METHOD OF MARKETI NG PRODUCTS 2 3 FIELD OF THE I NVENTION 4 5 [0001] The
present invention relates to nethods of nmarketing products, and nore 6
particular to products produced by a large plurality of different and
geographically 7 renote producers. 8 9 BACKGROUND OF THE I NVENTION 10 11
[ 0002] Sone products are produced by a large plurality of geographically
renote 12 producers. These producers may be renote fromtheir custoners,
and in sone 13 instances nmay be not be very large, making effectively

mar k?ti ng and sal e of thm’ T D%IQWF&&R RN’@' bi(fCTSA‘” exanpl e of such
products is beverages, inmmkmﬁc-—gﬁm es such as w ne,
liquors, spirits, etc. Knowmn wineries are |ocated in many 16 pl aces: Europe,
the Anericas, South Africa, and Oceania, for exanple. 17 18 [0003]

Distribution of wine fromthese producers can_occur in one of several ways.
For 319 exanple, the producerE_EéEbQE&ﬂ_iﬁb\é@‘_J@M' E T{@MNes through a
broker/distributor. The 20 broker/distributor can represent specific

Wi nedies and/or a group of wineries. The wines 21 can be stored in
war ehouses pending sales to the retail nmarket. The .broker/distributor 22

bears t'[(ﬁ)(ﬁlgﬂfhe pfeddneirientiag folaRd toRidtRbING Mbrkeling WroRicts, Bieforgy be nore
than one 23 layer of distribution as a broker/distributor nay appoi nt one
or npre ssHRURIE bR duRts produced by a large plurality of different and geographically '

7  remote producers.

8
9 BACKGROUND OF THE INVENTION

10

11 [0002] Some products are produced by a large plurality of geographically remote

12 producers. These producers may be remote from their customers, and in some

13 instances may be not be very large, making effectively marketing and sale of their

14 products problematic. An example of such products is beverages, including alcoholic

15 beverages such as wine, liquors, spirits, etc. Known wineries are located in many

16 places: Europe, the Americas, South Africa, and Oceania, for example.

17

18  [0003] Distribution of wine from these producers can occur in one of several ways. For

19 example, the producers can sell their wines through a broker/distributor. The

20  broker/distributor can represent specific wineries and/or a group of wineries. The wines

21  can be stored in warehouses pending sales to the retail market. The broker/distributor
22 bears the cost of the storage and marketing of the wines. There may be more than one

23 layer of distribution as a broker/distributor may appoint one or more sub-agents to



11 market the wines. At every |ayer of distribution, the broker/distributor
marks up the 2 selling price to protect his profit margin. This makes the
price of wine nore expensive 3 and acts as a price barrier to the end
purchaser. 4 5 [0005] The | arger and nore established wi ne producers can
alternatively appoint 6 nmarketing agents to market their products and pay

t he storage, handling, transportation 7 and shipping costs plus any

mar keting agent's fee. 8 9 [0006] Both the brokers/distributors and the

mar ket Warﬁ&ﬁﬂé%wﬁ’éé SRt é\Fc—ﬁ? Hyeh Of 8 Hﬁﬁt%ﬂ ﬂ%%k’éﬂot?étﬁﬂﬁ'to?’ SE% FIE ﬂt,égese are

easier to market and have bene it of econom es ot h

of "t R SHTD @FeHA b i BigrE P ol 45, malRY @@Q*W&‘*ﬁéﬁg%%wtﬁﬁﬁiV%z wnes

confident ii 13 of th% sal es revenue that these wi nes would bring. Snaller
wi nefi e@NHiasth 23 2 PRSP PEARNG hDENd BUFRAAR®E their small vol ume of wines. Thus
many smaller wineries do not see their 15 product bei ng marketed outside of
thei # own region and/or country. Wthout the support 16 of the
brokers/distributors, these smaller wineries hesitate to export their
prodact [A005)Vaedager asd hiwee lestaldished winedproduéesicag attestsivebyagpingtr ohi bi ti ve
for small shipnents 18 and/or shipnents of a | esser known brand. 19 20

[000¢] FRarRetiMg'@ddrits to RRaPRItRG psrddh@tsrmfoep@ﬁﬂn@t&tm@@dhmmg trakspdvtibni N
organi zed 21 wine fairs held occasionally to market their products These

o Do Eodks BB TogBiegial | on. of ten i Europe. Typical Iy
8
9 [0006] Both the brokers/distributors and the marketing agents often prefer to carry
10  premium brand names as these are easier to market and have the benefit of economies
11 of scale. Both brokers/distributors and marketing agents may not want to carry the
12 winéé of the smaller wineries and/or lesser known brands as they may not be confident
13 of the sales revenue that these wines would bring. Smaller wineries find it challenging to
14 market their small volume of wines. Thus’many smaller wineries do not see their
15 produdt being marketed outside of their own region and/or country. Without the support
16  of the brokers/distributors, these smaller wineries hesitate to export their product
17 overseas as the logistics and marketing costs may be prohibitive for small shipments
18 and/or shipments of a lesser known brand.
19
20 [0007] Some wineries, especially the more established ones, take part in organized
21  wine fairs held occasionally to market their products. These are normally held at a

22 country of production, often in Europe. Typically producers of wine rent booths or other

23 space to showcase their products, and the wine fair organizers do not receive any other



23 space to showcase their products, and the wine fair organizers do not
receive any other 2 | significant proceeds fromthe producers, such as a
cut or percentage of sales of product 2 sold at the wine fair. Trade buyers
fromall over the world, including fromthe Asia 3 Pacific region, travel to
t hese organi zed wne fairs for the duration of the fair which last 4 for a
few days. Heavy expenditure is incurred by the trade buyers for air flight,
hotel 5 accommodation, food, and other related costs, etc. 6 7 [0008] Trade

buyers ag 1?% Pﬁme@dé ﬂoﬁ@%ﬁﬁ&&@&r?%d&h%l élimt"gr CQ@E&%SPEQ@QR)‘F@F&@GQ

each bro ributor or etin ent yers have to visit

many .9 di rent .broker ribu rket i mn in,order to view
and” fur RS Clyte s o et BubpB %%Eﬁ“w%d?aﬁﬁ@i‘ Tt R 88 buyer s Lo
i ncur unnecessarl I?/ h cost for I g vel | i n nd | odtg g p%m ally
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woul d nean that only trade buyers who are willing to incur such costs would
13 atit erfor a few diayse Haavisexpensiurecie incisiad i edradedenyeas forainoiight, Boted r i but or
and marketing 14 agents. 15 16 [0009] It would be desirable to provide a
met had cfccommiceliation, fooodarad sthes valtedcostspets. 17 whi ch woul d make it easier
for producers, especially smaller producers, to sell their 18 products. It
woul ¢ al so be desirable to provide a nmethod of narketing products which 19
woul d nake it easi er for trade buyers to purchase such products vvithout
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visit n roker rstri eting agents
8  each broker/distributor or marketing agent. These trade buyers have to visit many

falrs

9 different brokers/distributors or marketing agents in order to view and purchase a wide
10  selection of wines. This causes the trade buyers to incur unnecessarily high cost for
11 travelling and lodging, especially when visiting the limited numbers of wine fairs held per
12 year. This would mean that only trade buyers who are willing to incur such costs would
13 attend the wine fairs or source their wines from many broker/distributor and marketing
14 agents.

15

16  [0009] It would be desirable to provide a method of marketing products, such as wines,
17 which would make it easier for producers, especially smaller producers, to sell their

18  products. [t would also be desirable to provide a method of marketing products which
19  would make it easier fdr trade buyers to purchase such products without incurring
20  significant costs, such as the costs incurred by having to visit numerous
21 broker/distributors, marketing agents and/or wine fairs.
22

23



22 23 3 1 SUWARY OF THE INVENTION 2 3 [00101 A nethod of narketing
products, conprising storing products produced by a 4 plurality of
producers at a storage and trading facility, the storage and tradi ng
facility 5 conprises an, exchange centre and a storage |ocation. The
exchange centre conprises 6 an area for the producers to display their
products and for trade buyers to view, sanple 7 and purchase the products,
and the storage |ocation conprises a place to store the 8 products. The

met hqd further conprises chagignnarsesk e ipecRrpgNcers of the products 9
according to whet her each producer chooses to store their correspondi ng
product at the 10 storage |ocation, displaying the products at the exchange
centrfe, and marketing the 11 products to the trade buyers. 12 13 [00111

From_th goi di scl osure an he follow ng.nore detail ed description of
1a°var t doe R Dalhearitedeling pRERicls Gamirs RO ohise ek eati et REa ar t ¢ ha
the present 15 invention provides a significant advance in the technol ogy
of mér kelyratityf oerdiicers aka porage andtrpgdingifaelityi theritoragetandstradigafarility t he
potential the invention affords for providing a 17 convenient way for

pr oddcercongirisesi@h gxcbdougs semtee amd kestoragd Iaaitiont Tiee exghadectentrearupgrises 18
potential buyers to view, sanple and purchase such products. Additional

f eat gr esanedrda fdixharedicrge fo AisplagithéirproeiiBR el Frade lluybes toaliéwersamsier st ood
in view of the detailed 20 description provided bel ow.

7 and purchase the products, and the storage location comprises a place to store the

8  products. The method further comprises charging each of the producers of the products
9 according to whether each producer chooses to store their corresponding product at the
10  storage location, displaying the products at the exchange centre, and marketing the
11 products to the trade buyers.
12
13 [0011] From the foregoing disclosure and the following more detailed deséription of
14 various embodiments it will be apparent to those skilled in the art that the present
15 invention provides a significant advance in the technology of marketing products.
16  Particularly significant in this regard is the potential the invention affords for providing a
17 convenient way for producers of such products to market and sell their products, and for
18  potential buyers to view, sample and purchase such products. Additional features and
19 advantages of various embodiments will be better understood in view of the detailed
20  description provided below.
21

22



21 22 4 | DETAI LED DESCRI PTI ON OF CERTAI N EMBODI MENTS 2 3 [0012] It will be
apparent to those skilled in the art, that is, to those who have know edge

4 or experience in this area of technol ogy, that many variations are

possi ble for the 5 nmethod of marketing products disclosed here. The
foll owi ng detailed discussion of 6 various alternate features and

enbodi nents will illustrate the general principles of the 7 invention with
reference to a nethod of marketing products suitable for use in marketing 8
beverages such as DETA|LED OFEICRIPSPON O GERTANEMBODMONTS bever ages.

O her 9 enbodi nents suitable for other applications wll be apparent to
thosg skilled in the art 10 given the benefit of this disclosure. 11 12

[ 0013] A nethod of marketing products disclosed in this application allows

ol af oo e vl Be bt R i€ IR e, Rt BolnRRe P55 BB =

products produced by a plurality of producers at, 15 a stqg e and trading
faci fit ¢ eﬁb@”%‘&%@)ﬁé& ag?a 9@@@%@9@3{6@@%@ RIIReE Be Rﬁ?s'éggff’h@‘e 16 direct
producers of the product or they may be brokers of the product, or

di st i bmeshed ofimapetingtsodusnts disctosed heres Therfollewiagtdelailest diselssirarft st at us,
a producer is considered here to 18 be the owner of the product. The

st or age varioud altsinatg featuirés and earbodenerds evilt Bdstratedse gehdras homeiplesiof theb, cl ub
or other showcase area and conpri ses an exchange centre and a 20 storage

| ocati omvehtién ithhrargenceld MetifitPsf raketing preRictsuitdbte I dEeehfarkdtingl spl ay

8  beverages such as wine, liquors, spirits and other alcoholic beverages. Other

9 embodiments suitable for other applications will be apparent to those skilled in the art
10  given the benefit of this disclosure.
11
12 [0013] A method of marketing products disclosed in this application allows both wineries
13 and trade buyers savings in their marketing and purchase related activities. This is
14 achieved by the combination of storing products produced by a plurality of producers at
15 astorage and trading facility. For purposes of this application, producers may be the
16  direct producers of the product or they may be brokers of the product, or distributors,
17  private cbllectors, etc. Irrespective of the exact status, a producer is considered here to
18  be the owner of the product. The storage and trading facility can be referred to as a
19 showroom, hub, club or other showcase area and comprises an exchange centre and a
20 storage location. The exchange centre comprises an area for the producers to display
21  their products and for trade buyers to view, to sample and to purchase the products.

22 The storage location comprises a place to store the products. The storage location can



21 their products and for trade buyers to view, to sanple and to purchase
the products. 22 The storage | ocation conprises a place to store the
products. The storage location can 5 1 be immedi ately adjacent to (e.g. in
the sane building) the exchange centre or renote 2 fromthe exchange
centre. 3 4 [0014] The tenperature and humdity of both the storage

| ocati on and the exchange 5 centre are controlled. The storage |ocation can
be fitted with UV |ight protection, 6 charcoal air filtration and a chiller

opt 1 anal 1y ENGEARdaRNES Tk’ AR GaH Bk Uik Eehanbedi2 4o PR cosor

or a._.cornputer. % 10 koo 5) A conputer also nay be used to track producers
and fra ”Bﬁ“fe‘?’%c, afge Ptk 11 inventory of the products at the storage and
trade facility, and to track financial 12 transactions of the products.
Optidnal ly, such tracking can be carried out and/or be 13 accessible over
the internet. 14 15 [0016] The nethod further conprises a step of charging
each 4of [0O4]phedecwesatus and bumidily af dolththerrieragadocasionduskthesixebarge t o store
their correspondi ng product at the 17 storage and trading facility. The

pr odyct ceatre aiié sphiagled. ahetshwrage dduatige car merfittedamith Udighl Bratéctiomge and
trading facility nmarkets the products to the trade buyers. Unlike the 19
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is not 20 necessarily a producer of the product.

7  storage location. Optionally the temperature and humidity can be controlled by a
8  processor or a computer.
9
10  [0015] A computer also may be used to track producers and trade buyers, to track
11 inventory of the products at the storage and trade facility, and to track financial
12 transactions of the products. Optionally, such tracking can be carried out and/or be
13 accessible over the internet.
14
15 [0016] The method further comprises a step of charging each of the producers
16 according to whether each producer chooses to store their corresponding product at the
17  storage and trading facility. The products are displayed at the exchange centre, and the
18 storage and trading facility markets the products to the trade buyers. Unlike the
19 traditional marketing agents, an owner of the storage and trading facility is not
20  necessarily a producer of the product.
21

22 [0017] The products can comprise, for example, beverages, including alcoholic

23 beverages such as beers, wines, liquors, spirits, etc. Wines provide a suitable example



21 22 [0017] The products can conprise, for exanple, beverages, including
al coholic 23 beverages such as beers, wines, liquors, spirits, etc. Wnes
provide a suitable exanple 6 1 of the products envisioned to be marketed
under this method. Wnes are produced at 2 vineyards or w neries, and
therefore the vineyard/wnery is the producer of the product 3 in question
inthis exanple. 4 5 [0018] In accordance with a highly advantageous
feature, wineries can store and display 6 their wines at the storage and

t radijng of &d priokiMicts B istd i@ emdriated lnder tAri hethvd Mavinet ard prdtRiced it oduct s
i n nunerous ways, including by bringing trade buyers to view, sanple, 8 and

pur chas Q/iﬁé“y%t]des Wéﬁi@ég?é_, ak@l\?hé%e%r%%e l@ﬂ%yéfog\gin'égy fs%le'rﬁ 6d'u<fe‘?9>\"h%r+l?6duct

t hr oughout 't ant ageously, "products fromw neries all over the
worl d are hr ht. .t h 10 storage and trading facility. Preferably, the
st or age '%ﬂﬁeﬁc{t&g’dm@gf‘%@ﬁq@y is strategically 1 1 located in a grow ng

mar ket. Both the wi neries and the trade buyers benefit by enjoying 12

savi ﬁgs in marketing and purchase related costs. 13 14 [0019] Marketing of
the products to trade buyers can take many additional forns. For 15

exampl e [0¢HB Imapeardarge whie arhighdy @dMantagpowsoiepiure ewinenias €an sPremadshispiay e
lifestyle 16 programmes. These |lifestyle progranmes can be, for exanple, a
wi ne 6schlogit wireesvat hiee stbragepne radingdacilityufse storage ard tradingrfgcigtyenarkets wi ne
auction, an educational semnar and a 18 restaurant which serves the

al cohol itReibproaiaBeas ndhfpbay adys Mnélbgin@ S atgmeeadd Buyer tdRidesanplsan al so

conpri se providing val ue-added services to the products. These
8 and purchase their wines at the storage and trading facility regularly throughout the
9 year. Advantageously, products from wineries all over the world are brought to the
10 storage and trading facility. Preferably, the storage and trading facility is strategically
11 located in a growing market. Both the wineries and the trade buyers benefit by enjoying
12 savings in marketing and purchase related costs.
13 |
14 [0019] Marketing of the products to trade buyers can take many additional forms. For
15 example, one aspect of the marketing can comprise conducting one or more lifestyle
16 programmes. These lifestyle programmes can be, for example, a wine school, a wine
17  appreciation course, a wine tasting event, a wine auction, an educational seminar and a
18 restaurant which serves the alcoholic beverages displayed in the exchange centre.
19  Marketing can also comprise providing value-added services to the products. These
20 value-added services can be, for example, labeling the alcoholic beverages and bottling
21  the alcoholic beverages. Labeling is a process where a label on the bottle of wine is

22 changed to mark special occasions or events. Bottling is the process where wine

23 shipments come in flexi-van containers or barrels and are then repacked into bottles.



20 val ue- added services can be, for exanple, |abeling the alcoholic
beverages and bottling 21 the alcoholic beverages. Labeling is a process
where a | abel on the bottle of wine is 22 changed to mark special occasi ons
or events. Bottling is the process where wi ne 23 shipnments conme in flexi-van
containers or barrels and are then repacked into bottles. 7 2 [0020] W nes
can be displayed in the exchange centre (e.g., a showoomwthin the 3
storage and trading facility). Trade buyers would be able to view, select,
and taste the 4 wi de range of w nes before deciding on their intended
purchases. Personal marketing 5 and other formof nultinedia marketing can

be usged licize th tor and tradin 6 faciljty and the range of

i ned. ¢ Rg2dHngs 63 o dfirlpid tud Bralbeiltrede orch shaMBM WibR BB Oy ers 1 o
their selection of wnes, staff and/or representatives of the storage and 8
t r adPng SfHa0$ ?PS’/ tr@QH‘QHPGKNYéIe Trageobuars wiould be gaigiteivigy, Steé‘?fﬂ:n%ﬂ%tj‘?t% & be
used to enable 9 trade buyers to understand the history and background of

t he i nayide rangerdfyvieesbsfore dedidingaait Weiranigénded pughasesh Rarsoyal pparkeiiong such
information on display screens, either on 11 site or renotely using the

i nt esnetandBtieeri form ichmultimediageankstith vanbd upeetepalblicyzediel storbeamgl trslingind
subsequently in other |anguages as well to provide better comuni cation of

13 tige padityahd thFdrRiel oTavinés Wé?@b@&lﬁsp%fyeélfé@ﬁ% MdhihgETehtiet Mosasgpner is
advant ageous 14 since it is possible tor trade buyers to visit this showoom
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representatives on site to ex elrr ucts unl ess

00 =B, AR Py R B st e BRI b s
TNl 33 Byerd 10 Undorstand the histary and backarband of thewiner its Uniquenessin ' 9
10 taste, and rating, such as by providing such information on display screens, either on

11 site or remotely using the internet. The initial language used would preferably be in

12 English and subsequently in other languages as well to provide better communication of
13 the product. Marketing of products of these wineries in this manner is advantageous
14 since it is possible for trade buyers to visit this showroom throughout the year and

15 because wineries do not need to have their representatives on site to explain their

16  products unless they choose to do so, such as during a special event.

17

18 [0021] Wine tasting areas are conveniently located within the showroom for trade

19  buyers to conduct their tasting. Wineries can indicate their participation in wine tasting
20 events either through blanket approval or by invitation. Trade buyers would be able to
21  taste the selection of wines before deciding on their purchases. Wine tasting events

22 can be conducted on a regular basis or throughout the year.

23



20 events either through bl anket approval or by invitation. Trade buyers
woul d be able to 21 taste the selection of wines before deciding on their
purchases. Wne tasting events 22 can be conducted on a regular basis or

t hroughout the year. 23 8 1 [0022] The storage and trading facility al so can
be marketed to producers. This 2 marketing can be conducted by either

enpl oyees of the storage and trading facility or 3 referral agents
(introducers). Introducers who succeed in referring new producers which 4

make | US S0 e ﬁ,ﬁérggggﬁgﬁraz\%ngde@a%\ngga%a%ghfbfeym Ul foesighsord fhLerral fee.

For exa a percent age of a
nbership fee ation As used

prod cer . 3

her ebn. MAEOY G oMb aficude By etap ermp st iie ale AbtAdN B Pegacy
custorrers of the storage and trading facility. Advantageously regar dI ess of
10 t Rei refeEabageis GnEoduesss). ﬂﬂ*@%‘ﬁétﬁj\@@@ suppeed '@ﬁ@fﬁérg‘gnﬁe‘ﬂlpé?fi% K£hwi nes
with the 11 storage and trading facility can set a selling price of their

wi ned, inmakessse offthé etovage) and dtadingXadibtyi wowd secaive Aceferrat fege Fandxamplgi ng
facility. 13 14 [0024] The step of charging referred to above invol ves

char gi ngherefemdides kbap beeefitaal fedSoredalpgpeadage vf aMpeodriees mesnibersriptfee, @fa t he
storage and trading facility. Being a 16 nenber entitles the nenber to at

| east t henfbpidiieWiorgoenefits: 17 storage at the storage |ocation for a first
limted peri od at no additional charge 18 beyond the nmenbership fee;

7

8 [0023] As used herein, the term producers can refer to members, non-members or

9 legacy customers of the storage and trading facility. Advantageously, regardless of
10  their membership status, the producer which stores or displays his wines with the
11 storage and trading facility can set a selling price of their wines, instead of leaving such
12 decisions to the storage and trading facility.
13
14 [0024] The step of charging referred to above involves charging a membership fee to
15  each producer who becomes a member of the storage and trading facility. Being a

16  member entitles the member to at least the following benefits:

17 storage at the storage location for a first limited period at no additional charge
18 beyond the membership fee;

19 display of the member’s products in the exchange centre;

20 participate in optional wine tasting events;

21 receive marketing of the member’s products to trade buyers.

22 Optionally, additional perks and other privileges may extended by the storage

23 and trading facility to the producers from time to time.



19 display of the nenber's products in the exchange centre; 20 participate
in optional wine tasting events; 21 receive marketing of the nenber's
products to trade buyers. 22 Optionally, additional perks and other
privileges may extended by the storage 23 and trading facility to the
producers fromtine to tine. 9 1 2 [0025] Afirst admnistrative fee is
charged by the storage and trading facility for each 3 sale of product that
is made. The first limted period can be, for exanple, one year. 4 The
menbership fee can be a one-tine fixed payment, or collected at regular
intervals 5 throughout the year, for exanple, nonthly, quarterly,

bi angual r nual .l v. 0 - r . ANt WO

cat ogor 16LeTA FHTEPafye fos Rtas L FE G gR A SER I IRl K ceh

adm nistrative fee higher th the first adnjnistrative fee for the 9
rerbar 3 SO PRRAE AR Fiade! The WS e BTt Farm b ThE FERNBIeaPBS MR ent i 1 ed
to any 10 storage space at the storage |ocation. However, this first set of
non- frenfidesnerpbershireieeicae hfas Raeitivee Bred payMmenr oderliestad atgeayladindervalse
exchange centre to trade buyers. 12 13 [0027] A second set of non-nenbers
woul d béhroughautehe yadno fdras@mypie, penthjyagdatiénty, biahmmitiper ahnyalfyee but are
wlling to pay storage fees for storing their product at the 15 storage

| ocagi on. This second set of non-nenbers woul d receive narketing services at
16 the discretion of the storage and trading facility. Any sales of their
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8 charged with a second administrative fee higher than the first administrative fee for the
9 members for each sales made. This first set of non-members are not entitled to any

10  storage space at the storage location. However, this first set of non-members do

11 receive marketing of their products displayed at the exchange centre to trade buyers.
12

13 [0027] A second set of non-members would be customers who have not yet paid the
14 membership fee but are willing to pay storage fees for storing their product at the

15  storage location. This second set of non-members would receive marketing services at
16 the discretion of the storage and trading facility. Any sales of their products would be
17  accompanied by a third administrative fee, optionally higher than either the first

18  administrative fee, the second administrative fee, or both.

19

20  [0028] Legacy customers are existing customers of the storage and trading facility and
21  can comprise, for example, either producers or retailer or distributors of products who

22 have previously chosen to store their product at the storage and trading facility. These

23 legacy customers are highly encouraged to become members. During the transition

10



18 adm nistrative fee, the second adm nistrative fee, or both. 19 20 [0028]
Legacy custoners are existing custoners of the storage and trading facility
and 21 can conprise, for exanple, either producers or retailer or

di stributors of products who 22 have previously chosen to store their
product at the storage and trading facility. These 23 |egacy custoners are
hi ghl y encouraged to becone nenbers. During the transition 10 | peri od,

| egacy custoners are entitled to conplinmentary storage space for a second 2

limited perj ' L i ' '
| SR R Rl TSy e o

e the sa

After, the .expiry of_th 4 se | I m [ ] hgse onmer s
st 2dedr B sbHer Ve Sesshg TR Rersll & i e e PR sori8 35 at 51 °a
successful sal es transacti gn occurs where a trade buyer decides pur chase
5 or S PO PR D herar i (" FREMBEoPaEIoaa ATsidNRGPaEe! ) The
storage and 9 trading facility charges the first admnistrative fee or the
secord &&aPhd Bmitad pedod dheghlagacy costeaierpeust fpsida Wwhasthertodbesemeent age of
the gross sales, for exanple. The percentage of 11 gross sales can be a

st andar dnémmked gratovemeaderer a multi-tiered percentage depending 12 on the
W nery's storage volune in the storage and trading facility. For exanple, a
13 stgandard fee of 8% of gross sales can be charged regardl ess of the
producers' storage 14 volune at the storage and trading facility.

Al i 9 il |
teW”at[?(:f%éJW s&&ﬁéf&%&é&rﬁ@é&?loh?a&n ;\ﬁg%tehé@?%\?ﬁﬂyé%c?‘?dé%nggr% ; ess

than 5 ( ) Stoc eeping Units age an r oss

sal eg 1 $rShREBY pHRFTY A0 8- WIHRE s85t8gR ahli'4BingacltB) he' S A3t

9 . trading facility charges the first administrative fee or the second administrative fee which
10  can be afixed fee or a percentage of the gross sales, for example. The percentage of
11 gross sales can be a standard fixed percentage or a multi-tiered percentage depending
12 on the winery’s storage volume in the storage and trading facility. For example, a
13 standard fee of 8% of gross sales can be charged regardless of the producers’ storage
14 volume at the storage and trading facility. Alternatively, 8% of gross sales is charged
15  when the producer has less than 5 (five) Stock Keeping Units (SKU)/Month storage and
16 5% of gross sales is charged when the producer has 5 (five) or more SKU/Month
17  storage in the storage and trading facility. Larger fees may be charged for non-

18 members, as noted above. Other fee arrangements will be readily apparent to those
19  skilled in the art given the benefit of this disclosure.

20

21  [0030] At the expiry of the first limited period, the producers may wish to continue with

22 being a member, in which case, such producers are to pay a subsequent membership

11



17 storage in the storage and trading facility. Larger fees may be charged
for non 18 nenbers, as noted above. Other fee arrangenents will be readily
apparent to those 19 skilled in the art given the benefit of this

di sclosure. 20 21 [0030] At the expiry of the first limted period, the
producers may wi sh to continue with 22 being a nenber, in which case, such
producers are to pay a subsequent nenbership 11 | fee set by the storage
and trading facility. In addition to this option, the producers also 2 have

t he fiol keysetbyapeistrage Anparddivgy fachitylmgedities tathisioptdre tegparilicbas aleen t he
storage and trading facility 4 and the producers to continue storing the

product $538 RISk gatiohecat i on; it 5 shipping the products remaining back
to the producers w thout cost to the '~ 6 storage and trading facility;

R e

the "Il 8 st adrng faci ere ‘shi ppi ng
costs exc an 9 potent.ial revenues fromt sale o r.oducts renaining);
ond o anfghs RpaurerEBeRRhle sipFHEINe A2l 0\Rs SFuBa€lodiBhy ot or 't he
products remaining 11 and to sel|l the products remai ,niogg. 12 13 [0031] The
opti én of al FBRPING thePredustatrmaintgtiaskite e Broducers Withadcostie thei ce for the
14 products remaining can conprise, for exanple, paying the storage and
t r adbng staage ang tradigdacitity a third adninistrative fee for sales of the
products remai ni ng which is higher than
7 transferring ownership of the products remaining from the producers to the
8  storage and trading facility (as might be the case where shipping costs exceed any
9 potential revenues from the sale of products remaining); and
10 allowing the storage and trading facility to set a price for the products remaining
11 and to sell the products remaining.
12
13 [0031] The option of allowing the storage and trading facility to set the price for the
14 products remaining can comprise, for example, paying the storage and trading facility
15 either a third administrative fee for sales of the products remaining which is higher than
16 the first administrative fee, or a portion of proceeds of the sales of products remaining to
17  the storage and trading facility, whichever is greater to the storage and trading facility.
18  Alternatively, the option of allowing the storage and trading facility to set the price for the
19 products remaining can comprise paying the storage and trading facility either the third
20 administrative fee for sales of the products remaining which is higher or the same than

21  the first ad‘ministrative fee, or a portion of proceeds of the sales of products remaining to

22 the storage and trading facility, whichever is less to the storage and trading facility.

12



16 the first adm nistrative fee, or a portion of proceeds of the sales of
products remaining to 17 the storage and trading facility, whichever is
greater to the storage and trading facility. 18 Alternatively, the option of
allowing the storage and trading facility to set the price for the 19
products remai ni ng can conprise paying the storage and trading facility
either the third 20 admnistrative fee for sales of the products renaining
which is higher or the same than 21 the first admnistrative fee, or a

por tijon ﬁg@@%ﬁﬁ%s‘?ﬁ%ﬁé n%gbﬁéteafbe%é’éw tb iaﬂ&%&iﬁ% fa’@lit%!%ﬁd %ﬁé’r age

and tra 1ty, Ichever 1s less to the storage and trading facility.
12 1 Sucl;u (‘Mf%ﬁiac“ ons may be negoti ated between the storage and trading
faci Fiup% e 2 producers. 3 4 [0032] Paynment for purchases by trade
buyers can be nade payable to the storage and 5 trading facility via bank
rem £t ance (el ectronic transfers) before wnes are shipped with 6 an agreed
shi pnent date. The storage and trading facility would collect paynent and 7
dedudt ﬂ@@?é@’raé@@néﬂlﬁwréﬁséﬁib\%rﬁd@ebl(y@ﬁ gt be imagde payabimte be sterpgg and

adm nistrative fee as 8 discussed above) and then remt the remaining sum
to the pradthgcfacilityiinbank hemitgnee ¢ele@rgréc tradsfefs)beéoravphes am stippedeiten days
upon receiving paynent or upon a nonthly 10 basis. Optionally, trade buyers

can pur giaifedshipriedt BawEMSstofadelndoradlbg Fcilik) wotld 861eeY payrae ey €
i nternet connection. Alternatively, the step of executing a purchase 12

tr ansa%euctqﬁ@ aGPIERS AGRini NG FEBIEStheF At QLAY oP BBl 8 %ed s@de

buyer a 13 remtting the admnistrative fee to the storage and trading

fact b1 Yiscudded B0 935l fbie rhREAIRRAFinb BH RnEARbALLeY BT rROSgra08 the

9  period, for example, within seven days upon receiving payment or upon a monthly

10 basis. Optionally, trade buyers can purchase and maké payments of the products

11 online over a secure internet connection. Alternatively, the step of executing a purchase
12 transaction can comprise the producer collecting payment from the trade buyer and

13 remitting the administrative fee to the storage and trading facility.

14

15 [0033] The storage and trading facility does not own the wines nor would it normally

16  trade in wine. Instead, it advantageously provides the facilities and services to the

17  wineries and trade buyers to get together and efficiently conduct business together.

18

19  [0034] From the foregoing disclosure and detailed description of certain embodiments, it

20  will be apparent that various modifications, additions and other alternative embodiments

21  are possible without departing from the true scope and spirit of the invention. The

22  embodiments discussed were chosen and described to provide the best illustration of

23 the principles of the invention and its practical application to thereby enable one of

13



16 trade in wne. Instead, it advantageously provides the facilities and
services to the 17 wineries and trade buyers to get together and
efficiently conduct business together. 18 19 [0034] Fromthe foregoing

di scl osure and detail ed description of certain enbodinents, it 20 will be
apparent that various nodifications, additions and other alternative
enbodi nents 21 are possible without departing fromthe true scope and
spirit of the invention. The 22 enbodi nents di scussed were chosen and

deschi b%ﬁ’dlhéﬁg%ﬂi"lh‘iﬁe 5h&o li?:%étthée 'H\féﬁfié@Fni \?H?io‘&%ern?%ooﬁr‘ﬂ%n rafiRh 9§r|6{gs' the

i nvention ts practical application tot y ena Ie one o0

or di gar Ml s and
Wthﬁva?ﬁn cﬁ*’@at'ahﬁs%%?e Sl RHEDARD L B BnbRSE A BT ERA s

cont | at ed. such_ no |f|cat| d varj| tlons within the scope
oF "t R ey Sarintens SCuER e aotis, e iRl Ed o gmﬁwrmﬁr@ﬁ feted in
accordance wth the breadth to which they are fairly, { 5 and

equi frablclairepwhendaterargted l@mcwange\mﬁttha@r@%thﬁ@wm@ thsy aae airly legallod of
mar ket i ng products, conprising, in conbination, the steps of: 5 storing

pr odtict ndreodiialely entitled.pl ural ity of producers at a storage and trading 6
facility, the storage and trading facility conprises an exchange centre and

a storage 7 location; 8 wherein the exchange centre conprises an area for
the producers to display their

14



9 products and for trade buyers to view, to sanple and to purchase any of
the products, 10 and the storage | ocation conprises a place to store the
products; 11 chargi ng each of the producers of the products according to
whet her each 12 producer chooses to store their correspondi ng product at
the storage | ocation; 13 displaying the products at the exchange centre; and
14 marketing the products to the trade buyers. 15 16 2. The nethod of claim
1, further conprising the step of marketing use of the 17 storage and
trading facility to producers. 18 18LAiM3he nmethod of claim2, wherein the
step of marketing to producers is conducted 20 by one of enployees of the
st or age apsl i§ caghe@idacility and referral agents. 21 22 4. The net hod of
claim3, wherein the referral agents receive a referral fee for each 23 new
prodgcer whi ch nakes use of the storage and trading facility. 15 2 5. The
met hod of claim 1, wherein the step of marketing the products to the trade

3 buyers conmprisgs bringing trade puyers .t.o the storage and trading
faci Fity: 4 Penginodiel matketig BRdPt; KomPiziAgy e et o Qi r&PSPE bever ages.
6 7 7. The nmethod of claim®6, wherein the products are al coholic beverages.
8 5 storing products produced by a plurality of producers at a storage and trading

6 facility, the storage and trading facility comprises an exchange centre and a storage

7  location;

8 wherein the exchange centre comprises an area for the producers to display their

9 products and for trade buyers to view, to sample and to purchase any of the products,

10  and the storage location comprises a place to store the products;

11 charging each of the producers of the products according to whether each

12 producer chooses to store their corresponding product at the storage location;

13 displaying the products at the exchange centre; and

14 marketing the products to the trade buyers.

15

16 2. The method of claim 1, further comprising the step of marketing use of the

17  storage and trading facility to producers.

18

19 3. The method of claim 2, wherein the step of marketing to producers is conducted
20 by one of employees of the storage and trading facility and referral agents.

21

22 4. The method of claim 3, wherein the referral agents receive a referral fee for each

23 new producer which makes use of the storage and trading facility.

15



9 8. The method of claim1, wherein an owner of the storage and trading
facility is 10 different than the producers. 11 12 9. The nethod of claim
1, wherein the producers conprise nenbers and non- 13 nenbers of the storage
and trading facility. 14 15 10. The nethod of claim 1, wherein the
producers decide on a selling price of their 16 products. 17 18 11. The
nmet hod of claim 7, wherein the step of nmarketing the products conprises 19
conducting at |east one lifestyle progranme, wherein the at | east one
lifestyle 20 progranme is selected froma w ne school, a w ne appreciation
course, a wne tasting 21 event, a wine auction, an educational sem nar and
a restayrant ich seryves.the 22 al coholic beverage 23 16 2., The net hod
of cPar 1 AHBTERAOR Y B, e 57 Sterit RARERE hegtPerEs do iiad®
centre. 3 4 13. The nethod of claim 1, wherein tenperature and hum dity of
the St orAY8rs GUBRNSHS bringifigeiradmbrisirs &eithesstorageandrirading faciiy of cl ai m 1,

further conprising the step of tracking producers and

4
5 6. The method of claim 1, wherein the products are beverages.

6

7 7. The method of claim 6, wherein the products are alcoholic beverages.

8

9 8. The method of claim 1, wherein an owner of the storage and trading facility is

10  different than the producers.

11

12 9. The method of claim 1, wherein the producers comprise members and non-

13 members of the storage and trading facility.

14

15 10.  The method of claim 1, wherein the producers decide on a selling price of their
16  products.

17

18 11. The method of claim 7, wherein the step of marketing the products comprises
19 conducting at least one lifestyle programme, wherein the at least one lifestyle

20  programme is selected from a wine school, a wine appreciation course, a wine tasting
21  event, a wine auction, an educational seminar and a restaurant which serves the

22 alcoholic beverage.

23

16



8 trade buyers using a conputer. 9 10 15. The nethod of claim11, further
conprising the step of tracking inventory and 11 financial transactions of
the products at the storage and trade facility using a conputer. 12 13 16.
The met hod of claim 15, wherein the step of tracking is accessible over the
14 internet. 15 16 17. The method of claim7, further conprising the step
of providing val ue-added 17 services to the products, wherein the

val ue- added services conprise at |east one of 18 |abeling the alcoholic

beverages aneyohithbAds cma, mié%ahq?@@%%@&ﬁ%au&@is réﬂnﬁ%éfroﬁhﬁqe@&mﬁg@f

claiml, further conprising a step of executing a purchase 21 transaction,
conpt,i Si (r%gggol | ecting paynent fromthe trade buyer for the product 22

purc ase y the trade buyer, deducting an admnistrative fee, and remtting

the _23 remaining sumto the producer of the product. 17 2 19. The net hod of
cl ai |=7?19, wherein the step of charging conprises charging each 3 producer
who becones a nenber a nenbership fee, which entitles the nenber to at 4
| eastt t HS. f olTheuneiod of staiyndlg avherein fempe@tergeanddtanidiy of Bre storagedocation t ed
period at no additional charge 6 beyond the nmenbership fee; 7 display of
t he Fentzee confooleduct s in the exchange centre;

6

7 14.  The method of claim 1, further comprising the step of tracking producers and

8 trade buyers using a computer.

10 15. The method of claim 1, further comprising the step of tracking inventory and
11  financial transactions of the products at the storage and trade facility using a computer.
12

13 16. The method of claim 15, wherein the step of tracking is accessible over the
14 internet.

15

16 17. The method of claim 7, further comprising the step of providing value-added
17  services to the products, wherein the value-added services comprise at least one of
18 labeling the alcoholic beverages and bottling the alcoholic beverages.

19

20 18. The method of claim 1, further comprising a step of executing a purchase

21  transaction, comprising collecting payment from the trade buyer for the product

22 purchased by the trade buyer, deducting an administrative fee, and remitting the

23 remaining sum to the producer of the product.

17



8 participate in optional wine tasting events; 9 receive marketing of the
menber's products to trade buyers; 10 wherein a first admnistrative fee is
charged by the storage and trading facility for 11 each sale that is made.
12 13 20. The nethod of claim 19, wherein the nenbership fee is collected
by the storage 14 and trading facility at one of regular intervals and a
one tine paynent. 15 16 21. The nethod of claim9, wherein the producers
who are non-nenbers receive 17 marketing of the non-nenber's products to
tradq buyers, and in exchange are charged 18 by the storage and trading
facility with a second adm ni strative fee for each sales made, 19 wherein
the gsecond adm nistrative.fee is greater than a.first admnistrative fee
char ged 160" Beraber of Ui B uirssdh 3t el Bafling pTAREES Thabldifathe
producers further conprise | egacy custoners 23 who are existing custoners
of tHRe dWeRuEge chqqoﬁmsf'@ arna @ﬂ.e”@@rslh'p fee avhigthantifiasHbe ”ﬂﬁmg¢ra1i°rﬁt22,
wherein the | egacy custoners are entitled to 3 conplinentary storage space
for & sdeantthe fofowid: period. 4 5 24. The nmethod of claim 19, wherein when
products are remaining at the storage 6 and trading facility after the
expi sy of thetdragestt ihierdtbradepecation, fot hdirgdlionted gresiod & nseddeitional charge

6 beyond the membership fee;
7 display of the member’s products in the exchange centre;
8 participate in optional wine tasting events;
9 receive marketing of the member’s products to trade buyers;
10 wherein a first administrative fee is charged by the sforage and trading facility for

11  each sale that is made.

12

13 20. The method of claim 19, wherein the membership fee is collected by the storage
14 and trading facility at one of regular intervals and a one time payment.

15

16 21. The method of claim 9, wherein the producers who are non-members receive

17 marketing of the non-member's products to trade buyers, and in exchange are charged
18 by the storage and trading facility with a second administrative fee for each sales made,
19  wherein the second administrative fee is greater than a first administrative fee charged
20  to members.

21

22 22, The method of claim 9, wherein the producers further comprise legacy customers

23 who are existing customers of the storage and trading facility.

18



7 one of the following options: 8 (a) paying a subsequent nenbership fee
where the storage and trading 9 facility agrees to store the products

remai ning for an additional period; 10 (b) paying a storage fee at a rate
agreed between the storage and trading 11 facility and the producers, to
continue storing the products at the storage location; 12 (c) shipping the
products remai ning back to the producers without cost to the 13 storage and
trading facility; 14 (d) allowing the storage and trading facility to set a
priceg for the products 15 renaining, to sell the products renaining, and 16
paying t he storage and trading facility one of a third admnistrative fee

for he first

admi |s at i \-/FQ% %nggﬁwgﬂﬁﬁt {/Vg'gmdgWﬁ%@%#ﬁ@‘é&g@%ﬁgﬁe@ﬁt Ilae of products
remai_nin rage and tradin cilit 9 whichever is greater to
the st orcgﬁl??' ?qr AGE FRRTS fo[rﬁsgg?md%mn(sg)gegpéow ng the storage and
trading facility to set a price for the products 21 remaining, to sell the
proddcts remni ning, and 22 paying the storage and trading facility one of a
third adm nistrative fee for sales of 23 the products remaining which is

hi ghér tdan fThe niethetl cdimmi1dt wheraie whee,pradacta aporamainingfat ti® storageoceeds of
the sales of products remaining to the storage and trading facility, 2

whi clevenditradiRpRiclity ffsr thé @&Fwoﬁm@ flrstaimhitg perid, tieyproducérsfan seectnet hod
of claim 20, wherein the regular intervals conprise one of nonthly, 5
quar ger lohe dpBIING GBtichenual .
8 (a)  paying a subsequent membership fee where the storage and trading
9 facility agrees to store the products remaining for an additional period,
10 (b) paying a storage fee at a rate agreed between the storage and trading
11 facility and the producers, to continue storing the products at the storage location;
12 ()  shipping the products remaining back to the producers without cost to the
13 storage and trading facility;
14 (d) allowing the storage and trading facility to set a price for the products
15 remaining, to sell the products remaining, and
16 paying the storage and trading facility one of a third administrative fee for sales of
17  the products remaining which is higher than the first administrative fee, and a portion of
18  proceeds of the sales of products remaining to the storage and trading facility,
19  whichever is greater to the storage and trading facility; and
20 (e)  allowing the storage and trading facility to set a price for the products
21 remaining, to sell the products remaining, and

22 paying the storage and trading facility one of a third administrative fee for sales of

23 the products remaining which is higher than the first administrative fee, and a portion of

19



6 7 26. The method of claiml further conprising a step of executing a
purchase 8 transaction, conprising the producer collecting paynent fromthe
trade buyer and 9 remtting the admnnistrative fee to the storage and
trading facility. 10 20

1  proceeds of the sales of products remaining to the storage and trading facility,

2 whichever is less to the storage and trading facility.

4 25. The method of claim 20, wherein the regular intervals comprise one of monthly,

5 quarterly, biannually or annually.

7 26. The method of claim 1 further comprising a step of executing a purchase
8 transaction, comprising the producer collecting payment from the trade buyer and
9 remitting the administrative fee to the storage and trading facility.

10

20





