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Champagne exports to the UK (millions of 75cl bottles)

Shipments to the UK (millions of 75cl bottles)

Source: Comité Champagne. 2008, 2014, 2018. Les Expéditions de Vins de Champagne.



Source: Comité Champagne. 2018. Champagne: A major economic player.

Champagne’s Top 10 Export Markets, 2018



The UK Sparkling Wine Market, 2018
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The UK Sparkling Wine Market, 2018
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Changing attitudes to brands; 
Changing perceptions of luxury



Changing hierarchies of legitimacy



The notion that champagne is a unique 

product, whose prestige and glamour 

cannot be matched outside the Champagne 

region, has taken a double knock: there 

are too many cheap champagnes of poor 

quality, and much new world fizz offers 

superior value for money. (The 

Independent, December 5, 1992) 
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Changing tastes: 
for the hand-crafted and authentic



Changing tastes: 
for place and for novelty



A changing market(ing) context:
• Challenges to established positions
• Opportunities for new entrants

•Making terroir, provenance and craft legible and credible
• Plus ça change…!


