"MAY THE FORCE BE WITH US™

Future-Prooting the Wine Industry
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Most Wine Consumers Drink Across Categories

Exclusive i Exclusive
Only 15% of drinkers Wine 19% People/17% $ Beer
are exclusive to wine. 15% People/4% 5 18% People/7% $

Wine, Beer & Spirits
27% People/55% S

Competition is from

Spirits, Seltzer Wine & Spirits Beer & Spirits
& Craft Beer 7ipeople/7% S " 5% people/s
Excly§ive mmm Wine
Spirits Beer
6% People/2% S Vol Spirits

Source: Nielsen Homescan Panel, Total US: 52 weeks ending 06/29/19
Wine includes Still & Sparkling; Beer includes FMB and Ciders



MORE CONSUMERS ARE SELECTING SPIRITS

Spirit Producers Are Better at Marketing Compared to the Wine Community

Wine iS 2X more BEER <+ VINE +SPIRITS
expensive than
Beer or Spirits '
per serving e
26 -

L

Source: Nielsen Syndicated Bev Al Databases 52 weeks ending 11-2-2019



We have hit luxury

Annual Avg. Direct-to-Consumer Bottle Price Changes
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» Napa $52.90 $53.60 $56.80 $57.70 $63.70 $63.60 $60.20  $59.10 $61.10 $66.90 | $63.10 $74.90 $79.40 $84.20 4.23%
Oregon $31.30  $37.40 $33.70 $32.10 $34.00 $36.30 $39.00 | $38.40 $39.10 $42.40 | $38.10 $37.80 $47.00 $57.70 6.02%

» Sonoma $34.20  $35.90 $36.70 $37.60 $39.50 $40.90 $43.80 $42.90 $45.80 $43.70 $38.50 $40.10 $46.70 $50.60 3.43%
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Forty Year History of US Table Wine Consumed Annually from 1979 - 2022
Inerfia: Trends continue until changed by some other force
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Source: The California Wine Institute



Twenty vear change in total US Wine Consumption by Volume 2000 - present
First drop in the consumption pattern since 1987
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Annual Change in US Volume Wine Sales 2000 - 2023

Percent Growth in Gallons
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DTC FOR THE WIN?




WE HAVE BEAUTIFUL WINE REGIONS




AMAZING WINES
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BUT THE
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_ San Francisco Chronicle

FOOD // WINE, BEER & SPIRITS

Why is Wine Country tourism so slow? ‘You’re out a few
thousand dollars before you walk into a winery’
By Jess Lander @ ®

Updated Sep 1, 2022 8:55 a.m.
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San Francisco Chronicle wiaion | A aon

For once, Napa’s BottleRock music festival will serve good
wines

San Francisco Chronicle

ustin - Wildly popular Lake Tahoe beach to require reservations on holidays and weekends 45N AGo

FOOD // WINE, BEER & SPIRITS

California wine is in serious trouble

For 25 years, the wine industry boomed. Then it started to unravel.

!
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1> Hanes® SuperSoﬂ: styles - @?
FOOD // WINE, BEER & SPIRITS

The secretive strategy behind Napa Valley’s priciest wir
— and why some think it needs to change

By Esther Mobley, Senior Wine Critic
® ¢
May 6, 2024
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ral manager of Venge Vineyards, draws a sample of wine at the cellar in Calistoga.
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ior Wine Critic If you bought a bottle of Robert Craig Winery’s 2019 Howell Mountain Cabernet
Gift Article T

Sauvignon directly from the winery, you paid $118. But last month, a San Francisco
retailer sent out a promotional email offering the wine to its customers for $99.95 — a
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Number of Type 02 Winery Licenses in Napa County
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Public vs By Appointment by Region

mBy appointment mOpen to the public
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MAKE BETTER WINE?

%

PORCA pE MURCA

TAYLOR'S
ATESBOTTLED VINTAGE M

2000 ?ﬁ DUORUM
; CRASTO
2

o sl




BETTER SCORES...




DEVELOP NEW FLAVORS?
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LEVERAGING ECONOMIC MODELS?

Supply and Demand
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CERTIFICATIONS?
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What do we need to
do differently?
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Google
dMaZon.Ccom

DIGITAL IS NOT
SCIENCE FICTION
IT IS REAL

People use search and social
and mostly get information via
mobile.




2023

Wine Club
25%
Tasting Room
31%

Sales not

dependent on
visitation

Phone 1%

Wholesale - Off Premise
17%

Exports 2%

Mailing List/Subscription 3%

Other
4%

Online
Wholesale - On Premise 11% 6%



WE ARE STARTING
FROM A TECHNICAL,
KNOWLEDGE, AND
RESOURCE DEFICIT.

The wine industry needs a
more digital people,
programs, and processes.




What do your
current and
future customers
care aboute

Social impact
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The Patagonian Toothfish




Chilean Sea Bass




Jobs To be Done (JTBD)

What is the customer trying to achieve/feel with your product?
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Even though customers buy this... .. they really want this



Even though
customers buy this... ... they really want this

I
ESTD 53 1876

BERINGER WINES GIFTING VISIT EVENTS

Tasting Notes

Always an appealing Cabernet Sauvignon, this deep plum
colored vintage showcases a gorgeous Bordeaux-varietal
blend, with sandy, fine-grained tannins, and a velvety-rich,
plush mouthfeel. Built to age and develop further complexity
overtime, while in its youth, the wine is ripe and juicy with
aromas and flavors of vibrant boysenberry, strawberry
preserves, and cassis, alongside earthier notes of crushed
stone, flecks of iron, Bay Laurel, and cedar. The baking spiced
elements from the well-integrated oak work well with the
more traditional Knights Valley tones of wild lavender and
bittersweet chocolate. Poised and lively with a structured,
juicy, mouthwatering acidity, finishing with an elegant, long,

savory, mouth-pleasing finish.

L e-W i S Vi n ey ar d $85 | Coming entirely from our estate vineyard in

Carneros, the 2021 Lewis Vineyard Chardonnay

C h ard O nn ay opens with aromas of subtle lemon tart, orange

blossom, and a waft of creamy caramel. The

2021 CARNEROS refined palate reveals flavors of roasted pecans,

tropical fruit, and vanilla bean with balanced

layers of acidity.



Blue Ocean Strategy

It's not about the race to the top,
it's about finding a space to make your own.

RED OCEAN BLUE OCEAN

Compete in New market

existing market creation

Beat competition Make competition Irrelevant
Capture more of existing demand Create new demand
Make the value/cost trade-off Disprove the value/cost trade-off

calltheone.com/en/management-goeroes



Fail Forward

Fail early, fail fast
and fail often. Each
of these failures
guides you on your
path to success.

SUCCESS

what people think
it looks like

SUCCESS

what it really
looks like



Make the Investment - Tech, R&D, People

Focus on tracking the metrics that you have the ability to take action on.

The Fish Model

| Investments e |
in the New - :
Capabilities ” |
Revenue Faster
Revenue
Growth
i
| Lower
Costs
| f of Labor
b b Costs

Transitioning

to Subscription
[ or Consumption
r Pricing Model

Transformation Time



World top 25 R&D leaders in 2017 AmAZon (Mid-year and year end: 2008-2017)

Amazon.com 22.6 (404) 2017 22.6
Alphabet 16.6 (12.7)
Samsung 14932
Volkswagen 14.8 (0.9) 2016 i 16.1
Microsoft 13.9 (8.8)
Huaweli 13.3(28.5 2015 [ 125
Intel 13.1 (5.0 .
Apple 12.1 245) { ‘
Roche 2014 N 9
Johnson & Johnson The figures 1n l
Merck parentheses indicate - y
Daimler growth rate in 2017 2013 I 6.6
Novartis ). : '
Toyota 2012 M 4.6
Robert Bosch g &
Ford I
Facebook 2011 - 2.9
Pfizer =
General “g‘l’:;’\"ﬁ 2010 W 1.7
Honda i
Sanofi 2009 W 1.2
Oracle )
Cisco Systems i
Celgene Bil. US$ 2008 M 1.0 Bil USS
15§ 20 25 0 5 10 15 20 25




Bring in Experts

Hire pros to help in areas of weakness

Gina Gotthilf
VP Growth + Marketing @ Duolingo

Brian Rothenberg
VP Growth/Marketing @ Eventbrite

Adam Fishman
VP Growth/Marketing @ Patreon
Former Lyft

Siqi Chen
VP Growth @ Postmates

Nick Soman
Former Growth @ Gusto

Joanna Lord
CMO @ ClassPass

N Fareed Mosavat
5 Growth @ Slack
. Former Instacart, Zynga

b
+ 3

Darius Contractor
Growth Engineering @ Dropbox




Total Cost of Ownership

Continually invest in tech so debt doesn’t cumulate

Technical Debt

Technical debt

Technology
Curve

Technical Debt forms as the gap between

Maintenance technology and your ability to adopt it widens... Technical

Debt

Interest Technology

Adoption
Curve

o’.
-

Time



Total Cost of Ownership

The consequences of technical debt can be catastrophic




THE BEST MARKETING
STRATEGY EVER:
CARE.

Gary Vaynerchuk
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