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In the highly competitive world of wine and champagne, luxury conglomerate LVMH
(Moët Hennessy Louis Vuitton) has firmly established its dominance. According to the
latest report from Brand Finance, a leading brand valuation consultancy, LVMH owns
the top four most valuable wine and champagne brands in 2024, cementing its
unrivaled position in this lucrative market.

At the pinnacle of this elite list is Moët & Chandon, a brand synonymous with
celebration and luxury. With a brand value of $1.4 billion—marking a 9% increase from
the previous year—Moët & Chandon continues to reign supreme as the most valuable
brand in the wine and champagne sector. Its enduring appeal lies in its impeccable



blend of heritage, quality, and marketing prowess. The brand's ability to remain
relevant while maintaining its iconic status has been a key factor in its sustained
growth.

Following closely behind Moët & Chandon are three other LVMH-owned brands:
Chandon, Veuve Clicquot, and Dom Pérignon. Despite a slight dip in brand value by 1%
to $1 billion, Chandon secured the second spot, reflecting its continued strength in the
global market. Veuve Clicquot, another stalwart of the champagne world, saw its brand
value rise by 2% to $959.2 million, securing the third position. The brand's bold and
consistent marketing campaigns, coupled with its commitment to quality, have kept it
at the forefront of consumer preference.

Dom Pérignon, renowned for its prestige cuvée, climbed to fourth place with a brand
value increase of 7% to $799.8 million. This growth underscores the brand's enduring
appeal among luxury consumers, who value its exceptional craftsmanship and
exclusivity.

In contrast to LVMH's success, China's leading wine brand, Changyu, experienced a
significant drop in brand value, plummeting by 33% to $706.8 million. This decline
pushed Changyu from its previous position as the second most valuable brand to fifth
place. Despite maintaining the highest Brand Strength Index (BSI) score of 81.5 out of



100, Changyu's decreased brand value reflects the shifting dynamics of the Chinese
wine market. The brand, while still enjoying high familiarity and consideration among
Chinese consumers, is facing growing competition from both domestic and international
wine producers. The influx of competitors has likely eroded Changyu's perceived price
premium, contributing to its decline in brand value.

As the wine industry evolves, sustainability has emerged as a critical driver of brand
value and consumer preference. Brand Finance's report highlights that sustainability
now influences 11% of customer consideration in the wine and champagne sector. This
trend is prompting producers to adopt environmentally friendly practices, such as
reducing pesticide use, recycling water, and ensuring fair labor practices in vineyards.

LVMH, with its portfolio of leading brands, has been at the forefront of this movement.
The group's commitment to sustainability not only aligns with the growing consumer
demand for environmentally responsible products but also strengthens its brands'
market positions. Transparent communication of these efforts is becoming increasingly
important for brands to build consumer trust and loyalty, which in turn supports long-
term brand success.



LVMH's ability to retain the top four spots in the Brand Finance ranking is a testament
to its strategic acumen and deep understanding of the luxury wine and champagne
market. As the industry continues to evolve, brands that can balance tradition with
innovation, and quality with sustainability, are likely to thrive. Moët & Chandon,
Chandon, Veuve Clicquot, and Dom Pérignon are prime examples of how strong brand
management can drive sustained value in a competitive market.

Meanwhile, Changyu's challenges highlight the increasing complexity of the global wine
market, where even well-established brands must continuously adapt to maintain their
positions. The rise of sustainability as a key factor in consumer decision-making further
underscores the need for brands to innovate not just in their products, but also in their
business practices.

In a world where consumers are increasingly conscious of the environmental and social
impacts of their purchases, the brands that lead in sustainability are likely to enjoy a
competitive edge. As LVMH's portfolio demonstrates, the future of the wine and
champagne sector will belong to those who can master this delicate balance.

 


