hen shopping the world for wine,

the broad categories of Old World

and New World are useful, because

== origin of a wine is often a good indica-
-n of what you'll gel. Bul those lines are
—zring to blur and consumer taste is shifting.
As a launching point, the definitions are
>rth knowing: Old World (TFurope) reds
-= generally more austere, medium to
~=nter bodied, and they have more earthy
725 and higher acidity. New World
=mericas, Australia, New Zealand and
=th Africa) reds tend to have bigger [ruil-
~vzrd noses, fuller-bodied palates with
—= fruit and less acidity. In whites, Old
-ld wines tend toward higher acidity, less
—ness and lower alcohol levels, while
=< World whites are rounder and fuller,
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with lower acidity, more fruitiness and high-
cr alcohol levels. Both can have aromatic
noses for certain grapes.

The phenomenal success of Australia,
Chile and California on the world market
proves people like to drink big, fruity wines.
In scveral Canadian provinces, Australia is
the number 1 source of imports, but that
marketing juggernaut may be hitling the

buffers as Europe fights back: Italy is poised
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to end Australia’s three-year run as the top
import b}' value in the Ontario markel, and
France is marshalling its forces for a fresh
assaull on English Canada, where it’s lost its
top dog status in several provinces over the
past decade. Modern winemaking tech-
niques and keen attention to sales figures
mean producers in France, Ttaly and Spain
are now turning out fruiticr, casier-drinking
reds. To muddle things further, some pro-
ducers in Australia and California are now
bottling lighter, fresher and more subtle-
tasting wines, as well as more blends, which
is typical of Old World wines.

Consumer demand is changing, too.
Many oenophiles believe the big, sweetish,
oaky New World Chardonnay of the 1980s
and 1990s is on its deathbed. Jennifer Kim,
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