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Responding to consumers:
The wine packaging experience
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A International team of researchers, strategists, wine industry professionals
A Working with the industry globally - brand, product, market strategy studies

A Providers of Vinitrac®, the 15-market wine consumer on-line omnibus
survey platform
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Glass wine bottles are easy to recycle
Wine should only be packaged in a glass bottle

Glass wine bottles are environmentally friendly

The lighterthe bottle, the better it is for the
environment
Clearglass bottles are easierto recycle than green
glass bottles

The lighter the bottle, the cheaperthe wine

Disagree or Agree oragree strongly
disagree strongly

Source: Wine Intelligence Vinitrac® UK Feb'09 (n=367), all UK regular wine drinkers
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D Significantly higher than other wave at a 95% confidence level
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Moving away from glass for wine packaging: .
iHave you bought wine, ['n

wi ne packaging I n the pas
5 vinitrac!
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19% 8% 6% 5%
IHighest purchase rate Lowest purchase rate)

Source: Wine Intelligence Vinitrac® UK Feb'09 (n=367), all UK regular wine drinkers 5



If your usual wine moved from glass to :
alternate packagl ng, ol
- Percentages answering likely/very likely
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42% 36% 21% 13%

Most likely to purchase Least likely to purchase (consumer perceptiosz

Source: Wine Intelligence Vinitrac® UK Feb'09 (n=367), all UK regular wine drinkers 6
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CONSUMER D Significantly higher than other wave at a 95% confidence level
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Alternatives to glass T the weaknesses: «
Among wine consumers who reject these wine
wine package types, the main reasons are...
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Source: Wine Intelligence Vinitrac® UK Feb'09 (n=367), all UK regular wine drinkers 8



Alternatives to glass T the strengths:
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Source: Wine Intelligence Vinitrac® UK Feb'09 (n=367), all UK regular wine drinkers
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48% 54% 42% 37% 29%
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Augo07 D Significantly higher than other wave at a 95% confidence level
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Conclusions and projections
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Acceptance of alternative closures: vinitrgga
% who say "I like buying wine with this closure" + "neutral”
(Source: Wine Intelligence UK surveys, 2003 - 2007)
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