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Abstract. Economic globalization characterizes the 21st century. A digital world has replaced the analog
world. “Time is money, and thinking is money.” Thinking and time are patentable. Branding is a metaphor for
a lifestyle change.

The “Big Brother” described by Orwell in his novel “7984” is relevant today. We have moved from a world of
thoughtful synthesis to one of analysis mediated by “likes,” “thumbs-up,” and “opinion leaders.”

Wine, a social marker and cultural base, is being diluted in an interconnected world where it is easy to lose
identity, principles, and economic worth (Pareto’s ofelimity). The perception of the value of the wine is
changing from a cultural symbol to mercantilism.

The pandemic lockdown has shown many fragilities of the wine system, fueling e-commerce and digital search,
creating an immediatist, identity-less, and easy-to-disinform society.

In general, people talk about “Eco-friendly,” “sustainability,” “climate change,” “resilience,” and more very
lightly and without awareness, limiting themselves to hashtags for viral dissemination, influencers, and the
transmission of incomplete, easy sensationalism or false documents (fake news).

It outlines Italian viticulture at the great crossroads between sustainability established on a value chain or that
of semi-finished products and built on years of observation, possible with a paradigm based on years of
statistical and empirically significant observation It outlines Italian viticulture at the great crossroads between
sustainability established on a value chain or that of semi-finished products, built on years of observation,
possible with a paradigm based on statistical and empirically significant observation.

By leaving its specific place centered on typicity, wine can become a commodity product, sharing the same
destiny as agricultural raw materials.
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1 Introduction 2 Key moments in the history of wine and

_ , o diffusion
The condensation of economic globalization, the
generalization of an analogical blackout, and the
advancement and hegemony of digitization characterized
the 21st century. This change experienced worldwide has
given way to the derailment of the scale of values, the
impoverishment of the transmission of cultural
knowledge, and the lack of identity.

To understand the “wine phenomenon” and its -
pathway, it is essential to understand the basic elements of
human behavior.

People must have “meaning” in their relations with
events, that is, among objects, people, institutions, events,
and more. Social openness' is the basis of identity, and any

Key moments:

—  Domestication of the vine in the Fertile Crescent: wine
originated as a drink with substantial symbolic and
ritual value, linked to the magical universe for
itsinebriating capacity;
wine spreads through
Mediterranean;

trade routes in the

— Rome is the major spreader of vines and wine in the
expansion of the empire;

— Europe's fast-changing and vehemently aware of the

perception is meaningful because it calls to mind the
relationships between it and our needs.
Adult behavior is the consequence of childhood

perception and imitation, shared by their social group
develops the group membership. An Italian, French, or
Spanish child will associate wine with a “parental drink.”

“Corresponding author: mfiorilo@devulpeetuva.com

!Openness refers to “accessibility of knowledge, technology and
others resources; the transparency of action; the permeability of
organisational structures, and the inclusiveness of participation”.

movements of the “dark age” of the Middle Ages
found in monasteries (Cluny 910, Citeaux 1098, and
others)happy islands for the cultivation of the vine, an
important sacred-profane heritage of the Christian
religion

wine, in its symbolism of “Blood of Christ,” became
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— the symbol of the Christian religion. Beginning with
the Fourth Lateran Council (1215). In the Council of
Trent (1545-1563), transubstantiation became an
element of ritual, finally adopted, becoming Church
dogma; (Fig. 1)
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Figure 1. Major diffusion route of viticulture in southwest Asia
and Euope (De Blij, 1983, reproduced by permission).

— In 1492, the Church Corpus brought the vine to
America for indoctrination of the inhabitants of the
New World. In 1519, the Spanish Misiones began to
spread all over California, and in 1541-1550 in
Argentina and Chile;

— In 1517, Church reform began with Martin Luther.
Free preaching from the timeof the Holy Roman
Empire affirmed the right of all to read and interpret
the Bible. Protestantism advocates consubstantiation
in place of transubstantiation; wine and bread retain
their physical nature losing their sacredness and
remaining only a sign value. This event will determine
the current discrepancy in wine market paradigms;

— In 1619, England brought the vine to northeastern
North America;

—  Vine reached the colonies of South Africa in 1655 and
Australia in 1788.

Three countries - the cradles of the significant majority
varietal heritage have played a crucial role in the spread of
the grapevine: Italy, France, and Spain, which stand out as
wine civilizations as social markers.

Other countries, in recent times, have adopted wine for
contact with European culture and mediation with the
market, but they do not have it intrinsically in the cultural
algorithm that unites symbols, values, and cultural
identity.

There is a cultural drinking connection for every
country, China with baijiu, Japan with sake, Mexico with
tequila, Ireland and England with whiskey, Russia with
vodka, and the Caribbean with rum.

Therefore, wine has an identity and symbolic value and
is a social marker.

3 The changing lifestyles

Until the 1950s, the wine civilization thrived on thousands
of years of stratification and codification. The wine was a
beverage with mythical and symbolic content for all social

strata and defined cultural conditioning. Therefore, wine
was not just any drink; it had a "niche" value, so it stood
out from the standard beverages.

The analog society mediated information using
symbols and is deeply rooted in cultural heritage.

These principles, despite their validity, changed with
the latest social transformations, encountered fragmented
identity, and are characterized by a lack of stability
(Bauman, 2005) due to “politically correct” and the
disappearance of the intersubjective world (Fig. 2 and
Table 1).
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Figure 2. Brand Values. Differences between the analog and
digital worlds. Man has lost free will and relies on the web, social
media services, and on line social networks.

Table 1. Brand values and example of richness of market actors.

BRAND VALUES i RICHNESS

Mrd€ } @)
CATEGORIES 001 2010 2020 2021 (74 7 [ ACTORS s EXAMPLE
COGNITIVE 249 817 927 1080 | 831 | 4 { (3 627 APPLE-GOOGLE
GOODS 88 240 21 24 | 136 | 3 | 273 LVMH
HUB 3 137198 235 | 232 | 201 AMAZON - NETFLIX
BANKING 40 106 113 12 | 8 | 102 VISA -AXA
MOBILITY 92 221 212 235 | 143 | 3 | 259 BMV-MERCEDES|
FOOD 121 177 161 162 | 41 | 1 i 2020m€ 6132 COCA COLA
Others 307 183 152 169 | -138 | 1 i

2

TOTAL 900 1882 1984 2227 ;1327 ]
NOTE: (1) sector increase multiplier.

(2) Richness Bn USS from Forbes (2021)

(3) BGates; L Ellison; M Zuckerberg; L. Page; S. Brin
(4)B. Amault; A. Ortega: C. Koch

SOURCE: authors' from data October 2021
3 ie G.TEMPESTA -M. FIORILO
AP
DE VULPE ET UVA - Copyright 2021 All Rights Reserved

Wine, in the digital society, moves in an immediate
society, constructing concepts without fundamental
knowledge of the wine reality, making easy prey to
misinformation through fake news or documents that are
far above the daily work in the vineyards; many decisions
and actions not respecting the identity of the territory.

Fromm (1967) describes identity from the concept of
social behavior created for systems values and
socialization processes. In the Middle Ages, characterized
by the curtense economy, people were used to submission
to authority and respect for the powerful; in the Industrial
Revolution, people were motivated to work and economic
gain, disciplined, punctual, and thrifty; in postwar
capitalism, people are essentially motivated to consume.
Today's neoliberal capitalism produces a human being
with a fragmented and liquid structure and identity since
he is mainly dependent on personal success, a success
often alien to him and controlled by the media. In
conclusion, we live in identity nomadism.
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Identity and belonging to a human group are the two
most essential needs of human beings. They arise from
experience and the network of interdependence with one's
sphere, forming personal character in a functional context
specific to each person and each human group. In today's
globalization, the influence of the media controls people's
identity and economic values imposed on people without
a choice; the “thumbs up” determines voting and dilutes
the ability to plan for the future. From this event, collective
memory is formed (Ovejero, 2010).

The web has appropriated the “vital self” and “Pareto’s
ofelimity,” that is, the ability to satisfy individual needs
with goods or services.

4 Paradigms and models

As defined by its history and identity, wine has created a
model that affirms Denominations of Origin and
Collective Brands.
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Figure 3. Wine market paradigms and models.

France, in 1919, as a response to the need to regulate
the wine market and the difficulties of the wine industry
undermined by overproduction and fraud, created the
“Appellation d'Origine” (AOC); in 1935, the “Appellation
d'Origine Contrdlee,” the basis since 1970 of European
regulations and OI'V member states.

They characterize the different types of wine with the
soul of typicity, translated into the triptych “local, loyal,
and constant.” Clear advocacy in defense of the
patrimonial wealth resulting from the experience and
knowledge of man and the territory, i.e., pedoclimate,
varieties, and culture (7erroir) and determining
appellations of origin as a cultural heritage and collective
brand (owned by producers in France and Spain, in Italy
owned by the state) that does not preclude experimentation
but does not accept ex Novo creations and commercial
fantasies, e.g., wines with marijuana, multicolored wines,
wine-based Ready to Drink drinks.

The model established on consubstantiation, in which
wine loses its symbolic values and sacredness, has created
a version based on mercantilism and wine pricing (Fig. 3,
right of the diagram).

2Wine and other Stories: https://wineandotherstories.com/what-
is-terroir-a-beginner-guide/

5 The “Terroir”

France coined the word Terroir to define the identity of
each wine historically linked to a specific wine-growing
region (Burgundy, Champagne, and Bordeaux) by creating
a link between soil, topography, climate, flora and fauna,
variety, tradition, viticulture, and production techniques.
Winemakers have meticulously identified and chosen the
ways of technical vineyard management and winemaking
over very long periods (in many cases, we are talking
centuries) to determine the excellence of wine produced in
each plot, defining the Cru, AOC, and AOCC.

In Italy, between 300 and 1000, the nobility
contributed to the spread and preservation of viticulture
after the monks. The Frescobaldi family and the Incisa
Della Rochetta family have been wine producers since the
early 14th century. Marchesi Antinori family since 1385,
the Della Gherardesca family since 1500, the Cinzano
family since 1568, and many others have experimented
with vine cultivation by adapting it to the place; enology
has achieved high-quality wines; marketing has devoted
time and money to the international recognition of wines
from the specific area of origin.

In 1861, with the Unification of Italy, an effort was
made to define Italian wine to protect production areas. In
1930, typical wines were determined and classified into
“Speciali, Superiori ¢ Fini” (Special, Superior and Fine).

In 1930, the Denominazione d'Origine was created,
proposing the first production specifications to obtain a
quality product, strengthening the link with the territory,
the codification of wines that for centuries had been
produced with techniques that began in the vineyard and
ended in the bottle, such as the “Governo all 'uso Toscano”
as a Tuscany method dating back to the late 18th century,
codified by Bettino Ricasoli and today the basis of Chianti
Classico.

Terroir can be a reality in countries that have a well-
defined area known in detail by the winemaker. Usually
organized into cooperatives and Protection Consortia, the
“large” holdings guarantee the expression of typicality,
especially in defense of the local varietal heritage. In
France, the average holding is 6.68 ha, Spain 2.68, and
Italy 1.70. In France, holdings of more than 10 ha are 28.5
percent, in Spain 5.6 percent, and in Italy 2.6 percent.

Terroir has economic, cultural, environmental, and
social sustainability (Fig. 4).

The same approach is not always possible in other wine
regions. Emerging wine districts in the New World do not
have an established wine history to have the ability to
define a terroir. (A. Capurso?) Furthermore, subject
themselves to the rules of the global market and are
extensively cultivated, and it is not difficult to find
companies that count on vast areas, such as Concha and
Toro (10,800 ha); that have marketing policies that
incorporate many companies such as Gallo Wines that
works in 100 countries and with colossal portfolios. Bulk
or mass-produced wines do not express Terroir; their goal
is to be palatable to a broad audience at a relatively low
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price. Grapes are grown to maximize yield and minimize
production costs.

Figure 4. Terroir has economic, cultural, environmental and
social sustainability.

The Phygital blockchain, a technology for large
production masses, admits that artificial intelligence, 3D
AG (image recognition), and big data manage large-scale
productions, consumer information, and control of the
entire wine cycle from the origin of raw materials to proper
disposal only in a QR code. Swiss Wines has a pilot project
in the German-speaking cantons, run  with
interprofessional money because no producer would be
able to afford it.

On the other hand, mega-companies work to present in
their collection iconic products to have a foothold in the
Gotha galaxy of wines.

6 The markets of multinational food
corporations and wine

It is essential to have a view of the industries in the
agribusiness sector today to realize the magnitudes of this
universe compared to the wine industry (Table 2).

The wine industry can be included in the 'universe of
food multinationals only if they are enterprises that
produce significant volumes of wine, which generally
reflect the wine-commodities segment and can meet the
demand of the large-scale retail trade or HO.RE.CA?
channels.

The characteristics of the multinational enterprise are
as follows:

» they are increasingly large (Global Company);
» they are registered on the stock exchange to have
access to capital because SpA;

3Hotel — Restaurant — Catering.

4GDO.

SOIV DEFINITION 3 Wines. 3.1 Basic Definition Wine is the
beverage resulting exclusively from the partial or complete
alcoholic fermentation of fresh grapes, whether crushed or not,

they dialogue with the large-scale retail trade? on a
global level;

they have well-known brands;

they have the central enterprise based in low-tax
countries;

they play on chains of semi-finished goods (supply-
chains);

raw materials (commodities) have minimal impact on
their balance sheet.

Vv WV VV V

Table 2. Multinationals in the agri-food sector — billion €.

UM |

AVERAGE 2014-19 MON/

POS COMPANY COUNTRY TYPE
revenue MON revenue
1 CARGILL INCORPORATED USA P 98,4 2,0 2,0
2 NESTLE CH SpA 82,6 9,2 11,1
3 PEPSICO USA SpA 57,6 6,9 11,9
4 ARCHER DANIELS MIDLAND USA SpA 56,3 16 2,8
5 UNILEVER NL SpA 51,9 7,2 14,0
6 ANHEUSER-BUSCH InBev B SpA 51,7 137 26,5
SABMiller GB
7 BUNGE Ltd (Famiglia Hirsh) USA SpA 38,7 0,8 1,9
8 LOUIS DREYFUS COMPANY (LDC) NL P 38,5 0,3 0,7
9 CONTINENTAL GRAIN Co. USA SpA 34,7 2,8 8,1
10 MARS** (Jacqueline Mars) USA P 34,1 nd nd
11 COCA-COLA USA SpA 33,2 53 16,0
12 LACTALIS (Besnier Family) F 3 29,1 0,7 2,5
13 MONDELEZ Int. USA SpA 25,1 3,6 14,2
14 DANONE F SpA 233 2,1 8,9
15 KRAFT-HEINZ USA SpA 19,5 13 6,7
16 ASSOCIATED BRITISH FOODS GB SpA 16,0 1,2 7,6
17 GENERAL MILLS USA SpA 15,0 2,3 15,4
18 DIAGEO GB SpA 12,8 3,7 29,2
19 KELLOGG'S USA SpA 11,4 13 11,1
20 FERRERO LUX SpA 10,1 0,2 18
21 PERNOD RICARD F SpA 8,7 2,3 26,7
22 COSTELLATION BRANDS USA SpA 6,6 19 28,8
23 LVMH (wine, sparkling w., cognac) F SpA 4,9 1,5 30,5
24 GALLO WINES USA P 4,1 nd nd
25 CREMONINI GROUP | SpA 38 0,2 39
26 CHIQUITA BRANDS INT. INC CH SpA 3,8 0,2 52
27 BARILLA | 3 3,5 0,3 9,7
28 CAMPARI GROUP NL SpA 1,7 0,4 20,4
29 SAN BENEDETTO | SpA 0,7 0,1 9,3
30 RIUNITE & CIV-GIV | Coop 0,6 nd nd
TOTAL 777,9 72,8 9,4

MON = EBIT . SpA = joint stock companyi; P = Private. Coop = Cooperative.

NOTES: In blue beverage sector.

SOURCE: annual reports December 2020

® GTEMPESTA - M_.FIORILO
:ﬁ\l'lalpc DE VULPE ET UVA - Copyright 2020. All Rights Reserved

While other beverages have countless daily production
cycles, wine, unless drawn from different countries and
situations, has to respond to a single annual harvest and
winemaking, which often has to remain in the cellar for
aging. So wine is a “niche” beverage with billing within
certain limits.

In the wine sector, productions may include wines
blended with other products such as flavorings
(Vermouth), juices (Ready to Drink), different colors (Jik,
Vindigo, Purple Reign), marijuana (Rebel Coast, Saka
Pink), dealcoholized wines, which do not fall under the
definition of “wine.”

or of grape must. Its actualalcohol content shall not be less than
8.5% vol.

Nevertheless, taking into account climate, soil, vine variety,
special qualitative factors or traditions specific to certain
vineyards, the minimum total alcohol content may be able to be
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Table 3. The World’s Leading companies in the wine industry -
in billion €.

AVERAGE
2015 - ‘18

by
o
i

COMPANY COUNTRY oOs

1  E&J GALLO WINERY UsA PR 4.125 3.890
2 CONSTELLATION BRANDS (Mondavi-Ruffino ) USA QB  6.843 2.323
3 LVMH* F QB 4.916 2.321
4 TREASURY WINE ESTATES (Foster's) Diageo AU QB 1.717 1.630
5 CASTEL GROUP F PR 3.000 1.200
6 LES GRANDS CHAIS DE FRANCE (GCF) F PR 1.009 1.009
7 THE WINE GROUP (TWG) UsA PR 1.000 1.000
8 VINA CONCHA Y TORO cL [el:) 853 794
9  TRINCHERO FAMILY ESTATES uUsA PR 738 738
10 ROTKAPPCHEN MUMM (Ruggeri) D PR 982 721
11 ALTRIA GROUP (ex Philip Morris) USA QB 628
12 SCHENK CH PR 600 600
13 CANTINE RIUNITE & CIV + GIV. 1 co 581 581
14 ACCOLADE WINES - Carlyle Group (2018)** AU QB 559
15 HENKELL GROUP - Mionetto - Freixenet (OETKER GR.) D QB 1.852 536
16 DISTELL GROUP zA QB 1.288 521
17 PERNOD RICARD Allied Domecq F QB 8.787 514
18 YANTAI CHANGYU PIONEER WINE (lllva di Saronno) CcN QB 622 483
19 JACKSON FAMILY WINES USA PR 404 404
20 BRONCO WINES Co. UsA QB 398 398
21  GRUPO PENAFLOR - Bemberg Group RA [el:) 395
22 INVIVO - VINADEIS*** F coO  4.604 306
23 VRANKEN POMMERY F QB 299 296
24 CASELLA FAMILY WINES AU PR 270 270
25 LANSON-BCC F QB 267 267
26 VSPT **** cL PR 260 260
27 ADVINI - JEANJEAN F QB 247 247
28 ANDREW PELLER CDN QB 234 234
29 LAURENT PERRIER F [e3) 233 233
30 CAVIRO 1 co 312 228

Abbreviations:
SP  OWNERSHIP STRUCTURE: QB llisted on the stock exchange PR private and €O cooperative
CA  Total Figure of turnover = wine + spirits. CA wine = wine and sparkling wines.

Highlighted in light blue Italian enterprises
NOTES *LVMH in the "Luxury” category turnover in 2019 from 53.7 billion euros. ** sold to Carlyle
Group in April 2018. In the "beer" segment including soft drinks . ***Created in 2015 former
VALD'ORBIEU - UCCOAR.**** La vifia San Pedro merger Vifia Tarapaca 2008 create the VSPT on
2008.
Listed multinational companies leave the industry or sell brands (real value). Private companies' data
are "sensitive" and are paid for.
Ciatti controls bulk wine. In Spain wine merchants: Cherubino Valsangiacomo, Felix Solis - Garcia
Carrion
The European system of the bureaucratic swamp is a loser in relation to the mercantilist system that
holds the brands, medium- and long-term policies, and dialogues with the large-scale retail trade

SOURCE: authors'elaboration from disaggregated data

April 2020
G TEMPESTA - M FIORILO

svulpe DEVULPE ET UVA. Copyright © 2020. All Rights Reserved
~uva

A more concentrated analysis of the wine market
(Table 2) clearly shows that the top firms reflect the market
characteristics of agribusiness multinationals. Private or
publicly traded firms are the majority on the list. They
have policies aimed at encompassing large-scale
production by incorporating small-to-medium sized local
businesses in different territories and with different
marketing objectives. Many of these have umbrella brands
with ranges of wines that are “concrete mixer products,”
whereby wine “standardized” to the desired commodity
type is to be “created.”

In addition to these companies are primary
cooperatives that work with a significant number of
producers in different territories and various countries to
produce a variety of brands, in Italy Cantine Riunite and
Gruppo Italiano Vini.

If one analyzes the countries' viticulture in detail, it is
evident that the financiers take over, acquiring wineries
with well-known brands, creating a “Chinese jerk” system.
Figure 5 shows the Italian situation as an example.

The winemaker, again, is only a tiny pawn in
production.

In this universe, selling wine on web platforms since
2013 appears to be a novelty. Tannico acquires French

reduced to 7% vol. by legislation particular to the region
considered.

®Direct to Consumer.

’NFT (Non Fungible Token) stands for "non-fungible token." At
a basic level, an NFT is a digital asset that links ownership to
unique physical or digital objects, such as artwork, real estate,
music, or video.

e-commerce operator VALAP, becoming the most
extensive online wine store.
Figure 6. Civilta del vino: valori identitari vs. mercato.

ITALIAN WINE BRANDS vimi <

sastMice

ENOITALIA

Nuova era
delle

Figure 5. The example of Italy: financials have at the upper hand

7 Covid accelerated market changes

The Covid pandemic quarantine or lockdown changed the
market outlook worldwide. Wineries maintained sales
through video conferencing, e-commerce, and digital
marketing, increasing the DTC?.

Countries already assuming the basics of the virtual
marketplace only had to "jump on the runaway train" by
offering Web 3.0 technology and opening up to engaging
the new generation of consumers by responding to their
desires and extending their purchases through the new
sales patterns.

In addition to identity, as mentioned earlier, the market
is also beginning to become “liquid.” Will this be the
market trend in the coming years?

Large firms such as Treasury Wine Estates and
Constellation Brands have brought NFTs’, online,
adapting the technology to cryptocurrencies. Based on the
blockchain, these crypto-assets cannot be substituted and
traded; they can be old with Bitcoin or Ethereum
cryptocurrencies.

The “metaverse” *built-in reality is a virtual game of
“democratization of desires.”

A major cultural shift occurs due to new generations
approaching the wine industry with medium to large
wineries. The company's technicians and staff manage the
vineyards’ cultivation and enology. The new generations
to receive the baton have experienced globalization, the
principles of virtual games that are the basis of the
metaverse, and a generally declining educational tenor.

Generation X, “no plow, no sow, no harvest,” manage
export activities and social media platforms presenting
wine to top influencers and trendsetters, snubbing as
“ancient” and “invisible” the generation that put wine on
the market and made it known.

A virtual world with no real sustainability, no identity,
and no culture pays lip service to protecting the

8The metaverse is a three-dimensional space within which
physical people can move, share and interact. A virtual living
environment superimposed on the physical world of real life.
These are tools such as augmented reality (AR), virtual reality
(VR), superfast connections, and blockchain, as well as an
incalculable amount of data and information. Three-dimensional
avatars with a nickname or moniker represent the Users.
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environment and does not connect with other winemakers
in the area.

The danger lies in a polarization that establishes most
wine as a commodity, leaving minimal volume for wines
connected as “terroir” with iconic recognition.

8 Conclusions

Based on the wine news obtained from 2020 to 2022, a
distribution on Cartesian axes appears to reflect the Wine
World (Fig. 6).
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Figure 6. Wine civilization: identity values vs. market.

The algorithm (Table 4) is developed based on daily
news reported on major wine websites and blogs such as
IV News, Vitisphere, Weekly Wrap, Wine Business
Monthly, Daily News, and others, ranked in six categories
- market, product, generation, influencer, culture, and
others - and valued in a schedule from -10 to 10 was
assigned for the two parameters: market and identity
values.

The variables move away from market and identity
values in the green grouping; those respond to
sustainability, resilience, and terroir in the red and orange
ones.

The civilization of wine seems to be over, giving way
to civilization without values, symbols, and identity,
making wine another beverage of the globalized market.
In the name of environmental defense, poorly managed
vineyards planted will not have a viable period beyond 30
years, with little knowledge of local varieties. The search
for varieties that are market winners is thinning the
richness of the viticultural gene pool, e.s “Prosecco”
phenomenon already eroded by the lack of knowledge of
opinion leaders.

Dionysus is a victim of the “cancel culture”? Is
Bacchus inside the “silent culture”?

Trying to arrest this drift in wine civility, we need to
work on that part of the new generations of winemakers
who are already beginning to produce better and enhance
the wines of their terroirs in union with their territories.

Some of them are also already doing this in tune with
the needs of young consumers, who are interested in wine
not only as a beverage but above all as a sustainable
product and bearer of historical, cultural, and identity
values that must also emerge from a new narrative, made
up of less advertising but at the same time more timely and
effective.

Table 4. Wine civilization algorithm.

VALUES

identitarian market

z  Agro-industry 3 5

3 Goodwill 1 6

3 Brand 3 9

Icon - Premiun 2 8
Protected Designation of Origin PDO 6 8

3 Protected Geographical Indication PGl 5 6

g Varietal 2 5

3 Commodities 1 -6
Industrial wines not from grapes -6 -5

Wines + juices + RTD -2 -4

o Silent (1928-1945) 8 5

Z Boomers (1946-1964) 4 4

£ Xgen (1965-1980) -1 6

o S Millenials(1981-2000) cognitive offloading* -2 3
8 Generacion Z (2001 - ) cognitive offloading * -3 -2
£ Vegans - bio -6 1
8 z Non GMOs - hybrids -4 4
o £ Healthism-De-alcoholised wines -5 3
g g Bureaucrats, super technicians(BS) -4 3
mF Black Lives Matter (BLM) -7 -7
g Farm to Fork -7 -5
ﬁ Christianity 8 4
Country and peasant civilization 9 3
Industrial civilization 1 1

Tertiary civilization -2 1

2 Analogical Culture 2 2

3 Digital culture -2 -2

R Regulation -3 -7
Davos -2 8
Multiculturalism (political correct) -4 -4

Cancel culture** -5 -5

Islam -9 -9

History 8 7

2 Landscape 7 7

2 Tourism 6 6
Cuisine 6 5

IDENTITARY VALUES : Prototype and archetypes - social markers = culture.
George Mosse defines culture as : "State or as a mental habit susceptible to
become a way de life."

*L' “offloading ” consists of external delegation of basic tasks such as
memory, orientation, attention.

** By extension, cultures are being erased as well, see the Venetian
semiotics where the campanile (civis) is closer to the tavern than the church
(religio), currently there is a great displacement of both taverns and votive
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