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iz Increasing competition
In the wine Iindustry

Why?
 The ,new wine world“ is developing

— Australia, New Zealand, South Africa, Chile etc.
— ... also China and other new countries

 More and/or growing wine regions

— e.g. Okanagan Valley (Canada), Long Island (New York —
USA)

 Company takeovers lead to more ,big players®

19.12.2013 Sources: Miuller/Burgelt (2006), www.agric-econ.uni-kiel.de, p. 1; Gébel (2012), p. 74;

Hermann (2013), p. 35
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Sources: Saaler/Jacobi-Ewerth/Hoffmann (2007), p. 27; Muller/Dreyer (2010) , p. 79; Deutsches

Weininstitut GmbH (Hrsg.)(2013), www.deutscheweine.de, p. 2, S. 31, figure related to Porter



How to confront the increasing
competition

Different strategic options Narcow
Scope Segmentation
Strategy
e Porters ,Generic Strategies” -
(2003) - see figure

* Freyers ,Strategie-Box" (2011), prone Woiteromtianod [ (S350,
among other strategies e.g. e

Q U al Ity Le ad e rS h I p &r&c:,u;:enis; c:meszsn::y
Porter




o Options to differentiate

o Taste of wine
e Quality of wine
* Price strategy

 Product range
— e.g. eco-wine/
sustainable viticulture

e Service quality
e Customer groups
« Distribution channels

e Aesthetic considerations
— e.g. wine bottle, etiquette and/or winery itself

19.12.2013 Sources: Landesbank Baden-Wiirttemberg (2009), www.rlp-bank.de, p. 20 6
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) Architecture as a chance

- to differentiate

|
} }

Exterior architecture Interior architecture
 Creates curiosity ... In connection with decoration
e First impression for visitors e Put products in the limelight

 Atmosphere and orientation

Marqués de Riscal, Spain Hentley, Australia

19.12.2013 Sources: Pieper (2008), p. 55f.; Foscht/Swoboda (2005), p. 191
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For aregion

 Enhance the attractiveness of a region
 Embody vitality and quality of life
 New target groups

For a winery
 Use in marketing — e.g. increased medial attention

« Upgrading of products caused by attractive (retail)
environment

e Brand building for the winery

e Increasing attraction for tourists to visit the winery
— e.g. bypassing tourists make a stop

e Inspiring visitors to buy (more) wine
— Increasing direct sales! (economic potential)
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Distribution channels for bottled wine

\l/

Direct Sales

Indirect Sales

V

Vv

Own sales External Sales
V V V V V V V
LStraul3- Restaurants External Trade
) ) Markets/ .
wirtschaft/ Own Wine . and Vinothek } }
) Wine . ) Retail/ Wine
Buschen- Restaurant Fair . Accommodation in the Whole- ) )
,, festivals o : Dis- specialty
schank facilities region sale
counter store
Online-store

Source: following Dreyer/Ratz (2013), S. 113




h@ Reasons for increasing
direct sales

e Increased profit margins (up to 50%)

e Direct customer contact
— Brand awareness and loyalty
— Feedback about products & service
— Customer data — target group oriented marketing
— Educational opportunities

Quick response of market development & flexibility

— Adaption on customer wishes (e.g. concerning product
range)
— Quality management etc.

mmm) Challenge: lure customers to the winery

19.12.2013 Source: HaII/I\/lltcheII (2010) p.116 Gelfiler(2008) p. 32; Menk (2008) S. 24; Pe(

10



h Sattui Winery,
Napa Valley
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How to manage increased
direct sales

* Cooperation with other sectors: Wine Tourism
— More visitors because of cooperation with tourism

o Further attraction/Supplementary offer
* Free wine tasting

e Price quotes

e Easy online-buying afterwards
 PR-promotion/Marketing cooperations
 Wine clubs

e High customer loyalty

e Clear Positioning
In general  Enhance attractiveness of the winery
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"“'l‘j The role of architecture..

High number of building projects especially in the last 20 years
e e.g. Austria: 60 new winery buildings in the last 5 years (2008)
o |s it still differentiation?

Main research guestions:

 What are reasons for architectural (re)design?

e |s architecture an opportunity to differentiate from competitors
In today‘s world?

 What are further experiences of winery operators concerning
the effects of architecture? 2 A

e Can architecture enhance direct sales? (&4

19.12.2013 Source: Architektenkammer Wien (Ed.) (2008), p. 12f. 13
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Methodology

Preparation of the study:

« Identification of experts in the German-speaking area

 Research and listing of relevant projects

— In architectural guides (concerning wine)

—  Written surveys of experts of superordinate institutions of wine industry
(Deutsches Weininstitut, Osterreich Wein Marketing GmbH,
Branchenverband Deutschschweizer Wein, Konsortium Suadtiroler
Wein)

24 projects in 99 projects in 11 projects in 11 projects in
Germany Austria Switzerland South Tirol

Selection criteria:

1. Number of mentions

2. New buildings are preferred (not changes in building)
3. Time of completion — recent buildings are favoured

mm) Selection of 11 projects

14



Research objects

Weingut am Stein (D)
Completion 2005/06
3 mentions

Weingut Lubentiushof (D)
Completion 2007
3 mentions

Winzerhof Gierer (D)
Completion 2007
3 mentions

Weingut Brennfleck (D)
Completion 2007
3 mentions

Weingut Loimer (A)
Completion 2000

Weingut Hillinger (A)
Completion 2004

6 mentions 6 mentions

Weingut Esterhazy (A) Weingut Adank (CH)
Completion 2006 Completion 2009

4 mentions 3 mentions

Weingut Manincor(l)
Completion 2004
6 mentions

Kellerei Tramin (I)
Completion 2010
4 mentions

15



bz Study — Expert interviews
“‘ Methodology

Implementation of the study:

e 10 partly-standardized interviews
(mainly with owners and operators)

e Topics:
— Importance of direct sales
— Customer structure
— Architecture
— Buying behavior
— Connection of architecture and direct sales/cellar door sales




Findings

EXPECTATIONS OF THE EXPERTS
BEFORE ...

h
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; a..z Expectations related to architectural redesign

Improvement of operational figures 2 2 3 1 3 1 4 4 2,56
Differentiation from competition 4 1 2 1 1 2 - 2 4 4 2,33
Attractiveness for new/other target groups - 4 1 2 1 2 - 2 4 4 2,5
Implementation of higher prices 4 2 3 2 3 4 - 2 4 4 3,11
Optimization of operational processes - 2 1 1 2 1 - 1 1 1 1,25
Personal interest in architecture 1 1 1 1 1 1 , 201 | 2 1,44

1 — very important _ o _ _ _
2 — important  Differentiation from competitors IS one, but not the main reason

3 —lessimportant e Various reasons for redesign

4 — not important - one similarity: lack of space

 Further: new cellar equipment; new salesrooms; redesign
of etiquettes and bottles

18



Findings

REFLECTIONS OF THE EXPERTS
AFTERWARDS

h
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Results

expert interviews

(Wineries)

Investment in remarkable architecture = All experts agreed
was all in all profitable

Improvement of operational figures 8 of 10 experts
agreed

Differentiation from competitors 9 of 10 experts
agreed

Attractiveness for new/other target All experts agreed

groups

Contemporary Architecture is an 6 of 10 experts

Important Marketing and Image factor | agreed; 3 more
agreed only partly

Optimization of operational processes | All experts agreed
in the company caused by
jarchitectural (re)design

Source: pla’tou (2007), www.platou.dirk-linke.de, p. 4

iz Perception of changes since architectural redesign

Results
Pla‘tou study
(tourism companies)

88% Agreement

51% of interviewed people
stated figures above the
industry average

97% Agreement
95% Agreement

80% Agreement

20
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=) |s architecture a factor of success for direct sale?
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. | think so.
) | think so. ) "Ich glaube schon.*
Ich glaube schon. Weingut Adank, Mr. Adank

Weingut Manincor,
Mr. Graf Goéss-Enzenberg

| can clearly say yes. We never regret to
take this step and we would do it again.
"Kann ich mit einem ganz eindeutigen
Ja beurteilen. Wir haben den Schritt,
den wir gegangen sind zu keiner Minute
bereut, wir wirden es sofort wieder tun.”

| think it is an important Winzerhof Gierer, Mr. Gierer

component.
"Ich denke schon, dass es
schon ein wichtiger Baustein
ist.”
Weingut Leo Hillinger, Mr. Yes.
Hillinger "Ja.”

Weingut am Stein,Mr. Knoll

21



g} IS architecture a factor of success for direct sale?

Yes. Only one, never the

single success factor.
"Ja. Nur einer, nie der

Erfolgsfaktor.”
Weingut Lubentiushof, Mrs.
Barth
At the present time, yes.
"In der heutigen Zeit
schon.”
Yes, absolutly. But not the only one. Weingut Brennfleck, Mr.
"Ja, absolut. Einer, aber nicht der.* Brennfleck

Kellerei Tramin, Mr. Klotz

22



g} IS architecture a factor of success for direct sale?

Not implicitly. (...)
The location is obviously

more important.
"Nicht unbedingt. (...) Die
Lage ist deutlich wichtiger.";
Weingut Loimer, Mr. Loimer

In lesser intent yes. But it's difficult
just to build on this factor.
"In geringem Umfeld ja. Aber nur
darauf zu bauen wird schwierig.”
Weingut Esterhazy, Mr. Rouschal

23
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han:z) Architecture and visitation of
wineries

« Architecture gets more important as a visiting
reason for wineries
— Itis a sign of novelty and communicate quality

— EXxperts opinion: it is more important that people visit
winery due to the wine - because of ...

.. Differences between wine- and architecture-interested
people

 High media presence because of new architecture

—> higher number of visitors :__LI \

24



o Our experiences...
) Limitations and Challenges

o Partly no or incomplete survey of sales
figures

e Results from expert interviews are strongly
subjective and demonstrate mostly feelings of
the experts

 \Wineries use different distribution channels =
different significance of architecture

o Selection of study objects should be adapted
— Concerning similarities of wineries

_

25
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— Conclusion

e Architecture Is a chance to differentiate from
competitors

.. but nobody knows how big the success exactly Is

o Effect decrease Is possible because of variety
of building projects

—>Economic effects are not the major reasons for
architectural redesign

19.12.2013
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