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Strategic F

e Assessing your Sit
e |[dentifying target a
e Creating ‘reason d’
e2+2=50r6orlC

e On all ‘communit
Agree to disagree
forward toward |o




/)

The *Experie

e Jim Gilmore and Joe
e Jefferson to Gates —
e The ‘Fish on the wall’
e The ‘Birthday’ progre

e \What do you rememct
from kindergarten?

e The 10-4 ‘Experience




Whno a

e Individually or on g
— Enthusiasm for spe
— On site staffing iss
— Logistics, planning
— Handling the traffic
— Adequate financial
— Media connections



Who Is your &

e |dentifying target audience
— Age
— Gender
— Eco-Edu demo
— Geography
— Connoisseurs vs. newbees
— Individual leisure vs. grouy
— Media or politicos
— Differentiation




Why are yourge
clirect to conusui

e Goals and objectives
— Immediate cash flow
— Year round traffic?
— Media attention?

— Political influence?
D and R and otherwis

— Consumer loyalty?
— New customers?
— Regional identity/unit



Ohio criter]

e Media exposure
e Year ‘round tasting ro
e New customers
e Relationship building
e Political benefits

e Credibility with retail/
trade

e Break even vs cash fl
profits

e Regional identity




Passpo

® Purpose
— ‘Coctchke’ factor

— Mechanics

Geography, durati
participants, valide

— Multiple levels of
— Sponsorship optio
— Long term selling ¢




e 6 Themed trails
— Simple map
— Leisure travel

Welcome

— ‘Soccer Moms' te R
— Winery participat [

M capital City Wine Trail

commitment et
— Special events

Tannenbaum, W
Easter Egg, Supe

— Non-winery part
— Getting the word



Wine vz

e Salt Fork/Cherry V
Park

— Hotel — winery: tru
— “* Missionary’ develc
— Educational opport
— Industry/supplier pé
— Media perks
— Direct to consumer




Festivals - join

e Vintage Ohio strategic pla

— 42 million print impressions
of radio spots/interviews, h
spots in exchange for ‘swee

- Year ‘round traﬂ‘!c to ta§t| ng Vintage\ ) € R

— Year round media relations

helféns (LS *mocys BB %, B Ohe
Gutr C

— Winery adaptation of media e i 2
festival management

— Positive cash flow for winer
— Positive cash flow for assoc
— Reinvestment of revenues ¢



Festivals

e Balloon race
— Media hook
— New customer dev

— Image developme
Wholesalers
Politicos

— Sponsorship oppo
— Word of mouth sell




Joint winei

e Progressive dinner
— Building regional imac
— Establishing level of ¢
— Generating local supp
— Immediate cash flow

— New customer
development — 25% r



Off site

e Star Chefs/ Rotary
Vineyard
— Wine in mouth edu
— Tapping ‘influencie
— Face to face time

— Incentives to drive
pack to tasting roo




University F

e Kent State University: pc

Wine school, Carlucci clas:
spring adult ed classes, al

— External validation

— Eliminating the intimidatic

— Preparing the next gener:
wine lovers

— Building loyalty

— Creating community supg



Printed

e Garbage In....garb

e Brochures
Maps, name ON T(
distribution

— Newsletters — mall
acquisition — at lea
— Printers: Burco, M

Panther Press, Ho

— Display ads — free/

stockphotos.com,

commodity groups




Consurn

e \Wine and Friends —
— Building loyalty
— Guaranteeing succe
— Cash flow
— Letter writing suppo
— Community connect




THE

e Design.garbage in, g
Istockphotos.com, fo
groups, free lancer

e Post address on eve
e 2 click rule
e High speed loading

e ‘Key words’ for searc
engines-- state site 4

e Data bases for updat
e Traveladvisor.com
e Front page e mail sic



Electronic ¢

e Gather names

— Giveaways, front pe
ups, collect info req

— BE LEGAL
e Subscribe me/Sub

e Do NOT used grap
unless you are sure
can receive them

e \Weekly specials, la




Food se

e Steak Cookouts
— ‘Destination’ posi
— Limiting investme
— Health Departme
— ‘Selling Sizzle’
— Attracting non wi
— Expanding optio
— One on the table,




5

HOLDEN

Araretum

e Generally no cash

— Traditional: CVB’s, B ¢
Restaurants, media

— Know what demos Yy«

e Know who/what the

— ‘Glve’ more than you
factors

— Think out of the box
— Think long term




W Spons

e Cash and/or replace

— AmEXx, Continental, ¢
Shop; TV, Commodi
Glasses, Soda, Hote

e For all:

— Know what demos y

— Know who/what the

— ‘Give’ more than yo
document multiplier

— Think out of the box
— Think long term re tr

= HARLEY-DAVIDSON



Case studie

e Know ‘em before you ne
| SC example

e Pick ‘winners’
e Give cash, host fund rais

e Use your special events
partnerships as access (

e Focus on the ‘power’ of

e Understand the impact c
bureaucrats, lobbyists

e ‘VVoinovich’ factor




Media rels

— Relationship with TV 5,
WNWV

— Building ‘champions’
— Start with the young‘ens

— Researching ‘home
towners’

— Keep notecards: ‘The 25’
— Think seasonally

— Carry props

— ‘Bribe’ if possible




Gift

e Shopping Is #1 tc
e Memory factor

e Time extension




Follow U

e EXit surveys — consis
— Direct mail, snail or
— On site
— Incentives

e Focus groups
e Staff meetings
e Media clips

e Assessment lunchec
e Financial review




Licens

e Commercial annc
e / states’ marketi

e Smart people, gre
a significant ROI

e April 1-2-3 Gene
e Www.nationalwine



surnrmeil

e Long dollar
e Loyal friends :
e Best ‘advertising’ dollars "
e The end of the ‘rainbow’




