
	

	 	

	



	

	 	

	 Written by Armand Gilinsky & Raymond H.Lopez 

The [ yellow tail ]® Phenomenon	

“We are very proud of our portfolio of wine brands, but we must admit that the [ yellow tail 

]® story has redefined and refocused our firm over the last decade. While the current 

economic environment creates uncertainty for most businesses, we are confident of our ability 

to navigate uncharted waters and continue to compete in global markets.” 	

These were the words of Bill Deutsch, founder and chairman of W.J. Deutsch & Sons, U.S. 

importer of the [ yellow tail ]® brand of wines from Australia. It was early February of 2009 

and Mr. Deutsch opened a strategy session with his management team. They had to update 

final 2008 revenue and cost data and set up marketing and promotion plans for the next two 

years. Expectations for the success of [ yellow tail ]® wines would play a critical role in the 

performance of the Deutsch firm, now managed by Bill’s son Peter, the CEO.	

After more than a quarter century of American wine consumers “trading up” to higher priced, higher 

quality premium wine brands, the economic uncertainties of 2008 and early 2009 have seen a 

profound change in consumer tastes and preferences. In many industries, including alcoholic 

beverages, a “trading down” phenomenon had taken hold. For company managers, creating strategies 

to meet these new challenges has been difficult with more than a few firms disappearing from their 

markets.	

“I’ve recently spoken with John Casella, CEO of Casella Wines, producer of [ yellow tail ]® wines in 

New South Wales, Australia, and he has shared some of his ideas for marketing in other global wine 

markets. We can use some of his strategies in our U.S. and Caribbean markets.” 

Casella Wines – The Early years 

Filippo and Maria Casella, who immigrated to Australia in the late 1950s, founded Casella Wines. 

They settled in Yeuda, in the Riverina region of New South Wales and purchased a farm to produce 

grapes, which they sold to local wineries. Coming from Italy, they brought hopes, dreams and grape 

growing and winemaking knowledge through three generations of Italian heritage. 1	



	

	 	

	

In 1969, Filippo decided it was time for a new generation to put their winemaking skills to use, 

and his winery was born. In those early years, Casella family wine was much more than a beverage 

you drank with dinner – it was something you shared with family and friends. Filippo was 

passionate about his wine and enjoyed sharing it. He knew how much hard work, cooperation and 

skill went into making a great wine and he instilled this knowledge into each of his children. This 

approach to winemaking has stayed true since the first wine was produced.	

Casella was still very much a family business, with second and third generations of Filippo and 

Maria continuing to contribute to the firm’s extraordinary success story. From humble beginnings, 

Casella family wines had become Australia’s greatest wine exporter. Day-to-day operations of the 

winery were run by three Casella sons – John, Managing Director and Winemaker; Joe, Australia 

Sales Director and Marcello, Director and Vineyard Operations Director.	

Casella Wines became the largest exporter of Australian wines in the mid-2000s with its highly 

successful [ yellow tail ]® brand. This brand was created with a simple philosophy in mind – make 

a great wine that everybody can enjoy. The family believed that [ yellow tail ]® was and still is 

everything a great wine should be – “fresh, approachable and flavorsome, with a personality of its 

own!”	

In the early years of [ yellow tail ]® production, Casella wines concentrated primarily on the export 

market. It achieved success in Europe, Asia, the U.K., Canada, but especially in the U.S. In 

September of 2003, Casella launched [ yellow tail ]® into the domestic Australian market, 

achieving remarkable success on its “home turf”. 

Wine Production	

The wine production process is capital intensive. Vines planted in a given year will not become 

productive on a sustainable basis for at least four years, with optimum output reached in the 

seventh year. Land upon which grapes are grown can be obtained and used in one of three ways. It 

may be owned and managed by the wine producer.	
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Alternatively, the producer may contract with landowners to purchase their grapes annually. 

Finally, the landowner may allow the producing firm to plant and manage the growth of the vines, 

harvesting the grapes with their own personnel and simply paying the landowner for these 

privileges.	

As an agricultural process, grape growing is subject to a variety of risks. Varying weather 

conditions can have significant effects on grape yields per acre in any given year. Vines are also 

susceptible to pests that could adversely affect any given crop. With only one crop per year, a 

combination of factors could have a significant adverse effect on grape supply and, consequently, 

the volume of wine produced and available for sale.	

Harvesting equipment, along with crushers and fermenting tanks are expensive, yet are used only 

one to two months per year. They do not have any other use and, therefore, are idle for up to ten 

months annually.	

After fermentation, wine is pumped into barrels for aging. These barrels cost $600 to $700 each and 

can be used effectively for no more than five years, with almost no residual value. While white 

wines may remain in these barrels for up to a year before bottling, higher quality red wines may 

stay in the barrels for two years or more. Generally, the quality of the final red wine increases with 

its time in the barrel. Also, barrels must be “topped” every one to two weeks, since some wine is 

lost through the pores of the wood. Over a two-year period, approximately 5 percent of wine 

volume is “lost” through this “breathing” process.	

In the United States marketplace, the table wine category makes up over 80 percent of the total 

wine industry. Grapes used for table wine production are of varying quality. Varietals are delicate, 

thin-skinned grapes whose vines usually take at least four years to begin bearing fruit. As defined 

by the U.S. Bureau of Alcohol, Tobacco and Firearms truth-in-labeling standards, one variety - the 

name of a single grape – may be used if not less than 75 percent of the wine was derived from 

grapes of that variety, the entire 75 percent of which was grown in the labeled appellation of origin. 	
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Appellation denotes that “at least 75 percent of a wine value was derived from fruit or agricultural 

products and grown in place or region indicated…”. To develop the typical varietal characteristics 

that result in enhanced flavor, taste and finish could take another 2 to 3 years. These additional 

growing periods increase both investment costs and product quality.	

“Table” wines are those with 7 to 14 percent alcohol content by volume and are traditionally 

consumed with food. This is in contrast to other wine products such as sparkling wines 

(champagnes), wine coolers, pop wines and fortified wines, which are typically consumed as stand-

alone beverages. Table wines that retail in the U.S. market at less than $3.00 per 750ml bottle are 

generally considered to be generic or “jug” wines, while those selling for more than $3.00 per 

bottle are considered premium wines.	

Premium wines generally have a vintage date on their labels. This means that the product was 

made with at least 95 percent of grapes harvested, crushed, and fermented in the calendar year 

shown on the label and used grapes from an appellation of origin (i.e. Napa Valley, Sonoma 

Valley, Russian River, Central Cost, etc.). Within the premium table wine category, a number of 

market segments have emerged over the years, based on retail price points. Popular premium wines 

generally fall into the $3.00 to $7.00 per bottle range, while super premium wines retail for $7.00 

to $14.00 per bottle. The ultra-premium category sells for $14.00 to $20.00 per bottle. Any retail 

price above $20.00 per bottle is considered luxury premium.	

Casella Wine Production in Australia	

As the demand for [ yellow tail ]® wines grew rapidly over the last decade, especially in the United 

States, Casella operations in Australia also had to expand. Significant investments were made in 

grape growing acreage as well as processing facilities. Supply arrangements with growers in 

southeastern Australia were expanding quickly and significantly. 

The family knew that the quality of wine starts with the quality of the grapes, so a great deal of 

time and effort was directed towards the vineyards, both owned as well as leased and supported but 

owned by others. In Australia, the production cycle begins in June, after completion of the harvest.	
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Vines are dormant at this time, so pruning and shaping can take place. Through September, these 

activities are critical to properly positioning fruitful buds onto the trellis system to facilitate the 

opportunity for balanced production on each vine. 	

New vineyards are also prepared for planting. Deep ripping of the soil, pre-plant cultivation, and 

installation of the irrigation and trellis systems are accomplished.	

After winter rains end, irrigation and cultivation of the vineyards begin and continue through the 

harvest season. Applications of herbicides, pesticides and fertilizer begin in the spring and continue 

through the harvest. Grafting and planting also generally take place during the months of August 

through October. As vine growth accelerates in late spring, they are trained and tied and excess 

leaves are removed (called suckering) to increase sun exposure to the fruit. In mid-summer, 

softening of the fruit begins and rapid sugar accumulation occurs. Vine canopies are managed to 

optimize sun penetration onto the fruit.	

Leading into the harvest, the maturity and sugar levels of the grapes are carefully monitored. When 

sugar content of the grapes reaches desired levels, the harvest begins. Grapes are picked, either by 

hand or by mechanical means, and transported to the winery, where they are deposited into the 

winery crushers.	

Depending on the type of wine being produced, red or white, final bottling for [ yellow tail ]® 

brands took one of two alternative routes. In the early years, bottling took place at Casella facilities 

in Australia, followed by filling of cases in preparation for shipment to the United States and other 

export markets. With the rapid growth in U.S. demand, the Casella and Deutsch representatives 

decided to ship some of the product in bulk to various markets and arrange for bottling closer to the 

final markets (approximately one third of wine imports to the U.S. arrive in bulk). Costs were 

reduced and the savings passed along to consumers, to enhance the competitiveness of the brand.	

W.J. Deutsch & Sons – The Early Years	

W.J. Deutsch & Sons was founded in 1981 by current chairman Bill Deutsch with the mission to 

market quality wines produced by prestigious families from major wine regions of the world. 	
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The business initially began with two employees importing a few family producers’ wines from 

France to consumers in the U.S. Over the subsequent almost three decades, it had grown to over 170 

employees and a greatly expanded portfolio of brands that were globally renowned and generated 

numerous awards at international tastings and competitions.	

With an accounting degree from New York University, young Bill was hired as an auditor and one 

of his first accounts was Gold Seal Vineyards. Though knowing nothing about the wine business he 

“found it fascinating – both watching wine production and analyzing the costs of the business.”	

In 1961, Charles Fournier, president of Gold Seal, offered Bill a job, “They had ventured into wine 

imports,” said Deutsch. “I jumped at the opportunity.” He eventually convinced Fournier to let him 

try his hand at sales and soon he was selling all of Gold Seal’s brands in New York, including the 

company’s new French négociant line and a California brand, Buena Vista.	

By 1975 it was time to branch out, so Bill went to work for Somerset Spirits, a liquor company that 

was interested in developing a wine operation. This deal paired Deutsch with Alexis Lichine, one of 

America’s foremost wine experts, who had a négociant firm in Bordeaux and a partnership with 

Somerset. “This brilliant, egotistical man – he taught me about wine,” said Deutsch.	

The position at Somerset gave Bill access to major distributors all over the U.S., who were eager to 

carry Somerset’s products. During those years, he traveled to Europe with Lichine to find wines for 

import to the U.S. He stayed at Lichine’s Margaux Château Prieuré-Lichine and learned how the 

Bordeaux wine trade worked. Bill also met promising young winemakers around France, including a 

“young fellow named Georges Duboeuf”. Lichine was buying Duboeuf’s négociant Beaujolais and 

selling it in the U.S. as Lichine Beaujolais. “Meeting the people in Burgundy, getting to know people 

in Bordeaux – Anthony Barton of Léoville Barton, Marc Pertin of Château Carbonnieux – I was 

learning so much, I was, as my father used to say, stealing with my eyes,” said Deutsch. 

In 1980, Somerset was losing its interest and excitement for the wine business. As Deutsch began to 

think about going out on his own, he was fired by Somerset in early 1980. With a year’s severance 

pay he saw the chance to establish his own import business.	
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He set up operations in his house in Chappaqua, N.Y., with a Telex machine in the laundry room, 

financed by his in-laws. The manager of the local Citibank branch let him use their photocopy 

machine when he made his weekly deposits. “It was beautiful to work from home,” said Deutsch, but 

a year later his wife kicked him out of the house; the Telex machine was too loud. 	

With a new office in Westchester, Bill began to expand his import portfolio. On a trip to Beaujolais in 

1982, looking for new wines, he met an old friend, Georges Duboeuf, for lunch. Duboeuf already had 

an importer in the Midwest; Deutsch asked if he could represent him on the East Coast. “As Lichine 

didn’t want to sell any more Beaujolais wines I said yes to Bill and asked him to begin slowly,” said 

Duboeuf.	

At the time, Beaujolais represented a very small segment of the U.S. wine market, while Beaujolais 

Nouveau was just beginning to grow in Europe (in 1970 it represented only 10 percent of the region’s 

wine production). In 1982, Deutsch imported just 55 cases, with sales concentrated in the Northeast 

U.S. Through concentrated and coordinated marketing between Duboeuf’s trips to the States and big 

press events designed by Deutsch, Beaujolais Nouveau grew steadily to reach 60 percent of 

Beaujolais’ entire production by the late 1990s. Georges Duboeuf because the No.1 imported French 

wine brand in America and, in 2007 Deutsch imported 200,000 cases of Duboeuf Nouveau. 	

An enduring theme integrated into the history of U.S. Deutsch has been the strength and importance 

of family to the success of a company. This has definitely contributed to Bill’s business, but also 

applies to those companies from which he imports product. As he has added wine brands to the 

Deutsch import portfolio, he has tried to work with family owned wineries. He believed they offered 

a stability and reliability that cannot be duplicated by corporate wineries. “We’ve worked with 

corporate brands over the years but those relationships have not been as stable,” he’s said. “We’ve 

built some brands only to lose them.”	

Deutsch’s wines were sold to the trade (wholesalers and distributors) with well-planned marketing 

support and offered to U.S. consumers at fair market prices. The firm was renowned for its brand 

building prowess and ability to identify and fill consumer niches within the wine category.  	
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They have built numerous category leaders including: the #1 selling brand in the U.S. ([ yellow tail 

]®), the #1 Australian brand in the U.S. ([ yellow tail ]®), and the #1 French brand in the U.S. 

(Georges Duboeuf). Bill has worked alongside his son Peter since 1985, making him CEO in 2005.	

The company’s values rest on Bill’s “Six P’s” model for building brands: People, Product, Package, 

Price, Promotion and Potential. The “P” of People always comes first. “We are a family-owned 

business working with other family-owned and/or people-oriented businesses,” said Bill. “We 

develop strong, long-term relationships with our producers and distributor partners, and we work 

together to achieve maximum results.” The company’s record speaks to these goals and its proven 

ability to create and identify existing consumer needs within the wine category. Consequently, 

brands are developed to not only satisfy the business and marketing perspective but to meet the 

desires of the U.S. wine consumer. This strategy has enabled the firm to build wine brands that have 

longevity and strong consumer acceptance in the marketplace. The best example of these principles 

has been the [ yellow tail ]® story.	

The [ yellow tail ]® Story	

“In Christmas of 1997, my son Peter and I were sitting around, relaxing by the pool with our 

families. I told Peter my instinct was that the time had come to get into the Australian wine business. 

We talked a little bit and he agreed with me, and when we returned from vacation I reached out to 

some friends in the Australian Trade Commission. I told them that we were interested in finding a 

family producer who wanted to do business in the U.S. By coincidence the Casellas approached the 

Australian Trade Commission seeking a Family Importer interested in an Australian Wine. In the 

spring of 1998, we met with the Casellas at the Wine and Spirit Wholesalers of America (WSWA) 

Convention in California, strictly by coincidence – life’s full of them!”	

Bill and Peter sat down with John Casella, hoping to reach an agreement concerning the importing 

of Casella wines into the U.S. A big part of Deutsch’s pitch was that a family-run importer would 

better serve Casella. “From our side it was instant chemistry,” said Bill. 	
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“I saw in John a man very committed to the wine style and an individual very committed to a family 

business which was started by his parents in 1965. John’s father reminded me of mine – an immigrant 

who had worked hard to build a small business. We talked a little bit about philosophy, a little bit 

about wine and a little bit about the world, and I just had an overall comfort level that this was the 

kind of person that I could work with in the long run. I think Peter had the same feeling. I truly 

believed we had the makings of a very good relationship.”	

In 1999, representatives from both families agreed to develop a new wine. They would set up a firm 

with each owning 50 percent. The Casellas would produce the wine while Deutsch would take charge 

of distribution and marketing. The wine was named Carramar Estate – they sold 25,000 cases, 

evoking little excitement, and it was considered a flop. Even worse, several retailers reported 

problems with the corks; Casella ended up taking back a lot of the wine. John apologized to Bill and 

asked if he wanted to end the partnership. Deutsch told him not to be ridiculous.	

In September of 2000, a Casella representative arrived at the Deutsch offices in Westchester, New 

York, with two bottles of wine, a Shiraz and a Chardonnay. Bill and Peter tasted each and loved them. 

They thought they would be perfect for the American consumer at that time, smooth and tasty “with a 

lot of big fruit up front”. They also liked the suggested price point, $5.99 which was $3.00 cheaper 

than the Carramar.	

In evaluating a bottle from a packaging perspective, Bill had some reservations. The label was black 

with a yellow silhouette of a wallaby and the bracketed words “yellow tail” on it. “Who puts an 

animal on a label?” he said. Peter responded to his dad, “You’re crazy. That label is great.”	

The rest, of course, is wine history. [ yellow tail ]® soon became the No.1 imported brand of wine in 

the U.S. and while the wallaby spawned a number of critter imitations, none has yet supplanted it. 

Wine Consumption In The United States	

Total wine consumption in the United States has increased every year since 1993 (Exhibit 1). By far 

the largest market segment was table wine, representing 91.6 percent of industry totals in 2008.	
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Within this category are two components, domestic table wines and imported table wines. The 

domestic market segment represented 68.1 percent of total wine consumption and 74.4 percent of 

total table wine.	

In terms of market share over time, it is the imported table wine category that has exhibited the fastest 

growth over the last two decades. In 1991 domestic table wine made up 60.5 percent of total wine 

consumption and 85.5 percent of total table wine consumption. Imported table wine made up 10.3 

percent of total wine consumption in 1991, rising to 23.5 percent in 2008. In the table wine segment, 

imports were 14.5 percent in 1991, growing to 25.6 percent in 2008. 	

Another important metric in analyzing the U.S. wine industry is the changing mix of wine shipments 

by color (Exhibit 2). From 1980 through 1990, white wine had been the largest market segment, 

representing more than one-half of shipments in most years. Rosé/blush wine grew rapidly in the 

1970s and 1980s with a peak in 1990 as the wine-cooler craze subsided. Coincidentally, 1990 

represented a long-time low in shipments and consumption of red wines.	

Since the early 1990s, the red wine category has grown steadily, helped by periodic scientific studies 

concluding that consumption of red wine, in moderation, makes a positive contribution to good 

health. While rosé/blush shipments have declined slowly over the last two decades, both red and 

white wine shipments have grown steadily. A watershed event was seen in 2007 as the red wine 

category took over first place in terms of annual shipments. Will white wine make a comeback or will 

red wine continue to be number one and extend its lead in the industry? Stay tuned.	

With respect to the import sector of the wine industry, table wine represented 86.0 percent of total 

gallons in 2008 (Exhibit 3). Since 2000, this segment has almost doubled in size while all imports 

have expanded by approximately 75 percent. Champagne and sparkling wines have grown, but the 

dessert and fortified category is the fastest growing, reaching almost five times its 2000 level in 2008.	

Exhibit 4 presents wine imports over the last five years by type and country of origin. Italy and 

Australia clearly lead the industry in total imports as well as the table wine market segment. 	

10	



	

	 	

	
Australia also leads in the dessert and fortified category while France is number one in champagne 

and sparkling wines.	

The U.S. is also an exporter of wine products, with most of them coming from California vineyards 

and wineries. A very different group of countries is seen in Exhibit 5, with the largest shipments 

going to the United Kingdom and the second largest going to Canada. Remaining exports are spread 

widely over many countries. There does not seem to be a major, focused, coordinated effort on the 

part of the domestic wine industry, to cultivate strong growth for its products to consuming nations 

around the world. 	

Imported Wine Brands Into The United States	

Data in Exhibit 6 highlight the largest imported wine brands over the last decade. Here the [ yellow 

tail ]® story may be seen quite clearly. While the first cases were only sold in 2001, by 2003 it had 

already overtaken Cavit as the largest imported brand, selling over 4 million cases. 720 other 

imported brands had never reached this level. By 2006, sales reached 8 million cases and while its 

growth rate has slowed over the last two years, it has still expanded its market share.	

Where Do We Go from Here?	

It is now February 2009. The world economy is in turmoil. Consumers have reacted to extreme 

uncertainty in product and financial markets by slowing down expenditures on almost every product 

or service they purchase. GDP growth in most developed countries has disappeared and the “trading 

up” phenomenon of the last three decades has suddenly become “trading down” for both luxury items 

as well as necessities. How long will this environment continue and how will it affect the U.S. wine 

consuming industry? That was the challenge faced by the Deutsch family as father and son met to 

develop strategies for their wine brands in general and the [ yellow tail ]® brand in particular. 

A Critical Strategy Session	

Bill and Peter, along with three key executives of the firm, met in the boardroom at headquarters in 

White Plains, New York, to address these issues. 	
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	 Bill started the meeting, “I remember a famous phrase that I believe exemplifies the world today, ‘It 

is the best of times, it is the worst of times’,” or something like that. “While world markets are 

uncertain, I believe we could be facing a great opportunity. While we have tried to attract customers 

with the [ yellow tail ]® brand, through our pricing, packaging and promotion, I believe the potential 

for brand growth is now based on wine consumers deciding to come to us. With the planned launch of 

[ yellow tail ]® Sauvignon Blanc this summer, the brand will expand to twelve table wine product 

categories, four whites and eight reds. This is one of the most complete product portfolios in the 

marketplace, whether domestic or import.”	

Peter echoed his father’s optimism with respect to [ yellow tail ]®. “Its pricing is still very 

competitive, at $4.99 / $5.99 for the 750 ml bottles and $9.99 / $10.99 for the 1.5 L bottles. There is 

great value for the consumer and due to high volumes and economies of scale, good profits for 

producer, importer and distributor.”	

George, a manager of packaging design and development, stressed other attributes of the overall [ 

yellow tail ]® strategy that were expected to continue its market share success. “Our [ yellow tail ]® 

bottles, being slightly taller and narrower than most competitors, create a unique shelf presentation. 

The package is consumer-friendly. Our synthetic corks, introduced years ago, continue to maintain 

product quality.”	

Fred, a marketing manager for the brand, identified other aspects of packaging strategies that should 

continue to contribute to marketplace growth. “Our label has evolved into a major plus in attracting 

new customers. It is bright and modern, in line with our target audience (younger consumers 21-35 

years old). The kangaroo design immediately recognizes our connection to Australia and the growing 

recognition of Australia’s quality wines should attract older wine consumers as they ‘trade down’. 

The informative back label depicts our connection with the land, describes the wines and suggests 

food pairings. This information should help convince older wine drinkers to try and buy our brands.” 

Peter also talked about his designs of product and packaging displays in retail outlets. 	

12	



	

	 	

	
“Our high impacts, colorful cases, with their bright, contrasting colors catch the attention of 

consumers, both new and repeat. Each varietal has its own color while incorporating our wallaby in 

full view on the front of each case.”	

“Our advertising has evolved over the last few years,” said Bill. “We have to continue to deliver 

bigger and better, to stay fresh and stand out vs. the competition. Last year we learned from industry 

research that our customer base was mostly “Baby Boomers” who live in the suburbs. That means we 

have been able to keep our original, younger targeted market segment, as they aged and matured. 

With their word-of-mouth support they are contributing to our growing sales volumes. Now our 

television and expanded media efforts should help us meet these new market challenges. The website 

discoveryellowtail.com, our Facebook page, Twitter feed and YouTube channel are all contributing to 

enhance the strength of the brand.”	

After listening to the managers and his dad, Peter asked their opinion on pricing, in the face of the 

economic challenges facing his consumers. “Do any of you feel that an adjustment to any of our 

branded products, perhaps one of the white wines, might benefit from a lower price, at least in the 

short-run? And what about one or two of the red varieties? We might pick up enough additional 

volume and customers to actually increase our revenues.” (Exhibits 14)	

His dad was quick to share his opinion. “We already have different prices for both the red and white 

wine categories, while they all are in what seems like a very comfortable value range for the 

consumer. Different growth rates have been observed for the different brand categories, but pricing 

has not been correlated with volume growth. I would not be averse to trying it out on one of the 

whites. Perhaps a test in a few markets throughout the country would be interesting. But remember, 

we have never tried this with the [ yellow tail ]® brand.”	

Peter now had to summarize the meeting and choose a course of action. He knew his father’s 

philosophy with respect to brand value and the importance of the people involved in the product and 

decision. He was also well aware of the unique economic environment facing the firm for at least 

another year.	
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	 Could “trading down” by his customers actually benefit the firm and the brand? Would his relatively 

new advertising and promotion strategies be enough to at least maintain [ yellow tail ]® sales 

volumes? He also had to be careful to decide on a course of action that would benefit all stakeholders 

in the brand in the short term but also for years to come. After all, [ yellow tail ]® had been the 

number one imported brand for only 6 years. He remembered what his dad had said last year, “There 

is still one more record to break – Riunite was the No.1 import for 26 years.” 

Exhibit 1	

Wine Consumption in the United States by Category	

(nine liter cases) (in thousands)	
	

Year	
Table 

Domestic	
Other 

Domestic	
Total 

Domestic	
Table 

Imported	
Other 

Imported	
Total 

Imported	
Total Wine 

Consumption	

2008	
   

200,750 	
     

18,070 	
   

218,820 	      69,250 	        7,670 	      75,920 	           294,740 	

2007	
   

196,500 	
     

18,280 	
   

214,780 	      70,500 	        6,810 	      77,310 	           292,090 	

2006	
   

191,100 	
     

18,315 	
   

209,415 	      66,900 	        6,685 	      73,585 	           283,000 	

2005	
   

185,600 	
     

18,475 	
   

204,075 	      63,200 	        6,410 	      69,610 	           273,685 	

2004	
   

183,140 	
     

19,020 	
   

202,160 	      59,690 	        6,212 	      65,902 	           268,062 	

2003	
   

177,380 	
     

19,150 	
   

196,530 	      55,670 	        6,032 	      61,702 	           258,232 	

2002	
   

170,583 	
     

20,074 	
   

190,657 	      49,695 	        5,916 	      55,611 	           246,268 	

2001	
   

164,844 	
     

21,077 	
   

185,921 	      42,807 	        5,705 	      48,512 	           234,433 	

2000	
   

164,734 	
     

20,747 	
   

185,481 	      39,755 	        6,035 	      45,790 	           231,271 	

1999	
   

161,179 	
     

23,070 	
   

184,249 	      34,117 	        7,030 	      41,147 	           225,396 	

1998	
   

156,174 	
     

22,279 	
   

178,453 	      32,549 	        5,595 	      38,144 	           216,597 	

1997	
   

151,918 	
     

24,862 	
   

176,780 	      31,314 	        5,588 	      36,902 	           213,682 	

1996	
   

147,163 	
     

27,417 	
   

174,580 	      28,831 	        5,487 	      34,318 	           208,898 	

1995	
   

138,437 	
     

27,692 	
   

166,129 	      25,675 	        5,203 	      30,878 	           197,007 	

1994	
   

132,309 	
     

30,530 	
   

162,839 	      24,659 	        5,547 	      30,206 	           193,045 	

1993	
   

126,611 	
     

34,860 	
   

161,471 	      22,017 	        5,082 	      27,099 	           188,570 	

1992	
   

128,358 	
     

42,572 	
   

170,930 	      24,661 	        5,233 	      29,894 	           200,824 	

1991	
   

119,977 	
     

52,400 	
   

172,377 	      20,367 	        5,426 	      25,793 	           198,170 	
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Exhibit 2	

U.S. Table Wine Market (1)	
Color Mix Profile	

(in millions of nine liter case shipment)	
	

Year	 Red	 White (2)	 Rose / Blush (3)	 Totals (4)	
	 	 	 	 	

2008	 119	 116	 35	 270	
2007	 118	 115	 32	 265	
2006	 111	 111	 33	 254	
2005	 103	 107	 33	 244	
2004	 98	 103	 35	 235	
2003	 91	 97	 35	 223	
2002	 85	 90	 35	 211	
2001	 78	 82	 36	 197	
2000	 77	 82	 36	 194	
1999	 74	 74	 38	 185	
1998	 66	 74	 38	 178	
1997	 61	 76	 39	 176	
1996	 55	 74	 38	 167	
1995	 46	 76	 39	 156	
1994	 41	 71	 39	 150	
1993	 36	 68	 38	 143	
1992	 36	 69	 42	 147	
1991	 26	 67	 40	 133	
1990	 25	 68	 44	 136	
1985	 33	 99	 27	 159	
1980	 41	 80	 30	 151	
1975	 36	 27	 21	 83	
1970	 28	 14	 14	 56	

	

       Notes:   (1) Consumption of Domestic and Imported Wine	
            (2) Includes white wine produced from white grapes only	
            (3) Includes all wines labeled "rose" or “blush" and all wines labeled 
"white"	
             produced from red grapes	
            (4) Addition of columns may not agree due to rounding	
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Exhibit 3	

Imports of Wine into the United States by Category, 1983-2008	
(thousands of gallons)	

	

Year	     Table 	
Champagne 
& Sparkling 	 Dessert 	

Vermouth /     
Aperitif	 Others	       Total	

	 	 	 	 	 	 	
2008	   194,400 	          12,344 	       11,242 	           1,577 	       6,419 	      225,982 	
2007	   198,726 	          13,441 	         9,064 	           1,862 	       6,306 	      229,400 	
2006	   184,090 	          12,754 	         7,039 	           1,933 	       6,894 	      212,710 	
2005	   169,285 	          11,533 	         5,484 	           1,869 	       8,080 	      196,251 	
2004	   152,391 	          10,679 	         4,494 	           1,923 	       6,527 	      176,014 	
2003	   144,236 	          10,475 	         4,025 	           2,032 	       8,737 	      169,505 	
2002	   131,565 	            9,629 	         3,070 	           1,941 	     13,374 	      159,579 	
2001	   113,483 	            7,796 	         2,576 	           1,913 	     13,536 	      139,304 	
2000	   104,148 	            9,841 	         2,303 	           1,982 	     10,614 	      128,887 	
1999	     90,657 	          12,557 	         2,248 	           1,926 	       5,861 	      113,249 	
1998	     93,451 	            8,771 	         2,145 	           1,997 	       3,366 	      109,730 	
1997	   105,093 	            8,235 	         2,183 	           1,911 	       2,639 	      120,061 	
1996	     80,199 	            8,093 	         2,076 	           1,937 	       2,623 	        94,928 	
1995	     60,331 	            7,985 	         1,765 	           1,710 	       2,481 	        74,272 	
1994	     58,059 	            7,925 	         1,731 	           1,899 	       2,997 	        72,611 	
1993	     52,350 	            8,147 	         2,192 	           1,712 	          586 	        64,987 	
1992	     58,638 	            8,128 	         2,216 	           2,084 	            15 	        71,081 	
1991	     48,439 	            8,746 	         2,225 	           1,914 	              5 	        61,329 	
1990	     51,639 	          10,274 	         2,988 	           2,249 	            11 	        67,161 	
1989	     58,870 	          12,012 	         2,778 	           2,276 	            32 	        75,968 	
1988	     62,483 	          13,024 	         3,159 	           2,290 	            67 	        81,023 	
1987	     76,055 	          13,871 	         3,580 	           2,543 	          252 	        96,301 	
1986	     87,238 	          14,302 	         3,662 	           2,674 	          822 	      108,698 	

1985	   113,498 	          15,756 	
            

3,901 	           3,016 	          533 	      136,704 	
1984	   120,570 	          14,908 	         4,011 	           2,922 	            50 	      142,461 	
1983	   113,461 	          11,108 	         3,668 	           2,769 	  - 	      131,006 	

	

      Notes:   Numbers may not add to totals due to rounding	
        (*) Includes Rice Wine/ Sake, Wine Coolers and other Fermented Wines	
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Exhibit 4	

Imports of Wine by Category: Major Country of Origin, 2004-2008	

(thousands of gallons)	
	

Country	 2008	 2007	 2006	 2005	 2004	
'97-'02 
ACGR	

'03-'08 
ACGR	

'07-'08 
%Change	

	 	 	 	 	 	 	 	 	
Total	 225,982	 229,400	 212,710	 196,251	 176,014	 5.9%	 5.9%	 -1.5%	
Italy	 63,840	 67,792	 62,394	 58,459	 55,528	 5.9	 2.1	 -5.8	
Australia	 50,800	 53,548	 56,713	 53,094	 47,981	 34.1	 4.9	 -5.1	
France	 29,249	 33,538	 31,562	 25,888	 24,749	 -4.8	 2.1	 -12.8	
Argentina	 20,856	 17,355	 10,401	 7,353	 5,846	 10.1	 41.3	 20.2	
Chile	 17,635	 15,807	 13,994	 14,788	 14,063	 -3.2	 5.5	 11.6	
Spain	 13,486	 13,194	 11,997	 11,023	 9,433	 7.4	 10.3	 2.2	
Germany	 7,682	 8,164	 7,291	 6,428	 5,008	 6.9	 11.2	 -5.9	
Portugal	 2,869	 3,017	 2,746	 2,706	 2,479	 3.7	 5.2	 -4.9	
United  
Kingdom	 1,068	 1,119	 978	 801	 639	 -15.1	 8.9	 -4.6	
Greece	 497	 597	 501	 560	 504	 0.6	 -1.6	 -16.7	
Israel	 392	 367	 275	 243	 325	 5.4	 6.4	 6.8	
Others	 17,609	 14,901	 13,857	 14,909	 9,459	 20.4	 8.4	 18.2	
	 	 	 	 	 	 	 	 	
Table	 194,400	 198,726	 184,090	 169,285	 152,391	 4.6%	 6.2%	 -2.2%	
Italy	 57,091	 60,586	 55,862	 52,440	 47,920	 6.1	 2.2	 -5.8	
Australia	 47,324	 50,045	 53,589	 51,024	 46,308	 33.9	 4.2	 -5.4	
France	 23,789	 27,392	 25,596	 20,471	 19,958	 -6.0	 2.0	 -13.2	
Argentina	 19,740	 16,834	 10,040	 7,115	 5,684	 8.2	 41.4	 17.3	
Chile	 16,319	 14,645	 13,476	 14,531	 13,818	 -3.3	 4.0	 11.4	
Spain	 8,521	 8,356	 7,697	 6,987	 5,908	 12.9	 11.8	 2.0	
Germany	 7,509	 7,928	 7,109	 6,249	 4,874	 6.8	 11.4	 -5.3	
New 
Zealand	 5,182	 5,137	 3,792	 3,757	 2,196	 51.1	 25.4	 0.9	
South 
Africa	 3,887	 2,496	 2,379	 2,154	 1,663	 20.6	 26.7	 55.7	
Portugal	 1,973	 1,934	 1,677	 1,676	 1,491	 4.3	 8.5	 2.0	
Greece	 474	 560	 472	 536	 481	 0.4	 -1.4	 -15.4	
Israel	 357	 348	 268	 349	 324	 5.7	 4.8	 2.6	
Hungary	 245	 259	 204	 195	 159	 9.3	 6.9	 -5.2	
Slovenia	 217	 215	 195	 350	 385	 -1.3	 -11.5	 1.0	
Romania	 113	 133	 280	 243	 206	 -22.1	 -14.3	 -15.4	
Others	 1,659	 1,859	 1,454	 1,208	 1,017	 -22.2	 11.3	 -10.7	
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Exhibit 4	

Import of Wine by Category: Major Country of Origin, 2004-2008	

(thousands of gallons) 	

(continued)	

Country	 2008	 2007	 2006	 2005	 2004	
'97-'02 
ACGR	

'03-'08 
ACGR	

'07-'08 
%Change	

	 	 	 	 	 	 	 	 	
Dessert & 
Fortified	 11,242	 9,064	 7,039	 5,484	 4,494	 7.1%	 22.8%	 24.0%	
Australia	 3,091	 3,056	 2,656	 1,814	 1,461	 46.5	 17.5	 1.2	
Portugal	 886	 1,074	 1,066	 1,023	 983	 2.7	 -0.5	 -17.4	
Spain	 1,087	 1,006	 903	 773	 702	 -3.4	 8.2	 8.1	
Italy	 901	 974	 802	 722	 633	 9.9	 7.2	 -7.5	
France	 576	 360	 230	 140	 113	 9.1	 48.8	 60.2	
Others	 4,701	 2,596	 1,382	 1,012	 602	 20.6	 74.4	 81.1	
	 	 	 	 	 	 	 	 	
Champagne & 
Sparkling	 12,344	 13,441	 12,754	 11,533	 10,679	 3.2%	 3.3%	 -8.2%	
France	 4,686	 5,529	 5,541	 5,093	 4,666	 4.3	 0.8	 -15.2	
Italy	 4,095	 4,279	 3,762	 3,431	 3,257	 2.1	 4.6	 -4.3	
Spain	 2,892	 2,820	 2,661	 2,442	 2,299	 -0.7	 5.6	 2.5	
Australia	 358	 422	 432	 220	 183	 26.0	 28.8	 -15.2	
Germany	 119	 189	 135	 95	 95	 5.8	 2.5	 -37.1	
Others	 195	 202	 223	 252	 179	 30.0	 -7.8	 -3.8	
	 	 	 	 	 	 	 	 	
Vermouth/Aperitif	 1,577	 1,862	 1,933	 1,869	 1,932	 0.3%	 -4.9%	 -15.3%	
Italy	 1,491	 1,734	 1,822	 1,753	 1,796	 1.5	 -4.8	 -14.0	
France	 82	 119	 108	 104	 108	 -8.8	 -5.5	 -31.0	
Others	 4	 10	 2	 12	 28	 -12.9	 -27.9	 -61.1	
	 	 	 	 	 	 	 	 	

All Others a	 6,419	 6,306	 6,894	 8,080	 6,518	 38.3%	 -6.0%	 1.8%	
	

	
Notes: (a) Includes wine coolers and other imported wines not listed; 	
                 Numbers may not add due to rounding.	
                 ACGR=Annual compound growth rate	
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Exhibit 5	
	

Exports of United States Wines to Major Countries, 1983-2008 	
(thousands of gallons)	

	
	

Calendar 
Year	 Canada	

United 
Kingdom	 Japan	 Denmark	 Sweden	 Taiwan	

All Other 
Countries	 Total	

	 	 	 	 	 	 	 	 	
2008	 23,532	 36,091	 6,622	 2,297	 949	 738	 55,238	 125,468	
2007	 20,374	 34,745	 7,438	 1,788	 871	 761	 49,923	 115,900	
2006	 18,889	 31,584	 7,346	 2,119	 1,565	 918	 42,751	 105,172	
2005	 19,081	 21,810	 10,768	 2,749	 2,270	 1,136	 43,608	 101,422	
2004	 17,451	 37,743	 18,827	 2,531	 515	 686	 41,062	 118,815	
2003	 15,626	 31,440	 12,297	 1,675	 462	 600	 32,414	 94,514	
2002	 13,252	 25,697	 8,228	 1,038	 302	 719	 24,081	 73,318	
2001	 13,785	 23,691	 8,274	 1,033	 874	 730	 30,406	 78,794	
2000	 14,415	 18,382	 11,323	 1,382	 978	 1,244	 30,052	 77,776	
1999	 13,470	 16,168	 12,001	 1,661	 1,367	 880	 28,700	 74,247	
1998	 12,017	 16,808	 13,654	 1,346	 1,557	 1,649	 24,076	 71,106	
1997	 10,154	 12,778	 6,721	 1,434	 1,898	 3,041	 22,653	 58,680	
1996	 9,485	 9,957	 5,071	 1,405	 1,440	 928	 18,187	 46,473	
1995	 7,752	 8,602	 5,112	 993	 928	 775	 13,756	 37,918	
1994	 8,657	 5,276	 3,974	 891	 1,810	 627	 9,899	 31,134	
1993	 8,943	 6,447	 3,439	 1,735	 1,198	 990	 11,565	 34,317	
1992	 9,779	 6,196	 5,702	 1,116	 979	 568	 12,768	 37,108	
1991	 8,312	 4,895	 5,241	 933	 1,237	 350	 10,021	 30,989	
1990	 6,624	 3,763	 4,828	 856	 1,259	 297	 8,684	 26,311	
1989	 5,704	 3,135	 5,209	 594	 807	 320	 6,139	 21,908	
1988	 4,067	 3,159	 3,959	 563	 798	 182	 4,208	 16,936	
1987	 3,297	 1,883	 2,253	 285	 333	 636	 3,185	 11,872	
1986	 2,588	 962	 1,179	 131	 73	 40	 2,281	 7,254	
1985	 2,507	 800	 1,072	 71	 31	 16	 1,800	 6,297	
1984	 2,879	 1,005	 451	 36	 44	 29	 1,626	 6,070	
1983	 3,641	 1,179	 416	 21	 47	 16	 2,288	 7,608	
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Exhibit 6	
	

 Top 25 Imported Table Wine Brands Into The United States	
(thousands of nine liter cases)	

	

 	  	  	  	  	  	  	  	 Imported Table Wine Share	
Ran
k	 Brand	 Importer	 Origin	 2005	 2006	 2007	 2008	 2005	 2006	 2007	 2008	

1	 Yellow Tail	 W.J. Deutsch & Sons, Ltd.	 Australia	
            

7,500 	
             

8,050 	
              

8,050 	
             

8,300 	 10.8%	 11.2%	 10.7%	 11.4%	
2	 Cavit	 Palm Bay International	 Italy	

           
2,650 	

            
3,020 	

              
3,355 	

              
3,375 	

               
3.8 	

                 
4.2 	

                   
4.5 	 4.6	

3	 Concha y Toro	 Banfi Vintners	 Chile	
            

2,815 	
             

2,740 	
              

2,705 	
              

2,850 	
                

4.1 	
                 

3.8 	
                  

3.6 	 3.9	
4	 Lindermans	

Foster's Wine Estates 
Americas	 Australia	

           
2,000 	

             
2,295 	

              
2,395 	

              
2,210 	

               
2.9 	

                 
3.2 	

                  
3.2 	 3.0	

5	 Riunite	 Banfi Vintners	 Italy	
            

2,170 	
             

2,265 	
              

2,350 	
              

2,100 	
                

3.1 	
                  

3.1 	
                   

3.1 	 2.9	
 	 Total Top 5	  	  	

     
17,135 	

     
18,370 	

      
18,855 	

     
18,835 	       24.8 	

        
25.5 	

         
25.1 	 25.8	

6	 Bella Sara	 E. & J. Gallo Winery	 Italy	
           

2,200 	
            

2,200 	
             

2,290 	
             

2,000 	
               

3.2 	
                  

3.1 	
                   

3.1 	 2.7	
 	 Black Swan	 E. & J. Gallo Winery	 Australia	

            
1,800 	

             
1,690 	

               
1,550 	

              
1,300 	

               
2.6 	

                 
2.3 	

                   
2.1 	 1.8	

8	 Ecco Domani	 E. & J. Gallo Winery	 Italy	
             

1,100 	
             

1,200 	
               

1,250 	
                

1,135 	
                

1.6 	
                  

1.7 	
                    

1.7 	 1.6	
9	 Little Penguin	

Foster's Wine Estates 
Americas	 Australia	

               
645 	

                
945 	

               
1,140 	

                 
945 	

               
0.9 	

                  
1.3 	

                    
1.5 	 1.3	

10	 Rosemount Estate	
Foster's Wine Estates 
Americas	 Australia	

            
1,500 	

             
1,200 	

              
1,020 	

                  
735 	

               
2.2 	

                  
1.7 	

                   
1.4 	 1.0	

 	 Total Top 10	  	  	    24,380 	
    

25,605 	
     

26,105 	
     

24,950 	       35.3 	
        

35.6 	
        

34.8 	 34.3	
11	 Jacob's Creek	 Pernoid Ricard USA	 Australia	

              
860 	

                
905 	

               
1,010 	

                 
970 	

                
1.2 	

                  
1.3 	

                   
1.3 	 1.3	

12	 Casarsa	 The Wine Group	 Italy	
               

950 	
                 

975 	
                 

925 	
                  

750 	
                

1.4 	
                  

1.4 	
                   

1.2 	 1.0	
13	 Schmitt Soehne	 Schmitt Soehne	 Germany	

               
765 	

                
885 	

                 
900 	

                 
865 	

                 
1.1 	

                  
1.2 	

                   
1.2 	 1.2	

14	 MezzaCorona	 Prestige Wine Imports Corp.	 Italy	
               

645 	
                 

750 	
                 

870 	
                 

970 	
               

0.9 	
                  

1.0 	
                   

1.2 	 1.3	
15	 Bolla	

Brown-Forman Beverages 
Worldwide	 Italy	

               
875 	

                
830 	

                 
830 	

                 
790 	

                
1.3 	

                  
1.2 	

                    
1.1 	 1.1	

 	 Total Top 15	  	  	    28,475 	
    

29,950 	
    

30,640 	
     

29,295 	        41.2 	
        

41.6 	
        

40.8 	 40.3	
16	 Alice White	 Constellation Wines	 Australia	

               
745 	

                 
745 	

                 
780 	

                  
745 	

                 
1.1 	

                  
1.0 	

                   
1.0 	 1.0	

17	 Citra	 Palm Bay International	 Italy	
               

695 	
                

730 	
                 

700 	
                 

760 	
                

1.0 	
                  

1.0 	
                  

0.9 	 1.0	
18	 B & G	

Diageo Chateau & Estate 
Wines Co.	 France	

               
740 	

                
690 	

                 
685 	  - 	

                 
1.1 	

                  
1.0 	

                  
0.9 	 0.0	

19	 Georges Duboeuf	 W.J. Deutsch & Sons, Ltd.	 France	
               

810 	
                 

750 	
                 

680 	
                  

525 	
                

1.2 	
                  

1.0 	
                  

0.9 	 0.7	
20	 Ruffino	 Constellation Wines	 Italy	

               
570 	

                
630 	

                  
675 	

                  
675 	

               
0.8 	

                 
0.9 	

                  
0.9 	 0.9	

 	 Total Top 20	  	  	    32,035 	
    

33,495 	
     

34,160 	
    

32,000 	       46.3 	        46.6 	
         

45.5 	 44.0	
21	 Luna di Luna	 Codornlu Cava & Estates	 Italy	

               
705 	

                
680 	

                 
635 	

                       
- 	

                
1.0 	

                 
0.9 	

                  
0.8 	 0.0	

22	 Santa Margherita	 Terlato Wines International	 Italy	
               

505 	
                

560 	
                 

635 	
                 

600 	
               

0.7 	
                 

0.8 	
                  

0.8 	 0.8	
23	 Penfolds	

Foster's Wine Estates 
Americas	 Australia	

               
610 	

                 
610 	

                  
595 	

                  
750 	

               
0.9 	

                 
0.8 	

                  
0.8 	 1.0	

24	 Black Opal	
Foster's Wine Estates 
Americas	 Australia	

               
625 	

                
625 	

                  
575 	  - 	

               
0.9 	

                 
0.9 	

                  
0.8 	 0.0	

25	 San Pedro	
Shaw Ross International 
Importers	 Chile	

                
515 	

                
530 	

                  
535 	

                 
540 	

               
0.7 	

                 
0.7 	

                   
0.7 	 0.7	

26	 Walnut Crest	  Banfi Vintners	  Chile	
                    

- 	
                      

- 	
                       

- 	
                  

475 	 - 	 -	 -	 0.7	
27	 Luis Jabot	  Kabrand Corp.	  France	

                    
- 	

                      
- 	

                       
- 	

                 
445 	 - 	 -	 -	 0.6	

28	 Marcus James	  Constellation Wines	 Argentina	
                    

- 	
                      

- 	
                       

- 	
                 

335 	 - 	 -	 -	 0.5	
 	 	 Total Top 25	  	    34,995 	

    
36,500 	

      
37,135 	

      
35,145 	       50.6 	

        
50.7 	

         
49.5 	 48.3	

 	 Other Brands	 	  	
          

34,155 	
           

35,445 	
            

37,905 	
            

37,625 	
            

49.4 	
              

49.3 	
                 

50.5 	 51.7	 	 	 	 	 	 	 	 	

20	



	

 	 	 Total Imported Table Wine 
Depletions	  	

    
69,150 	

     
71,945 	

     
75,040 	

     
72,770 	 100%	 100%	 100%	 100%	

	

	

Exhibit 7	

	
Table Wine Retail Sales by Price Segment	

(in millions)	

Year	 Economy	
Sub-

Premium	 Premium	
Super 

Premium	 Deluxe	
Total Table 

Wine	
	 	 	 	 	 	 	

2008	 $1,601	 $6,882	 $5,608	 $5,579	 $2,541	 $22,211	
2007	 1,584	 7,593	 4,803	 4,965	 2,369	 21,314	
2006	 1,573	 7,172	 4,557	 4,755	 2,166	 20,223	
2005	 1,735	 6,626	 4,282	 4,262	 1,849	 18,754	
2004	 1,666	 6,233	 3,914	 3,838	 1,615	 17,266	
2003	 1,636	 5,905	 3,738	 3,547	 1,505	 16,331	
2002	 1,520	 5,330	 3,690	 3,400	 1,420	 15,360	
2001	 1,450	 4,790	 3,550	 2,960	 1,310	 14,060	
1997	 1,550	 4,030	 2,660	 1,730	 1,030	 11,000	

	

         Notes: Economy – Under $3.00 per 750 ml bottle	
         Sub-Premium – $3-6.99	

        Premium – $7-9.99	
        Super-Premium – $10-13.99	
        Deluxe – $14.00 and over	
        12 Bottles per case	

 
	

Exhibit 8	
	

Table Wine Depletions by Price Segment	
(in thousands of nine-liter cases)	

Year	 Economy	 Sub-Premium	 Premium	 Super Premium	 Deluxe	 Total Table Wine	
	 	 	 	 	 	 	

2008	 60,600	 105,830	 54,405	 35,745	 10,300	 266,880	
2007	 61,725	 115,875	 45,500	 31,825	 10,050	 264,975	
2006	 61,350	 109,930	 43,330	 30,525	 9,215	 254,350	
2005	 67,525	 101,135	 40,835	 27,635	 7,840	 244,970	
2004	 68,400	 96,110	 38,065	 26,740	 7,135	 236,450	
2003	 66,940	 90,665	 36,100	 24,620	 6,550	 224,875	
2002	 62,240	 84,260	 35,140	 23,860	 6,170	 211,670	
2001	 59,310	 77,950	 33,930	 20,750	 5,780	 197,720	
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1997	 62,520	 71,400	 26,710	 11,700	 4,380	 176,710	
	

  Note: 12 Bottles per case       	

 
Exhibit 9	

	
Weighted Average Retail Price by Price Segment	

(750 ml bottle)	

Year	 Economy	
Sub-

Premium	 Premium	
Super 

Premium	 Deluxe	
Total Table 

Wine	
	 	 	 	 	 	 	

2008	 $2.20 	 $5.42 	 $8.59 	 $13.01 	 $20.56 	 $6.93 	
2007	 2.14 	 5.46 	 8.80 	 13.00 	 19.64 	 6.70 	
2006	 2.14	 5.44	 8.76	 12.98	 19.59	 6.63	
2005	 2.14	 5.46	 8.74	 12.85	 19.66	 6.38	
2004	 2.03	 5.40	 8.57	 11.96	 18.87	 6.09	
2003	 2.04	 5.43	 8.63	 12.00	 19.15	 6.05	

	

Exhibit 10	
	

Domestic Table Wine Retail Sales by Price Segment	
(in millions)	

Year	 Economy	
Sub-

Premium	 Premium	
Super 

Premium	 Deluxe	
Total Table 

Wine	
	 	 	 	 	 	 	
	 	 	 	 	 	 	

2008	 $1,597 	 $4,087 	 $3,374 	 $4,101 	 $1,978 	 $15,137 	
2007	 1,580	 4,560	 2,683	 3,563	 1,852	 14,238 	
2006	 1,570	 4,274	 2,466	 3,472	 1,722	 13,504 	
2005	 1,731	 3,900	 2,217	 3,066	 1,435	 12,349 	
2004	 1,663	 3,833	 1,982	 2,794	 1,242	 11,514 	
2003	 1,633	 3,732	 1,928	 2,530	 1,149	 10,972 	

	 	 	 	 	 	 	
Imported Table Wine Retail Sales by Price Segment	

(in millions)	
	

Year	 Economy	
Sub-

Premium	 Premium	
Super 

Premium	 Deluxe	
Total Table 

Wine	
	 	 	 	 	 	 	

2008	 $3	 $2,795	 $2,235	 $1,478	 $563	 $7,074	
2007	 4 	 3,033 	 2,120 	 1,402 	 516 	 7,075 	
2006	 4	 2,899	 2,091	 1,283	 443	 6,720 	
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2005	 4	 2,726	 2,065	 1,195	 415	 6,405 	
2004	 3	 2400	 1932	 1044	 374	 5,753 	
2003	 3	 2173	 1811	 1017	 357	 5,361 	
   	

Exhibit 11	

Domestic Table Wine Depletions by Price Segment	
(in thousands of nine-liter cases)	

Year	 Economy	 Sub-
Premium	 Premium	 Super 

Premium	 Deluxe	 Total Table 
Wine	

	 	 	 	 	 	 	
2008	 60,500	 66,225	 32,930	 26,095	 8,340	 194,090	
2007	 61,610	 72,350	 25,050	 22,750	 8,175	 189,935	
2006	 61,240	 68,280	 23,080	 22,200	 7,605	 182,405	
2005	 67,415	 61,470	 20,785	 19,815	 6,335	 175,820	
2004	 68,300	 59,900	 19,240	 19,150	 5,760	 172,350	
2003	 66,840	 57,900	 18,500	 17,250	 5,235	 165,725	
	 	 	 	 	 	 	

	
Imported Table Wine Depletions by Price Segment	

(in thousands of nine-liter cases)	

Year	 Economy	 Sub-
Premium	 Premium	 Super 

Premium	 Deluxe	 Total Table 
Wine	

	 	 	 	 	 	 	
2008	 100	 39,605	 21,475	 9,650	 1,960	 72,790	
2007	 115	 43,525	 20,450	 9,075	 1,875	 75,040	
2006	 110	 41,650	 20,250	 8,325	 1,610	 71,945	
2005	 110	 39,665	 20,050	 7,820	 1,505	 69,150	
2004	 100	 36,210	 18,825	 7,590	 1,375	 64,100	
2003	 100	 32,765	 17,600	 7,370	 1,315	 59,150	

Note: 12 Bottles per case   	
 
	

Exhibit 12	
	

Weighted Average Retail Price of Domestic Table Wine by Price Segment	
(750 ml bottle)	

Year	 Economy	 Sub-
Premium	 Premium	 Super 

Premium	 Deluxe	 Total Table 
Wine	

	 	 	 	 	 	 	
2008	 $2.20	 $5.14	 $8.54	 $13.10	 $19.76	 $6.50	
2007	 2.14 	 5.25 	 8.93 	 13.05 	 18.88 	 6.25 	
2006	 2.14	 5.22	 8.9	 13.03	 18.87	 6.17	
2005	 2.14	 5.29	 8.89	 12.89	 18.88	 5.85	
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2004	 2.03	 5.33	 8.59	 12.16	 17.97	 5.57	
2003	 2.04	 5.37	 8.68	 12.22	 18.29	 5.52	

Exhibit 12 (continued)	

Weighted Average Retail Price of Imported Table Wine by Price Segment	
(750 ml bottle)	

Year	 Economy	 Sub-
Premium	 Premium	 Super 

Premium	 Deluxe	 Total Table 
Wine	

	 	 	 	 	 	 	
2008	 $2.85	 $5.88	 $8.67	 $12.77	 $23.95	 $8.09	

	 	 	 	 	 	 	
2007	 2.75	 5.81	 8.64	 12.88	 22.95	 7.86	

	 	 	 	 	 	 	
2006	 2.75	 5.80	 8.61	 12.85	 22.95	 7.78	

	 	 	 	 	 	 	
2005	 2.70	 5.73	 8.58	 12.74	 22.95	 7.72	

	 	 	 	 	 	 	
2004	 2.70	 5.52	 8.55	 11.46	 22.65	 7.48	

	 	 	 	 	 	 	
2003	 2.75	 5.53	 8.57	 11.50	 22.60	 7.55	

 
	

Exhibit 13	
	

Leading W.J. Deutsch & Sons	
Wine Brand Depletions	

(in thousands of nine-liter cases)	
	

Brand	 Origin/Type	 2008	 2007	 2006	 2005	 2004	 2003	 2002	 2001	 2000	
	 	 	 	 	 	 	 	 	 	 	

yellow tail	 Australian 
Table	 8,300	 8,050	 8,050	 7,500	 6,500	 4,280	 1,200	 225	 0	

George s Duboeuf 	 French Table	 525	 680	 750	 810	 800	 570	 600	 925	 925	
yellow tail - The 
Reserve	

Australian 
Table	 170	 155	 145	 120	 85	 0	 0	 0	 0	

Hob Nob	 	 85	 20	 0	 0	 0	 0	 0	 0	 0	
yellow tail-Sparkling	 	 55	 40	 0	 0	 0	 0	 0	 0	 0	

Kunde	 California 
Table	 0	 85	 85	 80	 70	 0	 0	 0	 0	

La Francesca	 Italian Table	 0	 70	 110	 145	 125	 180	 150	 120	 90	
All Other	 Misc.	 410	 300	 635	 620	 440	 285	 525	 155	 185	
        Totals	 	 9,545	 9,400	 9,775	 9,275	 8,020	 5,315	 2,475	 1,425	 1,200	

	

Note: 12 Bottles per case	
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Exhibit 14	

Pricing and Volume Expectations	
2009, 2010, 2011	

Price Adjustments and Expected Case Sales	

	 	 2009	 2010	 2011	
Cabernet-Merlot	 	 	 	 	
Price/Case	 	 $41	 $41	 $44	
Expected Case Sales	 	 440,000	 430,000	 470,000	
Shiraz-Cabernet	 	 	 	 	
Price/Case	 	 $39	 $40	 $42	
Expected Case Sales	 	 375,000	 390,000	 430,000	
Pinot Grigio	 	 	 	 	
Price/Case	 	 $34	 $35	 $37	
Expected Case Sales	 	 585,000	 610,000	 660,000	
Riesling	 	 	 	 	
Price/Case	 	 $29	 $30	 $32	
Expected Case Sales	 	 410,000	 450,000	 480,000	
Pinot Noir	 	 	 	 	
Price/Case	 	 $36	 $36	 $39	
Expected Case Sales	 	 480,000	 520,000	 570,000	
Rosé	 	 	 	 	
Price/Case	 	 $27	 $27	 $31	
Expected Case Sales	 	 290,000	 320,000	 340,000	
Sauvignon Blanc	 	 	 	 	
Price/Case	 	 $31	 $32	 $33	
Expected Case Sales	 	 220,000	 280,000	 350,000	
Shiraz	 	 	 	 	
Price/Case	 	 $43	 $43	 $43	
Expected Case Sales	 	 1,090,000	 900,000	 1,050,000	
Chardonnay	 	 	 	 	
Price/Case	 	 $38	 $38	 $38	
Expected Case Sales	 	 1,600,000	 1,450,000	 1,650,000	
Merlot	 	 	 	 	
Price/Case	 	 $45	 $45	 $45	
Expected Case Sales	 	 1,100,000	 950,000	 1,050,000	
Cabernet Sauvignon	 	 	 	 	
Price/Case	 	 $47	 $47	 $47	
Expected Case Sales	 	 1,250,000	 1,100,000	 1,200,000	
Reserve Cabernet	 	 	 	 	
Price/Case	 	 $52	 $52	 $52	
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Expected Case Sales	 	 600,000	 500,000	 650,000	
Expected Case Sales	 	 5,100,000	 4,900,000	 5,600,000	
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Grille	d’évaluation	

Volet	résolution		

Structure,	développement	et	cohérence	
	
Qualité	du	fil	conducteur,	organisation	et	cohérence	d’idées	
	

/20	

Argumentation	et	résolution	
	
Compréhension	du	mandat	et	de	la	problématique,	qualité	des	
arguments	et	de	l’analyse,	pertinence	de	la	conclusion	
	

/40	

Originalité	de	la	présentation	
	
Innovation	et	audace	dans	les	recommandations	proposées	
	

/10	

Total	 /70	
	
Volet	présentation	

Qualité	de	la	présentation	
	
Qualité	du	support	visuel,	suivi	et	évolution	claire	du	plan	de	
présentation	
	

/10	

Qualité	du	langage	
	
Vocabulaire	riche	et	précis	
	

/10	

Aisance	d’élocution		
	
Aptitude	à	s’exprimer	clairement,	bonne	utilisation	du	ton	et	
du	débit	de	leur	voix	
	

/10	

Total	 /30	
	

Total	 /100	
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