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Editorial
World consumption of wine increased slightly in 2011 thanks to added consumers 
in the United States and China. Read more on 5.

Who is the, Global, Socially Conscious Consumer? Read more on page 8.

Do people actually buy wine on Facebook? Read more on page 10.

Alphabetical launches world’s first colour-blind wine label. Read more on page 11.

Researchers demonstrate that fruit and wine quality are not affected by grafting. 
Read more on page 15.
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Markets/Regions
Economic environment

Global wine shortage forecast

A Californian wine shortage is creating 
increasing concern over a tightening of 
global wine supply.

Reports from the Central Coast Insights 
Conference that the California wine industry 
is	entering	an	extended	period	of	structural	
supply shortage will add to the concerns 
being voiced globally that the era of global 
glut may soon be ending.

Matt	Turrentine,	of	Turrentine	Wine	
Brokerage,	pointed	to	a	disparity	of	47	
million cases between wines shipped from 
California and the 210m case yield of the 

2011 vintage, arguing that vineyard 
plantings have not been keeping pace with 
growing demand, resulting in a doubling of 
bulk prices in the past 12 months.

Against a backdrop of global recession, 
which has seen the depletion of inventory 
by producers rather than an upping of 
production, this effect is being compounded 
in many major production regions by a 
combination of smaller vintages and, in 
certain key markets, continued growth in 
consumption.
www.wine.co.za/news/news.aspx?NEWSID=20020 
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According	to	the	International	Organisation	of	Vine	and	Wine,	
world consumption of wine increased slightly in 2011 thanks to 
added consumers in the United States and China.

The	organisation,	an	intergovernmental	industry	group,	said	242	
million	hectolitres	(mhl)	of	wine	were	drunk	last	year,	up	0.7	per	
cent from 2010.

In Europe, consumption fell by 500,000 hectolitres with a slight 
increase in France, but a contraction in Italy.

German consumption grew while wine drinking fell in Spain, 
Britain	and	Portugal.

The	United	States,	the	world’s	second	biggest	wine	consumer	by	
volume, saw wine consumption rise 900,000 hectolitres to 28.5 
mhl,	while	China	wine	drinking	shot	up	by	1.5	mhl	to	17	mhl.

In 2011, France retook its position as the world’s top wine 
producer	with	an	output	of	49.6	mhl,	dethroning	Italy.

US	production	fell	10.3	per	cent	from	the	previous	year	to	18.7	
mhl.
www.cnwinenews.com/html/201203/23/20120323150757130604.htm 

World wine consumption increases in 2011
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According to wine industry consultant Jon 
Fredrikson	of	Gomberg,	Fredrikson	&	
Associates in Woodside, the total wine sales 
in the U.S. from California, other states and 
foreign	countries	climbed	to	a	record	of	347	
million	cases,	a	5.3	percent	jump	from	2010,	
with	an	estimated	retail	value	of	$32.5	billion.	

Of	the	total,	California’s	211.9	million	cases	
held	a	61	percent	share	of	the	U.S.	market.	
This	is	the	18th	consecutive	year	of	volume	
growth in the U.S. Shipments of sparkling 
wine and Champagne were the highest in 
the	past	25	years,	reaching	17.2	million	
cases,	up	13	percent	over	the	previous	year.

U.S.	wine	exports	–	90	percent	from	
California	–	reached	a	record	of	$1.39	
billion in winery revenues in 2011, an 
increase	of	21.7	percent	compared	to	
2010.	Volume	shipments	were	up	5.8	
percent	to	455.7	million	liters	or	50.6	million	
nine-liter	cases.	Thirty-four	percent	of	U.S.	
wine	exports	by	value	were	shipped	to	the	
27-member	countries	of	the	European	
Union,	accounting	for	$478	million	of	the	
revenues, up 10 percent from 2010.

Other	top	markets	were:
-	 Canada,	$379	million,	up	23	percent;
-	 Hong	Kong,	$163	million,	up	39	percent;
-	 Japan,	$105	million,	up	39	percentz;
-	 China,	$62	million,	up	42	percent.
winenewsreport.com/news/124-news/2450-us-worlds-larg-
est-wine-market-again

According to figures released at the first 
China Worldwide Wine Summit Forum, 
China	imported	a	record	1.27	billion	
U.S. dollars of bottled wine in 2011, up 
94 percent year-on-year.

Meanwhile the value of imported loose-
packed wine was down 20 percent.

Lin	Feng,	vice	president	of	H	&	J	
Consulting Company said that, sale of 
imported bottled wine doubled that of 
loose-packed wine in two years, 
indicating that the imported wine 
market is evolving from low-end to high-
end. 

According to statistics provided by the 
China	Culture	Association	of	Poetry	and	
Wine	(CCAPW),	also	the	sponsor	of	the	
forum, the total volume of imported 
wine	increased	76.5	percent	and	80.9	
percent in 2010 and 2011 respectively. 

The	CCAPW	said	that	sales	of	China	
produced wine had grown an 
annualized	18	percent	from	2006	to	
2010 and the revenue of domestic wine 
industry	reached	34.2	billion	yuan	in	
2011,	up	36.3	percent	year-on-year.	
english.cri.cn/6826/2012/03/28/2021s689633.htm

U.S. world’s largest 
wine market again

Imported Wine Market 
Grows Rapidly in China
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Brazil	proposes	protectionist	measures

Brazil	is	considering	raising	the	tariff	on	wine	imports	to	protect	its	domestic	wine	industry.

Proposals	were	announced	in	mid-March	to	hinder	the	expansion	of	imported	wine	into	the	
fast-growing	economy	using	measures	such	as	increasing	tariffs	from	27%	to	55%	and	
introducing country by county quotas. 
Other	measures	suggested	included	imposing	a	minimum	price,	and	making	Portuguese	
front labels compulsory as well as banning terms such as organic and biodynamic.

Paul	Medder,	who	is	based	in	Rio	de	Janeiro	and	works	for	Wine	Intelligence,	explained	that	
a circular had been issued claiming that that imported wines “are causing serious damage to 
the national wine industry” based on analyses of sales and production data covering the 
period	January	2006	to	December	2010.

Medder	notes,	“For	the	future	development	of	the	Brazilian	wine	market,	one	can	only	hope	
that	sufficient	pressure	is	applied	on	the	government,	both	from	within	Brazil	and	from	
concerned producers and wine lovers abroad, to head off such short-sighted protectionist 
measures.”
winenewsreport.com/news/124-news/2448-brazil-proposes-protectionist-measures
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Around the world, companies have invested 
time, talent and treasure in social and 
environmental efforts for a range of 
complementary reasons. For many 
companies,	cause	marketing	–	the	use	of	
social and environmental efforts to build a 
brand	and	increase	profits	–	has	been	a	
secondary if not primary motivation.

Cause marketing won’t work with all 
customer segments, but research suggests 
that there is a segment of socially conscious 
consumers that cause marketers should 
pay	attention	to.	But	who	are	these	socially	
conscious consumers? What causes are 
most important to them? What’s the best 
way to reach them?

In the study, respondents were asked if they 
prefer to buy products and services from 
companies that implement programs that 
give back to society. Anticipating a positive 
response bias, respondents were also 
asked whether they would be willing to pay 
extra	for	those	services.	For	the	purposes	of	
this study, Nielsen defines the “socially 
conscious consumer” as those who say 
they	would	be	willing	to	pay	the	extra.

Two	thirds	(66%)	of	consumers	around	the	
world say they prefer to buy products and 
services from companies that have 
implemented programs to give back to 
society.	That	preference	extends	to	other	
matters, too: they prefer to work for these 

The	Global,	Socially	Conscious	Consumer

WHO IS THE
GLOBAL, SOCIALLY-CONSCIOUS

CONSUMER?

YOUNGER
63% 66%

under the age of 40 think companies
should support
the environment

GREEN

$
Willing to
pay more for
socially-responsible
products/services
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companies	(62%),	and	invest	in	these	
companies	(59%).	A	smaller	share,	but	still	
nearly	half	(46%)	say	they	are	willing	to	pay	
extra	for	products	and	services	from	these	
companies.	These	are	the	“socially	
conscious consumers,” as defined by and 
focused upon in this report.

There	are	innumerable	worthy	causes	for	
brands to support, but effective cause 
marketing requires strategic prioritization.  
To	maximize	ROI	on	cause	marketing	
efforts, companies need to identify the most 
relevant	causes	to	their	business.	One	
component	is	the	expectation	consumers	
have of specific brands, but a more 
fundamental question is ‘which causes are 

most important to socially-conscious 
consumers?

The	survey	results	indicate	that	socially-
conscious consumers care most about 
environmental sustainability.

Not	all	consumers	expect	companies	to	
care about social responsibility, but those 
that do can be segmented and understood 
in ways that allow brands to engage in 
cause marketing that appeals to the right 
consumers, supports the right causes and 
engages the right marketing channels.
blog.nielsen.com/nielsenwire/consumer/the-global-socially-
conscious-consumer/?utm_source=feedburner&utm_
medium=feed&utm_campaign=Feed%3A+NielsenWireConsu
mer+%28Nielsen+Wire+%C2%BB+Consumer%29
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Over	the	last	5	months	we’ve	seen	a	
lot of interesting movement on 
Facebook commerce. Several of our 
winery	clients	are	in	the	4-5%	range,	
but we also have a number of clients 
who have yet to get a sale on 
Facebook which might discourage 
some.

Facebook commerce is in its infancy 
and	we	are	really	at	an	experimental	
stage. When ecommerce was in its 
infancy there were a lot of successes 
and	a	lot	of	failures.	Brands	like	Toys	
“R” Us launched 
their ecommerce 
store in 1999, only 
to close it down 
that same year 
and in 2000 
partnered with 
Amazon. A few years later, that 
partnership	ended	and	Toys	“R”	Us	
now has its own ecommerce store.

The	same	thing	is	happening	today	in	
Facebook	commerce.	There	is	
currently a lot of trial, some success, 
some failure, and as we start to 
experiment	with	merging	ecommerce	
and social platforms there is a lot of 
learning and a lot of opportunity, 
especially for small business.

It’s still early and the verdict is still out, 
but here are a few things that do work.

Add	value	–	Give	your	customer	a	
reason to shop on Facebook. 
Duplicating your website store isn’t an 

effective	strategy.	Use	exclusivity,	
rewards, and engagement as ways to 
create	value.	For	example	reward	your	
Facebook fans by selling your new 
release wine on Facebook a few days 
before having it go on sale on your 
website.	Or	have	exclusive	events	or	
promos just for your Facebook fans. 
Makes	your	fans	feel	like	they	are	VIPs.

Create	great	customer	experiences.	on	
the	web	a	better	customer	experience	
sells more wine - and we are sure this 
holds true on Facebook.

Do something 
different	–	It	might	
fail, but it might 
also succeed. 
Because	
Facebook 
commerce is 

relatively	young,	customer	expectations	
aren’t that high. It’s a great time to try 
something	and	learn.	Be	sure	to	
measure and solicit feedback. 
Facebook is all about engagement and 
feedback.

Over	the	next	few	years	as	Facebook	
commerce	matures	(it’s	not	going	
away)	people	will	become	accustomed	
to buying through Facebook, and 
companies will learn and optimize the 
experience.	Until	then	it’s	a	great	time	
to play and learn new ways to 
effectively sell more wine online.
www.cnwinenews.com/html/201203/13/2012031315
2317129798.htm

Advertising

Do people actually buy wine on Facebook?
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Alphabetical wine has launched the worlds 
first wine label that caters for those 
diagnosed	with	colour-blindness.	The	label	
has been subtly adjusted: to the regular 
eye, the wine label looks like a beautiful and 
ornate pattern in dark ink, while for those 
with	colour	blindness	it	appears	exactly	the	
same.

While the wine inside the bottle remains the 
same popular red blend as always, the label 
has been subtly adjusted.

According to, David Cope and Simon 
Wibberley, there are more people suffering 
from colour-blindness than youd believe, 
and varying degress of it, so this is a label 
designed	with	them	in	mind.	To	the	regular	
eye, the wine label looks like a beautiful and 
ornate pattern in dark ink, while for those 
with	colour	blindness	it	appears	exactly	the	
same.

www.wine.co.za/news/news.
aspx?NEWSID=20093&Source=News

Packaging
Alphabetical launches world’s first colour-blind 
wine label



One	of	the	biggest	driving	forces	in	
the wine industry is the drive to “go 
green”, and the focus has turned 
to packaging materials used to 
store	and	transport	wine.	The	two	
main goals are sustainability and 
cost cutting: finding materials that 
can easily be used and recycled, 
and also finding ways to make 
manufacture, transport and 
storage cheaper.

Here are four trends that are 
currently	being	experimented	with

Screw caps

Aluminium screw caps have been 
around for a while and are a 
popular alternative to traditional 
corks. Although screw caps are 
recyclable and cheaper than corks, 
using corks is still considered to be 
a better environmental alternative 
since it promotes the planting of 
cork oak trees, which is important 
for biodiversity.

Lightweight glass bottles

Many wine producers around the 
globe	are	now	experimenting	with	
lightweight	glass	bottles	–	bottles	
that look identical to standard ones 
but	are	made	with	up	to	25%	less	

glass.	The	benefit	of	this	method	is	
that wine quality and the aesthetics 
of the bottle are not sacrificed.

Plastic bottles

Plastic	is	cheap,	recyclable	and	
easy to produce, and results in the 
lightest possible bottle: 50 g, as 
opposed	to	the	330	g	of	the	
lightest	glass	bottle.	There	are	
serious concerns that the plastic 
packaging can affect, and even 
ruin, the wine it contains. Some 
preliminary tests say that the wine 
becomes contaminated and 
undrinkable	after	a	little	as	six	
months.

Cans

Cans are seen to be more 
accessible to young people, who 
generally don’t drink wine because 
of the inconvenience and image. 
Metal cans are also recyclable, 
light and cheap to produce, with 
the added benefit that wine stored 
in cans stays fresh for many years. 
However, wine producers are 
struggling to overcome the 
perception that canned wine is 
low-quality plonk.
www.wine.co.za/news/news.
aspx?NEWSID=17283&Source=News

Green wine packaging trends

12
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Social environment

Several studies have found that moderate 
alcohol consumption helps prevent type-2 
diabetes. A new report from a team of 
European researchers supports that but 
also finds that the benefits depend on a lot 
of factors, including the gender of the wine 
drinker and their weight.

the scientists found that moderate alcohol 
consumption	is	associated	with	a	13	percent	
lower risk of type-2 diabetes in men and 20 
percent in women.

They	found	that	women	who	drank	fortified	
wine	were	32	percent	less	likely	to	develop	
diabetes and enjoyed the highest level of 
protection. However, they caution that the 
pool of women who preferred fortified wine 
over other beverages is quite small. Women 
who preferred table wine showed around a 
10 percent lower risk than nondrinkers, and 
they may better represent the population at 
large. Moderate wine-drinking men enjoyed 
a	16	percent	lower	chance	of	developing	
diabetes. 

Moderate alcohol consumption also helped 
reduce the diabetes risk in overweight 
subjects more than those of average 
weight.	The	scientists	theorized	that	
overweight men and women metabolize 
ethanol at a higher rate. According to author 
Joline	Beulens,	an	assistant	professor	of	
epidemiology at the Division Julius Center in 
the Netherlands says that the study could 
only observe that the different risks of 
diabetes with moderate alcohol 

consumption for men and women were to 
some	extent	explained	by	fat	distribution.

The	researchers	added	that	their	
observations indicate that it’s the alcohol 
that appears to be doing the good work, 
based on genetic reactions to proteins 
found in body fat. And the more subjects 
drank, the more protection they could 
expect,	though	past	50	grams	of	alcohol	
per day, all categories saw an increase in 
risk. 

The	team	believes	that	the	better	results	
among wine drinkers, however, are likely 
explained	by	factors	independent	of	the	
beverage, rather than any substance in 
wine.
www.winespectator.com/webfeature/show/id/46453

Health
Alcohol	Helps	Prevent	Type-2	Diabetes,	 
Especially	for	the	Overweight



Despite the recent very cold spell, it seems 
our planet is becoming ever warmer, and 
this is also affecting viticulture in a number 
of ways.

Increased sugar levels in the grapes with a 
consequent lack in the necessary balancing 
acidity lead to wines that are not only 
heavily alcoholic but flabby, with little 
prospect for successfully laying down.

Obvious	recommendations	include	
developing varieties and rootstocks better 
suited to the new climatic conditions or 
planting vines in locations more suited to 

their	needs.	Predictions	are	that	if	
temperatures rise another 2 degrees 
Celsius, growing vines will become 
untenable in many of the world’s more 
renowned wine regions by 2050.

One	such	case	is	Australia,	whose	vineyard	
area could disappear entirely. Here they are 
taking matters very seriously, by not only 
recycling water but shaping the land itself 
so as better to conserve what little water 
there is.
www.praguepost.com/night-and-day/restaurants/12391-
wine-news-global-warming-warning.html 

Natural / Physical environment

Climate
Global warming warning
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The	spectre	of	a	vine-
destroying invasion has 
been lurking in the 
shadows of Washington 
vineyards for years. 
What if, wine industry 
professionals have 
fretted, growers had to 
start grafting in order to 
beat the insects and worms? Would grafting 
affect wine quality? Are Washington wines 
great in part because their grapes grow on 
own-rooted vines?

Keller,	the	Chateau	Ste.	Michelle	Professor	
of	Viticulture	based	at	WSU’s	Irrigated	
Agriculture	Research	and	Extension	Center	
in	Prosser	not	be	afraid.	Enologist	Jim	
Harbertson also agreed with Keller he says 
that the the big push back against grafted 
rootstocks in Washington has been the fear 
that	wine	quality	won’t	be	as	good.	But	
what we saw is that, for all practical 
purposes, there is no difference.

Keller pointed out that since Washington 
growers use deficit irrigation	–	controlled	
amounts	of	water	–	to	manage	vine	vigor,	
there were also no differences in canopy 
size. “Water deficit overrides any vigor-
promoting	influence	a	rootstock	might	exert	
in wetter climates.” In other words, growers 
will be able to continue using the vineyard 
management techniques they’ve already 
mastered, even if they grow grafted vines.

Both	scientists	said	that	their	multi-year	
experiment	confirms	the	fact	that	scion,	
vineyard location, and vintage are the driving 
factors of grape and wine quality, and 

pointed out that this is 
something growers and 
winemakers already 
know.

The	advice	to	“have	no	
fear” of grafting comes 
from data collected over 
three growing seasons, 

with	three	wine-grape	varieties	–	Merlot,	
Syrah,	and	Chardonnay-evaluated	on	six	
common, commercial rootstocks as well as 
on	their	own	roots.	One	rootstock	failed	the	
trial because it over-wintered poorly and 
was deemed unsuitable for use in 
Washington’s growing environment. Each 
year then, wine was made from each grape/
root combination, and tested for multiple 
indicators of quality, including those critical 
to red wine quality.

Results	of	this	complex,	long-term	experiment	
are published in a pair of papers, one focused 
on plant vigor, yield formation, and fruit 
ripening, the other on grape and wine 
composition.	The	viticultural	results	show	that	
variations are due to “scion cultivar, spatial 
differences across the vineyard site, and 
climate variation among years.” In other 
words, the dominating factors affecting grape 
growth are vintage and vineyard site and soil 
variability – not rootstock. Likewise, the 
enological results “showed that rootstock 
caused few significant differences in fruit and 
wine composition and, instead, the dominant 
variables	were	scion	and,	to	a	lesser	extent,	
vintage.”
www.physorg.com/news/2012-03-fruit-wine-quality-affected-
grafting.html

Pest and pesticides 
Researchers demonstrate that fruit and wine 
quality are not affected by grafting
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Italian wine now 22% of global 
market
Exports	by	volume	were	also	up,	by	
9%,	to	24m	hectolitres,	giving	Italy	a	
22%	share	of	the	global	wine	market.
www.decanter.com/news/wine-news/529822/italian-wine-now-22-of-global-
market

Torres predicts China 
correction
Miguel	Torres	has	added	his	voice	to	
those predicting that China’s wine  
im  porters may be facing a period of 
consolidation following a phase of 
rapid	expansion.	
www.thedrinksbusiness.com/2012/03/torres-predicts-correction-in-chinas-
imported-wine-market/

Vine supply dries up for  
late-ordering growers
After keeping their wallets in their 
pockets during the height of the 
recession, California wine-grape 
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growers	are	ready	to	expand	their	
vineyards	or	replant	existing	ones.	The	
problem:	There	is	a	shortage	of	vines.
www.sfgate.com/cgi-bin/article.cgi?f=/c/a/2012/03/28/BU391NPDO0.DTL

Early ripening of grapes pinned 
to warming, soil moisture
Researchers in Australia say they have 
pinpointed key factors in the early 
ripening of grapes, providing potential 
an  swers for wine growers threatened 
by global warming.
www.frenchwinenews.com/early-ripening-of-grapes-pinned-to-warming-soil-
moisture/ 

Ups and downs for Argentina 
in Brazil
Brazil’s	economy	slowing	down	is	
playing a dirty trick on Argentine wine 
exports.	However,	there	is	a	possibility	
that would flatly change the game 
rules. 
www.winesur.com/news/ups-and-downs-for-argentina-in-brazil


