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ABSTRACT
Prosecco became the best-selling sparkling wine in the world in 2013 when it first outsold
Champagne, and since then its production figures have almost doubled. The global sparkling
wine category has also seen an incredible increase in sales volumes, reportedly being driven
largely by Prosecco.
These statistics will be analysed by researching the factors driving the increase in Prosecco
sales, focusing specifically on the United Kingdom, Prosecco’s largest market. One of these
factors is price, as Prosecco is produced by the Charmat method which is more cost-effective
when compared to the traditional method of sparkling wine production. Prosecco is required
to be made using a minimum of 85% Glera grapes. In order to research the costcompetitiveness of Prosecco and its competitors this dissertation will research; the principal
methods of sparkling wine production, the legislation pertaining to its production, the top four
sparkling wine producing countries in the world and the growing of Glera vines in Italy and
other countries.
Prosecco has become a brand which consumers order by name. Brand identity and factors
that have influenced its huge increase in popularity, particularly in the UK, will be researched
in this dissertation. Prosecco’s main export markets will also be researched.
Sparkling wine has been produced in South Africa since 1929. This will be researched together
with Prosecco distribution and retail in South Africa.
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1. INTRODUCTION
Prosecco sales first surpassed those of Champagne in 2013. 307 million bottles of Prosecco
were sold in comparison to 304 million bottles of Champagne, which made Prosecco the bestselling sparkling wine in the world (France24, 2014). Prosecco has since then almost doubled
its production figures, with a 2018 production forecast of almost 600 million bottles (Schmitt,
2018b). The International Wine and Spirits Record (IWSR) has predicted that sparkling wine,
as a global category, will increase in sales by 8.6% between the years of 2016 and 2020,
driven largely by Prosecco sales (Schmitt, 2017).
This dissertation will examine these statistics by researching the rise of Prosecco sales within
the broader context of the increase in global sparkling wine sales. South African MCC and
sparkling wine production and Prosecco distribution and retail in South Africa will also be
examined in relation to these trends. This will be achieved by:
• Providing an overview of the principal sparkling wine production methods; the
legislation governing the production of Prosecco, Champagne, Sekt and Cava; and the
growing of Glera vines in Italy and in other countries.
• Determining the various factors driving the increase in global Prosecco sales,
specifically in the United Kingdom which is Prosecco’s largest market.
• Researching brand Prosecco in terms of the marketing strategies used, specifically in
the United Kingdom, USA and Germany.
• Providing an overview of South African Méthode Cap Classique (MCC) and sparkling
wine production, Prosecco distribution and retail in South Africa, and conducting a
price point analysis of Prosecco, Champagne, Cava and MCC and sparkling wine in
the South African market.
• Formulating a conclusion which will include recommendations for South African MCC
and sparkling wine producers in the context of the global sparkling wine market,
specifically in relation to Prosecco.
As there is very little literature available on this topic, most of the information in this dissertation
has been obtained from the internet, research papers, reports, magazine articles and industry
bodies. In addition, information was obtained via general discussions and interviews with
South African MCC and sparkling wine producers and Prosecco distributors and retailers in
South Africa, and by sending out two specifically designed questionnaires for Prosecco
distributors and retailers in South Africa and for South African MCC and sparkling wine
producers. (See Appendices for copies of these questionnaires)
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2. GLOBAL SPARKLING WINE PRODUCTION
The International Organisation of Vine and Wine (OIV) has reported that world trade in
sparkling wine has increased from 6.7 million hectolitres in 2013 to a record level of 9.3 million
hectolitres in 2018 with a value of €6 billion (OIV, 2019). (See Figure 1)
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Figure 1: Graph showing world trade in sparkling wine
Source: OIV Statistical Report on World Vitiviniculture 2019
More than 80% of sparkling wine is produced in Europe, with Italy producing the most, followed
by France, Germany and Spain (Bailey, 2018). This dissertation will focus on Prosecco,
Champagne, Sekt and Cava, which are the most commonly produced types of sparkling wine,
in terms of volume, in each of these countries respectively (Vignati, 2016; Robinson, 2015).
In order to examine Prosecco in relation to its main sparkling wine market competitors,
specifically in terms of cost-effectiveness, it is important to discuss the production methods
and legislation pertaining to each of these types of sparkling wines.
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2.1 Production Methods
Sparkling wine’s most distinctive attribute is its effervescence, which is the result of a second
carbon dioxide-trapping yeast fermentation. Two of the principal sparkling winemaking
methods are: the traditional method, where the second fermentation takes place in the bottle,
and the Charmat method, where the second fermentation takes place in a closed tank
(Jackson, 2014). The base wines are made by fermenting grapes and, in most methods of
sparkling wine production, are selected to be almost colourless, relatively low in alcohol
(thereby avoiding the final alcohol level being above 12% after the second fermentation), with
a minimal amount of varietal aroma (thereby favouring the development of a toasty character
during lees contact), and relatively high in acidity (in order to improve flavour) (Jackson,
2009). The blending of the base wines, following extensive tasting and assessments, is an
extremely important stage in the production of sparkling wine. Large champagne houses
sometimes blend a few hundred base wines to achieve their house style of non-vintage
champagne. A mixture of sugar and yeast is added to this to initiate the second fermentation.
Approximately 24g/l of sugar is added to produce an additional 1.2% to 1.3% alcohol by
volume and enough carbon dioxide to form five to six atmospheres of pressure inside the
bottle before disgorgement. The blend or cuvée is then transferred into either dark, very strong
bottles (traditional method) or into closed tanks (Charmat method). Up to this point in the
sparkling winemaking process, the traditional and Charmat method follow the same stages of
production (Robinson, 2015). The details of each method from the stage of transferring the
blend into either bottle (traditional method) or closed tank (Charmat method), are given in
section 2.1.1 and 2.1.2. (See Figure 2 showing a flow diagram outlining these two methods)
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Figure 2: Flow Diagram: Traditional Method and Charmat Method
Source: Robinson, 2015
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2.1.1 Traditional Method
This method of production may also be referred to as the classical method, méthode classique,
classical traditional method, méthode traditionelle and was once called the champagne
method. The traditional method is thought to be the most precise way of making sparkling
wine. The defining stage of this method is that the all-important second fermentation takes
place in the bottle. Once the base wine blend has been transferred into bottles these are
sealed with a crown cap, thus trapping the carbon dioxide produced during the second
fermentation. While the second fermentation takes place the bottles are stored on their sides
at approximately 12°C. The second fermentation usually takes four to eight weeks until the
desired pressure and bubbles have been created. Another extremely important stage affecting
the quality of a sparkling wine is the amount of time it is allowed to age on the lees, as this
allows the wine to absorb flavour from the spent yeast cells (lees). This progression is called
yeast autolysis. The majority of traditional method sparkling wine production regulations
require a minimum of nine months ageing on the lees. The process in which the bottles are
turned, either by hand in riddling racks or in automated machines called Gyropalettes, is
known as riddling. This is undertaken so that the bottles are slowly moved from their horizontal
position to an upside-down vertical position, thus moving the lees into the neck of the bottle to
be removed during the process of disgorgement (Robinson, 2015). The disgorgement process
involves placing the necks of the upside-down bottles into trays of a freezing solution at -25°C
for two minutes in order to freeze the wine in the necks of the bottles. The deposit of lees
forms a plug of ice in the necks of the bottles, which are approximately 2cm long (Champagne
Bollinger, 2019; Robinson, 2015). The bottles are then placed upright, the crown caps
removed and the pressure which has built up as a result of the second fermentation then
shoots the frozen deposit out of the bottles. The small amount of wine lost during the process
of disgorgement is then replaced when the bottles are topped up with the so-called dosage,
which is a mixture of sugar syrup and wine. The dosage determines the final sweetness levels
of the wine. (See Section 2.1.3) Champagne corks are then inserted into the bottles, held on
with wire muzzles (Robinson, 2015).
Styles of traditional method sparkling wine which are to be examined in this dissertation:
•

Champagne (France)

•

Cava (Spain)

•

Méthode Cap Classique (South Africa)

•

Crémant (France)

•

English Sparkling Wine (England)

11

2.1.2 Charmat Method
This method of production may also be referred to as tank, autoclave, Metodo Italiano (Italy),
Cuve Close (France), bulk and granvas (Spain) (Atkin, 2010; Robinson, 2015). This method
is also referred to as the Martinotti method in the Prosecco DOC region of Italy. The first
autoclave or tank was designed in 1852 by Edme-Jules Maumené, a French chemist. Wooden
tanks were used and wine was transferred into bottles under pressure. This initial design was
developed further by an Italian, Federico Martinotti, in 1895, hence the use of the name,
Martinotti in Italy when referring to this method of sparkling wine production. Eùgene Charmat,
a French inventor, then refined the process and patented his design in 1907, utilising stainless
steel tanks (Tanghe, 2017). The defining stage of this method is that the all-important second
fermentation takes place in a large closed tank, which is held under pressure, thus trapping
the carbon dioxide produced during the second fermentation. The second fermentation is rapid
and is usually stopped by cooling the sparkling wine down to -5°C once five atmospheres of
pressure has been attained (Robinson, 2015). The second fermentation takes approximately
30 to 45 days, whilst the temperature is kept between 15°C-18°C. Some Prosecco producers
using the Charmat method filter the wine early after the second fermentation has taken place
in order to maintain the fruitiness and then leave the wine in the tank to attain richness in terms
of flavour, a technique referred to as Charmat lungo (Atkin, 2010). After being clarified (using
filtration), the dosage (a mixture of sugar syrup and wine) is added and the sparkling wine is
then bottled under pressure using a counter pressure filler. Special Champagne corks are
then inserted and held down by wire muzzles (Robinson, 2015).

Types of Charmat method sparkling wines which are to be researched in this dissertation:
•

Prosecco (Italy)

•

Sekt (Germany)
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2.1.3 Sweetness Levels
The dosage stage of both the traditional and Charmat methods is the way in which the final
sweetness level, also known as the residual sugar, of the sparkling wine is attained. These
range from very dry to sweet (Robinson, 2015).

Residual Sugar g/l

Description of Style

< 3 (no sugar added after second

brut nature

fermentation)
3–6

extra brut

< 12

brut

12 – 17

extra dry

17 – 32

sec

32 – 50

demi – sec

> 50

doux

Table 1: EU classification of Sweetness Levels for Champagne and sparkling wine
Source: Robinson, 2015; Ferreira, 2020
Prosecco, Champagne, Cava, Sekt, Crémant, English Sparkling Wine, and South African
MCC and Sparkling Wine all adhere to the EU legal classification for sweetness levels. The
EU Common Market Organisation (CMO) and the South African Wine Industry entered into
an agreement regarding winemaking practices, labelling and trade in 2002, and therefore
South African MCC and sparkling wine adheres to the EU legal classification for sweetness
levels. The classification requires that the sweetness level must appear on the label
(Robinson, 2015; SAWIS, 2019).

2.2

Legislation

It is important to examine the regulations imposed on Prosecco production and also those
imposed on its biggest competitors (cost competitiveness will be discussed in Section 3.1).
Sparkling wine production is governed by various regulatory bodies in each country of
production. The top four sparkling wine producing countries in the world are in Europe, those
being, in descending order, Italy, France, Germany and Spain (Forbes, 2020). Most sparkling
wine production is regulated by the all-embracing EU legal framework known as the Common
Market Organisation (CMO) which falls under Europe’s Common Agricultural Policy (CAP)
(Bailey, 2018; Robinson, 2015).
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2.2.1 Prosecco
Prosecco is Italy’s, and indeed the world’s, largest producer of sparkling wine in terms of
volume (Schmitt, 2018b). Production is thought to have begun in the 12th century as a still
wine and then as a purposefully sparkling wine from the early 1800s. The style only became
firmly established after Louis Pasteur explained fermentation science in the 1850s and the
autoclave and Charmat method were developed thereafter (Tanghe, 2017).
Prosecco’s classic production area in the Veneto has historically been known as a vine
growing and winemaking region of Italy. The legally delimited area for Prosecco production is
made up of five provinces in Veneto; Treviso, Venice, Vicenza, Padua and Belluno, and four
provinces in Friuli-Venezia-Giulia; Gorizia, Pordenone, Trieste and Udine. The delimited
Prosecco production area is situated in the north east of Italy, extending from the city of
Vicenza in the west to Trieste in the east (Schmitt, 2017; VinePair, 2019).

Figure 3: Map showing Prosecco DOCG and DOC designations
Source: vinepair.com
It is important to understand Italy’s quality classifications for wine production before examining
legislation governing Prosecco production. The Indicazione Geografica Tipica (IGT) category
was created as the lowest level of quality wine, with Denominazione di Origine Controllata
(DOC) being mid-level and Denominazione di Origine Controllata e Garantita (DOCG) being
at the highest level (Robinson, 2015).
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The DOC and DOCG regulations for Prosecco control or delimit; the area of production,
permitted grape varieties, level of alcohol, total acidity and extract, limit yields and regulate
viticulture and viniculture practices (Gaiser, 2012; Schmitt, 2019a; Robinson, 2015).
The Prosecco region was legally registered as a protected designation of origin (PDO), in
2009. This meant that any other region or country was prevented, by law, from using the name
Prosecco. Before 2009, Prosecco was the name of the grape variety used to produce
Prosecco. As the name of a grape cannot be protected or delimited by law, the grape name
was changed from Prosecco to its ancient synonym of Glera by a decree made under
European law. The region was then enlarged many times so that the village named Prosecco
in Friuli was included in the region, thereby enabling the registration of Prosecco as a
geographical indication.
The Italian DOC classification was first granted for the Prosecco region in 1969. A separate
sparkling wine district was created for the classic Prosecco production zone between the
villages of Conegliano and Valdobbiadene in 2003. This classic Prosecco production area is
situated in the hills of the Treviso province of the Veneto region of Italy. (See Figure 3) In 2009,
this district was then promoted to DOCG Conegliano-Valdobbiadene (7,800ha), as well as the
area around the village of Asolo, DOCG Asolo (1,800ha). The Prosecco produced in these
DOCG zones carry the name ‘Superiore’ on their front label. Maximum yields permitted are
13,500kg/ha. The Cru of Cartizze, a 107ha area of vineyards on steep slopes in the highest
part of the commune of Valdobbiadene (457m above sea level), is claimed to produce the best
quality of all Prosecco. Yields here are limited to a maximum of 12,000 kg/ha. Hand-harvesting
is essential due to the steepness of the vineyard slopes. A system of crus (vineyards of
superior quality) has been phased in in the Conegliano-Valdobbiadene DOCG zone. There
are 43 single vineyards (known as Rive in Italian) whose names are permitted to be mentioned
on the label providing the yields are less than 13,000 kg/ha. ‘Rive’ means ‘vineyards planted
on steep land’ in local Italian dialect. The Rive category requires, by law, that all grapes used
must come from the Rive mentioned on the label, must be vintage dated and must be
Spumante (fully-sparkling). The Prosecco DOC zone has 24,450ha under vine and maximum
yields permitted in this zone are 18,000kg/ha. The total number of hectares of vines in the
Prosecco region is 34,050ha. Prosecco must, by law, be made from a minimum of 85% Glera
grapes. Up to a maximum of 15% in total may include international varieties such as Pinot
Bianco, Pinot Grigio, Pinot Nero and Chardonnay, as well as indigenous Italian varieties such
as Verdiso, Bianchetta Trevigiana, Perera and Glera Lunga (Micallef, 2018; Schmitt, 2019a;
Tanghe, 2017; Conegliano Valdobbiadene DOCG, 2019). Machine harvesting of grapes is
permitted in Prosecco, however, Rive and Superiore di Cartizze DOCG regulations stipulate
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that grapes must be hand-harvested. Some of the vineyards are too steep for machine
harvesting (Miquel, 2018; Conegliano Valdobbiadene DOCG, 2019)
Prosecco can be fully-sparkling (spumante), semi-sparkling (frizzante) or still (tranquillo). The
majority of Prosecco produced is sparkling and is made using the Charmat method (Robinson,
2015). The second fermentation takes place in pressurised tanks after yeast, cane sugar
and/or more grape juice has been added to the base wine. This process should, by law, occur
over a time period of at least 30 days (Pryer, 2018). Spumante is bottled at 3.5 bars of pressure
and makes up 94% of production. Frizzante, between 1 and 2.5 bars of pressure makes up
5% of production, while tranquillo, at less than 1 bar of pressure, makes up only 1% of
production (Micallef, 2018). Prosecco is permitted to be released for sale 30-40 days after
bottling (Gaiser, 2012). Prosecco may only be sold in traditional glass bottles (Eads, 2015).
To understand the legislation pertaining to the Prosecco region, it is important to examine
Prosecco’s hierarchy of quality. (See Figure 4)

Prosecco
Superiore
di Cartizze DOCG
Prosecco Superiore
Rive DOCG

Prosecco Superiore
DOCG

Prosecco DOC

Figure 4: Pyramid Diagram showing Prosecco’s Hierarchy of Quality
Source: Mowery, 2018
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2.2.2 Champagne
Champagne was the first region in the world to produce sparkling wine in any large quantities
and is the largest sparkling wine appellation in France. The Champagne region is in north east
France and encompasses five main areas; Montagne de Reims, Vallée de la Marne, Côte des
Blancs, Côte de Sézanne and the Aube (Robinson, 2015; Guildsomm, 2019). (See Figure 5)
The regulations in Champagne are governed by the Institut National de l’Origine et de la
Qualité (INAO). This institute governs all wine appellations in France. These regulations
include; delimitation, permitted grape varieties, maximum permitted yields per hectare,
harvesting method, maximum permitted press fraction used to produce base wines, method
of production to be used, minimum periods of ageing on the lees and minimum periods of
bottle ageing before release.
The geographical region allowed to call its wines Champagne was legislated in 1927. The
region is a protected designation of origin, Appellation d’Origine Protegée in French (AOP),
France’s famous denomination for best quality wines. No other region or country is permitted
to use the word Champagne (Robinson, 2015). The Champagne region encompasses almost
34,000ha of vineyards. Within the region, 17 villages have been granted Grand Cru status,
the highest ranking, while 42 villages have been granted Premier Cru status, the secondhighest ranking. If producers make Champagne using only grapes grown in Grand Cru or
Premier Cru villages, these terms are permitted to be used on the bottle’s label (Guildsomm,
2019, Robinson, 2015).
The permitted grape varieties for Champagne production are; Chardonnay, Pinot Noir, Pinot
Meunier, Pinot Blanc, Pinot Gris, Arbane and Petit Meslier. The 2018 maximum permitted
yield was 10,800 kg/ha. Maximum permitted yields are reset each year. The INAO uses a
base yield of 10,400 kg/ha, and then resets the limit upwards or downwards each year, subject
to the quality and quantity of the harvest, but no higher than 15,000 kg/ha for AOP production.
Only hand harvesting of the grapes is permitted.
Only the traditional method may be used in Champagne production. The minimum maturation
time on the lees is 12 months for non-vintage Champagne and 36 months for vintage. Most
Champagnes are kept in the cellar for long periods of time after bottling before being released,
2-3 years for non-vintage Champagnes, and 4-10 years for vintage (Best Champagne, 2018;
Schmitt, 2018a; Comité Champagne, 2019).
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Figure 5: Map showing the Champagne wine region
Source: vineyards.com
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2.2.3 Sekt
Sekt is the name used for sparkling wine produced in German-speaking countries. Sekt is not
a protected designation of origin (PDO) and the name is therefore permitted to be used by
other German-speaking countries, for example, Austria. Sekt production in Germany is legally
permitted in any geographical region of the country (Robinson, 2015; Winefolly, 2019). It is
important to analyse German Sekt quality levels to understand the regulations governing its
production. (See Figure 6)

VDP Sekt
Winzer Sekt

Sekt b.A

German (Deutscher) Sekt

Sekt

Figure 6: Pyramid diagram showing German Sekt Hierarchy of Quality
Source: Winefolly, 2019
The vast majority, up to 90%, of the Sekt produced in Germany is made using at least some
imported grapes grown elsewhere in Europe or bulk wine made elsewhere in Europe, mainly
in Italy, Spain and France. Deutscher Sekt is produced using only German grapes and this
term is permitted to be used on the label. Deutscher Sekt b.A (bestimmter Anbaugebiete) on
a label denotes that a minimum of 85% of grapes grown in any of the 13 quality wine regions
of Germany have been used in its production. These regions are; Ahr, Baden, Franken,
Hessische Bergstrasse, Mittelrhein, Mosel, Nahe, Pfalz, Rheingau, Rheinhessen, SaaleUnstrut, Sachsen, and Württemberg (See figure 7). The German Wine Institute reports that
approximately 50% of premium Sekt is made from Riesling grapes, 30% from Pinot Noir and
Pinot Meunier grapes, and the rest is made using other grape varieties. Some aromatic grape
varieties such as Scheurebe, Muskatelle, Muskat Trollinger, Gewürztraminer and Sauvignon
Blanc are also used (Echensperger, 2017). Winzersekt is required to be be produced from
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single-variety estate-grown grapes only. The Verband Deutscher Prädikatsweingüter (VDP)
Association, is a group of top German wine estates which controls which grape varieties may
be used in which regions, and that only hand harvesting is permitted (Krebiehl, 2018; Wines
of Germany, 2019; Robinson, 2015). Sekt’s effervescence is produced as a result of a
secondary fermentation and it contains at least 3.5 bars of pressure once bottled (Wines of
Germany, 2019). The Charmat method is the most common method used in Sekt production
(Robinson, 2015). Deutscher Sekt and Deutscher Sekt b.A make use of the Charmat method
but are required to have had a minimum of 90 days on the lees, 30 days of which constant
mixing of the Sekt in the tank should take place. The traditional method may also be used but,
if so, these Sekts are required to spend a minimum of nine months on the lees. Both
Winzersekt and VDP classification Sekt must be made by the traditional method only and
must be made in the same region in which the grapes have been grown. VDP classified Sekt
is strictly controlled; whole-bunch pressing is mandatory, press fractions are regulated, and a
specified minimum time on the lees is mandatory. There are three quality levels; VDP Ortssekt
(Village Sekt), and VDP Gutssekt calls for a minimum of 15 months on the lees, and VDP
Lagensekt (single vineyard) calls for a minimum of 36 months on the lees (Krebiehl, 2018). A
semi-sparkling wine containing between 1 and 2.5 bars of pressure called Perlwein is also
produced in Germany. It is similar in style to Prosecco Frizzante (Robinson, 2015).

Figure 7: Map showing German wine regions
Source: vineyards.com
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2.2.4 Cava
Cava is sparkling wine produced in Spain. The Cava protected designation of origin,
Denominaciòn de Origen Protegida in Spanish, is restricted to sparkling wines produced in
certain municipalities in Cataluña in north east Spain. The majority of Cava producers are in
Cataluña, mostly in Penedès, which is the largest denominated wine zone within the greater
Cataluña region. Cava was first produced in the town called Sant Sadurni d’ Anoia in Penedés
(Robinson, 2015). (See Figure 8 for the map showing the Penedès region)
The grapes legally permitted in Cava production are the white grapes; Macabeo, Xarel-lo,
Parellada and Chardonnay, and the dark-skinned grapes; Garnacha, Monastrell, Pinot Noir
and Trepat. Trepat, however, may only be used in the production of Rosè Cava. Yields may
be no more than 12,000 kg/ha for white grapes, and 8000 kg/ha for red grapes. The traditional
method of production is mandatory and Cava should contain a minimum of 4 bars of pressure.
Regulations for time on the lees are; Basic, minimum 9 months; Reserva, minimum 15 months
and Gran Reserva, minimum 30 months. An initiative to create a superior quality level of Cava
began in 2014, this was a new single vineyard classification known as Cava del Paraje
Calificado (Robinson, 2015; Sedlackova, 2019). This new classification required that; all
grapes be hand harvested from vines older than ten years of age, come from qualified parcels
of land (Paraje in Spanish), have no more than 48 hectolitres of must per hectare, have a
maximum yield of 8,000 kg/ha and have a minimum ageing time in the bottle of 36 months
(Dean, 2017; The Oxford Wine Blog, 2012). A more recent classification, Corpinnat, was
introduced in 2018 to encourage a prestigious image for the best sparkling wines produced in
the Penedès region (Lawrence, 2018). The Corpinnat classification stipulates that producers
should; have 100% organic production, own at least 75% of the vineyards in which the grapes
used to produce their wines are grown, any grapes bought from elsewhere should be bought
at a minimum price of 0.70€ per kilogram and the wines should remain on the lees for a
minimum of 18 months. A minimum of 90% of the grapes used in production should be of the
traditional historic white grape varieties; Xarel-lo, Macabeo, Parellada and Malvasia and red
grape varieties; Monastrell, Garnacha and Sumoll. Chardonnay, Pinot Noir and Trepat may
only make up a maximum of 10% of the final blend (Hudin, 2018).
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Penedès

Figure 8: Map showing Spanish wine regions
Source: vineyards.com 2019
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2.3

The Glera Grape in Italy and Other Countries

2.3.1 Italy
Glera plantings in Italy have increased by almost 300% since the year 2000 to become the
country’s fourth most planted grape variety by 2015 (Italian Wine Central, 2019). Glera is a
semi-aromatic variety which can become neutral in character if grown with large yields on flat
land, whereas, if planted on slopes with controlled yields, it produces wines with more
complexity and character (Broggi, 2016). The grape’s classic production region in the
Prosecco DOCG areas of Conegliano Valdobbiadene and Asolo are located in north east
Italy, approximately 50km north of Venice and 100km south of the Dolomite mountains in the
province of Veneto. This DOCG region has 9,600ha under vine. Valdobbiadene is located at
a latitude of 45.53°N (Latitude Longitude, 2019). The vineyards are positioned at altitudes
ranging from 100m to 500m, some on very steep slopes in Valdobbiadene, particularly in
Cartizze. The average temperature in July (warmest month) is 21.8°C and the region receives
an annual rainfall of 1250mm. The area often experiences heavy downpours of rain in summer.
The soils are of glacial and marine origin. These range from deep soils of glacial origin, rock
and sand conglomerate and clay (some clay containing iron oxides) to shallower more porous
sandstone and marls of marine origin (Conegliano Valdobbiadene DOCG, 2019; Schmitt,
2019a; Climate-Data Org, 2019). The Prosecco DOC area is so vast that it is difficult to
comment on the entire region’s geography and climate as there are many different
microclimates within the region. The Prosecco DOC extends from Vicenza in the west, to
Trieste in the east and includes the ski-resort of Cortina d’Ampezzo in the north,
encompassing nine provinces in Veneto and Friuli-Venezia Giulia (Johnson and Robinson,
2013). The Prosecco DOC region has 24,450ha under vine. The DOCG and DOC
designations combined has a total of 34, 050ha under vine (Schmitt, 2019a). (See Figure 3
for map showing the Prosecco region)

2.3.2 Australia
Australia is reported to have at least 27 producers of Australian Prosecco. The Glera grapes
used in production are grown mainly in the cool climate wine regions of Victoria and South
Australia (Dry, 2018). Australian Prosecco is mostly produced using the Charmat method. A
traditional method example, L’Immigrante, is produced by Dal Zotto in the King Valley region
(Dal Zotto, 2018). When the Italian region of production became registered in the EU as
‘Prosecco DOC’ in 2009, the name of the grape used to make Prosecco was legally changed
from Prosecco to Glera. Australian producers were now no longer permitted to use the name
‘Prosecco’ on their labels. The European Commission’s attempt to register the name
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‘Prosecco’ as a Geographical Indication (GI) in Australia was opposed by the Winemakers’
Federation of Australia on the grounds that long before it was declared a GI in Italy in 2009,
Prosecco was known as a grape variety. In 2019, after a number of court cases regarding
Australian Prosecco producers’ right to legally label their wines Prosecco, a compromise was
reached. This was concluded as part of EU and Australia trade deal negotiations relating to
product labelling.

Australian-produced Prosecco is now legally permitted to be labelled

‘Australian Prosecco’. IRI MarketEdge has reported that Prosecco earned AUS$100 million in
2018 with Australian Prosecco sales accounting for two-thirds and Prosecco produced in Italy
accounting for one-third of this figure. The 2019 Australian National Vintage Report reported
that Glera production volumes showed a 42% increase to 9936 tonnes, up from 2189 tonnes
in 2015, which makes it one of the top ten white grape varieties in Australia for the first time.
Australian Prosecco sales have shown promising growth, sales in the off-trade retail wine
market have reportedly increased by over 100% between 2017 and 2019. Only a small
percentage of Australian Prosecco is exported, valued at AUS$2 million in 2018-19, the
majority (80%) was shipped to New Zealand (Hancock, 2017; Morris, 2019; Wine Australia,
2019).
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King Valley

Figure 9: Map showing Victoria state Australia wine regions
Source: vineyards.com

2.3.2.1 King Valley
The King Valley in the state of Victoria can claim to be the first region to plant Glera vines in
Australia. The region now accounts for almost 50% of the country’s Prosecco crops and it is
the leader in Australian Prosecco production. The total amount of Glera grapes crushed in
2018 was 4,622 tonnes (Wineselectors.com, 2016; Hancock, 2017; Wine Australia, 2019).
The history of agriculture in the region goes back to the 1880s. The tobacco plantations had
been planted by Chinese settlers looking for new opportunities after the Victorian gold rush
had stagnated. Italian migrants arrived in the 1940s to work in these tobacco plantations but
by the 1960s the tobacco industry in the area had begun to decline. Otto Dal Zotto arrived in
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the King Valley in the late 1960s to work in the tobacco plantations. He was born in Italy, in
the classic Prosecco region of Conegliano Valdobbiadene, and as the work in the tobacco
plantations began to decrease, he joined the area’s emerging wine industry. He planted
Chardonnay, Merlot and Cabernet Sauvignon vines. After some time, the Italian migrants
began to plant Italian grape varieties such as Sangiovese, Nebbiolo and Barbera. Dal Zotto
first planted Glera vines in the King Valley in 1999. The first Australian Prosecco was produced
in 2004 by Dal Zotto, who by 2018 produced 40,000 cases of of the wine. Dal Zotto produces
five labels of Australian Prosecco, one of which, the Pink Pucino NV is made using a blend of
Glera grapes with Moscato Giallo grapes (Wineselectors.com, 2016; Dal Zotto, 2018; Durrant,
2018).
Some of Australia’s highest altitude vineyards (860m), are found on the Whitlands Plateau at
the southern end of the King Valley, whilst Milawa at the northern end is at a lower altitude
(155m) (Wineselectors.com, 2016; Wikipedia, 2019). The region is spread over 25km along
the King River, flowing northwards from its source in the Alpine National Park, to the city of
Wangaratta. This region is known fondly as Prosecco Road, home to many Australian
Prosecco producers such as; Dal Zotto, Brown Brothers, Sam Miranda Wines, Pizzini Wines,
Politini Wines, Chrismont and De Bortoli (Wineselectors.com, 2016; Wines of the King Valley,
2019; Johnson and Robinson, 2013). The region is located at a latitude of 36.21°S. The
climate is continental with warm days and cool nights. The average temperature in Milawa in
January (warmest month) is 22°C. Annual average rainfall ranges from 640mm

(lower

altitudes) to 1410mm (higher altitudes). Soils are varied and are a mixture of; alluvial, basalt,
sandstone, red clay loam and siltstone. The region has an abundance of suitable land with
most vineyards situated on relatively gentle slopes facing north and north-east (Wineland,
2019; Wines of the King Valley, 2019; Climate-data Org, 2019). Prosecco Road is promoted
as a gourmet destination highlighting the locally produced cheese, mustard and wines (King
Valley Official Travel and Tourism, 2019).

2.3.2.2 Murray-Darling
The Murray-Darling region extends over more than 350 kilometres from east to west around
the town of Mildura straddling the Murray River in north west Victoria and western New South
Wales. The Murray river forms the border between the two states. This region has the second
highest crush of Glera grapes in Australia with a total of 3,297 tonnes in 2018. The region is
located at a latitude of 34.37ºS with altitudes ranging from 54m to 134m (Johnson and
Robinson, 2013; Wine Australia, 2020). Annual rainfall is extremely low, only 298mm, making
irrigation essential. Grape vines were first planted in this region in 1888 after irrigation

26

transformed what was essentially desert up until this time. The climate is Continental with hot
days, and cool nights and low humidity. The average temperature in January (warmest month)
is 24.4ºC. The soil is known as calcareous earth and is unique to the Murray River system.
The soils range from brown to red-brown loamy sand, sandy loam and loam, with deeper soil
being more calcareous and clayey. These soil types encourage vigorous growth and high
grape yields. ‘Mi Scusi’ is an Australian Prosecco produced in the Murray-Darling region
(Climate-Data Org, 2020; Kollaras & Co, 2020).

2.3.2.3 Alpine Valleys
Many King Valley Prosecco producers source Glera grapes from the Alpine Valleys region
which abounds King Valley to the north east, in the state of Victoria. The region is located at
a latitude of 36.37°S. Vineyards are situated at altitudes ranging from 180m in the lower
elevations around the country town of Wangaratta, to 600m near the town of Bright on the
western slopes of the Australian Alps (Johnson and Robinson, 2013). Annual average rainfall
is 638mm (lower altitudes) and 1218mm (higher altitudes). The average temperature in
January (warmest month) is 21.25°C (lower altitudes) and 20.15°C (higher altitudes). This
cool climate region has many different micro-climates. The soils are varied and are relatively
fertile, ranging from sandy-loams to red-brown duplex soils which are more structured. The
contract grape growers battle to control the high maintenance costs of the high-vigour Glera
vines grown in this region. As in the King Valley, this area is also home to many Italian migrants
and their descendants who settled in the region many generations ago. Wood Park ‘W’
Prosecco is a brand of Australian Prosecco produced in the Alpine Valleys region (Wineland,
2019; Climate-Data Org, 2019; Wine-Searcher, 2019).

2.3.2.4 Yarra Valley
A cool climate region that is beginning to produce a number of examples of Australian
Prosecco is the Yarra Valley (Wineselectors.com, 2016). The Yarra Valley is located in the
state of Victoria, at a latitude of 37.81° S. It is situated in the outer north-east edge of the city
of Melbourne between Lillydale in the south and Marysville in the north. The topography
features shallow, steep slopes which face in many different directions, at altitudes of 50m to
470m. The region enjoys cool nights and warm days, with the upper slopes experiencing
cooler temperatures. The mean temperature in February (warmest month) is 20.2°C, which
classifies this region as cool climate. Average annual rainfall is 958mm. Soils in the north are
grey to grey-brown soils on the surface with underlying sand-clay loams and red-brown clay.
The south of the region has deep, fertile red soils of volcanic origin. ‘Yarra Burn’ and ‘Innocent
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Bystander’ are two Australian Prosecco producers located in the Yarra Valley (Johnson and
Robinson, 2013; Wineland, 2019; Wineselectors.com, 2016).

2.3.2.5 Adelaide Hills
Adelaide Hills is a cool-climate region located at a latitude of 35.06° S in the state of South
Australia (Johnson and Robinson, 2013). The region is situated east of Adelaide and is
spread over 70km. The maximum altitude is 710m, with the best vineyard sites situated at
altitudes between 500m and 650m. The average temperature in January (warmest month),
is 20.4°C (lower altitudes) and 18.2°C (higher altitudes). The average annual rainfall in the
eastern part of the region is 850mm, while in the western part, is 1400mm. The soils found in
the region are; sandy loams, clay loams, shale and iron stone. ‘ArtWine’ is an Australian
Prosecco producer in the Adelaide Hills region (Climate-Data.org, 2019; Wineland, 2019).

Figure 10: Map showing South Australia wine regions
Source: vineyards.com 2019
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2.3.3 New Zealand
New Zealand winemakers planted Glera vines for the first time in 2016, using vines imported
from Australia’s King Valley. This was a joint venture between a viticultural scientist, Dr Susan
Wheeler, and Steve Voysey, a consultant for New Zealand’s largest wine business, Indevin
(Durrant, 2016). The Prosecco clone VCR 101 vines were held in quarantine for four years
before being grafted onto New Zealand rootstocks. A total of 160ha were planted over a period
of two years in the Gisborne region on the most easterly tip of New Zealand’s north island
(Hutching, 2016; Schmitt, 2016). The region is situated at a latitude of 38.66°S and is protected
by hills and mountain ranges to the north and north-west. The area has a warm, dry climate
which is moderated by cooling ocean breezes. The average temperature in January (warmest
month) is 19.2°C. Average annual rainfall received ranges from 1000mm near the Pacific
Ocean, to 2500mm in the higher country situated inland. The soils are mostly clays and silt
loams (Gisborne Wine, 2019; Wikipedia, 2019). These vines have been approved by the
Italian VCR (Vivai Cooperativi Rauscedo) which receives royalties for each vine planted.
These wines will not be permitted to be exported to any country within the EU unless the word
‘Prosecco’ is removed from the label. Marlborough producer Toi Toi claims to produce a
‘Prosecco’ but this is rather a ‘Prosecco-style’ sparkling wine made using a blend of Riesling,
Müller-Thurgau and Pinot Gris grapes (Schmitt, 2016).
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Gisborne

Figure 11: Map showing New Zealand wine regions
Source: vineyards.com

2.3.4 Brazil
Brazil’s wine industry is based mostly in the southern state of Rio Grande do Sul, which is
located between the latitudes of 27°S and 33°S. This state is large and has more land than
the entire country of New Zealand. The region known as the Serra Gaùcha is a mountainous
area in the north which contains a sub-region, Vale dos Vinhedos, Brazil’s first official wine
appellation of origin. An area of the appellation known as Garibaldi is the traditional region for
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sparkling wine production. This region has a strong Italian culture, and Italian Spumante style
wines are produced here. Brazil, like Australia, welcomed Italian migrants to their country. In
1875, Northern Italian migrants settled in the Serra Gaùcha region, some from Veneto, the
home of Prosecco. Today their descendants produce Prosecco Spumante in the region using
70ha of Glera vines. Vineyards in Rio Grande do Sul may be found at altitudes as high as
750m in Serra Gaùcha and at 250m in lower parts of the state such as Campanha. The
vineyards in Serra Gaùcha are on mountain slopes where warm days are followed by cooler
nights. The average temperature in January (warmest month) is 22°C. Average annual rainfall
is high, 1750mm. The soils are varied; heavy clays with high levels of basalt are found in the
northern parts of the state and sandy soils composed of limestone and granite are found in
the southern areas. (Jancis Robinson, 2019; Wine-Searcher, 2019; Robinson, 2015; ClimateData Org, 2019; Barnes, 2019). Prosecco’s ruling council is looking to obtain protection for its
trademark in Brazil. This will rest on the outcome of trade talks between the EU and Mercosur
(the common market for Brazil, Argentina, Paraguay and Uruguay). Brazil is seen as a
potential market for Italian Prosecco (Mercer, 2010). The Charmat method is the most
common sparkling wine production method in Brazil, with brut and extra brut being the most
common styles of dry sparkling wines produced (Iglesias, 2018). A sparkling wine made in
Brazil was launched by the British supermarket chain M&S just before the Rio Olympics in
2016. The wine was called Riosecco, Sparkling Glera (Martin, 2016).

Figure 12: Map showing Wine Regions in Rio Grande Do Sul, Brazil
Source: enovirtua.com
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3. FACTORS DRIVING PROSECCO SALES
Prosecco production volume has increased tenfold since 2008, from 60 million bottles then to
almost 600 million bottles in 2018 (Schmitt, 2018b). The UK, USA and Germany are
Prosecco’s biggest export markets (Veseth, 2018). One third of the total production of
Prosecco is sold in the UK, making it the world’s largest export market for Prosecco, and
indeed, the world’s biggest importer of sparkling wine (Hosie, 2018; Gilbert, 2018; Blair, 2017).
A 2018 Financial Times article reports that Prosecco sales in the UK have increased by more
than 6,000% since 2008. Clever marketing in the UK by Prosecco producers has resulted in
the displacement of Cava as the first choice when consumers are looking for a less-expensive
alternative to Champagne. Millennial Consumers, who are reported to be driving Prosecco
growth in the UK, are reported to perceive Cava as an ‘unfashionable’ brand. Champagne is
reportedly regarded by Millennials as being ‘serious’ whereas Cava is seen to be ‘less lifeaffirming’ when compared with Prosecco (Bowsher, 2018). (See Section 3.5 on Millennial
consumers) This phenomenal rate of growth is now beginning to slow, with Prosecco exports
to the UK decreasing by 7% in the first half of 2018. This is thought to be as a result of the
financial effects of Brexit, the devaluing of the pound after the Brexit referendum in June 2016
meant that consumers had to pay higher prices for Prosecco. The UK Prosecco market
appears to have reached a plateau after a decade of exceptional growth (French, 2018;
Squires, 2018; Giuffrida, 2017).
What are the factors that have contributed to Prosecco’s massive growth in sales, specifically
in the UK , its largest market?
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3.1 Price
Sections 2.1 and 2.2 of this dissertation provided an overview of the methods used and the
regulations pertaining to the production of the world’s top four types of sparkling wine in terms
of volume. The majority of Prosecco is produced using the Charmat method, which is a
cheaper, less labour intensive and faster method of production than the traditional method.
The traditional method is used to produce Champagne, Cava, South African Méthode Cap
Classique (MCC), Crémant and English Sparkling Wine (Robinson, 2015). When comparing
Champagne and Prosecco in terms of regulations governing production, one can understand
why Prosecco costs so much less than Champagne. Strict regulations pertaining to permitted
yields, mandatory hand-harvesting, length of time spent on the lees, the process of riddling
and length of time ageing in bottle all increase the cost of Champagne production. (See section
2.2) Associated Press reports that the average production cost of a bottle of Champagne is
$11.63 while the average production cost of a bottle of Prosecco is $4.20 (Scipioni, 2018).
The global financial crisis of 2007- 2008 forced consumers, globally and in the UK, to find a
cheaper alternative to Champagne and Prosecco’s affordable price enabled it to fit the bill
(Blair, 2017; Bowsher, 2018). Consumers celebrating a special occasion with friends could
still enjoy the celebratory popping of a cork, but at a lower price (Casciato, 2013). Consumers
who could no longer afford to go out to dinner or to go on holiday could still have a celebration
by buying a bottle of Prosecco for less than £10 (Rimmer, 2017). It is possible to purchase a
bottle of Prosecco at a price that makes it easy to buy for a casual get-together or as an afterwork drink (Barry, 2018). According to a Nielsen report, price is important when it comes to
Prosecco. More than 30% of sparkling wine purchases are reportedly based on price tiers,
and Prosecco is a mid-tier price offering, thus positioning itself well (Nielsen, 2018a).

3.2 New Drinking Habits
Sparkling wine was once only consumed on special occasions such as weddings, birthdays
and New Year, but this has changed. Consumers now regard sparkling wine as an everyday
luxury, especially younger consumers (Daniel, 2018). Prosecco is partially driving this change
in drinking habits, as its reasonable price makes it seem like an affordable, everyday wine in
the minds of consumers (Swartz and Strenk, 2018).
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3.3 Female Consumers
Prosecco’s marketing strategy is targeted towards female consumers, as many choose to
drink sparkling wine which they reportedly associate with celebration and luxury. Women have
claimed that Prosecco makes them feel feminine and sophisticated. It is especially popular
among women who are in their twenties and thirties, who enjoy posting pictures of themselves
on social media popping corks and clinking glasses. The social network platform, Instagram,
features almost two million photos tagged #Prosecco and 12,000 tagged

#FizzFriday

(Rimmer, 2017). Sparkling wine is reported to be a category of alcoholic beverage which is
largely driven by female consumers (Maddeaux, 2018).

3.4 Premiumisation
Premiumisation in the drinks industry may be defined as a trend in which consumers ‘drink
less, but better’. Consumers are spending less money on alcoholic beverages, but when they
do purchase them, they are increasingly choosing premium products (Hancock, A, 2019). It
is a means to making ‘luxury’ more affordable, something that Prosecco is certainly able to do
due to its affordable price. Consumers who previously purchased alcoholic beverages such
as beers or ciders are now able to afford to ‘trade up’ to a product perceived to be luxurious,
such as Prosecco, at not too much of a higher price (Stilinovic, 2016).

3.5 Millennial Consumers
Millennials, also known as Generation Y, are those who were born between 1980 and 2000
(Schmitt, 2015). Millennial Prosecco drinkers are reportedly driving UK sparkling wine growth.
A Wine and Spirit Trade Association (WSTA) Consumer Poll conducted in the UK in 2017
found that 97% of the 18-to 24-year olds questioned drank Prosecco (Anon, Decanter, 2017).
Nielsen has reported that Millennials represent approximately 14% of the UK’s population and
are more likely to purchase sparkling wine or white wine, Prosecco in particular. The Poll
reports that they spend 2.8% of their budget on Prosecco (Schmitt, 2015).
Millennials are mindful of their health. Their beverage choices are made in consideration of
their main aim, which is to keep their bodies in good condition (Schmitt, 2015). Related to
their quest for good health are the low-sugar, low-calorie and the low-to-no alcohol movements.
Although Millennials are more likely to choose a fruity, sweeter style of sparkling wine like
Prosecco, it is still perceived by them to be relatively low in sugar when compared with, for
example, Coca-Cola, which contains 106g/l of residual sugar. Millennials do not want to give
up sugar completely but they do want to consume less sugar (Glass of Bubbly 2017; CocaCola, 2019; Boutelle, 2016). Most Prosecco is characteristically fruity and floral, with a
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sweetness which often comes from a higher dosage (Howard, 2019). A small percentage is
Brut (0-12g/l residual sugar), but most Prosecco is Extra-Dry (12-17g/l residual sugar) and Dry
(17-32g/l residual sugar) (Robinson, 2015). The UK is reportedly recording an increase in
customers requesting a drier style of Prosecco which has resulted in Giusti launching an ExtraBrut Prosecco containing just 3g/l residual sugar (Schmitt, 2019a). La Gioiosa has launched
a low-calorie Prosecco which reportedly contains only 63 calories per glass, making it the
lowest calorie Prosecco sold in UK supermarkets (Hancock, 2019a). There is also a growing
demand for low-to-no alcohol beverages, particularly among young consumers reaching legal
drinking age (The IWSR, 2019; Hancock, 2019b). Prosecco is generally lower in alcohol than
the majority of other sparkling wines. The Bottega Prosecco company plans to launch an
alcohol-free sparkling wine in the UK in January 2020. However, this product will not be
permitted to be called Prosecco as Prosecco is legally required to have a minimum alcohol by
volume content of 11% (Hancock, 2019c). The low-to-no alcohol trend has encouraged the
British supermarket chain, Sainsbury’s, to launch a pop-up pub called ‘The Clean Vic’. Only
drinks with a maximum alcohol level of 0.5% will be served over two days. Sainsbury’s has
reported a 31.8% increase in sales of low and no alcohol products over recent months (Hook,
2019). The low-to-no alcohol movement has also resulted in an increased demand for minibottles of wine containing single servings to enable Millennials to reduce the number of alcohol
units they consume. La Marca is one of the Prosecco producers that markets mini-bottles
(Smithers, 2015; Daniel, 2018). The Beverage Information and Insights Group reports on the
increased demand for single-serving packages in its 2018 Wine Handbook (Daniel, 2018). An
increased demand for Organic wines by Millennials is also driven by their quest for good health
as these wines are produced without the use of chemical fungicides, herbicides and pesticides
in the growing of the grapes used to produce wine (Foster, 2019). A few online articles have
reported on research being conducted into the presence of fungicide, herbicide, and pesticide
molecules in wine and their possible detrimental effect on human health (Anson, 2013). There
are a small number of Organic Proseccos available such as Thomson & Scott Brut Organic
Prosecco and Divici Organic Prosecco (Thomson and Scott, 2019; Woolworths, 2019).
Sustainability is also of importance to Millennial consumers. Nielsen reports that 85% of global
Millennial respondents to their survey believe that ‘It is extremely or very important that
companies implement programs to improve the environment’ (Nielsen, 2018b). The 2019
Deloitte Global Millennial Survey found that Millennials’ main concern is environmental health.
Millennial beverage consumers are increasingly demanding transparent production supply
chains (Newhart, 2019). A 2019 Wine Review article also reports that Millennial consumers
want to know that the wines they purchase have been sustainably produced (Thomas, 2019;
Schmitt, 2019c). The Prosecco DOCG and DOC Consortiums have put sustainability
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programmes in place. Programmes rewarding Prosecco producers that practise organic
viticulture, plant a set number of shrubs and trees amongst their vineyards and protect existing
forests have been launched by the Consortia in order to help the region adapt to climate
change and to conserve the environment (Casa Prosecco, 2019). The consorzio for the
Prosecco Conegliano Valdobbiadene DOCG has recently put regulations in place to ban the
use of Glyphosate, a herbicide used in viticulture to eradicate weeds, which has been reported
to be harmful to both humans and the environment. The consorzio claims to be the largest
European wine production zone to prohibit the use of Glyphosate in viticulture (Anson, 2013;
French, 2019).
Millennials often buy their wine online and it is reported that they also regularly use social
media platforms to find product information (Shaoolian, 2018). Mintel reports that 27% of
British Millennials do all their grocery shopping online and have it delivered to their homes,
with 61% stating that they regularly do their shopping online (Capecchi, 2019). In the UK, the
Financial Times has reported that the UK wine specialist company, Majestic Wine, is planning
to close some of its stores and to focus instead on the online-only division of its business,
Naked Wines. Naked Wines’ revenues increased by 11.3% in 2018, compared with 1.9% at
Majestic Wine (Kime, 2019). In May 2019, Majestic Wine was offering eight brands of
Prosecco for sale online which included free delivery to the customer’s door. Customers were
also able to select to have the same order delivered every one, two or three months (Majestic,
2019). According to a Euromonitor report, there are 44 million active social media users in the
UK (Hancock, 2019b). Millennials reportedly spend a substantial amount of time looking at
influencers on the social media platform Instagram (Willcox, 2017). Much of what motivates
Millennials involves sharing photographs of themselves on social media platforms such as
Facebook, Instagram and Snapchat (Uptin, 2016). (See Section 3.3)
Millennials are reported to want a story connecting them to the alcoholic beverages they
purchase (Willcox, 2017). They are more likely to engage with a brand on social media and
will research a brand’s story, popularity and voice before purchasing a bottle (Anderson, 2016).
Millennials are placing more importance on experiences and less importance on material
possesions such as cars and homes. The Harris Poll found that the main forces driving
Millennials’ cravings for experiences, was their desire for recognition when posting images
on social media of themselves taken at an event and the fear of missing out (Uptin, 2016).
Millennials have been brought up in a time when the world has begun to emphasise
convenience, they prioritise products which are convenient, fast, efficient and readily available
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(Alton, 2018). Mini-bottles of Prosecco and Prosecco delivered to the customer’s door both
support this demand for convenience.

3.6 Country of Origin Effect
The Country of Origin Effect refers to both the positive and negative effects that a particular
country’s image has on a consumer’s purchasing behaviour when purchasing a product made
in that country (Nardi, 2018). A Wine Intelligence online article on Prosecco refers to ‘Italy’s
reputation as a source of stylish food and drink’. This reputation’s influence on a consumer’s
perception of Prosecco, which is ‘made in Italy’, is known as the Country of Origin Effect
(Wainscott, 2017).

3.7 Cocktails
Prosecco is a main component in the top-selling classic cocktails; Bellini, Aperol Spritz as well
as in the popular UK cocktail called a Hugo. Aperol Spritzes and Bellinis are sold in the
‘Prosecco-Only’ London bar called Prosecco House (Edmonds, 2018). (See section 3.10 on
‘Prosecco-Only’ concepts) There are also many newly-designed cocktails which use Prosecco
as a main component such as Prosecco on the Beach (Reeves, 2018).

3.8 Taste
Prosecco generally tastes sweet, fruity and floral, according to consumers in a Wine
Intelligence focus group (Wainscott, 2017). Most Prosecco is made by the Charmat method,
a method which accentuates fruit rather than a toasty character due to the shorter time spent
on the lees when compared to traditional method sparkling wine. As discussed in Section
2.2.1, Prosecco must be made using a minimum of 85% of Glera in the blend. These grapes
contain terpenes which give Prosecco its characteristic aromatic aroma. One of the other
permitted grape varieties in Prosecco production, Perera, means ‘pear’ in Italian. Perera is
thought to give Prosecco its pear-like character (Tanghe, 2017). Prosecco is characteristically
aromatic, with aromas of white flowers, citrus, apple and pear. Honey is also a characteristic
aroma and flavour in sweeter Proseccos (Micallef, 2018). Millennial consumers are reported
to prefer a fruity style of wine. Prosecco’s fruity, aromatic character therefore appeals to these
consumers. (See Section 3.5 on Millennial consumers)

3.9 Supermarkets
An April 2019 online article in The Guardian based on the most recent statistics from Kantar
lists the eight biggest UK Supermarket chains in terms of market share. The biggest is Tesco
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(27.4%), followed by Asda (15.4%), Sainsbury’s (15.3%), Morrisons (10.3%), Aldi (8%), Coop (6.1%), Lidl (5.6%) and Waitrose (5%). Kantar also reported that the two discount
supermarket chains Aldi and Lidl posted large year on year sales increases. Aldi posted a
record increase of 10.6% year on year, while Lidl posted a sales increase of 5.8% over the
same time period (Sweney, 2019). Aldi plans to increase its number of stores to 1,200 by 2025.
The retailer has a total of 827 stores in 2019 after opening 65 new outlets in 2018 (Mileham,
2019). An online search of the eight biggest UK supermarket chains’ websites reveals that
they all feature a number of Prosecco brands for sale, in addition to some own-brand
Proseccos such as Sainsbury’s Conegliano Prosecco (Hodgkin, 2018). A Financial Times
article makes the observation that supermarket chains, as opposed to standalone wine stores,
draw customers into their stores because they are there to buy other products and not only
wine (Hancock, A, 2019). Supermarkets are also adding Prosecco to their ‘Dine In’ meals in
their advertising. These meals are styled to imitate restaurant-type dinners without the
expensive bill (Rimmer, 2017). Discounted Prosecco is also driving increased sales. In 2017
thousands of shoppers lined up outside Lidl to purchase their own-brand Allini Prosecco at
£20 for a box containing six bottles, which equates to only £3.33 per bottle (Young, 2017).

3.10 Prosecco-Only Concepts
A London Bar that serves only premium Prosecco Superiore DOCG, opened in 2018.
Prosecco House in Tower Bridge serves more than 20 different Proseccos from five familyowned Prosecco vineyards. Small Italian snack dishes known as Cicchetti are also available
to order. Customers may buy bottles of Prosecco to take home with them or may place an
order to be delivered to their homes using Deliveroo (Edmonds, 2018). A ‘Prosecco-only’
branded concept within the UK’s Jockey Club Catering was launched in 2017. This joint
venture between Bibendum Wine and Bisol Prosecco is named ‘Purely Prosecco’ and the bar
sells a complete range of Proseccos, Prosecco-based cocktails and Prosecco flights. After its
successful launch, it was also launched throughout the restaurant chain, Levy Restaurants
UK (Bibendum Wine, 2017)
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4. BRAND PROSECCO
The concept of Prosecco being the brand and being ordered as such makes it ‘label neutral’
and more ‘approachable’ to consumers. Prosecco therefore has greater reach in the sparkling
wine market and yet still retains brand equity (Newton, 2017). Brand equity may be defined
as ‘the public’s valuation of a brand’. It is essentially a concept which acts as a framework for
understanding the relationship between a brand’s positioning in the market and the
consumer’s emotions

(Forbes,

2017).

In a UK survey of almost 2,400 Wines Direct

customers, only one Prosecco brand was registered at a low level of 3% recognition (Anon,
Harpers Wine and Spirit Trade News, 2018). Prosecco has become so popular that it is
reported that consumers are beginning to use the word in a generic fashion, often asking for
Prosecco when wanting to order a sparkling wine, as many consumers also do with the word
Champagne (Daniel, 2018). According to Jamie Goode on his wine blog, the wine anorak,
“Prosecco has got the brand proposition right. It sells well, it is in demand, it is consistent, and
everyone seems to like it. It is expensive enough that producers make some money out of it,
affordable enough that people can drink it every day, and thus works well at the price point it
inhabits and is sustainable” (Goode, 2017).
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4.1 Prosecco Consortiums
Brand Prosecco is marketed by three consortiums. The consortium for the Conegliano
Valdobbiadene Superiore DOCG, Consorzio di Tutela del Prosecco di Conegliano
Valdobbiadene, protects and promotes the designation encompassing 7,800ha of vineyards
which produced 90 million bottles in 2018. The consortium for the Asolo Prosecco Superiore
DOCG, Consortium di Vini di Asolo, protects and promotes the designation encompassing
1,800ha which produced 12 million bottles in 2018. The consortium for Prosecco DOC,
Consorzio di Tutela della Denominazione di Origine Controllata Prosecco, protects and
promotes the designation encompassing 24, 450ha of vineyards which produced 464 million
bottles in 2018 (Schmitt, 2019a; Conegliano Valdobbiadene DOCG, 2019; Consorzio di Vini
di Asolo, 2019; Consorzio di Tutela DOC, 2019). The Consortia are private bodies made up
of producers, vine-growers, winemaking companies and bottlers who focus on the protection,
promotion, marketing and sustainability of their designations (Conegliano Valdobbiadene
DOCG, 2019). The DOC and DOCG Consorzios have dedicated websites from which
extensive information regarding their regions may be sourced, in addition to an annual report
written by their Presidents.
www.prosecco.it

These websites may be found at: www.prosecco.wine and

For example, the Consorzio Tutela Prosecco DOC has conducted a

research survey of eight million Prosecco consumers in the UK in order to assess their target
market. This survey found that; more men than women purchased Prosecco at retail, 41%
have degrees, 52% live in South England, 8% live in Scotland, they earn an annual average
salary of £45,000 and 81% live with their partner or children. With such detailed information
regarding a very large group of consumers, the Consortiums are able to finetune their
marketing strategy (Eads, 2018). The discovery that more men than women in the UK
purchase Prosecco at retail is surprising given that Prosecco’s marketing strategy is targeted
towards female consumers as sparkling wine is reported to be a category of alcoholic
beverage which is driven by female consumers. (Eads, 2018). (See Section 3.3) Prosecco is
reported to be driving the sparkling wine category globally but is not thought to be cannibalising
other sparkling wines but instead acting as an entry point for new consumers to come into the
category and to then try other styles (Catchpole, 2018). The Prosecco DOC Consortium has
opened offices in Prosecco’s largest export markets, those being; the UK, USA and Germany.
These communications offices, known as Casa Prosecco DOC, are based in London, New
York and Hamburg. Looking to open up a possible new export market for Prosecco, a
Chinese Casa Prosecco office has been opened in Xi’An, China (Mileham, 2017). Casa
Prosecco DOC is the official source of news and information regarding the Prosecco DOC
designation (Consorzio di Tutela DOC, 2019). The Prosecco Consorzio di Tutela DOC has
also increased its efforts to have the Prosecco Geographical Indication registered in various
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export markets to the exclusion of the use of the word, ‘Prosecco’, as a grape variety. They
have been successful in registering the Chinese word for Prosecco in China to the extent that
the Consortium could, by law, take action against any producer selling non-Italian Prosecco
in China. The Consortium is also expediting the EU-Japan Free Trade Agreement to protect
the Prosecco name in Japan and has registered the Prosecco name in Malaysia. The EU has
bilateral trade agreements in place with South Africa, Chile, Vietnam and Canada which will
possibly prevent these nations from using Prosecco as a grape variety name (Wine Australia,
2018).

4.2 Prosecco Export Markets
Prosecco’s top three export markets are the UK, USA and Germany. Consumers in the UK
consume more than a third of all Prosecco produced, 214 million bottles were sold in the UK
in 2018. Prosecco sales in the USA are predicted to reach 50 million bottles by 2020 (Micallef,
2018). Germany is the biggest consumer of sparkling wine in the world (Dressler, 2018).
Germans drink 310 million litres of sparkling wine per annum and produce 260 million litres
per annum, almost 84% of sparkling wine consumed in Germany is produced locally
(Echensperger, 2017). In a June 2019 Wine Spectator article based on Impact Databank
statistics, Prosecco consumption in the USA was predicted to increase by 561.6% between
2010 and 2018. Prosecco sales in the USA increased from almost 900,000 9-litre cases in
2010 to 5.3 million 9-litre cases in 2017. The top-selling Prosecco brand in the USA, La Marca,
sold almost 1.9 million 9-litre cases in 2018, almost the same amount as the total of all
Champagne brands sold in the USA (Frank, 2019). The Prosecco DOC Consortium has
opened an office in Xi’An in China. According to interviews conducted by Wine Intelligence
with consumers, retailers and importers, the sparkling wine which would be favoured the most
in China would be somewhat sweet, lower in alcohol and have ripe fruit flavours. These are
all characteristics of Prosecco which augurs well for potential Prosecco exports to China.
Sparkling wine as a global category is reported to be very popular with young urban Chinese
women who prefer its lower alcohol and refreshing character (Lin, 2018). The 2018 ProWein
Business Report lists China as the most attractive wine export market globally. On the
opposite side of the scale, the UK is reported as having the lowest expected increase in
economic attractiveness due to economic and legal concerns over Brexit and ever increasing
alcohol taxes (ProWein, 2018). The President of the Prosecco DOC Consortium, Stefano
Zanette, has noted the beginning of an international market diversification for Prosecco DOC
wines, with increased sales in Russia (28%), Taiwan (115%), Poland (84.1%), Belgium
(63.9%), France (26%), Australia (38.5%) and Sweden (40.4%). This diversification will help
to distribute the share of exports around the world, thereby lowering the chances of
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concentration in only a few large markets such as the UK where the threat of Brexit looms
large (Riley, 2018).

4.3 Sparkling Wine Competitors
Prosecco’s main competitors in its biggest market, the UK, are Champagne, Cava, Crémant
and English Sparkling Wine (Smithers, 2019). Crémant is sparkling wine made in France
outside the borders of the Champagne region and using the traditional method. English
Sparkling Wine and Welsh Sparkling Wine is made in England and Wales using the traditional
method (Robinson, 2015). The April 2019 Guardian online article based on the most recent
figures from the UK Wine and Spirits Trade Association (WSTA) reports an increase in
demand for sparkling wine in the UK which is being driven largely by Prosecco. The bestselling
sparkling wine is Prosecco. In 2018 British shoppers bought 117 million bottles of Prosecco,
followed by less than 24 million bottles of Champagne, more than 23 million bottles of Cava,
more than 5 million bottles of Crèmant and 4 million bottles of English and Welsh Sparkling
Wine (Smithers, 2019).

4.4 Rosé Prosecco
Rosé wine sales have increased from 8% of total global still wine sales in 2002 to 10% in 2017
(Bernheim, 2019). The rosé trend in still wines has reportedly also extended into the sparkling
wine category. Rosé is reported to be booming with Nielsen reporting rosé sparkling wine
sales in the USA totalling $139 million in 2017. Some American liquor stores such as Total
Wine are reported to be displaying all sparkling Rosés together in one section rather than, for
example, displaying Rosé Champagne together with other Champagnes (Daniel, 2018). Rosé
has reportedly become the Millennial’s Champagne (Margolin, 2017). The Champagne
producer, Ruinart, was reportedly the first to produce Rosé sparkling wine in 1734. Rosé
sparkling wines are reported to complement many different foods. In a Food and Wine article
titled “Why Sparkling Rosé Pairs with Everything”, it is reported to complement many different
foods including, fritters, shellfish, roasted meats, watermelon salad and spiced nuts (Saladino,
2017). This trend has thus far not translated in Prosecco. Rosé sparkling wine examples are
available in Champagne, Cava, Sekt, Crémant, English Sparkling Wine, Australian Prosecco
and South African MCC and sparkling wine. However, this is set to change with the 2019
Prosecco harvest. Although many Prosecco producers already make Rosé sparkling wines,
these wines have legally not been permitted to use the term Prosecco on their labels. Only
the Prosecco DOC producers will be permitted to produce Rosé Prosecco using a minimum
of 85% Glera grapes and a maximum of 15% Pinot Noir grapes. (See Prosecco regulations in
Section 2.2.1) The Prosecco DOCG consortiums will not allow Rosé Prosecco to be produced.
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Based on 2018 figures, this change is expected to extend Prosecco’s market by 10-15%,
representing an additional 75 million bottles to add to the approximately 500 million bottles
sold in 2018. One Prosecco producer, Bosco Viticultori, plans to bottle 1 million bottles of Rosé
Prosecco in December 2019 and to have them available for sale in the UK by 1 January 2020.
This timing will be as a result of the law for Rosé Prosecco, which requires that the wine be
kept in a pressurised tank for 60 days during the secondary fermentation in order to stabilise
the desired pink colour. These wines are expected to retail for between £10 and £12 per bottle
and will be presented in clear glass bottles so that consumers are able to see the pale pink
‘Provence-style’ colour, a colour reported to be extremely popular with consumers of rosé
wines (Cain, 2019; Shaw, 2019; Schmitt, 2019b, Schmitt, 2020).
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5. SPARKLING WINE IN SOUTH AFRICA
5.1 South African Sparkling Wine Production

Figure 13: Map showing wine districts of South Africa
Source: SAWIS
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5.1.1

History of Sparkling Wine Production in South Africa

The first sparkling wine produced in South Africa was launched in 1929 by the founder of
Stellenbosch Farmers’ Winery, Dr William Charles Winshaw. Dr Winshaw was a medical
doctor born in Kentucky, USA, in 1871. He originally came to South Africa as a contractor
overseeing the transport of 4,000 mules required by the British Army for transport during the
South African War (1899-1902). After the war ended, he practised medicine in Cape Town for
some time before renting a farm in Stellenbosch where he tried his hand at winemaking. Dr
Winshaw then travelled to Europe to study the methods of producing sparkling wine, where
he was particularly impressed with the German techniques. He purchased a sparkling wine
plant, together with pressure equipment, in Mainz, Germany. On his return to Stellenbosch,
he began the production of what soon became the Stellenbosch Farmers’ Winery’s bestselling sparkling wine called Grand Mousseux. Production was progressing well by 1930, and
Grand Mousseux went on to win gold medals at the London Wine Show in 1947,1950 and
1957. In 1980, after 50 years of being known as South Africa’s most popular sparkling wine,
Grand Mousseux won a double gold medal at the 11th International Wine and Spirit
Competition. Production of Grand Mousseux ceased in 2016 after Distell amalgamated SFW
and Distillers Corporation and their sparkling wine production was predominantly taken over
by Distell’s The House of J.C. Le Roux (Boom, 2000; Bristow, 2015; de Klerk, 2019; Howard,
2019). South Africa’s first traditional method sparkling wine was produced by Simonsig Estate
in Stellenbosch in 1971. This was sold for three rand a bottle (Howe, 2017). This style of South
African sparkling wine has used the name, Méthode Cap Classique (MCC), since 1992 (Cap
Classique Association, 2019).

5.1.2 Methods of Sparkling Wine Production in South Africa
Two main methods of production are currently used to produce sparkling wine in South Africa;
the traditional method and the carbonation method. The traditional method is discussed in
Section 2.1.1 of this dissertation. A South African sparkling wine made using this method has
been permitted to be called Méthode Cap Classique (MCC) since 1992, provided it has been
kept on the lees for a minimum of nine months from the start of the secondary fermentation.
This is set to change to a minimum of 12 months by 2021 after a four-year Winetech study
into extended lees contact was conducted (Ferreira, 2019; Howe, 2017). In the carbonation
method, carbon dioxide gas from cylinders is pumped into tanks of base wine and then the
resultant sparkling wine is bottled under pressure. Very occasionally the carbon dioxide gas
is pumped into bottles (Robinson, 2015). In some instances a sparkling wine is bottle
fermented, as it is in the traditional method, but is not kept on the lees for the required minimum
of nine months and so is not permitted to be labelled as a MCC. An example of this style of
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sparkling wine is Steenberg’s Sparkling Sauvignon Blanc (de Vries, 2019). The legislation
pertaining to MCC and sparkling wine in South Africa does not prescribe which grape varieties
are permitted to be used. However, many of the South African MCCs are produced using the
traditional Champagne grape varieties of Chardonnay, Pinot Noir and Pinot Meunier, for
example, Simonsig Kaapse Vonkel Brut MCC (SAWIS, 2019; Malan, 2019).

5.1.3 Overview of Sparkling Wine Production in South Africa
The 2018 combined MCC and sparkling wine domestic sales figures and export figures
totalled 14.2 million litres (SAWIS, 2019). (See Figures 14 and 15 below) Sparkling wine is
currently produced across the breadth of the Western Cape, South Africa’s largest wine
producing region, from the Swartland in the west to Plettenberg Bay in the east (Van Zyl, 2019).
The number of MCC labels produced has increased from approximately 50 in 2002, to 300 in
2017 (Howe, 2017). Domestic sales figures for MCC have almost doubled since 2008. (See
Figure 14 below) The biggest producer of MCC and sparkling wine in South Africa is The
House of J.C. Le Roux, one of their labels, Le Domaine, is the most popular sparkling wine in
the country (Mediaupdate, 2019). The House of J.C. Le Roux has won the 2019 award in the
Champagne/Sparkling Wine category in the ‘Ask Afrika Kasi Star Brand Survey’ for the fourth
time. This survey is conducted by asking thousands of consumers across South Africa which
products or brands they felt committed and loyal towards (Wine.co.za, 2019). This confirms
Simonsig’s Johan Malan’s survey questionnaire response that, “The local consumers have
always been very loyal to local South African wines”. The House of J.C. Le Roux’s winemaker,
Elunda Basson, has commented on a series of innovations, new grape varieties and styles
which have led to The House of J.C. Le Roux being the first in South Africa to produce a
Sauvignon Blanc-only sparkling wine as well as a red sparkling wine. One of their sparkling
wine ranges interestingly carries the Italian word for vibrancy, ‘Vibrazio’, and is said to have
been inspired by Prosecco but still embodies its own unique South African style (Wine.co.za,
2019; Bravo Design, 2017).

Elunda Basson also won the prize for Best Sparkling Wine with

the J.C. Le Roux Scintilla MCC Vintage Reserve 2014 at the prestigious Old Mutual Trophy
Wine Show in 2018 (Eedes, 2018). A small number of producers are producing MCC wines
using Chenin Blanc, which has developed a reputation for being South Africa’s signature white
grape (Eedes, 2017). Ken Forrester, Perdeberg, De Morgenzon and Huis van Chevallerie are
some producers using this grape variety to produce MCC wines, some using grapes from
heritage old vines in the Swartland (Van Zyl, 2019). There are a few specialist sparkling wineonly producers in South Africa such as The House of J.C. Le Roux, Graham Beck, Colmant,
and Silverthorn. This overview is based on the MCC and sparkling wine producers which
produce three labels or more as listed in the 2019 Platter’s Wine Guide (Van Zyl, 2019). The
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major sparkling wine producers such as The House of J.C. Le Roux produce 13 different labels
of MCC and sparkling wine, whereas many wine estates such as De Morgenzon, produce
just one MCC wine in their range. MCC and sparkling wine is produced in styles across the
entire range of sweetness levels, from Brut Nature to Doux. (See Table 1 in Section 2.1.3
showing sweetness levels and Section 5.1.8 regarding sparkling wine styles). All of the major
MCC and sparkling wine producers make at least one rosé and there are a small number of
producers, such as Laibach, who make organic and/or vegan MCCs. Villiera produce a low
alcohol (9.5%) MCC called Starlight (Grier, 2019). The House of J.C. Le Roux confirmed that
it produces a low-alcohol (7.5%) and a non-alcoholic version of J.C Le Roux Le Domaine
(Basson, 2019; Van Zyl, 2019).

Number of
Sparkling

Labels of

Wine

Sparkling

Producer

Wine
Produced
5 MCC

Boschendal

Initial Year of

Mini Bottles

Sparkling

Produced

Wine

Yes/No

Production

Size

1981

No

Yes

Rosé
Produced
Yes/No

Colmant

5 MCC

2006

No

Yes

Graham Beck

7 MCC

1991

Yes 375ml

Yes

Krone

5 MCC

1987

Yes 375ml

Yes

Pongrácz

5 MCC

1990

Yes 375ml

Yes

Silverthorn

4 MCC

2004

No

Yes

Simonsig

4 MCC

1971

No

Yes

2000

No

No

1996

Yes 187ml

Yes

2

Steenberg

MCC

1 Sparkling

The House of

6 MCC

JC Le Roux

7 Sparkling

Villiera

5 MCC

1984

Yes 375ml
including Rosé

Yes

Table 2: Overview of the major South African MCC and sparkling wine producers
Source: Van Zyl, 2019
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Figure 14: Graph showing Domestic Sales of Sparkling Wine and MCC in South Africa
Source: SAWIS
As can be seen in Figure 14 above, the Domestic Sales figure for MCC has more than doubled
between 2008 and 2018, whereas the figure for sparkling wine over the same period has
decreased by 2.4 million litres (SAWIS, 2019).

5.1.4 Price
Sparkling Wine

Volume

Price

J.C.Le Roux Le Domaine

750ml

R68.00

Pongracz Brut MCC

750ml

R160.00

J.C.Le Roux Le Domaine

187ml (quarter bottle)

R25.99

Pongracz Brut MCC

375ml (half bottle)

R110.00

Producer

Table 3: Price comparison of South African MCC and sparkling wine for sale in South Africa
Source: Pick n Pay online 26 January 2020
As can be seen in Table 3 above, a MCC such as Pongracz sells at a much higher price than
a carbonated sparkling wine such as J.C. Le Roux Le Domaine. Section 3.1 of this dissertation
explains the reasons for traditional method sparkling wines such as MCC being much more
costly to produce than those using the Charmat or carbonated methods. In response to my

48

survey question regarding the price comparison between Prosecco and South African MCCs
and Sparkling Wines, all the respondents felt that South African producers should not compete
with Prosecco on price, but should instead focus on continuing to produce high quality
sparkling wines. Johan Malan from Simonsig Estate’s response was, “It should be our main
aim to sell MCC at higher premiums and not chase volumes, we have a great reputation and
it needs to be leveraged to attain higher prices”. An example of this is the English Sparkling
wine producer, Nyetimber, who has launched a £175 per bottle traditional method rosé which
they claim rivals Champagne, making it the most expensive English-produced wine on the
market (Shaw, 2018). Steenberg’s Graham de Vries commented that, “producers should push
brand MCC as an alternative as it sits in a style similar to Champagne but at a price similar to
Prosecco”. In a survey conducted in the UK based on almost 2,500 Wines Direct customers,
82% of respondents said that they would purchase an alternative wine to Prosecco if the price
was similar (Anon, Harpers Wine and Spirit Trade News, 2018). In a letter to the editor in the
August 2019 issue of the American Wine Spectator Magazine, an advanced Sommelier wrote,
“Graham Beck, Krone and Simonsig are by far some of the best, most delicious and affordable
bottles of bubbles in the world; $15 can rarely be enjoyed more in the wine world” (Wine
Spectator, 2019). Similarly, Greg Sherwood MW rated two MCCs in first and second place on
his list of the top 30 Cape wines under £20 in an article in the December 2019 issue of the
Decanter magazine (Sherwood, 2019). (See also, the South African price point analysis
shown in Table 5 in Section 5.2)
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5.1.5 MCC and Sparkling Wine Exports
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Figure 15: Graph showing total South African MCC and sparkling wine Exports 2008-2018
Source: SAWIS
In 2018, the MCC export figure accounted for 30% of the total amount exported and other
sparkling wine made up 70% (SAWIS, 2019). As can be seen in figures 14 and 15 above, the
total amount of South African MCC and sparkling wine exported and Domestic Sales has
remained almost the same in 2018 as it was in 2008 (SAWIS, 2019). This is as a result of the
severe drought experienced since 2016 in South Africa’s largest wine producing region, the
Western Cape. The 2018 grape harvest was the lowest it has been in the past 13 years which
is affecting production figures. SAWIS statistics show that Angola is South Africa’s largest
MCC and sparkling wine export market. Angola imported almost 1.6 million litres of sparkling
wine from South Africa in 2018 which accounted for 72% of all South African wine imported
by the country. Sweden, the USA, the UK, and Japan make up the remainder of the top five
export destinations for South African MCC and sparkling wine in 2018 (Floris-Samuels, 2018;
SAWIS, 2019). Japan’s global sparkling wine import volumes have reportedly increased for
eight consecutive years (Anon, Japan Today, 2018). Japan imported 2,745 litres of MCC in
2008 and 41,949 litres in 2017, a substantial increase, whereas sparkling wine imports from
South Africa have decreased slightly from 166, 507 litres to 150, 080 litres over the same time
period (Floris-Samuels, 2018).
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As with Prosecco, South Africa’s biggest export market for wine as an overall category, is the
United Kingdom. Over the past decade, the volume of South African sparkling wine exported
to the United Kingdom has decreased while the volume of MCC exported to the United
Kingdom has increased (SAWIS, 2017). (See figures 16 and 17 below) The Cap Classique
Producers Association has opened an office in London and has developed an online website
through which MCC wines may be purchased and which is a source of information and the
latest news regarding MCC wines which may be found at: www.capclassique.co.uk
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Figure 16: Graph showing South African Exports of sparkling wine to the UK
2008-2019
Source: Floris-Samuels, 2020
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The spike in sparkling wine exports to the UK in 2010 was reportedly linked to the FIFA World
Cup Tournament which was held in South Africa that year. There are reportedly many UK
sparkling wine consumers who are ardent football fans, hence the large increase in sparkling
wine imports in 2009/2010 (Anon, Biz Community Import/Export News, 2010).
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Figure 17: Graph showing South African Exports of MCC to the UK 2008-2019
Source: Floris-Samuels, 2020

5.1.6 Marketing
The Cap Classique Producers Association was established in 1992 by a group of MCC
producers who wanted to promote South Africa’s MCC wines, promote the common interests
of the producers, promote MCC as a generic term to be recognised locally and internationally
and to improve the quality levels of MCC wines by establishing technical criteria and
organoleptic approval of base wines. The Association has developed a website which provides
its latest news and information which may be found at: www.capclassique.co.za In response
to my survey question regarding how South Africa should market its MCCs, Pieter Ferreira,
Cellarmaster of the sparkling wine only producer, Graham Beck, and Chairman of the Cap
Classique Association commented that, “producers should be collective in generic marketing
promotions and exposures for MCC”. Another organisation which promotes South African
sparkling wines is Wines of South Africa (WOSA). This is a not-for-profit industry organisation
which promotes the export of all South African wine in key international markets. WOSA
organised an inaugural week-long South African wine festival across the UK in September
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2019 (Millar, 2019). Interestingly, Roberto Bottega of Prosecco distributor Vinotria SA concurs
with this view in his response to my survey question regarding Prosecco’s marketing strategy,
“Prosecco consortiums have invested in marketing Prosecco as a united category”. In her
response to my survey questionnaire regarding South African producer’s marketing strategies,
Boschendal’s Shirley Van Wyk commented that, “We need to ensure a compelling reason to
buy - positioning and brand building is essential in this market”. The MCC brand is being
boosted by specialist labels and cellars such as Le Lude, Morena, Saltare, Paul René, Charles
Fox, Huis van Chevallerie, Domaine des Dieux, Colmant and Ambeloui (Howe, 2017).
Simonsig Estate promotes their ‘First Fizzday’ events on the first Thursday of each month
(October to April), which include MCCs, wines, food and live music (Simonsig, 2018).
The annual competition for MCC producers, the Amorim Cork MCC Challenge, is another way
that quality traditional method sparkling wines produced in South Africa are showcased.
Winemaker Sharon Parnell from the specialist cellar, Domaine des Dieux, won this award in
2018 with their Claudia MCC Brut (Webb, 2018; Amorim Cork, 2019). The annual South
African two day Franschhoek Cap Classique and Champagne Festival is also utilised to
market and to showcase MCC wines. All of the respondents to my South African
MCC/sparkling wine producer survey take part in this Festival. Entering local and international
wine competitions is also a way in which producers can draw the attention of both local and
international consumers to South Africa’s sparkling wines. Veritas is South Africa’s annual
prestigious Wine and Brandy Awards, founded in 1991. The 2018 overall champion award
known as the Vertex award went to a MCC Pongrácz Blanc de Blanc NV, made by winemaker
Elunda Basson (Veritas, 2019). Le Lude 2012 Vintage Cuvée received the highest points to
date for a MCC at the 2019 Decanter World Wine Awards (Adams, 2019).

5.1.7 Sustainability
The Integrated Production of Wine Scheme (IPW) is a voluntary environmental sustainability
scheme established by the South African wine industry in 1998. This complies with
international wine industry sustainability criteria. The production practices on farms or in
cellars which have joined the IPW are evaluated and audited by the board. Members may
display the IPW logo on their bottle necks or labels, thus accommodating those consumers
locally and internationally who wish to purchase wines which have been produced in an
environmentally sustainable way (IPW, 2019). All the respondents to my survey of South
African MCC and sparkling wine producers belong to the IPW scheme. Villiera Estate’s Jeff
Grier’s response to the question regarding IPW membership was, ”We use solar energy, we
harvest rain water from all cellar roofs, we have planted approximately 120,000 indigenous
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trees in a wildlife sanctuary to contribute towards offsetting our carbon footprint, we farm
without the use of insecticides and instead we use biological control”.

5.1.8 Styles of Sparkling Wine
In response to my survey question regarding South African ‘Prosecco-style’ sparkling wines,
Villiera’s Jeff Grier commented, “We are making a bottle fermented Prosecco-style wine under
the Avivado label with a similar flavour profile, it is equally good but it is not Prosecco, it is
however price competitive”. Steenberg’s Graham de Vries commented, “we currently sell a
Sparkling Sauvignon Blanc in this style, it has been well received and the sales and production
volumes continue to grow”. Elunda Basson’s response was, “Our sparkling wine that
represents this style has always been J.C. Le Roux, but at a sweet sugar level because this
is where we draw new consumers into the category. For the rest of the consumers in the South
African category we have the latest offering of demi-sec MCCs”. Simonsig’s Johan Malan
responded that, “Demi-Sec is a rapidly growing style in the domestic market”. Krone
winemaker, Stephan de Beer’s comment was, “We have seen a massive growth with our
Demi-Sec”.

5.1.9 Supermarkets
In response to my survey question regarding producing wines exclusively for Supermarkets,
Johan Malan confirmed that, “Simonsig produce the Woolworths Pinot Noir Rosé Brut No
Added Sulphur”. Jeff Grier at Villiera confirmed that, “We produce a MCC range in addition to
a Prosecco-style bubbly called SecSi under the Avivado label for Woolworths”. Steenberg has
a separate labelling for their Sparkling Sauvignon Blanc exclusively for Woolworths (de Vries,
2019).
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5.2 Prosecco Distribution/Retail in South Africa
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Figure 18: Graph showing Italian Sparkling Wine Imports into South Africa 2017-2019
Source: SARS Trade Statistics (Estrada Belli, 2020)
As SAWIS only provides overall sparkling wine import statistics, it has proven difficult to obtain
exact statistics for Prosecco imports into South Africa. The South African Revenue Service
(SARS) Trade Statistics for Italian Sparkling Wine Imports provide an indication of the amount
of Prosecco available for sale in South Africa. One needs to take into account that these
statistics also include other types of sparkling wine produced in Italy such as Franciacorta and
Asti. My survey of Prosecco Distributors/Retailers in South Africa indicated that approximately
75-85% of Italian sparkling wines for sale in South Africa are Proseccos (Estrada Belli, 2020).
SAWIS reports that South Africa imported a total of 1.46 million litres of sparkling wine in 2018,
which means that Italian sparkling wine accounts for approximately one-third of this figure
(SAWIS, 2019). According to SARS, the majority of sparkling wine imported into South Africa
is from France, a total of 826,226 litres in 2018 (Estrada Belli, 2020).
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Distributor/ Retailer
Profumi D’Italia
Marketing CC
Vini Italia Importers
Vinotria SA
Gabba International
CC
Shoprite Checkers
Woolworths

Initial Year of
SA Distribution
or Retail
2006

Prosecco Brands/ Labels
4

2016
2009
2002

4 including 1 organic/vegan
9
3

2015
2010

4
2 including 1 organic/vegan

Mini – Bottles
Yes/No
Size
Yes
200ml
Yes 200ml
No
Yes 200ml
375ml
No
Yes
375ml

Table 4: Overview of major Prosecco distributors and retailers in South Africa
The information provided in Table 4 above was obtained mostly from responses to my
Prosecco distributor/retailer questionnaire, interviews and personal correspondence.
Prosecco was first distributed/retailed in South Africa by Gabba International CC in 2002.
Consumers are now able to purchase Prosecco from distributors and in South African
supermarkets/liquor outlets, most of which stock at least one brand on their shelves. (See
Table 3 above) The Italian Bottega family who own the Helderberg estate Idiom, is also
involved together with Pedro Estrada Belli in the South African based Italian wine
distributor/retailer Vinotria SA. Vinotria SA list nine different labels of Prosecco for sale. Idiom
hosts an annual Prosecco Weekend at the wine estate during which two-hour guided
Prosecco tastings are conducted with a Prosecco producer in attendance. These tastings
cover the history, methods of production and other pertinent facts regarding Prosecco (Idiom,
2018). The South African retail prices of Prosecco and South African MCC are in a similar
price range. (See Table 4 below for a price point analysis)
Sparkling Wine
Moët & Chandon Imperial
Champagne

Volume
750ml

Price(R)
549.99

Luxury Astoria Prosecco DOC
Divici Prosecco DOC Organic
Villiera MCC Brut Natural

750ml
750ml
750ml

169.99
159.99
149.99

Laibach MCC Ladybird Brut
Rose Organic

750ml

129.99

Codorniu Cuvée Barcelona
Brut Cava

750ml

121.99

Avivado Secsi
Villiera MCC Brut
Astoria Prosecco DOC

750ml
375ml (half bottle)
375ml (half bottle)

79.99
79.99
74.99

Table 5: Table showing price comparison of sparkling wine for sale in South Africa
Source: Woolworths South Africa online 17 May 2019
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6. CONCLUSION
Prosecco became the world’s biggest producer of sparkling wine when it first outsold
Champagne in 2013. The top four sparkling wine producing countries are all situated in Europe;
Italy (Prosecco), France (Champagne), Germany (Sekt) and Spain (Cava). The main method
utilised in the production of Prosecco is the Charmat method which is more cost-effective
when compared with the traditional method utilised in the production of Champagne. Prosecco
legally became a protected designation of origin in its classic production region in north east
Italy in 2009. The top quality level for Italian wines is known as DOCG, followed by the second
highest quality level, DOC. The Prosecco region consists of two small DOCG regions and a
much larger DOC region. By law, a minimum of 85% of Glera grapes are required to be used
in the production of Prosecco. Glera grapes are also grown and used in sparkling wine
production in countries other than Italy such as Australia, New Zealand and Brazil.
More Prosecco is sold in the UK, its largest export market, than in its home country of Italy.
The main factors reported to be driving its growth, especially in the UK, are; an affordable
price, a change in drinking habits, female consumers, premiumisation, millennial consumers,
the country of origin effect, being a main component of popular cocktails, a fruity taste profile,
supermarkets and Prosecco-Only bars and catering concepts. Within the millennial consumer
category, a demand for organic sparkling wine and mini-bottles/smaller sizes has emerged.
The Prosecco region has three consortia which protect and promote it. The consortia have
dedicated websites from which information regarding the region may be sourced. Prosecco’s
top three export markets are; the UK, the USA and Germany. Prosecco has historically always
been produced as a white wine but this was changed in 2019 when the DOC region only was
permitted to produce a rosé version using a minimum of 85% Glera grapes and a maximum
of 15% Pinot Noir grapes to give the wine its pink colour.
Sparkling wine was first produced in South Africa in 1929. The first traditional sparkling wine
was made in 1971 and since 1992, these wines have been known as Méthode Cap Classic
(MCC) provided they are kept on the lees for a minimum of nine months. The two methods of
production used to make sparkling wine in South Africa are the traditional method and the
carbonated method. In 2018, domestic sales totalled 9.4 million litres and exports totalled 4.8
million litres. In 2018 South Africa’s top five sparkling wine export destinations were; Angola,
Sweden, the USA, the UK and Japan. There are organic, rosé and mini-bottles of South
African MCC and sparkling wine produced in South Africa.
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Prosecco has been sold in South Africa since 2002. There are a small number of Prosecco
distributors/retailers in South Africa and in addition, most liquor outlets and supermarkets offer
a few examples for sale. South Africa imported 500,775 litres of Italian sparkling wine in 2018,
of which Prosecco accounts for approximately 75-85% of this figure. A few organic and minibottles of Prosecco are also available for sale in South Africa.
South African producers should continue to focus on quality and in promoting South African
MCC and sparkling wines locally and internationally. As South Africa has a favourable
exchange rate, its MCC and sparkling wines offer quality and value to discerning wine
consumers around the world. Producers should attend International Wine Shows such as The
London Wine Show, ProWein in Germany and Prowine China in order to market and create
awareness around South Africa’s sparkling wines. Producers should take part in festivals such
as the inaugural week-long Wines Of South Africa (WOSA) South African Wine Festival being
held across the UK in September 2019.
Major trends such as rosé sparkling wines should also be noted, it is a style that all major
South African producers make and is in demand in many international markets. Chenin Blanc
has been reported to be South Africa’s signature white grape, this might potentially be a niche
category of sparkling wine for the country to develop in the future. The millennial consumers’
demands for organic wines and mini-bottles should also be considered.
South African producers should intensify their efforts in the UK market. As 80% of the world’s
sparkling wine is produced in Europe, Brexit is an opportunity for non-EU wine producing
countries like South Africa to increase their exports to the UK. New export markets opening
up for sparkling wine such as China and Japan should be investigated as potential new
markets for local producers. Sparkling wine is reported to be very popular with young, urban
Chinese women and in Japan. According to a Decanter article, South African wine exports to
other African countries increased by 16% in 2018 (Mercer, 2019). MCC and sparkling wine
producers should also focus on increasing their exports to other African countries. Based on
SAWIS figures, Angola is the biggest and Mozambique is one of the top six export markets
for South African MCC and sparkling wine.
South African MCC and sparkling wine producers should continue to focus on improving
production practices in terms of sustainability, not only to protect the environment for the future
of its wine industry, but also to satisfy the increasing consumer demand for wines that have
been produced in a way which does not harm the environment.
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South African producers should focus on exports to those countries with a high level of interest
in football such as the UK, Germany, the USA, Canada, Finland and Belgium ahead of the
2022 FIFA World Cup. The tournament will take place in Qatar from 21 November-18
December 2022. It is reportedly the world’s overall most-watched live event by average on
television in the 21st century.
In her 2019 article on Generation Z, Lucy Britner writes, “Bloomberg defines Generation Z as
those born from 2001 onwards, making the year 2019 the year when they will exceed the
population size of the Millennials, a total of approximately 32% of the world’s population. In
many markets Generation Z will now be of legal drinking age and will be responsible for their
own consumer spending” (Britner, 2019). Producers should research this demographic group
with a view to drawing new consumers into the sparkling wine category.
Prosecco’s rise over the past decade to become the biggest selling sparkling wine in the world
is unprecedented. South African MCC and sparkling wine producers cannot compete in
volume terms with Prosecco, indeed no other sparkling wine producing country can. They can
however compete in the South African market where they have a loyal following among local
consumers. In 2018, the South African sparkling wine domestic sales figure totalled 9.4 million
litres, whereas the total for Italian sparkling wine imports into South Africa, of which Prosecco
accounts for the majority, was 500,775 litres. These figures show that South African MCCs
and sparkling wines far outsell Prosecco in the sparkling wine market in South Africa.

59

7. REFERENCES
Adams, N. (2019). South African MCC wins big in Decanter World Wine Awards. [online] iol.co.za. Available at:
https://www.iol.co.za/lifestyle/food-drink/drink/south-african-mcc-wins-big-in-decanter-world-wine-awards24336967 [Accessed May 2019]
Alton, L. (2018). How to Gain Millennial Customers: 6 things they want from your brand. [online]
smallbiztrends.com. Available at: https://smallbiztrends.com/2018/06/what-millennials-want.html
[Accessed May 2019].
Amorim Cork. (2019). Amorim Cap Classique Challenge. [online] Amorim Cork. Available at:
https://www.amorimcork.co.za/amorim-cap-classique-challenge/ [Accessed May 2019].
Anderson, N. (2016). How can wine producers cater to the tastes of Millennials? [online] Thedrinksbusiness.com.
Available at: https://www.thedrinksbusiness.com/2016/11/how-can-wine-producers-cater-to-the-tastes-ofmillennials/ [Accessed May 2019].
Anon. (2010). Biz Community Import/Export New, Wine imports increase to soccer participants. [online] Biz
Community. Available at: https://www.bizcommunity.com/Article/196/174/50029.html [Accessed January 2020].
Anon. (2017). Decanter Magazine, October 2017, p.10. Print.
Anon. (2018). Harpers Wine and Spirit Trade News, Insights: focus on Fizz. [online] Harpers. Available at:
https://harpers.co.uk/news/fullstory.php/aid/24308/Insights:_focus_on_fizz.html [Accessed May 2019].
Anon. (2018). Japan Today/Alcoholic Beverages. [online] Japan Today. Available at:
https://www.jma.or.jp/foodex/en/img/trends/today/japan_today_alcoholic16.pdf. [Accessed January 2020].
Anson, J. (2013). French study finds pesticide residues in 90% of wines. [online] Decanter.com. Available at:
https://www.decanter.com/wine-news/french-study-finds-pesticide-residues-in-90-of-wines-21199/
[Accessed January 2020].
Atkin, T. (2010). Everything you need to know about Prosecco. [online] Timatkin.com. Available at:
http://timatkin.com/everything-you-need-to-know-about-prosecco [Accessed May 2019].
Bailey, P. (2018). Global Sparkling wine market trends. [online] Awri.com. Available at:
https://www.awri.com.au/wp-content/uploads/2018/08/Overview-of-the-sparkling-wine-market-in-Australia.pdf
[Accessed May 2019].
Barnes, A. (2019). A to Z of South American Grape varieties. [online] Southamericanwineguide.com. Available at:
https://southamericawineguide.com/south-american-grape-varieties/ [Accessed October 2019].
Barry, C. (2018). Prosecco’s bubble shows no sign of bursting. [online] Apnews.com. Available at:
https://apnews.com/0db3bc550de14b8b959097fd38f66432 [Accessed April 2019].

60

Basson, E. (2019). [Interview] 16 January, Paarl.
Bernheim, D. (2019). The Rise and Rise of Rosé. [online] thedrinksbusiness.com. Available at:
https://www.thedrinksbusiness.com/2019/08/the-rise-and-rise-of-rose/ [Accessed January 2020]
Best champagne.fr (2018). Champagne Harvest 2018 Report: the Vintage of the Century? [online]
Bestchampagne.fr. Available at: http://www.bestchampagne.fr/harvest-2018-report/ [Accessed April 2019].
Bibendum Wine. (2017). Purely Prosecco: how a simple concept can drive sales. [online] Bibendumwine.co.uk.
Available at: https://www.bibendum-wine.co.uk/news-stories/articles/customers/purely-prosecco-how-a-simpleconcept-can-drive-sales/ [Accessed April 2019].
Blair, O. (2017). Prosecco: How the Italian Sparkling Wine knocked Champagne off its pedestal. [online]
Independent.co.uk. Available at: https://www.independent.co.uk/lifestyle/food-and-drink/prosecco-italiansparkling-wine-how-champagne-france-a7751971.html [Accessed May 2019].
Boom, R. (2000). SFW. A Magic Blend. Stellenbosch Farmer’s Winery. Print.
Bottega, R. (2019). [Interview] 17 January, Somerset West.
Boutelle, J. (2016). Digsite Research Reveals what hooks Millennials to Healthy Beverages. [online] Digsite.com.
Available at: https://www.digsite.com/blog/online-communities/research-reveals-what-hooks-millennials-healthybeverages [Accessed May 2019].
Bowsher, E. (2018). Champagne v Prosecco: the battle of the bubbles. [online] Ft.com. Available at:
https://www.ft.com/content/73d653b4-e3d6-11e7-a685-5634466a6915 [Accessed May 2019].
Bravo Design. (2017). JC le Roux Vibrazio I Bravo Design. [online] bravodesign.co.za. Available at:
https://www.bravodesign.co.za/portfolio/jc-le-roux-vibrazio/ [Accessed July 2019].
Bristow, D. (2015). David Bristow: A Gambler’s Life- Bill Winshaw. [online] winemag.co.za. Available at:
https://winemag.co.za/travel/david-bristow-a-gamblers-life-bill-winshaw/ [Accessed July 2019].
Britner, L. (2019). How can drinks companies connect with Generation Z? [online] justdrinks.com. Available at:
https://www.just-drinks.com/analysis/free-to-access-how-can-drinks-companies-connect-with-generation-z-justdrinks-futures-vol6_id128267.aspx [Accessed July 2019].
Broggi, M. (2016). The grape behind Italy’s Prosecco wines. [online] winescholarguild.org. Available at:
http://www.winescholarguild.org/blog/glera-grape-behind-prosecco-wines.html [Accessed July 2019].
Cain, S. (2019). Rosé Prosecco doesn’t actually exist – but it will soon. [online] Fortune.com. Available at:
https://fortune.com/2019/07/21/rose-prosecco [Accessed July 2019].
Cap Classique. (2019). Cap Classique Association. [online] capclassique.co.za. Available at:
http://www.capclassique.co.za/ [Accessed July 2019].

61

Capecchi,S. (2019). Brits spent 12.3 billion pounds on online groceries in 2018. [online] mintel.com. Available at:
https://www.mintel.com/press-centre/retail-press-centre/brits-spent-12-3-billion-on-online-groceries-in-2018
[Accessed July 2019].
Casa Prosecco. (2019). Prosecco DOC: 2018 Report, what’s ahead for 2019- Casa Prosecco. [online]
casaprosecco.com. Available at: https://www.casaprosecco.com/prosecco-doc-consortium-gives-you-a-taste-ofitaly-this-holiday-season-2/ [Accessed July 2019].
Casciato, P. (2013). Champagne celebrations turn to Prosecco in frugal Britain: report. [online] news.abscbn.com. Available at: https://news.abs-cbn.com/lifestyle/04/27/13/champagne-celebrations-turn-prosecco-frugalbritain [Accessed May 2019].
Catchpole, A. (2018). Prosecco phenomenon now lifting all sparkling sales – Harpers Wine & Spirit Trade News.
[online]. Harpers.co.uk. Available at:
https://harpers.co.uk/news/fullstory.php/aid/23578/Prosecco_phenomenon_now_lifting_all_sparkling_sales.html
[Accessed July 2019].
Champagne-Bollinger. (2019). When the Sediment pops out. [online] champagne-bollinger.com. Available at:
https://www.champagne-bollinger.com/en/INT/stories/stories/when-the-sediment-pops-out
[Accessed March 2019].
Climate-Data.org. (2019). Adelaide Climate. [online] en.climate-data.org. Available at:
https://en.climate-data.org/oceania/australia/south-australia/adelaide-5696/ [Accessed May 2019].
Climate-Data.org. (2019). Bento Gonçalves Climate. [online] en.climate-data.org. Available at:
https://en.climate-data.org/south-america/brazil/rio-grande-do-sul-/bento-goncalves-1386/ [Accessed May 2019].
Climate-Data.org. (2019). Milawa Climate. [online] en.climate-data.org. Available at:
https://en.climate-data.org/oceania/australia/victoria/milawa-182447/ [Accessed May 2019].
Climate-Data.org. (2020). Mildura Climate. [online] en.climate-data.org. Available at:
https://en.climate-data.org/oceania/australia/victoria/mildura-660/ [Accessed January 2020].
Climate-Data.org. (2019). Valdobbiadene Climate. [online] en.climate-data.org. Available at:
http://en.climate-data.org/europe/italy/veneto/valdobbiadene-13644/ [Accessed May 2019].
Climate-Data.org. (2019). Wangaratta Climate. [online] en.climate-data.org. Available at:
https://en.climate-data.org/oceania/australia/victoria/wangaratta-48815/ [Accessed May 2019]
Coca-Cola. (2019). How much sugar is in Coca-Cola? [online] coca-colacompany.com. Available at:
http://coca-colacompany.com/faqs/how-much-sugar-is-in-coca-cola [Accessed May 2019].
Comité Champagne. (2019). Wine-making. [online] champagne.fr. Available at: http://www.champagne.fr/en
[Accessed April 2019].

62

Conegliano Valdobbiadene DOCG. (2019) Types of Wine. [online] prosecco.it. Available at:
http://www.prosecco.it/it/prosecco-superiore-docg/types-of-wine/ [Accessed April 2019].
Conegliano Valdobbiadene DOCG. (2019). The Producer’s Consortium for Prosecco Superiore DOCG. [online]
prosecco.it. Available at: http://www.prosecco.it/en/consortium/ [Accessed May 2019].
Consorzio di Tutela DOC. (2019). [online] prosecco.wine. Available at: http://www.prosecco.wine/en
[Accessed May 2019].
Consorzio di vini di Asolo DOCG. (2019). Asolo Prosecco DOCG. [online] Italianwinecentral.com. Available at:
https://italianwinecentral.com/denomination/asolo-prosecco-docg/ [Accessed May 2019].
Dal Zotto, M. (2018). Prosecco-Dal Zotto pioneers Australian Prosecco in the King Valley. [online]
winetitles.com.au. Available at: http://winetitles.com.au/prosecco-dal-zotto-pioneers-australian-prosecco-in-theking-valley/ [Accessed May 2019].
Daniel, L. (2018). Prosecco DOC leads the way in Sparkling Wine trends in 2018. [online]
beveragedynamics.com. Available at: https://beveragedynamics.com/2018/10/30/6-sparkling-wine-trends-in2018/ [Accessed May 2019].
Dean, P. (2017). First look at new Cava de Paraje: what difference will it make? [online] The-buyer.net. Available
at: http://www.the-buyer.net/insight/new-cava-de-paraje-what-difference/ [Accessed May 2019].
De Beer, S. (2019). [Interview]. 16 January, Tulbagh.
Deloitte Global Millennial Survey. (2019). [online] www2.deloitte.com. Available at:
https://www2.deloitte.com/global/en/pages/about-deloitte/articles/millennialsurvey.html [Accessed May 2019].
de Klerk, C. (2019). Grand Mousseaux. [personal correspondence].
de Vries, G. (2019). [Interview] 17 January, Cape Town.
Dressler, M. (2018). The German Wine Market: A comprehensive strategic and economic analysis. [online]
mdpi.com. Available at: http://mdpi.com/2306-5710/4/4/92 [Accessed May 2019].
Dry, P. (2018). Prosecco - Dal Zotto pioneers Australian Prosecco in the King Valley. [online] winetitles.com.
Available at: http://winetitles.com.au/prosecco-dal-zotto-pioneers-australian-prosecco-in-the-king-valley/
[Accessed May 2019].
Durrant, J. (2018). Otto Dal Zotto on Australian Prosecco. [online] essentialsmagazine.com. Available at:
https://www.essentialsmagazine.com.au/wine/otto-dal-zotto-on-australian-prosecco/ [Accessed July 2019].
Eads, L. (2015). 8 Things you should know about Prosecco. [online] thedrinkbusiness.com. Available at:
http://www.thedrinksbusiness.com/2015/03/8-things-you-should-know-about-prosecco/8/ [Accessed March 2019].

63

Eads, L. (2015). Winemakers attack ‘illegal’ Prosecco Trade. [online] thedrinkbusiness.com. Available at:
https://www.thedrinksbusiness.com/2015/01/winemakers-attack-illegal-prosecco-trade/ [Accessed May 2019].
Eads, L. (2018). More men than women buy Prosecco in the UK. [online] thedrinkbusiness.com. Available at:
https://www.thedrinksbusiness.com/2018/05/more-men-than-women-buy-prosecco-in-the-uk/
[Accessed July 2019].
Echensperger, R. (2017). German Sekt: The Next Big Thing. [online] Guildsomm.com. Available at:
https://www.guildsomm.com/public_content/features/articles/b/romana-echensperger/posts/german-sekt
[Accessed April 2019].
Edmonds, L. (2018). Prosecco House: a London Bar dedicated to the Italian fizz is now open. [online]
standard.co.uk. Available at: https://www.standard.co.uk/go/london/bars/prosecco-house-a-london-bardedicated-to-the-italian-fizz-is-now-open-a3757986.html [Accessed May 2019].
Eedes, C. (2017). Does South Africa have a signature red grape? [online] winemag.co.za. Available at:
https://winemag.co.za/does-south-africa-have-a-signature-red-grape/ [Accessed June 2019].
Eedes, C. (2018). Old Mutual Trophy Wine Show 2018 results. [online] winemag.co.za. Available at:
https://winemag.co.za/old-mutual-trophy-wine-show-2018-results/ [Accessed July 2019].
Enovírtua. (2019). Home – Enovírtua. [online] enovírtua.com. Available at: https://www.enovirtua.com/en/
[Accessed May 2019].
Estrada Belli, P. (2019). [Interview] 17 January, Somerset West.
Estrada Belli, P. (2019). Proseccos Listed. [personal correspondence].
Estrada Belli, P. (2020). SARS Trade Italian Sparkling Wine Import Statistics. [personal correspondence].
Ferreira, P. (2019). MCC Production. [personal correspondence].
Ferreira, P. (2019). [Interview] 15 January, Robertson.
Floris-Samuels, B. (2018). MCC and sparkling wine Export statistics. [personal correspondence].
Forbes.com. (2017). Building Brand Equity. [online] forbes.com. Available at:
https://www.forbes.com/sites/propointgraphics/2017/07/08/building-brand-equity [Accessed May 2019].
Forbes.com. (2020). The World Is Thirsty For Sparkling Wines, But Which Are The Winners? [online]
Forbes.com. Available at: https://www.forbes.com/sites/karlsson/2020/05/08/the-world-is-thirsty-for-sparklingwines-but-which-are-the-winners/ [Accessed May 2020].

64

Foster, L. (2019). Why drinks companies should focus on farming to win the consumers love-consumer trends.
[online] justdrinks.com. Available at: https://www.just-drinks.com/analysis/why-drinks-companies-should-focuson-farming-to-win-the-consumers-love-consumer-trends_id128189.aspx [Accessed March 2019].
France 24. (2014). Prosecco replaces Champagne as world’s favourite sparkling wine. [online] france24.com.
Available at: https://www.france24.com/en/20140309-prosecco-replaces-champagne-world-favourite-sparklingwine [Accessed March 2019]
Frank, M. (2019). Sparklers Steam Ahead. Wine Spectator, p. 39-40. Print.
French, P. (2018). Prosecco exportsto U.K Dip 7% after decade of growth. [online] thedrinksbusiness.com.
Available at: https://www.thedrinksbusiness.com/2018/09/prosecco-exports-to-uk-dip-7-after-decade-of-growth
[Accessed May 2019].
French, P. (2019). Prosecco Conegliano Valdobbiadene bans use of glyphosate on vineyards. [online]
thedrinksbusiness.com. Available at: https://www.thedrinksbusiness.com/2019/06/prosecco-coneglianovaldobbiadene-bans-use-of-glyphosate-on-vineyards/ [Accessed May 2019].
Gabba, S. (2019). Proseccos Listed. [personal correspondence].
Gaiser, T. (2012). My recent trip to Prosecco [online] guildsomm.com. Available at:
https://www.guildsomm.com/public_content/features/articles/b/timothy_gaiser/posts/recent-trip-to-prosecco
[Accessed April 2019].
Gilbert, J. (2018). UK to be overtaken by the US as the world’s bigger importer of sparkling. [online]
harpers.co.uk. Available at:
https://harpers.co.uk/news/fullstory.php/aid/22960/UK_to_be_overtaken_by_the_US_as_the_world_92s_bigger_i
mporter_of_sparkling.html [Accessed May 2019].
Gisborne Wine. (2019). Wine Regions. [online] Gisbornewine.co.nz. Available at:
https://gisbornewine.co.nz/wine-regions/ [Accessed May 2019].
Giuffrida, A. (2017). Bottoms up: onslaught against Prosecco falls flat among fans on its home turf. [online]
Theguardian.com. Available at: https://www.theguardian.com/world/2017/sep/16/prosecco-popularity-losing-fizzwith-connoisseurs [Accessed May 2019].
Glass of bubbly.com. (2017). How millennials are changing the sparkling wine industry. [online]
Glasssofbubbly.com. Available at: https://www.glassofbubbly.com/millennials-changing-sparkling-wine-industry/
[Accessed May 2019].
Goode, J. (2017). Some thoughts on Prosecco. [online] wineanorak.com. Available at:
http://www.wineanorak.com/wineblog/italy/some-thoughts-on-prosecco [Accessed May 2019].

65

Gori, C. (2014). The Role of the Consortia in the Italian wine production system and the impact of EU and
national legislation. [online] Sciencedirect.com. Available at:
https://www.sciencedirect.com/science/article/pii/S2212977414000088 [Accessed May 2019].
Gosling, M. (2019). Cape wine production set to be low after 3-year drought. [online] News24.com. Available at:
https://www.news24.com/SouthAfrica/News/cape-wine-production-set-to-be-low-after-3-year-drought-20190207
[Accessed May 2019].
Grier, J. (2019). Avivado Sec-si. [personal correspondence].
Grier, J. (2019). [Interview] 15 January, Stellenbosch.
Guildsomm. (2019). Champagne. [online] http://www.guildsomm.com/webupload/webdocs/champagne.pdf
[Accessed April 2019]
Hancock, A. (2019). UK wine sellers find themselves squeezed on all sides. [online] Ft. Available at:
https://www.ft.com/content/4d05983 c-5183-11e9-b401-8d9ef1626294 [Accessed May 2019].
Hancock, E. (2017). Australian Winemakers Prepare To Defend Right To Produce ‘Prosecco’. [online] The drinks
business. Available at: http://www.thedrinksbusiness.com/2017/10/australian-winemakers-prepare-to-defendright-to-produce-prosecco/ [Accessed May 2019].
Hancock, E. (2019a). Aldi Launches Low Calorie Prosecco. [online] The drinks business. Available at:
https://www.thedrinksbusiness.com/2019/01/aldi-launches-low-calorie-prosecco/ [Accessed May 2019].
Hancock, E. (2019b). Diageo thinks the UK’s Drinks industry could be worth 47BN by 2022. [online] The drinks
business. Available at: https://www.thedrinksbusiness.com/2019/04/diageo-thinks-the-uks-drinks-industry-couldbe-worth-47bn-by-2022-heres-why/ [Accessed April 2019].
Hancock, E. (2019c). Exclusive: Prosecco Brand Bottega is developing a no-alcohol sparkling wine. [online] The
drinks business.com Available at: https://www.thedrinksbusiness.com/2019/06/exclusive-bottega-is-developingno-alcohol-prosecco-wine-dry-january/ [Accessed May 2019].
Hodgkin, E. (2018). Prosecco deals: Morrisons, Aldi, Tesco and ASDA – best offers before Christmas revealed.
[online] Express.co.uk. Available at: https://www.express.co.uk/life-style/food/1047851/Prosecco-morrisons-aldiwine-tesco-christmas-magnum-asda-best [Accessed May 2019].
Hook, S. (2019). Sainsbury’s plans low/no alcohol pub: The Clean Vic. [online] Drinks Retailing News. Available
at:
https://drinksretailingnews.co.uk/news/fullstory.php/aid/18833/sainsbury_s_plans_low_no_alcohol_pub%3A_The
_Clean_Vic.html [Accessed May 2019].
Hosie, R. (2018). The UK may have reached 'peak prosecco'. [online] The Independent. Available at:
https://www.independent.co.uk/life-style/food-and-drink/prosecco-uk-sales-peak-sparkling-wine-slowdownexchange-rate-import-costs-a8373901.html [Accessed May 2019].

66

Howard, A. (2019). Best Prosecco Conegliano Valdobbiadene wines - Decanter. [online] Decanter. Available at:
https://www.decanter.com/premium/prosecco-conegliano-valdobbiadene-panel-tasting-results-404776/
[Accessed February 2019].
Howard, B. (2019). History of sparkling wine in South Africa. [personal correspondence]
Howe, G. (2017). Making Waves: The Meteoric Rise of MCC. [online] News wine. Available at:
https://news.wine.co.za/news.aspx?NEWSID=31779 [Accessed July 2019].
Hudin, M. (2018). 'Corpinnat', yet one more classification for Cava wines. [online] Harpers.co.uk. Available at:
http://harpers.co.uk/news/fullstory.php/aid/23354/Corpinnat-yet-one-more-classification-for-cava-wines.html
[Accessed July 2019].
Hutching, G. (2016). Italians fizzing about use of label Prosecco. [online] Stuff.co.nz. Available at:
https://www.stuff.co.nz/business/farming/78163600/italians-fizzing-about-use-of-label-prosecco
[Accessed July 2019].
Idiom. (2018). Idiom: Prosecco Weekend at Idiom. [online] Idiom. Availabe at: http://idiom.co.za/proseccoweekend-at-idiom/ [Accessed December 2018].
Iglesias, A. (2018). Success Bubbles Up In South America. Decanter Magazine, September 2018, p.96. Print.
IPW. (2019). Integrated Production of Wine. [online] IPW. Available at:
http://wineobservatorysustainability.eu/en/sharing/Integrated-Production-of-Wine--IPW.116/
[Accessed May 2019].
Italian Wine Central. (2019). Top Ten Most Planted Grape Varieties in Italy. [online] Available at:
http://italianwinecentral.com/top-ten-most-planted-grape-varieties-in-Italy/ [Accessed May 2019].
Jackson, R. (2009). Styles and Types of Wine. [online] Science direct. Available at:
https://www.sciencedirect.com/topics/agricultural-and-biological-sciences/sparkling-wines
[Accessed March 2019].
Jackson, R. (2014). Sparkling Wines in Wine Science (Fourth Edition). [online] Science direct. Available at:
https://www.sciencedirect.com/topics/agricultural-and-biological-sciences/sparkling-wines
[Accessed March 2019].
Jancisrobinson.com. (2019). Brazil | JancisRobinson.com. [online] Available at:
http://www.jancisrobinson.com/learn/wine-regions/brazil [Accessed May 2019].
Johnson H and Robinson J. (2013). The World Atlas of Wine (7th Edition). London. Mitchell Beazley. Print.
Kime, E. (2019). Majestic Wines to close stores and focus on online sales | Financial Times. [online] Ft.com.
Available at: https://www.ft.com/content/82e05c60-4ece-11e9-b401-8d9ef1626294 [Accessed June 2019].

67

King Valley Official Travel and Tourism Website. (2019). [online] Available at:
https://www.visitkingvalley.com.au/seasonal-adventure/winter-warmth/ [Accessed May 2019].
Kollaras & Co. (2020). Mi Scusi Prosecco. [online] kollaras.com. Available at:
https://www.kollaras.com/products/mi-scusi/ [Accessed January 2020].
Krebiehl, A. (2018). Let’s Talk About Sekt, Baby. [online] Winemag. Availabe at:
http://www.winemag.com/2018/11/27/lets-talk-about-sekt/ [Accessed May 2019].
Latitude Longitude. (2019). Valdobbiadene latitude longitude. [online] Latitude Longitude. Availabe at:
https://latitudelongitude.org/it/valdobbiadene [Accessed July 2019]
Lawrence, J. (2018). Producers Burst Cava’s Bubble. [online] Wine searcher. Available at: https://www.winesearcher.com/m/2018/05/producers-burst-cavas-bubble [Accessed May 2019].
Lin, W. (2018). Jing Daily: Sparkling Wine Is Popping the Chinese Preference for Red. [online] Jing daily.
Available at: https://jingdaily.com/sparkling-wine-is-popping-the-chinese-preference-for-red/
[Accessed July 2019].
Maddeaux, S. (2018). Why Champagne is the one age-old industry Millenials can’t be accused of killing. [online]
National post. Available at: https://nationalpost.com/entertainment/why-champagne-is-the-one-age-old-industrymillennials-cant-be-accused-of-killing [Accessed March 2019].
Majestic Wine. (2019). Prosecco-Italian Sparkling Wine. [online] Majestic. Available at:
https://www.majestic.co.uk/prosecco [Accessed May 2019].
Malan, J. (2019). [Interview] 16 January, Stellenbosch.
Margolin, M. (2017). Millennials are saying yes way rose all year long, disrupting champagne’s grip on affordable
luxury. [online] Vinepair.com. Available at: https://vinepair.com/articles/rose-champagne-affordable-luxury-battle/
[Accessed July 2019].
Martin, G. (2016). M&S launches Riosecco-the new Prosecco in time for the Olympics. [online] Standard.
Available at: https://www.standard.co.uk/lifestyle/foodanddrink/ms-launches-riosecco-the-new-prosecco-in-timefor-the-olympics-a3309471.html [Accessed May 2019].
Mediaupdate. (2019). J.C. Le Roux named ‘Best Brand’ in SA’s townships. [online] Media update. Available at:
https://www.mediaupdate.co.za/marketing/146440/jc-le-roux-named-best-brand-in-sas-townships.
[Accessed July 2019].
Mercer, C. (2010) Just drinks Beverage Industry News. Italy: Prosecco Council sets sights on Brazil. [online] Just
drinks. Available at: https://www.just-drinks.com/news/prosecco-council-sets-sights-on-brazil_id102032.aspx
[Accessed May 2019].

68

Mercer, C. (2019). South Africa’s Top Wine Export Markets in 2018. [online] News wine. Available at:
https://news.wine.co.za/news.aspx?NEWSID=34143 [Accessed July 2019].
Micallef, J. (2018). Is Prosecco Italy’s Sparkling Wine Juggernaut? [online] Forbes. Availabe at:
https://www.forbes.com/sites/joemicallef/2018/08/18/is-prosecco-italys-sparkling-wine-juggernaut/
[Accessed July 2019].
Mileham, A. (2017). Prosecco DOC Consortium opens US office. [online] The drinks business. Available at:
https://www.thedrinksbusiness.com/2017/04/prosecco-doc-consortium-opens-us-office/ [Accessed May 2019].
Mileham, A. (2019). Aldi toasts records Christmas sales. [online] The drinks business. Available at:
https://www.thedrinksbusiness.com/2019/01/aldi-toasts-record-christmas-sales/ [Accessed July 2019].
Millar, R. (2019). WOSA launches first South African Festival. [online]. The drinks business. Available at:
https://www.thedrinksbusiness.com/2019/05/wosa-launches-first-south-african-festival/ [Accessed June 2019].
Miquel, J. (2018). The Glera Grape behind Prosecco Wine in 1000 words. [online] Social Vignerons. Available at:
http://socialvignerons.com/2018/06/21/the-glera-grape-behind-prosecco-wine-in-1000-words/
[Accessed July 2019].
Morris, S. (2019) EU Compromise Put Forward In Australian Prosecco Debate. [online] The drinks business.
Availabe at: http://www.thedrinksbusiness.com/2019/01/eu-compromise-put-forward-in-australian-proseccodebate/ [Accessed July 2019].
Mowery, L. (2018). Everything you need to know about Prosecco. [online] Winemag. Available at:
https://www.winemag.com/2018/12/04/everything-about-prosecco [Accessed April 2019].
Nardi, L. (2018). Country of Origin Effect. The value of made in Italy in the United Kingdom and Russia. [online]
Tesi Cab. Available at: http://tesi.cab.unipd.it/61408/1/Giulia_Nardi_2018.pdf [Accessed May 2019].
Newhart, B. (2019). Millennials buy more wine online and want it to be organic. [online] Beverage daily. Available
at: https://www.beveragedaily.com/Article/2019/02/27/Millennials-buy-more-wine-online-and-want-it-to-be-organic
[Accessed March 2019].
Newtown, T. (2017). Fizz wars: The Rise of Prosecco. [online] Medium. Available at:
https://medium.com/conrandesigngroup/bubbles-war-the-rise-of-prosecco-85869a1a412e [Accessed May 2019].
Nielsen. (2018a). Heard it through the grapevine: Wine Trends to watch for in 2018. [online] Nielsen. Available at:
https://www.nielsen.com/us/en/insights/news/2018/heard-it-through-the-grapevine-wine-trends-to-watch-for-in2018.html [Accessed April 2019].
Nielsen. (2018b). Global consumers seek companies that care about environmental issues. [online]. Nielsen.
Available at: https://www.nielsen.com/eu/en/insights//news/2018/global-consumers-seek-companies-that-careabout-environmental-issues.html [Accessed May 2019].

69

OIV. (2018). Statistical Report on World Vitiviniculture 2018. [online] OIV. Available at:
http://www.oiv.int/public/medias/6371/oiv-statistical-report-on-world-vitiviniculture-2018.pdf
[Accessed March 2019].
OIV. (2019). Statistical Report on World Vitiviniculture 2019. [online] OIV. Available at:
http://www.oiv.int/public/medias/6782/oiv-2019-statistical-report-on-world-vitiviniculture.pdf.
[Accessed January 2020].
Pick n Pay. (2020). Buy Wine and Liquor Online. [online]. Available at:
https://www.pnp.co.za/pnpstorefront/pnp/en/All-Products/Wine-&-Liquor/c/wine-and-liquor-423144840 [Accessed
January 2020].
ProWein. (2018). ProWein Business Report 2018. [online] Prowein. Available at:
https://www.prowein.com/en/For_Press/Press_material/Press_Releases/ProWein_Business_Report__New_2018_Issue [Accessed July 2019].
Pryer, S. (2018). Staggering numbers build the Prosecco revolution. [online] Circle of wine writers. Available at:
https://www.circleofwinewriters.org/staggering-numbers-build-the-prosecco-revolution/ [Accessed May 2019].
Reeves, M. (2018). 7 Delicious Prosecco cocktails that are ridiculously easy to make. [online] Bristol Live.
Available at: https://www.bristolpost.co.uk/special-features/7-delicious-prosecco-cocktails-ridiculously-1212962
[Accessed May 2019].
Riley, L. (2018). Prosecco DOC reports ‘exceptional’ harvest. [online] Harpers. Available at:
https://www.harpers.co.uk/news/printpage.php/aid/24203/Prosecco_DOC_reports_91_exceptional_92_harvest.ht
ml [Accessed July 2019].
Rimmer, M. (2017). Fizz Friday: Why women are picking Prosecco over champagne. [online] BBC. Available at:
http://www.bbc.com/news/uk-england-39216865 [Accessed April 2019].
Robinson, J. (2015). The Oxford Companion to Wine (4th ed.). Oxford: Oxford University Press. Print.
Saladino, E. (2017). We’re Drinking More Rosé Champagne Than Ever Before. Just don’t call it a Trend. [online]
VinePair. Available at: https://vinepair.com/articles/rose-champagne-trend/ [Accessed July 2019]
SAWIS. (2018). SA Wine Industry Statistics. [online] Sawis.co.za. Available at:
http://www.sawis.co.za/info/statistics.php [Accessed May 2019].
SAWIS. (2019). SA Wine Industry Statistics. [online] Sawis.co.za. Available at:
http://www.sawis.co.za/info/statistics.php [Accessed January 2020].
SAWIS. (2019). South Africa | Wine law | SAWIS. [online] Sawis.co.za. Available at:
http://www.sawis.co.za/winelaw/southafrica.php [Accessed July 2019].

70

Schmitt, P. (2015). British Millennials: What are they drinking? [online] The drinksbusiness. Available at:
https://www.thedrinksbusiness.com/2015/12/gb-millennials-the-facts/ [Accessed May 2019].
Schmitt, P. (2016). New Zealand To Make its first Prosecco. [online] Available at:
https://www.thedrinksbusiness.com/2016/02/new-zealand-to-make-its-first [Accessed April 2019].
Schmitt, P. (2017). Everything you need to know about Prosecco. [online] The drinks business. Available at:
https://www.thedrinksbusiness.com/2017/08/everything-you-need-to-know-about-prosecco/
[Accessed May 2019].
Schmitt, P. (2018a). Champagne limits yields to 315m bottles in 2018. [online] Available at:
http://www.thedrinksbusiness.com/2018/07/champagne-limits-yields-to-315m-bottles-in-2018/
[Accessed March 2019].
Schmitt, P. (2018b). Prosecco to produce 600 million bottles from 2018 harvest. [online] Available at:
http://www.thedrinksbusiness.com/2018/09/prosecco-to-produce-600-million-bottles-from-2018-harvest/
[Accessed May 2019].
Schmitt, P. (2018c). Prosecco takes over from discounted champagne. [online] Available at:
http://www.thedrinksbusiness.com/2018/09/prosecco-to-produce-600-million-bottles-from-2018-harvest/
[Accessed March 2019].
Schmitt, P. (2019a). Giusti launches extra brut Prosecco. [online] The drinks business. Available at:
http://www.thedrinksbusiness.com/2019/04/giusti-launches-extra-brut-prosecco [Accessed May 2019].
Schmitt, P. (2019b). Pink Prosecco could boost sales by 75 million bottles. [online] The drinks business.
Available at: https://www.thedrinksbusiness.com/2019/05/pink-prosecco-could-boost-sales-by-75m-bottles/
[Accessed May 2019].
Schmitt, P. (2019c). Top 10 defining drinks trends of this century so far. [online] The drinks business.
Available at: https://www.thedrinksbusiness.com/2019/04/top-10-defining-drinks-trends-of-this-century-so-far/
[Accessed May 2019].
Schmitt, P. (2020). Category Analysis: A rosè future for prosecco. [online] The drinks business. Available at:
https://www.thedrinksbusiness.com/2020/03/category-analysis-a-rose-future-for-prosecco/ [Accessed May 2020].
Scipioni, J. (2018). Prosecco surpasses champagne as No.1 bubbly. [online] Fox Business. Available at:
https://www.foxbusiness.com/features/prosecco-surpasses-champagne-as-no-1-bubbly [Accessed May 2019].
Sedlackova, L. (2019). Cava [online] Berry Brothers and Rudd. Available at: https://blog.bbr.com/2019/04/29/iscava-in-crisis/ [Accessed May 2019].
Shaoolian, G. (2018). How to use Social Media to get Millennials to buy from you. [online] Entrepeneur.com.
Available at: https://www.entrepreneur.com/article/323275 [Accessed May 2019].

71

Shaw, L. (2018). Nyetimber Launches 175 Rose’ to Rival Champagne. [online] Available at:
https://www.thedrinksbusiness.com/2018/09/nyetimber-launches-175-rose-to-rival-champagne/
[Accessed May 2019].
Shaw, L. (2019). Rosé Prosecco will hit UK Shelves in January. [online] Available at:
https://www.thedrinksbusiness.com/2019/05/rose-prosecco-will-hit-UK-shelves-in-january/ [Accessed May 2019].
Sherwood, G. (2019). Decanter, December 2019, p. 87. Print.
Simonsig. (2018). New season of First Fizzday begins. [online] Available at: https://www.simonsig.co.za/newseason-of-first-fizzday-begins/ [Accessed July 2019].
Smithers, R. (2015). Mini-bottles of wine hit the spot as drinkers count their units. [online] The Guardian.
Available at: https://www.theguardian.com/lifeandstyle/2015/mar/15/mini-bottles-of-wine-sales-rise-as-drinkerscount-their-units [Accessed May 2019].
Smithers, R. (2019). Britons drank record amount of homegrown sparkling wine in 2018. [online] The Guardian.
Available at: https://www.theguardian.com/business/2019/apr/23/britons-drank-record-amount-homegrownsparkling-wine-2018 [Accessed May 2019].
Squires, N. (2018). Italian Prosecco exports to UK fall for the first time in a decade as Britain turn to homegrown
fizz. [online] Telegraph. Available at: https://www.telegraph.co.uk/news/2018/09/19/italian-prosecco-exports-ukfall-first-time-decade-britons-turn/ [Accessed May 2019].
Stilinovic, M. (2016). Premiumization: The Most Affluent Retail Trend of 2016. [online] Forbes. Available at:
https://www.forbes.com/sites/millystilinovic/2016/06/16/premiumisation-the-most-affluent-retail-trend-of-2016/
[Accessed January 2019].
Swartz, K and Strenk, H. (2018). Strong Sales Continue for Champagne and Sparkling Wine. [online] Beverage
Dynamics. Available at: https://beveragedynamics.com/2018/08/23/strong-sales-continue-for-champagne-andsparkling-wine/ [Accessed May 2019].
Sweney, M. (2019). Sainsbury’s falls behind Asda to become UK’s third biggest supermarket chain. [online] The
Guardian. Available at: https://www.theguardian.com/business/2019/apr/02/sainsburys-asda-uk-supermarketaldi-lidl [Accessed May 2019].
Tanghe, C. (2017). An Introduction to Prosecco. [online] Available at:
https://www.guildsomm.com/public_content/features/articles/b/chris-tanghe/posts/prosecco
[Accessed July 2019].
The IWSR. (2019). Convenience, experience, technology and mindful drinking revolutionise alcohol market
trends.. [online] Available at: https://www.corecommunique.com/convenience-experience-technology-andmindful-drinking-revolutionise-alcohol-market-trends/ [Accessed April 2019].

72

The Oxford Wine Blog. (2012). Traditional Method Sparkling wines of Europe. [online] The oxford wine blog.
Available at: http://theoxfordwineblog.wordpress.com/2012/03/12/traditional-method-sparkling-wines-of-europe/
[Accessed May 2019].
Thomas, M. (2019). Wine Review Online - What Does a Millennial Want?. [online] Winereviewonline.com.
Available at: http://www.winereviewonline.com/MT_What_Do_Millennials_Want.cfm [Accessed May 2019].
Thomsonandscott.com. (2019). Thomson & Scott Organic Prosecco. [online] Available at:
https://thompsonandscott.com/products/organic-vegan-prosecco [Accessed May 2019].
Uptin, S. (2016). Millennials are prioritising 'experience' over stuff. [online] cnbc. Available at:
https://www.cnbc.com/amp/2016/05/05/millennials-are-prioritizing-experiences-over-stuff.html
[Accessed May 2019].
Valenti, A. (2019). Proseccos Listed. [personal communication].
Valenti, A. (2019). [Interview]. 5 March, Johannesburg.
Van Zyl, P. (ed.) (2019). Platter’s 2019 South African Wine Guide. Hermanus: Jean-Pierre Rossouw. Print.
Veritas.co.za. (2019). About – Veritas. [online] Available at: https://veritas.co.za/about [Accessed June 2019].
Veseth, M. (2018). Is the Prosecco boom sustainable? [online] Wine Economist. Available at:
https://wineeconomist.com/2018/10/09/prosecco-3/ [Accessed May 2019].
Vignati, G. (2016). Italian Sparkling Wines Industry Master’s dissertation. [online] Available at:
https://fdocuments.in/document/italian-sparkling-wines-industry-ovseorg-41italiansparklingwinesindustryoverview.html [Accessed July 2019].
Vignazia, F. (2019). Proseccos Listed. [personal communication].
Vignazia, F. (2019). [Interview] 14 January, Cape Town.
VinePair. (2016). Everything you need to know about Prosecco DOCG [Infographic]. [online] VinePair. Available
at: https://vinepair.com/articles/everything-need-know-prosecco-docg-infographic/ [Accessed May 2019].
Vineyards.com. (2019). Vineyard Maps. [online] Vineyards.com. Available at: https://vineyards.com/
[Accessed May 2019].
Wainscott, J. (2017). The Everyday Sparkle. [online] Wine Intelligence. Available at:
https://www.wineintelligence.com/the-everyday-sparkle/ [Accessed May 2019].
Webb, T. (2018). Amorim Cork MCC Challenge Results 2018. [online] wine.co.za. Available at:
https://news.wine.co.za/news.aspx?NEWSID=33562 [Accessed June 2019].

73

Wikipedia, (2019). King Valley. [online] Available at: http://en.wikipedia.org/wiki/King-Valley
[Accessed May 2019].
Wikipedia. (2019). Gisborne, New Zealand. [online] Available at:
https://en.wikipedia.org/wiki/Gisborne,_New_Zealand [Accessed May 2019].
Wikipedia. (2019). Prosecco. [online] Available at: https://en.wikipedia.org/wiki/Prosecco [Accessed May 2019].
Willcox, K. (2017). How Millennials are changing the wine-selling game. [online] Seven Fifty Daily. Available at:
https://daily.sevenfifty.com/how-millennials-are-changing-the-wine-selling-game/ [Accessed May 2019].
Wine Australia. (2018). Prosecco – what is the deal? [online]. Wineaustralia. Available at:
https://www.wineaustralia.com/news/articles/prosecco-what-is-the-deal [Accessed May 2019].
Wine Australia. (2019). Prosecco-a rising white grape in Australia. [online] Wineaustralia. Available at:
https://www.wineaustralia.com/news/market-bulletin/issue-170 [Accessed January 2020].
Wine Australia. (2020). Murray Darling/Wine Australia. [online] Wineaustralia. Available at:
https://www.wineaustralia.com/discover-australian-wine/victoria-wines/murray-darling [Accessed January 2020].
Wine.co.za. (2019). JC Le Roux sparkles as best brand in South Africa’s townships. [online] Available at:
https://news.wine.co.za/news.aspx?NEWSID=34584 [Accessed May 2019].
Winefolly. (2019). The New Sekt Wine Is Here! [online] Winefolly. Available at:
http://winefolly.com/review/new-sekt-wine-guide/ [Accessed April 2019].
Wineland. (2019). Regional Information Victoria, Australia. [online] Wineland. Available at:
http://wineland.com.au/regional_information/victoria [Accessed May 2019].
Wineland. (2019). Regional Information South Australia. [online] Available at:
http://wineland.com.au/regional_information/sa [Accessed May 2019].
Wines of Germany. (2019). Winzersekt. [online] German Wines. Available at:
https://www.germanwines.de/knowledge/wine-more/sparkling-sekt/ [Accessed May 2019].
Wines of Germany. (2019). German Wines. [online] German Wines. Available at: https://www.germanwines.de/
[Accessed April 2019].
Wines of the King Valley. (2019). King Valley Wine Region. [online] Available at:
http://www.winesofthekingvalley.com.au/king-valley-wine-region/ [Accessed May 2019].
Wines of the King Valley. (2019). Food and Wine in the Valley. [online] Available at:
http://www.visitkingvalley.com.au/food-wine/ [Accessed May 2019].

74

Wine-searcher. (2019). Brazilian Wine. [online] Available at: https://www.wine-searcher.com/regions-brazil
[Accessed May 2019].
Wine-searcher. (2019). Wood Park W Prosecco. [online] Available at: http://www.winesearcher.com/find/wood+park+w+prosecco+alpine+valley+victoria+australia [Accessed May 2019].
Wineselectors.com. (2016). Following the Prosecco Road-Your Guide To Australian Prosecco. [online] Available
at: https://www.wineselectors.com.au/selector-magazine/wine/australian-prosecco-infographic-guide
[Accessed January 2019].
Wine Spectator. (2019). Letter to the Editor, August 2019, p.14. Print.
Woolworths. (2019). Buy Wine Online. [online] woolworths.co.za. Available at:
https://www.woolworths.co.za/content/article/our-cellar/welcome-to-our-cellar/_/A-cmp205349
[Accessed May 2019].
Young, S. (2017). Prosecco prices falling due to Lidl and Aldi competition. [online] Independent. Available at:
https://www.independent.co.uk/lifestyle/price-prosecco-falling-lidl-aldi-discount-sparkling-wine-costa7987686.html [Accessed May 2019].

75

8. LIST OF FIGURES
Figure 1: Graph showing world trade in sparkling wine

8

Figure 2: Flow diagram showing Traditional method and Charmat method

10

Figure 3: Map showing Prosecco DOCG and DOC designations

14

Figure 4: Pyramid Diagram showing Prosecco’s Hierarchy of Quality

16

Figure 5: Map showing the Champagne wine region

18

Figure 6: Pyramid Diagram showing German Sekt Hierarchy of Quality

19

Figure 7: Map showing German wine regions

20

Figure 8: Map showing Spanish wine regions

22

Figure 9: Map showing Victoria State Australia wine regions

25

Figure 10: Map showing South Australia wine regions

28

Figure 11: Map showing New Zealand wine regions

30

Figure 12: Map showing wine regions in Rio Grande Do Sul Brazil

31

Figure 13: Map showing wine regions of South Africa

44

Figure 14: Graph showing domestic sales of MCC and sparkling wine in South Africa

48

Figure 15: Graph showing South African exports of sparkling wine 2008-2018

50

Figure 16: Graph showing exports of South African sparkling wine to the UK 2008-2019 51
Figure 17: Graph showing exports of MCC to the UK 2008-2019

52

Figure 18: Graph showing Italian Sparkling Wine Imports into South Africa 2017-2019

55

76

9. LIST OF TABLES
Table 1: EU Classification for Sweetness Levels for Champagne and Sparkling Wine

13

Table 2: Table providing an overview of the major South African MCC and
sparkling wine producers

47

Table 3: Table showing a price comparison between MCC and Sparkling Wine

48

Table 4: Table providing an overview of the major Prosecco Distributors and
Retailers in South Africa

56

Table 5: Table showing a price comparison of examples of sparkling wine
for sale in South Africa

56

77

10. APPENDICES
The survey questionnaires used to gather data from South African MCC and sparkling wine
producers and Prosecco distributors and retailers in South Africa were created using Google
Forms. Google Forms is a survey administration app which allows a Google account user to
create a questionnaire which may be shared with others. Once the recipient has completed
the form and submitted it, it is saved in an Excel file stored in Google Drive. Once all responses
have been collected, the form/questionnaire can be closed and the results can be downloaded.

Appendix A: Questionnaire
South African MCC/Sparkling wine producer questionnaire.
Cape Wine Master thesis topic: The rise of Prosecco, can South African MCC
and Sparkling wine producers compete?
1. Global Prosecco Sales overtook those of Champagne in 2013, according to the
Italian Sparkling Wine Observatory (OVSE). What factors do you think influence this
trend?
2. What do you think South African MCC/Sparkling Wine producers should do to
become more cost competitive, in order to compete with Prosecco globally?
3. What marketing strategies do you think South African MCC/Sparkling Wine
producers should be employing to compete with the global increase in Prosecco sales?
4. How do you think South African MCC/Sparkling Wine producers can retain and build
relevance in the local Sparkling Wine market, should Prosecco increase its presence
in South Africa?
5. Prosecco's aroma and flavour profile is characteristically fresh and fruity with apple,
honeydew melon, white flowers, pear and cream notes. Have you considered
producing Sparkling Wine in this style?
6. According to the IWSR, Sparkling Wine has been the fastest growing wine category
in recent years. What factors do you think have influenced this trend?
78

7. In which year did your Wine Cellar first start to produce MCC?
8. In which year did your Wine Cellar first start to produce Sparkling Wine?
9. Do you produce any MCC/Sparkling Wine ranges exclusively for particular
Supermarkets? If so, which wines and for which Supermarkets?
10. Do you produce any MCC/Sparkling Wine in mini bottles? If so, what are the
volumes of your mini bottles?
11. Are you registered with the IPW Environmental Sustainability and Biodiversity
Scheme? If so, what strategies have you implemented in order to promote this scheme?
12. Have you ever produced a low/lower alcohol MCC/Sparkling Wine? If so, please
provide the alcohol percentage?
13. Which Country is your Wine Cellar's largest MCC export market?
14. Which Country is your Wine Cellar's largest Sparkling Wine export market?
15. Does your Wine Cellar take part in the annual Franschhoek Cap Classique &
Champagne Festival?
Yes
No
16. Do you have any further comments to make regarding this topic?
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Appendix B: Questionnaire
Prosecco distributor/retailer questionnaire
Cape Wine Master Thesis Topic: The Rise of Prosecco, can South African MCC
and Sparkling Wine producers compete?
1. Global Prosecco Sales overtook those of Champagne in 2013, according to the
Italian Sparkling Wine Observatory (OVSE). What factors do you think influence this
trend?
2. What marketing strategies do you think Prosecco producers have employed to
contribute to the global increase in Prosecco sales?
3. How do you think Prosecco producers can retain the current global increase in
Prosecco production/sales?
4. Prosecco's aroma and flavour profile is characteristically fresh and fruity with apple,
honeydew melon, white flowers, pear and cream notes. Do you think that this style
has contributed to Prosecco's global popularity?
5. According to the IWSR, Sparkling Wine has been the fastest growing wine category
in recent years. What factors do you think have influenced this trend?
6. In which year did your business first distribute/retail Prosecco in South Africa?
7. Do the Prosecco brands which you distribute/retail, produce Prosecco exclusively
for particular Supermarkets? If so, which Prosecco brands and for which
Supermarkets?
8. Do the Prosecco brands which you distribute/retail, produce Prosecco in mini bottles?
If so, what are the volumes of the mini bottles?
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9. Are the Prosecco brands which you distribute/retail registered with any
Environmental Sustainability and Biodiversity Schemes? If so, what strategies have
they implemented in order to promote them?
10. Are any of the Prosecco brands which you distribute/retail, Organic or Vegan? If
so, please specify.
11. Have you ever distributed/retailed a low/lower alcohol Prosecco? If so, please
provide the alcohol percentage?
12. Which Country is your producer/producers largest export market?
13. Do any of the Prosecco brands which you distribute/retail take part in the annual
Prosecco Springs Festival held in London?
Yes
No
14. Do you have any further comments to make regarding this topic?
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