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Abstract
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In the last few years the wine market has been affected by a deep structural transformation due to the entry in the world
productive scenario of new competitors and for changing of the demand not only at geographical level but also for more and
more orientation of consumers towards the quality wines. This transformation has involved even the Italian wine sector, that
takes in the international wine scenario a significant importance, both in terms of supply and of the weight on the world wine
export. Recently, the Italian sector showed a remarkable ability front to the world economic and financial crisis thanks to its
ability to satisfy a diversified demand oriented toward the quality wines productions, more and more requested by the Italian
and foreign consumers.

The competitiveness analysis of Italian wine in the main partner countries, compared to the agri-food products, shows dif-
ferent scenario depending on the wine categories considered. In general results reveal an increasing competitiveness in some
markets, such as Asiatic, East or North European countries, which do not have a viticulture tradition and where the acknowl-
edgement of the health characteristics of wine and of the product as an expression of an Italian lifestyle are strategic factors for
the success of Italian wine. Contextually, emerges a disadvantage in traditional markets (France) and in new producing mar-
kets (USA). In this context is necessary to consider the peculiarities of each market that differ in terms of dimension, culture,
purchasing power, through the adoption of focused strategies.
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Introduction

Over the last few decades, the wine market has been af-
fected by a deep structural transformation due to globaliza-
tion and mounting international competition (Bernetti et
al., 2006). On the one hand, the entrance of new countries
on the world productive scenario, whose role is continual-
ly strengthening, set beside the traditional wine producing
countries of the “Old World”, such as France, Italy and Spain,
has led to an overall geographical reconfiguration of the pro-
ductive scenario. On the other hand, the demand for wine
has also registered a geographical change with a fall in the
traditional market, in line with social changes that have oc-
curred through time, and an increase in new consumer mar-
kets. Contextually, preferences and customs associated with
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wine consumption have changed with a general decline in the
quantity of wine sold and an increasing orientation of con-
sumers towards quality wines apt to satisfy more complex
needs than purely gastronomic ones, the function of which
is enriched with experiential, symbolic and hedonistic ele-
ments (Nosi, 2012). In 2007, a deep economic and financial
crisis was added to this changing process of the world wine
market; a crisis that involved indiscriminately all economic
sectors and, among them, that of agriculture and food, un-
til then characterized by a strong resilience ability compared
with other sectors. In the European scenario, that as assert
Plahuta et al. (2007) is a world leader in terms of wine pro-
duction, world’s wine growing-areas, consumption and trade,
the role of Italy is relevant, both in terms of supply, increas-
ingly oriented towards designation productions (ISMEA,
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2012), and export, absorbing in 2011 about %4 of world export
(OIV, 2012). Furthermore, Italy has one of the longest and
most important traditions, producing a great variety of wines
from a number of geographically different regions (Bernetti
et al., 2006). Wine is, in fact, one of the most representative
products of the ‘Made in Italy’ food productions, that, thanks
to its high quality and marked distinction, has contributed to
the strengthening of the reputation of Italian products in the
world as an offer of excellence, strongly tied to the territory
(Carbone and Henke, 2012).

The aim of this paper is to analyze the competitiveness of
Italian wine on the international market, with specific refer-
ence to sparkling wine, bottled wines and cask wine of less
value, in relation to their weight in the more general context of
agri-food trade. In particular, we intend to verify the changes
in Italy’s competitive position during the period 2000-2012,
related not only to structural changes of the sector, but also
to the entrance into force in 2009 of the new common orga-
nization of the market in wine, and to the deep economic and
financial crisis in Italy and in the world.

After outlining the reference frame of the Italian wine sec-
tor as seen on the wider international scenario, this work will
illustrate the working method used to respond to the aims
of the research. Then, the results of the analysis of the com-
petitiveness will be described and discussed. The paper ends
with some final remarks by the Authors.

The Italian Wine Sector
in the International Scenario

Italy takes on a role of relevant importance on the interna-
tional wine scenario, with a concentration in 2011 of 10.2%

Table 1
World vitiviniculture scenario (value in %)

of surface under vineyard, and 15.7% of the world wine
supply, preceded only by Spain and the United States, and
24.4% of the world export, proving itself as the main exporter
(OIV, 2012) (Table 1). The dynamics registered in the period
2000-2011 confirm the change of the world competitive sce-
nario which had begun some decades earlier, marked by a
reduction in the market shares held by the main European
producers who, nevertheless, continued to maintain leader-
ship in the world market, in favour of emergent producers,
particularly China, Chile, Australia and the USA, who have
appeared more recently on the global competitive market, but
where there are lots of large size firms which have achieved
good performances and high market shares, while applying
targeted marketing policies (Vrontis et al., 2011).

In Italy, according to the VI General Census of Agricul-
ture (ISTAT, 2011), the sector counts 383.6 thousand com-
panies stand on a surface of 632.1 thousand hectares; com-
pared to the census data of 2000, there is, on the one hand,
a decrease of 52% in the number of productive units and of
11.9% of surfaces under vineyard, and, on the other hand,
an increase of average investment per company, which went
from 0.9 to 1.6 hectares. This data show an important process
of transformation more and more oriented towards the ag-
gregation and specialization of companies which operate in
the sector.

On the basis of annual data on cultivation (ISTAT, 2013a),
viticulture in Italy in 2011 covered a surface of 762.1 thou-
sand hectares, of which well 88.7% (675.8 thousand hectares)
addressed to the production of wine grapes, registering in
the period studied a contraction of 7.9% of the wine grape
production investments (Table 2). A central role in reshap-
ing the productive surface has been played by the regime of

C . Vineyards surface, mha | Wine production, mhl | Wine consumption, mhl | Wine exporters, mhl

ountries 2000 | 2011 2000 2011 2000 2011 2000 2011
Argentina 2.6 2.9 4.5 5.8 5.5 4.0 1.4 3.1
Australia 1.8 2.3 29 42 3.6 4.8 5.2 7.1
Chile 22 2.7 24 3.9 3.0 4.1 44 6.7
China 3.8 7.4 3.8 49 4.7 7.0 0,1 0.1
France 11.6 10.6 20.6 18.7 153 12.3 249 14.2
Italy 11.6 10.2 18.4 15.7 13.6 9.4 243 244
South Africa 1.6 1.7 2.5 3.6 3.1 4.1 2.3 3.6
Spain 157 13.6 14.9 12.6 6.2 42 14.3 22.4
USA 53 5.3 7.7 7.1 9.4 11.7 4.6 42
World 7 847 7 585 280 000 265 000 225 665 244 306 60 300 99 400

*2009 data

Source: Own calculation on International Organisation of Vine and Wine (OIV) data.
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grubbing-up, introduced in 2008, with EU Regulation No
479/2008, relating to the reform of the common organiza-
tion of the market in wine. The latest data given out by the
Ministry of Agriculture, Food and Forest Policy, led to the
grubbing-up of more than 20.5 thousand hectares, with the
2008/09 and 2009/2010 period (MiPAAF, 2013). The new
regulation, apart from tending towards a greater equilibrium
between supply and demand, also through other measures
such as the application of quotas to grape production or the
disposal for wine which is distilled into potable alcohol, also
intends to increase European producers’ competitiveness in
foreign markets and preserve the relationship between prod-
uct and territory in a perspective of safeguarding the environ-
mental, cultural and social patrimony of rural areas.

In relation to supply, wine production in 2011 reached 4.2 mil-
lion tons (48.4% red wine, 47.4% white wine and 4.2% must),
registering a contraction of 22% compared to 2000, to the value
of 1.9 billion euros, equal to 3.7% of the value of agricultural
production at basic prices, marking a contraction in the same
period of 8.5% (ISTAT, 2013b). Wine supply concerns signifi-
cantly all the Italian regions in which viticulture extends over
deeply diversified environments, from coastal plains to high
altitudes (Malorgio et al., 2011). The multiplicity of plantation
environments, and also varietals differences on a regional ba-
sis, find their widest expression in 521 designation, of which
330 Protected designation of origin (PDO), 73 Controlled and
guaranteed designation of origin (DOCG) and 118 Indication of
geographical origin (IGT) (INEA, 2012). The strong orientation
towards quality improvement, both of the basic raw material
and of the finished product, but also of some intangible char-
acteristics, attributable in particular to the terroir, has in many
ways been a forced choice for many productive realities in Italy,
especially as far as international competiveness is concerned.

As regards to consumption, in Italy the trend registered
on the international market is confirmed, with a contraction
of purchases which decreased from 30,800 hl in 2000 (45.05
litres per capita) to 23,000 hl in 2011 (38.17 litres per capita)
(OIV, 2013). In fact, the part of population consuming wine
has decreased, but, above all, styles of wine consumption
have changed, from wine as an energetic product to a product
for occasional consumption linked to special situations, or
cultural consumption for connoisseurs (ISMEA, 2012). This
tendency is also highlighted by the increasing amount that
Italian families spend for these product categories.

Referring to trade, which will be discussed in detail in the
next chapters, Italy showed a positive trade balance in 2011
that attested at more than 4 billion euros, in particular, due
to the exportation of bottled wine, recording in the period in
question an increase of 81.9%.

The process of the change of the Italian wine sector has also
involved distribution channels, in which the increasingly cen-
tralized role of the large-scale distribution (LSD) is confirmed.
On the basis of the latest data diffused by Mediobanca, there is
a progressive weakening of market shares held by LSD, which
represent the main selling means, above all, for basic wines,
from Ho.Re.Ca. channels and wine shops and bars, mostly ori-
ented towards the sale of “icon wine”, in view of a strength-
ening of sales through wholesalers and other channels which
include on-line selling (I numeri del vino, 2012).

Material and Methods

In the economic literature, several approaches have been
developed to measures of international competitiveness based
on trade data. The advantage of using the trade data is that,
as suggest Frohberg and Hartman (1997), demand and sup-

Table 2
Market balance for the wine sector in Italy (2000-2011 period)
| um. | 2000 2011 | Var%

Area under Vineyard m ha 805.6 762.1 -5.4
Area under vineyard for wine m ha 733.6 675.8 -19
Grapes production mt 8 869.5 72829 -17.9
Grapes for wine production mt 7345.8 6034.2 -17.9
Wine production mt 5408.8 4218.5 -22.0
Value of wine production M€ 2 055.60 1 881.00 -8.5
Wine export M€ 2 446.90 4368.00 78.5
Wine import M€ 204.50 289.20 41.4
Trade balance M€ 222424 4 079.0 81.9
Wine consumption m liters 30 800 23 052 -25.2
Wine consumption per capita Liters 54.05 38.17 -29.4

Source: Own calculation on ISTAT and OIV data.
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ply responses are considered simultaneously and that costs of
marketing and transport are taken into account.

In this paper, Italy’s competitive performance is assessed
for the wine products on the international market, by analysing
bilateral trade flows and market shares and making use of
specific indicators based on the principle of comparative ad-
vantage. Although these indices are not dynamic, as suggest
Trail and da Silva (1996), their trend it is more important for
explain the competitive advantage.

The first two indices used are the Export market share
(EMS) and the Import market share (IMS), for outline the
structure and geography of trade in wine products that are
expressed as:

EMS = 100 (Y %, ) IMS =100 (M"%wm_)

In the formula, X and M stand for exports and imports, j
and w for the region, whilst i is the product. Market shares
are expressed as values from 0 to 100; thus, a value of zero
indicates that the exports (or imports) of a given product i
from a given country j are nil; whilst a value of 100 indicates
that the entirety of export (or import) of product i is carried
out by country .

The third index used in this paper, is the Relative Trade
Advantage (RTA) proposed by Vollrath (1991) as alternative
specification of revealed comparative advantage and which is
derived by Balassa’s index, from which differs for the removal
of the double-counting of country and product, for which it has
been much criticised. The RTA, obtained from the difference
between the Relative Export Advantage (RXA) and the Rela-
tive Import Advantage (RMP), shows positive (or negative)
values if the country in question has an advantage (or disad-
vantage) in its competitive position for trading in product i.

RTA =RXA - RMP

Specifically, the RXA expresses the export share for prod-
uct i of a given country in the market j compared to the share
held for other products; the index has a higher (or lower) unit
value if the country’s has an advantage (or disadvantage) in
its competitive position for exporting product i. In the for-
mula, X stands for exports and M stands for imports. The
indices i and n relate to categories of products, whilst j and

relate to region.
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There is a similar index for imports, the RMP, which ex-
presses the import share for product i of a given country in
the market j compared to the same share held for the remain-

RXA =

ing products; this indicator is greater (or less) than 1 if the
country in question has an advantage (or disadvantage) in its
competitive position for importing product i.
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Vollrath, in addition, proposes a new version of the in-
dex (RC) in which the Relative Export Advantage (RXA) and
Relative Import Advantage (RMP) are expressed in logarith-
mic form, but this of limited use where trade flux is limited
or nil (Havrila and Gunawardana, op.cit.).

The RTA index has been applied in a number of studies
to analyse revealed competitive advantage of various sectors
of different countries (Traill and Da Silva, 1996; Frohberg
and Hartmann, 1997; Bavorora, 2003; Ferto and Hubbard,
2003; Havrila and Gunawardana, 2003; Asciuto et al., 2008;
Crescimanno and Galati, 2012). Regarding the wine sector,
the Vollrath index was applied also to analyze the interna-
tional competitiveness of wine production in Bosnia and
Herzegovina (Ivankovi¢ et al, 2005) and in the Slovack Re-
public (Hambalkova, 2006). In particular, as opposed to the
traditional approach, in this paper the RTA index is used to
capture Italy’s competitive advantage with respect to the in-
dividual world partners and the trade intensity ties between
the partners.

For the competitiveness analysis of Italian wine, we have
analyzed the trade based on the data concerning export and
import money flow taken from the database of Italian Nation-
al Institute of Statistics (ISTAT, 2013c) and in the 2000-2012
periods. More in detail, the analysis of the Italian wine com-
petitive performance has been carried out taking into con-
sideration, on the one hand, the trade flows concerning the
6-digit classification of the harmonized nomenclature, rela-
tive to the three commercialized typologies of wine -spar-
kling , grape wine in pack <2 liters (bottled wines) and grape
wine in pack > 2 liters (cask wines, of less value, although
is not possible establish a unique relationship in this sense),
and, on the other hand, the agri-food trade concerning the
2 digit classification of the nomenclature Ateco 2007, relat-
ing both the products of agriculture, forestry and fishing and
food, beverages and tobacco products.

RMP =

Results and Discussions

Structure and dynamics of Italian wine trade

Wine is one of the main products of Italian agri-food ex-
port. It covered 14.2% of foreign sales on average 3-year pe-
riod of 2009-2011, which has not changed significantly with
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respect to the first 3-year period of reference. On the contrary,
it has little weight on agri-food importation (0.7%).

In the triennium 2009-2011, wine export reached on aver-
age a value of 3.9 billion euros, registering, compared to the
triennium 2000-2002, an average annual increase of 4.2%,
partly ascribable to a large spread of wine consumption also
in those Countries not associated with viticulture traditions
(Gerolimetto and Mauracher, 2009) (Figure 1). In the same
period, imports increased at a less dynamic rate (+2.8%) with
an average value of 264.8 million euros. The registered trend,
therefore, have determined an increase in trade balance,
which is attested at 3,649.3 million euros, and an increas-
ing of trade specialization, as emerges from the analysis of
normalized trade balance, which moved from 85.8% to 87.3%
between the two triennium of reference.

Sales abroad concern mainly bottled wines (79.4%), fol-
lowed by sparkling wines (11.8%) and cask wines (8.8%).
Among these three categories of wine, sparkling wine reg-
isters the best performance (+10.7%). However, as far as im-
ports are concerned, the purchase of sparkling wine prevails
(51.5%), even though cask wines have a considerable weight
(30.4%), the purchase of which registers an average annual
increase rate of 19.2%. Imports of bottled wine are more rea-
sonable (18.1%).

The analysis of the Export and Import market shares trend
(EMS and IMYS), referring both to wine on the whole and to
the three categories considered in this paper, has allowed to
highlight the change in the trade structure.

Analysis of EMS shows how, in the triennium 2009-2011,
three markets absorbed more than half the value of Italian
wine exportation, particularly Germany (21.9%), which is the
biggest wine importing market in the world (Nosi, 2012), the
United States (21.2%) and the United Kingdom (12.1%), even
though there are some differences in the types of product. In
fact, while the USA and United Kingdom are more orient-
ed towards the purchase of bottled wine and sparkling wine,

3500
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w2500
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= 1500
=
1000
500
0
Export{Import| Trade [Export|lmport| Trade [Export{Import| Trade
alanc alanc alance
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Fig. 1. Dynamics of Italian wine trade

Germany is the main purchaser of cask wine (Table 3). Other
important target markets are: Switzerland (6.4%), which pur-
chases all three categories of wine, and Canada (5.9%), in-
terested mainly in cask wine. The evolution of market shares
in our reference period highlights a progressive reduction of
German shares in bottled wine and sparkling wine, compared
to an increasing bearing of the cask wine category, and the
United States in the three types of wine (even though there
is a rise in the export value in both countries). The presence
of wine in the United Kingdom is increasing, especially the
sparkling wine category, ever more appreciated in spite of
the financial crisis that in the last few years has led to a re-
shaping of purchases (Baccaglio, 2011). Moreover, positive
dynamics are recorded in the bottled wine category in Rus-
sia, thanks to the 2006 closure of the Russian border to Geor-
gian and Moldavian wines, and also in Canada, Denmark and
China, which represent the new consumer markets, and for
cask wines in the Czech Republic. The increasing demand of
wine above all from the Chinese market is due to a change in
the way Chinese consumers approach foreign products. They
see wine as a convincing substitute of the traditional alcoholic
drinks such as rice wine or sorghum and maize drinks (Mitry
et al., 2009), for its benefits to health which have also contrib-
uted to the increase in consumption and to the culture of wine
in the Asiatic Country (Corsi et al., 2013). On the other hand,
shares held by Japan have decreased, where Italy is the second
supplier, after France, of bottled wines (16.0% in 2011) and the
third supplier of sparkling wine (9.0%) (Centro Interdiparti-
mentale per la Ricerca in Viticoltura ed Enologia, 2013).

As far as imports are concerned, France is the main suppli-
er market (61.7%), especially for sparkling wine (96.5% of the
value of sparkling wine bought by Italy) and of bottled wine
(48.9%), followed by American (17.8%) and Spanish (10.4%)
markets for the purchase of, above all, cask wines (Table 4).
Among the other markets, the German and Portuguese ones
have great importance as suppliers of bottled wine.

The evolution of IMS shows a contraction of French mar-
ket shares, which has decreased by 18.1% because of the sud-
den reduction of purchases of cask wines from it, and of Por-
tuguese shares, a consequence of the reduction of the weight
of bottled wines. Conversely, an increasing importance of the
USA (17.1%) and Spain (+5.2%) is recorded among supplier
markets, mainly for the cask wines category. In our period of
reference, there is a market diversification, which rose from
39 in 2000 to 50 in 2011.

Competitiveness of Italian wine
in the main partner countries

The Relative Trade Advantage index has been determined
for the three items, which make up the wine category, in or-
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der to evaluate the competitive advantage or disadvantage
of Italy with respect to its main commercial partners and its
relative evolution during the reference period.

Taking into account the multitude of information, and in
order to make the reading of the results and of the trend reg-
istered easier, the countries were classified into 8 groups in
relation to the evolution of the index value between the two
triennium of reference, according to the following proposed
in the Table 5.

As for sparkling wine, relative to the main trade partners,
a positive high index value with Russia (5.2) was seen, con-
sidering that 8.0% of the Italian agri-food export value in this
market is made up of sparkling wine and that the same mar-

ket absorbs 8.3% of Italian sales of sparkling wine in third
country markets, with Brazil (2.4), whose high index value
is due to the net specialization of Italy in the export of this
product, and with the United States (2.3), in which the Italian
advantage is, rather, due to a higher grade of penetration of
the Italian product on the market. Values above the unit are
also shown in Portugal (2.1), due to the net exportation ben-
efit, and in Switzerland (1.5).

Other markets where values are above the unit are Can-
ada, Australia and China, for the net advantage of Italian
exportation, and United Kingdom and Austria, as a conse-
quence of the high shares of sparkling wine absorbed by
such markets compared to Italian exportation on the whole.

Table 3
Export market share (EMS)
Wine Sparkling Wines <21 Wines >2 1

Countries 2000-02 2009-11 00-02 | 09-11 00-02 | 09-11 00-02 09-11

ME | % M€ % % % % % % %
Argentina 0.4 0.0 0.2 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Australia 11.1 0.4 19.8 0.5 2.0 14 0.3 0.4 0.3 0.2
Austria 63.6 24 84.8 2.2 1.0 42 2.7 1.8 1.9 2.8
Belgium 387 1.5 72.2 1.8 1.2 2.8 1.6 1.8 0.7 0.7
Brazil 20.8 0.8 28.5 0.7 1.6 1.1 0.8 0.7 0.2 0.3
Canada 1151 4.4 229.6 5.9 1.7 22 5.2 6.8 0.8 2.0
Czech R. 8.4 0.3 36.3 0.9 0.1 0.6 0.1 0.6 2.3 4.6
Chile 0.1 0.0 0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0
China 3.6 0.1 41.5 1.1 0.0 0.7 0.0 1.1 0.9 1.0
Denmark 524 2.0 126.2 3.2 0.6 1.6 23 3.6 0.8 1.7
France 112.2 43 94.9 2.4 3.9 2.6 1.8 1.9 23.0 6.7
Germany 753.9 29.0 857.2 21.9 27.8 19.6 28.6 20.5 324 379
Japan 109.4 42 105.0 2.7 7.4 3.8 43 2.7 1.2 1.0
Greece 14.3 0.5 9.0 0.2 0.6 0.6 0.1 0.1 3.7 0.6
Ireland 9.2 0.4 229 0.6 0.0 0.3 0.4 0.7 0.0 0.0
Norway 19.5 0.7 61.1 1.6 0.6 0.5 0.8 1.6 0.7 23
Netherlands 51.5 2.0 102.2 2.6 2.1 2.0 22 29 0.4 0.7
Portugal 12.8 0.5 9.2 0.2 4.0 14 0.0 0.1 1.5 0.0
UK 2497 9.6 475.3 12.1 7.8 114 10.8 12.9 1.8 6.0
Romania 0.3 0.0 6.1 0.2 0.1 0.2 0.0 0.1 0.0 0.9
Russia 8.9 0.3 95.7 24 1.9 8.3 0.2 L5 0.4 3.6
Spain 18.9 0.7 35.5 0.9 1.0 0.7 0.5 1.0 2.5 0.6
USA 623.9 24.0 830.0 21.2 21.4 17.2 26.7 23.8 6.0 3.0
Switzerland 158.7 6.1 250.5 6.4 5.6 6.5 5.6 6.4 10.4 6.6
Hungary 3.0 0.1 17.8 0.5 0.7 0.4 0.0 0.1 0.4 4.0
Other Countries  140.3 5.4 302.6 77 7.0 9.7 4.9 6.9 77 12.4
World 26007 100.0 39142  100.0 100.0 100.0 100.0 100.0 100.0 100.0
% category 100.0 100.0 7.7 11.8 81.2 79.4 11.1 8.8

Source: Own calculation on ISTAT data.
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Table 4
Import market share (IMS)
Wine Sparkling Wines <21 Wines > 21
Countries 2000-02 2009-11 00-02 09-11 00-02 09-11 00-02 09-11
ME | % M€ % % % % % % %
Argentina 0.4 0.2 0.8 03 0.0 0.0 0.5 1.2 0.5 0.3
Australia 0.6 0.3 0.5 0.2 0.0 0.0 1.1 0.9 0.6 0.1
Austria 0.7 0.4 1.6 0.6 0.0 0.1 1.1 2.4 0.8 0.3
Belgium 0.3 0.2 0.2 0.1 0.0 0.0 0.6 0.3 0.1 0.0
Brazil 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Canada 0.1 0.1 0.0 0.0 0.0 0.0 0.2 0.0 0.0 0.0
Czech R. 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Chile 1.6 0.8 1.5 0.6 0.0 0.0 34 2.3 0.3 0.5
China 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Denmark 0.1 0.0 0.2 0.1 0.0 0.0 0.2 0.2 0.0 0.0
France 158.6 79.8 163.3 61.7 95.8 96.5 47.5 48.9 54.5 10.2
Germany 3.0 1.5 6.6 2.5 0.4 0.8 3.9 9.7 3.0 1.0
Japan 0.4 0.2 0.2 0.1 0.0 0.0 0.7 0.4 0.0 0.0
Greece 0.9 0.5 0.8 0.3 0.0 0.0 2.0 0.6 0.1 0.7
Ireland 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Norway 0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.1 0.2 0.0
Netherlands 0.5 0.2 1.2 0.5 0.1 0.5 0.7 1.1 0.0 0.0
Portugal 10.6 54 6.0 2.3 0.0 0.0 21.8 12.5 37 0.0
UK 4.1 2.1 1.6 0.6 1.8 0.3 3.1 2.0 1.6 0.2
Romania 0.4 0.2 0.8 0.3 0.0 0.0 0.0 1.4 1.7 0.1
Russia 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Spain 10.3 5.2 27.5 10.4 1.7 1.1 5.1 9.7 239 26.5
USA 1.4 0.7 47.1 17.8 0.0 0.0 2.6 1.1 0.5 57.8
Switzerland 0.9 0.4 0.8 0.3 0.0 0.0 1.7 L5 0.2 0.0
Hungary 0.8 0.4 1.1 0.4 0.0 0.0 0.7 0.9 1.8 0.8
Other Countries 2.9 1.5 2.9 1.1 0.0 0.4 2.9 2.8 6.4 1.3
World 198.6 100.0 264.8 100.0 100.0 100.0 100.0 100.0 100.0 100.0
% category 100.0 100.0 65.3 51.1 22.5 18.1 13.2 30.4
Source: Own calculation on ISTAT data.
Table 5
Adopted classification of countries based on RTA evolution
Group Definition Indices combination
I Increase of the competitive advantage TRTA, 0., > TRTA, (000
11 Decrease of the competitive advantage TRTA 0., <RTA, (000
IIT and IV Transition from competitive advantage to competitive disadvantage -RTA, 0., <RTA, 0
A% Increase of the competitive disadvantage -RTA, 0.1 > -RTA 100
VI Decrease of the competitive disadvantage -RTA, 0.1 > -RTA 100
VII and VIII Transition from competitive disadvantage to competitive advantage FRTA )00, > -RTA, 000
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The competitive advantage with Germany is more moder-
ate, in spite of the fact that it is the main target market of
sparkling wine in terms of value, considering that the same
product absorbs a relatively modest share of Italian agri-
food export. In the reference period, as figure 2 shows, the
competitive advantage with Russia increased -where the
Italian product is increasingly appreciated even though only
by wealthy consumers who associate its consumption to an
Italian lifestyle-, but also with the United Kingdom -where
Italian sparkling wine signals a continuous growth in the
last few years in spite of the effects of the financial crisis on
the English wine market, China, Denmark and, to a lesser
extent, Switzerland and Canada (Group 1). Among these,
the Chinese market offers remarkable opportunities. In fact,
in spite of a fast growth of local wine production in the last
few years, the per capita production of wine remains rela-
tively low and is not enough to satisfy domestic supply, thus
making the importation of wine necessary in the light of
the expected rapid growth of per capita consumption (Mit-
ry et al., 2009). Moreover, while local wines tend to satisfy
daily wine consumption, more demanding consumers see
wine as a status symbol and hence tend to buy imported
wines (Corsi et al., 2013). However, the competitive advan-
tage over Portugal and Brazil, has diminished (Group 2),
as a consequence of a contraction in the Italian exportation
market share which has been absorbed by the two markets,
both with reference to sparkling wine and the agri-food as a
whole, but also over the United States, Australia and Japan.
There are negative index values with France (-6.3), consid-
ering that it is the main if not the only supplier market, being
the undisputable leader in the world market of the product
at issue (Carbone and Henke, 2010), disadvantage which has
increased as a consequence of an growing dependence on
the part of Italy.

For bottled wines the calculated results of indicator of
RTA show a high index value with a competitive advantage
for Italy in Canada (5.1), United States (3.3), Denmark (2.6),
Brazil (2.0), Ireland (1.9) and China (1.7), as a consequence
of the high weight of these categories of wine on Italian agri-
food exportat in these markets, with shares that reach 39.4%
in Canada and 18.4% in China. In our reference period, Italy
strengthened its competitive advantage on all these countries,
except Brazil, which belongs to Group II, due to an increas-
ing weight of these products on Italian agri-food export des-
tined to satisfy the demand of these markets (Figure 3). The
increasing competition in the Asiatic markets, and in partic-
ular China for bottled wines, is tied to a sustained growth
in the consumption of premium and super premium wines
in the same markets, thanks to consumers who have worked
abroad or a foreign workers resident in China (Corsi et al.,

2013). However, high negative index values with Portugal
(-19.7), Japan (-11.7), Chile (-4.8) and France (-3.1) are seen.
The result in Japan is linked to the higher weight that these
categories of wine take on within agri-food import compared
to that assumed in the context of exportations. As has already
emerged from the analysis of the market shares, Japan is a
privileged partner for Italian wine exportation, which finds
consensus among local consumers, thanks to a sound wine
culture and a growing curiosity on the part of Japanese con-
sumers towards Italian quality products (Corsi et al., 2013).
During the 2000-02 and 2009-11 period, as Figure 3 shows,
the Italian competitive disadvantage with Portugal, Chile
and Japan decreased as a consequence of a lesser degree of
penetration of this category of wine by the above-mentioned
markets and a lesser weight of the same product on agri-food
import. On the contrary, the competitive disadvantage with
France (Group 5) increased for the growth Italian demand for
French wines.

Finally, regarding the value of the RTA index for cask
wines and compared to the main trade partners, Italy shows
a competitive advantage with Hungary (4.4), the Czech Re-
public (4.2) and Norway (3.9), although they are markets
which absorb relatively modest exportation shares of this
type of wine, but assume a heavier weight for agri-food ex-
ports. Positive index values are recorded also with Germany
(1.9), considering that the German market absorbs 37.9%
of Italian exportation of this category of wine, Switzerland
(1.6) and China (1.5), as a consequence of a net advantage in
the exportation of cask wine in these markets. The dynam-
ics registered during the reference period highlight coun-
tries such as Romania, Norway and Hungary (Group VII
and VIII) with whom Italy improved its competitive posi-
tion because of a greater degree of penetration of the Italian
product on such markets, whereas in the first triennium it
presented a competitive disadvantage (Figure 4). The com-
petitive advantage with Germany and the Czech Republic
(1 Group) increased, while the same advantage decreased
with Switzerland and China, as a result of a reduction of
the weight of this typology of product within agri-food pro-
duction. The analysis highlights a marked competitive dis-
advantage with the United States (-34.0), with whom Italy
worsens its position, turning from a weak competitive ad-
vantage in the first triennium to a marked disadvantage in
the triennium 2009-2011, linked to the weight of these prod-
ucts in the import value of agri-food products. The trend
observed could be linked on the one hand to the growth of
surface under vineyard and of wine production in North
America (Nosi, 2012), and on the other hand, to a recent
tendency which links stronger flows of cask wines to greater
economic and environmental sustainability (ISMEA, 2013).
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To a lesser extent, a competitive disadvantage with Spain
(-2.7) is observed as a result of a growing penetration in the
Italian market. The Iberian country, together with Australia,
in fact, showed greater dynamism at an international level
with considerably growing flows in this sector of the market
(Carbone and Henke, 2010) thanks to increased production
in the last few years, tied to the coming into production of
recently planted vineyards.

Conclusions

The results of the present study show how Italy seems to
have managed to seize the opportunities offered by the re-
cent change of the international wine market, progressively
opening itself to foreign countries, not only in the tradition-
al consumer markets but also in the emerging ones, thanks
to its ability to satisfy a diversified demand more and more
oriented towards quality products also in the recent period
of crisis.

In particular, the analysis carried out via the application
of the Vollrath index to the bilateral trade of Italy with its
main trade partners, as well as evaluating Italian competi-
tiveness, it has highlighted, indirectly, the degree of appre-
ciation for Italian wine with respect to the agri-food industry
as a whole. More specifically, an increasing competitiveness
has been identified in some markets which do not have a vi-
ticulture tradition, where there is inadequacy of local pro-
duction to satisfy domestic demand, and where the acknowl-
edgement of the health characteristics of wine as an expres-
sion of an Italian lifestyle are strategic factors for the success
of Italian wine.

The competitive challenge can act on two sides: on the
one hand, the achieve of new consumer markets that repre-
sent Y of total world consumption, and, on the other hand,
the maintenance of traditional partners through the offer of
better quality wines. Consequently, it is necessary to con-
sider the peculiarities of each market of reference that are
different for dimension, culture, and purchasing power. It
is important the adoption of focused strategies and without
disregarding obstacles linked to promotion and distribution
and to the knowledge of the complex system, which regu-
lates the commerce.
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