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There’s a ton of talk
out there about wine

e Arevyou listening?

e Areyou relevant to that conversation?
e Are you participating? Should you?

e Where do I/we start?

<
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Who We/Nielsen Are...



http://www.progressivegrocer.com/progressivegrocer/index.jsp�
http://www.csnews.com/csn/index.jsp�
http://www.adweek.com/aw/index.jsp�
http://www.brandweek.com/bw/index.jsp�
http://www.gourmetretailer.com/gourmetretailer/index.jsp�

Thought-Starters



Did you know...

1. Lots and lots of wine discussion on Cruise websites

2. Wine often mentioned in desperation (and not whining)

3. Pairing wine with online recipes is popular

4. Specific bottles of wine are rarely mentioned

5. Wine discussion takes place most often on Boards and Twitter
6. Red trumps white in conversation

7. Among Imports, French Wines are mentioned most online

Y
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8. Surprisingly few wineries have transitioned to Web 2.0



Thought-Starter #2: What’s the

conversational flow of dueling influencers

Baottle
Red wine
Tasted
Flavars
Palate o
Wine tasting Acidity
Tasting ¢ Riesling
vintage Aromas
@ Bordeaux Wine ® shiraz
Velvety L peaigior award ¢ Caberngt
~ Robert Parker @ wine Spectald ﬂagsizine " Merlat
i Wine Spectator Sauvignan
, .Sucklmg A e < Chardannay
Lingering | Wine Spectator rated @ Pinot noir
Lush @ Publications
Grape
0 Zinfandel
® Wwine Region
Vineyards
Winery
winemaker @ Napa
. . # Sonoma
Winemaking Cellars
Wineries

Wine S

LEARN MORE;-DRINK BETTER

Period Reviewed: March 1,
2009 — May 31, 2009

Source: All messages
containing mention of Wine
Spectator

Wine Spectator

Locations
Other Publishers
Wine Terms

Wine Varietals
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Gary V moves beyond the Traditional Wine
E nt h u S I a St Period Reviewed: March 1, 2009 — May 31,

4o Good
A Lave 2009
®cEpert
At Source: All messages containing mention of
en
Gary Varynerchuk
® Raise
@ Fassion
A C‘hawq:rjunnay @ other
ine
@ Technora 4 Palate v ® social Media
4 Taste
NGaing A THS’EIJ:QW,_t Bottle I conference
BN ineries
..TuBrrl%I;r ftrer _ Gt A Wine

Followers W Tweey [ Sxsw e AWINES\ L ine tasting.

Facebook deo D'DQQ'”%V A Wine ne tasting & cellars

& iashable @ Sojal meglanerll:rﬁ I_Erary TV

Lmk% @ Vedia o ool ha) D%nd 4. Wine business Gary's Website
Branding . Chri Drggan. Bigomaha # Wine world

Speaker

@ Social media success
marketing Obsessed TV
Handley
I Omaha canference

® Snclaﬁned' z

I Sessions
@ Entrepreneurs

= Speakexi Conferences

Gary Vaynerchuk has emerged well beyond with

Wine World! He’s a “Conversational Groover”




@ Blog ® BIogaing N

L Twltte:r \ |
F?Hrnwgr: Ir. Tweet [ Sxsw \ A Wines
:Facehuuk ﬂ?ﬁﬂmblﬂpa m%v A Wine =
| I ra
& Mashable Vea rh Il.iﬁ ry

Mema ‘ Pers anal I:|ra m:l A Wine business

Lln Ea
Branding anrisbruganl Bigomaha A Wine world
acial I'I'IEdla EL.II:-EEEE

Godin
. Sﬂclaﬂn ia mar}mi]ng §Dh5&55ﬁi
ﬁ“. . @ Handiey
M Omaha cc &

Ewitter YuTh
Mashable

The Social Media Guide

ch riSBROGA&
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The “Side by Side” Dem

Two approaches to influencing the conversation

gary vayenere.chuk

Home Work with Gary | About Gary

Gary’s Videos
Follow me

Tumblr

Twitter

Dont listen to anyone, listen
to everyone
Posted July 16th, 2009

Subscribe now

Email Subscribe

i g| S (i
l'li RSS Wine Library TV: Arizona

Wine Show — Episode #705
Posted July 15th, 2009

Facebook fan pages

g+v Gary Vaynerchu

[®] wine Library TV

Wine Spectator

LEARN MORE, DRINK BETTER

Wine Ratings | Editors” Picks | Articles | Collecting | Blogs

JIEEEEEP

Re:
Wi

Wirng
affe

What We're Drinking Now

July 16:

Harvey Steliman: A Generous Red

Wing Spectator's senior editors share
their most interesting wines, Mew for

WITS



Today’s Landscape

e Consumer In Control...but Not Total Control

e Blog & Web 2.0 Publishing Bringing New Agility

e \Video & Mobile Have Arrived — On Demand Everything
e Search Rewriting Rules & Redefining Brand “Equity”

e Growing Co-Dependency of Offline and Online Content
e Personal Branding Blends with Corporate Branding

e Service Becoming the New Marketing
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What’s Motivating or Inspiring It?

e Emotional need/desire to be heard

“sur

e Desire to connect with one another
e Need to create and make change

TresBebes.com
Welcome Sophia

e Evangelize for the things and people we love

e Quest for authenticity

e Ease of Use / Low Barriers to Entry

e Better, Faster, Cheaper CUClna AR siars our < ’ et ataac

Waich. Create. Eat™ y/"‘ Home

e Power and Leverage

On The War On Madmen

|
- B

-" F-

Jifcame to Chcina.ctm
=~ Erikn Brown < !
. " I
. i

0 ucina.com Introduction o

— Recent Searches | Lafest Recpas |
LB~ o Ll chicken

pasta
zalad chicken

sweet corn

11 July 16_17’ 20 chocolate chip



http://www.youtube.com/watch?v=zwLhcFwvoeE&eurl=http://notetaker.typepad.com/william_j_blackshaw/2007/10/dad-memories.html�
http://www.youtube.com/watch?v=zwLhcFwvoeE&eurl=http://notetaker.typepad.com/william_j_blackshaw/2007/10/dad-memories.html�
http://www.cucina.com/recipe.php?rid=246�

In this context, credibility is everything

Six Drivers of Brand Credibility

Trust

Authenticity

Transparency

Confidence
Consistency
Integrity
Authority

As Advertised
Real & Sincere
Real People
Informal

Let the Sun Shine In
Easy to Learn
Easy to Discover
No Secrets

Affirmation

Playback
Reinforcement
Search Results
Accountability

Listening

Empathy
Welcome Mat
Humility (we can learn)
Absorbing Feedback

Responsiveness

Follow-Up
Invitational Marketing
Solidifying the Solution
Dignifying Feedback

12
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Affirmation in Action!

Branded "Event”

Satisfaction Dissatisfaction | | Ad Stimulus

Seekers

Consumers, Media, Analysts, Regulators, Lawyers, Competitors

Boards & Review & | | MicroSites | Social
Forums Ratings Forems | Networks
L.'
i N
Search Forum, Board Waiercooler
Engines Pre-Shopping Curiousity

What if half the store shelf
said, “Don’t Touch This?”




Seekers verse Speakers

The Seekers The Speakers

Blog Avg Monthly Amount of Post

Unique  Number of
Posts Comments

Searchers  Searches Dirty South Wine

p L0V 1,350,153 3,542,044 Domaine547

2009: Wine 1,769,397 4,841,058 ,f‘ Dr. Vino
Fermentation

Food and Wine

Good Grape
p L RV IV 299,768 710,402 Good Wine Under 20
AVl 422,870 1,268,416 A PinotBlogger
Vinography

Wine Whore Blog

How do you get more
seekers to engage with

the speakers?

July 16-17, 2009 Napa Valley Marriott




Community and Collaboration

Displaying 1 - 10 auk of over 500 group resulks For) wine

Group:
Size;
Tvpe:
Mew:

Group:
Size:
Tvpe:
Memw:

Group:

. Type
P [=

Size:
Tvpe:

aroup:

A Glass of Wine Solves Everything
159,605 members

Common Inkerest - Food & Drink,

469 Mare Members, 6 Board Topics, 28 Wall Posts

I love wine!
64,663 members

Coarmnrnon Inkerest - Wine

197 Maore Members, 4 Board Topics, 24 Wall Posts

OMG I so need a glass of wine or I'm
gonna sell my kids

70,952 members

Jusk For Fun - Tokally Randonm

&z Maore Members, 1 Board Topic, & Wall Posts

Wine 2.0
2,025 members
Carmmon Inkterest - Wine

July 16-17, 2009 Napa Valley M

Members are engaged
and active! How can
bloggers, companies and
brand leverage these
online members?

arriott
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Deeper Dive on Wine Buzz



Twitter and Wine make a Connection

Twitter buzz for

1.20% Wine spikes in
May 2009 and
1.00% stays stable
through June.
% 0.80%
= The more
(=] ‘
5 0.60% sense a’nd
S respond
. platforms gain
S 0.40% - :
32 | traction.
0.20% & — T ——
0.00%
O O O O O O O O O O DO DO OO HL D
S S qﬁa RN a@ NN @ %“rﬁ“ S S sS oS

v

W)
LN
‘\.hh&h,{b

N
o 0 0P o 0 O v '\' v
R ,gﬂb ,:59 q> b{: @&ﬂﬁp O «}"‘g‘f“‘c, &

—Blogs - Twitter YouTube -——Boards
March — June 2009
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How does this Compare to Beer?

1.20%
o __.J A\—x_/—/v
0.80% ¢
0.60% —
0.40%
| — g — — I
0.20% -
0.00% e
O O O O OO O OO OO PP PO O OO O &L O OGO O
o f§§’ S cﬁ“ NI @a N :ﬁ“ NS mn S S S
AT 0 8 o S T P T T
) NN L B N & &
——Blogs -——Boards ——Twitter YouTube

18

March — June 2009
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Twitter buzz
for Beer picks
up as summer
starts which is
significantly
behind wine.

WITS




Wine Conversation Has Higher Twitter Blend

Share of Voice for Wine Share of Voice for Beer

YouTube

— March — June 2009
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“Those French!”...top the buzz charts

Top Imports: Sales Share vs Buzz Share (Latest 12 Months)

40%

35%

30%

25%

20%

15% -

10% -

5% - _ I
0% - - | .

Australia
Chile
Spain

Germany

Argentina
New Zealand
South Africa

Nielsen Scan Lat 52 weeks m Share of Buzz = Share of § Sales (top 10)

Dollars - thru 05-02-09 for Total U.S. Food/Drug/Liquor Plus
Nielsen Online dataset includes 100+ million blogs, 9+ thousand
forums and 60+ thousand Usenet groups

20 July 16-17, 2009 Napa Valley Marriott
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Buzz volume is one thing, what about favorability?

Automated Sentiment Analysis by Country (May 2008-2009)

Chile

Argentina
New Zealand
S. Africa
Germany
Australia
France

= Positive mNegative =» Neutral

21 July 16-17, 2009 Napa Valley Marriott



What’s Hot in Sales is Also Hot in Online Buzz

Dollar % Chile — Argentina - New Zealand —
Change Cab Sauv Malbec Sauv Blanc
Sales Value %
Change
Buzz %
Change

Posit Posit

ive, ive, Posit

25% 23%, ive
Buzz Nega l:izgea 30%
Se ntl me nt Neutr tlz\:’/? Neutr 2%. Nz:.ltr N_ega

) ) ks
*Source:

Nielsen Total U.S. Food/Drug/Liquor Plus; thru 05-02-09

22
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*Source:
Nielsen BuzzMetrics (May 09 vs May 08)



And back to those influencers!

Google Blog
Search Wikipedia  Twitter References
Results Links In Followers since 3/18

r

Gary 450,000 590,000
Vaynerchuk
LS 2,000,000 600
Spectator

Robert Parker 100,000

Food & Wine

. 43,000,000
Magazine

WineSpectator ~ [FOOD&WINE

LEARN MORE, DRINK BETTER ton served dal
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http://www.foodandwine.com/�

What is going on with the Wine Bloggers?

Below is a collection of leading voices in the blogosphere based on a blend of blog posts,
comments and link love developed through ongoing monitoring of wine blogs, tracked by Nielsen
Buzzmetrics. In addition to site engagement, Twitter followers, ratings and other metrics were
included in the calibration to provide a comprehensive sphere of authority and influence.

Blog Google Search Twitter Blog References Amount of Post Wikipedia
Results Followers since 3/18 Comments Links In

Dirty South Wine [ NA
Domaine547 | NA
Dr. Vino i 0

Fermentation [ 0

Food and Wine | NA
Good Grape | NA
Good Wine Under 20 | NA
Pinot Blogger I NA
\inography i 0

Wine Whore Blog 0 NA

dirty south wine} ® domaine547)Dv. Vino
£ Tasting Room AT g o
@ = VINOGRAFE-H Y IR %ﬂ%z%w PINOTBLOGGER|
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A recent word-of-mouth Twitter experiment

Twitter Author  Response # Followers
AnnKingman La Crema Pinot Noir 2827
ShaRayRay Schlumberger, Bella Vineyards, Thomas George Estate @StSupery Ridge 1659
adamkmiec Jackson Triges 1499
Sotilil S brunoff: @phlackshaw Famous Gate fram Domaine Carneros. #winebuzz
dfrankland C?EtE"Dd about 21 hours ago from TwiterSadget - Reply - Yiew Tweet

Bryan)JRadtke King Estat

PeteHealy Little Pen,

Eh"“:mam"lbb sl dberney: @phlackshaw - Rochioll 2004 Russian River Pinat Noir #winebuzz
t i B D . .

::' E_p aniewe onny Do about 21 hours ago from Seesmic - Reply - Wiew Tweet

janineswenson Gary Farre

jimfields3 Recomme

":f'l‘::::?' E‘"“ELW"" BobbyAmald: 2 buck chuck! Zwinebuzz

chuc asa Lapa _ _

BobbyArnold > buck cht about 21 hours ago from TwitterFox - Beply - Wiew Tweet

dberney Rochiolli :

bruno68 Famous G chucksgd: icpblackshaw Casa Lapastolle shiraz. zwinebuzz

dbrandt5s Cakebreat bout 91 h ; b Reply - View Twast

HP Scott buckhorn abou ours ago from we eply - Wiew Twee

slarcker love Ridge

brianjohnriggs he Big HE_[ dbrandtss: @pblackshaw #winebuzz Cakebread Cabernet

suemach Burnet Ric

about 21 hours ago from TweetDeck - Heply - Wiew Tweet

vukoko Camellia ¢




A Flight of Suggestions



Start Listening ...and do it well

Listening as Research / Market Knowledge

Insight Driver Efficiency Catalyst Vitamin Boost

More penetrating and revealing|Listening as substitute for other| Enhancing current research

deeper insights into the activities and process Better, | methods: “focusing the focus
consumer. More honest and faster, cheaper. Is consumer group” Asking the right
candid! affairs research? qguestions?

Listening as Brand Building & Protection

Advocacy Builder Insurance Underwriter Engagement Meter

Deepening loyalty and advocacy Preventing or reducing risk  |Responding flexibly to signals to

b i ossibility of brand hittin exploit timing, drive
through empathetic listening, P y . 8 P 8
mountain. What'’s viral? momentum, broker ’
welcome mats & feedback . . . .
Forecasting outcomes. relationships. Optimize.

27 July 16-17, 2009 Napa Valley Marriott W | T S



Expand Your Spectrum of Engagement

Consumer/ Cust
Patient ustomer Forum /
Relations Outreach Communities

BrandSite.com Proactive COMMmMuUnNIties)

*E-mail / Phone eTwitter SCUSTOMETS:
*Web eSocial Media HEIPING;

*Office of Exec eFacebook CUStOMers

$! 3

All Paid Media In-Store Media Trade Promotions

Corporate
Blog

Brand blog
eSpeaking

directly to
customers

{

July 16-17, 2009 Napa Valley Marriott

Blogging on
other sites

34 Party
sConsumerist

sYou lTube

WITS




Warm Up the Welcome Mat

b

“ ‘ E&J Gallo Winery

N

JARVIS

WINE CLUB &
INNER CIRCLE

HARVEST TOU|

‘ontact Form: Flease fill in yaur information below. Fields marked with an asterisk %)

Contact Us

Thank vou so much for visiting our E. & J. Gallo Winery Website, |
wines, or wish to repart any problem with this Website, we'd appre
our promize to respond to your inguiry as soon as we can, in most
assistance, please call 1-877-657-9463 in the U.5, or 00-800-4254¢

' Recipient:

' First Name:

' Last Name:

' Email Address:

Street Address:

- zelact one - b

| Select a contact =]

Select a contact

General Comments
Carriage House Rental

Tastings on the Lawn

sage to:
T|t|E F Mr_ r Ms_ rh Mrs_ Cit'p':
First Name:* | State: =l
Last Mame:* | Postal Code: | Tasting Room
Enter E-Mail Address:* | Country: | Unitsd States =l ine Club
- Phone:

Age Range: I[ Select One | 'I |
Phone Mumber: I Fhone I
(Include Area Code)
Address: | Address |
City: | City |
State: I

State & Zip | Select a State =l
Zip Code:™ I Code
Country: |United States of America .

Question ar
Brand* |- Chnnse a aradiet —- - Comrment




Rethink the Wine Purchase Funnel?

Where do you play?

Tools and Key Stages in the Patient Purchase Funnel

capabilities for
potential Education/ WAVEIGEIIIN T e []5 Trial / K211  Advocacy

application Curiosity Purchase
Website Med Low Med High High High
Search High Med High High Med Med
Digital Media High High High Med Low Low
Trial/Sampling Low Low High High Med High
eCommerce Med Low Med High High High
CRM/Feedback High Low High High High High
Social Media High Low Med Med Med High

Seeking Speaking

30 July 16-17, 2009 Napa Valley Marriott W | T S




Brand Advocacy Drives Incremental Media

= In the era of consumer expression, advocacy can drive incremental CGM.

Loyalty

Frofitfrom :
increased rEETTTTT

purchases

Years of Profitfrom reduced I__
aperating costs
customeriie e T
Profitfrom price I_
T
Profit from referrals |__
. . cascoon (R ———

premium I— Twitter Raves or Ranis _l
Water Cooler Talk ——
. Acquisition The Value Profit Chain (Heskett/Sasser 1/03) I_—

& WITS




Upgrade Participation, Downsize Promotion

Featured Napa Yalley Wine
Tasting f Wineries

Calistoga

St. Helena
Deer Park, St Helena

Dakville fRutherford
akville, Rutherford

Yountville

Napa

Outlying Areas

Arnerican Canyon, Angwin, Lake
Barryessa, Pope Walley

Mapa Yalley Wine Clubs
Alphabetical Listings

A complete listing of wine tasting
and wineries in Mapa Valley

Ad

onal Resources

Mapa Valley Interactive Map

Frintahle Winery Map

Mapa Valley Wine Tasting / Wineries

MNapa Walley Daily Limo Tours!

Only $£99,00 per person, Beau Wine Taours now
offers the ultirmate daily wine tour in the Napa
Walley, Make new friends as you tour and taste
at 4-5 wineries, sip on charmpagne, and enjoy
a delicious gourmet picnic lunch at a scenic
winery location, Discover the best kept secrets
of Mapa valley in the cormfort of 2 luxury
limousine!

Merryvale Vinevards - Experience Napa
walley

Wisit us in our elegant wine country tasting
room located in picturesque St Helena in the
heart of Napa Valley, Open daily frorm 10arm to
&£:30pm, we offer a variety of tasting menus
and the opportunity to try unique limited
production wines., Taste our award-winning
wines, produced at our Napa Green Certified
environmentally friendly winery!

Bike, Hike and Kavak in Mapa Wine
Country

=] rornandad in tha hlowm

ele Tirn Traual

BEAU

WINE TOURS
& Hmml}.‘im‘_ Service 3

800 - 626 - LIMO
www.pureluxury.com

ick here for details

Recession-BLUES BUSTER
A great Napa Valley weekend at a guilt-free price.




Driving “Favorable” Media — Key Inputs

e Need to focus more attention on “Earned” Media

Traditional . . _ Indirect or
Media Media Mix Modeling 2.0 CGM

(Paid) (Where to Spend, Resource) (Earned)

sDisplay Ads
Online Paid e =1
Placements GIGEELIEE N SMH

cors -
=m N G
High Reach Med «CorCrestion e Ad Contest]

ar Driven —Brnd Wnitisked Socel Medis

Med Trust High

. . sSponsored communitiss TED Cost Med o §

I:Enlmr: F=!||:I sTarg=ted Sites, Blags, Forums _ E"E,E-.HEFH:E .

L o sior Online Content Sites High contral Med riven

Med-Hizh  Meazurabls High

T i

i ; Spok

Offline Media [l Lowe Latency High puljlii?:nrsm )

nall S Low Authenticity  High

33




Additional Resources For All Parties: Nielsen Wire

My Recent Book (Doubleday)
www.tell3000.com

Satisfied
Customers
Tell Three
Friends,

Angry
Customers
Tell 3,000

Running a Business in Today's
Consumer-Driven World

Pete.blackshaw@nielsen.com
www.twitter.com/pblackshaw
ConsumerGeneratedMedia.com

niclsen wire

|Hu|!linul|:5_

m Nielsen In The News °

nnnnnnnnnnnnn

For Nielsen Clients: SMART
Social Media & Advocacy Roundtable

I] 16186]@ Social Med|a and Advocgyl\l'\{!:{}ncﬁt];

oooooooo

SMART Invite MyPage Videos Menthly Call Network Bleg Chat

Al Videos My Videas My Favarites + Add Videos

Featured Videos
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Questions may be directed to:

Pete Blackshaw

EVP, Digital Strategic Services
Pete.Blackshaw@nielsen.com
859-905-4932
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