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2011 vintage in Burgundy

Pleasure first and foremost

15 November 2011

2011 will remain etched in our memories,  not just because it was an early year, but because of

its unigue weather conditions. Whilst the worldds w
this new vintage, the first impressions are already being made. This year, elegance and
indulgence,inp arti cul ar, are enhancing the mosaic of Burg

accessible, providing an ideal way of discovering the wealth and diversity of Burgundy wines

The Burgundy winegrowers know how to trust their instincts. Before the arrival of summer, they
remained cautious, even though the particularly hot, dry spring gave the vines the potential for excellent
guality. The rainfall in July helped reconstitute the water reserves in the soil and provide the vines with
a new lease of life. The stormy weather in August, which was very difficult to anticipate, encouraged the
winegrowers to follow their plots inch by inch. They were fully aware that they would need both humility
and intuition to determine the date of the harvest: between maturity and the health of the vineyard,
nature has an important role to play. To wait or not to wait? This is the crucial question that the
Burgundy winegrowers asked themselves in the last weeks of August, particularly for Pinot Noir, which
is reputed for its delicacy and complexity.

The harvest was spread out across several weeks, with the winegrowers harvesting the plots according
to their maturity. The sunshine and lack of rain in September were the rewards for their patience.
Careful selection was carried out, on the vines and in the cellars. Only the very best grapes were
vinified.

™ White wines

The white wines are characterised by aromatic purity. Clear, frank aromas of citrus fruits and delicate
floral notes are unveiled on tasting. These flavours are brought out by a good level of acidity, making
the wines fresh and expressive. The harmonious balance, which was already perceived on tasting the
grapes, is confirmed. All this is strengthened by a pleasant roundness on the palate.

The expr essi on isalfeady motblel Maturity willibning anditional complexity and subtlety
to these wines, but they can also be enjoyed in their youth.

™ Red wines

These are highly quaffable wines with a very intense red colour. Depending on the sectors, there is a

wide aromatic palette: fresh fruits, red fruits (raspberry, cherry) and a few soft, spicy notes. Freshness

and balance grace the palate. The tannins are round, supple and elegant.

The broad sensorial diversity and the qualitative distribution are characteristic o f each ATerro
potential for laying down the wine will vary depending on the style. However, the very pleasant aspect

of this vintage, which is already noticeable, means that they can already be enjoyed.
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™ Crémants de Bourgogne

The Crémant producers began harvesting in the third week of August in the south of Burgundy. The
harvests continued until the end of September.

The wines made from Chardonnay grapes feature white peach and grapefruit aromas. The Aligoté
presents light, tangy notes.

The Pinot Noir provides structured, coloured wines. The Gamay reveals great-quality wines, with
intense red fruit aromas.

The first assemblages will be made at the end of the year.

This press release presents general characteristics per area. As each wine and each winemaker is unique, each wine
must be tasted before it can be characterized.



Climatolog y 2011

. An unparalleled year !

The first few months of the year were marked by clement temperatures and levels of rain that
fell well below the norm. Eve n at this point, 2011 could already be characterised as a hot, dry
year. The arrival of spring confirmed this trend and the first weekend of April ushered in some
exceptionally pleasant, warm weather. The arrival of the summer marked a sharp change in the
weather, allowing us to reconstitute water reserves without detracting from the maturing
process .

™ A hot, dry spring

Average monthly temperatures significantly exceeded seasonal averages in March, April and May. In
parallel, rain was scarce. The rainfall deficiency was considerable (particularly in April and May) and the
amount of sunshine was even greater than average for the summer period. There was, on average,
50% less rain than normal. Summer arrived early!

The vines grew rapidly. At the beginning of April, budding took place in the space of a few days in these
exceptional climatic conditions. The mid-budding stage (50% green shoots) was reached at dates similar
to those in 2007, making it one of the earliest in the last 17 years i some three weeks in advance when
compared to the average (1994-2010).

This unusual weather held out for several weeks and the flowering began during May, despite a slight
cooling and some rain towards the middle of the month. The mid-flowering dates (50% of flowers open)
fell around 20th May and the 3-week lead continued.

Thanks to the dry, warm weather, the vineyards were very healthy as conditions were unfavourable for
pests and disease. However, the drying up of water reserves in the soil triggered fears of early water
stress for the vines, which could weaken them during the maturation period. The return of rainfall at the
beginning of June was beneficial for the vines and reassured professionals.

The showers, which were often stormy, were sometimes accompanied by hail, which caused a certain
amount of local damage, particularly in the Yonne. The advance in the vegetative cycle was nevertheless
maintained thanks to the clement temperatures.

™ Aradical change in summer weather conditions

From 7™ July, weather trends reversed completely. There was much instability, with daily storms. July
saw rainfall totals that were three times greater than the seasonal average in some areas. It was also
one of the coldest of the last 20 years! One thing that particularly stood out was the frequency and
intensity of the hail storms that took place across the vineyards, with a particularly violent episode
occurring in the night of 12" to 13™ July in the Cdte Chalonnaise, which caused sometime very serious
damage.

In August, warm, sunny episodes alternated with cooler, rainy periods. The vines made the most of the

favourable periods and maturing took place at a good pace. There were three to four particularly heavy
rainy episodes, with the first two alone providing the average monthly rainfall.
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™ The return of good maturing conditions

The last ten days of August saw the return of dry, warm weather with temperatures exceeding seasonal
averages. This allowed the grapes to mature perfectly under ideal conditions. September continued in
the same way, with summery climatic conditions and a significant lack of rain that had no adverse effect
on the vines.

Sunshine-bathed harvests therefore began at the end of August for the earliest sectors, and continued
into the first weeks of September in excellent conditions.
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Average rainfall and temperatures in July T Burgundy 2011
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2010 Vintage

i in Burgundy the high standards paid off

May 2011

The 2010 vintage in Burgundy is a success despite the delicate cl imatic conditions. The age -old
history and experience acquired by the Burgundy winegrowers has, more than ever, borne fruit

This year, the level of maturity and the health of the vines were key in choosing the date of the harvest.
Although the harvest usually takes place by colour (traditionally red then white), the winegrowers,
attentive to the quality, alternated between red and white plots.

The small yields obtained are both a result of
millerandage caused by the climatic conditions in the spring, and the strict selection performed both on
the vine and in the cellar. The winemakers were then able to adjust their technique on the harvested
grapes to unveil the fine balance between sugar and acidity, without harming the aromatic expression.

There is no doubt that the 2010 Burgundy wines hold some nice surprises for wine enthusiasts!

™ White wines

@ Chablis and Grand Auxerrois

These pleasantly fresh wines present subtle notes of citrus fruits, green apple and peach. Balanced,
their palate has an excellent minerality, which highlights their liveliness and good tension.
Pleasant and tasty, they are ready to enjoy and will please even the most demanding of connoisseurs

B Cote Chalonnaise and Cote de Beaune

Overall, the wines are very aromatic, dominated by notes of ripe fruits and dry fruits. Their palate, lively
with excellent body, is full and substantial.

After a few months in the bottle they will soon soften to reach a perfect harmony. They have excellent
potential for laying down.

# Maconnais
The harvested grapes were of very high quality and the wines are worthy of a great vintage. Thanks to

their exuberance and their aromatic purity, their balance and excellent structure, these wines are
supple, tasty and have a wonderful freshness.
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™ Red wines

il Cote de Nuits

With real elegance and aromatic richness, these wines are
perfectly balanced. Fleshy, they are backed by firm and silky
tannins. Their excellent body and persistence on the palate
make them perfect for laying down.

il Cote Chalonnaise and Cote de Beaune

Firm, thanks to their tannins and excellent acidity, these wines
are full-bodied and well-balanced. The nose, with its hints of
small red fruits, black berries and kernel fruits, is a model of its
kind.

@ Grand Auxerrois

Particularly fruity, their supple, delicate tannins provide them with good balance.

™ Crémants de Bourgogne

The 2010 vintage is of good quality for the two grape varieties Chardonnay and Pinot Noir. The quality
of the grapes allowed for a gentle extraction, resulting in base wines without excessive levels of acidity,
an intense aromatic expression and good maturity.

This press release presents general characteristics per area. As each wine and each winemaker is unique, each wine
must be tasted before it can be characterized.



Markets & Development
Burgundy is back on track

Burgundy has posted good results, particularly in comparison to other vineyards. The
2010/2011 campaign confirmed the return to a rise in sales of Burgundy wines, which began last
year after the 2009 financial crisis. Despite the gloomy global backdrop, Burgundy has
economic assets which allow it to defend itself and to continue conquering markets. The
opportunities provided by developing markets also promise good future prospects.

Sales of Burgundy wines, during the previous sales campaign, again increased by 4.5% in one
year, after a rise of 5% during the previous campaign. Like last year, it is essentially exports
which drove these good results, recording between 6.5% and 12% acc ording to our estimates.
These results were generated thanks to a strategy to redirect exports towards more distant
countries, which is evidence that the Burgundy vineyard has retained its capacity to conquer

new markets.

The French market has generally he Id up well with growth of 1%. Once more, this is due to
growth in supermarket sales and to the development of direct sales. More traditional channels
are still affected by economic difficulties

™ A revitalised regional market

Despite the continued difficult economic context and a very low harvest volume in 2010 (discounting
2003 7 a year of drought T it is the smallest harvest since 1997), the volume of wine sold by wine-
growers increased by 4.5% in the last campaign (August 2010 - July 2011), compared to the previous

campaign.

With an equivalent of 199 million 75 cl bottles sold, Burgundy is back on track, posting a normal level of
sales, which also corresponds to the average harvest volume.

(volume in millions

Volume of wines sold by the winegrowers per campaign
(August year N to July N+1)
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Adding the five million bottles used for various professional activities (tastings, free samples, etc.), the
total volume of Burgundy wines leaving the cellars exceeded 204 million bottles . As during the period
2005-2008, sales exceeded the level harvested once again.

The stock of wines held by wine-growers at end July 2011 therefore fell by a considerable 9%,

cancelling out the rise observed in 2010. This reduction has generated a decline in availability. The

stock represents some 178 million bott ]| lasestbeidie c h cc
the arrival of the 2011 vintage. Given the average duration of maturing in Burgundy, this availability

represents a fairly low threshold for the vineyard and contributes to the relative tranquillity of the
professionals.

The marketing of the much-awaited 2009 vintage and the low volume of the 2010 harvest partly explain
this decline in availability in the cellars. This also encouraged the wine-growers to reduce the volume of
the 2010 vintage destined for wine merchants, which forced the merchants to quickly secure their
supply. Purchases made by wine merchants ended up being similar to those made during the previous
campaign, the equivalent of 115 million bottles, despite an increase in the average price of bulk wines.
Burgundy wine merchants have shown with these transactions with the wine-growers their ability to find
new markets, with a greater value, partly thanks to increased commercial business. Stocks at the wine
merchants total some 1 million hl, or 130 million bottles at end July 2011.

The 2011 harvest, which seems to have reached around 1.55 million hl (or 207 million bottles), will
allow the sector to reconstitute some of their stocks and meet the current level of demand.

The regional economic situation of Burgundy wines is fair ly positive, despite the persisting

gloomy international context. Benoit de Charette, Chairman of the Chamber of commerce and

industry of the Burgundy region and co-manager of the Maison Bichot in Beaune, spoke of Burgundy's

return to the markets on the occasion of the Vinomarket, on 4 November 2011: fBurgundy is beginning

to benefit, and rightly so, from the recognition of leading global players in the wine market. It is now fully
enjoyingbeingar ef er ence i n ter ms of,which &lot of aéwworld prodacersanet h e n't i
now trying to copy, after caebneseindoe rfianrg gthd@lyane hewyar
fi | adwvigegard can be present in 150 countries, despite its small size!"
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M Export: 3 " best revenues for Burgundy in 2011

B August 2010 / July 2011 campaign: confirmation of the recovery in exports

During the 12 months of the campaign,c ust oms st ati stics show new growth
by 6.4% by volume, after a 5% rise in the previous campaign . Overall, and compared to the

average exports observed over the last ten years, the accumulated fall in volume during the crisis has

been caught up. Exports have returned to a normal level, i.e. 89 million bottles.

However, after simplified declarative measures implemented by French customs, a significant volume
of exported Burgundy wines is no longer integrated in the official statistics. Including the additional
volume, estimated from different sources of information, it is reasonable to consider that the

figure is closer to 94 million bottles.

After being impacted by the severe economic crisis of 2008/2009, Burgundy was able to benefit from
the recovery in the global wine trade and record significant growth in exports.

The change in 201 1 resides essentially in the str ong rise revenues, with growth of 18.8%, after
weak growth the previous year. With a total of 629 million euros, it clearly exceeds the average of the
last campaigns, recording the third best result in the history of Burgundy exports

Although the results are good, we must remain cautious for the outlook for the new campaign. The
current climate encourages a certain amount of caution amongst exporters for the coming months. With
the latent crisis in the markets, global consumption and exports could fall at the end of the year.

- Export history of Burgundy wines per campaign
Millions of Millions of euros
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This campaign has enabled Burgundy to considerably increase the average value of wines exported, in
accordance with the objectives of the ABourgognes
recovery of Village and Grand Cru Appellations, whilst the previous campaign began with the Regional

AOCs, more accessible wines with a quick turnover.
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This growth has benefited both white wines, with a rise of 6.8% by volume and 14.7% by value, and red
wines which posted 8.9% and 26.9% respectively. Only Crémant de Bourgogne seems to have
registered a decline (source: French customs 2011). The survey conducted by the Union of Crémant de
Bourgogne does show continued growth in exports for this sparkling wine, however.

@ Firsteightmont hs 2011: focusing on fAvalueo
Although 2010 saw an Burgundywines exports
increase in exports by Inthousands of bottles Total first 8 months calendar year X€1,000
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The size of the bubbles: proportional to the weight of the market in revenues of Burgundy exports, over the period
Horizontal axis: growth by volume compared to the same period in 2010
Vertical axis: growth by value compared to the same period in 2010
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This growth can be seen on all markets outside the European Union. All markets have moved back into
the black, beginningwithBur gundy 6és princi pal mar ket s

The North-American market is benefitting from a recovery in the consumption of premium

wineand continues to be at the heart of Burgundy \

Japan,whose fistrongo vy e n, hasaotcuthbedsts Burgundy winesimports, on
the contrary, thanks to the efforts made by the Japanese people to respond to the double
catastrophe of March 2011.

The good health of the Burgundy vineyard is also due, to a large extent, to the economic momentum

of the new consumption markets, principally in Asia. Continental China and Hong Kong (both
markets being closely connected) arer api dly approaching Burgundyds
value.

Other promising markets are beginning to hold
significant weight in this ranking. Burgundy is enjoying ﬁrazil is the most recent country to be \

growing popularity there, as in Australia, with 2% of included in the BI
Burgundy's revenues, in Brazil, with 1%, or in the United export programme. A wine tour is
Arab Emirates, also with 1%. scheduled for April 2012, in partnership
Burgundy is therefore the French vineyard which with the Chamber of commerce and
generates the largest revenues for still wines in Australia. industry of the Burgundy region.
It totals 30% of exports of French still AOCs by value on _ _
this market, as in Brazil. On_the programme : tasting with
A 30% rise is observed in Burgundy exports to Russia, a Burgundy companies, training seminars
market which should be linked to the good results in Latvia lnid) pifss Rl -
and Lithuania (transit countries to the Russian market). o) Chiglails s Gy g @ 2l el
programme destined exclusively for

Brazilian wine waiters.

Conversely, sales in the European market still seem to be
penalised by the gloomy economic climate. However, the
reduction in the volume of sales in the European markets should be seen in the context of the simplified
declaration as mentioned above.

2011/2014 Burgundy wines export programme,
a new agency for an ambitious project

The BIVB is continuing its educational work to increase knowledge of the subtleties and the diversity of
Burgundy wines across the world. To this end, a new communication agency was recruited in September 2011
to help the BIVB develop its programmes abroad for the trade (wine waiters, restaurateurs, journalists,
importers, etc.) and the general public.

After a European invitation to tender, the agency Soprexa won the contract for three years. This agency has
been firmly established for many years in the food-processing sector, in particular in the promotion of wine.
The campaigns implemented will allow us to reach the trade network as closely as possible and in the most
relevant way possible.

lts tasks wild.l include the BIVBO6s events and press
UK, USA, China, Hong Kong, Japan and Belgium. The BIVB will carry out numerous events in these countries,
particularly through tasting sessions hosted by Burgundy professionals. Training and press relations events
will also be carried out in other destinations: Canada, Singapore, Taiwan, South Korea, Sweden, Norway,
Denmark, Finland and Brazil.

Inl i ne with the ABourgognes Amplitude 20150 pl an, t
for great wines produced from sustainable wine-growing. Chablis launched a similar invitation to tender and
has also selected Sopexa. Their specific objective is to highlight the original, unique aspect of Chablis wines.

At the same time, the Discover the Origin programme conducted in the UK in partnership with Parma ham,
Parmigiano-Reggiano cheese (Italy) and Porto and Douro wines (Portugal) has been re-launched for three
years. It will now also cover Ireland.

TOI
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Table of export results of Burgundy wines in the 2010/2011 campaign
and in the first eight months of 2011

2010-11 campaign (August 2010 - July 2011) Total first 8 months 2011 (January - August)
Burgiggi/tsw " 20101 campaign 0 ig‘;;;ig:m D'ﬁerezz‘;;g'i;' 0910 | 1621 8 months 2011 | %8 months 2011/2010 D'ﬂe':giiso'l‘g"ms
1000 units | 1000 EUR | VOLUME VALUE | 1000 units | 1000 EUR | 1000 units | 1000 EUR | VOLUME VALUE | 1000 units | 1000 EUR
World 89 007 628 787 +6,4% +18,8% 5 335 99 584 53 023 396 392 +0,4%] +17,8% 224 59 910
EU 51 970 264 721 -2,8%) +1,9%- 1517 4964 28 478 145 874 -11,7%) -4,9%- 3766 |- 7507
United Kingdom 22 240 113 399 +1% +2% 221 2077 11781 62 515 -13% 6%|- 1775 |- 4279
Belgium 8 611 37 286 5% -5%|- 495 |- 2114 4779 20 226 -16% -13%]- 922 |- 3095
Germany 4731 26 767 -13% +13%|- 683 3132 2 356 14 442 27% +3%] - 850 420
Netherlands 5882 24 908 5% -7%|- 302 |- 1815 3248 13 511 +5% 0% 149 54
Denmark 2991 15 786 7% +7%]|- 239 1061 1845 10 043 -13% -1%]- 271 |- 92
Sweden 3254 14 198 +5% +6% 148 859 2075 9 089 -1% +2%)|- 14 141
Spain 184 1846 +9% -3% 15 |- 59 106 1064 -8% -15%|- 9 |- 181
Ireland 1509 6 423 +6% -6% 85 |- 395 845 3375 +1% -11% 1 |- 405
Italy 581 5 456 +8% 2% 42 |- 118 277 2 864 -11% -15%|- 35 |- 508
Luxembourg 399 3919 5% -9%]- 21 |- 385 178 1898 -25% -19%|- 59 |- 451
Austria 166 2025 -8% +17%|- 15 290 82 1135 -23% +24%]- 24 221
Latvia 271 1898 +12% +21% 28 324 164 1139 +25% +24% 33 219
Finland 320 1681 -16% -5%]- 60 |- 86 231 1195 -19% -2%| - 55 |- 23
Lithuania 215 1160 +309% +431% 162 941 138 712 +162% +160% 85 438
Non EU countries 37 038 364 066 +22,7% +35,1% 6 852 94 620 24 545 250 518 19,4%) 36,8% 3990 67 417
USA 13 975 126 646 +27% +38% 2990 35 004 9126 82 505 +25% +39% 1847 23 051
Japan 7 968 76 543 +7% +16% 543 10 333 5289 52 316 +8% +15% 400 6796
Canada 5508 37 785 +35% +50% 1421 12 672 3533 25572 +19% +40% 567 7 354
Switzerland 1895 31284 5% +24%] - 97 6 152 1338 21 436 +3% +39% 40 5961
Hong Kong 745 18 065 +40% +74% 214 7 693 546 14 129 +49% +109%, 179 7 368
Australia 953 9545 +31% +27% 227 2 045 780 7 990 +48% +50% 252 2651
Singapore 359 8998 +6% +61% 19 3415 229 6 251 +15% +59% 29 2322
Taiwan 330 8 947 +111% +101% 174 4504 236 6 706 +115% +124% 126 3706
China 945 7336 +79% +112% 416 3 869 572 4 880 +81% +103%, 256 2 475
Brazil 497 4943 +8% +37% 36 1340 385 3508 +29% +49% 86 1 160
United Arab Emirates 475 4387 +23% +43% 89 1329 353 3481 +36% +57% 93 1261
South Korea 335 3704 +22% +3% 61 115 212 2473 +9% +3% 17 77
Norway 546 3442 +48% +57% 177 1243 407 2636 +19% +35% 65 676
Russia 299 2215 -10% +10%|- 35 201 221 1429 +3% +19% 6 8
Mexico 169 1184 +10% 5% 16 |- 57 105 798 +10% +10% 10 71

# The North -American market clearly on the up

The USA has bec o misteRport mankat dnytéimss off revenues (ahead of the UK),
with growth of 38% by value and 27% by volume.

Chanada is following the same trend, with +50% by value and +35% by volume, pushing it up to

4™ place.

USA: Burgundy s new leading export market by  value

American wines imports (from all origins) posted a considerable gain over the 12 months ending July
2011: +4% by volume and, more importantly, +7% in the average price. France has benefited from this
situation to a large extent, with +8% by volume and +9% in the average price.

Burgundy is fully benefiting from the recovery in the consumption of premium wine on this market and
should, in the medium term, continue to take advantage of this growth. But this is still far from its peak.
It is driven by consumers which are younger than those in France. The vineyard has already profited
from the rebound of the dollar at the beginning of 2010.

The fear that the dollar would fall again, as expressed by Burgundy in the summer of 2010, was partly
confirmed. The euro exchange rate has mainly remained between 1.40 and 1.45 to the dollar. This did
not prevent the sound growth in exports of Burgundy wines in the last campaign, reaching a volume of
3 million additional bottles and total growth of 35 million euros in revenues.
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Burgundy wines maintain a considerable growth margin in
mid-range and high-end restaurants, particularly with the
devel opment of Awi nes by t
According to a survey conducted by BIVB in 2010, barely
three out of five American restaurants, whose average bill
per person is over $30, currently offer Burgundy wines
(source: CHD Expert 2010).

per at

In the wine shops in the main states of the country, Burgundy
wines are already well established. 50% to 90% of points of
sale distribute at least one Burgundy wine (source: IRI
Symphony 2011). Sales of Burgundy have increased by 5%
to 15% depending on the state. The diversity of the range on offer continues to grow in these shops.

In supermarkets, sales of Burgundy are fairly low, but stable. There is room for optimism, however:
sales of Pinot Noir, of all origins, are experiencing a boom, with growth of 13% in this channel.

There is a real opportunity available for Burgundy. Its Regional and Village appellations are still
overlooked in this country and therefore represent new sales prospects.

B Asia boosts sales of Burgundy

Sales of Burgundy have been on the rise for several years in Asia, but it would now appear that exports
have moved up a gear.

Only Japan was a mature, substantial market for Burgundy until now. Although it is still growing, it is no

longer the only country in this part of the world to increase its imports of Burgundy wines.

The Peoplebs Republic of China and Hong KBumgupdyar e ¢
wine.These two market s, l inked by import fl ows, are s
6" largest market in terms of value.

Singapore and Taiwan are also expanding rapidly, partly thanks to their role as export platform for Asia.
It is also worth mentioning the interest of other Asian countries, which supply themselves directly from
these platforms for tax reasons. Indonesia, Malaysia and Vietnam are key markets, despite the fact that
their export volumes are low. India, which is often presented as a difficult market due to its high
customs taxes, could develop quickly. The European Union-India free trade agreement, currently under
negotiation, would be a key element.

Revenues generated by Burgundy from these new markets have dou bled in one year. This will
definitely be a key destination in the years ahead.

Asia should represent nearly 10% of export revenues of Burgundy wines at the end of 2011

(21% including Japan), versus only 2% in 2005.

To this overall weight should be added the rather significant share of volume exported to the UK. This
country acts as an export platform for Afine winesbo
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Change in exports of Burgundy wines to Asia (excl. Japan)
by value (in thousands of euros)
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Japan: return to a record level by value

Japan is a key destination for Burgundy and remains its 3" largest market by value, with 12.2% of
export revenues. It is a historical market and has been very stable for Burgundy for 10 years. This
country is home to a large number of wine lovers who are very interested in Burgundy wines. Burgundy
accounts for a third of the revenues generated by all French still AOC wines exported to Japan.

After the catastrophe of March 2011, the Japanese have once more proven their dynamism and their
ability to bounce back. The speed with which they were able to lift their heads and get the country up
and running again demands admiration from us all.

Overall wine imports continued to grow, with a rise of 3.2% by volume in the first seven months of the
year.

Burgundy has outperformed in this market. Its exports increased by over 7% by volume, returning to
their normal level with 8 million bottles. In particular, its revenues increased by 16% thereby
returning to record levels , i.e. 76.5 million euros. This demonstrates the attachment of the Japanese
people for Burgundy wines, particular the most expensive appellations.

The year 2009 was marked by an unprecedented flight to low-cost wines. In 2010 and 2011, the yen
exchange rate contributed to a large extent to boosting imports of higher-quality wines.

China and Hong Kong: Burgundy's new engin e

Long considered as a future market, Continental China has
become a key market.

It is now the 5" largest importer of wines by volume, with
4% of global imports and is the 4™ country by value, with
8% of global revenues. Imported wines still only represent
20% of wine consumption in China... hence its vast growth
potential.

Burgundy is fully capitalising on this vast growth in wine
consumption. Its wine exports have almost doubled in one
year, reaching 1.7 million bottles for 25.4 million euros.
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Inafew mont hs, China and Hong K‘Blargestmarlket by batue. dhise
prospect is a considerable advantage for Burgundy wines in Asia: Hong Kong is an almost obligatory
platform for high added-value wines entering Continental China (since the abolition of excise duties on
wines in February 2008).

The offers carried out in the sales channels show the strong presence of Burgundy, mainly in the
highest price segments (source: MIBD 2011).

Burgundy wines are mainly sold in bars, hotels, restaurants and specialist shops. They are still
under-represented in supermarkets, as they are mainly sold by foreign names. The offering is, however,
gradually increasing.

Within its fABodege@®dnés® Ampahitu he Burgundy Wi
develop and continue the presence of Burgundy in this growth market. To this end, it is launching a
VIE (International Volunteers in Business) programme in Shanghai , one of Chini

Af ter a few months6 training in Burgundy, t
beginning of 2012 for a minimum of one year to carry out various tasks with the trade:

Maintaining a network of trade professionals highly invested in promoting Burgundy wines.

Communication channel between the BIVB, training organisations and the official Burgundy
wines instructors, to favour the development of specific training seminars with the trade and
serious wine enthusiasts.

Provide feedback on the needs of the trade to the BIVB in terms of economic information,
material presenting Burgundy wines (brochures, training material, etc.).

Identification of good channels and establishment of press relations to increase the visibility
of Burgundy wines.

Supervision and alert in the event of fraudulent use of Burgundy appellations distributed on
the Chinese market.

After touring in Hong Kong and towns in Continental China in October 2011, many Burgundy
companies, accompanied by the Chamber of commerce and industry of the Burgundy region and the
BIVB, will be enthusiastic about travelling to the region in May 2012 for Vinexpo Hong Kong.

AWe are strengthening our pr es en c eHerirynGageyy iAsting
Chairman of the Bl Vdenotfiolgetting tbobe narkeatsrasd elientsewith whom we
have worked for a |l ong ti me. I n Burgundy, we

Chablis wines are also entering this market, which provides many possibilities. These wines are
counting on their wealth and gastronomic diversity to encourage the Chinese to discover and
appreciate white wines, although it is currently essentially a market for reds. They are proposing
AWhite nights with Chabliso, a putinargn barnmomes ddtween
Chablis wines and Chinese food, aimed at the trade and consumers in Hong Kong, in December
2011 and in Canton in 2012.

Several training courses and press meetings will enhance the Chablis and Burgundy programmes.

Bur ¢
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B Contrasting development in traditional European marke ts

The economic and social situation of European countries remains difficult. Wine consumption in these
countries seems to be weakening relative to the dynamism of the new markets. The economic situation

in Europe is not doing any favours for growth in this consumption. Let 6 s begi n by Bur gt
market by volume, the UK.

Other markets (Germany, the Netherlands, Denmark), which are very price sensitive, are in the same
situation. French wine consumption is faced with competition from low-price wines from Chile, Australia
and even ltaly. Belgium, which was caught up by the crisis fairly late on, is now affected by inflation.

And only the monopoly-run Scandinavian countries are enjoying a calmer situation.

In the UK, the economy and taxes are affecti ng sales of Burgundy

Exports of Burgundy wines to the UK ended the
2010-11 campaign very slightly up by 1% by
volume and 2% by revenues. With 22.2 million
bottles exported, the UK remains the leading
destination by vol ume (
total exports) and a 2 million euro increase in
revenues.

However, the fall in sales observed since January
(-13% by volume and -6% by value over the first

eight months of the year) does not favour - : - 3
optimism. This is a result of the government's ’ BSIINDY, Wines
drastic austerity measures along with the increase i \ &

o

in taxes which is penalising the market. —
For several years, excise duties on wine have been constantly rising. Taxes have thus risen by
25% alongside the increase in VAT from 17.5% to 20% in 2011. The impact of the euro/sterling

exchange rate is also affecting the price of European wines.

With an overall increase of 5% in the average price of wines in supermarkets, wine purchases in this
channel fell by a total of 2% over the last year. The more expensive wines are, of course, affected to a
greater extent, beginning with Burgundy wines whose supermarket sales fell by 5% by volume and
3% by value during the campaign (source: IRl Symphony).

The bankruptcy or economic difficulties of chains of general stores and specialist wine shops (Thresher,
The Wine Rack, Oddbins) also impacted on the sale of Burgundy wines in the UK. In 2009, 95% of UK
wine shops had sold Burgundy wine, with an average of fifty names sold during the year.

Germany, the Netherlands, Denmark, Belgium: tr  aditional markets down

For some years, we have witnessed a slow erosion of exports of Burgundy wines to neighbouring
markets, due to the combined effect of two factors:

Saturation and increased competition on these markets, where consumption is no longer
growing.

Increasing demand from new consumption markets, which brings about a reorientation of
Burgundy wine exports.

Germany, with its hard discount market, is certainly the most affected by the price war . However,
there are niches of informed wine consumers who are prepared to finance good bottles, but they remain

confidential.
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This country does, however, have a number of assets: a solid economy, a rather high proportion of
well-off households, development in the behaviour of German consumers, awareness of the notions of
the environment, "Terroir" and health, not to mention the development of gastronomic restaurants
(some 2,500 of the country's 20,000 restaurants). All these factors are likely to favour a recovery in
sales of Burgundy wines.

During the August 2010/July 2011 campaign, the Netherlands has shown increased stability over
the medium term (around 6 million bottles of Burgundy). It is also the only one of the neighbouring
markets to significantly increase its Burgundy wine imports over the first eight months of 2011 (+5%).

It is a country which sells and exports towards more favourable destinations. The fact that the Dutch
like to holiday in Burgundy also has a positive impact.

Exports of Burgundy wines, per campaign, to traditional European marke
By volume
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In Denmark , general wine consumption is declining, with a fall of 0.6% in the number of households
buying wine, and the volume per purchaser dropping by 3.1% (source: GFK panel). At the same time,
the average price of wines has increased.

Sales by volume of French wines fell by 13% over one year. However, white Burgundy has gained
market share, with a rise from 2.8% to 3.3% in overall sales, but with a 4% fall in the average price.
Finally, exports of Burgundy wines to Denmark have reached their highest levels on this market.

Belgium , which is very loyal to French wines, and particularly Burgundy wines, has held up reasonably
well against the economic crisis. However, for the last few months it has been faced with strong inflation
of 3.5% and little by little seems to have been caught up by the crisis. Spending seems to have
stabilised and the level of household confidence is showing signs of weakness.

Fl ander s, the driver of Bel giumbébs wine growt h, has
with a considerable decline in prices in the short term. On this white wine market, Burgundy is subject

to the sharp reduction in prices from competition from Australia, Italy and South-Africa. Spanish Cava is

also positioning itself on the aperitif segment to the detriment of white wines.

Exports of Burgundy wines consequently fell by 16% over the first eight months of 2011, even though
they were very stable in previous years despite the crisis. The decline over the 2010/2011 campaign
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is, however, limited to 5% compared to the previous campaign , thanks to a strong end of year in
2010.

The fall in exports to this country has to be seen in context: Belgians often buy their wine across the
border in France where it is less expensive (27% of households buy their wines in France, on average
eight times per year). They are the leading foreign customers in Burgundy (80% of Burgundy estates
guote Belgium as one of the main origins of foreign tourists to the cellars).

Scandinavia: the monopolies increase their sales of Burgundy wines, spurred on by
Crémant de Bourgogne

Scandinavian countries with the monopoly system represent a real opportunity for niche wines. These
public bodies are obliged to represent the diversit
and its varied ranges have a significant place. These markets are amongst the few in Europe to have

increased their imports of Burgundy wines over the last campaign.

This way of structuring the product range is sensible and consumer demand is healthy: sales of
Burgundy wines in Scandinavian state monopoly shops ar e constantly beating their records,
despite the crisis.

In Sweden, they increased by 17% by volume in 2010, compared to 2009 and established a new
record with 2.62 million bottles of Burgundy wine purchased. They have tripled in volume in only five
years.

In Norway , sales of Burgundy wines have increased by 5.6%, reaching the equivalent of 2.2 million
bottles. This growth is almost three times greater than that of the overall market.

The majority of the 100 Burgundy AOCs have been sold, over recent years, in the three countries
(Sweden, Norway, Finland) although most sales concern just a few names. Hundreds of different
Burgundy names are sold every year, but only around a dozen are permanently present in a large
number of shops (the rest are provided on order).

White wines account for the majority of the Burgundy offering, and contribute to its growth to a large
extent. It is worth noting the performance of Crémant de Bourgogne, which is particularly appreciated
by consumers and is hence one of the best sellers of sparkling wines amongst the monopolies.

Finally, there is a strong development opportunity for red wines, the favoured colour for Scandinavian
consumers.
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™ France: supermarkets and wine tourism are growth drivers

The French market remains fairly gloomy overall. According to figures from Insee (National Institute of
Statistics and Economic Studies), household spending fell by 0.5% in September 2011, after a
2" quarter which was down by nearly 2%. Morale has also plummeted in France, with people worried
about unemployment and purchasing power. Inflation, which has been rising since the end of 2010, is
weighing on household budgets.

The French are concerned for the future, and sales of AOC wines are being penalised as people spend
their money elsewhere (source: Kantar). In 1960, food and drink accounted for 35% of household
spending compared to less than 20% today. Spending on alcoholic drinks has been divided by three,
now accounting for only 1.4% of budgets. Accommodation and transport spending has doubled, from
20% to 40%.

ADeconsumeri smd of wine is continuing: the number o
in the year has fallen by 1%. Above all, people are buying less and less (54 bottles per year on
average, compared to 58 bottles three years earlier).

French AOCs are the first to be affected by this erosion. They have lost 300,000 households.
Consumers are focusing on the middle range, between 4 and 7 euros a bottle. This is perfectly fine for
Burgundy, which has a wide offering in this price range. It thereby retains its share of 20% of French
households buying Burgundy wines.

Burgundy is better equipped than other vineyards to tackle the crisis as it attracts purchasers who are
the least sensitive to prices (source: KANTAR 2011). It is mainly the more modest households which
are reducing their purchases. Conversely, the number of better-off customers seems to have increased,
contributing to a rise in the average price.

Those last points contribute to supporting Burgundy wines on the French market. Sales in the last
campaign in France reached a volume of more than 105 million bottles (+1%) which still accounts for
half of sales of Burgundy by volume.

# Two channels that favour Burgundy
Supermarket distribution: Bu  rgundy is an exception in the main sales channel

Burgundy is growing constantly in this channel, against
the backdrop of a structural fall in wine sales in
supermarkets. Sales of Burgundy wines in
supermarkets and hypermarkets grew by 2.3% by
volume durin g this campaign , and reached a new
record with 34.5% million bottles  (source: IRI 2011).

Burgundy has not discounted its wines to achieve
this performance . It holds an atypical position on this
network, as it sells few bottles in promotions and has
increased the average price of its wines by 2%. It has
increased its revenues by 4.2% in one year. The
objective to increase the value of its wines, which is part . * :

of the BIlIVB6s #fABourgognes Amplitude 20150 pl an, h a
therefore been achieved in this channel. Finally, it is interesting to note that although the majority of

French vineyards make up for losses made in the 75cl format by sales of the Bag-In-Box©, Burgundy

has made considerable progress in the traditional format. This overall growth is likely to continue, given

the spectacular results achieved during summer 2011 compared to the same period of 2010: +7 % by

volume and +9.5 % by value.
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This good annual performance concerns almost all categories of Burgundy wines. The growth of white
wines (+2.5% by volume and +4% by value) benefits Chablis Appellations (+4%), Regional white (+2%)
and Maconnais Village AOCs (+12 %), as well as Cotes de Beaune and Cétes de Nuits Villages (+6 %).
The main surprise is from Burgundy red wines which have jumped 3.5% by volume and 5.1% by
value, despite strong competition and a fall in red wine consumption overall (-2%). Here too, the
Regional AOCs (+2% by volume) have done almost as well as the Village AOCs (+3% by volume).
However, sales of Crémant de Bourgogne are beginning  to stagnate, in terms of volume, due to a
lack of availability. This is due to the small 2010 harvest and the increase in demand from various
export markets. This lack of availability obviously leads to an increase in prices in Crémant de
Bourgogne, just as for still white wines (prices up by an average of 2%).

Overall, if we include mini-markets and hard discount stores, sales of Burgundy in modern distribution

channels represent 46 million bottles, or 45% of the French market.

The fall in sales registered in hard discount stores is compensated by the growth in sales in mini-

markets: as going shopping is increasingly seen as a chore, consumers are gradually favouring

nei ghbourhood shops (6.2% market share of tfooomdptamas
(0.8% market share).

This overall service shows that Burgundy is perfectly well positioned in this channel, despite its weak
presence in the two main drivers of supermarket wine sales: rosé and the Bag-In-Box®©. With a large,
diverse product range between 4 and 10 euros, Burgundy is increasingly attracting consumers who
have re-directed their purchases towards high-quality, pleasant wines.

The strategic implementation of special events by the BIVB, with advisors specially trained in Burgundy
wines, also increase sales in a crucial period for the vineyard (between the autumn wine fairs in
supermarkets and the end of year celebrations).

Matrix showing growth of sales of wines in supermarkets
(total 12 months, end August 2011, source: IRl Symp hony )
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Direct sales: wine tourism, a new growth driver

Direct sales represent nearly 30 million high-quality bottles (+3%), i.e. 15% of total sales of Burgundy
wines. This channel is growing from year to year and concerns almost all of the wine companies which
sell by bottle, or 93%. They now welcome customers to their cellars (one quarter of whom are foreign
tourists). At the same time, the companies are increasingly going out to meet the consumers, at
regional produce markets or regional fairs (65% compared to 60% in 2010) and some are even active
on the Internet (25% compared to 18% one year earlier).

One of the main origins of foreign tourists is Belgium (quoted by 86% of respondents to the survey). It is
the Paris region which is the most represented (81% of respondents) by French visitors.

Fewer of these companies welcome visitors on appointment only (26% compared to 36% in 2006 in the
summer period), and are more likely to provide a permanent welcome all year round. The reception at
the estate is carried out by an employee in 21% of cases (18% in 2010).

The quality of the reception is also measured by the increase in the number of companies who carry out
visits of their estate (63% compared to 55% in 2010). The offer is becoming more diverse, with the
possibility of accommodation (13% compared to 7%) or the possibility to enjoy a meal on site (10%
compared to 4%). More than half of respondents believe that this has allowed them to increase their
sales.

Direct sales continue to grow, as 64% would like to further develop sales in the cellar. 31% of
respondents would like to increase their presence at fairs.

Wine tourism is key today: consumers are seeking authentic regional products

The percentage of households bringing back wine from their holiday destination is significant (20% of
holidaymakers in Burgundy), proof that wine tourism is an excellent means of promoting wines.
Purchases are growing in number, but quantities remain small (two thirds of holidaymakers buy fewer
than six bottles).

Customers tend to favour the following key factors: ongoing relations with the producer, knowledge of
the product and the possibility to taste the wines. 68% of those questioned said they would buy next
year again from the same suppliers (source: KANTAR 2011).

In 2011, customers are still present : 65% of tourism providers (all activities combined) regarded the

touri st season as Arather goodod or fAvery goodod des
(source: Bourgogne Tourisme) . In the Ctte doéOr, the initial i ndi c
stays in June 2011, compared to June 2010 in the Beaune region and +10% visitors at the tourist
information office in August.

Foreign tourist numbers are stable. The Belgians, Dutch and Germans are the most represented,
remaining loyal to Burgundy. This is proof that although exports are falling to these countries, the
consumers are still interested. Increasing numbers of Asian visitors, with a high purchasing power, are
coming to stay in Burgundy. There is therefore a significant pool available for selling wine via this
channel.

And this year again, restaurants and wine cellars are among the main beneficiaries of the flow of
tourists.

[ See the press release: fiWine tourism : Supporting high -quality wine tourism in Burgundy 0 P.34 to 36 ]
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@ A traditional network to be sustained
Restaurants: sales of Burgundy wines are slowly recovering

Since 2010, commercial activity has been slowly picking up in the restaurant industry, the distribution
network most affected by the economic crisis. Though frequentation of restaurants has improved since
the heart of the crisis (2008-09), it has not enabled wine sales to return to previous levels.
Nevertheless, the fall in volume of wine sold appears to be lessening (-1% in 2011 against -2% in 2010
and 3% in 2009).

Sales of Burgundy wines to restaurants should also fall slightly in 2011. But with around 24 million
bottles, this circuit remains important for the Burgundy wine-growing area.

The improvement in sales of wine to traditional restaurants (with average restaurant spend per person
over 30 euros) and gastronomic establishments is quite reassuring, as their customers tend to favour
Burgundy wines.

Burgundy wines benefit from the ramped-up
presence in restaurants in 2011; 60.5% of
restaurants have at least one Burgundy wine
on their wine list (58% in 2010, 52% in 2009).
Thi s figure reaches 9 (
restaurants. Each establishment lists an
average of 7 names.

Burgundy has been able to hold onto its place
partly thanks to sales made in the north-east
guarter in France, an area which is more

ﬁestaurants are a good means of showcasing ‘
Burgundy wines. Since October 2011, the BIVB
has provided restauran
wines |isto (up to 10
establishments, where possible). This is a simple,
aesthetically-pleasing document, entirely hand-
made, using solid materials with a view to
sustainable development in line with the
AfiBourgognes Amplitude :

traditional and which favours the consumption
of 75cl bottles and AOCs.

Another favourable factor in Burgundy is the
method of supply. Restaurants tend to favour
direct suppliers (65%). Half of them did so as
their main supply method.

However, Burgundy, (which mainly produces
white wines), is penalised by the general fall of
white wines consumption compared to other
colours.

key points about the region: grape varieties, wine
colours, main vineyards. A QR code on the
document allows restaurant guests to access a
variety of information on the vineyard and wine
tourism in  Burgundy directly from their
smartphones.

At the same time, for the last year, the BIVB has
been providing a training programme to wine clubs
and wine waiter students thanks to the French
network of official Burgundy wine instructors

(currently eight across France). Over 2,000
deents have been trained in this way. /
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Specialist w ine shops: considerable reduction in sales, but reasons for optimism

The situation amongst specialist wine shops remains difficult. The reduction in customer numbers is
worrying, particularly that of occasional customers (source: Equonoxe 2011). Only 8% of French
households claim to visit wine shops more than twice a year (source: Kantar Worldpanel 2011).

The number of specialist wine shops has, however, grown in France, by 4% in 2011, after a phase of
destabilisation during the crisis (source: Equonoxe 2011). There are now around 5,350 wine shops.
However, numbers have fallen in Burgundy (-1.4%), no doubt due to the development of direct sales.

Specialist wine shops have been subject to the increased competition from chains of shops which now
occupy 20% of points of sale in urban areas and almost half in the Paris region. This development
might be unfavourable for Burgundy, where the small volumes are more suited to independent retailers.

Today, this market segment represents only 7 million sales of bott les of Burgundy wines, a drop
of 10% compared to 2010.

However, there are reasons for optimism.  The vineyard is represented in nearly all of the shops in
this channel (93.5%). The range of Burgundy wines seems to have increased with 44.5 names sold
during the year, on average, per shop (including a large proportion of red wines: 27), compared to
38.7 one year earlier.

The increase in the average basket of goods in 2010 (+9.4%) is reassuring, after the 25% decline
posted at the heart of the crisis. Unsurprisingly, Burgundy positions itself towards the top end of this
channel, with an average sales price per consumer of 20 euros. Half of its sales are concentrated in the
12 and 25 euro segment. One bottle of Burgundy in three is bought at below 12 euros and one in six
above 25 euros.

There are two key elements in this channel: customer relations, through advice and welcome, and the
diversity of the offering (source: KANTAR 2011). In the end, the price is secondary. These points are all
in favour of Burgundy.

The majority of wine shops, questioned in spring 2011, were expecting stable or indeed rising sales of
Burgundy in the future. Burgundy takes the second place amongst the vineyards that the wine shops
want to highlight. Nevertheless, 35% of wine shop owners say they are not sufficiently informed about
Burgundy wines. It would appear that training is a key factor in maintaining sales in this channel

ARencesavee | es Bourgognes / Chablisdo: ther
Paris, Dijon, Roscoff, Essey-lées-Na nc vy , Pau. .. These are | us tRerxanimes
avec | es BoasetingsovighrBergundiedda n d RedneontrBsaveclesChabl i s0 si nc

This 5™ edition will extend to the end of the year with a total of 2,000 events. It is the first year that the
Burgundy Wine Board (BIVB) has carried out this campaign to focus on Chablis. The aim of these
meetings is to allow the Burgundy producers to meet as many wine lovers as possible at points of sale, in
wine shops, wine fairs or even in supermarkets. To see the schedule and location of each event, visit:
www.rencontresaveclesbourgognes.fr (in France only, soon in Belgium).

Rengxommres , \ @

Bourgognes ¥ SREMEIRRISAEEE. | BOURGOGNES

Lex autres sites es vins 0= Bourgogns ©
SITE D'INFORMATION

Cet automne, les Bourgognes et les Chablis viennent a votre rencontre 1 SITE ACCORD METS ETVINS
SITE TOURISME VITICOLE



http://www.rencontresaveclesbourgognes.fr/
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® Key figures from the Burgundy region  (Source: French customs/ IRI/ BIVB/DRAF)

October 2011
B Averag e production

1.5 million hectolitres of which o 60.5 % white wines
o 31.5 % red wines (and rosé)
o 8 % Crémant de Bourgogne

and o 1.5 % Grand Cru wines
o 47.5 % Village Appellations and Premiers Crus
o 51.0 % Regional Appellations

in other word s o 6.5 % of the production of French AOC
o 3 % of the production of wines in France
o 04%of the worldbs wine

28 000 hectares in production (3% of the French wine-growing region)

2 main grape varieties:
o Chardonnay (56%): is used in the production of nearly all white wines
o Pinot Noir (31%): is used in the production of nearly all red wines
Other varieties: Aligoté (white, 7.5%), Gamay (red, for Bourgogne Passe-tout-grains and Macon, 5%), Sauvignon and
César (0.5%)

100 different appellations of which o 33 Grand Cru Appellations

(22% of the French AOCs) o 44 Village Appellations and Premiers Crus

o 23 Regional Appellations

@ Companies
3 800 Wine-growing estates (of which 1,300 bottle and sell over 10,000 units)

250 Wine merchants
23 Cooperative cellars

Estimated breakdown of sales of Burgundy win@ctober 2011)

1.2 billion euros in revenues (estimated) .

Burgundy accounts for: Burgundy represent:
o 2.8% of worldwide wines exchanges, in

W Market Nonoff;c)(izlo ?gditional_
3%

o Some 200 million bottles sold

o 48 % are exported

terms of value

o 18.5 % of revenues of French still VQPRD
exported in 2010 (for 6.5% of the production)

Specialist shops
3%

Salesin regio Salesin region + fairs +
(foreign clients) mail order (French clients)

@ Regional weight 4% 12%

. . . S : BIVBrfEnch Custom/IRI/CHD/E
2 % of the agricultural land exploited in Burgundy ource neh -ustom guonoxe
3%0f Burgundyds GDP

45,200 jobs generate (direct and indirect) i.e. 7% of total employment in Burgundy




~fiBourgognes Amplituc
&8 An immediate start for an ambitious project

The fABourAmpmlinietsude 20150 plan has set
task of consolidating Burgundy wines
f \ . . . . N ~
L l) ), great wines produced from sustainable wine -gr owi ngo by fAmov
al l Burgundy wines towards the upper ¢
Supporting resea rch, developing training and strengthening
BOU RGOGNES communication with the trade, media and the general public, the
A mpf itude 2015 Burgundy Wine Board (BIVB) is acting widely to raise the image of

its wines, to enhance them and thereby prepare the ground for all
the companies in the sector .

The world of wine is experiencing a period of intense change, as witnessed by everyday news. The
ABourgognes Amplitude 20150 pl an, established in ¢
implemented at the beginning of 2011, aims to help Burgundy wine professionals to anticipate and fully

capitalise on these changes.

A |l arge number of the projects in the pl Mehadveatw e al r
strike while the iron is hot, 6 says Mi ¢ h €Hairménaof tthea Bl sVi Bilthough, the overall

situation of Burgundy wines is good, we must constantly remain attentive to the markets and
consumers. We cannot rest on our laurels. We want to remain THE worldwide reference in terms of

quality, respect for the environmentandfivi ns de terroirso. This plan is
already has 2000 years of experience!".

® Train, communicate, develop the image and reputation of Burgundy

With 200 million bottles marketed, Burgundy wines are rather rare. To be THE reference is, first of all, a
guestion of image and reputation, not a question of the size of the vineyard. To achieve its objective
and define its programme, the BIVB uses numerous surveys and meetings with distributors, the trade,
wine professionals, shopkeepers, consumers, journalists, tourists and deans of prestigious higher
education institutions. Training seminars, sales arguments, promotion and information tools as well as
tailor-made actions are specially created to enhance the reputation of the vineyard. These new tools
aim to facilitate relations with all target audiences:

In France, local events s u ¢ h  a Rencbniress avBc les Bourgognesbor t he fAGrands J
Bourgogneo are carried out regularly t consomeas t he
and the sectordés professionals

On the export markets, promotion and communication S . 'm
campaigns focus on the five key countries (USA, UK, P ‘
Japan, Belgium, China/Hong Kong) but cover a total of
15 countries.

The increased presence of Burgundy wines in China is
demonstrated by the appointment of a representative
participating in a VIE (International Volunteers in
Business) programme. Based in Shanghai, he will be
responsible for developing the presence of Burgundy
wines in this leading market and organising a
competitive watch.
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Training the trade is at the heart of the p ;
Burgundy Wi ne Boar d§ Si ons :
influence of the Burgundy Wine School is ' scw Qi n of Village
expanded, both in France and abroad, by
the network of official instructors of
Burgundy wines. There are now around
fifty official instructors who are authorised
to organise seminars and tasting
sessions for the BIVB, after coming to
Burgundy and passing an exam.

The creation of subsidiaries is also being
researched, to ensure a permanent
vehicle for training and communication.

® Strengthening the position of sustainable development in Burgundy

This is one of our main challenges. The BIVB has recruited a Head of Sustainable Development, whose
first task is to carry out the Sustainable Development assessment of the sector. And from these results,
new actions will be carried out. Her work will concern environmental, but also social and economic
areas.

™ Enhancing cultural wine -tourism

With its plan to create the Maison des Vins, de la Gastronomie et du Territoire en Bourgogne, an
unmissable, unique and unifying place, the BIVB and its partners wish to equip themselves with a

promotion tool, aimed at the many visitors.

This centre will play a full part in the Clwmasadmt um wl
Vignobl e de Bourgognedo for UNESCO world heritage st
A feasibility study has just been launched. The results will be presented in September 2012.

M Studying Burgundyo6s economic situatior

In November,the Bl VB started up the professional debate ag
gathering, exclusively for the wine sector. The aim is to study Burgundy's situation within the global

market and the outlook for development. Vinomarket is to become an annual meeting, to inform the
companies and allow them to anticipate changes in the global economy.

™ Strengthen technical actions with teams from different bodies

Mixing teams between different bodies under a single management allows us to combine skills and find
synergies, whilst benefiting from a leverage effect and economies of scale.

The implementation of a mixed team with the IFV (French Institute of Vines and Wines) has already
been confirmed.
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™ Supporting wine research

Favouring the establishment of relations between different wine-growing areas, in technical and
scientific fields, allows us to conduct joint programmes. Work is currently being carried out to join forces
with Alsace and Champagne.

Burgundydés reputati on idat itsi ppsition,sittalse megds projects dhe plann s o |
which has already been in place for nearly a year, aims to reinforce the project to enhance its
wines, which the BIVB has set itself

BOURGOGNES
Amplitude 2015

Drawn up in 2010,thei Bour gognes A mp planiaims] ia pagticularst@ make Burgundy wines i t h
worldwide reference in fine wines produced from sustainable wine -gr owi agiao i mov e
Burgundy wines towards the upper segments of the r

It contains 6 strategic priorities:

1 To combat #Airregularitydo to ensure competitivel

- To consolidate the reputation of the name ABur
and brands/signatures

® To confugtmaiandilsl e o gual ity whi wih 200 millien smpacgablet bottle® |
marketed
To strengthen the economic momentum and f il f |
(o]

To ensure an additional step in cross-functional governance

+  To conduct competitive watch, particularly abroad

The roadmap lists 31 guidelines and 103 actions points in the fields of research, promotion and
economic development

A liaison office, made up of permanent members and representatives of the sector, was set up to ensure that
the plan is carried out according to plan, and to anticipate any changes to the plan, if necessary.




“Sustainable Development in Burgundy
" A structured, coherent approach

iTo be t he wor |l dwi de bench
produced by sustainable wineg
of the fiBourgognes Amplitud
out the broad guidelines for the Burgundy wine sector

in the coming years. Sustainable winegrowing and,
more broadly, Sustainable Development T both new
societal challenges i are therefore at the heart of the :
Burgundy Wine Boar doéa nuniit of B)
key projects are already underway

™ A central challenge: the Sustainable Development assessment of
Burgundy vineyards

Sustainable Development is a cross-functional concept that includes environmental, social and
economic aspects. Through its Technique and Quality Centre, the BIVB has commissioned a specialist
agency to carry out a Sustainable Development assessment of Burgundy vineyards. This assessment
will form the basis of a five-year action plan.

Through field studies, surveys and calculations, an initial inventory will be drawn up at the end of 2011.

It wi |l hi ghlight Burgundyds strengths and ilhasakness
present various development possibilities. The findings will be presented in January 2012, during a

seminar uniting the various participants of the project.

To help the professionals and partners of the Burgundy wine sector get involved in this major issue, the
BIVB has also reinforced its Technique and Quality Centre with the arrival of Claire Pernet as Head of
Sustainable Development on 12™ September. Thanks to her background and professional experience,
Claire has a very good knowledge of Burgundy winegrowing and its environmental aspects. Her first
task will be to carry out the Sustainable Development assessment (see above).

The strategic action plan will be drawn up by the BIVB following this assessment and its operational
application will be carried out by the various sector agents represented on the Sustainable Winegrowing
Committee, an extended body that unites the BIVB, the professional groups and all the territorial
entities involved in Sustainable Development (Chambers of Agriculture, cultivators, equipment
manufacturers, etc.).

As part of its fABourgognes Amplitude 20150 pl an, t h
with regard to Sustainable Development. The BIlI VBO&s
Defence and Management Organisation of Gevrey-Chambertin to carry out its environmental
assessment (evaluation of phytosanitary protection practices). Other collective efforts will be analysed

and encouraged in the near future.
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™ A European project: BioDiVine

This year, Burgundy has also taken on the European project BioDiVine, which aims to study the link
between the organisation of wine landscapes and their impact on biodiversity. Does the increase of
plant resources around vineyards result in the growth of more diverse fauna? What is the impact on
vine-growing?

Biodiversity is an integral part of Sustainable
Development and concerns all vineyards. Several

European countries have embarked on this project.

In France, in partnership with Burgundy, the : o S '
Costiéres de Nimes, Saint-Emilion and Limoux TS

vineyards are working together in the same project. BlOD f\/nle%/
Research is being conducted on three sites in our e\
region, one per département: Irancy (89), Corton '
(21) and Pouilly-Fuissé (71). The work, which
began several months ago, will continue until the end of 2014.

On each experimentation site, a semi-natural zone is established on which no vines are planted,
allowing the biodiversity to be enriched (increases the microbiological diversity, doubles the number of
birds and small mammals, etc.). At the end of this project, plans to manage the land will be established
and transferred to the different European winegrowing areas so that they can implement the most
relevant organisation of the landscape in terms of biodiversity. This knowledge transfer will be
accompanied by the publication of a technical guide for winegrowers.

On 18 October 2011, the BIVB has welcomed the representatives of the European Commission in
charge of this project and its various participants to review progress.

™ Hope of World Heritage status to preserve the wealth of the
Burgundy vineyards

Burgundydés desire to position Sustainabl e Devel opme

finds particular resonance i n atptpd iwiane osie aqntaalredé b yc arn
Vignoble de Bourgogne" for UNESCO World Heritage status. This shared momentum is created in
di fferent ways, but has one common goal : to preser

highlight their exceptional universal value.




“Wine tourism
Supporting high-quality wine tourism in Burgundy

Each year, the French wine -growing areas attract one third of French and international tourists

visiting the country. Burgundy stands out from its wide range of competitors for its high -quality

wines, the age -old histo ry of its vineyards and the passion of the men and women who bring it

to life. Our region opens up its vineyards to experienced connoisseurs and new fans alike, for a

warm, welcoming and festive discovery of the area.

As one of the mainoginms Ampt he ulBRo20d50 plan is to
tourism, the Burgundy Wine Board (BIVB) wishes to enhance the wine tourism activities on offer
onaregionalscale. Vari ous projects are underway to facilitat

™ An ambitious, uni f yi ng project: t he AnMai son
Gastronomie et du Territoire en Bourgogne™

Burgundy, an important region in wine tourism, does not yet have a unifying centre where tourists can
discover its richness in the space of half a day. To bridge this gap, many corporate and tourism

partners are joining forces to create an ambitious
du Territoireo. They are planning on developing thi
can discover and understand the gastronomy and wines of Burgundy, as well as the culture and

heritage developed from wine-growing.

Thi s AMai sono wil |l be <created in a regional cont e

Méaconnaise des vins, Maison des vins de la Céte Chalonnaise, etc.). Similarly, it will take a particularly
dynamic national context into account, both in terms of wine tourism and the promotion of French
gastronomy (Centre Culturel et Touristique du Vin de Bordeaux, Pavillon des Vins de France a Paris,
Maison de la Gastronomie, etc.).

he creation of this AMaisono also reflects the dyn
the ACIimats du Vignoble de Bourgogneodo for UNESCO wi

An opportunity and definition study is currently being conducted. Itisco-f i nanced by the Ct
General Council, the Urban Community of Beaune, the Pays Beaunois, the French state and even
Europe. The results wild.l be published in Septl@amber
Gastronomie et du Territoire de Bourgogneodo i s esti m;




