Directions: Winery Survey

The following is a step by step guide for complegtihe survey that is used to gather your
information for the matching program, complete vétineen shots. We have created a
hypothetical participant, Test Winery, to illuseahe process. Test Winery is a small
7000 case family winery that wishes to bring thegllectic mix of products to a wider
audience.

The first page is standard contact informatitie most important element of which is the
winery’s name and email address, as that is ourgygi contact for asking you questions
and providing results to you.

H you are a winery of wine company looking to place wine for distibulion or expor,
pease fifl out the suevay. I you are instead [ooking to represent wanes, please fill
out the "Distfributor” sy instead.

T Contae! Informiation
Hamae: Fat Winemaker
Company; | Teast Winany

Wie bt e tiE S BeEnE, COM

Mailing Addeams = 123 vineyard way

ZipiFostal Coda: | FH7HS
Countey: LISA,
Email Adduess: g sti@estwing. com

.~
2 \Whiat is your anniad case production?
@ Under 1000 casesfyear
@ 1000 - 5000 casesfyesr
© 5000 - 10000 cases/year
& 10000 - 50000 caseslyear
@  Over SO000 casesfyear
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Test Winery has 4 different products they are ggexd in matching, not all of which are
from the same county. Thus “No” is selected foeglion 3.



The next section deals with geographiyhe first questions are concerned with the winer
seeks representation. Test Winery is seekingdakbinto the Northeast; their first
choice is New York in addition to 4 other stateklfal Match has been designed to
allow winemakers to target their desired markahasy wineries, especially the smaller
ones, may find it more advantageous to focus carticplar region, rather than
overspreading marketing efforts. If a winery hasrow interests, it should select those
few states. Those with broader interests can uartio 10 states. Matches will be
recommended partly on the basis of geographiamtitdesirability. For example, Test
Winery would be perceived as a stronger match ggaucally for a New York

distributor than a winery who chose NY as a secondaoice, or had used all 10 slots to
list potential markets. Likewise, Test Winery wablle perceived as a weaker match
geographically than a winery who chose only ontestdy.

4 How sy states are you seeking reprazentaton in?
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5 What state is your TOP (1) priorily to find representation in?
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B what state is your 84 prodty to find reprazentation in?
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10 \What state is your # priodty 1o find representation in7
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Questions 5 through 14 are drop down lists of steééed in alphabetic order by their 2
digit postal code. Wineries can enter “None” @vie as blank the unneeded questions.
For instance, Test Winery does not need to enterdormation for Questions 10-14, as
they are only interested in 5 states.

Wineries are also asked to enter in which they mapeesentation, as this information
will be used to help avoid assigning wineries tampers where conflict might result
between current distributors. Test Winery only dis¢ribution in 3 states currently:
Arizona, California and Colorado.



i B
Global match also encourages wineries to consijgrréing, and wineries can select as
many or few export markets as desired. Test Wihasyno current exports, but would
consider going to both Japan and the United Kingd&eel free to enter a country that
has not been provided in the list.



Now that geographic information has been entetedldst section deals with the actual
characteristics of the winés be matched. The winery needs to specify tbhdymts for
which they seek representatiorhe first one that Test Winery has chosen to asttreir
flagship product, a Russian River Pinot Noir thattd be suggested to retail in stores
for $30. Test Winery is looking to place up to Q3fses. They cannot specify the
specific AVA (Russian River) in Question 19 dirgcths this is a drop-down list by
common wine productiooounties. However, they have chosen to mention this in the
additional comments in Question 23. These comnaetsiot used in the algorithm
portion of the matching, but will be made availatdepotential partners to read.

19 Enter the onigin (County) of wineg #1. I the county is not isted, selec
Tithir county.” If the wing dogs not have-a county-specific ongin, salect
TnonspeEific.”

| Sonama ¥ |

TR, o i ™ i
20 Setact the vanetal or-blend for wine #1. If vour wine is not on the list of the|
pupmar choices listed, PIEES-E pick "Cither_red” or "Cither_ white.”
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$30
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22 Eriter the number of Cases available for allocation for wine #1
1300

23 {!.".'Iplmnill Emar any additional information, such as vintage, awands or
more detailed origin that might be of interest with respect to wine #1

[Puazian River .l.'i.-'.IJ, 92 pts Robert Parker

The next product to be entered is a Chardonnayhibkialso produced in Sonoma
County. Thus Question 24 can either be left blantSonoma” can be selected.



24 Enter the onigin (county) for wine #2 if diferant than m*#i

25 Select the nr‘imm or blend rnrmnasﬂ memls mi on um st of the
pnnular choices listed, ﬂam plir.:k “Other_red” or “Other wtuta

' | Chardonmay ¥ j

1§24

27 Enlm' lha mmhu nfﬁma m‘]aﬂa fm' alfm:atn:m furwm #E!
11500

WM, 2

28 {Optional) Enter any additional infarmation, such as vintage, swards of
muore detailed origin that might be of interest with respect to wine #2
("Bertha's Vine yared.™ Best of Show, 2005 Sonoma
(County Fair

Their next product is a Marsanne. While populafiance, this is not a very prevalent
varietal in the US. Therefore “other_white” hagbeelected for Question 30, with
further information provided in the comment sectiQuestion 33.



29 Enter the origin (tounty) for wine #3 if diflerant than wine #1
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30 Eﬁlﬂl:t the ﬁmtal o Iﬂind for wine #3. wam is: m:lt on the J]s-l ui'tl'
pupulinr choices listed, pﬂim pick "Cther_red” o "Other white.”
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3 Entiartha sugges:taﬁ retail price pm hﬁlllﬂ (750mi eq:p:ri-areﬂt} fn: wine #3
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32 Enter the number of cases arailable for allocation for wine #3
800

T AN S

33 (Optional) Enter any additional infarmation, such as vintage, awards or
mare detailed origin that might be of interest with respect 1o 'wine #3
12005 Meacsanne. Featured in “Beyond |

Eﬂhnrdﬂnnny: 10 Fantastcic hthu: White Winea™
11501505 San Frapcisco Chrondcie.

in

The last wine that Test Winery has is a non-spec€ialifornian wine. Given it is not
from Sonoma, where the previous wines were all frQuestion 34 must be answered

Also the product is a blend of red wines, “Red_Hleis entered for Question 35, with
further details about the blend provided in Ques88.



34 Enter the origin (county) Tor wane #4 if differant than wine #i
: 'Carﬂnrmu-nmapemc |

35 Salect the vanetal or blend wvmnu B El'jnnur TR §5 nut orr the list of tha
;::u:npuhf chpices listed, plaase pick "Other_red” or "Cither_white.”
-Fled _Elend H'
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95 Enter the suggested retal price per Imllle ﬁ'mmj Equmafwﬂ'_! for mne#ll
5]2

37  Entertha number of cases avalable for allocation for wine #4
1500
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98 [Dptlalm] Enter any additional information, such as vintage, awards or
rnore-detailed ongin that might be of mterest with respect Lo wine !M

2005 Kitchen Sink Red: blend of Cabernet,
dSyrah, Zinfandel and Merlot. &5 pta Wine
ISpecrator.

As Test Winery has only 4 products to place, theytthave to fill out the remainder of
the survey questions. Winery with more than 6 potsito enter should email
Cholette@sfsu.edwith the additional information, preferably in themat as shown
above.

Likewise if you are unsure if you have answeredstineey correctly or have other
guestions or comments, please contact us. Fuarstons of this program will utilize a
more sophisticated survey, which will include papants being able to log into the
database and review and update their informatioachycally.



