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Benchmarking
]Input and feedback will be sought
at the forum about a conversation
going on regarding a new chapter in

the Sustainable Winegrowing Practices
workbook that could focus on the eco- .

nomics of various cultural practices
(and later winemaking practices) to
better target practices appropriate for
the eventual retail price points of the
wines being grown and made. The fo-
cus would be on what is planted now
with an emphasis on mass market
price points where the volume of
wine is sold. A proposed name is
Winegrowing Cost Alignment.

It is proposed that this project is not

about prescribing answers, it is about
creating awareness through a self-
assessment or check list process to
help growers and winemakers focus
on where the grapes go and how they
are being treated by understanding:
¢ the end product price and quality
expectations for their grapes and
Wine—making practices;

¢+ functional points that are major

cost centers - what are fixed and

whatare variable;

criteria that can be used to dis-

cuss and agree to trade-offs -

large and small - in the field and

in the winery

to meet quality and price point

expectations of the market;

¢ resources available to help im-
plement practices to meet the
quality/price point;
where there are gaps in available
information and resources to as-
sist growers and winemakers in
achieving their objectives.

The proposed next step is to or-
ganize a survey of growers and vint-
ners reflective of all regions (start
with California) to develop an un-
derstanding of current practices

(related to the project objective) and

thoughts on where the gaps are and

what it will take to make the needed

changes.

Globalization

A survey is being developed so

that the results can be used to
understand why American wine
companies that export do so and
what works for them. Additionally,
the survey will be secking to dis-
cover what these companies wish
they had known before they got
started, why they don’t export
more, what would help move them
to the next level and what the indus-
try could do as a whole to support
increased exports. The intent is to
better understand what it takes to be
successful and where the gaps are.
The survey is to be qualitative in na-
ture to provide guidance/motivation
to newcomers and to help under-
stand where the gaps are in getting
to the next level of impact on the
global market. The globalization
group also is continuing to look at
ways to identify marketplace data
and information and to communi-
cate the availability and cost of this
to companies and individuals in the
wine business who need it.

Note: Our next newsletter will report on the conversations held at the WineVision Forum.

'Annual Membership Dues: WineVision’s ongoing conversations need the industry’s continuing financial assistance. Please be sure to
consider supporting this industrywide effort and return your membership participation as soon as possible.

I would like to become a WineVision Member

Please check one

____Full sponsorship $2,500 annually
___Associate Sponsorship, $1,250
___Membership, $500

_Associate Membership, $250.
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P.O. Box 6230 Napa, CA. 94581
Phone: 707.255.9222 Fax: 707.255.2044
Email: admin@winevision.org
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