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Executive Summary

The global wine market is navigating a period of unprecedented transformation. The
consumption declines observed in the early 2020s are not merely a cyclical downturn
driven by economic headwinds but rather the surface-level indicators of a profound
and permanent structural reset. By 2050, the landscape of wine consumption will be
fundamentally reshaped, defined by a new consumer archetype: the "Portfolio
Drinker." This consumer, predominantly a Millennial or member of Gen Z, will be more
ethnically diverse, digitally native, and fluid in their beverage choices, treating wine
not as a default category but as one of many options within a curated personal
beverage portfolio.

This report forecasts that the 2050 wine consumer's purchasing decisions will be
governed by a new trinity of values: sustainability, authenticity, and wellness. The
traditional pillars of heritage and exclusivity will be supplanted by a demand for
radical transparency, verifiable ethical credentials, and products that align with a
health-conscious lifestyle. This shift will manifest in a polarized market, with the
high-volume, low-margin “"everyday wine" category eroding in mature markets, while
the premium and super-premium segments, driven by compelling brand narratives,
become the primary engines of value.

The major external forces of climate change, the low- and no-alcohol (NOLO)
movement, and technological innovation will act as powerful accelerants to this
transformation. Climate change will rewrite the global terroir map, challenging the
established hierarchy of wine regions and creating new centers of excellence. The



NOLO trend will become the new entry point to the wine category, an essential brand
extension for capturing the full spectrum of consumption occasions. Technology,
particularly Al and blockchain, will enable the "digital terroir"—a verifiable record of a
wine's journey from grape to glass that will become as crucial to its value as its
physical origin.

For stakeholders in the global wine industry, survival and prosperity on the path to
2050 will depend on adaptation. The primary strategic imperatives identified in this
analysis are the embrace of radical transparency through technology, the
diversification of product portfolios to include high-quality NOLO offerings, and the
mastery of hyper-personalized digital engagement to connect with a fragmented,
occasion-based consumer. The brands that thrive will be those that understand they
are no longer just selling wine; they are selling a verifiable, value-aligned, and
personalized beverage experience.

Section 1: The Global Wine Market at a Crossroads: A Structural
Reset

The current state of the global wine market must be understood not as a temporary
slump but as a fundamental and likely irreversible transformation. While cyclical
economic pressures have exacerbated recent declines, they have primarily served to
unmask deeper, structural shifts in consumer behavior, demographics, and values that
will define the industry's trajectory toward 2050. The era of predictable, volume-led
growth in mature markets has concluded, giving way to a more complex and polarized
landscape.

1.1 Quantifying the Historic Contraction

The global wine industry is currently experiencing a historic contraction in
consumption volume. Data from the International Organisation of Vine and Wine (OIV)
reveals that global wine consumption in 2024 is estimated at a mere 214.2 million
hectolitres (mhl). This figure represents a 3.3% decrease from 2023's already low



levels and marks the lowest volume of consumption recorded since 1961.’

This decline is not a recent anomaly but the continuation of a persistent downward
trend that began in 2018.* While immediate factors such as high average
prices—driven by low production volumes and persistent inflation—have certainly
contributed to the challenging environment, they are not the root cause.’ The OIV
report explicitly points beyond these temporary economic and geopolitical disruptions
to identify "structural, long-term changes" as the primary drivers. These changes
include shifting consumer habits, evolving social norms, and significant generational
turnover, which have collectively altered the perception and consumption of wine,
particularly in its traditional, mature markets.*

The fact that the total alcohol beverage market is not growing further supports this
conclusion, indicating a broader societal shift in consumption patterns rather than a
problem unique to the wine category.” The consistent decline since 2018, which
predates the major inflationary shocks of 2022-2023, demonstrates that the core
issue is behavioral, not purely economic. Multi-year downward trends in key markets
like the USA (-5.8%), Canada (-6.4%), and China (-19.3%) are not indicative of a
coordinated, temporary recessionary response but a sustained pattern of changing
consumer engagement.? Therefore, the industry cannot expect a simple return to
pre-2018 consumption levels upon economic recovery. The baseline for global wine
consumption has fundamentally shifted downward, necessitating new strategies built
for a future characterized by lower overall volume in traditional markets.

1.2 The Great Polarization: Premiumization Amidst Decline

Beneath the headline figures of declining volume lies a critical market dynamic: a
pronounced polarization between the value and premium segments. While the overall
market is shrinking, the decline is disproportionately concentrated at the lower end of
the price spectrum. According to IWSR data, global sales volumes of wine priced at
the value level or below plummeted by a staggering 27% between 2021 and 2023.° In
the United States, the under-$12 category, which represents the vast majority of
volume, is in a state of persistent decline.’

Conversely, the premium segments—generally defined as wines priced at $15-$25 and
above—are demonstrating remarkable resilience and, in many cases, continued
growth.? This trend embodies the "drinking less, but better" phenomenon. Consumers



are reducing their consumption of casual, low-priced "table wine" but are
simultaneously willing to increase their spend on bottles for occasions they deem
worthy of a higher-quality product.’ This behavior is strongly influenced by Millennial
consumers, who are more inclined to spend more on a bottle of wine and treat
themselves to premium quality.®

This bifurcation is creating a dangerous "hollow middle" for brands that lack the scale
to compete on price or the brand equity to command a premium. The market is
splitting into two distinct paths. The high-volume, low-margin model that sustained
much of the industry for decades is eroding under the pressure of changing
consumer habits and competition from other beverage categories. Meanwhile, the
high-margin, experience-driven premium market is solidifying its position as the
primary engine of value and profitability.

This polarization indicates a fundamental shift in the role of wine in consumers' lives.
For a growing number of people in mature markets, "everyday wine" is being replaced
by other beverages or NOLO options for casual consumption. Wine is increasingly
reserved for specific, meaningful occasions that justify a higher price point. By 2050,
the future of profitability will not lie in volume, but in the value created by the story,
craftsmanship, and verifiable credentials that justify a premium price.

Section 2: The Generational Crucible: Forging the 2050
Consumer

The most significant force shaping the future of wine consumption is the transfer of
market power and, more critically, market values from older to younger generations.
The consumer of 2050 will be the product of a generational crucible that is currently
underway, forging a new set of expectations, motivations, and behaviors.
Understanding the distinct characteristics of each cohort—from the fading Boomer
bastion to the ascendant Gen Z—is essential to forecasting the landscape of the next
quarter-century.

2.1 The Fading Boomer Bastion (Born 1946-1964)



Baby Boomers have been the bedrock of the wine industry for decades, but their
influence is now in a structural decline. This cohort still represents a substantial share
of total wine sales, particularly in the higher-end segments, and accounts for 36% of
regular wine drinkers (RWDs) in the United States.'® However, as an aging population,
they are drinking less frequently, and their departure from the market represents the
single greatest threat to the industry's status quo.’ Projections from Silicon Valley
Bank estimate that the negative impact of the Boomer decline on wine sales will peak
between 2029 and 2031."

Boomers are characterized by their preference for familiar brands, traditional wine
styles, and established regions.” Their loyalty to well-known labels has provided a
stable foundation for many of the world's most iconic wineries. They are, in effect, the
last generation for whom wine was a default beverage choice for a wide array of
social and dining occasions. As this wine-centric cohort ages out of the market, they
are being replaced by younger generations who do not share this default preference,
creating a significant volume gap that the industry must address."

Projection for 2050: By 2050, Boomers will be aged 86-104. Their direct purchasing
power and market influence will be negligible. Their legacy will persist in the brand
equity of the "classic" wineries they championed, but these brands will face the
existential challenge of having to forge a connection with a new generation of
consumers who do not share the Boomers' inherent reverence for tradition.

2.2 Gen X (Born 1965-1980): The Overlooked Bridge

Often overshadowed by the larger Boomer and Millennial cohorts, Gen X serves as a
critical transitional generation. They represent a significant segment of the market,
accounting for 32% of recent wine purchasers in a 2024 survey."” Their consumption
habits bridge the gap between older and younger drinkers. They drink wine regularly,
typically 2-3 times a week, though slightly less frequently than Millennials.™

Gen X shares some of the brand familiarity of Boomers but also exhibits the price
sensitivity and occasion-based consumption patterns that are more characteristic of
younger generations. A 2024 survey revealed that while both Gen X and Millennials
cite an "everyday" wine price of around $20, Gen X dominates the under-$25



category, whereas Millennials are significantly more comfortable spending over $40
per bottle.” Gen X is also more likely to plan their wine purchases in advance, in
contrast to the more spontaneous habits of Gen Z." For the next decade, this cohort
will remain a crucial, stable consumer base for the wine industry, but they are not the
demographic driving the transformative trends that will define 2050.

Projection for 2050: Aged 70-85, Gen X will occupy the role of the "older" wine
consumer, similar to today's Boomers. Their consumption will likely be characterized
by reduced frequency but continued loyalty to trusted, premium brands they
discovered in their peak earning years. They will represent a valuable, albeit shrinking,
segment for established wineries.

2.3 Millennials (Born 1981-1996): The Engaged but Disloyal Connoisseur

Millennials are the new center of gravity for the global premium wine market. They are
unequivocally the most "involved" and "adventurous" generation when it comes to
wine.® According to IWSR consumer data, 44% of Millennial RWDs report a high
involvement in the wine category, compared to just 30% of RWDs as a whole.” An
overwhelming 73% state that they enjoy trying new or different styles of wine on a
regular basis.' This cohort is also drinking more wine than other generations, with
35% reporting an increase in their consumption over the past year, and they show a
clear willingness to spend more for premium quality."

However, the defining characteristic of the Millennial consumer is their "diverse
repertoire™.” Their high engagement with wine does not translate to exclusive loyalty.
They fluidly interchange wine with craft beer, premium cocktails, and ready-to-drink
(RTD) beverages, effectively diluting their loyalty to the wine category as a whole.”
Their purchasing decisions are profoundly influenced by their values. For Millennials, a
wine's story is as important as its taste. They actively seek out products that align with
their beliefs, making sustainability, ethical sourcing, transparent production practices,
and authentic brand narratives paramount considerations.™

Projection for 2050: Aged 54-69, Millennials will be the core, high-spending wine
consumers, occupying the market position that Boomers hold today. The brands that
will have secured their long-term loyalty will be those that successfully demonstrated
their sustainable and ethical credentials during the 2020s and 2030s. They will
demand transparency and quality, and their adventurous palates, honed over decades



of experimentation, will be receptive to the new varietals, styles, and regions that will
emerge as a result of climate change.

2.4 Gen Z (Born 1997-2012): The New Rules of Engagement

After several years of media narratives focused on their supposed sobriety, recent
data reveals a dramatic re-engagement of Gen Z with the alcohol market. A 2024
IWSR report shows that in the U.S., the alcohol consumption rate among
legal-drinking-age Gen Z consumers surged from 46% to 70% between early 2023
and early 2025.%° This cohort is now drinking with a frequency comparable to
Millennials.?® However, it is crucial to recognize that they are starting from a very low
base in the wine category, currently accounting for only 7% of RWDs in the U.S.."°

More importantly, Gen Z is drinking differently. Their approach is not a rejection of
alcohol but a redefinition of its role. Their motivation is "Purpose Over Party"; they
consume alcohol to relax, explore new flavors, and elevate a moment, not simply for
the purpose of intoxication.” Their values are non-negotiable and can be summarized
as "Aesthetic + Ethic".?*° They demand visually appealing products with
Instagram-worthy labels, but this must be backed by a genuine commitment to
sustainability, transparency, and diversity.” They are inherently skeptical of tradition
and exclusivity, preferring brands that are accessible, authentic, and prioritize
discovery over legacy.?’ Their purchasing behavior is often spontaneous, heavily
influenced by in-store displays and digital engagement on platforms like TikTok and
Instagram.™

This behavior points to a fundamental shift in consumer identity. Gen Z's relationship
with alcohol is transactional and portfolio-based. They are not "wine drinkers" or
"beer drinkers"; they are consumers of "drinks." They select a product from their
broad beverage repertoire—which includes a strong interest in NOLO options—that
best fits the specific occasion, their mood, and their values at that moment. This
makes them the ultimate "category-agnostic" consumer. For the wine industry, this
means that by 2050, wineries will not just be competing against each other, but
against craft spirits, RTDs, and functional non-alcoholic beverages for every single
consumption occasion. The winning strategy will involve offering a diverse portfolio of
products—full-strength wine, wine-based RTDs, low-alcohol options, and premium
non-alcoholic versions—that can fill multiple slots in the Gen Z consumer's personal



beverage portfolio.

Projection for 2050: Aged 38-53, Gen Z will be in their peak earning and spending
years, representing the dominant consumer force. The wine world of 2050 will be
entirely molded by their values. Brands built on opaque notions of heritage and
exclusivity will struggle to survive unless they can radically reinvent their narratives
around authenticity, verifiable sustainability, and inclusivity. Packaging, format (with
cans and boxes being mainstream), and a sophisticated digital presence will be just as
critical to a brand's success as the quality of the liquid inside the container.

Table 1: Generational Wine Consumption Profile (Circa 2024-2025)

Feature

Baby Boomers
(1946-1964)

Gen X
(1965-1980)

Millennials
(1981-1996)

GenZ
(1997-2012)

Point

nd 13

price-sensitive
16

spending >$40;
premium-focuse
d 16

% of Regular 36% 1° 32% (of recent 36% (of recent 7% 19

Wine Drinkers purchasers) ° purchasers) °

(Us)

Typical Declining 2-3 times/week, 2-3 times/week; As frequent as

Frequency frequency slightly less than 18% drink daily Millennials 2°
Millennials 16

Dominant Price Premium/High-e Under $25; Comfortable Premiumization

without
pretension; will
spend more for

value %°
Key Tradition, Planned Exploration, Elevating a
Motivations familiarity, purchases, social moment,
established relaxation, social | connection, relaxation,
quality occasions ° self-care, exploration,
treating oneself ritual 2°©
12
Core Values Brand loyalty, Value, brand Authenticity, Sustainability,
heritage, trust sustainability, ethics, diversity,
established ethical sourcing, transparency
reputation transparency ° (non-negotiable

)18




Preferred Traditional Traditional Adventurous; Experimental
Styles & varietals, classic varietals, but new varietals, styles (orange
Formats regions, 750ml open to new regions, wine, chilled
bottle styles alternative reds), NOLO
formats (cans, options,
small bottles) © sustainable
packaging
(cans, boxes) '

Section 3: The Influence of Gender on the Path to Purchase

Beyond generational shifts, gender remains a critical demographic lens for
understanding wine consumption. Analysis of purchasing habits, taste preferences,
and market value reveals distinct patterns between male and female consumers. While
these dynamics are likely to evolve by 2050, they currently present a strategic
dichotomy for marketers aiming to drive both volume and value in a competitive
market.

3.1 Women as the Market Majority

In many key markets, particularly the United States, women constitute the majority of
wine consumers. Data from 2024 indicates that women account for between 55% and
59% of all U.S. wine drinkers.”” This majority position has solidified over time, partly
because men, especially younger men, have been reducing their wine consumption at
a faster rate since 2015.%

Despite women driving the majority of sales volume, the wine industry's production
and marketing efforts have not always reflected this reality. The field remains largely
male-dominated, with one study noting that 82% of winemakers are men.? This
disconnect can lead to a misalignment between product development, branding, and
the preferences of the core consumer base. Research consistently shows that female
consumers are more adventurous in their wine choices and more likely to purchase
wine to suit a specific occasion, such as a celebration or hosting guests.” This
occasion-based purchasing behavior contrasts with a more category- or



collection-driven approach, highlighting a key difference in the consumer journey.

3.2 Gendered Marketing and Purchasing Cues

The influence of branding and packaging on female consumers is particularly strong.
A 2024 study led by Washington State University found that women were significantly
more inclined to purchase wine that featured "feminine" gender cues on the label,
such as flowers, female portraits, or cute animals.” These visual cues not only drove
purchase intent but also positively influenced the consumer's expectation of the
wine's taste and overall sensory experience. Remarkably, this effect was so powerful
that it often superseded the consumer's own level of wine expertise, demonstrating
the immense power of label design in capturing this demographic.?

This presents both an opportunity and a potential pitfall for wine brands. While
targeted, gender-cued marketing can be effective, it often relies on stereotypes and
can backfire if not executed with nuance.” The same study revealed a surprising
twist: while feminine labels increased the intention to buy, they sometimes led to lower
actual taste ratings after consumption. This occurred when the wine's profile—for
example, a medium-bodied, tannic red—was incongruent with the lighter, fruitier
expectation created by the feminine-coded label.” This underscores the importance
of ensuring that the entire product experience, from packaging to palate, is coherent.

3.3 The Value Proposition: Men Spend More Per Bottle

While women drive the majority of wine sales by volume, data indicates that men, on
average, spend more per bottle.?® This creates a strategic dichotomy for marketers.
Growth in market share and overall sales volume is heavily dependent on appealing to
the female majority. This often involves strategies focused on in-store discovery,
occasion-based marketing, and relatable branding that aligns with social contexts.

On the other hand, growth in market value—driven by premiumization and an
increasing average bottle price—may be more effectively targeted toward male
consumers. Marketing to this segment could potentially focus on different attributes,
such as craftsmanship, rarity, collectability, and status. This is not to suggest a rigid,



stereotypical approach, but rather an acknowledgment of the current market
dynamics where two distinct paths to growth exist. One path is volume-driven and
shaped by the preferences of the female majority, while the other is value-driven and
influenced by the higher per-bottle spending of male consumers.

Projection for 2050: As societal gender roles and norms continue to evolve,
marketing strategies based on overt gender stereotypes will likely become less
effective and could be perceived as outdated or alienating. The successful brands of
the future will move beyond surface-level gender cues to understand the underlying
motivations that currently correlate with gendered purchasing. They will market
directly to these motivations—such as the desire for a perfect wine for a social
gathering versus the pursuit of a rare, collectible bottle—irrespective of the
consumer's gender. The female majority will continue to be the primary force shaping
market trends, and as their economic power grows, the current gap in per-bottle
spending is likely to narrow or even close, making them the dominant force in both
volume and value.

Section 4: A Tale of Many Worlds: Cultural and Geographic
Trajectories to 2050

The concept of a single "global wine consumer" is a misleading oversimplification. The
future of wine consumption will be a tale of many different worlds, each shaped by
unique cultural contexts, economic trajectories, and social dynamics. By 2050, the
wine market will be more geographically fragmented than ever before. Success will
not be achieved through a standardized global strategy but through a nuanced,
market-specific approach that demonstrates a deep understanding of local consumer
motivations.

4.1 Mature Markets in Metamorphosis (North America & Europe)

North America and Europe remain the epicenters of global wine consumption, but
they are also the regions leading the current volume decline. The European Union
alone accounts for 48% of global consumption, yet it experienced a 2.8% decrease in



2024.* Key European markets like France (-3.6%) and Germany (-3.0%) saw
significant drops.” Similarly, the United States, the world's single largest market by
volume, contracted by a substantial 5.8% in 2024.*

The cultural context in these regions is one of profound change. This is where the
generational handoff from wine-centric Boomers to category-agnostic younger
consumers is most acute. In traditional wine-producing countries like France and Italy,
the decline of wine's role as a daily accompaniment to meals represents a
monumental cultural shift away from centuries of tradition.* In North America, wine is
facing intense competition and losing "share of throat" to a vast and ever-expanding
array of beverage options, including craft beer, spirits, RTDs, and a burgeoning NOLO
category.”

Projection for 2050: These mature markets will evolve to become smaller in total
volume but higher in average value. Consumption will be dominated by premium and
super-premium sales, driven by knowledgeable Millennial and Gen X consumers. The
2050 consumer in these regions will be highly discerning, either possessing deep
personal knowledge or relying heavily on Al-driven guidance systems for their
purchasing decisions. Wine consumption will be primarily occasion-based, reserved
for specific moments of celebration, relaxation, or culinary pairing, rather than being a
daily staple.

4.2 The Asian Enigma (China, Japan, South Korea)

The trajectory of wine consumption in Asia is not monolithic; each major market is
following a unique path.

China: The narrative of China as the wine industry's unstoppable growth engine has
dramatically reversed. The market has been in a steep, long-term contraction since
2018, losing approximately 2 mhl in consumption annually. In 2024 alone,
consumption plummeted by another 19.3%.% The initial boom was driven by wine's
association with status and Western luxury, but it failed to embed itself deeply into
daily cultural practices. The cultural preference for red wine remains strong, often
consumed at banquets and business functions, but this is being challenged by
younger generations who show a greater interest in white wine and other beverages.”

Projection for 2050: The Chinese wine market will likely be smaller in volume than



previously forecast but more mature and stable. It will mirror Japan's current market
structure: a niche of highly dedicated, wealthy connoisseurs focused on fine wine as a
luxury good and a status symbol, coexisting with a broader, more price-sensitive
market for commercial wines.”

Japan: Japan represents a mature, sophisticated, and high-value niche market. Per
capita consumption is low, hovering around 2 litres annually, indicating that wine is not
a mainstream beverage.?”” The consumer base is distinctly polarized. An older, affluent
demographic drives the fine wine market, primarily through on-trade channels like
high-end restaurants and bars. This group values provenance, tradition, and the
expertise of sommeliers.?”” In contrast, a younger urban demographic is the driving
force behind the natural, organic, and unconventional wine trend.?”” The market is
characterized by a high willingness to pay for quality, meticulous attention to detail,
and a deep cultural appreciation for provenance and craftsmanship that aligns well
with the concept of terroir.”

Projection for 2050: Japan will remain a key strategic market for high-value wines.
The trends of health-consciousness, premiumization, and the demand for wines that
pair well with Japanese cuisine will continue to shape the market.*

South Korea: South Korea is a dynamic and trend-driven market that is currently
undergoing a "reset" after a massive, pandemic-fueled boom.** The market is being
shaped by a young, urban, and health-conscious consumer base that perceives wine
as a sophisticated and fashionable beverage.** Wine consumption is deeply
embedded in a social context, often as part of

hoesik (company gatherings and dinners), but is also rapidly growing as an at-home
beverage to be enjoyed with meals.*® There is a strong and growing interest in food
and wine pairing, creating opportunities for wines that complement the bold and spicy
flavors of Korean cuisine.*

Projection for 2050: South Korea is poised to be a significant growth market for the
wine industry. The consumer base will be digitally savvy, increasingly knowledgeable,
and open to a diverse range of styles from around the world. However, challenges will
remain, including high taxes on imported wine and strong competition from
entrenched local beverages like soju and beer.*

4.3 The Promise of the Southern Hemisphere (Brazil & South Africa)



Emerging markets in the Southern Hemisphere present a different set of opportunities
and challenges, driven by unique cultural and demographic forces.

Brazil: Brazil is a rapidly evolving market where wine is successfully transitioning from
a niche, elite beverage to a more mainstream cultural product, particularly among the
influential Millennial cohort.*® Here, wine's primary cultural role is that of a social
"connector," a beverage to be shared among friends and family to enhance social
occasions.“? There is a burgeoning sense of national pride in the local wine industry,
with a strong preference for domestically produced sparkling wines (

Espumante), which align perfectly with the celebratory and festive national culture.”
Alongside this local preference, there is a high degree of curiosity and openness to
imported styles, making it a dynamic market for global producers.*°

Projection for 2050: Brazil holds the potential to become a major global
consumption market. Its growth will be fueled by an expanding middle class that
increasingly associates wine consumption with a sophisticated, modern, and social
lifestyle.**

South Africa: South Africa presents a complex dual market. The industry must
simultaneously navigate the challenges of the global export market while also working
to grow domestic consumption. The key to the domestic market's future lies in
successfully engaging the country's large and youthful demographic, with Millennials
and Gen Z comprising 66% of the population aged 35 and under.*® This younger
generation is drinking less alcohol overall but prioritizes quality, authenticity, and
memorable experiences when they do choose to drink.*® The industry is actively
working to make wine more accessible and inclusive, shedding its historical image and
connecting with a new generation of consumers through digital innovation and
experience-led marketing.”’

Projection for 2050: The success of the South African domestic wine market will be
contingent on the industry's ability to build lasting relationships with its younger,
digitally-native consumers. This will require a move away from traditional marketing
toward authentic storytelling, community engagement, and the creation of unique,
shareable experiences.*

Table 2: Comparative Analysis of Key Global Wine Markets (Circa 2024)
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Section 5: The Triumvirate of Transformation: Projecting the 2050
Landscape

The demographic and cultural shifts detailed in the preceding sections are not
occurring in a vacuum. They are being amplified and accelerated by a triumvirate of
powerful, external forces that will fundamentally reshape the wine world by 2050.
Climate change, the health and wellness movement (manifesting as the NOLO
revolution), and pervasive technological innovation will combine to alter what wine is,
where it is made, and how it is consumed.

5.1 The Terroir of Tomorrow: Climate Change's Inescapable Impact

Climate change is the most significant long-term existential challenge facing the wine
industry. Its impact will be profound and inescapable, redrawing the map of global
viticulture. Projections for 2050 are stark: a study published in the Proceedings of the
National Academy of Sciences forecasts that rising temperatures and altered weather
patterns could decrease the area suitable for viticulture by 25% to 73% in the world's
major wine-producing regions.*® Iconic areas such as Bordeaux, Tuscany, the Rhone
Valley, and Napa Valley are all projected to experience sharp declines in suitability,
with some studies suggesting a potential 70% fall in California's production capacity
by 2050.%°

This will force a radical shift in the types of grapes grown and the styles of wine
produced. In many “"New World" regions that have built their reputations on French
varietals like Cabernet Sauvignon and Chardonnay, growers will be forced to adopt




more heat- and drought-tolerant grapes traditionally found in Spain, Southern Italy,
Greece, and Portugal.*® The very taste profile of wines from "classic" regions will be
altered. Without significant adaptation, they are likely to become denser, higher in
alcohol, and lower in acidity, a departure from the balance that defines them today.>

Conversely, new terroirs will emerge. Climate change will render previously
inhospitable northern latitudes suitable for high-quality viticulture. Regions in the
United Kingdom, Scandinavia, Canada, and higher-altitude zones in North America
and China are projected to become viable, and in some cases, prime new
wine-growing areas.> Research from the University of Reading, for example, predicts
that by 2050, up to 25% of UK land may have a climate suitable for producing
high-quality still Chardonnay, a dramatic increase from the 2% suitable today.*

This disruption will challenge the very foundations of the wine world's established
hierarchy. A region's prestige in 2050 will be determined less by its centuries-old
appellation and more by its demonstrated ability to produce exceptional, sustainable
wine in a changed climate. This aligns perfectly with the values of the 2050 consumer.
The adventurous and eco-conscious Millennial and Gen Z drinker will have little
reverence for a traditional appellation that is struggling to maintain quality through
unsustainable practices like massive irrigation. A "Grand Cru" from Kent, England,
produced using regenerative agriculture and innovative techniques could easily
command more prestige, and a higher price, than a climate-stressed wine from a
struggling legacy region. The definition of "fine wine" will be rewritten by the realities
of the new climate.

5.2 The Sobering Reality: The NOLO Revolution

The global health and wellness movement is the second transformative force, and its
most potent impact on the beverage industry is the rise of the No- and Low-Alcohol
(NOLO) category. This is not a fleeting trend but a permanent market realignment. The
NOLO wine market is experiencing explosive growth, with one forecast projecting it
will reach $7.64 billion by 2035, expanding at a compound annual growth rate (CAGR)
of 10.4%.%* The contrast with the traditional wine market is stark: in the U.S. in 2024,
non-alcoholic wine sales surged by 27%, while conventional table wine sales fell by
7%.>

This trend is driven directly by the values of the younger generations. Gen Z and



Millennials are actively embracing moderation, viewing it as a form of self-care that
benefits both physical and mental wellness."” Surveys indicate that 65% of Gen Z
consumers plan to reduce their alcohol consumption.® They are not necessarily
abstaining entirely but are seeking control and choice, opting for beverages that fit a
wider range of social situations and personal needs.

The NOLO category should not be viewed as a competitor to the wine industry, but
rather as its new entry point and an essential brand extension for the future. It is the
key to engaging the "Portfolio Drinker." Younger consumers value the ritual, flavor
profile, and social context of wine but do not always desire its alcoholic effects.?® As
technology rapidly improves the quality and taste of dealcoholized wines, the stigma
once associated with them is disappearing.°®

By 2050, a winery that offers only a traditional 14% ABV product will be voluntarily
abandoning the majority of consumption occasions for its target demographic. The
successful wineries of the future will operate as "grape-based beverage companies.”
Their portfolios will be designed to capture the consumer across a spectrum of
occasions: a full-strength reserve wine for a celebratory dinner, a low-alcohol (e.g.,
7-9% ABV) option for a casual lunch or afternoon gathering, and a sophisticated,
high-quality 0.0% ABV version for a weekday evening or when alertness is required.
This strategy captures the loyalty of the consumer, not just a single category, ensuring
the brand remains relevant across the consumer's entire lifestyle.

5.3 The Digital Vineyard: Technology's Pervasive Role

The third transformative force is technology, which is revolutionizing every link in the
wine value chain. In the vineyard, precision agriculture—utilizing drones, satellite
imagery, and in-ground sensors—is optimizing water usage and pest management.®
Biotechnology, including gene-editing techniques like CRISPR, holds the promise of
developing new grape varieties that are naturally resistant to disease and drought.®
For the consumer, the changes will be equally profound. Artificial intelligence will
power hyper-personalized recommendation engines, while augmented and virtual
reality (AR/VR) will create immersive brand experiences, allowing consumers to
virtually tour vineyards and meet winemakers from their own homes.®®

Crucially, technology will be the enabler of the radical transparency demanded by the
2050 consumer. Younger, digitally native consumers are inherently skeptical of



marketing claims and demand verifiable proof of a brand's ethical and sustainable
credentials.” They are acutely aware of "greenwashing" and will actively seek out
brands that can back up their assertions with data.®®

This is where blockchain technology will become indispensable. By 2050, a wine's
“digital terroir" will be as important to its value proposition as its physical terroir.
Consumers will expect to be able to scan a QR code or NFC tag on a bottle and
instantly access a secure, immutable, blockchain-verified record of the wine's entire
journey. This digital ledger will provide concrete data on everything from the water
usage and carbon footprint of the vineyard, to the labor practices employed during
harvest, to the energy consumption of the winery and the sustainability of its
packaging and transport. This technology transforms abstract marketing slogans like
"sustainably made" into a set of concrete, verifiable data points. In a market where
trust is the ultimate currency, this level of transparency will become the new standard
for premium brands and a powerful competitive advantage.

Section 6: Profile of the 2050 Wine Drinker and Strategic
Recommendations

The confluence of generational succession, cultural evolution, and the transformative
forces of climate change, wellness, and technology will give rise to a new dominant
wine consumer by 2050. Synthesizing the trends and data analyzed throughout this
report allows for the construction of a detailed profile of this future drinker. For the
global wine industry, understanding this profile is not an academic exercise; it is the
foundation upon which all future strategy must be built.

6.1 The 2050 Wine Drinker: A Synthesized Profile

Demographics: The core, high-spending wine consumer of 2050 will be a Millennial
or a member of Gen Z, aged between 38 and 69. This cohort will be more ethnically
and culturally diverse than any previous generation of wine drinkers. The geographic
centers of consumption growth will continue to shift away from the traditional markets
of Western Europe and toward dynamic regions in the Americas and Asia. In terms of



gender, consumption will be balanced, with women likely continuing to drive volume
trends and purchasing for social occasions, while the historical gap in per-bottle
spend between men and women is expected to narrow significantly due to rising
female economic power.

Behavioral Traits: The 2050 consumer is best defined as a "Portfolio Drinker." Their
relationship with alcohol will be fluid and situational. They will not identify as a "wine
drinker" but as a consumer who curates a personal portfolio of beverages to suit
different moments, moods, and needs. This makes them inherently
"category-agnostic,” viewing a premium still wine, a low-alcohol spritzer, a
non-alcoholic craft beverage, and a boutique spirit as interchangeable options
depending on the context. Their purchasing journey will be digitally native; discovery
will happen on social platforms, validation will come from peer reviews and trusted
influencers, and final purchase decisions will be guided by Al-powered
recommendations and facilitated by seamless e-commerce.

Core Values: The purchasing decisions of the 2050 wine drinker will be an act of
identity expression. Their loyalty will not be given to brands based on legacy or
prestige alone, but will be earned by those that align with their core values:

e Radical Transparency: They will demand verifiable proof of a brand's claims.
Sustainability and ethical production will not be marketing buzzwords but
data-driven metrics that consumers can access and scrutinize.

e Authenticity: They will seek out brands with a compelling and genuine story. This
narrative will need to be rooted in real practices—craftsmanship, respect for the
environment, community engagement—not fabricated marketing.

e Personalization: They will expect products and experiences that cater to their
individual lifestyle and wellness goals. This includes the availability of high-quality
NOLO options and marketing that speaks to personal moments of relaxation and
self-care rather than just traditional celebrations.

6.2 Strategic Imperatives for the Next Quarter Century

To thrive in the landscape of 2050, the wine industry must undertake a strategic
transformation that aligns with the profile of its future consumer. The following four
imperatives are critical for building relevance and resilience over the next
quarter-century.



1. Embrace Radical Transparency: The future of brand trust lies in verifiable data.
Wineries must invest in technologies like blockchain to create an immutable ledger of
their production process. This "digital terroir" should be made easily accessible to
consumers, providing tangible proof of sustainability metrics, from water usage per
bottle to the carbon footprint of distribution. This moves beyond marketing and into
the realm of accountability, which will be the cornerstone of premium brand equity.

2. Innovate the Portfolio, Not Just the Product: The strategic focus must shift from
being a "winery" to becoming a "grape-based beverage company.” This means
developing a portfolio of offerings that caters to the Portfolio Drinker across all
occasions. Alongside core wine products, this must include high-quality, well-branded
low-alcohol and no-alcohol extensions. Furthermore, innovation must extend to
viticulture; wineries should proactively experiment with new, climate-resilient grape
varietals and be prepared to build a market for them with compelling, authentic
stories of adaptation and forward-thinking craftsmanship.

3. Master the Digital Terroir: A winery's digital presence will be as crucial as its
physical one. A sophisticated, multi-channel digital strategy is no longer optional. This
requires using Al not just for marketing automation but for genuine personalization of
recommendations and offers. It means leveraging social media platforms like TikTok
and Instagram for authentic storytelling and community building, not just for
traditional advertising. It also involves investing in immersive digital experiences, such
as AR-enhanced labels and VR vineyard tours, that forge a direct, emotional
connection between the consumer and the brand's values and place of origin.

4. Rewrite the Narrative of "Premium": The industry must collectively work to shift
the definition of “premium" away from a model based on historical appellation,
exclusivity, and perceived luxury. The new premium will be defined by a combination
of exceptional quality, demonstrable craftsmanship, verifiable sustainability, ethical
production, and a unique, authentic story. The most valuable and sought-after wines
of 2050 will be those that not only provide a superb sensory experience but also
represent a positive contribution to the environment and society. In the eyes of the
future consumer, the best wine will be the one that tastes good and does good.
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