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SESION 1

La previsualizacion de videos de Dropbox permite la
reproduccion por un tiempo limitado (1 hora).

Para visualizar el video completo debera descargarlo
en su equipo.
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https://www.dropbox.com/s/8f3dtzyh17cjsih/GMT20200706-130140_WOFA--WORK_2048x1152.mp4?dl=0

WINE INTELLIGENCE

Wine consumption during & post COVID-19

JULY 2020



5 LEARNINGS FROM LOCKDOWN w,ne

& OUR COVID-19 IMPACT REPORT SERIES

1 WHEN LIFE GETS DIFFICULT, LITTLE LUXURIES MATTER

2 THANK YOU ZOOM AND THE MILLENNIALS WHO USE YOU
FOR SOCIAL DRINKING

3 ONLINE RETAIL AND CONVENIENCE ARE THE WINNING
CHANNELS

PEOPLE ARE CAUTIOUS ABOUT IN-PERSON LARGE SCALE
4 EVENTS

5 MONEY WORRIES MAY PUT THE BRAKES ON SPENDING FOR
AT LEAST 12 MONTHS - PROBABLY LONGER - ALTHOUGH
POTENTIALLY LESS IMPACT IN ASIAN MARKETS




HOW HAS WINE DRINKING CHANGED?
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TIMELINE CONTEXT DURING SURVEY DATA COLLECTION

Surveys in field
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HOW HAS WINE DRINKING CHANGED?

Wine consumption frequency means
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WHO HAS CHANGED THEIR WINE DRINKING DURING LOCKDOWN?

Change in wine consumption frequency: Lockdown behaviour vs March 2020 Pre-Coronavirus behaviour
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HOW HAS WINE DRINKING CHANGED DURING LOCKDOWN?

Change in wine consumption frequency: Lockdown behaviour vs March 2020 Pre-Coronavirus behaviour
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HOW HAS WINE SPEND CHANGED DURING LOCKDOWN?

Change in wine spend: Lockdown behaviour vs March 2020 Pre-Coronavirus behaviour
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WHAT ARE THE ‘LOCKDOWN’ WINE OCCASIONS?

Frequency of wine consumption at specific lockdown occasions

When catching up with
friends or family online
or on the phone
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HOW HAS WINE PURCHASE LOCATION CHANGED?

us
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WHO SWITCHED TO ONLINE WINE PURCHASING DURING LOCKDOWN? ‘

<n
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Source: Wine Intelligence Vinitrac® Global, Mar "20 (27th March 2020 — 20th April 2020), n>=1,000 regular wine drinkers in each market



COVID-19 IMPACT IN BRAZIL:

% /%

Wine consumption frequency: Pre-virus vs virus behavior

Average consumption
frequency (times per month)
among imported wine
drinkers in Brazil

higher / lower

NB: This data covers imported wine
drinkers only
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COVID-19 IMPACT IN BRAZIL:

Off-trade index change in wine consumption frequency

during COVID-19 March 2020
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HAS PERCEPTION OF COUNTRIES OF ORIGIN CHANGED?
USA CASE STUDY
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COUNTRY OF ORIGIN AWARENESS £=

Country of origin awareness and consumption
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COUNTRY OF ORIGIN: CHANGE IN PURCHASE MOTIVATIONS %

Country of origin change in purchase during lockdown March / April 2020 compared
with pre-virus behaviour in the USA
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COUNTRY OF ORIGIN: CHANGE IN PURCHASE & TRUST %

Country of origin change in purchase & trust during lockdown March / April 2020
compared with pre-virus behavior in the USA: by age cohorts
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WHAT ARE OUR FUTURE PRIORITIES?
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WHAT WILL FUTURE BEHAVIOUR LOOK LIKE AMONGST WINE DRINKERS?

W nhe

intelligence

Change in typical behaviour anticipated after virus restrictions - Drink
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WHAT WILL FUTURE BEHAVIOUR LOOK LIKE AMONGST WINE DRINKERS?

W nhe

intelligence

Change in typical behaviour anticipated after virus restrictions - Food and drink

Shop online for beverages and groceries
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WHAT WILL FUTURE BEHAVIOUR LOOK LIKE AMONGST WINE DRINKERS?

W nhe

intelligence

Change in typical behaviour anticipated after virus restrictions — Going out
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WHAT WILL FUTURE BEHAVIOUR LOOK LIKE AMONGST WINE DRINKERS?

Change in typical behaviour anticipated after virus restrictions — Vacation

Go on holiday in your own country

25%

us

Less likely

37%

24%

UK

27%

22%

CAN

35%

67%

+51

SK

16%

42%

+14

JAP

28%

35%

+6

CHI

29%

W nhe

intelligence

22



WHAT WILL FUTURE BEHAVIOUR LOOK LIKE AMONGST WINE DRINKERS?

Change in typical behaviour anticipated after virus restrictions - Travel

Stay at a hotel for business or pleasure
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WHAT WILL FUTURE BEHAVIOUR LOOK LIKE AMONGST WINE DRINKERS?

Change in typical behaviour anticipated after virus restrictions - Events
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WHAT WILL OUR FUTURE PRIORITIES BE?

Future priorities — Food and drink
@ us
@ UK

@ Japan

T
=
>
w
s [ ]
=
Z [
o g
Pre-Coronavirus
behaviour
—
(@]
3
w
©
z Treat myself to Try new Try new styles
F better quality alcoholic drinks of food

wine

(vinitrac) 25



WHAT WILL OUR FUTURE PRIORITIES BE?

Future priorities — Spending
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WINE CONSUMER COVID-19 IMPACT SEGMENTS

Hedonists

Anticipate increasing
social & lifestyle activities
antficipated post-
lockdown

" Hedonists Moderaters
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Source: Wine Intelligence Vinitrac® Global, Mar "20 (27th March 2020 — 20th April 2020), n>=1,000 regular wine drinkers in each market



RECOMMENDATIONS: GO-TO-MARKET DURING & AFTER COVID-19

%ﬁ Focus on core drinkers — Explore Millennial opportunity

Focus on core brands and value propositions

¥,
s

Explore & exploit the online / omnichannel and shopper marketing opportunity

'@' Opportunity for agile innovation & NPD that focuses on relevant benefits
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Wine Intelligence London (Head Office)

109 Maltings Place
169 Tower Bridge Road
London

SE1 3L

Telephone:  +44 (0) 208 194 0090
Email: info@wineintelligence.com
Website: www.wineintelligence.com

Follow us: m ’

Connecting wine businesses with
knowledge and insights globally
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