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Both in nineteenth and twentieth century, success in wine sales depended on producing sufficient quality wines, maintaining reputation among consumers, building up a good price policy and investing in marketing techniques. These four strategies are strongly connected, but in this paper I will mainly concentrate in analysing marketing techniques developed by wine industry during the second half of twentieth century.
 

Wine industry is characterized by fragmentation and yearly swings in supply, which results in highly differentiated offerings. Moreover, wine demand is very heterogeneous because customers preferences differs (Spahni, 1998). Consequently, wine makers must cope with a great volatility, both in supply and demand.
 During the twentieth century, wine industry and distribution react to the supply and demand volatility with horizontal and vertical integration.
 Consequently, traditional wholesalers and wine merchants disappeared and both wine production and wine distribution concentrated in large firms that operated internationally. Since the 1950s, wineries also integrated into marketing when set up commercial branches in foreign markets as well as made ventures with large distribution companies to increase their market share and overcome increasing competitiveness in wine trade.

In this paper I especially aim to examine the marketing strategies of some Spanish sherry wine companies during the post-war period. Since the 1960s, when sherry demand expanded, most sherry companies continued to use traditional distribution networks (wine merchants), but others allied and made ventures with multinational distribution corporations. The new marketing strategy increased concentration in Spanish sherry sector during this period. While large firms, such as Rumasa, Pedro Domecq or Garvey, enhanced their market share, most little companies disappeared or had great difficulties to survive because their lack of marketing alliance with distribution companies. 

The discussion is arranged as follows. Part I examines the increased competition in the international wine market since the beginning of the twentieth century due to increasing production, trade barriers and falling demand. In this competitive scenario, the value added by marketing services to wine has allowed new producer countries and same brand names of traditional producers to increase their importance in the international market and to create a new image of quality wines. Part II deals with wine distribution strategies placed over time in main producer and consumer countries. The configuration of imported and distribution channels during the second half of twentieth century in two of the main importer countries, United States and Great Britain, as well as those of France, will be examined. Part III looks at Spanish wine exports. As I will analyse, during the twentieth century, Spanish wine industry specialized mainly in bulk exports to continental European countries for blending, while demand for Spanish wine decreased in expanding markets such as Britain or United States. The analysis focuses also on marketing approach in foreign markets sherry sector in Spain. Strategies of Rumasa and Garvey, two of the largest sherry firms in Jerez, to cope with reputation and increasing competition will be profoundly analyzed. 

Part IV deals with branding and advertising in Spanish wine industry. Sherry in Spain, as beer in Great Britain, was pioneer in advertising and branding from the 1850s. Since the beginning of twentieth century generic and private advertising campaigns were used to enhance wine consumption in New World as well as in same consumer countries as Great Britain. Increasingly, companies created brands to differentiate and monopolise market. They also used national advertising campaigns, which resulted in great market segmentation. Same Spanish brandy and sherry firms also tried to increase their market share, but enhancing sales was difficult because brandy and sherry market was hardy monopolized by same brand names.   


Finally, Part V concludes.

I. WORLD PRODUCTION OF WINE: INCREASING COMPETITION AND FALLING DEMAND.

Between 1950 and 1980, world wine industry witnessed an increasing competition because of growing production and falling demand. World production of wine rose at a soaring rate from 1950 (Figure 1). Since mid-nineteenth, world supply doubled from 113.000 thousand hectolitres to 210.000 in a century. However, since the mid-1950s production grew at faster average rate because of higher yields. Since 1951-55, world wine production increased over 50 per cent in only 25 years. Wine supply only reduce since the 1980s mainly because of viticulture programs in the European Union (U.E.) countries, consisting mainly in controlling new plantings and financing acreage reduction.
 As a result of these U.E programs, world production has decreased 20 per cent between 1980 and 2000. 

Figure 1. World production of wine. Thousand of hectolitres.
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Source: Morilla (1994); Pinilla y Ayuda (2002); F.A.O. (1969) and O.I.V. (1990-2000).
Although export expanded at the same average rate than production, wine percentage that entered into international trade decreased due to falling demand in traditional consumer countries, increasing production in New World countries as well as increasing trade barriers both in traditional and new producers countries. 

World exports increased form slightly over 16 millions hectolitres in 1909-1913 to more than 62 by 2000. Wine exports moved upward from 1950s and especially from the 1970s. Although world exports increased at same rate than production in the thirty years following the World War II, wine that came into the international trade first reduced in the 1950s and later maintained in the same pre-war levels until the 1980s (Table 1). All wine-producing countries have established trade barriers to protect national market from imports, mainly import duties and quantitative import restrictions. 

Production has expanded at an extremely rapid rate in new countries as United States, Argentina and Eastern European Countries. Expansion of viticulture outside Mediterranean areas (especially in America, South Africa, Australia and the U.R.S.S.) has reduced imports to those countries, which has even become exporters. While New World producers have increased their market share, traditional exporters are in a serious challenge. European countries have been the mayor wine exporters, with a 90 per cent share of the market (Table 1), but most European wine trade were made among E.U. countries. Only France was improved their share exports in expanding markets outside E.U., such as Great Britain and United States. However, as I argue in part II, Spain has increasingly concentrated its exports to European countries, while has faulted in expanding their export in countries with increasing demand of great value-added wine. 

Table 1. World  exports of wine. Thousand hectolitres.


Average world exports
Exports

Percentage of total production
European and Algerian exports. Percentage of total exports

1909-13
16.541
11,6
97,8

1924-28
18.100
10,6
95,9

1928-32
20.092
11,2
94,6

1934-38
19.227
10,2
91,6

1949-51
16.344
 8,1
92,0

1954-56
25.520
 8,5
85,8

1959-61
27.324
12,1
80,5

1964-66
26.911
11,5
75,4

1971-75
40.141
 9,5
94,8

1976-80
46.534
12,8
95,5

1981-85
49.534
14,3
96,2

1986-90
43.657
14,9
95,4

1991-95
51.686
14,4
90,0

1996-00
62.708
19,4
84,0

Source: Estimated by the author from Pinilla y Ayuda (2002), F.A.O. (1969) and O.I.V. (1990-2000).

International trade is very important for traditional producers because of a continuing decline in their home markets. Wine consumption in France, Spain and other consumer countries has fallen dramatically, both in total and per capita basis. As a consequence, since the 1930s, increasing overproduction arise in Mediterranean countries. European governments assisted to winegrowers in supporting grape and ordinary wine prices and providing export assistance. Furthermore, the largest outlets for wine (France, Italy and Spain) have protected national markets form foreign wines until the 1990s.

As a result, competition in the market increased within the traditional wine producing countries of the European Community, but also as a result of the growing prominence of the new wine-growing areas of the world. As I will analyse in the following part, besides overproduction, changes in wine marketing, mainly consisting in highly concentration and international ventures among a few number of large distribution companies, increased competition in wine trade. Wineries had to change their marketing strategies to gain wine market share and enter into the international trade channels.

II. WINE INDUSTRY: CHANGES IN MARKETING DURING TWENTIETH CENTURY.

Same scholars have examined wine marketing over time and its consequences in world wine trade. Loubère (1978: 254) has pointed out that France expanded their shipments to foreign markets because was able to produce quality wines and develop sales techniques. Accordingly, France became the largest wine export in the world during the nineteenth century. Nevertheless, other traditional wine countries failed in their distribution approach. For instance, as Lages and Shaw (1998) have considered that one of the main reasons for Portuguese wines losing their position in New World Wines in recent times has been the lack of marketing and commercial skills.

But marketing strategies faced by France in nineteenth century were extremely different than those faced by Portugal in twentieth century. 

During the nineteenth century, wine distribution was made by local agents and wholesalers. In Spanish sherry industry, the almacenados, or wholesalers, aged wines with añadas or soleras system and sell them to casas extractoras or shippers which exported the sherry after standardised and prepared it as consumer’s preferences (Simpson, 1985: 186-187; Maldonado Rosso, 1999). These sherry firms also established commercial distribution networks in foreign markets through agents or wine merchants (Maldonado Rosso, 1999: chapter 13; Fernández-Pérez, 1999: 73).
 

At the first half of nineteenth century, concentration began to arise gradually in sherry sector. Changes consisting in increasing production and distribution integration started at the end of eighteenth century, when casas exportadoras increased their investments in almacenados or wine production (Maldonado Rosso, 1999: 183-188) to assure quality specifications (Casson, 1998). Consequently, as it is shown in Table 2, 11 major firms exported more than a half sherry wine during the first 1823-1844 period.

Table 2. Industrial concentration in sherry wine. Percentage of total exports.


1823-1844

11 major firms
53,7

Pedro Domecq
9,1

Patricio Garvey
5,6

Guillermo Oldham
5,3

Juan Guillermo Burdon
4,8

Pedro Beigbeder y Cía
4,8

Manuel Moreno de Mora
4,5

Gordon y Cía
4,5

Pemartín y Cía
4,3

Juan Haurie y Sobrinos
4,0

Duff Gordon y Cía
3,4

José María Pico
3,2

Other firms
46,3

(Maldonado Rosso, 1999: 213).

In France wine marketing was also made by middlemen since mid-1850s. Most of these middlemen were brokers or local agents, which bought wine to growers for selling to a wholesale merchant in turn to a commission of 2-3 per cent. Traditionally, regional wholesaler or négociant-éleveur stocked wines and sold them when matured. These regional wholesalers sold part of their wines to retailers, but most of them to other wholesalers or négotiant-destinataires for distribution. Moreover, négotiant-destinataires should create their own brand with some of the blending (Loubère, 1990: 178-180).

In twentieth century, traditional distribution channels transformed due to changes both in transportation and retailing (supermarkets and store chains).
 As a consequence of new carriage and truck tankers, concentration in distribution started in the 1920s (Boulet, 1987: 9) and continued throughout the post-war period in France, Great Britain and United States.
 As a consequence of the great competence in the international wine market as well as the increased demand of quality wines and changes in retailing, companies were forced to develop horizontal and vertical integration (Riviera, 1991).

  Concentration in the distribution level as well as changes in retailing compelled to changes in wine industry, consisting in horizontal integration of firms and concentration of wine production. In France, concentration process in champagne and sparkling wine industry began in the 1950s with the internal growth of the firms. In 1953, 10 major firms accounted for 46 per cent of total sales, while in 1960 and 1967 accounted for 55 per cent. The major firm, Moët et Chandon, shared 12,7 and 20,4 per cent of champagne sales in 1968 and 1970. Concentration process in champagne continued in the 1970s, when 10 major companies accounted more than 60 per cent of total sales. However, since the end of the 1960s, growth strategy of companies was horizontal integration due to problems of internal expansion (grape supply rigidity, difficulties of storage). For example, Moët et Chandon controlled two other champagne maisons (Ruinart and Mercier) and created in 1971 a financial holding, Moet Hennessy.
 The second maison de champagne, Mumm controlled three other firms, Perrie-Jouet, Heidsieck and Cie Monopole. 

Since the mid-1960s, mayors champagne companies tried also to control the distribution network by setting up subsidiary firms or branches in main foreign markets. They also tried to improve their position in the domestic market by diversifying their distribution strategy. Moët and Chandon, Mumm and other maisons de champagne began to distribute other products such as spirits or beers in domestic market (Boulet and Laporte: 1976: 66-75).
 

As in France, imported wine trade was also highly concentrated in United Kingdom because of new retail system. In the post-war period independent wine merchants faced enormous competition from the breweries. Main breweries acted as importers, wholesalers as well as retailers of wine. Furthermore, wholesalers had been replacing by large groups which operated self-services stores and supermarkets.
 Breweries and large groups were pioneers in selling low-priced wines on a national scale by using their retail and outlets system for distribution. Even if large groups and breweries had a great importance in wine trade, as late as the end of the 1960s traditional importers had a great importance in commercial channels, especially in higher quality wines. Many of these traditional importers had financial ties with producing firms and even owned vineyards in producing countries (UNCTAD/GATT, 1969: 253).

As well, one of the most important distribution channels in the United Stated in the second half of twentieth century was the national importers companies
, most of them subsidiaries of the major distilling firms (Seagram and Hiram Walker), which had developed a nationwide commercial network (Spanhi, 1998: 144). Distribution was also hardly concentrated because eighteen firms controlled the distribution of wine in United States.
 

Since the 1970s wine industry in United States was also very concentrated in small group of companies. Gallo, the largest wine company accounted for 33 per cent of all wine purchases. The largest eight wine companies accounted for 65 per cent of wine purchases (Folwell and Baritelle, 1978: 38-39).
 
Besides strong concentration in distribution and production, wine trade tried to control reputation by increasing integration into production. In California, some distribution enterprises, such as Seagrams, Hublein, National Distillers, had an essential role in wine production (Spanhi, 1998).

Since the 1960s, U.S. wine producers also began to rely on their own sales branches to conquer new markets and increase their market share. By the 1960s most wholesaling was done by merchants in United States, but manufacturer’s sales branches increased from 12 per cent in 1967 to 23 per cent in 1972 (Braconi, 1977: 89). Gallo, one of the largest winery in California, is an example of heavily integration into distribution. In the 1950s, Gallo acquired distribution firms outside California and organized the first national wine distribution system (Heintz, 1999: 314).

As I analyse in Part III and IV, Spanish sherry companies aimed to associate with international drink companies in order to share their marketing and advertising expenses and to conquer new markets. They also tried to establish own branches, as well as increase sales of branded wine with the aim of controlling distribution and avoiding reputation problems. On the other hand, sherry importers attempted to established financial ties with producers to keep control over their product and margins.

III. SPANISH WINE EXPORTS: SHERRY MARKETING STRATEGIES.

Although Spanish wine exports grew since the 1960, they only did at a steadily rate since the 1980s, when exports reached over 20 per cent of total production. Spanish exports especially soared from 1993 when Spain became a fully member of the Economic Union with respect to wine trade (Appendix 1).
 

Since the 1960s most Spanish wine were shipped to European countries and most of them did in bulk for blending. Moreover, from the 1990s, imports to France have soared, but over 75 per cent of imports were in bulk and used for blending (Spahni, 1998: 182). However, while Spanish wine exportation have been increasingly concentrated in some European countries, Spanish wine has lost share market in the most important importers countries, i.e. United States and Great Britain. 

Wine consumption increased in United States especially since the World War I
 and imports growth until mid-1980, but Spanish exports to United States reduced 50 per cent between mid-1970s to mid-1990s. As a consequence, share of Spanish wine shipments have diminished to less than 10 per cent of total United States market (see Table 3). 

Table 3. Spanish wine exports as a share of total imports to main countries.


1974
1975-1979
1980-1984
1985-1989
1990-1994

Great Britain
26,3
24,5
19,1
11,9
10,0

U.R.S.S.
9,3
10,5
11,2
3,8
-

Germany (F.R.)
3,3
4,3
5,0
4,5
12,6

Suisse
27,5
24,8
22,8
23,0
22,9

Netherlands
31,1
27,2
21,4
20,3
20,1

France
2,0
1,7
1,5
1,6
19,8

United States
18,6
11,3
6,9
7,5
7,1

Fuente: Anuario de Estadística Agraria (vv.aa.)
In Great Britain, Spanish wine also lost market share. Although British demand expanded, Spanish shipments decreased 40 per cent since the end of the 1970s. As a result, Spanish market share has diminished form 25 per cent in mid-1970s to 10 per cent in the1990s (see Table 3). In contrast, French wines has progressed in Great Britain form the 1970s, thanks to soaring champagne sales and increasing exports of appellation and ordinary wines. Furthermore, quality wines amounted over half of French shipments to British market in 1990 (Spanhi, 1998: 190).

In this part I argue that the lack of a successful marketing strategy of the great majority of Spanish wineries, including scare efforts on advertising and sales promotion, was one of the reasons of the declining trend of Spanish wine exports to United States and Great Britain. However, other arguments related to marketing approach must be taken into account. Spahni (1998: 193) has pointed out that Spanish lost of British market share was due to the lack of a pricing policy, which added to consumer confusion about the quality of Spanish wines. Moreover, as I consider below, in sherry wine same wineries shipped inferior wines and adulterated imitations to compensate price volatility, which damaged sherry reputation and lessened demand.
 Reputation problems also impelled that same sherry forms could assured a commercial contract with distribution companies. Strategies such integration of importers into production (Casson, 1998) and development of brand names (Akerlof, 1970) were used to avoid these problems.

While in United States and Great Britain wine marketing have relied since World War II on increasing concentration at the production and distribution level as well as association with international distribution channels, in Spain wine is supplied for a large number of very small wineries. Most of them were unable to stock and ship a large quantity of wine and their sales were made throughout the traditional merchants. 

Only recently, in wines such as Riojas and cavas, large groups with links in the international distribution networks have been set up.
 Sherry sector is also heavy concentrated in few firms. By the 1990s, much of sales were concentrated in Osborne, Allied-Domecq and González Byass and, in 1991, Harvey of Bristol, Croft and Gonzalez Byass accounted more than 60 per cent of brands share in terms of volume (Spahni, 1998: 193, 261).

As I have shown above, concentration in sherry industry augmented during the export boom of the beginning of nineteenth century (see Table 2). Since the 1960s, and in particular since 1970, another export boom occurred in Marco de Jerez. Sherry exports doubled between the 1950s and the 1960s, and during the 1970s sherry shipments grow more than 130 per cent (see Table 4).

Table 4. Sherry exports, 1935-1994. Hectolitres


Average
In bulk

1935-1939
   203.409


1940-1949
  130.627


1950-1959
  233.791


1960-1969
  493.971


1970-1979
1.140.321
839.474

1980-1989
1.118.307
528.281

1990-1994
  849.982
112.988

Source: Consejo Regulador de las Denominaciones de Origen Jerez-Xérès-Sherry y Manzanilla-Sanlúcar de Barrameda. Estadísticas. Año 1994.

Concentration achieved today in sherry sector began in the twentieth century export boom, due to new marketing system. Distribution in large British and United States markets required being able to stock and ship a large quantity of standardised and qualified wine. Only large wineries were in condition to supply sufficient quality wines. 

As a result, 9 companies concentrate 70 per cent of total sherry exports by the 1970s (see Table 5). Rumasa exported almost 25% even though its market share went down as a consequence of sharply drop in demand since 1973 and its price and quality strategy in foreign markets. Second major firm was Pedro Domecq, which concentrated 12 per cent of total exports. Other six companies accounted less than 10 per cent of the export market: Garvey, González Byass, Sandeman, Emilio Lustau, Díez Hermanos and Antonio Barbadillo. Finally, another important firm was Croft, a port shipper which expanded into sherry business form the 1970s when the company launched the brand name Pale Cream (Robinson, 1999: 215). 

Except for large companies, most companies in Marco de Jerez continued to use traditional distribution system of wine-merchants in Great Britain, the largest market of Spanish sherry wine. But increasing competitiveness and falling prices had prompted largest wineries to change strategy. 

Since the 1960s, sherry firms competed to capture more market share and tried to associate with international drink companies. This association allow them to share their marketing expenses and to link to international distribution channels. In Great Britain, the largest market for sherry wine (Appendix 4), some Spanish wineries allied with large groups (Withbread, Harvey’s, Schweppes) and breweries (Bass Charrington, Allied Breweries). 
 

Table 5. Nine major sherry shippers in Spain. Percentage of total volume exported, 1972-1974.


1972
1973
1974

Rumasa
24,0
19,3
18,4

Pedro Domecq, S.A.
11,3
12,2
12,7

Garvey, S.A.
8,6
8,7
7,7

González Byass & C.º Leed
8,5
8,1
9,0

Sandeman Hermanos y Cª
6,7
9,1
7,2

Emilio Lustau, S.A.
4,2
2,8
2,2

Díez Hermanos
3,0
2,5
2,2

Antonio Barbadillo, S.A.
1,7
4,2
5,4

Croft Jerez, S.A.
1,5
3,4
3,0

Total large firms
69,6
70,3
67,9

Source: Archivo General de la Administración. Sindicatos, legajo 5575. Sindicato Nacional de la Vid Cervezas y Bebidas. Exportación de vinos y licores.

Garvey, one of the most important sherry firms, is an example of changes from agency system through new marketing strategic during the export boom. Since 1916, Garvey had an agency agreement with Matthew Clark and Sons Ltd. to supply bulk wines in order to bottle and sell wine with its own brand. This agreement continued throughout the 1970s.
 However in 1964, in order to increase its exports to Great Britain, Garvey signed a distribution contract with Persy Fox, a subsidiary of the Wine Traders Consortium, which included among their member three brewing firms. Garvey also sold wine to Stowells, a filial of Withbread, a company that had 450 shops in British market. Stowells bottled and labelled Garvey’s sherry, and sold it with Caroza name.
 

When Wine Traders Consortium went bankruptcy at the beginnings of the 1970s, Garvey decided to change strategy by diversifying its commercial networks. While its bulk sherry was sold through Bass Charrington, Stowells and Harvey’s of Bristol, Garvey signed a distribution contract with Cadbury Schweppes Overseas Ldt. to sell the brand names of the firm.
 

In contrast, the strategy of the largest sherry firm, Rumasa, was completely different. The beginnings of Rumasa started in 1958, when Ruiz Mateos family signed a one-year contract with Harvey’s of Bristol, one of the most important sherry shippers in the world. Until then, Harvey’s had imported bulk sherry from 13 Jerez wineries and bottled and labelled it with his brand Bristol Cream. 

Once alliance with Harvey’s was established, Ruiz Mateos family established Zolio Ruiz Mateos firm and developed a strategy consisting in expanding their business and buying other firms in order to be able to supply the wine quantity that Harvey’s demanded. Between 1958 and 1963, Ruiz Mateos family purchased seven firms (see Appendix 3). Except for Misa and Palomina & Vergara, firms acquired by Ruiz Mateos family were little dimension and did not have any prestigious brand name. Therefore, Rumasa strategy concentrated in supplying bulk wine to Harvey’s. 

In 1964, when Zoilo Ruiz Mateos, S.A. and Harvey’s of Bristol Ltd. signed a new 99-year contract, these seven firms acquired by the family were integrated into the Unión de Exportadores de Jerez, S.A., whose 10 per cent stocks were gave to Harvey’s (Argüelles, 1992: chapters 1-2). As I consider below, horizontal integration of Rumasa continued same years later when Ruiz Mateo family bought large wineries, Williams & Humbert, and three other small wineries (see Appendix 3).

Although entering into British market was possible through alliance with large breweries and distribution companies, introduction in United States market was much more difficult in spite of increasing demand.
 In that country, imports of sherry wine were dominated by bottled sherry and distribution was hardly concentrated in only a company, the British Harvey’s of Bristol. In fact, direct sherry shipments to United States were less than 50 per cent of total exports
 while most sherry wine was shipped from Great Britain.
 Since the 1960, Harvey’s increased its sales very rapidly thanks to their distribution channels and its advertising campaigns in U.S. market. In 1972, Harvey’s achieved to sell 300 thousand cases of sherry wine out of 500, becoming the most important distributor for sherry wine in American market. 

Only same bottled sherries were distributed by companies different from Harvey´s.
 During 1966 and 1967, Rumasa initiated negotiations with two large distribution companies (Seagram and Gallo) to introduce their sherries in United States market. However, Gallo doubted whether Rumasa wineries could ship sufficient quality wines.

In fact, one mayor problem that Jerez wineries faced in markets was reputation. Rumasa strategy to gain market share consisted in shipping wine much cheaper than that of competing firms, which initially allow the company to increase its sales in foreign markets. However, sherries from Rumasa were poor quality wines, often from the blending of wines of Huelva or La Mancha. As a consequence of the bad quality of wines, Harvey’s decided to cancel his contract with Rumasa in 1965.

Problems made worse since 1973. After some more than one decade of increasing exports, shipments dramatically fell in 1973 and 1974 because of worldwide crisis and prices diminished more than 30% in only year.
 As a result of falling demand, foreign markets were inundated of poor quality wines sold as the price cost by some non-competitive firms.
 In 1975, a Garvey’s manager complaint that, besides falling prices, sherry exports had to faced competence from sherries that had been sold by less than 15.000 pesetas, while market price was 25.000.
 

Increased problems in foreign market as competitiveness grew and reputation eroded, prompted firms to integrate forward into distribution and enhance the branding sales. González Byass established its own distribution network system to sell his famous brand Tío Pepe, and owned a British shipper, Gilbey. Other companies also had casas or distributors in London: for instance, Bertola and Osborne owned Kopke and Duff Gordon, respectively. Garvey also tried to establish its own distributor in British market. Garvey first participated in H.H. Roose, a firm that distributed sherry and porto in British market.
 Later, as González Byass had had before, Garvey tried to create its own distribution system in Great Britain. In 1970, Garvey (London) Ltd. was set up to ship Garvey’s bottled wine. 

Problems with Harvey’s of Bristol also prompted Rumasa to pursue the same strategy. Although Zoilo Ruiz Mateos, S.A. and Harvey’s of Bristol signed a new contract in 1967,
 Rumasa wineries shipped mainly to other distribution companies such as Brown & Pank Ltd. and Imported Wines Ltd. Moreover, the holding created its own distribution network in foreign markets. In the late 1960s, Rumasa set up branches in Great Britain and in 1973 acquired two distributor companies, Imported Wines and Skjold Burne. Some years later, Rumasa bought the British company Augustus Barnett and Sons Ltd., which had 138 wine and liquor shops (Argüelles, 1992: 593-594).

Branding was used as well in order to obtain reputation. Most Spanish wine was shipped in bulk in Great Britain, where wine was labelled with private brand name of the distributor. But, during the post-war, some Jerez wineries, such as Sandeman, Williams & Humbert, Domecq and González Byass created and promoted their own brand in British market. In 1975, exports of bottled sherry doubled, and increasingly firms tried to augment their bottled shipments.
 For instance, the Garvey target was to increase the sales of advertised brands, although mainly concentrated in Netherlands.

Distributors also integrated backward into production to control quality (Casson, 1997: 93-95). First, Harvey’s of Bristol acquired part of its supplier firms. By the 1960s, when a supply contract was signed with Ruiz Mateos family, Harvey’s of Bristol received 10 per cent of the Unión de Exportadores stocks (Argüelles, 1992). The company also invested in sherry vineyards. In 1973 Harvey and Garvey set up Viñedos Conjuntos, S.A. (VICONSA) that acquired land and vineyards.
 Finally, Harvey’s set up its own sherry producer plants in Marco de Jerez: first, Harvey’s acquired Mackenzie & Co. in 1970 (Robinson, 1999: 344) and later Jonh Harvey & Sons Ltd, whose sales grew from 1 per cent of total sherry exports to almost 4 per cent between 1972 and 1974.

IV. ADVERTISING AND BRANDING IN SPANISH WINE INDUSTRY.

Advertising has modest influence on total size of the market, but firms used advertising in order to influence consumer demand for their products and to increase their market share (Comanor and Wilson, 1979: 454). 

Beer in Britain, champagne in France and sherry wine in Spain were pioneers in advertising and branding in nineteenth century (Wilson and Gourvish, 1998: 10; Phillips, 2000: 243-245). A century later, new advertising methods appeared in United States and private investment in wine publicity increased at a steadily rate (Braconi, 1977; Shea, 1980: 41). 

In contrast, in the second half of twentieth century, Spanish wine industry hardly used private advertising because most wine was retailed and exported in bulk. In this part, I argue that the lack of international competitiveness of most Spanish sherry firms was due not only with the lack a successful marketing strategy but also with their inability to develop and promote international brands.
 

In order to advertise a product, a mark or a brand name is necessary. Otherwise, only a generic advertising campaign is possible.
 But in Spain, wine was sold in bulk at the domestic market.
 As well, most Spanish wine was shipped in bulk for bottling in foreign markets. As it is shown in Table 6, more than 95 per cent of Spanish wine exports were made in bulk during 1965-1966. Only same wines from La Rioja, Barcelona or Córdoba (Montilla-Moriles wines), as well as espumosos (sparkling wines) were bottled and labelled with private brands of Spanish wineries. 

Ten years later, bottled wine export had increased from less than 5 per cent of total exports to nearly 20 per cent. That means that exports of bottled wine grew almost 600 thousand hectolitres in less than ten years which required a large-scale capital investment in automated bottling plants, as well as concentration in wine industry, ventures with international distribution companies and increasing investment in advertising. But efforts in bottled wine concentrated mainly in sherry, Riojas and Catalonian wines. Besides, growth of bottled wine was due also to the increasing production of cavas. However, most wines from Valencia, which represented more 30 per cent of total Spanish exports (see Appendix 2), were shipped in bulk and, between 1965 and 1974, efforts toward bottling were scarce in Valencia (see Table 6).

Nevertheless, some Spanish producers in Jerez made increasing efforts through branding and advertising to gain market share and avoid reputation problem. 

At the beginning of sherry boom in the 1960s, sherry wines were mostly labelled with the private brand name of the distributor in foreign markets. Harvey’s, Withbread, Courago and Allied Breweries imported sherry wine in bulk and bottled and labelled it with Bristol Cream, Cadoza, Kinloch and Regency de Granst brand names, respectively. Only four brand names of Domecq had achieved to establish in British market.

Table 6. Spanish exports by regions. Percentage of exports in bulk.

Regions
1965-1966
1974

Valencia
99,6
97,7

Jerez de la Frontera
92,1
76,1

Tarragona
97,1
87,6

Logroño (Rioja)
85,6
32,9

Alicante
99,9
100,0

Guipúzcoa (Pasajes)
100,0
86,9

Barcelona
73,3
14,5

Málaga
89,5
60,5

Navarra 
98,8


Villafranca del Penedés
85,3
58,6

Ciudad Real
83,2
100,0

Zaragoza
93,6
66,7

Córdoba
81,5
94,0

Other regions
95,3
81,2

Total
95,2
80,8

Source: Archivo General de la Administración. Sindicatos, legajo 5575. Sindicato Nacional de la Vid Cervezas y Bebidas. Exportación de vinos y licores.

But, since then, many efforts were made to increase sales of advertising brands. While in the 1970s only 25 per cent of sherry wine was bottled, in the 1980s and 1990s sherry bottled wines represented more than 50 and 75 per cent of total exports, respectively (see Table 4).

In contrast, Spanish brandy was mostly bottled by the 1960s.
 As a consequence of growing per capita income since 1960, brandy consumption in Spain steadily increase in the 1960s.
 Demand prompted wineries to try to increase their market share by investing in advertising. As a consequence, brandy advertising grew quickly. Spanish brandy sector invested an average of 250 millions pesetas in 1966 and 1967, mainly in TV publicity (see Table 6). In 1970, advertising expenses grew to 650 millions pesetas.
 But half of advertising investment was made by Osborne, González Byass and Domecq promote Veterano, Soberano and Fundador brandies, respectively (see Table 7).
  

Table 7. Investment in advertising in brandy sector. 1966-1967.

Brands
Total

Pesetas
Percentage of each brand
Percentage invested on TV

Veterano
   48.023.754
  18,8
84,3

Soberano
   42.185.791
  16,6
68,3

Fundador
   39.248.038
  15,4
62,3

103
   25.029.241
   9,8
78,1

Espléndido
   22.357.434
   8,8
69,3

Ferry
   17.889.859
   7,0
84,2

501
   14.593.007
   5,7
95,7

Felipe II
   11.345.135
   4,5
42,8

Carlos III
   10.467.515
   4,1
67,7

Fabuloso
     8.027.070
   3,2
86,8

Others
   15.555.835
   6,1
45,1

Total
 254.806.898
100,0
72,1

Source: Archivo RUMASA. Fondo Antiguo. Caja 44 (1967).

Other Marco de Jerez wineries also tried to improve their sales in domestic market, which required a prestigious brand. Some sherry firms, such as Garvey or Palomino & Vergara tried to increase their sales of advertising brands in the brandy sector, but numerous problems came out because a few marks, such a Veterano, Fundador, Terry or Soberano monopolised the sales.

In 1966 Palomino & Vergara, one of the firms owned by Rumasa holding, launched a new brandy brand: Fabuloso, which was supported by a wide advertising campaign.
 But total investment in Fabuoso advertising only represented 3 per cent of total publicity expenses of brandy sector (see Table 7).

Wineries also tried to increase their brandy sales in foreign markets. Although brandy shipments increased quickly since the 1960s (see Appendix 5), brandy faced a great competitiveness from many cognac brands. For instance, in United States the only Spanish brand than was widely sold was Fundador.

As in brandy, demand for sherry wine in United States was hardy concentrated in a few brands. As Harvey’s dominated sherry distribution, advertising was concentrated in Harvey’s sherries as well. In 1970-1975, sherry advertising in the United States accounted 1,7 million annually, but more than 80 per cent came from Harvey’s Bristol Cream adverts. Spanish wineries only invested an insignificant amount: in 1975, Duff Gordon and Domecq invest 352 and 48 thousand dollars, respectively (see Table 7).

Table 7. Sherry advertising expenditures in United States. Thousand dollars (1970-1975).


1970
1971
1972
1973
1974
1975

Harvey´s Bristrol Cream
1.583
1.932
2.024
1.244
1.156
1.160

Duff Gordon Sherry




4
352

Tío Pepe Dry Sherry

12


61
48

Total
1.583
1.944
2.024
1.244
1.221
1.560

Source: Braconi (1977: 133-137)

Consequently, same wineries tried to enlarge their market share by increasing investment in advertising in sherry wine and brandy, but major efforts concentrated in a few brands. In fact, sales were monopolised by same companies and attempts of other wineries to enhance its market share was difficult.
V. CONCLUSION.

During twentieth century, traditional distribution channels consisting in agents or wine merchants disappeared in main consumer countries. As a result of changes in transportation and retailing, wine distribution concentrated in few large firms that operated internationally. This new marketing system, as well as increasing competitiveness and volatility in supply and demand, forced wineries to integrate horizontally first by internal growth and later by acquisition of other wineries and international ventures with drink companies.   

Nevertheless, Spanish wine industry specialized in exporting wine in bulk for blending. Moreover, most Spanish exports were made throughout traditional merchants, mainly because wineries were unable to stock and ship sufficient quantity of quality wines. However, same Spanish wines, such as Riojas, Cavas and sherries, augmented their exports of branded wine and set up large groups with links to international drink companies.

In sherry sector only same firms were capable to associate with large distribution companies in Great Britain during post-war period. Quantity and quality requirements of large breweries, which mainly distribute sherry wine in Britain, led same wineries to expanding internally or to integrating horizontally (Rumasa). As a consequence, most sherry exports were monopolised by few large companies (Rumasa, Pedro Domecq, Garvey). 

However, sherry firms faced problems of reputation and price volatility in foreign markets. In order to cope with these problems, sherry firms developed a strategy consisted in integration into distribution. Besides establishing commercial branches in foreign markets or merging with distribution companies, increasing sales of branded sherry and brandy was also applied to cope with reputation problems and to increase market share. However, sales, as well as advertising and promotion, were concentrated in few brand names that monopolised the market.
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APPENDIXES

Appendix 1. Evolution of Spanish exports, 1886-1993



Exports as a percentage of total production

1886-1891

35,8

1892-1900

26,6

1913-1919

18,6

1920-1935

13,4

1940-1959

  6,3

1960-1975

  9,8

1980-1985

20,6

1990-1993

25,9

Fuente: Carnero i Arbat (1980), G.E.H.R. (1989),

Martínez-Zaporta (1951), MAPA (vv.aa.) y elaboración propia.

Appendix 2. Spanish exports by regions. Percentage of total exports

Regions
1965-1966
1974

Valencia
41,4
31,6

Jerez de la Frontera
18,7
24,9

Tarragona
12,8
13,7

Logroño (Rioja)
9,4
9,3

Alicante
6,0
1,9

Guipúzcoa (Pasajes)
3,0
5,6

Barcelona
3,0
1,8

Málaga
1,9
0,7

Navarra 
1,5
0,0

Villafranca del Penedés
1,1
1,8

Ciudad Real
0,3
2,5

Zaragoza
0,3
1,3

Córdoba
0,2
3,6

Other regions
99,7
1,5

Total
100,0
100,0

Sourse: Archivo General de la Administración. Sindicatos, legajo 5575. Sindicato Nacional de la Vid Cervezas y Bebidas. Exportación de vinos y licores.

Appendix 3. Firms of Rumasa Holding

Firms
Acquisition year

Unión de Exportadores de Jerez, S.A.
1964

Hijos de Jiménez Valera, S.A
1960

Carlos de Otaolaurruchi, S.A.
1961

Jaime F. Diestro, S.A.
1961

J. Pemartín y Cía, S.A.
1962

Misa, S.A
1963

Palomino & Vergara, S.A.
1963

Williams & Humbert Group Ltd.
1972

Bodegas Bertola
1972

Lacave y Cía
1972

Celestino Díaz Morales
1973

Source: Archive Rumasa.

Appendix 4. Main markets of sherry wine. Percentage.


1956-1959
1961-1965
1966-1968
1956-1959
1961-1965
1966-1968


Total
Bottled

German (F.R.)
2,7
2,5
2,4
3,2
5,1
6,0

Denmark
5,5
5,8
4,4
2,2
4,5
5,0

United States
5,2
3,1
2,3
21,5
27,4
30,0

Great Britain
62,7
65,8
61,8
26,0
17,5
7,8

Netherlands
7,0
10,9
19,3
0,9
2,8
6,9

Suede
4,9
3,6
2,5
14,2
14,8
11,0

Other countries
12,0
8,2
7,4
32,1
27,8
33,2

Total
100,0
100,0
100,0
100,0
100,0
100,0

Source: Anuario de Comercio Exterior de España. Estadística de Exportación de vinos de Jerez.

Appendix 5. Dessert wine. United States total imports, 1958-1973.
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Appendix 5. Sales of Spanish brandy, 1961-1971





Total
Total
Exports
Exports


Thousand hectolitres
1961=100
Thousand hectolitres
1961=100

1961
226
100
21
100

1962
296
131
30
140

1963
417
184
28
131

1964
578
255
25
119

1965
500
221
27
130

1966
511
226
25
120

1967
660
292
33
154

1968
859
380
40
188

1969
876
387
64
302

1970
914
404
70
329

1971
1.342
593
84
397

Source: Garvey Archive. Informes sobre el brandy (1971).
� As Nevett and Fullerton (1988: xii) has pointed out marketing is not equal with advertising alone, but a complex interplay of product design, pricing, wholesale and retail distribution, and promotional efforts. 


� Casson (1998) has considered that firms have to cope with three types of volatility: structural changes in markets, fluctuations in demand and supply, and interruption of supply.


� As I consider below, wines companies mainly developed horizontal integration by the acquisition of other wineries. 


� Since the end of nineteenth century integration of marketing and production took place in same industries in order to economize information costs and increase productivity. Brewery industry in Great Britain, which had a important paper in wine distribution in post-war period, was pioneer in integration into distribution (Valdaliso and lópez, 2000: 292-293) and retailing (Wilson and Gourvish, 1998).


� Wine acreage began to decrease early in France thanks to the success of Code du Vin, approved in 1953 (Barthe, 1975: 8-11). Similar programs were set up in Spain but Spanish vine acreage only began to decrease when Spain incorporated at the U.E.  


� As Maldonado Rosso (1999) has pointed out traditional system of agents began at the end of seventeenth century when replacing the encomienda and factoría system, although transition lasted until nineteenth century. See also Montañes (2000). 


� Since the 1870s small number of firms expanded their distribution and realized scale economies. In United States, with the completion of railroad and telegraph network, firms realized scale economies by expanding their distribution through the whole nation. Consequently, market was dominated by a small number of companies, whose profit strategy was to charge low prices and sell a high volume (Tedlow, 1990 and 1993). But changes in marketing and increasing concentration in distribution occurred especially in countries United States and Great Britain where there were a mass market and national brands. In both countries, merchants had become in wholesalers, which created large distribution networks to supply distributors and retailers (Valdaliso and López, 2000). About changes in distribution at the end of nineteenth century, see Chandler (1987). About changes in distribution and retailing before 1939 in Great Britain, see Thomas (2004: 113-117).


� Between 1920 and 1960 the concentration in the distribution level increased at Midi, France: in 1920 Midi accounted 2000 maisons de commerce, and in 1960 only 400. Whereas in these countries distribution of imported wine was very concentrated since the World War II, in Germany and other regions most imported wine was distributed by wine merchants. More importers were also wholesaler and an exclusive agent for a foreign firm. For Germany, see UNCTAD/GATT (1969: 75). See also Loubère (1990: chapter 7) and Riviera (1991)


� In post-war period France, small wholesalers have disappeared because the increased number of supermarkets and chain stores. The commissionaire could provide them with great quantities and low prices (Loubère, 1990: 178-181; Jenster and Jenster, 1993). About commissionaires and distribution enterprises in Frances, see also Boulet (1987) and Badis (1982).


� The financial holding was created after Moët acquired a firm leader in cognac, Jas Hennessy.


� Seagream owned Mumm, one of the most important French maison, which distributed Seagream products in French markets. Also Moet and Hennessy, the international enterprise that owned Moet et Chandon, distributed in France same spirits brands and Heineken beers (Boulet and Laporte: 1976: 68).


� British larger brewers diversified into soft-drink production plants and, by the end of the 1920s, had also extended their product range to wines and spirits. Diversification strategies were managed because of the interest in providing the consumer with a great spectrum of products in brewery-owned retail outlets. Integration between the brewers and retailers began throughout the nineteenth century and the phenomenon of the "tied house" was developed (Gilbert and Smith, 1992; Knowles, 1993).


� At the beginning of the 1970s, these national companies accounted 35-40 per cent of wines imported into the United States (UNCTAD/GATT, 1972).


� They controlled 70% of the total wine imported in 1973/4 and 75% in 1976 (Shea, 1980: 108). Some other importers were affiliates of large food conglomerates, such as Beatrice Food (Spahni, 1998: 145).


� The largest wine companies in U.S. by the 1970s were Gallo, United Vintners, Franzia, Mogen David, Almaden, Canandaigua, Guild, Taylor, Paul Masson, and Christian Brothers. The E. & J. Gallo Winery was founded in 1933 and now is one of the major wine companies in the world (Sullivan, 1998. 128-129). 


� Californian wine exports are concentrated in five largest firms, with Gallo share over a half (Spahni, 1998: 239).


� Between 1986 and 1993 Spanish wine exports to other members states were subjected to annual quotas (Spahni, 1998: 254).


� Wine consumption increased 57 per cent between 1971/75 and 1986-90 (OIV, 1990-2000).


� About the effects of quality uncertainty and the bad consequences of poor quality commodities in markets, see Akerlof (1970).


� In the 1990s the largest firms were Bodegas y Bebidas, García Carrión, Berberana, Felix Solis and Miguel Torres. Cava market was controlled by Freixenet and Codorniu. Most of these companies are controlled by global alcoholic drinks operators or have expanded internationally.


� Sandeman was in backruptcy and negociated a contract with Harvey’s to impede its absorption by Rumasa. However negotiations broke and Sandeman signed a distribution contract with Bass Charrington (Garvey Archive), one of the most important brewing companies in Great Britain (Gilbert and Smith, 1992).


� Garvey Archive. Garvey (London) Ltd.


� Stowells also sold some Domecq brands in Great Britain. Garvey Archive. Informe al Consejo, 1973.


� Garvey Archive. Informe al Consejo, 1973. Schweppes had an international distribution network of alcoholic and sofá drinks. As a consequence of the agreement, Schweppes acquired 40 per cent of Vergara & Gordon, a subsidiary of Garvey.


� United States demand for dessert wine increased since 1960. United States dessert wine imports doubled between 1961 and 1968. During that period Spanish dessert wine were more than 45 per cent of total United States imports. Since 1968 United States demand for dessert wine increased much more. Imports grew from 80 thousand hectolitres to more than 130. Furthermore, during the 1970s Spanish dessert wine increased their market share to more than 50 per cent (See Appendix 5).


� As it is shown in following table, in 1969-1971, United States imported an annual average of 46 thousand hectolitres of sherry wine, but only a 40 per cent in average was shipped directly from Spain.


Sherry exports to United States, 1969-1971. Hectolitres


�
Direct shipments�
Total Shipments�
�
�
Hectolitres�
Percentage�
Hectolitres�
�
1969�
15.933�
42,5�
37.469�
�
1970�
16.481�
36,3�
45.458�
�
1971�
22.091�
39,0�
56.646�
�
Garvey Archive. Informes sobre el brandy (1971).


� Garvey Archive. Informes sobre el brandy (1971). 


� Most were distributed by means of agents. For instance, Terry, one of largest sherry shippers, got an agency contract with McKenson & Robins for distribution, which finally was acquired by a big distribution company, Foremost. Palomino & Vergara and Misa also signed agency contracts with Barton Distilling Co. and Wine & Spirit Guid, respectively (RUMASA Archive. Fondo Antiguo, Caja 32, 1966).


� Gallo demanded annually at least one million cases of sherry wine, much more of what Rumasa would have shipped (RUMASA Archive. Fondo Antiguo, Caja 32, 1966; Caja 31 and 37, 1967).


� Consumption of sherry wine in Great Britain decreased 40% in mid-1970s. While branded sherry exports to British market fell more than 25 per cent, bulk sherry shipments increased more than 20% (Garvey Archive. Informe mensual del Departamento de Extranjero para el Consejo, november 1975, and Borrador del acta de Reunión del Consejo de Administración, 28 october 1975.).


� In 1975 Garvey’s sherry represented 10% bulk sherry and 4% bottled sherry wine imported by Holland. Garvey Archive. Informe mensual del Departamento de Extranjero para el Consejo, November 1975, and Borrador del acta de Reunión del Consejo de Administración, 28 October 1975.


� Garvey Archive. Informes al Consejo (1975). During 1975 wines shipped by Rumasa to Netherlands as “sherries” were in fact La Mancha and Huelva blendings (Garvey Archive. Informe mensual del Departamento de Extranjero para el Consejo, December 1975).


� Garvey Archive. Informe al Consejo (1973). 


� RUMASA Archive. Fondo Antiguo, Caja 31, 1967.


� Garvey Archive. Borrador del Acta del Consejo de Administración (20th December 1975).


� Garvey Archive. Informe mensual del Departamento de Extranjero para el Consejo, november 1975. In Netherlands of Garvey’s bottled sherry increased in 40 per cent in one year. Garvey Archive. Borrador del Acta del Consejo de Administración (28th October 1975).


� Garvey Archive. Informe al Consejo, 1973.


� Sindicato Nacional de la Vid Cervezas y Bebidas. Exportación de vinos y licores. A.G.A. Sindicatos, legajo 5576-5581.


� Some scholars have examined the impact of advertising on barriers to entry. It has been argued that advertising provides consumers with useful information (Telser, 1964: 537), especially on product quality (Nelson, 1974). Although some theoretical and empirical studies on competition have concluded that advertising does not impair competition (Telser, 1964: 537) and does not lead to restrictions to entry (Schmalensee, 1974), Comanor and Wilson (1979: 455) suggest that “there is generally an element of asymmetry between new and established firms, which is due to the different degrees of experience that consumers have with specific products. As a result, there may be substantial differences in marginal effects of advertising among firms, and in particular, between established firms and new entrants”.


� From the earlier 1930s, California and Australia wineries invested in generic advertising to enhance exports and national consumption. Wines were supported by wide publicity, mainly consisting in advertising, consumer tastings and sales promotions. Wine journalists were also cultivated (Phillips, 1992; Lapsley, 1996; Hutchinson, 1969). In France, advertising of generic wines/regional wines received more governmental subsidies compared to other major wine-producing countries. SOPEXA, the French marketing organ for the agricultural industry, was far more dominant than equivalents in other countries (Jenster and Jenster, 1993).


� Until recent times wine consumption in Spain was made by wine in bulk. According to a poll, in 1968 only 30 per cent of consumers purchased bottled wine (Comisaría General de Abastecimientos y Transportes. Gabinete de Orientación al Consumo, 1968). 


� However, in 1985-1988, more than 60 per cent of advertising expenses of Spanish D.O. wines corresponded to wines form Denominación de Origen La Rioja (Martin y Albisu, 1992: 91).


� The Domecq marketing strategy consisted in advertising and distributing its brands in supermarkets. Garvey Archive. Informe al Consejo (1973).


� Between 1966 and 1971, 75 per cent of Spanish brandy was produced in Jerez and 98 per cent of brandy exports came from Jerez. Garvey Archive. Informes sobre el brandy. 


� In only 10 years, between 1961 and 1971, brandy sales multiplied by 6, while brandy demand in foreign markets increased less. Most brandy production was sold in domestic market (see Appendix 5).


� Garvey Archive. Informes sobre el brandy.


� As in brandy, wine advertising in Spain was mainly concentrated in a few brands. Dry Sack and Tío Pepe  accounted more than 50 per cent of total investment adverts in dessert wine. Moreover, Diamante, Federico Paternina and Paternina Banda Azul accounted more than 70 per cent of advertising expanses in table wines (Garvey Archive. Informes sobre el brandy).


� During the 1960s, 90 per cent of brandy consummated in Madrid (Spain) was labelled with these four brands. Garvey Archive. Informes sobre el brandy. 


� RUMASA Archive. Fondo Antiguo, Caja 32, 1966. Palomino & Vergara also tried to sign a distribution contract for Fabuloso with San Miguel Spanish brewery.


� In 1971, Domecq winery spent 195 thousand dollars in publicity to promote Fundador sales in United States. Garvey Archive. Al estudio del Consejo (1973). In United States, brandy consumption grew rapidly during the 1960s, but most of imported brandy originates in France (Braconi, 1977: 119).


� Although sherry advertising expenditures represented a little percentage of total advertising investment in United States, during the 1970s promotional efforts of sherry augmented. In 1968, total sherry investment in U.S. market accounted only 374 thousand dollars, 310 from Harvey’s (Centre National du Commerce Extérieur, 1970: 276-277). 
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Hoja1

		Years		Average Production

		1865-75		113,500

		1875-84		122,700

		1885-94		125,300

		1900-04		143,500

		1905-09		160,800

		1910-14		142,800

		1915-19		129,700

		1920-24		168,400

		1925-29		171,500

		1930-34		178,600

		1935-38		188,000

		1934-38		202,600

		1939-48

		1949-51		193,413

		1951-55		210,634

		1959-61		236,573

		1964-66		282,090

		1966-70

		1971-75		313,115

		1976-80		326,046

		1981-85		333,552

		1986-90		304,202

		1991-95		266,429

		1996-00		263,100
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Advertising

				Advertising in United States, 1967=100

		1967		100

		1968		105

		1969		159

		1970		177

		1971		225

		1972		244

		1973		297

		1974		291

		1975		319

		1976		491
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Consumo per capita

				Sourse: The Wine Marketing Handbook

				Wine consumption in U.S.

				Gallons (millions)		Per capita

		1934		32.7		0.26

		1935		47.8		0.38

		1936		59.7		0.47

		1937		65.0		0.50

		1938		66.0		0.51

		1939		74.2		0.57

		1940		87.1		0.66

		1941		98.8		0.74

		1942		112.9		0.84

		1943		97.3		0.73

		1944		94.5		0.71

		1945		90.9		0.69

		1946		133.5		0.95

		1947		96.9		0.67

		1948		119.7		0.82

		1949		128.6		0.87

		1950		135.0		0.90

		1951		121.5		0.79

		1952		133.4		0.86

		1953		136.9		0.86

		1954		138.5		0.86

		1955		141.5		0.86

		1956		146.7		0.88

		1957		148.8		0.87

		1958		150.1		0.87

		1959		150.7		0.86

		1960		158.1		0.80

		1961		165.5		0.90

		1962		163.1		0.88

		1963		170.7		0.91

		1964		179.5		0.94

		1965		182.8		0.94

		1966		186.6		0.95

		1967		196.6		0.99

		1968		205.1		1.03

		1969		225.5		1.12

		1970		255.9		1.26

		1971		295.7		1.43

		1972		326.9		1.57

		1973		337.8		1.61





Importaciones

				Sourse: The Wine Marketing Handbook

				Wine Imports (Gallons)

				Total		Table		Dessert		Sparkling		Vermouth

		1958		9,048,126		4,450,662		957,287		780,306		2,769,871

		1959		9,904,418		5,170,733		977,190		859,685		2,896,810

		1960		10,736,039		5,603,082		1,017,413		940,490		3,175,054

		1961		12,153,253		6,714,750		1,106,525		964,307		3,367,671

		1962		14,048,798		7,823,012		1,410,479		1,036,390		3,778,917

		1963		14,368,474		7,999,818		1,441,088		1,022,581		3,904,987

		1964		15,556,379		8,651,236		1,519,257		1,195,598		4,190,288

		1965		16,285,256		8,949,572		1,584,713		1,436,233		4,315,008

		1966		17,978,637		10,399,280		1,642,193		1,634,863		4,302,301

		1967		19,376,087		11,264,866		1,720,272		1,916,406		4,474,543

		1968		22,209,891		13,040,590		1,933,714		2,227,797		5,007,790

		1969		24,691,330		15,367,261		2,130,552		2,409,394		4,784,123

		1970		30,023,588		20,696,089		2,410,149		1,793,100		5,124,250

		1971		36,155,573		26,042,109		2,869,957		1,876,550		5,366,957

		1972		47,042,903		37,478,042		2,661,580		1,975,796		4,927,485

		1973		55,171,747		45,374,657		2,912,718		2,017,771		4,866,601

		Source: Hutchinson, Ralph Burton (1969): The California Wine Industry. Los Angeles, University of California.

				Total

		1895		4,180,000

		1896		4,289,000

		1897		3,113,000

		1898		3,543,000

		1899		4,036,000

		1900		4,430,000

		1901		5,060,000

		1902		5,790,000

		1903		5,946,000

		1904		6,039,000

		1905		6,791,000

		1906		7,749,000

		1907		7,832,000

		1908		8,357,000

		1909		10,012,000

		1910		6,769,000

		1911		5,924,000

		1912		6,720,000

		1913		7,616,000

		1914		5,639,000

		1915		5,262,000

		1916		4,920,000

		1917		3,653,000

		1918		1,140,000

		1919		9,179,461

		1920		7,113,433

		1921		5,573,709

		1922		5,104,336

		1923		4,778,989

		1924		3,108,521

		1925

		1926

		1927

		1928

		1929

		1930

		1931

		1932

		1933

		1934		3,456,312

		1935		1,503,515

		1936		1,969,947

		1937		2,017,899

		1938		1,787,229

		1939		1,973,461

		1940		1,749,168

		1941		930,416

		1942		560,955

		1943		3,573,679

		1944		7,295,152

		1945		1,876,842

		1946		941,384

		1947		534,525

		1948		888,712

		1949		1,157,929

		1950		1,882,490

		1951		2,339,488

		1952		2,557,156

		1953		3,023,318

		1954		321,594

		1955		3,455,257

		1956		3,834,365

		1957		4,265,122

		1958		4,540,662

		1959		5,170,733

		1960		5,603,082

		1961		6,716,684

		1962		7,823,012

		1963		7,999,818

		1964		8,651,236

		1965		8,949,572

		Fuente: O.I.V. (1990-2000) “Situations et statistiques du secteur vitivinicole mondial”. Suplemento al Bulletin de L’Office International de la Vigne et du Vin.

				Importaciones de vino a Estados Unidos. Miles de hectolitros.

		1971-1975		1,779

		1976-1980		3,036

		1981-1985		4,865

		1986-1990		3,216

		1991-1995		2,616

		1996-2000		4,096





Importaciones por países

				Sourse: The Wine Marketing Handbook

				Wine Imports (Gallons)

				Table												Dessert						Sparkling										Vermouth

				Total		France		Italy		Spain		Germany				Total		Spain				Total		France		Portugal		Italy				Total		Italy

		1958		4,450,662		1,458,945		1,738,780		108,766		661,035		1958		957,287		457,307				780,306		599,709		55,131		89,309				2,769,871		2,028,025

		1959		5,170,733		1,825,416		1,827,411		128,965		839,669		1959		977,190		465,122				859,685		629,317		84,985		99,674				2,896,810		1,972,726

		1960		5,603,082		2,040,813		1,925,550		152,122		901,249		1960		1,017,413		484,550				940,490		670,510		111,216		117,246				3,175,054		2,319,744

		1961		6,714,750		2,544,649		2,066,388		225,928		1,193,894		1961		1,106,525		546,966				964,307		668,753		131,610		120,849				3,367,671		2,543,783

		1962		7,823,012		3,095,577		2,418,614		367,780		1,125,896		1962		1,410,479		623,799				1,036,390		687,795		164,726		141,720				3,778,917		2,869,142

		1963		7,999,818		3,073,411		2,390,608		367,780		1,154,255		1963		1,441,088		625,793				1,022,581		626,628		185,365		152,212				3,904,987		3,082,882

		1964		8,651,236		3,251,009		2,410,036		367,780		1,301,961		1964		1,519,257		698,587				1,195,598		701,413		259,572		180,140				4,190,288		3,285,092

		1965		8,949,572		3,498,718		2,367,389		367,780		1,291,299		1965		1,584,713		748,137				1,436,233		788,133		353,575		227,224				4,315,008		3,422,992

		1966		10,399,280		4,039,577		2,584,689		367,780		1,399,299		1966		1,642,193		778,530				1,634,863		823,404		488,174		244,920				4,302,301		3,391,331

		1967		11,264,866		4,382,912		2,683,911		367,780		1,527,470		1967		1,720,272		831,755				1,916,406		895,662		609,881		337,412				4,474,543		3,511,090

		1968		13,040,590		4,555,590		2,887,384		367,780		1,778,538		1968		1,933,714		937,384				2,227,797		869,305		897,041		355,058				5,007,790		3,912,449

		1969		15,367,261		5,430,279		2,981,977		367,780		2,172,657		1969		2,130,552		989,101				2,409,394		882,966		981,910		436,943				4,784,123		3,726,018

		1970		20,696,089		6,675,074		3,771,145		367,780		2,764,403		1970		2,410,149		1,221,386				1,793,100		976,454		159,945		495,943				5,124,250		3,882,564

		1971		26,042,109		7,397,338		4,763,973		367,780		3,563,730		1971		2,869,957		1,502,884				1,876,550		956,595		101,731		632,251				5,366,957		4,246,963

		1972		37,478,042		10,393,338		6,571,187		367,780		4,563,060		1972		2,661,580		1,374,897				1,975,796		968,318		104,805		743,883				4,927,485		3,810,770

		1973		45,374,657		10,393,617		9,571,187		367,780		5,567,706		1973		2,912,718		1,616,129				2,017,771		867,515		14,250		924,145				4,866,601		3,813,271

				Dessert		Gallons				Dessert		Litres

				Total		Spain				Total		Spain

		1958		957,287		457,307		1958		43,078		20,579

		1959		977,190		465,122		1959		43,974		20,930

		1960		1,017,413		484,550		1960		45,784		21,805

		1961		1,106,525		546,966		1961		49,794		24,613

		1962		1,410,479		623,799		1962		63,472		28,071

		1963		1,441,088		625,793		1963		64,849		28,161

		1964		1,519,257		698,587		1964		68,367		31,436

		1965		1,584,713		748,137		1965		71,312		33,666

		1966		1,642,193		778,530		1966		73,899		35,034

		1967		1,720,272		831,755		1967		77,412		37,429

		1968		1,933,714		937,384		1968		87,017		42,182

		1969		2,130,552		989,101		1969		95,875		44,510

		1970		2,410,149		1,221,386		1970		108,457		54,962

		1971		2,869,957		1,502,884		1971		129,148		67,630

		1972		2,661,580		1,374,897		1972		119,771		61,870

		1973		2,912,718		1,616,129		1973		131,072		72,726
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Hoja4

				Sourse: The Wine Marketing Handbook

				Wine Exports (Gallons)

				Total		Canada		Mexico		Netherland Antilles		Philippine Rep.		Panama		All Other

		1958				139,669

		1959				154,391

		1960				192,239

		1961				162,116

		1962				152,525

		1963				229,180

		1964				138,879

		1965				212,709

		1966				176,718

		1967				189,757

		1968				209,653

		1969				266,539

		1970				265,104

		1971				208,299

		1972				284,308

		1973				259,365






