B t:cat sparkling
feceo, as well as

§
'iebsub_b'yl have ench 5
in recent [Orbid, 5

E
Fome data that

Gallo's wine consumer nolling has some asking, «\What tha?”

i

n December 2014, E.

results of its

(see them at G
~ pelieve that it's the f
—issioned by t
=ry, SO it may w
—sleased the results of
was released, but
2 few key findings — SO
2nd others S

he world’s largest fa
ell be the first time 1

Gallo did issue 3 P

ome industry insiders |
d on their own recent €

& J. Gallo announce

first consumer wing
alloW'meTrends.c

irst such su

survey. Non

me of whic

d the

Of the idea that Mi
at Millennial
of Charles Co als trust bloggers, Ki
m . - , Kim
said, "l would san;ltjr?;fa“ozs Associates in Sb;\rlgrgr:‘ g
salt. I'm all for needs to be taken wi neisco
_ new peopl : with a grain of
ughtsllmpressmns/recomrglendvélt?:n:“qtrs]haring
with those

sioned, base
According to Gallo director of pul

. +ina Kelley. Gallo commissione
. Consulting 10 conduct @ 25-minute
1,001 wine drin!
21l of whom drin
month. Respondents were split &
zemale. They were a
sehavior, wine knowledge.
zttitudes and how they use soCi
consumer.
Gallo's tak!

~EVERYONE 1S NOW A WINE C

Gallo reported that wine drink
increasingly turning to socia i
discover new wines, and sharing pho
About half of respon
“respect bloggers' opinions." Of course, this also
slim majority (51%) don't give blog-
Given that some bloggers are
d into mentioning wines

who read their :
musings. H
themselves wi gs. However, man
and b) credxﬁe|bloggers without a) mughp;? sle cal!
als or certification for wine knon |a1 lédlence
wledge."

eaway from the find

ers like sweet, :

4 It's not news thatyoung consum!
fruity wines.

gers much credence.

| it be before the

begged, pribed and cajole
on social media, their moderate impact probably
shouldn’t come as much of @ surprise. 4 |feveryoneisa critic, how long Wil
Of the idea that Millennials trust bloggers: Kim- industry clamors for the resurgence of Robert parker?
perly Charles of Charles Communications Associates & When one considers ll the survey respondents.
in San Francisco said, 1 would say that needs 10 be established varieties till seem to lead the way-
1aken with @ rain of salt. 'm all for new people com- g : .
i i heir thoughtslimpressions 4 Lumping together boxes, screwcaps and single-serve
wine packages as “convenient” avoids the different
hese packaging categories.

se who read their mus- )
rationales for t

people call themselves wine
h of an audience and b) crée-

bloggers without @) muc
dentials of certification for wine knowle ge.”

53 R S,

ARD & WINERY MANAGEMENT

=

It

- e - - -
It

I

Mar - Apr 2015 | VINEY:

-




