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Background 
  
Background: 
• The Colorado Wine Industry Development Board (CWIDB) fielded an attitude, awareness & 

usage survey in March 2014 among 1,315 wine drinking Colorado residents.  In June and July 
2015, a second tracking wave was conducted among 513 respondents, using the same screen 
criteria for both years.  In addition, in 2015, CWIDB recruited a Denver wine drinker sub group.   

• Male & Females 
• Ages 21-70 
• Residents of Colorado 
• Consume wine 1+/month (also collected Special occasion/ Holiday wine drinkers) 
• Sub-cell of n=100 1+/week wine drinkers. 
• Planned sub-set of n=500 Denver wine drinkers with at least n=200 Denver, male wine 

drinkers 
Denver Campaign:  
• CWIDB has executed an awareness-building campaign with agency, Cultivator using OOH, 

digital and event public relations to generate awareness in the Denver area during summer, 
2015.  

• The team is interested to see if awareness & usage improved among the total Colorado 
sample of wine drinkers vs. 2014.  In addition, a Denver wine drinker respondent benchmark 
was recruited in order to compare deltas in 2016 among Denver wine drinkers that were 
exposed to advertising, public relations and promotional events during 2015.   

• The questionnaire was largely the same as in 2014, in order to track shifts.  However, new 
questions were added, as well.  

 
This report compares 2014 vs. 2015 on same questions and reviews results of new questions in the 
2015 test.     
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Objectives 
  
  
Research Objectives: 
  
• Compare 2015 vs. 2014 awareness, usage and attitudes toward Colorado wines among the 

total sample of Co. wine drinkers. 
• Establish the same measures for a sub-group of Denver wine drinkers in order to benchmark a 

base for comparison in 2016. 
• Continue to track and compare weekly (1+) wine drinkers 
• Expose advertising to consumers to gauge communication of the execution.  
 
Methodology: 
• Online quantitative test using Survey Monkey research tool.   
• Focus RSI wrote the survey questionnaire & CWIDB staff programmed & collected responses. 
• Survey Monkey provided respondents via their panel.  
 
Note:  The Survey Monkey panel did not have as robust a sample in 2015 – thus, only 513 monthly 
wine drinkers completed the survey in 2015.  
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Creative Tested 
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Executive Summary 
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Key insights & recommendations 



Key Insights:  
Awareness of Colorado wine production remains high: 
86% of monthly wine drinkers are aware of wine produced in Colorado 
• This is on par with 2014 (84%) yet below California, Italy and France – where 95%+ are aware of wine production 

from these regions.  
 
Yet, 25% of monthly wine drinkers still have never consumed wine from Colorado.  
This is on par with 2014 – 26%. 
• As comparison – 97% have consumed wine from California.  
• When asked about purchase (vs. consumption) of CO wine, 17% have never purchased CO wine.  
 
Unfortunately, Total Sample - 2015 vs. 2014 data are not comparable due to differences in sample make up.  
In 2015, the respondents included more frequent wine buyers & more males vs. 2014. 
• In 2015, 46% of the respondents are male vs. 22% in 2014.  
• 80% of respondents in 2015 consume wine weekly + vs. 43% in 2014. 
• The age breaks changed in 2015, so data vs. 2014 are not comparable by age.    

 

In 2015, these respondents who are more frequent wine purchasers, buy wine in general and Colorado wine from 
the same locations.  
Liquor stores and restaurants are wine purchase locations for 86%+ of 2015 respondents.  
• In 2014, among less frequent wine purchasers, the percent of people purchasing in various locations is much less 

vs. 2015 – which makes sense given the frequency difference in the respondent base.  
 
2015 consumers are willing to spend a little more on a bottle of wine:  
37% >$15/bottle in 2015 vs. 21% in 2014. 
• This may be due to differences in the sample (more frequent wine drinkers may be willing to spend more per 

bottle) vs. a trend shift.  
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Key Insights:  
Wine occasions remain the same for most of the TOTAL sample: 
Restaurant, holidays and with friends continue to be the occasions where most (83%+) of wine drinkers consume wine.  
• In 2015, more people (83%) consumed wine at home, relaxing, without food vs. 2014 (57%).  Again, likely a sample 

difference vs. a trend shift.  
• Colorado wine “fits” most of these occasions in 2015.  
 
Future Purchase Interest for Colorado wine remains low vs. California & Europe. 
Only 52% (top 2 box) are interested in purchasing CO wine in the future.  
• As comparison – 87% are interested in purchasing wine from California.  This is a gap to fill.  
 
Perceptions of quality of Colorado wine lag Europe and California. 
This may be  a barrier to trial. 
• In 2015, quality for CO wine is average – 3.37 mean. 
• Europe and California have perceptions of high quality – 4.35 & 4.16 means – respectively.  (Note – 4.00+ means are quite 

positive).  
• 30% of Consumers believe Colorado wine quality is improving, however, 54% believe it’s staying the same.   
 
CO wine purchasers bought Colorado wine infrequently: 
88% of Colorado wine drinkers purchased Colorado wine 1-2 times per year or less.  
• Increasing their share of occasions from once to twice per year would double their volume.  
• Since they already purchase Colorado wine (no barriers) it seems a good opportunity to increase volume among this user. 
• Past Colorado wine drinkers also believed the quality to be slightly better vs. other sub groups of drinkers.   

 
Among younger 21-35 wine drinkers, Colorado wine awareness and consumption is lower. 
Yet younger consumers are most interested in buying and supporting locally grown products.  
• Younger drinkers are also quite interested in wine tasting events and attending local wineries. 
• 36% of younger drinkers say they’d definitely buy Colo. Wines (top box).   
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Recommendations  
Fill the gap between “aware” of Co wine and “future PI” of Colorado wine. 
• Give them reasons to try CO wine – what are it’s benefits vs. California and European wine?  

 
 Improve quality perceptions of Co wine  - more in line with California and European wines:  
• Impressions of CO wine quality are lower vs. California & Europe. 
• With most believing quality is staying the same – perhaps messaging around quality may gain some traction in the 

future.  
• Wine awards, honors, taste reviews in magazines may help.    

 

Give them reasons to pay more for Colorado wines. 
• Colorado wines are currently seen as somewhat overpriced by 29% - this, combined with lower quality perceptions 

are likely strong barriers to purchase vs. other options from California.  
 

Improve quality cues for Colorado wines vs. California wines 
• Locally grown and Colorado sourced are good messages, but perhaps wine drinkers are not getting “quality” 

benefits from these local messages.  
 

Continue local advertising messages – add in quality communication points.  
• Ads in this test made over 1/3 of respondents interested in buying CO wine.  
• Help consumers bridge the quality gap – why is locally grown lead to higher quality?  

 
Target younger 21-35 wine drinkers 
• Granted, they tend to drink less wine (likely due to ciders, mixed spirits, beer and other options) but they are most 

interested in the locally grown story and visiting wineries and tasting local wines. 
• Their future purchase interest is strong.  
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Detailed Findings 
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Among total sample of wine drinkers 



Who are wine drinkers?:  
 

 
 

 

Wine drinkers drink all kinds of alcohol: 
• 79% also consume beer & 71% spirits.  
• Notably, hard cider has made inroads among wine drinkers – 23% past mo. consumption. (not asked in 2014) 
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Q.3 Which of the following alcoholic beverages have you consumed in the past month? Please check all that apply. 
Q. 4 What range does your annual household income fall into? 

Past month wine drinkers 
% also consume other alcohol 

(n=513)  
Wine 100% 

Beer 79% 

Spirits, mixed drinks or straight whiskey, vodka, gin, rum, etc. 71% 

Hard Cider 23% 

Income of wine drinkers:  
• They are wealthier; 58% 

of 2015 wine drinkers 
earn $75,000+ in annual 
household income.  

• This is comparable to 
2014; 45%.  
 

 
  

3% 

12% 

21% 

18% 

24% 

16% 

6% 

2015 Household Income 
(n=513) 

Under $30,000

$30,000-49,000

$50,000-74,999

$75,000-99,999

$100,000-149,999

$150,000 and over

Prefer not to answer



Age & Gender of wine drinkers:  
 

 
 

 

Age 
• In 2015, age breaks were changed in the 

question, so we cannot directly compare age 
from 2014.  Notably, in 2015, all respondents over 
age 70 were terminated, while in 2014, 14% of 
respondents were 66+.  

• For both 2014 & 2015, a large percent of CO 
wine drinkers in the survey are 51+ age.  
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Gender 
• In 2015, there is a more even split between 

males and females. 
• In 2014, 78% of respondents were female; in 

2015 54% are female.  
• Note:  Gender differences will affect our 

ability to compare “apples to apples” data 
among the total sample from 2014 to 2015.  

Q.1  What is your gender?  
Q.2  In which range does your age fall? 

 AGE - 2015 (n=513) 
21-35 24% 
36-50 28% 
51-70 48% 

100% 

 AGE = 2014(n=1315) 
21-35 19% 
36-50 29% 
51-65 38% 
66+ 14% 

100% 

GENDER  
2015 

(n=513) 
2014 

(n=1315) 
Male 46% 22% 
Female 54% 78% 



Frequency of wine consumption:  
• In 2015, there were more respondents that consume wine more frequently; 80% consume wine weekly or more 

often in 2015; in 2014 – 43%. 
• 40% in 2015 more than once per week.  
• In 2015, a very small 2% of CO wine drinkers consume wine on an occasional basis – holidays & special occasions 

only (vs. 26% in 2014).  
• Note:  As we compare 2014 vs. 2015 – bear in mind there are many more frequent drinkers in 2015; not an “apples 

to apples” comparison.  
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Q.8 On average, how often do you drink wine? 
Note:  Total sample = wine drinkers 

8% 

22% 

14% 

19% 

11% 

26% 

2014 - Frequency of Wine Consumption 
(Total sample; n=1315) 

Daily

More than once a week

Once a week

2-3 times per month

Once a month

Special occasions,
holidays only

15% 

44% 

21% 

16% 

2% 2% 

2015 - Frequency of Wine Consumption 
(Total sample - n=513) 

Daily

More than once a week
but not every day

Once a week

2-3 times per month

Once a month

Special occasions or
holidays only



Awareness of CO wine production remains high: 
• 86%  of wine drinkers know wine is produced in Colorado; slightly up from 2014 – 84%.  98% know wine is 

produced in California. 
• On an open ended basis, Napa/California, Spain, Colorado, Australia come to mind.  
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Q. 9 What geographic areas come to mind when thinking about where wine is produced? Write in. 
Q. 10 From which of the following geographic areas have you ever heard of wine being produced? 

Other (23%) – open ends 

Areas come to mind – open end 
Word Cloud – most mentioned in larger text 

53% 

54% 

61% 

78% 

84% 

94% 

94% 

98% 

62% 

65% 

74% 

86% 

86% 

95% 

96% 

98% 

Oregon

Washington

Argentina

Spain

Colorado

France

Italy

California

Where heard of wine produced (aided) 
(Total Sample) 

2015 2014



Penetration of CO wine consumption is the same: 
• 75%  of wine drinkers residing in Colorado have consumed Colorado wine, on par with 2014 – 74%.  Note 

that this is not a frequency of consumption by region, rather incidence of ever consuming CO wine (refer 
to slide 22 for frequency of Colorado wine consumption). 

• Said another way, this means 25% have never consumed CO. wine.  
• European wines (Italy, France, Spain) increased in consumption vs. 2014.  However, this could be due to the 

difference in respondents (higher frequency drinkers) and not a true shift among wine drinkers.  
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Q. 11 From which of the following geographic areas have you consumed wine? Check all that apply. 
.     

37% 

40% 

42% 

53% 

74% 

72% 

73% 

93% 

42% 

45% 

59% 

67% 

75% 

83% 

85% 

97% 

Oregon

Washington

Argentina

Spain

Colorado

France

Italy

California

Wine Consumed  by Region 
(N=513) 

2015 2014



Wine purchase location - wine in general vs. CO wine: 
• In 2015, a larger percent of respondents bought wine in multiple locations vs. 2014.  Recall, these respondents 

are more frequent wine consumers in 2015 vs. 2014.  Green boxes note a significant difference vs. 2014 – likely 
due to the more frequent wine purchaser respondent.  

• When comparing locations of wine purchase among the total sample vs. among CO. wine purchasers, the only 
“gap” in 2015 is restaurants – where 76% of CO wine purchasers bought wine… vs. 88% of the total sample.   

• Note:  this is not surprising, given 81% of the total sample in 2015 are CO wine purchasers, thus data should track 
with the total.  In 2015, only 55% of the total sample bought CO wine.  
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Q. 12  Approximately what percent of all the wine you bought during the past year, or so, came from the following retail locations? It's OK to enter 0 if you have not purchased wine from a 
particular location. YOUR ANSWERS MUST TOTAL TO 100%. 
Q 24  What percent of all the Colorado wine you bought, during the last year or so, was from the following locations? It's OK to enter 0 if you have not purchased wine from a particular 
location. Again, please give us a quick estimate from memory. YOUR ANSWERS MUST TOTAL TO 100%. 
 
Note:  Data adjusted to % population.  Survey Monkey did not tally to 100%; thus actual share numbers are incorrect in Survey Monkey data output for these two questions.  

% people buying wine at each location CO wine Wine in general 
2015 

(n=418 CO wine 
purchasers) 

 

2014 
(n=833, CO wine 

purchasers) 

2015 
(n=513, total 

sample)  
 

2014 
(n=1513, total 

sample)  
 

Neighborhood liquor store 80% 72% 89% 91% 

Wine specialty shop 76% 42% 77% 53% 

Large, volume discount liquor store 80% 46% 86% 68% 

Grocery store that sells wine 72% 33% 76% 51% 

Restaurants 76% 46% 88% 73% 

Bars 72% 34% 80% 54% 

Farmer's markets 73% 36% 69% 44% 

Winery or wine tasting room 79% 51% 75% 51% 

Internet 71% 30% 74% 43% 

At a sport or concert venue 71% NA 72% NA 

Wine Club (on-line, from a winery or mail-order) NA 32% NA 46% 

Other 55% 30% 49% 39% 



63% spend under $15/ bottle: 
• 63% in 2015 spend < $15/bottle (79% in 2014). 29% of 2015 wine drinkers typically spend $12-$14.99 on a 

bottle of wine; 34% in 2014. 
• 34% typically spend less than $12 per bottle; 45% in 2014.  
• In 2015, the more frequent wine consumers (vs. 2014 respondents), are typically willing to spend more on a 

bottle of wine vs. the less frequent wine consumers in 2014 (37% >$15/bottle in 2015 vs. 21% in 2014).   
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Q. 13 How much do you typically spend on a standard (750 ml) bottle of wine at a liquor store, a grocery store, or a 
specialty wine shop? 

12% 

33% 

34% 

14% 

5% 

2% 

0% 

2014 - % People spending $ on bottle of wine  
(n=1315) 

> $9/bottle

$9-$11.99

$12-$14.99

$15-$19.99

$20-$24.99

$25-$39.99

$40+/bottle (0%)

12% 

22% 

29% 

23% 

9% 

4% 1% 

2015 - % People spending $ on bottle of wine 
(n=513) 

Less than $9.00 per bottle

$9.00 to $11.99 per bottle

$12 to $14.99 per bottle

$15 to $19.99 per bottle

$20 to $24.99 per bottle

$25 to $39.99 per bottle

More than $40 per bottle



Occasions for wine:  
18 

• As in 2014, 2015 respondents 
participate in a wide variety of wine 
occasions.  

• 89% say they drink / purchase wine 
at a restaurant before or with a 
meal.  

• 88% say for a holiday meal or 
special occasion.  

Q. 15 In which of the following situations have you consumed or purchased wine over the last year or so? Check all that apply. 

46% 

31% 

54% 

67% 

57% 

74% 

86% 

77% 

43% 

54% 

72% 

79% 

83% 

84% 

88% 

89% 

As a gift for a co-worker or friend

Outdoors, at a picnic or BBQ

At home while cooking

While entertaining guests

At home alone, while relaxing, reading or
some activity without food

At a friend's house for a meal or party

For a holiday meal or special occasion

At a restaurant before or with a meal

Incidence of Wine Occasions 

2015 2014



Occasions for wine vs. top 3 fit for CO wine:  
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• In 2015, respondents indicate that 
CO wine is more of a “fit” for 
occasions that include 
friends/guests: 

• Top 3 – 59% - At a friend’s house for meal or 
party 

• Top 3 – 57% - As a gift for a co-worker, friend 
• Top 3 – 51% - While entertaining guests. 

• Wine in general is consumed at 
slightly different occasions most 
often – restaurants and holiday 
meals.  

• Note that this chart is not a direct 
comparison between occasions for 
wine in general vs. Colorado wine 
occasions.  The 2015 question for 
CO wine occasions was adjusted to 
a “top 3” choice – thus, not an 
absolute “gap” comparison.   

Q. 15 In which of the following situations have you consumed or purchased wine over the last year or so? Check all that apply. 
Q. 27   In which of the following situations do you think Colorado wine would fit best? Check your top 3. 

57% 

36% 

35% 

51% 

46% 

59% 

37% 

41% 

43% 

54% 

72% 

79% 

83% 

84% 

88% 

89% 

As a gift for a co-worker or friend

Outdoors, at a picnic or BBQ

At home while cooking

While entertaining guests

At home alone, while relaxing, reading…

At a friend's house for a meal or party

For a holiday meal or special occasion

At a restaurant before or with a meal

2015 Wine Occasions vs. Fit for Colorado Wines 
(n=513) 

Wine consumed CO wine fits best - top 3



Frequency of wine purchased by region: 
• California wine is consumed monthly by 42% of wine drinkers in 2015, 22% in 2014.  Colorado wine is 

consumed by 10% monthly/ weekly in 2015; 5% in 2014.  This is the gap to close. 
• 17% say they have never purchased CO wine in 2015 - 22% in 2014.  It is difficult to know if this is an 

improved trend number, given the difference in the sample; 2015 having more frequent wine drinkers.   
• In 2015, 32% say they purchase CO wine a few times a year; 27% in 2014.  
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Q. 16 How often do you typically purchase wine from each of the following geographic areas? 
Note:  Response options for Geographic areas changed slightly in the 2015 survey, thus, direct comparison not available for all 
areas.  California and Colorado 2014 are comparable.  
 

2015 -  % wine drinkers  Have never 
purchased 

Less than once a 
year 

Around once a 
year 

A few times a 
year Monthly Weekly 

European wine (e.g. France, Italy, 
Germany, etc.) 5% 13% 17% 42% 21% 2% 

California wine 1% 5% 7% 36% 42% 9% 

Colorado wine 17% 20% 21% 32% 9% 1% 

Washington and Oregon wine 27% 16% 21% 27% 8% 2% 
Wine from US States other than 
CA, OR, WA and CO 29% 26% 18% 20% 7% 1% 
Australia and New Zealand wine 16% 16% 22% 30% 14% 3% 
South American wine (e.g. 
Argentina, Chile, etc.) 17% 14% 17% 33% 16% 2% 

California  Wine - 2014 5% 13% 15% 40% 22% 5% 
Colorado Wine - 2014 22% 28% 18% 27% 5% 0% 



Future Purchase Interest: 
• 52% of 2015 respondents are interested in purchasing CO. wine in the future.  
• In 2015, a larger percent of these more frequent wine drinkers (vs. 2014) tend to purchase wines from the 

geographies listed.  The only exception is Colorado wine, which did not see an increase vs. 2014 among 
more frequent wine drinkers.  
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Q. 17 In the future, how interested are you in purchasing wine from each of the following geographic areas? 
 

2015 – Top 
2 Box % PI 

2014 -Top 2 
Box % PI 

61% 
 

41% 
 

58% 46% 

30%  
NA 

48%  
NA 

52% 55% 

87% 74% 

71% 54% 
2% 

0% 

3% 

2% 

3% 

2% 

4% 

6% 

2% 

9% 

10% 

19% 

10% 

8% 

21% 

11% 

36% 

39% 

47% 

30% 

26% 

39% 

36% 

29% 

32% 

21% 

37% 

39% 

32% 

51% 

23% 

16% 

9% 

21% 

22% 

European

California

Colorado

Wash/ Ore

Wine from US States other than CA, OR, WA and CO

Australia and New Zealand wine

South American wine (e.g. Argentina, Chile, etc.)

2015 Future purchase interest by region 
Definitely will not buy– Probably will not buy– 
Might or might not buy– Probably will buy– 
Definitely will buy– 



Impressions of quality by region: 
• Impressions among 2015 wine drinkers of European and California wines is high – above 4.00 mean.  Similar 

to 2014.  
• Colorado quality impression is average – 3.37 mean.  

  

22 

Q. 18 Select the statement that best describes your opinion and impression regarding the quality of wines from each of the following geographic 
areas.  Check one in each row.  If you have never tried wine from a particular region or have no opinion, please select N/A. 
Q. 19  Select the statement that best describes your opinion and impression of the change in quality of wines over time from each of the following 
geographic areas. Check one in each row. If you have never tried wine from a particular region or have no opinion, please select N/A. 
 

• In 2015, most believe wine quality is staying about the same. . 
• Colorado wine is viewed by more people as somewhat improving in quality.  
• Very few believe any wines are declining in quality.   

 Changes in quality 
 Among total wine drinkers 
(n=513) 

Quality 
significantly 

declining 

Quality 
somewhat 
declining 

Quality 
staying about 

the same 

Quality 
somewhat 
improving 

Quality 
significantly 
improving 

N/A 

European wine - 2015 0% 4% 71% 19% 6% - 

Californian wine - 2015 0% 4% 54% 30% 12% - 

Colorado wine - 2015 0% 1% 41% 46% 12% - 

Colorado wine - 2014 0% 1% 19% 27% 14% 39% 

3.37 

4.16 

4.35 

Colorado wines

California wines

European wines

2015 - Quality of Wine Impression 
(Mean score - 5 pt. scale) 

2014 
4.28 

 
4.15 

 
 

3.52 
 



Value & price expectation by region: 
• 57% of 2015 wine drinkers believe European wine is somewhat or significantly over priced.  Also high in 2014 

– 48%. 
• 64% believe Colorado wine is fairly priced in 2015 vs. 45% in 2014 among less frequent wine drinkers.    
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Q. 20  Select the statement that best describes your opinion and impression regarding the pricing for the quality of wines from each of the following 
geographic areas.  Check one in each row.  
Q. 21  What do you expect to spend at a wine shop or liquor store for a typical bottle (750 ml) of wine from each of the following geographic areas?  
Think about the average price for each region.  Check one in each row.  

Total wine drinkers (n=513)  
Value  

Extremely 
underpriced 

Somewhat 
underpriced Fairly priced Somewhat 

overpriced 
Extremely 
overpriced N/A 

European wine 0% 1% 42% 45% 12% - 

Californian wine 0% 1% 68% 26% 5% - 

Colorado wine 2015 0% 2% 64% 29% 4%  - 

Colorado wine 2014 1% 2% 45% 17% 3% 33% 

• Pricing of Colorado wine in 2015 is $15 - $19.99 among a higher percent of frequent wine drinkers – 30% vs. 
less frequent wine drinkers in 2014 – 20%.  

• As in 2014, European wines are expected to cost more; $15-$25 per bottle,  by most people in 2015.  
  Total wine drinkers  (n=513) 

Expect to Pay 
Less than $9 per 

bottle 
$9 - $11.99 
per bottle 

$12 - $14.99 
per bottle 

$15 - $19.99 
per bottle 

$20 - $24.99 
per bottle 

$25 - $39.99 
per bottle 

$40 or more 
per bottle 

European wine 1% 11% 21% 33% 21% 9% 4% 

California wine 6% 24% 29% 24% 11% 6% 1% 

Colorado wine 2015 5% 20% 31% 30% 13% 2% 0% 

Colorado wine 2014 5% 17% 25% 20% 6% 1% 0% 



Colorado Wines: 
• When asked what Colorado wines they’ve purchased or heard of in the past, on an open end basis, while 

many have tried Colorado wines, they don’t remember the brand name.  
I honestly don't remember . I tend to pick based on price, general type of wine, and label (styling). I don'tr emember brands. I do like to try and 
support the local economy in general so I know I've tried a Colorado wine, I just don't know what ones. 
• In terms of percent of total wine purchases, Colorado wine is less than 10% of their total for 57% of 2015 

wine drinkers.  
• 36% have not visited a Colorado winery.  
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Q. 22  What brands of Colorado wines have you heard of or purchased in the past? 
Q 23 What percentage of your overall wine purchases would you estimate is Colorado wine?Think about the percentage of your purchases in terms 
of volume. 
Q 25  Have you ever visited a Colorado winery or tasting room? 
 
 

Percent of total Wine purchases 
 
More than 50% of my wine purchases are Colorado wine 2% 
25% to 49% of my wine purchases are Colorado wine 6% 
10% to 24% of my wine purchases are Colorado wine 7% 
10% to 19% of my wine purchases are Colorado wine 9% 
1% to 9% of my wine purchases are Colorado wine 28% 
Less than 1% of my wine purchases are Colorado wine 29% 
I do not purchase Colorado wine 19% 

Visted Co. Winery 

Yes, many times, all across the state 11% 
Yes, but only on the Western Slope (Palisade, Grand 
Junction, Paonia, Cortez, etc.) 25% 

Yes, but only on the Front Range (Denver, Boulder, 
Loveland, Colorado Springs, etc.) 22% 

Yes, but only in the mountains (Woodland Park, Glenwood 
Springs, Salida, Cañon City, etc.) 12% 

No. I have never visited a Colorado Winery or tasting 
room. 36% 



Opinions of Colorado wines: 
• Supporting local growers is something 2015 wine drinkers want to do.  They are also interested in visiting 

local wineries & wine tasting events.  
• 2015 drinkers also believe that locally grown restaurants should feature Colorado grown wine.  
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Q. 26  What are your opinions and impressions of Colorado wines? 

Among total wine drinkers (n=513)  
  

Mean  
(5 pt scale) 

I like to buy Colorado and support local growers 4.00 

I am interested in visiting Colorado wineries 3.97 

Restaurants that feature locally grown food should also… 3.96 

I am interested in Colorado wine tasting events 3.81 

Craftsmanship is apparent in Colorado wines 3.35 

Grapes in Colorado are exposed to cooler nights and 
hotter days which leads to better wines 3.31 

It’s hard to find Colorado wines in liquor stores 3.12 

Colorado wines are fresher than other wines 2.98 

I don’t think about Colorado wines as local. 2.24 



Location – purchase wines: 
• 2015 respondents prefer to purchase wine at large discount volume liquor stores.  Wine / specialty shop is 

ranked second.  
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Q. 28  If price were not a factor, please rank the following locations from which you might purchase wine according to where you would most prefer 
to purchase your wine, i.e--where you most enjoy shopping for your wine.Begin with the location where you would MOST prefer to purchase your 
wine as 1 down to the location where you would LEAST prefer to purchase your wine as 7.Be aware that as you enter a number in the box for each 
location, the computer will reorder the list. You can also drag and drop the locations into your selected order from where you would expect to pay 
the least to where you would expect to pay the most for the same bottle of wine. 

Ranking – where purchase wine 
2015 total sample (n=513) 1st– 2nd– 3rd– 4th– 5th– 6th– 7th– 

Grocery store that sells beer and wine 
 12% 19% 11% 12% 16% 18% 12% 

Wine specialty shop 
 15% 23% 17% 14% 13% 13% 4% 

Large, volume discount liquor store 
 42% 14% 14% 9% 10% 8% 4% 

Restaurant 
 8% 15% 19% 18% 17% 12% 11% 

Farmers Market 
 4% 7% 16% 17% 20% 21% 14% 

Winery tasting room 
 16% 15% 17% 19% 15% 12% 6% 

Internet 
 4% 7% 6% 11% 8% 15% 48% 



Factors influencing wine purchase location: 
• 2015 respondents indicate convenience is an important factor when purchasing wine.  
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Q. 29 What factor most influenced the preferences for where you would most like to purchase wines in the previous question? Remember that price 
should not be part of that consideration. Might be based on convenience, quality of service, selection or supporting local businesspeople. 
 

Wine decision factors 
Convenience 38% 
Quality of service 6% 
Selection 26% 
Supporting local businesses 11% 
Knowledgeable staff or other reliable source of 
information about the wines 

15% 



Ad communication: 
• On an open-ended basis, 2015 respondents indicate the ad is about local wine, Colorado, supporting 

local.  
• The ad made 41% more interested in buying Colorado wine.   
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Q. 30 What does this advertisement say to you about Colorado wine?  Describe in your own words what the image and the words are telling you. 
Q 31  Does this ad make you more interested, the same or less interested in buying Colorado wines? 

Effect of ad 

More interested in buying Colorado wines 41% 
The same 54% 
Less interested in buying Colorado wines 6% 



Ad communication: 
• On an open-ended basis, 2015 respondents indicate the ad is about good wine, the weather, Colorado, 

Natural, Mountains.  
• The ad made 36% more interested in buying Colorado wine.   
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Q. 32 What does this advertisement say to you about Colorado wine?  Describe in your own words what the image and the words are telling you. 
Q 33  Does this ad make you more interested, the same or less interested in buying Colorado wines? 

Effect of ad 

More interested in buying Colorado wines 36% 
The same 53% 
Less interested in buying Colorado wines 10% 



Ad preference: 
• Both ads received strong preference scores – 45% preferred, “Raise a Local Glass.”   
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Q. 34  Which tag line in the two advertisements above makes you more favorably inclined toward Colorado wine? 

Ad preference 
Both equally 14% 
"Raise a Local Glass" 45% 
"Hints of Mountains, Sunshine and Blue Sky" 36% 
Neither 5% 



Other advice from consumers: 
• Open end verbatims in separate excel file.   
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Q. 35  What other advice or comments do you have for Colorado wine makers and grape growers that would encourage people to buy and drink 
more Colorado wine? 



2015 Data breaks by sub groups 
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• Age 
• Gender 
• Co. wine purchasers 
• Denver wine purchasers 
• Weekly+ wine purchasers 
 



Wine consumption frequency by sub group: 
• Among subgroups, consumption frequency of wine is fairly similar.  
• Younger, 21-35 tend to drink less frequently; 2-3 times per month (24%) 
• The total sample tracks with the weekly wine drinkers, since 81% of the total (monthly) sample actually drink wine 

weekly or more often.  
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Q. 8  On average, how often do you drink wine? 

Sub Group 
wine consumption 
frequency 

Daily 
More than once 
a week but not 

every day 
Once a week 2-3 times per 

month Once a month Special Occasions 
or holidays only 

Total/ monthly 
(n=513) 

 
15% 44% 21% 16% 2% 2% 

Weekly+ 
(n=413) 19% 55% 26% na na na 

Males 
(n=236) 

 
19% 41% 20% 16% 3% 1% 

Females 
(n=276) 

 
12% 47% 21% 16% 1% 2% 

Denver Metro 
(n=298) 

 
14% 45% 21% 17% 1% 2% 

Consumed CO wine 
(n=387) 

 
17% 46% 20% 14% 2% 2% 

21-35 
(n=123) 

 
7% 46% 19% 24% 2% 2% 

36-50 
(n=145) 

 
8% 43% 29% 14% 3% 2% 

51-70 
(n=245) 

 
24% 44% 17% 13% 2% 1% 



Awareness vs. consumed by subgroup: 
• Colorado wines have lower awareness & consumption among the younger 21-35. 
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Q. 10. From which of the following geographic areas have you ever heard of wine being produced? 
Q. 11  From which of the following geographic areas have you ever consumed wine? 
 

Awareness of 
Wine  

Colorado California France 

Total/ 
monthly 
(n=513) 
 

86% 98% 95% 

Weekly+ 
(n=413) 87% 99% 96% 

Males 
(n=236) 
 

86% 97% 96% 

Females 
(n=276) 
 

86% 99% 94% 

Denver Metro 
(n=298) 
 

85% 99% 96% 

Consumed 
CO wine 
(n=387) 
 

97% 99% 96% 

21-35 
(n=123) 

 
78% 96% 94% 

36-50 
(n=145) 

 
83% 98% 95% 

51-70 
(n=245) 

 
91% 100% 96% 

Consumed 
Wine 

Colorado California France 

Total/ 
monthly 
(n=513) 
 

75% 97% 83% 

Weekly+ 
(n=413) 77% 97% 85% 

Males 
(n=236) 
 

77% 98% 90% 

Females 
(n=276) 
 

74% 96% 78% 

Denver Metro 
(n=298) 
 

76% 97% 85% 

Consumed 
CO wine 
(n=387) 
 

100% 98% 87% 

21-35 
(n=123) 

 
70% 94% 76% 

36-50 
(n=145) 

 
74% 97% 86% 

51-70 
(n=245) 

 
79% 98% 85% 



Spend on bottle by sub group: 
• Spending by subgroup does not show too many differences.  The exception is among the 36-50 age – 30% 

willing to spend $15 - $19.99 / bottle.  
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Q. 13  In which price category do most of your wine purchases fall? 

Spend on 
Bottle of Wine 

More than $40 
per bottle– 

$25 to 
$39.99 
per 
bottle– 

$20 to 
$24.99 
per 
bottle– 

$15 to 
$19.99 
per 
bottle– 

$12 to $14.99 
per bottle– 

$9.00 to 
$11.99 per 
bottle– 

Less than 
$9.00 per 
bottle 

Total/ monthly 
(n=513) 

 
1% 4% 8% 23% 29% 21% 12% 

Weekly+ 
(n=413) 1% 4% 8% 23% 29% 22% 13% 

Males 
(n=236) 

 
2% 3% 10% 24% 29% 19% 13% 

Females 
(n=276) 

 
1% 4% 7% 23% 30% 24% 12% 

Denver Metro 
(n=298) 

 
1% 4% 7% 25% 30% 23% 10% 

Consumed CO 
wine 

(n=387) 
 

1% 4% 8% 24% 30% 22% 12% 

21-35 
(n=123) 

 
2% 7% 11% 20% 32% 21% 8% 

36-50 
(n=145) 

 
1% 3% 9% 30% 29% 19% 10% 

51-70 
(n=245) 

 
1% 3% 7% 21% 29% 23% 16% 



Wine occasions by sub group: 
• Most occasions are similar in terms of participation by respondent sub group.  
• Deviations from the average include 21-35 wine use at home while cooking, Colorado wine users – holiday 

use, female outdoor/ BBQ usage 
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Q. 15  In which of the following occasions or situations have you consumed wine over the last year or so? 

Occasions 

At home while 
cooking 

While 
entertaining 

guests 

At home 
alone, while 

relaxing, 
reading or 

some 
activity w/o 

food 

At a restaurant 
before or with 

a meal 

At a friend's house 
for a meal or party 

For a holiday 
meal or special 

occasion 

As a gift for a co-
worker or friend 

Outdoors, at a 
picnic or BBQ 

Total/ monthly 
(n=513) 

 
72% 79% 83% 89% 84% 88% 43% 54% 

Weekly+ 
(n=413) 74% 81% 87% 91% 85% 90% 46% 58% 

Males 
(n=236) 

 
69% 78% 80% 88% 79% 87% 40% 47% 

Females 
(n=276) 

 
74% 79% 86% 89% 88% 89% 45% 61% 

Denver Metro 
(n=298) 

 
75% 81% 85% 92% 85% 90% 45% 57% 

Consumed CO 
wine 

(n=387) 
 

74% 84% 84% 94% 87% 93% 47% 58% 

21-35 
(n=123) 

 
83% 80% 91% 88% 85% 89% 42% 50% 

36-50 
(n=145) 

 
68% 74% 81% 87% 85% 88% 45% 56% 

51-70 
(n=245) 

 
68% 80% 80% 90% 82% 88% 41% 56% 



Frequency – CO wine purchase: 
• Those who have consumed Colorado wine infrequently purchase it – around 88% are only once or twice  

per year & less frequently.  
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CO wine 
purchase 
frequency  

Have never purchased Purchased once 
over a year ago 

Around once a 
year 

A couple of times 
a year Monthly Weekly 

Total/ monthly 
(n=513) 

 17% 20% 21% 32% 9% 1% 
Weekly+ 
(n=413) 17% 20% 19% 32% 10% 1% 

Males 
(n=236) 

 
17% 25% 23% 28% 7% 0% 

Females 
(n=276) 

 
18% 16% 19% 35% 10% 2% 

Denver Metro 
(n=298) 

 
17% 20% 23% 31% 9% 0% 

Consumed CO 
wine 

(n=387) 
 

3% 20% 25% 40% 10% 1% 

21-35 
(n=123) 

 
20% 8% 26% 33% 13% 2% 

36-50 
(n=145) 

 
18% 21% 19% 36% 7% 1% 

51-70 
(n=245) 

 
16% 26% 20% 29% 8% 1% 

Q 16. How often do you typically purchase wine from each of the following geographic areas? 



Future PI – CO wine purchase: 
• Stated future PI of Colorado wine is fairly strong for all subgroups (exception males – only 18%). 
• This is true particularly among the younger respondents. 
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CO Wine – future 
purchase 
interest 

Definitely will not buy Probably will not 
buy 

Might or might 
not buy Probably will buy Definitely will buy 

Total/ monthly 
(n=513) 

 
3% 9% 36% 29% 23% 

Weekly+ 
(n=413) 2% 10% 35% 30% 22% 

Males 
(n=236) 

 
3% 13% 39% 28% 18% 

Females 
(n=276) 

 
3% 6% 33% 30% 27% 

Denver Metro 
(n=298) 

 
2% 10% 38% 29% 22% 

Consumed CO 
wine 

(n=387) 
 

2% 7% 31% 32% 27% 

21-35 
(n=123) 

 
5% 5% 26% 28% 36% 

36-50 
(n=145) 

 
5% 5% 26% 28% 36% 

51-70 
(n=245) 

 
2% 13% 39% 26% 20% 

Q 17. In the coming year or so, how interested are you in purchasing wine from each of the following 
geographic areas? 



Quality impressions – CO wine: 
• Quality of Colorado wine is seen to be as average among most sub groups.  
• The exception is among those that have consumed Colorado wine – a slightly higher percent believe CO 

wine is “somewhat above average.  
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CO Wine – 
Quality of wine 

Very poor quality Somewhat below 
average quality 

Average 
quality 

Somewhat above 
average quality Very high quality 

Total/ monthly 
(n=513) 

 
2% 11% 43% 36% 8% 

Weekly+ 
(n=413) 3% 10% 42% 37% 9% 

Males 
(n=236) 

 
3% 14% 43% 36% 5% 

Females 
(n=276) 

 
1% 8% 43% 37% 11% 

Denver Metro 
(n=298) 

 
2% 10% 44% 37% 7% 

Consumed CO 
wine 

(n=387) 
 

2% 9% 39% 42% 10% 

21-35 
(n=123) 

 
2% 10% 40% 41% 7% 

36-50 
(n=145) 

 
3% 12% 44% 34% 8% 

51-70 
(n=245) 

 
2% 10% 43% 35% 9% 

Q 18  Select the statement for the wines that best describes your opinion and impression of the quality of wines 
from each of the following regions. 



Price impressions – CO wine: 
• Most believe CO wine is fairly prices.  
• However, 1/3 of males and those that have consumed CO wine in the past believe it’s somewhat over 

priced.  
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CO Wine – 
Quality of wine 

Extremely under priced Somewhat under 
priced Fairly priced Somewhat over 

priced Extremely over priced 

Total/ monthly 
(n=513) 

 0% 2% 64% 29% 4% 
Weekly+ 
(n=413) 0% 1% 62% 32% 5% 

Males 
(n=236) 

 
0% 2% 58% 35% 6% 

Females 
(n=276) 

 
0% 1% 70% 25% 4% 

Denver Metro 
(n=298) 

 
0% 2% 63% 30% 5% 

Consumed CO 
wine 

(n=387) 
 

0% 1% 62% 33% 4% 

21-35 
(n=123) 

 
0% 5% 70% 22% 3% 

36-50 
(n=145) 

 
0% 1% 75% 22% 1% 

51-70 
(n=245) 

 
0% 0% 55% 38% 7% 

Q 20  Select the statement for the wines that best describes your opinion and impression of the pricing in 
relationship to the quality of the wines from each of the following regions. 



Colorado wine % of total purchase: 
• Even among those that have consumed CO wine in the past, purchase of CO wine is very low – 30% less 

than 1% allocate their share of wine purchase to CO wine.   
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Q. 23  What percentage of your overall wine purchases would you estimate is Colorado wine? 

Share of 
purchase for Co 
wine.  

More than 50% of 
my wine 
purchases are 
Colorado wine– 

25% to 49% 10% to 
24%  

10% to 19% 1% to 9% Less than 1% of 
my wine 
purchases are 
Colorado wine– 

I do not 
purchase 
Colorado wine 

Total/ monthly 
(n=513) 

 
2% 6% 7% 9% 28% 29% 19% 

Weekly+ 
(n=413) 2% 5% 7% 10% 28% 30% 18% 

Males 
(n=236) 

 
3% 6% 4% 8% 29% 29% 22% 

Females 
(n=276) 

 
2% 7% 10% 11% 26% 29% 16% 

Denver Metro 
(n=298) 

 
1% 5% 5% 9% 30% 32% 18% 

Consumed CO 
wine 

(n=387) 
 

3% 7% 8% 11% 33% 30% 7% 

21-35 
(n=123) 

 
2% 9% 11% 13% 30% 20% 15% 

36-50 
(n=145) 

 
1% 6% 8% 8% 30% 31% 16% 

51-70 
(n=245) 

 
3% 4% 5% 8% 25% 33% 22% 



Stronger performing attributes for CO wine: 
• Attributes with scores above 4.00 mean for at least one subgroup (on 5 pt. scale) center on local events 

and local production.    
• This holds true for most sub groups. The exception is males – where attribute scores are average.  
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Q. 26  What are your impressions of Colorado wines? 

Attributes – mean 
scores 

Restaurants w/locally 
grown … 

Like to 
buy/support Co 
growers 

Interest in 
visiting CO 
winery 

Interest in CO 
wine tasting 
events 

Total/ monthly (n=513) 
 

3.96 4.00 3.97 3.81 

Weekly+ 
(n=413) 3.96 4.03 4.00 3.83 

Males 
(n=236) 

 
3.77 3.87 3.79 3.60 

Females 
(n=276) 

 
4.12 4.10 4.13 3.99 

Denver Metro (n=298) 
 

3.97 4.04 4.01 3.84 

Consumed CO wine 
(n=387) 

 

4.02 4.06 4.09 3.85 

21-35 
(n=123) 

 
4.11 4.21 4.22 4.16 

36-50 
(n=145) 

 
3.99 3.97 3.95 3.83 

51-70 
(n=245) 

 
3.87 3.90 3.87 3.62 



Ad response: 
• The two outdoor boards, do interest consumers in buying Colorado wine.  This is particularly high – 54% - 

among the 21-35 who evaluated “Raise a local glass.”  
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Q. 31,33 Does this ad make you more interested, the same or less interested in buying Colorado wines? 
 

Raise a local 
glass 

More interested in 
buying Colorado 
wines 

The same 

Less 
interested 
in buying 
Colorado 
wines 

Total/ 
monthly 
(n=513) 
 

41% 54% 6% 

Weekly+ 
(n=413) 42% 53% 5% 

Males 
(n=236) 
 

32% 62% 7% 

Females 
(n=276) 
 

47% 47% 5% 

Denver Metro 
(n=298) 
 

42% 54% 5% 

Consumed 
CO wine 
(n=387) 
 

40% 55% 5% 

21-35 
(n=123) 
 

54% 44% 2% 

36-50 
(n=145) 
 

42% 54% 4% 

51-70 
(n=245) 
 

33% 58% 9% 

Hints of… 

More interested in 
buying Colorado 
wines 

The same 

Less 
interested 
in buying 
Colorado 
wines 

Total/ 
monthly 
(n=513) 
 

36% 53% 10% 

Weekly+ 
(n=413) 38% 52% 10% 

Males 
(n=236) 
 

29% 61% 10% 

Females 
(n=276) 
 

42% 47% 11% 

Denver Metro 
(n=298) 
 

38% 52% 10% 

Consumed 
CO wine 
(n=387) 
 

34% 56% 10% 

21-35 
(n=123) 
 

47% 50% 3% 

36-50 
(n=145) 
 

37% 50% 14% 

51-70 
(n=245) 
 

31% 58% 12% 



Contact Info:   

 
Barb Gasper · Focus Research & Strategy Inc. · 1531 Genesee Ridge Rd. Golden, CO 80401 
 · ph: 303-249-8948 · fax: 303-382-4630 · barb@focusrsi.com ~  www.focusrsi.com 
 
 
 
Thank you.  
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