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Wine Intelligence Vinitrac®
Global online wine consumer survey

Representative of regular wine drinkers
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Each survey
has 2 main
elements
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Standard
guestions

Client specific
guestions

\
JIncluded in every survey
I$RxOO0UI WEOOQWEUxT EVUUwWOI whbOI
JResults from as little as £200 /z240 / US$320
3 See slide 6 for more details
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J Confidential to you and your organisation \

3 Can be combined with standard questions - e.g. results by
age, gender or wine involvement

3 The omnibus structure of Vinitrac reduces data collection
costs for each client

3 Bespoke questions from as little as £500 /z600 / US$800per
question, per market /




Vinitrac regularly surveys consumers in these markets
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If a market you are interested in is
not shown here, please contact us
to see how we can help
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A Regular adult wine drinkers, i.e. those who drink wine at least
once per month

A Samples are quota-based to be representative of all regular wine
drinkers in each market

A We run our own calibration studies in every market to ensure that
all our surveys are truly representative

A Samples sizes: typically 1,000 respondents, though a handful of
markets have samples of 500
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Client type Country scope Frequency Project objective Budget

Major multinational
brand owner

French design

UK and Australia Packaging test £5,000

UK, US, France Packaging test £8,200
agency
New World brand Denmark, Germany, Pre-advertising test £15.500
owner Netherlands

Belgium, Germany,
Government agency Netherlands, n/a
Switzerland, UK, USA

Consumer usage & attitude

study £60,000
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Vinitrace standard question set: Tells you what
you need to know about your consumers

.. : |
Vinitrac® standard questions explore:
Demographic profiling
Varietal and country of origin usage

Importance of choice cues

Typical spend for informal and formal occasions
Stores and channels used to buy wine

Wine consumption in on-premise settings

Wine involvement and perceived expertise
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By using the same standard question set in
successive surveys and a similar standard

question set across different markets, we can: The Vinitrac® databank may
already hold the data that could

answer your specific business
guestions

."J

A Track and report on trends built up over 3 years
A Compare attitudes, behaviour and preferences
between markets

Contact one of the

Vinitrac® team today
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Things you need to know

A Vinitrac® Global runs across 10-plus markets twice per year
(March and October)

A Surveys typically run monthly in the UK and USA

A Pick and choose the markets to suit you. You can run questions in
only one country or all countries ¢ the choice iIs yours

A Questions typically need to be agreed one to two weeks in
advance of launch to allow for programming and translation
(where applicable)




The next step or need to know more?

The Vinitrac® team at Wine Intelligence

Brian Howard Business Development Director brian@wineintelligence.com
Richard Halstead Chief Operating Officer richard@wineintelligence.com
Paul Medder Vinitrac® Senior Project Manager paul@wineintelligence.com

Or call us on +44 (0) 20 7378 1277
www.wineintelligence.com

/ OUUwx OUUwEzDOI OUOEUDPOOUOwWOzT 8UDPUI & wx E Ukatamés (hdimads b dortact©azclhlquidfal dé)las miembros de
membres de notre équipe : Wine Intelligence:

Jean-Philippe Perrouty Susana Canals
jean-philippe@wineintelligence.com susana@wineintelligence.com



