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Wine consumption worldwide from 2000 to 2020 (in million hectoliters)
Global wine consumption 2000-2020
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Note(s): Worldwide; 2000 to 2020

Further information regarding this statistic can be found on page 8. H [ /1
Source(s): OIV; ID 232937 statista¥a


http://www.statista.com/statistics/232937/volume-of-global-wine-consumption

Wine production worldwide from 1990 to 2020 (in million hectoliters)
Global wine production 1990-2020
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Note(s): Worldwide; 1990 to 2020

Further information regarding this statistic can be found on page 8. H [ /1
Source(s): OIV; ID 397870 statista¥a


http://www.statista.com/statistics/397870/global-wine-production




WHY ORGANIC WINE?

3 CLAIMS

® -

HEALTH TASTE SUSTAINABILITY




MARTA CASAS (OENOLOGIST)

The winemaker points out that in a blind tasting they
are very difficult to distinguish, even for experts.
Although she points out: "An organic or biodynamic
one can easily be distinguished by its texture,
authenticity and flavor. The sensations and emotions
that it can transmit to us are much stronger than
those that a conventional one can transmit to us.

La enologa sefala que en una cata a ciegas son muy
dificiles de distinguir, Incluso para los expeartos,
Aungue apunta: "Un ecologico o biodinamico se
puede facilmente distinguir por su textura,
autenticidad y sabor. Las sensacicneas y emocionas
que puede transmitirnos son mucho mas fuertes que
las gue nos puede transmitir uno convencional.




YOUR WINERY PERSONALITY

Which Napa Valley Winery 1s Perfect For You?

There are more than 400 wineries in Napa Valley — so which one is right for you? The good news: Napa
Valley has a wine experience for everyone who visits. Now for the tricky part. Not sure which of these
picturesque destinations is your jam? Not certain which spot is for you? Let us help.

We've compiled six distinct visitor personalities and paired them up with a handful of local wineries that
suit each one best. For more information, swing by a Welcome Center once you get to the valley and ask the
friendly volunteers to shed some insight. Happy sipping!

What's Your Personality?
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https://www.visitnapavalley.com/wineries/your-winery-personality/



https://www.visitnapavalley.com/wineries/your-winery-personality/

Total area designated to organic viticulture in Italy between 2009 and 2019, by stage (in hectares)
Organic viticulture in Italy 2009-2019, by stage
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Note(s): Italy; 2009 to 2019

Further information regarding this statistic can be found on page 8. H [ /1
E Source(s): SINAB (Italy); ID 641574 statista¥a


http://www.statista.com/statistics/641574/organic-viticulture-in-italy-by-stage

gonlsumption volume of organic wine in Italy in selected years between 2013 and 2023* (in million
ottles)

Organic wine consumption volume in Italy 2013-2023
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Note(s): Italy; 2020
Further information regarding this statistic can be found on page 8. Statista E
E Source(s): Sudvinbio; IWSR; 1D 1101437


http://www.statista.com/statistics/1101437/organic-wine-consumption-volume-in-italy

Sales volume of organic wines in Systembolaget stores in Sweden from 1st quarter of 2017 to third
quarter of 2020 (in 1,000 liters)

Quarterly sales volume of organic wines in Systembolaget stores in Sweden 2017-2020
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Further information regarding this statistic can be found on page 8. H [ /1
E Source(s): Systembolaget; ID 757068 statista¥a


http://www.statista.com/statistics/757068/quarterly-sales-volume-of-organic-wines-in-systembolaget-stores-in-sweden

UK sales of organic wine rocket, as retailers expand their
offer

Crganic wine sales inthe UK have mokatad by nearly half in the pest vear, proving themsshwes to be
he siar periomear in ihe wihole arg'..'mit secior,  With Sales up by 479, org anic wine is e :li!:_‘_'| Wi ey

...

Organic wine growth outstripping rest of market in France
and UK

Organic wine salas gre on tha rise, end far oustripping tha non-organic market, with an Incressing
ridrmEler of wine !.r;ul::l:;." N Eleroe Switeh nig o suatainable praciices.  French arg ankc Wine 2gles are now

in excass of 1.2 Dlllon auros, 3 Tigure...

nnnnn

sparkling wine driving growth

_.umption of organic wine s set 1o rezch ane billlon batiles within five years, mora then doubling In the
space of a decacde, a5 carsuImers pmbracse more environmentally Triendly prodoacis, This & acoonding
1o mew ressarch by Millésime Bic....
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fulfil global demand

- switch to organic production to satisfy the increasing inmermational demend.  Qrganie viticultural
consultant Bart Arnst said that the current level of preduction is failing to fulfil that demard, and thers
& an ovious shortage of u-rg:mil:: producers ...

Number of Spain's erganic producers rising, with demand
greatest from international markets




aunlbiag ok V\(me store
e [T o, ooy Bio-shop

LT TTT L] s




Distribution of the estimated sales value of organic wine in France in 2018, by sales channel*

Sales value of organic wine by sales channel in France 2018

Share of the total sales value
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Note(s): France; January to April, 2019

Further information regarding this statistic can be found on page 8. H [ /1
Source(s): Agence Bio; AND-International; ID 953613 Sta“Sta L/ |


http://www.statista.com/statistics/953613/sales-value-organic-wine-sales-channel-france
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https://www.internetlivestats.com/
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WEB OBJECTIVES

e eCommerce

* Brand Image/Awareness.
* lead generation. Catalogs. Showcase.
* (Self)service.

FAQ.
Loyalty programs, gamification



USABILITY

The ease of use and learnability of a human-made
object such as a tool or device.




The #otdre present
Is mobile




The near future is
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Googlebot is crawling the web and gathering all
the websites in the Google's databases




In a search, if you were Google
éwitch websites would you show?
and

éin witch order?

1 - Webs that deal with the subject

2 — From more important to less



YOU ARE DEALING WITH ROBOTS
(ALGORITHMS) NOT HUMANS
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GOOGLE ADS - DISPLAY NETWORK
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THESE ARE DISPLAY ADS




LANDING PAGE

» Different page for every Ad, never the
homepage.

e Offer the promised information in an
appealing way.

 (Clear and visible Call-to-action.
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Web 2.0




Number of social network users worldwide from 2017 to 2025 (in billions)

Number of global social network users 2017-2025

Number of users in billions

2017 2018 2019 2020 2021* 2022* 2023* 2024* 2025*

Note(s): Worldwide; 2017 to 2020

||
Source(s): Statista; 1D 278414 Sta t I St a r


http://www.statista.com/statistics/278414/number-of-worldwide-social-network-users

Social networks worldwide (January 2021) ranked by number of active users (in millions)
Global social networks ranked by number of users 2021

Number of active users in millions

Facebook

YouTube

WhatsApp

Facebook Messenger

2.740
2.291
| 2.000

Instagram
Weixin / WeChat
TikTok

QQ

Douyin
Sina Weibo
Telegram
Snapchat
Kuaishou
Pinterest
Reddit
Twitter

Note(s): Worldwide; January, 2021; social networks and messenger/chat app/voip included; figures for TikTok does not include Douyin

[ ]
Source(s): We Are Social; Various sources (Company data); Hootsuite; Sta t I St a r



SOCIAL NETWORKS

To establish relations

To share multimedia content

- @ @
®006

Messaging



Social networks can be used to connect with customers, not to sell to
them.

In social networks people talk to their Friends, share pictures, watch
videos, discover interesting articles and so on. You must be very careful
in this space.

They are having fun







otros R

Mujer
Hombre
16 a 24 afos
25 a 40 afos

41 a 55 afios

56 a B5 anos



Facebook is a social network created for
people to connect with their friends,
family, co-workers or people with similar
Interests.



IPS

Try to be useful,
try to be fun and
talk about your product 1 of each 5 posts.

Don’t promote your product all the time
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;What's going on?
:What are people talking about?
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Lots of users: 1.200 millions with exponential growing.
Very actives.
Create engagement: closeness, conversation, Brand interaction.
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Top Performing Profiles on Instagram
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You{113

Transmission of messages that boost the memory and generates image.
Create interaction.

It helps SEO.
Repository of institutional contents.
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They can be talking about your wine.

;Are you interested in knowing what
they are saying?




OBJECTIVES - SOCIAL LISTENING

SOCIAL MONITORING

Monitor the brand

Measure campaign effectiveness o GQ g'e e

Understand customers Alerts

Customer service
Ideas for future campaigns

New product ideas S(f.)('.'ri.a.].1.:"[:1@1'11‘&@ﬁ.}{r

Competitive intelligence
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SOCIAL NETWORKS ADVERTISING
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EMAIL MARKETING BENEFITS

« Cheap.

« Campaigns are easy to design and implement.

« Speed of response and immediacy. (48 h.)

 Direct and personalized communication.

 Flexibility of formats. (newsletter, survey, offers, invitations, etc.)
* Measurement.

* Quick test and changes.

* Segmentation.



LET’S DO IT RIGHT

marketing
e.. Charts

Most Annoying Aspects of Brands' Email Offers

_ 23% Emails that are too wordy/poorly written

_ 22% An offer that makes it clear that the marketer's data about me is wrong
_ 22% An email urging me to buy a product or service I've already purchased
_ 16% Too much personalization, where it is creepy

_ 14% Poor design

- 9% Too little or no personalization

- 8% Emails that don't include a buy button to facilitate purchase
- 7% Emails without video or images

I 1% Other

. 2% None of the above make email annoying/intrusive

Published on MarketingCharts.com in September 2018 | Data Source: Adobe
Based on an unweighted survey of 1,001 US white-collar workers who own a smartphone, 54% of whom are ages 35-64.
Q: "When you receive an email offer from a marketer, which of the following is most annoying? (Multi-response: select up to 3)"
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Google Analytics



Providing Answers to Difficult Questions

How are visitors using
my site?

How can | make my
marketing campaigns more .
effective & accountable? ...

Am | creating
effective content?

.
.
.
-
.
.
-
-
«*
-
.

Where and why are
visitors abandoning my
shopping cart?

How do | improve
site interaction?

@ 2010 Google 3
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MARKETPLACES
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Digital marketing in the frame of
organic wines

Dr. Jaume Genée Albesa
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