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MOST 
COMPETITIVE 
MARKET IN 
HISTORY



THIS IS 
COMPETITION



Exclusive 
Beer

18% People/7% $ 

Exclusive 
Spirits

6% People/2% $ Vol

Wine & Beer

19% People/17% $

Wine & Spirits
7% people/7%  $ 

Beer & Spirits

8% people/9% $

Exclusive 
Wine

15% People/4% $  

Most Wine Consumers Drink Across Categories

Only 15% of drinkers 
are exclusive to wine. 

Competition is from 
Spirits, Seltzer

& Craft Beer

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

Wine, Beer & Spirits

27% People/55%  $ 

Wine
Beer
Spirits



MORE CONSUMERS ARE SELECTING SPIRITS

Spirit Producers Are Better at Marketing Compared to the Wine Community

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

Wine is 2X more 
expensive than
 Beer or Spirits

 per serving



We have hit luxury
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DTC FOR THE WIN? 



WE HAVE BEAUTIFUL WINE REGIONS



AMAZING WINES





BUT THE 
MODEL IS 
BRITTLE AND 
FLAWED





Doom & Gloom



It bleeds, 
it leads



Not panic worthy
but noticeable

• In 2023, TOT revenues fell by 7.8% 
compared to 2022, decreasing from 
$14.87 million to $13.71 million.









Seated 
Tastings





Slows the pace



Drinking not Tasting



Swallows Wallet Share

Eats Wallet Share





So what should be done?



MAKE BETTER WINE?



BETTER SCORES…



DEVELOP NEW FLAVORS?



LEVERAGING ECONOMIC MODELS?



CERTIFICATIONS?



What do we need to 
do differently?



WE LIVE IN A 
DIGITALLY 
CONNECTED 
WORLD



DIGITAL IS NOT 
SCIENCE FICTION 
IT IS REAL

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



Sales not 
dependent on 

visitation



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

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



What do your 
current and 
future customers 
care about?



The Patagonian Toothfish 



Chilean Sea Bass



… they really want thisEven though customers buy this…

Jobs To be Done (JTBD)
What is the customer trying to achieve/feel with your product?



… they really want this
Even though 

customers buy this…



Blue Ocean Strategy
It’s not about the race to the top, 

it’s about finding a space to make your own.



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



Make the Investment – Tech, R&D, People
Focus on tracking the metrics that you have the ability to take action on.





Bring in Experts
Hire pros to help in areas of weakness



Pay a Little Every DayTotal Cost of Ownership
Continually invest in tech so debt doesn’t cumulate



Total Cost of Ownership
The consequences of technical debt can be catastrophic





THANK 
YOU
E – pemabray@gmail.com
T - @pmabray


