
information.  Men are more 

likely to walk away without 

making a purchase. 

What does this mean for 

retailers? Have the informa-

tion available for both men 

and women at the point of 

purchase, and make it easy to 

find. 

80% of wine buyers are 

women. A recent article pub-

lished by Emerald Group 

(Women wine consumers: 

information search and retail-

ing implications) examined 

the differences in how men 

and women select wine. 

It turns out that both men 

and women view wine as a 

high risk purchase. They want 

to avoid being embarrassed in 

front of business associates 

or friends. 

Both men and women man-

age the risk by getting infor-

mation at the point of pur-

chaseñwhich is where 70% 

of the purchase decisions are 

made. 

The sources of information 

tend to differ, however, for 

men and women.  Men have a 

stronger tendency to read 

reviews and even books. 

Whereas women will look 

more closely at the labels and 

shelf tags.   

Both will rely on country of 

origin in the absence of other 

When consumers find a 

toothpaste or a soda they 

like, they stick with it.  The 

same is not true for wine.  

With thousands of wines to 

choose from and with wine 

being more of an adventure 

than other products, consum-

ers are willing to try different 

brands much more fre-

quently.  In fact, with so many 

brands, it is often difficult for 

the consumer to remember 

the name of the brand they 

liked.   

Consumers will, however, 

stick with a retailer  that 

helps them get the right wine 

for the occasion.  

While consumers have lower 

loyalty to the wines them-

selves, they have strong loy-

alty to their wine retailer.  

Men vs. Women in Selecting Wine 
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òHow long do 

consumers tend to 

store their wines?   

Not years, months 

or even days.  The 

answer is hours!ó 

Wine Shoppers Buy for the Moment 

Your Customers Are Online 

Your Customers Are Uncomfortable 
70% of wine shoppers are 

uncomfortable selecting 

wine.  

Wine is actually a higher 

risk purchase than almost 

every other product.  Since 

shoppers are often buying a 

wine they have not had 

before, there is risk that 

they will not like it and 

therefore have wasted their 

money and wasted an op-

portunity to enjoy a bottle 

of wine!   

More importantly, as wine 

is often shared with friends 

or family, there is the risk 

of òblowing itó ð purchasing 

a wine that the guests do 

not care for or that does 

not match the meal.  Who-

ever brings the wine has an 

opportunity to be a hero 

or a schmuck! 

Retailers who can increase 

shoppersõ confidence in 

their purchases will enjoy 

customer loyalty.  

are actually in a great posi-

tion to compete.  Even if 

they do not wish to sell 

their wines online, tradi-

tional retailers can still post 

information about their 

wines, so shoppers can 

discover and peruse 

them.  If done right, tradi-

Online wine sales is cur-

rently a small portion of the 

industry.   However, it is 

growing rapidly, and online 

retailers can provide infor-

mation and selection tools 

not naturally available to 

traditional retailers.  How-

ever, traditional retailers 

tional retailers can offer the 

best of both worlds: the 

ability for consumers to get 

information online and the 

convenience of purchasing 

the wine at the store in 

order to have it right 

away.   

retailers who can help 

shopper buy the wine that 

is right for the occasion will 

enjoy repeat business. 

Shoppers will consider 

price , quality and value 

important.  But getting the 

right wine for the immedi-

ate occasion is paramount. 

We have seen that for 

most consumers, the aver-

age time from purchase to 

consumption of a wine is 

measured in hours, not 

days, months or years.   

The purchase is often made 

for an occasion - a near-

term dinner or a party, not 

to add to the shopperõs 

wine cellar.  Therefore, 

W I N E  R E T A I L I N G  
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Shoppers who buy wine tend to 

fill their carts and spend more 

than other shoppers. 

A recent study by BMG Online 

First found that wine buyers are 

typically higher income, have 

higher education levels and tend 

to buy healthier foods than 

other shoppers. 

Most important, wine buyers 

typically fill their carts more 

than other shoppers.  

Often, they are buying wine for 

a specific occasion. And they 

need everything else for the 

occasion: cheese, meats, sauces, 

the list goes on.  

Supermarkets who can keep 

wine buyers coming back will 

enjoy higher sales not just of 

wines but other products as 

well. 

Further, retailers who can let 

shoppers know which products 

such as cheeses, meats or 

sauces, match their wines will 

drive sales of complementary 

products. 

Master Sommelier Ron Edwards 

and Veteran Talk Show Host David 

Gold team up to launch Wine Talk 

Radio.  

The show is fast paced, a little ir-

reverent and most certainly 

real.  Listeners will be able to get 

solid information that will make 

them more confident consumers.  

Fun is the name of the game, as 

the hosts discuss great quality and 

good value wines.   

Catch the show at 4pm on Satur-

days on 530 WTCM in the Trav-

erse City, Michigan area.  

Interested advertisers may call Rick 

Gold of Media Pros and More at 248

-737-0719. 

favor of cooking more meals at 

home, wines with strong posi-

tions in supermarkets have pros-

pered.ó Jan 29, 2009, PressDe-

mocrat.com 

IRVING, Texas ñ Supermarkets 

and convenience stores that 

apply for a permit will now be 

able to sell beer and wine here. 

Jan 14, 2009, Supermarket News 

Sake consumption surges in U.S. 

with import of premium ver-

sions, education.  Jan 21, The 

Canadian Press 

òAn effort to allow grocery 

stores to sell wine  is expected 

to return to the Legislature this 

sessionó Jan 2, 2009,  Nashville 

Business Journal 

 

Liquor store merchants are 

forming a coalition to battle 

Gov. David Patersonõs proposal 

to expand wine sales to food 

stores. Jan 28, 2009; Crainõs New 

York 

òSupermarket brands are bene-

fitting from peopleõs changing 

eating habits. As consumers 

have shunned restaurants in 

Quick Quotes and Headlines 

Ron Edwards, David Gold Begin Wine Talk Radio 

As consumers have 

shunned 

restaurants in favor 

of cooking more 

meals at home, 

wines with strong 

positions in 

supermarkets have 

prospered.ó  

Jan 29, 2009, 

PressDemocrat.com 


