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Background

What is the aim of the ProWein Business Report?

The wine industry undergoes continuous
internationalisation and the global landscape of wine
markets changes. Traditional markets decrease in
importance and new markets become interesting for wine
exporters.

A Whichare currently the most attractive wine markets
in the world?

A Whichmarkets will increase or decrease in importance
by 2021and what is the risk associated with this
development?

A Whatare currently the most sought after country of
origins?

TheProWein Business report taps into the knowledge of

international wineproducers, intermediarieand wine

marketers to answer these question. By combining and

contrasting opinions both fronthe complete value chain

it provides a unique economic market barometer.

ProWein and Geisenheim University will form a letegm
collaboration to provide the wine industry with annual
insights on global wine market trends.
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ProWein

Starting in 1994 with 321 exhibitors and approx. 1,500 visitors,
ProWein has developed into what is the leading trade fair for
the internationalwine and spirits industry today. At its latest
edition in March2018 to the tune of 6,800 exhibitors from 64
countries met in Disseldorf with over 60,000 trade visitors from
throughout the world.Since2013ProWineChina has been held
yearly in Shanghai anaddm April 2016 the ProWein family of
events extended to includBroWineAsia, alternating between
Hong Kong (2019) and Singapore (2020).

Geisenheim University

Founded in 1872 as a state research institute Geisenheim
University today is one of the leading wine research and
education centres in the world. It hosts more than 1,350
students studying various German and English bachelor and
master degrees in viticulture arehology, international wine
business and beverage technology among othésplied and
fundamental research is at the heart'ofA E O A 1 resBatch 6 O
activities. Following a mukldisciplinary approach research in
Geisenheim involves the whole supply chain from grape
breeding to wine marketing. Geisenheim is well known for its
extensive global research network and international
collaborations.
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WHO PARTICIPATEDR




Globallymost comprehensive trend barometer of the

iInternational wineindustry
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More than 2,300 experts shared their opinion

A Commissioned by ProWein for the second time, the
Geisenheim University has again surveyed more than
2,300 experts in the wine industry from 46 countries on
international wine markets, marketing trends,
developments in online wine sales and the economic
situation.

A Thesurvey conducted in mi@018 was once more met
with strong interest in the industry. Since the first survey
in 2017 the number of participants increased by 60% from
1,487 to 2,364.

A Thismakes the ProWein Business Report the globally
most comprehensive trend barometer of the international
wine industry.
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Retailers (n:1.026) >

Online survey (n=2,364)
May 2018; Tanguages

L'

Intermediaries (n=762)

roducersn=576)

Sm"’.‘” wineries(n=342) Exporters (n=120) : Importers, Distributors Wholesalers(n=188)
(mainly use own grapes) :: (n=642)
Cooperatives(n=74) Specialty retail (n=481)
Large wineries(n=160) i
(mainly buy grapes or bulk o On-trade (n=357)
wine) i
St eenassansnnnnnnnd FOCUS Omxport marketS ................ ¢ N irissssssnnnnnnd FOCUS On\Nlne Orlglns ................ *

For detailed information on methodology and participants, please see chapter 5



Companylocation
Producers

Other
European
& Russia

\ Old World
Producers
(n=435)

France(n=84)

Germany (n=167)
Italy (n=118)
Spain(n=66)

Other (n=29) "

In total, producersfrom more
than 45 different countries
took partin the survey
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In total, importers/distributors and

Central Europe retailersfrom more than 30 different
countriestook partin the survey
(n=1,150)

Germany (n=908)
Netherlands (n=100)

North ¥
America
(n=85)

Other (n=168) 7
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Keyfindingsz salesmarketsattractiveness

China became the globally most attractive export market

A Wine exporters assess China as the most attractive wine
market followed by Japan, Hong Kong and Scandinavia. This
is the first time that China ranks number one.

Russia, China and Brazil improved strongest in attractiveness
compared to2017

A Compared to the first survey in 2017 the emerging and
growing wine markets Russia, China and Brazil (BRIC without
India) improved strongest in attractiveness. This agrees with
findings from the 2017 ProWein Business Report, where
strongimprovements were expected for these markets.

A From the traditional and established wine markets Italy and
France rose in market attractiveness between 2017 and 2018

A The Netherlands, South Korea and Switzerland slightly
decreased in market attractiveness compared to 2017

China is expected to most strongly increase in attractiveness
by 2021

A Markets with strongest expected increase in attractiveness
are China, South Korea, Poland, Russia and Hong Kong. The
countries are similar to results from 2017 but China stepped
forward and now leads the group of future promising
markets.
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Changes in future attractiveness comevith risk

A Overall Asian and BRIC markets have high future prospects
but are also associated with higher marketks

A Risk perception did not change much since 2017

UK is the wine market with the weakest current and future
attractiveness

A Compared to 2017 the UK further decreased in attractiveness
and deteriorated in risk perception
A3SAOGAOAT EAAOI OO AOA OAI AGAA Oi
steadily increasing alcohol tax and the ongoing reduction of
shelf space for wine make the market continuously difficult
for producers. The uncertainties of the imminent BREXIT
have certainly contributed to the current deterioration in
market assessment.

Majority of producers plan to develop and unlock new export
markets

A Overall 8 out of 10 producers plan to expand their export
activities to new markets within the next 3 years, unchanged
from 2017

A Domestic markets of the major wine producers are mature
without further growth expectations. Export therefore is a
very important sales channel for wine producers.

ProWein

C



Current market attractiveness 2018

Top7/
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Mean value, hovthe current economic attractiveness of the following marké&sassessed

‘ Current market attractiveness of specific markets Wi und Spiruosen

(from -2 = very unattractive to 2= very attractive)
Base: Alproducers and exportersyhich either currently distribute wine or plan to distribute wine to the following markets by 2021

2018 A China became the globally most attractive export
market in2018

. A China is followedy Japan, Hong Kong and
Ch”’]a (108) Scandinavia. This is the first time that China ranks
number one.

Rank
1 O
2 @) Japan (1.00)
3 ¢ HongKong (0.97)
4 45 Scandinavig0.95)
5 £ USA (0.95)
6 (*) Canada (0.94)
7 &) Australia(0.87)
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Current export market attractiveness
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Current market attractiveness of specific markets Wi und Spiruosen

Mean value, hovthe current economic attractiveness of the following marké&tsassessed
(from -2 = very unattractive to 2= very attractive)

Base: Alproducers and exportersyhich either currently distribute wine or plan to distribute wine to the following markets by 2021

Rank 2017 2018
1 ¢ Hong Kong (1.03 @ China (1.08)
2 ) Switzerland(1.03) ‘@) Japan (1.00)
3 :® SouthKorea (1.02) ¢ HongKong (0.97)
4 £ USA (0.98) (> am (3 Scandinavig0.95)
5
6
.

{» {=( Scandinavig0.96) £= USA (0.95)
@) Japan (0.95) (¥) Canada (0.94)

w Poland(0.93) &) Australia(0.87)
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Current Market attractiveness 2017 vs. 2018

Winners &oosers

1
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Rank 2018 Top 5winners

() rnaly

Rank 2018 Top 3loosers

1

A

« Netherlands
t®; South Korea
© Switzerland
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A From the traditional and established wine

markets Italy and France rose in market
attractiveness between 2017 a2918

Compared to the first survey in 2017 the
emerging and growing wine markets Russia,
China and Brazil (BRIC without India)
improved strongest in attractiveness. This
agrees with findings from the 2017 ProWein
Business Report, where strong improvements
were expected for these markets.

The Netherlands, South Korea and

Switzerland slightly decreased in market
attractiveness compared to 2017

12
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Current Market attractiveness 2017 vs. 2018
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Mean value, hovthe current economic attractiveness of the following marké&sassessed
(from -2 = very unattractive to 2= very attractive)
Base: Alproducers and exportersyhich either currently distribute wine or plan to distribute wine to the following markets by 2021

- Current market attractiveness of specific markets

China 0,91 d 1.08]
Denmark 0,99 -Pm
Sweden 0,95 —» Xy

Japan 0,95 —» ENe0]

Hong Kong <— 103
USA 0,05 EERE
Canada 0,91 —» oKl
Norway RV «——— 1,00
Australia W)yd « 0,88
Poland @ 0,93
Switzerland 1,03
South Korea 0,80 & 1,02

Russia 0,47 >
Germany (< 0,71

Brazil 0,53 1 0,68
Belgium m<— 0,77

Netherlands < 0,77
Italy 0,29 > E
France 0,33 4 0,51
Austria Ity «— 0,59
UK «= 041
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Expected change in economic attractiveness
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Which countries will further increase in attractiveness?

Mean value, howthe development of the economiattractiveness of the following markets assessed
(from -2 = very negatively to 2= very positively)
Base: Alproducers and exportersyhich either currently distribute wine or plan to distribute wine to the following markets by 2021

Strongest expectedincreasein
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attractiveness attractiveness
China(0.91) 1 &% UK ¢0.05)
South Koreg0.90) 2 ( ) France (0.19)
Poland(0.86) 3 ( ) ray(.26)
Russig0.76)

A Marketswith strongest expected increase in attractiveness are
China, South Korea, Poland, Russia and Hong Kong.

HongKong 0.72)
A The expected change in economic attractivenessitisilar to

results from 2017 but China stepped forward and now leads the
‘Japan(o'65) group of future promising markets

AUStraIia(O 65) A Overall Asian and BRIC markets have high future prospects but
’ are also associated with higher market risks
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Current and futureattractiveness 2018

Expected change in attractiveness
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attractiveness
1,1 . . . : : : :
10 low current attractiveness + high future attractiveness high current attractiveness + high future attractiveness
South Korea China
0,90 ® Poland ®
°
Russia
° Hong Kong
. A li [ J
0,70 Brasil ustralia Canadaysa Japan
° ° oo °
° A Sweden
0,50 Norway  Denmark
Netherlands Switzerland °
Austria ® Belglum. Germany .
0,30 ® Italy e
France.
°
0,10
UK
010 low current attractivene®s + unchanged future attractiveness high current attractiveness + unchanged future attractiveness
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Current and futureattractiveness
Changes since 2017 D~ Geisenheim

Expected change in attractiveness
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expected change in market Wi und Spiruosen

Current market attractiveness vs.
attractiveness

low current attractiveness + high future attractiveness high current attractiveness + high future attractiveness

South Korea South K.orea (2017)china

Russi o ([ ]
4 ) China (2017

ssia Poland °
@ Hong Kong
i Australia ®
Brasil Canadalsa Japan
° ° P °
° .Sweden
Netherland€2017) Norwa ® Switzerland(2017)
Netherlands — O / .
Austria o Germany ° Denmark
)y ® ial LI Switzerland
Italy (2017) .y Belgium
France
° > ©
France (2017)
UK

low current attractivene®s + unchanged future attractiveness high current attractiveness + unchanged future attractiveness
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