




@karinbrazil 

WHOAMI? 

• Oedicated #WINELOVER and WSET A umni

• Chief Digital Strategist & Head of Partnershi1ps at #winelover

• Creatrve communfcator with 25 years+ of experience in brand

content strategy, digital, PR & marketing, and multi-channel 

com munications. 

• Storytelling fan and power networking living in Germany since

2004 

• Director for the Brazllfan Tourist Board (iEmbratur} 2004-2008/

2013-2016 for several markets: DE, CH, A, BE, NL, RU, SE, NO, FI, IDiK 

• Main working topics: trave1I, wine, lifostyle, wellness, fitness and

fashion 

• Experience includes NT Os and Federal Promotion Agendes

• Worked in one of top 10 PR & MKTagencies in Germany before

founding Farne Creative Lab in 2013 

www.facebook.com/karinbrazil


* creotive lob 

@fa mecreativelab 

#famecreativelab 

ABOUT FAME CREATIVE LAB 

• Founded 2013

• Boutique marketlng, PR, digital and events agency with a focus

on tourlsm, wine, consumer goods and llfestyle 

• Based in the heart of Frankfurt counting with satellite offices in

Munlch 

• Core activation markets are Germany, Switzerland, Austria &

the Benelux 

• Big technology fans

• Sinergy is all, and we love brand co-ops

• Some wine-related references worth mentioning:

#winelover, Wines of Brazil, Alentejo, Wines of 

Uruguay, Staffelter Hof Winery, Burgenland, Navarra, 

Piemonte, Azores, Consorzio Montepulciano 

D
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Abbruzzo, Consejo Regional de Tequila 

www.linktr.ee/famecreativelab








www.linktr.ee/winelover








































1INSPIRATION S:OUIRCE 

Facebook/Facebook groups 

lnstagram postings 
Referrals from friends 

Specialized magiazines/new ... 
Word-of-mouth 

Blogs/Vlogs 

1 

1 

1 

Advertisement ,-Q (0%) 

Referred by associations/gro ... 
1 

Due to seminars/ hangouts/ ... 
A wine fair/competition/festival 

A seminar you took 

A wine you drank 
1

(7.3%) 

(1,4.6%) 

,(9.8%)

(19.5%) 

(9.8%) 

(26.8%) 

(31.7%) 

·(34.1%)

(31.7%) 

(46.3%) 

(39%) 







INTER ACTION W TH ILOCAL COMMUINITY 

 (0%) 0 (0%) 

2 3 4 5 

(Where 1 being considered least important. 5 being considered extremely important) 











OPPORTUNITY TO TAiLK TO THE WINEMAKER 

 (0%)  (0%) 
(15%) 

(20%) 

2 3 4 5 

(Where 1 being considered least important. 5 being considered extremely important) 



IMPOIRTAN1CE OF SPEiC:IALiCELLAR TOURS

(15%) 

 (0%) (0%) 

2 3 4 5 

(Where 1 being considered least important. 5 being considered extremely important) 







GREATCULTURAL OFFER IINTHESURRDUNDINGS

15 

10 

5 

0 

(0%) 
1 

2 3 4 

(Where 1 being considered least important, 5 being considered extremelly important)
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www.fame-creativelab.com



