
Colorado Wine 

2015 marketing & PR Report 



• Increase the awareness for the Colorado Wine industry  

 

• Elevate the perception and reputation of Colorado Wine 

 

• Promote the marketing of wines and wine grapes produced in 

Colorado 

 

• Strengthen relationships within the Colorado wine industry and 

complementary partners 
 

MARKETING GOALS 



• Launched new Colorado Wine Website 

 

• Summer advertising campaign building brand awareness 

 

• Holiday campaign encouraging consumption of Colorado Wine 

during the holiday season 

 

• Governor’s Cup event at History Colorado 

 

• Photo library development 

 

• Public Relations 

 

 

 
 

2015 accomplishments 



COLORADO WINE WEBSITE 

Launched June 1, 

2015 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

• Summer Campaign :  June 1—August 23 

• Sessions— 14,791 

• Users— 12,566 

• New Visitors—83.6% 

• 12,370 New Visitor Sessions 

• 2,421 Returning Visitor Sessions 

 

• Fall/Winter Campaign :  November 23—Dec 31 

• Sessions— 4,961 

• Users— 4,298 

• New Visitors—85.1% 

• 4,224 New Visitor Sessions 

• 737 Returning Visitor Sessions 

• 41 coupon downloads  

• Coupon Page visitors—2,100 

• Coupon page visitors who visited other pages 1,400 (67%) 

website Traffic (campaign periods) 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

• Website Traffic Summary YTD :  June 1—Dec 31 

• Sessions— 26,448 

• Users— 21,864 

• New Visitors— 81.84% 

• 21,655 New Visitor Sessions 

• 4,793 Returning Visitor Sessions 

 

• Session Percentages—by Device Category 

• Desktop— 54.73% 

• Mobile— 33.76% 

• Tablet— 11.51% 

 

 
 

website Traffic (ytd) 



summer advertising Campaign 

Brand 

Awareness 

6/1/15 – 

8/23/15 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

Summer creative 

Billboards  Digital 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

summer Media: Billboards 

Run Dates: 6/1/15 – 8/23/15 (12 weeks) 

Total Impressions: 10,697,362 
 

Denver: Total Impressions: 9,580,174 

• Colorado Blvd, north of I-25 

• Santa Fe, at Mississippi 

• E. Colfax, at Race 

• west of Kipling  

• west of Idaho Springs 

• Colorado Blvd, at Virginia  

• I-70, east of C-470 

• 6th Avenue, west of Sheridan 

• West Colfax Ave, east of Simms 

• West of Quebec 

• West of Kipling 

 

Grand Junction: Total Impressions: 1,117,188 

•  I-70B, west of Main  

• 5th St, south of Hwy 50 

• 25 Road, south of Patterson Rd 



summer Media: ONLINE 

Run Dates: 6/1– 6/21, 6/29– 8/16 (9weeks) 

Total Impressions: 12,037,402 

Clicks: 6,946 

CTR: 0.06% 

 

Tactics 

• colorado.com Banners: 0.21% CTR 

• colorado.com Content Ad: 0.64% 

• Facebook: 0.01% 

• Standard Display Banners: 0.06% 

http://colorado.com
http://colorado.com


holiday advertising Campaign 

This Holiday, Uncork Colorado 

11/23/15 – 12/27/15 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

holiday creative 

Billboard Digital 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

AIRPORT creative 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

holiday Media: Billboards 

Run Dates: 11/23/15 – 12/27/15 (five weeks) 

Total Impressions: 6,035,992 
 

Denver: Total Impressions: 4,112,360 

• 1-70, at Wadsworth 

• Santa Fe at Mississippi 

• Colorado Blvd at Evans 

• Leetsdale at Monaco 

 

Colorado Springs: Total Impressions: 1,923,632 

• 1-25 at Garden of the Gods 

• Academy Blvd at Airport Rd 



holiday Media: ONLINE 

Run Dates: 11/23/15 – 12/13/15 

(Three weeks) 

Total Impressions: 3,453,965 

Clicks: 3,510 

CTR: 0.10% 

 

Tactics 

• Desktop Banner: 0.04% CTR 

• Mobile Adhesion Banner: 0.92% 

• Mobile Standard Banners: 0.09% 



holiday media: Airport Run Dates: 11/23/15 – 12/20/15 

Total Impressions: 9,213,583 



governor’s cup event 

August 1 ,2015 

History Colorado 

Museum 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

governor’s cup event 

• Purpose of the event is to help raise the 

perception of Colorado Wine, and it was 

a great inaugural event that will 

continue to grow 

• Hugely positive response from those 

who attended 

• Great media coverage: Colorado 

Statesman, Westword, Penny Parker 

On The Town, Drink Denver, Denver 

Life, 5280, 9News, Denver Post 

• Partnering with 11 local chefs helped to 

raise awareness among food & wine 

enthusiasts 

 

 

 



PHOTO LIBRARY DEVELOPMENT 

Summer 

2015 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 



2015 Public relations 



• Total Reach of Press Coverage: 103,563,725 

 

• Total PR Value of Press Coverage: $173,796.00 

 

• Total Press Hits: 92 

 

• Total Broadcast Segments: 9 

 

 

 

 
 

2015 coverage by the numbers 



• Jefferson Cup Winners Release 

• Holiday Wines/Wine Day Celebrations 

• Valentine’s Day: KDVR FOX Denver 

• Day in the Life of a Winemaker Campaign 

• Inside some Colorado Wineries - DBJ  

• Behind the Vine Column: 5280 Magazine  

• Bookcliff Winery, Spero Winery, Stem Ciders, Settembre 

Cellars, Snowy Peaks Winery, Aspen Peak Cellars Winery 

 

• April Media Fam - Denver/Durango/Cortez  

• Representation from FOX, Wine Enthusiast, Saveur, Fast 

Company, Maxim, Food & Wine, Travel + Leisure, Colorado 

Meetings & Events, Denver Life, Hemispheres, Men’s Fitness 

 

 

 

 

 
 

2015 overview of pr campaigns 



• New York City Media Tour 

• Desk-side meetings and/or wine delivery to:  

• Food & Wine, Wine Enthusiast, Wall Street Journal, 

Bloomberg and GQ 

• Governor’s Cup Competition 

• Judging Release 

• Media Tasting Reception 

• Colorado Statesman, Westword, Penny Parker On The Town, 

Drink Denver, Denver Life, 5280, 9News, Denver Post 

 

• Grand Valley National Recognition  

• CTO Press Events: Pacific Northwest 

• Colorado’s Western Slope as a Top Wine Destination 

• Holiday Wine Pairing & Gift Giving 

• Twitter Tasting Events 

 

 

 

 

 

 
 

2015 overview of pr campaigns 



top pr coverage 2015 



• Improve shelf appeal: stand out amongst the freezer clutter and 

instantly provide a unique story/benefit to the consumer 

 

• Bring the GFMS brand to life: build a brand with more personality and 

attitude so as not to look so corporate 

 

• Develop a consistent visual system that works not only within the 

ideal shelf set, but also works if a product stands on its own 

 

• Simplify and organize messaging on package 

Colorado as a Top Wine Destination 



PRINT COVERAGE 



NEWS SEGMENTS 



REGIONAL MARKETS 



THANK YOU 


