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Wine 5.0: the consumption revolution -

Lifestyles, consumption choices and new opportunities

‘ The Report on Argentina
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Current context
for argentine
viticulture

A.MU.VA.
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Demand for quality and traceability s
Consumer and environmental protection

Global supply: increasingly diversified and competitive

Adverse climatic factors: early and late frosts, hail, drought
Climate change: rising temperatures, prolonged droughts
Search for new terroirs

Prolonged periods of water scarcity. Efficiency in its use: drip
irrigation, waterproofing of water distribution channels net
Strong growth in wine tourism and gastronomy

Innovation
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Northwest Region: Latitude
2292 3 2992 South

The viticulture
in Argentina

Central-West Region Latitude
29,52 a 362 South

South Region

Latitude 37° a 46° South
Regidn Atlantica

Latitud 38° a 46°Sur

It is an oasis viticulture
The traditionally vineyard area is located
to the west, at the foot of the Andes.

Climate change and the search for new terroir
extended viticulture to new regions , including
the Atlantic coast




Number of vineyards (2023) 23,027

g g i | Total area of vineyards (2023). 92.1% to wine 204,847 ha
f’ 0 R i ‘ +, /1 and grape juice. 55.5% red grapes
. { ' Grape harvest (2024) total 19,189,740 quintals

Organic grape harvest (2024) . 748,143 quintals
3.9% of total harvest ’

. ep® Wine production (2024) 52% red wine; 21.8%
Argentlne VItICUIture ) ‘| white wine and 2.5% rose wine
main figures 1 Must production (2024) 3,381,653 h
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Argentine
viticulture:
Position in the world
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Vineyards surface

Ranking
Position

Wine production (excluding juice & musts)

8th

Wine consumption

8th

Wine exports (excluding musts)Vol / Value

Source: International Organization of Vine and Wine (OIV)
State of the Vitiviniculture World Market - April 2024
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Domestic market AMU.VA.

new context for wine

® Argentina's new economy: zero deficit, drastic inflation
reduction, major adjustment, falling consumer purchasing
power

e The current year 2024 is very difficult and quite recessive in
Argentina, not so much for viticulture.

The wine-growing industry faces:

e Changesin Argentine society,

e Changes in the rules of the market. These changes are rapid
and accelerated,

e Consumers are making omni-channel purchases,

e Households are diversifying their consumption of alcoholic
beverages beyond wine and beer.
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Some data on

consumption - 2024

Ventas Consumo Masivo Enero / Septiembre 2024

En volumen- Supermercados y Autoservicios - Total Pais - Ene/ Sep 24 vs Ene/ Sep 23-

Bebidas sin Bebidas con

Congelados Alimentos Desayuno Limpieza Cosmética Alcohol Golosinas Alcohol
7% .7'50/ | |

-11%
tal Er s -12%
-14,5%
- 0,
155% 6%
-18,5%

DE ARGENTINA

Ventas Consumo Masivo Septiembre 2024
En volumen- Supermercados y Autoservicios — Total Pais - Sept 24 vs Sept 23
Bebidas con Bebidas sin
Limpieza Congelados Alimentos Desayuno Cosmética Alcohol Alcohol Golosinas
- 9 |
6% 7% | ‘
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e 20% 21%
D49
) 24% 25%
Fuente: Scentia -27%
-32,5%

Guillermo Oliveto: Bussiness, Consumption and Social Humor Consultant
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Wine Exports and
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* Changes in Argentine society and market rules are taking place at an
accelerated pace, so the value propositions offered by brands and
industries or categories -such as wine- must also adapt to this rhythm.

Times of seduction

* “If before consumers went to buy, now you have to go out and sell to
them; if before it was the 'winner' who had the stock, now you have to
seduce the consumer”.

* “Questioning and interpreting demand is fundamental”

* Stressing that the economic crisis has affected consumers by making them
more cautious than ever: they shop where they find the best opportunity,
trying to optimise a limited purchasing power as much as possible.

* “The new scenario, with more controlled inflation, requires brands to
rethink, reset and recalibrate their value proposition in order to reach both
the mind and the heart of the consumer.”

Guillermo Oliveto: Bussiness, Consumption and Social Humor Consultant O —
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The new consumers * The new consumer is not just looking for a product to be AMUVA

The youth segment cheap, but wants to balance price and performance in an =
assertive way.

* Inthis new context, where young people have hacked politics
and shopping, "brands need to focus on communication and
seduction".

* The generation gap is becoming more pronounced: wine has
entered the world of adults. The young centennials, and a good
part of the millennials, consume beer, gin-tonic, the ready-to-
drink beverages or wine mixed with fizzy drinks and wine only
occasionally.

« New communication code for the young public: freedom,
freshness, lots of colour that makes they want to drink. Call to
action. Diversity: a varied offer of different types of wine.

Guillermo Oliveto: Bussiness, Consumption and Social Humor Consultant 10
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New opportunities
for the wine industry

Some of the opportunities that are opening up for an Argentine
wine industry, which has enormous growth potential, are:

«  Promotions, |

« Second brands,

* Production for third parties or distributors

 The use of innovative packaging and,

« Marketing strategies that focus on well-being and pleasurable
experiences.

* New strategies to create more drinking moments for the
domestic market, and to do this, consumers need different options
that go beyond the typical and well-positioned Malbec.

Source: The Future of Argentine Wine. Mendoza. 2024 11




Innovation and
youth segment
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It is very important to jump on the bandwagon of innovation and
the need to create and maintain disruptive strategies that consider
the creation of new moments of consumption and attention to the
youth segment.

While Malbec will continue to be the key to conquering new
markets, analysts also suggest betting on:

Fresh, fruity and young wines, rosés, whites, oranges.
Wines with low or no alcohol.

Aperitifs as vermouth and cocktails on the basis of still or sparkling
wines.

Customised packaging, especially cans, that offer instant
gratification, variety and individuality, values of today's
consumption.

Innovation and constant consumer research will be key to the
sector's growth.

Source: El Futuro del Vino Argentino — COVIAR — Mendoza 2024 12
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The importance of i ates
terroir

DE ARGENTINA

* There is a clear preference throughout the
world for wines to be identified not only by their
grape variety, but also by their place of origin:
the terroir.

« This characterisation and evaluation by the
consumer based on origin is not yet fully
exploited by local producers and is one of the
keys that could contribute to the development
of the industry.
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The role of Women AMUVA,

DE ARGENTINA

1 1 * Today, women play a wide range of roles in the wine sector. Many of them
INn wWine ) . : :
are leading the transformation of the wine business.

* Itis common to talk about glass ceilings or glass walls in different activities,
but the world of winemaking has always been more fluid and permeable to
the development, growth and advancement of women.

* Today, the role of women is at the centre of attention, decision-making and
debate because of their crucial importance as key actors in the cultural,
economic, environmental and social changes needed for sustainable
development, according to UN Women's guidelines.

* Tourism is one of the sectors that employs the most women and is
therefore key to achieving gender sustainability. The hospitality sector is
also quite inclusive, with a high level of female participation, which already
exceeds 78% in wine tourism in Argentina.

* However, there is still a long way to go and positions to be consolidated.

Source: Cristina Pandolfi - La vitivinicultura en Clave de Mujer. The Beauty of Wine N°2 — Quebec- Canadal4
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Wine tourism and
Gastronomy

NVENCDZA
SOMOS CAPITAL
IBEROAMERICANA
DE LA GASTRONOMIA
YELVINO

* Since 2005, Mendoza has been part of the %)
Great Wine Capitals Network. Its wineries compete
every year in the Best Of Wine Tourism’ Awards. AMUVA
* Mendoza is named “lbero-American Capital of Gastronomic
Harmony. Wine Protagonist” in 2023 by the Ibero-American
Academy of Gastronomy.

* Since 2003 Mendoza has been a Michelin Guide destination.
This year 2024; Argentina Official Destination Partner are:
Buenos Aires and Mendoza.

6
MICHELIN @ Argentina
2024

&3
BUENOS AIRES DESTINATION PARTNER
& MENDOZA

15



Wine tourism and e
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Gastronomy:

Some figures e

BODEGAS ABIERTAS AL TURISMO EN EL TERRITORIO
5

Zona
Metropolitana

Cran Este

50
Valle de Uco

2024

230

BODECAS TURISTICAS

2018

146

BODECAS TURISTICAS

Source: Observatorio Econémico del Turismo del Vino. 2024. Gobierno de Mendoza. Coviar
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2024

1.570.815

VISITANTES

2018

1.148.694

VISITANTES

-
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Our association:
94 members
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ASOCIACION MUJERES
DE ARGENTINA

Board of Management 2023 - 2024

Steering Committee
Presidente: Cristina Pandolfi
Vicepresidente: Alejandra Gil Posleman
Secretaria: Fatima Villagra
Tesorera: Nancy Lépez
Vocal Titular: Claudia Yanzon
Vocal Suplente: Vanina Manini

Audit Committee

Titular: Carla Lladé
Suplente: Carina Egea

17



Quality and Diversity

Key points for Argentina’s wine and tourism (’f

offer AMU.VA.

AR LA LT RS DL Wil
- Of ARSLRTING

Cristina Pandolfi

President of A.MU.V.A.
amuvaargentina@gmail.com
Thanks to Claudia Yanzon for her contribution to this presentation. 18
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