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Foreword 

Why is there continued interest in the marketing and management of 
wine and of businesses in the wine sector? 

Montpellier SupAgro and its partners have long been tasked with developing and 
promoting training and research facilities in the field of Viticulture and Wine. They 
have managed this by drawing on the exceptional potential of the University of 
Montpellier and its associated research units, and by mobilizing the most recent 
scientific and technical knowledge. 

It was not until the 1970s and 1980s, however, that the first recruitments  were 
made of teacher-researchers in “Management Sciences” allowed the scope to be 
extended, to include issues relating to Management of Companies and Stakeholders 
in the Sector. In France, these stakeholders are numerous, including diverse and 
often disjointed “operational” actors: winegrowers, cooperative cellars and 
commercial intermediaries (brokers, agents, traders). But there are also a host of 
“functional” actors, who have probably – since the disappearance of many farms 
over the past few decades – become more numerous than the above-mentioned, and 
largely in the public sector or the equivalent (chambers, committees, institutes, trade 
unions, etc.). In this environment, operational actors are reluctant to pay private 
companies for advice (whether it is agricultural, enological or managerial) because, 
surrounded by functional actors whom they do not pay directly, they wrongly forget 
that the administration, control and “recommendations” of the public authorities are 
not free of charge for the sector. 

It is in this complicated context that a small “wine” research collective was 
created, at first informally at Montpellier, bringing together teacher-researchers in 
Management Sciences and a few economists, not systematically seeking to 
“theorize” to publish in high quality journals, but trying to promote applied and 
pragmatic research that may lead to a professional qualification. In other words, a 
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group committed to the issues faced by the wine community and their real concerns. 
It was a challenge, given the passion of winegrowers and producers, or cooperatives 
and merchants, for improving their products, but their all too frequent lack of 
interest when it comes to better management or better sales. 

There is obviously nothing to criticize in the efforts made by the sector to 
constantly improve the reliability and quality of its wines. However, perhaps with 
globalization, winegrowers and merchants have gradually realized that the “quality” 
of wine is no longer the central issue because today, knowledge of how to make 
“healthy” and “marketable” wines is everywhere! Competition has therefore shifted 
to other aspects: what counts, in a market that has already been global for several 
decades, is to sell your wine, at as high a price as possible while taking into account 
sustainable pricing. Having good products and attractive production units is no 
longer enough to earn a decent living from viticulture, particularly in Occitania, as 
the widespread grubbing-up at the end of the last millennium showed. As the 
editorial team put it with the first of the Bacchus books1 (then with the book La 
vigne et le vin, published by La documentation Française (2010)), what will make 
the difference now is the ability of companies to understand markets and 
competition, to invest in brand or appellation marketing, to strengthen their financial 
structure, etc.; in short, to reassess and improve their strategy and management. 

It is clear that things change when decision-makers place greater emphasis on the 
work and thinking that explores these marketing, organizational, managerial and 
financial dimensions of competitiveness in the wine sector. As researchers, we have 
observed, more often than in the past, careful attention being paid to the 
recommendations that we have sometimes allowed ourselves to make to those 
involved in the sector. 

This research group around Montpellier SupAgro, undoubtedly thanks to its 
proximity to the field, has thus been able to obtain significant private and public 
funding; particularly from national or regional collective bodies, despite the 
reluctance of actors to invest in intangible investments in general and those devoted 
to “marketing” specifically. These investments feed into new work on market 
analysis and organization, corporate performance or strategy. They have thus 
ensured the sustainability of this collective of researchers, until now... where the 
“younger colleagues” have brilliantly taken up the torch and offer here a new 
reference book on good marketing–management practices in the sector. We wish 
them all the best; they deserve it for their talent and hard work. 

The challenge of this research is of course to provide a little more rationality, 
through concrete results of surveys or applied research, in order to enrich the  

                           
1 Three reference books: “Bacchus” 2005, 2006 and 2008 published by Dunod. 
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often-esoteric debates of the profession. Their ambition is to consider possible futures, 
without prejudice, and, essentially, to continue to get to know each other better in this 
field. This too, is the purpose of the work presented in this book. 

Jean-Pierre COUDERC 
Previously part of Groupe Vin, enjoying his  

peaceful retirement when his young colleagues  
asked him to take over the keyboard. 



 



Introduction 

Specificities and Challenges 

I.1. Characteristics of the French wine sector: framework data and 
challenges 

I.1.1. Why this book? 

Wine is a particular product in many respects; the particularities attached to it – 
some of which are more intrinsic, others more constructed – shed light on the basis of 
certain constraints or opportunities that have emerged in the management of wines on 
the markets, which are themselves rapidly developing. This sectoral specificity 
deserves to be considered in all its dimensions and questioned in its historical roots. 

A cultural product, of pleasure and even more leisure than food, a product whose 
traditional character has long masked the capacity for innovation, a product that is highly 
regulated and frequently supported by public policies, a product that has often attached 
its value to an image, sometimes a mythology, an anchor in often specific regions, and a 
product which has experienced an original form of globalization that is both overdue and 
rapidly growing. We could continue to list equally original characteristics of wine within 
the world of beverages and agri-food, to the point that it has remained an “agricultural” 
product from the point of view of European regulations. 

Such original characteristics undoubtedly stem from a particular market 
dynamic, the behavior of actors and organizational patterns that must be understood 
if we want to consider favorable prospects, and support them in a context of rapid 
change and new challenges1. 

                                 
Introduction written by Hervé HANNIN and Foued CHERIET. 

1 Many of the arguments mentioned and developed in this introductory chapter are based on 
research work on the sector, in particular, forecasting exercises, conducted since 1999, in 
collaboration with Patrick Aigrain (FranceAgriMer); see (Aigrain and Hannin, 2010). 
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I.1.2. Wine in France: key figures and global trends2 

In France, wine is an integral part of the country’s agricultural, food and cultural 
history and identity. The accumulated know-how and image of French products have 
made France one of the most emblematic “wine countries”. In 2018, France had 
about 786,000 hectares of vines, with a production of approximately 46.4 million 
hectoliters (Mhl)3. Thus, France is the second largest producer in the world by 
volume, behind Italy. French production represents 16.5% of world production.  
In terms of surface area, one out of every 10 hectares of vines in the world is located 
in France. 

France mainly produces still wines (3/4), in red (55%), white (26%) and rosé 
(19%) varieties. The wine sector is the top agricultural sector in terms of the value 
created. It employs nearly 558,000 people, including 142,000 winegrowers – of 
whom approximately 84,000 are members of one of the 690 French cooperative 
cellars – 300,000 direct jobs, 38,000 merchants, 3,000 sommeliers, 10,000 wine 
merchants and 15,000 employees in the wine departments of the supermarket 
distribution sector (France Agrimer 2018). Nearly 18 Mhl are produced on 330,000 
hectares in France, as part of the cooperative system (cooperatives, SICA4 and 
Unions) (Coop de France 2018). 

In terms of consumption, two-thirds of national production is consumed in 
France. 85% of French households (23 million households) consume wine at home 
(Kantar World Panel 2017). However, this is a downward trend, with a current 
average of 43 liters/person/year, compared to 120 liters in the 1960s. 16% of French 
people are regular consumers (once or twice a week) whilst 55% are occasional 
consumers (France Agrimer 2015). In terms of distribution channels, 5 out of 10 
bottles are bought in supermarkets, 3 in cafés, hotels and restaurants, and the 
remaining two are either sold directly or through a wine merchant. Almost all coffee 
shops and restaurants in France (96%) offer wines by the glass (nine items on 
average for an average price of 4 euros per glass). 

                                 

2 Sources used to characterize the French wine sector: compilation by the authors of the most 
recent data from the main French and international wine organizations: OIV 2017 and 2018, 
France Agrimer 2015, 2016 and 2018, About France 2016, CNIV 2016, Agreste 2018, INAO 
2017, Kantar World Panel 2016, FEVS 2019, Coop de France 2018. For a summary 
presentation of the main characterization data of the French wine sector, see the infographics 
on the “Vins et Société” website, available at: http://www.vinetsociete.fr/se-mobiliser-pour-
le-vin/chiffres-clefs-de-la-filiere-vin. 

3 Source: OIV (2018). 

4 Sociétés d’intérêts collectifs agricoles, companies with a collective agricultural interest. 
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Wine in France is also a patchwork of terroirs (grape varieties, soils, 
microclimates, cultural practices), appellations and winegrowing landscapes. Nearly 
10 million wine tourists (42% of whom are from abroad) visit the 10,000 French 
wine tourism cellars or the 31 museums dedicated to wine in France. 67  
wine tourism destinations have been awarded the “Vignobles et Découvertes” label 
(Atout France 2016). 

I.1.3. France, a major player in the international wine trade 

Internationally, France is a large winegrowing country, which is part of a small 
group of countries, characterized by both high production volumes/values and 
international trade; some countries are characterized more by high levels of 
consumption and low production (e.g. England or Germany); others are in the 
opposite situation: high production and low domestic consumption (e.g. Chile). The 
group of countries with high production and consumption includes the other major 
traditional players (Italy, Spain) as opposed to two other groups (the new 
winegrowing countries: Australia, Argentina, Chile, South Africa, etc.), and the 
emerging winegrowing countries such as China, Japan and Turkey. 

The French model, characteristic of traditional winegrowing countries, differs 
from that of the new countries in several respects: strong territorial anchoring and 
connection to the terroir5, numerous appellations and wide ranges of products and 
prices, low share of “marketed” wines or major brands. In short, this model is 
traditionally based on a form of marketing, sometimes (incorrectly) referred to as 
“product marketing”, while the more aggressive model at work in the “new” 
countries would focus on anticipating demand and continuously adapting products. 

In value terms, France is the world’s largest exporter of wine, ahead of Italy and 
Spain, with 29% of the total value. Wine is thus a strategic product for French 
exports. Wines and spirits represent the second largest surplus in France’s trade 
balance (behind aeronautics and ahead of cosmetics) and the largest in the French 
agri-food industry. In 2018, France exported nearly 14.9 Mhl for nearly 8.9 billion 
euros (the equivalent of more than 100 Airbus aircraft). However, this observation 
masks major disparities between champagne, grand cru and other cognacs that are  
 

                                 

5 According to the OIV (recommendation 333/2010), “Vitivinicultural ‘terroir’ is a concept 
which refers to an area in which collective knowledge of the interactions between the 
identifiable physical and biological environment and applied vitivinicultural practices 
develops, providing distinctive characteristics for the products originating from this area. 
‘Terroir’ includes specific soil, topography, climate, landscape characteristics and biodiversity 
features.” 
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highly valued on the export market, and less well-known wines whose prices remain 
modest on the international market (approximately €3 per liter on average). 

French exports are mainly (almost 60%) destined for European countries, led by 
Germany and the United Kingdom. Nevertheless, the main destination for French 
wines remains the USA (16% of the total value exported, mainly in bottles). China is 
the fourth most common destination (7% of the value) with a recovery in export 
volumes since 2013. Even in decline, the French domestic market represents the 
main outlet for French production (60% of the volume). In 2018, 3.5 billion French 
bottles (out of the 4.8 billion produced) were consumed in France. With nearly  
27 Mhl, France has long dominated the ranking of countries, in terms of wine 
consumption (domestic market). Since 2011, with a downward trend in the volume 
of wine consumed in France, the USA has been in first place, with 31 Mhl. Finally, 
France also imports wine, particularly in bulk from Europe (Spain). In 2018, French 
imports reached nearly 7.5 Mhl. Most of them are Spanish wines (73%), in bulk, 
intended for blends, resold and often re-exported as wines without GIs6, branded 
wines, base wines for sparkling wines or the production of brandies. 

I.1.4. French specificities: organization of the sector and regulatory 
framework 

More than an agricultural product, wine is an ancestral tradition, a mythological 
product and an ambassador for France’s gastronomic excellence abroad. Viticulture 
takes place in 66 of France’s 96 departments (excluding the French overseas 
departments and territories). While vines represent only 3% of agricultural land, 
wines and spirits represent 15% of the value of French agricultural production  
(12.5 billion euros in 2018). Big name appellations/products or grape varieties are 
associated with French wines (Bordeaux, Burgundy, Champagne, Cognac). The 
French wine sector involves many institutions and organizations (Smith et al. 2007). 
15,000 jobs are recorded in research, inter-professional organizations, trade unions, 
chambers of agriculture, etc. 

Two specificities of the sector in France can be mentioned: 

– First, the classification of French wines follows the system of appellations. 
There are 368 registered designations of origin (protected under the European  
 

                                 

6 Geographical indication. GIs include Protected Designation of Origin (PDOs) and Protected 
Geographical Indications (PGIs) and French versions: Appellation d’Origine Protégée 
(AOP), Appellation d’Origine Controlée (AOC); other wines are named “VSIG” for Vins sans 
indication géographique: wines without geographical indications. For consistency, we use the 
French naming system in the chapters. 
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Union, AOC/AOP) and 74 protected geographical indications (PGIs) (INAO, 2016). 
Almost half (47%) the volume of production is composed of AOC, 28% of PGI and 
only 8% are without geographical indications (GIs). These appellations refer to 
distinct terroirs that make up the specific characteristics of French winegrowing 
regions. These appellations also refer to strict specifications in terms of quality, 
grape variety and cultivation practices, controlled by the Institut National de 
l’Origine et de la Qualité (INAO). 

– The second specificity is related to regulatory aspects. Since 1991, wine 
communication, promotion and distribution have been controlled under the loi Évin, 
which aims to prevent alcohol consumption among young people. Thus, the media, 
content of messages and promotional strategies follow strict rules (no television 
advertising, no direct encouragement to consume, etc.). Amended several times, this 
law remains a rather restrictive legal framework, according to wine companies of 
other countries who wish to market their products in France. 

I.1.5. What are the prospects for French wines in the world? 

In terms of volume, between 2000 and 2016, France’s share of the international 
market fell from 25% to 14% (while Spain’s increased from 15% to 24% during the 
same period). In terms of value, the decrease of market share was less significant 
(from 40% to 30%, while Italy managed to stabilize at approximately 20%). 

A recent analysis of the competitiveness factors of the wine sectors of about 10 
countries (France Agrimer 2016) puts France in the top three (with Italy and Chile). 
The analysis highlights as assets the range’s breadth, which makes it possible to 
reach different consumer segments. Further, a strong reputation and an already 
strong presence in the major consumer countries, based on a diversified offer  
(via appellations) and market dominance in the premium sector. 

However, the analysis reveals some weaknesses, particularly in comparison with 
Italy, which has been able to revitalize its sector and better adapt to the requirements 
of international markets: a restrictive regulatory framework, higher production costs, 
fragmentation of the sector and the absence of incentivizing trade agreements in 
some emerging markets. These elements make it possible to foresee at least two 
promising prospects for the French wine sector: a revitalization of its offer through  
reinforcement of competitive advantages (premium wines, breadth of range, images 
and reputation, adaptation to certain specificities of emerging markets) and efforts to 
restructure the sector (relaxation of the regulatory framework for the promotion of 
French wines, better organization of actors). 
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Summary of the characteristics of the French wine sector 

Five important points should be remembered: (1) France is a major player on the 
world wine scene: the second largest consumer market, largest exporter by value,  
the second largest world producer. (2) Wine is an “iconic” product in France: leading the 
agricultural sector, second-ranked for export, jobs and value created. (3) France, like other 
European countries, has retained certain aspects that set it apart from other countries  new 
on the world market: strong governance upstream of the sector, pre-eminence of 
geographical indications (GIs) to be promoted by product marketing, terroirs and a wide 
range of products and prices/vs governance downstream of the sector, customer-oriented 
adaptation marketing (positioning segmentation) and trade-marketing. (4) Two specific 
French features: a system of appellations that enhances the value of terroirs but is 
sometimes considered complex and archaic; a restrictive regulatory framework in terms of 
communication. (5) France’s strong international competitiveness (image, reputation and 
diversified offer) and the prospects for revitalizing the sector (adaptation of actors and 
restructuring of products on offer). 

I.2. Contribution to wine marketing and management adapted to a 
particular and changing sector 

I.2.1. Wine: a specific agri-food product? 

On examination, wine may not really show a single distinctive specificity but 
rather an original combination of characteristics (Sebillotte et al., 2003). Moreover, 
while some of the particularities of wine may seem natural or immanent, others appear 
to be the result of human constructions and cultural or political consensus that have 
increased its specificity. Here, we give a somewhat impressionistic overview of the 
components, whose assembly constitutes a certain specificity of wine. 

First of all, we may observe some original biological characteristics. The grape is 
the fruit of the grapevine, i.e. the fruit of the Vitis vinifera species (the most 
widespread) or any other species or hybrid of the genus Vitis. The grapevine, which 
is a vine, a perennial woody plant with a long lifecycle, is commonly cultivated for 
30 or 40 years, and some are more than 100 years old. Thus, given the costs of 
grubbing-up, replanting and time-to-production, the process of adaptating to market 
developments can generally only be carried out with a relatively high level of 
inertia. We also understand that the vine is ubiquitous and can spread to many 
territories in the world, where it generally establishes itself for a long time. 

Although it comes from the processing of an agricultural product – grapes –  
wine also remains an agricultural product in itself rather than an agri-food product, 
according to French and European regulations, i.e. the extension of the natural  
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processing of the fruit. This is probably not independent of the original  
“non-climactic” character7 of the grape (insensitive to ethylene), which makes the 
harvest the end of maturity and the beginning of fermentation. A certain unity of  
time and place around the harvest has thus historically characterized winemaking, 
unlike other agri-food processes that have easily and quickly freed themselves from it. 

I.2.2. A binding definition that is widely shared internationally 

Many of the specificities of wine derive from the definition given to it more than 
a century ago. After a few faltering steps with the loi Griffe in 1889, which recalled 
– but was not really implemented – what authentic wine owed to grapes alone; it was 
in 1907 that wine was truly legally defined in France as a fermented drink in which 
all elements must come from grapes, including water and especially flavors. The 
main objective, urgent in the face of the social crisis, caused by excessive 
overproduction, harmful to the winegrowing South, was to prohibit any illegal 
production likely to artificially increase production and risk causing wine prices to 
fall. Thus, in addition to the historical tax framework for the trade and transport of 
wine as a beverage containing alcohol, a strict definition was added, specifying the 
raw material (grapes) and the process (fermentation); these elements therefore 
became the focus of attention for a nascent fraud enforcement service (created in 
1905). 

Such a definition, more attentive to the raw material and the process than to its 
final composition, is not insignificant because on the one hand, it implicitly limits 
certain possibilities for technical progress and, on the other hand, it opens up a wide 
variety of end-product qualities without really pre-defining objective indicators of 
this quality. 

This may also explain the formalization of the title of enologist a few decades 
later (in 1955), in charge of measuring some of the physico-chemical indicators of 
its final composition, but, above all, to manage and monitor the process of a product 
which is easily qualified as “living”. More generally, technical training of 
professionals in the sector gave rise to specific sectors: viticulture, which has 
asserted its autonomy within horticultural and arboricultural courses, and enology, a 
field that is clearly distinct from food technology. These provisions may also explain 
the significant research effort made on the fermentation agents, yeasts, whose modes 
of action and effects may vary and offer considerable alterations to the product 
without contradicting its definition. 

                                 

7 The grape is thus distinguished from the tomato, for example, whose ripening may continue 
once it is detached from its stalk. 
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Wine has been defined internationally since 1973 as “exclusively the drink 
resulting from the complete or partial alcoholic fermentation of fresh grapes, 
crushed or not, or of grape must. It is specified that its alcoholic strength may not be 
less than 8.5% by volume.” This definition was developed within a specific 
intergovernmental organization, established in 1924 as the International Office of 
Wine, and now known as the International Organisation of Vines and Wine (OIV). It 
is thus directly and automatically recognized by its 48 members, and well beyond, 
through bi- or multi-lateral commercial agreements. 

This specific organization has not been challenged by successive international 
governments; neither by the creation of the FAO8 in the framework of the UN9 after 
World War II, nor by the WTO, which was officially called upon to back its 
resolutions to the Codex Alimentarius (Hannin et al. 2006). Similarly, since 1970, a 
specific Common Market Organization (CMO) has governed wine in the European 
Union, quite distinct from the general objectives of the CAP10; since 1970, these 
CMOs have been geared towards market balance and the production of quality 
wines with controlled yields rather than the search for high yields as is generally the 
case in other agricultural sectors. 

I.2.3. What are the challenges for the French wine sector on the 
markets? 

I.2.3.1. The foundations of a particular winegrowing socio-economy 

As a labor-intensive activity that creates added value, vine growing has long 
been considered “populating”, capable of establishing populations. Many 
winegrowing landscapes around the world bear witness to this and, more recently, 
the restocking policies of the Nin Shia region of China, for example, have relied 
heavily on de novo irrigated vineyards. Undoubtedly more than other agricultures, 
winegrowing has shaped landscapes permanently, on a grand scale, combining 
winegrowing geometries and winemaking areas, to the point of making an argument 
for its value to consumers and citizens who are sensitive to these particularly  
well-maintained living environments. Viticulture, which today includes a succession 
of increasingly technical practices, has traditionally respected a “calendar” of work, 
recognized as less restrictive than in many other agricultural activities; it is such a 
calendar that has enabled winegrowers to become involved in enology, then crop 
diversification, marketing and more recently enotourism. 

                                 

8 Food and Agricultural Organization. 

9 United Nations Organization. 

10 Common Agricultural Policy. 
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I.2.3.2. A sector rich in organizations and institutions at all levels 

The wine industry in France has an abundance of small production structures and 
a great diversity of actors. The lack of concentration can be explained by the 
traditionally low barriers to entry into the sector. These actors are spread along a 
vertical chain that extends from nurseries and even plant breeders – grafts and 
rootstocks – to downstream wine retailers. On a horizontal level, the structuring 
involves multiple criteria such as economic organization (cooperative cellars or 
independent winegrowers), product segmentation (AOP, IGP, VSIG11) or production 
methods (organic, biodynamic, conventional), generating numerous local, regional 
and national structures. 

This abundance and diversity of organizations undoubtedly contributes to the 
sector’s wealth, as well as potentially to its inertia, in the face of major issues and 
changes that occur rapidly. 

I.2.3.3. An atomized offer strongly dominated by Geographical Indication 

In European countries and particularly in France, wine has, for a long time, 
remained poorly controlled by large businesses and therefore a limited number of 
brands have been present on the market. For a long time, it was mainly low-end 
wines that were designated as such, while quality wines were increasingly defined – 
from 1905 and even more so after 1919, the date of the decree creating them – by 
Designation of Origin. Reserved for limited terroir products, these guarantee specific 
conditions of production and, in particular, a yield limit. 

The wine sector is the first to have based its development on the designation of 
origin. From an agronomic point of view, it preserves the expression of the terroir 
that excessive productivity would inevitably dilute. From an economic point of 
view, the tendency to prefer wines that are thus constrained in their yield, guards 
against the risks of overproduction and price collapse. At the political level, the 
definition of the specifications was entrusted to the producers themselves, organized 
through syndicates, supported by a national institute, the INAO, created in 193512. 
From the consumer’s point of view, these indications may be similar to trademarks 
since they engage the producer and allow recognizable identification. However, they 
are clearly distinguished from them, not only by their collective but also by their 
non-transferable nature, a guarantee of quality and variable regularity and, above all, 
often a low level of marketing support. 

                                 

11 Protected designation of origin, protected geographical indication, wines without 
geographical indication (sometimes close to “table wines”). 

12 Institut National des Appellations d’Origine more recently became the Institut National de 
l’Origine et de la Qualité. 



xxvi     Wine Management and Marketing 

It was only with the arrival of the “New World Wine” countries in the 1990s that 
well-known brands with top-of-the-range positioning developed in the world, which 
were highly competitive and equipped with powerful marketing. The two models are 
not incompatible: there are thus many major brands within the Champagne AOP 
which coexist, with a significant part of the products distributed without a 
recognized brand. 

Due to specific international agreements (Lisbon Agreement on Appellations of 
Origin in 1957, Madrid OIV Resolution in 1992, TRIPS Agreement13 in Marrakech 
in 1995), the GI on wines and spirits benefits from special international protection 
(which exempts evidence of consumer harm in the event of usurpation). 

The AOC makes it possible to preferentially direct added value upstream of 
production (possibility of control of supply and technical practices by producers); in 
return, it generates an increase in the price of land assets; often to the detriment of 
the establishment of new young entrants, on the one hand, and intangible 
investment, particularly in marketing and communication, on the other hand. 

This development has long been supported by a quality  concept strongly correlated 
to limited yield, generally set in AOC decrees at approximately 50 hl/ha. And yet, there 
are some countries of the new world who have led to relativizing this axiom – which is 
supposed to correlate low yield and high quality – by sometimes enhancing the value 
of certain wines, some of which come from much higher yields, provided that they 
clearly meet the expectations of a market segment through a recognized attribute, for 
example, freshness or a particular aroma. 

I.2.3.4. An often-underestimated capacity for innovation 

The high proportion of producers granted to an AOC – issued on the basis of 
recognition of loyal and consistent local practices laid down in specifications – 
reflects the sector’s ability to promote tradition. Contrary to a sometimes widespread 
idea, this system is in no way exclusive to a capacity for innovation, in line with the 
wishes of the trade associations (ODG14) and in connection with the INAO; simply, 
this rather specific system of land management in France, via the AOC, leads to a 
“socialized” management of technical innovations which are then diffused “in 
stages” (generally prohibited, then authorized on an experimental basis, and finally 
widely adopted). It is sometimes useful (Touzard and Hannin 2009) to remind 
consumers and public authorities of the extent to which innovation has long enabled 
the sector to develop (and sometimes prevented its disappearance, as in the 

                                 

13 Agreements on Trade-Related Aspects of Intellectual Property Rights. 

14 Organisme de Défense et de Gestion (Defence and Management Organization). 
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phylloxera crisis) and will, logically, be used to face the challenges already 
identified, most notably climate change. 

I.2.3.5. Multi-purpose consumption 

In France, wine occupies an important place in the diet; it is not, however, a 
basic necessity. If today, part of wine consumption seems to have evolved towards 
the world of social markers – the field of leisure, even art – wine has historically 
fulfilled multiple functions and, in particular, during the explosion of demand during 
the industrial revolution in Western countries: food, energy source, drink and 
probably psychotropic agent capable of helping to cope with risky working 
conditions and difficult living conditions. 

I.2.3.6. An ambiguous relationship to health 

Wine contains alcohol, and so Pasteur could describe it as hygienic – because, 
unlike water that was often contaminated at that time, it was free of pathogenic 
bacteria. Historically, the rare accidents involving public health have not been 
microbiological in nature but rather related to “chemical” agents (diethylene glycol, 
methanol) that have been poorly controlled or fraudulently added. In the end, despite 
numerous discoveries concerning the health benefits of molecules present in wine, 
the harmful effects of alcohol, which are generally the most obvious and most likely 
to be expressed during excessive intake, generally lead to public policies to regulate 
consumption and communication, such as the loi Évin in France in 1991. 

In some contexts, it has even been suggested that the presence of alcohol, an 
addictive psychotropic agent, should lead wine to be classified as “drugs” and that it 
should be regulated in international markets as such. We then measure the 
significant difference between this and a common popular conception that considers 
wine as part of a diet that promises health and longevity. However, looking at the 
liberalization of cannabis in the United States as a weak signal, there is a certain 
convergence, previously rather unexpected, between policies of soft drug use, on the 
one hand, and wine on the other, finally accepting, in order to better control and 
enhance them, doses that are limited in both cases, but legally integrated into human 
consumption. 

I.2.3.7. Wine, a natural product? 

The particular definition attributed to wine has introduced another specificity, 
namely, its relationship to the “natural”. The fermentation of sugar into alcohol is 
the work of yeasts that exist in nature, on grapes from vines grown in environments 
that are a priori little altered by human activity (no cultivation above the ground, 
little irrigation) often in accordance with farmers know-how in traditional areas, 
results directly in a perception of naturalness which is more certain than for other 
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drinks in the minds of many consumers. Nevertheless, and as discreet as its 
communication has been, technical progress on the vine and in the cellar has not 
ceased, accompanied by agronomic science for decades; sometimes abrupt such as 
grafting to combat phylloxera or sometimes more discreet such as clonal selection. 
In addition, without apparently questioning a rather restrictive historical definition of 
wine, the OIV member countries regularly agree to study and often accept under 
specific conditions, an increasing number of products, additives and ingredients and 
enological practices, including physical ones (membrane techniques), in the cellar. 

Consequently, demands that were first rare and then increasing have been 
expressed in recent years in the sector, with greater use of “indigenous yeasts”, 
organic grapes (or even yeasts), produced without synthetic organic inputs, wines 
treated with the minimum number of additives – or even without them – and, in 
particular, sulfites. Wines that sometimes declare themselves “of nature” or 
“natural” question the supposedly immanent “naturalness” of conventional wines, 
which may then be relegated to an “industrial” or “artificial” category in the eyes of 
some consumers! (Aigrain et al. 2017). 

Tension is growing between those who denounce and those who praise the many 
scientific advances; the most natural fermentations may represent either optimal 
perfection or the promise of a natural outcome, resulting in a defective product 
leaning towards vinegar! The “organic” movement started in the 1970s and 
expanded from a niche market in the 2000s, at the same time as it was able to benefit 
from a European definition for organic grapes in 1991 and for organic wine in 2012. 
But despite significant progress recorded to date, representing nearly 10% of French 
production, hopes of a generalization of the organic label are facing multiple 
difficulties due to certain technical impasses, restrictive regulations and perhaps an 
atomization of the movement into chapels (biodynamic, nature, natural, “bare” wine, 
vegan, etc.)15. 

I.2.3.8. From the expectations of actors to societal requirements 

These developments are reinforced by society’s pressing demands for health and 
environmental guarantees that are no longer “self-evident”! The vine, long touted as 
a crop with many environmental virtues (landscape maintenance, soil fixing, 
fireproofing effects, ability to develop in dry areas with high water stress), is 
increasingly denounced as a major consumer of pesticides, including fungicides and 
herbicides. The disproportion between the UAA16 planted with vines (4% of the 
national UAA) and the 14% of pesticides devoted to it (Butault et al. 2011) has been 
disseminated and heard by the general public. 

                                 

15 Aigrain et al. 2017. 

16 Utilized Agricultural Area. 


