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Consumer Countries/Markets 

 
The Wine Economist: Charting Chile & Argentina Wine Strategy for the U.S. 

Market 

These are challenging times for the U.S. wine market. NielsenIQ data reported in the April 2022 
issues of Wine Business Monthly shows the wine market declining overall in value and volume 
terms. The picture isn’t perfectly clear, of course, because NielsenIQ numbers miss some sales 
vectors and it is hard to know what base to pay attention to given covid sales channel distortions. 
But there is plenty of cause for concern about U.S. wine market growth.  
 
The situation is even worse for wine imports, because they face most of the headwinds of domestic 
producers but also have to deal with unfavorable international logistics issues and significant 
exchange rate and trade policy uncertainty.  
 
For a long time Sauvignon Blanc has been all about New Zealand, which has sold out of this wine 
year after year. The rising SB tide seems to be raising all ships these days, which is good news for 
growers in California and elsewhere.  
 
Chile has a long history of Sauvignon Blanc production with quality rising year after year. Sauvignon 
Blanc is the second most-planted grape variety and Chile is the world’s third largest SB producer. But 
the marketing focus has often been on that other Sauvignon, Cabernet Sauvignon.  
 
Message #1: Argentina is Malbec, as everyone knows, but not just Malbec (just as Chile is not just 
Cabernet Sauvignon).  
 
Message #2: Argentina makes wines that can compete successfully in the key growth segment of the 
U.S. wine market when we analyze it by price point — the ultra-premium $20-$25 range.  
 
Follow the money. That’s what Deep Throat famously advised and it is something to consider in 
today’s U.S. wine market. If you break down market trends you’ll find a number of categories where 
growth opportunities exist. These Chilean and Argentinian producers demonstrate the strategy of 
focusing on key categories with wines of quality and value. Good lessons for us all to consider.  
Click here to read more 
 
 
Economic Environment 

 

mailto:charles@sawis.co.za
https://wineeconomist.com/2022/04/12/chile-argentina-strategy/


New trade agreement between Australia and India offers opportunity for 

premium wine exports 

In accordance with the AI ECTA, tariffs on Australian wine with a cost, insurance and freight (CIF) 
value of more than US$5 per 750ml bottle will decrease to 100 per cent upon entry into force, with a 
further phased reduction of 5 per cent per year for 10 years down to 50 per cent. Tariffs on 
Australian wine with a CIF value of more than US$15 per 750ml bottle will decrease to 75 per cent 
upon entry into force, with a further phased reduction of 5 per cent per year for 10 years down to 25 
per cent.  
Click here to read more 
 
 
Major Wine Producing Countries 

 
Australia: Industry bodies welcome funding to improve winegrape price 

transparency 

Wine industry organisations say funding secured from the Federal Government to build an online 
winegrape price indicator platform, aimed at improving market transparency and informing business 
decision-making, is a win for the sector.  
 
Once developed, the platform will give winegrape growers access to timely and accurate pricing 
information so they can better understand the market. The project is expected to commence in July 
2022 and be completed within three years.  
Click here to read more 
 
 
Socio-Cultural Environment 

 
Winetech Cellar Assistant Programmes: Learning – An Important Skill for 

Leaders 

Being a leader entails much more than being popular or having charisma, as it is more important 
that leaders should be well informed. Therefore, one cannot be in a leadership position without 
continuously acquiring knowledge. Leaders and role models cannot expect their teams to develop 
and grow if they are not growing themselves. Leadership is a journey focussed continuously on 
becoming more effective.  
 
Participating cellars in the Winetech cellar assistant programmes believe in increasingly giving 
potential leaders added responsibilities but guide them and let their leadership qualities develop in 
time. According to winemakers and cellar management, the exposure participants receive in the 
Winetech cellar assistant programmes, contributes to the development of leadership skills, 
increased confidence, and new perspectives.  

 
[Winetech 2022 artikel Leadership Learning] 
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