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OWB MANDATE

The Oregon Wine Board manages marketing, research and
education initiatives that support and advance the Oregon wine
and wine grape industry. The Board works on behalf of all
Oregon wineries and independent growers throughout the
state’s diverse winegrowing regions.



FY 10-11
MARKETING PLAN



The primary target for the “Oregon Wine” category is the
High Frequency High End consumer segment.

. 70 million people
All US Wine » Purchased 300 million cases in 2007
Consumers
38 million people
i * Drink wine 21 time a week
Core Wine » Account for 91% of US wine
Consumers sales
High » 23 million people
Frequency  Drink wine >1 time a week
* Consume 80% of US wine
volume
. * Never purchase wines over
High
Frequency $20/bottle.
High End

* 7.6 million people

» Purchase $20+/bottle (retail) wine
at least once/month

* 52% purchase a $10-$20 bottle at
least once/week

*31% purchase a bottle under $10 at
least once/week.

Our programming also reaches a considerable number of HF consumers



HFHEs are defined by purchasing $20-$30 wines at least
monthly, but their weekly purchases are largely <$20.
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Nearly all HFHEs purchase in the $10-$20 and $20-$30 price  [{7/if
bands, where most of Oregon wines are sold, at least monthly [

% who purchase wines at least monthly by price point
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HFHEs have strong “Oregon Wine” awareness
and trial rates. The opportunity lies in
increasing consumption frequency.
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There is a significant opportunity to improve
HFHE perception of “Oregon Wine” quality

% of responders who said region was either “very good” or “one of the best” in terms of quality.
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“OREGON WINE” CATEGORY MARKETING STRATEGY

Increase the percentage of High Frequency
High End consumers who perceive Oregon
Wine as high quality and enable the
increased purchase of our wines.




Place

Countless millennia
of volcanic eruptions
and cataclysmic
glacial action have
blessed us with some
of the finest soil on
earth. This rugged,
alluring terrain
attracts adventurous
winegrowers who
farm artisan wines,
on the margins,
where the most
interesting wines are
grown.

Increasing quality perception begins with a messaging
platform that differentiates “Oregon wine” with relevance

People

Authentic

Forward-thinking

Approachable

Principled

Family owners

Collaborative

Environmental
stewards

Wine

Our winegrowers
thrive on the rewards
only possible on this
razor’s edge -
uncommonly food-
friendly wines truly
reflective of place,
featuring fresh fruit
flavors and lively
acidity. Each vintage
celebrates the
fascinating expression
this place reveals.



Disseminating the “Oregon Wine” messaging will increase
both the Brand Value and the Awareness

Model for developing the “Oregon Wine” category strategy

Brand Value

) ¢ - Availability

Awareness
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Media Relations programs are the primary vehicle for
communicating the “Oregon Wine” message

e Che New JJork

00D < WINK

AL STREETJOI™
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A new Media Relations initiative will target a large
TV audience with an Oregon Grape Stomp

Targeting exposure on national
morning shows (not buying TV
commercials, but rather getting
featured within the broadcast)

Oregon Grape Stomp with
National Morning Show anchors
and Oregon winemaker
personality to celebrate harvest

OWB, TV network partners w/
NYC’s City Winery to make
Oregon wines with morning
show anchors

— Preview finished vintages in a

on-air taste-off to see which
anchor made the best blend

— On-air wine
personalities/contributors 13
serve as judging panel


http://images.google.com/imgres?imgurl=http://www.nelsoncountylife.com/wp-content/uploads/2007/08/wintergreen-winery-feet-stomping-red-grapes.jpg&imgrefurl=http://www.nelsoncountylife.com/2007/08/&usg=__xDFy-SUVtCgg9nlULGg-BreksPc=&h=250&w=375&sz=85&hl=en&start=4&sig2=V45YbJIkQToWA2DoGfT2-A&um=1&tbnid=VlXRP969F-VPMM:&tbnh=81&tbnw=122&prev=/images?q=grape+stomp&hl=en&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7GGIT_en&sa=N&um=1&ei=HpxDS4viGYaCsgOm25GgBA
http://images.google.com/imgres?imgurl=http://www.theyshallwalk.org/images/TodayShowLogo_s.jpg&imgrefurl=http://www.theyshallwalk.org/&usg=__lYc_JtEAPn3bQ2E2axnPwZUDkkg=&h=385&w=426&sz=31&hl=en&start=63&sig2=uUTfKnKtEVdiYgPT7qRxhQ&um=1&tbnid=luAFqJUyliGRWM:&tbnh=114&tbnw=126&prev=/images?q=today+show&ndsp=20&hl=en&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7GGIT_en&sa=N&start=60&um=1&ei=iZ1DS5vjEJSKtQOej7DSAw

Media, trade and HFHE outreach at the Aspen Food +
Wine Classic

e If2010 research tour reveals future opportunities for category
exposure, implement a multi-tiered program:

— Grand Tasting Pavilion presence
— Off site event for key attending media
— Pursue seminar for trade and consumers
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Availability is influenced through educating the trade and
enabling winery website and tasting room visitation

Availability

Trade Educate

Direct: Tasting Room

Enable
Direct: Online
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Enabling direct purchase is achieved very efficiently
through online platforms

Web @ Show options Results 1 - 10 of at Home Profile Find People Settings Help Sign out
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Tnsights your Vakentng? T AGE THIS SKU of black cherries, plum. and swest French Oak. This tasty blend

has excellent balancs and  long, layered finish. Enjoy it over the

:u;::::;:m | Diregun's quality il s join U bangain ranks | Seatile Times i
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3.40 ey :
4 VINEYARD INFORMATION:
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Oregon Certified Sustainable Wine supports the “Oregon
Wine” message and educates trade

e Phase 1in 2009
_ Home Sustainability Certification Wineries Community Resources
successfully generated
trade media coverage é

e |[n 2010 we are e MUVEMENT

] ] facehuuk
targetlng consumers Via

It'sa citing time to be involved in sustainable grape
. tt gr‘er‘ng and w-inemak . Ani d Oregon C tf ed Su t nable
d I t 4 tWI er Wine (OCSW) is there. very step of the way, frol ne to
m e I a p a Ce m e n S bottle, from grower to consumer. It’s our goal to educate

and empower everyone along the way. We're proud to be a
part of this groundswell, and we encourage you to come

e Website, social media
support

e Trade education
materials are available
to winery salesforces



Trade education

Online education module

e This concept emerged in a recent Marketing Committee meeting and needs a great deal of
development. Such a program would serve as the initial OWB foray into trade education:

— Targeted toward on and off—-premise trade with an emphasis on hand-sell accounts.
— Provides information about the “Oregon wine” category.
— Potentially includes an online quiz, with a reward for those who excel.
e “Ask Me about Oregon Wine”
— Include video and other multimedia components as affordable
e Budget:
— 530,000 from OWB funds + $25,000 from Export = $55,000
— Also applied for $20,000 USDA RBEG grant
e  “Why Oregon” PowerPoint complements the online module and
offers wineries content they can use in-market

Trade PR

e Promotes module and educates trade on Oregon wine As#k me abou

Oregon Wine




The Oregon Wine Export Program raises awareness in
key markets and builds distribution channels

With S15K-S30K in participation fees from exporting wineries and $40K in OWB
funds, we are able to access $350K from the USDA Market Access Program to
promote Oregon wines outside the US.

Japan UK Canada All Other
e Enjoy Oregon Wine | e London Wine Fair | ® Summer trade visit | ® Ongoing market
Fair restaurant and e January trade focusing on B.C,, activity support
retail promotion tasting Ontario, Quebec, e Ongoing trade and
e Press/trade tours e Press/trade tours Alberta media hosting and
and relations and relations e Press/trade tours assistance

and relations




FY 10-11 Marketing Programs Comments Proposed Budget Change vs.
0910
Media Relations $60,000 $10,000
Hosting Journalists $15,000
PR Tools & Services Mailings, Database, Newswire services, subscriptions $10,000
TV PR: Grape stomp Harvest stomp/winemaking stunt w/Morning Show $15,000
Guerilla event in Aspen Off-site event for key joumnalists $20,000
Collateral Printed AVA map updates $5,000 ($5,000)
Export *ltems highlighted in blue are entirely funded by USDA. $407.930 ($9,648)
Contractors Japan and UK $67,500
Promotions Japan - Enjoy Oregon Wine Fair $32,988
In-market tastings & events Japan - joint w WA?; UK - January and LWF; Canada? $95,000
Hosted media & buyer tours Japan, UK, and Canada - OPC, IPNC, indiv. tours $100,000
Marketing materials Maps/website/banners/photography/social media/trade $55,000
OWB expenditures 49K Grant writing and admin, 8K non-reimb. hosting $57,442
Tourism $27,500  ($50,000)
Oregon Bounty $25,000
Brochure distribution $2 500
Website $50,000 $10,000
Search engine marketing Google/Yahoo paid search = >200k visitors $30,000
Maintenance $10,000
Website updates AVA pages with alluring photos $10,000
Sustainable Ag/OCSW $35,000 ($10,000)
Marketing programs Stakeholder education tools $13,000
Legal + Audit fees Int'l registration + 6-7 wineries will be audited in Jan. $12,000
LIVE grant $10,000
Trade/Distribution $30,000 $30,000
Total $615,430 ($24,648)




FY 10-11
RESEARCH PLAN
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A proposed increase in the research grant budget
aligns with strong Research Committee
recommendation

e Expands budget for research grants 16% to $245K
 Need research on higher-yield, high quality vineyards

e Tie research back to broader identity, purpose - i.e. focus on
sustainability

e Research on improving profitability / reducing cost on environment
e More accountability for results - i.e. publishing, industry education
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’10 =11 Viticulture Research Priorities

Determining the influence of viticultural practices within the parameters of the climates and soils
of Oregon on:

. Vine balance, performance, fruit composition, and wine quality with the objective of managing
production across all quantity levels while maintaining quality.

. Soil and plant water status including irrigation as it affects vine balance, performance, fruit
composition, and wine quality.

. Vine nutrition and soil composition, with the goal of identifying better methods for precise
monitoring and adjusting plant and fruit nutritional status.

. Concurrently, or as a separate project, developing better methods for monitoring and
quantifying fruit ripening and maturity.

Developing or improving existing methods (especially sustainable methods) for detection,
identification, management, and prevention of; and education about:

. Vineyard pests, prioritizing mites and mealybugs.
. Vine diseases, prioritizing mildew and botrytis, and abiotic stress conditions.

. Herbicide drift and damage.

Evaluating variety, clone and rootstock selections for current and potential future Oregon vineyard
sites.

Developing or improving current methodologies and practices for crop load and yield prediction.



‘10-'11 Enology Research Priorities

Studying the effects of viticultural and winemaking practices and grape nutritional makeup on:

. Extraction, timing, and retention of individual tannin and anthocyanin compounds during
fermentation and aging.

. Must and wine pH, acid balance, and their effect on cellar and bottle stability.

. Extraction, timing, and retention of aroma and flavor precursors or other constituents that
enhance wine quality and influence wine style.

. Concurrently, or as a separate project, developing objective methods or analysis to
measure wine texture, mouth feel, and wine styles.

Developing or improving fermentation (both primary and malolactic) management and wine
storage techniques to:

. Minimize or correct sulfide aromas and microbial taints such as Brettanomyces, volatile

acidity, and aldehydic/oxidized character.
. Modify or minimize the issues associated with using compromised fruit.
. Optimize wine quality using native and selected yeasts and bacteria.

. Achieve targeted wine styles and qualities by defining wine oxygen utilization parameters.



FY 10-11
EDUCATION PLAN
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Industry education

e Continue with successful Oregon Wine Industry Symposium and
workshop series

e Will use Symposium survey feedback to design sessions that best
address industry needs

e Our new Industry Relations Manager will join the Executive Director
on a statewide listening tour, discussing vineyard and winery needs
and directing industry members to existing educational opportunities.
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