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Monthly Magazine

12
Issues per year

5,009
Average Monthly Circulation Distribution

138,248
Total media impressions per year

Wines & Vines by the Numbers

Directory/Buyer’s guiDe

800
Number of pages

40,000
Number of industry listings

500
Number of advertisers each year

online Marketing systeM

7,384
Number of bonded & virtual wineries in N. America

17,598
Number of individual winery contacts

14,593
Number of email addresses

WeBsite

110,000
Page views per month

113,000
Number of industry listings

37,000
Monthly unique visitors

cross MeDia caMPaigns

28
Percent more leads using cross media campaigns
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Marketing

Wines & vines   #1 Solution for your company

Wines & Vines offers wine and grape industry suppliers a suite of prod-
ucts providing an integrated marketing solution to maximize leads and 
sales generation through cross media campaigns.

aDvertising
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key oPPortunities
n A growing market for wine in the U.S. driven by demographics, consumer values, retail and restaurant promotions, and widespread 
awareness of the health effects of moderate wine consumption.

n Research documenting many positive health benefits associated with the consumption of grapes and grape products has the poten-
tial to greatly increase the market share for these products, as national trends indicate strong consumer interest in nutrition and foods 
for health as a way to contain health care costs and enhance quality of life.

n Growth of wine tourism in rural areas of virtually every state, producing a powerful multiplier effect on local economies.

n Community support and charitable giving, including over $128 million contributed 
annually.

n Direct-to-market wine shipments within and between many states, allowing greater 
consumer access as well as enhanced market opportunities for wineries.

n Increasing cooperation among industry organizations and businesses nationwide.

Source: MKF Research LLC (unless otherwise noted)

The U.S. surpassed 
France as the world’s 
largest wine-consuming 
nation in 2010

The United States wine, grape and grape products industries contribute more than $162 billion annually to the 
American economy.

key Data
n Employment: 1.1 million full-time equivalent jobs.

n Agriculture: 23,856 grape growers, 934,750 grape bearing acres,  
$3.5 billion in farm gate grape sales.

n Wine Industry Direct Impact: 7,090 wineries in 2011, up from 2,904 in 
2000, a 144% increase; wineries now in all 50 states; $11.4 billion in winery 
sales revenues.

n Wine Industry Value Added: $2.7 billion in distributor share of American wine revenue;  
$9.8 billion in retail and restaurant share of American wine revenue; 27.3 million wine-related 
tourist visits; $3 billion estimated wine-related tourism expenditures.

n Other Grape Products: $1.669 billion retail value of grape juice and grape product sales;  
$3 billion retail value of table grape sales; $560 million retail value of raisin sales.

n Total Taxes Paid Annually: $17.1 billion, including $9.1 billion federal and $8 billion state  
and local.

n The U.S. surpassed France as the world’s largest wine-consuming nation in 2010, with wine shipments to the U.S. from California, 
other states and foreign producers growing 2% from the previous year to nearly 330 million cases. (Source: Gomberg, Fredrikson  
& Associates)

n California wine accounted for a 61% volume share of the total U.S. wine market with sales at 199.6 million cases, up 1% from the 
previous year. Retail value was $18.5 billion. (Source: Gomberg, Fredrikson & Associates)

year total Wine 
per resident1

total Wine 
gallons

total table 
Wine gallons2

2010 2.54 gals 784 million 678 million

Source: Wine Institute/Gomberg, Fredrikson & Associates

7,090 wineries 
in 2011, up from 
2,904 in 2000,  
a 144% increase
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Wines & vines Magazine 
Coverage of the entire industry with 
specialization in boutique wineries, 
thriving wine regions and leading 
data trends and market analysis. 
Requested paid circulation reaching 
over 5,000 decision-makers month-
ly. In print and digital edition.

integrateD Marketing solution that Delivers results
Comprehensive services. Diverse product line. Targeted audiences. 
Better leads and more business.

Wines & Vines’ group of products maximizes your marketing efforts. 
Our magazine, websites, newsletters, marketing databases, event/
seminar sponsorships and social networks provide the widest range  
of business-to-business marketing services for suppliers in the wine  
and grape industry.

As your marketing partner we bring you to the marketplace.

social Media networks—Your brand and messaging can be promoted through product news, articles, 
headlines and events circulated throughout Wines & Vines’ social networks on LinkedIn, Twitter and Facebook. 

event/seminar sponsorships 
Wines & Vines sponsors and participates in 
over 40 key industry events and seminars 
annually, many of which are exclusive media 
sponsorships. Your advertising message is 
hand-delivered and promoted through bonus 
distribution.

tasting room Focus newsletter 
Features latest Direct-to-Consumer (DtC) 
analysis, tasting room trends and WISE Bites: 
expert advice and tips on tasting rooms, 
inside sales, wine clubs, online marketing, 
data metrics and leadership. Highly targeted 
delivery to DtC decision-makers. Supplier 
showcase provides opportunities to promote 
products and services relevant to DtC activity/
channels. Delivered monthly through email 
newsletter and monthly magazine.

Winery Product news 
technology, equipment and videos 
New product releases feature the latest 
technology developments and news 
from industry suppliers. Supplier prod-
uct and equipment videos add informa-
tional visual tools to help purchasing 
decisions. Emailed to over 9,000 winery 
and grower contacts twice per month 
and delivered to magazine subscribers 
in print and digital edition.

online Marketing system (oMs) 
Web-based marketing tool to search 
and export data on over 7,500 
wineries in North America. Helps 
improve marketing effectiveness, 
manage customers and identify new 
leads. Grower, distributor, retailer 
and custom databases also available.

WinesandvinesBuyersguide.com 
The Open Marketplace is designed for buyers 
to pinpoint exact suppliers and services they 
need. Suppliers benefit from comprehensive 
company profiles, precise category placement, 
supplier news, product reviews, videos, photos 
and PDFs — all driven by intelligent search 
technology.

Directory/Buyer’s guide 
The single best source for industry buyers to 
make purchasing decisions. With comprehen-
sive profiles and information for all sectors 
of the industry, we put buyers and sellers 
together to create proven results. In print and 
online.

Winesandvines.com 
Daily news features, Wine Industry 
Data Center, Flash Sales, in-depth 
articles and events calendar. Over 
110,000 pageviews and 37,000 
unique visitors monthly. 

ProDucts

the Wines & vines DiFFerence:

Q  integrated marketing solution

Q  Most ad pages in industry

Q  cross platform marketing

Q  Monthly publications

Q  Powerful proprietary database

Q  More than 10 times web traffic
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JANUARY unified trade show issue

close 11/30

additional editorial

Construction

Packaging

Tasting Rooms

Winery Equipment

Q Bonus Distribution:
Unified Symposium

ZAP

DTCS (Direct to Consumer 
Symposium)

FebRUARY Barrel issue

close 1/5

additional editorial

Winery Equipment

Nurseries

Q Bonus Distribution:
WAWGG Annual Meeting
Oregon Wine Industry  
Symposium 
CCWES (Central Coast Wine 
Equipment Show)
SF Chronicle Wine  
Competition Tasting
EWE (Eastern Winery Exposition)

MARch vineyard equipment/tech issue

close 1/25

additional editorial

Packaging

Vineyard Supplies

Bottles

Q Bonus Distribution:
Owning/Operating Winery 
Seminar
VINE Symposium
Central Coast Insights
UC Davis Wine Exec. Program
Rhone Rangers
Fresno State Microbiology Sym.
Texas Wine & Food Festival
EWE (Eastern Winery Exposition)

ApRil oak alternatives issue

close 2/25

additional editorial

Yeasts 

Tanks

Compliance

Q Bonus Distribution:
SF Vintners Market

Hospice Du Rhône

MAY Packaging issue

close 3/25

additional editorial

Vineyard Equipment

Tasting Rooms

Labels

Q Bonus Distribution:
Vineyard Economics Seminar

Anderson Valley Pinot Noir 
Festival

Nantucket Wine Festival

JUNe enology & viticulture issue

close 4/26

additional editorial

ASEV Preview &  
Schedules

Construction

Pest Control

Vineyard Equipment

Q Bonus Distribution:
TAPAS

ASEV

AAWE (American Assoc. of 
Wine Economists)

Direct Shipping Seminar

Alexander Valley Cellars Direct
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JUlY computer technology issue

close 5/25

additional editorial

Barrels

Software

Winery Equipment/
Filtration

Q Bonus Distribution:
Central Coast Wine Classic
WITS
ASEV/ES
BC Enology & Viticulture  
Conference
Organic Winegrowing 
Conference
Wine Bloggers Conference

AUgUst closures issue

close 6/25

additional editorial

Capsules 

Corks

Alternative Closures

Q Bonus Distribution:
Family Winemakers Of 
California

 

septeMbeR Winery & vineyard economics

close 7/26

additional editorial

Winery Equipment/
Filtration

Construction

Real Estate

Q Bonus Distribution:
Wine Industry Financial 
Symposium

Euphoria 

Taste of Sonoma at  
MacMurray Ranch

OctObeR artisan Winemaking issue

close 8/25

additional editorial

Barrels

Bottles

Package Design

Winery Equipment

Q Bonus Distribution:
Martha’s Vineyard Food & 
Wine Festival

NOveMbeR equipment, supplies & services 

close 9/24

additional editorial

Packaging

New Product Listings

Winery Equipment

Advertising

Q Bonus Distribution:
Green Wine Summit

Napa Wine & Grape Expo

Sustainable Ag Expo

Napa Valley Vit Fair

DeceMbeR unified sessions Preview issue

close 10/25

additional editorial

Vineyard Equipment

Barrels

Unified Sessions  
Preview

Q Bonus Distribution:
Unified Symposium

DTCS (Direct to Consumer 
Symposium)

ZAP

(Issue themes, editorial topics and bonus distribution subject to change.)

5

QOver 7,000 bonus copies distributed annually
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Jim Gordon  
editor

Jane Firstenfeld
contributing editor

Kate Lavin 
Production editor

Paul Franson  
senior  
correspondent

Tim Patterson 
Winemaking  
columnist

Cliff Ohmart, Ph.D.  
grapegrowing 
columnist

Peter Mitham 
northwest  
correspondent
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I
’ve always had a great fascination 
with the way a barrel can influence 
the flavor and complexity of wine. 
Your barrel program is just one of 
the many components you have 
to piece together as you go about 

creating your masterpiece, and knowing 
how to choose the right barrel will get 
you that much closer to reaching your 
ultimate goal. 

Research
The first order of business is to start 
doing some research, and a tremendous 
number of options are available to you as 
a winemaker. Taste other people’s wines—
both out of barrels and out of bottles. Try 
to get a feel for what you like and do not 
like about particular wines. Review styles 
that are well perceived in the industry, 
even if they are not to your particular 
liking, and do some research into these 
wineries. Even if you don’t care for some-
thing, you need to know why in order to 
lead your wine in a different direction.

It may also be a good idea to call differ-
ent cooperages. As a prospective buyer, a 
representative will be able to help you re-
view what barrels are available, which are 
recommended for different types of wine, 
and may even be able to tell you what 
specific barrel a given winery is using. 

Tradition
As you go about your research, you’ll 
likely discover that the barrels used in the 
creation of specific wines have a lot to do 
with tradition. Here are a few regions and 
examples of their traditional pairings:
• Northern Rhône—Burgundy barrels
•  Southern Rhône—Burgundy barrels/

larger format
• Burgundy—Burgundy
• Bordeaux—Bordeaux 

•  Australia—American barrels, Bordeaux 
shape/hogsheads
Tradition has a lot to do with wine-

making. Winemakers have spent centuries 
discovering just how to impart a specific 
flavor profile and texture to a wine, and 
they have found the best barrels to use 
in the process. By studying tradition, you 
find a good starting point from which to 
envision how a particular barrel will af-
fect a final product. 

Now it’s time to examine what vari-
ables will affect the different flavors, 
textures and aromatic profiles of your 
finished wine. 

Types of wood
By now you may be wondering: Is there 
anything out there besides French and 
American oak? Of course there is. You 
have Hungarian, Russian and Chinese 
barrels, to name a few more. Woods that 
are not oak—such as acacia, redwood and 
juniper—are beginning to make their way 
into barrel-making as well.

In terms of oak, it can get even more 
specific. Several types of American oak 
are used; Pennsylvania, Missouri, Virginia, 
Minnesota and Oregon are a few sources. 

All of these options are available to 
help you achieve the complexity and 
depth you want in your wine, although 
the sheer number of options can be over-

Jeff Cohn, winemaker for JC Cellars, prides himself on his extensive barrel collection, but he cautions newcomers to experiment a little at a time.

The Basics of Barrel Selection
Advice from a winemaker about matching barrels and wines
By Jeff Cohn

Highlights
 
•  A veteran California winemaker de-

scribes the major options in wine barrel 
selection for beginning winemakers.

•  Tasting widely and inquiring about the 
types of oak used is essential research, 
along with knowing the traditional 
 barrel/varietal pairings.

•  Be aware of trends in barrels, including 
less emphasis on the wood’s origin and 
more on the cooper’s style. 

•  Follow your own instincts rather than sim-
ply copying another winery’s approach.

Barrel Suppliers
whelming. My suggestion would be to not 
overly experiment, but try a little here and 
a little there, until you feel comfortable 
with what your gut instinct can contrib-
ute. After you become familiar with the 
different flavors wood can impart, a little 
bit of instinct can go a long way. 

Barrel size and shape
Is the wine fruit driven, structure driven 
or earthtone driven? These are the sorts 
of questions you should continue asking 
yourself throughout the entire selection 
process. These variables guide all of your 
decision making, including the size and 
shape of the barrel.

A larger barrel will age wine at a slower 
pace, because there is a smaller wood-
to-wine ratio, and certain wines, such as 
Grenache, show better in these barrels. This 
wine is known to be more oxidative; larger 
barrels are more protective of this trait and 
help retain the fruit-forward aspect of this 
varietal. I have also have seen large formats 
used frequently with more fruit-driven 
Zinfandels; 300-, 350-, 400- and 500-liter 
barrels are great sizes to work with.

But again, consider your goals. Perhaps 
you want to age something in a smaller, 
60-gallon (225-liter) barrel to really get 
your ferment in contact with as much 
wood as possible, with the goal of impart-
ing maximum flavor to the final product. 

Again, do your research. Find out 
what traditionally shows well in certain 
size barrels, do some tastings, and then 
let your instinct guide you. I occasion-
ally use large barrels in conjunction with 
60-gallon barrels to help add depth and 
complexity to my wines.

Concrete vessels
Although not a barrel, cement has started 
to become a viable option for many win-

Concrete tanks are sold in a variety of sizes 
and shapes, which control exposure to oxy-
gen. The egg shape is shown here.

For more on barrel suppliers, see Wines & Vines’ 2010
  Buyer’s Guide in print or online at winesandvinesbuyersguide.com.

COMPANY PHONE WEBSITE 
Alain Fouquet French Cooperage Inc. (707) 265-0996 alainfouquet.com
Artisan Barrels (510) 339-0170 artisanbarrels.com
Barrel Builders Inc. (707) 942-4291 barrelbuilders.com
Barrel Depot (612) 290-7427 barreldepot.com
Barrel Mill/Oak Infusion Spiral (800) 201-7125 infusionspiral.com
Barrel’s Best - Vadai World Trade Enterprise (626) 289-8250 vadaiwinebarrels.com
Barrels Unlimited Inc. (562) 438-9901 barrelsunlimited.com
T. W. Boswell (707) 255-5900 twboswell.com
Boswell Co. (415) 457-3955 boswellcompany.com
Bouchard Cooperages (707) 257-3582 bouchardcooperages.com
Brick Packaging LLC (231) 947-4950 brickpackaging.com
Canton Cooperage Co. (707) 836-9742 cantoncooperage.com
Carolina Wine Supply (336) 677-6831 carolinawinesupply.com
Demptos Napa Cooperage (707) 257-2628 demptosusa.com
Gino Pinto Inc. (609) 561-8199 ginopinto.com
Heritage Barrels LLC (775) 473-9970 heritagebarrels.com
I D L Process Solutions Inc. (604) 538-2713 idlconsulting.com
J & J Wholesale (707) 935-9834 barrelbuyers.com
Kelvin Cooperage (502) 366-5757 kelvincooperage.com
G. W. Kent Inc. (734) 572-1300 gwkent.com
Keystone Cooperage (724) 883-4952 keystonecooperage.com
Mel Knox Barrel Broker (415) 751-6306 knoxbarrels.com
Magreñán Cooperage (707) 795-1800 magrenan.es
Meza Barrels Co. (805) 458-7772 qualitywinebarrels.com
Mistral Barrels (Chile) (562) 460-0500 mistralbarrels.com
Mistral Barrels Inc. (707) 996-5600 mistralbarrels.com
Nadalie USA (707) 942-9301 nadalie.com
Oak Tradition (707) 318-0002 oaktradition.com
Oceans of Wine Supply Inc. (732) 240-4993 oceansofwine.com
Pickering Winery Supply (415) 474-1588 winerystuff.com
Premier Wine Cask (800) 227-5625 premierwinecask.com
Rich Xiberta USA Inc. (707) 795-1800 xiberta.com
Seguin Moreau Napa Cooperage Inc. (707) 252-3408 seguinmoreaunapa.com
StaVin Inc. (415) 331-7849 stavin.com
Tonelería Quercus (707) 746-5704 vinoak.com
Tonnellerie Bel Air (707) 987-8905 tonnellerie-bel-air.fr/index.
  php/en_us/accueil
Tonnellerie Berger & Sons (335) 564-19690 tonnellerie-berger.com
Tonnellerie Berthomieu (Groupe Charlois) (707) 968-0664 tonnellerie-berthomieu.com
Tonnellerie Boutes (510) 799-1518 boutes.com
Tonnellerie de Jarnac USA (707) 332-4524 tonnellerie-de-jarnac-16.com
Tonnellerie Ermitage (Groupe Charlois) (707) 968-0664 tonnellerie-ermitage.com
Tonnellerie Garonnaise (510) 799-1518 garonnaise.com
Tonnellerie Leroi (707) 508-5006 leroibarrels.com
Tonnellerie Mercier (707) 967-9645 tonnellerie-mercier.com
Tonnellerie Ô (707) 752-6350 tonnellerieo.com
Tonnellerie Quintessence (707) 935-3452 tonnelleriequintessence.com
Tonnellerie Radoux USA (707) 284-2888 radouxcooperage.com
Tonnellerie Remond (707) 935-2176 
Tonnellerie Saury (707) 944-1330 sauryusa.com
Tonnellerie Sirugue  sirugue.com
Tonnellerie Sylvain (707) 259-5344 
Trust International Corp. (561) 540-4043 barrelmakers.com
Vino Vessel Inc. (805) 238-2676 vinovessel.com
VinOak USA (707) 746-5704 vinoak.com
World Cooperage (707) 255-5900 worldcooperage.com

W I N E M A K I N G W I N E M A K I N G

stateMent 
As the most established and trusted wine trade publication, Wines & Vines has always 
been the leader in providing in-depth, comprehensive coverage for the entire wine and 
grape industry.

Wines & Vines is a brand relied upon by its readers to help them stay on top of the 
industry and ahead of their competitors.

content 
Our editorial content is well balanced to 
serve our readers—the industry decision 
makers—with insightful reporting on all 
segments of the industry. Our readers con-
firm that Wines & Vines provides a one-stop 
source for comprehensive winery, vineyard, 
marketing and management coverage.

Distinction 
The magazine’s distinction is in our cover-
age of local wine regions across North 
America (featuring our exclusive Wine East 
section) as well as the booming Boutique 
industry. Because 93% of all wineries in 
North America produce 25,000 or fewer 
cases per year, our unique Boutique and 
Regional coverage provide the majority of 
the industry with specialized winemaking, 
grapegrowing and marketing innovations 
for smaller wineries and those in up-and-
coming wine regions. (Please see the 
special Regional Editorial section of this 
media kit for full details.)

The Wines & Vines Data Center provides 
industry leading data trends on Direct to 
Consumer wine shipments, off-premise 
wine sales data and overall market analy-
sis to help inform and educate.

eDitorial coverage incluDes:

Q  Winemaking and grapegrowing 
techniques and innovations

Q  comprehensive coverage of 
the booming Boutique winery 
industry

Q  complete regional news and 
features on wine regions 
throughout north america

Q  sales and marketing trends  
and techniques

Q  Personnel, management and 
finance news

Q  Market research and leading 
indicator data for wineries  
and suppliers.

For full staff bios, go to www.winesandvines.com

T H E  VO I C E  O F  T H E  W I N E  I N D U S T RY      W W W. W I N E S A N DV I N E S . C O M          O C TO B E R  2 0 1 0

PLUS
Oregon’s Adelsheim,  

Deluxe Packaging, 
Spanish Varieties

WHAT MAKES 
GREAT WINE? 
How winemakers pursue perfection  24

WINE EAST 48
Brett Detection 

A R T I S A N  W I N E M A K I N G  I S S U E

New Scan Measures 
Oak Grain  38

Coppola Applies  
Phenolics Assay  44

93% of wineries  
in North America  
produce 25,000  
or fewer cases  
per year

Clark Smith 
Winemaking  
columnist

Glenn McGourty 
grapegrowing 
columnist
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regional eDitorial 
Wines & Vines has identified important regional market sectors and enhanced our re-
porting to meet the demands of an increasingly specialized and competitive industry.

In addition to our continually strong coverage of prominent California wine regions like 
Napa and Sonoma, Wines & Vines has devoted extra pages each month to expanded 
regional editorial coverage. The focus of this editorial section is on regional areas out-
side of Napa and Sonoma—where 75% of U.S. wineries exist, accounting for more than 
70% of total U.S. production.

Wines & Vines has always focused on emphasizing the winemaking process, grapegrow-
ing techniques, new product and technology announcements, and news directed at a 
national audience. We now provide that same level of coverage on a localized basis to 
address the unique challenges facing many regions of the wine industry.

75% of U.S. wineries exist outside of Napa & 
Sonoma, accounting for more than 70% of total 
U.S. production.

regional eDitorial incluDes:

Q  notable local wineries and  
companies that have helped  
put new or lesser-known  
winemaking regions on the 
industry radar screen.

Q  regionally specific viticulture 
and winemaking considerations.

Q  sales and marketing strategies 
of regional wineries to their  
local and national markets.

Q  local supplier, service and 
equipment news and  
announcements.

regional Wine Markets 
While there are many principles that apply to the wine industry on a national level, 
there are also numerous topics that need to be considered on a regional basis. 
For instance, problems facing grapegrowers—such as biological pests and climate 
challenges—need localized, not broad-scope solutions. Similarly, sales and marketing 
techniques, as well as winery and vineyard issues differ widely when considered on a 
regional level.

The wine industry needs specialized information relevant to local conditions to be suc-
cessful in today’s marketplace.

Wines & Vines provides that unique solution.

Wine east section 
To enhance our regional editorial position, Wines & Vines 
magazine provides a Wine East section, featuring respected 
Wine East editors Linda Jones McKee and Hudson Cattell and 
their team of experienced contributors, reports on all aspects 
of the Eastern North America wine industry. With each monthly 
issue of Wines & Vines, we devote extra pages for the Wine 
East section, bringing more content in addition to the broader 
industry coverage for which we are known. Identifying that 
industry members in each region have their own challenges and 
need their own solutions, the Wine East section brings stories 
on winemaking, grapegrowing, and marketing trends that are 
especially relevant to the Eastern region of North America. 
Wines & Vines is proud to deliver comprehensive reporting on 
all aspects of the industry—now further strengthened with our 
leading Eastern regional content.

WA ID

BRITISH COLUMBIA

Seattle

Yakima

Spokane

Artisan Wine 
Company

OR

Vancouver
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Basic Hoe comes with a 
Hillup and a Takeaway 
Blade. Additional attach-
ments include .3 Tooth 
Cultivator, Undercutter 
Blade, Rotary head, 
"NEW" Rolling Cultivator 
and "New" Graft Brush.

6645 West Main Road
Portland, NY 14769

PHONE (716) 792-9433
FAX (716) 792-9434

WWW.GREENHOECOMPANY.COM

GREEN GRAPE HOE
Specialized Tools For Vineyards

GreenHoe_1/6_Apr09.qxp  2/3/09  12:47 PM  Page 1 ElectroSteam_June08  4/8/08  2:40 PM  Page 1

A Study in Riesling
How three winemakers collaborate on Tierce in the Finger Lakes   

By Ray Pompilio

produced in the Finger Lakes region of New 
York by three wineries, Anthony Road Wine 
Co. and Fox Run Vineyards in Penn Yan, 
and Red Newt Cellars Winery in Hector. 
This article explores how the three parts of 

this special Riesling are grown, vinified and 
then blended by the three winemakers. 

The concept of Tierce began in late 
winter 2005, when the three vintners—
Johannes Reinhardt of Anthony Road, 

Peter Bell of Fox Run, Johannes Reinhardt of Anthony Road and Dave Whiting of Red Newt (from 
left) blend lots from each of their wineries to create Tierce, a Finger Lakes, N.Y., Riesling.

NEW YORK

Buffalo

Lake Ontario

Syracuse

New 
York

Finger Lakes

PA
CT

MA

VT
ON

NJ
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Cayuga 
LakeKeuka 

Lake

Canandaigua
Lake

Seneca Lake

Owasco 
Lake Skaneateles

Lake

Otisco 
Lake

Red Newt 
Cellars

Fox Run 
Vineyards

Anthony Road 
Wine Co.

J
ust what is a tierce? My dictionary 
defines it as several things—the 
third of seven canonical hours; the 
time of day set aside for prayer, 

usually the third hour after sunrise; a 
former measure of liquid capacity, equal 
to a third of a pipe, or 42 gallons; and a 
sequence of three cards of the same suit. 
The Tierce of this article, however, is an 
ultra-premium dry Riesling, collaboratively 
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Contact us for a free quote.
www.WeMakeTheTanks.com

info@atlanticweldingllc.com ) (609) 641-1966

Custom Built  
Stainless Steel Tanks  

We Make the

Since 1960

Peter Bell of Fox Run and Dave Whiting of 
Red Newt—met for a tasting of their 2004 
Riesling lots. They each had numerous lots 
from different vineyards, press fractions and 
yeasts from which they would make their 
own individual wines. Whiting explained, 
“It was our primary goal to take some time 
to taste, discuss and share knowledge 
and experiences about our practices and 

perspectives of winemaking…that is making 
Riesling in particular. We had a great, infor-
mative tasting, and at some point Reinhardt 
said, ‘We should make a wine together!’ We 
thought it sounded like a lot of fun, and felt 
it could be educational as well, so we did 
it. Over the next few months, multiple tast-
ing and blending sessions yielded our first 
vintage—2004 Tierce.” 

Anthony Road

Reinhardt, who has been head winemaker 
at Anthony Road since 2000, tries to 
spend about three weeks cluster thinning 
in late July and early August. By the end 
of August he taste tests grapes twice each 
week, looking for focus and elegance, not 
wanting the fruit to be fat, plump or broad. 
The magic word for Reinhardt is balance. 
Grapes for the trio’s Tierce are chosen ac-
cording to development, not site, and his 
key is acid backbone. 

His grapes average between 7.5 and 9.5 
g/L of acid, depending upon vintage. In 
2007, an uncommonly warm and dry year, 
fruit came in as low as 7 g/L. If the grapes 
get too close to 10 g/L, they show too much 

acid impact and exhibit coarser, grassy 
elements. Improved vineyard management 
techniques, along with vine maturity, enable 
Anthony Road Rieslings to exhibit greater 
depth and complexity while aging better, 
according to Reinhardt.

In making his Riesling, Reinhardt in 
some cases chooses to macerate for up to 
24 hours. In 2008, the grapes began to 
macerate and went directly from the bins to 
press via conveyor. Pressing is determined 
by taste, with an average of 2 to 2.5 hours 
with a gentle cycle. Reinhardt said, “I want 
to see flesh on its bones,” with a touch of 
sweet fruit, especially for aging purposes. 
The fruit flavor profile ranges from ripe 
pear to peach to mango. He has changed 
his philosophy on sweetness in the last 
four years, allowing a bit more residual 
sugar while treating the grapes more gently 
in processing. Reinhardt will sometimes 
change the production style depending 
upon the vintage. Like his Tierce “broth-
ers,” he employs intuition and experience 
to determine style and finish.

Reinhardt did numerous lot trials for com-
plexities in blend-backs, and the resulting 

  Wine East HIGHLIGHTS:

•  New York winemakers from Anthony 
Road, Fox Run and Red Newt try to 
blend a wine that shows traits of the 
three contributing wines, yet creates a 
more complete synergy. 

•  In December, the trio tasted 36-40 lots 
of their 2008 Rieslings. The group nar-
rowed the range to two lots from each, 
and later determined the proportions of 
those six for the final blend.

•  The resulting wine, Tierce, highlights the 
“spice” from each of the three wineries.

 WineEast Winemaking  WineEast

JUne

N E W S  O F  G R A P E S  A N D  W I N E S  I N  E A S T E R N  N O R T H  A M E R I C A

p60

R
State tax contributions will more than double, supporting wine research, education and promotion
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2012 Media Kit | MAGAZINE CIRCULATION

circulation overvieW 
n Wines & Vines focuses on quality read-
ership. Wines & Vines combines a circula-
tion of over 5,000 with a focused reader-
ship that reaches the right audience.

n Since Wines & Vines is targeted to 
winemakers and grapegrowers, your ad-
vertising message is presented directly  
to decision makers and influential  
industry leaders. 

n Above and beyond our audited circula-
tion, Wines & Vines distributes more than 
7,000 bonus copies throughout the year 
at important industry events.

n In addition to our strong circulation 
in the largest traditional California wine 
regions, Wines & Vines has excellent cov-
erage of wineries and growers in regions 
outside of Napa and Sonoma—where 75% 
of U.S. wineries exist, accounting for more 
than 70% of total U.S. production.

circulation By the nuMBers:

Q  average Monthly circulation 
count = 5,009

Q  annual Bonus copies = 7,755

Q  average readers Per copy = 2.3

Q  issues Per year = 12

Q  total Media impressions Per 
year = 138,248

Pacific 
62%

Mountain 
4%

West So. Central  
4%

East So. 
Central  
1%

South Atlantic  
6%

Middle 
Atlantic 
7%

New England 
2%

West No. 
Central 3% East No. 

Central 6%

Wines & Vines Geographic Circulation Breakdown

PuBlisher’s stateMent, nov 2011

n With an average pass-along readership 
of 2.3 readers per copy, total readership is 
more than doubled each month.

n A study of Wines & Vines subscrib-
ers confirms that 95% of our subscribers 
read the magazine on a regular basis. Our 
subscribers have a long history of brand 
loyalty to Wines & Vines.

* Winery category includes Wineries and Winery Growers.
* Grower category includes Growers and Vineyard Mgmt 
firms.

* Others Allied to the Field includes qualified recipients at 
wine associations, government agencies, law firms, account-
ing firms, retailers, advertising/media agencies, education, 
banking, restaurants and others allied to the field.

Winery/Grower 62%

Distributor 
2%

Supplier  
11%

Grower 
15%

Other  
25%

Winery  
47%

circulation DeMograPhics  
by Business type

5% international
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2012 Media Kit | DIGITAL AND MOBILE ADVERTISING OPPORTUNITIES

Wines & Vines offers many digital and mobile advertising options. Engage readers and drive business with 
memorable and dynamic selling tools.

Digital aDvertising Features

n URLs and email addresses are automatically hot linked

n Any image or text can be turned into a custom hot link

n URL click-throughs are trackable

n Any ad can be enhanced with rich media (audio, video, demos, surveys)

n Streaming/dynamic ads can be placed into and around the digital edition

n Readers can share ad content and post to a blog or social network

Digital aDvertising oPtions

MoBile aPP aDvertising
On-the-Go Advertising platform is designed to accommodate logos, messages and links to improve advertising results.

cover sponsorship—Reinforce sales message by engaging 
reader right away.

Blow-in—The digital blow-in functions like a print blow-in or 
bind-in card. It intercepts the reader with a direct response of-
fer, steering the respondent to a fulfillment or e-commerce  site.

leaderboard ad—Banner ads can be placed within the user 
interface, surrounding the digital edition. A banner can also 
reinforce a custom welcome page or cover sponsorship.

Multimedia—On-Demand videos and streamed media are 
activated when the viewer clicks to play (or can launch auto-
matically). Immediately engaging, these videos add sound 
and sight.

Button Drawer ad—Rectangular ads found in the left drawer 
area under the Table of Contents.

Belly Band—Like their print counterpart, they overlay a 
spread of pages and visually wrap around content.

cover 
sponsorhip

leaderboard ad

Blow-in Belly Band

Multimedia

Button Drawer ad

launch images 
This page appears when app opens, 
allowing for advertising sponsorship. A 
customizable image, along with sponsor-
ship text, enhances brand recognition.

Banner ad
Banner ad

Banner advertising 
Prominent space for advertising allows for 
customizable text, imaging and hyper-link 
to website.

Multimedia 
Rich media sponsorship and branding op-
portunities such as video, 360° animation 
and slideshows.

Please contact your advertising representative to discuss custom opportunities and pricing.
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Carolina Wine Supply
Contact(s): Angie Owens, Pres. (angie@carolinawinesupply.com); 
Gil Owens, V.P. (gil@carolinawinesupply.com); Gray Draughn, 
Sls. (gray@carolinawinesupply.com); Daisy King, Sls. (daisy@
carolinawinesupply.com)
PO Box 2404
Yadkinville, NC 27055
Location: 406 West Maple Street, Yadkinville, NC 27055
Telephone: (336) 677-6831     Fax: (336) 677-1048
E-mail: sales@carolinawinesupply.com
Website: www.carolinawinesupply.com
Brands: All World Scientific laboratory supplies, Bucher-Vaslin 
Presses, Costral Bottling Lines, Cummins-Wagner Air-Diaphram 
pumps, Delta Destemmers/Crushers, DSM yeast products, Enartis 
yeast products, Hoover Tanks, Juvenal Corks, Marchisio, McClain 
Ozone, ZORK closures
Offerings: We provide complete crush pad/reception equipment 
including service. Yeast, enzymes, nutrients.  Chemicals, labora-
tory equipment and supplies. Bottles, corks and capsules.

2012 Media Kit | ANNUAL DIRECTORY/BUYER’S GUIDE

Published each year, the Wines & Vines Annual Directory/Buyer’s 
Guide is the industry standard for providing comprehensive infor-
mation (over 40,000 industry listings) for the entire North Ameri-
can wine industry. This impressive guide includes the following:

Buyer’s guide—(Available in print and online) Listings of leading industry 
Equipment Suppliers and Service Providers. This section provides expansive 

category listings, enabling you to find—with ease and precision—exactly the 
product or service you are looking for. This section is a compilation of the 
most reliable and trusted supplier companies in the industry, and is where 
wine industry decision makers turn to make purchasing decisions.

Wineries—(Available in print and online) Winery listings in the United States, 
Canada and Mexico, giving you complete information on over 7,000 virtual and 
bonded wineries in North America. Each winery listing includes: address, tele-

phone and fax numbers, e-mail and website addresses, personnel contact 
names with job title, and winery production details.

growers—Section featuring winegrape growers with contact information, 
top varietals, acres planted and viticultural areas.

Direct shipping—Direct shipping compliance, outlining required licenses, 
taxes, distributor relationships, state laws and regulations on wine shipping.

Distributors—An exhaustive list of over 800 distributors by state.

essential industry contacts—Including Trade, Winery and Grower Associa-
tions, U.S. Grape Crop Authorities, Government Agencies, Wine Competitions, 
University Courses, Wine Writers, Wine Retailers, PR Companies, Custom Crush 
Facilities, Industry Phone Book.

Multiple company listings in Print and 
online—By advertising, your company will  
receive free listings in our print and online  
Directory/Buyer’s Guide in multiple categories.

Power of Print and online advertising—
Your advertisement can be placed both in print 
and online—and positioned with your company 
listings—to maximize the delivery of your prod-
ucts and services to potential customers.

cross Media opportunity—By advertis-
ing in the Wines & Vines print and online 

Buyer’s Guide, your company will benefit from a Cross Media 
Campaign (combined print and web advertising). Studies show 
that Small and Large B2B advertisers report a 28% higher lead 
generation effectiveness when using Cross Media Campaigns.*

Massive resource—With over 800 pages and over 40,000 
winery, distributor, association, supplier, product and service 
listings, virtually everything in the industry is listed in—and sold 
through—the pages of the Annual Directory/Buyer’s Guide.

Bonus advertising online—Premium spotlight ad-
vertisers qualify for a complimentary 12-month half page 
banner ad (300 x 600 pixels) on Buyer’s Guide website in 
your product category.

Proven record, long shelf 
life—Each year, nearly 500 success-
ful companies advertise in the Buyer’s 
Guide. Easy to use and built to last, 
it’s referred to year-round and adver-
tisements receive repeat exposure to 
wine industry decision makers.

Frequency Discounts—Apply when you make the Annual  
Directory/Buyer’s Guide part of a complete marketing campaign 
with Wines & Vines magazine and winesandvines.com. See the 
Advertising Rates section of this media kit for frequency details.

Most advertising Pages—Each year, the Wines & Vines  
Annual Directory/Buyer’s Guide consistently has nearly three 
times as many paid advertising pages as our competition.  
Our advertisers know which publication gets results.

*Study conducted by Outsell; a research and advisory firm dedicated to the publishing, information, and education industries.

aDvertising
The Wines & Vines Annual Directory/Buyer’s Guide is the most reliable where-to-find-it index in the wine industry. It’s the place 
where purchasing decisions are made. Here’s why companies like yours use the Annual Directory/Buyer’s Guide to reach their 
customers and prospects:
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WeB traFFic groWth  
Jan 08 - Dec 11 Monthly traffic

January 2008

Unique Visitors

December 2011

37,803Page Views

110,366

17,151

53,140

WINESANDVINES.COM
News, Features and the leading industry Directory/Buyer’s Guide site

vieWer DeMograPhics  
By Business type

Retailer/Restaurant 3%

Winery 27%

Supplier/ 
Manufacturer  

17%

Associations/Education/ 
Agencies 7%

Distributor/ 
Wholesaler/Importer 7%

PR/Advertising 3%

Grower 
36%

Winery 
48%

Supplier/ 
Manufacturer  
17%

Source: Google Analytics, compete.com

Winery 27%

Winery/ 
Grower  

21% Grower 
15%

Most Web traffic—Our site receives more then 10 times more page views and unique visitors than any competing industry sup-
plier directory site.

advertiser Favorite—Advertisers book space an average of 5+ months.

online & Print combo —Only Wines & Vines brings you the powerful combo of print and online advertising and content. (59% of 
Americans get information from both offline and online sources according to the Pew Research Center)

online listings 
Three levels of listing types are available to all industry suppliers

PreMiuM sPotlight ($1,800 value)
Logo, video, premium appearance, web link, contact info,  
employee info, company summary, spec sheets, photos, product 
reviews, company news, multiple category placement.

Company and category searches return spotlight listings first.

QNew: Premium spotlight advertisers qualify for a complimentary 
12-month half page banner ad (300 x 600 pixels) on Buyer’s Guide 
website in your product category.

stanDarD ($221-1,799 value)
Logo, web link, contact info, employee info, company summary.

Company and category searches return standard listings second.

Basic (free to all industry suppliers)
Includes company name and address.

Company and category searches return basic listings last.

QListing types based on advertising levels in print/online Buyer’s Guide. Contact your ad rep (see page 12) for more information.
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2012 Media Kit | WINESANDVINES.COM—SPACE RATES, PLACEMENT, SPECS

aDvertising rePresentatives:

Marsha tabb (east)
215.794.3442 • F:215.794.2247
marshatabb@comcast.net

Jacques Brix (West)
707.473.0244 • F:707.473.0346
jbrix@winesandvines.com

hooper r. Jones (Midwest)
847.486.1021 • F:847.486.1025
hooperhja@aol.com

David Bayard (international)
973.822.9275 • F:973.822.9273
dave@bayard.com

oPtion 2 PlaceMent
headlines home  
& headlines  
individual Pages

Headlines Features:
•  Original Daily News 

Headlines
• Calendar of Events
• Reader Comments
•  Winery and Supplier 

Quick Searches
• Wine Review Weekly

(B) (a)

(a)

(a)

(a)

(B)

More (A) 

ad spaces 

available

oPtion 3 PlaceMent
1.) supplier Pages
2.) Winery Pages
3.) Phonebook Pages

Directory/Buyer’s  
Guide Features:
• Supplier Search
• Winery Search
• Phonebook Search
• Supplier Videos
• Product Reviews
• Supplier News

(a)

(a)

(B)

More (A) 

& (C) ad 

spaces 

available

(c)

(c)

(c)

(C) only  
available on 
Directory/ 
Buyer’s Guide 
Pages.

WeB DisPlay aD
Monthly rates 1x 4x 7x 13x 20x
roadblock/non-rotating
(a)  135 X 190 pixels $730 $650 $605 $535 $440

(B)  468 X 60 pixels $730 $650 $605 $535 $440

(c)* 135 X 122 pixels $490 $435 $410 $360 N/A

rotating
(a)  135 X 190 pixels $365 $310 $290 $260 N/A

(B)  468 X 60 pixels $365 $310 $290 $260 N/A

(c)* 135 X 122 pixels $245 $210 $195 $175 N/A

roadblock Placement: Roadblock ads will automatically be placed  
in best position available.

rotating Placement & Pricing: 4 rotating ads per position, 15 minutes 
per ad per hour. Rotating ads subject to position availability.

(c)* format only available on Directory/Buyer’s Guide pages.

Frequency Discount: Web Display advertising combines with print 
advertising for frequency discounts.

Web file formats accepted: .jpg, .gif, and animated .gif (6 slide  
maximum). Please keep file size less than 100kb. Please provide  
the link you would like associated with your ad.

(a)

135

19
0

(B)
468

60

(c)

135

12
2

(C) only  
available on  
Directory/ 
Buyer’s Guide 
Pages.

oPtion 1 PlaceMent
home Page

Homepage Features:
•  Original Daily  

News Headlines
• Feature Articles
• Columns
• Calendar
• Reader Comments
•  Winery and Supplier 

Quick Searches
• Wine Review Weekly

(B)

(a)

(a)

(a)

(a)

More (A) 

ad spaces 

available

(B)

(B)

65 Mitchell Blvd., Ste. A • San Rafael, CA 94903  
P (866) 453-9701  F (415) 453-2517 • winesandvines.com
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2012 Media Kit | ONLINE MARKETING SYSTEM (OMS)

The Wines & Vines Online Marketing System (OMS) is the industry standard marketing application.  
Powered by the wine and grape industry’s leading database—WinesVinesDATA—the OMS is designed  
to help companies:

uimprove marketing effectiveness

uManage customers and sales territories 

uidentify and contact new winery customers

The Wines & Vines OMS is available in two versions: OMS-Advanced and OMS-Basic.  
OMS-Advanced provides a number of powerful enhancements, tools and frequency 
updates. Customers have access to:

Winery parent/child hierarchy linkage
n create searches based on related enterprises, winery company’s, bonded & virtual 
wineries, and brands
n determine the best point of entry for your company’s sales and marketing strategy

expanded search & reporting
n custom crush (yes/no) n sell grapes (yes/no)      n bottle price
n vineyard (yes/no) n new wineries to OMS

actual production level
n search by actual case production numbers instead of ranges
n reports generated include exact case production figures

territory management—3 levels
n manage sales with criteria specific to your company by  
assigning custom attributes to wineries
n generate reports such as customized sales territories  
based on region, winery size or type of account

Monthly updates
n see new wineries as they are added to database
n access key personnel changes and new contact information
n stay updated on winery production changes

oMs-aDvanceD

POWER  
MARKETING
Enhance your Wines & Vines 
advertising campaign by  
adding the power of the  
Online Marketing System  
to your sales and marketing 
strategy. Taking advantage of 
this Cross Media opportunity 
will help increase lead gen-
eration and effectiveness.

The OMS data export functions were created with compatibility in mind. They allow 
users to easily import data into existing databases, CRMs and online e-blast applica-
tions such as Vertical Response or Constant Contact. For full product detail, see OMS 
Product Guide or go to www.winesandvines.com/oms for video demo. 

This extremely powerful web-based tool is used by wine and grape 
industry suppliers, associations, distributors, growers and direct wine 
shipping companies to market their products and services to wineries. 
Because the OMS is a web-based application, it can be accessed from 
any web browser, there is nothing to install and the OMS is continually 
upgraded to the latest version at no additional cost to customers.

The Wines & Vines OMS enables users to create and save searches 
using multiple selection criteria to get highly targeted results. Search 
results easily output into advanced report types, including multi-
line index reports, mailing labels and downloadable data exports. 
Reports include winery name, personnel (title and function), winery 
address, telephone numbers, e-mail addresses, bonded or virtual 
winery status, brands and winery case production. Searches can be 
updated with new criteria, and multiple searches can be grouped for 
single output.

oMs Data availaBle:

7,834 
Number of bonded and virtual  
wineries in North America

19,168 
Number of individual winery contacts

8,944 
Number of individual winery contact 
email addresses

16,022 
Total number of email addresses

1,964 
Average number of monthly data 
updates

pRiciNg

oMs Basic $950

oMs advanced $2,000 (billed 
quarterly with $500 initial fee)

Current OMS clients can  
add GOMS for $500/year. 

Current GOMS clients can  
add OMS for $500/year.

Subject to contract agreement

*Grower Online Marketing System (GOMS) also available.
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2012 Media Kit | eNewsletter—Tasting Room Focus: Advertising Opportunites

neWsletter Delivery

reach: Sent to 8,886 winery tasting room contacts at U.S. wineries. Sourced from 
our proprietary database that contains over 32,000 individual contacts.

Who: Highly targeted delivery to thousands of winery tasting room  
decision-makers.

targeted: By winery size and contact function. Function-driven marketing is  
proven to deliver significantly better sales and direct response results.

currency:  Our researchers update and add new contacts to winery database daily. 

Sign up now to advertise in the Tasting Room Focus (TRF) enewsletter. With 
analysis, best practices and trends, the TRF enewsletter provides focused resourc-
es for tasting room decision-makers. By advertising, you reach exactly the right 
targets that will drive direct response to help sell your tasting room products. 
uTargeted   uTrackable   uCost-Effective

neWsletter content 
Tasting Room Focus provides original information directed at tasting room personnel  
to help improve sales, efficiencies and understand current trends of the DtC channel.  
Tasting Room Focus includes:

n Latest Direct-to-Consumer (DtC) and Wine Flash analysis

n Tasting Room Trends

n  WISE Bites: expert advice and tips on tasting rooms, inside sales,  
wine clubs, online marketing, data metrics and leadership. 

suPPlier oPPortunities 
Featured Supplier showcase provides  
opportunities to promote products and  
services driven at tasting room activity.

Promotion includes:

n Company logo or product shot

n  Product description and special offer

n Link to product website 

n  Social Media: newsletter circulated  
on the Wines & Vines social media  
community through Facebook,  
Twitter and LinkedIn

n Buyer’s Guide Online Placement:
•standard company profile
•rotating featured supplier logo
•product video

the Wines & vines DiFFerence:
Q  cross-platform advertising
Q  Proprietary industry database
Q  contact function-driven marketing
Q  original content and analysis
Q  More than 10 times web traffic

Frequency 
Monthly email newsletter

File & content requirements 
 • Logo/product file as .gif or .jpg, RGB, 72dpi
 •File max 100kb, 100px wide by 130px vertical
 •Description up to 140 characters
 •Title up to 8 words
 • Provide web address, phone number, and link 

associated to product page

Pricing 
$75 month – National distribution
$50 month* – Regional distribution  
(*pick one region)
 •California
 •Northwest (WA, OR)
 •Central & East

Marsha tabb (east)
215.794.3442 • F:215.794.2247
marshatabb@comcast.net

Jacques Brix (West)
707.473.0244 • F:707.473.0346
jbrix@winesandvines.com

hooper r. Jones (Midwest)
847.486.1021 • F:847.486.1025
hooperhja@aol.com

David Bayard (international)
973.822.9275 • F:973.822.9273
dave@bayard.com

Winery Annual Case Production by Range

3% Medium 
(230)

1% Large 
(50)

39%
Limited Production 

(2,856) 

38%
Very Small 

(2,890)

18% Small 
(1,366) U.S. Wineries

(7,392 total)

Large 500,000+ cases 
Medium 50,000 to 499,999 cases
Small 5,000 to 49,999 cases
Very Small 1,000 to 4,999 cases
Limited Production < 1,000 cases

Source: WinesVinesDATA, 4/2012

aDvertising rePresentatives:
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2012 Media Kit | Winery Product News: Advertising Opportunites

neWsletter Delivery

reach:
Sent to 9,007 winery and grower decision-makers at U.S. Wineries. 
Sourced from our proprietary database that contains over 32,000  
industry contacts.

Who: Highly targeted delivery to winery and grower decision-makers.

targeted:

By winery size and contact function (winemakers, cellar/production, 
growers, president/owner/general managers, sales & purchasing). 
Function-driven marketing is proven to deliver significantly better  
sales and response rates.

currency: Our researchers update and add new contacts to winery database daily.

Sign up now to advertise in the Winery Product News (WPN) enewsletter.  
By advertising, you reach exactly the right winery and grower decision- 
makers, twice per month, to help sell your products and services. 

neWsletter content 
Winery Product News provides cutting edge and just released new equipment, prod-
ucts, services and product videos. WPN helps keeps the industry informed on the latest 
technologies to help produce wine, grow grapes and operate their winery businesses.

Frequency 
Semi-monthly (2x) email newsletter
Monthly magazine (supplier advertising 
opportunities available)

Pricing 
$350 per month

File requirements 
 • File size 135 x 190 pixels
 • File Formats accepted: .jpg, .gif.

 •File sizes should be less than 100kb.

 • Please provide the link you would like 
associated with your ad.

Marsha tabb (east)
215.794.3442 • F:215.794.2247
marshatabb@comcast.net

Jacques Brix (West)
707.473.0244 • F:707.473.0346
jbrix@winesandvines.com

hooper r. Jones (Midwest)
847.486.1021 • F:847.486.1025
hooperhja@aol.com

David Bayard (international)
973.822.9275 • F:973.822.9273
dave@bayard.com

Winery Annual Case Production by Range

3% Medium 
(230)

1% Large 
(50)

39%
Limited Production 

(2,856) 

38%
Very Small 

(2,890)

18% Small 
(1,366) U.S. Wineries

(7,392 total)

Large 500,000+ cases 
Medium 50,000 to 499,999 cases
Small 5,000 to 49,999 cases
Very Small 1,000 to 4,999 cases
Limited Production < 1,000 cases

Source: WinesVinesDATA, 4/2012

aDvertising rePresentatives:

suPPlier oPPortunities

n Banner advertising

n  Product videos

n Link to product website 

n  Social Media Distribution:  
newsletter circulated on the  
Wines & Vines social media  
community through Facebook, 
Twitter, LinkedIn and YouTube

n Buyer’s Guide Online Placement:
• Standard company profile  
(can be combined with other  
advertising to achieve Premium 
company profile)

• Rotating featured supplier logo

•Product video
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MAgAZiNe
reach Decision Makers
Brian crettol, sales Director,  
sunridge nurseries, Bakersfield, ca 
“I advertise in Wines & Vines because it 
helps me reach the people making the 
decisions that affect the vineyard, which 
impacts my sales and my bottom line.”

unBeataBle aDvertising value
ed Barr, President, P&l specialties, 
santa rosa, ca 
“We advertise in Wines & Vines because 
we see our customers reading it! They’re 
reading Wines & Vines because of the 
great format and variety of articles. We 
get great ad placement and super cus-
tomer service. I think it’s an unbeatable 
advertising value.”

First PuBlication i reaD
James Page, Winery owner, Page  
cellars, gig harbor, Wa 
“I’m limited on time, so Wines & Vines is 
the first publication I read. It offers the best 
perspective on trends in the industry, new 
products and marketing issues. I don’t have 
to read 20 publications to get all of the in-
formation I need. It’s all in Wines & Vines!”

Best aDvertising success story
charlie arroyo, sales & Marketing  
redback Boots usa, escondido, ca 
“Thank you and your publication (Wines 
& Vines) for the great exposure of our 
products. This has to be one of our great-
est success stories within our advertising 
campaign, which also pays tribute to your 
magazine. In the first month alone, we have 
received 100 orders and still counting. We 
are able to track the orders by the Sales 
Code coupon used when purchasing, and 
like I said, it has really sky rocketed.”

only Magazine our coMPany 
aDvertises in
David Bowyer, President, vintage 99 
label, livermore, ca 
“Wines & Vines is the only magazine our 
company advertises in because it works! 
It is a good value with good response 

corks, glass, labels, I’m amazed how I can 
find phone numbers and contact names. 
It’s a wonderful tool. Wines & Vines is an 
industry standard.  I’ve used the Buyer’s 
Guide for years and years and have come 
to trust it. I’m delighted.”

key reFerence For suPPliers
tom Mackey, Director of Winemaking, 
st. Francis Winery & vineyards,  
santa rosa, ca 
“For over 25 years, I’ve been using the Di-
rectory as a key reference for both produc-
tion supplies and suppliers. It’s well used 
by the time the new Directory comes out.”

tool For Marketing our ProDuct
Paul a. Doyle, north america sales  
Manager, c & e closures, Fairfield, ca 
“We use the Wines & Vines Directory for a 
variety of reasons. The most important is to 
let industry professionals know who, what & 
where we are. We use it as a tool for mar-
keting our product to potential clients.”

OMs
raving aBout eFFectiveness
Peter rosenfeld, Marketing Director  
harry & Davis & co, Pittsburgh, Pa
“We used the OMS to promote a wine 
industry auction. With your database, we 
hit the right people that had not been on 
our lists. After sending out our promo, our 
phones were ringing off the hook.  Emails 
were pouring in. The event was an undeni-
able success.”

thousanDs oF neW Wineries
Mark zappala, ceo, winepicks,  
sewickley, Pa
“We are very pleased with our decision 
to purchase the Wines & Vines OMS. It 
integrated easily into our system, and pro-
vided us with thousands of wineries that 
weren’t even on our radar.”

PaiD For itselF right aWay
Frederique Mary, owner, Wine-n-gear, 
sonoma, ca 
“Your winery database was very useful and 
paid for itself after our first email blast.”

rates, offers great customer service, and 
in the end, has helped our company grow. 
It’s really the only advertising vehicle we 
need. It also portrays a very professional 
image, which is important to a label com-
pany like ours that markets a high-end, 
high-quality product.“

Best coverage
John Bell, owner/Winemaker, Willis hall 
Winery, Marysville, Wa 
“As a winery owner, I read Wines & Vines 
because it has the best coverage of critical 
operational issues, such as winery compli-
ance, direct shipment, FDA topics, etc. 
As a winemaker, I value the editorials and 
opinions in Wines & Vines, with columnists 
who write on topics such as wine appre-
ciation and wine in restaurants.”

DiRectORY/bUYeR’s gUiDe
custoMers FinD us
ron glotzer, global Brand Marketing Di-
rector, cork supply group, Benicia, ca
“With Wines & Vines’ Directory, I’m able 
to know that my customers are going to 
find us. It’s a general resource for the in-
dustry and, frankly, it’s a bit of a bible. Be-
tween the Buyer’s Guide and the monthly 
magazine and the online resources, Wines 
& Vines is really a leader and innovator for 
the wine industry media space.”

it’s the BiBle
Jeff kandarian, Winemaker, king estate 
Winery, eugene, or 
“The Wines & Vines Directory is the in-
dustry’s easy to use Yellow Pages. I use it 
regularly to find vendors’ contact info and 
to research winery/vineyard equipment 
and supplies. It’s the bible.”

it’s a WonDerFul tool
antoine Favero, Winemaker &  
general Manager, Mazzocco Winery, 
healdsburg, ca
“The Directory and Buyer’s Guide allows 
me to find equipment, supplies, every-
thing that a winemaker needs to make 
ultra premium wines. Whether it’s barrels, 

Jeff Kandarian  
Winemaker  
King Estate Winery

Tom Mackey  
Dir. of Winemaking  
St. Francis Winery

Paul A. Doyle 
Sales Manager 
C&E Closures

Antoine Favero  
Winemaker & GM 
Mazzocco Winery

Mark Zappala  
CEO  
winepicks
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    1x 4x 7x 13x 20x
 4 color
 FULL PAGE BLEED  $3,185 $2,995 $2,845 $2,660 $2,385

 FULL PAGE  $3,185 $2,995 $2,845 $2,660 $2,385

 2/3 PAGE VERTICAL  $2,770 $2,595 $2,530 $2,405 $2,105

 ISLAND 1/2  $2,680 $2,540 $2,445 $2,345 $1,995

 1/2 PAGE HORIZONTAL $2,535 $2,415 $2,330 $2,225 $1,995

 1/2 PAGE VERTICAL  $2,535 $2,415 $2,330 $2,225 $1,995

 1/3 PAGE SQUARE  $2,295 $2,195 $2,130 $2,065 $1,885

 1/4 PAGE VERTICAL  $2,120 $2,050 $2,010 $1,945 $1,745

 1/6 PAGE VERTICAL  $1,940 $1,860 $1,835 $1,795 $1,610

 1/6 PAGE SQUARE  $1,940 $1,860 $1,835 $1,795 $1,610

 1/8 PAGE  $1,840 $1,795 $1,765 $1,745 $1,565

 Black & White
 FULL PAGE BLEED  $1,800 $1,610 $1,445 $1,245 $1,120

 FULL PAGE  $1,800 $1,610 $1,445 $1,245 $1,120

 2/3 PAGE VERTICAL  $1,365 $1,195 $1,110 $985 $890

 ISLAND 1/2  $1,280 $1,120 $1,035 $930 $890

 1/2 PAGE HORIZONTAL $1,120 $995 $915 $805 $725

 1/2 PAGE VERTICAL  $1,120 $995 $915 $805 $725

 1/3 PAGE SQUARE  $880 $770 $705 $640 $575

 1/4 PAGE VERTICAL  $695 $620 $580 $510 $460

 1/6 PAGE VERTICAL  $505 $430 $395 $360 $325

 1/6 PAGE SQUARE  $505 $430 $395 $360 $325

 1/8 PAGE  $400 $360 $335 $295 $265

 cover Positions Magazine (4 color)
 BACK COVER  $3,655 $3,345 $3,170 $2,990 $2,690

 INSIDE FRONT COVER $3,455 $3,165 $3,025 $2,850 $2,565

 INSIDE BACK COVER  $3,350 $3,075 $2,935 $2,780 $2,500

 cover Positions Directory/Buyer’s guiDe (4 color)
 BACK COVER  $4,585 $4,280 $4,095 $3,920 $3,530

 INSIDE FRONT COVER $4,385 $4,085 $3,955 $3,775 $3,400

 INSIDE BACK COVER  $4,280 $4,020 $3,860 $3,705 $3,335

Frequency Discount: Directory/Buyer’s Guide advertising combines with web display and magazine issues for frequency discounts.
inserts: Rates and specifica tions available upon request. Call your Wines & Vines representative (listed on page 14) for details.
classified advertising: (agency discount N/A) 65¢ per word–$40 mini mum; Display rate–$70 per column inch; Blind ad handling charge–$7.
Website advertising: See page 11.

FULL PAGE 
75⁄8” x 97⁄8”

2/3 PAGE VERTICAL 
43⁄4” x 97⁄8”

FULL PAGE BLEED
83⁄4” x 111⁄8” 

(includes 1⁄8” bleed)*

ISLAND 1/2
43⁄4” x 71⁄2”

1/2 PAGE VERTICAL
31⁄2” x 97⁄8”

1/2 PAGE HORIZONTAL 
75⁄8” x 47⁄8”

1/3 PAGE SQUARE 
43⁄4” x 47⁄8”

1/4 PAGE VERTICAL 
31⁄2” x 47⁄8”

1/6 PAGE SQUARE 
31⁄2” x 31⁄4”

1/6 PAGE VERTICAL
21⁄4” x 47⁄8”

1/8 PAGE 
31⁄2” x 23⁄8”

17

Pricing subject to change for insertions booked after December 31, 2011.

*2-color standard cyan/magenta/yellow—add $350 to prices above
*2-color matched PMS—add $515 to prices above

* More detailed instructions for full page bleed ads can be 
obtained through Ad Coordinator at ads@winesandvines.
com or (866) 453-9701.

65 Mitchell Blvd., Ste. A • San Rafael, CA 94903  
P (866) 453-9701  F (415) 453-2517 • winesandvines.com
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Print File ForMats accePteD: 
Press Quality PDF
 •All fonts and images must be embedded.
 • All embedded images must be a least 300dpi. 
 •For color ads, all elements must be encoded as CMYK (not RGB).
 •Black text should be built with black only.

Quark version 8.5 or earlier  
 •Include all linked graphics and fonts.

inDesign version cs5 or earlier
 •Include all linked graphics and fonts.

adobe Photoshop (.eps or .tiff files, version cs5 or earlier)
 • For color graphics only, please supply layered, unflattened .eps or .tiff files with 

fonts.
 • All graphics should be supplied at a resolution of 300 dpi at 100% placement.
 • Color files should be CMYK (not RGB) and black & white files should be grayscale.

adobe illustrator (.eps files, version cs5 or earlier)
 •Include all linked graphics and fonts.

Other file formats accepted, but converted to work with Mac graphics software at 
advertiser’s expense. Call production staff to verify if your file format can be accepted.

WeB File ForMats accePteD:
We accept .jpg, .gif, and animated .gif (6 slide maximum). Please keep file size less 
than 100kb. Please provide the link you would like associated with your ad.

Fonts: Except for ads supplied in PDF format, all fonts used in the final files and 
supporting files must be supplied. Wines & Vines operates on Mac based systems. 
PC/Windows fonts will be substituted with Mac fonts.

Full Page aD With BleeD: Please note that any text or graphic you want seen 
clearly should get placed at least 1/2” in from all borders of page trim (not the 
bleed). More detailed instructions for full page bleed ads can be obtained through 
Ad Coordinator at ads@winesandvines.com or (866) 453-9701.

aD File suBMission: 
 •CD or DVD
 • E-mail submission of files under 15 megabytes permitted. Please e-mail files to 

ads@winesandvines.com.
 • To upload via FTP, use FTP client software 
 Server: winesandvines.com
 Username: advertisers
 Password: wvads
 • A laser print of the ad must be supplied. For color ads, a color laser print, analog 

or conventional color proof (matchprint) must be supplied.

technical notes:
 • Magazine printed on 70 lb. Productolith Matte, Perfect Bound
 • Directory/Buyer’s Guide printed on 70 lb. Sterling Gloss, Spiral Bound
 •Line Screen 200 lpi, 400 dpi
 •CMYK Color Scale

ProDuction Questions:
Christina Ballinger, Advertising Manager 
(866) 453-9701, ads@winesandvines.com

FreQuency rate contracts: Annual 
Directory combines with monthly issues 
and online display advertising for frequency 
discount. Contracts cannot be canceled after 
space reservation deadline has passed. All 
schedules fulfilled within year specified will be 
billed at rate earned. Contracts accepted at 
current rate but publisher reserves the right 
to charge for space in the following year at 
rate then prevailing. Advertiser, however, has 
the right to cancel insertions for the following 
year without incurring short rate penalty.

PayMent: 
 • All new advertisers must pre-pay their first 

ad to establish credit. 
 • Existing advertisers will be invoiced when 

ad is published.
 • Compounding interest of 2% per month 

will be added to any balance unpaid 30 
days after the invoice date. 

 •w/e/y accepted. 

Positions: For cover positions, see Space 
Rates page (p13; third & fourth tables). For 
all other special positions in monthly maga-
zine and Annual Directory (excluding tabs), 
add 10% to prices on Space Rates page.

closing Dates:
Monthly issues–Close one month and one 
week preceding the month of publica tion. 
For example, the November issue closing 
date would be September 25.

annual Directory & Buyer’s guide–Closing 
date is October 3. Release date is January of 
the following year.

aDvertiser’s agreeMent: It is agreed 
that the advertiser and its advertising agency 
will indemnify and save the publisher harm less 
from and against any loss, expense or other 
liability resulting from any claims or suits for 
libel, violation of right of privacy, plagiarism, 
copyright infringement or any claims or suits 
that may arise out of the publication of the 
advertiser’s material. All advertising is subject 
to publisher’s approval. If outside collection 
efforts are required to settle any account, the 
advertiser will be liable for any collector and/or 
attorney fees. The advertiser index is provided 
as a service for readers and advertisers. Pub-
lisher assumes no liability for errors.

aDvertising rePresentatives:

Marsha tabb (east)
215.794.3442 • F:215.794.2247
marshatabb@comcast.net

Jacques Brix (West)
707.473.0244 • F:707.473.0346
jbrix@winesandvines.com

hooper r. Jones (Midwest)
847.486.1021 • F:847.486.1025
hooperhja@aol.com

David Bayard (international)
973.822.9275 • F:973.822.9273
dave@bayard.com

65 Mitchell Blvd., Ste. A • San Rafael, CA 94903  
P (866) 453-9701  F (415) 453-2517 • winesandvines.com
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aDvertising rePresentatives:

Marsha tabb (east)
4637 Route 202
Doylestown, PA 18902
215.794.3442 • F:215.794.2247
marshatabb@comcast.net

Jacques Brix (West)
65 Mitchell Blvd., Ste. A
San Rafael, CA 94903
707.473.0244 • F:707.473.0346
jbrix@winesandvines.com

hooper r. Jones (Midwest)
1920 Waukegan Rd., Ste. 211
Glenview, IL 60025-1776
847.486.1021 • F:847.486.1025
hooperhja@aol.com

David Bayard (east)
200 Village Rd.
Green Village, NJ 07935
973.822.9275 • F:973.822.9273
dave@bayard.com

Date:_________________

We hereby authorize Wines & vines to publish the advertisement of:

Advertiser:___________________________________  Tax ID#:_____________________  Website: ____________________________________

Address:____________________________________________________  City:___________________________  State:______  Zip ___________

Telephone:_________________________  Fax:__________________________  Email: _______________________________________________

in the following print issue(s):
c annual Directory & Buyer’s guide  Web:
c January Unified Trade Show  c July Computer Technology c January c July
c February Barrel c august Closures c February c august
c March Vineyard Equipment/Tech c september Winery & Vineyard Economics c March c september
c april Oak Alternatives c october Artisan Winemaking c april c october
c May Packaging  c november Equipment, Supplies & Services c May c november
c June Enology & Viticulture c December Unified Sessions Preview c June c December

Size of ad:___________________  Frequency:________________  *Rate per insertion: $______________  Contract Year: ________________

Check one:         c Please run our ad as it ran in the _______________________________issue.          c Please run the new ad we send.

Our ad will be (check one):         c black and white         c 4-color         c second color (what color?) _____________________________

Annual Directory/Buyer’s Guide ad placement preference: ___________________________________________________________________

Ad placement cannot be guaranteed. To guarantee position, special position rates apply.

We hereby authorize Wines & vines to bill:

Agency/Company:______________________________________________________________________  Invoice Number _________________  

Address:____________________________________________________  City:___________________________  State:______  Zip ___________

Telephone:_________________________  Fax:__________________________  Email: _______________________________________________

Authorized Signature: ____________________________________________________________________________________________________

Credit Card:         c Mastercard         c Visa         c AmEx  

Name on the Card:__________________________________________________________  Please charge my credit card for ________ issues

Card Number:________________________________________________________________________  Expiration Date: __________________  

* *All new advertisers must prepay their first ad to establish credit. Submit check, Visa, Mastercard or AMEX with order.

Materials:

New digital materials should be submitted by_________________. current ad will be repeated unless new materials are received 
by publisher by issue close date. 

Please see space rates (p13) and ad specs (p14) for rates and material specifications.

Files of 15 MB or less can be e-mailed to ads@winesandvines.com. Larger files should be sent on disk or uploaded to:  
 Christina Ballinger, Ad Coordinator Wines & Vines, 65 Mitchell Blvd., Ste. A, San Rafael, CA 94903  
 FTP upload information: server: winesandvines.com, username: advertisers, password: wvads

a laser proof of the ad may be submitted to help Wines & vines achieve the closest color match possible.

In the event of any breach and/or default of any obligations to publisher either existing or arising in the future by the advertiser or agency, the advertiser and its agency shall be 
jointly and severely liable to the publisher, who shall be  entitled to recover, in addition to all other damages, all costs and expenses, including court costs, reasonable attorney 
fees, and interest at the maximum rate provided by law. The advertiser index is provided as a service for readers and advertisers. Publisher assumes no liability for errors.

65 Mitchell Blvd., Ste. A • San Rafael, CA 94903  
P (866) 453-9701  F (415) 453-2517 • winesandvines.com


