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

N O R T H W E S T  I N  E V E R Y  B O T T L E
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D E A R  W A S H I N G T O N  S T A T E  W I N E  I N D U S T R Y  C O L L E A G U E S ,

Welcome to the first ever Export Program Annual Report. We hope this serves as a good reminder of everything we 
accomplished in this last fiscal year, July 2023-June 2024, as well as an inspiration for wineries looking to participate with us 
in the coming year. 

We know this is a world class wine region; you do too. Now it's time to climb up on the world stage. What an exciting thing 
to pour WA syrah for someone who has never tasted it before, or see the Washington name on a banner across a busy 
ProWein hall. What an amazing feeling to drive someone over the Cascade mountains for the first time and see the trees 
drop away and the desert stretch before them, or to tour someone up the Columbia River and feel the magic of the Gorge. 

We feel lucky to get to be there for those moments, and priviliged to tell these stories. Thank you to all of you that 
participated in some form this year, and welcome to all those looking to join us next year. We feel energized by the things 
you're doing, and excited for the future,

Kate Salisbury and Chris Stone 
Washington State Wine Commission International Team

W E  A R E  A L I G N I N G  O U R  I N T E R N A T I O N A L  S T R A T E G I C  P L A N  W I T H 
W S W C  G O A L S :

-  A C T I V A T E  T R A D E  &  D I S T R I B U T O R  P A R T N E R S H I P S

•	 Inbounds, let's bring people here

•	 Establish ambassador relationships and continue to engage them in their home 
markets with an emphasis on consumer education

•	 Secure category representation (ie shelf space), while also increasing consumers 
knowledge of and access to Washington's variety of wines

-  I N C R E A S E  M E D I A  I M P A C T

•	 Inbounds, let's bring people here (x2)

•	 Focus on culture, sustainability, and quality

•	 Renewed focus on international wine tourism

-  D R I V E  W A S H I N G T O N  W I N E  B R A N D  I D E N T I T Y

•	 Inbounds, let's bring people here (x3) 

•	 Create cohesive message for all exporting wineries to spread

•	 Partner with other Washington state agencies – ex: State of Washington Tourism

•	 Promote Pacific Northwest lifestyle
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F Y  ' 2 4  A T  A  G L A N C E
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I N B O U N D S
Inbound trade missions remain our top (and favorite) tool for strengthening education and excitement around Washington 
wine. They are a building block of our strategic mission. There is no better way to tell Washington's story, no better education 
about Washington's many terroirs, no better window into the poeople and culture that make Washington special. The export 
team recognizes the importance of these missions, and will continue to bring the most important buyers and media here to see it 
firsthand.

“In August of 2023 a small group of intrepid 
Canadians traipsed through the wilds of 
Washington’s wine country in search of the 
new but found so much more. A fine fettle of 
wine producers and estates fill up the eastern 
landscape, fully encapsulating the industry 
with the experienced, quaint, artful, zealous, 
time-tested, animated and cerebral .” 

	 - Michael Godel, Canadian wine writer

Visitors:

•	 July: 10 trade and media guests from the UK

•	 August: 4 media guests from Canada, 1 journalist from 
Sweden

•	 October: 9 trade and media guests from Japan

•	 March: 5 trade and media guests from Canada, including 
the buyer for the BCLDB (BC Monopoly)

•	 April: 2 buyers from Norway's Vinopolet (Monopoly)

Objectives:

•	 International articles about WA wine

•	 Network of educators and ambassadors that we can 
reengage for in market activities. 

•	 Encourage world's most important buyers and media to 
visit wineries in person
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E U R O T O U R

OSLO

	▪ 52 people attended the masterclass, the highest attendance our in-
market rep has had at a masterclass in Oslo.

	▪ 83 professionals came to the tasting, we had aimed for 80-90. 

	▪ Håkon Skutveit, Tasting Director at the Monopoly HQ, came for US 
Buyer Steffen Riis Christiansen who was sick. Håkon and Steffen work 
closely together. They both also travelled to OR & WA in April. Steffen 
was sent a selection of wines after the show, and the US Embassy in 
Oslo also received the marketing materials and a selection of wines for 
an upcoming diplomatic event.

As always in March, we use our anchor European event, ProWein, to plan a target market tour with grand tastings and 
masterclasses for important trade and media. This year we focused on a flagship event in Oslo, Norway, and a return to 
Stockholm, Sweden. We also added a targeted educational event in a seconday Swedish market: Gothenburg.

STOCKHOLM

	▪ 50 people attended the masterclass, with another 50 on the waiting list

	▪ 180 professionals attended the tasting

	▪ Magnus Lindblom, Buyer of US wines at the monopoly, spent several 
hours at the tasting visiting with every producer 

	▪ WSWC and OWB also met privately with Magnus to invite him to visit 
our states.

GOTHENBURG

	▪ Winemakers’ Panel & Open Tasting

	▪ 36 professionals attended the event, including Emma Ziemann, 3 
time Swedish Sommelier champion and one of the most talked about 
sommeliers in Europe right now
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NORWAY -> SWEDEN –> P R O W E I N 

	▪ Despite the growth of VinExpo Paris, ProWein 
remains the largest wine trade event in the world. 

	▪ We had 18 WA wineries represented at our stand, 
who reported successful meetings, networking, and 
a shared love of old Riesling.

	▪ Our booth redesign echoed our brand story, using 
WA's stunning landscape as a backdrop to help set 
Washington apart across a busy show.

	▪ We will continue to reevaluate where we can best 
place our efforts in Europe.
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U K  P R E S S  L U N C H

	▪ We partnered with State of Washington Tourism, Visit 
Seattle, and the Port of Seattle for a first ever press event at 
Frameless, an immersive venue in London.

	▪ The idea for the event came organically out of the UK 
inbound trade mission in July, where both the trade 
and media were impressed with how the landscape 
of Washington echos the adventuresome spirit of the 
winemakers. 

	▪ The event brought together media from across the wine and 
tourism spaces, including guests from our inbound mission. 
In addition, we were able to enlist our two somms from the 
inbound trade mission to present and serve the wines at the 
lunch. 

	▪ Multiple articles were published as a direct result of the 
event, and our press office disseminated a press seeding

UK TRADE & 
MEDIA

WILD WA.
WELCOME TO
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For the first time, Washington participated in the two SITT (Specialist Importer Trade Tasting) events in London and 
Manchester, with the hope of connecting new brands to potential importers and to create excitement for wines already in 
the market, with independent buyers. We participated with 5 wineries currently in market, and 5 seeking representation.

We also organized a masterclass at both events to raise awareness around WA Wines.

	▪ The masterclasses were led by wine educator, Heather Dougherty, one of the attendees of our July inbound trade 
mission.

	▪ The Manchester masterclass has 19 attendees, and the London event had 21

S I T T  T A S T I N G S

U K  P R E S S  O F F I C E

V I R G I N  W I N E  P A R T N E R S H I P
	▪ We partnered with Virgin Wines, one of UK’s top wine specialists, to develop an online promotion for one month – in 

March, the best sales period for Washington State wine.

	▪ WA Wines participated in two of Virgin Wines in-person consumer facing events, in London and Edinburgh, and additional 
wines were also poured as part of a larger Virigin table at an event in Manchester.

	▪ In London, there was over 1,000 visitors, with almost 300 passing by the WA table for a tasting. The Edinburgh event takes 
place in late June. The promotion also included two blogs, The Secret to Why Washington Wines Are So Damn Good, published in 
March, and a Women in Wine blog for International Womens Day. featuring several WA winemakers. Sales were up during the 
promotion month by 30% compared to the previous year. 

	▪ The promotion also included several social media posts, including a tasting video with Virgin's Head of Buying

	▪ We established a "press office" with our in-market rep, Sopexa, which in addition to 4 formal press seedings, allowed for 
a more interactive relationship with interested media, and enabled us to get writers and influencers wine samples more 
efficiently. The press seedings were built around 4 theme blocks: Women in Wine, Social Sustainability, Back to Basics, & 
New Winemaking Styles.



M O R E  S C A N D I N A V I A
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STHLM FOOD & WINE SHOW: CONSUMER FAIR IN SWEDEN

A large Washington booth at Scandinavia's biggest food and wine fair, was an excellent opportunity to promote WA wines already 
available at the Monopoly directly to consumers. The booth was hosted by 3 sommeliers each day, and 2 Washington State 
masterclasses were held by Washington expert and well-known wine educator Michel Jamais (who also just visited WA again!).

The masterclasses were attended by 250 people, the largest seminar on Washington State Wines ever held in Sweden.

M O R E  S C A N D I N A V I A

N O R W A Y  F L A S H 
T R A I N I N G S

In June, six WA Wine 
masterclasses were conducted at 
the offices of Norway importers 
looking for new US brands for 
their portfolios. The events had 
more than 50 attendees, and 
feedback was very positive, both 
for the opportunity to learn 
about Washington, and for the 
potential of more WA wines in 
the Norwegian market.

C L A E S  L O F G R E N  P R E S S  T R I P

We sponsored a visit from Swedish journalist Claes Lofgren, who 
published not one, but two articles about his time in the Pacific 
Northwest.

C O N S U M E R  M E D I A  C O L L A B O R A T I O N 
V I N L I V  P A R T N E R S H I P

Goals: raise awareness for Washington State wines, create 
demand and help support monopoly sales

Solution: Targeted digital marketing through collaboration with 
a consumer wine website. We used native articles, newsletters, 
tasting videos with the editor in chief, and social media 
informing readers and sending traffic to the monopoly’s online 
store. The long-term collaboration helps us shape readers’ 
customer journey. We topped the collaboration with two 
physical tastings for Stockholm and Gothenburg readers.

24   ALLT OM VIN | NR 1 2024

UTFLYKT | WASHINGTON STATE

YAKIMA VALLEY  
& RED MOUNTAIN

I Prosser i Yakima Valley träffar jag Gab-
riel Crowell som tillsammans med två 
kompisar startade Tirriddis för två år 
sedan. Tre champagneälskande enolo-

gistudenter som gett sig den på att det går att 
göra bra mousserande vin i Washington. Och 
de har på kort tid höra låtit tala om sig. De 
hyr in sig i en gammal nedlagd äppelfabrik 
som omvandlats till en gigantisk vinfabrik.

Vinerna, Tirriddis är den enda producen-
ten i Washington som bara gör mousserande 
vin, är genomgående snygga med bra syra. 
De använder delvis de vanliga druvorna 
chardonnay och pinot noir, men experimen-
terar även med druvor som riesling, pinot 
gris och viognier. 

Framställningen sker till 100 procent enligt 
den traditionella metoden, inget fusk med 
tillsatt kolsyra. De flesta vinerna är Non-Vin-
tage, de blandar olika årgångar i den mån 
det går. De har ju inte hålla på så länge.

RED MOUNTAIN AVA är inte stort, men bland de 
viktigaste områdena för kvalitetsvin.

Två framsynta herrar planterade de första 
druvorna 1975 i det då ödsliga området.

Kiona Vineyards kallades odlingen och 
följdes därefter av Ciel de Cheval. Därefter 
kom en ny familj in och planterade det 
som skulle bli Klipsum. Vingårdarna blev 
berömda när framgångarna för Quilceda 
Creek och DeLille spred sig och efterfrågan 
på traktens druvor sköt i höjden. 

Tom Hedges och hans franskfödda fru 
Anne-Marie startade 1986 en exportfirma 
i Washington. Av en slump fick de 1987 en 
stor order av svenska Vin & Spritcentralen, 
som smakat deras merlot/cabernet bland-
ning från Columbia Valley. Vinet blev en 
sådan succé i Sverige att paret 1989 hade råd 
att köpa mark i det då okända Red Mountain 
AVA och plantera 20 hektar med Bordeaux 
druvor. Svenska vinmakaren Lars Torsten-
son var i flera år flying winemaker.

Toms och Anne-Maries dotter Sarah Hed-
ges Goedhart är ansvarig vinmakare sedan 
2015 och sonen Christophe är vd. 

Christophe berättar om Hedges historia.
– Tom hörde att de sökte vin härifrån så 

han använde sina kontakter för att få ihop nå-
got han hoppades skulle gillas av de svenska 
inköparna. När väl ordern kom hade han ing-
et färdigt vin i den volymen och inga pengar. 

Han begärde då hälften av pengarna i 
förskott, vilket inte var något problem för 
den statliga jätten. På så sätt kunde han köpa 
de volymer som sedan skeppades till Sverige.

Egendomen har vuxit till drygt 50 hektar 
och vinerna, som anses vara bland Red 
Mountains främsta, finns än då och då i 

1. Christophe Hedges 
och hans familj gillar 
Sverige, framgång-
arna här byggde 
vingården.

2. Chris och Thea Up-
church i Red Moun-
tains gör fantastiska 
viner i liten skala. 
Deras stora konstin-
tresse avspeglas på 
vinetiketterna.

1.

2.

S U S T A I N A B L E  W A  U P D A T E

We have submitted Sustainable WA for inclusion in the Nordic 
Monopoly audit process in an effort to have it included as one of the 
approved sustainability certifications for the tenders and stores. 

Washington State  
med Liora Levi

Flash Training
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A S I A  T O U R
SEOUL, SOUTH KOREA

We returned to Seoul for a trade tasting and masterclass. 
South Korea, while not quite on its same post-Covid upward 
trajectory, remains a curious, motivated, and interested 
market, that is open and excited to new world wine. 

The event was a large success:

•	 400 attendees

•	 52 attendees for masterclass led by Bree Stock, MW 
(standing room only)

We also saw the results of the retail promotion focused on 
WA Wine, which included dedicated retail space, marketing 
and advertisements, and a tote bag, which was rolled out in 
20+ wine shops across Seoul.
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V I N E X P O  H O N G  K O N G

P A C I F I C  N O R T H W E S T  W I N E  S P E C I A L I S T  C E R T I F I C A T I O N
SEOUL, SOUTH KOREA AND TOKYO, JAPAN

Washington and Oregon completed the Level 2 of our official educational certification program in both Korea and Japan. Attendees 
had already passed the exam for the Level 1 Certification in previous years, and were invited to complete this 3-day Level 2 course.

•	 26 officially certified Level II Pacific Northwest Wine Specialists in Korea

•	 22 officially certified Level II Pacific Northwest Wine Specialists in Japan

SEOUL, SOUTH KOREA AND TOKYO, JAPAN

VinExpo Asia will now be on an alternating schedule, with Singapore 
and Hong Kong acting as host cities every other year. Our participation 
in VinExpo Hong Kong marked our first return to the region since 
2018.

We had a full booth redesign in conjunction with Oregon to represent 
the Pacifc Northwest region. 

•	 9 WA Wine brands were represented, below the level of 
participation we would like. That being said, all brands made good 
contacts and felt the show was productive.

•	 There was standing room only in our Pacific Northwest Masterclass 
led by MW Bree Stock, with the majority of attendees visiting our 
booth afterward. 3 WA wines were featured.
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C A N A D A  T O U R

T O R O N T O  A N D  M O N T R E A L

	▪ We returned again to our highly successful 
Grand Tasting and Maseterclass events in 
conjunction with Oregon in both Toronto and 
Montreal

	▪ Close to 25 wineries from each state represented. 

	▪ Monopoly buyers from the LCBO attended in 
Toronto (including the masterclass) and the 
buyers from the SAQ  attended in Montreal, and 
were the very last to leave.

	▪ Montreal in total had 239 trade participants and 
36 masterclass participants

	▪ Toronto also had 200+ participants,  and 35 in 
masterclass

	▪ Both events are now recognized as a yearly 
rendez-vous

	▪ Both events had secondary events in each 
market, including an influencer tasting, a 
country club private tasting, a private wine club 
tasting, and a radio show. 

2  C A N A D I A N  I N B O U N D S

	▪ Canadian Media Inbound in August

	▪ Canadian trade and media inbound (including BC 
buyer) around Taste WA
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	▪ We continue to work to educate sommelier school students, and we did sessions with 3 groups in Ontario (with Angela Aiello), and 
4 groups in Québec (with Nadia Fournier).

	▪ 53 attendees in Ontario

	▪ 48 attendees in Québec

B C  P R O D U C T  C O N S U L T A N T  T R A I N I N G

L A  G R A N D E  D É G U S T A T I O N  D E 
M O N T R É A L

	▪ Washington and Oregon shared a 200 square feet 
floor space to represent the Pacific Northwest, as well 
as a masterclass  for 36 people

	▪  8 Washington wines, available in the SAQ, were 
featured at the booth 

	▪ 9,940 visitors over 3 days, 1,640 of which were trade 
professionals. Coupon sales to purchase wines were 
double than last year

O T H E R  C A N A D A :

S A Q  D I G I T A L  P R O G R A M S

	▪ We participated in the SAQ Passion program, which 
included production and copywriting of a sponsored 
editorial piece of content highlighting 12 products, 
all availabe on SAQ.com, and featured on their social 
media.

	▪ We also participated in SAQ's Inspire program, in 
which Targeted Inspire Card holders received an 
offer to purchase WA wine and redeem extra Inspire 
points: 15X points for 2+ bottles, 20x points for 3+ 
bottles. Reach of approx. 150,000 Inspire Card holders

	▪ Generated $138,000 in sales	.

	▪ We held a PNW training for BCLDB Product Consultants with MW Bree Stock

	▪ Featured 12 Pacific Northwest wines (6 Washington) currently available in market / in the BCLDB monopoly stores

	▪ Product Consultants (and BC buyer) were also invited to attend Taste WA

S O M M E L I E R  S C H O O L  A N D  I N F L U E N C E R  E D U C A T I O N
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	▪ 10.54% The percentage of growth in export 
sales over the past 5 years.

	▪ 31 The number of Washington Wineries 
that reported international sales in FY21/22, 
reporting $55 million in export sales in 
more than 74 countries. Our target markets, 
illustrated in the chart to the right, represent 
more than 80% of export sales. 

A B O U T  T H E  E X P O R T  P R O G R A M

WASHINGTON STATE WINE RECEIVES GRANT FUNDING FOR OUR INTERNATIONAL 
PROGRAMMING IN CONJUNCTION WITH THE OREGON WINE BOARD, UNDER THE 
UMBRELLA ORGANIZATION: NORTHWEST WINE COALITION

Funding for market development activities is awarded to the Northwest Wine Coalition by the Foreign Agricultural Service of the U.S. 

Department of Agriculture (FAS-USDA) and Washington State Department of Agriculture (WSDA) in the form of grants. Grant allotments 

are based on value and volume of goods exported, and demonstration of good financial stewardship.

23/24 grant allocations were based on our 2022/2023 export survey which  we run internally.

E X P O R T  S A L E S  F Y  ' 2 2 / ' 2 3



With the help of our partners at Bryant Christie, we annually 
apply for grant funding as the NWC through the USDA's 
Market Access Program (MAP). 

For the 2023/2024 Fiscal Year we also used up the remaining 
funds from the 2019 Agricultural Trade Promotion (ATP) 
Grant, which sunsetted this year. 

Through our use of our full grant allocation each year, we 
demonstrate good financial stewardship and NWC's ability 
to execute large-scale  programming. This will help justify 
additional grant allocations in future program years. 

We also worked hard this year on our application for the new 
RAPP (Regional Access Partnership Program) which we will 
have access to starting in FY 24/25. 

H O W  A R E  W E  F U N D E D ?

Next Steps:

1. Let us know! Contact:

Kate Salisbury
International Marketing Manager
206.708.5506 
ksalisbury@washingtonwine.org

Chris Stone
Deputy Director 
206.661.1336 
cstone@washingtonwine.org

Nigel Quinn
Account Manager, Bryant Christie Inc.
nigel.quinn@bryantchristie.com

2. Get informed

•	 Sign up for our industry newsletter (on our 
webpage)

•	 The WSDA is a also a great resource. We 
highly encourage you to sign up for their 
export-focused newsletters, and to reach 
out to their international teams with any 
questions.

•	 FundMatch is WUSATA’s 50% 
reimbursement program on eligible 
international marketing expenses for U.S. 
suppliers who are seeking to export or are 
currently exporting. WUSATA wants to 
assist with that process by encouraging US 
suppliers to utilize FundMatch. We highly 
recommend you look at theeir website for 
more information.

Washington State Wine Commission 
1201 Western Ave, Suite 450 
Seattle, WA 98101-3402 
washingtonwine.org, 206.667.9463

Interested in export?

F Y 2 4  I N C O M E
Total Income $1.01M

F Y 2 4  E X P E N S E S
Total Expenses $1.01M
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