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All Over the (Global Wine) Map
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The Challenge: Respec
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The Road Ahead

Secrets of the Top World’s Top
Think Globall _
D.r?nk l.ooco‘l,lyy 5 Most Respected Wine
Regions

Learning the Right (Not the
Wrong) Lessons

Support Your Local Winegrowers
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#5 Napa Valley

WELCOME to thisswaorld famous
wine qrow_&reqmn

NAPA VALLEY.
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Napa Valley’s Small World

The Napa Valley Appellation and its
/i Sub-Appellations
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Napa Valley by the Numbers

Napa Valley is a small wine region
45,000 vineyard acres
4% of California vineyards
1/8t the size of Bordeaux
About 400 wineries (over 4000 in
California)
e o Napa Valley is a young wine region
st e o Charles Krug 1861
* Robert Mondavi 1966
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Brand Napa Valley

WELCOME o this world. famous:
- Wine. growing. region @i
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The Birth of the Brand:
Inglenook

You are your Brand:
Mondavi

Wine Tourists as Brand
Ambassadors




A Wine Tourism Machine

Economic Impact of
Napa Valley Tourism 2016

CALIFORNIA

S1.9 billion total visitor spending
3.5 million visitors
13,000 tourism-related jobs

L4
WINE COUNTRY

Source: Destination Analysts report for Visit Napa Valley
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On an Typical Day in Napa Valley ...

Almost 17,000 visitors
They spend $5.26 million
On peak days ... it’s crazy!

v e The vast majority of these visitors
TASTING PICNIES |\ (pcts 0

m == MRa 2rec drawn to Napa Valley by wine-

' ..nxﬁ ’U‘..‘_.«4 eﬂrhj-"

mefsliast=et  related interests and activities

Source: Destination Analysts report for Visit Napa Valley
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#4 Tuscany
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The —\_Nine'conomist

Wine + Food
Wine + Culture
Wine + Style
Wine + Tourism
Wine + Romance

Italy Envy in Oz




#3 Burgundy
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Burgundy: The Triumph of Terroir

Signature Variety vs
Terroir?

Typically French?
Terroir = Mystical +
Obvious

Wine as a Religious
Experience?
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#2 Bordeaux
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Everyone Loves a Winner

1855 and All That

The Pernicious Power of Lists
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#1 Champagne | &

" LINSTANT &
TAITTINGER
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Image Isn’t Everything, but ...

LVMH: Luxury Lifestyle Brands
The power of celebrity
It’s not about how the wine tastes!




Portugal Revisited

“portuguese wines
the next big thing’
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Lessons for Colorado Wine?

Tl';ir?:kcl;.t’c:‘l’lty There’s no silver bullet!
#5 You are your brand
#4 It’s not just wine and
#3 It’s not just dirt or variety
#2 Everyone loves a winner
#1 Image isn’t everything, but ...

e YOU dON’t get respect ... you earn it
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