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NPV

$2.3M
IRR

54%

Revenue 

2022

31.7M



Awareness

Education

Strength

Unity

Hard Work
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High Value Washington Red Wines Market Growth in China

Technological Integration

Emphasis on Convenience
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700M L 

Imported

5% Annual Growth

Shifting Consumer Tastes

$38B Market
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270K 

Tonnage

0.62% Market Share

(China)

4,320 Tons Exported

1.6% Export
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values

Feasibility

Profit Potential

Limited Risk Level

Competition

Legal Implications

Growth Potential

Favorable 

Demographics
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values 3 5 10 5 2

Feasibility 3 5 10 3 1

Profit Potential 3 5 7 8 6

Limited Risk Level 8 3 6 1 1

Competition 7 4 3 5 7

Legal Implications 5 5 5 2 2

Growth Potential 2 5 8 7 7

Favorable 

Demographics
2 8 7 5 8
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values 2 3 5 10 5 2

Feasibility 1.75 3 5 10 3 1

Profit Potential 1.5 3 5 7 8 6

Limited Risk Level 1 8 3 6 1 1

Competition 1 7 4 3 5 7

Legal Implications 1 5 5 5 2 2

Growth Potential 1 2 5 8 7 7

Favorable 

Demographics
0.75 2 8 7 5 8
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values 2 6 10 20 10 4

Feasibility 1.75 5.25 8.75 17.5 5.25 1.75

Profit Potential 1.5 4.5 7.5 10.5 12 9

Limited Risk Level 1 8 3 6 1 1

Competition 1 7 4 3 5 7

Legal Implications 1 5 5 5 2 2

Growth Potential 1 2 5 8 7 7

Favorable 

Demographics
0.75 1.5 6 5.25 3.75 6
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values 2 6 10 20 10 4

Feasibility 1.75 5.25 8.75 17.5 5.25 1.75

Profit Potential 1.5 4.5 7.5 10.5 12 9

Limited Risk Level 1 8 3 6 1 1

Competition 1 7 4 3 5 7

Legal Implications 1 5 5 5 2 2

Growth Potential 1 2 5 8 7 7

Favorable 

Demographics
0.75 1.5 6 5.25 3.75 6

TOTALS: 10 39.25 49.25 75.25 46 37.75
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Export Domestic

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values 2 6 10 20 10 4

Feasibility 1.75 5.25 8.75 17.5 5.25 1.75

Profit Potential 1.5 4.5 7.5 10.5 12 9

Limited Risk Level 1 8 3 6 1 1

Competition 1 7 4 3 5 7

Legal Implications 1 5 5 5 2 2

Growth Potential 1 2 5 8 7 7

Favorable 

Demographics
0.75 1.5 6 5.25 3.75 6

TOTALS: 10 39.25 49.25 75.25 46 37.75
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Inspired Adventurer

 younger (avg. 36)

 seeks value for money

 increasing spending

 loyal to specific products in brands

 environmentally conscious

26%

Balanced Optimist

 enjoys shopping

 increasing spending

 image-conscious

 influenced by brands

15%
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In-Person Interaction Social Media Presence
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Wine Culture Events
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Wine Culture Events WA Wine Selection
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Wine Culture Events WA Wine Selection Brand-Specific Events
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Business Profile
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Business Profile Online & Offline Integration
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Business Profile Online & Offline Integration Social Media Partners
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Simplified 

Distribution
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Demographic 

Alignment

Simplified 

Distribution
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Demographic 

Alignment

Simplified 

Distribution
Product Range
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Demographic 

Alignment

Simplified 

Distribution
Product Range

Segment 

Growth
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Monthly, $45

Information on WA wines

Access & distribution through agents, Jiuxian

Personalized product selection
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B2B focused

400% growth in revenue

Import goal alignment
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B2B focused

400% growth in revenue

Import goal alignment

B2C with Wine Direct

Major e-commerce market

Online & offline expansion



Year One Year Two Year Three

Attend Established 

Event

Sell on Alibaba 

and JiuXian

Host Own Event

Review Feedback

Adjust Strategy

Expand 

Subscription Boxes

Present

Sell Subscription 

Box

Create WeChat 

Profile
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Relatively little existing 

knowledge of WA wines
High competition levels

Unexpected shifts in 

demand
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Relatively little existing 

knowledge of WA wines
High competition levels

Unexpected shifts in 

demand

Education & 

Awareness to 

Position 

Product

Differentiated 

Product Mix

Product 

Alignment 

with Target 

Market
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Vision Value Vine
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Vision Value

Expand into China

Utilize the strength of the 

Washington wine market

Sell High Value Wines

World renowned value 

red wines come from 

Washington

Grow business through 

online retail

Grow WA brand in 

China

Vine
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Vision Value

Expand into China

Utilize the strength of the 

Washington wine market

Sell High Value Wines

World renowned value 

red wines come from 

Washington

Grow business through 

online retail

Grow WA brand in 

China

Vine
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Vision Value

Expand into China

Utilize the strength of the 

Washington wine market

Sell High Value Wines

World renowned value 

red wines come from 

Washington

Grow business through 

online retail

Grow WA brand in 

China

Vine



China PEST Analysis 5 Consumer Types Consumer Income OEM Wine China Population

WA Wines WA Growth WA Product WA Production Stats WA Differentiation

U.S. Wine Production U.S. Wine Demand WA/USA PEST Analysis Market Size Analysis Online Sales

Decision Matrix Pricing Strategy Matrix Customer Matrix Online vs Offline Jiuxian

Beijing Events Event: Great Wines Ad Price Promotion Boxes WeChat for Business

WeChat Country Data WeChat vs. RenRen WeChat Activity WeChat Activity Daily WeChat Penetration

Subscription Box Subscription Pricing TImeline
WA Wine Financial 

Info
Key Finances

Financial Assumptions WA Revenues in China WA Winery Revenues Revenue Goals Marketing Analysis

Price Breakdown
Margins Breakdown 

WA Wineries

Winery Financial 

Benchmarks
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Political - government promotion of wine culture

Economic - demand influenced by disposable income

- affluent consumers

- most sales occur during major holidays

Social - gift exchange to set up business/government relationships (recent 

crackdowns as of 2014/2015)

- wine, beer, soft drinks perceived as healthier than distilled liquor (traditional, 

Chinese)

Technological - less sophisticated equipment/technology in domestic production

Legal - China-Australia Free Trade Agreement (goods including wine are tariff-free)
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“There are a lot of wines that are just made for the Chinese market, that could be pre-

bottled and the quality is not good,” he said, making reference to what is commonly 

known in China as OEM wines, in other words, cheap wines that are shipped to China in 

bulk then slapped with label designs specially for the local market. The wines in general 

sell for less than RMB 100 ($15) a bottle, and are often referred to as ‘one euro’ wines.

James Suckling, former Senior Editor & European Bureau Chief of Wine Spectator
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Big Reds (ranked 2nd and 3rd in the world)

91 $12 COLUMBIA CREST Cabernet Sauvignon Columbia Valley Grand Estates 2014

Washington Broad, generous and inviting, with cherry, currant and red plum flavors that swirl enticingly on 

the finish. (H.S.)

90 $15 APEX The Catalyst Columbia Valley 2013

Washington Broad and spicy, with pepper and licorice accents to the dark berry flavors as they pick up 

momentum on the finish. Syrah blend. (H.S.)

Elegant Reds

90 $10 SNOQUALMIE Syrah Columbia Valley 2013

Washington Sleek and seductive, this offers cherry, pomegranate, pepper and floral flavors. (H.S.)

89 $17 MERCER Mercer Canyons Red Blend Columbia Valley 2013

Washington Firm, with peppery tannins around a generous core of plum and currant. Merlot and Syrah. 

(H.S.)

Rosé

89 $15 CANOE RIDGE Rosé The Expedition Columbia Valley 2015

Washington Light and dry, this is zippy with acidity and lively with citrus and watermelon flavors, with a 

pretty herbal note. (H.S.)
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The West is overwhelmingly the most prolific winemaking region in the country, representing 

57.0% of the industry's establishments. The region is led by California, which holds nearly all 

of the region's wineries; this state accounts for 40.6% of all US wineries. Washington and 

Oregon are the next largest wine-producing states, holding 8.9% and 7.2% of the industry's 

wineries, respectively. California's wine grape production reached 638.2 million gallons in 

2015, according to the most recent production data released by the Wine Institute. While this 

represents 83.1% of all US wine production, California's production declined from the 728.9 

million gallons generated in 2013. The recent drought throughout much of these regions in 

California is largely to blame for the state's poor yields.
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 $4.4 billion-plus industry within 

Washington State. 

 Washington wine is available in 50 

states and more than 100 countries 

globally. 

 Washington ranks second 

nationally for premium wine 

production

 40%+ of these vines planted in the 

last 10 years as the industry rapidly 

expands
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 DISTINCTIVE AND DIVERSE GROWING REGIONS AND SOILS 

 Washington has 14 federally approved unique growing regions with diversity of climates, soil types, and growing 

conditions that allow a wide variety of grapes to grow well. 

 LARGE DIURNAL SHIFT PRESERVES NATURAL ACIDITY 

 Long, warm days and cool nights in the growing regions create a large diurnal shift, which helps maintain the natural 

acidity of the grapes. 

 GRAPE VINES ARE OWN ROOTED 

 Phylloxera has caused devastating problems in numerous wine growing regions of the world → many growers to plant 

their vinifera grapes on phylloxera resistant, hybrid rootstock. 

 Washington’s combination of cold winters and well-drained soils has prevented phylloxera from causing any significant 

problems.

 Grape vines are grown on own rootstock. 

 WINERIES ARE OFTEN SEPARATED FROM VINEYARDS 

 Many wineries are located dozens and even hundreds of miles from the vineyards

 Many contract their grapes rather than establishing their own vineyards. 

 Purchasing grapes minimizes the startup time for a winery and has enabled the industry’s rapid growth

 It allows wineries to set up shop wherever they like, be it near the consumer hub of Seattle or in the far reaches of 

the state.

 Not being tied to a single vineyard source in a single location means that wineries can experiment with vineyards. 

 Using a diversity of sites also helps keep quality consistent across vintages. 

 Working with a diversity of sites in different locations also helps protect against disruptions caused by Washington’s 

occasional spring and fall frosts and winter freezes
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Political/Legal - state regulations, business agreements Δ interactions

- regulations are fewer + inconsistent for internet-based sale

- excise taxes

Economic - demand influenced by disposable income

- luxury good, growth/decline depends on economy

- consumers prefer to drink less expensive wines instead of not drinking

- e-commerce

Social - France, Italy = higher prices, premium image

- South American wines are unique products (grape varietals)

- consumption is sign of status, sophistication

- possible health benefits

Technological - types differ based on alcohol content, carbonation, fortification

Marketing/Brand - wine tasting events to enhance brand profile

- “flash sale” internet retailers
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Market Size (info via Canada)

Market Size 38.3

Red Wine % 0.752

28.8016

Currency

0.15 US price Avg Price Volume Weight Weighted Prices

4.5 30 100

0.0112994

4 0.338983051

6 40 250

0.0282485

9 1.129943503

11.25 75 10000.11299435 8.474576271

18.75 125 1600

0.1807909

6 22.59887006

26.25 175 1450 0.16384181 28.67231638

37.5 250 2000 0.2259887 56.49717514

52.5 350 1950

0.2203389

8 77.11864407

60 400 500

0.0564971

8 22.59887006

Price Point USD

57% Total 8850 217.4293785--> 32.61440678

Export Market 

Liters Bottles $ Value

.7 billion -->

700,000,0

00933,333,333 

30,440,112,994.3

5 399,435,028.25 

532,580,037.6

6 

Tons 700,000 

Bottle Size 

(Liters)

0.75
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Alibaba Jiuxian

 Valued at $470 billion (market cap)

 Wine Direct platform

 B2C

 ‘Alibaba is building a platform to 

help educate consumers about 

the culture of wine and to be a 

bridge between them and wine 

producers across the world,’ 

Sebastian Badault

 Major market for online sales

 High potential for exposure

 Growing offline presence (B&M)

 Valued at $1B

 Specialized e-commerce platform 

 Emphasis on B2B sales

 400% revenue growth from 2015

 “100 businesses and 10 Million 

Sales”

 Growth in imports

 Product mix driven by “value”
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Export: Domestic:

Criteria Weight Bulk/Blended
Localized 

Product

Established 

Product

Start Chinese 

Vineyard

Acquire 

Company

Alignment With Values 2 6 10 20 10 4

Feasibility 1.75 5.25 8.75 17.5 5.25 1.75

Profit Potential 1.5 4.5 7.5 10.5 12 9

Limited Risk Level 1 8 3 6 1 1

Competition 1 7 4 3 5 7

Legal Implications 1 5 5 5 2 2

Growth Potential 1 2 5 8 7 7

Favorable 

Demographics
0.75 1.5 6 5.25 3.75 6

TOTALS: 10 39.25 49.25 75.25 46 37.75
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Value Price Premium Price Low Price Weight

Aligns with WA Values 9 7 4 3

Competitive space 4 2 6 2.5

Market Potential 10 8 6 2

WA Capabilities 8 8 4 1.5

Profitability 6 9 4 1

Weighted Chart: Value Price Premium Price Low Price

Aligns with WA Values 27 21 12

Competitive space 10 5 15

Market Potential 20 16 12

WA Capabilities 12 12 6

Profitability 6 9 4

Total 75 63 49
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Social 

Media

In-Person 

Events Has $ Spends $

Buys 

Online

Buys 

Offline Brand Green Value

Traditionalist 1.00 -1.00 -1.00 -1.00 -1.00 -1.00 -1.00 -1.00 1.00 -5.00

Adventurer 0.00 0.00 1.00 1.00 1.00 -1.00 1.00 0.00 1.00 4.00

Planner 1.00 -1.00 -1.00 -1.00 1.00 -1.00 -1.00 0.00 0.00 -3.00

Optimist 1.00 1.00 1.00 1.00 1.00 -1.00 1.00 1.00 1.00 7.00

Striver 1.00 1.00 1.00 1.00 1.00 -1.00 1.00 0.00 -1.00 4.00

Social 

Media In-Person Has $ Spends $

Buys 

Online

Buys 

Offline Brand Green Value Total

Weights 10 5 10 15 15 5 15 5 20

Traditionalist 10.00 -5.00 -10.00 -15.00 -15.00 -5.00 -15.00 -5.00 20.00 -40.00

Adventurer 0.00 0.00 10.00 15.00 15.00 -5.00 15.00 0.00 20.00 70.00

Planner 10.00 -5.00 -10.00 -15.00 15.00 -5.00 -15.00 0.00 0.00 -25.00

Optimist 10.00 5.00 10.00 15.00 15.00 -5.00 15.00 5.00 20.00 90.00

Striver 10.00 5.00 10.00 15.00 15.00 -5.00 15.00 0.00 -20.00 45.00
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 Simplifies distribution

 Online retailers handle the 

distribution aspect

 Capitalize on the target market?

 Target customers heavily shop 

online

 Able to convey more of Washington 

values online

 More space to elaborate on our 

products

 Growing market segment

 Difficult to navigate Chinese 

distribution channels

 Label space may not adequately 

allow for WA to develop the correct 

brand in a new market

Why Online Brick and Mortar Difficulties
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• 19th China (Beijing) International Wine Expo

• Biggest in Beijing area

• 18th China International Food Exhibition

• Suckling’s Great Wines of the World (11/6)
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Participating wineries include (by country)参展酒庄(按国家):

Argentina: Catena Zapata, Terrazas de Los Andes, Viña Cobos Australia: Penfolds, Vasse Felix Chile: Almaviva, Clos Apalta, Concha Y Toro, 

Errazuriz, Montes, Ritual, Seña, Viña Maipo, Viñedo Chadwick China: Ao Yun France: Champagne Baron de Rothschild, Château Bélair-

Monange, Château Calon-Ségur, Château Canon, Château Clerc Milon, Château d’Issan, Chateau Faugere, Château Fombrauge, Château 

Giscours, Château Haut-Brisson, Château La Tour Carnet, Chateau Lafaurie-Peyraguey, Château Monlot, Château Montrose, Château Mouton 

Rothschild, Château Pape Clément, Château Péby-Faugères, Château Pédesclaux, Château Pichon Baron, Château Rauzan-Ségla, Château 

Rocheyron, Château Tour Saint Christophe, Château TrotteVieille, Clos Haut-Peyraguey, Dom Pérignon, Essence de Dourthe, Georges 

Duboeuf, Ruinart Italy: Allegrini, Bellavista, Bibi Graetz, Caiarossa, Casanova di Neri, Castello Banfi, Castiglion del Bosco, Ceretto, Ciacci

Piccolomini d’Aragona, Fattoria Le Pupille, Feudo Maccari, Marchesi Antinori, Marchesi de’Frescobaldi, Marchesi di Barolo, Masi, Mazzei, 

Montepeloso, Orma, Ornellaia, Petrolo, Pio Cesare, Renieri, Schiopetto, Siro Pacenti, San Filippo, Schiopetto, Siro Pacenti, Tasca D’Almerita, 

Tenuta Sette Ponti, Valdicava, Vietti New Zealand: Cloudy Bay Portugal: Graham’s, Prats & Symington, Taylor’s Spain: Clos D’Agon, Dominio de 

Pingus, Terroir Al Límit Uruguay: Bodega Garzon USA: Beaulieu Vineyards, Domaine Serene, Faust, Kosta Browne, Opus One, Paul Hobbs, Peter 

Michael, Quintessa, RdV Vineyards, Realm Cellars
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•2 bottles per box/ 1 box per month

•$45USD/299RMB Per Month

•899RMB for 3Mo, 1794RMB for 6 Mo, 3588RMB for 12 Mo

•Includes slip about WA wines (information about WA wineries)

•Bottle has nice packaging that has information about wine

•Pros: Subscription Boxes target millennials, gives consumers 

variation + educates them

•Can sign up at events + subscription box through Jiuxian

•First box is a taster box to gauge consumer taste → then send 

personalized wine

•Distribution channel: Use agent 
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TIMELINE

Year One Year Two Year Three

Attend Established 

Event

Sell on Alibaba 

and JiuXian

Host Own Event

Review Feedback

Adjust Strategy

Expand 

Subscription Boxes

Present

Sell Subscription 

Box

Create WeChat 

Profile
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WA Revenues

2018 2019 2020 2021 2022

Tons sold 4,706.10 4,941.41 5,188.48 5,447.90 5,720.29 

Revenue 26,145,000.00 27,452,250.00 28,824,862.50 30,266,105.63 31,779,410.91 

WA Wine

Billion

Sales 1.5

Export 0.0249

% 0.0166

Tons 270,000

Export 0.0166

Export Tons 4482

Chinese Mkt Share

Tons 400,000

Mkt share 1.121%

CAGR

1.05

Price/ton

5555.55556
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Assumptions

CAGR

China CAGR

5%

bottles per ton

1333.333

Price/ton

5555.555556

Gross Profit

55.00%

SGA

22.30%

Taxes

35.00%

Discount Rate

18.40%
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2018 2019 2020 2021 2022

Bottle Sold 1,138,911.90 1,195,857.50 1,255,650.37 1,318,432.89 1,384,354.54 

Tons sold 4,706.10 4,941.41 5,188.48 5,447.90 5,720.29 

Revenue 26,145,000.00 27,452,250.00 28,824,862.50 30,266,105.63 31,779,410.91 

COGS 18,102,333.42 19,007,450.09 19,957,822.59 20,955,713.72 22,003,499.41 

Gross Profit 8,042,666.58 8,444,799.91 8,867,039.91 9,310,391.91 9,775,911.50 

SGA 

$          

(5,830,335.00)

$       

(6,121,851.75)

$       

(6,427,944.34)

$       

(6,749,341.55)

$       

(7,086,808.63)

EBITDA 2,212,331.58 2,322,948.16 2,439,095.57 2,561,050.35 2,689,102.87 

After Tax EBITDA 1,438,015.53 1,509,916.31 1,585,412.12 1,664,682.73 1,747,916.86 
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Current Wine WA 

Revenue $    1,500,000,000.00 $ 1,575,000,000.00 $ 1,653,750,000.00 $ 1,736,437,500.00 $ 1,823,259,375.00 

COGS $     (675,000,000.00) $   (708,750,000.00) $   (744,187,500.00) $   (781,396,875.00) $   (820,466,718.75)

Gross Profit $       825,000,000.00 $    866,250,000.00 $    909,562,500.00 $    955,040,625.00 $ 1,002,792,656.25 

SGA $     (334,500,000.00) $   (351,225,000.00) $   (368,786,250.00) $   (387,225,562.50) $   (406,586,840.63)

EBITDA $       490,500,000.00 $    515,025,000.00 $    540,776,250.00 $    567,815,062.50 $    596,205,815.63 

After Tax EBITDA $       318,825,000.00 $    334,766,250.00 $    351,504,562.50 $    369,079,790.63 $    387,533,780.16 

Initial Investment

$                        

(2,519,000.00) 1,438,015.53 1,509,916.31 1,585,412.12 1,664,682.73 1,747,916.86 

NPV $2,326,100 

IRR 54%
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WA Wine

Billion

WA Winery Sales 1.5

Export 0.0249

% 1.66%

Total Tons Produced 270,000

% of production exported 1.66%

Additional Export Tons 4482

Chinese Red Wine Mkt

Total Tons 400,000

Mkt share 1.121%
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Costs

Initial investments

Events Cost $          7,000.00 

Additional Events costs $          3,000.00 

Celebrity Endorsement WeChat $  2,400,000.00 

Alibaba Upfront costs $          5,000.00 

Jiuxian $          4,000.00 

Box Design $     100,000.00 

$(2,519,000.00)

Based on 

Instagram

$                                    

10,000.00 

10

$                                 

100,000.00 

Million 

followers

2

$                                 

200,000.00 Celebrities

12

$                              

2,400,000.00 Posts/year
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Subscription

Competitor Prices Price/2 Bottles

Fancy  Cellars $45.00Mid-Range

VinCar $75.00High-End

SigWine $45.00Mid-Range

WA Wineries $43.62Mid-Range

E-Commerce Price China

WA Winery Price Per 

Bottle $15.00

Gross Margin $8.25

Cost of Production $6.75

Mark Ups

Category % of price Mark Up

Customs and duties 14.00% $0.95

Excise Duties 10.00% $0.77

VAT 17.00% $1.44

Importer's margin 25.00% $2.48

Retailers Margin 50.00% $6.19

Cost Per Bottle $18.57

Sales Price Per Bottle $26.82

Gross Proft Margin % 

China 30.76%

COGS as % of sales 69.24%

Subscription Price China

WA Winery Price Per Bottle $15.00

Gross Margin $8.25

Cost of Production $6.75

Mark Ups

Category % of price Mark Up

Customs and duties 14.00%$1.34

Excise Duties 10.00%$1.09

VAT 17.00%$2.03

Importer's margin 25.00%$3.50

Cost Per Bottle $15

Price Per Bottle $22.96

Subscription Discount 5% 21.8

Price Per Box (2 bottles) $43.62
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Washington 

Winery

COGS as % of 

sales 45%

Silicon Valley Bank 

and SVB index

Avg. Gross 

Margin WA 55%

Silicon Valley Bank 

and SVB index

Avg SG&A as % 

of sales 22.30%SVB Appendix

Comparable company

Avg Revenue

$ 

575,089.83 

Avg COGS

$ 

329,077.05 

Avg Gross Profit

$ 

246,012.78 

Avg Gross Profit Margin 55%

Avg Operating Income 

Before Tax

$   

56,289.50 

SG&A as % of sales 26.95%
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