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Evolution of world consumption
sparkling wine (OIV)

Evolution of world consumption of sparkling wine

of

Breakdown of sparkling wine consumption in

Germany
16%

USA
3%

ance

8%, [N — 3%

taly
9%

Share of sparkling wine in world wine con:

19.5 mhl  oter
0 countries
+65% / 20C 9796
Australi
5%
FEFTES ST T T 9%
In2021 global sparkling wine consemptii®.5 mht65% since 2002, ’2"5/;/ -
]
In terms of the relative weight of sparkling wines in overall wine consumption, wt
2002 it was at 5%, in 2018 sparkling wines repr@%eof tdialivine 150
consumption. 100
50
In 2021, seven countBemmany, USA, France, Italy, Russia, UKEand Australia
represeidB%of global sparkling wine consumption. 2002
Still wine

6% 8%
] ]
2010 2018

B Sparkling wine
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Ranking of world wine consumption per

country in 2024 (OIV)

Major countries™ by total consumption in 2024

mhl

USA e 33.3

France
Italy

Germany P18

UK

Spain

Russia
Argentina
Portugal
China
Australia
Canada
South Africa
Netherlands
Brazil

Japan
Romania
Switzerland
Austria
Hungary

*Countries with 2024 wine consumption above 2 mhl

B———— 23.0

P 22.3

I 12.6

P 9.9
s 81
— 7.7
5.6
—— 55
53
4.6
s 4.3
s 32

s 31

s 31

. 3.0

- 22

- 22

" 2.0

Wine Consumption

Wine consumption refers to the consumption of wine, including still, sparking, and special wines

Consumption per capita 15+ in major consuming countries™ in 2024

1/ capita
Portugal
Italy
France
Switzerland
Austria
Australia
Germany
Hungary
Spain
UK
Argentina
Netherlands
Romania
Canada
Usa
South Africa
Russia
Japan
Brazil
China

I 1.1
I 2.7
I 41.5
I 20,7
I 286
I 24.5
I 245
I 24.4
IEEE—— 23.8
I 023
——— 1.6
S 2.7

——— 18.7

I 13.7

——— 11.8

9.2

- 6.8

m 28

m 19

1 05

10
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Wine market internationalization index = Ratio of
imported volume / global consumption (OlV)

‘ Market Internationalisation Index

the percentage of wine consumption that comes from imports

o - 41%

+30% pts since 1990 40%
35%
47% of wine consumed 25%
is imported
20%
15%
@) 10%
Highly globalised sector .
0%
A > A . \! N > Vo L > S A O D NP D b > > > & QA
R Ve S \\,\\ o & \\,\ R R GG S S & & @ ,'\‘\‘\ L\»\\ “;\\\ & @

o
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Evolution of world average export price in
2024 (OlV)

\W 4
@®

2nd highest recorded

=

Inflationary pressures

ol

+30% / 2020

International Trade in Wine

International trade of wine refers to import/export of wine(HS code 2204)

Evolution of world average export price

N 3.60 rur/L

35 -0.3% /2023

2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020 2022 2024
Prel

o
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The six Swiss wine regions

GERMANY

SWITZERLAND F

FRANCE ru% ‘ mm% - Wiirttemberg
BaseL ® = . enses
P - V t‘ﬁ} i;ﬁ A-‘

& 3 2 ST.GALLEN &
: ¥

kS
‘Q \ Vorarlberg
& o AUSTRIA
S -
e g M .y LIECHTENSTEIN

NEUCHATEL =
¥ LUCERNE & ﬁ
= BERN

L
FRANCE SUISSE GERMAN PART e
VALAIS 5’000 Hectares GRAUBONDEN
VAUD 3750 Hectares
SWISS GERMAN PART 2’650 Hectares
GENEVA 1’450 Hectares pependy
TESSIN 1’050 Hectares

NEUCHATEL - 3 LAKES 1’000 Hectares

&
SWITZERLAND 14’900 Hectares %‘L.E:‘g}‘ - South Tyrol

ITA:LY

LUGANO ¥:.
FRANCE ST g dilugano
Logotiore ¥
&
ITALY
Lombardy

Savoie Aosta
Valley

Piedmont

WWW.SWISSWINE.CH g/\\\\\\\\

Switzerland. Naturally. SWISS WINE




FOAG report (wine year)

»Quantities
» Calculated consumption: C=Si-Sf+ P + (M - X)

> All distribution channels combined

OSMV Report (Swiss wine market)
® coop ] Landi
»Quantities and prices === MANOR" miGRos
»Average quantities and prices paid at the cashier

» Retail market (COOP, Denner, Globus, Manor,
Migros, Volg, Spar and Landi)
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Wine production in Switzerland
(FOAG, 2025)

en hl

EFEEEBREEEE B E g B P ~g S
i B BB S E I B N & % = I B = = N B :
SRCRZRAE 3 FRERS ARRRR2 < RESRTRRS Q3

404'401

1992 1994 1995 1996 1997 1998 1999 2000 2001 2002 2002 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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en hi
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17000000
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Wine consumption in Switzerland
(FOAG, 2025)
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i Swiss wines (2025)
»Cons. TOT :-3.3%

»Cons. CH: +2.3%
» Cons. For. : -6.4%

B—a Consommation blanc et rouge

B—E dont vin étranger
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Evolution of sales and prices of Swiss
wines (AOC and VdP) 2019-2025

30000

25000

20000

15000

Violume (1000 litres)

1000

5000

17.76 CHF

18.11CHF
18.00

— 15.00
W 14.32 CHF

4382
13.61CHF

14120

201

12.24 CHF

10.54 CHF

2020

2021

Vinblanc ®Vinrouge

4
0

l-q

2022 2023

Vinrosé Vin Mousseux

am |

2024

4426
" 12.94 CHF

1200
10.62 CHF
9.00

6.00

13042
3.00

0.00
2025

Prix (CHF fltre)

Fig. 3 Données de vente 2019-2025 : Coop, Denner, Globus (2019-2020), Manor, Migros, Volg, Spar, Muller (2023-2025) et Landi (2019-2025)




Months of consumption for white wines

(MoC = Si/C*12) - FOAG

25

20

15

10

17.3

Mois de consommationvins blancs

200 o4 200 207 498

17.3 17.0

18.2

2015

2016 2017 2018 2018 2020 2021 2022

Vins blancs suisses  ====Vins blancs étrangers

2023
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Import and export market share by volume
all colors combined in 2025 (FOAG, 2025)

Afrique du sud 1%

O
L ] Australie 1%

\DaC
rortug Chili 19% g
France 23% Y <Y
Argentine 1% S,
—_— V autres 5%
=
Autriche 1%

Figure 3-1: Importation par pays (total) m

ltalie 44% —
USA 3%

Wine exports from Switzerland represent 1.3% of Swiss wine productionin
2025 (re-exportation included). This figure drops to around 0.5% if we consider

only Swiss wine exports.
19



Litres

30000 000

25000 000

20000 000

15000 000

10000 000

5000 000

State of the Swiss sparkling wine and
NoLo market (FOAG and OSMYV)

Evolution and linear projection of the consumption of imported sparkling
wines in Switzerland (2000-2030). FOAG consumption data (2000-2023)

Volume (litres)

25000 000

22 500 000

20000 000

17 500 000

15 000 000

12 500 000

10000 000

7500 000

5000 000

2500 000

0

1988

1993

1998

2003 2008

mltalie mFrance mEspagne &= Autres

2013

2018 2023

Evolution of import volumes of sparkling wines by exporting country
(Swissimpex 1988-2023)

Yente en grande distribution Yariation
2019 2021 2022 2023 2022-2023
Cocktails d basevins  Volume' 979 1051 1003 1067 a B4%
MOoUSSeux Prix* 849 9.47 993 952 v -4.1%
Vins mousseux sans  Volume 1530 1777 1738 1787 VN 28%
alcool Prix 6.55 651 6.77 7.18 a 63%
3 Volume' 0 230 27 214 w 227%
Hord seltzer Prix 000 830 8.44 886 A /9%
Vins désalcoolisés Volume 23 83 150 198 A  318%
Prix 1.1 1265 13.45 1285 v -8.0%
Total Volume 2532 3141 3 169 3266 A Ji1%
Prix 1.34 780 8.23 839 A 20%

'En milliers de litres

“EnCHF/litres A partir de 2020

https://doi.org/10.34776/afs15-237
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SWiss wine consumption per capita in
2024 (ASCV)

90,0 It.

45,0 It.

40,0 It.

35,0 It.

30,0 It.

25,0 It.

20,0 It.

Consommation par personne en litres 2024

Konsum pro Person in Liter 2024 DOOOOOOHYHH() Mousseux / Schaumwein

AAAAAAAAAAAA

;;;;;;;;;;;;

3,00 litres / Liter

= 24 verres / Glaser
(1,25 dl)

| 1 | | 1

Vin tranquille / Stillwein
29 litres / Liter

= 39 bouteilles / Flaschen
(0,75 1t)

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024*

provisoire/provisorisch *

351t

3.0t

251t

2.0t

151t

1.0t

051t
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Economic dimension of sustainability
for Heroic viticulture

Heroic viticulture, practiced in extreme conditions such as steep
slopes or terraces, presents a unique sustainability profile across

—threedimensions:

* Economically, it is costly and labor-intensive, with
limited mechanization and lower productivity. Its viability
depends on premium pricing, strong product identity,

—andoftenexternatsupport:
* Environmentally, it offers significant benefits, including biodiversity

preservation and soil conservation, although it remains vulnerable
to climate change and requires ongoing maintenance.

* Socially, it plays a key role in preserving cultural heritage, sustaining
rural communities, and maintaining traditional knowledge, despite
challenges such as labor intensity and workforce aging.

Overall, its sustainability relies on balancing economic viability,
environmental stewardship, and social continuity.

22



Economic characteristics of Heroic
viticulture

Higher production costs per hectare (supply side)
* Loweryields in many cases

* Strong link to geographical identity

* Dependence on labour intensity and availability

Price

p

Premium pricing and origin labelling (demand side)

* Individual (producer) and collective (appellation)
reputation

* Monopolistic competition ( =% perfect competition)

* Wine tourism, landscape value and Sustainability
positioning

* Niche market differentiation

Quantity

23



Fine wine pricing in a small and highly competitive
market (Masset, Mondoux and Weisskopf, 2022)

* Panel data base from 149 “fine wine” producers and 2454 wine over the six
Swiss wine regions

: : K
Methodology: Hedonic regression and DID bi=Bo+ > Btk + 6 + & + BDu + &

 Dependent variable: n (price) k=1

* Independent variables: Product attributes (varietals), Color, Aging technique,
Positioning and labelling, 2015-2018 dummy variables, Parker scores

[ —
Specification

Variables 3a 3b 3c

A. Individual and collective reputation and status

Reference producer MDVS producer 0.019 0.012) 0.019 (0.012)

[conic producer Gault-Millau Icon 0.116%* (0.033)  0.116%*F (0.033)

Region German-speaking Switzerland ~ 0.008 0.018) 0.008 (0.018)  0.007 0.018)
Ticino 0.068%  (0.039) 0.068* (0039 0.071*  (0.039)
Three-Lakes —-0.020 0.018) —0.020 (0.018) —0.021 0.018)
Vaud —0.059%*%% (0.018) —0.059*%** (0.018) —0.059*** (0.018)
Geneva —0.300%% (0017) —0.300*** (0017) —0.298%*%* (0017)

Famous T-V combination Chasselas_Lavaux 0.196%%F (0.028) 0.193*** (0.028)  0.194***% (0.028)
Merlot_Ticino 0.175%% (0.026) 0.172%*= (0.026) 0.171*%F (0.026)

Results (implications for Swiss Heroic viticulture) :

Strong correlations of Wines from Lavaux (Chasselas) and Ticino (Merlot)
on Swiss fine wine prices (almost +2% of prices and strongly significant). 24



Pricing of Wine Labels and Rewards (Devaud,

Fenal, Mondoux, ongoing research)

* Data base from 220 Vaud producers and 4426 wines in 2025 (direct sales)
* Methodology: Hedonic regression

 Dependentvariable: In (price)

k=1

K
bi = Bo+ Z B + &

BIOSUISSE

* Independentvariables: Product attributes (varietals), Color, Aging technique, ‘%W@
Labels, Rewards, Parker scores

Variable

Description

Specification 1

A.Labels
Designation 1

Designation 2

Designation 3

C. Rankings
Falstaff
Parker

D. Wine specifications
Livestock

Reserve
ViellesVignes
Varietals

Grand Cru

Premier Grand Cru
Abbaye

Clos

Chateau

Domaine

BioSuisse

Bio en reconversion
Demeter/Biodvnamic

Aged in oak barrels/casks
Amphora
Concrete

Chasselas
Pinot noir
Merlot

0.052
0.238
-0.459
0.086
0.021
-0.011
0.084
-0.059
-0.082

-0.035

0.390

0.215
0.140

-0.105

0.044

-0.030
-0.186
-0.068

0.194

0.045
0.067

0.009
0.039
0.123
0.021
0.024
0.012
0.011
0.019

0.013
0.048
0.233
0.032
0.040
0.032
0.032
0.101
0.085

B. Rewards

Grands Prix du Vin Suisse (GPVS)

Selection desVins Vaudois

Terravin

Mondial du Chasselas

Expovina

Results :

Gold
Silver
Bronze or other
Gold
Silver
Bronze or other
Gold
Silver
Bronze or other
Gold
Silver
Bronze or other
Gold
Silver
Bronze or other

0.069
0.014
0.040
0.047
0.053

-0.007
-0.031

0.138
0.002
0.068
0.097
0.098
0.089
0.020
0.048

WINE ADVOCA(T/:/LK

0.029
0.030
0.032
0.028
0.032
0.034
0.022
0.145
0.036
0.036
0.042
0.108
0.050
0.059
0.058

Strong correlations of Wine Labels (Grand crus,
BioSuisse, etc.) and Rewards (GPVS, Mondial
du Chasselas, Expovina, etc.) on Vaud wine
prices.
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Conclusions

Global viticulture is undergoing structural and economic
transformation

Heroic viticulture sits at a delicate balance:
* Supply side: higher production costs per hectare

* Demand side: premium pricing, reputation and origin
labelling

The long-term sustainability of Heroic viticulture depends
on aligning three dimensions ensuring fair economic
returns, supporting environmental stewardship, and
malntalnlng strong social engagement.
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%% changins

Thank you very much for the attention!!

A team at your service

Head OSMV and Associate Professor UAS in Economics
Alexandre Mondoux (alexandre.mondoux@changins.ch)

Scientific Collaborators in wine economics
Candice Devaud
Roxane Fenal

» Telephone: 022 3634050
» E-mail OSMV: osmv@changins.ch
» Website : https://www.changins.ch/rechercheappliquee
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