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The sub ject of wine mar ke ting is wi de ly trea ted by prac ti tio ners and
mar ke ting ex perts in many coun tries. But we are now en te ring a new
era for mar ke ters: peers trust peers. Top- down mes sa ging is lo sing
ground, while bottom- up buzz is gai ning power. How can mar ke ters
and aca de mics re spond to this chal lenge in the wine in dus try? Every
few months new tech no lo gies, new de vices, and new prac tices re‐ 
quire ana ly sis, crea tive pro cesses, and adap ta tion. E- marketing is a
glo bal stra te gy al lo wing the in dus try to reach niche mar kets. For the
first time in his to ry we are able to mea sure the consump tion pat terns
of an en tire mar ket and ad just qui ck ly to their be ha viours. We are
now lea ving the In for ma tion Age and en te ring the Re com men da tion
Age through opi nion lea ders and va rious tren ders. This prac ti cal new
book is writ ten by a lea ding wine in dus try ex pert, in an easy and ac‐ 
ces sible style. Illus tra ted with many case stu dies from around the
word, this book is an in va luable guide to anyone wor king in, or in ter‐ 
es ted in the wine in dus try.
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