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AUD 6,000 AUD 5,000
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Learn more about Report Credit Bundles, which can be used to buy multiple
reports and save 30% on the price of buying reports individually.

First time buyer, small business and academic discounts available.
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DATA TABLE DETAILS

Data table includes:

« Profiling by cross-tabs including gender, age, income, location, online wine

buyers and wine involvement

« Tracking against past waves where available
« This data table includes October 2017, October 2019 and October 2020

« All significances highlighted

Example screenshot of data table:

Data will not be blurred when you receive the report

Saurce: Wine Intelligence. Vinitrac® Brazil. October 2020 (n = 1.000) Brazilian regular wine drinkers
Red{ Blue: Statistically significantly higher ¢ lower than all regular wine drinkers in Erazil at a 5% conficence level
Grey cells: Small sample size [m < 501

| Gender | Age (5 groups) Age (3 groups] I
Brazilian regular wine
drinkers Male Fernale 18-24 25-34 35-44 45-54 55-64 18-34 35-54 55-64 Male-18-3¢  Male
Sampve siran= fxo) SEE 2 83 P 5 P 413 427 Pt a7 &
Section A - Demographics
i

Demographics
Ease = All Erazilian regular wine crinkers (n = 1,000)
Gender Male

Age (5 groups) 824

fgs (3 groups) 1834

B5-64

Gender x age Male - 18-34
Male - 35-64
Male - 55-64
Female - 18-34
Fernale - 35-54
Female - 55-64

Monthly househald incomne after taxes Under R$1500
R$1500 - RE3000
R$3000 - R$4500
R$4500 - R$6000
R$B000 - R$7500
R$7500 - R$3000
F$3000 - R$10500
R%10500 - R$12000
F$12000 - R$13500
More than R 13500
Prefer not to answer

Monthly househald incomne after taxes (recode] Under R$1500
F$1500 - R$3000

Wine Intelligence

market experts
are available to
help you
understand the
data table



INTRODUCTION

2020 has been a good year for wine in Brazil. This
year has seen consumers drinking more wine due to
social isolation measures and there are now more
consumers drinking wine. From 2018 to 2020 alone,
the market added 7 million new regular wine drinkers
—those who say they drink wine at least once a
month.

The growth in the number of new wine consumers in
Brazil has been phenomenal. In 2010, there were
22.4 million regular consumers. A decade later, this
number has almost doubled, topping 39 million
consumers in 2020.

Analysis of volumes for 2020 shows that between
January and June, 200 million litres of wine were sold
— arecord for the period and an increase of 28%
over the previous year. Despite this growth, per
capita consumption in Brazil remains low, leaving the
country in 74t place worldwide. In addition to 39
million regular consumers, there are another 44
million Brazilians who drink wine, but less frequently
than once a month. These groups, combined, make
up only 40% of the total population of the country.

The standout performance for 2020 goes to domestic
producers. The rise in the value of the US dollar (by
around 40% in 2020), greater proximity of points of
sale and a consumer that is less resistant to Brazilian
wine contributed to the positive performance of the
domestic sector. Among imported products, eyes
remain focused on Portugal as investments by the
sector have proven effective. With growth of 17% in
the 1st semester of 2020, Portugal is expected to
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surpass 2 million cases imported by the end of this
year. The level of awareness is second only to
Brazilian wines, the market leader with 73% market
share by volume.

Similar to other markets, Brazilians have begun to
spend more on wine since social restrictions have
kept them from spending on travel, leisure, bars and
restaurants. Accustomed to drinking in social
gatherings or at special dinners, Brazilian consumers
discovered that a glass of wine makes for an excellent
companion during an afternoon at home, for a typical
lunch or even while reading a good book.

Despite the great strides being made in the market,
challenges definitely still remain. How do we migrate
consumers from table wines (produced on a large
scale, at low prices) to fine wines (considered
expensive and sophisticated by the public at large)?
How do we make newcomers to the category drink
wine more frequently? What do new regular wine
drinkers want and how can we attract younger
people? How long will we face the effects of the
pandemic and how will this affect consumption
habits?

With the arrival of 2021, we can all celebrate the
start of vaccinations against Covid-19, but it will also
be a year of uncertainty and heightened caution as
we figure out what consumer behaviour will look like.



MANAGEMENT SUMMARY W ne
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DOMESTIC WINE VOLUMES HOLDING STRONG

Domestic wine volumes continue to WHAT DO MARKET EXPERTS SAY?

hold the mGjOI’Ify share in the Brazilian “A main reason for the domestic sales growth was the

market unfavourable exchange rate for importing which affected imports

The shift towards imported wines has slowed over the ELTREVTE S AR TS

past year, with domestic wine volumes accounting for Wine Buyer, Brazil
three fourths of the market share

The global pandemic continues to influence current
Brazilian consumer behaviour, with regular wine drinkers
consuming more of both imported and domestic wine,
though a sharp rise was seen for domestic wine due to
exchange rates hindering wine importation according to
trade members

Share of domestic and imported still and sparkling wine in Brazil
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ATTITUDES TOWARDS WINE

Whilst being adventurous with different wine styles has seen a decrease amongst regular

wine drinkers over the past year, this is likely to be caused by older drinkers as the

younger cohort are proportionately more eclectic with their wine choices

Attitude towards wine: Tracking

n=
| enjoy trying new and different styles of wine on a regular basis

I don't mind what | buy so long as the price is right
| know what | like and | tend to stick to what | know

Afttitudes towards wine: By age

n:
| enjoy trying new and different styles of wine on a regular basis
I don't mind what | buy so long as the price is right
I know what I like and | tend to stick to what | know

Red / Blue higher / lower
t/38 higher / lower

2017 2019 2020 Tracking

1,000 1,000 1,000 vs. '17
70% 80% 70%
7% 7% 8%
22% 13% 22%

All Brazilian regular wine drinkers
1,000
70%
8%
22%

intelligence
vs. '19
4
*
Age groups
18-34 35-54 55-64
413 452 135
75% 67% 64%
9% 8% 8%

16% 25% 28%
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COUNTRY OF ORIGIN AWARENESS AND CONSUMPTION

Awareness aligns with market volumes in that Brazil is the dominant force. Outside of this,

Old World markets, Portugal and Italy have the highest awareness levels

Country of origin awareness and respective consumption level

Brazil

Portugal

Italy

Chile

Argentina
France

Spain

Uruguay
Germany
California - USA
South Africa
Australia
Switzerland
Other USA (outside of California)

New Zealand

N, 7%

I /%
I 2:

I, £0%

I -
I >0
I 0%
I o

| A
B
[
1%
B 2%
I 1%

| 0%

48%
32%
27%
24%

22%

19%
14%

13%

10%

82%

% who know the following
places produce wine

% who have drunk wine from the
following places in the past 6
months

intelligence
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RESEARCH METHODOLOGY: QUANTITATIVE

The data for this report was collected in Brazil in October Oct-17 Oct-19 Oct-20
2017, October 2019 and October 2020 n= 1,000 1,000 1,000
Gender Male 53% 53% 53%

. . . L. . Female 47% 47% 47%

Data was gathered via Wine Intelligence’s Vinitrac® online Total 100% 100% 100%
survey Age 18-24 16% 12% 12%
25-34 30% 29% 29%

. . 35-44 24% 26% 26%

Respondents were screened to ensure that they drink wine 1554 18% 19% 10%
at least once a month; drink red, white or rosé wine; and 55-64 1% 14% 14%
buy wine in the off-trade or in the on-trade Total 100% 100% 100%
State North 5% 7% 7%

Invalid respondents (those who sped through the survey or 22:':; East (outside Bahia) 280/;, 260/; 260;
gave inconsistent answers to selected questions) were Espirito Santo +Minas Gerais 10% 11% 11%
removed before analysis Rio deJaneiro 10% 10% 10%
S3o Paulo 26% 24% 24%

. . . . . South 16% 15% 15%

The data is representative of Brazilian regular wine drinkers Midwest 6% 3% 3%
in terms of gender, age and region Total 100% 100% 100%

The distribution of the sample is shown in the table , _ o ,
Source: Wine Intelligence, Vinitrac® Brazil, October 2017 (n = 1,000),

October 2019 (n = 1,000) and October 2020 (n = 1,000) Brazilian regular
wine drinkers

Other sources in the report include Wine Intelligence market experience,

secondary sources and trade interviews.

9



Ready to purchase?
* Buyonline
* Request an invoice by emailing reports-shop@wineintelligence.com

Need to know more?
* Email reports-shop@wineintelligence.com with your question(s)

Connecting wine businesses with
knowledge and insights globally

Wine Intelligence London (Head Office)

109 Maltings Place
169 Tower Bridge Road
London

SE13LJ

Telephone:  +44 (0)20 8194 0090
Email: info@wineintelligence.com
Website: www.wineintelligence.com

Follow us: m @ ,
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