
Innova&on	
  and	
  Technological	
  
Catch-­‐Up	
  in	
  Emerging	
  Countries:	
  
	
  The	
  Case	
  of	
  the	
  Wine	
  Industry	
  

	
  	
  
	
  Roberta	
  Rabello@	
  

Department	
  of	
  Poli&cal	
  and	
  Social	
  Sciences	
  
Università	
  di	
  Pavia	
  

roberta.rabello@@unipv.it	
  
	
  

Accelera(ng	
  innova(on	
  in	
  developing	
  countries	
  –	
  
	
  Kuala	
  Lumpur	
  -­‐	
  3-­‐5	
  November	
  2012	
  



Why	
  studying	
  innova&on	
  and	
  technological	
  catch-­‐up	
  
in	
  the	
  wine	
  industry?	
  

•  Most	
  studies	
  on	
  catching	
  up	
  are	
  focused	
  on	
  high	
  tech	
  sectors	
  
(e.g.	
  telecom,	
  ICTs,	
  soHware);	
  

•  Though,	
  a	
  large	
  number	
  of	
  developing	
  countries	
  are	
  s(ll	
  
highly	
  dependent	
  on	
  agriculture	
  and	
  agro-­‐food	
  industries;	
  

•  What	
  has	
  happened	
  in	
  the	
  wine	
  industry	
  in	
  countries	
  such	
  as	
  
Argen(na,	
  Chile	
  and	
  South	
  Africa	
  represents	
  an	
  extraordinary	
  
opportunity	
  to	
  inves(gate	
  how	
  a	
  tradi(onal	
  agro-­‐food	
  
industry	
  can	
  become	
  highly	
  compe((ve	
  and	
  catching	
  up	
  in	
  
the	
  global	
  market,	
  when	
  following	
  a	
  different	
  trajectory	
  from	
  
the	
  long-­‐standing	
  leading	
  countries,	
  a	
  new	
  pathway	
  in	
  which	
  
innova&on,	
  science	
  and	
  research	
  do	
  play	
  a	
  prominent	
  role.	
  	
  

	
  



The	
  context	
  
•  Up	
  to	
  the	
  end	
  of	
  the	
  1980s,	
  'Old	
  

World'	
  (OW)	
  countries,	
  and	
  
par(cularly	
  France	
  and	
  Italy,	
  
dominated	
  the	
  interna(onal	
  wine	
  
market;	
  	
  

•  Since	
  the	
  beginning	
  of	
  the	
  1990s,	
  
their	
  supremacy	
  has	
  been	
  
challenged	
  by	
  new	
  interna(onal	
  
players,	
  who	
  are	
  recording	
  
spectacular	
  performance	
  in	
  terms	
  
of	
  both	
  exported	
  volumes	
  and	
  
values;	
  

•  These	
  'New	
  World'	
  (NW)	
  countries	
  
include	
  affluent	
  frontrunners	
  that	
  
are	
  rela(vely	
  new	
  to	
  the	
  wine	
  
sector,	
  such	
  as	
  USA	
  and	
  Australia,	
  
and	
  less	
  developed	
  but	
  rapidly	
  
growing	
  latecomers	
  such	
  as	
  Chile,	
  
Argen&na	
  and	
  South	
  Africa	
  	
  

Wine	
  exports	
  by	
  group	
  of	
  
countries	
  (1992-­‐2004)	
  	
  



Catching	
  up	
  
•  The	
  concept	
  of	
  catching	
  up	
  has	
  been	
  commonly	
  used	
  in	
  the	
  economic	
  

literature	
  to	
  indicate	
  the	
  ability	
  of	
  a	
  country	
  to	
  reduce	
  the	
  income	
  
and	
  produc(vity	
  gaps	
  through	
  copying	
  and	
  using,	
  with	
  some	
  delay,	
  
the	
  blueprints	
  made	
  available	
  by	
  the	
  leaders;	
  

•  The	
  spectacular	
  catch-­‐up	
  in	
  NW	
  countries	
  is	
  beZer	
  described	
  as	
  a	
  
process	
  going	
  far	
  beyond	
  the	
  mere	
  adop(on	
  of	
  new	
  technologies,	
  
and	
  depending	
  on	
  the	
  ability	
  of	
  countries	
  in	
  crea(ve	
  adapta(on	
  and	
  
innova(on	
  along	
  and	
  beyond	
  the	
  model	
  followed	
  by	
  forerunners	
  
(Abramovitz;	
  1986);	
  

•  The	
  wine	
  industry	
  is	
  an	
  excellent	
  empirical	
  illustra(on	
  of	
  Perez	
  and	
  
Soete’s	
  (1988)	
  windows	
  of	
  opportuni&es	
  opening	
  up	
  for	
  latecomers	
  
at	
  &mes	
  of	
  relevant	
  market	
  and	
  technological	
  discon&nui&es.	
  



Market	
  discon&nui&es	
  
1.  New	
  markets	
  (US,	
  UK,	
  Scandinavian	
  countries,	
  

recently	
  Asia;	
  baby-­‐boomers,	
  women):	
  
consumers	
  with	
  no	
  prior	
  experience;	
  

2.  Old	
  World	
  (Italy,	
  France,	
  Spain):	
  decline	
  in	
  
consump(on	
  and	
  shiH	
  of	
  market	
  from	
  
quan(ty	
  to	
  quality;	
  

3.  Increasing	
  importance	
  of	
  supermarkets	
  and	
  
consolida(on	
  of	
  distribu(on;	
  
	
  	
  	
  	
  	
  	
  Large	
  quan&ty	
  of	
  good	
  quality,	
  easy	
  to	
  drink	
  

	
  wines.	
  



New	
  World	
  market-­‐driven	
  scien&fic	
  approach	
  
to	
  wine	
  produc&on	
  

① Large	
  investments	
  to	
  improve	
  vi&culture	
  and	
  
oenological	
  techniques,	
  brand	
  promo(on	
  and	
  
marke(ng;	
  	
  

② Investments	
  in	
  domes&c	
  research	
  and	
  openess	
  
to	
  foreign	
  knowledge	
  and	
  technology;	
  

③ Strong	
  linkages	
  I-­‐U	
  linkages	
  (bridging	
  
researchers);	
  

④ New	
  ins(tu(onal	
  seengs	
  suppor(ng	
  the	
  
industry.	
  







Lessons	
  learned	
  
①  Tradi&onal	
  sectors	
  are	
  not	
  necessarily	
  low-­‐tech	
  but	
  

they	
  can	
  be	
  knowledge	
  intensive	
  and	
  highly	
  
innova&ve;	
  

② Innova(on	
  is	
  not	
  just	
  the	
  result	
  of	
  formal	
  R&D	
  but	
  it	
  is	
  
beZer	
  represented	
  by	
  innova&on	
  capabili&es:	
  skill	
  
upgrading,	
  development	
  of	
  new	
  rou(nes,	
  building	
  up	
  
of	
  entrepreneurial	
  and	
  marke(ng	
  capabili(es,	
  
reduc(on	
  of	
  (me-­‐to-­‐market,	
  environmental	
  
management,	
  compliance	
  with	
  food	
  safety	
  regula(on	
  
and	
  fair	
  trade	
  cer(fica(on,	
  etc.;	
  

③ 	
  Access	
  to	
  foreign	
  knowledge	
  and	
  local	
  capability	
  
building	
  are	
  complementary	
  ac&vi&es;	
  

④ 	
  Networks	
  of	
  private	
  and	
  public	
  actors	
  are	
  key	
  to	
  
learning	
  and	
  innova(on	
  (intermediary	
  bodies	
  and	
  
briding	
  researchers).	
  



Policy	
  Implica&ons	
  

•  Invest	
  in	
  public	
  universi(es,	
  ter(ary	
  formal	
  
educa(on	
  and	
  PROs,	
  paying	
  a	
  special	
  aZen(on	
  to	
  
the	
  specializa(on	
  and	
  specificity	
  of	
  wine	
  regions;	
  	
  

•  AZract	
  and	
  support	
  talents	
  taking	
  advantage	
  of	
  
their	
  interna(onal	
  linkages	
  to	
  build	
  domes(c	
  
research	
  and	
  innova(on	
  competences;	
  

•  Experiment	
  with	
  new	
  forms	
  of	
  governance	
  of	
  
public–private	
  partnerships,	
  so	
  as	
  to	
  implement	
  
par(cipatory	
  mechanisms	
  in	
  seeng	
  research	
  
agendas.	
  



Unanswered	
  key	
  ques&ons	
  
•  Has	
  the	
  success	
  of	
  the	
  wine	
  industry	
  in	
  Argen(na,	
  
Chile	
  and	
  South	
  Africa	
  helped	
  to	
  reduce	
  marginality	
  
and	
  poverty	
  in	
  rural	
  areas?	
  

•  A	
  ques(on	
  arises	
  on	
  whether	
  only	
  a	
  restricted	
  
number	
  of	
  powerful	
  families	
  and	
  land-­‐owners	
  have	
  
in	
  fact	
  benefited	
  from	
  these	
  successful	
  catching	
  up	
  
stories,	
  or	
  whether	
  this	
  has	
  sparked	
  a	
  process	
  of	
  
inclusive	
  growth	
  involving	
  also	
  more	
  marginal	
  
people;	
  	
  

•  Ques(ons	
  about	
  redistribu(on	
  of	
  rents,	
  diffusion	
  of	
  
benefits	
  and	
  improvement	
  of	
  livelihood	
  condi(ons	
  of	
  
rural	
  people	
  need	
  to	
  be	
  addressed	
  in	
  further	
  
research.	
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