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Abstract 

In the context of an increasing critical role of Emerging Markets in today’s globalized 

economy and international trade flows, this study contributes to the research on the 

topic of International Market Selection (IMS) and the criteria used when selecting 

among Emerging Markets. In particular, the Italian wine industry is addressed with 

regards to the factors that lead Italian wine companies to target a specific country 

among the all the emerging economies. The existing literature on International Market 

Selection and emerging markets is reviewed in order to identify the most relevant 

criteria for Italian wine companies, classifying them in two main categories. The criteria 

are primarily tested on the 26 MSCI Emerging Markets hence, in order to validate their 

adequacy, in-depth semi structured interviews with Italian wine companies’ 

representatives are carried out. As a result, the study confirms the appropriateness of 

the distinction of companies in two different profiles - high volume, low-end wine 

producers vs. small volume high-end wine firms – and demonstrates the variation of 

the factors according to the size of the firm and to the average bottle price. Most of the 

identified criteria are considered important by the interviewed professionals, with 

different metrics taken into consideration depending on the company’s profile and 

some unexpected considerations are collected regarding the expansion towards 

Emerging Markets. Drawing on these findings, the outcomes of this study can prove 

insightful for small-scale firms, professionals, or marketers in the wine sector pursuing 

international expansion. As this research is based upon empirical experience and 

behavior of Italian wine companies, similar firms can compare their current decision-

making process with these findings. 
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Internationalization process 

 



 

Resumo 

No contexto de um papel cada vez mais crítico dos Mercados Emergentes na 

economia globalizada de hoje e nos fluxos de comércio internacional, este estudo 

contribui para a pesquisa sobre o tema da Seleção de Mercados Internacionais (IMS) 

e os critérios usados na seleção entre os Mercados Emergentes. Em particular, a 

indústria vinícola italiana é analisada em relação aos fatores que levam as empresas 

vinícolas italianas a escolher um país específico entre todas as economias 

emergentes. A literatura existente sobre Seleção de Mercados Internacionais e 

Mercados Emergentes é revisada a fim de identificar os critérios mais relevantes para 

as empresas vinícolas italianas, classificando-as em duas categorias principais. Os 

critérios são testados principalmente nos 26 MSCI Emerging Markets, portanto, a fim 

de validar sua adequação, são realizadas entrevistas semi-estruturadas em 

profundidade com os representantes das empresas vinícolas italianas. Como 

resultado, o estudo confirma a adequação da distinção das empresas em dois perfis 

diferentes - produtores de vinho de alto volume, de baixa gama versus pequenas 

empresas de vinho de alta gama - e demonstra a variação dos fatores de acordo com 

o tamanho da empresa e com o preço médio da garrafa. A maioria dos critérios 

identificados é considerada importante pelos profissionais entrevistados, com 

diferentes métricas levadas em consideração dependendo do perfil da empresa e 

algumas considerações inesperadas são coletadas em relação à expansão para 

mercados emergentes. Com base nestas constatações, os resultados deste estudo 

podem se mostrar úteis para empresas, profissionais ou comerciantes de pequena 

escala do setor de vinhos que perseguem a expansão internacional. Como esta 

pesquisa é baseada na experiência empírica e no comportamento das empresas 

vinícolas italianas, empresas similares podem comparar seu atual processo de 

tomada de decisão com estas descobertas. 

Palavras-chave: Seleção do mercado internacional, empresas vinícolas italianas, 

processo de internacionalização 
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I. INTRODUCTION 

Emerging Markets have been playing an increasing critical role in today’s 

globalized economy and firm internationalization strategies, reshaping the directions 

of trade flows on a world scale. Responding to these changes, academic literature has 

analyzed the different phases of the internationalization process with specific focus on 

International Market Selection (IMS). Identification of a correct country to target for 

expansion is of paramount importance for internationally oriented firms, and even more 

crucial is the selection among Emerging Markets given the major risks and hurdles 

some of these countries present.  

Since the 1960s, many researchers have started examining the opportunities 

Emerging Markets present, mainly related to their high economic growth, demographic 

changes and urbanization, along with new middle-class expansion and their increasing 

demand for prestigious foreign goods. While IMS has been extensively investigated in 

the context of developed countries, less studies have looked at Emerging Markets 

through the scope of IMS. Not only is the existing literature limited regarding Emerging 

Markets criteria selection, but it also fails to determine different IMS factors and 

frameworks depending on the sector and country of origin of the studied firm.  

With regards to the wine sector in particular, academic research has mostly 

investigated its particular structure and competitiveness, entry modes and marketing 

strategies adopted in foreign countries and the determinants of the choice of pursuing 

an internationalization path. Yet, despite the increasing interest in the wine industry 

dynamics, research in the field of IMS in the wine sector is far from being exhaustive. 

In view of this relative gap in the literature, this study focuses on the International 

Market Selection process and criteria for Emerging Markets adopted by firms in the 

wine sector. The research centers on Italian wine companies in order to shed light on 

a geographic context that has not been extensively studied compared to other 

countries, in order to assess the influence of IMS criteria in firms’ choices regarding 

the emerging economy to enter.  
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According to ISTAT and OIV data regarding wine trade, Italy ranked first in 2019 

as the world’s largest exporter by volume and second by value. While in the past the 

majority of Italian wine exports used to be destined to European markets, they 

represent nowadays only 49% (€3.2bn) of the total value of exported wine. Emerging 

markets are becoming more and more attractive, with Russia (€0.13bn) and China 

(€0.127bn) being most prominent by value of imported Italian wine.  

In order to understand which factors lead Italian companies to the selection of 

an emerging market instead of another, the IMS criteria presented in the literature 

review were tested on the 26 MSCI Emerging markets. To take into account the 

granularity of the Italian wine producers and the different types of wine sold, a base 

distinction was set between (i) high-end wine sold by small-medium wineries and (ii) 

low-end wine sold by medium-large cooperatives, with different IMS criteria selected 

for each of them. In this perspective, the relevant criteria for each of the two types of 

producers were conjectured and the most promising EMs identified.   

Through this analysis, inherent limitations became apparent, such as the (i) lack 

of data regarding imported wine in certain countries, ii) complexity regarding the 

different tariff and taxes system in each country and iii) the subjectivity of the chosen 

criteria. The constraints warrant an empirical analysis to validate the theoretical 

hypothesis and to confirm the adequacy of the initially selected criteria and emerging 

markets. 

In this sense, the study followed an empirical and direct approach: in-depth semi 

structured interviews to Italian wine companies’ representatives were carried out. With 

this approach, issues regarding IMS and the selection criteria were discussed directly 

and in detail with entrepreneurs of the wine sector. In order to provide an illustrative 

view of the industry, companies of different sizes and market positioning were 

contacted, and their export managers or sales representatives were interviewed. This 

qualitative approach was fundamental to evaluate existing literature more precisely 

and examine previously addressed topics further.  
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The practical contribution of this study is an analysis of International Market 

Selection criteria for emerging markets for the Italian wine sector, an angle which has 

not been extensively addressed by other related literature. The empirical results 

provided by this study can prove insightful for small-scale firms, professionals, or 

marketers in the wine sector pursuing international expansion. As this research was 

based upon empirical experience and behavior of Italian wine companies, similar firms 

can compare their current decision-making process with these findings. 

The dissertation is organized in 6 sections. Following the introduction, a literature 

review is presented in section II, providing theoretical background on the 

internationalization process and its related frameworks, emerging markets definition 

and characteristics as well as the existing research on International Market Selection 

criteria. In section III, an assessment of the wine industry is put forward, starting from 

a global level, narrowing down to the Italian wine industry to finally focus on the new 

emerging markets wine consumers. Initially selected IMS criteria are then tested on 

targeted EM countries. In section IV, the research methodology is presented, 

explaining how the interviews were conducted and how the collected data was used in 

order to address the research questions. In section V, the main findings and results 

are put forward, illustrating the IMS criteria and countries taken into consideration by 

the Italian wine companies examined, presented in order of their importance to the 

contributors. In section VI, conclusions on the research are offered.  
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II. LITERATURE REVIEW  

A. International expansion toward emerging markets  

In today’s environment, internationalization encompasses either the story of a 

successful domestic business or a crucial imperative for remaining competitive in an 

increasingly globalized world. International interdependencies have been intensifying 

progressively everywhere in the world, explaining why going international has become 

a determinant for the survival of organizations, including SMEs, that are equally 

affected by international competition even if they have a small size or local scope (Pla-

Barber and Alegre, 2007). 

The internalization process of firms has been widely discussed in academic 

literature, first off through the three major theories on the topic: the innovation-related 

internationalization model (Reid, 1981; Cavusgil, 1980), the incremental 

internationalization model (Johanson and Wiedersheim-Paul, 1975; Johanson and 

Vahlne, 1977) and the product cycle model (Vernon, 1966). This view of a gradual and 

conservative internationalization process, admittedly proposed in a different era, has 

been completely challenged in its foundation by recent phenomena. The “new age” 

companies such as born global firms whose core initial business model spans multiple 

countries, or the internationalization of corporates from emerging markets, have shown 

the obsolescence of these theories and the need for fresh research. In order to keep 

pace with the real observed developments, some authors have proposed revisions of 

their theories, researching the factors that stimulated the significant, early and 

accelerated internationalization of firms and the role of business networks (Johanson 

and Valhne, 2009; Forsgren, 2016) and especially the spur of born globals (Cavusgil 

and Knight, 2015). The internationalization path of the emerging markets SMEs has 

also received increased attention in the international management field, justified by the 

fact that the existing theories and studies on the firms from developed countries were 

insufficient to fully clarify the characteristic of this recent phenomenon (Gaur and 

Kumar, 2010; Wu and Deng, 2020).  
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More recently, new theoretical perspectives have emerged, with the CAGE 

Distance Framework (Ghemawat, 2003) being one of the most significant contributions 

in the explanation of the internationalization process. The model identifies the Cultural, 

Administrative, Geographic and Economic differences between the various countries 

after having demonstrated in a quantitative manner through gravity models. According 

to Ghemawat’s framework, firms should take into account these differences, not only 

by looking at the unilateral indexes, but also by pairing the two countries, in a bilateral 

approach, for then focusing on the particular industry or sector. 

Starting from the 1990s, the overall public has been paying greater attention to 

some new emerging markets, which were once neglected given their difficulty to 

access and their relative lack of economic and institutional development. In these 

years, they have in fact started to experience structural changes, through economic 

liberalization and the reduction of trade barriers. For example, as globalization 

developed in Brazil, Peru and Argentina, the number of foreign investors began to rise 

due to the elimination of some obstructing regulations (Agosin and French-Davis, 

1993). In Brazil the list of prohibited import products and advance permit requirements 

were heavily reduced, with the import tariffs passing from 105 to only 35 in two years. 

These countries have been referred to as “emerging markets” since 1981, when 

the World Bank mentioned it for the first time, but the expression only became popular 

in the mid-1990s.  Despite the term being largely prevalent, there is no established 

normative definition. Generally, the term EMs is used to define countries which are in 

a transition phase between “developing countries” and “developed countries”. 

International Organizations such as the United Nations (UN), the World Bank (WB) and 

the International Monetary Fund (IMF) have proposed classification systems of 

countries based on level of development. Nonetheless, the approach of each one of 

these institutions is very different, one explanation could be the diversity of their 

mandates that inevitably push them to look at the issue with different perspectives. The 

United Nations country classification is built around the Human Development Index 

(HDI) which was first created in 1990. In order to represent the multifaceted nature of 
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development, the HDI is a composite index measuring average achievement in three 

basic dimensions of human development: a long and healthy life (life expectancy at 

birth), knowledge (expected years of schooling and mean years of schooling) and a 

decent standard of living (GNI per capita PPP$). In this sense, the countries are divided 

into low, medium, high and very high human development using threshold values of 

respectively 0.507, 0.634, 0.750 and 0.892.  

On the other hand, the WB classifies the world’s economies based on their 

Gross National Income (GNI) per capita (current US$) calculated using the Atlas 

method. The classification threshold is adjusted for inflation annually and identifies four 

income groups – high ($12,536 or more), upper-middle (between $4,046 and $12,535), 

lower-middle (between $1,036 and $4,045) and low ($1,035). Lastly, the IMF classifies 

the world economies using a criteria based on 1) per capita income level 2) export 

diversification and 3) degree of integration into the global financial system, but without 

clarifying the threshold used. In this sense, the countries are divided into 1) Advanced 

Economies and 2) Emerging Market and Developed Economies with the latter being 

subcategorized in low income developing countries and emerging and other 

developing countries. Therefore, it is evident that the existing taxonomies lack of clarity 

and provide very different methods of classification. 

Over the years, academic literature has attempted to provide a clearer definition. 

Arnold and Quelch (1998) stated that an emerging economy can be defined as a 

country that satisfies two criteria: a rapid pace of economic development, government 

policies favoring economic liberalization and a free-market system. Khanna and 

Palepu (2005) agree that these markets are the ones in which buyers and sellers are 

not able to come together easily or efficiently. Highlighting the blurred boundaries of 

the expression, the analysts Braker, Bremmer and Gordon (2008) stated that EMs are 

countries characterized by a high importance of politics, which have at least the same 

importance as the economy for the market and for potential investors. In fact, according 

to Khanna and Palepu (2010) emerging markets are countries characterized by a high 

volatile environment and institutional voids, which increase transaction costs. 
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Given the lexical ambiguity of the definition itself, it is quite difficult to create an 

exact list of the emerging countries. Goldman Sachs’ analyst Jim O’Neill (2001) 

focused his attention on the BRIC countries (Brazil, Russia, India and China), given 

that these four emerging countries had a similar stage of economic development and 

that were particularly attractive given their potential to become dominant economies 

by 2050. A few years later, foreign ministers of these emerging countries decided to 

transform the economic acronym into a concrete political initiative – the BRIC Forum. 

Launched in 2006, it became a meeting of heads of state/government as the 2008 

financial crisis broke out, signaling that those countries were committed to becoming 

major global economic players. Later on, South Africa was invited to join the meetings 

of the leaders of these particular EMs, resulting in a change of the name to BRICS. 

Representing 42% of the world population and more than 30% of the world’s land area, 

the BRICS nearly tripled in the share of global GDP from 1990 to 2014 (from 11% to 

almost 30%) (World Bank, 2020). 

However, given the different definitions of EMs that have emerged in the 

literature, it can be useful to introduce some indexes that investors generally rely on 

when evaluating the potential of these countries. For example, the MSCI (Morgan 

Stanley Capital International) Emerging Markets is an international equity index that 

tracks the equities of 26 emerging countries (Argentina, Brazil, Chile, China, Colombia, 

Czech Republic, Egypt, Greece, Hungary, India, Indonesia, Korea, Malaysia, Mexico, 

Pakistan, Peru, Philippines, Poland, Qatar, Russia, Saudi Arabia, South Africa, 

Taiwan, Thailand, Turkey and United Arab Emirates) (Investopedia, 2020). With 1,385 

components (as at 31/07/20), the index covers around 85% of the adjusted free float 

of each country's market capitalization.  Another widely used indicator is the Emerging 

Markets Bond Index (EMBI), which measures the total return performance of 

international government bonds issued by EM states. Due to the comparatively higher 

economic and political risk in these countries compared to “developed” nations, the 

credit rating of EMs bonds tends to be lower than that of developed market bonds. 

Because of the higher perceived risk of these assets, sovereign bonds have higher 
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returns than more stable bonds in developed countries and allow for better portfolio 

management through diversification. Lastly, Grant Thornton created the “Emerging 

Market Opportunity Index” which evaluates these countries based on some indicators 

such as GDP, size, population, international trade and future growth projections. 

 

B. Benefits and obstacles of investing in EMs  

After providing a definition of an emerging market and identifying which are the 

countries that can be considered to belong to the category, a brief overview of the 

potential benefits and obstacles of investing in these countries will be laid out in this 

section.  

While EMs are profoundly diverse in terms of culture, political and market structures, 

there are some common positive features and general trends that can be identified as 

beneficial for foreign investors: 

a) Economic features: high economic growth, opportunities of portfolio 

diversification 

b) Social features: multiculturalism 

c) Demographic features: urban transformation, new middle class 

On the other hand, there are also some significant obstacles which can be pinpointed: 

a) Economic instability, exemplified by the currency volatility  

b) Political instability, that causes difficulties in the access to subsidy and taxes or 

market policies changes 

c) Logistic risks: poor infrastructure and transportation 

d) Intellectual property risk 

Regarding characteristics of EMs that can be considered beneficial from an 

investor standpoint, economic growth potential is widely considered as the most 

attractive factor, combined with the high expectations regarding rapid increase of the 
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demand for goods (Cavusgil, 1997).  Secondly, investors are attracted to EMs because 

of the potential benefits connected to diversifying internationally. Empirical research by 

Schumkler (2004) and Brandt et al. (2003) shows how world financial markets are still 

not fully integrated and differences between emerging and developed economies are 

reflected in different characteristics of return, risk and correlations, allowing investors 

to mitigate their investment portfolio Beta. 

With regard to more social aspects, the high diversity in ethnic groups, 

languages, dialects and religions can be highly advantageous. In India, for example, 

there are 22 official languages (2018 Indian Census) and therefore different 

subcultures, tastes and traditions. Marketers need to have the necessary mindset and 

strategies in order to succeed in such intricate markets but, concurrently, cultural 

diversity can foster growth by being a source of innovation (Adler et al., 1996) and 

become a driving force for cooperative relationships and performance (Jayne et al., 

2004). Moreover, also migrations beneficial effects on companies export have been 

discussed in the literature: Ehrhart (et al., 2014) showed how African migrations that 

characterized the second half of the last century have led to an increase in transactions 

between the country of origin and the host countries, mitigating barriers such as cultural 

and informational costs. 

It is equally important to note that several EMs are facing considerable 

demographic changes, mainly driven by the extremely high growth rates of the 

population, a byproduct of the time lag between decreasing infantile mortality rates and 

natality rates that remain high. Important societal transformations also occur: people 

migrate from rural areas toward cities, converting them into extended metropolitan 

areas. Urbanization benefits consumer goods industries through increased access to 

clients, an increased mind openness and a richer population (Sridhar, 2016).  

In addition, EMs are also fueling an unprecedented new middle-class expansion 

which has not been neglected by researchers and scholars. Studies have focused on 

the different factors that caused it: from urbanization (e.g. Zhang, 2010) to 

consumption (e.g. O’Dougherty, 2002), education (e.g. Rutz and Balkan, 2009) and 
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identity politics (e.g. Fernandes et al., 2006). In zones such as Brazil, Turkey, Eastern 

Europe, India and China, studies have indicated similarities in the formation of new 

middle classes and its typical members profile: well-educated urbanite working in 

private companies in the tertiary sector, believing in meritocracy, self-reliance and 

confidence (Brosius, 2010; Cohen, 2004). Along with this social transformation, 

globalization has forced the wide-spreading of foreign influences in emerging countries 

turning the ownership of prestigious foreign brand a status sign for new middle-class 

members (Berger et al., 2017; Fletcher-Brown et al., 2017; Mishra et al., 2017). 

Despite being characterized by high potential growth and opportunities, 

investments in EMs also come with some obstacles. First of all, most of them are risky 

realities given the instability and uncertainty of their economies and politics. The 

economic insecurity is well depicted in the heavy currency fluctuations that occur in 

countries such as Brazil and India, which directly impact asset prices and causes 

additional costs in both exports and imports (Darrat & Hakim, 2000). Vergil (2002) 

claims that volatility causes reduction in export performance because it generates 

uncertainty and discourages local suppliers to expand internationally out of fear of 

being affected by profit variability. This is the reason why SMEs that export to emerging 

countries often use foreign exchange hedging instruments: findings from Shetty and 

Manley (2006) show that hedging strategies against currency risk do not help to 

improve the return outcome but help to reduce volatility of returns. 

The economy of EMs is also often penalised by political risk: tax increases, loss 

of subsidy, change of market policy or also war, are some of the common events in 

EMs, which can considerably alter the value of an investment portfolio. Diamonte et al. 

(1996) and Erb et al. (1996) have both found that political risk is a more important 

determinant in EMs stock markets compared to developed ones.  

There are also other practical entry barriers, such as logistic risk and intellectual 

property risk. The substantial geographic scale of many emerging countries renders 

the development of a good infrastructure and an efficient transport system very 

challenging. With 17 million square meters, Russia is the largest country on earth, while 
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China ranks fourth, followed by Brazil (5th) and India (7th). In some of these countries, 

for example Brazil and India, inefficiency, lack of infrastructure, high cost of shipping, 

poor road conditions, scarce rail connectivity, low port capacity, inefficient customs and 

corrupt border administration are only some of the issues. According to Harrington 

(2003) these problems can cause major limitations to the companies that want to 

export to EMs. Lastly, concerns related to the protection of intellectual property arise 

when exporting to EMs. Haley (2000) underlined correctly twenty years ago that 

inadequate and unclear legislation can make a company fall victim of counterfeiting of 

its patents, trademarks, industrial design and models and consequently have a 

negative impact on its image, a theory that is more relevant than ever in today’s 

environment.  

 

C. International market selection criteria for emerging markets 

The first and extremely crucial phase in the process of internationalization is the 

selection of the market in which to conduct the expansion. Since the process of 

globalization started, more than fifty years ago, and firms gradually began to run their 

businesses abroad, academic literature has started to analyse the field by trying to 

understand the reasons and the methods used by companies to select foreign 

countries. Yet, only in the past two decades has the research started to focus more on 

EMs and the intricacies related to their specific challenges.  

This section will first define the concept of market selection, then the selection 

criteria depicted in literature, and lastly how far these determinants are analysed with 

regards to emerging markets. 

 

Market selection 

The literature defines the process of international market selection (IMS) as “a 

decision process which involves narrowing down from a considered set of markets for 
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entry” (Reid, 1981). The boundaries of the set of markets from which the selection 

starts are not always clear, but in general it is considered to be the whole world except 

for the countries in which the firm is already present.  

Most of the research on IMS discussed in literature was, and still is, focused on 

the developed world. Gaston-Breton (et al., 2011) has presented a two-stage 

international market selection and segmentation model to identify the most suitable 

European countries for MNEs expansion. Head (and Mayer, 2006) has studied the 

Japanese firms' choices of IMS with regards to European countries and 

Hutzschenreuter (et al., 2014) for Germans MNEs. More recently, other authors have 

also focused on specific factors influencing IMS: Fuentelsaz (et al., 2020) has 

investigated the impact of informal institutional distance and formal institutions on IMS 

entry for mobile telecommunications MNEs while DeGhetto (et al., 2020) has studied 

the influence of the level of criminality and safety risk of a country in the decision of US 

based firms to enter in that specific market.  

Many authors have pointed out how IMS frameworks conceived for the 

evaluation of developed markets’ attractiveness fail to correctly assess EMs and their 

fast-changing economy and heterogeneous nature (Sakarya et al., 2007). In order to 

better appraise the features of these countries, modification of traditional IMS models 

has progressively been proposed by several researchers. As early as 1997, Cavusgil 

proposed an Overall Market Opportunity Index (OMOI) to assess EMs attractiveness 

based on 7 different dimensions: Market Size, Market Growth Rate, Market Intensity, 

Market Consumption Capacity, Commercial Infrastructure, Economic Freedom and 

Market Receptivity. Hoskisson (et al., 2000) then suggested to include a deeper 

analysis of the institutional environment given that governments and institutions have 

a greater influence in EMs and are often marked by institutional voids. Lately, Sakarya 

(et al., 2007) have stressed the importance of incorporate additional criteria such as 

the cultural distance and customer receptiveness and behaviour, which will be further 

discussed. Yet, the decision of whether to expand to an EM or not will still be influenced 

by internal firm factors such as the attitude towards risk, the orientation and experience 
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and the degree of control that the managers seek in the operations abroad (Sakarya 

et al, 2007). 

Building on the findings of Buerki (et al., 2014), who analysed the market 

selection criteria for emerging markets employed by French firms, and of Viswanathan 

(et al., 2019) who focused on IMS for Indian construction firms, this section will give a 

comprehensive view of all the variables considered necessary when evaluating foreign 

markets. Yet, some other relevant factors will be taken into account. The criteria can 

be divided in two groups: the ones concerning the environment (market-based) and 

secondly, those regarding the firm’s internal characteristics. The market-based criteria 

discussed are: market potential, institutional environment and political stability, cultural 

distance, geographic proximity industry competitiveness and client receptiveness. 

They move from the Market Based View (MBV) of the firm which states that the 

company competitive advantage originates from the characteristics of the specific 

market. Porter’s (1980) model is one of the most famous: he postulates five forces to 

consider when entering a market (competitive rivalry, supplier bargaining power, 

buyers bargaining power, threats of substitutes, threat of new entrants). On the other 

hand, the firm-based criteria analysed are: social capital, market orientation, 

experience and financial resources. They originate from the Resource Based View 

(RBV) which derives the firm returns and profitability from the specific firm capabilities 

and resources.  

 

Market based criteria 

a) Market potential: most sequential decision processes start with an initial screening 

of the markets, using the most accessible and low-cost secondary information 

offered by famous databases such as the World Bank or Passport (e.g. Cavusgil et 

al., 2004). Market potential is usually defined as the potential profits, sales, returns, 

etc that a company would obtain if investing in that specific market. Yet, the figures 

that managers use to estimate a country potential are numerous: from macro-

economic indicators to product-specific factors. Khanna and Palepu (2005) 
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suggested the use of factors such as: GDP, GDP growth rate, per capita income 

growth rates, population growth and composition, exchange rate and purchasing 

power parity. On the other hand, other studies (Wood and Robertson, 2000) have 

found that for some professionals, product specific factors are considered to be 

much more important than any macro-economic indicators. Lastly, even the 

Ghemawat’s framework (2003), mentioned previously, suggests companies to 

address aspects such as the economic distance when evaluating a potential 

country, which means collecting data about economic size, GDP, and income 

inequalities. 

Regarding emerging markets, Arnold and Quelch (1998) have drawn a formula 

that evaluates markets in which data access and availability are scarce. Often in 

these economies there are not reliable data on current expenditure levels or 

industry sales, therefore, the formula measures the relative scale of demand 

opportunity using population and GDP trend figures. 

Q	 = 	 (P + NP)	x	(Dev	GDP	– 	Adj	GDP) 

(Q = total market potential; P = national population; NP = new population, i.e., 

population growth in planning period; Dev GDP = average per capita GDP in 

developed markets; Adj GDP = GDP in the emerging market adjusted to 

purchasing power parity (PPP) level).  

This formula indicates market potential by relating national population to the 

difference in wealth between the emerging market and a developed-market 

average1. While this cannot be interpreted as an absolute measure of future market 

 
 
1 “This is particularly important in assessing emerging markets because of the “threshold effect,” the 

phenomenon in which disproportionately large increases in demand result from small increases in 

wealth as consumers pass thresholds of disposable income that trigger their ability to purchase 

additional goods, such as consumer durables, for the first time.” (Arnold and Quelch, 1998) 



 24 

size, it approximates a relative indicator, since it employs only information readily 

available on almost all countries. 

b) Institutional environment and political stability: the institutional environment 

strongly influences a company’s possibility of success in a foreign country. In order 

to evaluate the attractiveness of the institutional context, different indexes have 

been developed: the World Economic Forum’s (24.09.2010) Global 

Competitiveness Index (GCI), the World Bank’s (2011) Ease of Doing Business 

ranking and the Transparency International’s (2011) Corruption Perception Index. 

These indexes are calculated by taking into account and assessing different drivers 

that together define the competitiveness and quality of the institutions, ultimately 

providing each year a ranking of all the countries in the world. For illustrative 

purposes, the EODB (Ease of Doing Business Index) has been analysed along with 

some of the most applicable dimensions for some relevant EMs – the BRICs 

countries – in comparison to one of the highest wine-importing countries, Germany. 

The EODB presents results for two aggregate measures: the EODB score, which 

benchmarks economies with respect to regulatory performance on each EODB 

indicator and the EODB ranking, which allows to understand how much the 

regulatory environment has changed relative to other economies. Hence, in order 

to compare different countries, the EODB ranking will be taken into account. The 

index is composed of 10 different indicators: Starting a Business, Dealing with 

Construction Permits, Getting Electricity, Registering Property, Getting Credit, 

Protecting Minority Investors, Paying Taxes, Trading across Borders, Enforcing 

Contracts and Resolving Insolvency. As highlighted in Figure 1, Germany and the 

BRICs show substantially different ranking positions, revealing a sizable gap in the 

practical challenges potential investors face when expanding internationally. 
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Figure 1: EODB ranking for BRICs and Germany (2020) 

 

Source: World Bank EODB database (2020) 

Nevertheless, Khanna and Palepu (2005) showcased that the use of these indexes 

can be quite misleading: firm managers could neglect the underlying idiosyncratic 

problems of two seemingly apparent countries analysed through the scope of an 

institutional index result. As stated before, this is particularly relevant for EMs 

“because government and societal influences are stronger in these emerging 

economies than in developed ones” (Hoskisson et al., 2000). More precisely, in 

most cases EMs are affected by institutional voids (Khanna and Palepu, 2005): the 

lack of rules and protections is one of the major limits to firms’ growth in EMs. Thus, 

even though these indexes are not completely reliable and do not give a 

comprehensive view of the institutional environments of EMs, they should still be 

taken into account as a starting point when evaluating the host country, but an in-

depth analysis of the factors generating an index result should be investigated 

independently. This is why Ghemawat’s framework (2003) also includes an 

administrative dimension to take into account when crafting international strategies: 

weak institutions, corruption and lack of membership in international are some of 

the aspects that companies should evaluate. 

Strongly related to the institutional context is the political stability, given the risk 

and insecurity of exporting to a country with a difficult and turbulent political situation 
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which would not only affect the firm but also the economic growth potential of the 

country (Mody, 2004). Nevertheless, Robertson and Wood (2001) found that 

managers considered political risk less critical that market potential or the 

institutional context when selecting international markets.  

Lastly, the academic literature has claimed that one of the most relevant 

information for experienced managers is how firms are protected in patents: 

Akkoyunlu (2013) has shown the positive correlation between the level of patent 

protection and international trade, underlining how arguments about intellectual 

property rights are becoming the focus of trade agreements between countries. 

Different measures of Intellectual Property Rights (IPR) protection have been 

developed, both objective and subjective types. The commonly used objective 

indicators are the Rapp-Rozek index (1990) or the Ginarte-Park (GP) index (1997). 

The second one, considered more accurate, was also updated in 2008 by Park, 

and combines the different aspects of patent law in an index that varies between 

zero and five: the duration of protection, coverage, membership of international 

treaties, legal enforcement mechanisms and limitations on patent breadth. The 

metric was employed repeatedly in the literature: Maskus (2012) showed that after 

the TRIPS agreement, the index increased by over 100% in developing countries 

such as China, India, Egypt, Turkey, Thailand and Brazil. 

c) Cultural distance: a crucial aspect when expanding abroad is adapting to different 

culture characteristics. Hofstede (1980) has defined the cultural distance as the 

differences in a country’s legal system, incentives, administrative practices and 

working styles that increase an international company’s cost of integration. He 

created a framework, which has been confirmed valid and reliable (Kogut and 

Singh, 1988), to evaluate distance between nations using five different indicators: 

power distance, uncertainty avoidance, individualism/collectivism, 

masculinity/femininity and time orientation. Other measures were developed 

though always building on Hofstede framework. Kogut and Singh (1988) have 
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suggested an index composed of the scores in the five dimensions of the national 

culture to estimate cultural distance. Building on Kogut and Singh (1988) formula, 

Morosini et al. (1998, p. 144) conceived a multidimensional measure: 

 

where CDj, cultural distance for the jth country; j, country; I, cultural dimension; Iij1, 

Hofstede’s score on ith cultural dimension and and country one (j1); and Iij2, 

Hofstede’s score on ith cultural dimension and country two (j2). Lately, Malhotra and 

Sivakumar (2011) elaborated an equation to measure market attractiveness 

combining Hofstede’s dimensions and market potential. This study proposes that 

the impact of cultural distance on firms' selection of international markets is 

contingent on the market potential of the target country.  

Different studies have confirmed the relevance of cultural distance in the market 

selection process, because firms have less psychological barriers to cross when 

internationalizing to a culturally similar country, as it is easier to understand 

(Johanson and Vahlne, 1977; Nordstrom and Vahlne, 1994). Exporting to an 

unfamiliar and culturally distant market leads to perception of uncertainty (Vahlne 

and Wiedersheim-Paul, 1977; Nordstrom and Vahlne, 1994; O’Grady and Lane, 

1996), which shapes the so-called psychic distance. If cultural distance is an 

objective construct, measured by objective factors, psychic distance is a more 

subjective concept, which cannot be quantified by comparable indicators since it is 

based on perceptions (Evans and Mavondo, 2002). Researchers have found that 

EMs are particularly affected by psychic distance, given the degree of uncertainty 

that managers from developed markets perceive toward those countries 

(Papadopoulos and Denis, 1988). The CAGE framework (Ghemawat, 2003) 

incorporates the Cultural distance as well as a dimension to analyze: different 
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languages, ethnicity, religions, values are some of the aspects that should be taken 

into consideration. 

d) Geographic proximity: physical distance between countries is considered a 

determinant of market selections mainly because of the increased costs related to 

managing or exporting to a very distant country (Papadopoulos et al, 2002). The 

proximity to another country has been found positively correlated to the cultural 

similarity and this frequently leads to an increased probability of the firm expanding 

to a close country rather than a faraway one (O’Farrell and Wood, 1994). 

Ghemawat (2003) suggests to evaluate the Geographic distance in terms of 

physical distance, differences in time zones and climate, lack of land border, etc.  

However, researchers have found that this factor is more relevant at the beginning 

of the internationalization process and decreases over time (Terpstra and Yu, 

1988).  

e) Industry competitiveness: there are no clear-cut definitions of the competitive 

strength of a sector, but there is a consensus on the fact that it is a relative measure 

which needs to be compared to a benchmark. Industry competitiveness can be 

approached from an (i) intra-sector viewpoint, the strength of the same sector in 

different countries and or an (ii) inter-sector standpoint, the strength of the sector 

compared to other sectors in the same country (European Commission, 2018). 

Intra-sector competitiveness is only possible if there is trade, and is therefore 

measured with trade indexes, in order to evaluate the ability of a country specific 

sector to compete with the same sector in other countries. The Balassa index 

(Balassa, 1965) was one of the first to measure the comparative advantage 

between countries. By contrast, inter-sector competitiveness is more usually 

represented by the total factor productivity. Several researchers have suggested 

the importance of this key indicator in the process of IMS (Johanson et al.,1997). 

However, the traditional school of thought on the topic does not include this element 

since it considers it a more company or product specific indicator. Nonetheless, this 
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dimension should be taken into account when evaluating EMs, given that a general 

analysis of the country potential will not reveal the heterogeneity of the industries 

underlying it. In EMs some sectors can be very competitive even if the overall 

market indicates a low potential (Sakarya, 2007). 

f) Client receptiveness: the last market-related aspect that is lacking attention in 

IMS literature is customer attitudes towards foreign products. Authors have built 

different models that combined different dimensions of customer receptiveness, 

ranging from customer familiarity with a foreign country and product (Orbaiz and 

Papadopolous, 2003), to a more complex index based on the average growth 

import from a specific country (Cavusgil, 1997) and a multi-stage market selection 

model, that included the screening of the fit between customer preferences and the 

existing product or service (Johanson et al., 1997). A positive result in the client 

receptiveness measure can overcome the risk perceived when internationalizing to 

an EM. Even though traditional studies do not focus on it, most probably given the 

difficulty connected to data collection, the country of origin should be particularly 

taken into consideration in EMs, where the young customer base is very receptive 

towards foreign brands and business (Sakarya, 2007). 

Firm based criteria 

The idea that a company‘s decision to expand to a specific country is determined by 

internal factors instead of environmental ones derives from the Resource-Based View 

of the firm. This perspective conjectures that the competitive advantage of a company 

comes from its own resources (Penrose, 1959), and has considerably influenced the 

research on international business expansion. Brouthers’ (et al., 2009) contribution to 

IMS literature is remarkable: “the firm specific resources need to match with the host 

country in order to provide competitive advantage”. 

a) Social capital: the concept of social capital is well explained by Nahapiet and 

Goshal’s (1998): ‘‘the sum of the actual and potential resources embedded within, 

available through, and derived from the network of relationships possessed by an 
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individual or social unit […] social capital comprises both the network and the assets 

that may be mobilized through the network’’. Thus, social capital includes both a 

structural dimension, the network of relationships, and an economic aspect, the 

usefulness of such a network. The literature has attributed particular relevance to 

this firm resource especially for market selection and entry, because it provides 

market knowledge (Crick & Jones, 2000). Leonidou (2004), in fact, claims that the 

lack of information about the potential host country can constitute a major obstacle 

and may block the internationalization process of a firm. Along the same lines, Peng 

(2001) states that social capital embeds all the network and contacts with other 

firms and ties with foreign governments, which are considered an intangible 

resource and thus source of competitive advantage. This is particularly relevant for 

EMs entry where these kind of networks and relationships can help overcome the 

lack of institutions (Hoskinsson et al, 2000). 

b) Market orientation: the construct of market orientation is well defined by Kohli and 

Jaworski (1990) who state that a market-oriented firm is one which deeply engages 

in market intelligence, analyses and retrieves information regarding current and 

future customer needs, competitor strategies and actions, and that studies the 

technology and business environment. The literature defines market orientation as 

a firm specific factor, generating sustainable competitive advantage for the 

company (Hult, Ketchen, & Slater, 2005). The study of Zhou (et al., 2008) 

demonstrated the positive correlation between market-oriented firms and 

performance in an emerging market such as China. Market-oriented companies 

can overcome ‘‘the liability of foreignness’’ through learning (O’Grady & Lane, 

1996) thus they are more inclined in selecting culturally distant countries (He and 

Wei, 2011). 

c) Experience: the relationship between a firm’s international experience and 

successful market selection and entry has been extensively addressed by the 

literature. The Uppsala school considers that as international experience increases, 
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the more confident the firm becomes and therefore, more culturally distant host 

countries will be selected (Johanson and Vahlne, 1977; Wiedersheim-Paul, Olson 

and Welch 1978). Experienced firms tend to have more knowledge of international 

standards and requirements, more confidence of dealing with foreign legal systems 

or bureaucracy and ability to handle a diverse workforce (Chen et al., 2016). Thus, 

experience increases the ability of the firm to deal with uncertainties associated 

with foreign markets (Hermann and Datta, 2006). This is especially valid for EMs 

(Zhang et al., 2007) where the risk is higher and firm experience plays an imperative 

role. 

d) Financial resources: the possibility of the firm to commit resource to the 

international expansion can constitute an entry barrier especially in emerging 

markets, where the access to local capitals or bank loans is more difficult 

(Filatotchev et al., 1996). This is why O’Farrell and Wood (1994) have suggested 

that larger firms are more likely to engage in international operations than smaller 

ones. 

Figure 2: Summary of the IMS criteria and references 

Market based criteria References 

Market potential Cavusgil (et al., 2004); Khanna and Palepu (2005); Wood and 
Robertson (2000); Arnold and Quelch (1998); Ghemawat (2003) 

Institutional environment and 
political stability 

Khanna and Palepu (2005); Hoskisson (et al., 2000); Robertson 
and Wood (2001); Mody (2004); Ghemawat (2003); Akkoyunlu 
(2013); Maskus (2012) 

Cultural distance 

Hofstede (1980); Kogut and Singh (1988); Morosini (et al., 1998, 
p. 144); Malhotra and Sivakumar (2011); Johanson and Vahlne 
(1977); Nordstrom and Vahlne (1994); Vahlne and Wiedersheim-
Paul (1977); O’Grady and Lane (1996); Evans and Mavondo 
(2002); Papadopoulos and Denis (1988); Ghemawat (2003) 

Geographic proximity Papadopoulos (et al., 2002); O’Farrell and Wood (1994); 
Terpstra and Yu (1988); Ghemawat (2003) 

Industry competitiveness European Commission (2018); Balassa (1965); Johanson (et 
al.,1997); Sakarya (2007) 

Client receptiveness Orbaiz and Papadopolous (2003); Cavusgil (1997); Johanson et 
al. (1997); Sakarya (2007) 

Firm based criteria References 

Social capital Nahapiet and Goshal’s (1998); Crick & Jones, 2000); Leonidou 
(2004); Peng (2001); Hoskinsson et al. (2000) 

Market orientation Kohli and Jaworski (1990); Hult, Ketchen, & Slater (2005); Zhou 
(et al., 2008); O’Grady & Lane (1996); He and Wei (2011). 
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Experience 
Johanson and Vahlne (1977); Wiedersheim-Paul, Olson and 
Welch (1978); Chen (et al., 2016); Hermann and Datta (2006); 
Zhang et al., 2007 

Financial resources Filatotchev (et al., 1996); O’Farrell and Wood (1994) 

Source: Personal research and elaboration 

After having presented the academic literature on the internationalization process and 

on the expansion towards EMs in particular, illustrating benefits and obstacles 

associated to it, the concept of market selection and the IMS criteria for EMs were 

outlined. In this sense, the theoretical contributions on International Market Selection 

criteria allowed to build an initial framework of the factors that considered relevant in 

previous studies in the field.  

In the next section, an assessment of the wine industry at a global and Italian level will 

be carried out. Lastly, the study will focus on Emerging Markets in an attempt to 

appraise their potential attractiveness for Italian wine companies, applying the criteria 

previously gathered in the literature review.  

  



 33 

III. ASSESSMENT OF THE WINE INDUSTRY  

In this section an assessment of the wine sector will be put forward. First an overview 

at global level will be carried out, then the Italian wine market will be analysed in detail 

and lastly, the emerging markets attractiveness will be evaluated applying the IMS 

criteria previously discussed. 

A. Overview of the global wine industry 

The OIV report (2020) on the World Vitivinicultural situation provides a good starting 

point, sketching out an overview of the global and Italian wine production and 

consumption historical and recent patterns. The global area under vines (destined for 

the production of wine grapes, table grapes or dried grapes, in production or awaiting 

production) has reached 7.4 million hectares (mha) in 2019, with 5 countries 

representing 50% of the world vineyard (Spain 13%; China 11%; France 11%; Italy 

10%; Turkey 6%) 

The world vineyard has stabilized since 2016, mainly thanks to programs of 

restructuring and grubbing up of vineyards implemented in the EU, which stand for the 

fifth consecutive year at 3.2 mha. The current stabilization, however, hides 

heterogeneous evolutions in different regions of the world. 

Figure 3: Evolution of world area under vines in mha 

 

Source: adapted from the OIV 2020 report 
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World production of wine in 2019 is estimated at 260 million hectoliters (hl), a 

sharp drop of 35 million hl (-11.5%) compared to the exceptionally high volume 

recorded in 2018. Overall, after two consecutive years that can be defined as extremely 

unstable, 2019 brings wine production back to average levels, with Italy, France and 

Spain leading the way, as shown in Figure 4. 

 

Figure 4: Top 10 wine-producing countries (million hectolitres) 

 

Source: Mediobanca (2020) and OIV 

 

Global consumption is estimated at around 246 mhl. Since 2014, the trend has 

been towards a stabilisation or recovery in consumption in European countries, which 

have traditionally been consumers, as well as the development of new consumption 

poles, especially in Asia and USA. In fact, as of 2019 data, the United States confirms 

its position as the biggest global consumer country with 33 mhl since 2011, followed 

by France (26.5 mhl), Italy (22.6 mhl), Germany (20.4 mhl) and China (17.8 mhl), as 

shown in Figure 5. 
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Figure 5: Top 10 wine-consuming countries (million hectolitres) 

 

Source: OIV database (2020) 

Regarding wine trade, in 2019 the world market of wine exports, has 

experienced an increase compared to the previous year, both in terms of value, 

estimated at $35.7bn (+1.57%), and in terms of volume, with 105.8 mhl (+1.7%). 

Italy (21.6 mhl), Spain (21.3 mhl) and France (14.2 mhl) still hold the position of the 

main exporters of wine, accounting for more than 50% of the world volume in 2018, 

highlighted in Figure 6. 
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Figure 6: Top 10 wine-exporting countries (million hectolitres) 

 

Source: UN Comtrade Database 

Looking at countries wine exports in terms of value (Figure 7), in 2019 Italy 

($7.2bn) was still considerably outperformed by France ($11bn), testifying the 

existence of a significant room for improvement, starting from the average price of the 

bottle. 

Figure 7: Top 10 wine-exporting countries (US$) 
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Source: UN Comtrade Database 

On the other hand, regarding wine import, it is interesting to notice how the 

demand of foreign wine in Emerging Markets has increased in the last decade. Figure 

8 shows the aggregate value of wine import (in terms of value) of the two macro areas, 

Emerging Markets and rest of the world, in the last ten years. In particular, the analysis 

took into consideration the previously mentioned MSCI Emerging Markets, except for 

those ones in which the share of Muslims is higher than 60% and in which therefore 

the wine industry does not have significant volumes2. In 2019, the sum of total wine 

import of the Emerging Markets has attested at $5.5bn while for the rest of the world 

is estimated at $28bn, yet EMs’ wine import has experienced a growth of 160% in the 

last decade while the other countries of only 20%. 

Figure 8: Total wine import in the two macro-areas (US$ bn) 

 

Source: UN Comtrade database 

Looking more into detail, Figure 9 highlights how the largest wine importers in 

the world are still the US ($6.5bn), United Kingdom ($4.4bn) and Germany ($2.9bn) 

yet, among the Emerging Markets, China ($2.44bn) and Russia ($1.16bn) exhibits 

considerable values as well and also a remarkable growth in the last decade.   

 

 
 
2 The Emerging Markets considered are: Argentina, Brazil, Chile, China, Colombia, Czech Republic, 

Greece, Hungary, India, Indonesia, Korea, Malaysia, Mexico, Peru, Philippines, Poland, Russia, South 

Africa, Taiwan, Thailand 
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Figure 9: Total wine import in detail (US$ bn) 

 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 10 yrs 
% growth 

Annualized 
growth 

Emerging 
Markets 2,10 2,74 3,78 4,01 4,27 4,19 4,16 4,56 5,52 5,79 5,47 160% 10,0% 

China 0,46 0,80 1,44 1,58 1,55 1,52 2,04 2,36 2,80 2,86 2,44 435% 18,2% 

Russia 0,64 0,82 1,00 1,06 1,23 1,14 0,69 0,73 1,00 1,05 1,16 82% 6,2% 

Brazil 0,20 0,25 0,29 0,30 0,29 0,32 0,29 0,28 0,37 0,38 0,37 90% 6,6% 

Poland 0,18 0,20 0,23 0,22 0,26 0,26 0,23 0,25 0,29 0,35 0,33 83% 6,2% 

Mexico 0,14 0,16 0,19 0,19 0,22 0,23 0,22 0,24 0,25 0,27 0,27 88% 6,5% 

Korea 0,11 0,11 0,13 0,15 0,17 0,18 0,19 0,19 0,21 0,24 0,26 131% 8,7% 
Czech 

Republic 0,17 0,17 0,23 0,22 0,24 0,22 0,19 0,20 0,23 0,26 0,26 52% 4,2% 

Colombia 0,03 0,04 0,04 0,05 0,05 0,06 0,06 0,06 0,05 0,06 0,07 89% 6,6% 

Thailand 0,03 0,03 0,04 0,05 0,05 0,05 0,05 0,05 0,05 0,07 0,06 80% 6,1% 

Greece 0,04 0,03 0,04 0,03 0,04 0,04 0,03 0,04 0,04 0,05 0,05 29% 2,6% 
South 
Africa 0,02 0,02 0,02 0,02 0,03 0,03 0,03 0,03 0,03 0,05 0,05 206% 11,8% 

Philippines 0,02 0,02 0,02 0,02 0,02 0,02 0,03 0,03 0,04 0,04 0,04 161% 10,1% 

Peru 0,02 0,02 0,03 0,03 0,03 0,04 0,03 0,03 0,04 0,04 0,04 83% 6,2% 

Hungary 0,02 0,02 0,04 0,04 0,04 0,03 0,02 0,02 0,02 0,02 0,02 28% 2,5% 

India 0,01 0,01 0,02 0,02 0,02 0,02 0,02 0,02 0,02 0,03 0,02 136% 9,0% 

Chile 0,00 0,00 0,01 0,01 0,01 0,01 0,01 0,01 0,01 0,01 0,01 275% 14,1% 

Argentina 0,01 0,02 0,01 0,00 0,01 0,01 0,01 0,01 0,06 0,01 0,00 -44% -5,6% 
Rest of the 

World 24,1 24,8 28,3 28,0 29,5 29,7 26,5 26,2 28,0 29,9 29,0 20% 1,9% 

USA 4,19 4,46 5,05 5,31 5,49 5,60 5,62 5,79 6,17 6,45 6,49 55% 4,5% 

UK 5,04 5,11 5,53 4,90 4,96 5,04 4,54 4,08 4,11 4,37 4,42 -12% -1,3% 

Germany 2,89 2,78 3,34 3,14 3,47 3,42 2,80 2,80 2,92 3,16 2,95 2% 0,2% 

Canada 1,46 1,70 1,91 1,98 2,03 1,94 1,80 1,77 1,89 2,00 1,95 33% 2,9% 

Japan 1,08 1,17 1,33 1,57 1,58 1,64 1,49 1,50 1,62 1,69 1,81 68% 5,3% 
World 
total 26,2 27,6 32,0 32,0 33,8 33,8 30,7 30,8 33,5 35,6 34,5 26,2 2,8% 

Source: UN Comtrade database 

 

Data in volume illustrated in Figure 10 confirms the relevance of Germany, 

United Kingdom and US in the world wine trade. In 2019 they imported a total of 40.4 

mhl, or 38% of the world total. 
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Figure 10: Top 10 wine-importing countries (million hectolitres) 

 

Source: UN Comtrade (2020) 

 

B. The Italian wine industry 

The Italian wine industry is one of the most influential sectors of the agri-food industry3 

and one of the most traditional products of the Italian heritage, famous all over the 

globe for its excellence and high quality. The structure of the Italian wine sector is 

extremely complex but is characterized from a professional perspective by three 

different levels: grapes production, transformation of grapes into wine and bottling. It 

features 310,000 agricultural firms and almost 46,000 wine-making enterprise for a 

total turnover of €13bn (ISMEA, 2020). The sector is generally considered highly 

 
 
3 The agri-food sector includes agriculture, forestry and fishing together with the food & 

beverage and tobacco industries 
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fragmented with a high market rivalry: the Italian companies in the wine sector are 

mostly SMEs and family-owned. However, in more recent years a concentration 

process has been observed with the emergence of big shareholding companies that 

are either autonomous or depending on international groups.  

Moreover, depending on the activities, wine companies are generally of three 

different types: agricultural, industrial and cooperative wineries. The latter type of 

system is highly present in Italy, responsible of 58% of the total wine production. 

Cooperative wineries are also the most successful in terms of turnover and they show 

a strong export orientation. Mediobanca data confirmed the performance of 

cooperatives, reporting as best performing ones in terms of turnover, the groups 

Cantine Riunite-CIV (Gruppo Italiano Vini) with €630mln and Caviro with €329mln 

aggregate turnover, shown in Figure 11. As previously mentioned, Italian wineries 

account for a significantly high share of foreign turnover, in some cases almost the 

totality of their turnover: Botter at 93.7%, Farnese at 92.0%, Ruffino at 91.4%. Lastly, 

the production structure is also very differentiated at a territorial level, given the 

presence of different areas of origin which determine diversity in the quality of the wine. 

Figure 11: Top Italian wine-exporting companies 

 Total turnover o/w Foreign sales   

 2018 2019 %Var 2019 % of Total 
turnover Bottles sold Property 

CANTINE RIUNITE & 
CIV 612 630 2,9% 419,1 66,5% 211 623 000 cooperative 

of which: GIV - 
GRUPPO ITALIANO 

VINI 
388 406 4,6% 307,7 75,8% 84 823 000 cooperative 

of which: CANTINE 
RIUNITE & CIV 245 237 -3,3% 111,4 47,0% 126 800 000 cooperative 

CAVIRO 330 329 -0,3% 91 27,7% 71 541 574 cooperative 
PALAZZO ANTINORI 234 246 5,1% 154 62,6% 25 000 000 family owned 
FRATELLI MARTINI 
SECONDO LUIGI 214 210 -1,9% 180,8 86,1% 70 (million liters) family owned 

CASA VINICOLA 
ZONIN 202 205 1,5% 162,7 79,4% 50 900 000 family owned 

CASA VINICOLA 
BOTTER CARLO & C. 195 217 11,3% 202,9 93,5% 97 380 000 mixed 

CAVIT CANTINA 
VITICOLTORI 190 191 0,5% 152,2 79,7% n.d cooperative 

MEZZACORONA 188 187 -0,5% 106,4 56,9% 50 300 000 cooperative 
ENOITALIA 182 199 9,3% 156,3 78,5% 109 243 892 family owned 
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SANTA MARGHERITA 177 189 6,8% 126 66,7% 22 765 680 family owned 
ITALIAN WINE 

BRANDS 150 157 4,7% 123,5 78,7% 63 000 000 mixed 

Source: Replicated from Mediobanca, 2020 

According to the data collected by ISMEA, the total area under vines in Italy has 

increased, reaching 708 mha in 2019 (+1,0% compared to 2018), representing 10% of 

the global area under vines. 

Wine production accounts for 47,5 mhl in 2019 in Italy and has been quite stable 

in absolute value over the last years. However, when put into perspective with the 

vineyard surface area, it is noteworthy to mention that according to ISTAT, Italian 

viticulture used to cultivate 899 mha in 1998, while in 2019, there are 708 mha in 

production (about 26% less). In value terms, the Italian wine industry has reached 

€13.4bn total turnover in 2019 (+1.5% over the last year) representing the 10% of the 

agri-food industry total turnover. 

All the Italian regions participate in wine production, with very different 

contributions in quantitative terms, but also highly specific production specialization. In 

this sense Italy is one of the few nations in the world where wine production is 

distributed throughout the country. Different geographical characteristics, climate and 

soil conditions influence wine production and as a consequence, the types of Italian 

wine produced are different and the wine supply is extremely diverse and fragmented. 

Among the different wine regions, in 2019, Veneto positions itself as the first Italian 

producer, with 12.8mhl of wine produced. It is followed by Apulia (9.8mhl), Emilia-

Romagna (7.3mhl), Sicily (4.9mhl), Abruzzo (3.1mhl), Piedmont (2.6mhl), Tuscany 

(2.5mhl), Lombardy (1.7mhl), Friuli-Venezia Giulia (1.7mhl) and Campania (1.3mhl).  

Italy has gained its leadership and competitive advantage in the international 

arena not only in relation to the quantity of wine produced but more importantly 

regarding its inherent quality. The Italian wine sector is closely linked to the differences 

and peculiarities of the different territories which characterize the country. Each area 

has its own oenological heritage that provide an explanation for the richness and 

diversity of the Italian wine production industry.  
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The classification system made by the European Union based on the 

Geographical Indications allows to identify and protect the quality and the tradition of 

the wines, guaranteeing their uniqueness and origin. Besides certifying the 

geographical area of production, the program also aims to certify the unique production 

processes and methods used. In practice, distinctiveness of wine flavours are granted 

by the soil and the climate conditions of where it is produced, but also by the specific 

production process employed by producers. In this case, the higher quality of wines is 

connected to stricter rules governing wine production, such as space or time 

constraints on the cultivation of vines or the transformation of the wine, obligations to 

use precise techniques or organoleptic and chemical-physical controls that should be 

realized during the production process.  

According to the system, wines can be divided into different groups. First off, 

they can be divided into wines without Indication of Origin and the ones who have it. 

The first category identifies: I) Generic Wines, without indications of geographical origin 

or of grape variety used, and whose label only reports the colour of wine and II) Varietal 

or Vintage wines, generic wines whose labels make reference to the vintage and/or 

variety of grapes used (it must represent at least 85% of the total grapes used). The 

indication of the vine on label is limited only for precise varieties: Cabernet, Cabernet 

Franc, Cabernet Sauvignon, Chardonnay, Merlot, Sauvignon and Syrah.  On the other 

hand, wines with Geographical Indication are: I) I.G.P. wines (wines with protected 

geographical indication) and II) D.O.P. wines (wines with protected denomination of 

origin). Protected Geographical Indications and Protected Designations of Origin 

represent the quality assurance labels for Italian wines. Wines belonging to these 

categories have a higher quality and degree of typicality. Their higher value, in terms 

of quality, is determined by some restrictions related to the production process. In 

practice, I.G.P. and D.O.P. wines must be produced in accordance with strict rules 

listed in precise product specifications, explaining also that their higher value is 

reflected also in terms of costs. In general, indications of origin are perceived by 

consumers as a guarantee of precise wine-growing traditions, established within the 
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product specifications that producers are obliged to follow. Moreover, they represent a 

quality assurance, expressing a strict link with the territory and are subject to specific 

controls. These indications are therefore perceived by consumers as a guarantee that 

a specific wine will reflect the typicality of the territory where it is produced. 

The Italian excellence in the wine sector is demonstrated by the fact that 526 

types of wines with indication of origin are recognized (408 DOP e 118 IGT)4, while in 

France there are 432 and only 131 in Spain5. Production-wise, the specialization of the 

national industry towards products with a geographical denomination appears 

relatively clear. In fact, in 2018, I.G.P. wines accounted for almost 25% of total 

production, while D.O.P. wines represented more than 40% of total wine produced in 

Italy. Emilia Romagna (2.9mhl), Sicily (2.5mhl) and Veneto (2.2mhl) are the regions 

with the highest contributions to I.G.P. wine production. Regarding D.O.P. wine 

production, Veneto (8.8mhl), Piedmont (2.4mhl) and Tuscany (1.7mhl) were the best-

performing Italian regions in 2018 (ISTAT, 2020). 

Figure 12: Qualitative pyramid of wines related to the scheme established by EU 

(2009) 

 

 
 
4 https://www.federvini.it/studi-e-ricerche-cat/1478-siamo-primi-in-ue-con-299-prodotti-certificati-

dop%2C-igp%2C-stg 

5 https://winenews.it/it/in-europa-ci-sono-1582-vini-dop-e-igp-526-solo-in-italia_350446/ 
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Source: Federdoc (2020) 

Current wine consumption in Italy has dropped considerably compared to the 

1990s: from 65 litres per capita in 1998 to 35.6 litres per capita in 2018. The ageing of 

the population, attention to health and proper diet are the most important factors 

responsible for this general trend. Concurrently, as it happened in most developed 

countries, Italian consumers are becoming increasingly oriented towards quality wines, 

mainly for special occasions and events, rather than for daily consumption. This 

evolution is connected to a progressive reduction in the number of regular wine 

consumers (that is, those who consume wine on a daily basis) and to an increase in 

occasional consumers (wine consumption only for special occasions). The decrease 

in domestic consumption is one of the reasons why the main production companies 

have progressively redirected their efforts towards foreign markets in order to fill the 

behavioural trend generating an economic gap. 

 

According to ISTAT data about wine trade, in 2019 Italy occupied the 1st position 

in the ranking of world’s largest exporters by volume and the 2nd position by value. The 

Made in Italy agri-food sector stands out with its sizable export results, representing 

€44.6 bn in value in 2019, or 9.4% of total Italian exports, with an increase of 5.3% 

over the previous year. Concretely, wine is the product category which contributed the 

most to this result, with a €6.4 bn value representing 15% of the agri-food products 

export in 2019. In terms of value, Italy has improved its wine export performance over 

the years showing a constant growth: more than 64% increase over the last 10 years. 

In particular, the most successful products within the "wines and musts" sector were 

sparkling wines, with foreign sales increasing to almost €1.6 bn in 2019 (+4.5%), 

corresponding to a 25% share of the entire sector's export turnover, and still and 

sparkling bottled wines (+3.8%) for € 4.4 bn, or 69% of the sector. 

Italian wine trade has experienced major changes over the last decades. The 

majority of Italian exports in the wine sector used to be destined to European markets, 
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while nowadays, the European market represents only 49% (or €3.2 bn) of the total 

value of wine exported in 2019. Germany (€1 bn), United Kingdom (€0.8bn), 

Switzerland (€0.37bn), France (€0.2bn), Netherlands (€0.16bn) are the main 

destination markets for Italian wines in Europe, whilst exports to overseas countries 

have now reached €3.2 bn. The most important destination market is represented by 

the United States (€1.5bn). It is followed by Canada (€0.34bn) Japan (€0.18bn), Russia 

(€0.13bn) and China (€0.127) as highlighted by Figure 13. 

Figure 13: Destination countries for Italian Wine Export 2019 (by volume and value) 

         

Source: ISTAT, 2020 

 

C. Emerging markets consumers 

In this section, a deeper analysis of the potential attractiveness of Emerging 

Markets for Italian wine companies will be carried out. Starting out from the MSCI 

Emerging Markets list, which includes 26 economies (Argentina, Brazil, Chile, China, 

Colombia, Czech Republic, Egypt, Greece, Hungary, India, Indonesia, Korea, 

Malaysia, Mexico, Pakistan, Peru, Philippines, Poland, Qatar, Russia, Saudi Arabia, 

South Africa, Taiwan, Thailand, Turkey, and the United Arab Emirates), the highest 

potential countries for Italian wine import will be selected. It has to be noted that some 

of the listed countries are characterized by the predominance of the Islamic religion 

which does not allow alcohol consumption and therefore would not be interesting for 

Italian importers. Hence, they will be excluded from the analysis. In particular, the study 

will not take into consideration those countries in which the share of Muslims compared 
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to other religions with no alcohol restrictions, is higher than 60%. These are: Egypt 

(90%), Indonesia (87%), Malaysia (61%), Pakistan (96%), Turkey (99%), Qatar (67%) 

and United Arab Emirates (76%)6. 

The selection criteria will be retrieved from the ones previously analysed in the 

literature review. To take into account the granularity of Italian wine producers and the 

type of wine sold, a base distinction is set between (i) high-end wine sold by small-

medium wineries and (ii) low-end wine sold by medium-large cooperatives, with 

different criteria to be taken into account for each of them.  

First off, the relevant criteria for each of the two types of producer will be 

conjectured, allowing for identification of the most attractive countries among the 26 

MSCI Emerging Markets. Secondly, an analysis of the wine import trend of the selected 

emerging countries will be carried out in order to identify the most promising ones 

based on the chosen criteria. 

 

Identification of the criteria  

To accomplish this study’s objective, the main factors that influence the 

International Market Selection for emerging markets were identified and presented 

through the literature review. Nonetheless, given the peculiarity of the wine industry 

and the variety of the end product, the obtained criteria cannot be generalized for every 

company. In this sense, after having assessed the characteristics of the Italian wine 

industry, two main profiles unfolded: 1) small-medium private wineries producing high 

quality and higher priced wine and 2) medium-large cooperatives more focused on 

lower priced wine. The first category encompasses all the Italian wine companies 

owned by families, that generally carry out all the activities associated with cultivation 

and harvest of the grape and then fermentation and bottling of the wine without 

outsourcing. The price of the final wine bottle is generally higher, usually >10 € per 

 
 
6 CIA < https://www.cia.gov/index.html> 
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bottle. By contrast, the second profile entails the large wine cooperatives that collect 

grapes from small producers and then transform them into bottled wine, thus 

maximising economies of scale otherwise not achievable. Members are paid on the 

basis of what the cooperative earns from the selling. Generally, the average price is 

lower, from 1 to 3 € per bottle. 

Hence, in order to present a more realistic perspective, two different point of views will 

be adopted, and the attractive EMs will ultimately be selected according to the criteria 

appropriate for the specific category.  

Evidently, the criteria that will be addressed are market-based, given that firm-based 

criteria are inherently linked to each wine company – conjecturing about the latter 

would be little more than a series of assumptions. Secondly, several market based 

factors are equally relatable to both private wineries and cooperatives and will 

therefore not be analysed in depth. As an example, presence of a strong institutional 

environment, political stability, cultural distance or geographic proximity are all factors 

that will similarly influence the tendency of expanding to a specific country for both 

types of wine producers.   

 

Cooperatives selling low-end wine 

Theorizing that Italian cooperatives are more focused on selling low-end wine 

does not imply that this is to be generalized to all of them: for working purposes of the 

study it was deemed necessary to sketch two profiles and two different strategies. 

Some Italian cooperatives comprise many distinct wineries and therefore different price 

range products, but their large dimension and efficiency focus underline their high-

volume strategy. In order to be competitive in the international area, these players are 

forced to focus on cost strategies aiming to reduce structural expenditures (bottling 

plant, storage hall, marketing and sales efforts). Simultaneously, large cooperatives 

need to identify potential markets in which high quantities of wine could be bought.  

Hence, factors that will primarily be taken into consideration by these players 

when selecting potential new countries are 1) the population size (along with the GDP 



 48 

and derived GDP per capita), given the possibility of reaching a large customer base, 

2) an environment in which is possible to conduct business in a timely and efficient 

manner, which is well depicted by the Ease of Doing Business Index and 3) the amount 

of import tariffs, that inevitably lead to an increase in the final bottle price.  

Ranking the MSCI Emerging Markets provides us with the opportunity to evaluate the 

top countries by population size, and assess their GDP and GDP per capita. In this 

sense, Figure 14 shows the countries in which population is higher than 100 mln. 

 

Figure 14: MSCI Emerging Markets by population (2019) 

 Country Population (mln) GDP (US$ bn) GDP per capita (US$) 
1 China 1.397,7 14.342,9 10.261,68 
2 India 1.366,4 2.875,1 2.104,15 
3 Indonesia 270,6 1.119,2 4.135,57 
4 Brazil 211,0 1.839,8 8.717,19 
5 Russia 144,4 1.699,9 11.585,00 
6 Mexico 127,6 1.258,3 9.863,07 
7 Philippines 108,1 376,8 3.485,08 

Source: World Bank Database 
 

According to the World Bank data, China and India appear as the largest EMs, 

with China showing also a significantly higher GDP and GDP per capita compared to 

all the other countries of analysis. China’s ranking for these factors shows that the 

country could potentially be a fertile ground for the internationalization strategies of 

Italian wine cooperatives seeking a large customer base. Even though the other 

countries taken into consideration are outperformed by the two mentioned Asian 

economies, they are not less attractive in terms of population size, especially when 

compared to most European countries. However, Philippines will not be taken into 

consideration because of its relatively low level of GDP per capita that we can assume 

makes it less attractive in terms of purchasing power. 
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Consequently, the collected data allows to determine that EMs such as the ones listed 

in Figure 14 would be interesting targets for Italian wine companies pursuing a high-

volume strategy, excluding the three countries with low GDP/capita. 

Moreover, looking at Ease of Doing Business ranking and the most applicable 

dimensions for the MSCI Emerging Markets, we can assess the top countries in which 

Italian cooperatives will find a better institutional and regulatory environment. 

 

Figure 15: Top 10 MSCI Emerging Markets by EODB (2020) 

 
Economy 

Global 
EODB Rank 

Paying 
Taxes 

Trading across 
Borders 

Enforcing 
Contracts 

1 Korea 5 21 36 2 

2 Taiwan 15 39 61 11 

3 Thailand 21 68 62 37 

4 Russia 28 58 99 21 

5 China 31 105 56 5 

6 Poland 40 77 1 55 

7 Czech Republic 41 53 1 103 

8 Hungary 52 56 1 25 
9 Chile 59 86 73 54 
10 Mexico 60 120 69 43 

Source: World Bank EODB database (2020) 

Lastly, a relevant factor to take into account is the percentage of import tariffs on wine. 

In some countries, the level of taxation on wine is still extremely high, causing 

significant frictions in the wine trade. The complexity and the quantity of the existing 

tariffs represents a trade barrier by itself, calling for a careful analysis when calculating 

and comparing them between countries. In this study, as previously done in the 

academic literature (Dal Bianco et al., 2015), tariff barriers for bottled wines7 were 

 
 
7 Bottled wine is universally associated to the HS code 220421, corresponding to “wine of freshgrapes 

(other than sparkling wine) and grape must with fermentation prevented, etc. by adding alcohol, 

containers of not over 2 l” 
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calculated by considering the most favoured nation (MNF) tariffs, chosen as a 

reference for national tariff levels, which can be found in the World Trade Organization 

database. Hence, in Figure 16, a summary of the current MNF% tariff on wine for the 

MSCI countries is provided, illustrating the ones in which the tariff is lower than 10%. 

 

Figure 16: MNF tariff (%) on wine for EMs countries in 2019 

 Country MFN tariff (%) 

1 Peru 2,4 
2 Colombia 4,8 
3 Chile 5,6 
4 Philippines 6,1 
5 Mexico 6,6 
6 Russia 6,7 
7 Taiwan 7,1 
8 China 7,6 
9 South Africa 8,1 

 
Source: World Trade Organization, 2020 

 

Small private wineries selling high-end wine 

As shown by the ISTAT and Mediobanca analysis (Figure 11), Italian small and private 

wineries are focused on the production of premium and high-quality wine, which is 

consequently sold at a much higher price. This is reason why the strategy adopted by 

these producers should be focused on finding high quality buyers and partnerships 

rather than a large customer base with limited purchasing power. In this sense, these 

type of wine companies won’t probably seek highly populated countries as 

cooperatives do but will be more interested in emerging countries characterized by the 

presence of individuals that can afford these types of products. In order to evaluate 

such aspect, a representative index is the score of High Net Worth Individuals (HNWI), 

a metric commonly used in the luxury and finance sector. The HNWI identifies the 

number of people per region whose total personal net worth, excluding residential 
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property, exceeds one million dollars, according to the definition of Capgemini-Merrill 

Lynch.  

In the last World Wealth Report, nine out of the twenty-six MSCI emerging markets 

were included in the top-25 HNWI-population markets: Brazil, China, India, Korea, 

Russia, Taiwan, Thailand (and also the previously excluded Indonesia and Saudi 

Arabia). These EMs represent attractive realities for small private wineries aiming to 

sell their premium wine abroad. In particular, China ranked 4th globally among the 

HNWI-population markets, outperforming many developed and wealthy countries, 

such as France, UK, Switzerland and Canada. This result should drive the attention of 

premium wine producers towards these exceptionally promising countries. 

Figure 17: HNWI population by country, 2018-2019 

 

Source: World Wealth Report 2020 

 

Following these considerations, it has to be noted that the individuals with a high 

purchasing power in Emerging Markets are not only the High Net Worth Individuals, 

but also international tourists that every year spend their vacations in these 

increasingly famous countries. Undoubtedly, these people are the same that will 

populate the luxurious hotels and restaurants of the country, that probably expanded 
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their offer of beverages taking into account the presence of international tourists and 

will therefore offer a minimum range of imported wine. 

In this sense, the annual presence of international tourists can be taken as a proxy 

indicator of tendency of the country to import high-end wine. In the following table 

(Figure 18) the ranking of the Top 10 Emerging Markets for international tourists 

inbounds8 is provided. 
 

Figure 18: Top 10 Emerging Markets for international tourists inbounds (mln) 

 Country International tourists (2018) 

1 China 63 
2 Mexico 41 
3 Thailand 38 
4 Greece 30 
5 Russia 25 
6 Poland 20 
7 Hungary 18 
8 India 17 
9 Korea 15 
10 Czech Republic 11 

Source: World Trade Organization, 2020 

 

Emerging markets and wine import 

After having identified the relevant criteria for the two categories of Italian wine 

producers, several emerging markets show potential in different criteria aspects. 

Regrouping these considerations in order to assess and compare them altogether is 

essential to define promising target countries.  

 
 
8 International inbound tourists (overnight visitors) are the number of tourists who travel to a country 

other than that in which they usually reside, and outside their usual environment, for a period not 

exceeding 12 months and whose main purpose in visiting is other than an activity remunerated from 

within the country visited. When data on number of tourists are not available, the number of visitors, 

which includes tourists, same-day visitors, cruise passengers, and crew members, is shown instead. 
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With regards to the low-end wine criteria, selection was made for 1) countries 

with a population size >100mln, 2) countries that are in the first 40 in the global ranking 

of Ease of Doing Business, since as reported in the last Doing Business report, many 

countries in the first top-30 cohort are from the OECD high-income group, and lastly 3) 

countries with less than 10% of MFN tariff on imported wine. 

Regarding the high-end wine criteria, we consider 1) the nine EM countries that 

score in the HNWI individuals ranking and 2) countries with more than 20 mln annual 

tourists inbounds.  

Furthermore, in order to appraise the current size and state of the market, data about 

the import wine was collected from the UN Comtrade database, highlighting for each 

country the total wine imported, the Italian wine share, and the percentage variation of 

the two values over the last year (2019-2018). This allows for elimination of countries 

with relatively low wine imports, when considering suitability for the low-end wine 

segment, given the necessity of a critical market size for their business model. 

A summary of the selected countries according to the above-mentioned criteria is 

provided along with the measures of the imported wine in Figure 19. 

Figure 19: Summary of the criteria and selected Emerging Markets 

 Low-End Wine High-End Wine Global 

Country Pop EODB Tariffs HNWI Tourists Tot Import 2019 
(US$ mln) 

% Italian 
Import 
2019 

Tot 
import 
5yrs 

growth 

Italian 
Import 
5yrs 

growth 
Argentina      4,56 5% -10% 44% 

Brazil x   x  371,62 11% 15% 5% 

Chile   x   11,39 29% 23% 123% 

China x x x x x 2444,67 6% 61% 50% 

Colombia   x   65,84 6% 9% 63% 
Czech 

Republic 
     256,83 22% 15% 26% 

Greece     x 54,16 39% 34% 28% 

Hungary      24,59 41% -23% -48% 

India x   x  21,74 9% 11% 6% 

Korea  x  x  259,25 14% 42% 27% 

Mexico x  x  x 246,30 17% 8% 32% 

Peru   x   37,47 13% 2% 5% 

Philippines x  x   44,03 7% 77% 46% 

Poland     x 333,09 25% 28% 44% 
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Russia x x x x x 1161,24 13% 2% 1% 
South 
Africa 

  x   52,02 11% 84% 105% 

Taiwan  x x x  n.a. n.a. n.a. n.a. 

Thailand  x  x x 59,23 21% 12% 47% 

Source: Elaboration from the World Trade Database and UN Comtrade 

 

As shown in Figure 19, certain countries prove attractive for both categories of 

wine producers: China and Russia stand out immediately for their total wine import 

value ($2.4bn and $1.1bn) but also for satisfying all the other considered criteria. The 

two countries can be considered promising even when looking at a global level, given 

that they rank 4th and 6th respectively in 2019 for imported wine in terms of value 

(Figure 9) and 5th and 7th regarding wine consumption (Figure 5). 

Regarding high volume producers, the countries that could be fertile ground for 

an international expansion according to the selected criteria are China, Mexico and 

Russia, since they meet at least two out of the three criteria mentioned (population, 

EODB, tariffs). The first criteria relating to population size is considered discriminatory 

given the importance of scale for low-end wine producers. In addition, all these 

mentioned countries have observed a positive growth in imported wine both globally 

and from Italy. 

On the other end, regarding high end producers, countries of significant interest 

identified with the analysis are noticeably China, Russia and Thailand given that they 

meet both the two criteria (HNWI and tourism). Yet, economies that present HNWI 

should be monitored closely given not only their high purchasing power but also their 

general pattern in consumer behaviour: a price threshold that creates the perception 

of a premium brand is often a factor that leads them to the purchase. Rare vintage 

wine, limited edition spirits or exclusive advisory services are only a few of the products 

desired by HNWI according to studies by Nielsen (2020). In this sense, Italian high-

end wine producers would be able to find receptive clients when targeting these 

sophisticated consumers. Even these economies show promising trends regarding 

total and Italian imported wine, calling for further investigations. 
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When assessing the Italian wine import data for the subset of countries, Czech 

Republic and Poland present certain characteristics regarding the size of the market 

and its growth potential which warrant inclusion in the selection. The fact that the initial 

selected criteria did not necessarily suggest the incorporation of these countries sheds 

light on the fact that some criteria may not be fundamentally apparent when 

approaching the matter from a theoretical angle. 

 

Considerations and need for further analysis  

Through the selection of relevant IMS criteria for the two profiles of Italian wine 

companies it has been possible to identify potential economies, among the 26 MSCI 

Emerging Markets, for the international expansion. Though, the analysis was subject 

to some limitations such as, for example: 1) lack of data regarding imported wine in 

countries as Taiwan, 2) the complexity of the wine market’s regulatory framework, such 

as the presence of different tariff and taxes system in each country and 3) the 

subjectivity of the chosen criteria.  

Moreover, many emerging markets, with an incredible potential for development, are 

still hampered by factors such as lack of wine knowledge, climate but also trade 

restrictions and uncertainties in the economic and bureaucratic environment. As a 

result, a quantitative analysis based on theoretical hypothesis might not be sufficient 

to determine the future attractiveness of these countries for these specific producer 

categories, which justifies the need for data that is closer to the actual concerns and 

trends of market participants. In this sense, the study will provide an empirical analysis 

in order to confirm the adequacy of the selected criteria and emerging markets. 

 

D. Research question  

After having presented a literature review defining the internationalization process 

and the International Market Selection criteria, a relative lack of research on Emerging 

Markets was highlighted.  
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The studies on firms’ internationalization and their IMS decisions are more 

focused on developed markets (Gaston-Breton et al., 2011; Head and Mayer, 2004; 

Hutzschenreuter et al., 2014; Fuentelsaz et al., 2020; DeGhetto et al., 2020), probably 

also due to the easier access and availability of reliable data on those realities, which 

allows for a better appraisal of their attractiveness.  

Moreover, the wine sector in particular has been mostly investigated in literature with 

regards to its particular structure (Köhr et al., 2018) and competitiveness (Galati et al., 

2017; Crescimanno et al., 2014; Fortunas et al., 2007), the entry modes and marketing 

strategies adopted in foreign countries (Bretherton et al., 2001; Hanf et al., 2017; Da 

Silva et al., 2020; Vrontis et al., 2011), the determinants of the choice of pursuing an 

internationalization path (Olmos, 2011). But despite the increasing attention to the wine 

sector giving the high level of wine trade at a global scale, few studies have attempted 

to understand the factors influencing the IMS for emerging markets for wine 

companies. 

Hence, the existing literature revealed few gaps: a generalization among sectors or 

countries of IMS criteria, with a correlated relative lack of research on IMS criteria for 

emerging economies and limited studies on IMS criteria for wine companies.  

In order to contribute in filling the research gap, this study analysed the IMS process 

and criteria and their impact in the wine sector, distinguishing the positive or negative 

influence and their relative order of importance for Italian wine companies concerning 

EMs selection. The research focused on the Italian companies in order to shed light 

on a geographic context that has not been extensively studied in the IMS literature 

compared to other countries, by pre-setting a division in two main categories: high-end 

and low-end wine producers. The data collection process will aim to validate this 

distinction and the criteria discussed in the literature review and finally confirm or infirm 

the potential of the selected target markets. 
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IV. RESEARCH METHODOLOGY 

In recognition of the previous contributions to the knowledge of IMS, it should be noted 

that less attention has been given to the identification of critical factors influencing the 

wine companies’ decision in selecting specific markets in their expansion journey.  

This section will present the methodology that allowed to study this gap in the literature 

and created academic knowledge on the international market selection in the wine 

sector, with particular focus on the EMs. Firstly, the type of research approach 

implemented will be explained and discussed; secondly, the data collection procedure 

will be laid out; lastly, an explanation of how the result are going to be exploited will be 

carried out. 

 

A. Research approach 

The hypothesis underlying this research is that, even if finding academic knowledge or 

data on IMS in the wine sector and especially EMs is very difficult, there are many 

professionals that have been working in this industry in Italy for a long time that can 

provide more understanding of the topic. The absence of quantitative data calls for a 

more experimental and direct approach: in-depth semi structured interviews, one of 

the most important tools of qualitative methods. With this approach, it has been 

possible to address all the topics and issues regarding IMS and the selection criteria 

discussing them directly and in detail with entrepreneurs of the wine sector, adopting 

the companies’ perspective. This qualitative approach has been fundamental to better 

evaluate, contradicting or confirming, the existing literature on the topic. The use of 

semi structured interviews in particular, allowed flexibility and access to concealed 

information (Qu and Dumay, 2011), while the open-ended questions allow the 

respondents to digress more on topics they had more knowledge about or directing the 

dialogue towards themes that otherwise would have not be considered relevant. I refer 

in particular to the Creswell and Plano Clark (2006) guidelines for the design of 

qualitative studies which provide a clear summary of the characteristics of this research 

method, detailed in Figure 20. 
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Figure 20: Characteristics of interviews as a data collection method 

 

Source: Creswell and Plano Clark, 2006 

 

B. Data collection procedure 

In this study, the data collection procedure has been designed in order to ensure 

validity of the research and to create academic knowledge. 

As previously mentioned, the people selected for the interviews are 

professionals working in the wine sector, more specifically, they cover the role of export 

manager in a wine company. A list of the Italian wine companies has been established 

and an examination of their websites has been done in order to select companies which 

conduct part of their business in the international market. Then, the companies and 

more specifically export managers or the foreign sales representatives were contacted 

in order to gain knowledge on the process and the criteria used in the IMS, especially 

regarding the EMs. As previously mentioned, the Italian territory is characterized by 

more than 46.000 wineries (ISMEA, 2020) of which 21 with a turnover of more than 

€100 mln. Thus, in order to give a comprehensive view, enterprises of different sizes 
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and long-lasting success have been contacted, as shown in Figure 21. The diversity 

of the contributors is also highlighted in the principle of saturation of Charmaz (2006). 

He claimed that sampling should stop once all the different categories are saturated, 

i.e. the interviews should stop once the additional data does not bring any new 

information on the topic.  

Figure 21: Contributors to the study (all Italian companies) 

  
Type of 

contributor 
Type of 

company 
Revenues 

(€) 

Foreign 
revenues 

(%) 

Average 
bottle price 

(€) 
#1 Export Manager - Italy Cooperative > 400 mln 75% 2 - 4 

#2 Sales Director – Asia and 
Eastern Europe Cooperative > 200 mln 78% 1,50 - 3 

#3 Sales Director – Worldwide 
Export 

Family 
owned > 65 mln 77% 20 - 50 

#4 Export Manager – North 
and South America 

Family 
owned > 40 mln 85% 15 - 20 

#5 Sales Representative – 
America 

Family 
owned > 28 mln 98% 20 

#6 Sales Director – Worldwide 
Export 

Family 
owned 5 -10 mln 55% 10 - 30 

#7 Partner Family 
owned 1 - 2 mln 60% 15 - 40 

Source: Personal elaboration 

 Companies were contacted in September, a period of the year entailing tight 

schedules due to grape harvesting. However, professionals working in the Italian wine 

industry were very open and were used to explain the peculiarities of their businesses 

to interested people, therefore it was possible to have access to a wide array of profiles. 

Regarding the setting, due to Covid-19 restrictions, the interviews had to be carried out 

on the phone. However, it turned out to be more efficient than meeting at a bar or in 

an office, given the frenetic period for the contributors, but also avoiding bias of meeting 

in person or the noise of public places. The interviews lasted from 30 to 60 minutes for 

each participant and they followed a semi-structured approach. As already stated 

before, the open-ended questions allowed creative discussion: the questions did not 

seek to be exhaustive but to animate the respondent to ask follow-up questions and 

stimulate his line of thoughts. Deviating from the standardized question list turned out 
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to be a source of invaluable insights and made possible understanding some finer 

aspects of the research questions. 

When preparing the interview guidelines, different aspects had to be taken into 

account. The different profiles of the contributors, holding the same type of position but 

in companies of very different sizes with different level of expertise on the subject, 

justified the construction of a funnel interview. Narrowing down the questions as the 

interview proceeded, allowed a comprehensive understanding of the background, 

experience and perspective of the respondents, so that it was possible to consider 

these aspects when exploiting the data.  

The participants were contacted through different channels: direct phone calls to the 

companies, professional contacts providing information, individuals mentioned in 

articles and websites related to the wine industry. 

 

C. Exploitation of the data in the study 

Regarding contributors, 7 people have been interviewed. The interviews were 

made in English and Italian. The initial project of transcribing the full interviews in this 

dissertation was excluded. Firstly, for confidentiality reasons and to preserve the 

privacy of the participants; secondly, because of the nature of the interviews, which 

lasted from 30 to 60 minutes and sometimes followed a relatively informal and relaxed 

discussion, source of interesting highlights and new point of views. Lastly, this decision 

has been made in compliance with the research ethics committee at FGV (CEPH/FGV) 

in researches involving human beings, assuring the privacy of the contributors.  

Once all the data and information were collected, the process of analysis 

consisted in going through the notes, grouping the common themes and constructing 

structured answers. The process revealed convergences and divergences of opinions 

regarding certain topics, challenging the literature review previously found on the topic. 

Finally, interpretation was sometimes needed when building upon the themes 

encountered and consequently additional individual research was required. 
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V. DISCUSSION OF THE RESULTS 

The following section will provide an analysis of the findings obtained through 

the interviews, grouped by common themes and compared with the remarks made in 

the literature review and in the assessment of the wine industry, with the aim of 

providing a comprehensive view of the international market selection criteria adopted 

by Italian wine companies when addressing emerging markets. In this sense, the 

section will first lay out the considerations of the respondents about the 

internationalization process in the wine market and the entry modes strategies 

generally adopted, exemplifying the differences between developed countries and 

EMs.  

Subsequently, the study presents an assessment of the IMS criteria taken into 

account by Italian wine companies when expanding to EMs, comparing them with the 

ones proposed by the academic literature and analysed in the assessment of the wine 

industry section. The criteria will be split between market-based and firm based factors 

as in the literature review, and they will be presented according to their importance for 

the interviewed contributors. Variation in IMS criteria will then be analysed according 

to the specific contributors’ characteristics, which will allow for comparison with the 

initial distinction framework that was set in the EM analysis between low-end wine and 

high-end wine. 

 

A. Considerations on the wine market 

Before presenting the IMS criteria gathered from the contributors, some 

clarification about general market entry modes mentioned by participants are detailed 

in order to give a better surrounding image of the internationalisation process of Italian 

wineries. The first basic option, more relevant to low-end wines entails referencing a 

product abroad through major distributors and large-scale retail outlets. This type of 

entry mode was mentioned by Contributor #1 and #2 who, being representatives of 

large cooperatives, stressed the importance of providing a distribution channel through 

which high sales volumes are granted. This consideration contrasts strongly with the 
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affirmations made by Contributor #4 and #3 whose products are higher quality wines, 

and therefore rely significantly on hotels, restaurants and catering to market their 

production, given the clear patterns in consumption behaviour of wine drinkers. In this 

sense, Contributor #4 focused on a premium red wine, namely mentioned that 

supplying two to three upscale restaurants of a major city in Brazil was more than 

enough to activate an import channel. Besides normal consumption of this niche wine 

at dinner, these customers also have the opportunity of supplying themselves later on 

with the product through specific agents. As confirmed by all the Contributors 

representing family owned wineries, the appointment of exclusive agents is generally 

a common step for such importers, with access to a pre-existing network of distributors 

and customers. This is also a major benefit that these contributors found in the use of 

importers in emerging countries: in such complicated realities, importers generally take 

upon themselves more risk in the value chain, being subject to paying imported goods 

in advance, given the higher country-related transaction risk. 

In parallel, most participants, both cooperatives and family owned wineries 

representatives, highlighted the importance of digital distribution channels in order to 

adapt to the specificities emerging markets sometimes pose. As an example, 

Contributor #4 mentioned that long before business adaptations resulting from Covid-

19, it was commonplace in Brazil to receive catalogs, promotions, and order wine 

through Whatsapp directly to their house. Lastly, Contributors representing both types 

of wine companies highlighted that, further along the internationalization growth path, 

once firms reach critical size they usually aim at the establishment of wholly owned 

subsidiaries, namely justified by reasons such as market potential, customer proximity 

and adaptability to preferences, tax breaks. Participant #1, representing an Italian wine 

conglomerate, underlined the cruciality of having direct subsidiaries in China and 

Japan, in order to protect their wine labels more efficiently, which are often subject to 

intellectual property theft by counterfeit wine producers. 
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B. IMS Market based criteria for emerging markets 

While the described factors are focused on emerging markets, it appears 

relevant to mention beforehand that the quasi-totality of the participants from the Italian 

wine industry consider the European geographic zone to be practically a domestic 

market. This is the case for different reasons, primarily for its proximity which drives 

down costs such as transport and taxes, while allowing an easier understanding of 

market determinants in each country.  

 

Competitivity of the industry and receptivity of the client 

The first factor that has been mentioned by contributors was the competitivity of 

the industry, being the most important criteria taken into consideration when expanding 

internationally. Participants claimed that generally industry-specific data points are 

monitored. Some metrics which were frequently mentioned were the total annual 

imports of wine, the average price tag of an imported bottle and the estimated split of 

domestic/imports in wine consumption. 

When assessing the different opportunities among emerging markets, some 

producers (contributor #1 and #2) highlighted the fact that BRICs, with their sheer size, 

represented attractive opportunities for lower-priced wines given their sizable customer 

base. In practical terms, this means capturing a minuscule part of an immense market, 

such as India or China, the latter being all the more appealing given its more robust 

middle-class with greater buying power. 

Furthermore, some producers of high-end wine (contributor #4 and #3) stressed 

the importance of a tourism industry in a target country when discussing the potential 

of wine sales in the channel regrouping hotels and restaurants. Countries such as 

Thailand and Mexico were referred by them as likely to attract experienced customers 

with above-average purchasing power through these channels, given their high share 

of GDP accountable for tourism and substantial annual influx of travellers. 
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Institutional environment, political stability and bureaucracy/taxation 

After assessing the initial potential of a country through wine market-specific 

metrics, the second pivotal factor that wine producers take into account is the broader 

institutional context, generally heavily tied in emerging markets to the political realm. 

Participant #7 namely spent months building a relationship and opening up an export 

channel to Colombia, only to see a new law being passed by Congress, heavily related 

to political squabbles, making it impossible to pursue the venture. 

As mentioned by other interviewed contributors (#1 and #2) focused on the 

LatAm region, Brazil provides an illustrative example of some of the more operational 

issues, as a prohibitive taxation system strongly hampers wine producers’ ambitions. 

The level and quantity of tariffs on wine imports force producers to select cheaper 

entry-level wines in order to remain competitive pricing-wise for the end customer. 

Moreover, Brazil’s intricate and extensive regulation constrains producers in terms of 

registering the wines to MAPA (Ministry of Agriculture, Livestock and Supply), a lengthy 

procedure, or labelling them in Portuguese with ample detailing. 

These examples warrant the common use of certain security-related business 

involvements, such as insurance subscription and requirement of advance payments, 

mentioned by contributor #1, #2 and #4, which help mitigate problems arising from 

broader institutional risk and voids in emerging countries. 

 

Cultural distance 

Surprisingly, many participants representing private wineries but also 

cooperatives, underlined that with respect to certain elements, geographic distance 

was not synonymous of cultural distance. As an example, contributor #7 explained that 

even though export to China requires a competent importer speaking Chinese and with 

local knowledge, the actual business culture was somewhat comparable to Italy. 

Negotiation behaviour in both countries apparently seem more turned towards the 

informal side, with salesmen or importers appreciating meeting for lunch or dinner to 

discuss business points. This contrasts with the affirmations of contributor #2 who 
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mentioned that when conducting deals with Anglo-Saxon or Germanic countries, the 

habits lead to focusing directly on data and key business points at an office in a formal 

setting. 

Another interesting fact that was mentioned by contributor #3, export manager 

of a private winery who sells high premium red wine, was that cultural distance and 

lack of wine knowledge could paradoxically be fertile ground for business development 

in emerging markets. This is the case in countries such as Brazil, where high income 

disparities encompass a segment of wealthy customers with a strong interest in foreign 

products and the desire to constitute a collection of wines in order to acquire a social 

status.  

 

Counterfeiting issues and protection 

Contributors regularly mentioned some practical aspects that sometimes may 

represent an obstacle when exporting to Emerging Markets. As mentioned beforehand, 

some Asian countries present an elevated risk of wine fraud, or intentional mislabelling 

of cheaper wine bottles with recognized brands. In China, wines are required to be 

trademarked, which implies local translation of the brand name for local consumers to 

identify the product. This entails determining a valid and qualitative trademark in 

Chinese, to not fall subject to other parties filing a phonetic translation of the brand in 

Chinese characters before registering it in roman alphabet.  

These concerns are exacerbated by the fact that patenting a label such as in 

Europe with the certificates of origin or DOP appellations is rendered much more 

difficult by local regulatory and market constraints. This explains why some companies 

once they grow in size and internationally, find value in opening physical subsidiaries 

in some countries which, as mentioned by contributor #1, provides the added value of 

being closer to the market, having a more structured relationship with local authorities 

and better legal protection.  
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First mover advantage 

Finally, a final thought-provoking idea that was mentioned in interviews 

regarding market criteria for expansion to emerging markets concerns the 

circumstances when producers are able to structurally shape a market through 

consumer tastes when penetrating it before anybody else. This was explained by 

participant #3 who named the case of French wine producers who moulded Chinese 

consumers’ preferences to Bordeaux wine, rendering the broadening of the market to 

white wine or prosecco extremely challenging, despite the latter gaining in popularity 

worldwide over the last years. Contributor #7 on the other hand mentioned how with 

his company he found very receptive consumers in Vietnam, being them generally 

fonder of red wine, considering colder wines such as white or sparkling to be closer to 

soft drinks taste-wise. 

 

C. IMS firm based criteria for producers addressing emerging markets 

The importance of networks 

Respondents emphasized as first critical factor the significance of qualitative 

partnerships with foreign importers, distributors and agencies, in order to maintain 

proper brand image and economic performance of their wine in targeted countries. 

Participant #4 namely mentioned problems arising from marketing their high-end wine 

in Brazil, where selecting restaurants with competent sommeliers was crucial in order 

to have their brand image conveyed accurately to the end customer. In this sense, 

market knowledge and the possession of good contacts in the industry was of 

paramount importance to the participant and his company when considering emerging 

markets due to the lack of a reliable institutional and legal framework.  

From the same perspective, respondents (#5 and #6) underlined that one of 

their main initial sources of information when considering a new target market was 

informal discussions with colleagues or the competition. Understanding the tangible 

attractivity of an emerging market through this method appears all the more 

appropriate given that these countries generally suffer from a lack of available market 
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information and up-to-date data. Finally, participants #2, #4 and #3 claimed that 

participation in wine fairs in Italy or even abroad, such as Wine South America in São 

Paulo, Vinitaly Russia or Prowine China, offer a solid base to expand brand awareness 

and strengthen potential distribution channels through the acquisition of new contacts.  

 

Italian differentiating elements 

Respondents were fairly unanimous in recognizing that wines from Italy or 

France inherently benefitted from a country of origin reputation premium to the end 

consumer. This contrasts significantly with the ones produced in new-making wine 

countries, which have to prove themselves taste-wise and employ strong branding and 

marketing strategies in order to convince the end consumer. This intrinsic advantage 

is reinforced for specific appellations or origins, such as Prosecco, Bordeaux, Chianti, 

and simplify marketing strategies for emerging countries, most of the groundwork being 

already in place. As an example, contributor #4 underlined how some unspecialized 

end consumers in countries in Latin American are willing to pay more for an Italian 

wine than an Argentinean wine of higher quality, because of a bias linked to an 

embedded heritage and social perception. 

 

Size and experience of the firm 

Experienced wine producers with ample size appear naturally more prone to 

dealing with expansion to emerging markets, given ability to face the various hurdles 

they represent. Participant #1 explained that the straightforwardness in their entrance 

in the Russian market stemmed from the fact that they had already experienced and 

knew how to deal with bureaucracy in these markets, posing problems such as 

extended timeframes for permits, credits, erratic regulation changes and 

unconventional business ethics. 

Besides these considerations, the ability to develop regional adaptability based 

on the target export country generally stems from having reached a critical size. Two 

participants (#2 and #3) explained that besides a personalized marketing strategy for 
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the market, adapting the packaging of the same wine according to the country and the 

different distribution channels proved necessary in order to comply with regulation. As 

an example, some countries in Europe as well as some emerging countries do not 

accept glass bottles or cork lids, related to environmental concerns. This kind of 

flexibility can only come from having sufficient internal resources and volume of sales 

in order to render the efforts economically efficient.  

 

D. Validation of producer profile distinction by the researcher 

We can observe some limitations in the analysis of the data up to this point: 

interviews have been compiled and aggregated in order to sketch out key 

considerations regarding the IMS criteria and its relative importance for the producers. 

However, when studying the collected data in perspective to the participants’ profile, it 

appeared clear that some type of criteria resonates more importantly with some type 

of respondents than others. From this angle, two main variables correlating the type of 

answers respondents gave and their own profiles emerged: the size of the firm and the 

average bottle price. 

This was confirmed directly by some respondents, who highlighted the 

counterintuitive fact that size of the firm was not necessarily a determining factor for 

successful international expansion. This is the case because smaller producers have 

to, from inception, directly address a foreign market in order to be competitive, because 

the domestic market is saturated from a supply-side point of view. From this example, 

it appears clear that the importance of the aforementioned criteria varies significantly 

based on the size and volume of the producers. 

Following this idea, high-end wine producers which are less focused on market-

based criteria, and are also generally smaller in size, place more emphasis on having 

a solid network in a target country. This can be explained by the fact that with a higher 

price tag on each bottle, breakeven is reached through the activation of specific 

channels (quality partners, upscale restaurants, etc.) and the construction of a strong 

brand image, which are strong internal criteria. 
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All in all, the size of the firm and the average bottle price could be assumed to 

follow a negative correlation and help to validate the two types of profile defined in Part 

3: the smaller volume, high-end wine producer with a specific appellation and the high 

volume wine firm managing the business as a company geared towards efficiency and 

cost reduction, rather than product singularity. The greater the size and the lower the 

average bottle price of observed wine producers, we can infer that they emphasize 

their examination of market factors rather than internal factors. This is also related to 

the fact that once success is proven domestically or in a few countries, this generally 

means the internal factors are in place and working correctly.  

 

E. Validation of initially selected criteria by the researcher 

The considerations gathered through the interviews allowed to verify the 

relevance of the criteria collected through the literature review and primarily tested 

through the assessment of the potential attractiveness of EMs. In this sense, the 

criteria assumed relevant for Italian cooperatives – population size, Ease of Doing 

Business and amount of import tariffs – were positively confirmed by the contributors 

and therefore can be considered valid. In particular, population size was stressed by 

contributor #1 and #2, representatives of large Italian cooperatives, as the first aspect 

that is taken into consideration when evaluating an Emerging Market potential, given 

the necessity of a large customer base to be competitive for these type of wine 

producers. In addition, the same two contributors explained that the institutional 

environment and political stability were significant variables to be taken into account 

when addressing developing countries, validating the Ease of Doing Business criteria, 

being a representative measure of all the aspects related to the institutional context of 

a country.  

This aspect was also been referred by contributor #4 and #7 revealing the 

importance of a good institutional environment even for private wineries, that are also 

more subject to legal and economic risks than large conglomerates, given their less 

substantial capacity to protect. Lastly, the more operational factor of the import tariffs, 
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was considered as influential as the institutional environment for high volume 

producers, given the high impact on the final bottle price and therefore the ability to 

market the product well. High end producers, on the other hand, were less concerned 

on taxes compared to other criteria, because the average price of their wine is already 

quite high and addresses a segment of the population that will not be affected by the 

additional charged price as much as low-end wine consumers. 

 

With regards to the two criteria previously selected for high end wine producers 

- HNWI index and international tourists inbounds – the interviews positively validated 

their relevance. In fact, the presence of a developed tourism industry, as in luxury 

hotels and restaurants, is considered a representative measure of the potential 

competitivity of the wine industry in an Emerging Market and it was stressed by 

contributor #4 and #3 as one of the first aspects able to influence the decision of 

creating an import channel. Moreover, high end wine producers highlighted how a 

general lack of wine knowledge in an Emerging Market might actually spring the 

interest of a relatively small segment of the population that is attracted by expensive 

foreign products as valuable European wine bottles. 

 

F. Validation of initially selected countries by the researcher 

Moreover, through empirical analysis, it appears possible to assess which of the 

previously selected EMs are considered attractive for the Italian wine companies that 

contributed to the study, and detail some countries that were not chosen in the initial 

assessment are considered interesting by the participants. This may shed further light 

on criteria selection choice and its relevance when identifying target markets. 

Regarding high volume producers, the abovementioned criteria allowed to 

select countries that account with a large population size (>100 mln) but that also have 

a considerable total value of wine import. China, Mexico and Russia were the three 

most promising countries according to these discriminatory factors and were 

mentioned by contributor #1 and #2 in the interviews. The first participant stressed the 
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potential of China, by explaining how establishing a direct subsidiary became 

necessary given the growth of the volume of import demand they were experiencing in 

the country. The Russian market was also mentioned by the two participants who 

explained that the increasing interest of Russian consumers in imported wine justifies 

the participation in the increasingly frequent wine fairs on the Russian territory, where 

important contacts and promotion are established. In addition, contributor #1 

mentioned that the Italian conglomerate has also established a subsidiary in Prague 

(Czech Republic) in order to monitor more closely all the Eastern markets, confirming 

the attractiveness of the Czech market, even though it was not validated by the 

previously selected criteria, but still showed promising wine import levels. Mexico was 

not directly addressed by the participants, but the limited size of the sample could call 

for further investigations with different contributors. 

On the other hand, China, Russia and Thailand were the three countries 

considered potentially relevant for high-end producers and the interviewed 

respondents confirmed the importance. Moreover, we stated the importance of 

countries with a high NWHI individuals and participants as contributor #7 confirmed 

their interest in such realities, mentioning as an example Brazil and Thailand. 

 

The study aimed to provide a sketch out of the IMS criteria employed by the 

wine companies and to verify the appropriateness of the ones collected in the literature 

review and initially tested through the first assessment of the EMs. However, it should 

be noted that the choice of semi-structured interviews with a restricted sample size 

inherently limited the analysis with regards to the selection of potential attractive 

countries. Seven Italian wine companies have been included in the research and their 

internationalization strategies were studied, hence the countries that have not been 

mentioned cannot be considered uninteresting for the entirety of the Italian players.  

As an example, during the interviews, some countries that had not been 

selected in the initial assessment were mentioned by the respondents. A 

representative of a high-end wine company mentioned how Colombia revealed as a 
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potential attractive market, even if the UN comtrade data shows a relatively low total 

wine import level ($65 mln) compared to other EMs. On the other hand, India was 

referred as attractive market for a cooperative seeking a large customer base, even if 

import data justified exclusion from the initial selection of target countries by the 

researcher. 

 

G. Final criteria between high volume and high end producers 

In this section, final remarks about the differences between the criteria 

discussed in the literature review and the ones really employed by the Italian wine 

companies, will be provided. The classification in high volume and high end producers 

revealed representative of the Italian wine industry and allowed to determine different 

orders of importance in the criteria depending on the category. 

In this sense, high volume wine producers stressed the superior importance of 

market based criteria compared to firm based ones and in particular they listed: 1) the 

competitivity of the industry, in terms of import and consumption and population size, 

2) the institutional environment and political stability along with bureaucracy and 

amount of tariffs barriers 3) cultural distance in terms of lack of wine knowledge 4) 

international trademark protection and counterfeiting issues 4) the possibility of 

benefitting from a first mover advantage. Regarding firm based criteria, this type of 

wine companies stressed the cruciality of 1) social capital in terms of possessing the 

right connections and partnerships, but also benefitting from the superior reputation of 

made in Italy products especially in new-making wine countries such as the EMs, 2) 

size of the firm in terms of financial resources but also the previous international 

experience of the firm. 
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Figure 19: Summary of the criteria for high volume wine producer 

 Results of the interviews Literature review 
 Market based criteria  
1 Industry competitiveness Market potential 
2 Institutional environment/political stability 

and tariff systems 
Institutional environment and political 

stability 
3 Cultural distance Cultural distance 
4 First mover advantage Geographic proximity 
5  Industry competitiveness 
 Firm based criteria 
1 Social capital  Social capital 
2 Size of the firm, along with financial 

resources and international experience Market orientation 

  Experience 
  Financial resources 

Source: constructed by the researcher 

With regards to the second category, the criteria that have been considered of 

higher priority when choosing an Emerging Market were the firm based ones. High end 

wine producers were in fact more concerned about social capital, in terms of 

maintaining good relationships with local colleagues to access sources of information 

about foreign markets attractiveness but also in terms of establishing qualitative import 

and distribution channels, to ensure the proper promotion of the brand image abroad. 

Heavily relying on firm and personal networks has been defined as the major ingredient 

of international expansion by all the private wineries’ representatives, revealing the 

existence of a more unsystematic approach to internationalization compared to large 

cooperatives. Nevertheless, the relatively smaller size of the firm did not appear an 

inhibitor factor for successful international expansion, on the contrary, it constituted an 

even stronger motivation to pursue the foreign markets. The experience of the firm in 

terms of being able to adapt to foreign demand proved of fundamental importance also 

to smaller producers, scoring as the last firm based criteria taken into consideration.  

With regards to market based criteria, private wineries mentioned similar criteria 

compared to the other type of producers but with a focus on different metrics and 

indexes. In particular they referred to: 1) competitivity of the industry, in terms of 

existence of a prosperous tourism industry and receptivity of the clients, 2) the broad 

institutional environment and political context in terms of stability of the laws regarding 



 75 

trade and import and the tariff system associated to it, 3) cultural distance has been 

intended as a surprisingly positive attribute of some EMs related to the fact that it might 

spark the interest for foreign products in wealthy customers, 4) trademarks protection, 

in terms of fear of counterfeiting risks, as happened to contributor #5 when the 

marketing strategy for China that was imitated by competitors and lastly 5) benefits 

related to first mover advantage in countries in which other competitors haven’t already 

established their dominance and therefore shaped the taste of the new consumers. 

 

Figure 19: Summary of the criteria for high end wine producers 

 Results of the interviews Literature review 
 Firm based criteria 
1 Social capital: networks Social capital 
2 International experience: adaptability Market orientation 
3  Experience 
4  Financial resources 
 Market based criteria 
1 Industry competitiveness Market potential 
2 Institutional environment/political stability 

and tariff systems 
Institutional environment and political 

stability 
 Cultural distance Cultural distance 
 Counterfeiting issues Geographic proximity 
  Industry competitiveness 

Source: Constructed by the researcher 
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VI. CONCLUSIONS 

To introduce the study, firm internationalization process was investigated, 

focusing on Italian wine companies and their expansion towards Emerging markets. 

More specifically, the research concentrates on the initial phase of expansion, market 

selection. Research and literature on International Market Selection in EMs was 

thoroughly examined to derive the factors employed by firm managers when deciding 

which countries to target. Building on the previous researches of IMS Buerki (et al., 

2014) and of Viswanathan (et al., 2019), and the considerations of Ghemawat (2003) 

and Khanna and Palepu (2005), two categories of IMS criteria have been identified: 

market based and firm based factors, originally conjectured respectively from the 

Market Based View of Porter (1980) and the Resource Based View of Penrose (1959).  

Following this, a general overview of wine industry structures and trends at a 

global and Italian level was carried out, with a final focus on emerging market 

consumers. Then, with the purpose of giving a representative picture, Italian wine 

producers were classified in two main categories, high volume vs high-end, and 

relevant IMS criteria for each one of the two groups were selected. For high volume 

producers, population size, Ease of Doing Business and import tariffs were retained, 

while for high-end producers, HNWI presence and strong tourism were deemed 

crucial. These criteria were then tested on the 26 MSCI Emerging Markets with the aim 

of identifying the most attractive ones, which ultimately led to a preselection of 10 

potential target countries for wine export. The inherent limits of the analysis, with lack 

of data on EMs, the increased complexity of the wine market’s regulatory framework, 

and the possible variation of criteria for each type of producers suggested validation of 

the findings with market participants in order to collect first-hand knowledge.  

For this purpose, an experimental and direct approach was adopted and in-

depth semi structured interviews of professionals of the industry were carried out. In 

this sense, it was possible to validate the theoretical perspectives on IMS and the 
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selected criteria and countries in the wine industry assessment, shedding some light 

on a sector that has not been widely analyzed in academic research. 

The outcome of the study revealed that the distinction of companies in two 

different profiles – high volume, low-end wine producers vs. small volume high-end 

wine firms - was representative of the Italian wine industry structure and the interviews 

helped to validate the classification. Moreover, the interviews confirmed the adequacy 

of the identification of different IMS criteria depending on the wine companies’ profiles 

and demonstrated the variation of the factors according to the size of the firm and to 

the average bottle price. 

Most of the identified criteria were considered important by the interviewed 

professionals, with different metrics taken into consideration depending on the 

company’s profile. Some noteworthy observations were also collected. First off, 

contributors agreed that geographic distance does not constitute a relevant obstacle 

in internationalization anymore while concurrently, cultural distance and lack in wine 

knowledge or differences in consumption behaviors have stimulated the performance 

in some of these new wine consuming countries. Secondly, the quality of the 

institutional environment was referred to as being more than ever an influential factor 

in the assessment of the attractiveness of an EMs, along with the possibility of ensuring 

a safe trademark protection in the country. 

Lastly, the idea conveyed in the IMS literature about larger and more 

experienced firms being more likely to engage in international operations than smaller 

ones, was disproved by the respondents who explained how smaller producers have 

to address foreign markets from inception in order to be competitive, given the current 

saturation of the domestic market. 

Results provided by this study can prove insightful for small-scale firms, 

professionals, or marketers in the wine sector pursuing international expansion. As this 

research was based upon empirical experience and behavior of Italian wine 

companies, similar firms can compare their current decision-making process with these 

findings.  
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Nevertheless, as previously mentioned, the study is limited by the size of the 

contributor sample and therefore leaves space for further research. In this sense, 

supplementary interviews and studies may provide additional factors that have not 

been mentioned by the contributors that could influence the International Market 

Selection in Emerging Markets. As an example, future studies could address wine 

companies from other European countries in order to better understand the 

implications of these results. 

 

 

  



 79 

VII. REFERENCES  

Adler, P., & Borys, B. (1996). Two Types of Bureaucracy: Enabling and 

Coercive. Administrative Science Quarterly, 41(1), 61-89. 

Agosin, M. R., & Ffrench-Davis, R. (1993). Trade Liberalization in Latin America. Cepal 

Review. 

Akkoyunlu, Sule. (2013). The Correlation between the Level of Patent Protection and 

International Trade. Working Paper No 2013/36| December 2013. 

Arnold, David J., and John A. Quelch. "New Strategies in Emerging Markets." MIT 

Sloan Management Review 40, no. 1 (Fall 1998): 7–20. 

Balassa, B. (1965). Trade liberalisation and “revealed” comparative advantage 1. The 

manchester school, 33(2), 99-123. 

Berger, R., Herstein, R., Silbiger, A., & Barnes, B.R. (2017). Developing International 

Business Relationships in a Russian Context. Management International Review, 57, 

441-471. 

Braken, P., Bremmer, I. and Gordon, D. (2008). Managing Strategic Surprise: Lessons 

from Risk Management & Risk Assessment, Cambridge: Cambridge University Press  

Brandt, L., & Li, H. (2003). Bank discrimination in transition economies: Ideology, 

information, or incentives? Journal of Comparative Economics, 31(3), 387-413.  

Bretherton, P., & Carswell, P. (2001). Market entry strategies for western produced 

wine into the Chinese market. International Journal of Wine Marketing. 

Brosius, C. (2010). India's Middle Class: New Forms of Urban Leisure, Consumption 

and Prosperity. 

Brouthers L E, Mukhopadhyay S, Wilkinson T J and Brouthers K D (2009), 

“International Market Selection and Subsidiary Performance: A Neural Network 

Approach”, Journal of World Business, Vol. 44, No. 3, pp. 262-273.  

Buerki, T., Nandialath, A., Mohan, R., & Lizardi, S. (2014). International market 

selection criteria for emerging markets. IUP Journal of Business Strategy, 11(4). 

Cavusgil S. T. (1997), “Measuring the Potential of Emerging Markets: An Indexing 

Approach”, Business Horizons, Vol. 40, No. 1, pp. 87-91.  



 80 

Cavusgil, S. & Kiyak, Tunga & Yeniyurt, Sengun. (2004). Complementary approaches 

to preliminary foreign market opportunity assessment: Country clustering and country 

ranking. Industrial Marketing Management. 33. 607-617.  

Cavusgil, S. T. (1980). On the internationalization process of the firm. European 

research, 6, 273-281. 

Chen, P. H., Ong, C. F., & Hsu, S. C. (2016). Understanding the relationships between 

environmental management practices and financial performances of multinational 

construction firms. Journal of Cleaner Production, 139, 750-760. 

Clark, T., & Pugh, D. S. (2001). Foreign country priorities in the internationalization 

process: a measure and an exploratory test on British firms. International business 

review, 10(3), 285-303. 

Cohen, S. (2004). Social relationships and health. The American psychologist, 59 8, 

676-684. 

Crescimanno, M., & Galati, A. (2014). Competitiveness of Italian wines in the 

international market. Bulgarian Journal of Agricultural Science, 20(1), 12-22. 

Crick, D., & Jones, M. V. (2000). Small high-technology firms and international high-

technology markets. Journal of international marketing, 8(2), 63-85. 

Da SILVA, P. M., & Santos, J. F. (2020). Marketing-mix Standardization/Localization 

Strategy and Export Intensity: An Empirical Analysis Based on the Perceptions of 

Portuguese Wine Producers. Revista de Management Comparat International, 21(2), 

118-136. 

Dal Bianco, Andrea & Boatto, Vasco & Caracciolo, Francesco & Santeramo, Fabio 

Gaetano. (2015). Tariffs and non-tariff frictions in the world wine trade. European 

Review of Agricultural Economics. 10.1093/erae/jbv008. 

Darrat, A., & Hakim, S. (2000). Exchange-Rate Volatility And Trade Flows In An 

Emerging Market: Some Evidence From A Garch Process / La Volatilité Des Taux De 

Change Et Les Commerciaux Courants Dans Un Marché Emergent: De L'évidence 

D'un Processus De Garch. Savings And Development, 24(3), 287-302. Retrieved 

September 15, 2020, 



 81 

DeGhetto, K., Lamont, B. T., & Holmes Jr, R. M. (2020). Safety risk and international 

investment decisions. Journal of World Business, 55(6), 101129. 

Diamonte, Robin L., Liew, John M., Stevens, Ross L. (1996). Political Risk in Emerging 

and Developed Markets, Financial Analysts Journal, Vol. 52 No. 3, pp.  71-76  

Ehrhart, H., Le Goff, M., Rocher, E., & Singh, R. J. (2014). Does migration foster 

exports? Evidence from Africa. The World Bank. 

Erb C., Harvey C., Viskanta T., Political risk, economic and financial risk, Financial 

Analysts Journal, 52 (1996), pp. 29-46 

Evans, J., & Mavondo, F. T. (2002). Psychic distance: the construct and measurers. 

In American Marketing Association. Conference Proceedings (Vol. 13, p. 308). 

American Marketing Association 

Fernandes, L., & Heller, P. (2006). Hegemonic aspirations: New middle class politics 

and India's democracy in comparative perspective. Critical Asian Studies, 38(4) 

Fernandes, Leela & Heller, Patrick. (2006). Hegemonic aspirations. Critical Asian 

Studies. 38. 495-522.  

Filatotchev I, Hoskisson R E, Buck T and Wright M (1996), “Corporate Restructuring 

in Russian Privatizations: Implications for US Investors”, California Management 

Review, Vol. 38, No. 2, pp. 87-105.  

Fletcher-Brown, J., Pereira, V., & Nyadzayo, M. (2017). Health marketing in an 

emerging market: The critical role of signaling theory in breast cancer 

awareness. Journal of Business Research, 86, 416-434. 

Fortunas, S., Diniz, F., & Katsioloudes, M. (2007). The competitiveness of the 

Portuguese wine sector. Acta Agriculturae Scand Section C, 4(3), 120-138. 

Fuentelsaz, L., Garrido, E., & Maicas, J. (2020). The effect of informal and formal 

institutions on foreign market entry selection and performance. Journal of International 

Management, 26, 100735. 

Galati, A., Tinervia, S., Crescimanno, M., & Spezia, F. (2017). Changes in the 

international wine market competitiveness. International Journal of Globalisation and 

Small Business, 9(4), 277-293. 



 82 

Gaur, A., & Kumar, V. (2010). Internationalization of emerging market firms: a case for 

theoretical extension. Advances in International Management, 23, 603-627. 

Ghemawat, P. (2003). The forgotten strategy. Harvard business review, 81(11), 76-84. 

Haley, G.T. (2000), "Intellectual property rights and foreign direct investment in 

emerging markets", Marketing Intelligence & Planning, Vol. 18 No. 5, pp. 273-280. 

Hanf, J. H., & Winter, P. (2017). David versus Goliath: Market Entry Strategies of Small 

and Medium Sized Wine Estates. In The Wine Value Chain in China (pp. 133-144). 

Chandos Publishing. 

Harrington, L. H. (2003). Trading blocks. Logistics Today, 44(10), 32-36 

He X and Wei Y (2011), “Linking Market Orientation to International Market Selection 

and International Performance”, International Business Review, Vol. 20, pp. 535-546.  

Head, K., & Mayer, T. (2004). Market potential and the location of Japanese investment 

in the European Union. Review of Economics and Statistics, 86(4), 959-972. 

Herrmann P and Datta D K (2006), “CEO Experiences: Effects on the Choice of FDI 

Entry Mode”, Journal of Management Studies, Vol. 43, No. 4, pp. 755-778.  

Hofstede G. (1980), Culture’s Consequences: International Differences in Work-

Related Values, Sage Publications, Beverly Hills.  

Hoskisson R E, Eden L, Lau C M and Wright M (2000), “Strategy in Emerging 

Economies”, Academy of Management Journal, Vol. 43, No. 3, pp. 249-267.  

Hult, G. T. M., Ketchen Jr, D. J., & Slater, S. F. (2005). Market orientation and 

performance: an integration of disparate approaches. Strategic management 

journal, 26(12), 1173-1181. 

Hutzschenreuter, T., Kleindienst, I., & Lange, S. (2014). Added psychic distance stimuli 

and MNE performance: Performance effects of added cultural, governance, 

geographic, and economic distance in MNEs' international expansion. Journal of 

International Management, 20(1), 38-54. 

Jayne, M.E.A. and Dipboye, R.L. (2004), Leveraging diversity to improve business 

performance: Research findings and recommendations for organizations. Hum. 

Resour. Manage., 43: 409-424.  



 83 

Johanson J and Vahlne J E (1977), “The Internationalization Process of the Firm: A 

Model of Knowledge Development and Increasing Foreign Market Commitments”, 

Journal of International Business Studies, Vol. 8, No. 1, pp. 23-32.  

Johanson, U., Loof, H., & Grojer, J. (1997, February). Evaluating the importance of 

Invisibles. In International Conference ‘Industrial Competitiveness in the Knowledge-

Based Economy: The New Role of Government’, Stockholm (pp. 20-21). 

Khanna, T., Palepu, K. and Sinha, J. (2005). Strategies That Fit Emerging Markets. 

Harvard Business Review  

Khanna, T., Palepu, Krishna G. & Bullock, Richard J, (2010).  Winning in emerging 

markets: a road map for strategy and execution, Boston, Massachusetts: Harvard 

Business Press.  

Kogut, Bruce & Singh, Harbir. (1988). The Effect of National Culture on the Choice of 

Entry Mode. Journal of International Business Studies.  

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: the construct, research 

propositions, and managerial implications. Journal of marketing, 54(2), 1-18. 

Köhr, C. K., Camanzi, L., & Malorgio, G. (2018). Exploring structural and strategic 

correlates of difficulties in the internationalisation process of Italian wine SMEs. Wine 

Economics and Policy, 7(1), 13-23. 

Leonidou, L. C. (2004). An analysis of the barriers hindering small business export 

development. Journal of small business management, 42(3), 279-302. 

Li, M., Goetz, S. J., Partridge, M., & Fleming, D. A. (2016). Location determinants of 

high-growth firms. Entrepreneurship & Regional Development, 28(1-2), 97-125. 

Malhotra, Shavin, Sivakumar, K. and Zhu, PengCheng, (2011), A comparative analysis 

of the role of national culture on foreign market acquisitions by U.S. firms and firms 

from emerging countries, Journal of Business Research, 64, issue 7, p. 714-722. 

Maskus, K. E., Neumann, R., and Seidel, T., 2012. How national and international 

financial development affect industrial R&D. European Economic Review 56, 72-83.  



 84 

Mishra, A., Maheswarappa, S.S., Maity, M., & Samu, S. (2017). Adolescent's eWOM 

intentions: An investigation into the roles of peers, the Internet and gender. Journal of 

Business Research, 86, 394-405. 

Mody, A. (2004) ‘What is an Emerging Market?’, IMF Working paper 177, Washington, 

DC: International Monetary Fund. 

Morosini, P., Shane, S., & Singh, H. (1998). National Cultural Distance and Cross-

Border Acquisition Performance. Journal of International Business Studies, 29(1), 137-

158. Retrieved September 15, 2020 

Nahapiet, J., & Ghoshal, S. (1998). Social capital, intellectual capital, and the 

organizational advantage. Academy of management review, 23(2), 242-266. 

Nordstrom, K. and J.E. Vahlne, 1994, “Is the Globe Shrinking? Psychic Distance and 

the Establishment of Swedish Sales Subsidies”, in M. Landeck, (ed), International 

Trade: Regional and Global Issues, NY, St. Martin Press.  

O'Dougherty, Maureen. (2003). Consumption Intensified: The Politics of Middle-Class 

Daily Life in Brazil. Bibliovault OAI Repository, the University of Chicago Press.  

O'Farrell, P. N., & Wood, P. A. (1994). International market selection by business 

service firms: Key conceptual and methodological issues. International Business 

Review, 3(3), 243-261. 

O'grady, S., & Lane, H. W. (1996). The psychic distance paradox. Journal of 

international business studies, 27(2), 309-333. 

O’Farrell P N and Wood P A (1994), “International Market Selection by Business 

Service Firms: Key Conceptual and Methodological Issues”, International Business 

Review, Vol. 3, No. 3, pp. 243-261.  

O’Neill, J. 2001. Building better global economic BRICs. Global Economics Paper 

66. New York: Goldman-Sachs.  

Ojala, A., & Tyrväinen, P. (2007). Market entry and priority of small and medium-sized 

enterprises in the software industry: An empirical analysis of cultural distance, 

geographic distance, and market size. Journal of International Marketing, 15(3),  



 85 

Olmos, M.F. (2011), The Determinants of Internationalization: Evidence from the Wine 

Industry. Applied Economic Perspectives and Policy, 33: 384-401. 

Olson, H. C., Welch, L. S., & Wiedersheim, P. F. (1978). Pre-export activity: the first 

step in internationalization. Journal of International Business Studies, 9(1). 

Orbaiz, L. V., & Papadopoulos, N. (2003). Toward a model of consumer receptivity of 

foreign and domestic products. Journal of International Consumer Marketing, 15(3), 

101-126. 

Papadopoulos N. and Denis J. E. (1988), “Inventory, Taxonomy and Assessment of 

Methods for International Market Selection”, International Marketing Review, Vol. 5, 

No. 3, pp. 38-51.  

Papadopoulos, N., Chen, H., & Thomas, D. R. (2002). Toward a tradeoff model for 

international market selection. International Business Review, 11(2), 165-192. 

Papadopoulos, N., Martín, O. M., & Gaston-Breton, C. (2011). International market 

selection and segmentation: A two-stage model. International Marketing Review. 

Peng M W (2001), “The Resource-based View and International Business”, Journal of 

Management, Vol. 27, No. 6, pp. 803-829.  

Penrose, E. T. (1959) The Theory of the Growth of the Firm. John Wiley, New York 

Pla-Barber, J., & Alegre, J. (2007). Analysing the link between export intensity, 

innovation and firm size in a science-based industry. International Business Review, 

16(3), 275-293. 

Porter, M. E. (1980). Competitive Strategy, New York Free Press. PorterCompetitive 

Strategy1980. 

Reid, S. (1981). The Decision-Maker and Export Entry and Expansion. Journal of 

International Business Studies, 12(2), 101-112. Retrieved September 15, 2020, from 

http://www.jstor.org/stable/154672 

Rutz, H. J., Balkan, E. A., & Balkan, E. M. (2009). Reproducing class: Education, 

neoliberalism, and the rise of the new middle class in Istanbul. Berghahn Books. 



 86 

Sakarya S., Eckman M. and Hyllegard K. H. (2007), “Market Selection for International 

Expansion: Assessing Opportunities in Emerging Markets”, International Marketing 

Review, Vol. 24, No. 2, pp. 208-238.  

Schaefer, M. E., & Poffenbarger, J. G. (2014). The formation of the BRICS and its 

implication for the United States. New York, NY: Palgrave. 

Schmukler, S. L. (2004). Financial globalization: Gain and pain for developing 

countries. Federal Reserve Bank of Atlanta Economic Review, 89(2), 39-66. 

Shetty, A. and Manley, J. (2006), "Analysis of currency impact on international 

investment", Managerial Finance, Vol. 32 No. 1, pp. 5-13 

Sridhar, K. S. (2016). Costs and benefits of urbanization: The Indian case. ADBI 

Working Paper 607. Tokyo: Asian Development Bank Institute. 

Terpstra, V., & Yu, C. M. (1988). Determinants of foreign investment of US advertising 

agencies. Journal of International business studies, 19(1), 33-46. 

Trichet, J. C. (2007). The Growing Importance of Emerging Economies in the 

Globalised World and its Implications for the International Financial Architecture (No. 

id: 1287). 

Vahlne, J. E., & Wiedersheim-Paul, F. (1973). Economic distance: model and empirical 

investigation. Export and foreign establishments, 81-159. 

Vergil, H., 2002, 'Exchange rate volatility in Turkey and its effect on trade 

flows', Journal of Economic and Social Research 4(1), 83-99.  

Vernon, R. (1966). International trade and international investment in the product 

cycle. Quarterly journal of economics, 80(2), 190-207. 

Viswanathan, S. K., & Jha, K. N. (2019). Factors influencing international market 

selection for Indian construction firms. Journal of Management in Engineering, 35(5), 

05019006. 

Vrontis, D., Thrassou, A., & Czinkota, M. R. (2011). Wine marketing: a framework for 

consumer-centred planning. Journal of Brand Management, 18(4-5), 245-263. 



 87 

Wood, Van & Robertson, Kim. (2000). Evaluating International Markets: The 

Importance of Information by Industry, by Country of Destination, and by Type of Export 

Transaction. International Marketing Review. 17. 34-55. 

Wu, B., & Deng, P. (2020). Internationalization of SMEs from emerging markets: An 

institutional escape perspective. Journal of Business Research, 108, 337-350. 

Zhang, Y., Zhang, Z., & Liu, Z. (2007). Choice of entry modes in sequential FDI in an 

emerging economy. Management decision. 

Zhang, Li. (2012). In Search of Paradise: Middle-class Living in a Chinese Metropolis. 

10.7591/9780801459436. 

Zhou, K. Z., Li, J. J., Zhou, N., & Su, C. (2008). Market orientation, job satisfaction, 

product quality, and firm performance: evidence from China. Strategic management 

journal, 29(9), 985-1000. 

Investopedia < https://www.investopedia.com> [last access: 31/10/2020]  

OIV 2020 Report on the World Vitiviniculture <http://www.oiv.int/en/technical-

standards-and-documents/statistical-analysis/state-of-vitiviniculture> 

European Commission <https://ec.europa.eu/info/index_it> [last access: 31/10/2020] 

World Bank <https://www.worldbank.org> [last access: 31/10/2020] 

United Nation Comtrade Database < https://comtrade.un.org> [last access: 1/11/2020] 

Istat Database < http://dati.istat.it> [last access: 31/10/2020] 

World Trade Organization < https://www.wto.org> [last access: 31/10/2020] 

World Wealth Report <https://worldwealthreport.com> [last access: 31/10/2020] 

 

 

 

  



 88 

Appendix 1: Interview guideline 

Personal and company presentation  

1. Could you present yourself? Could you describe your history and position within 

the company?  

2. What are the characteristics of the product sold by your company? What is the 

average price per bottle?  

 

Internationalization process  

1. When did the company start its internationalization process? In how many 

countries is the company present? 

2. How is the company present abroad? What are the channels utilized? 

3. Which were the first countries of interest? 

4. How were they chosen, with regards to the selection process? 

5. Can you describe in detail an example of an internationalization decision 

process in the company?  

6. Which factors does your firm take into consideration in the international market 

selection? 

7. Can you rank the following factors based on how relevant they are at your firm 

during an international market selection process?  

- Market based: Market potential, Institutional environment and political 

stability of the target market, Cultural distance between the target market 

and company home country, Geographic proximity, Client receptiveness 

regarding wine and competitivity of the industry in the foreign country 

- Firm based: social capital, financial resources, Company previous 

experience in selecting and entering foreign market, Company ability to 

respond to the changing foreign market and customer demand 
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Focusing on emerging markets 

1. How would you define an EM? 

2. Is the firm present in any EM? Which are the ones considered most promising 

and why?  

3. The company is also present in Emerging Markets. Is organization different in 

these countries? How? 

4. Asking the respondent to rank IMS criteria again but with regards to emerging 

markets (more important for EMs; equally important; less important for EMs; 

don’t know) 

5. Is there room for improvement in the selection process at your firm? 

 

Wrapping up the interview and thanking the respondent 

1. Asking if there are any other points which could appear interesting for the case 

2. Thanking the respondent 

3. Offering to share the final thesis 

 

 

 


