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Meininger’s
Wine industry board-room 

level
analysis every week



Consultancy and lecturing

Offering actionable advice 
to companies and regions



French ‘New World’ 
style brand

15 SKUs
Launched 2005

3.8m bottles
65 countries

No 11 French brand in US
No 1 in Inda

Ex-cellars <€3



Multi-region
Multi-Varietal

Multi-technique
Multi-vintage

Launched 2023
25,000 bottles red

25,000 bottles white
2,500 bottles rosé

4 countries
Ex-cellars €15



(My)
French Chardonnay

$12 on a US supermarket 
shelf

(My)
Georgian ‘Assemblage’

(9 Georgian grape varieties; 
amphora/oak/
stainless steel)

$50 in a specialist shop

Drunk by the same people?



(My)
Georgian ‘Assemblage’

(10 Georgian grape 
varieties;
4 regions;
4 vintages;

4 techniques 
amphora/oak/

stainless steel/air 
drying)

Like a Swiss watch?



K’AVSHIRI - Swiss Wine

K’AVSHIRI
• Relatively little-known
• Tradition of home-

winemaking 
• Unfamiliar grape 

varieties
• Limited volumes
• Great tourism potential
• High ex-cellar price

Swiss Wine
• Relatively little-known
• Tradition of home-

winemaking
• Unfamiliar grape 

varieties
• Limited volumes
• Great tourism potential
•  High ex-cellar price









The sky isn’t falling

But now is not the time to copy the ostrich



THREATOPPORTUNITY

WEAKNESSSTRENGTH

SWOT



THREAT
Climate Change
Anti-Alcohol
Health
Wellbeing
Legislation
Taxes/Tariffs
Other beverages

OPPORTUNITY
Better Marketing
New packaging
• PET, BiB, Cans, Kegs, 50cl
New Styles
• Mid-Strength, Zero Alc, RTDs
New Distribution
• DTC
Tourism /Events
Sampling

WEAKNESS
Old fashioned
Snobby
Too broad a choice
Confusing/boring
Packaging
Labour
Low margins
Over-production
Weak marketing
Peasants and hobbyists

STRENGTH
History
Sophisticated
Convivial
Interesting/Fascinating
Huge variation
Accompanies food
Part of local culture
Tourism
Investment



What about a SWOT for your 
company and brand?

And what about doing a PESTLE?





Were you ready 
for Covid? For 

glass shortages? 
For tariffs?



The Paradox 

Higher quality
Wider range

than ever before
 



The Paradox 

But

Sales are Falling
 



Global consumption 2000-2023
2000-2007 Growth. 2008-2017 Decline. 2017-2023 Plummet



69%
of 

French
Adults 
rarely

or never 
drink 
wine



Only 30% of Americans 
ever drink wine

Fewer than half of these
drink it regularly



China
going 

backwards



Wine is losing 
traction compared 

to beers and 
spirits



2022 - 3.72 million hl of bulk Spanish wine shipped to France

Average price: €0.44/l



2022 – California wineries 
imported 257 million litres of 
foreign bulk wine. 

Equivalent of 400,000 tons of 
grapes

2022 – California wineries 
thought to have been left on 
vines



That’s just the background

Looking forward may be worse 



The Wine Industry Paradox 

Facing a

Perfect Storm
 



Climate Change



So... What kind of climatic devastation
Would you like today?



Multi-regional blends?

Non vintage?



Alternative Beverages



$15 for me to mix you a cocktail
Or for me to pour you a glass of wine



Labour Shortages



I’m quitting
The pay at the cannabis farm is better
And the atmosphere is more... chilled



France to lose 1 domaine in 6



Health



If you drink one teaspoon of wine, you will DIE!



Wellbeing



The glass of wine you drank last night has made your Heart 
Rate Variability (HRV) and Resting Heart Rate HRH rise



75% Gen Z
70% Millennials

60% Gen X
54% Boomers



Distribution



Top 10 US distributors control 81% of the market
One company – Southern Glazers – controls 53%





It is estimated that
10-20% of the world’s vineyards

will need to be uprooted
over the next 10-20 years



Only another 5,000 ha of vines to pull up...



What is ‘wine’?

Who is the ‘wine drinker’?

Why are they buying wine?



What is ‘wine’?



‘Original’ Bio 8% 0.0%



Bourbon barrel

16% alcohol, plus 
fruit flavour

Fruit flavour, plus 
chili



California Pink 
Moscato

’’Orange’, ‘natural’ 
wine

Chateau Petrus

They are all
’wine’

Drunk by the same 
people?



Why people buy/drink wine

For pleasure…



Dopamine –
the pleasure factor



Dopamine is a neurotransmitter
and hormone

it plays a crucial role in the
brain’s reward system



influencing feelings of pleasure, 
motivation and attention

Alcohol boosts dopamine
So does enjoyable food, drink

and company





Someone hands you a nice
glass of wine

You get a dopamine boost







You watch someone
opening a

nice bottle of wine







The dopamine boost comes
In anticipation of drinking the wine

before you get
to experience it



The nice bottle of wine
turns out to be 
disappointing

(or someone drops it)







You get the anticipatory boost

followed by a fall in dopamine



It’s time to open the sixth
bottle of the nice wine







There’s nothing new to anticipate

So, no dopamine boost.



What does this mean?

Wine is about a lot more than the pleasure 
of drinking it



1. Because it’s ‘good’ 
2. Because it’s value for money
3. Because it reflects its terroir
4. Because it’s local
5. Because it’s ’durable’
6. Food pairing
7. To relax
8. Convenience
9. Familiarity
10. Flavour
11. Tourism
12. As a treat
13. Celebrity association
14. Social gatherings
15. Gifting

16. Cultural occasion
17. To be accepted by others
18. Show off wealth
19. Show off sophistication/knowledge
20. Show off fashionability
21. Investment
22. To get drunk
23. Political/social stance
24. Health 
25. Intellectual - Exploration and 

education
26. Liking for the producer/region
27. Nostalgia 
28. Branding and selling

Why people buy/drink wine



Because it’s ‘good’ 

Why people buy/drink wine

Who says?

And better than what?



Critic?
(Which critic?)
Competition?

(Which 
competition?)

Or peer review?





























































































Watch on 
YouTube



Because it’s ‘good’ 

Why people buy/drink wine

Show the uniqueness of Swiss grapes, White 
Merlot

Show how Swiss Syrah, Chardonnay, Pinot 
Noir can match top French examples



Because it’s value for money 

Why people buy/drink wine

Really? Based on what costs of production?

And what loyalty will they show you



Tim Minchin wrote this wonderful romantic 
song to his wife Sarah with whom he will soon 
celebrate his 25th anniversary.

I think it's very meaningful, and possibly even 
quite moving, when one thinks of the 
relationship between any wine drinker and the 
bottle of wine on their table





Because it reflects its terroir

Why people buy/drink wine

You need to focus on the people who care
(You have to make most people care)





Because it’s local

Why people buy/drink wine

Great... But not for exports
And how many people really care?



Because it’s sustainable/’durable’

Why people buy/drink wine

You need to focus on the people who care
People say they care
But do they really
And can you ‘own’ it?





Food pairing

Why people buy/drink wine

Swiss wine can be brilliant with food. But you 
need to focus on sommeliers and food writers 
to tell the minority of people whe really care 
about this



To relax

Why people buy/drink wine

With which wine?

And why not with cannabis? (or an alternative)



Convenience

Why people buy/drink wine

Where can I buy/find it?

How easy is it to obtain?

Is there an online option? Amazon?





Familiarity

Why people buy/drink wine

Do I (really) know the name?

Do I recognise  the label?

Am I confusing it with another wine?

Of the region or the wine?



Most people know/can remember very few 
wine regions, grapes and brands

They are more likely to know the ones closest 
to where they live

You need to focus on memorable ones – and 
target consumers 



Flavour

Why people buy/drink wine

Swiss wines have unique flavours/styles Set up 
sampling opportunities – flights – in 
restaurants/cafes/bars 





Packaging

Why people buy/drink wine

It matters





Heavy bottle?
Light bottle?



Premium wine in cans



Tablas Creek
California

Premium Rhône-
style wines

Super Premium 
Bag in Box

$21 per bottle in Bag in Box

Premium wine in 
Bag in Box



Tablas Creek
California

Premium Rhône-
style wines

12% now sold in keg

Premium wine 
on draft



Tourism

Why people buy/drink wine

Great for Switzerland, but don’t 
overestimate it



Global Google searches for ‘wine tour’
2004-2024



Global Google searches for ‘wine tasting’ 2004-
2024



As a treat

Why people buy/drink wine

What makes your wine a treat?

Packaging, messaging



Celebrity association

Why people buy/drink wine

Which celebrity?



“Thinking about 
celebrities can be 

linked to dopamine 
release in the brain”



Federer loves 
Bordeaux and 
top Italian 
wine



Social gatherings – cocktail/dinner parties

Why people buy/drink wine

But maybe I’m doing Dry January, Or Sober 
October. 
Or not drinking wine during the week. 
Or maybe I’m on Ozempic and I no longer 
fancy wine?



Gifting

Why people buy/drink wine

But maybe wine is no longer the gift it was





Cultural occasion – weddings etc

Why people buy/drink wine

Not automatically









To be accepted by others

Why people buy/drink wine

Social licence makes it OK to say ’no’ to meat 
and alcohol



Show off wealth

Why people buy/drink wine

Swiss wines could benefit from being more 
closely associated with Swiss watches – and 
more targeted on their owners/fans





Show off sophistication/knowledge

Why people buy/drink wine

See previous point about watches



Investment

Why people buy/drink wine

If you’re very lucky





To get drunk

Why people buy/drink wine



Political/social stance

Why people buy/drink wine

Switzerland is famously neutral – and thought 
of as ‘clean’ and ‘healthy’.







Health 

Why people buy/drink wine

How strong an argument do we have?



Intellectual - Exploration and education

Why people buy/drink wine

How many people are we talking about?
10-15% 
Talk to these people about the uniqueness of 
Swiss grapes/viticulture







Liking for the producer/brand/region

Why people buy/drink wine

Create an emotional link



How many of 
these people 
are you 
interacting 
with, once 
they have left 
Switzerland?



How easy is it 
for these 
people to buy 
wine in 
Switzerland 
and have it 
delivered in 
their own 
countries?



Nostalgia 

Why people buy/drink wine

See ‘Liking for Region’



Branding and selling

Why people buy/drink wine





Brand Desire



Wine and 
watches...

Are not 
bought 
rationally.

The purchase 
is emotional



Who is buying?



Who are they?



Your Customers / Visitors 
Are Not all the Same



Us Them











The targeting has become so precise that next 
door neighbors streaming the same true crime 
show on the same streaming service may now 
be shown different political ads — based on 
data about their voting record, party affiliation, 
age, gender, race or ethnicity, estimated home 
value, shopping habits or views on gun control.



Barry Boomer-Dude



Been drinking since the 1980s. Can’t afford the prices now of many of 
the wines he drank then but still keeps an eye out for them

He’s quite aware of alcohol levels and feels nostalgic for the days 
when wine was 12.5%

Happily admits that Robert Parker and the Enthusiast and their scores 
helped get him into wine, but he’s less confident in those numbers 
now

British Barry drinks more gin and tonic than he used to and – 
unwillingly – pays a premium

American Barry likes bourbon and tequila. And weed.



Premium Pauline



Enjoys good wine and cocktails – but not beer. Earns (very) good money 
and can’t see the need for cheap/poor quality in any part of her life.

Knows a bit about wine and would like to learn more but not ready to 
take a course... Yet

Also quite interested in traveling to places where it is made

Open minded when it comes to regions/styles but has a few no-go areas 
(Pinot Grigio, Sauvignon) 

Unimpressed by scores



Henry Hipster



Less worried about the where? of a wine, spirit or beer, than the who? 
and the how?

Would struggle to list many grape names or appellations

But very aware of the ‘context’ of any wine (aka politics. So, no big 
companies, or countries with questionable human rights). Knows lots of 
pioneering producers whom he often refers to by their first name.

Lives in a major metropolis and does a lot of his drinking in ‘natty’ wine 
bars when he’s not enjoying coffee or beer in bars that specialise in 
those beverages. Loves natural wine events.

Embraces discovering ‘challenging’ flavours with like-minded male and 
female friends 



Enthusiastic Emma



Emma has caught the wine bug. She was invited to a tasting and became 
fascinated by the difference between all the bottles. Now, she’s signed 
up for a WSET course and has begun to keep an eye open for wine 
events.

Eager to learn, she’s open to trying anything but hasn’t fallen in love 
with natural wines – apart from a Pet Nat she really liked

Emma’s problem is that, apart from the course sessions, she hasn’t yet 
found the best way to go on learning; she doesn’t really like the 
magazines she’s picked up and doesn’t want to buy a shelf-ful of books.

She drinks cocktails when out, but would really prefer wine.



Theo Thrifty



Theo is ‘between relationships’ and lives a middle-class life he really 
can’t afford, so he’s always looking for wine bargains – which he learns 
about from newspapers and online. 

He loves supermarket bargains and online flash sales.

He has also done well buying directly from producers – but not the ones 
with smart tasting rooms.

He likes to tell anyone who’ll listen that most wines are overpriced and 
that none really needs to cost more than £7 or £8 /$10 or $12

Beer is often an appealingly cheaper option for Theo than wine.



Insta-Imogen



Immie lives on Instagram and TikTok, taking pictures of the clothes 
she’s wearing, the places she goes and what she eats and drinks.

Just as importantly, her behaviour is often driven by images and clips 
her friends – or ‘influencers’ - have posted on these platforms 

So, the cocktail or rosé she’s got in her glass probably has something 
to do with something she’s seen on that screen

And no, she has limited interest in / knowledge of wines, spirits and 
beers but she’s ready to try something new if that’s what her friends 
are into doing too.

She says she cares about ‘natural’ stuff, but happily consumes RTDs 
and some fast food



Chris Curious



Obsessively fascinated by wine. 
Hates drinking what everyone else is drinking  (brands, popular 
varietals)

Enjoys craft beers and obscure spirits (again, no widely-available 
brand). Doesn’t do cocktails.

Likes reading up – online – about his discoveries and loves introducing 
them to his friends, but is disappointed to discover that most revert to 
drinking what they already know



Carrie Club-Member



Carrie likes getting her ‘specially chosen mixed dozen superb bottles’ 
every month, and discovering what it contains.

 Of course, she likes some more than others, and there are bottles she 
never gets to taste because she’s taken them to a friend’s house as a 
gift when going there for dinner. 

Carrie often browses the catalogue that comes with the carton, but 
rarely feels the need to order from it. 

Friends have told her that she could get very similar wines from her 
local supermarket for a much lower price, but she finds the wine aisle 
there daunting and prefers the simplicity of the  monthly delivery.



Larry Look-At-Me



Doesn’t know much about wine but knows the names – and can afford 
them. As can his friends
Loves pricy malt whisky

Wine is not so much a drink as a lifestyle item for Larry, like his car and the 
expensive turntable on which he rarely plays the vinyl albums he’s taken 
to buying in recent years.

Until recently he had very few bottles in his home, but the designer 
included a wine fridge when he remodeled the apartment and that has 
now been filled – by the helpful people at the nearby specialist shop.

The sommelier at Larry’s favourite restaurant knows which wines to serve 
him, and Larry is happy to let his do it, because he hasn’t got it  wrong yet



Gemma Gym Bunny



Gemma loves wine but feels increasingly conflicted about its healthiness. 
She worries that it may cause cancer but is also concerned about 
possible mental health implications. So now she tries only to drink 
alcohol at weekends and never to excess. 

(Red meat is also an occasional treat now)

She has discovered zero-alcohol wine, sparkling tea and Kombucha and – 
illogically - believes hard seltzers are healthier than wine.



Collector Carl



Has almost limitless funds to spend on wine – like most of his friends. 
Pays an advisor for guidance  but reads newsletters to keep informed.

Keeps a keen eye on which wines and producers are ‘worth’ having in his 
cellar. These will always be of the highest quality and reputation (if only 
among a few experts and fellow collectors).

Rarity is attractive to him

Has got into serious whisky – including Japanese and rare bourbon – and 
tequila. Will drink cocktails but these tend to be traditional – Dry Martini, 
Bloody Mary, Margarita

Drinks beer, but only occasionally and cares little about it



Angela Average



Enjoys wine as her favourite beverage, but freely admits to finding it 
daunting

Does most drinking at her and her friends’ homes, and most buying in 
supermarkets, based on familiarity/price

Happy to drink red or white but often ends up with the former at home, 
because that’s what her husband prefers (when he hasn’t opted for 
beer).

Shopping with children is done quickly and, as money has got tighter, 
gondola-end bargains are often favoured

Defers to her husband when it comes to buying for special occasions



Mainstream Matt



“There’s nothing like a good Merlot, or a Rioja, a Cotes du Rhone… or a 
Malbec”

Knows what he likes and generally sticks to it but is prepared to 
experiment.

Has a clear price range. Never buys the cheapest but rarely sees the need 
to splash out on wine, but buys pricy gin and sometimes makes cocktails 
at home. He has a favourite brand of relatively premium craft beer

Rarely reads about wine (occasional newspaper seasonal 
recommendations) and has greater trust in friends and family. But still 
has a Pocket Wine Guide he was given seven years ago

Has visited a winery while on holiday. Once



Prosecco Penny



A wine drinker since before it was strictly legal (even in Europe).

Enjoys Prosecco, Pinot Grigio, Chardonnay and rosé with fellow students, 
always bought as cheaply as possible. Rarely drinks red but likes Merlot 
and Pinot Noir. Her male friends favour fuller-flavoured reds, including 
blends and ones aged in bourbon barrels.

Wine is often used for ‘preloading’ before heading out to a club where 
she’ll drink spirits

She’s wary of being caught doing anything embarrassing on a smartphone

She enjoys RTDs and, when they’re available, consumable cannabis

Freely admits to knowing almost nothing about any kind of drink



 

Environmentalist Edward



 

Really cares about what is happening to the planet. He rides a bicycle, 
takes trains whenever possible and avoids flying.

He is passionate about recycling and takes note of the values associated 
with the companies whose products and services he buys.

He would never buy a heavy bottle of wine and always looks for an 
organic certification. 

But… he’s not really that interested in wine, doesn’t read about it and is 
only vaguely aware of biodynamics. Regenerative agriculture, however, 
is now on his radar.

He favours small, family-owned businesses as close as possible to where 
he lives, and instinctively mistrusts all big companies



Be ready to adapt



Lessons for Switzerland



Drinking with intent
Think about the ‘why’, where and when

And what 

makes your Swiss wine really special?

(not what you think makes it special)



Brand Desire
What makes people really want, desire

your wine



Isn’t this great?
Sharing this experience



Maybe...







Please follow me on Linkedin
And on Meininger’s International



Check out my 
website



Look out for 
these two books 
– coming out this 

year



Thank you
And… please feel free to
contact me

robertjoseph@winethinker.com

robertejoseph

thewinethinker

wine_thinker

TheWinePeopleBook.com
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