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About Us Nordsee

Vinissima Women & Wine is Germany’s nationwide,
cross-generational professional network for women
in the wine industry.
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=  Foundedin 1991, Vinissima fosters member training, \ ._ “ | ‘
exchange, supports future women leaders with awards & W e e g
and scholarships, and engages in wine policy ! |

= 650 members from across the wine industry and
beyond

= 13 regional groups

Hosts about 150 events annually
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Fewer and fewer people in Germany
drink wine

Sources: Wein.Plus.de, DWI — German Wine Institute

"The big challenge for the industry is
that fewer and fewer people are
drinking wine. Moreover, consumption
is also declining among the regular
customer base," said Eberhard Abele,
German Wine Institute department
head for advertising and market
research.
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Factors impacting the current and future of wine consumption in Germany

= Economic instability
= Declining purchasing power

» Subdued consumer sentiment Economy Aging population
= Per-capita consumption declining

= Cost and margin pressure for

producers, trade and gastronomy » High moderation driven by Gen Z

» |ncreasing health-consciousness
=  Mainly at-home consumption

» = Motivations: Individual and social
= Mature competitive market Wine Market benefits prevai

»  Wine producing country = Cultural Shifts

" Wineimporting powerhouse = Digitalization & Knowledge culture

= Highly price sensitive market = New Work, Neo-Ecology,

= Food retail chains & discounters main Urbanization
trade channels, further concentration in
the trade
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Wine Lovers — 18% Experimenters - 24% Ambitious - 21% Uninvolved - 21% Undemanding 16%

52 btls. 31 btls. 20 btls. 14 btls. 17btls.
43% 42%
56% 58% 53%
= Female = Male = Female = Male ® Female = Male u Female = Male = Female = Male

18-29y

- 0,
40-49 16%
50-59y 28%
. 60-69y 23%
60-69y 16% 60-69y 26% 60-69y 60-69y 15%

Sources: German Wine Institute, RSG Marketing Research Image & Target Groups Study 2021 published July 2023
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When is wine consumed, bought ?
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Consumption occasions Amongst the main cues for purchasmg decisions

Rde il are:
* Primarily at home

o f ) Grape variety
Enjoying wine for personal relaxation often as a

way to unwind after work. Matching or complementing food

With informal meals at home or socializing at a The region or country of origin
party, celebrating at home or out-of-home mainly

on weekends. A known and trusted brand

The taste experience or style description on the

Younger consumers are more and more enjoying
1 label or shelf

wine in casual, social moments

Recommendations by friends and family and
increasingly through digital communication &
Social Media.

Wine is still strongly associated with festive
occasions.
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Taste: Refreshing, lighter, aromatic wines often
with higher residual sugar, food-friendly with
growing plant-based diet and suitable for casual
consumption occasions

Alternative wine styles: Natural wines, Fair Trade,
sustainable, organic and eco-friendly wines

Health-conscious choices: Low-alcohol and non-
alcoholic

Innovation in Packaging: Cans, BIB, small bottles
and other alternatives

Connecting with people: Meet the winemaker and
sneak peak in his life and work
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Accessibility and a barrier free path to wine in an
easy and playful way with fun factor

= Liveliness, authenticity, humor & storytelling - no
elitist drivel - in communication and edutainment

= Wine Life: Oenotourism, tips on travelling,
restaurants, recipes, suggest possible wine
situations, opportunities and occasions

»= Touch points to grow into the category: Hip
gastronomic locations, casual gatherings and
outdoor events such as festivals. New technology ,
and smart and relevant Social Media play a pivotal = clssas
role e g
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Women account for 50,7% of the German . Often women buy household staple wines while
population and half of the regular wine shopping grocery.

consumers o , ,
In the specialized retail trade women are buying

Women in the wine industry in Germany have for very specific purpose (gift, wine for a girls'
made significant strides, however, true equality in night out) and attach great importance to the
every aspect has not yet been achieved. selection.

Increasing leadership role: Women are drivers for Women cook more often than men. They are
food, health and sustainability awareness therefore often very accurate in their choice of
wine for a particular dish.

Women approach the subject of wine differently.
Women selecting a wine less by status rather Lots of “anecdota
than taste. Yet label and the presentation of the wine consumption
bottle are very important.
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“The fact that wine is perceived as
uncomplicated and that inhibition thresholds
must fall is probably the biggest challenge for
everyone in the industry if they want to reach

the customers of tomorrow.’
Editor-in-chief Simon Werner, Wein+Markt

Thank you for your interest! #WeDolLoveQuestions
Vinissima Women & Wine Chairwoman 2024-2026, Trixi Bannert, Trixi.bannert@trixibannert.de
Member of the Vinissima Women & Wine Board 2024-2026, Christine Berthold, christine@bertholdpartners.de
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