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Discussion PointsDiscussion Points
�� Bordeaux is a ‘Bordeaux is a ‘lovemarklovemark’ in wine ’ in wine -- don’t don’t everever forget that!forget that!

�� The approach to wine business The approach to wine business -- different options ( or not)?different options (or not)?
�� The world wine market of today The world wine market of today -- major factors impa cting?major factors impacting?
�� Perspectives on Old versus New World in the wine ma rket?Perspectives on Old versus New World in the wine ma rket?
�� EU Wine Reform Policy EU Wine Reform Policy -- necessary ‘evil’ or the rea l necessary ‘evil’ or the real savioursaviour??
�� Change is a given fact Change is a given fact -- but but whatwhat must change?must change?

Where does this leave Where does this leave youyou -- where does Bordeaux fit in future?where does Bordeaux fit in future?
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�� Where does this leave Where does this leave youyou -- where does Bordeaux fit in future?where does Bordeaux fit in future?
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‘Traditional’ View of Wine ‘Traditional’ View of Wine SupplySupply ChainChain
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(source: JPMorgan, 2006)

is FATALLY FLAWED!is FATALLY FLAWED!



ConsumerConsumer
((ConsommateurConsommateur))

RetailingRetailing
(Distribution)(Distribution)

Consumer DemandConsumer Demand--Driven Wine Driven Wine ValueValue ChainChain

This is what This is what 
I want to buyI want to buy

This is This is what we need to stockwhat we need to stock --

ResearchResearch
((RechercheRecherche))

Strategic Strategic 
Research Research 

Issue!Issue!

C’estC’est cece queque
je je veuxveux acheteracheter
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(Distribution)(Distribution)

WinemakingWinemaking
((ChaiChai))

GrapegrowingGrapegrowing
((VignobleVignoble))

This is This is what we need to stockwhat we need to stock --
supply itsupply it

C’estC’est le type et la le type et la qualitéqualité de de 
raisin raisin queque vousvous devezdevez produireproduire

Research andResearch and
ResponsivenessResponsiveness

((RechercheRecherche etet
RéceptivitéRéceptivité))

C’estC’est cece queque nous nous devonsdevons
stocker stocker -- approvisionnerapprovisionner

This is the type and quality of This is the type and quality of 
grapes that you grapes that you need to growneed to grow



Does Size Matter or Not?Does Size Matter or Not?
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BottomlineBottomline -- Bordeaux is Bordeaux is largerlarger than wine industries of:than wine industries of:
�� GermanyGermany
�� ChileChile
�� South AfricaSouth Africa
�� Etc, etcEtc, etc

(CIVB, 2010)



Bordeaux:Bordeaux:
�� Very largeVery large

Highly regulatedHighly regulated
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�� Highly regulatedHighly regulated
�� ComplicatedComplicated
�� Huge price variance Huge price variance --

top versus bottomtop versus bottom



RegionRegion Date of  Date of  
CreationCreation

RenewalRenewal
FrequencyFrequency

NumberNumber of of EstatesEstates

Grands Crus Grands Crus 
classés du classés du 
MédocMédoc et des et des 
GravesGraves

Médoc & Médoc & 
GravesGraves

18551855 NeverNever
(but Château(but Château
Mouton Mouton RotschildRotschild
addedadded in 1973)in 1973)

1st 1st GrowthGrowth : 5: 5
22ndnd GrowthGrowth : 14: 14
3rd 3rd GrowthGrowth : 14: 14
4th 4th GrowthGrowth : 10: 10
5th 5th GrowthGrowth : 18: 18

Crus classés de Crus classés de 
Sauternes et Sauternes et 
BarsacBarsac

SauternesSauternes 18551855 NeverNever 1st 1st GrowthGrowth SuperieurSuperieur : 1: 1
1st 1st GrowthGrowth : 11: 11
22ndnd GrowthGrowth : 15: 15

Classements des BordeauxClassements des Bordeaux
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BarsacBarsac 22ndnd GrowthGrowth : 15: 15

Crus classésCrus classés
des Gravesdes Graves

GravesGraves 19531953--
19591959

NeverNever Crus Classés (Crus Classés (RedRed and White) : 6and White) : 6
Crus Classés (Crus Classés (RedRed onlyonly) : 7) : 7
Crus Classés (White Crus Classés (White onlyonly) : 3) : 3

Grands Crus Grands Crus 
ClassésClassés de de 
Saint Saint EmilionEmilion

Saint Saint 
EmilionEmilion

19591959 EveryEvery 10 10 yearsyears (2006)(2006)
1st Grands Crus1st Grands Crus classésclassés A : 2A : 2
1st1st Grands CrusGrands Crus classésclassés B : 13B : 13
Grands Crus classés : 57Grands Crus classés : 57

Crus Bourgeois Crus Bourgeois 
du Médocdu Médoc

MédocMédoc 19321932 EveryEvery yearyear sincesince
millesimemillesime 20082008

(2003)(2003)
Crus bourgeois Exceptionnels : 9Crus bourgeois Exceptionnels : 9
Crus bourgeois Supérieurs :  87 Crus bourgeois Supérieurs :  87 
Crus bourgeois :  151Crus bourgeois :  151



MAJOR FACTORS IMPACTING UPON THE MAJOR FACTORS IMPACTING UPON THE 
WORLD WINE MARKET TODAY………WORLD WINE MARKET TODAY………

�� Oversupply Oversupply creates pressure at various levelscreates pressure at various levels

�� Shifting demandShifting demand makes wine industry more vulnerablemakes wine industry more vulnerable

�� Increasing competitionIncreasing competition in the quality wine segmentsin the quality wine segments

�� Creating new appellations Creating new appellations -- government and consumer issuegovernment and consumer issue

�� Increasing Increasing retail powerretail power --buildingbuilding
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�� Increasing Increasing retail powerretail power --buildingbuilding

�� Increasing impact of Increasing impact of wine brandingwine branding

�� Countries’Countries’ changingchanging wine wine industry structuresindustry structures

�� EU Wine Reform PolicyEU Wine Reform Policy

�� Recession (GFC’s) effects (and afterRecession (GFC’s) effects (and after--effects)effects)

�� Etc, etcEtc, etc
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World Wine Production and Consumption Trend (1991World Wine Production and Consumption Trend (1991-- 2009)2009)
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WhyWhy a a ReformReform??
�� Decrease of wine consumption in the EUDecrease of wine consumption in the EU

�� Increase of imports from Third CountriesIncrease of imports from Third Countries

�� Imbalance in the wine marketImbalance in the wine market

Unfavourable mediumUnfavourable medium --term forecast for EUterm forecast for EU --2727

AT LAST AT LAST -- THE LINE IN THE SAND:THE LINE IN THE SAND:
EU WINE REFORM POLICY AGENDA (2008/9)EU WINE REFORM POLICY AGENDA (2008/9)
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�� Unfavourable mediumUnfavourable medium --term forecast for EUterm forecast for EU --2727

WhatWhat are the Objectives?are the Objectives?
�� HigherHigher degreedegree of of competitivenesscompetitiveness internationallyinternationally

�� SimplerSimpler rulesrules

�� To preserve the wine producing traditions in the EUTo preserve the wine producing traditions in the EU



Area under vine (ha)
(Surface en vigne (ha)

State
(Pays)

Applications accepted for 
grubbing up (ha)
(Autorisation de demande 
d’arrachage (ha)

Proportion of area accepted 
for grubbing up
Proportion de surface 
autorisée à arracher
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Italy Has Reformed Italy Has Reformed -- VERY FAST!VERY FAST!

•• Beginning 1 August 2009: Italy cannot any longer cr eate DOC or DOCG Beginning 1 August 2009: Italy cannot any longer cr eate DOC or DOCG 
•• All wines will be All wines will be labelledlabelled PDO or PGI PDO or PGI 

Consequences for the Italian Wine IndustryConsequences for the Italian Wine Industry ::

•• 470 DOC/DOCG will become 182 PDO and PGI (huge impl ications!)470 DOC/DOCG will become 182 PDO and PGI (huge impl ications!)
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•• 470 DOC/DOCG will become 182 PDO and PGI (huge impl ications!)470 DOC/DOCG will become 182 PDO and PGI (huge impl ications!)
•• Improvement of quality and competitionImprovement of quality and competition
•• For Italian Wine Industry, EU Reforms mean survival  and competitive For Italian Wine Industry, EU Reforms mean survival  and competitive 

advantage!advantage!



Wine Consumption in Traditional Wine Consumption in Traditional 
Markets Continues to Decrease…Markets Continues to Decrease…

In In 1980 France and Italy combined 1980 France and Italy combined 
= 45%= 45% share of global wine consumptionshare of global wine consumption
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(OIV, 2010; Wittwer & Rothfield, 2008; IWSR, 2009)

InIn 2009 France and Italy combined 2009 France and Italy combined 
= 23%= 23% share of global wine consumption!share of global wine consumption!



Wine Labels Wine Labels -- Only Only ONEONE of the Issues?!of the Issues?!
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FrenchFrench AustralianAustralian



The Role of the The Role of the 
CoCo--operatives? operatives? 
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Establishing New Appellations is Currently in Vogue  Establishing New Appellations is Currently in Vogue  
(in the New World……)(in the New World……)

New ZealandNew Zealand

Hawke’s Bay   =  5Hawke’s Bay   =  5

Central Otago =  7Central Otago =  7
(OtagoWine, 2008)

Ontario (Canada)Ontario (Canada)
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USAUSA

Sonoma County  =  13*Sonoma County  =  13*

Paso Robles        =  11Paso Robles        =  11

Regional brand Regional brand 
image fragmentation image fragmentation 
oror strengthening?!strengthening?!

Ontario (Canada)Ontario (Canada)

Niagara Peninsula   =  12Niagara Peninsula   =  12



Paso Robles Wine Region, California Paso Robles Wine Region, California -- 11 AVAs Appli ed for11 AVAs Applied for
….but the TTB has ….but the TTB has NOTNOT approved them…..approved them…..
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INCREASING RETAIL POWER: EXAMPLE UKINCREASING RETAIL POWER: EXAMPLE UK
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Old World and New World Wine Industry ‘Players’Old World and New World Wine Industry ‘Players’

New WorldNew World
(Nouveau (Nouveau mondemonde))

AustraliaAustralia

USAUSA

ChileChile

ArgentinaArgentina

Old WorldOld World
(Vieux continent)(Vieux continent)

FranceFrance

ItalyItaly

SpainSpain

GermanyGermany
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ArgentinaArgentina

South AfricaSouth Africa

New ZealandNew Zealand

CanadaCanada

GermanyGermany

PortugalPortugal

(Western Europe)(Western Europe)



New World wine producing countries have New World wine producing countries have 
shown rapid gains in export market sharesshown rapid gains in export market shares

New World TrendsNew World Trends
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Wine logistics international, (2010)



“Secret” of industry“Secret” of industry--wide collaboration wide collaboration -- Australia as example:Australia as example:

�� 1996: Strategy 20251996: Strategy 2025

�� 2000: The Marketing Decade2000: The Marketing Decade

�� 2007: Directions to Market Strategy2007: Directions to Market Strategy

Ex Ex UnitateUnitate ViresVires -- Collaboration Collaboration VitalVital in Today’s Wine Industryin Today’s Wine Industry
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The principle:  1 + 1 = 3The principle:  1 + 1 = 3



Professionally Trained Workforce is Essential Professionally Trained Workforce is Essential -- EDU CATION!EDUCATION!

At At ALL LEVELS ALL LEVELS -- viticulture, winemaking and wine marketing!viticulture, winemaking and wine marketing!

ExampleExample ::

�� Since 1977 the Australian wine industry has recogni sed importance ofSince 1977 the Australian wine industry has recogni sed importance of
university trained (professional) wine marketersuniversity trained (professional) wine marketers

Degrees in Wine Marketing (undergrad) and Wine Busi ness (Degrees in Wine Marketing (undergrad) and Wine Busi ness ( postgradpostgrad ))
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�� Degrees in Wine Marketing (undergrad) and Wine Busi ness (Degrees in Wine Marketing (undergrad) and Wine Busi ness ( postgradpostgrad ))

�� HundredsHundreds ofof studentsstudents fromfrom 1717 countriescountries aroundaround thethe worldworld attendattend

�� 7070%% plusplus ofof allall researchresearch publicationspublications inin winewine marketingmarketing fromfrom AustraliaAustralia

�� Short Training Courses for Bordeaux Industry Short Training Courses for Bordeaux Industry -- CIVB ?CIVB?

�� Get the best in the world to do this for you!Get the best in the world to do this for you!



Share % of World Wine Export Market VolumeShare % of World Wine Export Market Volume
(Part des exportations (Part des exportations mondialesmondiales en volumes de en volumes de vinsvins))

Old WorldOld World OtherOther New WorldNew World
(Vieux continent )(Vieux continent ) ((AutresAutres)) (Nouveau (Nouveau mondemonde))

The ‘The ‘OIdOId World’ is Under Real Pressure World’ is Under Real Pressure 
in the World’s Wine Export Markets….in the World’s Wine Export Markets….
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20092009 67.3%67.3% 1.9%1.9% 30.8%30.8%

19881988 94.2%94.2% 2.5%2.5% 3.3%3.3%

(OIV, 2010; IWSR, 2009; WineFacts, 2010)

GROWTH!GROWTH!
(croissance!)DECLINE!DECLINE!

((DéclinDéclin!)!)



UK OffUK Off--Trade Market Trade Market -- New World vs. Old World New World vs. Old World 
% Volume Shares (1992 % Volume Shares (1992 -- 2009)2009)

1992   1993    1996    1997   1998   2001   2002    2003   2004    2005   2007   2008    20091992   1993    1996    1997   1998   2001   2002    2003   2004    2005   2007   2008    2009

54.1 50.3 48.3 46.9 42.7 40.1 38.5

59.0
72.0

80

100

New World Old WorldOldOld world (Vieille Europe)world (Vieille Europe)New world (Nouveau monde)New world (Nouveau monde)
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The last 17 years has seen a huge shift The last 17 years has seen a huge shift 
towards New World wines at the expense towards New World wines at the expense 
of the Old World. Although this trend is of the Old World. Although this trend is 
slowing, New World % is still increasing.slowing, New World % is still increasing.



USA Wine Market USA Wine Market -- Imported Wines’ Imported Wines’ 
Market Share of Old vs. New WorldMarket Share of Old vs. New World

Millions of Nine liter cases imported (Millions de caisses de 12 bouteilles importées)

New world wines
Vins du nouveau monde

Share 
(Part)
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(GFA, 2010)

Old world wines
Vins de la vieille Europe



BrandBrand SupplierSupplier 99--litre Case Saleslitre Case Sales
20072007 2008/92008/9

11 Yellow Tail Yellow Tail CasellaCasella--WJ DeutschWJ Deutsch 8.158.15 8.20 mill.8.20 mill.
22 CavitCavit Palm Bay ImportsPalm Bay Imports 3.353.35 3.413.41
3     3     ConchaConcha y Toroy Toro BanfiBanfi Vintners           Vintners           2.712.71 2.70 2.70 
44 LindemansLindemans Fosters Wine EstatesFosters Wine Estates 2.412.41 2.492.49
55 RiuniteRiunite BanfiBanfi Vintners     Vintners     2.352.35 2.382.38

USA: 10 LARGEST IMPORT WINE BRANDS (2007USA: 10 LARGEST IMPORT WINE BRANDS (2007--2008/9)2008/9)
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55 RiuniteRiunite BanfiBanfi Vintners     Vintners     2.352.35 2.382.38
66 Bella SeraBella Sera E & J Gallo WineryE & J Gallo Winery 1.701.70 1.551.55
77 Little PenguinLittle Penguin Fosters Wine EstatesFosters Wine Estates 1.131.13 1.141.14
8 8 Jacob’s CreekJacob’s Creek OrlandoOrlando--WyndhamWyndham 1.011.01 0.990.99
99 Leonard Leonard KreuschKreusch Leonard Leonard KreuschKreusch 0.950.95 0.910.91
1010 EccoEcco DomaniDomani E & J Gallo Winery E & J Gallo Winery 0.960.96 0.900.90

(Adams Wine Handbook, 2009)  



USA Wine Market: Imported Wines Component USA Wine Market: Imported Wines Component 
Some Grew and Others Declined Some Grew and Others Declined -- Who? Why?Who? Why?

Share of US wine imports
(Part des importations des vins américains)
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(Morgan Stanley Research, 2009)



USA USA -- The Big ‘Mover’ Market in the Next 10The Big ‘Mover’ Market in the Next 10--15 Years: 15 Years: 
Therefore, Lost Market Share Therefore, Lost Market Share Must be RegainedMust be Regained !!

(Evolution des exportations vers les Etats-Unis (milliers Hl) 

(Tous vins)
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(CIVB, 2010)

(Rouges)

(Blancs)



Export Markets Export Markets -- is This Portfolio the Optimal Fit for Bordeaux?is This Portfolio the Optimal Fit for Bordeaux?

(87,9% du volume total et 89% de la valeur totale)

The top 3 The top 3 
are are low low 
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(CIVB, 2010)

(Répartition des volumes exportés 
& parts de marché)

are are low low 
returnreturn

markets!markets!



Germany Germany -- World’s Largest Export Volume MarketWorld’s Largest Export Volume Market
BUT the World’s BUT the World’s ‘Value Wine’ ‘Value Wine’ Benchmark Benchmark 

(Le marché allemand des vins)

(% des ménages)

(Supermarchés et discounters, hors CHR)
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(Volume des vin par ménage en litres)

(Prix moyen en Euros par 0,75 litres)

The lowest return market!The lowest return market!



China China -- Red Hot Market and Good Performance by Bord eaux: Red Hot Market and Good Performance by Bordeaux: 
BUT Beware of the Red Dragon!BUT Beware of the Red Dragon!

(Tous vins)

(Evolution des exportations vers la Chine (milliers Hl) 
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(CIVB, 2010)

(Rouges)

(Blancs)



�� PopulationPopulation :  :  1.326 billion1.326 billion

�� PerPer capitacapita winewine consumptionconsumption :: 00..88 litreslitres perper yearyear

�� LocalLocal winewine productionproduction ((20092009)) :: 944944 millionmillion litreslitres

�� Imported wine (2009)Imported wine (2009) :     187:     187 mmillionillion litres litres 

CHINA CHINA -- WINE MARKET FACT FILEWINE MARKET FACT FILE
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�� Total wine consumption (2009)       :  Total wine consumption (2009)       :  1,1311,131 million litresmillion litres

TrendTrend::

Market is embryonic in development, but potentially  Market is embryonic in development, but potentially  hugehuge --
5 years from now 5 years from now (2014)(2014) = = double in size!!!double in size!!!

BUT: beware of the Red Dragon!BUT: beware of the Red Dragon!



China Has a Substantial Wine Industry of Its Own!China Has a Substantial Wine Industry of Its Own!
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(LVMH, 2009)



CHINACHINA
Australian Wine Export Volume & Value Changes (MAT 2006Australian Wine Export Volume & Value Changes (MAT 2006--2010)2010)

illustrates the market’s illustrates the market’s volatile nature volatile nature and how and how quickly change can come about:quickly change can come about:

Volume (Mil Lit.)Volume (Mil Lit.) Value ($AU Mil.)Value ($AU Mil.) Value $AU/LitreValue $AU/Litre

MAT 02/2006MAT 02/2006 4.34.3 13.813.8 3.243.24

MAT 02/2007MAT 02/2007 27.327.3 43.643.6 1.601.60

MAT 02/2008MAT 02/2008 12.212.2 53.853.8 4.384.38
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MAT 02/2008MAT 02/2008 12.212.2 53.853.8 4.384.38

MAT 02/2009MAT 02/2009 15.815.8 74.074.0 4.674.67

MAT 02/2010MAT 02/2010 43.043.0 138.5138.5 3.18 3.18 

(AWBC, 2010)

Look What is Happening to Australia in China’s Mark et......Look What is Happening to Australia in China’s Mark et......



And so.....to the And so.....to the FutureFuture and and BordeauxBordeaux
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Bordeaux Bordeaux -- The Critical ‘Touch PointThe Critical ‘Touch Point s’s’
�� Oversupply entrenched for many yearsOversupply entrenched for many years
�� High production costs a given factHigh production costs a given fact
�� Fragmentation Fragmentation -- uniquely lopsided structure: large and small estatesuniquely lopsided structure: large and small estate s
�� Reduce number of appellations Reduce number of appellations -- Italy is an example  Italy is an example 
�� Too few large wine brands to compete in world marke tsToo few large wine brands to compete in world marke ts
�� Wine tourism highly underdevelopedWine tourism highly underdeveloped
�� NonNon--fashionable wine style(s) for today’s consumer’s ta stefashionable wine style(s) for today’s consumer’s ta ste
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�� NonNon--fashionable wine style(s) for today’s consumer’s ta stefashionable wine style(s) for today’s consumer’s ta ste
�� Packaging and marketing techniques (an obsession wi th ‘Chateau’)Packaging and marketing techniques (an obsession wi th ‘Chateau’)
�� Lack of collaboration Lack of collaboration -- collective vision lackingcollective vision lacking
�� Huge price ‘gap’ between top and bottom end estates  Huge price ‘gap’ between top and bottom end estates  -- Grand Cru isGrand Cru is

promoting the image of the promoting the image of the terroirterroir and top quality winesand top quality wines
�� Merchants generally not geared to play the internat ional ‘game’ and Merchants generally not geared to play the internat ional ‘game’ and 

more profitable in Grand Cru business ‘activities’more profitable in Grand Cru business ‘activities’
�� Marketing orientation low level Marketing orientation low level -- education and tra ining education and training 

(and marketing research) (and marketing research) 
Fixable or not?   Definitely!!!Fixable or not?   Definitely!!!



�� Critical size for any Generic Bordeaux brand = Critical size for any Generic Bordeaux brand = ±±11--1.5 million cases1.5 million cases

�� How to build a big Bordeaux brand How to build a big Bordeaux brand -- small chateaux lease their land small chateaux lease their land 
(total = (total = ±±3,000 ha) to a company that makes the wi ne, does the 3,000 ha) to a company that makes the wine, does th e 
marketing, and owns a distribution company....then use the namemarketing, and owns a distribution company....then use the name
‘Chateaux’, pay lease for the land and keep vintner s on the land as‘Chateaux’, pay lease for the land and keep vintner s on the land as
contractors. This way, the new regulations (ODG rul es) will be helpfulcontractors. This way, the new regulations (ODG rul es) will be helpful
to ensure the quality of the grapes (this model alr eady exists into ensure the quality of the grapes (this model alr eady exists in
Bordeaux albeit on a smaller scale)Bordeaux albeit on a smaller scale)

Bordeaux Bordeaux -- Some CAN DO Some CAN DO NOWNOW Points......Points......
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Bordeaux albeit on a smaller scale)Bordeaux albeit on a smaller scale)

�� Reliance on government support = protectionism....s o to get out ofReliance on government support = protectionism....s o to get out of
oversupply have to.....oversupply have to..... SELL MORE!!!SELL MORE!!! ......this is a ......this is a marketingmarketing challengechallenge

�� Bordeaux Generic/Bordeaux Superior has the critical  massBordeaux Generic/Bordeaux Superior has the critical  mass and is theand is the
best way to spread the Bordeaux ‘best way to spread the Bordeaux ‘lovemarklovemark’ all over the world ’ all over the world 

�� Sell to China by all means at profitable priceSell to China by all means at profitable price--poi nts points -- but rememberbut remember
China has invested hugely in training in viticultur e, winemaking andChina has invested hugely in training in viticultur e, winemaking and
marketing and intends to soon be a marketing and intends to soon be a tour de force tour de force itself in wine exportsitself in wine exports

�� Do not abandon the USA Do not abandon the USA -- best prognosis of any 1best prognosis of any 1 stst World market  forWorld market  for
the next 10+ years the next 10+ years -- remember this! remember this! 



One of the ‘Cures’: Centre One of the ‘Cures’: Centre CulturelCulturel Et Et TouristiqueTouristique Du Vin?Du Vin?

3%!3%!
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3%!3%!



A Bordeaux Brand? Watch the Margins Though!A Bordeaux Brand? Watch the Margins Though!

�� The margins The margins mustmust be ‘right’ be ‘right’ -- vitally important!vitally important!

�� Research Research -- then decide on price point, then decide on price point, egeg. . €€9.99 per bott le9.99 per bottle

�� What must be done to achieve this What must be done to achieve this -- adjust down the wine value chainadjust down the wine value chain
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�� What must be done to achieve this What must be done to achieve this -- adjust down the wine value chainadjust down the wine value chain



�� Old World’s and therefore France’s current dilemmaOld World’s and therefore France’s current dilemma
�� Structural oversupply of wine hugeStructural oversupply of wine huge
�� Wine consumption decline in their own domestic mark etsWine consumption decline in their own domestic mark ets
�� Significant loss in export market shares = lack of competitivenessSignificant loss in export market shares = lack of competitiveness

�� Old World has drawn a line in the sand Old World has drawn a line in the sand -- EU Wine Re form PolicyEU Wine Reform Policy
�� Implementation slow Implementation slow -- clear directives from governm ents lackingclear directives from governments lacking
�� Some countries benefit more than others Some countries benefit more than others -- Spain! Spain! 

Some of the antiSome of the anti --innovation forces now largely removedinnovation forces now largely removed

Some Conclusions…….Some Conclusions…….
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�� Some of the antiSome of the anti --innovation forces now largely removedinnovation forces now largely removed
�� But more ‘pain’ for Old World inflicted by New Worl d to follow firstBut more ‘pain’ for Old World inflicted by New Worl d to follow first

�� Bordeaux Bordeaux -- Quo Vadis?Quo Vadis?
�� No further regulations and complexity No further regulations and complexity -- to ‘breathe ’ is already hardto ‘breathe’ is already hard
�� Reconsider the merchants and Reconsider the merchants and negociantsnegociants’ roles in the chain’ roles in the chain
�� CoCo--operatives have a role operatives have a role -- forward in the wine chain (with brands)forward in the wine chain (with brands)
�� Chateaux visits have a role Chateaux visits have a role -- wine sold at full mar gin and brandingwine sold at full margin and branding
�� A Bordeaux ‘brand’ at the lower end of the market A Bordeaux ‘brand’ at the lower end of the market - - but but not too lownot too low
�� Most of all.....cool heads and a professional appro ach to business Most of all.....cool heads and a professional appro ach to business 

are what is now needed the most!are what is now needed the most!



MERCI! MERCI! 
QUESTIONS?QUESTIONS?
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QUESTIONS?QUESTIONS?


