
 
  

BI Daagliks - BI Daily 
  

27 January 2022  

  
The BI Daily is compiled and submitted by the SAWIS BI Team. The content is for the exclusive attention of 
SAWIS members and may contain information that is privileged and confidential. Articles in the BI Daily have as 
far as possible been interpreted, put into context, validated and confirmed. If you as recipient have any queries, 
comments or would like to submit an article, please direct them to Charles Whitehead (charles@sawis.co.za).  

  

 
Economic Environment 

 
The Wine Drinking Habits of Robber Barons and Peasants 

How the age of want and splendor impacts the wine industry.  
 
As reported in Bloomberg Wealth in October, the economic 1% now holds as much wealth in the 
United States as the entire middle class:  
 
“After years of declines, America’s middle class now holds a smaller share of U.S. wealth than the 
top 1%. The middle 60% of U.S. households by income -- a measure economists often use as a 
definition of the middle class -- saw their combined assets drop to 26.6% of national wealth as of 
June, the lowest in Federal Reserve data going back three decades. For the first time, the super rich 
had a bigger share, at 27%.” It is astounding to consider.  
Click here to read more 
 
 
Global Trends - Wine Industry Key Elements 

 
How brands can adapt to the changing face of targeting 

For any brand, regardless of industry or region, consumers should be priority No. 1. It’s true that 
sales are any company’s end goal, but sales—and generating them—depend on consumers who are 
receptive to what a brand has to offer. And when it comes to brand building, marketers need to be 
able to drive engagement, awareness and consideration among people who aren’t already 
customers.  
Click here to read more 
 
 
Wine Intelligence: Why has our relationship with wine changed in the Covid 

era? 

Like it or not, citizens of the world are participating in a giant, unprecedented, ‘natural experiment’ – 
the Covid pandemic. Enforced changes in our everyday behaviour have had multiple impacts across 
markets and categories. Some of these effects are more predictable, and well-documented: because 
going to the shops was difficult (or the shops were shut), most of us turned to shopping online for 
everything from clothes to food to alcohol.  
 
Over the course of the pandemic, the ability of consumers to recall things such as varietals, wine 
brands and regions of origin in our surveys have shown across-the-board declines in some markets, 
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while showing growth, or little change, in others.  
 
Our data shows that the reduction in awareness of wine brands is not translating into reduced 
purchase incidence – either purchase frequency or the volume of each brand purchased. In several 
markets, conversion rates for brands (the proportion of wine drinkers who are aware of a given 
brand who have purchased it in the past 3 months) have in fact risen.  
 
To help understand what’s happening in the wine category, we need to recognise that multiple 
social, political, economic and supply chain forces are at work. Our analysis suggests that three 
factors are at work:  
 
- Comfort levels surrounding daily activities  
- Availability and accessibility of retail channels  
- Underlying social needs and cultural norms  
Click here to read more 
 
 
Nuusbrokkies / News Snippets / Blogs 

 
Making sense of SA wine prices 

By Michael Fridjhon, 19 January 2022  
 
Those who tilt at the ever-increasing high-end prices rightly note that there’s no real connection 
between the on-shelf price of the wine and the production cost, an observation which is as true as it 
is irrelevant.  
 
No one is being forced to pay more than they are willing to spend. It’s a free market where many 
complain that wine prices are too low while others moan that they are too high.  
 
To the extent that my opinion matters at all in this context, I have only two observations: wine 
should not be produced at the price of human misery, so every one along the value chain needs to 
earn a proper wage. Secondly, since the average quality of Cape wine has improved dramatically in 
the past two decades, it’s easy to buy very good wine for very little – say around R100 to R150 per 
bottle. If consumers want to spend more, it’s the most discretionary of choices.  
Click here to read more 
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