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REPORT OVERVIEW :
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(66 pages)

This report examines the sparkling wine/champagne segment of the South African market.

It answers the questions: who are the users of sparkling wine/champagne, what brands are they
using, and how do | communicate with them?

It provides a comprehensive profile of the entire sparkling wine/champagne segment, as well as a
detailed segmentation by brand, namely: Cinzano; J.C. Le Roux; Nederburg.

It examines in detail the demographics, lifestyle, media consumption and cellphone and Internet
usage of the sparkling wine/champagne segment by brand, making it a vital reference report for
anyone wanting to understand this segment of the market.
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66 page report with 70+ charts,
graphs, tables and insights
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SAMPLE FROM REPORT:
BRAND PENETRATION 2005 - 2008

Which one brand of sparkling wine/champagne do you consume most often?
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Cinzano J.C. Le Roux Nederburg
12005 12006 42007 42008

C Cinzano sparkling wine has seen a decline in consumers from 16% in 2005 to 11% in 2008
C J. C Le Roux has increased significantly from 45% in 2005 to 56% in 2008
C Nederburg has remained stable throughout 2005 to 2008 at around 13%

Source: AMPS 2008B (Adults 16+) 4
Sample Sizes : 21 083 (total); 1332 brand consumed most often

Note: all figures based on weighted numbers ©Analytix Business Intelligence 2009
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BRAND PROFILE: POPULATION

ANALYTIX

Business Intelligence

Source: AMPS 2008B (Adults 16+)
Sample Sizes : 21 083 (total); 1332 brand consumed most often

Knowledge equals Power
Population group profile of sparkling wine/champagne brands
100%
31% 32% 33%
42%
80%
/ 8% 2% 3%
0 .
60% 11% 14% 5% 13% LI White
9% L1 Indian
L4 Coloured

40%

i Black
20%

0% T f
Cinzano J.C. Le Roux Nederburg Total sparkling
wine/champagne users
© Nederburg consumers comprised of 44% Black, 42% of White, 9% Coloured and 5% Indian
© For J.C Le Roux, 52% of consumers were Black
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SPORTS INTERESTS (TOP 10) ¢ e
Sports interests (top 10) by sparkling wine/ champagne brand
50%
40%
30%
20% R _
10% =¢—Cinzano
=i—)J.C. Le Roux
0%
< 5 Ky o o o © . . Nederburg
& @ Y & N N S D N g
o & S Qj@"(' $§& &8 ¥ <& 4\@‘} & v’”@ =>¢=Total sparkling wine/champagne users
o‘“é ° N & Q°O\
K \% ‘Z>°+ S’\
5\0‘ Q’b‘ \\\'9
‘\Q\Qo 6\&\0 N
\Q;& <@
& &
& &
&’b éé’o
Na
In 2008 the most popular sports interests among all sparkling wine consumers were Soccer, Cricket and Rugby
Walking/ Hiking is a popular interest among Cinzano consumers
S : AMPS 2008B (Adults 16 6
ource. (Adults 16+) ©Analytix Business Intelligence 2009
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TOP 3 MONTHLY MAGAZINES
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Cinzano Percentage
Men's Health 9%
True Love 7%
Reader's Digest 7%
Nederburg Percentage
COSMOPOLITAN 8%
True Love 7%
Oprah Magazine SA 6%

J.C. Le Roux Percentage
True Love 11%
COSMOPOLITAN 8%
BONA 7%
Total users Percentage
True Love 9%
COSMOPOLITAN 7%
Men's Health 7%

Men’s Health (7%)

In 2008, the most popular top three monthly magazines were True Love (9%), Cosmopolitan (7%) and

The most popular three monthly magazines among Cinzano consumers were Men’s Health (9%), True
Love (7%) and Reader’s Digest (7%)

Source: AMPS 2008B (Adults 16+)

Note: all figures are based on AMPS sample Sample Sizes : 21 083 (total); 1332 brand consumed most often

Note: all figures based on AMPS AIRS (average issue readership) totals
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Gauteng; Limpopo; North West

8

©Analytix Business Intelligence 2009
www.analytixbi.com



TABLE OF CONTENTS ;

l\,, Business Intelligence

3. Market and Brand Trends (2008)
3.1. Average Annual Household Expenditure on Wine (2006) by LSM: 1-4; 5-6; 7-8; 9-10
3.2. Consumer Trends 2006-2008: Race Black; White; Coloured; Indian
3.3. Consumer Trends 2006-2008: Home Language: English, isiZulu, isiXhosa, isiNdebele, Afrikaans,
siSwati, Sepedi, Sesotho, Setswana, Tshivenda and Xitsonga
3.4. Brand Penetration: 2005-2008
3.5. Brand Market Penetration: : The sparkling wine/champagne segment has been further

4.1.
4.2.
4.3.
4.4.
4.5.
4.6.
4.7.

segmented by brand: Cinzano; J.C. Le Roux; Nederburg

Demographic Profile of Segments (2008)

LSM Profile: Brand profile and brand share of each brand by LSM group

Gender Profile: Brand and brand share of each brand by gender

Age Profile: Brand Profile and brand share of each brand by age

Lifestage Profile: Brand profile and brand share of each brand by lifestage
Population Group: Brand profile and brand share of each brand by population group
Home Language: Brand Profile ad brand share of each brand by home language
Province Profile: Brand Profile and brand share of each brand by province

9

©Analytix Business Intelligence 2009
www.analytixbi.com



TABLE OF CONTENTS ;

5.

6.

Lifestyle (2008)

5.1.
5.2.
5.3.
5.4.
5.5.
5.6.
5.7.
5.8.
5.9.
5.9.
5.10.

Media (2008)

6.1.
6.2.
6.3.
6.4.
6.5.
6.6.

l\,, Business Intelligence

Cellphone Ownership: Cellphone ownership by brand

Payment Mechanism: Payment Mechanism brand

Make of Cellphone: Cellphone brands by segment brand

Cellular Network Provider: Cellular network provider by brand

PC and Laptop Ownership: Ownership of PC and Laptop by brand

Internet Access (Past 7 Days): Internet access in past seven days by brand
Financial Institutions: Financial institutions by brand

Sports Interests: Sports interested in by segment brand

Sports participated: Sports participated in by segment brand

Favourite Music: Favourite music types by brand

Frequency of cinema visits: Frequency of cinema visits in average four weeks by brand

Newspaper readership: Top three daily and weekly newspapers by brand
Magazine readership: Top three weekly and monthly magazines by brand
Free Magazine readership: Top three “free” magazine readership by brand
TV channels: Top three TV channels by brand

TV channels via DStv: Top three TV channels via DStv by brand

Radio Stations: Top three radio stations by brand

10

©Analytix Business Intelligence 2009
www.analytixbi.com



‘\ Business Intelligence

ABOUT ANALYTIX BI )

Analytix Business Intelligence is a South African marketing planning and business intelligence
company who conduct local and global market research and analysis to help companies make
smarter, more accountable decisions and improve their return on investment.

We are an independent company with the expertise and resources to provide objective and
reliable market intelligence reports.

We have compiled and are in the process of compiling a number of South African reports with the
intention of providing affordable South African market insight to companies and individuals.

In addition, we are experts at doing desk and Internet research to create customised reports
regarding consumer segments, industries or markets.

We provide customised marketing planning, market research and analytical solutions so if you
have specific needs and requirements, please contact us directly.

COPYRIGHT

Copyright in this work is vested in Analytix Marketing Solutions (Registration no: 2005/175370/23) trading as Analytix Business Intelligence
and the document is issued in confidence for the purpose only for which it is supplied. It must not be reproduced in whole or in part or used for
tendering or commercial purposes except under an agreement or with the consent in writing of Analytix Business Intelligence.

Analytix Business Intelligence endeavours to provide accurate information. Whilst information, advice or comment is believed to be correct at
the time of publication, the publisher cannot accept any responsibility for its completeness or accuracy. Accordingly, the publisher,

author or distributor shall not be liable to any person or entity with respect to any loss or damage caused or alleged to be caused directly or
indirectly by what is contained in or left out of this report.
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(1.) Complete the order form & fax back to 086 671-2165 or email to info@analytixbi.com (2.) PAYMENT TERMS: Strictly 30 days from
presentation of our invoice (3.) The report will be emailed in PDF format upon receipt of payment or when proof of payment has been
provided (4.) All prices exclude 14 % VAT

COMPANY DETAILS

Company Name:

Postal Address:

Town/City: Postal Code:
Tel Number: Fax Number:
Your email address: Billing email:
Your name: VAT number:

CONFIRMATION: l/we wish to order this publication (please tick)

Title of Publication

Total Ex Vat

South African Brand Report: Consumers of Sparkling Wine/ Champagne

R15 000, 00

ACKNOWLEDGEMENT

| am authorised to order this publication on behalf of the company and agree to the payment terms.

Client (Print Name)

Signature

Capacity

Date
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