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How many times have you:

 Avoided opening a bottle because you’re drinking alone?

 Ever felt paying too much for a wine you don't know?

 Chosen the wrong wine to go with your food?

What is the consumer looking for?
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has the solution
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How many times have you:

 Purchased a faulty wine?

 Been deceived when trying a new “expensive” wine?

 Been served wine by the glass in poor conditions? (in a 
restaurant or a pub)

 Fancied a glass of wine, but the bottle was too cold or too warm 
to be served?

 Been surprised with the complexity of decanting?

What is the consumer looking for?
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has the solution
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 True wine by the glass

 Reduced purchasing risk 

 Hand control over to consumers, and less to the opinion leaders

We are answering 21st century consumers wishes and needs:

 More choice at a lower price

 Better quality and information prior to buying

 Higher return upon purchase (customer experience)‏

 New formats and styles

 Better information on health benefits through wine drinking 
(French paradox)‏

What we offer
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WinGlas® is the answer to these
new challenges faced by the wine
industry.

It offers both the non-expert and
connaisseurs the best in wine
experience.

Allows no wastage or worries about
the serving conditions through easy
to use technology and equipments,
wrapped in an innovative package.

The WinGlas® Mission The state of the art in wine experience

For illustrative purposes only
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• Creating the desire in the industry as an 
answer to the masses for top exclusive 
French wines

• New uncompromising wines: fruity varietals 

(1) opposed to complex robust wines (terroir 
demystified)‏

• Wine becomes a vehicle of lifestyle and 

pleasure

_________________
1) Although any French could tell a bordeaux (red) come from Cabernet Sauvignon and Merlot, the 
varietals were an invention from americans to make their wines stand out and grab the world attention.

The 90's started a small revolution
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• Technology enables new vinification and wine making techniques. 

Quality stops being a variable.

• New drinking habits: wine by the glass, associated with pleasure 

moments

• Easy drink wine

• Oversupply, falling prices and margins!

éHas the New World model reached top of its 

lifecycle?

But, it was only the start
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How many of you ever thought of drinking wine from a fancy can?

The Millenials consumers are here to stay

éa new model is around the corner
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“...to appreciate a wine you need to be 
an expert...” 

Well, not any more.
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Is the technology for delivering a wine by the glass:

 At home,

 In the on-trade, and

 In the industry (e.g. fairs, samples).

It is the start of a new paradigm (end of “just for experts”),
providing the industry with a breakthrough technology.

It raises the standards in wine tasting and drinking, focusing on
service and customer experience.

It addresses the on-trade concerns with the first ever wine by the
glass solution, providing a reliable, efficient and easy to use
technology.

The WinGlas® Value Proposition
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WinGlas ® is, fundamentally, an IP company:

 Package concept and design
 Filling machine 
 Serving machine

Licensing agreements (technology) with major players:

 They will pay WinGlas® a royalty for each unit filled

And why should they buy our technology?

 Oversupply: declining profits and margins
 Need new business models to address growth pressures

Strategy for entering the market
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The benefits of joining in WinGlas® :

Access a market over 66 Billion € (2)

 26.2B litres by ,‏2010

 Europe accounts 57,8% of market share

2) Consumers worldwide spent more than US$100bn on wine in 2006, a study commissioned by Vinexpo 

Asia-Pacific shows.

How big?
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Source: Rabobank 2006; AC Nielsen, Drink Pocket Book, 2006; Adams Wine Handbook, 2005.

On trade Off Trade

Market EUR billion % %

USA 32,7 22 7,2 78 25.5

UK 20,7 15 3,1 85 17,6

CANADA 2,8 20 0,6 80 2,2

ASIA PACIFIC 4,3 35 1,5 65 2,8Total

Total 60.5 12,4 48,1

EUR 

billion

EUR 

billion

Sizing the market
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Top 10 players account for 4.3 Billion € of the market

Fonte: Rabobank 2006; Annual Report from severalcompanies; Adams Wine Handbook, 2005.
* Estimated aquisition or information not available

Rank Company Country $$$ (m) Notes

1 Constellation USA 88 1,831

2 Fosters/Southcorpo Australia 40 1.680* After Southcorp acquisition

3 LVMH France 7,5* 1,622 Mainly Champagne

4 Pernod Ricard/ AD France 40 1.620* Includes  Montana

5 E&J Gallo USA 72 1.430*

6 Castel freres France 38.4 1,175 Negociant: 2003 revenue

7 The Wine Group USA 34 880*

8 Feixenet Spain 17 685

9 Grand Chais France France 30 684

10 Bacardi USA 25* 650* Martini

11 Henkell Germany 17 609 Includes 11,3m cases of sekt and 3m of spirits

12 Vincor Canada 17.8 564

13 Diageo UK 13 500 Blossom Hill and Piat D'Or in the UK

14 Schloss Wachenheim Germany 16.7 402 Includes some bottled water
15 Kendall Jackson USA 5 355

16 Concha y Toro Chile 17.5 353

Sales 

(m cs)

Our goal is 8% of the market within 10yrs    
(c. 960 Million €)‏

Target market
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2014
- Revenue: 15.5Mú
- Net Profit: 8Mú

2012
- Revenue: 8.9Mú
- Net Profit: 4.1Mú

2011
- Revenue: 5Mú
- Net Profit: 2.5Mú

2010
- Revenue: -
- Net Profit: -1.5Mú

2009
- Revenue: -
- Net Profit: -1.0Mú

2009
2010

2011
2012

2013
2014

Revenue forecast
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Milestones  
1. Proof of concept within YE1.
2. Ship first customer Prototype – YE1
3. Multisource agreement (OEM's) - YE1
4. Turnover YE3 – 1.3M€

Assumptions
1. Product unique features (technologies)‏
2. Market size / technology acceptance
3. Gross margin (costs – structure / technical support / 
Sales & Marketing)‏

Tasks
1. Patenting / technology
2. Financing (FP7 / VC)‏
3. Multi-Source Agreement with OEM's

MAT
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Tasks / Milestones 2008 2009 2010 2011

Round 1: 0,35Mû - Q2-2009, YEAR 1:Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

1.1 Consolidation of Management team

1.2 R&D & technology evaluation (inc. partnership search);

1.4 International Patent filing

1.3 Equipment prototyping

Round 2: 0,65Mû - Q2-2010, YEAR 2:
2.1 Marketing Plan Deployment (Approach to major global players in industry)

2.2 Technology Licensing, MSA for OEMs (standardisation of equip. HOME & ontrade)

2.3 Market segmentation & International strategy deployment

Round 3: 1,5Mû - Q2-2011, YEAR 3:
3.1 Country Staffing & Salesforce (Recruit and Training)

3.2 International product Launch

3.2 WinGlas Club launch (Web + Enology focus group)

(Scheduling can be changed without prior notice)‏

Time schedules
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 Unknown to date competitors with equivalent value proposition

 Gadgets to preserve wine:
 Vac au vin
 Cork stoppers
 EuroCave
 Nitrogen preservation systems 
 Winekeeper & other dispensing systems

Competitive landscape Blue ocean?
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goncalo.amorim@sapo.pt

Many thanks

Further information? Questions?
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