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Executive Summary 
 

In September and October of 2008, the Survey Research Service (SRC) at the University of 

Wisconsin at River Falls sent surveys to 52 Wisconsin-based wineries and cideries.  The surveys 

gathered production and economic data about this small but growing sector of the state’s economy.  

A total of 24 surveys (46% response rate) were completed and returned to the SRC.  Even though 

this is a relatively high response rate, the estimates discussed in this report are expected to be 

accurate to only plus or minus 15%. 

 

Key findings of this survey include: 

 

 Growth of the industry is suggested by the fact that 40% of the respondents have come into 

existence since 2005.   

 Most of the state’s wineries and cideries are organized as LLCs or S Corporations. 

 Slightly more than half the respondents grow grapes.  After rising somewhat sporadically 

through the early part of this decade, 2008 witnessed a sharp decline in grape vine plantings 

by this sample of firms. 

 Since 2000, the number of grape varieties grown by Wisconsin’s vintners has grown as has 

the pounds of grapes harvested.  The grapes they produce appear to satisfy about half of 

Wisconsin’s wineries juice needs.  Half of the remainder is purchased from growers in other 

states or countries and these purchases usually take place on the spot market rather than 

being governed by a contract. 

 The biggest challenge facing Wisconsin’s grape producers, as identified in this survey, is 

controlling diseases.  Other significant concerns include dealing with frost damage, winter 

survival concerns, and insect control. 

 Entrepreneurs in Wisconsin produce wine/cider using a variety of non-grape sources of 

sugar – apples (33% of the sample made apple cider), pears (about one-quarter of the 

respondents), honey (20% of the sample), and other fruits (cranberries, blueberries, cherries, 

etc.).   

 Fewer than half of these non-grape producers of wine and cider produce their own fruit. 

Other Wisconsin growers supplied half of the fruits purchased for wine/cider production, 

wineries/cideries produced slightly less than 40% of the fruit they needed.  The remainder of 

this fruit came from out of state growers.  More than 80% of purchased fruit uses on the spot 

market. 

 In 2007, the 24 respondents reported producing 117,797 cases of wine, 1,250 cases of cider, 

and 5,052 cases of mead.  Five of the 22 wineries are so new that they produced no wine in 

2007.  Of those producing wine in 2007, 75% produced fewer than 2,500 cases and almost 

all said that their production had expanded over the previous 4 years and that they expect 

further expansions over the next 4 years. 

 Median direct sales ($163,079) account for the bulk of estimated total sales ($212,325) at a 

typical Wisconsin winery/cider.   

 About one-third of the firms in our sample sold at least some product via a distributor, 

including some of the larger wineries/cideries; 60% have not sold products via this 
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marketing channel.  Thus, the new state law regarding sales via distributors seems likely to 

affect some wineries/cideries much more profoundly than others. 

 Nearly 80% of the bottles sold by Wisconsin wineries and cideries cost less than $15. 

 Total expenses are estimated to be about $92,000 per year for a typical winery/cidery, with 

about one-third of this paying for labor and management and nearly as much for purchasing 

juice and bottles, corks and other production expenses.  Median tax payments by these firms 

were slightly more than $10,000 per firm in 2007. 

 A typical Wisconsin winery could expect about 6,600 visitors during the course of a year, 

most of whom are Badger state residents.  These visitors spend between $25 and $35 per 

person or about $186,000 in annual gross revenue for a typical winery/cidery.  
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Survey Description 
 

During September and October 2008, the Survey Research Center (SRC) at UW-River Falls sent 

questionnaires to 52 Wisconsin-based wineries and cideries.  The survey sought information from 

producers of mead, wine made from grapes, and cider from apples, pears, and other fruit.  The goal 

of the survey was to gather information about production, revenues, costs, and visitors at wineries 

and cideries in the state.  A total of 24 surveys were completed for a return rate of 46%.  While the 

response rate was relatively high, given the small total number of wineries/cideries in the state, the 

estimates reported are only expected to be accurate to within plus or minus 15%.  

Basic Winery/Cidery Facts 
 

Only about 20% of the wineries/cideries who responded to the survey were established prior to 

2000 compared to more than 40% that have come into existence since 2005 (Figure 1).  About two-

thirds of the firms started selling wine or cider in the same year they were established; the 

remaining third had their first sales in the year after they were established.   

 

 

 
 

Only about two-thirds of the respondents provided information on the year they first established the 

vines, trees, or hives they use to produce their beverages.  Of those, only one started theirs after 

2005 and slightly more than half started between 2000 and 2005 (Figure 2).  On average, about 6 

years elapsed between the year these firms’ first reported plantings and when they started using 
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their own production in their beverages.  More than half first started using their own fruit or honey 

after 2005. 

 

As Figure 3 shows, most Wisconsin wineries/cideries are organized as limited liability companies 

or S-Corporations (limited number of partners, no public trading of stock). 

 

 

Production 
 

Data were gathered on both grape production and production of other fruits and honey used by 

Wisconsin’s wineries and cideries.  This section of the report will be split into a discussion of grape 

production and one focused on the production of other fruits and honey. 

 

Grape Production.  When asked the number of vines they currently have planted, 13 of the 24 

respondents reported that they are growing grapes.  In total, these 13 businesses have slightly less 

than 70,000 vines planted (69,566).  Respondents were also asked to record their plantings of 

grapes, by year and variety, between 2000 and 2008.  Twelve of the 13 respondents with grapes 

report having planted vines since 2000 and these plantings (39,304 vines) account for nearly 60% of 

the total number of vines reported.  Figure 4 shows that, while somewhat variable, annual plantings 

were trending upward until 2008.  Perhaps reflective of the very uncertain economy that was 
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becoming apparent by early 2008, responding wineries reported planting fewer than 300 vines in 

the current year.  This is the fewest vines planted since 2000 and is dramatically lower than in 2007. 

 

 

 
 

 

The varieties planted by wineries since 2000 are shown in Table 1.   Frontenac, St. Croix, St. Pepin, 

Marquette, LaCrosse and LeCrescent are varieties that appear in multiple years.  There is a wide 

variation in the number of vines of a given variety planted by wineries each year.  Most plantings 

are of a relatively small scale (a few hundred vines). In only 10 cases (out of a total of 75 reported 

plantings) were more than 1,000 vines of a given variety planted in a year.  Frontenac accounted for 

four of the 10 instances in which at least 1,000 vines of a single variety were planted in a single 

year. 

 

Respondents were asked to indicate what they are planning on planting during 2009.   They said 

they expect to plant 3,175 vines and half an acre each of Marquette and Sabrevois (without 

specifying the number of vines).  While this is a partial return to pre-2008 levels, it falls far short of 

the levels of 2005-2007.  About two-thirds of the anticipated plantings are of Marquette, Frontenac, 

and St. Pepin. 
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Table 1:  Grape Varieties Planted by Year 

Year Variety Planted (number if greater than 1 winery planting a given variety) 

2000 Alden, Leon Millot 

2001 Fredonia, St. Croix, Foch, Frontenac, Condree, Concord, Marquis 

2002 Frontenac (2), LaCrosse (2), St. Croix, Foch, Leon Millot, Concord, Edelweis 

2003 Duchdndl, LaCrosse, Concord, Frontenac Gris, LeCrescent, Marchal, Foch, St. Pepin, 

Sabrevois 

2004 St. Pepin (2), St. Croix (2), LaCrosse, Frontenac, Worden, LeCrescent 

2005 St. Croix (3), St. Pepin (2), Frontenac (2), Edelweis, Foch, Hanistar, Kay Gray, 

LeCrescent, LaCrosse, Louise Swenson, Wild 

2006 St. Croix (3), LeCrescent (2), Brianna (2), Frontenac, Frontenac Gris, LaCrosse, 

Nignites, Sabrevois, St. Pepin 

2007 Marquette (4),  Frontenac Gris (3), St. Pepin (2), Bluebell, Brianna, Cockokal, ES6-

16-30, Foch, Frontenac, LeCrescent, NY20, Prairie Star 

2008 Marquette, Edelweis, Frontenac, Kay Gray, St. Croix 

 

 

Table 2 summarizes the 

production of grapes in the 

reporting wineries by variety 

from 2004 to 2006.  In some 

cases, a winery reported 

producing a specific variety 

of grape but didn’t indicate 

the pounds produced.  

Varieties with an asterisk 

denote instances when the 

grape was identified but not 

the amount of output.  The 

general story line suggested 

by the data in Table 2 is that 

the number of varieties 

grown in Wisconsin has 

expanded over this time 

period as has the total pounds 

of grapes harvested. 

 

In addition to their own production, wineries were asked to provide information on the amount and 

type of juice they have purchased from other producers during the past 4 years.  The data in this 

portion of the questionnaire is quite sparse except for 2007.  In that year, the 13 wineries reported 

purchasing a total of 11,175 gallons of juice from other producers.  About one-quarter of the gallons 

purchased were a blend of grape varieties.   At least 1,000 gallons of Seyval, Rougheon, Concord, 

unspecified “fruit”, and Hybreo juice were purchased in 2007. 

 

Figure 5 indicates that these Wisconsin wineries satisfied half of their juice needs from out of state 

purchases, a bit more than one-third of those needs from their own production, and the remaining 

Table 2:  Pounds of Grapes Produced by Variety, 2004 – 2007 

Varieties 2004 2005 2006 2007 

Beta 775 

 

875 1,000 

Blend 8,000 10,000 14,000 52,000 

Concord 

   

1,700 

Foch* 20,000 44,000 60,000 53,000 

Frontenac 

  

8,000 22,000 

Lacrosse* 

 

1,000 2,000 5,000 

Leon Millot* 1,000 1,000 1,000 1,000 

Louise Swenson 

   

500 

St. Croix 4,100 4,000 4,175 5,850 

St. Pepin* 4,000 6,000 6,000 7,000 

Valiant 750 

 

900 1,100 

Worden 100 

 

175 225 

     * = Some wineries reported producing grapes but didn’t report 

pounds produced 
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13% from Wisconsin-based grape growers.    There is a wide range of experiences with respect to 

the source of juice used by Wisconsin wineries.  Some Wisconsin wineries produce as much as 

95% of the juice they use, others produce none of their own juice.   

 

 
 

Out of state purchases came from near (Michigan), far (Chile, Germany, France, Italy), and in 

between (New York, California, Washington, Oregon).  New York was mentioned most frequently 

as an out-of-state source for juice.   

 

Figure 6 indicates that about three-quarters of the juice purchased is acquired on the spot market, 

nearly 20% is covered by a long-term contract and the remaining 7% by a short-term contract. 

 

Grape producers were provided a list of potential challenges and asked to identify the three most 

important to them.  Forty-three percent of the respondents identified controlling diseases as one of 

the three biggest challenges they face.  Frost damage, winter survival, and insect control were all 

tied with 36% of respondents listing these as one of the three biggest challenges they face.  Slightly 

less than one-third of the grape growers said bird damage and a lack of technical assistance are key 

challenges they face. 
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None of the respondents said that poor grape quality, a lack of plants, or inadequate markets were 

among their top concerns. 

Other Fruit/Honey Production 
 

One-third of the respondents said that they produce apple cider and one-quarter produce pear-based 

beverages (Figure 8).  Slightly more than one-fifth of the 25 respondents said they make mead.  

Nearly 4 in 10 said they make wine from fruit other than grapes, including:  cranberries, 

blueberries, blackberries, pineapple, raspberries, peaches, plums, currents, strawberries, lemons, 

cherries, and rhubarb. 

 

Figure 8 also indicates that most Wisconsin wineries/cideries purchase at least some of the fruit 

they use to make their wine and/or cider.  For instance, while 33% of respondents said they make 

cider from apples, only 17% said they produce apples for their own operation.  Comparable figures 

are shown for pear cider and meed; 25%  make pear cider but only 8% produce their own pears, and 

none of the 21% who produce mead own their own hives. 
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Apples dominate the non-grape portion of 

Wisconsin’s wine and cider sector, both in terms 

of the total number of trees owned by producers 

of apple cider and in terms of the total acres used 

to grow apple trees (Table 3).  Only five of the 

25 respondents reported owning apple trees and 

the number varied greatly, from a single tree to 

5,000.  Likewise, the acreage used in apple 

production showed a large variability (from much less than an acre to 14 acres).  Only two 

respondents reported having their own pear trees and three reported owning other fruit-bearing 

plants used in their operation. 

 

Table 4 indicates that, not surprisingly, apples 

also dominate the scene with respect to the 

production and purchase of juice used to 

produce beverages in Wisconsin’s fruit wine 

sector.  Two of the five cideries who purchased 

apple juice produce none of their own juice, two 

use only juice they produce, and three used both 

juice from their own trees and purchased 

Table 3:  Number of Plants and Acres, 

Other Fruit Used in Wine/Cider 

Production 

 

Plants Acres 

Apples    5,222  16.6 

Pears        112  3.5 

Other     6,138  8.7 

Table 4:  Production and Purchase of Fruit 

 

Tons 

Produced 

Gallons 

Purchased 

Apples 101            8,650  

Pears               1            1,200  

Honey                -              2,021  

Other               7            2,160  
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product.  Two of the three producers who use pears purchase all of their juice from others; the third 

uses only pears they produce (from a quite small acreage in pear trees).  As noted, none of the 

respondents reported producing their own honey, but three reported purchasing honey.  One 

producer accounted for most of the 2,021 gallons of purchased honey noted in Table 4.  

 

Of the nine respondents who answered the question, all but one said that their production of fruit 

and honey has increased during the past 4 years. All nine expect their production to expand over the 

next 4 years. 

 

Figure 9 indicates that half of the juice and honey used by Wisconsin’s cideries and mead producers 

comes from other growers in the state, slightly less than 40 percent from their own production, and 

the remainder from out of state producers.  Compared to grape wine producers, cideries and mead 

producers produce a very similar proportion of their own juice but the proportion of in-state versus 

out-of-state purchases are almost exactly reversed; 50% of the grape growers’ purchases come from 

outside of Wisconsin and 13% from within Wisconsin.  The out-of-state sources of fruit, juice and 

honey tend be from neighboring states (Michigan and Minnesota were frequently mentioned with 

South Dakota, New York and Missouri also identified). 

 

 
 

Figure 10 indicates that none of the wineries and cideries purchasing fruit, juice or honey use long-

term contracts to secure their supply.  A very large majority of these firms rely on the spot market 

for these products. 
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Wine, Cider, and Mead Production 
 

In 2007, the 24 respondents reported producing 117,797 cases of wine, 1,250 cases of cider, and 

5,052 cases of mead.   

 

Wine Production.  Five of the 22 respondents who reported being involved in the production of 

wine produced no cases of wine in 2007.  All but one of these was founded in 2006 or later.  Of the 

17 firms that reported producing some wine in 2007, about a third produced fewer than 1,000 cases, 

about 40% produced between 1,001 and 2,500 cases, and only a quarter produced more than 2,000 

cases.  More than 80% of the wine produced by respondents to this survey came from two 

producers.  

 

Over the past 4 years, 18 of 23 who answered the question said that their production of wine had 

expanded, two said it had remained the same, and three said the question was not applicable 

because they had not been in existence 4 years ago.  Over the next 4 years, all but two of the 23 said 

they expect their production to increase; two expect production to remain the same. 

 

As Table 5 indicates, 20 of 32 Wisconsin wineries 

produce 4 or fewer varieties of both red and white 

wines.  On average, wineries in Wisconsin produce 

about five varieties of red and two of white wine.  

There appears to be no wineries that specialize in 

either red or white wine exclusively. Generally if a 

winery produces more varieties of red wine, it also 

produces more varieties of white wine. 

 

At the end of 2007, the 11 wineries reporting on their stock of red wine said they had about 4,500 

cases on hand.  The 10 wineries reporting on their white wine stock said they had slightly less than 

3,000 cases in the cellars. 

 

Cider Production.  Only two respondents reported producing cases of cider during 2007, but two 

more said they expect to do so over the next 4 years.  All of those involved in cider production said 

their output had increased during the past 4 years and they expect it to continue to increase over the 

next 4 years.   

 

Six firms answered a question asking about the number of varieties of cider that they produce.  The 

six firms fall into two distinct groups.  Four of the six produce only one or two varieties of cider; 

the other two each produce more than 10 different varieties. 

 

The six cider producers had 3,272 cases on hand at the end of 2007 and two producers held more 

than 70% of this total.  Probably not surprisingly, firms with the largest variety of ciders produced 

also had the largest inventories at the end of 2007. 

 

Mead Production.  Three respondents reported producing cases of mead during 2007 and 3 

indicated that they expect to produce mead over the next 4 years.  As was true with the other 

Table 5:  Number of Varieties Produced 

by Winery 

 

Red White 

2 Varieties 2 5 

4 Varieties 7 6 

6 Varieties 5 2 

8 Varieties 2 3 
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beverages, most of the production of mead represented in this data set comes from a single 

producer.  Four respondents said that mead production has, over the past four years, expanded at 

their firms. Five of the six who expect to be involved in mead production over the next 4 years 

expect production to increase; the sixth firm expects production to stay constant over the next 4 

years. 

 

Three respondents specified the number of varieties of mead produced.  Two produce a single 

variety and the third produces several.  Collectively, the three producers had slightly more than 300 

cases of mead on hand at the end of 2007, most of which was held by one producer. 

 

Other Fruit Wine Production.  Ten of the 24 respondents said that they produce other varieties of 

wine.  Most of these producers focus on one or two other varieties of fruit wine, but several produce 

eight or more different varieties.  The half-dozen firms who responded hold more than 700 cases of 

various types of fruit wines (berry, cherry, peach, plum, cranberry, raspberry, and, generically, 

fruit).  We did not ask about trends in production of other fruit wines in this survey. 

Revenue and Cost Information 
 

Revenue.  Table 6 summarizes the data gathered about the value and volume of sales by responding 

wineries/cideries.  It includes data on the value of sales that the SRC imputed for the two largest 

producers in the sample.  These producers provided information about the number of cases sold, but 

not the value of those sales.  Together, these two producers accounted for 89% of the cases sold by 

responding firms, so the absence of their sales data is a major concern.  The SRC imputed a value 

for the sales from these two wineries based on 

information they provided about the 

percentage of their bottles that sell for $10 or 

less, $10.01- $15 and so on.
1
  

 

In addition, because the sample contains a few 

large producers and many smaller ones, the 

median values (50% of the observations are 

greater than the median and 50% are less) are 

better representations of the “typical” 

Wisconsin’s winery and cidery businesses and 

these values are shown in Table 6. 

 

Clearly, the primary source of revenue for the 

wineries/cideries in this sample is direct sales.  

Direct sales account for more than three-

quarters of median total sales.  Ten of 11 

firms who responded said that direct sales had 

                                                 
1
 The questionnaire asked the percentage of bottles a firm sold for $10 and under, between $10.01 and $15, between 

$15.01 and $25 and for more than $25.  To impute the value of sales for producers who did not include this information 

we assumed bottles sold for $10 or less averaged $8.00/bottle, those in the $10-$15 range sold for an average of $12.50, 

those in the $15-$25 sold for an average of $20, and those sold for more than $25 had an average price of $30. 

Table 6:  Revenues and Distribution Channels 

Value of: Count Median 

Direct Sales 14 $163,079  

Mail/Internet Sales 10 $4,250  

Sales to Businesses 12 $12,000  

Sales to Distributor 6 $27,091  

Private Label Sales 2 $5,905  

  Total 
 

$212,325  

  

 

Cases Sold Via: Count Median 

Direct Sales 12 1,200  

Mail/Internet Sales 10 37  

Sales to Businesses 9 129  

Sales to Distributor 4 4,094  

Private Label Sales 2 51  

  Total 
 

5,511  
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increased over the past 4 years; the 11
th

 said direct sales had remained the same. The importance of 

direct sales is dramatically less when we consider the volume (number of cases) rather than the 

value.  Direct sales account for only about a fifth of the cases sold.  Largely, this is because one of 

the two relatively large firms, markets relatively little of its wine directly to consumers. 

 

For this set of respondents, mail or internet sales tend to be relatively low, particularly for firms 

with direct sales of less than $100,000 per year.  Six of eight firms that completed this segment of 

the questionnaire said that internet/mail sales have remained constant over the past 4 years. 

 

No clear link exists between the volume of direct sales and the volume of sales to other businesses.  

Some firms with robust sales to other businesses have relatively low direct sales. Others, with large 

direct sales, have strong sales to other businesses.  The importance of sales to local businesses may 

be more dependent upon the business climate in the winery’s area and/or the marketing preferences 

and abilities of the business owner. Six of nine said that direct sales to businesses had improved 

during the past 4 years, two said they had been constant, and one said they declined. 

 

One of the factors that initiated this survey is a change in state law that will likely increase the 

prominence of winery/cidery sales via distributors.  Table 6 indicates that sales via distributors 

might already be the second leading source of sales for Wisconsin’s wineries and cideries.  It 

appears that at least six of the 15 firms who reported sales (either in terms of value or cases) used a 

distributor.  At least one of the larger firms included in the sample sells a substantial number of 

cases via distributors.   This suggests that for the 6 firms that currently use distributors, the new law 

may not alter their standard operating 

procedures very much.   In contrast, most (9) of 

the 15 firms with sales reported no sales via 

distributors.  About half those who have used 

distributors said sales had increased, the others 

said they had remained the same. 

 

Private label sales are generally unimportant to 

this set of wineries/cideries. 

 

In terms of the amount charged per bottle, 

Figure 11 indicates that slightly less than one-

third of the bottles of wine and cider sold in 

Wisconsin cost $10 or less; nearly half cost 

between $10.01 and $15.  Only about one bottle 

in five sold by a Wisconsin winery or cidery 

brought in more than $15.  In short, most of the 

wine and cider sold by Wisconsin producers 

appears to be priced at fairly modest levels. 

 

Expenses.  Data is also somewhat sparse with 

respect to the expenses wineries and cideries incur.  One of the larger producers did not provide 

information for any of the cost categories about which we asked.  Because of the differences in size 

of operation, again, the median value is likely to more accurately reflect Wisconsin’s 
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wineries/cideries expenses.  A total of slightly more than $92,000 in expenses were reported by the 

roughly 12 firms who responded to this survey. 

 

Based on median expenses, slightly more 

than one-third of the expenses of a winery 

or cidery are associated with labor and 

management.  Two other key expenses are 

purchases of juice (16% of median 

expenses) and production expenses (13% of 

median expenses) such as bottles, corks, 

labels and so on. 

 

In Figure 4, we noted that 2008 was a very 

poor year in terms of planting new vines.  

The very low figure ($275) for Vines, 

Plants, Trees and Hive expenses in Table 7 

is consistent with Figure 4 if these represent 

expenditures in 2007 for 2008 planting.  In 

addition, a substantial number of 

wineries/cideries produce little or none of 

the fruit/honey they use.  The median for 

other production costs (e.g. crop protectants 

and fertilizer), is also low. 

 

It is also noteworthy that the median amount 

of income tax paid by the seven wineries 

reporting this figure was zero.  Because 

some of the larger operations did not answer 

this question, it is probable that zero under-

estimates the true amount of income taxes 

paid by wineries and cideries in the state.  

The median tax payment by these 

businesses across all the tax and fee lines in 

Table 7 was in excess of $10,000 in 2007. 

 

As noted, labor and management tend to be a substantial portion of expenses for the typical 

Wisconsin winery/cidery.  However, the vast majority of these businesses indicated that they hire 

no full-time, year-round employees (15 of 23 reporting), part-time, year-round workers (13 of 23 

reporting) or even seasonal workers (10 of 21 reporting).  On average, these businesses hired 1.3 

full-time, year-round and seasonal workers and 2.1 part-time, year-round workers.  In short, the 

firms represented in this survey are relatively small in terms of the employment they generate 

directly. 

 

Table 7:  Expenses 

 

Count Median 

Winery Labor 15 $12,000 

Vineyard Labor 11 $4,800 

Winery Management 14 $16,000 

Vineyard Management 10 $500 

Grapes, Fruit, Honey 11 $1,500 

Juice 15 $15,000 

Pesticides/Herbicides 11 $500 

Fertilizers 10 $350 

Vines, Plants, Trees, Hives 10 $275 

Utilities 14 $4,050 

Capital Equipment 13 $3,000 

Production Expenses 13 $12,000 

Insurance 13 $2,000 

Marketing 14 $5,500 

Shipping 12 $1,900 

Fermentation Expenses 14 $1,000 

Property Taxes 13 $2,500 

Sales Taxes 12 $5,600 

Income Taxes 7 $- 

WI Excise Taxes 10 $894 

Federal Excise Taxes 10 $879 

License Expenses 13 $800 

Other Expenses 1 $1,000 

  Total 

 

$92,047 
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Customer Information 
 

Respondents were asked to indicate the estimated number of visitors to their winery/cidery during 

2007 who were from Wisconsin, from elsewhere in the U.S., and from other countries.  They were 

also asked to indicate how much, on average, each visitor from these three areas spent.  Assuming 

these businesses are open about 260 days a year, the typical Wisconsin winery/cidery would have 

an average of about 25 visitors per day.   Table 8 indicates that most of these visitors come from 

within the state (83%) and fewer than 2% come 

from other countries. 

 

It appears that regardless of where they reside, 

visitors to Wisconsin’s vintners spend between 

$25 and $35 per visitor. 

 

Based on the median amount spent per visitor and 

the median number of visitors, a total of about 

$186,000 was spent at a typical Wisconsin 

winery/cidery in 2007.  This is reasonably close to 

the amount of direct sales estimated in Table 6 

($163,079), which provides additional credibility 

to both estimates. 

 

 

Comments 

 

Respondents were asked to identify the biggest challenge facing the Wisconsin wine and cider 

sector.  The bulk of the comments focused on two related topics – concern about the new law 

placing new regulations on the distribution of wine in the state and government regulations.  A 

complete list comments is included as Appendix A to this report. 

 

About one-third of the total number of comments focused on the new distribution law.  Typical of 

comments are: 

 

The mess over created by the Distributers in the name of "helping" wineries comply with the 

Supreme Court shipping order. 

 

Self Distribution-unless law changed many will fail.  Co-op will not work because it will 

place the same distribution cost as a distributor does. 

 

Concern or anger about the distribution legislation and general angst about government are apparent 

in the comments as well.  For instance, 

 

Changing (or existing) regulatory environment that creates hurdles for small producers and 

protects the middle tier. 

Table 8:  Visitors to Wisconsin Wineries/ 

Cideries 

From: Count 

Median # 

Visitors 

Wisconsin 14 5,500 

Other U.S. States 14 1,000 

Other Countries 13 100 

   

From: Count 

Median $ 

Spent/Visitor 

Wisconsin 11 $27 

Other U.S. States 11 $35 

Other Countries 9 $25 
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Corrupt government, bad legislation.  The ability for big business to be able to buy 

registration is wrong.  If you put all the legislators in a bag and hit it with a bat you'd hit the 

right one every time. 

 

The state thinks we are here to serve government, rather than state government here to 

serve industry. Pay-to-play culture among state legislators in Madison.  They have no 

interest in our industry unless we buy their interest. 

 

Other concerns focused on growing pains (e.g. how to get shelf space for their products) and quality 

(improving the image of Wisconsin’s wines). 

Conclusions 
 

This survey describes conditions in what appears to be an expanding sector of the Wisconsin 

economy.  Most of the businesses that completed a survey were relatively small and many were 

very new.  Virtually all of these businesses had experienced growth over the preceding 4 years and 

were optimistic about growth during the next 4 years.  The variety and volume of production appear 

to have expanded in recent years. 

 

The challenges identified by these producers were primarily agronomic (controlling diseases and 

insect pests) or environmental (frost damage and winter kill).  Written comments focused very 

heavily on regulatory changes affecting how they distribute their products. 

 

Most of the businesses included in the sample are relatively small businesses with gross revenues of 

less than a quarter million dollars per year.  Most of this revenue is generated through direct sales to 

winery/cidery visitors.  We estimate that these sales generate between $163,000 and $186,000 per 

year.
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Appendix A – Winery/Cider Survey Comments 

 
Q36 What do you see as the biggest challenge facing the Wisconsin wine/cider industry? 

Distribution (10 responses) 

 Also, we have a new challenge with direct distribution facing us in July of 2009 

 The mess over created by the Distributers in the name of ""helping"" wineries comply with 

the Supreme Court shipping order 

 Distribution 

 Distribution issues 

 Distribution-Wholesale distributors do not want the small winery 

 Loss of self distribution 

 Mandatory use of distributors 

 Self Distributing-if we can't we are not 

 Self Distribution-unless law changed many will fail.  Co-op will not work because it will 

place the same dist. cost as a distributor does. 

 Law change forcing wineries to use the 3 tier distribution system and lack of statewide 

promotion of wineries 

 

Government (8 responses) 

 Changing (or existing) regulatory environment that creates hurdles for small producers and 

protects the middle tier. 

 Corrupt government, bad legislation.  The ability for big business to be able to buy 

registration is wrong.  If you put all the legislators in a bag and hit it with a bat you'd hit the 

right one every time. 

 I only anticipate selling 250 cases a year to bars and restaurants all within 50 mile radius of 

my location but in 3 states if WI law is compatible with IA and IL 

 Legal issues-selling, regulation by federal government 

 Legislation to require use of Co-op 

 State and Federal regulations 

 Taxes 

 The state thinks we are here to serve government, rather than state government here to serve 

industry. Pay-to-play culture among state legislators in Madison.  They have no interest in 

our industry unless we buy their interest. 

 

Growth (4 responses) 

 Getting shelving space and getting our wine into major and any food and liquor stores. 

 Growing the industry in a non-business atmosphere in this state 

 In addition, my winery wants to remain local 

 Meeting growing customer demand 
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Quality (3 responses) 

 A general reputation of poor product quality that makes it very hard to get the attention of 

retailers and restaurants. 

 Producing a quality product locally grown! 

 Wine quality image.  

 

Miscellaneous (4 responses) 

 Galloway Company produces intermediate wine/dairy or spirit/wine/dairy products that are 

shipped in bulk to bottlers.  We purchase bulk OTSW from other sources 

 Getting a business manager to lead our association 

 Our first sales will be fall 2008, we have 7800 bottles produced in our wine cellar 

 This is not applicable to our operation.  We do not grow any of our produce. 


