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WHO ARE WE AND WHAT 
ARE WE DOING HERE?

MISSION: Vortex Taps sees the massive 
importance of BIB packaging in the wine 
industry and has been focused on developing 
innovation to drive the perception, expectation 
of quality, and excitement around box wine to 
new heights

Today, we’ll discuss:

A little bit of background – the boxed 
wine industry then and now

Innovation/Marketing in Bag in Box 
Market

Social innovation and marketing

Simple solutions, big impact

Giving consumers more of what they 
love
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WHO ARE WE?

NATHANIEL ROBERTS 

Founder of Vortex Taps. Led the 
Design of the Vortex Tap Technology 
at Amnity Designs as a product 
developer.

YVES BRECHBILL

Industrial Designer Former automotive 
designer. Created structural and cosmetic 
plastic parts for Volvo, Jaguar, VW/Audi, Ford. 
B/S in Industrial Products Design.

FONGLOON (PETER) PAN

Senior Aerodynamics and CFD Engineer 
for Honda R&D Americas. Holds an MS in 
Aeronautics and Astronautics from 
Purdue.

ELLE ALLEN

Consultant Technical and communications consultant for 
Vortex, Elle comes from over a decade working in 
aerospace. She holds a BS/MS in mechanical engineering 
and has designed and launched over 73 parts on Falcon 9 
rockets.
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WHY BOX WINE?

It’s a provably rapidly growing market

Success started with logistics and shipping simplicity and has taken off from there

Bigger and more sophisticated brands are picking up on the trend

Wine lovers in younger generations showing a huge amount of interest

Massive environmental impact furthering the hype – 80% reduction of carbon 
emission switching from bottle to box

Still a market for bottles for aging fine wines – but these only take up around 10% 
of the total market. 90% of year-over-year produced wine is meant to be 
consumed within a year of its production

Within the next year, the US market will grow to be the largest e-commerce 
source of direct to consumer wine

Box wine options reduce the overwhelm of consumers facing rows of unknown 
bottles 
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WE’RE NOT THE ONLY ONES INTERESTED…

https://cluboenologique.com/story/premium-bag-in-box-wine-has-its-time-finally-come/
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WHAT’S THE HOLD-UP?

Past Perceptions

Poor quality options

Poor quality taste

Box wine = cheap wine

Low aesthetic appeal

Older wine-drinkers have outdated 
perception

Reliable and trusted options

Good quality wine

Better value

Trendy aesthetic appeal

Environmentally friendly

Strong ecommerce opportunity

Younger buyer interest is high

A Hump Exists

Direction and State of BIB Industry
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HOW DO WE CLOSE THE 
GAP?

Leverage what’s already taking off

Provide a higher quality taste

Provide a higher quality experience

Give wine-drinkers a sense of reliability, security, indulgence around 
their choices

Create new hype - social talking points that are shareable, exciting and 
functional

Add to positive perception in a social environment

Bring sophistication to and curiosity to the package

Craft an even better brand image of boxed wine
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AND THAT’S 
WHERE WE 
COME IN
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AERATION AT YOUR FINGERTIPS

Reviewers Agree,  Aerator = better tasting wine

Strong existing consumer base

$100+ million in US sales from 2020*

Simple way to produce a high-quality feel

Functionality of Alternative packaging generates an 
excitement to share and experience/ taste the 
difference, which means they will talk.

Aerators carry a positive perception that entice even 
the biggest box wine fans.

BIB aeration allows for the best of both worlds: 
aerated wine from oxygen-sealed packaging

Ref: https://www.360researchreports.com/global-wine-aerator-
market-15066991
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DEMAND FOR BAG-IN-BOX AERATION TECHNOLOGY 
IS THERE

Maker’s Market Is Creating 
Solutions
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Instead Give 
Them Simple, 
Easy To Use 
Solutions Right 
At Their 
Fingertips…

Wine Producers Need To Keep It Simple

As demographic shifts change the way wine producers respond to consumer 
preferences, the US wine market has an opportunity to break norms even further. 
Wineries that want to appeal to younger consumers need to simplify the way these 
consumers approach the category. This is a market segment that has typically viewed 
selecting a wine as a complicated process in terms of pronunciation, understanding, 
package size, how to open, and even the correct way to sip and describe what they are 
drinking. Younger consumers increasingly want something that is, quite simply, easy to 
drink.

Page 12
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TECHNOLOGY SHOWCASE -
DESIGN
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TECHNOLOGY SHOWCASE –
ANALYSIS AND TEST

Dissolved oxygen tests show that it works as well as 
aerators on the market today.

Flow tests show when, where, speed of aeration and flow

Top aerator brand Vortex taps

O2 by volume
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TECHNOLOGY SHOWCASE

Patent Granted in the US

Filed and Pending in EPO, AUS, China, South Africa
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BUT WHAT WOULD YOUR 
MOM SAY?

“I like this one better!”

“When can I get one?”

“It’s the same product, but this one is smoother”

“Why haven’t I heard about this?”

“I can’t wait to do box wine challenges”

“Why does it taste so much better?”

From a Sommelier to a college valley girl, people 
taste the difference. 

7 out of 10 prefer the aerated wine and 10 out of 10 
taste a difference. 

01

02

10
10
OUT OF
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HOW CAN YOU GET 
INVOLVED AND 
WHAT ARE WE 
OFFERING?

Product Design Partnership

We take your existing design and integrate an aerator

Design engineering customized to your solutions

Consulting to different levels of involvement

Technology Integration/Licensing

You take our turnkey design solution and license it

IP licensing options available as well
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