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The vineyards of the Rhône Valley have a unique set of inherent strengths; and it is these, coupled 

with an active growth strategy which is already proving its worth particularly on the export market, 

which have allowed them to withstand the pressure of a globally difficult situation. The quality and 

profile of our wines, the potential of our vineyards, the commitment and energy of our wine 

companies all combine to ensure that the Rhône Valley is positioned to win, growing in value both 

at home and abroad.  

As a result of low harvests in 2013 and a lack of availability, the 2013/2014 season saw price rises 

across most Rhône Valley AOPs. Higher prices should give the vineyards an opportunity to invest in 

technology, helping to ensure perennity and giving peace of mind for the future. We now have to 

find the right balance between prices: in line with our market positioning and acceptable to the 

consumer, while leaving marketers with enough margin to reinvest in the commercial ventures 

needed to conquer new markets.  

 
 
 
 

President of Inter-Rhône 

Michel Chapoutier 
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I – THE DIVERSITY OF THE RHÔNE OFFERING  

A – A single region, a variety of terroirs 

The Rhône Valley Vineyards are home to wines from the following Appellations d’Origine Protégée 

(AOPs): Côtes du Rhône (Regional, Villages and Crus), Costières de Nîmes, Luberon, Ventoux, 

Grignan les Adhémar, Côtes du Vivarais and Duché d’Uzès, along with Muscat de Beaumes de 

Venise and  Rasteau Vins Doux Naturels. 

They cover over 70, 000 hectares in an area stretching from Vienne to Avignon and from Avignon 

to Uzès and Nîmes in the west to the Luberon Massif in the east, and boast 5, 500 wine companies 

and Maisons de Négoce.  

 

The Côtes du Rhône appellation spans both sides of the river Rhône across almost 55, 000 

hectares, 171 communes and 6 départements: Loire, Rhône, Ardèche, the Drôme, Vaucluse and 

Gard. 

The vineyards here developed gradually, often at the expense of traditional crops such as olive 

groves and fruit trees.  

The success currently enjoyed by the Côtes du Rhône vineyards comes from a product whose 

quality is widely recognised, and which has also been closely identified with this area since AOP 

accreditation was granted in 1937.  

Controlled yields (at one of the lowest levels in France) have helped promote continuous 

improvements in quality. The Côtes du Rhône are organised in a hierarchical structure over 4 tiers:  

Côtes du Rhône Regional Appellations: 

171 communes and 6 départements: 

Vaucluse, Gard, Drôme, Ardèche, Rhône and Loire - comprising some 32, 000 hectares 

Côtes du Rhône Villages and Côtes du Rhône Villages with geographical name: 

95 communes, 18 of which are authorized to add the name of their village to the AOP in 

recognition of the specific characteristics of the terroir in each village – comprising 9, 200 hectares 

Côtes du Rhône Crus: 

18 Crus – 8 in the north, 8 in the south and 2 Vins Doux Naturels 
 
 

The northern part of the Rhône Valley vineyards features 2 dominant grape varieties: 

 
Syrah for reds – for example in the Cornas, Crozes-Hermitage, Côte-Rôtie, Hermitage, Saint-Joseph, 

and St Peray appellations 

Viognier for whites – such as single varietal Château-Grillet and Condrieu  



Inter-Rhône | Service Presse |  Février 2015 | Maquette pour validation 11/02/2015 5  

In the south, Grenache is the dominant varietal, grown throughout the southern Côtes du Rhône 

appellations and also in Ventoux, Grignan les Adhémar etc. 

Roussanne and Marsanne are typically grown for the whites of the Côtes du Rhône Villages, Côtes 

du Rhône, Costières de Nîmes, Grignan les Adhémar and Luberon appellations. Grenache Blanc is 

most frequently used in the rosé wines of Tavel. 

Other, lesser known varietals dominate in certain appellations: Clairette for Clairette de Bellegarde 

for example, or Muscat for Muscat de Beaumes de Venise.  

In 2012-2013, The Rhône vineyards sold over 400 million bottles of wine across 159 countries.  
 
 

 

B – Diversifying Production 

Red remains the undisputed leading, iconic colour for Rhône Valley wines; there is however, a 

tendency towards diversification in production – 15% of the 2014 harvest has gone to make rosés, 

and 6% to make whites.  

 

 

1 – Rhône Valley Rosé – a booming trend 

 

 
In an increasingly international market, France is still the world’s leading producer of rosé wines.  

Rosés have experienced a surge in growth over the last few years, not only in terms of production 

volume, sales volume and added value, but also of consumption across most countries.  

 

Although the international situation may look promising, the market is still highly competitive, and 

weather conditions have been poor this year; nevertheless, sales of Rhône Valley AOP rosés 

continue to grow, breaking the 400,000 hl barrier for the first time in 2013/2014.  

Rosé now accounts for 14% of total production compared to 8% in 2004. 

 
The Rhône’s 5 main rosé producing appellations feature specific terroir conditions particularly well-

suited to producing rosé wines, giving each individual appellation its own recognisable identity.   

Tavel is the sole appellation to produce rosés only; these show a deep, intense colouring, a result  
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of the vinification method used. These wines show good cellaring potential, and are positioned at 

the top of the range.  

Rosés make up a large portion of production in Luberon, Costières de Nîmes and Ventoux, with 51, 

43 and 36% of the 2014 vintage respectively. The Côtes du Rhône regional appellations are not to 

be outdone: their rosé volumes also rose sharply, from 3% of production in 2004 to over 8% in 

2014.  From a sales point of view, Côtes du Rhône Regional Appellations broke the 100,000 hl 

barrier for the first time in 2013/2014, a rise of 5% compared with the previous year. Luberon has 

also seen tremendous growth (76, 000 hl, a rise of 10%). Meanwhile, Costières de Nîmes (80, 500 

hl, a fall of 6%), Ventoux (80, 000 hl, a fall of 6%) and Tavel (37, 500 hl, a fall of 3%) have 

experienced a slowdown in growth due to lack of availability.  

 
 
 

Distribution Channels for Rhône Valley AOP 
Rosés 2013/2014 

 
 
 

 

 

 
 
 

The market in France is still highly seasonal, and tends to be affected by the weather. The French 

market is by far the largest outlet for our appellations; France is the world’s leading consumer of 

rosé wines, and less rosé is exported than either red or white.  

Breakdown of Sales Distribution for 
Rhône Valley AOP Rosés 

(By volume, source: Inter Rhône, IRI, and Fr. Customs) 
 

Large Scale 
Retail 

France 34% 

Other 
Channels      

52% 
 
 

Export 
14% 
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Most Rhône Valley AOP rosé (52%) is consumed either within the region or distributed via 

traditional channels – this is a sign both of market strength, and of the importance of rosé for 

visitors to France and for special occasions (away from the meal table, days out etc.) 

The large scale retail market (accounting for 1/3 of Rhône Valley rosé sales) has been increasing 

steadily over the last few years. However, in summer 2014, weather conditions were poor, and 

some AOPs suffered a lack of availability; Rhône Valley AOPs fell by 6.3% in volume in one year - 

although the average price increased by 4.8% - reflecting the overall trend for French AOP wines  

which show a decline of 6.9% by volume.  

14% of Rhône AOP rosé wines are exported, mainly to Belgium, the USA, Germany and Sweden. 

(These countries account for about 2/3 of all exports, Inter Rhône estimate). 

Thanks to the large range available and a wide palette of colours, Rhône Valley AOPs are well-

positioned to profit from the growth of rosés on the French market and also to win a larger share 

of the export market in future. Like their white wine counterparts, producers of rosé wines can 

make the most of the existing distribution network established by the red appellations – and 

from their good reputation.   

 
 
 

2 – Rhône Whites – less common, but highly prized.  

 

 
Depending on appellation, whether in blends or as the classic single varietal Viogniers, Roussannes 

or Marsannes,  Rhône Valley whites all show a good balance between freshness and deliciously 

expressive flavours. These are wines to enjoy for sheer pleasure – a style of wine for which demand 

has grown considerably in recent years.  

In terms of volume, 3 appellations dominate: Côtes du Rhône (57, 000 hl sold in 2013/2014, a rise 

of 6.7%), Luberon (33, 000 hl sold, a rise of 6%, or 15% in production) and Costières de Nîmes (15, 

500 hl, stable). The Rhône Valley also boasts such gems as AOP Condrieu whites, (3,000 hl, 100% of 

production), Saint Peray (1, 200 hl) or Hermitage (650 hl). 

 

In total, 164, 000 hl of white wines are produced across the various appellations and distributed 

via a wide variety of channels. 
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Distribution Channels for Rhône Valley 
AOP Whites 2013/2014 

 

 

 
 
 
 

While 40% of the Rhône’s white wine production is sold on the export market, (62, 000 hl, stable), 

the market for crus tends to be based rather more locally, accessed via the traditional value-added 

distribution channels and regional food service outlets – in Lyon and the south east as well as 

Paris. 

Against an overall background of falling sales volumes for white AOPs in large scale retail (1.7%  by 

volume, MAT period 11 2014, sources: IRI panel) Rhône Valley whites are distinctive in that they 

show growth of 11%. 

 

 
 

3 – Organic Wines: Quality and Volume 

 

 
Several of the Rhône Valley AOPs have significantly increased their organic production over the last 

few years: Tavel, for example, by 28% for 2014, Ventoux by 8%, Luberon also by 8% and Grignan les 

Grignan les Adhémar by 7%. 

With organic production standing at 12%, the Côtes du Rhône Regional AOPs and Villages are 

amongst the largest organic producers in France.  

Côtes du Rhône organic reds are the highest-selling organic red wines in French large scale retail 

with 18.3% of market share, up by 1.5% (source IRI). 

Breakdown of Sales for Rhône Valley AOP 
Whites 

(By volume, source: Inter Rhône, IRI, and Fr. Customs) 

Large scale 
Retail 

Distribution 

France 
9% 

Other channels 51% Export 
40% 

Other Channels 
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Committed growers and favourable conditions 

 
The Côtes du Rhône vineyards were one of the pioneers of organic viticulture. Sustainable 

agriculture has been practiced here for many years; growers have long been aware of the issues at 

stake and committed to managing them. Local initiatives already take environmental awareness 

into consideration, so the transition to organic conversion came about naturally, and more rapidly 

than in other regions of France.  

A further advantage is the excellent weather and growing conditions enjoyed by the vines. The 

hot, dry climate of the Côtes du Rhône, along with the beneficial effects of the Mistral, is perfect 

for organic viticulture.  

 
 

Côtes du Rhône and Côtes du Rhône Villages – 100% committed 
 

In 2014, a total area of 5,346 hectares (a rise of 2%) was certified organic, producing 232, 660 hl (a 

rise of 43%) (Source: Syndicat des Côtes du Rhône); this means around 12% of the AOP wines 

produced by the CDR Villages and Regional appellations are certified organic.  

 

In 2014, 182 hectares were still in conversion, giving a potential extra yield of 7, 042 hl.  

 

 Number of certified organic producers in the CDR Regional appellations – organic 

producers in CDR Villages  – stable compared with 2013: 217 (2014 figures, source Syndicat des 

Côtes du Rhône). 

 

 
 Breakdown of CDR/ Regional CDR Villages organic operations – 2013 figures: 

- Around 180 individual cellars, or 83% 

- Around 35 cooperative cellars  or 17% 

- Around 50% of all Maisons de Négoce belonging to the UMVR (Union des Maisons de Vins 

du Rhône) currently carry an organic range.  

 

 
From a geographical perspective, overall leader for Côtes du Rhône and Côtes du Rhône Villages is 

Vaucluse, with  2, 956  ha (certified and in conversion), compared with 1, 179 ha  in the Drôme 

and 1,079 in Gard.  
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Production levels high enough to supply the most ambitious markets 

 
The larger Rhône producers (cooperative cellars and négociants) are today producing significant 

quantities of organic wine, allowing them to respond to large-scale tenders, notably those issued 

by the northern European monopolies.  

 
 
 

 

Breakdown of certified organic vineyards in 
Côtes du Rhône Regional and Villages 2014 

(Source: Syndicat des CDR) 

Breakdown of Rhône Valley organic wine exports 2012 
(source: Millésime Bio survey 2013) 
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Distribution of Rhône Valley AOP organic wines 2012 (Source: IR- Millésime Bio Study 2013) 
 
 
 

 

 
 

 

Organic wines are in high demand by consumers, and the distribution industry is establishing an 

appropriate structure to respond to growing demand both in direct sales and in 

supermarkets/hypermarkets. Overall sales in the French supermarket/hypermarket sector have 

risen in 2014, by 10% in volume (90, 660 hl) and 11.8% in value.  

 
 
 

C – Côtes du Rhône Wines: steadily increasing recognition in France 

The TNS Sofres Inter-Rhône Barometer was a survey carried out in December 2014 with the help 

of a representative sample of 868 French men and women aged 25 and over. It gives an insight 

into the way the Côtes du Rhône appellations are perceived and how/when wine is consumed: 

- The frequency with which wines are consumed remains constant across the country, and 

is similar to that of 2013. Consumers are mostly aged over 35. Côtes du Rhône wines perform 

particularly well, showing a rise in regular consumption of 3% over 2013’s figures across the whole 

country, although there is some disparity between regions: there has been a rise in the number of 

non-consumers in the Paris region, the north-east and the south-west, but a rise of 5% in 

consumption in the west.  

Breakdown of distribution channels for Rhône Valley 
organic wines 2012 (Source: Millésime Bio survey 2013 

ORGANIC WINE  
RETAILERS 

HOSPITALITY/CATERING 

SUPERMARKETS/HYPERMARKETS 

CELLAR/DIRECT SALES 
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Regular consumption of Côtes du Rhône wines is highest in the south east; this is also where it 

shows most growth (8%) and boasts a 5% rise in occasional consumers compared with the previous 

year. This brings us back to 2010 levels.  

- A rise in awareness and recognition of both CDR and other Rhône Valley wines. 

 
 

Overall 

Recognition 

Total Côtes du 

Rhône 

 

Côtes du Rhône 
Côtes du Rhône 

Villages 

Rhône 

Valley 

2014 93% 91% 61% 97% 

 2013 for comparison 88% 86% 57% 94% 

 

 
Meanwhile, the gap between overall recognition of Bordeaux and CDR wines has narrowed: 

 

 

 

 
 

- The image of the wines remains stable: CDR wines are closely associated with their terroir 

and with social occasions, but less so with everyday consumption.  

 

 

 
 
 

The Rhône Valley is one of France’s main AOC producing regions. In 2013, however, lack of volume 

meant that not all Rhône Valley appellations were present across the entire market. 

Base: consumers of red wine 
WHO RECOGNISE AT LEAST ONE WINE, of which 

Base 
Are terroir wines 
Are sociable wines 
Are wines for relaxed meals with friends and family 
Are trustworthy, safe wines 
Have a good quality/price ratio 
Are pleasing to drink 
Pair well with today’s/modern cuisine 
Are wines for today/modern wines 
Are wines for enjoying every day 
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II – A REMARKABLE PERFORMANCE  

Although those who have tasted the 2013 vintage are unanimous in their praise for the quality of its 

flavours, the vagaries of the weather seriously reduced quantities.  Volumes were down in most of 

the Rhône appellations. Even beyond the Rhône Valley, the availability of AOP wines globally is 

markedly lacking.  

 

 

A – 2013-2014 – A year of declining volumes 
 

1 – Selling from stock 

 

 
Faced with reduced volumes (down by 12%), Rhône producers have drawn on their current stock 

to help limit losses on the export market and keep prices in check. Current stocks have been 

reduced by 19%. At the end of the year, the result was that winery door sales were down by no 

more than 2.6%.  

 

 

 
In hl 2011/2012 2012/2013 2013/2014 2014/2015 

Actual Stock (beg. of 

season) 

 

2, 310, 063 

 

2, 473, 234 

 

2, 312, 000 

 

1, 866, 785 

Harvest (current year) 3, 090, 960 2, 870, 248 2, 519, 754  

Winery door sales prod 2, 922, 333 3, 001, 834 2, 923, 156  

Sources: Inter Rhône, DRM, DAI/DS, DREV, SV12 

3 090 960 3 001 834 2 923 156 

2 922 333 
2 870 248 

2 519 754 

2 310 063 
2 473 234 

2 312 000 

1 866 785 

Changes in harvests, winery door sales and stocks for Rhône Valley 
AOP wines (in hl, source: DRM) 

3 500 000 

3 000 000 

2 500 000 

2 000 000 

1 500 000 

1 000 000 

500 000 

- 

2011/2012 2012/2013 2013/2014 2014/2015 

Actual stock production (beg. of season) 

Harvest (current year) 

Winery door sales prod 
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Winery door sales of red wines are the worst affected, with a fall of 4%.  By contrast, rosé sales 

have risen by 1.8% to 403,000 hl, and whites are particularly impressive, with a rise of 9% and 

164,000 hl sold.  

Certain appellations had a better balance of stock to harvest at the beginning of the season – these 

saw sales rise: 

 
 

 
 Sales 2013/2014 – in hl Growth 

Vinsobres 14, 737 18% 

Lirac 21, 326 18% 

Saint Joseph 49, 295 13% 

Grignan les Adhémar 45, 040 11% 

Cornas 4, 534 9% 

Côtes du Vivarais 12, 500 9% 

Crozes-Hermitage 73, 958 8% 

Hermitage 4, 522 8% 

Luberon 156, 365 6% 

CdR Villages with geographical name 147, 051 3% 

 
 

 

2 – Rhône wines stand firm on the French market despite an overall decline 

for AOPs.  

 
The French domestic market still accounts for 2/3 of Rhône Valley AOP sales.  

In the large scale retail sector, in common with most French AOPs (drop of 4.4% by volume, MAT 

period 11 2014, source IRI) the Rhône Valley has also been affected by low availability, and have 

reported a fall of 3.6% in annual total volume for 2014, with an average rise in price of 6.3%.  

 

The Rhône Valley is reinforcing its 2nd place in the AOP segment of the large scale distribution 

sector, with 18.5% of market share in 2013/2014.  
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Source: panel GMS IRI France, Supermarkets and hypermarkets, MAT 9th November 2014 
 
 

 
In keeping with the general trend, Côtes du Rhône regional red wines are worst affected with a fall 

of 5.5% in volume, and for the first time, rosés have also seen a decline (of 1.9% by volume) due to 

poor weather. Meanwhile, whites are showing a rise of 15%.  

Among the reasons for Rhône wines’ market losses in the large-scale distribution sector is a decline 

in promotional activity – in common with other French winegrowing areas – due to lack of 

availability and a squeeze on margins.  

 

Still in the large-scale retail sector, Côtes du Rhône crus are very well-positioned, particularly 

Crozes-Hermitage (up by 153%), Saint Joseph (up by 12.5%), Rasteau (up by 12.4%), Vacqueyras 

(up by 11.3) and Vinsobres (20%). 

Grignan les Adhémar and Costières de Nîmes are also experiencing growth (10.7% and 15.9% 

respectively) due to sales of red, while Luberon, which suffered no loss in production volume, is 

seeing growth across all three colours: red 9.8%, rosé 11.5%, white 12.3%). 

 

The Rhône vineyards are also well-represented on traditional distribution networks, notably food 
service, where their presence is particularly significant.  

 
 

Rhône Valley wines: a confident choice for hospitality and catering 

 
The Rhône Valley is the 3rd most widely represented wine region in the Hospitality and Catering 

sector, available in 66.6% of restaurants (reds are in second place behind Bordeaux, 4th for AOP 

rosés, and 5th for whites). On average, each establishment offers 6.7 Rhône wines.  

Changes in volume market share of the different AOPs in 
large and medium scale retail 

françaises sources IRI 
OTHER AOPS 

AQUITAINE & SW     

PROVENCE 

LANG ROUS 

LOIRE 

RHONE 

ALSACE 

BEAUJOLAIS 

BURGUNDY 

BORDEAUX 

2014 

2013 

18.5% 

18.3% 
 
 
 

 
0% 10% 20% 30% 
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Rhône wines are available in 86% of restaurants in the Centre Est region (Rhône-Alpes, Burgundy 

and Franche-Comté) with an average of 9 wines listed per restaurant, and in 69% of restaurants in 

Paris (average of 7.6 wines listed.) It is worth noting that Rhône Valley wines are also available in 

84% of gastronomic restaurants. (Source CHD expert 2014). 

 
In 2014, Inter Rhône commissioned XJ and Dionysos to carry out a survey of hospitality and 

catering professionals, wine retailers, distributors and wholesalers: the Rhône is the leading 

spontaneously recognised winegrowing region, and enjoys a “top of mind” position in the minds 

of professionals. 

 

Growth of wine by the glass sales for Rhône Valley wines 

 
Since 2011, there has been a steady rise in the consumption of wines by the glass. According to the 

C H D  Expert Panel 2014, 97.5% of outlets offer wine by the glass, with an average listing of 3 

wines. Rhône Valley wines play an important part in this consumption trend. According to a recent 

Ipsos study, the Rhône Valley is again the top appellation as chosen by hospitality and catering 

outlets: 84% of wine bars offer Rhône wines, making Côtes du Rhône the leading AOP in the wine 

bar sector.  To consolidate this pole position, there are a number of marketing initiatives in place – 

almost 120 outlets are offering their customers specific times at which they can come and learn 

more about Côtes du Rhône wines.  

 

In 2013, wine by the glass was the only product to show any growth in sales, unlike set menus, 

plat du jour menus and café gourmand.  (Source CHD expert 2014). 

 

 
3 – Export Figures among the highest this decade 

 

 
The latest figures available at the end of November 2014 lead us to estimate that export levels will  
 
reach around 960, 000 hl for Rhône Valley AOPs, a fall of 6.5%.  
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Growth in Exports of Rhône Valley AOPs 
(In hl, source Fr customs, Inter Rhône) 

1 200 000 

1 000 000 

800 000 

600 000 

400 000 

200 000 

0 

2006 2012 2013 Estimated 
2014 

 
 
 
 

 

981 250 1 030 434 
960 000

 

771 655       

      

     

     

     

 
 
 

 

Despite the decline, exports levels remain at one of the highest in the last few years, accounting for 

1/3 of Rhône Valley AOP wine sales. Appellations and markets faring particularly well:  

Costières de Nîmes reports growth of 1.4% by volume, with notable growth (41% by volume) on 

the Chinese market and 17% in the USA.  

Côtes du Rhône Regional, Villages and Crus are minimising their decline, with a drop of 5% in 

volume and 1% in value, due largely to difficulties in the European markets. However, the 

appellations are making great strides in the USA (rise of 5% by volume) and China (rise of 32% by 

volume); things are not so rosy for French AOPs overall in 2014, with falls of 4% and 13% 

respectively.  

In keeping with the overall trend for Rhône wines, Côtes du Rhône wines have remained stable on 

the higher value markets such as Germany (up 1% by volume) and Sweden (up 1% by volume). 

They continue to stand firm in the UK, their second largest market by volume, with a fall of 4% by 

volume as compared to 14% for French AOPs overall.  

Belgium is the leading market for Rhône AOPs, and is currently in decline by 8% (volume) and 5% 

(value), in line with the remaining French AOPs (7% by volume, 6% by value.) 

 

Throughout the Rhône Valley, the mid-range segment is maintaining the status quo against a 

background of general decline, after a surge of growth for Rhône wines last year. Given the lack of 

availability and rising prices, the markets which tend to focus on volume sales (Denmark, the 

Netherlands and Switzerland) have been affected at the expense of higher value markets selling 

middle and top of the range wines.  
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Meanwhile, although some markets were undersupplied because of general lack of availability, a 

return to higher volumes looks set to reconquer lost export markets next season.  

 
 
 

B – Harvest 2014 – time to re-balance 

Good yields were forecast at the beginning of harvest – and predictions were borne out. Barring 

one or two very localised episodes of hail, the harvest was brought in in its entirety for each of the 

appellations.  

 
 

 
  

2011 vintage 

 
2012 vintage 

  
2013 vintage 

 
2014 vintage 

Growth 

2013/2014
4 

Côtes du Rhône Regional 1 614 731 1 440 253 1 205 746 1 558 083 29% 

Côtes du Rhône Villages 291 337 314 472 301 119 359 948 20% 

Ventoux 277 664 258 751 226 300 286 951 27% 

Costières de Nîmes 199 243 190 090 192 926 221 804 15% 

Luberon 152 066 153 365 139 848 169 477 21% 

Crozes-Hermitage 69 961 66 150 59 581 65 616 10% 

Grignan les Adhémar 62 226 51 959 36 537 57 507 57% 

Vacqueyras 49 005 44 656 38 212 52 659 38% 

Gigondas 40 525 37 015 29 704 43 755 47% 

St-Joseph 45 303 42 120 40 046 43 935 10% 

Tavel 39 016 36 397 33 731 39 382 17% 

Rasteau 32 332 30 299 26 824 34 119 27% 

Beaumes de Venise 21 046 20 784 17 290 24 279 40% 

Lirac 23 912 22 988 20 347 22 149 9% 

Vinsobres 13 207 15 271 12 393 19 597 58% 

Côtes du Vivarais 9 996 13 492 12 061 12 287 2% 

Duché d’Uzès   10 102 TBA  

VDN Muscat de BdV 10 862 10 501 10 131 9 031 -11% 

Côte-Rôtie 10 510 9 972 8 884 9 014 1% 

Condrieu 6 205 6 265 4 899 6 067 24% 

Cornas 4 455 4 218 3 965 4 628 17% 

Hermitage 5 099 4 434 3 640 3 824 5% 

St-Péray 2 963 2 686 1 857 2 731 47% 

VDN Rasteau 1 421 1 143 420 845 101% 

Clairette de Bellegarde 270 270 327 TBA  

Sources: DR, DREV, producer syndicates 
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Production levels are returning to those of the better years, and trading looks set to be somewhat 

calmer. The Rhône appellations are getting back to “normal” harvest levels, comparable to 2011 

in terms of quantity (around 3,150,000 hl) while Côtes du Rhône and Côtes du Rhône Villages are 

set to reach 1.9 million hectolitres. 

We can also see excellent growth for the southern crus such as Gigondas, Vacqueyras, Rasteau 

and Vinsobres, which will support their rising sales, a phenomenon they have been experiencing 

for the last few years.  

2014’s production levels lead us to hope that 2015 will bring opportunities for further growth, 

particularly on potentially promising markets such as the USA and China.  
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III – FACING THE FUTURE 

 

 
Working hand in hand with the appellations, Inter Rhône is looking to promote a peaceable, 

promising future. This includes focusing on the image of the vineyards and the Rhône Valley AOPs, 

boosting the presence of Rhône wines within the region itself, providing technical support to 

ensure the quality of the wines, and professionalising the industry.  

 
 
 

A – Ringing the Changes 

The Rhône Valley wines strategy is based on a series of events and quirky advertising campaigns to 

boost recognition, visibility and image, to arouse curiosity and to stand out in this highly 

competitive arena.  

With a presence in 15 countries, Inter Rhône aims to consolidate its unmistakeable, innovative 

image in keeping with the positioning of Rhône Valley wines.  

Unconventional advertising 

 
Rhône Valley communications campaigns are tailored to each individual country, all linked by a 

number of common denominators:  

- The colour red – a logical basis for marketing communications, which the Rhône Valley 

have managed to pre-empt 

- A bold, unconventional, “we’re in this together” tone 
 
 
 

 

 

French Campaign UK Campaign German Campaign 
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Promotional activities aimed towards professionals are common to all countries: These include 

tastings, events to boost recognition of new campaigns and training seminars in all the different 

countries, all in new and exciting formats.  

 
 
 

Creative, impactful events 

 
 Seminars and training sessions based on having fun: Each carefully adapted to suit the 

market, the seminars and training events offered by Rhône Valley wines introduce the innovative 

idea of linking up to Chinese portrait art, adding an extra edge to tastings by drawing parallels 

between Rhône wines and Chinese culture. Participants are invited to link Rhône Valley wines 

with a variety of themes (including music, flowers etc.) This makes it easier for participants to 

remember the inherent values represented by Côtes du Rhône. 

 

 Annual Tastings – a high-impact event 

 
In keeping with their unmistakeably quirky style, Rhône Valley wines  

dream up creative, unconventional, impactful concepts for their tastings.  

 
The aim is always to keep communication fresh and innovative: to arouse 

curiosity, hold the attention and stand out from other French winemaking 

regions. In order to achieve this, the tasting events vary greatly from one 

continent to the next.  

In 2014 for example, key influencers were plunged into the world of 

theatre, where channelling emotions and happiness helped participants 

move away from technical wine vocabulary, giving Rhône Valley wines a 

more artistic, cultural image.  

 
 
 

Meanwhile in New York, a tasting event was organized around a series of 

unusual dinners and meetings. After 2013’s Moods of Rhône where Rhône 

wines used a loft space to create a range of consumption situations and 

occasions for their guests to enjoy, (in the kitchen, whilst watching TV, 

during a formal dinner, barbecuing on the terrace) in 2014  attention 

turned t world cuisine in a series of events as part of the sensory “Rhône 
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Odyssey” experience, which brought together over 150 wine professionals, opinion leaders, 

journalists and bloggers.  

The Odyssey comprised a total of 5 dinners, each bringing together 30 people and focusing on 

food/wine pairings prepared by a young chef in a unique environment: the ambient temperature, 

lighting, smells and textures changed for each new pairing. Guests travelled through the different 

seasons and experienced the same weather conditions as the Rhône Valley vineyards experience 

during the season, featuring winter, the Mistral, summer heat, harvests etc. 

Although it is essential for Inter Rhône to be visible on the export market, it is no less imperative 

that they maintain a presence in the Rhône Valley.  

 
 

B – Establishing an effective regional network 

 
 

Inter Rhône and its appellations have a fundamental part to play in their home region, thanks 

largely to the excellent relationships they have forged with their local partners and the events 

they organise.  

The Interprofession is also instrumental in driving the development of wine tourism, one of the 

strategic initiatives of the Rhône Valley. To do this, they bring together industry players and 

tourism professionals to build up recognition for and the identity of the Côtes du Rhône as a wine 

tourism destination.  

 
 
 

1 – Taking a role in local life 

 

 
Inter Rhône is behind a number of imaginative events whose aim is to ensure good visibility for 

Rhône wines on a local and regional level and to involve the vineyards in events designed to bring 

people together. They also offer support to their local partners, plus the opportunity to boost 

their visibility. For many years, the Interprofession has taken part in major activities in the town 

and also organises social events, confirming its position as an essential part of the cultural life of 

Avignon.  
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Resounding success for Food Bank fundraiser  

 
On Saturday May 17th 2014, an auction of Côtes 

du Rhône wines held at Inter Rhône’s 

Headquarters in Avignon raised almost € 14,000 

for the Vaucluse Food Bank.  

The auction was run by Inter Rhône in conjunction with the Vaucluse Food Bank, to highlight 30 

years since the first food banks were set up, and to raise much-needed funds for the organisation.   

Mutual support is one of the Rhône Valley wine industry’s key values, and the whole industry came 

together to help in the fight against food insecurity. They provided over 450 bottles to auction 

including famous vintages and iconic cuvées; there were around 100 lots in all.  

 

 
 
 

The Côtes du Rhône Wine Bar at the Avignon Festival 

 
The pop-up wine bar in the courtyard of the Maison du Vins during the Avignon Festival has met 

with resounding success, with visitor numbers growing steadily year on year, and over 6,900 

visitors in its 7th year. Inter Rhône have, therefore, taken the decision to open the bar once again in 

summer 2015.  

In total, 292 different wines were served in the bar, from 130 different marketers.  

91 of those marketers came to the evening events to introduce their wines and talk 

to customers about them.  
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Millévin: celebrating the new vintage 

On the third Thursday in November, the Winegrowers’ Guilds (Confréries) 

and producers take to the streets of Avignon to celebrate the new vintage. 

It is a relaxed, happy occasion, which many participants choose to follow 

with a special “Côtes du Rhône” dinner in a selection of partner 

restaurants in Avignon. The event is organised in conjunction with the 

town of Avignon, and attracts over 5,000 visitors.  

 
Regular meetings with Rhône wine enthusiasts 

 

Inter Rhône is also instrumental in informing the local community about 

responsible drinking and the advantages of preferring quality to 

quantity. This they do via a series of informal introductions to tasting, 

based on their wines.  

Every second Tuesday of the month, Inter Rhône hold a series of “After 

Work” workshops, the perfect place to learn about the subtleties of 

Côtes du Rhône wines. The themed workshops take place once a month 

from 6 to 8 pm.  

 

This year, the After Work workshops will again include the “Discoveries” 

series, covering blending and food/wine pairing, as well as specific 

sessions focusing on “One Village” or tastings based on game play – 

unusual, original and fun! For instance: 

Plein la truffe avec les Côtes du Rhône (Pairing spices and aromatics with Côtes du Rhône 

Villages), Les Côtes du Rhône se donnent en spectacle (conduct an investigation, detective-style, 

using your nose and palate to discover the secrets of Côtes du Rhône wines), Jouons avec les 

verres (how the choice of wine glass influences the expression of the wine) and Les Côtes du 

Rhône en Musique (Discovering new pairings with Côtes du Rhône wines and Slam poetry). 

In 2015, some of the Côtes du Rhône crus will be making their way to Avignon to take part in the 

After Work workshops. We look forward to welcoming Rasteau and Beaumes de Venise.  

These unique occasions have enjoyed unabated success for 6 years - a place for wine and flavour 

enthusiasts to hone their knowledge by taking part in guided tastings, talking to Côtes du Rhône 

sommeliers and enjoying exciting new food/wine pairings.  
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2 – Recognising what the region has to offer – the “Vignobles et 

Découvertes” destinations 

 

 

 
 

The Rhône Valley is a major tourist destination attracting over 14 

million visitors a year; meanwhile, the Rhône appellations 

continue with their successful strategy to move their ranges 

upmarket both in France and on the export market. To stay in line 

with the rising quality of their wines, the future of the Côtes du 

Rhône in terms of wine tourism is also being upgraded: €20 

million have been invested in this initiative over the last two 

years.  

 
 
 

The region has one key aim: to give visitors the opportunity to experience the vineyards in other 

ways, not just through tasting alone. The industry is united in helping the region achieve this aim.  

Looking beyond the cellars, the sector as a whole is being professionalised – becoming more 

skilled and offering a high-quality experience of the Rhône Valley’s 13 wine routes.  

The wine route itineraries combine cultural and viticultural experiences, winery visits and a host of 

other activities to make the most of visitors’ time. 

Eight Rhône Valley destinations have been awarded “Vignobles et Découvertes” accreditation. 

Accreditation is granted by the Ministers for Tourism and Agriculture in recognition of working with 

a network of local partners to coordinate activities promoting wine tourism, to look at how best to 

offer comprehensive turnkey solutions for wine tourism holidays and to create a common set of 

communications tools giving both visitors and agencies the information they need.   

With 380 events on the agenda – 120 of them in summer alone – the Rhône Valley can boast of 

being France’s most “festive” vineyard area! 

Professionals today are finding it increasingly important to offer visitors originality: fun, informative 

and even sporty activities, all with the aim of letting visitors experience the vineyard other than by 

tasting alone. This is why Inter Rhône have introduced a new set of criteria to evaluate the quality 

of the welcome extended to visitors by the wineries, paying particular  
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attention to services and activities that go beyond tasting; for example guided vineyard walks, 

accommodation in winegrowers’ homes, themed workshops etc. 

The aim is to respond as closely as possible to visitors’ expectations, to attract them to the area and 

to encourage them to discover the wines of the Rhône Valley.  

 
 
 

C – Research and development – integrated skills 

While Inter-Rhone’s Technical Department are valued participants in a range of collective 

programmes at national level, research at a more local level, into the Rhône Valley and its specific 

features- climate, varietals, terroirs etc – is no less developed.   

Research is conducted jointly with a number of recognized partners - INRA, the universities, IFV etc 

– in order to give more rapid results and maximize participation in a variety of different projects 

while making good use of the information obtained by other partners.  

The Technical Department’s objective as defined by professionals is to provide oenological and 

technical expertise to the Rhône Valley wine industry, in order to give them the best possible tools 

to produce wines of the best possible quality.  

 
Oxygen and packaging – specific areas of expertise 

The Technical Department excels in researching into the very specific areas of oxygen and 

packaging. These areas have been identified at a national level, both at conferences and other 

essential meetings in the viticultural professionals’ calendars:  

Les Rencontres Rhodaniennes, now in its 17th year – visited in 2013 by almost 450 professionals is a 

series of conference sessions and demonstrations of oenological and winegrowing equipment. 

In 2015, the Institut Rhodanien will be holding its first ever Journées Internationales du 

Conditionnement et de la Durée de Vie des Vins (conference on packaging and the lifespan of 

wines) in order to give professionals the best information available about the types of container 

best suited to the needs of their businesses.  

 
Knowledge in practice – the battle against volatile phenols 

Inter Rhône and Bucher Vaslin have teamed up to develop a method which eliminates volatile 

phenols in wines, giving winegrowers a chance to intervene should a wine be showing this 

particular defect – caused by Brettanomyces. Up until now, this was considered impossible.  
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Within 6 months, this completely new technique will be detailed in European documentation and 

will be available to professionals before the harvests.  

 

Knowledge transfer in the vineyard 

In order to ensure that new information resulting from research is successfully transferred and that 

technical and regulatory knowledge is kept up to date, the Technical Department offers group or 

individual training or audit sessions for everyone involved in the industry.  

 

With quality much improved and an effective sales, marketing and communications policy behind 

them, Rhône’s producers and négociants are looking to the future with calm optimism, supported 

by Inter Rhône, who help them to anticipate and prepare for it.  

 

 

  

 

©Christophe Grilhé 
 
 
 
 

D – The economic crisis and continuity of production 

With an excellent range of wines whose quality is steadily and continuously improving, Rhône 

Valley’s distributors and marketers are seeing their products rise in value.  

 

Basing their strategy on the positioning of Côtes du Rhône and Rhône Valley wines, the region’s 

producers, négociants and cooperative cellars are working to create a strong presence for their 

wines in the mid and high-end ranges.  

Inter Rhône do everything in their power to ensure that the vineyards are well-equipped to face 

any future changes with equanimity and peace of mind.  
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1 – Trading up and value-added markets 

The international market is currently a highly competitive one. Prices are low in Italy, Spain, 

Chile and Australia, and wines without geographical indication are on the rise in France. Faced with 

this situation, Rhône Valley AOP wines have chosen to focus on quality and added value.  

Moving the range upmarket is a 3-tier approach, based on improving quality, sales policy and 

marketing communications.  

 
Basing their strategy on the positioning of the AOPs, négociants and producers are working 

together to create a strong presence for their wines in the mid to high-end ranges. The result is on 

the one hand, higher revenue for the wines sold, balancing out the fall in volume; on the other 

hand, sales have risen in higher-value markets at the expense of budget ranges.  

For several years, Rhône wines have been working to reposition their products in the mid and 

high-end ranges - the main areas of growth - without compromising their entry-level ranges.  

Despite the fact that Rhône Valley appellations have successfully negotiated the sales and 

marketing challenges posed by repositioning, they have also had to deal with the problems of 

lower harvest yields over the last few years.  

However, production looks set to rise in the coming years. A programme of restructuring started 

some years ago with a view to renewing production capacity; in the months to come an extra 4,000 

– 5,000 hectares is due to become available to provide additional yield.  

 
 

2 – Looking to tomorrow 

 

 
Among the various projects adopted by the new leadership team is the drive to extend our 

knowledge of micro and macroeconomic data. This will help the industry to choose a more precise 

strategic path to follow, and will be of great help to the future of the vineyards, both in terms of 

training new players and helping them become established.  

 

Forward-looking economic management 
 

Inter-Rhône’s Economic Department is involved with analysing vineyard data such as national and 

international studies, and offers support as well as a range of management tools.  
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In the future, the aim is to develop a wider range of forecasting tools, particularly for the long-

term – say 20-30 years. These would more accurately assess production potential and demographic 

changes, but also the needs of buyers, markets and emerging trends. The goal is to manage 

production on the basis of available data, thus avoiding organisational crises.  

 

 
Retaining current workers and encouraging upcoming generations 

 

To encourage upcoming generations to enter the industry and to persuade current generations to 

stay, Inter Rhône is looking at introducing incentives to encourage new and young winegrowers 

to enter the business.  

At the same time, travelling beyond our borders during the training stages will be positively 

encouraged, to make sure that the Rhône wine industry is more open to the world perspective. The 

idea is to ensure that the younger generation gain some knowledge of foreign languages and an 

appreciation of different cultures while discovering different vineyards and finding out about 

different approaches.  

 
 
 

 

©Christophe Grilhé 
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