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Consumer Countries/Markets 
      

 

Wine Intelligence Reports Shop - Switzerland Landscapes 2018 
 
The Wine Intelligence Switzerland Landscapes 2018 report reveals that the two distinct groups of 

consumers - those who are French-speaking and those who speak German - display a different 
relationship with the wine category.  
French-speaking regular wine drinkers are generally more involved in the wine category, drink wine 
more frequently and are more adventurous with their wine choices. These drinkers also typically 
consider country and region of origin as well as expert validation to be particularly important when 

buying wine.  
 

By contrast, German-speaking drinkers have a tendency to drink wine less frequently than their 
French-speaking counterparts. They are also more likely to choose both locally grown and lower-
calorie wine.  
 
Key findings include:  
1. Despite a declining volume sold in Switzerland, it remains one of the most attractive wine markets 

in the world  
2. Swiss consumers continue to have a loyalty for wine producing neighbours and Spain  
3. A greater proportion of French-speaking drinkers are higher-involved, more adventurous wine 
drinkers whilst more German-speaking drinkers are less experimental and more health conscious with 
wine  
4. Food and wine pairing is the most prominent driver when purchasing wine which is typically not the 
key driver in other wine markets  

 
Reports Shop - Click here to read more  
Management Summary - Click here to read more (access controlled)  

 
  

 

Global Trends - Wine Industry Key Elements 
      

 

Brands are clueless about what consumers think are important 
 

mailto:charles@sawis.co.za
https://www.wineintelligence.com/view-reports/
http://www.sawis.co.za/info/marketreports.php


And the consequences can be disastrous. 

 

 
Brands and Consumers 

 
  

 

Nuusbrokkies / News Snippets 
      

 

Food security in Africa depends on rethinking outdated water law 
 
A new study has found that outdated, colonial-era water permit systems across Africa are 
unintentionally criminalising millions of small farmers who can't obtain permits. This undermines 
efforts to boost farming production and meet economic growth goals.  
Click here to read more 

 
  

 

http://www.bizcommunity.africa/Article/410/643/184283.html


South Australian Wine Industry Association launches Energy Demand 
Management program to help wineries reduce energy costs 

 
The objective of this project is to help wineries make better decisions for energy efficiency and reduce 
operational costs. It aims to provide clear explanation of the ways to control the management of 
winery electrical loads to minimise energy costs.  

Click here to read more 

 
  

 

https://winetitles.com.au/south-australian-wine-industry-association-sawia-launches-energy-demand-management-program-to-help-wineries-reduce-energy-costs/

