


W nhe

intelligence

Copyright
© Wine Intelligence 2021

All rights reserved. No part of this publication may be reproduced in any form (including photocopying or storing it in any medium by electronic
means) without the permission of the copyright owners. Application for permission should be addressed to Wine Intelligence.

The source of all information in this publication is Wine Intelligence unless otherwise stated.

Wine Intelligence shall not be liable for any damages (including without limitation, damages for loss of business or loss of profits) arising in contract,
tort or otherwise from this publication or any information contained in it, or from any action or decision taken as a result of reading this publication.

Please refer to the Wine Intelligence Terms and Conditions for Syndicated Research Reports for details about the licensing of this report, and the use
to which it can be put by licensees.

Wine Intelligence Ltd: 109 Maltings Place, 169 Tower Bridge Road, London SE1 3LJ Tel: 020 8194 0090. E-mail: info@wineintelligence.com.
Registered in England as a limited company number: 4375306



CONTENTS W ne

intelligence

04 Introduction

How Portraits works




INTRODUCTION

The new UK Portraits market segmentation model represents a
microcosm of the UK market in 2021 — clearly marked by the
recent Covid pandemic, but also reflecting longer-term trends in
the UK wine consumer population that have been developing over
the past decade.

No marketing strategy can avoid the fundamental behavioural
changes that have occurred in the UK (and other markets) as a
result of Covid. How long these effects last remains to be seen,
but at time of writing in July 2021, the likelihood is that UK
consumer behaviour will remain altered for some time to come.
The best example of this is in the on-trade, where certain groups
of consumers, particularly older ones, have voted with their feet
and stayed away from bars and restaurants, even when those
venues were open for business in the past year.

On the other hand, it is equally important to look beyond the
short-run changes and disruptions to behavioural patterns, and
towards some fundamental long-run societal changes that are
affecting the wine market. The UK population as a whole is getting
older, and the wine drinking population is ageing too. However,
the danger signal for the wine category is that the wine drinker
profile is ageing faster, with nearly half of all UK monthly wine
drinkers aged 55 or older.

There is also a growing gulf in income among those participating
in the wine category, in part reflecting long-run changes in
society, but also a consequence of Covid. The impact of higher
levels of disposable income on behaviour is particularly apparent
amongst younger consumers. More affluent younger adults, if
finances allow, are seeking to learn and develop their wine
knowledge through trading up to more interesting and exclusive
products. Less well-off youngsters are, not surprisingly, much
more price- and budget-conscious.
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The influence of both long- and short-term factors are apparent,
to different degrees, in our 2021 Portraits segments.

Our leading knowledge and involvement segment, Adventurous
Explorers, appear to have been most acutely affected by the
pandemic. The group now accounts for 1 in 5 drinkers, but is
slightly older and lower-spending compared with previous years.
They appear to have reduced their consumption frequency
overall, but especially in on-trade, where restrictions and safety
concerns have eroded both opportunities and motivations
respectively amongst this group. They have also become a bit
more budget-oriented, perhaps because they have been more
restricted in their purchasing in off-trade — for instance, not being
able to spend time in a wine shop.

By contrast, the Generation Treater segment has become a higher
spending group, both in off-trade and on-trade, as their tastes and
confidence have expanded along with their ability to spend
considerable money on their wine purchases. The Covid effect
here has been more salient in the off-trade spend profile, with
several of our interviewees from the segment confessing to
treating themselves to wine to drink at home as a substitute for
going out to eat or going on holiday.

The other segment most influenced by short- and long-term
factors is Social Newbies, the youngest and least experienced
Portrait in wine terms. This group has shrunk compared with our
2018 model, as younger consumers have drifted away from wine.
Perhaps because of this, those who remain are more frequent
drinkers than their 2018 predecessors. As a group whose
employment prospects have been most acutely affected by Covid,
it is not surprising to see that they are even more budget
conscious than in previous years.



How Portraits works e

What is Portraitse

=  Portraits is the name given to a series of wine attitudes and behaviour segmentations by Wine Intelligence, providing wine
businesses with a reference segmentation of wine drinkers in key global markets that can be applied to individual brands,
regions, countries of origin, style categories and retailers

= UK Portraits 2021 is the 7t edition of our UK market segmentation. Portraits are also available for the US, China, Australia,
Canada and, later on this year, Portugal

How we develop Portraits...

=  Wine Intelligence uses factor and cluster analysis to group consumers into distinct segments based on their answers to
questions about their wine-drinking behaviours and their attitudes towards wine. Once consumers have been identified as
belonging to a specific segment, these segments are profiled based on a set of output variables, which in addition to the
input variables include demographic information and more detailed questions on wine-drinking behaviour

=  The individual segment descriptions are developed using an integrated research methodology utilising both quantitative and
gualitative inputs

= Quantitative: Analysis for UK Portraits is based on a sample of 5,004 UK regular wine drinkers collected in July 2020,
January and March 2021 via Wine Intelligence’s Vinitrac® online survey. Comparisons for some measures were made
against the previous UK Portraits 2018 report

= Qualitative: Interviews were conducted across the UK in June 2021 (see Appendix for details of the qualitative
research methodology)
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OVERVIEW OF REGULAR WINE DRINKERS IN THE UK MARKET

Half of UK adults are regular wine drinkers, with a majority of this population being
weekly wine drinkers

Adult population  52.4 million 1

58%

Wine drinkers

(Have consumed wine 30.4 million 2 50% 40%
in the past 6 months) ° 1

65%
o 3
Regular wine drinkers - Sample for
(Consume wine at least | [PASHaaTiIITe]q 2 bi p J; .
once per month) 1 this stuay !
\
80%

Weekly wine drinkers

(Consume wine atleast  20.9 million 3
once per week)

Sources:

1 ONS, 2018 estimates

2 Wine Intelligence online calibration studies, August & December ‘20, n=2,440 UK adults,18+. Wine=still wine 7
3 Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



UK PORTRAITS: WINE DRINKER SEGMENTATION (2021)

% share of UK regular wine drinkers by Portraits segments UK 2021

Kitchen Casuals: The oldest segment, they are infrequent
and low-spending wine drinkers, with very few consuming
wine in the on-trade. They show limited interest in the
wine category, sticking to the narrow range of wines they
know, and typically only buy wine for specific occasions

One of the oldest

segments, they are infrequent wine drinkers.
Time in the category means they have 127%
reasonable wine knowledge, but purchase from
a narrow repertoire of styles and brands, and
are strongly value-driven

Social Newbies: The youngest segment, this group is now drinking wine
typically several times a week. They mostly drink wine in social
occasions, with wine not fully integrated into their lifestyle, and tend to
be quite budget-conscious (partly driven by their high consumption
frequency). They have limited wine knowledge and rely heavily on
recommendations when buying wine. They are usually happy to drink
what is poured for them

Adventurous Explorers: Mid-aged and older confident wine
drinkers for whom wine is an important part of their lifestyle, who
enjoy discovering new wine. A larger segment than in previous
years, they are savvy drinkers who seek out good value ways to
explore the category, and feel able to experiment within sub-
categories thanks to their higher knowledge and confidence levels

Generation Treaters: One of the younger segments
(mainly Millennials), they are frequent drinkers and
the highest spenders. They are typically less
experienced in the wine category and have lower
levels of knowledge, but exude confidence and are
keen to explore the category more. They are open to
trying a wide variety of wine types and enjoy the
process of learning more about wine, and are most
inclined to trade up to something exciting when the
opportunity arises

Mature Treaters: Mid- and older-aged drinkers,
they drink wine relatively infrequently but aren’t
afraid to spend when they do. They have high levels
of knowledge and return to wines they know and
like, and are happy drinking wine both at home and
in on-trade settings

8



UK PORTRAITS MARKET SIZING

Population, share of wine volume and share of spend on wine: By UK Portraits

Proportion represented by each segment with consumption and spend estimated based on recalled usage frequency and spend data
Base = All UK regular wine drinkers (n=5,004)

H Adventurous Explorers
B Generation Treaters

B Mature Treaters

M Social Newbies

Senior Bargain Hunters

B Kitchen Casuals

Share of total UK Share of total volume Share of total value
regular wine drinkers of wine in the UK of wine in the UK

9

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



UK PORTRAITS: 2018 - 2021: WHAT'S CHANGED

% share of UK regular wine drinkers by Portraits segments UK 2018 vs. 2021

2018

Adventurous
Explorers

17%

Kitchen
Casuals

Social
Newbies

Mainstream
Matures

Source: Wine Intelligence, Vinitrac® UK, January and March 2018, (n=5,001) UK regular wine drinkers
Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

2021

Adventurous

Kitchen Explorers
Casuals

Generation
Treaters
Senior
Bargain
Hunters
Mature
Social Treaters

Newbies

(vinitrac) 10



2018 - 2021: UK PORTRAITS SEGMENT CHANGES SUMMARY

Generation Treaters

Generation Treaters remain similar to 2018, though they now skew slightly more male and are higher-spending in the off- and
on-trades. The impact of the Covid pandemic appears to have contributed to this increase in spend, with members of this
group increasing off-trade spend as a way to freat themselves when on-tfrade opportunities were limited

[ Adventurous Explorers

Adventurous Explorers also remain similar but are now 1 in 5 wine drinkers, slightly older and lower-spending. They are also less
frequent drinkers, especially in off-frade. The pandemic appears to be one of the influences on this change, with diminished
opportunities to drink and spend in social occasions, however the group are also more promotion-driven and price conscious
than before. Whether this is a temporary change or a more permanent shift amongst this group is yet to be seen

Mainsitream Matures Mature Treaters

Mature Treaters are a group that come from the higher-spending, more engaged side of Mainstream Matures. They are less
frequent drinkers, but are willing to spend more (especially in the on-trade) and have clear wine preferences

are a new segment in the UK Portraits map for 2021, and the largest segment at 27% of consumers. This
segment identity has been observed in other markets, and also in the Senior Sippers segment that was present in the UK from
2011-2016. The 2021 version is drawn from the 2018 Bargain Hunters and the lower-spending, less engaged end of Mainstream
Matures.

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

(vinitrac) 11



2018 - 2021: UK PORTRAITS SEGMENT CHANGES SUMMARY

Social Newbies Social Newbies

Social Newbies are a smaller group to those from 2018, reflecting a situational change (Covid) and a longer-term reduction in
wine category participation by younger drinkers. With wine a social drink for this group, restricted opportunities during the
pandemic has caused some less-engaged younger consumers to drop out of this group. The remaining members have higher
involvement in the category — they are more frequent and more engaged wine drinkers.

Kitchen Casuals Kitchen Casuals

Kitchen Casuals remain similar in demographics and attitude to the category compared with 2018, however they make up a
larger proportion of UK wine drinkers and are now the oldest category. As this group very rarely drinks in the on-frade; the
pandemic will likely have caused older drinkers to move into this group as the opportunity for on-trade drinking occasions
declined.

(vinitrac) 12

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



2018 -> 2021 ADVENTUROUS EXPLORERS

Adventurous Explorers are middle aged and older drinkers who are the most
knowledgeable and confident wine drinkers

Adventurous Explorers: What's the Adventurous Explorers: What's new?
?
same: = More equal gender split
= They remain the most knowledgeable and
confident wine drinkers = Slightly older as a group
*= They are mid-aged and older, with significant = Astronger preference for red wine

disposable income

= Lower spending in both on- and off-trades

= They enjoy exploring and learning about wine

= Not drinking wine in on-trade (though could be a
Covid-era phenomenon)

= More promotion driven — finding good value
wines is more important to them now compared
with 2018

(vinitrac) 13

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers




2018 - 2021: GENERATION TREATERS

Generation Treaters are young and the highest-spending group. They are confident and

enjoy exploring the category

ﬁeneraﬁon Treaters: What's the squ ﬁeneraﬁon Treaters: What's new?

= They are the highest spending wine drinkers

=  Omnivorous — drink a wide selection of
beverages on- and off-trade

= Highly confident drinkers with low knowledge

= Reliant on recommendations from a wide range
of sources, including medals and critics

. /

.

On- and off-trade average spend has increased
The gender balance has shifted more male

They are older, with more older Millennials and
young Gen X in the group

/

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

(vinitrac) 14



2018 > 2021: MATURE TREATERS W ne
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New segment, derived from Mainstream Matures (2018) who drink wine less often and
now spend a bit more per bottle

mﬂure Treaters: Where are they fronh ﬁﬂure Treaters: Who are they? \

= They are older consumers who drink wine

* They have come from 2018 Mainstream infrequently, but are mid-to-high spenders
Matures
= Older, more experienced segment of wine =  Wine is drunk in more formal occasions in and
drinkers out of the home
=  Enjoy familiar wine
= Strongly value driven = They have good knowledge of mainstream

origins and varietals and like to stick with
familiar wines

= Confident due to time spent in the category

. AN /

(vinitrac) 15



2018 - 2021: SOCIAL NEWBIES

The youngest and least experienced group, they primarily drink wine in social occasions

ﬁciql Newbies: What's the same? \

= They are the youngest and least experienced
wine drinkers

= They primarily drink in social occasions

= They have low knowledge of the category and
choose based on familiarity or recommendation

= They are convenience shoppers, buying wine
from mainstream stores when needed

. /

Social Newbies: What's changed?

\_

They are a smaller group, with less engaged
young drinkers exiting the category during the
pandemic resulting in a more engaged, more
frequent drinking group

They are more involved in the wine category —

drinking more frequently and in a wider range of
occasions

Gender balance has shifted from equal to more
male

They are slightly older — the proportion under 24
has decreased

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

(vinitrac) 16



2018 - 2021: SENIOR BARGAIN HUNTERS

One of the oldest segments, and the largest segment at 27% of the population, they are

infrequent and low-spending wine drinkers with a preference for mainstream brands they know

Kenior Bargain Hunters: Where are t@
from?

= Senior Bargain Hunters were previously in 2018
Bargain Hunters
= Least frequent, lowest spending segment
= Least confident older drinkers

Mainstream Matures
= QOlder and experienced
=  Confident and value-driven

- /

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

Senior Bargain Hunters: Who are fheN

=  One of the oldest segments

= The largest segment of UK wine drinkers

* |nfrequent drinkers and low-spending

= Reasonable wine knowledge through experience

= Preference for mainstream brands

-

/

(vinitrac) 17



2018 - 2021: KITCHEN CASUALS

The oldest segment, they are infrequent, value-driven drinkers who have wine almost

exclusively in the home

mchen Casuals: What's the same? \

.

One of the oldest segments of wine drinkers

Drink wine less frequently and are strongly
driven by promotions

The lowest spending segment

Drink wine almost exclusively at home and from

a narrow repertoire of varietals and brands

/

Kitchen Casuals: What's changed?

= They make up a larger proportion of UK regular
wine drinkers

= They are more gender balanced

= They are now the oldest segment

. /

(vinitrac) 18

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



UK PORTRAITS MARKET SIZING: OFF-TRADE

Population, share of wine volume and share of spend on wine in the off-trade

Proportion represented by each segment with consumption and spend estimated based on recalled usage frequency and spend data
Base = All UK regular wine drinkers (n=5,004)

O,

H Adventurous Explorers

W Generation Treaters

B Mature Treaters

M Social Newbies

Senior Bargain Hunters

M Kitchen Casuals

14% )

Share of total UK Share of off-trade Share of off-trade
regular wine drinkers volume of wine spend on wine

(vinitrac] 19

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



UK PORTRAITS MARKET SIZING: ON-TRADE

Population, share of wine volume and share of spend on wine in the on-trade

Proportion represented by each segment with consumption and spend estimated based on recalled usage frequency and spend data
Base = All UK regular wine drinkers (n=5,004)

O,

B Adventurous Explorers

B Generation Treaters

B Mature Treaters

M Social Newbies

Senior Bargain Hunters

B Kitchen Casuals

14%
Share of total UK Share of on-trade Share of on-trade
regular wine drinkers volume of wine spend on wine

(vinitrac) 20

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



INTRODUCING THE 2021 PORTRAITS GROUPS: WINE CONSUMPTION

Wine consumption frequency (off-trade)

=

o

1

KITCHEN SENIOR MATURE ADVENTUROUS SOCIAL GENERATION
CASUALS BARGAIN TREATERS EXPLORERS

NEWBIES TREATERS
HUNTERS

Wine consumption frequency (on-trade)

T T

KITCHEN SENIOR MATURE ADVENTUROUS
CASUALS BARGAINTREATERS  EXPLORERS
HUNTERS

LOW

FREQ

GENERATION SOCIAL
TREATERS NEWBIES

. . . — v/nitrac.) 21
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



INTRODUCING THE 2021 PORTRAITS GROUPS: SPEND

Typical spend per bottle of wine (off-trade)

LOW

SENIOR SOCIAL MATURE GENERATION

BARGAIN  NEWBIES TREATERS TREATERS
HUNTERS KITCHEN ADVENTUROUS

CASUALS EXPLORERS

Typical spend per bottle of wine (on-trade)

=

o S

R )
KITCHEN SENIOR ADVENTUROUS SOCIAL MATURE TREATERS GENERATION
CASUALS BARGAIN EXPLORERS NEWBIES TREATERS

HUNTERS

(vinitrac) 22

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



INTRODUCING THE 2021 PORTRAITS GROUPS: RELATIONSHIP WITH WINE

Level of involvement with the wine category

=
o INVOLV
SENIOR BARGAIN KITCHEN MATURE SOCIAL ADVENTUROUS GENERATION
HUNTERS CASUALS TREATERS NEWBIES EXPLORERS TREATERS

Level of wine knowledge

KNOWLEDGE

T T T T

LOW

SOCIAL KITCHEN SENIOR GENERATION  MATURE ADVENTUROUS
NEWBIES CASUALS BARGAIN TREATERS TREATERS EXPLORERS
HUNTERS

Level of confidence with wine

=
o CONFID
SENIOR BARGAIN KITCHEN MATURE SOCIAL GENERATION ADVENTUROUS
HUNTERS CASUALS TREATERS NEWBIES TREATERS EXPLORERS

(vinitrac) 23

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



INTRODUCING THE 2021 PORTRAITS GROUPS: DEMOGRAPHICS

50 %
Gender female / male
w
<
s G
L / /.
[N
SENIOR BARGAIN  MATURE  ADVENTUROUS KITCHEN SOCIAL GENERATION
HUNTERS TREATERS EXPLORERS CASUALS NEWBIES TREATERS
Age
[a'4
w
()
z AGE
o]
© | T 1 T
>
SOCIAL GENERATION  MATURE ADVENTUROUS SENIOR KITCHEN
NEWBIES TREATERS TREATERS EXPLORERS  BARGAIN CASUALS
HUNTERS
Income
(o'
w
2 |
° T I
KITCHEN SENIOR BARGAIN  SOCIAL ADVENTUROUS  MATURE GENERATION
CASUALS HUNTERS NEWBIES EXPLORERS TREATERS  TREATERS

. . . — v/nitrac.) 24
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



UK PORTRAITS 2021 OVERVIEW: SUMMARY OF KEY SEGMENT ATTRIBUTES [wW/he

Who
are they?

Why
do they
drink
wine?

Where do
they shop
for wine?

What type
of wine
do they

buy?

Adventurous
Explorers

Affluent older Gen X
and Boomers.
Married, but don’t
have children or they
have left home. The
most confident and
knowledgeable wine
drinkers

Wine is a key part of
their lifestyles -
exploring wine

through social events

and as a personal
interest

Mostly supermarket
and discount store
shoppers. Wine clubs
and online
subscriptions have
increasingly appealed
during the pandemic

Have a broad wine
repertoire, especially
when it comes to red

wine. Are savvy
shoppers, looking for
good bottles at a good
price

Generation Treaters

Millennials (often men)
who are likely to be

well-educated and with

higher disposable

income. They are highly

confident, but lack

knowledge. They are

keen to explore the
category

Highly social group —
wine helps elevate
social occasions.
Experimentation —
trying new things,
learning more about
the category

Channel choices for
everyday wine driven
by convenience.
Comfortable shopping
online and will turn to
specialist retailers in
certain contexts

Often have a few ‘safe
bets” — familiar varietals
or mainstream brands,
but are also keen to try
new recommendations.
Interested in natural
wine

Mature Treaters

An older segment -
Seniors & Boomers.
High spend per
bottle and
knowledgeable but
infrequent drinkers

To accompany meals
and as part of
special occasions.
Less likely to drink
wine casually at
home

Mostly in local
supermarkets. Are
increasingly
confident shopping
online — often
during grocery shops

Have strong
personal
preferences and
more traditional
attitudes towards
country / region /
varietal

Social Newbies

Youngest segment.
Frequent wine
drinkers, but lower
spenders. They have
low knowledge and
confidence and are
happy to drink
whatever is offered to
them

A drink to share with
others and a way to
feel a bit more
sophisticated,
especially when
eating out

Wherever is
convenient and
affordable — largely
last-minute purchases
at supermarkets or
convenience stores

Cautiously trying
varietals that they
might know, or wines
recommended with
food when out. Often
buy mainstream
brands with labels /
icons they can
remember

Senior Bargain
Hunters

One of the older
segments, they have
picked up some wine
knowledge over time,

but are infrequent
drinkers and driven by
promotions

As the occasional
treat to accompany a
meal at home or
when in the on-trade

Mostly from
supermarkets that
offer convenience and
value

Despite their
reasonable
knowledge of varietals
and places of origin,
they stick to what
they know and drink
from a narrow
repertoire of
mainstream brands

intelligence

Kitchen Casuals

The oldest segment,
drink wine less
frequently and from a
narrow repertoire &
are strongly driven by
promotions

Generally drink wine
at home but not when
entertaining, a small
proportion of drinkers
enjoy wine in group
occasions

Shop at supermarkets
and discount
channels. Very price-
conscious

They are influenced
by promotion and
stick to known brands
when selecting wine



2 7 Adventurous Explorers

CONTENTS

W nhe

intelligence

26



ADVENTUROUS
EXPLORERS

WHO

= Affluent older Gen X and Boomers. Married,
but don't have children or they have left
home

INTERESTS AND VALUES
Exploration - trying new things and making the
most of their leisure time
Savvy, choosing quality over quantity and
always looking for a good deal
Entertaining at home

RELATIONSHIP WITH WINE

+ Confident. Highest level of wine knowledge
and confidence, heavily engaged in the
category
Frequent off-trade drinkers. Wine is the go-to
drink at home
Savvy. Lower spenders, enjoying the process
of finding a good wine at a good price

HOW TO ENGAGE THEM WITH WINE
Promotions €.g. bulk discounts, loyalty
schemes
Discovery opportunities e.g. wine clubs,
samples
Clear ‘value’ equation e.g. good ratings,
reviews / recommendations

KEY CHALLENGE FOR WINE BRANDS

» Building loyalty & staying interesting. They
enjoy exploring new wines and may forget
something they tried and loved

I@_I-

WHERE THEY SHOP
Broadest range of wine-buying channels including

online & hard discount

. . LAITHWAITES
Majestic @

TESCO

Sainsbury’s ALDI
T T~

naked:

BRANDS THEY DRINK
Mainstream brands including:

e
Oysier By Campo Viejo
@a&ﬂuﬂm &

Diablo "V°"" ""*°° McGUIGAN
WINES

serno N
wvovemenT ) TN

KNOWLEDGE

Typical Adventurous Explorer behaviour

v Off-frade spend is between £7 and £10 for
everyday wine, with the occasional more
expensive purchase

v" Have a good collection of wine at home -
a mixture of mainstream brands and
special bofttles

v Have a wide repertoire of favourite wines
and will buy them in bulk if they can find a
good price

v Have explored the category through
fravel, whether with vineyard visits or trying
new varietals when aboard

v Will have reliable go-to brands, but are

always on the lookout for a new favourite

(vinitrac] 27
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ADVENTUROUS EXPLORERS: PROPORTION OF WINE DRINKERS, VOLUME AND SPEND ON WINE

Lower spending,
but mid-to-high

volume off-trade

drinkers

Wine consumption frequency (off-trade)

=

=

MATURE
TREATERS

KITCHEN SENIOR

CASUALS BARGAIN
HUNTERS

ADVENTUROUS
EXPLORERS

Wine consumption frequency (on-trade)

z

R

KITCHEN SENIOR MATURE
CASUALS BARGAINTREATERS
HUNTERS

FREQUE

ADVENTUROUS|
EXPLORERS

Share of regular wine
drinkers population

l.23%

Share of total volume of
wine sold in the UK

h 4

19%

Share of total spend on
wine in the UK

4

Off-trade 25% | 23%
On-trade 18% [ 15%
Typical spend per bottle of wine (off-trade)
2z
o
b
SOCIAL GENERATION SENIOR SOCIAL MATURE GENERATION
NEWBIES TREATERS BARGAIN  NEWBIES TREATERS TREATERS
CASUALS__EXPLORERS
Typical spend per bottle of wine (on-trade)
S
5 SPEN
GENERATION SOCIAL KITCHEN SENIOF ADVENTUROUS SOCIAL  MATURE TREATERS GENERATION
TREATERS NEWBIES CASUALS BARGAIN EXPLORERS NEWBIES TREATERS
HUNTER

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

(vinitrac] 28



ADVENTUROUS EXPLORERS: WHO ARE THEY?

No gender bias

Age
54% over 55
years Old . 14% 21% 18% 36%
Affluent (6%) (14%) (16%) (17%) (16%) (30%)

m18-24 m25-34 35-44 45-54 55-64 65 and over

Gender
@
II Income
(annual total household income before taxes)
49% (47%)
] 9% 20% 16% 13%
“ (11%) (19%) (18%) (11%) (29%)
51% (53%) < £20k £20k - £29k £30k - £39k £40k - £49k W £50k<
(%): All UK RWD
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level Ur-‘n i-tra C 29

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



ADVENTUROUS EXPLORERS: WHERE DO THEY LIVE AND WHO WITH?

2%

The majority are
married and

living with a
partner and no The North
children 23% (22%)

East Anglia and
South East
23% (21%)

(@
What's their relationship status? Q) . Who do they live with? }ﬂ]\lﬂ]\

Married 58% (55%
b ) | live with a partner and no children 42% (36%)
Single 20% (23%)
| live with a partner and children 27% (31%)
In a relationship 11% (12%)
| live alone 18% (18%)

Widowed 4% (3%)
| live with my parents 4% (6%)
In a civil partnership 3% (3%)
| live with children, no partner 4% (4%)
Engaged 2% (2%)
(%): All UK RWD | live in a shared house / apartment 4% (4%)
%/ % Stati_stically s?gniﬂcant!y.highsr lower than all UK regular wine drinkers at a 95% confidence Ieyel ) 30

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



ADVENTUROUS EXPLORERS: VALUES, ATTITUDES & INTERESTS W ne

intelligence
What are their interests?

What's important to them?

() O
AN )
Enjoying themselves, appreciating the nicer things in life "-|‘ ﬁ
Financial prudence, willing to spend money but want to ’ Movies or
know they are getting a good deal Cooking TV shows Politics Healthcare
75% 69% 47% 44%
Family, spending time with them, treating them
Their home as a place to spend time, socialise, dine and //E% PR
By L0
Environmental Finance /
and sustainable Investments
causes 40%
41%

What are their attitudes?
“I'm an accountant, so I'm fairly cost conscious

During a given week, | cook meals frequently — 65% about the wines | drink, and | record how much
each bottle costs.”

. . . L . o
| like to take my time to find out the best value option in everything | do — 46% Adventurous Explorer, Male

My home is an expression of my personal style— 43%
I am typically willing to pay more for high-quality items —42%

My cultural / ethnic heritage is an important part of who | am — 40% “My daughter... was staying, and | wanted to spoil
her as well and make her feel really welcome. ”

Investing in education is important to me — 38% Adventurous Explorer, Female

| try to buy food that is grown or produced locally (in the region where | live) — 36%

I am willing to pay more for a product that is environmentally or sustainably produced —29%

%/ % higher / lower
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ADVENTUROUS EXPLORERS: ALCOHOLIC BEVERAGES

Enjoy a wide range of drinks; are keen on red wine

. What do they drink?

Their adventurous attitude extends to the range of alcoholic beverages they
enjoy — over-indexing on consumption with most drinks

Have a stronger preference for red wine than regular wine drinkers

Spirits like gin and cocktails are often enjoyed as part of a wine drinking
occasion

@ Top 10 alcoholic beverages: Past 12 months

%

%

Compared with others, they often enjoy:

Red wine, Gin, Prosecco, Champagne

“Ifit's any kind of occasion, | tend to reach for Prosecco. I'm not a

great fan of Champagne, but if there's some in the fridge, then I'll

use that if it's someone's birthday or something like that. But it's
more tradition, really,”

Red wine 86% Adventurous Explorer, Male
White wine 84%
Beer 67% “Love my red wine. | love “I quite like a gin and tonic to start the evening. I'd struggle to
? good malt whiskey. And | drink gin for a whole evening, maybe just have one. And then if
Gin 65% will have the occasional I'm going to a social party rather than a restaurant, I'd drink
gin and tonic.” Champagne as well. Either just like pink fizz, and actually English
BiesEEs 65% Adventurous Explorer, sparkling wine | count as Champagne.”
Female Adventurous Explorer, Female
Rosé wine 49%
Whisky / Whiskey 45%
Champagne (French Champagne) 43%
Cider 42%
Vodka 37% Inside an Adventurous Explorer’s fridge

higher / lower
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ADVENTUROUS EXPLORERS: MOTIVATIONS FOR DRINKING WINE W ne

intelligence

Habitual drinkers who enjoy wine to relax and as an accompaniment to social occasions

Why do they drink wine?

“I finish gardening on a hot sunny day, | will sit on the swing and

Regular and habitual wine drinkers, focused around both then that will be my relaxing time. For me, it's relaxing and
weekday and weekend evenings. It is drunk both as a social drink winding down. | don't need it for confidence or to be social, |
when entertaining friends or dining out, but also in low-key don't drink for those reasons. It adds to the enjoyment of an

occasion | am already enjoying.”

occasions like winding down after work
Adventurous Explorer, Female

There is a strong connection with food, with wine as an
accompaniment to cooking and dining at home — thought goes

into which wine pairs best with the dish “Cooking food or eating food. And | tend to, from a health point

of view, stop drinking after | finish food because | might have the
rest of a glass or top up my glass as I'm finishing my food and
that's it. Then I'll cork the bottle.”
Adventurous Explorer, Male

They enjoy the process of discovering wine. Part of the
enjoyment comes with discovering new things and being savvy
drinkers — finding good quality wines at a reasonable price

“Friday night after work, it's always nice to at dinner to have wine
with meal. So | would say at the weekend, I'll always have wine
with dinner... also when people gather, whether they come to me
or we all go out to a restaurant. Then that's when | would have
some wine.”

Adventurous Explorer, Female

“That's where we'll start, eating, always wine. Always
wine, unless it's something like a curry. I'm just
programmed to have beer with it, just from an early
age. But apart from that, it will be wine with a meal,
and normally it will be red.”
Adventurous Explorer, Male

“if I have my children come over or we've got friends over, then |
will start with the Prosecco and then probably move into a white
wine. But if I've not got any one over at the weekend, then |
wouldn't really open the bottle of Prosecco, just the wine.”
Adventurous Explorer, Female
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ADVENTUROUS EXPLORERS: WINE ENGAGEMENT

Exploration drives their relationship with wine

How do they engage with wine?

As both an everyday drink and treat. Wine is used to wind
down and relax on a weeknight, and also as the
accompaniment to a fancy meal or celebration

They still enjoy some of the more mainstream wine brands
and varietals, but are always looking to add to the list of
wines that they know and enjoy

They are considerate shoppers. They don’t want to waste
their time and money on bad wine, so make the effort to find
good, reasonably priced bottles

Quality over quantity. They are happy to have a glass, put a
stop in the bottle and save the rest for another day

What influences their choices?

Their main influence comes from their own experiences and
through traveling to wine-producing countries

The occasion — likely to turn to sparkling wine for social
occasions or choose a style of wine based on factors like the
weather or the food being eaten

What is good value — which wine will tick both their taste and
price preferences

W nhe

intelligence

“I'still drink an expensive bottle of wine on a Friday night or on a
Saturday night as a special occasion.”
Adventurous Explorer, Male

“l tend to drink more white wine in summer. My partner prefers
red wine, so we tend, because of her, to drink a lot more red
wine. But in summer, there's a bit more white going on. And

yeah, so it really just depends on the weather, to some extent.

But if I'm having a steak, for some reason, I'd always reach for a

red wine with that. It's been instilled in me.”
Adventurous Explorer, Male

“It's just experience of what I've liked before. Otherwise, it'll just
be occasionally I've enjoyed one [with a friend] and I've maybe
written it down.”

Adventurous Explorer, Male
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ADVENTUROUS EXPLORERS: WHERE THEY BUY WINE

Supermarket shoppers for everyday wine, whilst turning to specialist retailers for

discovery
Where do they buy wine?

= Supermarkets are where wine is most bought, often as part of a regular
shop. Discounters are also more popular amongst this group, especially if
buying at scale

=  This segment over-indexes for buying wine from wine clubs or
membership organisations. For some, this was prompted by the
pandemic, but others had been customers before. They enjoy them as a
relatively risk-free way of experimenting with new wines

Top 10 wine buying channels

In a supermarket 84%
In a discount store 44%
From a supermarket website 31%
In a corner / convenience shop 25%
In a wine shop / off licence chain 19%
From an online retailer 19%

From a wine club or membership organisation 15%

In an independent wine specialist store 13%
From a winery's website 4%

From Duty Free 3%

%/ % higher / lower

“I'm subscribed to Naked Wines. And sometimes |
will pick out two or three that | have really loved.
And other times | will just get a mixed case”
Adventurous Explorer, Female

“I found Naked Wines, first crate, I'd say absolutely
delicious, and then just carry on buying it full price
since then”

Adventurous Explorer, Male

“So | generally | go to Waitrose. That's my
supermarket of choice... And then | do go to Costco,
particularly if I've got an event at home. If I've got
people gathering, then | might buy a case ”
Adventurous Explorer, Female

Sainsburys

naked:

Places you might find them buying wine
L~AITHWAITES

———

Majestic @

(vinitrac) 3>
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ADVENTUROUS EXPLORERS: VARIETALS

Drink a broad range of varietals, from the more mainstream to more niche

What do they drink?

= Reflecting their propensity to try a range of
wines, Adventurous Explorers are more likely

Adventurous Explorer, Female

“So it tends to be a Merlot for the red, or Malbec or something which has got
quite a lot of body, just have one glass of wine with a Sunday lunch, sort of a bit
heavier.”

than most to drink most varietals, especially
when it comes to red

=  They have everyday, reliable, easy-drinking
varietals that sit alongside ones that are seen as

more appropriate for special occasions
Merlot

“It's a bit dull just kind of go for Sauvignon Blanc
because they say that it's generally easy-drinking. But if |
was going for something smarter, or going to have a
dinner party or take one to somebody's house, maybe
go for a bit more expensive or a different grape, like a
Sancerre. ”

Cabernet Sauvignon

Malbec

Shiraz / Syrah

Adventurous Explorer, Female Pinot Noir
Tempranillo
g Grenache
== ~'A‘h-t,‘,’l‘:l‘:oucn
P)RANCOTT Nk pincr Zinfandel
ESTATE 2.
PiRiscroutind L enlacans @ Pinotage
Sangiovese
Photos of recent Adventurous Explorer s

. Carménere

purchase: Sauvignon Blanc
Gamay

(%): All UK RWD

.ﬂ;

20% (14%

12% (9%)

7

X

(6%)

6% (6%)

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

Wine Intelligence, consumers interviews

Varietal consumption

57% (41%)

54% (40%)

45% (35%)
33% (21%)
20% (13%)

20% (16%)

)

71% (57%)

60% (44%)

Sauvignon Blanc

Pinot Grigio / Pinot Gris

Chardonnay
Chenin Blanc
Pinot Blanc
Riesling
Sémillon
Viognier
Moscato
Colombard
Gewdurztraminer
Verdejo
Albarifio
Torrontés

Gruner Veltliner

% who have drunk the following varietals in the past 6 months

69% (57%)
61%(52%)
55% (48%)
32% (23%)
23% (25%)
19% (18%)
16% (13%)
16% (10%)
9% (11%)
9% (7%)
8% (7%)
6% (6%)
6% (6%)
5% (5%)
5% (5%)
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ADVENTUROUS EXPLORERS: WINE ORIGIN

Drink from a broad range of countries and regions

What do they drink?

Country of origin is important — 82% consider it important when buying
wine, compared to 66% of all regular wine drinkers

French and Italian wines are particularly popular, as are Australian,
Spanish and Chilean. They are much more likely to have drunk wines
from Rioja

Country and region preferences are also heavily influenced by
personal experiences, including holidays to regions and personal
connections with those places

“I'say | tend to go for New Zealand or for South

African, Australian wines really.”
Adventurous Explorer, Female

W nhe

intelligence

Compared with others, they are particularly
fans of wine from:
France, Italy, Australia, Spain

“My sister lives in New Zealand and | was introduced to New
Zealand wines going out to visit her many, many years ago.
And | think that's really where it started, where it came from,
my joy of drinking New Zealand wine”
Adventurous Explorer, Female

“I tend to drink a few South African ones because my
brother-in-law is South African, and we enjoyed a lot of the
wines”

Adventurous Explorer, Female

Country of origin consumption: Top five Region of origin purchase: Top five

| . S d 40% 38%
. b 27% 24% 22%
France Italy Australia Spain Chile
63% 60% 59% 54% 29 N
° ° ° ? 52% Prosecco Bordeaux Cotesdu  Marlborough
Rhoéne
%/ % higher / lower
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ADVENTUROUS EXPLORERS: HOW DO THEY SHOP FOR WINE? W ne

Savvy shoppers who look for quality at a good price

@ How do they shop in the off-trade?

%

%

Wine type, style and occasion all have a significant influence when making a
purchase decision

Recommendations hold less weight. They feel confident in their knowledge and
know what they like

Promotion driven, with a focus on getting a good bottle at a good price. High
levels of knowledge and confidence mean they don’t see expensive as
synonymous with quality and get a sense of achievement from finding a wine
they enjoy at a discounted price

Adventurous
RWD
Explorers

n= 1,048 5,004

Grape variety 90% 76%
The country of origin 82% 66%
The region of origin 77% 59%
Wine that matches or complements food 70% 59%
Taste or wine style descriptions 70% 64%
Promotional offer 60% 56%
A brand | am aware of 57% 58%
Alcohol content 54% 48%
Recommendation by friend or family 51% 55%
Appeal of the bottle and / or label design 36% 35%
Recommendation by wine critic or writer 30% 28%
Whether or not the wine has won a medal or award 29% 26%
Recommendations from shop staff or shop leaflets 29% 31%
Recommendation by wine guide books 25% 23%

higher / lower

intelligence

“Special offers. That's really what | would be looking
at. Perhaps why I'm buying the wine, if I'm buying the
wine just for me, or if I've got someone coming over
for dinner who perhaps enjoys a very nice glass of
wine, then | might be having in my head, "Right. Okay.
So this special offer might be on here for buying it at
7.99 and it should be 9.99.”
Adventurous Explorer, Female

“I'try and get value for wine, and it's a constant
pursuit really to get a wine that | really like and | think
is a good price.”

Adventurous Explorer, Male

“I'm very partial to a Pinot Noir, and Sainsbury's do a
really good Bouchard Pinot Noir, and whenever that's
25% off, I'll buy a basket load of those because it's just
a very easy drinking wine.”
Adventurous Explorer, Male

(vinitrac] 38



ADVENTUROUS EXPLORERS: HOW DO THEY ENGAGE IN THE ON-TRADE? [w/he

intelligence

Less frequent, but confident on-trade drinkers

Wine in the on-trade

They drink wine much more frequently in domestic settings. On-trade wine
drinking tends to be when eating out at a restaurant, which has been
dramatically restricted in the Covid-19 pandemic, during which this research
took place

“Tend to get the wine list and go middle of the range.

Because the cheap one's normally like a Pinot Grigio,

which is not nice and they've just upped the price so
significantly.”

. . . Adventurous Explorer, Female
They are keenly aware of how on-trade premises mark up the price of wines, so &

want to be sure they aren’t being ripped off
“It can be a little bit irritating when you see what the

They know their way around a wine list and are confident ordering without help markup is. When you know that if you identify one
from staff. The only occasions they will ask for advice is in places known for high- that you know, and then you see how expensive it is,
quality wines, where they consider staff to be more knowledgeable than them that can be really annoying.”

Adventurous Explorer, Female

“l would never ask for [advice]. My husband has
occasionally, if we've gone somewhere like Hotel du
Vin, or The Ivy or somewhere like that, that's sort of a
bit nicer then he definitely has asked the sommelier
for advice.”

Adventurous Explorer, Female

“It would depend on the restaurant. If | believed | was
going to get anything meaningful back, then | may well
ask the question. Yeah. But I'd have to be in an
expensive or established or place that | felt had a
reputation for knowing what they were doing with
that.”

Adventurous Explorer, Male
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ADVENTUROUS EXPLORERS: WHICH WINE BRANDS DO THEY BUY? W ne

intelligence

Mainstream brands are not a key driver when choosing wine

What is their aftitude towards brands? “The Casillero del Diablo, that would be a safe one if I'm just

picking something up to go to somebody's house.”
Adventurous Explorer, Male
Have go-to brands that are known to be a safe choice. These are used for

everyday drinking or a way to ensure a last-minute purchase will be good o
“Wolf Blass, | will quite often have.”

Are keen to explore, and will follow recommendations for new brands in Adventurous Explorer, Female
their social circle. These become favourites until something new is

discovered “Often someone will try one and they'll say, "Oh, you must try
this." And that kind of becomes the new favourite one that
everyone buys.”
Adventurous Explorer, Female

Users of subscription services enjoyed the process of discovering new wines,
although reliance on the curation services meant brand names often didn’t
stick with them

“There are a few that are becoming favourites because of being
with Naked Wines for about a year now.”

Brands you might find them drinking Adventurous Explorer, Female
JACOB'S CREEK “ 'a';':]"lj&m BRASNCOTT s
fahl ESTATE N ;
_m,;lﬂhlllﬂl

[yellow tail | e

__ Campo Oiejo MESGUIGAN

WINES

A selection of brands in an Adventurous

Explorer’s home vinitrac. 40



ADVENTUROUS EXPLORERS: ALTERNATIVE WINE PACKAGING FORMATS

A strong preference for standard glass bottles

What do they think about alternative (f) Awarengss and purchase of alternative
packaging formats? packaging formats

* High levels of awareness of alternative packaging types,

Standard glass bottle (750 ml) _91% 96%
but a strong preference for standard glass bottles

« Enjoy the ceremony of opening a glass bottle with a cork small bottle (single serve) - Leit 85%
— its viewed as the ‘proper’ way to enjoy wine

Regular bag-in-box (2.25L) . 10% 74%
* Box wine has negative connotations, reminding them of ) bottle / L5t . 0% 39,
poor quality wine in their youth arge bottle / magnum (1.51) ’ 0
Half bottle (375mi) [ 20% 72%
Large bag-in-box (3L - 5L) . 8% 65%
“There is a real snob thing about boxed wine. | don't
think I could turn up to a friend's house or an occasion Glass bottle (500ml) - 16% 60%
with them with boxed wine. And | know the wine's Pouch (L5L . X
probably perfectly good.” ouch (1.5L) I 2 20%
Adventurous Explorer, Female Wine in a can I s 29%
“It's a lovely, lovely noise when the cork comes out. Awareness: % who are aware . Purchase: % who have sought to
So, probably if I'm spending a lot of money on a wine ’ ;
» Prob: pending a money ’ ; purchase the following types of
I'm going to be a little bit disappointed if it's got a of the following types of ackagine in the past 6 months
screw top. | can't put my finger on why. | think packaging P sing P
because it won't make the proper noise. It's like an
electric car versus a V8.”
Adventurous Explorer, Male “If you said box of wine, it takes me back to the

1980s... Just appalling wine in these boxes and taking
the box apart at the end and having this plastic thing.”
Adventurous Explorer, Male

(%): All UK RWD
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, July 2020, (n=2,003) UK regular wine drinkers 41
: . RS vinitrac.
Wine Intelligence, consumers interviews



ADVENTUROUS EXPLORERS: ALAN & CLAIRE

Alan (58), and his wife Claire (58)
live in West Sussex. Their two
children have recently left home.
Alan is an accountant and Claire
is a recently-retired teacher

How does wine fit into your life?

Alan: Wine is definitely our go-to drink at home. After work, we like to
open up a bottle and just unwind for a bit. I'd like to say we have a few
days off, but during the pandemic | definitely feel like we’ve been
drinking wine most nights with dinner. I'll try and just have a glass and
keep the rest for another day.

Claire: When we’re entertaining at home or our daughters are coming
to visit, I'll always get out a bottle of Prosecco. It's great to have that
excuse to celebrate and | love a bit of fizz. We'll also often have a gin &
tonic before starting on the wine with dinner.

Alan: We enjoy going out to eat and believe choosing a wine that pairs
nicely with the food is important. | know my way around a wine list, so
will usually try and find something that is reasonably priced but will be
nice. | know that some of the more “affordable” wines often have a
huge markup.

Claire: I'd say we’ve always been interested in wine, but our knowledge
definitely improved after we went on holiday to Rioja. We travelled
round different vineyards and went to tastings. That definitely gave me
a newfound appreciation for wine.

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

Wine Intelligence, consumers interviews

Which wines do you enjoy drinking?

Alan: I'd say | lean towards fuller-bodied reds. | enjoy a
Chianti or a Bordeaux. I'll also happily drink white if I'm
eating seafood or on a hot day. That’s also usually when |
have rosé.

Claire: | have some family in South Africa and when we’ve
been to visit they’ve always introduced us to new wines. |
always keep an eye out for wines from there. We also
enjoy sparkling wine if we have people round — Prosecco
most of the time, Champagne on special occasions. If I'm
being honest, | think | prefer the Prosecco.

Alan: There are a couple of brands | know are a safe bet
when I'm at the supermarket. Casillero di Diablo and Wolf
Blass, but on the whole | prefer to go by country or grape
and try new things.

How do you choose your wine?

Alan: I'll go into the supermarket or Majestic and see what’s
on offer. If it's something | know we’ll like, I'll usually pick up a
few bottles or a crate, especially if they’re on offer. I'd rather
spend a bit more in the short term to get a good deal.

Claire: We signed up for Naked Wines during the pandemic
because they had an intro offer on the first case. They kept
sending us vouchers and we wanted to avoid going in shops,
so we signed up. Each delivery contains a selection of different
wines, chosen with our preferences in mind. | really like it as a
way to discover new wines that you can be sure you'll
probably like. It also seems like really good value.
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GENERATION TREATERS

WHO

Millennials (often men) who are likely fo be
well-educated and have higher disposable
income

INTERESTS AND VALUES

Having good taste and challenging
themselves

Being seen to do the ‘right thing’

Staying healthy and active

Making mindful and intentional purchases

RELATIONSHIP WITH WINE

Frequent social drinkers, especially in the on-
frade

Open. Newer to wine, with less time to have
built up wine knowledge, but confident to
discover new wines

Engaged. Want to drink good wine, keen for
recommendations from those in the know

HOW TO ENGAGE THEM WITH WINE

Narrative building — Sharing the story of the
wine through packaging, in-store events or
online content

Social events that fouch on ‘light’ wine
education e.g. dinners, in-store / online tastings

Distinctive labels that connect to their personal
style and lifestyle

KEY CHALLENGE FOR WINE BRANDS

.

Getting noticed. They have low brand
awareness — If they don't have an incentive to
buy something (ie a recommendation), they
can end up just buying whatever is in front of
them that they like the look of

WHERE THEY SHOP

A broad range of channels, from mainstream to
online
amazoncouk

@«

naked:
M&S

EST.1884

WAITROSE

& PARTNERS

BRANDS THEY DRINK
Low wine brand awareness, but familiar brands are
a top choice cue - enjoy a mix of mainstream
brands and niche brands with memorable labels

e VILLA MARIA
WOLF BLASS ¢

CLOUDY BAY

rReqUENCY TG T

SPFEND

INVOLVEMENT '@-

KNOWLEDGE

@

LAITHWAITES

Typical Generation Treater behaviour

v Aiming fo spend around £10 - £15 for a
bofttle of wine (off-trade) and under £40
bofttle in the on-frade

v" Have a few bottles of wine at home always
on hand - including at least a couple of
mainstream brands

v Show up to a friend's house with a label
that looks unique — a reflection of their
personal style

v" Have shopped online for wine

v Really appreciate staff that offer good
wine recommendations

v" Recently discovered a new wine style they
like

(vinitrac] 44
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GENERATION TREATERS: PROPORTION OF WINE DRINKERS, VOLUME AND SPEND ON WINE

The smallest yet
one of the most
frequent wine
drinking segments,

27%

~

highest proportion Share of regular wine Share of total volume of Share of total spend on
. . i i i i wine in the UK
of spend on wine in drinkers population wine sold in the UK

the UK .

accounting for the

D 4

Off-trade 14% | 22%
On-trade 22% | 32%

Wine consumption frequency (off-trade) Typical spend per bottle of wine (off-trade)

= z

=] o

- ! T

KITCHEN SENIOR MATURE ADVENTUROUS sOCIA} GENERATION SENIOR SOCIAL MATURE GENERATION

CASUALS BARGAIN TREATERS EXPLORERS NEWBIHS TREATERS BARGAIN  NEWBIES TREATERS TREATERS
HUNTERS HUNTERS KITCHEN ADVENTUROUS

CASUALS  EXPLORERS

Wine consumption frequency (on-trade) Typical spend per bottle of wine (on-trade)

= =
o FREQUENCY o SPEND
ST L L
KITCHEN SENIOR MATURE ADVENTUROUS GENERATION BSOCIAL KITCHEN SENIOR ADVENTUROUS SOCIAL MATURE TREATERS GENERATION
CASUALS BARGAINTREATERS  EXPLORERS TREATERS NEWBIES CASUALS BARGAIN EXPLORERS NEWBIES TREATERS
HUNTERS HUNTERS

. N i . vinitrac) 45
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



GENERATION TREATERS: WHO ARE THEY?

Millennials
Age
Male bias
High income (6%) (14%) (16%) (17%)  (16%) (30%)

m18-24 m25-34 35-44 45-54 55-64 65 and over

Gender
®

II Income

(annual total household income before taxes)
60% (47%)

® 4% 13%  13% | 11%
“ (11%) (19%)  (18%) (11%) (29%)
40% (53%) <£20k  £20k-£29k  £30k- £39k = £40k - £49k W £50k <

%/ % higher / lower Ur'-nitrac._- 46



GENERATION TREATERS: WHERE DO THEY LIVE AND WHO WITH?

2%

Married and live
with a young family

Urban — likely to be
based in London or The North

other major cities 19% (22%)

London
31% (13%)

@ [e 3]
What's their relationship status? @) Who do they live with? ﬁIM@

Married 57% (55%)
| live with a partner and children 50% (31%)
Single 24% (23%)
| live with a partner and no children 20% (36%)
In a relationship 11% (12%)
| live alone 15% (18%)
In a civil partnership 4% (3%)
| live with my parents 6% (6%)
Engaged 4% (2%)
I live in a shared house / apartment 6% (4%)
Widowed 0% (3%)
(%): All UK RWD | live with children, no partner 4% (4%)
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level Ur'-n itra C 47

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



GENERATION TREATERS: VALUES, ATTITUDES & INTERESTS W ne

intelligence
What are their interests?
What's important to them?

()
Being on trend, in the know, challenging themselves with Q {H:”}
the new

Movies or

Conscious of their personal image

Supporting social causes, being inclusive and seen to do Coooking TV shows Following sport Isaa(;trltuopra;il;gels,:
the ‘right thing’ 70% 0 57% P
& g 69% c39

Considered consumption, seeking out good value, PN

. . L/ 2 EON
sustainable and organic produce //3’7 ﬁ |||||I|I|

Staying healthy, improving themselves mentally and Environmental — Finance /
physically and sustainable Politics Investments
causes 48% 44%
46%

What are their attitudes?

During a given week, | cook meals frequently — 69%
| am typically willing to pay more for high-quality items — 61%

Investing in education is important to me — 59% “If there's something that describes itself as funky, |
would normally go for that... I like where you get the

I like to take my time to find out the best value option in everything | do —55% kind of “hard to drink” in some respect wines”

My home is an expression of my personal style — 52% Generation Treater, Female

Supporting equality for the LGBTQ community is important to me — 47%

I regularly read financial news or financial publications —47%

| choose organic produce when its available — 46%

%/ % higher / lower

(vinitrac] 48



GENERATION TREATERS: ALCOHOLIC BEVERAGES W ne

intelligence
Enjoy a wide range of alcoholic beverages for difference social engagements
What do they drink? Compared with others, they often enjoy:
Generation Treaters are omnivorous and willing to experiment Red wine, white wine, beer, Champagne,

gin, whisky / whiskey, vodka and

with most alcoholic beverages. Beyond wine, they enjoy beer,
& ¥ y enjoy Champagne

spirits (esp. gin, vodka and whisky), as well as cider

They enjoy a range of red, white, rosé and sparkling wines. Drink
choices vary by location and occasion, with wine most often

) ; “l enjoy almost all alcoholic beverages. But it does vary
enjoyed at mealtimes

by location and environment... | kind of want to try

everything. So in terms of what | like, it's very much
yes. I'll try everything once.”
Generation Treater, Female

Likely to keep a collection of alcohol at home to make favourite
drinks

@ Top 10 alcoholic beverages: Past 12 months

“I like most alcoholic beverages, which sounds like a
bad thing to say, but | probably mostly drink beer and

H ”
White wine 86% wine.
Generation Treater, Male

Red wine 87%

Beer 73%
Prosecco 66%
Gin 66%

Champagne (French Champagne) 63%

Rosé wine 59%
Whisky / Whiskey 58%
= |
Vodka 53% .
i . Inside Generation Treaters” homes —
et 51% Well-stocked bars with a range of spirits
and wines
%/ % higher / lower
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GENERATION TREATERS: MOTIVATIONS FOR WINE DRINKING

Socially motivated to explore the category; starting to develop a personal interest

Why do they drink wine?

Wine is something to be enjoyed communally, whether at social
gatherings, big celebrations or at low-key occasions with family and
friends at home

There is a sense of exploration that motivates wine drinking. They feel
they have just begun to scratch the surface of the range of wines available
and want to try more. Although their knowledge can still be low, they
have high confidence and are highly involved in the category

The pandemic has spurred this desire to try new wines. Experimenting
and treating themselves with new wines has been a fun activity during
lockdown and one that replaced the OOH social occasions that usually
marked wine drinking. It is something they intend to continue post-
pandemic

Wine is increasingly more than ‘just a drink’ in their social lives. It is
something that is a topic of conversation or even the focus of an event —
they are likely to have been on winery visits or attended tastings

“I' try to enjoy as much as | possibly can with the money
I've got, and to try not to leave any stone unturned."
Generation Treater, Male

“We obviously didn't go out as much during the
pandemic, but we started buying nicer wines to have at
home, as a treat, because that's the only thing we could

do to add something different, really.”
Generation Treater, Female

“We picked this
wine because it
was for a friend's
birthday. We met
in the park and it
seemed
appropriate to
have something
bubbly and slightly
fancy.”
Generation Treater,
Male

(vinitrac] >0



GENERATION TREATERS: WINE ENGAGEMENT

Open to learning more about wine, but in low effort ways

How do they engage with wine?

They enjoy trying new wine, though often in low risk ways
e.g. at tastings or when there is a clear, trustworthy
recommendation

Wine is learnt about through experience. Absorbing
information in everyday life and from those around them

They are less bound by tradition. They have fewer
preconceived ideas of what constitutes a good wine and so
are open to trying wines from unconventional varietals,
locations or production methods. Natural / biodynamic /
organic wine is of interest

What influences their choices?

Although they feel confident about what they like, they
recognise they still have more to learn

Very open to recommendations from both personal
contacts deemed knowledgeable and from professionals.
These sources are often accessed during social occasions,
such as meals out and visits to wineries on trips or holidays

Occasion is important — group preferences, food, whether
something is a special occasion will all influence what wine
is chosen

“When you're younger, you just drink whatever anyone
gives you, and then you start to get a bit older and
realise what you like, what you don't like. | think we've
done a few wine tasting tours and stuff, which we find
really interesting. ”

Generation Treater, Female

“I'have friends that worked in the natural wine world.
So, they taught me a bit. My sister in law... has done a
wine tasting course. And | have been to some tastings
and I've actually participated in some wine tasting
lessons with some friends as well.”
Generation Treater, Male

“I think we tend to think about the people that we're
with, depending on what everyone wants, is that red or
white or rosé? And then we do take advice from the
staff sometimes.”

Generation Treater, Female

“Well, what | choose depends on the event, the need.
So if there's a big birthday, or having people coming
over in the garden, or Christmas. Depending on what
styles we need, and obviously price, as well as personal
opinion, personal enjoyment.”

Generation Treater, Male

W nhe

intelligence
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GENERATION TREATERS: WHERE THEY BUY WINE

Specialist and independent channels increasingly appeal

Where do they buy wine?

u Buy wine through a very broad range of channels. They are the most experienced
shopping online — 66% are online shoppers compared to 43% of RWDs.

=  They are notably more likely to buy wine through specialist channels, including
independent wine stores and direct from wineries both off- and online

=  This preference for specialist or local retailers has been boosted during the
pandemic, with Generation Treaters relying on these retailers both for practical
reasons, but also as a way to support small local businesses in tough times

“[Buying from local businesses is] definitely
something that I've started doing with COVID... it just
seems a lot more important to try and support the
businesses that actually giving jobs to people. And
working really hard and doing it like making it work”
Generation Treater, Female

Top 10 wine buying channels ) . ) .
% who have bought wine from the following channels in the past 6 months Places where you mlghi find them bUYlng wine

In a supermarket 79% (79%

)
In a wine shop / off licence chain 44% (17%) M & E

From a supermarket website 42% (30%)

EST. 1884
From an online retailer 41% (16%)

WAITROSE Majestic @

& PARTNERS

oy

. o, % O
In a discount store 37% (36%) ama;oncoukw n O ked % TESCO

In an independent wine specialist store 359% (11%) V- 9 & 9 4
In a corner / convenience shop 30% (22%)
Sainsbury’
From a winery's website 21% (6%) al nS U ry S
From the wine producer’s cellar 19% (4%) o l_'ﬂ I T H \X/ A | T E S
From a wine club or membership organisation 19%  (10%)
(%): All UK RWD

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers
Wine Intelligence, consumers interviews
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GENERATION TREATERS: VARIETALS

Try out a range of varietals as they build category knowledge

What do they drink?

= More likely to have recently drunk wines
form a wide range of varietals. They notably
over-index in some of the less popular
varietals, including Gamay and
Gewdrztraminer

= Not wedded to particular varietals. They
often have favourites they are familiar with,

but are also keen to try a wide range. Good Merlot _ 62%(57%)
experiences often lead to new preferences
w e
= Not always savvy about varietals. More
Pinot Noir 53%(35%)

often respond with the country of origin or
preferred style / flavour profile of wines
instead

“I'm very keen to try grapes from
everywhere, and then you work out

what you like and don't like.”

Generation Treater, Male

“Recently I've got more into Chenin
Blancs, because | had a couple at a
few nice restaurants and so I'm trying
a few new things.”
Generation Treater, Female

Cabernet Sauvignon

.ﬂ;

50%(44%)

. Shiraz / Syrah 44% (409
= Likely to have encountered natural / iraz / Syra - %(40%)
biodynamic wines. They enjoy how they are Tempranillo - 32%(21%)
often slightly unusual and unique
Pinotage - 28%14%)
“So | like trying unusual wines. I'm Grenach - 25% (139
very into trying natural wines and enache 6(13%)
brands, grapes | haven't heard of, ) -
Zinfandel 25% 9
coming from places | haven't drunk ande %(16%)
anything from before.” Sangiovese - 22%(9%)
Generation Treater, Male
Carménére - 19%(6%)
Gamay . 17%(6%)

(%): All UK RWD

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers
Wine Intelligence, consumers interviews

Varietal consumption

Sauvignon Blanc
Chardonnay
Pinot Grigio / Pinot Gris
Pinot Blanc
Chenin Blanc
Riesling
Sémillon
Viognier
Moscato
Albarifio
Verdejo
Gewdrztraminer
Colombard
Griner Veltliner

Torrontés

% who have drunk the following varietals in the past 6 months

64%(57%)
56% (48%)
52% (52%)
43%(25%)
38%(23%)
30%(18%)
28% (13%)
26% (10%)
24%(11%)
21% (6%)
20% (6%)
19% (7%)
18%(7%)
16% (5%)

14% (5%)
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GENERATION TREATERS: WINE ORIGIN

Old World wines still hold sway

What do they drink?

= Despite an openness to try wine from around the world, Old
World producers like France still hold significant sway. There is
a belief that some of the best wines come from Europe and will
be safe choices

Compared with others, they are relative fans
of wine from:
New Zealand, Champagne and Chianti

= They are particularly keen on sparkling wines and are notably
more likely to buy Champagne than the average British drinker

“We tend to buy European wines. I'd say myself in
particular tend to buy French wines.”
Generation Treater, Male

Inside a Generation Treater’s home —
A variety of sparkling wines, including Champagne

Country of origin consumption: Top five Region of origin purchase: Top five
% who have drunk from the following countries of origin in the past 6 months % who have drunk from the following regions of origin in the past 3 months
— - P S 38% (33%) 34% (17%) 32% (21%)
21% (13%)
France Italy Spain New Zealand  Australia

61% (49%) 56% (46%)  45% (40%) 41% (33%) 39% (44%)
Prosecco Champagne  Bordeaux Rioja Chianti

(%): All UK RWD
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers Ur.'n itra C. 54

Wine Intelligence, consumers interviews



GENERATION TREATERS: HOW DO THEY SHOP FOR WINE? W ne

Aesthetically driven and less price-sensitive in specialist retailers

@ How do they shop in the off-trade?

%

%

They are thoughtful shoppers and less driven by price — they over-index with most
variables that influence purchasing decisions, with the expectation of promotional
offers

Label design is particularly important to Generation Treaters. They are wary of
anything that seems tacky or contrived

They are also much more likely to look to recommendations from industry experts,
including critics / writers, shop staff and guide books. They want to be sure they are
getting a good bottle that they will enjoy for the amount they will pay for it

Generation RWD
Treaters

n= 468 5,004

Grape variety 88% 76%
Wine that matches or complements food 84% 59%
The country of origin 81% 66%
Taste or wine style descriptions displayed 80% 64%
The region of origin 78% 59%
Recommendation by friend or family 70% 55%
A brand | am aware of 65% 58%
Recommendation by wine critic or writer 64% 28%
Recommendations from shop staff or shop leaflets 61% 31%
Recommendation by wine guide books 61% 23%
Alcohol content 60% 48%
Appeal of the bottle and / or label design 56% 35%
Whether or not the wine has won a medal or award 55% 26%
Promotional offer 54% 56%

higher / lower

intelligence

“I think if it's from a more specialist shop I'm
interested in the story of the line and the
recommendation of that merchant. In a
supermarket purchase | think I'm generally
looking at price, honestly.”
Generation Treater, Male

“When something looks like it's overdone... I'm to
be reluctant to buy it.. | prefer things when you
can either see that it's just either really great
design or a really beautiful illustration or a really
interesting, incredibly simple looking bottle.”
Generation Treater, Female

“Something that looks quite classy, | think there's
some labels that look a bit tacky.”
Generation Treater, Female

“I' have been known to buy a bottle if the labels
pretty cool, or not just the label but if the bottle's
a bit interesting.”

Generation Treater, Female

(vinitrac] >°



GENERATION TREATERS: HOW DO THEY ENGAGE IN THE ON-TRADE?

Wine is increasingly a go-to in a range of occasions

. Wine in the on-trade

Wine has become more of a go-to in the on-trade in recent years. As they
have grown older, going out activities have shifted from drinking beer and
spirits in pubs and clubs to socialising in restaurants and bars, where wine is
deemed a better choice

=  Willing to spend when out, if the restaurant or bar is considered a place that
can be trusted for wine — the £30 to £40 range is seen as fair for a good wine at
a restaurant

=  They feel confident ordering when out, but recommendations from staff are
important, especially in a trusted venue. There is an assumption that if the
restaurant or bar is nice enough, the wines available can be trusted to be good

“Normally | hover around 30 to 40
quid for a bottle, and I'll assess,
"Okay, | fancy white wine." | like a
few different types and I'll look at
the prices of each type and think,
"Ah, I'll have that then.”
Generation Treater, Female

“The Le Fou, that's
a picture of some
wine we picked up

“The way you "go out” changes.
If | was younger maybe you'd go
to a pub or club and now more
likely to meet friends at a
restaurant.”
Generation Treater, Male

“In a good restaurant, probably looking for around
30... | wouldn't be keen to spend in any case over
50, 55 because if it's chosen from a very good
restaurant then even stuff which is priced at 25
will probably be well selected.
Generation Treater, Male

at a pub dinner.”
Generation Treater,
Male

“Might ask for recommendations from the waiter
or the group I'm with. Find out what people fancy
drinking. And then, if there’s something that looks
interesting or that someone's interested in, then
we might go for that.”
Generation Treater, Female

(vinitrac] >6



GENERATION TREATERS: WHICH WINE BRANDS DO THEY BUY? W ne

Remember label design more than brand names

What is their attitude towards brands?

Mainstream brands are often viewed as something for everyday drinking —a
reliable guide when shopping at a supermarket or convenience store

More driven by visuals. They often don’t remember specific brand names, but will
remember the label / look of the bottle as something they enjoyed

They are keen to try new things, so will often choose something unknown and
recommended over a familiar brand

Brands you might find them drinking

. @
" ‘49 - VILLA MARIA @ﬁlﬂ}lﬂ@i?\jﬂ
@aa}l,ll_llem
Diablo o
ISLA NEGRA Oﬂjrﬁ/Bﬁ‘H
TORRES M&“
kil CLOUDY BAY

intelligence

“Well, so the red wine, pretty much I've got my firm
favourites for an everyday drinking, which is like the Wolf
Blass and stuff like that... it's mid-range, you normally get

that on a deal in the supermarket.”
Generation Treater, Female

“We tend to buy from one shop in particular. So, there is
an element of seeing stuff that we know there, come
back and picking that up once again. But actually, on the
whole I'd say we're keen on trying new things.”
Generation Treater, Male

“l can't remember names brands particularly well. And
remember what they look like. And so | suppose, maybe
I'm more affiliated with brand labels and how the bottle
looks. And that's how | remember more than the names.

Because | feel like there's so many great names, place

names, video names. | feel like | find it very difficult to

remember.”
Generation Treater, Female

(vinitrac] >7



GENERATION TREATERS: ALTERNATIVE WINE PACKAGING FORMATS W ne

High awareness and purchase of magnums

What do they think about alternative
packaging formats?

More likely to be aware of and have experimented with
alternative packaging such as large bottles / magnums.
They are viewed as something for a celebratory occasion

Although they have no higher awareness of bag-in-box
wine, they are more likely to have purchased it. Despite
some qualms about the perceived quality of box wine in
the UK, there is confidence about it from markets
associated with quality wine, like France. It is seen as a
good way to cater to large social groups

“I’dd buy a box if | knew we were going to have lots of people
around or if we're going on holiday... to somewhere that we're
going to be for quite a while... if we're traveling, it's kind of
easier to transport boxes.”

Generation Treater, Female

“I have bought wine in a box. When we go to France, we
sometimes buy wine in a box, because it's pretty nice. | think
wine in a box has really bad connotation. Like in the UK, people
don't tend to buy it because it just seems like it's cheap wine.”
Generation Treater, Female

“I think everybody loves the idea of a magnum. If you see one
it's quite tempting because it just looks good.”
Generation Treater, Male

%/ % higher / lower

intelligence

Awareness and purchase of alternative
packaging formats

Standard glass bottle (750 ml)

72% 82%

Large bottle / magnum (1.5L) 38% 75%

Glass bottle (500ml)

43% 73%
Half bottle (375ml) 24% 68%

Small bottle (single serve) 23% 65%

Regular bag-in-box (2.25L) - 14% 55%

Large bag-in-box (3L - 5L) - 17% 54%

Wine in a can 9% 42%

Pouch (1.51) . 6% 40%

. Purchase: % who have sought to
purchase the following types of
packaging in the past 6 months

Awareness: % who are aware
of the following types of
packaging

“if we're having quite a lot of people over, then we'll buy a
magnum. But | think most places, it's not that easy to get
magnums in the UK. There's a few wine bottles that do it, and if
we can get one, then we'll get a magnum.”
Generation Treater, Female

(vinitrac] >8



GENERATION TREATER: ALEX

Alex (36) works in finance
and lives in London

with his partner Sarah and
their 3 year old daughter
Alice

How does wine fit into your life?

Wine has definitely become more of a go-to for me in recent years.
Before | would only really have it with dinner at a nice restaurant, but
now I’'m more likely to go for wine in bars and pubs, assuming they have a
good selection! Since Alice came along, my social life has definitely shifted
from late nights in bars and clubs to a leisurely dinner or relaxed drink
with friends.

We’'ll also have a smallish collection of wine at home, although it doesn’t
stick around for long. During the pandemic, we definitely started drinking
wine more at home. We also found drinking at home meant we could buy
nicer bottles, without the mark-up you get in restaurants, so definitely
ended up buying much pricier bottles than we would normally. We are
looking forward to continuing to explore new wines post-pandemic.

A group of my friends are really into wine. Some are like me -
enthusiastic, but with a lot to learn, but a couple are really
knowledgeable. They’'ve been an amazing source of advice and have
really helped me understand more about wine. I've been on a few
vineyard tours and tastings, which were great even if | forgot most of
what they told me. | feel like I'm at that age now where | want to take a
more considered approach to what | drink and want to learn more.

W ne

intelligence

Which wines do you enjoy drinking?

| think it really depends on the situation. Are we eating? What
are we eating? What’s the weather like? That said, | am really
keen on this Sicilian red. | was out for dinner with a friend and
it was recommended by the waiter. | don’t think | had drunk
wine from Sicily before, but now | always look for them on
menus.

A lot of the restaurants and wine shops near us are really
focused on natural wine. I’'m not entirely sure what makes a
wine “natural”, but | find them really interesting and often
quite unusual. They often have really cool labels and a slightly
younger, laid-back vibe, which makes them feel more
accessible than some of the high-end traditional wines.

How do you choose your wine?

| feel much more confident choosing wine these days. | don’t
have a huge amount of knowledge, but feel like | know
enough to choose something | will probably enjoy.
Recommendations really help though. | think one of the
reasons you go to nice restaurants / bars or wine shops is
because the staff are so knowledgeable. It would be a shame
not to take advantage of that.

When I'm shopping in the supermarket, I'll usually pick up
some reasonably priced wines | recognise for everyday
drinking. | tend to turn to our local wine specialist when I’'m
willing to spend a bit more and want something special.

(vinitrac] >9
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MATURE TREATERS

WHO

= High income middle aged and older who are
often ‘Empty Nesters'. Mid-fo-high spending
and knowledgeable, but less frequent drinkers

INTERESTS AND VALUES
=  Pride in their home

= Sustainability

= Their health

RELATIONSHIP WITH WINE
Infrequent treaters. Don’t drink wine regularly,
despite good knowledge and engagement
with the category. Narrow repertoire of
preferred wines

On-ifrade drinkers. Favourite occasion for
drinking wine is with meals in restaurants

HOW TO ENGAGE THEM WITH WINE
Classic branding that they associate with
quality wines
Partnerships with food brands e.g.
recommendations with recipes, as part of
meal kifs or as a pairing at restaurant dinners
Prominent displays at trusted retailers e.g.
more premium supermarkets or specialist wine
retailers

KEY CHALLENGE FOR WINE BRANDS
Getting them to try something new. They
have their preferred wines and are wary of
frying anything that deviates too far from
them

@

INVOLVEMENT

W nhe

intelligence

SPEND

KNOWLEDGE

WHERE THEY SHOP
Higher-end supermarket chains and wine specialist

M&S

WAITROSE

& PARTNERS

Majestic @

Typical Mature Treater behaviour

Spend between £8 and £12 off-trade and
£15 and £20 on-frade

Drink wine weekly, often out at restaurants
Will have preferred varietals, country /
regions and will be guided by them

They will look out for recommendations
from trusted media sources

Mostly shop in supermarkets, with a
growing reliance on grocery e-commerce
Aftempting fo moderate their drinking and
enjoy more expensive wine infrequently

TESCO
BRANDS THEY DRINK
0..r 0
) C ( P
. — Campo Viejo
[yellow tail ]
B
A% BRANCOTT
ﬁ ESTATE
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MATURE TREATERS: PROPORTION OF WINE DRINKERS, VOLUME AND SPEND ON WINE

X2

Though less 19%
frequent in their
consumption, they
account for 16% of

spend on wine in

the UK due to Share of regular wine Share of total volume of Share of total spend on
i ; drinkers population wine sold in the UK wine in the UK
relatively higher

h 4

Off-trade 17% | 19%
On-trade 14% | 14%

b 4

spend per bottle

Wine consumption frequency (off-trade) Typical spend per bottle of wine (off-trade)

= £

o o

o [ i T 1

KITCHEN SENIOR MATURE ADVENTUROUS SOCIAL GENERATION SENIOR SOCIAL MATURE GENERATION

CASUALS BARGAIN TREATERS EXPLORERS NEWBIES TREATERS BARGAIN NEWBIES TREATERS TREATERS
HUNTERS HUNTERS KITCHEN ADVENTURDUS

CASUALS  EXPLORERS

Wine consumption frequency (on-trade) Typical spend per bottle of wine (on-trade)

5 FREQUENCY : SPEND ‘
[ e e ’

1
KITCHEN SENIQR MATURE RDVENTUROUS GENERATION SOCIAL KITCHEN SENIOR ADVENTUROUS SOCIAL MATURE TREATERS GENERATION
CASUALS BARGAINTREATERS | EXPLORERS TREATERS NEWBIES CASUALS BARGAIN EXPLORERS NEWBIES TREATERS
HUNTERS HUNTERS

| | o . vinitrac) 62
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers
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MATURE TREATERS: WHO ARE THEY?

%

High income

Female bias

Middle aged and
older

W nhe

intelligence

Gender
®

m

43% (47%)

?

57% (53%)

Age
(6%) (14%) (16%) (17%) (16%) (30%)

m18-24 m25-34 35-44 45-54 55-64 65 and over

higher / lower

Income
(annual total household income before taxes)

5% 12% 18% 12%

(11%) (19%) (18%) (11%) (29%)

< £20k £20k - £29k £30k - £39k £40k - £49k  ® £50k <
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MATURE TREATERS: WHERE DO THEY LIVE AND WHO WITH? W ne

intelligence
@ Where are they?&

Often married and

living with a

partner The North
21%

East Anglia and
South East
23%

O O
R
What's their relationship status? @) Who do they live with? %

Married 55%
| live with a partner and no children 43%
Single 22%
| live with a partner and children 29%
In a relationship 16%
| live alone 12%
In a civil partnership 2%
| live with my parents 7%
Engaged 2%
| live in a shared house / apartment 4%
Widowed 2%
| live with children, no partner 4%

% /| % higher lower I'I.I' nitracf 64



MATURE TREATERS: VALUES, ATTITUDES & INTERESTS W ne

intelligence
What are their interests?
What's important to them?

() QY o
The home, taking pride in it C[f:\ﬁ 'i.' //?7 ﬁ

Being eco-friendly, both for sustainability and health

Living healthier, more sustainable lives

: Movies or Environmental and
Cooking .
el o TV shows sustainable causes Politics
69% 68% 46% 46%
Their health, taking care of themselves and cutting down °
on unhealthy habits l / i
Following sport Ho(;nﬁ' Business
40% remodelling 27%
37%

What are their attitudes?
“Yes [sustainability is important]. And I'd rather

During a given week, | cook meals frequently — 51% drink wine with less chemicals in it and pesticides
Investing in education is important to me — 41% Matufengrg;itr;gr,s';emale

My home is an expression of my personal style —35%

| am typically willing to pay more for high-quality items — 34%

My cultural / ethnic heritage is an important part of who | am —32%

I like to take my time to find out the best value option in everything | do — 30%

| prioritise taking overseas trips and holidays — 25%

| try to buy food that is grown or produced locally (in the region where | live) — 24%

%/ % higher / lower

(vinitrac] 6>



MATURE TREATERS: ALCOHOLIC BEVERAGES W ne

intelligence
Health concerns drive attempts to cut down on drinking
Compared with others, they often enjoy:
@ What do they drink? White wine, red wine, rosé, Champagne,
) Prosecco, beer, gin and vodka
They have a wide alcoholic beverage repertoire, enjoying a range of
wine styles and spirits like gin @ Top 10 alcoholic beverages: Past 12 months

They have concerns about alcohol’s impact on their health and are
interested in low- and no-ABV alternatives including non-alcoholic

wines and spirits. White wine 84%
Red wine 79%
“It’s been really interesting to try alcohol free wine
as well, which is real'ly,, really |nteres.t|ng, to see how EroSeteo 68%
that fares and how it’s developed since the days of
Iceberg wine”
Mature Treater, Male Beer 66%
i 0
“| like gin and tonics, wine, and | like the non- Gin 61%
alcoholic gins, and | like Aperol spritz”
Mature Treater, Female Rosé wine 53%

“I generally drink red wine. That's my go-to drink of Champagne (French Champagne) 48%

choice. | have a beer or gin and tonic when it's very
hot” Cider 43%
Mature Treater, Female

Vodka 42%

Whisky / Whiskey 41%

%/ % higher / lower
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MATURE TREATERS: MOTIVATIONS FOR WINE DRINKING W ne

Wine is an infrequent treat to be enjoyed with food

Why do they drink wine?

Wine is something that gives them pleasure. It is an occasional treat,
enjoyed when dining out, at dinner parties or on special occasions

Wine is enjoyed as a luxury. They would rather spend their money on
higher priced bottles and drink less frequently

Traditionally, they choose wine when in the on-trade or out of the
house, but the COVID-19 pandemic has caused a shift, with wine
entering into more mundane occasions like solo dinners at home or
relaxing at the end of the day

“[I've drunk less during the pandemic] as |
haven't had big, expensive meals in restaurants
where a lot of wine gets consumed, and | haven't
had multi-course meals at home. It's been
simpler food.”

Mature Treater, Female

intelligence

“I would drink wine if I'm having a nice meal at
home, so something special, if we've got guests
at home, and obviously if it's a nice meal in a
restaurant, but | don't want to drink wine every
day.”

Mature Treater, Female

“It depends on the style of the restaurant. If you
go to a Thai restaurant, then the wine selection
might not be as good as say if you went to an
Italian restaurant, because obviously you'd
expect to find Italian wines in those
establishments of course.”

Mature Treater, Male

“I never used to drink at home, apart from if |
was having people over for a meal or something
like that, or friends over. But now | drink more
regularly on my own. Yes. So my habits have
changed this year.”

Mature Treater, Female
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MATURE TREATERS: WINE ENGAGEMENT

Wine is an accompaniment to an occasion, not the focus

How do they engage with wine?

Wine is less important to their lifestyles. It is something that
can enhance occasions like dining out or celebrations, but it
isn’t the sole focus of an activity

They prefer to spend on the best wine they can afford and
look skeptically at lower-priced or heavily discounted wines

They have their own personal preferences that come from
experience over time, which dictate the wines they choose to
drink

What influences their choices?

Trusted media and press sources, including Sunday
newspaper supplements and food television

Food, what they are eating, the restaurant, the occasion

Recommendations from friends and family

W nhe

intelligence

“[cheap supermarket wines are] the ones that
aren't very good.”
Mature Treater, Female

“It depends on the food, to a degree, a little bit.
So if | was having fish, then I'd tend to steer away
from my normal MO of a heavy red.”
Mature Treater, Male

“One of my favourite reds is a wine called Porta
Six, from Portugal... It gained notoriety actually
because James Martin said it was probably the
best red he'd ever drunk when he was doing
Saturday Kitchen on the BBC, several years ago.”
Mature Treater, Male

“The Sunday Times... So if | see, | especially did
this before lockdown, if they recommended a
wine in one of the wine journalists, that would
influence me to get it if | liked the sound of what
she was writing about.”
Mature Treater, Female
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MATURE TREATERS: WHERE THEY BUY WINE

Supermarket shoppers who will turn to specialist retailers for high-end purchases

Where do they buy wine?

u Likely to be supermarket shoppers. This has shifted online during the pandemic,
with everyday wine added to weekly shops

=  They use specialist wine retailers when shopping for special occasions or when they
want to make a more considered purchase

Top 10 wine buying channels

% who have bought wine from the following channels in the past 6 months
In a supermarket 82% (79%)

In a discount store 35% (36%)
From a supermarket website 34% (30%)

In a corner / convenience shop 26% (22%)

“I tend to go to places like Majestic quite a lot,
but equally the supermarkets as well.”
Mature Treater, Male

“Because of lockdown, we've been getting wine
delivered from the Wine Society... sometimes on
my Ocado shop, | get wine.”

Mature Treater, Female

Places where you might find them buying wine

M&S

E5T. 1884

WAITROSE

& PARTNERS

In a wine shop / off licence chain

From an online retailer

In an independent wine specialist store

From a wine club or membership organisation
From a delivery app

From a winery's website

(%): All UK RWD

19% (17%)
17% (16%)
14% (11%)
14% (10%)

B % Sainsbury’s TESCO

5% (6%) —— A S e e

wines + beers « spirits

Majestic O

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers
Wine Intelligence, consumers interviews
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MATURE TREATERS: VARIETALS

Drink a smaller range of varietals

What do they drink?
Varietal consumption

u More likely to enjoy the more commonly

. . . % who have drunk the following varietals in the past 6 months
drunk varietals in both red and white

-

=  They enjoy a smaller range of varietals ? .
than other groups and are less likely to Merlot _ 63%(57%)  sauvignon Blanc 67% (57%)
choose some of the less well-known
grapes Cabernet Sauvignon - 49% (44%) Pinot Grigio / Pinot Gris 58% (52%)
Malbec - 47% (41%) Chardonnay 51%(48%)
Shiraz / Syrah - 43% (40%) Pinot Blanc 29% (25%)
) . Chenin Blanc 25% (23%)
“| love Spanish wines, Pinot Noir - 42% (35%)
Tempranillo. Italian wines, " o Riesling 20% (18%)
Primfitivo for exa:npkle is one of rempranitio [ 25% (212 sémillon 14% (13%)
my favourite styles, love that, Zinfandel - 17% (16%)
from Italy. ” ° Moscato 11% (11%)
Mature Treater, Male Pinotage . 14% (14%) Viognier 8% (10%)
Grenache . 13% (13%) Verdejo 6% (6%)
Sangiovese I 8% (9%) Gewiirztraminer 6% (7%)
i 0
Carménere I 5% (6%) Albarifio 6% (6%)
Colombard 4% (7%)
Gamay I 5%(6%)
Griiner Veltliner 4% (5%)
Torrontés 3% (5%)
(%): All UK RWD
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers Ur-‘n itra C 70
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MATURE TREATERS: WINE ORIGIN

France is associated with quality wines

What do they drink?

More likely to prefer wines from the Old World, associating it with quality. France is
often mentioned as a place associated with high quality wines, although Spain

Australia and New Zealand are also popular countries of origin, but more eco-
minded drinkers express concern about the environmental cost of transporting them

“I like to get French if possible. It produces good
ones, it's also closer. | don't really want to get
wines being flown all over the world.”
Mature Treater, Female

Country of origin consumption: Top five

W nhe

intelligence

Compared with others, they are particularly
fans of wine from:
France, Spain, New Zealand

“I'like French white wines. | like the Burgundys,
and | quite like the Spanish Albarifio.”
Mature Treater, Female

“I like Spanish and Australian and good French.”
Mature Treater, Female

Region of origin purchase: Top five

< “ 41%
0, 0,
24% 24% 19%
France Italy Australia Spain New Zealand
58% 52% 47% 46% 43%
Prosecco Rioja Champagne  Bordeaux Marlborough
%/ % higher / lower
vinitrac) 71



MATURE TREATERS: HOW DO THEY SHOP FOR WINE?

Less price sensitive but like finding a good deal

@ How do they shop in the off-trade?

%

They are less price sensitive than others and are happy to buy expensive

bottles as a treat or for special occasions

Confident about the varietals, style and origins of the wines they enjoy in
different contexts, so will base shopping decisions on this

Price won’t dictate a purchase, but if something they enjoy is on promotion,

they will be drawn to it

Grape variety

Taste or wine style descriptions

The country of origin

Wine that matches or complements food

The region of origin

Recommendation by friend or family

A brand | am aware of

Promotional offer

Alcohol content

Recommendations from shop staff or shop leaflets
Appeal of the bottle and / or label design
Recommendation by wine critic or writer

Whether or not the wine has won a medal or award
Recommendation by wine guide books

% higher / lower

Mature
Treaters

945

80%
70%
69%
68%
63%
61%
56%
49%
40%
34%
33%
28%
27%
22%

RWD

5,004
76%
64%
66%
59%
59%
55%
58%
56%
48%
31%
35%
28%
26%
23%

W nhe

intelligence

“I believe Apothecary is on a ridiculous price at
Tesco, for example, this week. So it's about
seeing what's around, for example, and what's
on a really, really good deal.”

Mature Treater, Male

“One of my favourite reds is actually from
Lebanon, called Chateau Musar... That is about
45, | think, or 50 pounds a bottle, somewhere

around there, so very occasionally might do that
for a treat.”
Mature Treater, Male

“It depends on the occasion, and occasionally it's
good to get something that's in that much higher
bracket because you do appreciate the quality
that goes into it.”

Mature Treater, Male

“But | look for the offers in Waitrose. Like | say, |
do know my wines, so | know the differences,
and | would look at the special offers and go for
those countries of origins.”

Mature Treater, Female
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MATURE TREATERS: HOW DO THEY ENGAGE IN THE ON-TRADE?

Confident on-trade drinkers, usually pairing wine with food

Wine in the on-frade

Choose wine on-trade in venues they consider to have a good wine
selection — more formal restaurants, wine bars — and will avoid in venues
like pubs

Wine more often accompanies a meal. Choices will depend on what is
being eaten and group preference

Feel confident with a wine list and will order based on preferred varietal.
Will avoid the cheaper bottles, aiming for something they think will be
good at a fair price

Less likely to ask for recommendations. If they do, it will be with instruction
based on their preferred wines

W nhe

intelligence

“I never drink wine in pubs because it's always
so naff.”
Mature Treater, Female

“If I was going to go and drink a glass of wine,
then | would try and find a wine bar
somewhere, generally speaking.”
Mature Treater, Male

“We just like to ask the staff, we'll say, "What
would you recommend that’s reasonably
priced on this menu?" And have a little chat
with them.”

Mature Treater, Female

“The cost of it would have an impact because
some wine lists have incredibly expensive
wines on them, but | wouldn't necessarily go
for the cheapest or the house wine.”
Mature Treater, Female

“What we're eating, and then what the people
you're with would like as well. You get to have
a little chat about what you're eating and what
you feel like.”
Mature Treater, Female
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MATURE TREATERS: WHICH WINE BRANDS DO THEY BUY?

Brand-aware but with low conversion for mainstream brands

“It's labels that | look at. | know my labels rather
than the names. The Campo de something or other
= Aware of popular brands and will often recognise label design, but don’t of the Riojas. So I do have the wines that | know by

necessarily base purchasing decisions on them label that | would pick up.
Mature Treater, Female

What is their attitude towards brands?

= The term “brand” isn’t associated with more prestigious wine producers. It brings
to mind more easily accessible, affordable brands, so when asked there is a

“What's the brand in wine?”
tendency to say they don’t buy wine brands

Mature Treater, Female

Brands you might find them drinking

> Canpe©
ampo Wiejo
BAREFCDT - J

[ yellow tail]

[ B]

>, 4 ’
— e B R_ANC OTT o A selection of wines from an Mature
BA R?CK ESTATE Treater’s home
Alaliot
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers Ur.'n itra C. 74

Wine Intelligence, consumers interviews



MATURE TREATERS: ALTERNATIVE WINE PACKAGING FORMATS W ne

intelligence

High awareness of alternative packaging but clear preference for standard bottles

What do they think about alternative
packaging formats?

A strong preference for standard glass bottles. Viewed
as the correct way to serve wine

Often have experiences of boxed wine from their youth
and associate it with poor quality, cheap wine. Open to
it in theory if they were reassured of the quality and can
see the benefits with regards to sustainability and value,
but don’t currently buy

“The boxes back in the day weren't very good. They
were quite cheap wine. So I'm still remembering
that. | don't know if the quality has improved.”
Mature Treater, Female

%/ % higher / lower

Awareness and purchase of alternative

packaging formats

Standard glass bottle (750 ml) _90% 95%
Small bottle (single serve) - 24% 86%

Regular bag-in-box (2.25L) . 10%
Large bottle / magnum (1.5L) - 11%

Half bottle (375mi) [ 8%

Large bag-in-box (3L - 5L) I 4%

Glass bottle (500ml) - 19%

Pouch (1.5L) l 6%

Wine in a can I 4%

Awareness: % who are aware
of the following types of
packaging

73%
71%
68%
62%
61%
49%
49%

. Purchase: % who have sought to
purchase the following types of
packaging in the past 6 months
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MATURE TREATERS: RUTH

Ruth (66) lives with her
husband in an affluent
suburb of London. She is . .
retired and has two grown up
children who have left home

How does wine fit into your life?

I've been drinking wine for years. It's something | usually have with
dinner, maybe once or twice a week. | wouldn’t tend to drink it with a
more casual, simple supper at home — more when we are making an
effort or going out for a drink. It’s also something | associate with
Christmas, Birthdays, weddings and other celebrations, which we
definitely spend a bit more for.

During the pandemic, I've been drinking wine at home because | haven’t
had the chance to go out as much. As there have been less opportunities
to go out for fancy meals, | think I've been drinking less.

| also enjoy G&T’s and the odd Aperol Spritz, though I've been trying to
drink less for health reasons. I've been experimenting with no-alcohol
drinks actually, Seedlip is one of my favourites.

W nhe

intelligence

Which wines do you enjoy drinking?
I've always preferred French wines. It's a country with a

strong winemaking heritage. I'm particularly fond of wines
from Bordeaux and love the occasional glass of Champagne.

If 'm drinking red, | tend to stick to Merlot or Cabernet
Sauvignon and for white a Pinot Grigio or Sauvignon Blanc.

| don’t really think of good wines as brands, but there are
some labels | recognise and will buy if I'm in the supermarket.
| can be confident I'll enjoy the Campo Viejo.

How do you choose your wine?

It depends on the situation. Often my husband and | will look
for wines we are familiar with and order one that suits the
food we are having.

When I’'m with my friends, we like to have a chat with the
waiter. Tell him what we like and see what he recommends
that could be similar.

| don’t want to spend a crazy amount of money on a bottle of
wine, but also won’t go for the cheaper bottles on the menu.
I’d much rather spend a bit more and be sure it’s going to be
good.
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SOCIAL NEWBIES

WHO
= Young professionals (Gen Z and younger
Millennials)

INTERESTS AND VALUES

» Friendships — old and new, building networks
= Establishing and progressing careers

= Exploring the world — locally, abroad, hobbies

RELATIONSHIP WITH WINE

= ‘Happy-go-lucky’ open fo frying whatever is in
front of them, whatever the group is drinking
Valuable in restaurants. Socialise in the on-
frade frequently and are more likely to choose
wine in these contexts
Future potential. Low current knowledge and
confidence in the category, but could grow
info even more valuable segments with
experience

HOW TO ENGAGE THEM WITH WINE
Social events — fun experiences with a role for
wine (rather than wine specific events) e.g.
music events at wineries
Availability in their local restaurants — a key
place they discover new wines
Memorable labels - they struggle to
remember brand names

KEY CHALLENGE FOR WINE BRANDS

= Being remembered. Drink a ot of wine
socially, but do not pay attention to what they
are drinking

(0]

L

O

WHERE THEY SHOP

Convenient, uninfimidating locations
53 B2
on

ASDA Salnsburys Morrlsons

gggggg

TESCO QB

- - ALDI

BRANDS THEY DRINK
Low brand awareness, often buying mainstream
brands with labels / icons they can remember

o lower ’ MOST WANTED
atup 0 UIEJ 0 ‘
7

BLOSSOM y
e HILL.

BAREFCDT

[yellow tail]

rrequency (G
@SPFND

=

INVO%VEI\S.;NT- ' -

KNOWLEDGE

H 1

HS9IH

Typical Social Newbie behaviour

Will spend between £6 and £9 off-trade
and £14 and £16 on-frade

Convenience shoppers — will buy wine
when needed from the most accessible
store

Promotion driven — price is front of mind
when shopping

Low knowledge and confidence — will buy
mainstream brands they recognise and
rely on recommendations

Open to try anything. Knowledge isn't
developed enough to have clear varietal /
geographical preferences

echo falls
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SOCIAL NEWBIES: PROPORTION OF WINE DRINKERS, VOLUME AND SPEND ON WINE

zcm

The most frequent
drinkers, drinking

more often and
spending more for
on-trade occasions

Share of regular wine Share of total volume of Share of total spend on
drinkers population wine sold in the UK wine in the UK

h 4

. 4

Off-trade 16% | 15%
On-trade 26% [ 25%

Wine consumption frequency (off-trade) Typical spend per bottle of wine (off-trade)

= z

o o

- ! T

KITCHEN SENIOR MATURE ADVENTUROUS SOCIAL GHNERATION SENIOR SOCIAL MATURE GENERATION

CASUALS BARGAIN TREATERS EXPLORERS NEWBIES YREATERS BARGAIN | NEWBIES TREATERS TREATERS
HUNTERS HUNTERS g NTUROUS

CASUALS  EXPLORERS

Wine consumption frequency (on-trade) Typical spend per bottle of wine (on-trade)

z 3
o FREQUENCY o SPEND
R R B S A e
KITCHEN SENIOR MATURE ADVENTUROUS GENERATION SOCIAL KITCHEN SENIOR ADVENTUROUS SOCIAL MATURE TREATERS GENERATION
CASUALS BARGAINTREATERS ~ EXPLORERS TREATERS| NEWBIES CASUALS ~ BARGAIN EXPLORERS| NEWBIES TREATERS
HUNTERS HUNTERS

R _— ) o vinitrac) 79
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



SOCIAL NEWBIES: WHO ARE THEY?

Gen Z & younger
Millennials Age

Average income
25% 11% 4% 1%

Slightly higher
proportion of men (6%) (14%) (16%) (17%) (16%)(30%)
m13-24 m25-34 35-44 45-54 55-64 65 and over

Gender
®

Income
(annual total household income before taxes)

56% (47%) 8% 21% 20% 12% 29%

(11%)  (19%) (18%) (11%) (29%)
< £20k £20k - £29k £30k - £39k £40k - £49k m£50k <

44% (53%)

(%): All UK RWD
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers Ur.'n itra C. 80
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SOCIAL NEWBIES: WHERE DO THEY LIVE AND WHO WITH?

2

Segment most
likely to be single

More likely than
others to live in The North
London or Northern 23% (22%)
cities

London
22% (13%)

What's their relationship status? Qf/;’ Who do they live with?  ¢||R

Married 50% (55%) | live with a partner and children 46% (31%)
Single 35% (23%) | live alone 19% (18%)
i H () 0,
In a relationship 11% (12%) | live with my parents 12% (6%)
In a civil partnershi 3% (3% .
: P 6 (3%) | live with a partner and no children 11% (36%)
Engaged 1% (2%) . . .
| live with children, no partner 6% (4%)
A Uk R Widowed 0% (3%)
% '% Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level I live in a shared house / apartment 5% (4%)

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers Ul,-'n itra C. 81

Wine Intelligence, consumers interviews



SOCIAL NEWBIES: VALUES, ATTITUDES AND INTERESTS W ne

intelligence
A social group, enjoying excitement and the new
&’ What are their interests?
What's important to them? B0
> - l
Being active, travelling, socialising, looking for Q - '
excitement Cooking I}/I\;)v;]es or
N shows i
Education and career-focused, often in higher 61% 579% 4;;:h'0n

education or the early stages of their career

Expressing themselves, through fashion and % Q
creative endeavours gl

What are their attitudes?

During a given week, | cook meals frequently — 41%

Following o
sports Dieting
0,
39% 31%

My cultural / ethnic heritage is an important part of who | am —37%

. - _— - _apo
I am typically willing to pay more for high-quality items— 36% “Most of my socialising was with big groups of my

Investing in education is important to me — 36% friends”

. . Social Newbie, Male
My home is an expression of my personal style —35%

| frequently choose active holidays with lots to do — 34%

| like to take my time to find out the best value option in everything | do —34%

Risk-taking is exciting to me —33%

%/ % higher / lower
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SOCIAL NEWBIES: ALCOHOLIC BEVERAGES W ne

intelligence
Choices influenced by occasion and company
What do they drink? @ Top 10 alcoholic beverages: Past 12 months
Narrower beverage repertoire than other segments
Choice heavily influenced by social occasion — the lack of White wine 73%
opportunities to go out during the pandemic has reduced consumption
of ‘going out’ drinks like spirits and mixers Red wine 71%
“Typically, | would have maybe a vodka and Beer 61%
mixer... sparkling wine of some sorts and normal
wine and maybe beer as well.” o
Social Newbie, Male Prosecco 23%
Rosé wine 52%
Gin 47%
“| probably haven't Vodka 46%
drunk much vodka or
spirits, over the past e 42%

year or so.”
Social Newbie, Male

Whisky / Whiskey 39%

Rum 35%

Inside a Social Newbie’s house

%/ % higher / lower
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Wine is a social drink to be shared on-trade

Why do they drink wine?

As part of social occasions. Wine is drunk as an accompaniment to
out of home activities, including dinner or drinks with friends

Wine is associated with food and is seen as the go-to
accompaniment for a nicer meal at a restaurant. It is viewed as
mature and sophisticated — something that makes an occasion a bit
more special

Choice is often determined by the occasion or group they are with.
They will happily go with the group preferences

During the pandemic, they began to explore wine more at home in
occasions where they would normally choose something else or not
drink at all. They found it to be a versatile, enjoyable drink and
intend to keep these new habits — like wine with casual dinners or to
unwind after work

“I don't normally drink at home. | did do for
lockdown and that was wine, but it was very rare.
| don't normally drink. I'm more of a social
drinker, so | don't just drink on my own.”
Social Newbie, Male

SOCIAL NEWBIES: MOTIVATIONS FOR WINE DRINKING W ne

intelligence

“I think for the most part, it's generally if | go out
for dinner... we could maybe get wine for the
table, and I'll drink that.”

Social Newbie, Male

“I'll drink wine if we're going out for a meal or if
we're celebrating a birthday or something, but it
could be something like just had a long day at
work and feel like | deserve it.”

Social Newbie, Female

“l would drink wine at home after work and
evenings or something, or if | was going around to
a friend's house, | would bring a bottle of wine
and we would probably drink it then. Typically, |
wouldn't drink wine out in a pub or restaurant,
but | have occasionally. ”

Social Newbie, Male
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SOCIAL NEWBIES: WINE ENGAGEMENT W ne

intelligence

Frequent, enthusiastic drinkers with low knowledge

“There's so many different wines out there, it gets
quite overwhelming, | believe. Well, for me
How do ihey engage with wine? anyway, it's quite overwhelming.”
Social Newbie, Male

Wine drinking is a relatively new addition to their lives — they
are still learning how to navigate what they like and what works

for them ) )
“Mostly in a nice restaurant, I'll probably start

They don’t actively seek out knowledge of the category and drinking wine. And also, I've done it before, but
can find the range of wine information available intimidating more socially with a broad set of friends, because
at times some of my friends don't drink pints. They are just

wine drinkers, or just spirit drinkers in general. So,
They are frequent drinkers and spend in line with the market 'l end up switching it to that.”
average. However, they don’t see the value in spending more, Social Newbie, Male

even occasionally

Consider wine a sophisticated choice for occasions like special

dinners out “My dad is very keen on wines and learning about
them. So he's passed some of that knowledge
What influences their choices? NIED 2.
Social Newbie, Male

Price is important. They don’t necessarily want to go for the
cheapest wines, but don’t always see the value in spending

more on a bottle . :
“I'd say my family helps me choose wine. All the

Group preferences. They will happily defer decisions to friends women in my family drink wine so I've just been

or family deemed more knowledgeable brought up with it, and recommendations from
them.”

Personal recommendations. Knowledge often comes from Social Newbie, Female

family who are more invested in the category

(vinitrac] &



SOCIAL NEWBIES: WHERE THEY BUY WINE

Shop for wine in a broad range of channels

Where do they buy wine?

=  They personally buy wine less frequently off-trade, often relying on others
who are more engaged in the category — parents, friends, partners

= When they buy wine, it is from a broad range of channels. Typically, they
do not plan ahead and so purchases normally happen at locations that are
convenient

=  They are comfortable shopping online, but don’t use it as a regular
channel for wine shopping. They see its utility for buying brands less
available in supermarkets and convenience stores, but rarely do this

Top 10 wine buying channels
% who have bought wine from the following channels in the past 6 months

In a supermarket 65% (79%)

In a discount store 38% (36%)
35% (30%)
34% (22%)

23% | (16%)

From a supermarket website
In a corner / convenience shop
From an online retailer
In a wine shop / off licence chain 22% (17%)
18% (6%)
17% (11%)

From a winery's website
In an independent wine specialist store

From a delivery app 17% (5%)

From a wine club or membership organisation 15% (10%)

(%): All UK RWD

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers
Wine Intelligence, consumers interviews

“Now that | know that this is the [wine] that | like and you
can't necessarily buy it in store, yes [to buying online]. But
I think if it weren't for that, then | would primarily be
buying from shops, because it's just easiest.”

Social Newbie, Female

“I tend to buy wine from
just your normal chain
grocery shops, like
Sainsbury's or Lidl or you
have Tesco or whatever is
close, really.”
Social Newbie, Male

“My family members buy in bulk
so they'll get a delivery, and it
seems like a good way of doing
it... with me I'll fancy a bottle
and then go get it rather than
have a stock in the house.”
Social Newbie, Female

Morrisons

Places where you might find them buying wine

Sainsburys
T~~~

ASDA

coO
op

TESCO

Since 1899
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SOCIAL NEWBIES: VARIETALS

Cautiously exploring varietals through recommendations

What do they drink?

= Discover new varietals usually through
recommendations from family and
friends

=  They have a few varietals they are aware
of and will turn to them when they want
to be sure they will enjoy the wine, but
are also flexible and open to try new
things

“I think | probably discovered [Merlot] at a
dinner... definitely when you're having it with
some red meat or with a roast, whatever, |
do definitely enjoy it then.”

Social Newbie, Male

“I tend to like Sauvignon Blancs in a white
and probably I'd go for a Merlot in a red, but
again, I'm not exclusive on those types.”
Social Newbie, Male

(%): All UK RWD

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level

?Merlot
Pinot Noir
Cabernet Sauvignon
Malbec
Shiraz / Syrah
Zinfandel
Pinotage
Tempranillo
Grenache
Sangiovese
Gamay

Carménere

Varietal consumption

% who have drunk the following varietals in the past 6 months

22%(16%)
21%(14%)
18% (21%)
17% (13%)

15% (9%)

B 4% (6%)
B 2% (6%)

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

Wine Intelligence, consumers interviews

44% (57%)
34% (35%)
33% (44%)
30%(41%)
29%(40%)

Chardonnay
Sauvignon Blanc
Pinot Grigio / Pinot Gris

Pinot Blanc
Chenin Blanc
Moscato
Riesling
Sémillon
Albarifio
Torrontés
Colombard
Viognier
Gruner Veltliner
Verdejo

Gewdirztraminer

46%(48%)
43%(57%)
41% (52%)
36% (25%)
23% (23%)
22% (11%)
20% (18%)
16% (13%)
14% (6%)
14% (5%)
14% (7%)
13%(10%)
11% (5%)
11% (6%)

9% (7%)
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SOCIAL NEWBIES: WINE ORIGIN

Unsure how to navigate wine origin

What do they drink?

Given their lower category knowledge, when choosing wine, they are not
giving too much thought or preference to particular places of origin

They have an idea that some countries are better known for wine, but will
prioritise other factors like price point when making purchasing decisions

“I wouldn't say I'm particularly interested in the
country.”
Social Newbie, Male

W nhe

intelligence

“I don't know much about wine at all. If you hear like
something Frenchy, then obviously, you'd go for French,
because obviously that's what the French are known for,

is wine.”
Social Newbie, Male

“Probably price point is a bigger factor for me than
specific regions. | mean, | probably have a broad idea of
the better wine producing countries, but | wouldn't say

it actually comes into my thinking most the time. It is
just price point, really”
Social Newbie, Male

Country of origin consumption: Top five Region of origin purchase: Top five

O 0

Italy France Spain Australia South Africa

@ e 30%

0,
22% 19% 19%

14%

34% 34% 32% 25% 24%

Prosecco

%/ % higher / lower

Bordeaux  Champagne Rioja Cava
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SOCIAL NEWBIES: HOW DO THEY SHOP FOR WINE? W ne

intelligence

Varietal and origins less important

“Between 5 and 10 pounds, | think | would pay for

@ How do ihey ShOp in the off-trade? a bottle of wine... If it was for someone's parents

or for someone else, | would tend to spend a bit
more than that, but for myself | would say.”

Price is a key factor. They will seek out wines within a price range they are g )
Social Newbie, Male

comfortable with and will have an eye out for promotions

They approach wine visually, looking for labels they recognise or designs that

appeal. Country, region, varietal is of less importance compared to other cues
“I'm very attracted to good-looking labels and also

Driven by occasion — what they are eating is important, as is why they are equally important is the price of the wine.”
buying wine. They are more inclined to spend more for a gift than on themselves Social Newbie, Male

“Price is obviously a big factor... | think it's

S°Ci”_'| RWD probably whatever takes my fancy. I'm very much
Newbies like an off-the-cuff person, who will just go, "Yeah,
n= 227 2,004 that will do me”. | don't plan ahead.”
Wine that matches or complements food 68% 59% . .
. : : Social Newbie, Male
Recommendation by friend or family 68% 55%
Grape variety 68% 76%
Alcohol content 64% 48%
A brand | am aware of 63% 58%
Premeiens] e 63% 56% “There was a bottle | bought from M&S not long
Taste or wine style descriptions displayed on the shelves or on wine labels 62% 64% ago. I think it's called Chronic Wine and it's a
The country of origin 62% 66% Californian variety, and it just had this really cool
The region of origin 58% 59% graffiti style label. So yeah, I'm not particularly
Appeal of the bottle and / or label design 55% 35% looking at the grapes necessarily. I'm just drawn
Recommendations from shop staff or shop leaflets 54% 31% towards what looks quite fun or quite different.”
Recommendation by wine critic or writer 52% 28% Social Newbie, Female
Recommendation by wine guide books 49% 23%
Whether or not the wine has won a medal or award 47% 26%
%/ % higher / lower
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SOCIAL NEWBIES: HOW DO THEY ENGAGE IN THE ON-TRADE?

Wine is associated with meals or more formal occasions

. Wine in the on-trade

Wine isn’t always the first choice when drinking in the on-trade. In venues like pubs
and bars, there is often a preference for beer or spirits and mixers. Wine is chosen at
more sophisticated meals and is deemed the “mature” choice

= Wine is seen as something to have with a nicer meal in a restaurant. They are often
happy to go for the house bottle or one of the cheaper options, or leave the decision
making to others in the group

Social Newbie
drinking wine at a
restaurant meal
with their girlfriend

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers
Wine Intelligence, consumers interviews

“Depending on the restaurant, | do normally go
for kind of the house red, if | feel up for it. And it
also depends on the company, to a certain
degree, as well. Like, say, you don't go to
Wetherspoons and ask for a house red.”
Social Newbie, Male

“I' have had it in restaurants and in those
situations, usually someone else will be buying a
bottle and | will have some of that.”
Social Newbie, Male

“If | pick for myself or if I'm with people who |
know have the same taste wines as me, we
usually just go for the house white or the house
red.”

Social Newbie, Male
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SOCIAL NEWBIES: WHICH WINE BRANDS DO THEY BUY?

Open to trying most brands, but still not very familiar with many of them

What is their attitude towards brands?

“Those would be the very cheap fruity wines, like
Blossom Hill and Gallo and Sijnn and Dell, or

= They don’t have good recall of specific brands, but are aware there are ones they have something"
enjoyed in the past. Recall is often visual and driven by label design rather than brand Social Newbie, Male
name

“The one | normally go to is Barefoot. | like the
brand of that one... honestly, it's just the price,
and it's just there. It's simple enough to pick up,
and I like the taste of it. "
Social Newbie, Male

= Very open to trying new brands, as long as the price is right and the aesthetic and
description of the wine appeals

yellow label one. Always seem to gravitate towards that."
Social Newbie, Female

“There's one that we always get, the Campo Viejo, the

Mainstream brands you might find them drinking: Wine brands in a Social Newbie’s home |
N [ yellow tail |’ ..
. Black
BLOSSOM

‘fower pareraoT

( HILL.

MOST WANTED

0
echo falls CampoOicjo CANTI w

%/ % higher / lower
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SOCIAL NEWBIES: ALTERNATIVE WINE PACKAGING FORMATS W ne

intelligence

Openness to trying wine in alternative formats — and more experience

What do they think about alternative

packaging formats?

Awareness of alternative packaging is lower, but those
who have tried them often feel positively towards them

Smaller formats are seen as convenient — a good way to
drink wine on the go or in social occasions outside

Box wine is seen as a good value alternative —

something to be shared in a big group

“When | used to commute I'd occasionally get a mini
one from, | think it's from the little M&S in a train
station, that is in a kind of glass shape that you peel

of the lid.”
Social Newbie, Female

“I'm aware that they come in cans. I've
never considered it for myself, but |
wouldn't say no. Maybe for a picnic or
something like that, it might be
appropriate.”

Social Newbie, Male

%/ % higher / lower

Awareness and purchase of alternative
packaging formats

Standard glass bottle (750 ml) _ 60% 68%
Large bottle / magnum (1.5L) - 21% 51%

lass bottle (soomi) [ G 33~ 51%
Half bottle (375mi) [N 5% 43%
Small bottle (single serve) - 17% 43%

Large bag-in-box (3L - 5L) [ 9% 39%
Regular bag-in-box (2.25L) - 11% 37%
pouch (1.51) [ 10% 35%
Wine in a can - 9% 29%
Awareness: % who are aware . Purchase: % who have sought to
of the following types of purchase the following types of
packaging packaging in the past 6 months

“I've bought wine in a box before, especially for cooking, but also for drinking.
I don't mind wine out of a box...you get better value when you buy wine in a
box. You get more wine for costing less than you would in a bottle.”
Social Newbie, Male
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SOCIAL NEWBIE: JAMES

James is 25, he lives in
London with a
housemate. He just
started a new job at an
advertising agency.

How does wine fit into your life?

| really enjoy wine, especially if I'm out for drinks or a meal with friends.
It’s not always my first choice — depending on what I’'m doing or who I'm
with I'll often choose spirits or beer instead. | enjoy getting a bottle of
wine if I’'m going for a nice meal with my girlfriend or a dinner party at a
friend’s house. Some of my friends definitely prefer wine when out and
I'll always be happy to have it with them.

Normally, | didn’t really drink wine at home, but during the pandemic I've
been having it a bit more with dinner or just to relax in front of the TV. |
spent a bit of time back at my parents’ house during the first lockdown
and enjoyed sharing some of the wine they keep at home. There were
some | really enjoyed, but | can’t say | know much about them.

| first probably drank wine at family meals and occasions when | was
younger, but | only started buying it for myself at University. We’d usually
buy some cheap bottles for parties and when people came round for
dinner, but | didn’t spend much time thinking about what | was drinking.
Now | think we are a bit more considered. My friends and | have an idea
of what we will probably like and won’t go for the cheapest bottle in the
shop. However, I've never sat down and studied wine — there is so much
to learn and it feels quite intimidating! Maybe one day I'll take more of a
serious interest in it.

Which wines do you enjoy drinking?

| don’t know much about types and styles of wines. On the
whole | prefer white and | usually find Sauvignon Blanc’s to be
nice. I'll look out for them at shops and restaurants. I've been
getting more into red wine too recently. | tried Merlot years
ago and didn’t like it, but now | see how it can be really nice
with food.

| also really enjoy a rosé in the summer — I've had some really
nice ones on holiday. Wine seems to be much better value in
places like France and Spain!

I know that wines from countries like France are meant to be
the best, but | can’t say the origin of a wine makes a huge
impact on what | drink. If I'm being honest, if someone pours
me a glass of wine, I’'m happy to try it whatever it is!

How do you choose your wine?

Ultimately, | look at price first. If I'm at the supermarket or
corner shop on the way to see some friends, I'll look for
something around £5 - £7. | don’t buy as cheap wine as | used
to, but | don’t think | know enough now to make spending a
lot worth it.

If 'm at a restaurant, I'll usually go for the house wine. It’s
usually a good price and | assume they would choose
something nice for it. If I'm with other people, like my family
or friends who know a bit about wine, I'll let them order, but |
don’t want to spend more than I’'m comfortable with.
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WHERE THEY SHOP BRANDS THEY DRINK

Mostly in supermarkets / with their grocery shop, in
places with good value options
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SENIOR BARGAIN HUNTERS: PROPORTION OF WINE DRINKERS, VOLUME AND SPEND ON WINE ‘

1%

27% 18%

Share of regular wine Share of total volume of Share of total spend on
drinkers population wine sold in the UK wine in the UK
Off-trade 19% | 15%
On-trade 15% [ 11%
Wine consumption frequency (off-trade) Typical spend per bottle of wine (off-trade)
z z
o o
& T )
KITCHEN SENIOR MATURE ADVENTUROUS SOCIAL GENERATION SENIOR SOCIAL MATURE GENERATION
CASUALY BARGAIN TREATERS EXPLORERS NEWBIES TREATERS BARGAIN |  NEWBIES TREATERS TREATERS
HUNTERS HUNTERS {ITCHEN ADVENTUROUS
CASUALS  EXPLORERS
Wine consumption frequency (on-trade) Typical spend per bottle of wine (on-trade)
z S
o FRE o 5
KITCHEN  SENIOR MATURE ADVENTUROUS GENERATION SOCIAL KITCHEN SENIOR ADVENTUROUS SOCIAL  MATURE TREATERS GENERATION
CASUAL$ BARGAINTREATERS  EXPLORERS TREATERS NEWBIES CASUALS BARGAIN | EXPLORERS NEWBIES TREATERS
HUNTERS HUNTERS

96
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers vin ltra C.



SENIOR BARGAIN HUNTERS: WHO ARE THEY?

Age
(6%)(14%) (16%)  (17%) (16%) (30%)

W 18-24 m25-34 1 35-44 45-54 ' 55-64 m 65 and over

Gender
®

II Income

(annual total household income before taxes)
37% (47%)

] 15% 20% 20%
“ (11%) (19%) (18%) (11%) (29%)
63% (53%) < £20k £20k - £29k £30k-£39k = £40k-£49k W £50k <
(%): All UK RWD
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level 11”'” itra C 97

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



SENIOR BARGAIN HUNTERS: WHERE DO THEY LIVE AND WHO WITH?

Where are they?&

“‘ The North
“’lup 23% (22%)
'b“'% Midlands

" 17% (15%)

o QO

What's their relationship status? Who do they live with? hH]]\

=

Married 51% (55%) | live with a partner and no children 42% (36%)
Single 23% (23%) | live with a partner and children 22% (31%)
In a relationship 14% (12%) I live alone 21% (18%)
Widowed 5% (3%) . .
| live with my parents 6% (6%)
In a civil partnership 2% (2%)
| live with children, no partner 4% (4%)
Engaged = 1% (2%)
(%): All UK RWD | live in a shared house / apartment 3% (4%)
% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level 'iullf-n itra C 98

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



SENIOR BARGAIN HUNTERS: WHAT DO THEY DRINK? W ne

intelligence
White wine from well known brands
# ) what do they drink? G Top 5 alcoholic beverages: Past 12 months
They are predominantly white wine drinkers, with
limited toire of alcoholic b S
a more limited repertoire of alcoholic beverages White wine 78%
They have good awareness of country and region
of origin, but are less motivated by them when Red wine 66%
choosing a bottle
They prefer to stick to what they know and have a Beer 55%
low level of interest in the category
_ ) Prosecco 54%
Their commonly drunk brands have the highest
levels of awareness amongst regular wine drinkers Gin 46%
Country of origin consumption: Top five T Brands you might find them drinking:
™ sﬂ @
-5~ )1
. BLOSSOM
h - ' N /" HILL.
O 9 0O S ( BAREFCDT
France Australia Italy South Africa Spain h f 11 1‘}‘
42% 41% 38% 32% 31% €Cno 1rat.ts G 3110

FAMILY

%/ % higher / lower vinitrac 99



SENIOR BARGAIN HUNTERS: OFF-TRADE AND ON-TRADE W ne

intelligence
Infrequent drinkers who look for value
) oOff-trade behaviour ) on-trade behaviour
Most frequent drinking occasions are a relaxing drink at the end of Infrequent on-trade drinkers. Most likely to drink wine
the day and an informal meal at home at arestaurant and are less likely to just go out for a
drink

They are predominantly supermarket shoppers and rarely buy from
more specialist retailers or online Average spend is between £10 - £14.99, lower than the

average regular wine drinker
Purchase cues include grape variety, promotional offers and

familiar brands

The spend around £5-6 on more casual occasions, going up to £8 for

gifts
IR ) off-trade choice cues ) Top 5 wine-buying channels
Grape variety
In a supermarket 82%
In a discount store 33%
Promotional offers Familiar brands
From a supermarket website 23%
Taste descriptors In a corner / convenience shop 15%
In a wine shop / off licence chain 9%

Country of origin

%/ % higher / lower vinitrac. 100
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KITCHEN CASUALS

WHO

o FREGUENGHNN | NN
only drinking wine at home and not when out in
o seeno N W

the on-trade
RELATIONSHIP WITH WINE @ INVOLVEMENT - ] -

Low value. Lowest spending segment with little

HOIlH

interest in the category KN O WLEDGE
~ —
A
Drink wine infrequently. Mainly have a glass or
wine to relax at home B
: : _ WHERE THEY SHOP . BRANDS THEY DRINK
Some wine knowledge due to time and Mostly in supermarkets / with their grocery shop, in More likelv to b label
experience in the wine category places with good value opfions orefikelyio buy owniabe

Stick to what they know and like

ASDA IE2¢€°
a Sainsbury’s [Supermarket’s own]
echo falls

Morrisons
™
BLOSSOM

Q HILL™  JACOB'S CREEK
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KITCHEN CASUALS: PROPORTION OF WINE DRINKERS, VOLUME AND SPEND ON WINE

Though they
account for 14% of
wine drinkers, they

have the lowest
consumption
frequency and
spend on wine

Share of regular wine

drinkers population wine sold in the UK

h 4

Off-trade

8%

Share of total volume of

Share of total spend on
wine in the UK

b 4

5%

_/

9% | 7%
On-trade 5% [ 3%
Wine consumption frequency (off-trade) Typical spend per bottle of wine (off-trade)
2 2
=] o
= i 7
KITCHEN |SENIOR MATURE ADVENTUROUS SOCIAL GENERATION SENIOR SOCIAL MATURE GENERATION
CASUALS PARGAIN TREATERS EXPLORERS NEWBIES TREATERS BARGAIN NEWRIES TREATERS TREATERS
UNTERS HUNTERS KITCHEN JADVENTUROUS
CASUALS | EXPLORERS
Wine consumption frequency (on-trade) Typical spend per bottle of wine (on-trade)
= =
o FREQUENCY o SPEND
) T AR S A I
KITCHEN |[SENIOR MATURE ADVENTUROUS GENERATION SOCIAL KITCHEN SENIOR ADVENTUROUS SOCIAL  MATURE TREATERS GENERATION
CASUALS BARGAINTREATERS ~ EXPLORERS TREATERS NEWBIES CASUALS BARGAIN EXPLORERS NEWBIES TREATERS
UNTERS HUNTERS

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers

103




KITCHEN CASUALS: WHO ARE THEY?

Age

Older segment

Mid and lower

income
5% 9% 19% 18% 43%

(6%) (14%) (16%)  (17%) (16%) (30%)

Wm18-24 mW25-34 35-44 45-54 55-64 65 and over

Gender
®

'n‘ Income
(annual total household income before taxes)
52% (47%)

[ )
19% 25% 17% 9%
(11%) (19%) (18%) (11%)

0, 0,
48% (53%) < £20k £20k - £29k £30k - £39k £40k - £49k W £50k <

(%): All UK RWD

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level Ur.'n itra C. 104

Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers



KITCHEN CASUALS: WHERE DO THEY LIVE AND WHO WITH?

2%

The majority are
married, living both

with and without
children The North
24% (22%)

East Anglia and
South East
24% (21%)

P %)
What's their relationship status? @) Who do they live with? w
Married 57% (55%) | live with a partner and no children 39% (36%)
Single 20% (23%) | live with a partner and children 25% (31%)
In a relationship 7% (12%) | live alone 19% (18%)

Widowed 6% (3%
6 (3%) I live with my parents 5% (6%)

In a civil partnership 3% (2%)
| live with children, no partner 4% (4%)
Engaged 2% (2%)
(%): All UK RWD I live in a shared house / apartment A% (4%)

% / % Statistically significantly higher / lower than all UK regular wine drinkers at a 95% confidence level Ur.'n itra C 105
Source: Wine Intelligence, Vinitrac® UK, July 2020 + January and March 2021, (n=5,004) UK regular wine drinkers =



KITCHEN CASUALS: MOTIVATIONS WITH WINE W ne

intelligence
Low knowledge and low confidence wine drinkers
What do they drink? @ Top 5 alcoholic beverages: Past 12 months
White wine is most commonly drunk, with a more limited repertoire of
other alcoholic beverages White wine 74%
Low involvement in the wine category and the least knowledgeable Red wine 67%
group
Most likely to have drunk Australian wine, which is reflected in their Beer 58%
preferred brands, including Yellow Tail, Blossom Hill, Hardys and Echo
Falls Prosecco 40%
Rosé wine 38%
Country of origin consumption: Top five Brands you might find them drinking
Y7 S ket’
DA [Supermarket’s own]
oz ' - / BLOSSOM
@00 e =
ﬁ&“ s @
Australia France Italy Spain South Africa ACOBS CREEK
42% 34% 32% 30% 29% echo falls J

%/ % higher / lower v/nitrac] 106



KITCHEN CASUALS: OFF-TRADE AND ON-TRADE

Predominately drink in the off-trade

W nhe

intelligence

IR ) off-trade behaviour @) On-trade behaviour

Supermarket shoppers and less likely to use alternative channels or
shop online

Low average spend — between £6 and £9

Infrequent wine drinkers, with a relaxing drink at the end of the day
or informal meal the most common occasions.

Very rarely drink in the on-trade. Most likely to drink
wine at a formal meal out, but this is very infrequent

Low average spend — between £9 and £11

IR ) off-trade choice cues ) Top 5 wine-buying channels

Grape variet
P Y In a supermarket

In a discount store
Familiar brands

From a supermarket website

Country of origin In a corner / convenience shop

From an online retailer

Promotional offers

%/ % higher / lower

74%
26%
21%
11%

8%
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RESEARCH METHODOLOGY: QUANTITATIVE

The data for this report was collected in the UK in July 2020,
January 2021 and March 2021

Data was gathered via Wine Intelligence’s Vinitrac® UK online
survey

Respondents were screened to ensure that they were at least 18
years old; drank red, white or rosé wine at least once a month;
and bought wine in the off-trade or in the on-trade

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

The data is representative of UK regular wine drinkers in terms of
gender, age, annual pre-tax household income and region

The distribution of the sample is shown in the table:

Gender

Annual household
income before taxes

Region

Male

Female

Total

18-24

25-34

35-44

45-54

55-64

65+

Total

Under £20,000
£20,000 - £29,999
£30,000 - £39,999
£40,000 - £59,999
£60,000+

Don't know / Refused
Total

North

Midlands

South East + East
London

South West
Wales

Scotland
Northern Ireland
Total

W nhe

intelligence

Mar-20, Jan-
21+Mar-21

n= 5,004
47%
53%
100%

6%

14%
16%
17%
16%
30%
100%
11%
19%
17%
17%
23%
13%
100%
22%
15%
21%
13%
12%

5%

8%

3%
100%
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RESEARCH METHODOLOGY: QUALITITATIVE

CONSUMER INTERVIEWEES

Consumer Interviews were conducted with
consumers located across the United
Kingdom in June 2021

The interviews lasted between 30 and 45
minutes and were done via phone or Zoom,
covering general wine drinking and buying
behaviours and preferences, motivations
and attitudes towards wine and purchase
choice cues

Sample sizen =19
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Wine Intelligence Ltd Terms and Conditions of Licence for Syndicated Research
Products — key sections

Definitions and Interpretation

The “Agreement” means the Agreement between Wine Intelligence Ltd and the Customer to provide a
Licence for the use of the Syndicated Research Report(s) for Fees on these terms and conditions of
business and as set out in a Proposal and the Acceptance of Proposal

“WI” is Wine Intelligence Ltd, trading as Wine Intelligence.

“Customer” means the person or entity purchasing the Licence for the use of the Syndicated Research
Report(s)

“Proprietary Information” means all information contained in the Syndicated Research Report(s) and
associated briefings or presentations by WI, plus all logos, Processes, third party data and formats
contained therein

“Licence” means the Customer’s right to use, store, retrieve and disseminate the Syndicated Research
Report(s), as defined by the Agreement

“Acceptance of Proposal” means the document provided by the Customer to WI confirming the terms of
engagement of WI to provide the Customer with the Licence for the use of the Syndicated Research
Report(s)

“Fees” means the fees payable by the Customer to WI, as set out in the Contract, plus VAT at the current
rate, subject to exemptions as set out in UK and EU law

“Processes” means any research processes, techniques and methodologies used in the creation of the
Syndicated Research Report(s)

“Proposal” means the specification of the Syndicated Research Report(s) by WI to the Customer

“Syndicated Research Report” means a written document containing Wine Intelligence copyright
materials such as data, information, insight, commentary, either written, oral, video, or audio and, where
appropriate, copyright materials of a Third Party that have been reproduced by permission

“Representative Organisation” means any body, association, trading group, generic organisation or any
other coalition of interested parties, howsoever constituted, that acts on behalf of a broader group of
stakeholders

“Subscription Products” means Syndicated Research Reports delivered to the Customer periodically as
part of an ongoing Agreement

1. Engagement

The Customer engages WI to provide the Syndicated Research Report(s), and WI agrees to do so upon the
terms of the Agreement for payment of the Fees.

The Fees for the Syndicated Research Reports shall be priced in Pounds Sterling. W1 will publish indicative
prices in Euros, US Dollars, Australian Dollars, Canadian Dollars from time to time, and the Customer will
have the opportunity to pay for Syndicated Research Reports using these currencies. Should the Customer
opt for this form of payment the exact amount payable will be based on the prevailing exchange rate at
the time of the execution of the Agreement.

2.. Copyright

2.1 The Copyright in the Syndicated Research Report(s) shall at all times vest with WI. The copyright in all
artwork, data and copy for each element of the report created and assembled by WI shall at all times
remain the property of WI.

2.2 All copyright and any other intellectual property rights in any material produced supplied or made
available by a third party to WI for inclusion in the Syndicated Research Report shall remain the property
of the third party. The Customer warrants its title to WI, except as may be expressly disclosed in writing,
and agrees to indemnify W1 against any claims by third parties in respect of any infringement of their
copyright or other intellectual property rights.

2.3 Wil asserts to the Customer its moral right to be identified as the author of the Syndicated Research
Report in accordance with the UK Copyright Designs and Patents Act 1988 Section 77 and 78, and shall be
entitled to hold itself out as the author of the Syndicated Research Report (and in particular the research
undertaken in the process of completing the Syndicated Research Report) as part of WI’s own general
marketing activities. WI shall be entitled to publish the name of the Customer in association with the
Syndicated Research Report(s) as part of this general marketing activities.

2.4 The copyright in the Processes used to execute the Syndicated Research Report shall remain the
property of Wi throughout.

3. Licence

3.1 WI grants to the Customer under the Agreement a non-exclusive Licence in perpetuity to store and
retrieve an electronic version of the Syndicated Research Report(s)

3.2 The Customer is entitled to disseminate the Syndicated Research Report(s) within its immediate
organisation, including organisations affiliated by majority shareholdings, legally liable partnerships, or
other majority ownership structure

3.3 If the Customer is a Representative Organisation, the entitlement outlined in Clause 7.2 DOES NOT
extend to parties who hold membership or similar interest in the Representative Organisation, except by
specific written permission from W1 and the payment of further Fees associated with a Multi-User
Licence

3.4 The Customer is entitled to extract elements of the Syndicated Research Report and re-use them for
internal and external presentations, subject to the doctrine of Fair Use

3.5 At all times the Customer must identify any information extracted from the Syndicated Research
Report in 7.5 above as being from WI

4. Warranties

No advice or information whether oral or written provided by WI to the Customer through the
Syndicated Research Report(s) shall create any warranty not expressly stated in this Agreement.

The Client warrants and undertakes to abide by the UK Copyright Designs and Patents Act 1988 Section
77 & 78, and undertakes to obey the copyright restrictions on any materials received as part of this
Agreement.

Please contact Wine Intelligence for full terms and conditions 111



Wine Intelligence London (Head Office)

109 Maltings Place
169 Tower Bridge Road
London

SE13LJ

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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