Communication 1in the wine
market: moving beyond the
prehistory of branding
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The wine industry faces a critical turning point where brand
recognition has shifted from a luxury to a fundamental
survival requirement. As global markets contract, many
producers mistakenly treat communication as a secondary cost.
This analysis explores why technical excellence alone fails to
secure market share and why even established heritage brands
are now rethinking their traditional silence.

We currently reside in the prehistoric era of industry
communication. While the wine market continues to retreat
globally, many producers still view brand recognition as a
minor detail rather than a vital condition for survival. The
refusal to prioritize branding in a declining market suggests
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a dangerous disconnect from modern commercial realities.

Discussing communication and brand construction feels
increasingly wearying because these concepts should be
foundational. Instead of debating the necessity of these
tools, we should focus on optimizing their execution. In a
saturated marketplace, remaining anonymous serves as a
definitive sentence rather than a neutral strategic position
for any winery.

Daily observations reveal that the wine world frequently
categorizes communication as a secondary accessory. It becomes
the first line item reduced or eliminated when market growth
slows down. Cutting communication budgets during a market
contraction ignores the fact that visibility is the only way
to maintain relevance.

Industry discussions often center on declining consumption,
pricing pressures, and international distribution hurdles.
However, few leaders ask the most pressing question: are we
truly recognizable to the consumer? Most Italian wine brands
exist through distribution and temporary relationships rather
than through genuine brand equity in the mind of the buyer.

Many producers rely on the illusion that extraordinary history
or unique vineyard content speaks for itself. They believe
that a prestigious enologist guarantees sales, price
positioning, and long-term security. Technical quality is
merely the starting point of a project and never a guarantee
of automatic economic recognition.

The misunderstanding deepens when companies hire a press
officer or an agency only to produce standard press releases.
There is a false expectation that the media landscape 1is
waiting for these stories to spread organically. Without
significant investment and a coherent long-term strategy,
communication remains too episodic to build lasting brand
recognition.



Events often demand high costs and offer great visual appeal,
yet they frequently remain isolated moments. If these
activations lack the support of a broader strategic design,
they fail to contribute to the brand’s foundation. Isolated
marketing moments cannot replace the consistent effort
required to occupy a clear space in the competitive market.

At the recent Wine Paris exhibition, a conversation with the
owner of a prestigious Italian estate highlighted a
significant shift. This company had spent decades relying on
direct family relationships rather than structured
communication. The owner admitted that their historical
silence is no longer sufficient to navigate today’s hyper-
competitive and crowded global environment.

This realization suggests that even those with half a century
of established reputation must now reconsider their approach.
Reputational rent is finite, and prestige risks becoming a
simple memory 1if it 1is not actively nourished. The
contemporary market requires constant engagement because even
the most traditional brands face an influx of new, louder
competitors.

In a contracting market, the primary distinction lies in being
recognizable rather than simply producing a high-quality
product. The goal is to occupy a specific, non-interchangeable
space in the mind of the consumer. Accepting communication as
a minor detail is equivalent to accepting a future of
permanent market marginality.

Key points

1. Brand recognition represents a vital survival condition
rather than an optional detail in today’s shrinking
global wine market.



. Technical quality and expert winemaking do not
automatically translate into market recognition or
sustainable economic value without strategy.

. Treating communication as a compressible cost during
market downturns leads to anonymity, which functions as
a commercial sentence.

. Relying solely on episodic events or press releases
fails to build a lasting brand identity in a crowded
market.

. Established prestige brands are discovering
that reputational rent is finite and requires active,
modern communication to remain relevant.



