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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac®
Australia omnibus survey platform:

Scope: all wine drinkers living in Australia who drink
wine at least once a month.

Sampling: quota-based sample (age, gender and
region of residence).

Data collection mode: online.

Dates of data collection: from 28™ January to 14t
February 2021.

Sample size (after cleaning and weighting
procedures): 1,003 respondents.

Sample profile is shown in the table:

Male 58%

Gender Female 42%
Total 100%

18-24 8%

25-34 21%

35-44 23%

Age 45-54 18%
55-64 11%

65 and above 18%
Total 100%

Australian Capital Territory 2%

New South Wales 36%

Northern Territory 1%

. Queensland 19%

Region of :

residence South A_ustralla 6%
Tasmania 2%

Victoria 25%

Western Australia 9%
Total 100%




STUDY CONTEXT: MARKET SIZE

The survey is representative of the 9.2 million adults living in Australia who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2 —> This report

Japan 105.1 22% 23.1

France 51 75% 38

Germany 66.2 42% 27.5

Italy 49.7 62% 31

Russia 16.3 46% 7.5

Spain 38 50% 18.9

Sweden 7.9 55% 43

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

56% of consumers think that wine contains addifives and very few (6%) believe that it intelligence
doesn’t. Another 41% perceive wine as being a ‘natural’ product, free of additives.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

|
|
Strongly disagree / Disagree | m Strongly agree / Agree % Don’t know / Neutral

:
|
I

Most wines contain additives 6%i 38%
:
)

Wine is a natural product, free of additives 20% : 38%
!
|
|



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common views are either intelligence
neutrality or agreement. Very few clearly disagree with the idea of its usefulness.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

|
|
Strongly disagree / Disagree | M Strongly agree / Agree % Don’t know / Neutral
I
|
|
When making wine, using preservatives (e.g. sulfites) 5 :
helps ensure the wine’s quality and integrity QA’: L 46%
|
|
When making wine, using additives other than preservatives [
encur the wine's quaity and ntegn o 1o
helps ensure the wine’s quality and integrity



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Excluding organic wines, 50% of consumers believe that high quality wines don’t need
to use additives. And only 29% believe that only poor quality wines contain additfives.
This suggests that most consumers accept the idea of the presence of additives in at

least low to mid quality wines.

It's noteworthy that 44% have concerns about the impact of additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree

Organic wines should be free of any additives,
including preservatives (e.g. sulphites...)

High quality wine producers
don’t need to use additives

A wine containing additives
is not good for my health

Only poor-quality wines contain additives

28%

4%
1

11%,

11%

W Strongly agree / Agree

68%

50%

44%

29%

% Don’t know / Neutral

28%

39%

45%

43%

W nhe

intelligence
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients will drive down the opinion amongst 21% of
consumers. And 39% are either neutral or unsure about how to interpret it.

Findings suggest that this negative impact is highest for ‘contains sulfites’. (note:
difference vs average is not statistically significant).

Known and liked wine: impact of wine ingredients labelling on overall opinion

a'::’:;:fse Contains  Short list of wine Lon\iilri]set of

three lists SUIES LIS ingredients
Base: 1,003 336 336 331
No, it doesn’t change my opinion at all 19% 17% 21% 21%
No, it doesn’t change my opinion much 27% 23% 26% 33%
It may change my opinion, | am not sure 32% 35% 34% 27%
Yes, it gives me a lower opinion of it 15% 18% 12% 13%
Yes, it gives me a rather poor opinion of it 7% 7% 6% 7%
Total 100% 100% 100% 100%
% lower / rather poor opinion 21% 25% 19% 19%

Red / Blue higher / lower

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would yield 14% of
consumers to be unwilling to buy it again. And 23% would hesitate or be unsure.

Interestingly, the negative impact of ingredients labelling is higher for ‘contains sulfites’
only (only 25% state they would definitely buy the wine again).

Known and liked wine: impact of wine ingredients labelling on intent to buy

Average Contains  Shortlistof  Long list of wine
LG sulfites wine ingredients ingredients
three lists & &
Base: 1,003 336 336 331
| would definitely buy it again 33% 25% 38% 35%
| would probably buy it again 32% 33% 30% 32%
| would hesitate to buy it again 16% 18% 13% 15%
| would probably not buy it again 8% 8% 7% 8%
| would definitely not buy it again 6% 8% 6% 3%
I don’t know / not sure 7% 8% 7% 5%
Total 100% 100% 100% 100%
14% 16% 13% 12%

% probably not buy / definitely not buy again

Red / Blue higher / lower

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label does not seem to have a big impact

W nhe

on imagery. A long list of ingredients will do so for several items (taste, quality,
confidence), though ratings remain high.

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate

Base:

A taste | like

Very good quality

Good value for money

A wine | am never disappointed with

A wine that | am proud to serve to my friends/family
A wine | enjoy for everyday drinking

Made by a producer that | trust

A wine produced with care

A wine that inspires confidence

A wine produced in an environmentally friendly way

Red / Blue higher / lower

Known and
liked wine

1,003
92%

87%
86%
85%
83%
81%
79%
75%
63%

53%

Contains
sulfites

336
89%

85%

82%

82%

82%

80%

78%

74%

66%

58%

Short list of = Long list of
wine
ingredients

336
90%

84%
87%
82%
82%
81%
76%
75%
64%

55%

wine
ingredients

331
88%

82%

83%

78%

78%

79%

77%

72%

63%

57%

intelligence

Initial positive views tend to
mostly  shift to negative
opinions.

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE

The negative impact of ingredient labelling does not vary much between wine types intelligence

Known and liked wine: by wine type

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,003 336 336 331
Red 21% 25% 18% 21%
White 22% 27% 21% 18%
Rosé 23% 29% 18% 23%
Average all styles 21% 25% 19% 19%

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,003 336 336 331
Red 14% 15% 12% 15%
White 14% 18% 15% 9%
Rosé 15% 25% 13% 10%
Average all styles 14% 16% 13% 12%
Red / Blue higher / lower

ne

M Ared wine
A white wine
A rosé wine
| don't know / not sure

16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate Farringtons Estate

Shiraz

AH 051589 H 089129 H

Vi S \ 7 - = M

’ \ ’ \

/ \ / \

Vs \ i \
, \ , \
Vi \ V3 \

” . - “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),

Contains su/f/tes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) e

The shift from ‘contains sulfites’ to a short list of ingredients yields a higher likelihood of  \intelligence
trialling a new wine: consumers tend to be less neutral about if.

A long list doesn’t seem to yield significant changes.

Red wine back label: impact of ingredients labelling on consideration to buy

Contains Short list of | Long list of

sulfites wine wine
ingredients = ingredients

Base: 160 167 159

| would consider / strongly consider buying it 45% 53% 48%
I may consider buying it 39% 28% 34%
| would probably not / definitely not consider buying it 13% 15% 13%
| don’t know / not sure 4% 3% 5%

Total 100% 100% 100%

Net (% would buy - % would not consider buying) 32% 37% 36%

Red / Blue higher / lower

19



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3)

The format of the wine ingredient list doesn't seem to significantly impact the
perceived price of an unknown wine.

W nhe

intelligence

Red wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 160 167 159

Very high-end 5% 7% 7%
High end 25% 32% 28%
Average 55% 47% 49%
Low end 6% 1% 7%
Very low-end 0% 1% 1%
I don’t know / not sure 9% 10% 9%

Total 100% 100% 100%

Red / Blue higher / lower 20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A wine with a long list of ingredients is perceived as being less likely to taste good than intelligence
one with less ingredients.

Interestingly, a wine with a short list of ingredients is more likely to inspire confidence
than the ‘contains sulfites’ labelling format.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of | Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) : . :

ingredients ingredients

Base: 160 167 159
It probably tastes good 79% 78% 67%
A wine | would probably enjoy for everyday drinking 71% 67% 65%
A wine that seems to be produced with care 64% 70% 64%
A wine | would probably be proud to serve to friends 59% 69% 64%
It probably is of high quality 58% 63% 61%
It probably is an ordinary wine 50% 42% 46%
A wine that is probably produced in an environmentally friendly way 48% 52% 52%
It inspires confidence 46% 59% 49%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . ) . . . ) intelligence
Findings suggest that the shift from ‘contains sulfites’ to a short or long list of ingredients

yields consumers to be less negative than ‘contains sulfites’. (note: indicative findings only as
differences are noft statistically different).

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 176 169 172
| would consider / strongly consider buying it 49% 50% 56%
| may consider buying it 28% 34% 23%
| would probably not / definitely not consider buying it 18% 12% 14%
| don’t know / not sure 5% 4% 7%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 31% 37% 42%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

The format of the wine ingredients labelling doesn’'t seem to impact the perceived intelligence
price much.

White wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 176 169 172
Very high-end 7% 5% 8%
High end 27% 30% 27%
Average 51% 50% 47%
Low end 4% 3% 6%
Very low-end 1% 1% 0%
I don’t know / not sure 10% 11% 11%
Total 100% 100% 100%

Red / Blue higher / lower 24



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

Consumers perceive few differences between the three lists. However, findings suggest intelligence
that a long list of ingredients is slightly less likely to be perceived as tasting good (67% vs
75%). (note : differences are not statistically significant).

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 176 169 172
It probably tastes good 75% 75% 67%
A wine | would probably enjoy for everyday drinking 70% 70% 63%
A wine that seems to be produced with care 67% 71% 65%
A wine | would probably be proud to serve to friends 62% 62% 63%
It probably is of high quality 61% 61% 57%
It inspires confidence 53% 54% 54%
A wine that is probably produced in an environmentally friendly way 53% 60% 52%
It probably is an ordinary wine 50% 49% 43%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate Farringtons Estate
it

115

057389 1 059129 Insoasl uasml

Do ®0
7/ \ 7 = N
, \ / \

/ \ / \

4 \ 7 \
/ \ , \
\ ’ \

” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),

Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING

The ingredients labelling format doesn’t significantly impact the consideration to buy

an unknown sparkling wine.

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Base:

| would consider / strongly consider buying it
| may consider buying it
| would probably not / definitely not consider buying it

| don’t know / not sure

Total

Net (% would buy - % would not consider buying)

Red / Blue higher / lower

Contains
sulfites

336
44%

26%

24%

6%

100%

20%

Short list of Long list of

wine wine
ingredients = ingredients
336 331
45% 45%
26% 30%
25% 20%
4% 5%
100% 100%
20% 25%

W nhe

intelligence
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients, with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate L
. . ° L-ascorbic acid
° Dimethyldicarbonate (DMDC) .
. Tartaric acid ° Potassium sorbate
ar .arlc ?CI ° Dimethyldicarbonate (DMDC)
° Malic acid
° Lactic acid
* Cf:\lc.|um.sulphate Ingredients used to better maintain the quality of the
° Citric acid . e . .
; wine (stabilise it and / or regulate its level of acidity):
o Tannins
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Citric acid is the most accepted ingredient (48% would still buy the wine vs 33% on
average). The other ingredients tend to yield uncertain views or acceptance, far more
so than outright rejection.

Acceptance of specific wine ingredients: without information

Question: For each of these ingredients, what would your reaction be? Base : all Australian monthly wine drinkers (randomly) assigned to the scenario ‘ No information‘ (n=506)

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Citricacid [¥4 15% 30%
Tannins 18% 32%
L-ascorbic acid 19% 34%
Tartaric acid 22% 37%
Lactic acid 23% 34%
Potassium sorbate 22% 36%
Yeast mannoproteins 18% 38%
Calcium sulphate 22% 36%
Malic acid 24% 37% As\gfeie
Gum arabic 22% 37% Base: 506
Potassium polyaspartate 20% 39% % ‘Still buy’ 33%
Dimethyldicarbonate (DMDC) 23% 39% % 'Hesitate’ 21%
Metatartaric acid 22% 41% 7% ot buy 2%
% ‘Don’t know’ 36%
Carboxymethylcellulose 24% 39%
O:% 5(;% 1OI0%

31



ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION

For several ingredients, explaining why they are used increases acceptance. For

W nhe

intelligence

example, the rate of acceptance of citric acid raises from 48% to 58% (+10 pfs).

Acceptance of specific wine ingredients: impact of education

% | would
probably not
buy the wine

Citric acid ns
Tannins -4 pts
L-ascorbic acid -7 pts
Tartaric acid ns
Lactic acid ns
Potassium sorbate -4 pts
Yeast mannoproteins -5 pts
Calcium sulphate ns
Malic acid ns
Gum arabic ns
Potassium polyaspartate ns
Dimethyldicarbonate (DMDC) -4 pts
Metatartaric acid -5 pts
Carboxymethylcellulose -5 pts

ns = not significant

Red / Blue higher / lower

% | would
hesitate to
buy it
ns
ns
ns
-5 pts
ns
ns
ns
ns
ns
ns
ns
ns
ns

ns

% | would
probably still
buy the wine

+10 pts
ns
+13 pts
+12 pts
+8 pts
+6 pts
+11 pts
+9 pts
ns
ns
ns
+7 pts
+7 pts

ns

% | don't
know / not
sure

-6 pts
ns
ns

-6 pts
ns
ns

-7 pts
ns
ns
ns
ns
ns
ns

ns

Without information —  With information

L-ascorbic acid Ingredients used to better preserve the wine:

Potassium sorbate
Dimethyldicarbonate (DMDC) —
Tartaric acid

Malic acid

L-ascorbic acid
Potassium sorbate
Dimethyldicarbonate (DMDC)

Ingredients used to better maintain the quality of the

Lactic acid wine (stabilise it and/or regulate its level of acidity):
Calcium sulphate e Malicacid
Citric acid *  lacticacid
. Calcium sulphate
Tannins Citric acid
Gum arabic e Tannins

Gum arabic
Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate

32



CONTENTS

1. Objectives and methodology
2. Wine making perceptions and knowledge
3. Impact of wine ingredients labelling on a tried (and liked) wine
4. Impact of wine ingredients labelling on trialling a new wine:
* Red wine

e  White wine

e Sparkling wine

5. Level of acceptance for specific wine ingredients
6. Conclusions

7. Appendices

33



CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will mostly agree
or be neutral regarding the usefulness of additives in the winemaking process.

= However, 50% believe that good quality wines don’t need additives and 44% express concerns regarding their
impact on health. Providing reassurance on both counts are key points to consider.

= The disclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

14% of consumers state they would stop buying the wine and 23% would hesitate. The disclosure of a long list of
ingredients will drive down imagery for several items (taste, quality, confidence), though ratings remain high.

= The disclosure of all ingredients doesn’t impact very much the consideration to buy an unknown red wine.

Shifting from ‘contains sulfites’ to a short list of ingredients raises confidence level with the brand and findings
suggest that consideration to buy the wine may increase slightly. However, a long list of ingredients tends to
harm wine imagery: it makes it less likely to deliver a good taste.

= The disclosure of all ingredients doesn’t impact very much the consideration to buy an unknown white wine,
though findings suggest that shifting from ‘contains sulfites’ to a short or a long list may yield consumers to be
slightly less negative about the wine.

= Regarding specific ingredients, citric acid is the most accepted. For other ingredients, the most common
reactions are uncertainty (36%) or acceptance (33%), more so than rejection. Education (i.e. explaining why
ingredients are used) increases the level of acceptance for several ingredients.
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Red wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Farringtons Estate
Shiraz

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Shiraz was produced
exclusively from grapes grown on our Estate.

Estate bottled
gy M
051389 " 089129

Contains sulfites

Farringtons Estate
Shiraz

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Shiraz was produced
exclusively from grapes grown on our Estate.

Estate bottled
i T
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate
Shiraz

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Shiraz was produced
exclusively from grapes grown on our Estate.

Estate bottled
Eeey M
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)

White wine back label:

Farringtons Estate

Sauvignon blanc
AUSTRALIA
This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.
It can be enjoyed when drinking on its own and will also be a
perfect match for fish or shellfish dishes. Our 2019 Sauvignon blanc
was produced exclusively from grapes grown on our Estate.

Estate bottled

125%vol. 75¢.
® @) s' 051389 09129

Contains sulfites

Farringtons Estate

Sauvignon blanc

AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.

It can be enjoyed when drinking on its own and will also be a
perfect match for fish or shellfish dishes. Our 2019 Sauvignon blanc
was produced exclusively from grapes grown on our Estate.

12 5%vo| 75c|

Estate bottled ||

051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate

Sauvignon blanc

AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.

It can be enjoyed when drinking on its own and will also be a
perfect match for fish or shellfish dishes. Our 2019 Sauvignon blanc
was produced exclusively from grapes grown on our Estate.

5%vo| 75c|

Estate bottled II

051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
{cakcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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Sparkling wine back label:

Farringtons Estate
Brut

AUSTRALIA
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent
food accompaniment.

e TN

Contains sulfites

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Farringtons Estate
Brut

AUSTRALIA
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent
food accompaniment.

Estate bottled
5%vo| 75c| || |‘
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

ne

intelligence

Farringtons Estate
Brut

AUSTRALIA

This sparkling wine is made from a blend of Pinot Noir and
Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries
the tropical fruit and floral flavours giving a crisp, refreshing finish.
Its refreshing acidity and fruit character makes it an excellent
food accompaniment.

Estate bottled
5%v0| 75c| || |‘
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (1/3) W ne

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 336 336 331
| would consider / strongly consider buying it 47% 52% 52%
I may consider buying it 33% 31% 28%
| would probably not / definitely not consider buying it 16% 14% 14%
I don’t know / not sure 4% 3% 6%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 31% 38% 39%

Red / Blue higher / lower 39



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/3) W he

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Caitae Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 336 336 331
Very high-end 6% 6% 7%
High end 26% 31% 27%
Average 53% 48% 48%
Low end 5% 4% 7%
Very low-end 0% 1% 0%
I don’t know / not sure 10% 10% 10%
Total 100% 100% 100%

Red / Blue higher / lower 40



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

Short list of = Long list of

Contains . .
% Appropriate / Very appropriate AUl wine wine
ingredients | ingredients

Base : 336 336 331
It probably tastes good 77% 77% 67%
A wine | would probably enjoy for everyday drinking 70% 69% 64%
A wine that seems to be produced with care 66% 71% 65%
A wine | would probably be proud to serve to friends 61% 66% 63%
It probably is of high quality 60% 62% 59%
A wine that is probably produced in an environmentally friendly way 51% 56% 52%
It inspires confidence 50% 56% 52%
It probably is an ordinary wine 50% 46% 44%

Red / Blue higher / lower a1



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

% Neither appropriate nor inappropriate

It probably tastes good

A wine | would probably enjoy for everyday drinking
A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way

It inspires confidence

It probably is an ordinary wine

Red / Blue

higher / lower

Base :

Contains
sulfites

336
14%

18%
23%
27%
28%
28%
35%

31%

Short list of = Long list of

wine wine
ingredients | ingredients
336 331
16% 19%
18% 20%
19% 20%
21% 20%
25% 24%
26% 28%
32% 28%
33% 31%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
It inspires confidence

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

336
3%
7%
4%
4%
5%
8%
7%

10%

Short list of = Long list of

wine wine
ingredients | ingredients

336 331
3% 5%
8% 8%
5% 6%
7% 8%
6% 8%
8% 8%
7% 10%
15% 14%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
It inspires confidence

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

336
6%
6%
7%
8%
7%

13%
7%

9%

Short list of = Long list of

wine wine
ingredients | ingredients
336 331
4% 9%
5% 8%
5% 9%
6% 9%
7% 9%
10% 13%
5% 11%
6% 10%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o ; Contains wine wine

Net impact (positive - negative) sulfites . : _ :

ingredients | ingredients

Base : 336 336 331
It probably tastes good 74% 73% 62%
A wine | would probably enjoy for everyday drinking 64% 61% 56%
A wine that seems to be produced with care 62% 65% 59%
A wine | would probably be proud to serve to friends 57% 60% 55%
It probably is of high quality 55% 57% 51%
A wine that is probably produced in an environmentally friendly way 43% 48% 44%
It inspires confidence 43% 49% 42%
It probably is an ordinary wine 40% 31% 30%

Red / Blue higher / lower 45
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Wine consumers’ perceptions and reactions towards
labelling ingredients on wine bottles

Report: French market, April 2021



INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia

Japan

4. France This report

Germany
Italy
Russia
Spain
Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a list short vs a long of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

. .o Male 52%
Consumer survey: data gathered via the Vinitrac® T e 28%
France omnibus survey platform: Total 100%
18-24 8%
. . L _ 2534 14%
*  Scope: all wine drinkers living in France (exc. Corsica 3540 15%
and overseas territories) who drink wine. Age 4554 17%
55-64 18%
=  Sampling: quota-based sample (age, gender, income _?i;’l‘dabo"e fggﬁ;
. . (o]
and region of residence). Low (1799€ and below) T
Average - Low (1800€ - 2499€) 19%
. . Netmonthly [~ > — "=~ —
»=  Data collection mode: online. household |AVerage (2500€-2999¢) 20%
) . |Average - High (3000€ - 3999¢€) 22%
: NEOME™ IHigh 4000€et+) 22%
=  Dates of data collection: from 18t February to 25t g
Total 100%
February 2021. Paris area 18%
West of Paris area 9%
= Sample size (after cleaning and weighting East of Paris area 7%
procedures): 1,503 respondents. _ North 6%
Region of  |West 14%
residence East 8%
= Sample profile is shown in the table: South West 12%
SouthEast 14%
Mediterranea 13%
Total 100%

*'Prefer not to answer’ excluded from base



STUDY CONTEXT: MARKET SIZE

The survey is representative of the 38 million adults living in France who drink wine.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9,2

Japan 105,1 22% 23,1

France 51 75% 38 —> This report

Germany 66,2 42% 27,5

Italy 49,7 62% 31

Russia 16,3 46% 7,5

Spain 38 50% 18,9

Sweden 7,9 55% 4,3

UK 52,4 49% 25,9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

52% of consumers are aware that wine contains additives and very few (9%) believe intelligence
that it doesn’t. Only 37% perceive wine as being a ‘natural’ product’, free of additives.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

|
|
Strongly disagree / Disagree | m Strongly agree / Agree % Don’t know / Neutral

:
|
:

Most wines contain additives 9%i 39%
:
[

Wine is a natural product, free of additives 24% : 39%
!
|
|



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common view is intelligence
neutrality. About 1 in 3 perceive additives as being helpful in the winemaking process,

vs 20% saying they're not useful. These findings indicate that most wine consumers are

not rejecting the idea that additives may be useful in the winemaking process.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

When making wine, using preservatives (e.g. sulfites)
helps ensure the wine’s quality and integrity

When making wine, using additives other than preservatives
helps ensure the wine’s quality and integrity

19% 31% 50%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Apart from organic wines, about half of consumers believe that high quality wines
don’'t need to use additives. However, only 21% believe that only poor quality wines
contain additives. This suggests that the majority of wine consumers are either neutral
or accepting the presence of additives in wine.

However, almost half of consumers (45%) have concerns about the impact of
additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Organic wines should be free of any additives,
i ) : : 4% 71% 25%
including preservatives (e.g. sulphites...)
High quality wine producers o o
6 35%
don’t need to use additives 10 e °

A wi taini dditi
_wme containing additives 11% 44%
is not good for my health

|
:
|
Only poor-quality wines contain additives 35% : 44%
!
|
|

W nhe

intelligence

10



CONTENTS

1. Objectives and methodology
2. Wine making perceptions and knowledge
3. Impact of wine ingredients labelling on a tried (and liked) wine
4. Impact of wine ingredients labelling on trialling a new wine:
* Red wine

e  White wine

e Sparkling wine

5. Level of acceptance for specific wine ingredients
6. Conclusions

7. Appendices

11



METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence

12



KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION -

On average, the disclosure of ingredients will drive down the opinion amongst 22% of intelligence
consumers. Interestingly, this negative impact is higher for ‘contains sulfites’ (26% of

lower opinion), compared to a short or a long list of ingredients (18% and 21% of lower

opinion).

Known and liked wine: impact of wine ingredients labelling on overall opinion

a'::’:;:fse Contains  Short list of wine Lon\;ojilri]set of

three lists SUIES LIS ingredients
Base: 1,503 509 495 500
No, it doesn’t change my opinion at all 13% 11% 16% 13%
No, it doesn’t change my opinion much 30% 27% 32% 30%
It may change my opinion, | am not sure 35% 36% 34% 36%
Yes, it gives me a lower opinion of it 16% 17% 15% 16%
Yes, it gives me a rather poor opinion of it 6% 9% 3% 5%
Total 100% 100% 100% 100%
% lower / rather poor opinion 22% 26% 18% 21%

Red / Blue higher / lower 13



KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would yield 9% of
consumers to be unwilling to buy it again. And 26% would hesitate.

Interestingly, this negative impact (i.e. rate of rejection) is lower when disclosing the full
list of ingredients vs ‘contains sulfites’.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Average Contains  Shortlistof  Long list of wine
LG sulfites wine ingredients ingredients
three lists & &
Base: 1,503 509 495 500
| would definitely buy it again 27% 22% 28% 30%
| would probably buy it again 33% 33% 35% 30%
| would hesitate to buy it again 26% 28% 24% 26%
| would probably not buy it again 6% 8% 5% 6%
| would definitely not buy it again 3% 4% 2% 2%
I don’t know / not sure 6% 6% 6% 6%
Total 100% 100% 100% 100%
9% 12% 7% 8%

% probably not buy / definitely not buy again

Red / Blue higher / lower

W nhe

intelligence

14



KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down.

The negative impact is higher for a long list of ingredients.

W nhe

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate
Base:
A taste | like
Very good quality
A wine | am never disappointed with
A wine that inspires confidence
Good value for money
A wine that | am proud to serve to my friends/family
A wine produced with care
Made by a producer that | trust
A wine produced in an environmentally friendly way

A wine | enjoy for everyday drinking

Red / Blue higher / lower

Known and
liked wine

1,503
91%

88%
88%
86%
84%
84%
82%
78%
71%

69%

Contains
sulfites

509
85%

79%
82%
78%
79%
79%
77%
72%
66%

70%

Short list of = Long list of

wine
ingredients
495

88%
82%
84%
80%
82%
80%
77%
76%
67%

71%

wine
ingredients
500

84%
75%
79%
71%
76%
74%
72%
71%
63%

67%

intelligence

Initial positive views shifting
towards:

With “contains sulfites” or the
“short list”, views tend to
mostly  shift to  neutral
positions, less so to negatives
ones.

With the “long list”, positive
views shift almost evenly
towards neutral and negative
views. Which means that the
negative impact is more
important vs a short list.

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

The negative impact of a long list of ingredients is higher for a red wine. intelligence

H A red wine
A white wine
A rosé wine
| don't know / not sure

Known and like wine: by wine type 21%

29%

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,503 509 495 500
Red 22% 27% 15% 23%
White 22% 23% 21% 21% On average, the negative impact of ingredients
ROsé 20% 24% 18% 18% labelling is similar across the three styles.
Average all styles 22% 26% 18% 21%

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,503 509 495 500
Red 10% 12% 5% 11% o _
White 9% 9% 10% 7% Qn ave_rage,'the' negative |mpac’F of a long list of
Rosé . o e 2 ingredients is higher for a red wine, moderate for a
ose 7% 12% 2 ’ white wine and low for a rosé wine.
Average all styles 9% 12% 7% 8%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate

Farringtons Estate
Merlot

“Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
(sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity
regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

“Contains sulfites”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) e

Findings suggest that the shift from ‘contains sulfites’ to the full list of ingredients yields a intelligence
slightly higher likelihood of trialling a new wine (41% positive intent vs 36%; note: differences
are not statistically significant).

They also suggest that consumers prefer a short list of ingredients (only 13% would reject
it vs 18% for both other back labels).

Red wine back label: impact of ingredients labelling on consideration to buy

Short list of | Long list of

Contains . .
sulfites wine wine
ingredients = ingredients

Base: 253 259 249

| would consider / strongly consider buying it 36% 41% 41%
I may consider buying it 40% 41% 35%
| would probably not / definitely not consider buying it 18% 13% 18%

I don’t know / not sure 6% 6% 6%
Total 100% 100% 100%

Net (% would buy - % would not consider buying) 17% 28% 23%

Red / Blue higher / lower 19



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3) e

The format of wine ingredients list doesn’t seem to impact the perceived price of intelligence
unknown wine much. In other words, adding a short or a long list of ingredients (on top
of the base case ‘contains sulfites’) doesn’t impact perceived value.
Red wine back label: impact of ingredients labelling on price perceptions
Contains Short. list of Longllist of
sulfites wine wine
ingredients ingredients
Base : 253 259 249
Very high-end 3% 3% 3%
High end 22% 21% 20%
Average 60% 61% 61%
Low end 6% 7% 7%
Very low-end 1% 2% 2%
I don’t know / not sure 8% 6% 7%
Total  100% 100% 100%

Red / Blue higher / lower

20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A wine with a long list of ingredients inspires less confidence and is more likely to be intelligence
perceived as an ordinary wine.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

/ / Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) ! _ !

ingredients | ingredients

Base: 253 259 249
It probably tastes good 71% 74% 65%
A wine that seems to be produced with care 69% 71% 60%
It inspires confidence 63% 72% 60%
It probably is of high quality 59% 62% 55%
A wine that is probably produced in an environmentally friendly way 56% 61% 51%
A wine | would probably be proud to serve to friends 56% 59% 49%
A wine | would probably enjoy for everyday drinking 51% 59% 52%
It probably is an ordinary wine 39% 43% 48%

Red / Blue higher / lower 21



CONTENTS

1. Objectives and methodology
2. Wine making perceptions and knowledge
3. Impact of wine ingredients labelling on a tried (and liked) wine
4. Impact of wine ingredients labelling on trialling a new wine:
* Red wine

*  White wine

e Sparkling wine

5. Level of acceptance for specific wine ingredients
6. Conclusions

7. Appendices

22



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . . . . . L ) intelligence
The shift from ‘contains sulfites’ to a short list of ingredients significantly increases the

wilingness to trial a new wine (49% positive intent vs 39%). Findings suggest that this
impact is similar with a long list of ingredients.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 255 235 251
| would consider / strongly consider buying it 39% 49% 46%
| may consider buying it 36% 37% 35%
| would probably not / definitely not consider buying it 19% 11% 16%
I don’t know / not sure 5% 3% 3%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 20% 39% 30%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3)

ne
The format of the wine ingredients list doesn’t impact the perceived price of a wine intelligence
much. However, a short list of ingredients slightly increases its perceived value.
White wine back label: impact of ingredients labelling on price perceptions
Contains Short. list of Longllist of
sulfites wine wine
ingredients ingredients
Base : 255 235 251
Very high-end 1% 4% 1%
High end 18% 23% 22%
Average 60% 61% 58%
Low end 7% 5% 9%
Very low-end 2% 1% 1%
I don’t know / not sure 12% 7% 8%
Total  100% 100% 100%

Red / Blue higher / lower
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

Consumers perceive few differences between the three lists. However, findings intelligence
suggest that a short list of ingredients inspires more confidence than both other back
labels (68% vs 62% ; note : differences are not statistically significant).

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 255 235 251
It probably tastes good 70% 73% 74%
A wine that seems to be produced with care 64% 69% 69%
It inspires confidence 62% 68% 62%
A wine that is probably produced in an environmentally friendly way 59% 58% 57%
It probably is of high quality 56% 64% 60%
A wine | would probably enjoy for everyday drinking 54% 56% 58%
A wine | would probably be proud to serve to friends 52% 59% 56%
It probably is an ordinary wine 45% 44% 46%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate Farringtons Estate

s I
7 — 7
’ \ ’ »
’ \ 4 »
’ \ ’ N
’ \ ’ »
, \ Vi AY
” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)
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SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING

Consumers express strong preference for the back labels showing either a long or a

W nhe

intelligence

short list of ingredients (34 / 33% consider to buy vs 27% for the base case ‘contains

sulfites’.

Overall, the short list yields higher net performances (34% of positive intent and only

26% of negative intent).

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Base:
| would consider / strongly consider buying it
| may consider buying it
| would probably not / definitely not consider buying it

| don’t know / not sure

Total

Net impact (% consider - % do not consider)

Rouge / Bleu supérieur / inférieur

Short list of Long list of

Contains . .
sulfites wine wine
ingredients | ingredients

509 495 500
27% 34% 33%
37% 36% 31%
30% 26% 31%

6% 4% 6%
100% 100% 100%

-3% 8% 3%
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients, with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate L
. . ° L-ascorbic acid
° Dimethyldicarbonate (DMDC) .
. Tartaric acid ° Potassium sorbate
ar .arlc ?CI ° Dimethyldicarbonate (DMDC)
° Malic acid
° Lactic acid
* Cf:\lc.|um.sulphate Ingredients used to better maintain the quality of the
° Citric acid . e . .
; wine (stabilise it and / or regulate its level of acidity):
o Tannins
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid
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ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Tannins are by far the most accepted ingredient (53% would buy the wine vs 26% on
average). Most other ingredients tend to mostly yield uncertain views, more so than
outright rejection.

Acceptance of specific wine ingredients: without information

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Tannins [§4 18% 53% 23%
Yeast mannoproteins 27% 28% 34%
Citric acid 25% 31% 30%
L-ascorbic acid 28% 28% 32%
Gum arabic 26% 28% 31%
Calcium sulphate 29% 26% 33%
Lactic acid 29% 27% 31%
Potassium sorbate 29% 24% 35%
Tartaric acid 30% 23% 33%
Potassium polyaspartate 30% 22% 35% Base:
Malic acid 30% 22% 34% % ‘Still buy’
Metatartaric acid 30% 20% 35% % Hesitate
Carboxymethylcellulose 27% 20% 37% % "Not buy
% ‘Don’t know’
Dimethyldicarbonate (DMDC) 30% 18% 36%
0:% 5(;% 10IO%

W nhe

intelligence

Average
scores
756

26%
28%
13%

33%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION g T

For the vast majority of ingredients, explaining why they are used doesn’t increase intelligence
acceptance, with one exception: DMDC. In this instance, the acceptance level
increases by +4 pts (from 18% to 22% of acceptance).

Acceptance of specific wine ingredients: impact of education

% | would % | would % | would % | don’t Without information —»  With information
probably not | hesitateto = probablystill  know / not
buy the wine buy it buy the wine sure s Lascorbicacd
. Potassium sorbate

Tannins ns ns ns ns . ?imethyldizarbonate(DMDC) —p . E?:::rl\m;zx.iite(nr\nnc)
. artaric aci
. Mali id . . "
Yeast mannoproteins ns ns ns ns v Lacticacid e e e
L. . Calcium sulphate . alic acid
Citric acid ns ns ns ns e Citricacid
. Tannins
L-ascorbic acid ns ns ns ns . :\;/Iuer:a:?tzlrcicacid
. Metatartaric acid
i . Yeast mannoproteins e Yeast mannoproteins
Gum arabic ns ns ns ns e Carboxymethylcellulose Carboxymef
. Potassium polyaspartate . i::f:f:?c-‘zowawmate
Calcium sulphate ns ns ns ns
Lactic acid ns ns ns ns
Potassium sorbate ns ns ns ns
Tartaric acid ns ns ns ns
Potassium polyaspartate ns ns ns ns
Malic acid ns ns ns ns
Metatartaric acid ns ns ns ns
Carboxymethylcellulose ns ns ns ns
Dimethyldicarbonate (DMDC) ns ns +4 pts -6 pts

ns = not significant

Red / Blue higher / lower 32
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will mostly agree or
be neutral regarding their usefulness in the winemaking process.

= However, 54% believe that good quality wines don’t need additives and 45% express concerns
regarding their impact on health. Providing reassurance on both counts are key points to consider.

= Thedisclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

‘Only’ 9% of consumers state they would stop buying the wine and 32% would hesitate. The disclosure of wine ingredients yields
a decrease in imagery perceptions though ratings remain quite high. A short list of ingredients is preferable to a long one.

= Ashortlist of ingredients improves perceptions of an unknown red wine

Shifting from ‘contains sulfites’ to a short list of ingredients raises confidence level with the brand and findings suggest
that consideration to buy the wine may increase slightly. However, a long list of ingredients tends to harm wine
imagery: it makes it look more ordinary, not produced with as much care.

= Ashortlist of ingredients has a positive impact on the willingness to trial an unknown white wine

Shifting from ‘contains sulfites’ to a short list of ingredients significantly improves the willingness to trial and trust
levels with the brand. A long list doesn’t seem to change consumers’ perceptions much.

= Regarding specific ingredients, tannins are well accepted. For other ingredients, the most common
reaction is uncertainty (33% ‘don’t know / unsure’), more so than outright rejection. Education (i.e.
explaining why ingredients are used) doesn’t seem to increase level of acceptance.
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APPENDIX : METHODOLOGY -

Red wine back label:

TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Farringtons Estate
Merlot

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
% I
051389 " 089129

Contains sulfites

Farringtons Estate
Merlot

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Eeey i
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate
Merlot

AUSTRALIA
A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Eeey I

051389 " 089129

grape 99%, Ifites), antioxidant (tannins, L-ascorbic acid), acidity regulator
{calcu sulphate), stabizer (Metatartaic acid, yoast mannoproteins)

White wine back label:

Farringtons Estate

Sauvignon blanc
AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and

citrus, with a hint of apple and has a smooth and elegant taste.

It can be enjoyed when drinking on its own and will also be

a perfect match for fish or shellfish dishes. Our 2019 Sauvignon

blanc was produced exclusively from grapes grown on our Estate.

Estate bottled
5 I
051389 " 089129

Contains sulfites

Farringtons Estate

Sauvignon blanc
AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and

citrus, with a hint of apple and has a smooth and elegant taste.

It can be enjoyed when drinking on its own and will also be

a perfect match for fish or shellfish dishes. Our 2019 Sauvignon

blanc was produced exclusively from grapes grown on our Estate.

Estate bottled
D%MBd |ﬂ H
51389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate

Sauvignon blanc

AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.
It can be enjoyed when drinking on its own and will also be
a perfect match for fish or shellfish dishes. Our 2019 Sauvignon
blanc was produced exclusively from grapes grown on our Estate.

Estate bottled
w7 N
51389 " 0891

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
{cakcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Farringtons Estate
Brut

ITALY
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent
food accompaniment.

Farringtons Estate
Brut

ITALY
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent
food accompaniment.

ne

intelligence

Estate bottled Estate bottled
w22 I w22 I
5"051389 " 089129 051389 " 089129
Contains sulfites Ingredients: grape 99%, p ive (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate
Brut

ITALY

This sparkling wine is made from a blend of Pinot Noir and
Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries
the tropical fruit and floral flavours giving a crisp, refreshing finish.
Its refreshing acidity and fruit character makes it an excellent

food accompaniment.

51389 O 912

Estate bottled

5%vo| 75c|

Ingredients: grape 99%, p tive (sulfites), idant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (1/3) W ne

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 509 495 500
| would consider / strongly consider buying it 37% 45% 44%
| may consider buying it 38% 39% 34%
| would probably not / definitely not consider buying it 19% 12% 17%
| don’t know / not sure 5% 4% 4%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 19% 33% 27%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/3) W he

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine

ingredients ingredients
Base : 509 495 500
Very high-end 2% 3% 2%
High end 20% 22% 21%
Average 60% 61% 60%
Low end 6% 6% 8%
Very low-end 2% 1% 1%
I don’t know / not sure 10% 7% 7%

Total 100% 100% 100%

Red / Blue higher / lower



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine that is probably produced in an environmentally friendly way
It probably is of high quality

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

509
70%

67%
63%
58%
58%
54%
52%

42%

Short list of = Long list of

wine wine
ingredients | ingredients
495 500
74% 69%
70% 65%
70% 61%
60% 54%
63% 58%
59% 53%
58% 55%
43% 47%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

% Neither appropriate nor inappropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine that is probably produced in an environmentally friendly way
It probably is of high quality

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

509
19%

22%
25%
25%
28%
28%
29%

31%

Short list of = Long list of

wine wine
ingredients | ingredients
495 500
18% 20%
20% 23%
22% 24%
26% 27%
25% 27%
27% 27%
24% 24%
32% 30%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine that is probably produced in an environmentally friendly way
It probably is of high quality

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

509
3%
6%
6%
9%
7%

12%

13%

19%

Short list of = Long list of

wine wine
ingredients | ingredients
495 500
2% 4%
2% 5%
4% 9%
5% 10%
4% 8%
7% 13%
12% 16%
17% 15%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine that is probably produced in an environmentally friendly way
It probably is of high quality

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

509
7%
6%
7%
8%
8%
6%
6%

8%

Short list of = Long list of
wine
ingredients | ingredients

wine

495

7%

7%

5%

10%

8%

8%

7%

7%

500
7%
7%
6%
9%
7%
7%
6%

8%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o g Contains wine wine

Net impact (positive - negative) sulfites ) : _ :

ingredients | ingredients

Base : 509 495 500
It probably tastes good 67% 71% 65%
A wine that seems to be produced with care 61% 68% 59%
It inspires confidence 57% 66% 51%
A wine that is probably produced in an environmentally friendly way 48% 54% 44%
It probably is of high quality 50% 58% 50%
A wine | would probably be proud to serve to friends 41% 52% 40%
A wine | would probably enjoy for everyday drinking 39% 46% 39%
It probably is an ordinary wine 23% 26% 32%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia
Japan

France

5. Germany This report

Italy
Russia
Spain
Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac®
Germany omnibus survey platform:

= Scope: all wine drinkers living in Germany who
drink wine at least once a month.

=  Sampling: quota-based sample (age, gender
and region of residence).

= Data collection mode: online.

=  Dates of data collection: from 5% February to
18t February 2021.

=  Sample size (after cleaning and weighting
procedures): 1,000 respondents.

. Sample profile is shown in the table:

Gender

Male

44%

Female

56%

Total

100%

Age

18-24

5%

25-34

9%

35-44

12%

45-54

20%

55 and above

53%

Total

100%

Region of
residence

Baden-Wurttemberg

14%

Bavaria

15%

Berlin

3%

Brandenburg / Mecklenburg-Western Pomerania

5%

Lower Saxony / Bremen

10%

Schleswig-Holstein / Hamburg

5%

Hesse

9%

North Rhine-Westphalia

22%

Rhineland-Palatinate / Saarland

6%

Saxony / Saxony-Anhalt / Thingen

10%

Total

100%




STUDY CONTEXT: MARKET SIZE

The survey is representative of the 27.5 million adults living in Germany who drink wine
at least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2

Japan 105.1 22% 23.1

France 51 75% 38

Germany 66.2 42% 27.5 —> This report

Italy 49.7 62% 31

Russia 16.3 46% 7.5

Spain 38 50% 18.9

Sweden 7.9 55% 43

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

About 40% of consumers are uncertain or neutral regarding the presence of additives intelligence
in wine. A similar share of the population (42%) believe that wine is either free of
additives or contain some.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Wine is a natural product, free of additives 18% 40%

Most wines contain additives 13% 42% 45%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, almost half of consumers express intelligence
neutral or uncertain views whereas 1 in 3 believe they are useful. These findings

indicate that most wine consumers are not rejecting the idea that additives may be

useful in the winemaking process.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

When making wine, using preservatives (e.g. sulfites)

0, (o)
helps ensure the wine’s quality and integrity 17% i 48%

When making wine, using additives other than preservatives -

0, 0, 0,
helps ensure the wine’s quality and integrity 19% S a7%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Excluding organic wines, 60% of consumers believe that high quality wines don’t need
to use additives. However, only 32% believe that only poor quality wines contain
additives. This suggests that most consumers accept the idea of the presence of

additives in low to mid quality wines.

It's noteworthy that almost half (47%) have concerns about the impact of additives on

their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree

Organic wines should be free of any additives,
including preservatives (e.g. sulphites...)

High quality wine producers
don’t need to use additives

A wine containing additives
is not good for my health

Only poor-quality wines contain additives

5%

7%

11%

23%

W Strongly agree / Agree

71%

60%

47%

32%

% Don’t know / Neutral

25%

34%

43%

44%

W nhe

intelligence
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients will drive down the opinion amongst 15% of
consumers whilst 37% are uncertain about how to interpret it. This negative impact is
lower for a short list of ingredients and highest for a long list.

Known and liked wine: impact of wine ingredients labelling on overall opinion

Average Contains Short list of wine Long'llst of
across the sulfites ingredients wine
three lists g ingredients

Base: 1,000 324 332 343
No, it doesn’t change my opinion at all 20% 17% 22% 20%
No, it doesn’t change my opinion much 28% 28% 30% 25%
It may change my opinion, | am not sure 37% 39% 37% 36%
Yes, it gives me a lower opinion of it 11% 10% 8% 14%
Yes, it gives me a rather poor opinion of it 4% 6% 2% 5%
Total 100% 100% 100% 100%
% lower / rather poor opinion 15% 15% 11% 20%

Red / Blue higher / lower

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would yield 11% of
consumers to be unwilling to buy it again and 26% would hesitate or be unsure.

This negative impact (i.e. rate of rejection or hesitation) is similar across the three

labelling formats.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Average
across the
three lists

Base: 1,000
| would definitely buy it again 34%
| would probably buy it again 29%
| would hesitate to buy it again 20%
| would probably not buy it again 8%
| would definitely not buy it again 3%

| don’t know / not sure 6%

Total 100%

% probably not buy / definitely not buy again 11%

Red / Blue higher / lower

Contains

324
33%

28%
21%
8%
3%
7%

100%

11%

Short list of
sulfites wine ingredients

332
36%

29%
19%
7%
3%
7%

100%

10%

Long list of wine
ingredients

343
34%

29%
20%
8%
4%
4%

100%

13%

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down.
The negative impact is highest for short and long lists and moderate for ‘contains
sulfites’ only’.

Known and liked wine: impact of wine ingredients labelling on imagery

Short list of = Long list of

W nhe

intelligence

. _ Known and Contains . .
% Appropriate / VVery appropriate liked wine sulfites . Wm.e . Wm.e
ingredients | ingredients
Base: 1,000 324 332 343
H 0, o) 0, (o)
Atastel like 3% 1% 85% 81% Initial positive views shifting
Very good quality 87% 80% 73% 74% towards:
A wine | am never disappointed with 86% 81% 75% 74% With a short or a long list of
ingredients, tend to
0, 0, 0, 0,
Good value for money 86% 82% 79% 78% mostly shift to neutral or
A wine | enjoy for everyday drinking 78% 78% 70% 70% unsur.e positions, less so to
negatives ones.
A wine produced with care 76% 72% 69% 66%
For ‘contain sulfites’, they tend
Made by a producer that | trust 74% 73% 64% 66% to shift almost evenly towards
Awine that inspi fid 3 50 2% 1% both neutral negative
wine that inspires confidence 73% 72% 62% 61% grounds.
A wine that | am proud to serve to my friends/family 67% 66% 59% 58%
A wine produced in an environmentally friendly way 56% 55% 51% 51%

Red / Blue higher / lower

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

The negative impact of ingredients labelling is similar for both white and red wines intelligence
(note: for rosé wines the sample size is foo small to be interpreted).

3
K d lik ine: b . ; % H Ared wine
nown adna like wine: by wine rtype A white wine
37% A rosé wine

| don't know / not sure

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,000 324 332 343
Red 15% 15% 12% 18%
White 17% 16% 10% 25%
Rosé 11% 13% 7% 14%
Average all styles 15% 15% 11% 20%
On average, the negative impact of ingredients
Infent to buy: % probably not buy / definitely not buy again labelling seems to be similar across the three colours.
Average Contains sulfites = Shortlist = Long list
Base: 1,000 324 332 343
Red 10% 9% 9% 11%
White 12% 11% 12% 13%
Rosé 13% 16% 7% 17%
Average all styles 11% 11% 10% 13%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
P&G Antoni P&G Antoni P&G Antoni

Mer

sH ust:ml‘ as129 H
s L

“Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
(sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity
regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

“Contains sulfites”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3)

On average, ingredients labelling yields 15% of consumers to reject the wine and 35%
to hesitate buying it.

This negative impact is similar across the three labelling formats.

Red wine back label: impact of ingredients labelling on consideration to buy

Contains Short list of | Long list of

sulfites wine wine
ingredients = ingredients

Base: 159 167 176

| would consider / strongly consider buying it 50% 52% 51%
I may consider buying it 31% 27% 27%
| would probably not / definitely not consider buying it 15% 17% 17%
| don’t know / not sure 4% 4% 6%

Total 100% 100% 100%

Net (% would buy - % would not consider buying) 35% 35% 34%

Red / Blue higher / lower

W nhe

intelligence
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RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3)

A long list of ingredients tends to significantly increase the percentage of consumers
who will perceive the wine as being low end.

W nhe

intelligence

Red wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 159 167 176
Very high-end 12% 8% 8%
High end 40% 43% 32%
Average 38% 34% 43%
Low end 1% 2% 8%
Very low-end 2% 2% 0%
I don’t know / not sure 7% 11% 9%

Total 100% 100% 100%

Red / Blue higher / lower 20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A long list of ingredients drives imagery down. Data suggests similar findings for a short intelligence
list, although on a smaller scale (indicative findings: short list differences vs ‘contains
sulfites’ are not statistically significant).

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

g ; Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) : _ :

ingredients | ingredients

Base:| 159 167 176
A wine that seems to be produced with care 66% 61% 55%
It probably tastes good 65% 63% 60%
A wine | would probably enjoy for everyday drinking 62% 54% 48%
It probably is of high quality 59% 54% 45%
It inspires confidence 54% 55% 41%
A wine | would probably be proud to serve to friends 50% 40% 40%
A wine that is probably produced in an environmentally friendly way 46% 42% 40%
It probably is an ordinary wine 36% 35% 36%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . . . . . . intelligence
The shift from ‘contains sulfites’ to either a short or a long list of ingredients doesn’t seem

to have much impact on consideration to buy.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 165 165 167
| would consider / strongly consider buying it 46% 42% 47%
I may consider buying it 33% 33% 35%
| would probably not / definitely not consider buying it 18% 18% 14%
| don’t know / not sure 2% 8% 4%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 28% 24% 33%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3)

The shift from ‘contains sulfites’ to a short or a long list of ingredients doesn’t
significantly impact perceived value.

White wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 165 165 167
Very high-end 7% 7% 7%
High end 34% 40% 42%
Average 42% 38% 39%
Low end 5% 4% 3%
Very low-end 1% 0% 1%
I don’t know / not sure 11% 11% 8%

Total 100% 100% 100%

Red / Blue higher / lower

ne

intelligence
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

Consumers perceive few differences between the three lists. However, findings intelligence
suggest that a short list of ingredients has a significant negative impact on taste
perceptions.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 165 165 167
It probably tastes good 69% 57% 67%
A wine | would probably enjoy for everyday drinking 63% 56% 61%
A wine that seems to be produced with care 60% 58% 64%
It probably is of high quality 58% 56% 59%
It inspires confidence 50% 51% 51%
A wine that is probably produced in an environmentally friendly way 45% 38% 44%
A wine | would probably be proud to serve to friends 38% 40% 45%
It probably is an ordinary wine 32% 32% 40%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

P&G Antoni P&G Antoni P&G Antoni
Brut Brut Brut

‘osuesl umzsl

ve

o2
L = ] e — mme—
7 N Vi \ 7 \
’ \ ’ \ ’ \
7 \ Vi \ 7 \
, \ , \ ’ \
V2 \ Y2 AY ya \
. . “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
“Contains sulfites” : 7 S gredients: grape 95%, preservative (sulites)
(sulfites), antioxidant (L-ascorbic acid) antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING

The full disclosure of ingredients doesn’t significantly impact consideration to buy.

W nhe

intelligence

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Short list of Long list of

Contains . .
sulfites wine wine
ingredients = ingredients

Base: 324 332 343

| would consider / strongly consider buying it 37% 35% 37%
| may consider buying it 34% 33% 33%
| would probably not / definitely not consider buying it 25% 26% 24%

| don’t know / not sure 4% 6% 7%
Total 100% 100% 100%

Net impact (% would consider - % would not consider) 12% 9% 13%

Red / Blue higher / lower
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate . L-ascorbic acid
° Dimethyldicarbonate (DMDC) . b
R Tartaric acid ° Potassium sorbate
R Malic acid ° Dimethyldicarbonate (DMDC)
° Lactic acid
: gilc.mmlzulphate Ingredients used to better maintain the quality of the
R T;r:lr?iszl wine (stabilise it and / or regulate its level of acidity):
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Acids (tartaric, malic and citric) are the most accepted ingredients. On average,
ingredients tend to mostly yield uncertain views or acceptance, more so than outright
rejection.

Acceptance of specific wine ingredients: without information

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Tartaricacid p& 16% 54% 23%

Malic acid 20% 45% 24%

Citric acid 20% 42% 25%

Tannins 23% 34% 31%

L-ascorbic acid 24% 34% 28%
Yeast mannoproteins 24% 28% 32%
Metatartaric acid 24% 26% 34%
Calcium sulphate 28% 24% 32%
Lactic acid 26% 26% 29%

Potassium sorbate 28% 21% 32% Base:
Potassium polyaspartate 25% 19% 35% % ‘Still buy’
Carboxymethylcellulose 26% 17% 35% % 'Hesitate’

Dimethyldicarbonate (DMDC) 26% 16% 35% 7 ‘Not buy
% ‘Don’t know’
Gum arabic 24% 17% 33%
0:% 5(;% 10I0%

W nhe

intelligence

Average
scores
497

29%
24%
17%

31%

31



ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION g T

For the vast majority of ingredients, explaining why they are used doesn’t increase intelligence
acceptance, with two exceptions: DMDC and Potassium sorbate. In these instances,
the acceptance level increases by +6 pts (from 21% and 16% to 26% and 22%).

Acceptance of specific wine ingredients: impact of education

% | would % | would % | would % | don’t Without information —»  With information
probably not | hesitateto = probablystill  know / not
buy the Wine buy |t buy the Wine sure . L-ascorbic acid Ingredients used m- better preserve the wine:
° Potassium sorbate : P’ zlrba(e
Tartaric acid ns ns ns ns o Dimethyldicarbonate (DMDC) | ——pp  «  Dimethyldicarbonate (DMDC)
. Tartaric acid
. . . Mali id . . "
Malic acid ns ns ns ns s Lacticacid e e e
. . Calcium sulphate e Malicacid
Citric acid ns ns ns ns e Citricacid s Lactcacd
. Tannins

Tannins ns ns ns ns : Gum arabic

Metatartaric acid
. . o Yeast mannoproteins
L-aSCOFbIC aCId ns ns ns ns . Carboxymethylcellulose

Potassium polyaspartate

Yeast mannoproteins ns ns ns ns
Metatartaric acid ns ns ns ns
Calcium sulphate ns ns ns ns
Lactic acid ns ns ns ns
Potassium sorbate -5 pts ns +6 pts ns
Potassium polyaspartate ns ns ns ns
Carboxymethylcellulose ns ns ns ns
Dimethyldicarbonate (DMDC) -6 pts ns +6 pts ns
Gum arabic ns ns ns ns

ns = not significant

Red / Blue higher / lower 32
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will mostly agree
or be neutral regarding their usefulness in the winemaking process.

= However, 60% believe that good quality wines don’t need additives and 47% express concerns regarding their
impact on health. Providing reassurance on both counts are key points to consider.

= The disclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

11% of consumers state they would stop buying the wine and 26% would hesitate. The disclosure of wine
ingredients yields a decrease in imagery perceptions, specially when in long or short lists. ‘Contains sulfites” only
is preferable to the full list.

=  The disclosure of all ingredients doesn’t have much impact on consideration to buy an unknown red wine.

The same is true for shifting from ‘contains sulfites’ to a short or a long list of ingredients. However, a long list of
ingredients drives down overall perceptions (imagery) of the wine.

=  The disclosure of all ingredients doesn’t have much impact on consideration to buy an unknown white wine

= Regarding specific ingredients, several acids (tartaric, malic and citric) are the most accepted. For most
ingredients, the most common reactions are uncertainty (31%) or acceptance (29%), more so than outright
rejection (17%). Education (i.e. explaining why ingredients are used) doesn’t seem to increase level of acceptance
(with two exceptions: DMDC and Potassium sorbate).
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Red wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

P&G Antoni

Merlot

DEUTSCHLAND
Ein mittelkréftiger, eleganter Rotwein. Er prasentiert Aromen von
reifen Pflaumen und Brombeeren mit einem weichen und eleganten
Geschmack. Der Wein kann alleine genossen werden, aber passt
auch perfekt zu Fleischgerichten oder Kase. Unser 2019er Merlot
wurde ausschlieBlich aus auf unserem Weingut angebauten Trauben
produziert.

Erzeugerabfiillung
By I
051389 " 089129

Enthalt Sulfite

P&G Antoni

Merlot

DEUTSCHLAND

Ein mittelkréftiger, eleganter Rotwein. Er prasentiert Aromen von
reifen Pflaumen und Brombeeren mit einem weichen und eleganten
Geschmack. Der Wein kann alleine genossen werden, aber passt
auch perfekt zu Fleischgerichten oder Kase. Unser 2019er Merlot
wurde ausschlieBlich aus auf unserem Weingut angebauten Trauben

produziert.
Erzeugerabfiillung
R il

051389 " 089129

®0

Inhaltsstoffe: Traube 99%, K i | (Suffte), Antioxidans (L-Ascorbi

P&G Antoni

Merlot

DEUTSCHLAND

Ein mittelkréftiger, eleganter Rotwein. Er prasentiert Aromen von
reifen Pflaumen und Brombeeren mit einem weichen und eleganten
Geschmack. Der Wein kann alleine genossen werden, aber passt
auch perfekt zu Fleischgerichten oder Kase. Unser 2019er Merlot
wurde ausschlieBlich aus auf unserem Weingut angebauten Trauben

produziert.
Erzeugerabfiillung
5%l B |]

051389 " 089129

®0

Inhaltsstoff Tvaube??% K | (Suffite), A dans (Tannine, L-Ascort S I
I Ifat), Stabilisator (M aure, Hefe-Mannor

White wine back label:

P&G Antoni
Riesling

DEUTSCHLAND

Dieser frische und fruchtige Riesling zeichnet sich durch eine
harmonische Balance zwischen SiiBe und Saure aus. Er vereint
Aromen von Pfirsich und Zitrusfriichten mit einem Hauch von Apfel
und schmeckt weich und elegant. Der Wein kann alleine genossen
werden, aber passt auch perfekt zu Fisch- oder Schalentiergerichten.
Unser 2019er Riesling wurde ausschlieBlich aus auf unserem
Weingut angebauten Trauben produziert.

Erzeugerabfiillung
w2 1N
51389 " 089129

Enthalt Suffite

P&G Antoni
Riesling

DEUTSCHLAND

Dieser frische und fruchtige Riesling zeichnet sich durch eine
harmonische Balance zwischen SiiBe und Séure aus. Er vereint
Aromen von Pfirsich und Zitrusfriichten mit einem Hauch von Apfel
und schmeckt weich und elegant. Der Wein kann alleine genossen
werden, aber passt auch perfekt zu Fisch- oder Schalentiergerichten.
Unser 2019%er Riesling wurde ausschlieBlich aus auf unserem
Weingut angebauten Trauben produziert.

Erzeugerabfiillung
el
089129

51389

Inhaltsstoffe: Traube 99%, K jerung | Sulfite), A dans (L-Ascorbil )

P&G Antoni
Riesling

DEUTSCHLAND

Dieser frische und fruchtige Riesling zeichnet sich durch eine
harmonische Balance zwischen SiiBe und Saure aus. Er vereint
Aromen von Pfirsich und Zitrusfriichten mit einem Hauch von Apfel
und schmeckt weich und elegant. Der Wein kann alleine genossen
werden, aber passt auch perfekt zu Fisch- oder Schalentiergerichten.
Unser 2019er Riesling wurde ausschlieBlich aus auf unserem
Weingut angebauten Trauben produziert.

Erzeugerabfiillung
w2 NN
089129

51389

ihalsofe:Taube 99% K I (Suifte), Antiosidans (Tarine, L-Ascort Saureregul
I Ifa), Stabilsator (M Hefe-M
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

P&G Antoni

Brut

SEKT

Dieser Sekt wird aus einem Verschnitt von Pinot Noir und
Chardonnay Trauben hergestellt und zeichnet sich durch subtile
Noten von Ananas, Grapefruit und Holunderbliten aus. Das sanfte
Prickeln tragt die floralen und tropisch-fruchtigen Geschmacksnoten
und sorgt fiir einen knackigen, erfrischenden Abgang. Seine
erfrischende Saure und sein fruchtiger Charakter machen ihn zum
idealen Begleiter zum Essen.

P&G Antoni

Brut

SEKT

Dieser Sekt wird aus einem Verschnitt von Pinot Noir und
Chardonnay Trauben hergestellt und zeichnet sich durch subtile
Noten von Ananas, Grapefruit und Holunderbliiten aus. Das sanfte
Prickeln tragt die floralen und tropisch-fruchtigen Geschmacksnoten
und sorgt fiir einen knackigen, erfrischenden Abgang. Seine
erfrischende Saure und sein fruchtiger Charakter machen ihn zum
idealen Begleiter zum Essen.

ne

intelligence

Erzeugerabfiillung Erzeugerabfiillung
S ||| \|]|||||m ||
® @) s'os13zs 080129

Enthalt Sulfite Inhaltsstoffe: Traube 99%, K i | (Sulfite), Antioxidans (L-Ascorbinsa

&)

P&G Antoni

Brut

SEKT

Dieser Sekt wird aus einem Verschnitt von Pinot Noir und
Chardonnay Trauben hergestellt und zeichnet sich durch subtile
Noten von Ananas, Grapefruit und Holunderbliiten aus. Das sanfte
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (1/2) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 324 332 343
| would consider / strongly consider buying it 48% 47% 49%
I may consider buying it 32% 30% 31%
| would probably not / definitely not consider buying it 17% 17% 15%
I don’t know / not sure 3% 6% 5%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 31% 30% 33%

Red / Blue higher / lower 39



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/2) W he

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Caitae Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 324 332 343
Very high-end 9% 8% 7%
High end 37% 41% 37%
Average 40% 36% 41%
Low end 3% 3% 6%
Very low-end 1% 1% 0,3%
I don’t know / not sure 9% 11% 9%
Total 100% 100% 100%

Red / Blue higher / lower 40



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/4)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

A wine | would probably enjoy for everyday drinking

It probably is of high quality

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine | would probably be proud to serve to friends

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

324
67%

63%
61%
58%
52%
45%
44%

33%

Short list of = Long list of

wine wine
ingredients | ingredients

332 343

61% 64%
59% 59%
55% 54%
55% 52%
53% 46%
41% 42%
40% 42%
34% 38%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/4)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

% Neither appropriate nor inappropriate

Base :

It probably tastes good

A wine that seems to be produced with care

A wine | would probably enjoy for everyday drinking

It probably is of high quality

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine | would probably be proud to serve to friends

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

324
23%

23%
24%
28%
35%
35%
39%

37%

Short list of = Long list of

wine wine
ingredients | ingredients
332 343
25% 22%
25% 26%
24% 25%
30% 29%
30% 35%
34% 33%
37% 35%
38% 34%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (3/4)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

A wine | would probably enjoy for everyday drinking

It probably is of high quality

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine | would probably be proud to serve to friends

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

324
2%
5%
8%
6%
5%
5%
9%

20%

Short list of = Long list of

wine wine
ingredients | ingredients
332 343
4% 5%
5% 6%
13% 12%
4% 9%
6% 9%
8% 12%
12% 13%
18% 19%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (4/4)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine that seems to be produced with care

A wine | would probably enjoy for everyday drinking

It probably is of high quality

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine | would probably be proud to serve to friends

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

324
8%
10%
6%
9%
9%
14%
9%

10%

Short list of = Long list of
wine
ingredients | ingredients

wine

332

11%

10%

8%

11%

10%

17%

11%

10%

343
9%
9%
9%
10%
10%
14%
10%

9%

W nhe

intelligence
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INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia
Japan
France

Germany

6. Italy This report

Russia
Spain
Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac® Italy
omnibus survey platform:

Scope: all wine drinkers living in Italy who drink wine
at least once a month.

Sampling: quota-based sample (age, gender, income
and region of residence).

Data collection mode: online.

Dates of data collection: from 10™ February to 22t
February 2021.

Sample size (after cleaning and weighting
procedures): 1,000 respondents.

Sample profile is shown in the table:

Male 45%
Gender Female 55%
Total 100%
18-24 4%
25-34 8%
35-44 13%
Age 45-54 19%
55-64 16%
65 and above 39%
Total 100%
Less than € 15.000 2%
Annual pre-tax
Between € 15.000 and € 50.000 61%
household
. " More than € 50.000 38%
income
Total 100%
North East 20%
North West 29%
Region of |[Center 23%
residence [South 17%
Islands 10%
Total 100%

*'Prefer not to answer’ excluded from base




STUDY CONTEXT: MARKET SIZE

The survey is representative of the 31 million adults living in Italy who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2

Japan 105.1 22% 23.1

France 51 75% 38

Germany 66.2 42% 27.5

Italy 49.7 62% 31 —> This report

Russia 16.3 46% 7.5

Spain 38 50% 18.9

Sweden 7.9 55% 43

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

Consumers express ambivalent views : the majority (57%) are aware that most wines intelligence
contains additives but 55% also perceive wine as a natural product (i.e. free of
additives).

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Most wines contain additives 14% 57% 30%

Wine is a natural product, free of additives 20% 55% 25%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Almost half of all respondents are neutral fowards the usefulness of additives in wine intelligence
whereas between 30% and 39% perceive additives as being helpful. These findings

indicate that most wine consumers are not rejecting the idea that additives may be

useful in the winemaking process.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree W Strongly agree / Agree % Don’t know / Neutral

When making wine, using preservatives (e.g. sulfites)

[0) 0,
helps ensure the wine’s quality and integrity — 36%
When making wine, using additives other than preservatives
¢ wine, using additves other thanpr = I
helps ensure the wine’s quality and integrity



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Excluding organic wines, 59% of consumers believe that high quality wines don’t need
to use additives and 54% have concerns about its impact on their health.

These findings show that a majority of Italian regular wine drinkers establish a link
between lack of additives and product quality.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Organic wines should be free of any additives,

including preservatives (e.g. sulphites...) S%E 17%
. L |

don't need to e aditves 10 IEA 25%
|

ot oo for oy st oo S 3%

Only poor-quality wines contain additives 31%

W nhe

intelligence
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence

12



KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients will drive down the opinion amongst 20% of intelligence
consumers. Interestingly, this negative impact is higher for ‘contains sulfites’ (27%),
compared to a short or a long list of ingredients (13% and 18%).

W nhe

Known and liked wine: impact of wine ingredients labelling on overall opinion

Base:

No, it doesn’t change my opinion at all
No, it doesn’t change my opinion much

It may change my opinion, | am not sure
Yes, it gives me a lower opinion of it

Yes, it gives me a rather poor opinion of it

Total

% lower / rather poor opinion

Red / Blue higher / lower

a'::’:;:fse Contains  Short list of wine Lon\;ojilri]set of

three lists SUIES LIS ingredients
1,000 338 326 336
16% 11% 20% 17%
32% 32% 32% 32%
33% 30% 35% 33%
14% 18% 11% 13%
6% 10% 2% 5%
100% 100% 100% 100%
20% 27% 13% 18%

13



KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would yield 15% of
consumers to be unwilling to buy it again and 24% would hesitate.

Interestingly, this negative impact (i.e. rate of rejection) is lower when disclosing a short
list of ingredients vs ‘contains sulfites’.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Base:

| would definitely buy it again

| would probably buy it again

| would hesitate to buy it again

| would probably not buy it again
| would definitely not buy it again
I don’t know / not sure

Total

% probably not buy / definitely not buy again

Red / Blue higher / lower

Average
across the
three lists

1,000

28%

34%
17%
9%
5%
7%

100%

15%

Contains

338
26%

30%

19%

13%

5%

6%

100%

18%

Short list of
sulfites wine ingredients

326
33%

35%

16%

5%

5%

5%

100%

10%

Long list of wine
ingredients

336
25%

36%
14%
10%
6%
9%

100%

16%

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down.

The negative impact tends to be higher for a long list of ingredients.

W nhe

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate
Base:
A taste | like
Very good quality
A wine | am never disappointed with
Good value for money
A wine produced with care
Made by a producer that | trust
A wine that | am proud to serve to my friends/family
A wine that inspires confidence
A wine | enjoy for everyday drinking

A wine produced in an environmentally friendly way

Red / Blue higher / lower

Known and
liked wine

1,000
96%

93%
89%
89%
88%
88%
85%
83%
70%

67%

Contains
sulfites

338
91%

83%
83%
83%
81%
83%
77%
79%
69%

61%

Short list of = Long list of

wine
ingredients
326

91%
82%
80%
83%
81%
86%
77%
78%
74%

59%

wine
ingredients
336

87%
76%
75%
77%
73%
73%
72%
72%
67%

56%

intelligence

Initial positive views shifting
towards:

With “contains sulfites” or the
“short list”, views tend to
mostly  shift to  neutral
positions, less so to negatives
ones.

With the “long list”, positive

views shift almost evenly
towards neutral and negative
views, signifying a more

negative impact than a short
ingredient list.

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

The negative impact of ingredients labelling is similar for both red and white wines. intelligence

. . . M A red wine
Known and like wine: by wine type A white wine
A rosé wine

| don't know / not sure

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,000 338 326 336
Red 20% 28% 13% 18%
White 19% 27% 13% 17%
Rosé 16% 25% 0% 22%
Average all styles 20% 27% 13% 18%

On average, the negative impact of ingredients
labelling is similar for both red and white wines

Intent to buy: % probably not buy / definitely not buy again
(sample is too low for rosé wines). A short list is

Average Contains sulfites = Shortlist ~Long list preferable whereas ‘contains sulfites’ drove
Base:| 1,000 338 326 336 opinions down the most
Red 15% 18% 10% 18%
White 15% 18% 11% 15%
Rosé 13% 24% 8% 11%
Average all styles 15% 18% 10% 16%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Castello di Leonardo Castello di Leonardo Castello di Leonardo
Nero d'Avola

75 I

\

“Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
(sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity
regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

“Contains sulfites”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3)

Findings show that the shift from ‘contains sulfites’ to a list of ingredients doesn’t
significantly impact the likelihood of trialling a new red wine.

Red wine back label: impact of ingredients labelling on consideration to buy

Contains Short list of | Long list of

sulfites wine wine
ingredients = ingredients

Base: 169 164 170

| would consider / strongly consider buying it 56% 51% 51%
I may consider buying it 27% 34% 29%
| would probably not / definitely not consider buying it 15% 12% 13%
I don’t know / not sure 2% 3% 6%

Total 100% 100% 100%

Net (% would buy - % would not consider buying) 41% 38% 38%

Red / Blue higher / lower

W nhe

intelligence
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RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3)

The disclosure of all wine ingredients tends to raise some uncertainty amongst about
10% of consumers.

A long list of ingredients drives the perceived value down fowards ‘Average’.

W nhe

intelligence

Red wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 169 164 170
Very high-end 1% 2% 2%
High end 35% 33% 20%
Average 53% 52% 61%
Low end 8% 4% 6%
Very low-end 0% 1% 1%
I don’t know / not sure 3% 8% 11%
Total 100% 100% 100%

Red / Blue higher / lower 20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A long list drives imagery down, almost across the board. However, a short list doesn’t intelligence
significantly impact it.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

g ; Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) : ) :

ingredients | ingredients

Base: 169 164 170
It probably tastes good 79% 82% 65%
A wine that seems to be produced with care 76% 71% 60%
It inspires confidence 74% 70% 57%
A wine | would probably be proud to serve to friends 64% 60% 52%
It probably is of high quality 62% 55% 50%
A wine that is probably produced in an environmentally friendly way 56% 53% 48%
A wine | would probably enjoy for everyday drinking 54% 47% 40%
It probably is an ordinary wine 31% 29% 32%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

intelli
Findings suggest that a long list of ingredients drives the likelihood of trialling a new white T

wine down (note: differences are not statistically significant). However, a short list has
little impact.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 169 162 166
| would consider / strongly consider buying it 42% 45% 37%
| may consider buying it 37% 40% 37%
| would probably not / definitely not consider buying it 16% 12% 19%
| don’t know / not sure 4% 3% 7%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 26% 33% 18%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) e

The format of the wine ingredients list has little impact on the perceived price of a intelligence

white wine.

White wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 169 162 166

Very high-end 3% 0% 2%
High end 29% 31% 27%
Average 56% 58% 52%
Low end 5% 6% 8%
Very low-end 0% 0% 2%
I don’t know / not sure 7% 6% 9%

Total 100% 100% 100%

Red / Blue higher / lower



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) ne

Consumers perceive few differences between ‘contains sulfites’ and a short list of intelligence
ingredients. However, a long list lowers the perception that a wine was produced with
care and lowers consumer confidence in the wine.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 169 162 166
It probably tastes good 76% 80% 68%
A wine that seems to be produced with care 74% 75% 64%
It inspires confidence 70% 70% 55%
A wine | would probably be proud to serve to friends 61% 60% 51%
It probably is of high quality 55% 58% 50%
A wine that is probably produced in an environmentally friendly way 52% 58% 43%
A wine | would probably enjoy for everyday drinking 45% 49% 41%
It probably is an ordinary wine 30% 28% 32%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Castello di Leonardo Castello di Leonardo Castello di Leonardo

Brut

i ’ljllllllll
089129

® O st
/7 — \
7 \
Vi \
7 \
7 \
y2 \
” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)
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SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING W ne

The disclosure of wine ingredients doesn’t significantly impact the likelihood to trial a intelligence
new sparkling wine.

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Short list of Long list of

Contains . .
sulfites wine wine
ingredients | ingredients

Base: 338 326 336
| would consider / strongly consider buying it 34% 32% 31%
| may consider buying it 35% 38% 35%
| would probably not / definitely not consider buying it 28% 26% 28%

| don’t know / not sure 3% 5% 6%
Total 100% 100% 100%

Net impact (% would consider - % would not consider) 6% 6% 2%

Red / Blue higher / lower
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate . L-ascorbic acid
° Dimethyldicarbonate (DMDC) . b
R Tartaric acid ° Potassium sorbate
R Malic acid ° Dimethyldicarbonate (DMDC)
° Lactic acid
: gilc.mmlzulphate Ingredients used to better maintain the quality of the
R T;r:lr?iszl wine (stabilise it and / or regulate its level of acidity):
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid
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ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Tannins are by far the most accepted ingredient (44% would still buy the wine vs 21%
on average). Most other ingredients tend to mostly yield uncertain views, rather than
outright rejection.

Acceptance of specific wine ingredients: without information

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Tannins  EPA 17% 44% 30%
Citric acid 22% 33% 33%
L-ascorbic acid 22% 31% 35%
Yeast mannoproteins 22% 24% 38%
Tartaric acid 27% 19% 38%
Calcium sulphate 27% 19% 38%
Malic acid 25% 17% 43%
Potassium sorbate 25% 16% 42%
Potassium polyaspartate 23% 14% 44%
Metatartaric acid 24% 15% 42% Base:
Lactic acid 24% 16% 38% % “Still buy’
Dimethyldicarbonate (DMDC) 23% 13% 42% % 'Hesitate’
Carboxymethylcellulose 25% 12% 43% % "Not buy
% ‘Don’t know’
Gum arabic 24% 16% 35%
0:% 5(;% 10IO%

ne

intelligence

Average
scores
512

21%
24%
17%

39%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION g T

Providing a short explanation on why an ingredient is used significantly helps to intelligence
reassure consumers. Overall, it improves the rate of acceptance and lowers rejection
by about +10pts on average.

Acceptance of specific wine ingredients: impact of education

% | would % | would % | would % | don’t Without information —»  With information
probably not | hesitateto = probablystill  know / not
buy the wine buy it buy the wine sure e L-ascorbicacid Ingredients used to better preserve the wine:

. Potassium sorbate : ::::;::Ezjr"bm

Tannins ns ns ns ns : ?;fr:::::\/;izzafbonate(DMDC) =P - Dimethyldicarbonate (DMDC)

N N N Ma“cadd ngredients used to better maintain the quality of the

Citric acid -4 ptS ns +10 ptS ns . Lactic acid :Nﬁne?sta;mse:atndb/;rtregmmet.tslt:ve?oflatcyudlx::
. Calcium sulphate e Malicacid

L-ascorbic acid -5 pts ns +15 pts -8 pts s Citricacid D et
o Tannins .

. . G bi

Yeast mannoproteins -6 pts ns +10 pts ns . Mettartaricacd . ]

. Yeast mannoproteins e Yeast mannoproteins
i i -5 pts ns +11 pts ns . Carboxymethylcellulose . Cafngvmet*‘z'cé"u'(’se

Tartaric aci p
e Potassium polyaspartate o jolaseum polyaspartate

Calcium sulphate -5 pts ns +8 pts ns

Malic acid ns ns +6 pts ns

Potassium sorbate -8 pts ns +12 pts -8 pts

Potassium polyaspartate ns ns +5 pts ns

Metatartaric acid -6 pts ns +6 pts ns

Lactic acid -6 pts ns +8 pts ns

Dimethyldicarbonate (DMDC) -7 pts +6 pts +7 pts ns

Carboxymethylcellulose ns ns +6 pts ns

Gum arabic -10 pts ns +8 pts ns

Red / Blue higher / lower 32
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Even if they express ambivalent views about the presence of additives in wine, most consumers will agree or are
neutral regarding their usefulness in the winemaking process.

= However, 59% believe that good quality wines don’t need additives and 54% express concerns regarding their
impact on health. Providing reassurance on both counts are key points to consider.

= The disclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

14% of consumers state they would stop buying the wine and 24% would hesitate. The disclosure of wine
ingredients yields a decrease in imagery perceptions though ratings remain quite high. A short list of ingredients
is preferable to both a long one or to ‘contains sulfites” only.

= The disclosure of ingredients doesn’t impact the willingness to trial an unknown red wine.

However, a long list drives down both perceived value and imagery. A short list is preferable as it doesn’t modify
the perceptions compared with ‘contains sulfites’.

= The disclosure of ingredients doesn’t impact the willingness to trial an unknown white wine.

However, a long list of ingredients lowers imagery perception (specifically regarding confidence level and the idea
that the wine was produced with care).

= Regarding specific ingredients, tannins are well accepted. For other ingredients, the most common reaction is
uncertainty (on average, 39% ‘don’t know / unsure’), more so than outright rejection. Education (i.e. explaining
why ingredients are used) helps to significantly increase the level of acceptance.

34



CONTENTS

1. Objectives and methodology
2. Wine making perceptions and knowledge
3. Impact of wine ingredients labelling on a tried (and liked) wine

4. Impact of wine ingredients labelling on trialling a new wine:
* Red wine
*  White wine

e Sparkling wine

5. Level of acceptance for specific wine ingredients
6. Conclusions

7. Appendices
*  New wine: back labels shown to respondents

* New wine: average findings (white + red wine merged)

35



Red wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Castello di Leonardo
Nero d'Avola

ITALIA
Un vino rosso elegante di medio corpo. Presenta aromi fruttati
di more e prugne mature, e al gusto risulta morbido ed elegante.
Si puo degustare da solo o abbinato a piatti di carne o formaggio.
Il nostro Nero d'Avola del 2019 é stato prodotto esclusivamente
da viti coltivate nella nostra tenuta.

g

Contiene solfit

Castello di Leonardo
Nero d'Avola

ITALIA
Un vino rosso elegante di medio corpo. Presenta aromi fruttati
di more e prugne mature, e al gusto risulta morbido ed elegante.
Si pud degustare da solo o abbinato a piatti di carne o formaggio.
Il nostro Nero d'Avola del 2019 é stato prodotto esclusivamente
da viti coltivate nella nostra tenuta.

5522

Ingredienti: uva 9%, conservanti (soffit), antiossidanti (acido L-ascorbico)

Castello di Leonardo
Nero d'Avola

ITALIA

Un vino rosso elegante di medio corpo. Presenta aromi fruttati
di more e prugne mature, e al gusto risulta morbido ed elegante.
Si puo degustare da solo o abbinato a piatti di carne o formaggio.

Il nostro Nero d'Avola del 2019 é stato prodotto esclusivamente
da viti coltivate nella nostra tenuta.

i I

Ingredienti: uva 9%, conservanti lsc)ftl) antiossidanti (tannini, acido L-ascorbico), regolatore di acidita (soffato di
calcio), (acido del lievito)

White wine back label:

Castello di Leonardo
Chardonnay

ITALIA
Questo Chardonnay fresco e fruttato é caratterizzato da
un equilibrio armonioso tra dolcezza e acidita. Presenta aromi
di pesca e agrumi con un sentore di mela, e al gusto risulta morbido
ed elegante. Si pud degustare da solo o abbinato a piatti di pesce
o crostacei. Il nostro Chardonnay del 2019 é stato prodotto
esclusivamente da viti coltivate nella nostra tenuta.

Imbottigliato all’origine
5ol bl || |||||
® @) 5051389 " 0801

Contiene solfti

Castello di Leonardo
Chardonnay

ITALIA
Questo Chardonnay fresco e fruttato é caratterizzato da
un equilibrio armonioso tra dolcezza e acidita. Presenta aromi
di pesca e agrumi con un sentore di mela, e al gusto risulta morbido
ed elegante. Si pud degustare da solo o abbinato a piatti di pesce

o crostacei. Il nostro Chardonnay del 2019 é stato prodotto
esclusivamente da viti coltivate nella nostra tenuta.

Imbottigliato all’origine ||

12.5%vol. 75dl.
®O

Ingredienti: uva 99%, conservanti (solfiti), antiossidanti (acido L-ascorbico)

051389 " 089129

Castello di Leonardo
Chardonnay

ITALIA

Questo Chardonnay fresco e fruttato é caratterizzato da
un equilibrio armonioso tra dolcezza e acidita. Presenta aromi
di pesca e agrumi con un sentore di mela, e al gusto risulta morbido
ed elegante. Si pud degustare da solo o abbinato a piatti di pesce
o crostacei. Il nostro Chardonnay del 2019 é stato prodotto
esclusivamente da viti coltivate nella nostra tenuta.

Imbottigliato all’origine
s e RN
® @) s5'o051389 " 089129

Ingredienti: uva 99%, conservanti (solfiti), antiossidanti (tannini, acido L- asocd:lm] regolatore di acidita (solfato di
b

calcio), (acido del lievito)
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Castello di Leonardo
Brut

ITALIA
Questo vino frizzante é prodotto da una miscela di Pinot Nero

e Chardonnay ed é caratterizzato da sottili note di ananas,
pompelmo e fiore di sambuco. La delicata effervescenza trasporta

Castello di Leonardo
Brut

ITALIA
Questo vino frizzante & prodotto da una miscela di Pinot Nero

e Chardonnay ed é caratterizzato da sottili note di ananas,
pompelmo e fiore di sambuco. La delicata effervescenza trasporta

ne

intelligence

i sapori floreali e di frutta tropicale che conferiscono un tocco fresco
e rinfrescante. La sua acidita rinfrescante e il suo carattere fruttato
ne fanno un vino eccellente per accompagnare i cibi.

Imbottigliato all’origine
w7

051389 " 089129

i sapori floreali e di frutta tropicale che conferiscono un tocco fresco
e rinfrescante. La sua acidita rinfrescante e il suo carattere fruttato
ne fanno un vino eccellente per accompagnare i cibi.

11 5%vo| 75c|

Imbottigliato all’origine ||

051389 " 089129

e

Contiene solfiti gredienti: uva 99%, c 1 (solfiti),

idanti (acido L bi

Castello di Leonardo
Brut

ITALIA

Questo vino frizzante & prodotto da una miscela di Pinot Nero
e Chardonnay ed é caratterizzato da sottili note di ananas,
pompelmo e fiore di sambuco. La delicata effervescenza trasporta
i sapori floreali e di frutta tropicale che conferiscono un tocco fresco
e rinfrescante. La sua acidita rinfrescante e il suo carattere fruttato
ne fanno un vino eccellente per accompagnare i cibi.

Imbottigliato all’origine
w7

051389 " 089129

Ingredienti: uva 99%, conservant (soffiti), antiossidant (tannini, acido L- -ascorbico), regolatcre di acidita (solfato di
calcio), stabilizzatore (acido metatartarico, mannoproteine del lievito)
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (1/3) W ne

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 338 326 336
| would consider / strongly consider buying it 50% 48% 44%
I may consider buying it 32% 37% 33%
| would probably not / definitely not consider buying it 15% 12% 16%
I don’t know / not sure 3% 3% 6%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 35% 36% 28%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (2/3)

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

. Short list of
Contains .
. wine
sulfites . .
ingredients
Base : 338 326
Very high-end 2% 1%
High end 32% 32%
Average 54% 55%
Low end 6% 5%
Very low-end 0% 0%
I don’t know / not sure 5% 7%
Total 100% 100%

Red / Blue higher / lower

Long list of
wine
ingredients
336

2%
24%
56%

7%

1%
10%

100%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

338
78%

75%
73%
63%
59%
54%
50%

31%

Short list of = Long list of

wine wine
ingredients | ingredients
326 336
81% 67%
73% 63%
70% 56%
60% 52%
56% 50%
56% 45%
48% 41%
28% 32%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

% Neither appropriate nor inappropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

338
17%

18%
18%
25%
28%
28%
29%

33%

Short list of = Long list of

wine wine
ingredients | ingredients
326 336
14% 22%
17% 22%
22% 29%
28% 30%
29% 27%
28% 30%
33% 33%
35% 33%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

338
2%
4%
7%
9%
8%
8%
17%

31%

Short list of = Long list of

wine wine
ingredients | ingredients
326 336
1% 3%
4% 7%
4% 8%
6% 10%
8% 12%
7% 14%
11% 17%
28% 25%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

338
3%
3%
3%
3%
5%
9%
4%

6%

Short list of = Long list of

wine wine
ingredients | ingredients
326 336
4% 8%
6% 8%
3% 7%
6% 8%
7% 10%
9% 11%
8% 9%
8% 11%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o ; Sl ILE wine wine
Net impact (positive - negative) sulfites . : _ :
ingredients | ingredients
Base:| 338 326 336
It probably tastes good 76% 80% 63%
A wine that seems to be produced with care 71% 69% 55%
It inspires confidence 66% 66% 49%
A wine | would probably be proud to serve to friends 54% 54% 41%
It probably is of high quality 51% 48% 38%
A wine that is probably produced in an environmentally friendly way 46% 49% 31%
A wine | would probably enjoy for everyday drinking 33% 37% 23%
It probably is an ordinary wine 0% 0% 7%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

USA

Australia

3. Japan This report

France
Germany
Italy
Russia
Spain
Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac® Japan
omnibus survey platform:

Male .. 44%

= Scope: all wine drinkers living in Japan who drink Gender |Female 56%
wine at least once a month. Total 100%
20-24 2%

=  Sampling: quota-based sample (age and gender). 25-34 8%
35-44 10%

Age 45-54 17%

= Data collection mode: online. =
55 and above 63%

Total 100%

=  Dates of data collection: from 5% February to 17t
February 2021.

= Sample size (after cleaning and weighting
procedures): 1,000 respondents.

. Sample profile is shown in the table:



STUDY CONTEXT: MARKET SIZE

The survey is representative of the 23.1 million adults living in Japan who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2

Japan 105.1 22% 23.1 —> This report

France 51 75% 38

Germany 66.2 42% 27.5

Italy 49.7 62% 31

Russia 16.3 46% 7.5

Spain 38 50% 18.9

Sweden 7.9 55% 43

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

About half of consumers are either neutral or unsure as to the presence of additives in intelligence
wine. However, a greater proportion (41%) believe they are contained in wine than
those who believe wine is additive-free (28%).

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Most wines contain additives 10% 48%

Wine is a natural product, free of additives 19% 28% 54%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common view is intelligence
neutrality (about 57%). Very few (about 1 in 10) perceive it's not useful.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree W Strongly agree / Agree % Don’t know / Neutral

When making wine, using preservatives (e.g. sulfites)

When making wine, using additives other than preservatives
., . . . 11% 32% 57%
helps ensure the wine’s quality and integrity

helps ensure the wine’s quality and integrity -

12% 30% 58%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Excluding organic wines, about half of consumers are unsure or neutral regarding the
existence of a correlation between the presence of additives and the quality of the

wine.

However, 38% have concerns about the impact of additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree

Organic wines should be free of any additives,
including preservatives (e.g. sulphites...)

A wine containing additives
is not good for my health

High quality wine producers
don’t need to use additives

Only poor-quality wines contain additives

W Strongly agree / Agree

25%

% Don’t know / Neutral

39%

51%

54%

56%

W nhe

intelligence
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients will drive down the opinion amongst 30% of
consumers. Interestingly, this negative impact is lower for a short list vs ‘contains

sulfites’.

Known and liked wine: impact of wine ingredients labelling on overall opinion

Base:

No, it doesn’t change my opinion at all
No, it doesn’t change my opinion much

It may change my opinion, | am not sure
Yes, it gives me a lower opinion of it

Yes, it gives me a rather poor opinion of it

Total

% lower / rather poor opinion

Red / Blue higher / lower

Average
across the
three lists

1,000

4%
23%
42%
23%

7%

100%

30%

Contains |Short list of wine

sulfites ingredients
333 330
5% 4%
18% 32%
43% 38%
26% 21%
9% 5%
100% 100%
35% 26%

Long list of
wine
ingredients
338

4%
19%
46%
22%

8%

100%

31%

ne

intelligence
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KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would yield 12% of
consumers to be unwilling to buy it again and 44% would hesitate or be unsure.

Interestingly, acceptance (i.e. positive intent to buy again) is higher for a short list
compared to either ‘contains sulfites’ or a long list.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Base:

| would definitely buy it again

| would probably buy it again

| would hesitate to buy it again

| would probably not buy it again
| would definitely not buy it again

| don’t know / not sure

Total

% probably not buy / definitely not buy again

Red / Blue higher / lower

Average
across the
three lists

1,000

5%
40%
27%

9%

2%
17%

100%

12%

Contains

333
6%
34%
33%
9%
3%
15%

100%

12%

Short list of
sulfites wine ingredients

330
6%
46%
23%
8%
1%
15%

100%

10%

Long list of wine
ingredients

338
3%
39%
24%
11%
3%
21%

100%

13%

ne

intelligence
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KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down
across the board. The negative impact is a little bit lower for a short list of ingredients
compared with the other two labelling types.

Known and liked wine: impact of wine ingredients labelling on imagery

Short list of = Long list of

W nhe

intelligence

. _ Known and Contains . .
% Appropriate / VVery appropriate liked wine sulfites . Wm.e . Wm.e
ingredients | ingredients

Base:| 1,000 333 330 338
A taste | like 88% 74% 76% 74%
Good value for money 83% 65% 69% 69%

Initial positive views are mostly

A wine | enjoy for everyday drinking 76% 61% 73% 63% shifting towards neutral views.
A wine | am never disappointed with 71% 55% 60% 55%
A wine produced with care 70% 55% 57% 54%
Made by a producer that | trust 68% 55% 59% 58%
Very good quality 62% 51% 53% 54%
A wine that | am proud to serve to my friends/family 55% 45% 47% 43%
A wine produced in an environmentally friendly way 50% 43% 46% 43%
A wine that inspires confidence 45% 36% 39% 39%

Red / Blue higher / lower
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KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

On average, the negative impact of ingredients labelling is not significantly different intelligence
between a red and a white wine (note: sample size for rosé wines is too small to be
interpreted).

. . . m Ared wine
Known and like wine: by wine type A white wine
A rosé wine

| don't know / not sure

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,000 333 330 338
Red 30% 32% 26% 32%
White 31% 37% 25% 31%
Rosé 41% 61% 54% 7%
Average all styles 30% 35% 26% 31%

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,000 333 330 338
Red 12% 14% 9% 12%
White 11% 8% 12% 15%
Rosé 12% 12% 11% 14%
Average all styles 12% 12% 10% 13%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Bodega El vifiedo Bodega El vifiedo Bodega El vifiedo

Cabernet Sauvignon Cabernet Sauvignon Cabernet Sauvignon

089129

£

o912

£

051

®0

®0

5

7 7 . 7
’ \ ’ \ / \
’ \ ’ \ / \
4 \ / \ Vi \
’ \ Vi \ 7 \
ya AY Y2 AY ya \
. . “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites)
/o ” 2 . ), ’
Contains su/f/tes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) e

The shift from ‘contains sulfites’ to the full list of ingredients (i.e. short or long list) yields a  (inteligence

lower likelihood of trialling a new red wine with consumers tending to become more
neutral fowards the product.

Red wine back label: impact of ingredients labelling on consideration to buy

Contains Short list of | Long list of

sulfites wine wine
ingredients = ingredients

Base: 164 159 168

| would consider / strongly consider buying it 47% 37% 36%
I may consider buying it 30% 40% 38%
| would probably not / definitely not consider buying it 14% 12% 17%
| don’t know / not sure 9% 12% 9%

Total 100% 100% 100%

Net (% would buy - % would not consider buying) 33% 25% 18%

Red / Blue higher / lower 19



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

A short list of ingredients doesn’t seem to have an impact on the perceived price of intelligence
an unknown red wine. Conversely, a long list drives perceived value down.

Red wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 164 159 168
Very high-end 1% 1% 1%
High end 26% 21% 16%
Average 53% 50% 51%
Low end 8% 12% 18%
Very low-end 1% 3% 1%
I don’t know / not sure 12% 14% 13%
Total 100% 100% 100%

Red / Blue higher / lower 20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A wine with a long list of ingredients drives imagery down. This is less the case with a intelligence
short list, although wines with this label were significantly less likely to be perceived as
an enjoyable wine for everyday drinking.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

g ; Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) : ) :

ingredients | ingredients

Base: 164 159 168
It probably tastes good 67% 60% 52%
A wine | would probably enjoy for everyday drinking 62% 50% 44%
A wine that seems to be produced with care 56% 53% 46%
It probably is of high quality 47% 43% 37%
A wine | would probably be proud to serve to friends 42% 34% 28%
A wine that is probably produced in an environmentally friendly way 38% 40% 34%
It inspires confidence 37% 33% 24%
It probably is an ordinary wine 28% 35% 29%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . . . . . ) intelligence
Findings suggest that the shift from ‘contains sulfites’ to a long list of ingredients

decreases the willingness to trial a new white wine (note: difference is not statistically
significant). A short list doesn’t seem to have much impact on consideration levels.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 169 171 169
| would consider / strongly consider buying it 45% 41% 34%
| may consider buying it 33% 40% 41%
| would probably not / definitely not consider buying it 16% 13% 17%
I don’t know / not sure 6% 6% 8%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 29% 27% 18%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

The shift from ‘contains sulfites’ to a full list of ingredients seems to yield ambivalent intelligence
views. Some consumers perceive the wine to be of higher end while others are unsure.

White wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 169 171 169
Very high-end 1% 1% 1%
High end 15% 22% 12%
Average 56% 54% 66%
Low end 21% 11% 9%
Very low-end 2% 2% 2%
I don’t know / not sure 6% 11% 10%
Total 100% 100% 100%

Red / Blue higher / lower 24



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A long list of ingredients drives imagery down on two counts: the brand is less likely to intelligence
be perceived as delivering a good taste or as being enjoyable for everyday drinking.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 169 171 169
It probably tastes good 71% 68% 59%
A wine | would probably enjoy for everyday drinking 63% 61% 51%
A wine that seems to be produced with care 57% 58% 54%
It probably is of high quality 49% 54% 49%
A wine | would probably be proud to serve to friends 39% 40% 35%
A wine that is probably produced in an environmentally friendly way 36% 42% 42%
It probably is an ordinary wine 33% 33% 38%
It inspires confidence 32% 35% 34%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Domaine de Beaufort Domaine de Beaufort Domaine de Beaufort

7 \
Vi \
7 \
7 \
y \
" . . ” “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING W ne

The format of ingredients labelling doesn’t seem to significantly impact the likelihood intelligence
of trialling an unknown sparkling wine.

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Short list of Long list of

Contains . .

sulfites wine wine

ingredients = ingredients
Base: 333 330 338
| would consider / strongly consider buying it 37% 34% 34%
| may consider buying it 36% 35% 34%
| would probably not / definitely not consider buying it 19% 23% 22%
| don’t know / not sure 8% 8% 11%
Total 100% 100% 100%
Net impact (% would consider - % would not consider) 18% 11% 12%

Red / Blue higher / lower 28
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate . L-ascorbic acid
° Dimethyldicarbonate (DMDC) . b
R Tartaric acid ° Potassium sorbate
R Malic acid ° Dimethyldicarbonate (DMDC)
° Lactic acid
: gilc.mmlzulphate Ingredients used to better maintain the quality of the
R T;r:lr?iszl wine (stabilise it and / or regulate its level of acidity):
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Malic and citric acid are the most accepted ingredients (47% would still buy the wine
vs 24% on average). Most of the other ingredients broadly yield uncertain views or
hesitation (far more so than outright rejection).

Acceptance of specific wine ingredients: without information

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Malic acid % 10% 39%

Citric acid 14% 33%

Tannins B4 16% 40%

Lacticacid KA 15% 44%

L-ascorbic acid 22% 46%

Yeast mannoproteins 18% _ 53%
Tartaric acid 23% - 49%
Carboxymethylcellulose 23% - 54%
Potassium polyaspartate 23% - 52%

Potassium sorbate 22% - 50% Base:
Metatartaric acid 22% - 51% % ‘Still buy’
Calcium sulphate 23% - 48% % Hesitate’

Dimethyldicarbonate (DMDC) 24%  [11% 52% 7o Notbuy
% ‘Don’t know’
Gum arabic 22% - 48%
O:% SOI% 10I0%

Average
scores

505
24%
20%
10%
47%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION

Explaining why they are used reduces rejection rates for the least accepted

ingredients.

W nhe

intelligence

Acceptance of specific wine ingredients: impact of education

Malic acid

Citric acid

Tannins

Lactic acid

L-ascorbic acid

Yeast mannoproteins
Tartaric acid
Carboxymethylcellulose
Potassium polyaspartate
Potassium sorbate
Metatartaric acid
Calcium sulphate
Dimethyldicarbonate (DMDC)

Gum arabic

ns = not significant

Red / Blue higher / lower

% | would
probably not
buy the wine

ns
ns
ns
ns
ns
ns
-5 pts
ns
ns
-4 pts
-5 pts
-6 pts
-5 pts
-7 pts

% | would
hesitate to

buy it
ns
ns
ns
ns
ns
ns

-5 pts
ns
ns
ns
ns
ns
ns

ns

% | would
probably still
buy the wine

ns
ns
ns
ns
ns
ns
ns
ns
ns

+6 pts
ns
ns

+7 pts

ns

% | don't
know / not

sure

ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns

+7 pts
ns

+7 pts

Without information —  With information

L-ascorbic acid Ingredients used to better preserve the wine:

Potassium sorbate *  Lascorbicacid
. . Potassium sorbate
Dimethyldicarbonate (DMDC) = ——pp. Dimethyldicarbonate (DMDC)

Tartaric acid

Malic acid Ingredients used to better maintain the quality of the
Lactic acid wine (stabilise it and/or regulate its level of acidity):
Calcium sulphate e Malicacid
Citric acid *  lacticacid

. Calcium sulphate
Tannins Citric acid
Gum arabic e Tannins

Metatartaric acid Gum arabic

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate

Metatartaric acid
Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will mostly be
neutral or (less often) agree regarding the usefulness of additives in the winemaking process.

= 37% believe that good quality wines don’t need additives and 38% express concerns regarding their impact on
health. Providing reassurance on both counts are points to consider.

= The disclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

12% of consumers state they would stop buying the wine and 44% would hesitate or be unsure. The disclosure
yields a decrease in imagery perceptions. These negative impacts are lower for a short list and higher for both
‘contains sulfites” and a long list.

= The disclosure of the full list of ingredients decreases consideration to buy an unknown red wine.

Shifting from ‘contains sulfites” to the full list of ingredients yields consumers to be more neutral (and less
positive) with the wine. The negative impact is higher for a long list of ingredients: it drives down imagery to a
larger extent than a short list.

=  Ashortlist doesn’t seem to have much impact on the willingness to trial an unknown white wine.
However, findings suggest that shifting from ‘contains sulfites’ to a long list of ingredients decreases it. And it

significantly drives imagery down on two counts: the brand is less likely to be perceived as delivering a good taste
or as being enjoyable for everyday drinking.

=  Regarding specific ingredients, malic and citric acids are the most accepted. For other ingredients, the most
common reaction is uncertainty (=50%) or hesitation (= 20%). Education (i.e. explaining why ingredients are
used) significantly reduces rejection rates for the least accepted ingredients.
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METHODOLOGY - TESTED BACK LABELS (STILL WINE)

APPENDIX

Red wine back label
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (1/3) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 333 330 338
| would consider / strongly consider buying it 46% 39% 35%
I may consider buying it 32% 40% 40%
| would probably not / definitely not consider buying it 15% 13% 17%
I don’t know / not sure 7% 9% 8%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 31% 26% 18%

Red / Blue higher / lower 39



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (2/3) W ne

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 333 330 338
Very high-end 1% 1% 1%
High end 20% 21% 14%
Average 55% 53% 58%
Low end 14% 11% 13%
Very low-end 1% 2% 2%
I don’t know / not sure 8% 13% 11%
Total 100% 100% 100%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

Short list of = Long list of

g ; Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) : _ :

ingredients | ingredients

Base:| 333 330 338
It probably tastes good 69% 64% 56%
A wine | would probably enjoy for everyday drinking 63% 56% 48%
A wine that seems to be produced with care 57% 55% 50%
It probably is of high quality 48% 49% 43%
A wine | would probably be proud to serve to friends 41% 38% 32%
A wine that is probably produced in an environmentally friendly way 38% 41% 38%
It inspires confidence 34% 34% 29%
It probably is an ordinary wine 30% 34% 33%

Red / Blue higher / lower a1



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

Short list of = Long list of

Contains . .
% Neither appropriate nor inappropriate sulfites wine wine
ingredients | ingredients

Base:| 333 330 338
It probably tastes good 22% 28% 32%
A wine | would probably enjoy for everyday drinking 28% 34% 36%
A wine that seems to be produced with care 33% 34% 36%
It probably is of high quality 38% 38% 37%
A wine | would probably be proud to serve to friends 44% 47% 47%
A wine that is probably produced in an environmentally friendly way 47% 43% 43%
It inspires confidence 47% 48% 48%
It probably is an ordinary wine 45% 45% 45%

Red / Blue higher / lower 42



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

It probably is of high quality

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way
It inspires confidence

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

333
4%
5%
4%
8%
9%
6%
11%

19%

Short list of = Long list of

wine wine
ingredients | ingredients
330 338
4% 4%
4% 7%
5% 6%
7% 11%
7% 11%
6% 8%
11% 13%
16% 13%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

It probably is of high quality

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way
It inspires confidence

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

333
5%
5%
6%
6%
7%
9%
7%

7%

Short list of = Long list of

wine wine
ingredients | ingredients
330 338
4% 9%
6% 9%
6% 9%
6% 10%
8% 10%
10% 11%
8% 11%
6% 9%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o g Contains wine wine

Net impact (positive - negative) sulfites ) : _ :

ingredients | ingredients

Base : 333 330 338
It probably tastes good 65% 60% 51%
A wine | would probably enjoy for everyday drinking 57% 52% 40%
A wine that seems to be produced with care 53% 51% 44%
It probably is of high quality 40% 41% 32%
A wine | would probably be proud to serve to friends 32% 30% 21%
A wine that is probably produced in an environmentally friendly way 31% 35% 30%
It inspires confidence 23% 22% 17%
It probably is an ordinary wine 12% 18% 21%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia
Japan
France
Germany

Italy

7. Russia This report

Spain
Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac®

Russia omnibus survey platform: e e
yp ) Gender Female 56%
Total 100%
= Scope: all imported wine drinkers, aged between 18 18-24 8%
and 64 years old, living in Moscow and St Petersburg, 25.34 32%
who drink wine at least twice a year. A 35-44 23%
e

s 45-54 21%
=  Sampling: quota-based sample (age, gender and 55.64 17%
region of residence). Total 100%
Region of Moscow 71%
= Data collection mode: online. . St. Petersburg 29%

residence
Total 100%

»  Dates of data collection: from 23t February to 3™
March 2021.

= Sample size (after cleaning and weighting
procedures): 1,022 respondents.

. Sample profile is shown in the table:



STUDY CONTEXT: MARKET SIZE

The survey is representative of the 7.5 million adults (18-64 years old) living in Moscow
and St Petersburg who drink imported wine at least twice a year.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2

Japan 105.1 22% 23.1

France 51 75% 38

Germany 66.2 42% 27.5

Italy 49.7 62% 31

Russia 16.3 46% 7.5 —> This report

Spain 38 50% 18.9

Sweden 7.9 55% 43

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

Russian consumers express ambivalent views : 59% of them perceive wine as being intelligence
free of additives while 53% agree that most wines contain additives.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Wine is a natural product, free of additives 16% 25%

Most wines contain additives 10% 53% 37%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, half of all Russian wine drinker intelligence
surveyed are unsure or have no opinion.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

|
|
Strongly disagree / Disagree | M Strongly agree / Agree % Don’t know / Neutral

I

|

|

When making wine, using preservatives (e.g. sulfites |
gwine,using presenatives (e sulfes) -

helps ensure the wine’s quality and integrity |

|

|

When making wine, using additives other than preservatives [
& § acctives @ an pre 21% : 50%

helps ensure the wine’s quality and integrity ,

|

|

|



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

The most common view is that there is a correlation between the presence of
additives in wines and their level of quality. 60% say that good quality wines don't
need additives and 44% agree that only poor quality wines contain some.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree

Organic wines should be free of any additives,
including preservatives (e.g. sulphites...)

High quality wine producers
don’t need to use additives

A wine containing additives
is not good for my health

Only poor-quality wines contain additives

6%

9%

15%

20%

W Strongly agree / Agree

% Don’t know / Neutral

30%

31%

39%

37%

W nhe

intelligence
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence

12



KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION -

On average, the disclosure of ingredients will drive down the opinion amongst 23% of intelligence
consumers. This negative impact is higher for ‘contains sulfites’ (29% form a lower
opinion) and is lowest for a short list of ingredients (17% form a lower opinion).

Known and liked wine: impact of wine ingredients labelling on overall opinion

Average Contains Short list of wine Long'llst of
across the sulfites ingredients wine
three lists g ingredients

Base: 1,022 341 342 338

No, it doesn’t change my opinion at all 11% 10% 14% 9%
No, it doesn’t change my opinion much 23% 19% 28% 22%
It may change my opinion, | am not sure 43% 42% 42% 43%
Yes, it gives me a lower opinion of it 12% 16% 8% 14%
Yes, it gives me a rather poor opinion of it 11% 13% 9% 11%
Total 100% 100% 100% 100%

% lower / rather poor opinion 23% 29% 16% 25%

Red / Blue higher / lower 13



KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

ne
On average, the disclosure of the ingredients of a favourite wine would yield 22% of intelligence
consumers to be unwilling to buy it again and 24% would hesitate or be unsure.
Interestingly, a short list of ingredients yields the lowest negative impact and highest
consideration to buy.
Known and liked wine: impact of wine ingredients labelling on intent to buy
Average Contains  Shortlistof  Long list of wine
LA sulfites wine ingredients ingredients
three lists & &
Base: 1,022 341 342 338
| would definitely buy it again 26% 22% 34% 22%
| would probably buy it again 28% 26% 31% 27%
| would hesitate to buy it again 20% 25% 14% 22%
| would probably not buy it again 13% 14% 9% 17%
| would definitely not buy it again 8% 8% 7% 9%
I don’t know / not sure 4% 5% 5% 4%
Total 100% 100% 100% 100%
% probably not buy / definitely not buy again 22% 22% 17% 26%
Red / Blue higher / lower 14



KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down.
The negative impact is lowest with a short list of ingredients.

Known and liked wine: impact of wine ingredients labelling on imagery

Short list of = Long list of

Known and Contains . .
% Appropriate / Very appropriate Tl ordin sl wine wine
ingredients | ingredients
Base: 1,022 341 342 338
A taste | like 94% 85% 88% 83%

Initial positive views tend to

Very good quality 88% 69% 74% 61% shift towards both neutral and
negative views.

Good value for money 88% 74% 80% 73%
A wine that inspires confidence 84% 67% 71% 62%
A wine | am never disappointed with 83% 73% 75% 65%
Made by a producer that | trust 78% 69% 71% 64%
A wine that | am proud to serve to my friends/family 75% 61% 69% 59%
A wine produced with care 60% 48% 57% 48%
A wine produced in an environmentally friendly way 59% 49% 53% 39%
A wine | enjoy for everyday drinking 57% 52% 59% 47%
Red / Blue higher / lower

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

The negative impact of ingredients labelling on overall opinion tends to be higher for intelligence
red wines than for white wine. However, the negative impact on consideration to buy
is similar for both colours (note: sample size for rosé wines is too small to be interpreted).

Known and liked wine: by wine type _
B Ared wine

A white wine
A rosé wine
| don't know / not sure

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,022 341 342 338
Red 26% 32% 16% 30% Findings suggest that the negative impact of
White 19% 29% 13% 15% ingredients labelling is higher for red wines,
Rosé 15% 9% 25% 11% especially when a long ingredients list was
Average all styles 23% 29% 16% 25% displayed.

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,022 341 342 338
Red 22% 23% 15% 28% o _ '
White 23% 5% 18% 6% On av.erafge, .thfa negative |mpa.ct of |ngred|gnts
- labelling is similar for both white and red wines.
Rosé 17% 13% 25% 13%
Average all styles 22% 22% 17% 26%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Bodega El vifiedo Bodega El v‘iﬁedo Bodega El vifiedo

wo TN
/, “\ // N
/ \ , .
/ \ , .
/ \ , .

VA \ } .

“ . . “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains sulfites (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3)

Findings suggest that the shift from ‘contains sulfites’ to the short list of ingredients yields
a higher likelihood of trialling a new red wine (41% positive intfent vs 32%). (note: differences
are not statistically significant).

Red wine back label: impact of ingredients labelling on consideration to buy

Short list of | Long list of

Contains . .
sulfites wine wine
ingredients = ingredients

Base: 169 175 173

| would consider / strongly consider buying it 32% 41% 29%
I may consider buying it 41% 37% 39%
| would probably not / definitely not consider buying it 23% 18% 26%

| don’t know / not sure 4% 5% 6%
Total 100% 100% 100%

Net (% would buy - % would not consider buying) 9% 23% 3%

Red / Blue higher / lower

W nhe

intelligence
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RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3) e

Shifting from ‘contains sulfites’ to a short list of ingredients improves perceived value, intelligence
making the wine look less ‘average’ and more high end.

Red wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 169 175 173
Very high-end 2% 6% 4%
High end 30% 39% 33%
Average 51% 38% 43%
Low end 3% 2% 3%
Very low-end 2% 1% 2%
I don’t know / not sure 13% 14% 16%
Total 100% 100% 100%

Red / Blue higher / lower 20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A wine with a short list of ingredients enjoys a more favourable image than either intelligence
‘contains sulfites’ or a long list.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

g ; Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) : _ :

ingredients | ingredients

Base: 169 175 173
It probably tastes good 68% 75% 69%
It probably is an ordinary wine 57% 57% 54%
It probably is of high quality 55% 67% 58%
It inspires confidence 53% 59% 46%
A wine that seems to be produced with care 42% 41% 42%
A wine that is probably produced in an environmentally friendly way 39% 50% 38%
A wine | would probably be proud to serve to friends 36% 52% 38%
A wine | would probably enjoy for everyday drinking 27% 39% 31%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . . . . . intelligence
The shift from ‘contains sulfites’ to the full list of ingredients doesn’t seem to have much

impact on consideration to trial a new white wine.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 172 167 166
| would consider / strongly consider buying it 42% 38% 35%
I may consider buying it 32% 40% 39%
| would probably not / definitely not consider buying it 20% 19% 21%
I don’t know / not sure 6% 4% 5%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 22% 19% 13%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

A long list of wine ingredients decreases the perceived value of an unknown white intelligence
wine. It is perceived as being more average (and less high end) than both of the other
labelling formats.

White wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 172 167 166
Very high-end 4% 7% 5%
High end 39% 40% 26%
Average 37% 37% 46%
Low end 4% 3% 4%
Very low-end 1% 0% 2%
| don’t know / not sure 14% 14% 17%
Total 100% 100% 100%

Red / Blue higher / lower 24



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A long list of ingredients yields the wine to be less likely to be associated with an intelligence
environmentally friendly production process.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 172 167 166
It probably tastes good 73% 72% 68%
It probably is of high quality 68% 67% 59%
It probably is an ordinary wine 56% 52% 56%
It inspires confidence 51% 55% 49%
A wine that is probably produced in an environmentally friendly way 49% 54% 37%
A wine | would probably be proud to serve to friends 42% 49% 36%
A wine that seems to be produced with care 39% 48% 34%
A wine | would probably enjoy for everyday drinking 37% 40% 32%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Castello griu:.eonardo Castello griu!.eonardo Castello griu!.eonardo

” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING

Consumers display a strong preference for the back labels which show a short list of
ingredients (41% would consider to buy vs about 30% for both of the other formats).

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Base:

| would consider / strongly consider buying it

| may consider buying it

| would probably not / definitely not consider buying it
| don’t know / not sure

Total

Net impact (% would consider - % would not consider)

Red / Blue higher / lower

Contains
sulfites

341
32%

36%
26%
6%

100%

6%

Short list of
wine
ingredients
342

41%

32%

21%
5%

100%

20%

Long list of

wine

ingredients

338
30%

41%

24%

5%

100%

5%

ne

intelligence
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate . L-ascorbic acid
° Dimethyldicarbonate (DMDC) . b
R Tartaric acid ° Potassium sorbate
R Malic acid ° Dimethyldicarbonate (DMDC)
° Lactic acid
: gilc.mmlzulphate Ingredients used to better maintain the quality of the
R T;r:lr?iszl wine (stabilise it and / or regulate its level of acidity):
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Overall, the acids are the most accepted ingredients. The other ingredients broadly
yield uncertain views, more so than outright rejection.

Acceptance of specific wine ingredients: without information

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Tartaric acid 19% 49% 22%
Malic acid 20% 48% 22%
L-ascorbic acid 24% 42% 24%
Citric acid 22% 45% 20%
Tannins 26% 31% 29%
Lactic acid 26% 29% 29%
Yeast mannoproteins 29% 26% 28%
Calcium sulphate 29% 22% 32%
Potassium sorbate 29% 19% 34%
Metatartaric acid 30% 16% 36% Base:
Gum arabic 32% 13% 36% % ‘Still buy’
Carboxymethylcellulose 32% 12% 35% % 'Hesitate’
Potassium polyaspartate 30% 12% 36% % Not buy’
Dimethyldicarbonate (DMDC) 32% 10% 37% % Don'tknow!
0:% SOI% 10;)%

W nhe

intelligence

Average
scores
529

27%
27%
16%

30%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION g T

For several ingredients, explaining why they are used increases acceptance. For intelligence
example, the proportion of respondents who would still buy a wine containing DMDC
increases from 10% to 21% (+11 pfts).

Acceptance of specific wine ingredients: impact of education

% | would % | would % | would % | don’t Without information —»  With information
probably not | hesitateto = probablystill  know / not
buy the Wine buy |t buy the Wine sure . L-ascorbic acid Ingredients used to better preserve the wine:

. Potassium sorbate : ::::;::Ezzir"bm

Tartaric acid ns ns ns ns o ?imethvldfzarbonate(DMDC) =P - Dimethyldicarbonate (DMDC)
. artaric aci

. . li id . . "
Malic acid ns ns +7 pts ns s Locticacd e e e
. . . Calcium sulphate e Malicacid

L-ascorbic acid ns -7 pts +13 pts -6 pts e Citricacid s Locticadid

oo e  Clum st
A H . Gum arabic
CltrlC aC|d -5 pts ns +12 pts ns . Metatartaric acid . i
. . Yeast mannoproteins e Yeast mannoproteins

Tannins ns ns ns ns o Carboxymethylcellulose *  Carboxymethylcellulose
. Potassium polyaspartate : o Polyaspartate

Lactic acid ns ns +8 pts ns

Yeast mannoproteins ns ns ns ns

Calcium sulphate ns ns +5 pts ns

Potassium sorbate -5 pts ns +13 pts -7 pts

Metatartaric acid ns ns ns ns

Gum arabic ns ns ns ns

Carboxymethylcellulose ns ns ns ns

Potassium polyaspartate ns ns +6 pts ns

Dimethyldicarbonate (DMDC) ns ns +11 pts -10 pts

ns = not significant

Red / Blue higher / lower 32
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

= Consumers express ambivalent views regarding the presence and usefulness of additives in wine.

About half recognize the presence of additives in wine though 59% think of wine as being entirely natural. About
half are neutral regarding their usefulness in winemaking and only 29% perceived them as being useful.

= Furthermore, 60% believe that good quality wines don’t need additives and 46% express concerns regarding
their impact on health. Providing reassurance on both counts are key points to consider.

= The disclosure of ingredients of a known and trusted wine often yields uncertainty or rejection.

22% of consumers state they would stop buying it and 24% would hesitate or be unsure. The disclosure of wine
ingredients yields a decrease in imagery perceptions. A short list of ingredients is preferable to both ‘contains
sulfites’ or a long list.

= Ashortlist of ingredients improves perceptions of an unknown red wine.

Shifting from ‘contains sulfites’ to a short list of ingredients tends to raise both imagery and consideration to trial
the wine. A long list of ingredients obtains similar scores to ‘contains sulfites’.

= Afull list of ingredients doesn’t seem to have much impact on the perceptions of an unknown white wine.

Shifting from ‘contains sulfites” to either a short or a long list of ingredients doesn’t significantly impact
consideration to buy or trust levels with the brand. However, if it’s a long list, it will harm imagery (the brand is
less likely to be associated as an environmentally friendly wine) and perceived value.

= Regarding specific ingredients, several acids are the most accepted. For other ingredients, the most common
reactions are uncertainty or (less often) acceptance, far more so than outright rejection. Education (i.e.
explaining why ingredients are used) helps to significantly increase acceptance levels for several ingredients.
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wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Bodega El viiiedo

.
Cabernet Sauvignon
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V3roTOBNEHO UCKNIOYUTENBHO U3 BUHOTPafja, BbIPaLLEHHOTO Ha

BUHOTPagHMKax ycaabbbl.

s (I
@O sl oo

CopepxaT cynbwrsi

B
by

Bodega El viiiedo

Cabernet Sauvignon

MCNAHWUA
CpepHeTenoe 3neraHTHoe KpacHoe BUHO. B apomare BbipaxeHbl HOTbI
CMenoii CNMBbI 1 eXeBUKN. BKyc MArkui u aneranTHbIn. MoxeT
NoAaBsaTbcs OTAENbHO. TakxKe naeanbHO NOAXOAUT ANA MACHBIX 6niog
v coipa. Hawe uHo kabepHe cosnHboH ypoxan 2019 roga
V3rOTOB/NIEHO UCKMIOYUTENbHO U3 BUHOTPaja, BbIPaLLEHHOTo Ha
BUHOrpPaAHNKax ycagb0bi.

125%vol. 75¢.
@& 57051389 " 089129

Wnrpegmens: surorpap 99 %, (cynoure), (L K#enora)

byTuaupoBaHo Ha BUHOAEAbHE || |’

Bodega El viiiedo

.
Cabernet Sauvignon
UCNAHWA

CpepaHeTenoe 3neraHTHoe KpacHoe BUHO. B apomare BbipaxeHbl HOTbI
CNenoii CNMBbI 1 eXeBUKN. BKyC MATKUiA 1 aneraHTHbIn. MoxeT

MOfaBaTbcA OTAENbHO. TakXKe UAeanbHO NOAXOAUT AIA MACHBIX 6/i0a
vnu coipa. Hawe BuHo kabepHe cosnHboH ypoxan 2019 roga
V3rOTOBNIEHO VCKMIOYUTENBbHO U3 BUHOTPaZia, BbIPALLEHHOTO Ha

BUHOTPagHNKax ycaabObl.

EYTMAMPOBBMO Ha BUHOAEAbHe
s s ([N
® @) s'os1389 089129

sunorpan 99 %, (cynuur), (rahmssi, L-

KHCOTa), perynaTop

KUCIOTHOCTH (Cynbar Kanbua), ¢ KHCNOT,

White wine back label:

Bodega El viiiedo
Chardonnay

MCNAHUA

370 cBeXee BUHO WapAOHe C GPYKTOBbIMU HOTaMU OT/IMYAETCA
rapMOHUYHBIM 6anaHCOM MeXAY CNaAoCTbIO U KUCNOTHOCTBIO.
B apomare BbipaxeHbl HOTbI NEPCHKa U LUNTPYCOBbIX C TOHKUM OTTEHKOM
Abnoka. BKyc MArKui 1 sneraHTHbI. MoXeT nojaBaTbca OTAENbHO,
a TaKxe naeanbHo NOAXOANT Ana 6ntog U3 pbibbl U MOPENpPOAYKTOB.
Hawe BuHo wapgoHe ypoxasa 2019 rona n3rotoBneHo NCKNOUUTENBHO
13 BUHOTPaja, BbIPALEHHOrO Ha BUHOTPagHMKax ycagbObl.

g I

Copepxur cynbditsl

B
L §

Bodega El viiiedo
Chardonnay

UCNAHUA

3To cBexee BUHO WapAOHe € GPYKTOBbIMIA HOTaMU OTANYAETCA
rapMOHUYHbBIM 6anaHCcOM MeXAy CNaAoCTbio U KUCNOTHOCTbIO.
B apomarte BbipaxeHbl HOTbI NEPCKUKA U LUTPYCOBBIX C TOHKUM OTTEHKOM
A6M0Ka. BKyc MArKuiA 1 dneraHTHbI. MoXeT nogaBaTbea OTAeNbHO,
a Takxe naieanbHo noaxoauT Ana 6nioa U3 pbibbl U MOPENPOAYKTOB.
Hawe BuHo wappoHe ypoxaa 2019 roga usrotoBneHo UCKNIOHUTENBHO
13 BUHOTPaja, BbIPALEHHOrO Ha BUHOrPagHNKax ycagbobl.

EWMA"pOBaHO Ha BUHOAEAbHe
s I
® @) 5'os1389 089129

Wnrpepmensi: BuHorpan 99 9%, KoHcepBanTsl (cynbwiThi), anTwoxcwgawTy (L-ackopbumosas kucnota)

Bodega El viiedo
Chardonnay

UCNAHUA

IT0 cBeXee BUHO WapAoHe C GPYKTOBbIMI HOTaMU OTANYAETCA
rapMOHUYHbBIM GanaHCcOM MeXAy CNafoCTbio U KUCAOTHOCTBIO.
B apomarte BbipaxeHbl HOTbI NEPCUKa U LUTPYCOBBIX C TOHKUM OTTEHKOM
A6MOKa. BKyc MATKWiA 1 3neraHTHbIN. MoXeT nogaBarbea OTgenbHo,
a TaKkxe uaeanbHo NOAXOAUT AnA 611oA 13 Pbibbl U MOPENPOAYKTOB.
Hawe BuHo wapgoHe ypoxaa 2019 roga n3rotoeneHo UCKNIOUUTENBHO
13 BUHOTPaja, BbIPALLEHHOrO Ha BUHOrPafHUKax ycagb6bl.

EWMA“pOBaHO Ha BUHOAEAbHEe
e ||
® @) s'osizes

surorpa 99 %, (cynoiwrsi), (raHmhbi, L
KUCOTHOCTH (Cynbar Kanbiywa), ¢ KAcnoTa,

KHCAOTa), perynarop
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Castello di Leonardo
Brut

UTANKA

3TO UrpnucTOoe BMHO M3roTOB/IEHO U3 BUHOrPaja COPTOB «MUHO Hyap»
1 «WwappoHe». Apomar BUHa HanoNHeH TOHKMMU HOTaMn aHaHaca,
rpeindpyTa un 6y3uHbl. ToHKasa Urpa Ny3bIpbKOB pacKpbiBaeT apomat
TPONUYecKnx GpPYKTOB 1 LBETOB C OCBEXKAIOLLEN TOHKOW KNCINHKOM
B nocneskycun. bnarogapa ocsexaroleil KNCNOTHOCTY U GppyKTOBOMY
XapaKTepy 3TO BUHO CTaHeT UAeaNnbHbIM CONPOBOXAEHNEM
K pa3nuyHbimM 6niofam 1 3aKyckam.

EyTMA"pOBaHO Ha BUHOAEAbHe
11 5%vol 5, || |]
@ & 5" 051389 " 089129

Copepxut CynbuTsl

Castello di Leonardo
Brut

nTANUA

3TO UrpNCTOE BUHO W3rOTOBAIEHO W3 BUHOTPaa COPTOB «MUHO Hyap»
U «wapaoHe». ApomaT BHa HanosHeH TOHKWMI HOTaMu aHaHaca,
rpeindpyTa u 6y3uHbl. ToHKan Urpa Ny3bIpbKOB pacKpbiBaeT apomart
TpONMYeckux GpyKTOB 1 LIBETOB C OCBEXaloLEeN TOHKOW KUCINHKON
B nocneBkycuu. bnarogapa oceexalollein KUCNOTHOCTH 1 GPyKTOBOMY
XapaKTepy 3TO BWHO CTaHeT UfeanbHbIM CONPOBOXAEHNEM
K pa3nuyHbiM 61104am 1 3aKycKam.

syT”A“posaHO Ha BUHOAEAbHe
S
® @) 5" 051389 080129

WnrpeguenTsi: BuHorpa 99 %, KowcepeanTy (cynbduTsi), aHTHoKcuaKTy! (L-ackopburosas kucnora)

Castello di Leonardo
Brut

UTANKUA

3TO UrpMUCTOE BUHO M3rOTOB/IEHO U3 BUHOTPaAa COPTOB «MUHO Hyap»
M «WwapAoHe». Apomat BUHa HanosHeH TOHKWMU HOTaMW aHaHaca,
rpenndpyTa v 6y3nHbl. ToHKas Urpa ny3bIpbKOB PacKpbiBaeT apomat
Tponuyecknx GpyKTOB 1 LIBETOB C OCBEXaloLel TOHKOWN KUCINHKON
B nocneBkycun. bnarogapa ocsexaroweil KNCNOTHOCTH U GpyKTOBOMY
XapaKTepy 3TO BUHO CTaHeT UAeanbHbIM CONPOBOXAEHNEM
K pa3nuyHbimM 61104am 1 3aKyckam.

11,5%vol. 75¢l.
® @) s' 051389 080129

WHrpeauenTi: 8uHorpag 99 %, KoHCepBaHT (CynbuT), aRTMOKCHAAHTH (TaHMHbI, L-ackopbuHosan kucnora), perynatop
KHCNIOTHOCTH (Cynbar Kanbus), ¢ KUCnoTa, Ap p )

ByTuaMpoBaHo Ha BUHOAEAbHE |‘

ne

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (1/3) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 341 342 338
| would consider / strongly consider buying it 37% 39% 32%
I may consider buying it 36% 38% 39%
| would probably not / definitely not consider buying it 22% 18% 24%
I don’t know / not sure 5% 4% 5%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 15% 21% 8%

Red / Blue higher / lower 39



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (2/3) W ne

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 341 342 338
Very high-end 3% 6% 4%
High end 35% 39% 29%
Average 44% 37% 45%
Low end 4% 3% 3%
Very low-end 1% 1% 2%
I don’t know / not sure 13% 14% 17%
Total 100% 100% 100%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

Base :

It probably tastes good

It probably is of high quality

It probably is an ordinary wine

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

Red / Blue higher / lower

Contains
sulfites

341
70%

62%
56%
52%
44%
41%
39%

32%

Short list of = Long list of

wine wine
ingredients | ingredients
342 338
74% 68%
67% 58%
55% 55%
57% 48%
52% 38%
44% 38%
51% 37%
39% 32%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

% Neither appropriate nor inappropriate

Base :

It probably tastes good

It probably is of high quality

It probably is an ordinary wine

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

Red / Blue higher / lower

Contains
sulfites

341
19%

23%
27%
32%
29%
34%
35%

34%

Short list of = Long list of

wine wine
ingredients | ingredients
342 338
16% 18%
21% 25%
27% 26%
27% 31%
31% 32%
32% 32%
28% 35%
30% 31%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

It probably is of high quality

It probably is an ordinary wine

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

Red / Blue higher / lower

Contains
sulfites

341
2%
5%
9%
9%
12%
11%
13%

21%

Short list of = Long list of
wine
ingredients | ingredients

wine

342

3%

4%

11%

7%

7%

10%

12%

21%

338
3%
6%
10%
10%
11%
10%
13%

22%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

It probably is of high quality

It probably is an ordinary wine

It inspires confidence

A wine that is probably produced in an environmentally friendly way
A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

A wine | would probably enjoy for everyday drinking

Red / Blue higher / lower

Contains
sulfites

341
8%
10%
8%
7%
15%
14%
13%

12%

Short list of = Long list of

wine wine
ingredients | ingredients
342 338
7% 10%
8% 11%
8% 9%
9% 12%
10% 19%
14% 20%
9% 15%
10% 15%

W nhe

intelligence

44



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o g Contains wine wine

Net impact (positive - negative) sulfites ) : _ :

ingredients | ingredients

Base : 341 342 338
It probably tastes good 68% 70% 65%
It probably is of high quality 56% 63% 52%
It probably is an ordinary wine 46% 44% 45%
It inspires confidence 43% 50% 38%
A wine that is probably produced in an environmentally friendly way 32% 45% 27%
A wine that seems to be produced with care 29% 35% 28%
A wine | would probably be proud to serve to friends 26% 39% 24%
A wine | would probably enjoy for everyday drinking 11% 19% 10%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia
Japan
France
Germany
Italy

Russia

8. Spain This report

Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac® Spain

. (o)
omnibus survey platform: Male 46%
Gender Female 54%
Total 100%
Scope: all wine drinkers living in Spain who drink wine 18-24 3%
at least once a month. 25-34 11%
35-44 17%
Sampling: quota-based sample (age, gender and Age 4534 19%
- 0,
region of residence). I L
65 and above 31%
. . Total 100%
Data collection mode: online. Centre 0%
Region of Northeast 38%
Dates of data collection: from 19t February to 6% g Northwest 18%
residence
March 2021. South 21%
Total 100%

Sample size (after cleaning and weighting
procedures): 1,002 respondents.

Sample profile is shown in the table:




STUDY CONTEXT: MARKET SIZE

The survey is representative of the 18.9 million adults living in Spain who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2

Japan 105.1 22% 23.1

France 51 75% 38

Germany 66.2 42% 27.5

Italy 49.7 62% 31

Russia 16.3 46% 7.5

Spain 38 50% 18.9 —> This report

Sweden 7.9 55% 43

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

43% of consumers are aware that wine contains additives and very few (11%) believe intelligence
that it doesn’t. As much consumers perceive wine as being free of additives.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Most wines contain additives 11% 43% 46%

Wine is a natural product, free of additives 20% 43% 38%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common view is intelligence
neutrality. About 30% perceive additives as being helpful in the winemaking process.

These findings indicate that most wine consumers are not rejecting the idea that

additives may be useful in the winemaking process.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

When making wine, using additives other than preservatives

When making wine, using preservatives (e.g. sulfites) 16% ' o
helps ensure the wine’s quality and integrity ° ° 4%
helps ensure the wine’s quality and integrity -

17% 28% 55%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3) W ne

Excluding organic wines, 50% of consumers believe that high quality wines don't need intelligence
to use additives. And only 24% believe that only poor quality wines contain additives.

This suggests that most consumers are either neutral or accepting of the idea of the

presence of additives in at least low to mid quality wines.

It's noteworthy that 37% have concerns about the impact of additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Organic wines should be free of any additives,

9 ) 32%
including preservatives (e.g. sulphites...) 44 63% ’

High quality wine producers

7 9 39%
don’t need to use additives 11% 50% 6

A wine containing additives

0, o) 0,
is not good for my health 13% 37% 50%

Only poor-quality wines contain additives 25% 24% 50%

10
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence

12



KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION -

On average, the disclosure of ingredients will drive down the opinion amongst 9% of intelligence
consumers. This negative impact is reduced by half for a short list of ingredients (and
rate of acceptance is higher, at 25%).

Known and liked wine: impact of wine ingredients labelling on overall opinion

Average Contains  Short list of wine Long'llst of
across the sulfites ingredients wine
three lists g ingredients

Base: 1,002 331 342 330
No, it doesn’t change my opinion at all 19% 15% 25% 18%
No, it doesn’t change my opinion much 48% 49% 52% 43%
It may change my opinion, | am not sure 24% 26% 18% 28%
Yes, it gives me a lower opinion of it 6% 8% 3% 6%
Yes, it gives me a rather poor opinion of it 3% 2% 1% 6%
Total 100% 100% 100% 100%
% lower / rather poor opinion 9% 10% 5% 12%

Red / Blue higher / lower 13



KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY g T

intelligence

On average, the disclosure of ingredients of a favourite wine would yield 8% of
consumers to be unwilling to buy it again and 18% would hesitate or be unsure.

As for general opinion (see previous slide), acceptance is higher for a short list of
ingredients.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Average Contains Short list of | Long list of wine
across the . L . . .
sulfites wine ingredients  ingredients

three lists

Base: 1,002 331 342 330

| would definitely buy it again 41% 39% 48% 37%

| would probably buy it again 32% 29% 32% 34%

| would hesitate to buy it again 16% 21% 11% 17%

| would probably not buy it again 3% 4% 2% 4%

| would definitely not buy it again 4% 5% 4% 5%

I don’t know / not sure 2% 2% 3% 2%
Total 100% 100% 100% 100%

% probably not buy / definitely not buy again 8% 8% 6% 9%

Red / Blue higher / lower

14



KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing a long list of ingredients on the back label drives imagery perceptions down.
We also find a negative impact of ‘contains sulfites’

perceptions.

W nhe

only on environmental

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate
Base:
A taste | like
Very good quality
A wine | am never disappointed with
Good value for money
A wine that inspires confidence
Made by a producer that | trust
A wine that | am proud to serve to my friends/family
A wine produced with care
A wine | enjoy for everyday drinking

A wine produced in an environmentally friendly way

Red / Blue higher / lower

Known and
liked wine

1,002
93%

90%
89%
87%
84%
80%
80%
79%
68%

65%

Contains
sulfites

331
92%

86%
85%
86%
82%
79%
77%
74%
69%

59%

Short list of = Long list of

wine
ingredients
342

92%
87%
88%
87%
84%
82%
78%
77%
74%

64%

wine
ingredients
330

86%
79%
79%
80%
75%
76%
72%
74%
67%

60%

intelligence

Initial positive views shifting
towards:

With “contains sulfites” or the
“short list”, views tend to
mostly  shift to  neutral
positions, less so to negatives
ones.

With the “long list”, positive
views shift almost evenly
towards neutral and negative
views. Which means that the
negative impact is greater with
the long list than with the short.

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

The negative impact of a short list of ingredients is almost nil for white wines. However, intelligence
‘contains sulfites’ or a long list of ingredients impacts white and red wines to a similar

degree.

. . . m Ared wine
Known and like wine: by wine type A white wine
A rosé wine

| don't know / not sure

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,002 331 342 330
Red 10% 11% 6% 12% .. . . N
. ° 0 ° Findings suggest (diff. not statistically significant)
1 1) 0, 0, (o)
White 7% 9% 2% 10% that the negative impact of ingredients labelling is
Rosé 12% 11% 5% 25% lower for white wines.
Average all styles 9% 10% 5% 12%

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,002 331 342 330
Red 7% 7% 7% 9% Findings suggest (diff. not statistically significant)
White 2% 9% 2% 9% that the negaftlve |_mpact of mg.redlents Iabgllmg is
; . . . . lower for white wines when using a short list of
Rosé 17% 18% 16% 18% ingredients.
Average all styles 8% 8% 6% 9%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Bodega El vifiedo Bodega El vifiedo Bodega El .viﬁedo

s

H Gstaee | 080120 H
- 2\

“Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
(sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity
regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

“Contains sulfites”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3)

The shift from ‘contains sulfites’ to the full list of ingredients yields a higher likelihood of
trialling a new wine (59% and 53% positive intent vs 39%).

Consumers prefer a short list of ingredients.

Red wine back label: impact of ingredients labelling on consideration to buy

Short list of | Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 158 165 163
| would consider / strongly consider buying it 39% 59% 53%
I may consider buying it 42% 29% 35%
| would probably not / definitely not consider buying it 14% 11% 9%
| don’t know / not sure 5% 1% 2%
Total 100% 100% 100%
Net (% would buy - % would not consider buying) 25% 48% 43%

Red / Blue higher / lower

W nhe

intelligence
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RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3)

The format of the wine ingredients list doesn’t seem to have much impact on the
perceived price of an unknown red wine.

W nhe

intelligence

Red wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 158 165 163
Very high-end 0% 2% 2%
High end 18% 20% 19%
Average 55% 63% 62%
Low end 15% 8% 11%
Very low-end 3% 0% 1%
I don’t know / not sure 9% 7% 5%
Total 100% 100% 100%

Red / Blue higher / lower



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

A wine with a short list of ingredients inspires more confidence than ‘contains sulfites’ intelligence
only. Also, findings suggest that shifting from ‘contains sulfites’ to the full list of

ingredients may yield consumers to be more likely to perceive the wine as being of

high quality.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

/ / Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) ! _ !

ingredients | ingredients

Base: 158 165 163
It probably tastes good 74% 74% 71%
A wine that seems to be produced with care 64% 64% 63%
A wine | would probably enjoy for everyday drinking 58% 61% 63%
It inspires confidence 56% 69% 64%
A wine that is probably produced in an environmentally friendly way 56% 53% 57%
A wine | would probably be proud to serve to friends 52% 57% 55%
It probably is an ordinary wine 42% 31% 45%
It probably is of high quality 41% 53% 50%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

intelligence

The shift from ‘contains sulfites’ to a long list of ingredients significantly decreases the
willingness to trial a new wine (52% positive intent vs 64%). However, this is not the case

with a short list.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 172 177 167
| would consider / strongly consider buying it 64% 61% 52%
| may consider buying it 26% 30% 31%
| would probably not / definitely not consider buying it 8% 7% 11%
I don’t know / not sure 2% 2% 6%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 56% 54% 41%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3)

The format of the wine ingredients list doesn’t significantly impact the perceived price
of an unknown white wine.

ne

intelligence

White wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 172 177 167
Very high-end 2% 5% 3%
High end 33% 32% 28%
Average 55% 54% 50%
Low end 3% 4% 6%
Very low-end 0% 0% 1%
I don’t know / not sure 6% 5% 12%
Total 100% 100% 100%

Red / Blue higher / lower 24



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

Consumers perceive few differences between the three lists. However, a wine with @ intelligence
short list of ingredients is more likely to be perceived as environmentally friendly or as a
wine one would enjoy for everyday drinking.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

Contains . .
% Appropriate / Very appropriate s wine wine
ingredients = ingredients

Base: 172 177 167
It probably tastes good 81% 84% 77%
It inspires confidence 68% 73% 67%
A wine | would probably be proud to serve to friends 67% 73% 62%
A wine that seems to be produced with care 64% 71% 60%
It probably is of high quality 59% 62% 54%
A wine that is probably produced in an environmentally friendly way 53% 65% 55%
A wine | would probably enjoy for everyday drinking 49% 60% 51%
It probably is an ordinary wine 29% 35% 36%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Bodega El vifiedo Bodega El vifiedo Bodega El vifiedo

” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING W ne

Shifting from ‘contains sulfites’ to the full list of ingredients improves consideration to intelligence
buy (consumers tend to be less negative about the wine and more neutral).

This impact is highest for a short list.

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Short list of Long list of

Contains . .
sulfites wine wine
ingredients | ingredients

Base: 331 342 330

| would consider / strongly consider buying it 37% 38% 33%
| may consider buying it 26% 37% 35%
| would probably not / definitely not consider buying it 32% 22% 26%

| don’t know / not sure 5% 4% 6%
Total 100% 100% 100%

Net impact (% consider - % do not consider) 5% 16% 6%

Rouge / Bleu supérieur / inférieur 28
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients, with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate L
. . ° L-ascorbic acid
° Dimethyldicarbonate (DMDC) .
. Tartaric acid ° Potassium sorbate
ar .arlc ?CI ° Dimethyldicarbonate (DMDC)
° Malic acid
° Lactic acid
* Cf:\lc.|um.sulphate Ingredients used to better maintain the quality of the
° Citric acid . e . .
; wine (stabilise it and / or regulate its level of acidity):
o Tannins
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Tannins are the most accepted ingredient (49% would still buy the wine vs 24% on
average). Most other ingredients tend to mostly yield uncertain or hesitant views, far
more so than outright rejection.

Acceptance of specific wine ingredients: without information

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Tannins 78 16% 49% 28%
Citric acid 18% 43% 30%
Yeast mannoproteins 23% 27% 39%
L-ascorbic acid 22% 29% 37%
Tartaric acid 24% 23% 40%
Lactic acid 26% 23% 38%
Malic acid 24% 20% 42%
Calcium sulphate 28% 20% 38%
Metatartaric acid 25% 18% 43%
Potassium sorbate 27% 17% 41% Base:
Potassium polyaspartate 26% 17% 40% % ‘Still buy’
Dimethyldicarbonate (DMDC) 28% 16% 40% 7% Hesitate’
Gum arabic 25% 19% 35% 7 Notbuy
% ‘Don’t know’
Carboxymethylcellulose 27% 13% 43%
0:% 5(;% 10IO%

W nhe

intelligence

Average
scores
508

24%
24%
14%

38%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION g T

For the majority of ingredients, explaining why they are used helps decrease negative intelligence
views. For three of them, it yields a significant improvement in consideration to buy (L-
ascorbic acid, Lactic acid and Potassium sorbate).

Acceptance of specific wine ingredients: impact of education

% | would % | would % | would % | don’t Without information —»  With information
probably not | hesitateto = probablystill  know / not
buy the Wine buy |t buy the Wine sure . L-ascorbic acid Ingredients used to better preserve the wine:
. Potassium sorbate : ::f:;::::i:r"bm
Tannins ns ns ns ns . Dimethyldicarbonate (DMDC) | ——pp  «  Dimethyldicarbonate (DMDC)
. Tartaric acid
. . . Mali id . . "
Citric acid -4 pts ns ns ns v Lacticacid e e e
. . Calcium sulphate e Malicacid
Yeast mannoproteins ns ns ns ns e Citricacid s tacteadd
. Tannins

H H . Gum arabic
L-ascorbic acid ns ns +7 pts ns Metatartaric acid : §
R R . Yeast mannoproteins e Yeast mannoproteins

Tartaric acid -4 pts ns ns ns e Carboxymethylcellulose *  Carboxymethylcellulose
. Potassium polyaspartate : o Polyaspartate

Lactic acid -6 pts ns +9 pts ns

Malic acid -5 pts ns ns ns

Calcium sulphate -5 pts ns ns ns

Metatartaric acid -5 pts ns ns ns

Potassium sorbate -6 pts ns +8 pts ns

Potassium polyaspartate -6 pts ns ns ns

Dimethyldicarbonate (DMDC) ns ns ns ns

Gum arabic -6 pts ns ns ns

Carboxymethylcellulose -6 pts ns ns ns

ns = not significant

Red / Blue higher / lower 32
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will mostly be
neutral or (less often) agree regarding their usefulness in the winemaking process.

= However, 50% believe that good quality wines don’t need additives and 37% express concerns regarding their
impact on health. Providing reassurance on both counts are points to de considered.

= The disclosure of a short list of ingredients of a known and trusted wine yields increased acceptance.

The shift from ‘contains sulfites’ to a short list increases both overall opinion and loyalty. A long list of ingredients
harms perceived imagery and yields similar consideration to buy rates than ‘contains sulfites’.

= The disclosure of the full list of ingredients improves perceptions of an unknown red wine.

Shifting from ‘contains sulfites’ to the full list of ingredients raises consideration to trial. This positive impact is
highest for a short list of ingredients.

= Alonglist of ingredients has a negative impact on the willingness to trial an unknown white wine.

Shifting from ‘contains sulfites’ to a long list of ingredients significantly harms the willingness to trial the brand. A
short list doesn’t change consideration to buy but it improves imagery on at least two counts (environmental
credentials and quality perceptions).

= Regarding specific ingredients, tannins and citric acid are the most accepted. For other ingredients, the most
common reaction is uncertainty (38%), far more so than outright rejection. Education (i.e. explaining why
ingredients are used) yields a significant decrease in negative views for the majority of ingredients (consumers
become more neutral or more accepting).
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Red wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Bodega El viiedo

Tempranillo
ESPANA

Un vino tinto de cuerpo medio y elegante. Presenta aromas
de ciruelas maduras y moras. Suave y elegante en boca. Puede
tomarse solo o también puede ser un perfecto acompafamiento
para carnes o quesos. Nuestro tempranillo 2019 esta elaborado
exclusivamente con las uvas de nuestro vifiedo.

125%vol. 75¢.
@0 5% 051389 " 089129

Contiene sulfitos

Embotellado en la bodega || |‘

Bodega El vifiedo

Tempranillo

ESPANA

Un vino tinto de cuerpo medio y elegante. Presenta aromas
de ciruelas maduras y moras. Suave y elegante en boca. Puede
tomarse solo o también puede ser un perfecto acompafamiento
para carnes o quesos. Nuestro tempranillo 2019 esta elaborado
exclusivamente con las uvas de nuestro vifiedo.

12,5%vol. 75¢!.
@0 51051389 ' 089129

Ingredi uva 99%, (sulfitos), adante (acido L-ascorbico)

Embotellado en la bodega || |‘

Bodega El viiiedo

Tempranillo

ESPANA

Un vino tinto de cuerpo medio y elegante. Presenta aromas
de ciruelas maduras y moras. Suave y elegante en boca. Puede
tomarse solo o también puede ser un perfecto acompanamiento
para carnes o quesos. Nuestro tempranillo 2019 esta elaborado
exclusivamente con las uvas de nuestro vifiedo.

Embotellado en la bodega
asd e (AN
@ O 5% 051389 " 089129
f g N mmg, ity {Isu‘}ﬁ chi s ! (tamnm acido L- as.colblj:;] \:g;:;t:;:r de |a acidez

White wine back label:

Bodega El viiiedo
Albarifio

ESPANA
Este albarifio fresco y afrutado tiene un buen equilibrio entre
dulzura y acidez. Presenta aromas de melocotén y citricos con
una nota de manzana. Suave y elegante en boca. Puede tomarse
solo o idealmente con pescado o marisco. Nuestro albarifio 2019
estd elaborado exclusivamente con las uvas de nuestro vifiedo.

Embotellado en la bodega
et [N

51389 " 0891

Contiene suffitos

Bodega El viiiedo
Albarifio

ESPANA

Este albarifio fresco y afrutado tiene un buen equilibrio entre
dulzura y acidez. Presenta aromas de melocotén y citricos con
una nota de manzana. Suave y elegante en boca. Puede tomarse
solo o idealmente con pescado o marisco. Nuestro albarifio 2019
esta elaborado exclusivamente con las uvas de nuestro vifiedo.

Embotellado en la bodega
st I

1389 " 089129

Ingredi wa 99%, (sulfitos), antioxidante (acido L-ascérbico)

Bodega El viiiedo
Albarifio

ESPANA

Este albarifio fresco y afrutado tiene un buen equilibrio entre
dulzura y acidez. Presenta aromas de melocoton y citricos con
una nota de manzana. Suave y elegante en boca. Puede tomarse
solo o idealmente con pescado o marisco. Nuestro albarifio 2019
esta elaborado exclusivamente con las uvas de nuestro vifiedo.

el 111

1389 " 0891
Ingredientes: wa 99%, (sufitos), antioxidante (taninos, acido L-ascorbico),regulador de la acdez
(sulfato de calio), estabilizador (scido de levadura)
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Bodega El viiiedo
Brut

ESPANA

Este vino espumoso esté elaborado a partir de una mezcla de pinot
noir y chardonnay y destaca por sus sutiles notas de pifia, pomelo
y flor blanca. Sus agradables burbujas brinda aromas de frutas
tropicales y flores con un final de boca muy fresco. Su refrescante
acidez y su caracter frutal lo convierten en un vino ideal para
acompanar comidas.

Embotellado en la bodega

1 5%vo| 75c|

Contiene sulfitos

Bodega El viiiedo

Brut

ESPANA

Este vino espumoso esta elaborado a partir de una mezcla de pinot
noir y chardonnay y destaca por sus sutiles notas de pifia, pomelo
y flor blanca. Sus agradables burbujas brinda aromas de frutas
tropicales y flores con un final de boca muy fresco. Su refrescante
acidez y su caracter frutal lo convierten en un vino ideal para

acompanar comidas.

051389 " 089129

Embotellado en la bodega

5%vo| 75c|

Ingredi uva 99%, (sulfitos), antioxidante (4cido L-ascérbico)

Bodega El viiiedo
Brut

ESPANA

Este vino espumoso esta elaborado a partir de una mezcla de pinot
noir y chardonnay y destaca por sus sutiles notas de pifia, pomelo
y flor blanca. Sus agradables burbujas brinda aromas de frutas
tropicales y flores con un final de boca muy fresco. Su refrescante
acidez y su caracter frutal lo convierten en un vino ideal para

acompanar comidas.

051389 " 089129

Embotellado en la bodega

5%vo| 75c|

Ingred: uva 99%, c (sulfitos), n oxi (tanmos ac:doLascmb!co] regulador de la acidez

(sulfato de calcio), estabilizador (acido co, p de levadura)

ne

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (1/3) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 331 342 330
| would consider / strongly consider buying it 51% 61% 53%
| may consider buying it 34% 29% 33%
| would probably not / definitely not consider buying it 11% 9% 10%
| don’t know / not sure 3% 1% 4%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 40% 52% 43%

Red / Blue higher / lower 39



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/3) W he

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 331 342 330

Very high-end 1% 3% 3%
High end 26% 27% 23%
Average 56% 58% 56%
Low end 9% 6% 8%
Very low-end 2% 0% 1%
I don’t know / not sure 7% 6% 9%

Total 100% 100% 100%

Red / Blue higher / lower



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is of high quality

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

331
78%

64%
63%
59%
55%
54%
50%

35%

Short list of = Long list of

wine wine
ingredients | ingredients
342 330
79% 74%
68% 62%
71% 65%
65% 59%
59% 56%
60% 57%
58% 52%
33% 40%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

% Neither appropriate nor inappropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is of high quality

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

331
18%

25%
28%
28%
28%
29%
33%

33%

Short list of = Long list of

wine wine
ingredients | ingredients
342 330
14% 20%
24% 29%
22% 27%
25% 28%
28% 29%
25% 26%
28% 31%
36% 35%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine that seems to be produced with care

It inspires confidence

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking

It probably is of high quality

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

331
2%
5%
5%
10%
5%
13%
11%

26%

Short list of = Long list of

wine wine
ingredients | ingredients
342 330
3% 3%
3% 4%
2% 5%
5% 8%
3% 5%
11% 12%
8% 11%
23% 19%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure
Base :
It probably tastes good
A wine that seems to be produced with care
It inspires confidence
A wine | would probably be proud to serve to friends
A wine that is probably produced in an environmentally friendly way
A wine | would probably enjoy for everyday drinking
It probably is of high quality

It probably is an ordinary wine

Red / Blue higher / lower

Contains
sulfites

331
2%
6%
4%
3%

12%
4%
5%

5%

Short list of = Long list of

wine wine
ingredients | ingredients
342 330
4% 2%
5% 6%
5% 3%
4% 5%
10% 10%
3% 5%
5% 6%
7% 5%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o g Contains wine wine

Net impact (positive - negative) sulfites ) : _ :

ingredients | ingredients

Base:| 331 342 330
It probably tastes good 76% 76% 71%
A wine that seems to be produced with care 59% 64% 58%
It inspires confidence 58% 69% 60%
A wine | would probably be proud to serve to friends 49% 60% 50%
A wine that is probably produced in an environmentally friendly way 49% 56% 50%
A wine | would probably enjoy for everyday drinking 40% 49% 45%
It probably is of high quality 39% 49% 41%
It probably is an ordinary wine 9% 11% 21%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia
Japan
France
Germany
Italy
Russia

Spain

9. Sweden This report

UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: a short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac®

Sweden omnibus survey platform: Male 48%
Gender Female 52%
»=  Scope: all wine drinkers living in Sweden who drink Total 100%

. - 0o

wine at least once a month. s 2%

25-34 13%

. 35-44 13%

=  Sampling: quota-based sample (age and gender). Age e T

55 and above 51%
»=  Data collection mode: online. Total 100%

=  Dates of data collection: from 11t February to 27t
February 2021.

= Sample size (after cleaning and weighting
procedures): 1,000 respondents.

. Sample profile is shown in the table:



STUDY CONTEXT: MARKET SIZE

The survey is representative of the 4.3 million adults living in Sweden who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9.2

Japan 105.1 22% 23.1

France 51 75% 38

Germany 66.2 42% 27.5

Italy 49.7 62% 31

Russia 16.3 46% 7.5

Spain 38 50% 18.9

Sweden 7.9 55% 4.3 —> This report

UK 52.4 49% 25.9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

The vast majority of consumers are either neutral or agree regarding the presence of intelligence
additives in wine. Only 27% perceive wine as being entirely natural.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Most wines contain additives 6% 46% 48%

Wine is a natural product, free of additives 19% 27% 54%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common view is intelligence
neutrality. About 2 in 5 perceive additives as being helpful in the winemaking process,
compared to less than 1 in 10 saying they're not useful.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

When making wine, using preservatives (e.g. sulfites) |

helps ensure the wine’s quality and integrity o. e 53%

When making wine, using additives other than preservatives [

0,
helps ensure the wine’s quality and integrity 56%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Excluding organic wines, about half of consumers are uncertain regarding whether
there is a correlation between wine quality and the presence of additives.

It's noteworthy that 35% have concerns about the impact of additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree W Strongly agree / Agree

Organic wines should be free of any additives,

y 0
including preservatives (e.g. sulphites...) 5%:
|
|
A wine containing additives 5 :
is not good for my health 96: 38%
|
High quality wine producers :-
139 9
don’t need to use additives A): 35%

Only poor-quality wines contain additives 26%

% Don’t know / Neutral

36%

53%

52%

59%

W nhe

intelligence
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients will drive down the opinion amongst 16% of
consumers. And 39% of them are unsure whether it would make them change their

opinion or not.

Known and liked wine: impact of wine ingredients labelling on overall opinion

Base:

No, it doesn’t change my opinion at all
No, it doesn’t change my opinion much

It may change my opinion, | am not sure
Yes, it gives me a lower opinion of it

Yes, it gives me a rather poor opinion of it

Total

% lower / rather poor opinion

Red / Blue higher / lower

Average
across the
three lists

1,000

13%
32%
39%
12%
4%

100%

16%

Contains |Short list of wine

sulfites ingredients
329 341
13% 15%
34% 32%
36% 38%
13% 12%
5% 3%
100% 100%
18% 15%

Long list of
wine
ingredients
330

12%
31%
43%
12%
3%

100%

14%

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would yield 14% of
consumers to be unwilling to buy it again. And 25% would hesitate or be unsure.

This negative impact tends to be similar across the three labelling formats.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Average Contains  Shortlistof  Long list of wine

:l::ztseslitsl:: sulfites wine ingredients ingredients

Base: 1,000 329 341 330

| would definitely buy it again 26% 26% 28% 25%
| would probably buy it again 35% 34% 34% 37%
| would hesitate to buy it again 19% 23% 16% 17%
| would probably not buy it again 7% 7% 8% 7%
| would definitely not buy it again 6% 4% 7% 7%
I don’t know / not sure 6% 6% 6% 7%

Total 100% 100% 100% 100%

% probably not buy / definitely not buy again 14% 11% 15% 14%

Red / Blue higher / lower

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down.
This negative impact is slightly lower for ‘contains sulfites’ only.

W nhe

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate

Base:

A taste | like

A wine | am never disappointed with

Very good quality

Good value for money

A wine that | am proud to serve to my friends/family
Made by a producer that | trust

A wine produced with care

A wine that inspires confidence

A wine | enjoy for everyday drinking

A wine produced in an environmentally friendly way

Red / Blue higher / lower

Known and
liked wine

1,000
90%

81%
79%
78%
67%
55%
54%
52%
34%

34%

Contains
sulfites

329
89%

77%

74%

76%

62%

56%

48%

50%

34%

34%

Short list of = Long list of
wine
ingredients

341
86%

73%

68%

71%

67%

58%

52%

52%

39%

35%

wine
ingredients

330
86%

72%

67%

74%

63%

54%

47%

50%

35%

31%

intelligence

Initial positive views tend to
mostly  shift to  neutral
positions, less so to negatives
ones.
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KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

The negative impact of ingredients labelling tends to be similar for both red and white intelligence
wines (note: sample size is too small for rosé wine).

d lik ine: b . ; B A red wine
Known and like wine: Y wine rtype A white wine
A rosé wine

| don't know / not sure

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base: 1,000 329 341 330
Red 16% 18% 16% 14%
White 15% 13% 14% 16%
Rosé 15% 20% 9% 13%
Average all styles 16% 18% 15% 14%

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,000 329 341 330
Red 12% 10% 15% 12%
White 16% 10% 17% 19%
Rosé 17% 26% 11% 14%
Average all styles 14% 11% 15% 14%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Castello di Leonardo Castello di Leonardo Castello di Leonardo

n513¢s’” 08125, H
1

®0
SNSRI
Vi \
Vi \
/ \
i \
Vi \
” . - “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains su/f/tes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3)

The shift from ‘contains sulfites’ to a short list doesn’t seem to impact much the likelihood
of tfrialling a new red wine.

A long list will yield consumers to be (on average) more neutral.

Red wine back label: impact of ingredients labelling on consideration to buy

Short list of | Long list of

Contains . .
sulfites wine wine
ingredients = ingredients

Base: 171 176 158

| would consider / strongly consider buying it 46% 49% 38%
I may consider buying it 28% 27% 42%
| would probably not / definitely not consider buying it 20% 17% 16%

| don’t know / not sure 6% 6% 4%
Total 100% 100% 100%

Net (% would buy - % would not consider buying) 26% 32% 21%

Red / Blue higher / lower

W nhe

intelligence

19



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

The format of wine ingredients list doesn't seem to impact the perceived price of intelligence
unknown red wine much.

Red wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients

Base : 171 176 158

Very high-end 3% 3% 2%
High end 30% 33% 35%
Average 45% 39% 39%
Low end 7% 8% 10%

Very low-end 2% 1% 2%
I don’t know / not sure 14% 17% 12%
Total 100% 100% 100%

Red / Blue higher / lower 20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

Findings suggest that shifting from ‘contains sulfites’ to a short list may improve imagery intelligence
on several dimensions (specially environmentally friendly). (note : differences are not
statistically significant).

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

/ / Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) ! _ !

ingredients | ingredients

Base: 171 176 158
It probably tastes good 60% 64% 58%
A wine that seems to be produced with care 49% 55% 45%
It probably is an ordinary wine 47% 44% 44%
A wine | would probably enjoy for everyday drinking 46% 53% 49%
It inspires confidence 45% 46% 52%
It probably is of high quality 43% 47% 47%
A wine | would probably be proud to serve to friends 38% 46% 45%
A wine that is probably produced in an environmentally friendly way 31% 38% 32%

Red / Blue higher / lower 21



CONTENTS

1. Objectives and methodology
2. Wine making perceptions and knowledge
3. Impact of wine ingredients labelling on a tried (and liked) wine
4. Impact of wine ingredients labelling on trialling a new wine:
* Red wine

*  White wine

e Sparkling wine

5. Level of acceptance for specific wine ingredients
6. Conclusions

7. Appendices

22



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . . . . ) L ] intelligence
The shift from ‘contains sulfites’ to the full list of ingredients doesn’t significantly impact

the willingness to trial a new white wine.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 158 165 172
| would consider / strongly consider buying it 44% 43% 45%
I may consider buying it 35% 34% 33%
| would probably not / definitely not consider buying it 16% 15% 16%
I don’t know / not sure 6% 8% 7%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 28% 28% 29%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

The format of the wine ingredients list doesn’'t impact the perceived price much. intelligence
However, a long list of ingredients will decrease the perception of a ‘very high end’
wine.

White wine back label: impact of ingredients labelling on price perceptions

Genne Short list of Long list of

sulfites wine wine
ingredients ingredients
Base : 158 165 172
Very high-end 7% 4% 2%
High end 28% 34% 34%
Average 47% 37% 46%
Low end 4% 7% 6%
Very low-end 1% 1% 1%
I don’t know / not sure 13% 16% 10%
Total 100% 100% 100%

Red / Blue higher / lower 24



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) ne

A short list of ingredients significantly improves imagery, by increasing the likelihood of intelligence
being perceived as enjoyable for everyday drinking and proudness to serve.

However, a long list increases the perception of an ordinary wine.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 158 165 172
It probably tastes good 59% 60% 62%
A wine that seems to be produced with care 48% 51% 48%
It probably is of high quality 44% 45% 39%
It inspires confidence 39% 49% 42%
A wine | would probably enjoy for everyday drinking 38% 52% 46%
It probably is an ordinary wine 37% 46% 52%
A wine that is probably produced in an environmentally friendly way 34% 43% 32%
A wine | would probably be proud to serve to friends 32% 45% 40%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients
Castello di Leonardo Castello di Leonardo Castello di Leonardo

Brut

e ——————

7 \
Vi \
Vi \
Vi \
Vi \
7 \
" . . ” “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING

Shifting from ‘contains sulfites’ to the full list of ingredients doesn’'t impact much
consideration to buy an unknown sparkling wine.

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Base:

| would consider / strongly consider buying it

| may consider buying it

| would probably not / definitely not consider buying it
| don’t know / not sure

Total

Net impact (% consider - % do not consider)

Red / Blue higher / lower

Contains
sulfites

329
32%

34%

27%

6%

100%

5%

Short list of
wine
ingredients
341

36%
34%

22%
7%

100%

13%

Long list of

wine

ingredients

330
32%

36%

25%

7%

100%

7%

W nhe

intelligence
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients, with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate L
. . ° L-ascorbic acid
° Dimethyldicarbonate (DMDC) .
. Tartaric acid ° Potassium sorbate
ar .arlc ?CI ° Dimethyldicarbonate (DMDC)
° Malic acid
° Lactic acid
* Cf:\lc.|um.sulphate Ingredients used to better maintain the quality of the
° Citric acid . e . .
; wine (stabilise it and / or regulate its level of acidity):
o Tannins
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Several acids (tartaric, malic and citric) are the most accepted ingredients. Most
other ingredients tend to mostly yield uncertain views, far more so than outright
rejection.

Acceptance of specific wine ingredients: without information

Question: For each of these ingredients, what would your reaction be? Base : all Swedish monthly wine drinkers (randomly) assigned to the scenario * No information‘ (n=509)

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Tartaric acid 12% _ 29%
Malic acid 1% L 2% 29%
citricacid [EE 15% 4% 29%
Tannins 17% _ 31%
L-ascorbic acid NP7l 15% _ 35%
Yeast mannoproteins 18% _ 41%
Lactic acid 19% [80% 38%
Metatartaric acid 19% _ 46%
Calcium sulphate 22% _ 42% Average
scores
Potassium sorbate 21% _ 44% Base: 509
Potassium polyaspartate 20% - 47% % ‘Still buy’ 31%

Gum arabic 1%  [ie% 40% % Hesitate 18%

. . % ‘Not buy’ 12%
Dimethyldicarbonate (DMDC) 19% - 47% o Mot buy °
% ‘Don’t know’ 39%
Carboxymethylcellulose 21% - 45%
0% 50% 100%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION

For the wvast majority of ingredients, explaining why they are used increases

W nhe

intelligence

acceptance. For example, acceptance of Potassium sorbate raises from 21% to 36%

(+14 pts).

Acceptance of specific wine ingredients: impact of education

Tartaric acid

Malic acid

Citric acid

Tannins

L-ascorbic acid

Yeast mannoproteins
Lactic acid

Metatartaric acid
Calcium sulphate
Potassium sorbate
Potassium polyaspartate
Gum arabic
Dimethyldicarbonate (DMDC)

Carboxymethylcellulose

ns = not significant

Red / Blue higher / lower

% | would
probably not
buy the wine

-3 pts
-3 pts
ns
-4 pts
-6 pts
-6 pts
-5 pts
-6 pts
-6 pts
-7 pts
-7 pts
-7 pts
-9 pts
-7 pts

% | would
hesitate to

buy it
ns

-5 pts
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns

ns

% | would
probably still
buy the wine

ns
+8 pts
+7 pts
ns
+11 pts
+9 pts
+10 pts
+9 pts
+8 pts
+14 pts
+10 pts
+10 pts
+14 pts
+9 pts

% | don't
know / not
sure

ns
ns
ns
ns
ns
ns
ns
ns
ns

-7 pts
ns
ns

-8 pts

ns

Without information —  With information

L-ascorbic acid Ingredients used to better preserve the wine:

Potassium sorbate
Dimethyldicarbonate (DMDC) —
Tartaric acid

Malic acid

L-ascorbic acid
Potassium sorbate
Dimethyldicarbonate (DMDC)

Ingredients used to better maintain the quality of the

Lactic acid wine (stabilise it and/or regulate its level of acidity):
Calcium sulphate e Malicacid
Citric acid *  lacticacid
. Calcium sulphate
Tannins Citric acid
Gum arabic e Tannins

Gum arabic
Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, the vast majority will
either agree or be neutral regarding their usefulness in the winemaking process.

" |t's noteworthy that 35% believe that good quality wines don’t need additives and 38% express concerns
regarding their impact on health.

= The disclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

14% of consumers state they would stop buying the wine and 25% would hesitate or be unsure. The disclosure of
wine ingredients yields a decrease in imagery perceptions though ratings remain quite high.

= Ashort list of ingredients doesn’t impact much the willingness to buy an unknown red wine.

However, shifting from ‘contains sulfites’ to a long list of ingredients yields a higher number of consumers to be
neutral towards it (hence driving down likelihood to buy).

= Ashortlist of ingredients doesn’t have much impact on willingness to buy an unknown white wine.

Shifting from ‘contains sulfites’” to a short list of ingredients increases its likelihood of being perceived as
enjoyable for everyday drinking and proudness to serve. A long list increases the perceptions of being associated
with an ordinary wine.

= Regarding specific ingredients, several acids (tartaric, malic and citric) are the most accepted. For other
ingredients, the most common reaction is uncertainty (39%), far more so than outright rejection (12%). Overall,
education (i.e. explaining why ingredients are used) significantly helps increasing the level of acceptance.
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Red wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Castello di Leonardo

Cabernet Sauvignon
ITALIEN
Ett halvfylligt, elegant rétt vin. Med aromer av mogna plommon
och bjérnbar dr smaken mild och elegant. Vinet kan avnjutas som
séllskapsdryck och passar ocks& mycket bra till kéttratter eller ost.

Var Cabernet Sauvignon 2019 har framstillts utesutande av druvor
odlade vid var gard.

e N

Innehaller sulfiter

Castello di Leonardo

Cabernet Sauvignon
ITALIEN
Ett halvfylligt, elegant rétt vin. Med aromer av mogna plommon
och bjérnbar & smaken mild och elegant. Vinet kan avnjutas som
séllskapsdryck och passar ocksd mycket bra till kottratter eller ost.

Var Cabernet Sauvignon 2019 har framstillts utesutande av druvor
odlade vid var gard.

VR

fo sulfiter), antioxidant (L-askorbinsyra)

Slottstappat

125%vo| 75c|

Ingredi vindruvor 99 %, k

Castello di Leonardo

Cabernet Sauvignon

ITALIEN

Ett halvfylligt, elegant rétt vin. Med aromer av mogna plommon
och bjérnbar ar smaken mild och elegant. Vinet kan avnjutas som
sallskapsdryck och passar ocks& mycket bra till kottratter eller ost.
Var Cabernet Sauvignon 2019 har framstallts utesutande av druvor

odlade vid var gard.

\ngredien e vindruvor 9% konservringamede e, antioidant tanniner, Laskorbinys),
medel (K rin jast)

Slottstappat

125%vo| 75c|

! P

White wine back label:

Castello di Leonardo
Chardonnay

ITALIEN
Detta friska och fruktiga Chardonnay uppvisar en vl avstamd
balans mellan sétma och syra. Med toner av persika och citrus,
och en antydan av apple, erbjuder vinet en en mild och elegant
smak. Vinet kan avnjutas som séllskapsdryck och passar ocksa
mycket bra till fisk- och skaldjursratter. Var Chardonnay 2019
har framstillts utesutande av druvor odlade vid var gard.

Slottstappat ||

125%vo| 75c|

051389 " 089129

Innehaller sulfiter

Castello di Leonardo
Chardonnay

ITALIEN
Detta friska och fruktiga Chardonnay uppvisar en val avstamd
balans mellan s6tma och syra. Med toner av persika och citrus,
och en antydan av dpple, erbjuder vinet en en mild och elegant
smak. Vinet kan avnjutas som sillskapsdryck och passar ocksa
mycket bra till fisk- och skaldjursratter. Var Chardonnay 2019
har framstillts utesutande av druvor odlade vid var gard.

Slottstappat ||

5%vo| 75c|

051389 " 089129

Ingredi vindruvor 99 %, k

del (sulfiter), antioxidant (L-askorbinsyra)

Castello di Leonardo
Chardonnay

ITALIEN
Detta friska och fruktiga Chardonnay uppvisar en val avstamd
balans mellan s6tma och syra. Med toner av persika och citrus,
och en antydan av dpple, erbjuder vinet en en mild och elegant
smak. Vinet kan avnjutas som sallskapsdryck och passar ocksa
mycket bra till fisk- och skaldjursratter. Var Chardonnay 2019
har framstillts utesutande av druvor odlade vid var gard.

Slottstappat II

5%vo| 75c|

051389 " 089129

|ngred|enser viniuvor 99 % konserveringsmedel slfter antoxicanttainer, L-askorbisya),
de medel (kal frén jast)
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Castello di Leonardo
Brut

ITALIEN

Detta mousserande vin &r en blandning av Pinot Noir och
Chardonnay, och karaktariseras av subtila toner av ananas,
grapefrukt och flader. Detta svagt mousserande vin bar smak
av tropiska frukter och blomster, som lamnar en krispig och frisk
smak i munnen. Dess frascha syra och fruktighet gor det utmarkt

att servera till mat.

051389 " 089129

Slottstappat

1 5%vo| 75c|

Castello di Leonardo
Brut

ITALIEN

Detta mousserande vin &r en blandning av Pinot Noir och
Chardonnay, och karaktariseras av subtila toner av ananas,
grapefrukt och flader. Detta svagt mousserande vin bar smak
av tropiska frukter och blomster, som lamnar en krispig och frisk
smak i munnen. Dess frascha syra och fruktighet gér det utmarkt

att servera till mat.

051389 " 089129

Slottstappat

5%vo| 75c|

ne

intelligence

Innehaller sulfiter Ingredienser: vindruvor 99 %, konserver del (sulfiter), antioxidant (L-askorbinsyra)

£)

Castello di Leonardo
Brut

ITALIEN

Detta mousserande vin ar en blandning av Pinot Noir och
Chardonnay, och karaktéariseras av subtila toner av ananas,
grapefrukt och flader. Detta svagt mousserande vin bar smak
av tropiska frukter och blomster, som lamnar en krispig och frisk
smak i munnen. Dess frascha syra och fruktighet gér det utmarkt

att servera till mat.

051389 " 089129

5%vo| 75c|

Slottstappat |

lngredlenser vindruvor 99 %, k del (sulfiter), dant (tanniner, L-ask
glerande medel (el lfat) stebil del (metavinsy proteiner frin jist

g
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (1/3) W ne

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 329 341 330
| would consider / strongly consider buying it 45% 46% 42%
I may consider buying it 32% 30% 37%
| would probably not / definitely not consider buying it 18% 16% 16%
I don’t know / not sure 6% 7% 5%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 27% 30% 26%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/3)

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Contains

sulfites
Base : 329
Very high-end 5%
High end 29%
Average 46%
Low end 5%
Very low-end 1%
I don’t know / not sure 13%

Total 100%

Red / Blue higher / lower

Short list of

wine

ingredients

341
4%
34%
38%
8%
1%
16%

100%

Long list of

wine

ingredients

330
2%
34%
43%
8%
2%
11%

100%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

It probably tastes good

A wine that seems to be produced with care

It probably is of high quality

It probably is an ordinary wine

A wine | would probably enjoy for everyday drinking

It inspires confidence

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way

Red / Blue

higher / lower

Base :

Contains
sulfites

329
60%

48%
44%
42%
42%
42%
36%

33%

Short list of = Long list of

wine wine
ingredients | ingredients
341 330
62% 60%
53% 47%
46% 43%
45% 48%
52% 48%
47% 47%
46% 42%
40% 32%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

Short list of = Long list of

Contains . .
% Neither appropriate nor inappropriate AUl wine wine
ingredients | ingredients

Base:| 329 341 330
It probably tastes good 22% 24% 24%
A wine that seems to be produced with care 27% 28% 33%
It probably is of high quality 32% 35% 36%
It probably is an ordinary wine 35% 34% 31%
A wine | would probably enjoy for everyday drinking 29% 22% 30%
It inspires confidence 34% 32% 37%
A wine | would probably be proud to serve to friends 41% 32% 38%
A wine that is probably produced in an environmentally friendly way 31% 32% 36%

Red / Blue higher / lower 42



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate
Base :
It probably tastes good
A wine that seems to be produced with care
It probably is of high quality
It probably is an ordinary wine
A wine | would probably enjoy for everyday drinking
It inspires confidence
A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way

Red / Blue higher / lower

Contains
sulfites

329
4%
6%
8%
8%
14%
10%
8%

9%

Short list of = Long list of

wine wine
ingredients | ingredients
341 330
4% 3%
4% 6%
8% 9%
10% 11%
15% 11%
7% 8%
10% 8%
8% 11%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine that seems to be produced with care

It probably is of high quality

It probably is an ordinary wine

A wine | would probably enjoy for everyday drinking
It inspires confidence

A wine | would probably be proud to serve to friends

A wine that is probably produced in an environmentally friendly way

Red / Blue higher / lower

Contains
sulfites

329
14%

19%
16%
15%
15%
14%
16%

27%

Short list of = Long list of

wine wine
ingredients | ingredients
341 330
9% 13%
14% 14%
12% 13%
11% 10%
10% 12%
14% 9%
12% 13%
20% 21%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o g Contains wine wine

Net impact (positive - negative) sulfites ) : _ :

ingredients | ingredients

Base:| 329 341 330
It probably tastes good 56% 58% 57%
A wine that seems to be produced with care 43% 50% 40%
It probably is of high quality 36% 38% 33%
It probably is an ordinary wine 34% 35% 37%
A wine | would probably enjoy for everyday drinking 28% 37% 37%
It inspires confidence 32% 40% 39%
A wine | would probably be proud to serve to friends 28% 36% 34%
A wine that is probably produced in an environmentally friendly way 24% 32% 21%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

1. USA This report

Australia
Japan
France
Germany
Italy
Russia
Spain
Sweden
UK

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

Consumer survey: data gathered via the Vinitrac® USA
omnibus survey platform:

Scope: all wine drinkers living in the USA who drink
wine at least once a month.

Sampling: quota-based sample (age,
income and zone of residence).

gender,

Data collection mode: online.

Dates of data collection: from 5™ February to 25t
February 2021.

Sample size (after cleaning
procedures): 2,000 respondents.

and weighting

Sample profile is shown in the table:

Gender

Male

43%

Female

57%

Total

100%

Age

21-24

4%

25-34

14%

35-44

19%

45-54

16%

55-64

19%

65 and above

28%

Total

100%

Annual pre-tax
household
income*

Under $20,000

9%

$20,000 - $29,999

6%

$30,000 - $39,999

7%

$40,000 - $49,999

8%

$50,000 - $59,999

8%

$60,000 - $69,999 - $99,999

24%

$100,000 - $149,999

15%

More than $150,000

23%

Total

100%

Region of
residence

New England

6%

Middle Atlantic

17%

East North Central

13%

West North Central

7%

South Atlantic

20%

East South Central

6%

West South Central

11%

Mountain

6%

Pacific

15%

Total

100%

*'Prefer not to answer’” excluded from base




STUDY CONTEXT: MARKET SIZE

The survey is representative of the 77 million adults living in the USA who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77 —> This report

Australia 18.2 50% 9,2

Japan 105,1 22% 23,1

France 51 75% 38

Germany 66,2 42% 27,5

Italy 49,7 62% 31

Russia 16,3 46% 7,5

Spain 38 50% 18,9

Sweden 7,9 55% 4,3

UK 52,4 49% 25,9

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

About half of consumers don't express a clear view about the presence of additives in intelligence
wine. And 42% think most wines contain additives which is about the same as those
who perceive wine as being a natural product.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Most wines contain additives 8% 50%

Wine is a natural product, free of additives 16% 38% 46%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common view is intelligence
neutrality or uncertainty. And about 1 in 3 perceive additives as being helpful in the

winemaking process. These findings indicate that most wine consumers are not

rejecting the idea that additives may be useful in the winemaking process.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

|
|
Strongly disagree / Disagree | M Strongly agree / Agree % Don’t know / Neutral
I
|
|

When making wine, using preservatives (e.g. sulfites)

0, 0,
helps ensure the wine’s quality and integrity 1OA 2%

When making wine, using additives other than preservatives

o, 0, 0,
helps ensure the wine’s quality and integrity 11A’| — >8%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3) W ne

Apart from organic wines, about half of consumers don't express clear views about intelligence
the correlation between wine quality and additives. However, 43% think that good
quality wines don’'t need to use additives.

It's noteworthy that about 1 in 3 consumers (36%) have concerns about the impact of
additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Org_amc vymes should l?e free of any a_ddltlves, 5% 31%
including preservatives (e.g. sulphites...)

High quality wine producers °
48%
don’t need to use additives 9/°| ke °

A wine containing additives
is not good for my health
|
|
Only poor-quality wines contain additives 28% 51%

10
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label exhibits the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative
“Contains su /fite s” ”lingre dients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic

acid), acidity regulator (calcium sulphate),
stabilizer (metatartaric acid, yeast
mannoproteins)”

(sulfites), antioxidant (L-ascorbic acid)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence

12



KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients drives down the opinion amongst 19% of
consumers (12% ‘lower opinion’ and 7% ‘rather poor opinion’).

Known and liked wine: impact of wine ingredients labelling on overall opinion

Base:

No, it doesn’t change my opinion at all
No, it doesn’t change my opinion much

It may change my opinion, | am not sure
Yes, it gives me a lower opinion of it

Yes, it gives me a rather poor opinion of it

Total

% lower / rather poor opinion

Red / Blue higher / lower

Average
across the
three lists

2,000

19%
28%
34%
12%
7%

100%

19%

Contains
sulfites

672
18%

26%

36%
14%
6%

100%

20%

Short list of wine
ingredients

656
21%

30%

30%

11%

7%

100%

18%

Long list of
wine
ingredients
673

19%
27%
35%
11%
9%

100%

19%

ne

intelligence

13



KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

On average, the disclosure of ingredients of a favourite wine would mean 12% of
consumers would be unwilling to buy it again while 21% would hesitate (or be unsure).

This negative impact (i.e. rate of rejection) doesn’'t vary between the three tested

labelling formats.

Known and liked wine: impact of wine ingredients labelling on intent to buy

Average
across the
three lists

Base: 2,000

| would definitely buy it again 34%
| would probably buy it again 33%
| would hesitate to buy it again 13%
| would probably not buy it again 6%
| would definitely not buy it again 6%

| don’t know / not sure 8%

Total 100%

% probably not buy / definitely not buy again 12%

Red / Blue higher / lower

Contains

672
33%

31%
16%
8%
5%
8%

100%

12%

Short list of
sulfites wine ingredients

656
36%

34%
11%
6%
7%
7%

100%

13%

Long list of wine
ingredients

673
34%

34%
13%
6%
5%
8%

100%

11%

W nhe

intelligence

14



KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label drives imagery perceptions down.

W nhe

The negative impact is correlated with the number of ingredients shown in the list (i.e.
lowest for ‘contains sulfites’ and highest for the long list).

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate
Base:
A taste | like
Good value for money
Very good quality
A wine | am never disappointed with
A wine | enjoy for everyday drinking
A wine that | am proud to serve to my friends/family
Made by a producer that | trust
A wine produced with care
A wine that inspires confidence

A wine produced in an environmentally friendly way

Red / Blue higher / lower

Known and
liked wine

2,000
93%

89%
89%
86%
84%
82%
77%
74%
58%

55%

Contains
sulfites

672
88%

85%

84%

85%

81%

79%

76%

72%

58%

55%

Short list of = Long list of
wine
ingredients

656
88%

83%

82%

83%

79%

76%

74%

70%

59%

55%

wine
ingredients

673
88%

84%

79%

81%

81%

74%

72%

67%

54%

55%

intelligence

Initial positive views shifting
towards both neutral and
negative views (slightly more
towards neutral grounds).
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KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE

The negative impact of ingredients labelling on overall opinion is higher for red wines. intelligence
However, the impact on intent to buy is similar across the three colours.

Known and like wine: by wine type

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base:| 2,000 672 656 673
Red 22% 21% 21% 23%
White 17% 18% 17% 15%
Rosé 16% 20% 11% 16%
Average all styles 19% 20% 18% 19%

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base:| 2,000 672 656 673

Red 12% 12% 13% 12%

White 12% 13% 11% 11%

Rosé 10% 11% 13% 7%

Average all styles 12% 12% 13% 11%
Red / Blue higher / lower

ne

m Ared wine
A white wine
A rosé wine
| don't know / not sure

On average, the negative impact of ingredients
labelling is higher for red wines (22%) than for white
and rosé wines (17% and 16%).

On average, the negative impact of ingredients
labelling is similar across the three colours.

16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate

Farringtons Estate
Merlot

sH ust:ml‘ as129 H

o \

“Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
(sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity
regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

“Contains sulfites”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) e

Findings suggest that the shift from ‘contains sulfites’ to the full list of ingredients yields a intelligence

slightly higher likelihood of trialing a new red wine (42% net positive intent vs 35%; note:
differences are not statistically significant).

Red wine back label: impact of ingredients labelling on consideration to buy

Contains Short list of | Long list of

sulfites wine wine
ingredients = ingredients

Base: 335 326 338

| would consider / strongly consider buying it 54% 58% 57%
I may consider buying it 24% 23% 27%
| would probably not / definitely not consider buying it 19% 17% 14%
I don’t know / not sure 2% 2% 2%

Total 100% 100% 100%

Net (% would buy - % would not consider buying) 35% 42% 42%

Red / Blue higher / lower 19



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3)

The disclosure of all wine ingredients doesn’t seems to drive perceived value slightly up
(specially for a short list).

W nhe

intelligence

Red wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 335 326 338

Very high-end 7% 12% 10%
High end 28% 24% 26%
Average 56% 53% 50%
Low end 3% 3% 5%
Very low-end 1% 1% 2%
I don’t know / not sure 6% 7% 8%

Total 100% 100% 100%

Red / Blue higher / lower



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

The disclosure of the full list of wine ingredients doesn’t significantly impact perceived intelligence
imagery.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

g ; Sl ILE wine wine

% Appropriate / Very appropriate sulfites ) : _ :

ingredients | ingredients

Base:| 335 326 338
It probably tastes good 79% 75% 74%
A wine | would probably be proud to serve to friends 68% 63% 67%
A wine | would probably enjoy for everyday drinking 66% 67% 63%
A wine that seems to be produced with care 64% 66% 67%
It probably is of high quality 63% 59% 57%
It probably is an ordinary wine 53% 53% 53%
It inspires confidence 52% 51% 50%
A wine that is probably produced in an environmentally friendly way 51% 53% 50%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

. . . i L . intelligence
Ingredients labelling (on top of ‘contains sulfites’) doesn’'t significantly impact

consideration to buy an unknown white wine.

Though findings suggest that consideration to buy may be slightly less for a long list of
ingredients (note: differences are not statistically different).

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 337 330 334
| would consider / strongly consider buying it 51% 49% 46%
| may consider buying it 23% 27% 29%
| would probably not / definitely not consider buying it 22% 20% 21%
I don’t know / not sure 3% 4% 4%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 29% 29% 25%

Red / Blue higher / lower 23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) ne

The format of the wine ingredients list doesn't seem to significantly impact the intelligence
perceived price of an unknown white wine.

White wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 337 330 334
Very high-end 9% 10% 7%
High end 26% 23% 20%
Average 49% 51% 56%
Low end 6% 3% 4%
Very low-end 1% 2% 2%
I don’t know / not sure 8% 11% 11%
Total 100% 100% 100%

Red / Blue higher / lower 24



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

Consumers perceive few differences between the three lists. However, the perczption intelligence
of taste may suffer from the disclosure of a long list of ingredients (70% vs 77% for
‘contains sulfites’).

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 337 330 334
It probably tastes good 77% 72% 70%
A wine that seems to be produced with care 65% 66% 63%
A wine | would probably enjoy for everyday drinking 63% 61% 63%
A wine | would probably be proud to serve to friends 61% 62% 61%
It probably is of high quality 58% 59% 55%
A wine that is probably produced in an environmentally friendly way 52% 51% 48%
It probably is an ordinary wine 48% 48% 53%
It inspires confidence 46% 47% 46%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate Farringtons Estate

” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING

Consumers express higher consideration to buy a sparkling wine with a short list of
ingredients (47% positive intent, vs 38% for ‘contains sulfites’).

Findings suggest a similar effect for a long list of ingredients (though difference with
‘contains sulfites’ is not statistically significant).

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Base:

| would consider / strongly consider buying it
| may consider buying it
| would probably not / definitely not consider buying it

| don’t know / not sure

Total

Net impact (% consider - % do not consider)

Rouge / Bleu supérieur / inférieur

Contains
sulfites

672
38%

29%

28%

4%

100%

11%

Short list of

wine

ingredients

656
47%

25%

24%

3%

100%

23%

Long list of

wine

ingredients

673
43%

28%
25%
4%

100%

18%

ne

intelligence
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients, with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate L
. . ° L-ascorbic acid
° Dimethyldicarbonate (DMDC) .
. Tartaric acid ° Potassium sorbate
ar .arlc ?CI ° Dimethyldicarbonate (DMDC)
° Malic acid
° Lactic acid
* Cf:\lc.|um.sulphate Ingredients used to better maintain the quality of the
° Citric acid . e . .
; wine (stabilise it and / or regulate its level of acidity):
o Tannins
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid
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ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Citric acid is the most accepted ingredient, ahead of tannins (respect. 52% and 42%
of acceptance). Other ingredients mostly yield either acceptance or uncertain views,
far more than outright rejection.

Acceptance of specific wine ingredients: without information

Question: For each of these ingredients, what would your reaction be? Base : all US monthly wine drinkers (randomly) assigned to the scenario ‘ No information’ (n=1012)

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Citricacid A8 15% 26%
Tannins 18% 32%
L-ascorbic acid 18% 36%
Potassium sorbate 20% 36%
Yeast mannoproteins 17% 37%
Calcium sulphate 19% 37%
Tartaric acid 20% 37%
Lactic acid 21% 35%
Malic acid 21% 38% As‘gfeie
Potassium polyaspartate 20% 38% Base: 1012
Gum arabic 21% 38% % Still buy’ 32%
Metatartaric acid 21% 41% % Hesitate’ 20%
Carboxymethylcellulose 21% 42% % Not buy’ 11%
Dimethyldicarbonate (DMDC) 22% 42% 7% on't know! 37%
O:% 5(;% 1OI0%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION

Providing a short explanation on why an ingredient is used significantly helps reassuring

W nhe

intelligence

consumers. Overall, it improves the rate of acceptance by about +7 pts on average.

Acceptance of specific wine ingredients: impact of education

% | would
probably not
buy the wine

Citric acid ns

Tannins ns

L-ascorbic acid -2 pts
Potassium sorbate -4 pts
Yeast mannoproteins -3 pts
Calcium sulphate -3 pts
Tartaric acid -4 pts
Lactic acid -4 pts
Malic acid -3 pts
Potassium polyaspartate -4 pts
Gum arabic -3 pts
Metatartaric acid -4 pts
Carboxymethylcellulose ns

Dimethyldicarbonate (DMDC) -4 pts

ns = not significant

Red / Blue higher / lower

% | would
hesitate to

buy it
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns

ns

% | would
probably still
buy the wine

+6 pts
+7 pts
+14 pts
+12 pts
+7 pts
+7 pts
+5 pts
+6 pts
+6 pts
+5 pts
+6 pts
+5 pts
ns

+11 pts

% | don't
know / not
sure

ns
ns
-10 pts
-7 pts
ns
ns
ns
ns
ns
ns
ns
ns
-5 pts
-7 pts

Without information —  With information

L-ascorbic acid Ingredients used to better preserve the wine:

Potassium sorbate
Dimethyldicarbonate (DMDC) —
Tartaric acid

Malic acid

L-ascorbic acid
Potassium sorbate
Dimethyldicarbonate (DMDC)

Ingredients used to better maintain the quality of the

Lactic acid wine (stabilise it and/or regulate its level of acidity):
Calcium sulphate e Malicacid
Citric acid *  lacticacid
. Calcium sulphate
Tannins Citric acid
Gum arabic e Tannins

Gum arabic
Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

=  Most consumers don’t reject the idea of the use of additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will be neutral or
(less often) agree regarding its usefulness in the winemaking process.

= However, 43% believe that good quality wines don’t need additives and 36% express concerns
regarding their impact on health. Providing reassurance are points to be considered.

= Thedisclosure of ingredients of a known and trusted wine yields more uncertainty than rejection.

12% of consumers state they would stop buying the wine and 21% would hesitate or be unsure. The disclosure of wine
ingredients yields a decrease in imagery perceptions though ratings remain quite high. From this point of view, a short list of
ingredients is preferable to a long one.

= The disclosure of the full list of ingredients doesn’t impact much on an unknown red wine

= The disclosure of the full list of ingredients doesn’t impact much on an unknown white wine

However, shifting from ‘contains sulfites’ to a long list of ingredients tends to harm taste perceptions (which remain
quite high).

= Regarding specific ingredients, citric acid and tannins are the most accepted. On average, the most
common reaction regarding ingredients is uncertainty (37% ‘don’t know / unsure’) or acceptance (32%),
more so than outright rejection. On average, education (i.e. explaining why ingredients are used)
significantly increases the rate of acceptance for most ingredients.
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APPENDIX : METHODOLOGY -

Red wine back label:

TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Farringtons Estate
Merlot

CALIFORNIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
gy M
051389 " 089129

Contains sulfites

Farringtons Estate
Merlot

CALIFORNIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Erey NI
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate
Merlot

CALIFORNIA
A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Erey 1
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)

White wine back label:

Farringtons Estate
Chardonnay

CALIFORNIA
This fresh and fruity Chardonnay has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.
It can be enjoyed when drinking on its own and will also be
a perfect match for fish or shellfish dishes. Our 2019 Chardonnay
was produced exclusively from grapes grown on our Estate.

Estate bottled
12560, 5. Il
® o 5" 051389 " 089129

Contains sulfites

Farringtons Estate
Chardonnay

CALIFORNIA
This fresh and fruity Chardonnay has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.
It can be enjoyed when drinking on its own and will also be
a perfect match for fish or shellfish dishes. Our 2019 Chardonnay
was produced exclusively from grapes grown on our Estate.

12.5%vol. 5.
®O

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Estate bottled ||

Farringtons Estate
Chardonnay

CALIFORNIA

This fresh and fruity Chardonnay has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.
It can be enjoyed when drinking on its own and will also be
a perfect match for fish or shellfish dishes. Our 2019 Chardonnay
was produced exclusively from grapes grown on our Estate.

Estate bottled
5%vo| 75c| ||I ||
089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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Sparkling wine back label:

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Farringtons Estate
Brut

CALIFORNIA
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent

food accompaniment.

051389 " 089129

Estate bottled

5%vo| 75c|

Contains sulfites

Farringtons Estate
Brut

CALIFORNIA
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent

food accompaniment.
Estate bottled | | |‘

11,5%% %I- 5 0|51!8|9| |089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate
Brut

CALIFORNIA
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent

food accompaniment.

051389 " 089129

Estate bottled

5%vo| 75c|

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)

ne
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (1/3) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 672 656 673
| would consider / strongly consider buying it 53% 53% 51%
I may consider buying it 24% 25% 28%
| would probably not / definitely not consider buying it 21% 19% 18%
I don’t know / not sure 3% 3% 3%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 32% 35% 34%

Red / Blue higher / lower 39



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/3) W he

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 672 656 673
Very high-end 8% 11% 8%
High end 27% 23% 23%
Average 52% 52% 53%
Low end 4% 3% 4%
Very low-end 1% 2% 2%
I don’t know / not sure 7% 9% 9%

Total 100% 100% 100%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

Short list of = Long list of

Contains . .
% Appropriate / Very appropriate AUl wine wine
ingredients | ingredients

Base : 672 656 673
It probably tastes good 78% 74% 72%
A wine | would probably be proud to serve to friends 65% 62% 64%
A wine that seems to be produced with care 65% 66% 65%
A wine | would probably enjoy for everyday drinking 64% 63% 63%
It probably is of high quality 60% 59% 56%
A wine that is probably produced in an environmentally friendly way 52% 52% 49%
It probably is an ordinary wine 51% 51% 53%
It inspires confidence 49% 48% 48%

Red / Blue higher / lower a1



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

Short list of = Long list of

Contains . .
% Neither appropriate nor inappropriate AUl wine wine
ingredients | ingredients

Base : 672 656 673
It probably tastes good 15% 17% 16%
A wine | would probably be proud to serve to friends 24% 26% 24%
A wine that seems to be produced with care 25% 24% 22%
A wine | would probably enjoy for everyday drinking 22% 19% 21%
It probably is of high quality 28% 28% 29%
A wine that is probably produced in an environmentally friendly way 32% 32% 33%
It probably is an ordinary wine 33% 31% 28%
It inspires confidence 35% 35% 35%

Red / Blue higher / lower 42



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

Short list of = Long list of

Contains . .
% Not appropriate / Not at all appropriate AUl wine wine
ingredients | ingredients

Base : 672 656 673
It probably tastes good 3% 4% 5%
A wine | would probably be proud to serve to friends 5% 6% 6%
A wine that seems to be produced with care 4% 4% 5%
A wine | would probably enjoy for everyday drinking 11% 11% 9%
It probably is of high quality 6% 5% 7%
A wine that is probably produced in an environmentally friendly way 5% 5% 6%
It probably is an ordinary wine 11% 14% 10%
It inspires confidence 9% 8% 9%

Red / Blue higher / lower

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure

Base :

It probably tastes good

A wine | would probably be proud to serve to friends

A wine that seems to be produced with care

A wine | would probably enjoy for everyday drinking

It probably is of high quality

A wine that is probably produced in an environmentally friendly way
It probably is an ordinary wine

It inspires confidence

Red / Blue higher / lower

Contains
sulfites

672
4%
6%
6%
3%
7%

12%
6%

7%

Short list of = Long list of

wine wine
ingredients | ingredients
656 673
5% 6%
6% 7%
7% 8%
7% 7%
8% 8%
12% 12%
5% 9%
8% 8%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

Short list of = Long list of

] o g Contains wine wine

Net impact (positive - negative) sulfites ) : _ :

ingredients | ingredients

Base : 672 656 673
It probably tastes good 75% 70% 67%
A wine | would probably be proud to serve to friends 60% 56% 58%
A wine that seems to be produced with care 61% 62% 60%
A wine | would probably enjoy for everyday drinking 53% 53% 55%
It probably is of high quality 54% 54% 49%
A wine that is probably produced in an environmentally friendly way 47% 47% 43%
It probably is an ordinary wine 39% 37% 43%
It inspires confidence 40% 41% 39%

Red / Blue higher / lower 45
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INTRODUCTION

Study findings are reported through 11 reports:

USA
Australia
Japan
France
Germany
Italy
Russia
Spain

Sweden

10. UK This report

Multi-market management summary
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RESEARCH OBJECTIVES W nhe

intelligence

The overall objective of this study is to assess consumers’ perceptions, attitudes and opinions
of wine ingredients labelling

Four specific objectives have been assigned to this study:
1. Assess consumers’ perceptions and knowledge of winemaking practices.

2. Asses the impact of labelling ingredients on purchase consideration and imagery of a tried
and liked wine (impact on brand loyalty) and on an unknown wine (impact on new
consumer acquisition).

3. Assess the impact of two levels of information: short vs long list of ingredients.

4. Assess the level of consumer acceptance for specific ingredients.



METHODOLOGY: DATA COLLECTION

. . . 0,
Consumer survey: data gathered via the Vinitrac® UK Male 49%
_ Gender Female 51%
omnibus survey platform: Total 005
18-24 7%
= Scope: all wine drinkers living in the UK who drink 25-34 17%
wine at least once a month. 344 17%
Age 45-54 18%
=  Sampling: quota-based sample (age, gender, income 2264 13%
P .g' 9 ) P 8¢ 8 ! 65 and above 27%
and region of residence). Total 100%
Under £20,000 12%
. Data collection mode: online. £20,000 - £29,999 21%
Annual pre-tax
£30,000 - £39,999 21%
) household .
= Dates of data collection: from 29t January to 16% income* | 40,000 - £59,999 20%
February 2021. HBUT0 25
Total 100%
. : . North 22%
» Sample size (after cleaning and weighting M?(glands 14;
0
procedures): 1,003 respondents. South East / East 3%
Region of London 14%
. Sample profile is shown in the table: & South West 11%
residence
Wales 5%
Scotland 8%
Northern Ireland 3%
Total 100%

*'Prefer not to answer’ excluded from base



STUDY CONTEXT: MARKET SIZE

The survey is representative of the 25.9 million adults living in the UK who drink wine at
least once a month.

Adult population % drink still Survey is representative of ...
(millions) wine* million wine drinkers

USA 241 32% 77

Australia 18.2 50% 9,2

Japan 105,1 22% 23,1

France 51 75% 38

Germany 66,2 42% 27,5

Italy 49,7 62% 31

Russia 16,3 46% 7,5

Spain 38 50% 18,9

Sweden 7,9 55% 4,3

UK 52,4 49% 25,9 —> This report

Total 646 41% 262

*% drink red, white or rosé wine at least once a month, except in two markets:
= France: all wine drinkers who live in France (exc. Corsica and overseas territories)
= Russia: all imported wine drinkers (at least twice per year), aged between 18 and 64 years old, living in Moscow and St Petersburg

1 Source : national statistics

2Source : Wine Intelligence, calibration surveys
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WINEMAKING PERCEPTIONS AND KNOWLEDGE (1/3) W ne

About half of consumers are either neutral or uncertain about the presence of intelligence
additives in wine. A minority (33%) perceive wine as being free of additives.

Winemaking process perceptions and knowledge (1/3)

Presence of additives in wine

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

Most wines contain additives 7% 44% 49%

Wine is a natural product, free of additives 19% 33% 48%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (2/3) W ne

Regarding the usefulness of using additives in wine, the most common view is intelligence
neutrality or uncertainty. Very few consumers (about 1 in 10) reject the idea of the
usefulness of additives in winemaking process.

Winemaking process perceptions and knowledge (2/3)

Usefulness of additives in winemaking process

Strongly disagree / Disagree B Strongly agree / Agree % Don’t know / Neutral

When making wine, using preservatives (e.g. sulfites)

o, 0, 0,
helps ensure the wine’s quality and integrity SA >8%
|
|

When making wine, using additives other than preservatives

o) 0, 0,
helps ensure the wine’s quality and integrity 11% — 60%



WINEMAKING PERCEPTIONS AND KNOWLEDGE (3/3)

Apart from organic wines, almost half of consumers believe that high quality wines intelligence
don’'t need to use additives. However, only 26% believe that only poor quality wines
contain additives. This suggests that the majority of wine consumers are either neutral
or accepting the presence of additives in wine.

W nhe

It's noteworthy that 37% have concerns about the impact of additives on their health.

Winemaking process perceptions and knowledge (3/3)

Wine additives: quality and health

Strongly disagree / Disagree

Organic wines should be free of any additives,
including preservatives (e.g. sulphites...)

High quality wine producers
don’t need to use additives

A wine containing additives
is not good for my health

Only poor-quality wines contain additives

W Strongly agree / Agree

3% 67%

8% 46%

9% 37%

26% 22%

% Don’t know / Neutral

29%

46%

54%

53%

10
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A
TRIED AND LIKED WINE — QUESTIONNAIRE STRUCTURE

All respondents
Respondents were asked to think about a wine they regularly buy and love drinking.

!

Q2: favourite wine style (red wine / white wine / rosé wine)

Q3: favourite wine perceptions / imagery (10 statements, using a 1-5 scale)

!

Respondents are informed that the back label shows the wine’s ingredients.
Each respondent has been randomly assigned to one of the three following scenarios:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)

Long list of ingredients:

Short list of ingredientS' “Ingredients: grape 99%, preservative

“Contains su /f/ tes” “Ingredients: grape 99%, preservative (SL.IIﬁteS).’ gnt/omdant (tann/‘ns, L-ascorbic
(sulfites), antioxidant (L-ascorbic acid)” acid), acidity regulator (calcium sulphate),
’ stabilizer (metatartaric acid, yeast

mannoproteins)”

Q4: changes in opinion (1 to 5 scale)
Q5: changes in intfent to buy (1 to 5 scale)

Q6: changes in imagery (10 statements, 1 to 5 scales)

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON OVERALL OPINION

On average, the disclosure of ingredients will drive down the opinion amongst 17% of
consumers. This negative impact tends to be similar across the three formats of

ingredients labelling.

Known and liked wine: impact of wine ingredients labelling on overall opinion

Base:

No, it doesn’t change my opinion at all
No, it doesn’t change my opinion much

It may change my opinion, | am not sure
Yes, it gives me a lower opinion of it

Yes, it gives me a rather poor opinion of it

Total

% lower / rather poor opinion

Red / Blue higher / lower

Average
across the
three lists

1,003

21%
31%
31%
12%
5%

100%

17%

Contains
sulfites

341
17%

29%

37%

12%

5%

100%

17%

Short list of wine
ingredients

325
23%

32%

30%

11%

4%

100%

15%

Long list of
wine
ingredients
338

21%
32%
28%
14%
5%

100%

20%

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON INTENT TO BUY

The disclosure of ingredients for a favourite wine meant 9% of consumers would be

unwilling to buy it again while 24% would hesitate.

Findings suggest that the negative impact is slightly lower for a short list (though

differences are not statistically significant).

Known and liked wine: impact of wine ingredients labelling on intent to buy

Base:

| would definitely buy it again

| would probably buy it again

| would hesitate to buy it again

| would probably not buy it again
| would definitely not buy it again
I don’t know / not sure

Total

% probably not buy / definitely not buy again

Red / Blue higher / lower

Average
across the
three lists

1,003

37%
31%
15%
5%
4%
9%

100%

9%

Contains

341
34%

27%

18%

6%

4%

11%

100%

10%

Short list of
sulfites wine ingredients

325
41%

33%

14%

2%

4%

6%

100%

6%

Long list of wine
ingredients

338
34%

33%
12%
7%
4%
10%

100%

11%

W nhe

intelligence
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KNOWN AND LIKED WINE: IMPACT ON IMAGERY

Disclosing the list of ingredients on the back label has a slightly negative impact on
quality perceptions. However, ratings stay quite high.

W nhe

Known and liked wine: impact of wine ingredients labelling on imagery

% Appropriate / Very appropriate

Base:

A taste | like

Very good quality

A wine | am never disappointed with

Good value for money

A wine that | am proud to serve to my friends/family
A wine | enjoy for everyday drinking

Made by a producer that | trust

A wine produced with care

A wine that inspires confidence

A wine produced in an environmentally friendly way

Red / Blue higher / lower

Known and
liked wine

1,003
92%

88%
86%
83%
81%
77%
73%
70%
56%

42%

Contains
sulfites

341
91%

85%

85%

82%

80%

76%

72%

67%

56%

47%

Short list of = Long list of
wine
ingredients

325
87%

81%

83%

80%

76%

77%

71%

67%

61%

46%

wine
ingredients

338
90%

81%
86%
85%
80%
78%
76%
68%
57%

50%

intelligence

Initial positive views tend to
mostly shift towards neutral
views (far more so than
towards negative views).

15



KNOWN AND LIKED WINE: FINDINGS SUMMARY BY WINE TYPE PREFERENCE ne

Overall, the negative impact of ingredients labelling tends to be more or less similar intelligence
across the three wine types.

2
13% H A red wine
A white wine
A rosé wine

| don't know / not sure

Known and like wine: by wine type

34%

Overall opinion: % lower / rather poor opinion

Average Contains sulfites | Shortlist = Long list

Base:| 1,003 341 325 338
Red 19% 18% 20% 20%
White 14% 14% 8% 20% On average, the negative impact of ingredients
Rosé 16% 15% 15% 20% labelling is similar across the three styles. Though a
Average all styles 17% 17% 15% 20% short list will have a less negative impact for a white
wine.

Intent to buy: % probably not buy / definitely not buy again

Average Contains sulfites = Shortlist = Long list

Base: 1,003 341 325 338
Red 8% 10% 5% 10% o _
White 10% 7% 9% 14% Qn ave_rage,'th('a n_egatlve impact of a long list of
; ingredients is similar across the three colours.
Rosé 11% 15% 6% 11%
Average all styles 9% 10% 6% 11%

Red / Blue higher / lower 16
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METHODOLOGY : IMPACT OF WINE INGREDIENTS LABELLING ON A
NEW WINE — QUESTIONNAIRE STRUCTURE W he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent was randomly assigned to 1 of the 3 possible scenarios of back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate

Farringtons Estate
Merlot

"®o
y - AN

sH (SE H o012 H

“Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
(sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity
regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

“Contains sulfites”

!

Each respondent was shown either a white wine (*50% of respondents) or a red wine (=50% of respondents) back label.

!

Q7: new wine — consideration to buy (1 to 5 scale)
Q8: new wine - price range perception (scale ranging from ‘very low end’ to ‘very high-end’)

Q9: new wine — perceptions / imagery (8 statements, using a scale)

18



RED WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3)

Findings suggest that the shift from ‘contains sulfites’ to the full list of ingredients yields a
slightly higher likelihood of trialling a new wine (note: differences are not statistically significant).

Red wine back label: impact of ingredients labelling on consideration to buy

Contains Short list of | Long list of

sulfites wine wine
ingredients = ingredients
Base: 168 167 171
| would consider / strongly consider buying it 51% 54% 58%
I may consider buying it 29% 28% 23%
| would probably not / definitely not consider buying it 17% 15% 15%
| don’t know / not sure 3% 3% 4%
Total 100% 100% 100%
Net (% would buy - % would not consider buying) 35% 39% 43%

Red / Blue higher / lower

W nhe

intelligence
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RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (2/3)

UK consumers express a counter-intuitive finding : they are more likely to perceive the
bottle with a long list to be an high end wine, vs both other labelling formats.

W nhe

intelligence

Red wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients
Base : 168 167 171
Very high-end 2% 5% 9%
High end 30% 26% 27%
Average 51% 56% 45%
Low end 8% 5% 8%
Very low-end 3% 0% 2%
I don’t know / not sure 6% 8% 9%
Total 100% 100% 100%

Red / Blue higher / lower

20



RED WINE BACK LABEL : IMPACT OF WINE INGREDIENTS LABELLING (3/3) ne

The disclosure of ingredients (on top of ‘contains sulfites’) doesn’t seem to significantly intelligence
impact imagery.

Red wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

g ; (S ILE wine wine

% Appropriate / Very appropriate sulfites ) : _ :

ingredients | ingredients

Base: 168 167 171
It probably tastes good 76% 75% 75%
A wine | would probably enjoy for everyday drinking 69% 66% 66%
A wine that seems to be produced with care 62% 65% 62%
It probably is of high quality 57% 57% 52%
A wine | would probably be proud to serve to friends 56% 62% 63%
It probably is an ordinary wine 51% 44% 53%
A wine that is probably produced in an environmentally friendly way 49% 43% 45%
It inspires confidence 44% 49% 54%

Red / Blue higher / lower 21
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WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (1/3) ne

intelli
Findings suggest that the shift from ‘contains sulfites’ to a short list of ingredients increases e

the wilingness to trial a new white wine (note : differences are not statistically
significant). Conversely, a long list may drive consideration to buy slightly down.

White wine back label: impact of ingredients labelling on consideration to buy

Short list of =~ Long list of

Contains . .
sulfites wine wine
ingredients = ingredients
Base: 173 159 167
| would consider / strongly consider buying it 54% 60% 50%
I may consider buying it 28% 23% 28%
| would probably not / definitely not consider buying it 16% 12% 19%
| don’t know / not sure 2% 4% 3%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 38% 48% 31%

Red / Blue higher / lower

23



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (2/3) e

The format of the wine ingredients list doesn’t significantly impact the perceived price intelligence

of a wine.

White wine back label: impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine
ingredients ingredients

Base : 173 159 167

Very high-end 3% 6% 4%
High end 30% 30% 29%
Average 56% 55% 55%
Low end 4% 2% 7%
Very low-end 2% 2% 0%
I don’t know / not sure 5% 6% 5%

Total 100% 100% 100%

Red / Blue higher / lower



WHITE WINE BACK LABEL: IMPACT OF WINE INGREDIENTS LABELLING (3/3) e

As for perceived value, the disclosure of full ingredients labelling doesn’t impact much intelligence
perceptions of unknown white wine.

White wine back label: impact of ingredients labelling on wine imagery

Short list of = Long list of

i i Contains wine wine

% Appropriate / Very appropriate sulfites ) _ _ :

ingredients | ingredients

Base: 173 159 167
It probably tastes good 74% 77% 74%
A wine that seems to be produced with care 69% 62% 66%
A wine | would probably enjoy for everyday drinking 67% 63% 68%
A wine | would probably be proud to serve to friends 63% 61% 67%
It probably is of high quality 59% 57% 62%
It probably is an ordinary wine 50% 44% 51%
It inspires confidence 48% 54% 54%
A wine that is probably produced in an environmentally friendly way 46% 43% 50%

Red / Blue higher / lower 25
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METHODOLOGY: IMPACT OF WINE INGREDIENTS LABELLING ON A NEW
SPARKLING WINE — QUESTIONNAIRE STRUCTURE

Respondents were asked to imagine they are in a shop and that they spot a wine that seems to match the type of sparkling wine they
like to drink. Each respondent is (randomly) shown one of the 3 possible sparkling wine back labels:

Scenario 1 (=1/3 of respondents) Scenario 2 (=1/3 of respondents) Scenario 3 (=1/3 of respondents)
“Contains sulfites” Short list of ingredients Long list of ingredients

Farringtons Estate Farringtons Estate Farringtons Estate

” . . P “Ingredients: grape 99%, preservative “Ingredients: grape 99%, preservative (sulfites),
Contains Su,ﬁtes (sulfites), antioxidant (L-ascorbic acid)” antioxidant (tannins, L-ascorbic acid), acidity

regulator (calcium sulphate), stabilizer
(metatartaric acid, yeast mannoproteins)”

= QI0: new wine — consideration to buy (1 to 5 scale)

27



SPARKLING WINE: IMPACT OF INGREDIENTS LABELLING W ne

A long list of ingredients will make consumers to shift towards more neutral grounds. intelligence
And findings suggest that a short may actually improve the consideration to buy an
unknown white wines (note : differences are not statistically significant).

Sparkling wine back label: impact of ingredients labelling on consideration to buy

Short list of Long list of

Contains . .
sulfites wine wine
ingredients | ingredients
Base: 341 325 338
| would consider / strongly consider buying it 43% 50% 40%
| may consider buying it 27% 25% 34%
| would probably not / definitely not consider buying it 28% 22% 24%
| don’t know / not sure 2% 4% 2%
Total 100% 100% 100%
Net impact (% consider - % do not consider) 16% 28% 17%

Rouge / Bleu supérieur / inférieur
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SPECIFIC WINE INGREDIENTS ACCEPTANCE: METHODOLOGY w he

intelligence

We asked respondents to imagine they are in a shop and that they spot a wine that seems to match the type of wine they like to drink.
Each respondent is (randomly) assigned to one of the two following scenarios:

Scenario 1 (=50% of respondents) Scenario 2 (=50% of respondents)
Respondents are exposed to a list of ingredients, with no information. Respondents are exposed to the same list but with short explanations.
° L-ascorbic acid Ingredients used to better preserve the wine:
° Potassium sorbate L
. . ° L-ascorbic acid
° Dimethyldicarbonate (DMDC) .
. Tartaric acid ° Potassium sorbate
ar .arlc ?CI ° Dimethyldicarbonate (DMDC)
° Malic acid
° Lactic acid
* Cf:\lc.|um.sulphate Ingredients used to better maintain the quality of the
° Citric acid . e . .
; wine (stabilise it and / or regulate its level of acidity):
o Tannins
° Gum arabic Malic acid
° Metatartaric acid Lactic acid
° Yeast mannoproteins Calcium sulphate
° Carboxymethylcellulose Citric acid
° Potassium polyaspartate Tannins
Gum arabic

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

30



ACCEPTANCE OF SPECIFIC INGREDIENTS: WITHOUT INFORMATION

Citric acid is the most accepted ingredient, ahead of tannins (respect. 54% and 45%
of acceptance). Other ingredients mostly yield either acceptance or uncertain views,
far more than outright rejection.

Acceptance of specific wine ingredients: without information

Question: For each of these ingredients, what would your reaction be? Base : all UK monthly wine drinkers (randomly) assigned to the scenario ‘ No information’ (n=494)

m | would probably not buy the wine | would hesitate to buy it m | would probably still buy the wine | don’t know / not sure

Citricacid WA 13% 27%
Tannins 18% 31%
Yeast mannoproteins 18% 39%
L-ascorbic acid 17% 38%
Calcium sulphate 20% 35%
Tartaric acid 18% 39%
Lactic acid 20% 36%
Potassium sorbate 21% 40%
L Average
Malic acid EA 18% 42%
9% . ° scores

Metatartaric acid 20% 41% Base: 494

Gum arabic 25% 39% % ‘still buy’ 33%

o/ ¢ H ’ 0,

Potassium polyaspartate 23% 42% % Hesitate 19%

% ‘Not buy’ 9%
Carboxymethylcellulose [PEA 17% 45%

% ‘Don’t know’ 38%
Dimethyldicarbonate (DMDC) 20% 46%

0% 50% 100%
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ACCEPTANCE OF SPECIFIC INGREDIENTS: IMPACT OF EDUCATION

Providing a short explanation on why an ingredient is used significantly helps to

W nhe

intelligence

reassure consumers. Overall, it improves the rate of acceptance by about +10 pts on

average.

Acceptance of specific wine ingredients: impact of education

% | would
probably not
buy the wine

Citric acid ns
Tannins ns
Yeast mannoproteins ns
L-ascorbic acid -5 pts
Calcium sulphate -5 pts
Tartaric acid -4 pts
Lactic acid ns
Potassium sorbate ns
Malic acid -4 pts
Metatartaric acid -4 pts
Gum arabic ns
Potassium polyaspartate ns
Carboxymethylcellulose -5 pts
Dimethyldicarbonate (DMDC) -6 pts

ns = not significant

Red / Blue higher / lower

% | would
hesitate to
buy it
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
ns
+7 pts

ns

% | would
probably still
buy the wine

ns
+9 pts
+12 pts
+14 pts
+8 pts
+8 pts
+9 pts
+12 pts
+8 pts
+8 pts
+11 pts
+10 pts
ns

+16 pts

% | don't
know / not
sure

ns
ns
-7 pts
-11 pts
ns
-6 pts
ns
-10 pts
-7 pts
ns
ns
ns
ns

-12 pts

Without information —  With information

L-ascorbic acid Ingredients used to better preserve the wine:

Potassium sorbate
Dimethyldicarbonate (DMDC) —
Tartaric acid

Malic acid

L-ascorbic acid
Potassium sorbate
Dimethyldicarbonate (DMDC)

Ingredients used to better maintain the quality of the

Lactic acid wine (stabilise it and/or regulate its level of acidity):
Calcium sulphate e Malicacid
Citric acid *  lacticacid
. Calcium sulphate
Tannins Citric acid
Gum arabic e Tannins

Gum arabic
Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
Tartaric acid

Metatartaric acid

Yeast mannoproteins
Carboxymethylcellulose
Potassium polyaspartate
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CONCLUSIONS: KEY TAKEAWAYS w ne

intelligence

= Most consumers don’t reject the idea of using additives in the winemaking process.

Most either recognise or are neutral regarding the presence of additives in wines. Similarly, they will mostly be neutral
(less often agree) regarding its usefulness in the winemaking process.

= However, 46% believe that good quality wines don’t need additives and 37% express concerns
regarding the impact on their health. Providing reassurance on both counts are key points to
consider.

= The disclosure of ingredients of a known and trusted wine produces uncertainty than rejection.

9% of consumers state they would stop buying the wine and 36% would hesitate. The disclosure of wine ingredients yields a
modest decrease in imagery perceptions though ratings remain quite high. A short list of ingredients is preferable to a long one.

= The full disclosure of ingredients doesn’t seem to impact much on an unknown red wine

Shifting from ‘contains sulfites’ to the full list of ingredients doesn’t seem to significantly impact the consideration to
buy an unknown red wine.

= The full disclosure of ingredients doesn’t seem to impact much on an unknown white wine

Though findings suggest that shifting from ‘contains sulfites’ to a short list of ingredients improves the willingness to
trial this type of wine (note: differences are not statistically significant). A reverse effect is suggested for a long list.

= Regarding specific ingredients, citric acid and tannins are the most accepted. On average, the most
common reaction regarding ingredients is uncertainty (57% ‘don’t know / unsure’) or acceptance (33%),
more so than outright rejection. On average, education (i.e. explaining why ingredients are used)

significantly increases the rate of acceptance of most ingredients.
34
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APPENDIX : METHODOLOGY -

Red wine back label:

TESTED BACK LABELS (STILL WINE)

W nhe

intelligence

Farringtons Estate
Merlot

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Erey i
051389 " 089129

Contains sulfites

Farringtons Estate
Merlot

AUSTRALIA

A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Eeey i
051389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate
Merlot

AUSTRALIA
A medium-bodied, elegant red wine. It showcases aromas of ripe
plum and blackberry fruit, with a smooth and elegant taste. It can
be enjoyed when drinking on its own and will also be a perfect
match for meat dishes or cheese. Our 2019 Merlot was produced
exclusively from grapes grown on our Estate.

Estate bottled
Eeey i
051389 " 089129

Ingredients: grape 99%, preservative (sufites), antioxidant (tannins, L-ascorbic acid), acicity regulator
{calcium sulphate), stabilzer (Metatartaric acid, yeast mannoproteins)

White wine back label:

Farringtons Estate

Sauvignon blanc
AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and

citrus, with a hint of apple and has a smooth and elegant taste.

It can be enjoyed when drinking on its own and will also be

a perfect match for fish or shellfish dishes. Our 2019 Sauvignon

blanc was produced exclusively from grapes grown on our Estate.

Estate bottled
5 I
51389 " 089129

Contains sulfites

Farringtons Estate

Sauvignon blanc
AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and

citrus, with a hint of apple and has a smooth and elegant taste.

It can be enjoyed when drinking on its own and will also be

a perfect match for fish or shellfish dishes. Our 2019 Sauvignon

blanc was produced exclusively from grapes grown on our Estate.

Estate bottled
w2 I
51389 " 089129

Ingredients: grape 99%, preservative (sulfites), antioxidant (L-ascorbic acid)

Farringtons Estate

Sauvignon blanc

AUSTRALIA

This fresh and fruity Sauvignon blanc has a harmonious balance
between sweetness and acidity. It showcases aromas of peach and
citrus, with a hint of apple and has a smooth and elegant taste.
It can be enjoyed when drinking on its own and will also be
a perfect match for fish or shellfish dishes. Our 2019 Sauvignon
blanc was produced exclusively from grapes grown on our Estate.

Estate bottled
w7 N
51389 " 0891

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
{cakcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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Sparkling wine back label:

Farringtons Estate
Brut

ITALY
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent

food accompaniment.

051389 " 089129

Estate bottled

1 5%vo| 75c|

Contains sulfites

APPENDIX : METHODOLOGY - TESTED BACK LABELS (SPARKLING WINE)

Farringtons Estate
Brut

ITALY
This sparkling wine is made from a blend of Pinot Noir and

Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries

the tropical fruit and floral flavours giving a crisp, refreshing finish.

Its refreshing acidity and fruit character makes it an excellent
food accompaniment.

[t

g : grape 99%, p ive (sulfites), antioxidant (L-ascorbic acid)

Estate bottled

5%vo| 75c|

ne

intelligence

Farringtons Estate
Brut

ITALY

This sparkling wine is made from a blend of Pinot Noir and
Chardonnay and is characterized by subtle notes of pineapple,
grapefruit and elderflower. The gentle effervescence carries
the tropical fruit and floral flavours giving a crisp, refreshing finish.
Its refreshing acidity and fruit character makes it an excellent

food accompaniment.

051389 " 089129

Estate bottled

5%vo| 75c|

Ingredients: grape 99%, preservative (sulfites), antioxidant (tannins, L-ascorbic acid), acidity regulator
(calcium sulphate), stabilizer (Metatartaric acid, yeast mannoproteins)
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING (1/3) W ne

intelligence

Still (white + red) wine back label: impact of ingredients labelling on consideration to buy

Short list of . .
. . . Long list of wine
Contains sulfites wine . .
. . ingredients
ingredients
Base : 341 325 338
| would consider / strongly consider buying it 52% 57% 54%
I may consider buying it 28% 26% 26%
| would probably not / definitely not consider buying it 17% 14% 17%
I don’t know / not sure 3% 3% 3%
Total 100% 100% 100%
Net impact (% would buy - % would not consider buying) 36% 43% 37%

Red / Blue higher / lower
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING (2/3) W he

intelligence

Still (white + red) wine back label : impact of ingredients labelling on price perceptions

Short listof =~ Long list of

Contains . .
sulfites wine wine

ingredients ingredients
Base : 341 325 338
Very high-end 3% 6% 6%
High end 30% 28% 28%
Average 53% 55% 50%
Low end 6% 3% 7%
Very low-end 2% 1% 1%
I don’t know / not sure 5% 7% 7%

Total 100% 100% 100%

Red / Blue higher / lower



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (1/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% appropriate / very appropriate)

% Appropriate / Very appropriate

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

It probably is of high quality

It probably is an ordinary wine

A wine that is probably produced in an environmentally friendly way

It inspires confidence

Red / Blue higher / lower

Contains
sulfites

341
75%

68%
66%
60%
58%
50%
48%

46%

Short list of = Long list of
wine
ingredients | ingredients

wine

325

76%

65%

64%

61%

57%

44%

43%

52%

338
74%

68%

64%

64%

57%

52%

47%

54%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (2/5) W he

intelligence

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% neither appropriate not inappropriate)

Short list of = Long list of

Contains . .
% Neither appropriate nor inappropriate AUl wine wine
ingredients | ingredients

Base : 341 325 338
It probably tastes good 15% 14% 17%
A wine | would probably enjoy for everyday drinking 16% 21% 20%
A wine that seems to be produced with care 23% 22% 24%
A wine | would probably be proud to serve to friends 22% 25% 23%
It probably is of high quality 26% 27% 28%
It probably is an ordinary wine 31% 34% 28%
A wine that is probably produced in an environmentally friendly way 33% 38% 30%
It inspires confidence 36% 33% 33%

Red / Blue higher / lower 42



APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (3/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% not / not at all appropriate)

% Not appropriate / Not at all appropriate

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

It probably is of high quality

It probably is an ordinary wine

A wine that is probably produced in an environmentally friendly way

It inspires confidence

Red / Blue higher / lower

Contains
sulfites

341
4%
11%
3%
9%
8%
12%
7%

10%

Short list of = Long list of

wine wine
ingredients | ingredients

325 338
4% 4%
9% 8%
4% 4%
5% 6%
6% 7%
14% 15%
5% 8%
7% 7%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE

INGREDIENTS LABELLING ON IMAGERY (4/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

(% 1 don’t know / not sure)

% | don’t know / not sure
Base :
It probably tastes good
A wine | would probably enjoy for everyday drinking
A wine that seems to be produced with care
A wine | would probably be proud to serve to friends
It probably is of high quality
It probably is an ordinary wine
A wine that is probably produced in an environmentally friendly way

It inspires confidence

Red / Blue higher / lower

Contains
sulfites

341
6%
5%
7%
9%
8%
6%

13%

8%

Short list of = Long list of

wine wine
ingredients | ingredients
325 338
6% 5%
6% 5%
10% 8%
8% 6%
10% 8%
8% 6%
14% 15%
9% 5%

W nhe

intelligence
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APPENDIX - STILL WINE (RED + WHITE) BACK LABEL: IMPACT OF WINE
INGREDIENTS LABELLING ON IMAGERY (5/5)

Still (white + red) wine back label: impact of ingredients labelling on imagery

Net impact (positive - negative)

Base :

It probably tastes good

A wine | would probably enjoy for everyday drinking

A wine that seems to be produced with care

A wine | would probably be proud to serve to friends

It probably is of high quality

It probably is an ordinary wine

A wine that is probably produced in an environmentally friendly way

It inspires confidence

Red / Blue higher / lower

Contains
sulfites

341
71%

57%
63%
51%
51%
38%
41%

36%

Short list of = Long list of
wine
ingredients | ingredients

wine

325

72%

56%

60%

56%

51%

29%

38%

45%

338
70%

60%
60%
58%
50%
38%
40%

47%

W nhe

intelligence
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