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EMERGING MARKETS

Exploring China’s rapid advance into the e-commerce
scene, and looking at Mexico’s future as a wine market
How does the wine world hang on to
its new consumers?

Using location-based analytics
to find
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opportunities in independent wine retail
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A

s the late baseball sage Yogi Berra once said, “It’s like
déjà vu all over again.” Three years ago, emerging market economies were the darlings of economists, financiers and politicians; now they are distinctly unfashionable. Those of us who can remember the late 1990s will recall a
similar frenzy of interest in fast-growing emerging markets, followed by metaphorical tumbleweed as overstretched finances of
these economies caused them to fall back to earth with a thump.
Go back further in time and the cycle of interest in emerging markets follows an almost clockwork schedule.
Is there any reason to think the latest emerging market boomand-bust cycle is any different, particularly for the wine category?
Wine’s role as a (mostly) discretionary, often luxury item, means
that it is intimately tied to the broader economic fortunes, so the
pain of plummeting financial markets and yo-yoing currencies can’t
be ignored. However we believe that there are some fundamentals
at work in the wine category which transcend short term economic
fluctuations. These fundamentals will rewrite the economic rules
of the wine category over the next two decades.
It is for this reason that we have decided to dedicate the bulk
of our second issue of Wine Intelligence Quarterly to the engaging but puzzling world of wine in emerging markets. In this edition you will find dispatches from the front lines of wine drinking:
Mexicans swapping tequila for a glass of red wine to wind down
after a busy day, the burgeoning interest in the wine category in
sub-Saharan Africa, and the growing importance of online wine
retailing in China.
In between are tales from technological frontiers. João
Roquette, CEO of Esporão, one of Portugal’s leading wine producers, reflects on his company’s foray into environmental politics,
and the social media storm it whipped up. Meanwhile David Dodd,
a Wine Intelligence Fellow for the past 3 months, has used the latest GIS computer mapping power, plus open source data, to find
the best place to locate a wine shop in the UK, incorporating some
of the skill set he has built up over a 15 year career in retail location
planning, most recently for Asda.
Former White House speechwriter and New Yorker columnist Jeff Shesol was one of our keynote speakers at the Wine
Intelligence Leading Thinkers Summit last March, and his article
here summarises the challenges of a CEO charged
with persuading stakeholders and customers through
communication.
For my part, I consider the emerging world of cool
climate wines, and the challenge of connecting these
exciting new winegrowing regions of the world with
the new generation of consumers in emerging markets.
Could we see a Swedish icewine on the shelves of a
supermarket in Chengdu in 2035? From the evidence
so far, we may not have to wait that long. ■
Richard Halstead
COO, Wine Intelligence
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News

What’s been going on in the world of wine & insights

A

Global Consumer
Trends Workshops

fter two successful workshops in Sydney
and Melbourne back in February this
year, April saw our Wine Intelligence
Global Trends workshops once again
take to the road in Europe and South America.
This interactive analysis of the latest global consumer trends drew upon findings presented in our
Global Consumer Trends 2016 report and sought to
examine the shift and development of these trends
and explore what really drives consumer behaviour.
During the workshops, we explored how the
trends observed across the lives of consumers can
be applied to different areas of the wine category.
Participants looked at how shifts in trends might
impact wine, and what key factors will influence wine
consumers in the future.
Below are a few of the highlights from our
London, Santiago and Soave workshops:

UberPool ride sharing concept meets ontrade wine. The app allows people in a bar
to come together to share a bottle of premium wine. Users download the app and
then sign up to share the cost of a bottle;
live screens showing ‘open’ offers encourage customers to sign up and create a more
interactive and playful feel. Through sharing, consumers are able to enjoy a more
premium product, but in Mini portions
rather than the whole bottle.
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Japanese wine drinkers get involved:
% of Japanese regular wine drinkers (RWDs)
who say they have a strong interest in wine

51%

2016
2014

% of Japanese RWDs who regularly enjoy
trying new and different styles of wine
2016
2014

40%

27%
21%

Source: Wine Intelligence Japan Landscapes 2016 Report

US rosé drinkers splash out

Heavy rosé drinkers (those whose wine consumption consists of
11-50% rosé) spend significantly more than average on wine

4%

4%

3%

40%

48%

54%

29%
% total US
wine drinkers

Super-heavy rosé
drinker (over 50% of
wine consumed is rosé)
Heavy rosé drinker
(11%-50% rosé)

24%

23%

24%

20%

Light rosé drinker
(1%-10% rosé)

The Drop
Rosé wine in beer-style
packaging capitalises on
trend for ‘brosé’

$13.31
$20.72

Non-rosé drinker

% total vol. % total spend
of wine in
on wine in
the US
the US
Source: Wine Intelligence Rosé Drinkers in the US Market 2016 Report

France and Chile are the most popular imported wine

Ilegal
Beer and wine hybrid
from Ventisquero fuses
separately-made beer and
wine

producing countries in South Korea and Japan
Devoted to rosé:

Capsule coffee meets wine.
The group came up with
Vinstant, a wine capsule concept, which offers consumers
a range of capsules to buy to
drink at home. The capsules
would be used with a machine
designed to serve the wines at
the perfect temperature, on
demand.

New innovations:

Latest findings from our reports

26%

Premium pub wine sharing app

Wine meets Nespresso:

STATS OF THE QUARTER

The pitch: A distributor or importer focused solely
on still and sparkling rosé wine. Growing numbers
of consumers in major markets such as the US are
drinking more rosé – our recent Rosé Drinkers in
the US Market report identified an interesting segment of the market, who we defined as ‘Heavy Rosé
drinkers’, constituting 40% of the total wine drinking population in the US. A business that only dealt
with rose would be much better placed to become an
authority on the style, offering tastings and mixology
classes with consumers, and building brand alliances
with other companies.

% of South Korean RWDs who have drunk wine
from the following countries in the last 6 months

54%

France

53%

Chile
California
Italy
Spain

24%
22%
19%

% of Japanese RWDs who have drunk wine
from the following countries in the last 6 months

52%

Japan
Chile

44%
43%

France

33%

Italy
Spain

25%

Baileys Almande
Popular Irish cream
liqueur introduces vegan
and gluten-free offering

Source: Wine Intelligence South Korea Landscapes 2016 Report; Wine Intelligence Japan Landscapes 2016 Report
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Cross-industry consumer segmentation of wine drinkers

Get into the hearts and minds of wine drinkers with the Portraits report series:
comprehensive wine consumer segmentations, designed to enhance business
strategy development.
Portraits are developed from a programme of in-depth quantitative and
qualitative insights. In each market we have identified distinct groups of wine
drinkers based on their relationship with wine, providing wine businesses with a
reference that can be applied to individual brands, categories and companies.

In recent years, China has embraced mobile commerce with open arms; how
can the wine industry benefit?

I

Five markets are available in the Wine Intelligence Reports Shop.
www.wineintelligence.com/reports-shop

Image: © Rawpixel.com / Shutterstock.com
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China’s
mobile
revolution

Wine Intelligence Portraits

n the nearly ten years that have passed
since Steve Jobs took to the stage in
San Francisco to announce the original iPhone, China has taken advantage
of the revolutionary technology it offered
perhaps more than anywhere.
In 2007, China’s total internet penetration stood at just 16%, with a quarter of
those accessing the internet being mobile
users. Today, internet penetration has surpassed 50%, with mobile internet users
making up a whopping 90.1% of total users.
In terms of sheer numbers, this is an astonishing increase in mobile users, from 50m
to 620m over nine years, and it’s changed
not only the way people communicate, but
how they consume goods and services and
conduct business.
Until recently a largely cash-only society, today, consumers in China are just as
likely to reach for their mobile phones to
pay for their everyday goods as they are
for their wallets. According to a 2016 FT

Confidential Research survey, an incredible 98.3% of those surveyed said that they
had used mobile payment platforms such as
WeChat Payment or Alipay in the last few
months. It’s not just using a mobile platform to pay for goods in person, either,
as more and more Chinese consumers are
using their mobile devices to shop online.
The financial reports of major online retail-

lives, one would expect that Chinese drinkers’ relationship with wine is no exception.
Indeed, JD.com’s head of wine business,
Zhao Dabin, told Decanter earlier this
year that he expects to triple 2015’s already
impressive 400m yuan (US$61.5m) of
direct-to-consumer wine sales in 2016.
His goals may look optimistic, but
Zhao seems right to predict growth. Wine
Intelligence’s market
calibration data sug“Consumers in China are just as likely to
gests that the consumer
reach for their mobile phones to pay for
population of people
who drink imported
their goods as they are for their wallets.”
wine has more than
doubled in size in the
er JD.com state that 72% of its 342.1 mil- last three years, to the point where there
lion fulfilled orders in Q1 2016 were placed are now 48 million imported wine drinkers
through mobile—a year-on-year increase of
in the country. Similarly, according to data
more than 160%.
collected using Wine Intelligence’s Vinitrac
With the rapid and widespread availabil- platform, almost half of these drinkers now
ity of mobile internet having such a dramat- purchase wine online—again, almost douic impact on so many aspects of consumers’ ble the 27% of three years ago.
Q3 2016 | wineiQ | 7
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Growth of Chinese internet users since 2007
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Top wine buying channels
among Chinese urban
imported wine drinkers
Large online retailers JD.com and Tmall
have both seen significant growth

42%

Walmart

48%

36%

Carrefour

46%

35%

JD.com

28%

32%

Tmall.com

2016
2014

25%
Jiuxian.com

26%
27%

remember when I was growing up in China,
dinner parties would be separated into two
tables: one for men to ‘ganbei’ Baijiu and
play drinking games, and the other for women and children to eat. But now, drinking
habits have changed, as the rising generation
of educated urban Chinese have connected
the idea of wine as a lifestyle product which
demonstrates sophistication.”
Such rapid generational changes of mentality should also come as no surprise to anyone who is involved with China. In a country which has transformed itself beyond
recognition over the last three decades,
those who have succeeded are those who
have been able to adapt to these changing
mindsets. And with wine becoming increasingly accepted as a sophisticated lifestyle
product, combined an with online shopping
revolution making it more accessible—and
at lower prices—to more people, it might be
the case that opportunities are abound for
astute wine businesses to succeed. ■

Source: Wine Intelligence Vinitrac® China, March 2016

0%

Source: CNNIC January 2016 Statistical Report on Internet Development in China

“Consumers
will have fewer
doubts about
a product’s
authenticity if
it’s sold through
a major online
platform.”

opinions on wine, and at the same time
they are the most tech savvy generation
ever, having grown up with mobile technology. These two factors mean that imported
wine may have more opportunities in online
channels.”
The positive attitudes towards wine held
by the Chinese are evident in the results
of a survey of 1,000 Chinese urban adults
conducted by Wine Intelligence, which
shows that wine is perceived to offer qualities absent from beverages more traditional
to Chinese culture, which seem to suffer
more from negative perceptions. Baijiu, the
Chinese distilled spirit, was seen by only 17%
to be good tasting, and almost a quarter of
respondents viewed it as ‘out of date’. Just
15% associated it with good health. Grapebased wine, meanwhile, was associated with
good taste by 40% of respondents, and 51%
believed that it was good for health. 38%
saw it as ‘stylish’, compared to the equivalent
figure of 13% for baijiu.
For Zhou, this comes as no surprise. “I

“In more developed cities, it’s becoming
increasingly about convenience. People just
don’t want to carry multiple bottles of wine
home. The second main motivator is the
fact there is more information online—in
physical shops, you can only see the front
label and back label, and people don’t tend
to trust the salespeople in supermarkets or
hypermarkets, as they often know very little
about wine. And being able to read reviews
from other consumers is another benefit.”
In rural areas and less developed cities,
online sales could have even more potential.
“In these areas, which aren’t covered by the
traditional wine distribution network, online
is one of the few options that wine drinkers have to purchase wine,” explains Zhou.
“In this way, there may be more opportunities here than in the larger cities, where we
may be approaching the ceiling in terms of
online penetration for wine.”
In terms of demographics, for Zhou,
it’s clear which age group offers the most
possibility growth in online wine sales, and
indeed for wine in general: “Young people
are the most likely to get involved in wine
over time. They’re more open minded and
more likely to embrace Western elements
to their lifestyles. They have very positive

Wine Intelligence Landscape Reports
Guidebooks to key international wine markets
Wine Intelligence Landscape Reports are the essential market strategy planning tool: detailed and
up-to-date market and consumer insights for all key international wine markets, from established
powerhouses to emerging wine forces.
Over 15 different markets available in the Wine Intelligence Reports shop, found at:
www.wineintelligence.com/reports-shop
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And it’s the larger, multi-category platforms such as JD.com and Yihaodian that
are benefitting most from the increased
willingness of consumers to shop online.
Wine Intelligence Research Manager Chuan
Zhou explains: “One might expect specialist online alcoholic beverage retailers such
as Yesmywine.com or jiuxian.com to be the
more popular choice for consumers, but
the bigger platforms are doing very well.
JD.com in particular is really growing.”
Zhou says that large retailers which sell
across multiple categories such as JD.com
have gained the confidence of consumers.
“Ultimately, consumers see brands such
as JD.com as trusted retail brands. They
will trust the service they provide and also
the wines that are sold on the platform.”
Authenticity is a big issue for Chinese wine
consumers, who are wary of the prevalence
of counterfeit goods on the market, and
Zhou says that “they will have fewer doubts
about a product’s authenticity if it’s sold
through one of these platforms.” Quality
of delivery and post-sales support are also
important in a market where customer service in the Western sense is still a relatively
new concept. Here, larger retailers such as
JD.com are again perceived in higher regard
than competitors, using their own delivery
drivers and providing excellent post-sales
service in the event of breakages in delivery. “If you send a picture of a bottle that’s
arrived broken, they’ll send you another bottle or refund you—this kind of post-sales
service builds trust in consumers,” says
Zhou.
Indeed, JD.com is now the largest online
retailer amongst Chinese imported wine
drinkers, with 35% using it to buy wine,
and the third largest retailer overall. Four of
the top six retailers used by imported wine
drinkers are online-only, with consumers
seeing internet-based shopping as having
advantages in numerous areas.
But where cheaper price used to be
the only factor in purchasing wine online
over offline, nowadays it’s not always the
case in consumers’ minds. Zhou explains:
“From speaking to wine consumers in focus
groups, people don’t see the price difference between offline and online as being as
great as it was in the past, and for customers
in large cities where they can buy wine in
hypermarkets, it seems that price is no longer the only major reason for buying online.”
As well as price, in Zhou’s opinion, there
are two main motivators for people to buy
wine online: convenience and information.
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has been growing consistently and is being
built upon a very promising consumer base
of people who are interested in wine and
are keen to experiment and try new things.
And while spirits drinkers are likely to marry
for life with a favourite brand and seldom
venture to try anything new, Mexican wine
consumers show less fidelity. There is great
potential for new brands, regions and source
countries to excel in the market.
“In the last 30 years the profile of consumers has changed a lot,” explains the
importer. “When I began drinking wine,
it was basically an elitist product, linked to
Spanish families in Mexico. Nowadays we
have a consumer base from many different
economic backgrounds, who drink all countries of origin; a consumer who is interested
and open to learning and exploring possibilities, even if he or she doesn’t have much
money.”

MEXICO
MATTERS

production and a craft
spirit is pushing the
Mexican wine market
forward
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Y

ou probably don’t need to be
told that Mexico is traditionally a beer and tequila-drinking
country. It may come as more
of a surprise to learn that in the last decade Mexico has been showing increasing
promise as a market of wine consumers,
with wine growing faster than any other
type of alcoholic drink. In the last 10 years
the volume of still light wine consumed in
the country has more than doubled, and
per capita consumption has increased to 0.7
litres per annum.

Image: © Jess Kraft / Shutterstock.com

How domestic

Anyone familiar with the figures will
know that 0.7 litres is almost negligible,
especially compared to some European
countries, where consumption is at 42 litres
(France) or 44 litres (Italy). However, it would
be foolish to underestimate the potential of
a market which has been growing as consistently as Mexico. On my recent trip to the
country to conduct research for our upcoming Mexico Landscapes report, I met with
the director of a major wine importer. He
told me that while the Mexican wine market is still small in terms of consumption, it

DOMESTIC BLISS
Yet growth in the wine category in Mexico
has taken off most impressively with domestic products. I spoke to the producer of one
of the top imported wine brands in Mexico,
who described the effect of the growth of
Mexican wine on the market.
“There is a boom in Mexican production and there’s a lot of interest in domestic
wines, and that’s making wine enter more
into Mexican society,” he says. “Wine is gaining more and more relevance through this
very nationalist sentiment. And even if right
now it’s mainly Mexican wine that’s growing,
that’s going to make the category grow as
a whole, and eventually other countries and
brands will find their space and learn how to
grow in this environment.”
Mexican wine benefits from a strong
sense of patriotism; the majority of people
I spoke to said that they want to support this
budding national industry. It’s automatically
viewed as small-scale and artisanal, regardless of whether the brand in question is a
giant in a supermarket, or a relative dwarf
in an independent. Mexican wines even look
different to wine from other countries; they
stand out with quirky, ‘alternative’ and often
arty labels, which emphasise their authenticity as small-scale producers, and are often
subversive, both in political terms and in
terms of the traditions of the wine category.
In this way, the Mexican market seems
to be absorbing global wine culture and refashioning it for itself. My importer friend
told me “A few years ago, magazines talked
about varietals, food matching, designations

Mexican consumers on:
Home-grown wine:

Mixing drinks:

“Mexican wine has an incredible variety;

“I like the calimocho,

they are right up there with the best, but

which is red wine with

they need to be promoted more.”
more”

Coke. It’s great; very

Male, 48

Spanish.”
Female, 43

“I really like Mexican wine, I try to buy it
when I can, to support local production.”
Female, 24

“I like mixing it with
Sidral; just wine and
Sidral and lots of ice. So
refreshing.”

Drink choices:

Male, 48

“I’ll drink wine after work, after a hard

“I know red is to match

day it’s good to come home and have

with meat, but I drink it

a couple of glasses wine to relax. If I had

with anything. I make a

a couple of tequilas I’d be up looking for

clericó, I mix it with soft

a party.”

drinks or beer, anything!”
Male, 48

“When I began
drinking wine, it was
an elitist product.
Nowadays we have
a consumer base
from many different
backgrounds.”
-Mexican wine importer

Female, 25

of origin and their rules. Young consumers today don’t care about that – they need
unpretentious concepts, they drink wine
because they like it and it makes them feel
good. A brand needs to transmit 3 or 4 very
simple ideas, so that the consumer can feel
comfortable with what they are buying.”
On my trips to different stores in
Mexico City and Guadalajara, I was struck
by the promotion efforts taking place in
many points of sale. From a wine tasting in
a major supermarket, to banners explaining
varietal flavour profiles and food matching
suggestions in wholesalers and on-demand
sommelier help in independent specialists, it
was clear that much is being done to educate
consumers, encourage them to try new and
different wines, and facilitate choice.
CRAFT CULTURE
The Mexican wine boom comes in the context of a powerful trend towards artisanal
and craft products which has been sweeping
the world in recent years. Another example
of a drink which has benefitted from this
trend in Mexico is mezcal, a spirit similar
Q3 2016 | wineiQ | 11

to tequila and made from agave, but lacking tequila’s commercial
background.
In the last decade, mezcal has grown from being tequila’s unsophisticated little brother, to a product now being hand-crafted by
expert distillers to reflect varietal and terroir. Hundreds of new
brands have sprung up in recent years, each professing to be more
authentic, exclusive and grass-roots than the last.
This trend has hit Mexico hard and shows no signs of dissipating - in a visit to La Commercial Mexicana, Mexico’s third-largest
supermarket chain, I was struck by a sequence of displays in the
main corridor of the store. Three display stands, each carrying a perfect example of the craft trend: one contained dozens of ‘artisanal’
water brands, the next exhibited craft beers, and the last contained
wine. That wine will continue to benefit from this trend is not to be
doubted.
Unsurprisingly in a country where the vast majority of wine is
sold through a very limited number of giant supermarket chains,
and despite a desire for craft products, growth is led by the big
brands. The influx of good value, accessible brands from Chile
and Argentina, combined with a gradually growing economy, has
done much to increase wine consumption. Asked about the reasons
behind the success of Argentine brand Las Moras, a market expert
I spoke to said simply: “It’s fruity and has an uncomplicated taste
profile, it’s got a simple image, and it’s modern and aimed at younger
consumers.”

Mexican wines often stand
out with quirky, arty labels,
emphasising their authenticity
as small-scale producers.
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Craft culture is evident in the
supermarkets of Mexico, with
artisan beer, wine and even
water displayed prominently.

ANYTHING GOES
The need for an uncomplicated message, an appropriate taste profile and a stand-out factor is well illustrated through the success
Lambrusco is currently enjoying in the country. Its sweetness suits
the Mexican palate perfectly, it can be drunk cold and it’s perfect for
a young consumer who wants something informal and uncomplicated. A significant number of individual consumers said the same
thing to me – “the best wine is the one you like”. This snobberyfree attitude to wine allows for a playful approach and experimentation. Something that stood out was consumers’ enthusiasm for
wine-based cocktails, which seem to make wine more accessible to
sweeter palates, as well as making red wine more refreshing in a
warm climate. The Calimocho, a mixed drink of red wine and cola,
is a particular favourite amongst the consumers I spoke to.
Despite this ‘anything goes’ attitude, some deep-rooted perceptions prevail about wine styles. The majority of wine consumed in
Mexico is red, with white making up perhaps 10% or less of the
total consumption of the consumers I spoke to. As the importer I
spoke to observed: “The share of white is minimal, which is strange
because you’d think it would be ideal for the climate. We are still
stuck to some extent with the idea that red is more sophisticated,
that a real connoisseur only drinks red wine.”
Regardless, the dynamism of the market means that consumption of white is rising as consumers advance within the category;
the majority of the consumers I spoke to are drinking white wine
increasingly, and are open to experimenting with rosé and sparkling.
While it’s undeniable that it’s a complicated and difficult market to crack, the wine market landscape in Mexico is bright, vibrant
and set to continue to grow. Consumers will continue to seek new
brands, source countries and styles which fit in with their desires,
and matching them to their own unique Mexican lifestyles.
It’s a market to keep an eye on – so find out more in our Mexico
Landscapes report, to be published later in 2016. ■

Turning up the competitive heat

How does the wine world hang on to its new consumers?

I

n some ways it is a good problem to have. Among the burgeoning middle and upper middle classes of the emerging
economies of the world – particularly China – wine is a
fashionable drink. The act of buying and drinking wine,
especially in public, carries with it connotations of sophistication, wealth (in some cases literally, as taxes in certain countries make even ordinary wine quite expensive), worldiness
and open-mindedness. It also demonstrates probably the most
important non-verbal cultural message of young, intelligent,
and increasingly wealthy people in the developing world: I am
not like my parents.
This positioning carries with it some huge benefits. We
reported in June that the Chinese imported wine drinking population had swelled by an estimated 10 million in two years. These

new drinkers are mainly drawn from the fast-growing Tier 3 cities in the southern half of China, and are keen to get stuck in to
what they perceive as the sophisticated “western” lifestyle, which
in their eyes can range – depending on income and ambition –
from a BMW to a barbecued steak, or from a holiday in Australia
to a masters degree at the London School of Economics, by way
of a nice bottle of Bordeaux or Napa Cabernet.
It also carries some significant risks for the wine category.
Apart from the immediate competition for cash from BMWs,
holidays and masters degrees, wine also faces a more fundamental challenge: how to make itself understandable enough to
carry on inspiring consumers after that first encounter. Funnily
enough, this is the same problem that the industry has in more
mature markets, where the interface between consumers and
Q3 2016 | wineiQ | 13

wine has often been clouded by perceived
Future wine drinkers
confusion and social inadequacy, to the
point where large chunks of a given marWhich country has
ket are so uninspired by the idea of engagthe most wine drinkers USA
ing with wine that they switch off and buy
today, and in 2025?
purely on price.
China
So the game is afoot: a once-in-a-generation chance to engage with a large new set
of consumers coming into the category, and
Which country has
the danger that – with temptations of craft
the most wine drinkers
beer, cocktails and other lifestyle drinks all
aged under 35?
around – the wine industry will fluff its
lines.
This notion of consumer engagement,
and how to achieve it, was a recurring theme
of the recent International Cool Climate
Wine Symposium, held in Brighton, UK. consumers don’t seem to mind too much,
Wine Intelligence was asked to give a pres- and have found some useful short-cuts.
entation on emerging markets and new con- Hence the easy heuristics of “NZ Sauv
sumers. We chose to focus on what we saw Blanc”, “Prosecco”, and “Rioja” tend to
as the two key “emerging” markets for wine: rise to the top of our recall data, and tend
the fairly obvious one, China, and a slightly to be disproportionately successful in the
more counter-intuitive example, Americans market. I too am guilty of this, as I enjoy
under the age of 35.
my pleasant Provencal rose on the weekend,
One of the core questions in the ses- but know that I won’t recall the producer’s
sion was how these new consumers would name when I next go to the shop (I have
react to a category which is now developing taken a picture on my phone, but don’t guarfurther layers of complexity: a more diverse antee I’ll remember it’s there at the crucial
base of grape varieties, and more perti- moment).
nently a much broader set of origins from
which wine can come.
At a time when the
“The question that remains at the heart
industry needs to get
of our industry is how we package a
its message across in a
simple, understandable
naturally complex category to consumers
way, should we be celin countries with such diverse cultures as
ebrating the idea of yet
more complexity in a
China, India and the US.”
complex category?
CONFUSION IN THE AIR
Some would argue wine is a category that
is probably a bit too “interesting” already:
there is so much to know, so many regions,
varietals and styles, which have to compete
for a relatively small amount of consumer
mind space. On the second day of the conference, industry veteran (and former Wine
Intelligence chairman) Mike Paul warned:
“With a lot of these regions we are just
adding confusion in the consumer’s mind.
There is an astonishing level of confusion.”
Mike has a point. Outside the bubble
of inside knowledge, the broader consumer
world has remarkably little retained knowledge about the product they enjoy on a regular basis. Who can blame them? Wherever
they look, there is a thicket of fact and detail
which they struggle to retain. Fortunately
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HOW DO WE PACKAGE FOR
DIVERSE MARKETS?
The question that remains at the heart of our
industry, and remains largely unanswered, is
how we effectively package a naturally complex category to make it understandable and
exciting, to consumers in countries with
such diverse cultures as China, India and the
US, where much of the growth in consumer
numbers is going to come from this century.
Over the past two years we have seen
10 million Chinese become part of the
wine world, by trying imported wines for
the first time, and – crucially – coming back
for a second bottle within 6 months, which
serves as our definition for being part of the
imported wine drinking population in that
country. The majority of these new drinkers come from outside the coastal “Tier

Today

93m
110m

2025

48m
154m

57%

29%

Source: Wine Intelligence, Vinitrac ® China & USA, Oct 2015

1” cities, where wine drinking took off a
few years ago. Instead they are from the
new mega-cities of the south west, such as
Chengdu, and many of the smaller cities of
around 0.5-1 million inhabitants that remain
largely unknown outside China.
COOL CLIMATE WINES: THE FUTURE?
In the extensive and stimulating panel session that arose during the New Markets
and Emerging Consumers section, panellists Steve Charters MW of Burgundy
Business School, and Prof Damien Wilson
of Sonoma State University, both expressed
understandable scepticism about the prospects of lesser known wine regions to
trump the Bordeaux and Burgundies of
this world in terms of consumer recognition and connection in places like China and
other emerging wine-drinking nations. The
comment from the audience also suggested
that cool climate regions whose production
levels are small, and costs are high, are going
to struggle to find prominence in emerging
markets.
Indeed, they may struggle to find prominence in existing markets, per the Mike Paul
dictum. The reality of the wine category
is that prosperous niches can be located
and exploited by well-organised, properlyfunded and collectively responsible regions,
whose producers work together patiently to
build equity. As the previous sentence suggests, a lot of conditions have to be satisfied before the climate is right for success,
and these have proved to be a tough standard that many regions have failed to meet.
The newer cool climate regions now making
their way in the world do not have a divine
right to succeed, and must observe the lessons of success – and failure – in the industry before they can build a substantial audience for their product. ■

GERARD BASSET OBE

Master of Wine, Master Sommelier, MBA (Wine), World Champion Sommelier,
the list of achievements is inspiring. We spoke with Gerard Basset to
understand sommellerie, upcoming trends and what it takes to win in wine
What is one change that you’ve seen in the
role of the sommelier since you started?

One noticeable thing is that when I started,
the role was very much confined to French
restaurants; traditional Michelin-starred
places. Today, you can find sommeliers in a
wide variety of places. Top sommeliers are
working more and more in world cuisine, for
example in China Tang in the Dorchester,
and while not every average restaurant has a
sommelier, it’s not unusual to find one.
Do you think that sommeliers from emerging markets have a different perspective on
wine and wine service?

Yes. The classic French or Italian sommeliers
think very much in terms of regional food
and regional wine, but in Shanghai or Hong
Kong, you will automatically have a different
perspective than simply pairing local food
and local wine, and sommeliers will think
differently. We’re seeing some great sommeliers now from South America, Japan, and
the Nordic countries, for example, and they
have to have a different approach from the
French and Italian sommeliers who originally dominated the profession.
Which wine producing regions or wine styles
do you think will grow in prominence over
the next 10 years and beyond?

I would say England, which is arguably a little like New Zealand was 30 years ago, and is
very much emerging. Of course, there isn’t
the space to produce huge quantities, but I
think it’s going to grow. And some Eastern
European countries are showing promise as
well. We’ve seen a few Croatian wines on the
international scene, for example, and I think
they could make a breakthrough if someone
can come up with a good marketing campaign. And with China: it’s such a big country and who knows whether Chinese wine
can make an impact internationally.
How do you see the role of sommelier evolving in the next few years?

I would say that we will have to adapt to
new customers, who are very different to 20

years ago. Customers today are very knowledgeable, and if they don’t know much
about a topic, they can easily do a little bit of
research. For example, if someone decides
to go to a top restaurant tonight, they can
see the wine list for the restaurant online
and do a bit of research. So the sommelier
has different challenges. Social media will
become even more important, as things can
be shared instantly on Facebook, Twitter or
Instagram, and this will happen more and
more. Sommeliers will have to adapt to that.
And of course, there will always be something new. Who knows what machine or
gadget will arrive on the scene and change
the game?
Are you seeing any trends or movements
towards particular wine styles?

I think the last 5 years have been very interesting because we’ve seen all sorts of movements. Natural wines, fewer sulphites, cloudy
wines, orange wine. Lower alcohol wines are
also becoming more prominent; these are
often difficult, because with global warming
and with better understanding of viticulture we’re producing riper grapes, making it
more difficult to make lower alcohol wine.

Moving on to your career, you participated
in the Best Sommelier in the World contest six
times. What inspired you to keep competing
until you won in 2010?

I was very determined because I had been
so close several times. I came second on my
second attempt and then I won the continental competition for Europe, so I knew
that I wasn’t miles away and that I was capable of winning it. So I decided that I wanted
to win it because I wanted to be top of the
tree in my profession. I knew I had a chance,
so why not? And it’s something I love—I
enjoyed the challenge.
Finally, if you could only have one white and
one red wine for the rest of your life, what
would you have?

That’s a difficult question! I would be the
most unhappy person in the world with only
one white and one red. But if I have to give
an answer, I would probably choose Chablis,
just because I love Chablis. For red, I would
try to find one which is easy to drink with
a good perfume, so Pinot Noir from New
Zealand. ■
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Esporão CEO João Roquette hopes to
see the company’s vineyards become
completely organic by 2020

Image: © Paulo Resende / Shutterstock.com

Roquette powered activism
The leader of
Portuguese producer
Esporão reflects on his
company’s foray into
environmental politics
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J

oão Roquette has not been sleeping much recently. The CEO of
Esporão, a leading Portuguese wine
producer based in the Alentejo, has
been adapting to a new role since his
wife gave birth to his twin sons two months
ago.
“It’s amazing, but lots of work. . . .we
were both up most of last night,” he says. “I
think it will be worth it!”
In business as in life, Roquette has chosen the more challenging path. He spent
his 20s in the music business, living parallel lives as performer, producer and record

label owner. In meetings he is a bundle of
energy, alternating between active listening,
lyrical speaking and occasional blunt, tough
questions.
He joined the family wine business as
CEO in 2006, with a typically aggressive
agenda: to take a successful but mid-sized
company and turn it into a leading player in
the Portuguese wine world. Ten years on,
the company is thriving amid difficult trading conditions in Portugal and key export
markets such as Brazil and Angola. America
has proven to be a big growth market, and
trading is also strong in northern Europe.

Today the company is in the middle of
the latest transformation: to make all its
vineyards organic by 2020. The initiative is
part of a wide-ranging strategic plan which
was written in 2011 with the support of
Wine Intelligence, and the two companies
have worked together on a number of projects since.
“In our strategy plan we had 3 pillars
to move forward: sustainability – our commitment to making wine in harmony with
the environment, proximity to market, and
innovation. We then added a fourth: leveraging international distribution expertise to
build partnerships.
“What we discovered is that taking a
stance on the environment, and making our
own commitment to sustainability very public, was a very efficient way to communicate
our values. I believe strongly that companies
are made to serve society, not the other way
round.”
The most recent manifestation of this
commitment is Esporão’s commitment to
the #savetua campaign, which is trying to
focus world attention on the flooding of
the Tua River valley in the upper reaches of
Portugal’s Douro Valley, a UNESCO World
Heritage site, to create a hydro-electric dam.
As part of the commitment Esporão
funded a series of short films by the
acclaimed documentary maker Jorge
Pelicano, entitled “The Last Days of Tua”.
Each film is a self-contained vignette showcasing one of the residents of the valley,
and how their world will be destroyed when
the dam completes this summer. The films
are deliberately low-key, personal stories,
but finish provocatively with a message

is likely to make the Portuguese government think twice about embarking on more
infrastructure projects that cause significant
environmental damage. For Esporão, it has
boosted their image in key export markets
such as America, and also reinforced the
company’s push to become 100% organic
within 5 years.
“I hope organic will matter to consumers in the next years because we are putting
directed mainly at the Portuguese govern- our money on it. We are doing it primarment, which has pushed these schemes over ily for quality reasons. We want to keep
the opposition of environmentalists and improving the quality of our wines, underenergy experts.
standing our soils much better and aligning
“Taking a more political standpoint is them better with our wines. We believe the
an interesting test for us,” reflects Roquette. market is only going one way: organic farm“Some people will like it, others won’t, but ing is going to be the standard in the next
we prefer to be on the side of the people decade or two.”
who prefer the river to the dam. We are
The single-minded pursuit of the vision
doing this for the people of the valley, but of sustainability and international growth
we are also doing this as a producer in this set out in the 2011 strategy project has not
region, and we have an opinion, that we pre- been without its costs, and Roquette admits
fer a river to a dam, and that we have the they could have made more money, and
right to express these beliefs.”
invested less, and he and the management
Taking the stance has not been cheap – team at Esporão might not have had to
the films alone cost a six figure euro budget work so hard.
– but the investment in a high quality video
“As part of our strategy work with Wine
execution appears to have paid off: the films Intelligence we came to the belief that we
were among the most viewed on Youtube in could be an organic producer and be a sucMarch and April this year.
cessful business. Most people looked at us
“After the films came out, we had front and said: you don’t need to do anything,
page stories in the four main Portuguese your sales are growing. Part of this success
comes from the company culture which we
“We are on a journey. The car is moving, and we
have worked hard from
are changing the motor while we are driving. It’s
2007 to make part of
the company. It’s about
not impossible, but it’s an interesting challenge”
the way we do things,
and the place we feel
newspapers, and half a million views of the our company should have in the world.
films. Patagonia [the US clothing brand] also
“We are on a journey. We have a value
used the movies in their social media and proposition and good portfolio managein their newsletter. We have had more than ment. We are halfway between a standard
25,000 letters sent to UNESCO to protest producer and an organic producer. We are
about this.” The films were also nominated rebalancing the weight of some of our marfor awards, including The Drinks Business kets. The car is moving, and we are changSocial Media Campaign of the year.
ing the motor while we are driving. It’s not
The net effect of the campaign may not impossible, but it is an interesting chalprevent the completion of the dam, but it lenge.” ■
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Location,
Location,
Location.

Using location-based
analytics to find opportunities
for independent wine
retailers

T

“

here are three things that matter most in
property: location, location, location.”
This phrase, popularized by Lord Harold
Samuel, a British real-estate tycoon in the
early twentieth century, has been used time and time
again to emphasise the importance of property location and location-based consumer data to the retail sector. Two of the most respected retail leaders of the last
20 years, Sir Terry Leahy, Tesco CEO during the glory
years of the late 1990s, and Jeff Bezos, founder and
CEO of Amazon, have hailed the influence of locationbased data analytics to the success of their respective
and online businesses. Large or small, physical or online,
location-based analytics can provide a real competitive
edge for property investors or marketers.
During the Leahy era at Tesco, location-based analytics were primarily property-focused, with the data
employed to identify profitable sites for new shops
through the application of census-reporting tools. These
tools were expensive to create, with the raw census statistics and supporting software costs running into multiple six-figure sums. As a consequence, location-based
datasets were used exclusively by the larger corporations
competing to find the most suitable sites in the retail
“race for space”. Fast forward 15 years and the same
data is available for the total sum of zero, zilch, nothing.
Government agencies, such as the Office of National
Statistics (ONS), now release information on population
demographics, migration, household expenditure patterns, property prices and digital mapping free of charge
to the public. Location data specialists such as GeoLytix
and ESRI are following their lead and creating informative apps and data-packs, published on their website, for
smaller retailers and academic agencies to use at zero
cost to make better informed investment decisions.
Powerful analytical tools to aid investment decisionmaking can no longer be considered toys for the rich
with smaller retailers and market research agencies now
able to benefit from the insight at low or no cost.
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Wine Intelligence have decided to explore the use of
“open” location-based data to answer a question posed
in 2015. The UK independent retail market has been
growing rapidly since 2007, with the number of independent wine merchants growing by 50% in less than
10 years, arguably a result of filling the void made by the
demise of high-street chains such as Threshers, Bottoms
Up and Victoria Wine. In addition, today’s independent
wine merchants have diversified their formats, either
through demand or by necessity, to embrace wholesaling, online, food and wine events and wine education.
Wine tasting on-site, through Enomatic machines or bythe-glass, has enabled some merchants to thrive in a sector under pressure from supermarket price wars and the
emergence of the discount supermarkets. With around
15 new independent wine merchants opening each year
since 2011, and 17% of existing merchants investigating the option of opening more branches, the question
posed was: how many more UK markets can support an
additional independent wine merchant, and where are
the best locations to establish a shop? Wine Intelligence
have set out to answer both of these questions using
open location-based data combined with our own consumer data from the Vinitrac platform, and data collected from the UK independent market.
THE DEMAND FOR WINE
To successfully answer these questions, we first need to
determine the scale of “demand” for still, fortified and
sparkling wine within the UK at town or suburb level.
This information provides a critical measure to analyse
and prioritise individual UK locations for the introduction of a new wine shop. With the Wine Intelligence
2015 Independent Wine Retailer Report indicating that
in excess of 80% of off-trade wine expenditure is captured by the UK supermarkets, an estimation of available expenditure helps us to understand whether local
markets could support a new or additional wine shop
entry. Wine expenditure estimates can be created by

blending data and analysis from the annual ONS Living
Costs & Food Survey (LCFS), a granular household
expenditure survey based upon 6,000 households which
records household all expenditure, be it pasta, petrol or
lottery tickets, with variables from the UK Census to
create wine expenditure levels at local level geographies.
Spending patterns by gender, age, life-stage and affluence are cross-tabulated with census-based variables on
population, household volumes and ethnicity (to name a
few), to estimate the level of off-trade wine expenditure
per week for 232,000 UK locations (each representing
roughly 100 – 150 households). Once combined, we
can, for example, identify that the good residents of
the Clapham spend nearly £53,000 per week on wine
purchased from off-trade premises, but this pales in
comparison to the neighbouring suburb of Balham,
which spends a whopping 40% more on off-trade wine.
Hurrah, we shout, let’s all open a wine shop in Balham…
but if only it were that simple.
ASSESSING THE COMPETITION
With great power comes great responsibility (Uncle
Ben, Spiderman, 2002) and similarly in retail circles,
with high levels of demand, there generally comes high
levels of competition. As previously mentioned, the
volume of independent wine stores within the UK has
significantly increased in the last ten years, coupled with
an insatiable appetite during the same time period for
branded grocery convenience stores and, recently, the
introduction of deep discounters. Since 1996, reports
have emerged of the UK grocery market being at “saturation point” but 20 years on, Aldi and Lidl still have
aggressive growth strategies, planning to roll-out 80 and
50 new stores respectively within 2016. Therefore, do
retail markets become saturated or does the market just
diversify to suit changing consumer needs? Whatever
the answer, as a consequence, there are large numbers
of established retailers selling wine in most UK towns
and suburbs. To be more precise, there are around

“Since 1996,
reports have
emerged of
the UK grocery
market being
at “saturation
point” but
20 years on,
Aldi and Lidl
still have
aggressive
growth
strategies”

12,400 supermarkets, 1,000 branded specialists and over
780 independent wine merchants in the UK. Therefore,
identifying an area of high wine demand should not be
used in isolation to determine whether a new shop could
be established. With two branded wine specialists, two
established independent wine merchants and 3 small
branded supermarkets present within Balham, perhaps
the market doesn’t look so attractive now?
DELVING DEEPER
So now we know the level of demand and supply, would
you invest in a wine store in Balham or not? Unsure? So
are we, which is why we intend to delve deeper into the
success of today’s wine merchants. Further questions
still need to be answered such as: what is the minimum
level of wine expenditure required to support an independent merchant? How many people per wine shop
are required to achieve a level of sales of £380k per
annum? Which consumer groups have a higher propensity to purchase wine from independent merchants?
How much disposable income do these consumers
have, how old are they, what occupations do they hold
and, critically, do these “types” of consumers live or
work in Balham?
Using a blend of open location-based data, consumer information from the Vinitrac database, and partnering with Graham Holter of the Independent Wine
Merchant Magazine, the busy bees at Wine Intelligence
are currently crunching the numbers to answer the
above questions, not just for Balham but all 19,000 villages, towns and suburbs within the UK. Later in the
year, and as part of our report on the UK Independent
Retail Market, we will release the results of this analysis
and include a prioritised list of UK locations which, in
our view, could support an independent wine merchant.
Until then, please free to contact us if you’re interested in the above report or require some bespoke analysis performed on the UK retail sector. ■

Q3 2016 | wineiQ | 19

Will they come

3. Focus on
one key thing

when you call
for them?

to make your communications more persuasive

A

t
the
Wine
Intelligence Leading
Thinkers Summit,
held in March,
guests were lucky enough to
have West Wing Writers partner
and former speechwriter for Bill
Clinton, Jeff Shesol, draw upon
his considerable experience in
the world of political and corporate communication to share
insights that you might not find
in the typical guidebooks. Here
are some of the key takeaways:
Jeff Shesol: former
speechwriter to President
Clinton and co-founder of
West Wing Writers

1. Work
backwards
Shesol says that it’s easy for an
in-demand leader to make the
mistake of accepting an invitation to speak first, and only
asking questions later. Even
President Clinton—a very
accomplished speaker—would
sometimes fall in to this trap,
frequently turning to his team
on the way to an event and asking “Why am I doing this?”
Rather than starting with
the acceptance and then figuring out what you’re going to
say, Shesol says the key is to
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work backwards from the goal.
“Every piece of communication
– whether it’s written or oral –
has a purpose, and you need to
be the one who knows what it
is.”
And whilst getting quoted
in the newspaper or receiving a
standing ovation are nice things,
neither of them are the point
of a speech. A speechwriter for
President Kennedy once said
that the purpose of political
communication was to “move
people to action or alliance”.
According to Shesol, this
can be extended to corporate
communication: “The purpose
is to achieve something and
move closer to a goal. Whether
it is to vote for you, to invest in
your company, or to buy your
bottle of wine, you’re aiming
to get someone to do or think
something differently.”

“The purpose
is to achieve
something and
move closer to a
goal”
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Speechwriter Jeff Shesol shares his learnings on how

Shesol says that to some extent
we can all be guilty of saying too
much. Showing discipline and
restraint in communication is
important; after all, you are trying to persuade, not overwhelm.
“Rahm Emanuel, a White
House advisor during the
Clinton era and current Mayor
of Chicago, was known for his
iron message discipline,” he
recalls.
“When I met with Rahm to
talk about what the President
would say, he would pound his
fist on the table and say: ‘This
speech is about one thing. One

2. Organise
your argument
President Clinton was known
for his ability to ad-lib and make
speeches his own, so why the
need for speechwriters, or even
a speech?
Shesol says that organisation and structure would always
be his first answer. “We wanted
to build a clear argument that
marched relentlessly towards is
purpose; to move towards the
end with a forward momentum
so that the argument achieves a
logic that is hard to resist.”
Shesol
cites
Monroe’s
Motivational Sequence as a
tool to structure arguments
that many swear by. Using the
sequence, a speech should: first
get attention; second, present
your problem; third, present
your solution; fourth, describe
your vision of the future if your
solution gets implemented; and
finally, get a call to action, or ask
a question of the audience.
He adds: “There’s an inherent logic to this. It’s a path to
persuasion that probably goes
back to the Greeks, or even further back.”

thing.’ And he would tell me
what that thing was, and then
leave—that was it.”
Emanuel wasn’t bothered
about what the team of speechwriters had to say as long as
it served that one thing. For
Shesol, this single-minded focus
is key if your audience is to walk
away thinking or doing something differently, whether it’s an
action, a purchase or a belief.

4. Tell a story
Monroe doesn’t tell you to
tell a story in his Motivational
Sequence, says Shesol, but that’s
essentially what your argument
is. Where we are, how we got
here and where we’re going.

When the top brass in the
beer industry began to get
worried about competition in
the sector – around 10 years
ago – the then president of
Budweiser owners Anheuser
Busch, August Busch IV, hired
Shesol to aid with his company’s
communications.
Busch wanted to address the
anxiety with his sales and marketing team, so he told a story
from the company’s past.
He said: “Our company success has to do with our innovative spirit – our ability to adapt.
From pasteurising our beer, to
refrigerating rail cars so that
our beers could reach the growing expanse of our customer
base, to Prohibition, and the
emergence in response of a

“Deploy smaller stories
to drive the larger
story that you’re
communicating”
multi-brand portfolio, change
has always been a part of what
this great company is about.”
Shesol explains: “In that
short paragraph, he marches
you through key points in the
company’s history to show that
there has always been an innovative spirit, and that they were
capable of responding to challenges in creative ways.”
“By deploying smaller stories in such a way, you drive the
larger story that you’re communicating.” ■

LEADING THE WAY
Snapshots from the inaugural Leading Thinkers Summit

O

ver 35 invitees from the wine industry and beyond
attended the first ever Leading Thinkers summit organised
by Wine Intelligence in London on 10th and 11th March this
year. The event was themed around the topics of Connection,
Persuasion and Legacy, with Wine Riot co-founder Tyler Balliet,
Brown-Forman chairman Garvin Brown, author Michael Mainelli
and The Preston Associates chairman David Scotland speaking
at the event alongside Jeff Shesol. As well as participating in
discussions around important leadership issues of today, guests
experienced a mini-Wine Riot, the latest wine concept for
Millennials to sweep the USA.
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Behind the scenes
Wine Intelligence Project Manager Luis Osório talks shop
What was your background before joining
Wine Intelligence?

My first job was an internship at a Portuguese
wine producer from the Alentejo region near
Lisbon. I then worked for a small consulting company that launched retail concepts
and franchises – one of the retail chains we
created was a wine bar chain, but the recession in Portugal just didn’t let it happen.
Afterwards I started working for Baker Tilly,
a management consulting firm. I started
working for Wine Intelligence almost two
years ago. I love wine, my family are producers and I grew up in a wine environment.
So consulting plus wine just sounded like a
perfect match!
What do you enjoy most about your role?

I really like to understand what a client
needs and to come up with a creative solution from a cost and methodology point of
view, creating value for everyone. Building
the final deliverables and knowing the report
not only looks good, but that it also has an
impact and the client is happy with it, brings
me satisfaction.
You also work on our industry reports and
specifically, the Compass report – what
exactly is the Compass report?

Compass is the name we give to our market
attractiveness model. We use a group of secondary sources to create a tool that measures the attractiveness of 50 markets from
a wine industry point of view. We analyse
around 25 different measures for each market and then build a matrix with a ‘y’ axis for
wine attractiveness and an ‘x’ axis for economic attractiveness.
Obviously there’s a correlation between
the two, but what we have found is that
there’s some dispersion between countries
meaning they can sit in several groups. For
instance, African and southeast Asian countries are strong economically due to great
growth, but still very small in volume. With
this tool we are able to analyse and compare
these 50 markets in order for clients to better understand questions such as: Where do
we want to export to, and why?
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Are there any markets that you think will
have experienced drastic changes in the
last year?

I imagine the group of markets highly
dependent on oil such as Angola and
Nigeria, and those facing political instability such as Russia, Ukraine and Brazil will
be significantly less attractive this year.
Angola is a case study: one of the most
exciting African markets last year, it has just
entered into a deep recession. Some secondary sources have confirmed to me that wine
consumption may drop around 80%. This is
a dramatic change for many, especially my
fellow countrymen in Portugal. Portugal
has a total market share of around 95% for
bottled still light wine in Angola, with many
small and medium sized producers being
exposed to this crisis.
There will also be some positives I am
sure, especially in Europe, the US and Asia the Chinese wine market is already showing
good signs of recovery.
You’ve recently been to Africa to do fieldwork. What were the challenges working
there?

Yes I’ve recently been to Angola, Ghana,
Nigeria and Mozambique. The main challenge in these countries is how to collect
data. We normally collect data via online
surveys or trade interviews with professionals. However there’s no such thing as

efficient online platforms in those countries, and no reliability on sampling whatsoever. We’ve had to create a methodology
to understand how to get the same results.
Store visits, trade interviews, understanding
the culture and secondary research all play
their part.
I visit chains, independent retailers, and
wine and spirit shops, and anywhere that
sells wine. In some markets, the majority is
sold through informal channels, and there
I try to ask as many questions as possible:
Who do you buy the wine from? Is it a major
distributor or is it fragmented? You need to
be critical and start designing the distribution in your head, but it can be very complex.
Most importantly, we conduct trade
interviews with people with market knowledge. It’s essential to get people from different areas within the wine value chain. The
tricky part is to get contacts, I typically use
our contact database, LinkedIn and the help
of local research companies in each market.
What are the wine markets like in these
countries?

It depends on the market. The countries are
so different and have so many different factors that impact on the wine industry. The
ex-colonial influence is the most important factor. If the country was colonised by
France or Portugal you typically have people
who are more used to wine, because that’s
what French and Portuguese people drink in
their countries. But if it’s an ex-British or
Dutch colony, then spirits or beer will probably have a bigger importance.
Finally—what’s your favourite wine?

That’s quite easy for me - Quinta de Foz de
Arouce. It’s my grandfather’s wine from a
very small place in the centre of Portugal.
But it’s an amazing wine and was recently
rated number nine in the top 100 wines in
the world by Wine Enthusiast. It’s a very
small production, made using traditional methods in a Quinta in the middle of
nowhere. I would recognise that wine even
with my eyes closed - it’s the wine I grew up
with. ■
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Globally connected.
We believe that the only way to really understand what
drives us as consumers is to watch, listen and learn.
That’s where you’ll find us.
We’ll be following home lives by rummaging through
kitchen cupboards (with their owners’ permission) in
suburban Sydney, surveying 5,000 in Germany, France
and Denmark, or recording depth interviews with
women in Chengdu, China.
Camera, recorder, questionnaire and discussion guide in
hand, you’ll find us just about anywhere.

Contact your regional
Wine Intelligence office:

LONDON - HEAD OFFICE
E chris@wineintelligence.com • T +44 (0)20 7378 1277
www.wineintelligence.com

AUSTRALIA - Liz
E liz@wineintelligence.com

SOUTH AFRICA - Dimitri
E dcoutras@iafrica.com

FRANCE - Jean-Philippe
E jean-philippe@wineintelligence.com

GERMANY - Wilhelm
E wilhelm@wineintelligence.com

USA - Erica
E erica@wineintelligence.com

ITALY - Pierpaolo
E pierpaolo@wineintelligence.com

