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Welcome to Wine Intelligence




What Is our passion?

Our passion is working alongside wine businesses

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

We are a family-owned and managed business founded by Lulie, Richard and Brian in 2001, all
with experience and expertise in wine industry distribution, retailing and marketing



In our London-based team of 18, we have 9 different nationalities and speak more than 10 languages

Our team is formed of some of the brightest and most experienced marketing, research and
branding experts in the business

Our research specialists hold post-graduate degrees in market and social research,
wine marketing and MBAs

We are members of the research organisations ESOMAR and MRS

We have Wine Intelligence dedicated managers and associates based in
Argentina, Australia, France, Germany, Italy, Russia, South Africa & the USA
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Andrea Williams

Associate Director, Qualitative Research
Formerly Head of Qualitative Consumer
& Business Research at Martin Hamblin
GfK & Director of Qualitative Research
at RDSi

Graham Holter

Associate Director, Publishing
Formerly Group Editor of Off
Licence News, Wine & Spirit
and Drinks International

David Scotland

Chairman

Formerly President, Global Wine
Division, Allied Domecq plc

Gerard Basset MW, MS

Associate Director, On-trade

Founder, Hotel du Vin and Hotel TerraVina
and Worl ddos Best Somm



Where do we work?

We work for our clients in all major wine consumption countries

We frequently conduct projects in: N _
In addition, we also conduct work in:

Australia _
Belgium Argentma
Canada Chile
China Brazil
Denmark Hong Kong
Einland Ireland
France ltaly
Germany Mexico
Japan Russ!a
Netherlands Spain
New Zealand

Norway

Sweden

Switzerland

UK

USA



We offer a range of marketing, strategy and research
services, all aimed at helping our wine business clients
make more profitable business decisions

Our mission is to act as an integral and trusted part of the
marketing and strategy teamswi t hin our <cl i e

¢ awabre not aYVeryaowestahd
sometimes controversial with our clients




Wine brand and new product development i
including testing from liquid to packaging Corporate strategy

Consumer segmentation and insight

Competitive analysis and market entry strategies

Brand health checks

Wine industry trade opinions and needs,
focusing on both on- and off-premise channels

Teaching and lecturing



What types of research techniques support our work?

Wehavein-house expertise

V Qualitative and quantitative research practices

V Secondary & market data analysis and trend reporting
V Wine branding, positioning and name generation

V Written wine communications

V Wine product assessment

all owing us to conduct é

Dept h i n t-te-faceiare welephoné et leth trade & consumers
Facilitated workshops & focus gro
Et hnographic consumer | mmersi on
Secondary analysis of external da
Mystery shopping/dining

AObservational research

AAccompanied shopping and dining

AHall / Mall tests and intercepts

A Research using new methodol ogies
A Online social network focus gro
A Mobile phone text surveys
Awebnography

Statistical techniques we use include:
Factor analysis, logistic regression, latent class, CHAID and conjoint analysis
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OConsumers around the w
O surveyed about their attitudes to wine in the
~__bast 12 months

the number of countries we have conducted w

research & projects in during the past year

LO

Over 65 focus groups conducted in 8 different countries in 2010

Languages spoken amongst different nationalities amongst our
London based team extended team



- rridedicated team a wine

Intelligence keep delivering time after time. It is their
strategic advice and methodical research capabilities
that have helped lead us in the clear direction we have
today with [yell ow

Libby Nutt, Marketing Manager, Casella Wines

nrhe Wine Intelligence team are great and have a
unique understanding of the trade we are in.

Definitely OUr gO-to people for
consumerr esear cho

Jo Sorenson, Brand Manager - Sparkiing Wines,
Grupo Codorniu

AAS
Intelligence for SOlid and unbiased research. Whether in the
US or in Europe, their capabilities are top-notch and I do

the world's | argest natur al

not hesitate i n recommenoc

Carlos des Jesus, Director of Marketing & Communications,
Amorim

tafnkbWwOrking with the Wine Intellic
Group to redefine our international wine portfolio, creating a new

strategic approach. Wine Intelligence has shown high
involvement and commitment with our company and

business needs, really helping us to reach our targets. A very good
partner for the winei ndustryo

Julian Fernandez, International Marketing Director,
Osborne Group



ACan we reposition our brand at a

maintain listings and sell-t hr ough ? 0
Brand audit and product development combined with trade and
consumer research for two international wine brand owners

AWe need to strengthen the

position of our brand in the UK

multiple off-t r ade sectoridWe want to develop a
Sl Gl st Conaler elildes region based on consumers perceptions of
analysis leading to packaging re-design .
and brand benchmarking for the Inycon our wines and those of

Winery, Italy and Enotria Client specific consumer attitudes and awareness data
report using Vinitrac® on behalf of Rioja DOC

AWe need to develop a strate

based on distributor and age
Trade research programme for Wines of Chile

fWe need a better under st andi

n
regular wine drinkers in our Kk
Leading to the Wine Nation project on behalf of Constellation Europe
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