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The “Define Fine Wine” white paper is an open project that’s based on data gathered each year from 
difference sources and research, including interviews and roundtables initiated at our international think 
tank Fine Minds 4 Fine Wines, organised by Areni Global. If you would like to participate and add your own 
views, or submit relevant research, please contact us at pauline@areni.global.

Pauline Vicard

I N T R O D U C T I O N

WHY DEFINING FINE WINE MATTERS

While the wine ecosystem, from production to 
distribution, seems to agree on what Fine Wine is 
not – a wine of poor quality, that’s mass produced, 
made using short cuts and widely distributed – 
there is little agreement on what a “Fine Wine” 
actually is.  

The very idea that we need to describe the 
meaning and attributes of Fine Wine is sometimes 
even dismissed. So why initiate a global dialogue to 
define it?

It is our view that a clear and transparent definition 
of Fine Wine is essential to its development, reach, 
future success and, to some extent, its survival.

First, it is our belief that Fine Wine should play the 
kind of role in the general world of wine that haute 
couture designers and fashion leaders have done 
in influencing affordable, ready-to-wear fashion. 

Second, we live in a world where politicians, 
policy makers and investors increasingly fail to 
differentiate between Fine Wine and other alcohols. 
If the World Health Organisation were to advocate 
for greater restrictions on alcohol, if governments 
were to opt for radical measures similar to those 
affecting the tobacco industry, or if more investment 
funds decided to pull their assets out of any 

corporation making money with alcohol, then our 
entire ecosystem would be shaken to its core, as 
has been the case with other industries. There is 
no reason to believe that the historic and cultural 
prestige associated with Fine Wine will continue 
to protect it from these pressures. We therefore 
need to ensure we can collectively articulate how 
and why Fine Wine differs from other alcoholic 
beverages.

Our main purpose in this white paper is therefore 
to open a dialogue among leaders in the wine 
ecosystem, so we can identify and articulate a 
common definition for Fine Wine. 

Here you will find the key concepts identified 
through our research, presented in order to invite 
feedback and hopefully create a constructive 
agenda for the Fine Wine world. From there, we 
can predict the probable evolution of the Fine 
Wine ecosystem, and assess the major implications 
and opportunities that will affect everyone from 
producers to consumers.

The Define Fine Wine white paper is an ongoing 
project. New chapters based on our ongoing 
research programme will be added each year.

INTRODUCTION
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CHAPTER ONE

C H A P T E R  O N E

A DEFINITION OF FINE WINE

What does it take to be Fine? Is it merely the absence of impurities 
and faults, or should a Fine Wine also be superior in kind, quality or 
appearance to the vast majority of wines produced around the world? 

Is it enough to define Fine Wines through established and recognised 
quality assessments, or are the emotional and cultural dimensions 
more important?

Finally, what about the winemakers themselves? If Fine Wine is an 
art, then what about the importance of the artist’s intent? Is it more 
important than the natural factors that contribute to the wine, or the 
simple evidence of quality?

Or did Hugh Johnson get it right when he said that Fine Wine was, 
simply, “a wine worth talking about”? 

This chapter will assess the many dimensions of Fine Wine, and 
consider the main factors contributing to its definition: quality, emotion 
and an expression of truth.1 

1  This definition is based on more than 200 interviews conducted between 2017 
and 2019, amongst influential trade members and wine experts from the US, UK, France, 
Argentina, Chile, Australia and New Zealand, along with some perspectives and insights from 
Fine Wine consumers.
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THE BASICS OF 
FINE WINE

QUALITY

First things first. To qualify as 
‘fine’, a wine must display the 
classic attributes of high quality. 
That is, it must show harmony 
and balance between its complex 
elements and engage both the 
nose and palate. These elements 
must have the ability to evolve 
and improve with time, while 
remaining interesting at every 
stage of its development.

Complexity, balance, ageing potential: Assessing quality

“A Fine Wine reflects the character of its cultivar, 
shows intensity/concentration of flavour, and thus, 
length on the palate; has complexity/diversity of 
flavours, internal harmony between aromatics 
and the palate, and balance between its essential 
components.” 

Zelma Long, Owner, Vilafonté, South Africa

HAS AN INTERESTING NOSE, 
SPREADS ACROSS THE PALATE 
AND BUILDS TOWARDS THE FINISH

BALANCE BETWEEN 
ITS ESSENTIAL 
COMPONENTS 

INTERNAL 
HARMONY

CAPABLE OF AGEING YET 
DRINKABLE AT EVERY STAGE 
OF ITS DEVELOPMENT

DEVELOPMENT IN THE 
BOTTLE AND THE GLASS
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“Fine Wine for me has charm, 
refreshment, intrigue, balance, 
ageing potential, development 
in the glass, terroir expression, 

persistence and memorability. In 
short, it is wine that improves in 

both glass and bottle, and, as well 
as an interesting nose, spreads 

across the palate and builds 
towards the finish.” 

Jancis Robinson MW, Critic and 
Journalist

6



WWW.ARENI.GLOBAL

Quality is, then, the prerequisite for Fine Wine, 
though it can’t be its only component. Our research 
shows that while every wine showcasing a high 
level of quality is considered ‘good’ or ‘great’, wine 
needs an emotional dimension to reach the Fine 
Wine level.

By engaging with the emotions, Fine Wine has 
the ability to affect the drinker in a way that’s 
comparable to a work of art, by forging a link 
between the masterpiece and the drinker’s inner 
self and opening a window to the soul. Fine Wine 
connects the two to both past and future, delivering 
a unique and personal experience.

A Kind of Magic: The emotional dimension of Fine Wine

“Like collectible cars, Fine Wine is a 
relic of the past.”  

Madeline Puckette, owner, Wine Folly

“Fine Wine is real estate of the mind. 
Its aesthetic value, meaning and 
appreciation are proportionate to the 
individual’s experience, aspirations 
and cultural perspectives.”  

Andrew Caillard MW, Co-founder, Langton’s 
Classification of Australian Wine

BOTTLED POETRY

TIMELESS

REAL SENSE OF PLACE
UNIQUE

A REAL ALCHEMY

MEMORABLE
STOPS TIME

CARRIES A MESSAGE

TOUCHES YOUR HEART AND SOUL

ENCAPSULATES ITS ORIGIN
SHARED ENERGIES

SPEAKER OF UNIVERSAL TRUTH
PURE FULFILMENT
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“Fine Wine communicates its 
presence, whether through simple 

deliciousness, beguiling mystery 
or somewhere in between. It is 
a felicitous match of wine and 

occasion, and so does not exist 
independently of human decisions. 

Fine Wine expresses culture and 
place, and it has far more to offer 
than simply what is in the glass.” 

Eric Asimov, Chief Wine Critic, 
The New York Times
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An expression of truth: The importance of the artist’s intent

While intrinsic quality and 
emotional engagement are 
necessary for a wine to qualify 
as fine, Fine Wine is also 
distinguished from “wine” by 
the winemaker’s intent, a central 
element in the definition of Fine 
Wine.

Aesthetic considerations and a 
quest to express deep human 

A FINE WINEMAKER PROFILE

THE FINE WINE 
MAKERS

HOW THEY 
OPERATE

FINE WINE 
MAKING

Are passionate and 
clever individuals 

Cherish their vines 
and wines

Unusual individuals 
or institutions 

Have a great 
respect for nature 
and protect the 
environment

Proper stewardship

Are willing to 
transfer their 
personal approach 
to viticulture and 
winemaking

Can be recognised 
by family tradition 
or history of 
their domaine 
or offer modern 
interpretation or 
winemaking 

In the middle of the 
wine production 
continuum, between 
natural wine (only 
nature) and industrial 
wine (only technology). 

As long as the 
winemaker intends it, 
there is no flaw in Fine 
Wine production. 

Not one perfect way 
to make Fine Wine: 
Either try to achieve 
the perfect wine or an 
‘edgy’ wine, challenging 
the limits. 

truths are what guide artists; 
Fine Wine makers are also 
guided by a relentless quest for 
truth, typically referred to as “an 
expression of terroir”. This quest 
is expressed through the different 
viticultural and winemaking 
choices made during the whole 
production process.

Fine Wine makers invest their 

time and energy to bring forth 
the best any given terroir can 
produce, a process which can 
also be an expression of the 
winemaker. The search for this 
truth, and a clarity about the 
winemaking choices plus a 
reverence for the ecosystem, is 
what allows their wines to reach 
the Fine Wine level.
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“It is certainly not the sexiest definition or 
what bankers would like to hear, but Fine 
Wine is simply that: the best we can do.” 

Fiona Morrison MW, Co-Owner, Chateau Le Pin

 “A Fine Wine is made by an actual person 
who cares about what goes into the bottle 
and wants to reflect a truth about how it is 

made and where it comes from.” 
Jane Anson, Journalist, Decanter
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Conclusion – Taste, emotion, truth, the Fine Wine trifecta

Although there are many dimensions associated 
with Fine Wine, there are three—taste, emotion and 
truth—that are paramount to its core definition. A 
wine needs to express each of these dimensions in 
order to be qualified as fine.

A Fine Wine is complex, balanced, with a potential 
to age, though highly drinkable in every stage of its 
development. A wine that provokes emotions and 
wonders to the one drinking it, while reflecting a 
certain expression of truth intended by its maker. 

We believe that this universal definition of Fine 
Wine is necessary for a better understanding of 
the Fine Wine ecosystem, and for its development, 
reach and future success.
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IN CONVERSATION WITH ERIC ASIMOV 
ON FINE WINE AND LUXURY: 

 This interview is adapted from various conversations with Eric Asimov from April to July 2019, done in order to help 
prepare his panel On luxury – Creating the Exceptional, moderated by Elin Mc Coy during the 2019 edition of FM4FW 
in Bordeaux.

Pauline Vicard Eric, you have been a strong advocate for dissociating wine, whatever its prices and 
associated quality, from the spheres of luxury. As we are trying to define Fine Wine, I 
wonder: Do Fine Wine and luxury wine really mean different things?

Eric Asimov Indeed luxury can mean a lot of things but, in many ways, it’s almost irrelevant what 
it means. It’s what it connotes to people, at least to North Americans, through their 
interpretation of wine culture.

 In the US, when you use the word 'luxury' people connote it to the following 
adjectives: exclusive, sumptuous, materially rich, extravagant, opulent, hedonistic, 
self-indulgent. 

 It's this connotation that I have tried to sever from wine my entire professional life. 
One could argue that the association of art and luxury is fallacious. Art is necessary, 
it is part of what makes us human. It is not required to stay alive like food and air, yet 
the sacrifices humans have made for art, just as they have for wine, suggest both are 
required to make life worth living. 

CHAPTER ONE
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 By my definition, luxury does not fall under that category, at least from the 
consumption end of things. Luxury is indulgence, and as such is a connotation 
of wealth, or, as Ms. Skeggs might say, of whiteness. I don't want wine to be 
thought of as a Rolex or a Mercedes. 

 This is the problem with Champagne and Bordeaux. They have spent so 
much energy to be thought of as luxuries that younger people end up 
rejecting them.

Pauline So we are talking here about the language used by this particular part of the 
Fine Wine ecosystem and how it can alienate people. How does it translate 
practically?

Eric This segment of wine culture is indeed embodied by wine writers, critics, 
producers themselves and the way they will trade their wines. In the US, for 
example, it’s always been an intellectual exercice, it’s a matter of rationality 
and connoisseurship. Forget about enjoying wine, the phrase that we use is 
“wine appreciation”, which implies something that you have to spend time 
learning about in order to properly appreciate.

 I personally think that the opposite is actually true: wine is easily and directly 
understood and enjoyed by people without education. It’s really the culture 
that we’ve set up around wine that demands that type of indoctrination, 
the very specific language that we use that has nothing to do with the way 
people experience when drinking wine. Because of that, most people look 
at wine as something that they think they enjoy, but also feel that they don’t 
fully enjoy it, because they don’t think they have the proper physical and 
mental equipment to properly experience it, simply because the whole flow of 
esoteric aromas that the trade uses is not how wine appears to them. 

 The language and everything that surrounds wine should aspire to mirror the 
pleasure that it brings to our ordinary life, whatever sort of life we all have, 
making it more symbolic of democracy rather than exclusivity.

Pauline Does it mean that a “true” Fine Wine should aim to be accessible by 
everybody?

Eric There is a difference between the notion of working towards inclusivity — 
working on language and message that do not leave drinkers with a sense 
of not being good or worthy enough to appreciate your wine, and practically 
make your wine accessible to every body everywhere. Fine Wine usually 
being produced in smaller quantities, there will always be scarcity.

13



C H A P T E R  T W O

THE ATTRIBUTES OF FINE 
WINE AND THEIR IMPORTANCE 

AROUND THE WORLD

A Fine Wine is complex, balanced, with a potential to age – though 
highly drinkable in every stage of its development. A wine that 
provoke emotions and wonders in the one drinking it, while reflecting 
a certain expression of truth intended by its maker.

While this definition already offers some guidance in defining Fine 
Wine, it says nothing about how consumers in different markets 
understand it. 

The following results are based on a study commissioned by Areni in 
partnership with Wine Intelligence, which tested the importance of the 
different attributes of Fine Wine in three major markets: the US, the UK 
and China.

While some results were expected, particularly the importance given 
to balance and origin, for example, other results – such as the low 
emphasis placed on price and storytelling – came as a surprise. The 
implications for Fine Wine are discussed below. 

(Note that this study was based on insights from regular wine drinkers 
in each market, regardless of whether they considered themselves 
Fine Wine drinkers or not.)

CHAPTER TWO
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One of the main attributes of Fine Wine, which 
ranks of almost equal importance everywhere in the 
world, is the wine’s region of origin, which needs to 
be famous. To some extent, the same thing can be 
said for the producer, whose reputation must also 
be established. (This is the second most important 
attribute in China.)

Consistency over time and across vintages is 
ranked as the number one attribute for Fine Wine 
consumers in both the US and the UK market. While 
this attribute is ranked as less important in China, 
the relative importance given to the producer’s 
history shows that consistency and fame is 
important for the Chinese Fine Wine consumer too.

Balance and harmony are ranked very highly in 
both China and the US and are also relatively 
important to UK consumers. Interestingly, balance 
and harmony are distinct from complexity as far 
as consumers are concerned; complexity ranked 
14 in the UK, 12 in the US and 5 in China. Rankings 
for intensity and concentration were low across all 
three markets.

Balance, consistency and origin: 
What matters for global consumers

M A J O R  I M P L I C AT I O N S  F O R  T H E  F I N E 
W I N E  E C O S Y S T E M

• Not surprisingly, quality comes first in the 
hierarchy of Fine Wine attributes. When it comes 
to specific quality attributes, every market 
favours balance and harmony over power and 
concentration, underlining the global shift in 
style preferences witnessed in the last few 
years.

• Although winemakers need to prove their skills 
over time and vintage, their individual efforts 
are not enough for their wines to be recognized 
as fine. The origin itself has to be known and 
recognized by the consumer, which hold true 
across the world. Regions and countries of 
production need collective efforts to promote 
them globally. 

15



CHAPTER TWO

For more details on countries, genders and age based results, please see Appendix 1.

16



WWW.ARENI.GLOBAL

If it is interesting to see that the most valued 
attributes are similar across all three markets, it’s 
also notable that the markets are also consistent 
about the lowest ranked attributes.

The following attributes were, across all three 
markets, ranked as not important in terms of the 
consumers’ perceptions of Fine Wine:

Price: The fact that a Fine Wine commands a high 
price is not ranked as important by US, UK and 
Chinese customers. Once more, it seems that 
consumers judge Fine Wines by their taste, and that 
that price is only a very relative variable.

Low quantity: What’s more surprising is the little 
importance given to scarcity or low production. 
Consumers across all three markets do not 
associate Fine Wines with boutique wineries or 
limited production. 

Worth talking about: Despite Hugh Johnson’s 
definition of Fine Wine being a wine worth talking 
about, storytelling appears to have low power 
across the board. It’s only in the US that younger 
consumers (21-34 years) seem to see a story worth 
sharing as an attribute of Fine Wine.

Sustainably produced: Consumers, regardless of 
country or demographic, do not associate Fine 
Wine with sustainable production. Because the 
study didn’t test for the appeal of different types 
of production (organic, biodynamic etc.), it’s hard 
to know if consumers simply don’t care about 
how wine produced, or if they are struggling to 
understand what sustainability is in relation to wine, 
and its importance for Fine Wine production.

Scarcity, price, sustainability and storytelling: 
The biggest surprises

M A J O R  I M P L I C AT I O N S  F O R  T H E  F I N E 
W I N E  E C O S Y S T E M

It seems that, in the main, consumers associate 
Fine Wine with its taste, rather than with the usual 
trade associations of Fine Wine, such as the 
importance of storytelling, the craft dimension 
of boutique production or the importance of 
sustainable practices, even if the last parameters 
are unequivocally linked to the long term survival of 
Fine Wine. 

The implications for Fine Wine are clear. There is:

• a general need for more education on the vital 
importance of sustainable practices and their 
implications for the future of Fine Wine;

• a need to offer consumers ‘try before you buy' 
occasions and experience; and

• a major opportunity to turn consumers into 
brand ambassadors and to create the desire to 
share wine stories.

What follows, and the upcoming chapters of the 
Define Fine Wine white paper, will explore these 
aspects more deeply. 

17



At both ends of the hierarchy (whether an attribute 
is highly ranked or not), it seems that consumers 
have similar criteria when it comes to defining Fine 
Wine.

It is, however, interesting to note three major 
variations in importance between those three major 
markets:

Ageability: The fact that a wine needs to be able to 
age to be considered fine seems to be important 
only for Western consumers (both US and UK 
consumers rank this attribute as significant), with 
Chinese consumers not really associating a wine’s 
capacity to age with its designation as a Fine Wine.

The importance of varietal expression: The same 
observation could be made about the importance 
of a Fine Wine to express its varietal expression. 
Western consumers appear to rely a lot on varietal 
expression in order to categorise a wine as “fine”, 
while Chinese consumers seem to give very little 
weight to this attribute; however, there is a caveat. 
Younger Chinese consumers (18-34 years) do 
seem to think that varietal character is important, 
which could be a consequence of Western-style 
education or wine promotion. 

The importance of influencers: Consumers across 
the three markets seem to take note of different 
types of influence. According to this particular study, 
the Chinese rely more on the reputation and fame 
of the winemakers themselves, while critics and 
scores still rank highly; older consumers rank the 
ratings and scores from critics as their second most 
important attribute, while their younger counterparts 
only rated it tenth. 

In the US, on the other hand, medals are still 
important to achieve Fine Wine status, both for male 
and female consumers, but even more so for the 
35-54-year-old consumer (who ranked medals their 
second highest attribute). 

Varietal expression, ageability and influencers: 
when markets and demographics differ

Finally, the British consumer seems to care more 
about the singularity of the vineyard or estate 
and its origin, ranking the single vineyard/estate 
attributes as far more important than did consumers 
from other markets.

A note on the importance of age:

Within each market, significant differences can 
be noted according to gender, but even more so 
according to age. It seems that, without exception, 
younger consumers have a different hierarchy 
of Fine Wine attributes, particularly in relation to 
ratings, critics and medals, or the importance of 
wine origin. 

M A J O R  I M P L I C AT I O N S  F O R  T H E  F I N E 
W I N E  E C O S Y S T E M

Wine consumers are diverse, and the attributes they 
value reflect this diversity. Fine Wine marketers not 
only need to understand the differences between 
markets, but also the differences between different 
demographics.

For the complete results of the study and more details 
on countries, genders and age based results, please see 
appendix 1.

CHAPTER TWO
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“A Fine Wine is a wine made by people 
who care, for people who care.”    

Justin Howard-Sneyd MW, 
Owner, Domaine of the Bee
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C H A P T E R  T H R E E

THE EVOLUTION OF THE 
DEFINITION OF FINE WINE

Consumers in different countries associate Fine Wine with different 
attributes, leading to different recommendations and implications 
for the Fine Wine ecosystem. This raises the question of how the 
definition of Fine Wine, and the relative importance given to its main 
attributes, is likely to evolve in the next five to ten years. 

Some of the disruptions that could create a major shift in how Fine 
Wine is understood and represented have been distilled in our 
report The Future of Fine Wine – Understanding the Main Trends, 
Challenges and Opportunities.

In this chapter, we will focus on three major changes that we believe 
will have a large impact on the future definition of Fine wine. 

While taste, emotions and truth are likely to remain the main pilars 
of the Fine Wine definition, their actual meanings and associated 
attributes are likely to evolve, disrupted notably by climate change 
and a global shift in the Fine Wine consumer base.

These forces will bring both new dimensions and new languages to 
the definition of Fine Wine. Given they may be highly impacted by 
such shifts, we see Fine Wine stakeholders both reacting to these 
disruptions but also acting pro-actively, to propose and implement 
new solutions. These will, in turn, re-define Fine Wine.

CHAPTER THREE
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Taste and quality are not only major pillars of the 
Fine Wine definition, they are also recognised by 
consumers as attributes of Fine Wine. 

But what ‘taste’ and ‘quality’ mean in the glass has 
evolved in the the last decades, influenced by a 
new understanding of terroir, driven by viticultural 
practices, innovation and understanding of the 
winemaking process and newly available data 
and technology, along with winemaker means and 
intents, and consumer desires.

Aromas, texture and structure:
The future taste of Fine Wine

M A J O R  I M P L I C AT I O N S  F O R  T H E  F I N E 
W I N E  E C O S Y S T E M

• The profile of Fine Wine is indeed going to 
change, but the expected disruptions are so 
diverse that it’s almost impossible to forecast 
the exact nature of those changes and predict 
the aromas, textures and structure of tomorrow’s 
Fine Wines.

• Diversity of styles will be key and unpredictable 
changes will create unpredictable classics. (See 
also In Conversation with Nigel Greening, page 
24)

“We’ve changed our lifestyle but the 
genetic predisposition to taste are the 
same. We are still attracted by fat and 
sugar the same way that the cave men 
were.” 

Dr Laura Catena, 
Bodega Catena Zapata

“We don’t operate in a vacuum: 
of course there is terroir, but the 
expression of terroir itself changes 
all the time because generations of 
winemakers are affected by social 
change.” 

Toby Bekkers, Bekkers Wine

21



Fine wine should no longer be a white gentlemen’s 
club. Around the world, a diverse group of 
consumers is expressing an interest in wine—or is 
driven away from it, because they can’t see a place 
for themselves.

In order to thrive, the Fine Wine ecosystem 
needs to work on inclusivity, focusing not only on 
Millennials but on consumers able to bring new 
sources of incomes, along with new ideas and a 
new mindset, notably independent, wealthy women 
over 40 and people of colour. 

These major shifts have implications for the Fine 
Wine ecosytem that are discussed in the third 
edition of The Future of Fine wine – Understanding 
the Main Trends, Challenges and Opportunities.

What is of interest here, is the effect this shift will 
have on the definition of Fine Wine itself, and the 
change in language and visual representation it will 
necessarily bring.

While we still talk about Fine Wine today, we 
believe that the term itself might change, along 
with its current definition, if not in substance, then 
at least in form, to allow a more diverse segment of 
the population to identify and relate to it.

A shift in generation, a change in consumers’ profile

M A J O R  I M P L I C AT I O N S  F O R  T H E  F I N E 
W I N E  E C O S Y S T E M

The Fine Wine world needs to become more 
inclusive by eliminating alienating vocabulary, 
favouring a gender neutral and inclusive style of 
writing, paying attention to its visual representations 
(for example, by including people of colour or 
women over 40 in advertising imagery, as spirits 
brands do), and being open and honest about 
the steps we have to take to be a more diverse, 
inclusive and empowering place. 

As more diverse talents join the ranks of the Fine 
wine ecosystem, the first wave of change could 
mount a profound challenge to the language, 
attributes and associations that are currently used, 
leading to a new definition of Fine Wine. 

“Fine Wine is whiteness, and it’s talked 
about it in terms of colonial history, 
across Africa, India and various parts 
of the world.” 

Professor Beverly Skeggs, 
Head, International Inequalities Institute, 
The London School of Economics and 
Political Science.
“With 43% of the 75 million millenials 

CHAPTER THREE

“With 43% of the 75 million millenials 
in the US identifying as African 
American, Hispanic or Asian, if a brand 
doesn’t have a multicultural strategy, it 
doesn’t have a growth strategy.”

Andrew McCaskill, then Nielsen’s Senior VP, 
Global Communications and Multicultural 
Marketing

22
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Sustainability is the major dichotomy of the current 
Fine Wine ecosystem. Based on our current 
and previous research, it seems indisputable 
that makers of Fine Wine place sustainability at 
the centre of what they do. Across the world, 
viticulturists, wine makers and vineyard owners 
are becoming ever more creative in finding ways 
to reduce their impact on the environment, secure 
their financial future and empower their staff. 

For more details, see the Sketching Solutions 
section of our global report.

While the production side is very aware of the 
necessity of sustainability, it seems that consumers, 
even when accustomed to Fine Wine buying, 
are not yet aware of, nor concerned about, this 
concept.

We strongly believe that sustainability, along with 
the need to become more inclusive, is central to the 
survival and success of Fine Wine. While diversity 
and inclusion will itself change the language 
of Fine Wine, we also strongly advocate for a 
definition of Fine Wine that includes the concept of 
sustainability: 

A Fine Wine is complex, balanced, and has the 
potential to age, though highly drinkable at every 
stage of its development. A wine that provoke 
emotions and wonders in the one drinking, while 
reflecting the expression of truth intended by its 
maker and which is sustainably produced.

Sustainable Practices: No longer an option

M A J O R  I M P L I C AT I O N S  F O R  T H E  F I N E 
W I N E  E C O S Y S T E M

Now that we have embedded the notion of 
sustainability within the definition of Fine Wine, 
the next step will be to define the framework of 
sustainable production, including its impact on both 
environmental and social practices and the use of 
certifications, in order to coordinate, promote and 
favour sustainable action.

Areni Global is working towards this next step and 
the fourth edition of the DFWWP should offer further 
insights. 

“Consumers and trade will have to 
learn to ask different questions from 
top producers and demand more 
accountability.” 
Nicole Rolet, Co-founder and Chair, 
Fine Wines 4 Fine Minds  

“Do I choose the wines I buy based on 
how sustainabily it has been produced? 
No, not now. But ask me again in five 
years.” 

Queena Wong, international Fine Wine 
collector
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ON IRREVERENCE AND REBELLION: IN 
CONVERSATION WITH NIGEL GREENING 
AND ELIN McCOY

Elin Mc Coy Nigel, Felton Road, a winery started only two decades ago, is with no doubt a 
reference for New Zealand Fine Wines. What was your motivation, your intention, 
when creating this winery? Were you aiming to create a luxury wine?

Nigel Greening Luxury has different connotations for all of us, and our perception of luxury will differ 
even more tomorrow. Luxury for me is getting up in the morning and putting on 
shorts and a t-shirt because I don’t have to conform to any dress code, and if I want 
to think about uber-luxury, then maybe a cup of good coffee in silence before the 
world wakes up. 

 We see the world changing, changing us in the process and while we can spend 

Nigel Greening abandoned the marketing world in the early 2000’s to purchase land to plant vines in Bannockburn, 
New Zealand, he  acquired Felton Road, then just three vintages old, that he now manages and runs.

This conversation is an adapted transcript of the panel On Luxury – Creating the Exceptional, moderated by Elin Mc 
Coy. held during the third edition of FM4FW, Bordeaux, July 2019

CHAPTER THREE
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some time thinking about how to accommodate these changes, I think that luxury 
can be the opposite:  

 Luxury is the ability to ignore that change and swim against the current.

 Luxury is the ability to do things slowly in a world which is all about speed.

 Luxury is the ability to embrace craft in a world of robot manufacturing.

 Luxury is the ability to do what the future forbids.

 What I’ve wanted, all my adult life, has been to create my own form of autonomy, 
not associating it with material belongings but with a set of values, with not only the 
capacity but the right to be able to say: “The hell with it, I am not going that way.” 
Doesn’t sound much like Fine Wine, does it?

Elin In other words, keep it true! It seems that this philosophy is highly relevant today, 
and could help reaching a new generation of consumers. Do you think they have a 
different definition of what is exceptional in wine?

Nigel I get excited when I see irreverence, both in new consumers and new producers. 
This is fantastic, because we should never be reverent about Fine Wine. It is great… 
it is wonderful, but it’s a beverage. Do not let anybody say anything different: it is not 
an investment, a currency, it’s something we open and enjoy. I enjoy the natural wine 
movement for this, even though I’m not crazy about their wines. It is subversive and 
irreverent, two criteria that are rarely associated with Fine Wine. But as it is not your 
traditional Grand Cru celebration, it engages with a new generation of consumers 
that do not want to drink what their parents drunk.

Elin Birkenstock and designer boots versus suits and ties! Can subversiveness and 
irreverence co-exist with high quality?

Nigel Yes of course. Look at Mitjaville, Leroy… Globally, a significant number of young 
people have been entering the world of wine through natural wine — also high 
quality wine on tap — and they have been entering it through quite a high price 
point, if that could be any sign of high quality. But biodynamics and Fine Wine; they 
are unlikely bedfellows aren’t they?

 The natural movement is indeed different from what I am doing (though as a 
biodynamic, minimal intervention winery we are natural too in the way we work) 
and there is a section of natural wine that we might find hard to drink. But I buy an 
unsulfured Grenache that I keep at home for people that are interested in finding 
new ideas in wine, and this is just a Wow! moment for them… so good and so 
drinkable. Where did that bottle go! 

 It is amazing the eye opener effect it has on drinkability. They might never choose 
to explore my side of wine, but they will experience another kind of quality and 
something they see as unique and special.
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CONCLUSION

An evolving definition of Fine Wine

Across markets, there is a general agreement about what fine is:

A Fine Wine is complex, balanced, with a potential to age – though 
highly drinkable at every stage of its development. A wine that 
provokes emotions and wonders to the one drinking it, while 
reflecting the expression of truth intended by its maker and which is 
sustainably produced.

Like a work of art, Fine Wine is also a cultural object, that links people 
and places, past and future.

Why has it been so important to spend so much time defining it? After 
all, like great art, we know a Fine Wine when we see it.

The harsh reality is that if Fine Wine is not differentiated from 
alcohol in general, it cannot be protected from the forces bearing 
down on wine: Anti-alcohol regulation, demographic changes, and 
commoditisation.

Defining it, paradoxically, not only does not enclose it in a small box, 
it actually opens the way for more people to enjoy it. As the world 
becomes more digital and divided, a cultural object rooted in a 
specific time and place and a culture of hospitality and warmth, has 
the potential to bring people together.

CONCLUSION
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Next chapters to be published 
February 2020
Chapter Four: The Fine Wine Consumer  

The profile and behaviour of the Fine Wine 
drinker
Major markets, major differences
A shift in generation, a change in consumers’ 
profile

Fall 2020 
Chapter Five – The Language of Fine Wine 

Lost in translation – how trade and consumers 
talk about Fine Wine
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Associa�ons with luxury/fine wine – by market
Wine drinkers primarily associate fine wine with having a balanced & harmonious 
taste, bring consistent over the �me and less with having a high price

Summary: Associa�ons with luxury/fine wine
Ranked by % of people who associate/strongly associate the following with luxury/fine wine
Base=wine drinkers in the UK, US and China (n=4,000)

Most associated

Least associated

3 Markets 
analysed

UK USA China

Is balanced and harmonious in taste 1 5 2 1

Has remained consistent over �me and across vintages 2 1 1 10

From a famous wine growing region 3 4 5 3

Expresses the taste characteris�cs of the grape or grapes it is made from 4 2 4 8

Improves with age 5 3 3 9

From a producer that has been making wine for many years 6 6 7 6

Expresses the taste characteris�cs of the region or area it comes from 7 8 8 4

Made by a well-known wine maker 8 12 9 2

High ra�ngs from wine cri�cs 9 9 10 7

Has won awards and medals 10 10 6 12

Tastes complex 11 14 12 5

Made from grapes that come from a single vineyard or estate 12 7 11 13

Tastes intense and concentrated 13 11 15 11

Is produced in small quan��es 14 15 14 14

Is a wine that you want to talk to others about 15 16 13 16

Has a high price 16 13 16 17

Is produced sustainably 17 17 17 15

Most associated

Least associated

For more details about this study and additional insights, please contact pauline@areni.global.
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UK regular 
wine drinkers

18-34 35-54 55+

Has remained consistent over �me and across vintages 1 3 3 1

Expresses the taste characteris�cs of the grape or grapes it is made from 2 5 5 2

Improves with age 3 1 8 8

From a famous wine growing region 4 4 2 6

Is balanced and harmonious in taste 5 6 6 3

From a producer that has been making wine for many years 6 13 1 4

Made from grapes that come from a single vineyard or estate 7 14 4 5

Expresses the taste characteris�cs of the region or area it comes from 8 8 9 7

High ra�ngs from wine cri�cs 9 2 11 12

Has won awards and medals 10 7 7 11

Tastes intense and concentrated 11 9 16 9

Made by a well-known wine maker 12 10 12 10

Has a high price 13 12 13 13

Tastes complex 14 11 10 15

Is produced in small quan��es 15 15 14 14

Is a wine that you want to talk to others about 16 16 15 16

Is produced sustainably 17 17 17 17

Associa�ons with luxury/fine wine – age differences
Older drinkers are more likely to associate fine wine more with having a balanced 
taste, whilst drinkers between 35-54 years (Genera�on X) have other associa�ons 

Associa�ons with luxury/fine wine – UK
Ranked by % of people who associate/strongly associate the following with luxury/fine wine
Base=All regular wine drinkers in the UK (n=1,000)

Most associated

Least associated

Most associated

Least associated

USA regular 
wine drinkers

21-34 35-54 55+

Has remained consistent over �me and across vintages 1 4 1 1

Is balanced and harmonious in taste 2 3 3 2

Improves with age 3 1 4 5

Expresses the taste characteris�cs of the grape or grapes it is made from 4 2 6 4

From a famous wine growing region 5 8 5 3

Has won awards and medals 6 5 2 7

From a producer that has been making wine for many years 7 12 7 6

Expresses the taste characteris�cs of the region or area it comes from 8 6 9 8

Made by a well-known wine maker 9 10 8 9

High ra�ngs from wine cri�cs 10 7 11 10

Made from grapes that come from a single vineyard or estate 11 11 10 12

Tastes complex 12 13 12 11

Is a wine that you want to talk to others about 13 9 14 15

Is produced in small quan��es 14 15 13 13

Tastes intense and concentrated 15 14 15 14

Has a high price 16 16 16 16

Is produced sustainably 17 17 17 17

Associa�ons with luxury/fine wine – age differences
US drinkers of different age groups have similar associa�ons with fine wine taste and 
consistency over the �me, with 35-54 years olds (Genera�on X) more likely to 
associate fine wines with awards and medals

Associa�ons with luxury/fine wine – US
Ranked by % of people who associate/strongly associate the following with luxury/fine wine
Base=All regular wine drinkers in the US (n=2,000)

Most associated

Least associated
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Our Mission
To create a deep understanding of the 
diverse and complex factors that are 
changing the current and future landscape 
of Fine Wine.

To inspire and foster conversation.

To support all of those invested in the future 
of Fine Wine, adapt, harness and become a 
key part in shaping those conversations.

Join the Conversation
@areniglobalwww.areni.global
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