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Consumer Countries/Markets 

 
Survey finds Chinese drinkers’ strong preference for cork closure 

According to a recent survey on the top 100 selling wines in China in 2021, 95 out of the 100 wines 
are overwhelmingly sealed under corks, confirming Chinese wine consumers' strong preference for 
cork closures.  
 
This survey is commissioned by the Portuguese Cork Association (APCOR) based on the data 
garnered and provided by market research firm NielsenIQ. Portugal is the world’s biggest cork 
producer, providing roughly50% of the global cork supply.  
 
According to the association, the Top 100 best selling wines are compiled based on 2021 retail sales 
figures of wines garnered from hypermarkets, supermarkets and minimarkets in 24 Chinese cities.  
Click here to read more 
 
 
Global Trends - Beverages 

 
Five considerations for investing in the no-alcohol and lower alcohol wine 

sectors in 2022 

For brand managers and innovation leaders in the wine category who like a challenge, the no-
alcohol and lower alcohol wine sectors represent, respectively, the Everest and K2 of the industry. 
Nothing is more exciting – and frustrating – in wine right now. On the one side, there is a clear and 
growing consumer need, and commercial pressure coming from the supply chain to meet that need 
effectively. On the other, wine seems to be losing the no and low turf war so far – the beer category 
has had far more success than wine, especially in the no-alcohol category. No-and low-alcohol beer 
currently accounts for the vast majority of the total market for no/low alcohol, according to IWSR 
data.  
 
However, there are some reasons for wine producers to be cheerful. IWSR forecasts show that 
across 10 key markets, the no-and low-alcohol category as a whole will grow by 8% volume CAGR 
(2021-2025), and within this, no-and low-sparkling wine has a similar growth trajectory. However, it 
is in still wine where no-and low-alcohol is expected to see a major inflection point over the next few 
years, with the category expected to grow by a volume CAGR of over 20% (2021-2025), and with 
category volumes doubling by 2025.  
 
Why should consumers choose no and lower alcohol wine?  
What is the occasion for no and lower alcohol wine?  

mailto:charles@sawis.co.za
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How do we manage taste expectations?  
How can we demonstrate value?  
How can we convert interest into trial?  
Click here to read more 
 
 
Global Trends - Wine Industry Key Elements 

 
The hard line on beverage alcohol ecommerce trends 

The pandemic helped drive online wine sales from roughly $1 billion in 2018 to more than $3 billion 
in 2021, according to Rabobank Research Analyst Bourcard Nesin. Yet, as Nesin explains during 
Avalara’s recent webinar, Mastering Alcohol Ecommerce in 2022, the numbers tell a more nuanced 
story:  
 
- Wine dominates ecommerce  
- Direct-to-consumer (DTC) sales represent a fraction of off-premises wine sales  
- Ecommerce is as important to marketing as it is to sales  
Click here to read more  
 
 
Organic wine trends 

The future prospects for organic wine are positive, according to industry professionals: but 
consumers’ unwillingness to pay more remains a big challenge for the category.  
Click here to read more 
 
 
IWSR: The emergence of alcohol-branded NFTs 

If leveraged effectively, NFTs could introduce brands to new ways of selling, as well as new ways of 
engaging with consumers.  
 
NFTs – or non-fungible tokens – dominated headlines in late 2021, commanding ever-higher sums, 
with some NFTs going for over $60m. Musicians including Grimes and Aphex Twin have helped add 
to the buzz.  
 
An NFT is a one-of-a-kind digital asset, and can be an image, video, illustration, or animation, existing 
as a unique digital token living on the Ethereum blockchain. While consumer education of NFTs 
remains relatively low, brands are steadily entering the market; the likes of Prada, Gucci, D&G and 
McDonald’s all want in, drawn by NFTs’ edgy image and dedicated following, as well their 
burgeoning market.  
 
Drinks brands are also increasingly playing in the NFT space.  
Click here to read more 
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