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l. Apgpikavikn Owikn Ayopa



Aopn) ApEPLKAVIKAG AYyOpPOLG

* Me tn Anén tng motamnayopevonc 600nke n
duvatotnta oe kabe MoAwteia twv HMA va puBuilouv
TOUC KOWVOVEC Ttou Ba SLEmouv tn dlakivnon tou
aAKOOA ota opLd touc. H Suvatotnta avtr odnynoes
otn dnuloupyla evoc MOAUTTAOKOU CUGCTHOTOC UE
SLapOPETLKOUC TTEPLOPLOMOUC KAl SUVOTOTNTEC OE
KaBe moALteia.



Aopn) ApEPLKAVIKAG AYyOpPOLG

e KabBe moAwteia eriPalet Stadopetikouc pOpouC 01N
Sdlakivnon Kot tTnv mwAnon aAkKooA evw artatouvtal
OLaPOPETLKEC AOELEC, TILOTOTIOLNTIKA KATT LLE
amoteAeopa N WOLa PLAAN KpaoloL va TTWAELTOL O€
SladpopeTIKEC TIMEC amo MoAltela og MoAwtela.



Aopn) ApEPLKAVIKAG AYyOpPOLG

* KarmotecloAlteleg amayopevouv TNV MwWANCN OAKOOA TLG
KUPLAKEC KoL TLC apYLEC, KATIOLEC AAAEC ETILTPEMOUV TNV
nwAnon Tou aAKOOA HOVo aTo KAPBEC Kol OXL aTto super
markets ] amattouv ano ta super markets tn dnulovpyia
EEXWPLOTWV YWPWV YLoL TNV TIWANGCN AAKOOA EVW KATIOLEC
AAAEC ETUTPEMOUV TNV MWANGCN £WC 2 TTOTWV AVA ATOUO
oTa €oTlaTOpLa. KATOLEC KOWVOTNTEC OPLOUEVWV
MoAwtewwv ovopalovtal dry ylati armayopelouV TEAELWC
TNV KAtovaAwon aAKooA og SNUOCLOUC XWPOUC TTX
gotLatopla. Idlaitepa mepLoPLOTIKOL Elval 0 VOLLOL TTOU
LoxUouv otic Aeyopevec franchise states.



Aopn) ApEPLKAVIKAG AYyOpPOLG

* JNUOVTLKOL TIEpLOPLOOL UdloTavTal EMioNg OTLC
neploootepec MNoAltelec og oxEoN UE TO TTEPLEXOUEVO
TwV SLadpnUIoEWV Kol TwV IOLWV TWV ETIKETWV TWV
Kpaolwv. Artayopevetal yia mapadetypa n dtokivnon
SLapnNULOTLKOU UALKOU Ttou prtopel va BewpnBel otL
evBappuveL TNV aAoylotn KatavaAwon aAKoOOA, Tnv
KaTavAaAwaon aAKOOA oo avAALKOUC, TOV PATOLOLLO,
NV avodopa o Bepata Bpnokeiac Ko o€,



Aopn) ApEPLKAVIKAG AYyOpPOLG

* OulNoAtteiec ywpilovtal otic Control States, ekeivec
dnAadn oTLc omoleC ol eTapeleg Stavopunc aAAd
ouvnNOwWC Kal Ta onUeLla ALaVIKAC Vol KpOTLKA KoL
otlc Open States, ekeivec 6nAadn tic MoAltelec oTig
OTTOLEC OL eTALPELEC SLAVOUNC KOl TOL ONMEL ALAVIKAC
QVAKOUV O€ LOLWTEC.



Aopun Apepikavikng Ayopag

Open Vs. Control States

U.S. “Control” States for Wine




Aopun Apepikavikng Ayopag

U.S. “Three-tier system”

To Kpaaoi OTTWG Kal OAa Ta AAKOOAOUXQ TTOTA TTWAOUVTAI OTIG
HINA yéow tou Three Tier System

» Tier 1: INpounBeutn¢ (Elcaywyéag 3 Oivortrolgio)
v
> Tier 2: Alavop€ag/XovOpEUTIOPOG
v
» Tier 3: Znueio Alavikng
Off premise (KGBEG,S/M KATT)
On premise (€0TIOTOPIA, pmap)



Aopn) ApEPLKAVIKAG AYyOpPOLG

Ta teAevutaia xpovia €xouv mpaypatonolnBet
ONUOVTLKEC AAAQYEC OTO XWPO TS SLAVOUNC:

» OL eTalpeiec SLavounc cuyXWVEVOVTOL UE
QTTOTEAECHO OTTO 5 EWC 8 HEYAAEC ETALPELEC
Sdlavounc o kaBe noAtteia tn dekaetio 80 onuepa
VoL UTTAPYXOUV aTto 2 €wc 4

» Ta peAn tov WSWA (Wine & Spirits Wholesalers of
America) amno 800 peAn tn dekaetia 80 onuepa va
aplBuouv 250



Aopn ApepLlkavikng Ayopag

AAAay€g otnv lkOVa TG Stavoung

To 1980 To 2010

Ou Stavopeic aywvilovtal va
etaodaAioouvv brands akopa kot oo
LLLKPQL OLVOTIOLELQL

Ou Stavopeic utooxovtal voupepa
MIWANOCEWV Kot Snuoupyia tkovou
SktUou SLaVOUAC

OL mpopnBeutég mapakoAouBouv TV
QVATTUEN TWV TWANCEWV TOU SLavopea
HE TNV amelAn va StaBEoouv ta mpoiovia
TOuG o€ aAAO Slavopéa

Ol npounBevtéc aywvilovral yLa va
etaodpaAiioovv duvatotntec mapouvciaong
TWV TIPOLOVTIWYV TOUC OTLC ETALPELEC
SLavoung

OL SLavopeic adlepwvouV To XpOVO TOUC
OTOUC MEYAAOUC TIPOUNBOEUTEC KoL
SlaBEtouv eAdLOTO XpOVO OTA PLKPOTEPQL
olwvomoleia/mpopunBOeuTEQ

OL mpopnBeutég avaykalovtal va
TIOPOUCLACOUV O0TOUC SLaVOUELC TTaKET
UTTOOTAPLENG MIWANCEWV LE EAAXLOTN
BorBela amo touc Slavopeic



Aopn) ApEPLKAVIKAG AYyOpPOLG

Mo va dwoouv nipocoxn o€ eva brand oL Stavopeic Ba mpemet o
npopnOeutnC:

» No SLaBetel mpoiovta e MOAU KON oXEon MOLOTNTAC Kall
TLUNG

» Ta mpoiovta va eival Sltadpopormnolnueva

» No SLaBETEL oNUAVTIKA TIAKETO TIPOBOANC KOl UTTOOTAPLENG
NMWANCEWV

» IKOWVEC TOOOTNTEC KAl TTAAVO QVATITUENC TMWANCEWVY
» EAKUOTIKEC OUOKEVQOLEC

» KaAéc BaBuoloyiec Twv kpaowwv Kot BpoaBeia armod neplodika
Kol SLaywVLIOUOUC



KatovaAwTtikég TAoELC



H katavaAwon kpaowoU ot HMA auéavetal otabepa ta
TeEAevTOLA XpOVLA



Kata kedpaAn katavaAwon

H katd ke@aAn katavaAwon kpaoiou 1o 2008 £pBaoe Ta 9,7
Aitpa Trapouaoialovrac aucnon 14,5% oe oxéon pe 1o 2004.

2 UYKPIVOVTAG TNV UE TNV KATAVAAWGON Kpaoliou aTnv EAAGda
(=230), FaAAia(=50), ltahia (=55) KATT @aiveTal 6TI uTTAPYOUV
TEPAOTIEC DUVATOTNTEG ETTITTAEOV AVATITUENG TWV TTWANCEWV
Kpaolou oTig HIA



[MToocooTO augnong TNG KatavaAwaong kpaaolou oTic HINA

Percentage Growth in Total Table
Wine Consumption

(Percentage gain/loss)

7.2

93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08

“Estimate

7 Wine bounced back in the 01/02 recession...the one that Gen X’ers participated
in. We think it’s likely it will bounce back in this one even more so because of the
behaviors of the Millennials.



To mTapakatw ypagnua avagépetal otov Ociktn Category Development Indexo otroiog
EKQPACEl TNV KATAVAAWON Kpaolouoe KABe MNoAiTeia ¢exwploTd oe oXEON ME TN OUVOAIKN
katavaAwaon oTig HITA

» 01 0cikteg CDI €xouv w¢ Bdaon 10 100 110U €KPPACLEI TO HECO OPO KATAVAAWGONG
Kpaolou oTi¢ HINA. Ooecg lNoMiteieg £€xouv CDI peyaAuTtepo amrd 100 onuaivel Ot
N KATavaAwon Kpaolou Eetrepvacel To JEoO Opo TrX Mia lMNoAiteia pe dciktn CDI
125 @avepwvel OTI n KatavaAwaon Kpaolou otnv [loAiteia €ivar katd 25%
MEYOAUTEPN ATTO TO PECO OPO.

» O1 TloAiteie¢ e peyaAutepo CDI  eival: Washington DC  CDI (237),
California(143), Florida(143)xaiNew York(121).



Eukatpla avamtuénc nwAnoswv ot AvatoAkec MoAteieg

O1 AvatoAikég MoAiTeiec atroTeAOUV TIC KAAUTEPES AYOPEC OTOXOUG YIA EICAYWHEVA KPATIA
yiaTi £xouv Tov upnAoTepo d¢iktn CDI (Category Development Index) tTou deixvel Tn oxéon
TTWANOEWV EI0AYWHEVWY KPATIWYV TTPOS OUVOMIKES TTWANOEIC KPATIOU

Imports CDI (Category Dev. Index) Best Developed in East, Least in Middle of U.S.
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Source: Mielsen Spectra; Simmons Data



7 NoAwteiec katavaAwvouv to 51% tou kpaolov otic HMA
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6 MntpomoAeLg katavaAwvouv to 23% TOU ELCAYWHEVOU
KpaotoU otic HMA
(os .000 kiBwtia)
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KupLlotepeg MoAtteisg yia TWARCEL ELOOYWHEVOU KPOLGLOU

New York 11.7%
California 11.6%
Florida 9.7%
New Jersey 6.1%
Texas 6%

llinois 4.7%

O1 6 kup1oTepeG MNoAiTeieg kaAuTTTOUV TO 50% TOU €lI0ayWHEVOU Kpaalou oTig HIMA



Kuplotepeg xwpeg mov eltoayouv kpoaoi otic HMA

ItoAla 29.6% 28.2%
AvotpaAia 23.3% 22.5%
oAl 14.6% 12.9%
Apyevtivn 7.6% 9.2%
X\ 6.9% 7.8%
loTtavia 5.8% 6.0%
Fepuoavia 3.6% 3.4%
NEa ZnAavdia 2.3% 2.3%
Notlog AdpLkn 1.3% 1.3%
MNoptoyaAia 1.3% 1.3%

Mapartnpeital yeiwon oTIC el0aywyEéC Kpaaoiou atrd Tnv ITalia, AucTpaAia kal
["aAAia kal aug¢non oTIG eiIcaywyES aTrd TNV ApyevTivry, XIAR Kal loTravia. H 1aon
AUTH PAVEPWVEI TO JEYAAO EVOIAPEPOV TWV ANEPIKAVWYV YIA TTOIOTIKA KPpAOoI& O€
TIPOCITEC TIMEC.



Off Premise Vs On Premise

O1 Off premise TTWANOCEIC KPAOIOU AVTIOTOIXOUV OTA 4/5 TWV OUVOAIKWY
TTwARoEwV Kpaaolou oTi¢ HIMNA atrd Ti¢ otroieg 10 34% avTIOTOIXEI OTIC TTWANCEIG
oTa super markets ka1 19% o€ specialty retailers (X Kapeg).

Wine (000 9-Liter Cases)

On-Premise Off-Premise

Year Cases Share Cases Share Total

2001 | 49547 21.2 184166 78.8 | 233713
2002 | 52300 21.3 193240 78.7 | 245540
2003 | 55443 215 | 202807 78.5 | 258250
2004 | 58438 21.8 | 209624 78.2 | 268062
2005 | 60659 22.2 | 213026 77.8 | 273685
2006 | 63790 225 | 219210 77.5 | 283000
2007 | 66340 22.7 | 225750 77.3 | 292090
2008 | 63030 21.2 | 231710 78.8 | 294740
2009 | 59295 20.0 | 236765 80.0 | 296060

*Charts from Wine Handbook 2010



Ol oNUOVTIKOTEPECG AAAAYEC OTLC KATAVAAWTLKEG CUVNOELEC

H U@peon €xel eTTnPeAOEl ONUAVTIKA TOV TPOTIO JE TOV OTTOIO Ol
KATAVAAWTEG AVTIMETWTTICOUV TO Kpaaoi. EkTiydTal 611 n Tdon autrh Ba
OUVEXIOTEI VIO OPKETA XpOVIa akOua.

»  O1 KatavaAwTEG TTiVOUV TTEPICCOTEPO KPATi TO OTTITI ATTO OTI O€
EOTIOTOPIA KAI £TO1 £€XOUV aucnOei ol TTWANCEIC aTa onuEia AIaviKAG
(KABEC Kal OOUTTEP MAPKET) O€ OXEON UE TNV €0TIOON

»> O1 KaTavaAwTEC ayopalouy pBNvOoTEPa Kpaaold aAAd avauévouy va
EXOUV TNV idIa uYPnAn TTOIOTNTA AV KAl € XAMNAOTEPEG TIMEG



KatavaAwTIKEG TACELC: GNHAVTLKOTEPA OTOLXELDL

To 2008 kai To 2009 o1 TTWANOCEIC TOU KPAOIoU o€ OYKO EUQAvIcav augnon
0,9% ka1 0,8% avTioToIxa, TTOCOO0TO PIKPOTEPO ATTO TO JECO OPO TWV
TTPONYOUMEVWY ETWV TTOU CETTEPVOUOE TO 2%

O1 TwANoe€Ig Kpaalou oTo eoTiatopIo 10 2009 peiwbnkav oto 20% ToU
OUVOAOU TwWV TTWANCEWY O€ OYKO evw ayyicav 10 44% o€ agia

O1 elocaywyEg kpaaolou aTi¢ HITA avTITTipoowTTeUouV TTEPITTOU T0 23% Twv
OUVOANKWY TTWANCEWYV, TTOOOOTO OTABEPO TA TEAEUTAIA S5 XpovIa

To TTO000TO TWV glI0aywywv Kpaaiou oTi¢ HIMA €xel au¢nBei amd 13% o€
23% T1a TeEAeuTaia 15 xpovia
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PR Newswire

United Business Medea

Wine & Spirits Magazine Publishes 22nd Annual Restaurant Wine
Poll

0

0| Tweet | [0~ ] share

Big money is back, but going for traditional chateau and estate names rather than cults
or tfrophies

MEW YOREK, March 1, 2011 IPRMewswire! — Wine & Spirits magazine releases the results of its 22nd Annual Restaurant Poll
today, reporting on the most popular wines in America’s top restaurants for the fourth quarter of 2010, Sommeliers commented
that their high-end clients were spending more generously, specifically an the classics rather than the cult wines. And overall,
they report that wine sales are on the rise after a two-year hiatus. 62 6% of respondents said wine sales had increased as a
percentage of their restaurant’s total sales; meanwhile, the average price for the Most Popular Wines in Restaurants has
hovered at 562 for the last five years.

This years exclusive Restaurant Poll report appears in Wine & Spirits' April issue, which goes on sale at newsstands and
bookstares Tuesday, March 15. The Poll ranks the popularity of wines by brand, variety and country of origin, as reported by
sommeliers representing Zagat Sunvey's mast popular restaurants across the LS.

“We heard two bits of good news from sommeliers this year,” says Joshua Greene, editor and publisher of Wine & Spirits

magazine. "Feople were more willing to treat themselves to a good bottle of wine at the end of 2010 than they had been in the
prior two years. And whether buying low end or high, most diners were looking to get the maost out of their wine-buying dollars:
They werent spending on trophy labels. Sommeliers describe a sawier wine-buying public as we come out of the recession.”

[taly remains the maost popular source for imported wines, though it gave up some ground this year to Spain, Argentina and
Greece. France held even at 13.3% while ltaly dipped slightly from 17.0 to 15.7%. Spain rose to 5.1%, Argentina rose to 4.1%
and Greece hit 1.3% — providing enough fodder to create a list of Most Popular Greek Wines far the first time in the history of the
Fall.

The Poll repart includes "The Restaurant Tnp 50" — the 50 brands that received the maost mentions from participating
restaurants.




KatavaAwtec otoxot

Anpoypa@ika 2toixeia KAeidia



H oudada tmou pag evdiagpépel Kupiwg eival ol Core Wine
Drinkers o1 otroiol attoteAouv 10 15,7% TOU TTANBUOMOU,
TTivOouv Kpaaoi TOUAGxIoToV [ia gopd TNV €BOouada aAAd
katavaAwvouv 10 91% Tou kpaaoiou oTi¢ HITA

Consumer Segments, 2008

(Ages 21+ HHI $35K+)

Core Wine Drinkers 15.7 91
Marginal Wine Drinkers 15.2 9
Beer/Spirits Drinkers 25.6 0
Non-Drinkers 43.5 0
TOTAL 100 100

“Core” Wine Drinkers (defined as people who drink wine at least once/week)
represent by far the largest percent of volume consumption and should clearly
be the focus of marketing efforts.

Source Wine Market Council Consumer Trends and Analysis 1/09



2ApEpa uttdpxouv 60% tTepIccOTEPOI core wine drinkers atrd 6t to 2000
EVW TO TTOOOOTO TWV APEPIKAVWY TTOU ONAWVEI OTI OEV KATAVAAWVEI
Kpaoi peiwdnke katd 21%

Change in Consumer Segments,
2000 - 2008

(Ages 21+ HHI $35K+)

60%

Marginal 20/,

Non-Drinker

-21%
Beer/Spirits

Source: Wine Market Council

Opportunity Abounds: Today there are 60% more core wine drinkers in the market than
there were in 2000. And the population of those who drink beer and/or spirits but NOT wine
is 21% smaller than it was in 2000.




KatavaAwtec otoxot

» 01 Core wine drinkers atroteAouvTtal Katd 21% at1rd TN vedTEPN
vevia Twv “Millenials” (21-32 €Twv)

» 01 Core wine drinkers €ival cuvnBwc¢ tTavtpepévol (61% core
vs. 52% marginal), (ouv o€ aoTika KEVTPa(34% core vs. 29%
marginal) kal £xouv JEYAAUTEPQ OIKOYEVEIOKA 1000 UATA
($67,000 core vs. $58,000 marginal).

» Ol Core wine drinkers TTapakoAouBouv ouxva TNAEOTITIKEG
EKTTOUTTEC O€ OXEON ME TN YyaOoTpovouia Kal To Kpaai (57% vs.
40%) ka1 xpnoipotroiouv TTapopola social media dikTua OTTWG Ol
marginals; Facebook (46% vs. 40%), YouTube (26% vs. 20%)
and Twitter (16% vs. 8%



KatavaAwteg otoxot

» 7% Twv Augpikavwy dnAwvouv OTI N TTOIKIAIA ATTOTEAEI TOV
ONMAVTIKOTEPO TTAPAYOVTA OTNV ETTIAOYI EVOC AyVWOTOU KPpaaiou
EVW aKOAoOUBoUV: n ovouaaia Kal n xwpa TpoEAeuang, ol
OUOTACEIC aTTO OEPRITOPOUC 1] AANO TTPOCWTTIKO, Ol TTANPOPOPIES
TNG TTIOW ETIKETAG Kal Ol BaBuoAoyieg KpITwy, TTEPIODIKWYV KaBWG
Kal Ta Bpafeia.

»72% Ttwv Core Wine Drinkers& 62% twv marginalsdnAwvouv
OTI TTPWTAPXIKO TTAPAYOVTA OTNV ETTIAOYI EVOC KPOAOIOU ATTOTEAEI
N TTPONYOUMEVN YEUOTIKI) OOKIUK TOU



Ot onpavtikotepot KatavaAwTtec Ztoxol

Ow Millenials

» AmoteAouv tn peyaAutepn opada nAnbuaopou (70 ek, yevvnuévol petaév 1977
kat 1990) petd amnod toug Baby Boomers (77 €k, yevvnuévol petaél 1946 kot
1964)

» e npoodatn ueAétn tou Wine Market Council, to 46% twv MillenialsdnAwoav
OtL To 2008 KatavaAwoav EPLOCOTEPO KPAOL Evavtl7% twv Baby Boomers kall
23% twv Generation X (yevvnuévol petagv 1965 kat 1976)



Millennials

» [livouv TTeEPIOOOTEPO EICAYWHEVO KPATi
» —00&U0UV TTEPICCOTEPO VIO TO KPATI
» Ortav TTivouy, TTivouv TTEPIOOOTEPO

» MabBaivouv yia 10 Kpaaoi Kupiwg HETw Tou dIadIKTUOU TTX ATTO dWPEAV
TTNY£EC OTTWG ToSnooth.com

» EptmoTtevovTtal TTEPICOOTEPO TN YVWHN TWV OUVONRAIKWY TOUG QVTi TwV
“‘experts”

» ETTIKoIvWwvoUV JE TOUG ouVOoUNAIKOUG Toug uéow social medianetworks



Millennials

KatavaAwvouv TTepIcooTEPO iIcaywuevo Kpaoi (41% Evavti 31% Twv
Generation X kai 24% Twv Baby Boomers)

Wine Consumed Most Often — Imports
vs. Domestic — by Generation, 2008

B Imported
[0 Domestic

£l

Millennials drink significantly more imports than other groups.



Millennials

Ayopdalouv ouxvoTepa Kpaaoi he TINEG peyaAuTePeS Twv $20.

Frequency of Purchase: $20 or More
(750ml), 2008

(Percentage frequently/occasionally, by generation)

B Millennial
W Gen X
29 W Boomer
17 E Aged 63+

Millennial Gen X Boomer Aged 63+

And are more likely to purchase more expensive wines



Millennials

EvnuepwvovTal atrd 1o d1adiKTUO YIA TIG AYOPES TOUG

Importance of Information from the
Internet When Purchasing Wine, 2008

(Percent, Top 3 box)

22
12

Millennial Gen X Boomer Aged 63+

Millennials are SIGNIFICANTLY more likely to access information from the Internet. To reach
this audience, effective use of Social Media is a primary marketing strategy.



Il. Kavadikn ayopa Kpaclou



KatovaAwWTIKEC TACELG

»H katd ke@aAn katavaAwon kpaoiou otov Kavadad £xel augnBei katd 12,3%
atrd 1o 2004 @Bdvovrtac Ta 12,2 Aitpa 1o 2008 yeyovog TTou pavepwvel OT
UTTAPXOUV PEYAAQ TTEPIBWIPIA TTEQPAITEPW AVATITUCNG O€ CUYKPION WE TIG
EUPWTTAIKEG XWPEG.

» 01 Kavadoi KatavaAwTES KATaVAAWVOUV TTEPICOOTEPO EI0AYWHEVA KPAaId.

»H aucnon Twv TwWANoEwv Kpaolou atov Kavadd weital atrd ta premium
KPao1d TTou BewpouvTal ekeiva he TIFA AlaviKAG peyaAuTtepn Twv 15%. H tdon
QUTA TTEPIOPIOTNKE TA TEAEUTAIA 2 XpOVIO AOYW TNG OIKOVOUIKAG UPECNS OAAG
QVAUEVETAI VO OUVEXIOTEI.



KatavaAWwTIKESG TAOEIG

» EKT16¢ a1md TV ETrapyia Alberta n diakivnon tou aAKOOA OTIG UTTOAOITTEG
ETrapyiec eAEyxovTal atrd TOTTIKA UOVOTTWAEIQL.

» Mag evdiagpEpouv Kupiwg ol eTTapyies Tou Ontario kal Tou Quebec.

» H diakivnon aAkoOA oto Ontario eAéyxetal atro 1o LCBO (Liquor Control
Board of Ontario) ka1 oto Quebec amd 1o SAQ (Societe des Alcohols du
Quebec)



KatavaAWwTIKEG TAOEIG

» 01 Kavadoi katavaAwTES gival TTIo TTpdonuol 0To va E0deUooUV
TTEPICOOTEPA XPAHOATA VIO AYVWOTA KPACIA OTO €0TIATOPIO BACICUEVOI OTNV
TTPOTAON TOU OEPRITOPOU/0IVOXOOU.

» 01 Kavadoi kKatavaAwTES Bewpouv OT1 N QOKIYN €ival O GNUAVTIKOTEPOG
TTAPAYOVTAG YIa va JIaAECOUV Eva Kpaai Kal ival TTio TTioToi ota brands
Toundn yvwpilouv.

» Ol KATAVAAWTEG TTOU JAG evOIAPEPOUV €ival EKEIVOI HE UYPNAOTEPO ETTITTEDO
EKTTAidEUONG 01 OTToI0I €ival TauToxXpova involved consumers.O1 KATavOAWTEG
QUTOI €ival TTI0 AVTIKEIUEVIKOI KAl AIyOTEPO OICTAKTIKOI OTO va DOKIUACOUV £va
VEO KPAOi EVW YIA TIG ETTIAOYEC TOUG XPNOIMOTTOIOUV TTOAAEC TTNYEC

evnuUEPWONG.



» 01 TTwANOEIC Kpaalou oTtov Kavadad £xouv augnbei katra 9.5%102006/20070¢€ oxéon Ue
TNV TTPONYOUMEVN XPOVIA

» O1 TTWANOEIC TOU KOKKIVOU KPaaiou ayyigav 10 61%Tou ouvoOAIKOU OYKOU TTWANCEWV

> Ta elI0ayWMEVA KOKKIVA KPpaold KaGAuwav 10 75% Twv OUVOAIKWV TTWAACEWY KOKKIVOU
KPQOIOU VW TA €I0AYWHPEVA AEUKA Kpaold ayyicav 1o 60% Twv OUVOAIKWY TTWACEWV
AEUKoU Kpaolou oTtov Kavadad.



Ailavoun

»H avarttué¢n Twv TTwANRoewy otnv ayopd tou Kavadd gival TTpokAnon Adyw Tng UTTapgng Twv HOVOTTWAEIWV Ta
oTToia EKTOG TOU OTI EI0AYOUV TO KPOCTi KAl T AAKOOAOUXA YEVIKOTEPA, DIOBETOUV TIC KAPBEG KAl TO AAAQ onuEia
OTTOU TTWAEITAI GAKOOA.

»MeTagu Tou 1997 kai Tou 2007 0 OYKOG TTWARCEWYV EICAYWHUEVOU KPAoIou oTov Kavadd augnbnke pe oo 6po
€TAOI0C aUENONG5.4%,0¢ oxéon HOvVOo Pe4.2%yia Ta TOTTIKA KPaOoId.
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TL anottouv T LOVOTIWAELOLATTO TOUG OLVILITPOCWITOUC

»[poaTtraIToupevo gival n UTTapén uWnAng TToIdTNTAG TTPOIOVTWY PE EAKUOTIKEC OUOKEUAOIEG
Kal KAAy ax€on TToIoTNTAG TIMAG. AUTO OPWCG gival JOVOo N apxn yia va TottoBeTnOcic atnv
ayopd.

»[1poTigouv va auvepyadlovtal e duVATOUG OUVEPYATEG —AVTITTPOCTWTTOUG- Ol OTTOIOI
QeoMEUOVTAI VIO TA KPAOIA TTou d1aBETouV Kal gival TTpdBnuol va TTpoouvV O€ CNUAVTIKES
ETTEVOUOEIC TTPOKEINEVOU VA EI0AYOUV £va TTPOIOV OTNV ayopd Kal va TTpowBroouV TI¢
TTWANOCEIG TOU

»O1 avTITTpOoWTTOI B TTPETTEI va £XOUV ONUAVTIKOUC TTOPOUC YIa VO XPNUaTodOoTroOoUYV in-
store promotions kai full-time TTWANTEG yia va TTPOWBROOUV TIG TTWANOEIG TOUG

ATtrapaitnTa givai €Tmiong:

» [kavotroinTikd budget yia d1a@NUIOTIKES dATTAVES

» ANUOOIEC OXETEIC

» Tautdypova ol OIVOTTOIOi Ba TTPETTEI va ETTICKETTTOVTAI TOKTIKA Tov Kavadd kai va
dloPYaVWVOUV eVEPYEIEC DNUOTiwV oxEéoewy yia Ta MME kal onuavTikoug TTAIiKTEG TOU

eutropiou (acilel va ava@epBei 0TI o1 KATAVOAWTEC Kpaolou oTnpilovtal OTIC TTIPOTACEIC TWV
MME —&pBpwv kal BaBuoAoyiwv- yia TIC ayopEC TOUC)



Ontario

»To Ontario atroteAEi TNV 0 TTUKV TTANBuouIaka eTTapxia Tou Kavadad.

» 01 TwANoeIg TG utrupag oto OvTapio eBdavouv 1o 50% Tou GUVOAIKOU OYKOU TTWANCEWV
OAKOOAOUXWV

> O1 TTWANOEIC TOU KPAOIOU KAAUTITOUV To 29%

» 01 KaTavaoAwTEC Kpaaoiou oTo OvTaplo TTPoTIOUY va ayopddouy EI0aywHEVA KPaaold
»>[1apdTi N apxIKr elcaywyr) otTnv ayopd @avtalel SUOKOAN, oI TIPOCPATEG ETTITUXIEC TWV
Kpaolwv Tou Néou Kbéapou kal kupiwg atrd 1n XIAr, Tnv Apyevtivi kai T Néa ZnAavdia
PAVEPWVOUV TNV TTPOONUIA TWV KATAVOAWTWY VA TTEIPAMATIOTOUV JE VEQ TTPOIOVTA.



LCBO

* General Listing
* Vintages
* Private Ordering



LCBO-Ontario TTwAROCEI§ avd TUTTO KPOCGI10U

EpuBoi oivol 54%
A\eukoi oivol 23%
Noitroi oivol 24% (appwdeic 5%)



NMwARoeIg Kpaoiou oTo

Ovrdpio og $SCAD avd xwpa

mpoéAeuong2007-2008

Canada - $ 296,566,234

Italy - $ 253,502,293

Australia - $ 249,618,397

France - $ 199,966,689

United States - $ 140,085,481

Chile - $ 72,332,790

South Africa - $ 40,766,913

Spain - $ 35,923,730

Ol |IN|oo|Jo | | WIN]|EF

Portugal $ 26,239,600

=
o

New Zealand - $ 24,411,136

[EEN
=

Germany - $ 22,290,434

=
N

Argentina - $ 22,067,874

=
w

United Kingdom - $ 7,729,109

[EEY
IS

Greece - $ 3,940,148

=
(63}

Hungary - $ 2,264,866

MpwTeG XWPES €lI0aywyng €ival n ITalia kai n
"aAAia

XWPEG TOU VEOU KOOMOU OTTwG N AuoTpaAia
kai or HIMA katéxouv uywnAd TT0000TO TNG
ayopag

To eA\nVIKO Kpaoi Bpioketar otn 147 B€on
META atrd TNV M. Bpetavia kai tn Neppavia

O1 KatavaoAwTéG Oev yVwPilouv apKETA yia TO
€AANVIKO Kpaaoi yia va 1o {nTrioouv



Quebec - Société des Alcools du Québec (SAQ)

»H ayopd Tou Quebec gival apkeTd SIAQOPETIKA aTTd Tou OVTApIo. IXEDOV TO 77%TWV
TTwARoewv TouSAQeival kpaai (29% oto OvTdplo).

» AvTiBeTa pe To Ontario,ol TTWAACEIC TNS PTTUPAC oTo Quebec KAAUTITEI POV TO 1% TNS ayopPdS
OAKOOA.

» O1 katavaAwTég kpaalol oto Quebec gpgavidovial TTOAU TTI0 TTPdONUOI aTO va SoKINAIoUV Kal
VO QVOKAAUTITOUV VEQ KPAOIA KOl o€ UYPNAOTEPEG TIMEC.

> H katavawaon Tou puBpol kpaaiol oto Quebec gival TTOAU uwnArf KGAUTITOVTAC TO 73% TNG
OUVOAIKRC ayopdgs Kpaaolou



SAQ

* General Listing
e Specialty Products
* Private Ordering



»H katd ke@aAn kartavaAwon Kkpaoiou oto Quebec £pBaoe Ta 20 AiTpa KaTt
ATOMO.

»AT1T6 170 1998 £w¢ 10 2007 N KATA KEPAAR KATAVAAWGN KPAGCIOU augrbnke
Kata 55% oTtnv Etrapyia tou Quebec evw n yéon aucnon TnG KATavaAwong
yia Tnv idia repiodo oe 6Ao Tov Kavadd Atav 40%. 21nv ETTapyia Tou
OvTapio n au¢non TG KatavaAwong tnyv idia mrepiodo £prace 10 30%.

»To 2007 n Emrapyia Tou Quebec ocuykEVTPWOE TO 34% TWV TTWANCEWV
Kpaoiou Tou Kavadd av Ka 1avTITTpoowTTeUEl AlyoTEPO aTTd TO %4 TOU
TTANBucuoU



‘OyKkog TWARCEWYV Kpaoi1oU oto Quebec
ava xwpa mrpoéAeuong To 2009

Thousands of Litres

France 30,204

Italy 22,127 » Ol TTWARCOEIC TaAAIKwV Kal ITaOAIKWY
Argentina 8,508 Kpaolwv oto Quebec @bavel 1o (54%)T0U
Spain 7,773 OUVOAOU TWV TTWANCEWYV Kpaaiou

United

States 0872 » HEMNGSa katéxel Tn 141 8éon. Agiel
Australia 5,738 OUWC VO avapePOEi TO BUVANIKO

Canada 4,729 MEYOAUTEPNC AUENONG TWV TTWANCEWV TWV
Chile 3,242 eAANVIKWV 010 Quebec Adyw Twv

Portugal 2,749 TTEPIOCCOTEPO EVNUEPWHEVWV

South KOTAVOAWTWY

Africa 2,207

New

Zealand 659

Germany 575

Japan 254

Romania 226

Greece 220

Bulgaria 140

Other 535




lll. Apactnprotntec Npadeiov Oivou

ANUOOLEC OXEOELC

Nettoupyla Mpadeiov TuToOU

EvnuEpwon

Juvtoviopoc dpaonc Greek Wine Ambassadors
Alopyavwon eKMatdEUTLKWY CEULWVAPLWV
Taktiki amodeAtiwon

Anuloupyia Baonc dedopevwv MME
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BEST IN SHOW

Dionyssia 2011: bring on the wine!

THIS
MONTH'S
DIONYSSIA
Wine Fastival in
Athens proved
once again that
wine afficionados
throughout
Greece hav
something to
cheer about.

More than 10,000 Censumors drakilcp a
people attended the two-day event, the top Greek consumer
wine festival, inchuding prominent politicians such as the mayor
of Athens, George Kaminis and Thessaloni mayor and
winemaker Yiannis Boutaris. Some observers say the quality of
attendees was noficeably higher: more note-taking and spitting
and less swallowing—a sign that wine drinkers have gotten
senous about their hobby. This year, too, saw the average age
of visitors skewing younger, an indication that "millennial® wine
drinkers are on the rise.

m Maore than 130 Greek wineries
showcased more than 1.200
wines—from Cephalonia to
AIONYZIA 20" Rhodes, and Evros to Crete.
THE ATHENS WINE FESTIVAL Visitors could taste well-known
wines and those from lesser-
known wineries, several of which only reach Athenians through
Dionyssia. Many new labels reaching the market for the first
time were on display, as well as the new vintage 2010.

than's Dcnysein Wins Festval

Dionyssia is supparted by the National Interprofessional
Organization of the Vine and Wine of Greece, and the
Municipality of Athens

IN PERSON: Constantine Stergides’ master
plan

After living abroad for many
years, Constantine Stergides, a former
urban ptanner, ratumed to Greece n
1990, and a few years later founded the
Oenorama wine trade exhibition. In

hot date

New Wines of Greece
is on the road agan this
spring with seminars,
tastings and winemaker's
dinners planned for
Toronto on May 10 and
New York on May 12.
Last year's event was a
tnumph—more than 1.000
members of the professional
wine frade tastad thesr way
through the best of Greece
Please mark the dates on
your calendar and pian to
join us. More details coming
so0n.

Steve Olson hits the road
on a search for Graece's
noble grapes.

2. Constantine Stergides
talks at Dionyssia

Crossover success: China
gets hip to Greek wines

5

2. Grounded grape-growing:
Greece gets on the radar

. A taste of northem
Greeca: Tsantali

I. The Telegraph gives credit
where credit's due: the
Greeks brought wine to the
French.

2. Peter Minakis visits the
home land and
rediscovers Alpha Estate
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Yiannis
Boutaris:
makes wine,
helps bears;
now runs a
city.

Thessaloninki
hopes that what Yiannis Boutaris, the pioneering winemaker
from Naoussa, has done for wine, he'll do for the city. The
founder of Kir-Yianni Estate and former president of Boutan—
and now recently elected mayor of Thessaloninki—hopes to put
his hometown on the world gastronomic map and continue his
advecacy of Greece's wine producers. We think hés chances are
good: his past activism eamed him the honerific of “European
Hero” by Time Magazine in 2003

Boutanis, 69, caught up with us shortly after his election. Click
here for our exclusive Q&A with the new mayor.
READ MORE HERE

ON THE ROAD: Boston Wine Expo

Many of the clinking glasses at the 20th annual Boston Wine
Expo were filled with Greek wine. With 10 tables rapresenting
regions from Drama. Naoussa. Nemea and Mantinia to the
islands of Santorini and Samos, a broad range of Greek wines
was showcased to more than 2,000 guests.

Greek Wine Ambassador Doug Frost presented a saminar and
sad, “The attendees ware relatively savvy about good wine,
aven Greek wine. There was a general belief that Greek wines
are important on the worid stage and they were there to taste
the best of tham.”

READ MORE HERE

Record snowfall in New
England didn't prevent
New Wines of Greece from
gong to school this month.
We were invited to present
two seminars at the School

New Wines of Greece is
on the road again this
spring with seminars,
tastings and winemaker's
dinners planned for
Toronto on May 10 and
New York on May 12. Last
year's event was a triumph
—more than 1,000
members of the
professional wine trade
tasted their way through
the best of Greece. Please
mark the dates on your
calendar and plan to join
us. More details coming
soon.

Leslie Sbrocco chats up
Greek wines at the
Boston Wine Expo
2. Ray Isle shares the love
about Malagousia in
Beantown.
. Jamie Drummond casts
his vote for Kir-Yianni

Decanter's World Wine
2010 winners: Gaia
Estate Agiorgitiko and
Assyrtiko Wild Ferment,
Domaine Gerovassiliou
Malagousia, Ktima Biblia
Chora Ovilos
[decanter.com]
Santorini spotlight:
Estate Argyros, 2009
[Bloomberg
Businessweek]
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