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Mike Ratclitfe

Vilafonté — Luxury series for wine style

"Luxury is extremely superfluous,
hut extremely necessary,” js how
Coco Charel, famous trendsetter
for luxury goods, defines the cate-
gory. Which makes a lot of sense in
wine, Any new wine brand intro-
duced to the market today, could
be regarded as superflucus. There
are mare than enough eager labels
aspiring ta be a conversation topic.
But a real luxury wine brand or the
South African wine categary ... that
is an absolute necessity.
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ke REtEiTe, Genaral Manager @nd Marketer o
ilefonta — positioned as "the first South Alican
Jundsy wire brand” — is outspoken about the

vision for tha brand, buz suitably numble zoout its
schievevens to date (L is early davs in 2 mar-
kpting sense, ot these are the rmost (moartant
daws in terms of establshing ntraductizns and
meking  lasting imprassion.

First inuaductons to the i that for the
care of Vilaforté leaves a comiples max ol impres-
siors. Winemaker Zelme Lang is the oae tha
talks with eergy through her dars rirrmed ¢lass
25 ahout the swo wine styles barn from Le sams
vireyard, Winegrawer Pl Fresse s mase scit
spoken — and very visual in his dascriptons of
virawards 2nd contaxd-seqsitive winema<ing, Mike
Rarcliffa s the more edgy inte'lectual, confiden:

by Hyrml Krige

Anout 2 winning corcept

ane oy el measures, the airth char of Vilzlaris
shoses a promising future:

"It s @ Souty Africar wone,” Mice axplaing,
“aur not @ South Alicar orand. We would like
this to be an intermationgly sigrificant wine,”
Which mezns ciat they will fucdge their success not
Ly tenchmarking e South Africar wine cateaory,
b by @ entirely d fferert setal oiter s, Mike lsts
them: “1. Profitablity. 2. Recognition by our
peers, bath in South Afrcz and internatiznglly. 3,
Accaptance by the media — reporting abolt cor
siiceesses and nat about our plars. 4. Consumer
iecognitior — peaole baying into the brand o its
intrinsic valae.”

vlaltonte started out as a vision that was wit
ter up i tne fore of @ hack laber. Zelme's ‘dea,

aned Folma Lang — a0l ivesting specidised seils miu iner i
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They started looking far 2 vineyard that fits PRil's philosoptiy of
high density planting. The marketing strategy, accarding Lo
Wike, arly develazed atter having mace their first fess wines,
Hard o belisve, but then there i= a collectve nod araunc e
tanle when 2elma savs, "Cur brand is our site.”

The compressec version of the brard story rezds as forth:
vilzfonté is namec after one of the st soil types on the 12 ha
Faarl farm that is nome to e brand, The iritial idea was 1o e
ate one red hiend fram Bordeaux varieta's — until Zelma con-
frarted the team with & rather unicue dilemma: their vineyard
was delivering two entirely different styles af wine, both exce -
lert. Fram this dilemma the two series were born: Yilafonté
Seres b and Series C

"It is a South African wine, but not a
South African brand. We would like this
to be an internationally significant wine.”

Same peaple would call it subliming: marketing. Most people wen't
riotice, But it is there, 1 is subte ano it is very clever, Think luxury cars or diz-
reands — all designated by series] in this casa the sedes denote style: B for
Werct style and C far Czbarmet style. Which daes not in any way mean that
the style has to be deminatec by Merlot of Cabernet, bur simply that you car
sxpect either tne |uscious, frult diven anc softer style associzted with Mer-
los, ot the mare struciued, bold and classic style assaciated with Cabernet
Salvignar.

"It i5 @ style expression, not a varetal expressicn”, the Vilafonté team
explains. “One brand in twe styles,” This means that they use one label, with
the series indication as a subladt,

MIKE'S BACKGROUND

B Bachelor of Commerca fram University Stellerbascn.,

P Gracuated with a Dioloma 'n Wine Marketing from the Univer-
sity of Adelaide,

P Meznaging Director of Warscs,

B Board member of WOSA,

B Trustes of SAWIT

ZELMA'S BACKGROUND

B Ons of the Trst wamen to study enalogy and witicuiture &t UC
Davis.

P Winemaker at Maneavi and Simi.

B Winner of the lames Beard &ward for Wire Protess onal of the
Year, MAS! award far internatiora: wine contribution and tha
Wire Spoctator spansered Oral Hstery of a Caifomia Wine
Pianeer.

PHIL'S BACKGROUND

B 13 years as Mondawi's Vice-Presidert of Wine Growing.
B Head of vinevard develsomant ane manzgement far Opus Cne,
B International vitcoltural corsallant.

Read arty Tieony on sy goods and you will be tald that cansumers of [
ury cands are aighly impacted by appearance. The Vilaforté label (s very, very
smola — but elegant, It is textured in @ way thet reminds ane of soil layers,
and which aptly reinfarces the nama.

Leaning forward in his char, Mike w2lls about his cwn research dufing te
nast few years, He has hurd-eds of protegraphs of bottles of wing, with notes
abovt their prices and oapdlarity, it is an argoing hoboy far him — to dscaver
what waorks, and why, "Simplicity sel's”, 's his summary.

Far the Vilatorté seam, the lusuny brarding of thair wine hes resulted in sev
pral hard dacisions. Such as nat having a second label, but simaly selling off
any wire tat they da not use for their biends. They alse believe thatto be a
ity brznd, you have to ne &vai able, * Two cut of three bottles of Vilatonte
go to the US, where we plan to have a presenice in 39 states,” is Mike's cal-
culation. But they also have small cuzntities avallale in most of the £U coun-
tries, the UK, Singzpare, Canaca and Scuth Africa

With the USA, thair main focus — and Phil and Zelma’s heme market — one
has 1o ask whether that market is ready for a luxury brand from Scuth
Africa, Itis @ market where the general awareness of South Africa 's stll very
lowy, 5o now credible would a Iy brand ba — cons'dering thel a large num
ber of &merican consurmers do et sven know that we make wine? The three-
some respancs with pred ctable enthusiasm. Thay see an advantace in being
first to market, and as incivicuzls tey believe that they hewe the intermatione|
credinilty ta maxe this work!

Cansumers awy ng liuny geods as2 sawy, have kigh expectations anc DUy
for pleasure. Price is not an issue. And on this, Vilafonte will have to celiver.

CHECKLIST

b ludge an ntemrational lusury brand nat by benchmarking the
Sauth Africzn wine category, but by an entire’y diferent ses of oi-
teria.

“Our brand is aur site”,
Consumers of luxury goods are hignly impacted by appeaiance,

“Simplicity sells”,
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They se2 a0 advantage in being frst to market, and as indivicu-
als they believe that they have te international crediailiny to make
this wiark!
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