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A New Approach for a New Erz

A la Carte PR from Creative Palate Communications offers even the smallest brands
an opportunity to stand-out from the crowd -- modular PR campaigns designed to
meet your brandés specific needs and buc

You donodét have to be a | arge corporation
smaller brand also has an exciting story to tell. If comprehensive retainer-based
programming is beyond your budget, consider instead a tightly focused campaign

and go A la Carte.

CPalate is small and nimble -- like many of the brands we represent. We understand
the need to turn on a dime, think outside the box and make every dollar count!
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A la Carte Services A Personal Touch
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So pB'D‘-

The following PR activities are the building blocks toward establishing a solid
foundation for your brand. This modular approach can be implemented separately or
in combination, depending on your needs and budget.

CPalate will work with you on determining what makes the most sense and how to
secure the biggest bang for your buck!

This deck presents an overview of our services, results and company background.

Pricing for the following services is available upon request.
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A la Carte Services
Words on Wine

CPalate prides itself on a reputation for creating outstanding written materials, researched and
developed by a wine industry PR pro armed with a WSET Diploma. Our materials offer a blend of
technical know-how and an in-depth understanding of the inner workings of the U.S. wine world,
unrivaled in our industry.
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Press Materials

First-rate press materials are the foundation to telling your story and positioning your brand.
Often, these represent your first and only direct communication with the media. Assets to
leverage your brand with press, trade and consumers i throughout all English-speaking countries
in which your wines are sold i include:

A Single item, e.g. brand backgrounder, winemaker bio or press release
A Comprehensive press kit (4 individual pieces)
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A la Carte Services
Words on Wine

CPalate can craft a range of materials to support your branding needs. These include, but are not
limited to:

Branding Communications

Advertorial copy
Trade selling tools
Consumer brochures
Back-label copy

To To o Io

Website Development

A Crafting website copy, or editing existing copy (especially verbiage that has been translated)

A New website navigation and structure, or evaluation of current navigation and structure

A CPalate works with a network of website designers and technicians and can recommend as needed
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A la Carte Services
Sample Programs

Sample programs represent the most cost-effective PR tool available. At CPalate we:

A
A
A
A

Have the expertise to identify appropriate press with whom to sample your wine(s).

Have established personal media relationships that will contribute to success.

Nurture relationships with media influencers nationwide, providing media potential in all markets in
which your wine is sold

Follow-through with program recipients and monitor for coverage. Communication of results in a
timely manner is key in transforming media coverage into meaningful sales opportunities

A Customized sample programs
Pricing dependent upon distribution and number of writers targeted

A National wine publications submission management

Includes Wine Spectator, Wine Enthusiast, Wine & Spirits and Vinous.com

Please refer to case studies at the conclusion of this presentation



A la Carte Services
Press Events and U.S. Toul

Market visits require an investment of time and money. It is therefore crucial to capitalize
on every opportunity available.

CPalate has a proven track record for producing media events, scheduling deskside
meetings or intimate press lunches and dinners, facilitating valuable face time,
relationship-building and quality exposure for you and your brand!

A Whether a single market visit to N, or a multi-city tour, CPalate can design and execute a
schedule that utilizes every minute of your time effectively

A CPalateiipl ays wel | in the sand pit, o working cl
press opportunities into scheduled trade activities T a winning combination!

Please refer to case studies at the conclusion of this presentation
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A la Carte Services
Press Trip$ Bringing the Press to YoL

A
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Press trips serve as a valuable tool in creating ambassadors for your brand and
region. Nothing competes with first-hand experience.

Press trips are best utilized by a region or group of wineries that complement one
another, collectively providing enough content to justify time away for the press, while
enabling you and your partners to split the costs involved.

CPalate manages all aspects of the trip, including:

A Advanced planning

A Identify media targets, outreach and invitations; prepare agendas

A Execution
A Escorting press to ensure they remain on-topic and that their needs are met

A Post-trip follow-up and reporting



A la Carte Services
Be Social!

Social media is an important part of the puzzle. CPalate can manage your social
media communications in the U.S./English-language sites.

Services include:

A Community Management: strategic posting and engaging with your community
A Content Management: drafting strategic content for your team to post

A Paid Social media strategy and execution (native advertising)

A Design and execution of social media-based Contests and Partnership Programs
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A la Carte Services
Put it Together

After reviewing the PR services detailed above, it might be that a single activity will meet
your needs. However, should a campaign comprising several services be of interest,
CPalate is able to extend a package discount.
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Packages include:

A Press kit + companion sample program

A NYC press day + companion sample program

A Press kit + 3-city tour + companion sample program

A Press kit + NYC press day + companion sample program

Next steps? If our a la carte services are of interest, we welcome the opportunity to discuss
and review your brand objectives

alare
é‘%
’ ro_uw‘?G



? A Team of Industry Veteran:
S

So m’,')‘

All projects are principal-led, including your day-to-day contact.
The CPalate Team delivers:

A
A
A
A
A
A
A

70+ years of combined experience in the wine and spirits industries
An unparalleled database of media contacts nationwide
Established relationships with opinion leaders and industry influencers

Industry professionals with an in-depth understanding of the technical and market conditions
of the wine world

In-house qualifications including: WSET Diploma, Society of Wine Educators Certified Wine
Educator, and Certified Wine Specialist

A nimble team with low overhead and scalable network
A multi-generational team, diverse, international and multi-lingual team




Meet the Team

Jane KettlewellCo-founder

What you get: the inside scoop, industry overview
and knowledge, insider access to press and
industry influencers, astute judgment based on
years of experience working on the agency side
and in-house.

Kate Corcoraii Co-founder

What you get: an unusual blend of PR savvy,
marketing savvy, and creativity, combined with an
in-depth knowledge of the food, wine, restaurant
and publishing industries.

Arrange a high-profile tie-in with a cookbook
author, refine a website, tweak a budget, attend a

Jane Kettlewell is a PR and events marketing

professional with over 20 years of expertise in trade event she has organized, and then go party
positioning and developing imported and domestic with her chef friendsi 1 t 6 s al | in a
wines and spirits in the U.S. During this time, she daydés work for Kate Corco
has helped engineer the successful introductions dynamo and co-founder of Creative Palate

of scores of new brands, as well as a revitalized Communications. Kate brings to the table a
presence for existing brands in the marketplace. background in publishing and food resulting from
Her industry record includes establishing the PR five years working for Morse Partners PR, with
department at Palm Bay International, where she clients including The Food Network Kitchens,

led the PR team for 14 years, followed by a further cookbook authors Rachael Ray, Giada De

three years heading up PR for Banfi Vintners. In Laurentiis, Tyler Florence, Steven Raichlen,

fall 2012, she moved on to co-found Creative Anthony Bourdain and Gael Greene. Kate was
Palate with friend and former Banfi colleague, subsequently recruited to work for wine importer
Kate Corcoran. Banfi Vintners, where she met and worked

alongside Jane Kettlewell, her Creative Palate
business partner to-be.



Meet the Team

Mimi Thompson, DWSCWE

What you get: Company Pen -- wine geek,
researcher, outstanding writing skills and
creative brand positioning

Mimi Thompson writes. From initial descriptions
provided by every wine client, Mimi is able to craft
a distinctive personality and profile for each
company, each winemaker and their wines. An
accomplished interviewer and researcher, Mimi
extracts details and nuggets of information that
bring her subject to life. A seasoned PR executive
with over 20 years in the business, Mimi has
honed her skills working for PR powerhouse Hill &
Knowlton, Curtis J. Hoxter, Inc. and Booke & Co.
At the | atter she worked
Bourbon, which sparked a lifelong passion for

spirits. From there she went on to work for Niki
Singer, Inc., where she was able to indulge a
growing appreciation for the finer things in life,
including single malt whiskey (Laphroaig), cognac
(Delamain), champagne (Bollinger) and caviar
(Romanoff), together with a burgeoning interest in
fine wines.

wi t h

Meghan Malloyi Social Media

What you get: A social media professional (addict),
events planner, promoter and passionate food, wine
and travel blogger

Meghan has spent 10+ years crafting content, and
planning and executing events. For almost a decade,
she has been a social media expert with a proven
success record for brands including Zipcar, Signature
Brands (Betty Crocker) and Sonesta Hotels. Event
experience includes organizing a charity gala for
Boston Partners in Education, planning, promoting and
live-tweeting a partnership between the Royal Sonesta
Boston and the Greater Boston Arts & Business
Council, and being the social media voice for large-
scale food and wine events, including the annual
Soaokne WinesCountey Wrekend.

Meghan has worked as a blogger with California
wineries such as Rodney Strong. Her blog has
attracted ad sponsorship from organizations including
The Wine Road of Northern Sonoma County and Savor
Healdsburg Food Tours.



The Proof Is In Théudding!
CaseStudies With Results That Spela@r Themselves

Donoét | awrswbord forat!lkTlee following case studies demonstrate the results you
can look forward to when working with CPalate.

A
A

A
A
A

#1: M. Chapoutier Domaine de Bila-Haut Summer Press Sample Program
I Program results with mass media, trade and consumer pubs + sales

#2: Don Melchor Holiday Luxury Sample Program

I Program results across media channels in the all-important OND sales season
#3: Trivento Press Tour

I Press tour led by agency principal; effective investment of winemaker time
#4. Sonoma Wine Country Weekend Press Trip

I Media Influencers experience Sonoma - ambassadors created!

#5: Mionetto USA
I Portfolio PR management across media channels, including TV



Case Study #1: M. Chapoutier Bila-Haut
BIG PR And Sales Results Small Budget

Goal: Generate national + regional media excitement and recognition during summer months,
when sales traditionally taper off -- on a limited budget.

Strategy: Prep of engaging new press materials and carefully targeted media outreach. Bila-
Haut Mghess | i ne + new mater i anbtienwileent t o 75 key

Chicago @ribune
Ban Jose Mevcury News
The Washington Post

THE SACRAMENTO BEE & ........ —~ e o
’ @Che Wiami Herald
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CaseStudy #1: M.ChapoutieBila-Haut
High 70% Success Rasémd Doubledigit Sales %

Results: 53 media outlets covered Bila-Ha ut i L _ A R, CREANL AT
. < . - = = 4 A soft,medium-bodied white wine can hold
Vignesowith 70% success rate, 200-million What Do I Bsomagainstthrich ot of
impressions in print and online. sl o it ;,j;z;;d'egm,;
Chicken and o

Vegetables?

ofasimple chicken ai d gd bl plate.
| Bc rena Viognier, Mendocino County,
Callforria, 2012($13)

A Coverage secured in 16 of 18 key states
sampled, from national lifestyle magazines,
syndicated newspapers, to numerous online
outlets and leading wine blogs

Sc thern French wines
combine juicy fru {wl(hhnl
of herbs and pepper. Thes:
are alovely match for poul Itry

while roasted veggies ar
lightened by the wine's verve.

°
M. Chapoutier, “Les Vignes ! 1
de Bila-Haut,” Cétes-du- 3
Roussillon Villages, France, .
2012 ($12) ) | /
~IORDAN MACKAY R A- P ’},Z“Z& i Znners
> - inute ishing

Th v"'“:
.1- Best Snacks 1o Buy Noy

A Uptick in sales:

0 Rouge sales +12.8%

o0 Blanc sales +40%




CaseStudy #1: M.ChapoutieBila-Haut
Meaningful Impressions in Popular Consumer Pubs

WINE & DINE
===
Our picks for
perfect pours

Merry Christmas.!

Beef
PP 1 R A MBI S 5 1A B O -

Last- A - 1
Minute E%N A S =
Gifts g

ot o s s doe e r bt
* Esporde
Assobio ZD‘Y 31!

« Anderra Carmenara 2012, $11

O Bila-Haut

2012 red wine, $13

This Franch wine is full-flavored,
with lots of ripe fruit and a sweel
oak taste. It s fairly complex
and full-badied, and goes well
with steak and other meats.

« Les Vignes e Blla-Haut
Rouge, $13

= Sokol Biosser Estate
Ruosé 2013, $20




Case Study # Conchay Toro Don Melchot

65 Impressions an8ales-- at the Right Time

So m’,'D‘

A 2015 Q4 sample program generated a significant return on investment. Don Melchor sales in
the U.S. up +15% in 2015. OND (Oct./Nov./Dec.) sales almost doubled between 2013 and 2015.

A With 40-million+ media impressions (41,425,951) resulting from a strategic new-vintage
sample program, concentrated on the all-important OND season, CPalate reached the right
press and secured the right coverage at the right time.

A #SommChat generated 2,180,911 impressions, with a reach of 332,410. With 50+ users and
almost 300 tweets, #Sommchat was a success. Moreover, the session has been archived on
the #SommChat website for continued reference and review.




Case Study # Conchay Toro Don Melchot
Meaningful Impressions Across Top Media Channe

Coverage stemming from the 2015 Don Melchor New Vintage program ranged across top outlets and channels,
leading to expanded audiences and increased brand exposure

A Industry authorities i Wine Spectator, Wine Enthusiast
A Business authority i Forbes.com
A Top-10 newspaper by circulation - Newsday
A Latin-focused glossy magazine i Selecta Magazine
A Syndicated writers, reproduced in multiple outlets i Miami Herald, Annapolis Capital and others
A Syndicated Website i GrapeCollective.com
ANYCOs | e a-winemagio Segmerdi CBS Radio 880AM: Bob L a p ®©idisg Diary
EneE ) ANationds pr e niivmography, WieeReviewOnlme, Terroirist, JamesTheWineGuy
' ANationos | eaidTheDgilyMeal.ooth bl o g

¥ GRAPE COLLECTIVE @ The Dai l.y Meal@

All Things Food & Drink

18 Great Gift Wines for the Holidays

wine reviewonline.com
:

Forbes 1.

The T.er_1"I§est Wines of 2015
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CaseStudy#3: Trivento Press Tour
Efficient Use of Clier

- A We pride ourselves on producing first-class press tours, securing in-personqu al i ty ti me wi t h
| eading press. Her e 6 s aupduanmafbue-dayptouevatls winereager Viatoga | i n e
Prandina on behalf of Trivento Eolo Malbec:

A Wine Spectator, Kim Marcus

A Wine Enthusiast, Michael Schachner

A Somm Journal/Tasting Panel Magazine, Lana Bortolot
Wine Review Online, Michael Franz

International Wine Review, Mike Potashnik and Don Winkler
Beverage Media Metro NY & NJ, Kristen Wolfe-Bieler

The NJ Star Ledger, John Foy

Terroirist.com, Isaac Baker =

=

Industry Influencer Josh Wesson (Fairway and Aspen Food & Wine Classic speaker) TRvERE
Master Sommelier Pascaline Lepeltier, Rouge Tomate, NYC e
ItsaWinederfulLife.com, Tracy Kamens, DWS, CWE

Luxury Web/Epoch Times, Manos Angelakis
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Case Study #5: Sonoma Wine Country Weeker
Media Influencers Experience Sonoma

SUNUMA The nationo6s premier medi a -decatidnlofigenres, wearesinvitedito a wn  f
WINE CUUNTR attend Sonoma Wine Country Weekend (SWCW) to experience the region and report back.

WEEKEND?: A With alImost 100 media outlets in

attendance, 250+ press placements
generated nationwide and a dozen writers
from national media outlets hosted, the
2015 SWCE was a media success!

A Impressive impressions at a glance!
A Almost 11 million in combined
media circulations
A Half-a-billion online impressions
A 67-million Twitter impressions

*This doesno6forimpressibnede pai d

Key Media outlets in attendance included:

AARP

Forbes.com

Grape Collective.com
Global Traveler Mag
Johnny Jet.com

Out Traveler/The
Advocate

Smarter Travel

Slice

The Daily Meal.com
The Tasting Panel Mag
SOMM Journal

Wine Review Online

X7

Haute Living Magazine
Press Democrat

San Francisco Chronicle
San Francisco Magazine/
Modern Luxury
SFExaminer.com
Topix.com

Wine Business

Wine Enthusiast

Wine Spectator

USA Today 10 Best
Zoomer Mag



CaseStudy#5: MionettoWine Imports
ExpertiseAcross AllPR Functions

Goal: Position Mionetto Wine Imports USA portfolio front and center with national media

Strategies:
Development of comprehensive array of press kit materials

Creation of media announcements highlighting newsworthy angles and developments,
targeted at consumer press and trade

Creation of new-vintage calendars and themed sample programs

Coordination of tours and events nationwide

National and regional TV coverage

Product participation at top food and wine events hosted by industry authorities.

Wine submissions management.

Development of copy for wide range of consumer, trade, marketing materials, advertorials

To Do Po Po Po Po Do Do




CaseStudy#5: MionettoWine Imports
500 Million Impressions For Flagship in 12 Months

Results

A Just shy of 500-million impressions alone secured for flagship SKU
Mionetto Prosecco Brut over 12-month period

A Successful lifestyle TV campaign, including NBC Today Show with
Leslie Sbrocco and Fox Business News with Food & Wine
magazi neod0s eliomRiaylsle wi ne

A Inclusion of prestige wines in top food and wine festival seminars

A Facilitated participation in Wine Spectator Wine Experience,
including seminar spotlight

A Leveraged close relationship to secure a winery visit by Mitch
Frank, Wi n e S p e praméet featurésswriter, ahead of in-depth
story on German wines

L

Clip Available Upon Request


http://tinyurl.com/mionetto1
http://tinyurl.com/mionetto2

Next Steps
Makessense for my brand

If an a la carte approach to PR makes sense to you and you would like to learn
more about how CPalate can help your brand stand-out, please reach out to.

Jane Kettlewell, Co-founder Kate Corcoran

Creative Palate Communications Creative Palate Communications
Jane@CPalate.com Kate@CPalate.com

(718) 704-4041 (347) 239-1976

Want to learn more about Creative Palate Communications? Please visit:
www.CPalate.com
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http://www.cpalate.com/

