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We need less _u_._um_nm_ Sl 2,000
A Receiving
fo Ow_u rint and less Equipment $58,023.75
0& u mﬂvanj.—no Z o nn\gm Dmuo Cellar Equipment $16,623.25
m .ﬂ m m Material Handling $49.520.00
o _lm.mn necaed. Refrigeration
System $28,918.57
Fermentation &
Storage $49,800.45
No oak barrels. Oc_, Cooperage $51,944.00
m_tom Co.ﬂm are _Anm a _.._m Tasting Room $3,675.95
A _ Plant & Office $302,388.00
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Total Investment $560,893.97
Per Unit
$/Case $280.45
$/Gallon $117.83
$/750 ml $23.37

Small Winery Investment and Operating Costs http://ses.wsu.edu/wp-content/uploads/2015/02/eb1996_05.pdf
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Williamson Process Maximized
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Traditional Wine Making Process
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(_entrifu ge Advanta ge

Maximum Annual Production Without mn:wlﬁcmn“

12.5BBL 4 Weeks 12 Months $3000

X X X = $900,000
2Weeks 1 Month 1Year 1 BBL $
Maximum Annual Production With A.;\o:w_,:mcmo"
12.5 BBL 9 4 Weeks y 12 Months y $3000 LTI
1 Weeks 1 Month 1Year 1BBL ~ 7

*1 BBl =31 Gallons = 159 - 750ml Pottles




Williamson Mead Making Process
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Figure 11: E-commerce trends in alcohol

% E-COMMERCE TRENDS IN ALCOHOL Explosive growth in COVID-19 period

= Wine * Beer/FMB/cider Spirits ™ Total alcohol

E-commerce trends in alcohol
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With consumers sheltering and working from home, online sales
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became important for all alcohol producers. Growth in delivery £1500000

company accounts for companies like Drizly and Instacart S

$500,000
exploded. We believe there is a permanent consumer shift to more 5
online purchases of wine, which will expand with the coming of

age of millennial consumers.
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% AVERAGE WINERY SALES CHANNELS PRE-COVID AND DURING COVID

Figure 7: Average winery's sales channels

W Tasting room "= Wine club ™= Mading list ™= Subscription ™= Wholesale off-premise > 1 — : — -
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Balor e, COVID and during COVID

Restaurants and tasting room sales made up about 43 percent of
the average winery’s sales in April 2020, when the government
issued shelter-in-place orders, closing both channels. Resilient
producers immediately evolved to phone sales, e-commerce,
Zoom tastings and curbside pickup, among other tactics. By
November, the magnitude of the shift was apparent, with online
sales showing the greatest total change.




