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Wine production on the basis of quantities (including fruit and sparkling 
wines), in million liters, 1971-2011 

The peak of viticulture and wine-making in Armenia was 
interrupted by the anti-alcohol campaign in the former USSR, 
as a result of which the vineyards area decreased abruptly and 
wine production was cut in half. The second shock for 
winemaking came at the time of declaration of independence 
and blockade, continued by the period of privatization of wine 
factories, which resulted in six fold reduction of wine 
production. 
 
At the end of 1990s, wine production started to recover slowly. 
For the past five years the volume of wine production has 
grown by average 14% for the past five.  

Distribution of actual wine producers  
by the year of establishment    

Anti-alcohol campaign  

in the USSR 

Privatization of wine 

factories 

Armenian winemaking has started to gradually recover form 
the transition period decline 

Both domestic and foreign investments in winemaking have 
intensified recently  

Large investments, especially in procurement of new, advanced 
technology and improvement of production processes, have 
been made in the wine sector for the past 5-6 years. There 
have also been made foreign investments to establish vineyards 
and wine production in Armenia, most of which have export 
purpose. 

Source: NSS, A.F. Harutyunyan, “Viticulture and Winemaking in Armenia”, 2007 

Source: Producers of the sector 

* For certain companies as year of establishment is taken the year when the   
company assumed its present name and business form 
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Grape and fruit wine export, in thousand USD 

As of 2011, about 20% of wine produced in Armenia is exported, 
which has value of about USD 5.2 million. 
Since 2004 wine export from Armenia has been growing by an 
average of 35% annually. Export of fruit wines is growing more 
rapidly than export of grape wines. In  2011, the value of export 
of fruit wines from Armenia exceeded the value of grape wines 
by about 14%. 
Armenia’s share in the world export in terms of both fruit and 
grape wines doubled in the years of 2005-2010. 

Wine export  structure  by countries in 2005, 2007 and  2010 

Source: NSS, UN Comtrade 
*HS Code 2206: Other Fermented beverages 

Although attempts are made to expand the geography of wine 
exports, Russia still dominates as the main destination 

Wine export from Armenia has accelerated recently 

Armenia’s  share  in the world 

export 

2005 2010 

Grape wine 0.01% 0.02% 

Fruit wine* 0.1% 0.2% 

For the past 2-3 years new markets (China, South-Eastern Asia 
and African) have appearaed next to traditional export markets 
(RF, CIS, USA, EU). However, exports to these countries are still 
sporadic and non-regular. 

Compound annual growth rate(CAGR) 2004-11 
Grape wine 26% 
Fruit wine 50% 
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          Comparative analysis of export prices 

Russia, export prices per liter in 2009-2010,  in USD 

USA, export prices per liter in 2009-2010, in USD 

 
In the two main export markets of Armenia (Russia and 
USA) average CIF price of Armenian wines holds a 
middle position among imported wines. 
 
These price fluctuations are conditioned by the 
difference in types of wines exported each year, as well 
as by foreign currency exchange rate fluctuations. 
 
The average CIF price of 1 liter Armenian wine exported 
to the USA is twice as high as that of exported to Russia. 

In current export markets Armenian wines do not 
have tangible price advantage 

         Average price of 1 liter wine exported from Armenia in  2007-2011, in USD 

Source: NSS, UN Comtrade 
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         Domestic consumption 

Annual Consumption of Wine per capita in 2009, in liters 

In recent years the share of wine has noticeably increased in 
the overall structure of alcoholic drinks consumption. In 
2003-2010, the per capita consumption of wine has grown by 
an average of about 12% annually, making about 1.6 liter in 
2010. The consumption of imported wine has increased 
parallel with the consumption of local wine. In 2007-2011 the 
volume of wine import to Armenia has grown by an average 
of 22%. 
Despite the increase in wine consumption, the demand for 
wine in Armenia continues remaining low in comparison with 
other countries. 
Consumption of vodka shows  certain tendency for reduction, 
but as of 2010, Armenian consumers continue preferring 
vodka, consumption of which exceeds that of wine over 3 
times. In contrast , wine consumption in the EU exceeds that 
of vodka about 100 times. 
Internal demand for wine is weak not only in quantity, but 
also in quality. The culture of wine consumption is not 
developed in Armenia, and majority of consumers do not 
have distinct demands for wine quality. This factor is an 
additional obstacle to the development of wine industry in 
Armenia. 

Although domestic consumption of wine has considerably 
increased, internal demand is still weak 

Sources: Wine Institute 

Source: NSS 

The Structure of Alcoholic Drinks Consumption in Armenia  
 in 2005 and 2010  

 Wine import to Armenia, in 2007-2011, in thousand liters 

Source: NSS 
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Grape cultivation techniques used in private farms (such as tools, application of medicaments and fertilizers, irrigation, number of 
grapevines etc.) are mostly traditional, are not controlled and often do not meet accepted international standards, as a result of 
which the yield often has low quality. Particularly, one of the most common problems is the early harvest of Areni, which results in 
the low sugariness of this variety. Small  and scattered vineyards complicate the control over technologies applied by individual 
farmers and the quality of yield. Another hampering factor is that producers do not offer a price premium for grapes of higher 
quality.  
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Procurement of  raw materials: viticulture 

At present, main grape varieties used in winemaking in Armenia are local varieties and those acquired through selection of grapes. 
Main varieties used in the production of red wines are Areni, Haghtanak, Karmrahyut, Kakhet, Charents. The most demanded 
variety for the production of red wines is Areni, which, according to different estimates, makes 10-30% of all grape yield used in 
winemaking. Areni can grow in different regions of Armenia, but the Areni growing around Aghavnadzor and Areni villages of Vayots 
Dzor region is considered the best for wine production. Kangoun, Voskehat, Mskhali and Rkatsiteli are the main varieties used in the 
production of white wines in Armenia, Kangoun and Voskehat being considered the best. 

   

Main grape varieties 

Pricing  

Wine companies procure grapes directly from individual farmers. The price is usually defined for one kilogram of grapes of a certain 
variety and does not generally depend on the size of the deal or on the grape quality.   

As a rule, producers and farmers do not sign long-term contracts.  

Areni is the most expensive grape variety used in winemaking. In 2011, 1kg of Areni was procured for AMD 210-230, other varieties 
of grapes for AMD 130-180.  

 

Grape cultivation techniques  
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Territory of vineyards and grape productivity in Armenia 

Distribution of vineyard territories in Armenia by regions 

According to official data, the territory of vineyards  has recently 
increased in Armenia. In comparison to the 1990s, the grape 
productivity has also risen. Especially productive are Ararat and 
Armavir regions (up to 18 and 13tons/ha respectively, which raises 
the average country indicator). It is mainly conditioned by the 
increasing usage of technical grape varieties used in the production 
of cognac. These varieties are more productive in comparison with 
table and wine grape varieties. 
However, a number of viticulture experts claim that the official 
statistics  does not reflect the reality and thorough investigation and 
assessment of vineyards is necessary to get a more realistic picture.  

The territory of vineyards and grape productivity in Armenia have 
been on the rise recently.  

Majority of vineyards are small farms belonging to individual 
farmers, but there is a tendency of vineyards average size 
expansion and consolidation.   

   Source: NSS 

According to various estimates, there are 2-3 thousand hectares of 
vineyards, with grape varieties for wine production. Majority of this 
territory  belongs to individual farmers, the average size of 
vineyards being 0.5-0.8 ha.  
 
Simultaneously there is a tendency among winemaking companies 
to establish and expand their own vineyards.  

  Source: NSS, A.F. Harutyunyan, “Viticulture and Winemaking in Armenia”, 2007 
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Benchmark  analysis of costs: viticulture 

Soil preparation expenses can considerably vary, depending on the type of soil. Preparation of soil may include extensive geological 
works (such as clearing of the land from stones and clearing the land from salts). Depending on the necessity to perform the 
above-mentioned works, expenses of vineyard establishment may vary greatly. The availability of relevant infrastructures on or 
around the land is also important. Thus, if the area is not equipped with irrigation facilities, the installment of such a system would 
considerably increase the preparatory expenses. The plantation expenses depend on the number of seedlings planted on one unit 
of land. 4000  seedlings on 1 hectare of land is considered an average. 

The newly-planted vineyard starts giving a full harvest and producing income in 3-4 years. During this time the soil is fertilized and 
irrigated. At least 8-9 years is necessary to payback the initial investment. Such peculiarities of the sector require long-time 
financial resources  for promotion of heavy investments in viticulture. The long periods and riskiness of investments make for the 
fact that in a number of countries, especially those of Eastern Europe, the state provides subsidies in viticulture. 

Establishment of vineyards requires considerable investments and  payback period 

Investments for vineyards establishment in Armenia are comparable to those made in Eastern Europe  

Establishment of a new vineyard in Armenia is estimated to cost about USD 15,00-20,000 for 1 ha (includes planting and 
cultivation for 3-4 years, until dull yield). This amount of investments is comparable to those in certain countries in Eastern 
Europe. Particularly, establishment of a vineyard costs USD 15,000 in Macedonia and Moldova. In Western Europe the 
establishment of 1 hectare of vineyard may cost USD 30-40 thousand. However, this estimates should be accepted with 
reservations, since main agricultural lands in Western Europe are already used and cultivated, and vineyards tend to decrease. 
Preparatory and planting works for the establishment of a vineyard in the United States are estimated to cost USD 40-50 
thousand.  

Armenia winemaking sector 
assessment 
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Benchmark analysis of costs: viticulture 

The difference between viticulture expenses in different countries is conditioned by a number of factors, including but not limited to: 

- Labor costs, which is usually the biggest cost component in viticulture  

-Weather conditions, which affect the productivity 

- Degree of process automation, which helps to decrease labor costs 

In contrast to other agriculture sectors, labor automation opportunities are rather limited in viticulture. This conditions the fact that in 
international practice labor costs component can make up to 60% of the general operating expenses. In terms of labor force costs 
Armenia is comparable to developing countries, such as South Africa and Chili, while labor expenses in the United States swell the 
overall viticulture expenses.  

Direct material expenditures, which include planting material, fertilizers, medicaments, also have a considerable effect on the  prime 
cost of the grapes and make about 1/5 of it. These expenses make about 40% of the prime cost in Armenia, which is rather high in 
comparison to other countries. This is conditioned by high costs of fertilizers and medicaments imported to Armenia. 

In Armenia automation expenditures are largely replaced by labor expenses, since involvement of labour force is rather high in the 
Armenian viticulture.  

The structure of direct 
operating expenses 

Armenia 
South    
Africa 

USA, 
California 

Chili 

Direct material costs 29% 13% 24% 20% 

Labor costs 55% 30% 59% 43% 

Irrigation 11% 3% 3% 3% 

Other costs 5% 54% 14% 34% 

Total 100% 100% 100% 100% 

The structure of direct 
operating expenses 

Armenia 
South    
Africa 

USA, 
California 

Chili 

Direct material costs 400-500 500 700-1100 400-500 

Labor costs 800-900 1,150 3,000-4,000 900-1,300 

Irrigation 150-200 110 100-200 50-70 

Other expenses 50-100 1050 1,500-2,000 700-1,100 

Total* 1400-1600 2800  5700-6900   2300-2500  

*Expenses for Armenia are  averaged and  in certain expenses can considerably fluctuate and reach USD 2000-2200, depending on the degree of automation of cultivation,   the quantity and quality of the 
medicaments used, the irrigation method, on the region of the vineyards, etc. 
 
Source: Regional vineyard benchmarking report; Scholefield Robinson Horticultural Services, Wine Grape Growers’ Australia; 2008, International winegrape cost of production; Davidson Viticulture; 2010,  
The cost of grape production and producer profitability; VinPro, Winetech; 2009, University Of California Cooperative Extension, Deloitte 
 
 
 

Operating costs 

Armenia winemaking sector 
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Benchmark analysis of costs: viticulture 

*Indicators for South Africa are presented as weighted average  

Although in comparison with the main countries engaged in viticulture the direct operating costs are assessed to be less in 
Armenia, individual farmers, when calculating the general costs, do not include the labor cost of their families. By including those 
costs, small vineyards prove unprofitable. At the same time, viticulture in Armenia shows less favorable performance in terms of 
soil productivity, i.e. in terms of the yield from 1 ha of land.  

Financial performance in viticulture  

Productivity 
 (tons/ha) 

Direct operating 
expenses, USD/ha 

Gross profit, 
USD/ha 

Gross profit, 
USD/ton 

Gross margin, 
USD/ha 

Gross margin 
(% from gross 

profit) 

Australia 18-23  5,500-6,000   6,700-7,000  300-370  1,200-1,500  18%-22% 

Chili 13  2,300-2,500   4,200-4,400  320-340  1,900-2,100  45%-50% 

Argentina 13.5  2,000-2,500   2,800-4,400  210-330  600-2,100  20%-50% 

South Africa* 16  2,800  8,500  530 5,700  67% 

Productivity (tons/ha) 7-12 tons 

Direct operating costs, USD/ha 1,500-1,600 

Gross profit, USD/ha 4,050-4,100 

Armenia, cost calculations for small farms 

 
Source: Regional vineyard benchmarking report; Scholefield Robinson Horticultural Services, Wine Grape Growers’ Australia; 2008, International winegrape cost of production;  
Davidson Viticulture; 2010, The cost of grape production and producer profitability; VinPro, Winetech; 2009, University Of California Cooperative Extension,  
Deloitte, Winemakers’ Federation of Australia, Field producers of Armenia 
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Benchmark analysis of costs: winemaking 

Grape and packaging are the most expensive material costs in winemaking. Costs to produce one unit of product can greatly vary, 
depending on the company’s size. International practice indicates the economies of scales in winemaking. Based on the results of 
benchmark analysis, we can conclude that the structure of direct material expenses in Armenia is comparable to those in other countries. 

                                                      Basic direct material expenditures in winemaking*, USD/bottle 

  Armenia, 2011 ** Italy, 2011 Australia, 2010*** 

  
1,000  thousand 

bottles 

70-400 thousand 

bottles 

1,000-3,000 

thousand bottles 

Feedstock 0.69 0.44 0.92 1.05 

Cultivation 0.21 0.03 0.40 0.06 

Packing 0.64 0.42 0.85 0.74 

Labour force 0.23 0.34 0.51 0.28 

Total 

basic expenses 
    1.77** 1.26 2.69 2.14 

  Armenia, 2011 ** Italy, 2011 Australia, 2010*** 

  
1,000  thousand 

bottles 

70-400 thousand 

bottles 

1,000-3,000 

thousand bottles 

Feedstock 39% 35% 34% 49% 

Cultivation 12% 3% 15% 3% 

Packing 36% 34% 32% 35% 

Labour force 13% 27% 19% 13% 

Total 

basic expenses 
100% 100% 100% 100% 

                                                         The structure of basic direct  material expenditures in winemaking*, % 

*Only  direct material expenditures are included in the analysis. Further, there are also indirect expenditures added (depreciation, administrative expenses, etc.) 

* *Expenses are averaged for Armenia and they can vary for different producers, depending on the technology used, grape variety grown,  he bottle  used (local or imported), etc.  

*** Expenditures for Australia are differentiated, depending on the size of annual output produced by local wine-making companies  

Armenia occupies a middle position in terms of direct material costs in wine production. 

 
Source: Regional vineyard benchmarking report; Scholefield Robinson Horticultural Services, Wine Grape Growers’ Australia; 2008, International winegrape cost of production Davidson Viticulture; 2010,  
The cost of grape production and producer profitability; VinPro, Winetech; 2009, University Of California Cooperative Extension, Deloitte, Winemakers’ Federation of Australia,  Field producers of Armenia 
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Benchmark analysis of costs: winemaking 

Wine aging expenditures Expenses added to the prime cost, % 

1  year in an oak barrel +60% 

2 years in an oak barrel +30% 

2 years in an oak barrel + 1 year  in bottle  +15% 

2 years in an oak barrel + 2 year s in bottle  +15% 

The considerable difference between prices of various wines can be caused by differences in the technology of wine production. 
Particularly, the aging of wines, which is not a mandatory process in winemaking, causes additional production expenses. International 
practice shows that aging of the wine can increase the prime cost by 60% annually.  

Wine aging expenditures mainly include the depreciation of barrels and the storage expenses. Winemakers in Armenia procure the 
barrels (225liters) of local producers for USD 350-450, while international prices range between USD 600 and 800. 

In Armenian winemaking, depreciation expenses of barrels increase the prime cost by ~20-25% for each year of aging (if the barrels 
are used for 7-10 years). 

Aging of wines increases the costs 

Armenia winemaking sector 
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Benchmark analysis of costs: winemaking 

 

Winemaking in Armenia, in comparison to viticulture, has lower gross profit margin: ~38-45%.  

 Nevertheless, compared with international indicators, Armenia’s gross profit margin is rather high and can be  
explained by the significant share of small entities. The example of Australia shows that the larger the wine 
production, the lower the gross profit margin for one unit of production. 

Comparison of gross margin per bottle մեկ շշի հաշվով 

**  The gross margin was calculated  by subtracting the  averaged direct material costs from the price . 

Basic material direct costs and the gross margin in Armenia are calculated based on the current actual averaged costs of the 
producers. Parallel to the development of the sector, material expenditures in Armenia tend to increase, especially because of the 
increase in grape prices.  

Indirect overhead costs also tend to rise. Particularly, technical upgrade of enterprises boosts the depreciation costs, and the rise in 
export leads to the increase in marketing expenses.   

 

Armenia occupies a middle position  and has average profitability in comparison to other countries 

  Armenia * Australia 

  70-400 thousand bottles 1,000-3,000 thousand bottles 

 Gross margin * (% from profit) 38-45 % 48% 35% 

 
Source: Wine Grape Growers’ Australia; Deloitte, Winemakers’ Federation of Australia, Field producers of Armenia 
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Production 

Despite the recent investments in the sector and modernization of 
production facilities, a lot of enterprises continue using old and outdated 
technologies and quality of products is not properly controlled. As a result, 
the produced wine is often of poor quality.  

Number of enterprises 

Wine producers in Armenia, presented in decreasing 

order by production capacity, million bottles 
Expansion of production capacities creates  opportunities for rapid growth.  
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3-5 million bottles 1-3 million bottles 
 

from 0,5  to 1 million 
bottles  

Up to 0.5 million bottles 

Annual production capacity  

Presently there are about 20 actual winemaking enterprises in Armenia, their 
total production capacities totaling up to 30-35 million bottles. But production 
capacity of totally renewed productions will make about 5-6 million in 
2012.  

Majority of the producers in this sphere (60-70%) are small and medium 
enterprises (up to 1 million bottles), but over 75% of the annual production 
capacity is concentrated in companies with over 1 million bottles of annual 
output. 

Comparing the production capacities with the output in 2011, we see that 
production capacities operate only by 25-30%. This is largely conditioned by the 
fact that new large productions are being built and a part of them is not yet 
producing yet or has not yet reached the planned quantity of output.  

Production processes and quality control are gradually improving, but 
they still fall behind international standards  

Armenia winemaking sector 
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Major problems in wine production and quality 

Although there is a trend of technological modernization in the sector and 
some producers actively implement up-to-date facilities,  others continue 
using morally and physically outdated Soviet equipment. Temperature 
regulation/cooling rules are often violated. Certain productions also face 
the problem of poor hygiene, when the facilities and barrels are not 
washed, cleaned and sterilized  in duly and timely manner.  

Grape quality problems  

Production problems 

Quality of grapes plays a decisive role for wine quality. Geographical 
location and climate of Armenia are quite favorable. Besides, the country 
has high-quality white wine grape varieties, such as Kangoun and 
Voskehat. More problematic is the quality of red wine grapes. As a result of 
early harvest, the sugariness of procured grapes (especially Areni) is often 
not high enough to produce quality red wines. Some experts suggest that 
Areni falls behind the leading red wine grapes around the world and that 
selection is necessary to develop Armenia’s potential of producing an 
internationally competitive, quality red wine.  
 
During cultivation of both red and white wine grape varieties, standards of 
cultivation are often violated such as the number of clusters on grapevines, 
the intervals between vines, usage of medicaments and fertilizers, etc.         

Armenia winemaking sector 
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Wine-making  suppliers 

Barrels 

Technologies; supporting 
production materials 

Bottles 

Labels and packing, corks 

Armenian companies chiefly buy new facilities and supporting materials 
(fermenting fungi and others) from European manufacturers (France, 
Germany, Bulgaria), which have offices and distributors in Armenia.  

Barrels are procured from “Varanda” Co. located in the Nagorno-
Karabakh Republic. This company is highly experienced in the production 
of high-quality oak barrels. 

There are two major companies in Armenia engaged in the production of 
glass containers (“Saranist” and “Glass World Company”). Recently these 
companies have upgraded their production and now provide the 
manufacturers with better quality bottles. However, despite the recent 
improvements, Armenian bottles still fall behind in quality to Italian ones, 
and some of the local producers use Italian bottles for export wines.  

 

Corks are imported from Portugal. Labels and packing are supplied by 
local printing companies. Rarely, local producers order labels in China, 
due to price considerations.   

A steady network of suppliers has been formed in Armenia.  

Armenia winemaking sector 
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Quality control and laboratory tests 

Presently only one wine company in Armenia has ISO 22000 certificate for Food Safety Management. 

Quality control  

Laboratory tests 

Large wine companies often have their own laboratories, where basic mandatory checks are conducted. However, most 
of small and medium enterprises do not have their own laboratories and have to use the services rendered by the 
laboratories of the National Institute of  Standards.   

In order to guarantee the stable and high quality of wines, regular, advanced laboratory tests  are necessary. However, 
Armenian laboratories do not have the required facilities to conduct such tests, which is why local producers often have 
to apply to foreign (mainly Georgian) laboratories to conduct these tests. Reaching to laboratories  abroad create 
additional obstacles for Armenian wine producers  and is a significant extra expense for them. 

Armenia winemaking sector 
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Human resources 

Presently oenology specialists with higher education are prepared only by the Armenian State Agrarian University (ASAU) in 
the field of Fermentation Production Technology and Winemaking (30-35 graduates per year). Specialized secondary 
education specialists in the field of Fermentation Production Technology and Winemaking are also prepared by the State 
Agricultural College at ASAU (about 30 places annually). Overwhelming majority of winemaking companies assess the 
knowledge received in specialized colleges and universities to be theoretical. According to their opinion, this education does 
not meet the requirements  of modern production and the graduates do not have enough knowledge to work in the field of 
production. 

Scientific Center of Viticulture, Fruit Growing and Winemaking is a state non-commercial organization engaged in the 
cultivation of planting materials of selected and valuable varieties in viticulture and fruit growing, production of new wines 
and cognacs in the field of oenology and cognac production. 2-3 postgraduate students of the Armenian State Agrarian 
University study in the Center each year. The RA Government has passed a resolution on the Scientific Center of Viticulture, 
Fruit Growing and Winemaking  to become a branch of the Armenian State Agrarian University. 

Educational institutions do not provide quality specialists. 

Companies prepare specialists by their own efforts.   

Preparation of qualified specialists for working in production is done mainly by the efforts of wine-making companies, 
through trainings at workplace. Large companies encourage the training of their specialists abroad. Some companies 
(often foreign firms) prefer inviting specialists from abroad.  

Armenia winemaking sector 
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Marketing and distribution in foreign markets 

Presently small and medium producers have very limited opportunities to conduct necessary marketing actions in foreign 
markets. Considerable resources are necessary to regularly participate in international exhibitions, establish relationship 
with wholesale and distributor organizations, attract their interest. Currently Armenian producers have very little influence 
in relationships with such companies. Neither do they have the necessary  negotiating skills. Most of Armenian producers 
limit themselves to selling their produce to wholesale/distributor companies, and are not informed on how these companies 
resell the procured goods to retail outlets, how the sales and distribution are organized and who the final consumer is.  

Several large producers establish their representative offices abroad (particularly in Russia) and try to do business directly 
with retail networks. However, in this case, too, the retail networks dictate their terms and prices.  

In addition there is also the problem of supply chain and product transportation. Particularly, the Upper Lars checkpoint 
does not support excised goods , as a result of which transportation  is often delayed and additional costs occur. 

Small and medium producers have limited resources to compete in foreign 
markets.    

The brand “Armenian wine” as such does not exists in foreign markets. 

Unlike cognac, Armenian wine is not internationally recognized either by final consumers or by wholesale and distributor 
companies. Presently, the main consumer of the Armenian wine in foreign markets is the local Armenian community. 

Armenia winemaking sector 
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Legal framework and regulations 

• Fulfillment of activities that ensure the application of the law on grape-based alcoholic beverages 

• Establishment and maintenance of a vineyards cadaster that would hold information on vineyards, grape varieties, 
productivity, soil and other indicators 

• Establishment and maintenance of local grape varieties register 

• Registration of Armenian grape varieties in international atlases and  registers (in the register of grapes of the 
International Organization of Vine and Wine) 

• Joining the International Organization of Vine and Wine (OIV), which has 45 member states, including Georgia, 
Moldova and Russia 

• Finalization and adoption of technical regulations of the requirements to wine products and acceptable methods of 
wine production 

• Development of guides and standards on viticulture and wine-making 

• Study of the international experience of quality control mechanisms for exported wines, development and 
application of a model meeting the peculiarities of Armenia 

Problems and gaps in legislation 

Armenia winemaking sector 
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World market trends 
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The European countries (France, Italy, Spain) that traditionally were the 
largest wine consumers show 3-5% annual reduction in wine 
consumption, whereas consumption of wine is gradually increasing in 
new, developing markets. Thus, in Chinese market consumption is rising 
by an average of 15% annually, and by 2.5% in Russian market. 

Countries with largest wine consumption and their share in 
the world consumption, 2010 

Source: UN Comtrade, The Wine Institute 

Wine consumption is increasing in Russia and China, while falling in 
Europe 

Recently entered new country-producers are advancing in the world 
market they have entered recently.   

Traditional leaders of wine production – countries of the “Old world” 
(France, Italy, Spain, Portugal, Germany) – are gradually losing their 
positions, to the countries of the “New world” (Australia, USA, Chili, South 
Africa, Argentina, New Zealand), whose share in the world market 
constantly increases. 

Change in the structure of the world export of wine by 
countries, 1986-2010 

World wine market in 2010  

Production, hectoliter 266 million 

The demand for organic wine is rising.  

Interest in organic wine is rising in the USA and Western Europe, 
particularly in Germany, Switzerland, Great Britain and Scandinavian 
countries. At present the share of organic wines in these countries does 
not exceed 2-3%, but the growth rate is rather high reaching up to 20%, 
according to various estimates.    

Armenia winemaking sector 
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In developing countries (particularly in China and Russia) welfare growth of the population and the spreading of Western lifestyle 
contribute to the development of wine consumption culture, as a result of which more consumers become more  informed, as well as 
demanding towards the quality of wine. Simultaneously the demand for medium- and high-priced wines is rising.  

In developing countries the welfare growth of the population fuels the increasing demand for medium- and 
high-priced wines. 

Consumers are gradually becoming more and more concerned about their health, when choosing a drink. Particularly, the perceived 
health benefits of red wine circulating in mass media  for the past two decades are a powerful incentive for the increase of red wine 
consumption. Research carried out in various scientific centers and universities of different countries point high content of antioxidants 
in the red wine, which makes the moderate daily consumption of this wine useful for the prevention of a number of diseases (cardio-
vascular, diabetes, atherosclerosis).  

Concern for health is becoming an important factor and promotes the demand for red wine. 

There is growing interest toward new and exotic wines produced in a specific region. 

Consonant with the growing consumption of wines produced in “New countries”, there is also growing  interest to try new, unique, 
exotic wines (from new countries, in unique packing and/or from a specific new area), which makes the traditional market of wines 
more diverse. Particularly, attributing wine not only to a country, but also to a specific emphasizes the uniqueness of wine. This trend is 
gradually becoming an important tool for the producers of “New countries”. Such positioning of wine gives the producers an 
opportunity to distinguish their products and have price advantage. 

Consumers are paying  more attention to the appearance and packing of wine. 

More consumers have started to perceive wine as an FMCG products. As a result, producers are paying more attention to the 
appearance and packing of wine, trying to make their product more visually attractive and distinguish it from hundreds of similar 
products at a retail outlet.  

Armenia winemaking sector 
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 Potential export markets attractiveness ranking 

Assessment of overall attractiveness of the export markets for Armenian wines 

Assessment criteria 

Market size 

Index 

Consumption, liter, 2010 

Market maturity Consumption per capita, liter, 2010 

Market growth 
Growth rate of consumption, %,  

2006-2010 

Prevalence of local production  
Consumption-domestic production  

ratio, 2010 

Import opportunities 
Growth rate of import, %, 

 2002-2010 

Market experience 
Share in the overall export from 

Armenia, 2010 

 China 5.89 

 Russian 
Federation 

4.76 

 Sweden 4.30 

 Denmark 4.15 

 United Kingdom 3.86 

 Canada 3.81 

 Holland 3.77 

 Japan 3.64 

 USA 3.58 

 Belgium 3.57 

 Germany 3.27 

 Switzerland 2.92 

 France 1.40 

Assessment results of overall 

attractiveness 

In order to assess the potential markets countries with a wine import volume 
of at least USD 500 million have been chosen.  
 
From largest importers only Hong Kong has not been considered, as a big 
portion of its import is generally re-exported to China.  
 
In assessing the potential markets, absolute figures have been converted into 
a 1-7 scale and the rank (the weighted average of the assessment criteria) has 
been calculated for each country.  
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Assessment 
criteria 

Market size Market maturity Market growth 
Prevalence of local 

producers 
Import 

opportunities 
Market experience 

Indicator 
Consumption, liter, 

2010 

Consumption per 
capita, liter,  

2010 

Growth rate of 
consumption, %,  

2006-2010 

Consumption –
Production   
ratio, 2010 

Growth rate of import, 
%, 

 2002-2010 

Share in the overall 
export from Armenia, 

2010 

United Kingdom 1,291,320,000  21  2.0% 0.002 5.2% 0.007% 

USA 2,793,422,000  9  1.5% 0.994 6.0% 7.006% 

Germany 2,015,800,000  25  -0.1% 0.460 5.2% 0.979% 

Canada 323,590,000  9  -1.0% 0.155 13.6% 0.059% 

Japan 236,700,000  2  -0.2% 0.380 4.8% 0.000% 

Belgium 263,500,000  24  1.3% 0.001 5.6% 0.040% 

Holland 300,680,000  18  0.9% 0.000 8.5% 0.002% 

Switzerland 292,000,000  37  1.0% 0.377 6.6% 0.002% 

China 1,614,100,000  1  5.0% 0.285 55.5% 0.107% 

Russian  
Federation 

1,174,975,200  
                                               
8  

2.6% 0.511 14.1% 73.051% 

France 2,768,110,000  
                                            

43  
-5.0% 1.698 6.1% 1.202% 

Denmark 160,000,000  
                                            

29  
7.9% 0.000 6.1% 0.000% 

Sweden 186,430,935  
                                            

20  
6.3% 0.000 9.3% 0.000% 

Potential target markets analysis 
Armenia winemaking sector 
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Choosing the most attractive markets 

Country Factors for import from Armenia 

China • The most rapidly growing wine market in the world - over 
15% annually 

• Rapid growth of import – CAGR  57% (in volumes 2003/10) 
• The wine consumption not formed yet; an opportunity to 

build the image of Armenian wine 
• Constant reduction of import duties since joining the WTO 
• Considerable consumption of semi-sweet wine consumption; 

an opportunity to enter the market with the products 
available 

• Initiatives for the advancement of Armenian cognac 

• Large-scale production of local (Chinese) 
wine 

• Market unknown to Armenian producers; lack 
of economic ties 

• Absence of free trade contract 
 

 
Russian  

Federation 

 
• Experience of export, and cooperation with local companies 
• Gradual build-up of wine consumption culture; an opportunity 

to form the image of Armenian wine 
• Influential Diaspora and a big number of Armenian 

consumers 
• Awareness about Armenian cognac 
• Geographical closeness  
• The general not- so –positive attitude toward  local (Russian) 

wines by local consumers 
• Predominance of semi-sweet wines in cheap segments 
• Absence of import duties (20% )-free trade contract 
 

 
• Production and advancement of local 

(Russian) wine 
• Trends for local bottling of imported wines 
• Transportation problems 
• Severe competition among imported wines 

Factors against import from Armenia 

Five countries that have received the highest ranking  in the assessment have been chosen as the most attractive (China, Russia, 
Sweden, Denmark, Great Britain. Another three countries (German, France, USA), have been added to the list taking into account the 
Diaspora factor and presence of large number of population from the former USSR. 
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Choosing the most attractive markets 

Country Factors for import from Armenia 

Sweden • State monopoly in retail trade of alcohol, as a result – a 
necessity to deal with only one organization 

• Inclination of local consumers to try new and unique wines 
(12% annual growth rate of import from new countries) 

• Absence/small quantities of local production 

• State policy of restriction of strong alcohol 
consumption 

• Barriers to advertise/promote alcohol in sales 
outlets 

• Ecology-conscious population, a big share of 
bag-in-box wines(about 55%) 

• Strict requirements to quality control of 
imported goods 

Denmark • Fastest growth rate of wine consumption in Western 
Europe (over 7%) 

• A great number of small importers and comparative 
easiness to work with them 

• Absence/small quantities of local production 

• High sensitivity of local consumers to price, and 
intense price competition  

• Strict requirements to quality control of 
imported goods 

Great Britain • Very diverse consumer market; opportunity to offer 
specialized stores to supplement their assortment with 
Armenian wines 

• Small quantities of local production 

• Intense competition in the market 
• High taxes and excises  
• Fully developed consumer market, strict 

demands for quality products 
• Strict requirements to quality control of 

imported goods 

Factors against import from Armenia 
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Choosing the most attractive markets 

Country Factors for import from Armenia 

Germany • Growing interest for wines from new and exotic 
countries (5.8% annual growth rate of importation 
from new countries) 

• No excise tax 
• Availability of ethnic markets 

• Sensitivity of local consumers to price 
• Demanding consumers 
• Strict requirements to quality control of imported goods 
• Availability of local production (about 1 billion liters) 

France • Country with highest per capita consumption of 
wine (45 liters)  

• Availability of ethnic markets 
 

• Wine quality-conscious and demanding consumers  
• Strict requirements to quality control of imported goods 
• Large-scale, advanced and competitive local production 

(about 4.7 billion liters) 
 

USA • The largest consumer market of wine in the world 
(about 3 billion liters) 

• Very diverse consumer market; opportunity to offer 
specialized stores to supplement their assortment 
with Armenian wines 

• Availability of ethnic markets 

• Geographical remoteness  
• Complicated, three-phase distribution network  

(importer, wholesaler, retail outlet) 
• Large-scale, advanced and competitive local production 

(about 2.8 billion liters) 

Factors against import from Armenia 

Armenia winemaking sector 
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The Dynamics of gross and per capita consumption  
of wine in Russia 

Source: OIV, The Wine Institute, Еuromonitor 

The  structure of wine consumption in Russia by the 
type of wine    

Starting from the end of 1990s,  constant growth of both gross 
and per capita consumption of wine have been observed in Russia. 
During the past 5 years wine consumption in Russia has been 
rising by an average of 3-5% annually. Major driver of this growth 
is the constant welfare rise of the population, as well as the 
increasing adoption of western lifestyle by young and educated 
people. 
  
Wine is the third most popular drink among the Russians (about 
30-35% of consumed alcoholic drinks), falling behind vodka and 
beer. The consumption of vodka has been decreasing in Russia, 
mainly due to the fact that young consumers  are shifting toward 
beer and wine. 
 

 

 

Despite its growing trend the wine consumption culture is still on 
the stage  development in Russia and falls behind Western 
countries. Sweet and semi-sweet wines still prevail in the structure 
of wine consumption in Russia. In terms of the type of wine, 
Russian population prefers red wine.  

Wine consumption is increasing in Russia 

In contrast to Western countries, sweet and semi-sweet wines 

prevail in the Russian market 

Armenia winemaking sector 
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Wine consumption by price segments and their 
share, % 

Up to 200 RUB/$6.5 (affordable/  
widely consumed) 

70% 

200-300 RUB/$6.5-10$ 
(average) 

13% 

300-450 RUB/$10-15$ (above 
average, premium) 

12% 

450 RUB/$15 and above (special) 5% 

The main consumer of wines of average and above 

average/premium (200-450 rubles/6.5-15 $) price is the young 

middle-class and upper-middle class population of Moscow and 

St. Petersburg, which are inclined to Western lifestyle.    

This category of the population consumes mainly imported dry 

and semi-dry wines and pays special attention to wine quality as 

well as its appearance, packaging and the image of the 

producing country.     

Italian, French, Spanish, Chilean, German wines prevail in the 

segment. This segment is also the most rapidly growing and 

tends to experiment with new, exotic wines.  

 60-65 %  of  the wines in this segment  are consumed in 

Moscow  and  St. Petersburg. 

Cheap wines and wines having wide consumption have the 

largest volumes of sales. 

The biggest consumption segment are affordable wines up to 

200 rubles (USD 6), where the privilege is given to  sweet/semi-

sweet types. The quality of the wine is not of significant 

importance for this segment. Sweet and semi-sweet wines of 

local, Bulgarian, as well as Moldovian production prevail in the 

segment. Parallel to the increase of welfare of the population and 

formation of wine consumption culture, the share of this segment 

will have a tendency to shrink. 

The primary target for Armenian wine are the average and 

above average wine / premium segment 
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Share of main wine importers, %, 2005, 2010  

About 30 % of wine in Russia is imported. As of  2010  more than 
825 million dollar worth wine was imported to Russia.  

In 2003-2010 the volumes of wine imported to Russia increased 4 
% in average. Though the preference is given to the import of bulk 
wine, while the amount of imported bottled wine decreased by 
0.4%. In recent years the import of foreign (especially European) 
bulk wines and local bottling has increased, due to which the share 
of local bottled wine increases in the market. 
 
 
 
 
 
 
 
 
 
Moldavia was the biggest importer of wines to Russia up to 2006, 
and held more than 30 % of import market. France and Georgia 
followed. As a result of embargo on  Georgian and Moldavian wines 
these countries lost their position in the market. Instead Italy tripled 
its import volumes and  France and Italy have considerably 
increased their imports. Chile increased its share in Russia import 
from 0.1% to 5 % during the last five years .   
 
 
 
 
 
 

Import of wine to Russia 

Source: OIV, UN Comtrade 

The share of Armenia in the structure of importing wine to Russia 

2005 0.1% 

2010 0.3% 

Italy, France and Spain lead wine import  to Russia 

13.0% 

11% 

8.0% 

0.10% 

36.8% 

3.8% 

7.2% 

13.5% 

6.3% 

15.6% 

0.0% 

3.3% 

5.0% 

5.9% 

7.6% 

13.2% 

22.5% 

26.6% 

Այլ 

Վրաստան 

Բուլղարիա 

Չիլի 

Մոլդովա 

Ուկրաինա 

Իսպանիա 

Ֆրանսիա 

Իտալիա 2010

2005

Italy 

France 

Spain 

Ukraine 

Moldova 

Chili 

Bulgaria 

Georgia 

Other 
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The average cost of the import of wine from Armenia to 
Russia is about USD 3. With this price Armenia has an 
average position among the principal importers to Russia. 
Armenian price exceeds the price of other Eastern, European 
importers and importers of the region (Bulgaria, Moldavia, 
Hungary, the Ukraine, and Azerbaijan). 

 

 Average import prices of wine to Russia, USD 
 Armenia has an average pricing position among importers 

to Russia 

* Average price for  2008-2010 is used  

Source: UN Comtrade 

 Cost components of import of one bottle of Armenian wine to Russia (USD) The wine imported from Armenia to Russia is exempt from 
import duty (according to the free trade agreement between 
Armenia and Russia). Ukraine, Moldova, Belarus, Tadzhikistan, 
Kirgizstan and Kazakhstan are also exempt from import duty. 

The excise tax is paid on the border (minimum 300 roubles 
(USD 10 per one liter pure alcohol since June 2012) and VAT 
in the amount of 18 % of import. Wholesale margin ranges 
from an average 30-50%, retail margin, 40-60%. 

 

The average retail price of Armenian wine in Russia is about 
10-11 USD 

 

 

3.3- 3.6 

         1,9 - 2.1 
Retail margin 

       0,7-0.8 
Wholesale 

margin   

     1 VAT     

   0.5 Excise       

 2,5-3 
Transport 

        

Producer’s 
price           

Retail price 

10 -12 

Russian market: import prices 

EV Consulting analysis, sector exporters 
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Wine consumption in China is rapidly increasing 

Chinese consumers prefer red wine 

Total and per capita wine consumption in China 2006-2010 

Structure of wine consumption in China and main price segments, % 

Source: OIV, The Wine Institute, Еuromonitor 

Grape wine consumption did not form a part of traditional 
Chinese kitchen and it is a relatively new phenomenon in China 
largely perceived by the population as a Western tradition. Per 
capita consumption is still very low which indicates a low 
degree of market maturity. Nevertheless during the last decade 
wine consumption in China has had one of the fastest growth 
rates in the world 5-10 % per year. The major drive of growth 
is the stable growth of population’s prosperity and spreading of 
Western values and lifestyle. The major part of the 
consumption falls to affordable wines, although the average 
and above average segments have a trend to expand. The 
imported wine dominates in average and above average price 
segments. Imported wine is perceived  by consumers as of 
better than the local product. The basic consumption of the 
imported wine is concentrated in Eastern big cities, especially in 
Beijing, Shanghai and Guangzhou 

Red wine dominates in all consumer segments in China. The 
two main contributing  factors are perceived health benefits of 
red wine and the traditional association of red color with status 
and success in Chinese culture 
 

Wine consumption by price segment 

Up to $7.5  
(affordable/widely consumed 

80% 

$7.5-10$ (average) 10% 

$10-15$  
(above average, premium) 

8% 

$15 and above (special) 2% 

Armenia winemaking sector 
assessment 



Chinese marker. import 

35 

Wine import to China is growing rapidly 

The leading wine importers to China are France, 
Australia and Chile 

Source: OIV, The Wine Institute, Еuromonitor 

Around 20% bottled wine in China is imported. The import 
rates of both bottled and bulk wine are rapidly increasing. 
During 2003-2010 on the basis of quantity the annual average 
growth was 32 %, and on the basis of price the import annual 
average growth was 57%. 

The absolute leader of  wine import to China is France, 

which increased its share by 1.5 times in 2005-2010. 

Australia is the second  importer and has shown an increase 

having an advantage of geographical proximity. The wine 

from main importers is predominantly targeted at average 

and above average price segments. 

Wine import to China 2003-2010 

Share  of main wine importers, %, 2005-2010  
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Armenian wine will have above average retail price in 
Chinese market 

The average  import price of  bottled  wine in China is USD 

3-4 per liter. 

The average  import price of main importers such as  

Australia and France  is USD 4-5.  In general, imported 

wine is more expensive in China than local production  and 

is perceived by consumers as more elite. 

From its main importers China has free trade agreement 

with Australia, New Zealand and Chile which are exempt of 

import duties (14%). 

 

 

The retail price of Armenian wine in Chinese market today 
is USD 9-11. 14% import  duty,  10%  excise tax and 17% 
VAT are applied to wine imported from Armenia to China. 
The wholesale margin is around 50 % on average , and 
the retail wholesale is around  40%. 
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Price of bottled wine import to China 2008-2010 թթ. 

The possible retail price of Armenian wine , USD 

9.2 -11 

3-3.6 

           2.1-2.5 Retail margin 

         0.6-0.7 
Wholesale 

margin   

       0.3-0.4 VAT     

     0.4-0.5 Excise     

   0.3 Import duty       

 2.5-3 Transportation         

Producer’s 
price             

EV Consulting analysis, sector exporters 
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SWOT analysis 

Strengths Weaknesses 

•One of the cradles of winemaking , culture of 
viticulture and favorable climatic conditions  
 
•Unique, local grape varieties 
 
•Creation of new companies equipped with 
advanced  modern technologies 
 
•Significant investments in viticulture 
 
•Availability of local suppliers of packaging and 
auxiliary materials 

•The absence of Armenian wine image in foreign markets 
 
•Limited vineyard areas and weak viticulture technologies 
 
•Low and unstable quality of wine 
 
•Dominance of old Soviet technologies in many companies 
 
•Scientific and educational institutions do not meet 
producers’  demands 
 
•Small scales of production to compete in international 
markets 
 
•Need to improve the quality control and laboratory 
infrastructure 
 
•Lack of knowledge and skills 

Armenia winemaking sector 
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SWOT analysis 

Opportunities Threats 

•Perceived health benefits of red wine and  increase 
in its global consumption   
 
•Withdrawal of Georgian wines from Russian market 
 
•Rapidly growing markets in Asian countries, 
particularly in China 
 
•The growing demand for fruit wine 
 
• Decrease in dominant role of  wine producing Old 
Countries and dynamic growth of New Countries 
exports in international markets 
 
•Wine tourism development 
 
• Increase in demand for organic wines 

•Increase in demand for cheap wine 
 
•Not sufficient measures to fight natural disasters 
 
•Phylloxera outbreak danger in Vayots Dzor and 
Ararat valley 
 
•Transport problems - Lars checkpoint does not 
serve excise goods, unstable ferry transportations 
 
•Grapes and wine  overproduction  in the 
international market 
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2020 Vision Development strategy 

By 2020 increase three times grapes wine production volumes in Armenia (up to 15-20 
million liters annually) by growing the internal consumption and exports, establishing 
Armenia as a traditional country of viticulture and oenology and producing wines of high 
quality targeted at average and above average price segments. 

The components of value offer 

Tradition/ History 

Nature and health 

Peculiarity 

Local unique 
varieties of grapes 

Sun, water and highland 
areas of viticulture 

Cradle of 
viticulture and 
winemaking 

Vision 
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Development strategy 

5.6 

4.8 

0.7 

Արտադրություն, 
մլն. լիտր 

Տեղական 
սպառում, մլն. 

լիտր 

Արտահանում, 
մլն. լիտր 

2011 

 

Production, million 

liters 

 

 

Local consumption, 

million liters 

 

 

Export, million liters 

 

10.0 

7.1 

3.0 

2015 

17.5 

10.1 

7.4 

2020 

Production, 
million USD 

11.8 27.1  55.3 

Export, million 
USD 

2.5 10.7 29.5 

Export share, % 21% ~40% ~53% 

16% 

10% 

41.5% 

11.5% 

7.3% 

20% 

CAGR CAGR 



  Targets for wine production and vineyards territory for 2012-2020 
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Development strategy 

According to targets the production of wine will 
grow and by 2020 the volume of produced wine in 
Armenia will reach 17.5 million liters. The present  
territory of vineyards is not enough to ensure 
enough grapes for production of these volumes. 
Though there is no official, reliable data experts  
consider around 2500 ha of vineyard produce 
grapes for wine in Armenia. These vineyards are 
enough to supply the wine production with grapes 
till 2017. Additional vineyards will be necessary 
beginning  2017, for which the process must be 
started not later than in 2015. To ensure the 2020 
target it is necessary to establish around 800-850 
ha new vineyards. 
The implementation of winemaking development 
strategy is the precondition for achieving the 
targets. 
 

 

Target volumes of wine production and vineyards  territory necessary 2012-
2020 

Available vineyards –  
2500 ha 

To ensure the targets of wine production it is necessary to 

establish around 850 ha additional vineyards. 

*Calculation is based on  7 tones per hectare yield  EV Consulting analysis 
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Development strategy 

 
 
 
 

Primary target markets 

Export from Armenia, 
liters/ 

Share of export in the 
overall export of 
Armenia, 2011 

Export from Armenia, 
liters/ 

Share of export in the 
overall export of 
Armenia, 2015 

Export from Armenia, 
liters/ 

Share of export in the 
overall export of 
Armenia, 2020 

Russia 
600,000 

85% 
2,500,000 

85% 
5,500,000 

75% 

China 
400 

0.01% 
160,000 

5.5% 
1,300,000 

18%  

Secondary target markets 

USA 
42,000 

6% 
150,000 

5% 
300,000 

4% 

France 
8,000 

1% 
22,000 

1% 
45, 

0001% 

Other markets 
105,000 

8% 
125,000 

4% 
155,000 

2% 

•Russia and China are selected as primary markets given their rankings in  export attractiveness assessment. The  basic 

mechanisms of international marketing and export promotion are supposed to be concentrated on these markets. 

 

•The USA and France are selected as secondary targets taking into account the presence of large Armenian population and 

organized Diaspora. 

  



Russian market: targets for Armenian export 
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Development strategy 

2011 2015 2020 

Per capita consumption, liter 8.6 10.1 12.3 

Total consumption, million liters 1,200 1,400 1,700 

Gross import of Russia, million liters 230 250 275 

Export from Armenia, million liters 0.6 2.5  5.5 

Share of Armenia in Russian import, % 0.3% 1.0% 2.0% 

Share of export into Russia in total export of 
Armenia  

85% 85% 75% 

• The forecasts  are done based on change of population number * in Russia and the dynamics of wine consumption in 2012-2020 

• Per capita wine consumption in Russia is forecasted to grow by an average of 4 % annually in 2012-2020 

• The growth of bottled wine import volumes is forecasted to grow by an average of 2 %  annually 2012-2020 

• The Russian wine market, is forecasted to reach up to USD 10.9 billion in 2015 **  

 

 

 

* Population number forecast is done based on UN forecasts   
* *Euromonitor Russia’ Retail Wine Market 
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Development strategy 

2011 2015 2020 

Per capita consumption, liter 1.3 1.6 2.00 

Total consumption, million liters 1,700 2,200 2,800 

Gross import of China, million liters 190 540 1400 

Export from Armenia, million liters 420 160,000 1,350,000 

Share of Armenia in Chinese import, % 0.00% 0.03% 0.10% 

Share of export to China in total wine export of 
Armenia  

0.1% 5.5% 18% 

•  The forecasts are done based on the number  of population in China* and the dynamics of wine consumption 2012-2020. 

• Per capita wine consumption in China is forecasted to grow by an average of 5.5 % annually in 2012-2016 and by an   average of 

4 % in 2016-2020. 

• The gross consumption in China is forecasted  2.225 million liter in 2016 ** 

• The growth of bottled wine import volume is forecasted to grow by an average of 30 %  annually in 2012-2016, and by an average 

of 20% in 2016-2020. 

 

* Population number forecast is done based on UN forecasts 
**Source: AT Kearney, China Wine Consumption Report 
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Action plan Main targets of the development strategy 

• Improve the quality of raw materials and expand the  base of grape supplies 

• Upgrade and expand production capacities 

• Ensure high and stable quality of wine 

Increase sales 

Export 

Expanding sales in current markets 
and entering  new ones 

Increase the production of high-
quality and internationally 

competitive product 

Local market 

Growth of domestic consumption of 
wine 

Based on the evaluation of the sector and analysis of opportunities, the strategy of winemaking sector 

development should be  targeted at solving two main problems 

Ensuring the high quality and competitive production is pivotal, in order to reach the targets of the strategy. 

  

6 strategic directions are highlighted, to concentrate the resources and efforts.  

 Raw material supply 1 

  Improvement of legal framework 2 

  Financial assistance 3 

  Development of capabilities 4 

      Promotion in international markets 5 

       Fostering  internal consumption 6 



1.1 Vineyards monitoring and creation of a register  
1.2 Implementation of preventive measures against natural disasters and diseases  
1.3 Research work to improve and select grape varieties  
1.4 Viticulture development program 

47 

         Raw material    

supply 
1 

Strategic directions of development 

          2.1 Matching the  legislation with European regulations 
          2.2 Laboratory infrastructure meeting international standards 
          2.3 Joining the International Organization of Vine and Wine (OIV) 
  

  Improvement of 

legal framework 
2 

          3.1 Creation of special financing mechanism to foster the development of viticulture and winemaking 

 

  

  Financial 

assistance  
3 

       4.1 Improvement of training and education of specialists 

  

  

  Development of 

capabilities 
4 

        5.1 Creation of wine export committee  
        5.2 Participation in international exhibitions with un umbrella “Armenian wines” brand 
        5.3 Organization of tastings in target markets 
        5.4 Creation of Wines of Armenia internet portal 
        5.5 Providing markets research and analysis studies to exporters 
        5.6 Promotion of Armenian wines in specialized press and publications 
        5.7 Development of wine tourism in Armenia 
        5.8 Organization of Armenian wine days in target markets by local Armenian embassies 
  

  Promotion in 

international 

markets 

5 

     6.1 Organization wine festivals  

  
  Fostering internal 

consumption 
6 

Action plan 
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Raw material supply 

Issue 

The most critical issue in winemaking sector is the assurance of grapes raw of high quality and appropriate 
quantity. The competitive advantage of Armenian wines must be based on using Armenian endemic 
varieties. Their study, selection and development of vineyards must become the spotlight of the strategy. A 
complex strategy for the development of viticulture in Armenia is necessary to be designed  by the RA 
Ministry of Agriculture which will cover  all grape varieties (table, wine, cognac) and will include the 
activities of the current development strategy. 
 
The main target of “Raw material supply” initiative is to provide mechanisms to improve the quality of 
grapes and expand vineyards. 
 
The result will be an improvement in the quality of wine grape varieties  and establishment of new 
vineyards.  
 

Basic steps 
 

• Availability of comprehensive information on vineyards and results of viticulture. 
• Mechanisms to foster the creation of new vineyards and improve the cultivation  for the current 
vineyards. 
• Selection and improvement of local grape varieties 

Action plan 
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Raw material supply 

Strategic initiative Expected results 

1.1. Vineyards monitoring and creation of a register  
 

Availability of comprehensive and  information on vineyards in Armenia 

Action Responsible/ Performer Budget/ Source of 
financing 

Term 

  
1.1.1 Creation of vineyards registry and 
viticulture results reporting system and 
database 
 
It is expected to have a comprehensive 
database on grape varieties, vineyards 
condition and yields. The database will be 
based on the unified database of The 
State Committee of Real Estate which 
contains basic information about 
vineyards. The database is updated every 
year. The annual monitoring will be 
conducted  by the local centers of 
Agriculture support in marzes. 
 

The State Committee of Real 
Estate, 
RA Ministry of Agriculture 

Budget: 21 million AMD 
(vineyard registration, 
creation of database 
software) 
 
3 million per year for 
monitoring 
 
The source: RA 
Government, it is possible to 
attract assistance from 
international donor 
organizations 

Planning November 2012 –

April 2013 

 

Complete assessment 

during 2013 

 

Annual monitoring since 

2014 

1.1.2. Alternative quantitative and 
qualitative assessment of current grapes 
vineyards in Armenia by means of digital 
photos taken by a satellite. 

RA Ministry of Agriculture 
  
Possible Performer: the laboratory 
of State Agrarian University of 
Armenia and GIS 
  
Note: the laboratory was founded 
with the assistance of the 
European Union and has all the 
necessary licensed software 
packages and trained specialists 

Budget: 12 million AMD 

Source: RA Government, it is 

possible to attract assistance 

from international donor 

organizations 

August-December  2013 

Action plan 
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Raw material supply 

Strategic initiative Expected results 

1.2. Implementation of preventive measures against natural 
disasters and diseases  
 

To minimize the possible negative impact of disasters and diseases on the quality 
and quantity of the grape harvest 

Action Responsible/ Performer Budget/ Source of financing Term 

1.2.1.  Study of hail protection 

systems productivity and 

development of a program and 

mechanisms of its installation, 

estimation of budget   

RA Ministry of Agriculture 

Information group of experts; 

RA Ministry of Emergency 

Situations 

Budget-estimate: 4 million AMD, to 

conduct a study 

Source: RA Government, it is 

possible to attract assistance from 

international donor organizations 

Deadline June 2013 

1.2.2 Implementation of hail 

protective systems installation 

RA Ministry of Agriculture 

RA Ministry of Emergency 

Situations 

 

According to the study results Since 2013 

1.2.3  Creation of a committee that 

will study and propose a 

professional opinion on the 

following issues 

 -development of quick response 

mechanism in case of phylloxera 

break-out* 

-the usage of phylloxera-resistent 

plants in areas not infected with 

phylloxera 

State Food Security Inspectorate 

of RA Ministry of Agriculture, 

Information group of experts; 

RA Ministry of Emergency 

Situations 

October 2012 –

December 2013 

*In case of phylloxera break-out the amount to reimburse the damages is estimated to be 1,100-1,200 million AMD. The excise on 
alcoholic beverages made from grapes may serve as a source of funds to establish an insurance fund. 

Action plan 
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Raw material supply 

Strategic initiative Expected results 

1.3 Research work to improve and select grape varieties To ensure grape varieties of necessary quality and quantity to improve the 
quality of the harvest and to enlarge the vineyards in Armenia 

Action Responsible/ Performer Budget/ Source of financing Term 

1.3.1. Implementation of work on 

selection and improvement of Armenian 

varieties* 

3-4  Armenian grape varieties to be 

selected** 

RA Ministry of Agriculture, State 

Agrarian University of Armenia 

Budget: 40 million AMD 

Source: RA Government, it is 

possible to attract assistance from 

international donor organizations 

2013-2015,  

start: May 2013  

1.3.2. Creation of vines nursery for 

selected grape varieties 

 Development of nursery creation 

program and operational model 

 Assessment of establishment and 

operational costs and revenues 

 Foundation of a nursery by the 

government or under  

governmental control 

As an alternative model the existing 

nurseries  can cultivate plants by the 

order of the government 

 

The viticulture farms are expected to be 

provided with high-quality vines  under 

favorable conditions. 

 

RA Ministry of Agriculture, 

Nursery operator organization 

Budget: preliminary assessment: 40 

million AMD investments, 55-60 

million AMD annual expense. The 

calculation is made to provide vines 

to found 300 ha of grapes vineyard. 

It is supposed that the nursery will 

be exploited on the basis of the 

current nurseries and the project 

does not involve land purchase. 

Financial source: RA Government in 

cooperation with private investor 

Arrangement September-

2013: Nursery foundation 

program 

Nursery foundation in 2014 

 

 

Action plan 

*  This means the selection and production of local  varieties that have big potential for winemaking development . In a long run a study is needed to assess varieties  that are resistant to climate 

changes  

** Currently  5000 vines of  Areni variety  have been produced by a private initiative. The plants are planned to be distributed among farmers    
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Action plan Raw material supply 

Strategic initiative Expected results 

1.4. Viticulture development program  The availability of high quality raw material supply in sufficient quanitity 

Action Responsible/ Performer Budget/ Source of 

financing 

Term Result 

1.4.1  Implementation of 
viticulture development 
program* 

RA Ministry of Agriculture - 
 

December 2013 
 
Prerequisite՝ Results of a 
study on vineyards 

The development of 
viticulture in line with 
viniculture.  

*The program should be viewed in the context of the development of winemaking and brandy manufacturing and be aligned with sector development strategies for wine and brandy. This supposes a 

special viticulture development program crafted by the RA Ministry of Agriculture and that will be aligned with strategic initiatives described in the current document  
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Improvement of legal framework 

Issue 

The important prerequisite of winemaking sector development is the completion of the field 
regulation and quality control system and compliance with international standards. The basic goal of 
“Improvement of legal framework” initiative is to reconcile Armenian legislature with the European 
standard 606/2009  adopted in 2009 by the EU. Particularly, the law on alcoholic beverages made 
from grape should be assessed and updated in case of necessity to much EU legislation. The update 
and improvement of Armenian legislature will support country’s membership in international 
organizations 
  
Basic steps 
• Reconcile the current legislation and regulations with European standards 
• Create an independent laboratory  performing complex expertise 
• Armenia’s membership in the International Organization of  Vine and Wine 

Action plan 
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Improvement of legal framework 

Strategic initiative Expected results 

2.1 Legislation compliance with European regulations  The legal framework complying with European standards, creation and 
usage of wine quality control mechanisms. 

Action Responsible/ Performer Budget/ Source of financing Term 

2.1.1  Legislation compliance 

with UN 606/2009 regulation on 

winemaking  

Change of RA law on alcoholic 

beverages from grapes or 

adoption of a new law 

 

Technical regulations covering 

requirements on acceptable 

winemaking techniques and 

methods 

RA Agriculture Ministry 

Armenian Association of  

Winemakers 

Budget: need for international 

expertise  

Financing source: Donor 

organizations  

December 2012-2013 

Action plan 
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2. Improvement of legal framework 

Strategic initiative Expected results 

2.2 Laboratory infrustructure in compliance with 
international standards 

The existence of modern independent laboratory allowing complex analyses 
of wine 

Action Responsible/ Performer Budget/ Source of financing Term 

2.2.1 Creation of modern 

laboratory performing 

expertise defined by 

international standards 

The laboratory may be 

founded on the basis of any 

current laboratory. 

The laboratory must be an 

independent structure. 

 

Creation of a combined 

laboratory for wine and 

other alcoholic beverages 

may be considered as a 

possible option. 

RA Ministry of Economics  

RA Ministry of Agriculture 

Source: The creation/improvement of 

a laboratory will be implemented as a 

part of EU CIB program  

 

Laboratory creation program 

June 2013 

Action plan 
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 Improvement of legal framework 

Strategic initiative Expected results 

2.3 Membership in International Organization of Vine 
and Wine (OIV) 

Access to the informational and methodological resources of the 
organization 

Action Responsible/ Performer Budget/ Source of financing Term 

2.3.1 Negotiations and an 

application to OIV to 

become a member. 

 

Only countries can become 

members of the 

organization. 

 

Nowadays 45 countries are 

members of OIV including 

all old and new country- 

producers. 

RA Ministry of Economics 

RA Ministry of Agriculture 

RA Ministry of Foreign Affairs 

Budget: 5.5 million AMD 

annually  

Source: RA Government 

Negotiations with OIV: June 

2013 

Membership deadline: 

December 2013 

2.3.2  Membership in 

viticulture and viniculture 

committee of Agroindustry 

Intra-governmental Council 

of CIS 

RA Ministry of Agriculture - December 2013 

Action plan 
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Financial assistance 

Issue 

Foundation of new vineyards and technological upgrade of winemaking productions require 
considerable financial resources. As a result  many farmers and producers are unable to invest. 
The main goal of the “Financial assistance” strategic initiative is to provide special favorable financing 
mechanisms, which will serve as an impetus and will assist the producers and rural farms to expand 
vineyards and upgrade production. 
  
The basic steps 
• Development and operation of special favorable financing mechanisms for vineyards expansion 

and production upgrade. 
 

Action plan 
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 Financial support 

Strategic initiative Expected results 

3.1 Creation of a special mechanisms for financing 
viticulture and winemaking development 

Expanded vineyards and upgraded wine productions as a result of special 
financing implementation  

 
Note: Canada can serve as an example, where the government of Ontario  provides farmers financial resources for purposes such as  replantation, expansion of  
vineyards, mechanization, irrigation and implementation of new technologies.  The government finances up to 35 % of farmer’s expenses. One of the necessary 
preconditions to receive financing is to plant only recommended varieties, which have been selected and guaranteed by Local Wine Producers Association as the 
most promising  for Canadian winemaking development.  

Action Responsible/ Performer Budget/ Source of financing Term 

3.1.1 Creation of a special grace period and 

interest rate  mechanisms  for vineyard 

expansion loans. 

 

Lending preconditions will be  

foundation of vineyards from selected 

recommended varieties and usage of 

phylloxera-resistant root stocks. 

 

It is planned to plant around 100 ha in 2014 

and 200 ha in 2015. Half of these area – 50 

ha in 2014 and 100 ha in 2015 is planned to 

establish through loaning   

The creation of mechanisms: RA Minsitry 

of Agriculture 

Financing: RA banks and credit 

organizations 

Budget: 64 million AMD in 2014-

2015 in case of subsidizing the 

credit interest of 4% (financing 

1,2 billion drams to establish 50 

ha in 2014 and 100 ha in 2015). 

 

Financing source: 

RA Government from , state 

budget subsidies for agricultural 

loaning subsidy program 

Development of loan 

mechanism-2012 

Implementation of loan 

mechanism starting from 2013 

3.1.1 Interest rate subsidies for loans to 

purchase new technology and equipment 

SME investments to UCO, RA banks and 

credit organizations 

Financing source: 

RA Government,  export-led 

industrial strategy buiget 

Starting from 2013 

Action plan 
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Development of capabilities 

Issue 

The goal of improving the quality of wine production requires availability of specialists with modern 
skills. 
 
Educational institutions in Armenia do not provide graduates that meet modern demands and 
winemaking companies lack qualified specialists. 
  
The main goal of “Development of capabilities” strategic initiative is to develop mechanisms which 
will contribute to improvement of abilities and skills of graduates and working specialists in line the 
demands of modern production process. 
  
Main steps  
 
• Training of winemakers: acquaintance with leading winemaking technologies and experience. 
• Development of modern educational abilities in winemaking sector, providing the sector with 

young specialists possessing modern knowledge. 

Action plan 
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Development of capabilities  

Strategic initiative Expected results 

4.1 Improvement of the mechanisms of specialists 
training and education 

Availability of skilled specialists in the sector 

Action Responsible/ Performer Budget/ Source of 

financing 

Term 

4.1.1 Arranging and conducting trainings and 

seminars for winemakers (5-6 winemakers per 

anum) 

State Agrarian University of 

Armenia, “International Center 

for Agribusiness Research and 

Education” Fund  

Budget:10-12 million AMD 

annually 

Financing source: 75% - GIZ, 

25% -participants 

Annual 

4.1.2 Educational program development and 

implementation, cooperating with one of the 

leading foreign universities in oenology. 

i. Selection of universities and negotiations for 

the development of an educational program 

ii. Design of a program and financing 

mechanism  

iii. Trial of  the program, recruitment of 

professors 

iv. Implementation of the program 

State Agrarian University of 

Armenia, “International Center 

for Agribusiness Research and 

Education” Fund, RA Ministry 

of Agriculture, SMEDNC  

Budget: Initial assessment 30-

35 million AMD 

Financing source: donor 

organizations, students’ fees 

 

There is a preliminary 
agreement with GIZ, which is 
subject to  confirmation 

 

Preparation: 2013-2014 

 

The beginning of the 

educational program 2014-

2015 academic year 

4.1.3.  Study tour to Austria for winemakers 
 
(~10 winemakers per year) 

SMEDNC Budget: 10 million AMD 
 
Source: Costs in Austria 
financed by Vienna 
municipality, travel costs 
financed by participants 
 

Every year 

Action plan 
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 Promotion in international markets 

Issue  

Wines compete on the level of countries in international markets. Armenia does not have a 
reputation of a winemaking country and separate producers have problems in advancing their 
production because of the lack of country image. It is necessary to create and advance Armenia’s 
image as a winemaking country in international markets, which requires coordinated efforts from the 
industry and the government. One of the critical problems is to ensure the high quality of the 
exported wine, as a product of low quality can have a negative effect on the image of the whole 
country. 
The main goal of “Promotion in international markets” strategic initiative is to create and to promote 
the image of Armenian wines in international markets simultaneously ensuring the quality of the 
wines to be exported. 
It is expected to develop an image of Armenia as a wine-making country in target international 
markets and to have approximately USD 30 million export in 2020. 
  
Main steps  
 
• Creation of “Wines of Armenia” to control the quality of exported wine and coordinate the 

international promotion activities 
• Development of Armenian wine image in target markets 
• Implementation of  Armenian wine promotion in target markets 
• Development of self-regulating mechanisms to improve the  quality of exported wine 

Action plan 
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Promotion in international markets 

 
Wines of Armenia union: goals, structure, functions 

 
Wines of Armenia union will be an independent structure, the main goals of which will be: 
 
• Coordination of marketing activities in international markets 
• Assurance of the quality of exported wine 
 
All producers who export can become a member of the committee according to the code of the union if they meet certain criteria. 
The government will be represented by  a member who will have an advisory voice.  
 

The Union along with Armenian Development Agency will give the companies the right to use the “Wines of Armenia” brand if their 

products meet certain criteria.  The criteria will be defined and specified by the union and will be based on the following. 
 
• conclusions on expertise by the wine laboratory, certifying that the wine meets all the requirements of legislature 
• compliance to labeling rules 
 
 
The government will be represented in the union as a counseling member. 
 
 
Note: In case the Union is not formed the above mentioned functions will be carried by Armenian Development Agency  
 
 

Action plan 
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Promotion in international markets  

Strategic initiative Expected results 

5.1 Creation of Wines of Armenia union Availability of an independent body which controls the quality of the 
exported production and coordinates international marketing initiatives  

Action Responsible/ 

Performer 

Budget/ Source of financing Term 

5.1.1 To create and operate Wines of 

Armenia union consisting of wine 

producers and RA Government 

representatives 

A  group of initiators 

selected from exporting 

companies, RA Ministry of 

Economics 

RA Ministry of Agriculture 

Armenian Development 

Agency 

Budget: to be estimated after 

the action plan is adopted.  

 

Source: member companies 

payments 

Deadline for creating the 

union March 2013 

Action plan 
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Promotion in international markets 

Strategic initiative Expected results 

5.2 Participation in international exhibitions with  
Armenian Wines umbrella brand. 

Recognition of Armenian wine brand and forming business relations in 
international markets especially in target markets (Russia and China)  

Action Responsible/ 

Performer 

Budget/ Source of 

financing 

Term 

5.2.1. Creation of  Armenian wins umbrella brand 

concept by a professional consulting agency. 

Wines of Armenia trademark will be registered by 

the government and will be granted for exclusive 

use to Wines of Armenia 

Armenian Development 

Agency, Wines of 

Armenia 

Budget: 15 million AMD 

Source: RA Government 

Concept creation 

deadline: March 2013 

5.2.2. Participation in international exhibitions 

with Armenian Wines umbrella brand  

- Participation in ProdExpo exhibition in Moscow 

- Participation in one of the exhibitions in China: 

Shanghai wine and alcoholic beverages 

international exhibition, Hong-Kong wine and 

alcoholic beverages international exhibition, 

Guangzhou WINEXPO exhibition 

- Participation in ProWein exhibition in Dusseldorf 

with the purpose of promoting general 

international recognition beginning from the 

second year 

Armenian Development 

Agency, Wines  of 

Armenia 

Budget: 80 million AMD 

the 1st year, 120 million 

AMD annually beginning 

with the 2nd year 

Source: 50%-RA 

Government, 50%-

member countries 

Annual participation in 

exhibitions in Russia and 

China. The beginning: 

2013 

Annual participation in 

ProWein exhibition. 

 Beginning March 2014 

Preparation for the 

exhibition every year 

during 6 months before 

the exhibition. 

Action plan 
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 Promotion in international markets 

Strategic initiative Expected results 

5.3 Arrangement of wine tastings in target markets Dissemination of information, image development and business relations 
formation in the big cities of Russia and China 

Action Responsible/ Performer Budget/ Source of financing Term 

5.3.1. Arrangement of degustation 

in Russia and China targeting 

potential partners: sector 

specialists, sommeliers, wholesale 

and retail, distributors, restaurants. 

- 2-3 tastings per year in Russia 

(Moscow, St. Petersburg) 

- 2-3 tastings per year in China 

(Shanghai, Beijing, Hong-Kong) 

 

Similar events arranged by different 

countries in target markets can 

serve as an example. E.g. Wines of 

Chile posts on its webpage 

schedules of all upcoming tastings 

and other events in target markets. 

Armenian Development Agency, 

Wines of Armenia 

Budget: 80 million AMD (annual) 

Source: 50%- RA Government, 

50%- member companies 

Annual participation. 

Beginning : March 2013  

 Preparation for tasting 

during 4  months before 

the tasting event. 

Action plan 
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 Promotion in international markets  

Strategic initiative Expected results 

5.4 Creation of  Wines of Armenia website Promotion and information on Armenian wine in target markets and on 
international level. 

Action Responsible/ Performer Budget/ Source of financing Term 

5.4.1 Creation of Wines of Armenoa 

multilingual internet portal, with the 

goal to provide information about 

Armenian wine-making traditions and 

producers. 

The site must be at least in four 

languages (Armenian, Russian, 

English and Chinese), must include 

information on Armenia and 

Armenian winemaking, producers and 

their contact details. 

 

 Note: Wine Association sites of 

different countries can serve as an 

example : 

Australia: 

http://www.wineaustralia.com/austra

lia/, http://www.winesa.asn.au/  

Argentina: 

http://www.winesofargentina.org/,  

Chili:  http://www.winesofchile.org/  

South Africa: http://www.sawis.co.za  

Armenian Development Agency, 

Wines of Armenia 

Budget: creation of the website: 

2.5million AMD,  

website maintenance and updating:1 

million AMD annually 

Source: RA Government 

Deadline: December 2012 

 Note: Operation and updating of the 

website must be continuous 

Action plan 

http://www.wineaustralia.com/australia/
http://www.wineaustralia.com/australia/
http://www.winesa.asn.au/
http://www.winesofargentina.org/
http://www.winesofchile.org/
http://www.sawis.co.za/
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 Promotion in international markets  

Strategic initiative Expected results 

5.5 Providing market researches and analysis for 
exporters 

Informed decisions concerning export  

Action Responsible/ Performer Budget/ Source of 

financing 

Term 

5.5.1 Study on Chinese wine market, 

identification of market target segments 

and development of entrance strategy  

Armenian Development Agency, 

Wines of Armenia involving 

experienced professional 

consulting structure in Chinese 

market 

Budget: 25 million AMD 

Source: donor 

organizations 

March-June 2013 

5.5.2 Acquisition of market research and 

analysis studies on Chinese and Russian 

wine markets 

 

Note: IWSR International Wine and 

Spirits Research is one of the most 

famous companies in the world which 

publishes specialized marketing 

researches 

Armenian Development Agency, 

Wines of Armenia 

Budget: 2.5 million AMD 

Source: 50% RA 

Government, 50% 

companies 

Regular action twice a 

year 

The beginning September 

2013 

5.5.3 Study of organic wines in 

international market and assessment of 

possibilities for Armenian producers. 

Armenian Development Agency, 

Wines of Armenia 

Budget: 5 million AMD 

Source: 100% RA 

Government 

January-February 2014 

Action plan 
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Promotion in international markets 

Strategic initiative Expected results 

5.6 Promotion of Armenian wines in specialized 
publications 

Recognition of Armenian wines on international level among professionals 
and appearance in international publications 

Action Responsible/ Performer Budget/ Source of 

financing 

Term 

5.6.1 Arrangement of wine tours and 

degustation for the journalists of 

international professional magazines 

in Armenia 

- 1 tour annually with the duration of 

5 days, for a group consisting of 2-3 

people during Areni wine festival    

 Armenian Development Agency, Wines 

of Armenia, “Areni” Fest Foundation 

Budget: 10 million AMD 

annually 

Source: donor 

organizations 

Regular annual activity 

The beginning: October 

2012 

5.6.2 Individual work with a few 

wine specialists and international 

opinion-makers to  publish articles 

on Armenian wine by them in 2-3 

specialized magazines.  

Armenian Development Agency, Wine 

Export Committee, Wines of Armenia, 

“Areni” Fest Foundation 

Budget: 2-3 million AMD 

Source: RA Government 

Selection of specialists 

2012. 

The beginning of 

individual work with each 

selected specialist January 

2013 
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Promotion in international markets  

Strategic initiative Expected results 

5.7 Development of wine tourism in Armenia Development of wine tourism as one of tourism directions in Armenia and 
international positioning of Armenia as a wine tourism country. 

Action Responsible/ Performer Budget/ Source of financing Term 

5.7.1 Cooperation with tourist 

agencies and development of 

tourist packages together with 

companies 

Armenian Development Agency, 

National Competitiveness 

Foundation of Armenia, “Areni” 

Fest Foundation 

- Annual activity 

The beginning: October 2012 

5.7.2 Invitation of wine tourism 

specialists from abroad to 

consult local winemaking 

companies on possibilities of 

tourism development. 

Armenian Development Agency, 

National Competitiveness 

Foundation of Armenia, “Areni 

Fest Foundation” 

Budget: 4 million AMD 

Source: 50% RA Government, 

50% companies which are being 

consulted 

Only 2013-2014 

Selection of specialists 2012. 

Invitation of specialists to 

Armenia March 2013 
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Promotion in international markets  

Strategic initiative Expected results 

5.8 Organization of Armenian wine day in target 
markets 

Increase of Armenian wine awareness in target markets 

Action Responsible/ Performer Budget/ Source of financing Term 

5.8.1 Develop a program for 

organizing annual Armenian 

wine day in target markets by 

local Armenian embassies. 

 

The program will define the 

formats of cooperation between 

the embassies and companies 

and mechanisms for 

organization. 

RA Ministry of Economy, RA 

Ministry of Foreign Affairs, 

Armenian Development Agency, 

“Areni” Fest Foundation 

- Deadline: March 2013 

5.8.2 Organization of Armenian 

wine day once a year in target 

markets by local Armenian 

embassies. 

RA Ministry of Economy, RA 

Ministry of Foreign Affairs, 

Armenian Development Agency, 

“Areni” Fest Foundation 

Budget: to be estimated based 

on Armenian day organization 

program 

 

Source: RA Government, 

participating companies 

Annually, starting in 2013 
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Fostering internal consumption of wine 

Issue 

One of the reasons of low quality of Armenian wine is the weak local demand, when the majority of 
consumers don’t have strict demands for the quality of wine. In addition, per capita consumption of 
wine in Armenia is low in comparison with other winemaking countries. 
  
The main goal of “Fostering internal consumption of wine”   strategic initiative is to increase the 
awareness of the population concerning wine and to form local demand for qualitative wine. 
  
As a result it is expected that more informed population will consume more wine and will be more 
demanding about the quality of the wine. 
  
Main Steps 
 
• Organization of wine festivals and fairs  

Action plan 
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 Promotion of wine consumption culture in Armenia   

Strategic initiative Expected results 

6.1 Organization of wine festivals and fairs in Armenia Better awareness among population about wine 

Action Responsible/ Performer Budget/ Source of 

financing 

Term 

6.1.1. Promoting  Areni wine festival  

 

• Arrangement of wine tours 

• Assisting to  producers and providing 

bottles with special design and wrapping 

• Creation of grapes museum 

RA Ministry of Economy, “Areni” 

Fest” Foundation, Union of 

Armenian Winemakers 

Budget: Need for 

assessment 

Source: RA Government, 

travel agencies 

Regular annual action 

beginning August 

2012 

6.1.2 Arrangement of wine fair in one of 

Yerevan suburbs. 

 

The fair will be mainly aimed at introducing 

the wines of Ararat valley, Aragatsotn 

winemakers. 

RA Ministry of Economy, “Areni” 

Fest” Foundation, Union of 

Armenian Winemakers 

Budget: Need for 

assessment 

Source: RA Government, 

sponsors 

Regular annual action 

beginning Summer 

2013 

Action plan 
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Budget general indicators (preliminary assesment)* 

Cost distribution by activities 

    2012 2013 2014 2015 2012-2015 

TOTAL Action plan budget 000 AMD 0 291,000 405,500 360,000 1,056,500 

Government financing 
000 AMD 0 160,750 147,250 171,750 479,750 

% 0 55% 36% 48% 45% 

Other sources financing 
000 ՀՀ AMD 0 130,250 258,250 188,250 576,750 

% 0 45% 64% 52% 54.6% 

  2012 2013 2014 2015 2012-2015 

SD 1. Raw material supply 0  51,500  114,500  81,000  247,000  

SI 1.1. Vineyards monitoring and creation of a register 0  34,000  3,000  3,000  40,000  

SI 1.2. Implementation of preventive measures against natural disasters and diseases* 0  4,000  0  0  4,000  

SI 1.3. Research work to improve and select grape varietes 0  13,500  111,500  78,000  203,000  

SI 1.4. Viticulture development program 0 0 0 0 

SD 2. Improvement of legal framework 0 0  5,500  5,500  11,000  

SI 2.1. Matching the legislation with European regulations 0  0  0  0  0  

SI 2.2. Laboratory infrastructure meeting international standards 0  0  0  0  0  

SI 2.3. Joining the International Organization of Wine and Vine (OIV) 0  0  5,500  5,500  11,000  

SD 3. Financial Assistance 0  0  16,000  48,000  64,000  

SI 3.1. Financing mechanisms to foster the development of viticulture and winemaking 0  0  16,000  48,000  64,000  

SD 4. Development of capabilities 0  12,000  47,000  12,000  71,000  

SI 4.1. Imrovement of training and education of specialists 0  12,000 47,000 12,000 71,000 

SD 5. Promotion in international markets 0 222,000 222,500 213,500 658,000 

SI  5.1. Creation of Wines of Armenia union 0 0 0 0 0 

SI  5.2. Participation in international exhibitions 0 95,000 120,000 120,000 335,000 

SI  5.3. Organization of tastings in international markets 0 80,000 80,000 80,000 240,000 

SI  5.4. Creation of “Wines of Armenia” internet portal 0 2,500 1,000 1,000 4,500 

SI  5.5. Providing market research and analysis studies to exporters 0 27,500 7,500 2,500 37,500 

SI  5.6. Promotion of Armenian wines in specialized press and publications 0 13,000 10,000 10,000 33,000 

SI  5.7. Development of wine tourism in Armenia* 0 4,000 4,000 0 8,000 

SI  5.8. Organization of Armenian wine days in target markets by local embassies 0 0 0 0 0 

SD 6. Promoting local consumption 0 0 0 0 0 

SI 6.1. Organization of wine festivals 0 0 0 0 0 

TOTAL 0 285,500 405,500 360,000 1,051,000 

*  Estimates of  financing of some actions depends on the results of additional studies, wihch are planned in action plan but are not included in the 
budget 

Summary Budget Action plan 
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Organizational structure Main structures and functions 

The productive implementation of the strategy supposes harmonious cooperation of all units of public 
administration  system and productive integration with other social-economic strategies. Additionally, one of the 
important guarantees of success is the involvement of pivotal interested parties of the field from planning to 
implementation. 
 
For this purpose the N 49 protocol resolution “ RA strategy of export-oriented industrial policy” as of 15.12.2011 
defined the main bodies which  ensure  the implementation of industrial policy and their functions. 

WINE AND BRANDY STRATEGY 

COUNCILS 

RA MINISTRY OF ECONOMY 

ARMENIAN DEVELOPMENT 
AGENCY ( ADA) 

Activity coordination and actions harmonization of RA state structures in the 

frames of industrial policy. 

RA Ministry of economy is responsible for the development and implementation of 

the industrial policy. It performs the function of industrial council secretariat. 

Involving the representatives of the sphere they will be a link between state and 

private sector to coordinate professional dialogue and actions. 

In the frames of industrial policy DAA will be the key structure which implements 

the strategy. 

THE ROLE AND FUNCTIONS 

INDUSTRIAL COUNCIL 

BASIC BODIES 

Activity coordination and actions harmonization of RA state structures in the 
scope of industrial policy. 

RA Ministry of economy is responsible for the development and implementation 
of the industrial policy. It performs the function of industrial council secretary. 

A link between state and private sector to coordinate actions and foster 
professional dialogue. 

In the scope of industrial policy ADA will be the key structure to implement the 
strategy. 
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Organizational Structure Strategic Council of the Sector 

 

The  joint council of wine and brandy  will have the following main functions 

• Adopt sector strategies 

• Discuss and adopts annual action plans and main performance indicators based on sector strategy 

• Discuss and present suggestions regarding the changes in regulations to industrial council 

• Provide constant feedback regarding new opportunities and problems  

 

The Secretariat of the Council 

The secretariat consisting of 4-5 people will be created to coordinate and organize the Council meetings 

 

Decision making 

Որոշումների կայացման ժամանակ գերակայություն կտրվի համընդհանուր փոխհամաձայնությանը: The priority will be given to 
common consensus during decision making 

 

Organization of meetings 

During the first year the meetings are organized at least once in two months. During the following years the meetings are organized at least 
once in three months. If necessary, additional meeting can be organized initiated by the representatives of the industry or RA Ministry of 
Economy 

 

Assessment of Strategy and Action Plan implementation  

Strategic indicators and monitoring mechanisms are defined for sector strategies. 

Operating indicators are defined according to initiatives and goals, the monitoring of which is conducted annually. 
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Appendix 1 The biggest exporters and importers of  grape wine 

Biggest exporters of grape  wine (thousand USD) 

Country 2005 2006 2007 2008 2009 2010 

1  France 
      

6,961,912 
      

7,830,415 
      

9,279,545  
   

10,060,794  
      

7,690,812  
      

8,387,975 

2  Italy 
      

3,730,737 
      

4,055,052 
      

4,857,229 
      

5,392,545 
      

4,891,876 
      

5,189,250 

3  Spain 
      

1,928,199 
      

2,003,044  
      

2,495,095 
      

2,886,843 
      

2,645,733 
      

2,495,176 

4  Australia 
      

2,109,960 
      

2,084,691 
      

2,461,706 
      

2,112,871 
      

1,802,346 
      

1,909,192 

5  Chili 
         

878,601 
         

966,170 
      

1,257,514 
      

1,377,837 
      

1,381,281 
      

1,547,279  

6 Germany 
         

690,551 
         

817,236 
         

995,054 
      

1,125,189 
      

1,022,843  
      

1,140,262 

7  USA 
         

620,483 
         

834,823 
         

904,768  
         

964,737 
         

878,614 
      

1,104,323 

8  Portugal 
         

654,347 
         

667,394 
         

819,048 
         

852,524 
         

763,090 
         

807,043 

9 South Africa 
         

595,581 
         

520,929 
         

671,730 
         

757,180  
         

711,090 
         

783,148 

10  New Zealand 
         

332,390 
         

395,668 
         

559,838 
         

643,926 
         

637,341 
         

774,200 

11  Argentina 
         

308,430 
         

386,683 
         

500,445 
         

648,176 
         

637,270 
         

744,826 

12  Great Britain 
         

229,217 
         

310,482 
         

410,917 
         

444,710 
         

501,836 
         

661,056 

13  Singapore  
         

166,965 
         

218,414 
         

285,485 
         

300,174 
         

193,614  
         

270,658 

14  Belgium 
         

112,442 
         

108,770 
         

303,037 
         

401,454 
         

181,861 
         

125,700  

15  Moldova 
         

278,142 
         

161,081 
         

107,758 
         

153,513 
         

128,700 
         

137,870 

…..  …...................... 

28 Georgia    81,328    41,050    29,197    36,862    31,996    39,268 

69 Armenia 
                  

538 
                  

964 
              

2,019 
              

1,925 
              

1,489 
              

2,873 

Biggest  importers of  grape  wine (thousand USD) 

Country 2005 2006 2007 2008 2009 2010 

1 Great Britain 
   

4,255,511  
      

4,238,702  
     

5,141,205  
     

5,206,056  
       

4,262,029  
       

4,527,65  

2 USA 
   

3,944,572 
      

4,369,841  
     

4,856,206  
     

4,841,337  
       

4,189,635 
       

4,461,890 

3 Germany 
   

2,382,252 
      

2,496,775 
     

2,709,627  
     

2,996,177 
       

2,774,434  
       

2,696,772  

4 Canada 
   

1,041,817 
      

1,264,509  
     

1,468,996  
     

1,564,660 
       

1,464,497  
       

1,699,529  

5 Japan 
   

1,031,883  
      

1,173,022  
     

1,252,529  
     

1,330,673 
       

1,079,248 
       

1,172,899  

6 Belgium 
   

1,022,792  
      

1,085,205  
     

1,406,836  
     

1,661,327 
       

1,256,028 
       

1,147,624 

7 The Netherlands 
       

839,462 
          

894,245  
     

1,124,001  
     

1,209,131  
       

1,113,848  
       

1,107,933  

8 Switzerland 
       

763,422 
          

820,825 
     

1,003,648 
     

1,113,363 
       

1,016,387 
       

1,054,075 

9 Hong Kong 
         

89,031 
          

106,945 
         

204,174 
         

367,196 
          

519,876 
          

898,484  

10 Russia 
       

577,187 
          

543,470 
         

772,564 
         

911,213 
          

638,535 
          

825,093 

11 China 
         

75,136 
          

138,187  
         

257,112 
         

380,408 
          

457,368 
          

797,214 

12 France 
       

599,073  
          

611,976 
         

749,343 
         

830,625 
          

734,914 
          

705,325 

13 Denmark 
       

548,269 
          

602,438 
         

672,408 
         

731,340 
          

630,416  
          

659,160 

14 Sweden 
       

428,771 
          

471,890 
         

590,432 
         

672,788 
          

636,095 
          

631,671 

15 Australia 
       

165,843 
          

222,930  
         

325,350 
         

449,252  
          

365,139 
          

438,660  

…..  ........................... 

106 Armenia 
               

327 
                  

373 
                 

882 
              

1,114 
                   

517 
               

1,838 

125 Georgia     971     6,952    2,087     393      256      546  

Source:UN Comtrade 
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Appendix 2 Benchmark  analysis of foreign structures promoting export 

Country Structure 
name 

Organization form/ membership  Basic functions  Financing source  

Australia Australia Wine 

Export Council 

State structure 

7 members of the council are appointed by the 

government, another 8 members are appointed 

by the committee selected by sector 

representatives.  The council appoints the 

executive director  

Control of exported wine, market analysis 

implementation, promotion of Australian wine in 

the world 

Every batch of wine is checked and receives 

export license, which is mandatory to export 

products 

State financing: wine production tax and wine 

export tax. 

A program at the structure regularly organizes 

fundraising from private funds.  

Chile Wines of Chile Independent structure, initiative of sector 

producers. 90% of sector producers are involved 

nowadays. 

Promotion of Chile wine in international markets, 

general Chile wine with umbrella brand, provision 

of marketing information to the producers.  

General budget USD 6 million annually (1% of 

Chile wine export).  85% of the budget is 

financed by payments made by the members, 

15% is allocated by the state from the funds of 

export development state agencies. 

Argentina Wine of 

Argentina 

Independent structure, sector producers 

initiative. The company must be an exporter in 

order to become a member. Active cooperation 

with state bodies  concerning the steps aimed at 

general development of the sphere. 

Promotion of Argentinian wine in international 

markets, general Argentinian wine with umbrella 

brand, provision of marketing information to the 

producers.  

The project is funded by payments made by the 

members, regularly receives state grants. Grants 

Source: Wine export tax. 

State aid amounted to about USD 3.5 million in 

2010. 

South Africa WOSA (Wines 
of South Africa) 

Wines and 

Spirits Board 

Independent, non-profit organization, all wine 

producers, exporters are members. It is 

recognized by the state as a wine export council 

and cooperates with state wines and alcoholic 

beverages council.  

A structure which controls the production of 

state wines and alcoholic beverages.  

South African wine promotion in the world, wine 

tourism promotion, arrangement of marketing 

seminars and provision of information to the 

members. 

Every batch of wine is checked and receive 

export license, without of which export is 

prohibited. 

Financing by the state : wine export tax 


