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What are the biggest threats and challenges for your company? e S

% whostatedthat the following threats andchallengesto the wine industrywill have a strong or very strong effect

Covid-19 (restrictions, oversupply, etc.

78
Global economic downturn [N S
Health policy: increasing tax and minimum prices for alconi . -5
Climate change NI /6
International trade war (e.g. import tariffs USRI /3
Low profitability of wine industry | I NRRRREGNS-—~S I /2
Health policy: advertising restrictions for windi R 35
Trade effects of Brexit | NN 30

Increasing competition to wine through spirits and craft bedi I 25

Competition to wine through soft drugs like cannabifiiill 6
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Auswirkungen
nachProduzententyp
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How did Coviell9 affect the economic condition of your company? e

Weine und Spirituosen
% ofrespondents, Saldds thedifference betweershare ofimprove and sharef deteriorate

deteriorate S

Cooperatives

Large wineries

48 28 11 2 -46
Exporters 49 21 8 3 -57
Small wineries 57 23 7 0 -63
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Auswirkungenauf Produzenten
nachHerkunftsland

48

51

56

46

66

53

How did Coviel9 affect the economic condition of your company?

% ofrespondents, Saldo is difference between share improve and share deteriorate

ST deteriorate | no change | improve SEMICE Saldo
deteriorate improve

= New World*
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How did Coviell9 affect the economic condition of your company? Weine nd Spuosen

Weine und Spirituosen
% of respondents, Saldo is difference between share improve and share deteriorate

deteriorate improve

Specialty retail

Importer, distributer

47 20 16 4 -40
Wholesale 47 15 17 5 -42
Hotel 41 14 7 3 -66
Gastronomy 52 9 7 2 -73
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Okonomische Lage
nach Herkunftsland

e Germanproducers
58 61
31
61
8
30
-9
2017 2018 2019 2020 2021
U Italian producers
76 76
65
77
57 62
36
-5
2017 2018 2019 2020 2021

O

2017

2017

=@==/ctual condition

Frenchproducers
64
59
38
57 &0
16
2018 2019 2020

Spanishproducers

83
72
48
65 63
0
2018 2019 2020

Current and future economic condition within the company by country

Saldo (positive minus negative opinions) for the current (now) and the future (in 12 months) economic
condition within the company , 2017, 2018, 2019 and 2020 surveys results.

Expectation

2021

2021
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The country differences in the effect of Covid are
clearly reflected in their economic condition.

Spain and France were most strongly hit by
losses in tourism, ofrade and exports, further
deteriorated by the US import tariffs.

Italy was exempt from the US import tariffs and
exports fell less strongly. Germany benefited
from their strong domestic wine consumer base.

The share of producers expecting a further
decline in 2021 is larger than those expecting an
improvement, resulting in a negativealdo

across all countries. Expectations are worst for
French producers.

10



OkonomischelLage
Handel

== Actual condition Expectation
Wholesalers
64 62 62
50
57
46 10
-2

2017 2018 2019 2020 2021

Like importers, the effect of Covid9 on
wholesalers depends on the sales channel they
are specialised at. Sales to retail or online could
offset losses from the o#trade.

Overall, the actual condition deteriorated.

Positive and negative expectations are
balanced.

Current and future economic condition within the company

Saldo (positive minus negative opinions) for the current (now) and the future (in 12 months) economic
condition within the company , 2017, 2018, 2019 and 2020 surveys results

Specialty retailers

52 50 47 45

45 49
26 12

2017 2018 2019 2020 2021

Of all players in the wine sector analysed here,
specialty wine retail remained most robust.
Consumers did not travel and rather spoiled
themselves at home with treats.

Negative business expectations also bring up
clouds for sales of higher priced wines.
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On-trade
64 /2 1
51 57
43
-24 -28

2017 2018 2019 2020 2021

Shutdowns and a sharp decline in tourism most
strongly hit restaurants and hotels.

From a rather optimistic position before Cowvitb,
their economic condition and expectations
deteriorated most strongly within the wine
sector.

11
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Absatzkanalez 2020 and 2021
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How did your sales channels perform in 2020hat do you expect for 2021? Wit und Spucnen

Saldo all producers (increase versus decrease)

m all producer 2020 m all producer 2021

Own online store — 7757
Online retailer _6871
Food retail / supermarkets E— 43
Direct to consumer sales I 25 45
Wine specialty stores -35 I 15
Export -36 I s

Restaurants and hotels 91 _21

Online, food retail and direct to consumer (DTC) benefited most strongly in 2020. Sales to restaurants and hotels sufigred mo
strongly, followed by export and wine specialty stores. Producers expect online sales, food retail and DTC to also [2a2dfitExport
and wine specialty stores are expected to recover slightly. There is very limited fivad® to recover in 2021.
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Exportmarkte
Ruckgangund Hoffnung

m Negatively affected by Covid-19 in 2020 Recovery prospects for 2021

Export markets: negativelaffected byCovid19
l l % negatively affected export markets (top 3 markets elicited)
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The US, Netherlands and China & Hong Kong are
exports markets that suffered most strongly in
2020. Scandinavia and Sweden remained more
robust.

Overall,recovery prospects fall short of
compensating the declineexperienced in 2020.
The gap is particularly large for the US, the
Netherlands and Hong Kong.

Comparably, there is no gap for China,
Switzerland and Germany, where a similar
number of businesses expect a recovery for 2021
as experienced a decline in 2020. Compared to
the losses, recovery prospects are particularly
large for Sweden.

us
Netherlands —15 24
Hong Kong —14 23
china | 112
Canada _14 15
switzerland T 1121
Denmark _11 13
Japan _8 12
Brazil _7 10
Germany | 1010
None of the above I 5 12

]
Sweden 7

10
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\‘ Export markets: negatively affected l§yovid-19 e e

l l l . % three most negativelyaffected export marketsby producercountry

France Italy Spain
@ HongKong(59%) € Switzerland(43%) @ Hong Kong (42%)
': Netherlands(31%) 0 China (26%) {: Denmark(32%)
{:- Denmark(25%) c Netherlands(23%) CArgentina(ZO%)

New World Portugal Germany

> UK (30%) £ UsA (38%) €= USABTY)
@ china (24%) (+) canada28%) (+) Canada29%)
££ USA(24%) Brazil(25%) “™ Netherlands(27%)

-
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Hoffnung auf Erholung
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j Export marketsrecoveryprospectsfor 2021 Voebiaridron iy
% three most promisingexport marketsby producercountry
Tl
Rank France Italy Spain
1 @ Hong Kong (33%) O Switzerland(40%) {: Denmark(31%)
2 {: Denmark(18%) 0 China(27%) CArgentina(ZQ%)
3 C Argentina(17%) % USA(22%) @ Hong Kong(26%)
Rank New World Portugal Germany
1 £= USA (30%) €= USA (45%) (+) Canad24%)
2 0 China (23%) O Brazil(29%) Noneof the above(21%)
AP ' Canada & Germany -
3 (+)f canadadik (20%) (+) @B e S Netherlands(18%)
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Marketingreaktionen
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In your marketing, how did you react to the changes and restrictions?

% of producers, specialty retail and-trade (gastronomy and hotels)

We started or increased communication through social me

60
We offered special promotions with prices discoun Sl N /46
We started or increased direct to consumer saldill NN /4
We reached out to consumers through newslettcilIIIEEEE 40
We offered online tastings NGNS 37
We introduced a delivery service to safely cater our clierill N 26
We obtained new listings in food retail or online reta il NG 23

We launched an online sho il EEGEGGEN 23

18
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Over the lasimonths, did you observe a change in wine consumer behaviour? Weine und Spiruosen

% of all trade

Consumers spend more per bottle to treat themselv

42

Consumers bought less sparkling wine because of fewer festive occa 36

Consumers bought more local and preferred domestic wilii N N NN
consumers spend less on win{ | N ::
Consumers were more risk averse and preferred rather well-known braj NI ::
Consumers were looking for innovative and new produdii N 1 °

20
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Erwartungenfir die Zukunft
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For the next 12 months, do you expect a change in wine consumer behaviour?  weuwasiuosen

% of all trade

Consumers will buy more price sensitive because reduced inc_ 52
Consumers will put more emphasis on environmentally friendly wi_ 30
Consumers will buy more regional or domestic wi_ 28
Consumers will not change their wine purchas_ 23
Consumers will buy lighter and more refreshing win_ 13

Consumers will increase their purchases of sparkling w- 8

21



¢ Hochschule

D~ Geisenheim k/\

University

Chapter 9

ZUKUNFTS
STRATEGIEN




\

Erwartungenfir Absatzkanale P
Tourismus& Gastronomie Geisenheim

University ProWein

Internationale Fachmesse

What are your expectations for the future? Weine und Spirtucsen

% of all producers + all trade

m all producers = all trade

73

It will take time before hospitality and gastronomy will recover after C 83

Evenafter Covidconsumers will stay hesitant and tourism will only increase sl m e——————————————————————————— 53
There will be a strong increase in tourism after Covid and consumers will w ﬂ 37
compensate the time of isolatic

The crisis will open up chances for new innovative concepts. Wine sales tFH

these channels will recover

It will take longer before exports will recover m  — ——— —————————

Exports will recover soon again after Covid pu — />

23
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What are your expectations for the future?

% of all producers + all trade

m all producers = all trade

Online wine sales will Stay Strong st ____ | 75

. . . 70
Online wine sales will fall back to old levels before C _1719

Wines sales through food retail and supermarkets will stay strong after ( p—  ———————,——————————— (3
. . . 52
In the future, also premium wines will be sold through supermar e ———————— 3/
28
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What are your expectations for the future?

% of all producers

To reduce risk wine producers will have to diversify stronger to more sales ch. _ 70
In the future, producers will put a stronger emphasis on digital marketing to
consumer: [ R oo

25
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What are your expectations for the future?

% of all producers

The Covid crisiwill accelerate the structural change in the wine sector and so_ 63
producers will go out of business
The adaptation to sustainable practices and climate change will slow down be _ 29
.

of reduced ability to invest through the Covid cr
The digitalisation of wine production will slow down because of limited investr
funds

26
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On the business side, what are your plans for the next 12 months? Weine und Spirtuosen

% of all wholesale importers, specialtyretail, gastronomy, hotels

We will incrase our digital marketing

56

We will invest in new avenues to reach our clieniS . 36

27
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On the business side, what are your plans for the next 12 months? Weine und Spirtuosen

% of all wholesale importers, specialtyretail, gastronomy, hotels

We will list new wines from new producer Sl NN 42
We will not change our wine purchase SN 2
We have to reduce our spending and cut co il NS 00
We will purchase less and reduce invento jill N S

We will not change the number of our employe /S 63

We will hire more employees I 13

We have to lay off employeesillllllllll 6

28
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What are your expectations fglobal winedemand afterCovid19? Weine nd spirosen
In % of respondents.
Producers Trade
Will be higher , Will be higher than Will b I
Will be smaller . I be smaller
thggv?cﬂ%re than before before Covid19 than before

Covid19 Covid-19

Saldo: -9 Saldo:-5
Will reach similar levels Will reach simila_r levels like
like before Coviell9 before Covid19
69% 69%

Overall, seven out of ten expect the global wine demand to reach similar levels like beforel®o¥idth for producers and tde.
The share of those expecting a decline is larger than that expecting an increase. Producers are slightly less optimistidehan
29



ErwartungzukunfteWeinnachfragenach
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What are your expectations fglobal winedemand after Covid?

Saldo alrespondentg(increase versus decrease)

m Wine overall Premium wine

e o g: New World*
e Germany

U Italy _;12 1

I: Austria 27 |

Portugal 32 13—

France -22 *

O

Spain 4 23

O
I 17
8 Gastronomy
Il 15
6
Specialty retail
Wholesale
Hotels
Importer
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E m Wine overall Premium wine

I 20
I :
8
_
0
I o

N -
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