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The wine landscape is 
more unpredictable, 
and crowded

● No one-size-fits-all 
consumer

● Instagram, Facebook, 
TikTok, video, podcast, 
print, digital…many 
channels in which to be 
present

● More winery businesses 
and product vs. flat or 
decreasing consumption

● Cost of running a winery 
going up

● Climate change a constant 
threat 



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. 



The press is contributing to problematic messaging







Anti-alcohol 
messaging is 
gaining steam







Wine has a compelling 
and modern story to 
tell

● Community and joyful social 

situations

● New experiences, culture, 

places

● A connection to the earth and 

real people

● A fun educational pursuit

● Many flavors and styles to 

explore, and ever evolving

● An important 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?





QUESTION

You mentioned some 

opportunity areas for 

communications including 

travel and ecotourism. Can 

we talk more about that 

and how wineries can 

benefit from this?



QUESTION

You talked earlier about 

segmentation and focus 

when identifying your 

audience. Why is this so 

important?



QUESTION

Karen MacNeil talked 

about combating the 

negative news currently in 

the media and beyond 

with “good news.” How 

can we take control of the 

wine narrative?



QUESTION

Let’s talk more about the varied 

channels of communication 

that can be utilized for 

messaging. What can we do 

better?



QUESTION
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 
the events you host?



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?



QUESTION

Can we talk about visual 
messaging? We know this 
can illuminate the lifestyle 
and spirit of wine when 
done properly.



QUESTION

What about collective 

messaging? Can we do 

better regionally?



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?



3 things to consider

● How are you talking to your 

customer? What’s your tone? 

Consider humor, honesty, 

vulnerability. Be real.

● What visuals are you using? 

Are they inclusive, inviting, 

focused on people and 

real-life fun and not still-life, 

sterile shots?

● Where are you talking about 

your business? Consider new 

channels and go where the 

people are. 
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