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The development of a broad portfolio of wines enables the 
company to participate in the different market categories and 
respond favorably to consumer trends. The business strategy has 
been to strengthen the premium wine segment, for which it has 
a solid base with the Casillero del Diablo brand, now projected 
to superior levels with consolidated brands which today are 
benchmarks for their quality and consistency, like Don Melchor, 
the Terrunyo line and Marqués de Casa Concha, among others.

The keys to this success, based principally on sustained growth 
and a clear internationalization strategy, began to be set at the 
beginning of the 20th century with the company’s opening on 
the Santiago Stock Exchange and its first exports to Europe; 
but much more strongly in the second half of the century, with a 
deep modernization of the company. An early exporter vision and 
large investments for obtaining the highest quality for its wines, 
marked a turning point in the history of Viña Concha y Toro which 

finally transformed it into the global company it is today. 

Its successful history of almost 130 years has been recognized by 
the world’s most prestigious publications, with sixteen honors 
as “Winery of the Year” in Wine & Spirits; the title of “Second 
most powerful wine brand in the world”, according to The 
Power 100 of Intangible Business, and extraordinary scores for 
its wines in specialized media as important as Wine Spectator 

and The Wine Advocate. 

CONCHA Y TORO: 
           A world class wine industry player
Concha y Toro is today the symbol of Chilean wine in the world and occupies an outstanding 
position among the world’s most important wineries. With consolidated sales in 2010 of 
US$735 million and more than 29.2 million cases sold, Concha y Toro proves the strength 

of its international leadership with a presence in more than 135 countries.

Sales
US $735 million 

+14.3%

9.513
Hectares in 

Chile & Argentina

135
Destination

countries
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Volume   
29.200.000 cases

 +3.9%
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At the same time, the company has promoted the growth 
of winery subsidiaries, opening up new distribution 
channels and attracting new consumers through its novel and 
differentiating wine offers. The principal subsidiaries are Viña 
Cono Sur, Viña Maipo, Viña Palo Alto, Viña Maycas del Limarí, 
Trivento Bodegas y Viñedos, which operates in Argentina, and 
the Joint Venture with the prestigious winery, Baron Philippe de 

Rothschild, which produces the Almaviva brand.

Viña CONCHA Y TORO

VIÑA MAIPO • Viña PALO ALTO

Viña CONO SUR • ViñEDOS los Robles

Viña Canepa • Viña Maycas del Limarí 
Finca La Chamiza

TRIVENTO BODEGAs Y VIÑEDOS

Viña ALMAVIVA (*)

Fetzer Vineyards: Leader in the 
development of sustainable 

practices over 20 years.

The recent acquisition in April 2011 of Fetzer Vineyards, 
one of the ten most important wineries in the United States, 
marks a new step in the global positioning of Chilean wine. This 
transaction, the most important made by a Chilean company 
in that country, expands the company’s productive operations 
to California, permits the strengthening of the commercial 
presence in the American market and projects the development 
of new brands in the export markets where the winery is present.

A decisive step was taken in 2010 in the globalization of Viña 
Concha y Toro. The company signed a strategic alliance with the 
English football club Manchester United, the most 
powerful internationally, which thanks to its enormous reach, 
became a large shop window for projecting the company’s global 

spread even farther, especially its Casillero del Diablo brand.  

(*) joint venture 50% viña concha y toro – 50% baron philippe de rothschild
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SUSTAINABLE 
DEVELOPMENT

The company has secured its philosophy of 
sustainability which implies work in sympathy with 
and respecting the environment, socially equitable and 
successful in business terms. Concha y Toro looks to 
the future with important progress in these matters.

The measurement of the water footprint is also part 
of the company’s sustainability strategy and is a project 
being carried out jointly with Fundación Chile and The 
Water Footprint Network. According to preliminary 
data, Concha y Toro used less water in 2010 than the 
approximate world average for producing a glass of 

The company began in 2010 to carry out energy 
efficiency audits in the search for sustainability in 
the vinification and storage cellars. Resulting from 
these conclusions, measures are being introduced to 
improve energy quality, making changes progressively 

to the lighting in its bottling plants and cellars. 

The winery’s agricultural area has undertaken an 
important forests and wooded areas sustainable 
use program, whose principal objective is the 
conservation and protection of sclerophyllous native 

forest that grows close to our vineyards. 

The company has also carried out projects in the area of 
corporate social responsibility, particularly actions 
focused on the management and care of people within 

the company, as well as the community in general.

wine. The results obtained from the first estimation 
enabled the company to determine which stages in the 
production processes and supply chain consume the 

most water.

In the first place, it has estimated its carbon footprint 
since 2007, thanks to which the winery has been able 
to evaluate the impact on climate change of each 
of its areas. Based on this analysis, the importance 
was discovered of reducing greenhouse-gas (GHG) 
emissions with respect to transportation to the export 
markets. This is why light bottles were introduced in 
2009, containing less glass which reduces emissions 
for this concept, firstly for the varietal brands and 
then, in 2010, extended to the Casillero del Diablo 

premium line. 
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THE ENTREPRENEURIAL 
VISION OF DON MELCHOR 
CONCHA Y TORO, HIS 
DRIVE AND PASSION FOR 
THE ART OF MAKING 
WINE, STILL INSPIRE 
EVERY BOTTLE THAT IS 
STAMPED WITH PRIDE 
WITH THE NAME CONCHA 
Y TORO. 

IT IS THAT PASSION 
THAT HAS LINKED 
TRADITION, QUALITY 
AND INNOVATION TO 
PROMOTE CHILEAN WINE 
IN THE WORLD.

OUR 
IDENTITY

The significant international 
recognition of the Concha y 
Toro brand is based on its 
permanent commitment with 
quality. These achievements 
reflect both constant winemaking 
development and the quality of 
the grapes coming from the best 
vine-growing zones in Chile.

Work in the vineyard is carried 
out with dedication and respect 
for achieving the maximum 
expression of the land. 

Every valley offers a plurality of 
landscapes and micro-climates, so 
they are constantly investigated to 
determine the best climates and 
soils for each variety. 

Thanks to this diversity of origins 
and man’s dedicated work, 
Concha y Toro offers the best and 
most distinctive Chilean wines, 

which have obtained the highest 
international recognitions from 
the specialized critics.

Viña Concha y Toro not only aims 
for leadership in the domestic 
market but is distinguished for its 
deep exporting vocation. In recent 
decades, the company has been 
consolidating its positioning to 
achieve an undisputed leadership 
among the world’s largest wine 
companies.

Concha y Toro offers a wide range 
of wines in each market segment, 
of recognized quality and 
consistency, in order for people 
to share pleasing and unique 
experiences. Every bottle offers 
the consumer our passion for the 
excellence of each variety, vintage 
and brand of Concha y Toro.
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Foundation of Viña Concha y Toro. 1883 

1989

1994

1997

1933

1990

1996

2000

2003

2005

2010

2011

HIGHLIGHTS OF 
ITS HISTORY

Opening on the Santiago Stock Exchange. 
Early exporter vision, with the first shipment of wine abroad to Holland.

The ultra-premium Don Melchor wine is launched, it first vintage was 1987, a 
Cabernet Sauvignon from terroir of the Puente Alto vineyard.

An intensive investment program is begun, current still today, which considers 
an expansion of vineyards, production capacity and the incorporation of 
modern technology.

First winery in the world to be quoted on the New York Stock Exchange. 
The new funds were used to finance new developments.

Foundation of Trivento Bodegas y Viñedos in Mendoza, Argentina.

Strategic alliance between Concha y Toro and Baron Philippe de Rothschild. 
Viña Almaviva is created.

Global re-launch of Casillero del Diablo, a solid winemaking and commercial 
project for projecting the brand globally.

Concha y Toro, through Casillero del Diablo, was the first brand in the global 
wine industry to launch regional media campaigns on TV, both in Europe and 
Latin America.

Launch of Carmín de Peumo, the first iconic Carmenere from Chile.

Strategic partnership with Manchester United.

Acquisition of Fetzer Vineyards in California, the largest investment by a 
Chilean company in the United States.
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BUSINESS STRATEGY

The company has developed a 
broad portfolio of wines, with 
well-positioned brands that 
share the endorsement of the 
great Concha y Toro brand. 

This has enabled the company 
to participate in the different 
market categories and respond 
favorably to consumer trends.

The company works with a 
production philosophy that 
points to quality, seeking to 
satisfy the tastes of the 
increasingly demanding 
international consumer. 
Concha y Toro offers products 
of outstanding quality that 
has been confirmed by a 
growing preference and broad 
recognition by influential 
specialist publications.

In the different stages, the winery 
has taken steps to position Chile 
as a world-class wine producer. 
Notable was the launch of Don 
Melchor in 1989, the industry’s 
first ultra-premium wine; the 
joint venture with Baron Philippe 
de Rothschild in 1997, which 
created a new category of wines 
in Chile; the re-launch of the 
Marqués de Casa Concha super-
premium brand in 1999, and the 
launch of the first iconic Carmín 
de Peumo Carmenere in 2005.

The strategy, both production 
and commercial, has been 
oriented to strengthening the 
premium-wine segment. The 
successful global positioning 
of the Casillero del Diablo 
brand resulted in a volume of 3 
million cases.

Innovative winemaking 
projects, the launch of new 
products in the super-premium 
and iconic segments, together 
with improving quality in 
these categories, support this 
orientation.

From a very early stage, the company 
has invested heavily in brand building. 
This work has been carried out in the 
different markets and together with 
our distributors. Notable is the global 
communication and marketing strategy 
focused on Casillero del Diablo that the 
company began in 2000, successfully 
managing to position this brand in the 
premium category at the global level, 
with distribution in more than 135 
countries.

The strategic alliance in 2010 with 
the prestigious English football club 
Manchester United, thanks to its 
enormous reach, became a large 
window for further projecting the 
company’s global nature, and especially 
its Casillero del Diablo brand.

Viña Concha y Toro also reaffirmed 
its leadership in the global wine 
market by maintaining, for the second 
consecutive year, its place as the 
second most powerful wine brand, 
according to the ranking prepared 
recently by the survey “The Power 100”, 
of the English consultants, Intangible 
Business.

premium focusgrowth in imagebroad wine 
portfolio

focus on brand 
building

With a focus on wine production and commercialization, the business strategy of Viña 

Concha y Toro seeks to maintain attractive growth rates and reach an increasing degree of 
penetration and visibility of the brand in the different markets.

We point out some key aspects that have contributed to the success of this strategy.
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exporter 
orientation distribution network

vineyard 
diversification sustained investment

The company’s strategy has 
been marked by an early 
exporter orientation, which has 
been reflected in the constant 
opening of new markets and 
their diversification. 

This has enabled it to attain an 
outstanding positioning and a 
growing brand presence in the 
key markets.

The company has a solid 
distribution network and has 
developed long-term relations 
with its distributors which has 
allowed it to invest, together 
with its trading partners, in 
the building of the brand and 
development of the markets. 

In recent years, the company 
has taken steps toward the 
integration of distribution 
through its own offices, starting 
with the United Kingdom and 
more recently in Brazil, the 
Nordic countries and Singapore.

In order to achieve a broader 
range and diversity of its 
products, the company has 
developed a portfolio of winery 
subsidiaries, each with its own 
strategy. 

Its principal subsidiaries are: 

Viña Cono Sur
Viña Maipo
Viña Palo Alto
Viña Maycas del Limarí
Trivento Bodegas y Viñedos

The company’s solid growth 
has been possible thanks to an 
investment plan constant over 
time which has enabled it to 
strengthen production capacity 
and increase its own vineyards, 
always oriented to the quality of 
its wines.
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carmín de peumo

Our aim in Carmín de Peumo is to 
show the exuberance of Carmenere 
in the wine.

Carmín de Peumo promotes the 
development of Carmenere in the 
world and comes from the winery’s 
oldest Carmenere vineyards in 
peumo.
 
It has obtained an outstanding 
international criticism, with 97 
points on two occasions awarded by 
Robert Parker for its 2003 and 2005 
vintages, the highest score obtained 
by a Chilean wine in the respective 
reports.

This powerful and complex wine, 
which has consolidated the 
positioning of the Chilean wine 
industry in the world, comes from 114 
hectares of the well-known Puente 
Alto vineyard in the valley of the 
Maipo. It has shown its unique style 
and personality since its first vintage 
in 1987. 

two of its vintages have obtained 96 
points in the prestigious magazine 
Wine Spectator and it has been ranked 
among the best wines in the world 
by that publication. In 2009, Don 
Melchor 2006 vintage was awarded 
95 points by the famous wine critic, 
Robert Parker.

don melchor

Gravas del maipo

This wine is a tribute to the 
majestic Andes Mountains and 
their gravel hidden in the stony 
soil of the Quinta de Maipo 
vineyard, in the maipo valley. 
It is this terroir that gives this 
delicate Syrah its rounded, 
complex and elegant tannins.  

A few months following its 
launch in 2010, it was chosen as 
The Best Chilean Syrah by the 
country’s most important wine 
guides.

ICON WINES

terrunyo

This was born from a private vine-
yard where the micro-climate, the 
grape chosen, the soil selected 
and the expert hand of man 
achieve a perfect harmony, which 
is expressed in its outstanding 
quality. 

In 2009, the 2006 vintage of Terru-
nyo Carmenere obtained 93 points 
in Wine Spectator and a notable 
position among the Top 100 Wines 
of the Year of that publication, 
which is of special relevance as 
this grape was incorporated for 
the first time in this internation-
al ranking.

amelia

This is the first Chilean ultra 
premium Chardonnay. Every 
year, the best selection from El 
Triángulo vineyard in the val-
ley of Casablanca is reserved 
for Amelia, a wine with a dis-
tinctive and refined style. 

This fine and elegant Chardon-
nay, of limited production, has 
obtained important recog-
nitions, including Robert 
Parker’s 93 points for the 2006 
vintage and 91 points for the 
2007 vintage.

ULTRA PREMIUM WINES
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PREMIUM WINES

casillero del diablo

Was born thanks to a centenary legend 
spread by Don Melchor de Concha y 
Toro, the founder of the winery. With a 
history of four decades, this brand has 
made Chilean wine known around the 
world. 

It is today the key brand within Concha 
y Toro’s portfolio as it has permitted 
growth in the attractive premium 
segment. 

Its winemaking production covers over 
10 varieties, from the most classic to the 
most exotic and makes it appropriate for 
drinking on different occasions.

trio

Trio represents the complexity and 
elegance of a premium assemblage, 
at an affordable price. Recently, Trio 
won silver medals in all of its four 
assemblages, on the Concours Mondial 
de Bruxelles 2011.  

This goes in line with the 90+ points 
obtained in the 2009 report of The Wine 
Advocate.

SUPER PREMIUM WINES

Casillero del diablo
reserva privada

In its exclusive super premium collection 
of wines, Casillero del Diablo captured, 
in a limited edition release, the best of 
specially selected vineyards from Chile. 

Either its elegant assemblage Cabernet 
Sauvignon - Syrah as its fresh and mineral 
Sauvignon Blanc are the result of years of 
research.

The secret of these exclusive creations 
lies in their origin, with grapes carefully 
chosen from specific zones offering a 
unique contribution to the wine, allowing 
the creation of two varieties that stand 
out for their extraordinary quality.

Casillero del diablo
brut reserva

Is the first super premium Sparkling 
Wine from the Limarí Valley. 

In this creation Casillero del Diablo 
captured all the freshness and 
minerality of this terroir in an elegant 
sparkling. 

The influence of the South Pacific 
Ocean, alluvial terraces and chalky 
soils provide the wine an austere, fresh 
and elegant character. Unique features 
that make this wine one of the best 
expressions in Chile of Chardonnay 
wines.

gran reserva
serie riberas

This is Concha y Toro’s bid in the super 
premium segment. 

It is a special selection of wines in 
which each of the seven varieties is 
associated with the different river 
banks of Chile’s most important rivers. 

The river valleys allow the entry of the 
cool breezes from the Pacific Ocean, 
thus providing fresh and attractive 
wines.

marqués de casa 
concha

This expresses all the character and 
nobility of the traditional Chilean 
grape stocks. 

It has received important recognitions 
by the specialized media, becoming one 
of the brands of greatest consistency 
and strength in its segment worldwide. 

The brand has won awards year after 
year, always exceeding the barrier of 90 
points. It has also appeared three times 
in the prestigious ranking of the Top 
100 Wines of the Year of Wine Spectator.
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10%
average annual 

growth

2001    2002    2003    2004    2005    2006    2007    2008    2009    2010

172 182 224
303

354
404

528
590

643

consolidated sales
735(million dolars)

18%
average annual 

growth

2001     2002      2003     2004     2005     2006      2007     2008      2009     2010

11,9
13,8

15,9
18,5 19,1

21,4

25,7 26,6 28,1 29,2

consolidated volume
(million cases)

A DECADE OF GROWTH

VINEYARDS

as of december 2010

chile

argentina

valle Total Vineyards
Planted

fallow orchards total

total chile 		       8.445                      1.320                      173                         9.939 

total group 	                     9.513                    1.462                        173                      11.149

      mendoza		        1.068                           142                             -                              1.210

Limarí

casablanca

san antonio

aconcagua

maipo

cachapoal

colchagua

curicó

maule

896

415

130

-

974

1.306

1.757

666

2.300

322

11

-

129

22

525

13

45

253

133

-

-

-

-

60

-

-

-

1.331

426

130

129

997

1.892

1.770

711

2.554

The growth strategy 
has one of its 
main pillars in an 
investment program 
for agriculture and 
winemaking areas. 

Thus, the company 
has expanded their 
vineyards with the aim 
of maintaining proper 
production, which 
would sustain the 
growth of the Premium 
category of wines and 
offer consistent high 
quality.

The total 9.513 
hectares of vineyards 
planted in Chile and 
Argentina, placed 
Concha y Toro as the 
second company in 
the world with the 
largest area of planted 
vineyards.
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  2010 2009   2008 2007 2006
IFRS(1)  IFRS(1) 

income statement
    Net Revenues 374.019 354.419 314.756 304.067 246.640

    Gross Profit 132.243 130.975 125.608 122.451 85.011

    Operating Result (2) 46.023 46.599 50.102 50.267 27.794

    EBITDA 60.772 61.655 64.079 64.332 40.557

    Income 41.919 45.278 34.343 36.237 18.466

     

As a percentage of revenues    

   Gross Margin 35,4% 37,0% 39,9% 40,3% 34,5%

   Operating Margin 12,3% 13,1% 15,9% 16,5% 11,3%

   EBITDA Margin 16,2% 17,4% 20,4% 21,2% 16,4%

   Income 11,2% 12,8% 10,9% 11,9% 7,5%

     

Balance    

   Total Assets 584.916 576.774 505.907 419.097 391.318

   TTotal Liabilities 214.240 233.801 248.866 182.139 183.171

   Total Equity 370.675 342.972 257.042 236.959 208.147

   Financial Debt 80.691 99.663 138.867 92.117 109.371

   ROA(3) 7,2% 7,9% 7,4% 8,9% 4,9%

   ROE(4) 11,7% 14,4% 13,9% 16,3% 9,1%

   ROIC(5) 8,4% 8,5% 10,5% 12,7% 7,3%

   Financial Debt/Equity 21,8% 29,1% 54,0% 38,9% 52,5%

   Earnings per Share (Ch$) 56,12 60,39 47,75 50,39 25,68

   Share Price December 31  ($) 1.127,00 1.105,90 961,79 1.049,60 800,00

     

Volume (thousand 9 liter cases)    

   Chile:    

        Export Market 18.761 17.319 15.995 14.797 11.590

        Domestic Market 7.826 8.248 7.971 8.588 7.676

  Argentina:    

        Export Market 1.753 1.636 1.675 1.528 1.416

        Domestic Market 863 924   944 864 700

FINANCIAL 
OVERVIEW
(Consolidated figures in 
million of Chilean pesos)

(1) As of fiscal year 2010 the company presents its financial statements under IFRS, comparative with 2009. 
      The figures for the 2006-2008 period are presented in Chilean Gaap and in constant pesos as of December 2009.
(2) Operating Result is calculated as: Gross profit plus other income, less distribution costs and administration expenses.
(3) Return on assets=Net Income /average assets
(4) Return on equity= Net Income/average equity
(5) ROIC=Operating result after taxes / Equity + net financial debt


