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Wine Enthusiast Advertorial, part of CTO Marketing Grant

Full-page ad in April Wine Enthusiast



FY Prod 
Tax

Wine Fee
(all)

Winery 
Fee (CO)

Misc Rev
(Reimb Exp)

Admin Research 
+ Quality

Mktg, incl
Ads + PR

Totals

2018
Rev 18,197.70 730,914.18 48,251.42 14,305.00 $797,363.30↓

From Wine Fees

Expend 243,149.02 220,670.76 314,264.18 ($778,083.96)

% Exp
Def Rev 31.25% 28.36% 40.39% $128,390 

deferred revenue

2019

Rev
19,434 721,717 65,030 30,590.00

incl CO 
Uncork tix

$806,181 
From wine fees

Expend 219,732 234,634 284,455 ($742,192)

% YTD 
Exp 29.74% 31.76% 38.5% $115,000 

deferred revenue

CWIDB FY 2018 and 2019
Revenues and Expenditures

www.coloradowine.com:trade-resources:colorado-wine-industry-
development-board:financial-documents



FY 2020 Budget: $799,358
Admin: $227,954 (28.52%)

• External appropriations: $ 42,091 (3.31%)
– CDA indirect $20,000
– FY20: CDA paid $16,900 of ext. approps (PERA and COP) out of Ag Mgmt Funds
– Legal costs FY2018: $21,433; FY19: $22,547; normally less than $5000

• Internal administration: $185,863
incl salary+benefits $155,863

Research & Quality: $269,404 (33.70%)
• CSU: $236,404
• Consumer Survey: $ 18,000
• SCBG (Vit Ext Spec): $ 15,000

Mktg & Events: $302,000 (37.78%)
• Cultivator (Mktg & PR): $193,000
• Brochure printing: $ 15,000
• salary+benefits $ 50,000
• Governor’s Cup judging $ 23,000
• FAM media trip $ 19,000
• SWAG and misc $   2,000



CWIDB’s Strategic Goals
Reconfirmed July 2019

coloradowine.com; trade resources; CWIDB; Minutes

• Mission:
 To promote and develop the growth and quality of the

Colorado wine industry through marketing, research and 
education.

• Vision:
 Our long-term ambition is for Colorado to be recognized globally 

as a premier wine experience.

• Strategic Priorities: 
 Foster greater cooperation, communication and participation 

within the wine industry.
 Promote the effective relationships with beverage wholesalers, 

retailers, restaurants and other complementary industry partners.
 Elevate, develop and energize the Colorado wine brand.
 Provide appropriate resources and education to Colorado vineyards 

and wineries so that they may achieve economic viability.



CWIDB Committee and 
Program Area Goals

1. Business & Economic Development
Viticulture Extension Specialist
TODS Hwy signs
Business development seminars and CDA resources

2. Quality
Viticulture Extension Specialist
State Viticulturist and Enologist
Climate mapping and vineyard exploration project
Governor’s Cup judging: getting judges’ comments 

directly to entrants



CWIDB Committee and 
Program Area Goals, cont’d

3. Marketing
 Cultivator Advertising & Design

• Subcontractors: VOCA PR and Explore Communications

 Governor’s Cup Competition and Colorado Uncorked
 TODS Hwy signs
 “This is Colorado” Camp for media and buyers

4. Research
 Viticulture Extension Specialist
 State Viticulturist and Enologist

• Phylloxera response strategies: rootstock trials, interspersed 
replanting, drone survey

• Cold damage mitigation and response

 Consumer research to to expand the Colorado wine 
industry



CWIDB Marketing 
Overview for FY 2019-20:

Cultivator Advertising & Design plus 
VOCA PR & Explore Communications

• RFP selection process during Spring 2019 renewed contract 
with Cultivator with 5-year renewal options

• Consequently, spring billboards limited to May-June 2019
• FY2020 (July 1, 2019 through June 30, 2020) plans include:

 2019 Holiday Denver International Airport installations
 Spring and Summer targeted digital advertising
 Testing some new outlets

• CTO Welcome Centers
• Colorado Public Radio
• Niche print such as CTO’s Love, Colorado or Thirst Magazine



2019 Spring 
Billboards:

5/20/19-6/16/19
Total Impressions: 

5,265,604



FY19 Paid Social Media Performance

Timing: 5/20/19-6/30/19

Paid Facebook Performance

□ Impressions: 211,851

□ Post Engagements: 7,629

□ Link Clicks: 10,022

¨ CTR: 2.16%

vs. 1.18% for 2018
Paid Instagram Performance

□ Impressions: 83,665

□ Post Engagements: 2,056

□ Link Clicks: 1,414

¨ CTR: 1.04%

vs. 1.08% for 2018

Top Performing Creative Versions by Social
Channel

Creative
Performance

¨ Post Engagements:
1,320

Link Clicks: 1,782

CTR: 2.30%

¨

¨

Creative
Performance

¨ Post Engagements:
627

Link Clicks: 531

CTR: 1.26%

¨

¨



2019
Denver Int’l Airport 
Train Station Installs
• Concourse A and C, 11/4-12/1
• 7,229,628 impressions



Received Colorado Tourism Office Statewide 
Marketing Grant for Advertising Package in
the Wine Enthusiast Magazine

□ One Full Page Ad in the April issue of Wine Enthusiast
(opening slide)

□ Digital Component:

□ Thirty-day flight for advertorial online (4/1/19-
4/30/19)

□ Roadblock banner ads with links around the 
advertorial (4/1/19-4/30/19)

□ Run of site banners on WineMag.com (4/1/19-
4/30/19)

□ Additional promotions include:

 One Top Shelf eNewsletter posting (4/15/19)

 Two social media posts on Facebook 
and Twitter

□ Dedicated eBlast sent to 300K subscribers (4/10/19)

□ Total Campaign Impressions: 278,032

□ Total cost $49,470 ($25,000 from CTO)



coloradowine.com
Visit o verv iew – Year t o da te

Ja n 1 – N o v 30, 2019
Year to date visit overview data. Peak visits to the website occurred in the summer, driven by The Wine Enthusiast media buy, and the paid
summer social campaign. Traffic increased again in mid-November, while approaching the Denver Uncorked event.

5/19 – 6/7
Paid summer social campaign

4/10
Wine Enthusiast custom email blast

TOP CHANNELS



Top visit l ocations
Ju ly - No v embe r 2019

TOP STATES

Highest quality users during this period were in Arizona, Utah, Texas and Colorado.

TOP CITIES

11



CWIDB 2020 Marketing Refresh

 “This Is Colorado Wine”
• Appeal to a younger demographic

• Capture the range of the 160+ wineries

• Increase quality perception

• Drive people to where they can try Colorado wine: tasting rooms

• Media buys:
o Dropping billboards that have not moved the awareness needle

o Focusing on targeted digital advertising, allowing an exploration of quality 
recognition, awards and new varieties/styles

o Adding radio (CPR) and CTO Welcome Centers to the mix

 If you have photos of the CO wine experience that you would be willing
to share for the CWIDB’s branding, contact Kyle (303.869.9177).



Governor’s Cup Judging
Sept. 13-15, 2019

 https://coloradowine.com/governors-cup/
 Metro State University of Denver, Hospitality Learning Ctr.
 241 entries from 43 wineries (-30% entries from 2018)
 18 judges from Denver metro area (7), Colorado (3)

and out-of-state (8): 1 MW, 1 MS, 8 sommeliers/retailers/wholesalers, 4 
academics, 4 writers/bloggers, 2 wine association administrators

 Medals: 14 Double Golds (5.8%), 24 Golds (10%), 116 Silver (48.1%) and 69 
Bronze (28.6%)

 Governor’s Collection, 14 wines to represent CO wine industry

https://coloradowine.com/governors-cup/


Colorado Uncorked,
November 15, 2019

 www.coloradowine.com/uncorked
 History Colorado Center, Denver
 Tickets sold: 564

(179 VIP and 385 GA)
vs. 508 total incl. comps for 2018

Best of Show (Governor’s Cup):
presented by Ag Commissioner Kate Greenberg 

(right) to Julie, Kyle, and Richard Bennett of 
Qutori Wines, Paonia, for their 2017 CO Syrah

http://www.coloradowine.com/uncorked


We do this to promote Colorado 
wine, not to make money

• Governor’s Cup Costs:
 $26,995 (beyond the $10,550 entry fees)

• Colorado Uncorked Costs:
 Tickets sales revenue: $31,280 (+80% from 2018)
 Event costs $36,552

• Banquet, event & food costs: $13,299 
• Media “sponsorship” fees: $14,272
• Assort event expenses: $24,253

(incl $1000 donation to History Colorado)

• Press coverage of CO Uncorked: 
14,143,372 impressions
 valued at $133,325
 More than 3x the impressions than in 2018



+ Coverage Highlights



+



+



+ Social Media Highlights



+



CWIDB’s Other Projects, cont’d

Coordinated samples to publications

 Wine Enthusiast
• 34 CO wines reviewed in 2019, avg score of 87 points
• Bonacquisti Wine Company 2017 Cabernet Franc - 90pts
• Snowy Peaks Winery 2017 Sebastian's Reserve  - 90pts
• Stone Cottage Cellars 2017 Syrah  - 90pts

 Wine Advocate
• 32 CO wines reviewed in 2019, avg score of 87.25 points
• Colorado Cellars 1994 Merlot - 90 pts
• Bookcliff Vineyards 2010 Cabernet Franc Reserve - 90 pts
• Stone Cottage Cellars 2017 Gewurztraminer - 90 pts
• Colorado Cellars 1986 Merlot - 91 pts



CWIDB Other Projects

• Quality

 Viticultural Specialist Miranda Ulmer
with CSU Extension, based out of Orchard Mesa

• $74,000 SCBG funds awarded by CDA from USDA money

• CAVE and the CWIDB sharing the matching costs of this grant 
($15,000 each/year)

• Runs through March 2021 and then other funding needed

• Seminars, workshops, publications and some site visits

 Colorado Grape Growers Website: 
viticulture.colostate.edu/

https://viticulture.colostate.edu/


CWIDB Other Projects

• Research

 Dr. Horst Caspari, CSU State 
Viticulturist, 50% funded by CWIDB; 
other 50% from CSU

• Phylloxera identified in 24 vyds
– 18 Mesa County
– 3 Delta County
– 1 Montrose County

– 2 Front Range

• Cold damage mitigation
and avoidance

• Variety trials

• Rootstock trials

• Interplanting and maintenance of 
grafted vines

• Vineyard floor management

• aes-wcrc.agsci.colostate.edu/
stations/orchard-mesa/viticulture/

https://aes-wcrc.agsci.colostate.edu/stations/orchard-mesa/viticulture/


CWIDB’s Other Projects, cont’d
• Research (cont’d)

(Trade Resources: Research: Vit & Enology Research)

 Mapping project continues in Montezuma and 
Fremont Counties to identify locations for 
viticultural exploration

• “The Climate Center leveraged two high-resolution 
gridded data products to narrow the search for 
viticultural expansion: 1. PRISM temperature data, 
which were compared with observations, and 2. USGS 
soil texture data….

• “Areas such as Palisade, Grand Junction, and Cañon City 
are confirmed by gridded data sources as being 
reasonable locations for grapes. It also highlights a 
number of areas that are less known for grapes 
historically, but may have some potential. Examples 
include, Paradox, small portions of Boulder County, and 
much of southeast Colorado.

• “This map can be used as a resource for choosing where 
to grow, but not the only resource. The map also 
informs where additional temperature observations in 
Montezuma and Fremont Counties should be taken as a 
part of this project.” 



CWIDB Issues of Interest

• Statutory and Regulatory Changes
 SB19-142 took effect Sept. 1, 2019: hard cider no longer part of the 

funding mechanism or marketing efforts of the CWIDB
• Cideries no longer listed on coloradowine.com

• Cider no longer receives distinct judge panel in Gov’s Cup

• Cider not included in press outreach and media trips

 New Liquor Rules for 2019
• Value of Labor: approved activities include DELIVERY, 

MERCHANDISING, PRICE STAMPING, ROTATING, SERVICE, AND 
STOCKING only your own products

o Cannot disturb competitors’ products in the process
o Retailer cannot require supplier labor

• In-store tastings:
o must be offered absolutely free of charge, even if coupled with a non-

profit;
o enforcing the limit of 4 samples total per customer;
o restrictions on mixed drink samples (wine cocktails, sangria, etc.)

• New rules on advertising practices and consumer give-aways

• New license application fee: $1550

• Digital IDs (mycolorado.state.co.us) and approved biometric ID 
services not accepted.



Thank you
Doug Caskey, exec. director
CO Wine Industry Development Board
c/o CO Dept. of Ag
305 Interlocken Pkwy
Broomfield, CO 80021
303.869.9177
doug.caskey@state.co.us
www.coloradowine.com
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