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Abstract

With the constant decrease of the wine consumptiortraditional winemaking
countries, more and more Brazil is seen as an #ipgeaarket. But the country also

pretends to become an international player of wadang in its own right.

Both the participants of the Brazilian wine indysand the foreigners trying to get
advantage of this promising market are facing ndwallenges to develop the
consumption of wine in the world’s fifth largestusury.

Among all the possible actions to be taken in faaise, it also is worth taking time for
a collective thought on the place of wine in thardoy, as well as the factors that shape
it. What are these factors, which ones really méiee difference, and what is their

respective impact on the evolution of the placevioie in the country?

After drawing the big picture of the wine marketustion, this thesis tries to identify
the levers of the evolution of the place of windBiazil. Using the tools of prospective,
it aims at putting into perspective the differenivithg forces that influence its

development, and in particular the relative inflcemf the political drivers. This paper
also intends to be a first step of a prospectivelystas it constitutes a solid base for

scenario planning.

This paper is divided in five chapters startingwintroduction”, followed by chapter 2
“Theoretical framework”. Chapter 3 is “Methodologyfollowed by chapter 4
“Description and analysis of the results”. Finallye results are discussed and

concluded in the last part “Conclusions and impiares for future studies”.
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1. Introduction

The history of wine in Brazil really started withet intensification of the immigration,
especially from lItaly, during the last quarter dfet nineteenth century. Italian
immigrants settled in the state of Rio Grande dba®d sparked off the winegrowing

industry, in particular in the sub-region of Se@alcha.

On the international scene, in 2008, Brazil rankitéens for the wine production. The
same year it was the twenty-fourth importer of winevolume and twenty-sixth in
value (OIV, 2010). One has to admit that these remnidevel with the relative

importance of wine in the life of Brazilians: thage not very impressive yet.

Nowadays, the average consumption of wine in Biazabout two liters per capita and
per year. It is relatively low, especially if commpd with about fifty to sixty liters in
countries such as Italy or France. But it is alsoreason why there is a strong potential

increase.

Observers expect that the growth of the wine comgiom in Brazil will remain
strongly positive for the next years (IBRAVIN, 2009whereas the evolution in

traditional winemaking countries is already negafior several decades (OI1V, 2010).

Therefore, it is not a surprise that European pcetkj among others, now see the

country's 190 million inhabitants as an appealiotgptial market.

Besides the potential market it represents, Brhasg the potential to become an
international player of winemaking in its own righihdeed Brazil now records
extremely promising performance in wine productidwonetheless, according to
observers, the production of high quality grapesaies far below Brazil’s production
capacity. Winemaking is still in its infancy, but is growing (WINE BUSINESS

INTERNATIONAL, 2007).

While Brazil is on his way of becoming a more sfg@int participant in the regionally
distinct and fine wine market, the actors of tha#firan wine industry are confronted to

a very competitive and constantly evolving enviremm



Among all the actions to be taken to reach thiedbje — for instance, marketing
efforts to develop the consumption, rationalizateord clarification of the roles of the
industry structures and research organizations alslb is worth taking time for a
collective thought on the place of wine in the doynas well as the factors that shape
it.

2. Stakes

2.1 A competitive environment: looking toward the future

International wine business is flourishing and ping. It is very competitive too and
investments often are long-term investments. Thieggaants have strategies, and quite

naturally the strategic approaches need foresigttieocompetitive environment.

Therefore most of the winemaking countries investfaresight strategic studies or
prospective studies. Most of them share the comatgectives of positioning the wine
industry in question in a global perspective, wéthifocus on anticipating the sector
evolution in the long run, through the analysistioé long-term trends and risks of

rupture.

“There is no favorable wind for the man who doedmibw where he is going”, said
Seneca. Godet commented: “Action becomes meansgl@hout a goal and only
anticipation points the way to action and givesath meaning and direction” (GODET,
2004).

Prospective studies have been conducted extremebtessfully by the Australian wine
sector, which published “Strategy 2025” in 1996amdmark document that “created a
new unity and purpose”, according to chairman KLMtock (MCLINTOCK, 2007).

In 2007, the Australian wine sector published a rdsgument, “Directions 2025”,
considering that “[...] after a decade of unpreceeérthange in global wine trading
conditions, [they] need to reassess the priordied challenges facing Australian wine,
most of which were anticipated in “Strategy 202A% a self-reliant sector that drives
its own destiny, [they] must continue to react adpt to changing market needs and

conditions”.



In particular, through the past decade, AustralW@ne has become subject to a
significantly more competitive global environmeritas been confronted by an
imbalance between its supply and demand, and maspthard against the realities of
climate change and scarcity of irrigation water (MISTOCK, K.; CAILLARD, A.;
COUCHE, S.; DePALMA, M.; FORTUNE, J.; HENRY, P.; BilgP.; HORGAN, T.;
LOWE, D.; McKENZIE, M.; ODELL, J.; PIRIE, A.; SOUTHR, J.; STANFORD, L.;
STRACHAN, S.; TOLLEY, S.; WOODS, D., 2007).

Prospective is not about trying to predict whatl Wwappen in the year 2025 or 2030.
Pierre Aigrain once commented: “Prospective isafmiut indulging in fantasies about
determinism or potential events in the future bas@dn extrapolating the past.

Prospective simply enumerates the possibilities] eonfronts prevailing trends and
revealing facts; perspective doesn’t pretend tooanoe what will happen, but rather
offers a method to achieve the desirable. Abovepatispective encourages society to
choose among fundamental options. [...] Everythinkymat be decided in one meeting
in 1968. Therefore, it's not about defining an dxaolution for 2020 in 1968.

Prospective is flexible and allows for continualenealuation so that society may make
the most appropriate choices for the future as tsvenfold and updated information is
available.” (AIGRAIN et al., 1968). The studies dmeted by the Australian wine

sector suit perfectly this approach of prospectagit is a flexible and iterative process

whose objective is to make the most appropriatécesdor the future.

Australian wine sector is far from being the onlyeoto conduct such prospective
studies. Most of the traditional wine-growing caugg are regularly conducting the
same kind of studies, and new world winemaking taes in particular Argentina,

Australia, Canada, Chile, Mexico, New Zealand, 8o@frica and the United States
follow the same direction (MCLINTOCK, 2007).

2.2 Wine politics and actors’ strategies

In “Wine Politics”, T. Colman compares the veryfdient histories and trajectories of
the wine industries of France and the United Statesrlds apart in terms of

government involvement, industry organization, acwaltural context. From that



foundation, Colman catalogs the myriad ways in Wwhwine around the globe is

impacted by a long list of what might seem to btsiole forces, ranging from gangsters
to regulators to self-appointed wine critics. “@st and commentators widely

acknowledge the importance of the growing areaveinégmaking style in creating what

ends up in the bottle. But, more than wine conssenmealize, politics matters, too.

Politics determines not only which grapes grow eherhat can be written on the label,
which wines are exported or imported, which wines available in local stores, and
how much a wine costs, but, perhaps most importaatso affects the quality of the

wine in the bottlé. (COLMAN, 2008)

Brazil is expected to be on the brink of being aregor market for wine in the world as
well as becoming a participant of the fine wineduction on its own right. These two
dynamics are certainly related somehow, and botfent# on various actors, whose
interactions are worth being examined, since thdlysiape the future of wine in the

country.

Indeed, the actions of the different players inedhin the Brazilian wine scene will
shape the future of wine in Brazil and then sthategalysis of the interplay of these
actors constitutes an important step if one wantgyire out how the wine scene could
evolve. Such an analysis “aims at resolving, oreaist recognizing, the conflicts
amongst actors who are all pursuing their own esx. The interplay of these actors
will certainly condition the evolution of the systeunder study” (GODET, 2006The
actors affecting the system in question includepgrand winegrowing industry,

authorities, importers, distributers, customers @tidens, etc.

Such analyses allow the participants to better rstaled the “important relationships
amongst actors, as well as their respective coeweas and divergences vis-a-vis
several important stakes and objectives relateddase stakes”, and, as a consequence it

also allows the actors to better reach their objestand build a winning strategy.
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3. Problem

Actors of the Brazilian wine scene are multipleyttare of different natures and they all
have influence on different factors determinanttfoe future of wine in Brazil. What
are these factors, which ones could be considéedbst important or influential, and

what is their respective impact on the perspectfegine in the country?

4. Objectives

The general purpose of this paper consists in iiyerg and evaluating the factors of
evolution of what | have called the place of winéBrazil.

Through the identification of the factors which ccterize the place of wine in the
Brazilian society, it aims at putting into perspeetthe different driving forces that
influence its development, and in particular théatree influence of the political

drivers.

A secondary objective of this paper is about bogdthe base for identifying the
possible scenarios for the Brazilian wine scenethe@ midterm future, since the

identification of the drivers constitutes a googddé#&or such prospective study.

5. Theoretical framework

There are few data available on the subject and afdeem are the result of marketing

studies or rely on consumer behavior studies. Tpeaach chosen here to understand
the perspectives of wine in Brazil is different igture since we are more interested in
the structure itself, of which we are going to tisyunderstand the behavior, rather than

focusing on the consumers.

In social theory and cultural sociology, structur@search focuses on concrete
manifestations of culture in everyday practice amdarticular the measurement of
cultural aspects of social structure using a vareft tools such as matrix’ based

structural analysis.
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Answering such a question as “knowing if Brazillwileet or not its expectancies” or
“what are the possible scenarios for the Braziiame scene in X years” is beyond the
scope of this study. However, work on the topicpobspective constitutes a very
interesting framework for meeting the requisiteuoflerstanding and identifying what
are the key factors that will shape the futurehef Brazilian wine scene. Indeed, such
identification, known as structural analysis, cdogts an important step of the
prospective approach and has therefore been pyofrhalized in this context, in
particular by Godet (GODET, 1993, 1996, 1997, 2@D06).

5.1 The system under study and its context

A system is a set of interrelated elements or s which are sufficiently defined as
to be distinct from its environment. Therefore, gystem can be represented as the
combination of a set of elements and a set of neliEionships among those elements.
Marques adds that “the system should be seen d®lke wvhich cannot be dissociated
from its active elements and the meaning of whiah only be fully perceived when
analyzed simultaneously with the set of the intatir@nships involved.” (MARQUES,
2006)

Those relationships define the law of evolution tbé system. Still according to
Marques, the evolution of the relations betweenvidméables explains the phenomenon
of self-regulation (or “feedback”) and the paththe future, which are fundamental

concepts for understanding the social system,esdte linked to the actors’ strategies.

For a better appropriation of the system underystithrques proposes to divide it into
subsystems or dimensions, which are grouping aébkes, defined in accordance with
a mixed criterion of analytical homogeneity and fukess for planning. Marques
comments: “The homogeneity is based on the categarormally adopted for the
description of the reality, through economics, stmgy, political science, techniques,

and so on.

The following figure shows the dimensions spectfma suggested by Marques that has

been accepted within the present study.
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Figure 1 - The prospective diamond — Source: MARQUES009

5.2 Presentation of the method

Structural analysis intends to investigate systant their dynamics. This method, in
particular, aims to structure ideas. It enabledddgeription of system thanks to a matrix

which combines its constitutive elements.

The method consists in extracting the key variablethe system through the analysis
of these relations. These key variables, i.e. #dmables essentials to the evolution of

the system, are the variables which are both inflaband dependent.

In order to apply the analysis structure methodedhsteps should be taken: 1) the
inventory of the variables, 2) the descriptionla# interrelationships between them, and
3) identification of the essential variables.

5.3 Listing the variables

The very first action to be taken is to define sltepe of the system under study. Then
comes the listing of the variables, which is a fameéntal step for the rest of the
prospective process. The listing includes all thaables, internal and external, which

characterize the system under study.

It is very important to be as exhaustive as possiblthis process and avoid leaving

aside any line of research, which could be prejabfor the rest of the study.
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Godet suggests establishing the listing during itaiade workshops and consolidating
the listing by means of non-directed interviewshwakperts, or representatives of actors

in the system.

An optional step might be taken here to make sfirth@ homogeneity of the list. It

consists in completing, grouping, splitting, or ewdiminating some of the variables.

According to Marques, the final list should not tain more fifty variables. Then a
detailed glossary of the variables must be estadaligo continue the structural analysis.
It consists in a clear designation of the varigblesich must be commonly accepted
among the participants of the study, and which rbasfully understandable for people
outside the group. It is therefore recommended it@ @ precise definition of the

variables and identify its main characteristics.

It is also important to note that the list shouupdated if needed until the end of the

prospective process.

5.4 Description of the relationships between variables

Each variable is fully qualified through its retatships with other variables. Therefore,
this stage consists in discovering the relatiorshiyjgtween couple of variables,
basically through the use of a dual-entry “strugkuanalysis matrix”. The lines and
columns of the matrix correspond to the variabtentified in the first stage of the

structural analysis method.

Various slightly different approaches exist to €ifp the matrix in order to evaluate the
variables’ interrelationships but in every caseftlién phase must be qualitative. Some
approaches require weighting the influence of @b#e over one other. This is not the
case with the approach used in the present stadwhich the structural matrix is a
Boolean matrix whose cells are attributed a valu@ or 1. When a variable in a row
influences a variable in a column, a 1 is placethécell at the intersection. When there
is no influence, a 0 is inserted or the cell ig &hpty. The filling-up of the matrix is

performed systematically in this fashion, examinihg rows and checking if they have

14



any influence on the columns. The structural matagresents the structure of the
system, which can also be represented by a graimed from the structural matrix.

With this approach, the fill-in phase consists ibsipg n x (n-1) questions, for n
variables, which represents approximately 2500 c¢oations for 50 variables. It is
clear that some of them would have been forgoftendh a systematic questioning had

not been made.

This systematic investigation has the double aggmnto enable one to avoid errors and
to help to organize and classify ideas. It alsoegithe chance to redefine certain
variables in order to refine the system’s analysis.

For the purpose of this paper, | used the URCA maqaeposed by Marques
(MARQUES, 2006), which intends to facilitate filgnout the structural matrix,
reducing the number of questions and making it iptesso work only with the part
above the diagonal of the matrix, in which the dizg) and the lower part are filled out
automatically. The quantity and the quality of theormation in the URCA matrix is

strictly equivalent to the full matrix. Besidesstpossible to convert one to the other.

5.5 Visualization of the variables in the influence / dependence plane

Reading the matrix is intuitive and it is easy taka a quick interpretation of either the
direct influence exerted by a given variable on otieers or the dependence of this
given variable regarding to the other variabledebd, it is done by reading the lines or

the columns of the matrix, respectively.

The direct influence of a variable is evaluateccbynting the 1 on the line of the given
variable, which is to say counting the number afaldes or columns this variable is
exerting influence on. Respectively, the direct etefence of a given variable is
evaluated by counting the 1 on its column, i.e.ribeber of lines or variables which

exert influence on it.

Therefore, by considering the number of columngaiaimg 1 for a given variable on a

specific line and the number of lines containindgof a given variable on a specific

15



column, one gets two numbers ranging between 0 ratdrepresenting the direct
influence and the direct dependence of the varjabipectively.

Then it is very easy to plot the variables in dtuence / dependence plane, where each
variable is represented in a graph by a point ltgafan coordinates its overall influence
value on the ordinate axis and its dependence \@iube abscissa axis. This is a very
convenient way to visualize the system and idenhigy variables of interest, regarding

their own influence and dependence levels.

Although this representation is rich of informatignknows a great limitation. Indeed a
variable can exert influence on a small number afiables, which in turn exert
influence a much bigger number of variables. ltosvious that even if the direct
influence this given variable is low, its effect tire system might be increased tenfold
if this variable exerts influence on other verysty variables. We need to evaluate the
indirect influences of each variable with a methelich is able to propagate the
influence of the variables and evaluated their glatfluence on the system, in order to

identify the key variables of the system.

5.6 Identification of the key variables

Godet proposed a method which aims at solving tieblem of identifying the key
variables of a system, taking into consideratianittdirect influences of its constituting
variables: The MICMAC method.

This method relies on a simple mathematical appraamsisting in multiplying the
matrix by itself a certain number of times in orderevaluate the indirect influence of
the variables. The greater the number of timesnth&ix is multiplied by itself, the

deeper the indirect influence of the variablesvegated.

Then, Marques came with another method of calaratf the indirect influences,
CHIVAS, which intends to avoid some drawbacks oé& tMICMAC method. In

CHIVAS, the calculation of the hierarchization igrfprmed with the use of an
exponential function of the structural matrix. THhisction, known as matrix series,

makes it possible to take effects of indirect iaflaes as a potentialization property of

16



the matrix into account. The matrix series converge other words it leads to a matrix
of stable results, upon which the calculation @& kherarchization of the variables will
be made, which can be considered in the preseatasaan improvement in relation to
the MICMAC method from Godet, which leads to masiche values of which explode
exponentially). The more important — most influahttr more sensitive variables — in
hierarchization will be especially observed later, an scenarios construction for

example.

As it represents an improvement in the calculatbthe indirect influences, this paper
relies on the use of the CHIVAS method.

Once the filling out of the URCA matrix is conclubethe identification of the key
variables results of the application of the CHIVABodel which automatically
calculates the hierarchy of the variables, makirgpssible to select the most important
variables thereby reducing the number to be detitlater on (MARQUES, 2006).

5.7 Visualization of the indirect influence / dependence chart, and
interpretation

The hierarchization of the variables is done autaraby by the CHIVAS method.
However it relies on the very same principle asdhe we used previously to calculate
an overall direct influence and dependence of thgakles. For each variable, it
consists in summing the numbers occurring on itsesponding line in the resulting
matrix from the CHIVAS calculation to get its ovirafluence. Equally it consists in
summing the numbers occurring on its correspondinfumn to get its overall

dependency.

Then, following the same method as previously ezgdofor direct influence and
dependence, it is possible to plot the variablesannindirect influence / dependence

plane chart.

Once the variables plotted in the indirect influerndependence plane, Godet proposes
a way of graphically interpreting the role of tharrables in the system. It consists in

clipping four frames in the graph by drawing a \eatdtline and then a horizontal line
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passing by the center. Therefore we get four amasgsponding to the four categories

of the classification proposed by Godet.

First, there is the category of the drivers, tlsata say the determinant variables.
They are both very influent and not very dependemt are located in the top-left
corner of the plot area. The evolution of the systkepends a lot on these variables
since they are very influent. Moreover their litdependency makes them proper
drivers of the system, since they are not influenbg feedback effect from the

other variables, which means they are not conttdiethe system itself.

Then there is the category of the relay variabldgracterized by their great
influence but also a great dependence towards o#r@ables. These variables are
located in the top-right corner of the plot arehe3e variables are by nature factors
of instability since they can be influenced by othariables in the system, leading
to strong feedback and unpredictable effect. Needss it is advisable to
distinguish the variables depending on their posiin the relay frame. Some are
more influent than dependent (above the diagomal)can in a sense be considered
as drivers, even if their unstable character mastaien into account. The ones
which are more dependent than influent result nfooen the evolution of the

system and are not proper levers.

The variables situated in the down-right plot dpetong to the depending or result
variables. These variables are not very influentaoe very dependent. They mainly
result from the evolution of the other variablestod system, in particular the ones
belonging to the drivers and the relay variabldsese variables do not have any

impact on the system.

In the last frame, in the down-left area, one dad the excluded variables of the
system, the variables which do not have influenoe which are not dependent.
These variables have no influence on the systemcandot take advantage of the
evolution of the other variables. Since they do pmdgsent any interest for the
researchers they are excluded. However, like ferriday variables, it might be
advisable to distinguish the variables situatedthis frame depending on their
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position inside the frame. If we draw a diagonaleyt might be located more
dependent than influent or the opposite. It somediman make sense to make the

distinction between the two sub-categories for nu@tailed analysis.

It is all about interpretation and since the linbstween the categories are somewhat
subjective, we can also consider the variablegéacaear the two frontiers between the

four frames as particular variables in the senaettiey different role depending on the

context. For instance, they can be considered rowaeaondary drivers, now as weak

objectives, now as secondary stakes.

It might be interesting to compare the positionsarfables in the direct and the indirect
classifications obtained by CHIVAS, for example fidgtting them on the same graph,

in order to visualize the relative effect of thdinect influences on the system.

6. Methodology

6.1 Type of research

For the classification of this research study weehased the taxonomy proposed by
Vergara (VERGARA, 2007), which characterizes stadiecording to two axes: ends

and means.

According to the ends, the research is both exjgoyaand descriptive. Exploratory

because there is little or no information aboutekelution of the structural system we
have called the place of wine in Brazil. The reskaran be considered descriptive too,
since it describes the characteristics of a phenomdéut also establishes the relations

between the main variables influencing it.

According to the means, the research is bibliogapind documental, since it was
realized through the investigation of books, repodrticles and theses as well as
through the interpretation of empirical data cdkecthrough an original manner in
what | have called a “virtual workshop” establistfedthe occasion and which will be

explained further.
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The study can be characterized as transversal,tualsn because the data was
collected at one point in time. Thus, the resedadsn’t focus on the observation of the

evolution of opinions and positioning of the intewees.

6.2 Data collecting

6.2.1 Bibliographic research

The bibliographic research consisted in gathenrigrmation about structural analysis
and the Brazilian wine scene. The types of docusinatt have been researched include

rapports, books, journals, technical periodicalssettations, articles and theses.

6.2.2 Virtual workshops

Collecting of primary data has been done via a teany website that | have specially

created for the purpose of this research.

This website enables to stimulate the collecthaught by letting the participants add
new variables, but also edit, comment and delet&irg ones. Any modification done
by one participant of the study is visible by &ak tothers in real time.

Moreover the participants don’t only see only thst Istate of a variable but they see the
historic of the modifications too, which allow thetm comment the modification or
even make an adjustment. So the website simula&ais life workshops and thus,

stimulates the collective thought among the grdupasticipants of the study.

In order to enhance the description of the systdma, website interface gives the
participants the possibility to group the variabieso subsystems or dimensions,
defined in accordance with a mixed criterion of lgieal homogeneity and usefulness
for planning. It also has the great advantage itausate the collective thought. The
homogeneity is based on the categories normallytadofor the description of the
reality, through economics, sociology, politicaliesce, techniques, etc. Usefulness
makes it possible for the most important aspeatshi® organization to be highlighted.

The dimensions’ specification accepted used fordbléecting the data are the ones
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suggested by Marques and represented on Figuragke (p3). The categories will be
refined at the data consolidation stage.

The biggest advantage of the virtual workshopsh& the participants don’'t have to
contribute at the exact same time, which bringhéugflexibility. Nevertheless, the
duration of the study should be fixed to a reastenbngth, during which participants
can interact and remain focused on the subjedength of one month has been chosen
for the data collect, in September 2010, dividetiwa periods of two weeks. The first
one for the identification of the variables and #®zond one for identification of the

relationships between them.

On a second tab, participants of the study carectdlely fill-in the association matrix
(see Figure 3). Users can complete the matrix Heeyt &lso can modify the values that

are already filled-in. The system keeps track bthe modifications, which allows the

researcher to consolidate the data with easetattatata collecting.
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Figure 2 - Website interface, variables
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6.2.3 Data consolidation

Godet recommends consolidating the listing and akersure of the homogeneity of the
list. It consists in completing, grouping, spliginor even eliminating some of the

variables.
6.3 Limits of the method

6.3.1 Composition of the team

The approach is very subjective by nature. Theeeifois important that the participants
come from different backgrounds in order to avadid tesults being strongly biased by
one dominant opinion within the group, as it cobklthe case with an expert group.
Moreover, as we have seen in the introductiongtieat diversities existing in Brazil, be
them geographic or of income, do not facilitate ¢tbenposition of the team, since it is
difficult to have participants representing thigeisity. It is important that the group be

aware of it and takes it into consideration in orfdeavoid this drawback.
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The group of respondents was constituted of sisgmeand former students of the
Fundacdo Getulio Vargas, from Rio de Janeiro amal Bdulo. All of them have a
particular interest in wine but none of them isdlved in the wine industry, in order to

avoid biased or partial point of view.

Moreover it is not impossible that the group makélective mistake. Indeed, gaining
collective consensus is not a proof of accuracythef result, even if the collective
approach tends to reduce this risk.

6.3.2 Teaming up

The implementation of a structural analysis is easy since it requires consensus
among participants. Ideally it should be done duitie meetings, which requires the
team of participants to meet altogether during sevall days (GODET, 1997).

It is a heavy process necessitating time and airhigstment from the participants.
According to Godet, the full process requires menthcluding a minimum of a two
days meeting for the identification of the variablnd a two to three days meeting for
filling out the structural analysis’ matrix of alddifty variables (GODET, 1991).

There are, of course, lighter methods to identdfyeatial variables as the one chosen for
the present study. The use of a specifically desigmline tool to facilitate the process
through the use of web technologies was a choioeade to overcome the logistic
difficulties of teaming up the participants in th&me place at the same time for several

days. However this approach may not substitutesptyfto live meeting.

Moreover managing to reach a consensus is reqBOOET, 1991). Thus, it might be
very difficult to reach this objective when moreihten persons are involved. On the
other hand, the bigger the group is, the more dibgdt is and the more accurate the
results might be. This is a paradox, since theagr would benefit a big group and at
the same time it is not manageable to deal withigagooup. The requisite of a
consensus prevails, and it is the choice whichbdges made for the present study by

keeping the size of the team reasonable.
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6.4 Usefulness and uses of structural analysis

6.4.1 Identification of prospective scenarios

A scenario is a tool whose utility is the descoptiof a possible future, assuming the
intervention of events or conditions between timeetiof the scenario writing and the
horizon in which the scenario is set. The purpsseoi to forecast the future but rather
to help the decision making process.

Anticipating the future implies to deal with difeart factors of different natures. Now,
"the need to deal simultaneously with quantitafeetors, qualitative factors, structural
discontinuities, uncertainty and actors’ strategiewe rise to the methodology of
prospective studies, the operational structurelo€winvolves scenarios” (MARQUES,
2009).

The construction of scenarios relies mainly ondfeluation of the potential effects of
the possible actions taken by the actors of theesy®n the key variables identified by

structural analysis.

In order to construct prospective scenarios, iadsisable to divide this set of key
variables into two subsets according to two crtethe deterministic character of the
variables and their sensitivity to actors’ actiomsleed, regarding key variables whose
evolution are of deterministic nature and are ®eoisgive to actors’ moves, the method
consists basically in extrapolating the trends takihg into consideration the existing

correlation between different evolutions.

On the contrary, regarding key variables whicheg sensitive to actors’ actions, the

prospective approach integrating the actor’s sgsastudy is of valuable help.

6.4.2 Strategic watch and prospective vigilance

Companies that want to embark on strategic watsh liave to identify what they want
to watch, in other words, to identify the parametand variables to monitor. Indeed, a
selection must be made as it is impossible to moe¥erything.
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This choice is not an easy choice, especially viherstrategic time horizon is far away.
Obviously, the variables identified as the mosiuiaftial ones by the structural analysis
must be under close watch. Actors’ strategy anglsisould be used as a complement to

watch variables describing competitive issues too.

It is important to note that the list of key vatied identified by structural analysis

should be updated regularly since strategic watahtiipe a permanent process.

7. Description and analysis of the results
7.1 The system under study and its context

7.1.1 Main international trends

7.1.1.1 Consumption tendencies

The observation of the wine consumption in the daring the last two decades
suggests that two opposing dynamics are takingrmsimultaneously, leading to a
strong decrease of the world wine consumption tydcllowed by a progressive

increase from the late 1980’s.
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Figure 4 - World consumption of wine (MHL) - Source:OIV, 2010

From the second half of the eighties to the midil¢he nineties, the consumption of
wine in the world has decreased strongly, fallimgf an average of about 240 MHL
between 1986 and 1990 to less than 225 MHL betw®&1 and 1995. This situation
then slowly reversed, increasing from 225 MHL ir0QGo about 243 MHL in 2008.
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Unless a strong economic accident occurs, the awnlof the consumption of wine in

the world is expected to remain positive in theifat(O1V, 2010).

This evolution, negative and then positive, is tluehe conjunction of two opposing

tendencies: first, there is a fall of the domestiasumption in countries with historical

wine tradition; that is to say countries tradititypgroducing and consuming wine and
which integrated this product as a part of theltura. This tendency is essentially due
to a deep change in wine consumption modes in tbegetries with, in particular, a

decrease of the regularity of the consumption, wihennumber of consumers remains
roughly constant (OIV, 2010).

This phenomenon is overwhelmingly counterbalancgdtie consumption in non-
traditional winemaking countries, which has strgngicreased, leading finally to a

positive growth of the world consumption.

Various factors impact the evolution of the wine@somption in the world and draw the
relative importance of each country on the winenec®ne of the more obvious factors
impacting the relative importance of each counsryhie demographic evolution of the
potential consumers’ base. On the other hand, d#wtors such as economic growth,
social, religious or moral interdiction, public fibaconstraints, or quite simply local

taste, also are strongly influents and must notdggected.

7.1.1.2 The demographic factor

That said, the demographic factor obviously hagectimpact on the quantity of wine
consumed in a given country. The world populationtmues to grow at a sustained
rate and possibly new markets emerge. The followiaigle shows the expected
evolution of the ranking of the twenty most popethtcountries in the twenty first

century.

26



Hank 1950 2kl 2050

I China 5548 China 12752  Indlza 1 5314
2 Indiz 3576 Inddia 10169  China 13552
I USA. 1578 USA 2H50 USA &lE T
i Fusszan Federation W27  Indomesia 2116  Fakistan 38T
5 Japan B3f  Hraxil 17158 Inlomesia 243 E
& Indooesza 795 Hussian Federation 1456  Migeria 2385
T Germany B4 Pakislan 1427  Bangladesh 2346
B Brazil 3400 Bangladesh 1380 Braeil 2331
9 United Kingdoon 9K Japan 1270 Ethiopia 171.0

I laly 7.1 Migeria 1147 Conga, DE 1516

11 France 118 Mexico bHY 1402
12 Bangladesh 1R Cermany 23 137 4
13 Pak:stan 9.7 il Mam TH.1 1270
14  Ukraine 173 Philippmes 757 117.7
15 Migera 298 Turkey hE3 1087
& Span 280 Epwpt 67E  Iran 1055
17 Mexion 277 lIran b4 Uganda 1032
1B Viel Mam 274  Elhiopaa b56  Hussian Pederation 1015
1% Poland 248 Thailand B9 Turkey I
A Egypl 218 France 593 Yemen L

Figure 5 - Most populated countries, projections t®050 (M inhabitants) - Source: UN, 2004

We can already foretell that, among the future npogiulated countries, some won't be
significant targets for winemaking countries, inrtgaular for patent religious

interdiction as in Pakistan, Indonesia, BangladEsjypt, or Iran.

UN ranks Brazil eightsnost populated country in 2050, and considering i@y of
the top-ranking countries won't probably be majanavconsumers, the Latin country is
positioning itself as an extremely promising market

7.1.1.3 Economic growth

Beside the demographic factor as well as religiousral, and social interdictions, the
economic growth matters too. Indeed, wine is niitsa necessity good and therefore its
consumption is directly related to the level of elepment CCEF, 2009). According

to the Economist, the richest countries in 2040 elranking as in the following table:
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Figure 6 — World'’s ten biggest economies — Sourc&he Economist, 2006

The gross domestic product (GDP) is a measurecotiatry’s overall official economic
output. As it is often positively correlated withet standard of living (O’'SULLIVAN,
SHEFFRIN, PEREZ 1996), and assuming that wine qopsion is positively
correlated to the economic development, the GDBsfght gives an insight into the
future most important potential markets for wineislreasonable to assume that wine
consumption is correlated to economic developmiaceswvine is often characterized as
a luxury good, i.e. a good for which demand incesamore than proportionally as

income rises.
Again Brazil is positioning itself as a potentiallgry interesting wine market.

According to projections made by the Internationéhe and Spirit Records (IWSR) for
VINEXPO * for the period 2008-2012, world consumption isestpd to grow by six
percents in volume in five years. In value, thisvgth is even faster: nine percents in
five years and twenty-four percents in ten yeatsiclv represents a world market of
more than US$ 166 billion in 2012 (VINEXPO / IWSRQ07). For comparison

purpose, the revenue generated by wine retail sale€2007 was equivalent to the

! Created in 1981, by the Bordeaux Chamber of Comenand Industry, the VINEXPO exhibition has
established itself over the years as the key efegnnajor international operators in the wine apdits
sector.
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revenue of the cosmetic industry and twice the maeeof the G.Y.M.E (Google,
Yahoo, Msn, EBay) (VINEXPO / IWSR, 2007).

This study confirms that the development of the ewBales in the world does not

operate in traditional wine producing and consuntogntries anymore but in emerging
areas of consumption.

Rank Country 2001 2005 2001-2005 2010 2005-2010
1 France 31.13 27.44 -11.84% 24.89 -9.31%
2 Italy 26.15 26.91 2.89% 27.2 1.09%
3 USA 19.23 23 19.59% 27.3 18.69%
4 Germany 20.7 21.93 5.94% 23.54 7.31%
5 UK 9.54 11.89 24.57% 12.87 8.29%
b Argentina 12.24 10.67 -12.84% 10.35 -2.94%
7 Spain 10.58 9.7 -8.32% 9.01 -7.11%
8 Romania 4,79 4.98 4.12% .15 3.39%
9 Russia 3.57 49 37.26% 6.37 29.97%
10 China 3.35 41 22.45% 5.58 35.91%

Figure 7 — World's ten biggest wine markets (MHL) —Source: VINEXPO / IWSR, 2007

Still according to the study IWSR for VINEXPO, Bilazs expected to record an
increase by 4.23% of its wine consumption betwe@®02and 2013. Nowadays, Brazil
is the second biggest wine consumer in Latin Anaendth 326 MHL in 2006 and the
perspective of 369 MHL in 2011 (WINE BUSINESS INTERTIONAL, 2010).
According to a study from IBRAVIN annual consumption of wine in Brazil could
jump from 2 L per capita to 9 L by 2025 which wouéd Brazil be one of the five
biggest wine markets in the world (IBRAVIN, 2010).

! The Brazilian Wine Institute defines itself as association free of any lucrative finalities, thwum
where dialogs take place in the search of a hamusnidevelopment of the productive chain,
representatives of the grave producers, wine imgusboperatives, Government of the State, alst wit
the participation of several teaching and reseatclentities, as well as Associations of Professtona
connected with the sector.
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7.1.2 Brazil: The big picture

7.1.2.1 The market

With 190 million inhabitants in 2007, Brazil is tli@h more populated country in the
world and enjoys a strong economy which outweigjas of all other countries of South

America.

The macroeconomic indicators reflect that the agunbw enjoys a greater stability
and independency. It built up foreign reserves sigdificantly reduced its debt to the

point of becoming a net external creditor (CIA, @p1

The country also enjoyed being one of the first iging countries to recover from the
last global financial crisis and knew only one sstaeof recession. All this contributes
to making Brazil an attractive destination for figreinvestments (CIA, 2010).

The country is characterized by large and well ted agricultural, mining,
manufacturing and service sectors. And even if mizldng does not count among the

priorities, it could benefit already well developedtastructures.

Even if the knowledge of wine among the Brazilimmsumers improves rapidly, it is
still quite limited. It should be noted that mamgprovements are in progress on the
market, which should facilitate and acceleratedbesumption of wine in Brazil, and
thus bring opportunities to its participants (CCEEQ9).

Nowadays, the market of alcoholic beverages is datad by two types of products:
the spirits, dominated by sugarcane liquor, and.bE®e market of spirits is promising
and other kinds of liquors than sugarcane prodaisgaining market shares. A good
example of it is the case of vodka, which is gainpopularity among young people
(CCEF, 2009).

The market of beer is the most important in theaseaf alcohols. Brazil was the fourth
brewer in the world in 2007. Despite the adoptiba tow reinforcing the prohibition of

drink-driving, the revenue of alcoholic beveragegxpected to keep increasing by five
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to six percents the upcoming years. Neverthelesspthgression of wine revenue is
expected to remain below this overall average (CQBB9).

7.1.2.2 A developing production

The capacity of fine wine production has known mamprovements during the last
years and Brazil is now considered as one of tis¢ tegion of the world for making

sparkling wines (CCEF 2009). On the internationeén®, Brazilian winemaking

industry ranked twenty-second in 2007 in termsufivated surface, sixteen for grape
production and fifteen for wine production, accoglito the Wine and Grape
International Organization (OIV, 2009). The orgaian also predicts that the
Brazilian wine industry will know a strong developnt within the next few years. In
the south hemisphere, Brazil is the fifth produceguantity, after Chile, South Africa,

Australia and Argentina.

Two main categories of wines should be distingudsbe the Brazilian market: table
wines, elaborated from hybrid grapegSofcord Herbemont Isabel Seyve etc.) and

American grapegVitis Labrusca Vitis Burquina,etc.) and fine wines elaborated from
European grape originating frowitis vinifera (Cabernet Sauvignon, Cabernet Franc,

Pinot Noir, Merlot, Chardonnay, Rieslin§auvignon blantc.).

Most of the wines consumed in Brazil are locallpgqurced. And even if they are quite
often underestimated, it must be noted that siheeday Brazil joined OIV in 1995,
Brazilian producers have won more than 1600 goldersand bronze medals and

awards for their wines.

7.1.2.3 A growing market

In 2008, almost 215 ML of Brazilian wines have bemarketed in the country,

including table wine and fine wine. Still in 200856 ML of sparkling wines were sold
in the country, which represents an increase c¢%8frbm 2007 and 33% from 2005.
Meanwhile 1.9 ML of muscatel type has been soldt & twenty percents more than in

2007 and almost three times more than in 2004.
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Figure 8 - Sales of fine wine in Brazil (ML) — Soure: IBRAVIN, 2009
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Figure 9 - Sales of sparkling wines (ML) — Source: BRAVIN, 2009

In parallel, wine importations are developing ataster pace, sustained by a general
increase of domestic consumption, and a more féal®ranonetary parity. Sales
recorded an increase of forty percents between 26632008.
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Figure 10 - Proportion of domestic and imported wies (%) — Source: IBRAVIN, 2009

The rise of the Real, which supported foreign wjrgayed an important role in their

increasing presence on the Brazilian market. Thee traditional suppliers of wines in

Brazil, Italy and Portugal, have lost their leatdgrsto the benefit of Chile and

Argentina, which represent together half of the omgd quantity. When Mercosur

agreements came into force, they reinforced thepetiton while strongly favoring

wines from neighboring countries which benefit lowaxes (CCEF, 2009).

Country

Chile
Argentina
Italy
Portugal
France
Spain
Uruguay
Australia
South Africa
Germany
USA

New Zealand

% in volume

33.94
26.77
18.13
11.35
4.49
1.83
1.65
0.37
0.57
0.55
0.12
0.1

2008
% in value Rank

30.68 1
22.56 2
14.73 3
14.3 4
9.81 5
3.64 6
1.26 7
0.75 8
0.7 9
0.64 10
0.33 11
0.32 12

Figure 11 - Main wine suppliers in Brazil — SourcésTA — Global Trading Atlas, 2009
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7.1.2.4 A still modest domestic consumption

The domestic consumption in Brazil remains modaste it still represents only two

liters per capita and per year (IBRAVIN, 2010).

Indeed, the place of wine is not of considerablpartance in Brazil, and only a limited

part of the population has some knowledge about it.

Moreover, wine is expansive in consequence of anhéaxation and therefore, it
remains reserved to a limited part of the popuhatlbexplains that almost all the wine
is sold in the regions of the biggest cities, ikaBao Paulo, Rio de Janeiro and Brasilia,

where the purchasing power is the highest.

The present increase of wine consumption happepanallel with a constant and fast

improvement of the wines’ quality (CCEF, 2009).

7.1.2.4.1 The consumer

At the end of the year 2007, Brazil counted 190lioml inhabitants, divided in 54
million households. Mainly urban, the populationcdsncentrated in the regions of
South and Southeast, which represents almost pettgents of the population, with

more than twenty percents in the only state of B@ado (IBGE, 2008).

7.1.2.4.2 Geographic disparities

Wine consumption still remains very concentratetharegions of the half South of the
country, in particular in big cities, by reasonaoimuch higher purchasing power and a
massive presence of foreigners. In the South, ecpaduvines are essentially produced
locally. The types of wine consumed differ accogdia the regions. For instance, there
is an important consumption of white wine and sagkwine in the Northeast (CCEF,
2009).

According to the statistical data provided by Tarlygarketing, Sdo Paulo city still
largely ranks first of the domestic consumptiongevetas its influence tends to diminish
(from 11.1% in 2004 to 9.0% in 2008). Two otherestof the Southeast region rank
second and third: Rio de Janeiro and Belo HorizOidRGET MARKETING, 2008).
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These disparities constitute an element to be takienconsideration when studying
what is the place of wine in the Brazilian sociétye can expect many disparities as

well in the perception of wine between the différparts of the country.

7.1.2.4.3 Social classes and income distribution

There are considerable economic disparities totwedsn people and between regions
as well, Brazil being known as one of the most egalitarian country of the world,
even if these inequalities tend to be reduced.dddsocial programs and programs of
redistribution of income, as well as the increaé¢he payroll has let emerge a new
middle-class, which was excluded from the consuompinarket before (UBIFRANCE,
2009).

The Brazilian population is divided into five mancio-economic status categories: A,
B, C, D and E, distributed as following:

Average household income (BRL) Part of total consumption (%)
Al 13680 4.6
A2 8930 17.5
Bl 4408 20
B2 2470 24.6
C1 1444 17.4
c2 912 9.9
608 5.7
E 342 0.3

Figure 12 - Socio-economic categories in 2008 — $oer Target Marketing, 2008

There has been a fast evolution of the distributérthe population into the socio-
economic categories the last two years. Betweer 20@ 2007, almost 20 millions
Brazilians entered the C class, which now reprasing main category for the first time
of Brazil history (CETELEM-IPSOS, 2008). In 2008répresented 86.2 million people
and more than twenty-five percents of the countnysamption. These new consumers
are characterized by their consumerist appetiteiclwHollows their increasing
purchasing power (UBIFRANCE, 2009).
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The spending of the households depends a lot osditie-economic category in which
they fit. A study of Fécomerci®P, published in august 2008 shows that the average
day spending of a Brazilian family was about R$884in 2007 (FECOMERCIO,
2008), which still does not permit easy accessxfiarsive and not necessary products

like wine.

These income disparities are also reflected iratheunt of information available about
wine consuming behavior in Brazil. It is also amdio consider when analyzing the
place of wine in Brazil, since we can already expleat it is not homogeneous.

7.1.2.4.4 Potential of consumption

Today, Brazil is the scene of a constant incredgheointernal domestic consumption,
driven mostly by the high and middle classes andenamd more by popular classes as
well. This category of low-income population, whigpresents the biggest part of the
population, now holds more and more the attentiocompanies, which try to find an
answer to the start of saturation of the consumpgtidhe higher classes (UBIFRANCE,
2009).

According to a study from Bain & Company in 2008 foe journal Exame, the whole
consumption should represent 1000 billion US dsllar2012, increasing by 28% from
2008 (BAIN AND CO., 2008).
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Figure 13 - Households consumption, cumulated oveérsemesters — Source IBGE, 2010

Propensity to consume is an inherent attribute raizlan. Besides the satisfaction of
material desires, it appears that consumption flltls the role of social assertion
(UBIFRANCE, 2009).

Winter and some key times (Christmas, Easter, \fialels Day, etc.) give rise to burst
of consumption of wines and liquors. Christmas &elv Year eve, as well as the
family and social events of the A and B categordsthe population, represent

occasions of drinking champagne and sparkling wiG&EF, 2009).

According to a survey “Séo Paulo profile”, the Blian consumer tends to become
more exigent and less loyal to brands. The rateooSumers loyal to one brand has
lowered down from 35% in 2001 to 30% in 2010. Asagls, companies will have to fit

better the lifestyle of their consumers, reinfothe quality of their services, improve

customer relationship as well as the personalimatiotheir products and have to offer
more competitive prices. It appears that the @irgeria for the choice of a bottle are, in
order of importance, the price, which must be reabte, the quality and notoriety of

the brand. Then come the taste, the type of wirtktha look of the bottle (CCEF,

2009).
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The market of wine, as for the other goods in galnéas evolved the last years towards
higher quality. Despite an awareness campaigneottmsumers by the professionals of
wine (importers, distributors, etc.), which areqaet essentially in the Southeast of the
country, most of the Brazilian still have a limitkdowledge of the products and the
important consumption of alcoholic and non-alcohdieverage within the C and D
classes goes to cachaca, rum, beer and soda<C@ike and Guarana sodas) (CCEF,
2009).

The Brazilian market evolves from an “occasionainsumption towards a more
“regular” one. Supermarkets and specialized starade efforts to guide customers’
choices and they now offer large information abtygtes of wines, regions, grapes,
assemblies, or even organize degustation eventscalienow see numerous articles,

websites, specialized journals, which are majotarscf education.

7.1.2.4.5 Tendencies in the sector of alcoholic beverages

The knowledge of wines is improving and therefdne market tends to be more
qualitative and closer to the European standards.ifiportation of wine of low quality
is very limited nowadays. The fact of being impdrie still a criterion of quality when
it is in question of choosing a wine (CCEF, 20@)me years ago, buying an imported
wine in Brazil was very expansive because of thxegeon imported products. Since
then, the taxes have lowered down and the imposiegés are now accessible to a

larger consumer base.

The market of liquors is also changing and getsarito European and North American
standards as well. Of course, sugarcane liquotilisttee most consumed but it loses
market shares in favor of vodka or rum. It shoutdnioted that large investments are
done for innovation and sponsoring. For exampléh@bccasion of carnival, 2 millions

were invested by the rum brand Montilla (PernodaRiy and 2.5 million by Smirnoff

(Diagéo), especially in Northeast. Those actiomtigpate of the changes in the habits
of consumption of the Brazilians. Spirits in Brampresent a promising market, which

offers more and more opportunities to foreign paisu
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It should also be noticed that the market of beealso evolving towards a greater
diversity, with value-added products like Premiumdalight beers. Young people
represent the majority of the consumers and are ntlaén target of advertising
campaigns. Women represent 30% of the consumeaeraag] which is particularly

remarkable since the advertising campaigns oftearggthem (CCEF, 2009).

7.1.2.4.6 The distribution circuits

Historically protective, the Brazilian economy isogressively opening itself (CCEF,
2009). According to the UNCTAD - the UN ConferemmseTrade and Development -,
Brazil ranks fourth of the countries offering thesb business potential, right after
China, India, and USA (UNCTAD, 2011).

There are many important importers operating onBhezilian market, representing
mainly major brands, usually with an exclusivityregment. Most of these importers
have a strong presence in mass-market distriblilensupermarkets and specialized
stores, which are the first buying places for atdiwhbeverages and wines (CCEF,
2009).

Various distribution channels exist in Brazil, atfte choice of one among them
depends on the type of product, on the region anthe socio-economic category to

reach.

Mass-market retailing is the first employer and thain distribution circuit in Brazil,
and thus represents a very powerful and influeatoseSupermarkets represent 91.3%
of this revenue, where the three big ones, CompaBfasileira de Distribuicdo (P&o de
Acucar, groupe Casino), Carrefour, and Wal-Marareh46% of them. The rest is
shared among many small regional actors, whichnaleestablished and even have a
faster growth rate though (CCEF, 2009).

The competition between the big three to dominagesector is very tough. They rely
on different growth strategies and invest enormaasunts in organic growth, opening

new concept stores and developing e-commerce, @duas.
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Hypermarkets, which only represent 6% of the stamsadays, already represent 35%
of the sales and are still developing (CCEF, 2009).

Luxury supermarkets are city center stores estadiisn wealth neighborhoods of the
big cities like Jardins in Sdo Paulo, Ipanema owrdaa Tijuca in Rio de Janeiro,
targeting high purchasing power customers. Evehay are not well developed, these
stores enjoy some prestige. The choice of oneavhtlepends on the type of products,
the image and localization. Their customers look haxury products and give
preference to them for buying wine (CCEF, 2009).

Moreover some delicatessens and wine merchants theettlemand of customers.
Among them, Lidador, A garrafera, Terroir, Empd8anta Maria are well-known. One

can now find Brazilian top of the range productshiose stores (CCEF, 2009).

It is complicated to follow the part of the salemd by bars, hotels and restaurants since
there are no statistics published at the intergmsibnal level, and every single

company has their own monitoring indicators.

Hotels, bars and restaurants shop at wholesalersildmestic products and usually

directly at specialized importers for foreign wines

Duty-free stores in international airports hold @t msignificant place in the wine

retailing. Duty free shops are long-term concessiti private companies. Brazilian
legislation is specific in terms of removal of téxallows purchases up to 500 USD per
passenger over eighteen. Therefore many Braziframs the highest social categories
and foreigners living in Brazil buy alcoholic beages when entering in the country.
Thus, international airports are major distributioanters of various products, in

particular luxury products and wine and spirits.

Finally, E-commerce, which had difficult beginnings now a buoyant sector, with a
growth rate around 30%. Twelve million Brazilianavle bought at least once on
Internet in 2008, which generated 8.2 billion BRIQEF, 2009).
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Figure 14 - Revenue of E-Commerce (billion BRL) — Soce CCEF, 2009

Selling of wines and spirits takes advantage offéisé growth of the sector, but is still
very limited with regards to international purchgsenainly because of the current
regulation, which authorize only importation of winthrough official importers
registered at ministry of agriculture, even if madtimporters have a web portal
allowing purchase of wines online (CCEF, 2009).

On the other hand, telemarketing has become aefécyent channel in Brazil. Aimost
all the importers and wholesalers, and even sorodugers, have a service of mail

order selling, or by telephone, with home deliveeyvice.

7.1.2.5 The Brazilian wines in the world

The creation of the first consortium of wine exptitines from Brazil”, which groups
together numerous companies of the wine industigluding the most important
producers interested in conquering foreign markie¢dps Brazil to enter the club of
“wines of the new world”. The very same kind oftiaiive enabled the take-off of the

exportations of cachaca a few years ago.

Exportations were still increasing at the sustaipade of thirty-five percents in 2008
and 2009, and external sales of sparkling wine haes multiplied by three in value, in
particular towards the USA (CCEF, 2009).
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7.2 Results of the structural analysis

7.2.1 Homogenized variables

The structural analysis enabled the constructiora afnit of representations of the
system under study in its present state. This ésystharacterizes the place of wine in
the Brazilian society. The participatory procesattihas been conducted allowed

aligning the different representations of a grotipeople of the "system" under study.

This unit of representations was achieved through dollective identification of the

variables that characterize the system.

To assure homogeneity of the list of variables, ieaportant phase consisted in
completing, grouping, splitting, or even eliminatisome of the variables: this is the
consolidation phase. This process, as the oneeotifctation of the variables, involves
subjectivity. The grouping could be different. Tata presented in the part “Brazil:
The big picture” in introduction constituted a valtle for this phase of data

consolidating.

It appeared a posteriori that the categories usedcdllecting the data (economic,
political, social, demographic, cultural, technotygecologic, legal) did not fit ideally
the reality of the data. Instead, new categoriesematural, emerged.

Five major categories to which the variables artated were identified here:
Consumption, production, regulation, economy araiato

7.2.2 Variables related to consumption

Within the variables related to consumption, théaldes have been grouped in three
distinct sub-groups, depending on whether theyrelaed to behavior aspects, costs

aspects or product and packaging aspects.

Behavior aspects

1. Attitude
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Named Cons_behavior_attitude in the URCA matriis tlariable relates to the attitude
toward wine consumption, as hedonism, gastrononghlsery or ascetism.

2. Individual drinking practices

Named Cons_behavior_individual_practices, this alde relates to the individual

forms of drinking and drinking occasions.

3. Social drinking practices

Named Cons_behavior_social_practices, this variablates to the social forms of
drinking and drinking occasions.

4. Quantity consumed

Named Cons_behavior_quantity, it is the averagswmption (in liters) per capita per
year.

5. Health — Image of alcohol

Named Cons_behavior_health_image, this variab&eaglto the way wine is perceived
in the Brazilian society. It also includes the whg actors of the wine industry, the
media, politics, etc. communicate about the bemefitd dangers of wine consumption.

6. Education

Named Cons_behavior_education, this variable reletehe level of education of the
consumers.

7. Population pyramid for consumers

Named Cons_behavior_pyramid_consumers, this variabhtes to the age distribution
of the wine consumers.

8. Buying habits

Named Cons_behavior _bying_habits, this variablatesl to the place and buying
habits, as well as the distribution channels ofewin

9. Housing

Named Cons_behavior_housing, this variable relatéise place and type of housing of
the consumers, in particular it relates to the jhd#y of storage of the wine.

Costs aspects

10.Income
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Named Cons_costs_income, this variable relateshéostandard of living of wine
consumers.
11.Price

Named Cons_costs_price, this variable relatesetite of wine.

Product characteristics and packaging

12.Type of wine

Named Cons_product_type_wine, this variable reldke types of wine consumed in

Brazil, be it fine wine, table wine, color, sparidi

13.New products

Named Cons_product_new_products, this variablee®l® the presence and influence
of the new products on the consumption practices.

14.Packaging

Named Cons_product_packaging, this variable relatdéise influence of the packaging

on the consumption practices

7.2.3 Variables related to production

The variables related to production can be classifin three subgroups, which are:

natural factors, wine producing techniques and lmgncal techniques.

Natural factors:

15.Terroir

Named Prod_nature_terroir, this variable relateshtolocal conditionstérroir) and
character (topsoil, subsoil, climate) of the plaskproduction.

16.Vintage

Named Prod_nature_vintage, this variable relategetr of production, which is a
relevant data when concerning wine production,esthere are good and bad years.
17.Major hazards

Named Prod_nature_hazards, this variable relatespézial conditions which may
occur, such as exceptional weather conditionss#eadies such as phylloxera.

18. Potential regions
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Named Prod_nature_potential_regions, this variaglgtes to the capacity and means
employed for identifying regions with high poteftia

Wine producing techniques:

19. Agronomical techniques

Named Prod_techniques_agro_techniques, this variaflates to the agronomical
techniques employed, such as inputs, handling gagheents.

20.Yield

Named Prod_techniques_yield, relates to both te&lyand the yield forecast of the
production.

21.Grape variety

Named Prod_techniques_grape_variety, this varieddkzs to the types of grape used,
be it hybrid grape (Concord, Herbemont, Isabel,vBewgtc.), American grapes (Vitis
Labrusca, Vitis Burquina, etc.) or grape origingtifrom vitis vinifera (Cabernet
Sauvignon, Cabernet Franc, Pinot Noir, Merlot, @banay, Riesling, Sauvignon
blanc, etc.).

22.Research and development

Named Prod_techniques_r&d, this variable relatesh&investment in research and

development, know-how, formation and information.

Oenological technigues:

23.0enological practices

Named Prod_oeano_techniques_practices, this varrabtrs to the use and impact of
oenological practices, such as the use of lacttt la&cteria, microbiology, or the use of
different types of additives.

24.Aging

Named Prod_oeano_techniques_aging, this varialdéeseto the conditions of wine

aging, in particular in which type of packaging.

25. Quality control

Named Prod_oeano_techniques_quality control, thrgable refers to the methods of

quality control.
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26.Research and development
Named Prod_oeano_techniques _r&d, this variablergete the investments for

improving oenological techniques.

7.2.4 Variables related to regulation

The variables related to production can be classiin the two following subgroups:

fields on which regulation is exerted, actors @& tbgulation and/or of representation.

Fields on which requlation is exerted:

27.Declarations

Named Regulation_type_declarations, this variabfers to the declarations, controls
and anti fraud mechanisms existing in Brazil.

28. Conditions of production

Named Regulation_type_production, this variableneto regulation relating to grape
variety, density, alcohol content, oenological picas, and so on.

29.Yield

Named Regulation_type_yield, this variable is abibat regulation of the production
yield.

30. Designations

Named Regulation_type_designations, this variablates to the protection of the
designations of origin.

31.Regulation of labeling

Named Regulation_type_labeling, this variable comgethe rules regulating the

labeling of the wine bottles.

Actors of the requlation and/or of representation:

32.Mercosur operational actors

Named Regulation_actors_mercosur, this variablersefo the impact of Mercosur
rules.

33.Brazilian public operational actors

Named Regulation_actors_public, this variable seter the public operational actors

and their influence on the market. These inclugentimistry of agriculture, ApexBrasil
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and Conabat at the national level and entities sisclirRS and Embrapa at the regional
level.

34.Professional actor

Named Regulation_actors_professional, this variadfiers to entities as UVIBRA and

ABE and their influence on the regulation.

7.2.5 Economic variables

In this category, the variables are grouped in fiiwing subgroups: production

economy, Brazilian wine industry economy, and imdional wine industry economy.

Production economy:

35. Cost of production of grape

Named Economy_production_grape_production_cost Muiable relates to the cost of
production of the grape.

36. Cost of wine making

Named Economy_production_wine_making_cost, thisabées relates, for its, to the
cost of fabrication of the wine.

37.Cost of workforce

Named Economy_production_workforce, this variatdéens to the cost of workforce
and the weight of the social security contributions

38. Costs related to site value

Named Economy_production_site value, this variadfiers to the value of land.

Brazilian wine industry economy:

39.Weight of the companies

Named Economy_domestic_weight_companies, this Marieefer to the size of the
companies of the sector and their weight in theistiy economy.

40.Regional concentration

Named Economy_domestic_regional _concentration,vihigble refers to the regional
concentration of the companies of the sector.

41.Cost of transportation
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Named Economy_domestic_transportation, this vaziabtlates to the cost of
transporting the raw and transformed materialsyelsas the finished product.
42.Domestic taxation

Named Economy_domestic_taxation refers to the dooesation on products.

43. Employment

Named Economy_domestic_enployment, this variablerseto the evolution of the
number of farmers and middlemen

44.Domestic marketing

Named Economy_domestic_marketing, this variablerseto the structure of marketing

channels, including associations of producers aneé dealers.

International wine industry economy:

45.World trade agreements

Named Economy_world_trade agreements, this variagbbes to the agreements at the
international level, within GATT and Mercosur.

46.World competition

Named Economy_world_competition, this variable ref® the severity and impact of
the international competition.

47.World policies

Named Economy_world_policies, this variable refeerghe policies of the nations in
terms of regulation of the offer and the demand.

48. Advertising

Named Economy_world_advertising, this variablensefe the impact of the advertising
at the international level.

49.World taxes

Named Economy world_taxes, this variable refersthe weight of taxes at the
international level.

50.World trade market

Named Economy_world_trade_market, this variableereefto the influence of the
vineyard world trade market.
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7.2.6 Application of the URCA model

The collective process of identifying the intertelaships between every couple of the

variables identified in the previous step, ledilicout the following URCA matrix:
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7.2.7 Results of the CHIVAS method

The converging model of CHIVAS leads to the ideadifion of fifteen drivers, i.e.
variables which are both influential and little dedent. These variables are the ones

that influence the system the most.

TheDRIVERS are:

Variables related to fields on which regulation iexerted:
- Conditions of production

- Designations

- Labeling

Variables related to the actors of regulation and/pof representation
- Mercosur operational actors

- Brazilian public operational actors

- Professional actors

Variables related to production economy

- Weight of the companies

- Regional concentration

- Domestic taxation

Variables related to the international wine industry

- World trade agreements

- World competition

- World policies

- World advertising
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- World taxes
- World trade market

Then the CHIVAS algorithm finds out 6 relay varied| that is to say variables that are
both influent and dependent. These variables actora of instability since the

evolution of one of them can cause chain reaciiotise whole system.

TheRELAY VARIABLES are:

One variable related to environmental factors:

- The “terroir”, i.e. the local conditionstefroir) and character (topsoil, subsoil,

climate) of the places of production, but alsodbdity and the will to develop it.

Variables related to the wine production techniques

Agronomical techniques

Yield and yield forecast techniques

The grape variety

Investment in Research and Development
One variable related to oenological techniques:
- Investment in Research and development in the ogiwall area.

The method found out 16 result variables, i.e. ddpeg variables. Those ones are little

influent and very dependent.

TheRESULT variables are:

Variables related to consumption behavior aspects
- Individual drinking practices

- Social drinking practices
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- Quantity consumed

One variable related to the cost aspect

- The price of wine

Variables related to the products characteristics ad packaging
- Type of wine

- New products

- The packaging

Variables related to natural factors

- Vintage

- Natural hazards

- ldentification of potential regions

Variables related to oenological techniques

- Oenological practices

- Aging

- Quality control

Variables related to the production economy

- Cost of production of the grape

- Cost of wine making

And finally one variable related to the Brazilian wine industry economy

- Domestic marketing
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Finally, the CHIVAS model classifies the 13 othariables as excluded, that is to say
the variables that are autonomous, being botle litffluent and little dependent. These

variables are the less interesting ones for owtystu

TheEXCLUDED variables are:

Variables related to consumption behavior

- Attitude towards wine, such as hedonism, gastron@mgbbery or ascetism
- Health, image of alcohol

- Education

- Population pyramid for consumers

- Place and buying habits

Place and type of housing

One variable related to cost aspect

- Income or standard of living of wine consumers
Variables related to regulation

- Declarations

- Regulation of the yield

Variables related to production economy

- Cost of workforce

- Site value

Variables related to the Brazilian wine economy
- Cost of transportation

- Employment
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Economy_world_trade_market
Economy_world_advertising
Regulation_type_yield
Regulation_actors__mercosur
Cons_behavior_attitude
Economy_world_policies
Regulation_type_labeling
Cons_behavior_education
Economy_world_taxes
Regulation_type_production
Regulation_type_designations
Economy_world_trade_agreements
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Cons_behavior_pyramid_consumers
Cons_costs_income
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Prod_nature_hazards
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Figure 16 - Results of the CHIVAS method
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7.2.8 Interpretation of the position of the variables in the influence /

dependence chart

The CHIVAS model also calculates levels of depengieand influence and ranks the
variables according to these two axes. The valueeofanking on each axe is obtained
by summing the values of each line (influence) agdsumming the values of each
column (dependency) of the matrix resulting frone @HIVAS method calculation.
Knowing that the variable 14 has a value of depeogeof 2008 and a value of
influence of 232, it is easy to position it in ghian influence / dependence, adopting the
following convention: the dependency is represermtedbscissa and the influence in

ordinate.

Then, a scatter plot chart allows visualizing tlesipon of every single variable in the
dependence-influence plan. It is particularly iasting to scatter plot the variables this
way, since it allows better understanding of tHe of the variables in the system.

Moreover it gives the possibility to “exclude” vables located at the margin, i.e. that
don’t belong clearly to one of the previous categgrThose variables are located in the
area called middle cluster in Figure 17. Theseakdes play a regulating role in the

system and can successively act now as secondamg]aow as weak objectives, now
as secondary stakes.
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Figure 17 - The influence / dependence chart - SowecGODET, 1996

The following figure (Figure 18) presents scattiatpof the variables in the influence /

dependence chart.
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In Figure 18 - Scatter plot in the influence / degence plane, drivers identified by
CHIVAS are plotted in red, relay variables in greeesult variables in blue and

excluded variables in yellow.

First of all, we can see that two variables havaedmow been discarded by the model

since their level of dependency is so high and ihéuence so low that:
- First, they have little interest since they havampact on the system.

- Second, their levels of dependency is so highttiey are some kind of outliers in
the sense that it is better to exclude them bedosdyzing the rest of the variables,
which is what the CHIVAS model did. Indeed, if warefully look at the limits
identified by the system for the classificatiorgipears that the type of wine and its

price haven’t been taken into consideration.

Now, it appears that CHIVAS doesn't make the didton between the variables
located at the margins and the others, which s Bacause it gives the possibility to
further analyze the results by providing the lexa$ldependency and influence.

Drawing the so-called middle cluster as | did gittes possibility of a second level of
interpretation of the variables which don’t actaglg but rather as regulating variables
of the system by playing one role or another depgndn the evolution of the other

variables.

For example, | would downgrade the role of profasal actors, of international
advertizing, trade agreements, and the differebetween taxes in the world to the
place of secondary levers. And to a lesser extéet,regulation of labeling and the
Brazilian level of taxation. These variables and stfluent enough to be positively

considered as levers and might play an importdatinothe evolution of the system.

7.2.9 Stability / instability of the system

The repartition of the variables within the diffetesectors of the influence-dependence

plan reveals the stability of the studied system.
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- In a stable system, the variables are distributeldnige numbers in areas 1 and 4,
that is to say there is a lot of drivers and regaliables. The biggest advantage of
such a system is to present a clear dichotomy leetvilee variables on which the

actors can act and the resulting variables

- In an instable system, the variables are locatedtlpnaround the main diagonal,
that is to say in the sectors 2 and 4. The stakahlas or relay variable (in the area
2) being at a time influent and dependent, anyaatn one of them impacts all the

others and itself by feedback.

The place of wine in Brazil is clearly a stabletsys since the variables in the stake

sector are very few.

7.2.10 Highlight of the hidden variables

As previously said, it is particularly interesting compare the positions of variables
stemming from the direct and indirect (CHIVAS) ddigations, for example by
situating them on the same influence x dependetage. This presentation has the
advantage of qualifying the global, but quite stfiped, appreciations made on

variables by intuitive or direct classification.

Comparing the direct and indirect positioning of thariables allows, of course,
confirming the importance of some variables, buatlso gives the possibility to identify
that some variables, which were expected to beowfimportance a priori, play an

important role because of the indirect relationstafiect.

GODET highlights that in general, structural analysonducted by MICMAC or

similar approach such as the present CHIVAS leadse following observation:

- 80% or more of the results confirm the first intuits since for many variables

the direct classification and the indirect one daiiffer.

- Between 10 and 20% of the results appear as noitiuat since from one
hierarchy to the other, some variables are stronglyraded or downgraded in

the classification.
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The upgraded variables:

These are the variables which don’t seem to hasteoag influence at “first look” and
which proved to be determinant for the evolutiontlodé system by the interplay of

indirect relationships.

Regulation of the conditions of production
- Mercosur operational actors

- Brazilian public operational actors

- World trade agreements

- World competition

- World policies

- Taxes in the world

- Yield

The downgraded variables:

Brazilian taxes

Natural hazards

Population pyramid of consumers

Terroir or local conditions of the places of production
Twelve variables are reclassified, which means 2486 of the results of the CHIVAS

model application are counterintuitive.

8. Conclusions and implications for future studies

After this study, it is possible to draw a qualitat assessment of which structural

analysis ensured the objective frame.
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Those conclusions reflect the opinion of the membdro participated to the two stages
of the process, the identification of the varialdes the filing up of the crossed impacts
matrix. The composition of the group is naturaltyt meutral in the expression of the
general opinion. But the great advantage of thesp®ctive analysis as well as the
online data collecting framework that | set up I tserenity they create for the
participants to be able to express freely thein{soof view. Everyone could express his

opinion and change his mind at any time, while segl general consensus.

First of all it appears that the system is quiédk, which doesn’t mean it won't evolve.
It rather means that if some of the variables efdystem vary, the latter won’t probably

be destabilized chaotically, but rather evolve mtadbly.
The drivers:

The structural analysis shows that the driversrarevery numerous and highlights
variables which are of economical or political matuMoreover these variables are for
approximately half of them internal to the systema &herefore external for the other
half.

When comparing the values of direct influence, Wwhaan be considered as more
intuitive, and the results of CHIVAS, it appearsttmainly variables external to the
system were upgraded while many “intuitive” intdrdavers have been downgraded in

the classification.

It results that the place of wine in Brazil is ghg@onditioned by international variables
such as Mercosur actors, world trade agreementdg vwompetition, world policies or
the different level of taxes in the world. Meanwehisome intuitive variables such as the

domestic taxes or the population pyramid of thescomers were downgraded.

One of the motivations of this paper was to chedwo& validity of the hypothesis
formulated by COLEMAN in “Wine politics”, who statghat wine around the globe is
impacted by numerous outside forces, ranging fregulators to self-appointed wine
critics. “Critics and commentators widely acknowgedthe importance of the growing

area and winemaking style in creating what endsupe bottle. But, more than wine
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consumers realize, politics matters, too. Polidiegermines not only which grapes grow
where, what can be written on the label, which wiaee exported or imported, which
wines are available in local stores, and how muchire costs, but, perhaps most
important, it also affects the quality of the winghe bottle. (COLMAN, 2008)

Indeed, the actions of the different actors invdlve the Brazilian wine scene will
shape the future of wine in Brazil. Strategic asm\yof the interplay of actors should
constitute one of the crucial future steps in d@hierr study based on those results. This
future step could aim “at resolving, or at leastognizing, the conflicts amongst actors
who are all pursuing their own interests. Therpigey of these actors will certainly
condition the evolution of the system under stud@ODET, 2006) The actors
affecting the system in question include grape amtegrowing industry, authorities,

importers, distributers, customers and citizerts, et

It is therefore extremely interesting to see thatmost influent variables of the system
almost exclusively relate to regulation, policiesgreements and politics, at the

Brazilian and international levels.

The excluded variables:

In this category come variables of social natureictv appear to be unable to make the
system evolve. Most of them are political too andhat sense we can state that any
political action on them would have no effect om #ystem. That gives us perspective
about the influence of politics on the place of eyisince the variables depending on
politics are many but not all of them are proparets which can make the system

evolve.

The relay variables:

There are few relay variables. This is a factostability of the system because the relay
variables, being both influent and dependent, caate a domino effect if one evolves

in a way or another.

The result variables:
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Variables such as agricultural techniques, grapetya research and development in
oenology and production techniques, are stake laga That means that concerning

those variables, there is nothing for granted.

8.1 Implications on the place of wine in Brazil

Considering the great stability of the systems itimlikely that the place of wine knows
a huge breakthrough in the future; it rather walep evolving towards an increasing
democratization — but maybe not at a faster paespecially if no particular political

action is taken in this sense. The market of waeefor the other goods in general,
keeps evolving towards higher quality, while theeegence of a middle class with an

increased purchasing power.

That said, wine consumption might keep evolving aightly slower pace than other
alcoholic beverages such as beer, as it is thetodag. Nevertheless, the country is the
scene of a constant increase of the internal daneshsumption in general, driven
mostly by the high and middle classes, and ther&stribution of the population into
the socio-economic categories resulting in a fasiving middle class, should lead to a
sustained increase of wine consumption in the eguiit may also have some ripple
effect and work for establishing wine as a produtffilling the role of social assertion
in the lower categories. But there is nothing gedrdbout it. It must be noted though
that the substantial disparities in the country esalt difficult to draw a general
conclusion. The geographic disparities are such tthe reality from one part of the
country to another is completely different. It mi& kept in mind that the income
disparities are very important as well. Even if domsumption modes are getting closer

to European standards, it is far from being truergwhere and for everybody.

It appears from the structural analysis that corgsamvolved in the wine industry

have few levers to influence the place of wineha society by themselves. The only
lever that companies might operate individuallyhie domestic marketing driver, even
if it is clear that collaborative effort would prably have a deeper impact on the global

perception of wine in Brazil.
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Indeed, private actors of the industry may haveughmstronger influence by joining
their efforts and through lobbying actions. It is coincidence that the weight of the
companies and regional concentration are strongewdiof the system. It allows
companies to have a stronger influence on theigolnd have, consequently, indirect
influence on strong drivers of the system, in gattr the fields on which regulation is
exerted, such as the conditions of production, designations, and labeling. These
drivers directly impact the readability of the puots, which participate greatly to a
better relative positioning of the Brazilian wingghin the world competition, be it on

the foreign markets or the domestic one.

As the sector of beer, the sector of wine coula dsnefit greatly from entering a
process of concentration with the emergence ofbbbands which would be able to
produce wines targeting specific submarkets andcma the regional tastes.
Following the example of the beer sector, this doogé done through innovation, a
greater diversity and value-added products takimtg account the many diversities

existing in Brazil.

Moreover, big brands have the power to conductlaxgmmunication campaigns and
give visibility to wine. Nowadays, mass market ileta like Carrefour or federations
like “Wines from Brazil” have this ability to commicate widely, but without the same
incentives or the same means respectively. | slyobglieve that federations lack
political support and financing, compared to whapens in countries successfully
developing the wine business.

Such organization as “Wines from Brazil”, which fi@pate to international fairs and
tasting events, really makes sense. Moreover, sibservers state that the dynamic of
the qualitative boom observed on the market resal{garticular from the creation of
this particular organization and from investmerit®ig companies. It makes no doubt
that such initiatives should be promoted in theufeit since they can change the way
wine is perceived in Brazil but also the way Brarilwines are perceived in the world,

one probably exerting feedback effect on the other.
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Besides the previously cited influential factofse bthers are international variables —
world trade agreements, world policies, world atserg, world taxes and world trade
market —, which are, by nature, more difficult tdluence, unless strong and joint

commitment of the actors, including politics at thghest level of the state..

Countries with a long wine tradition (France, ltafypain, Portugal, etc.), but also
countries producing the so-called new world wingSA, Australia, Chile, Argentina,

Mexico, New Zealand, South Africa mainly) have istegl and continue investing large
amounts of money in the development of the prodactdomestic sales, exportation
and also in the promotion and the defense of ainulyf wine. These actions are often
supported by governments, and covers areas asasitiechnical or strategic research,
and communication. No doubt that it contribute®tatd the increasing proportion of

imported wines in Brazil for instance.

Brazil is a growing market for wine but it is majribreigners who take advantage of it,
in particular Argentina and Chile which benefitrfrdower taxes than countries situated
outside of the Mercosur area. | believe that thgskef the success of some other
alcoholic beverages like vodka, i.e. large investtme@nd sponsoring, are worth being
more deeply explored by the Brazilian wine industryparticular at the occasion of

peak consumption, like Christmas, Easter or Vatergi Day.

8.2 Implication for future studies

The creation of a culture of wine cannot be donehauit understanding and
accompanying the new consumers. A new consumeatisnly a new consumer in the
meaning of an additional client. What makes hinew monsumer is its own approach
of wine, its mode of consumption, which may breakhvihe consumption modes in
other countries, in particular of old world wingiens. Other factors as the temperature
for example, which is, in most part of Brazil higllean in Europe would probably have
an influence on the types of wine consumed. It wdnd worth exploring this through a
marketing oriented study to understand better hovsatisfy the taste of these new

consumers, all while taking into account the maisparities characterizing the country.
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Another factor would be worth being evaluated. Biazs, and in particular the ones
who belong to the A and B classes take good cathenf health and are known to be
sensitive to the marketing of nutritional produdtbelieve that wine is generally well
accepted because, when being drank moderatelgeins to have the reputation of
being good for health. Nevertheless, a better wtdleding of the perception of wine,
taking into consideration the income and geograplsparities as well would bring

relevant information about the market.

About the prospective approach of understandingpthee of wine in Brazil and its
possible changes in the future, structural analg@isbe completed by the use of other

tools. In particular actors’ analysis would be varstructive as well.

This step consists in evaluating the “importanatiehships among actors, as well as
their respective convergences and divergences-vis-aeveral important stakes and
objectives related to these stakes” will allow gstd to take into consideration the
“richness and complexity of the system under stogysupplying intermediary results

which clarify certain dimensions of the problem”@GET, 1997).

Indeed, as GODET stated, “The future is never liotptedetermined - however

influential past trends may be, the future remapen to several possible scenarios.
The actors in the system under examination possessus degrees of freedom which
they will be able to exercise, through strategiwoac in order to arrive at the goals they

have set themselves, and thus successfully to oatrgheir project.

From this, it follows that analysis of these actar®ves, confronting their plans,
examining the balance of power between them (imgeof constraints and means of
action) is essential in order to throw light on 8tmtegic issues and the key questions
for the future (which are the outcomes and conserpse of foreseeable battles).”
(GODET, 1991)

The central point in actors’ strategy analysisoiddcus on the actors who directly or
indirectly control the key variables identified liie structural analysis. For this
purpose, we can construct an ‘actors’ strategaslet presented in the form of a square
matrix (actors x actors) in which the diagonal £dte filled in with the objectives of
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the respective actors and the other cells conkemteans of action that each actor may
use against the others in order to achieve hisgoal

As for the structural analysis, filling in this mat should be a collective process.
Likewise, this information on actors’ strategy da@ collected or complemented by
conversations with experts who are representativeach group of actors. Of course it
is usually difficult to ask an actor about his sgths and weaknesses and even more to
ask him about his own strategy. Therefore, it iscimeasier to interview each actor
about the other ones and then to crosscheck tbemation. By interpreting cumulated
and partially true information, a more or less gehe picture of the whole situation

emerges.

In practice, the time needed to make the actoryaisals generally shorter than it is
required for the structural analysis. The time meetbr gathering and checking the
information and then analyzing it, however, must Io® underestimated. Moreover the
analysis of the actors’ strategy would benefit widg the work group to other

participants having a deeper knowledge of the iig&ODET, 2004).

| strongly believe that it would be the opportunityanchor this process of reflection
well opportune at a time where the importance ditipal choices matter in a context of
strong competition.
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