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GENERIC
TASTING

AND TRIPS
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WHAT WERE THE
SALES RESULTS? 

3A N N U A L  E X P O R T  P R O G R A M  M E M B E R  
M E E T I N G

J U L Y  2 0  2 0 2 3



4A N N U A L  E X P O R T  P R O G R A M  M E M B E R  
M E E T I N G

J U L Y  2 0  2 0 2 3

THE CHALLENGE: GENERIC TRADE TASTINGS

• FAVOURED CERTAIN PRODUCERS

• ACUTAL PURCHASING DECISIONS?

• DIMINISHING MARGINAL RETURNS 
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THE CHALLENGE: GENERIC TRADE TRIPS

WERE THE GUESTS
THE RIGHT PEOPLE?
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THE CHALLENGE: GENERIC TRADE TRIPS

PEOPLE SELLING
YOUR WINE HADN’T

BEEN TO CALIFORNIA
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FORCED TO
CHANGE THE

FORMAT
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EMPOWER THE
IMPORTER & PRODUCER
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THIS IS THE WAY
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• FINANCIAL SUPPORT 
FOR TASTINGS AND 
IMPORTER TRAVEL

• KICKSTARTS YOUR 
IMPORTER’S PASSION 
FOR THE BUSINESS OF 
CALIFORNIA WINE 
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HOW & WHY IT
WORKS

FOR TASTINGS
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SOCIOLOGY
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HOW & WHY IT WORKS FOR TASTINGS



IMPORTERS FEEL
OWNERSHIP 
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HOW & WHY IT WORKS FOR TASTINGS



HOW & WHY IT
WORKS

FOR TRAVEL
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BUYERS AND
SALES PEOPLE ON

THE GROUND
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NEW PASSION
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NEW BRANDS
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TRAVEL DRIVES
SALES UPLIFT
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SALES REPS SALES UPLIFT IN
12 MTHS POST TRIP

38%        VOLUME
40%            VALUE
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REST OF THE TRADE
SALES TEAM

SALES UPLIFT IN
12 MTHS POST TRIP

28%        VOLUME
29%            VALUE
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WHAT’S NEXT
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IT’S FOR YOU
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THANK YOU
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