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Abstract. This paper aims to analyse the Sparkling Wine international market struc-
ture and competitiveness, focusing on the 2004-2018 period. It used the data regard-
ing exports and imports of sparkling wine available in the International Trade Centre’s
Trade Map database. The method used to examine sparkling wine’s international mar-
ket structure and competitiveness consisted of calculation of: (i) Revealed Comparative
Advantage (RCA); (ii) Relative Position in the Market (RPM); (iii) Hirschman-Herfin-
dahl Index (HHI); and (iv) Net Export Index (NEI). The paper analyses the growth of
the sparkling wine trade worldwide. It demonstrated that France had the greatest rela-
tive position in the market, followed by Italy and Spain. This same sequence was found
in the revealed comparative advantage, highlighting the increased Italian export level.
A high export market structure concentration was also shown. On the other hand,
there was an unconcentrated import market structure, and, according to the NEI, it
was possible to identify three groups composed of actors who were stable in terms of:
i) exports based on domestic production (France, Italy and Spain); ii) trade, reflect-
ing re-export (Singapore and the Netherlands); iii) imports, with strong domestic con-
sumption (Germany, the United Kingdom, the United States of America, Australia, and
Belgium).

Keywords: wine competitiveness, market structure, sparkling wine, HHI, revealed
comparative advantage.

1. INTRODUCTION

Sparkling wine, which is known as a celebratory beverage, and also as a
lifestyle symbol, has a strong symbolic function (Velikova et al., 2016). The
earliest mentions of sparkling wine production date back to 1531 at the Saint-
Hilaire monastery in the South of France (Stevenson, 2003).

The most famous, prestigious, expensive, and highest ranked sparkling
wines come from Champagne (Epstein, 2011; Rokka, 2017). The products of
that area carry the denomination of origin, and are named as Champagne.
Sekt, cava, crémant, and prosecco are familiar terms used to describe the
different sparkling wines from outside the Champagne region, and these
are becoming better known in the world. Furthermore, their consumption
has been trending upwards due to the strong influence of Western culture,
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reflecting luxury fads (Epstein, 2011), the trend toward
indulgence, and to differentiate the chosen wine in order
to enhance the experience (Hannin et al., 2010; Mariani,
Pomarici and Boatto, 2012).

The wine industry is a multibillion-dollar business
engaged in world trade. In 2018, sparkling wine export
figures rose to more than US$ 7 billion worldwide (ITC,
2020). France maintains its leadership in sparkling wine
exports as a result of its specialisation in winemaking
and attention to terroir (Zhao, 2005; Demossier, 2011).
However, recent studies reveal changing dynamics in
the sparkling wine market, whether due to new entrants
(Basso, 2019), new consumers and new consumer behav-
iour (Castellini and Samoggia, 2018; Velikova et al,,
2016; Lerro et al., 2020), or strategies for maintaining
established markets (Rossetto and Gastaldello, 2018),
resulting in a complex situation described, for example,
by Pomarici (2016).

In addition, since the beginning of the 21st century,
the sparkling wine trade has been growing and its struc-
ture has been undergoing changes due the new competi-
tive market scenario (Mariani et al., 2012). However, just
a few studies analyse the international wine market in a
sectioned manner in countries (Anderson, 2018; Beluho-
va-Uzunova and Roychev, 2018; Corsi, Marinelli and
Sottini, 2013) or sets of countries (Fleming, Mounter,
Grant, Griffith and Villano, 2014; Lombardi, Dal Bian-
co, Freda, Caracciolo and Cembalo, 2016), and no study
deals with international sparkling wines market. Thus,
this paper fills that lack of studies by analyse the spar-
kling wine market regarding its: (1) international com-
petitiveness; and (2) international market structure.

2. THEORETICAL BACKGROUND AND METHOD

Competitiveness can be examined in multiple ways.
This paper follows Latruffe’s (2010) idea, where competi-
tiveness is defined by the capacity to face competition and
be successful. Comparison is inherent in this view, which
can be between different units (such as different coun-
tries) in a specific factor or the same unit (the same coun-
try) with its respective factor in a different period of time.

Competitiveness can be determined by three different
levels: microeconomic (firm), mesoeconomic (sector) and
macroeconomic (nation), as seen in Drescher and Maurer
(1999) and Bojnec and Fert6 (2009). This paper considers
the mesoanalytical level involving sparkling wine.

According to Horn (1985), the mesoanalytical level can
be measured with different indicators. Trade theory sug-
gests that the nation’s competitiveness should be defined by
comparative advantage. The comparative advantage theory
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reveals that trade flows are a result of the relative cost dif-
ferences among trading partners, suggesting that countries
are competitive in the sectors in which they have greater
efficiency (Horn, 1985; Bojnec and Fertd, 2009).

To determine the competitiveness of the internation-
al sparkling wine market we used the Revealed Com-
parative Advantage (RCA) initially developed by Balassa
(1965), and later modified by Vollrath (1991) to avoid
duplicate registers. This was applied in the wine sector
by Anderson (2018), Maté Balogh and Jambor (2017),
Beluhova-Uzunova and Roycheva (2017), Van Rooyen et
al. (2010) and Crescimanno and Galati (2014). The index
is sustained by exports, revealing the relation between
the nation’s exported product to its total export flow,
and the world’s export performance for the same prod-
uct, in the same period, as follows:

t
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t
Xty

t
m ¢
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RCA=

where:

RCA = revealed comparative advantage

X{, = exports of product i from the country in period ¢
Xfp = exports from the country in period ¢

XL, = exports of product i across the world in period ¢
Xt = exports across the world in period ¢

The higher the final value is, the higher the nation’s
revealed comparative advantage, whereas the lower the
final value, the higher the disadvantage (Vollrath, 1991;
Bojnec and Fertd, 2009; Fleming et al., 2014).

In addition to the RCA, the Relative Position in
the Market (RPM) is also used, which determines the
nation’s position in the international trade of a specific
product (Thomé and Soares, 2015). It is revealed by cal-
culating the relationship between the nation’s trade bal-
ance for a specific product and the total global trade for
the same product (Thomé and Soares, 2015; Lafay et al,,
1999), as follows:

xf-mf

RPM{ = 100x =

L

RPM{ = relative position in the market

X{ = exports of product i from the country in period ¢
M = imports of product i into the country in period ¢
W/} = global trade (exports plus imports) of product i in
period ¢

The RPM follows the same pattern as the RCA,
which means that the higher the final value is, the great-
er its market position.
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Beyond the RCA and RPM indexes, the Industrial
Organisation is a useful framework to understand how
market structure influences performance, as shown by
Iwasaki et al. (2008), Mariani, et al. (2012) and Thomé
and Soares (2015).

The structure-conduct-performance (SCP) paradigm
advocates a direct link between market structure and
the degree of competition (Bain, 1951). According to the
SCP, greater market concentration allows those holding
bigger market shares to exploit market power to obtain
greater profits (Bain, 1951; Iwasaki et al., 2008).

As seen in Scherer and Rosss (1990), market con-
centration is the union of the largest market shares in
a given sector, and, according to Correia, Gouveia and
Martins (2019), this same consideration is applicable to
the international wine business.

A high market concentration occurs when few
competitors hold a significant share of it, while a large
majority of players operate in the rest of the market. In
contrast, low market concentration occurs when there
is a large number of competitors in similar conditions
(Thomé and Medeiros, 2016).

Market concentration is an important aspect of the
market structure. Where companies are located affects
their performance by reflecting the country’s competi-
tive position (Thomé, Medeiros and Hearn, 2017), thus,
market concentration can be seen as a relevant perfor-
mance indicator (Thomé and Soares, 2015).

As seen in Iwasaki et al. (2008), concentration meas-
ures should be based on the international market share
of each country. They can be expressed in different ways
and need to consider the inequality of international
market shares and the number of countries (competi-
tors). According to the U. S. Department of Justice and
Federal Trade Commission, Horizontal Merger Guide-
lines (2010), the value of HHI varies between zero,
indicating a monopolistic position, to ten thousand,
indicating pure monopoly. Otherwise, an index value
lower than 1,500 indicates that the industry or market is
unconcentrated; for values between 1,500 and 2,500, the
market is moderately concentrated; and for HHI with
a value above 2,500, the market is highly concentrated.
Among the possible equations used to express mar-
ket concentration, Iwasaki et al. (2008) highlighted the
Hirschman-Herfindahl Index (HHI):

n
HHI = ),,_, S¢
where:
HHI = Herfindahl-Hirschman Index
S? = market share squared
n = total countries in the sector

Furthermore, another helpful index that allows
understanding of competitive conduct in international
trade is the net export index (NEI). The NEI refers to
the product’s import/export flow (Banterle and Carresi,
2007; Pascucci, 2018). This index not only helps in the
debate on sparkling wine re-exportation emphasised by
Pomarici (2016), but also shows the countries that use
this strategy and at which level. According to Mariani
et al. (2012, p. 33), re-exportation is the act of “export-
ing from one country wine previously imported”, which
takes into account the country’s trade balance for prod-
uct i, due to the total trade for the same product. Based
on Banterle and Carresi (2007) and Thomé and Soares
(2015), it is calculated as:

NEIf = &f’lz

Wi
where:
NEI} = the net export index
X} = exports of product i from the country in period ¢
M{ = imports of product i into the country in period ¢
W/ = the trade (exports plus imports) of product i of the
country in period ¢

The index fluctuates between -1 (when the country
only imports the product) to 1 (when the country only
exports the product). When its result reaches 0, the
country both exports and imports.

The data for this paper were extracted from the
International Trade Centre (ITC) database, from 2004 to
2018 for product 220410: Sparkling wine of fresh grapes.
The ITC is a subsidiary organisation of the World Trade
Organisation (WTO) and the United Nations (UN), with
the purpose to provide trade reports and technical assis-
tance for developing countries (ITC 2020).

3. RESULTS AND DISCUSSION

This study identifies the major international players in
the sparkling wine sector, verifying and describing their
evolution in the annual growth transactions. The identifica-
tion was measured in thousands of US Dollars, as follows.

3.1 Importers

In the results of the ten main importers, accord-
ing to the data presented in Figure 1, it is possible to
see that, although all the countries were affected by the
2009 financial crisis, the total amount of sparkling wine
imports increased over the period analysed.
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Figure 1. Top 10 importers (US$) of sparkling wine, 2004-2018. Source: Our own calculations based on ITC data.

The USA is the world’s largest importer of sparkling
wine, followed by the UK. Prior to 2014, the UK had led,
but the two countries changed position, and, ever since,
the USA has remained in first place. Its imports have
grown continuously, and its annual average growth rate
was 8.83% during the period under analysis, as present-
ed in Table 1.

Like the UK and the USA, albeit presenting smaller
values, Germany, Japan, Singapore and Belgium have
also changed their positions over the period. It is also
noteworthy that Singapore (13.36%) and Japan (10.14%)
were third and fourth respectively in terms of annual
average growth rate.

The Russian Federation, experienced its highest
average annual growth (23.06%), mainly due to increas-
ing imports of Italian sparkling wine, as described by
Crescimanno and Galati (2014). This was followed by
Australia, which had increased its imports due to a drop
in domestic sales of national sparkling wine (see Ver-
donk et al,, 2017), thus presenting an average annual
growth of 20.38%.

3.2 Exporters

The results show France as the greatest sparkling
wine exporter, as seen in Figure 2. Its exports were out-
standing when compared to other exporters. Through-
out the period analysed, France held the largest portion

Table 1. Annual average growth (US$) of the Top 10 sparkling
wine importers.

Annual
2004 2018 Difference average
growth (%)

USA 578,649 1,348,136 769,487 8.83
UK 691,460 916,638 225,178 2.17
Japan 244,031 615,558 371,527 10.14
Germany 364,751 493,531 128,780 2.35
Singapore 120,879 363,299 242,420 13.36
Belgium 205,837 308,859 103,022 3.33
Australia 54,394 220,742 166,348 20.38
Italy 163,920 213,777 49,857 2.02
Switzerland 132,138 211,441 79,303 4.00
Russian Federation 43,907 195,843 151,936 23.06

Source: Our own calculations based on ITC data.

of this market. Such stability can be explained by the
fact that French wines attract and fascinate consumers
in a way that wines from no other country do (Phillips,
2016), and their management of quality and production,
combined with their promotion and distribution tech-
niques, have placed France in the foreign market as a
producer of high quality wines (Corsi et al., 2013).

The second and third places were shared by Italy
and Spain. For Spain, the data showed stability, while
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Figure 2. Top 10 exporters (US$) for sparkling wine, 2004-2018. Source: Our own calculations based on ITC data.

Italian sparkling wine exports presented a constant
increase that had begun in 2005, thus remaining as the
second biggest exporter.

The 2009 financial crisis affected Italy more mildly
than France, causing Italian exports to fall less than the
French ones. In 2011, after just 3 years, it can be seen
that Italy managed to exceed its 2008 figure, and has
since continued to grow steadily. France, despite remain-
ing in first place throughout the entire analysis, only
managed to surpass its 2008 exports nine years later,
that is, in 2017.

It is important to note that, after the crisis, consum-
ers’ purchasing power became limited, making them opt
for more affordable sparkling wines (Lero et al., 2019),
but they also maintained their ties of tradition and terri-
tory (Corsi et al.,, 2013), which contributed to the growth
of Italian and Spanish exports.

As seen in Table 2, among the largest exporters of
sparkling wine, Italy enjoyed the highest average annual
growth (32%) during the timeline, which was explained by
Crescimanno and Galati (2014), revealing that the coun-
try knew how to take advantage of the opportunities that
had arisen with the change in the international wine mar-
ket. Thus, it expanded exports due to its capacity to meet a
diversified demand that required high-quality wines.

Among the four largest exporters of sparkling wine,
Singapore showed growth in its exports in the first four
years, but it was surpassed by Belgium in 2008. In 2009,
Singapore recovered, reaching fourth place, and, since
then, it has kept growing steadily, while Belgian exports
have remained constant, lower than Singapore’s.

Table 2. Annual average growth (US$) for the Top 10 sparkling
wine exporters.

Annual
2004 2018 Difference average
growth (%)

France 2,313,905 3,767,259 1,453,354 4.18
Italy 306,052 1,786,570 1,480,518 32.00
Spain 344,511 599,128 254,617 4.92
Singapore 134,019 387,163 253,144 12.59
Germany 43,356 146,955 103,599 15.92
Netherlands 21,666 97,948 76,282 23.47
UK 17,632 54,561 36,929 13.96
USA 13,629 52,712 39,083 19.11
Belgium 19,093 45,629 26,536 9.26
Australia 47,948 43,155 -4,793 -0.66

Source: Our own calculations based on ITC data.

The Netherlands, the USA, the UK and Germany
also presented high annual average growth. The Nether-
lands was outstanding, with an annual average growth
of 23.47%. On the other hand, Australia presented a
decrease of almost 1% per year.

3.3 Market share and concentration of imports
As seen in Table 3, imports of sparkling wines are

unconcentrated. The USA, the UK and Japan are the
importers holding the three largest market shares.
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Table 3. Market share and the HHI for the imports of sparkling wine.

Karim Marini Thome, Vitoria A. Leal Paiva

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
USA 18.2 17.6 17 14.3 11.9 12.6 14.1 14.9 14.8 14.8 14.7 17.9 19.5 19.5 19.1
UK 21.8 21.1 18.7 17.4 15.7 17.5 17 15.3 14.7 14.3 15.8 16.8 15.4 13.4 13
Japan 7.7 6.7 8.2 7 7 6 7.2 6.8 8 7.1 7.4 7.8 8.4 8.5 8.7
Germany 11.5 11.3 12.4 9.6 10.6 11.6 9.9 11 9.2 8.9 7.9 7.3 7.5 7.4 7.1
Singapore 3.8 5.6 4.6 4.3 39 3.1 4 4.3 4.5 4.8 5.7 5.4 4.8 5.4 5.1
Belgium 6.5 6.2 5.7 10.5 10.9 7.6 6.1 6 6.1 6.5 5.7 4.7 4.4 43 4.4
Australia 1.7 1.9 2.1 2.3 2.5 2.5 3.1 2.9 34 33 3 33 3.1 33 3.1
Italy 52 5.1 5.3 5.7 5.1 44 3.8 3.8 3 2.6 2.5 2.7 2.9 2.9 3
Switzerland 4.2 3.7 3.5 33 33 4.1 3.8 3.7 3.6 3.5 33 33 3.2 3.1 3
Russia 1.4 1.5 1.4 2.2 2.6 2.3 3.6 4 3.5 4.2 33 1.9 2 2.5 2.8
HHI 1,218 1,159 1,077 962 867 883 868 854 815 793 813 925 948 899 873

Source: Our own calculations based on ITC data.

Besides these, Singapore, Australia and the Russian Fed-
eration showed considerable growth.

The USA and the UK switched their positions over
the years. The UK initially held a market share of 21.8
points while the USA held 18.2. Since 2015, the UK
showed a reduction in market share, while the USA
increased steadily.

Japan and Germany also showed fluctuations in
their market shares. Japanese market shares fluctuated
until 2013, when a period of slow continuous growth
began, resulting from consumption habit changes. The
people began to view wine as a daily drink, and became
increasingly curious about higher quality wines (Corsi et
al., 2013), which generated an increase in sparkling wine
consumption, especially among women (Rod and Beal,
2014). Germany, despite presenting a constant fall, start-
ing with 11.5 points in 2004 and experiencing fluctua-
tions between 2006 and 2011, continued to be a strong
importer, due to having sparkling wine as an occasional
celebratory beverage (Dressler, 2018). According to Szol-
noki and Hoffmann (2014), it was one of the few coun-
tries in the world that had very diversified structured
distribution channels, offering a wide variety of pur-
chase points for the German sparkling wine consumer.

Singapore, Australia, and the Russian Federation
have experienced remarkable growth. Singapore’s market
share started at 3.8 points in 2004 and closed at the end
of the analysis with 5.1 points. Australia started with
1.7 points and finished at 3.1. Notably, the Russian Fed-
eration doubled its market share, which went from 1.4
points in 2004 to 2.8 in 2018.

The results for HHI, throughout the timeline ana-
lysed, revealed that the market structure remained uncon-
centrated. In 2004, the index was 1,218, and, in 2018, it
was 873, i.e., a total deconcentration of approximately 30%.

3.4 Market share and concentration of exports

Unlike imports, sparkling wine exports were con-
centrated. Analysing Table 4, it can be seen that the three
largest exporters were France, Italy and Spain, totalling
about 83% of the sparkling wine exportation in 2018. It is
also noted that Singapore, Germany, the Netherlands, the
USA and Australia showed significant changes.

France was the largest exporter of sparkling wine
and remained stable in first place throughout the entire
period. Its market share was the only one that exceeded
the average of 50 points, confirming its greater capac-
ity to create added value in international markets, a fact
also identified in Lombardi et al. (2016).

With an emphasis on the evolution of the Italian
sparkling wine market shares, it can be noted that they
almost tripled, starting at 9.1 points and ending at 24.4
in 2018. The results show that, although the Italy figure
grew, France underwent a significant decrease. Thus, it
means that Italy increased its market share substantially
based on France’s decrease. Other countries, like Spain,
had a lower increase or decrease in exportation.

The HHI for exports showed an equal decrease in
imports, reducing by about 30%. In 2004, it was 4,930
and in 2018 it was 3,342, indicating that, despite the
reduction in its concentration, the sparkling wine export
market remained highly concentrated.

3.5 Relative position in the market

Table 5 contains the RPM (Lafay et al., 1999) cal-
culations for the 10 largest world exporters of sparkling
wine. Analysing Table 5, it is possible to identify two
players that held significant market positions, above 10
points, as follows:
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Table 4. Market participation and the HHI for the exports of sparkling wine.

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
France 68.7 67.4 68.4 63.6 59.3 58.5 60.4 58.1 54.7 55.3 55.6 56.9 53.8 53.5 51.4
Italy 9.1 9.1 9.3 10.2 114 13 12.6 13.7 14 16.6 17.9 18.9 22.3 23.1 24.4
Spain 10.2 9.9 8.4 9.2 10.9 11.3 10.4 9.8 12.1 9.6 8.7 8.4 7.9 7.8 8.2
Singapore 3.9 4 4.7 4.6 4 3.4 44 4.8 6 5.6 5.6 5.8 5.8 5.6 5.3
Germany 1.3 1.7 1.9 1.9 2 3 2.8 2.8 2.6 2.5 2.3 1.9 2.1 2 2
Netherlands 0.6 0.9 1 0.7 0.7 0.7 0.9 1.1 1.1 1 1 0.8 0.9 0.9 1.3
UK 0.5 0.6 0.7 0.6 0.6 0.8 0.6 1.4 0.7 0.7 0.6 0.7 0.6 0.6 0.7
USA 0.4 0.4 0.3 0.4 0.4 0.7 0.6 0.7 0.7 0.8 0.6 0.6 0.6 0.6 0.7
Belgium 0.6 0.8 0.5 4 5 2.3 0.5 0.7 0.6 0.6 0.6 0.5 0.5 0.5 0.6
Australia 1.4 1.6 1.7 1.4 1.2 1.4 1.5 1.4 1.3 1.1 0.9 0.8 0.8 0.7 0.6
HHI 4,930 4,753 4,869 4,282 3,813 3,754 3,947 3,695 3,385 3,468 3,531 3,708 3,499 3,500 3,342
Source: Our own calculations based on ITC data.
Table 5. Relative position in the market, 2004-2018.

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
France 34.84 3342 3391 31.82 29.79 2831 2997 289 27.65 2749 2726 28.18 26.6 26.3 2539
Italy 2.17 2.04 2.06 2.34 3.35 4.33 4.49 5.07 5.73 7.11 7.61 8.22 9.86 1031 10.92
Spain 4.55 4.06 3.23 2.87 3.67 4.55 4.3 4.07 5.5 4.17 3.57 3.35 3.18 3.13 3.28
Singapore 0.2 -0.73  0.08 0.21 0.16 0.13 0.21 0.29 0.92 044 -0.05 0.26 0.57 0.18 0.16
Germany -491 -474 -522 -3.77 -4.25 -4.3 -3.44  -4.07 -3.13 -3.1 -2.83  -2.65 -2.64 -2.62 -242
Netherlands -0.56 -0.04 -0.66 -0.87 -0.85 -0.76 -0.56 -0.56 -0.45 -0.39 -0.5 -043  -035 -0.32 -0.22
UK -10.3  -10.19 -8.92 -827 -735 -8.28 -8.1 -6.82 -6.8 -6.71 -7.66 -7.95 -733 -6.26 -5.99
USA -864 -853 -829 -685 -559 -594 -6.68 -701 -6.81 -692 -7.08 -853 -9.3 -9.26 -9
Belgium -2.85  -267 -2.57 -3.16 -279 -2.62 -2.75 -2.57 -2.64 -2.9 -2.56  -2.06 -1.87 -1.86 -1.82
Australia -0.09 -0.11 -0.18 -0.42 -0.6 -0.53 -0.76 -0.73 -096 -1.08 -1.08 -1.22 -1.45 -1.3 -1.23

Source: Our own calculations based on ITC data.

- France: from the analysis, it is possible to observe a
fall of 9.45 points in French RPM. The highest mark
was in the first year (2004) with 34.84 points, and,
since then, the French figures have been decreasing
continuously.

- Italy: showed steady growth, starting the analy-
sis with 2.17 points and ending with 10.92. It had
the biggest observed growth among the 10 largest
exporters.

Despite having experienced periods of instability,
Spain sometimes surpassed Italy’s marks, and, because
of its lower level of specialisation (see Mariani et al.,
2012), it did not follow the Italian growth, remaining in
the third-largest relative market position.

3.6 Revealed Comparative Advantage

Table 6 presents the RCA (Vollrath 1991) for the 10
largest world exporters of sparkling wine. France had
the highest values for the revealed comparative advan-
tage, starting at 15.11 points, and, despite fluctuations,
it showed a slight growth over the years, ending at 17.43
points.

Italy showed the largest increase in its revealed com-
parative advantage. At the beginning of the analysis,
it presented 2.33 points and, over the years, it showed
continuous growth, without fluctuations, ending at
8.64 points. Thus, Italy tripled its revealed comparative
advantage from 2004 to 2018.

Spain started the analysis with marks higher than
those of Italy, but, throughout the years, however, Ital-
ian values underwent continuous growth. Spain did not
have the same flow, thus, since 2013, Italy remained con-
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Table 6. Revealed Comparative Advantage, 2004-2018.

Karim Marini Thome, Vitoria A. Leal Paiva

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
France 15.11 16.05 17.07 1631 1592 1557 17.81 17.95 18.02 18.3 18.6 18.9 17.5 17.8 17.4
Italy 2.33 2.52 2.67 2.8 3.37 3.95 4.27 4.74 5.13 6.06 6.38 6.79 7.12 8.05 8.64
Spain 5.09 5.3 4.9 5.2 6.21 6.23 6.36 5.95 7.75 5.83 5.17 4.96 4.51 4.29 4.78
Singapore 1.82 1.81 2.04 2.12 1.89 1.53 1.87 2.07 2.66 2.49 2.56 2.66 2.74 2.61 2.47
Germany 0.12 1.81 0.19 0.19 0.2 0.03 0.03 0.03 0.34 0.32 0.12 0.23 0.25 0.24 0.25
Netherlands  0.18 0.25 0.29 0.19 0.2 0.2 0.26 0.38 0.36 0.33 0.34 0.31 0.33 0.31 0.44
UK 0.13 0.15 0.18 0.17 0.19 0.27 0.21 0.49 0.26 0.24 0.2 0.23 0.21 0.24 0.29
USA 0.04 0.04 0.03 0.04 0.04 0.07 0.07 0.08 0.08 0.09 0.07 0.06 0.06 0.06 0.08
Belgium 0.16 0.24 0.15 1.27 1.68 0.77 0.19 0.27 0.25 0.21 0.24 0.2 0.21 0.2 0.25
Australia 1.49 1.57 1.69 1.34 1.02 1.14 1.07 0.95 0.9 0.81 0.65 0.71 0.65 0.5 0.44
Source: Our own calculations based on ITC data.
Table 7. Net Export Index for the main sparkling wine exporters.

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
France 0.96 0.96 0.97 0.96 0.96 0.92 0.96 0.96 0.96 0.96 0.95 0.95 0.94 0.94 0.94
Italy 0.3 0.28 0.28 0.29 0.4 0.49 0.54 0.57 0.66 0.73 0.74 0.75 0.77 0.78 0.78
Spain 0.76 0.69 0.62 0.44 0.49 0.67 0.69 0.69 0.79 0.75 0.69 0.65 0.64 0.64 0.65
Singapore 0.05 -0.15 0.01 0.04 0.04 0.04 0.05 0.06 0.17 0.08 -0.01 0.04 0.1 0.03 0.03
Germany -0.78 -0.73 -0.73 -0.66 -0.69 -059 -0.54 -0.59 -053 -0.55 -0.55 -058 -0.54 -0.56 -0.53
Netherlands -0.45 -0.34 -0.4 -0.56 -0.54 -0.51 -0.39 -0.33 -0.28 -0.27 -0.32 -0.33 -0.27 -0.26 -0.14
UK -095 -094 -092 -093 -092 -091 -093 -0.82 -0.9 -0.9 -0.93  -092 -0.92 -0.9 -0.88
USA -0.95 -095 -096 -0.94 -093 -0.89 -0.91 -0.9 -0.89 -0.89 -091 -0.93 -093 -093 -0.92
Belgium -0.83 -0.76 -0.83 -043 -0.35 -0.52 -0.83 -0.77 -0.8 -0.83 -0.8 -0.8 -0.77  -0.78 -0.74
Australia -0.06 -0.06 -0.09 -0.23 -032 -0.27 -0.33 -033 -041 -049 -055 -0.59 -0.59 -0.65 -0.67

Source: Our own calculations based on ITC data.

stant above the mark of 6 points, while Spain dropped
from 5.09 points in 2004 to 4.78 in 2018.

Singapore’s growth was relatively stable during the
course of time. It is noticed, however, that, in 2005 and
2009, the country had its biggest falls, below the ini-
tial mark of 1.82 points. The highest mark was regis-
tered in 2017 at 2.74 points. On the other hand, Australia
showed different behaviour from other significant coun-
tries. Despite starting in a position similar to Singapore,
with 1.49 points, and showing growth in 2005 and 2006,
it started, in 2007, to undergo a period of instability and
decline, as it increased its sales volume to the detriment of
quality (Corsi et al., 2013), ending with 0.44 points in 2018.

3.7 Net Export Index
The Net Export Index — NEI allows a better under-

standing of the commercial characteristics of the nations
under this sparkling wine analysis. The NEI fluctuates

between -1 (where the nation only imports the prod-

uct) and 1 (where the nation only exports the product).

When the index reaches 0, the nation both imports

and exports the product (Banterle and Carraresi, 2007).

Table 7 contains the NEI values for the main sparkling

wine exporters.

The results presented in Table 7 reveal that some
countries’ positions as producers or consumers were well
established. However, the results also confirm Mariani
et al. (2012) and Pomarici (2016), which shows that re-
exportation is a common action in the sparkling wine
sector, specifically:

- France: Strong tendency to export. Features: fluc-
tuates between its lowest mark, 0.92 points, and its
highest mark, 0.97; the results indicated France as
the world’s largest exporter of sparkling wines.

- TItaly: Shows growth in exporting, registering an
overall increase of 0.48 points. The lowest registered
marks were in 2005 and 2006, at 0.28 points. Since
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2007, Italian marks show steady growth.

- Spain: Its net export index presented a stable line in
export score.

- USA: Stable and consistent importer, the lowest
marks were registered in 2009, 2012 and 2013 at
-0.89, and the highest mark registered was -0.96 in
2006.

- UK: Like the USA, the UK is a stable consistent
importer, fluctuating between -0.95 and -0.82.

- Singapore: Shows small fluctuation. The biggest
imports mark was registered in 2005 at -0.15 points,
and, in terms of exports, it was registered in 2012 at
0.17 points. Due to the proximity to the mark of 0, it
can be inferred that Singapore was a re-exporter. As
an important transportation hub, sparkling wines
from the main producing countries passed through
Singapore before heading to southwest Asia and
Japan (Rod and Beal, 2014).

- Australia: The country’s figures showed that, in the
first year of the analysis, it was classified as a re-
exporter. However, during the period, it is noted
that the Australian NEI moved from 0 to -1. In 2018,
the Australian NEI was -0.67, classifying Australia
as a sparkling wine importer. Despite being a large
importer, mainly of French Champagne (Culbert et
al., 2016), Australia presented a continuous contrac-
tion of its commercial specialisation (Galati et al.,
2017). Domestic sales of Australian sparkling wine
fell due to increased international competition and
unfavourable exchange rates. Thus, it was conclud-
ed there was an increase in the volume of imported
wine (Fleming et al., 2014; Verdonk et al., 2017).

4. CONCLUSIONS

This paper analysed the sparkling wine industry in
terms of its competitiveness and international market
structure. France was the largest exporter of sparkling
wines in the world. The marks of its main competitors
(Italy and Spain, respectively 23.1% and 7.8% of the mar-
ket share in 2018) were far lower than those of France
(51.4% of the market share in 2018). On the other hand,
the USA (19.5% of the market share in 2018) and the UK
(13.4% of the market share in 2018) were the principal
importers.

Regarding the HHI, the all the results are lower than
1,500, revealing that the sparkling wine import market
was unconcentrated. Thus, when comparing the number
of competitors that have the largest market shares, it can
be said that the sparkling wine import market was more
balanced than the export market. The HHI for exports

showed that it remained a very concentrated market,
despite the general drop of 1,588 points in its concentra-
tion. It could be inferred that the sparkling wine export
market consisted of a highly concentrated market, and
that the largest share of this concentration lay in a sin-
gle main competitor. While for exports France had the
largest share, for imports we could observe four main
importers: the USA, the UK, Japan, and Singapore.

The RCA showed that the countries with the great-
est comparative advantage in the international sparkling
wine market were: France (17.4), Italy (8.64) and Spain
(4.78), and the relative market position reveals that these
were the most significant countries in the international
sparkling market, which Benoit et al. (2019) called the
Old World wine market.

The NEI revealed, among leading exporters, three
groups of actors who are: i) stable in terms of exports
based on domestic production (France, Italy and Spain)
with general number above 0.5; ii) stable in trade,
reflecting re-export (Singapore and the Netherlands)
with general numbers between -0.4 and 0.1; iii) stable in
imports, with strong domestic consumption (Germany,
the UK, the USA, Australia, and Belgium) with general
numbers below -0.5.

Trade based measures of competitiveness provide a
realistic indicator of underlying competitiveness, but are
a limitation for the period analysed, in this case 2004 to
2018. For future studies, two main goals are suggested
regarding: i) the reasons why the comparative advantag-
es in sparkling wine are changing in France and Italy, ii)
the relation between old and new countries in the spar-
kling wine markets. For instance, does the New World
sustain the Old World, and if so, why?.
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