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Who here has made
a purchase — not
because you needed
the product — but
because you
connected with the
story behind it?



Eco-conscious

Values driven

Willing to pay more for
wine brands that align
with their beliefs
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What are you doing for sustainability?

How are you sharing it in a way that resonates?



DIRECT TO CONSUMER

WINE SYMPOSIUM
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Sustainable Stories:

Connecting with the Values of the Emerging Consumer

Suzanna Mannion | Doris Cooper | Rhonda Motil



Key Objectives Include:

lllustrating how younger consumers of legal drinking
age have increased interest in sustainability

Demonstrating the importance of promoting
sustainability and offering ways you can connect with
these consumers

Providing insights on how to develop your sustainability
storytelling and messaging
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Who are we and what do we do?

2025 o Directto Consumer Wine Symposium

Moderator/Presenter: Allison Jordan
Executive Director,

California Sustainable Winegrowing Alliance (CSWA)

CALIFORNIA

SUSTAINABLE WINEGROWING
ALLIANCE

CERTIFIED
CALIFORNIA
SUSTAINABLE
WINEGROWING




Panelist: Doris Cooper
PR Manager
Cooper-Garrod Vineyards at Garrod Farms
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Panelist: Rhonda Motil
VP of Marketing
J. Lohr Vineyards & Wines

1.LOHR

VINEYARDS & WINES
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Setting the stage
for today’s discussion



o

Producing high

quality grapes
& wine

WHAT IS SUSTAINABILITY?

\\ |/ / U
Protecting Being a good neighbor
the environment & employer

P

Maintaining
a thriving
long-term business



! sustAINABLE ... )
WINEGROWING ‘

Environmentally
Sound

Economically
Feasible

Socially
Equitable



KEY AREAS OF SUSTAINABLE WINEGROWING

>

Water
Efficiency

d

Wildlife
Habitat

& % L&

Energy Pest Soil Waste
Efficiency Management Health Management
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Neighbors &

Community

Charitable Supply

Employees Contributions Chain



MANY WAYS TO BE SUSTAINABLE:
CALIFORNIA

ol RU,
.\’O 4:".

- CERTIFIED ¢ CERTIFIED

”E, G, Sustainability
frp wint in Practice

rCertified-]

CALIFORNIA
GREEN BUSINESS CCOF
NETWORK W

5 & Organic<

COLLECTION OF MILESTONES

A Retrospective of California Wine & Sustainability:
californiasustainablewinegrowing.org




Organic

Regulated by the USDA; Only allows use of approved

A CO M MO N materials

MISS'ON . M Biodynamic

Certification Options Administered by Demeter; Closed loop farmlng 2
X | system ik X ' | |

Regeneratlve

ROC — Orgamc + Regeneratlve Focus on s011 health -
and social falrness



The sustainability values ot
today’s consumer.



Why should you care about this?
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Millennials and Gen Z:

. Expect brands to be socially and

environmentally responsible and share
these values with them

. Expect sustainability to be at the

forefront of their business decisions

. Are more likely to choose a sustainably-

produced wine over one that is not —
and are willing to pay more for it.

- Value transparency and expect a

winery’s’ sustainability story to be easy
to find on their website and other
consumer touchpoints.
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GEN Z CONSUMERS VERY CONCERNED ABOUT SUSTAINABILITY counciL

DY VoI

What are Gen Z (21+) concerned about?
Q4: Which of these topics are you personally most concerned about? select all that apply.
* [ ] .- ° .' o
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Air Pollution

 Gen Z & Millennials = 42% of population
« 10,000 Gen Z turn 21 every day
« Gen Z adults currently ages 21-26

Source: US Census

Copyright © 2024. Wine Market Council. All Rights Reserved.
Do not reproduce or distribute without written permission. Source: NielsenlQ Gen Z Study 2023; Gen Z is legal drinking age 21+ on this slide

Large bubbles represent more concem. Al ather
bubbles are for visual purposes.
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0 ' WINE
MARKET

COUNCIL

GEN Z VERY CONCERNED ABOUT SOCIAL

SUSTAINABILITY
How willing would you be to purchase the

products of a certain company, if the company...

Supports Supports Is socially
Racial/Ethni Responsible/Active
Community Minorities on . ‘ ssues

34% 46% 46%

Agree they are Agree they are Agree they are
MORE likely to MORE likely to MORE likely to
purchase its products purchase its products purchase its products

NIQ Gen Z Study; Gen Zis legal drinking age 21+ on this slide; Q6 on the survey

7, 1N

WINE
Copyright © 2024. Wine Market Council. All Rights Reserved. Do not reproduce or distribute without written permission. INSTITUTE




CONSUMER INTEREST IN SUSTAINABLE WINE

74% of U.S. wine drinkers Millennials and Gen X are Consumers seek easy-to-
indicated they would driving the increase in all navigate ways to find
consider buying sustainably sustainability attitudes. sustainable wines, including
produced wine in the tasting opportunities

*
future
*Surveyed in January 2020
intelligence
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Source: Wine Marketing Council GREEN STUDY, 2018
100%

90%

$2 N
PREMIUM ..
20%
10%
0%
$12 $13 $14 $15 $16 $17 $18 $19 $20+
—=Made from Organic Grapes —==Sustainably Produced = = Control







Panel Discussion

Understanding the
Eco-Conscious Consumer



Panel Discussion

What are the expectations of eco and
socially conscious consumers regarding sustainability
practices and claims and how can wineries etffectively

communicate these values across touchpoints?
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Q2 — 2022 | Respecting Nature. Nurturing Balance

J.LOHR.

STAINAB'™

RESEBNG|

S8 WS TAKE THE
€ PLEDGE

Learn more about easy,
at-home green methods
and enter to win!

SCAN TO ENTER OR VISIT
JLOHR.COM/SUSTAINABILITY
o legal

BLonR &

Bioir




Communicating Sustainability:
In-Market Sales Campaigns & Events et TAKE THE PLEDGE

CONSERVE WATER
Encouraging sustainability and tackling climate change on a planetary scale is

SPARETHE AIR daunting. But happily we can each make a difference in many ways through minor

alterations in our daily routines and actions — to be more sustainable, to reduce our

RECHCIEREUSERERIERESE impact on the environment, and to improve our communities. Taken together, small,
conscious, day-to-day decisions and choices to “be more green” add up to real,
COMMUNITY/SOCIAL EQUITY [

sustainable change for the better.
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Q‘f’ 7; < SELECTAN ICON TO LEARN HOW YOU CAN MAKE A DIFFERENCE
“ o
L m
o= .

I TOOK
THE | Sustainability
PLEDGE

J. LOHR VINEYARDS & WINES

Water Composting  Spare the Air  Reusable Community
Conservation Products Service

JUNE 23 | 4:00 PM PT
INSTAGRAM LIVE @)LOHRWINES




Faces of Sustainability
02— 2025

Steve : J.LOHR

VINEYARDS & WINES




Point of Sale

Faces of

Sustainability

i

Faces of

Sustainability

J.LOHR VINEYARDS & W INES.
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Panel Discussion

How can wineries emphasize transparency and
authenticity in their sustainability messaging to avoid
ocreenwashing and build trust with their audience?

2025 o Directto Consumer Wine Symposium



Brand
Faces of Sustainability Recognition

J. L OHRVINEYARD S &WINES e Headline font is Minion Pro

- Bold Condensed Display

Details: Leaf print —that is also found
on the cover of our ‘Book’, and as a
background element in many other
brand elevating places.

e (alifornia Certified Sustainable Seal

* Hexagon shape is directly pulled
from our J. Lohr Sustainability
Infographic

FIFT}}@Y_;I;A@RS
it

J.LOHR

Family Owned Since 1974
J.LOHR

y  Verifying annually

J.LOHR

VINEYARDS & WINES




Panel Discussion

Best Practices 1n
Sustainable Storytelling



Panel Discussion

Can you discuss how storytelling has been used in
marketing materials to convey sustainability efforts,
and highlight specific tactics that resonated with
consumers and led to positive brand outcomes?

2025 o Directto Consumer Wine Symposium
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OUR DEDICATION TO SUSTAINABILITY
AND THE ENVIRONMENT TRACES
ITS ROOTS TO FOUNDER JERRY

FARMING EXPERIENCE.

Communicating Sustainability: Website womsaocwrsor

MAKE A DIFFERENCE: $1 PER BOTTLE DONATION FROM 6 more bottles to flat rate

ALL ONLINE SALES shipping!

LOHR. Visit & Shop Explore Dedicated to Browse
J‘ TASTE WINE MEMBERSHIP SUSTAINABILITY LOHR & MORE

o

A

"§E‘RSON S \GRBETINGS il

“Weideeply value our customers Who, for the past fifty years odavarThaxs >

have embraced our values of sustainable family winegrowing,
‘Thank you!”

=~ The Lohr Family

Dedicated to
SUSTAINABILITY

2025 o Directto Consumer Wine Symposium

ENVIRONMENTAL
LEADERSHIP

“In the vineyards and the wineries, our team is constantly assessing
new technologies and practices to better protect and conserve our

natural resources for this and future generations”

Today, Jerry’s vision of sustainability is embraced by a passionate second

generation of the Lohr family who is dedicated to honoring and extending this

important aspect of the winery’s legacy.

LEADER

41 port\ Y

GROWING SUSTAINABILITY

J. Lohr takes very seriously its leadership role in “Growing Sustainability”
throughout the wine industry. In acknowledgement of its many

contributions to the cause of furthering vineyard and winery sustainable

practices, J. Lohr received the Green Medal Leader Award from the
California Sustainable Winegrowing Alliance.

35



Communicating Sustainability: Infographic

2025 o Directto Consumer Wine Symposium

J.LOHR

SUSTAINABILITY

J J
KEY COMPONENTS OF WINE INDUSTRY SUSTAINABILITY

. ) Environmentally Sound
Socially Equitable i
+ community siewardship + energy optimization
+ employee tratning « soil health, air and water quality
+ continuing education + solid waste reduction

+ pest monitoring
+ babitat protection

ortifications. Recoeni D ;
Certlf ey ¢l 4 .

J Lohe Vineyards & Wines winerics, vineyards, and select wines are Certifed Californ S
4 certifcaion sdministered by the California Sustsinable Winegrowing Allance. I 202
Vineyards & Wincs was swarded The Green Medal Leader Award,the indusiry’s ighest recogaition for
sustainabilty leadership 1 Lobe also received the 2023 Sustinabilty Leadership Award from Business s B

tniclligence Group and is & member of Sustainable Brands, a cross-industries organization.

WHAT DOES IT MEAN TO BE CERTIFIED
CALIFORNIA SUSTAINABLE?

Vineyards and wineries swarded the CSWA desigration

conscientious employer and neighbor, and maintaining
thriving family farms and businesses
THEY DO SO BY:
144 vineyard & 105 winery best
practices from the California
Adhering to 60 oo
vineyard & 41 winery
prerequisites
that provide measurable
sandards, credibiliey and
tigor to cetification Tracking metrics
Ve ]
by e ot ey eeiay

energy use, as well as greenhon by completing »
gas emissions for vi y
wineries, and nitrogen use
for vineyards

HOW DOES THE CALIFORNIA WINE INDUSTRY MEASURE
UP IN ITS COMMITMENT TO SUSTAINABILITY?!

233,061 35 ofthe 15,000 California winegrape acres are certfied

202 80% of California wine is made in certified
million cases  sustainable wineries

SUSTAINABLE WINE

hat's in your glass?

96% of consumers have moderate o sig itections

10 behave i ways that protect the planct, ts people,and s resources...*
72% of consumers consider themselves tobe

sustainable / ethical consumers.*

61% of Millenials and 65% of the upcoming Gen Z consumers sste that when

buying products that are new to them. they would choose 4 brand with a sustainable option...*

82% of consumers believe shat i is important for companies to share their
sustainability efforts with their customers.”

GROWING SUSTAINABILITY: J. LOHR’S GREEN ETHOS

Certified Sustainable

J. Lohr’s 4,200+ acres of estate vineyards in Paso Robles,
in Monterey County’s Arroyo Seco, appellations, and in
St. Helena in Napa Valley are all certified sustainable
‘The popular
J. Lohr Estates
Riverstone | Investment in Education and Research
Chardonnay
was the first
). Lohr release to
bear the new
Certified California ‘Wine and Viticulture at Cal Poly, San Luis Obispo, are examples of financial and thought
Sustainable seal leadership that benefit future generations

Impressive 3-Acre Solar Tracking Continuous Updates

Since 2008, . Lohr's 3-acre solar tracking array in Paso }- Lob recently installed a
Robles, the largest in the North American wine industry, |  920.7 KW flat mount solar
has reduced greenhouse gas emissions equivalent to power system at its winery

» preserving 512 acres of forest or B Y

reducing car travel by 97 million miles County, powsting nestly,
i e of s arvey 100% of energy needs there

15th Year and 8,000+ Mammograms Supported

Since 2009, the . Lohr Touching Lives" initiative, in partnership with National Breast Cancer Foundation, Inc.", has funded
more than 8,000 mammograms and essential support services through sales of Carol's Vineyard Cabernet Sauvignon.
‘The namesake vineyard in St. Helena (Napa Valley) and wine honor Jerry's late wife Carol, who passed from

complications from breast cancer in 2008

J. LOHR VINEYARDS & WINES: Rooted in Sustainability

Founder Jerry Lohr plants his first o e et
280 setale vineyard acvealn Momterey ¢ onnty previously occupied by the historic Falstaff
Brewery,Jerry and team open the
J. Loh's first Paso Robles estate vineyards are J. Lohr San Jose Winery
‘planted using sustainable vineyard practices
‘Ihe Lohr family 2nd
and Lawrence, n day-to-day steward-
Current-day President & CEO Steve Lohr ‘h]pn(mwngpmldt,:rdyvdna;n i
forms J. Loh's Sustainability Committee
J. Lohr Vineyards & Wines is among the first
J. Lohr wins the Green Medal Leader Award, the 7 CellfoenlavineyArds and rincrics o
direy s Highest oo 1A Eogr earn original CCSW certification
ofits long:standing role in furthering
P . Lohr Estates Riverstone Chardonnay and Flame
Crossing Sauvignon Blanc are first to bear the
1 tibr socetes Susininabiiey Londershlp hrvied new Certified California Sustainable seal
29, Lohr wines bear the Certiied
California Sustainable seal

jlohr.com/sustainability
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J. Lohr Vineyards & Wines @
Published by Dani Cox
o

- March 29 - &

This Farmworker Awareness Week, during Women's
History Month, we spotlight the invaluable
contributions of Maria, a versatile member of our team.
With three years under her belt, Maria can do it all -
from operating harvesters and tractors at our Sinclair
Vineyard in Paso Robles to navigating the complex
irrigation needs of this land. Let's raise a glass to Maria
and all the dedicated team members whose tireless
efforts nurture the vineyards to bring the distinct
flavors of J. Lohr wines to your table. = g &

#JLohr #JLohrWines #JLohrWomen #NFAW
#FarmworkerAwareness #NFAW2024 #Farming
#WomensHistoryMonth #WomenlInWine #Vineyards
#ThankAFarmer

National Farmworker Awareness
Week
Total engagements: 255
Total reach: 25,648

J. Lohr Vineyards & Wines &

Published by Instagram
(2

- April 12 - £¢
Celebrate Down to Earth Month by discovering our
Certified Sustainable wines! Having passed rigorous
standards, these wines have individually earned the
Certified Sustainable seal from the California
Sustainable Winegrowing Alliance. Cheers to
sustainable sipping! @ <

#JLohr #JLohrWines #CertifiedSustainable
#SustainableWine #DownToEarthMonth
#CaliforniaWines #Sustinability #EarthMonth #Winery
#WineTasting

Down to Earth Month —
Certified Sustainable Seal
Total engagements: 196

Total reach: 37,493

J. Lohr Vineyards & Wines &
Published by Dani Cox
o

- April 1- £¢
April is #DownToEarth Month, and we're proud to be a
leader in sustainability throughout the wine industry.
Learn more about our Certified California Sustainable
wines and the sustainability measures we take to
continue our stewardship of the land at the link:
https://bit.ly/3uhuu2Z “" &

#DownToEarthMonth #EarthMonth #JLohr

Down to Earth Month
Total engagements: 1,006
Total reach: 8,956



Sustainability Social Media Posts

J. Lohr Vineyards & Wines @
Published by Dani Cox

A J. Lohr Vineyards & Wines & . J. Lohr Vineyards & Wines & ooe
- Marc . .
Published by Dani Cox Published by Instagram

This Farmworker Awareness Week, during Women's (-] 2]
History Month, we spotlight the invaluable - April 1- £ - April 12 - £¢
contributions of Maria, a versatile member of our team. .
With three years under her belt, Maria can do it all - April is #DownToEarth Month, and we're proud to be a Celebrate Down to Earth Month by discovering our
from operating harvesters and tractors at our Sinclair leader in sustainability throughout the wine industry. Certified Sustainable wines! Having passed rigorous
Vineyard in'Paso Robles to navigatingthe complex: Learn more about our Certified California Sustainable - s
irrigation needs of this land. Let's raise a glass to Maria ; dth inabil K standards, these wines have individually earned the
and all the dedicated team members whose tireless W|ne§ and the sustaina _' ity measures we ta‘ eto Certified Sustainable seal from the California
efforts nurture the vineyards to bring the distinct continue our stewardship of the land at the link: . . . -
flavors of J. Lohr wines to your table. ® g & https://bit.ly/3uhuu2Z =" g Sustainable Winegrowing Alliance. Cheers to

i sustainable sipping! ®
#JLohr #JLohrWines #JLohrWomen #NFAW #DownToEarthMonth #EarthMonth #JLohr pping Q

#FarmworkerAwareness #NFAW2024 #Farming

#WomensHistoryMonth #WomenInWine #Vineyards #JLohr #JLohrWines #CertifiedSustainable

#ThankAFarmer #SustainableWine #DownToEarthMonth
#CaliforniaWines #Sustinability #EarthMonth #Winery
#WineTasting

Earth Day National Farmworker Down to Earth Month Down to Earth Month —
Total engagements: 307 Awareness Week Total engagements: 1,006 Certified Sustainable Seal
Total reach: 4,254 Total engagements: 255 Total reach: 8,956 Total engagements: 196

Total reach: 25,648 Total reach: 37,493




Panel Discussion

(Can you share practical examples of
sustainability-focused events or collaborations that
have effectively communicated a winery's
commitment to eco-friendly practices?

2025 o Directto Consumer Wine Symposium
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#R.Y, Cooper-Garrod Vineyards at Garrod Farms
® Apr22 -8

Wine lovers celebrate Earth Day responsibly by looking for labels with
the Certified Sustainable logo, putting natural corks in the lawn waste
bins, recycling tin capsules, and recycling wine bottles - which CA
reminds us to do with the CA CRV now! (Yes, in CA you can get your 10
cents back by taking wine bottles to a CalRecycles location.) ® = @
#earthdayeveryday #sipsustainably #certifiedsustainable
#familywinery

2025 o Directto Consumer Wine Symposium

Yy Cooper-Garrod Vineyards at Garrod Farms
® Jun5 -8

On World Environment Day, we pledge Cooper-Garrod will continue
doing our part. When you come wine tasting, you see the certifications
we've earned and the organizations we work with to be responsible on
this land farmed by our family since 1893. #worldenvironmentday
#onlyoneearth #sipsustainably

- BT B CENTRAL COAST
JCOF [& SBER
CERTIVIED Certified I:Qa:l VleN'I;EAM
CALITO Organic |8 iegrariog
WINE INSTITUTE %

MEMBER

Y, Cooper-Garrod Vineyards at Garrod Farms
e Jan18- O

What goes on in a winter vineyard? While the vines are dormant, the
crew at Cooper-Garrod prunes by hand, setting the stage for this
year's growth and the 2024 vintage! #sustainablewinegrowing
#familyfarm #prettyday




Panel Discussion

Discuss the role of packaging, product sourcing
and wine production practices in conveying
sustainability.

2025 o Directto Consumer Wine Symposium
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GARROD FARMS

ESTATE WINERY & STABLES

OUR WINERY OUR STABLES OUR LAND OUR STORY Employment Contact

Our Vineyards

Organic and Sustainable

EST. 1893 Equestrian Facilities

/ - /' ) \ Bird Flat Ranch

Compost, Hay, & Firewood

\ ¢
. = ;
o™ \' v / - Open SPACC
! & | ‘ (4 Q= X\ ;
| VU -\ %

COOPFL-GARROD

R BN

S

i—

ESTATE WINERY & STABLES -
SARATOGA, CA




COEeP-ER - G ARR-OsEEs

F6F HELLCAT

TEST PILOT

R E D B LEND

SANTA CRUZ MOUNTAINS APPELLATION
GROWN AND BOTTLED BY COOPER-GARROD VINEYARDS
SARATOGA, CALIFORNIA

ALC. 13.1% BY VOL.

2025 o Directto Consumer Wine Symposium

THE AIRCRAFT: F6F

GEORGE COOPER, THE PILOT AND
FOUNDER, COOPER-GARROD VINEYARDS

Dihedral, the angle between an upwardly
inclined aircraft wing and a horizontal line, affects how an airplane
flies. In 1948, to learn how much dihedral a pilot would desire,
accept or tolerate, Ames designed variable stability controls: ailerons
that respond to the sideslip caused by the rudder, in addition to the
pilot’s normal aileron control. This F6F Hellcat was modified to
become the first in-flight simulator, enabling us as test pilots to
establish desirable handling qualities for future aircraft, including

the B-57, B-58, and XF-104. /g(%‘

TEST THE WINE. TASTE THE DIFFERENCE.

TECHNICAL SPECS

* Sustainably grown and hand harvested organic grapes
* 60% Cabernet Franc, 40% Merlot

* Fermented with indigenous yeasts

¢ Naturally occurring malolactic bacteria
* Minimal effective SO,

* 120 cases bottled in July 2019

WWW.CGV.COM 408.867.71 16

GOVERNMENT WARNING: (1) ACCORDING TO THE SURGEON GENERAL,
WOMEN SHOULD NOT DRINK ALCOHOLIC BEVERAGES DURING PREGNANCY
BECAUSE OF THE RISK OF BIRTH DEFECTS. (2) CONSUMPTION OF ALCOHOLIC
BEVERAGES IMPAIRS YOUR ABILITY TO DRIVE A CAR OR OPERATE MACHINERY,
AND MAY CAUSE HEALTH PROBLEMS.

CONTAINS SULFITES




COOPER-GARROD

20719 ,
CHARDONNAY
Gravel Ridge Vineyard

GROWN AND BOTTLED BY COOPER-GARROD VINEYARDS
SARATOGA, CALIFORNIA, ALCOHOL 14.5% BY VOLUME

2025 o Directto Consumer Wine Symposium

COOPER GARROD

CABEQNET FRANC

VILLE VINEYARD

AINS APPELLATION

GARROD FARMS, SARATOGA, TA

TEST PILOT

F-104 STARFIGHTER

LED WINE BLEND

GARROD FARMS, SARATOGA, CA




Panel Discussion

How do you balance storytelling with the need
to focus on quality wine production and / or offering
compelling visitor experiences?

2025 o Directto Consumer Wine Symposium
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Sponsored

® www.jlohr.com/

Wines Rooted in Sustainability -
Ethically Made, Quality Wines

Green Medal Leader Award recipient from the California
Sustainable Winegrowing Alliance. Socially equitable,
environmentally sound, and economically feasable
vineyard practices. Family Owned. Club members save
15%-20%. Buy in store and online. Sustainable. Win...

( Sustainability> ( Our Story) (Shop Now )

Gender Gender & Age Age

18-24 2534 3544 4554

A= Demographics Impressions =

Google Ads

Summary of the demographic groups your ads are reaching by age

and gender
Gender Gender & Age Age
Male (Jan - NOV 2024‘)
Female
1824 2534 3544 4554 5564 65+ Keywords focused around J. Lohr Sustainability

LLIN 1Y

“sustainable wine,” “sustainable vineyards,” etc.

Sustainability messaging accounts for 30% of total

Summary of the demographic groups your ads are reaching by age Google Adwords BUdget

and gender

Ad performance is strong averaging with all ad groups
Gender Gender & Age Age averaging above a 6% CTR

Demographics

One of the highest intent customer sets on Google,
outside of J. Lohr branded campaigns —i.e. J. Lohr
Wine, J. Lohr Cabernet (19.5% CTR)

Visit J. Lohr Campaign (16%)

Male

Female

Based on the 70% of your impressions with known gender. @ Demographlc I’eaCh haS been SUCCGSSfu| at reaChing

the younger consumer 25-44




Panel Discussion

What communication channels (digital, print,
events, etc.) have the most impact when sharing
sustainability stories?

2025 o Directto Consumer Wine Symposium

48



DTC MERCHANDISE AND WINE CENTER PRACTICES

FARMER JUTE TOTE WATER FILLING STATION SPROUT PLANTABLE PENCIL BENTO BOX
Reusable bag made from natural Water dispenser designed to Sustainable writing tool that can Reusable,
jute fibers quickly refill reusable bottles be planted after use compartmentalized
container

* Local sourcing for cheese boards (Cal Poly cheeses, local fruit)

*  Eco-friendly carryout boxes, bags, and shippers as well as service items

« Digital newsletter for club releases rather than print and use of iPad for club signups

*  Source flowers from our employee garden for arrangements

« Demonstration vineyard adjacent to Wine Center to speak to sustainable farming practices



Actionable Strategies

Developing Your
Sustainability Story



Step 1: Grow Your Knowledge

Enroll in the California Sustainable Winegrowing Ambassador Course.

Gain further insights on these websites:

sustainablewinegrowing.org
californiasustainablewinegrowing.org

All Courses  SignIn

californiasustainablewine.com v’
nable
assador
Attend a workshop or webinar. . W

Online Certificate Program for Wine ssionals & Wine Lovers

@';ﬂ-il'a;;@
Ly I_:., I

Il - I
2025 o Directto Consumer Wine Symposium -l " I- = ll I

Enroll in the California Sustainable
Winegrowing Ambassador Course
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Step 2: Identify Sustainability Stories

- Make a list of on the-ground sustainability practices at your
winery.

- Talk with your vineyard and winemaking teams and ask them to
explain the sustainability initiatives in simple terms.

- Find out if your vineyard and/or winery has certifications and
what is involved in achieving and maintaining certification each
year.

- Gain clarity on the guidelines associated with using certification
language.

52
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Step 3: Integrate Your Messaging

Determine your target audiences (e.g., winery and website visitors,
wine club members, etc.)

Determine your most interesting sustainability stories.
Develop clear and concise messages in simple terms.
Determine touchpoints/communications vehicles such as: talking
points for tasting room staff, company meetings, tours, websites,

brochures, tasting cards, table tents in the tasting room, social
media, videos, eco-tours, etc.

53
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Step 4: Refine Messages w/Team Input

- Engage your hospitality and sales staff in identifying your most

Interesting sustainability stories and together, refine the message
points.

. Iterate! Test-drive the message points in your DTC

communications and meet a month later to debrief.
Ask your team what messaging had impact and what fell flat?

What can be improved?

54



Step 5: Communicate Internally

Provide ongoing training so your staff can effectively
communicate your winery’s sustainability, including a plan to
train new hires.

Share seasonally relevant sustainability practices and key
messages at regular team meetings to keep the content top-of-
mind.

Ask the Vineyard Manager and/or Winemaker to lead
educational tours on sustainability.

55
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Step 6: Communicate Externally

Make your sustainability story easy to find with a dedicated
sustainability page/section on your website and relevant content
In your social media campaigns.

Share your story with wine trade, who have indicated in
research that sustainability is a useful selling feature when
communicating with their customers.

Communicate with consumers who increasingly seek out
wines that are grown and produced in a sustainable manner.

Share with community and industry peers which helps foster
increased adoption of sustainable practices.

Get your wine certified; use the logo on wine packaging to
support your sustainability communications at point of sale.
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Key Takeaways

The Importance of Communication
- Highlight your sustainability practices to align with consumer values.

Understanding the Next Generation of Wine Consumers

- Who they are: Gen Z and Millennials make up nearly 50% of the U.S. population.

- What they value: Transparency, social and environmental responsibility.

- Their choices: They prioritize eco-friendly brands and are willing to pay more for
sustainable options.

Best Practices for Integration

- Ensure your sustainability story is accessible across all consumer touchpoints.
- Create a dedicated web page to share your sustainability efforts.

- Train staff on sustainability talking points to engage effectively with customers.

- Involve winemaking and vineyard crews in educating wine club, sales, and
tasting room staff. @
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Quick Tips

One action wineries can take immediately to
improve their sustainability messaging...

2025 o Directto Consumer Wine Symposium
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2025 California Green Medal Awards

Eligible California wineries may apply through
February 5, 2025, at greenmedal.org
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April is Down to Earth Month

7 &

YOWN TO EARTH
- -~ "MONTH.

7, ARRIL 2024’

Celebrate your sustainability by sharing your sustainability-focused
In-person and virtual events and special offers this April.

Learn more at discovercaliforniawines.com/d2e
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Additional Resources

Scan the QR code to access the CCSW
Communications Toolkit which includes links to the:

- California Sustainable Winegrowing Ambassador
Course and Post-course Worksheet, our
Communications Training Guide and more!

« Subscribe to the CSWA e-newsletter to learn
about upcoming communications workshops at
sustainablewinegrowing.org

- Getin touch!

ajordan@wineinstitute.orqg
doris@cgv.com
rmotil@jlohr.com

EI

E ::I:Illl:lll e
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