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GDP growth of 3.6% 
in 2017 

 
 

 Area under vines – 64 000 hectares 
 

 Wine Production – 120 000 000 litres 
 

 

30 000 000 
litres  

8 700 000 
litres 

 0.8% of world vineyard area  
 

 0.5% world volume of wine 
production  

 
 25.0% exports as % of production 

 

Population: 7,101,510 

Median age: 42.7 

 

Dimyat, Riesling,  

Muscat Ottonel 
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BACKGROUND 
 
The Bulgars, a Central Asian Turkic tribe, merged with the local Slavic inhabitants in the late 
7th century to form the first Bulgarian state. In succeeding centuries, Bulgaria struggled with 
the Byzantine Empire to assert its place in the Balkans, but by the end of the 14th century the 
country was overrun by the Ottoman Turks. Northern Bulgaria attained autonomy in 1878 and 
all of Bulgaria became independent from the Ottoman Empire in 1908. Having fought on the 
losing side in both World Wars, Bulgaria fell within the Soviet sphere of influence and became a 
People's Republic in 1946. Communist domination ended in 1990, when Bulgaria held its first 
multiparty election since World War II and began the contentious process of moving toward 
political democracy and a market economy while combating inflation, unemployment, 
corruption, and crime. The country joined NATO in 2004 and the EU in 2007. 
 
Geography: Southeastern Europe, 
bordering the Black Sea, between 
Romania and Turkey. Total area 
110,879 sq km. 
 
People: Total population is 7,101,510 
and median age is 42.7 years.  
 
Agriculture: Vegetables, fruits, 
tobacco, wine, wheat, barley, 
sunflowers, sugar beets; livestock. 
 
Industries: Electricity, gas, water; 
food, beverages, tobacco; machinery 
and equipment, automotive parts, 
base metals, chemical products, coke, 
refined petroleum, nuclear fuel; 
outsourcing centers. 
 
Environment: Air pollution from 
industrial emissions; rivers polluted 
from raw sewage, heavy metals, 
detergents; deforestation; forest 
damage from air pollution and 
resulting acid rain; soil contamination 
from heavy metals from metallurgical 
plants and industrial wastes. 
 

 

Economy and Infrastructure: Bulgaria, a former communist country that entered the EU in 
2007, has an open economy that historically has demonstrated strong growth, but its per-capita 
income remains the lowest among EU members and its reliance on energy imports and foreign 
demand for its exports makes its growth sensitive to external market conditions. Despite a 
favorable investment regime, including low, flat corporate income taxes, significant challenges 
remain. Corruption in public administration, a weak judiciary, low productivity, lack of 
transparency in public procurements, and the presence of organized crime continue to hamper 
the country's investment climate and economic prospects. 
Source: World Factbook 

 
THE WINE INDUSTRY 

 

1. WINE REGIONS 
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Bulgaria is divided into five distinct Wine growing regions and 52 areas for production of wine 
with Guaranteed and Controlled Appellation of Origin (G.C.A.O.). 
 
 Eastern Region / Black Sea (30% of vineyard area). Cultivars include Dimyat, Riesling, 

Muscat Ottonel, Ugni blanc, Sauvignon blanc, Traminer and Gewürztraminer. 
 Northern region / Danubian Plain - Typical cultivars are Muscat Ottonel, Cabernet 

Sauvignon, Merlot, Chardonnay, Aligoté, Pamid and the local Gamza. 
 Southern Region / Thracian Lowland. Mavrud, a famous local wine, as well as Merlot, 

Cabernet Sauvignon, Muscatel and Pamid are grown. 
 South Western Region / Struma River Valley. The local style Shiroka melnishka loza, as well 

as Cabernet Sauvignon and Merlot are cultivated. 
 Sub Balkan Region / Rose Valley. Muscatel, Riesling, Rkatsiteli, Red Misket, Cabernet 

Sauvignon and Merlot dominate plantings. 
 

 
Source: bulgariawinetours.com 

 
2. AREA UNDER VINES 

 

YEAR HECTARES 

2013 65 000 

2014 63 000 

2015 64 000 
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2016 64 000 

2017* 64 000 

*Provisional 
Source: OIV 

 

3. CULTIVARS 

Refer to paragraph 2. 

 

4. PRODUCTION 

Domestic Wine Production 

YEAR ‘000 litres 

2013 170 000 

2014 700 

2015 130 000 

2016 120 000 

2017* 120 000 

*Provisional 
Source: OIV 

 

5. CONSUMPTION 

Consumption is currently at 18.2 litres per capita. 

YEAR ‘000 litres 

2013 90 500 

2014 105 000 

2015 110 000 

2016 115 000 

2017* 100 000 

*Provisional 
Source: OIV 

 

Per capita consumption 

YEAR 
LITRES  

PER CAPITA 

2011 14.7 

2012 15.9 

2013 15.8 
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2014 15.3 

2015 17.0 

2016 17.5 

2017 18.2 

Source: 2018 Euromonitor International 

 

6. INTERNATIONAL TRADE 

Total exports 
 
Exports represent 25%% of total wine production. Main exports countries are Poland (53%), 
Sweden (10%), Russia (8%), the UK (4%) and Czech Republic (4%). 
 

YEAR ‘000 LITRES 

2011 53 000 

2012 56 000 

2013 50 500 

2014 43 300 

2015 40 000 

2016 28 800 

2017 30 000 

Source: OIV, Comtrade 

 
Total imports 
 
Imports mainly from Italy (32%), Spain (30%), France (10%) and Germany (9%). 
 

YEAR ‘000 LITRES 

2011 7 000 

2012 7 000 

2013 6 500 

2014 5 000 

2015 9 000 

2016 7 300 

2017 8 700 

Source: Comtrade 

 

7. INTERNATIONAL POSITION (2017) 

24th in global wine production. 
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8. TRENDS & FORECASTS 
 

 Strengthening wine culture stimulates higher total value growth. 
 Still rosé wine demonstrates the highest total volume growth of 11%. 
 Average unit price increases by 1% in current terms. 
 SIS Industries OOD leads with 15% of total volume sales. 
 Wine is expected to register a total volume CAGR of 3% over the forecast period to 

reach 150 million litres in 2022. 
 
Growing wine culture  
Wine culture and awareness continued to develop in 2017, fostered by intensifying gourmet 
trends, as well as urban consumers’ focus on health and wellness. In 2017, the more 
sophisticated wine preferences of the mass consumer were shaped by popular wine fairs and 
exhibitions, wine and gourmet festivals, and food and drink events. The mass wine brands from 
the largest wine producers such as SIS Industries, Domain Boyar and Villa Yambol also benefited 
from increased interest in better quality products since their higher-priced and award-winning 
wines experienced sales growth. It is expected that growing wine culture among Bulgarians will 
continue to drive demand for higher-quality wines, especially award-winning series and wines 
with protected geographical indication.  
 
Local wines focus increasingly on quality and authenticity  
Wine tasting is perceived as a “must-have” experience for tourists arriving in Bulgaria and a 
key ingredient of authentic Bulgarian culture. For domestic consumers wine is turning into a 
journey of rediscovering Bulgarian traditions, igniting a sense of pride and “going back to the 
roots” especially for the urban younger generation. This trend continued to contribute to the 
gradual revival of traditional Bulgarian grapes such as Melnik 55, Rubin, Mavrud and Gumsa in 
still red wine, and Vrachanski Misket, Karlovo and Sandanski Misket, Dimiat and Tamyanka in 
still white wine.  
 
In the long term, quality local wines are expected to grow, stimulated by the higher purchasing 
power of urban consumers and their growing interest in wine exploration and tasting. The 
emergence of Bulgaria as a popular and attractive wine destination will support the growth of 
local wines. The consistent efforts of the government and the EU to limit grey sales and tighten 
controls on production methods are likely to encourage production of higher quality wines in 
the long term. The proposed new law for wine and spirits is likely to benefit wines with 
protected geographical indication and name by limiting the uncontrolled expansion of vineyards 
and setting clear standards of wine classification and quality. 
 
Health and wellness trends in still wine 
Urban consumers’ increased preoccupation with health and longevity contributed to growth in 
wine in 2017. The category’s outstanding on-trade performance was driven by the shifting 
consumer preference for wine as a healthier alternative to beer, cider or spirits. It is expected 
that health and wellness trends will continue to shape demand in wine as a health-orientated 
alcoholic drinks category. Red wine is largely perceived as good for the cardiovascular system, 
and associated with health and longevity. White wine and rosé continued to gain popularity as 
healthier alternatives to summer spirits, and beer in the hot months. The positive reputation of 
spa and wine tourism in Bulgaria will further boost interest in wine as a beverage of longevity. 
 
SIS Industries focuses on the premium segment 
The leader SIS Industries OOD was among the fastest-growing companies in terms of total 
volume share in 2017. The withdrawal of key local competitor Telish AD from the category 
benefited the other popular players – especially the leading player, which capitalised on the 
opportunity. Another key success factor in the company’s dynamic growth was the increased 
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preference for wines with protected geographical indication and well-established reputations, 
as well as competitive pricing.  
 
Room for niche players in wines 
The growing interest in wine categories such as white, rosé and sparkling wine as lighter and 
trendy beverages, among millennials and women in particular, boosted visibility and growth of 
niche innovative products. One of the most innovative trends within wine was the launch of 
coloured wines. The pioneers in the segment were the Spanish boutique wineries Bodegas Santa 
Margarita with the PasionWines line of naturally-coloured orange, green and blue wines, and 
Marques De Alcantara with Marques de Alcantara Blue Wine. This ensured their outstanding 
growth in the on-trade channel as they were viewed as trendy and fashionable, especially in 
bars and clubs. It is likely that smaller niche producers and importers will continue to rely on 
exclusivity and sharp differentiation to stand out in a highly competitive and increasingly 
consolidated category in Bulgaria.  
 
Kaufland Bulgaria EOOD committed to fostering wine and gourmet culture in the mass 
consumer segment 
In 2018 Kaufland Bulgaria, the largest and fastest-growing modern grocery retailer, introduced 
its new private label wine concept “Cultura Vini”, which featured a special selection of world 
wines. The concept is to popularise wine culture among mass consumers by guiding and 
educating them about varieties, wine and food matches and world wine culture traditions. 
Labels were colour coded by wine type – red for red wines, green for white wines and blue for 
rosé – to help consumers choose more easily. On the back, symbols provided simple orientation 
about origin, variety, flavour and recommended serving temperature. The concept is likely to 
gain popularity thanks to growing consumer interest in and curiosity about world wines, 
convenience and affordable prices – strong factors in mass consumers’ purchasing decisions. 
Source: Euromonitor International 
 
 

______________________________________ 


