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1. Introduction 

It is clear that strong brand-building skills are of extreme importance for 

industries to survive and prosper, as they become increasingly hostile. In the 

highly competitive wine industry, it is critical that the winery differentiate its 

products in some way from other wines that are fighting for the same market.  

This fact becomes of the greatest importance if we consider that the wine 

production has grown and spread widely around the world and consumption is not 

growing at the same pace.  

In the past fifteen years global consumption has not increased very much, only 

about 2% overall and, regrettably it is expected to fall over the next decade, 

unless the decline in consumption in the Franco-Latin countries is arrested and 

new markets are opened up. (Lockshin & Spawton, 2004)  

With several traditional wine brands struggling to survive, very few companies 

have successfully established themselves inside consumer´s minds. Moreover, it 

seems to be incredibly difficult to create preference in such a fragmented and 

competitive sector. Can we learn from previous experiences and apply winning 

concepts for existing and future brands to come? 

The purpose of the present study is to examine the actions of premium wineries 

in emerging countries in order to understand the main components of their 

branding strategy. The context chosen by the author were imported wines into 

the Brazilian market in which a group of four leading premium brands were 

selected. Based upon in depth case studies in the wine trade, several patterns 

emerged from the results showing that premium brands are a combination of 

dedication to product quality, pioneering history and intuitive marketing 

geniality from brand owners. These resulted in sustainable differential advantage 

to each firm, allowing them to establish a leading positioning in their segments.     
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1.1 To brand or not to brand 

Successful branding can bring a considerable competitive advantage to a winery 

if we take into account the high level of industry fragmentation compared to 

other consumer beverages. This has two major implications for wine producers. 

First, a lot more consolidation is likely to occur. And second, there are more 

opportunities for smaller wineries to participate in the global wine market. 

Technically, there are no global wine companies as there are soft drink 

companies (Lockshin and Spawton, 2004). Consequently, the players that make 

the first efforts towards brand building will have a significant competitive 

advantage. 

The name, quality, price, and symbolic images that the consumer recalls about a 

specific wine brand are what distinguish it from its unbranded bulk counterpart 

(Nowak, 2008). The brand strength is what will increase customer loyalty and 

repeat purchases. If consumers cannot remind on a certain brand, how will they 

continue buying it?  

Promoting a wine brand has advantages for wineries as well as consumers: ―A 

good brand reduces the winery‘s selling time and effort‖. (Nowak, 2008) 

Sometimes a winery‘s brand name is the only element in its marketing mix that a 

competitor cannot copy. Also, good brands can improve the winery‘s image and 

speeding acceptance of new products marketed under the same name. 

 

1.2 The premium market and the growing importance of the emerging 
economies 

The term emerging market is now being widely used and lacks a common 

definition. Based on the definition of the Emerging Economy Report which states 

that these countries ―are experiencing rapid informationalization under 

conditions of limited or partial industrialization‖ (EER, 2008), this study will 

focus on imported premium wines sold in the Brazilian market. This market in 
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specific was used for sample selection of the premium wineries, but the results 

obtained through this investigation may be applicable to other emerging 

economies.  

For an increasing number of wineries the emerging markets represent an 

important new territory to be explored. Furthermore, with the stagnation of the 

traditional wine consuming countries and the recent economic downturn, 

companies have been forced to develop new markets for their products. It is also 

known that there is very little information available on the topic of brand 

building in emerging markets. From one side it can be a limitation factor of the 

research, but it is also a challenging and a ―learn as we do‖ process.  

This phenomenon refers not only to the wine market but to the luxury industry in 

general. After the recent economic downturn, most of the luxury brands are 

turning their eyes to the new economies. A study done by the research firm Bain 

& Company showed that the luxury market in the BRIC countries (group made up 

of Brazil, Russia, India and China) will grow on an average of 25% in the coming 

years. This is well above the average growth rate of 10% in the last 5 years in this 

market.  

The Brazilian market, with an estimated size of USD 1.6 billion per year, shall 

reach 35% growth, the highest rate among these economies. ―Brazil has turned 

into one of the most attractive markets for luxury brands‖, says John Guy, 

specialist in the luxury market of MF Global. As a result, many of the most 

renowned brands of the world such as Hermès, Gucci, Marc Jacobs and Givenchy, 

will open up their first store in the country in 2009. 
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Fig.1 Luxury Market size and growth rate in selected countries 
Source: Bain & Company – February 2009 

 

Brazil was acknowledged ―investment grade‖ by the rating company Standard & 

Poor‘s early in 2008 and this shall attract more investment. ―Large international 

groups looked at Brazil with skepticism. Big projects, which were on standby, 

shall move forward now‖ says Carlos Ferreirinha, owner of MCF and the most 

respected spokesman in the luxury market in Brazil.  

A recent research conducted by the Brazilian business magazine Exame showed 

that consumption has never been so high. The country is seeing a rapid 

transformation on the profile of its consumers. One of the trends indicated by 

the research was an ―increase in the number of middle age consumers with high 

purchasing power‖. There were also some other interesting changes in the 

consumption patterns of the Brazilians with tremendous growth potential in the 

demand of new goods and services such as: perfumes, computers, alcoholic 

beverages, mobile phones, etc. 

Fig. 2 Middle-age consumer’s projection Brazil (in millions) 
Source: Indicator, GfK. Exame Magazine – April 2008 
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Table 1 Forecast for different market segments in Brazil (in billion USD) 
Source: Indicator, GfK and Euromonitor 

 

Most of the emerging economies, such as Russia, Brazil, Mexico and India, are 

nontraditional wine producers and are seeing an increasing demand for imported 

wines. In the last 5 years, the imported wine market has experienced high 

growth rates, well above the traditional markets.  

Table 2 Wine imports in selected countries 
Source: Euromonitor Country Report 2008 

 

A recent research published by International Wine and Spirit Record (IWSR) 

appoints that Brazil is a country on the rise and is poised to take an increasingly 

prominent position on the global wine scene. The research shows that Brazil is 

now Latin America´s second biggest consumer of wine, with 326 million liters in 

2006 putting it only behind Argentina. (Tarmo, 2009) 
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The same research predicts that by 2011 Brazilian consumption will reach 369m 

liters1. Specifically, three key trends indicate that the Brazilian market is primed 

for significant expansion over the coming decades. First, the groups that 

consume the most wine in Brazil, the middle and upper classes, are drinking 

more each year. Annual intake is expected to rise from 2 liters per capita in 2008 

to 9 liters per capita in 20302. Second, Brazil's strengthening economy is helping 

to create more wine drinkers. For the first time in history, the middle class 

represents the majority of the population, with 52% participation3. Third and 

most important given the purpose of this study, following a surge in popularity of 

wine education and events, Brazilian drinkers are seeking better quality. While 

to this day around two thirds of the wine consumed in Brazil falls into the 

category of 'table wine', the slice considered 'fine wine' has been growing 

strongly in recent years thanks to an influx of imports, which now make up a 

record of 80% of the fine wine category. 

 

1.3 Research objectives 

The phenomena of building premium wine brands in emerging markets will be 

addressed with the following objectives: 

I. To examine the actions of leading premium wineries in order to understand the 

main components of their branding strategy. 

II. To analyze how these brands are developed and maintained over time in order 

to understand if they can be deliberately created through planning or if it is an 

emergent process. 

III. To verify if there are any branding specificities for emerging markets. 

 

                                                 
1
 IWSR Market Report: positive outlook in Brazil. August 2008. 

2
 According to market research done by IBRAVIN – Instituto Brasileiro do Vinho.  

3
 Research done by Fundação Getulio Vargas. August 2008 
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The purpose of this study is to investigate how premium brands are built in the 

wine sector. The aim will be to understand how market leaders can create a 

clear brand identity that connects with its customers and can be implemented so 

that its potential is fulfilled in order to provide guidance to those implementing 

it.  

The premium segment of the market was chosen because it is the most 

significant category when considering building up a brand, since the margins in 

this segment tends to be higher. Consequently the amount of marketing 

investment availability is also larger than in the economic category of the 

market. Therefore, the entry-level category will not be considered for this study. 

This segment of the market demands different marketing strategies than the 

entry level market and is growing at a fastest rate in recent years. According to 

Euromonitor Country Report 2008, the participation of the premium segment in 

Brazil has grown from 8.7% to 12.2% from 2004 to 2007. 

This paper will use the definition given by Thach, Olsen and Wagner in their book 

Wine marketing & sales: success strategies for a saturated market published in 

2006. Thach et al. divided premium wines in three categories: Premium Wines, 

Super Premium Wines, and Ultra Premium Wines or Deluxe Wines with prices 

ranging from $7.00 to $49.99 (Thach et al., 2006).  

Table 3 Common wine price segments 
Source: Thach et al, 2006 
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Therefore, the very top, high-end segment of the market such as the French 

Grand Cru Classé will not be considered in this research for two reasons: 

relevance and system of distribution. These wines are usually bought by a very 

small niche of consumers that can afford to pay over USD 1000 for a bottle. Their 

aspirations, brand choice attributes and behaviors differ from the common wine 

buyer. Also, these wines follow a different distribution system through wine 

merchants and are treated as ―non–exclusive‖ in the market. The fact that any 

importer/distributor can have access to these wines changes the way they are 

marketed and therefore they will not be covered. 

A case study approach will be used to address the issues under investigation. The 

review of the literature will develop the areas that are the basis for successful 

branding. Then, a sample of 4 leader brands in their segments will be chosen 

with the purpose of verifying whether the principles of effective branding are 

applied in real cases and if they explain their success in a given market.  

Considering that there are very few studies on branding of premium wines, the 

research may be useful for those interested in understanding the mechanism in 

which wine brands are built up such as marketers, brand managers and those 

interested in comprehending the peculiarities of brand building in markets under 

development.  

In his famous book Building Strong Brands David Aaker states: ―building strong 

brands, those that will create customer interest and loyalty by providing a value 

proposition and a basis for a relationship, requires a clear, effective specification 

of the brand identity and position‖. (Aaker, 1996) Those attributes are not easy 

to be achieved and requires consistency over time. That is why it is of greatest 

importance to understand if brand building in this industry can be learned and 

planned or it is just an emergent process. Trying to understand such peculiarities 

in wine markets will be one of the main objectives of this study. 
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The first part will review the main concepts involved in this research starting 

with the brand definition and its peculiarities, then we will move into the basis 

of successful branding, the management of premium brands for the luxury 

consumer and finally the structure of the premium wine market in Brazil. These 

concepts will be the platform for the investigation that follows.  

After that, the research methodology will be explained followed by the case 

study on selected brands. The correlation between the cases will provide the 

primary conclusions of the research. 
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2. Literature review 

The literature review presents what is already known about the main themes 

under investigation in this present study. The first part will explore the 

fundamentals of the brand definition for wine brands, followed by the basis of 

successful branding. Then a short review of the premium industry in Brazil will be 

presented and finally the success factors for premium branding will be detailed. 

The last part will form the basis of the methodological framework and the 

research that will follow. 

 

2.1 Brand definition and peculiarities of wine brands 

Before entering into the branding theory several brand definitions will be 

examined as well as how wine brands differ from other consumer product brands. 

In 1951, David Ogilvy stated that: ―a brand is a consumer‘s idea of a product‖. 

Importantly, Ogilvy acknowledges that brand is related to identification of a 

product by the consumer. However, as highlighted by Lockshin and Rasmussen 

(2000), ―brand today encompasses such a variety of other definitions and roles – 

for both the consumer and the producer – that a review of branding literature 

can find no modern definition of a brand‖. Their review of the branding 

literature reveals that most branding definitions fall roughly into four categories 

as presented below:  

I. A brand as a statement of the marketing mix ―The ingredients of a brand are 

the product itself, the packaging, the brand name, the promotion, the 

advertising and the overall presentation.‖ (Murphy, 1988) 

II. A brand as a differentiation device ―A successful brand is a name, symbol, 

design, or some combination, which identifies the product of a particular 

organization as having a sustainable differential advantage.‖ (Doyle 1990) 
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III. A brand is a layer of associations ―A brand is more than a label employed to 

differentiate among manufacturers of a product. It is a complex symbol that 

represents a variety of ideas and attributes. It tells the consumer many things, 

not only by the way it sounds but, more important, via the body of associations it 

has built up and acquired as a public object over a period of time.‖ (Gardner and 

Levy, 1995) 

IV. A brand is a shortcut device for consumers ―A considerable body of 

literature cites brand name as the most important attribute because it acts as a 

surrogate for a number of other attributes or qualities. In effect, for many 

product categories brand name acts as a shortcut for consumers determining 

which product to purchase.‖ (Lockshin and Rasmussen, 2000) 

As we can see, there is no single definition for a brand and there are plenty of 

arguments about its precise constitution. How then, may we apply this complex 

view of brands to the wine industry? 

In seeking to define wine brands, Spawton (1998) adapts King‘s (1973) original 

definition of a brand, embracing the above definitions: ―A wine product is 

something that is made in a winery: a brand is something that is bought by the 

consumer. A wine can be copied by a competitor: a brand is unique. A wine can 

be quickly outdated: a successful brand is timeless‖. His definition helps to 

distinguish the qualities of wine and wine marketing deserving special 

considerations.  

Lockshin and Rasmussen (2000) propose three main areas of difference between 

wine brands and other consumer goods brands.  

The first lies in the nature of the product. The agricultural nature and complex 

production of wine make it a different market proposition than many other 

manufactured consumer goods. The production cycle is longer and therefore 

requires both foresight and long term planning. Quality vineyards take at least 
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three to five years to start producing premium fruit and then the product itself 

may require storage for anything up to five, six years. This high level of 

complexity extends all the way from production, marketing through retail. In 

addition to the agricultural nature of wine, the heavy focus on a wine‘s specific 

geographic origin leads to a plethora of product varieties and types.  

The second difference between wine and other consumer goods is that the 

complexity and variability of the production leads to an even more complex 

situation for consumers. In 1990, Spawton concluded that the Australian wine 

market could be divided into four consumer segments characterized by their 

different attitudes, levels of knowledge, perceptions and behaviors: the 

connoisseur (wine knowledgeable), the aspirational drinker (wine pretentious), 

the beverage wine consumer, the new wine drinker. The key issue here is that 

different consumer group‘s use of wine brands varies greatly − not just because 

of the segment they are in, but also because of the occasion they are buying for. 

Lockshin et al argued that connoisseurs and aspirational consumers were the 

most likely to purchase luxury wines. Gluckman (1990) asserts that for many 

consumers, buying wine is filled with uncertainty and risk. Many people are 

afraid of appearing ignorant or unworldly. Any marketing activity that offers 

reassurance is likely to win consumer support. ―Brand building in the wine 

industry (more so than in any other beverage or food category) actually provides 

the invaluable service of facilitating and demystifying a somewhat daunting 

purchase.‖ (Lockshin, Rasmussen and Clearly, 2000) 

The third difference is that, unlike many beverage and food categories, the wine 

industry has a multitude of brand building sources to draw upon that go beyond 

the basic product attributes. Spawton (1990) supports a multi-faceted view of a 

wine brand including: country of origin, region/appellation, domain, bodegas, 

estate and producer, negotiant, retailer labels. Knowing which elements of the 

brand cluster are important to which segments and for which occasions is 

imperative to properly positioning and marketing a brand. 
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Jamie Goode, well known wine writer, states in his article ―The two cultures‖ 

that wine ‗doesn‘t suit brands‘. He makes a clear difference between 

―commodity or branded wines‖ and ―terroir or estate bottled wines‖. 

―Commodity wine is an inexpensive wine purchased … not for its intrinsic 

qualities, but because it serves a purpose, like milk, sugar, or instant coffee; on 

the other hand, terroir wines have geographical roots and cultural links to the 

place where they were born‖. Even worse than the mere technical differences, 

Goode believes brands to be ‗parasites and mimics‘; estate bottled wines from 

famous regions have established wine as a drink with association of class, 

elegance and sophistication. The wine brands are cashing in on this image that 

has taken hundreds of years to be built, by marketing themselves as lifestyle 

products that offer this tradition and sophistication.‖  

Table 4 The two cultures of wine: examining their characteristics 
Source: Goode, 2006 

 

Most marketers, including the author of this study, disagree with Goode‘s 

opinion, convinced that branding is important for all industries, and might even 

be a matter of survival for the wine sector. According to Professor Vincent 

Grimaldi, an expert in Change Management, ―the wine industry − under the spur 

of cutthroat competition and an excess of supply − is indeed ripe to embrace 
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brand management, and some contenders are already doing it superbly‖. 

(Grimaldi, 2003) 

Based on the key concepts explained above, each respondent will be interviewed 

taking into consideration the following brand characteristics: 

I. How do they define the function of their brands, as a statement of the 

marketing mix, as a differentiation device or as a shortcut for consumers? 

(Lockshin and Rasmussen, 2000) 

II. Do they treat wine brands differently from other consumer goods, respecting 

their core differences (nature of the product, complexity, use of brand building 

sources)? (Spawton, 1990) 

III. Do they consider themselves as branded wines or estate wines? (Goode, 2002) 

 As we have seen, there are many peculiarities marketers should consider when 

dealing with this unique product. The next session will examine the literature 

principles for successful branding and how this conceptual framework to the wine 

world can be applied. 

 

2.2 Basis for successful branding 

Aaker showed that one key to successful branding is to understand how to 

develop brand identity − to know what the brand stands for and to effectively 

express that identity. It provides direction, purpose and meaning for a brand. 

―Brand identity should help to establish a relationship with the customer by 

generating a value proposition involving functional, emotional or self expressive 

benefits.‖ (Aaker, 1996) 

According to him, one should avoid ―brand identity traps‖, such as the product-

attribute fixation trap (the brand is more than a product), the brand image trap 
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(when the image becomes the brand) and the external perspective trap (when 

the orientation comes just from the external environment).  

He suggests that a common pitfall when creating brand identities is to focus on 

product-related brand characteristics, a marketing practice that is widely used in 

the wine industry, and encourages to break out of the box by considering 

emotional and self-expressive benefits, organizational attributes, brand 

personality, and brand symbols as well. In taking the broader view of the brand, 

the likelihood of creating real differentiating value is enhanced. (Aaker, 1996)  

The same evidence is found by Michael Beverland in his extensive studies on the 

process of building up luxury wine brands. He identified, besides product 

integrity, other interrelated components of a luxury brand such as history, 

culture, marketing and value driven emergence. (Beverland, 2004) 

―Unlike many beverage and food categories, the wine industry has a multitude of 

brand building sources to draw upon that go beyond basic product attributes. 

Indeed, brand facets used to build awareness are often extrinsic to a wine or 

grape variety: consider region of origin, family heritage, the actual production 

facility and equipment, the winemaker (who ever knows the soap maker or 

peanut butter maker?), the specific vineyard, type of soil, climate and even 

regional tourism and cuisine‖. The roles of each of these elements on the 

construction of the brand image create a much more complex situation than for 

other consumer goods. (Lockshin et al., 2000)  

―Selling an experience‖ will be one of the main factors that will be looked into 

when analyzing the marketing strategy of the selected brands. The purpose will 

be to verify if this practice helps to explain their leading market positions.  

The effective communication of these elements will have a positive influence on 

the customer‘s purchase decision. As defined by Aaker: ―a brand‘s value 

proposition is a statement of functional, emotional, and self-expressive benefits 
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delivered by the brand that provides value to the customer. An effective value 

proposition should lead to a brand-customer relationship and drive purchase 

decisions‖. (Aaker, 1996) 

When analyzing the conditions for successful branding, marketers also have to 

consider what are the constraints and favorable conditions for brand building. 

Aaker presents eight main barriers for brand building. 

Fig. 3 Why it is hard to build brands? 
Source: Aaker (1996. P.26) 

 

According to Perreault and McCarthy (2002), it takes time to establish a 

respected brand and the following conditions are favorable to successful 

branding: 

I. The product is easy to identify by brand or trademark. 

II. The product quality is the best value for the price and the quality is easy to 

maintain. 

III. Demand is strong enough as the market price can be high enough to make the 

branding effort profitable. 
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IV. There are economies of scale. If the branding is really successful, costs should 

drop and profits should increase. 

V. Favorable shelf locations or display in store will help.  

While argument about the precise constitution of a brand persists, there is little 

disagreement about the value of a successful brand. A strong brand becomes a 

company‘s most valuable asset. ―Brand equity is a set of assets and liabilities 

linked to a brand‘s name and symbol that adds to (or subtracts from) the value 

provided by a product or service to a firm‖ (Aaker, 1996). The major asset 

categories defined by Aaker and its relations with the wine industry is described 

below:  

Brand awareness: strength of the brand presence in consumer‘s minds. This is 

relevant especially in an industry that is over packed with labels struggling for 

consumer‘s attention. Lockshin (2001) highlights the fact that Australia alone has 

over 16 thousand different labels produced by over a thousand wineries and 

Europe has 100 thousand different labels. As we may expect, this will be a main 

issue especially for the entry-level segment, where the proliferation tends to be 

higher. It will not be the case for premium brands, but to establish recall and 

recognition will still be a challenge for the high-end segment. 

Perceived quality: often a major strategic thrust of a business and the only 

brand association that drives financial performance. ―Improve perceived quality, 

and ROI4 will improve.‖ Within ―price brands‖ and ―premium brands‖, the 

perceived quality position is often the defining point of differentiation. Correct 

price positioning and a notion of scarcity are crucial to enhance the perceived 

quality of premium wines. 

Brand loyalty: a brand without a loyal customer base is usually vulnerable or has 

value only in its potential to create loyal customers. It is much less costly to 

                                                 
4
 ROI: Return On Investment. 
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retain customers than to attract new ones. Loyalty can be segmented in: 

noncustomers (those who buy competitor brands or are not product class users), 

price switchers (those who are price sensitive), passively loyal (buy out of habit 

rather than reason), fence sitters (indifferent between two or more brands), and 

the committed.  

Brand associations: brand equity is supported by the associations that the 

customer makes with a brand (product attributes, celebrity spokesperson or a 

particular symbol). A key to brand building is to implement brand identity. In the 

wine world, this can be associated with a great winemaker (Michel Rolland) or a 

leading personality (Robert Mondavi).  

Although many of the principles of wine branding are applied to the whole 

segment, the premium category has certain peculiarities that deserve specific 

attention. 

The wine industry is currently facing strong pressures to compete on price5 given 

the fact that the sector deals with an overproduction and a falling consumption 

rate, especially in Old World countries. According to the latest State of 

Vitiviniculture World Report 20086, ―the overall wine consumption in the EU-157 

has decreased once again. In effect, traditional large producers and consumers 

continue a decreasing trend. The first estimations indicate that consumption 

levels in EU-15 decreased in 2007 to 126,2 Miohl (-0,5%)‖. This does not apply to 

premium wines. In contrast, the premium brands are heavily built based on 

allocation and low production.  

In the wine sector in general there is a proliferation of brands and an increased 

competition. In the United States alone, 7 thousand brands from 13 different 

countries compete with each other. (Resnick, 2008) Additional competitors not 

only contribute to price pressure and brand complexity, but also make it much 

                                                 
5
 One of the barriers for brand building presented by Aaker (see chart Why is it hard to build brands?) 

6
 Yearly published by the International Organization of Vine and Wine (OIV). 

7
 The fifteen European countries covered by OIV.  
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harder to gain and hold a position. Efforts to market to a broad segment thus 

become more difficult in the face of the complex ―brandscape‖. Further, some 

new or desperate competitors may be motivated to take risks or attempt unusual 

approaches. The result can be destabilization of the competitive dynamics. 

There is also an enhanced motivation to copy anything that is successful, in part 

because the risks of copying are offset by the difficulty of coming up with 

brilliant new alternatives. (Resnick, 2008). Again here, there is a great 

difference for the premium brands since they are built based on their unique 

story and are more difficult to copy. 

A good example of this difference is the ―Yellow Tail‖ case in the US market. 

After the enormous success of the Australian label, several other brands 

appeared in the market with the same association strategy (i.e. Black Swan, 

Little Penguin, Alice White, Four Emus, etc.). Such phenomena cannot be seen in 

the premium market. 

The brand strategies complexity and relationships is also relevant to our study. 

Not too long ago, the brand was a clear, singular entity. Today, the situation is 

far different. There are sub-brands like Robert Mondavi Private Selection, 

endorser brands like Casillero del Diablo by Concha y Toro and corporate brands 

such as Constellation. This complexity makes building and managing brands 

difficult. The question here is whether premium brands should be linked to the 

global name of the company (umbrella strategy) or should be given a different 

name to attain a more exclusive and intimate perception. 

There is also a prestige image associated with the brand and an element of 

uniqueness or exclusivity (Kapferer, 2001), which will be detailed in the next 

session. 
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2.3 Premium wine brands and the luxury consumer 

There is plenty of evidence that a major shift is taking place in the premium 

segment of the market. According to Vic Motto of Motto Kryla Fisher, consumers 

are trading up to more expensive wines. The largest revenue segment in the U.S. 

wine market in 2004, as well as the fastest growing, is the USD15 plus category. 

The same trend is noticed in the Brazilian market, with the USD25 plus segment 

growing 30% per year, far above the 12.6% growth of the overall market (Product 

Audit, July 2008). Prior to this period, figures had shown that growth in the 

luxury market has escalated over the past 20 years, increasing in value from USD 

20 billion in 1985 to USD 68 billion in 2000. (Heller, 2000) 

Lloyd-Jones (1998) states that the main reasons for growth on the luxury goods 

market are:  

I. Product improvement leading to better economy of scale and the failing real 

cost of luxury products;  

II. The baby boomers generation is at the peak of their earning capacity, and 

their children have left their home;  

III. Healthy economies plus increased consumer confidence worldwide;  

IV. Wider product appeal and brand awareness, expanding the luxury market 

beyond the classic luxury lines;  

V. Growth in shopping for fun;  

VI. More self consumption where purchases are less gift oriented and more 

oriented to personal consumption and  

VII. Growth in retail tourism. 

Nevertheless, very little is known about the positioning and marketing of 

premium wine brands, or the consumer interpretations of each brand (Beverland, 
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2002). Despite the rapid growth of the industry, little research has been 

conducted on the marketing of luxury goods and services (Vigneron and Johnson, 

1999). As Beverland states, ―this is strange, given the high profile of many of the 

producer‘s brands, the increased competition, merger and acquisition activity 

within this market. Luxury producers have also managed to build global brands, 

and global brand awareness while sustaining (the scarcity is real) or maintaining 

(scarcity is not real) an image of product scarcity and niche positioning‖. His 

examinations highlight that luxury brands are a complex combination of 

dedication to product quality, a strong set of values, tacit understanding of 

marketing, focus on detail and strategic emergence (Beverland, 2004). Through 

an examination of the actions undertaken by luxury wine marketers, his research 

identified six interrelated components of a luxury brand (see figure below), 

which helped to understand how these brands were developed and maintained 

over time. 

Fig. 3 Proposed components of a luxury brand 
Source: Beverland (2004) 

 

Beverland also states that the lack of research in this field suggests that these 

marketers face unique challenges, like for example: how to respond to the threat 

posed by counterfeit brands? (Nia and Zaichkowsky, 2000); how to create brand 

awareness for their product without undermining the perceived quality of the 

brand? (Quelch, 1997)  
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Many luxury producers, such as LVMH, are also struggling with mature markets, 

and the need to increase sales and shareholder returns (King, 2000). Yet 

evidence suggests that if luxury marketers increase sales and affinity branded 

products too much, they may lose their positioning, due to a perceived lack of 

scarcity (Moore, Fernie and Burt, 2000). Concerns have also arisen in the business 

press about the ability of many luxury producers to maintain their momentum 

without compromising quality (Heller, 2000). Finally, how do new firms create 

their ‗star brands‘ that, as LVMH‘s CEO Bernard Arnault states, are so critical for 

success in the luxury markets? (Wetlaufer, 2001) 

Luxury wine brands also represent an interesting paradox for marketers. ―Many 

of these cases are some of the oldest brands still existing, yet they publicly 

downplay their marketing expertise and commercial motivations. Despite such 

behavior, they remain very valuable brands, and have retained their allure over 

very long periods.‖ (Beverland, 2005) His studies on brand authenticity showed 

that creating an impression of authenticity required telling a sincere story, 

consisting of a creative blend of industrial and rhetorical attributes.  

But who is the luxury consumer? Getting inside the mind of the luxury consumer 

was the topic of a panel discussion presented at the MKF 2004 Luxury Wine 

Trends Annual Conference. MKF defines the high-end wine buyer as someone 

who: buys wine costing more than USD15 occasionally or frequently; would buy 

USD15+ wines for everyday use; has more than 12 bottles on hand at home.  

According to MKF‘s research, the number of high-end wine buyers is also on the 

rise. In 2003, there were approximately 8.75 million in US, up from 7.75 million 

in 2000. Does that mean those people drink a USD40 bottle with their nightly 

meals? Not quite. Only 4% of high-end wine buyers in MKF‘s survey said they 

―frequently‖ send more than USD20 on a bottle of wine, 49% said ―occasionally‖ 

and 32% said ―seldom‖.  
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Identifying the luxury consumer is fairly simple, thanks to statistics, but what 

about luxury itself? Steven Castle, moderator of MKF‘s panel discussion, has 

made a career of getting inside the heads of luxury consumers. ―Luxury is really 

something that is defined differently from person to person‖, Castle said. 

―Luxury is a personal feeling, and it comes from the experience of improving 

one‘s quality of life … ‗luxury‘ to one person may be securing the winning bid for 

an auctioned USD1.000 bottle of collectible wine, never to be uncorked, while 

another person may revel in popping open a USD10 or USD20 bottle of Pinot 

Grigio to drink with dinner.‖  

According to Castle, when reaching out to wealthy consumers, wine marketers 

tend to target exclusively enthusiasts. This may seem like an obvious strategy 

when trying to sell a high-end product, but it is not always the smartest route.  

Unfortunately, marketers often use terms or focus on topics that only industry 

insiders or enthusiasts know or appreciate. The problem with ‗exclusive‘ markets 

like that is that they exclude what luxury goods providers should want the most: 

more consumers. Wine is a product that is more ―tethered to experiences‖ than 

others, and therefore lends itself to marketing efforts that emphasize the quality 

of life. ―Wine producers and marketers need to connect with the emotional 

responses of people,‖ said Castle. ―Give me a setting, show me an experience 

that I can have with this bottle of wine. Show me what‘s in it for me.‖  

Evelyne Resnick in the book Wine Brands illustrates the same concept on 

premium wine branding ―… luxury wine brands are more than just great wines 

grown in an exceptional place and elegantly bottled. Each luxury wine brand had 

to differentiate itself from the others but instead of emphasizing the packaging, 

they work on the emotional link they create with their customers‖. Again, we 

notice the importance of self-expressive and emotional benefits of a brand 

stressed by Aaker. 
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These are overall examinations on the luxury market and the premium consumer. 

But what about the luxury market in Brazil? The next session deals with this 

issue. 

 

2.4 Structure of the premium wine market in Brazil 

The market for premium goods in Brazil is developing fast and the very promising 

expectation for the future is influencing the structure of the wine market as 

well. First, the country has seen a rapid evolution for imported wines, while the 

market for local wine has decreased in volume.  

The rising of the volumes in the premium and super-premium categories was 

much faster than in the entry level segments. In the period 2006-07 the total 

market grew by 25%. While the super-premium category showed a sharp increase 

of 48%, the popular segment increased its volume by 17%. This is a hard 

indication that consumers are trading up to more expensive bottles. 

Table 5 Market volume by price segment 
Source: Product Audit (April 2009) 

 

The table above shows that the premium and super-premium segments in Brazil 

are growing fast and reached 493 thousand cases in 2007. This means an annual 

volume of approximately USD50 million in imports. This will roughly give an 
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estimate annual turnover of USD200 million, which represents 12% of the total 

turnover of the luxury industry in the country. 

The premium market in Brazil is growing fast and becoming more important 

every year. However, this segment is still in its early stages and there is very 

little information on the consumer‘s profile. The development of the luxury 

industry is also influencing the wine sector, as seen with the growth of the 

premium and super premium segments. In this context, understanding the 

behavior and peculiarities of this market becomes a subject of growing 

importance.  

 

2.5 Success factors for premium wine brands 

The branding literature showed the importance of brands as a differentiation 

device that can bring competitive advantage and create value to companies. The 

wine industry has certain peculiarities that brand managers need to take into 

account such as the nature of the product, consumer buying behavior and the 

complex brand hierarchies.  

As presented above, one of the common mistakes when building brands is to 

focus solely on product attributes. Many studies showed that the wine industry 

has a multitude of brand building sources to draw upon that go beyond the 

product attributes (Spawton,1990, Lockshin, 2000 and Beverland, 2004).  

The review of the literature provided us several attributes that one should 

expect of successful premium brands. Below is a summary of the main success 

factors that can be especially applicable to the wine industry and we will be 

looked for during the research: 

I. History and Culture: the importance of history to each firm must be self-

evident. This is not necessarily related to the age of the company, but means 

that they have pioneered in something. The ―story‖ is what turn each company 
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unique and can be expressed through a number of ways: stories of people 

(actions of the founder involving their pioneering effort in starting the firm, new 

technologies, products or strategies), stories of product (development of new 

products, great or poor vintages in the case of wine) and stories of events 

(special events that occurred in the life of the firm). These, together with their 

supportive policies, helped retain a link to the past, as well as inform the 

present culture. They must be also well communicated to its target audience 

helping to strengthen the emotional link with their customers and to develop the 

brand identity. 

II. Product attributes: this theme consists of several sub-categories including 

―product quality‖, ―attention to detail‖, ―credibility‖, and ―production 

integrity‖. It means making the best product possible, given the soil, climate and 

human conditions. In the case of luxury wineries fanatical attention must be paid 

to quality. These firms often describe their philosophy in what is classified as a 

―product concept‖ (Kotler, 2002). They place great emphasis upon the ability of 

its vineyards to produce high quality products that were both an expression of 

place (―sense of place‖), vintage conditions and the firm‘s winemaking abilities. 

These companies often integrate backward in a number of areas (such as: barrel 

production, transportation and grape sourcing), believing to affect end product 

quality. As part of their commitment to product integrity, the firms often must 

keep the production volume low, as vine yield has a direct impact on final wine 

quality, and perceived scarcity is believed to be important to positioning. These 

companies expect that this emphasis on quality will give them significant 

credibility. 

III. Endorsements and Marketing: successful firms know who their customers 

are, and how to establish an emotional link with them. Awareness of their 

products and their quality has to remain high, not just with consumers, but 

among the general market place. This awareness has to be deliberately 

cultivated either through press endorsement (in the case of the wine business: 
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Parker, Jancis Robinson, Wine Spectator, Decanter, etc.), or through promotion 

and experiential strategies (sponsoring events, premium positioning in up-market 

restaurants, cellar door tastings, etc.). This strategy is aimed to create mass 

awareness, even among non-involved wine consumers, that the brand is special 

and is something to aspire to. The attention to detail is an important component 

of the marketing strategy of these firms, such as the presentation of the winery, 

advertising material, selection of specialized agents, premium packaging and 

product presentation, etc.  

IV. Exclusivity: companies must keep a very strong image of exclusivity of their 

products reflected by their price positioning and perception of scarcity (low 

production). Also the distribution strategy has to follow the exclusivity principle, 

making the product available just in specialized premium stores and upscale 

restaurants. This helps to build an aspirational aura to their products. 

V. Strategic advantage: last but not least, a successful brand has the capability 

of identifying the product of a particular organization as having a sustainable 

differential advantage (Doyle, 1990). This means simply that customers have a 

reason for preferring that brand to the competitors. ―Sustainable‖ means an 

advantage that is not easily copied by competitors. That is, the business creates 

barriers to entry, for example by developing an outstanding reputation or image 

for quality, service or reliability. In the wine industry this could be represented 

by a unique location (terroir), a highly awarded winemaker or a unique story. 

Successful brands are always brand leaders in their segments. 

The present study will look on how leading wine brands manage these elements 

in order to increase brand awareness and customer preference in the premium 

and super-premium segment. The author will investigate if the principles 

presented on the branding literature can be verified in these companies, as for 

example: what are the main attributes that differentiate them from their 

competitors, what do they do to increase consumer‘s confidence when buying 

their wines, how do they deal with the complexities of brand hierarchies, how do 
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they manage other brand elements besides the product attributes (culture, 

family heritage, region of origin, etc.) and how do they create the perception of 

exclusivity and scarcity. In summary, the aim is to identify how they are 

developing their brand identity and establishing a relationship with their 

customers that create value to the company.  

One of the criteria to choose the companies was their proven success in the 

market. It means companies that are category leaders (market-share) in a given 

price segment. Those companies have already a high reputation in the market 

and established brand recognition within high-end consumers. Their product has 

a high perceived quality and they do not participate in the entry level segment of 

the market. They are well known wine producers of high quality wines.  

That leads us to the next chapter, where the methodology will be explained. 
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3. Methodology 

Few studies have examined the positioning and strategies of premium producers 

in emerging wine markets. The case studies were applied to understand the 

philosophy and positioning of each firm.  

To do so, sample selection issues must be addressed. The first selection criterion 

was to choose companies that are already established in the market and are 

leaders in their segments. Characteristics of these brands include high price, 

excellent quality and specialized distribution channels. There is also a prestige 

image associated with the brand and an element of uniqueness or exclusivity 

(Kapferer, 2001).  

Most luxury products also have a strong brand name and logo, and a history of 

high performance (Quelch, 1987). These companies show a premium positioning 

and, most important of all, an established history and a proven success in the 

market. This will be done to avoid selecting wines based on their price alone, for 

fear of including ―cult‖ wines that have received high prizes, but with extremely 

limited production and consequently a low market penetration. Therefore, the 

sample analysis will be of brands that are sold for over USD7 retail, but will not 

include the super-premium segment of the market like the French Grand Cru 

Classé wines and other highly exclusive wines sold for more than USD1000.  

 

3.1 Sample selection criterion 

Bearing these initial considerations in mind, the sample selection shall respect 

the following criteria: 

Premium positioning: the wineries shall have an average export FOB price above 

the industry. For sample selection criteria of the present study, the premium 

positioning is considered if the winery has an average export FOB price 50% 

above the average of the industry. If we were to select a Chilean winery for 
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instance, our spectrum shall be limited to the wineries that have an average FOB 

export price 50% above USD25.80 per case8. The source of this data shall come 

from the official export statistics organization of each selected country to Brazil. 

Export driven: since the scope of this study is the presence of brands in 

emerging markets, that are nontraditional wine producers, the companies 

selected for the study will be mainly oriented to the international markets. Thus, 

at least 50% of their total production has to be sold to the international markets. 

Relevance: when we state these companies are ―established in the market and 

are leaders in their market segments‖ we mean that they are among the market 

leaders, both domestically and internationally. Therefore, the sample wineries 

shall be situated among the top ten players in their home industry in terms of 

turnover and also export at least USD300 thousand to the country selected for 

the study (Brazil). The wineries must be also ―origin relevant‖, meaning that 

they come from the main exporting wine countries to Brazil.  

A case study design was chosen for several reasons. First, there is very few 

existing theory that offers a feasible answer to the subject. The scope of this 

study is relatively new, especially for the wine sector in new emerging markets.  

According to Eisenhardt (2007): ―Theory building from case study is one of the 

best (if not the best) of the bridges from rich qualitative evidence to mainstream 

deductive research‖. The author also explains that the main challenges of this 

method can be mitigated through precise language and thoughtful research 

design: careful justification of theory building, theoretical sampling of cases, 

interviews that limit informant bias, rich presentation of evidence in tables and 

appendixes, and clear statement of theoretical arguments. Those will be the 

main guidelines for the case studies showed in this research.  

                                                 
8
 For more information on export statistics of each of the selected country refer to the appendix 
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Second, the paradoxical nature of these brands by practitioners and academics 

requires methods that develop deep insights, as opposed to surface level 

observations (Gronhaug and Olson, 1999). Also, the long histories of each brand 

and the use of that history by their owners mean that each brand‘s development 

is path dependent. (Koehn, 2000) To understand and analyze path dependent 

processes, detailed case histories are required. (Mahoney, 2000) It is important 

to emphasize at this point that the case studies presented herewith combine 

planning and path dependency.  

Data was collected from a number of sources. Primary data was collected with 

the firms‘ brand managers, marketing directors and owners. Preferably two or 

three representatives of the same company were interviewed to increase data 

consistency.  

Secondary data was analyzed to provide further background and help triangulate 

data. This include reviewing popular books and articles on premium brands and 

luxury marketing (Lipovetsky and Roux, 2003), case histories of successful 

branding, promotional materials on each firm, internal documents and articles on 

the wine trade. In all, over 30 sources were reviewed.  

Because the focus in this study is on the actions of producers, consumers and 

distributors information were used as triangulating data. Data will be collected 

from 4 identified premium wine producers from 2 different origins that are the 

most relevant in Brazil. A total of 10 interviews were conducted across these 

firms. Each case was contacted first through email and was given a detailed 

outline of the study.  

Interviews were conducted with marketing managers and brand owners at their 

place of business and lasted an average of one hour. Questions evolve on the 

firm‘s history, marketing strategy, positioning, business philosophy, product 

quality and competitive pressures.  
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All interviews were taped when possible (with permission of the interviewee). 

Following this, case data was integrated with secondary information from the 

general wine press, news media, specialist wine books and any secondary source 

gained from the firms. Cases were analyzed through within-case and then cross-

case analysis (Eisenhardt,1989). Copy of the individual case and copy of the final 

report will be returned to each firm.  

3.2 Interview guidelines 

At the beginning of the interview, the following statement was made: 

 As you know from my brief, I am interested in the marketing of luxury 

products and services. I am particularly interested in the philosophies, 

approaches and aim of your firm. I wish to probe your thoughts about these 

issues, and would encourage you to elaborate as much as possible on each 

issue to be discussed. 

A series of open-ended questions were then asked to the interviewee and evolve 

around the following subjects: 

History  

I. What is the story behind the company and how does it influence its present 

activities? (history of people, product and events); 

II. Strategy at founding; 

III. What were the main milestones of the company‘s history? 

IV. Business philosophy: mission, vision, values 

V. How does the company communicate their history to customers? 

 

Product attributes 

I. How do their products differentiate from competitors? 

II. What is the importance of quality in the production process? 

III. Terroir based or not? 
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IV. Which parts of the production are outsourced? (barrels, grape sourcing, 

transportation) 

V. Do they produce all wines also in poor vintages? (product integrity) 

 

Endorsements and Marketing 

I. Who is their customer? 

II. How do they enhance product awareness with customers and general market?  

III. How is the product evaluated by the press/main awards? 

IV. How do they communicate their premium positioning? (packaging, 

presentation, folders, etc.) 

V. Do they use experiential marketing? (Event sponsoring, cellar door tastings, 

etc.) 

VI. Does the marketing strategy vary by country? 

VII. How does the company want to be seen by customers? 

 

Exclusivity 

I. Price positioning strategy 

II. How does the company select agents/distributors? 

III. How does the company handle with product availability? (perceived scarcity, 

allocation) 

 

Strategic advantage 

I. How do they differentiate themselves from competitors? 

II. What is their sustainable advantage? 

III. What are the main competitive pressures? 

 



 
Thesis Wine MBA 2008/09 

Managing Premium Wine Brands in Emerging Countries  
Rodrigo Lanari 

38 

4. Data description and analysis 

The following section is a description and analysis of the selected case studies. It 

has the purpose to provide the necessary data to support or refute the research 

objectives. A systematic analysis of each individual case is given, followed by a 

cross-case analysis in which the main patterns emerge.   

4.1 Case study: Achaval-Ferrer 

Table 6 Company Profile  
Source: company´s website and internal information 

 
 

4.1.1 Company background 

Founded in 1998 by a group of Argentinean businessmen along with renowned 

Italian winemaker Roberto Cipresso, Achaval-Ferrer has already been established 

as one of Argentina benchmark wineries. The company exports 88% of its total 

production to 45 countries worldwide. The average FOB price is USD 142,84 per 9 

lts case, far above the wine industry in Argentina9. 

The winery specializes in the production of premium quality Malbec sourced from 

the most prestigious terroirs in Argentina. The group of partners purchased 

together four vineyards in the province of Mendoza, some of which had ancient 

Malbec vines growing on their own original roots. Such vines are a rarity 

throughout the rest of the world thanks to the ravages of phylloxera10 and the 

vine killing disease it carries. 

                                                 
9
 Source: Caucasia Wine Thinking www.caucasia.com.ar. Exports 2007 and 2008 (January to December). For 

more information refer to appendix. 
10

 Pest of commercial grapevines worldwide. In the late 19th century the phylloxera epidemic destroyed most 

of the vineyards for wine grapes in Europe. 

http://www.caucasia.com.ar/
http://en.wikipedia.org/wiki/Grapevine
http://en.wikipedia.org/wiki/Wine
http://en.wikipedia.org/wiki/Grape
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In this very short time, Achaval-Ferrer has established itself among the main 

boutique wineries from Argentina and set new quality standards for the whole 

industry. It is acclaimed by the international press with the highest scorings in 

the country history and well recognized by the most rigorous export markets. A 

real proof of the success of this young winery.   

 

4.1.2 History and culture 

The story of Achaval-Ferrer is a case of friendship and passion. With the 

exception of the winemaker, Roberto Cipresso, the group of partners Santiago 

Achaval, Manuel Ferrer and Marcelo Victoria came not originally from the wine 

business. Santiago Achaval, in charge of finance and operations, was an 

accountant and  has a MBA degree at Stanford, USA. Manuel Ferrer Minetti was 

lawyer and along with Marcelo Victoria, former pilot at the national air force, got 

responsible for sales & marketing operations. They share the passion for making 

wines that are a faithfull expression of the terroir. 

Their pioneering effort in starting the firm can be well represented by the story 

of how they found Finca Altamira. Cipresso discovered this 80 year old 

abandoned site when he was touring around Mendoza to look for new spots where 

they could plant Malbec. The place was not well carried and the vines were 

almost dying. Cipresso immediately phoned Ferrer and ask him to buy the site. 

―You must be crazy‖, replied Ferrer11.  

A few years later, Finca Altamira became the highest rated South American wine 

at that date by Wine Spectator. “The 2002 vintage provides new benchmark 

wines for Argentina. The Achaval-Ferrer Malbec Mendoza Finca Altamira 2002 (94 

points on the Wine Spectator 100-point scale) is a stunning oldvinered that 

                                                 
11

 The complete story of the discovery of Finca Altamira can be found in the book “Il Romanzo del vino” – 

chapter 4 written by Roberto Cipresso (Edizioni Piemme) 
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displays both opulent fruit and distinctive terroir. It is the highest-scoring wine 

to date from Argentina …‖ (Wine Spectator, November 2004)  

According to Manuel Ferrer, the strategy initially was ―to produce world class 

wines … we had some fine tuning on the way, but the strategy in the beginning 

was the same … we wanted to know how good a Malbec could be in Argentina‖. 

He continues stating that they wanted to keep reflecting what consumers 

expected: ―a winery that produces small things, but the best possible … we don‘t 

want to saturate the market with too many options … but instead to be a Malbec 

specialist‖.  

 

4.1.3 Product attributes 

The aim to make the best product possible is taken very seriously in premium 

wineries. The case of Achaval-Ferrer is not different. ―Quality is an obsession to 

us‖ explains Marcelo Victoria. ―Attention to detail, discipline and focus … from 

vineyard to sales, quality is everywhere. As you improve, any further step 

becomes harder and harder.‖ They believe that being small is the key to assure 

top quality at every step of winegrowing. ―It makes the difference between very 

good wines and wines that capture the attention and the imagination of the 

consumer.‖ (Company´s internal presentation) 

The first characteristic that makes Achaval special is the extremely low yield in 

the vineyards. The Quimera blend has an average yield of 18 hectoliters per 

hectare and for the single vineyards it can reach 12 hectoliters per hectare. For a 

reference of how low this can be, the average yield in Argentina results in the 

production of four bottles of wine for each vine12. At Achaval, a bottle of the 

                                                 
12

 Between the mid 1990s and early 21st century, Argentina had ripped up nearly a third of its vineyards but 

reduced yearly production only by 10%. This meant there was an increase in yields from 66 hl/ha to 88 hl/ha. 

For more information refer to: T. Stevenson "The Sotheby's Wine Encyclopedia" pg 545 Dorling Kindersley 

2005 
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entry level Malbec comes from one single vine, the Quimera comes from two 

vines and you need three vines to produce one bottle of the single vineyards.  

The quality concept in the production process is very well explained by 

winemaker Cipresso: ―we work very hard in the vineyards to produce grapes that 

will need very little intervention in the winery. We want our wines to be 

balanced, complex and concentrated. We want them to show a sense of place, of 

the land that gave them birth. We strive for aerated, sun-drenched canopies and 

for small bunch of very small grapes. When the location of a vineyard has been 

chosen with care and a plant has such low yields, the root system can create 

complexity and concentrate flavors and aromas in a natural way. Also the 

physiological maturity (tannin maturity) of the grapes will be in synch with their 

sugar development. We harvest only until mid-morning for the grapes to be very 

cool when they arrive in the winery. We do severe triage both on the grape 

bunch before desteming and on the grapes themselves after desteming, to assure 

that only the best go into our tanks‖. 

The product concept is also very original. Achaval does not produce any whites 

and all products are Malbec based. They understand wine as an upward travel, a 

trilogy from the varietal to the terroir. The entry level wine is a Mendoza 

appellation Malbec, in which they look for an authentic expression of the single 

variety. The second product is Quimera13 where the aspiration is to ―condense 

the best that Mendoza could express in a bottle of wine‖. It is a blend of Malbec, 

Cabernet Sauvignon, Cabernet Franc and Merlot coming from different regions of 

the province, where the winemaker has the freedom and the commitment to 

hand the best possible blend every year. The icon range is the definitive 

expression of the soil, is where the terroir is as superior as the mark of the 

variety. By applying the same vineyard and winery work in all three different 

                                                 
13

 In Greek mythology, the Chimera was a monstrous fire-breathing creature of Lycia in Asia Minor, 

composed of the parts of multiple animals. The term chimera has also come to mean more generally, an 

impossible fantasy, an utopic dream. 
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terroirs (Bellavista, Mirador and Altamira), the different characteristics of each 

wine can be noticed only by the diversity of terroir. 

Another important aspect is the commitment to product integrity. According to 

Manuel Ferrer, ―quality means also great responsibility‖. When Finca Bella Vista 

was hardly hit by hailstorms, they were not able to produce it for two 

consecutive vintages. If the vineyard is not able to deliver the best quality 

possible they simply do not produce. Production yields are also kept at extremely 

low levels, independently of the increasing demand for the wines. ―As we green 

harvest 95% of the vines, Altamira produces 5% of what it could produce‖, says 

Manuel Ferrer.  

 

4.1.4 Marketing and endorsements 

Although the executives clearly state ―that we do not spend money with 

marketing‖, (he seems to mean ‗advertising‘ rather than marketing) the winery 

has a very clear and straightforward approach to consumers and to the 

marketplace. Despite this lack of market information or orientation, awareness 

of their products and their quality remained high. This awareness was 

deliberately cultivated mainly through endorsements from the press and also 

through a close and effective relationship with their agents worldwide. 

―Our best ambassadors are our importers worldwide‖ states Manuel Ferrer. This 

defines very well the close relationship and importance that the brand puts into 

its distribution network.  

The wines have been highly acclaimed by the international press such as Wine 

Spectator, Wine Advocate, Decanter, among others, and the winery has always a 

tight relation with wine critics and opinion makers. The press reviews have 

helped the brand to increase popularity and respect among consumers and the 

trade. The examples below are an illustration of the impact that the winery had 

on the press:  
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―For the third year in a row, Malbec specialist Achaval-Ferrer has made the 

highest-rated wines, with two classic-scoring bottling.‖ – James Molesworth 

(Wine Spectator – November 2006) 

―A young winery´s marvelous Malbecs … founded in 1998 the winery has swiftly 

developed a worldwide following.‖ – Robert Parker (Business Week January 2008) 

―Does Argentina have a fine wine dimension? That‘s a good question. I think I‘d 

answer ‗yes‘, and largely because of the amazing wines of Achaval Ferrer, which, 

for me, is Argentina's most impressive producer.‖ (Jamie Goode, 

wineanorak.com) 

―Although Achaval-Ferrer's wines have virtually no tracked record, I am confident 

that they will evolve in the manner of a First Growth Bordeaux.‖ (Jay Miller, The 

Wine Advocate issue #174) 

As we can see in the table below, the winery has been reviewed several times by 

the most influential wine magazines in the world. The press endorsements have 

helped them to gain popularity and credibility among its target consumers. 

Table 7 Press reviews selected media − Achaval-Ferrer 
Source: company´s website 

 

Another experiential practice very effectively performed by the winery was the 

cellar visit and tastings. ―It is very hard to understand when we tell about low 
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yields … but after the visitor walks through the vineyard and sees very few 

bunches per vine the concept is very clear‖, says Marcelo Victoria.  

Also, during the cellar visits consumers are able to capture the values and 

missions of the winery. Manuel Ferrer reminds a letter received from a visitor 

that best synthesizes their core values. At the end of the letter the visitor 

concludes: 

“Achaval Ferrer does not work. Have fun. Achaval Ferrer does not produce wines. Bottles 

feelings. Achaval Ferrer does not exist. It is the chimera of all things.”14 

When asked to define their typical consumer, although they stated that it was 

difficult to generalize, some common characteristics came up: ―…they are 

essentially curious consumers that are open-minded and enjoy trying different 

wines … they are aware that quality does not necessarily come from the classics‖ 

defines Marcelo Victoria. It was also mentioned that typical consumers usually 

recognize the potential of aging of their wines and often show surprise when first 

tasting them.  

 

4.1.5 Exclusivity and strategic advantage 

The image of Argentinean wines has not been always related to quality and 

innovative practices. For a long time, the distinguishing feature its wine was the 

extraordinarily high yields, with reliably sun-ripened grapes. Only in the 1990s, 

however, business was confident enough to justify the investment needed to 

drag its wineries into the 20th century. But exports on a serious scale are still 

quite modest. (Robinson, 2008) 

The success of Achaval-Ferrer was derived mainly from the early vision of the 

company. They believed that Argentina could have a space in the hall of luxury 

                                                 
14

 Free translation from the author. “Achaval Ferrer não trabalha.  Diverte-se. Achaval Ferrer não produz 

vinhos. Engarrafa sentimentos. Achaval Ferrer não existe. É a quimera de todas as outras.” 
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wineries. The winery was able to build a very strong image of exclusivity, mainly 

due to: 

- Production integrity: extremely low yields resulted in an extraordinary 

product and helped to strengthen their perception of scarcity and 

exclusivity in the marketplace. 

- Press endorsements: since the very beginning the young Argentinean 

winery had an incredible positive impact on powerful wine critics. 

- Innovative product concept: the focus on making premium Malbec with 

three different concepts was very original and the brand stood out of the 

crowd right from the beginning. 

- Effective communication: instead of mass communication Achaval-Ferrer 

chose to approach consumers one-by-one and be very selective with 

importers. 
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Table 8 Summary of brand elements – Achaval-Ferrer 
Source: interviews 
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4.2 Case study: Viña Montes 

Table 9 Company Profile  
Source: www.monteswines.com 

 
 

4.2.1 Company background 

Viña Montes was established in 1988 by four experienced partners. It was one of 

the first Chilean companies to have a strong focus on the export of high-quality 

wines. The company is responsible for taken great steps to promote Chile and its 

premium wines on the world stage. The founders Aurelio Montes and Douglas 

Murray are well regarded personalities worldwide thanks to their contribution to 

improving Chile´s presence and image abroad. The winery was named ―Most 

Innovative Company‖ in 2004 by Prochile, Chile‘s official Export Bureau support 

office. 

The company produces approximately 500 thousand cases and exports over 90% 

of its production to more than 70 countries. Among the top ten leading wineries 

of Chile, Montes has the highest FOB price averaging USD 56,66 per 9 lts case and 

it is ranked in the 5. position with total exports reaching USD 35.892.794.15  

 

4.2.2 History and culture 

The story of the people from Montes plays an important role to understand the 

links to the past, the present culture and where the company is heading to. The 

first activities in the vineyard began in 1987 when two partners with great  

aspirations and a clear idea that Chile could produce better wines got together: 

Aurelio Montes and Douglas Murray. 

                                                 
15

 Source: Viñas de Chile period 2008-2009, last 12 months (June–May). For a complete ranking of Chile´s 

exports refer to appendix. 

http://www.monteswines.com/
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Aurelio Montes, head winemaker and founding partner, has over 25 years in the 

industry previously working at Undurraga and San Pedro wineries. In the 80´s and 

90´s his leadership brought a revolution to quality standards with the discovery 

of the affluent Apalta and Marchigüe valleys and the innovation of slope 

plantations in the region. In 1995 he was granted ―Chilean winemaker of the 

year‖, the National Agriculture Association named him ―Personality of the Year 

2002‖ and he was recently awarded ―Personality of the year 2008‖ by Wines of 

Chile Innovation Awards.  

Mr. Montes gave a valuable contribution to improve the brand equity by the 

associations that consumers make with a brand. As defined in the branding 

theory, ―a key to brand building is to develop and implement brand identity‖. 

(Aaker, 1996) 

Douglas Murray, director in charge of exports and marketing, is considered the 

engineer of Chilean wine achievements in Asia and the groundbreaker for the 

European markets. He has over 35 years of experience dedicated to trading in 

wine. Vinotheque, the longest-standing wine magazine in Japan, selected him as 

one of the six most influential wine professionals in Japan in the last twenty 

years and he was awarded by his peers with the man with the most impressive 

career in Chile´s wine trading history. 

The other two partners, Alfredo Vidaurre and Pedro Grand, joined in later in 

1988. Alfredo Vidaurre, MBA from Chicago and former president of Viña San 

Pedro, was the financial brain of the company, a man with extensive experience 

in the wine trade. And finally, Pedro Grand who led the agricultural aspects of 

the business and became the expert in all related wine equipment technology. 

Pedro also contributed to the partnership with his own winery.  

One of the main characteristics that illustrate Montes values is their pioneer 

vision and constant innovation. Eduardo Stark, brand manager based in UK, 

explains: ―Aurelio Montes pioneer in the Chilean Apalta Valley and was the first 
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to explore Syrah in the region‖. Aurelio Montes Jr., head winemaker, confirm the 

same attitude and explain their product innovations: ―We have always been a 

pioneer in what we have done: we were the first to cultivate on slopes, Montes 

Alpha M was the first super premium wine from Chile, next came Montes Folly —

the first Syrah produced in Colchagua, and most recently Montes Purple Angel —

the first premium Carmenere-based wine ... we also recently released the first 

premium rosé wine from Syrah, when most of the Chilean winery were doing rosé 

from Cabernet and Merlot‖. Carlos Serrano, export director, concludes: ―… by 

doing so many successful innovations we quickly became trend setters‖.  

 

4.2.3 Product attributes 

Since the beginning, Montes had the clear mission to produce exclusively 

premium wines. Quality therefore is a major concern since then. ―You have to do 

your homework before stating that a certain winery is premium … the market has 

to perceive you as premium‖, says Carlos Serrano. 

Aurelio Montes Jr. clearly defines the importance of quality and production 

integrity: ―Quality is crucial because people have high expectations. Every year 

you need to be better … we produce as much wine as the quality allows us‖. 

Also related to product quality the executives strengthen the importance of 

overdelivering to the market. According to Eduardo Stark it means ―giving the 

perception to consumers that they are getting more than what they expected in 

a certain price segment‖.  

Regarding the style of the product, Eduardo Stark explains: ―we have a very 

unique style … we look for regions where the variety can better be expressed. 

We are between the new world and the old world. We are probably the most 

French of the Chilean wineries‖.  
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Consistency was one of the concepts most commonly heard during the 

interviews. ―Consistency means to deliver to your consumers what you promised. 

And being consistent also means to follow your vision and strategy year after 

year … and the market perceives that‖, says Eduardo Stark.  

 

4.2.4 Marketing and endorsements 

Montes has been always very successful in creating awareness of their product 

and its quality, not just with wine consumers, but with the general marketplace. 

This awareness has been deliberately cultivated through press endorsements and 

a well established presence in the main restaurants and hotels all over the world. 

The company realized very soon the importance of being present in the top 

restaurants to sustain the brand over time. 

―Everywhere I go, people at least know Montes‖, says Aurelio Montes Jr. ―… and 

the brand was considered the most desired wine brand by the Chilean newspaper 

Mercurio.‖, he continues. This illustrates the aspirational character that Montes 

brand has achieved over time. This strategy was deliberately applied by the 

company since it was founded and the executives have a long term view for that. 

―Patience and long-term view are key to build a brand.‖, concludes Aurelio. 

Although it is not possible to define a typical consumer of Montes there are 

certain characteristics very commonly observed: ―they are usually knowledgeable 

consumers that appreciate good quality, know what they like and want to 

explore new things‖, says Eduardo Stark. ―They tend to be loyal consumers that 

are less sensitive to price‖, according to Carlos Serrano. Aurelio Montes Jr. points 

out some differences between markets ―In Chile the brand is very aspirational, 

especially among young consumers … in US, where it is considered medium 

priced, people are usually less involved and just want to have fun … whereas in 

Asia and Latin America consumers are more highly involved due to the relatively 

higher pricing‖. 
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Experiential marketing is also taken into consideration at Montes. ―Dealing with 

us has to be phantastic‖, states Carlos Serrano, who believes in the motto 

―Montes experience – a great experience‖. According to him, besides providing 

information the brand has also the role to transmit experiences to consumers. 

The winery has created a newsletter called ―Montes News‖16 to keep the contact 

with its clientele and to communicate it latest releases and achievements. 

Innovation here is also a key factor. ―We are constantly releasing new products 

that generate excitement in the press. The press is always looking for novelties 

from us.‖, says Eduardo Stark.  

The company has been extremely successful in creating brand awareness and 

loyalty among its target consumers through press endorsements. This is very 

evident by the constant presence of the brand in main wine magazines around 

the world. The table below shows the latest awards and reviews that the 

company has received recently. 

Table 10 Press reviews selected media – Viña Montes 
Source: company´s website  

 

Another important element on the marketing strategy of Montes is the 

remarkable logo of the angel. ―This is due to the grand fondness and faith of our 

founding partner Douglas Murray has in them. He is certain of their unfailing and 

                                                 
16

 To see more details on Montes newsletter refer to appendix 
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continuous support.‖ (Company´s website) The logo enables consumers to follow 

the brand across the several product categories and is an important element of 

their brand identity. 

 

4.2.5 Exclusivity and strategic advantage 

The Chilean wine industry has clearly undergone considerable repositioning. Until 

the 1980´s it produced cheap wines for the domestic market. Today, some 60% of 

all wine is exported. During this transition, Chile experienced how difficult it can 

be to pass certain price points. The country is generally perceived as a producer 

of good popular premium wines, which makes it hard to pass the related price 

points and trade up to the more premium segments. (Heijbroek, 2006) 

However, Montes recognized this issue very early and has developed a strong and 

clear winning strategy based on the following principles: 

- Supply-driven: the company sells what it can, based on production conditions 

that can meet its quality requirements (no volume push). ―We produce as much 

wine as the quality allow us … if we don´t find the style that we want such as 

ripeness and soft tannins we simply do not produce‖. (Aurelio Montes Jr.) 

- Focus on high-quality: the popular segment of the market with its strong price 

pressure is avoided. 

- Export focus: very strong orientation towards the export market. They are 

present in over 70 countries worldwide, 94% of all wines are exported. 

- Flexible business model: capital investment and fixed costs are relatively low. A 

winery is invested in only when volumes require it. To this day most of the 

grapes processed are bought from independent growers and most of the 

processing capacity (winery) is leased. 



 
Thesis Wine MBA 2008/09 

Managing Premium Wine Brands in Emerging Countries  
Rodrigo Lanari 

53 

- Full and stylish brand ladder: from premium to ultra premium, enabling 

consumers to follow the mood and occasion of the moment. 



 
Thesis Wine MBA 2008/09 

Managing Premium Wine Brands in Emerging Countries  
Rodrigo Lanari 

54 

Table 11 Summary of brand elements – Viña Montes 
Source: interviews 
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4.3 Case study: Bodega Catena Zapata 

Table 12 Company Profile  
Source: www.catenawines.com 

Origin Argentina - Mendoza

Founded 1902

Exports (as % of production) 65%

Production 250.000 cases
 

 

4.3.1 Company background 

Led by the quiet and revolutionary Nicolás Catena, Bodega Catena Zapata is 

among the leading premium wineries in the New World. According to Decanter 

Magazine, who elected him Man of the Year 200917, ―growing up in an era when 

it would have been laughable to think of Argentina as a serious wine power, 

Nicolás Catena became the leading architect of his country´s transformation 

from gaucho bumpkin to quality wine exporter.‖ 

It is clear though that Catena has revolutionized the local wine industry and is 

responsible for transforming the country into a quality wine exporter. The 

winery, along with Peñaflor group, is among the leading wine exporters and by 

far ranked the first premium producer from Argentina, with a total production of 

165.000 cases exported to over 50 countries averaging 49,00 USD per 9 lts case. 

 

4.3.2 History and culture 

Besides having a relative long history compared to other Argentinean wineries, 

Catena has always pioneer in what it has done over time. The story is described 

by them as a ―story of how we have passed our knowledge from father to son, 

and daughter, across the generations and blended that collective memory of 

family with state-of-the-art science from the new world of viticulture. It is a tale 

                                                 
17

 Decanter is Britain´s most respected wine magazine. The Man of the Year is one of the most prestigious 

accolades of the wine industry. The past three Decanter Men of Year award were Christian Moueix in 2008, 

Anthony Barton in 2007 and Marcel Guigal in 2006. Nicolás Catena also figured at “The Power List 2009” 

from the same magazine. 

http://www.catenawines.com/
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of taking risks, of backing a hunch, of making a giant leap of faith, of enjoying a 

little luck along the way, to make our treasured terroir in Mendoza the 

fountainhead for the wines that carry our name.‖ (Company´s website) 

In late 1800´s, Nicola Catena boarded a ship from Italy to cross the ocean in 

search for more prosperous life. Described as a tireless optimist, he firmly 

believed he had found the promised land in Mendoza, where he planted his first 

Malbec vineyard in 1902. At that time he suspected that Malbec would find his 

hidden splendor in the Andes, which was proved to be true several decades later. 

His son Domingo, inherited that dream and took the winery to the next level, 

becoming one of the largest vineyards in Mendoza.  

Years later, Domingo‘s eldest son Nicolás (named after his grandfather) 

graduated from the university with a degree in economics and joined the family 

business in 1963. The quiet academic changed his family´s bulk wine into a 

bottled brand. ―The first decision I made was to bottle under our own name.‖ 

says Catena18.  

In the early 1980´s, Nicolás left Argentina to become a visiting professor of 

economics at Berkeley. There he spent most of his weekends visiting Napa Valley 

the Mondavi operation, their investment in research and could appreciate what 

they were achieving in terms of quality, I felt truly inspired. I thought: my God, 

why not try this in Mendoza? I always think of that visit as the magic moment 

that changed my whole concept of winemaking.‖ reminds him. He returned to 

Argentina resolving nonetheless but to improve the wines and sold all facilities 

that were making non-premium wines.  

Until 1990 Argentina was still known only as an exporter of cheap wine, but the 

Catena´s priced at USD 13-15, were instant hits in the US. ―The fact that I had 

no trouble selling this vintage at those prices changed everything‖ states Catena. 

                                                 
18

 All statements from Nicolás Catena were extracted from his interview published at Decanter Magazine 

article “Decanter Man of the Year 2009”, april 2009. 
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The business today is in the hands of his son Ernesto, and Laura. ―They joined 

entirely of their own accord. We never put any pressure on them but everything 

changed in them as they were having their own families. It was as if they needed 

to rediscover their own roots.‖  

 ―My aim is to be as close as possible to the great French wines in terms of world 

ranking, but with my father´s comments at the back of my mind, I feel it´s 

almost impossible.‖, explains Nicolás. As we can see, the story of Catena can be 

best synthesized as a tale of great achievements and above all the quest of a 

visionary family to produce world class wines.   

 

4.3.3 Product attributes 

The product attributes at Catena have all the components of luxury wineries as 

note in the main literature such as: the quest to reach the highest quality 

possible, attention to details and production integrity. 

After visiting Mondavi´s facilities Nicolás came with the clear idea to produce 

quality wines: ―I immediately saw the level of commitment both to the winery 

and the vineyard, I was attracted by the energy and enthusiasm. And I thought : 

there is no reason why we can´t do this in Mendoza. From then on, I wanted to 

produce wines that would compete with the very best in the world.‖ The quest 

for quality is also well explained by Jorge Crotta, export manager Latin America: 

―Catena is obsessed with quality. He still tastes all the wines before being 

released to the market.‖ 

He organized research groups to study the various microclimates of Mendoza to 

determine the best growing locations. He began researching vines to determine 

which clones were best suited for the Mendoza countryside. Nicolás taught his 

employees to stress the vines in order to produce low yields. ―The concept that 

less was actually more was very revolutionary for the Argentine wine industry,‖ 

stated Nicolás. When the microclimate research results came back, the reports 
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pointed up – up towards the mountains. Catena invested heavily in high altitude 

vineyards closer to the base of the Andes Mountains. 

Keen to share his successes, Catena credits Laura with the discovery of the 

effects of sunlight intensity. The higher the intensity, the higher is the 

transformation of bitter tannins into smooth tannins.  

Trial and error, and trial and success, have led Catena to a uniquely New World 

view of the terroir. Differently from other wine regions, the physical composition 

of soils is not relevant because humidity is controlled through irrigation. The 

relevant terroir factors affecting aroma and flavor are temperature and sunlight 

intensity. Catena pioneered in the concept of blending wines from different 

altitudes. ―Wines blended from different altitudes and temperatures may be less 

concentrated than the wine from the highest altitude and the lowest 

temperature, but there is greater complexity and elegance‖, concludes Nicolás. 

Production integrity can be easily noticed by the fact that Catena decided to sell 

all the family wineries that were producing non premium wines. His vineyard 

director, Alessandro Sejavonich states: ―Whenever he comes to the vineyard, he 

wants to discuss technical matters in a very academic way. But also if we are 

doing some research he wants to know precisely why. We have to justify the 

experiment commercially.‖ 

Instead of spending money in publicity, the company focused most of its 

investments into research & development. Jorge Crotta reminds that in 2008 

alone the winery performed over 500 micro-vinifications for different experiment 

purposes. ―Most of them ended up in anything‖, he states.  

The long term vision and exclusivity is also reflected in their production concept. 

―Our top wine, Nicolas Catena, has a very limited production of 1500 cases / 

year and we do not grow more than 100 cases per year. This shows our 

commitment to quality … this top wines can last for 20-25 years from the time 
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the vine is planted until it is consumed‖, explains Crotta. All the efforts to keep 

the high quality levels at Catena have given the winery an outstanding credibility 

as explained in the next section. 

 

4.3.4 Marketing and endorsements 

Catena realized very soon the importance of building up a high reputation among 

consumers and the general marketplace. Inspired in 1980´s by Robert Mondavi, 

the winery began a process of revolution in Argentina that had a tremendous 

impact on the whole industry and consequently on opinion makers and the press.  

The winery does not invest heavily in publicity but transmits very clearly its core 

values of heritage, reliability and premium quality. The family‘s values and 

heritage are constantly transmitted through the media, by showing the transition 

to the 4th generation – Laura Catena is often seeing with her father as 

representative of the brand19.  

Instead of investing in publicity the winery prefers to put its efforts on improving 

the quality and consistency of its wines. ―we don´t spend massively in publicity 

compared to other wineries … but rather prefer to investing in research and 

developing, and therefore in quality‖, affirms Jorge Crotta.  

According to him, you cannot fully depend in getting the highest ratings and 

awards, but need to constantly improve the quality. ―Off course, the press 

reviews influence our sales but one time they can be outstanding, the other day 

not‖ says Crotta. Nevertheless the bodega has always been very well recognized 

by the trade and international critics as we can see below: 

―Nicolás Catena is justly credited with putting Argentinean wines on the world 

map – by the best expedient of focusing entirely on quality. It´s great to know he 

has started a wine dynasty, too.‖ Jancis Robinson – MW 

                                                 
19

 The latest publicity campaign with Laura Catena is shown on appendix. 
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―Nicolás Catena is a man of vision, of high intellect, always curious about the 

others and about how the world is developing. He has been instrumental in 

changing the Argentinean wine scene more than anybody else, pushing it towards 

high quality and intelligent marketing.‖ – Baron Eric de Rothschild – Domaines 

Barons de Rothschild 

―Argentina´s greatest visionary is Nicolás Catena, and his crusade for high 

altitude vineyards and conservative viticultural practices has resulted in one 

after another breakthrough wines that have pushed Argentina to the forefront of 

the modern winemaking revolution.‖ – excerpt from 100 greatest wine estates by 

Robert Parker Jr. 

The number of accolades that the wines from Catena have received recently 

shows very clear the outstanding reputation of the winery among the most 

influential wine critics 

Table 13 Press reviews selected media – Bodega Catena Zapata 
Source: company´s website 

 

Catena also embarked on an advertising program aimed at communicating the 

health benefits of wine consumption. More specifically a recent study performed 

by Professor Roger Coder, head of the Department of Experimental Therapeutics 

at the William Harvey Research Institute in London, showed that wines from high 

altitude vineyards are even better from preventing heart attacks due to the 
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particularly rich presence of polyphenols in these wines20. As we can see the 

winery has been always taking the forefront initiatives in academic studies and 

research.   

Another interesting element of the image of the winery is their most recent 

building built in 2001. The Mayan-style winery was specially built to produce 

premium wines. While admiring the distinctive French ―chateaux‖, the vintner 

wanted his new Catena Zapata winery to express authentically its unique South 

American, mountainous setting, in contrast to Europe and the Old World. The 

design of the building is inspired by the indigenous pre-Columbian Mayans who 

lived in a similarly mountainous area, used irrigation and were highly advanced in 

mathematics and architecture. Mayan temples were presumably erected in 

homage to the gods and the new building in Mendoza represented a spectacular 

temple to premier local wines.   

Another successful marketing initiative employed by Nicolás Catena was to 

showcase his icon productions along with other world class renowned wines. In 

2000 he decided to launch a new icon wine at a significantly higher price point 

than his previous bottlings. Following the recommendation of his international 

distributor, he sponsored a series of highly publicized blind tastings in the U.S. 

and the U.K., pitting his top Cabernet blend, Nicolás Catena Zapata, against 

some of the world‘s most reputable wines including: Chateau Latour, Haut Brion, 

Caymus and Opus One. His goal to validate the wine‘s quality and justify its price 

was achieved. Catena was ranked first at seven of the nine tastings and placed 

second at the other two     

 

4.3.5 Exclusivity and strategic advantage 

Nicolás Catena has been one of the key personalities responsible for the 

remarkable transformation of Argentina from a mass producer of relatively poor 

                                                 
20

 This study was published at Nature magazine. For more information refer to: Corder, R. et al.(2001) 

Endothelin-1 synthesis reduced by red wine. Nature 414, 863- 864. 



 
Thesis Wine MBA 2008/09 

Managing Premium Wine Brands in Emerging Countries  
Rodrigo Lanari 

62 

quality table wines for an undifferentiated domestic market to major 

international competitor in fine wines. According to a study published by Steve 

Stein, the main macroeconomic reasons for this transformation were: (I) the 

country‘s long tradition of wine production provided a foundation on which to 

build, (II) Argentina possesses a large domestic market that, although weakened, 

has been substantial enough to provide a reliable cushion for industry change and 

(III) conditioned by a perennial ―culture of crisis,‖ Argentines have learned to 

maneuver in order to lose the least or to make the most of an uncertain 

environment. (Stein, 2008)  

As we have seen in this study, Catena gained a significant strategic advantage 

compared to its counterparts due to the following reasons: 

- Early inclination towards premium: when no one in the region was 

targeting the quality segment, Catena decided to sell his non premium 

wineries and focused just in quality 

- When quality means quality: the concepts of production integrity, 

attention to detail and premium positioning were fully applied in the 

whole production process 

- Unique concept of high altitude wines: Catena took the risk and was 

convinced that he could produce better wines in high altitudes. And he 

was right. 

- Marketing supremacy: Catena observed first-hand the rise of the Napa 

wine phenomenon, literally sitting at the feet of Robert Mondavi and 

applied his most successful concepts 
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Table 14 Summary of brand elements – Bodega Catena Zapata 
Source: interviews 
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4.4 Case study: Viña Errázuriz 

Table 15 Company Profile  
Source: Interview, Statistics Vinas de Chile  

Origin Chile - Aconcagua Valley

Founded 1870

Exports (as % of production) 96%

Production 580.000 cases
 

 

4.4.1 Company background 

Viña Errázuriz is among the most traditional and well reputed wineries from 

Chile. Founded by Don Maximiano Errázuriz in 1870, today the tradition of quality 

lives on with his descendant Eduardo Chadwick, the sixth generation of the 

family to be involved in the wine business.  

Eduardo has overseen the modernization of the winemaking technology at this 

historic estate while maintaining a distinct identity for its wines. ―Dedicated to 

producing estate grown wines of superior quality, Errázuriz has built a reputation 

as the Best of Chile", states the website of the company. 

Their icon wines such as Don Maximiano, Seña and Viñedo Chadwick became 

worldwide recognized, after being blind tasted and wined against the most 

prestigious French and Italian wines in the world in the event known as ―The 

Berlin Tasting‖. The company is among the top 10 wineries in export value and is 

present in more than 80 countries with an average FOB of USD 49,48 per 9 lts 

case21.   

                                                 
21

 This data refers to the period May 2008 – June 2009. Source: Viñas de Chile. For more information refer to 

appendix.  
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4.4.2 History and culture 

Since it was founded Viña Errázuriz has pioneered in whatever it has done. When 

most of the Chilean family wineries were establishing themselves in the Maipo 

region, south to Santiago, Don Maximiano decided for the Aconcagua Valley, 100 

kilometers north of the capital. Recognizing that this valley, with its cool, rainy 

winters, hot, dry summers and moist Pacific Ocean breezes, was ideal for 

growing grapes, Don Maximiano sent for the finest clones from France and with 

tenacity and perseverance transformed this barren land into a world-class 

vineyard. When he planted his vineyards he commented: ―Grapevines should be 

carefully tended and treated like a work of art, since their life span runs parallel 

to that of humans. A vine should be educated, cared for, and trained like a man; 

it should not be allowed to grow unoriented, because to bear fruits, it must not 

extend its branches in vain.‖22  

Several decades later Don Maximiano´s descendant, Eduardo Chadwick, was part 

of the quality revolution that took place in Chile during the 1980´s. He was one 

of the first to brought new winemaking technologies such as: sustainable 

vineyard management, new irrigation techniques, high tech stainless steel tanks, 

top quality barrels, etc. ―At that time, technology was not at the same level as 

the potential of the terroir‖ reminds Nicolás Saelzer, Export Director of Viña 

Errázuriz. 

The company continued to lead the innovation initiatives and in 1994 was the 

first to bring Sangiovese and Syrah to the country. The year of 1995 was a 

remarkable period for Eduardo Chadwick when his joint venture project with the 

Mondavi family resulted in the release of the first icon wine from Chile. Seña23 

began as a symbol of the vision of these two winemaking families, and the 

fulfillment of their shared dream to realize the potential of the Chilean wine 

                                                 
22

 Extracted from the book “Chilean wine – the heritage” from Rodrigo Alvarado pp. 123 
23

 In the Spanish language, the word Seña is rich with nuance and meaning. It implies a distinguishing mark 

or personal signature. 
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country by creating a truly world class wine. The release of several other 

important icon wines such as Almaviva, Montes Alpha M and Clos Apalta marked 

a new period for the Chilean wine industry. 

And then in 2004 Eduardo revolutionized the whole Chilean industry by 

positioning his two icon wines, Viñedo Chadwick and Seña, ahead of the French 

classics first growth and Italian cult wines in front of a panel of 36 journalists 

from around Europe. The event became known as ―The Berlin Tasting‖24.  

When asked about whether the vision to be a premium winery was set since the 

foundation, Nicolás Saelzer gave an historical answer by repeating the founder´s 

statement: ―From the best land, the best wine.‖   

 

4.4.3 Product attributes 

The quality attributes commonly seen in premium wineries is also noticed at Viña 

Errázuriz. From the 1980´s onwards the company has always being pioneer in 

bringing the latest technologies for improving the vinification and hence the 

product quality. Attention to detail, production integrity and innovation are the 

main elements in the production process. 

When the winery received the 2008 Winery of the Year award from the Wines of 

Chile association, Eduardo Chadwick emphasized: ―This award affirms years of 

work by many people who, through their efforts and passion, have made Viña 

Errázuriz an example of the concern for detail and an ongoing quest for 

excellence.‖ 

Through its vineyards Viña Errázuriz strives to produce fine wines by controlling 

every stage, from managing its vineyards in the Aconcagua Valley to the 

                                                 
24

 “The Berlin Tasting” is a reference to “The Judgment of Paris” a wine competition organized in 1976, in 

which French judges did blind tasting of top-quality wines from France and California. California wines rated 

best in each category, which caused surprise as France was generally regarded as being the foremost producer 

of the world's best wines.  
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enological process through natural and sustainable techniques. There is a strong 

emphasis on the delicate managing of the wines, with the aim of producing 

elegant and complex wines.  

The vineyard of their wine Seña is managed following the biodynamic 

principles25. In the words of Eduardo Chadwick: ―I want Seña to be a unique 

terroir wine that tastes of where it is grown, and I am convinced that moving into 

biodynamic viticulture will get us there‖. 

Innovative practices are also present at the production process. Nicolás Saelzer 

reminds that the company ―was the first to produce wines with 100% wild 

yeasts.‖ Now it resulted in a special product range called Wild Ferment. These 

wines are made by fermenting the grapes with the native yeasts that are 

naturally present on their skins. These native strains provide a broader 

combination and proportion of biological products than commercial yeasts do 

because of the stressful conditions that native yeast are subjected to during the 

fermenting process, and this allows the wine to develop distinctive aromas and 

flavors that bring more complexity.   

The winery still looks for new territories to be explored. The most recent one is 

the ―Aconcagua Costa‖, a new viticultural region just 14 km away from the 

Pacific Ocean that was first planted in 2005. As we can see, the same 

adventurous spirit from the foundation of Errázuriz is still alive.  

 

4.4.4 Marketing and endorsements 

Viña Errázuriz has a very clear marketing strategy when approaching its target 

markets. ―First, we look for agents of excellence to establish solid partnerships 

wherever we go‖, explains Nicolás Saelzer. According to him, these agents must 

                                                 
25

 Biodynamic agriculture is a method of organic farming that treats farms as unified and individual 

organisms. The practice of biodynamics in viticulture has become popular in recent years in several growing 

regions, including France, Italy, Germany, Australia, Chile and the United States.  
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have a good penetration in the premium markets and know how to generate an 

impact on the media and opinion makers. The company also maintains a 

periodical Newsletter, called ―Good to know‖, to keep the trade up to date with 

the latest information about the winery main projects, awards, etc26. 

Another important concept for brand building is to start with a good positioning 

of the premium products in specialized stores and restaurants and then enter 

with the entire product range. According to Nicolás Saelzer ―this generates and 

umbrella effect‖.  

Nicolás highlights the importance of the brand as an element that transmits 

trust. According to him the Errázuriz brand has a strong image of consistency and 

quality. ―Our research reveals a high rate of repeat purchases among our 

consumers … showing a high degree of brand loyalty.‖  

One of the distribution strategies of the company is to have a dedicated person 

in each of the main markets. ―In order to manage our distribution well, we have 

to understand the peculiarities of our key markets‖. He explains for instance that 

the direct sales are a very representative sales channel in the Brazilian market, 

whereas in Japan is almost non-existing. He also explains that the ―umbrella 

effect‖ of premium products is particularly efficient in emerging markets such 

as: Russia, India, China and Brazil.   

The premium positioning of the winery is strengthened through positive press 

reviews and awards. The company recently received the ―Producer of the Year 

2008‖ from International Wine & Spirit Competition Awards and in the same year 

the ―Winery of the Year‖ by Wines of Chile. 

But the event that had the largest positive impact for the reputation of Errázuriz 

premium wines was the so called ―The Berlin Tasting‖. Thirty-six of Europe‘s 

most highly regarded wine journalists, writers and buyers met in Berlin to blind 

                                                 
26

 For an example of the Newsletter “Good to know” refer to appendix. 
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taste sixteen wines. In an historic decision, established French classics such as 

Chateau Lafite, Chateau Margaux, Chateau Latour, and Italian cult wines 

Tignanello, Sassicaia, Solaia and Guado al Tasso were placed by judges a 

distance behind the two winning wines, both from Chile. The results are shown 

below: 

Table 16 The Berlin Tasting − results 
Source: www.theberlintasting.com 

 

Several other editions were repeated around the world including: Brazil, Tokyo, 

Toronto, Copenhagen, Beijing, Amsterdam and London. The event had an 

immediate impact in the press: 

―One enterprising Chilean wine producer, Eduardo Chadwick of Viña Errázuriz, 

has managed to organise a similar evolutionary milestone for the Chilean wine 

industry − or at least of his own wines… at what will be doubtless come to be 

known in the history of Chilean wine as the ‗Berlin Tasting‘.‖ – Jancis Robinson, 

Financial Times, February 2004 

―The victory was conclusive for Eduardo Chadwick (Viña Errázuriz). Why did the 

tasters put his wines first, second and fourth? Simply because they are very good 

wines indeed.‖ – Steven Spurrier, January 2004 

 

http://www.theberlintasting.com/
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4.4.5 Exclusivity and strategic advantage 

One of the most important challenges for the Chilean wine industry is the 

development of an image that provides a favorable positioning and a clear 

differentiation in other regions of the world. Positioning adequately the brand in 

the foreign markets, developing better and deeper market research to 

understand more in detail the consumers from diverse nations, and identifying 

adequate channels of distribution in each new market, are all relevant aspects 

where marketing can make a huge contribution.  

The main components of the premium positioning of Viña Errázuriz has been 

achieved due to the following aspects:  

- A good combination of tradition and innovation: the winery has been 

innovative in terms of wine production (latest equipment and 

technologies) and viticulture (exploring new wine regions). And at the 

same time has kept the tradition of remaining family owned. 

- Strong identity: given by the owner Eduardo Chadwick responsible for 

spreading the word about Chile as a world class appellation, and the 

strong relation of the winery to its region of origin (Aconcagua Valley)  

- Marketing and distribution expertise: through a clear focus on choosing 

―agents of excellence‖, having dedicated people in the main markets and 

starting by a good positioning of the premium portfolio, Errázuriz has 

created a solid brand presence in the key markets 

- Berlin Tasting: the event was a milestone in the history of the Chilean 

wine industry and consolidated the premium positioning of Errázuriz wines 

among the bests in the world. 
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Table 17 Summary of brand elements − Viña Errázuriz 
Source: interviews 
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5. Presentation of findings 

The cross-case analysis revealed a number of key themes that emerged from the 

data. The findings will therefore be presented around these key themes, with 

reference to each of the individual case studies previously presented. As noted 

before, in addition to the interviews other sources of information were used to 

triangulate the data27.   

This section will present the main patterns that have emerged and also the 

differences between these findings and the views of other authors. 

 

5.1 History and culture 

Independently of their age, the importance of history was self evident in each 

case. A great emphasis on the pioneering history of each winery was observed. 

Stories of people were often related to the actions of founder and previous 

owners. Nicolás Catena has revolutionized the wine scene in Argentina by 

cultivating in high altitude and getting rid of non premium facilities. Errázuriz 

was the first to believe in the potential of the Aconcagua region and took the 

challenge to blind taste its wines against the most prestigious Old World icons. 

Aurelio Montes leadership brought a revolution to quality standards with the 

development of the Apalta valley and the innovation of slope plantations in the 

region. And Achaval-Ferrer discovered an abandoned spot and transformed it into 

one the most prestigious vineyards from South America. 

Stories of product are also very frequently seen as one of their success factors 

where innovation plays a key role. Montes and Errázuriz both pioneer in 

developing ultrapremium category in Chile (Alpha M and Seña respectively). 

Achaval-Ferrer designed a unique concept for their product ranges, each of them 

                                                 
27

 The other sources of information were books, internal documentation, information on the internet, etc. For 

more information on the sources of each case refer to appendix. 
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symbolizing a specific purpose (Fincas, Quimera and Malbec Mendoza). Catena 

pioneered in the concept of blending wines from different altitudes. 

Their brand identity and values are very strong related to the family or founder. 

Differently from many other industries the human personality has a strong 

influence on each brand. It is clear in all cases the strong relation between the 

owner and the brand and the blending of both gives the values of each brand. 

Aurelio Montes, Nicolás Catena, Eduardo Chadwick, Manuel Ferrer and Santiago 

Achával personify their brand values and are brand ambassadors of their wines in 

export markets. This, together with their supportive policies, helped to retain a 

link to the past and to strengthen the emotional link with their customers, 

becoming an important element of their brand identity. 

Nevertheless, all firms show a high degree of professionalization. This becomes 

evident by the level of autonomy shown by the executives that were interviewed 

and the communication of the culture and values of each company within their 

staff.  

The cases differed as to whether they had deliberately set out to target the 

premium market. Most of them agreed that their strategy had been emergent. 

Some were fairly deliberate, with one producer setting out over their foundation 

to make the very best quality product. Errázuriz gave an historic answer saying 

that since beginning their purpose was ―from the best land, the best wine‖. 

Achaval explained that they planned to be premium since the beginning but 

―there was some fine tuning on the way‖. Montes is considered to be one of the 

first in the country to focus exclusively on the export of quality wines. And 

Catena undertook deliberately strategic moves to exploit emergent situations 

when decided to produce only premium. Therefore, there was a combination of 

value-driven emergence and planning in each case. 
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Table 18 Summary of findings − History and Culture 

5.2 Product attributes 

The dedication to product quality is self evident. Firms often described their 

philosophy in what can be classified as ―product concept‖. Great emphasis is put 

on the ability of the vineyard to produce high-quality products that were both an 

expression of place, vintage and the company‘s winemaking abilities (terroir). 

Each producer saw that this emphasis on quality gives them significant 

credibility.  

As part of their commitment to product integrity, the firms all kept the volumes 

of product low, as vine yield has a direct impact on final wine quality and 

perceived scarcity was believed to be important to positioning. The case of 

Achaval and the low production yields illustrates this concept, as well as for the 

other premium products from Catena (Nicolás Catena), Montes (Montes Alpha M) 

and Errázuriz (Seña, Don Maximiano and Viñedo Chadwick). They also realized 

that giving a link between a certain place and their positioning, meaning that 

there will be a limited amount of wine, allow them to achieve higher prices.   

In each case, the dedication to quality and the refusal to take shortcuts formed a 

crucial part of each firm‘s marketing strategy. Achaval did not produce Finca 

Bellavista for two consecutive years due to hailstorms in the vineyard, Catena 

does not increase the production level of its top wine (Nicolas Catena) to 

maintain the quality, production levels at Montes are defined by the quality 
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requirements and Errázuriz is producing Seña following biodynamic principles 

which restricts production levels. 

Product innovation also plays a very important role in all firms observed. Montes 

has several product innovations such as the first premium Syrah (Montes Folly), 

first premium Carmenere based (Purple Angel) and first premium rosé wine from 

Syrah; Catena invented the concept of blending different altitudes wines and was 

the first to discover the positive effects of sunlight intensity over Malbec in 

altitude; Errázuriz developed 100% wild yeasts wines and Achaval explored the 

differences of terroir in each of its single vineyards. 

Table 19 Summary of findings − Product attributes 

 

 

5.3 Marketing and endorsements 

All of the companies analyzed were highly acclaimed by the press and wine 

critics. They were considered to be the best in their categories. The press 

reviews often mentioned the outstanding quality of their products and their 

innovative product concepts that have revolutionized the entire industry. This 

helps to increase their brand awareness and has a positive impact on final 

consumers.  
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They tend to know who their customers are, although they all state that it was 

difficult to generalize about them. Most of them considered their consumers as 

experienced people that can distinguish the quality of their products and have a 

high degree of brand loyalty. 

Although most of the cases mentioned ―we do no marketing‖, meaning most of 

the times that they do not spend with publicity, they all show to know very well 

how to apply the best marketing practices. Montes ability to establish a good 

presence in the On Trade channel was crucial to getting a good reputation in the 

export markets, Catena literally sit at the feet of Robert Mondavi and applied his 

most successful marketing concepts, Eduardo Chadwick put his wines at the same 

level as the most prestigious in the world and Achaval-Ferrer had a great ability 

to establish a good emotional link with final consumers. Attention to detail also 

came through in their marketing materials, communication and knowledge of the 

markets. 

All wineries studied were very knowledgeable about their distribution agents. 

They also place a great deal of emphasis on selecting agents and distributors, 

considering them as very important to build up the brand in their markets. They 

were often called ―brand ambassadors‖ and ―agents of excellence‖.  

Table 20 Summary of findings − Marketing and endorsements 
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5.4 Strategic advantage 

Successful brands have the capability of identifying the product of a particular 

firm as having a sustainable differential advantage (Doyle, 1990). ―Sustainable‖ 

means an advantage that is not easily copied by competitors. It means simply 

that customers have a reason for preferring that brand to competitor´s brand. 

Successful brands are always brand leaders in their segments.   

All companies analyzed were extremely efficient in creating sustainable 

advantage mainly due to the fact that they were first movers and have a high 

level of innovation. They were often exploring new production regions 

(Aconcagua in the case of Errázuriz, Apalta for Montes, high altitude vineyards at 

Catena, and Finca Altamira for Achaval). They have also developed new 

production concepts (ultrapremium wines for Montes and Errázuriz, blend of 

altitudes for Catena and terroir concept at Achaval).  

Another source of sustainable advantage is the fact that these brands have a 

strong link to their founder´s personality. The outstanding reputation through 

their pioneering efforts gives them an advantage that cannot be easily copied by 

competitors. It simply means that it is not easy to beat the achievements of a 

Nicolás Catena or Aurelio Montes.  

Last but not least these companies have been extremely successful in 

establishing an emotional link with it clientele through their unique stories and 

long lasting presence in the markets. Consistency and long term vision have 

played a very important role in this process. 
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Table 21 Summary of findings − Strategic advantage 
 

 

 

5.5 Research results and the branding literature 

This section will touch on the results obtained and the views of various other 

authors. The purpose is to contrast the vision of the author of this study with the 

previously literature presented. 

The framework of the case study was based upon previous studies from Michael 

Beverland, mainly on the proposed components of luxury brands (Beverland, 

2004) and his research called ―Uncovering theories in use: building luxury wine 

brands‖. However, this study did not focus solely on the practices of successful 

brands in export markets and the research did not provided in depth case 

studies. While his studies focused mainly on the practices of luxury marketers, 

this research sought to address the best practices of premium producers and 

therefore is context specific. 

The level of awareness on the differences between wine brands and other 

consumer goods brands (Lockshin and Rasmussen, 2000) was fairly good among 

the companies presented. They took into consideration the specificities of the 

long product cycles and the complexity of the wine nature. Although they 

instinctively recognized that connoisseurs and aspirational consumers were the 

most likely to buy their wines, they did not show a deep knowledge of who these 

consumers are and which habits they may have.  
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Also, they could better explore the multitude of brand building sources to draw 

upon that go beyond the basic product attributes. In other words, wine brands 

still fall into the product attribute fixation trap (Aaker,1996). However, 

compared to their counterparts, these brands were exploring other sources of 

brand building sources and using ―experiential marketing‖ such as cellar door 

visits and blind tastings. These brands seem to understand the concept that ―… 

premium brands are more than just great wines grown in an exceptional place 

and elegantly bottled … instead of emphasizing the packaging, they work on 

emotional link they create with their customers‖. (Resnick, 2008) 

The executives interviewed show to consider the constraints and favorable 

conditions to build brands and seem to be aware of the main barriers for brand 

building (Aaker, 1996), mainly the following: proliferation of competitors, 

pressure to compete on prices and short-term pressures. They seem to take 

rather a pro-active approach towards these barriers by acting on differentiation, 

premium price positioning and long-term vision. The favorable conditions for 

successful branding pointed by Perreault and McCarthy (2002) are taken into 

consideration and were often mentioned during the interviews, such as: (I) the 

product quality has to be consistent and be the best value for the price (―to 

overdeliver‖ was a common expression mentioned in the interviews), (II) the 

product has to be easy to identify and (III) demand has to be strong enough as 

the market price can be high to make branding effort profitable.  

The classification of Jamie Goode of ―branded‖ wines and ―estate‖ wines 

(Goode, 2006) does not apply to the firms presented in this study. First because 

they did not fall into one of these categories, since they show a combination of 

characteristics from both. They are estate wines and brand wines at the same 

time. Second, because they prove to be strong brands without losing the 

sophistication and tradition. This proves that, differently from what Goode 

states, ―wine does suit brands‖.   
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 6. Conclusions and managerial implications 

This research sought to provide useful insights into the literature of premium 

brands and to address the following issues: (I) the actions of leading wineries and 

the components of their branding strategy, (II) how these brands are maintained 

over time and (III) if there are any branding specificities for the emerging 

markets. 

This study is one of the first to systematically examine the actions of premium 

wineries through rich and detailed case studies. The results showed that leading 

premium wineries share a set of common values and strategies. 

A great emphasis is placed on the pioneering history of each firm through sincere 

storytelling. They all share a strong belief that they have pioneered in 

something. The founding families personify the brand values, which are 

effectively communicated across the entire company until it reaches the final 

consumers. The unique story is an important component of their competitive 

advantage and at the same time is a differentiation device. 

The dedication to product quality and an innovative approach is self evident 

among premium brands. Besides paying fanatical attention to quality, these firms 

take the concept of product integrity very seriously, through maintaining 

production yields very low, refusing to take shortcuts on the production process 

and practicing an adequate price positioning. They also understand that 

innovation is crucial to maintain their leading positioning and keep their aura of 

exclusivity.  

Brand owners of leading premium wineries have an intuitive understanding of 

marketing, while rejecting traditional marketing practices such as mass 

advertisements. They have mastered how to establish an emotional link with 

final consumers and have often adopted successful strategies from their 

predecessors. The combination of product quality and marketing geniality has 
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resulted into a high level of recognition among the international press and wine 

critics.   

As a result of the above mentioned practices, successful premium wineries 

created a sustainable advantage due to the fact that they were first movers in 

their categories, have a high level of innovation and were able to keep a strong 

link to their founder´s values.   

The cases differed as to whether they have deliberately set out to target the 

premium market. Some were fairly deliberate, others agreed that part of their 

strategy has been emergent. Brand evolution is primarily and emergent process, 

although this evolution is guided by a strong set of values. Therefore, there is a 

combination of value-driven emergence and planning in each case, which 

answers the second issue of this study. 

Regarding branding specificities for emerging markets these firms see new wine 

drinking countries as an important target for their continuing development in 

export markets, but still have a limited knowledge of who their customers are. 

This explains partially why these companies do not adapt their strategies to the 

peculiarities of these growing markets. Future research focused on consumer 

habits in these countries could provide further insights as to which specificities 

these countries would require. 

In conclusion, this study is one of the first to examine the actions of premium 

wineries and the development of their brand´s components. As such it makes a 

number of contributions, which should be subject of further study. However, the 

results of this research should be interpreted with caution. 

The fact that the author has limited the scope of the investigation to marketers, 

without focusing on final consumers which is an important aspect of the brand 

image, may be a constraint. Further studies should seek to replicate these 

findings using a mix method approach (a grounded theory study with different 

luxury producers, as well as quantitative consumer approach). 
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While many of these findings are transferable to other premium producers, there 

are some that could be context specific. The deliberate focus on producers from 

just two origins should concern about these findings being limited to a particular 

cultural context. It is important to consider that these origins represent a 

specific category in the wine world scenario denominated New World producers. 

A replication of the method with Old World producers may results in different 

findings. Another direction for further research may be to analyze successful 

brands in different emerging countries and check if the same principles also 

apply.    

This investigation also gives an important contribution to Brazilian wine 

producers, as it indicates how leading premium wine brands are adopting 

successful strategies in this new wine drinking country. If local producers aim to 

achieve the same level of branding, they shall pay special attention to the ability 

of their counterparts to create an aura of exclusivity based on production 

integrity, pioneering history and an innovative approach. Future research may 

explore the challenges of domestic producers to achieve the same level of 

recognition as the leading premium world brands.      
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EXPORT STATISTICS - ARGENTINA 
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PRE-INTERVIEW FORM 

 

 



 
Thesis Wine MBA 2008/09 

Managing Premium Wine Brands in Emerging Countries  
Rodrigo Lanari 

92 

EXAMPLE CATENA ADVERTISEMENT 

Wine Spectator – July 2009 
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MONTES NEWSLETTER 

Montes News # 7 
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ERRÁZURIZ NEWSLETTER 

―Good to Know‖ Newsletter # 50 
 

 

 

 


