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1.

PRESENTA
TION

WINEMAD AT A GLANCE.

WINEMAD 2026 is set to become Europe’s next great Interna-
tional Wine Fair—an inspiring, experiential, and urban gathe-
ring that will place Madrid firmly on the global map as the
epicenter of wine business, culture, and innovation.

For three exciting days, IFEMA Madrid will welcome wineries,
DPOs, importers, distributors, institutions, leading media, and
passionate wine lovers. The fair will provide a dynamic envi-
ronment designed to spark opportunities, foster partnerships,
and create truly unforgettable experiences.

And WINEMAD doesn't stop at the exhibition halls. Through
TASTE MADRID, the city itself comes alive with wine—flowing
into streets, restaurants, cultural venues, and local businesses
in a vibrant celebration that connects the fair with the heart-
beat of Madrid.

More than just a trade fair, WINEMAD is a movement. It's
where the world of wine meets the spirit of today: more open,
more immersive, more human.
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2.

WHAT IS
WINEMAD

WINEMAD is Madrid’s first-ever International Wine Fair, born with a
clear mission: to become the world's great meeting point for the wine
sector.

It is a fair designed for business, but equally for culture and experience,
always with the interests of exhibiting wineries at heart. A new model
of event—open, inclusive, and dynamic—that brings together the
leading players in the wine world—producers, distributors, buyers, insti-
tutions, media, and consumers—through an innovative, sensorial, and
participatory format.

» Business: Networking spaces, curated agendas with key buyers,
B2B meetings, and real opportunities for commercial connections
for participating wineries.

« Culture: Parallel activities across the city through the TASTE
MADRID program, where wine meets art, gastronomy, music, and
regional identity.

« Experience: Sensory tastings, creative workshops, inspiring talks,
immersive zones, and a participatory narrative that places the
visitor at the center of the experience.

Event scale (2026 projections):

- +300 national and international exhibitors

- +16,000 m? of exhibition space at IFEMA

- +5,000 professional visitors and general public

- +1,000 key buyers invited

- +100 activities in the TASTE MADRID program

- +50 accredited media outlets

- 3 days of in-person events with international digital reach
WINEMAD doesn't just showcase products. It tells a story. A way of

understanding wine as cultural heritage, as an economic driver, and as
a shared experience.



Madrid is much more than a capital city. It is a global hub—connected,
welcoming, and with a unique personality. Open to the world, vibrant,

3 with a strong identity that is constantly evolving. Its strategic location
® at the heart of the Iberian Peninsula, its global connectivity, and its
WHY status as a major European metropolis make Madrid the natural stage

for an international event like WINEMAD.

MADRID

Choosing Madrid is no coincidence. It is a statement of ambition and
vision for the future.




A CAPITAL CONNECTED
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4.

TARGET
AUDIENCE

WINEMAD is designed to attract all key players in the wine ecosystem,
combining a professional and commercial approach with a cultural
and experiential dimension that expands the impact of the event.

The target audience is divided into five major strategic profiles:

Strategic profiles

Description

Wineries and

National and international producers seeking

DPOs visibility, new sales channels, strategic part-
nerships, and direct contact with buyers.
WINEMAD is their global showcase.

Importers, The heart of the business. They will enjoy

Distributors, and
Professional Buyers

tailored B2B agendas, dedicated networking
areas, and exclusive services to maximize
business opportunities.

Hospitality, Retail,
and Catering

Sommeliers, chefs, restaurateurs, gourmet
shops, hotel chains, and local distributors.

Industry They seek innovation, training, new products,
Professionals .

and partnerships.
Media and Specialized press, mainstream media,
Influencers

influencers, opinion leaders, critics, and
journalists in wine and gastronomy amplify
the event's reach.

Public Institutions
and Sector
Organizations

Administrations, chambers of commerce,
regulatory councils, associations, universities,
and research centers that support the
sector’s development.



WINEMAD 2026 offers multiple ways to participate, tailored to the
objectives, profile, and visibility goals of every industry player. Whether
5 as an exhibitor, sponsor, or professional buyer, the event is designed to
L4 maximize return and visibility.

PARTICIPATION
OPTIONS - EXHIBITORS

Wineries, DPOs, and industry companies can participate as exhibitors
under different formats:

« Raw Space: Open floor space starting at 36 m? for customized stand
design and construction. Ideal for large brands with a defined visual
identity.

» Design Stand: Fully equipped 24 m? space (6x4 m) including furni-
ture, storage, electricity, branding, and visibility in the official app
and website.

« Premium Modular Stands: Fully equipped with a curated design,
furniture, electricity, branding, and official app and website visibility.

-3m2-2x15m
-6mM2-3x2m

-12m2-4x3m

All exhibitors enjoy access to the networking area, inclusion in the
official catalog, and technical support.




5.

PARTICIPATION
OPTIONS

- SPONSORS

Brands can choose from a wide range of sponsorship categories with
prominent visibility before, during, and after the event.

Multiple formats and levels are available:

« Official Sponsorship: Platinum, Gold, Silver, and Bronze packages

with guaranteed visibility, physical and digital presence, and
exclusive actions.

- Customized Sponsorship: Tailor-made visibility and activations
adapted to specific goals.

- Sponsorable Elements: Official wine glasses, stages, tasting

rooms, app, VIP lounge, lifestyle activations, awards, sensory expe-
riences, and more.

All sponsors benefit from strong visibility in the communication cam-
paign and the chance to personalize activations.
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PARTICIPATION
OPTIONS

Official
sponsorship

Sponsorship
categories

Description

PLATINUM
SPONSOR

50.000€

Modular stand +36 m?2

Sponsor’'s name included in the official event title
Premium logo placement across all signage, website,
app, badges, and lanyards

6 mentions on social media

Brochure inserted in visitor's bag

Exclusive logo on official event glasses

1 premium tasting or sponsored wine talk

6 VIP passes

Participation in the inauguration (toast/speech)
Branding on photocall and stage backdrop
Inclusion in press release

Presence in visitor newsletters

Prominent logo on the fair map (printed and digital)
Personalized networking agenda with buyers

GOLD
SPONSOR

30.000€

Modular stand 24 m?2

Prominent logo on signage, website, app, badges, and
lanyards

4 mentions on social media

Brochure inserted in visitor's bag
1sponsored activity (tasting, talk, or space)
4 VIP passes

Invitation to inauguration

Shared branding on photocall and stage
Inclusion in press release

Presence in visitor newsletters
Medium-sized logo on the fair map
Invitation to networking sessions

SILVER
SPONSOR

20.000€

Modular stand 12 m?

Medium logo on signage, website, app, and lanyards

2 mentions on social media

Brochure inserted in visitor's bag

Optional: participation in tastings/talks (with additional
cost)

2 VIP passes

Small logo on the fair map

General access to networking sessions

BRONZE
SPONSOR

10.000€

Modular stand 6 m?

Small logo on signage, website, and app

1 mention on social media

Brochure inserted in visitor's bag

1VIP pass

Small logo on the fair map

Optional add-ons: app visibility, immersive activations,
sponsored awards, media presence, and many other
tailored options



5.

CUSTOM SPONSORSHIP CATEGORIES

Sponsorship

Sponsorable

Area Elements Description Prize
Main stage or premium Exclusive branding on stage back- 30.000€
tasting room drops, tasting tables, or premium

spaces
Tickets /badges Logo printed on credentials, lanyards, 10.000€
General Jlanyards dent terial
e % and entry materials
Elements Visitor bags Distributed to all attendees with 25.000€
exhibitor brochures and materials
Official event glasses 2,000 official glasses with WINEMAD + 20.000€
sponsor logo
Printed glass holders Branded accessories for carrying 10.000€
glasses comfortably
Private tasting or pairing Guided tastings by sommeliers Ask about
zone featuring sponsor products or brand
storytelling
Sponsored Wine Bar Free or guided wine tastings themed Ask about
by sponsor
Gastronomy zone / food Pairing opportunities with tapas or Ask about
Experiences trucks gourmet cuisine
& Thematic
Zones Plazas / tasting lounges Outdoor/relaxation spaces with 25.000€
sponsor name and logo
VIP lounge Exclusive service area for invited 25.000€
guests, press, and buyers
Wine Talks / Professional Sponsored talks, roundtables, and 5.000€
Forum presentations (30-min slots)
Tasting workshops / Training sessions for general or specia- Ask about
vertical tastings lized audiences
App oficial del evento Sponsorship of key features (map, 10.000€
agenda, networking, etc.)
WiFi patrocinado “Connect thanks to [brand]” + persona- 25.000€
Digital & lized landing page
Media -
Photocall y redes Logo on official event photocall, 3.000€
sociales branded hashtags, stories, Instagram
spots
Streaming del evento o Live streaming of sessions with spon- Ask about

ponencias

sor branding—ideal for tech brands,
media, or international wineries

10



5.

CUSTOM SPONSORSHIP CATEGORIES

Sponsorship

Sponsorable

INTGE Elements Description Prize
Inauguration / Welcome Maximum visibility at the opening of 35.000€
toast the event

Creative & Tunnel of the Senses / Multi-sensory spaces (scents, visuals, Ask about
Lifestyle immersive experiences AR, etc.) with sponsor branding
Activations
Musical chill-out zone Live music or DJ set sponsored by Ask about
lifestyle brands
Label & packaging Showcase of innovative design in wine Ask about
design exhibition branding
Oﬁz';'a_l fT'r catalog (print Featuring all exhibitors + sponsor
t .
or digital) branding. 6.000€
Brochure in visitor bag Promotional brochure inserted in 5.000€
every visitor bag
Event floorplan (print or Logo and message featured on the fair 5.000€
Promotional digital) map
Materials
Pre- & post-event Exclusive sponsored newsletter to 5.000€
newsletters event databases
Joint merchandising Openers, tote bags, aprons, etc. 5.000€
co-branded with WINEMAD
Sponsored e-mailing Segment-targeted or mass email 5.000€
campaigns featuring the sponsor
Blind tasting contest Competition among visitors with jury Ask about
or public vote
Competitions Best Wine of the Fair Professional or public vote for best Ask about
& Awards award wine
Best Exhibitor/Stand Recognition of best branding and Ask about

award

experiential presence

1



5.

PARTICIPATION
OPTIONS

- BUYERS
WINEMAD will feature a dedicated program for national and interna-
tional professional buyers, offering:

- Priority access to exhibitors

» Personalized networking platforms and apps

- Pre-arranged B2B meetings with organizational support

» Networking lounges with exclusive services

« Participation in high-value activities

The “Hosted Buyers” Program is managed directly by the organization,
with the support of institutions and logistical partners.

12



EVERY STAND, EVERY TAST; 1
EVERY TALK... IS AN >
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6.

EXHIBITION
SPACES

- Types of stand:

Size m?2
Basic Stand 2x15m 3
Standard Mundi Stand 3x2m 6
Standard Uni Stand 3x2m 6
Professional Stand 4x3m 12
Corporate Stand 6 X 4m 24
Raw Stand. Space only from 36m?2 -
« Prices:
Regular Advance
price m2 price*
Basic Stand 990€ 940,50€
Standard Mundi Stand 1.992€ 1.892,40€
Standard Uni Stand 2.196€ 2.086,20€
Professional Stand 4.044€ 3.841,80€
Corporate Stand 7.800€ 7.410€

Raw Stand. Space only from 178€ x m2 -

*Advance prices available until 31t October 2025.
5% discount. Tax not included.

Registration

fee
99€
210€
220€
390€
390€
390€

15



BASIC STAND

7.
SPACES &

STANDS

- 5m?2 stand, 2x1,5m.

- 6m?2 of exhibition carpet laid directly on the pavilion floor.

- 3x2.5 m divider with printed vinyl, showcasing client-provided design.

- Partition recessed 50cm to conceal the electrical panel inside.

- 3 spotlights with one socket on the back wall, 1 power strip and 1 electrical panel to be
shared between the two stands. (DOES NOT INCLUDE SIDE SPOTLIGHTS).

- Furniture: 1 table with 2 chairs and 1 counter with door and lock, plus 1 stool.

- Final art supplied by the client.

- PDF files, scaled to 100% and 100-150 dpi, or real-size files without bleed or margins and
with outlined fonts.

- Optional: printed counter, furniture change, TV request, etc.

STANDARD UNI STAND

- 3x2m stands with a height of 2.5m.

- 6m? of exhibition carpet.

-1table, 2 chairs, and 1 waste bin.

- 1 electrical panel (3KW), 3 spotlights.

- Exhibitor's name on the front in cut vinyl, Arial font. Artwork provided by the client.

- PDF files, scaled to 100% and 100-150 dpi, or real-size files without bleed, margins,
and with outlined fonts.

- Optional: furniture change, TV request, printing of the remaining white panels, etc.

16



STANDARD MUNDI STAND

7.
SPACES &

STANDS

- 6mM? stand, 3x2m.

- 6m? of exhibition carpet laid directly on the pavilion floor.

- 1 back wall measuring 3x2.5m with printed vinyl, artwork provided by the client.

- Partition recessed 50cm to conceal the electrical panel inside.

- 3 spotlights with one socket on the back wall, 1 power strip and 1 electrical panel to
be shared between the two stands. (DOES NOT INCLUDE SIDE SPOTLIGHTS).

- Furniture: 1 table with 2 chairs and 1 counter with door and lock, plus 1 stool.

- Final art supplied by the client.

- PDF files, scaled to 100% and 100-150 dpi, or real-size files without bleed or margins
and with outlined fonts.

- Optional: printed counter, furniture change, TV request, etc.

PROFESSIONAL STAND

- 12m? stand, 4x3m.

- 12m?2 of exhibition carpet.

- 1 back wall with printed fabric canvas tailored to cover the Aluvision structure
(4x2.5m high) and two side panels for the congress graphics (1x2.5m high).

- 1 printed counter with door and lock, including 1 stool, 1 table, and 2 chairs.

- 4 spotlights and 1 socket on the back wall. (DOES NOT INCLUDE SIDE SPOTLI-
GHTS).

- Final art supplied by the client.

- PDF files, scaled to 100% and 100-150 dpi, or real-size files without bleed or margins
and with outlined fonts.

- Optional: furniture change, TV request, printing of the remaining white panels, etc.

17



CORPORATE STAND

7.
SPACES &

STANDS

- 24m? stand, 6x4m.

- 24m? of exhibition carpet.

- 1 storage room measuring 2x1x3m high.
- 2 ceilings, one 3x1m and another 2x1m.

- 2 stretched canvases and printed vinyl on the counter for the client’s artwork.

- Remaining areas optional to be customized by the client; otherwise finished in
white Forex.

- 1 back wall with printed fabric canvas tailored to cover the Aluvision structure
(4x2.5m high) and two side panels for the congress graphics (1x2.5m high).

- 1 counter with lock and door, including 1 stool, 2 tables, 4 chairs, and 1 waste bin.

- 3 spotlights on vertical panels, ceiling lighting, 1 electrical panel (3KW) in the stora-
ge room, 1 socket for each meeting area, and one at the counter.

- Final art supplied by the client.

- PDF files, scaled to 100% and 100-150 dpi, or real-size files without bleed or margins
and with outlined fonts.

- Optional: furniture change, TV request, printing of the remaining white panels, etc.

18



ORGANIZATION
&
INSTITUTIONAL
SUPPORT

WINEMAD is backed by a multi-channel, international cormmunication
strategy designed to maximize visibility and multiply the impact of
every participating brand. From pre-event campaigns to post-event
content, media presence will be constant, sesgmented, and impact-
ful—targeting both professional audiences and consumers, with a
special focus on channels most relevant to the wine industry.

« Visibility that drives ROI

- International media coverage: Guaranteed presence in specialized
wine press (Tecnovino, Vinetur, Infowine), mainstream outlets (E|
Pais, El Mundo, RTVE), economic media (Expansiéon, El Economista),
and lifestyle platforms (Time Out, GastroMadrid).

- Tailored digital campaigns: Social media actions segmented by
audience, language, and market; sponsored content; remarketing
campaigns.

- Prominent presence in official channels: Event website, official
app, newsletters, digital floor plans, lanyards, visitor bags, signage,
and on-site audiovisuals.

- Experiential activations with media impact: Tastings, talks, city
routes, and TASTE MADRID urban activations with visible branding
and integrated media coverage.

- Event-generated content: Professional interview recordings,
streamed sessions, highlight videos, and reusable materials for
participating brands.

« Customized communication plans: Each sponsor receives a dedi-
cated visibility plan adapted to their category (Platinum, Gold, Silver,
Bronze) and specific goals, with optional add-on activations both
inside the fair and throughout the city.

WINEMAD doesn't just communicate. It positions. Every stand, tasting,
talk, or activation becomes an opportunity to build your brand on the
world stage.

19



ORGANIZATION
&
INSTITUTIONAL
SUPPORT

- Organizing Entity: The fair is organized by the International School
of Protocol and Events, a leading institution in event training and
production since 1995. Through its event operator, Benson Sefora
Eventos, it guarantees the technical and logistical excellence of the

project.

- Expert and cross-disciplinary committee: The organizing commit-
tee brings together wine-sector professionals, marketing specialists,
international trade experts, and event communication strategists,
ensuring that the fair responds to the industry's real needs and evol-

ves year after year as a global benchmark.
« Institutional Support (requested):
- Madrid City Council
- Community of Madrid
- Madrid Chamber of Commerce
- IFEMA Madrid
- Regulatory Councils and Designations of Origin

- National and international sector associations

20



WINEMAD IS A STR*
INVESTMENT IN BR




Taking part in WINEMAD 2026 is a unique opportunity to align your
brand with the future of the wine sector from the heart of Europe. More

than a fair, WINEMAD is a platform for positioning, visibility, networking,
9. and emotional connection with strategic audiences.

BENEFITS FOR Key benefits for exhibitors and sponsors include:

SPONSORING - Association with a prestigious international event

BRAN DS Position Your brand as a‘pioneer, a benchmark, and a driving
force behind WINEMAD's future growth.

- Media visibility and guaranteed ROI

Hundreds of impacts across media, social networks, and official
platforms to maximize awareness.

- Access to high-value professional audiences

Direct connections with importers, distributors, buyers, and
key decision-makers.

- Participation in a new experiential fair model

Immmersive activities, tastings, and forums that differentiate
your brand, engage emotions, and create impact.

- Prominent presence in the city and in wine's cultural
narrative. Urban activations that put your brand at the center
of Madrid'’s living wine culture.

- Flexibility and customization

Multiple sponsorship formats tailored to each brand's goals.

WINEMAD is not just a fair. It is a strategic investment in visibility, brand
building, and high-value relationships.

22



JOIN US!

WINEMAD 2026 is more than a fair: it is a movement that
connects wine with the world, with citigs, with emotions,
and with business

It is the showcase for brands co
s— g = ]
/‘N Innovation, and wine culture—a pla

\b be present. |
Be partef the founding edition of anfi

globa'l.projection, and

Exclusive contact for sponsors:
patrocinadores@winemad.es
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