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The BC Wine Institutés (BCWI) wine exporstrategy was writtenin
collaboration with the BCW4$ ExportTask Group to identify the best strategy
and opportunities forBC wineries to effectively enter international market$he
strategy alignswith the previous Wine Grower€anadgWGC) Long-term Asha Hingorani, Wine Growers Canada
International Marlet Strategy (LTIS) andWine BC 2030 Plan. This allowBCWI Christine Coletta, Okanagan Crush Pad
to continue to workcollaboratively withthe WG &in the future and will resultL Q Darryl Brooke, Mission Hill

D k%UDQG % &y WKDW ZLM B WFRAHY HT Q GWDLQUIKAD QDGD % UDQG

RSHUDWLQJ ZLWKLQ WEH LIRAH QW HIV DRBEGW: R i K Rege o<ate Elde Andrew Peller
30DQ WKH %&:, :LQH ([SRUW 6WUDWWXDIN &XXO® \E i GMEL Dok PTragexkQammigsiom

GRQH LQ WKH SDVW DQG JXDUDQWHH WKH %& LQ G\ BIP Aits @B HILW IURP W
done nationally o retain and advancés market intelligence and have agssto Laura Kittme, BC Wine Institute

an advantageous tradenvironment.

Angela Lyons, Quas Gate Estate Winery

Randy Dufe, Arterra

To achieve the goalsf the three-year strategy, wineries interested in exporting Richard da Silva, Da Silva Vineyards
will be asked to commit to an export committee. The committee members will
have access to the long-term plan and programming costs allowing them to
GHYHORS ILQDQFLDO SODQV WR HQVXUH WKHLU LQYHVWPHQW DQG FRPPLWPHQ
2023. Wineries who commit to the exportommittee will bepermitted to

participate in theprogramsoutlined in the BCWI Wine ExpoRlanin entirety or

a la carte. Programghat require additionawinery support will be offered

to BCWI members on a pay-to-play basis. Wineries will be asked to share top

line information to assist the BCWI with measuringth8lH\ SHUIRUPDOQFH

E H Q F K PKPIsNovtlined in theplan such as: success entering target

markets, number of newlistings, and percentage of saleimcreases.

Severine Pinte, Le Vieux Pin






STRATEGIC OBJECTIVES

Ensure that BC wines are relevant within the global wine market to media and trade by hosting three reception events,
seminars, and eightetail programs in target markets ovehe next three years.

Leverage the Wines of Canada brand, by participating in available WGOradé Commissioner Servic&lobal Affairs Canada
programs that align with the BCWI target markets to help build international recognition for BrBia

Increase the number of BC wineries participating in the market by double and increase the number of distributors for BC Wine by
double. Achieve this by developing partnerships and programs with monopoly stores, independent retailers, and restaurants to
sell BC wines.

Develop strategigartnerships withtrade, media and retailers to broadefrtand BCand accomplish the changes and subsequent
growth outlined in the strategic plan.

Use incentives such as, export training seminars, media coverage, sales data, access to funding, and group shipping to encourage
wineries to participate in market work in expansion markets and commit to a multi-year plan and budget accoydingl

Target Audience: Winelrade, Wine Media
The primary audience is wine trade and wine mediae BC wine industry does not have the budget nor the volume to focus on
consumersat this stage. Lifestyle media is the secondary focus to drive tourism to the wine regions of British Columbia.

Messaging and Positioning:

The positioning of the Wines of British Columbia is small and premium. British Columbia transcends the “new” and Yadalds —
recognized for diversity in its elevated wines, super natural terrektreme beauty and dedicated people. The top planted grapes for
red are Merlot, Pinot Naj Cabernet Sauvignon, Cabernet Franc, Syrah and the top planted white grapes are Pinot Gris, Chardonna
Gewurztraming Riesling, Sauvignon BlandVe have achieved international accolades and awards for our BC ChargioRresling,

Pinot Nor, Syrah and Bordeaux Blends.
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ENVIRONMENTAL SCAN

SWOT — TRADE AND MEDIA FACING

Strengths

*  Producer of high-quality wines evidenced by increasing *  There are about 20-30 wineries that are truly positioned to
number of awards at international wine competitions for consider entering and sustaining sales in foreign markets at
Canadian wineries. this time. This number will continue to gne.

» Strong Canada brand?eople think of Canada as clean, kind, + Warmer and more arid than Napdalley, the Okanagarvalley
honest, heart warming. gets nearly two hours more sunlight per day than Napa

[ A ' .

- B6XSSRUW IURRPEDYNGHI&RQVXxoDwWHY LEM0ANEPeak of the July and August growing season

target markets to promote Canadiawine in-market. *  We are making quality wines that are an honest expression of

. . . our dedication, experience and distinct wine regions.
Unlike other globawine producersBC wines are P g

QRW DVVRFLDSHFKL IZIFWKDDLHWDO ,Q FR BrbuwhdedRybeauty and the ability to make world-class

Washington has positioned itself as having “Elegance of wines, we remain frieng{ approachable, down-to-earth,
France and the fruiforwardness of California genuine and remarkably grounded.

BCp proximity to Asian markets provides producers with a «  Effusive and almost uninhibitedly enthusiastic, we want
competitive advantag@ver other provinces. to share our craft, place and passion for winemaking with

o : : . : everyone.
BCp wine industry presents international visitors with a y

wide array of agritourism opportunitieacross the province,
which can be cross-promoted with other BC tourism
initiatives to broadenthe exposure of BC wine in the
international marketplace.

The value of the Canadian dollar provides wineries the
opportunity to enterforeign markets.
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ENVIRONMENTAL SCAN

Weaknesses Opportunities
Inconsistent and short-term focus on supporting growth in key BCs wine industry currently has enougtritical mass, which
markets. This approach results in a wide variety of wines of it did not in the past, to begin focusing on a coherent export

different quality levels entering foreign markets, which maked. W  orientated strateg.
GLIILEXOW WR VXVWDLQ D VWURQJ k:LQHYRi&PRRGRYink ARG mhfk&dLak take
based on promoting the high-quality nature of BC wines.

advantage of the established image and reputation@inada
It is important to align foreign market development with to capture the attention ofinternationalwine LQIOXHQFHUV D
the capacity of the industy, which at this point is limited in EX\HUVWRBRQ@ HGXFDWH WKHP RG&KH VSH
comparison to otherglobal wine producing regions. EUDQG
Lack of investment in research. Appellation systemand Sub Gs.
Lack of long-term commitment from wineries to invest in By focusing on well-known varietals when promoting wine
a W KU H Hy#dRstrategy-and budget accordingl internationall, BCs wine industry can ensure purchasers
L QVXIILFLHR@RHEBHR®M! ORUH WUDLQLQ J beter ondeistapdghetr groducts.
what is required, pricing D @l@annel strateg. 8VH WKH %& :LQH $XW KRW MNK\HF WY Q O D Gy
A general lack of coordination amongineries. Several quality to ensurea consistent message is maintained
individual wineriesare pursuing their own business strategies for BC wines.
and target markets.The collaboration needed to effectively )R F >R G R ZQ QB \ HUY | O XVH\DFEPRIMODL. GBI G

establish and supportong-term international market

.Y T chefs, rather than consumers (due to limited production).
development for BG wine industry ismissing.

L . . F n I mark here there is a higher FOB
Wineries are relying orederal fundingfor export initiatives ocus on developed markets where there is a higher FO

and do not have longterm plans or strategies to invest in Food friendly cool-climate wine is trending globglland BC
a WKUHH W Rprogrdmd. \HD U wines are well positioned.
The Canadian wine brand needs to be established in the The Icewine brand is well establisheohd as a result trade are

&DQDGD PDDNHW IPDMWAUHGLER®RWHW R W KawvaZeRotUGatadian wines.
Provincial trade barriers greatly impact this initiative.

Logistical challenges including temperature-controlled
shipping and consolidation points.
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ENVIRONMENTAL SCAN

Threats

* Mounting economic pressures are making it harder for
distributors to purchase wines.

«  Lack of trading opportunities due t€OVID-® UHVWULFWLR
¢ Cancelled tradeshows and networking opportunities.

* Highly subsidized global competitors witpricing power and
economies of scale in aggressive pursuit of market share in
key wine consuming countries.

* 7KH LPSDFW RI %UH][I&WS$DEH WIK KN O RQV
important UK market.

. 7KH 86% UHHKOQODMWRWOQWPHQW LV GLIILFXO
the three-tier system also makes it very costly to enter the
US $market.

° %& ZLQHULHV VKRXOG QRW PDUNHW W
to consumers, it should be focused at key trade and media.

*  Cellar Clear Out -Any time that a Canadian producer “cleans
out their cellar’and sells low-end wine in export markets
WKDW KDYH EHHQ LGHQWLILHG DV OX]|
Canadian and BC brand.

* Inconsistent support from wineries. Aealthy domestic
market prohibits wineries from relyingn and developing
export markets.
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VISION

The WGG mission is” TO provide focused national leaddng and strategiccoherence

to enable domestic ananhternationalsuccess for theCanadian wine industry”

$ a memberof the WGC the BCWis ExportTask Group is tasked with promoting and exporting BC

wineswithin the existing national framework. The BCWI, BC wineries, and provincial and federal
UHSUHVHQWDWLYHY KDYH GHILQHG WKH VWUDWHJLF H[SRUW YLVLRQ SUL
EXLOGLQJ XQLW\ DFURVV WKH LQGXVWU\ WR ZRUN FROODERUDWLYHO\ LQ

The development of this export strategy does not prevent all BC wine producers from pursuing their
individual export opportunities. The BCWI, howayeloes recognize that the BC wine industry will be
best served by a&oherent export strategy that will provide all participants with the prospect of accessing
foreign markets thougha collaborative efforthat will leveragethe existing strengths of the Canadian

and BCwine industly.
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WINE CONSUMPTION BY AGE

Younger consumersre the group most likely to be reducing their wine intake on some occasions, as well as
trading wine in for non alcoholic and other alcoholic beverages.

% who said the following statements best apply to them
Base = n>1,000 regular wine drinkers in Australia, Canada, Sweden, the UK arfil US

2 = & F =
‘ A\l 4 < —

276 374 350 288 346 366 181 313 510 248 328 424 248 328 424
The amount of wine | drink has not

36%  46%  54% @ 49% 61% 66% | 37% | 63% 57% @ 27% @ 46% @ 53% @ 37% @ 44% @ 58%
changed recently

n=

Lrsne‘;r;gk'”g wine less often than | 220 21% 28% @ 18%  14% 20%  27% 19% = 22% @ 27% 25% @ 27% @ 21% 21%  22%

Pve reduced the amountof wine that | 100 1700 1705 16%  13%  10% 24%  10% 14% | 31% 16% 16% @ 19% 19%  10%
now consume at some occasions

Im drinking less wine as I've switched |, g/ 400 | 90 506 4% | 1206 6% = 5% | 17% 8% 5% | 12% 9% 5%
to non-alcoholic beverages

I'm drinking more wine than lusedto = 17%  15% 10% 15% 11% 7% 15% 10% 10% 10% 11% 9% 17%  15%11%

I'm drinking less wine as I've switched g0 gor | 400 | 1206 | 4% = 2% | 17% 4% @ 6% | 19% @ 12% @ 4% | 17% 15% 6%
to other alcoholic beverages

Wine Intelligence trade interview programme 2019

V/ W VWDWLVW L F Dhiger /\ldwgQ WKDQR WKIXODU ZLQH GULQNHUV DW D FRQOGHQFH OHYHO
Source: Wine Intelligence, Vintrat Global, October 2019, n>=1,000 regular wine drinkers
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ALTERNATIVE PURCHASEBY AGE

Millennial wine consumergare more likely to purchase a wide variety of alternative wines compared with other regular
wine drinkers.

% who have soughto purchase thefollowing types of wine in the pastV lijonths
Base = n>1,000 regular wine drinkers in Australia, the UK and$®JS

sl L= I~ .
=1 IS UK 5 AUSTRALIA
21-34 35-54 55+ 18-34 35-54 55+ 18-34 35-54 55+
Sample size n= 594 631 775 248 328 424 319 316 365
Organic wine 21% 17% 6% 8% 6% 4% 16% 10% 4%
Sustainably produced wine 11% 8% 5% 7% 2% 2% 8% 5% 4%
Environmentally friendly wine 11% 8% 4% 8% 2% 1% 10% 4% 2%
Lower alcohol wine 12% 9% 2% 11% 7% 6% 14% 8% 8%
Preservative free wine 10% 8% 3% 4% 1% 1% 7% 8% 3%
Non-alcoholic wine 11% 7% 1% 8% 3% 5% 11% 5% 4%
6 XO0WH IUHH8%2Z LQH 6% 3% 2% 4% 3% 6% 5% 2%
Fairtrade wine 7% 8% 2% 17% 6% 7% 7% 2% 1%
Wine from a carbon-neutral winery 9% 5% 2% 3% 0% 0% 4% 1% 0%
Orange / skin contact wine 7% 6% 1% 4% 1% 0% 3% 1% 0%
Vegan wine 7% 5% 1% 5% 3% 2% 6% 3% 0%
Vegetarian wine 5% 5% 1% 3% 2% 1% 6% 0% 0%
Biodynamic wine 5% 4% 1% 0% 1% 1% 4% 2% 0%
/ VWDWLVW L F Dhiger / \lawgQ WKHDQ WKWIXODU ZLQH GULQNHUV DW D FRQOGHQFH OHYHO

Source: Wine Intelligence, Vintrat Global, 2019, n>=1,000 regular wine drinkers
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OFF-PREMISE SPENBY AGE

Younger wine drinkers spend more per bottle of wine in the off-premise than older regular wine drinkers in
most established and mature markets — including the UK and &S

% who typically spend the following amount on a bottle of wine in the off-premise
Base = n>=1,000 regular wine drinkers in the.land the US$

UK regular E
wine 18-34 35-54 55+ 21-34 35-54 55+
drinkers —
n= 1000 251 332 428 - n= 7000 2010 2357 2634
Under £5 16% 9% 14% 21% Under $5 2% 2% 2% 3%
Between £5 and £5.99 22% 19% 19% 27% Between $5 and $9.99 25% 21% 23% 30%
Between £6 and £7.99 34% 36% 38% 31% Between $10 and $14.99 37% 35% 35% 40%
Between £8 and £9.99 15% 19% 15% 12% Between $15 and $19.99 22% 23% 26% 17%
Between £10 and £11.99 7% 11% 9% 3% Between $20 and $24.99 9% 13% 11% 5%
£12 or more 4% 7% 5% 2% $25 or more 3% 5% 4% 2%
Do not buy wine off-premise 2% 0% 0% 4% Do not buy wine off-premise 1% 1% 1% 2%

/ VWDWLYVW L F Dhigfer / \fowgQ WKHDR WEIXODU ZLQH GULQNHUV DW D FRQOGHQFH OHYHO
Source: Wine Intelligence, Vinitrge Global 2019, n>=1,000 regular wine drinkers
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ON PREMISE CONSUMPTION FREQUENCY: UK

5HpHFWLQJ WKH OLIHVW\OH RI \RXQJHU GULQNHUV WKHVH 8. GULQNHUV F
compared with older drinkers, although the overall frequency of wine consumption has increased amongst most

age groups in the UK.

Average number of wine drinking occasions (times per month) in the on-premise per occasion
Base = n>=1,000 regular wine drinkers in the UK

4.5
3.8
3.6
28 29

AVERAGE 2.6
FREQUENCY: 20

TIMES PER :

MONTH 1.6

1.4

4»
@
1.3

0.9 : :
- A relaxing drink out at the end of the day

. 0.6
With an informal meal in a pub / bar / restaurant

18-34 35-54 55+ _ _ _

- With a more formal dinner in a restaurant
g e
0.8 09 0.6 - At a party / celebration / big night out
11 '
e 1.3 14 14
19 19 '
2.2 2.2
/ VWDWLYVW L F Dhigfer / \fowgQ WKHDR WEIXODU ZLQH GULQNHUV DW D FRQOGHQFH OHYHO

Source: Wine Intelligence, Vinitrac® UK, 2009-2019, n>=1,000 regular wine drinkers
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PREMIUMIATION

IWSR'ULQNYV 0D U N phdi@stiatihe/dh&re of premium, super premium and ultra
premium wine will growE\ WZR S H U F H Qté¢/2023RnAilst lower-priced wine sales are

projected to decrease.

CAGR 18-23

Ultra Premium
($30+)

Super Premium
($20-$29.99)

Premium
($15-$19.99)

Standard
($5-$14.99)

Value
(Under $5)

‘ 0.5%

I 1.9%

‘ 0.5%

I 1.7%

2018 2023

Source IWSR 2019, 35 markets: United States, Italy, United Kingdom, China, Australia, Canada, France, Japan, Switzerland, Germany,
Spain, Denmark, Ireland, New Zealand, Argentina, Belgium and Luxembourg, Netherlands, Russia, Sweden, Norway, Hong Kong, Austria,

Mexico, Chile, Poland, Portugal, Finland, Brazil, South Korea, South Africa, Czech Republic, Singapore, Colombia, Peru and India
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PREMIUMIA

ION

In addition to having the highest proportions of premium wine drinkers, China and thefag&: the two
marketsthat are forecasted to drive premium wine growth.

TOTAL VOLUME OF PREMIUM
WINE FOR TOP 10 PREMIUM

MARKETS (IN M 9L CASES)

Million 9L

cases 2018
Us$ 42
Italy 27
UK 27
China 22
Australia 20
France 18
Japan 10
Canada 10
Switzerland 9
Germany 6

Source: IWSR 2018 Drinks Maerket Analysis

©Copyright 2019 — The IWSR

2023

53
27
29
35
21
17
10
11
10
7

SHARE OF PREMIUM WINE
DRINKERS (AMONGST ALL
REGULAR WINE DRINKERS)

Us$
China
UK
Germany
Spain
Japan
Australia
Canada
Russia
Brazil

Portugal

Share of
PWD

26%
25%
23%
21%
28%
17%
31%
18%
37%
7%
17%

Number
of PWD

21.8
13.3
6.6
5.7
5.4
5.0
3.1
3.0
2.8
2.7
0.8

Premium wine drinkers & tHose
who drink wineonce or more per
week, typically spending over:

¥1,500 AUD $15+ USD $15+ CAN $16+

Premium wine drinkers & Hhose
who drink wine once or more per
month, typicallyspending over:

P500+ RMD 500+
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PACKAGING IMPORTANCE

Trade members believe the greatest prospect for the wine industry is through alternative packaging,
with lighter weight glass bottles holding the highest opportunity.

ZKR 0QG WKH IROORZLQJ SDFNDJLQJ W\SHVY WR KDYH JURZWK RSSRUWXQLW\
Base = Trade experts representing 52 markets (n=296)

Lighter weight glass bottle (75cl, 250ml or 187ml) 66%

Can (250ml or 187ml) 51%

Bag-in-Box/Cask (1.5L, 2L, 3L or larger) 42%

375cl half bottle 26%

50cl bottle 2204

PET (250ml, 187ml or 75cl) 17%

Tetrapak 12%

1.5L bottle 10%

Wine Intelligence trade interview programme 2019 60
Source: Wine Intelligence, Vinitrac® Global, wine trade members representing 52 markets (n=296)
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APPEAL OF LABEL/®TTLE DESIGN

6LIQLILFDQWO\ KLJKHU SURSRUWLRQV RI FRQVXPHUY DFURVV WKH 86% DQ
Z K Hh@rchasing wine.

% who ‘agree’ or ‘strongly agreghat the appealof the bottle and/or label design is importantvhen choosing wine
Base = n>=1,000egular wine drinkers in the U$andthe UK

4 &

=1 1S 2009 2019 — 2009 2019

U . regular U 6 $regular
wine drinkers 33% 38% A wine drinkers 26% - 38% M

Male 30% 38% £ Male 21% - 37% A
Female 34% 38% Female 30% -40% ‘
21-34 52% 18-34 42% - 7'\
35-54 33% 41% £ 35-54 27% -5% A

55+ 20% 22% 55+ 13% . 18%

Wine Intelligence trade interview programme 2019
V/ W VWDWLVW L F Dhiger /\ldwgQWKHDR B/WHYLRXV ZDYH V DW D FRQOGHQFH OHYHO
Source: Wine Intelligence, Vinitrac® Global, 2009-2019, n>=1,000 regular wine drinkers
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GLOBAL SOLA WINE OPPORTUNITY INDEX 2019

Organic wine achieves the highest opportunity score amongst alternative wine styles at a global level.
SOLA (Sustainable, Organic, Low alcohol and Alternative)

= ranks among the topW K h lthel market

= AR = g - 4 Jd9» &

' W : FC: Y
@"“"* ® v@ &L w T = | weighed
AUS BEL CAN FIN

Rank Type of wine DEU HKG JPN NLD NZL PRT SGP ESP SWE GBR usa PPonuny

index
Organic wine 42 46 43 70 49 45 50 46 41 36 42 35 64 39 51 48.0
Sustainably produced wine =~ 38 38 40 53 47 34 42 S 39 46 447 458 44 36 47 44.2
Fairtrade wine 33 41 35 57 45 40 29 38 30 30 36.5 409 44 46 44 41.3

Environmentally friendly wine 36 30 37 54 35 35 35 25 40 36 42 54 39 32 47 40.9

Preservative free wine 40 23 35 43 28 34 54 26 34 35 38 38 32 31 42 39.0
Suphite free wine 34 31 35 39 24 28 45 20 32 37 29 41 27 30 42 36.9
Carbon neutral winery 29 24 30 32 24 28 26 23 29 33 30 36 29 31 39 32.7
Lower alcohol wine 38 22 29 32 30 34 28 26 45 33 43 32 25 34 32 31.6
Orange / skin contact wine 25 18 26 31 25 31 31 17 26 25 25 23 1724 41 30.6
Biodynamic wine 29 29 26 37 20 34 27 22 26 22 24 24 22 26 34 28.5
Non-alcoholic wine 29 24 25 31 28 31 19 25 27 17 30 26 34 29 26 26.6
Vegan wine 24 10 21 34 22 30 18 17 25 15 18 26 19 24 32 25.5
Vegetarian wine 23 8 21 na nfa 26 n/a 16 n/a 13 26 22 19 22 34 20.3
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ORGANIC WINE UNDERRNDING

With the exception of South Korea and Sweden, approximately a third of consumers believe that organic wine is both

better for the environment and one health, aligning with supply chain view that “organic” has multiple meanings in
the context of wine.

ZKR ILQG WKH IROORZLQJ VWDWHPHQWY DERXW RUJDQLF ZLQH WUXH FRPSDUHG WR CUHJXODU ZLQH
Base = n>=700 wine drinkers in Australia, Brazil, Canada, Hong Kong, Portugal, Ireland, Mexico, Singapore, South Korea, Sweden aril the US

HONG SOUTH
AUSTRALIA| BRAZIL CANADA KONG PORTUGAL| IRELAND MEXICO | SINGAPORE KOREA SWEDEN -

n= 1000 1000 1000 1000

1592 1003 2004
More expensive 32% 33% 37% 34% 38% 44% 29% 39% 51% 31% 36%
More enviromentally-friendly  29% 38% 30% 36% 41% 37% 53% 28% 59% 52% 31%
Better for my health 22% 32% 19% 37% 38% 28% 35% 32% 48% 21% 27%
Itis less processed  26% 26% 19% 28% 31% 28% 34% 23% 18% 14% 24%
More ethically responsible  22% 25% 23% 25% 33% 34% 30% 20% 31% 32% 24%
Higher in quality 14% 26% 13% 31% 15% 17% 26% 26% 33% 14% 21%
Tastes better 10% 21% 10% 20% 15% 13% 18% 16% 17% 10% 15%
Better with food 9% 15% 8% 15% 8% 9% 18% 13% 16% 4% 12%
More prestigious 10% 16% 7% 13% 8% 9% 14% 12% 13% 10% 11%
Lower in calories 10% 14% 7% 13% 9% 8% 13% 12% 7% 3% 10%
Tastes worse 8% 8% 5% 10% 7% 7% 4% 8% 5% 4% 8%
Lower in alcohol 8% 16% 4% 12% 8% 7% 13% 12% 7% 3% 8%

Wine Intelligence trade interview programme 2019
Source: Wine Intelligence, Vinitrac® Global, October 2019, n>700 regular wine drinkers
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TARGET MARKET: UK

CONSUMPTION PER CAPITA115L OBJECTIVES:

Increase sales in market for participating wineries by 50%
% OF THIS IS WINE: 33.8% over three years

'RXEOH ZLQHU\ SDUWLFLSDWLRQ LQ FRQIL
PRICE:$12-14 FOB LQLWLDWLYHV

Double W Kuinber of wineries exporting over three years

SEGMENTS: Trade D Q/&dia Build international recognition for “Wines of British

Columbia” by increasing media impressions, number of
articles, advertising equivalency and maintaining high caliber
guest count at events

25



TARGET MARKE: UK

OVERVIEW

CONSUMER AND TRADE PROFILES:

The United Kingdom is a key player in wine-trade circles, as it has , Q WK B8 million wine consumers are savvy with a high level

always accounted for a major share of the wdddavine imports. It
is the largest export market for Canadian wine in Eurcgrel is the
V th[largest export market for Canadian wine globalThe UK is
the epicentre for wine media — which often has a reablyond this
market and helps to validate the high price point Ganadian wines
on the international stage.

TRADE POLICY AND MARKET ACCESS:

The wine market in the U has a small number ofarge buyers. The
off-trade (around 10 supermarket chains amgpeciality shops)
dominates wine sales. Some of them focus on thbeemium
segment, such asVaitrose, while others focus on low-priced bulk
wines.

The number of independent retailers in the Lhas increased by
50% since 2007 to approximately 750 storesxcluding large retail
chains. Specialist retail chains, as opposeditmlependents, are
actually losing market share.

of NQRZOHGJH S5HFHQWOHOOLJHQFH KDV LGHQ!
G L VW/pel BfWK drinkers of wine by performing a cluster

analysis oftheir wine consumption frequeng typical spend on a

bottle of wine, and their involvement in the categarThese

groups are:

BARGAIN HUNTERS (17%):The least frequent, lowest
spendingDQG OHDVW FRQILGHQW VHJPHQW RI RO

KITCHEN CASUALS (10%):0One of the older segments of wine
drinkers, who drink wine less frequengtlare strongly driven by
promotions and drink from a narrow repertoire near exclusively at
home on.

SOCIAL NEWBIES (17%):<RXQJHU ZLQH GULQNHUV VW
their way in the categoy, who enjoy wine in social settings,
relyingheavily on recommendations.

MAINSTREAM MATURES (28%): As the oldest D Qnt®st

experienced segment of wine drinkers, they regularly enjoy

familiar ZLQH DQG DUH VWURQJO\ YDOXH GULYHQ
D E R X W wined theg like and sticking to what they kno

,QGHSHQGHQW ZLQH PHUFKDQWY DUH o GENENTIOMTREAXBRY & P4 Yourgnmeary freguem and

building a more attractive assortment compared to supermarkets
and have an innovative marketing and client approach.

KLJKHU VSHQGLQJ FRQILGHQW ZLQH GULQNH!
range of wines available continues to develop

2Q7UDGH LV DQ LPSRUWDQW FKDQQHO D ¢PYRILYROUS BXPLOBERS (LM '%%%?%%%rv

that make up this channel.

An Importer/Distributor is required to work in this market.

FRQILGHQW ZLQH GULQN U ZKRP ZLQH L
their lifestyle, who enjoy discovering new wine and are willing to
invest time D Qn@@ney in the categor.
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TARGET MARKETUK

RECOMMENDED ACTIVITIES:

CANADA HOUSE TASTING EVENT WITH IMPORTER/
DISTRIBUTOR MATCHMAKING

Desired Outcomes:
«  EducateYdde and Pedia

*  Secure partnerships with local
importers

KPI's:Gain new listings in the market

* Recruit a minimum of 20 new tradenedia each year to
attend

Cultivate relationships with younger trade

Media coverage

7ZR W Rvinériéddto secure Importer/Distributors
) L Yhélv wines available in market

TRADE SEMINAR(in alignment with other market visits)
Desired Outcomes:
« Educatevdde and Pedia

* Increase listings
KPI's:

* Media coverage

*  T7ZR W Rvihériédtto secure Importer/
Distributors

* )L Yel wines available in market

RETAIL PARTNERSHIP
Desired Outcomes:

* Increase listings

* Increase sales
KPI's:

*  Create longterm partnerships with a local retailer to
createannual Canada Thematic

* ) LYelw wineries available in market each year
* Increase sales by 50%

TRADE, MEDIA AND BUYER FAM TRIPS

Desired Outcomes:
*  Educate trade and media

KPI's:
* Increase media impressions and number of articles
* Increase wine listings in the market
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OVERVIEW

The Nordic countries together are a considerable wine importer,
ranking as the third largest in Europe in 2014. Wine imports in
the Nordic countries amounted to €1.1 billion in 2014, showing an
average annual increase of 5.6% since 2011.

Although the traditional wine-supplying countries dominate the
wine imports, the Nordic market is receptive to New World wines.
Wine from developing countries amounted to €171 million in
imports in 2014 (15% of total imports), showing a slight average
decrease of 1.5% per year since 2011.

All Nordic monopolies strongly encourage importing sustainable

ARGET MARKET: NORDIC & SCANDINAVIA

CONSUMER AND TRADE PROFILES:

Consumers are adventurous and ready to try new wines. Nordic
countries have a high per capita income and a world-class
restaurant scene which is accompanied by a high wine consumption
rate that is increasing constantly.

Denmark continues to have a relatively high per capita consumption
of wine, ranked 9th globally, higher than that of its Nordic
neighbours Sweden (21st), Norway (36th) and Finland (41st).

and ethical wines. They regularly publish tenders for organic and/or

fair-trade wines resulting in increasing sales of sustainable wines.

Sustainable wines are especially popular among millennials. These

younger consumers are exceptionally environmentally aware. The
image of sustainable and ethical wines is something they can and

want to relate to.

In the market for premium wines, consumers appreciate products
that offer a certain experience or story. This story may be related
to such things as production processes, production conditions or
heritage.

The on-trade market is not regulated by the monopolies and
represents an opportunity for BC wines. The on-trade segment

RI WKH PDUNHW LV H{fIWUHPHO\ FRPSHWLWLYH DQG GLIOFXOW WR HQWHU ,W

requires market support and trade education.

Source: CBI Ministry of Foreign Affairs

AS



TARGET MARKETDENMARK

CONSUMPTION PER CAPITA10.3 L OBJECTIVES:
»  Establish presence for Canadian wines in this market through
% OF THIS IS WINE: 48.2% trade and media education and retail partnerships
. SDUWLFLSDWLRQ IURP ZLQHULHYV LQ FRC
PRICE:$12-$14 FOB initiatives
*  Build international recognition for “Wines of British
SEGMENTS: Trade and Media Columbia” by increasing media impressions, number of

articles, advertising equivalency and maintaining high caliber
guest count at events
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ARGET MARKETE

STRATEGIC PARTNERS AND GATEKEEPERS: RECOMMENDED ACTIVITIES WITH KPI'S:

The Danish market is large, open and dynamic. Denmark has the RETAIL PARTNERSHIP
highest number of wine importers per capita which allows the Desired Outcomes:

SURGXFHUV WR 006 LPSRUWHUV LOWHUHYWHE O BOERYN DOV YaULIN &), 2L 0N

The big multiples in Denmark have an estimated 80% of sales, consumer following
leaving 13% to the HoReCa sector and the independent retailers, . |ncrease listings

and 7% represents on-trade share of the market.
* Increase sales

RETAILERS: KPIs: o

«  Create longterm partnerships with a local
The Co-op, Dansk Supermarket, Dragrofa (Meny (116 shops), Spar retailer to create annual Canada Thematic
(130), Min Kgbmand (163) and Let-Kgb (102)) « 10 new wineries available in market
Private Retailers: H.J. Hansen Vin, @stjysk Vinforsyning, Haller + Increase sales by 50%
Vine, Brdr. D’s Vinhandel, Love of Food 'N’ Wine, Skjold Burne
Vinhandel, Philipson Wine (largest online retailer), Kjeer & TRADE, MEDIA AND BUYER SEMINAR
Sommerfeldt, Sigurd Muller Vinhandel, Lagismose Vin, Otto Desired Outcomes:
Suenson.

 Educate trade and media

TRADE POLICY AND MARKET ACCESS: * Media coverage

. Increase listings
Denmark does not have a government monopoly; however, the big KPl's:

three supermarkets dominate the market. Foreign producers can

work with hundreds of highly specialized wine importers to develop ° Increase media impressions and number of articles
relationships with the big three as well as a long list of other « Increase wine listings in the market

independent retailers.

An Importer/Distributor is required to work in this market.
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TARGET MARKETNORWAY

CONSUMPTION PER CAPITA74 L OBJECTIVES:
) _ »  Establish presence for Canadian wines in this market through
% OF THIS IS WINE: 34.7% trade and media education and retail partnerships
+ 3DUWLFLSDWLR IURP ZLQHULHV LQ FR
PRICE:$12-$14 FOB initiatives ? ° ? )

) *  Build international recognition for “Wines of British
SEGMENTS Trade and Media Columbia” by increasing media impressions, number of
articles, advertising equivalency and maintaining high caliber
guest count at events
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ARGET MARKETNORWAY

STRATEGICPARTNERS $ 1' GATEKEEPERS: RECOMMENDED ACTIVITIES WITH KPI'S:
HIGH END RESTAURANT PARTNERSHIPS

Retailers:
* Vinmonopolet — Government owned monopoly
* duty free shops and border trade

Desired Outcomes:
*  Educate on premise trade
* Increase listings

* Increase sales
TRADE POLICY AND MARKET ACCESS: KPI's:

Norways government monopg} Vinmonopolet is the key playerin .  Create longterm partnerships with a local retailer to
this market. An Importer/Distributor is required to do business in createannual Canada Thematic

the market and pricing is similar to Denmark but is not price driven.
Buyers are more interested in quality over priceenders can be
H[WUHPHO\ VSHFLOF DQG UHTXLUH ORQJ WHIISFHSOMNI8% E\ ZLQHULHV WU\LQJ

to enter this market. TRADE, MEDIA AND BUYER SEMINAR

I, 90ew wines available in market

Additionally, @Gty Fee shops provide a secondary option as they

buy direct and move high volumes of wine very quickl Desired Outcomes:

*  Educate trade and media
* Increase listings
* Increase sales
KPI's:
* Increase media impressions and number of articles
* Increase wine listings in the market

BCWI WINE EXPORT STRATEGY: 2021 — 20p332






SECONDARY MARKET: =~

CONSUMPTION PER CAPITA9.8 L OBJECTIVES:

* Increase sales in market for participating wineries by 50%by
% OF THIS IS WINE: 17.3% 2023

+ 'RXEOH ZLQHU\ SDUWLFLSDWLRQ LQ FRQIL
PRICE $12-$14 FOB for wineries participating in the export plan

*  Double W Kutinber of wineries exporting

SEGMENTS Trade and Media «  Build international recognition for “Wines of British
Columbia” by increasing media impressions, number of
articles, advertising equivalency and maintaining high caliber
guest count at events
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SECONDARY MARKET:

OVERVIEW: 5(&200(1'(' $&7,9,7,(6 :,7+ .3, 6
Despite challenges, the U$remains the largest wine consuming TRADE SEMINARS - NEW YORK$ 1 ' SEATTLE

country inthe world, and therefore is a targetot manyforeign Desired Outcomes:

wine producers.7 Z H Q W pektérjtof the wine volume soldn . Educate trade and media

the US$last year was imported. . Increase listings

* Increase sales

TRADE POLICY AND MARKET ACCESS: KPIs: - _ _
* Increase media impressions and number of articles.
An Importer/Distributor may be requiredEach state has different - Increase wine listings in the market
rules and regulations and it is important to research the desired
market requirements. DIRECT TO CONSUMER PROGRAM -

ONLINE RETAILER PARTNERSHIP
Desired Outcomes:

* Increase listings

* Increase sales
KPI's:

* Increase sales by 20%

* )L Yelv wineries in market each year

PRIORITY METROPOLTAN CENTRES:

* New York
*« Seattle

TRADE, MEDIA AND BUYER SEMINAR

Desired Outcomes:
*  Educate trade and media

KPI's:
* Increase media impressions and number of articles
* Increase wine listings in the market
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SECONDARY MARKETHONG KONG

CONSUMPTION PER CAPITA7.1L OBJECTIVES:

* ,QFUHDVH ZLQHU\ SDUWLFLSDWLRQ LQ FR(
% OF THIS IS WINE: 3% initiatives for wineries participating in the export strategy

* Increase W KiHink@r of wineries exporting as a result of the
PRICE:$12-$14 FOB education and training program

*  Build international recognition for “Wines of British
Columbia” by increasing media impressions, number of
articles, advertising equivalency and maintaining high caliber
guest count at events

SEGMENTS Trade and Media
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SECONDARY MARKETHONG KONG

OVERVIEW: rosé as they are no longer considered to be just a summer wine.
Hong Kong is Asia’s wine trading hub, with large proportions of Sparkling wine is also gaining momentum, particularly for French
wine imported to Hong Kong and then re-exported to other Asian Champagne, with over half of Hong Kong wine drinkers claiming to
markets. In this system, China remains the largest re-export have drunk it in the past year.

destination for wine from Hong Kong, taking more than three

quarters of wine imported. However, in recent years, exports into

&KLQD KDYH GHFOLQHG VLJQLoFDQWO\ REWKVWRENDIGD ASHUWYVDFEFYMHGLWLQJ

this to China gaining direct trade connections with wine-producing

regions. Perhaps because of this, the consensus amongst those TRADE, MEDIA AND BUYER SEMINAR
in the supply chain is that Hong Kong’s position as the Asian Desired Outcomes:
redistribution centre has reached a plateau after many years of

substantial growth. *  Educate trade and media

* Increase listings

TRADE POLICY AND MARKET ACCESS: * Increase sales
KPI's:

* Increase media impressions and number of articles
* Increase wine listings in the market

An Importer/Distributor is NOT required to enter this market.

CONSUMER AND TRADE PROFILES:

Consumers in the Hong Kong wine market are becoming more

HQJDJHG ZLWK ZLQH ZLWK D VLIQLOoFDQW JURZWK LQ WKH SURSRUWLRQ RI
those who consider wine to be important to their lifestyles.

Additionally, consumers are becoming more knowledgeable and

FRQOGHQW LQ WKHLU XQGHUVWDQGLQJ RI ZLQH 5HG ZLQH YHU\ PXFK
continues to dominate the wine market in Hong Kong, with most

consumers claiming to have consumed the beverage over the past

year, driven primarily by older wine drinkers in the category. It

appears that there is some potential growth for white wine and
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ROUTE

O MARKE

IMPLEMENTATION PER YEAR: 2021 2022

Canada House Tasting Event

Trade Seminar (in alignment with other market visits)

Retail Partnership

Trade Seminar (in alignment with other market visits)

Independent Retail Partnership

Trade Seminar (in alignment with other market visits)

Duty Free Retail Partnership

& STRA

0)
0)

New York Trade Seminar (in alignment with other market visits)
Seattle Trade Seminar (in alignment with other market visits)
DTC Program ex: Wineonline.com

Trade Seminar (in alignment with other market visits)

UK, Denmark, Norway, USA

Hong Kong

© OO

o

o

o

EGIC PRIORITIES

0)
0)
0)

o

o

@)

2023

38



FAIRS & TRADESHOWS

GERMANY

* ProWein

UK

* London Wine Fair

» Canada House

« RAW

* London Wine & Food Show

USA

* New York/Seattle - USA Trade Tasting and Business Conference

HONG KONG
* VinExpo Hong Kong

CHINA

* ProWein
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RISKS & CHALLENGES

Foreign markets require time, consistency, focus,

and commitment to develop and manage over time.

7KH UHVXOW LV WKH GHYHORSPHQW RI
RSSRUWXQLWLHY IRU QHZ VDOHV DQG
sales channels. Competition in the wine industry is

increasingly intense, and the changing market demands
EHFDXVH RI &29,' ZLOO UHTXLUH pHJ

proposed programs.
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RESOURCES

Export Navigatorhtips:/ /smallbusinessbc.cdexport-navigator/

Trade Accelerator Progranitiips:/ /www.boardoftrade.com/wic/tap

Export DevelopmenCanadanttps:/ /www.edc.ca/

Export Guidehttps:/ /www.tradecommissioner.gc.cd guides/ exporter-exportateurs/exporting-guide-exportation.aspx?lang=eng

Export Funding foiSME companiesK WW ZV7Z WUDGHFRPPIF VDRIGZOGLOJ 0ODQHHVPPHWONGPH LOGH]
aspx?lang=eng

Sector/Country reports:htips:/ /www.tradecommissioner.gc.ca country info reports-info_pays rapports.aspx

KWWSV Zz7Z bDJU JF FD HQJ LOWHUQDWLRQDO WUDGH PDUNHW LQWHOOLJHQFH "LG

KWWSYV Z7z7Z DJU JF FD HQJ LOQOWHUQDWLRQDO WUDGH PDUNHW LQWHOOLJHQFH UHSRU

AgriMarketing Programhttps:/ /www.agr.gc.ca eng/ agricultural-programs-and-services/agri-marketing-program-national-
industry-association-component/step-2-who-is-eligible/?id=1515092363135

Investment Agriculture Foundation of BCiiips://iafbc.ca /wp-content/uploads/2020/10/BCASMDP-Program-Guide-2021-2022-
Final.pdf

$$)&jV & D QDOAIR@/DWYLY ZzZ7Z DJU JF FD HOJ LOWHUODWILRODO WUDGH WUDGH VKRZ VHU
LG

$$)&jV $IJULSVVVXUDQFHWWOESURIJAUDPIU JE FD HOJ DIJULEXOWXUDO SURJUDPV DQG VHL
DQG PHGLXP VLIHG HOWHUSULVH FRPSRQHQW "LG
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