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WWw. guillaumenurseries.com

Ghillaume

GRAPEVINE NURSERY

French Tradition | Trusted For Generations | Globally Renowned

ENTAV Licensee

Custom Grafting

Proprietary Selections

Strict Material Testing
Introducing the new: EPTA Green Vines

21208 CA-113, Knights Lcmdmg, "

Oﬂ‘ce-(530) 735-6821 | Sale
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Imagine all the key
information you
need about your
winery, right at your
fingertips.

Up to date, accurate reporting
Scalable to grow with your business
Easy to configure and adapt

Drive operational efficiency

Save time, save money

The indispensable guide for decision
makers

Vilaligelels

You are always in control with vintrace.

Innovative software solutions designed to meet a winery’s evolving needs.

Contact us for a free demo today.

sales@vintrace.com ® 888-240-4860 ® www.vintrace.com

Download now for |OS and Andriod.

i Download an the ANCROID AFF ON

@& App Store P> Google play
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...Zahm & Nagel is a trusted name in the industry built on quality and service for over 100 years.
For all your testing requirements from air testing and CO. volume metering to carbonation
equipment and gauge testing...Zahm & Nagel produces the highest quality testing and
carbonation equipment in the brewing industry.

www.ZAHMNAGEL com

e-mail: sales@zahmnagel.com / phone: 716.537.2110
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FILL LIKE

Winemakers are seeing alternative packaging trends become increasingly popular.
The ProFill Can filler gets your wine into cans while maintaining
product quality and delivering industry-low Dissolved Oxygen pickup.
Increase your packaging and distribution opportunities with the ProFill Can filler!

» 100 — 300 Cans Per Minute
* Rotary Seaming & Filling Technology
» True Counter Pressure Gravity Fill
« <30ppb Dissolved Oxygen Pickup
- Backed by ProBrew’s 24/7 Service & Support

Ask the ProBrew team why we are the best solution for your packaging and production needs!
Email contact@probrew.com today!

—_—
M
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FRANK FAMILY VINEYARDS’ TODD GRAFF
AWARDED 2020 ‘WINEMAKER OF THE YEAR’

BONTERRA ORGANIC VINEYARDS ADVERTISING
CAMPAIGN NAMED 2020°S BEST ORGANIC
INITIATIVE BY THE DRINKS BUSINESS
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12 BREATHING ROOM

13 THE WAYS FLAT CREEK USED ITS
NATURAL BEAUTY TO GENERATE REVENUE é

A
ARE WINE ALTERNATIVES A SEGMENT TO EXPLORE? 14 - w
ACID LEAGUE BELIEVES SO - 4 ....
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ON THE COVE

STAINLESS & W0OD:
STRATEGIES FOR VESSEL
USAGE & MAINTENANCE

GETTING CLOSURE:
CHOOSING THE RIGHT TOPPER
FOR YOUR BOTTLE

2 z?C- 30 IT TAKES TWO: TEXAS WINERIES TEAM UP TO
. HELP BUILD STATE’S REPUTATION
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WELCOME FROM

‘ \ | was reading this issue’s cover featuring Jon Ruel, the CEO of
Trefethen Winery,| felt inspired to visualize the next six months to a year of
our lives.

While the previous year has been detrimental to the wine, vineyard and
restaurant industries, we now have some potential hope by means ofa
vaccine. While at the time of writing this our nation is still struggling with
rising numbers, Ruel’s thoughts on the future truly moved me beyond our
immediate circumstances.

Ruel feels that we could be on a resurgence of the roaring 20s in coming
months. Personally I've been preaching this to friends and colleagues for
months. Some agree, while others who have been devastated by the past
year feel that it will take more than six months into 2021.

While | am not in the business of economic forecasts, | do believe there
to be a positive future ahead for all of our businesses, especially those
consumer facing.

As you know in business nothing changes quickly. That’s why we spend
days, weeks and months designing five- and |0-year plans.VWe know that
designing a new wine can take months and years.All of us are aware of the
time it takes for vines to mature andwines to be made, blended and aged
properly. Additionally, it can take years before a beautiful wine finally gains
the respect from its large consumer base.

If we can hang our hats on anything it’s that we know how to be patient.
While our entire world seemed to crash down around us in 2020, and
while many business owners feared the worst, in our market we know that
true magnificence can emerge from dark times.

| continually feel grateful thatVintner came into fruition.While 2020 was
probably not the best year to launch a new title, our company was ready.
We had monitored the industry for quite a while and we were ready to
bring our style and journalistic expertise to the market

Never will | regret launchingVintner, and | don’t regret launching it in
2020.1n regards to business goals, when we reach our own |0-year goal |
believe I'll look back fondly on this launch and how we were able to make
an impact when very little was known about our future. How a team of
journalists and media experts could come together to bring insight to an
industry in its darkest hour.

Will our future look like the roaring 20s? In my opinion | say we strive
for a roaring 20s, triumphant ‘30s and an impeccable *40s.| do believe the
American beverage industry is on the verge of an even greater boom than
it's seen previously in all categories from wine, farm to table restaurants,
craft beer, etc.

If our industry has raught us anything it’s that patience is key.¥Ve have had
patience,and now it’s time to see its rewards.

Cheers!

@Km /Worzeporrze’tg-
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“Wethave used it every
single week for the last
_ 4 years, and | don'’t think
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O'NEILL VINTNERS & DISTILLERS ANNOUNCE'S H——
I PURCHASE OF RABBLE WINES

Neill Vintners & Distillers, one of the
fastest growing wine companies in
the US, has announced the acquisi-
tion of Rabble Wines in Paso Robles, California.

Founded by longtime Paso Robles vineyard
manager Rob Muray in 2010, Rabble Wines
produces premium, Paso Robles AVA wines with
disruptive labels bom from wines’ stuggle with
Mother Nature. The acqguisition signals anoth-
er investment by the rapidly growing O'Neill
Vintners & Distillers in the burgeoning market for
younger wine drinkers.

Rabble Wines is inspired by the everyday

10 VINTNER MAGAZINE
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FRANK FAMILY V
AWA

ne brands

maker in
ing throu

farming challenges Muray encountered as a
vineyard manager, grower and entrepreneut In
2010, Murray set about creating Rabble Wines
in Paso Robles to prove that despite Mother
Nature's untamable ways, he would succeed in
producing rabble rousing wines. According to
Nielsen ending November 28,2020, the core
tier has grown +51.3% in the 52-week premium
wine category

“Moving Rabble into the O'Nelll portfolio is a
great win for our consumer and for the brand,”
says Murray. °| know Rabble will continue to
provide authenticity and adventure under the
leadership of visionary entrepreneur Jefl O'Neill
| am enormously proud of what we built with
Rabble and am excited about tuming my fo-
cus towards Tooth & Nail Wine Company, which
promises to continue disrupting the stodgier as-

JANUARY /FEBRUARY 2021

INEYARDS' TODD GRAFF
RDED 2020

pro-

pects of the wine world.”

“‘O'Neill is laser focused on creating sustain-
able growth through our innovative brands and
offering approachable wines to Millennials and
upcoming Gen Z consumers. Rob has created
a unigue brand that maintains relevance in an
industry that frequently finds itself a little behind.
His efforts resonate with forward-thinking, mod-
em wine drinkers. Rabble fits well within our grow-
ing portfolio of nationally-distributed brands,”
comments Jeff O'Neill, CEO of O'Neill Vintners
& Distillers.

ONeill

VINTNERS & DISTILLERS

WWW.VINTNERMAG.COM
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Petainer Kegs for Wine B petainer

Petainer Kegs allow you to offer your wine on tap and achieve considerable
savings on logistics, while reducing your carbon footprint.

Why Wine on Tap?

Serving wine on tap is ideal for bars, restaurants, grocery
stores or in your own tasting room. Even if the product is
consumed slowly, the keg barrier will protect the flavor of
your still or carbonated wine.

Choosing to serve your product on tap means less packaging
waste compared to glass bottles and aluminum cans.

Why Petainer Kegs?

Petainer kegs are a lightweight, recyclable PET keg designed
for one-way use and universally compatible.

With our kegs your wine can be dispensed everywhere in the
world.

20 L Hybrid Keg & 10L Mini Keg
www.petainer.com

[ £ | » |in | & [CEEN B @cetsineaions sales.us@petainer.com
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BREATHING ROOM:

HOW BARREL OAK CONTINUED TO SERVE
CUSTOMERS AT A TENTH OF THE COST

pen air space is a valuable
commodity for a winery during
a poandemic, but  semving
guests outside can be a chal-
lenge during the cold weather months.

One Virginia winery has found a solution in
social distancing “bubbles”™ that allow its
guests to enjoy a glass while staying wam
and dry Needing o form a cost-effective
contingency plan ahead of potential strin-
gent statewide mandates, Barel Oak Winery
and Farm Taphouse in Delaplane puchased
and installed several Carden lgloo bubbles
on its grounds.

At a total cost of $14,000 1o purchase and
install, the eight bubbles thot odded 1,152
square feet of sheltered outdoor space
were a palatable alternative to a perma-
nently covered expansion of its existing
concrete patios, Barel Cak Proprietor Brian
Roeder said.

“lwas a builder in a past life and building out
1,150 square feet of space on our existing
exterior concrete patios would have cost
at least $125 square feet or $144,000,”
Roeder said. “Plus, we would have had to
build about twice that space due to so-
cial-distancing table spocing requirements.

VINTNER MAGAZINE

https://bluetoad.com/publication/?m=63537&i=694166&p=1

Bonus, the bubbles are relocatable and dis-
assemble-able and with some effort can be
repurposed away from their very desirable
outdoor location when we get back 1o nice
weather”

With much unknown about the pandemic
and how it would affect the future, Roeder
placed the order for the bubbles in Sep-
tember and received them in mid-November.
To prepare, they built plotforms, filled them
with roll insulation and decked them with ply-
wood. When the bubbles arived, they were
assembled and screwed onto the platforms.
Staff then ran exension cords to each to
provide power for lighting and small electric
heaters and fumnished the spaces with out-
door lounge furniture and rugs.

Doing nothing and hoping to successfully
weather the pandemic was not an option,
he said.

“Based upon the broad-based and repeat-
ed warmnings of epidemiologists, it seemed
likely that we were looking at o potential
complete shutdown of our interior 8,000
square feet of seating space in the winter,”
Roeder explained. “While this has not yet
happened, it remains likely.

“Our business caries a very large amount of
debt and we need to generate revenuss
beyond ouwr offsite and shipping sales. Be-
cause the bubbles are sel-contained and
available only to each individual group that
rents them, we believe that an indoor seat-
ing shut-down will not prevent their rental no
matter how bad things get.

“Finally, in looking at the probable psychol-

JANUARY /FEBRUARY 2021

ogy of our potential guests in the dead of
winter, we believe that the desiie to escape
home will drive business our way provided
that we can accommodate visitors In a safe
and legal way. Clearly, our bubbles were the
only complete solution to this challenge.”

Between uses, the bubbles are electrostat-
ically sprayed with sanitizer, then cired out
with a box fan, then again sanitized and
wiped down.

“We also do not allow our staff 1o enter the
bubbles when occupied by guests and all
ordering and delivery is provided from out-
side the bubble,” Roeder said.

The bubbles rent for $95 an hour during
the week, $145 an hour on Saturdays, and
$125 an hour on Sundays. Just 12.5 hours af-
ter going live and retooling its website with
off-theshell software, Roeder reporis that
Barel Oak had received 83 bookings for
total prepaid revenue of $22,500, offset by
a cost of about $1,000 marketing the bub-
bles on Facebook

Customer feedback has been positive and
appreciative.

"‘Our Facebook page has it up with 750
comments and 1,895 lkes in [the fist] three
postings,” Roeder said. “In fact, it is the most
popular business promotion in our history.”

WWW.VINTNERMAG.COM
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THE WAYS FLAT CREEK USED ITS

\ATURAL DLAUTT

TO GENERATE REVENUE

mploying outdoor space,
keeping  customers  en-
gaged and finding ways
to generate new revenue
continue to be focal points for win-
erdes and other businesses as the
COVID-19 pandemic endures.

Years before most pecple had ever
neard the tferm “coronawirs” Flat
Creek Estate Winery & Vineyard in
Marble Falls, Texas oplimized unused
portions of its grounds by building an
18-hole disc golf course, copitalizing
on a sport that has grown more popu-
lar over the past decade.

The course, which includes two options
for play — a recreational set-up for
peginners and a professional layout
for tfournaments and avid disc golfers
— wos created by renowned course
designer John Houck of Houck Design.

The course opened in 2017, Director
of Business Operations Amanda Ko-
raska said adding that the original
plan was to develop a 9-hole course
on their own.

‘I was eager to find an incentive for
guests to tour some of the scenic parts
of the property” Koraska recalled,
"Disc golf provided an cpportunity for
guests of dl ages to enjoy the prop-
erty and spend additiond time (ond
money) at the estate. Meeting with
John provided us with o broader vision
for the course inclusive of a disc golf
club, local ond national level touna-
ments, and a pro-shop.”

Houck mapped the course, and the
vineyard crew went to work clearing
wral parts of the land and installing
walkways over creeks. Flat Creek Es-
tate owner Rick Naber — being a for-

https://bluetoad.com/publication/?m=63537&i=694166&p=1
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mer engineer — helped with the course
development. Naber's construction
background, clong with timing  the
project between post-harvest and
pre-pruning allowed Fat Creek staff
to fum their attention to the oroject.

Once they cpened, it dian't take long
for the tourmnaments to begin, with the
winery starting with small local fourna-
ments and hosting its first professional
toumament, The Open, sponsored by
Disc Craft, in March 2018

“The Open brought players from all
over the world with prize payouts ex-
ceeding $16,000," Koraska said i
was our fist glimpse info the world
of professional disc golf tournaments
complete with sponsors and hundreds
of spectators”

Wwhile Flat Creek's course build out
was about $150,000, that piice
tag represents a championship-level
course with extensive land clearing,
concrete tee pads (a requirement for
Pro Disc Colf Association tournaments)
and several bridges.

[t was well worth i, Koraska said, add-
ing that wineries locking to add a
recreationa course can do so more
inexpensively

“Designing a course of this caliber is
a financial investment” she said "We
saw this as not only an investment in
the disc golf course but an overall
improvement 1o the property. Sever-
al acres that were once un-wadlkable
are now easily accessible including a
gargeous overlook at the north side
of the property where a picnic area
has been added For wineries lock-
ing to dip their foe info disc golf a
sell-designed  recreational  F-hole
course could be developed for less
than $10,000.

“The biggest deciding factor for us
was the interest we had in hosting
high-level toumaments that  would
bring avid disc golfers and spectators
to the course.”

Upkeep involves less than you might

expect

"Once the initial clearing was com-
pleted, the upkeep isn't much more
than what we were already doing to
keep the property manicured,” Koras-
ka noted. “Some of the more ural parts
of the property where we did not mow
in the past now need to be mowed,
but disc golf courses don't require
near the amount of maintenance of
a traditional golf course. Part of the
lure of the sport is enjoying the natural
habitat. Most disc golfers are happy
as long as the grass isn't more than an-
kle height. The fairways are all-natural
and we don't do any watering.

“For upper-level toumaments, there
is some addtiond maintenance in-
volved to get the course ready. Flag-
Qing or spray painting out-of-bounds
areas, mowing the grass to specific
heights and roping off spectator ar-
eas, but toumaments of this caliber
bring additional revenue to support
the extra effort”

Disc Golf members hove aaded ap-
proximately $12,000 in annual reve-
rue for Flat Creek, but that's a con-
servative estimate, said Koraska, who
added that the winery’s leadership
estimates the course broke even at
three years affer installation despite
leadership not heavily pursuing larger
tournaments.

“For wineries locking to invest in a
championship level course, | would
recommend hiing a Disc Golf Pro
whose job description would include
full-time prometion of the course. This
includes hosting monthly toumaments,
member events, beginners classes,
and recriiting sponsared PDCA tour
naments in the A-tier ond above,” Ko-
raska said. “Investing in a dedicated
stoff member to coordinate disc golf
specific events can redlly show in the
final revenue numbers”

JANUARY/FEBRUARY 2021 13
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WHO SAID YOU NEED TO SELL WINE TO
OFFER A WINE CLUB?

oronto-based food and beverage
Tmcker Acid Leogue, which is known for
vinegars, condiments, spices and other
specialty foods, recently debuted three wine

alternatives that are sold directly 1o consum-
ers.

The products were derved from Acid
Leogue’s diverse lineup of vinegars, which in-
clude unigue ingredients and go beyond the
usual apple cider, white wine and balsamic
types that line your grocery store shelves.

“It's not about marketing the product itself
but the different experience you're getting
from wine proxies compared o other wine al-
ternatives,” said co-founder Scott Friedmann.
“They're not wines that have been stripped of
alcohol; they're layered, complex blends of
unigue ingredients that create a beverage
that's an experence all on their own.”

Friedmann said his company saw a business
opportunity that led to the creation of the
wine proxies that are available through Acid
League’s new wine club.

“Conventional non-alcoholic wines are made
by stipping the alcohal out of wine, and
usually cheap bulk wine at thai, which ends
up tasting nexi-to nothing like the real thing
because they're sweet, lack complexity and
don't pair well with food,” Friedmann said. “As
the popularity of low- and no-alcohalic bev-
erages continue to grow, we saw an oppor-
tunity to create something new and different
with wine proxies.

“There are plenty of non-alcoholic spirts and

Vintner Magazine January/February 2021
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craft beers, but nobody s really address-
ing wine. Restaurants are limited 1o serving
non-alcoholic cockiails with meals, but drink-
ers don't typically have cockiails with their
food — they have wine. So instead of deal-
coholized wine, we croft layered blends
of juices, teas, spices, bitlers, and more to
create a new type of beverage that looks,
feels and drinks like wine but doesn't have
alcohol They have acidity, texture, tannin,
and spice, and pair really well with food, just
like traditional wine does”

Because the products are non-alcoholic,
Acid League is not limited by alcohol reg-
ulations

“We could live on the shelves of any number
of stores but wine retailers and restaurants
obviously remain a natural fit as well,” Fried-
mann said.

The company markets ifs wine club to
non-drinkers, casual drinkers or people sim-

é 1

ply looking for something new to iry.

Through its new club, Acid league is offer-
ing three unique, rotating bottles per month,
launching with Blanc Slate, a take on white
wine that pays homage to Marborough
Sauvignon Blang; Cuvee Zero, a French-
red-inspired beverage, and a play on or-
ange wine, Zest Contact. Orders, which be-
gin shipping this month, are $60 per month
with a subscription or $70 for one manth
without a subscription, with additional avail-
ability to follow throughout 202 1.

Future proxies in the line are set to include
takes on sake, Cewlrztraminer, Champagne,
rose, and big, bold reds.

Acid League plans to make versions of its
products for sale in restaurants and stores
later this year When it makes that move, it
won't face the obstacles that present them-
selves to alcoholic beverage makers.

HOW SIGNORELLO ESTATE
KEPT LEARNING

VINTNER MAGAZINE
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Wine analysis products for
your fermentation lab

Accurate e Affordable ® Unmat&et&ustomer Service

° SO, (Free & Total) o Residual sugar (new!)
o Titratable acidity (TA) ° Dissolved oxygen

° pH > YAN

> Malic acid (MLF) o ABV%

Set up your own lab and take control

of your wine, cider, mead, or beer! *Or send us your samples!
Lab Services available*
\ Celebratlng Uinmetrica e il s
10 Years! 6084 Corte del Cedro, Suite 105, Carlsbad, CA 92011  vintner10.when
p \ \ (760) 494-0597 info@vinmetrica.com ordering and receive
www.vinmetrica.com 10% offl
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something quickly and it takes time for it

to stop and maneuver. Being a part of

the third generafion of a family-o

company means large growth isnt a ne-
_EO Jon Ruel.

is the first CEQ from outsi
Trefethen family. Yet, in his chat with Vintner h
‘our family” when talking about th ship more than
once. It shows how much he feels a part of the
company that he joined in 2004 and has risen from work-

pped in

VINTNER M ZINE JANUA
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Although the company is the family, the farm is the
nd Rue to combine the two. The dirt and
the blood are the su and the growth.

Wherever [multi-generational bus | can su d,
you have 1o take the long term view,” Ruel said. “It's frue
in agriculture, specifically, you need to take care of your
land if you want that land to g bod crops 10

important for t

term view. It's cifically because of our busin

A

16/32



Vintner Magazine January/February 2021

That doesn't mean functioning on a five-
year plan or even a 10-year forecast. In-
stead, Ruel sets out each year to plot suc-
cess in the vineyard 25 years out. Above
his desk is a plot of the two vineyards that
the winery maintains: a total of 440 acres.
Every 20 acres is a part of a year and a
lifecycle for the future.

‘| know the vines in each pocket have a
character, and its personality,” Ruel said.
‘Maybe it's a difference in rootstock or
trellis or variety, but at some point, that
block is going to come to the end of its
life and be replanted.”

But that 25-year plan is constantly updat-
ed by Ruel.

‘| think one of the things that has kept me
so engaged ... one of the benefits of this
estate model — and what | really worked
on when | first got here — was the con-
nectedness between winemaking and viti-
culture. The exchange of information. The
result is measured in the glass, but the work
is In the vineyard. You have to connect
those.”

Ruel said they taste everything bling,
from competitive iastings done in-house
against other wineries or to each block
of grapes, even blends. All is done with
many of the 160 employees from all over
the business taking part, not just the wine-
makers and family ownership.

“‘We'll sit down with 26 different Chardon-
nays,” Ruel explained. “We start to unveil
which blocks scored well across the group
and for what reasons. Then we go into
what we did in the vineyard? And if we
say, ‘Oh we limited the irigation or we in-
creased the yield, or that's that new clone
we planted’ We take that information, and
we put it right back into the business. So
the next time we have an opportunity 1o
plant Chardonnay. | can say let's plant
backflow. Why? Because the block that we
planted two years ago was doing really
well. It just made it into this wine.”

Ruel is so ingrained in the function of the
vineyard not just because Trefethen only

uses its estate’s grapes, but because his
background started in those fields. Not
completely unheard of but with no MBA
or business background, Ruel runs the
company now and admits he is a long-
term placeholder and mentor for the next
generation of Trefethens to run the family
business.

“As a scientist by trade, evidence-based
decision making is one of the fundamen-
tal ways I'm integrating science into our
companies,” he said. "How do we measure
things appropriately, and then use that
information to make smart decisions right
back into the company:

“Often when you're in school, you're leam-
ing about science, | had to talk in gener-
alities, and even when you get to viticul-
fure, they might talk in generalities. ... But
when you're running a business, you real-
ize it kind of doesn't matter what happens
on average, it matters what happens at
your address, like noft just in your zip code,
but on your farm. If youre a corn farmer,
it's nice to know what your neighbors are
doing. But it really matters how your crop
did last year, and what could you do dif-
ferently this year to do it better. And that
iterative process of constant improvement
using the variables that we have, at the
scale that we do. To have nine different
varieties planted in one ranch, to have
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13 different combinations of clones
and rooftstocks — just in Chardonnay
— gives us a living laboratory to con-
stantly be learning and then putting
that information back into the busi-
ness. And that's how we grow and
evolve.”

Ruel says that Trefethen is a unique
size for a Napa Valley winery as it's
bigger than 10,000 cases, but it's
not in the millions either. Even though
it does have a robust Direct-to-Con-
sumer wine club of more than 6,000,
it also looks for lots of on-premise
sales and connecting with off-prem-
ise refailers in smaller chains while
also driving consumers to the tasting
room.

‘I love a direct connection fo the
consumer,” Ruel said. °| love getting
them here on the property, showing
them how beautiful it is here, shar-
ing the stories of how we grow the
grapes and making the wine. They
become fans for life.

‘Does that mean they're always buy-
ing the wine directly from us? No,

they buy it at a wine shop and at a
restaurant.”

Pre-COVID, Trefethen was still doing
more than half of its volume through
wholesale with half of that sold in
restaurants. But because the winery
is, as Ruel said, a SZ2-year-old startup
company, the pandemic hasn't been
quite as bad as they thought.

‘People really like our wine, we have
incredible brand loyalty built up,” he
said “We didn't have any decrease
in demand. Just like a regular reces-
sion, people get to dinking. It's just a
question of what they're drinking and
where they're drinking it and what
they're paying for it. So COVID has
very much been a channel disrup-
tion, more than anything else. It didn't
disrupt demand, it just disrupted the
path for the consumer.”

18 VINTNER MAGAZINE
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Another category that Ruel says
they call outbound sales, where the
winery is calling and emailing cus-
tomers to touch base with them has
also been a boon.

‘| think demand for on-premise is
going to just be nuts when restau-
rants can really open and we can
all breathe again,” Ruel said. *| think
what we're going to see in late
2021 is the rebound of the restau-
rant industry. And it will be very much
like the 'Roaring 20s,” which is the

JANUARY/FEBRUARY 2021

last time this country recovered from
a pandemic.

‘On top of that, we're gonna rec-
ognize some Incredible silver lin-
ings. One of them is the increase
in internet wine sales. We've been
so late to the game there, both as
wineries and as consumers. We are
used to buying everything onling,
it's super easy. Wine? ['ll get that at
the grocery store. It's such a bizare
shopping habit. | think we're going
to have greater customer engage-
ment for internet sales. It has been

WWW.VINTNERMAG.COM
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very much accelerated, incredibly more
than | could have ever imagined, and that
s that will stick.”

- A, Being a more mature winery that is seeing
* its new generation of owners take over —
= John and Janet Trefethen's children Hayley

and Lorenzo have started to work with Ruel

! to run the company on a day-to-day basis

— that means also connecting with @ new
generation of wine drinkers.

“You probably won't get your favorite
brand of tequila from your parents, but you
probably are going to get a favorite wine
brand from your parents,” Ruel said in lik-
ening the succession of running the com-

. pany to the consumers Trefethen has.
s have been at many of our consumer events

VINTNERMAG.COM

where they say, ‘Hey Jon, | want to intro-
duce you to my daughter, she just turned
721 and we gave her a membership to your
wine club. That's perfect. That's succession
and brand loyalty. That's one path.

The other path means capturing Haley and
Lorenzo's energy, he said. The younger
Irefethens are becoming more of the face
of the company to the public and on its
website.

‘| think that people are going to find them
very relatable,” Ruel said, noting that John
and Janet are much more blue jeans and
boots people than high heels and loafers.

VINTNER MAGAZINE
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“They're just not fancy people. They re very
grounded, very down to earth. And that's
frue with Haley and Lorenzo as well,” Ruel
said. Along with a younger face, being
what the winery has always been but mar-
keting it differently is also key. Being able
to tell the story of how the wine is grown on
the property is a key aspect.

Civing experiences, like sharing food tips
online from the winery's chef to showing
consumers how to pair the wine at home
gives value to many new consumers.

‘I want take-home value,” Ruel said. *| want
someone to walk out of here and go, ‘That
wine was amazing. That food was amazing
and Honey, | want you to plant tarragon,
because the chef said if we just had that
fresh herb, that that would be just transfor-
mative to anything we did with chicken.

‘It's trying to give him some little tips that
they can use in terms of food and wine
pairing or cooking. And then they're gonna
say, '‘Oh yeah, | learned that at Trefethen,
| met the chel’ That's just o way to create
that experience, that engagement. And
the next time they come back, they bring
their friends and maybe they sign up for a
different kind of experience. We're building
a relationship and a connection with them
that is very authentic.”

JANUARY/FEBRUARY 2021
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John and |anet Trefethen built the winery on its
Chardonnay, but Ruel said when he joined in
2004 John pushed him to improve the reds. Using
that science background, Ruel worked with the
staff to discover what the land could offer and
the best ways to develop red wine grapes on
the land.

‘| have a lot of reasons and now | really under-
stand what makes Napa so special beyond the
climate and the soils,” he said. “We're in a cool
spot in Napa Valley. We're in the Oak Knoll dis-
trict and we're closer to the Bay. We get a strong
marine influence: fog and breeze rolling in in the
afterncon or evening, keeping us quite cool until
11 or noon the next day. So it just doesn't get as
hot as it does up in Santaling, Oakville, or Cal-
istoga. We like to call it the Napa Valley sweet
spot where Chardonnay overlaps with Cabernet.
But we have to be really smart about how we do
the Cabernet. Every vintage, we have to pay at-
tention. And it's not to say that before | got here,
the red wines were no good. There was some
exceptional wing, but they werent consistently
exceptional”

[t certainly is a category that has changed the
most in Ruel's tenure, specifically Cabemet, but
also a newer blend called Dragon’s Tooth that
launched in 2007 which has Malbec and some
other varieties. But that took telling John Trefethen
early in his tenure at the winery to rip out plofs
that were less than 10 years old to start over with
a better Cabemet plot.

‘It was a financial hit on us, but boy, are we glad
we did,” Ruel said. “The younger blocks are now
producing, it's like night and day. We're just pay-
ing attention on a very detailed level in terms
of the farming, doing the work that needs to be
done.”

[t's not that Trefethen turned Oak Knoll into
Cakville.

“That never was our goal, we want to taste like
Oak Knoll,” Ruel said. “What is Cabernet when
it's grown on the cooler side of Napa Valley?

“We make wines with real acidity that comes
from the grapes. That definitely includes the red
wines. If | was to taste the wine blind, knowing
the Trefethen, it'd be the brighiness. The signa-
ture brighiness on the palate, it really sets our
wines apart. If I'm comparing them to red wines
that come from up valley where it's warmer, and
the winemakers are shooting for a style of jam-
my .. beyond ripe. They're gonna end up with
a wine that has less acid, that's just the basic
chemistry — as sugar goes up, acid goes down
— as the grapes hang out. Sure, they get jaom-
my flavors — but the acid every day they hang
out there, especially in the warmer environment
— starts to fade away. So they either add acid,
or they have a wine that’s kind of flabby and
doesn't age well.”

Ruel said that Trefethen is making wines that par-
allel with food, because they have good acidity,
and they're going to go the distance as they will
age beautifully because they go into the bottle
with natural acidity in the grapes.

“That's redlly key to our style. And just fits so
nicely into this narrative,” he said. "This is a long
term business. The Trefethens believe that they
deserve a reputation as being a world-class,
multi-generational family-owned estate. And if
that's true, your wines shouldnt go bad aofter a
vear or two, they should only get betier”

! H’L’]’ ;f'lI;’II

Well, it's ripe without being overipe. It's not shy-

ing away from a touch of herbaceousness, like
i maybe just a little bit of a bay leaf. But what you
want is fruit. Fresh, ripe, fruit and freshness on the
palate.
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owng the aIresion you want to-fareyourwine
—PEforetgng SO Ky cog T devetoping-flevers:
Epth-ormd-brichtrness-to-the-finalproduet

For-Poge—spings—Cellors, - the—wine—production
TEQ conductsblinaebatch assessments™ of &
ery newly produced wine as soon-as-feimenta-

fions-are complete.

“We crifique each wine and discuss-its desired-direction while
establishing o pfanofaction, said Brand Manager Lukas Ber-
nare-These wines are-then reassessec-early after any strat-

gies nplemented 1o evaluate curinitial decisicns-and
guidethem-towards cur-desired state.”

Fhe--Arizora—winery-s—barrel-aging -program  primarily —leans
Feavily an-reutral Freneh-Oatk-, Bernard explained.
Determining strategies for usage in wooden banels and blend-
ing-along with wines that are stainless steel fermented can be
up to each individual-winery-ir choosing-direction and style.
But sometimes, storagedsan-issve that can-also deftermine how
awinges direction muskger .

L wish-I-eould do~all my-edsin 100% bamels-but_my storage
capacity limitswhat we can-do each year, said Cannon River
Winemaker Sam Jennings.

Forthe Minpeseta winery s-higherend-American-hybrids.— such
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Cannon River program, lennings said they usually hang onto  wing, but in my experience keeping empty barels around for
barrels for 5-6 years to help keep costs low months is never a good ideq,” he said.

“Typically we do a third of new oak barrels per variety each
year, we are not making cak-bomb California reds out in Min-
nesota and the hybrids tend to take a lot less oak to get to
where | want them to be," he explained.

Cannon River's SOP for a smaller facility is to keep everything
full while lennings said to use your nose and anything ques-
tionable gets tossed out.

Ancther tip he shared was if they have questionable fruit com-
ing in that may have Brettanomyces they will opt to keep that
press out of the barrel program altogether.

Under the MAWBY brand, the winery only makes sparkling
wines and uses just stairless steel for fermenting and aging.
But the Michigan brand does use some barels for another
brand. There, said Winemaker Mike Laing, neutral barrels can
be stored full of water and dosed with a blend of Potassium
Metabisulfite and citric acid for storage.

“Sulfur gas can be added to empty newer barrels, then sealed,
and re-gassed every month,” he said. “To refresh a barrel one
can steam, bung for two minutes, then rinse.”

lennings is also a firm believer in keeping barreals full.

‘It takes some planning to ensure your barrels are always full of

MORRISON ¢

cowamer Hawotins sowmons oo Install Morrison CHANGE PARTS and we'll
work to handle your bottles more accurately.

B info@morrison-chs.com 0708-756-6660 @www.morrison-chs.com

HELPING MOVE CONTAINERS MORE EFFICIENTLY FOR 50 YEARS:

Timing Screws - Drive Units - Auto Adjust Rails® - Can Openers - Change Parts
Denesters - Custom Solutions - Parts Carts - Down Bottle Reject Systems
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THE CASE FOR

Tassel Ridge made the decision to use screw
cops starting in 2004, At that time Tassel
Ridge owner Bob Wersen said a significant
percentage of wine bottles were corked.

"Some well-intentioned cork producer de-
cided to wash their corks in @ chlorine-based
cleaning solution," he said, explaining why
he was tuned off by the idea of corking the
lowa winery's products. *| suspect that sev-
eral cork producers were doing the same
thing.

Vintner Magazine January/February 2021

g

"We were just getting started and my objec-
tive was to make good wine. | didn't want the
wine damaged by the cork’

So Tassel Ridge chose screw caps made by
G3 Enterprises

"We have gotten only very occasional com-
ments about our use of screw caps and
most are positive," Wersen said. 'In the few
instances that we have gotten complaints
about our use of screw caps weve ex-

plained our reasoning and our explanation
seems to have resolved the customer’s con-
cem.’

The screw cap mindset is changing as more
and more higher-end wineries are going that
way, explained Cannon River's Sam |ennings.

'Also as people age, Im finding most elderly
people don't want to mess with o corkscrew
to open wine," he said. "They will specifically
buy screw caps or box wine so they dont
have to deal with o corkscrew.”

‘j THE CASE FOR

Pu(_}e Springs Cellars focuses on sustain-
ability and environmeénially. sound practic-

es throughout its business, so Lukas Bemard
explained to Vintner thot the Arzona win-
ery uses Nomacorc Select gorks, which are
plant-based and fully recyclable.

'Our current use of Nemacorc is partially
in resp@fse T0%he, amount of TCA-infected
(coed) bottles that'we were encountering
in the pastlihe said. "We Sepsider.ihis @ win-

wint
And'although cesthetics are key within Page
Springs. branding, Bermard said they do not
box themselves in as sustainability efforts can
overide th@ise choices.

Cannon River has been using Nomagérc for
the past #0 years Ofter, Jenningsgs@id they
found that the Minnesota winery was having

TCANssues.
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'The new 'green series’ of corks have been
awesome," |ennings said. "Like a screw cop
you can now choose your oxygen pick-up
rates and still have a cork In @ bottle

Like screw caps synthetic corks have also
come a long way the past 135 years' |en-
nings added

'Nomacorcs are also environmentally friendly
never dry up, dofn't have any A issuesand
you can do some pretty fun colorful printing
on them as well* |lenn aid, pointing out
they are- highly re or wineries
that have TCA lss
used to use chlorin

es that
ning agents
50 Cannan River had tomake the choice
of gaoing 1o screw
cork

caps or Using a synihetic
already had a cor

'Our botiling line

~

JANBARYEREBRUARY 20

it was @ no-brainer to just switch over to
Nomacorc," |Jennings said. "There is still a
stigma floating around about screw caps as
well even though science has proven that
screw caps are a great closure”

MAWBY's Mike Laing said the sparkling wine
facility is committed to using cork and wire
hood packaging

products in 17-cunce alun
nsumers g new choice of pe
can. releases are’ lower

and infused with crganic teas

saw a demand for oy V products in
aliemative packaging~laing said.
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THE CASE FOR USING BOTH, OR (/Dwéagzy_

RCNY made the decision to use twist-off
caps for the wines that will be consumed

iather fast, such as most of its whites and

Roseé.

“we do cork for wines that are meant to
age a little more I||x our Blanc de Noir
and most of ¢ a company spo

man told Vintner "we used to do all cork
but consumers want e so twist-offs are
getting more and more popular these days
and we jumped Into that boat with our Sci

elo line”

Whatever topper RCGNY uses, they say they

look for good quality.
"Cost always comes into play but quality
has 1o go first and then storage,” they said
"Then vou have 1o properly store the mas
efore using them and bottledifita
nt way to avoid any problems
in the future.”

The New York winery also is deing small
and half bottles (375ml) f@r tasting

e want something different to do at
" they said.

https://bluetoad.com/publication/?m=63537&i=694166&p=1

Jennings said that Cannon River has also
dabbled into cans and boxed wines.

‘The problem is the ¢ of the packaging

equipment

it not making finan .<|J| 5
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witH RON YATES,

SPICEWOOD VINEYARDS

This is a part of a continuing series of Q&As with members of the American wine community from across the US Vintner Magazine

will share business and personal insights from Winery Owners, Vintners, Marketing Managers, Sales Directors QCQOA staff and others

each month to help you get to know each other better in the industry and leam more to better develop your own brand,

VINTNER: How has your business
strategy evolved to help grow and
stay competitive?

YATES: We had to swiffly move info an
online business duing the lockdown
We were closed for four of the first eight
months of the year and we really had to
find new ways to reach our customers
We started doing online wine tastings
and meetups as a way to stay connect-
ed to our fans. This really helped to drive
online sales and curbside pick-up sales
which helped us stay in business until we
could open the doors again.

VINTNER: What has your winery
changed because of the pandemic
that you believe benefits your com-
pany and will be sustainable when
things go back to normal?

YATES: The online tastings ond events
have been a wonderful new revenue
stream as well as a great infroduction to
people who don't know of us yet. We will
continue to do the online tastings and
we have created a new tasting and mu-
sic show that we do from the wine cel-
lar on the first Monday of every month
which will confinue once things are back
to nomal. While these new avenues may
not be as fully useful as they were when
everyone was at home, they have shown
us a great ability to reach customers and
will be a part of our overall strategy mov-
ing forward

VINTNERMAG.COM
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VINTNER: Who is your mentor in the VINTNER: If you had one business

industry and why? What have you strategy that you could implement
to better the wine industry, what
would it be?

VINTNER: What idea did you or your
team come up with lately that has been
a big benefit to how your winery func-
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AST SIP

o TEXAS WINERIES TEAM UP TO HELP
e BUILD STATE'S REPUTATION

TWO

BY MILES SMITH

GROWING WINE,
NOT MAKING |T.
AND CREATING
AN AMAZING
PLACE FOR
PEOPLE TO
WORK.

t sounds simple, but the drive 1o build Texas's wine repu-

tation by sticking 1o these two goals is what the owners

of Lost Draw Cellars in Fredericksburg, Texas and William

Chris Vineyards in Hye, Texas say led them to make their
longtime warking relationship official. The wineries now com-
prise Wiliam Chris \Wines, and the owners are optimistic the
move wil give the new company some horsepower as it
works to help build the reputation of Texas's developing
wine indusiry.

“These are two primary focuses of our company which have
brought us to this place” said Wiliam Chris Wines CEQ
Chris Brundrett, who co-founded Wiliam Chris Vineyards in
2008. "Right now there is a need for more leadership from
wine companies in our state. Building Texas up by promoi-
ing and improving our growing regions is something that
needs more focus from its key players We want 1o help
guide the state’s wine indusiry towards becoming a legiti-
mate, recognized winegrowing region.

“We're still a bit dismayed by some wine companies in our
region depending on out-ofstate bulk wine for their busi-
ness models. \We as an industry and a region have to grow
out of that behavior to be taken seriously, in our opinion.
The good news Is there is o huge crop of new wine pro-
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ducers in Texas that are equally focused on making this
happen. The even-better news is there is o tidal wave of
consumers who are driving this market change. They are
pushing for regionality with their buying decisions

“The wineries that do not pay attention to this curently
will have to cdapt if they want those types of consumers.
Like any direct-to-consumer driven wine region we have a
unique mix of serious enthusiasts, collectors, and weekend
warriors. Throw in @ bunch of proud and thirsty Texans look-
ing for local brands and products and you've got the rec-
ipe for a wide market”

The partnership between Lost Draw and Wiliiam Chris had
been fermenting for a couple of years before the merger.

Prior o the October announcement of its new parent com-
pany, Lost Draw and William Chris had been splitting vine-
yard blocks in Central Texas and the Texas High Plains as
away to maximize buying power, controlling more acreage
and developing long-term relationships with farmers.

“‘Quite frankl, both wineres had already begun pooling
fuit lots and production for a couple of years as a way to
help ensure the needs of both wineries’ programs were met
through various vintages,” said COO Andrew Sides, who
co-founded Lost Drow.

The branding of the new parent company will be used in a
trade and industry setting, Brundrett said. The cellar teams
will continue 1o leam and model the techniques of each
winemaker to befit those distinct wine programs From a mar-
keting standpoint, preserving the identities of the individual
wine brands and continuing to tell their stories remains a
key strategy.
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“The right balance of marketing will be a process,” Brundrett explained.
“We have been using the analogy of ‘switching caps’ when repre-
senting our porifolio of brands, and again, we do want the customer
experence and relationship with each brand to remain unique, so the
distribution and marketing will often reflect that”

Joining forces on the business side allows each wine brand under the
William Chris Wines to benefit from a beefed up management team.

“We're working through the transition and right now everyone has had
to “level up” and let go of some things which, while challenging, has
been really great for the arganization,” Brundrett said, "And we are
starting to gain traction.”

As COO of Wiliam Chris Wines, Sides is working with Lost Draw wine-
maker Brad Buckelew, managing company-wide logistics and oper-
ations, and directing all production and wholesale programs. That
allows existing COO Anthony Harvell to focus on direct-to-consumer
sales for the entire company. As CEQ, Brundrett will focus on leading
the executive team and working with William Chris Vineyards and Skel-
eton key winemaker Tony Offill

Sides said paring down Wiliam Chris's overall wholesale portfolio 1o
provide focus for programs within each brand is necessary from a dis-
tribution perspective.

“We don't want to compete with ourselves across the market, so we
have shived o give each wholesale wine its own opportunity to shine,”
Sides said “And to be honest, for us to make the best wine possible, we
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need to focus on making fewer wines. We produce wines from over 100
blocks, but we don't need to make 100 SKUs. We need to produce
20-40 amazing, elegant, focused wines.

“Who knows, in three years we could be down to 10 wines across our
wholesale program. As an example of the synergistic overlap: LDC has
always had a heavy focus on Tempranillo so it has been great to slide
some of the Temp that WCV has contracted into the LDC programs
since WCV's focus will remain on other varieties such as Mourvédre.

“In the end, our wholesale and marketing teams have grown significant-
ly, which allows us to really drill down and work towards our immediate
goal of spreading our portfolio all over the state and beyond”

..J.
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||| PROMACH PERFORMANCE, PACKAGED

A CONVENIENT WAY TO

PICK UP & CARRY
BEVERAGES

Can Handle Solutions

Roberts PolyPro’s mission is centered around developing
innovative handle carrier solutions for every-day consumer-based
products that offer a high level of functional performance.
Leveraging over 25 years of injection molded plastic experience,
Roberts PolyPro has crafted a can carrier solution that surpasses
every other competitive option in the craft brewing industry. Our
open-top can handle rings are designed to provide an easy release
for cans while maintaining the hold strength necessary for optimal
can security, ensuring your customers are left with an enjoyable
experience. Made with 30% less plastic than competitive style
carriers and comprised of 100% recyclable HDPE, our can carriers
are offered in multiple sizes to accommodate slim, sleek, standard,
and 16-ounce cans in 4-pack and 6-pack configurations,availablein

many custom color options.

= ROBERTS

800-269-7409 / RobertsPolyPro.com POLYPRO
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