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Foreword

The purpose of this report is to provide data and insights on the wine market in the United States of America for Australian wine exporters. 

About Wine Australia

Wine Australia supports a competitive wine sector by investing in research, development and adoption (RDA), growing domestic and international markets, and protecting 
the reputation of Australian wine.

Wine Australia is an Australian Commonwealth Government statutory authority, established under the Wine Australia Act 2013, and funded by grape growers and 
winemakers through levies and user-pays charges and the Australian Government, which provides matching funding for RDA investments.

Disclaimer

While Wine Australia makes every effort to ensure the accuracy and currency of information within this report, we accept no responsibility for information, which may later 
prove to be misrepresented or inaccurate, or reliance placed on that information by readers.

Provisions of the Copyright Act 1968 apply to the contents of this publication, all other right reserved. For further copyright authorisation please see the 
www.wineaustralia.com website
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As with most economies during the COVID-

19 pandemic, the economy of the United

States (US) was massively impacted due to

restrictions on the movement of people in

order to curb the spread of the disease. The

decline in GDP during 2020 was even

steeper than the loss during the Global

Financial Crisis in 2009 (in fact it was the

largest decline since WWII), driven by large

job losses and low consumer confidence.

The economy started to recover in late 2020

and early 2021, thanks mostly to large

stimulus packages courtesy of the federal

government and the vaccine roll-out gaining

momentum. Towards the end of 2021, this

growth has slowed due to the rise of the

Delta variant, strained supply due to

transport delays, and the funds from stimulus

packages drying up.

Economy is in recovery

Source: US Department of Commerce
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In late 2021, inflation hit 31-year highs in the
US. Pre-pandemic, it tended to sit between 1.5
and 2 per cent per year; in October 2021
inflation reached 6.2 per cent. Contributing the
most to the increase were the prices of
housing, fuel, and food. The price increases
were attributed to shortages of supply and
labour, while demand soared. Global shipping
bottlenecks contributed to the supply-side
issues, while demand was fuelled by
government stimulus checks.

The US Federal Reserve originally said they
expect this to be temporary, but as of
November 2021, are now uncertain about how
long it will last as it is spreading to a wider
range of goods and is being further intensified
by a higher cost of labour.

Alcoholic beverages have only been marginally
affected so far – with prices rising 2.2 per cent
overall. Wine consumed at home did better
than other alcohol beverages consumed at
home; prices rose only 0.4 per cent compared
to 2020. However, the price of wine consumed
outside the home rose by 2.6 per cent.

Inflation raises the cost of 
living

Source: CPI - US Bureau of Labor Statistics
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Total Beverage Alcohol Servings and the

Legal Drinking Age (LDA) population have

been growing at the same approximate rate

for the last 30 years (left hand chart), which

means that the number of servings per adult

in the US has been flat (right hand chart).

Therefore, the only growth in alcohol

consumption is coming from the increase in

LDA population. This further intensifies the

share fight between wine, beer, and spirits.

Alcohol servings per adult 
have been steady for 30 
years

Source: bw166
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Beer has largest market 
share; RTDs show 
strongest growth

For context, on average, American adults

consume over 90 litres per head of beer, while

they consume about 12 litres of wine per year.

Beer has an overwhelming share of the total

alcohol market, but has been in a steady

decline. Wine, up until a few years ago was

growing at around 2-3 per cent per annum,

now this has slowed to about 1 per cent per

annum – close to the LDA population growth.

RTD’s have done especially well thanks to the

popularity of hard seltzers. However, there is

evidence that this growth has slowed in 2021,

due to the category maturing from a niche

product to a widely-accepted alcoholic option.

7
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In ending Prohibition in 1933, the 21st

Amendment to the US Constitution granted

primary control over the regulation of

production, transport, sale and marketing of

liquor, including wine, to the states. This means

that each state today has its own legislation

and its own regulatory model and regulatory

bodies for controlling the production and sale of

wine (see slide 16).

In addition to creating a mass of conflicting

legal systems, the fallout from Prohibition also

created a mandatory three-tier system for the

sale of alcohol. This means that in order to get

to market, and into the hands of retailers and

consumers, wine must be sold through an in-

state wholesaler or distributor in each state.

Wine also cannot enter the USA without

consignment to a licensed importer or

wholesaler.

Although COVID-19 did loosen some

restrictions, such as the delivery of alcohol and

the ability for restaurants to offer take-away

alcohol, the structure of the market more or

less remains the same.

3-tier system remains in 
place
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USA’s 3-tier system for alcohol distribution

Source: Wine Australia; click here for more information

https://www.wineaustralia.com/news/market-bulletin/issue-240


Wines and Vines estimates that there are

1,082 wine distributors in the US in 2021,

down 4 per cent from 2020 and down from

3000 in 1995. Meanwhile the number of

domestic wineries has increased from 1,800

to over 10,000. This means that competition

is extremely tough to gain distribution.

According to Impact Databank, there are

7,644 individual brands in the US market.

Most of these sell under 100,000 cases per

year and together have a 14 per cent market

share. There are 31 brands that sell over 2

million cases each and these brands

represent 50 per cent of the market. Some of

those brands that are imported include –

Yellow Tail, Stella Rosa, Cavit, 19 Crimes,

Concha y Toro, and Kim Crawford. Top

selling domestic brands are Franzia,

Barefoot, Bota Box, Sutter Home, and

Woodbridge.

Consolidation in wine 
distribution continues

9
Source: Wines Vines Analytics



The number of alcohol drinkers has not

increased in the last 5 years, despite

population growth, but the number of wine

drinkers has. However, this has not

translated to regular wine drinkers –

suggesting that new wine drinkers are less

involved with the category – i.e. only drinking

wine occasionally.

Per capita wine consumption had been in

slow, steady growth until recently. Between

2010 and 2015, wine consumption per

person in the US grew on average 2 per cent

per year (from 9 litres per person to nearly

10 litres per person). In the last five years

this growth rate has slowed to 0.3 per cent

per year. To put these figures into context,

Canada consumes around 12.2 litres per

person per year, the United Kingdom, 18.3

litres per person, and Australia, 20.2 litres

per person (IWSR).

The number of regular 
wine drinkers has declined

Source: Wine Intelligence
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Sales volume shifts back 
from off to on-premise

Like other markets around the world, the

dynamics of the US wine market changed

drastically in 2020. The volume share of wine

sold in the on-premise fell to 9 per cent,

compared to 16 per cent in the previous year,

driven by closures and restrictions in the

channel. Meanwhile, the volume of sales in the

off-premise (Nielsen outlets and other retail)

grew from a 79 per cent share to 88 per cent.

In 2021, wine consumers have been moving

back towards the on-premise. In the quarter

ended June 2021, wines sales in the off-premise

declined by 19 per cent in volume (IRI

Worldwide). Meanwhile, wines sales in the on-

trade increased by 239 per cent in the quarter

ended July 2021, when comparing to the same

quarter in 2020 when most outlets were shut or

restricted (Nielsen CGA).

Australia ranks second in imported volume in the

off-premise with a 4 per cent total market share,

behind Italy. In the on-trade Australia ranks sixth

with a 2 per cent share, behind Italy, France,

Argentina, Spain, and New Zealand.

Source: Wines Vines Analytics
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Growth of wine 
consumption volume is 
slowing

The growth of total wine consumption seen in

the 1990s and 2000s has tapered off in recent

years. In 2015-20 the volume of wine sales

grew by 1 per cent per annum while value grew

by 3 per cent. Value growth is expected to

continue to outpace volume growth.

It is forecast that volume will start to decline, by

0.1 per cent per annum in the next 5 years,

while value will grow at 2 per cent per year. The

slowing of volume growth and continued growth

in value due to consumers purchasing less, but

better, is a common trend in established wine

markets.

Source: IWSR
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Premium share of market 
is climbing

The US has one of the highest average

prices per bottle of large wine consuming

nations and it has grown at a steady rate of 2

per cent per annum over the last few years.

Currently about 28 per cent of the volume

sold is classified as ‘premium’ or above

(US$10 per bottle and above) and volume

has grown in this segment at an average of 7

per cent per annum in the last 5 years.

Growth in premium is expected to continue –

at a rate of 4 per cent per annum in the next

5 years.

Conversely, in the last 5 years, the market

below $10/bottle has declined by 1 per cent

in volume per year, shrinking from a 79 per

cent volume share to 72 per cent.

Source: IWSR 13



Wine’s success in the US has been closely tied
to the Boomer generation. The growth of the
industry in the late 1990s and early 2000s
coincided with the Boomer population hitting
prime wine consumption ages (in 1993 the
average age of Baby Boomers was 37). The
Boomer generation makes up 70 per cent of
the disposable income and 50 per cent of the
wealth in the economy.

Now the Boomer population is being overtaken
in numbers by the Millennial segment, who
have a different relationship with wine and are
yet to really engage with the premium end of
the category.

However, 2020 saw Millennials step up their
involvement with the wine category in the US.
Their share of consumption rose from 17 per
cent in 2019 to 20.3 per cent in 2020.
Meanwhile, the consumption share of the
Boomer generation remained the largest but
declined from 40.1 per cent in 2019 to 36.4 per
cent in 2020.

Millennials are overtaking 
Boomers as largest 
population segment

Source: SVB report 2021
14

US population by age

Wine consumption by cohort



About 24 per cent of the US wine market is

imported wine and half of that is white wine.

Roughly the same proportion of domestic

wine sales is white. The other 50 per cent is

divided into red and rosé wines (44 per cent

and 6 per cent respectively). Due to the

sheer size of the US wine market this makes

it also the largest market for white wine (and

Chardonnay) in the world.

The most popular variety is Chardonnay, with

a 26 per cent share of the market. The top

imported variety/country combinations (table

wine) are: Italian Pinot Grigio, New Zealand

Sauvignon Blanc, Italian Moscato, Australian

Chardonnay, and Argentinian Malbec. There

are three Australian varietal combinations in

the top 10 (Chardonnay, Cabernet

Sauvignon, and Shiraz).

The US is the largest white 
wine market in the world

Source: Impact Databank 2021
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License states sell 
majority of volume

Realistically, it is not possible to speak of a

single US market for wine; rather it is more like

50 different markets.

The first basic distinction to make is whether the

state is a license state (in other words, privately

operated) or a control state (where part or all of

the distribution and sale of alcohol is controlled

by the state). 81 per cent of the wine consumed

in the US is sold in license states – the biggest

of these being California with a 19 percent

share on its own, followed by Florida, New York,

and Illinois.

The largest wine consuming states with some

sort of alcohol control measures are Virginia,

Ohio, Michigan, and Pennsylvania. However, of

these, only Pennsylvania actually has

government operated sales of wine.

Source: Wine Handbook 2021
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Eastern states consume 
more imported wine

On average, 24 per cent of wine consumed in

the US is imported. This proportion is similar

in both control states and license states.

Generally speaking, the Western states

consume less imported wine as a share of

total, mostly due to the proximity of domestic

wine growing regions. In the Eastern states

there is less loyalty to the domestic product;

about 40 per cent of the wine consumed in

Vermont, District of Columbia, and New York

is imported.

In 2020, there was only 1 per cent growth

overall in the volume of wine consumption in

the US, made of a mix of increases and

decreases in different states. The states

showing the largest declines were Arkansas

(down 3.5 per cent), Iowa (down 2.8 per

cent), and Wyoming (down 2.6 per cent).

These declines were outweighed by small

increases in high volume states, including

California, Florida, Colorado, and Texas.
17
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In the last 5 years, sales growth of imported

wine has outpaced sales of domestically

produced wine (4 per cent growth per year

versus 2 per cent). The drivers of this growth

are French, Italian, and New Zealand wines.

Australian wine sales have declined by 1 per

cent on average per year. In 2005, Australian

wine had a 10 per cent value share of the

market. This is now 3 per cent in 2020.

Sales of imported wine are 
growing faster than 
domestic

Source: IWSR
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Not only have imports driven the growth in

the market in the last several years, that

growth has also accelerated in 2021. In late

2019, tariffs were imposed on certain French,

Spanish, and German wines, and this served

to dampen imports slightly during the

pandemic. However, Italian wines, the

number one imported source, were not

affected by these tariffs and maintained a

strong position. The tariffs were suspended

in early 2021 and since then there has been

a high level of imports flowing into the

country.

There have also been increases in bulk

imports from the European countries (which

were not affected by the tariffs), as well as a

large increase in bulk wine imports from

Canada – which are mostly used in spirits

products.

Imports have risen sharply 
in late 2021

Source: Global Trade Atlas
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The Australian category 
was at its peak in the 
2000s
The early 2000s saw Australian wine exports

to the US climb to new levels. Premium wine

from Australia was in high demand.

From 2007, forces such as the global
financial crisis and high value of the
Australian dollar against the US dollar
combined to hit exports to the US.

Looking to more recent numbers, in the year
ended September 2021, exports to the US
declined by 11 per cent in value to $393
million FOB. There was an increase in
exports to the US in late 2020 due to the
COVID-19-related surge in off-trade sales,
where most Australian wine is sold, when the
on-trade sector was shut-down.

In 2021, with the on-trade re-opening and the
off-trade subsiding to more normal levels of
activity, there was a counter-swing and
exports declined.

Reports suggest that worldwide shipping
delays, linked to COVID-19 restrictions, have
also impacted exports within the last 12
months.

Source: Wine Australia
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Average value of 
shipments has been rising 
slowly since 2012

Despite volume decline, value has stayed

pretty steady over the last 7-8 years, and this

is thanks to an increasing average value per

litre of shipments – growing on average 3 per

cent per annum since 2012.

This trend was driven by both packaged and

bulk exports. The average value of packaged

exports (which make up 82 per cent of the

total value shipped to the US) has grown by 3

per cent per annum since 2012, while the

average value of bulk exports has grown by 5

per cent per annum. Bulk shipments to the US

have the highest average value of the top 5

destinations for Australian bulk wine.

Save for the last 3 years (thanks to small

Australian vintages), bulk shipments to the US

have been on an upward trend, growing by an

average of 14 per cent per year between 2008

and 2018.

Source: Wine Australia
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Premium wine exports are 
growing slowly

Since 2012, the low point for average value of

shipments to the US, exports shipped at an

average value above $10 per litre have been

on a slow, upward trajectory. Between 2012

and 2021, the value of exports above $10 per

litre has grown by 5 per cent per year on

average. Also, in 2012 there were 693

products shipped at this price level, and in

2021 that number has nearly doubled to

1293.

This segment is key to ensuring Australian

wine’s continued success in the US as the

premium price segments are driving growth in

the market. In the year ended 26 September

2021, all wine sales below US$8 per bottle in

the off-trade declined by 14 per cent while

sales at US$11 or more per bottle declined by

less than 1 per cent (IRI Worldwide). Australia

holds an 11 per cent market share below

US$8 per bottle but only 0.4 per cent at

US$11 or more per bottle.

Source: Wine Australia
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Number of exporters is 
growing steadily

Another promising sign for the category’s

recovery is the number of exporters entering

the market. In the year ended September

2021, there were 269 exporters shipping

Australian wine to the US. Although this is up

25 per cent since the low point in 2012, there

is still a long way to go to get back to the level

of activity that was taking place in 2007.

Source: Wine Australia
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Chardonnay dominates 
exports while reds decline

Chardonnay has consistently had a large

share of Australian exports to the US. At the

peak of Australian wine’s popularity in the US,

in 2007, Shiraz had a slightly larger share (30

per cent versus 28 per cent). Since then,

Shiraz has had a declining share. Merlot has

also declined from a 12 per cent share in

2007, to a 7 per cent share in 2021. The

decline of Shiraz and Merlot has contributed

to red exports declining from a 63 per cent

share in 2007 to 47 per cent in 2021.

Varieties that have grown in share since 2007

are Pinot Gris/Grigio, Sauvignon Blanc, and

Pinot Noir. Cabernet Sauvignon, like

Chardonnay, has had a relatively consistent

position in exports to the US.

Chardonnay and Cabernet Sauvignon are

also the top two varieties sold in the US off-

trade, followed by Pinot Gris/Grigio and

Sauvignon Blanc.

Source: Wine Australia
24

Variety 2007 2012 2021

Chardonnay 28% 30% 29%

Cabernet Sauvignon 15% 14% 16%

Shiraz 30% 19% 14%

Pinot Gris/Grigio 2% 7% 11%

Merlot 12% 10% 7%

Sauvignon Blanc 0% 1% 3%

Pinot Noir 2% 2% 3%

Share of volume, year ended September



E-commerce is accelerated 
by pandemic

Relaxed laws around alcohol e-commerce

during the pandemic helped grow online

avenues such as direct-to-consumer sales by

wineries unable to open their cellar doors

and losing restaurant business, as well as

more traditional online retailers, and brick-

and-mortar stores widening their online

availability.

Wine has the largest online footprint of the

alcohol categories – both by total sales and

share of its off-trade sales. Beer severely

under-indexes in this area, being the largest

category in traditional channels. However,

online sales of beer are expected to grow by

78 million cases by 2025. Pleasingly, wine is

also expected to keep growing – but only by

4.5 million cases.

25
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US is still ranked most 
attractive market

The US is still ranked the number one

most attractive wine market in the world

based on both wine market and economic

factors, according to Wine Intelligence.

Although its lead over South Korea was

reduced in 2021, the US still managed to

increase its score slightly through the

pandemic, thanks to a big year of wine

sales and the economic rebound thus far.

However, it is worth noting that supply

chain issues and inflation may hamper

this rebound towards to end of 2021.

Source: Wine Intelligence
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Top markets by 'market attractiveness'


