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The Growth Of Italilan Wine

An Interview with Federico Bricolo, President, Veronafiere

EDITORS’ NOTE Born in 1966 in
Verona, Federico Bricolo boasts a
long career in institutions which
led him to hold leading positions
in the Italian Government and
Parliament, as well as in interna-
tional organizations: Deputy from
2001 to 2008; Undersecretary for
Infrastructure and Transport in |
2005-2006; and group leader of
the Lega Nord in the Senate from §
2008 to 2013. At the international
level, be is part of the delegation to
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The work of Vinitaly is comple-
mented by Vinitaly Tourism. Through
it, we extend our promotional efforts
to the territories where wine orig-
inates. Wine, after all, creates value
not only through the bottle itself, but
also by generating value for tourism,
restaurants, hospitality, culture and
services, contributing to the economic
development of local communities.

‘What are the key elements needed
for the wine industry to remain rele-
vant to today’s consumers?

the parliamentary assembly of the
OSCE, an organization for security and cooper-
ation in Europe, and became Vice President of
delegations in the parliamentary assembly of the
Council of Europe and the Western European
Union. As a parliamentarian, be participates in
various missions abroad, meeting government
representatives and diplomats from nations
such as the United States and Afghanistan. For
Sfive years be held the position of Chairman of
the Board of Editoriale Nord and was respon-
sible for the political secretariat and the legisla-
tive office of the Lega Nord. In 2020, he became
a member of the Board of Directors of Verona
Catullo Airport. In May 2022, he was elected
President of Veronalfiere.

How would you define Veronafiere’s mission?

Veronafiere was founded in 1898 and,
over more than a century, has established
itself as one of Italy’s leading trade fair orga-
nizers. We have evolved alongside the Made
in Italy industries and companies we repre-
sent, consolidating a clear mission: to create
business opportunities, foster relationships,
and support companies in accessing interna-
tional markets.

Today, a trade fair organization cannot
simply organize events but must operate as a
platform for promotion, internationalization and
dialogue, working year-round alongside compa-
nies, trade associations, and institutions.

Vinitaly fully embodies this evolution. Since
1967, it has supported the growth of Italian wine
and today operates as an integrated system that
extends from Verona to key international markets
such as the United States, Asia, and South America.
Our mission is to bring supply and demand
together, engage qualified industry professionals,
develop knowledge, and enhance the competi-
tiveness of Italian companies.

The first element is the ability
to understand a consumer who is changing
rapidly. Today, consumers are not simply
looking for a good wine; they are seeking
authenticity, transparency, and a more mindful
approach to consumption. Wineries need to
communicate these values in an accessible way
without losing the cultural depth and sense of
place that make wine a unique product.

It is also essential to make wine more
approachable to younger generations by adapting
the language we use and the consumption occa-
sions. This does not mean simplifying wine

or diminishing its identity, but rather finding
new ways to communicate and introduce it to
consumers while investing in education, innova-
tion, and responsible consumption.

Last but not least, the very concept of the
wine experience needs to be broadened. Visiting
a winery, meeting a producer, discovering a
landscape, or appreciating a wine and food
pairing can create a much stronger connection
than product communication alone. Vinitaly,
through the Vinitaly Tourism format, is focused
precisely on connecting wine producers, terri-
tories, and tourism professionals.

‘What makes Italian wine so compelling
to U.S. consumers?

Italian wine offers a unique combination
of quality, diversity, history, and sense of place
which is difficult to replicate. Italy has an extraor-
dinarily rich wine heritage and a wide range of
denominations that allow consumers to travel
through extremely different regions, landscapes,
cultures and traditions, across a broad price
point spectrum. In the United States, we witness
a particularly strong connection between Italian
wine and the Ttalian lifestyle. Wine is experienced
within a bigger frame that includes gastronomy,
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conviviality, design, and Italy’s ability to trans-
form quality into an experience. UNESCO'’s
recognition of Ttalian cuisine further strengthens
this cultural heritage and the natural relationship
between wine, food, and territory.

From our perspective, we know that
established success should never be taken
for granted. Despite the challenges, the U.S.
remains one of Italy’s main markets, one that
requires a consistent presence and continued
education. Vinitaly also focuses on this by
supporting companies along this path and
bringing to the United States not only Italian
wines, but also the richness and diversity of
the territories they represent.

What current wine trends should U.S.
consumers be paying closer attention to?

The feedback we receive from U.S.
industry professionals reveals several broader
trends that extend beyond any specific grape
or category. There is growing interest in
wines that express a recognizable origin, an
authentic story, and a direct connection to their
birthplace. At the same time, we are seeing
greater attention to moderation and increased
curiosity about lesser-known wine regions.
American consumers today have access to far
more information than ever before. Vinitaly
and Veronafiere support producers in making
their stories, and therefore their wines, easier
to communicate.

Another important trend is the shift from
product to experience. Wine is increasingly
discovered through food, travel, events, and
visits to the places where it is produced. This is
why Vinitaly Tourism is an integral part of our
strategy: it creates a connection between what
consumers experience in the glass and the terri-
tory where the wine originates.

How is wine tourism evolving in Italy?

A 2026 study conducted for Vinitaly Tourism
by the Italian Association of Food and Wine
Tourism and tourism expert Roberta Garibaldi,

based on a representative sample of 750 U.S.
travelers, confirms the significant potential
of wine tourism. Sixty percent of respon-
dents had participated in at least one wine
tourism experience in the previous three years.
Among those who had, wine was the primary
motivation for the trip for 42 percent, while an
additional 38 percent considered it one of the
main motivations for their trip. Furthermore, 47
percent of respondents said they intend to visit
Italy within the next 24 months and include
a wine tourism experience in their trip. Italy
is particularly well positioned: 79 percent of
respondents believe the country offers authentic
food and wine experiences, while 71 percent
associate Italy with premium or luxury wine
experiences.

There is, however, room for improve-
ment, particularly in how these experiences
are organized and marketed. Fifty-five percent
consider the ability to book winery visits

and experiences online important, while 64
percent say that having access to a comprehen-
sive official national wine tourism portal would
make them more likely to visit Italy.

What opportunities does Italy offer
American travelers who want to explore
wine regions beyond traditional destina-
tions such as Tuscany?

The same Vinitaly Tourism study reveals
some very interesting trends. Sicily shows an
82 percent propensity to visit, one percentage
point ahead of Tuscany at 81 percent. This
confirms that U.S. travelers are ready to broaden
their understanding of Italy’s wine geography
and discover destinations beyond the country’s
most established regions.

Fifty-four percent of respondents prefer
a trip that combines visits to cities with wine
experiences, while 37 percent favor itineraries
centered around wine regions. These prefer-
ences are particularly well suited to a country
like Italy, where wineries, landscapes, art,
historic villages, and cuisine come together to
create a highly integrated travel experience.

What has made the world of wine so
special to you?

Wine is a unique sector because it brings
together business, agriculture, culture, and human
relationships. Behind every bottle there is a terri-
tory, a family, expertise built over time, and a
community that contributes to preserving its iden-
tity. At the same time, wine is one of the Italian
products with the greatest ability to connect with
the world. Over the years, I have had the oppor-
tunity to meet producers, buyers, and industry
professionals from many different countries. What
continues to strike me is wine’s ability to immedi-
ately create a connection and a sense of sharing,
while at the same time generating significant
economic value and employment.

For those of us leading Veronafiere, working
with the wine sector therefore comes with a
responsibility: to support companies in interna-
tional markets, protect the value of the sector,
and help pass on to future generations a heri-
tage that belongs not only to the business
community, but to Italian culture itself. ®
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