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How optimistic is the industry?

2019 marked an historic change of sentiment
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Trend of winery financial health
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How was your year?
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Wine consumption by cohort
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Acute over supply in market

California Bulk Wine Inventory
*Jan 2020 Est.
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consumption preference alcohol and cannabis

Will consumers continue to move to wine?
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North coast CA grape price increases
The story of bubbles...The bad kind
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Do you have a full-time employee dedicated to
analyzing consumer data?

Full-Time
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Predicted year-end sales growth
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Financial performance of premium wineries

Gross margin improving while profitability is lower
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Competition is beer and spirits

Only 15% of drinkers are exclusive to wine
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Source: Nielsen Homescan Panel, Total US: 52 weeks ending 06/29/19
Wine includes Still & Sparkling; Beer includes FMB and Ciders
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Projected retail price changes in 2019
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Monthly visitors to tasting room
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Annual growth rate in hard seltzers
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Why are young consumers cutting back?

Opting for healthier lifestyle
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US population by age and cohort
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Growth rate in volume between $9.00 - $19.99
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Varietal growth and share of market
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Off-premise retail sales: 2014 - 2019
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Wholesale depletions of wine and spirits
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Off-premise growth rate below $9.00
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Annual sales and growth rate direct to consumer
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Growth rate and share in formats
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Disclaimer

This material, including without limitation to the statistical information herein, is provided for informational purposes only. The views expressed
in this article are solely those of the author and do not reflect the views of SVB Financial Group, Silicon Valley Bank, or any of its affiliates. Silicon
Valley Bank is not selling or distributing wine or wine-related products. Silicon Valley Bank provides banking and financial services, along with
industry insights to Vineyards and Wineries. Silicon Valley Bank is not responsible for (or a participant in) the sales of any wineries’ products in
any fashion or manner and makes no representations that any promotion or sales of alcoholic beverages will or will not be conducted in a lawful
manner. Further, Silicon Valley Bank disclaims any responsibility or warranty for any products sold by wineries or other wine industry service
providers. All companies, people, informational and news related sources other than those specifically named or represented by SVB, SVB
Financial Group or Silicon Valley Bank are independent third parties and are not affiliated with SVB Financial Group.

Silicon Valley Bank is not selling or distributing wine or wine-related products. Silicon Valley Bank is not selling or distributing wine or wine-
related products. Silicon Valley Bank provides banking and financial services, along with industry insights to Vineyards and Wineries.

©2020 SVB Financial Group. All rights reserved. SVB, SVB FINANCIAL GROUP, SILICON VALLEY BANK, MAKE NEXT HAPPEN NOW and the chevron
device are trademarks of SVB Financial Group, used under license.
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