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5. PROMOTION, FESTIVITIES AND THE VOICE OF THE PEOPLE
5.1 Publicity and parties

The pathway to consumer table is long, full of difficulties and its route requires qualification and patience. It is
necessary to create some special attraction. Then that propaganda raises. The promotion is basically made through
publicity, which is the art of exerting a psychological action on the public with the most diverse purposes, mainly
commercial. Publicity uses the most varying means:; posters, advertisements, texts, labels, etc. with the aim to turn
the wine, origin, type, vintage, etc., known.
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5.1 Publicity and parties

The means used to publicity
are as varying as possible.
The producers take hold of
everything at their reach to
turn their product well known
and, thus, increase their
marketing. Publicity that is
given to wine is a significant
factor in the accomplishment

of great transactions.
Postal stationery with advertising on “Bosca” wines
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5.1 Publicity and parties
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Baco, the God of Wine was famous for the great and endless celebrations he promoted, always abundant of good
wines. Gods drink history joins tradition, folklore, habits and costumes, of each wine-producing region and,
periodically, celebrations are promoted where wine is the main theme. Celebrations join the fairs that are mainly
turned to business, promotions, publicity and product sales typical of each region.
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5.1 Publicity and parties

Parties and fairs have been a trademark in wine-producing regions.
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Carried out as a form to attract visitors and show their potentiality they have been considered traditional and are
reedited at regular time intervals, calling the attention of all those directly interested in, as well as visitors from all over.
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5.2 Exhibitions, fairs and congresses

NAUVOQOO GRAPE
FESTIVAL
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Exhibitions have always a large section dedicated to wines. They can be local, national, and international. During their
accomplishment several promotions are made. It is a great opportunity for the accomplishment of business, visiting
and participation in searching improvement in knowledge and approaching to good wines.
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5.2 Exhibitions, fairs and congresses

Region population and all those interested in the celebrations and/or fair wait anxiously the date and its beginning.
Such events provide entertainment, tourism, culture, besides being a resource of accomplishment of good

negotiations. These events are very important for the governments.
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5.2 Exhibitions, fairs and congresses

CARNAVAL (Cassia carnaval
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Expositions have always the aim to show to the visitors the local production and, still promoting the meeting of the
greatest names of world wine-production. On such occasions besides the wines, grape by-products and machinery

developed are also showed to culture, harvest, and production improvement.
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5.2 Exhibitions, fairs and congresses

Congresses on wine and wine-

Production are solemn confer-

ences and reunions of people

/ or countries for the deliberation
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5.2 Exhibitions, fairs and congresses
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Bordeaux istanbul, 1947 Mendoza, 1963

Each congress is turned to discussion and analyses of a predetermined subject, such as: “grape and

" oa

wine”, “wine and health”, “valorization of viticuiture”, etc.

Bucharest, 1968
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5.3 Social life

The satisfaction of a feeding necessity joined the necessity of a pleasure.
Peynaud writes that “nutrition usually is prosaic, and the beverage, poetical;
there are numerous songs <a boire>, and none <a manger>". It would be
natural that the symbolic worth of bread joined that of water, the universal
indispensable beverage to life. But, it did not happen: wine has occupied such
place.
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Man holding a bottle and bottle of wine as candie in a sotdier room, Come on, drink and smile!
depicted on a Feldpost card. Free franking
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5.3 Social life

All the festive events that are worthy cannot dismiss a glass of a good wine. in social life, wine
and life interweave in life experience and personal experience, not only feeding but also
enriching man’s spirit, culturally and humanely.
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5.4 Patrons and artistic manifestations
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Many are the saints considered rural
that the popular cults have
transmitted until our days and that
Church has officially recognized.
They are venerated as patrons for the
diverse agricultural categories. Thus,
there are the agriculturist protector,
patron of siestas, fruit-cuiture workers
protector, and also, the protectors
and patrons of wine-culture and wine.

S.Florent S.Willibrord

Each region venerates its
patrons having celebrations or
building churches and monuments in
his honor.
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5.4 Patrons and artistic manifestations

Wine has been with us since the beginning of civilization.

It is the temperate, civilized, sacred, romantic mealtime

beverage recommended in the Bible. Wine has been

praised for centuries by statesmen, philosophers, poets,
artists and painters.

Grape depicted on a boutrint mosaic
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Vine depicted on “The “Green Still Life, 1914”. Picasso
tapestry Apocalypse”

Wine is art. It's culture. It's the essence of civilisation and the art of living. That is why every piece of art
has an objective and subjective portion. Wine and grape always took part of art. There are many
artistic works that show a complex of images associated at grape and wine.
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“ Card players”. Cézanne “Young women selling grapes”. Lingner “Grapes and pomegranates”. Chardin
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5.4 Patrons and artistic manifestations

Fine arts are arts that worry about beauty and sublime

representation. All gender artists through time largely

portrayed wine and grape. Paintings with scenes that

remind us wine are practically spread at all fine arts
museums in the world.

* Gargantua “ * Still Life “ Auto-portrait “ “Vin Estate”
Rabelais Joseph Kutter Rembrandt Torrecuso

“Wine and art” depicted on the postmark
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