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IWSR methodology =iy

= Measures from the IWSR correspond to actual wine consumption figures. This
means sales into the trade (on + off premise)

= The IWSR visits each market each year. Discussions are held with key local
experts in the market including importers, producers, grey market operators, duty
free operators, and supermarket/hypermarket buyers.

= All volume data is given in thousand 9 Litre Cases

= In the breakdown by country of origin, IWSR includes (depending on the market and

the size of the category) the following two categories: ‘Other’ and ‘International’
They are defined as followed:

- ‘Other’; category including wine blends (normally in bulk or bottled without specified
country of origin) and wines from other countries with volumes too small to break out
separately

- ‘International’: Category including wine brands that have wines from various countries

= The IWSR includes the following types of wine in its definition of ‘wine’:

Wine =

Still light wine +
Sparkling +
Fortified + — Sub-categories
Light apperitifs (vermouth...) +
Other (rice wines...)

—
—




B \/initrac® - how can it help you understand wine uiine 3
consumers and their needs?

Vinitrac® is the only global survey that monitors and tracks wine

consumers’ attitudes, behaviour and relationship with wine

Vinitrac® monitors every aspect of wine drinkers’ wine lives - from
what they drink, where they purchase to their attitude to wine
brands and countries of origin...

..It even monitors what varietals they
favour and what they think of different
closures
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Frequently asked questions

Why is Vinitrac® not a panel?

= Panels are good for monitoring detailed purchase activity, but require regular input from the
exactly the same complete group of respondents

= This requires more time from respondents, for which they are paid, and are therefore more
heavily skewed towards home-based consumers, e.g. students and home-makers

= This group of a country’s wine-drinking population does not fully represent the accurate
weighted sample of adult regular wine drinkers on which Vinitrac ® insights are based

How does Vinitrac® work?

Invitations to participate in Vinitrac® are distributed to adult consumers in each market

Consumers interested in a wine survey are directed to an URL address, which welcomes
them to the online survey

Wine Intelligence monitors incoming completed responses to build a sample representative
the wine drinking population of the target market

= When a representative sample of at least 1,000 (US: 2,000) is logged, the survey is closed




Vinitrac® Methodology: Russia online survey

Data collection:
= The data for this report was collected in February 2011

= Data was gathered via Wine Intelligence’s Vinitrac®
Russia online survey and is representative of Russian
imported wine drinkers

=  Respondents were aged 18+ and lived in Moscow or
St Petersburg
Screening criteria:

= Respondents were required to drink red, white or rosé
wines at least twice a year and imported wine at least
once a year.

Data processing:

= Invalid responses (those who completed the survey too
quickly, or who “straight-lined” through selected
qguestions) were removed from the sample

= The survey was post-weighted in terms of age, gender
and division of residence

Sample distribution:
=  The total valid sample size in Feb’11, n= 1,032

= The distribution of the sample can be seen in the table to
the right
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February 2011
Total
Male
GENDER Female
Total
18-24
25-34
35-44
45-54
55 and over
Total
Moscow
REGION St Petersburg
Total
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