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The following report summarizes findings from branding research conducted on behalf of the Virginia 
Wine Board by Grow and EAB Research. The overall objective of the initiative is to develop brand 
position and messaging as well as determine the target audience for marketing for Virginia Wine. 
Specific research questions included: 

 
• Who is currently purchasing wine bottles of $15 or more? What is their demographic profile? 
• How does this audience currently view Virginia wine?  
• How believable does this audience find the idea that Virginia wine is of high quality, a good 

value and other attributes? 
• What is the awareness of specific Virginia varietals among this audience? 
• How does this audience find information and learn about wine in general? 
• How do retailers in the region view Virginia wine?  
• How are these views reflected in store inventory, shelving, promotion, recommendation, etc.? 
• What influence do they have on buying decisions of purchasers of $15+ bottles?  
• What messages work best with both audiences to position Virginia varietals as unique, high 

quality and a good value?  
 
In order to answer the research questions, a four-phased approach was recommended and approved.  
 
1) Regional survey among targeted wine drinkers 
2) Individual interviews with sommeliers and restaurateurs  
3) Online bulletin board focus group among wine retailers 
4) Consumer focus groups (post message development) 
 
This report outlines findings for the first three phases. The fourth phase of research is designed to test 
consumer messaging/positioning and is scheduled for mid-February. 
 
Methodology 
 
Phase 1: Regional Survey – The Lay of the Land. An online survey of 500 wine drinkers (at least 
three glasses per month) who regularly purchase bottles of $15 or more was conducted in Virginia, the 
District of Columbia, Maryland and the Carolinas. The survey collected demographic information and 
sources of information about wine, determined familiarity with Virginia varietals, assessed current 
views of Virginia wine and revealed believability of quality and value claims of Virginia wine.  
 
Phases 2 and 3: Influencer Review. Sommelier, restaurateur and retailer buy-in will be critical to the 
branding efforts, as these groups influence consumer purchase decisions and wine perceptions. One 
weeklong bulletin board focus group (BBFG) was conducted among retailers of wine shops from 
throughout the state, and a series of in-depth telephone interviews was conducted with 
sommeliers/restaurateurs.  
 
Copies of research materials such as discussion guides and the survey are included in the appendix to 
this report. Data tables and data files have been submitted under separate cover.  
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VIRGINIA WINE: SNAPSHOT OVERVIEW 
 
Much greater detail on Virginia wine perceptions is offered throughout this report. However, to provide 
context for findings review, a “snapshot overview” of the state of the industry is offered below.  
 
Historically, Virginia wine has suffered a negative reputation for quality: 
 

I wouldn’t have been able to sell any of it 10 years ago. But I think people are starting to come 
around now. - Restaurateur 
 
Traditionally there was an impression that [Virginia Wine] is overpriced, insipid and that they 
have NO ability to make the Reds. - Restaurateur 

 
However, this view is rapidly changing. Consumers are likely to believe Virginia wine is of high quality 
and good value, and Virginia is considered an up-and-coming region for quality-crafted wine.  
 

Up & Coming – I feel Virginia is in a place in between the early years of hybrids & fruit wines 
and what will, hopefully, come down the road – consistent world-class wines. I find it exciting 
when new wines are released in Virginia because so many wineries are starting to take that 
next step (or soon will). I also kind of enjoy some of the inconsistencies in some VA wines. It’s 
almost like opening up a Christmas present & not necessarily knowing what you will get & I’m 
finding as the years go by the wines are getting better. - Retailer 
 
What comes to mind for me with Virginia wines is a rapidly growing and ripening trend. Many 
wineries still are producing those inexpensive, fun, easy-to-approach wines like Château 
Morrisette while others are really stepping up to showcase the Virginia varietals. Barboursville, 
White Hall, Gabriele Rausse and Jefferson instantly come to mind as producing classic 
examples of wines that thrive in Virginia and really get the concepts and terroir of their 
regions. - Retailer 

 
However, retailers perceive problems with price points and inconsistent quality. 
 

The VA wine industry is not very cohesive. There are some excellent wines being produced, 
but mainly too much fodder. You can’t successfully grow every varietal known and consider 
yourselves to be a serious wine-producing region. The overall quality is inconsistent, and even 
the wineries that produce some spectacular wines will also produce bulk wine as well. Why 
would I pay $50 for a wine, when I see 12 other wines being sold by the winery under $10. I 
would question the quality of the grapes, and the commitment of the winery to either focus on 
quality wines or to make good inexpensive wine. Right now you can’t give an overall rating of 
value and quality of VA wines; it would be an incomplete. You can only rate them on a winery-
by-winery basis. - Retailer 
 
This is my major beef with VA wine, lack of value on the world market. If you can’t sell wine 
consistently in the $8–15 range at retail stores you are not competitive overall. I believe a 
recent statistic showed that 90 percent of the wine sold in the US was $10 or less. Which 
would mean that the vast majority of VA wines wouldn’t make the cut for the average drinker 
on price alone. If you skew away from the everyday US consumer wine price and move into 
the VA wine price territory, say $15–25, I still think on the whole that VA does not compare in 
quality to value at the range; obviously some wines from some wineries do, but not on the 
whole. - Retailer 

 
In addition to quality and price concerns, absence of distribution is by far the greatest challenge to 
retailers and restaurateurs offering more Virginia wine. 



 

4 
 

 
As many have said, the average VA wine retailer has a lack of exposure to VA wine, unless 
they take their own time and money to find it. VA wineries need distributors and unless they 
figure a way to work with them, they can’t grow. - Retailer 
 
The Virginia Wine Board should be serving as a liaison between wineries and distributors. 
There are very few Virginia wines in my distributer’s catalogues, and they rarely have new 
Virginia wine. - Restaurateur 
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DETAILED FINDINGS 
 
CONSUMER BRAND TARGET 
 
Survey data clearly revealed a definitive consumer target of under-35 Virginia residents, both male 
and female. This group is open to Virginia products, actively seeking new wines and likely to visit 
wineries.  
 

• They show a higher response to retail label/descriptive tags and events, specifically 
tastings and festivals. They are more likely to solicit information from the Internet, wineries 
and festivals (although they do not use magazines or blogs to find information about 
wine.) 

 
• A greater number of those under 35 (57.8 percent) have visited a Virginia winery at least 

once in the past six months. These consumers also visit wineries more often than the 
other age groups, with the delta (percentage difference between data sort groups) 
trending up with the increase in the number of visits (one to three visits trend up 28 
percent, four to eight visits trend up 132 percent, nine-plus visits trend up 181 percent). In 
other words, the under 35-year-old consumer is almost more than twice as likely to have 
visited wineries four to eight times, and three times more likely to have visited wineries 
nine or more times.  

 
• A majority of in-state, under-35 respondents are enthusiastic about the “Buy Local” 

concept; however, more than a third (39 percent) have not previously thought of Virginia 
wine in that context. This age group also had the lowest number of respondents in the 
“Don’t know, don’t care” category of the “Buy Local” concept. 

 
• Under-35-year-olds are more than 3 times as likely to purchase wine at festivals, 1.5 times 

as likely at wineries and more than 1.25 times as likely at grocery stores. Those under 35 
are also more likely to buy at convenience and big box discount stores.  

 
• In-state, under-35 consumers are more likely than other respondents to order Virginia 

wines (by the bottle or glass) while dining in a restaurant (more than 1.5 times more 
likely). 

 
• More consumers under 35 believe Virginia wines are popular outside Virginia (30.4 

percent), while those who are older (85.0 percent) disagree. Similarly, younger consumers 
identified Virginia wines to be a good value (83.3 percent), while the older consumers 
were less likely to agree. 

 
• Under-35 consumers (74.5 percent) perceive Virginia to be known for a larger number of 

varietals than those consumers in the higher age groups. In fact, almost half of over-55 
consumers surveyed believe Virginia is not known for any of the varietal options given 
(42.2 percent). 
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INFORMATION SOURCES 
 
Consumers. According to the consumers surveyed, information about wine is largely obtained in the 
most interactive ways: tastings (74.3 percent), recommendation from friend/relative (69.3 percent), 
winery (62.6 percent) and festivals (25.9 percent).  
 
Those consumers who visited Virginia wineries in the past six months suggested they are more likely 
to get their wine information from tastings (81.8 percent), wineries (76.4 percent) and festivals (36.9 
percent) compared to those consumers who had not visited any Virginia wineries. In a direct trend, 
these same consumers appear to be below the age of 35 and had purchased more than 10 bottles of 
wine in the past six months. 
 
Consumers who are non-Virginia residents are more likely to seek information about wines from 
specialty wine shops (73.6 percent) than Virginia residents (51.8 percent). Virginia consumers are 
more likely to rely on a winery for information (64.3 percent) as compared to non-Virginia residents 
(51.2 percent).  
 
Those respondents who reside in Virginia (52.5 percent) indicated they are more likely to get their 
information from the Internet in comparison to non-Virginia residents (44.0 percent). 
 
Of the consumers who participate in the “Buy Local” movement, the majority of consumers who 
consider Virginia wine a local product get their information from tastings (88.1 percent), the winery 
(73.4 percent) and festivals (45.9 percent). The majority of consumers who do not consider Virginia 
wine a local product indicate their primary information source to be a specialty wine shop (68.3 
percent). 

 

 
 

Wine Professionals. Distributors are the primary source of information for wine professionals in 
stores and dining establishments. They rely on distributors to learn their business and their tastes, and 
to bring new or interesting wines to taste.  
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Typically our sales reps come by with new vintages and new labels for us to taste …. If we like 
the wine and/or think it will sell well in the shop based on firsthand knowledge of our customer 
base then we bring it in. - Retailer 
 
Just about everything I’ve stocked in the restaurant was through our rep. - Restaurateur  
 
Generally, we are introduced to new wines by our distributors. We do business routinely each 
week with anywhere from 7 to 10 wholesalers. Each wine rep will bring in a selection of new 
wines from wherever for our sampling and we then generally buy off the tastings. - Retailer 

 
However, restaurateurs and retailers also turn to other broad sources of information about wine, 
including friends, customers, festivals/tastings, magazines such as Wine Spectator and Wine 
Enthusiast and The Washington Post wine review. 
 

Distributors bring samples weekly, our customers ask for special orders, and then our 
personal research from tasting at friends’ and restaurants. - Retailer 
 
We read Wine Enthusiast and reviews in Wall Street Journal and Washington Post. We learn 
of different wines from our well-traveled clientele, and also from searching websites. All our 
importers and distributors bring “new” wines for sampling. If it’s good, we buy it! - Retailer 

 
Unfortunately, given the excitement around Virginia wine in the blogosphere, very few (3 percent of 
consumers, and only 1 percent of participating retailers) read wine blogs for information. Many feel the 
overall quality of wine blogs is lacking. 
 

I wish there were better wine blogs. I understand that blogging is an open forum, but I don’t 
find too many of the wine blogs to be structured or very comprehensive, disappointingly so. I 
might be wrong and just haven’t found any really impressive ones yet. I didn’t even know that 
the wine bloggers even hold a conference every year. - Retailer 

 
Others simply do not trust blogs as reliable sources of information, because they feel wine 
appreciation to be relatively subjective. 
 

The only blog I would read is one that focuses on how the wine was made, not what it tastes 
like. How do they know what I’ll like, or what kind of food I serve? - Restaurateur 
 
Not being a blog follower I am not too interested. I have a wide circle of professionals (wine 
consultants, wine store owners, knowledgeable vendors) and friends who know/drink/read a 
lot. We discuss wines. The bloggers are just other people with their own opinion and I have 
little time to waste finding the good ones. - Retailer 
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SELECTION CRITERIA AND PROMOTION 
 
Consumers. In the consumer segment, purchases are most highly influenced by price and 
recommendations from friends and family. The winery and wine rating are also significant contributors 
to purchase decision-making. Less than half of respondents indicate that other factors influence 
purchasing.  
 

 
 
Younger respondents are more influenced by price, recommendations from friends and family, 
recommendation from restaurant staff, Internet information and festivals than older respondents. Older 
respondents are more influenced by vintage and newspaper or magazine articles. Wealthier 
respondents are more influenced by ratings and vintage. 
 
Wine Professionals. All wine professionals (restaurateurs and retailers alike) discussed similar 
criteria for offering a particular wine.  
 
• “Rounding out” the offering. Wine professionals seek a well-rounded wine list/inventory, with 

“something for everyone” available. 
 

Being aware of the areas with deficits, we know which inventory needs bolstering, so often 
we request a wine representative to present a specific tasting to satisfy an inventory 
requirement. - Retailer 

 
• Fit with the business. Does the wine fit with the type of food offered (restaurant) or the “feel” of 

the wine shop (Upscale? Laid back? Quirky? Local/natural/organic-focused?)? 
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Our restaurant is very upscale, catering to the Washington elite. A wine must be very 
signature for us to consider it, and most must be approachable enough for the politicians 
and lobbyists who dine here to sound confident when they order it in front of their table.  
- Restaurateur 

 
• Fit with the area. Will the shoppers/diners of a particular region embrace it? For example, rural 

versus urban versus tourist populations may embrace different wines. In addition, many retailers 
attempt to differentiate from what is available in area grocery or big box stores.  
 

We are within a half mile of Martin’s, Trader Joe’s and Fresh Market so we try very hard 
not to duplicate wines that they carry. - Retailer 

 
• Wine with a story. Sommeliers and retailers love to have a story to accompany the wine. Hand-

selling or consulting with diners is made easier by imparting an interesting fact about the winery, 
winemaker or the wine/grape itself. 

 
We recently tried a wine that had a great story behind its name. When you have 
something you can talk about to help sell the wine it always helps. - Retailer 

 
• Label appearance (retailers only). Because hand-selling takes time and energy, wines with an 

attractive, compelling and informative label are preferred. Though not a primary selection criteria, 
retailers admit to paying more attention to labeling than previously.  

 
Unfortunately label appearance is becoming more and more important. - Retailer 
 
I find that the name of the wine, colors and ease of access to the important information 
such as varietal play the largest roles. The more complex or busy the label, the less likely 
it is to be picked up off the shelf. Some of my best sellers are extremely simple in their 
label design. Also, unusual bottle designs seem to be popular these days. - Retailer 

 
• Price/profitability. Popular wine with a solid retail margin is readily stocked in restaurants and 

shops.  
 

My question is, will people buy it? Will it be good for my business? - Retailer 
 
• Wine the respondent enjoys. While wine professionals will certainly offer varietals or categories 

that do not necessarily appeal to them (such as dessert wines), within the repertoire of their 
preferences, they rarely offer a wine they find personally unappealing.  

 
First priority is if we like it. We are a small shop and our customers always ask what we 
like and will usually purchase that. - Retailer 

 
Newly stocked wine is actively promoted in retail stores and restaurants. In retail locations, special 
signage or store placement was most commonly mentioned. 
 

I have a special shelf for “New Arrivals” and they will go there for 30–45 days. - Retailer 
 
This approach was followed closely by offering the new wine for tasting.  
 

The main way that we promote new wines is to taste it out. This really is the best way for 
customers to decide it they like the wine or not. - Retailer 
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Restaurateurs offer tastings to staff, highlight the wine on menu inserts/signage or offer it as a 
particular food pairing.  
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OVERALL WINE FAMILIARITY AND BEHAVIOR 
 
Regional Quality. Consumers surveyed in general believe France, California and Italy (in that order) 
to be the top three wine-producing regions. In general, Virginia is not believed to be a comparatively 
competitive state for winemaking. Only New York was ranked more unfavorably, overall.  
 

 
 
However, perceptions of Virginia wine vary dramatically between in- and out-of-state respondents. 
While 21.6 percent of Virginia residents ranked Virginia in the top three wine-growing regions, a mere 
2.8 percent of out-of-state residents ranked it the same. Several in-state respondents even ranked it 
first among wine-growing regions.  
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Varietal Awareness/Use. Non-Virginia residents are more familiar with and enjoy Cabernet 
Sauvignon (+6.7 percent) and Merlot (+9.0 percent). Virginia residents are more familiar with Petit 
Verdot (+7.9 percent), compared to non-Virginia residents. 
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Pinot Grigio, Sauvignon Blanc, Riesling, Cabernet Franc, Viognier and Petit Verdot are noted by 
consumers to be more familiar if they have visited a Virginia winery in the preceding six months 
compared to those consumers who have not. 
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PURCHASING: CONSUMER 
 
Sixty-one point eight percent of respondents purchased more than ten bottles of wine within the last 
six months. Consumers with a higher household income bracket (more than $100K) have purchased 
more bottles of wine in the past six months compared to those with a lower (less than $50K) income. 
Older consumers tend to have higher income levels than younger, and consequently purchase more 
bottles than younger consumers. 
  

 
 
[It is important to note that despite older consumers’ claiming the largest share of wine purchases, 
younger consumers act as brand ambassadors for Virginia wine and will likely contribute more to 
industry growth as their income levels rise.] 
 
Not surprisingly, as consumers’ household income rises, so does their average price paid per bottle.  
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Respondents purchase most of their wine in specialty wine shops, followed by grocery stores, 
regardless of household income. However, those with more than $100K household income are more 
likely to purchase through Internet/wine clubs as compared to other income levels, while those with an 
income of less than $50K make a higher percentage of purchases in big box discount stores. 
 
Consumers who reside in Virginia buy more wine at wineries and grocery stores compared to non-
Virginia residents, while non-Virginia residents purchase more wine from wholesale beverage stores 
and specialty wine shops. 
 
Eighty-five point five percent of respondents order wine when dining in a restaurant. Female 
consumers order more wine while dining out than male consumers. 
 
Virginia residents order more Virginia wine while dining out than do those consumers who do not 
reside in Virginia. Those who have visited a Virginia winery within the past six months also order more 
Virginia wine while dining out than do those who have not. Alternately, those consumers who have the 
higher household income (more than $100K) order less Virginia wine than do those with a lower 
income. 
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MARKETING APPROACH 
 
Retailers and restaurateurs discussed their preferences for marketing approaches from distributors or 
wineries.  
 
In general, the standard approach is a designated/scheduled visit with a distributor representative. The 
rep makes the buyer aware of new listings or wines they believe the buyer will enjoy, and offers 
tastings of these wines. Rarely are retailers approached by wineries or advocacy organizations.  
 

We don’t get much marketing from vineyards or organizations, mainly from distributors.  
- Retailer 

 
Retailers and restaurateurs alike were adamant in their distaste for drop-in visits from winery or 
distributor sales staff. Similarly, late appointments, pushy sales pitches, condescending tones or 
unfamiliarity with product are strictly verboten.  
 
They also felt strongly that they not be pitched wine available in a grocery chain or big box retailer. 
They know such stores stock the wine by the pallet, putting the independent shop at a cost 
disadvantage. Some expressed dismay at finding popular Virginia wines in corporate retail stores.  
 

Distributers/wineries are very good at getting a small retailer to hand sell their wine and get 
them market exposure. So we spend time and money building the sales of a wine and then 
when you start to recoup your investment and they have built up their production they case 
stack it in the Kroger! - Retailer 
 
I have found this to be very true as well. Sometimes you get the feeling you are being used.  
- Retailer 

 
Additional peripherals such as shelf talkers, tasting notes, giveaways and other point-of-sale materials 
are not primary selection criteria, but greatly appreciated.  
 

I find it amazing … how poor most wineries’ websites are relating to POS material. Check out 
http://www.ninerwine.com/trade_media, one of the best out there. They supply bottle/label 
shots, excellent tech sheets. Most give a story about the wine (customers love stories), details 
about the vineyard, etc. We have a tasting every week and I produce a nice color laser 
pamphlet for each. I put a lot of time into educating my customers, so I expect the winery to do 
the same for me. - Retailer 

 

http://www.ninerwine.com/trade_media
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RETAILER STORE OVERVIEW 
 
Retailers represented a vast array of wine stores, from small boutiques with 200 facings, to large wine 
stores with more than 2,000, to chain retailers. Most arrange their wine primarily by region or varietal, 
with varietals/regions organized by price within each category. Most retailers have separate organic 
and Virginia sections. One retailer offered exclusively Virginia wines, and another arranges wines 
exclusively by price.  
 

 
 
 
Almost all retailers devote a specific area to wines they are actively promoting, and most have an area 
of the store with wines available to taste. Some have tastings every day, most have wines for tasting 
during a designated day of the week.  
 
Retailers appreciate and use shelf talkers and tasting notes, though some feel that flavor is too 
subjective for the use of tasting notes.  
 
Almost all proprietors man the floor of their retail store on a full-time basis.  
 
Most place the Virginia Wine Guide somewhere in the store, near either the Virginia wine section or 
the cash register.  
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VIRGINIA WINE 
 
Wine professionals. Overall, wine professionals want to support the growing Virginia wine industry. 
All segments agree that quality is improving and respect for Virginia wineries is on the rise. The 
industry appears on the cusp of notoriety and it is critical that those exploring Virginia wine for the first 
time are exposed to the best the state has to offer. 
 

I strongly support Virginia wines. It is still a new industry and most wine drinkers are unfamiliar 
with the varietals and the quality of the product. There are many older, wiser and well-run 
wineries, but for the most part, there are too many new and smaller operations who might be 
turning potential Virginia wine drinkers off. The older vineyards are producing good if not 
excellent wines, especially Cabernet Franc and Viognier. - Retailer 

 
Retailers and restaurateurs compliment the “Old World” quality and winemaking style of Virginia wines. 
They differentiate Virginia wines from the “New World” approach used in California and other states. 
Most see good things for the future of Virginia wine.  
 

Virginia wines are more European in style … they’re not as big as California wines. Virginia 
wines are going for nuance and interest. - Retailer 
 
The best Virginia winemakers are making Old World wine — it’s not strong, it’s food friendly.  
 - Restaurateur 

 
Virginia wine’s reputation is improving. They are underappreciated, similar in style to many 
French wines. - Retailer 
 
Virginia is in between California and Europe, both geographically and in taste. There are 
definitely some Old World elements to our wine. - Restaurateur  

 
Consumers. Consumers feel similarly. Overall, a majority of consumers somewhat (46.7 percent) or 
strongly (23.8 percent) agree that Virginia wines are good quality. Similarly, a majority somewhat (46.1 
percent) or strongly (23.4 percent) agree that Virginia wine is a good value. (However, wine 
professionals disagree. Continue reading for details.) 
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Other notable influencers on quality and value perceptions among consumers include: 
 

• In-state residents are much more likely to believe Virginia wine to be of good quality and 
value. 

 
• The higher the income, the less the consumer confidence in the quality, value and 

popularity of Virginia wine. 
 
• Winery visitation increases the likelihood of a positive outlook on Virginia wine quality and 

value. The more wineries visited, the more likely a consumer will believe Virginia wine is 
good quality and a good value. In-state residents under 35 are the most likely to visit 
wineries. 

 

Winery visitation. While the majority of those surveyed overall (55 percent) have not visited a 
winery, under-35 in-state residents are the most likely to have visited a Virginia winery. 
Barboursville, Williamsburg and Prince Michel are the most frequently visited. The vast 
majority (84 percent) of in-state residents overall would recommend a friend visit a Virginia 
winery. They enjoy the learning/personal experience, the quality of the wines and the beauty 
of the area. More than 57 percent of those who have visited a Virginia winery/vineyard in the 
past six months used the Virginia Wine Guide. 
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Wine Professionals, Redux. Retailers believe the Virginia wine industry is experiencing “growing 
pains” as it gains an established foothold.  
 

To describe Virginia wine is to put it like a teenager: they still think they know it all and are 
invincible and thus as a group have a lot of growing still to do. Virginia, however, is really 
beginning to get the looks and views that they need to really step up and start showing the 
world wine community that it can be taken seriously. - Retailer 
 
Problem is, most wineries don’t know what they want to be when they grow up. As an 
example, one of the oldest vineyards … produces 16 varietals on 15 acres. The 
grower/producers aren’t cohesive, compete too much with each other and don’t have the 
strong lobby that their California or Washington brethren have got. - Retailer 

 
Inconsistent quality is a significant issue for wine professionals. Retailers and restaurateurs agree 
that while many wineries produce excellent product, some Virginia wineries continue to produce poor-
quality wines, tarnishing the reputation of the region.  
 

The Virginia wine industry is not very cohesive. There are some excellent wines being 
produced, but mainly too much fodder. You can’t successfully grow every varietal known and 
consider yourselves to be a serious wine-producing region. The overall quality is inconsistent, 
and even the wineries that produce some spectacular wines will also produce bulk wine as 
well .... I would question the quality of the grapes, and the commitment of the winery to either 
focus on quality wines or to make good inexpensive wine. Right now you can’t give an overall 
rating of value and quality of Virginia wines; it would be an incomplete. You can only rate them 
on a winery-by-winery basis. - Retailer 
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Quality is still inconsistent, although I believe there are a number of Virginia 
wineries/winemakers who are making incredible wines. As a growing wine producer & 
honestly still in its early stages, I can still excuse Virginia’s inconsistencies — it is part of the 
growth process as it has been for every other new wine-growing region. I just need to make 
sure that my customers are aware of what they are purchasing. - Retailer 

 
The serious wineries are trying to consistently produce quality wines …. Consistency in 
product is another issue. A bad crop year doesn’t stop people from visiting your winery so you 
have to put something out there, right? Inexperience in working with the fruit can be a 
problem. Quality in Virginia has improved over the years, but at the retail level, we are still in 
the novelty stage. - Retailer 

 
The quality of Virginia is good, but the same wine from that winery changes from year to year. 
It is not consistent, and I don’t think you can blame it on the weather conditions. It doesn’t 
seem to effect wine from other regions; for the most part the taste is the same year after year 
in California, Chile, Australia and many others. - Retailer 

 
Several retailers recommended quality-control measures.  
 

All of the growers and governing bodies need to get together and come up with some concrete 
rules. They need to decide on certain quality standards, acceptable varietals, yields, alcohol 
levels, etc. Until that happens, they are doomed to being known as good summer festival 
wines. They need to use the road map that all of the other quality wine-producing regions are 
using and they need to really get organized. - Retailer 

 
Price is also a barrier to Virginia retail wine sales. While many wine professionals understand the 
reasons for high prices, they find it prohibitive to sell to their valued customers.  
 

This is my major beef with Virginia wine, lack of value on the world market. If you can’t sell 
wine consistently in the $8–$15 range at retail stores, you are not competitive overall. I believe 
a recent statistic showed that 90 percent of the wine sold in the US was $10 or less. Which 
would mean that the vast majority of Virginia wines wouldn’t make the cut for the average 
drinker on price alone. If you skew away from the everyday US consumer wine price and 
move into the Virginia wine price territory, say $15–$25, I still think on the whole that Virginia 
does not compare in quality to value at the range. Obviously some wines from some wineries 
do, but not on the whole. - Retailer 
 
Price keeps Virginia wines off of my by-the-glass list. - Restaurateur  
 
In Virginia, two or three excellent bottles from France = one fine bottle from Virginia, value-
wise. Why the disparity!? - Retailer 
 
Most Virginia wines are overpriced. Many are not ready to go to market, but they are put out 
anyway. A very small number of the wineries are owned by serious winemakers. Many are 
owned by people who have more money than knowledge. Some appear to be in the wedding 
business with wine as an afterthought. I find no consistent strategy throughout the industry; 
not that I expect to, it just makes the wines a hard sell sometimes. - Retailer 
 
Value is tough. Logically, I don’t believe there is any monetary value in Virginia wines. I 
believe we all know there are comparable or better wines at lower prices. I believe the value is 
more intrinsic. Call it local pride, responsibility, curiosity, support; we’d all love to kick some 
California ass! Distribution is another problem altogether. - Retailer 
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Virginia wines have the reputation of being expensive for what you get. I would have to agree. 
I would also agree that it has to do with production expense, since many wineries are small 
and yields aren’t large. But, it’s hard to compete with an 89 point Washington wine that sells 
for under $10. Our wineries have to be able to produce good wines at an affordable price in 
today’s saturated marketplace. - Retailer 

 
A disconnect is evident between retailers and winemakers on price point. While visitors to wineries or 
festivals may be willing to pay a premium on-site, it is difficult for retailers and restaurateurs to 
convince consumers to pay more for a Virginia product when they can pay less for a wine of equal 
quality from elsewhere. 
 

This differs greatly from the experience in the tasting room at the winery. In my visits to tasting 
rooms around the state, I see a lot of buying going on, but not for the same reasons we are 
selling at retail. It’s a “total experience” buy or an “I just tasted all your wines and feel 
obligated” buy as opposed to an “I really want a good wine at the right price/value” buy. We 
are really on a different page than the wineries, with the exception of the repeat purchaser. I 
believe this bears more consideration between the two groups. We want to sell your wines. 
Really, we do. - Retailer 
 
Right now the best prospect for Virginia wines are Virginians, particularly those that like to go 
to festivals and visit wineries, not those that buy most of their wine from retailers …. It is easy 
to sell people wine at festivals; they have been drinking, are talking to the winemakers/owners 
and are in a general party/fun/spending atmosphere. That same person comes into my shop 
on a Tuesday, tells me about the festival and all the wine they bought (mainly $20 range) and 
then doesn’t want to look at or hear about any bottle over $10. - Retailer 
 
Most of the visits that I have had from winery reps have left a bad taste in my mouth, along 
with meeting winemakers and owners at trade shows. It is rarely the attitude of what they can 
do to better promote their wines to me or in the market, and more of why I am not already 
selling their wine, and why I am not telling them how great it is (when often it isn’t) and why I 
should accept the fact that it is more expensive and that I should sell it anyways. - Retailer 
 
Many wineries don’t sell through VWDC. They also don’t sell many of their wines outside the 
vineyards. Off-premise retailers are expected to stock stacks of wines, hold “free” tasting and 
otherwise promote the sale of the products but get little or no respect or recognition. Many 
wineries who do distribute via VWDC won’t deliver more than 10 miles from their winery. How 
do they expect to get notoriety outside of their geographic area? It’s frustrating to say the 
least. - Retailer 

 
The consumer must have a reason to pay more for similar quality. In general, this reason is reported to 
be curiosity about or support for the local industry.  
 

I agree with all my fellows that Virginia wine’s biggest pull … is that it’s the local vino. I also 
like the fact that as a whole Virginia wineries and winemakers are starting to really try and 
elevate their wines to a level of improvement that allows them to shine. - Retailer 
 
I think the best reason I can think of is because they are local and I want to support our local 
economy. I have always tried to help support the Virginia wine industry. Everyone I have met 
in the Virginia wine industry is not only devoted to their work, they are very hard workers. They 
will improve and they have improved over the last few years. - Retailer 
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However, wine is a global experience. Those who enjoy wine are proud of the various regions from 
which their wine experience comes. While local purchasers will be more likely to buy Virginia wine if 
they think of it as a local product, it will not likely become their exclusive region.  
 
Legislative issues also pose a challenge to restaurateurs and retailers. Most importantly, the 
requirement that wineries sell to restaurants and retailers through distributors limits access and 
exposure to wine professionals. In addition, some believe additional subsidies should be offered to 
winemakers.  
 

Yes, I believe that some of the distributors expect that you already have a relationship directly 
with the vineyard and thus they do not bother sampling me on the wines; e.g., I have never 
been sampled on anything from Barboursville until I went to the winery and asked. Larger 
vendors tend to not do a very good job of promoting the products as a push. I think they are 
expecting more of a pull demand through customer requests and popularity. - Retailers 
 
The Virginia ABC has been the biggest suppressor of the Virginia wine industry, treating wine 
as a class five controlled substance rather than an agricultural product. The wineries don’t have 
the support of the legislature who still believes we are a tobacco state. This was evident when 
they nearly killed the industry by limiting distribution through wholesalers. - Retailer 
 
Poor availability due to restrictive distribution laws & small wineries that are unable to distribute. 
- Retailer 
 
It’s not really the Virginia vino I have problems with but with the “wonderful” Virginia ABC 
regulations that we have to deal with and how distribution costs affect things. We have close to 
200 wineries in the commonwealth and only a handful are easily accessible due to these two 
very harsh and restrictive conditions. - Retailer 
 
I rely on my reps to bring wines to my attention, and reps don’t bring Virginia wine by the 
restaurant. - Restaurateur  

 
The future of Virginia wines lies in the hands of the Virginia legislature. We have to realize that 
we are no longer a tobacco state, an apple state nor even a peanut state. We have to stop 
paying tobacco subsidies and start providing incentives for growing and producing wine grapes. 
There are thousands of fallow cornfields in the Shenandoah Valley and tobacco fields in 
Southside that could be turned into vineyards. We should follow the Washington state model 
that generated an increase from 20 vineyards in 1980 to over 600 today and is a 16 billion 
dollar industry. The state must allow direct sales to retailers, and reduce taxes to producing 
vineyards. Wine grapes are a farm product. Without the support of our lawmakers the wine 
industry will stagnate. - Retailer 

 
Virginia Viognier, Cabernet Franc and Petit Verdot are well-established among wine professionals, 
who believe promotion of these varietals will distinguish Virginia wines. 
 

I have already stated that Virginia has a real opportunity to develop a reputation for Viognier, 
Cabernet Franc and Petit Verdot which would separate it from California, for example, where 
these three specific varietals are little planted. Their wine craftsmanship is already good, 
generally speaking. I’m sorry, but while grapes like Chardonnay and Cabernet Sauvignon are 
very widely planted here, they are not the varietals best suited to Virginia’s climate. Virginia 
will never build its reputation on Chardonnay, Cabernet Sauvignon and Pinot Noir. It’s all 
about the climate, terroir and what grape does best here. - Retailer 
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The quality is very good on Viognier, Cabernet Franc, Petit Verdot, Seyval Blanc and Vidal 
Blanc. Everything else is generally of medium quality. - Retailer 
 
I think these are some of the best varietals grown in Virginia and would be happy to see more 
and more of them on the market - Retailer 
 
I blind taste out Virginia Viognier and Petit Verdot against French wines, and they win.  
- Restaurateur  

 
 
Consumer Varietal Perceptions. Consumers, however, are less educated about Virginia varietals. 
Those who live in state as well as those who have visited a Virginia winery in the past six months feel 
Virginia is known for more varietals compared to those who live out of state and/or had not visited 
Virginia wineries. The majority of respondents who have not visited Virginia wineries or live out of state 
actually felt Virginia was known for “none” of the listed varietals. 
 
 

 
 
 
High-income consumers (more than $100K) identified Virginia as known for three varietals (Cabernet 
Franc, Viognier and Petit Verdot), while consumers with a moderate income (less than $50K) identified 
Virginia being known for completely different types (Merlot, Riesling, Pinot Noir, Zinfandel and Chianti). 
 
Wine professionals believe that with some changes, the future is bright for Virginia wine.  
 

Most of the finest wines in the world are produced on small estates and are affordable, and I 
am fortunate enough to have access to more than 1,000 of them. If Virginia is to compete in 
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the national or global market, then wholesale cost needs to drop by 35 percent, accessibility 
needs to increase by 500 percent and the growers need to concentrate their efforts on those 
vines that can produce better in Virginia than anywhere else. Winemaking is as ancient as 
civilization, and we are millennia behind most of the great wine-growing centers of the world; 
but with suitable vines, proper methods and sound marketing, Virginia can stand among the 
best. I trust the Virginia Wine Board and our First Lady will continue to promote, encourage 
and even help guide the growers of Virginia to this end. - Retailer 

 
I think the future of Virginia wine is stellar. I have talked with and worked with sommeliers, 
winemakers and reps who all think the same. But we know there are hurdles that have to be 
overcome. We have our appellations, we have some regulations to control what is what; but 
there needs to be more. One or two wineries import juice from California (?!) and then slap 
“Virginia Table Wine” on it. That has to change if we’re going to be truly taken seriously. But 
we have to acknowledge the wineries like Jefferson, White Hall and Barboursville that have 
begun to step out towards the areas outside of Virginia. They’re promoting their wines and 
Virginia at the same time. They’re pointing at what they make and saying “Hey! We make wine 
and we do it well!” I think in a few years we’ll be seeing more people talking about Petit 
Verdot, Cab Franc and Viognier from Virginia like we hear people talk about Oregon Pinot, 
Champagne’s Champagne, California Chardonnay and Cab. It’s just going to require foresight 
and a willingness to be just as brave and intuitive as Thomas Jefferson was when he decided 
to try to make wine and grow grapes in Virginia. - Retailer 
 
The biggest challenge for Virginia wine is to get the word out there, especially to distributors. I 
think the quality is there, and production is improving, and if they play it right, Virginia wine 
could become a force in the American wine industry. - Restaurateur  
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RECOMMENDATIONS 
 
Distribution 
 
While the Virginia Wine Distribution Company helps, retailers and restaurateurs still have a difficult 
time accessing Virginia wine for their businesses. The “rep comes to me” mentality is deeply ingrained 
in retailers and restaurateurs; the VWDC website ordering is contrary to their standard operating 
procedure. Encourage wineries to develop their own or shared sales staff to bring the wine to the 
restaurateur or retailer. Alternatively or in addition, promote a change in distribution laws, which are 
limiting Virginia wine’s exposure and access to retailers and restaurateurs.  
 
Virginia wines have limited coverage/focus with distributors. Determine a way to include this group in 
the excitement of building sales. Incentivize distributors for augmenting Virginia wine’s presence in 
their catalogues.  
 
Quality Assurance 
 
Continue efforts to develop a quality assurance indicator. One bad wine experience can spoil the 
image of the region as a whole, and many consumers are not educated enough about Virginia wine to 
know which wineries are producing high-quality wine.  
 
Strive to shift the number of consumers who “somewhat agree” Virginia wine is a quality product and 
good value (47 percent and 46 percent, respectively) to “strongly agree” (currently 24 percent and 23 
percent). See chart on page 19 for visual representation of figures.  
 
Connect the Industry Dots 
 
Work to connect retailers, restaurateurs and winemakers. Few retailers, in particular, have direct 
contact with winemakers; personal affiliation and knowledge of a winery will increase retailers’ 
likelihood to promote their wines. Similarly, retailers believe Virginia winemakers fail to understand 
their businesses. Consider including a retail presence on the Virginia Wine Board. 
 
Communication  
 
Promote the three varietals Viognier, Cabernet Franc and Petit Verdot. Unusual/new varietals will 
pique the curiosity of those exploring wine, and may encourage restaurateurs and retailers to “build 
out” their offering. 
 
Promote Virginia wine as a “buy local” product. Wine is not thought of as a “local” product by 
approximately 30 percent of those for whom local buying is important.  
 
Assist Virginia winemakers with the development of their wines’ “stories” (restaurateurs and retailers 
love a wine with a story). Provide wineries with a template for shelf talkers and other POS materials, to 
aid retailers with Virginia wine sales.  
 
Shift some focus from the blogosphere; very few consumers (3 percent) and few retailers use blogs for 
information on wine.  
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Recommended Positioning 
 
Target Audience: Under 35, male and female Virginia residents of moderate to high income.  
 
Core Position: Virginia produces well-crafted wine. 
 
Expanded Position: Virginia winemakers maintain the European winemaking traditions practiced by 
Thomas Jefferson, resulting in artisanal, Old World, well-crafted wine.  
 
Supporting Elements: 
 
1) Three stellar varietals: Viognier, Cabernet Franc and Petit Verdot are the shining examples of Old 
World-crafted wines created in Virginia. 
 
2) When marketed within the state, point out that Virginia wine is a “local” product. Pride in the state’s 
burgeoning industry and desire to support local products will lead sophisticated wine drinkers to 
choose Virginia wines. This message only has appeal within the state — and must be treated in a way 
that uses “local” a bit differently, in that the product isn’t “fresh” (unlike local produce). 
 
3) Crafted wine is also fun wine. Virginia winery visits are a blast! Enjoy the fine Old World-crafted 
wine in a beautiful, relaxing environment with friendly, knowledgeable staff. Trips to Virginia wineries 
are a great opportunity to spend time with friends and family in a fun, unique environment.  
 
4) Winetasting is an important component of any trip exploring Virginia’s rich historical offerings. 
Enjoying the European-style craft wines of our historical regions allows tourists to experience the 
winemaking techniques of the era, and rounds out a fun and informative travel experience. 
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RBM-0020 + Virginia Wine Board Restaurant Screener 
Revised October 11, 2011 
 
Call from client-supplied list, Recruit 25 Retailers; no two from any given market 

 

Hello, my name is _________.  I am calling from _________.  We are not selling or promoting 

any product or service. We are conducting a study on behalf of the Virginia Wine Board and 

would like to include your views.  If you are able to participate in this study, you will be provided 

_____ for your time, and would help the Virginia Wine Board better understand the perspectives 

of restaurateurs in Virginia.  Are you interested in answering a quick set of questions to see if you 

qualify? 

 

1. First, have you ever, or has any member of your household or immediate family, worked 

for: [Read Responses Aloud] 

 _____ A market research company  

 _____ An advertising agency or public relations firm 

 _____ The media (TV/radio/newspapers/magazines)  

 _____  A winery, vineyard, or retail wine establishment 

_____ The Senate of Virginia, as a Senator or staff 

_____ Virginia House of Delegates, as a Delegate or staff  

_____ Virginia Department of Agriculture and Consumer Services 

_____ Virginia Tourism Corporation 

_____ Virginia Economic Development Partnership 

[If Yes to Any, Thank and Terminate] 

 

2. Which of the following best describes the way wine is selected to be included in your 

retail mix?  

_____ We do not sell wine >> Terminate 

_____ It is selected by a central office and all locations serve the same wine.  >> 

 Terminate 

_____ It is selected by a central office, but each location gets to add some of their 

 own >> Terminate 

_____ It is selected in-house by myself 

_____ It is selected in-house by myself and someone else jointly 

_____  It is selected in-house by someone else>> Get Referral or Terminate 

_____  Other (Please describe and hold for approval) ______________________ 

 

3. What is your title or role at the store?  ___________________________(Record) 

 

4. On a day-to-day basis, which of the following best describes how you interact with 

customers? 

 

_____ I ring up customers at the counter, who usually know what they’re looking for >> 

Terminate 
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_____ I interact with customers when I have the time, but I’m usually too busy stocking 

or keeping our selections organized >> Terminate 

_____ I am often on the floor, mostly making recommendations for beer >> Terminate 

_____ I am often on the floor, mostly making recommendations for wine 

_____ I am on the floor making recommendations for both wine and beer regularly 

 

5. Does your store currently carry Virginia wines? 

 

_____  Yes 

_____  No >> Max 3  

 

6. Approximately what percentage of wine available for purchase at your store is from 

Virginia?  (Record, recruit mix)_________ 

 

7. How long has your store been in business? 

 

_____  < 1 Year >> Terminate 

_____  1-2 Years 

_____  2-5 Years 

_____  > 5 Years 

 

8. In your best estimate, what is the average for monthly wine sales for your stores? 

 

_____  < $ 2,000 >> Terminate 

_____  $ 2,000 - $5,000  

_____ $5,000 – $10,000 

_____ Over $10,000 

 
We would like to invite you to an online research study to discuss the purchase and sale of 
Virginia wines in your store.  The discussion lasts 5 days, from Monday the 28th of November 
through Friday the 2nd of December.  No one will attempt to sell you a product or service, and 
you will be paid ______ to participate.  Are you interested in participating?   
 
 _____ Yes 

_____ No >> Thank and Terminate 

 

[If Yes, schedule interview and record information below] 

 

NAME:  _________________________________________________ 

RESTAURANT NAME: _____________________________________ 

ADDRESS: _________________________________________________ 

CITY:  _________________________________________________ 

ZIP CODE: _________________________________________________ 



 

 4 

PHONE: (DAY)  _____________________________________ 

  (EVE)  ____________________________________ 
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RBM-0020 + Virginia Wine Board Restaurant Screener 
October 7, 2011 
 
Call from client supplied list, Recruit 5 Sommeliers/Restaurateurs  

 

Hello, my name is _________.  I am calling from _________.  We are not selling or promoting 

any product or service. We are conducting a study on behalf of the Virginia Wine Council and 

would like to include your views.  If you are able to participate in this study, you will be provided 

_____ for your time, and would help the Virginia Wine Council better understand the perspectives 

of restaurateurs in Virginia.  Are you interested in answering a quick set of questions to see if you 

qualify? 

 

9. First, have you ever, or has any member of your household or immediate family, worked 

for: [Read Responses Aloud] 

 _____ A market research company  

 _____ An advertising agency or public relations firm 

 _____ The media (TV/radio/newspapers/magazines)  

 _____  A winery, vineyard, or retail wine establishment 

_____ The Government (get specifics and hold for approval) 

_________________________ 

 

[If Yes to Any, Thank and Terminate] 

 

10. Does your restaurant have a Sommelier?   

 

_____ Yes  >>  Consider referral  

_____ No 

 

11. Which of the following best describes the way wine is selected to be included on your 

menu or wine list?  

_____  It is selected by a central office and all locations serve the same wine.  >> 

 Terminate 

_____ It is selected by a central office, but each location gets to add some of their 

 own >> Max 1 

_____ It is selected in-house by myself 

_____  It is selected in-house by someone else>> Get Referral or Terminate 

_____  Other (Please describe and hold for approval) ______________________ 

 

 
12. Does your restaurant currently carry Virginia wines? 

 

_____  Yes 

_____  No >> Recruit 1 Sommelier or Restauranteur  
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13. How long has your restaurant been in business? 

 

_____  < 1 Year >> Terminate 

_____  1-2 Years 

_____  2-5 Years 

_____  > 5 Years 

 

14. In your best estimate, what are your restaurants’ average wine sales in an average 

month? 

 

_____  < $ 500 >> Terminate 

_____  $ 500 - $1,000  

_____ $1,000 - $5,000 

_____ Over $5,000 

 

15. We would like to schedule a telephone interview to discuss the purchase and sale of 
Virginia wines in your restaurant.  No one will attempt to sell you a product or service, 
and you will be paid ______ to participate.  Are you interested in participating?   

 
 _____ Yes 

_____ No >> Thank and Terminate 

 

[If Yes, schedule interview and record information below] 

 

NAME:  _________________________________________________ 

RESTAURANT NAME: _____________________________________ 

ADDRESS: _________________________________________________ 

CITY:  _________________________________________________ 

ZIP CODE: _________________________________________________ 

PHONE: (DAY)  _____________________________________ 

  (EVE)  ____________________________________ 
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Virginia Wine Board Research  
Retail Discussion Guide 
Bulletin Board Focus Group 
 
Welcome to the bulletin board discussion! I’m Erin, and I will be your moderator throughout the 
duration of this research.  
 
Thank you for agreeing to participate in this study of wine retailers. We will tell you who the 
sponsor of the research is on Day 3.  The entirety of the discussion will last 5 days.  Over that 
time, we hope to learn about the way you decide what wine to include in your retail mix, how to 
display it, and how it’s doing for you.  We have taken pains to ensure no competing retail stores 
are present.  All retailers are independent wine stores in different geographic locations in Virginia.   
 
I hope our group will provide a forum for you to connect with others across the state in a similar 
business.  
 
First, a few guidelines to assist you during your participation.  Each day I will post a number of 
questions.  I’ll include the “day #” in front of each section so you can easily reference as the days 
pass. 
 
Please visit this bulletin board a minimum of 2 times per day at times that are convenient for you.  
You don’t have to answer all questions on one visit.  Typically participants visit at least once early 
in the day (6 – 11 AM) and then check in during convenient times later in the afternoon or 
evening.  You’ll probably spend 30-45 minutes a day, though please feel free to spend more time 
or visit the board more often!  This is particularly true if you have a thought or observation to add 
as you go about your retail day.  
 
Most questions will be posted early in the day with follow-up questions as the day progresses.  It 
is important that you visit each day and participate on the day a discussion is posted (i.e., visit 
and respond to Tuesday’s discussion on Tuesday).  Please respond to the questions I post, but 
also respond to other group members’ posts or comments.  The best discussion happens when 
participants interact with each other!   
 
I look forward to your candor and honesty throughout the discussion. Feel free to question, agree, 
and disagree with each other (respectfully, of course!) as we go.   
 
If you would like, please complete your profile by clicking [insert instruction].  You are invited to 
upload a picture of yourself as I have done.  
 
Finally, don’t worry about typos or spelling!  It’s your thinking and experience that counts!  
 
Let’s move on to the first topic area. 
 
Day 1 
 
1.1  Introductions: 
 
Welcome!  Let’s get to know each other a bit.  
 

 Who are you?  Please share anything you feel comfortable sharing about yourself, 
including what part of the state you’re in, family, your hobbies, etc.  Also, feel free to 
upload a picture of something that represents you.  I’ll start!  
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I’m Erin, and I live in Richmond, VA.  I run a market research company- it’s about a 15-minute 
drive from my house (but everything in Richmond is 15 minutes away from everything else!).  I 
have one son, Miles, who is 3.  He takes most of my time, but when I’m not working or parenting, 
I love to garden (though the VA heat keeps me indoors a lot), read, cook, hike, and run. I also 
have a Beagle named Becker who barks constantly.  My neighbors love her.  ;)   
 
 
1.2  Store Overview: 
 
Tell us a little about your store: 
 

 In what section of town is it located?  What are the customers like?  What’s the feel of 
the store?     

 What is sold in the store other than wine?  

 About what percentage of your total retail sales are wine?  
 
1.3  Retail Wine Mix 
 
Tell me a little about your store’s wine offering.   
 

 About how many wines are offered?  

 Does your store specialize in any region or varietal? 

 What makes your store different from others in the area, as it relates to wine? 
 
1.4  Wine Selection Process 
 

 Take me through the process of getting a new wine on your shelves.   
o How do you first become aware of the wine? 
o Who brings the wine to your attention? 
o How do you decide it is something you would like included in your retail mix?  
o Who else is involved in the process?  What is their role? 
o Once you have decided to include it, do you generally promote it’s presence?  

How?  
 

 Take a look at the whiteboard section of your screen.  Copy and paste this list into 
your response.  Then, put the attributes in order of importance to you when deciding 
whether to carry any given wine in your store.  Finally, beside each, please offer a 
few thoughts on what, specifically, you look for in your wine selection process. 

 
o Flavor 
o Price 
o Interesting feature 
o Appearance of bottle  
o Popular/trendy/well-known vineyard 

o Which ones are people watching now?  
o Marketing materials or programs  
o Reviews 
o Local 
o Mouthfeel 
o Nose 
o Suitability for our type of store 
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o Looking for something new or different 
o Other 

 
1.5 Marketing Preferences 
 

 Is your store marketed to by wine growing organizations?  By vineyards/wineries?  By 
distributors? 

 

 Overall, how do you feel about the approaches taken by people marketing to your 
store?  

 

 How would you describe their approach? 
 

 Please share with the group an approach that worked particularly well for you/your 
store.  
o What type of organization was marketing to you? 
o What did they do that you liked?   

 

 What about the opposite?  Please share a story that highlights how NOT to approach 
you/your store? 
o What type of organization was marketing to you? 
o What did they do that you disliked?   

 

 What are the ways you prefer to be contacted by organizations marketing to you?  
Please copy the list in the whiteboard, then place each contact method in order of 
preference.  Write any detailed thoughts next to the contact method.   

 
o Direct mail 
o Telephone call 
o Email 
o In-Person visit 
o Invitation to an event 
o Offer to sponsor an Event or tasting at your store 

 
1.6  Marketing Do’s and Don’ts. 

 This is our last exercise of the day.  To help us understand the way you prefer to be 
approached by organizations marketing a new wine for your retail mix, we would like 
you to develop a list of Do’s and Don’ts.  First, the Do’s: 

o Absolutely, most importantly, be sure you do_____. 
o Also, it’s important to remember ______. 
o Finally, don’t forget to ______. 
o Be sure you say _______, and don’t forget to use a ______ tone. 

 

 Now for the Don’ts!  
o The one thing you should absolutely never do under any circumstances 

is _______. 
o Also, avoid _____________. 
o Finally, don’t ever ________. 
o Make sure you don’t say _______, and don’t ever use ______ tone.  

 
[Closing] 
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Day 2 
[Introduction] 
 
2.1  Customers 

 
To start off today, I would like to understand the way in which you interact with customers.  
 

 On a day-to-day basis, do you interact with customers in the store?  In what 
capacity? 

 

 How often do you discuss wine with customers?  Tell me about how that 
conversation usually goes.   

 

 To learn about your customers in a different way, we would like to have a little fun!  
As I’m sure you can relate with each other, there are different types of customers.  
Some are great, some are not, and we would love your assessment of customer 
types.  Please post 3 (or more) separate profiles of customers.  You do not need 
to describe an actual person (although you are welcome to), but can develop a 
profile that represents a type of customer.  Feel free to give them fake names that 
illustrate their attitude or behavior. For each, be sure to include  

o Demographic profile 
o Attitude 
o Types of questions 
o Types of purchase 
o What wines do they like?   

 
I’ll get us started with some profiles of my clients, which you can see in the 
whiteboard below.  [TBD] 
 

2.2   Recommendations 
 

 About how often do you recommend wine to a customer?  
 

 What percentage of your wine recommendations are for a varietal, a vineyard, a 
region, or a specific wine bottle?  

 

 What are the wines you most frequently recommend?  Why?   
 

2.3  Region 
 

 How often do customers ask for wine from a specific location?   Which are the 
most commonly requested locations?   
 

 Please rank-order the following regions in frequency of request, from most to least 
requested: 

o France 
o Spain 
o Italy 
o Australia 
o California 
o Washington 
o Oregon 
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o New York 
o Virginia 

 

 Now, please jot down the first 5 words that come to mind when you think about 
each region. 

 
 
2.4  Varietal  
 

 How often do customers ask for a specific varietal?  Which are the most 
commonly requested varietals?   
 

 Please rank-order the following varietals in frequency of request, from most to 
least requested: 

o Chardonnay 
o Cabernet 
o Cabernet Franc 
o Sauvingon Blanc 
o Chenin 
o Pinot Noir 
o Petit Verdot  
o Reisling 
o Viogner 
o Beaujoulaix  
o Pinot Grigio 

 

 Now, please jot down the first 5 words that come to mind when you think about each, 
including what region you believe to produce the best of the varietal. 

 
[Closing] 
 

Day 3: Virginia 
 
[Welcome] 

 
3.1  Virginia Wine  
 

 When you think about Virginia wines, what comes to mind?  Why? 
 

 If someone were to ask you to describe Virginia wine, how would you do it? 
 

 How would you describe the quality? 
 

 How would you describe the value?  
 

 What are the things you like about Virginia wines?   
 

 What are the things you don’t like about Virginia wines? 
 
3.2  Virginia Wine Drinkers 
 

 Who drinks Virginia wine occasionally? 
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 Who drinks Virginia wine regularly?  
o Is Virginia wine popular outside of Virginia? 

 
3.3  Virginia Wine Specifics 
 

 What varietals is Virginia known for?   
 

 Are there particular regions in Virginia you think are better/worse than others? Which 
ones?  

 

 Which vineyards/wineries are doing it right? Why? 
 

 Which vineyards/wineries are doing it wrong?   Why? 
 

3.4  Virginia Wine Board 
 
The Virginia Wine Board is the sponsor of our research.   
 

 What are your thoughts upon hearing this? 
o What do you know about the organization?  Have you had experience with them?    
o Are you surprised that they would sponsor research like this?  Why/why not? 
o Why do you think they are sponsoring this research?   
o Why do you think they are sponsoring this research now? 

 

 Take a look in the whiteboard portion of the screen, where you will see a description of 
the Virginia Wine Board: 

 
The Virginia Wine Board was created by the VA General Assembly in 1984 as part of Virginia's 
Department of Agriculture and Consumer Services. The Virginia Wine Board promotes the 
interests of vineyards and wineries in the Commonwealth through research, education and 
marketing. 
 

 What are your thoughts on the organization and its mission?  
 
[Closing]  

 
Day 4:  Virginia Wine in Your Store 
 
[Welcome] 
 

4.1   Virginia Wine in Your Retail Mix 
 

 Do you have a Virginia wine section in your store? Why/why not? 
 

 Please upload a picture of your Virginia wine section.  It’s easy to do this using your 
mobile phone [Insert Instructions]!   

 

 If you are unable to take and upload a picture, please describe for us: 
 

o Where in the store is it located?   
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o What percentage of your wine offering/square footage is allocated to Virginia wine, 
if any?  

o Is there unique signage associated with the section?   
 

 How has your Virginia wine display/mix changed over time?   
o Is there a more or less significant presence than previously?   
o What changed this?  

 

 How were the Virginia wines sold in your store selected?  Please take us through the 
process from start to finish. 

 
4.2  Virginia Wine and Your Customers 

 

 How often is Virginia wine requested or purchased by your customers?  
 

 What is your customer’s opinion of Virginia wine?   
 
 

4.3  Buy Local Movement 
 

 How do you feel about the emerging “Buy Local” movement?   
 

 Does your store offer locally-made products?  What are they? 
 

 How does the wine industry fit in this context?  Is wine an appropriate product to be 
considered “local?”   

 

 Do you think others consider local wine in the same way they think about local produce?  
Why/why not? 

 

 Do you consider Virginia Wine to be a “local” product?  Why/why not? 
 

 How much does the “local” aspect of Virginia wine matter to your store?   
 

[Closing] 
 
Day 5:  Virginia Wine Board Strategy 

 
[Welcome] 

 

 If you were hired by the Virginia Wine Board tomorrow, how would you structure their 
approach to marketing to retailers?   

 

 The Virginia Wine Board would like to see an increase in the number of Virginia wines 
offered in Virginia wine stores.  What would need to happen for you to consider such an 
increase? 

 

 For our final exercise of the day, please take some time to think about Virginia wine, your 
wine experience, and perceptions of Virginia wine.  When you return, please offer some 
advice to the Virginia Wine Board for marketing or improving Virginia Wine.  Before you 
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leave the board, please check back over the week’s questions and respond to any follow-
up posts for you or comment on other’s perspectives.   

Virginia Wine Board Research  
Restaurant Discussion Guide 
October 25, 2011 
 
I. Introduction  (2-3 minutes) 
 
 A. Welcome! 
   
  1. Thank you for agreeing to participate 
 
  2. Not selling or promoting any product or service.   
 

B. Explanation of interview and agenda: 
 

We are working with the Virginia Wine Board and we are talking with 
decision makers in restaurants throughout the state.  The interview 
should last about forty-five minutes.  Over that time, I hope to gain some 
insight into your decision-making process regarding which wines to offer, 
how your customers evaluate your wines, and other, related topics.  I 
want you to feel comfortable knowing that your answers will not result in 
your being contacted by any winery, vineyard, or the Virginia Wine 
Board.  They are working to develop overall outreach, and want to 
understand the perspectives of various constituents.  Your name will not 
be used in any reporting, and your comments are anonymous.  

 
C. Permission to record interview 

 
 D. Participant Introduction 
 
  1. Name, experience, role at restaurant 
 
  2. Restaurant overview 
 
 
II. Wine List 
 

A. Tell me a little about your restaurant’s wine list.  How many wines are 
offered?  

 
B. How were the wines selected?  Who was involved in the process?   

 
C. Was your restaurant marketed to by wine growing organizations?  By 
vineyards/wineries? By distributors? 

 
1. Do you recall any particularly effective approaches? 
  
2. How do you prefer to be approached by organizations like 
vineyards, wineries, and distributors? 

 
➢ What is the wrong way to approach you/your restaurant? 
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➢ After unaided responses, probe any unmentioned: 
o Direct mail 
o Telephone call 
o Email 
o In-Person visit 
o Invitation to an event 
o Offer to sponsor an Event at your restaurant 
 

3. Do you have a preferred number of wholesalers/ distributors to 
work with?  What is the maximum number you would consider working 
with and why? 
 

D. What are/were the criteria you use to select wines to be offered by the 
bottle?  Explore at length: 

 
1. Taste 
2. Price 
3. Interesting feature 
4. Appearance of bottle  
5. Popular/trendy/well-known vineyard 
 > Which ones are people watching now?  

   6. Marketing materials or programs  
7. Reviews 
8. Local 
9. Mouthfeel 
10. Nose 
11. Suitability for our types of menu 
12. Looking for something new or different 

   
E. Are there different selection criteria for determining which wines to offer 
by the glass?  If so, what are they?   

 
III. Interaction with Diners 
 

A. On a day-to-day level, do you interact with diners in the restaurant?  In 
what capacity? 
 
B. How often do you discuss wine with diners?  Tell me about how that 
conversation usually goes.   
 
C. What are the wines you most frequently recommend?  Why?   
 
D. How often do diners ask for wine from a specific location?   Which are 
the most commonly requested locations or varietals?   
 
 > Is Virginia mentioned with any frequency?  
 
 > What is your clientele’s opinion of Virginia wine?   

 
IV. Virginia Wines 
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A. When you think about Virginia wines, what comes to mind?  Why?  
Explore. 
 
B. If someone were to ask you to describe Virginia wine, how would you do 
it?  Unaided, then probe 
 
 > Quality 
 
 > Value 
 
C. Do you think Virginia wines are popular only in Virginia?  
 
D. What varietals is Virginia known for? 
 
E. What percentage of your wine list is comprised of Virginia wines?  
 
 > How were the Virginia wines selected? 
 > How has the presence of Virginia wine on your list changed over 
time?  Is there a more or less significant presence than previously?  Why?  
 
F. Are there particular regions in Virginia you think offer superior wine?  
Which ones?  
 
G. I would like to ask you about several varietals (Petite Verdot, Viognier, 
and Cabernet Franc).  For each,  
 
 > Are you familiar with this varietal?  
 > What do you think of it? 
 > Do you carry this wine? 
 > Where does the best ___________ originate? 
     (insert varietal) 
 > What do you think about Virginia’s ___________? 
         (insert varietal) 
 

V. Buy Local Movement 
 

A. How do you feel about the emerging “Buy Local” movement?   
 
B. Does the origin of your ingredients, etc., matter to your diners? 
 
C. Does your restaurant offer dishes made with local ingredients? 
 
D. How does the wine industry fit in this context?   
 
 > Do you consider Virginia Wine to be a “local” product?  Why/why 
not? 

 
VI. New Corkage Law 
 

A. Are you aware of the new corkage law in VA?  What is the new policy, as 
you understand it?  
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B. How will this impact your restaurant?  Explore. 
 
 1. Corkage Fee 
 2. Role of Sommelier/Wine Advisor  

 
VII. Virginia Wine Board 
 
The Virginia Wine Board was created by the VA General Assembly in 1984 as part of Virginia's 
Department of Agriculture and Consumer Services. The Virginia Wine Board promotes the 
interests of vineyards and wineries in the Commonwealth through research, education and 
marketing. 
 

A. The Virginia Wine Board would like to see an increase in the number of 
Virginia wines offered in Virginia restaurants, both by the bottle and by the glass.  
What would need to happen for you to consider such an increase? 
 
B. If you were hired by the Virginia Wine Board tomorrow, how would you 
structure their approach to marketing to restaurants?   
 
C. Do you ever rely on wine blogs for reviews and introductions to wines for 
your restaurant?  Which ones? 
 
➢ Are you familiar with the Wine Blogger’s Conference?   
 

> The most recent event was held in Charlottesville, the first time 
ever away from the West Coast.  What do you think about this?   

 
 
VIII. Conclusion (2-3 minutes) 
 

A. Is there anything you would like to add?  Any advice for Virginia Wine 
Board?   
 
B. Incentive specifics  
 
C. Thank you for your time. 
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RBM-0020 + Virginia Wine Board Survey 
Revised October 11, 2011 
 
 
LEGEND:  
 Q#: Question number 
 S: Selection Setup 
 AO: Answer options 
 PL: Processing Logic 
  
Introduction Statement – Greeting & Instructions (include reference to; answers being based on 

personal consumption only) 
 
Q 1 What is your age? 
S Check boxes, single option only 
AO under 21 

21-35 
36-45 
46-55 
56-65 
66 or over 

PL Answer option 1: terminate proceed to Q30. All other answers proceed to Q2 
 
Q2 How many glasses of wine do you consume per month? 
S check boxes, single option only 
AO 0 
 2 or less 

3 or more 
PL 2 or less Terminate proceed to Q30. 3 or more; proceed to Q3   
 
Q3  How many bottles of wine have you purchased for personal consumption in the 

past six months? 
S Check boxes. Single option only 
AO Less than 3 

3 to 6 
7 to 10 
more than 10  

PL All options proceed to Q4 
 

Q4 Enter the percentage of bottles purchased by price. 
S Text boxes. Multiple options allowed. Numeric representation in percentage. Sum of all 

entries must equal 100 
A Less than $10 

$11-$14 
$15-$20 
$21-$-$25 
$26-$30 
more than $31  

PL If sum of option 1 (less than $10) and option 2 ($11-$14) equal 49% or more of total; 
terminate proceed to Q30. All other combinations proceed to Q 5    

 
Q5   Identify by percentage, where you make your wine purchases. 
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S Text boxes for all answer options. Numeric representation in percentage. Total of all 
entries to equal 100, list order to rotate. 

AO  
Grocery store 
Specialty wine shop 
Restaurant 
Membership wholesale club (Sams, Costco) 
Big box discount department store (Target, Walmart) 
Convenience store (7-11, Walgreens) 
Festival 
Winery/Vineyard: Assuming this list will rotate in order each time it is presented. Can we 
always have Festival and Winery/Vineyard in the middle? 
Internet, wine club 
Wholesale beverage store (Total Wine, BevMo, Frugal McDougal)  

PL All proceed to Q6   
 
Q6 Please select those types or varietals with which you are familiar and enjoy.  
S Text boxes for all answer options. Numeric representation in percentage. Total of all 

entries to equal 100.1 text box to follow other.  
AO Chardonnay 

Pinot Grigio 
Riesling 
Sauvignon Blanc 
Beaujolais 
Viognier 
Cabernet Franc 
Syrah/Shiraz 
Merlot 
Pinot Noir 
Bordeaux 
Sangiovese 
Cabernet Sauvignon 
Zinfandel 
Chianti 
Other – text box 

PL All proceed to Q7 
 
Q7 Please place the following regions in order of overall quality of wine. 
S Text boxes; numeric value, only 1 through 10 allowed, each number can only be 

represented once 
AO France 

Spain 
Australia 
Italy 
California 
Washington 
New York 
Virginia 
Chile 
Oregon 

PL  All options proceed to Q8 
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Q8 How do you get your information about wines? (select all that apply) 
S Check boxes, multiple options allowed 
AO Magazines 

Blog – (text box) 
Internet 
Specialty wine shop 
Friends/relatives 
Tastings 
Festivals 
Winery/vineyard 

PL If option 2 (Blog); prompt text box ‘list blog(s)’. All options proceed to Q9 
 
Q9 How are your wine purchases influenced? (select all that apply) 
S Check boxes. Multiple options allowed. 1 text box 
AO Event (text box- Please describe the event) 

Winery/vineyard 
Vintage  
Varietal 
Price 
Rating 
Recommendation of friend/family  
Descriptive retail tag or label 
Blog 
Recommendation by restaurant staff 
Recommendation of store associate 
Newspaper/magazine article – (text box)  

PL If option 10 (newspaper/magazine article) selected; prompt text box ‘enter which 
magazines’. All options proceed to Q10 

 
Q10 When you eat out at a restaurant, do you generally order wine? 
 
S Check boxes, single option only 
AO Yes 
 No 
PL If yes, continue, if no, skip to Q 11 
 
Q11 When ordering wine while dining out, what percentage of time do you purchase a 

bottle of wine or wine by the glass? 
S  Text boxes for each answer option. Numeric representation in percentage, sum must 

equal 100 
AO Bottle 

Glass 
PL All options proceed to Q12 
 
Q12 Of the bottles or glasses of wine you have purchased, how many have been from 

Virginia? 
S  Check boxes. single option only 
AO Less than 5% 
 6% - 10% 

11-25% 
26-50% 
more than 51% 
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PL All proceed to Q13 
 
 In the next three questions, there are several statements for your review. Please rate the 

degree to which you agree with each statement. 
 
Q13 Virginia wines are good quality products. 
S Check boxes. Single option only  
AO Strongly agree 

Somewhat Agree 
Somewhat disagree 
Strongly disagree 

PL All options proceed to Q14 
 
Q14 Virginia wines are a good value. 
S Check boxes. Single option only 
AO Strongly agree 

Somewhat agree 
Somewhat disagree 
Strongly disagree 

PL All options proceed to Q15 
 
Q15 Virginia wines are not popular outside of Virginia.   
S Check boxes.  Single option only 
AO Strongly agree 

Somewhat agree 
Somewhat disagree 
Strongly disagree 

PL All options proceed to Q16 
 
Q16 Which of these varietals do you feel Virginia wine is known for? (select all that 

apply) 
S Check boxes. Multiple options allowed 
AO Chardonnay 

Pinot Grigio 
Riesling 
Sauvignon Blanc 
Beaujolais 
Viognier 
Cabernet Franc 
Syrah/Shiraz 
Merlot 
Pinot Noir 
Bordeaux 
Sangiovese 
Cabernet Sauvignon 
Zinfandel 
Chianti 
None 

PL All options proceed to Q17 
 
Q17 How many times have you visited a Virginia winery/vineyard in the past 12 

months? 
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S Check boxes. Single option only 
AO 0 

1-3 
4-8 
9 or more 

PL All options proceed to Q18 
 
Q18 Which Virginia wineries/vineyards have you ever visited? (select all that apply) 
S Check boxes. Multiple options allowed.  
AO 25 Top Wineries To Be Supplied by VWB. 

 
Other – (Text Box) 
None 

PL All options proceed to Q19 
 
Q19 Have you done any winery/vineyard tour routes (in other words, have you engaged 

in a tour of a particular area’s multiple wineries)? 
S Check boxes 
AO Yes 
 No 
PL Yes: proceed to Q20.  No; proceed to Q21. 
 
Q20 Did you use the Virginia Wine Guide? 
S Check boxes. Single option only 
AO Yes 

No 
Unsure 

PL All proceed to Q21 
 
Q21 Would you recommend a Virginia winery/vineyard visit to a friend or relative? 
S Check boxes. Single option only 
AO Yes 

No 
PL All proceed to Q22 
 
Q22 Why/why not?  
S: Text box 
PL All proceed to Q23  
 
Q 23 You may have heard of the “Buy Local” movement.  We would like to understand 

the way in which wine consumers in your area think of Virginia wines in this 
context.  Which of the following best describes your feelings? 

S Check boxes.  Single option only. 
AO I am not aware of/don’t care about the “Buy Local” concept 
 I try to purchase locally when I can, but I never thought of Virginia wine in this way. 
 I try to purchase locally when I can, but I do not consider Virginia Wine to be a “buy local” 

product.  
 I purchase locally, and though I never thought of Virginia wine in this way, I am open to 

the idea. 
 I already consider Virginia wine a local product, and buy it to support the local economy. 
 
Q 24   What is your gender? 
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S Check boxes. Single option only 
AO M 

F 
PL All proceed to Q24 
 
Q25 What is your domestic status? 
S Check boxes. Single option only 
AO Single 

Living with a partner 
Married 
Separated/divorced 
Widowed 

PL All proceed to Q25 
 
Q26 Do you have children under the age of 18?  
 
 Y 
 No > Skip to Q 26 
 
Q27. How many are currently living with you?  

 
S Check boxes.  Single option only 
AO 0 

1 
2 
3 
4 or more 

PL All proceed to Q27 
 
Q28 In what state do you currently live? 
S Check boxes. Single option only 
AO MD 

DC 
VA 
NC 
SC 

PL All proceed to Q28 
 
Q29 What is your current household income? 
S Check boxes. Single option only 
AO under 30K 

30K-50K 
51K-70K 
71K-100K 
Over 100K 

PL All proceed to Q29 
 
Q30 Exit – Thank you for participating. End. 
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Survey Supplementary Analysis 

 

Below is some information about the data in the 2011 Virginia Wine Board supplementary survey 

analysis charts and how to use it: 

   Data for this study was collected through an online survey.  Participants were obtained 

from a user panel that is maintained by Research Now, the firm hired to host and field the 

survey.  Respondents received a nominal incentive for participation established by 

Research Now. 

   A total of 505 respondents participated in this study.  With this base size, the potential 

sampling error for this study is +/-4.36%.   

   Data is tabulated and sub-groups (for example, males and females) are tested using a 

90% confidence level.  This is a fairly conservative level of confidence that is typically 

used for this type of research project. 

   In the charts of this report, significant differences are indicated as follows: 

   A box surrounds percentages that are significantly higher than others in the same overall 

category (for example, a box around the male percentage indicates that males  

assign higher ratings than females on an attribute). 

   An arrow is used to indicate a significantly higher number when it is not directly  

adjacent to the differing number.  

   Important! The research in this report is customized to be your business tool and we are 

on your team to assist in successful use of this tool.  If you have any questions, please 

ask.  We are here to help.   

   Please use this and all research results in combination with your personal business and 

industry knowledge and other available information about relevant trends and 

happenings.   
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Pinot Noir

Pinot Grigio

Syrah/Shiraz

Zinfindel

Bordeaux

Chianti

Beaujolais

Other

87.3 

64.7 

59.8 

55.9 

52 

57.8 

20.6 

15.7 

71.8 

56.9 

55.6 

55.6 

50.9 

44.4 

31 

29.2 

76.5 

65.8 

65.2 

63.6 

51.3 

55.1 

39 

23 

73.7 

59.6 

57.3 

57.6 

51.4 

49.4 

31.4 

25.1 

79.6 

64 

62.8 

59.6 

51.2 

52.8 

32.4 

23.2 

Varietals familiar and enjoyed  

Non VA VA >55 36-55 <35
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Cabernet Sauvignon

Merlot

Chardonney

Sauvignon Blanc

Reisling

Cabernet Franc

Sangiovese

Viognier

Petit Verdot

77.5 

67.6 

63.7 

60.8 

61.8 

48 

33.3 

35.3 

25.5 

73.6 

68.1 

56.9 

53.7 

50 

38 

37.5 

35.6 

20.8 

77.5 

79.7 

75.9 

63.6 

54.5 

36.4 

35.8 

36.9 

17.1 

72.5 

67.8 

66.7 

60.4 

54.5 

41.2 

34.1 

37.6 

24.3 

79.2 

76.8 

64 

57.2 

53.6 

37.6 

38 

34.4 

16.4 

Varietals familiar and enjoyed (VA) 

Non VA VA >55 36-55 <35
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20.2 

42.8 

37 

Age 

<35

36-55

>55

0

10

20

30

40

50

60

VA (50.5) Non VA
(49.5)

MD (22.2) DC (3.4) NC (16.8) SC (7.1)

57.8 

42.2 

21.6 

5.9 
8.8 

5.9 

54.6 

45.4 

20.8 

3.7 

17.1 

3.7 

41.7 

58.3 

24.1 

1.6 

20.9 

11.8 

Age by state 

<35

36-55

>55
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50.5 

22.2 3.4 

16.8 

7.1 

State currently lived in 

VA (255)

MD (112)

DC (17)

NC (85)

SC (36)

45.5 

54.5 

Gender 

Male

Female
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1.6 

6.1 

10.7 

18.8 

62.8 

Current household income 

<$30K

$30K-<$51K

$51K-<$71K

$71K-$100K

$100K+

15.8 8.9 

68.3 

5.7 

1.2 

Domestic status 

Single

Living with a partner

Married

Seperated/divorced

Widowed



 

 33 

 

 
 
 

19.8 

80.2 

Children under age 18 

Yes

No

0.6 

8.7 

8.5 

1.8 

0.2 

Number of children under 18 living with 
respondent 

0

1

2

3

4+


