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The wine landscape is
more unpredictable,
and crowded

® No one-size-fits-all
consumer
® Instagram, Facebook, { o
TikTok, video, podcast, ) - ;
print, digital...many . W
channels in which to be /2B 'l'
@V P -
® More winery businesses //. )/’/
and product vs. flat or
decreasing consumption < "
going up
e Climate change a constant 4
threat

~

P

present
e (Cost of running a winery .‘




Many opportunities to
reach new, existing
consumers

®  Younger consumers trading up,
attracted to higher-quality wines

® Regenerative, sustainable and
responsible business practices
matter to most and move the
needle

® New and diverse wine-interested
audiences continue to grow

® Wine travel on the rise and
largely untapped

® Channels like SMS, audio and IG
Live, Stories and Reels continue
to reach wine consumers

® Consumers consistently drawn to
the real people and sincere
intentions behind wine brands




Prioritize getting
your message out

Without a contemporary
and strategic plan, all of
the work put into your
product, packaging and
property may never be
known.

Come Go 40 \WE'RE

OPEN




The press is contributing to problematic messaging

These Elite Bottles of Wine Are So
Exclusive, You Can’t Just Buy Them

Certain rare bottlings from big-name wineries are available only to members of



NEWS

5 easy tricks to avoid looking stupid
when ordering wine in public —
while still getting exactly what you
like
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How To Make Bad White
Wine Drinkable




@@ World Health Organization (WHO) Western Pacific

There is no safe level of alcohol consumption.

Anti-alcohol atno safe level

messaging iS of alcohol consumption.
gaining steam

The risk of cancer increases even with

C ANCER i T low levels of alcohol consumption.

"WARI NGSO ,
. AL HOL’ International Agency for Research on Cancer

%e Y World Health Organization

World Health

V Organization
REGIONAL OFFICE FOR Europe



Why Wine is Damaging Our Body More Than
We Thought

Download PDF Copy
Q By Dr. Liji Thomas, MD

Drinking Alcohol Increases the Risk of 6 Types
of Cancer

Experts warn that no amount is safe.

ﬁ By Bocky Upham % Fact Checked  pubished on September 26, 2024



t % CAGR VOLUME ' % CAGR VALUE
forecast to 2028 global forecast to 2028 global source: ZE]WSR




Wine has a compelling
and modern story to
tell

e Community and joyful social
situations

e New experiences, culture,
places

® A connection to the earth and
real people

e A fun educational pursuit

e Many flavors and styles to
explore, and ever evolving

® Animportant part of the
future of sustainable
agriculture
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QUESTION

We talk about the need for
strategic marketing and
messaging in wine, but why do
you think the wine world is
frequently distrustful of
marketing messages? Why
should this shift now?




Alcohol Drivers Ad Spend
January 2022 vs January 2023
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Whiskey Wine Vodka Tequila
W Jan 2022 1 Jan 2023 Source: Radar

https://mediaradar.com/blog/alcohol-advertisers-shift-approach/ttps://mediaradar.com/blog/



QUESTION Lo R

You mentioned some
opportunity areas for
communications including
travel and ecotourism. Can
we talk more about that

and how wineries can T
benefit from this? i1

tablascreek Each year, Jason reaches out to members of
our team, asks them to share their most memorable win...

l.
.

This is always one of my favorite @tablascreek blogs to
write, where | ask my team to share their most
memorable wines of the last year. Why? Because it
reminds me why wine is magical: a chance to travelin
space and time while bringing people together.

oo
@orabyettorebotrini




QUESTION

" ON THE GO = '
You talked earlier about . o o o n soom. RSN
segmentation and focus ' {

when identifying your
audience. Why is this so
important?

LA CREMA WINESHOP  WINECLUB  EXPLORELACREMA  VISITUS  BLOG f @
-

e 8 TIPS ON HOW TO HOST THE PERFECT WNBA
WATCH PARTY



WHY THIS, WHY NOW?  ENTERTAINING TOOLS & TIPS WINE MISTORY MITUST  NEW

QUESTION [ W @a%» = A B
Karen MacNeil talked “*° ¢ S ’ f?,ﬁé | | Toadt
about combating the ’ T TR ‘ togell me/
- g . P e ST & \x A this Octc
negative news currently in j " 4

the media and beyond
with “good news.” How

FAMILY WINES

ROOTED
FOR GOOD

ROADMAP TO 2030

“mw

can we take control of the

wine narrative?




INSTAGRAM LIVE WITH W '
DAVE WINE CLUB RELEASE

féﬁ Share the Lohr

wem  jlohrwines

QUESTION

Let’s talk more about the v
channels of communication
that can be utilized for
messaging. What can we do
better?

LoV - v

©YouTube

JOIN OUR /e Loy
TEXTCLUB | & / PASO/WINE PODEAST

Exclusive Offers
& 10% Off Today

.................

Text TGIF
to 888-592-2832 to Join




LA PERDIGNUS PRESENTS

FIRST
SATURDAYS

SEPTEMBER 7th 2024

QUESTION =, Goom 7o

Does messaging also extend
to the in-person experience
at a winery, whether in the
materials, the actual
communications between
your tasting room/winery
staff and the customer and 7 _
the events you host? U . N
Bacon & Wine Experience

LIVE MUSIC
BY

ETHANBURNSFT.  Aveste
KRISTOPHER CHAVEZ

GLANDORE
ESTATE WINES

$85/person Reservation for Parties of 1 to 4

Indulge in the Ultimate Bacon and Wine Experience at Priest Ranch! Calling
thusiasts! Elevate your palate with our sive Bacon

ultimate gourmet pairing at Priest Ranch.



QUESTION

You talked about the”tone”
of how we message wine
and how we can better
appeal to the consumer
rather than alienating them
or making wine feel like a
“chore.” How can this be
done?

2 LAURA DEYERMOND

VITICULTURIST
NEWTON VINEYARD \,

In the Vineyard at Newton, Part 2: The Replanting Strategy

" ACREAGELOST

Only 5 acres of vines at Newton Vineyard survived the

2020 Calltnrma WIldflres
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Thai Coconut Curry Salmon




RAE N STORY WINE VINEYARDS

QUESTION

Can we talk about visual .
messaging? We know this o

can illuminate the lifestyle BN West. ca
and spirit of wine when
done properly.
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QUESTION

What about collective GOOD
messaging? Can we do \ BLES

better regionally? BN WineBC.com

@..& IS HOT

IT'S TIME FOR COOL CLIMATE MICHIGAN WINES TASTE%
MICHIGAN




QUESTION

Should people still be focusing
on getting scores as a source of
marketing? Do scores still
matter?




QUESTION

What about the concept of
allocations? Do you think this
kind of “marketing” still
appeals to modern
consumers?




QUESTION

How are other categories
creating effective consumer
marketing and appealing to
consumers? What are some
examples?

RUGBY JERSEYS

SPORTS JERSEYS

Christmas GamedayiiR

(ens Vs Texans

2,500 x 1,768




3 things to consider

e How are you talking to your

customer? What'’s your tone? o o
Consider humor, honesty, m
vulnerability. Be real.
e What visuals are you using?
Are they inclusive, inviting,
focused on people and
real-life fun and not still-life, D‘rr‘CULT KELAT‘VBS

sterile shots?

e Where are you talking about
your business? Consider new
channels and go where the
people are.
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Let's connect! Resplendent ink

Email: resplendentink@gmail.com SUSAN KOSTRZEWA, FOUNDER

Ph: 203-814-5518

I believe that wine, spirits, food and their adjacent cultures should be accessible to
everyone and that learning can and should be collaborative, exciting and
Web: res p | e n d e ntl n k' Co m entertaining. 'm passionate about broadening and evolving the wine, spirits and
culinary world by championing gender equality, creating a more diverse and

inclusive environment for trade and consumers, and emphasizing the importance

IG . @ SUSkOStrzewa of sustainable practices in the vineyard and beyond.

FB: @Susan Kostrzewa ABOUT RESPLENDENT INK

e

Founded in 2022, Resplendent Ink is a content strategy consultancy specializing in

LinkedIn: Susan Kostrzewa

L4

wine, food and adjacent cultural lifestyle communications. From editorial strategy
and direction to marketing messaging and nuts-and-bolts campaign ideation and
implementation, I help clients identify their own mission and heartbeat and craft

. e g
o E FE P

content that not only speaks to their unique identity, but attracts and fulfills the
audiences they seek.

| am also an experienced national podcast, radio and TV/video personality as well
as global panelist, educator and moderator. | have been a professional wine taster
and critic for 14+ years.




