


Aileen Sevier 
Marketing Director, Upper Left:  Winebow

20+ Years in the Wine Industry, All Tiers

• Restaurant: Beverage Director - Legal Sea Foods 

• Importer: Marketing Director - Terlato Wines, Global portfolio of Iconic family-

owned wineries

• Winery: VP of Strategy & Marketing for Early Mountain - Virginia Winery

• Wholesale: Manages Winebow’s Strategic National Focus on the Upper Left

Currently in Stage 3 of the Master of Wine Program & completing research project on 

sub-AVA’s in the Willamette Valley



Kathy Byrd 
Managing Partner – Real Wine Alliance

• 25+ years in the wine industry including 14 years as a national/regional supplier 
(Click Imports, King Estate, Coppola, Gundlach Bundschu) and 7 years in 
distributor management in the PNW (YMCO, Winebow) representing hundreds 
of global wineries.  

• Founded Real Wine Alliance in 2018, a consultancy that supports wineries 
navigate the complex world of distribution.  RWA has elevated dozens of 
wineries through short and long term projects tailored to their goals.  

• Real Wine Alliance emphasizes  winery storytelling, creating ad executing sales 
& marketing strategies while  collaborating with distributors & the trade. 

Creative consulting with wineries to bridge the gap between 
“making great wine” and “selling great wine.” 



Bill Matthes
National Sales Manager 
Lange Estate Winery and Vineyards

• Graduate of US Naval Academy & former submarine officer.

• 33+ Years in the Wine Industry in all 3 tiers including 5 years as a 
distributor sales rep and manager, and nearly 27 years as a supplier 
with companies including Allied Domecq and Constellation

• Currently National Sales Manager - Lange Estate Winery & 
Vineyards since 2019



Colin Eddy
Senior Vice President of Sales
NW Wine Co.

18+ Years in the Wine Industry, All Tiers

• Restaurant:  Fleming’s Steakhouse 

• Wholesale Distributor:  RNDC Texas

• Winery:  NW Wine Co. & (formerly) Penner-Ash Wine Cellars

• Court of Master Sommeliers Level 1 - WSET Advanced

• In Colin’s spare time, he coaches his son’s sports teams & watches his 
beloved Houston Astros from afar.



What are Best-In-Class 
Suppliers Doing or Bringing to 

the table to be successful? 

Discussion Theme:



WHO’S LOOKING TO ENTER THE WHOLESALE DISTRIBUTION 
CHANNEL?

VS 

WHO’S LOOKING TO EXPAND THEIR WHOLESALE 
DISTRIBUTION?

VS

WHO’S LOOKING TO IMPROVE THEIR WHOLESALE 
DISTRIBUTION?

AUDIENCE POLL: 



PREVIOUS 
OREGON WINE 
SYMPOSIUM 
WHOLESALE 
SESSIONS:

Oregon Wine Symposium _ Educational Conference and Trade Show for Oregon Wine Industry - Work - Microsoft​ Edge 2026-01-23 07-54-47.mp4

http://drive.google.com/file/d/1NybI_1S6tnRJ8WcF4Fqea61tpg7ZvPg6/view


PREVIOUS 
OREGON WINE 
SYMPOSIUM 
WHOLESALE 
SESSIONS:



Gaining New Distribution



Finding the Right Partner

• Portfolio fit – complementary vs. specialization

• Goldilocks size

• Culture
• Tenure
• Knowledge
• Relationships

• Business structure
• On vs Off
• Chain vs Independent

• Geographic Coverage
• National/Regional Alignment



Finding the Right Partner

Who is expanding their portfolio??



Pitching a Partner: Have a Plan

1) Current Business & Expectations

2) Priority Items: 
Brand Standards

Elevator Pitch
Competitive Set
Shelf set

3) Resources



If you have Distribution & 
you’re looking to 
Expand/Improve



Clear Strategy

Deep vs. Broad Focus gets you more: Wholesale Team: Portfolio 
vs. Sales

Portfolio
Incentives

Markets
Goal setting

Channels
Planning & execution



Understanding Wholesale Priorities

INVENTORY PROFITABILITY PARTNERSHIP 

The Obvious Stuff… Revenue, Placements, & Account Universe. But also…



Authentic Winery Storytelling 







Working the Market 





Tools of the Trade



Tools of the Trade
The Basics… 
• Functional Trade Site with all current/recent tech sheets
• Sample Support
• Brand Standards – One Pagers, Wholesale Overviews
• Account level support: work withs, dinners, tastings



Screen Recording 2026-02-01 140745.mp4

http://drive.google.com/file/d/1cKf2eEcPLUdNm9ayEQof8J_abUMukc2-/view


Tools of the Trade

The Bonus…
• Mobile Accessibility
• Excellent video content
• Engaging & consistent social media 
• Swag 



Incentives



Incentives

• KISS

• 360 Programming
• Samples
• Leadership alignment
• Sales consultant target
• Account tools
• Timing

• Reinforce Brand Identity



Incentive Example: Fire Feast



Why Oregon is Well-Positioned 
for the times…



Why Oregon is Well-Positioned for the times

Fresh, vibrant wine style 

Consumer Trends:  Gen Z / Millennial 
Engagement

Green credentials - LIVE/Salmon 
Safe/Sustainable packaging initiatives

Cultural collaboration

Oregon’s Data vs Total Domestic



The Positive Angle to 2026 & Beyond

“You can worry about it or you can go out and do something about it.”
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