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WHO WE ARE
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OUR WORK

FOXBROWNE
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SOUTH AERICA FOXBROWNE
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BOTSWANA FOXBROWNE
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WHAT WE KNOW ABOUT WINE SALES TODAY

FOXBROWNE



aow

Drinking less

Health and wellness shift

Natural, organic , and additive -free

Wine experiences - elitist, complex , unapproachable
Economic pressure - premium wine feels like a luxury
Digital storytelling, personalization, and brand
transparency

Social, shareable , and expressive, especially in casual

or diverse cultural settings

FOXBROWNE

CREATIVE



TODAY : A ROAD MAP

| believe the future of wine is about

connection

Start with why

Design for your guest
Craft the guest journey
Practice Hospitality

Be Unreasonable

S T o A

Empower your people

16

Human

FOXBROWNE

CREATIVE
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START WITH WHY

Purpose Drives Connection

FOXBROWNE

CREATIVE
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NASA : PUTTING A MAN ON THE MOON FOXBROWNE

CREATIVE
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PURPOSE DRIVEN FOXBROWNE
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/\/\/\»/\'\/-fv\
patagonia

SOLVING CLIMATE WEORE I N BUSI NESS TO SAWESEOWNS TOOLS THAT
CHANGE PLANET CHANGE LIVES

PURPOSE DRIVEN FOXBROWNE

CREATIVE



S5BEYOND

LEAVE THE WORLD A BETTER
PLACE

MY EXPERIENCE

S1 RA

FALLIN LOVE WITH THE WORLD
AGAIN

22

o

ARAMNESS

SET A NEW STANDARD FOR INDIAN
SAFARI

FOXBROWNE

CREATIVE
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Is your mission clear?

Does everyone at your estate (from the tasting
room host to the vineyard hand) know it and

believe in it?

FOXBROWNE

CREATIVE

WHATS YOUR MOONSHOT?



PURPOSE DRIVES CONNECTION

24

Millennials and Gen Z are values -driven .

They are asking owhyd before

U Why does this estate exist?
U Why does it grow this way?

U Why should | care?

Articulate purpose , not just product

winning hearts and loyalty.

n are the ones

FOXBROWNE

CREATIVE
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Your vineyard team isnodot | us:

helping reshape wine culture.

0 Pr ot ethetland) gharing its story, and building a

| egacy. 0

OHel pi ngwinmmdaeingful agai nd?

La! DLb9 LCXXX FOXBROWNE

CREATIVE
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Create single bold mission

Everyone matters

Storytelling is the rocket fuel

The BABYLONSTOREN Example

HOW WE DO THIS FOXBROWNE

CREATIVE



THE RESULT

Your staff believe in what you do
They sell with conviction
Customers connect emotionally
Price becomes less of a barrier

Create brand advocates

27

FOXBROWNE

CREATIVE



28

THIS ISGW YOU DESIGN A CULTURE FROM WITHIN

START WITH3ANGLE, BOLD, UNIFYING PURPOSE
EVERYONE CAN SEE THEMSELVES IN

FOXBROWNE

EEEEEEEE
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IT ALL STARTS WITH THE GUEST

Know your guest

FOXBROWNE



UNDERSTANDING THIS GUEST & REALLY KNOWING THEM IS THE
FOUNDATION OF EVERYTHING THAT FOLLOWS.

FOXBROWNE

EEEEEEEE
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Today ds wi nmetagne essza-fitstall visitor.

T h e y @urioas, discerning, experience -led, digitally
fluent

T h e y drinkang less , but better.

Spending more , but only when it aligns with their
values.

KNOW YOUR GUEST FOXEER:NNE
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The wine industry stands at a turning point:

Craving experiences !

Focus less on what we are saying and more on
who we are saying it to.

How they feel

Through the heart of the guest

FOXBROWNE

CREATIVE

THE OPPORTUNITY



