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PRACTICES GUIDE

TO JUSTIFY WINE PROMOTION
ACTIONS IN THIRD COUNTRIES







This guide to good practice for aid applicants is
intended to help you gain a better understanding
of the principles underlying the mechanism used
to promote wines in third countries, financed by
the common agricultural policy.

It uses concrete examples to present good practices
and errors to be avoided when submitting your
events to the portal. Supporting documents to be
provided to prove the event took place are also
Indicated.

This document is laid out as follows:
Presentation of each event
Explanations when the title of the event requires
clarification
Supporting documents required to prove the
event took place (those in Annex 1 of the decision
creating the aid)
An example of a good practice with respect to
proof of performance and/or the description.
Where appropriate, examples of the mistakes
most frequently made

Some additional notes:

The supporting documents required to prove the
event took place are cumulative. They must always
be sent to the portal for each event submitted.
They make it possible to check the materiality
of the action carried out and to show the action
enabling the wines to be promoted.

In addition, the descriptions must be precise and
inform the event evidence provided.
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Advertising

EVENT

in the media (TV

[ radio [ billboards [ press),
including online advertising

This event concerns in particular the
purchase of advertising space including
on the web (Facebook Ads, Google Ads,
Pinterest Ads, TikTok...).

Proof of performance required in the

sheet:

O A copy of the communication
materials designed and produced

NB: The costs of designing and
producing communication materials
are only eligible in the form of services,
i.e. when they are carried out by a third
party entity.

Good practice

In this example,

the communication
medium is a full-page
advertisement in the
magazine «Food &
Drink”
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Event Description: “Advertising page in
the LCBO magazine, Food & Drink.”

RE the




Frequent errors

Confusion with other events / misclassification in the various

events, notably between:

- « Publicité et annonce dans les médias (télévision / radio
/- "Advertising in the media (TV / radio / billboards /
press), including online advertising”

- and «Press Relations».

Thus, for an event with a description, «We are working for
France and for Exports with a news agency. The aim of our
collaboration is to create press files concerning our structure
and wines and then communicate with the French and
international press to create notoriety. ” and having a press
release as proof of performance. This is a «Press relations»
type event and not an «Advertising in the media» type event.

-

TUTIAC
A press release is not attached ] e
to the “Advertising” event but T R
to the “Press Relations” event. e s

e

wieurs 1 b en B

Ui Ponrrelle SRt Chargée Tt

The production and dissemination of press releases and press files, the
organization of press conferences, the provision and production of press
kits, come under the "Press Relations" event.

TO JUSTIFY WINE PROMOTION ACTIONS IN THIRD COUNTRIES @ 7



This event concerns communication via
your website, your own social networks
and those of your partners (influencers,

EVENT

Advertising in the media (internet
[ social networks)

NB: Where the language used is one of the
languages of the European Union (English,
French, Spanish, Portuguese, etc.), only

the share of expenditure relating to
the third country concerned by the
operation is eligible for aid. Therefore, to
be fully eligible, expenditure submitted
in particular for websites, social networks
or materials used must be accompanied
by evidence proving that it is induced
by events targeted at third countries
included in the convention.

For example:

advocates).

Expected proof of performance:

O Service provider’s report /
performance report showing the
number of posts, pages, tweets...

O Presentation documents for the
campaign mentioning the wines, the
target and the message: contract or
one of its annexes

AUDIENCE TWITTER

Country name 9% of audiance

United States 143 %
Umtedegdown ............................................................................... 13% .......................................
France ................................................................................................... 11% ........................................
Cana da ................................................................................................. 8% .........................................
Austraha ............................................................................................... 2% .........................................
Spam ..................................................................................................... 2% .........................................
Russ|a .................................................................................................... 2% .........................................
Ireland .................................................................................................. 2% .........................................
Italy ....................................................................................................... 1% .........................................
SouthAfnca ........................................................................................ <1% ......................................

NB: The expenses incurred for this type of event are only eligible in the
form of services, i.e. when they are carried out by a third party entity.

8 @® GOOD PRACTICES GUIDE



Good practice

Contract with the
provider presenting the
campaign, mentioning
the wines, the target
and the message.

Translated provider
report showing the
number of articles
posted on WeChat

Event Description: «Creating posts and articles and
publication on social media throughout the vyear
WeChat and Welbo website promotion services with
mini-campaigns and mini-series.”

2
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Frequent errors

For this event with the description, «Creation of a Chinese
website for the company that works exclusively with China.”
the provision of the site address as proof of performance is
insufficient:

The website address is not
enough. It is necessary to
attach the contract with
the provider who designed
the website and the report
showing the number of
visits.

ADRESSE DU SITE INTERNET CHINOIS

In order for the costs of designing a website to be eligible, you must provide
the proof of performance mentioned in Annex 1 of the decision, indicating
that this is a promotional action. Thus, expenses relating to an e-commerce
site will be ineligible because they relate to strictly commercial actions.

On the other hand, if your website is a showcase for your designation of origin,
your know-how and products and is a genuine part of a promotion process,
the related expenses will be eligible. To prove this, you must provide the
documents that demonstrate that it is a promotional activity and describe it,
for example:

 the contract linking you to your service provider and clearly illustrating
your strategic thinking,
your model,
your expectations regarding the design of the website,
the specifications in the call for tenders setting the objectives of the new
website (image, notoriety, etc.)
or the provider’s offer.

You must also submit a report showing the number of visits to your website.
This may be the Google Analytics report for example. It must make it possible
to know the impact and justify the country or countries targeted by this
action.
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Details of the event sheet «Advertising in the media (internet / social networks)» about the
website:

Eligible actions: Ineligible actions:

» Costs of creating a website in the -« Creating, updating, running an internal
form of a service provided underthe :  website
conditions mentioned above . « Bug correction by a provider

- Updating of a website by a service :  Example: Bug correction (error code on
provider insofar as this update . the page, links no longer working...) by
concerns a clearly identifiable - aweb developer
promotional event : « Update, development work not linked
Example: Annual update of the Vignes ©  to a promotional action or not related
Vins Randos event website by a service :  to a promotional message
provider . Example: Improved ergonomics and

. page design
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EVENT

Sponsorship/ product placement

Expected proof of performance:

O Communication materials, photos or video extracts to observe the event taking
place

O Sponsorship or placement contract

NB: The expenses retained are strictly sponsorship and placement expenses.

Ancillary expenses related to sponsorship events are not to be presented under this
event. Thus, if activations such as specific tastings or happenings are carried out
in connection with the sponsorship event, enter them in the corresponding event
sheets

Good practice

Event Description: “Sponsorship for a basketball
competition. The *** brand is the exclusive supplier in
the lodges and bars. The brand is strongly present during
the event. The logo is present on many of the organizer’s
official communication media (partner wall, posters,
signs, caps etc. around the stadium...). Approximately
6,000 participants.”

Dated photos from the image bank
of the event are proof that the event
Sponsorship contract took place

/.’:..‘:7
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Frequent errors

Event Description: "*** s the official wine of a car race. ***
therefore performs a large number of on-trade activations
around this race in order to increase volume sales, increase
the population reached and the visibility of the brand.”

The sponsorship action is not illustrated by any evidence
of tangible performance (no contract submitted, no
communication media or photos of the event proving that
the event took place).

In addition, the mentioned activations must be spread out
among the corresponding events, for example tastings or
happenings.

Insufficient proof of performance provided:

The photo of the material used
“"out of context” does not prove the
event took place

—

|

Photo not attached to a particular
event but to a succession of
activations around the race that are
not spread across the corresponding
events and are not described
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EVENT

Press Relations

This event concerns in particular the Expected proof of performance:
production and dissemination of press O List of journalists or influencers
releases and press files, the organization O Communication materials (provided

of press conferences, the provision and to journalists, influencers)
production of press kits. Press trips tothe O Dated photos of the event (except for
place of production are to be classified press releases)

under the heading «Trips to the place of
production».

Good practice

Event Description: «Press dinner **: Organization of a
press dinner on ** wines with the Australian trade press.
/ Participation objectives: 15 participants / Results: 15
participants / Press fallout 1 article published online in The
Real Review and 3 articles published in GoodWeekend,
Gourmet Traveller Wine / circulation/month for the press
articles: 669,000 audience/month: 1,079,000"

CHABLIS
i Event Date
Hx:, -";'
75 s &
-‘- | Wesian
+ e Tk
3:,_ N @

BOL JRGOl NE

Example of communication
materials distributed to
participants during the event
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EVENT

Tastings (in third countries) -
general public - Mini-shows, local,
regional, national events

Expected proof of performance:

O Operator [ provider report: calendar
and wines promoted

O Copy of communication materials

O Dated photos of the event

Tastings at an international show or event
must be linked to action 2 and to the
“International shows” event. The list of
international shows is that of the tele-
procedure.

When you participate in several mini-shows
in the same country, you must create an
event for each mini-show.

The samples used in the tendering process
are ineligible. Sample storage costs are not
eligible. Samples sent to customers and not
related to a tasting identified in a submitted
event are not eligible.

Good practice

Event Description:

third countries.

Report

Tastin’
FRANCE

CHATEAL HAUT-BLAMVILLE
(VIGROELE VINS DE BLANVILLE)

BILAN TASTINFRANCE
MASTERCLASS AD'OCC

JAPON

Example of
communication materials:
video presenting the
different terroirs
and wines of *** to
participants (NB: Videos
are to be submitted in a
ZIP file or via a link to be
opened in the portal)

«Show organized in November 2020 by
Business France, one of our partners to promote our wines in

Dated photos
of the event
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EVENT

Tastings (in third countries) -
general public - Tastings at the
place of sale

Expected proof of performance: The following are not eligible:

O Operator [ provider report: calendar O The samples provided as part of the
and wines promoted tendering process

O Copy of communication materials O Sample storage costs
(materials can be dematerialised) O Samples sent to customers and not

related to a tasting identified in a
submitted event

Good practice

Event Description: “General presentation of the***brands in Spec's
points of sale and tasting.”

The proof of performance provided below is sufficient: all
the expected mentions are present (dates of the event, wines
promoted and brief report on the action carried out).

—— i %4 \RE Eu
——> Calendar ik Il

SHARE THE DRGINAL FEENCH GRAPES

—> Wines promoted

— Report Communication
materials: flyers
distributed during the
tasting and presenting
the specificities of the

PDO's wines

The photos are not
enough to prove the event
took place.

Photos may be submitted
in addition to the other
evidence but the evidence
requested must be
submitted.
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EVENT

Travel to production sites

Expected proof of performance:
O List of participants, countries of origin and functions of the visitors
O Detailed programme of the trip and visits to the production sites

Good practice

Event Description: «Introduce American journalists to the
world of Rhone wines, the Rhone region and the PDO wines
in the Rhone Valley.”

Proof of performance:

Description

3 journalists ont été recrutés:

Identity and functions

Blake Gray, pour Wine Searcher & The Gray of participants
Report,

Patrick Comiskey, pour LA Times & Wine & Spirits

Michael Franz, pour Wine Review Online

Tussday, Apdl 16™ 2009 , TAIF L' HERBITAGE — MAUVES

07000 3 Breakiost of the hotel
OF:ADG P CHack ool Gl your facen

08:00 - 09:30am ¥ Preseniotion ADC Soind Joseph in the bus
09006 ¥ Opaning of o

11:200am = Shutfle for fhe Picnic Lunch on Hermitage HEl from Mouses
Da00pm B Closng of the fox

T rrpe——— 08215pm P DEDONES 10 Avignon Dy Dus
A4 Coams Moo Jounss. 84000 08:00pm B Diner ot Lo Table de Sorguee restourant
Aofgnon 10:30pm 3 Arival of your hotel = Hoted Bristol
Prome: «3% [0)4 90 14 48 Hight = Your hatek Brstal Avgran
Detailed rogramme I Wednesday, April 171 2019 ¥ avicron - paios des popes
p g 08:15am P Brecikias af the holel

oB:45am 3 Departure for the fok &
OF00am P rialier chass Gigonda
12:00-2:00pm S Lurc b Buffet

Mighi. Wil Brisiol Avhgron 06:00pm =F Closing of e loir

A4 Ceowry Soan Joudi, Ba000 O7:15pm B Meating in the hobel lobor |
Avigren OF:30pm J Cru Liroc™s dinnes
Phane: =33 j0je 90 14 48 Hight ¥ Four hotel Briskal Avigron

Il'hundﬁv.Ade- 1802019 P AWMGNON - Pals des Papes

OF:30am ¥ Breckian ot the holel

OB:400m -5 Chack out of your room JUGEODE can be storsd i the haobel)
Od:dfom S Doporture for te foir

09:00am - Opening for the ok

11:00em ¥ Annual Bhdne pres conference

12:00-2:00pm 3 Lunch Buffet

A 30p =B Private 1SINNg wilth Lo in 1he DAadd room
0:00pm < Tord picks you up ot Bristol Motel

[ ——— DB 2AP B BOOCNG MOF youe 1rain

S0 s O RO L O Sdprm B Deporture Of pour tngin 1o Lyon (CAGOTESG booking TEINLF)
AR 125 Ly o - By OF:S5pm <» Check in at your hotel
Phone: 0872 1012 74 Might = Your hatel: 15 Lyon Saint-Eapdny
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EVENT

Tastings (in third countries) -
targeted audience - Wine and
food pairing tastings
Expected proof of performance:

O Menu with associated wines
O For each meal: list and functions of participants (participants’ jobs/functions)

Good practice

Event Description: “As part of our planned promotional
programme in Africa, ** travelled to Johannesburg
for 2 days In January to present our range to industry
professionals. This trip was organized by our partner ***,
a local distributor. A wine lunch and a wine dinner were
thus organized mainly with wine waiters and restaurant
owners.”

Menu with associated
wines

Participants and their
functions (restaurant
owners and wine waiters)

18 @® GOOD PRACTICES GUIDE



Frequent errors

Event Description: “*** was cellar master for
20 years with the ** maison. We organized
an event in October in his honour and to
welcome the new cellar master ***”

88 8T bt TaAl L Ee O TR B L i £ R i bt ] W R,

A precise list of participants
is required for each dinner
including their function and the
countries represented in order to
demonstrate that this is indeed a
promotional action

No photos are expected for this type of event. They can
be provided as a complement to illuminate the context
of the event, but cannot replace the required evidence.

TO JUSTIFY WINE PROMOTION ACTIONS IN THIRD COUNTRIES @ 19



considered as inel

igible.

Expected proof of performance:
O Statement by the provider [ operator
as to the dates and places, the
wines promoted, list of participants
specifying their functions

EVENT

Tastings (in third countries) -
targeted audience - B to B tastings

Caution: This event is not just a business appointment. You must prove that you
have carried out an action to promote your wines, i.e. a tasting with professionals.
Otherwise, the activity will be considered commercial prospecting and therefore

The following are not eligible:

O The samples provided as part of the

tendering process

O Sample storage costs

O Samples sent to customers and not

related to a tasting identified in a
submitted event

Good practice

Proof of performance:

DL W eROrond (NOM G Ol au) LRI DT
1 CHEHLHLARMOHT 1588 BORDEALX SUPTREUR ROAIGE 018
] Wfbulﬂ'\}; BORDEAL ROUGE =5
e Bl — = 15170
. ‘:"""""I,'.:I:‘:::‘""""" BORDEAU SUPEREUR ROUGE 701
E C""‘E"”&amf?m BORDEAL SuPRUR ROUGE  F07
e = | EE —T
S e e
.1 x :-'-' -‘_l. N bl T WAN RHEMIMEN RN CHARG YA
e :.; po— 11, s L T
e — Dates and places
b g 8 iy y e
SRR S
=R i Ca
_'—’:—h .——-:-.. — T T
S gL e
ﬂ.:; e iﬂh&h__.%ﬂ‘- . . .
et S iSE Of participants
SmEST e ol —F 2 and their functions
T e === (restaurant owners,
e oo |  importers, etc.)
= 3 T =Ty - T h——r TO——
= P B - e
= 5T =
. - = A aal e e
e e ST L
. .._ - — ‘:r. = - T
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Frequent errors

An event with the description «Promotional
tour to present and promote our wines to
different professionals and retailers.” and as
proof of performance, a single photo without
the context, without a report or guest list.

No photos are expected for this
type of event. They can be provided
as a complement to illuminate the
context of the event, but cannot
replace the required evidence
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EVENT

Happening [ promotion
(without tasting)

Please note that for this event, the O End cap placement of wines in

communication materials must be supermarkets or placement of wines
specifically linked to the promotional in specific mini-fridges
eventsinwhichtheywereused. Without O A «How to serve wine» event at a
this connection, expenses related to wine store

the communication materials will not

be considered eligible. Expected proof of performance:

operator, provider or store report:
The “Happening /| promotion (without calendar and location, wines promoted
tasting)” event concerns for example,

Good practice

Proof of performance:

Calendar and
location, wines
promoted
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Frequent errors

Sole proof of performance provided:

A photo without
a date or caption
that cannot
prove the event
took place

As a reminder, a report from the operator, the provider or
the store including at least the calendar, the location and the
wines promoted is required.

You can provide photos as a complement to illuminate the
context of the event, but they cannot replace the required
evidence.
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EVENT

Training [ participation in tasting
or wine knowledge course

Expected proof of performance:

O Operator/provider’s report on the event, including the calendar, characteristics
of the training course and the wines promoted

O For each training session, list of participants and their functions

Good practice

Description:“On 20 September 2019, a master class was organized
by our importer in the Philippines. On this occasion, *** - Public
Relations Officer - was on hand to present the ** maison and its
champagnes. 6 people had the opportunity to discover and taste
the**champagnes and in particular the**and the Rose Prestige.”

oATEf) [ oovwaoie | | 1 I [ ]

ueu [ asﬁﬂma I | [ | [ ]

BT RS R
S L,

Descriphl wiaction 1.7 F on & la dégustation
L 20 septesnisr 2019, 3 g I unw masior class organisée par e oy s Jpeated - AOLNE MpOalew D PREDETRS.
& catte cocasion, i efs Besm - Chargh de Reqlations Publiques - all prisend alin de présenter la madson Duval Lavoy ef 64 charmpagned. B
|patncnsad il i I A Sbooini 8 de SAgutel 4 champagnas Duval Levoy of netamenand la Farmma GC of i Rosh Presiige
Nous: avons dépantd 14€ HT dans & loumniture des ving de cot dvnement of 57 46€ dans les frain Ge personnel. .
j : N
Partisipants : vor Ia‘ﬁeﬂ- ) ) \
ﬂm_mmm/umscqwmw \
Training date Wines promoted Characteristics of the
training course
NO. cfo
1 I oml Baval PRty Duval Leroy . o o .
s S mestd List of participants in
” e lglls e this course and their
4 oo p———— functions
5
B

Bl gl
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EVENT

Information campaign on the
EU’s designations of origin,
geographical indications and
organic production mechanisms

NB: This is an event that you find in
the measures: generic promotion and
internal market information.

Expected proof of performance:

O Communication materials

O A report by the provider showing
the activities, their dates and the
different costs

NB: The costs of creating, designing,
disseminating and implementing
communication materials are only
eligible in the form of services.

This event concerns in particular
consumer information on designations
of origin, geographical indications or
organic production.

The message media vary: press, radio,
billboards, the internet...

Information campaigns are based more
on the intrinsic qualities of the wine or its
characteristics rather than on the brand.
If you wish to advertise your brand,
you should refer to the event sheets of
Action No. 1, “Advertising in the media
(TV [ radio [ billboards / press), including
online advertising” and “Advertising in
the media (internet [ social networks)”.

In particular, you can communicate on
the characteristics of a particular grape
variety oronelementsconcerningquality,
based in particular on the specifications
of the PDOs or PGls. You can inform the
consumer about a particular terroir (soil,
climate...), the reputation of your PDO
(origin, history...), know-how (cultural
practices...)....

For example, this may be a provider
doing a radio spot broadcast in Canada
on behalf of a wine syndicate wishing
to communicate on its specifications
regarding total chemical weeding getting
tougher.

It may be a case of an industry
representative body using the services
of a provider to carry out a billboard
campaignintheUnitedStateshighlighting
the freshness of the appellation’s wines
due to its exceptional terroir as a result
of its proximity to a river.
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EVENT

International shows

NB: The list of international shows only Expected proof of performance:
appears in the tele-procedure for certain O Report from the operator or provider

countries. If you do not find the choice on the programme carried out for the
“international shows” for your chosen show: participants, events, actions,
country, fill in your show in the event wines promoted

“tastings (in third countries) — general ©O Dated photos of the event (booth
public - Mini-shows, local, regional, and events)

national events”.

Good practice

Dated photos
of the event

Moyens mis en place : (= Egpace dédid ANPIN DE FRANCE de 14m' avec comptoir de dégustation des Vin De
France médailléis 2019

*  Agenda de 15 rendez-vous ciblés et qualifiés avec les décideurs de la GD et des f h h
importateurs pour : Programme or the show:
= Présenter Foffre Win De France Cépage, o3 atouts et son potentiel

v DERUSIAtoNn COmMMEentée 3 une sElection 08 vins représentatifs de la gualité % pa rticipa nts, events’

VOF Cipage
s Dégustation libre des vins présents sur e stand par les visiteurs du ssion a Ctio ns

»  Diéveloppement de supports de communication : dis fiyers en libne-servios Lur le tand
pour gapliguer ks S1OULs 3¢ L GEnomination VOF Cépags

Réalisateurn(s) : Business France Brésil

Rézultats obtenus = 37 références de VDF Cépage présentées sur le stand svec possibilité de dégustation :

& Le Bosquet Sauvignon Blanc -Vignobles & Comipagrie

& Maison De La Villette Sssignon Blan - Badet Cment

@ Hombead Sauignon Blang - LG Wines

@ La Potite Perridre Savdgnan Blarg - Saget La Perriire

o Tussock umper Chasdannay - Wineforces

> Mic Rager Chardonnay - Vignobles & Compagnie

o Georges Duboeuf Chardonnay - Les Vins Georges Duboewf ; W' d

= I Moreau & Fils Chardonnay - La Famille Des Grands Vins Ines promote

= Duo Des Mers Sawdgnon Blanc, Viegnier - LGI Wines

o Gérard, Simone & Marcel Grenache Blanc, Sauvignon Blanc, Marsanne -
vignobles & Compagnie

& Pyréne Chanmanseng Gros Manseng - Lionel Csmin & Cie

w  Pyréne Grains Donds- Gros Mamseng, Sauvignon Blanc - Lionel Osmin & Cie

= Tusseck lumper Grenache - Wineforces.

o Volturette Grensche - Vignobles & Compagrie
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Frequent errors

Non-compliant proof of performance:

Olivier D Herail De Brisis

| rones

l-llle 1 - -
o PVG 9 CDG
B001S £ 1T MOV e tush par ASR FRANCE

A boarding pass is not
proof the event took place
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EVENT

New market surveys

This event concerns exploratory market
surveys, required to find new outlets for
the wine (including a new geographical
area, a new age group, new packaging...)
or an event that is made necessary to
adjust to market changes.

Expected proof of performance:
O Study report (delivered document)

Expenses relating to this event are eligible
in the form of services only.

Purchasing access to a database is not an
eligible expense.

Just presenting figures is not enough to
prove the action took place. The market
survey must be interpreted and give rise
to a report.

Good practice
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Event Description: «New market research, studies on data,
panels and statistics to help place French PDO and PG
wines on the Russian market. This enables**to understand
elements relating to new outlets. ”

Study report delivered




Frequent errors

Non-compliant proof of performance:
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CONTRAT DE PRESTATIONS DE SERVICES

The study report
delivered must be
submitted and not
the contract for the
provision of services
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EVENT

Evaluation study of the results
of promotional and information
actions

Expected proof of performance:
O Study report (delivered document)

Expenses relating to this event are eligible in the form of services only.

Evaluation studies should only concern the evaluation of the promotion actions
carried out and not the evaluation of the commercial activity of your structure.

Good practice

Event Description: «A study of consumer conversations on social
networks about our wines to assess the strengths and weaknesses
of our networks to improve communication on the Chinese wine
market.”

Study report delivered

Frequent errors

Internal evaluations

Event Description: «Work on presenting the results of promotional
actions at year-end meetings.”

ETUDES IYEVALUATION DES RESULTATS
DES ACTIONS DE PROMODTION SUR LES
DEPLETIONS DES DISTRIBUTEURS USA

To be eligible, evaluation studies on
the results of promotional activities
must take the form of a service and
cannot be carried out internally ANNEE 2020
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