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EXECUTIVE SUMMARY  

This document represents a business plan, which was made for ABC, a wine distribution 

company which plans to import wine from Spain and sell it directly to big retail and chain 

grocery stores in the U.S., Texas and Houston area to be more specific. 

The wine distribution business looks promising and very profitable, judging from the value 

of the wine market that was recorded in 2016, which amassed $287.39 billion. Recent 

projections suggest that the same market is expected to reach over $402 billion by 2020, at 

a CAGR 5.8%.  

Despite the favourable projections regarding the American wine market, the United States 

are one of the largest wine producers and consumers in the worldwide. France, Germany and 

Italy are trailing close behind the U.S in terms of wine consuption. 

In the U.S. the most popular wines that are preferred by the consumers are Cabernet 

Sauvignon, Rosé, and Prosecco. 

Wine shipments to the U.S. amassed nearly $100 million in July 2017, where the top 

imported wines originated from countries like Italy, France, New Zealand, Australia, and 

Argentina.  

What furthermore emphasizes the ample opportunity the wine distribution market offers, is 

the fact that in 2016 the U.S. citizen averaged 2.94 gallons of wine consumed annually, with 

states like Idaho, New Hampshire, and Washington D.C. being the leading ones in wine per 

capita consumption. 

The market that ABC decided to target are the large retail stores in Texas, which include 

popular names like Walmart, Fiesta supermarkets, Costco, Central Market, Whole Foods 

etc. 

The business’s competition consists of other companies and business who are either involved 

in wine distribution activities themselves, and/or retail sizeable quantities of wine, which 

originate from a variety of foreign countries. Some of the identified competitors are Global 

Quality Imports, Inc., Serendipity Wines, French Country Wines and so on. 

Like it was mentioned beforehand, ABC tends to execute the three-tier distribution model 

for its business model, which begins with the wine producer, following the distributor (ABC) 
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which is responsible for shipping the wines to the U.S. and lastly, the retail or the big retailing 

stores in the state of Texas that will sell the wines to the consumers. 

The wine ABC will distribute is the Spanish 2 Kisses Rioja red wine, which will be 

distributed via company trucks and its retailing will be supported with marketing activities 

that involve online website promotion, social marketing as well as local and mobile 

marketing activities, led by the marketing team.  

The CEO will be responsible for all administrative work at ABC, the Marketing Director 

will be in charge of the product and brand marketing, the Account Clerk will be tasked with 

performing various financial calculations and activities, and lastly, the Sales Representatives 

will be held accountable for the marketing and sales activities.  

What adds to the inevitable success of this business venture, is the 7 year experience of the 

founders in the wine distribution industry as well as the unique strategy to directly sell to the 

major resellers in the U.S. Furthermore, the company will enjoy benefits and legal incentives 

since they will operate as an MBE (Minority Business Enterprise). The initial product 

resistance, the limited initial capital, as well as the company reliance on a single supplier, 

are the major perceived weaknesses. ABC sees opportunities in receiving a positive market 

response from the consumers, which incentives larger sales and profits. Moreover, the 

national and international expansion of the business is also an opportunity that could be 

realized in the future. The other threats the company faces are the unprecedented shifts in 

market trends, which may leave the company either significantly rich or short on business 

and customers that will purchase the wine. Another threat is the competitors and their ability 

to overshadow ABC’s wine since it’s generally new on the market and unknown to some 

consumers. Lastly, the final threat is the seasonal wine demand, which may accumulate 

profits for the company at specific parts of the season, and leave the company in a financial 

loophole at other periods. The financial projections for ABC suggest that the company will 

record slight deficits during the first two years of starting the operations. The deficits will be 

equal to $153,302 in the first year and $67,054 in the second of operations. During the next 

three years, the company will amass profits equal to $19,195 in the third year, $105,444 in 

the fourth and $190,757 in the fifth year, since starting the business.  
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EXTERNAL ANALYSIS 

The external analysis’ task is to provide the reader valuable information that will enable the 

understanding and comprehension of significant trends, events, and occurrences that shape 

and affect a particular industry. The wine distribution industry is very intimately correlated 

with the wine industry, the size of the industry, types of wines produced and preferred, wine 

production demography etc. The following pages will firstly give a general overview of the 

wine industry, then focus and elaborate on the American wine market. 

INDUSTRY AND MARKET TRENDS 

With earliest mentions of the alcoholic beverage dating c. 6000 BC Georgia, Iran c. 5000 

BC, the wine has been consumed throughout mankind’ history, both as a lavish and suave 

beverage and as a part of various religious rites. Around the world, wine is continuously 

being used as a preferred alcoholic beverage during various celebrations, social gatherings, 

events, parties, as a sublime beverage to go with a food dish etc. The wine market was valued 

at $287.39 billion in 2016 and it’s expected to reach $402 billion by the year 2020, at a 

CAGR 5.8% CAGR during the forecast period, according to the report “Global Wine Market 

- Growth, Trends, and Forecasts (2017 - 2022)” available on Mordor Intelligence’ website.  

 

 

 

 

 

 

 

In 2016, the global wine market was led by Italy, France, and Spain in regards to the total 

amounts of wine that was produced. Information available on the statistics company Statista 

indicates that the USA was ranked as the fourth largest production country, averaging a 

production volume of around 23.9 million hectoliters in the year 2016. 
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The US is the largest wine producer in North America, while in the South American region, 

Argentina and Chile remain the major producers and consumers of wine. According to an 

annual report fashioned by the Silicon Valley Bank, titled State of the Wine Industry 2017, 

wines that are sold in the U.S. between the $12 and $25 margin, are expected to grow in 

demand as will high-end luxury wines with an established brand. Premium wine sales are 

also expected to increase somewhere between 10% and 14% above 2016 levels. 

MOST POPULAR WINES IN THE USA 

In terms of consumption, the information gathered from the website Wine & Vines, which 

offers a comprehensive collection of products providing news, information, marketing, and 

research, states that the U.S. consumer thirst for premium-priced wine and home delivery of 

luxury-priced wine drove double-digit growth in the U.S. wine sales in August 2017.  The 

top-selling red varietal Cabernet Sauvignon was identified as the cornerstone for this growth.  

During flash wine sales in the U.S., the event where a specific wine is offered at massive 

discounts and consumers have 24 hours to cash in on the action or pass it, the Cabernet 

Sauvignon enjoys the most offers among flash resellers, according to Wines Vines Analytics, 

and demand remains steady despite a decline in the overall number of offers made for all 

wines. Pinot Noir, red blends, and Chardonnay follow an order that parallels DTC shipments.  

Cabernet Sauvignon remains the top DTC (Direct-to-Consumer) varietal, with $744 million 

worth shipped in the 12 months ended July 2017 (up 18% from a year ago). Pinot Noir and 
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red blends followed, with Chardonnay—the only white varietal in the top eight—in fourth 

place, with shipments of $193 million. 

 

 

 

 

 

 

 

As it can be seen from the chart presented above, taken from the Wine & Vines’ article, the 

U.S. wine sales amassed $3.1 billion in August 2017, which is 14% more than the same time 

period from 2016. The domestic table wines drove the growth, rising 14% to $2.9 billion. 

Yet the category also includes sales of domestic sparkling wine and bulk imports, which 

increased 9% and 24%, respectively. 

In an article published by Nielsen, a global measurement and data analytics company that 

provides trusted perspectives for consumers on the markets worldwide, state that the Rosé 

sales peaked during the week of Independence Day in 2017. Additionally, the Rosé 

consumers are also increasingly adding other wine varieties, such as chardonnay and white 

zinfandel, compared to a year ago, as it can be seen in the chart presented in the spaces 

below. This indicates that Rosé is a popular middle ground for consumers who prefer sweet 

or dry white wines.  
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The Nielsen article further explains that even though the sparkling wine was one of the top 

wine varietals during the holiday season, there is still plenty of growth opportunities for 

prosecco in particular on the U.S. market. Prosecco accounted for nearly 20% of the total 

sparkling wine category, with dollars rising 21.1% in the last year. 

Hot Varietals and Trends Through Out 2017 

According to information compiled from various research papers and put together on the 

LizThachMw website, these were the most popular and most sought out wines on the 

American market in the previous year. 

The Five Most Popular Wine Varietals/Styles are 1) Chardonnay, 2) cabernet sauvignon, 

3) red blends, 4) pinot grigio and 5) pinot noir. This is expected to continue in 2017, 

though Chardonnay is not growing as fast as the other categories. 

Sparkling Wines continues to sizzle with double-digit growth. Prosecco leads at 17% of 

the category with $12 – $20 as a sweet spot. There is room for additional sparkling in the 

market, as consumers are expected to crave more bubbles in 2017. 

Rosé is still all the rage, with Provence rosés in the lead with a 64% dollar share. However, 

all price points over $5 per bottle are doing well and expected to continue in 2017. 

Sangria continues to surge with a 9.3% volume increase in 2016, though most Americans 

prefer to drink it in warmer months, so summer of 2017 should be positive for Sangria. 

Sauvignon Blanc, especially from NZ, captured strong increases in both volume and 

dollar value, with expectations for increased sales in 2017. 

IMPORTED WINES IN THE USA 

The month of August 2017, saw the second month of double-digit growth in bulk imports, 

which was the result of the lack of excess domestic juice from the previous month. Wines at 

$10 a bottle and above, have absorbed all available domestic supplies, prompting vintners to 

serve the strong demand for cheaper brands-often boxed wines- with imported bulk wine. 

Another article on the same website explains that the sales of bulk imports increased by 21% 

in July 2017 to $25 million. The growth boosted category sales by 3% in the 12 months 

ended July, soundly reversing declines posted earlier in the year. 

According to Wines Vines Analytics/ShipCompliant, more than $100 million worth of wine 

was shipped in July 2017, yielding a robust 23% increase from July 2016. Volume totaled 
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274,569 cases, up 15% from July 2016. The result was the strongest July for the channel in 

five years. Americans continue to be in love with wines from Italy and New Zealand. 

However, both France and Portugal made great showings in 2015 with 10.8% and 8% 

increases in value for wines from both 

countries 

 

 

 

 

 

 

 

In 2017, the U.S. wine market was made out of 67.1% domestic wine sales, around 25.4% 

Imported Packaged wines and rest (7.5%) was Imported Bulk according to LizThachMw. 

Total U.S. wine sales (including imports) approached $60 billion in 2016, the 24th 

consecutive year of growth for U.S. wine sales. The information available on Statista, also 

states that the Americans enjoyed their wine mostly at home than any other place, where the 

U.S consumer spent about $110 annually on the wine they consumed at home, compared to 

the $36 for wine at full-service restaurants.  

According to the 2017 Silicon Valley Bank report State of the Wine Industry 2017, the 

foreign bottled wine makes up 35 percent of the U.S. market, as showcased in the chart in 

the spaces below. 
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 A conclusion can be drawn that the U.S. wine market, apart from the domestic wines is 

favoring the Italian and Australian wines the most, judging by the imports volume. 

Unfortunately, Argentina, with its political problems; Australia, with its marketing problems 

and stronger currency; and Chile, which isn’t well positioned for a premium consumer, are 

the losers. 

WINE CONSUMPTION IN THE STATES 

The state of California has around 4,202 wineries which make up around 46% of the total 

wineries in the US. Moreover, in accordance to the statistics available on The Wine Institute, 

the public policy advocacy association of California wineries, the US citizen in 2016 on 

average consumed 2.94 gallons of wine annually, an increase from 2.34 gallons back in 2005 

(based on all wine types including sparkling wine, dessert wine, vermouth, other special 

natural and table wine). This only confirms that the US is amongst the top wine enthusiasts 

in the world.  

The 2013 Business Insider’ map displays the states in the U.S. that recorded the most wine 

per capita consumption in the year 2013. A conclusion is drawn that some of the residents 

that enjoy wine consumption the most are the citizens of the District of Colombia (25.7 liters 

of wine per capita), followed by New Hampshire (19.6 liters per capita), Vermont (17.5 liters 

per capita) and so on. 

 

 

 

 

 

 

 

 

 

 



 
 

 

12 
 

According to another source, a 2015 VinePair article, a company which publishes articles, 

lists and reviews of various topics regarding the wine industry, the states in the U.S. that 

indulge the most in wine consumption are Idaho as the leader, followed by New Hampshire, 

Washington D.C., Delaware and Vermont, as it can be seen in the map provided in the spaces 

below. 

 

 

 

 

 

 

 

 

 

 

Some of the other states that prefer wine consumption but weren’t mentioned in this map, 

are West Virginia, Kansas, Mississippi, Utah, and Oklahoma. 

Regarding the imports of wine into America, the website WorldsTopExports, suggests that 

America’s global purchases of imported wine totaled $5.8 billion in 2016. Below are the top 

15 suppliers from which the United States imported the highest dollar value worth of wine 

during 2016. Within parenthesis is the percentage change in value for each supplying country 

since 2012. 

1. Italy: $1.9 billion (up 21.3%) 

2. France: $1.7 billion (up 17.7%) 

3. Australia: $422.7 million (down -26%) 

4. New Zealand: $419.3 million (up 62.5%) 

5. Spain: $362.7 million (up 7.2%) 

6. Argentina: $343.7 million (down -20.7%) 

7. Chile: $314.5 million (down -15.4%) 

8. Germany: $107.7 million (down -19.6%) 
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9. Portugal: $96.1 million (up 25%) 

10. South Africa: $50.1 million (down -22.6%) 

11. Canada: $40.3 million (up 173.3%) 

12. Israel: $23.9 million (up 57.9%) 

13. Austria: $16 million (up 23.2%) 

14. Greece: $12.7 million (up 15.3%) 

15. United Kingdom: $10.8 million (up 156.9%) 

The listed 15 countries shipped 99.3% of all American wine imports in 2016. Among the 

above countries, the fastest-growing suppliers of wine to the United States since 2012 were: 

Canada (up 173.3%), United Kingdom (up 156.9%), New Zealand (up 62.5%) and Israel (up 

57.9%). Countries that experienced declines in the value of their wine supplies to American 

importers included: Australia (down -26.0%), South Africa (down -22.6%), Argentina 

(down -20.7%) and Germany (down -19.6%). Overall, the value of American wine imports 

were up by an average 9.3% from all supplying countries since 2012 when wine purchases 

were valued at $5.3 billion. 

According to information gathered on the BW 166 LLC, a website that publishes various 

articles, blogs and offers some counseling services, the imported packaged wine in the US 

for the last twelve months grew by a margin of 2.4% and grew 5.5% by value. Over the last 

three months, volumes grew by 0.8% and 3.4% by value. The imported bulk wine for the 

last 12 months also experienced growth of 18.7% in volume and around 21% by value. 

Statistics show that over the last quarter, volumes grew by 4.4% and declined in value by 

2.8%. 7% of all imported packaged wine by value reportedly arrived from Italy, while 25.4% 

of all imported bulk wine by value was imported from New Zealand.  

SOUTHERN U.S. WINE STATES 

 This subchapter will offer information at a glance regarding some of the southern states in 

the U.S which are known for their wine and wine operations US: 

 Texas - The Texas Hill Country AVA is the largest in the U.S. with some 15,000 

square miles of land, but less than 1,000 acres are planted to vine.  

 Louisiana – With the Prohibition period proving devastating for the state’s troubled 

wine industry, by the mid-1970s, enthusiasts began again cultivating their own vines 

on the loamy soils of the state. Now gaining recognition with such varieties as 
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Muscadine, Norton and Blanc du Bois, Louisiana winemakers are keen to renew the 

industry. Louisiana is home to part of the existing Mississippi Delta AVA and has 

four bonded wineries, collectively producing about 20,000 gallons per year. 

 Alabama - There are at least a dozen wineries in Alabama and more than 100 

vineyards. Similar to other southern states, the muscadine grape thrives here — but 

Alabama wine isn’t limited to sweet and sweeter. Norton grapes are successfully 

grown in Alabama, and experimentation with other traditional grapes is underway at 

several Alabama vineyards. 

 Oklahoma - Without an AVA to call its own, Oklahoma shares the Ozark Mountain 

AVA (which includes a whopping 3.5 million acres of land) with parts of Arkansas 

and Missouri. Most wines produced in the state simply use the state appellation. 

 Arizona - Most vineyards in Arizona are located in the southeastern portion of the 

state south and east of Tucson, which is also the location of Arizona's two designated 

AVA's (American Viticultural Area), the Sonoita AVA (established in 1985) and the 

Willcox AVA (established in 2016). Arizona has enjoyed recent success with wine 

made from the grape varietals native to Italy and the Rhône valley of southern France. 

 New Mexico – With more than 60 wineries, some of which are small independents 

and others are larger, like Gruet and St. Clair/New Mexico Wineries labels, 

production exceeds half-a-million gallons yearly that come from more than 70 grape 

varieties. World-class winemakers are consultants, instructors in all aspects of wine 

production, and owners of vineyards and award-winning wineries, which are 

scattered from la Frontera with old Mexico to the border of Colorado in four distinct 

regions and many microclimates. 

MARKET AND POTENTIAL CLIENTELE 

ABC will engage its distribution activities and do business will companies in the US that are 

generally well known and established retail markets, which retail everyday items from bread 

and butter to casual and luxury wines. Some of the clients and markets the company plans 

to make future collaborations are: 
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 Wallmart – the American multinational retail 

corporation that operates a chain of hypermarkets, 

discount department stores, and grocery stores, which also offers a wide selection of 

fine wines. 

 Fiesta Mart – an international chain of grocery 

stores that is massively successful at targeting the 

Hispanic market and specifically catering to their needs and shopping styles. Fiesta 

also operates the Fiesta Liquor Stores, where only alcohol is sold. 

 Costco Wholesale – the membership warehouse 

club that is dedicated to delivering the best 

possible prices on quality merchandise to its 

customers.  

 Total Wine & More – is the largest independent 

retailer of fine wine in the U.S. The company 

offers a wide palette of products at competitive prices. Each Total Wine store carries 

approximately 8,000 different types of wines from wine-producing regions around 

the world. 

 Spec’s Wines, Spirits & Finer Foods - the Texas 

family-owned liquor store chain known for its 

sprawling stores, is one of the top 5 biggest wine 

retailers in the U.S.      

 Central Market - is an American gourmet grocery 

store chain owned by H-E-B Grocery Company 

based in San Antonio, Texas. It specializes in high-quality, hard-to-find gourmet 

foods. Most locations also have a full-service kitchen, offer cooking and wine classes 

in their culinary school, and offer catering services. The chain has nine locations, all 

in Texas 

 Phoenicia Specialty Foods – is a supermarket that has been 

present on the American market over 30 years, and offers 

products from over 50 countries ranging from fresh-baked 
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artisan breads and European pastries to boutique wines and beers, quality meats and 

cheeses. 

 Whole Foods – started in 1980, with one small store in Austin, 

Texas. Today, they are the world’s leader in natural and organic 

foods, with 477 stores in North America and the United Kingdom. 

 

The following information that can be accessed on the website LizThachMw points to useful 

statistics that can be used in the closer determination of the average wine consumer. 

 The number of outlets that sell wine in the U.S. is around 545,907. 

 The total wine consumption in the U.S. is made out of 31% wines that are not 

American but are imported (21 million cases in bulk). 

 US Adults who drink wine is around 40% of the total country’s populace. 

 Around 57% of the wine consumers in the U.S are female, 43% male. 

 The frequency of wine consumption in the U.S. (people who drink wine several 

times per week) rose to 35%, which is an increase of 2% from 2010. 

The business will be on the lookout to partner with similar companies and major retailers 

that look to purchase quality wine and offer to the American masses via their massive web 

of national stores throughout the U.S. 

COMPETITION 

In this segment of the business plan, a closer insight will be provided on the competitors of 

ABC, which will generally consist of other wine distributors that are looking to sell their 

wines to the same major store chains and wholesalers in the Houston Area.  

The attempt to find importers of wine and/or distributors in the state of Texas, using 

TripAdvisor, proved to be unfruitful since the results were regular wineries and vineyards in 

Texas that either produce their own wines or import insignificant wine volumes from abroad, 

which do not fit the competitor description.  

Using Google Search, and the keywords “Houston Wine Imports” we discovered a total of 

15 wine importers that operate in the city of Houston. 
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As showcased in the map excerpt above, the ones that were with the highest google ranks, 

made by user reviews, were chosen as the business’s competition. Those companies are the 

Global Quality Imports Inc, Serendipity Wines Import, French Country Wines, Houston 

Wine Merchant, Southern Glazer's Wine & Spirits, Favorite Brands LLC and Vino Vero 

Wine Company.  

Since these are the wine distributors with the highest ranks and customer reviews, we 

decided to process them and consider them as the competitors for ABC in the Texas and 

Houston Area. 

GLOBAL QUALITY IMPORTS, INC. 

Global Quality Imports Inc. is one of the 

nation’s leading distributors of fine wines, 

spirits, beer and other non-alcoholic 

products. The company assumes a leadership position within the states alcoholic beverage 

industry, aggressively pursuing market share in all product categories with an emphasis on 

their suppliers’ long-term objectives and priorities.  

The company has a long-term orientation with an underlying philosophy of satisfying 

consumer needs. They are driven by sales and supported by initiatives and cost-efficient 

operation and management system to fulfill these ideas. 

Global Quality Imports Inc. also looks to partner with high potential brands which are nor 

receiving priority attention in the United States. They seek to provide the best possible 
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customer service, cater to supplier and customer relations. Thus increasing shareholder 

value. 

The company’ services cover wine imports from around the world, nationwide distribution 

of fine wines, spirits, beers and other non-alcoholic beverages. Furthermore, they have 

dedicated ON premise merchandising team which is active throughout the state. Global 

Quality Imports Inc. also has a training and development program, which educates people at 

all skill levels. The last couple of services the company offers are wholesale and merchandise 

display materials. 

The company has a vast selection of alcoholic beverages to offer, including: 

 Aguardiente 

 Whiskey 

 Vodka & Gin 

 Tequila 

 Cordials 

 Cognac & Armagnac 

 Brandy 

 Bourbon 

 Wines from Argentina, Armenia, Asia, California, Colorado, Croatia, France, 

Georgian wine, German wine, wine from Greece, and Vermont wine. 

SERENDIPITY WINES 

With 14 years of experience in the wine industry, Serendipity 

Wines Import is a representative of around 556 family wine 

producers (wineries), and are looking to partner with other 

producers who demonstrate an unwavering commitment to quality 

and consistency. The company is present in 18 stated throughout the U.S. and has around 2 

million cases of fine wine sold in the state of Texas. Moreover, to make sure the company 

has a flawless statewide coverage, their 3 warehouses are strategically positioned in three 

major markets throughout Texas to allow daily deliveries to Serendipity Wines’ customers. 
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The company offers wines that originate from plenty of wine countries around the world. 

They also retail domestic American wines too. These are the countries from which the 

company imports and retails their wines: France, USA (California, Oregon, Sonoma, 

Washington, and Texas), Italy, Spain, South Africa, Argentina, New Zealand, Switzerland, 

Greece, Georgia, Australia, Chile, Austria and Mexico. 

FRENCH COUNTRY WINES 

French Country Wines is a small winery business 

proudly introducing a selection of artisanal wines, 

hand-made and estate-bottled, from family-owned and 

operated vineyards throughout France. The quality of 

the wines they carry is unmistakable and their prices are very reasonable. The company takes 

great care in the handling of these wines, all the way from the vineyard to our warehouse, 

which is kept at a constant 60º. 

The company offers wine tasting sessions, alongside the 38 bistros, cafes and restaurants in 

the state of Texas that serve wines from this company. The majority of the wines the 

company offers are either Red wines, Rosé and/or White. 

French Country Wines offers wines to their customers which are exclusively made in France, 

and originate from the following 16 regions: Alsace, Bandol, Beaujolais, Bordeaux, 

Bouches-du-Rhône, Burgundy, Buze,t Cahors, Cassis, Champagne, Languedoc, Loire 

Valley, Margaux, Pouilly Fuissé, Provence and Rhone Valley. 

SOUTHERN GLAZER’S 

Southern Glazer’s is a business that seeks to provide supply chain 

solutions or an unparalleled selection of world-class wines and 

spirits. They strive to provide superior service to customers and 

suppliers and a superior place to work for their employees. The 

business employs more than 20,000 team members, distributes 

more than 150 million cases of wine and spirits annually across 44 

U.S. markets including, the District of Columbia, Canada, and the Caribbean. The company 

also showcases their corporate social responsibility through donations to various charities, 
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educational programs on the safe and responsible use of adult beverages, environmental 

sustainability and foster equality and encourage collaboration with workplace diversity. 

Southern Glazer’s has a handful of renowned selling divisions that offer their wines 

throughout the country. Some of them are: 

 SGW (Southern Glazer’s Wine & Spirits) 

 American Liberty 

 Artisanal Spirits 

 Atlantic 

 Coastal Pacific 

 Fine Wines 

 Transatlantic 

HOUSTON WINE MERCHANT 

Chosen as Houston’s “Favorite Wine Seller 2013” by My Table 

Magazine, Houston Wine Merchant has been independently and 

locally owned and operated for more than 30 years. The 

company has grown by proper customer treatment and by 

stocking the very best wine and fine spirits available. The 

business delivers within the greater Houston area and can ship to several states (Alaska, New 

Mexico, Idaho, Missouri, California & the District of Columbia). Among the vast palette of 

wines and spirits the company offers, they also offer wine tastings on Fridays and Saturdays, 

a sizeable selection of accessories (hand-held wine areators, wine bottle openers, bottle 

stoppers, screw caps and a lot more) gift baskets, boxes and gift bags. 

Houston Wine Merchant offers wines originating from some of the most prominent wine 

producing countries around the globe. Some wines are domestic but the majority of the wines 

the company offers come from the following countries:  Argentina, Australia, Austria, 

Brazil, Canada, Chile, England, France, Germany, Greece, Hungary, India, Israel, Italy, 

Lebanon, Mexico, New Zealand, Portugal, The Republic of Macedonia, South Africa,  

Spain, and Uruguay. 
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FAVORITE BRANDS 

Favorite Brands is the company that was founded by the LaMantia 

family, with deep roots in the Texas business scene dating from 1978, 

where the company exclusively distributed beer along the Texas and Mexico border. The 

company now employs more than 1,200 workers, grew to 2 distributorships with 13 

warehouses. Along with their knowledgeable employees, Favorite Brands prides itself on a 

unique and elite portfolio of some of the best craft and import beer, and boutique wine and 

liquors from all over the world. Favorite Brands also supports local community 

development, through Stars, the LaMantia family, along with their community partners, have 

raised more than 25 million dollars for college scholarships. 100% of the 25 million dollars 

has gone directly toward funding more than 12,000 scholarships, since 2001. The company 

has their distributive networks set up in the states of New Mexico, Texas, and Louisiana. A 

more specific location of their warehouses is presented in the following map. 

 

 

 

 

 

 

Favorite Brands offers a wide range of spirits, crafts (beer) and a fine selection of wines. 

Amongst the fine wines, the company offers are some domestic brands, which are made in 

the state of California. The rest of the company wine portfolio is made out of Argentinian 

wines, Australian and Austrian, wines that are imported from France, Greece, Italy, Mexico, 

Portugal and Spain. 

VINO VERO WINE COMPANY 

Vino Vero’s the name of the company which sources 

eclectic, well-made wines that convey a sense of place, 

tradition, and purity. Whether directly sourced from 

California, Oregon, or Europe, or imported by one of the 

company’s import partners, the selection of wines they offer is unique and reflects the 
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passion for what they do. The company is a small group of professionals sharing a 

commitment to excellent wines, customer service, and strive to be good ambassadors for the 

producers they represent. As a growing company, their business is largely based on 

partnerships with independent restaurants, fine wine shops, and wine bars. Vino Vero 

focuses on the major Texas metropolitan markets including Houston, Austin, San Antonio, 

and Dallas Fort Worth. 

The business’ wine portfolio is heavily populated with wines that are domestically Italian-

branded. These are the wines the company imports directly from Italy: 

 Ottella,  

 Veneto Barone Cornacchia,  

 Montepulciano d' Abruzzo Scacciadiavoli,  

 Umbria Colterenzio,  

 Alto Adige La Farra,  

 Prosecco Veneto Trere,  

 Emilia Romagna Montauto,  

 Maremma Enrico Santini Sottimano,  

 Piedmonte Guidobonno,  

 Piedmonte Antico Colle,  

 Tuscany. 

The remainder of the wines the company offers to their customers come from France, 

Germany, Spain, Argentina, Greece, Portugal and South Africa. 

Our third approach in establishing the competition was via Yellow Pages. Using the 

keywords Wine Brokers, we stumbled upon a list of 23 highly acclaimed wine broker 

companies in Texas.  Unfortunately the list wasn’t 100% accurate, as some company 

websites were unable to open and we couldn’t explore what kind of business they were 

actually doing, then we had couple of companies that were covered in the google search 

approach, and of course we had few companies that we considered are a part of the 

competition. Those companies are Beviamo International, American Nordic Trading 

Company Inc. Pioneer Wine Company and Brix Wine Cellars. 
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BEVIAMO INTERNATIONAL 

Founded by Jack Fassetta and Angelo Ferrari, Beviamo International’s 

roots run deep in Italian soil, therefore they are proud of the heritage 

and the fine wines Beviamo International imports from Italy. The 

company’s purpose is to bring the absolute finest wines from Italy, 

Spain, France and South America to those that know, understand and 

appreciate quality. With more than fifty years combined experience in the wine industry, the 

founders of Beviamo International make a simple promise that their varietals will add a 

brilliant flair to even the most established wine list. 

Amongst the sizeable wine list the company has to offer, they also have incorporated wine 

tasting events that allow the wine connoisseurs to familiarize with the varietals and have a 

firm proof of what they are about to purchase. 

Even though Beviamo International’ majority of import wines are from Italy, they still offer 

wines from Austria, Spain, Argentina, Chile, USA (California) and Uruguay.  

AMERICAN-NORDIC TRADING CO., INC. 

Founded in 1989, American-Nordic Trading Co., Inc. is a 

U.S. Importer and Texas Wholesaler of Fine wines, 

Premium Spirits, and Beers. The company’s mission is to 

deliver extremely competitive value brands, unique niche 

products, and the highest quality available. They supply retailers and restaurants in Texas, 

Wholesalers in other states, and Importers in foreign countries. American-Nordic Trading 

Co., Inc. is a customer-oriented business that responds to customer’s needs with personal 

service and a problem-solving attitude.  

The company retails wines, liquor as well as dessert and sparkling wines. Their wines are 

not specified from which country come from, but they offer Ashbury Grove, Ehret, Bodvin 

varietal, Borges, Casa Mateo, Casata Divini, Guapo, Lello, Lisidoro wines, Los Ricos, Lyrup 

& Salena, Stilleto, Viento Norte and Vmonte wine varietals. 
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PIONEER WINE COMPANY 

Pioneer Wine Company envisions their role as one that 

preserves and promotes wines and specialty spirits and reflects 

the global efforts of vineyard owners, winemakers, and distillers 

who understand nature, the land and the purity and origins of the 

grape. Mass production is the company’s focus; Pioneer Wine Company’s selections range 

from world class to downright amusing. They continually explore new frontiers as they look 

to offer wines and specialty spirits that surprise, excite and engage their customers.  

As the majority of competitors, Pioneer Wine Company also organizes events where wine 

aficionados can gather, socialize and try new and exciting wine brands from around the 

world.  

The company’s alcohol inventory consists of various wines, spirits, cider, sake, kegs and 

non-alcoholic beverages. 

Wines that are imported and sold by this business are wines that originate from Australia, 

Lebanon, New Zealand, South Africa, Argentina, Chile, Austria, England, France, Germany, 

Italy, Portugal and Spain. The domestic US varietals come from Arizona, California, New 

Mexico, Oregon, Texas, Virginia, and Washington. 

BRIX WINE CELLARS 

BRIX opened in the fall of 2008 as a warm and 

friendly place to enjoy a glass of wine and excellent 

food. Situated on the Piazza Fontana in the Vintage 

Park Shopping Center in Northwest Houston, BRIX features over 2,500 bottles of wine, 

representing more than 500 wine labels by the bottle and, in addition to our extensive wines 

by the glass list, offers a selection of both red and white wine flights featuring wines from 

different regions for the aficionado or anyone looking to branch out and try new things. 

The wine flights (a wine “flight” is a grouping of wines that have something in common: the 

varietal, the winery, the region, the vintage, or the type of wine or blend.) the business offers 

are coming from various regions and vineyards located in the U.S. (California, Oregon), 
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Italy, New Zealand, France, Spain, Portugal, Germany, Canada, Austria, Australia, Hungary 

and Argentina. 

Our fourth and last approach in establishing the wine importer/distributor competition in the 

state of Texas and the Houston area was using Yelp and typing the keywords “Wine 

Importers”, near “TX Houston”. There were about 17 results, companies that were already 

covered in one of the previous approaches, were just casual socializing places which offered 

some wine choices or stores that mainly retailed spirits/beer but not wine. However, we 

included 2 companies that were importing and retailing wine on their premises, which had a 

sizeable selection of wines that originated from various places around the globe. Those two 

companies are Direct Wine Imports of Texas and Agora. 

DIRECT WINE IMPORTS OF TEXAS 

Direct Wine Imports of Texas, Inc. is an 

importer and marketer of fine wines from 

around the world. Their aim is to deliver the best in value by providing the finest quality 

wines at the best prices. The state that they taste thousands of wines each year; yet only bring 

to market those few that pass their rigorous review.  

Direct Wine Imports of Texas’s wine catalog consists only of foreign varietals. The wines 

the company offers are from Spain, France, Portugal, Italy, Switzerland, Australia, Germany, 

Lebanon, and Morocco.  

Competition summary: 

From all of the above competitors that were presented, it can be concluded that the most 

popular wines for export to the U.S. market or more specifically Texas, are Red and White 

wines that originate either from the domestic wineries in California or generally come from 

European countries that are renowned for their wines, such as Spain, Portugal, and Italy. 

New Zealand, with the continuing growth of its Sauvignon Blanc, and France, with demand 

for low-price rosé, are gaining popularity too. 
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LEGAL OVERVIEW 

After developing a solid business plan, gaining the adequate financing, and identifying and 

targeting the appropriate suppliers and customers (a gross oversimplification), it’s time to 

obtain the proper credentials to ultimately import this wonderfully delicious commodity. 

Below are some of the critical and necessary licenses, permits, and documents that must be 

executed and in place prior to placing the first purchase order and/or importing the first 

shipment: 

 EIN- Employer Identification Number:  This is a prerequisite for getting a Federal 

import permit and also necessary for opening up a bank account for any entity other 

than a sole-proprietorship.  An EIN can be obtained on-line fairly easily at the IRS 

website. 

 Federal Importer Basic Permit:  The first industry license required to be obtained 

and also the most important.  The TTB (Alcohol and Trade Tax Bureau) requires that 

you have a letter from a winery willing to export to you before you can apply.  The 

application and instructions can be found on the TBB website and takes about 60 

days for processing under normal circumstances. 

 Certificate of Label Application (COLAs) On-Line:  Once an importer receives 

their Basic Permit, they should immediately apply for access to on-line submission 

of their Certificate of Label Application (COLA).  This simple one-page form is free 

of charge and takes approximately 30 days and is ready for the importer when they 

have labels to present. 

 Home State Licenses:  Each state can radically differ when it comes to their 

licensing requirements.  We recommend you visit TBB’s Alcohol Beverage Control 

Boards web page to learn more about individual state licensing requirements. 

 FDA Product Registration:  As an importer, you’ll need the Food & Drug 

Administration (FDA) registration number from each supplier (which the suppliers 

should already have if they are already shipping to the U.S.) and for yourself as a 

company if you will be storing the wine at your own facility. This registration process 

is free of charge service. More information may be found on the FDA’s Registration 

of Food Facilities web page. 
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 Broker Power of Attorney:  In order to have a Customs broker act on the behalf of 

an importer, a Broker Power of Attorney must be executed by an officer of the 

company that will be looking to import.  This relatively simple document is a 

requirement and a fairly easy step to complete in the initial compliance 

process.  Note:  Brokers can act on behalf of importers by clearing their cargo with 

U.S. Customs and Border Protection (CBP) as well as with other relevant 

government agencies such as FDA and Bureau of Alcohol, Tobacco, Firearms, and 

Explosives (ATF), for example. 

 Customs Continuous Bond:  CBP requires that all formal entries be backed by a 

valid bond or surety.  The validity of a Continuous Bond is 12 consecutive months 

from bond inception date.  A Continuous Bond can be purchased from Shapiro, or 

typically from most Customs brokers. 
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INTERNAL ANALYSIS 

The internal analysis will showcase how the business will actually function. It will expand 

upon the business’ competencies and aspects that could be improved in the future. The 

internal analysis will provide insights which will enable ABC’s operations to run smoothly, 

reach bigger client base, and leave customers satisfied with both, product and service. The 

business model will detail how the business will operate at its core. The following subchapter 

will elaborate on how the business can promote itself, expand upon their inventory and their 

products on the market. The process workflow will display how the main process that 

generates money for the business will unravel, and lastly, the organizational structure will 

familiarize the reader of the business plan with who are the persons behind this business and 

how the business will be structured. 

BUSINESS MODEL 

ABC’s business model will be based on purchasing 2 Kisses Rioja red wine from Spain, 

afterwards shipping the wines to the USA and finally, distributing the goods to the larger 

retailers and grocery chains in the state of Texas and the Houston area, which will sell the 

wines to the final customers – the wine aficionados.  

The company has at its disposal vetted and experienced staff, with 7 years of active 

experience in the wine distribution industry, mainly distributing Italian wines to Nigeria. 

Furthermore, they possess human resources, which are Bachelors of Science in Accounting 

and an Executive MBA, with leadership experience through their carrier and active 

involvement in successful fundraising initiatives through common stock placements and 

convertible notes, among others. They also have a spotless negotiation record, achieving 

consensus with government leaders, local stakeholders and corporate partners. 

With the Spanish wines increasing in demand and the overall wine industry in the U.S. 

experiencing growth, ABC will offer the Texan customers a native Spanish red wine at the 

affordable price of $7.99, which will prove to be a fair price for an alcoholic beverage that 

can be casually enjoyed over socializing events, meals, or make for a lovely present on 

special occasions.    
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MISSION & VISION 

Mission: The company’s mission is to provide the U.S. wine connoisseur niche, smooth, 

fresh and exciting wines that will satisfy the tastes of every wine consumer, veteran or 

beginner. 

Vision: ABC’s vision is to build a unique and successful “minority owned” wine 

importation company. 

PRODUCT/SERVICE SPECIFICATION – 4P 

With the help of the 4P/7P marketing mix, an 

insightful analysis will be conducted, which will 

enable the business’ products, or a combination of 

them to be placed in the right time, on the right place, 

with the right price. This will allow the focus of the 

marketing and promotional efforts of the company, to 

be better adjusted and aimed the correct customer 

base. 

PRODUCT 

ABC will be distributing the Spanish Red Wine “2 Kisses Rioja” for its business purposes. 

The wine has 14% alcohol, aged 18 months in French and American oaks, preserving the 

unique features of the terroir and the Tempranillo as well as adding vanilla hints, coffee, 

honey and balsamic elegant notes. 2 Kisses Rioja consists 80% Tempranillo grapes, where 

the rest 20% are Graciano grapes. The wines will be contained in dark glass wine bottles 

depicting the elegance and unmistakable character of the wine. 

PRICE 

The price for purchasing a bottle of 2 Kisses Rioja Red wine will be $7.99. This way the 

wine price is placed under the $10 category, making the wine easily accessible to expert 
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wine connoisseurs as well as casual drinkers who don’t know a lot about wines but are 

curious to try new and exciting things at a very reasonable price.  

Most consumers tend to lose interest in purchasing new, unknown and not-previously-tasted 

wines which have double-digit pricing and have crossed the $10 barrier.  

The general approach most casual wine drinkers have towards the wine pricing is if it’s under 

$10 and it tastes good, that’s fantastic! If a bottle of wine is over $20 and tastes only nice, a 

mistake has been made. If the bottle costs under $5 and it’s not that great, who cares. 

PLACE 

The third “P” of the marketing mix, Place, in the wine industry more closely looks into the 

distribution, the retail outlets, warehousing and the sales territories of the product. 

The distribution will be done by ABC, with the help of the trucks they have at their disposal. 

The bigger grocery stores and supermarkets will be the locations where the customers will 

be able to purchase the 2 Kisses Rioja wine. The business will use the vast network of 

locations the supermarkets have already established to make the wine more easily accessible 

to every customer that is interested in the alcoholic beverage. 

ABC already has a warehouse in their operations, which ensures the timely distribution and 

storage of the wine, prior to the delivery to their final destination (the chains of supermarkets 

and grocery stores). 

Currently, ABC will operate in the state of Texas and the Southwest Region of the USA. In 

the future, the business will strive to expand further and plan accordingly. 

PROMOTION  

ABC will employ 3rd party commission marketing team that will be responsible for the 

marketing activities and the brand positioning of the company. 

Among the plethora of marketing endeavors that will be undertaken in the future, these are 

some of the ones that will ensure proper positioning of the company on the American market: 

 Online Website – The online website marketing will offer the visitors to meet the 

team behind ABC, explore the business and the wine the company offers, and as 

well discover the origin and ingredients used in producing such a unique wine 

varietal, presented to the American consumer. The website will also greatly serve in 
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promoting the brand and the 2 Kisses Rioja red wine, to consumers that are located 

outside of Texas, even in other states, countries and continents. 

 Social Marketing – The business will be present on every relevant social media 

platform, the likes of Facebook, Instagram, Twitter, Pinterest, LinkedIn, and 

YouTube. The buzz that will be created on the social media platforms will pique the 

curiosity of every visitor on either of these popular social media websites and direct 

their attention to ABC and their wine. 

 Local Marketing - Word for word, "local store marketing" refers to a plethora of 

marketing techniques a ABC will uses to market itself to the area it operates in. 

Promotional posters, wine tasting events, commercials and vehicles painted on the 

side with the company’ logo and wine will all generate interest and solid client base. 

 Mobile Marketing – tablets, other mobile devices, email, SMS, MMS and mobile 

apps will all be included in the promotional arsenal the business will use in the 

efforts to take its place on the Texan wine (distribution) market. This promotional 

channel offers more personalized approach and it will be used for targeting specific 

demographics and wine consumers.  

PROCESS WORKFLOW 

Here the distribution model will be explained in short in a few simple steps: 

1. The company will procure the wines from the Wine Industry in Spain 

2. Afterwards, ABC will import their wines to their warehouse in the US. 

3. Lastly, the distribution to the supermarkets and the chain grocery stores will happen, 

where customers will be able to purchase their new favorite wine. 
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The pictures above offer an idea of how the whole process will occur. The general flow of 

operations in the wine distribution industry, following the the three tier structure that is 

exhibited as the second picture in the space above.  With the business procuring the 2 Kisses 

Rioja red wine from the Galicia Group, S.L, Spain, following the import activities to the 

U.S. and eventually delivering the wine to the supermarkets which will sell the wine to the 

customers. 

ORGANIZATIONAL STRUCTURE 

The organizational structure will resemble a standard top-down structure, where the CEO 

will be responsible for the all administration, the Marketing Director will be in charge of all 

product marketing, the Account Clerk will be tasked with performing clerical, financial, and 

administrative services in the office environment, posting transactions, and calculating 

interest 

and totals, 

as well as 
CEO

Product Marketing 
Director

Sales 
Representatives

Account Payable/ 
Receivable Clerk
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tracking incoming payments and obligations. The Sales Representatives will be the people 

in the company that will arrange meetings, go to events and make sale deals with clients who 

wish to purchase the 2 Kisses Rioja Spanish wine. 

 

 

 

 

 

 

ABC has strong inclination to achieve market success since the founders of the company 

have 7-year experience of importing wines from Italy to Nigeria and are knowledgeable of 

the wine distribution business. Moreover, one of the founders is a Bachelor of Science of 

Accounting, and an Executive MBA, as well as being involved in leadership roles and 

heavily involved in all aspects of successful capital fundraising initiatives in the United 

States, which showcase the capability and willingness to make the business a great success. 

 

 

SWOT AND RISK MANAGEMENT 

The analysis that follows has the purpose of establishing the strengths and weaknesses of the 

business venture. It will also showcase the potential threats and opportunities. The aspects 

that influence the well-being of the business, come from the business’ external and internal 

environment. With the knowledge garnered from the analysis, the business will be able to 

guide itself through the uncertainties and potential threats with greater ease and have a clear 

focus on achieving their goals. 

STRENGTHS  

The strength of a business comes from the business itself, meaning it’s an internal factor that 

can be controlled and influenced by the business/company. Generally, business strengths 

involve strengths in the organization and business processes, the way the business is 

structured, working culture, human resources etc. 
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 ABCs’ strengths are seen in the 7-year experience they possess in the wine 

distribution industry. This will prove of great use in pushing the company through 

the market uncertainties and fluctuations.  

 Another strength is the unique tactic to directly distribute to major resellers in the 

state of Texas. This way the middle man is cut out and the profits are redirected to 

the company. 

 Moreover, the company will operate as an MBE, a Minority Business Enterprise, 

which is at least 51% owned by an ethnic minority. This means the company can 

make use of concessions and incentives that are available lawfully, in order to boost 

MBES in the USA. 

WEAKNESSES 

The weaknesses of the business are the factors that hinder the success of the business. They 

can be influenced and changed, and it’s best to identify them as soon as possible so proper 

actions in avoiding/overcoming them are taken. 

 The perceived weakness of this business endeavor is the initial market resistance to 

a new product. ABC would be left vulnerable and exposed if the 2 Kisses Rioja red 

wines is not well accepted on the Texan wine market. 

 The company’s supply chain limitation. In other words, the inflow of wines depends 

exclusively on the partner-supplier company in Spain. Should the demand for the 

wine rise and something went awry with the supplier (Galicia Group) the company 

would be left in an unfavorable position. 

 Limited finances is another weakness for this business. ABC’s founding capital is 

based on personal savings and sweat equity. If any unprecedented expenses occur, 

the company would have to seek other forms of finance, which may or may not be 

given to them. 

OPPORTUNITIES  

The opportunities in the business world, mostly come from external influences, which are 

out of the control range of a company. Most of the times these external influences originate 

from a variety of Political, Economic, Social and/or Technological factors/trends that are 

present in the industry. 
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 One opportunity is the possibility of the agile market response to the Spanish wine, 

which would be a response to a specific market niche, affected by this wine varietal. 

If the wine is well received and highly demanded, the business is sure to increase 

sales and amass sizeable profits. 

 Another opportunity is seen in the future nation-wide or even global expansion of the 

business. 

THREATS 

The external environment factors that can cause issues and difficulties for the business are 

known as threats. The company cannot directly influence them or change them. This leaves 

the business predicting the possible future threats, and acting accordingly. 

 Shift in the market trends. If the demand for Spanish wine declines, or for any 

reason the demand for that specific type of red wine declines, it would result in 

losses for ABC. 

 Overshadowed by the competition. If the business is not well positioned on the 

market and fails to acclaim some positive recognition of the brand and the wines 

they represent, the competitors may be able to overwhelm ABC with their products 

and leave the company in an unfavorable position.  

 Seasonal demand. The threat of the wine being sought out only during specific 

seasons may put a dent in the business’s finances and projected cash flow. 

Strengths 

 Prior experience in the industry; 

 Direct distribution to big chain 

stores; 

 Law and policy incentives due to 

operating as an MBE; 

Weaknesses 

 New product on the market; 

 Single supplier; 

 Limited initial finances; 
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Opportunities 

 Good market response to the wine; 

 Business Expansion; 

Threats 

 Shift in market trends; 

 Superior competition; 

 Seasonal wine demand; 

RISK ANALYSIS 

Risk analysis is the systematic study of uncertainties and risks that are encountered in 

business, public policy, and many other areas.  Risk analysis seeks to identify the risks faced 

by an institution or business unit, understand how and when they emerge and estimate the 

impact (financial or otherwise) of adverse outcomes.  

The purpose of the risk management section is to look at the weaknesses and threats of the 

business more closely, view and assess the risk of failure, as well as provide viable solutions 

on how to avoid them, if possible. 

The probability of the “risk” occurring, will be rated on a scale to 5, with 1 being the lowest 

and 5 the highest grade. The “risk” impact on the business will be rated in the same manner. 

When the risk probability and impact values are multiplied, a total risk value is gained. The 

total risk value presents the intensity of the risk it has on the business, where 25 is the highest 

and 1 is the lowest value.  

 

Risk Probability Impact Total Action 

New product 
on the market 

4 4 16 Risk  Mitigation 

Mitigating this weakness is possible by the 
strong and aggressive company, wine and 
brand promotion. 

Single supplier 5 4 20 Risk Mitigation 

ABC should look for more wine suppliers, in 
order to offer more wine diversity and not be 
solely dependent on a single supplier. 
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FINANCIAL MODEL 

The financial plan is a comprehensive evaluation of a company’s current and future financial 

health by using currently known variables to predict future cash flows, asset values, and 

withdrawal plans. These metrics are used along with estimates of asset growth to determine 

if an entity’s financial goals can be met in the future, or what steps need to be taken to ensure 

that they are. In the section below, the financials for ABC will be presented, along with the 

assumptions which were used in the makings of this financial model.  In our projections, we 

made calculations for the first five years of the business’ operations. 

Limited initial 
finances 

2 5 10 Risk Mitigation 

Careful finance planning is imperative, 
looking into future potential bank loan plans if 
the need arises.  

Shift in 
market trends 

2 4 8 Risk Mitigation 

Have a replacement beverage that could tend 
to the needs of customers that look for 
something different. 

Superior 
competition 

4 5 20 Risk Mitigation 

Organize events, wine tastings, social 
gatherings where customers can make sure of 
the quality of the wine and have a first-hand 
confirmation that the beverage is their new 
favorite. 

Seasonal wine 
demand 

2 4 8 Risk Mitigation 

Expand the wine portfolio with wines that can 
be enjoyed throughout the whole season. 
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ASSUMPTIONS 

These are the assumptions that we based the financial model on: 

 Each year ABC will increase the number of wine containers sold in the U.S. by 3, 

starting with the first year with 6 containers, 9 in the second, 12 in the third year and 

so on. One container has approximately 7,920 bottles of wine. Regarding this 

quantity is made the average quantity per month. 

 The direct costs are gained after the number of wine bottles that are expected to be 

sold, on a monthly base, are multiplied with the fixed cost for procuring them, which 

is $4, 36 per bottle. After calculating all the Costs and Freight, Import Duty, 

Processing Fee, Harbor Fee, Excise Tax, Clearing & Handling, the cost to obtain a 

single wine bottle is $4, 36.   

 The CEO’s salary will be $8,000 per month. 

 The Product Marketing Director’s pay will amass $5,000 per month. 

 ABC’s Accountant Payable/Receivable Clerk will receive a monthly salary of 

$3,000. 

 ABC will employ 3 sales representatives, which will earn $2,700 per month, each. 

 The business will employ 3rd party marketing services for the company’s brand and 

product marketing and promotion activities. Those services will cost ABC $350 per 

month. 

 It was assumed that Texas imposes a 6.25% state sales and use tax on wines.  

 

 

INCOME STATEMENT  

The Income Statement (or Profit &Loss Statement) is the financial statement that reports the 

company's financial performance over a specific accounting period. Financial performance 

is assessed by giving a summary of how the business incurs its revenues and expenses 

through both operating and non-operating activities (direct and indirect costs). It also shows 

the net profit or loss incurred over a specific accounting period 

Profit & Loss Statement 
      

 1st year 2nd year 3rd year 4th year 5th year 
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Total Revenues 379,685  569,527  759,370  949,212  1,139,054  
      

Direct cost:      

     0  
Direct cost per item 207,187  310,781  414,374  517,968  621,562  
Total Direct Costs 207,187  310,781  414,374  517,968  621,562  

      
Gross Profit 172,498  258,746  344,995  431,244  517,493  
% of Revenues 45.4% 45.4% 45.4% 45.4% 45.4% 

      
Indirect cost:      
Salaries 289,200  289,200  289,200  289,200  289,200  
Rent & Other 
Administrative Costs 18,600  18,600  18,600  18,600  18,600  
Marketing & Sales 
expenses 6,600  6,600  6,600  6,600  6,600  
Insurance 8,400  8,400  8,400  8,400  8,400  
Office Supplies 1,200  1,200  1,200  1,200  1,200  
Phone/Internet 1,800  1,800  1,800  1,800  1,800  
Other Administrative Costs 1,800  1,800  1,800  1,800  1,800  
Total Overheads 325,800  325,800  325,800  325,800  325,800  

      
Earnings before Interest, 
Tax and Depreciation 
(EBITDA) (153,302) (67,054) 19,195  105,444  191,693  
% of Revenues -40.4% -11.8% 2.5% 11.1% 16.8% 

      
Interest Expenses 0  0  0  0  0  
Earnings Before Tax (EBT) (153,302) (67,054) 19,195  105,444  191,693  

      
Less: Corporate Tax 0  0    936  
Net Profit (153,302) (67,054) 19,195  105,444  190,757  
% of Revenues -40.4% -11.8% 2.5% 11.1% 16.7% 

      
Cumulative Profit (153,302) (67,054) 19,195  105,444  190,757  

The profit and loss statement showcases that ABC’s total revenues will gradually increase 

after each year of operations. The total revenues amassed in the first year of operations will 

be $379,685, $569,527 in the second, $759,370 in the third and $949,212 and $1,139,054 in 

the fourth and fifth year, respectively. 

ABC’s total direct costs are expected to increase with each year for around $100,000. To be 

more specific, the total direct costs calculated for the first year are $207,187, $310,781 in 

the second year, $414,374 for the third, $517,968 for the fourth year of operations and 

$621,562 for the fifth.  

The total indirect (overhead) costs, for the 5 year period, are a fixed sum, of $325,800.  
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ABC won’t make any earnings before paying interest, tax, and depreciation (EBITDA) for 

the first 2 years, after starting its operation. The financial deficit will equate to $153,302 in 

the first year and $67,054 in the second. The EBITDA for the following three years are 

amassing to $19,195 in the third year, $105,444 in the fourth and $190,757 in the fifth year. 

It’s projected that ABC will operate at a loss during the first two years of functioning. The 

predicted losses will amount to $153,302 and $67,054 for the first 2 years respectively. In 

the third year of operations, the company will record net profits of $19,195 in the third, 

$105,444 in the fourth and $190,757 in the fifth year. 

CASH FLOW 

The Cash Flow details the amount of cash and cash equivalents are entering and leaving a 

company. The Cash Flow also allows investors to understand how a company's operations 

are running, where its money is coming from, and how it is being spent.  

Cash Flow Statement 
      

 1st year 2nd year 3rd year 4th year 5th year 
Net Income (157,602) (71,354) 14,042  95,760  176,876  
Depreciation 4,300  4,300  4,217  3,300  3,025  
Cash Flow from Operating 
Activities (153,302) (67,054) 18,259  99,060  179,901  

      
Sale of investments 0  0  0  0  0  
Investment 19,500  0  0  0  0  
Cash Flow from Investing 
Activities 19,500  0  0  0  0  

      
Bank Overdraft 0  0  0  0  0  
Loan Principle 0  0  0  0  0  
Paid-in Capital 0  0  0  0  0  
Cash Flow from Financing 
Activities 0  0  0  0  0  

      
Net Cash Flow (133,802) (67,054) 18,259  99,060  179,901  
Add: Beg, Cash 50,000  (83,802) (150,856) (132,597) (33,537) 
End, Cash (83,802) (150,856) (132,597) (33,537) 146,364  

 

ABC’s cash flow statement indicates that the business will have a negative cash flow from 

operating activities during its first two years of operations. That cash outflow in the first year 

of operations will be equal to $152,302 and $67,054 in the second. The company’s cash flow 
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reaches positive values in the third, fourth and fifth year of operations with $18,259, $99,060 

and $179,901 correspondingly. 

The cash flow from investing activities will equate to $19,500, while the cash flow from 

financing will remain at 0 through the entire projected period. 

The company’s net cash flow is expected to record negative values in the first couple of year 

of operating $133,802 in the first and $67,054 in the second year. The third year will be the 

year when ABC’ net cash flow is positive and will amass to $18,259. The fourth and fifth 

year will also record positive net cash flows for ABC, equating to $99,060 and $179,901 

respectively.  


