
PVCC WINE MARKETING



First Things First – Introductions and Learner Seminar Goals 



Who is Your Brand? Corporate Identity Discussion – hooks, logos and taglines

H O O K S  – C AT C H Y,  M E M O R A B L E  B R A N D  

P O S I T I O N I N G  

•

•

1.

2.

3.

L O G O S  C A N  C O M M U N I C AT E  S U B T L E  

M E S S A G E S



Taglines can define a brand



What is America Drinking?



Who Is Drinking Wine in America



Where is America Buying Wine 

Data from Liz Thatch, MW President Wine Market Council 







Market Identification 

Who Is Your Ideal Customer?

How Aunt Maude Can Focus Your Marketing

•



Competition Identification

Who are you competing with? And perhaps more 
importantly who is NOT your competitor?

•



Label Review and Exercise



Bio Break and Exercise
#1 Choose a bottle from the group on the bar.  When we reconvene 

tell the group why you picked that bottle, what the packaging is 
trying to express

#2 Examining all the bottles in the group pick the one you think is 
most and least expensive. 



Social Media is the New Water Cooler – But Not Everyone Is at The Same Cooler



Who Are You?
Where do Winery and wine names come 

from?



Winery Events – Public and 
Private

Weddings I Do or I Don’t? 

Food Festivals?  Wine 

Festivals? Corporate events?



Tasting Notes Discussion 3 A’s an M and an F 

Consistent Notes help Consumers appreciate your wine

These five elements can be 
found in nearly every wine 
tasting note written:

• APPEARANCE 
• AROMA
• ATTACK
• MIDPALATE
• FINISH



Price Points Positioning Your Wine to Succeed

•Extreme Value wines, average cost $4.00, this category is made up of bulk wine.
•Value wine, average cost, $4-$10, described as “Basic quality bulk wines from 
large regions and producers.”
•Popular Premium Wines, average cost $10-$15, “Large production, decent 
varietal wines and blends
•Premium $14-$20 “Good, solid quality wines
•Super Premium $20-$30 “ Great, handmade wines from medium-large 
production wineries
•Ultra Premium $30-$40 “Great quality, handmade, excellent-tasting wines 
from small to large producers”
•Luxury $50-$100 “Excellent wines from wine regions made by near-top 
producers”
•Super Luxury $100-$200 “Wines from top producers from microsites”
•Icon $200+ “The pinnacle of wines, wineries and microsites.”



Earned Media - Is The Media Release Dead?

No, but it does require constant care to make it work

Where to share your media 
releases:

• Newspapers
• Radio
• Television
• Blogs
• Podcasts
• Magazines
• Wine Club
• Customers
• Social Media
• Tasting Room



Public Relations In Good Times and In Bad

Media Relationships Matter and Constantly Churn



Media Evaluation – Where to Place Limited 
Advertising Dollars

•

•

•

•

•





Consumers Love to Know The Inside Scoop



Find a reason To Post regularly – Content Real Content is King



Facebook Tricks of The Trade

M E M O R I E S  A R E  W O R T H  S H A R I N G TA G G I N G  I N C R E A S E S  V I E W E R S H I P



Business Plan vs. Marketing Plan 
Why You Need Both



•

•



Minor Ridge Winery 



Minor Ridge Winery 
CREATIVE ASSIGNMENT

Minor Ridge Winery is an established award-winning winery.  They are seeking to expand their portfolio 

with two proprietary blends, one white and one red.  Your assignment is as a group over lunch

• Name each of the wines

• Develop a label/packaging concept for each

• Suggested Retail Price Point

At the end of lunch, select a spokesperson from your group to present to our expert panel.



Working Farm and Vineyard with 

History

• 50 Head of Hereford Cattle

• Two Circa 1850 Homes near vineyard 
(winemaker’s House, worker housing)

• 10 Acres of alternating corn/soybean

• Three spring fed ponds



Arthur and 
Edith 
Wesson

Minor Ridge Founders



Winemaker 

Jake Wesson



Minor Ridge Winery Awards

2020 Vidal Blanc  

Bronze: Tasters Guild International Wine 
Competition 

2020 Chardonnay

Bronze: Virginia Governor’s Cup Wine 
Competition 

Bronze: San Francisco International Wine 
Competition 

2019 Chardonnay Reserve

Bronze: International Eastern Wine 
Competition 

2018 Viognier

Bronze: Indy International Wine 
Competition 

Bronze: Governor’s Cup Wine 
Competition 

2018 Cabernet Sauvignon

Bronze: International Eastern Wine 
Competition 

2018 Cabernet Franc Reserve

Silver: Virginia Governor’s Cup Wine 
Competition 

Bronze: International Eastern Wine 
Competition 

Bronze: San Francisco International Wine 
Competition 

2017 Merlot

Bronze: Virginia Governor’s Cup Wine 
Competition 

2020 Late Harvest Vidal Blanc

Gold: Indy International Wine 
Competition 

Silver: San Francisco International Wine 
Competition 

Silver: Tasters Guild International Wine 
Competition 

Bronze: Virginia Governor’s Cup Wine 
Competition 



Minor Ridge Winery

Quick Facts

• Address: 1919 Old Moorehouse Road, Shasta, VA 22912

• Phone: 540-456-8400

• Website: www.minorridgewinery.com

• E-Mail: info@minorridgewinery.com

• Vineyards established: 1985

• Acres: 100 acres, 15 planted

• Winery established: 2013

• Wines Produced: Cabernet Franc, Cabernet Sauvignon
Chardonnay, Merlot, Riesling, Vidal Blanc, Yet unnamed Blend 

(white blend- Chardonnay and Riesling), Yet unnamed Blend (Cab Franc, Cab Sauv, 
Petit Verdot)

• First Vintage: 2013

• Hours of Operation: Wednesday through Monday 10:00 to 5:30

• Closed Thanksgiving, Christmas, New Year's Day, and Easter




