
Results Summary 
Report of CWIDB 
Restaurant Sales 

Survey





ÅI like to barter wine for dinners 
ÅExpand market
Åtasting a wine at a restaurant may generate a 

customer's request for it at a nearby liquor store

T
h

e
re

 a
re

 n
o
n

e
, 

so
 I

 d
o
n

't 
p

u
rs

u
e
 

re
st

a
u

ra
n

t 
a
cc

o
u

n
ts

 a
t 

a
ll
.

M
o
re

 c
u

st
o
m

e
rs

 w
il
l 

v
is

it
 m

y
 t

a
st

in
g

 

ro
o
m

 a
ft

e
r 

ta
st

in
g

 m
y
 w

in
e
 i

n
 a

 

re
st

a
u

ra
n

t.

S
e
ll
in

g
 m

y
 w

in
e
 t

o
 r

e
st

a
u

ra
n

ts
 i

s 

d
if

fi
cu

lt
 a

n
d

 o
ft

e
n

 f
ru

st
ra

ti
n

g
, 

b
u

t 

it
 d

o
e
s 

g
e
n

e
ra

te
 m

o
re

 s
a
le

s 
o
v
e
ra

ll
.

M
y
 w

in
e
s 

sh
o
w

 b
e
tt
e
r 

w
h

e
n

 t
h

e
 

co
n

su
m

e
r 

ca
n

 t
a
st

e
 t

h
e
m

 w
it
h

 f
o
o
d

.

R
e
st

a
u

ra
n

t 
a
cc

o
u

n
ts

 d
ri

v
e
 a

n
 

in
cr

e
a
se

 i
n

 r
e
ta

il
 s

a
le

s.

M
o
re

 p
e
o
p

le
 w

il
l 

se
e
 m

y
 w

in
e
s 

a
n

d
 

m
a
y
b

e
 t

a
st

e
 t

h
e
m

 i
n

 a
 r

e
st

a
u

ra
n

t 

th
a
n

 i
n

 a
 r

e
ta

il
 l

iq
u

o
r 

st
o
re

 o
r 

a
t 

m
y
 

ta
st

in
g

 r
o
o
m

.

W
h

e
n

 t
h

e
 c

o
n

su
m

e
r 

se
e
s 

m
y
 b

ra
n

d
 

o
n

 a
 w

in
e
 l

is
t,

 i
t 

e
le

v
a
te

s 
th

e
ir

 

im
p

re
ss

io
n

 o
f 

m
y
 w

in
e
.

W
in

e
 b

ra
n

d
s 

a
re

 b
u

il
t 

in
 r

e
st

a
u

ra
n

ts
.

H
a
v
in

g
 p

e
o
p

le
 t

a
st

e
 m

y
 w

in
e
s 

is
 t

h
e
 

b
e
st

 m
a
rk

e
ti
n

g
 I

 c
a
n

 d
o
 t

o
 c

o
n

v
in

ce
 

th
e
m

 t
o
 b

u
y
 m

y
 w

in
e
s 

fr
e
q

u
e
n

tl
y
. 

 

A
n

d
 o

u
ts

id
e
 o

f 
a
 w

in
e
 f

e
st

iv
a
l,
 

re
st

a
u

ra
n

ts
 a

re
 t

h
e
 b

e
st

 p
la

ce
 t

o
 

h
a
v
e
 c

o
n

su
m

e
rs

 t
a
st

e
 m

y
 w

in
e
s.

Other (please specify)

counts 1 10 13 10 12 13 16 3 13

In your opinion and experience, what are the benefits of selling your wine to restaurants? 

(CHECK ALL THAT YOU AGREE WITH.)



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

Å 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.

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

Å Contacting the right person and getting the restaurants to follow through

Å 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 I 
practically have to GIVE them wine at a substantial discount.

Å Price per bottle and getting them to get past the ά/ƻƭƻǊŀŘƻ wine tastes 
ōŀŘέ 

Å 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.  

Å 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?

ÅWe self-distribute. Restaurants want to deal with their main distributors.

Å Having restaurants commit to allocations.

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

ÅMisconception about quality and demand for local wines. 

Å pressure from large distributors to dominate lists

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

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

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

Å Inability to service accounts    ----- price of our wines too high

Å lack of interest by restaurants 



How can the CWIDB best assist you in 
overcoming the primary barrier you identified?
Å Any advice on selling our products would be welcome.

Å It is a long journey to convince customers that Colorado wines are consistently good

Å 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.

Å Arrange industry tastings  Explain the process  Promote Colorado wines to restaurants

Å 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 I can speak directly with the sommelier/buyer.

Å 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.

Å I 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.

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

Å Educate restaurateurs on the preservation of opened wine.

Å Motivate as many restaurants as possible to buy Co.

Å 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

How to select 

restaurants to 

approach

POS: table 

tents

POS: wine list 

inserts with CO 

wine info

Talking points 

crib sheet

Food pairing 

guidelines and 

training

Sales 

manual

staff training 

materials and 

resources sales coach

3.647 5.000 3.867 5.000 4.571 3.625 5.125 4.000



Range: 3% to 40%



Avg. = 2.47



Range: 1% to 20%; Avg.=4.77%

% by the glass =41.67





ÅPeople had a good time but did not result in future sales.
ÅVery positive.
ÅGhastly.
Åwe have done several and they tend to go very well!  We drive 
the ticket sales though, not the restaurant.
ÅI did it once many years ago and it took me months to get 
payment.  
ÅI have for festivals, and they have been very successful.
ÅDifficult to determine results.  
ÅLittle additional sales through the restaurant itself,  no 
discernible increase in sales at the tasting room as a result. of the 
dinner.



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



immediate 

neighborhood

same city outside 

my neighborhood

same county 

but outside my 

city

same region 

of the state

 4+ hours drive 

away

55.86% 35.20% 27.29% 33.71% 43.71%

Approximately what percentage of your restaurant accounts 

are in the following locations with respect to your winery?  

YOUR ANSWERS MUST TOTAL 100%.
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Additional areas and comments

2.29 2.64 2.8 2.5 3 2.38 2 3 3 3 3 4 4 3.25

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

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



Average Hours/week:9.56



Anything else you would like the 
Wine Board to know

Å 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).

ÅWe 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. I 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.


