Results Summary

Report of CWIDB

Restaurant Sales




2. Whiat is your approximate annual production level?

[We appreciate the potentially sensitive nature of this guestion and will keep this information confidential. We ask it only to appropriately match the programs and

resources we will offer to the production levels of the wineries using those resources. ]

Response Response

Percent Count
100-1,000 cases | 39.3% 11
1,000-2,000 cases | 28.6% &
2,000-5,000 cases | 17.9% 5
5,000-10,000cases [ 10.7% 3
More than 10,000 [ 3.6% 1
answered guestion 28
skipped guestion ]

3. Do you want to sell your wine to restaurants?

Response Response

Percent Count
Yes | 78.6% 22
Mo [ 10.7% 3
| don't know. 10.7% 3
answered guestion 28
skipped qguestion ]




In your opinion and experience, what are the benefits of selling your wine to restaurants?
CHECK ALL THAT YOU AGREE WITH.

Wine brands are built in restaurants.
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More customers will visit my tasting
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restaurant accounts at all.

restaurant.

Other (please specify)

- There are none, so | don't pursue
o |room after tasting my wine in a
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A | like to barter wine for dinners
A Expand market

A tasting a wine at a restaurant may generate a
customer's request for it at a nearby liquor store



A

A

A
A

In your opinion and experience, what is the biggest
obstacle to selling your wines to restaurants?

The price of our wine is too high to sell by the glass for restaurants and
people will not pay $40 a bottle for Colorado wine on a wine list.

The distributors sell at such low cost thus reducing their competition price
they mark-up to customers

Contacting the right person and getting the restaurants to follow through

Having to go through all the layers of a particular restaurant's personnel to
get them to make a decision. Often this takes multiple visits and then |
practically have to GIVE them wine at a substantial discount.

Price per bottle and getting them to get pastthe & / 2 f Zvivid t&tds
0l Ré¢
1) Customers hesitant to order Colorado wines - they don't seem to sell

well at restaurants; therefore, many are hesistant to put them on the list-
especially by glass.

shortage of supply - I had wine Pinot Grigio in one restaurant, but we ran
out for 3 months and it was on the happy hour list - now we no longer have
wine in the restaurant as they have replaced us with another wine.



In your opinion and experience, what is the biggest
obstacle to selling your wines to restaurants?

A We self-distribute. Restaurants want to deal with their main distributors.
A Having restaurants commit to allocations.

A Getting the restaurant manager to listen and taste my wine.

A Misconception about quality and demand for local wines.

A pressure from large distributors to dominate lists

A Restaurants open a bottle of wine, serve a couple of glasses from it, then
let it oxidize on the shelf, even when | provide pumps and stoppers to
them.

A My label graphics and style of wine do not suit many restaurants. | do
best with mountain restaurants that like something a little funkier

A Competition from Much larger wineries (out of state)with distributors,
reps, lower prices and corp. "benies"

A Inability to service accounts ----- price of our wines too high
A lack of interest by restaurants



How can the CWIDB best assist you In

overcoming the primary barrier you identified?

A
A
A

o o Do Do e

Any advice on selling our products would be welcome.
Itis a long journey to convince customers that Colorado wines are consistently good

We still need to earn "respect” with National Wine publications (i.e. Wine Spectator, Wine Enthusiast,
Robert Parker, etc.) to get the local wine consumers (the ones in Liq Mart with the shopping cart full of
wine) to seek out and buy CO wine based on reviews/ratings. Once this is accomplished restaurants will
follow in demand.

Arrange industry tastings Explain the process Promote Colorado wines to restaurants

It is not the responsibility of the CWIDB to do this. Often if you recommend a good restaurant to get a CO
wine into, then there are probably 50 other CO wineries trying to get into the same restaurant. It would
work best if the CWIDB organized neutral wine tasting events where restaurant personnel could come and
taste a lot of wines all at the same time. That way | can speak directly with the sommelier/buyer.

Better marketing of Colorado wine to Colorado residents. Many people don't know anything about
Colorado wine or that we make it. More literature on how Colorado is great for growing grapes. Perhaps
also, a Colorado website where folks could order any wine from a number of Colorado wines - they could
either pick-up (maybe have a local place/storage manned by one person) or have it mailed to them.

| think the CWIDB is doing a good job of communicating with organizations such as DINR, in order to get
Colorado wines on wine lists statewide.

Provide education and incentives for Restaurants to carry more local wines. Restaurant Recognition
program is a good start.

Educate restaurateurs on the preservation of opened wine.
Motivate as many restaurants as possible to buy Co.
Continue the group tasting like last year (at Balistreri's with the restaurant reps).



Please RANK the following assistance programs for
selling your wine to restaurants from the one you
think would be most helpful in increasing your sales to

restaurants to the least helpful
1=Most helpful, 8= Least Helpful

staff training
POS: table Talking points materials and

tents crib sheet [esources




11. The industry average goal is to increase sales by 62% in the next five years and 167% in the next ten years. To reach those increased goals, what ideal percentage

of your sales will be to restaurants?

Ideal % of restaurant sales

Range: 3% to 40%

Response
Average

17.00

Response
Total

272

answered guestion

skipped guestion

Response
Count

16

16

12

12. Based on your experiences selling your wing to restaurants, rate the general attitude or perception of Colorado wines among restaurant buyers for the following
areas. Check "l don't know" if you have not heard any comments or feedback about a particular area. The restaurant wine buyers and managers | have worked with
would say that for each aspect listed below Colorado wines are:

Cluality

Consistency

Price and valus

“arietal Selection and character

Food friendliness

East of Delivery

Owverall

Exceptional

0.0% (D)

0.0% (D)

0% (0)

0% (D)

0% (D)

0.0% (0}

0.0% (0}

Good

29.4% (5)

5.9% (1)

5.9% (1)

17.6% (3)

4.2% (7)

31.3% (3)

0.0% (D)

0K

29.4% (5)

4.2% (7)

17.6% (2)

52.9% (9)

#.2%(7)

37.5% (6)

58.8% (10)

Lacking

41.2% (T)

35.3% (6)

64.7% (11)

11.8% (2)

0.0% (D)

5.3% (1)

29.4% (5)

Inferior

0.0% (D)

11.8% (2)

11.8% (2)

0.0% (0)

0.0% (0)

B.3% (1)

0.0% (D)

| don't know ;vitri:ge
0% (0] 3.12

5% (1) 3.35

0% (0] 3.82
17.6% (3) 2.41
17.6% (3) 2.06
18.8% (3) 23
11.8% (2) 294
Comments

answered guastion

skipped guestion

Response
Count

17

17

17

17

17

16

17

17

11




13. How important to your business plan is it that your wines be on restaurant wine lists?

Response  Responze

Percent Count
Very important | 23.5% 4
Somewhat important | AVg .= 2 . 47 47 4% g
Meither important or unimportant 0.0% 0
Not very important | 23.5% 4
Notatallimportant [ 5.9% 1
Other (please specify) 1
answered guestion 17
skipped gueastion 11

14. Do you currently use a wholesaler to sell your wines to restaurants?

Response Response

Percent Count
Yes | 35.3% B
No | | 64.7% 1
If z0, which Wholesaler distributes your wine? ]
answerad guastion 17
skipped guestion 1




15. What percentage of your total sales do you currently sell to restaurants, or "on-premise" accounts, either through a wholesaler or directly?

Response Response
Average Total

% Range: 1% to 20%; Avg.=4.77% 420 53
answerad guastion

skipped guesition

Responze
Count

15

15

13

16. Roughly how many different restaurant accounts carry your wines? (Please include accounts your wholesaler services as well as those to which you sell directly)

Response Response Response

Average Total Count
Total # of restaurants 13.94 237 17
answered guestion 17
skipped question 11

17. How many of the restaurants that carry your wines offer them by the glass in addition to by the bottle?

Responze Response Response

Average Total Count
# of by the glass accounts % by theglass 1167 7.06 120 17
answered guestion 17
skipped guestion 11




18. Have you made personal calls to sell your wine to restaurants?

Response  Response

Percent Count
Yes, allthe time | 5 9% 1
Yes, very successfully | 5.9% 1
Yes, but not as often as | would like | 29.4% 5
Yes, with limited success | 35.3% 6
Yes, but it's really frustrating | 5.9% 1
'fea, and | will never do that again 0.0% 0
Mo, | wish | had the time to dothat | 5.9% 1
Mao, | would not waste my time doing 0.0% 0

that

Mo, | would sooner gnaw off my leg if
it was caught in a spring frap than | 11.8% 2

meet with restaurant wine buyers
Any other answer or comment you wizh o give: &

answerad guastion 17

skipped question 1



19. Have you ever done a winemaker dinner with a restaurant?

Responze  Response
Percent Count

Yes | T6.5% 13

No | 23.59% 4
If z0, how was the experience? 11
answered guestion 17

skipped guestion 11

Aeople had a good time but did not result in future sales.
Alery positive.

AGhastly.

Ave have done several and they tend to go very well!l We drive
the ticket sales though, not the restaurant.

A did it once many years ago and it took me months to get
payment.

A have for festivals, and they have been very successful.
Mifficult to determine results.

Alittle additional sales through the restaurant itself, no
discernible increase in sales at the tasting room as a result. of the
dinner.



20. Have you ever done any other kind of promotions with restaurants, such as: (CHECK ALL THAT APPLY, AND LIST OTHERS)

Response
Percent
Featured samgling: pouring | =7 45
samples for guests in the restaurant
Food pairing: matching your wine | 50.0%
with a parficular dish or menu item R
Collaborative zelling with a
g | 14.3%
Colorado food vendor
Special pricing for wine list
[ M.4%
placement
Other | 21.4%
answered guestion
skipped guestion

Response
Count

3

10

14

14

Adaving wine listed on "Wine special of the night" board




Approximately what percentage of your restaurant accounts
are in the following locations with respect to your winery?
YOUR ANSWERS MUST TOTAL 100%.

same county
same city outside | but outside my same region
my neighborhood city of the state

35.20% 27.29% 33.71%

In what areas do you think it is important to place your wines into restaurants? (PLEASE RATE THE
FOLLOWING AREAS)
1=EXTREMELY IMPORTANT; 5=NOT AT ALL IMPORTANT
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Generally speaking, people in the large metro markets and the wealthy resorts
don't care about where the wine comes from ie. Co. or locally produced



23. Do you have enough time to spend on selling to restaurants?

Response Response

Percent Count
Yes, my sales calls are usually very
6.3% 1
productive l—l
Yes, but | could always use maore | 12.5% 2

%]

Yes, | don't spend much time on it--
12.5%

it's not worth it

Moy, but | want to be in more |
restaurants

50.0% 3

Meo. | am developing other aspects of |—|
the business right now

Other (please specify) 12.5%

6.3% 1

%]

answered guestion 16

skipped guestion 12

24, In most weeks, outside of harvest and crush, about how many hours do you, or your wholesaler or sales staff, spend selling to or servicing restaurant accounts?

Responge Response Response

Average Total Count
# Hoursiweek 42.1 591 14
answered guestion 14

Average Hours/week9.56

skippead gueastion 14




Anything else you would like the
Wine Board to know

A Just again - how to get around supply shortage issue.
Restaurants are reluctant to pick up Colorado wine (especially
smaller vineyards) as supply seems to run out and also, lack in
consistency of product within same vintage (bottling in
batches instead of all at once produces wines of varying
quality - not consistent within vintage).

A We need a program to sell restaurateurs on why their
businesses would benefit from them promoting CO wines.
The tremendous synergy that could develop if they would get
behind them. Especially the tie in with CO sourced food and
even beer. | just don't think they see the vision of where that
could potentially take us all. It could give us a "total Colorado
Experience" to sell them rather than just a meal or a bottle of
wine or beer.



