Learnings from [yellow tail]
category extensions

Stuart Marsh
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At the end of 2017, how many craft
breweries were there in the USA?
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[yellow tail] is a powerhouse wine brand

[yellow tail] share of Australian wine category in USA
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» [yellow tail] » Franza = Lindemans Fish eye ® Jacobs Creek

» Corbett Canyon = Foxhorn ® The Little Penguin = 19 Crimes » Everyone else




Leisure

W. Chan Kim . Renee Mauborgne



92%

B | definitely would buy it (5)
m | probably would buy it (4)
= | might or might not buy it (3)
| probably would not buy it (2)
m | definitely would not buy it (1)
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2 test markets
On & off prem
ATL advertising
In store sampling

Launched Feb 2016

6 Months later we were a top 20 craft beer

But we decided not to pursue the
opportunity further




Needed to establish a Required a multi million

Incredibly complicated  team of 20+ people to dollar investment over
route to market manage 5+ years




Learning #1

Speed to market is crucial. If you can see an opportunity — so can everyone else

Exhibit 5

Craft Beer has been growing very quickly as a segment, but has
slowed substantially of late

US Craft Beer Vol Growth Rate
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Learning #2

Highly engaged consumers often overstate their intentions in research

m | definitely would buy it (5)

= | probably would buy it (4)

= | might or might not buy it (3)
| probably would not buy it (2)

T m | definitely would not buy it (1)
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Learning #3

Set realistic goals — over selling a project puts high expectations on it




Learning #4

Stay true to who you are
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Learning #5

Option planning — understand the consequences of different outcomes




Learning #6

The tyranny of distance — disconnected from the market & time zones




Learning #/

Focus your resources — higher probability plays




