
 

Bottega revamps global strategy

Why a leading prosecco producer plans to shift supply and marketing focus to Asia…
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Sandro Bottega says Asia “is going to be our biggest market in the future”

Pearly Neo

2024-09-10

The boss of prosecco producer Bottega has highlighted the company’s plans to increase
supply and marketing spend to boost its position in the Asia region, predicting that this is
likely to become its biggest market in the near future.
Bottega is an Italian brand that is best known for its Bottega Gold prosecco and fancy premium
packaging ranging from gold to diamond-encrusted bottles.
Due to its geographical proximity to Europe and the region’s familiarity with prosecco, thus far
Bottega has seen Europe as its major target, but according to the �rm’s owner and managing
director, Sandro Bottega, the plan is to place more emphasis on Asia instead.
“Asia has always been important to us as there are many premium consumers here who are
interested to spend on alcohol, in markets such as Singapore, Hong Kong, Japan and South
Korea,” he told Canopy’s sister publication, FoodNavigator-Asia.
“Throughout the years, we have developed a strong reputation here but have not delivered
huge amounts of merchandise from all parts of our portfolio here previously, mostly because
we were not producing enough.
“As popularity increased, this has resulted in many retailers and customers telling us that they
were out of stock of our products a lot, and this meant lost opportunities to connect with more
consumers.

‘It is time to revamp our global strategy’

“Now, as a company, we have internally agreed that it is time to revamp our global strategy and
will be moving to reduce the quantities sent to Europe, but instead increase the products we
send over to Asia in order to satisfy demand here.
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“We are con�dent this is the right path to tread as based on the growth patterns here, we are
sure this is going to be our biggest market in the future.”
When asked about the main driving factors behind this con�dence in Asia, Bottega stated that
this was an amalgamation of many di�erent consumer preferences and lifestyle choices here.
The most obvious reasons are the growth in population size and future economic potential, but
there are also the increasingly re�ned lifestyles that consumers in Asia choose once they can
a�ord premium purchases, he said. “This re�ned lifestyle always includes a very thorough
application and reorganisation of purchasing choices with a focus on high quality, premium
products – and in alcohol, brands with strong reputations like ours and those that can present
themselves well have a good advantage,” he added.

Other driving trends

In addition to consumption premiumisation, Bottega also highlighted other trends such as low-
to-no alcohol and a demand for variety as major drivers in Asia.
“It is a time when an alcohol brand needs to think out of the box and realise that for consumers,
at di�erent moments in life they will have di�erent purposes to drink – and this means that we
need to provide them with a wide variety of beverage choices if we want them to keep coming
back to us,” he said.
“The obvious need for variety is when it comes to pairing products with di�erent foods, and
beyond that there is also the need to consider that consumers at di�erent stages of their lives
are enjoying alcohol di�erently.
“For instance, we are increasingly seeing younger consumers enjoying products with an
emphasis on being refreshing or having a unique �avour but are lower in alcohol content;
whereas older consumers will prize �avours in a very di�erent way and tend to prioritise
alcohol content and the smoothness of a drink.
“What’s important is to really understand that consumers can be very di�erent and that we
need to ensure we have a wide, interesting, high-quality range of drinks that can appeal to
various walks of life.”

This article was originally published in Canopy’s sister publication, FoodNavigator-Asia.

A sparkling conversation
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International Wine Challenge 2025
Register Your Interest Now

What happened when two of the world’s best sparkling winemakers
met?

Read more →

How to build connections with top somms
Continuing our series of advice from globally acclaimed sommeliers. Here, they
explain the best strategies for making and building connections with them…

Read more →

“Sometimes, it’s just perception”
Singer-songwriter Diana Roca explains the unusual strategy she’s using to create
Mexico’s “�rst luxury wine brand”…

Read more →
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