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Excerpts from the introduction

‘Brazil, South America’s most populous nation and biggest economy, has been going through a complicated period with a fall in
gross domestic product (GDP), a high unemployment rate, and political uncertainty - all while the country hosted major sports
events such as the FIFA World Cup 2014 or the Summer Olympics 2016. The wine industry seemed not to have suffered as

much of a negative impact as probably one would have expected a couple of years ago.’

‘A more telling long-term stat is the growth in the wine drinking population: compared to 2010, there are now 8 million more
wine drinkers, totalling almost 30 million wine drinkers (in a group of selected cities and regions relevant for the category) of

which 80% consume imported wine at least twice a year.’

‘Domestically produced wines continue to dominate the Brazilian market, with only 25% of wines being imported. Domestic
wines are still perceived as not as good as imported wines, although the recent success of Brazilian sparkling wine brands might
gradually change this perception over the coming years. Sparkling wines produced domestically are well-known in Brazil, and
are on par with French brands in terms of awareness levels. Brazilian brands like Salton and Aurora have performed
exceptionally well in the last two years. On the imported wines side, Chile, Portugal, Spain and Uruguay are the most successful,

with the two first being recognized as the most active in the market regarding promotional activities.

‘Despite stagnant growth in terms of consumption, higher spend in the off-trade, as well as signs of a more stable political
situation, suggest that it would be prudent to keep a watchful eye on the slow, but steady development of the Brazilian wine

landscape.’
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esearch methodology

The data for this survey was collected in Brazil in October 2014, and October 2016
Data was gathered via Wine Intelligence’s Vinitrac® online survey:

707 Brazilian imported wine drinkers (October 2014)
717 Brazilian imported wine drinkers (October 2016)

Respondents were screened to ensure that they drink red, white or rosé imported wines at least twice a year

Invalid respondents (those who sped through the survey or gave inconsistent answers to selected questions) were removed before
analysis

The data is representative of Brazil imported wine drinkers in terms of age, gender, and city/region of residence
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Research methodology

How does Vinitrac® work?

Defining the right samples:

Wine Intelligence, with the support of global research companies (e.g. TNS, YouGov), regularly runs calibration studies in
each market in order to define demographic specifications of the wine consumers and the size of the market (i.e.
penetration of wine consumption)

Running the online survey:

Invitations to participate in an online survey programmed by Wine Intelligence are then distributed to residents in each
market

Respondents are directed to a URL address, which provides access to the online survey

Based on given criteria (e.g. age, beverage, frequency of wine consumption) respondents will either proceed or screen out

of the survey
Wine Intelligence monitors completed responses to build samples representative of the target markets’ wine drinking
population based on the most recent calibration study

Cleaning the data:

When a representative sample is logged, the survey is closed

Wine Intelligence will then clean out all invalid data points (e.g. those who sped through the survey or gave inconsistent
answers to selected questions) and weight the data in order to ensure representability
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