








550,000 acres X’s 7 tons/acre = 3.85 million tons













World Production



• Significant Bearing Acreage Growth (coastal) through 2019

• Production averages 4M tons annually through 2019

• Decades-long wine volume growth trend flattens after 2016

• Wine returns don’t increase – pricing is flat

• Oversupply plagues industry heading into pandemic

• Pandemic brings major market channel disruptions

• Short crops offset our structural oversupply
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This is good:

We should
be planting 

approximately 
15,000 to 

18,000 acres 
a year, given 

“normal” 
attrition.



This is good:

We should
be removing 

approximately 
15,000 to 

18,000 acres 
a year based 
on current 

bearing acres.
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• Lots of data out there; don’t be confused by terms:
• “U.S. wine market” (often includes imports)
• “Wine” shipments (might include sake, cider, flavored, etc.)
• “California winery” (could include foreign sourced wine)

• Volume flat, but value is up (Premiumization)
• Channel shifting back to “on-premise” increases value

• Highest end of the market continues to perform strong
• “Middle market” very crowded and VERY competitive

• 11K+ Wineries, 25K+ brands & 300K+ SKUs estimated in US
• Anything below $11/bottle is continuing to decline
• The only stable/growing segment over three years is DTC
• Wine costs about twice that of beer/spirits, per serving



Today’s Consumer
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Can be 
addressed 
through 
marketing/ 
promotion

Today’s Consumer
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Core drinkers 
say they are 
drinking more…

Marginal 
drinkers say 
they are 
drinking less….

Today’s Consumer
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 Newest planting contract activity is not reflected in these numbers.

 Water availability and cost are impossible to quantify and forecast.

 Ag burn prohibition may have an impact on vineyard removal decisions.

 Contract offers have either no “max tons” clause at all or growers 

are allowed to forecast their production and assign their own max.

 There’s less margin today for growers and wineries to share.

 Alternative crops now exist in Lodi and the Delta, just like Fresno.





The Nature of the California Winegrape Market

•Start/Stop;  Hot/Cold;  Up/Down
•This isn’t over a period of years; this is in reference to the  
coming months, weeks, and sometimes even days!

•Reasons:
•Evolving Consumer/Fierce Competition/Global “Challenges”
•It’s a game of market share, not market growth
•General lack of buyers & sellers for “large” SJV quantities
•Three “P’s” – Planned Program Purchases

•Result/Outcome:
•Produces Winners and “Non-winners”



 Utilization of “low-cost” grapes to control cost & 

maintain margin

 Vineyard removals abound in Central Valley, particularly 

on west side (water and burn restrictions contribute)

 Weather perils (mostly drought) continue to limit production.

 Concern from grape buyers regarding permanent loss of vineyards

 Evidence exists that consumers “trade down” in recessions.

 Focus on production/efficiency take top priority in vineyard development



Thank you!
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