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Wine Industry Faces Challenge in
Attracting Gen Z Consumers

Gen Z's preference for authenticity, sustainability, and innovative
styles prompts wine brands to rethink strategies and engage

younger drinkers.
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The wine industry is facing a significant challenge in attracting Gen Z consumers, a

group known for valuing lifestyle, image, and authenticity. This generation, born
between 1997 and 2012, is aged 12 to 27 years old and is reshaping consumer habits

across various sectors, including wine. According to IWSR data, many wine markets are



increasingly dependent on older drinkers, particularly those aged 55 and above.
Meanwhile, the frequency of wine consumption among younger legal drinking age
(LDA) consumers is declining in several regions. For instance, in Australia, the number
of LDA consumers up to age 24 who reported drinking wine at least monthly has halved

from 2010 to 2023.

This trend presents a challenge for wine producers aiming to engage Gen Z. This
generation is health-conscious and sober-curious, having grown up during the rise of
non-alcoholic spirits. They are exposed to a wider range of beverage options than
previous generations. Gen Z is less familiar with traditional wine regions and varietals
and is increasingly concerned with moderation. They are also sensitive to price
increases, which influences their consumption habits. As a result, they are moving
away from traditional wine-drinking occasions, prompting the wine industry to rethink

its strategies to remain relevant to this demographic.

To appeal to Gen Z, wine brands are innovating in ways that resonate with this
generation's values and culture. Traditional wine categories and terminology hold less
significance for Gen Z than for older generations. Instead, they are interested in non-
traditional wine regions, sustainable practices, and experimental styles such as orange
wine, co-ferments, and chilled reds. Additionally, they are embracing low- and zero-

alcohol options for a more mindful drinking experience.

Gen Z's changing drinking habits have also led to a preference for versatile packaging.
They favor ready-to-drink (RTD) options, Bag-in-Box, and resealable aluminum bottles,
which make wine more accessible and sustainable for various occasions. Authenticity is
crucial for this generation, and brands that leverage social media and cultural trends
are successfully engaging younger consumers. Examples include Josh Cellars' viral
meme moment and Whiny Baby's mood-based branding, which have resonated with

Gen Z.

Collaborations with artists, celebrities, and designers are another strategy wine brands
are using to stay relevant. Limited-edition art packs, bold colors, and street-culture-
inspired designs make wine visually appealing and shareable on social media

platforms. These efforts aim to create genuine connections with Gen Z, who value



authenticity and cultural relevance.

In summary, the wine industry is adapting to the preferences of Gen Z by embracing
innovation and authenticity. By focusing on sustainable practices, experimental styles,
and engaging packaging, wine brands are working to capture the attention of this
influential generation. As Gen Z continues to shape consumer trends, the wine industry

must remain agile and responsive to their evolving preferences.



