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Abstract 
Aim of study: This study analyses how business strategy has influenced the export performance of the Spanish wine 

industry. In recent decades, Spain has been among those countries that have significantly increased their wine exports.
Area of study: We used data collected from a survey comprising 339 Spanish wine-making companies.
Material and methods: The empirical analysis was carried out by sending a survey and subsequent telephone call to 

all the independent wineries belonging to PDOs, the number of responses was 339, 14% of the sample. Using the Heck-
man methodology, we analysed the variables that determine the decision to export and the export intensity.

Main results: Spanish firms have successfully used different combined strategies in order to achieve an intensification 
of exports. This implies that the joint use of strategies that seek efficiency (through cost reduction) while increasing value 
for the customer (through innovation and improved communication processes and distribution) achieve an increase in 
the internationalisation of the company. Therefore, the results of this study add new strategic alternatives to those tradi-
tionally proposed by the literature. 

Research highlights: Firm strategy also has an effect on export performance in the Spanish wine industry. To grow in 
international markets, companies can use a combination of different strategic options.

Additional key words: wine exports; wine firms’ strategy; wine international market; wine companies export strat-
egies. 
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Introduction

Profound changes have taken place in the global wine 
market since the mid-1980s. On the one hand, there has 
been a true globalisation of wine consumption, leading to a 
clear increase in demand in places where, until then, it had 
been very low, giving rise to a strong growth in its trade. 
On the other hand, the emergence of the New World coun-
tries as important exporters represented a major challenge 
for the traditional exporters of south-east Europe, whose 
share in the global market reduced significantly (Anderson 
& Pinilla, 2021). Within this context, there was a remark-
able dynamism in Spanish wine exports which, despite 
the threat of the new countries emerging in the market, in-
creased significantly in terms of volume their share in the 
international market. 

As highlighted in many studies, export results large-
ly depend on macroeconomic aspects and trade policies 
which change over time and affect the different exporting 
countries in different ways (Anderson & Wittwer, 2018). 
However, explaining the export results of different coun-
tries also fundamentally depends on the action of the com-
panies participating in the market, which are, in short, the 
essential economic agents. The action and results of the 
exporting companies depend both on various kinds of ex-
ogenous comparative and cultural elements linked to na-
tional business models (Alonso-Ugaglia et al., 2019), but 
also on their own strategic decisions. These make up the 
black box that has been analysed very little and which, in 
recent decades, has been considered as being a key ele-
ment in determining a successful trade strategy (Bargain 
et al., 2018). 

Within this context, we consider that, to date, a con-
siderable body of literature has been produced focused on 
analysing export results in the wine market based mainly 
on aspects that are external to the firms (Anderson & Wit-
wer, 2020; Bargain, 2020), with much less attention paid 
to the impact of their strategies. Therefore, the objective 
of this article is to attempt to fill this gap, analysing these 
business strategies and their impact on the increase in ex-
ports. To do this we will study a sample of Spanish wine 
firms. Spain has shown considerable dynamism in the 
global wine market and we seek to determine which strate-
gies have favoured a greater degree of internationalisation. 

Frequently, and also for the wine industry, it has been 
noted that firms should opt between low cost and differ-
entiation as alternative strategies, in order to avoid being 
stuck in the middle (Porter, 1980). Particularly, it has been 
shown that the product differentiation strategy offering a 
wide range of services to the customer, the construction 
of a brand reputation in the industry and an orientation to-
wards high price segments, favour internationalisation, as 
in the case of the champagne industry (Crozet et al., 2011) 
or that of China’s wine export dynamics (Rodrigue & Tan, 
2019). However, in the twenty-first century business strat-
egy literature, models are emerging that take a different 

approach, far removed from the traditional Porter strategic 
models, such as the Delta model (Hax & Wilde, 2001), the 
Business Model (Amit & Zott; 2010) and the blue ocean 
strategy (Kim & Mauborgne, 2005) that combines inno-
vation in terms of value and the search for efficiency, pro-
posing a mix of Porter’s two generic strategies. For exam-
ple, it has been shown how upon entering the USA market 
certain Australian wineries developed a new average price 
strategy and improved the product quality with respect to 
the basic products (Cox & Bridwell, 2007). Another very 
similar case has been the boom of Prosecco sales on the 
international market over the last decade (Ponte, 2021). 
Reality shows many examples of companies that increase 
their presence in the international market through the com-
bination of different strategies (Bardají et al., 2014; Si-
mon-Elorz et al., 2015; Ferrer, 2021). 

We will use a representative sample of Spanish win-
eries, included in different designations of origin, as they 
have been fundamental in the transformation of the sector 
(Fernández & Pinilla, 2014). Through the grouping ac-
cording to geographical indications or seals of food quali-
ty, the small and medium-sized companies have increased 
their competitiveness and the value of their products, 
guaranteeing the consumer the fulfilment of food safety 
and quality standards and of the control of the production 
process. Despite their small size, Spanish wineries have 
been able to expand into emerging markets where there 
is a growing number of new wine consumers who are not 
only attracted by the brand and international prestige but 
also seek inherent characteristics of the product (Masset 
et al., 2016; Garcia-Cortijo et al., 2019). Spanish wineries 
are increasing their participation in these markets, not only 
through differentiation, but also through the combination 
of improvements and innovations in the product, constant-
ly searching for improved efficiency.

For the empirical verification, we will use a dynamic 
Heckman-Probit model. In this way we will attempt to ver-
ify the effect of different type of strategies. 

Material and methods

The rapid expansion of Spanish wine exports in 
the twenty-first century

Spain has a long tradition as one of the world’s leading 
wine exporters. From the mid nineteenth century, it be-
came highly specialised in the low quality and low-price 
segment (Fernández & Pinilla, 2018; Ayuda et al., 2020). 

From the mid-1980s relevant changes can be observed 
in the global wine market. Primarily, we should highlight 
the significant growth of the production and exports of the 
New World countries (Australia, New Zealand, USA, Ar-
gentina, Chile and South Africa) whose participation in the 
global market grew powerfully. Furthermore, there was a 
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convergence in the consumer patterns of alcoholic drinks 
between countries with different traditions. This meant 
that wine consumption grew considerably in some more 
developed countries such as the USA, Germany, Great 
Britain or other western countries and decreased in the tra-
ditional exporting countries of south-east Europe (Holmes 
& Anderson, 2017). From the beginning of the twenty first 
century, wine consumption also increased in Asia where 
China in particular has acquired a growing share of the 
global market (Anderson, 2020). 

One of the most salient consequences of these chang-
es has been the rapid increase in the percentage of global 
wine production that is exported. In around 1980 this was 
a little under 15% and had increased to 40% by 2010 (An-
derson & Pinilla, 2020). As a result, global wine trade has 
increased considerably and more than doubled between 
1970-79 and 2010-16. Furthermore, the traditional export-
ers have encountered growing competition, particularly 
from the New World countries.

Therefore, the geography of international wine trade 
has been reshaped considerably. In general, the share of 
the traditional exporters has decreased significantly, while 
that of the New World Countries has increased. In this 
way, although the increase in trade enabled the world’s two 
leading exporters in 1980-89, France and Italy, to continue 
increasing their exports in absolute terms, they lost a con-
siderable share of global wine exports in terms of volume. 
In fact, the joint share of these two countries fell from 55% 
in 1980-89 to 35% in 2010-16. On the contrary, the third 
largest traditional wine exporter, Spain, which represent-
ed only 11% of global exports in the 1980s, increased its 
share to 20% in 2010-161. At the same time, the relative 
weight of the New World countries (Australia, New Zea-
land, USA, Argentina, Chile and South Africa) increased 
significantly from 2% in 1980-89 to 27% in 2010-16 (An-
derson et al., 2017).

It is in the type of wine in which Spain had a weak posi-
tion, namely bottled still wine, where the growth has been 
the strongest. In 2006-08, Spain had a 9.2% share of world 
exports of this type of wine and it increased this share to 
15.3% in 2014-16. This represented a 67% increase in its 

1         If we measure exports in current values, the French and Italian losses are lower, falling from 63% in 1980-89 to 49% in 2010-16. Only France lost share in this case as Italy 
slightly improved. The Spanish gains in terms of value were much lower than in volume, increasing from 8% to 9%.

share, while in bulk wine it increased its share by 31.7% 
and in sparkling wine by 4.7%.

In short, Spain’s exports were able to increase their 
share of the global market, within a context dominated by 
the export offensive of the New Word countries.

As a consequence of this exporting boom, Spain’s high-
ly relevant position in the international wine market has 
consolidated and improved in recent years: in volume it 
is the world’s leading exporter, the third in terms of value 
and it is also among the top three positions in all types of 
wine (bulk, sparkling and still bottled) (Table1).

In order to explain the dynamism of Spanish exports 
we should refer to some substantial changes taking place 
in wine production and consumption in Spain. First, there 
was a distinct improvement in supply, with the introduc-
tion of innovations, which had been previously devel-
oped in other countries such as France, in maturation 
techniques characteristic of ‘the wine revolution’ (new 
presses, steel containers, temperatures control in the fer-
mentation process and widespread bottling at source). 
This improvement in quality led to an increase in the 
number of producing areas legally considered as protect-
ed designations of origin which determined their quality 
standards in production. Between 1935 and 1977, a total 
of 24 designations of origin were created and between 
1980 and 2011 a further 66 new ones emerged. Further-
more, in these designations of origin, the marketing of 
bottled wine became widespread while that of bulk wine 
practically disappeared.

The most noteworthy change in the demand side has 
been a progressive reduction in domestic consumption, 
particularly of low-quality wines, while that of bottled 
wines with designation of origin has increased. Consump-
tion per capita fell from approximately 70 L in the 1970s to 
a little over 30 L in the 1990s (Anderson & Pinilla, 2020). 

Finally, institutionally speaking, Spain’s membership 
of the EU has been fundamental due to the access to an 
enormous market in which Spain could compete on equal 
terms with other traditional producers such as France or 
Italy, which strongly boosted the exports of the agri-food 
sector (Clar et al., 2015; Serrano et al., 2015). 

Table 1. World wine market: exports and rankings, 2018-19 (annual averages)
Country Wine exports (2018-2019) Export world rankings

×106 L ×106 € Total
Volume

Total Bottled still Sparkling Bulk

France 1.419 9.581 1 3 2 2 6

Italy 2.060 6.335 2 2 1 1 2

Spain 2.092 2.844 3 1 3 3 1
Source: Own calculation based on Anderson et al. (2017), pp. 32-33.
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The panorama of the 1990s was, therefore, defined in 
Spain by the danger that the industry was in when faced 
with a brutal reduction in consumption, threatening is very 
survival, the opportunities of accessing a technological 
package that would lead to an improvement in quality and 
its access to an enormous market with no barriers to entry. 
In this context, Spanish wine exports grew very rapidly 
in terms of volume from the beginning of the twenty-first 
century and particularly after the economic crisis that be-
gan in 2008, much more than doubling those of the end 
of the twentieth century (Fig. S1 [suppl]). This expansion 
occurred together with an intense geographical diversi-
fication into regions where new wine consumers were 
emerging. In the last two decades the percentage of wine 
sold within the EU has decreased (Table S1 [suppl]). If 
we make the comparison without considering the countries 
that have joined the EU since the year 2000, this decrease 
is even more evident, as in volume, exports to the EU-12 
have practically stagnated and their percentage of the to-
tal volume exported has fallen from 79% to 63%. There-
fore, one of the keys to export success is the diversification 
of destinations and the increase in sales in new markets, 
particularly in Asia and the Americas, which represented 
1% and 7.6% respectively in 2000 and currently 11% and 
16.4% (27.4% in total). Undoubtedly, the case of China is 
revealing, as this market has grown from being a complete-
ly irrelevant destination to holding the fifth position with 
6% of the volume of wine sold abroad (Table S1 [suppl]).

This large increase in wine exports has occurred with 
the participation of a growing number of companies. How-
ever, the average amount exported is small and has clearly 
stagnated. These two facts correspond to the high num-
ber and small size of Spanish wineries, which are smaller 
than their European counterparts, which are also relatively 

small. In January 2017, there were 4,093 wine companies 
in Spain, of which 3,426 (83.7%) had less than 10 employ-
ees, 589 (14.4%) between 10 and 50 employees, 71 had 
between 50 and 200 employees and only 7 had more than 
200 employees (OEMV, 2016).

With respect to the composition of exports, three types 
of wine have been prominent in the formidable expansion 
of exports. On the one hand, there is clear leadership of 
bottled wine exports with protected designation of ori-
gin (PDO), protected geographical indication (PGI) and 
varietal wines (Fig. 1). The value of the exports of these 
wines in 2016 was approximately six times that of the 
mid-1990s. Their percentage of the value of total wine 
exports, in a context of strong growth, increased from 
40% to 57% between 1995 and 2016. Therefore, this 
type of wine is the most important in the export boom of 
Spanish wine. This wine mainly came from the 90 pro-
ducing areas with PDO. Heterogeneity is very important 
in the PDOs as they differ greatly between one another in 
terms of quality, value and price. A trend can be observed 
in the PDOs with lower unit values of their exports to 
sell a higher percentage of their production in external 
markets, being those that have expanded their sales the 
most in recent years. We could say that those PDOs with 
a lower reputation in the domestic market were forced to 
market their products abroad.

Together with this type of wine, the bulk wine and spar-
kling wine exports also grew significantly. In the former 
case, the enormous production of wine, mainly from the 
region of La Mancha, was mostly sent to the French mar-
ket. In the case of sparkling wines, the growth in exports 
is also noteworthy from the 1960s, with a high level of 
concentration exclusively in two large business groups: 
Freixenet and Codorniu.
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Spanish wine exports, however, continue to have a 
low unit value compared to those of the other large ex-
porters. Therefore, of the five countries with foreign sales 
representing more than 5% of the global exported value 
(France, Italy, Spain, Australia and Chile), the unit value 
of Spanish exports was the lowest (Anderson et al., 2017). 
This is clearly conditioned by the importance of Span-
ish bulk wine exports, with extremely low prices, but it 
also highlights that the exporting success of higher qual-
ity bottled wine (PDO, PGI and varietal wines) has also 
occurred in a relatively low value segment, mainly in the 
commercial-premium still wines (defined by Anderson et 
al., (2017) to be those between US$2.50 and $7.50 per litre 
before tax at a country’s border or wholesale).

Bottled wine exports from areas with PGIs are, there-
fore, the principal protagonists of the export boom. Among 
them, those from the PDOs have an overwhelming im-
portance. Their presence in foreign markets has been in-
creasing with a very rapid expansion. On the one hand, the 
volume of their exports has increased from 3.45 million 
hectolitres in the 1996/97 campaign to 5.09 in the 2016/17 
campaign, which implies an increase of 48% in only twen-
ty years. It is also fundamental to point out that the bottled 
wine of the PDOs that represented 73% of their exports in 
1996/97, reached 95% in 2016/17, implying an increase in 
volume of 92% of their bottled wine exports.

It is interesting to note that this dynamic behaviour of 
PDO bottled wine exports has continued to the present day. 
Their maximum value was reached in 2021. The volume 
exported increased until 2017, after which it has experi-
enced a slight decrease. This implies that the unit value per 
bottle has been growing until today.

Within this context it is necessary to explain this strong 
growth of Spanish wine exports and particularly that of 
bottled wine from PDO. Undoubtedly, we could adopt a 
macroeconomic perspective using gravity models to at-
tempt to identify the factors determining export growth. 
Many studies have adopted this methodology for different 
countries and periods, providing undeniably interesting re-
sults (Castillo et al., 2016; Ayuda et al., 2020; Bargain, 
2020). However, as indicated in the Introduction, our ob-
jective here is to seek to determine the extent to which cer-
tain business strategies have played a fundamental role in 
explaining the export success. In short, our aim is to open 
the black box of the export sector to find out how firms 
have been able to increase their internationalisation pro-
cess so quickly.

Theoretical framework

The benchmark model for analysing business strate-
gy argues that in order to gain a competitive advantage, 
the company must choose between two strategic options, 
leadership in costs or leadership in differentiation, with 
no possibility of developing intermediate, “stuck in the 

middle” positions, which seek to offer differentiated prod-
ucts at a low price (Porter, 1985). Cost leadership focuses 
mainly on the production of low-cost products to satisfy 
price-sensitive customers. Differentiation focuses more 
on offering different and unique products and services in 
the industry but to a wide range of relatively price-in-
sensitive customers (Soltanizadeh et al., 2016). Howev-
er, alternative models have been developed for firms that 
consider the possibility of the existence of intermediate 
strategies. Particularly, in the case of wine, the literature 
has traditionally identified differentiation strategy as the 
star strategy for explaining the internationalisation suc-
cess. Nevertheless, some studies have shown the success 
of intermediate internationalisation strategies, such as 
the case of Australian wine in the North American mar-
ket in which, without increasing prices, the firms have 
introduced differentiation based on innovation or the 
large increase in the export volume of Italian Prosecco 
wine (Kim & Mauborne, 2005; Cox & Bridwell, 2007; 
Ponte, 2021). In the Spanish wine sector, faced with the 
challenge of internationalisation due to the decrease in 
domestic consumption, the wineries have been able to 
combine increases in value and new clients with efficient 
cost reduction models that has translated into very com-
petitive prices with their entry into new markets (Bardají 
et al., 2014; Ferrer, 2021).

Sample

The sample universe, through which the name and 
address of the companies object of the study have been 
obtained, has been constructed by converging the re-
cords existing in the protected designations of origin and 
the SABI (2017), in Section 11.02 of the classification 
of economic activities (CNAE) for the year 2015. This 
double origin of records provides a more complete view 
of the companies operating in the Spanish wine sector, 
both those that have quality seals (PDO, PGI) and those 
that do not. The initial sample was made up of 3,286 
companies. However, it was necessary to remove the so-
called lost cases (Spanos & Lioukas, 2001), eliminating 
those data corresponding to repeated firms or those that 
did not have a valid telephone number or email address. 
Furthermore, those production centres which, when an-
swering the survey, referred to other entities where the 
business decisions were made, were also eliminated from 
the study. This “cleaning” process was carried out by 
sending an email to the company directors together with 
a letter of explanation with a reference email and support 
telephone number in order to clarify any doubts. A month 
later a campaign of reminder telephone calls was carried 
out among those companies that had not replied. In this 
campaign all the casuistry could be captured of the dif-
ferent companies, lost data and production centres with 
no governing body. The process was carried out between 
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February and May 2016 and the data collected referred to 
the business situation at December 2015. Although these 
data only allow a cross-sectional analysis to be made, it is 
important to point out that the questions of the survey in-
dicated that they should be answered considering the be-
haviour and situation of the firm over the last five years. 
The final population size was 2,413 wineries.

Finally, 339 valid surveys were obtained, 14% of the 
sample, the same size as the values reported by Baruch 
& Holtom (2008) for the industrial sector. The sampling 
error, based on the standard error of the mean, calculated 
for the case of finite populations for a confidence level of 
95% and p = q = 0.5, was 5%.

The final sample reflects the reality of the sector in 
terms of both the size of the companies and the volume 
of the wine produced which is corroborated in Tables 2 
and 3. In Table 2 we can observe that the sample offers a 
profile very similar to that of the wineries of the country as 
a whole, using the data drawn from SABI (2017), section 
11.02. Table 3 shows the volume of wine produced and 
exported by the companies that participated in the survey 
and replied to the question relating to the export situation, 
comparing them with the sector according to the data from 
the Spanish Wine Market Observatory (OEMV, 2016, 
2021). From this table we can conclude that the sample 
would have captured around 17% of the volume produced 
by the sector, and 20.6% of the exported wine. 

Methodology
We use a dynamic Heckman-Probit model which corrects 

the problems related to selection bias. Bernard et al. (2012) 
described the decision to export by companies as the result 
of a series of individual characteristics of the firms and of 
the costs that they assume when entering foreign markets. 
Based on this idea, in this study a first equation (1) shows 
the probability to export which depends on their resources 
and capabilities, and the strategies established by the firms.

Di
Export Status = β1Strategiesi + β2Sizei + β3Agei + β4R&Di 
+β5HumanResourcesi + β6Business Groupi  + Uijt

(1)

In the model, the dependent variable (Di 
Export Status) is a 

dummy variable that takes the value 1 if the company ex-
ported and zero otherwise. This measurement of the pro-
pensity to export has extensively been used in the literature 
(Boehe, 2013, among others).

In order to capture the business strategies, the Dess & 
Davis (1984) and Robinson & Pearce (1988) scales were 
used to determine four strategies: Service, Efficiency, Mar-
keting, and Innovation (see Table S2 [suppl] for more de-
tails). The strategies are determined by grouping the differ-
ent questions of Robinson & Pearce (1988) related to the 
four principal strategies proposed therein. 

Table 2. Wineries in Spain, according to the number of employees (Dec 2015) and their percentages, compared with the 
wineries in the sample.

Micro
(< 10)

Small
(10-49)

Medium
(50-249)

Small & medium
(0-250)

Large
(>250) Total

SABI data, % of total 83.2 14.5 2.3 99.8 0.2 100

Survey data, % of total 79.2 18 2.7 100 0 100

Source: Own elaboration and SABI (2017).

Table 3. Volume of wine produced in Spain in 2015 and volume produced captured by the study according to the type 
of winery and its desire to export.

Type of winery and volume Cases Volume (× 1000 L) Percentage
Wineries that do not export 46 24,106 3.7
Wineries that export 250 627,394 96.3
Total participating wineries responding to the questions of 
volume produced and exports 296 651,500 100

Lost cases 43

Volume produced in Spain in 2015 (OEMV, 2016) 3,770,000
Percentage of the total volume of wine produced captured 
by the study 17.3

Volume exported in Spain in 2015 (OEMV, 2021) 3,037,332
Percentage of the total volume of wine exported captured 
by the study 20.6

Source: Own elaboration, based on own data and OEMV (2016, 2021).
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In Table 4 we can observe the description and summary 
statistics of the variables used. The model also includes 
different control variables. 

– Following different studies (Pla-Barber & Alegre, 
2007), the empirical model includes the size of the company 
(Size) estimated through the volume of assets. Other studies 
take the number of employees or its logarithm (e.g. Ortega, 
2010). In this case, authors following Ferrer-Lorenzo (2018) 
have opted for assets due to the extremely seasonal nature 
of wine production and the resulting distortion in the fig-
ures generated (correlation of 0.54 between the ranges of 
active and total employees). The assets of the winery are 
measured through a scale of seven intervals on which the 
directors place their companies (Ferrer-Lorenzo, 2018). We 
would expect a positive influence on the exporting activi-
ty related to the access to physical and financial resources 
(Boehe, 2013). Most theoretical explanations suggest that 
larger companies can better absorb the risks associated with 
entering foreign markets and have more resources in order 
to assume the costs of the initial phases of entering new mar-
kets (Maurel, 2009). 

–The model also controls for the Age of the firm. Zahra 
& George (2002) argued that older firms are usually more 
stable than younger firms in their provision of resources; 
therefore, they have a greater capacity to undertake interna-
tionalisation processes.

–In accordance with Dunning’s resource theory and 
eclectic paradigm (1977), firms with unique intangible re-
sources can exploit their advantage in foreign markets (Lu 
& Beamish, 2004). The model includes the firm’s Human 
Resources, as it seems clear that companies that under-
take a selection process hire employees with the best skills 
(Ferrer et al., 2020). 

–The model estimates the R&D (research and develop-
ment) activities. According to Qian et al. (2010), a positive 
effect is expected of companies that manage talent and in-
vest in R&D. 

–Finally, a dummy variable of belonging or not to a 
business group is included (Business Group).

The second stage of the Heckman model analyses the 
determinants of export intensity by using the following 
equation (2):

Export intensityi= β1Strategiesi + β2Sizei + β3 Agei + β4 
R&Di + β5 HumanResourcesi + β6 
Business Groupi +Uijt

(2)

In this second stage, the dependent variable is export in-
tensity (Exp_Intensidad) which is defined as the volume of 
sales of the company abroad. It was calculated by using two 
questions of the survey: the first enables us to determine the 
percentage that exports represent of total sales, through six 
intervals (Ferrer-Lorenzo, 2018), the average value of the 
interval was multiplied by the volume of wine produced in 
thousands of litres, extracted from another question in the 

survey. As the aim was to analyse the influence of a firm’s 
strategies on its export intensity, the model included the 
four strategic variables as in the previous stage (Service, 
Efficiency, Marketing and Innovation). It also included 
a group of multiplicative variables to study the effects of 
mixed combinations of strategies. We used strategies that 
seek efficiency (through cost reduction) while increasing 
value for the customer (through innovation and marketing) 
that have been outlined in the literature review. Specifically, 
four multiplicative variables were introduced: Efficiency * 
Marketing; Efficiency * Innovation; Efficiency * Marketing 
* Innovation; and also Marketing * Innovation. 

The model also introduces control variables such as 
firm size, age, R&D, human resources management, and 
belonging to a business group. 

Results
Before producing the estimations of the models de-

scribed in the previous section, a preliminary analysis was 
conducted to determine the relationships between each 
of the independent explanatory variables used in the re-
gression models. Table 5 shows the correlation matrix for 
each of the independent variables. As we can observe, the 
correlations between some of the strategies proposed in 
the model had fairly high values, implying serious mul-
ticollinearity problems. Among them we can highlight 
the high correlation between the strategies of Efficiency, 
Marketing, and Innovation. This high correlation between 
the strategies prevents their simultaneous inclusion in the 
models. In any case, the multicollinearity problems have 
been resolved by introducing the multiplicative variables 
that have been described in the previous section.

The first stage of the Heckman model is shown in Table 
6 (columns 1, 2 and 3). As we can see, any of the four strat-
egies considered enabled the company to export more than 
the others, as the results of the model showed coefficients 
with a positive sign and statistical significance for all of 
them.

However, in the second stage of our model, none of 
the strategies on their own enables a company to export 
more, as individually none of them show statistical sig-
nificance. However, combining strategies improves the 
export performance of the companies. Therefore, from 
the results we should highlight the positive effect on the 
export volume of a combination of innovation and ef-
ficiency strategies (column 3b) and the combination of 
efficiency, innovation and marketing strategies (column 
2d). The results also confirm the positive effect of dif-
ferentiation strategies on export intensity, provided that 
they combine marketing and innovation (column 2c) as 
indicated in the previous literature.

With respect to the control variables referring to the re-
sources and capabilities of the company, the results show 
the positive influence of several of those considered that 
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significantly affect the exporting status of Spanish winer-
ies. The results confirm that the larger companies, those 
with more experience (age) and those that manage their 
human resources better are more likely to export (see col-
umns 1, 2, 3 and 3b), as would be expected.

Size shows a positive and statistically significant sign 
in both stages, influencing both the likelihood of exporting 
and the intensity of foreign operations. This result consol-
idates the opinion that large firms benefit more from size 
and have the necessary resources to start exporting. 

Table 4. Description and summary statistics of variables 
Variable Description Observations Mean SD [1] Min. Max.
Dependent variables
D Export status

i

(1st stage)
Dummy variable that takes the value 1 if the company 
exported and zero otherwise. This measurement of the 
propensity to export has extensively been used in the 
literature (Boehe, 2013, among others).

326 0.846 0.360 0 1

Export_Intensity 
(2nd stage)

Log of export sales. Calculated by using two questions of 
the survey: the first enables us to determine the percentage 
that exports represent of total sales, through 6 intervals 
(Ferrer-Lorenzo, 2018), 1) 0%, 2) more than 0 and up to 
10%, 3) more than 10 and up to 25%, 4) more than 25 and 
up to 50%, 5) more than 50 and up to 75%, and 6) more 
than 75%. The average value of the interval has been 
multiplied by the volume of wine produced in thousands 
of litres, extracted from another question in the survey.

326 45.62 28.656 0 87.5

Business strategy
Service Business strategy in Service (high price) [2] 319 3.674 0.655 1.2 5

Efficiency Business strategy in Efficiency (low price) [2] 325 2.991 0.622 1 4.5

Marketing Business strategy in Marketing (brand, distribution, 
marketing methods) [2]

326 2.984 0.787 1 4.75

Innovation Business strategy in Innovation (Product and process 
innovation, development) [2]

327 2.970 0.785 1 5

Control variables
Size Amount of assets. The assets of the winery are measured 

through a scale of seven intervals on which the directors 
place their companies (Ferrer-Lorenzo, 2018). This scale 
ranges from 1) less than 400 thousand euros, 2) between 
400 thousand and one million euros, 3) between 1 and 
5 million euros, 4) between 5 and 10 million euros, 5) 
between 10 and 20 million euros, 6) between 20 and 40 
million euros and 7) over 40 million euros

310 2.380 1.298 1 7

Age Age of the firm. 329 33.446 32.549 0 186
R&D Participation in R&D projects. The directors of the 

wineries evaluated the position of their company with 
respect to the competition on a five-point Likert scale, 
where 1 is “much weaker than the competition” and 5 is 
“much stronger than the competition”. These items are 
adapted from Spanos & Lioukas (2001).

335 2.211 1.052 1 5

Human resources Recruitment and staff selection system. - The directors of 
the wineries evaluated the position of their company with 
respect to the competition on a five-point Likert scale, 
where 1 is “much weaker than the competition” and 5 is 
“much stronger than the competition”. These items are 
adapted from Spanos & Lioukas (2001).

334 2.598 0.801 1 5

Business group Business group. This is a dummy variable of belonging 
or not to a business group from which the company could 
benefit and obtain more resources.

329 0.073 0.934 -3.46 2.69

[1] SD: standard deviation. [2] Defined by Robinson & Pearce (1988).
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Discussion

The profound changes that have taken place in the wine 
market over the last few decades, namely the globalisa-
tion of wine consumption and the increased importance of 
exporters from the New World countries, have constituted 
a major challenge for traditional European exporters (An-
derson & Pinilla, 2021). 

Although the literature has traditionally analysed a firm’s 
export results in the wine market based on external factors 
(Anderson & Wittwer, 2020; Bargain, 2020), internal fac-
tors should also be considered. We can explain the growing 
phenomenon of new firms in the wine industry incorporat-
ing export activities through very different strategies. Any 
of the four strategies analysed in our study allows exporter 
status to be achieved. However, the strategic model is more 
complex and requires different combinations and configura-
tions in order to achieve an intensification of exports. Some 
examples are the differentiation strategy followed by the 
champagne industry or the Chinese wine sector (Crozet et 
al., 2011; Rodrigue & Tan, 2019), a mix of Porter’s generic 
strategies in the case of Australian wineries or Italian Prosec-
co (Cox & Bridwell, 2007; Ponte, 2021). In Spain, wineries 
have combined an increase in value and new clients with 
efficient cost reduction models, achieving very competitive 
prices and the penetration of new markets (Ferrer, 2021). 

The study confirms our central hypothesis. This implies 
that the joint use of strategies that seek efficiency (through 
cost reduction) while increasing value for the customer 
(through innovation, improved communication processes 
and distribution) increases the internationalisation of the 
company. Nonetheless, if considered individually, none of 
the strategies increases exports. Therefore, the result adds 
new strategic alternatives to those traditionally proposed 
by the literature.

The previous literature, focused on the success of the 
export strategies of firms in the wine-making sector, had 
sought to show that, save for a few exceptions, the differ-
entiation strategy determines success in the international 
market. However, in this study, we have verified that the 
firms which we have studied, those of the Spanish wine 
exporting sector, have significantly increased their exports 
through a combination of strategies based on the strength 
of their differentiating strategies (Barney, 1991) and the 
needs of their customers, attempting to offer a product that 
can compete in a difficult environment. 

Previous literature has focused on analysing export per-
formance in the wine market based on aspects exogenous 
to the firms. We have found that firm strategy also has an 
effect on export performance in the Spanish wine indus-
try. We believe that this is a contribution that complements 
previous work.

Companies in the twenty-first century compete in an 
increasingly globalised world where the option to ex-
port is, in many cases, a necessity for the survival of the 
firm (Mariani et al., 2012). In mature sectors, such as the 
wine industry in the Old World, where there has been a 
significant decline in consumption, rivalry has increased 
considerably. The response of companies has been inter-
nationalisation. In this respect, the literature has many 
examples of a clear relationship between export perfor-
mance and differentiation strategies (Crozet et al., 2011; 
Brenes et al., 2014; among others). The paradigmatic ex-
ample is that of French wine and its enormous penetration 
of the Asian market (Masset et al., 2016; García-Cortijo 
et al., 2019). 

Our study has highlighted that in order for companies to 
grow in international markets, they can use a combination 
of different strategic options instead of considering them 
as antagonistic alternatives as indicated by Porter’s tradi-

Table 5. Spearman correlations matrix 
1 2 3 4 5 6 7 8 9 10 11

1 1

2 0.632* 1

3 0.231* 0.223* 1

4 0.207 0.095 0.124 1

5 0.249 0.128 0.308 0.701 1

6 0.285 0.207 0.430 0.606 0.760 1

7 0.284* 0.149* -0.001 0.241* 0.247* 0.134* 1

8 0.060 0.002 -0.129* 0.035 0.029 -0.097* 0.297* 1

9 0.147* 0.151* 0.081 0.304* 0.398* 0.414* 0.177* 0.018 1

10 0.196* 0.155* 0.130* 0.297* 0.351* 0.324* 0.106 -0.015 0.289* 1

11 0.031 0.020 -0:092 0.125* 0.139* 0.109 0.263* 0.089 0.211* 0.098 1
1, Export_status. 2, Export_intensity. 3, Service. 4, Efficiency. 5, Marketing. 6, Innovation. 7, Size. 8, Age. 9, R&D. 10, Human resources. 
11, Business group.  * Significant at 5% (Observations: 263).
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tional model. Therefore, the combination of efficiency and 
innovation, and the combination of efficiency, innovation 
and marketing, enable companies to intensify their inter-
nationalisation. 

In order to empirically verify our hypothesis, we have 
used a representative sample of Spanish wineries. The evo-
lution of Spanish bottled wine exports and of those with a 
PDO, displays an enormous growth, being the world lead-
er in terms of volume and holding a third place in terms 
of value, despite the fact that the companies have not fol-
lowed the differentiation and high-quality strategy. With 
the combination of strategies, not only have the Spanish 
wineries increased their internationalisation but they have 
also been able to diversify the destinations of their sales 
and significantly penetrate certain more dynamic markets, 
such as the Americas or Asia, and especially China within 
this continent. 

In the case of wine, some studies on the marketing of 
wine in China have already indicated this reality. Masset et 
al. (2016) and García-Cortijo et al. (2019), have explained 
that the Chinese market has experienced a reduction in the 
consumption of premium wines, which has favoured the 
entry of other wines from different countries but with a 
lower price. Bargain (2020) has also shown that, although 
premium and high-priced wines, such as the Bordeaux 
wines, have increased formidably in the Chinese market, 
growing opportunities have also arisen for moderately 
priced wines such as the Languedoc wines. The cause of 
this resides in the increase in the knowledge of wine, so 
that educated consumers are less influenced by national 
stereotypes and more open to trying different wines which 
are endorsed by elements of differentiated quality. The 
expansion of consumers to middle-income segments may 
also explain these new opportunities.

Table 6. Effects of strategies export status and intensity.

Variable 1st Stage 2nd Stage

(1) (2) (3) (1a) (2a) (3a) (2b) (3b) (2c) (2d)

Service-hp 0.1349*** 
(0.0097)

0.1494*** 
(0.0109)

0.1483*** 
(0.0121)

0.0160 
(0.0064)

-0.1525 
(0.1478)

-0.2147 
(0.1631)

-0.1153 
(0.1811)

-0.2394 
(0.0672)

-0.0762 
(0.1121)

-0.0545 
(0.1102)

Efficiency-lp 0.0944*** 
(0.0140)

0.0171 
(0.1799)

Marketing 0.0482*** 
(0.0142)

0.1938 
(0.1410)

Innovation 0.0400** 
(0.0153)

0.2633 
(0.1726)

Efficiency * 
Marketing

0.0411 
(0.0283)

Efficiency * 
Innovation

0.0601*** 
(0.0196)

Marketing * 
Innovation

0.0544* 
(0.0307)

Efficiency * 
Marketing * 
Innovation

0.0159** 
(0.0082)

Size 0.0173** 
(0.0072)

0.0304*** 
(0.0078)

0.0323*** 
(0.0078)

0.2590** 
(0.1025)

0.2488** 
(0.1025)

0.2631** 
(0.1130)

0.2964** 
(0.1446)

0.4106*** 
(0.1025)

0.3199** 
(0.1078)

0.3424*** 
(0.1446)

Age 0.0007** 
(0.0002)

0.0304** 
(0.0002)

0.0008** 
(0.0003)

-0.0033 
(0.0031)

-0.0002 
(0.0029)

0.0006 
(0.0029)

0.0005 
(0.0028)

0.0005 
(0.0020)

-0.0001 
(0.0031)

0.0005 
(0.0031)

R&D -0.0052 
(0.0081)

-0.0036 
(0.0094)

-0.0031 
(0.0096)

0.0764 
(0.1026)

0.0276 
(0.0939)

0.0026 
(0.0960)

-0.0014 
(0.1086)

-0.0270 
(0.0663)

0.0110 
(0.1056)

-0.0124 
(0.1058)

Human Resources 0.0353** 
(0.0333)

0.0497*** 
(0.0116)

0.0562*** 
(0.0115)

0.1091 
(0.1315)

0.1504 
(0.1362)

0.1659 
(0.1527)

0.1704 
(0.2184)

0.2264** 
(0.0787)

0.0629 
(0.1459)

0.0498 
(0.1495)

Business Group -0.0048 
(0.0073)

-0.0286 
(0.0373)

-0.0273 
(0.0377)

-0.1171 
(0.0180)

-0.0504 
(0.4189)

-0.1401 
(0.4165)

-0.3134 
(0.4824)

-0.3994 
(0.2606)

-0.5633 
(0.4576)

-0.7315 
(0.4634)

Inverse Mills … … … … … … … … … …

Constant … … … … … … … … … …

Observations 267 267 269 229 228 230 232 232 232 232

Prob > chi2 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000

Standard errors in parentheses. *** Significant at the 1%, ** at the 5%, * at the 10% level .
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Furthermore, our study shows the importance of incor-
porating the business heterogeneity in business models, in 
this case, considering different strategic models and their 
influence on export performance. Therefore, an alternative 
explanation is offered that enables us to better reconcile 
business models with the existence of a large number of 
small exporters that operate in international markets (Ea-
ton et al., 2011).

It is clear that in our study, focused on business strat-
egies, we have not been able to consider macroeconomic 
aspects, trade policies, exogenous comparative advantag-
es or cultural elements which are decisive in explaining 
export results. As a good part of the literature on the de-
terminants of wine exports has focused on this aspect, we 
believe that by analysing the behaviour of firms we offer a 
complementary perspective that enriches the understand-
ing of the determinants of exports. 

Authors’ contributions 

Conceptualization: J.R. Ferrer, R. Serrano, S. Abella, V. 
Pinilla.

Data curation: J.R. Ferrer, R. Serrano, S. Abella.
Formal analysis: R. Serrano.
Funding acquisition: V. Pinilla.
Investigation: J.R. Ferrer, S. Abella, M.T. Maza.
Methodology: J.R. Ferrer, R. Serrano, S. Abella, V. Pinilla, 

M.T. Maza
Project administration: J.R. Ferrer, R. Serrano, S. Abella, 

V. Pinilla, M.T. Maza
Supervision: J.R. Ferrer, R. Serrano, S. Abella, V. Pinilla, 

M.T. Maza
Visualization: J.R. Ferrer, R. Serrano, V. Pinilla.
Writing – original draft: J.R. Ferrer, R. Serrano, S. 

Abella, V. Pinilla.
Writing – review & editing: J.R. Ferrer, R. Serrano, V. 

Pinilla.

References
Alonso-Ugaglia A, Cardebat JM, Corsi A (eds.), 

2019. The Palgrave Handbook of Wine Indus-
try Economics. Palgrave Macmillan, London.  
https://doi.org/10.1007/978-3-319-98633-3

Amit R, Zott C, 2010. Designing your future business mod-
el: an activity system perspective. Long Range Planning 
43: 216-226. https://doi.org/10.1016/j.lrp.2009.07.004

Anderson K, 2020. Asia’s emergence in global beverage 
markets: The rise of wine. Singapore Econ Rev 65(4): 
755-779. https://doi.org/10.1142/S0217590820500162

Anderson K, Wittwer G, 2018. Cumulative effects of Brex-
it and other UK and EU-27 bilateral free-trader agree-
ments on the world’s wine markets. The World Econo-
my 41: 2883-2894. https://doi.org/10.1111/twec.12726

Anderson K, Pinilla V, 2020. Annual database of global 
wine markets, 1835 to 2019. Wine Econ Res Cent, Uni-
versity of Adelaide. https://economics.adelaide.edu.au/
wine-economics/databases.

Anderson K, Wittwer G, 2020. A model of glob-
al beverage markets. J Wine Econ 15(3): 330-354.  
https://doi.org/10.1017/jwe.2020.17

Anderson K, Pinilla V, 2021. Wine’s belated globalization, 
1845-2025. Appl Econ Perspec Policies 44(2): 742-765. 
https://doi.org/10.1002/aepp.13174

Anderson K, Nelgen S, Pinilla V, 2017. Global wine mar-
kets, 1860 to 2016: A statistical compendium. Univer-
sity of Adelaide Press. https://doi.org/10.20851/glob-
al-wine-markets

Ayuda MI, Ferrer-Pérez H, Pinilla V, 2020. Explaining 
world wine exports in the first wave of globalization, 
1848-1938. J Wine Econ 15(3): 263-283. https://doi.
org/10.1017/jwe.2020.4

Bardají I, Estavillo J, Iráizoz B, 2014. Export perfor-
mance: insights on the Spanish wine industry. Eur J 
Int Manage 8(4): 392-414. https://doi.org/10.1504/
EJIM.2014.062969

Bargain O, 2020. French wine exports to China: evi-
dence from intra-French regional diversification and 
competition. J Wine Econ 15(2): 134-162. https://doi.
org/10.1017/jwe.2020.1

Bargain O, Cardebat JM, Chiappini R, Laffitte C, 
2018. Long-term prospects of the internation-
al wine trade. J Wine Econ 13(4): 442-450.  
https://doi.org/10.1017/jwe.2018.42

Barney J, 1991. Firm resources and sustained competi-
tive advantage. J Manage 17(1): 99-120. https://doi.
org/10.1177/014920639101700108

Baruch Y, Holtom BC, 2008. Survey response rate levels and 
trends in organizational research. Human Relations 61(8): 
1139-1160. https://doi.org/10.1177/0018726708094863

Bernard AB, Jensen JB, Redding SJ, Schott PK, 2012. The 
empirics of firm heterogeneity and international trade. 
Annu Rev Econ 4: 283-313. https://doi.org/10.1146/an-
nurev-economics-080511-110928

Boehe DM, 2013. Collaborate at home to win abroad: How 
does access to local network resources influence export 
behavior? J Small Bus Manage 51(2): 167-182. https://
doi.org/10.1111/jsbm.12013

Brenes ER, Montoya D, Ciravegna L, 2014. Differentiation 
strategies in emerging markets: The case of Latin Amer-
ican agribusinesses. J Bus Res 67(5): 847-855. https://
doi.org/10.1016/j.jbusres.2013.07.003

Castillo JS, Villanueva EC, García-Cortijo MC, 
2016. The international wine trade and its 
new export dynamics (1988-2012): A gravi-
ty model approach. Agribusiness 32(4): 466-481.  
https://doi.org/10.1002/agr.21463

Clar E, Pinilla V, Serrano R, 2015. El comercio agroal-
imentario español en la segunda globalización, 1951-
2011. Historia Agraria 63: 183-213.

https://doi.org/10.1007/978-3-319-98633-3
https://doi.org/10.1016/j.lrp.2009.07.004
https://doi.org/10.1142/S0217590820500162
https://doi.org/10.1111/twec.12726
https://economics.adelaide.edu.au/wine-economics/databases
https://economics.adelaide.edu.au/wine-economics/databases
https://doi.org/10.1017/jwe.2020.17
https://doi.org/10.1002/aepp.13174
https://doi.org/10.20851/global-wine-markets
https://doi.org/10.20851/global-wine-markets
https://doi.org/10.1017/jwe.2020.4
https://doi.org/10.1017/jwe.2020.4
https://doi.org/10.1504/EJIM.2014.062969
https://doi.org/10.1504/EJIM.2014.062969
https://doi.org/10.1017/jwe.2020.1
https://doi.org/10.1017/jwe.2020.1
https://doi.org/10.1017/jwe.2018.42
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1177/0018726708094863
https://doi.org/10.1146/annurev-economics-080511-110928
https://doi.org/10.1146/annurev-economics-080511-110928
https://doi.org/10.1111/jsbm.12013
https://doi.org/10.1111/jsbm.12013
https://doi.org/10.1016/j.jbusres.2013.07.003
https://doi.org/10.1016/j.jbusres.2013.07.003
https://doi.org/10.1002/agr.21463


Spanish Journal of Agricultural Research September 2022 ● Volume 20 ● Issue 3 ● e0103

12 Juan R. Ferrer, Raul Serrano, Silvia Abella, Vicente Pinilla and M. Teresa Maza

Cox J, Bridwell L, 2007. Australian companies us-
ing globalization to disrupt the ancient wine in-
dustry. Competitiveness Review 17(4): 209-221.  
https://doi.org/10.1108/10595420710844307

Crozet M, Head K, Mayer T, 2011. Quali-
ty sorting and trade: Firm-level evidence for 
French wine. Rev Econ Stud 79(2): 609-644.  
https://doi.org/10.1093/restud/rdr030

Dess GG, Davis PS, 1984. Porter’s (1980) generic strat-
egies as determinants of strategic group membership 
and organizational performance. Acad Manage J 
31(3): 467-488. https://doi.org/10.5465/256040

Dunning JH, 1977. Trade location of economic ac-
tivity and the multinational enterprise: a search 
for the eclectic paradigm. MacMillan, London.  
https://doi.org/10.1007/978-1-349-03196-2_38

Eaton J, Kortum S, Kramarz F, 2011. An anat-
omy of international trade: Evidence from 
French firms. Econometrica 79(5): 1453-1498.  
https://doi.org/10.3982/ECTA8318

Fernández E, Pinilla V, 2014. Historia económica del vino 
en España (1850-2000). In: La economía del vino en 
España y en el mundo; Castillo JS, Compés R (eds.). 
pp. 67-98. Cajamar Caja Rural, Almeria, Spain.

Fernández E, Pinilla V, 2018. Spain. In: Wine globaliza-
tion: A new comparative history; Anderson K & Pinil-
la V (eds), pp: 208-238. Cambridge Univ Press, NY. 
https://doi.org/10.1017/9781108131766.010

Ferrer-Lorenzo JR, 2018. Factores de competitividad del 
sector vitivinícola español. PhD Thesis, University of 
Zaragoza, 289 pp.

Ferrer J, 2021. Managerial capabilities and generic busi-
ness strategies in the wineries of the ‘Cava’ protected 
designation of origin. Span J Agric Res 19(3): e0108. 
https://doi.org/10.5424/sjar/2021193-18018

Ferrer JR, Abella-Garcés S, Maza-Rubio MT, 2020. 
Human resource practices and performance in 
small Spanish wineries, and their evolution with 
age and size. Ciênc Técn Vitivin 35(2): 107-119.  
https://doi.org/10.1051/ctv/ctv20203502107

García-Cortijo MC, Villanueva EC, Castillo-Valero 
JS, Li Y, 2019. Wine consumption in China: profil-
ing the 21st century Chinese wine consumer. Ciênc 
Técn Vitivin 34(2): 71-83. https://doi.org/10.1051/
ctv/20193402071

Hax A, Wilde II D, 2001. The Delta Model - Dis-
covering new sources of profitability in a net-
worked economy. Eur Manage J 19(4): 379-391.  
https://doi.org/10.1016/S0263-2373(01)00041-X

Holmes AJ, Anderson K, 2017. Convergence in 
national alcohol consumption patterns: New 
global indicators. J Wine Econ 12(2): 117-148.  
https://doi.org/10.1017/jwe.2017.15

Kim WC, Mauborgne R, 2005. Value innovation: a 
leap into the blue ocean. J Bus Strateg 25(4): 22-28.  
https://doi.org/10.1108/02756660510608521

Lu JW, Beamish PW, 2004. Network development and 
firm performance: A field study of internationaliz-
ing Japanese firms. Multinat Bus Rev 12(3): 41-61. 
 https://doi.org/10.1108/1525383X200400015

MAPA, 2020. Alimentacion. Calidad agroalimentaria, 
calidad diferenciada. Denominaciones de origen. 
Ministerio de Agricultura, Pesca y Alimentación, Spain.  
https://www.mapa.gob.es/es/alimentacion/temas/calidad-
agroalimentaria/calidad-diferenciada/ [23 Jan 2021].

Mariani A, Pomarici E, Boatto V, 2012. The in-
ternational wine trade: Recent trends and crit-
ical issues. Wine Econ Policy 1(1): 24-40.  
https://doi.org/10.1016/j.wep.2012.10.001

Masset P, Weisskopf JP, Faye B, Le Fur E, 
2016. Red obsession: the ascent of fine wine 
in China. Emerg Market Rev 29: 200-225.  
https://doi.org/10.1016/j.ememar.2016.08.014

Maurel C, 2009. Determinants of export performance in 
French wine SMEs. Int J Wine Bus Res 21(2): 118-142. 
https://doi.org/10.1108/17511060910967971

OEMV, 2016. El vino en cifras 2015. Spanish Wine Mar-
ket Observatory. http://www.oemv.es/esp/-oemv.php. 
[March 2016].

OEMV, 2021. Exportaciones vitivinícolas por co-
munidades autónomas y provincias 2000-
2020. Spanish Wine Market Observatory.  
http://www.oemv.es/esp/-oemv.php. [March 2021].

OEMV, 2022. Exportaciones españolas de vino y produc-
tos vitivinícolas. Año 2021. Spanish Wine Market Ob-
servatory. https://www.oemv.es/exportaciones-espano-
las-de-vino-ano-2021 [March 2022].

OIV, 2022. World viticulture situation. Inter-
national Organisation of Vine and Wine.  
http://www.oiv.int/public/medias/5479/oiv-en-bi-
lan-2017.pdf. [Feb 2022].

Ortega MJ, 2010. Competitive strategies and firm 
performance: Technological capabilities’ mod-
erating roles. J Bus Res 63(12): 1273-1281.  
https://doi.org/10.1016/j.jbusres.2009.09.007

Pla-Barber J, Alegre J, 2007. Analysing the link be-
tween export intensity, innovation and firm size in a 
science-based industry. Int Bus Rev 16(3): 275-293. 
https://doi.org/10.1016/j.ibusrev.2007.02.005

Ponte S, 2021. Bursting the bubble? The hid-
den costs and visible conflicts behind the Pro-
secco wine ‘miracle’. J Rural Stud 86: 542-553.  
https://doi.org/10.1016/j.jrurstud.2021.07.002

Porter ME, 1980. Industry structure and competitive 
strategy: keys to profitability. Financ Anal J 36(4): 30-
41. https://doi.org/10.2469/faj.v36.n4.30

Porter ME, 1985. Competitive advantage: creating and 
sustaining superior performance. Free Press, NY.

Qian G, Khoury TA, Peng MW, Qian Z, 2010. The per-
formance implications of intraland and interregional 
geographic diversification. Strateg Manage J 31: 1018-
1030. https://doi.org/10.1002/smj.855

https://doi.org/10.1108/10595420710844307
https://doi.org/10.1093/restud/rdr030
https://doi.org/10.5465/256040
https://doi.org/10.1007/978-1-349-03196-2_38
https://doi.org/10.3982/ECTA8318
https://doi.org/10.1017/9781108131766.010
https://doi.org/10.5424/sjar/2021193-18018
https://doi.org/10.1051/ctv/ctv20203502107
https://doi.org/10.1051/ctv/20193402071
https://doi.org/10.1051/ctv/20193402071
https://doi.org/10.1016/S0263-2373(01)00041-X
https://doi.org/10.1017/jwe.2017.15
https://doi.org/10.1108/02756660510608521
https://doi.org/10.1108/1525383X200400015
https://www.mapa.gob.es/es/alimentacion/temas/calidad-agroalimentaria/calidad-diferenciada/
https://www.mapa.gob.es/es/alimentacion/temas/calidad-agroalimentaria/calidad-diferenciada/
https://doi.org/10.1016/j.wep.2012.10.001
https://doi.org/10.1016/j.ememar.2016.08.014
https://doi.org/10.1108/17511060910967971
http://www.oemv.es/esp/-oemv.php
http://www.oemv.es/esp/-oemv.php
https://www.oemv.es/exportaciones-espanolas-de-vino-ano-2021
https://www.oemv.es/exportaciones-espanolas-de-vino-ano-2021
http://www.oiv.int/public/medias/5479/oiv-en-bilan-2017.pdf
http://www.oiv.int/public/medias/5479/oiv-en-bilan-2017.pdf
https://doi.org/10.1016/j.jbusres.2009.09.007
https://doi.org/10.1016/j.ibusrev.2007.02.005
https://doi.org/10.1016/j.jrurstud.2021.07.002
https://doi.org/10.2469/faj.v36.n4.30
https://doi.org/10.1002/smj.855


Spanish Journal of Agricultural Research September 2022 ● Volume 20 ● Issue 3 ● e0103

13The export strategy of the Spanish wine industry

Robinson RB, Pearce JA, 1988. Planned patterns of stra-
tegic behavior and their relationship to business‐unit 
performance. Strateg Manage J 9(1): 43-60. https://doi.
org/10.1002/smj.4250090105

Rodrigue J, Tan Y, 2019. Price, product quality, and export-
er dynamics: Evidence from China. Int Econ Rev 60(4): 
1911-1955. https://doi.org/10.1111/iere.12410

Serrano R, García-Casarejos N, Gil-Pareja S, Llorca-Vivero 
R, Pinilla V, 2015. The internationalization of the Span-
ish food industry: The home market effect and European 
market integration. Span J Agric Res 13(3): 1-13. https://
doi.org/10.5424/sjar/2015133-7501

Simon‐Elorz K, Castillo‐Valero JS, García‐Cortijo MC, 2015. 
Economic performance and the crisis: strategies adopted 
by the wineries of Castilla‐La Mancha (Spain). Agribusi-
ness 31(1): 107-131.  https://doi.org/10.1002/agr.21392

SABI, 2017. Sistema de Análisis de Balances Ibéricos. 
https://sabi.bvdinfo.com.

Soltanizadeh S, Abdul-Rasid SZ, Mottaghi-Golshan 
N, Wan-Ismail WK, 2016. Business strategy, en-
terprise risk management and organizational per-
formance. Manage Res Rev 39(9): 1016-1033. 
 https://doi.org/10.1108/MRR-05-2015-0107

Spanos YE, Lioukas S, 2001. An examination into the 
causal logic of rent generation: contrasting Porter’s 
competitive strategy framework and the resource-based 
perspective. Strateg Manage J 22(10): 907-934.  https://
doi.org/10.1002/smj.174

Zahra AA, George G, 2002. Absorptive capacity: A 
review, reconceptualization, and extension. Acad 
Manage Rev 27(2): 185-203.  https://doi.org/10.5465/
amr.2002.6587995

https://doi.org/10.1002/smj.4250090105
https://doi.org/10.1002/smj.4250090105
https://doi.org/10.1111/iere.12410
https://doi.org/10.5424/sjar/2015133-7501
https://doi.org/10.5424/sjar/2015133-7501
https://doi.org/10.1002/agr.21392
https://sabi.bvdinfo.com/
https://doi.org/10.1108/MRR-05-2015-0107
https://doi.org/10.1002/smj.174
https://doi.org/10.1002/smj.174
https://doi.org/10.5465/amr.2002.6587995
https://doi.org/10.5465/amr.2002.6587995

	_Hlk88595527
	_Hlk104547875
	_GoBack

