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1. Stemming: Uitvoeringsverordening van de Commissie voor verhoging van de verrijkingslimieten in het VK, Nederland, Zweden en Denemarken
Het VK, Nederland, Zweden en Denemarken verzoeken de Europese Commissie om de maxima voor verrijking te kunnen verhogen met 0.5%, dit volgens de bepalingen in bijlage VIII van Verordening 1308/2013. Ze halen daarbij de slechte weersomstandigheden aan in deze delen van Europa. 

1 lidstaat stemt tegen, die denkt dat verrijking dient te gebeuren niet met suiker maar met ingrediënten komende uit de wijnsector.

2 lidstaten onthouden zich van stemming, daar zij geen extra productie willen zien.

Overige lidstaten stemmen voor waardoor verordening wordt aangenomen.

2. Marktsituatie
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Op 5 november heeft de Commissie overleg gehad met de Europese wijnsector. Hun mening was dat de marktsituatie zeer goed was w.b.t. de kwaliteit. 

De marktgegevens zijn t.o.v. vorig beheerscomité amper veranderd.

Productie:

Oogstvoorspelling van 172 miljoen hl wat een 3-tal percent meer is dan vorig jaar. Waarschijnlijk zal dit getal iets naar beneden worden aangepast.

Italië geeft aan dat een goede kwaliteit wordt verwacht. In Spanje is de productie ongeveer gelijk met het gemiddelde van de laatste 5 jaar. Het is te vroeg om over kwaliteit te spreken. 

Frankrijk en Italië geven aan dat de prijzen van representatieve markten moeilijk te vergelijken zijn. Zij vragen dan ook om de methodiek ervan aan te passen.

In Duitsland is er een goede oogst in vrijwel alle wijnproducerende länder, wat lang geleden is. De prijzen zijn echter overal gedaald, wat moeilijk te verklaren is gezien de productie niet heel sterk is gestegen.
3. Presentatie conferentie “concurrentiekracht van de EU wijnsector”
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De Commissie vat de belangrijkste punten samen van de conferentie die ze heeft georganiseerd in Milaan op 23 oktober. 
	Datum volgende Beheerscomité: 1 december over geografische indicaties, 9 december Beheerscomité wijn.


www.vlaanderen.be/landbouw 
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COMMISSION EUROPEENNE

DIRECTION GENERALE DE L'AGRICULTURE ET DU DEVELOPPEMENT RURAL

Direction C. Economie des marchés agricoles (et OCM)
C.2. Vin, spiritueux, produits horticoles, cultures spécialisées

Bruxelles, le
C2/GD(2015)

133" Committee for the Common Organisation

of the Agricultural Markets
November 17" , 2015 14H30

2.1 Exchange of views on the WINE market
2015-16 Wine Harvest Forecast

Evolution of wine prices

-- Tour de table -

Personnes a contacter:

Guy DUREN, Téléphone:(32-2) 2957.416, guy.duren@ec.europa.eu
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Organisation Commune des Marchés Régl. (CE) 1308/2013

EU-28 Production totale et vinification - CAMPAGNE 2015 - 2016

COMMISSION EUROPEENNE
DIRECTION GENERALE DE L'AGRICULTURE
ET DU DEVELOPPEMENT RURAL

C.2.Vin, spiritueux, produits horticoles, cultures spécialisées

Situation au 20 Octobre 2015 _en 1.000 HL
Production totale * ESTIMATIONS Production Vinifiée
Moyenne 2015-2016 Jus de raisins
PAYS Campagne | Campagne | Campagne | Campagne | Campagne 5ans _ ; } Vsl }
2010-11 2011-12 2012-13 2013-14 2014-15 1000 HL Versus  \Versus Evaporation | Vinsavec  Vins avec cépage sans Autres YII’]S Prod
(AVGS5) 2014/15 AVGS MC A.O.P. 1.G.P. AOP/IGP et moQts vinifiée
Bulgaria Bulgarie 1225 1098 1337 1755 833 1250 1538 +85% +23% 20 515 234 769 1538,
Czech Republ Tchéquie 366 650 487 501 536 508 650 +21% +28% 574 33 30 13 650
Germany Allemagne 6975 9132 9012 8409 9202 8546 8788 5% +3% 8788 8788
Greece Grece 2950 2750 3115 3343 2800 2992 2 650 5% -11% 230 470 100 1850 2650
Spain Espagne 40749 37 199 34 241 53 233 44 080 41900 42 000 -5% +0% 5400, 14 200 3500 4300 14 600 36 600
France France 3) 46 469 51 090 41 365 41 491 47 094 45 502 47 700 +1% +5% 22 288 13 842 11570 47 700
Croatia Croatie 2) 1433 1409 1293 1248 842 1367 943 +12% -31% 499 46 397 943
Italy Italie 50 575 44772 45 616 54 029 44739 47 946 50 369 3% 450 1500 16 127 13683 489 18 570 48 869
Cyprus Chypre 114 85’ 112’ 108’ 94 102 91 -3% -11% 1 34 5 51 91
Luxembourg | Luxembourg 110 135 85 101 125 11 120 8% 120 120
Hungary Hongrie 1762 2750 1818 2 666 2773 2354 2 500 -10% +6% 1503 902 67 27 2500
Austria Autriche 1737 2756 2155 2392 1999 2208 2501 +25% +13% 1 2300 50 30 120 2500
Portugal Portugal 7133 5610 6 305 6238 6 202 6298 6 703 +8% +6% 3250 1902 52 1499 6703
Romania Roumanie 3287 4213 3606 5242 3842 4038 4 069 +6% +1% 529 326 3215 4069
Slovenia Slovénie 2) 763 879 684 770 708 761 857 +21% +13% 643 171 17 26 857
Slovakia Slovaquie 207 341 324 371 286 306 360 *26%  +18% 290 20 40 10 360,
UK. United Kingdo 30 36 25 33 47 34 40 -15% +17% 40 40
other MS Other MS 44 21 27 29 31 30 43 9 0% +43% 43 3
71363 35 447
Total EUR28 165 930 164 926 151 608 181 960 166 232 166 253 172 000 3,5% +3,5% 6901 106800 5 400 52 800 165 000
Versus 2014-15: -40% 1,7% -33,3% 5,2% 1,0%

1) AutoConsommation incluse ainsi que la diminution de volume déterminée par I'élaboration de modts concentrés;
Estimations basées sur la communication des Etats membres ou dans I'absence de communication sur la production de la campagne précédente.
2) AutoConsommation incluse: Roumanie 50%, Croatie 40%, Slovénie 35%

3) dont 8561HI aptes a I’élaboration du cognac inclus, La catégorie des vins sans indication géographique inclut les vins avec mention du cépage (pas de distinction possible)

4) MT 23 000 HI; BE 8 000 HI; NL 7 500 Hl;dont PL 4 525 hl; DK 255 hl; SW 100 HI
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COMMISSION REGULATION (EC) No 436/2009

laying down detailed rules for the application of Council Regulation (EC) No 479/2008
as regards the vineyard register, compulsory declarations and the gathering of
iInformation to monitor the wine market, the documents accompanying consignments
of wine products and the wine sector registers to be kept

Communications to be made by the Member States

Article 19 : Reporting by Member States

"3. With a view to establishing price trends, Member States whose wine production
during the past five years was on average more than 5 % of total Community wine
production shall communicate ... a summary of the quotations for the previous
month. The prices shall be those for unpacked goods ex-producer’s premises and
shall be expressed in euro per degree-hectolitre (ISAMM form 76) or per
hectolitre (ISAMM form 83).

Member States shall make a limited selection of the markets to be monitored,
identifying a total of eight of the most representative quotations for white and
red wine produced on their territories."
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Constatation des prix moyens en France

Communication selon Art.19 Régl. UE 436/2009
180 Achat de vin en vrac (source: FranceAgriMer)

—0—Vin AOP Blanc
160 —=Vin AOP Rouge
Vin IGP Blanc
140 —e—Vin IGP Rouge
—¥=\/in cépages sans IGP rouge
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—e—Vin rouge sans IGP,sans cépage
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Constatation des prix moyens en France
Communication selon Art.19 Reégl. UE 436/2009
Achat de vin en vrac (source: FranceAgriMer)
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Constatation des prix moyens en ltalie

Communication selon Art.19 Regl. UE 436/2009
Quotazioni del vino da tavola/sin DOP/IGP (source: Ministry of agriculture food and foresty policies -DIPEI- DG POCO)
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Constatation des prix moyens en Italie
Communication selon Art.19 Regl. UE 436/2009
Quotazioni del vino da tavola/sin DOP/IGP (source: Ministry of agriculture food and foresty policies -DIPEI- DG POCO)
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Constatation des prix moyens en Espagne

Communication selon Art.19 Regl. UE 436/2009
Vinos sin indication geogréafica (source: Ministry of the Environment and Rural and Marine Affairs)
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Constatation des prix moyens en Espagne

Communication selon Art.19 Regl. UE 436/2009
Vinos sin indicatién geografica (source: Ministry of the Environment and Rural and Marine Affairs)
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Feststellung der Preisentwicklung in Deutschland
Mitteilung gemaf Art.15 VO EG 1282/2001, Art.19 Abs.3 VO EG436/2009
Die Preise ohne MwSt. gelten fir nicht abgefiillte Ware ab Erzeugerbetrieb
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—+—Rheinhessen (ohne Rebsortenangabe)
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Constatation des prix moyens en Hongrie
Wines without PDO/PGI

(source: AKI:Agrargazdaséagi Kutato Intézet - Agricultural Economics Research Institute)
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Tour de table

Other issues ?

“Le point sur la situation des marchés constitue un moment essentiel et permet au
délégués d'échanger des observations avec la Commission”
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133rd meeting of the Committee for the Common Organisation of the Agricultural Markets Brussels,17 November 2015





       Summary of the event by DG AGRI - Unit C2 
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80 participants, representing national administrations, EU institutions, producers, traders and stakeholders



7 speakers representing the wine producers as well as the wine consumers and importers in the EU and in third countries
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Programme and presentations

http://ec.europa.eu/agriculture/expo-milano-2015/cap-events/wine-competitiveness_en.htm
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Morning session: Strengths and weaknesses of EU Wines
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Jean-Marie Barillère (CEEV)



  

    The importance of PDO, PGI segmentation of wines versus

    price segmentation or segmentation by country of origin



Too many different wines with GI



Size of exporting company and/or brand remain key factors for entering world market



Trade agreements (China, US, India)
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Miguel A. Torres (Bodegas Torres)



Success (China) and failure (India) stories of his company 



Bulk wines disturbed often the prestige build up by high quality wines 



The advantage of Chilean wines results also from free rules in Chile



Getting closer to the consumers (links with restaurants)
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Ruenza Santandrea (Alleanza delle cooperative italiane)



First known brands are cooperative brands 



Trade agreements are important and protective tariff and non-tariff barriers (Russia) should be attacked at EU level



Opening new markets and remaining present in old markets through promotion, continue to invest, to research and to create jobs in the wine sector
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Wine is not a commodity and segmentation of the wine market has an added value

Importance of small companies in particular in the internal EU market

A wine market observatory in order to monitor the market
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Moving grapes from Italy to France will not increase the competitiveness

Free trade agreements and finding identity of wines should favour competitiveness of EU wine

Enhancing the identity and tradition of wine 

 

European regulation should be more efficient

Stricter rules in Europe are not always limiting competitiveness, as the success of Champagne demonstrates
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Sarah-Jane Evans (Institute of Masters of Wine)



The EU wine market should defend and promote the quality and diversity of wines, however competitiveness is hindered by tradition and regulation (specifications)



Compared to our competitors individual European companies are slow in creating brands



Low quality wines damage the good reputation of quality wines



Continuous work has to be done in communication and in educating consumers
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Afternoon session: Trends in wine consumption, challenges for EU Wines
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Troy Christensen (US and UK wine distributor)

 

Many brands are created by local retailers 

Building together wine brands (like in the beer sector)

Building perception is important, let not destroy it by surplus discounts

Within the EU younger people have to be engaged in wine drinking culture

On wine business US is like 15 independent states

Contacts with gatekeepers and distributors is needed. 
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Wang Xiaofeng (Chinese wine importer) 



     The Chinese market is still small but consumption is growing continuously 



       

     Only 30% is sold by supermarkets, 70% is sold via companies to be

     offered as gifts to suppliers and employees





     Internet sales are growing, targeting particular public





Consumers in China prefer red wines, fruity, low acidity, not rich in tannins, bottled in the country of origin
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Juan Park (Wine intelligence)

Emerging markets = main growth potential for EU wines

US market (varieties and brands) = still the most important

Link with restaurants may boost wine consumption in the UK

Wine bloggers and retailers =trend shapers

    Research results:

network and social acceptance + availability at a decent price 

ease of pronunciation (e.g. PROSECCO)

consumer behaviour influenced by distribution control, price level and easy to drink 
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Marketing and supplying information more important than reducing import duties

Old world wine sale (UK) is connected to the consumption of quality food 

Draught wine sale in UK = possibility of trying different wines
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Some conclusions

- Building perceptions (EU wine's identity)

simpler names – easy to pronounce 

specific formation of the consumers

collective/generic marketing

linking wine to restaurants

   

- FTAs for fair competition with other countries

- Rules and norms (specifications for PDO and PGIs) only to    be related to quality

- Quality wines versus low quality wines 

- Contact with distributors

- EU legislation to continue supporting promotion and investments 
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Grazie per l'ascolto!!
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“Out of $108MM of Annual
Prosecco sales in the US,
$61M are through Gallo and
The Wine Group, each who
slide this as a varietal sub-
brand under an umbrella —

such as Cupcake or Barefoot.”

BUILD BRAND EUROPE!
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