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USA Wine Market News 
 
The world’s biggest market for wine gets slightly bigger, thanks to a growing Hispanic influence.  

 
America is now the undisputed heavyweight champ among global wine markets. Despite being a 
distant second to beer in terms of consumption volumes, citizens of the United States put away 
314 million 9 litre cases of wine last year (source: IWSR). What’s more remarkable about this 
dominance is that it comes in a country where wine is consumed regularly (which we define as at 
least once a month) by only around 4 in 10 adults, according to Wine Intelligence’s latest 

calibration studies on the US market*. By way of comparison, 65% of Australians say they drink 
wine regularly.  
 
The positive news for the wine industry is that this number is growing: there are now 93 million 
regular wine drinkers in the USA in 2015, which means that a net 12 million new regular wine 
drinkers have joined the category over the last four years.  
 

The slightly less good news is that the population of drinkers has increased faster than wine 
volumes, which have been chugging along at 1% per year during the same period. One reason is 
that the new entrants are drinking wine slightly less often.  
 
Two demographic changes are driving growth in the US market - the “Millennial” generation and 
the Hispanic population.  
 

Click here to read more  
 

Comment: SAWIS, in conjunction with WISE and WOSA, has commissioned Wine Intelligence to 
conduct USA Market and Consumer Research with completion at year-end. As in the case with the 
China Market and Consumer Research, the reports will be available to industry, as well as an 
industry workshop early February 2016. SAWIS will keep you posted via the BI Daily.  

 
The Angola Market Research is in progress with a similar timeline.  
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Beyond the BRICs 
 
Could the countries of ASEAN be the next area to achieve lift-off for the wine category?  
 
While the first decade of the 21st Century saw the birth of the “BRIC” countries of Brazil, Russia, 
India and China as the most potent economic force driving global growth, the recent economic 
problems affecting several of these countries would suggest that the world may need to look 
elsewhere for its growth engine over the next few years. Who could fill these big shoes?  
 

For some observers, the answer lies in ASEAN, the economic zone covered by Brunei, Cambodia, 
Indonesia, Laos, Malaysia, Myanmar, Philippines, Singapore, Thailand and Vietnam. Founded by 
five of the group – Indonesia, Malaysia, Singapore, the Philippines and Thailand – in 1967 as a sort 
of Common Market of the East, the association endured a difficult upbringing. For decades the 
region was in the grip of war, coups, dictators, and financial crises.  
 
As the political storms have slowly abated (there are still a few rumbling on), and globalisation of 

trade and technology brought economic transformation, the group has grown to encompass 10 

nations, which remain diverse in terms of religion, economic management and politics, but 
increasingly bound together in terms of economic growth and trading relationships with the rest of 
the world.  
 
A recent Rabobank report offers some impressive macro economic numbers for the region. If the 

ASEAN were a country, its GDP of USD 2.4 trillion would be the 7th largest globally and growing by 
5.2% (world GDP growth is 2.3%). Perhaps of greatest interest to the long-term strategists of our 
industry, more than half of its population is under 29 and increasing by 1.3%. Also more than half 
of its population is expected to be living in cities by 2020 with massive urbanization rates over the 
last decade.  
 
These phenomenal numbers have been attracting investors and will attract more in the next few 

years. But… what does this mean for wine?  
 
ASEAN, as a whole, is not a big wine consumer. Collectively it is currently the 46th largest wine 
market in the world, with significant Muslim populations (particularly in Indonesia and Malaysia) 

who are non-drinkers for religious reasons. However the region has managed a healthy wine 
volume compound annual growth (CAGR) of 5.43 % between 2010-14 (world CAGR 2010-14 is -
0.09%). Many cultural, political, economic, logistic and demographic variables will influence 

whatever may happen in the near future from this small base. Nevertheless the evidence from 
other development paths suggests that when economic booms lead to urbanisation and the 
emergence of a professional, internationalised middle class, major cities become big wine 
consumption centres. ASEAN can already boast major international cities such as Singapore, 
Bangkok, Kuala Lumpur, Manila and Jakarta.  
 

With such a large non-drinking population, it’s clear ASEAN doesn’t have quite the growth potential 
of, say, China. However it may yield more steady growth for the wine category with its 
increasingly powerful economies, and the coming demographic dividend from a young population.  
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World’s first ‘stock exchange’ for whisky opens 
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The world’s first online trading platform for maturing stocks of Scotch whisky has launched, 

claiming to solve the “real problem” of diminishing cash flow in the industry.  
 
Described as a “stock exchange for whisky”, the company allows private investors to buy and sell 

Scotch whiskies early in their maturation process.  
 
Since demand for aged Scotch whisky has put pressure on distillers’ cash flow in recent years, 
Whisky Invest Direct claims to offer an “attractive source of capital for distillers”.  
 
Whisky investments offer a historical return rate of 7% price appreciation per year, according to 
the firm.  

 
Click here to read more 
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