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A seasonal surge in wine & spirits
interest

Q1-Q3 vs Q4 readership of alcoholic and non-alcoholic editorial over L5 Years

Q-Q3 MW Q4 In Q4, readership shifts

150% sharply towards wine and
spirits content, with page
2% 15% 23% . ¥
. . . ‘ ‘ views rising 14% and 16%

above the quarterly average.
This increase coincides with a
100%

drop in interest for beer and
non-alcoholic drinks,
suggesting a seasonal
preference change as the year
50% ends.
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