Press Release

IWSR / WINE INTELLIGENCE CONFERENCE HIGHLIGHTS
Paris, 11 February 2020 – Vinexpo Paris inaugural conference of the new show reveals spirits
premiumisation on upward trend and continuing success story of rosé growth – and shifting
perception of wine in younger generation drinkers is a warning light for the wine trade.
Drinking ‘less but better’ continues to be the key driver in spirits premiumisation and sets the outlook for
vodka and national spirits towards 2023, both the IWSR and Wine Intelligence reported in a joint
conference at Vinexpo Paris, the first to be held in the Vinexpo Academy’s programme of conference
and events at the inaugural Paris show.

Thorsten Hartmann, Director of Consulting at IWSR said that superior volume growth in the standardand-above brackets is a feature of most spirits sub-categories, with the exception of India-produced
whisky. The growth of the Premium-and-above spirits market is forecast at 4.7% CAGR 2018–23,
compared to 0.4% for standard-and-below spirits for the same period.

Global Forecast Volume 2018–23 shows a growth edge of spirits over wine, with spirits growth forecast
at 0.6% (includes local products such as baiju) over wine at 0.2%.

In contrast to the premiumisation growth driver in spirits, for still and sparkling wine it is the standardand-above segments that will drive overall growth for sparkling wine, but this will not be enough to
counter a slight overall decline for still wines. Sparkling wine growth will be driven mainly by the US, Italy
and Russia markets.
Rosé continues its success story with Wine Intelligence’s data 2007–19 showing an uptake in
consumption across UK, Canada and the US of 50%, 41% and 36% respectively. According to Richard
Halstead, COO of Wine Intelligence, rosé’s continuing growth is being driven by women and younger
people and an increase in men drinking more of what was formerly regarded as an exclusively female
drink.
Wine Intelligence’s (WI) Richard Halstead also highlighted a number of trends highlighting that wine’s
position as the beverage of choice for 30–64yr olds can no longer be taken for granted. These included

the key trend that consumers appear to want to learn more about wine as a part of their lives, but
(according to WI surveys) their level of knowledge of wine has fallen. How bottles appear and appeal to
the consumer is also becoming more important to the consumer who is concerned with what the product
says about them, visually, when viewed on Instagram for example.
“What the consumer, especially the younger consumer, seems to be saying,” Richard Halstead said, “is,
paradoxically – ‘I want to learn more, but know less’ ”.

About Vinexpo
In an initiative spearheaded by the Bordeaux-Gironde Chamber of Commerce and Industry, VINEXPO came into
being in 1981 and today is the leading events organiser in the wine and spirits sector. In 39 years, Vinexpo has
gained a unique understanding of the market and gathered a huge global network of influential distributors. The
brand now organises events in five cities worldwide (Bordeaux, Hong Kong, New York, Shanghai and Paris), in
addition to a roadshow, Vinexpo Explorer. Every year, the group also publishes one of the most exhaustive market
studies on global wine and spirits consumption: the Vinexpo/IWSR report.

Vinexpo has obtained ISO 20121 certification. Vinexpo runs a CSR (Corporate Social
Responsibility) initiative through a number of measures aimed at reducing its environmental impact
and optimising local, social and economic benefits. Vinexpo is demonstrating its commitment to
group-wide performance by ensuring its business is managed in compliance with ISO 20121
certification on “Event sustainability management systems”.

For more information, visit VinexpoParis.com
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