What Is the consumer
buzz on Green Wines?
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THE NIELSEN COMPANY

= Tracking sales, usage and sentiment across CPG and
Beverage Alcohol categories

e Sales data for “Green” Wine segments

e Online “buzz” analysis to uncover what consumers are
saying
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What’s the sales landscape today?

Share of Table Wine = 0.5 1.9

12.1

Vol % Chg vs YA

3.3

Table Wine Organic _rganlc

Source Total U.S. FDL Sales, Timeframe: 52 weeks ending October 17, 2009
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Buzz to Sales Comparison

Buzz Volume

2,34

“Green Wine” and related
topics represents about
.5% of all Wine buzz - less

than their fair share of
sales

13,560

Table Wine Organic +

Source Total U.S. Nielsen Online Buzz, Timeframe: October 2008 - October 2009

‘GREENWlNE DECEMBER 1 & 2, 2009

S U M M I T HYATT VINEYARD CREEK
SANTA ROSA, CALIFORNIA



Various Discussion Threads

Topics of Discussion (%)

| |
Organic ‘ 48
Natural Wine/ Vin Nature ‘ 15

) Biodynamic /Demeter 11

o
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0 Eco Friendly 5
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c Vegan 4
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O  carbon Neutral/ Caarbon Footprint 3

Sustainable 3
Fair Trade 2
5 Less Sulphites a& Sulfites key to discussion
<
% o Less chemicals, pesticides 8
[
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glt Less handling 3
@
c Gluten Free 2
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Source: Total U.S. Nielsen Online Buzz , Timeframe: September 1 - November 16, 2009
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Lots of Definition-Seeking

Topics of Discussion

Definitions 22 . ]
I N N ‘Is it true that organic
Wine Review 21 1 wine might spare me the

Resource Sharing: Videos, articles

- a glass of red wine? We like :
i Shiraz” i

7
' Twitter.com. 11/6/2009 !
> |4 | | | ; fwittercom. 11/6/2009 .
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Thanksgiving Recommendation

Headaches

5
(5

Eco Friendly Entertaining

Consumers surprised by
the “good deals”

5
Asking for Recommendations 4

_ : :
Packaging LD Eco-packaging important

Asking for Clarification _4 1o eCO—Wine
Hesitantaboutoverpopularity _ 1

Price/ Affordable/ Good Deal

Restaurant Promotion /Review

Labeling

Topics ofdiscussion

i “Is boxed wine more eco- :
! friendly than bottled? i
1
1
[}

Greenwashing _ 1

Shows skill of winemaker _ 1 : Earth Talk takes a look.”

; ‘ ‘ "1 Twitter.com, 11/6/2009
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Source Total U.S. Nielsen Online Buzz , Timeframe: September 1 - November 16, 2009
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Consumers positive, but have
lots of questions

Sentiment
September 1 - November 16, 2009

Negative
3%

Positive
46%

No Opinion:
Question,
Sharing Info
43%

Source: Total U.S. Nielsen Online Buzz , Timeframe: September 1 - November 16, 2009
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Positive:

Consumers state they are excited about
various Green Wine offerings. Many
comments are stem from green / natural
living enthusiasts.

No Opinion:

Consumers ask and define for each other
definitions of organic, natural, biodynamic
and vegan wines.

Mixed:
Some consumers have mixed opinions
regarding the success of green wine.

Negative:
A few consumers complain that Green
Wines are a marketing ploy.
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Where does this leave us?

« Key constant to remember — Markets Change

e Plenty of upside for growth

e Opportunity for strong, consistent leadership to help
consumers

e Sort between definitions
e Align “product features” with expectations
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