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ľAbo�� ARENI Li�eĖ
 ARENI Li�e i� o�� ann�al �hink �ankĔ held once each �ea� in a diffe�en� �a�� of

�he globeė I� ga�he�� �o� mind� �o collec�i�el� �hink abo�� �he f����e of fine
�ineė In ŰŮŰŰĔ i� �a� held in S�ellenbo�chĔ So��h Af�icaĔ in �a��ne��hi� �i�h
S�ellenbo�ch Wine Ro��e�ė
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ĢA kind of �ine �hink �ank �ha�
engage� in con�e��a�ion� �i�h

�eo�le f�om all �alk� of �he �ine
�o�ldėģ

 

Ĭ E�ic A�imo�Ĕ Ne� Yo�k Time�
 

ų



ľO�r HostsĖ
 The f�t�re of fine �ine �ill be di�erseė We �ere pro�d and delighted to

sho�case estates representing different facets of the Stellenbosch Wine Ro�teĔ
�ith �ariet� in the terroirĔ si�eĔ estate histor�Ĕ o�nership and philosophies
representedė
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ľO�r AttendeesĖ
 ARENI Li�e ę Stellenbosch Edition gathered ŴŮ tho�ght leaders from ůŲ

different co�ntriesĔ incl�ding respected jo�rnalists and �ritersĔ iconic
�inemakers and distrib�torsĔ infl�ential scientistsĔ politiciansĔ and
international tech and finance e�pertsė
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ReWXUQLQJ aWWeQdeeV
78%

FLUVW WLPe aWWeQdeeV
22%

OÒÃ aÍÍendeeÇ AÍÍendeeÇ bâ geogÃaphâ

FiÃÇÍ Íime ÛÇ ÃeÍÒÃning aÍÍendeeÇ

MeQ
52.5%

WRPeQ
47.5%

AÍÍendeeÇ bâ gendeÃ

WLQePaNeU RU EVWaWe OZQeU
44.1%

OWKeU WLQe
16.9%

WLQe DLVWULbXWLRQ
13.6%

JRXUQaOLVW RU WULWeU
11.9%

AÍÍendeeÇ bâ ÇecÍoÃ

ŷ

SRXWK AIULca 47.5%
USA 15.3%

EXURSe - OWKeU 15.3%

FUaQce 6.8%
UK 6.8%

AIULca - OWKeU 5.1%
AXVWUaOLa 3.4%

AUJeQWLQa 1.7% NeZ ZeaOaQd 1.7%



ľO�r CommitmentsĖ
 This �earĔ �eĠ�e s�pported three initiati�es that �e belie�e are central to a more

s�stainable f�t�re for fine �ineė
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M�Í��aÍ�°� ¶ÒÃ caÃb¶°
f¶¶ÍÀÃ�°Í

ARENI has offset the carbon footprint of
each international flight taken to ARENI
Live, using Credible Carbon to calculate a
donation amount to The Botanical Society.
We also encourage you to donate using the
QR code.

ARENI is a proud partner of The Botanical Society, a non-
profit organisation that supports South Africa's national
botanical gardens. Its mission is to support plant conservation
across South Africa and to know, grow, protect and enjoy
South Africa's indigenous plants. 

Investing in biodiversity is key to the future of both agriculture
and viticulture, as it affects soil quality, increases water and
food security resilience, reduces fire risks, and helps mitigate
many impacts of climate change.
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Social sustainability is about identifying and managing business
impacts, both positive and negative, on people. 

ARENI Global is proud to support the Pebbles project, a charity
founded in ŰŮŮŲ primarily to help children born with special
needs as a result of Foetal Alcohol Spectrum Disorder. Today, the
Pebbles project enriches the lives of disadvantaged children and
families in the agricultural communities of the Western Cape,
focusing on the entire life of the child and the challenging
circumstances in which they live in order to make a significant
and lasting difference. 

SÀ¶Í©���Í ¶° Ç¶c�a©
ÇÒÇÍa�°ab�©�Íâ

Photo: courtesy of the Pebbles Project

ARENI contributed to a nutritionally
balanced breakfast, lunch and two snacks per
day for one year for three children. We also
encourage you to donate using the QR code.
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F¶cÒÇ ¶°ł B©�°d A¯b�Í�¶°
The story of the Blind Ambition film project began in ŰŮůŵ at
the inaugural ARENI Live (Fine Minds Ų Fine Wine) event at
Nicole Rolet’s estate, Chêne Bleu, in the Rhône Valley. 

Jancis Robinson MW and Andrew Caillard MW, the producer
of Red Obsession, were seated together. He mentioned that he
was looking for another good wine story, and Jancis told him
about the Zimbabwean wine tasting team. The rest is history.

Five years later, ARENI was proud to organise the first ever-
screening of Blind Ambition in South Africa.

We will be rooting for team Zimbabwe for
the ŰŮŰŰ competition and we hope you will
join in using the QR code to donate.
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_Roundtable Key Takeaways
The roundtable workshops are the heart of ARENI Live. This year attendees
explored six topics, from financial sustainability to the best ways to futureproof
the supply chain, and how to recruit talent. They reflected on real disruptions
and possible scenarios for the future. The pages that follow contain an unedited
summary of their main thoughts and conclusions.
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IÇ F�°e W�°e T¶¶ C�eaÀŇ
 What does financial sustainability mean? How is it assessed?

How can it be measured? Why does it matter?

“The three aspects of sustainability have different timelines.
You can probably exploit nature the longest and get away with

it, and people the second longest, but when you run out of
money it stops immediately. It’s not an ideal, but it’s a reality.”

 
 - ARENI Live attendee
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Sustainability, as per the United Nations:

 Financial Sustainability, as per the United Nations:

In real life, the three aspects of sustainability
(environmental, social, financial) have three different
timelines.  Profitability, although not enough, is a necessity
for sustainability.

It is very difficult to obtain a consensus to the answer “Is
Fine Wine too cheap”, notably because it depends on how
you define fine wine, and the product segmentation.

"Living well now while leaving the planet in good or better
shape for the next generation."

"Delivering financial returns in the short and long terms, while
generating positive value for society, while operating within
environmental constraints."

Keâ Ta§eaÜaâÇ
Fine wine is too cheap when it does not take into account social
and environmental impacts. If it can be made sustainably, it is
not too cheap.

Fine wine exists when demands exceeds supply globally. The
reality/consequence is that generally, whether we like it or not,
price are going to increase. Exceptions happen when wineries
have a conscious will to control the prices and a tight control on
distribution.

If, or when, fine wine becomes unaffordable for consumers,
there will always be something new. For example, a new
category such old vine wine, or natural wine, or a "new" area,
variety, region, or style.

For the future, transparency and integrity will go a long way to
ensure the longevity (sustainability) of fine wine. Measuring and
reporting, and regulatory controls, may be needed to influence
the mindset of the entire value chain.
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M¶Ãe ¶° ÍhiÇ Í¶Àic
Is Fine Wine too Cheap? Debate at Ŵŵ PM
Wine Profitability vs Financial Sustainability – In Conversation with Caroline Hermann MW – September 2022
12 Conversations: Different Ways of Looking at Sustainability – ARENI publication – September 2022

1ŵ

https://areni.global/is-fine-wine-too-cheap/


IÇ Fi°e Wi°e a° I°diÛidÒa© ¶Ã
C¶©©ecÍiÛe PÃ¶jecÍŇ

How can individual and collective approaches be balanced when it comes
to making fine wine? What should the community bring to the group?

 
How can estates retain their own uniqueness while participating in their
regional identity? And when it comes to selling wines, can you be “fine”

alone?
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A collective, but without positive and active
individuals, will not succeed. The collective must
comprise credible exponent and like-minded entities
and people. The individuals should be revered by
her/his peers:“Igniters”.

There is a difference between consumer/market facing
collectives and regulator collectives. For fine wine,
craft, intention, site and creativity, plus originality are
imperatives. The role of the regulator is to provide
checks/balances = accountability.

Stumbling blocks: free riders; typicity (as a lowest
common denominator not an igniter);
complacency/compliance; sufficient fine wine
consumers (who drink not store); Insufficient or
inadequate capacity; WHO/prohibitions.

Keâ Ta§eaÜaâÇ
Need to promote mutualism among the ecosystem;
collectives. “Crabs” - lids on or lids off.
Globalization of the fine wine culture rather than
disparate regional cultures.

Lever for change - fine wine is such a small % of the
overall alcoholic beverage industry. Need a fine
wine collective that works softly/guerilla in other
collectives to influence change that benefits the fine
wine industry. Collaboration between collectives.
Could that be ARENI? 
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M¶Ãe ¶° ÍhiÇ Í¶Àic

In This Together – How Fine Wine is re-thinking its Collective Models
What hierarchy's best for fine wine? ARENI Insight Series, November 2022
Define Fine Wine Whitepaper – Ųth edition, January 202ű

20

https://areni.global/in-this-together-how-fine-wine-is-re-thinking-its-collective-models-2/


Are Distributors the Future
of Fine Wine Distribution?

An a��e��men� of �he di���ib��ion model� �ha� c���en�l� e�i��� in diffe�en�
ma�ke��Ĕ and an e��lo�a�ion of �ha� fine �ine di���ib��ion co�ld look

like in �he nea� f����eė
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Key Takeaways
No ��b��i���e fo� �e��onal in�e�ac�ionĔ �he�he� digi�al
o� in �e��on

B�ilding h�b�id ��o�e model�

B�eaking �he ���ann� of ğ�he �co�eĠ ęŞ onę��ade onl� Ć
long�e�m b�and lo�al��

P�od�ce� �ela�ion�hi�� �i�h im�o��e�� Ć di���ib��o��
a�e �a�amo�n�

Collabo�a�ion be��een �malle� �ine�ie� �o achie�e
��cce��

Re�ea�ch Ć dee�l� �nde���and each e��o�� ma�ke�

ğPe��ona�Ġ ę �nde���anding �ho i� b��ing �o�� �ine�
Ć �h�

Collabo�a�ing �i�h o�he� l����� ��od�c��

Blending onę��emi�e and eęcomme�ce

Se��ice� enabling DTC in�e�na�ionall�

ĢDigi�al bo�nģ �ine�

Sommelie��Ŀ �al�e a� infl�ence�� �ho�ld no� be
�nde�e��ima�ed
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More on this topic
Fine Wine me�chan�� in �he in�e�ne� age
Wha� do Fine Wine lo�e�� �an�ĝ
Wh� do Fine Wine b��e�� b�� �ha� �he� doĝ
Wh� �he Wo�ld of Wine Need� Ga�eo�ene��

Űű
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Recruiting Talent – Fine
Wineūs Biggest Challenge?

F�om �ine�a�d �o�ke�� �o �e�ail and ho��i�ali�� ��affĔ �he fine
�ine �o�ld i� ha�ing a �o�gh �ime a���ac�ing and �ec��i�ing

em�lo�ee�ė E��e��� �ill con�ide� �ac�ic� �o �ec��i� in
�na���ac�i�e ind����ie�ė
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Key Takeaways

Loca�ion ę ���al a�ea� lack �ocial �e��iceĔ and
��an��o��a�ion can be diffic�l�
Sea�onali��
Financial ę lack of good �age�Ĕ c�cle of �o�e���
Ho� �o �cale �ocial ŕ economic ��og�am� on �ine
fa�m�
Agei�m ę �e�e��e �he�e �o�ng �eo�le a�e
di�c�imina�ed again��

B�ild comm�ni��Ĕ be��e� condi�ion�Ĕ main�aining
h�man �o�ch ę no mechanical
C�ea�e o��o���ni�ie� fo� o�ne��hi�Ĕ �kill�
de�elo�men�Ĕ changing �e�ce��ion �o �ha� �he fine
�ine ind����� i� �elcoming

Challenge�

Sol��ion� �o challenge�Ė

C�l���e of comm�ni��
Wine a� a life���le fo� con��me� and �o�ke�
Mo�e di�e��i��Ĕ e��i�� and incl��ion
Wine i� a���oachable
Uni�e��al lang�age
A�a�ene�� of �ha� fine �ine i�

Looking Fo��a�dĖ
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M¶Ãe ¶n ÍhiÇ Í¶Àic
How Much is Enough? In Conversation with Felicity Carter and Jordan Sale
Teaching, Learning, Growing in an Online World
The Future of Education and Skills – In Conversation with Elaine Chukan Brown
Towards a Local Understanding of Diversity and Inclusion – In Conversation with Tomiwa Owolade
12 Conversations: Different Ways of Looking at Sustainability – ARENI publication – September 2022
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Taking AdÛanÍage ¶f M¶deÃn
MaÃkeÍing PaÃad¶áeÇ

Timely vs timeless, local vs global, exclusive vs inclusive. The world of
premium goods marketing is full of paradoxes. How do successful brands

navigate their ways through these conflicting demands?
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Keâ TakeaÜaâÇ
Fine Wine at its best must exist as a global whole 

"You’re not driving the car, but you should be
holding the map” 

We need to express ourselves as part of a global whole
and create an ecosystem within which we can all thrive.
The question still to solve: How do we solve the problem
of creating a global reach that is environmentally
sustainable?

The consumer is always on a journey. They will move,
evolve and explore. Our message to them needs to track
that movement. Out of this, there is a need (possibly
manifested by an independent body) for content
producers that allow consumers to know "which roads
to take". There needs to be content that CONNECTS
fine wine producers around the world.

Context creates value in the mind of the consumer.
Especially if you can create the experience, universe,
lifestyle space within which your product can
thrive/exist. Real world experiences MUST be part of
your brand expression.

We need to understand how to communicate value
without necessarily focussing on the product. 
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Keâ TakeaÜaâÇ c¶nÍinÒed

Be consumer-embracing at multiple levels. 

At the highest product level, this might be personal, high-
touch service (throughout the transaction process). But
this needs to morph as it moves down the tiers of product.
For bigger productions, "high touch" may not be feasible,
but a similar function can be performed though the
employment of well chosen CRM tools. And at the lowest
level of engagement with clients only interested in ones
mass market products, even at that low level, "customer-
embracing" can be expressed through efficient and
intelligent segmentation of ones database.

At the very least, make customers feel like they belong in
your brand universe.

Aspiration is a tightrope that achieves exclusivity
without elitism.

Aspiration is not about being able to afford more
expensive products. It is about being able to live a better
life. As such, the message that inspires aspiration should
be about the way one thinks about life, the environment,
society etc. 

It is a broad level approach which WILL result in more
expensive wines...but the price is a by-product of the
aspirational ethos, NOT something to be achieved in
itself. ALSO, aspiration needs to be created across other
industries, not just to our customers so that other
companies and manufacturers seem to emulate the ethos
with which we do what we do. #netpositive
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M¶Ãe ¶n ÍhiÇ Í¶Àic
The Future of the Fine Wine Consumers
Deconstructing the Language of Wine to Attract New Consumers – In Conversation with Sandrine Goyevaerts
Debunking the Clichés of Digital Marketing – In Conversation with Georgia Panagopoulou
Understanding Asia’s Affluent Consumers – In Conversation with Amrita Banta
On Fine Wine and Luxury – In Conversation with Eric Asimov

ű0

https://areni.global/the-future-of-fine-wine-consumers-2/
https://areni.global/deconstructing-the-language-of-wine-to-attract-new-consumers-in-conversation-with-sandrine-goeyvaerts/
https://areni.global/debunking-the-cliches-of-digital-marketing-in-conversation-with-georgia-panagopoulou/
https://areni.global/understanding-asias-affluent-consumers-in-conversation-with-amrita-banta/
https://areni.global/on-fine-wine-and-luxury-in-conversation-with-eric-asimov/


Between the aftershock of the pandemic, the continuing war in Europe, widening
economic inequality, and the global fear of economic slowdown, the level of

uncertainty being faced by both companies and governments is unprecedented.
How can fine wine survive and thrive the disruptions in both their supply chain

and commercial markets?

FÒÍÒÃe PÃ¶¶fi°g Íhe Va©Òe Chai°
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Keâ Ta§eaÜaâÇ
Climate change
Dilution and consolidation. When an industry = only Ų big
wineries, wine becomes less important. Story, authenticity, regions,
local knowledge become less important
Loss of knowledge and talent, loss of people with the capacity to
teach
Shortage of supplies and shipping crisis
Changing consumers values

Always prepare for the worst and think long term
Recognize that from now on it will probably be a long continuation
of international shocks.
Acknowledge that the changes you are making today you won’t see
until the next ŵ/10y.
Improve the way liquidity works throughout the chain. Example:
Crypto currencies and blockchain can be a solution to that.
Make people proud. Example: In Argentina, now on every label:
“bebida nacional” to illustrate the fact it is the most important
beverage in the country.

What are we future proofing against:

How to future proof - global business

Co-creation: Invite all your stakeholders to be part of the
creation process. Talk less, listen more, in both the physical
and digital space.
Improve our industry members' capacity to negotiate and
“rattle the cage”, making themselves heard and vocalizing
collectively global problems.

Start with the health of our vineyards – climate change and
epidemiology. Example: A winery is working with a
Bordeaux team to analyse vine leaves searching for new
virus that could become active with climate change.
Demonstrate to people the interest, skills and career paths
that can be found in viticulture. Example: The hands-on
garden is a piece of a property dedicated to showing kids
what their parents are doing: pruning and all vineyard work,
showing that there is craft and skills attached to viticulture.
Encourage workers international mobility: Advocate for an
international wine visa.

How to future proof - global business (continued)

How to futureproof - fine wine production
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Keâ Ta§eaÜaâÇ œc¶°Íi°ÒedŔ
Raise awareness of the shipping issue globally. Articulate the
situation so that issues and impacts are very clear. Example:
European delegation brought to South Africa to show them the
issues and consequences with the shipping lines only choosing
the most profitable routes.
Understanding that in the wine industry we are in a unique
position where the retailers (shop or restaurant) are actually
value adders for us: They are doing the upsell and selling to the
consumers for us, so we can't cut them all out.
Diversify your markets. Example: Crypto currency can help to
prove market interest. Selling through crypto can be a proof
that consumers want your product in the market that you want
to come into. A way of proving demand by going around the
difficulties of the existing supply chain.
Create decentralised marketplaces for wine supplies (bottles,
labels etc…)

How to futureproof - fine wine distribution
Labelling: Consideration about making your name the wine
brand: reduce your capacity for transmission. If you can come up
with a great name that links to customers and your sense of
place and what motivates you: more equity to the brand.
Work on your global brands: brand “country” and brand “wine”,
needed for better consumer perception. Work on brand wine so
that it can’t be dismissed or quickly associated without other
alcohol.
Constantly challenge the idea of what is valued by consumers
and how do we deliver value to them.
Favour intergenerational experiences of wine, allowing
transmission of passion.
“The most important step to get people to drink wine is to get
people to think of themselves as people who drink wine.”

How to futureproof- fine wine communication and consumption
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M¶Ãe ¶° ÍhiÇ Í¶Àic
ARENI Live Insights: The Current State of Global Trade
Shaping Tomorrow: A Global Overview of International Diplomacy
The World Post-COVIS: Framing the Global Picture
The Power of Collective Intelligence
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https://areni.global/podcast-the-world-post-covid-framing-the-global-picture-in-conversation-with-xavier-rolet-kbe/
https://areni.global/podcast-the-power-of-collective-intelligence-in-conversation-with-dr-emile-servan-schreiber/


_Taking action
ARENI Global wishes to facilitate action within the fine wine ecosystem,
helping stakeholders translate ideas and perspectives into actions, and monitor
their implementation in the months following the think tank.
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From Bordeaux to Stellenbosch Š A look back

O�e� �he �ea��Ĕ ARENI ha� �i�ne��ed c�nc�e�e ac�i�n� c�ming ��� �f
�he Think Tankė Thi� �ea� �e �e�e �lea�ed �� ��e�en� Ųműėbi�Ĕ an
inn��a�i�e bi�fab�ac�i�n ���ce�� b� Mike Tang� B�a��ėėė

G�a�e�ine� ŕ m��h���m� Ś b��e�ě Imagine c�mbining f�ngi �i�h
�ine�a�d �a��e �� g��� ���� ��n �ine �ackagingė Thi� i� Ųműėbi�ė I�
enable� �ine�ie� �� ���ce�� �ine c���ing�Ĕ and ��he� e�ce�� bi�ma��
f��m �he �ine�a�dĔ �� c�l�i�a�e b��e� f�� �ine b���le� �ha� �e�lace
ca�db�a�d b��e� and �����f�amė

Imagine �ecei�ing ���� b���le� �f malbec and cabe�ne� �a��ign�n in a
c�m�le�el� c�m����able b�� g���n f��m �he �ame g�a�e�Ĕ and �he
magical gl�e called m�celi�mė

Ųműėbi�Ġ� ���ce��Ĕ c���en�l� de�el��ed in A�gen�inaĔ i� ��enę����ce
and �ill ���n be a�ailable �� �ine�ie� ���ld�ide �� �ed�ce �hei�
ca�b�n f�����in�Ĕ ���ning �hei� ��n �a��e in�� bea��if�l ��ganic �ine
b��e�ė

F�� m��e inf��ma�i�nĔ c�n�ac� inf�ŁŲműėbi�ė
űŴ
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Ac�i�n� We Need �� Take

Fine �ine e�h�� and �al�e�
I�� �e���n�ibili�ie� in �e�m� �f ��blic heal�h
I�� �e���n�ibili�ie� ���a�d� i�� man� ��akeh�lde��
I�� �e���n�ibili�ie� ���a�d� �he en�i��nmen� and na���al �e����ce�
A ���e�f�l a�g�men� �ha� �ine i� a c�l���al ���d�c�Ĕ �a�� �f ��� c�llec�i�e
ci�ili�a�i�nĠ� �a��im�n�

C�ea�e a Fine Wine Manife��� �� clea�l� a��ic�la�eĖ

E��abli�h a ��anda�d f�� en�i��nmen�all� �e���n�ible beha�i���Ĕ f��m g�a�e ��
gla��ė

Define �he f�ame �f c�n���l �� en���e fine �ine ���d�ce�� �h� adhe�e �� �he
manife��� �e��ec� �he ��le�ė

S�a�� e�e�ci�ing ��f� ���e�ė Iden�if� in ��� l�cal c�mm�ni�ie� �he indi�id�al� �i�h
�he c�edibili�� �� ha�e �hei� ��ice� hea�d b� �he �e��le �e��e�en�ing ��� ind�����ė
We need be��e� �e��e�en�a�i�nė

How can we ensure fine wineűs social licence to operateŇ
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In terms of recruitmentŁ how can we overcome the challenges
inherent to viticultural work œlocated in ruralŁ remote areasŁ
seasonal jobsŁ lack of financial incentiveŁ lack of attractiveness of
agricultural jobsŁ ageing workforceŁ skills transmissionŔŇ

Ac�i�n� We Need �� Take

L�bb� f�� a �ine �i�a įin��i�a�i�n came f��m �he �ech �i�aİ ė

Make g���ing g�a�e� �e�� againė

C�ea�e �lace� �f bel�nging �he�e ���ke��Ġ �kill� a�e de�el��edĔ and �hei� ���g�e��i�n
enc���agedė

Re�ea�ch c���en� ne����k� �� a��i�� in hi�ingĔ ��ainingĔ �������Ĕ ne����kingė
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Ac�i�n� We Need �� Take

Lea�n h�� �� �a�ge� c�n��me�� �h���gh �ele�an�
and a������ia�e da�aė

Agg�ega�e e�i��ing c�n��me� �e�ea�ch ��
�egmen�a�i�n and find �a��ne�� �� fill �he ga�ė

C�ea�e a S�a�e �f �he Uni�n f�� fine �ineĔ �i�h
ann�al da�a f�c��ed �n fine �ine ���d�c�i�n and
c�n��m��i�nė

How can we better understand fine
wine consumersŇ

Ac�i�n� We Need �� Take

A��ic�la�e �he �eal c���� �f ���d�c�i�nĔ li��ing and
incl�ding all e��e�nali�ie� įen�i��nmen�alĔ ��cialİė

E��abli�h ��icing m�del� �� hel� �inemake�� fac��� in
�he�e c���� and ��ice fine �ine ����ainabl�ė

Be ��an��a�en� �� �he ma�ke� and c�n��me�� ab��� h��
��icing �a� e��abli�hedė

Q�an�if�Ĕ mea���e and �ed�ce ca�b�n f�����in�ė

How can we better understand and
reflect the true cost of wine productionŁ
including environmental and social
externalitiesŇ
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Do we need bottle standardisationŇ

Ac�i�n� We Need �� Take

De�el�� ne� f��m� �f di���ib��i�nĪ����i�mĪe�en��Ī
��cial c�mme�ce �� engage �i�h c���en� and ne�
c�n��me��ė

Di���ib��e �ine� �h���gh e�en�� ma�ching �ine� and
��me�hing el�e įiėeė a��Ĕ fa�hi�nĔ f��dĔ a�chi�ec���eĘİ

How can we distribute our wines more
experenciallyŇ

Ac�i�n� We Need �� Take

In�e��iga�e h�� ��he� �ec���� įinc bee�Ĕ ��i�i��Ĕ c�ffee
e�cĘİ a�e ge��ing �ead� and ada��ing �hei� di���ib��i�n
m�del�ė

How can we as a sector be ready for the
next pandemic and stop closuresŇ

Ac�i�n� We Need �� Take

C�ea�e g���� �� in�e��iga�e �he ����ibili�� �f ha�ing
in�e�na�i�nal ��anda�d� f�� b���le�ė
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H¶Ü ca° Üe be beÍÍeÃ c¶mmÒ°icaÍ¶ÃÇŇ

Ac�ion� We Need �o Take

Make fine �ine a��i�a�ional and no� eli�i��ė

Engage in �ocial li��eningė Engage �i�h �he �n��eceden�ed mo�emen� on �ocial
media fo� h�man �igh��Ĕ e��ali��Ĕ and in�eg�a�e �he�e �oin�� in fine �ine ��o��
�ellingė

Make �ine �a�� of �he bigge� �o�ldĔ ����ing i� in con�e�� and lea�ning f�om o�he�
field� o� ind�����ė

P�omo�e fine �ine a� a gene�a�ional link and enco��age �he ne� eme�ging
Af�ican ma�ke� �o no� j��� ��o�e �eal�h b�� al�o bo��le�ė
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ľWi�h G�a�i��de
ARENI Li�e �o�ldnĠ� be �o��ible �i�ho�� o�� gene�o�� ��on�o�� and �a��ne��ė
Once mo�eĔ �e �i�h �o �hank �hem fo� �hei� inc�edible hel� and con��ib��ionė
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OÒÃ ÇÀ¶°Ç¶ÃÇ a°d ÀaÃÍ°eÃÇ
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ARENI LiÛeł AÇ Çee° i°ŀŀŀ
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Fo� mo�e info�ma�ionĔ con�ac�
Pa�line Vica�dĖ

helloŁa�eniėglobal 

Ła�eniglobalŁa�eniglobal

ARENI LiÛe
Califo�nia Edi�ion
ŰŮĔŰůĔŰŰ J�neĔ ŰŮŰű
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