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ά±ƛƴƘƻ aŀŘŜƛǊŀ ς 500 anos de Historiaέ  
άaŀŘŜƛǊŀ ²ƛƴŜ ς 500 Years of Historyέ  



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

 
 - Secular History, has been 
produced for more than 5 
centuries. 
 
- Historical commercial 
relations with the most 
diverse markets inside and 
outside Europe 

 
 

Madeira Wine Communication vectors 

Has been produced for more than 5 centuries 

Has been produced for more than 5 centuries 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

 

Á Demarcated Region of Madeira particularities: 
- landscape; vine varieties; edapho-climatic 
characteristics; vineyard conduction system, 
cultural practices; rituals, people. 
 
Á A unique Vinification Process 
  Fortification and ageing (Canteiro/Estufagem) 

 
 

Madeira Wine Communication vectors 



άVinho Madeira 500 anos de Históriaέ  

.Unique characteristics of 
the product: 
  - Complexity 
 - Exuberant bouquet 
 - Acidity/Freshness 
 - Longevity 
 
. A wide range of 
categories 
 

 
 

Madeira Wine Communication vectors 



άVinho Madeira 500 anos de Históriaέ  

.A great possibility of 
pairing with the 
gastronomy of destination 
countries 

 
 

Madeira Wine Communication vectors 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

 
ÁStrict certification process that ends with 
the issue of the Guarantee Seal and the use 
of the DO 
 
Á Defense and Protection of the 
Denomination of Origin in national and 
international markets 

 
 

Madeira Wine Communication vectors 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

Target Markets  
 USA 

 
JAPAN 

 
 
 

-Traditional markets 

-Relevant market share of the total Madeira Wine exportations; 

-Average price per liter is above average; 

-Historical relations with Madeira Wine; 

-High population density and unexplored. 

 

 
   



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

 

The coverage of the target markets in this programme, takes into account 

the inability of an aproximation by means of actions above the line that 

would require an investment that would not be compatible with the size 

that the  Madeira Wine sector represents.  

Thus, the whole project was predominantly  composed with Public 

Relations actions (twΩǎ), which in the the first line were oriented to the 

wine trade groups investing subsequently on the growth of the 

distribution network.  

 
 
   

PROGRAMME STRATEGY 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

- Open Tastings, Masterclass, Wine Food parings 

- Workshops/seminars 

- PR  Media and PR Trade 

- Social Media (facebook; twitter) 

- Promotional Material and Merchandising  

 

 
 
   

PROGRAMME STRATEGY 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 
 
 
Target cities: New York; Washington; San Francisco; Chicago 
 
Events: 
-Open Tastings, circa 180 participants per year; 
-Masterclass, circa 80 participants per year; 
-Wine Food Parings, circa 30 participants per year; 
-Workshops/seminars in Wine Schools or Wine Associations, circa 60 per year; 
 

Venues: 
-Capital Wine Scholl; Corkbuzz Studio; Carnegie Library; International Wine 
Center; California Culinary Academy; Astor Center; Institute of culinary 
Education; American Guild of Sommeliers, etc. 
 

 

 
 
   

USA TRADE EVENTS 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

USA TRADE EVENTS 
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C 

 

 
 
   

USA TRADE EVENTS 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  
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USA TRADE EVENTS 
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USA TRADE EVENTS 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

USA TRADE EVENTS 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

5 participants each year of the program in a total of 15. 
 
All of them holders of prominent curricula in areas related to the wine and 
gastronomy sector. 
 
Objective: knowledge of all the specifics of the production process of 
Madeira Wine and the product itself, as well as its place of origin, the island 
of Madeira. 

 

 
 
   

USA PR MEDIA AND TRADE 

Objective: knowledge of all the specifics of the production process of Madeira Wine and the product itself, as well as its place of origin, the island of Madeira. 
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ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

USA PR MEDIA AND TRADE 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

USA PR MEDIA AND TRADE 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 
 

 

 

 
 
   

USA PR MEDIA AND TRADE- Press Clipping 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

-Press Kit 
-Support material for: Open Tastings; Masterclass;  Workshops  
- Generic Brochure 
- Gastronomic Brochure 
- Historical Brochure 
- Roll ¦ǇΩǎ and Displays 
- Dvds 
--Drop stops 

USA Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

USA Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

USA Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

USA Social Media 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 
Target cities: Tokyo; Osaka and Fukuoka 
 
Events: 
-Open Tastings, circa 160 participants per year  
-Masterclass, circa 80 participants per year 
-Wine Food Parings, circa 25 participants per year 
-Workshops/seminars in Wine Schools or Wine Associations, circa 70 per year 
 

Venues: 
Academy du Vin/Tokyo; Japan Bartender Association; Jiyuagaoka Wine School; 
etc. 

 

 
 
   

JAPAN TRADE EVENTS 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

JAPAN TRADE EVENTS 
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JAPAN TRADE EVENTS 
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JAPAN TRADE EVENTS 
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JAPAN TRADE EVENTS 
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JAPAN TRADE EVENTS 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

JAPAN PR MEDIA AND TRADE 

5 participants each year of the program in a total of 15. 

 

All of them holders of prominent curricula in areas related to the 

wine and gastronomy sector. 

 

Objective: knowledge of all the specifics of the production process 

of Madeira Wine and the product itself, as well as its place of origin, 

the island of Madeira. 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  
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JAPAN PR MEDIA AND TRADE 
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JAPAN PR MEDIA AND TRADE 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

C 

 

 
 
   

JAPAN PR MEDIA AND TRADE 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  
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JAPAN PR MEDIA AND TRADE- Press Clipping 



JAPAN Promotional Material and  Merchandisind 
 

-Press Kit 
-Support material for: Open Tastings; Masterclass;  Workshops  
- Generic Brochure 
- Gastronomic Brochure 
- wƻƭƭ ¦ǇΩǎ ŀƴŘ 5ƛǎǇƭŀȅǎ 
- Dvds 
-Drop stops 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

JAPAN Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

JAPAN Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

JAPAN Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

JAPAN Promotional Material and merchandising 
 



ά±ƛƴƘƻ aŀŘŜƛǊŀ рлл ŀƴƻǎ ŘŜ IƛǎǘƽǊƛŀέ  

JAPAN Social Media 
 
 


