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Will sustainability shapethe futurewine market?

Eugenio Pomarici, Riccardo Vecchio

Abstract

The technical improvements in sustainability of evimaking will likely proceed thorough a progressive
refinement of processing strategies without sulbisadiscontinuities. Whereas the new varietiesaotad
conducting inter-specific crossings represent a meshnological paradigm with remarkable effects on
cropping conditions. Indeed, vineyards planted whthse new varieties require only few treatmentt) &
dramatic reduction of the use of pesticides, prtdaccosts and carbon footprint. Wine consumer ksecho
should examine closely how media will communicéiese varieties to the general public, as we aatieip
that this will influence consumers’ perception iskrand in turn affect directly the market.
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Abstract

Technical improvements in the sustainability of evimaking will likely proceed thorough a progressive
refinement of processing strategies without sulbistadiscontinuities. The new varieties obtainetbtlgh
interspecific crossings represent a new technadbgpmaradigm with remarkable effects on cropping
conditions. Indeed, vineyards planted with these warieties require few treatments and result dnaamatic
reduction in the pesticide use, production costs @rbon footprint. Wine consumption scholars stioul
closely examine how the media will communicate ¢hegrieties to the general public, as we anticiplade
this will influence consumers’ perception of rigkdain turn, directly affect the market.

Keywords: new varieties; consumer preferences; denominafionigin

Sustainability has been the focus of internationstitutions and most national governments—althongh
always with the same emphasis—since at least 198nhwhe United Nations World Commission on
Environment and Development (Brundtland Commissipublished the Report “Our Common Future”.
Sustainable development was defined as “developthabhtmeets the needs of current generations withou
compromising the ability of future generations teantheir own needs”. The report made explicittthpe
dimensions of sustainability: environmental, so@ald economic. The UN has recently relaunched its
challenge for sustainable development with its 288@nda for Sustainable Development, which proposes
17 Sustainable Development Goals. Since 1999fufisthal concern for sustainability in the wine teedas
been addressed by the International Organizatio@fape and Wine (OIV) with a series of resolutiohise

last resolution was the 2016 OIV General PrinciplieSustainable Vitiviniculture - Environmental e@al -
Economic and Cultural Aspects. During the sameoglerihe agricultural policies of the main producing
countries increasingly stimulated the evolutiorpaiduction towards sustainability.

Institutional pressure has stimulated many initedi in the wine industry, including a demand foliqyo
compliance. Media pressure, retailers' concernsspedific local requests or, in many cases, a vatyn
commitment to environmental and social issues Has played a part. Indeed, after the pioneering
establishment of the California Sustainable Winegng Alliance in 2003, many different sustainable
winegrowing programmes were developed through botktive efforts driven by national institutionsdan
associations in the so-called New World wine-pragdgicountries (such as Australia, New Zealand, Sout
Africa, and more recently, Chile). In the core Epean producing countries, different initiatives ceming
single winegrowing areas or limited groups of wirtegers were first established (Corbo, Lamastra, &
Capri, 2014; Flores, 2018), resulting, in some sage the larger adoption of sustainability staddar
Simultaneously, with growing interest in the largetoption of production protocols that aim to make
conventional viticulture and wine-making more sirghble (as California), a relevant growth of organi
vineyards has developed worldwide (OIV, 2017).

Unfortunately, we do not know much about the imgatproduction costs and profitability of the triios
towards more sustainable production processeswrchitical it is for wineries committed to sustalniléty

to conciliate environmental and social goals wittoreomic sustainability. Two research projects that
analysed the cost impact of the involvement in \@rional” sustainability programmes (Pomarici kf a
2015; Jourjon et al., 2016) show that when specéHjgabilities are available in managing obligaticelated

to the sustainability schemes in the vineyard arithé winery, the adoption of such schemes doebaat a
negative impact on cost and profitability. The saocwmclusion may reasonably be drawn for organic
production, considering its rapid expansion in cd wet areas, where the control of fungal disesas®re
difficult.

Interestingly, the attention to sustainability issuby the wine industry seems anticipatory compaoed
consumer sensitivity. Nevertheless, in 2012, Lorksimd Corsi in their seminal review on wine consum
behaviour included, as clearly accepted knowledygespecific subparagraph for the relation between
sustainable/organic wine and consumers. “Sustaf@iglanic wines represent another area where wine
marketing researchers should not dedicate muclygnkiis known that a small segment of the popoiats
willing to buy this type of wine. Segment size Hmen small, and it has not grown much.... Consumers



seem to be unwilling to trade quality for a winattis organic/sustainable and will not spend moregHese
wines compared to regular ones” (p.17). Nevertlseltisis conclusion is strongly challenged by recent
evidence in the wine consumer literature (seeafoomplete review, Schaufele & Hamm, 2017) andhley t
increasing consumer demand for healthy and qualdgt and beverages in developed countries (Lee &, Yu
2015).

Indeed, several authors report that a considersdéxdgnent of consumers across different countrieg hav
positive perceptions towards sustainable wine (&lgeller Loose & Remaud, 2013), and they alsotifien
specific targets in the wine-consumer populatieithsas females with higher incomes and peoplediiin
urban areas (Woods, Nogueira, & Yang, 2013; Pomariéecchio, 2014).

Recently, Schaufele and Hamm (2017) identified iviewed 34 articles (between January 2000 and iMarc
2016) addressing consumer perceptions, preferemogswillingness-to-pay for wine with sustainability
characteristics. The authors concluded that thdadla results suggest that producing and marketiimg
with sustainability features is a promising strgtégr quality differentiation, particularly for wenthat is
both local and organic. However, the authors alaomed that further understanding of consumerdualtis
and their buying motives regarding different sushility attributes is needed.

An analysis of consumer interests clearly providedramatic stimulus for the wine industry to pratee
towards a larger adoption of sustainable practideseemply not only with institutional recommendaiso
but also with consumer preferences. From this getsge, sustainability issues will become a crucial
element in the development of competitive advantdgéngle wineries and of country wine-supply ctsai

To take the maximum advantage of the sustainalafignted changes in production processes, it véll
necessary to better understand which sustainalaitityoutes consumers are more sensitive to inraime
focus changes in production processes and commiiamcarategies.

Currently, the vast majority of available studiessustainable wines have investigated consumecesioia
stated preferences; future research should relyegpaled preferences to avoid social desirabiligsb
(clearly very strong when dealing with sustain&jliIn addition, scholars should increase theioré$ on
moving their research settings inside real-marketirenments (such as wine stores, supermarkets and
restaurants) to analyse all the factors that imibeeconsumer preferences for sustainable winasjsaaow

well acknowledged that individual hedonic resporaesstrongly influenced not only by internal fastbut
also by external, environmental cues. For instasoeial pressures (such as towards sustainableed)oi
may more likely arise during a dinner with frienglscolleagues at a wine bar than during a frugacttu
inside the household. Therefore, wine-consumerarebers should attempt to recreate an environment
physically resembling the specific contextual ditmathey want to investigate (e.g., via virtuahligy).
Another important topic to be further investigatedhe relationship between core wine attributegt{sas
brand awareness and information on the region wfiroor denomination) and wine with sustainability
characteristics. A thorough understanding of theractions among these key attributes of sustanabies

can effectively guide firms in their marketing dgons.

Moreover, supplementary research should investigaiesumers’ taste expectations originating from
sustainability features of a wine. For examples g1e-involved consumers could apply heuristicagsign
higher value to sustainable wines, whereas reguilae drinkers might automatically process sustdmab
information as a proxy for lower sensory qualitpgucts. This possibility exists despite the reqeger by
Delmas and Gergaud (2014) that shows that ecoldbahd organic wines receive better ratings byewin
critics.

Finally, to maximise the value generated by effantshe improvement of sustainability performanae,
would like to highlight two innovative patterns trdeviate from more traditional marketing stratsgids
we believe that additional information discloswsach as specific details on sustainability featunesuld
have little impact on consumers’ choices (especialtoo technical or complicated) and thus notr@ase
awareness or subsequent sales.

A first alternative line of strategies relies oteitventions in the choice architecture. For exammiganising
a dedicated physical space on the store shelfulstamable wines could increase visibility and asdality
and, consequently, purchases. Clearly, this typmtefvention can be arranged only with the suppbrt
retailers, who could, in fact, benefit from an emted social reputatidoy such actions.



A second interesting and quite novel research fmttihe investigation of the opportunities offereg b
crossmodal correspondences (i.e., the expectedaeanl taste of a product can be influenced by the
different shapes and colours of the product’'s pgickp when promoting sustainable wines consumption.
For example, sustainable characteristics coulddmsistently linked to a particular bottle (or |gbshape
and colour to foster market penetration and recagpility. In this case, strong cooperation shoddeated
among sustainable wineries that can jointly dedfe most promising tactics. Finally, we would litee
emphasize that, while wine consumer preferencedggaeity is likely to continue to rise, commonvers

of selection will most likely emerge among group$ndividuals. For example, the vastly increasedgeasof
social media in everyday life by younger generaiamill progressively urge wineries to efficiently
communicate their sustainability efforts througtesh media. Consequently, wine-firm managers—and
oenologists—will have to radically increase the amtoof interactions with the final consumers (aa vi
pictures, stories and live streaming) that wereviptesly committed to sales agents, retailers, staugrant
owners.

Trying to analyse how the sustainability issuesanotgghe wine industry and, above all, how they mggact

in the future, it is reasonable to consider thateghvironmental awareness of consumers, at ledisé iareas
and social classes more interested in wine, idyliteincrease, as signalled by the planetary cwsise for
Greta Thunberg initiatives. The consequence of swokution is probably that the results in termso€ial
and, specifically, environmental sustainability ealdly obtainable with the adoption of “conventional”
sustainable protocols or with organic protocolgjldano longer be sufficient for consumer expectaio
Therefore, the wine industry will likely be forcad search for more sound/relevant results in grape
production and wine making.

Starting from wine making, it is expected that itlwe necessary to deeply modify processing proigc
reducing, at minimum, the use of additives and @ssing aids and of energy intensive physical ognhd
practices. The probable changes in wine labelimthe European Union could represent a furtherutisn
Moreover, it will be necessary to reduce the emrimental impact of bottles and packaging, which are
currently among the main factors of the wine praiduccarbon footprint. Regarding this point, ifpigssible

to emphasize that a transition towards the usegbtdr bottles and packaging would be much easigr av
clear endorsement of the wine critics community.

The search for improvement in wine making sustalitabwill likely proceed thorough a progressive
refinement of processing strategies without sulbistadiscontinuities. The perspective in grape picithn

is, on the contrary, very different. As alreadyskrated in this journal by Montaigne et al. (201
research has already made available new varieb&sned by conducting interspecific crossinystié
vinifera and other species of the genass) followed by “back-crossing” or “introgression”h&€se varieties
have a very high percentage\afvinifera genes (approximately 99%), and the derived wirffes ¥inifera
guality but with factors of disease resistance to Downyd®v and Oidium and fair adaptability to
environmental stresses coming from the oWitis species genotype. In fact, these new varietiaesept a
new technological paradigm of resistance to disewitle the remarkable effect of cropping conditions.
Vineyards planted with these new varieties regairly one or two treatments, with a dramatic reaurctof
the pesticide use, production costs and the cafbotprint generated by the crop protection. Thisais
radically different situation with respect to themeyards managed according to the principles @fgirated
pest management (sustainable protocols) or orgaoiduction (which also require a large use of coppe
distributed through repeated
treatments). The already available and authorized resistant varieties are now relatively few, hat
claimed by Montaigne and colleagues, “generatidngadeties are arriving, offering a hyper-choiead
will be subject to tests in different contexts; fearning processes are at work”. Of course, thaptitg
process is not straightforward. There are regydtsues, as discussed also in this journal iretlitrial by
John Barker (2017), technical issues related tekaaf reduction in biodiversity and an insurgemdéaenew
disease and, finally, the need of consumers’ aaoept

Concerning consumers, to the best of our knowledgly, one study has been performed on the acceptanc
of new hybrid varieties (Espinoza et al., 2018)e Huthors show a positive attitude towards winesiicg
from these new varieties, but insights are scamuoely anecdotal. It is likely that consumer petans of
this innovation will be largely driven by mass needioverage and reporting which, in turn, will adgein



part be influenced by nurseries involved in newetags multiplication and distribution, and wineoducers
already using new varieties or associations suchI'&4 international. Therefore, wine consumer sah®l
should closely examine how the media could comnaiaihybrid varieties to the general public. We
anticipate that this communication will influencensumers’ perceptiof risk (not the objective,
technical risk) and the naturality of the wine ammdturn, directly affect consumer choices and thus
the final market demand.

Nevertheless, what is now possible to foresee as, thbsent the case of specific negative eventheor
evidence of a poor oenological performance in moatitions that would determine a sudden sunsttedf
fortunes, these new varieties will change the cditiyve scenario of the wine market. The emergenice o
these new varieties may determine a new supply eettion where, on the one side, there will be the
intrinsically sustainable wines coming from the nearieties, and on the other side, there will baesi
coming from the traditionaVitis vinifera varieties. As a matter of fact, a new quality pagen rooted in the
minimal needs of pesticides and operations in theyard is challenging the traditional quality pdigen
based onVitis Vinifera varieties, which have made fortunes selling oldle&vavines and the new world wine
supply over the last 40 years. This new segmemtatib stress current marketing strategies.

The supply based on a portfolio of traditional etigs, mainly the international varieties, will leato be
revised. And customers will have to become accustbto changing their cognitive references in wine
choice, including to new varieties with new namedated or not with som¥itis vinifera varieties. The
supply strategy based on Gl should absorb the siariuof new varieties without great effort in thew
World producing countries, where the use of gedygb name is mostly not subject to production sule
concerning the applied variety. The impact of neaaviaties diffusion will be different in the Europea
system of designation of origin (PDO wines) andggaphical indication (PGl wines), where the use of
geographical name to identify a wine is conditiobgdthe respect of a self-established (by prodjcard
officially recognised set of rules, which includegmitted varieties (product specification). Accagiio EU
regulations, the new hybrids are already admittettié production of PGI wines, and their use wdlllizely
permitted in the production of wines with a desigmaof origin after the conclusion of the EU agitaral
policy reforms currently in progress. This is arportant preliminary condition, but the actual usanew
varieties in the production of PDO and PGI wineb rgiguire changes in product specifications of $hwgle
PDO and PGI wines; this change can only happen afteegotiation among concerned producers who have
to agree that the sensory profile of wines obtaimsidg these varieties is consistent with the ddssensory
profile. This process will likely be simple for P@ines and is currently already happening; the cA&DO
wines, at least in all cases where the reputatidgheoproduced wine is strictly linked with a typicsensory
profile, will be more difficult and eventually claaaterised by recognisable and well-known varietalssry
traits. If the confidence of consumers with newetags grows rapidly, it is likely that European ®vine
producers will be forced towards difficult decissorto change their product specification admittimeyv
varieties, selecting among the available variat@ssistent with their production style, or remagnfaithful

to the old varieties. A change would require adogpthe minimisation of the environmental impact of
production and reduced, unstable yields and beapminiche segment, representing a new case ofcheroi
viticulture that is witness to a past Golden Agevofe.

From the previous considerations, it appears ¢hesra critical point in the diffusion of the newareties is
their destructive potential concerning the supmywidnd categories that currently shape the wine ehark
worldwide and that offer a system of landmarks tivénts producers and consumers, i.e., known popul
varieties and the combinations between these iegiand places. The dismantling of this system d/del
risky. Indeed, researchers and nurseries are wprkard to make available new resistant varietied th
imitate the traditional varieties, both internatbwarieties, such as Cabernet Sauvignon or Chasejgror
local varieties (largely used in many countrieg).réduce the risk of the loss of landmarks in tlzeket, we
highly recommended that an internationally recogphigrotocol be rapidly defined, which would evefijua
be patronised by OIV to certify the oenological igglence between a new variety and a traditiongakta
This strategy could facilitate a smooth adoptiorthef new varieties and a substantial improvementiog
sustainability without dramatic effects in the netrkRegarding the possible effects of sustaingholitented



technical change on the wine sector, it is wortmtioaing the introduction into the market of newieties
obtained via new techniques of genetic transfornatsuch as cis-genetic or genome editing. Theahctu
availability of such novelties is not close, intplaecause of normative constraints. Anyway, themtl of
these novelties seems much higher than those ohgbrids, and their introduction likely will havévslar
effects.
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