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About Oomiji

Oomiji: Customer Intelligence for Luxury Brands

Oomiji is a customer relationship intelligence system

that enables aspirational luxury brands like wine to better

understand, segment, and engage their customers.

 Beyond Traditional Marketing: Oomiji goes beyond past

behaviors to understand what customers want now and

where they're headed in the future.

 Meaningful Conversations: Engages customers directly to

uncover their true interests, needs, and aspirations through

two-way conversations.

 Interest-Based Segmentation: Organizes customers into

dynamic groups based on what they express as priorities, not

just past actions.

About This Analysis

For this comprehensive wine market report, Oomiji has:

 Gathered data from dozens of industry sources

 Analyzed consumer preferences across demographics

 Developed actionable marketing recommendations

 AI-Powered Insights: Leverage data-driven, forward-looking

customer personas to identify opportunities in the evolving wine

market.

 Industry-Specific Intelligence: Tailored specifically to the unique

challenges facing luxury wine brands in today's market.

From Understanding to Loyalty: This report applies Oomiji's customer intelligence approach to help wine brands connect

with consumers based on their expressed interests and aspirations, driving deeper engagement and long-term loyalty in an

increasingly competitive market.
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U.S. Wine Consumer Analysis

Executive Summary

 Generational Shift Crisis: Boomers (60+) exiting market at

2.6M annually; they prefer wine over other alcohol categories

while younger consumers don't. Peak impact expected 2029-

2031.

 Critical Target Opportunity: 30-45 age band represents

largest growth potential due to population size but currently

underperforms in wine preference vs. spirits and beer.

$ Income & Education Correlation: 80% of upper-income

Americans drink alcohol vs. 50% of lower-income. College

graduates prefer wine (44%) over beer (35%).

 Market Polarization: Premium wineries show bifurcated

performance—top quartile growing 22% while bottom

quartile declining 16%. Under-$11 wines declining 6% annually.

 Channel Evolution: DTC sales critical for growth (source of

increase for 70% of growing wineries). Wine clubs and tasting

rooms key revenue drivers for small/mid-sized wineries.

 Health & Wellness Concerns: 37% of those reducing wine

consumption cite health reasons; most pronounced among

women (41%) and older consumers (49% of 60+).

 Varietal & Style Shifts: White wine now outperforming red;

lighter, fresher, lower-alcohol options gaining share;

natural/sustainable wine resonating with younger segments.

 Marketing Challenge: Traditional wine messaging and formats

not connecting with younger consumers. Need for experiential,

values-driven approach and category-wide collaboration.

Key Takeaway: The wine industry faces a demographic cliff as Boomers exit, requiring urgent strategic repositioning to

appeal to the 30-45 age segment through experiences, values alignment, and contemporary formats while maintaining

premium positioning.
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U.S. Wine Market Overview

$ Market Value: $109 billion in 2024, growing 4% despite volume

decline. Premium segment remains resilient while value

segment contracts. [Ref]

 Volume Trends: 362 million cases in 2024, down 4% from

previous year. IWSR projects market will continue declining

but stabilize around 2030 as part of broader alcohol

consumption patterns. [Ref]

 Price Segmentation: Wines under $11 declining 6% vs. 3%

decline for premium wines. Polarization between value and

premium continues.

 Channel Shifts: DTC growing in importance for small/mid-sized

wineries. Wholesale consolidation pressuring distribution

access.

U.S. Wine Market Volume Trends (million cases) *2025-2030 = Projected with 2030

stabilization point

Key Market Dynamics:

Supply Imbalance: California harvest down to 2.8-2.9M tons (smallest in 20

years) [Ref]

Market Stabilization: IWSR forecasts wine volumes to stabilize around 2030

as part of broader alcohol consumption trends [IWSR 2025]

Competition: RTDs, spirits, and no/low alcohol options gaining share

Demographic Shift: Generational rotation underway as Boomers exit
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Generational Demographic Shifts

 Boomers Sunsetting: Exiting at 2.6M annually, peaking

between 2029-2031. Currently the highest-spending wine

consumers with strongest category preference. [Ref]

 Millennials Finally Engaging: 30-something Millennials are

increasingly adopting wine, with upper-income Millennials

outspending Boomers on high-end wines ($65.80 vs. $36.67 per

bottle). [Ref]

Gen X Underperforming: Not embracing wine at the same

rate as Boomers, creating a gap in the middle market. Still

important with 30% of wine club membership. [Ref]

 Gen Z Dramatic Growth Potential: Overall alcohol

participation surged from 46% in 2023 to 70% in 2025

according to IWSR. Wine club membership remains under 2%,

but interest in natural, sustainable wines is growing. [Ref]

Wine Consumption by Generation (% of Age Group)

Market Implications:

Critical Opportunity: 30-45 age group represents largest population with

growing wine preference

Gen Z Alcohol Adoption: Despite moderation tendencies, IWSR data

shows Gen Z alcohol participation jumped from 46% to 70% (2023-2025),

presenting major opportunity for early wine engagement [IWSR 2025]

Beverage Preference Rankings:

- 60+ (Boomers): Wine is #1 choice [Ref]

- 40-59 (Gen X): Beer is #1, followed by spirits and wine

- 21-39 (Millennials/Gen Z): Beer (40%) leads, with wine at 28% and spirits

at 22% [Ref]
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https://www.wine-searcher.com/m/2025/09/patient-gen-x-has-wines-attention
https://www.forbes.com/sites/rachelking/2025/06/02/how-one-california-winery-is-reinventing-wine-clubs-for-millennials-and-gen-z/
https://news.gallup.com/poll/264335/liquor-ties-wine-second-favorite-adult-beverage.aspx
https://wineopinions.com/wp-content/uploads/2023/02/Under_Age_40_Wine_Behaviors.pdf
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Age, Income, and Education Segmentation

 Education Impact: College graduates prefer wine (44%) over

beer (35%). Higher education correlates with wine as beverage

of choice across all age groups.

$ Income Correlation: 80% of upper-income Americans drink

alcohol vs. 50% of lower-income Americans. Wine drinkers earn

$100k+ (53%) vs. non-wine drinkers (34%).

 Consumption Patterns: Higher-income, more educated

consumers drink more recently and frequently, but report less

overindulgence than other demographics.

 Millennial Shift: 33% of upper-income millennials are Core wine

consumers (weekly+). 30-something millennials will spend

$65.80/bottle for special occasions vs. Boomers at $36.67. Wine Consumption by Income & Education Level

Key Socioeconomic Insights:

Strongest Predictors: Income and education are stronger predictors of

wine consumption than age, gender, or race

Premium Preferences: Higher SES correlates with premium wine ($20+)

purchases

DTC Engagement: Higher education/income segments more likely to join

wine clubs

Value Opportunity: 71% of wine consumers own homes, 60% are married
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Gender, Racial & Ethnic Patterns

 Gender Distribution: Women account for 57% of wine

consumers, purchasing 80% of all U.S. wine. Female consumers

show stronger preference for rosé and white varietals.

 Ethnic Representation: Hispanic Americans (42%) and Asian

Americans (36%) most likely to choose wine as their preferred

alcoholic beverage compared to general population (34%).

 Cultural Preferences: Black wine drinkers show stronger

preference for sweet and semi-sweet wines (68%) compared to

white consumers (52%).

 Engagement Patterns: Female consumers more likely to

engage through social media and wine clubs (42% vs 27%),

while male consumers more influenced by ratings and reviews. Wine Consumption by Demographic Group (% who consume wine monthly or

more)

Key Diversity Opportunities:

Underrepresentation: Only 0.1% of U.S. winemakers are Black

Marketing Gap: 70% of marketing targets white consumers despite

growing diversity

Inclusion Challenge: 61% of diverse consumers perceive wine culture as

exclusionary

Growth Potential: Targeting underserved demographics could yield 14%

industry growth

U.S. Wine Consumer Analysis & Marketing Strategy 7



U.S. Wine Consumer Analysis 

Geographic Consumption Trends

 Regional Distribution: California, New York, and Florida remain

leading consumption markets, collectively representing 35% of

U.S. wine volume.

 Urban Concentration: Metro areas account for 72% of premium

wine sales ($20+) vs. 45% of value wine sales (under $11).

 Growth Regions: Mountain West (CO, MT, ID) showing 7%

growth in premium wine consumption, outpacing national

trend.

 E-Commerce Patterns: Southern states see highest DTC

shipping volume growth (11%), with TX and FL leading

expansion.

Regional Wine Consumption by Volume (millions of cases)

Geographic Insights:

Population-Adjusted: D.C., Vermont, and Oregon lead per-capita wine

consumption

Local Preferences: Sparkling growth in coastal urban centers (+8%)

Emerging Markets: Texas showing strongest growth trajectory (6.4% CAGR)

Tourism Impact: Wine regions seeing 12% visitor increase post-pandemic
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Wine Consumer Behavioral Patterns

 Consumption Occasions: Wine primarily consumed during

special occasions (74%), intimate gatherings (68%), and fine

dining (62%). Casual everyday consumption declining among

under-45s (down 14% since 2018).

 Purchase Behaviors: 38% of consumers research wine online

before purchasing; 62% rely on in-store information or staff

recommendations. Brand familiarity drives 47% of purchase

decisions.

 Digital Integration: 56% of Millennials use wine apps for

discovery and purchasing; 41% of wine purchases by under-35s

influenced by social media content; QR code usage up 157%

since 2020.

 Origin Preferences: Domestic wine accounts for 67% of

volume but only 44% of premium ($20+) purchases. California

dominates at 81% of domestic consumption. Regional

knowledge declining among under-35s.

 Sustainability Focus: 73% of Millennials and 68% of Gen X willing

to pay premium for sustainable/organic wines. Interest in natural

wines up 217% since 2019 among under-35s.

 Style Preferences: Red wine share decreased from 62% to 54%

since 2018; whites and rosés gaining. Lower alcohol wines (under

13%) growing at 18% annually. Sweeter profiles increasing among

new entrants.

 Rating Systems: Traditional 100-point scale relevant for 62% of

Boomers but only 28% of Gen Z. 48% of under-35s prefer peer

reviews and influencer recommendations over expert ratings.

 Price Sensitivity: 57% of consumers have a mental price ceiling

of $15 for everyday wine; special occasion ceiling averages $27.

Premium wine ($20+) purchases most common among 40-65

age group.

Key Takeaway: Consumer behaviors show a clear generational divide in wine engagement, with younger consumers

seeking more accessible, technologically integrated, values-driven wine experiences while demonstrating less category

loyalty than previous generations.
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Channel & Occasion Analysis

 Direct-to-Consumer (DTC) Growth: 70% of growing wineries

report increases in DTC sales, with average margins 2-3x

higher than wholesale distribution channels.

 Tasting Room Experience: On-premise tasting experiences

convert at 5-7x higher rates than digital channels, driving 58%

of club signups for small producers.

 Occasion Shifts: Formal dining occasions declining 12% while

casual, outdoor, and social occasions increasing 18%; wine

purchasing patterns following similar trajectories.

 Online Shopping Growth: E-commerce wine sales up 27% since

pre-pandemic levels despite some channel normalization; third-

party marketplace sales growing at 34% annually.

 Social Context Importance: 76% of under-45 consumers report

preference for wine in social gatherings vs. 47% for solo

consumption, emphasizing community experience.

 Seasonality Patterns: Traditional seasonality flattening with rosé

and sparkling seeing year-round consumption; white wine winter

consumption up 22% over five years.

Key Takeaway: The most successful wine producers are creating integrated channel strategies that blend high-touch

experiences with convenient purchase options, while aligning their product portfolio to the increasingly casual, social

contexts where wine is being consumed.
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Psychographics & Motivations

 Social Identity: 58% of younger wine consumers (21-44) view

their wine choices as expressions of personal identity and

social status; 3x higher than Boomers who prioritize taste

alone.

 Values-Driven Purchases: 64% of Millennials and 71% of Gen Z

willing to pay premium for sustainable, organic and

biodynamic wines; 62% actively research producer practices.

 Lifestyle Moderation Trend: IWSR data shows moderation

evolving from niche movement to sustained lifestyle choice,

with consumers adopting mindful "less but better"

consumption patterns driven by health, financial, and

wellness factors.

 Education-First Approach: 68% of high-involvement wine

consumers seek educational content before purchasing; story

and terroir understanding increases likelihood of premium

purchases by 47%.

 Experience Prioritization: 74% of consumers under 40 value

experiential components of wine more than the liquid itself; they

spend 2.7x more at wineries offering immersive experiences.

 Community Engagement: 56% of regular wine drinkers view

themselves as part of a "wine community"; sense of belonging

increases retention rate in wine clubs by 78%.

 Cognitive Barriers: 62% of casual wine drinkers report

"intimidation factor" as primary reason for not engaging more

deeply; 77% feel wine knowledge expectation is exclusionary.

 Occasion-Based Selection: 69% of wine purchases driven by

specific occasions rather than varietal preference; holiday

seasons see 310% increase in premium wine purchases as gifts.

Key Takeaway: Today's wine consumer is increasingly motivated by values alignment, experiential factors, and lifestyle-

oriented moderation. This sustained trend toward mindful consumption prioritizes quality over quantity, with consumers

willing to spend more on premium experiences while drinking less overall. Successful marketing must address both

practical and emotional barriers while emphasizing storytelling and authentic connections.
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Barriers to Wine Consumption

$ Economic Pressure & Price Sensitivity: IWSR data reveals the

average household has $600 less in discretionary spending

annually, intensifying price sensitivity. Younger consumers

report wine as too expensive compared to alternatives, with

20% of consumers reducing wine intake citing price as the

primary reason. Premium wines' price positioning creates a

significant barrier to entry in this economic climate.

 Health & Wellness Concerns: 37% of consumers reducing

wine consumption cite health/wellness reasons (41% of

women vs. 33% of men). Older adults (60+) most concerned at

49%. Growing perception that "no amount of alcohol is safe"

influencing younger demographics.

 Intimidating Wine Culture: Traditional wine language,

etiquette, and settings create accessibility barriers. Younger

consumers report feeling excluded by "stuffy" wine messaging.

Knowledge requirements (varietals, regions, vintages) create

social anxiety for new consumers.

 Access & Convenience Issues: Rising tasting room fees (up

200% since 2012) limit trial opportunities. Wine

packaging/formats less aligned with mobile lifestyles than RTDs

and seltzers. Limited availability of high-quality wine in social

venues frequented by younger consumers.

 Demographic Barriers: Wine underindexes among diverse

racial/ethnic segments—only 52% of non-white Americans

report drinking wine versus 69% of white Americans. Greater

outreach and inclusivity needed.

 Competition from Alternatives: 20% of consumers reducing

wine intake report switching to beer/spirits, rising to 29% among

21-39 age group. RTDs, seltzers, and cannabis products all

competing for share of occasion.

Key Takeaway: Breaking down these barriers requires addressing economic realities ($600 annual discretionary spending

reduction) alongside a multi-faceted approach: more accessible pricing strategies, wellness-focused messaging, simplified

language, innovative formats, and more inclusive experiences designed around how younger consumers actually socialize.
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Primary Target

30-45 Age Group

Secondary

Upper-Income Millennials

Emerging

Gen Z (21-27)

Declining

Boomers 60+
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Market Segmentation: Actionable Groups

Identifying and prioritizing key consumer segments for targeted wine

marketing campaigns
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Target Segment Deep Dive: 30–45 Year Olds

 Segment Size & Importance: Largest adult population

segment (Millennials + younger Gen X) with growing

disposable income, yet significantly underperforming in wine

preference vs. population size.

 Current Attitudes: More likely to drink wine than Gen Z, but

view it as only their third choice after spirits and beer. One-third

of upper-income Millennials are core wine consumers.

 Spending Power: 30-something Millennials will spend $65.80

per bottle on average for special occasions, outspending

Boomers ($36.67) at premium price points.

 Consumer Gap: 30-39 age band and 60-69 age band have

highest wine preference comparatively, but the younger group

prefers spirits and beer, with 7 million more consumers to

convert.

30-45 Age Group: Population Share vs. Wine Consumption Share

Strategies To Convert This Segment:

Experiential Marketing: Focus on experiences over education; social, fun

events

Sustainability Messaging: Emphasize natural, plant-based, minimal

additives

Accessible Formats: 375ml bottles, variable pricing, casual settings

Digital-First: TikTok, Instagram stories, interactive content

Value Alignment: Community, authenticity, transparency in practices
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Emerging Segment: Gen Z Wine Consumers

 Moderation Movement: Gen Z has been dubbed the "sober

curious" generation with over 50% reporting no alcohol

consumption in the past six months. 27% participate in Dry

January, highest of any age segment.

 Bold Flavor Preferences: Gravitating toward fruit-forward,

sweeter profiles and adventurous options like orange wine,

chilled reds, and flavor-infused varietals. Less interest in

traditional high-tannin reds.

 Anti-Pretension Attitude: Rejecting traditional wine culture

and terminology as elitist and inaccessible. Prefer casual,

approachable wine experiences without the perceived

stuffiness.

 Social Retail Experience: Discovery happens through TikTok,

Instagram, and friend recommendations. 55% seek out visually

appealing packaging and brands with shareable content and

social connections.

 New Formats & Occasions: Embracing canned wine, spritzers,

and lower-ABV options. Prefer "sessionable" wines for social

settings over high-alcohol options. Interest in 375ml bottles as

entry point.

 Values-Driven Purchasing: 62% prioritize sustainability, ethical

production, and transparent sourcing. Favor natural wines,

organic options, and brands with clear social/environmental

missions.

Marketing Opportunity: Gen Z isn't rejecting wine—they're redefining it. Capture their interest through authentic values

alignment, social media-friendly experiences, innovative formats, and flavor-forward options that fit their moderation-

focused lifestyle. Currently a small segment (5% of wine club members) but showing growth (up from 2% last year).
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What Wine Can Learn from Another Industry
Lessons From Skincare & Beauty

Market Reality: Wine consumption declining as Boomers age out; Beauty/skincare thriving with double-digit growth

Striking Market Parallels

 Overwhelming Choice: Thousands of products with colorful

labels and complex descriptions that confuse consumers

 Sensory Experience: Both engage multiple senses through

visual merchandising, scents, textures, and sampling

 Expert Guidance: Trained specialists (sommeliers/beauty

advisors) essential for navigating complex choices

 Agricultural Foundation: Both rely on natural ingredients with

strict regulatory oversight and supply chain complexities

 Global Market: Both face import/export challenges, cultural

preferences, and regional authenticity concerns

Why Beauty Succeeds Where Wine

Struggles

 Digital Transformation: AR try-on experiences, AI-driven

personalization, and robust e-commerce presence vs. traditional

wine retail

 Wellness Integration: Successfully positioned within holistic

wellness routines, addressing health concerns directly

 Nano-Influencer Strategy: Authentic 1K-5K follower creators

drive 2-3× higher engagement than macro-influencers

 Discovery Focus: Sample-size exploration through subscription

boxes lowering barriers to trial and education

 Adaptability: Constantly evolving to meet changing consumer

preferences while maintaining brand authenticity

Strategic Opportunity: Wine can revitalize its appeal by adopting beauty's proven playbook—creating personalized

experiences, embracing digital innovation, engaging authentic micro-influencers, and repositioning within modern

wellness narratives. The similarities between industries make these strategies directly transferable.
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Inspired Marketing Innovations - Lessons From Skincare & Beauty

 AI Personalization & Virtual Experiences

 Create virtual tasting experiences with AR/VR wine

pairings

 Develop AI preference engines matching consumers to

varietals

 Launch facial scan tasting kiosks in retail environments

 Education-First Content Strategy

 Develop ingredient-focused education like beauty's

"skinfluencers"

 Create varietal identification tools with interactive

components

 Launch "de-influencing" campaigns promoting

authenticity

 Nano-Influencer Ambassador Programs

 Recruit everyday enthusiasts with 1K-5K followers (15%

engagement)

 Focus on authentic UGC over polished professional

content

 Create CeraVe-style viral challenges with educational

components

 Innovative Subscription Models

 Launch quiz-based personalization like beauty

subscription boxes

 Implement flexible pausing/swapping for DTC programs

 Create discovery samplers with small-format bottles (like

skincare)


Beauty Industry Lesson: Experience Over Education

Like Sephora and Ulta's interactive approach to complex products, wine must shift from education-first to experience-first marketing.

Create sensory, memorable moments that make wine approachable, then layer in knowledge gradually.
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Inspired Collaboration Tactics - Lessons From Skincare & Beauty

 Cross-Brand Limited Edition Collabs

 Create "CeraVe-style" viral limited editions with

unexpected partners

 Launch winemaker × chef collabs like beauty brand ×

influencer lines

 Develop cross-category partnerships with fashion, art,

and music brands

 Retailer Innovation Labs

 Establish wine tech incubators modeled after Ulta

Beauty's innovation lab

 Create retailer-led discovery zones with interactive

technology

 Install in-store AR tasting stations following Sephora's

tech footprint

 Influencer Incubator Programs

 Launch formal development programs for nano-wine

influencers (1K-5K)

 Implement "Hyram effect" strategy with emerging wine

educators

 Create "de-influencing" campaigns that build trust and

authenticity

 Industry-Wide Digital Platforms

 Develop shared virtual try-on technology for flavor

profiles

 Build centralized discovery platform like Sephora's

BeautyIQ

 Create cross-industry digital passport for unified

consumer experience



Beauty Industry Lesson: Collaborative Innovation Scales Impact

The beauty industry thrives through strategic partnerships that eliminate consumer confusion. For example, Sephora and Ulta's

retailer-led innovation labs bring competing brands together on shared platforms, creating unified discovery experiences that make

complex products accessible to new consumers.
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Inspired Implementation Roadmap - Transferable Ideas From
Skincare & Beauty


Phase 4: Content Amplification (Month

6-8)

 Launch TikTok creator challenges (CeraVe

model)

 Develop "Ingredient Story" video series

 Create interactive varietal education tools


Phase 5: Retail & DTC Integration

(Month 8-12)

 Deploy Sephora-style tasting bars in retail

 Launch flexible pause/swap/skip DTC

subscriptions

 Roll out cross-retailer loyalty program

Beauty-Inspired KPIs

Quiz-to-purchase conversion 35%

Micro-influencer content engagement 15%

Retention rate (vs industry avg) +30%

Social commerce conversion 8%

Customer lifetime value growth +40%



Beauty Industry Success Pattern: Experience Before Education

Like Ulta Beauty's "digital innovation labs" and Sephora's "experiential retail," wine must lead with sensory experience, not technical

knowledge. Create immersive moments where consumers can interact with products directly, then layer education gradually as their

curiosity grows.
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 Phase 1: AI Diagnostics & Quiz Development (Month 1-2)

 Create palate profile questionnaire like beauty's skin analysis

 Develop wine recommendation algorithm based on flavor

preferences

 Build visual AI pairing tool for food and occasion matching

 Phase 2: Nano-Influencer Program Launch (Month 2-4)

 Recruit 100-500 everyday enthusiasts with 1K-5K authentic

followers

 Create brand storytelling toolkit with education-first modules

 Launch influencer incubator program modeled after beauty

industry

 Phase 3: Personalized Discovery Program (Month 4-6)

 Roll out sample-size discovery kits (like beauty subscription boxes)

 Launch virtual try-before-you-buy digital tasting experiences

 Implement retail tasting kiosks with personalization technology



U.S. Wine Consumer Analysis

The only platform that tells you
why and what to do next

Transform your understanding of wine consumers with Oomiji's customer

relationship intelligence platform. Discover insights that drive engagement,

loyalty and sales.

Join leading wineries and brands already using Oomiji to better understand,

segment, and engage their customers.


Website

Oomiji.ai


Email

info@oomiji.com

 Schedule a Demo
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http://calendly.com/jon-138

