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1 KEOSOE: Central Union of Wine Co-operatives of Greece  
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2 Sofia Perpera & George Athanas, Athens, 1 December 2015, “Report on Marketing Issues for Greek Wine in Canada and the  

United States”  



 

9 
 



 

10 
 



 

11 
 



 

12 
 



 

13 
 



 

14 
 

http://communitytable.parade.com/302754/
http://communitytable.parade.com/302754/
http://communitytable.parade.com/302754/


 

15 
 

i. 

ii. 

iii. 

i. 

ii. 



 

16 
 

v. 

vi. 

• 

                                                      
3 Source: Ministry of Environment, Energy and Climate Change  
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4 Findingsfrom Dr. Liz Thach MW  

  



 

34 
 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 



 

35 
 

• 

• 

• 

• 

• 



 

36 
 

• 

• 



 

37 
 

• 

• 



 

38 
 



 

39 
 



 

40 
 

• 

• 

• 

• 



 

41 
 

• 

o 

o 

• 

• 

• 

• 

• 



 

42 
 

• 

• 

• 

• 

• 

• 

• 



 

43 
 

• 

• 

• 



 

44 
 

• 

• 

• 

• 

• 

• 



    

  

45  

  

• 

• 

• 

• 

• 

• 



    

  

46  

  

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 



    

  

47  

  

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 



    

  

48  

  

• 

• 

• 

• 

• 

• 



 

49  

  



 

50  

  

• 

• 

• 

• 



 

51  

  

• 

• 

• 

• 

• 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

• 

• 



 

52  

  



 

53  

  

• 

  



 

54  

  

• 

• 

• 

• 

1. 

2. 

3. 

• 

• 



 

55  

  

• 

• 

• 

• 

• 

• 

• 
̂ ̂

• 



 

56  

  

• 

• 

• 

• 

• 

• 

• 

• 

• 

̂

• 



 

57  

  

• 

• 

• 

• 

• 

• 

• 



 

58  

  



 

59  

  



 

60  

  



 

61  

  



 

62  

  



 

63  

  

• 

• 

• 



 

64  

  

• 

• 

• 

• 

 

 



 

65  

  

• 

• 

• 

• 

• 

• 



 

66  

  

• 

• 

• 

• 

• 



 

67  

  

• 

• 

• 

• 

• 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 



 

68  

  

• 

• 

• 

• 

• 



 

69  

  

• 

• 

• 

• 

• 

• 

• 



 

70  

  

• 

• 

• 



 

71  

  



 

72  

  



 

73  

  



 

74  

  

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 



 

75  

  

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 



 

76  

  

• 

• 

• 

• 

• 



 

77  

  

• 

• 



 

78  

  



 

79  

  



 

80  

  

• 

• 



 

81  

  

• 

• 



 

82  

  

• 

• 



 

83  

  

• 



 

84  

  



 

85  

  



 

86  

  



 

87  

  



 

88  

  



 

89  

  



 

90  

  



 

91  

  



 

92  

  

• 

• 

• 

• 

• 

• 



 

93  

  

• 

                                                      
5 Agiorgitiko is a very versatile grape variety that can be made in a wide range of styles from light rosés to soft, fruity reds made by carbonic 
maceration in a style similar to the French wines of Beaujolais, to very tannic wines with spicy, red fruit aromas and the potential to age. At 
its most extreme, Agiorgitiko wines have the potential to be very low in acidity, high in alcohol and high in phenolic with both issues 
requiring the winemaker to make decisions on how to handle these components in order to make a balanced wine. The small berries and 
thick skins of the grape contribute to high phenolic levels of Agiorgitiko which leads the wine needing very little maceration time in order 
to extract the deep, dark color associated with the grape. It also contribute to the tannin levels and the grape's ability to handle the effects of 
oak aging in the barrel  
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6 See Appendix for an overview of the pros and cons of alternative legal business form in Greece.  
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7 Aging here means the time the wine stays in the bottle until is consumed.   
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8 Approximately 60% of Greek wineries sell wine directly from their tasting room and e-shops (own estimate).  
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Winery Establishment and Operation Licenses 9   
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9 YIOULA GLASSWORKS S.A., Source: http://www.newglass.bg/?LANG=gr  
10 Cork Hellas, Source: http://www.corkhellas.gr/  

  



 

119  

  

• 

• 

• 

• 

• 



 

120  

  

iii. 

iv. 

                                                      
11 To be considered: Pricing methods narrow the range from which a company must select its final price. When selecting that price, additional 

factors that include the impact of other marketing activities, overall company’s pricing policies, gain-and-risk pricing, and the impact of 

price on other parties, have to be considered. Unfortunately, no strategy is a fit-for-all, thus winemakers must identify which strategy works 

best for their particular business or clientele. Finally, a fine balance between  
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12 The evolution of online advertising, By Patricia Garner, Jan 8, 2015, http://marketrealist.com/2015/01/online-advertising-willoutpace-

traditional-advertising/  
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Figure  33  Porter Analysi : s   
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