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Consumer Countries/Markets 

 
China’s wine imports’ decline eased 

China’s wine imports seem to be slowly gaining momentum as declines ease, in an early sign that 
demand is picking up, a year after the pandemic. The country’s wine imports in the months of 
January and February increased by 0.2% in volume compared with the same period last year, based 
on data released by Chinese research firm ASKCI, a much-needed growth after last year’s volume 
slumped by 28.8%.  
Click here to read more 
 
Global Trends - Beverages 

 
Sparkling wine sales down in 2020 but quick recovery forecasted 

 
Total estimated sales of sparkling wine in 2020 were down due to the pandemic, but the decline was 
not as bad as feared, and a recovery is expected soon, driven by Prosecco’s performance.  
 
Sparkling wine: sales trends for 2020 for key styles (compiled by db using a range of sources)  
 
Sparkling wine sales total estimate for 2020 according to IWSR: est. 240 million cases (-8%)  
Champagne shipments 2020: 245m bottles (-18%)  
Prosecco DOC shipments 2020: est. 452m bottles (-7%)  
Prosecco DOCG shipments 2020: approx. 100m bottles (-2%)  
Cava DO shipments 2020: 215.6m bottles (-14%)  
Click here to read more  

 
Global Trends - Wine Industry Key Elements 

 
3 Ways You Should Be Using Your FAQs 

Have you ever thought about all the content you can reap from your FAQ section? When customers 
ask you questions, you have material that you can turn into social media posts, blogs, videos, or 
other ways to represent your brand online. So why do so many businesses disregard their FAQs?  
 
An FAQ is a line directly between you and the customer. Why, when such a direct path to conversion 
is presented, would a business owner not do everything in his or her power to capitalize on it? Here 
are a few ideas to help you get the most out of maintaining your FAQs and boost your customer 
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strategy.  
Click here to read more 
 
Winning Young Consumers With a Relevant Mobile Loyalty Program 

As Gen Z surpasses both Baby Boomers and Millennials to take the crown as the largest global 
generation, brands must grow to adapt to the needs of a new dominant digital consumer. 
Considering that this generation was basically born with a smartphone in hand, its no surprise that 
they spend on average over 4 hours a day on their device with mobile as their most effective point 
of sale.  
 
Given that mobile is the social fabric of this commercial powerhouse, brand strategists must expand 
their digital connection in order to engage and retain this maturing economic force. Among the most 
effective retention strategies is the consumer loyalty program, which drives customer engagement 
with a brand across multiple touchpoints.  
Click here to read more 
 
Sustainability around the globe 

Sustainability is a much-used term worldwide. Cultivating countries set different priorities – and the 
social responsibility of producers is increasingly coming into focus.  
 
When it comes to sustainability in viticulture, everyone immediately thinks of colourful flowering 
vineyards and happy bees. And of course, sustainable viticulture is to a large extent about harmony 
with nature.  
 
However, sustainability is much more than that. In addition to the environmental aspect, it includes 
social and economic considerations and implementation. Fair working conditions, further training of 
employees, green electricity, the CO2 footprint should all complement measures such as vineyard 
greening and avoiding herbicides on an equal footing. Organic certificates are not a must, but an 
option, as is forgoing plant protection. If it is essential, for example, to protect the harvest and thus 
economic stability, including jobs, moderate use of fungicides also fits into a sustainable concept.  
Click here to read more 
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