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Putting digital into perspective

“Computers do what computers do best;
humans do what humans do best”

Eric Schmidt, Executive Chairman at Google, February 27, 2011

For humans, conversations are important

Important wine cues for US wine drinkers:
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Sources: Wine Intelligence, Vinitrac® USA, Mar 2011, n=2,000 regular wine drinkers / www.wordle.net

Almost half of all UK wine drinkers using the Internet

28.4 million regular still light wine drinkers

@ |

48% of all UK regular still wine drinkers using the internet

11 million regular still light wine drinkers

67% 31% 2%

search only the Internet search the Internet + social media search social media only

Sources: Our estimates, from ONS & Wine Intelligence calibration study, Sep '10, Wine Intelligence Vinitrac® Nov'10, n=1,430 UK regular wine drinkers
Definition of regular wine drinkers: Respondents who drink wine at least once a month. Definition of usage of Internet: Respondents have ever used the Internet
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How does wine fit into the digital conversation?

Around a third of consumers have bought wine online at least once in the past 3 months

Online wine purchase in the last 3 months .
Base=All UK regular wine drinkers who use the internet (n=551) Vinitl’aCm

4 times or more

2to 3 times 15%

15 miillion potential

Once 12% consumers!
None 66%
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Source: Wine Intelligence, Vinitrac® UK, March 2011, n=551 regular wine drinkers

For now, most UK consumers would rather observe than participate

Willingness to post wine reviews online 1
Base=All UKregular wine drinkers (n=551) Vinitracm

I do it regularly

I do it occasionaly

Hesitant, I'm no wine "expert"
Never, | wouldn't know what to say

Don't know
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Source: Wine Intelligence, Vinitrac® UK, March 2011, n=551 regular wine drinkers

Our internet & social media report series

The Internet & Social Mediov
Report Series curently incldes:
e Y UK report, Jawwary 2011, £1500

= v USA repovt;, Javwwawy 2011, £1500

=" v France Report, Januowy 2011, £1500

Usage of Internet and social media New Wmt&ﬂ\@mm WLdM.d,@
among UK wmelconsumers v CZ’H./Vla/ VGPO'V'L_ JM'ZQ/ 2011 £1500

%L,é UK report
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