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We are the global company dedicated to SUpPpOrting the wine
industry with consulting, branding & market research

Our extended team comprises some of the brightest and most experienced wine
industry marketing, research and branding experts in the business.
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Importance of choice cues when buying wine M

UK
e 1002 2069
% "Important or very important”
73% 60%
Red: Significant difference between countries at a 95% confidence level
Source: Wine Intelligence, Vinitrac® Global, March 2009
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O0Brand I s a decept
Everyone can immediately come up with
an example of a typical brand, but very few

people are able to propose a satisfying
definiti ono




}ﬁ!élll!gong :

OAt 1 ts simplest, a
and trustworthy badge of origin, and also a
promise of performance.

A brand is simply a collection of
perceptions 1 n the

(Feldwick, 1991)
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1€ So, why are regions so important?

intelligence

A Regions can behave like brands, if we consider that a brand

needs to do the following four things:
1. Deliver a consistent experience that meets/exceeds expectations
2. Have a distinctiveness that sets it apart from other brands
3. Support and reinforce that experience through consistent messages
4. Can be summed up in one distinctive word or phrase

A In the absence of big marketing budgets to build product
brand equity, there is a school of thought that suggests
regi onal Abrandingo 1 s t-&ddingb
brand image to a product
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Af finity with Countr)

% answering "Positive" or "Very positive" views with the country

(peopl e, cultureée)

Base=All sample UK us
Argentina 28% 32%
Australia 78% 73%
Chile 35% 29%

France 56% 46%
Germany 38% 49%
Italy 66% 71%

New Zealand 70% 61%
Portugal 47% 43%
South Africa 39% 21%
Spain 62% 56%

USA 47% na

Red: The value is significantly higher than the other country

Sources: Vinitrac® US Dec'07; Base=US regular wine drinkers n= 2,015; Vinitrac®
UK Jan'08; Base=UK regular wine drinkers n= 1,009
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Source: Wine Intelligence focus groups, NY, 2008



