E6vikn Ztpatnylkn Marketing

MapakaAoUpe yLa va eLl0EABeTE OTA ETILUEPOUG Nedia Tou ZTpatnytkoU ZXediou, MANKTPOAOYELOTE TO username Kat To
password nou oag £xeL 500ei anod tnv KEOZOE. Katoriyv emAEETE amnod To HevoU aploTeEPA To THHHA TNG HEAETNG, TIOU 0ag
eVALAPEPEL KAl apopa oTn pacn Alepelivnong 1 oTnv pAacn avantuing ZTpatnylkng, yia To eAANVLIKO Kpaoi

NEW WINES
OF GREECE

ZTPATHIIKO ZXEAIO ywa To
Marketing & Branding Tou eAAnvikou KpaoLou

To otpatnylko oxedio branding kat marketing tTou EAANVIKOU KpAOLOU yla TNV £yXwpPLa Kat
TLG dLebveiq ayopeg, eival TTAEOV TO OPYyavo TTIAONYNONG TOU EAANVLIKOU KPAOLOU OTLG AYOPEG
TOU KOG OU.

H kataoTtaon Tou EAANVIKOU KPAOLOU EPEPE OTNV ETILPAVELA TNV AvayKalotnTa dnuoupyiag
OoTPATNYLKOU oXediou. Me SLkn Tou MPWTOPROUALQ, 0 EAANVIKOG OLVIKOG KAASOG peca arod 1o
OUAAOYLKO Opyavo tng EBvikng AlertayyeApatikng Opyavwong AumieAou kat Oivou (EAOAO)
aveBeoe 1o £pyo otnv PRC Group — Altervision — Critical Publics London tov Zemnteupplo tou
2008.

2TO £PYO QUTO ToU amoTeAElL KAQSLIKA TMPWTOPROUALQ, CUpPPETELXAV EvEpYa TTAvw ard 400
atopa o€ 6An tnv EAAAdQ, peow 10 epwtnuatoloyiwy, 9 cuvavinoewyv pyaciag oTLg
MEPLPEPELEG, 5 EKTTALOEUTLIKWY CEULVAPLWY KAl TIAPOUCLACEWY 0Ta PJEAN Tou kKAadou, 8
OUVAVTNOEWV PE TOUG EVTIETAANEVOUG EKTIPOCWTIOUG TOU KAAOOU Kal TA PEAN TOU EAANVLKOU
think tank (opdada eWdkwyv), Kabwg Kat TTIOAUAPLOPWY TIPOCWTILKWY OUVEVTEUEEWV.

BAZIKEZ NMAHPOOOPIEZ N A TO ZTPATHI'IKO XXEAIO
'Epyo npotuno

To oTpatnylko oxedlo branding kat marketing ylta To EAANVLKO KPAOL £PEPE CNUAVTLKEG
KalvoTtopieg mou Ba nai&ouv KaBoploTikd POAO OTNV EMILTUXNUEVN TIOPELA TOU OTO PHEAAOV.
X210 eninedo Tng £peuvag deEnxoOnoav, yla Mpwtn popa TNV LOToPLa Tou KAAdou:
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- avaAuon 11 owvomnapaywywy Xwpwyv, KUPLWV avTaywvloTwV ToU EAANVIKOU KPaoLou Kat
TIALKTWYV TIOU ATIOTEAOUV TIEPLITTWOELG APLOTELAG

- MEAETN KaL anoTtunwon tng Ynapyxouoag MNvwong kat Elkovag Tou EAANVIKOU KpaoLou
KAl avaAuon dnpooLlag PNTOPLKNG OXETLKA PE TO EAANVLKO KPAOL OTNV €yXwpLa Kat dLlebveiq
ayopeg Kat

- 0€ BABog avaAuon Twv 3 XWwPwV-ayopwyv TIPOTEPALOTNTAG OE ETILTIEDO CUVONKWV
ayopag kat {ntnong.

H ¢paon dlepeuvnong Tou epyou avedelEe 12 eukalpieg kaL 5 ameleg oTnv TIaykoouLa ayopa
KPAOLOU Kabwg Kat TL¢ 8 duvatotnTeg Kat 16 aduvapieg Tou EAANVLKOU KpaoLlou CHUEPQ,
ATOKPUOTAAAWVOVTAG TNV YVWwaon Tiou dnuloupynonke oc 20 KPLOLHOUG MAPAYOVTEGQ
emiTuxiag yla tnv €TLTuxia Tou
OTPATNYLKOU OXEDLOU.

To £pyo €lONyaye OELPA VEWV OECUW V Tou Ba €EaoPaAioouV TNy EMLTUXN TIOPELA TOU
KAGOOU. XapaKTNPELOTIKA avagpepovTal oL Beouol Tng EBVIKNAG Owvikng APXLTEKTOVLKAG, TWV
TOTO-TIOWKIALWYV TIPECREUTWY YLa TO EAANVLIKO Kpaoi kal Tng EBvikng Aladikaciag eTitAoyng
ETIKETWYV — OlVWV TIPECPEUTWV YLA TLG AYOPEG TOU EEWTEPLKOU.

210 eMINedo TNG OTPATNYLKNG, TO £pYo kKaBopLoe To Opapa yia To EAANVIKO Kpaoi, Tnv
QTOCTOAN TOU OTNV EYXWPLA KAl OTLG OLEBVELG ayOpEG KAl TOUG OTOXOUG TOU EBVIKOU OLVLKOU
npoypauuatog marketing. £tn ¢paon oTPATNYLKAG:

- KabBoplotnke n oTpatnyLkn dLagpoporoinong wg OTPATNYLKY avTAYWVLIOUOU

- Avantuxtnke n otpatnylkr branding-positioning tTng €6VLKNG OWVLKNG OVTOTNTAG KABWG
KAl TWV TECOAPWYV TOTIO-TIOKIALWYV TIPECBEUTWY TNG OTLG BLEBVELG ayopeg

- Avantuxonke peoomnpoBeopo emxelpnolakd oxedlo eBvikou marketing, JE OTPATNYLKEG
KAl TOKTIKEG O€ ETLTEDO TPOIOVTOG, TLHOAOYLAKNG TOTIOBETNONG, dLAVOUNG, TPowbnong Kat
ETILKOLVWVIAG, ECWTEPLKNG KAADLKNG ETILKOLVWVLAG KAl 0pyavwong.

210 eMINedo TNG EKPPAONG, dNULOUPYNRONKE OAOKANPWHEVN AEKTLK KAl OTITIKN TAUTOTNTA
YL TNV €0VLKN OLVLKI OVTOTNTA KAl TLG TOTIO-TIOWKLIALEG TipecBeuTteg oTnv EAAGDQ Kal TO
EEwTtepLko, Baocel Tng otpatnykng branding-positioning mou avamntuxonke.

To 'Opapa Kat n AtooToAn yla To EAANVLKO Kpaoi

To Opapa yla 1o EAANVLKO Kpaoi SlapopPwveTal wg £ENG:

«AuEnon ™G avtihapBavousvng agiag mou PocpeEPEL N EAANVLKY OLVLKN TIpOEAEUCN OTA
ETIWVUMQ, TUTIOTIONPEVA KPAOLA TIOU TIAPAYoVTaL OTNV EAANVLKN ETILKPATELQ»

2tnv EANGBQ, arooToAN Tou £pyou ival n avaBabuLlon tng OLWVLKNG EUTIELPLAG, KAL OTOXEUEL
OTNV AUENon MWANCEWY TOU EAANVLKOU TUTIOTIOLNUEVOU KPAOLOU EVAVTL TOU AVWVUUOU, UNn
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TUTIOTIOLNKEVOU, UN EAEYXOMEVNG TIOLOTNTAG KPACLOU.

2TIG AYOPEG TOU EEWTEPLKOU, ATIOOTOAN TOU £PYOU €ival va dnuloupynoet Ewkéva A&iag yla to
EAANVLKO KPAOi, OTOXEUOVTAG TIPAKTLKA OTNV Au§NoN TNG HEONG TLUNG TIWANCONG TWV
EANNVIKWV EUPLAAWPEVWV KPATLWV.

AVTaywVLOTLKN TOTIOBETNON OTLG SLEBVELG ayopEQ HETa amo Tnyv dlagopoToinon

Me d€doNEVO TOV EVTOVOTATO AVTAYWVLONO OTNV TIAYKOOULA ayopad Kpaolou KAt TV
duvaTOTNTA OLVOTIAPAYWYWV XWwPwV OTIwg N XIAr, Apyevtivr) kat NoTtLog AgpLkr) va
AVTAYWVLOTOUV BACEL KOOTOUG, N OTPATNYLKN dLApOPOTIOINONG ETILAEXONKE WG N TTAEOV
QATOTEAECHATLKN YLa TO EAANVLKO Kpaot. MNMedia dlapopoTioinong anoteAouyv:

- H aubevtikOTNTA, yeca aro ta wLaitepa terroir Kat TLG TOLOTIKA aELOAOYEG YNYEVELQ
TTOLKLALEG TOU EAANVLKOU KpaoLou

- HkawoTtopia, yeoa arno tn dnuULoupyia VEWV OLVLKWY TIPOLOVTWYV TIOU ATTAVTOUV OTLG
AVAYKEG TWV CUYXPOVWY KATAVAAWTWY YLa PBLWOLPES, OPYAVLKEG KAL UTIEUBUVEG TIPAKTLKEG,
premiumisation kat TIOAUTEAELQ, CUPPATOTNTA PE EVAV UYLELVO TPOTIO (WG KAl EUKOALQ 0N
XPNon oTo TAaioLo evog dpactrplou lifestyle kat

- O owoTtouplouog, peoa ard OAOKANPWHEVEG, UPNANG TIOLOTNTAG OLVLKEG EUTIELPLEG OTLG
KUPLEG OLVOTIAPAYWYLKEG KAl TOUPLOTIKEG TIEPLOXEQ

Qg AUECOL AVTAYWVLOTEG TNG EAANVLKNAG OLWVIKAG TIPOCPOPAG OTLG dLeBvelg ayopeq
KaBoploTnkav OAoL OCOL JE KUPLO OTTIAO Th OLagopPOoTioinon pocTiadouy va TtapouV JepPLOLo
aro Toug eOpALWPEVOUG HEYAAOUG TtaikTeG (MaAAia, Italia kal loTtavia). Auteg ol
avTaywvioTpleg xwpeg sivat n Auoctpia, n Nepuavia, n MoptoyaAia kat n Nea ZnAavdia

Ztpatnytkn branding-positioning kat TautotTnTa TOU EAANVLKOU KpaoLou

H otpatnylkn branding-positioning Tng €6BVLKNG OLWVIKAG OVTOTNTAG ATIOTEAEL TNV
rpodLaypadr] tTng 6£ong mou BeAoupe va TtapeL n EAANVLKA TIPOEAEUCN OTO MUAAO TWV
KATAVAAWTWV.

Ma tnv EAANVLKN ayopd, To EAANVIKO Kpaoi armoKTa Tnv tautotnta Emw vupo EAANVIKO
Kpaoi KaL TorobeTeiTal
w¢ «H auBevTikr) andAauon Tou EAANVIKOU KpaoLou onuepa. Na tig dlebveiq ayopeg, n
TAUTOTNTA TIoU uLloBeTELTAL YIa TO EAANVLKO KPAoi eivatl

New Wines of Greece

Kat tortoBeteital wg «Distinct wine experiences for wine seekers delving beyond». H xprion
TOU XOPAKTNPLOPOU «New» OTNV TaUTOTNTA TOU EAANVLKOU KPAGoLoU yLa TLG dLleBveig ayopeqg
MAPATIEUTIEL EUBEWG OTA CUYXPOVA EAANVIKA KPAOLA TIOU AVATPETIOUV TO OTEPEOTUTIO TOU
napeABovTog.

OL TE0OEPLG TOTIO-TIOWKLALEG TIOU ETILAEXONKAV WG TIPECREUTEG TOU EAANVLKOU KPAOLOU OTLG
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OLeBveilg ayopeg yla Thv TIPWTN pACH UAOTIOINONG TNG OTPATNYLKNG €ival To ACUPTLKO
2avtopivng, To MooxopiAepo Mavtiveiag, To Aylwpyitiko NeEpeQg KAl TO =LvOPaUpPo
Naoucag kat Apuvtatou. M'a TG TOTIO-TIOKLALEG TIPECPREUTEG, OL TAUTOTNTEG KAl
TOTIOBETROELG TIOU dnuLoupynenkav €ivat oL €Eng:

- Rarest Assyrtiko: «Eva MOAUTLYO KpQGi TIOU 0€ TIPOOKAAEL VA AvAKAAUWELG Th HOVADLKN
KAnpovouia Ttou eTRANTLKOU terroir Tiou To yevvnoe»

- Intriguing Xino (Xinomavro): «Eva dLopoppo kpaoi mou EEBLIMAWVEL TNV TIOAUTIAOKOTNTA
TOU 0€ 000UG PE TIAB0G EEEPEUVOUV TIPWTOYVWPEG YEUOTIKEG OLAdPOUEG»

- Captivating Nemea: «Eva yonTeuTIKO KpaOi TIOU 00U ETILTPETIEL VA ageBEig Kat va
ATIOAQUOELG EUXAPLOTEG OTLYMEG avOPWTILVYNG ETTAPNG»

- Exotic Moscho (Moschofilero): «Eva ¢plvetodto kpaoti 1ou o€ ANPUUPLEL pPECKAdA KAl
apWHATA KAl 0€ «TAELOEUEL» OE YEUOTLKOUG TIPOOPLOUOUG>.

Aladikacia eMAOYNG KPAOLW V (ETLKETW V) TIPECPEUTW V

H etithoyn Twv Kpaolwyv (ETLKETWV) TIou Ba TiPeCBEUOUV TO EAANVLKO KPAOi OTLG BLEBVELG
ayopeg Ba yivetal pyeoa arod adlaBAnTeg dLadlkaoieq woTe va ETILTEUXOEL N apTLOTEPN
eknpoowrinon tTwv New Wines of Greece oTLqg dlebveiq ayopeg. Ta urtowngLa Kkpaota 6a
uttopaAAovtal o€ oepd agloAoynoewyv arno naveh EAANVwyY eWOKwY Kat TIAveA EEVWV ELOLKWV
KAl KATAVAAWTWV arod TIG XWPEG-AYOPEG OTOXOUG TOU EAANVIKOU KPAOLOU.

A&ilel va onuelwdel wg oTn dladikaoia €mAoyng 6a YTopouv va CUPPETEXOUV OAa Ta
KPQoLd TIOU EVTACOOVTAL OTNV €6VIKY) APXLTEKTOVLKY aveEAPTNTA YE TO AV AVINKOUV OTLG
OLVLKEG UTIO-OVTOTNTEG TIou Ba PoBAaAAovTal ETILKOLVWVLAKA OTNV EKACTOTE (pAonh
uAortoinong.

Enuxelpnolako oxedlo e6vikoU marketing

To emnxelpnolako oxedlo eBvikou marketing Eekwvael pye pia paon MNMpoetolpaciag dLAPKELAG
6-8 unvwv oTnv oroia mpPodLaypapovTal Ta anapaitnTa epya Kat OpAceLg UTIOdoUNG yla Thv
€ APHUOYN TOU OTPATNYLKOU OXediou. Tn pAon MPoeTOoLHaCiag dLladexovTal oL pACELG
Anuoupyiag agiag, Avantugng kat Ateupuvong. To ETILXELPNOLAKO oXedlo iepthappavet 11
OTPATNYLKEG, OL oTtoleg urtooTnpifovTal arno 51 TAKTLKEG.

OL OTPATNYLKEG TIOU APOPOUV TOCO ThV EYXWPLA 00O KAl TLG dLEBVELG ayopeg ival oL:

- E@appoyn ohokAnpwpuevng dlaxeiplong €BVIKNG owvikng ovtotntag (integrated national
wine brand management)

- Anyloupyia Kopugaiag moloTNTag on-brand MEPLEXOUEVOU (OTITIKOU KAl AEKTLKOU) Kal
UALKOU papkeTivyk (marketing collateral)

- Kegalaiomoinon otn xpenon tou dLadlkTuou

- Emnevduon otnv avtaywvioTkOTNTA TOU TIPOoiOVTOoQ

- Emnkowvwvia kat ouvoxr NETAEU Twv PEAWY Tou KAadou (internal marketing)
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OL OTPATNYLKEG TIOU APOPOUV ATIOKAELOTIKA TNV EYXWPLA ayopa €ivat oL:

- Mata&n abeuLttou avTaywvilohoU KAl KaKwV TIPAKTLKWY

- HBwN Kat VOULKR «QrokadnAwaon» TOU «XUPa» - artoKaTtaoTtacn oplwy OWVLIKWY
avTIANYeEwWV

- Avafaduion EAANVLKNG OWVLKNG EUTIELPLAG

- OLOTPATNYLKEG TIOU ApPOPOUV ATIOKAELOTLKA TLG BLEBVELG ayopeg €ival oL:

- [Mpootaocia kat dlaxeiplon €6VIKNG OLVLKNG OVTOTNTAG KAl UTIOYPAPNG

- ATOKTNON EAEYXOU OTLG AVAPOPEG YLA TO EAANVLKO KPaoi 0Tn dLebvr) dnuooldTnTa Kat
OLAA0YO, KaL 0TN dLapOpPPWon avTIANYEWY 0TA KpLoLua Kowva

- Owkodounon kat dieupuvon oxeoewv Aglag ye Ta Kpiolpa Kowva
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