is a legacy

• Rather familiar: wine 
drinking has become 
open to all, especially 
young adults

• Not very familiar with wine

• Wine is occasionally served 
in the families of those 
surveyed

• Wine is still 
"exotic" and extra 
special

These differences correspond to different levels in the relationship with wine. 

+++ - - -
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The culture of wine’s origin
“The wine countries” especially the “historic“ ones: France and Italy 
were mentioned by everyone.

The “vineyard landscapes”, also “the châteaux”

“Barrels... corks”

The culture of wine’s consumption

“The art of tasting wine”

“The art of matching wines with food”

A Common Culture

Differences between the Countries:

The “noble” / elite facet: “the great 
wines... aristocracy... the grand estates... 
the chateaux... the heraldry... dinner suits... 
grand gastronomy...”

The “rustic" / popular facet in positive 
terms: “the great little wine that no-one 
knows... the winemaking craft... the 
generous wine grower with his big 
moustache, who enjoys his food and wine... 
special local restaurants, wine served in a 
carafe.”

• Close to wine-making Europe, but striking 
references to the New World:

“France of course – when you go there, you 
see wine everywhere, the landscapes... Italy, 
Spain, it’s part of their tradition.”
... But Australia too... South Africa... South 
America”.

A more mixed image of wine (that is not 
polarised on “rustic” or “noble”):
“slightly stylish, civilised, but informal... Wine is 
for everyone... Quite frequently seen in bars, 
everyone drinks it”.

UK USA and Japan

• More focused on the 
“sophistication” associated with 

wine drinking:

“It’s stylish, up-market... sometimes 
a little snobbish... pompous... 
business relations... art galleries”. 
(USA)

“Upper class... wealthy people... 
learned academics... refined 
society...” (Japan)

• An image that clearly differentiates 
two complementary facets of wine:

France and Belgium

Vinexpo / BVa 2007
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The ideas associated with wine become ideals to strive for.

Wine does not have a “young” image…

“The classical wine drinker is a man or a woman, older than 30… more 35-40… an 
experienced person… comfortable income… married.”

“Refined… educated,” “cultivated… interested in lots of different things.”

A more responsible relationship with alcohol: “when you like and know wine, 
you don’t get drunk any more.”

A “choosy” pleasure-seeker: “likes things of quality.”

“Bourgeois bohemian”: “open-minded intellectual, nice guy, a little eccentric.”

…but this makes wine more attractive

9 Wine’s Image: What 20-25* Year-Olds Associate with Wine, continued
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Tasting pleasure is not immediate

It comes with time, a certain amount of perseverance and education:

“Because I kept on tasting, I started to like it… You need to learn to enjoy the taste... 
You wake up one day and you like it.” (France)

“You need to educate your palate... marry it with different sorts of cheese.” (USA)

“I worked hard to try and like wine.” (Japan)

Getting Initiated to Wine

It requires an effort to like wine, which shows a desire to become 
a “connoisseur,” rather than “just a drinker.”

10
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Wine’s “mature” image: 
“I started to drink wine, when I was with older people, to be like them.” (France)
“I kept trying, I wanted to be able to drink wine like an adult.” (Japan)
“If you want to be an adult, you have to try wine and get used to drinking it.” (Japan)
“My friends, who have jobs, who are starting to earn more, tend to prefer wine – they 
are entering into an older world.” (USA) 
“When you start drinking wine, or enjoy wine, your image changes.” (Belgium)

A responsible way to drink alcohol:
“A wine drinker seems more responsible: the guy who has a glass of wine looks more 
moderate, more mature.” (USA)
“It’s a sign that you’re getting better behaved, less wild,” and “It’s more subtle.”
(Belgium)
“I enjoy the gradual effect of wine.” (France)

A way of drinking that is more focused on quality than quantity.

What Drives Consumption11
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Trends around the World:

U.K. Japan USAFrance / Belgium

Wine bars are considered “neo-
traditional:”

Usually these venues are designed for   
“thirty-somethings and older” and are 
”a little old-fashioned,” but they are 
beginning to attract the 20-25 year-
olds.
Interest connected with:
Media (show biz and sport) and 
personalities, who make wine:
“Having your own vineyard, making 
your own wine is also very trendy: 
(French actors) Depardieu, Carole 
Bouquet.”
The success of oenology classes 
& clubs, and "cheese and wine 
evenings."

Wine is available in 
modern “designer” bars:
“Wine has become trendy. 

You find it at fashionable 
venues.“
“In the more up-market bars 
you see bottles of wine on 
show as part of the 
decoration.”

The prominence of 
branding is mentioned, 
which has contributed 
to making wine “more 
fun” and “younger.”

Product marketing is 
mentioned.

Wine as a gift: 
“It has become fashionable 
to offer your girlfriend a 
bottle of wine made in the 
year she was born.”

Tasting pleasures:
• A pleasure to see: “It’s beautiful how it glistens... bright golden yellows... deep reds like velvet 

material: when you swirl the glass, it’s a pleasure to watch.” (France, 
Belgium)
“In the mouth, it’s something else – there are several levels of taste... It’s 
round and warming... it has substance.” (France, Belgium)
“I like the freshness of white wine… It awakens the senses.” (U.K.)

• A pleasure to taste:

12
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The question of price:
Wine is perceived to be expensive, at least for middle of the range products:

“The problem with wine is that a decent bottle is expensive...and in the bars, a glass can often cost between       
£4 and £6.” (U.K.)

“I’m not a connoisseur, but I reckon that any wine that costs less than €10 must be crap… You need to spend    
€15 to be sure!” (France)

“There’s the plonk at €3 a bottle or the bulk stuff at €10 for 5 litres, but I don’t touch it!“ (Belgium)

“Wine starts at 1000 yen: but is it any good at that price?” (Japan)

The elitist “wine culture:”

“Wine connoisseurs all have a vocabulary that puts you off... They sound like collectors.” (France)
“All the fuss they make really turns me off: you hardly ever hear simple straight-forward language about 
wine.” (France)

“You get the impression that to enjoy wine you have to be knowledgeable about it.” (UK)

“Wine connoisseurs form a kind of exclusive club with their own special language that only they know how 
to use.” (Belgium)

“There’s a lot of snobbery and pompousness around wine... An impression that it takes years of experience to 
learn.” (USA)

1)

2)

13 What Hinders Consumption
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Difficulties in choosing and drinking wine:
“It’s complicated, there are lots of wines and each one is different, you can make mistakes.” (France)

“There are labels that tell you that this goes well with game, but who eats game these days?!” (France)

“We know that whites go with fish, for example, but not all whites, so you wonder which ones.” (Belgium)

“One thing that holds me back is that I’m worried about buying a bottle that won’t go nicely with the meal.” (UK)

“There are too many brands, too many styles of wines.” (USA)

Too much diversity:
“I’m just lost in front of the supermarket shelves – there are too many to choose from. Even in the local corner 
shop, it’s hard to choose.” (France)

“It’s very hard to find anything you recognise amongst the colors, the different wine producing areas, the prices, 
the appellations.” (Belgium)

“The labels don’t really inform you… at the end of the day, everything gets a bit mixed up and you don’t know 
what to choose.” (UK)

“It’s complex, there are too many names – you never know what to choose.” (USA)

“I don’t understand the price differences. A bottle of wine can cost from 1000 to 20,000 yen.” (Japan)

14
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How Wine is Perceived

Quite high in quality

Very few fears of “bad wine”

Doubts when actually buying:

Value for money

“Why 15,000 yen for one wine and 1,500 for 
another?” (Japan)

“Is the wine that costs €60, 20 times better 
than the one at €3?” (Belgium)

Concerns about what the wine is going 
to taste like and how well it will match 

with the meal.

“Since you can’t taste it before buying, you 
always wonder whether you’re going to like it.”
(UK)

“My fear is that I’ll make a mistake as far as 
matching the wine with the food is concerned."
(France)

15
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Expectations of Wine

Wine is a part of the “basic culture”of the countries (except the US and Japan):

“We’re returning to more authenticity and wine is a part of that.” (UK)

“A thousand year-old tradition that cannot disappear.” (France)

“Wine will always be there – it’s part of our basic values.” (Belgium)

Wine’s image is evolving and getting more popular:
“In our grandparents’ time, cheap wine was awful stuff!” (France)

“Today I’ve heard that even the lowest priced wines are still OK.” (Belgium)

“For our parents, wine had that hallowed side to it; for us wine has become simpler.” (Belgium)

“Less exclusive than before.” (USA)

“Wine is being marketed today and is appealing to other classes of the population.” (USA)

While wine is part of some cultural identities, it is becoming 
more accessible to all countries.

While it is still alcohol, it is considered healthier and more 
compatible with a healthy lifestyle.

“It’s based on fruit, so it has that more natural side to it than the other alcoholic beverages.” (USA)

16

Vinexpo / BVa 2007



17

All young people surveyed intend to drink wine in the future:

More frequently, 
more regularly

Better qualityIn greater variety

as:

Their lifestyle continues to 
evolve towards:

They have more 
money to spend:

Their knowledge and 
experience of wine 

increases:
“less drink-based parties”

and “calmer friendly relationships.”
“more going out to restaurants…

more opportunities to buy good wines.”
“We’ll be more adventurous in trying 

out new wines.”
“Sooner or later, I’ll have my own 

wine cellar.”

17
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4 main catagories:

Make wine’s image 
younger

Make wine more
accessible

Take the myth out of 
wine culture Educate and give

guidance

“Too associated with parents… 
Still connected with the oldest … 
Not a young person’s drink.”

“For a slightly closed, high level social class… The 
image of a drink that is more expensive than others.”

“A world that we don’t know… Reserved for a club of the 
initiated… You need to know what you’re looking for… 
Intimidating language.”

“You feel a little lost with the size of the range … You don’t know 
what to choose.”

How to Market Wine to 20-25* Year-Olds18
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Expectations concerning product:
Wines that are “light,” “fruity” and “refreshing” are mentioned

Varietal wines are easier to understand, and make selecting and buying a wine less intimidating

Clearly describe how the wine tastes, what different kinds of foods it matches with and when best to serve it

USA, UK and Belgium: declared an interest in wine based cocktails

Expectations concerning packaging:
France/Belgium/UK: Young people are more attached to traditional wine packaging formats

Glass bottles, traditional bottle shapes and labels, capsules etc. that suggest a link with the terroir

USA/Japan: Young people are more open to something new
Individual measures (Japan), different bottle shapes and colors (USA)

Expectations concerning information:
“To say something significant to young people, you need to tell them that this wine goes well with pizza… with pasta 
carbonara… with barbecues…”

An interest in oenological training, provided it is adapted to suite young people: prices / atmosphere / enrollment

Expectations concerning distribution:
Merchandising for the young: educational in-store promotion, a “wine section for young people.”

A wine bar concept especially adapted for young customers: “with different events every week, on the theme of a 
wine region or a country. It could be combined with appropriate music and food.”

19
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Brands attract customers in the USA, UK and 
Japan

In the USA:
Open to a brand that would be 
positioned as a wine “for young 
drinkers.”

“Packaging designed for young people… 
promotions with goodies, derivative 
products… cool advertising… a mascot.”

In the UK:
The brand must not be obviously 
targeted towards young drinkers.

“Keep the serious, traditional side of 
wine.“

In Japan:
The idea of branding is appealing because it:

- Makes wines easier to understand

- Aids in making the names more familiar

- Creates a new trend among younger consumers 

Wine Brands20
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How Findings Compare to 10 Years Ago
Where wine is consumed is slowly changing. In 1996, wine was drunk more formally, at the dinner table 
or with a restaurant meal. In 2006, practices are much more open and wine plays a much more diverse role 
in the lives of young people. They drink wine:

Brands have made wine more accessible: Branded wines have been proven to appeal to younger 
drinkers, with each approached adapted to suite each market. 

Responsible drinking: In both studies, young people believe that wine consumption is more “controlled” 
than other alcohol consumption.

Generational differences have lessened. How parents and young people view wine has become more 
similar than before, creating less conflicting ideas in regards to wine consumption, which supports the 
authenticity of wine.  

Wine is more trendy today. Ten years ago, wine was widely considered more of a “basic drink,” especially 
in France and Belgium. Today, young people view wine as a quality product, even at the bottom of the range.

As an aperitif , as a “quiet” start to the evening (at home or in a bar or pub)

At bars. Wine is present in some young people’s bars - not only wine bars, which also seems to be 
gaining in popularity

At informal occasions, such as picnics, barbecues, etc.

21
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