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The purpose of this document is to detail the Fiscal 2021
BC Wine Institute (BCWI) Advocacy, Communications
and Marketing Operational Plan to deliver on the vision,
mission, core values, visionary goals and strategic
business objectives.
An environmental scan and organizational assessment
including integration of the WineBC 2030 Long-Term
Strategic Plan, provides background to assess the
challenges and opportunities the BCWI is likely to
face over the coming year, and set the context for
the choices reflected in this plan that articulates the
guiding principles of the organization against which all
programming is to be assessed by the Board.

STRATEGIC PRIORITY TWO
Grow Direct-to-Consumer (DTC):
Grow direct-to-consumer beyond BC market ............ 8

Our Vision
“British Columbia transcends the new and old worlds - recognized for diversity in its
elevated wines, supernatural terroir, extreme beauty and dedicated people.”

Our Mission
As the peak organization for the BC wine industry, our mission is to represent the
interests of British Columbia wineries dedicated to producing 100% British Columbia
grape wines certified by the regulatory body for wine in British Columbia, through
marketing, communications and advocacy of their products to all stakeholders.

Our Core Values
Quality, leadership, dedication and passion are reflected in all the work we do.

STRATEGIC PRIORITY THREE
BC Retail: Build BC wine presence
in retail channels ...................................................... 8
STRATEGIC PRIORITY FOUR
Brand BC: Build and promote a world-class brand ... 16
STRATEGIC PRIORITY FIVE
Tourism: Grow wine tourism ................................... 20
STRATEGIC PRIORITY SIX
Data: Streamline industry reporting
and data access ...................................................... 23
STRATEGIC PRIORITY SEVEN
Sustainability: Increase demand for
100% sustainable BC wines .................................... 24

British Columbia Wine Institute
Suite 470 - 1726 Dolphin Avenue
Kelowna, British Columbia V1Y 9R9
www.WineBC.com

i

BRITISH COLUMBIA WINE INSTITUTE

FISCAL 2021 BUSINESS OBJECTIVES: ACHIEVING THE STRATEGIC PRIORITIES

1

STRATEGIC GOALS

STRATEGIC OBJECTIVES

These strategic goals include WineBC 2030 integration:

Where we stand: our position on priority issues.

1.

BC Wine Institute maintains a clear, transparent and proactive process
for responding to matters that have the potential to impact and enhance
the BC wine industry.

2.

BC Wine Institute ensures a premium market for all BC grape supply with
benchmarks for global recognition.

3.

BC Wine Institute supports and grows BC VQA Wine as a world-class
standard and ensures that certified 100% BC grape wine is the preferred
wine choice of consumers.

4.

All 100% British Columbia grape wineries are knowledgeable about the
role and responsibilities of the BC Wine Institute in working on behalf of
the BC wine industry and contributing to the success of their businesses.

The BC Wine Institute continues to listen to and be shaped by members’ views on priority issues and how we should
respond to them. This summary of strategic objectives and the BC Wine Institute’s position on them, gives staff
direction to develop and deliver targeted strategies and tactics in reaching our goals and objectives to move forward as
an industry leader in delivering our vision.

Strategic Objectives
Bring the industry together to influence government policy (Unity)
Establishing a strong sense of community is paramount so that everyone moves towards a common goal and vision.
Grow direct-to-consumer beyond BC market (DTC)
Lobbying with provincial and federal governments to open borders in Canada.
Build BC wine presence in retail channels (Retail)
Working with Liquor Distribution Branch (LDB) to improve prominence and visibility of BC VQA wines in retail locations.
Build a world-class brand (Brand)
Almost serves as a secondary vision for the BC wine industry as it informs everything that the industry does – from
communications to education, from marketing to hospitality. Every BC wine touch point is an opportunity to reinforce the core
of BC’s brand identity as a wine region.
Invest in wine tourism (Tourism)
Through marketing and advocating for policy (land use). Developing partnerships with local DMOs, Destination BC and
Destination Canada.
Better use of industry and consumer data (Data)
Gather data from all sources – winery direct, retail, tourism (hotels, restaurants) and analyze to identify marketing and
development opportunities.
Increase demand for 100% sustainable BC wines (100% BC)
Leveraging BC’s emerging world-leading organic/sustainable farming practices.
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FISCAL 2021 BUSINESS OBJECTIVES:
ACHIEVING THE STRATEGIC PRIORITIES
These objectives are meant to activate Wine BC 2030 Pillars and BC Wine
Institute Board-approved Strategic Priorities, which the Fiscal 2021 Advocacy,
Communications and Marketing Operational Plan will achieve.
COMMUNITY: Bring the industry together
to influence government policy
•

British Columbia and federal governments will
maintain current industry support programs.

•

Through BC Wine Institute advocacy efforts for
government support, 100% BC grape wine market
share will increase by 10% annually; to reach 28%
by Fiscal 2025.

•

The BC Wine Authority plebiscite process, and
implementation of its results, will continue to be
advocated for and supported.

•

All levels of government will be advocated to
protect the BC wine industry in trade policies and
challenges.

BRAND BC: Build and promote a world-class brand
•

Establish key performance benchmarks for
stakeholder awareness, perception and usage
of the Wines of British Columbia brand that will
materially increase over the fiscal.

•

Stakeholder participation in BC Wine Institute’s
international market programs will increase by 15%.

TOURISM: Grow wine tourism
•

BC winery direct sales in British Columbia will
increase by 5%.

•

Average retail price per BC VQA Wine bottle sold in
British Columbia will be $19.00 (incl tax).

•

Wines of British Columbia promotional
programming for British Columbia retail channels
will be developed and implemented.

GROW DTC: Grow direct-to-consumer beyond BC
market
•

Interprovincial barriers to direct-to-consumer
wine sales will be removed, with focus on Alberta,
Ontario and Quebec.

DATA: Streamline industry reporting and data access
•

BC RETAIL: Build BC wine presence in retail channels
•
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BC VQA Wine litre market share will increase
by more than overall wine category in British
Columbia.
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Consolidation of accurate and timely reporting of
annual provincial crop/production figures and sales
data will be undertaken.

SUSTAINABILITY: Increase demand for 100%
sustainable BC wines
•

Development and implementation of an industry
and stakeholder communications and awareness
plan will support sustainability certification.
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STRATEGIC PRIORITY 1

1.1 COMMUNITY
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Provincial government

COMMUNITY: BRING THE INDUSTRY TOGETHER TO
INFLUENCE GOVERNMENT POLICY

Advocate, with input from
and in collaboration with
industry, on high-priority
issues and supported
government policy
recommendations.

1. Continue facilitating regular
meetings with the executive
representation of key BC wine
industry associations (i.e. BC Wine
Grape Council, BC Grapegrowers’
Association and BC Wine
Authority) to ensure collaborative
alignment of priorities.

Unified BC wine industry
representation and voice.
The BC Wine Institute is the
leading BC wine industry
contact, source and voice.

FY2021 Business Objectives
1.

British Columbia and federal governments will maintain current industry support programs.

2.

Through BC Wine Institute advocacy efforts for government support, 100% BC grape wine market share will
increase by 10% annually; to reach 28% by Fiscal 2025.

3.

The BC Wine Authority (BCWA) plebiscite process, and implementation of its results, will continue to be
advocated for and supported.

4.

All levels of government will be advocated to protect the BC wine industry in trade policies and challenges.
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Federal government
BCWI member
wineries
Industry stakeholders

2. Continue advocating the BCWI
position on high-priority industry
issues including but not limited
to: direct delivery, BC LDB quality
enhancement program legalization
of cannabis, health warning
labels, activation of all 60 existing
BC winery private off-site farm
distribution appointments.

Continuation of key
provincial industry support
policies including direct
delivery, BC LDB quality
enhancement program &
implement of winery off-site
tasting rooms and retail
stores.

Advocate for government
support of the BCWI
Government Policy
Levers White Paper
recommendations

1. Regular meetings with government
to ensure policies reflect our
unique operating environment
and the contribution & economic
impact of the 100% BC wine
industry.

BC market will increase by
10% annually; to reach 28%
by Fiscal 2025.

Support the BC Wine
Authority, BC VQA program
and plebiscite process and
results.

1. Continue to advocate for the
full implementation of the
BCWA Industry Plebiscite
Results and industry supported
recommendations of BTAP.

Mandatory certification of
origin registration.

Continue advocating to all
levels of government for
support of the BC wine
industry in key federal trade
policy including the USMCA
and WTO challenge(s).

1. Continue supporting Wine Growers
Canada (WGC) in their lobbying
efforts (e.g. Lobby Day) at the
federal level including keeping BC
provincial officials informed of
the perspective from the BC wine
industry.

Maintain Federal Excised Tax
exemption.

FISCAL 2021 BUSINESS OBJECTIVES: ACHIEVING THE STRATEGIC PRIORITIES
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STRATEGIC PRIORITY 2

3.1 BC RETAIL

GROW DIRECT-TO-CONSUMER (DTC): GROW
DIRECT-TO-CONSUMER BEYOND BC MARKET
FY2021 Business Objectives
1.

Interprovincial barriers to direct-to-consumer wine sales will be removed, with focus on Alberta, Ontario and Quebec.

STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Campaigns:

Industry Channels:

Deliver strong channelspecific campaigns
with premium product
messaging and strategic
key performance indicators
(KPIs).

Retail:
• Save-On-Foods
(SOF)
• British Columbia
Liquor Stores
(BCLS)
• Liquor Retail Stores
(LRS)

1. Hold regular meetings with leading
retail partners to plan promotions,
gather feedback and evaluate
results.

Market share of BC VQA
Wine before, during and
after campaigns overall and
channel specific.

2. Identify, source and apply for
funding from government partners.
i.e. Buy BC, Western Economic
Diversification Canada, Destination
BC.

Market share of BC VQA
Wine comparison over same
period in Fiscal 2020 overall
and channel specific.

Wineries

2.1 GROW DIRECT-TO-CONSUMER
STRATEGIES
Continue supporting WGC
in its lobbying efforts at
the federal level including
keeping BC provincial
officials informed of
the importance of
interprovincial trade to our
industry.

TARGET AUDIENCE
Federal government
Provincial
governments

TACTICS
1. Participate in WGC Lobby Day
briefings to appropriate federal
ministers and senior-level
government officials.

METRICS/KPIs
Removal of interprovincial
barriers.

2. Regular briefings and updates
with appropriate provincial
ministers and senior-level
government officials, including
BC representation on the Federal/
Provincial/Territorial Alcohol
Beverage Working Group.
3. BCWI social media channel
messaging support.

STRATEGIC PRIORITY 3

Hospitality
(restaurants)
Consumers

3. Using data-driven insights,
identify, recruit and motivate
key partners in each channel to
maximize exposure of campaign
messages.
4. Leverage media and social
influencers to amplify campaign
messages.
5. Involve and elevate profiles of
member wineries by providing
campaign materials to enhance
their own marketing efforts and
engage them to support current
and new listings.

New listings in channels
to support campaigns’
thematic.

7. Leverage BC VQA’s 30th
anniversary throughout 2020 and
the success of BC Wine Month.

BCLS:
1. BC VQA focus months to include
end displays, free-standing
case stacks, window clings and
specialized POS.
2. Implementation of BC VQA 30th
anniversary logo.

FY2021 Business Objectives

3. Taste Magazine editorial and instore tastings will be utilized to
enhance and elevate the Wines of
British Columbia category.

5. Average retail price per BC VQA Wine bottle sold in British Columbia will be $19.00 (incl tax).

Usage and adoption of
campaign messaging and
materials.

6. Align with Wine and Food Tourism
(WFT) campaign messaging.

BC RETAIL: BUILD BC WINE PRESENCE IN RETAIL CHANNELS
4. BC VQA Wine litre market share will increase by more than overall wine category in British Columbia.

Participation of number of
channel partners exceeds
Fiscal 2020 campaigns by
10%.

6. Wines of British Columbia promotional programming for British Columbia retail channels will be developed and implemented.
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3.1 BC RETAIL
STRATEGIES

3.2 BC RETAIL
TARGET AUDIENCE

TACTICS

STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Save-On-Foods:

Education:

Trade

1. Heighten BC Wine Month
in-store tastings by providing all
BC wineries with the opportunity
to have their wines poured in all
SOF stores.

Develop the skills of
industry to grow their BC
wine knowledge to deliver
the story of certified 100%
BC grape wine through
a strengthened Wines of
British Columbia Education
Program.

Wineries

1. Conduct an in-depth analysis of
current Wines of British Columbia
Ambassador Program execution.

Delivery of updated
Ambassador Level 1 and
2 program to key trade
identified in targeted top
list of restaurants and retail
channels.

a. Develop a monthly in-store
thematic for wineries to align
and capitalize on opportunities.
b. Include wine regions.
c. Holidays.
d. Features i.e. sparkling and Rosé
months.
e. Develop POS to support
thematic promotions.
2. Engage winery associations to
participate in wine region thematic
and align with pair.ing program.

LRS:
1. Provide access to BCWI marketing
materials through an online
industry “toolbox”.
2. Promote growth in the BC wine
category through new listings,
features, displays and tastings
through the new retail “Pour More
BC” program (in development).

Hospitality:
1. Provide access to BCWI marketing
materials through an online
industry “toolbox”.
2. Increase participation in “Pour
More BC” program that promotes
restaurants offering BC wine
features, 100% BC wine lists and
by-the-glass (BTG) promotions,
etc.

METRICS/KPIs

Hospitality
(restaurants)
Media

2. Identify and recruit industry
partners to facilitate and increase
attendance of Ambassador Program
sessions across the province.
3. Launch of updated Ambassador
Level 1 and 2 program content
including new geographical and
sub-geographical indications.

baseline set for entry-level
trade accessing online
training materials and
programs.

4. Create a target list of the top
restaurants and retailers in BC to
complete the Ambassador Program.
5. Make entry-level trade training
materials and programs available
online for wait staff, service staff,
wine enthusiasts, etc.
6. Implement Wine Ambassador Level
3 certification to include tasting
seminars and workshops in wine
country.
7. Host the 4th annual Wine BC
BootCamp with a series of
masterclasses to showcase and
educate target audiences on the BC
wine industry from grape to glass.

BCLS:
1. Work with BCLS marketing team
to conduct a BC wine education
day for all BC VQA Advocates to
attend Wines of British Columbia
Ambassador Program Level 1 and 2.
2. Create and provide educational
materials and infographics on the
BC wine industry to be used as staff
resources.
3. Have BCLS BC Wine Category
Manager attend the 4th annual
Wine BC BootCamp.

3. Build relationships with the BC
Sommelier (Somm) community
with CAPS BC incorporating a
Somm Smackdown BC wine and
local food pairing competition
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3.2 BC RETAIL
STRATEGIES

3.3 BC RETAIL
TARGET AUDIENCE

TACTICS

STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Save-On-Foods:

Industry Events:

Trade

1. Provide Wines of British Columbia
Ambassador Program Level 1 and 2
session for SOF Team Leads.

Continue to grow and
augment the annual Bloom
and Colour BC VQA Spring
and Fall Release Tastings
to educate key trade and
media.

Wineries

1. Host Bloom BC VQA Wines of
British Columbia Spring Release
Tastings in Vancouver and Victoria.

Maintain number of
participating wineries.

2. Conduct a WineBC.com webinar for
all SOF staff to understand how to
access the resources available on
the website.
3. Create and provide educational
materials and infographics on the
BC wine industry to be used as staff
resources.
4. Reserve two spaces at Wine BC
BootCamp for top SOF Team Leads.

LRS:
1. Encourage attendance of the Wines
of British Columbia Ambassador
Program Level 1 and 2 sessions
offered in the spring and fall
throughout the province.
2. Create and provide educational
materials and infographics on the
BC wine industry to be used as staff
resources.
3. Identify key stores to invite BC wine
staff specialists to attend Wine BC
BootCamp.

Hospitality:
1. Encourage attendance of the Wines
of British Columbia Ambassador
Program Level 1 and 2 sessions
offered in the spring and fall
throughout the province.
2. Create and provide educational
materials and infographics on the
BC wine industry to be used as staff
resources.

METRICS/KPIs

Hospitality
(restaurants)
Media

2. Host Colour BC VQA Wines of
British Columbia Fall Release
Tasting in Vancouver.

Increase number and quality
of attendees and new
products listed following
events.

3. Work closely with wineries and
their agents to drive quality
attendees to the events with focus
on “buyers’ hour” attendees.
4. Leverage relationships with retail
liquor stores and restaurants.
5. Integrate Wines of British
Columbia Ambassador Programs,
VIP Masterclasses and Winery
Association Regional Seminars.

BCLS:
1. Continue working with the BCLS
Marketing Team to have BCLS
BC VQA Advocates and Product
Consultants attend Bloom and
Colour Tasting events.

Save-On-Foods:
1. Continue working with SOF to
have their Team Leads attend
Bloom and Colour Tasting events.

LRS:
1. Work with key retail decision
makers to attend “buyers’ hour” at
Bloom and Colour events.

Hospitality:
1. Work with key decision makers to
attend “buyers’ hour” at Bloom
and Colour events.

3. Identify key stores to invite BC wine
staff specialists to attend Wine BC
BootCamp.
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STRATEGIC PRIORITY 4
BRAND BC: BUILD AND PROMOTE A WORLD-CLASS BRAND
FY2021 Business Objectives
1.

Establish key performance benchmarks for stakeholder awareness, perception and usage of the Wines of British
Columbia brand that will materially increase over the fiscal.

2.

Stakeholder participation in BC Wine Institute’s international market programs will increase by 15%.

4.1 BRAND BC
4.1.1 STRATEGIES
Build a strategic brand
platform for Wines of
British Columbia that
provides tools for the
industry and positions BC
at the highest level with
consumers and trade.

TARGET AUDIENCE
Member wineries,
winery associations,
destination marketing
organizations (DMO),
wine tourism groups.
Trade
Media

TACTICS
1. Develop a Strategic Brand Platform
to create consistent image and core
messaging structure for Wines of
British Columbia.
2. Work collaboratively with industry
organizations and DMOs to create
and disseminate resourceful
stakeholder communication tools
and materials to promote Brand BC
with consumers, trade and media
including:
3. Maps (regional, topographic, etc.)
a. Data/Statistics
b. Research reports
c. Fact sheets / Infographics
d. Media Kit / Social Media Guide
e. Handouts
f. Videos & imagery assets
g. 2020 Vintage Report
4. Create a series of informative
and relevant webinars to engage
member wineries and industry
stakeholders.
5. Conduct industry research to
benchmark consumer and trade
perceptions of BC wines.
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METRICS/KPIs
Adoption by wineries
of core messaging and
materials.
Increased image and
awareness perception
measures for Wines of
British Columbia through
regular tracking study.
Delivery of new regional
maps to industry

4.1.2 STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Develop and build
relationships with key
media influencers to
generate positive coverage
for the Wines of British
Columbia and drive tourism
to BC’s wine regions.

National and
international wine,
food, lifestyle, travel
and business media
and influencers.

1. Pitch and host in-region
domestic and international media
familiarization tours (FAMs).

Advertising equivalency value
and circulation of media
coverage, as measured by
media monitoring services.

DMOs, winery
associations and
wine tourism groups.
Industry
stakeholders and
partners.
Digital and social
media influencers
with wine, food,
travel and lifestyle
focus.
Micro-influencers.

2. Secure high-profile international
wine critics/media/influencers
from key target markets to visit the
wine regions of British Columbia.

Number of new media, trade
and influencer contacts
made.

3. Leverage partnerships with key
DMOs, winery associations and
other wine tourism groups to
increase awareness of the Wines of
British Columbia.

Social media reach,
impressions and engagement,
as measured by social
media analytics and Klear’s
influencer monitoring tool.

4. Identify and attend important
events, conferences and trade
shows to meet and build
relationships with key national and
international wine, food, travel and
lifestyle influencers.

Media and trade influencer
participation at events,
seminars and FAMs.

5. Create and utilize video assets,
media releases, media advisories,
wine samples, research data and
statistics, inspirational story
starters and social media stories
to communicate important issues,
events, accolades, research results
and industry happenings.

Media pick-up rate on
content distribution.
Number of rights-approved
assets gained from social
listening platform.
Campaign-specific and
monthly measure of digital
marketing and social media
execution.

6. Develop and implement strategic
influencer programs to identify,
engage and build a network of BC
wine ambassadors to facilitate
third-party reach on behalf of the
Wines of British Columbia and
BCWI member wineries, in support
of BCWI marketing, content and
advocacy initiatives.
7. Optimize user-generated content
to engage media, consumer and
trade audiences on authentic
stories and experiences specific
to the Wines of British Columbia
brand.
8. Leverage BC VQA’s 30th
anniversary throughout 2020
communications.

FISCAL 2021 BUSINESS OBJECTIVES: ACHIEVING THE STRATEGIC PRIORITIES
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4.1.3 STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

4.2.2 STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Reinforce the premium
quality positioning of
certified 100% BC grape
wine among key national
and international wine
media and influencers.

Media

1. Develop comprehensive FAM
itineraries to include regional and
varietal tastings for VIP media and
trade.

Number of industry
seminars and tastings
hosted for trade and media.

Increase global awareness
of BC as a premium wine
producing region to build
and retain international
export markets.

Trade

1. Participate in WGC and federal
government-led Wines of Canada
international activities, including:

Increased winery
participation and trade
attendance in BCWI
international media and
trade programs.

Trade
Trade Associations
Educators

2. Host masterclasses, seminars and
tastings for key media and trade in
targeted domestic and international
markets.
3. Leverage strategic media relations
partnerships with domestic and
international wine trade and media
associations including CAPS,
WineAlign and GuildSomm to host
key wine influencers for in-region
and in-market tasting events.

Number of media and trade
hosted.
Media and trade attendance
at events and seminars.
Number of new media and
trade reached.

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Develop and implement a
BCWI three-year (20212023) BC Wine Export
Strategy with an operational
plan.

Provincial and federal
governments

1. Identify, source and apply for
provincial and federal funding to
develop and execute a (20212013) three-year BC Wine Export
Strategy.

Develop BC Wine Export
Operational Plan
(2021- 2013).

2. Create an Export Committee
made up of head communications,
marketing and sales executives
from wineries, stakeholder
groups and organizations active
in export markets to coordinate
marketing and messaging priorities
with existing export brands and
wineries to leverage impact for BC
internationally.

Industry stakeholders

a. ProWein 2021
b. London Tasting 2020
c. International Cool Climate Wine
Symposium 2020
d. Pilot Tabletop tastings in Oslo,
Helsinki and Singapore

Increased international
media coverage for the
Wines of British Columbia.
Number of media and trade
contacts made.

3. Build influencer list and
relationships in key target markets.

4.2.1 STRATEGIES

BCWI member
wineries

BCWI member
wineries

2. Identify new opportunities within
key target markets to showcase
BC wine and expand channels that
increase exposure to commercial
interests.

4. Host top sommeliers, wine media
and trade in-region for CAPS
National’s 2020 Best Sommelier of
Canada Competition.

Industry stakeholders

Media

4. Building on the success of previous
years’ US events, continue to
develop trade and media tastings in
this market.
5. Create and implement missions
for buyers, influencers and media
representatives from target markets
to visit our wine regions.
6. Ensure BC wineries and industry
have a clear understanding of
the impacts and affects of doing
business in key target markets
through in-market export briefings,
key speakers and seminars.
7. Advocate for government support
of the efforts and export goals of
the BC wine industry.

3. Use a research-based approach to
evaluate and establish international
market priorities, messages and
activity plan based on brand
building potential and communicate
to all BC wineries.
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STRATEGIC PRIORITY 5

5.2 TOURISM
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Consumers:

TOURISM: GROW WINE TOURISM

Develop and grow
Chef Meets BC Grape
events amplifying WFT in
British Columbia.

1. Host our premium Chef Meets
BC Grape consumer walk-around
tasting events in BC and Alberta
to build consumer loyalty and
advocacy for BC wines and
wineries in planning holidays to BC
wine regions.

Maintain the number and
quality of participating
restaurants at each event.

FY2021 Business Objective

• Mature
Mainstreamers
• Enthusiastic
Leaners

BC winery direct sales in British Columbia will increase by 5%.

1.

• Engaged Explorers

Media and influencers
BCWI member
wineries

5.1 TOURISM
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Trade

Develop and implement
marketing campaigns. Focus
messaging on attracting
consumers to the region in
the shoulder seasons and
moving them around the
region in the busy summer
season.

Consumers:

1. Develop and execute marketing
campaigns that reach consumers
at two critical phases of their WFT
journey and integrate the BC Wine
App:

Digital content marketing
measurement:

• Passionate
Professional

• Engaged Explorers
• Mature
Mainstreamers
• Enthusiastic
Learners
Retail
Hospitality
(Restaurants)
Geographic
segmentation:
• BC Lower Mainland
• Alberta
• Quebec
• Ontario
• Washington
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a. Planning phase:
i. Focus on putting BC WFT
in the shoulder season
in all BC wine regions on
consumers’ consideration
lists.
b. In-region phase:
i. Focus on moving consumers
around while in-region.
ii. Leverage BC VQA’s 30th
anniversary and BC Wine
Month messaging.
2. Engage wineries and winery
associations to actively participate
in marketing programs including
pair.ing and keep their winery
listings current.

• Social media channels
engagement and reach.

2. Undertake sponsorship and
revenue stream development to
support WFT initiatives.
3. Leverage partnerships with winery
associations, DMOs and other
tourism groups to participate in
and support Chef Meets BC Grape
events and increase awareness of
the Wines of British Columbia.
4. Develop and execute
communications and content plan
to promote Chef Meets BC Grape
events to drive consumers to BC’s
wine regions.

• Website metrics.
• Social media sharing while
in-region.
• New accounts created in
Wines of BC Explorer app.

Maintain the number of
winery participants in BC
and Alberta.
Retain and grow paid
consumer attendance with
new and larger events
compared to 2019 sold out
events.
Confirm paid sponsorship
for WFT initiatives.
Measure unpaid media,
social media engagement
and online activity and other
marketing initiatives.

5. Develop event-related content that
can be used year-round to increase
wine tourism in BC.

• Downloads of BC Wine
App.

6. Source and appoint media partners
to leverage event promotion and
content generation.

• Adoption by wineries of
campaign messaging and
materials.

7. Develop Chef Meets BC Grape
Collaborative Dinners, engaging
key trade to further promote and
strengthen WFT.

5.3 TOURISM
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Support international
winery tourism as a
mechanism to create
pull, pricing (premium)
and sustainability for
international sales.

• Trade

1. Collaborate with Destination BC
and other stakeholders within the
BC tourism industry to proactively
market the BC wine industry
and its regions as a tourism
destination.

Measure unpaid media,
social media engagement
and Wines of BC Explorer
app activity and other
marketing initiatives.

• Media
• Consumers
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5.4 TOURISM
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Advocate for funding to
develop a multi-year BC
Wine & Food Tourism
Strategy for Fiscal 2020
– 2023 building on BCWI
Wine & Food Strategy 2016
– 2019.

Consumers

1. Research-based approach. Include
current BCWI research: winery
visitor intercepts, tourism focus
groups, social listening research
and two online surveys with
residents of Calgary and the lower
Mainland.

Funding for and completion
of final BC Wine & Food
Tourism Strategy 2020 2023.

Media and influencers
BCWI member
wineries
Trade

2. Align with tourism partners
including Destination BC,
Destination Canada and DMOs.

STRATEGIC PRIORITY 6
DATA: STREAMLINE INDUSTY REPORTING
AND DATA PROCESSING
FY2021 Business Objectives
1.

Consolidation of accurate and timely reporting of annual provincial crop/production figures and sales data will be
undertaken.

3. Align with Brand BC.

6. DATA
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Deliver accurate figures for
entire BC wine industry
for vineyard acreage, wine
production, pricing and
sales trends.

BCWI member
wineries

1. Partner with BC Grapegrowers’
Association (BCGGA) and BC Wine
Grape Council (BCWGC) to produce
and disseminate a 2019/2020
Acreage Report on behalf of the
entire BC wine industry.

Complete Acreage Report for
the BC wine industry.

Engage industry leadership
and partner organizations
to lobby the provincial
government to remove
bureaucratic obstacles to
streamlining regulatory
reporting requirements.

Non-member grape
wineries
Grapegrowers
Government
Trade

Streamlined regulatory
reporting requirements.

2. Implement and utilize Tableau
Program to create and disseminate
comprehensive Liquor Distribution
Branch sales reports and data on
pricing and sales trends for BCWI
member wineries.
3. Utilize insights from BC VQA
Wine store license sales data,
Association of Canadian Distillers
Reports (ACD Reports) and
international sales data.
4. Create a Member Portal to house
BCWI sales data, research reports,
webinars and seminars for member
wineries to access.
5. Partner with BCGGA, BCWGC and
BCWA to collect and disseminate
valuable research, statistics, data,
trends, etc. to industry through
presentations, keynote speakers,
meetings and webinars.
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STRATEGIC PRIORITY 7
SUSTAINABILITY: INCREASE DEMAND FOR 100%
SUSTAINABLE BC WINE
FY2021 Business Objectives
Development and implementation of an industry and stakeholder communications and awareness plan will support
sustainability certification.

1.

7. SUSTAINABILITY
STRATEGIES

TARGET AUDIENCE

TACTICS

METRICS/KPIs

Begin implementation of
Sustainable Winegrowing
BC (SWBC) Sustainability
Certification.

BCWI member
wineries

1. Partner with SWBC to socialize
the value of BC’s sustainability
standard to generate stakeholder
buy-in.

Engagement and inclusion
of stakeholders in SWBC
Sustainability Certification
implementation process.

2. Engage relevant industry
stakeholders to gain buy-in on
specific SWBC actions.

Winery participation in
SWBC Sustainability
Certification process.

3. Define 100% sustainable BC wines
and promote SWBC resources
to industry, trade and media
(guidebooks, reports, videos).

Website clicks.

Ensure stakeholder
awareness of and
engagement with the
certification.
Advocate for government
recognition and support of
Sustainable Winegrowing
BC (SWBC) Sustainability
Certification.

SWBC stakeholders
Non-member grape
wineries
Grapegrowers
Government
Regional winery
associations
DMOs
Trade

4. Organize and host 2-3 selfassessment workshops/webinars to
educate wineries and grapegrowers
about the benefits of the SWBC
Sustainability Certification program
and how the self-assessment
evaluations can be applied to their
operation.

Social media engagement.
Workshop/webinar
attendance.

5. Launch industry communications
campaign that conveys the
benefits and value of SWBC and
sustainability certification (i.e.
seminars, webinars, workshops,
keynote speakers, industry
communication channels).
6. Begin the year one implementation
of the SWBC Sustainability
Certification.
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