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Classic Prosecco "52™:
A selection from the 52 finest parcels of vineyard.
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CLASSIC OR INNOVATION,
. SANTA MARGHERITA REMAINS DELIGHTFULLY APPROACHABLE.
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Innovation Merlot:
A distinctive Veneto merlot palate.
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Our 156th anniversary is coming along with the harvest
season this gold autumn. After overcoming many difficulties
and experiencing much suffering, great achievements
have been made by us: 230 retail outlets and a distribution
network covering 100 cities; we are proud to have become
one of the leading wine importers as well as a pioneer of
wine education in China.

1996 Aussino Australia was founded in Sydney.

2000 FrAussino Wine Guide, the first gerporate-published
book on wines and wineries in China, was released.

2005 Aussino Newsletter (later renamed Aussino Win
e Life), China’ s first wine industijeumal, was published

2006  Aussino ventured into the wine retail sector and
developed a franchise store system featuring
Aussino Cellar, Aussino Wine Shop and Aussino
Wine Corner. In the same year the Aussino Wine
Education & Publication Centre was established,
providing systematic training courses for
Aussino’ s franchisees and wine enthusiasts

2008  Aussino Wine Guide was renamed Wine Guide
after four rounds of revision. It was the very first
original book on wine published in China. In the
same year Aussino published China’ s first pocket
wine book, Aussino Mini Wine Guide.

2008  Aussing Charity Foundation was established

2009  Aussino President Robert Shen was featured
in Decanter magazine’ s acclaimed biennial Power

List. Ranked 28th in the 50-person list, Mr. Shen
was the ﬂrst Chinese national ever featured
in the list, which brings together the industry’ s
“most important movers and shakers” .

2009  Aussino Wine Education & Publication Centre
becarne'the official overseas partner of Ecole du
Vin de Bordeaux. Aussino was the first qualified
Chinese wine importer for this coveted pastnership.

2010  Aussino was named “2010 Asian Games
Recommended Wine Supplier” by the
prestigious Nanfang Daily Press Group

2011 Aussino was selected as a top 120 franchisee

brand in China by the Franchisee Association China

Our movement away from past achievements towards a
bright future is in motion. We are always trying to bring more
interesting surprises to wine lovers. This is a special issue
which reviews Aussino’ s 15 year history with stories from
Aussino staff, our suppliers and franchisees; all sharing their
experiences which helped grow Aussino from a seed to a tree.

Happy Birthday Aussino!
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Suzanne Mustacich is an American writer and
journalist living in Bordeaux. Educated at Yale
University and the University of Southern California,
she left a successful career in Hollywood as a
television producer and screenwriter to pursue a
life in wine after meeting her French husband, a
Bordeaux Chateau owner, in 1999. She holds a
DUAD degree in professional wine tasting from
the University of Bordeaux’ s acclaimed school of
oenology. As a correspondent for Agence France
Presse (AFP) international, her work appears in
newspapers around the world. She contributes
regularly to magazines such as Wine Spectator
and Wine Business International. You can follow
her on Twitter at InsiderWineNews or contact her

via her website www.suzannemustacich.com

Suzanne s Guide to Bordeaux
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From Bordeaux to China
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WITNESS BORDEAUX

Lascombe Sold

Chéteau Lascombe, a second growth in
the Margaux appellation, was sold for € 200
million euros last July to French insurance
giant MACSF, which has an annual turnover of
€2.12 billion.

The 118-hectare estate is the largest producer
in Margaux, making 500,000 bottles annually,
with 40% sold to America, 30% to Europe and
30% to Asia.

It was no secret that the estate was up for
sale — the previous owner, Colony Capital,
was a private investment firm focused on real
estate, and had purchased the estate with
an eye on reselling, ideally, within 10 years at
hefty profit.

Colony Capital had purchased the estate in
2001 for € 50 million and invested upwards of
€35 million to make it a world-class estate.

The new owners, however, are looking at a
long-term investment with no plans to resell.

“In these financially difficult times, this unique
investment is part of a long-term perspective
for MACSF and allows it to diversify its assets
on a valuable basis benefiting from the
immutable classification of grand cru 1855,”
said MACSF CEO Marcel Kahn.

The purchase of Lascombes is but a drop in
the barrel for MACSF — amounting to just 1%
of MACSF assets.

“The acquisition of Chateau Lascombes is
an investment which allows the MACSF group
to consolidate its assets in the real property
market of high quality,” said Kahn.

No changes are planned in terms of the
winemaking team.

“Qur objective is to pursue the development
of Chéteau Lascombes in the interest of our
members and in respect for the work which
has already been carried out so far by the
team led by Dominique Befve” .

In a recent study of real estate values of
Bordeaux Chéateaux released by London-
based Live-Ex, analysts valued Chateau
Lascombes at € 160 milion. Kahn noted that
the €200 million paid by MACSF included
pottled wine stocked in the cellars.

In the same study, Live-Ex valued Chéateau
Lafite was valued at nearly €4 billion.

Bold New Cellars Transform
Bordeaux’ s Landscape

New wine cellars are dramatically transforming
the landscape in Bordeaux with bold,
contemporary architecture. Two of the most
recent additions — Chateau Cheval Blanc and
Chéteau Clerc Milon — are dazzling visitors.

At Chéateau Cheval Blanc, Saint Emilion
Grand Cru Classé A, a “cellar under the
hill”  has been grafted onto the original 19th-
century building. Designed by award-winning
architect Christian de Portzamparc, 80-meter-
long curves of white concrete seem to lift the
soil towards the light and the sky.

The rooftop terrace and garden, designed by
Régis Guignard, is planted with wild grasses
and blue flowers to create a  “happy hill.’

From here, there is a panoramic view of the

plateau where Saint Emilion meets Pomeral.

Inside the 5,500 square meter cellar, a
minimalist design relies on soft, natural lighting
and a palette of muted shades of stone to

create a sense of space and serenity.

Most striking are the cement vats — designed
by de Portzamparc and custom-made near
Venice, Italy, which resemble a collection of
clay vases.

“When you arrive in the cellar, it is beautiful,
esthetic, but it is above all else about
plots,” said technical director Pierre-Olivier
“We have 44 plots and 52 vats
— nine formats, from 20 hectoliters to 110

Clouet.

hectoliters.”

In fact, each vat corresponds to a particular
plot of vines, allowing Cheval Blanc to
increase the precision in their winemaking.
Each plot can be picked and the grapes
fermented at the optimal moment. The
nuances of each plot remain intact and ready
for the final blend.

Downstairs, the roomy underground aging
cellar can hold 850 barrels on a single level.

Further work is underway to landscape the
grounds and remove extraneous
buildings, and the

entire construction has been awarded the
European ecological certification HQE (Haute
Qualité Environmental).

Overall, the new cellars at Cheval Blanc
reinforce the estate’ s image as an haute
couture wine — flawless, bespoke, traditional

yet contemporary.

Precision winemaking and image building
are also at the heart of the new winery built
py Baroness Philippine de Rothschild on the
other side of Bordeaux in Pauillac.
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Chéteau Clerc Milon, the 40-hectare Fifth
Growth located on a crest called Mousset,
just off the road leading past the entrance
to Chateau Lafite and Chateau Cos
d’ Estournel, was desperately in need of both

a modern cellar and an identity.

Prior to the new construction, visitors would
have been hard-pressed to find Clerc Milon
— a rudimentary cellar was on the estate and
the aging cellar was in a non-descript building
in Pauillac.

'Clerc Milon was nothing to be seen, nothing
to look at," admitted the Baroness to a room
full of friends — mainly Parisian intellectuals,
politicians and celebrities. “Today it is

something to look at."

The new 3,582-square-metre winery built of
Ipe wood — highly unusual in Bordeaux where
most buildings and Chateaux are built from
stone — rises above the vineyards like temple.
A vast, wooden deck provides a beautiful view
of the vineyards of Lafite and the Baroness’
First Growth, Mouton Rothschild. On the
roof, 300 square meters of photovoltaic cells
produce all the energy needed, making Clerc
Milon a role model for the rest of Bordeaux.

Clerc Milon’ s new identity is further
reinforced by the new label designed by
Richard Peduzzi. Peduzzi is a theatrical
designer whom the Baroness also entrusted
with the modem and elegant interior design of

the winery.

In terms of winemaking, the three-level cellar
allows for working with gravity at every stage.
Forty vats in a variety of sizes increases the
precision when fermenting each plot. In fact,
one of the more interesting aspects of Clerc

Milon is its unusual vineyard.

By the time the Rothschild family purchased
Clerc Milon in 1970, the original vineyard
classified in 1855 had diminished in size
considerably. When they began to repurchase
the vineyards to reconstruct the historical
estate, they found themselves with a rather
complex vineyard of Cabernet Sauvignon,
Merlot, Cabernet Franc, Petit Verdot and

Carmenere.

“Think of it as a 40-hectare square, but
inside, it is a mosaic of 247 plots, some only
1 row wide, some as large as 1/3 of a hectare
(.8 acres),” said director Jean-Emmanuel
Danjoy.

This will be Danjoy’ s third vintage at Clerc
Milon, after making wine at Opus One in

California for nine years.

Meanwhile, more transformations are
underway. Across the street from Clerc
Milon, the Baroness is renovated the cellar at
Mouton.

In Pomerol, a giant crane hovers over
Petrus in Pomerol, where the Moueix family
has sacrificed rows of vines to build an
underground cellar deep into the clayey soill
that makes this Merlot legendary.
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“The cellar pat of the construction should
be finished in just a year, but after that the
offices, tasting room, etc, will be built,”
wrote Elisabeth Jaubert, ‘ambassador’
for Pétrus, in an email. “ Someone driving
past after not having been at Petrus for a few
years will not really notice any changes. It will

remain classic and discreet.”

On a more flamboyant note, Chateau
Lassegue in Saint Emilion, which wins 100
point scores from critics and is owned by
the Jackson family of Kendall Jackson in
California, has hired winemaker-architect
Philippe Mazieres to give their cellar a
makeover. [t will have an ltalian baroque
theme.

“The barrel cellar will be spectacular,”  said

Mazieres.

Winemakers Use Smartphones to Trip
up Fraudsters

Smart phones, invisible codes, seals with
impossible to replicate bubble formations —
wily winemakers from Niagara to Bordeaux
are relying on new technology to empower
consumers and outsmart fraudsters.

After finding fake bottles of his Canadian ice
wine in Taiwan in 1998, Charles Pillitteri, CEO
of Pillitteri Estates Winery in Niagara-on-the-
Lake, tried everything from embossing his
pottles with 22-carat-gold to invisible ink to
protect his wine from counterfeiting, but he
soon realized that none of those methods
protected the consumer at the moment of
purchase.

“Our latest effort is that we worked with
Prooftag to create a bubble seal that sits on
top of the bottle that is impossible to copy,”
” said Pillitteri, who unveiled the new silver
seals on his wine bottles at Vinexpo, the wine
fair held recently in Bordeaux.  “It gives us
authenticity, traceabllity, integrity and customer

satisfaction.”

“It’ s easy. You take your iPhone, take a
shot of the datamatrix code and it takes you to
the website and it shows you a picture of the
bubble pattern for the bottle you are looking

at. If you break the seal, all the bubbles are
broken, the seal is gone and you can’ t copy

it,” explained Pillitteri.

lce wine is one of the most counterfeited
wines in the world, according to Pillitteri,
particularly in the booming wine market in
Asia.

“The bubble code creates a direct link
between the final consumer and the brand
holder and restores confidence,” said
Clement Kaiser, CEO of Prooftag.

Ironically, the bubble seal began as a failure —
in the semi-conductor industry.

“We applied an adhesive, a polymer,
and the fault appeared — the bubbles. The
electrical properties were not consistent. We
were not able to overcome the problem, so
we stopped research for semi-conductors,”

explained Kaiser.

Interestingly, the bubble formation was unique
each time. The bubbles are self-generated

and random in size, shape and position.

“This defect was also like a fingerprint,”
said Kaiser.

He began looking for ways in which it might
be useful to have a spontaneous fingerprint
and the local wine industry, facing problems
with counterfeiting, was the answer. Prooftag
now has clients in Canada, California, South
America and France.

At a recent workshop on fighting fraud in
China, the Bordeaux Chamber of Commerce
included Prooftag’ s bubble seals in their
presentation. At Vinexpo, the Bordeaux
Wine Council (CIVB) launched the anti-fraud
feature of their smartphone application, Smart
Bordeaux.

Smart Bordeaux is a free, downloadable
application, available in 12 languages, with a
database of more than 8,200 Bordeaux wine

labels.

“For Smart Bordeaux, we began with the
label — so the consumer can see if the label
even exists,” said Christophe Chéteau from
the CIVB.

That helps when con artists change the name
slightly so Chinese consumers unfamiliar
with Western alphabet cannot discemn the
difference.

“As further guarantee, we’ re working
with Prooftag’ s bubble seals and ATT’ s
SpySeal for Bordeaux wine — we think
they’ re the best in terms of performance,”
said Chéteau.

“SpySeal is both visible and invisible,”  said

ATT project manager Eric Dardaine.

The visible sticker has a datamatrix code
that can be scanned with a smartphone,
which then links to an Intemet site, confirming
the authenticity of the product. But it also
includes invisible indicators of tampering or
fraud that remain top secret.

‘I’ 'm not authorized to reveal what they

are,” said Dardaine. “We want them to

remain confidential.”

Bordeaux consumers are responding
favorably. The iTunes application for Smart
Bordeaux has been downloaded more
than 10,000 times. French users account
for 39 percent of the downloads, Korean,
Chinese and Japanese account for another
25 percent, Americans 6.5 percent, and
Europeans 19 percent. Already application
users have performed 180,000 scans.
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All about Cru Bourgeois

The most confusing classification in Bordeaux
is undoubtedly the Crus Bourgeois. This is
unfortunate because the wines often represent
good value when compared to their high-
priced neighbors, the 1855 classified growths.
As the Chinese imported wine market expands
beyond the luxury brands of Bordeaux, these
wines will appear on shop shelves and wine
lists.

Here is what you need to know: -

Cru Bourgeois inits historical context

The term Cru Bourgeois has taken a long and
circuitous path. Its roots are in the Middle
Ages when the Bourgeois (middle class)
gained the right to buy better vineyard land,
which until then had been controlled by the

aristocracy and Catholic Church.

Centuries later, when the 1855 classification
became an obvious commercial success,
Bordeaux brokers realized that they needed
1o officially recognize the quality of the Medoc
estates that had not been classified in 1855.
These wines — often considered just a small
step down from a grand cru classé — were
commonly called Cru Bourgeois.

In 1932, the Bordeaux brokers registered with
the Chamber of Commerce a list of 444 Cru
Bourgeois wine estates. Unfortunately, the
classification was never made official by the
French government.

Soon war and disasters struck and by

1962, only 94 of the original 444 vineyards
had survived. It took several decades of
investments before the vineyards were
once again producing high-quality wines.
Meanwhile, without government regulation,
the term Cru Bourgeois had lost its assurance
of quality — yet these Medoc estates were
putting nearly 40 million bottles on the market

each year.

In 2008, a new Cru Bourgeois classification,
approved by the government, officially
recognized 247 estates. They were
ranked according to quality: Cru Bourgeois
Exceptionnel (9 estates), Cru Bourgeois
Superieur (87 estates), and Cru Bourgeois
(151 estates). You will find these wines on
the market today.

Alas, no sooner had the results been
announced than fighting began. 77 estates,

which were either not included or did not
receive the ranking they felt they deserved,
filed a lawsuit. They won and the 2003
classification was cancelled in 2007

The end result is that wines from the 8 Medoc
appellations, from vintages 2003 to 2007
that bear the label “Cru Bourgeois” , refer
to the 2003 classification and not the current

system.

Cru Bourgeois Reborn

Beginning with the 2008 vintage, a new
process overseen by the Alliance des Crus
Bourgeois du Medoc is used to determine
which wines can print Cru Bourgeois on their
label.

First, it is not a classification. Neither the
Chéteau is classified — as in the 1855 Medoc
classification, nor is the vineyard classified —

as in Burgundy. There is no guarantee that

2011 Crus Bourgeois dy

the wine will be a Cru Bourgeois from one

year to the next.

It is best considered a quality assurance
label awarded each vintage to wines that
have met standards for quality in the vineyard
and cellar, and have passed an official, blind
tasting exam. A wine producer can submit
either all or part of their production.

If the wine is recognized as Cru Bourgeois,
the rest of the estate’ s production must be
sold under a different name so there is no

ambiguity for the consumer.

Second, there is no longer a ranking within
the Cru Bourgeois. Either a wine is a Cru

Bourgeois or not.

Third, only wines from the 8 Medoc
appellations can use Cru Bourgeois on the
label. These include: Medoc, Haut Medoc,
Saint Estephe, Pauillac, Saint Julien, Margaux,
Moulis-en-Medoc, and Listrac-Medoc.

Fourth, the current Allliance members
determine a minimum level of quality from
a blind tasting of their wines. Then an
independent organization selects and
oversees a group of professional tasters
who judge the new vintage. The tasters work
individually and without any consultation (no
talking, no advice). This same independent
organization also oversees the onsite
inspections of the estate.

The results are announced each autumn, two
years after the harvest, when the bottled wine
is ready for store shelves.

For the 2008 vintage, 243 wines out of 290
were recognized as Cru Bourgeois. For the
2009 vintage, 300 wines were submitted and

the official list is announced this fall.

The first Chinese Cru Bourgeois has already
received its approval for the 2009 vintage:
Chéteau Laulan-Ducos, a 22-hectare estate
purchased last winter by Tesiro jewelry mogul

Shen Dongjun from Nanjing.

Mr. Shen’ s dynamism is a welcome
addition to the Alliance des Crus Bourgeois
du Medoc, a promotion association, which
is already active in China and Hong Kong.
Tastings and educational seminars were held
in Shanghai, Canton and Beijing in August.
And on October 8, 2011, the Foreign
Correspondents’  Club in Hong Kong will
be serving only Cru Bourgeois wines at
their charity gala to earn money for a local

orphanage, Po Leung Kuk (PLK.)

s CRU="
BOURGEOIS
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Strong Showing by China at Vinexpo

Wine trade professionals from 148 countries
visited the 16th edition of Vinexpo, one of
the world’ s largest wine trade shows,
in Bordeaux last June. They came to see
the 30,000 products on display by 2,400
exhibitors from 47 countries.

While 63% of the visitors were French, China
ranked number one amongst foreigners with
2,974 attendees. Asia in general had an
exceptional showing with 1 in 3 foreigners
being Asian. Taiwan, Singapore, India, Vietna,
and Malasia all increased their participation.
After France and China, the top visiting
countries were the USA (1,403) and UK
(1342).

“We were very pleasantly surprised, not to
say amazed, by the number of visitors on the
first day. They were of all nationalities with a
large number from Asia. These were buyers

L |

with a serious interest commented Steve
Watson, International Regional Manager, CL

Worldbrands from the UK.

In terms of consumption, America is the
largest wine market in the world and continues
to grow, according to Vinexpo studies.
Americans tend to consume American wine

— which explains why so little American wine

is exported, but imported wines now account
for 27.8% of the US market. Italy, France and
Spain are the main suppliers, but Americans

tend to be open to new wines. Argentina’ s
wine exports to the US have increased 114%
between 2005 and 2009.

Argentina, the fifth largest producer of wine
worldwide, is also targeting China.  According
to Tommy Lam, president of the Asian Wine
Institute, Agentina has an ideal climate for

producing wines suited to the Chinese palate.

"The dryness of Argentinean wine-producing
regions means that it is a very low-fertility
soll, so the vines have to  ‘work’ hard to
produce fruit which in turn makes the grape

very concentrated and rich,”  said Prof. Lam.

The wines are also environmentally friendly.

“Because the soil is so dry there are hardly
any soil-borne diseases, which allows a

natural organic production with no need for
pesticides. The purity of the water is also a
big natural eco-factor as it is taken directly
from the mountains and glaciers via channels
of irrigation which also supply domestic

consumption," explained Prof. Lam.

The export figures for Argentinean wines to
China show promise. From 2008 to 2010,
exports doubled, reaching 272, 454 litres and
overtaking exports of wine to Japan for the
first ime.

The interest in the China at Vinexpo is
understandable. Between 2010 and 2014,
a Vinexpo study predicts Chinese wine
consumption to increase by 19.6%, reaching
127 million 9-litre cases. At that point, China
will be the 6th largest wine consuming country
in the world.

While imported wines only represent 14.7% of
the wines consumed in China, the growth in

their consumption is spectacular: up 392.99%
between 2005 and 2009 with expected
further growth of 56% from 2010 to 2014.

Vinexpo also provided a stage for Chinese

producers to enter the export market.

The first-ever Chinese wine producer at
Vinexpo Bordeaux, Chéteau Hansen (located
in Inner Mongolia near the Gobi Desert)
currently sells its entire 400,000 bottle/year
production locally, but came to Vinexpo
looking for international distribution.

“This is our first VINEXPO and we haven’ t
stopped,” commented Bruno Paumard,
Chéteau Hansen’ s winemaker and export
director. “We are looking to appoint
distributors covering Europe, and have already
signed an agreement with one in the Republic
of Ireland. We hope to stock every top-of-
the-range Chinese restaurant in our targeted
countries in the next 5-10 years.” i
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Central Otago:
Where the Pinot “Grall” is Found
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FEATURE STORY

The Queen of Grapes

Pinot Noir's home is France's Burgundy
region, particularly on the Céte-d'Or which
has produced some of the world's most
celebrated wines for centuries. It is also
planted in Austria, Argentina, Australia,
Canada, Chile, Germany, ltaly, Hungary, New
Zealand, South Africa, United States etc. The
United States has increasingly become a
major Pinot Noir producer. In New Zealand,
it is principally grown in Martinborough,
Marlborough, Waipara and Central Otago.

The leaves of Pinot Noir are generally smaller
than those of Cabernet Sauvignon or Syrah
and the vine is typically less vigorous than
either of these varieties. The grape cluster is
small and conico-cylindrical, vaguely shaped
like a pine cone. Some viticultural historians
believe this shape-similarity may have given
rise to the name. In the vineyard Pinot Noir is
sensitive to wind and frost, cropping levels (it
must be low yielding for production of quality
wines), soil types and pruning techniques.
In the winery it is sensitive to fermentation
methods, yeast strains and is highly reflective
of its terroir with different regions producing
sometimes very different wines. Its thin skin
makes it susceptible to bunch rot and similar
fungal diseases of the bunch. The vines
themselves are susceptible to powdery
mildew, and in Burgundy (and elsewhere)
infection by leaf roll and fanleaf viruses

causes significant vine health problems.

The tremendously broad range of bouquets,
flavours, textures and impressions that Pinot
Noir can produce sometimes confuses
tasters. In the broadest terms, the wine tends
to be of light to medium body with an aroma
reminiscent of black and / or red cherry,

raspberry and to a lesser extent currant and

many other fine small red and black berry
fruits. Traditional red Burgundy is famous for
its savoury fleshiness and 'farmyard' aromas,
but changing fashions, modern winemaking
technigues, and new easier-to-grow clones
have favoured a lighter, more fruit-prominent,
Cleaner style. The wine's colour when young
is often compared to that of garnet, frequently
being much lighter than that of other red
wines. This is entirely natural and not a
winemaking fault as Pinot Noir has a lower
skin anthocyanin (colouring matter) content
than most other classical red / black varieties.
However, an emerging, increasingly evident,
style from California and New Zealand
highlights a more powerful, fruit forward and
darker wine that can tend toward Syrah (or
even new world Malbec) in depth, extract, and

alcoholic content.

New Zealand, a New Home for Pinot
Noir

Pinot Noir is a grape variety whose
importance in New Zealand is extremely high.
Initial results were not promising however,
for several reasons, including high levels of
leaf roll virus in older plantings, and, during
the 1960s and 1970s, the limited number
and indifferent quality of Pinot Noir clones
available for planting. However since this time
importation of high quality clones and much-
improved viticulture and winemaking has seen
Pinot Noir from Martinborough in the north
to Central Otago in the south win numerous
international awards and accolades. Pinot
Noir is now one of New Zealand's most
sought-after varieties and is its pre-eminent

red varietal.

Typically, New Zealand Pinot Noir is fruit-
driven, forward and early maturing in the

bottle. Alcohol levels are markedly higher

than for Burgundies, and natural acidity lower.
Many New Zealand Pinot Noir producers
leave their fruit on the vine much longer than
is either possible or acceptable in Burgundian
vineyards, and plumy flavours, heavier
textures, and consequently more Syrah-like
wine structure, results. Markedly, the wines
tend to be quite full bodied (for the variety)
and very approachable in their youth.

Central Otago: God’s Country for
Pinot Noir

Historically, one notable Pinot Noir wine
was the St Helena 1984 Pinot Noir from
the Canterbury region. This led to the belief
for a time that Canterbury might become
the natural home for Pinot Noir in New

Zealand. While the early excitement passed,

the Canterbury region has witnessed the

development of Pinot Noir as the dominant
red variety. The next region to excel with Pinot
Noir was Martinborough on the southern end
of the North Island. The moderate climate and
long growing season gives wines of great

intensity and complexity.

At around this time the first plantings of Pinot
Noir in the Central Otago wine region occurred
in the Kawarau Gorge near Bannockburn.
Central Otago had a long (for New Zealand)
history as a producer of quality stone fruit and
particularly cherries. Significantly further south
than all other wine regions in New Zealand, it
had been overlooked despite a long history of
grape growing, albeit with little serious wine
production. However, Central Otago benefits
from being surrounded by mountain ranges
which increased its temperature variations
both between seasons and between
night and day making the climate unusual
when compared with the typically maritime
conditions in New Zealand; Central Otago's
climate is in fact markedly continental.

Some of the first vines were planted in holes
blasted out of the north facing schist slopes
of the region;, such highly marginal conditions

underscore the initial difficulties confronting
contemporary 'pioneering' vineyards in this
region. The first results coming in the mid to
late 1990s excited the interest of British wine
commentators, including Jancis Robinson
and Oz Clarke. The latest sub-region appears
to be Waitaki, near Kurow, on the border
between Otago and Canterbury.

Central Otago Pinot Noirs have become
characterised as 'fruit bombs': big,
soft textured, wines rich in flavours like
boysenberry and Blackboy peach, high in
alcohol and low in natural acid. More subtle,
finer, examples are produced however, but

they are usually elite wines only.

Today it represents about 70% of all plantings
in the region and is the foundation on which
the industry is built. It seems to us that there
are a small number of key requirements for
keeping Pinot Noir happy:

1. A narrow range of heat summation

GDD’ s (Growing Degree Days) are measured
in a few different ways so numbers are hard
to compare, but the way we do it, 850 —
1100 in the growing season seems to be

the sweet spot for Pinot Noir. In latitude, that

generally means being at about 45-47° North
or 44-45° South, (the Antarctic mass makes
the Southern Hemisphere a touch cooler, so
the band is a little farther North there).

2. Large diurnal shifts

A significant variation between maximum and
minimum temperatures each day. Hot days,
(out not too far above 30°C), and cool nights,
develop flavour complexity. That means being
a continental rather than a maritime climate,
but not so far from the sea that the frosts
pbecome untenable.

3. Long, cool, dry autumn

Hang time seems to really improve Pinot Noir.
A microclimate that gets the fruit nearly ripe,
then cools off and lets it hang for a while
seems to add depth to the wine. But Pinot
Noir is very susceptible to Botrytis, so low
humidity and low rainfall in the autumn is a big
plus.

4. Free draining soll

In Burgundy, the combinations of Clay and
Limestone achieve this. We have heavy Loess
soils interspersed with gravels. Either way,
the roots have heavy soil with good minerality
and low organic matter, but don’ t get water
logged. i
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Between vine buddings and grape harvests, time flies. Today,
Aussino has grown into a bottle of mature fine wine after
15 years of ageing. During this 15 years, numerous world
famous wines have reached their Chinese admirers via the

network that Aussino strives to weave. And many far-sighted

people have joined Aussino's platform to launch their own
prosperous business. Now we are here to share the joy of

celebration and our reflections of both before and beyond.
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BEFORE, AND BEYOND
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‘Words from Wine Gurus-Words from Franchisees-Words from President- Wishes for Aussino- Event Retrospect
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W - Many great wines are made by
prestigious wine families with great history,
such as the Jean Pierre Moueix family.
Aussino, a leading trailblazer dedicated to the
promotion of wine culture among Chinese
people, is also a family-owned business.
Why, in the world of wine, “family”  can play

such an important and unigue role?

E . The wine business is an atypical activity in
a sense where it has different sides to it:

Wine is an agricultural product depending
on the weather, forbidding any projections in
the future. Decisions implementing high risks
have to be made quickly with most of the
time no second chances. These are therefore
decisions you can take for yourself and not
investment shareholders.

It is also a world of passion, demanding
and rarely rewarding in the eye of a financial
investors. However, if considered by a person
or a family, witnessing and sharing the
pleasure of the consumer is worth the world.

When considered on the distribution side, it
is an extremely difficult product to sell mainly
because taste is very personal and very
seldom shared. You need a full dedication

to wine, and a great sense of humbleness.
These are rare qualities most of the time
transmitted by education only.

i - Aussino has not only acquired JPM’ s
allocations of some of its most coveted wines,
but also had the honor to have a special
tailor-made JPM Selection wines to sell
exclusively in China. What was the strength/
unigueness of Aussino that pushed JPM to
foster such cooperation? What are JPM’ s
perspectives on this cooperation? Will JPM
consider launching other tailor-made new

series for Aussino in the future?

E . We consider Aussino as a builder and
not only a distributor. This is a rare quality
and we were honored to hear that Robert
Shum and Ken Shen accepted to take the
risk of distributing Private Labels through the
incredible distribution web they have put in

place in China.

As producers, we are very keen on the
appreciation of the wines by the consumer,
and not only the interest out of fashion. The
private labels are in our mind a great way to
give opportunities to consumers to discover a

region and a style of wine, staying away from

the speculation market. This is the reason

why we hope to further develop with Aussino
the distribution of these labels.

i . Wine is a production of culture. And of
course China’ s culture background and
traditions are quite different from the Western
ones. Why can JPM’ s premium wines be
well appreciated among consumers with
different culture and tradition? Through
which way can one make efforts to help
Chinese consumers to better understand and
appreciate the Bordeaux Right Bank wine, as
well as the culture inside each bottle?

E . European and Chinese are different in
many ways, but they have in common the
culture of refined and traditional food. Wine is
and will always be the best beverage to pair
with food because instead of only playing the
role of cutting the thirst, it also enhances the
aromas and the structure of the dish. Merlot is
an excellent grape variety for Chinese cuisine
because of its natural flesh and depth. Only
very spicy dishes might be too overwhelming.
People must understand that wine is about
pleasure and they should always follow
their own taste. Wines of the right bank of
Bordeaux, and more precisely Saint-Emilion
and Pomerol have the advantage of being
approachable in their youth for their soft and
round fruit, but gaining depth and complexity
with age. Anyone can therefore find its own
pleasure according to their taste.

i . Since establishment, the JPM Family
has fast-grown into a worldwide celebrated
negociant, winning the adoration of drinkers
around the world. In the past 15 years, what is
the biggest and most impressive event for JPM?

E . Next year is our 75th anniversary, and
we are still fighting to produce and promote
wines people can enjoy for their equilibrium
and complexity. My Grand-Father was a lover
of great wines, and we are constantly striving

to share with the world his passion and ours.
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i . Many great wines are made by prestigious
wine families with great achievement. Aussino,
a leading trailblazer dedicated to the promotion
of wine culture among Chinese people, is also
a family-owned business. Why, in the world of
wine, “family” can play such an important
and unique role”?

A . The world of wine is a great family in itself
and we are all belonging to this family. Wine
represents a worldwide link between all of us,

wine makers, wine buyers, wine sellers and,

of course, wine consumers.

i . Wine is a production of culture. And
of course China’ s culture background
and traditions are quite different from the
Western ones. Why can wines from Chéteau
Beychevelle be well appreciated among
consumers with such different culture and
tradition? On the other hand, Chéateau
Beychevelle has provided a limited edition
of Grand Bateau to Aussino and Chinese
drinkers. It is a rarity in the Grand Crus in
Bordeaux. Why is there such a wonderful
decision?

A : This is your and our daily work : explaining
to the Chinese consumers that in spite of our
different cultures, wine is not only a beverage
but a wonderful Ambassador of our country.
The Bordeaux region produces wines
since the Middle Ages and has acquired a
worldwide know-how, which fully belongs
to our culture. A bottle of wine tells about
this long history. The cultural, economical
and commercial relationship both countries
are developing since the second part of last
century highly contributes to understand and
to establish connections between our both

cultures.

Moreover, wine is an integral part of our
gastronomy. As the Chinese and French
gastronomies are considered as the best
in the world, matching our Bordeaux wines
with the Chinese gastronomy is essential to
enable the Chinese consumers to appreciate

our wines.

We have been very impressed by the

growing interest of the Chinese people in

our wines. The number of Chinese visitors
regularly increased during these 15 years
and represent today the first foreign country

among our 20 000 visitors.

Chéteau Beychevelle is reserved for special
occasions. More than 20 years ago, we
decided, with the technical support of the
Beychevelle wine makers, to make a wine
issued from the best Merlot and Cabernet of
the Bordeaux area. It resulted in a very supple

and aromatic wine to a reasonable price. A

wine for every day!
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M . Many great wines are made by
prestigious wine families with great
achievement, such as the Méaurer family. Why,
in the world of wine, “family” can play such
an important and unique role? As the fifth
generation of the Maurer Family, how do you

embrace the core value in your works?

D . Wine making is not only family tradition.
It is also a skKill that has to be hand over
from generation to generation. The basic
wine making can be studied in schools,
university etc. But the study of winemaking
is a never ending process of observing and
understanding. In the case of family wineries
we have the great advantage that this process
has started generations ago and we can rely
on this huge and profound experience and

skills.

As a matter of fact, | am already the 8th
generation of winemakers in our family. | was
only sure about 4 generations ahead but my
uncle (also a winemaker) told me last year
that he has made a research about our family
and that | am the 8th generation already. |
do not see this long history as a duty, | am
proud of being a part of it and it is also a
great honor. There are no direct influences
in my daily management. But for sure they
are effects in the general management and
marketing. Our family coat of arms is part
of all our labels. Also reflects our company
name WELTACHS (which is related to a local
poem that describes our area as the axle of
the world and our obligation to drink a bottle
of wine every day to keep the world spinning
round) our tight links with our culture and the
PFALZ area.

Wi . Although German Eiswein has a

much more profound history, its Canadian

counterpart shares a bigger market share
in China. Yet thing is changing. For the past
decade, Weltachs enjoys great attention from
China’ s market; wines from Weltachs build
up a great profile of German Eiswein in China.
For Aussino, Weltachs is one of the most
popular brands in China. In your point of view,
what is the greatest thing of German Eiswein
that attracts Chinese customers?

The Red October Rotwein is a brand
new product for Weltachs. Are there any
interesting stories behind this product? Will
Weltachs consider developing other exclusive
product for the China’ s market such as the
Red October Rotwein in the future?

D :In general, ice wine was found in
Germany in 1794. The first Canadian ice wine
was made in 1982. In Germany we have a
longer maturing period for the grapes on the
vines until it freezes. In Canada this period is
much shorter. Therefore is German ice wine
more fruity, more intense with more aroma.
German ice wine is better balanced between
fruit, residual sugar and alcohol content
than its Canadian counterpart. Those facts,
together with the historical background, are
the reasons why Chinese customers became
so attracted by our German Weltachs ice

wine.

Red October is for sure a very unigue wine
for Weltachs. It was created as a result of the
continuing request by the owner of Aussino,
Mr. Robert Shum and Mr. Ken Shen. It took
us about one year to find out the correct
blending and wine making skills to produce
such a noble, warm, fruity and deep colored
red wine with such a nice fruit at fairly low
alcohol content. After we have created this
new product we and Aussino had to think

about a unique name for such a unigque

wine. We ended up in calling this wine RED
OCTOBER. Officially, the name reflects RED
as red wine and OCTOBER as the time of

harvesting this wine.

No, right now we have no plans to develop
any further exclusive product for China. With
our portfolio we cover our range of wines
very much all ready. But that does not mean
that we are satisfied with what we did and
that we just lean back and relax. We always
keep, together with Aussino, a close look at
customers demand and wishes. Therefore,
the new 2010 Riesling will be more on the dry
side instead of being as sweet as the 2009
vintage. This is to make it a better match with
sea food. We are also always in the process
of overlooking our packaging. Therefore we
have started last year to modify our labels
and cases. We are more pointing out our
company name Weltachs as a brand on the
labels. This is to ensure that our wines are

easier to remember visible.
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i . Aussino Wine Life: Taylors is one of the
icons of new world family-own wineries. Why,
in the world of wine, “family” can play
such an important and unique role? How is
the core value of your family embodied in the
winery’ s daily operation? On the other hand,
do you add any personal touch in your daily

management?

M: Family is very important in wine making
as you need patience in the pursuit of quality.
Families have pride and persistence to do
the very best by the wine, as like their own
family, they are always striving and improving

throughout the winemaking process.

In contrast, corporate winemakers tend to be
more short term focused, interested mainly in
immediate profits and the value of their share
price. This tends to encourage them to take
some short cuts, which rarely benefit wine

quality.

Our core values are well documented and
shared amongst all our employees and we
celebrate and encourage a family spirit within
the winery. Every three months we present
an award to the employee who has best

demonstrated our family values.

| enjoy meeting all the employees within our
company and like to celebrate with them
when they have achieved something and
improved the wines and the winery. We share
our vision and ideals at post vintage dinners
and celebrate our wine show successes all
around the world.

i . Wine is a cultural product. And of

course China’ s culture background and
traditions are quite different from the Western
culture. Why can Taylors’  premium wines
be well appreciated among consumers
with different culture and tradition? Through
which way can we make efforts to help
Chinese consumers to better understand
and appreciate Australian wine, as well as the

culture inside each bottle?

M: | think the Chinese respect quality and
respond very positively to the soft, full
flavoured style of winemaking that we are
renowned for at Taylors wines. When grapes
are grown in a very special part of the world
at the high end of the quality spectrum, the
resulting wines are able to be appreciated by
many cultures around the world. Australian
wine has a unique flavor profile reflecting our
abundant sunshine and unique terroir, which
comes from some of the oldest soils on the
planet.

Our family is very proud of the quality Clare
Valley wines that we make and they have
been a favourite wine of consumers in
Australia for over 40 years. We wanted
to come into China at an early stage so
as to offer some of the best wines of our
country and develop an understanding of
the preferences of the Chinese wine drinker.
The prospects of Australian wine in China is
very good because they are full flavoured and
smooth wines that go very well with the varied

and exotic Chinese cuisine.

This is a great journey to understand and
appreciate the unique flavours of the wines
that pair so well with Chinese cuisine.
Importantly, Chinese wine lovers have
embraced the wines themselves, so we are
lucky that the appreciation of quality in China
extends to recognizing that found in our Clare
Valley Australian wines, not just those of

Europe.
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M . Many great wines are made by
prestigious wine families with great
achievement. Aussino, a leading trailblazer
dedicated to the promotion of wine culture
among Chinese people, is also a family-
owned business. Why, in the world of wine,

“family” can play such an important and

unique role?

E: Santa Margherita is a perfect blend of
family-owned business and professional
management. The owners are the Marzottos,
one of ltaly’ s leading entrepreneurial
dynasties, while day-to-day running is in the
hands of a group of highly skilled managers
who maintain excellent communications with
the owners. Santa Margherita goes beyond
this template. The concept of family as team
has also been applied within the company.
At Santa Margherita, the family concept is
applied in full in both senses. On the one
hand, the Marzotto family and the other Santa
Margherita management together make an

extremely well-knit team.

i . Aussino has not only acquired Santa
Margherita’ s allocations of some of its most
coveted wines, but also had the honor to
organize promotion campaigns with the
winery in China. What was the strength/
uniqueness of Aussino that pushed Santa
Margherita to offer such cooperation? What
are Santa Margherita’ s perspectives on this
cooperation?

E: Aussino’ s strong suit is its extensive
territory-based network, particularly in view
of the vastness of the Chinese market. Since
the very beginning of this collaboration,
Santa Margherita has invested in training the
Aussino sales force. Key to this effort has
been the Santa Margherita representative
office in Hong Kong and its full-time manager,
Mr Francesco De Alessi, who has been in
charge of the start-up of the partnership with
Aussino through intensive training programs.

The prospects of this collaboration are very

positive: in the near future we are going
to invest in B2B and B2C training and
educational workshops and events with a
China based Brand Ambassador, who will
continue to promote our brands and [talian
wines in the Chinese market.

i - Wine is a cultural product. And of course
China’ s culture background and traditions
are quite different from the Western culture.
Why can Santa Margherita premium wines
be well appreciated among consumers
with different culture and tradition? Through
which way can we make efforts to help
Chinese consumers to better understand and
appreciate Italian wine, as well as the culture
inside each bottle?

E: Our mission is to make matching our wines
with food a satisfying, pleasurable experience.
On one side the main characteristics of
our wines are their versatility and food-
friendliness. On the other side, the great
offer of savory, tasty and refined dishes of
the Chinese cuisine helps us in putting our
mission into practice, exploring food and wine
pairings and stimulating fascinating meetings
between the Western culture and the Chinese
culinary tradition.

By spreading our wine culture. In other words,
by explaining the histories, territories and
styles of our various wines through training to
stimulate consumers to taste, discover and
demand them.

i . Since establishment, Santa Margherita
has fast-grown into a worldwide reputed
negociant, winning the adoration of drinkers
around the world. In the past 15 years, what
is the biggest and most impressive event for
Santa Margherita?

E: One of the most significant events of the
past 15 years took place in 2011, It was the
50th Anniversary of Santa Margherita Pinot
Grigio. With this revolutionary, innovative
product, Santa Margherita has contributed

over the years to setting the standard and

style of Italian white wine as it is known
internationally today. Santa Margherita Pinot
Grigio has become one of the pillars of talian
wine. However, the innovations introduced by
Santa Margherita — Gruppo Vinicolo are not
restricted to product level, although one of
these is without doubt Cuvée Prestige from
Ca’ del Bosco, one of the most innovative
[talian wines released in recent years both for
the packaging and the concept.

Over the years, Santa Margherita has
set a standard for a particular style of
communication that has allowed the
company to provide information on wine in
an entirely new way that goes well beyond
the point of consumption. With strong focus
on international markets, Santa Margherita
has launched a number of exciting initiatives
that link wine to various environments.
Special mention should be made of our
competitions for consumers: The Great Taste
Challenge in the United States and Taste
Explorers match wine and food, challenging
consumers to propose their own pairings for
Santa Margherita wines while the Scotiabank
AIDS Walk for Life in Canada sees Santa
Margherita involved as a Platinum Sponsor
of the Canadian AIDS Society, to which we
make an annual donation from sales turnover
during a limited period of the year. As a result
of the second initiative, Santa Margherita has
received two awards in Canada for solidarity
and social responsibility.
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7 . Many great wines are made by prestigious
wine families with great achievement, such
as Santo Carolina. Why, in the world of wine,

“family” can play such an important and
unigue role?

S: Families are not only a group of people
united by blood and history, but the
continuation of their culture, value and
traditions. Wine is not only a commodity, but
an expression of a society, its past, present
and future.

Running our business from a family
perspective allow us to care about the quality
of the product, to reflect our vision and to
materialized heritage and tradition. At the
same time, coming from a family approach,
we value the strength of our relationships with
our partners and friends. Hence, we care
about our business partners in times of wealth
and scarcity, and we are always prepared to
talk through issues and misunderstandings.
We work hard to build links over trust, honor
and family values. We are proud partners of
the Aussino family.

i . Santa Carolina has different product
collections targeting various customers. By
far, which series is the most popular in the
China market? Lately Aussino also allocates

Santa Carolina’ s latest icon wine Herencia

Carmenere. What does Santa Carolina want
to deliver to Chinese wine enthusiasts through
this premium wine? What is the greatest
advantage for Chile premium wines in China?
Why can Santa Carolina wines be well
appreciated among consumers with different
culture and tradition”?

S: Santa Carolina is a brand present
worldwide. Its portfolio of wines appeals to a
wide range of consumers, from entry level to
premium icon wines. All our wines represent
what we are, a company that understands its
history, the market needs and the challenges
of the 21st century. We are alive, we seek
innovation and leadership. Our business
philosophy is to understand our consumers
and to satisfy their growing needs by
delivering high quality products.

Santa Carolina ‘Herencia’, the most
important wine project since we won the first
Gold Medal for a Chilean wine in France in
1889, is the consolidation of our strong and
experienced winemaking team, a group of
people committed to excellence, passionate
about their craft and perfectionist in their
approach to work. We feel honored to have
launched it in China thanks to the Aussino

family, because ‘Herencia’ s the expression

of our heritage, it is a wine that carries the
weight of our history and tradition, and a

symbol of the prestige for those who carry it.

We are overwhelmed by our arrival to the
Chinese market, an ancient society with
great culture and history. We believe that
Chilean wines are well accepted because
they are honest, they express a New World
personality, they can show great elegance
and concentration and they can meet the
Chinese palate.

This could be a difficult question to answer
if we did not realized that we are all human
beings who thrill about similar things: beauty,
love, friendship are values that can take
different shapes among cultures, but which
are universally appreciated. Chinese people
carry a millenary culture which we admire.
We strongly believe that we have something
interesting to offer to Chinese consumers.
Although wine is not an integral part of
Chinese traditions, we share the value of
enjoying food with family and friends, and
of spending time with those we love. In our
western society, wine participates actively
in all those activities. We invite our Chinese
friends to include wine into their traditions:--
as a western scientist said, “Penicillin cures,

but wine makes people happy” .
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17 . Many great wines are made by prestigious
wine families with great achievement. And
Aussino, a leading trailblazer dedicated to the
promotion of wine culture among Chinese
people, is also a family-owned business.
Why, in the world of wine, “family” can play

such an important and unigue role?

V : Successful wineries can be tempted
to cut corners in quality and live off the
strength of the brand. This can work for
surprisingly long. However, when you have
the responsibility of a family firm on your

shoulders, this option becomes unpalatable.

In our case, CVNE is a 5th generation winery. As
a family member, there is a huge responsibility
in continuing our tradition of making fine wines
from Rioja. We cannot even consider sacrificing
the quality of our Imperial or Cune wines — we

have a prestige to live up to.

My position is an important privilege and a

source of great satisfaction.

i . Aussino has not only acquired CVNE’ s
allocations of some of its most coveted wines,
but also had the honor to organize promation
campaigns with the winery in China. What
was the strength/uniqueness of Aussino that
pushed CVNE to offer such cooperation? What
are CVNE’ s perspectives on this cooperation?
Will you consider launching tailor-made new

series for Aussino in the future?

V : Aussino is a solid company that has a
clear focus on high quality wine and service.
It is a natural fit for a company like CVNE that
is present in over 70 countries and has been
exporting wine for 3 centuries. | would very
much like to grow with Aussino and become
a market leader in guality imported wine,
as we are in all important markets. It is our
pirthright.

I would be very happy to work more closely

with Aussino to craft wines that adapt as best

as possible to distinct local palates. Although
we are a traditional winery, we have always
invested heavily in new technology that allows
us to improve our winemaking. | would be
honoured to find something special for this

our new market.

i . \Wine is a cultural product. And of course
China’ s culture background and traditions are
quite different from the Western culture. Why
can wines from CVNE be well appreciated
among consumers with different culture and
tradition? Through which way can we make
efforts to help Chinese consumers to better
understand and appreciate Spanish wine, as

well as the culture inside each bottle?

V : CVNE prides itself in making wines that
are delicious. This is the key to our success
across Europe and the Americas. More
approachable wines like Cune Crianza and
Reserva are made with hand-picked grapes
and are barrel aged to ensure silky tannins

and overall balance.

More serious wines like Imperial are aged
in our cellars before they are released, and
are ready for drinking as soon as they are
shipped. These are very fine, elegant wines
that have graced the most distinguished
tables of Europe and the Americas for over
100 years. Now we feel honoured to start
finding our place in Asia.

Spanish wines have a lot in common with
French wines but, much like the people that
come from these 2 countries, we are more
laid back, more casual and less uptight.
Spaniards are gregarious, family orientated.
We gravitate over the dinner table. You
can appreciate this over a chilled bottle
of Monopole in an informal setting, or at a
special event over an Imperial Gran Reserva.

In Spain, we are only really good at making
3 things: food, art, and wine. The first 2 are
harder to bring to you. Try the third and you

will not be disappointed.

i . Since establishment, CYNE has grown
into a worldwide reputed winery, winning the
adoration of drinkers around the world. In the
past 15 years, what is the biggest and most

impressive event for the winery”?

V : There are so many events worth
mentioning -+ King Juan Carlos of Spain
inaugurating our new state of the art cellar in
2004 ---the selection of Imperial as the only
red wine at the Prince of Spains’  wedding---
the overhaul of our FEiffel cellar in 2007 more
than 100 years after in was built by Eiffel -+ in
a company that is more than 130 years old,

there is so much to be proud of.

Recently, | have been very impressed by the
very high prices fetched by historic vintages of
Cune and Imperial in auctions in the US and
Hong Kong. These wines can compete with
the very best from Burgundy and Bordeaux.

This is a contrasted fact, not a vain boast.

Happily, we are lucky to have extensive
stocks of historic vintages in our wineries - yet
another advantage of being a fifth generation

winery. We always sought to save something

for future generations.
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i . New Zealand, compared with other

wine counties, is stil a  “baby” in the wine
industry. Saint Clair Family Estate owned
by the Ibbotson family is also an emerging
winery in the world. Why, in the world of
wine, “family” can play such an important
and unique role? When there is only two
generation’ s hard working dedicated to the
winery, are there any particular challenges the
Ibbotson family meet?

N : Saint Clair Family Estate is proud to be a
family owned Marlborough wine company.
My wife (Judy) and | are viticulture pioneers in
Marlborough transforming from a traditional
pig farm in the late 70’ s to viticulture planting
the fertile land with vines. We initially supplied
our grapes to other wine companies but
a strong desire to control quality from the
vineyard through to the bottled wine led to the

founding of Saint Clair Family Estate.

Family has always been a strong part of the
business with our three children exposed
to vineyard labouring from their very young
years. They initially moved to other careers
put their interest and passion in wine has led
all of our children back into the wine industry

and a very important part of Saint Clair Family

i y

ik A
Estate. Our eldest daughter Sarina has
trained in wine marketing and wine business
and is now marketing manager for Saint Clair
Family Estate. Our middle child (son Tony) is
in the creative design field and specializes in
wine and drink packaging. He has achieved
international acclaim for his exceptional
design skill so it is only natural that he
designs all Saint Clair Family Estate’ s labels
and packaging. Youngest daughter Julie who
also trained in marketing works in Australia
alongside our Australian distributor managing
the Saint Clair brand.

When the Ibbotson family gets together the
first challenge is which wine to try and who
will be the one to choosel

i . It can be describe as a legend that New
Zealand wines gain an international reputation
with such a short history. New Zealand
Pinot Noir and Sauvignon Blanc are adored
by many Chinese drinkers. In your point of
view, what is the biggest advantage for New

Zealand wines while promoting in China”?

N : Our national slogan  “New Zealand 100%
pure” summarized the biggest advantage
for New Zealand wines. New Zealand is a

remarkable land with snow capped mountains
and glaciers, valley floors, plains, green fields,
sandy beaches, rain forests, clean air and
rivers. There is no other country quite like
it. The experience of New Zealand wine is
unique. It is the extraordinary combination of
soil climate and knowledge that enables us
to create world class wines of excellence with

fruit purity and great acid balance.

Saint Clair Family Estate has a commitment
to quality. To provide our customers in China
with an exceptional product we have taken
the natural elements of New Zealand (the
climate and the soil) and we have created a
New Zealand wine discovery experience like
no other. Our pioneering spirit has led us
searching for the education and knowledge
required, but also drives us to succeed and

achieve excellence.

Our wine culture at Saint Clair is to foster
fun, enjoyment in all things we do. We love
to share wines with friends and family over
a relaxing meal. We hope that our Chinese
consumers will also get to share our wines
with their friends and family and join the Saint
Clair experience of enjoyment and pleasure.
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i . Please share with us how you finally

decided to join Aussino.

X : I have to admit that | encountered with
Aussino by chance. Wine emerged in my life
in 2002. That years was the 20th anniversary
of Formal Diplomatic Relations between
China and Australia. Fu Mingxia (another
Sydney Olympic diving gold medalist) and |
went to Australia to make a tourism promotion
video as Australia Tourism & Sight-seeing
Ambassadors. We visited many wineries,
especially in the Margaret River. The breath-
taking scenery, the beautiful vineyards and
their amazing wines have left me deep

impressions.

As the promotional video was made by
Guangdong TV Station, | had to stay in
Guangzhou to finish the post-production.
During that period | came to know friends in
Guangzhou's wine circle, and then | met Mr,
Robert Shen. | enjoyed drinking with Mr. Shen
a lot, and | was kind of touched when | drank
the wines I'd tasted in Australia (Sandalford
and Howard Park).

The year of 2005 was a turning point of my
life. Between diving and starting a career of my
own, | chose the latter. Although Wuhan was
still basically a virgin land in terms of fine wine

consumption by then, | believed we can make

a breakthrough with the support from Aussino.

The first Aussino Wine Cellar opened in
Guangzhou in July and we launched the
Wuhan Cellar in November, being the second
in the whole country. The business went
smoothly and now we are launching the third
Aussino Wine Cellar in Wuhan.

i . Compared to our competitors, what do

you think are Aussino's major strengths?

X . | think two factors have contributed to
Aussino's leading position.

Firstly, Aussino bases its business firmly on
the genuine wine culture. The products in its
portiolio are of high quality, very representative

and together they form a good structure.

Secondly, Aussino operates with vision and
soberness. It maintains a stable and steady
pace, not allowing its operation driven solely
by short-term profits. For the same reason it
invests more resources than its competitors
in wine education and market cultivation. In

the end such efforts will pay off.

[ . \What have changed in the wine market in
Wuhan during these years?

X : The competition has grown much more
intense. At the time we started business
in Wuhan, there were very few imported
wine stores. Now there are dozens of them
competing with us.

The wine consumption habit has also
improved significantly. More and more people
are getting interested in wine or attracted by

the lifestyle it represents.

And the consumption of wine has already
become more diversified than before. Beyond
the Bordeaux Grand Crus, people are
beginning to explore premium wines from

other regions with different styles.

i . Do you have any “secret weapons” 1o
maintain a favourable position in the intense

competition? What is your plan for the future?

X . Our “secret weapons” are just the two
factors | mentioned before. Wine culture and

rational operation. That's all.

Wuhan is a big city. It has an enormous 10
million population and the potential market is
definitely huge. | hope in the next 3 years we
can have 1 Aussino Wine Cellar, 3 to 4 Aussino
Wine Shops and 10 Aussino Wine Comers in
each of the city's four central districts.
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i . Please share with us how you finally
decided to join Aussino.

W It was in 2008 when | met a friend from
Shanghai. She was working for the renowned
Tiandi Restaurant in "6 on the Bund". She
told me their wine supplier, a company called
Aussino, had well-organized wine tasting
courses in the restaurant regularly and it was
quite good. As a collector of vintage Chinese
liguor, | also have some acquaintances in
Nanjing's wine circles and they also praised

highly of Aussino. | was impressed.

Later that year | visited Guangzhou with
a Taiwanese friend of mine. We met the
founder of Aussino, Mr. Robert Shen, whose
refined and suave manner, humorous style
and profound wine knowledge impressed
us deeply. His description of the taste of
wine was very lively and charming. So | was
attracted and finally joined the Aussino team.
Here | have an interesting confession to
made. By that time | had tasted few imported
wine, and when | first visit Aussino's cellar in
Guangzhou in 2008, my colleague Lin Yong
opened a red wine for me and | was amazed
by its splendid taste. But later | got to know its
price: merely about RMB 60! So that's how |
was captured by Aussino's wines.

7 . Compared to our competitors, what do

you think are Aussino's major strengths?

W . | have been with Aussino for over three
years. | felt that Aussino is particularly
strong in three aspects compared to our
competitors.

Firstly, Aussino's four-level retail network is
an excellent concept. Aussino Wine Corner
is very successful in attracting customers
in large supermarkets and malls, while
Aussino Wine Shop can meet white collar
professionals' needs in office districts and

high-end residential communities; Aussino

Wine Cellar offers a perfect venue for
business gathering and wine appreciation.
And there's the latest Aussino Cellar &
Gourmet, where the ensemble of fine wine
and Chinese food offers our customers a

unique experience.

Secondly, Aussino's investment in wine
education and promotion is enormous. From
the earliest Mini Wine Guide to today's high-
quality Wine Life magazine as well as the
best-selling books: Wine Guide, Wine Story
and Wine Buying Guide, none of them can
be easily imitated by our competitors.

Last but not least, Aussino organizes a
great number of high-end wine dinners and
tastings across the country every year. Both
the quality and quantity of these events top
the industry.

7 . \What have changed in the wine market in

Nanjing during these years?

W : The wine market in Nanjing is fast
evolving in recent years. From an importer's
point of view, we see more and more players
in the arena. Many successful Chinese
entrepreneurs or companies enter the market
by serving as the exclusive distributor of one
single brand. From the consumer's point of
view, more distributors have brought more
wine promotion activities. The general level of
consumer's wine knowledge has increased
significantly. The intense competition has
also pushed the wine price to be more

transparent, which is a good thing.

i . Do you have any secret weapon to
maintain a favorable position in the intense

competition? What is your plan for the future”?

W : The biggest secret weapon is the
advantage the brand of Aussino has
accumulated over the years. Aussino has
built up its reputation on the base of its high-

quality, value-for-money wines. Besides, we
managed to establish long-term partnership
with several international hotel chains
including InterContinental Hotels Group, Hilton
Hotels, Sofitel Hotels, Jinling Hotel, etc. This is
our stronghold that other small distributors are

unable to step in.

In recent years | was thinking about providing
my friend a place to pair food with wine. And
now we are opening our Aussino Cellar &
Gourmet, where we will offer professional
sommelier service together with delicate cuisine.
The pleasure of life comes largely from wine and
dine, right. Have you forgotten the old saying?
"To conguer a man's heart you have to conquer
his palate." We want to conquer the palate of
our customers. We will also cooperate with
high-end shopping malls and super-markets
and launch more Aussino Wine Comers. As for

me myself, | plan to travel more, read more and

make more friends in the future.
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i . Please share with us how you finally
decided to join Aussino.

Y : We joined Aussino in 2003. It was an
unexpected decision, and maybe it's God's
will. In Octorber 2003, my husband and |
flew to Guangzhou to attend the Canton Fair.
We were about to take an early retirement
from our previous jobs and were planning
to select a few garment brand to introduce
to Tangshan. We couldn't find any suitable
garment brand anywhere, and one day, purely
by chance, we strolled into an Aussino Wine
Store in Grandbuy Department Store. We
were both attracted by the line-up of wines
on the shelf. The wines were so spectacular!
We then asked a shop assistant and called

Aussino's headqguarter office.

What happened next was God's will. We
were received by Mr. Robert Shen personally
as he happened to be at the office that day.
We postponed our return flight and had a
dinner with Mr. Shen. That was our first time
to taste a wine. Mr. Shen told us the stories
of renowned wineries and their wines. We felt
a whole new world was brought to us. The
soothing aroma of Chateau de Candale, and
the intense fruity taste of Taylor's Shiraz, they
were unforgettable.

By the end of 2003, our new Aussino Wine
Shop was launched in Tangshan's largest
supermarket, Bafang Shopping Plaza. Like
a kite in the spring breeze, our new shop's
sales soared during the New Year and Spring

Festival holidays. We established a good
reputation among local consumers. Today
more and more local consumers are drinking
wine, and we also developed from Aussino
Wine Shop to Aussino Wine Corners and the

upcoming Aussino Wine Cellar.

i . Compared to our competitors, what do

you think are Aussino's major strengths?

Y . We have been sticking to Aussino's wine
portfolio closely since Day One. That's my
principle. When we first entered the market,
wines were so hard to promote among local
consumers and we were enticed to sell
Chinese liquor and wines from other importers.
But we stuck to our principle and never
hesitated. Now we can see it was a smart
decision. We sent a clear signal to the market:

to find premium wines, just go to Aussino.

i . \What have changed in the wine market in

Tangshan during these years?

Y . Actually the growth of wine market is
a two-way growth. Our wine education
and product introduction have raised the
bar of consumer's wine appreciation. And
their upgraded taste and knowledge base
also raised the bar of our services. With full
support from Aussino's Beijing office, we
frequently host wine dinners and tastings
that are attended by guests from all walks of
society. In the first six months alone this year
we had four wine dinners and the reaction

from our members so far is great.

i . Do you have any secret weapon to
maintain a favourable position in the intense

competition? What is your plan for the future?

Y . I remember when | first met Mr. Robert
Shen he told me that wine business in China
demands patience and accumulation of
experience. "Don’ t hustle. Keep your pace,"
he said. That's exactly how we reach today's
development. It's about the nurturing of wine
culture. It's about influencing your clients with
your own taste. It's not easy to be "the leading
wine specialist" at all.

As for the plan for future, | have but one,
simple goal: To enjoy my life with great wines
and to introduce Aussino to more friends so

that we can enjoy wine and life together.

r
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i . Please share with us how you finally
decided to join Aussino.

L : |l used to be a tea drinker rather than a
wine enthusiast. It was in 2005 when a friend
of mine shared a bottle of Ch. Leoville Las
Cases (a good vintage of the 80’ s) with
me, and | was fascinated by the amazingly
charming flavours of this wine. Since then
| started drinking wine. In 2008 Aussino
Cellars grabbed my attention. | was deeply
impressed by Aussino’ s cellar, as well as its
wine culture publications and its well-planned
portfolio. | applied for the franchise to launch
an Aussino Cellar in Zhuhai. But after | got
in touch with Mr Robert Shen | learned that
there had been someone who had already
applied to do the same thing in Zhuhai.
Fortunately, Mr. Robert Shen approved my
understanding and passion about wine and
| finally become a franchisee of Aussino. For

this opportunity | am eternally grateful.

i . Compared to our competitors, what do
you think are Aussino's major strengths?

L . No.1: Professionalism. Aussino shows its
professionalism in many aspects, such as its
product portfolio, the value of product, the
wine cultural publication and training system,

all the tastings and wine dinners, etc.

No.2: Culture. It” s not only about Aussino’ s
efforts to promote wine culture via tasting
events, publications and training courses.
It s more about Aussino’ s own corporate
culture. As a company Aussino is practising
its philosophy: professionalism, faith, fashion
and healthiness. The past 15 years withessed
it all. By introducing premium quality wine that
fit right into Chinese palates to the market,
Aussino shares its professionalism, faith and
sense of responsibility with all Chinese wine
lovers and consumers. Aussino’ s success is

the fruit of this corporate culture.

No.3: Distribution network and brand. Aussino
has established a huge network with over 200
retail outlets all over China, featuring Aussino
Cellar and Gourmet, Aussino Cellar, Aussino
Wine Shop and Aussino Wine Corner. It has
developed into a big brand that more than
8000 high-end restaurants and supermarkets
in China choose to supply quality wines.
This is where Aussino’ s strength lies and
the result of enormous efforts to build up the

network and the brand reputation.

17 . \What have changed in the wine market in

Zhuhai during these years?

L . We witnessed and are still witnessing

a rapid development of wine market since

Zhuhai Aussino Cellar opened in 2009. Like
every emerging market, currently it appears

to be in a chaotic disorder. Some wines are
being obviously over-speculated and the
understanding and consumption of wine
still need to be tuned. But that’ s why what
we offer at Aussino, the wine education and
professional wine service, are so necessary

and important.

i . Do you have any “secret weapons” 1o
maintain a favourable position in the intense

competition? What is your plan for the future?

L : My humble opinion is that we will see the
final tiumph as long as we base our operation
on the brand and culture that Aussino strives
to cultivate. We must operate with faith and
professionalism, keeping a sober mind in a

fast-growing market.

In the future we expect to open some more
Aussino Wine Shops and Aussino Wine
Corners in Zhuhai so that more consumers
can experience the charm of money-for-
value fine wine and professional services.
Meanwhile we also want to further push
market segmentation to introduce our product

to more precisely-targeted clients.
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President of Aussino World Wine, Mr. Robert Shen

Big Success Is a Matter of Morality
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Fifteen years have passed by in the blink of
an eye. During these years China's imported
wine market has entered a period of fast
development and competition grows hot. With
more and more players in the market, Aussino
is confident to maintain all the advantages

against competitors.

After 15 year's development, Aussino has built
up four major advantages in the distribution of

imported premium wines:

First of all, Aussino has an elite team to select
wines for its portfolio. The team members,
all of whom are Chinese, have a deep
understanding of wine as well as the Chinese
taste buds. They are able to select wines that

will be well accepted by Chinese consumers.

Secondly, Aussino has opened over 200
outlets in more than 100 Chinese cities, which
supply wines to over 8,000 wholesale clients.
It's the largest retail network of imported wine
in China, an enormous platform for any wine

to launch into Chinese market.

Thirdly, with the help of Aussino's vision and
philosophy, every franchisee of Aussino has
formed a circle of local fine wine appreciators,

who have not only great passion in wine but

also strong connections in local business
scene, which are important for our wines to

further penetrate the market.

Last but not least, 15 years of industry
experience has forged a professional and
skillful team for Aussino to promote the

brands and wines in a nationwide scale.

Aussino's multi-level retail franchise system
is another major strength. Currently there
are quite a few franchise chains of wine in
the market, but Aussino is the strictest when
selecting a franchisee. Besides the capital
requirement, we put more emphasize on their
passion towards wine and their connections
in local market. We organize wine training for
our franchisees so that they can both explore
the market and educate consumers.

Aussino's service for franchisees is the key
reason why its network keeps growing. When
running a business, the small success is a
matter of strength; the medium success is a
matter of wisdom; the big success is a matter of
morality. Aussino keeps its faith in its suppliers
and its franchisees in their cooperation. For 15
years we have accumulated our fine reputation
through our pricing, supplying, after-sales

service and marketing work. This reputation will

attract more far-sighted entrepreneurs to join our

course.

Currently the market is under drastic
expansion. A lot of people swarms into the
frade, trying to make a fortune as fast as they
can. But some of them are destined to be
skimmed away. | don't think it's wise to venture
into wine business in such a haste. When this
period ends, and it will, this trade will reshuffle
and return to rationality. When the tide goes
out you will know who's been swimming
naked. By that time the real players will be

those who are still standing on the stage.

Aussino is a pioneer. To be a pioneer in
China takes great risk. You get "copied" in
no time. Your market share will also drop as
others swarm in. But we have confidence in
our future. In the future, success will belong
to two kinds of wine enterprises: companies
who can manage to sell wine as a fast
moving consumer goods, and companies
who operate on the basis of faith, sell wines
of true value and still have a soul. | hope that
Aussino is the latter. For many times | have
been asked a question: is Aussino going to
be China's biggest imported wine company”?
My answer is, maybe the biggest, but before

that day comes, we need to be the best.
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The year 2011 is the 10th anniversary for the

cooperation between Aussino and Weltachs.

While reviewing how we started compared to

AR EE

our current sales and marketing status, | can Aussino Nanjing, Wu Juan

only say one thing: “Aussino — carry on!” e A N
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time for us to say thank you to all of you from

Aussino for your support and effort in marketing

Weltachs wines in China. THANK YOU !
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Aussino Tangshan, Yao Yanling
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In the past 15 years Aussino has walked through all the ups and downs and
today it has already won brilliant achievement. For the next 15 years and
beyond, | wish Aussino an even more brilliant success, growing into a real

bridge that introduces more high-quality wines to the Chinese consumers.
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| hope that Aussino will soon grow into the No.1 enterprise in the
imported wine business, with a status equal to Baidu in the Chinese
search engine sector or Tencent in all Chinese Internet portals. Let's
wish the prosperity of Aussino will last long and profound. We have followed your performance as a great

example of a successful family run pbusiness. We
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are proud to be your partners and we hope we

can keep working in strengthening our links. Our
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best wishes for the many years to come!
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65



) I—“Ek ﬁ{i_ ‘\1\ —\7+‘ 53

temamiesay. BEFORE, AND BEYOND en pect

MR BERE

MIZR "X R BHR, B "0 KaEwtt
5, BFRSLE, BAHN AR RL S RN R AR
B EEDNMNIIFRERS S KR B2 TR
HAIEZE,

FigRELAN, BEREFEN, FEFAERK
BER, e —2FTMIBHESRTERER BHE"
MAREE, ERRNNTHE, BEMEHATE
FHEZEEN BT HEROERER, FTELH
RBEER, RARERIER TRERN Do

P 78 : # 20064 A BB L EHAME
2007 G- H E ARG = | 20075 3EN & I EIRIE = Chateau Cheval Blanc &
Chateau de La Tour Dinner 2007 Champagne Philipponnat Dinner 2007 Chateau D'Yguem Dinner 2006

Il*l!

20074 E A IRIbRE I 20064 BIALR S ' \ BARE N
Setting of Chateau de La Tour Dinner 2007 Chateau Linch Bages Gala Dinner 2006 f ‘i ‘ ‘E a * z &

'\u.lll. Modern e King
- ‘nesicaia Glhhh_gnr

s adma B ERLEE BX

. - = 0SB AFIHE FM AR L A 24 | ' o U
2006 EKERE German Icewein Dinner 2006 Sassiffai%ajéiljfmnfgﬁ;ogiﬁg \ o e - RTAERY

e W irea Wirra Vineys

B2 EBRE

YIEXEHR, IFEFNZAFLER, WAL, BRH
HEMEBLTHNER, EHERNERR, SRATHRAREER
ARG RS A

WPEREARRESE , A DARILHE, WAAARES, ANEEENDH
R, EREHR—ATWHIRERPE, K EFEEFIRR
%, SR, A, FEE, BEANSREEIB—HAEX L
s

20085 1B EEIHE o, | i = - T
SRR, Nicolfsjgo'?eﬁginﬁe;rzom iy - _: 2006 ZKHTEE Taylors Dinner 2006 2007 FEFE Wirra Wirra Dinner in 2007

66



\‘l“ \j:‘

5 lalug - B

% BEFORE, AND BEYOND
1 X
J U

A=Y
Monthly Wine Tasting

1518 SEANAR AP AOTESIRE, BERHER A ORI B R
ARRIE T, A2 — IR SETS B, AR
SRR LR

AEERTES, SAETREWIIRG, =T bmsei. 15451,
BN =TI, K SR AR /N R )5 30, %
TH SRS RIEAEZ S A IR R B kb,

RIS

2008F R RELARIRBEERES

IB5R, 18 mes st

ZBEREAE, BEERRA L. SBIRERAR, XK. . AMZT
%xao?'f%%/ﬂjzﬂp TBERFRMNFRH, ERICHEFHIREH, 1B

RAANZENRATIRIERI, EN—RERR I EABENEE, B2
7—@‘1‘—)\5"] BRFEEREIRIR EREI .

FRYESE, SEE, EA DR B —BAEX EREBBNRAE,

— . T
2009 BHATIRMLESI
E Setting in Armand de Brignac
Champa_gne Tasting 2009

% : 1,!-"
ZOOQE%ﬂEAﬁﬁnnéz ' V8-
Armand de Brignac
Champagne Tasting 2009

2006 RBAFIEE REDRREZR
Exchange during ltalian Fine Wines
Tasting Salon 2006

201153 jcﬂ
%?.LE:M:&A
£ Ceretto Tasting 2011 {

01 ERAFIIBEWE RLES
Santa Margherita Winery Tasting 2011

201 B E FA MK TE RS
Weltachs Icewein Tasting 2011
1.

T’.\ﬁ %
P
200647
Italian Fine Wines Tasting Salon 2006

Ty
- T

S g

a

d ]

Bordeaux Grand Cru Classes Tasting 2008

01MEFA=LARBERES
Rockburn Tasting 2011

2008 A AT RE MBS
La Rioja Alta Reserva Tasting
2008

2011 REE & BHEKE ML
La Motte & Leopard's Leap Tasmg 2011

KAEE B A 01 EBHEESE Bk

Santa Carolina Tasing 2011

.";.!:’ - "-'-;5,*_.-

oF ;I

F ]
2006 FEHEAFHERES
Chile Wine Tasting 2006 |

#\ﬁﬁﬁ y zE Knn1lE

RETF R BN BT A&, FtRe

FEEEMT— R SR AR, BAHHRS

i, HEEXREENN L. FRRLARIA
ET; &IF, —ISRA.

EREANINEEFRAEENAE, Bl mE
SRIEXEECEEIRAER, BRI FHRER
RO,

=l -
0NMERMETWL RES
Blue Pyrenees Tasting 2011

201 1—&:%%“?%&&[ nu&A

MontGras Tasting 2011 2011 EEMREZ LML S Santa Ana Tasting 2011




) lﬂllﬂi ¢ Nﬂﬁﬁ =1 5B ERES

isnamisey BEFORE, AND BEYOND  Event Retrospect

BB Hogs

/\||: \| |//_\’f/|5 | = | B PAG / KiRTETE F3x
- |+, ‘e _ . 1. 20068 A E R A B - _ .

Party Friendship Store Spring/

s Ly ' i & CRCNE SN Summer Fashion Week Tasing 2006
Corporation Events Wae: &, v e T
AR ARBE, RRHFNRRESRATA, . Rl . Pt ; i i —
B Bl HASEMME L XSEEENHANT

I “BIR” AE R, BRI AERESIA R IEmA,

BT =MEDNER, VS EENERUMAR FE

ARTE, MIBERFFTKRESBIERER AT, A - . -

SRR, —Y), BRA TR SRR, HT lyesr 3 VR s i 01

I TS T ERAE I =t ; { The Lenaing Fine Winn Fugpiie

2007TFEFEHASFSRTHEERESR
Citic—Prudential Staff Wine Tasting 2007

2

. b ) | — ; @l—ﬂ:
1 s \ i : G/ =8/ E':‘ﬁ”ij] / ‘:F‘EE'%_
ﬁ%ﬂ = ] 1. 2005FFHEBERAESS
. o . o g ! \_ N China Telecom VIP Member Tasting 2005
BERIT /I RRIT / BREBT - | Lo - . 2 ZEBZEUEHNSLELHS
1. 200744 AR LAV PE S i : : : B _ el e e s e
Sincere Figfnclrjg VIP Carnival 2007 o - | = T 2007 R A F KBRS RMEIL ' e China Mobile VIP Club 2005
2. 2008 FEFRELRMSHE BRER . T—— China Southern Airlines Sky Pearl Club Top Ten ’ . 20084ELG KWB38FH LAk e
Rothschild Family's Financial VS Wine . - i Memeber Award Ceremony 2007 s B LG KW838 Mobile Phone Press Release 2008
Tasting 2008
. 2006 FBRRITNMAEEHERBELESAE
N
Thank-You Dinner of CBC Major Clients 2006
. 2006 AR E SN E AR
CMB Fund Fashion Tasting 2006
. 2008 R IURRRI T E B Hu LR
BHVES
Wuhan CMB Fortune Management Center
Opening Ceremony 2008

E—
—TAR /BB | EB / HEER /IR é

. 2006FE— R A RSAGITAREE R ES

> o Enjoyment & Experience Day of FAW-VW Sagitar
B = . 2008 AR REIEHE L DR
= n EECE N i 3B i Guangzhou Honda Accord 3.5 Press Release Dinner 2008
LEHH /RS / FCRBERD . 20085 2 BREBAFIEFHH L RE LM

Launching of Luxurious and Exclusive Lamborghini

1/2. 20065 L AR FEAERT = B AL Tour in Italy 2008

Humane Estate Opening Ceremony 2006 L2007 FEIEEfkATES
3. 2007EECRHFH B - 47 ZRIRY Maybach Wine Tasting 2007

Favorview Palace "Wine - Red" Christmas Party 2007 . 2006F & ALEMKEERBES
4. 2006 FFFIIC B I Hh = 1% 32 T3 A 08 SCIU A 18 TR X Hyundai Auto Xinguangda Anniversary Party 2006

Hutchison Whampoa Properties Boutique Residence Lifestyle Fashion Party 2006




7 I < R

1enamrsy. BEFORE, AND BEYOND

AT

Aussino World Wines Festival
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Behold A Far-distant Land: Australian Wine
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WIS —— I St BRI )
KHLIOE S SV N LT S L (W2 WP e
el b —I5UR h A R IRIE
FRARAR A 1 R R e SR A, Uk
FIHESBEE | BIRIFIPTHESF,

PREGHR DL 5,
WAVLIT i 2 A
—— (4 - VIFETH33:17)

WP fi

T AustralialR B R T 1P Raustralis—ia, =
A B o AR K FER AT 212 57T, 1
BHR FHEEEN LTI, XMEENEEFAT
FEIRGRER RN "HREARELE", §
T REFRBEREREN, HIEENAM AT
R BAFIT IR ZE 5 FHEAEZEN2~3 )
B, (BT AR 3k, FH5I0FEREIAAE
&, 12B~2BAEZ, 3A~584%Z, 65 ~8
BA%ZE, OB~11BAES,

BAR TS EZ B SGEA R BEF0,

ERETFHEER, BFEIA~11AENSE, 11
BRIE_F4RRESF, EF1A~2ARANR
B, BT ETSE, 00, BN
EHRE A REABERIDE, TREOW, SR

=, BEK; BREFENAEIX, NERM,
ST, EREETHESE, EPAEH
FEERE e X 2P AR ERIE,

AR TP 1T A AR K 5 RO B A 7 XA
ATERHEFHMB UL AR R
MEAAEN MR S MEAFEENER
IEHR T AN EXE, BRI BB R ANERE
AN THERMRNZ A B FEER
A BRE LR o PATIX IRt th ol
FRISIRAT T = o B9 R A IERR BIE T ARIE
BIE o BEE A& R AR E
EEE S RORBIRE, BEE A R ER R
IR PHX o AR T &ET 181 K19
HLYFRE LHRES,

NP
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WINE MAP

KR

BT EREMENTENSREHIHTES
FEAK, S MERENASMEZAAS
RS RENESMEMINNCRE
EFEITIIEFIR24H, - BN EREE
NEEN LU TR EER, XEFENIF
BTMIFEE Sk B b 22 5K

P& S —AIBN. S =M A B RE RS
WRAFNY, MR Z AT R EFTRERUR T
MNAEBEME AL, RIMBIIRIER
KA AN SR BEME AR, 1A
BRR 2L RIMERARE T AR A B I,
HE TR SARNEE .

182214, M AF I EVEE B FMERNIRE. R
& ARG = H)-40 3 52 15 (Gregory Blaxland)t
E1367 B BB AT RER R X2
s ERAFTEEES RELE T, X
HEEBECTAZRETIET, HIFTFRE,
18334, #EHN “BRAFNTHEEZ X" B35
22 A BT BT (James Busby)ig—iitiE
EANPEIL FRIE R AN B 2R AR, 1X
FEH YT ARG SRR EEE, KR
R INZ A E B,

22— MBAEFIE TR 0RIT AT

RO A2 RANBTIRIAR AR, BRI #E &R

AE th B B R F K B 2 1 N B
FEBENRIULERET, EEREEERE
ERBRESEARE, 1873F R4 bt
FEN=E, aEEEMENEEFEET
ZN TS RN%E ZF I E (Victoria) (ERRZE
®0, SAENSHERAREERESE, A
EEREEMIEEE, RAXMARAERDT
BEREEE, 1882F K /REFTHERESE
BRE=LE, BXANTHEGEEETRRS
AR AFETEX,

IO L RNRBY REEFERMN, K2
HEEES T ERR . RAF T RAHA
wif, BEXHREFRETE, LHRRK
BHEERLTESE S NI AN XZRE

£, REMRN—EFX EESHR RN
WEHNME TREENEAN, §8RATERT
¥, BETHA(Barossa Valley) i 2 E M %
Esl#aEamt, BELEMAHR &
HERNEEN,

ZIHREBIANNRAF T FEE L, Mot
RRE 20 LLE0FREUE N B ZHAEY)
NS EIZ A EEENT, MOFREST
A Fria% R AR A BATR RIBA 7 HEATO
FRE, BAFTHITRONBERBANTTS
H, REFHB RIS EMEREZ SR,
HAFIZ A E @B H SR EE NG N, T
AS5TEFBEHFATHNIN.

MO LE0FR AL, AT WA EEM M FR
2 HI TRAES, LERFEEEN
BRFH K, BRAFTHEENTE4
2MF~204%, BROESEHFREN, £
EE, XE. NEXFARZSE, BAFT
BEBELHET L HOEEENT L7,
G R AR T B E 9035 & (Penfold) ARHT
(Jacob’ s CreekE R EEFBAN, HEER
ERRE—RZFENMEE,, EERMEZHE
HERED, RAFTHEEE LS LRIL
BE XLk BB AR F A ERRRER T
RESBENENRSM.

BRI 5,
WA FEBIES T
——Lhpa it - FPAHF
G BRI

CIECRnTL

BAN I REECH T ARERM, XEMENESEEERA18, 19t L ARUMAIRIES IA
B AW RN AT HI BN SEIAE 2T, AR MBI 130 B B ThE X

BHE TRRIREHHB .

EROEERM

RN E T l(Shiaz)
R R LRe0eE AT
SRR im0 T
HEETANRAFTHEERMZ—, 5XKE
BEMARAFN T HREENLE TR, X
BT AR AN RARITES TE
RETI, EFERMRAF T EFShirazfE R
S AR T ERASURZSyran, 1RZIR
KA ZE, NFEE 2 KX (Penfold Grange)F
#E |(Henschke - Hill of Grace), £B2IATE R
WA FERFmEZN LR ATIFTRINGE R
BB E BRI, RERBT AR,

BHEMELL BEARIBILIRINIE,
EIBER S,

TN RN 28 S 5T BE(Grenache).
E AR E(Mourvedre) X M A4 mFRER,
X R Bk E A R IR 2 R X
(Chateauneuf-du-Pape) iR BR 5 TAEFRA
GSMo

BAIDER

(Cabernet Sauvignon)

| B ERADR KR E
WA AN Cabernet, X
MERHE RS MERZ™
XEEFE, HEEER N —HNEE, tbm
HEREBNET DS, 20 BERERNME
#, w8 B REASERER, MARAERNEN
A (Clare Valley), /P RIRERSE INER, RHE A
R A A 4l 1z (Coonawarra) N FE R A F I A9
IO ARE A (Margaret River) =X &L= fa/Em
AR E #o

TLEEYE(Pinot Noir)

R, BMRERR XN
BN RTERES
FREXE, TZERER
| . W REBAALBIHERLS
(Tasmania) N4 F) & K& (Geelong). TE
R (Yarra Valley). EFii(Mornington) 27~ X

MNBECERE TR MAENEER
HENE . FRANNEEFGREHEXL
BRAPRRRITRETHLIENETHE
WHESR, RILEUREBSTFET —FHIE
N0

EREEERM

F 4 F(Chardonnay)

LR 2RAFMITFIERH
ITRHEe"EaaM, 71833 |
FEREBET- R AEES
A, BEF20tL50FE/RF
TFEE TN T ENEEE B 5
Mz — OFREXFNTHEENEOE
FIAR K, SEUFEHNMERREKTS
%, EMERAR T EE SRR TFREER
LFNED . FRIFAXHENE LT RAERE
HORAFE, EHENE S ESEREN
LN 17

7hSE 7 (Sémillon)

W ERIDRKFII T HFP4E,
HPEUHEERTEAS
(Hurter's Valley)y/hERREH §
Z, REHNEET T T EEE IS 3
MELINRE, ORE ZMEIREK, RS
EFrmpi T, EF S AFIDEITA 2N
W EFHARAFNT =X,

E7bEk(Sauvignon Blanc)
B ER 2R EE D
HBRAFITETRE,
XHMEFRRRETNE
KA mMERExE
LI X (Adelaide Hils), A, EHESRT S
ML AEE FERRDL, EEET
7w, BYERAEESDELRE, BHM
FEERTIDE R R O BERSEE H P anFh Ay
BIRRD,
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WINE MAP

FEHHX

MERRLTE
FREERTAMNTRAFTRELE, 21
AR TEREREZALZOMX, BHEER. X
BEET NS, NEFHXAEESREIF
EEHRE00K A D KIE L BK ER LIt SR
HEN . BAEBNFXBEAL. WX
(Hilltops)&£o

BAASMT L, ZIBAFIIT AL HRIEA
MR EEEE~X, 255 HER1860F K fke—
BEEEES, K7 TITZRANELEE, 15
ANADERVBESRRILENER, EEE
BIBRFRE S, MBBEENAS, ToETE
B, BTWERZIN, BABTHNAERWH
Lake’ s FollyATBRIEIZE AL BRAN S 245
th A BREMEE,

WA TR RUR T BRI, &
EETHER R, UEFHWRNEESIET
BPRE, XESAX N RIEZHESR
SRR R BAME S IR MNE

FRBSE

g 2RI
HZFTENTRAFTAENRER, £
EHEERTSERAFNT &2 (8, JE5F
SHEh XK m T RnfiEEgt —itt g
HBARREEHESX, TR E. EWLKX
(Pyrenees)%s,

THAS/ZFIMNEE B NEE, 1838
FEBEKXTEMEREEE, HARI1705F
ERIENE . X B REAF T EE—HEHRR
SEEEBAX 22—, LTRGBS R
BESRAF TEEE, BIFLEE. T4F. I
Bt BURMIAZ AP EOR, IXELSFF00L
BERNER AXFIOBEBMIP(Lake s
Folly/$i & BT, WA OERE HRARIR
BRREANDERMNELFEEE, 2R
AT EEBVRNER, MAAMXAY
LIER,

EWLX ALK, 837 FKEMAIR
FRFAMX LR F LK (Pyrenees
Mountain)——i% B % 4R FI LB FLEA.
B AR T4 PO SRR 5 BREERU M 2 L2 1 L,

REmEREERE RS TR LR N
M2 [8)o X—HIX A P i B i S 22 A04T
HEBEMER, 18t KIS aREEEN
AR SRR e R EE. L XA
FEUNLLIBE(Blue Pyrenees) B2 AE AL D E
F7OFRIERAFWIL R CIRAVEE, Bt
5, EEWLXFERKRMNEEZ—

ERXAITE
BRAFTEEREAFN T HREEZNEEE
X, BB ELRE CRAFTEERES™
BN—F¥E, XBREFE. AR HEW
LERAFTTREZBEOE =, ARBEAE
BN, B S EEMNRAFITEBENERE M, 5
BAFNTHEE~XEFET A ZETRE
(McLaren Vale). e thehfEn %,

ETZDARHRREZNEEE X, BRER
GBI E 18420, KAFEER L RS
ZHEENE, XESEEE, S TRIEER
1HEANAREER. NZEE MR EE ]
NEBEE R, TEMERMATER. ZAW
TEDR. EYF). FEE ER. TSI R
EE, EPERMIBIA IR ZTKEER
RMENMIR, OBRFE, MLGARTE, 27
REmENE, EERGNEFLE N, EZWA
W R AR T TRER 2 T 75 & (Penfold). Zx-RET
(Jacob’ s Cresk)ii &, Fr¢IE 32 X
FE(Two Hands) ikt B 2IER BT RS

FERE, WERBITZEA "HFREANREN
BE" -

EBPHARERANT Z—MERE R~
X, AHHESBEAOFET, X BN H,
B TR, BRKMER, REMRE, &
THEEEREN, RTEILLEF, ZFHA5HRD
HEITRENBERARS AAXME ERSEE Y
T, EERBNB RSB AW BN L B ED
RRERES. B EBREMEHENFS.
B EER(Wirra Wira)2ZZ FamEERE
MHREREZ—,

FEhAth ARSI SOFEHERENE AN
X, RN RRRNEESE X
—o BOERITERRNAREZNEIGEMS
Mo XEFRMMSHEEWEE, EHEXRS
BRS T &IK40T, REBEANERTET
5%C, RENRBR SR AANM T ZET TN
BHoEEMLE, HHEBROREFSAR

FARIE

RS WIFTE, BANDEIRBELSE TR
BTRRHBRI R mEERIRE, B
BRARSERE. AKX KRERKMEANES
F BB =K (Taylor's). F34£(Promised
Land)%,

HRENXEBHES RAFT RHFNE
X" o R RKIRERIREA KA T (terra
rossa) B & RFHIHAKM, FLUREHNE ST
RRNES, HEESHHREAN T REENE
A ECR . EXE(Bowen Estate) 24X
RERFRMEER, ZXRAFIMELRE
HEXT LLEE%,
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WINE MAP

R KXFITE
FRAFTERAFTEREANE, H1E
TR ARRA1/GHIR, B A FEX EH
TAREBHEMRARK T, R AF T
B EN SRR T EEB D~ 2/5%
E), Bgtd i s AR EENRAFITE~X
BB IS AR REENE A~
X, BINEERHIEA (Swan Valley). KEX(The
Great Southern)&7=EX

BRI AE TR ARV EEH XA,
ZRAEMSENZWEARE, 2FRETN
X7.6%C, BEXEBZERAERE, BEFLRT
1R, BIKSEA 0 miaeE, [E+mm
FTRENER RS, BRI EEE
RTRAF T EEER=EMN3%, B2ER
RF T AERE B EFRILE S E 720%, T
BB Rz S, AFXKARFMEEEBLE
= (Sandalford)#1= E (Howard Park), EALLE
ERMBEAF T A RIEANARERE, M
N 2SS RANREERET

EiE R4
B2 e W& BBk 5 R AR T ARAE

L b e

B, SERR, 2EANRRIBGaaE”
Ko XEHEANELN @R ESNEE
THEBAR BERFERE, B8R
TESA—BENFEETX, BEHE T
EET 2 e WA MR LR L&
BES, R EROEEL KNS,

HBEARIRGD

AL FHERER—F, RAFILIHRENE
BRI RIEN RAN T HEENNE L
RIREERFMEFA—A RS
H_EFFREH SRRV ET KM, RO R RIB SRR
EAERRE RS E R KIEERE, RURE
BN BIRBREERMANEBRETE, R
SRAFEBTINE R,

ATHCEEERSHABIERIR, #3158
EET XA R R RPBEENNG, B

KA )2 T 8 & Bt B ARIR (Geographic
Identification, fEFRG)HIE . Glgt2 B EE L4k
PREEBERSER, TURE—ME, th
TUR— MR HEE AR RAFITE
AR AZHEERAWBC) NEAHIZIRIR
ZRASTI9BFHEH A 1 BAHF I}
RIPFEBR~hm2EL", FHAWBCH
TX—EEME R,

R ARGl A5, MAKE N HIA
“IREEAFITZ” (South Eastern Australia).
“HBLR” (States). “HIXLR” (Zones). “FFX

28" (Regions)F “Fi=X %" (Sub-regions), &

HESTMUMREESHE, AR —FK

BERNEEBEXH LRARHNER LG

kir 2B EE,

LR A MRAF LG B EE B, &
TURIUEIZ ™ fh 2D 85%HI A5 2k B &AM
CIFrRFRE A T IR XA A S

(YV-fmete E
B, REZMNRAFTGCKarZE & BN, WIREED
O5%BHI KB IX LG R ERNMIEXE, FAMBEXEE
EERR FIRB D LB E F——5IR

AHe: MM AR H LA

EAF T EE BTV RETIR20FNEET CRE R, BRfthiE
AR E T Z B AR

HFREAF AR A THEUR, MAF T EEEERINTHIMN
IR, RMES MmN E & E S A LR A E B
SRR, EAEBBRENRRNF T HEENRRE T 0
ZRAFT BRTNEEE AT IRRE, AT EES
FRENF®E~ M, MR HEBEES I HIHEHEER
MIHERRS, FHIETRE,

AN, F-E R EEEANTIHREEAG, K2 RN i
EAF T HEERRERELEBINGG, EEEAFITEEE
BT R RFTHTH, FE— X, AR W & EE =
HBREDABHITIMRENG " BaTAE .

AT RAM TR E BN RER, BARTEHE BT
H&(Wine Australia) EEERE AT L T—RIIGHET 7550,

“A+ Australia Wine” BIAEA—F, :XFKiPhone FHLN AR5
MEZ ML E S B TE Fas kA st N B0 EIMNE S
BEERE, EREEREM~RER.

ZIRFIMETHMNIBNEENZ ML HR PEREE TSN
REREMEXBED, BAFNTEZLINA TN M XN EEZS
E, Bt E s smEmBNa s EE E BN . M

XMl - F eonsm
Furst von Metternich -

KEEFSREEEEE
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WINE TALK

VWhen Muse Meets Bacchus:
Music and Wine
= Z Hr i s 2 5 Hy

R R KR

/Text Wolf

R BHELXMER . FHREANFIHH
EOENAMNETECE—&/RMH, RER
AEPREMmER, BIRHREE —LERE
BEEFRLE, FR—EACEICRAR
AHBANEFENER, REEMAETT, F
Moagr, FAZBERERNICICHREER, 5
BAIECHERER, BACNKMINT LS
¥, —FRBEMENREHENREERS
DAEHER, BEBMREEEEREHEEL
IRA TGS RIS -

B, IR 2R ESHERK—MRELE
FEH (Vosne-Romanée ) FEN—2Rk A
1998TF-AMERT, A/ VIR LR EME .

ANERRESEZZH/RET, S RMEEEE
UHEE N el TFRMESXHE
7, BRERERTANDOE, Hkt+odds
MFEERE, TTLURRLE, IR TRRKe
ERE RIS, EEWMARAIZE
o BAEERREE FIEERIRIRAE, 75
BHRMATHEN BRINZLE, LT FNEE
EXPE B, EETRL OREREY
K%,

XEZEAWRSFRATIFE, 2008F &E—
FRZEEEMNEFEAELE T—LRM
Ho MREAREEMETHEZRIZNER
&, LA EE b1 A B mEAEE
HAEE BT ESRBNSE, BT R REHH
29N BN BEEEERE TR NENER S
Ro LW LERKRPZT R FHRERZHEE
HEE, AVERINERRERRE KR

RENDEORE, M BRNARFESERNITD
t=EE s E R BB LM, —AELFEEE
TERATRIRRIRE L BEEINEH, BHE
Bt LE S HARN.

HIL BRSNS RIUFR, FAIAA
BAREANMBEMRET, BA LRI
T/ BlivelBIg 2 F Fkeh[E]fR B id - —/
PZ0E (Wi F 2R E T, RE
7 ), RIS (FF LIBE) . MR, %
ZNFERICTHERNNZEE, Bt —
EEBZITKTVEMLIRE—MREBSHNE
OB (IS FIRSLAE BT TR, UEE
%), RGHESBHEEHERERNT XMHG
(AEt+=%F) e,

AMURBR T DUE SR RRECHE, BB
RIS . BV RS EERR
BRINENEREIIER, AREEAIESER
WERZE, RENFEEQRLE TR
T, RIAM— BB EZAH TRk
RIEAREEZE, BRI R AT EERR A

EEESE RN EREE, BARLBR &
FHRANERE B REUE SLIX M EUE IR IR AR
¥, BREFREND F B TEFMEETA
Tiko RUFEBEZBETH, A “BHER
B BAtE R TERE.

FAANRX S TFRI IR "SREESR", &£
LFSGHRBIIAGHEZRZ A, WEIE
Rupert XA M REZ @ ER (La Motte) ,
% ¥ AHanneli Koegelenberg 2/3E =B #
HRER, FREFFEHIEME RS, LT
FPAFBHEREEN—RE RRARES,
HIENERGEBMERHES FREFH
FRNEE RMAE TR AER (Domaine
Gros Freres et Soeurs), [EFBernard Gros
BE—FINE, BENBR AR 86
FRNENTZ, MESFEMNERBDEEM
EFRBERE "ERNR R TR X
MR

ERUMESERABEBESHZUEE N ES
AEHIR B, RS KRR EEBRE MR
LTHARZHA, XERR(EEEH X TE

(Dave Mathews) . $&& xFMaynard James
Keenan. ZERTRIZEMRXTIREX BE

(Cliff Richard) #2X—®%ETHNETE, 5
F8A, HIME RN EZ RBAAC/DCHIER

ERH5b%

LEEN RIS TR EE RS

EERGEEON, EFEEREAIWarbun
EstateiB RIS M2 AC/DCE A PR K]
NABERXE T,

FLHIAER, ZHEIBIAERZHNANLL
#, Bz THEMSICI A MEERFEM
£, BRMmILHE. MERER TN ZEHT
SNARTEZBEAE, MEHNESEEPA
PRSERIEHFRIRITEI, KR — LIV
BCHRREZE 7 LERT, ERiTiEs
HBEHAIBE, HANR, AEEEEREN
FIETEITT, BA—RIEH, MAYEEDA
AR R,

MU HBEIBEE T —— “Anything Is
Possible” o B alih—n?

UTRJLIkE KPR B S S RER
TV ALTHHEFES, UREZENALHIE
FRIRKEL T, TRERAERLZEENSTHE
ZRE, RIS RERESIEERNR T
M, CNWIREL EFICE, EBEN
EHIETIRECHEOAS:

BAMDEIR—EEBET ARG T
EHIRBIFERZ 5, WAITIRBA (The Doors)
H9People Are Strange,

NERE——IRBIH MRS Ko R (3%
RNR )

AR E HF)——I R NE LR,
WAL BRARIRE (EREZHTEN) o

ORYRAT NS Y —ERNE R, S
# (Beach Boys) fyCalifornian Girls,

BFAR— (BFRKDUE) , 1A R AT IR E
(EB),; CKizBH), EBRERBRE (K
) o

BFE 228 (Chianti Classico) #E
BH—2EZLEIF (R RE) .
(RITIKBGE) o

ENEREFKERARAFEE—TFHA (dEx
—&) « A EBEF) o

EHFEHAREE—BWE (BA).
(ETEIIME)

IARTEAEEE—F K (BEBNME).
HELt+=%) . @
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AUSSNO CLUB

OMARELEE, KR IFIE
Mo O H AN IEORL, J00 Sk i R ) %
Ao i A BMSORAE LA,
F— AHTHEL o ) A R A
HEERR, ARIEDIEZ A, ARTFS.
FERXA AKX, AT — i 4 T,
= S e AR &

A E W, FA I 72005, 20006,

20074 EB 6K I 5 23 U5, TES
SEEENEI, 525 07 R EE— i
B RELEXBAELLR AR Jre i) i s T, A

A7
I~Mik/ Guangzhou TS BN AR KRERS, BbMEE, MR EB OBATA
f¥[8)/ Date: 2011.7.15 WRIBEBOOR (B, B 2. Bl F5) 46K 012345
Hu/ Venue = ERE HHBETD. EREM L ETORBESEMNE

T (BRNRE N EREEOG. EREA 4

1Lk /Beijing HZAEFS)o

e B, R BRI, B, S—TER0-5

) : 5, AREREHARAT—TUES, RIRAE
M R E T B B S A S R,

38/ Shanghai
B8/ Date: 2011.8.12 REFS (0~1057) : HEENRADR, HIMT BIATES o 10
#2/ Venue: EIBHERICIER 7, A LR ATHIO S AR .

Taster 1 Alisa JERS: 3
Taster2 RjE JBER 14
Taster 3 44 TERE. 26
Taster 4 3KE B 1E
Taster 5 #kE B, 26
Taster 6 Elle B, 26

Taster 1 FH#¥ B 746
Taster2 2k B 7E
Taster 3 ZF%E JERS. 108
Taster4 ¥ TERE. 26
Taster5  #%37 TEE 1E
Toster 6  #oHER B 5F

Autumn Fiesta

& AXAVIER

A Blind Tasting for 2005~2007 Vintage
2005~2007 4 14 B &8 &

B Text 2481F 1R&/Photo [z 11T /executive

Taster 1 Ray B, 6F
Taster 2 Julio B, 3
Taster 3 XXk JEEL: 164
Taster 4 Xk TER. 3F
Taster 5 #ttER  JEEL. 106
Taster 6 k&FEWX  EK 2F
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W IR 2 A AR HL 200 74F
RIETE TR, FE
R AR A A
5 0 LE ) 2 R B i T AL
AR ZAE, Fr=E 8 HJIE,
RAFEREVRRL T IX P
DX P ) g , it L ek G B
19564E BB

200748 (P ST AE )

— A E ARGy L0 R
I —3 5307, ZE N HI S
1 CEERETER) S b Al 4
WOTHIA, S5 T 2R R AT
ANTEFI . XVUAELLE, K,
I—EAERE NI, FE4
e SRR A |

HEHIE

) 4

Chateau Grange-Neuve
=g EELEZEE 2007
SEMIK: ¥488

Q dbmtmz kil

Nicolas Potel-Volnay ler Cru
HEEE (LM —RE )
41 FE %A 2007

SEMIE: ¥845

ofe T2 A A R LR

v

2007 FRHIRRER S ERMEARL BB A EFF,
REFENEZT. FRHNTK. FRRENEX
EIRIRMFTH T UNNEER, frEdERELLK
PRA =, B DNRRAIERA —TE RN
IREK EMRE, XFAERZENRHALENE
SRR BRI AR [E), FLOTF A FEE &R
tAERZERE, TREREVREERZAEME X
FREEE, RIEFARL, AREMETHEEE
EAMBARI, At 2MEEHFERME. R
B IRRARIA R R RIS A AR

FEZT, BAERL IR ERR MR TEE
UEHWHNI R NES, REBT, tLLER—F40
MG EYEREE, B2ANETHRAR,
B R BRI A o

J“M/Guangzhou jhﬁ/Beijingg - #§/Shanghai

66 : 68 i 7.5

20074, RMAIER SRRE—1F “IRieH ",
ERETRUFERSENER, 2 THEEST
KB REN R ST RGN N EE KA T
BANES BRIEE G, BN EIAER T
RERBHT, NMOOTEGEETHRINT Y
IR, BRI, ORRNE, BRERIEAFHER,

B R, R ETEAHARMEIL TREIK
R, MRTDERTHENT PESIEHRAIRK

EIER" , MEREIEBLR AN 18
B MRINNBERE SRR EARETHLE
0K, BINEEE. BABRNES, KA TADMIR
R, MRMEHFHNA, HEEEHRERN

S=
=

J“M/Guangzhou jhﬁ/Beijingg - #§/Shanghai

7 73 : 87

ELAER] W ERRE

l . &® g5,

+AG3!{-Z5ﬁ

AR AL
e S T A

+ ‘l’VTZZﬁ

TRARTRIRES P RL

-+~!25 1.75

AL

e S T T A

+ ‘l’vfilﬁ

FRARGRIEID AL

'+.!25 95

AL

v

B2 PR

2 PORLFE AR RIHI S R R 2 A DR
AFITIR, BHUHES HRRRERT 54+ RE
. BREFNERZRER, RERSTHERME
iR, RIMBIEK T

BARK
BRI =B R AE, DRE
DI, XA EYEEMEZHEE RS, FLt
EBRIEE AR,

TRBR IR

RS, (AT LB AR
CYR, #6200 S ARSI T
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NIBEE T kg, RSME/\TRRE, BHES M, 8—REBAXE LR,

Mk EERX RARELS3S (BE)
FEiE: 020-3428 6911
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Be an Animal-Protein lLover

—" o EEETFE
| = = A= X
X/Text Bl ZR B/Photo Tony Wong
il Ee/Special Guests BEEF YDER 17i0/Venue TEZREAGE FOER

S kI, ESLERAENDNEL T8
AR RHMFELLNEREFRA[ER, TTS/E%
B BRI, BATE WSS FIE KA TE R
BIR, IERKERNE 1S TE K AP LLIE,,

R (BB ) 12 BREIHERP R U 5 &
ﬁi#%ﬁﬁﬁﬁ’lﬁér——uz—:ﬁxﬂ{%m‘t
?ﬁiﬁﬁﬁ?ﬁ/@*éﬁﬂu RACEFI P, BB
HAEEEE, E?Eua%%é’]% KEERT
E%D%f% WEEEERYOEE/NE, S3A1—
ENZHEESAXNBRZIE,

I:".ﬁ'r L “-'.ﬁ 11A_‘-- B ’&_
IPAy

-:_.H “ﬁ I \

| daniz L x‘"ér/f(!'}fﬁ' LECTION

Gy EAN- “It RRE MOUEI)

5%,

BB,
RV ERR, ST (FERM
wtgr) . (AERBER) =
R, WAERKEIAL
2i5 A, CCIV(EXRTE)
BRI ARERME. XX
1EZE,

&

L e Sl

e

iUl: e SIEliF N GR

thE & KMEMBAEE )\HZK
BE—+EBEEI2H, &
T (RRR) 2+ \,u#Lﬁ'Ea%o
HEBTEER, BRREE
BB, BE.EFHR. X -
BERER, LEVHRS N EEEBE,
LR (FTENEEE), MiFHMEEES
2R (EREEETMR), IHAH(EHN
(BLEEBE) —H,
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“Three-River” Smoked Ham

=IKBR, = F =l =N, A&F Wl =8,
TR LT 2 R SCRAIR B SIS LE,
TFE= )M PRBRIK T RESE, KBRETRE
I EFENMEETZ, Z T E LS OB
o BEHISIE TR & AkAE, AIRBR. 5
B, @FSLME; AR (RERE) 2= “KBEE
@B FE AR A BEh I, BYE2
TIREREER,

VS.

PATHRAE S 24 2 B T

Santa Ana Unanime
WEEBETORRAVEMLA B, BEILHE, RBK. I5%
1. HERRIE, SORE TIE S TR AR
Bk NDBEREHWRY, BIENETSHENE
EFEBREIAETL, SFEE REYHNERET

ZRETE,

fﬁj‘( KERTERE, AR, EAEE, SEERRE, B7

FI, RERER

&R, MR AEEEE T, MmBERER T
FERIRY MR A PR EIR, R R T =R A e e

BE, HEAPFE—MIABERASESS

HER, RPIEK, BARZR.

ARk

tjls KR, TEMEIAAR, SEEENERTE MBS

£, BABF RSB, MREETSNHEESE
BTN ETEARERER, MAEXAELHE
BEEHER =) IIKBRIG R4, RSN, EEILTE, R
Ra 2, XA TRESBTHPIRE RS aaits
o FIRENEEELILE, ZaMRAKEEE, BR
TEERIDE O BME SAERE, it AR T PR E—TF X
SKHRE, ZERARMEE KA, —ILRZEPTRER T
PASHLTHEE, —hmiRE=)I KRS EHEEEER,

ARERHT, LAFR,

R TLE

Fried Beef Jerky

ZEMIRESARR. BN, DENESETE, TE
AN ES, USE. SFEREEEX W
AR, FIETEEAERBEIEE TR, B T24
RN, 1 RE" FREEEE. REENA
IRZE T, A EREIURE, Lo I RER &
Wz K, EEBRNERFER, BH—F5H, AL
BHFLEEIH, 2 0 RAAWE, ZFEMBIERRE, X
EFRINESKER, BEERS TR, HIAHF
EHMEFITAZE L, BRATE, BURRE, BxEE.
t¥ AmARERE T BT, Bk 4T, i
AT HERTRIBIMA, REERe, HkERE. EE.
R, AEBEEE,

VS.

RS 5 AL 0
Leopard’s Leap Family Collection Shiraz
Mourvedre Viognier

ER HEMLEERNKRESEERTREA—
I, BhEPEEEE, FTHAESENELHE, &
BRIEK,

Eﬁi BRI RS, £THRRY, BER, FRER. 4+

M DU, Rk, ADETRERRRAL, M
57, BEBRITA, MEREREREA T,
TERIRIE N, BRI — > 7, SAMH .

iUl: “EAEETREIFEEERBELY, PEY 2B E5IEM
T 2 SR E S FERHME T2 1), MIFRRAER
HEHI4AT (Biltong, LE/RIE ) , FEERIEAM EFHE
B, BEEFAEEEENSABE, FEEXE B
A s E RS TE F RIS R R RAE S
B, BT B —— S EERENRREESS
A EER, ORAKEREH; TEEAREXAFE,
PRI RIT4b . REREWRIZEMA, “HIEE, IBHEE
BEFMFEMN, FAR “WERS" NRE, XFRRESE
FIRREE RS NEME G B, JBHREARLEEE,

HEmEE SRS o
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FOOD & WINE
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FIBE ¢

FLKFAREFFER A

Roast Beef Cubes with Chili Pepper
FPLIER K BB ARG TR 4P, HE3
AP RIRAVENS, DS EERE KT Mo
FREMNRED AT AEEFTTNER, BBIh5ER
RP|EFNESMAOR, RSB NHEAORKR
8, BB At N EA BT 5,

VS.

I LE I A 0 T I 2L A iy

Selection Jean-Pierre Moueix Bordeaux
X—FCkBREIUPMRIENEYEEE R TR
FIBER, HASMAMEBRENES, BT TENS
TREIZFBEEREXRER, BARER, #
BIERINET, BRI T H A0 BALEH, BHRIEK
2o

BARETNE, BaEBInR, BRLREVE; 15
NS ERNHEIRARGHY, BRAFHR SH
BRIZFATEENRETRARS, KRB

tFFEJHEHTJ/Z\E L5, BT RS, IR REME HH

w[f HHEET (J.PM) ik, RRSAREBR, 2007F0 # &5
ANOEFE, BRRES, SERBERFERIEEE, BEZ
MR EZ A NAE, MESAERETER, LR AERE
BETMERR, EREREBEE EIHETAINR

BERERFEERNFERMNZ—, THRRRZ NG
K, KRR, Brs, S4WRHEE, TIEHRERT,

BB TTHR

Stir-Fried Farmed Shrimp with Asparagus,
Agaric, Mushroom and Coccid
FIRBATIRR AR, AE . KB BRES
AR, 1z BRI AR EARIZ S,
XEFERERE, R IEEAFNHEE KEAE
BREERVSE ST MERNE M A4S RIS, BEBRE THNAAR S
HIBERE, IR S G A T TEE K,

VS.

TR TYEGHS (AR W i ) 1 57 2

Santa Margherita Pinot Grigio

—HOREHN, ERERETHEEREER, REEH,
HEEBERNIAAES, BEWE MR EEEEER
BITEANMEA R BB,

N ERER S, B

FERIMEHNR o

T, NRERRNGE, BHHMA,
P 7E A FPEEC e, R HRITARERBRG AR, B
FL A S IR BRIE S AR F, S AR EIMAS A3

iyls SAIRIR TN LR, RE BIMAKRVIEHES, £
HEERMTRREIFERE, BROBNEEEHREST
SEEEYNGES S

B ERSHEE ETT DB, thRIARSEINR
Fpb R,

TR L BB R IO AR 78 E R R R ERIE R
BZAE, BEZE REFIREEENRE, RAEER
REMNRBAY "RBRERMAE" . RIBEZER, X8
SCAEERMT— RIS,
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NEW DRINKER

TEL, REE, BIREH

i7E )

S

A i~

Z
=

5 =7

J U

g

AL S

Points, Corks and

X/ Text FRE

HEELEFHEENHEFEN, BRHSER "XFUBERBOE S/ IEFRIFO0 5 U E21ES
FIFARo IXEETEA R THAR? AT ANFREAAELE?
B, #AN BRI OAES R ST, WEEBEEFEDFAWID:
(EEBESR), Wine Advocate, fBIFRWA,
(EEENEZR) , Wine Spectator, BFRWS;
(BEEEFE) 248, Wine Enthusiast, fETFRWE;

(%), HDE,

=
Second Wines

WA: Z#- ez (B 2816 -F5)

IR 2B, BONASIR B0 Gk G EEE
T, NET IV HIE T RS, BR, ke sR
EERLAARS), EHEMHECA1003H), &
HEFNEN, BTRARD. IKFTDMA
B, ST TRFBEREINELT, To%H
WIS .

IR R RIAE 2L, S0 M IESD,
R REREEH, RRNSHELE
50477, T T HIS05> 4N EBE AL, S5IA

AL (Colour and appearance) 5593
5. (Aroma and bouguet) 51553
MUBRANRZS (Flavour and finish) 5204,
BREREE SN (Overall quality level
potential) F510%3%

TFERLARBNE, TOUEEES A6 MR,
96-10043: TRER{EER (Extraordinary )
90-954%: t£% (Outstanding)

80-897>: tER (Above average)

70-7941 38 (Average)

60-6943: X (Below average)

50-6943: %ih (Unacceptable)

Wine Spectator

WS: (BEGHZES) 745

EZER (FEBENER) (Wine Spectator) 2
SREXELTERANEEET VY, 6F
19765, £ EBIT200HHIESR, HFEZ
EMHAETREMRIBECHEK, BFNEH
BRI EFEAE T, BTEMAA
RN, BERSHT R ZRE, T
L FMI00K RN EEE (Top 100) 2
ZF X, BENEBEANTGR, RENHERN
BEES KA,

HEWE, RIRERANKAIHE: (F8H
MER ) 2SN ERENREERIF KT
3 ATERS RN, =ERE—
BR, IR ATET R, mBEImRAE
BEBORBPUEIED, i ERERBAN
PSS

(AEENER) ©RKII1005 %], £IFHH
BO05Y, HEAAT MR
95-1004%>: 22 H 484= (Classic; a great wine) ;
90-944: HFE, MANSM SN
(Outstanding; a wine of superior character
and style) ;
85-894: RIF, BAEHS (Very Good; a wine
with special qualities) ;
80-844): 158, BUUZFA (Good; a solid,
well-make wine) ;
70-794y: i@, BLEMAEE S (Average; a
drinkable wine that may have minor flaws) ;
60-6943: Rih, AR, BARHER (Below
average; drinkable but not recommended) ;
50-594): %, AEElR, W AHETE (Poor,
undrinkable; not recommended )

N7 WINEENTHUSIAST

WE: (BEHEIFE) F2%E

EFEREXEN (BEBEZHEE) 24E (Wine
Enthusiast) €IT)F19794F, 2#&SeEER 1
T HEESTFHY, WA LTFEF THEEH
TR E,

(BEBEZEE) BEXB1002%], BRET
732809y, HA6 MR, MUBONEAIETF
o, KBV RBRHR: ARTHEFERREE
Ho X E BRI EIEREE,

08-1004y: £ 8, 485 (Classic; The pinnacle
of quality) ;

94-974: #BY, A1E (Superb; A great
achievement) ;

90-934y: th35, SEH#E (Excellent; Highly
Recommended) ;

87-897: AR, mBAHE, TUESE
(Very Good; Often good value; well
recommended) ;

83-864: i, HE &, A% (Good;
Suitable for everyday consumption; often
good value) ;

80-82%: UEX, BRBBHLITY
(Acceptable; Can be employed in casual,

less-critical circumstances) o

BT A ESEz A, TSR ERIFEE

N HIEFERBIRE AR “Editors' Choice”
(i), BERBINEE BTN
“Cellar Selections” (E#ifgE), KF123%

THEMN LB E BT “Best Buys”
(BEZHE) o

Decanter]

Bordeayx ,

3

201

DE: (MBEEE)

HER (REEE) (Decanter) AIFIF19754F,
mHR T BEER WTIEEBRE, 798
MERERIHEE, th2ESWIDFE—FH
SCRRAD (89K, Rt At AR &5 560%,

KEJLFAE~EEE, MtEETEHE
R ERBSIE S, AT BIADHEE
K MBI SR IR S A BB A IE X
BEARSHNKE RETEEERERERS
KEEFRE BB AT (Master of Wine, &
MMW) st 2 HEERN T WAHAAWine & Spirit
Education Trust ( BFRWSET ) PEEFHIZ4T1
IR, FELX T EENEZ, NFE I
BREBIHE HART, 1953FFHIFR
R, REZEEA+HREID, HE HH480
FRATREZHMERNRENSS, 85
2010578, £ tHFRBBEMWLEHALTXE
280N, thIERETIXANEM, (REER) &
IR S 7 T SR B A O L AL, B S
ENEMAIRE (RER) HFHF AR,

(M%) XABEERTLLNA R MR
RN EEE BT RIS RA R E
B, N TREENHEREEME, £
NEBZ IR T WAKWS,

* % % Kk k HEEHTEOutstanding quality,
virtually perfect example;

* % %k % ZEHEEHighly recommended,;

* % % HEERecommended;

* % i Quite Good;

* T Acceptable.o
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A‘ »,
‘L‘/NEW DRIKER
mEE

EARAREREENTEE, REWNEF?
EXREEENR, —ERBEILIX AR,
NEZW—H, VN EE B EERER
AR ERATENIER RAERETE
&4, MiReRRETE CH,

BHEINENAAREGENRFETIZE
M RFFETIR AR, B—FEEAE,
RANZEM L ETT R A LU

XHE
ERBAETHNRER, ERERSHHAE,
ER RS URRAA I T ARAIRE, =
ERTASSNEEENERIRKNES
BT ARAEBHNFEEMERLTE
RBRE, BFN ENEFRAEAF.

E-F

BB ARBRARG S S TRV
RIEINT T2 RNRXT A ARA T EZEM
BIMR A%, TR GERRYRBRL LRI
RGN T HA, MBS REIRARE, &
RE(R, B—TPRFROME, BXFREL~
AR S, ERAERERLREZ . BYE
BEBGUABR LS BEE N T A, XM
MEGRES, RENIRMEREESE, Td4
FRARIR, ERARTEREALLARER,

RAENMREELRAREE, YATED
REFIRRZEMRLL, KPS BEME, =21
BRIRESRAR, L, ZERTEHA
HRENEEE.

HEZE
ERABAEZEREPSNREN—F, X
REDBAEE, DRAREBENERE, HRE
HFUBTRR RS ENREBEW, B
AMARIEEFNREDERARENRER
WS, R EAEREAAFFIRFL o XM
FEEEATRERRRROEEE,

EHME
TEEANERIERS B4mm-8mm R B B4
PO, FERENES BEREEANMEFOrma
FRRRYAIE T, ERERnsy, =%
BTRAE. R SEaENES,.

WEELAE

RREENEMERK, EREERAGHE—
I AR R B2 A KRR f, BB B
O+1ZE 1+138  2+238 %, HEMBRNZI IR
AMR, XMMEREBRAZNER, Xt
TFREENSMENBI L, NERLE
AEAMES, MAXERREMR, AR
FHIMELES, EMRRE—FTURTRS
BB EER S,

\
8

BHE

E
BRE—MEFHRTZAENESTARE, AR  XWTFE, B2—MIUAKR/NRAZE, (K3
KWHEEATH1%, EMEMASREMEESE  AREFIEEE, TRARRGASBEEHA
SN IOTimA, TREH R AL, B A
SBE, XMRAREZBTAZMENTE,

BARZER R 8 B MR 17H 22, WAEMERFINNSE M. I RREN, BRTH
BENBEEER, SRR, KRE AR NI ULEEBERS TR, HTEREERE, B
B MAEXAMERMTER, ARESZH, B AU 28— RAE LGSR,
BIBAEERB AN "AAER" . EANER, §I00FEE, oAMEARAENRR
o

A, EE—ERRAHBUGH TN, MEBERFMEE MO TEBEEEN B —, EERE
&, FHREM TR INHEFNTNRZER, RUIUESHA L ETHERAX AT NBRALT
FLRFROIRTS, BRUEDE | EHEF . FEEZBRZ —RIE? K818 2GR R R
BERD,

19984, EEMIRBHIREBERLME T RITENRENR, HBEEN—F~milk HrEe
%o AT BRBCMERA, I RHRIEHRAEEREM L, IRARCARA T TEMAMIES
2, MEFRARFRTEEE, MiTHREAITHE,

ENME, BEENITERAINLTEMHREMGE, REDBERRERINBESIL, Bl
BAERS, BX, IFEBENAFENERERBMAR, FRAFEERTEIEME LR,
BHARGITHERERETTE, ETBMEEENSEEMBEA, BiERRATEETE
B SRRE
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NEW DRINKER

) 3]

RIEHHIT A B @S i e B R 8
B, TS, DRSS, e B = —HF
R, B9, IBEEER — DS HAMLIE
2, REANEAEHOENS R PREAE ME
BN S . OB GFEIREE, NFE
—EHINTI,

B (#ESecond wine, s£3ESecond vin):
FERRZBEERBENEEREETNE
BB, RABEARET HARENEE
A o RBURAWM TR RERmA S~

1. R FEN A SR ERANELRO% D
NEE 2%, XEFEW (RENEEN T REE
ERPIVERNRAER, —ARR10~16FIUT)

HA AR & A TR R R

2. FTARMAERE, —MBEERY K|
R, BRATRINE, RARKMNEERE (B
ATAARFHAERE ) RERIE EE, U5
Tt B E & BRI B R

3. AENHN, NMEFEERER T

4. KRG, BHT—RIINME, BES
BEHFTAEIEATTS,

SAL RERNBRA, BTRME, TR
EEABRAN=HE,

BEEELFEMBNEBNEGS5IEME
EE ARk, BREAFAIBECLLE, A
[E— A AREIMBRSY;, BB AEWER = iy
FMOEE TRIBBNS 0, SRR AEAR
BEURSHENRBRFRONGR, ILEEHS
WEREIRGI RIS, BB — T RARIE LR
BRSSP RIRERB P HETRE
IR

HAREBNE ST LUEMENSEL, SENE
B RS FIR BBRISIPEYLR TRYET, B
RPN EIRERS, BREIEFARY N2
fELNEEE80FK, HTBEZENESHE
BRI, FARE S Ee AR, ERESRE
AERIE > AR AL T BIRLEROERL, TERRIEID
BR, £FEME TSNS KB EREE™
LR AR FRUBR A S, FRDERE LI
BT AR G AT L T S B B SR — B — 2R

FEBEmRAI N,

BB T R R BRSEER AR, i
MRIE T BEERREHUFEMBERT, E
BEBERSNRE, FEMNE, BB
TUBEAR T B EERIRL AN RS o

BRENTBBEEEEIZHNEN, BEE
BHREPHRNEE SRt FNTIE, Bk
WERNTEEL T, ERFELE IR
FIRHE, IBEIBAR TR, B, KU,

BB, BERASTHIE (EREET, 4
RETHR) AT 1o BN BRZHVBEE
B3 AEFMRE, BFRNREHF RS K
AKX, MEERSY KM, BENETEED
X, BREWEL R NEERE, RRWN
FEXHAEREERAE 20040, B2EER
+ (Terroir) th @ BT B, Fit, FEEztE

LOM
'I:"P'\HL SOns RGUC{‘

) " ..
i u -
14TE.-\LI MAH"--"LU

ARt - E, AL BRI
TR RAERIEREIE, BINEE R EEER
7, RN A BV AESHINE, FRENES
RIRBEIB LT RERME, st RN LIRS 1
RRRN 7o

BREMAREEEL—NEACHIEMESE
—REFIRRE, MK E TR, AT
ERR RN REESR RS, REE— 4R D
o FIL AFHE IR, MR R BEEEIE
Rk, A BT ERERFN T ARE,
S ERARINE, o E, MEUBMERE
SHH R, RN, I REACH
FEIRE, UAMZEERNREXGREDHR
P, B, Xt ERFRAMA, BDRREME
IE R B RRAIBUE o

—RRKIR, BIREBRFHB N INIERE, BAR

THSARYIH—LE RS

ARIBEE:

Le Bahans du Chateau Haut-Brion -

Chateau Haut-Brion

BRABRE - AAERE

Les Forts de Latour - Chateau Latour

R EFEEIRE - ArEIER

Pavillon Rouge du Chéateau Margaux -
Chéateau Margaux

L= - BIER

Les Petit Mouton - Chateau Mouton
Rothschild (th idle Second Vin de Mouton
RothschildixM& )
INRY - REE
Carruades de Lafite -
Rothschild

FEERIRE - RNIEF B ER

Chéateau Lafite

HASLFH, TERERFENREREK,
BR, RRZLHE, HERAMIIEEETE
IR AR HIRR T BRI B, T2
ABATREIRE, AT SR B
"RIERE, W REABEH B2, KF
RNTREZHIARER, TLIX Bt R T EA
XA,

BRI Kt Z (0], XEEBEX T &M
7S EANE], LA AR B A EAK
2, (b RN AERE, AL ETFE
ZAET, N AERE A REE ERIME QAR
Ei. NEERAEE L SHE RN, HAR
FEEANBRAE R BB EREIE
BUHTEREE, AESMAN, AEEM
RBEEFKRZ T, BNRERE = RBEER
Mg, BREX BRI E XM, AR
ERE, RRACNE, RENEZELERGER

AIN—LEE T IEIREE:

Le Petit Cheval - Chateau Cheval Blanc
BYERERE - BSER

Les Pagodes de Cos - Chateau Cos
d'Estournel

E+FE - Z2LERER

Reserve de Comtesse - Chateau Pichon
Longueville Comtesse de Lalande
ERwBRE - BB E

La Chapelle de Bage - Ch. Lynch Bage
FRAREE - IR AER

Clos du Marquis - Chéateau Leoville Las Case
TEIMEEE - HEE

Les Tourelles de Longueville - Chéateau Baron
de Pichon Longueville

EHBREENE - BREEE

La Dame de Montrose - Chateau Montrose
BOERLLERIRE - BERLLE

Reserve du General - Chateau Palmer
FOERERER - FEER

HIN R o

WREIBERBE—RLLBITR, BRAEER L
AT SAREX Z— P EMOE, TR ER
REALW, WICHEE 1o
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Foie Gras: Enjoy Your Fatty Liver!
BEAT. VR RE AR N2 2R PR

N/Text: R8T Bi0ER/Photos: EREEE

RERF, Rk B EFIZ BN ERI PG 7 AR () i REAFTEIR RS OAE
T A TIREERHAGE, VAR O HY “R =R 2 — ek BIA 7 it
TRARFIT I BRE, Rk T H% S W4, )T B L 2 .

4

i

Tips
AERIAE, BB e HEESRA AT
| ABEANFRTARHE—HFL, BO—FFF |
B AR TS R A BT E AN |
| To TR RAIISR, ANTESEH I,
§@§ﬁﬁ25b BB AR ENITER mﬁﬁzq
igﬁﬁ%ﬁ%@%%ﬁﬁZﬁgﬁmqg

BEHTENER

BHELEANERE LENERE, EXLRE
NITRINERE, MERFREZEARSBARS
RELEBRAEERY (gavage) IS
o REMEFERI R EHERARES

| BTSRRI ATE, BRERE
=ﬁ%m—¢ggaﬁ%§gaﬁ—ﬁﬁm%m

£, %‘ﬂl)ﬂuﬁ-@&%?ﬁﬁﬁl%’iﬂﬂb&&%ﬁ%ﬁ

BT ATEREZ AN,

B JE, XMIEFRISA A MR RAE R T i
X, FRANCERITATHSHLAREIFA
SRR EHT(Cratinus)FI1Ef . ATTHISE14E,
Hr EBIAE F I EEF (Agesilaus) iR X,
HEDWIR R RERNIBESS EFEFE
FHR, BERTHIEMTHhE X A—MEE, By
KE LM (Puliny the Elder) &0 5 4R HIZE
BRGERT (Marcus Gavius Apicius) 4
TIRBIEIBHMAIBEAKRE
NEERT

FOEERTE, BHEA
HEEMNKRBR, S
PNRFFTHEATAY
£ 5 B BN E
AT BEFRE
WEDX—EF
FHIN—FRUL RN
t, ZRIBFNE
GRWILAANRE
Ko

ms, KEEH S
RAEANBIFE
7= E 0B #®
&, Bl
ah, B
ESNESESN
FENE
IS AT 908 %1
KE ATHRYE
EISATR %, AEE
E2006FEHE T HER
R SRR EEREMNER X

AR KRS AR AT

B, EFEXEH AR ERHNARER
B, MEREN, #BITHEEie grasR =25
BAFTo UmARMIE% DR AR T AT
{ITERIARER R A X —EREZ T 5,

TR E A ER A K MBI BEAT A9 4> KT
& —Bt

Foie gras entire: —/SEEREATHIF A ATOT,
M METEIBANZEENT, TUEE
2 (cuit) L 3 (mi-cuit) . #T&F (fralche)

Foie gras: NEIFFAIIE S,

Bloc de foie gras: fTEeBE A EEHITAL,
E>kfoie grasmIbLBIA>F98%, tIRIRARZ

avec morceaux, ¥BATHILLBIZE X BIANMIE T

50%, FERFAMEF30%

Mousse de foie gras/ Paté de foie gras: =
RIS SRR REY, 205

50%IA_F FIISATAER A E A R Z AT,

Parfait de foie gras: ZE/D&75%IX

FHRSATA DA EMRE
FIATo

HTRTRRE, =2
RISAT — MR #EB 247
WS B LT
HE, £%E, BHh
AT R 2
HHAE A REETHE L
A, M EE G
» TERAESHER
LRI
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Size of Cigar
EEpililENy

~=T

FRERS

TR ZDE N L AL, SR BEL) B2 LG, ST RESe e R B AN T3t
B URARF €0, PR AN RS 2 S 2 B i

RBEEENBREEREF. MiRtF. BT
REHE . ARWAIRES SR —H,
EMATREERR/N T BT I RMEE
F (Parejo, Bk, BE, FE), BB AN
MeEF (Torpedo, L3k, HS, FE) . &
FHEF (Pyramid, 23k, 5, LE)  FHk
RF (Perfecto, Rk, &5, BRE) . B&F
(Presidente, 3k, H5, HHAHER). £
(Culebra, 3X K E G A RREHE, T IAS
FAERMENRARDZ) - TR, T
M, BIBLEFIRE FHIRIedelTh B B —
T, SRS REAOAE. MRIEE I
ROBGRE, ROGEEEMRIUENEEMA
NI, FHRENEEMEHFENRT.

SRR R E B AR DL 750 FHAR A o &
A, $TAE 15002 AR R (Magnum ) |

30002 ARZ M (Double Magnum) .
4500 FHERE 22 HR (Jéroboam) . 6000=ZF
FE (Impérial) —1%, EANESEREKR
M ISRFEIAER (Corona, 31242, KE
142 ZK) HEAE, BETEH K TR (Corona
Grande, Iff242, KE155 2X) HER
(Corona Gorda, /1246, KE 1432 K) . #8
RT R (Gran Corona, 347, KE230 =
k) . WEFEF (Double Corona, IR249, K&
194 2K ) /NERE (Petit Corona, 2242, K
E129 ZK) %, Ikoh, RBRASEXFDHE
T (Robusto, 2r1250, KE124 ZK) . E&/R
(Churchill, BM247, K E178 =K) . BAETR/R
(Lonsdale, 3242, KE165% K ) . 1AL
#7 (Panetela, 381234, KE117 ZXK)--~-F
RIS UK, BRIX XK, BROEME, B/
i, B KRR, EmEE! TR

THE HABANOS SIZE GUIDE %

LT FILLER

||||||

A (BIRMETRTIEE ) MET 33N T MMM 70
MES

=, EE—IS, ARG BRRTRE
GBHE—ENEA, LEINEBRTREIRE R
298, IRRA2~45, KE127~1652F K, FEIX
RSelEA, HETER.

RIEREIEHEEM70%H = 8. 80%H~ &
FNO0%HIH P ANRIRE AN BT S B (Habanos
S.A.) 2007 F & 7RI (MG 1A ETR~T t5/a ) 78
], ISR 22 T 33N S sk bR 92006
FAFEHFOMES (NEFERERMZL S
RR), R EI AT BB O6F K EY
21%h, IRREF M3 (WEERIZX) BI52
(HE5ERZE20.62X), KESEEMO0ZXK (4
ZT) BI230Z K (9% ) o BXtL AEHES
MRSTRIKL—AmE.

A5 FEE MmN B AR E—,
KB BESRZRARRFIZREFHER
B BB, BEFE, RESE AL ELRKS
—HRo TR, ERRBEREMART, A
BEREMRBNEEETEZEC .

B NEAES TP, e FE

(ring gauge) o MERHESMERAITE
By, BABNIN1/64T T, —HINR4200F
2, HERRN42/6435~], 1R10.656255 T,
AE16.72 K,
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2k X XKH

TS L0 SO SR S SR A, et HINENLS |, BETARSERL 2L

FHWRIE, IO A ZL R IR K

BANESEREEEZWNT. "HMEREL
XKW HEMRBRTZ, RUEH
HMNERS], e B REHER T HKIE, 12
WWKEANERBERAERK, " —FF
REBESFRERNEN, BXEXKNE
BS54 (Romeo Y Julieta) B9 ER A
25 (Julieta No.2, 34247, KE178ZXK) o
a3k, IR S RN EE R,

HEEW LU, A RS M AR

(Ligero, MAEABMRTLEN AT ) LEBIR A,
MR LR FE, MRERNESESE
ZOABRENFEMR, ME, HHEREMEEE
MARFENEFEF N MAKEE RN
PRI TIHERRE, AR A% —, MART
IERN BGSRERIR, DRt BEd
e, IBEIANEW (Cigar Insider) 2007F 78
E(ETHBETER, BERENRZEM
EHESR—90%MNENMIELZERITFMN
REMEIT. 46BN EMIELBSRFNER
==

Y
= 7No

— = — S - -

D Swm— s S Geewiem G S———

ATHPRTILARBNEEEEES R

o

BN, HEER(EMZHE) &&K (Cigar
Aficionado) JEHH “2010F E 25 TR S
R, RRRARNIAESE (HE5ER22=%
X)), B/\HIthEL6 (LEER18ZH), &
KEHEMNARZRES4 (FEFEOX) 162 (FH
BTX), RINEEINZEE6HI1. 50123,
4933, 48M1 0 SMASKE, 26X TR E F
A20 AR ESORL F, X253 EHAK
FENMI20Z K ENO3BAKARE, (BEAIE
= MNEMEE R, HNEMEEL R
g, BR— MM H T,

cigar size chart
eec e

- ] ] =
- t w -
] 1] & ]

LR, WE MG A, EENEL E
LR OMEe B RTRETEMART, B
MR RSHR EE S ARV e AN 8], tEan g

0000
RISUINE FEHE, K — S NEIRENER . . . .
REBT, BRNTHS 5, BER—TED,
Rk —SARME NSRRI —T: 1 . . . .

RBREZ G, A—ARTENNBEETA
o, RELTERFFHE—=IL, BER MR
— X XK E SR

ANEREETMEENITEAN

Habanos Cigar

| —
| ——ap
| Je——-F -
| ——
| ———

¥

e ] S — i S

mmannRmRnInRnnanne

Parejo
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AT TR EIE/NT]
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HEE 1/ 30

AT B T, TEMBIRIAR =502 — R, RS AS T 2R . Pali)

SEF AR MRS, WS T AT

WX EHFRESEMm, RABERE
N Bk, AN IZEEEZ NS EK
H——BRNE SRR E BZE— MR
HOMRTE, TIAFERY T B B . AATNES
ANEEFRERENRE (—XEERES
EMNEEERLFISR, BESES ), &
MhFEE LT E N —BRAKUBE—
HAREHHTE, SESBRELE. O
Rg#; mEA, MR—EVESH, B=ES
PR BR AR BB, BEANFEN, SR MUK o

Hit, ZNABEAS MR ARSI A
77, WL E AR SKER S R AR FF T RAE 4o

HMEBENR R, FELEARER: &
ENFHN=pz—BT, MEMBE—1F

ERICH =z M0 . BRI R =
2z —RIRE, SHHTERIREL 2R SAFR
K- TR (Jane Resnick) 78 (Z L
Higm) B, “HEMAKAUE, St
RAUR, SMNRIERITEEZE, TSR
HEM, EmBRE =0 —KERN, XK
HEIERSERBER, hINEERFEE
B ZURIG AT, B AT,

W RBLAREANS, EERIBER, BXE
HEARBENEIIANES, RRABIE
B LB HER—O 2 5, IEE M EI
RREARKE BRI ——R a8
K, AT AESBTE R X MR, 1R
ZER—EIH R (Tesseron) FE7!

A GREE IR R %A — MK TR A9 AR
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Will Lafite Remain Emperor of

Wine Forever?

RIERRTE, FRGAK?

S /Text R %F/Translate Wolf

BEREEEN. HEEFEAN], KEBIEE
BEBS IR T,

FIHE (ATTHT259~ATLRI2 105 ) 2 ER
E—NET, N AEN N ENREET, &E
(ATCRTA03~ATCRI221E ) NEERE, &
—IUEEER "RET", MERKE, HAT
BI221 LA EI ATTRI2105, ARHXI1E,

TEASZABERYIEEENE L, REFHET
LA ANK T . 1815, MARA T 2B KR

YR, BRERKEFBRESRR, TAT
210597108378,

REFBEE, BfTHREFHEBRER
B RRTER R A RITHE S| ZIRELAI A,
HCHEBR TG F2N AR, BRI
LR TEREEL TEFAAEREETF BN
HER, RIBERETEFND FHZNHNER
=, UERHAMID R ERE B2 TRHEM
2, EFNF RSB LR EFZ®R, FHE
ZHMAER & XA EFHSHNFE, DUE
BRRRK,

REMSATHRR, EFSHEIVEREHAF
Ko ANV ARIAEMN K TEHRAUREN, KM
RKBFHFHAERSIEOKABREZ FACS

EmR
CH'NG POH TIONG ( %%l
w) . CRREWEBHE) . (T

MEBEIIER ) HARA
g (BKERIR) . KE (REF
Decanter) TH{E%x

KEBENNAMA, TRIAMSET—HE2
TIRIA, SKTEF (AR RBENBE
FIE) BR. REHNRXNFIEZREIE, AT
AI2105F, FH21 5P EFHRZHRAREN, T
RS XEHER, BM3FE—ATT
BI207EE—— R BhEY, KR E X AFFE:
T4, Z ERA RN TEEmAR 2 7o

NI, BRI AR—NEFTHE— T ~
i, RARRZEEBEERESZBENESY
B, BARRIEABEORIRESZT, BH
TREEXISSSEFLEMNARN—REPRT
MEBH— Bk, 773ERIRE (Carruades de
Lafite) WENEALSHMN—RR—RERF
7o

XRAARA?

E T IR RIEE
=BV BIR AL TESLE (TREATIHIT
R ) XX B R LA I B 50 20085F

BB, At AR IEETE I A R

"RARIERFEAERNTHNE K —RE,
20LERTHEBHIRemy Fine WinesASIEIA

BRI, B NRAR AR —RER, 1L
FERORRLBEME. REATEARAKA,
HTXANRE, TENEASREBRMIE
MRS E—MREREE, B AEAEE
I E. BRINEZEIF10MNEA, F—HREE,
AFFBEXNOPAIIIE S R BIERE,
AALRBSNHECNAFIE, T AR
SIMAFINE T ML M2007FRHMARER
FHAIMSGEE £

R ERTR, FEPERFERA TR —REF R
BENER, REANRAMBERALECHA
RENENETE,

LI —RARRIASRS LR AZE,
THBEBEERETW, HILTFENAEES
RETSRY,

20ZF /T, BRFENINIRBPERR R, Tt
KEEEREE. B BXRATEZHINE,
BRARMERNBE I AREGEME T2,
Mo RN EBERR, REERAF AT
2, RAMINTIANRRMEIER—RFELE
A=BHATEL TR E, TEEESRH
A& B R,

NEFEFEERLHEE
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FASATENR, F8aEE—BERT M,
BRI RCAMIAEETT A —BR5), IR,
TEEFRANB RN PR AL A ERUAVE

o

. =
Lady Gaga

134

SR MR, TUHAFE—RARIAS(E
R Z2 M NET R = SR ERE 2R &
1w, WS NKLIERMNEREDSRIRE-LIEH
PR SIEE, T 8lady Gaga, MHEHE—K
TEERIATE], NI A 2008FME

NIEMLB R RERFBANEGEZ—, B
MRAKRPBETHEEZ I, R E R EKIE
WX NERE FATE,

s =R AFA R B TBE,
FFERZAER (960~11274F ) HREFT &

TR
LIZKBIR , #H5RYFR (1067~1085) ,
—BH R RN E

ZH
ZS

245

R FHR(1085-1100) G2 f5, s
HA— N LFHE (1100-1125) 4k47, RAE
FRE o

METENHREFT TERAR L EXZEERA
B, TS ERAFRBIER S his, E
BHE, SNM—hEFRESE, MmEX
BIER— R, T PHRA ERXAE
KEZRNWKES! m

A Sommelier s Experience

HAZRRIED, BRAZETWAREILZ;

NFRBEMZR A M4, REREL
HEINER {EABR EBIBRIE, FTE
TEBARDEFAERZRNTIBRE, LHE
AR A BB RN AZ YRR E . T X H L
R— AR RALRT MkeE, B IEE
EERBTIERA RN —XBEE

%o

B A RANEEEN T FERRE, o7
B—MARNEHROeExk £ Rt -
BIEN, BERMEESIRBRLFIEBA.
LI AFEAE BN —ZCREMERET,
AXEFEAZHER, RN RIE T —RE
B BTl A E R, MGEZIB—IS &
FELURAENBROE, ZEERERIN
KIERAIER, TR EiFTth=ul ARYTE
BB, B2, HMF RS T ERL, 3
H—BBHB G FEERFR, BOE
BREBNNEZNELERGFEBIT Bt
ERE, BRI TN RE, RERM
B

AL TUAMITET, B4R
M7 " fihfalo

"BRERS, (RUTFRERAIMIE "

PAN
A4

FIMEY 2R B

AR KT IRBEERATX AL BN, R
HEBCHE S, "B, BLRRUERB
BB, " XN M E/NRIBRA, B B AT
2R, “TRRRRE AR IXFOR
L? NRREBERE LA,

XHFRRRERETRIBEINE —RALE
XA CHBEFEFER BRXEE LNTMNE
Ao B, MIFAFE, BCANHBE NG
BID, BAEER, XREAM—RELE
RENS

i ER R RSN L RS L BIRET,
AT IR R A IERDE. XL
FEEBANNE ENE LIS, SET
KRR RERNTE. WHEVHERET
TRREY, ZR—FOBEREVIH/NTEA,
EREEAE RS T B o R i N il —E 2
RBER, UFEIREFEEXERER
TRl AERNEERE E N ERE S
iho BAFHEIMARA, hE LS HIETNX
KO ANEREST, BRIFMHETTHFED
2aExH,

FPBEMNTHE, BRMEMEETL—H, &
WHHRE S B— N EHREALYEE
BRIETE. 2/ERA0FLE, MILFHRIEIHR

HRER
BABESESERMBE. 5
. WERENSEAREL, W
BRESAS THEBHRELHR
SRR,

BERT, A —EEBELEMREND
FERIEEZWA, T2 HE BR "THA
AP TN , HFERT "RELBLE" 2
BIRL R Z BRI A S ARV E RN, T—
R, FERIRAE RIS EN BRI AR
BT, BB RGEIRER, BREER
HOREEAE, R NSRRI HNER——
R AR ERBRBRESE SR XA, L NER R
RENNRA— BT RHET. 1
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Rose Rose We Love_/ You
HIRI IR AN Z

HEE, KBONEEE~XAZH D EHE
&R EEE (TMEBRBRAFEEE, K15
HRosé) o ZHFAMBREEZF I HRMEE
Domeaine PonsotATBRAIR0sE, RoséRIN 2
WRAEREEAZ, EMERLREMZEEE
INETERMRBENBERISNENE, T
R R RIS, LHRARKE
A, Roséfsfuiiaz B EE ™, ERUAT
= AT IIEHE, Rose e EMTEER
EEBRENSR AN THNZFRIEN
REE!

FEXth=Rosé, mEBM—"AOC, 4 Rosé
de Riceys, B HEHAI N EER KA, 2t
#NCoteaux ChampenoisFI4LiBE—+E, BxF
F0H, EMNR~EWRD RitEEPERosé
Champagne (M BRFBIER ) sHEH
F7To AREHE N —HAIRose~—+f, T2
RUECHIBRE L, —AfRosé B2 XK AIFRD

(Blend) B977 =X, RIFEAR AR AIEBEESE L, IO
BEMLDE, BRMAKLLELHRES R
BARAE, XA R R B EX HliERoséH
BARVER, Hfbih AR AL AR
FiRoséY,

AN —FRERIEROSEBAREBN A A ATIBR
B3 (Maceration) , SRR (Saignee) , X

AN—ARERBIRoseATT L ARBEARML, BREFRX
NRRSEREFECZNE, BBFRLER,
R EAXNTERFIERE, FEEHENM
BARSAY, A8 E SR MR B P EE B,
FBEHBE. RRS 5T IEATRRIDAF
"I, AT —Fh75ARRBIFIR0sE B4R,
BERA, BOMLE, NIRKHE, LS
W a7 NEREINRoseER, BIB RS
TEARE, IFFERILLE, DR,

ME XA R T BRI Rose BRG], the
BETT I RKAREMFR, FiHuge Johson
FHRMEEFine ChampagneZLs e s — 1
IR R {ERosERIR, HAT+5, KEZHZ
AJ (Maison) , MEERGLIRE, KEZBLA
BIARA, HIERANEXLEAR] FERGIHE
FRR—EEI= 5, LRANLDBHLLS], o7
FIERE, BE, EEEMX, BERANLE,
T HEEE Prestige Cuvee (SZ4£ER) AN
08, ERAESHENE G . 5%EECrand
CrulElX FIEBEILED, X IFEEEEANE,
R A A 2R A, A2 —A N Fregsait
Ko XA, ARMZRK T, BRM (Recoltant-
Manipultant, BFBERS ) [ 8V IVERE, HRosé
KEF A M, Wlarmandier-Bernier. Vouette
et SorbeefISaigee Rosé, HiB Kb A AT
RER, RTFREShIEERRT—

&S
IPLin, BERRHHEHIF, B4
BEARHE.

AENMZHEBERNKE L KBERE
& (Dom Perignon) ‘&) &, HABKAREE,
Dom Perignon Rosé B9/ 8 R 4%, FABEE
TEHIR] KIRoséF B th RS, (BRoséB1R
REZANEFTETENEREREE, I
HATFERTRRIRERZE, BYlS, Eth Ay
PhZRose E1&, WAL REB 2 SMOSLRRL
1RIERoseRASILRKLEN! M

FEMEPHIER

Jurassic on Your Palate

B ERREF L a

HEERES MG, R TTFTELENRE, 3
TR T BT U R, EEERETREK
FRBHEES WNE—H—ME X, AHH
BAERREE, o 1nlae FEEEE
YR, ST R, IREBXABRE TE
R, BERA RS A ET, RFANEIEREN
BELRR, EEHKARLHXETEAHERA
Ro MIFBITITREA LI, REKMER TES
BV ARERAAIARE), XESHIGNTE
HAPEERE—, W EFH—a)
W EREINIIRERS R — &R
KT ERTUEUSNIAMER IR &, R
TRE) |V NI

FRRE—, RIRFIALL ERFRE, A EBE
%, AFRARETHEN—LF
(Chablis)e ML HIE— IR TER, MY
SRS DR AT, shEA S AImens HT
ERANBERT ), (F3# 7 B AMARFH
I, BSOS a1 AR,
FEIREEEER, AR, XKIEFSE
SIASEHE, BIFAS LRt R D IH SR

B, SEEELTRENEE LIRE K0k
XHRBEAEE (2 08) NEMESK, 1138
EHETHESHELNNET, XMETHIR
W EACDAM KT AR AE 8 FE T,

L R BNIRE R EBED A, BBE
FRBIARAE. TIREVRIR, EREEMa
R EAS A — T R, S —aE
EEFERM—BEZW, AOBRKTRAX
LAMT, ILRBAEE S HNT YR
FFTAERAR, B EIEARRERURES
FSRE A A TR RN FRARE, £51th
MEESHRHM XA ERARESR,

XFEXNEERMEMNNEE T XER, B
KiE 512/ NELEF(Petit Chablis), FEEF|
(Chablis), EEEFI—ZREEl(Chablis Premier Cru)lX
R B F4FZR FE (Chablis Grand Cru)o IlRESZR
NELFFRE, BREEETBREDNWARE
EHRLY, B 2EER, RS,
MEREASRHNE LRI AT, HiE
TR = R aieE, Rk RAEmaE,
UK TR BB IVBRIFSET, 4
BFUZNERLZFEF LB EKRIIANRR
BEHRE, RPN AEHAER T, ELSA
5| RAERAERE HES TRA, KB A
AT LUEF R EIFIER R N/ N BgER
RIA, EEREGRBERE ERRFIRNANA,
th B SR TR A BYEEI T,

—PNRMBTFE, —FTAREIERAAEE
#t Les Chablisienne, I[FEmtEMEY, K Z2SRH

MREE

kB eZWHEBER S,
BLE, RIBRTRBREEELSXE
REX, FAHEFBEEERPEXEHE
T S#HE I, GQECRBEERR
AEHB=EHTE, FRFEERRS
WEBFRIMENERR RS,

7, BBRE NERE ST ERKENEN. A1F
HEIEREERBM, HAEEENRLTEE
BRATIR T, "RENUNR" , XENAFEK
EHRZARINEY], T T PRIEREE
FRE A T TUFRBEAE (B, RREALEES
EROEESIR ERRRELDE, AMERKE
HE, —#KKRREY, T8 RRE RRA
TYRARNELH, BEHRENZHTE
BLDBABER VR RAEIR . LR EBEBEC L
kERBBEE ORAERE, BEXNBIRSTHE
HRIWASENEEEATEE—BEY
0, BEHAREREE S TR |

WATFA TEBE, T BRI EEY
EEHEERN:

Chéteau de Béru Clos Béru Monopole Chablis 2006
Daniel Etienne Defaix Chablis Premier Cru Vaillon 2000
Domaine Christian Moreau Pere et Fils Grand Cru Les
Clos, Clos des Hospices 2009

Domaine Laroche Chablis Saint Martin 2009

Domaine Louis Moreau Chablis Ter Cru Vaillons 2009
Domaine Alain Geoffroy Chablis Premier Cru Vaulignot
1987

Jean-Marc Brocard Chablis Grand Cru Bougros 2009
La Chablisienne Chéateau Grenouilles 2007

Lamblin et Fils Chablis Grand Cru Vaudesir 2006 i
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Here Come M Ws

RIS T

—MRREE— IR B

HNTEDLBRTINTEREE S BRM
=, KINRHANYE LG EMEMNE, AR
HEFBMABR. (EARERNEAEHEY
&, RO HE B #-Ik5e (Robert Parker)
K-8 3 (Hugh Johnson) . B 7B E#
(Jancis Robinson) . EMHT-F=7 4k (James
Suckling) « ZRE K- BLF) 8k ( Jeremy Oliver) , &
BT EE TN R F oI #REZ (Jeannie
Cho Lee) FEIX L AMIET, ﬁﬁt E P EFREY
BTRAEENTINSREL—BERN
ETVFHELR, TREEAERE LM
&, 12 FTHEMTR,

SRPEC AT BRI R RN
™, BEEERREXNEE AR, HEHM
BB A RNT &I T ZENEE, RIFES
REFEECE A —MIREEH LA
R B, KEAEANTHIERREEMER
BN T ERE B M9, FERNERTH
WTADEERFIAN, NISENEERL/\
IR EEE B TR, KAE HE
AN FIEXF—DFE @B EEER, "X
)" MEREMS M. k=, BSFERMA
TEEPIRESAN "SR NFE, MY
SEEFEEE S VAERERATE, 2E
R AT B AT R SR, Bt
RERE, SEETERE L

FV@E]‘EH ZRTREIRY “RIBA1", WK
B FEH. REKRIBEHCH

HHE, MRS RNE_RPEGE Bk
HR L, REREEEERARRBREIELH
5.5 LB IR (Steven Spurrier). B EEA B
2T fFLynne Sherriff . (Bettane & Desseauve
Guide) BltaMichel Bettaneth BT IH A
MR E b, BT 11 AEEB /201
FEFEEERRAZS (WineFuture 2011) ,
AAMNHERSERSE FBF. PHRIRE. 2
"I (MW) ZEIE (MW) ETFRA
(Pancho Campo MW). BB TS MR
(Migue! Torres) « KEUR-E2(Michel Rolland).
$FRIF-FERR. Wil X B EEA)HDebra
Meiburg MW, Stephen MackZ, RELZHETT
HERRDIKS| T Z AR, 2K
RIS T X EREANEL? T ERR
&%,

BRIt EE S EL RN, FEEE)
[ERENMAT R R, Tt REERIWSETH
TBITIALE, 2 EEMISGRHBIMAIEERR A
BEBZHEMMNI BRI E, hE oK
BERHEEER. SRS A EERS
Mt MIFTEARLERBIRESE “1F
JBImAVTMaster Sommelier” 5 “#& B XM
Master of Wine” IXFIUAITRIAIE o XA ZE
— A, B35 ER” o RSP KIT
SRR S (RIMAIFRERT, L3RS
MWERSFIART10%) , BRHXENEIFAZ
s tt, memINALRMEL, 25 K1k
(Z20115F68), BRre i “GaEAm”
RBE2891, M1 “FEIMAM RE180M, 3
Ry A REENEEE. AEEEBR—EEM

TE

ER#EBERNDS (FILLEV.) A
BEAFFRE H O A2 EBIE
PEBXRITIRE, FEBTLHTID
BEAERRE/ ARERR
(HFEFE) 5

AR, BT HIREHAE “FEEAD",
BEESHNESR, WSELVFRIEEREIN
71, R EE,

RIE &0 AMIRERET L ERRESIA
o], BZMhERE T E. AHEXMBE
FIANHIEEFENN T, ELFEBFENM
|ONER, X—TBTCECHIVE, MEEEN
KB AL R AT IX EARE A A IX KA
X B FBLEREERN 17K, BETEKE
THIRS, FEELHEMATA THIEE, 11
T ASI A =R, ki EEEE
PFABBIEFNAERA LAE Bl . 5
IR, BAA ZEE— IR, EEIMSE
"ERER, EROEANKESXELTRE
AR BB BR « UETHROEET
IMEFLEANFEU, WRIRE T (FEBEAS
$>> FYRETIARSCH B AR ThEFER",
ZHS (WREEFBHE), Fatal Ak
%%}ZEHEE’J HWIBHR", WRIREFM LS
O00FUEFH M BEICEEICI SR TR, 1
FEIRE “AIf" gtz 1

BRiHREBREZEHHESOBRANERLEES
TEETEREL AN, EPth B — LR B sk
&AL, ffﬁfﬁl’ﬂ] SEIFEENRINE R
Ee——"ZBEIRR" , AR R E
XT%%?@&%%’TI]%@J—/?%, T
R BIFAEHRTEE, BEBmE RN EZH
FBERR, MAREMMERE U o THHR
REAS], NETIRAFEEAENIRTR S, XAF A RETE
B A M X E PR RS Em\éii
KA. M

A HERITAGE OF CULTIVATION, APPRECIATION AND ART OF LIFE

BMREMSEXLZIR, SRR, RIKEEOEA

o g&‘m i
‘ CZILJJHHl

Wanled Whine, dnnwersan,r

B Il g - 8k

BbPURF:ﬂM)BEYOND
1996-2011

I“His - GUANGZHOU
201 13E11 HoH =10

AUSSINO WORLD WINES FESTIVAL 2011

201 15 P4 b i 25 1 S0 AT

THE LEADING FINE T WINE SPECIALISTS

ERuUEUAEATER

® 2011511 A9H [ _'HE."FACK&EE FFIICE A
« WilE B iR # Wine |dol Compstition G AR T LR SR
._.,_ age | rnce A ||Il" IPD” ne Lecture And
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Theme Dinners
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Montgras

B#i: 2011-05-11
Mo EEMER ERAES
Shangri-La Hotel Guilin

B#i: 2011-05-14
M REFEERARE
Shangri-La Hotel Dalian

R
Domaine Faiveley

B#j: 2011-05-17
M RERFHERDBE
Sofitel Dongguan Royal Lagoon

H#A: 2011-05-18
Mo DETERIARAT
Soulunig Premiere Club

EEmWLL
Blue Pyrenees

H#3:2011-05-31
Mo ERSAT
Meilun Club

H#3:2011-06-02
Mo B BE R
Grand Bay View International Hotel Dali

ikl

Tesseron

B#5: 2011-06-08
o KERE
Lake House Restaurant

BI#: 2011-06-09
AR i A%

Shunfeng Restaurant

EHERERLFTERE
Chateau Pape Clément
& ChateauFombrauge

B#5: 2011-05-17
A I T
Shunfeng Restaurant

B#i: 2011-05-18
Mo [T E A
Afeng HongKong Restaurant

B#3: 2011-05-19
o THAIRE
Wauxi Grand Hotel

B#8: 2011-05-20
o EEERBIUERE
Traders Fudu Hotel

WE
Two Hands

B#i: 2011-05-27
M ERE RIS ERAT
Tangshan South Lake Violet Swan Villa

H#3: 2011-05-28
Mot BEEET (A58 )
Lakeside Western Restaurant

B#: 2011-05-29
MR B AR M PR RS
InterContinental Nanjing

ZTER
Chateau CosD’ Estournel

B#3: 2011-07-25
R BRI PRIE S
InterContinental Nanjing

B#3: 2011-07-26
MR KEERET (I8 ) EFRERE
Days Hotel Changsheng Jiangyin

BT
Weltachs

H#: 2011-06-27
oA R ERRIE
Yongkang Hotel

H#: 2011-06-27
Mo &IEEEIEE
Pavilion Jinshawan Hotel

H#: 2011-06-27
o RIERIE
Royal Garden Hotel

B#i: 2011-05-30
ha REREE
Kerry Hotel

T

FOE

Chateau Palmer
Al MAEDR

HH#A: 2011-05-23
MR BEAEE
China World Summit Wing

H#A: 2011-05-24
A RIEXUANEETERERER
Aigrette Resort

HH#A: 2011-05-25
R AHKEE
Nanning Red Forest Hotel

B#i: 2011-05-26
e EXRE—K
Four Seas International House Chongqing

B#3: 2011-05-27
Mo B ERERE
Kande International Hotel

H#: 2011-05-28
Mo R FOEE
Yucca Hotel

140

dABEE
Rockburn

H#A: 2011-06-25
Mo RN EE R E RS
Jiali International Hotel

B#A: 2011-07-12

La Seine Restaurant Francais
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Tastings

=i
MontGras

H#A: 2011-05-09

Ine
B LSS

EEmL
Blue Pyrenees

B#i: 2011-05-10 HH#3: 2011-05-12
E#3: 2011-05-10 HH#3: 2011-05-12 H#A: 2011-06-01
B#5: 2011-05-11 B#3: 2011-05-13 H#A: 2011-06-03
s N
pi::E A
Tesseron
B#3: 2011-06-07 B#3: 2011-06-10

B4t
Weltachs

B#: 2011-06-28

B#: 2011-07-01

aa

Rockburn
H#3: 2011-06-20 HH#A: 2011-06-22
Hi#B: 2011-06-21 H#i: 2011-06-23 B#: 2011-07-13
E#3: 2011-06-22 H#B: 2011-06-25 HH#:2011-07-14

P SEEDS

“WMREBIT BEZARR
The Art of Aid, A That’ s PRD Charity Art Event

B#: 2011/6/17

A SRS O R

ESUNKRBBE=FELE, THAT' SPRD %
SHEFEEBVKESNITAD “REZK
BT MABEEZAMR, EWHER
JNMEZREE, HEREEHEXEY
L. ZERS. ARFHS, B,
SMERGESHAKE, BUYRERRA
SUINBERR TR —0 18

UBTHE——HEEZEBERES
Reading with Wine —
A Tasting of Wines from Four Countries

BE: 2011/6/25
MR TNHRERERBESSRETRE

WERK, MEBE, BELEE, —F
B EXBEXRNFE AU K] 6825
H, BETHESE@EAFEXLIOKT
APBEVIPERAENT — S FEENEE
BB, BT HE (AEESHE) 5,
EEEIRRERIABFEHHEURSE
N, SRR R BSNEEBENE,

BRI H
Chile Day

B3#: 2011/6/28
H: EBRBASE

68, BHEFMBREARRALG L
B, EBRBRFRKEEIEERERES
NBAXABER, ERFEARRER
M- EEENE, hELEEEEL
AYRSIENEEFARE I RB0M L
BERMMBAZERET — 5B LR
BHNHEERES,

EtREE T BEBVIPAERLES
Bosch & Granbuy Household Appliances VIP Tasting

EI#3: 2011/7/23
HR: [T KA B A RORVIPE

AEREE L FRN T B BRI E R
MR, RASERBEVIEAVIPES
E2H—HEBRNEEERLESR, AKX
MLEA T, FEEEE N RkREERH
BEEY, HFLENR,

M - RERFRAZE BnEARATRES
Wall Street Investment Summit & Wine Tasting

BH#: 2011/6
A SRAEMNT

68, BENEEBESZEILS. AR
TREENBRRATABES. BRTRA
DI —MERHRT L AIRAEY S
wroh, EEBEZVHNEEEHRARR
BN REFEE,

INKEEBERZIRE(EHESM) RiES
Taste Wine, Taste World

BH#3: 2011/8/20
A TNHEMNFERSRRUBR 1S, MRIEESNK

BE—F-ENBHERED, EEAEEX
WRDETFT R R B RS HE )
(BEBESH) A%, BEERT4RE
BERBNEEE, ILEEEMRBENEN
hE I T BEEE SRR AT,
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Product Awards
JRRETeE ,

Sonnino Chianti Montespertoli2008

86/100 ( WIEEMERK )
Wine Spectator magazine

Saint Clair Marlborough

SauvignonBlanc 2011

X, FEZEFEEER

Gold,New Zealand International Wine Show

Saint Clair Marlborough

SauvignonBlanc 2010

R&X, BLLUEFRASEARE
Double Gold Medal, San Francisco International
Wine Competition

Saint Clair Family Estate

=ZREBEE, ASUERSEEAR
Best of Nation, San Francisco International Wine
Competition

Blue Pyrenees Shiraz 2009

90/100 (JE1BHT - MU EHEEE B ) 20125
James Halliday Wine Companion 2012

Taylor's Estate Shiraz 2009

Blue Pyrenees Midnight Cuvee Chardonnay 2008

93/100 (&E1BHT - I EHEEELB) 20125k
James Halliday Wine Companion 2012

Blue Pyrenees Cabernet Sauvignon 2009

93/100 (=BT - MU EHEBEEH) 20125k
James Halliday Wine Companion 2012

X, FREZEFREEER

Gold,New Zealand International

Wine Show

Jaraman Shiraz 2009

X, FEZEREEER

Gold,New Zealand International

Wine Show

.santacarolina.cl

Chilean Heritage
AR

SANTA CAROLINA

— CHILE —

world wine awards
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Industry News
77l T E]

68148, KR Y NBARIH BB B,

ZERAFE FEENBARBERR, & E
THIEEBBRRAENRIAR, meEkE—
RKEZRELIXIERZHH, EREEI100
MEELIRNMEE ELERME—EHA

B

AR, Die- IO _E TR BBk %
EROLNE BSYEREE, A TEREB FIX—H
SRR ZI, BARD-EYAFRA 2T T
100/ RBAR EHR, HPEFE—18NESS
£ THIEF 2 (Nebuchadnezzar, 157, 1824
F20%0 ) BHAEEEIR,

EEESNSERRKASEIL S

EE4ME—FNBEREX—BhA&TEUR
RS, REFEEMVPLERN AR EER
LTEC—FIeNEEERMN, REY.

I ER B-FEYIR K AR 2a e Em RS

BT—% YN\ —2RETHE, D&
MEREREMNE S LHERE40906, BR
#BIF25012E T,

RHABARH A SERIL300F M Cattier &R R
TR, £RRHHBARANEF IS, fhE
BN, BET+OHH. EZRERERER
ZH, BHRATIREM 7 ERER, T8, Bl%
ERZHUNERMENTTEHE—, HE
A HRE—F LB RERE

B8l AR ET R BRI,

RFAREEIE

I RRBEESARH OB &SN, BET
GHRATY K, @B L REaEETLA
FHEIFR =/ AR5, ER
BREB ML BRI, MiETi, MOR16HE, &'
REBRW T T hE—T REBXETI
RENAB = RNEREEE = RDEHF
MEE,

9B16H 4, A60&KE READBNEE
KRBV FRNEEEEHE, TR RE
BT hEEE RS SR, SMAR=
KEESFIE %, EWEIDRTEREIRENE
REFEENZEZR FEETFXEETREY

VZRZB TE PEHAEERAZRS

R BRGEE~mREINLTE. BRA
FEETEFEERLE FEELANER
TAERKZR, REREEWEAKRIR
BAMNR, EEESARF REHR £
RIrFEEZMINR, 2RNEZRFEIDR
BFA, WHEE, FORET, AANRE, F
SHERETAGENEES T, ERMATH
RHETEEE, BsI AR, XA,

B REBETI B SRR BB
N, I REBEETIV DN RE &
e B YINREE, IS RIEH . BINR
R ERFIELEREENRATA, &
HRESFRANGE R REENENHE
BIERAGNIERF I SRITLE, £5)
FRAEEEEENEANRMATE EEN

EXLBRENE, NREHEEETL M
ARBEELT W HIRFSITARF,

PERAETIHEEEED SR BIKEEN
EIFLE, SMXRFHEZEESE, TR
BHEARIMEADFEISRIEEMA
AUER MV EHARIE B AN P EERE T =22 80
B =R mBEmiE,

IHRABREREERFIBK. I REBES
WIH IR RACR BB I LI, TR
REEHOGEEERNE—AE, SR
HEBXRTIE-PREBFTRRAZII, 2
IHRB X IRE RN 2 o BAMEK
SALREEE. BB, BERBBREI, B
AT EINVELE, DUBRTRIAT S, HEEH
NE FREAEEELBRREFIH,
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NEWS

Charity Foundation

Aussino News

= [ 7S

Aussino Charity Foundation Financial Bulletin, May ~ July, 2011

H{r: 5T RMB
HARI P SR &
Initial Account Balance

¥1,064,444.73

ON AHAASZUEA
Income Current Period Auction Income ¥43,800.00
FNAR AN
Total Income ¥43,800.00
REREEEHHORE. | AR AR X .
HRE (HETESIN) — BT AR BIRFIL: e
BEABIEN, hE E 701 ERERED sttt
K556, 8A20H, HEM REIRSEFO Total Expenditure ¥0.00
KEEDIXHEALREEEARKX, —54% HAAR M AR E
SEBN(EAEESH) MESESI TAEZH Current Account Balance ¥1,108,244.73
FPMARIEE,
<<-%m’1>> —HBAER, BEELUTOERE  EE, SRR KR TAERES Current Period Auction Income Report
BRGIE L HEARESHITN (SH) B BFRUHIR, 2URESEEREBHMENGE LR EEESLEA misE T REE L
ﬁﬁﬁﬁﬁﬂ%@LﬁTﬁéHﬂE’]ﬁ%, HESEE  2E, (S0) —BNRERERBHLTN AuctionDate Auction Wine Winning Bidder City  |SalePrice
N N “ o e s 5523H T ORI EEBE2004 (1500m!) BRERFEAE bR
3z = A [ < N - ] Q A N N2
E’]EEJ,E\;DWLMEJ” Vel WEEENGT. & B, 11ﬂﬂlpr<%uﬁ7ﬁ/@w£%}€fﬁﬁ, %l - Shsteet Pl 2604 - Ol Jing B ¥5,000
B n
X. OBREHTESERR, TEXENDRE BEATEETHPEANORSER, AMmitE 5A25E = O R A B E2004 (1500m) P s .
TRBEEE. EEORAF AR = A E TEAFREE AR ENLER——EREEIE May 25 Chéateau Palmer 2004 Ms. Yu Chunyan Nanning Y
KAVEER, IR I ERRIRERE/ Nz, AETEIKEE, HEEE—RFFEBERH, 58268 F O ERLEEE2004 (1500m! ) IR 15N Y7800
May 26 Chéteau Palmer 2004 Mr. Su Shigun Chongaing '
5R27H F L ERLEEE2004 (1500m!) ZheE B
- , ¥38,000
May 27 Chéateau Palmer 2004 Mr. Zeng Zefeng Huizhou
5H28H F O ERLEEE2004 (1500m!) KA ST
. ! ¥8,800
May 28 Chéateau Palmer 2004 Mr. Zhangze Jiangmen
B R SE R B EE2009 (750ml)
‘)@L?% ERZEEEEY RN —IR, & Weltachs Riesling, QoA Pfalz, 2009
HIEAREME S MTSANBEEMRN FBE KL EE2000 (375ml)
] %ﬁi Weltachs - Red October Rotwein, 2009
e 0 RS B E EE2009 (750m)
o o i o , e ‘.ﬁﬁ;ﬁ"ﬂ'ﬂ LE Weltachs - Spatlese, 2009
HERABIEZEN(EEBELETFMH) — A MBTEMRGARN(AEE @mi B AR R B 2000 (500m)
B, HRIEXHAFEBAME AT (China  #) HE L, FE1LE “HERAMERS ZEZ 6H30R Weltachs - Auslese, 2009 s e =EEE -
Southern Airlines) & MRS ANEEBENIR " T, June 30 BE K EE EE2009 (375m!l) Mr. Zhang Liangmin| Jimo, Qingdao ¥2:200
B2\ E 44 Weltachs - Beerenauslese, 2009
B, (AEBELETFM) bR ENENES FEETEK EFHEE EE2000 (375ml)
Weltachs - Ei , 2009
BEMRERBNABATAER, (FEB . RRZRENZOEREA, IMELILE $§; ;‘;H; an o
s R R R ¥ BEEEE #%7%E2007 (500ml
SUFH) UHANRHOESEN VR, ATRREEAVPES, et o o
PP S S A A
BN XBEE AR TN REE EE KA ETE000 (375m)
Weltachs - Trockenbeerenauslese, 2009
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Opening Ceremony

AT IKEL

IHRBEEE
A REBINERK IR S
No.1, Yanjiang Road, Qingcheng
District, Qingyuan, Guangdong Province
0 or63-6888 035

IHEMNER

A IFEENHTRTRZINES
LA N EYTAMEE A S
Hua Yuan Hotel of Ting Song Building,
Hong Mei Garden, No.1, Luo Han Road,
Tian Ning District, Changzhou,
Jiangsu Province

0 0s19-8522 0086

BREAERHE

A PR ESIRATLXERERS
Free TR
New Era Club, Management Committee
Club of High-tech Development Zone,
Xi* an Shanxi Province

0 029-8919 3399

ZHEREEE
A ZEERETEIEERRR S
Aa2-6.7.8.9.105
No. Aa2-6. 7. 8. 9. 10, Zhong Min Plaza,
Er He Nan Road, Dali, Yunnan Province
0 osr22194 410

TR TR
A THRESNERIX AN SEERR

F5, Skirt Building of No.2, Xian Cun Road,

Tianhe District, Guangzhou,
GuangdongProvince
0 020-3803 5008

BB EE

M S RERLHIENEBRIEESS
SHBSBEEER
Ground Floor, Grand Sun Hotel, No.5,
Tan Shen Bei Road, Tanzhou Town,
Zhongshan, Guangdong Province

0 or60-8713 1166

AR B

A AT T ARBHERTEAT
Rawin—%
Ground Floor, Donggou Shopping mall of
Dong’ an Chaoshang Co., Ltd. Qian’ an,
Hebei Province

IRt RE KB

A EEHEHXE R IR AL 16SEE R
FFREE
No.16,New World Department Store,
Wangjing Guangshun South Street,
Chaoyang District, Beijing

0 010-8476 4500

New Product Preview

FTan Tl

] EE-HRS

HIITEER
Goulee, Medoc AOC
1855 REHN BB FER_LHAFETE
R NER, RHE TR/REREE A 0T
M —RER, AL HRAER, O
BORHR, 5T,

l.1LH

T
k,
)

EE- R
%% % £

Domaine A.-F. Gros
B160Z EIEHT A RE D R IE (Gros) FTiBREmE
B, SEEME (Domaine Gros Fréres et Soeurs) I8+

E, SERRERNEHEREEZENRTEALERES
TR E B

'

(BZZEH: ALB.C.D.E)

ARERL (BERELR)TEEE B RERERL(EFEW)AHEH

AF Gros Chambolle Musigny AOC AF Gros Vosne Romanee AOC
C.#ERZ (RH—RE)4EEE D w¥ Nz (WiEihEsRER) 4888

AF Gros Pommard 1er Cru AOC AF Gros Echezeaux Grand Cru AOC
E Tl (WHESSRE) 4HEH

AF Gros Richebourg Grand Cru AOC

=
HigmARERFAFHEN
Santa Margherita Chianti
Classico D.0.C.G

BEAMEZRE EEWHmANAREL S
B, BIHR, RORDEZEETEEN
.

o]

BRI EER

Le Difese, Red Toscana IGT
BT R E T e ERE T =
B, SR EETIBN, MRS,

B2AF
AiEEEHIHE R -

Barrua, Rosso IGT
PR BT ST 5% BT RS,
BUET BIhEE M+ FNERR R IR
MY, SmERAE
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Kvents Preview
TE BT

ZFF

Santa Carolina

FJpEtE: 1011
T b=

FEBITI0ENIRER S, BETATNRNENEGBE=- KRG — 8t
ATFI1875F B T iZmmhE, FIUAKHEZ FCarolina Iniguezkés %, FEER
BRENEEERZHROFFNEENT, REINERERSHEREES
89i&1tTIhEmile DoyerZiHBEE, FHRES, WMEHIIABRRRN LR,

Oi%ﬁﬁ%&i%ﬁﬁ%ﬂmﬂ, BEEVBERING

© aussinonetsiE 0203898 3188606, Z//ME. :

For further information, please visit our website http:/www.
aussino.net or contact on 020-3898 3188-606, Ms. Li.

w0 o |

Taylor's

ZJpRtiE: 10.19-10.23 :".
O b5/ M /A 1

EEENBRNDEIR S & BRANERINERE, HH MERE . B
T, REBEOENRIE, B1973FH~E— i EmELE, SEER
FEENEFAROBDBELRDFLES, WENLAALEARES
B S EE,

=B

CVNE Cune—~
% JpRFE: 10.17-10.20
B M/ RI/ EE/ i

ERRANRFEZARNEZHE, BEERNER, BE7T "EN" ©
TXEF, ERRU—HENAERSEBIMRNAEFEE, HH120%
FHESE, MENEEBEERSOMENL. BETH/MNTIRERS, HpEHR
WEA "BRFSAMNBEHBERI" 2—,

B :
MontGras ok Gormp |
. ]
2 EtE: 10.17-10.21
==

FEhWH: FL=S/Kib/BH

ERUERNTENELEEBE~XIFENUS, 1993FEHHemnans
Eduardo Gras 536 @ &1k A Cristian HartwigttE 6]z, #H T XL EE
BN EFIEER, 200207 "ERFREEBEIVERE" LHE "REER
FEBESR EE, 2005FEHUBENIER (ANNIR) T4 &
R R CREMMNET BEEB,

EfEEEOILT %
Aussino World Wine Festival (luasing Y&y
ZEARHE: 11.9-11.10
P M

FTEAESEXAEEERSEREYEANEFREEBEXT, BETF
2006%F, ESERRBMAEANZTENEHEBEXUEE S, £2EEHK
BFE. AHRRAXA T ENBEREBERREE. GEEHE. &
EERGER. BRAEBEREONEES, HERSSFTHEESEN,

SHE gsquss
Chéteau Angelus

ZJnEFE: 11.20-11.22

o B/ L/ B i

THEMIE RS BIREXBEINBEELE R, 2XREREREZENIIER
BEZ—, FERBLD, QEBE. EEQ1MO07EH (EXRES) b, HiE
S5H—F "B @ mENEASE, R —NSHEFEE
1889,

By R, FEER =
Chateau Pape-Clement & Chateau Fombrauge
AETE: 11.21-11.25 st
FPMET: B/ BTN/ BUER/ E R /TN

RHEWERMMFRETHIERN, BFLTRYERTTI300FREHEE,
M e R aEnEmES it £1987FNE T ERBEXMITRL,
HEWE51855—RPELAHBETTE, MAISEBRKIBEEZ—,
FEERREXAEBXEANER, HEBIER, FERKUELHN
FPIE R AR B4 78 1822 Al 0 AR PR (5 F0 % ST HIXE KR

ﬂ%&&l ol one M pin

Chéteau Kirwan @

HETE: 11.23-11.26
i FT8e/ =AM

BRESERBINEE, 1855FFRPIFRIIREESE =%, 18HLHFE
FERRE, EERGRASH ABRTHEZREREE, SEAFIHEB
Eo EERARREEBRMER /R FZHBEERBEEE), BREDHRE®ED
RE, AEBNBRNHENRERAEBH S~ XNZARFE,

MER BEHE R sElL 3]
L% — 2

o ey
! WirkA WiRRA |

CHURCH BLOCKE

Cunnaser Barvaunon-SEini -

MlarEy VaLE

Sk Jede K T E )

PMEGTEE M - HREEN (WEEFG2011) %]

U\ |1-|1 F- ’I;i'.#;-'{"!]n{.]rlzlllllh Jl_«’fwl-l-?% il
A, AR,

0 i i
B 3% 2008 [ WIRRA WIRRA ]

R MR R R £ M AT
PREERE . el e BFRNI, A S AR 7 WWw.wirrawirra.com

/
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=k, WRFEHARE
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