The making of the ‘world’s highest wine region’:
Globalization and the restructuring of viticulture in
Salta (NW-Argentina)
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Outlook of the presentation

 Wine and globalization

. The Salta Wine Region

* Actors and dynamics of wine business restructuring

* Producing altitude

* Conclusion



Wine and globalization

* Neoliberalization (of the wine industry) since aprox. 1980s

Transnational beverage companies




Wine and globalization
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* Global wine making consultants (“Flying winemaker”)

e of exports on a global level
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The Salta Wine region
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The Salta Wine Region

* Dry climate

Difficult reachability

e Altitude between 1700m and more than 3000 meters

Research area




The Salta Wine Region until the 1990s

Introduction of vine in the 17th century

First boom at the end of the 19th century (Immigration)

4-5 large wineries with strong colonial marks

Table wines, relatively uniform production, few technology

Research area



Globalizing Salta‘’s wines: Example Bodega Etchart

Foundation of the winery
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Family business

Contract with Michel Rolland
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Actors / dynamics



Globalizing Salta‘’s wines: Example Bodega Etchart

* New technologies, international experts
. * Changes of grape types, changes in production etc.
Integration into one of the largest global business portfolios

Integration of local history and tradition

Actors / dynamics



Globalizing Salta‘s wines: The Etchart familiy

it — AR

 New type of winery: Bodega boutique
* New name: Bodega Yacochuya

— Flying winermaker Michel Rolland
— Few hectares

— Quality niche market

=i — Wine shops, bars and cellar door sales
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From national to global market?

Before the year 2000 everything [of the wineries’ production] was sold
on the national market. Then, especially because of the Argentine crisis

in 2001, exportation rapidly gains importance. Until the years 2008,
2009 the relation between exportation and internal consumption was
about 70% to 30%. Since the year 2009 it has changed again and now it
is about 40% exportation and 60% internal consumption”

(Site manager of a large winery, Interview 09/09/2013).




Wine and social status

.
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“A lot of people come from different businesses; bankers, doctors,
greengrocers, and real estate companies. Wine is related to the

good life, arts and this is why it is attractive to enter the
business”

(Winery owner of a familiy business; Interview 03/09/2013)
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Globalization and high-altitude vineyards

“In the 1970s and 1980s there was no high altitude wine. Actually it is
less the altitude but the fact that better wines are elaborated and from
that on enters the play with the altitude as we have the advantage to be
higher located than Mendoza and other countries”

(Winery owner of a family business; Interview 11/09/2013).
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“Now altitude is a synonym of quality. The most expensive wines come
from the highest locations; formerly vineyards were planted on the

| easiest places, now people search for altitude”
~ (Winery owner; Interview 03/09/2014).

Producing altitude



Globalization and high-altitude vineyards

3500 rmas,
3000 rms,

2500 s,

- . - .- :
Burdeos Borgona Napa Barrosa Piemonte Toscana Stellenbosh Maipo Mendoza Colome
(FRA (FRA) (USA) (ALIS) (ara ITA) LR C X

Source: www.bodegacolome.com

e Altitude as a relational quality in a globalized context:
Singularization: uniqueness and comparability

e Altitude as local singularity constructed through global
market integration: means of differentiation

Producing altitude




Conclusio
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Large beverage companies

Boutique wineries: wine as passion and lifestyle
Boom of the real estate sector
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Globalization and the political ecology of
tourism and amenity migration in the
Calchaqui Valleys (NW-Argentina)
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(Internationale) amenity migration nach Lateinamerika

Why Clinton’s classmate
is leading his followers
to a new life in the Andes

Britons tempted
by Argentina

as guru says the |
outlook in the J*
West is bleak

= SEBASTIAN
vy O’KELLY
Property Editor

hat do you do : -
“ ".hymmey LAND OF OPPORTUNITY: Shemin Macgregor, with her daughter Zara, says Argentina reminds her of Australia during the Eighties

Mail on Sunday; 8.11.2009



Entwicklung der internationalen Touristenankiinfte in Argentinien
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Quelle: MINTUR: Anuario Estadistico de Turismo 2013: 43
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Forschungsergebnisse
Sozial-6kologische Auswirkungen des Booms
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BIENVENIDOS







Las Vifias







Los vinedos mas altos del mundo en Salta
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Nationale und internationale GroRinvestoren
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Hochqualitatives Segment
Hochste Weinstral’e der Welt
Global orientiertes Marketing
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,Natur” als zentrale Attraktion

“Unspoilt landscapes....” (La Estancia de Cafayate Wine & Golf)

mew “..live in harmony with nature and enjoy a unique and incomparable
88% landscape...” (Ecopueblo Vertientes)

“.the most amazing landscapes combined with the enjoyment of the finer
things in life...” (Quebrada del Colorado Pueblo de Vinos)

,Den Kdufern aus Buenos Aires und den Auslédndern gefdllt die isolierte Lage
zwischen den Bergen. Es ist wie ein geschiitzter Rlickzugspunkt. Was friiher das
zentrale Problem war, wurde heute zur grofSen Stdrke”

(Immobilienmakler, Interview 03/09/2014)










