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To look forward, start by looking back
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More than ever-today’s consumer drinks across categories
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Tremendous 20+ year growth for wine
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Is 2023 the turning point for growth in # of wineries?
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# U.S. Wineries

Net brewery openings slowing
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Craft Spirits distillery growth softening
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All 3 categories still in decline, but some improvement in April
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Significant increase in Wholesaler inventory since late 2021
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Inflation Stabilizing But High Prices and Interest Rates Impactful

United States Fed Funds Rate
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Average retail price continued to rise for DtC in 2023
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Approximately 50-million adults drive the wine industry

Abstainer 68M
Core Wine Drinker 50M

(once a week or more often)

Infrequent 25M
(drink any alcohol less
than every 2-3 months )

Marginal Wine Drinker 35M

(less often than once a week,

but more than once every 2-3
months)

Non-Adopter 72M

MARKET alcohol only)

!' WINE (drink beer, spirits or other

COUNCIL

O,

AZUR



Wine consumption profile by age
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Key Takeaways

= Wine Category Volume is Unlikely to Grow in the Medium Term
= Below $8.00 segment remains large and will not grow
= This too shall pass...when is the question?
= Napa remains special and will continue to command premium pricing

= Category attributes line up well with consumer values
= Experiential lifestyle orientation
= Wine is a Natural product!
= Wine is the beverage of moderation
= Are we effectively communicating these attributes?

* Next 3-5 Years Are Not For The Faint of Heart
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