Notes

Sustainability Task Force

July 17, 2203

Napa, California

Attendees: Kathy Archer, Brad Alderson, Andy Beckstoffer, Peter Byck, Patrick Campbell, Suzanne Carreiro, Cynthia Carson, Rich Cartiere, Mark Chandler, Mark Couchman, John DeLuca, Nat DiBuduo, Pet Downs, Paul Dolan, Megghen Driscol,David Freed, Patrick Gleeson, Lisa Hertel, Eric Jorgensen, John Kautz, Randall Lange, David Lawrence, John Ledbetter, Jerry Lohr, John Mackie, Patrick Mahaney, Bert Mason, Steve Matthiason ,Christian Miller, Geoff Nelson, Will Nord, Julie Nord, Keith Patterson, Anya Reid, Karen Ross, Richard Shell, John Stallcup, Liz Thach, Bill Turrentine, Jim Verhey, Robert Wample, James Wolpert, Dan Zepponi
Karen Ross welcomed the group and acknowledged that the Sustainability Task Force had not met for a while as we have been in the implementation stage.   Much has been done through the work of the Wine Institute and CAWG.  Karen then set the stage with a presentation (attached) and then posed several questions that were addressed in small group discussions. 

The following are the results of the group discussions:

How do we stack up with our competition (scale of 1-5 with the highest being the best)?

	Growing the product?
	4
	5
	4
	4
	4
	3

	Cost-wise? 
	
	2
	2
	
	
	

	Making the wine?
	4.5
	4.5
	4
	5
	4
	4

	Cost-wise? 
	
	3.5
	3
	
	
	

	Packaging the wine?
	3
	3.5
	3
	3
	3
	2

	Marketing the wine?
	2
	2.5
	2
	2
	2
	2

	Understanding the consumer?
	1
	3.5
	1
	1
	1
	.5


The following are comments from the groups on how we stack up:

· In regard to growing the product, we have not adopted available technology – our costs are high.

· We have done a better job of adopting technology for winemaking and have consistent, high quality products.

· We have not adopted any new packaging technology.

· We have done a poor marketing job and have little if any shared consumer research.

· We have the knowledge / research but there is a disconnect between research and application from the grower all the way through marketing wine.

· We need better integration of technology.

· We need to determine how we stack up in regard to cost because cost is our negative point of difference.

· Not only do we lack consumer research, we’re not interested in it.

· We need to be more dynamic in marketing wine

· We have the best wine market in our backyard – we ought to have an advantage in capturing that market.

· We need to create a California theme for wine we can all tie into for our high season (October, November and December).  We need a short term holiday positioning and a long term year round strategy.

· Could build on the fact that there has never been a better time to buy California wine (best wine for the price).

· Could provide marketing information sources (i.e. label testing…) to the industry.

· Might look at the 5 A Day campaign as a model.

· Collect and provide research information on consumer demand and what motivates consumers to drink wine.

· What do consumers like to drink at different price points?

· What does it cost to deliver products (from grapes to wine) at different price points?

· Create a marketing forum for wine marketers to engage in discussion about new ways to market wine.

· Create means / encourage better communications between growers and vintners.

· Define our competitor – is it Australia or is it water and soft drinks?

· Need to understand both domestic and export consumers

· Do not give up on being “value for the dollar” producers.

· Better communication is needed 

Between the grower and the wineries

Between research and the grower

Between the consumers (through research) and the grower and the vintner 

· Better communications of the business practices of the grower and the consumer on sustainability, authenticity … transparency…

· Need to increase our investment in research in both viticulture and enology.

The following are the highlights of the discussion following the breakout reports:

· Unanimous agreement was reached on the need to make consumer knowledge / research available in a user-friendly manner to help the wine community to become more consumer focused.  The audience is small and medium size wineries and regional associations.  

· There is a need to help the wine community (up and down the chain) shift culturally to a consumer focus – without this the consumer information will not be usable (therefore not used).

· There is much to be gained by partnering with retailers, distributors.

· Further involvement with Buy California could be an opportunity (other states have already taken advantage of the funds provided by the federal government for promoting specialty crops)

· Image of California is part of our point-of-difference  

The group came to consensus on the following four priorities as the next

steps in working together:

	Priority
	Volunteers

	1. Changing our culture to be consumer-driven

Consumer research – what’s available; how to make it relevant throughout the wine community; create a forum/network to help people in the wine community understand how to better focus on what the consumer wants within their operation


	John Stallcup

Paul Dolan

Christian Miller

Liz Thach

Bob Wample 

Suzanne Carreiro

	2. Develop a theme to capitalize on positive state/wine image


Short-term:  Target O-N-D, 2003


Leverage “Buy California” investment in promoting California Grown (or other state)


Long-term:  Understand what resonates with the consumer, i.e., wine is cool; wine is authentic and who we are and what we represent to the world, i.e., integrity; stewards; neighbors; working landscape

	Mark Chandler

Karen Ross

Geoff Neilson

Suzanne Carreiro

	3. Understand cost structure



Focus on price points and how cost of 
production relates to value/quality 
relationship, i.e., the right practices for the  

product in that category


	Dan Zepponi

Rich Cartiere

Brad Alderson

Jim Wolpert

	4. Communicate to our stakeholders what we are doing 

Reach out to all elements of the wine community to engage them


	Randy Lange

Julie Nord

Lisa Hertel


