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RETHINKING THE US MARKET:
STRATEGIC RESPONSES OF
THE GLOBAL WINE SECTOR

EXECUTIVE SUMMARY

The introduction of US tariffs has accelerated strategic discussions among wine
producers and exporters regarding their international market orientation. Within
the ProWein Business Report, companies were asked how they assess the
current situation and how they intend to compensate for reduced or uncertain
access to the US market and which alternative destinations they are prioritising.

Several hundred open-ended statements were analysed and grouped
into recurring patterns of market reorientation. IN their assess-
ments of the effects of US wine tariffs, their expectations for
- future developments, and the role of potential government
support, wine producers and exporters expressed a notably
differentiated and pragmatic view.
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HOW THE SECTOR INTERPRETS
THE CURRENT SITUATION

Rather than a uniform reaction, three dominant narratives emerge that shape
how the sector interprets the current situation and defines its strategic options.

DEMAND WEAKNESS, NOT TARIFFS,
AS THE CORE CHALLENGE \o

Reasoning Implication

¥ The US market is entering a structural A meaningful recovery would require a
downsizing phase that will reshape normalisation of consumer demand,
portfolios. rather than trade-policy adjustments.

¥ Overall market contraction expected

¥ Increased competition in premium Strategic Reaction
segments > Stronger focus on flagship wines

> Tactical flexibility to protect distribution
and visibility

POLITICAL VOLATILITY UNDERMINES
STRATEGIC COMMITMENT

Reasoning Implication
¥ “America First” logic increases uncertainty — Stability and predictability as a
¥ Tariff and import rules may change prerequisite for re-engagement.
overnight
¥ Forecasting has become nearly impossible  Strategic Reaction
¥ Hold position; wait-and-see approach
¥ Avoid irreversible decisions

MARKET ADJUSTMENT OVER INTERVENTION:
REALISM WITHIN THE SECTOR

Reasoning Implication
> Wine is negligible compared to industrial Reject subsidy-based solutions. Accept
exports limited political leverage of the sector.
¥ Overestimation of sectoral importance
¥ Subventions distort markets and favour Strategic Reaction
few players ¥ Market-based adjustment rather than
political compensation
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TRANSLATING PERSPECTIVES INTO
EXPORT STRATEGY - FIVE ARCHETYPES
OF GEOGRAPHIC REALLOCATION

Experts’ reveal that the industry is not pursuing a single dominant replacement
market, but rather a range of strategic adjustments. These patterns reflect both
short-term reactions to trade disruptions and longer-term considerations of risk
management and growth potential. Five distinct strategic archetypes of export
realignment can be identified.

They differ in their geographic focus, risk diversification logic, and time horizon.
Together, they provide a structured overview of how the global wine industry is
responding to changing trade conditions.

1. ASTIA-PIVOT STRATEGY

Clear redirection towards Asian growth markets, often with a focus on China,
Japan, South Korea and Southeast Asia.

Strategic logic Key markets

¥ Replace US volume with structurally ¥ Asia general, Southeast Asia, Far East
growing wine markets ¥ Japan, China, Korea,

¥ Long-term market building despite higher ¥ Taiwan, Hong Kong, Singapore
entry barriers

2. BROAD DIVERSIFICATION (multi-regional risk spreading)

No single substitute market; instead, spreading exports across several regions to
reduce dependency on the US.

Strategic logic Key markets

¥ Portfolio approach > Asia and Europe

¥ Avoid concentration risk ¥ Asian and South American countries

¥ Incremental growth across many markets ¥ Global approach to a multitude of markets
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3. INTRA-EUROPEAN REBALANCING

Strengthening or expanding exports within Europe, often focusing on
Eastern Europe, Scandinavia or Benelux.

Strategic logic Key markets

¥ Lower market entry barriers ¥ Europe in general, Eastern Europe,

¥ Cultural and regulatory proximity Scandinavia,

¥ Faster substitution of volumes ¥ Benelux, Germany, Poland, Czech Republic

4. AMERICAS OUTSIDE THE US

Targeting Canada, Brazil and selected Latin American markets as partial
substitutes for the US.

Strategic logic Key markets
¥ Similar consumption patterns or trade ¥ Canada
structures ¥ Brazil, South America
¥ Existing importer networks ¥ Mexico, Colombia
> Lower political risk compared to the US

5. SELECTIVE NICHE EXPANSION /
OPPORTUNISTIC MARKETS

Exploratory or niche-oriented expansion into smaller or less traditional wine markets.

Strategic logic Markets mentioned

¥ Opportunistic importer-driven expansion > Africa/West Africa

¥ Smaller volumes, higher uncertainty ¥ Mauritius

¥ Often complementary rather than > Georgia
substitutive




SUMMARY © ProWein 2026

SUMMARY

Y Asia is the primary reallocation region, with China, Japan, South Korea and
Southeast Asia emerging as the most important substitutes for the US market.

® Europe remains nearly as relevant as Asia, indicating that export adjustment
occurs largely within Europe rather than through a full global shift—particular-
ly towards Eastern Europe, Scandinavia and Benelux.

® The Americas beyond the US play a secondary but
stable role, driven mainly by Canada and Brazil,
with limited spill-over into other Latin American
markets.

¥ Africa and Oceania remain marginal, reflecting
mainly exploratory or niche-oriented export ini- D
tiatives rather than volume-driven substitution.

¥ Strategic diversification dominates over direct D \
substitution, with many producers spreading \
risk across multiple markets instead of

replacing the US market one-to-one. §



