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We believe SA is well positioned with its wine offering..
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We have a winemaking history dating back over 350 years – so, although people tend to 

group us in the New World wine category, we are actually somewhere between the Old 

and the New world.. 
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We produce wine in the most special place on the planet
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Not only are our wines produced in an earth friendly, sustainable way, our WO 

traceability system guarantees the integrity of our wine products. 
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South Africa has more Fairtrade wines than any other country. In 2012, 65% of all 

Fairtrade wines sold in the world originated in South Africa.

South African Fairtrade wine remains a favourite among consumers around the world 

and in South Africa, too.

The market for Fairtrade wine in South Africa grew by 12,5%, with over 460 thousand 

bottles sold in 2013.
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We realise that our wine industry is nothing without people..

South Africa is unique in that our wine industry has established the Wine Industry Ethical 

Trade Initiative (WIETA), an independent, not-for-profit, multi-shareholder organisation 

established in 2002. Committed to ethical trading, and improving and safeguarding the 

working conditions of employees in agriculture.
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We have a fantastic wine tourism offering 
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Our food, accommodation and leisure facilities rival the best in the world
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More and more consumers are looking for wines that reflect their own values. They seek

reassurance around heritage, quality and authenticity. The SA wine category can offer all 

of this. 
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South African wines are constantly improving, a fact reflected in the increasing number 

of international accolades.
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Looking back over the past year with all the activity and messages told, what is the 

world saying about us?
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Our job is to promote the exports of all South African wine
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Europe has been South Africa’s traditional market, and will always be important. 

However, we are always looking to diversify our markets and regions such as Africa, the 

USA, and Asia are becoming increasingly important
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Where does WoSA focus its marketing effort?  The UK is South Africa’s number one 

export destination, followed by European countries such as Sweden, Germany and The 

Netherlands. The USA, Canada, China  and Africa ( Angola, Kenya, Nigeria) are 

increasingly important destinations. 
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As a result, South Africa has achieved notable success in exports, with volumes 

increasing from 22-million in 1992 to 527,7 million in 2013.  An increase of 21% annually
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Our exports haven’t only grown in countries with which we share a colonial heritage.

Twenty years ago we were exporting to 20 odd countries, with the UK accounting for 

almost all of that.

Today we are exporting to 139 countries and, while the UK still remains very important, 

it accounts for only 21% of our exports.
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And to give you an idea of the top 10 export destinations for SA wine globally..

MAT June 2014 figures show the top 5 wine export countries by volume as the United 

Kingdom: 110,7m (23,4%), Germany: 89,4m (19%), France: 32,9m (7%), Russia: 31.95m 

(7%) and Sweden: 28,94m (6%). 

31



The top 5 wine export countries by volume were: United Kingdom: 40m, Sweden: 21m, 

Germany: 19m, Netherlands: 16m and USA: 10m. 
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There has also been a trend towards increased bulk exports to some markets as in-

country bottling can sometimes offer a competitive edge in terms of pricing and supply 

to especially the big supermarket groups.

SA’s Bulk export volumes increased from 183.9 million liters (45%) in 2008 to ??? million 

litres (??%) in 2013, while Packaged export volumes decreased from 223.4 million litres

(55%) in 2008 to ??? million litres in 2013 (????%). 

The increase in Bulk in 2013 was mainly due to the bad harvest experience in Europe in 

2012.  The high increases in France, Italy and Spain are direct result of this.

33



34



35



36



37



38



39



40



41



42



WoSA USA planned a series of braai--events throughout the year in collaboration with 

importers. These braais

take place in various states and even though they are focused on consumers, trade and 

press also invited to attend.
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A consumer tasting  as part of the South African High Commission’s 20th anniversary 

celebrations. Attracting over 200 consumers ,this self funded event sold tickets to over 

170 consumers.  15 tables of wine showcased the variety South Africa can offer and 

Wines of South Africa UK partnered with a retailer to make wines available for sale on 

the evening.  Attendees were given a branded bag with a braai book, rooibos tea and 

information on South African wines. 
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Press event linking into the theme of the 20th anniversary of democracy. Wines of South 

Africa UK presented a tasting of Chenin and Pinotage, from the past 20 years. This was 

an exclusive  tasting event and lunch, presented by a South African Master of Wine, Greg 

Sherwood MW. Attended by 16 influential writers and showcasing the quality and ageing 

potential of these two varieties, intrinsically linked to South African wine. It  reinforced 

messages about the quality of South African wines on the global stage.  Initial feedback 

was very positive and press coverage follows. 

45



In 2013 the  South African Wine Vine attracted 14,000 entries with half of those signing 

up to the Wines of South Africa UK newsletter, a key objective for the activity. The 

website, which is a legacy of the activity, contains details of all the wines, where to buy 

them and what the participants said about their experience of drinking them. the 2014 

campaign will grow this rather than replace it. 
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WOSA sponsored De Wijnvrienden wine franchise shops for a display 

competition with their South African portfolio. 56 Shops participated and the 

response from the shop owners and consumers was very positive. 

In September the Henri Bloem franchise shops will also do a promotion in their 

nearly 20 shops. 

With these campaigns we reach consumers who shop in speciality stores and are 

prepared to buy premium wines. 

Brands listed by De Wijnvrienden: Hermanuspietersfontein, Bon Courage, Oude 

Kaap (DGB)

Brands listed by Henri Bloem’s: Robertson Winery, Ataraxia, Waterford
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600 sqm, 73 exhibitors, 194 producers / exhibitors to be entertained (looked after) 

Tasting zone: 240 wines, 1.200 bottles to work out, Mornings Varletals, afternoon: 

Orings
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On the 27th of April WOSA hosted an event called ”Wines meets Food”. Appr. 35 guests 

from the trade (sommeliers, chefs, bartenders, journalists) got together for a ”cook 

along”. The theme was Braai and all the wines were South African.
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There are a myriad of shows and wine events in Asia and very few have a truly regional 

reach or particularly long track record. Over the past 5 years, we have narrowed down 

the number of shows we participate in, though it is still more than in other markets due 

to the size of the region and level of market development. We have the following goals 

in terms of show participation:

-provide a platform for SA wine companies to meet potential business partners 

(importers / agents)

-provide a platform for SA wine companies to support their existing agents (by engaging 

with trade and illustrating to importers that we are interested in sell through, not just 

listings)

-creating visibility for the SA wine category and South Africa as a country (the majority of 

SA wine sales in China are in the invisible channels of direct-to-consumer and corporate 

gifting)

-gathering market information (by engaging with trade and consumers to gauge 

feedback on packaging, pricing and taste profiles)
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So other initiatives being rolled out the year – the update of the Aspect Book - WIP
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Regional Presentation which are available to be used by Producers, Importers and WoSA

teams 
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Regional Presentations – 18 different regions
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Varietal Presentations

58



Revamping our website – both in look and content
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Developing a new Global Media Strategy and Campaign which will be rolled out in 2015
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