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Context

m Remarkable growth in volume
and quality over last several yrs.
- over 90 wineries (2018)

= Industry wishes to grow the Ontario market

« -Absence of data on Ontario sparkling wine consumers and non-consumers
(who, what, where, why ....)

- Info necessary to guide style development, consumer-centric marketing and growth

Research Objectives

]

Determine consumer behavior (incl. intake & preferences), knowledge,
and attitudes concerning Ontario sparkling wines

- current consumers

Better describe Ontario consumers of sparkling wine

- ‘rejectors’

Explore the importance of intrinsic and extrinsic factors associated with
sparkling wine purchase decisions

Methodological approach

Liws=s
[ =

= Online survey of 1300 Ontario wine consumers (March 2020)

m Dynata™ (online market research firm)
- Provide the sample and send survey link
m  Qualtrics™ (survey platform)

m Tools

1. Standard demographic & wine/fizz purchase, consumption & preference questions
2. Wine involvement & fizz knowledge questions
3. Perceptions about Ontario fizz (CATA & free text questions) -

m Data compiled and cleaned
- Responses removed if time to completion < 120 secs (n=36); usable n = 1292

- Coded & scored
m Scores calculated for wine knowledge and involvement

m Preferred wine region and styles
m Summary/descriptive statistics 5

Purchase channels

Where do you buy your sparkling wine from?

(only select options that apply)

All of the time
Most of the time
Some of the time
Never




1/20/21

On average, how often do you drink sparkling wine?

Never
Once a year

g Survey Completior
2-4 times a year 1% em—

5-10 times a year

Once a month

2-3 times a month

1-2 times a week

More than twice a week

On days when you drink sparkling wine how many standard drinks do you consume?

(a standard drink is 5 oz. wine)

)
1

2

X

3

5 (a bottle)
More than 5

10

When buying sparkling wine, how much do you typically pay per 750mL bottle (or
equivalent)?

O $8-14.99

O $15-19.9

O $2024.99

O $2529.99

O $30-39.99

O $40 or more

How much of the sparkling wine that you buy and/or drink s from the following regions?
(Total should equal 100%)

11

12



1/20/21

When drinking sparkling wine, how often is it

(leave blank if you never drink or don’t know)

All the time
Most of the time
Some of the time
Rarely

Wine Involvement
10 questions

(adapted from Bruwer et al.,

d each statement c

he most appropria

Please rate

3l you agree or disagree with the statements below

13

14

What do you think of sparkling wine from Ontario?

Objective sparkling
wine knowledge

( 6 questions)

The process of aging sparkling wines on lees (or dead yeast cells) s called ‘Charmat®
True
) False

L don'tknow

In sparkling wine made using the ‘Traditional Method', the bubbles arc produced from &
fermentation that takes place in the bottle

O True

) E

) 1 dorit know

Trident Estate and Kempo Vineyards are 2 of Ontario’s main sparkling wine producers
) True
False

Ldon't know

15
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Determining style preferences

How much do you like the following styles of Ontario sparkling wines?

Dislike extremely
Dislike very much
Dislike moderately
Dislike slightly
Neither like nor dislike
Like slightly
‘ Like moderately
Like very much
Like extremely
I have never tried this style

Typical price-point

When buying Ontario sparkling wine, how much do you typically pay per 750mL bottle (or

equivalent)?

$10-14.99

§15-19.99

$2024.99

§2529.99

$30-539.99

O $40-59.99

O $60 or more

17

18

Price-point sensitivity

Would you be willing to pay more for a higher quality Ontario sparkling wine?

Yes

Maybe

4

What is the most you would be prepared to pay for an Ontario sparkling wine?

Type in a dollar amount
19

For Ontario fizz
‘rejectors’

Why don’t you buy or drink Ontario sparkling wine?

(select all that apply)

() Can never find it [0 Can'tafford it

[ rd rather stick with wine that I know [ Dida’t know we made any

[ Don’tlike the taste ] Oth

[ 1t's not good value for money

Please explain why you don’t buy or drink Ontario sparkling wine

19
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Intrinsic & extrinsic factors driving sparkling wine purchase

Q1 Please seect the fctor (ifany) that are .
sl design o wine to buy andior
The ppeiion or sb-egin the wn ) a1
Grap vy blend B foum and
— po
i e e
Q2 please select the MOST important factors to you when considering which sparklin
s o von b i Whcoe or oL 2
Advi from other e, Fieods, LY ) (electupto'5)
2
Frequency Proportion (%)
Gender Male 641 495
Female 648 500 80%
Other/prefer not to say 6 05
Age (o) 2034 176 150 70%
3549 298 253
50-59 259 20
60-69 2% 240 60%
: . 0+ 162 138
Sociodemographic and Income (CAD)  Under 25k 86 67 :
. i -45k 174 135 ‘Wine style preferences 50%
behavioural characteristics of 665 203 157 £ Ontario wi
. praty 206 160 of Ontario wine 0%
participants 86-100k 201 156
101-200k 348 270 consumers
200k 7 57 30%
Education High school cert /equivalent or less 190 147 (n=1214)
Apprenticeship or trades 55 43 20%
certificate/diploma
College qualification 31 256
University undergraduate 397 30.1 10%
qualification
University graduate qualification 21 248
i =z us 0% ] L " i s .
ovalvment - Mediun K s White  Redwine Rosewine Sparkling Fortified Inamixer Low/no  Other
Wine intake Less than once a week 284 20 wine wine wine alcohol
1-2 times a week 517 400 wine
9-14 times a mor 205 159
15-24 times a month 182 140 mAlofthetime mMostof thetime ®Some of thetime = Rarely m Never
More than 24 times a month 105 8.1

23

24



1/20/21

Sparkling wine behavior

Sparkling wine behavior

5%
L 40%
0%
35%
60%
‘Where consumers 50% Regional sparkling 0%
purchase their 0% wine preferences 255
sparkling wine
P g W% Data show proportion of 20%
(y-axis = proportion of 0% consumers who report a region
P o from which > 50% of their 15%
respondents identifying specific 10% h K 823
source. N=1040) I I purchases are from (n= ).
% - ] | ] 10%
1CB0 LCBOOnline  Other online Pub Restaurant Other
source,including 5%
wine cub
% -
mNever mSomeofthetime wMostofthetime mAll of the time International Ontario Noftied preference  Don't know where Elsewhere in Canada
winels from
Sparkling wine behavior Sparkling wine behavior -
Prosecco (italy) | —
aox
Champange (France) - | ——
35%
Cava (spain) - [ EEE—
International sparkling Typical price paid per 30%
wine preferences sekt (Germany) - |E— bottle for sparkling e
Data s for respondents who Asti(raly) - wine
report drinking international
sparkling wines and indicate Cremant (France) - Data are proportion of
respondents who report 1%
they know where that wine is.
from (n=206-345) Austral i ) consuming sparkling wine
. ustralian sparkiing wine [ (n=1072) 10%
The figure shows proportion of other - IEEE— %
responses (%) to the question Mean = $19.90 / bottle - .
“When drinking sparkling wine, 0 10 20 30 40 S50 6 70 8 90 100 Median = $17.50 / bottle 0%
how often is it __?” Standard deviation = $7.02 $8-14.99  $1519.99  $20-24.99  $25-29.99  $30-39.99  $40 or more

mall or most of the time m some of the time m rarely

27
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Champagne style (dry,  Sweet, perfumed and less
bready, yeasty)  fzzy ke Moscato or Ast)

Pét-nat (cloudy ‘naturally

Light & fruity (ike
Prosecco) sparkling’ wine)

o Dislike Neither like nor dislike ~ mLike mIhave never tried this style

indicate your agreement with each of

the following statements about Qutario.

sparkling wine _". (5 point Likert scale:
strongly disagree to strongly agree).

so%
Ontario sparkling wine =% Ontario sparkling wine P
behavior behavior o
40% 2%
“Would you be willing to ~ 20%
15%
35% pay more for a higher 10% .
. . . 5%
Typical price paid per 3% quality Ontario sparkling 77
: wine? Yes Maybe No
bottle for Qntario 25%
sparkling wine 20%
Data are proportion of 15% %
respondents who report « : '
consuming Ontario sparkling 10% = ‘What is the most you'd 2:
wine (n=798) N be willing to pay for 0
. Ontario sparkling wine?”  2sx
Mean = $20.18 / bottle 0% - — 20%
Median = $17.50 / bottle $101499 $1519.99 $202499 $25:29.99 $3039.99 $40-59.99  $60or -
Standard deviation = $6.83 nore 1o -
%
For both figures: data show proportion P | I ||
of respondents (n= 796) Under$10 $101499 $1519.99 5202999 $3039.99 $4049.99 $50.59.99
Ontario sparkling wine 90% Ontario sparkling wine
. s N
references attitudes
£ ttitud It's good for romantic dinners
80% It's good to have with meals ~ I—_N ——
70% It's good for casual drinking —
It's good for parties A —
“How much do you like 0% It's good for celebrations & special occasions N
the following styles of 5% Fit for occasion, access, . . Itmakes 2 good i‘:‘ -
Ontario sparkling o knowledge, and uy more if it was more access’\ : —
: It'seasy tofind N L}
i erceptions of value &
wines?” 30% P I't;’ It's a good match with local cuisine D ————
qua i 1'd like kr b
I
(Data shows proportion of 20% ke 10 know more abautit N
respondents. Responses 10% Data show proportion of responses I don't know enough about it G I
collected on 9-point hedonic I I from Ontario sparkling wine consumers It represents good value for money ]
scale and collapsed) (n=176-754) 0% - = B - (n=400) to the question *Please Ilike the taste 1 ——

Itis generally of high quality I ————
0% 10% 20% 3% 40% SO% 60% 70% 80% 90% 100%]

mDisagree  w Neither agree nor disagree  m Agree

31
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Consumers  Rejectors mers (Rfl‘:g“"
: s 5 (0-557) (n-168) : B . o=
Ontario sparkling wine Gender %) Male 5 i Ontario sparkling wine Winesple  Frequency of intake
rejectors Female 2 3 rejectors Poseco Alaemostoume ] 3
Income (CAD)" 93,600 104300 Ry o o
Education High school cert/equivalent 1 1
% of respondents) orless. Champagne  All or most of time 2 21
Apprenticeship or trades 3 3 ‘Some of time r 39
certificate/diploma Rarely 2 40
College qualification 25 27 N N N
ch e " University undergraduate 34 3 Comparison of international Cava All or most of time 16 18
aracteristics of qualification . ) ) Some of ime 37 18
University graduate 2 2 sparkling wine consumption Rarely 4 &
- qualification .
consumers ?n(.j ncton ) of Wine Involvement Low 2 3 patterns between Ontario Sekt AR chieis 1 H
consumers (rejectors) o (% of respondents) Medium 63 48 . . . u
ontari kI'J 3 High 13 10 sparkling wine consumers and Rarcly o %
ntario sparkling wine Sparkling wine intake At least weekly 6 2 i mos
P g frequency of 1-3 times a month 2 16 non-consumers A L ormostoftime b I
. ‘consumption 5-10 times a year 18 16 Rarely 34 5
* Estimates only; data extrapolated (% of respondents) 2-4 times a vear 38 41 o
from categorical responses Once a year 16 2% Data shows frequency of intake (%) for Crémant All or most of time 15 5
+* Based on responses to a series of respondents who reported drinking each style ‘Some of time 40 8
Sparkling wine intake — 31 21 Rarely 46 87
questions on objective knowledge standard drinks per year
Price (CAD) typically $20.4 5202 Australian Al or most of time. 16 s
paid for sparkling wine Some of time 38 18
et Rarely i n
Sparkling wine Low 25 44 N
knowledge Medium 55 4“ Other S ormestoftime 5 M
(% of respondents**) High 20 13 Rarely “ 8
Ontario sparkling wine Ontario sparkling wine Category & Qualifiers Example Prevalence
3 . Subcategory (% responses)
rejectors rejectors
Prefer international Respondents reference a “I like international much | 30%
sparkling wines preference for international | better”
¢ “I only drink Italian™
I'd rather stick with wine that | know  IEEEEEEG—— Y
Ontario sparkling wine | Respondents reference “They are very poor 2%
Didn't know we made any  |IEEG_—_|I—— is poor quality quality compared to
ternational blends™
Don't like the taste  IEG—G——— Additional reasons cited by producers low standards; | “Ontario producers have
comparison to international | low standards and it
Other reason  IEEG—G—— Ontario sparkling wine standards/quality shows in their product”
! i = Ontario sparkling wine | Respondents reference “Ontario wine is 17%
It's not good value for the money  INEGEGE__—-G—G:_ rejectors (n=60) is overpriced/expensive | Ontario sparkling wine overpriced when
being overpriced; Ontario | compared to wines from
Can never find it IS sparkling wines being too other areas™
§ expensive; Ontario sparkling | “Too expensive
Can'tafford it | wine overpriced in compared to others for
comparison to other the same taste”
0% 10% 20% 30% ‘sparkling wines
Not cnough exposure to_ | Respondents reference ot | “1 haven't taken the time | 16%

“Why don’t you buy or drink Ontario sparkling wine?”

Data show proportion of respondents who report never drinking Ontario sparkling wine citing each factor (1=340)

itor have not tried it

trying Ontario sparkling

wine; haven't tried it

enough; limited selection in
LCBO

to try it”; “I haven't had
the opportunities to try
enough samples”; “I've
never been offered any to
fry ina store”; “I don’t
sce any commercials for
it

35
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Factors important in
sparkling wine purchase
decisions

Respondents (all wine consumers)
could select up to five factors that
they considered were “the most
important” to them when making
purchase/drinking decisions (n=2314)

price
The quality  e—
The sweetness leve]  m—
Flavour  me—
The country the wine f from  e——

The occasion (eg. buying for gift or celebration) ~ m——————

What | expect it to taste like  m——
Alcohol content  mmm—
Advice from others (eg. Friends, LCBO staff)  memmmm—n
The reputation of the wine  memmm—.
Aroma/smell - mm—
The wine company/brand .
Bottle size  mm—

Match with food s

Whether or not it is VOA certified

Expert reviews -

Who 1l be drinking it with s

Ease of use (eg. How easy to open the bottle) mmmm
\wards, stars, etc won by the wine s

The style of wine

The prestige of the wine s

Label information e

Label design -

Vintage/year produced mm

(ow the wine was produced (eg. Bottle-... mm

The appellation or sub-region the wine is from mm

STUDY 2:

THE IMPORTANCE OF WINE LABEL INFORMATION

Frequency of Selection

37

38

Context

Extrinsic cues

Include:

Intrinsic cues

Include:

- Taste - Bottle shape

- Aroma

- Colour

- Other visual
cues (bubbles,
sediment, etc.)

- Bottle colour
- Closure

- Price

- Label

The importance of the wine label

Wine label information

Wine label design

- lllustrations - Brand name

- Colours - Wine attributes

- Shapes - Production process
- Font style, etc. - Varietal/blend, etc.

Wine label information more important to consumers when making decisions to buy wine (Barber &
Almanza, 2007; Barber et al., 2007; Sherman & Tuten, 2011)

Different types of wine label information matter more than others (Thomas & Pickering, 2003)
Very little info on the importance of sparkling wine label information and on specific informational

elements to consumer perceptions and purchase behavior
Of interest to Ontario industry segment interested in increasing growth/value

- Findings potentially very actionable

40
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Information elements on wine labels

information type Informatlon elements

wards, expert

Expert endorsements
opinions)

Wine region history

Winemaker history

Brand name

Wine company
Wine's attributes (E.g., taste and flavour
descriptors)

Target- end use How to use the wine (E.g., food pairings)
What occasion the wine is for

Non-parel A statement that the wine is unrivalled or

Parentage

Alcohol content
Addltlonal Information Grape variety/blend
Vintage/year

Research objectives

LT

m Determine the relative importance of different information
elements on wine labels to sparkling wine consumers from Ontario

- perception of quality
- willingness to buy
- price willing to pay

m Determine variability due to:

- sociodemographic groups
- involvement, purchase behavior, wine knowledge
- wine style (‘Champagne-like v “Prosecco -like)

41

42

Methodological approach

Online survey of Ontario sparkling wine consumers (april 2020)
- Dynata™ and Qualtrics™

Tools
1. Sociodemographics, involvement, purchase behavior, wine knowledge
2. Two experimental approaches to determine importance of label information
1. Respondents rate the importance they place on info elements (5-point Likert scale)
2. Experimental manipulation where consumers respond to mock labels
Data compiled and cleaned (< 200 secs removed; median completion time 5.3 mins)
m  Usable sample of 576
m Coded & scored where needed

Self-reported importance ratings: Two- way Analysis of Variance (XLSTAT)

Label treatment experiment: One- and two- way Analysis of Variance (XLSTAT)

Subjective wine knowledge

Please rate your level of sparkiing wine expertise:
O Novice/Beginner

O Intermediate

O High

O Expert/Very high

Lid Lo

43

44
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Style preference

Sparkling wine

(for 2™ study) involvement
Please rate how strongly you agree or disagree with the statements below.
Which of the following sparkling wine styles do you prefer? (adapted from Bruwer et al.,
2012]
O Fruity, sweeter sparkling wine styles (e.g. Prosecco, Asti)
O Ccreamy, bready, drier, sparkling wine styles (e,g. Champagne, Crémant)
O I don't know
) b)
Label mimendedty " ki
Label mani . Wine Specator
pulation Magazinel
manipulation experiment
experiment design
STONE ARROW VINEYARDS STONE ARROW VINEYARDS
CHARMAT METHOD TRADITIONAL METHOD
Sk} iy e} oy
2015 2015

Different expressions of parentage.
endorsements, and atribute information.

W

" Treatment Code

Informational element excluded

c None (Control — all clements
included)

o1 Endorsements

[ Parentage

03 Atributes

o4 Target - end use

05 Target — end user

06 Manufacture

Different expressionsof parentage
endorsements. and attibute informaion.

Colour code ing

—

VA NIAGARA PENINSULA VQA

Mock wine labels

e

VQA NIAGARA PENINSULA VQA 3

&
(highlights included
for illustration only)

0.5% al./vol

The Niagara Peninsula has been crafting wines of

S e

FSomi.
s Chardonnay "™

VQA NIAGARA PENINSULA VQA

Tmmmminnmm
the right amount

47

48
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Measures of

Self-rated

When thinking about buying dry, creamy, bready sparkling wine styles (e.g. Champagne, Crémant), rate the importance

that you place on each of the following pieces of information found on labels.

purchase intent & importance of label Notatall Moderatey Exvemely
Please rate what you believe the quality of this wine is: important  Slightly important  important Very important important
quality elements Wine region itory
kely would you be to purchase this wine? lent P —
Wine company
2 wine styles used in How the wine is made
. (production process)
kely Averagy cue, depending their
verage P g Wine's attributes (E.g. taste and
style preference: favour descriptors)
ewhat unilkely Below average How to use the wine (E.g. food
“ - pairings)
r likely nor unlikely fruity, SIWEEIE' sparkling What occasion the wine is for
wine styles (e.g.
Y! (e-g Who the wine would appeal to
- Prosecco, Asti)"
kely Expert endorsements (.,
awards, expert opinions
How much would you be willing to pay for this sparkiing wine? pertopiniens)
ety Please enter a whole number "dry, creamy, bready fsatement tho e wine
sparkling wine styles (e.g. .
Alcohol content
s Champagne, Crémant)”
Grape varietyiend
vintagelyear
‘ Frequency| Proportion (%) Frequency| Proportion (%)
(Gender Male: 282 49 el 302
Female 204 51 Ivohement | Medium 3203 526
Age 1825 31 54 High = 929 172
2635 106 184 e ) B
5 b o (one a month 26 45
4655 116 201 2:4 times per month 148 257
MAIN FINDIN i ey | m
o g =5 More than 4 times per 114 198
nce a year o7 168
2545 55 a6
Wake 2:4times per year 152 264
4665 8 136
aasan Errd 510 times per year 88 153
Once a month % 67
Setod £ o 2-3times a month 95 165
1101-140k 121 211 -
(One or more times per week 48 83
A ERL 9 2 Fruity, sweeter, sparkling wine (E.¢. 351 609
200k 26 45
e o st Creamy, bready, riersparking | 205 356
Knowledge Intermediete 215 a7 wine (£ Champagne)
6 132 Unsure 20 35
Eseientiin = ) Prica fyplcally |$514.99 76 132
Obisctive —— Beginner 09 63 peld per bottle|$1519.99 221 384
Knowledge Intermediate 281 188 of spariding ($20.24.99 149 259
High 6 149 wie $252999 66 s
ine ow 1 $3039.99 a1 64
Imehvement | Medium 334 580 $4049.99 10 17
- High 166 288 1 30

51

52
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Label information importance ratings

= Wine attributes rated
significantly higher than all

Unique or unrivalled

274 Non-pareil

Information element Mean  Information type @roups
Wine's attributes 381 Atuributes

Grape variety/blend 3.46 B

Wine region history 326 Parentage BC
Alcohol content 3.26 BC
Wine company 322 Parentage co
What occasion the wine s for 321 Target - end use co
How the wine is made 321 Manufacture co
Vintage/year 3.20 co
Brand name 319 Parentage co
How to use the wine 3.5  Target - end user co
Who the wine would appeal to 3.03  Target - end use DE
Winemaker history 3.02  Parentage DE
Expert 2.90 3

other information elements

= Expert endorsements and
non-pareil information show
low importance

m Parentage is not rated as a
single entity

Note: the Importance scores were collected an a 6-point Likert scale

Importance of info elements varies with preferred style

Mean importance
ratings ranked from
most to least
important based on
preferred sparkling
wine style.

Imporiance ratings:
Prpagogg svfe (n = en=
350 202)
Wine's atiributes 383 Wine's atributes 378
Graps variety/biend 34t Grape variety/biend 355
Vintage/year 332
Wine company 324 How the wine is made 332
Wine region history 323 Wine region history 332
What occasion fhe wine 323 Brand name 325
isfor
iow 10 use the wine 315 Win company EE)
Brand name 315 What occasion the 347
wine s for
How the wine is made EEDS Fow o use the wine EES
Vintage/year 313 Wine maker history 312
Who the wine Viouid 304
appeal to
Wine maker Wistory 2960 Wh the wine woula 2995
appeal to
2860 2570
VR oF TRV g Uniaue oT UATIES 5

53

54

Mean importance
ratings ranked from
most to least important
for the 18-25 and 56+
age groups.

Importance of info elements varies with consumer age

Information element Importance ratings: | Imformation slement Importance ratings:
ago 82 ‘ asoggiws
Wine's atibutes o7 Wire' atibutes 368
Sraps vare/bend 336
WD the wine would 558 Wine region Fstory 337
appeato
© 355 31T
isfor isfor
Brand name a Vintage/year 10
Wine cormpany s Brandrame 30

Tape variety/blend
oW 10 Use The Wine Ine company

336 Fiow the wine 1s made 303
Wine region fistory 3 e TaReT TISToTy
tage7 year 5 HoW 0 USE The win o
Fiow the wine 1s made 5 Wi The wine would 8%
appealto
a 310 70
Wine maker history o0 a 25

Label manipulation experiment

55

56
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No main effects for willingness to
buy, willingness to pay,
perception of quality

? label information elements all
equally important

Perception of quality

- 1|

Libel Treament

Prose s yle I | w Clu mpane syle label

Willingness to buy

l| II I| II [I

b Trament

1|

Willingness to pay

II II [I 1I

Label T

L &

Willingness to buy Consumer’s age

Amount paid pay per bottle
Willingness to pay Amount paid pay per bottle
Subjective sparkling wine knowledge
Perception of quality Consumer's age

Amount paid per bottle

Label treatment interactions

Independent variables that mediated effect of label information

_ Independent variables

<y < =

N NN

rosecco style label ampagne style
label

Proccws yle lde | g Chumpane ssle bl Procaos yle lie | g Champane syle el
Label Label
manipulation Prosecco style label manipulation ‘ Prosecco style label
experiment experiment

The age of consumers matters
in understanding the impact
of different label elements on
willingness to buy Prosecco-

style wine

Mean willingness to buy scores

Catol Enbranms Pwtar  Amite Tast o Tawt o Mok Napral
Tt Ramwal vl weram ool ue ramel |t el

Label Treatment

The age of consumers matters
in understanding the impact
of different label elements on
willingness to buy Prosecco-
style wine

igness to buy scores

Mean

Cantol Enbrsemns Paratas.
ramad R al

Attitutes Tag o | Tagt o Mingure Nl
e s el el ramosel

Label Treatment

59

60
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Label ) Prosecco style label Label » Prosecco style label
manipulation " manipulation . 7
experiment R . 2 B experiment g ¢
. - N H
f i [ 0581999 £ 0581999
w29 i s
asio iR st
L
' I
< o Panige | A Taret co ot Mt s Coum Tt Dongs At Tt o T nd Mt N
The amount consumers typically T e s e e = The amount consumers typically ot et st
reatment Label Treatmen
spend per bottle of sparkling wine B spend per bottle of sparkling wine -
matters in understanding the impact b ‘Champagne style label matters in understanding the impact b) Champagne style label
of different label elements on o B of different label elements on o
both a) Prosecco- is willingness to buy both a) Prosecco- fj
and b) Champagne- style wine S e and b) Champagne- style wine EN 581999
g4 202099 N 5202999
ER ss0 R asior
2. 2.
' 1
bl -y gl Sl T Wi oo renaved waranned e
Label Trestment Labe Trestment
Label . Prosecco style label Label v Prosecco style label
manipulation 45 manipulation s [
experiment ;Z 2 i " ® & experiment “; =
30 A g EE : T M T
x A o w A e H KI5
5 ! i i 1l oo - i o000
w0 asio- 1 si0-
s s
o o
Conrel Endoncmrs g Anres Tt et Togtnd Mt Nooprs Coo s P At Topco Tae o Mot Mool
The amount consumers typically e et et ot The amount consumers typically e :Mr e et e
Labe Trestment restment
spend per bottle of sparkling wine spend per bottle of sparkling wine
matters in understanding the impact b ‘Champagne style label matters in understanding the impact » Champagne style label
0 w0
of different label elements on s of different label elements on 4
oth a) Prosecco- o5 B W2 : 8 willingness to pay both a) Prosecco- " H
and b) Champagne- style wine 30 2 :g T 4 and b) Champagne- style wine 30
ny ig g o7 [ . K 551999
[ 5202999 s 5202999
o | asor B asor
s s
0 o
o i g it Tt oo T Neopusi Comml i Pengs A Tepa i Tepacad Memtstes N
Remores [t e i o et Ko et o o et

Label Treatment

Label Treatment

63

64
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Label
manipulation
experiment

The amount consumers
typically spend per bottle of

Mean perception of quality scores

0581999
sparkling wine matters in
. . 55202099
understanding the impact 2
of different label elements ns30+
on the perception of guality,
of Champagne style wine 1
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Summary

m Two-thirds of Ontario wine consumers rarely or never drink sparkling wine.

m The four major Ontario sparkling wine styles are all scored relatively high for liking by current
consumers.

Ontario sparkling wine is perceived by current consumers as good for celebrations and special
occasions (84%), good for parties (81%), good as a gift (78%), and generally of high quality (71%).

m  80% of current consumers are willing to pay more or open to the possibility for Ontario sparkling wine,
although limited accessibility is identified by many consumers and is a barrier to further growth.

m Both current consumers of Ontario sparkling wine and those who do not drink it indicate a lack of
knowledge about the product as a limiting factor in their purchase behaviour/intent, suggesting that
significant benefit can be realised by filling this knowledge gap.

26% of sparkling wine consumers do not drink Ontario sparkling wine. Sticking with what they know, and
not knowing that Ontario makes sparkling wine, are the most frequently cited reasons. These ‘rejectors’
have actionable demographic and behavioural characteristics and represent a further growth
opportunity. For instance, these individuals prefer Prosecco-style wines.

Summary

14 label elements self-rated for importance by Ontario fizz consumers
- Wine's attributes & grape variety/blend most important; endorsements & non-pareil least
- Relative importance varies with preferred style & particularly consumer age
= E.g Prosecco-style preferers place more importance on alcohol content
= E.g Younger consumers place more importance on ‘who the wine would appeal to’

Ontario consumers who typically spend the most per bottle of sparkling wine ($30+) are the most
sensitive to specific label information elements

m  While a description of a wine's attributes is the most important self-rated information component of
labels, this is strongly dependent on how much consumers spend per bottle of sparkling wine.
- Attribute description may adversely impact willingness to buy, willingness to pay, and
perception of quality for those who spend $30+

Expert endorsements are relatively unimportant to the purchase decisions of sparkling wine
consumers, and their inclusion on labels may have a negative effect on the purchase intent of
younger consumers.
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Final thoughts and recommendations

Significant potential for growth of sparkling wine in Ontario
Sparkling wine label information matters for Ontario consumers. Some elements matter more.
KNOW your target market and design your labels strategically

Description of the wine's attributes important for many consumers, but

- may be a di: pancy between what col think is important to them and how they act
- avoid wine attribute info for fizz priced $30+
Apply caution with use of parentage info with $30+ product
Label emphasis should change when target market is younger consumers:
- include information on who the wine would appeal to
- avoid expert endorsements or award information
Generally advantageous to include info on wine region, grape variety/blend, and winery/wine company

Further work: (1) How best to exploit the (reported) willingness to pay more for Ontario fizz, (2) Further
test validity & generalisability of mock labels; importance of bottle & label design & region specificity

Bursting the Bubbles

highlight opportunities -

For more info:

gpickering@brocku.ca

/

- Consumer insights on Ontario sparkling wine

OGWRI website (darien@ontariograpeandwineresearch.com)
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