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The BI Daily is compiled and submitted by the SAWIS BI Team. The content is for the exclusive attention of SAWIS 
members and may contain information that is privileged and confidential. Any dissemination of this communication 
is strictly prohibited. Articles in the BI Daily have as far as possible been interpreted, put into context, validated 
and confirmed. If you as recipient have any queries, comments or would like to submit an article, please direct 
them to Charles Whitehead (charles@sawis.co.za).  

  

 

Consumer Countries/Markets 
      

 

Wine Intelligence Reports Shop - Canada Portraits 2018 
 
This 103-page report is a comprehensive wine consumer segmentation study of the Canadian wine 

drinking population split into six segments based on their relationship with the wine category. Our 
Portrait reports are designed to enhance marketing strategy development and provide wine businesses 
with a reference that can be applied to individual brands, categories and companies.  
 

Wine Intelligence has identified six distinct types of Canadian drinkers of wine by performing a cluster 
analysis of their wine consumption frequency, typical spend on a bottle of wine, and their involvement 

in the category. These groups are: Engaged Explorers, Enthusiastic Treaters, Mainstream Matures, 
Social Newbies, Kitchen Casuals and Contented Occasionals. Each group represents one typical set of 
behaviour and relationship with wine, each with their own needs and merits. Notably, since our last 
Canadian Portraits report in 2015 some segments have shifted in behaviour, prompting new names 
and new proportions.  
 
The Canada Portraits 2018 report allows you to gain a comprehensive understanding of these groups, 

thus helping you to identify who your target customers really are, and giving you the tools to plan the 
most effective ways of reaching them. The report includes the following:  
▪ An in-depth analysis on consumer motivations to drink wine as well as their wine consumption and 
purchasing behaviour of each consumer group  
▪ Business opportunities and challenges for each consumer group  
▪ A full user-friendly data table with data from the questions asked of consumers, cross-tabbed by 

each consumer group  

 
Reports Shop - Click here to read more  
Management Summary - Click here to read more 

 
  

 

Nuusbrokkies / News Snippets 
      

 

NZ: Automated tractors a ´game changer´ for wine industry 

mailto:charles@sawis.co.za
http://www.wineintelligence.com/canada-portraits-2018/
http://www.sawis.co.za/info/marketreports.php


 
Automated farming equipment could be a "game changer" for New Zealand's largest wine region. 
Marlborough vineyards can now employ autonomous vehicles to trundle around their fields, following a 
GPS-mapped route, performing tasks and collecting data.  
Click here to read more  

 
  

 

Why the Tasting Room is Dead 
 
California’s traditional tasting rooms are pivoting to more “maker” spaces, nature immersions and 

places for all-day casual hangs.  
Click here to read more 

 
  

 

https://www.stuff.co.nz/business/farming/106868201/automated-tractors-a-game-changer-for-wine-industry
https://www.winemag.com/2018/09/06/tasting-room-dead/

