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1. INTRODUCTION
To know a country you must have tried its bread and drunk its wine. Spanish people,
food or landscapes are as different and diverse as its wines. From Galicia to Andalucía
going through La Mancha de Don Quixote, we realize how each corner of our country
has its own personality, rich in history and tradition which makes them unique.
In the past few years, the Spanish thinking has been changing. The society is more
receptive towards the unknown. Everyday, it is increasing their engagement with the
environment and there is more concern about every factor that contributes with their
health. These interests are being reflected in consume patterns and directly affects the
productions. Organic products are an increasing demand in supermarkets and
vegetarians or vegans are gaining power in restaurants.

This last semester I had the opportunity to go on Erasmus to Bordeaux, to most
important region of wine in the world. Over there I got the chance to visit wineries and
learn about the production and commercialization of such recognized worldwide wines.
I started to get very interested and fascinated about the wine world and started to do a
bit of research. To my surprise, I found out that Spain was the country with the largest
surface of ecological vineyards in the world. My engagement with the environment and
concern about our health and the interest I have of wines from the marketing perspective
drove me to carry out this research: Strategic Marketing applied to the wine sector,
particularly, the organic wine sector.

Before starting the research I have asked myself five questions that I will answer
through out the research. They are the following:
-

What are organic wines?
What position do they have on the Spanish market?
What marketing strategies do they use?
Is it increasing sector in Spain?
What is the Spanish situation in the world?

The study is divided in four chapters:
In the first chapter I will focus what organic wines are and their variants. When I started
reading about organic wines I found out there are two other varieties: Biodynamic wines
and natural wines. In this first chapter I will focus on the characteristics on organic
wines and its variants. Also, I will carry out a survey having for propose to understand
the familiarity of Spanish customers with organic wines and if they have ever consume
it.
On the second chapter, I will study the Spanish organic wine market. I will start with an
analysis of the actual situation regarding regular wines. It will follow the same analysis
parameters but applied to organic wines. Here I will study the vineyards surface, the
production, the consumption and the position of Spanish wines in the world.
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Some of the data will be from 2015 as the MAPAMA (Ministry of Agriculture, Fishing,
Food and Environment) does not provide 2016 figures and surveys until the end of
2017. Also some of 2016 figures will correspond to predictions but not to the concrete
data.
When I was in Bordeaux I found myself with the opportunity of making a study of
organic wines in French establishments. Bordeaux wines are the main reference of
quality wines in the world and it was a great circumstance to understand how they
commercialise them. Afterwards I will a comparison between the commercialization of
organic wines in French establishments and the Spanish stores.
The fourth chapter will focus on a Marketing Mix of a winery called Sota els Angels.
Recommended by a sommelier, it is a family business located Les Gavarres, Baix
Empordá, Girona. In only a few years, they have acquired a great recognition in their
organic wines. After a few interviews with its founder, Maria Jesús Polanco, I got the
chance to get to understand how they worked, what were the differences between them
and a regular winery and what values drive them in this exciting personal project.

My attempt with this study is to acquire de knowledge of the actual position of the
organic wine in the market in order to detect the opportunities that the actual society
provides them to develop and grow in the future.
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2. ENVIRONMENTALY- FRIENDLY WINES
In this research it is going to be studied the position and the commercialization of
organic wine. Every scientific discipline tends to develop its own special language. It is
very important to distinguish the different definitions and technical procedures applied
in the organic wine world. That is the reason why in this first chapter it is going to be
explained in detailed what organic wines are and two other types of wines that are also
environmentally friendly: Biodynamic wines and Natural wines. They are
interconnected to organic wines however they present certain nuances that make them
unique.
I.

Organic wines

Organic wine, also known as ecological or biological, see annexe 1, are the result of a
regulated winemaking process that supports a more pure and eco-friendly practice of
elaborating and enjoying wine. Organic wines are made out of organically grown
grapes; that is to say, that during the harvest no synthetic pesticides or chemical
herbicides are being used and in the elaboration process the additives are restricted.
In the European Union, it wasn’t until 2012 that there was an official certification for
organic wines. In February 2012, new rules for organic wines were agreed upon in the
SCOF. These rules are found in the Commission Implementing Regulation (EU) No
203/2012 amending Regulation (EC) No 889/2008 and laying down detailed rules for
the implementation of Council Regulation (EC) No 834/2007, which details rules on
organic wine. From the 2012 harvest, organic wine growers were allowed to use the
term “organic” wine on their labels together with the EU-organic-logo and the code
number of their certifier. Previously, the grapes could be certified organic but the
producer was only allowed to mention “wine made from organic grapes” on the label.
In order to be considered organic it is crucial that the vineyard obeys the rules and
standards from the organic agriculture. These rules affect all the stages in the production
chain: from the development of the land to cultivating the grapevine to the bottling of
the wine to sell it. Here are some important criteria that an organic wine must respect:
-

-

The harvest from the vineyards can only be done with organic fertilizers. They
can be of animal origin (like manure) or vegetal origin (shredded vine shoots or
compost). Synthetic fertilizers, pesticides or weed killer can never be used.
Organic grape fields’ crop residues or the vine shoots that result from the
pruning must not be burned.
The term sulphite is an inclusive term for Sulphur Dioxide (SD). During the
conventional fermentation process, sulphites are used to control the presence of
yeasts and slow down the oxidization. The quantity of sulphites allowed in
organic wine is significantly less than the quantity wine producers include in
conventional wines. In organic wines the limits are 100 mg/L for red wines and
150 mg/L for white and rose wine. Comparatively, normal wines can contain
150 mg/L for red wines and 200 mg/l for white and rose.
An organic wine bottle’s cap must be made out of natural cork, without using
synthetic materials or metals.
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The cropping and harvesting process must be done manually without using
agricultural vehicles.
The harvest period of the grapes does not depend on the market; like it does in
some traditional wines in which ripening process is controlled with chemical
products. The harvest period for organic wine depends on the weather and the
own ripening process.

It is important to bear in mind that the term organic wine is different in Europe
than in the United States of America. In America organic wines are made from
organically grown grapes without added sulfites, whereas in Europe organic wines are
made from organically grown grapes, which may contain added sulfites.
However, the two largest organic-producers in the world established a strong foundation
from which to promote organic agriculture. In February 2012, the European Union and
the United States announced that beginning June 1 2012, organic products certified in
Europe or in the United States could be sold as organic in either region.
II.

Biodynamic wines

Biodynamic wines are based on the theories of the Austrian philosopher Rudolf Steiner,
who in 1920 laid the foundations of "anthroposophy”. He supported the exploitation of
nature in correct harmony with the animal world, vegetables and minerals, incorporating
the cosmos and the influence of the planets.
Biodynamic agriculture is based on creating a unique agro-eco-system on the vineyard,
called: Agricultural Organism. They understand the field must develop it’s own strength
and health as it becomes a complete agricultural individual. They propose a technique of
soil care that tries to improve fertility through the use of preparations that vivify the
soil. They use homeopathic preparations that increase the biological activity of the soil,
improve the nutritional quality of the grapes produced, increase the resistance of the
crops to pests and diseases, and intensify the formation of humus in the soil.
As previously mentioned, they do not only work with the forces of the earth, but they
also take into account the forces coming from the cosmos: the influences of the solar
rhythms, lunar rhythms, the constellations and the planets of our solar system. For
biodynamic winemakers the lunar calendar plays a role in the harvest and the
winemaking intervention.
The main differences from organic farming are that the vintage should be manual, the
fertilizers used are more complex, minimum sulphur is used in the cellar, they do not
use yeasts that do not come from the grape itself and the correction of acidity and
addition of sorbic acid is not allowed.
Demeter is the protected trademark that certifies that the wines are biodynamic. The use
of their certification is subjected to a license agreement; the corresponding inspections
and processes ensure that the practise of biodynamic agriculture is carried out in
accordance with the current regulations.
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Natural wines

Aren’t all wines natural? In theory all of them are. Every beverage made from the
alcoholic fermentation of grape-juice is wine. However, in practice, wine’s producers
aim to reach the perfect colour, the perfect aroma… concludes with the actual loss of
the wine’s personality, therefore, with its nature.
Natural wines are those elaborated with the minimum human intervention in the
technical procedures of cultivation, harvest and elaboration. It also excludes all the
chemicals products usually used in the fields: pesticides, sulphur dioxide or any other
additives used in the elaboration process that would be legally accepted during the wine
production.
These wines were the result of a movement of that started in France at the end of the
XXth century with Jules Chauvet (1907 – 1989) see annexe 2. His philosophy was
based on the following statement: “La vigne, moins on la touché, mieux elle se porte”.
He believed that wine should be made with the less possible human intervention. The
microbiology of the floors should be respected, the fertilizer used should be organic,
and the harvest should be done at the optimal time of maturity by hand, in a delicate
way not to damage the grapes.
These kinds of wines are organic or biodynamic in the vineyard and free of additives in
the winery, that is to say, no yeast, nutrients, sulphur dioxides or sulphite addition. Still,
this last one has been causing controversy. Sulphur dioxides help to maintain the taste
and quality of the product in bottle, therefore small quantities are allowed to prolong the
beverage life and prevent it from becoming ruined. However, nowadays there does not
exist a certification that says they are natural wines overall.

Figure 1 Additives allowed in the different types of wine
Source: www.alarecontredesvinsnaturels.fr
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Organic, biodynamic and natural wines are becoming very popular in other countries,
such as France, Germany or Denmark, however they still have a lot of work to do in the
Spanish market.
It was carried out an internal survey to find out the familiarity and knowledge of
Spanish customers towards organic, biodynamic and natural wines. The results revealed
that only a 35,2% of the respondents had ever consumed these products and no more
than a 11,3% knew the difference between the mentioned wines.
After crossing tables, we realized it does influence that you know someone that
consumes organic wine in your consumption. A total of a 17,7% knew someone who
consumed organic wine. Among them a 13,5% had consume and only a 2,1% had never
tried it.
People who worked were the largest amount of people who had tried organic wine with
a 22,0% of the total. They also showed more interest in tasting organic if they had not
tried it with a 12,8% of the total.

Table 1: Crossed table analysing the relationship between organic wine consumption and the occupation
Source: Own survey

A 53,2% of the respondents were men and a 46,8% were women. Also, the 68,3% of the
respondents were working, a 23,2% were studying, a 7% were retired and a 1,4% were
without a job or studying.
The survey was limited to people over 18 years, as it is legal age for alcoholic beverages
consumption. A 61,7% were from 30 to 60 years old. A 28,4% was between 18 and 25
years old. An 8,5% of the answers came from people who had between 60 and 80 years
old. There was only a 0,7% of respondents whose age was comprehends between 25-30
and over 80 years old.
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3. SPANISH ORGANIC WINE MARKET
In order to understand what position do organic, biodynamic or natural wines occupy on
the market, first we need to understand wine market itself. We will start analysing the
evolution of the vineyards surface, the production and the consumption over the years,
including the study of the same parameters but for organic wines. Also we will study
the influence of the Spanish wine in the World and the futures perspectives.
I.

Vineyard Area

1. Total vineyard surface
According to the survey carried out by MAGRAMA (Spanish Ministry of Agriculture,
Fishing, Food and Environment) with 2016 data provided by OeMv (Spanish Wine
Market Observatory) the Spanish vineyards surface holds a total of 955.717 ha. It has
grown a 0,1% in comparison to the previous year. In 2015 Spain held 954.659 ha and
increased a 0,4% regarding to 2014. These two years of growth give some optimism
after seven years, from 2007 to 2014, of continued decrease. And it is still the sixth year
in a row that the vineyard area remains under the million hectares, being a 41,8%
inferior to the surface registered in 1980 when Spain held 1.642.622 ha.
The autonomous region with the largest surface in 2016 is Castilla La Mancha with
473.331 ha, representing a 49,5% of the total vineyard surface in Spain. In regard to the
previous year it holds 63 more hectares, which means an increase of a +0,01 %. It is
followed by Extremadura with 83.039 ha (+3,3%) and Castilla y León with 64.473 ha
(+1,8%). The autonomous regions that have experienced the higher increases are:
Asturias that now has 3 ha instead of 1 ha, Las Baleares with an increase of +9,5%,
Extremadura +3,3%, Castilla y León +1,8%, Aragon +1,3%, Cataluña +1% and the
Basque Country +0,3%. La Rioja, Castilla La Mancha
and Cantabria have remained stable. The vineyard
surface falls in Andalucía -4,6%, Murcia -3,3%, Navarra
-2,1%, Valencia -2,1%, Madrid -1,9%, Canarias -1,9%
and Galicia -0,2%.
2. Ecological vineyard surface
Spain is the country in the European Union with the
largest ecological fields with 1.968.570 ha in 2015 and an
increment of a 18,4% in comparison to 2014. From those
hectares, 95.591 ha are dedicated to ecological grapes for
wine making, a 9% of the total vineyards surfaces.
As stated in the OIV report, Castilla La Mancha is the
autonomous region with the largest area of ecological
vineyards with 54.512,8 ha followed by Cataluña with
11.706,1 ha, Murcia 10.161,4 ha and The Valencia
Community 9.770,4 ha.

Table 2: Ecological vineyards surface
Source: Data and drafting MAPAMA

11

Strategic Marketing Applied to the Wine Sector

María Pozo González

Wine production
Total production
MAGRAMA’s prediction about wine production published in march 2016, which was
later analysed by OeMv, concluded that Spanish wine and grape juice production in
2015/2016 reached 43,28 million hectolitres. This production is 3,64% higher than the
average of the last ten years (41,76 million hectolitres). However it is a -2,6% inferior in
comparison to the last campaign (44,4 million hectolitres) and still far behind the
campaign of 2013, with 52,5 million hectolitres.
The report of OIV of the 14th of April 2017 shows the prediction of 2016 in which the
worldwide production has decreased a 3% in regard to 2015. In 2016 the production
reached 267 mill HL, excluding grape juice as it can be seen in the annexe 3. Wine
production in 2016 was strongly affected by climate changes and has concluded to be
one of the most limited in the last 20 years.
Italy has reinforced the first position of worldwide wine producer (excluding grape
juice) with 50,9 mill Hl., France follows with 43,5 mill. Hl and Spain goes third with
39,3 mill Hl as it shows the annexe 4.
Ecological production
According to MAPAMA’s report, In 2015 Spanish organic vineyards obtained more
than 395.000 tons of grapes. Regarding 2014 it has increased its production an 18% as
in 2014 Spain produced 334,91 thousands tons of organic grapes. In 2013, Spain
produced 281,90 thousands of tons or organic grapes for wine. As it can be observed in
the annexe 5 the value of the production in 2015 of organic wine reached 198,6 million
euros. It occupies the fourth position in value among the production of organic products
in Spain, with a 12,3% of the total value in the production of organic products.
Organic wine production in
thosands of tones
2015
397,07

2014

2013

334,91

281,9

Organic vineyards
Figure 2: Organic wine production in thousands of tones
Source: Data PRODESCON S.A and MAPAMA (Ministry of Agriculture,
Fishing, Food and Environment); internal drafting

As reported by the OIV (International Organization of Wine) report, there are found 193
ecological wineries in Castilla La Mancha, 169 in Cataluña, in la Comunidad
Valenciana 104 and 62 in Andalucía.
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Wine Consumption
Spanish wine consumption
Obtaining the data from MAPAMA (Spanish Ministry of Agriculture, Fishing, Food
and Environment) Spanish wine consumption closed 2016 with positive figures. It
reached 379,7 million litres for a value of 1.026,1 million euros and an average price of
2,70€/litter. Wine’s consumption value increased +5,2%, the volume +0,3% and the
price +4,9% regarding 2015.
In the main picture, wine’s consumption in Spain is decreasing. The volume of
consumption in Spanish houses reached 606 million litres and 1999, doubling the
consumption of 2016. The value, on the other hand, has not stopped increasing in the
past eight-teen years. In 1999, wine’s average price rounded 1,34€/l; in 2004 the price
1,84€/l ; in 2009 it cost 2,50€/l and in 2016 it has reached 2,70€/l.

Figure 3: Wine consumption at Spanish home
Source: Draft and data OeMv (Spanish Wine Market Observatory)

Buyers consumed 140,4 million litres of wine with DOP and spent 560 million euros in
this product for an average price of 3,99€ per litre. In comparison to 2015, there is a rise
of a 2% in volume, a 5,8% in value which concludes in a rise of the average price on a
3,6%. Like says the annexe 6.
There is a negative evolution towards wines without DOP in terms of volume -3,2%,
178,6 million litres. However, in terms of value it grew a 0,6%, up to 218,5 million
euros and in price +4%, 1,22€ per litre just like it is appreciated in the annexe 7.

13

Strategic Marketing Applied to the Wine Sector

María Pozo González

Figure 4: Ages of wine consumption
Source: Draft and data OeMv (Spanish Wine Market Observatory)

As it can be observed on the graph, people less than 18-34 years old have really little
wine consumption. It is not until 35-44 years old people that consumption increases
non-stop until reaching 55-64 that is the highest point in the graph and then starts
decreasing.
Wine’s bigger competitor is beer. In terms of value wine has overtaken its beer, which
invoiced 986 million euros in 2016. However in terms of volume beer wins the race. It
finished the year selling 821 million litres against the 380 million litres of wine. Beer
has been gaining popularity in the past years and wine has been obtaining value. There
is a detailed comparison in the annexes 8 and 9.
Spanish organic wine consumption
Spanish consumption finds it difficult to take off with organic wines in spite of being
the country with the largest ecological vineyards in the world.
Based on a study of MAPAMA (Spanish Ministry of Agriculture, Fishing, Food and
Environment) it is found out that there is a significant difference in habits and thoughts
between regular consumers and those that prefer organic products.
A regular consumer bases their decisions in the following factors:
The consumer looks for the following The establishment where they buy
elements when buying a product:
requires:
Quality
Security
Price
Product information available
Tradition and gastronomic culture
Product origin
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Brands variety
Accessibility
Convenient timetables
Parking

Table 3: Characteristics of a regular wine consumer
Source: Data MAPAMA, graph internally

Otherwise, organic products consumers base their choice on the subsequent
motivations:
The organic consumer looks for the The establishment
following elements when buying a requires:
product:
Healthy and save
Rejection to the use of pesticides

where

they

buy

Proximity
Provide quality in their service overall

High quality
Products differentiation
Engaged products with the environment Accessibility and customer sevice
and animal welfare
Perception of closeness to the countryside Ecological products variety
Perception of the product as a philosophy Customer orientation towards local and
or a lifestyle
regional products
Product information available

Good image

Table 4: Characteristics of an organic wine consumer
Source: Data MAPAMA, graph internally

Spanish wine in the world
Spanish wine position worldwide
Spain, Italy and France are traditionally the dominant countries of wine industry. Over
the years they have been rotating the first place in terms of surface of vineyards and
production.
Nowadays, Spain has the largest surface dedicated to wine in the world. As it can be
observed in the graph of the annexe 10, Spanish vineyard area corresponds to the 14%
of the World’s total vineyard area.
Also, according to the OeMv (Spanish Wine Market Observatory) in 2016 Spain was
the first exporter in the world with 22 million hectolitres, as it shows the table in the
annexe 11. However, in terms of value Spain remained the third country after France
and Italy with 2.639 million euros, see annexe 12.
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Spanish exportations have increased a 43% in volume and only a 21% in value. This
difference in value happens because worldwide consumers perceive Spanish wine as a
“low cost” beverage, even though it is not true. Experts point out that this image is
formulated because there are not big Spanish brands recognised worldwide.
Spanish ecological vineyards in the world
Spanish is the country with the largest surface in the world dedicated to organic
vineyards. In 2014 Spain had the 26,7% of the global area dedicated to organic
vineyards. According to predictions in 2015 it reached the 29%.

Table 5: Worldwide organic wine producers
Source: Data IFOAM, graph PRODESCON

New Challenges
As previously mentioned, Spanish general line of consumption does not stop
decreasing. Rafael del Rey, director of the OeMv explained that quality is the key word.
Producers and marketers must work towards a wine with a better image, not only
internally but also worldwide.
The Internet era gives the opportunity to be present anywhere at anytime. The wine
industry must take this advantage and provide the customer with its products online,
making them available and visible. Each wine has a story behind it and Internet allows
sharing it. It is an excellent start to create a bond with the consumer. It is also a great
channel to promote wine’s attributes and encourage a responsible consumption.
The wine industry faces an uncertain future due to climate change. Climate change
constitutes the biggest environmental menace of humanity. The impacts are already
visible: Global temperature has increased 0,85ºC, downpour is decreasing and episodes
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of extreme climatology are becoming more and more frequent (for example, big hails in
the middle of summer that ruin the crops.) Wine producers looking for new techniques
to carry out their production with the best quality.
Also, there is an increasing concern within the consumers about the environment
and how daily consumption habits can reduce the human impact in the planet Earth.
Besides, more and more consumers are strengthening their belief that they are what they
consume. This means they seek for products that are healthy and beneficial for their
health: free of pesticides and chemicals. They look for transparent in information
quality products.
In the wine fair FENAVIN it were extracted some conclusion that organic wine’s
production has more strength but the challenge stills the consumption in Spain. Anders
Barren explained, how the situation is totally different in Sweden. In 2013 there was an
inflexion point regarding organic products. It was the consumer the one that impulse the
demand due to the public debates concerning organic food. People became aware of
their benefits and the consumption increased a 100% and has not stopped increasing
ever since. Spanish producers see the Swedish paradigm as a reference to impulse the
consumption in Spain.
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4. THE FRENCH CASE
Over the years, wine consumption is facing a decrease in the traditional wine producers
countries. However, this tendency does not apply to organic wines, where consumption
is growing with non-stop. In France, organic wine consumption has increased a 17%.
In 2013 Laura Cuilhé and Carmen Valor Martinez carried out a study for the Boletín
Económico de Ice Nº 3309. The study shows the commercialization of organic wine in
2013 in different French and Spanish establishments. They concluded that
commercialization policies achieve their objective partially in Spanish establishments
where as in France they manage to side with the consumers, communicating in an
efficient way their product.
Four years later I carried out a similar study to observe how the situation had changed.
The conclusion obtained this time was very much alike to the circumstances four years
ago. French supermarkets are able to communicate organic wines efficiently. They
counted with a great variety of organic wines and highlighted them among the rest (with
little cones) but did not make any distinctions in terms of positioning (they are in the
same space as regular wines). French consumers were used to buying organic wine.
Spanish establishments on the other hand, counted with very little offer of organic wine
and this time, the product was positioned in the Bio products space.
The Research Methodology
The methodology used in this study was: Observation, data collection and an analysis of
the input, which provided the results and the conclusion.
It was used a template for data collection, to guarantee the parameters were the same in
the different establishments. The used parameters were the same as the one in the 2013
study (Cuilhé and Valor, 2013)
The parameters used in the data collection for the product analysis were:
-

Name of the wine
Winery
Appellation
Product Region
Vintage year
Colour
Type of grapes

-

Colour of the frontal label
Colour of the rear label
Organic mentions in the frontal
label
Organic mentions in the rear
label
Other mentions in the label

The data collected for the distribution analysis regarding the position of the product:
-

Product position regarding the
consumer’s eyes
Product position regarding the
consumer’s hand
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Shelf used
Position in the self
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The data collected to analyse the price of organic wines was:
-

Price
Price of the wine on the left
Is the wine of the left organic?

-

Price of the wine on the right
Is the wine on the right organic?
Offers

To analyse the communication in the establishment we collected the following data:
-

Advertisement in the store
Highlights on the price

-

Stoppers

Moreover, to obtain a reliable comparative of French and Spanish stores, they were
selected equitable establishments. The chosen magazines were very similar in size, offer
and target customers. The selection of the stores covered all the different establishments
where consumers would usually go to buy wine:
A supermarket (Carrefour Bordeaux and in Madrid), a supermarket express that opens
more hours (Carrefour City in Bordeaux and Carrefour Express in Madrid), a
supermarket discount where consumers can find better offers (Spar in Bordeaux and Día
in Madrid) and a supermarket gourmet in which buyers can find exclusive products
(Monoprix in France and El Corte Ingles Gourmet in Spain). See annexe 13.

Establishment

Bordeaux, France.

Madrid, Spain

Supermarket

Carrefour –

134 Cours Victor Hugo,
33000 Bordeaux, France.

Carrefour – Conde de Peñalver 15,
28006 Madrid, Spain

Supermarket
Express

Carrefour City –

38 Cours Pasteur,
33000 Bordeaux, France.

Carrefour Express –

Discount
Supermarket

Spar – 271

Cours de la Somme,
33000 Bordeaux, France.

Día –

Supermarket
Gourmet

Monoprix –

El Corte Ingles Gourmet

6 Rue de la Merci,
33000 Bordeaux, France.

Arturo Soria

330, 28033 Madrid, Spain.

Caleruega 15, 28033 Madrid,

Spain.

– Calle
Margarita de Parma s/n, 28050 Madrid,
Spain

Table 6: French and Spanish establishments studied
Source: Data and graph internal

The study obtained data from a total of 66 products. The data was collected based on the
observation of the bottles and if any information happened to be missing it was
completed with Internet. It was gathered and subsequently analysed with Excel.
The research was carried out in the city centre of Bordeaux in France, and in Madrid in
Spain between the months of May and June 2016.
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The Results
The research was carried out in eight stores, four in Bordeaux and the other four in
Madrid. The stores were equal in both countries so that the findings would be equitable.
Out of the 66 products found, 42 of were found in French stores and only 24 in Spanish
ones.
It is worth mentioning that there was no wines found in the Discount Supermarket in
both countries. When both managers were asked they would just give a strange look.
Also, in the Spanish Express Supermarket (Carrefour Express) there were no organic
wines found whereas in the French Express Supermarket (Carrefour City) there were a
total of seven organic wines.
Moreover, in the French Gourmet Supermarket (Monoprix) there were found twentyone organic wines whereas the Spanish Gourmet Supermarket (El Corte Inglés Gourmet
Sanchinarro) only counted with four.
In both Supermarkets (Carrefour in both cases) were found organic wines. In the French
Carrefour there were fourteen different products and in the Spanish Carrefour there
were twenty of them.

Product analysis

According to the data obtained from the organic wines found on the previously
mentioned supermarkets it can be concluded that red wines prevailed over the rest. In
total 42 red wines were found in opposite to 13 white wines and 11 rose wines. Talking
about percentages in the different countries a 56% of the organic wines analysed in
Spanish supermarkets were red wines, a 28% white wine and a 16% rose wine. In the
French establishments a 66% were red wines, a 14% white wines and a 19% rose wines.
This means organic wines follows the trend of regular wine consumers where red wine
is also preferred.
It is however curious how in the Spanish Gourmet supermarket there were not found
any red organic wine but only 3 white wines and 1 rose wine. In the French Gourmet
supermarket on the other hand, there were found 15 red wines, 4 white wines and 2 rose
wines. And how organic white wines are slightly more common in Spanish than French
establishments.
Spanish establishments counted with a larger amount of younger wines but also with a
greater quantity of older ones. In Spain a 36% were made between 2012-2013 whereas
in France only a 4% was that old. However, Spanish stores counted with a 47% of the
wines made between 2016-2017 and French establishments only with a 34%. France
counted with more wines produced between 2014-2015 (61%) and in Spain they only
represented a 16%.
Overall (including wines from Spanish and French supermarkets), an 80% of the
observed wines had Designation of Origin. Among the French stores there was found
one Italian white organic wine from Sicilia in Monoprix. On the Spanish magazines
there were only found Spanish organic wines.
There were only found one biodynamic wine, within the French stores, and one natural
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wine in Carrefour in Madrid.
The predominant colours in the labels of both countries were cream-coloured, green and
black, however the labels did not make the organic wines different among the rest. What
made them different were the logos found in the labels that certified that they were
organic.
On the following paragraph it is going to be shown some notions of the logos used in
organic agriculture in order to understand the findings.
In the European Union, organic wines are marked with the following logo:

Figure 5: European organic logo certification
Source: European Commission

As reported by the European’s logo instructions found on the European commission
website: “ The main objective of the European logo is to make organic products easier
to be identified by the consumers. The use of the logo and the correct labelling is
obligatory for all organic pre-packaged food produced within the European Union.
Next to the logo consumers are informed about the place where the agricultural raw
material used in this product have been farmed and a code number of the control
authorities is also displayed."
Moreover in France producers can certify their products as organic with
the logo shown on the right hand side of the document. The AB
certification belongs to the French Ministry of Agriculture, Food and
Forestry and identifies organic agricultural products in the case of
processed products. Its use it’s optional. According to the barometer
Agence Bio/CSA 2015, a 98% of French people know the
AB logo.

Figure 5: French organic logo certification
Source: French ministry of Agriculture, Food
and Forestry

In Spain the certification competences has been given to the Autonomous
Communities. Each of them has its Regulatory Committee or its Council,
which depends on the Spanish Ministry of Agriculture. Each Autonomous
Community has the direct control on the ecological production and
certification. It is also an optional certification.
If we pay attention to the labels we find something curious.
The wines that were present in the gourmet stores had, in
general, the organic certification logo in the rear label. And
those wines, which were present in less exclusive stores, had
the certification in the frontal label.

Figure 6: Aragon’s organic logo certification
Source: MAPAMA

In the French Gourmet supermarket, 12 of the 21 wines had the organic certification in
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the rear label, 7 wines had the certification in both the frontal and rear label and only 2
of them had it on the frontal label. In the Spanish gourmet supermarket 4 out of 4 wines
had the certification on the rear label.
On the other hand, in the French supermarket Express 4 out of the 7 wines had the
certification only in the frontal label, 3 had the certification in both labels, and there
were no wines with the logo on the rear label.
Analysis of the distribution
According to the merchandising the Spanish supermarket Carrefour distributes the
products differently to the rest of establishments. In Carrefour Madrid all the organic
wines are placed linearly together in the Bio section of the supermarket as we can
appreciate on the photo included in the annexe 14.
Monoprix, Carrefour Express, Carrefour in Bordeaux and El Corte Inglés Sanchinarro
have the organic wines located linearly with the rest of regular wines classified
according to their region of production as it can be observed on the annexe 15.
Also in the French establishments, organic wines were more accessible for customers.
In France, a 43% of the products were placed at the level of the buyer’s eye, a 40%
below the level of the eyes and a 17% above them. A 40% of the products were at the
height of the customer hand, a 31 % a below and a 29% above. In the Spanish stores, on
the other hand, a 83% of the products were below the level of the hand and eyes and
only a 17% were at an ideal height.
Analysis of the price
The average price of the organic French wines analysed in the research was
significantly inferior to the Spanish wines found. In France the average price is 6,85€
whereas in Spain it is 7,72€.
In the gourmet stores, French organic wines had a price average of 7,95€ and Spanish
organic wines 16,52€. In Carrefour, the organic wines in Bordeaux cost an average of
5,53€ whereas in Madrid 6,41€. The average price in Carrefour Express in France was
6,20€.
It is interesting how the French organic wines were carefully placed between a regular
wine with the same price and a regular wine substantially more expensive, see the photo
included in the annexe 16.
According to the type of wines, in average white wines were more expensive than the
rest in both countries:
In the French gourmet supermarket organic white wines cost an average of 9,45€, in the
regular supermarket 9,40€ and 9,50€ in the supermarket express. In the Spanish
gourmet supermarket organic white wines had an average price of 20,30€ and in the
regular supermarket 6,44€.
Organic red wines, cost an average of 7,53€ in Monoprix, 5,23€ in Carrefour in
Bordeaux, 6,50€ in Carrefour in Madrid and 6,16€ in the Carrefour express.
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Rose wines had an average price of 8,15€ in the gourmet French store, 8,95€ in the
Spanish gourmet store, 5,22€ in Carrefour in Bordeaux, 5,70€ in Carrefour in Madrid
and 5,30 in the French Carrefour Express.
Analysis of the supermarket’s promotion
The three French establishments promoted some of their organic wines with a little cone
displayed on the bottle as it can be seen on the annexe 17 An 81% of the organic wines
in Monoprix carried the organic cone, a 29% in Carrefour Bordeaux and a 57% in
Carrefour Express. As it was previously mentioned, the French organic wines were
located with the regular wines. The bio cone was an efficient measure to highlight they
were organic among the rest of products and gave them a distinctive and exclusive
appearance.
The Spanish supermarket Carrefour placed the wine with the rest of organic products
and did not make any promotion further than the Bio space it-self. In the gourmet store,
organic wines did not present any kind of promotion that made them different among
the rest of regular wines.
In the annexe 17 it can be found an Excel table with the findings.
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5. THE SPANISH CASE: SOTA ELS ANGELS
Sota els Angels winery was founded in 2003 by María Jesús Polanco and her husband
Guy Jones located in an idyllic environment in Les Gavarres, Baix Empordá, Girona.
Their terrain has eight hectares of vineyards of red merlot grapes, syrah, samsó,
cabernet sauvignon and carmenere and white viognier grapes and picapoll. They follow
ecological and biodynamic agriculture to produce spectacular organic, biodynamic and
natural wines.

Product
Sota el Angels is a small winery that on average produces between 15.000 and 20.000
bottles a year (in great years they can reach the 25.000 bottles). They make quality,
artisan wines that transmit their passion for nature.
They count with five different wines, divided in three ranges. Sota el Angels wines
represent the premium range of their products. On the next level it would be found
Meravelles and Arketipo. The third level gathers more economic wines, however their
quality remains exceptional. Here there are found Desea and Flow.
These wines are targeted to two different types of consumer. On one hand people who
are truly knowledgeable about wines. They seek for quality wines that have personality
and can surprise them. On the other hand, people who that are not experts in the wine
world but have a youth and curious soul who is ready to explore. Overall, their
consumers are cultivated individuals who share a concern about the environment.

Sota els Angels
As report by Sota els Angels website: White Sota
els Angels is a wine that thrills, inspires
landscape, subtlety and strength. Red Sota els
Angels wine are very elegant and memorable
which will age very well.
They are both organic wines head for consumers
who really understand the wine world and look
for something that surprises them.
Figure 7: Red and White Sota els Angels wine
Source: Sota els Angels

Meravelles
This wine has a great personality. Complex nose with white bone fruits
such as peach, lime skin, almonds, fennel and Mediterranean forest with
its flowers of madroño and andrino. It is ideal to accompany exquisite
dishes of the Mediterranean cuisine.
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Figure 8: White Meravelles wine
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It is a very exclusive wine whose production does not exceed the 900
bottles.

Arketipo
Arketipo has subtle notes of cedar, spices like cloves and aromas of
Mediterranean forest. Full mouthfeel with a delicate airy texture and
subtle all round persistence.
This wine is thought for wines experts that look for a round persistence
but different wine.
Figure 9: Red Arketipo wine
Source: Sota els Angels

Desea
Desea is the fresh proposal maintaining the character or the terroir. It
surprises with the aromatic intensity and ask for time when opening
the bottle, it needs time to wake up. Only then it shows its kind heart
with patience and gratitude. Silky entry in the mouth, easy step and
elegant explosion of tannins combined with an optimal acidity.
It is a wine for intrepid souls, who know how to preserve and know
how to appreciate a good wine.

Flow
Just as the own vinery describes them:
Red Flow has delicate aromas of tanned leather, black plums, cloves
and cinnamon. Mouthfeel has a large vibrant freshness agile and
pleasant.

Figure 10: Red Desea wine
Source: Sota els Angels

White Flow presents aromas of white flowers, melon, pineapple, pomegranate and
white peach. With a straight and fresh, dry mouth, it develops volume and taste for long
and saline finish. It is an elegant and balance wine, fine on the nose and appealing to
the palate.
Rose Flow is moth fruity and sustained by a lively acidity, with a very pleasant and easy
drinking sensation, medium persistence.
Flow are the fitting wines for a young spirit public; people without prejudices that have
a fresh and adventurous soul that seeks for
Figure 11: White, Rose and Red Flow’s wine
emotion and a connexion with nature.
Source: Sota els Angels

It is a natural wine that will
surprise anyone who tries it
as when its drunk it does not
give a hangover.
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Price
Sota els Angels average price is 19,27€. Sota els Angels, depending on the year costs
between 20 and 40€; Meravelles around the 30-35€ ; Arketipo 20€ ;Desea between 15
and 18€ and ; Flow which costs 11€.
Since Sota els Angels started to manufacture white wines and Flow’s white and rose
wines, it have incremented their price in a 10%. In opposition, red wines started rather
high and they had to lower the prices.

Place
They use small channels of distribution, which manage to preserve the aura of these
wines with soul and quality. They do not distribute their wines through the ecological
channel.
Nationally their principal market is Cataluña, commercialising in Gerona, Barcelona
and Tarragona. They also sell in Alicante, Valencia and Mallorca. In addition to, they
are increasing their commercialization in Madrid, however it more difficult to penetrate,
as they are Catalans wines.
One third of their production is exported to the following countries: In the European
Union, they distribute in France, United Kingdom, Switzerland, Belgium, Norway and
Holland. In The United States they dispense in California and in the East Cost excluding
New York (from Pennsylvania to Florida). Also, they are present in Japan.
Every year, exports represent a larger percentage of the total production.

Promotion
In Sota and Angels they are engaged with the environment and with its customers. Their
wines are full of values, which promote a healthy lifestyle connected with nature and
with the ecosystem. The only communication they carry out is on wine fairs and with
sommeliers.
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6. CONCLUSIONS
Spain is proud to be one of the most forceful wine power worldwide. Spanish organic
wines viticulturists’ mollycoddle every step of the wine making process offering quality
products. Yet, these wines are not very familiar in the Spanish society frame. According
to the survey carried out in the first chapter, only a 35,2% of the respondents had ever
consumed these products and barely a 11,5% knew the difference between the
mentioned wines.
In the last years wine consumption has been facing a decrease that started more than 15
years ago. It is a paradox how a country that counts with the largest vineyards surface;
that occupies the third position in terms of production in the world; that exports for a
value higher than 2.500 million euros; whose wine’s quality gets better year after year
and has countless towns dedicated to its industry, is facing a decrease in more than half
in wine consumption in the last years.
Wine is directly involved in the Spanish culture, however something is not working
well. Direct sells are increasing, enotourism is a trend, Internet makes wine accessible
anywhere, anytime and overall wine sells continue to decrease. Where is the problem?
Wine consumption depends very much on how wine is understood. In some countries
wine is considered and art, something exceptional in which is worth to spend a certain
amount of money and reserved to special occasions. On the other hand, in other
countries like Spain, wine is so involved in the culture that does not highlight as
something exceptional. Spanish consumers are used to drinking wine in their everyday
meals. The problem comes when this tradition does not jump to younger generations.
Wine culture is rooted to 30-50 years old consumers but it is not to the youth. It is a
challenge for viticulturist to attract the youth to wine consumption in order to change
this decreasing pattern. Also they should concentrate their efforts in over pass beer by
launching marketing campaigns.
The French stores counted with more organic wines than the Spanish establishments
overall. In particular, there were not found any organic wine in Carrefour Express in
Madrid whereas in Carrefour City there were present. Moreover, the Spanish gourmet
store only counted with four wines and Monoprix had 21.
In Carrefour Madrid, the products were separated from regular wines and located with
the rest of organic products. This might see as an advantage because they are easy to
find for organic consumer, however, consumers who walk into the wine corridor
because they are actually looking to consume wine will not have the chance to choose if
they want to try a new kind as organic wines are very far located from the winery
hallway. On the contrary, French supermarkets locate organic wines in the same passage
as regular wines.
Organic wines sold in the French stores were significantly cheaper than those sold in the
Spanish establishments. The most direct comparison can be Carrefour, which was the
same concept store in both countries. The price difference was a 1€ on average.
French supermarkets know how important is to make products highlight among the rest.
Numerous bottles carried a little Bio cone that informed they were organic.
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Linking Sota els Angels increasing exports with Spain exports and production, we can
conclude that organic wine is an increasing sector in Spain, however a big percentage of
the production travels to other countries
To sum up there are two challenges for the near future:
On one hand stop the consumption fall down. This regression causes those organic wine
increments very slow. We should take France as a reference as over there a big
percentage of the youth have wine as their habitual beverage.
On the other hand, even though the organic wine Spanish consumption is slightly
growing, the second challenge is to accelerate this process. Firstly by making them
public to society. As we have previously seen, there is a big percentage that has not
tried it and does not know what is the difference between them and the regular wines.
Therefore, it is needed a big communication campaign carried out by the producers
associations. Secondly, spread out the school of thought that is worried with the
environment and health. Spain should follow the Swedish paradigm. The change in
consumption habits usually comes from a change in the mind-set of society. To touch
consciences, mass media should create debates with doctors, politics... to open a debate
about a healthier and conscious with the environment diet.
With this study I have learnt how is the panorama regarding regular wines and organic
wines in Spain and internationally. There is a trend of thought in Europe that seeks
engaged environmentally friendly products that provide a healthier lifestyle.
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Annexe 1
In Spanish: ecológico ; In Danish: økologisk ; In German: ökologisch, biologisch ; In
Greek: βιολογικό; In English: organic ; In French: biologique ; In Italian: biologico ; In
Dutch: biologisch, In Portuguese: biológico, In Finnish: luonnonmukainen and in
Swedish: ekologisk.
Annexe 2
Jules Chauvet (1907 – 1989) was a commercial and a winemaker who studied and
applied with great passion chemistry and biology to the wine process. He is considered
to be the father of the movement natural wines. Born in Chapelle de Guinchay, a village
from Beaujolais, he grew up in family dedicated to the commercialisation of wine. He
developed great skills to taste wine and studied with great passion chemistry and
biology. During the 40’s he carried out a rigorous investigation about the “mycoderma
vini”, a fungi which forms a veil on the surface of fermented beverages and sweetened
juices without causing alcoholic fermentation. During the years 1942 – 1943, after his
father and uncle passed away, he took control of the family business. At the same time,
he continued working his studies: he investigated about alcohol fermentation in high
temperatures, carbonic macerations and came up with a precise technique of descriptive
tasting. Together with Paul Brechon, they carried out research about native yeasts and
the effects of the different stump of yeast in the wine’s aroma. These studies were made
from 1960 to 1989. With his scientific expertise he developed a detailed appreciation of
the smell, with the belief of achieving very rich in aromas wines not in alcohol.
Annexe 3

Figure 12 shows the total of wine, including sparkling and special wines.
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Annexe 4

Table 7 shows the worldwide wine production

Annexe 5

32

Table 8 shows the worldwide wine production
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Annexe 6

Figure 13 shows wine consumption in Spanish homes in terms of volume

Annexe 7

Figure 14 shows wine consumption in Spanish homes in terms of value
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Annexe 8

Figure 15 shows wine consumption in Spanish homes in terms of value

Annexe 9

Figure 16 shows the consumption of beverages in Spanish homes in volume
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Annexe 10

World's Surface Area
Spain
China

14%
50%

France

11%
10%

6%

9%

Italy
Turkey
Rest of
the World

Figures 17.1 and 17.2 shows
world’s vineyards and the
world’s vineyard surface
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Annexe 11

Annexe 12

Table 9 shows wine Spanish exports in terms of volume

Table 10 shows wine Spanish exports in terms of value
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Annexe 13

Figure 19 shows the French Supermarket Carrefour
Figure 18 shows the French Gourmet
Supermarket Monoprix

Monoprix)

Monoprix)

Figure 20 shows the French discount
Supermarket - Spar
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Figure 21 shows the French Express
Supermarket – Carrefour City
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Annexe 14

Figure 22 shows the display of the organic wines in Carrefour Madrid

Annexe 15

Figure 23 shows the display of the organic wines in Carrefour Bordeaux
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Annexe 16

Figure 24 shows the price of organic wine in comparison
to the wines on the left and on the right. Organic wine
costs 5,50€, the wine on its left costs 15,85€ and the wine
on the right costs 5,11€.

Annexe 17

Figure 25 shows the Bio cone that carried Monoprix’s organic wine
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CARREFOUR EXPRESS BORDEAUX
Chateu Tenein
Chateau Marceloup
La cave de Aaustin Florent
Les celliers des terres
Cellier des Dauphins
Vaillant
Pierre and Béatrice Labuzan
SPAR BORDEAUX
Nada
DÍA MADRID
Nada
CARREFOUR EXPRESS MADRID
Nada
CARREFOUR MADRID
Bodegas Vinicola Real
Bodegas Vinicola Real
Bodegas Vinicola Real
Bodegas Vinicola Real
Vites virides
Le naturel
Palacio de Aranjuez
Bodegas Campo Viejo
Familia Pérez-Ovejero
Bodegas osborne
Bodegas BSI
Bodega otinar
Raimat
Juvé and Camps
Bodegas Pinord
Bodegas Pinord
Raimat
Domaine de Tholomies
Vites virides
Juvé and Camps
CORTE INGLES GOURMET
Finca las caraballas
Menade
Familia Ruiz
Saó

CARREFOUR EXPRESS BORDEAUX
Chateau Tenein
Chateau Marceloup
Large Malartic
L'heritage de Carillan
Cellier des Dauphins vin bio rouge
Le chat moulin
Chateau Monbazan graves
SPAR BORDEAUX
Nada
DÍA MADRID
Nada
CARREFOUR EXPRESS MADRID
Nada
CARREFOUR MADRID
Viña los Valles Tempranillo
Viña los Valles Crianza
Viña los Valles Crianza
Viña los Valles Crianza
Vites Virides Crianza
Le naturel
Palacio de Aranjuez
Campo viejo
Martinet Bru
Solaz
Sabatacha Jumilla
Ontinar
Boira
Ermita d'Espiels tinto
Natura tinto
Natura blanco
Ventada
La chapelle
Vites Virides Rosado
Ermita d'Espiels rosé
CORTE INGLES GOURMET
Las Caraballas
Nosso
Ossian
Saó Rosat

CARREFOUR EXPRESS BORDEAUX
Apellation Bourdeaux Superieur Contrôlée
Apellation Côtes de Bordeaux Contrôlée
Appellation de Bordeaux Contrôlée
Indication Géographique Protégée
Appellation Côtes du Rhône Contrôlée
Apellation Cabernet d 'Anjou Contrôlée
Appellation Graves Contrôlée
SPAR BORDEAUX
Nada
DÍA MADRID
Nada
CARREFOUR EXPRESS MADRID
Nada
CARREFOUR MADRID
Denominación de origen calificada
Denominación de origen calificada
Denominación de origen calificada
Denominación de origen calificada
Denominación de origen calificada
Denominacion de origen
Denominación de origen
Denominacion de origen calificada
Denominacion de origen calificada
Vino de la tierra de Castilla
Denominacion de origen
Denominacion de origen
Denominacion de origen
Denominacion de origen
Denominacion de origen
Denominacion de origen
Denominacion de origen
Indication géographique protégée
Denominacion de origen calificada
Denominacion de origen
CORTE INGLES GOURMET
Vino de la tierra de Castilla y León
Vino de la tierra de Castilla y León
D.O rueda
Denominación de origen

Winery
Appellation
MONOPRIX
MONOPRIX
Gregory hecht and françois bannier Apellation languedoc controlée
Union des vignerons côtes du Rhône Apellation côtes du rhône controlée
Dauvergne Ranvier
Apellation d'origine protégée
Biovidis
Apellation Burgueil Controlée
Domaine Renaud Bourgogne
Apellation Irancy Controlèe
Pierre Maizière
Apellation Contrôlée
O natura
Indication Géographique Protégée
Chateay Laurou
Apellation Fronton Contrôlée
Chateau Le Monastère
Apellation Côtes de Bourg Contrôlée
Chateau Les Aubiers
Apellation Côtes de Bordeaux Contrôlée
Jean-Marc Brocard
Apellation d'origine Contrôlée
O natura
Indication Géographique Protégée
O natura
Indication Géographique Protégée
Cazes
Apellation d'origine Contrôlée
Anne et Philippe Cluzel
Indication Géographique Protégée
Alphonse Mellot
Indication Géographique Protégée
Chateau de Rhones
Apellation Gaillac Contrôlée
Chateau moulin d'auguste
Appellation Bordeaux Contrôlée
Corse Sartene
Appellation Corse Sartene Contrôlée
Berticot
Apellation d'origine Contrôlée
Nero d'avola
Indicazione Geografica Protetta
CARREFOUR BORDEAUX
CARREFOUR BORDEAUX
Maison Jean Pla
AOP Côtes du Roussillon
La cave de Aaustin Florent
Appellation de Bordeaux Contrôlée
Chateau Grand Bertaud
Appellation Côtes de Bordeaux Contrôlée
Chateau Vieux Georget
Apellation Bourdeaux Superieur Contrôlée
Vallée Mercier
Apellation Saint Nicolas de Bourgueil Contrôlée
Vignobles bonfils
Apellation languedoc controlée
Les celliers des terres
Indication Géographique Protégée
Chateau la salagre
Apellation Bergerac Controllée
Cellier des Dauphins
Appellation Côtes du Rhône Contrôlée
Vaillant
Apellation Cabernet d 'Anjou Contrôlée
La cave de Aaustin Florent
Apellation Bourdeaux Contrôlée
Domaine du Saint Esteve
Apellation d'origine protégée
Grande maison
Cuvée des Anges
Les embruns
Indication Géographique Protégée

Name of the wine
MONOPRIX
Languedoc
Les Dauphins
De Natura Rerum
Cuvée les Roches Brunes Bourgueil
Domaine David Renaud Irancy
Bourgogne Hautes-Côtes de Nuit
O natura Cabernet Sauvignon
Chateau Laurou Fronton Tradition
Chateau le Monastère Côtes de Bourg
Chateau Les Aubiers
Chablis Sainte Claire
O natura Chardonnay
O natura Syrah Rosé
Marie Gabrielle
Domaine de la Tour
Les Penitents
Gaillac
Moulin d'auguste
Domaine Fiumicicoli
BB
Purato
CARREFOUR BORDEAUX
Ça cat Rose
Large Malartic
Blaye Côtes de Bordeaux
Chateau Vieux Georget
La Closerie des Hirondelles
Font des Pieurs
L'heritage de Carillan
Chateau la salagre
Cellier des Dauphins vin bio rouge
Le chat moulin
Large Malartic Rosé
Domaine Saint Esteve
Le silex
Les Embruns sable de camarge

Colour
Price
Price of the wine on thePrice
left of the wine on the white
Publicidad en lugar deventa
MONOPRIX MONOPRIX MONOPRIX
MONOPRIX
MONOPRIX
Tinto
6,71 €
7,07 €
9,74 € Conito información Bio
Tinto
6,99 €
5,11 €
6,90 € no
Tinto
5,09 €
5,11 €
6,14 € Conito información Bio
Tinto
8,88 €
7,53 €
7,48 € Conito información Bio
Tinto
9,90 €
5,95 €
13,31 € Conito información Bio
Tinto
10,40 €
8,36 €
4,05 € Conito información Bio
Tinto
4,09 €
4,76 €
3,23 € Conito información Bio
Tinto
5,50 €
15,89 €
5,11 € Conito información Bio
Tinto
7,12 €
8,82 €
10,76 € Conito información Bio
Tinto
6,50 €
3,84 €
4,61 € Conito información Bio
Blanco
15,27 €
7,38 €
9,17 € Conito información Bio
Blanco
9,73 €
10,40 €
7,38 € no
Rosé
4,09 €
5,07 €
3,59 € no
Tinto
7,07 €
8,30 €
6,71 € Conito información Bio
Tinto
4,76 €
4,09 € Conito información Bio
Tinto
15,79 €
13,22 € no
Tinto
8,00 €
18,65 €
6,66 € Conito información Bio
Tinto
6,10 €
6,25 €
7,11 € Conito información Bio
Rose
12,20 €
11,17 €
16,40 € Conito información Bio
Blanco
5,11 €
5,10 €
3,35 € Conito información Bio
Blanco
7,69 €
8,15 €
13,22 € Conito información Bio
CARREFOUR BORDEAUX
CARREFOUR BORDEAUX
CARREFOUR BORDEAUXCARREFOUR BORDEAUX CARREFOUR BORDEAUX
Rosé
6,50 €
6,50 €
si, espacio reservado
Tinto
4,60 €
7,10 €
4,90 € Etiqueta selección carrefour
Tinto
4,50 €
4,15 €
11,70 € no
Tinto
6,05 €
4,10 €
6 € no
Tinto
8,60 €
7,15 €
no
Tinto
4,95 €
5,70 €
4,82 € Conito información Bio
Tinto
4,03 €
3,20 €
no
Tinto
4,70 €
3,30 €
18,90 € no
Tinto
4,42 €
4,50 €
5,65 € no
Rosé
4,50 €
4,15 €
no
Rosé
4,50 €
4,30 €
4,90 € no
Rosé
6,15 €
7,05 €
5,85 € no
Blanc
9,40 €
8,60 €
9,95 € Conito información Bio
Rosé
4,45 €
5,40 €
3,95 € no

CARREFOUR EXPRESS BORDEAUXCARREFOUR EXPRESS
CARREFOUR
BORDEAUX
EXPRESS
CARREFOUR
BORDEAUX
EXPRESS BORDEAUX
CARREFOUR EXPRESS BORDEAUX
CARREFOUR EXPRESS BORDEAUX
Bordeaux
Tinto
8,10 €
8,20 €
5,90 € etiqueta
Bordeaux
Tinto
5,90 €
8,10 €
7,80 € no
Bordeaux
Tinto
5,70 €
4,65 €
4,25 € Etiqueta selección carrefour
Pays d'oc
Tinto
4,12 €
4,43 €
5,53 € Etiqueta productos bio
Rhône
Tinto
4,78 €
4,55 €
4,90 € Etiqueta productos bio
Thouarcé
Rosé
5,30 €
6,27 €
4,15 € no
Monbazan
Blanc
9,50 €
6,26 €
4,90 € no
SPAR BORDEAUX
SPAR BORDEAUX
SPAR BORDEAUX
SPAR BORDEAUX
SPAR BORDEAUX
SPAR BORDEAUX
Nada
Nada
Nada
Nada
Nada
Nada
DÍA MADRID
DÍA MADRID DÍA MADRID DÍA MADRID
DÍA MADRID
DÍA MADRID
Nada
Nada
Nada
Nada
Nada
Nada
CARREFOUR EXPRESS MADRID CARREFOUR EXPRESS
CARREFOUR
MADRID
EXPRESS
CARREFOUR
MADRID
EXPRESS MADRID
CARREFOUR EXPRESS MADRID
CARREFOUR EXPRESS MADRID
Nada
Nada
Nada
Nada
Nada
Nada
CARREFOUR MADRID
CARREFOUR MADRID
CARREFOUR MADRID
CARREFOUR MADRID CARREFOUR MADRID
CARREFOUR MADRID
Rioja
Tinto
4,95 €
5,60 € no
Rioja
Tinto
5,60 €
4,95 €
5,60 € no
Rioja
Tinto
5,60 €
5,60 €
5,60 € no
Rioja
Tinto
5,60 €
5,60 €
6,10 € no
Rioja
Tinto
6,10 €
5,60 €
7,90 € no
Navarra
Tinto
7,90 €
6,10 €
8,40 € no
Vinos de Madrid
Tinto
4,10 €
7,90 €
5,24 € no
Rioja
Tinto
5,25 €
4,10 €
19,50 € no
Priorat
Tinto
19,50 €
5,25 €
3,95 € no
Toledo
Tinto
3,95 €
19,50 €
19,50 € no
Jumilla
Tinto
5,15 €
3,95 €
no
Navarra
Tinto
4,10 €
7,85 € no
Cataluña
Tinto
7,85 €
4,10 €
6,80 € no
Penedès
Blanco
6,80 €
7,85 €
5,30 € no
Penedès
Tinto
5,30 €
6,80 €
4,55 € no
Penedès
Blanco
4,55 €
5,30 €
7,85 € no
Cataluña
Blanco
7,85 €
4,55 €
6,25 € no
Pays d'oc
Blanco
6,55 €
6,25 €
6,55 € no
Rioja
Rosado
3,95 €
6,55 €
7,45 € no
Penedès
Rosado
7,45 €
3,95 €
no
CORTE INGLES GOURMET
CORTE INGLES
CORTE
GOURMET
INGLES
CORTE
GOURMET
INGLES GOURMET
CORTE INGLES GOURMETCORTE INGLES GOURMET
Valladolid
Blanco
no
Valladolid
Blanco
11,85 €
14,95 €
13,25 € no
Segovia
Blanco
28,75 €
9,75 €
19,50 € no
Costers del segre
Rosado
8,95 €
7,60 €
24,75 € no

Region of production
MONOPRIX
Languedoc
Côtes du Rhône
Côtes du Rhône
Vol de Loire
Irancy, Bourgogne
Bourgogne
Pays d'oc
Fronton
Gironde
Blaye Côtes de Bordeaux
Chablis
Pays d'oc
Pays d'oc
Côtes du Rossillon
Pays du Gard
Côtes de la Charité
Rhodes
Bordeaux
Corse
Côtes de Duras
Sicilia
CARREFOUR BORDEAUX
Sud du France
Bordeaux
Bordeaux
Bordeaux
Saint Nicolas de Bourgueil
Languedoc
Pays d'oc
Bergerac
Rhône
Thouarcé
Bordeaux
Coteaux d'aix en Provence
Monbazillac
Camargue
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Annexe 18

Table 11 shows the study of organic wines carried out in
40 and French establishments
Spanish

