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Cellar Door

Business and Marketing

Sample Plan

Cellar Door Business and Marketing Plan Templates

· The information provided in italics represents examples of Cellar Door responses

· You can use these templates as a guide, or feel free to adapt the existing information in italics to suit your own business

· This plan is specific to Cellar Door and should integrate into your full business plan

This is a simple plan template that is intended to generate ideas and stimulate thinking.  The development of your full cellar door plan should be undertaken in conjunction with all people involved in your cellar door and tourism business.

A comprehensive plan will include strategies that address the following key areas:

· Business Goals

· Business Strategies

· Human Resources

· Training

· Product Development

· Risk Management

· Marketing Goals

· Brand Plan

· Marketing Strategies

· Overall Marketing Objectives

· Media and Communications

· Events and Regional Participation

· Education

· Tourism Strategies

· Incentives

· Advertising

· Direct Mail Plan
The following pages are intended as a guide only - all information contained within this document is believed to be accurate at the time of writing. The authors have taken all reasonable care in the preparation of the templates, however, they are not comprehensive. It is the responsibility of the individual businesses to tailor the documents to reflect their circumstances. 

For further information and assistance contact Wine Food Tourism Strategies Pty Ltd at admin@winefoodtourism.com.au 

CELLAR DOOR BUSINESS AND MARKETING PLAN
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	Facsimile:

	Email Address:

	Website Address:
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	Name Of Business

	


	Date Written
	Date To Be Reviewed

	
	


	Business Outline

	What is the business:  The business is a direct to customer sales facility through which we offer visitor services, provide an opportunity to taste wines, sell wine by the glass, bottle and case and develop a face to face relationship with our customers.  It also provides a method of attracting customers to become direct mail clients who buy wine regularly throughout the year.

Why does the business succeed: Personal attention to our customers through the cellar door builds loyalty.  The operation of the cellar door is conducted primarily by members of our family, close friends and others who are passionate about our wine.  The overheads are relatively low and each sale returns our highest possible margin on our product.

What is the image we portray at our cellar door: Our cellar door is the opportunity to put a face and personality to our wine.  This personality must be one of warmth and friendliness underpinned by a professional approach to our business operation.  We wish to convey a fun and welcoming environment which is supported by happy staff with a ‘nothing is a problem ’attitude. 


	Business Details

	Proprietors Name: 


	Managers Name:

	Registered Business or Company Name:
	Trading Name:

	ACN


	Date of 

Issue

	ABN
	Date of

Issue


	History And Background

	Write a brief outline of the background to your cellar door.  When it was established, what its original purpose was and how it may have changed.




	Legal Requirements Of The Business (Some Of These May Apply To You)

	· Business Name Registration  

· Trade Mark protection of brand name/image 

· Liquor Licensing – application for vignerons license

· Local Government Act 1993 and Regulations

· Building Code of Australia
	· Regulations under the Public Health Act

· Food Act 1989 (regarding storage, preparation, presentation and supply of food)




	Situation Analysis

	Total Current Plantings in Acres/Hectares  

Varieties:

Chardonnay
 –
  ha

Pinot Noir
 –
  ha

Shiraz

 –
  ha

Riesling
 
–
  ha


	Total volume of wine produced to bottle

Varieties:

Chardonnay
 –
0000 cases

Pinot Noir
 –
0000 cases

Shiraz

 –
0000 cases

Riesling

 –
0000 cases


	Total volume of wine sold at Cellar Door/Direct Mail
Varieties:

Chardonnay
 –
0000 cases

Pinot Noir
 –
0000 cases

Shiraz

 –
0000 cases

Riesling

 –
0000 cases

As a percentage of total sales %

	Cellar Door Performance:

	Opening Hours
Number of Staff    
fulltime


casual

Number of Visitors to Cellar Door
-
0000   p/a approx

Visitor Distribution  Weekends                              Weekdays

Total Revenue from Cellar Door Sales
-
$         p/a



	Services, facilities and attractions at cellar door:

Wine Tasting

Light Lunches

Winery Tours
	Memberships:

Regional Tourism Association:

Regional Vignerons Association:

Tourism Industry Organisations:

	Regional Visitation:

Number of Visitors to Region:

Origin of Visitors:

Purpose of Visit:

Length of Stay


	Current Industry Trends:


	Regional Attractions:

Significant Restaurant:  
Golf Courses

Accommodation

Cellar Doors

Galleries

Festivals and Events

etc


	Cellar Door Business Risk Analysis

	Risk 
	Risk Management Strategy

	Stock Loss or Damage

Fire/Flood/Storm Damage
	· Goods/Property Insurance

	Break in and theft
	· Security System installed

	Staff unreliability
	· Rosters and emergency staff 

	Product shortage
	· Allocation transfer from another distribution channel

	Owner/Manager illness or accident
	· ‘Key Man’ insurance

· Alternate manager familiar with role and responsibilities

· Family and friends network of support



	Computer Malfunctions
	· Hard drive backed up daily, critical information also kept as a back up off site

	Significant Freight cost increase
	· Cooperative buying strength of regional wineries
· % passed to purchaser
· % absorbed into margin

	Guest accident or illness resulting in legal action
	· Regular safety reviews
· Public Liability Insurance

	etc
	


	S.W.O.T. Analysis (Strengths, Weaknesses, Opportunities And Threats Of Your Business).

	STRENGTHS - Internal
	WEAKNESSES - Internal

	· Brand Profile

· Appealing ambience 

· Longest established winery in region

· Well trained and friendly staff

· Proximity to main traffic flow

· Reputation of restaurant

· Seen as a desirable employer

· Hands on winemaker who participates in marketing initiatives

· Owners on site full time and available at cellar door

	· Reliance on casual staff

· Seasonality (variable visitor numbers)

· Low production in previous two seasons

· Distance from capital city

· Limited space to cope with growth

· Lack of group management facility

· No private tasting room

· etc

· etc



	OPPORTUNITIES - External
	THREATS - External

	· Gourmet Food Trail under development
· New Council CEO
· State Government funding scheme
· State Wine Association marketing initiatives
· Cooperative regional wine marketing group
· Cooperative marketing opportunities with other tourism product
· Quality of regional accommodation
· Local winery winner of major wine award for shiraz
· National Wine Tourism Strategy development
· etc

	· Vigneron Association lack of tourism focus
· Increasing profile of other regions
· Lack of other tourism attractions in region
· Poor regional winery signage
· Road maintenance required
· Limited pool of skilled staff

· etc

· etc


	Competitor Analysis 

	Individuals will have differing views about who their competitors are.  Some will consider other tourism attractions and cellar doors in their region are competing for their customers, however in most circumstances regional co-operation results in more customers.

Other wine regions (with big marketing budgets or large company participants) and other major tourism attractions may be considered as competitors for business – but equally, they can be business allies.

Lifestyle activities such as health and beauty pursuit may take potential customers away from cellar door visiting, or alternatively (depending on where you are) may bring new customers.

Retail wine stores may challenge you on price, but alternatively may introduce new customers to your wines.

Think about who your real competitors are, and consider if you can manage the situation to turn the competitive behaviour into mutual business reward.

There are now over 1900 wine producers in Australia, so competition for consumers is rife – it is critical to consider what your real competitive advantage is and ensure you re-enforce it consistently.

Use the Competitor Analysis Template provided in the Tools & Ideas menu



	Business Objectives

	What goals do you have for the business aspect of your cellar door?

	· Establish/maintain reputation as a premium producer and outstanding visitor experience

· Pricing policies that contribute to the financial health of the company, deliver value to our customers, and are consistent with the Marketing Objectives

· Build cellar door sales to a level equal or better than 60% of total sales

· Recruitment and induction procedures consistent with attracting superior staff 

· Strong and mutually rewarding relationships with staff

· Staff training and development programs 

· Consistent high quality delivery of customer service

· Successful Inventory control

· Continuous improvement strategies

· Sustainable relationships with regional suppliers/customers

· Strategic relationships with other wineries and tourism operators in the region for mutual benefit

· Risk evaluation and management

· Environmental strategies to enable sustainable development




	Business Strategies

	Strategy
	Timeframe
	Responsible person
	Budget

	Look at your business objectives and develop a set of strategies that will assist you to achieve them.

	Review customer feedback and identify areas for improvement


	
	
	

	Conduct weekly staff briefings covering; objectives, wine assessment with winemaker, viticultural update etc
	
	
	

	Conduct review of cellar door pricing against retail prices for our product, similar product and other local wines of same varieties
	
	
	

	Implement bar-coded inventory management scan software and train each staff member to the system
	
	
	

	Support and resource Marketing to build  cellar door sales to 60% of total sales
	
	
	

	Introduce a new product in the under $20 category to attract new consumers
	
	
	

	Conduct research to determine five main motivations for  visitors to buy wine at or after a cellar door experience
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


	Continuous Improvement Strategies

	Identifying areas for improvement

	· All staff required to write ideas, comments and circumstances into the cellar door day book

· Visitor book to be reviewed weekly with suggestions and improvement transferred to cellar door day book

· Cellar door day book reviewed weekly and all ‘improvement’ ideas and suggestions discussed at the weekly staff meeting

· Actions for implementation are assigned to a nominated staff member for investigation and costing and a reported back to a meeting within two weeks. (Alternatively, if urgent action for improvement is required it will be allocated and undertaken at the time)

· Whole of staff brainstorming sessions to be conducted monthly to consider possible new initiatives, improvements to procedures and ideas for improved customer services.

	Continuous Improvement Ideas Register

	To be used as a register of the  ideas and improvements that are identified for implementation

	Product or concept
	Benefit to cellar door
	Time to implement
	Cost
	Who will manage

	
	
	
	
	

	Procedures / operations
	Benefit to cellar door
	Time to implement
	Cost
	Who will manage

	
	
	
	
	

	Staff skills / Training
	Benefit / purpose
	Time to implement
	
	Who will manage

	
	
	
	
	


	Marketing Objectives

	Marketing Foundation – Write a brief overview of the ‘offer’ you have: e.g.  The XYZ cellar door provides a total experience of our wine in an environment of authenticity, superior knowledge, friendliness and discovery.  Our cellar door philosophy is founded on the belief that fine wine should be enjoyed by everyone and not elevated on a pedestal that makes it unapproachable.  

	Brand Image  – write a few words that you would like used in association with your wines, and your cellar door. These are the words you should get your staff comfortable with, and use in printed material and when talking to the media.  Example:  WINES:  handmade’  ‘luscious’ ‘sought after’ ‘created’  ‘silky’  ‘special’ ‘distinct’ ‘crafted’ ‘texture’ ‘established’ ‘reward’ ‘inspiration’ (inspired) ‘rich’ ‘luxurious’ etc…  CELLAR DOOR:  ‘Exciting’  ‘friendly’  ‘educational’ ‘relaxing’ ‘enticing’ etc..



	Target Market   It is important to think about who will visit and buy so that you can consider how you will communicate with them, convey your message and inspire them to visit.
Example:

Purchasers of wine in the over $25.00 are a unique market segment.  Traditional social evaluation is not necessarily relevant to determining this group.  Demographics and geographics are restrictive processes in the current environment, i.e. where the population live and work where they may not historically have been considered within the ‘big spender’ segments.  Many self and home businesses, trades and professional investor activities coupled with the professions of Consulting, IT and education are delivering higher financial capacity across age, location and employment categories.  Psychographics and behavioural evaluation are perhaps the most reliable indicators for assessing who the target markets are:  Lifestyle activities and personality types and how they spend their leisure time.
The primary market for this price bracket will emanate from a group of people who pursue pleasure from each aspect of their life, such as job satisfaction, food, sports & leisure, home/interiors, motor vehicles, getaways, reading books/magazines/financial papers, adventure, clothing and accessories, personal grooming and pampering, entertainment (movies, theatre, live performance).  They are motivated by a desire to improve themselves (and/or the perception of themselves) and they seek knowledge across their professional and personal lives.  They aspire to sophistication and social acceptance, they are community spirited and they are environmentally aware.
In addition to this primary market, two additional consumer segments are currently, or could be, purchasing over $25.00:
The first is the group of people who are over 55, possibly retired and definitely sure of their position in life. They are not as active in their seeking of ‘lifestyle’ pursuits and take holidays over short breaks, spend more time at home (including entertainment), consume less fashion, have self administered personal care (less massage, facials, pampering).  They have achieved sophistication and social acceptance although do not flaunt or promote those attributes.  They too are community minded and are concerned about cultural, environmental and heritage issues.

Finally, the small but potentially powerful sector of the market is the group of people who consider wine a core focus of their lives.  Wine educators, collectors, sommeliers/restaurateurs, wine buffs and emerging wine industry.  Some individuals from this group exist within the first two segments (particularly younger people within the first group); however often spend more time and money on wine over other lifestyle pursuits.

Marketing activities should be developed in consideration of capturing these segments.



	Marketing Strategies – these examples are simple marketing initiatives that may apply, replace with your own.

	Activity
	Purpose
	By when
	Who
	Budget -Cost

	1. Review product sales to consider performance


	Fine tune product mix


	
	
	

	2. Review packaging and measure against selected benchmarks
	Maintain market acceptance and incorporate new concepts

	
	
	

	3. Identify a hero product and hero personality for the cellar door


	Link other opportunities, use as a press hook, have focused promotional material

produced 

	
	
	

	4. Establish data base collection process and data management system


	Build mail order sales


	
	
	

	5. Develop website and establish system to maintain currency
	Refer queries to and to act as an electronic brochure

(might be e-commerce linked)

	
	
	

	6. Create new contemporary brochure
	To represent our image in a consistent and modern way


	
	
	

	7. Commission photographer for seasonal file photos


	To use on website and select from for brochure


	
	
	

	8. Send three great photos to State Tourism Office

	For photo file usage in publications and media


	
	
	

	9. Create a monthly Networking event
	Familiarise other regional wineries and attractions with our product


	
	
	

	10. Visit Visitor Information Centre every six weeks
	Retain front of mind positioning, build relationship


	
	
	


	Events/activities

1. Participate in regional food and wine festival


	Support local association, reinforce presence within region, attract people out to cellar door

Increase exposure of our brand and get people to taste wines

Demonstrate regional commitment
Positioning opportunity, chance to increase profile with staff and provide an event for our mail list


	
	
	

	2. Participate in regional stand at Wine Australia


	Positioning as an important regional winery

Distribute motivational material

Promote short break packages


	
	
	

	3. Create a Wine, Women and Song Event at the Winery
	Create profile as a destination for women.

Establish a ‘fun in wine’ attitude

Generate media attention


	
	
	

	Media/Public Relations 
1. Develop four key themes to build media release around
	Bring attention to our wineries through story in XYZ magazine

	
	
	

	2. Join with ABC & XYZ to bring Joe Bloggs (journo) to the region
	Have presence and build profile through participating in events and activities

	
	
	

	3. Write editorial for local publications / inc. photo


	Build a sense of being the region’s most prominent cellar door

	
	
	

	4. Send Media releases to State Tourism Organisation

	Remain front of mind

	
	
	


	Financial Analysis

	Your business and marketing plan should include an overview of your cellar door’s financial position, its projected performance and your allocation of funds to cellar door activities and marketing.

A profit and loss schedule could be attached, along with a cash flow spreadsheet and operations statement (just a few words about how you intend to operate : ie. Overdraft, trade from earnings etc. If you do not have financial statements, complete the simple table below, using your actual figures at cellar door.
You should also note if you intend to make a capital investment back into the cellar door and how that will be funded and evaluate what your anticipated return on investment will be.

	
	2002 - 2003
	2003 - 2004
	2004 - 2005
	2005 - 2006

	Income
	
	
	
	

	Income from wine sales

Income from other 
	
	
	
	

	Total  Income
	
	
	
	

	Less Expenses
	
	
	
	

	Wine @ cost

Marketing

Wages

Service (power/phone etc)

Training

Seminars/conferences

Freight

Advertising

Credit card charges

License fees

Staff amenities

WET tax liability

GST liability 

etc
etc


	
	
	
	

	Total Expenses
	
	
	
	

	Net Profit/Loss
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