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THE SPARKLING WINE MARKET:  
RESILIENT AND FULL OF POTENTIAL

Like all wine categories, sparkling wine faces the familiar challenges: changing consumer 
behavior driven by a trend toward greater health consciousness, economically uncertain times 
that lead consumers to spend less, and younger generations who have different expectations 
when it comes to beverages. However, sparkling wine is proving to be more crisis-resilient than 
still wine: the segment has been significantly less affected by the decline and shows growth 
potential in some segments.

This report analyzes how the leading sparkling wine regions are performing and which regions 
are bringing a breath of fresh air to the market, both now and in the future.

The sparkling wine market is sending mixed signals: once-booming categories such 
as Champagne have suffered significant losses, while others, such as Crémant, are 

growing even in times of crisis. Consumer preferences have shifted; new catego-
ries such as Ready-To-Drink (RTD) or proxies are emerging, and non-alco-
holic variants continue to gain market share.

All of this also applies to the sparkling wine segment: According to data from 
IWSR, global sparkling wine consumption has grown steadily since 2020. In 

2024, it declined slightly for the first time, reaching 3.32 billion bottles. Euro-
monitor International estimates the total market at $ 54.67 billion in 2025.

NEW CONSUMERS AND MOMENTS  
OF CONSUMPTION

A bottle of sparkling wine is no longer reserved just for New Year’s Eve or birthdays. Light, 
fresh styles are enjoyed year-round, and are now increasingly served as aperitifs or in cock-
tails—a trend that has boosted Prosecco’s popularity, especially when mixed with Italian 
liqueur, which gives the drink a vibrant red hue. Enjoying sparkling wine has thus become a 
lifestyle choice, appealing particularly to a younger demographic seeking a relaxed, informal 
drinking experience.

Introduction © ProWein 2026
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“Younger consumers are taking a keen interest in the category and are enjoying sparkling 
wine even on casual, everyday occasions—beyond traditional celebrations. If this trend 
continues, sparkling wine can tap into new target groups and increase purchase frequency 
among existing consumers,” says Luke Tegner, Head of Consulting at IWSR. The latest 
IWSR study on the three major sparkling wine markets—the U.S., the U.K., and France—
shows that while sparkling wine is experiencing slight declines, it is performing significant-
ly better than still wine.
Premiumization continues to be evident in many segments; particularly in emerging mar-
kets, a new group of consumers who are just beginning to discover wine and sparkling wine 
is opting for higher-quality products.
At the same time, new wine-growing regions—including those not traditionally known 
for sparkling wines—are also getting in on the sparkling wine business. In countries like 
Hungary and Australia, there are new products to discover, ranging from entry-level to 
premium.

CONCLUSION: NEW SALES  
OPPORTUNITIES

Sparkling wine offers exciting sales opportunities 
in many areas and represents an ideal segment 

for the wine trade to reach tomorrow’s 
customers with modern products.
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PROSECCO: THE SKY IS THE LIMIT

In 2025, 667 million bottles of Prosecco DOC, worth approximately 3.6 billion euros, were 
produced—marking another increase, albeit at a slower pace than before: a 1.1% rise from 
the previous year, when growth had been 7%. Over the course of ten years, sales of Prosecco 
DOC have thus more than doubled. A good 10% of this is accounted for by the rosé catego-
ry, a segment that has been growing steadily since its introduction in 2020.

“In a year marked by significant global economic instability, our appellation has demon-
strated its resilience,” says Giancarlo Guidolin, president of the Prosecco DOC Consortium. 
“This is the result of the joint efforts of the entire value chain: the winegrowers, the cellar 
masters, and the sparkling wine producers. It is only thanks to this synergy that we are able 
to face complex international scenarios with balance and foresight.”

The Glera grape is grown on just over 28,100 hectares in northeastern Italy for the produc-
tion of Prosecco DOC. The majority of production—just over 80%—is exported to 164 
countries, primarily the United States, which saw a remarkable 8% increase in the first nine 
months of 2025. The United Kingdom is the second-largest export market (+1.1%)—but 
even more impressive is the growth in Prosecco sales in France, the home of Champagne and 
Crémant: Here, sales rose by 21% during the period in question, now placing 
France in third place ahead of Germany (+3.1%).

Also worth noting: Emerging markets such as Greece and Mexico 
are also seeing double-digit growth. The world’s most successful 
brand is Mionetto, produced by Henkell Freixenet.

Prosecco © ProWein 2026
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PROTECTION OF ORIGIN AND MARKET  
MONITORING DRIVE SUCCESS

In its latest annual report, the consortium explicitly highlights its efforts to protect the name 
“Prosecco.” And there were quite a few of them: 115 warnings were issued for the use of the 
term in other industries—such as cosmetics or even candles. To provide even more protection 
for the product, there is now a QR code on the government tax stamp, which is intended to 
guarantee authenticity to customers.

One reason for the enduring success of Prosecco, even in economically challenging times, is 
undoubtedly its ability to adapt to (changing) consumer preferences. The introduction of Pro-
secco Rosé is the best example of this. Or the trend toward lower-alcohol varieties: According 
to the consortium, there will be more Prosecco with lower alcohol content (8–9% ABV) in 
the future to meet the growing demand for a lighter wine experience. With Italy’s recent legal 
opening of wine production to include non-alcoholic products, further momentum is likely to 
emerge here. Although probably not initially under the DOC umbrella, some de-alcoholized 
sparkling wines will certainly soon see the light of day on the market.

PREMIUM SUCCESS: PROSECCO DOCG

Things went even better for the higher-quality Prosecco variant, DOCG Conegliano Valdob-
biadene. The consortium reports 8% growth in 2025. Specifically, this translates to 98 million 
bottles of DOCG sparkling wine produced by 220 wineries. At the same time, sales patterns 
abroad are shifting, as Diego Tomasi, director of the Consorzio di Tutela del Vino Conegliano 
Valdobbiadene Prosecco, explains: “In the UK, we are losing some ground, likely due to Brexit 
or competition from other products, including British sparkling wines. Overall, however, vol-
umes have remained more or less the same.”

© ProWein 2026Prosecco
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Eastern Europe, particularly Poland and Hungary, is developing rapidly and is one of our new, 
emerging markets. In addition, there are our traditional markets, which continue to perform 
very well: Germany and Austria. France is a very, very dynamic market: young consumers in 
particular are discovering our products there and are increasingly opting for a bottle 
of Conegliano Valdobbiadene instead of champagne.

PROSECCO DOCG: A TREND  
TOWARD LESS SWEETNESS

A good 40% of producers command bottle prices exceeding 10 euros. While the more accessi-
ble DOC style often plays with a touch of residual sweetness, the trend for Prosecco DOCG, 
according to the Consorzio, is clearly toward drier varieties: year after year, the share in the 
Brut and Extra Brut categories—meaning less than 12 and 6 grams of residual sugar, respec-
tively—is growing. A major asset of the region is its tourist appeal: Since 2019, the area has 
been recognized as a UNESCO World Heritage Site and attracts many visitors. Anyone who 
has visited the region’s green, steeply terraced vineyards develops an emotional connection to 
the product made here. For the consortium, this is the most important promotional activity—

alongside numerous cultural events, masterclasses, and the like.
Distinguishing ourselves from the larger DOC remains an important marketing 

strategy. “We always say: The DOC paves the way, and we follow behind. Of 
course, there’s a certain degree of competition, but no war,” says Tomasi, 

though he also points out the challenges in marketing: “We realize 
that the name ‘Conegliano Valdobbiadene Prosecco DOCG’ is very 
long and difficult to pronounce. But it’s the only way to set ourselves 
apart,” says Diego Tomasi.

© ProWein 2026Prosecco

“In a year marked by significant global economic instability, our  
designation of origin has demonstrated resilience.”

The steep slopes of the Conegliano-Valdobbiadene  
region are a UNESCO World Heritage Site and  

attract numerous tourists every year 

(Image: Arcangelo Piai)
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CHAMPAGNE: A SLOWER  
DECLINE, LOOKING AHEAD

Champagne is arguably the sparkling wine region currently feeling the economic crisis the 
most, following a major boom in the post-COVID era. In 2022, shortly after the prolonged 
lockdowns in the restaurant and hotel industries, 325 million bottles were sold—an all-time 
record. The world wanted to celebrate, and it did so with champagne.

“Champagne sales have never been higher—nor has the revenue generated,”  
said Christian Josephi, who oversees the German market for the Comité  
Champagne.

It was foreseeable that this level would stabilize somewhat, with declining sales 
in the following years marking a return to normalcy. The ensuing inflation and consumer 
reluctance, however, were not, and both are driving many consumers toward more affordable 
options—or to doing without altogether.

CHAMPAGNE SALES CONTINUE TO FALL –  
BUT AT A LOWER LEVEL

So the news is this: Champagne sales continue to decline—but the rate of decline itself is 
slowing. According to the Comité Champagne, 266 million bottles were sold in 2025, a 2% 
drop from the previous year. And back then, the decline was still at 9%. Exports fell by just 
1% to just under 152 million bottles, while the domestic market dropped by 3.7%—on the 
one hand, good news in terms of sales diversification. On the other hand, it also means that 
French consumers are increasingly turning to alternatives, such as Prosecco—or 
simply drinking less (champagne). 

Volume is one thing, price is another: Revenue fell more sharply than 
volume, and the company failed to match the previous year’s sales of 6.5 
billion euros, posting sales of around 5.7 billion euros in 2025.

Champagne © ProWein 2026

The Champagne region faces  
economic and climatic challenges 

(Image: Omany Tavare)
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There are two main reasons for this:

First, high-end cuvées were “flying off the shelves” despite initial price increases, according to 
an industry insider. However, subsequent increases crossed a “psychological threshold.” As a 
result, demand for higher-priced products declined.

Second, according to industry sources, many customers were reportedly dissatisfied during 
the wedding season because certain brands were unable to fulfill orders. Demand was so 
high that not every customer could be served.

In addition, the weak dollar is also affecting the key U.S. market (most recently at 27.4 
million bottles in 2024)—according to industry consensus, the effects of President Trump’s 
tariffs are barely visible yet, as importers had stockpiled heavily—and those stocks are now 
dwindling. With the Supreme Court’s recent ruling, there is hope for relief, but the future 
remains uncertain for the trade.

CHAMPAGNE: STRENGTHENING  
TRENDS WITHIN ITS OWN SEGMENT

With its strict regulations, Champagne finds it harder than other regions to adapt to the 
current situation. The production requirements involve a great deal of effort, which in turn 
comes at a cost. Moving into lower-priced segments is therefore not an option. And it is 
highly unlikely that non-alcoholic versions of this premium sparkling wine will be available.
Therefore, the goal is to build on existing strengths and deliver new—and potentially 
greater—value to buyers. This is to be achieved through offerings such as mono-cépage, or 
single-varietal Champagne. Wines from single vineyards, which represent exciting discover-
ies for connoisseurs and justify higher prices, should also be promoted. The trend toward less 
sugar continues: According to Christian Josephi, sales of Brut Nature champagne—which 
has almost no residual sweetness—have increased tenfold in Germany alone in recent years.

© ProWein 2026Champagne
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CHAMPAGNE TAKES ACTIVE STEPS  
TO ADDRESS CLIMATE CHANGE

For decades, every aspiring sommelier or wine merchant was taught that only seven grape 
varieties may be used in the production of Champagne: Chardonnay, Pinot Noir, and Pinot 
Meunier as the primary varieties, along with Pinot Gris, Pinot Blanc, Arbanne, and Petit 
Meslier. In recent years, however, experiments have also been conducted with Piwis, or 
resistant grape varieties. In 2022, for example, the Voltis variety was approved, and last year 
Chardonnay Rose—a mutation of the white Chardonnay that has long been native to the 
region and is believed to be better suited to climate change—was also approved. Both will be 
used for a trial period of ten years. Experts agree that in the coming years, additional varie-
ties capable of withstanding spring frosts and summer heat will be introduced.

At the same time, the region has set a goal of having all its vineyards certified as sustainable 
by 2030. Already, 14,700 hectares—or 43%—have been awarded the “Viticulture Durable 
en Champagne” label.

Champagne faces challenges, but it is 
clearly forging ahead with a focus on 
quality, thereby fulfilling its greatest 
product promise—to be the world’s 
finest sparkling wine—in the best 
possible way.

In 2014, the sustainability 
initiative “Viticulture 
Durable en Champagne” 
was launched, focusing on 
issues such as biodiversity, 
water and waste management, 
and the carbon footprint.

In response to climate 
change, more resilient 
grape varieties such as 
Voltis are now being 
planted in vineyards.

© ProWein 2026Champagne
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CRÉMANT: GROWTH  
FOLLOWS GROWTH

2025 marked a new sales record for  
Crémant: Nearly 123 million bottles were 
sold worldwide, a 7.5% increase over the 
previous year. The category has successfully 
diversified: In 2020, nearly 70% of produc-
tion was still sold in the domestic market, 
but exports now account for 41%.

The Fédération Nationale des Producteurs et Élaborateurs de Crémant (FNPEC) attributes 
this success to a combination of high-quality standards—hand-picking and bottle fermen-
tation are mandatory—and affordable prices. In supermarkets, Crémant costs on average 
between €6.10 and €7.80; according to the association, the “standard Crémant”—dry, white, 
and easy to drink, suitable for many occasions—performs best here. At the same time, 
Crémant offers great diversity, with many producers focusing on premium products that 
also perform well in the upscale on-trade sector. However: “We want Crémant to remain an 
affordable sparkling wine for as many consumers as possible,” explains the FNPEC.

However, the idea that Crémant is “merely” a cheaper alternative to Champagne—one that 
consumers turn to because they can’t or don’t want to spend as much money during eco-
nomically challenging times—is a notion that the long-established Bouvet Ladubay house in 

the Loire Valley refuses to accept: “Yes, that used to be a reason to buy Crémant, 
and perhaps it still is to some extent. But Crémant has since developed such 

a strong following that its fans don’t see it as an alternative to Champagne. 
They know that with Crémant, they’re getting one of the best values in the 
sparkling wine sector. And above all, they enjoy its lightness and freshness,” 

says Benoît Defranoux, Export Manager for Germany, Austria, and Switzer-
land at Bouvet Ladubay, which sells around 6.5 million bottles annually.

Crémant © ProWein 2026

Crémant sales are currently heading in only one 
direction: up. (Source: FNPEC)
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TREND TOWARD DRY CRÉMANTS,  
PREMIUM WINES, AND ROSÉ

According to Defranoux, a trend in the premium segment is moving toward 
lower dosage, with the Brut and Brut Nature categories expected to grow. 

Austria and the Czech Republic are dynamic markets for his company. 
The FNPEC also sees potential in Asia, Canada, and even Australia 
for the seven appellations the association represents (Alsace withdrew 
in 2023). Success abroad depends significantly on the specific appel-
lation: Crémant de Bourgogne, for example, is strong in Scandinavia, 
while Crémant de Loire is traditionally popular in Germany.

The origins also differ in terms of production volume: the largest is 
Crémant d’Alsace, with approximately 41 million bottles most recently, 

followed by Crémant de Loire (just under 27 million bottles) and Crémant 
de Bourgogne with 23.6 million bottles.

In Alsace, Crémant already accounts for more than a third of the region’s total sales. “At 
times, growth was so strong that we couldn’t keep up with the rising demand,” reports the 
Wolfberger Cooperative, one of the region’s largest producers with an annual output of 13 
million bottles. They see a clear trend toward premiumization, with top-tier cuvées enjoying 
growing popularity, just like Crémant Rosé.

Crémant de Bordeaux is experiencing exciting growth: In response to the sometimes sharp 
decline in red wine sales, France’s largest wine-growing region has sought new sales channels 
and found them in Crémant. And with success: Production and sales are growing steadily, 
most recently at double-digit rates.

© ProWein 2026

Most of the country’s 
Crémant is produced in 
Alsace, in northeastern 
France  
(Image: VUANO-Comité VinsAlsace).
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CAVA: FOCUS ON PREMIUM

Across 38,000 hectares, some 6,200 winemakers grow grapes for the production of the 
Spanish sparkling wine Cava. The past few years have not been easy for the region: several 
droughts have led to small harvests, and wine consumption is also declining in Spain, which 
is affecting the famous sparkling wine as well: In 2025, just over 190 million bottles were 
sold, a decline of 13%, with a steeper drop abroad (-18.7%, 114 million bottles) than domes-
tically (-2.5%, 76 million bottles), reports the Consejo Regulador. Yet Cava is precisely the 
Spanish wine that is most widely distributed internationally: 70% is exported, which is the 
highest export rate of all Spanish wine regions.

The most important markets are Belgium, the United States, and the United Kingdom. Ger-
many now ranks only seventh and recorded a 40% decline in sales in 2025 (to 6.7 million 
bottles), following a nearly 64% decline the previous year. However, this does not mean that 
Cava is less popular here: The German market has always been dominated by Freixenet, the 
region’s largest producer. Due to the difficult production conditions of recent years, wines 
from other regions of Spain are now also being used—as a result, the best-selling entry-level 
product no longer bears a Cava label. Nevertheless, according to the company, the new “Pre-
mium Sparkling” continues to sell well, though it naturally no longer appears in the Cava 
statistics.

CAVA SUPERIOR PARAJE CALIFICADO: GOOD 
PERFORMANCE IN THE NICHE MARKET

Within the DO, they are taking a different approach and have been working for years on 
a strategy of continuous premiumization. This is paying off, at least on a small scale: the 
ultra-premium category Cava Superior Paraje Calificado—that is, cava from certified single 
vineyards with 36 months of yeast aging—has recently been the one to show strong growth. 
Admittedly on a small scale, as only 31,000 bottles were sold in 2025, but this represents 
enormous growth: in 2024, sales stood at just 17,000 bottles. The next tier below, Cava de 
Guarda Superior Gran Reserva (30 months on the lees, 4.2 million bottles), also grew by 6%. 
Organic production in the premium segment is also advancing: all wines in the Cava Supe-
rior categories—namely Reserva, Gran Reserva, and Paraje Calificado—are now certified 
organic.

Cava – Spanish sparkling wine © ProWein 2026
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“The future of cava lies in a continued focus on quality and a premium brand image,” con-
firms Javier Pagés, president of the Regulatory Council. Major producers such as Raventós 
Codorníu are following suit: “We are focusing on the premium segment—that is, long-aged 
cavas, single-vineyard wines, and certified organic product lines. At the same time, we want 
to diversify our sales channels and export markets as much as possible.”

The four quality tiers of cava, from entry-level to ultra-premium (Image: Consejo Regulador del Cava)

The last goal, in particular, has already been successfully achieved: Of the 57 million bottles 
produced annually, 16 million are made organically, which, according to the company, 
makes it the largest producer of organic cava. The premium sparkling wines sell best in 
markets such as the United Kingdom, Scandinavia, and various Asian countries, “where 
consumers value quality and sustainability. We see a clear up-trading trend; consumers are 
willing to pay more for aged wines or wines from top vineyards.” The strategy is paying off: 
Gross revenue has been growing steadily for years, most recently by 3% to 232 million euros.

© ProWein 2026Cava – Spanish sparkling wine

One of the biggest challenges 
facing the vineyards of the DO 
Cava is the drought, which has 
resulted in small harvests in 
recent years 
(Image: Consejo Regulador del Cava)
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GERMAN SPARKLING WINE:  
CONSOLIDATION AT A HIGH LEVEL

Sparkling wine has a long tradition in Germany—and the production landscape is corre-
spondingly extensive and diverse: According to data from the Federal Statistical Office, ap-
proximately 930 producers of all sizes, ranging from family-run vineyards to large wineries, 
sold sparkling wine in Germany in 2024. The vast majority, 725, sold less than 10,000 liters 
per year—in contrast, the five largest companies accounted for more than 80% of sales, each 
with 5 million liters or more.

In 2024, a total of nearly 260 million liters of sparkling wine were sold in Germany, includ-
ing Prosecco, Champagne, and other varieties. That is just under 19% less than a decade ago. 
However, German sparkling wine producers are holding their own quite well, as shown by 
figures from the Association of German Sparkling Wine Producers (VDS), which accounts 
for approximately 95% of sparkling wine production in Germany: In 2024, they were even 
able to increase their sales; in 2025, sales then declined slightly by 4.7% to around 234 mil-
lion bottles of sparkling wine.

According to the association, sales at smaller and medium-sized member companies  
(< 4 million bottles) showed positive growth, recording an increase of approximately 1.7%.
Nearly 90% of German sparkling wine is consumed domestically—although exports are 
playing an increasingly important role, with Austria, France, and the Czech Republic 
serving as the most important markets for VDS members. In particular, producers in 
the premium segment often place greater emphasis on diversifying their 
sales abroad: “Interest in German sparkling wine is also growing 
internationally. German producers see opportunities particularly in 
markets with a strong affinity for premium sparkling wines—such 
as in Scandinavia and Asia,” reports Dr. Alexander Tacer, Man-
aging Director of the VDS.

Sparkling wine – Germany and Austria © ProWein 2026
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GERMANY DRINKS SWEET WINE

German consumers certainly prefer their sparkling wine on the sweeter side: More than 
half of the sparkling wines sold (56%) were dry—that is, containing 17 to 32 g/l of residual 
sugar—while 31% were off-dry (32 to 50 g/l of residual sugar).
If these statistics were compiled, they would likely look quite different for the Association of 
Traditional Sparkling Wine Producers. This association brings together 43 producers who, 
as the name suggests, all make sparkling wines using the traditional method. They represent 
the market’s growth segment—albeit a small one.
However, this makes them a niche product in Germany. The German Wine Institute es-
timates that bottle-fermented sparkling wines account for only about 3% of total produc-

tion; the majority of German sparkling wine is therefore produced in tanks. However, 
traditionally produced sparkling wines are attracting increasing attention 

and recognition both at home and abroad thanks to their steadily 
improving quality. They are usually bottled as Brut, Extra Brut, 

or Brut Nature. Tasting results from recent years show that 
top-quality German sparkling wine more than holds its own 
when compared to high-quality champagnes.

Interest in German sparkling wine  
is also growing internationally. 
Dr Alexander Tacer, Association of  
German Sparkling Wine Producers

CAN RIESLING SERVE AS A UNIQUE  
SELLING POINT IN THE SPARKLING  
WINE SECTOR AS WELL?

Chardonnay, Pinot Noir, Pinot Meunier, Pinot Blanc—and Riesling. These are the primary 
grape varieties used in the production of German sparkling wine. Many producers view 
Riesling as a unique selling point for German sparkling wine. But opinions are divided on 
this point: Volker Raumland, president of the Association of Traditional Sparkling Wine 
Producers, believes the Burgundy varieties have a clear advantage.

© ProWein 2026Sparkling wine – Germany and Austria
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The VDS is convinced, on the one hand, that “Riesling is undoubtedly a hallmark of Ger-
man sparkling wine and wine culture, from which producers create outstanding sparkling 
wines. This can be a particular strength in establishing German sparkling wines abroad.” 
At the same time, however, it cautions: “Given the reality of climate change, we should not 
become too dependent on a single grape variety.”

Following a peak in 2020 due to the pandemic, sales of  
German sparkling wine are declining, albeit slowly  
(Source: Association of German Sparkling Wine Producers)

IS A LEGALLY DEFINED SPARKLING  
WINE PYRAMID NECESSARY?

The term “Sekt” itself has also been a point of contention for many years. For example, 
sparkling wine made from base wines that originate not from Germany but from other EU 
countries may be labeled as “Sekt” or “Sekt produced in Germany.” Many producers wonder 
whether consumers can tell the difference here from the “German Sekt” category—which 
may only be made from German base wine—or even know what a “Winzersekt” (i.e., made 
through traditional bottle fermentation with at least nine months of yeast aging) is.

© ProWein 2026Sparkling wine – Germany and Austria
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Volker Raumland criticizes this, saying: “Anything can be called ‘sparkling wine,’ regardless 
of its origin or whether it’s carbonated, tank-fermented, or bottle-fermented. We lack a more 
distinguished term for sparkling wines made from German grapes using the traditional 
bottle-fermentation method. In my view, the term ‘Winzersekt’ is unfortunate and doesn’t 
reflect the absolute pinnacle of the sparkling wine sector.”

Even major producers such as Henkell Freixenet, which has a strong presence in Germa-
ny with brands like Fürst von Metternich and Henkell, would like to see a clearer, legally 

binding definition: “We would welcome a classification of German sparkling wine, 
similar to other protected categories such as Prosecco and Champagne, in order 
to better highlight characteristics within a quality pyramid,” says Vanessa Leh-
mann, Head of Communications at Henkell Freixenet.

© ProWein 2026Sparkling wine – Germany and Austria
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SPARKLING WINE FROM AUSTRIA:  
QUALITY, NOT QUANTITY

In 2025, approximately 2.5 million hectoliters of wine were produced in Aus-
tria; according to estimates, about 10% of this—or roughly 25 million liters—is 
used for sparkling wine production. Similar to Germany, there are no 
uniform production regulations for sparkling wine in Austria, meaning 
that the “Sekt” label encompasses both simpler sparkling wines pro-
duced in tanks and premium products made using traditional bottle 
fermentation.

To provide consumers with a clearer guide to quality and origin, the 
“Sekt Austria” category, protected by designation of origin, was intro-
duced in 2015. The three-tiered pyramid requires, at the entry level, either 
bottle fermentation with a nine-month aging on the lees or, alternatively, six months of tank 
aging. “Sekt Austria Reserve” may only be produced from hand-picked grapes and via bottle 
fermentation, and the sparkling wine must spend at least 18 months on the lees. At the top 
of the pyramid is “Sekt Austria Große Reserve,” which is aged on the lees for 36 months.

The Austrian Sparkling Wine Committee oversees these regulations. Founded in 2013, it 
now comprises around 300 producers of all sizes. An additional 3,000 or so winegrowers 
supply them with grapes or base wines.
The majority of Austrian sparkling wine is consumed domestically. In 2024, approximately 
675,000 liters of bottled sparkling wine and 2.4 million liters of semi-sparkling wine were 
exported, primarily to Germany, Switzerland, and the United States.

The market leader is Schlumberger, which produces approximately one million liters of 
sparkling wine per year. Founder Robert Alwin Schlumberger learnt the craft in Cham-
pagne and brought the Méthode Traditionnelle to Austria when he set up his company in 

© ProWein 2026Sparkling wine – Germany and Austria
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1842. Since 2022, Aurore Jeudy, who hails from Alsace, has been in charge of the cellar; 
she, too, trained in Champagne and has also served as chair of the Austrian Sparkling Wine 
Committee since 2024. Despite challenging times for the wine industry, Schlumberger sees 
clear market opportunities: “We see growth potential in various areas, including rosé and 
the non-alcoholic segment. “We have seen a strong increase in the rosé market over the past 
ten years, a trend that Schlumberger has helped drive.”

The three quality levels of Sekt Austria and their specifications (Image: ÖWM)

Sparkling wine – Germany and Austria
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FRANCIACORTA: EXPORT EFFORTS  
ARE PAYING OFF

In the north of the country, in the province of Brescia in Lombardy, lies Italy’s premier 
sparkling wine region: Franciacorta. Across 3,634 hectares, some 120 wineries produce 
high-quality sparkling wines. This makes Franciacorta one of the smallest sparkling wine 
regions in the world. But it is also among those with the strictest production requirements: 
hand-harvesting, bottle fermentation, a minimum aging period of 18 months is mandatory, 
30 months for vintage wines, and as long as 60 months for the Riservas.

The similarities to Champagne extend beyond quality standards: the blend of grape varieties 
is also comparable. Chardonnay makes up the majority of the blend (and accounts for nearly 
80% of the vineyard area), followed by Pinot Nero (Pinot Noir); Pinot Bianco may make up 
to 50% of the cuvée. Recently, the hardy Erbamat variety has also been approved; it produces 
wines with pronounced acidity and—except in the Blanc de Blancs category Satèn—may be 
used up to 10%.

Last year, the DOCG celebrated its 35th anniversary and released some figures: Over a 
15-year period, from 2011 to 2024, export volumes more than doubled. That means: Of the 
19.1 million bottles produced in 2024, 2.3 million were exported, mostly to Switzerland 
(22%), the U.S. (13%), Japan (11%), and Germany (11%). The majority is sold in the on-trade 
sector, but the share in the off-trade sector is growing, according to the Consorzio Tutela del 
Franciacorta.

FRANCIACORTAʼS GROWTH  
DRIVER: WINE TOURISM

One reason for the growing popularity of this once-little-known region is the 
booming (wine) tourism industry. The number of visitors to the province of Brescia 
rose from 1.8 million in 2008 to 3 million in 2023. The wineries are responding: “We wel-
come around 20,000 visitors a year who are looking for a comprehensive and exclusive wine 
experience that goes beyond the contents of the bottle. That is why we have invested here 

Franciacorta © ProWein 2026
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too and built new reception and tasting areas,” reports Maurizio 
Zanella, founder of the Ca’ del Bosco winery, which produces 
sparkling and still wines on 277 hectares of fully certified 
organic vineyards. The price range for the products extends 
from approximately 35 euros for the entry-level “Cuvée 
Prestige Edizione” to 198 euros for the top-of-the-line “An-
namaria Clementi Rosé.”
The volume of sparkling wines produced here may not be 
increasing—but thanks to strong export growth, Franciacorta 
wines are becoming increasingly well-known around the world.

We welcome around 20,000 visitors each year.
Maurizio Zanella, Ca‘ del Bosco

Sales of Italy’s premium sparkling wine rose for ten years and have been stabilizing at a high 
level for the past few years (Source: Consorzio Tutela del Franciacorta)

© ProWein 2026
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LAMBRUSCO: THE QUALITY  
INITIATIVE CONTINUES

It probably comes as no surprise to anyone that Prosecco tops the list of Italian wine sales. 
Chianti, which has held a steady position for decades, also takes second place. Third place, 
however, might not immediately come to mind even for wine connoisseurs: Lambrusco.
In 2024, 15.1 million liters were sold, generating a total of 57.2 million euros in revenue, 
reports Wine Intelligence, citing data from Circana. Although this represents a 4% decline 
in volume (3.7% in value), Lambrusco remains the third-most popular Italian wine in terms 
of sales.
This is also due to the volume available: here, in Emilia-Romagna, Italy’s largest wine com-
pany, Cantine Riunite & CIV, operates. The member wineries of the cooperative network 
cultivate grapes on more than 4,000 hectares—not exclusively for Lambrusco, of course, 
but to a significant extent, as their “Riunite” brand is the global market leader. In 2025, the 
company produced a total of more than 34 million bottles of Lambrusco.

Since last year, Riunite’s Rosso has also been available as a “Zero Alcohol Free” version, 
which, however, cannot be marketed as a Lambrusco with protected designation of origin. 
According to the company, however, its flavor is intended to reflect the “fruity and fresh 
profile associated with Riunite.” In its first year, nearly 500,000 bottles were sold, making 
it a permanent fixture in the portfolio: “For us, this category is an important addition to 
our traditional range and is not a substitute for existing products,” says Marketing Director 
Mario Vandi. In addition, demand for the rosé variant is also growing steadily.

LAMBRUSCO IS VERSATILE IN TERMS OF  
FLAVOR, PRODUCTION, AND SALES

The grapes for Lambrusco are grown on approximately 10,000 hectares in the provinces of 
Modena and Reggio Emilia. Six appellations produce around 40 million bottles of DOC 
Lambrusco annually: Modena DOC, Lambrusco di Sorbara DOC, Lambrusco Grasparos-
sa di Castelvetro DOC, Lambrusco Salamino di Santa Croce DOC, Reggiano DOC, and 
Colli di Scandiano e di Canossa DOC. However, the significantly larger volume comes from 
the IGT Emilia region, with 100 million bottles from a less strictly regulated origin.

© ProWein 2026Lambrusco
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Lambrusco comes in every conceivable range of quality, carbonation, and sweetness: as a 
frizzante or spumante made through tank fermentation, or as a Metodo Classico or Ances-
trale fermented in the bottle, ranging from secco and semi-secco (dry and semi-dry) to ama-
bile (sweet) and dolce (very sweet). According to the Consorzio Tutela Lambrusco, bottle 
fermentation in particular is currently being increasingly adopted by many producers.
Lambrusco is enjoyed in more than 90 countries around the world—about 60% of produc-
tion is exported. The main markets are the United States and Canada, followed by Germany, 
France, and Spain. According to the Consorzio, South American countries such as Mexico 
are showing exciting growth, where the Amabile—the sweeter variety—is particularly popu-
lar.

LAMBRUSCOʼS QUALITY INITIATIVE

Lambrusco has long struggled—and in some cases still does—with the image of a simple, 
easy-drinking, often sweet sparkling wine. This has been changing for several years, albeit on 
a small scale: artisanal wineries are increasingly making a name for themselves, producing 
high-quality Lambruscos that stand out from the crowd in terms of price and have made 
their way onto the wine lists of top restaurants worldwide. These include producers such as 
Paltrinieri and Cantine della Volta.
“Over the past five years, we have seen growing interest in Lambrusco from wine critics, the 
international press, and industry experts. This is undoubtedly thanks to the producers, who 
are bringing ever-improving wines to market,” said Claudio Biondi, president of the Consor-
zio Tutela Lambrusco.
Nevertheless, this has not convinced all members. In 2025, 26 wineries joined forces to form 
the new association “Custodi del Lambrusco,” the “Guardians of Lambrusco.” The wineries, 
mostly small or medium-sized, aim to champion greater craftsmanship and quality, thereby 
(further) enhancing Lambrusco’s reputation: “We are here to make it clear: Lambrusco is 

not a trivial wine. It stands for joie de vivre, yes—but it is never super-
ficial; rather, it is rich, straightforward, and complex,” states the 

“Manifesto” marking the association’s founding.

The vines used to make Lambrusco grow in the rolling  
plains of Emilia-Romagna; the Grasparosso variety from 
Castelvetro is characterized by its red foliage. 
(Image: Marco Parisi / Consorzio Tutela Lambrusco).

© ProWein 2026Lambrusco
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THE MOST IMPORTANT STYLES

There are many different varieties of Lambrusco; the Consorzio lists twelve main types, but 
in reality there are likely many more. 
These three are the most common:

LAMBRUSCO DI GR ASPAR ASSO DI CASTELVETRO
As the name suggests, likely originates from the municipality of Castelvetro. The skins—and 
also the stems, as “Grasparossa” means “red-stemmed”—are rich in color, resulting in a 
wine that is an intense ruby red, with notes of red and black fruits and a pronounced tannic 
structure.

LAMBRUSCO DI SOR BAR A
The most elegant Lambrusco: Delicate reddish to rosé in color, with a flavor profile featuring 
red fruit and floral notes, including hints of violets, with only subtle tannins, yet crisp and 
refreshing, making it an exciting pairing for meals.

LAMBRUSCO SALAMINO DI SANTA CROCE
The elongated, cylindrical shape of the grapes in this variety is said by some observers to re-
semble salami. It is the most widely grown variety; the wines are dark red, with soft tannins, 
berry fruit, and floral notes.

© ProWein 2026

Bilder:

Bild gruppo6-4254  bitte zum Kasten stellen

BU: Lambrusco ist eine Sortenfamilie mit enorm vielen Ausprägungen und 

Farbvarianten, von hellrosa bis tiefrot (Bild: Consorzio Tutela Lambrusco).

Lambrusco is a family 
of grape varieties with 
an enormous range of 
characteristics and color 
variations, from light 
pink to deep red
(Image: Consorzio Tutela Lambrusco)

Lambrusco
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ENGLISH SPARKLING: ONLY PROSECCO  
IS MORE POPULAR

6.2 million bottles of sparkling wine from the United Kingdom were sold in 2024. Accord-
ing to the British marketing organization Wines of Great Britain, sales remained at the 
previous year’s level—but have nearly tripled in just six years.

Following the record year of 2023, which saw 16.4 million bottles of sparkling wine pro-
duced thanks to ideal weather conditions, the challenging, damp, and cool 2024 vintage, 
with 7.3 million bottles, returned to a level much closer to that of previous years. However, 
the vineyard area is growing steadily. 2024 produced the fourth-largest harvest of the past 
ten years. Accordingly, a further increase in production is expected in the future.

  
The vineyard area in the UK has been growing at a tremendous rate for years—much of it is 
used for the production of sparkling wines (Source: Wines of Great Britain)

BRITISH SPARKLING WINE IS DRUNK AT HOME

The main demand comes from within the country: 91% of British sparkling wine is sold on 
the domestic market. According to market researchers at Nielsen, this is also linked to the 
trend toward regionality. According to their findings, overall demand in the UK for domes-
tic products and brands has recently risen by 4%. This is also evident in the sparkling wine 
sector: While Prosecco remains the most popular sparkling wine in the UK market, British 
sparkling wine is already right behind it in second place.

Great Britain © ProWein 2026
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At the same time, exports are growing—most recently by 35%—with the main markets, 
according to Wines of Great Britain, being Norway, Japan, the U.S., Sweden, Finland, Den-
mark, Switzerland, the Netherlands, Hong Kong, and South Korea.
Six grape varieties are currently approved for the production of sparkling wine with protect-
ed designation of origin from England or Wales: Chardonnay, Pinot Noir, Pinot Meunier, 
Pinot Noir Précoce, Pinot Blanc, and Pinot Gris. The traditional method dominates produc-
tion by far: 91% of sparkling wines are produced this way, 6% using the Charmat method, 
and 2% obtain their bubbles through carbonation. This also explains the not-exactly-low 
average price of 35 pounds (approx. 40 euros/38 US dollars)—in many markets, high-quality 
English sparkling wine therefore doesn’t always have an easy time competing against signifi-
cantly cheaper alternatives.

ENGLISH SPARKLING WINE BENEFITS  
FROM RISING TEMPERATURES

While climate change poses major challenges for other wine-producing countries, the Unit-
ed Kingdom is (still) benefiting from rising temperatures. In some regions, it is becoming 
increasingly difficult to produce fresh, high-acidity grapes, which are essential for the pro-
duction of high-quality sparkling wines.

In the UK, where achieving the right level of grape ripeness used 
to be more difficult, the situation is improving, reports Nicola 
Bates, CEO of Wines of Great Britain: “Our data shows that 
growing degrees and the number of days with tempera-
tures above 30 degrees are gradually increasing, while at 
the same time the period between flowering and harvest 
is gradually decreasing.”

The rise of British sparkling wines is therefore not 
likely to end anytime soon.

The cool climate of the United Kingdom produces ideal base 
wines for sparkling wine production (Source: Manon Fosburgh)

© ProWein 2026Great Britain
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HUNGARY: A DYNAMIC RISE IN QUALITY

The largest producer of Hungarian sparkling wine is also the pioneer of sparkling wine 
in Hungary. The young József Törley learned the art of sparkling wine production at 

renowned houses in Champagne and founded his own business in 1882 in the Budafok 
district of Budapest. Today, Törley produces around 12 million bottles of sparkling 
wine per year; in 1992, the German company Henkell (now Henkell Freixenet) ac-
quired Törley.

Törley planted the vines for his venture a good 30 kilometers west of the capital, in what is 
now the Etyek-Buda wine-growing region, which has since become the center of Hungarian 
sparkling wine production. Here, on calcareous soils, Chardonnay and Pinot Noir thrive 
particularly well; the cool climate preserves the freshness of the grapes, creating ideal condi-
tions for the production of high-quality sparkling wines.

Today, around 130 producers throughout Hungary make sparkling wine, which is known 
here as “Pezsgő.” This can be produced using the traditional method or the Charmat meth-
od. Only when the region is listed first on the Pezsgő label is it guaranteed to be a bottle-fer-
mented sparkling wine: Etyeki Pezsgő or Tokaj Pezsgő. Stricter rules apply to these protect-
ed designations, such as specific approved grape varieties or maximum limits for residual 
sugar content.

Although excellent wines are produced from the classic Champagne grape varieties, Hunga-
ry’s unique selling point lies in its native grape varieties, particularly Furmint, with its lively 
acidity and delicate phenolic structure.

Between 140,000 and 160,000 hectoliters of sparkling wine are produced in Hungary, 
accounting for 5–6% of total wine production. Wines of Hungary reports that sparkling 
wines performed significantly better than still wines and saw dynamic growth both domes-
tically and abroad. Exports account for 20–25% of production and are growing annually. 
Hungarian sparkling wines are already available in markets such as Canada, Brazil and 

© ProWein 2026Hungary
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Scandinavia; the next step here is to gain an even stronger foothold in the upmarket on-trade 
sector with premium products. This is proving successful because an increasing number of 
producers, such as Kreinbacher in the Somló region and Garamvári on the southern shore of 
Lake Balaton, are crafting high-quality wines using traditional methods. The trend is clearly 
toward premiumization.

With its limestone-rich soils, the Etyek-Buda wine-growing region is ideally suited for culti- 
vating Chardonnay and Pinot Noir, the most important grape varieties for sparkling wine  
(Image: Wines of Hungary).

© ProWein 2026Hungary
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CALIFORNIA: A CREATIVE, DIVERSE  
SPARKLING WINE MARKET

As in so many markets, sparkling wine is proving to be more resilient to economic down-
turns than still wines in the U.S., according to the California Wine Institute. Consumers 
are no longer limited to drinking sparkling wine only on festive occasions, but enjoy it year-
round.
Just like still wines, a large portion of U.S. sparkling wine is produced in California, mostly 
in cooler regions such as Los Carneros in Napa Valley or the Russian River Valley in Sono-
ma. These regions are close to the ocean, which brings cooling breezes and allows the grapes 
to retain the freshness and acidity necessary for sparkling wine production.
The classic Champagne grape varieties—Chardonnay, Pinot Noir, and Pinot Meunier—are 
the main ones used. However, this is not a strict rule; in fact, there are few limits to the vari-

ety, and every conceivable production method—from carbonation to bottle 
fermentation—is employed.

In 2024, California produced over 110 million bottles of sparkling wine; 
the majority is consumed domestically, while key export markets include 
Canada, Nigeria, the United Kingdom, and South Korea—though the 
current U.S. tariff policy, which remains uncertain despite the Supreme 
Court ruling, could particularly jeopardize sales to Canada.

Top Champagne houses began investing in California many years ago; 
Roederer Estate, for example, was founded as early as 1982 in the cool 

Anderson Valley and, with its high-quality bottle-fermented wines, 
ranks among the state’s finest producers. Thanks to less stringent 

regulations, California winemakers are getting as creative as 
possible to respond to declining wine consumption and tap into 

new, younger target groups. For instance, the sparkling wine 
company Rack & Riddle launched “Calsecco” in 2025—clear-
ly inspired by Prosecco—a light, fresh sparkling wine pro-
duced using the Charmat method, which also presents itself as 
youthful and lifestyle-oriented with its colorful packaging.

California © ProWein 2026

The “Calsecco” from Rack & Riddle has a 
young and stylish look (Image: Rack & Riddle)
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TASMANIA: A TERROIR DREAM FOR  
SPARKLING WINE

Located about 240 kilometers south of the Australian mainland is the island of Tasmania, 
which is part of Australia. Surrounded by the Indian Ocean and its maritime influences, and 
situated between the 40th and 43rd parallels, the region enjoys a mild climate that allows 
the grapes a long ripening period.

The sometimes stormy westerly winds, known as the Roaring Forties, bring coolness, and 
thus freshness and acidity to the grapes. Ideal conditions, then, for sparkling wine produc-
tion. Accordingly, the classic sparkling varieties Chardonnay and Pinot Noir thrive here, 
together accounting for more than three-quarters of production at 29% and 48% respective-
ly (2025 vintage, according to data from Wine Tasmania).

Wine production in Tasmania has recently risen to over 23,000 tons.  
Nearly half of that is sparkling wine (Source: Wine Tasmania)

Tasmania is a land of sparkling wine: 43% of the wine produced here is sparkling. In 2025, 
23,002 tons of grapes were harvested, yielding an estimated total of 20 million bottles, of 
which about 8.6 million were sparkling wine. Incidentally, almost all of it is produced using 
the traditional bottle-fermentation method.

© ProWein 2026Tasmania
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Tasmania © ProWein 2026

This volume accounts for just 1.2% of Australia’s total wine production—but 6.5% of its 
value. Consequently, the majority of Tasmanian wine exported is priced above 20 Australian 
dollars. However, the export volume itself remains (for now?) modest: Only 364,000 
liters are exported, which is just 2.4%.

Wine is grown on 2,048 hectares in Tasmania, 40% of which are 
managed according to the VinØ (“vin zero”) sustainability program, 
which is based on nine pillars, including water consumption, waste 
management, CO2 emissions, and biodiversity.

Tasmania does not have separate protected designations of origin (Geographical Indications, 
GI), so all wines fall under the umbrella designation of Tasmania GI. However, there are 
seven distinct regions stretching from the north along the northeast coast to the southern 
tip of the island.

The vines grow on very diverse soils, ranging from sandstone in the Derwent Valley in the 
south to the deep, well-drained soils of the Pipers River region, and on to the gravelly basalt 
over a base of clay and limestone in the Tamar Valley in the north.

Well-known producers include the top-tier wineries House of Arras and Jansz (Pipers River), 
biodynamic pioneer Stefano Lubiana (Derwent Valley), Freycinet (East Coast), and Pirie 
(Tamar Valley).
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NON-ALCOHOLIC:  
THE HIGH-GROWTH SEGMENT

Non-alcoholic wine has been growing in popularity for years—and sparkling wine has 
played a major role in this trend. It was this category, in fact, that paved the way long ago 
and made non-alcoholic wine widely known in the first place. This is also because the taste 
of the sparkling variety is easier to replicate from the original: when alcohol is removed from 
wine, a key flavor component is lost. The addition of sugar is intended to compensate for 
this, but it is much more noticeable in non-alcoholic still wines. In carbonated sparkling 
wine, the carbonation balances out the sometimes high residual sugar content, making the 
wine taste drier than its still counterparts.

The most important market for dealcoholized wine—and thus also for sparkling wine—is 
Germany. Here, traditional sparkling wine producers such as Schloss Wachenheim brought 
the first dealcoholized sparkling wines to market many years ago. Accordingly, this segment 
has also developed dynamically in recent years, as reported by the Association of German 
Sparkling Wine Producers: In 2025, approximately 22.3 million bottles of non-alcoholic 
sparkling wine were sold, representing a 12% increase, which corresponds to nearly a 9% 
market share in the German sparkling wine market.

NON-ALCOHOLIC BEVERAGES ARE GAINING 
POPULARITY INTERNATIONALLY

But there is also a lot of activity in this segment internationally: According 
to its own statements, Henkell Freixenet is the global market leader for 
non-alcoholic sparkling wines. The company has recently reported dou-
ble-digit growth rates, including for products such as Mionetto 0.0% 
and Freixenet 0.0%. As de-alcoholized versions, neither is classified 
as Prosecco nor Cava—the respective regulations governing their 
origins do not permit this—but they are intended to fit into the 
respective product lines in terms of taste and appearance.
Alongside ‘traditional’ non-alcoholic sparkling wine, retailers are 
increasingly turning to the equally growing category of ‘proxies’ 

Non-alcoholic sparkling wine © ProWein 2026
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– products that resemble wine in flavour and texture but are based on herbs, tea and fruit 
– and which are also available in a wide variety of sparkling styles. There is not yet any 
reliable market data for this very young category. However, the signals, particularly from the 
on-trade and upscale specialty retailers, are clear: consumers who want to avoid alcohol are 
willing to pay a premium for such a product category.

Analysts at the U.S. market research firm Grand View Research estimate that the total 
market for non-alcoholic wine could grow to $3.78 billion by 2030, at an annual growth 
rate of around 8%. They estimate that de-alcoholized sparkling wine accounts for about 
60% of this market. According to market researchers at IWSR, this segment alone is ex-
pected to see double-digit growth in the coming years. This is where the greatest potential 
in the entire sparkling wine market likely lies.

For more information about the NoLo market, see 
the article “The New No-Reality”

Solare is the name of the new creation from 
Henkell Freixenet: a lemony aperitif liqueur, 
available with or without alcohol, that is mixed 
with sparkling wine.

Non-alcoholic sparkling wine © ProWein 2026

as well as in the Visionary Talk “Keys to Success” 
featuring wine journalist Alexandra Wrann, 
Mövepick CEO Nikolas von Haugwitz, Dr Mat-
thias Schmitt from Geisenheim University, and 
Ignacio Sánchez Recarte, Secretary General of 
the European Comité Vins.
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