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1.0 SUMMARY 

 

The purpose of this dissertation is to determine the attitudes of the New York City (NYC) wine trade 

towards Finger Lakes Cabernet Franc (FLCF).   The objective is to determine the region’s potential with 

Cabernet Franc, the region’s number one red grape, by way of comparing it to the region’s number one 

white grape, Riesling.   

 

In order to gauge the overall attitudes towards FLCF, the composition of perceptions had to be 

outlined.  It was determined that the best way to measure the potential for FLCF was to look at it from 

a marketing standpoint as a new product, and to measure the different elements that lead to new 

product success.   

 

Literature about measuring new product success and customer satisfaction was reviewed.  Five major 

themes emerged: product relevance, perceived value, product satisfaction, product availability, and 

market penetration.  A survey was created to measure the first four of these themes.  The last was 

measured by a survey of NYC’s wine shops and restaurant wine lists.  The NYC wine trade was 

targeted to participate in the survey.  This group was made up of buyers and sellers of wine in 

restaurants and retail stores.   

 

2.0 INTRODUCTION 

 

2.1 The History and Growth of Vinifera Grape Wine Production in NY State 

Vinifera grape plantings in the Finger Lakes (FL) have increased significantly since the passage of the 

Farm Winery Act of 1976.  In 1975, total vinifera grape acreage for all of New York State (NYS) was 230 

acres, with 123 of these devoted to Riesling, and a negligible amount if any to Cabernet Franc (CF) (N. 

Y. Crop Reporting Service).  Knapp Winery was the first winery to plant and produce wines from CF, 

beginning in 1982 with the first CF wines released in 1984 (www.knappwine.com).  By 1990, total 

vinifera acreage for the state had reached 2111 acres, Riesling 404 acres, and CF 73 acres (Department of 

Agriculture and Markets, 1991). 
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The number of wineries producing vinifera grape wines has also increased dramatically since 1976.  

While there were 18* wineries in NYS in 1976, there are now 373 (www.newyorkwinealliance.com) 

with 124 in the Finger Lakes AVA’s alone (www.fingerlakeswinealliance.org), and their capacity to 

produce is increasing (New York Wine and Grape Foundation, 2008).   Between 2000 and 2010, 193 

wineries opened in NYS, more than in the previous 170 years (U.S. Department of Commerce, 2011).   

 

2.2 Riesling and Cabernet Franc In The Finger Lakes 

Riesling is the most planted white vinifera grape variety in the state of NY as well as in the FL region 

(Tables 1 & 2).  It has proven to be a successful variety for the region because it is cold hardy, it 

provides a consistent crop, and it produces good to great wines in most vintages unlike most other 

vinifera varieties planted in the FL, especially red vinifera varieties (Robinson, Harding, & Vouillamoz 

2012). This grape is the focus of wine festivals and promotions (Riesling Rocks, Riesling Week, Summer 

of Riesling, Finger Lakes Riesling Launch).  FLR is also given singular categories on some of NYC’s best 

restaurant wine lists, despite the fact that Riesling ranks low in terms of importance of sales volume for 

NYC restaurants (Preszler & Schmit, 2009). 

 

Table 1 Grapes, Acres, Production by Variety, NY State 2011  

Variety Acres Production in Tons 

White Riesling 1034 4052 

Chardonnay 865 2899 

Gewurztraminer 155 491 

Merlot 763 2357 

Cabernet Franc 495 1779 

Pinot Noir  316 952 

Other Vinifera 333 1211 

Total 31,803 188,000 

                                                 

 

http://www.newyorkwinealliance.com/
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(United States Department of Agriculture, 2013) 

Table 2 Acreage of Top Finger Lakes Vinifera Varieties 1996-2011 (N.Y. Orchard & Vineyard Survey, 

N.Y. Crop Reporting Service, Albany N.Y. , 1996, 2001, 2006, & 2011) 

Variety 1996 2001 2006 2011 

Percentage 

Increase  

Since 1996 

Acreage 

Increase Since 

1996 

Riesling 231 290 543 849 368% 618 

Chardonnay 314 311 351 351 12% 37 

Cabernet Franc 42 136 199 236 461% 194 

Pinot Noir 86 137 149 194 226% 140 

Gewurztraminer 26 45 75 108 415% 82 

Cabernet Sauvignon 46 61 84 104 126% 58 

Merlot - 52 72 87  87 

Pinot Gris - - 51 69  69 

Total Acreage Vinifera 

Grapes 745 1031 1524 1998 268% 1253 

Total Acreage All Grapes 10087 7875 9174 9393 -7.4% -694 

 

Merlot is the number one planted red vinifera grape in NY State (Table 1), but Cabernet Franc is the 

most planted red vinifera variety in the FL region, and has shown the most rapid growth in acreage 

planted (Table 2).  Of the state’s 495 acres of Cabernet Franc, 236 of these are in the Finger Lakes.   

 

Like Riesling, CF is also cold hardy, and can withstand the region’s harshest winters when planted in 

the right location.  Also like Riesling, CF ripens regularly in the cool climate of the Finger Lakes 

(Pompilio, 2015) providing more consistent yields from year to year.   

 

Both grape varieties have also shown an increase in prices paid for grapes on the bulk market (Cornell 

University, 2012, 2013, & 2014) (Cattell, H. & McKee, L., 2010) (Cattell, H., 2008). 

 

Riesling and Cabernet Franc in particular can be “tough sells”.  Preszler & Schmit researched NYC 

restaurants to determine the presence of NY wines on NYC wine lists, and found that Riesling and CF 

were the lowest rated grape varieties in terms of importance on NYC restaurant wine lists (Preszler & 
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Schmit, 2009).  Riesling is among the top ten purchased grape varieties by consumers in 2014 (Table 3) 

and FLR in particular has gained an international reputation as being of consistently good quality 

(International Riesling Foundation). Sales of both varieties are on the rise.  In 2014, direct-to-consumer 

sales of Cabernet Franc rose 40%. While the overall number was relatively small at $24 million, the 

average bottle price paid was $35.88 (Lavin, Adams, And Gordon, 2014).  This could be positive news 

for the future of FLCF, as the average price for an entry-level FLCF available in NYC is $9.99 -$26.00 

(www.wine-searcher.com) (www.SevenFifty.com) (www.beveragemedia.com). Sales of Cabernet Franc 

from France’s Loire Valley, historical home to the grape, area also increasing (O’Donnell, 2015) which 

can only increase trade and consumer awareness of CF.  

Table 3 U.S. Sales Distribution of Leading Types of Wine 2012 

Dollar sales share of the leading 10 types of wine in the United States in 2012 

Chardonnay 18.4 % 

Cabernet Sauvignon 13.5 

Merlot 7.5 

Pinot Gris 7.2 

Pinot Noir 5.3 

Red Blends 4.4 

Sauvignon Blanc 4 

White Zinfandel 3.7 

Muscat 3.4 

Riesling 2.2 

 

2.3 The Current State of NY Wines in the Context of the NYC Market 

Sales of New York wines are now about 7% of all wine sales sold through the state’s three-tier 

distribution system and 19.8% of all NY wines are exported (Stonebridge Research, 2014).  

 

NYC is the focus for this study as it is one of the top markets in the country for wine.  One third of the 

top grossing 100 independent restaurants in the U.S. and five of the top 10 stand-alone restaurants are 

located in New York State (NYS), and most of those are in NYC (Stonebridge Research, 2014).   The FL 
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wine region is a four-hour drive from NYC, so the proximity makes it a very desirable market for 

producers located there. 
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3.0 LITERATURE REVIEW 

 

In measuring the overall perception of a product, many different elements of perception must be 

considered (Ipsos, 2009; Tam, 2004; Kantamneni & Coulson, 2996). Some of these elements are visceral 

and others are more tangible, but all have an effect on each other and on the sum total – the overall 

perception.  These interrelated visceral elements include: relevance, value, differentiation, and 

satisfaction.  Tangible elements to be explored include availability and market penetration. This 

literature review will explore these elements as determinants of the wine trade’s perceptions of FLR 

and FLCF.   

 

For the purposes of this paper the customer is being defined as the member of the NYC wine trade who 

is purchasing and selling these wines in wine shops and restaurants.   The last section of this review 

explores the wine trade as influencers over consumer choice.  

 

3.1 Product Relevance 

Relevance can be defined as “the extent to which a product meets consumer needs, both functional and 

emotional” (Ipsos, 2009).   FLR and FLCF present many functional needs for the NYC on and off-

premise wine trade.  They represent varietal wines from a specific region.  In the case of FLR and FLCF, 

the provenance, the Finger Lakes, and its proximity to NYC give it extra significance as a local product.  

This may create more of an emotional need for the product, and these emotional needs are viewed as 

stronger than functional needs creating strong, lasting relationships with the product (Berenbaum, 

2014; Ingwer, 2013; McEwen & Fleming, 2014).  The “local” aspect of FLCF also adds to product 

differentiation, a concept discussed later in this review. 

 

The emotional connection to a product can lead to greater salience, the degree to which something is 

“noticeable and important” (Oxford English Dictionary).  Gallup identified that customers who were 

satisfied with the product as well as engaged emotionally to the product spent more money and 

purchased the product more often (McEwen & Fleming, 2014).  In terms of FLR and FLCF, salience was 

measured by asking respondents to choose which wine from a series of similar items they would 
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choose to occupy an important position within their wine program; i.e. a “by the glass” (BTG) selection 

or a high volume retail placement ($12-$15 on the shelf).  These values should indicate how “top of 

mind” FLR and FLCF are in terms of everyday purchasing decisions by the trade. 

 

3.2 Perceived Value/Expensiveness 

Before determining how to gauge the value of FLR and FLCF with the trade, a study of what perceived 

value means was undertaken.  Perceived value is a concept that is important to marketers, but it has 

not been fully researched in the context of consumer goods and purchasing behavior.  Kantemneni & 

Coulson (1996) attempted to define value by establishing 21 points for determining value.  Most 

research does agree that perceived value is the sum of many different types of values placed on a 

product, such as: 

 Functional Value: it solves current problems or prevents further ones 

 Monetary and Non-Monetary Value:  price, quality, quantity, time spent obtaining product, 

distance travelled and search made for product; 

 Symbolic Value:  self enhancement, role position, group membership, and ego identification; 

and 

 Aesthetic Value:  needs of sensory pleasure, variety, cognitive stimulation of the five senses. 

 

3.3 Product Differentiation  

Differentiation plays a critical role in determining expensiveness.  If a product is perceived as being 

different from the competition, it could offset a higher price (i.e. highly differentiated products can 

support a higher price point). In addition, emotions make price sensitivity less of a factor in a wine 

purchase (Ipsos, 2009). Price is just one part of a set of image variables that are strongly linked to a 

product, but are different than the product itself.  The other variables are brand name, peer support, 

and origin (Erickson, Johansson, and Chao, 1984). 

Because the Finger Lakes is a four-hour drive from New York City, it means that Finger Lakes wine can 

be seen as a local product which should give it a high degree of differentiation.   

 

3.4 Customer Satisfaction 
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Customer satisfaction can be defined as an emotional response that resulting from a cognitive process 

of evaluating the quality of a product or service against the money and time spent to acquire the 

product or service (many citations).  All of the elements outlined thus far – relevance, value, 

differentiation – are all determinants of customer satisfaction.   

 

Customer satisfaction is but one determinant of the overall perception of a good or service, but it alone 

does not always result in consumer loyalty when it comes to post-purchasing decisions (Jones and 

Sasser, 1995).  Quality and perceived value along with customer satisfaction all contribute to consumer 

post-purchase behavior.  Coyles and Gokey (2002) identified consumer loyalty was a result of an 

emotional connection between consumer and product.  Loyal consumers are not only more likely to 

become repeat customers, but are also more willing to pay premium prices. (Ulrich, 2010).    

 

For this paper, customer satisfaction will be measured as one of several interrelated elements of the 

overall perception of FLCF.  

 

3.5 Availability 

Product availability is one key, tangible element that contributes to overall satisfaction.  In order to 

satisfy the most fundamental need, supplying the product, the product must be available.  In terms of 

Finger Lakes wineries focused solely on vinifera grape wines, production levels are generally low.  

These wineries range in size and type, from very small, producing 1500 cases per year (Higgins, Pers. 

Comm), to larger wineries producing around 35,000 cases per year (Haywood, Pers. Comm).  The 

largest wineries in the Finger Lakes region are producing commercial quantities of hybrid and 

Labrusca variety wines in addition to vinifera grape offerings, or are solely focused on hybrid/Labrusca 

grape wines (i.e. Taylor).  

The size of the smaller wineries means that supply will be limited.  Scarcity of the top wines could 

mean that they become allocated, which carries certain implications in terms of the NY State Liquor 

Authority. 
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Supplying the product to the customer entails not only physically having the goods, but it means 

getting it to the customer when they need and want it.  There are now 163 FLR and 65 FLCF available 

(www.sevenfifty.com) through 27 different distributors servicing NYC.  

 

3.6 Market Penetration 

Market penetration is a measure of how deeply a product has become embedded in people’s daily 

lives; it is a product that is purchased and re-purchased, oftentimes as a matter of habit.  Market 

penetration then becomes a facet of customer satisfaction, as it is a measure of repeat purchasing, a trait 

of a satisfied customer. 

 

3.7 The Wine Trade as the Focus of the Study 

 

The trade was chosen as a focus for this study as they are the gatekeepers for the wines entering the 

NYC on and off premise market.  In the case of Finger Lakes wines, this is particularly important.  

Riesling and Cabernet Franc are the region’s top vinifera varieties, and both can be a “hard-sell” when 

it comes to consumers (Cazentre, 2009).  Many of NYC’s sommeliers are excited about CF (O’Donnell, 

2015) and have up to 50 on their wine lists.  

 

FL wineries sell their wines direct from the cellar door, but many now rely on distribution within NYC 

to reach consumers in the city. (www.SevenFifty.com; www.beveragemedia.com)  The wine trade 

purchases from the network of distributors servicing the NYC area.  Many look beyond what is 

normally available, seeking wines directly from the wineries themselves, or creating buyers own 

brands for their businesses. 

 

Not only does the trade decide what ultimately is offered in restaurants and shops in NYC, they are 

also influence the purchasing decisions of consumers and of each other.  Consumers often see making a 

wine-purchasing decision a perceived risk, and look to the sommelier or server to assist in their choice 

(Lacey, Bruwer and Li).  Goodman, Lockshin, and Cohen studied consumers across several countries to 

determine what influences their choices in a retail setting; in the US market, “someone recommended 

http://www.sevenfifty.com/
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it” was the second most cited reason for their purchase decision (Goodman, Lockshin and Cohen).  

Amongst sommeliers and retail buyers there is also a great deal of influence:  when one member of the 

group approves of a wine then the rest generally will like it as well (Robinson, 2011).   

 

 

Retailers with a proven reputation or broad consumer reach can have great deal of impact.  The 

reputation of the shop itself may have more influence than the actual buyers for the shop, although 

through social media marketing as well as direct marketing via e-mail newsletters or monthly wine 

clubs, buyers such as Joe Salamone from Crush Wine Company or Jean Luc Le Du of Le Du’s Wines are 

capturing the attention of the public.   

 

4.0 METHODOLOGY 

 

The primary original research for this dissertation will include a survey of the NYC wine trade.  The 

wine trade will be used as a focus as they have influence over consumer buying decisions (Lockshin, 

Goodman, and Cohen, 2008).  

 

4.1 Sample Size and Survey Distribution  

An online survey targeting the New York City wine trade, specifically retail and restaurant wine 

buyers and sellers, was conducted in March, April, and May of 2015.  

 

The sample was a convenience sample, including 975 on and off-premise wine trade professionals 

working in NYC who are connected to the researcher through SevenFifty.com.  SevenFifty.com is a 

website used only by the wine trade and requires a valid New York State liquor license number (for NY 

state users) to access the site. Restaurants and retail buyers and sellers in NYC were targeted.  Multiple 

respondents per restaurant or retail shop were accepted provided that each was involved in purchasing 

and/or selling wine for the establishment, because specific attitudes among individuals would likely 

vary.  For this study, only buyers and/or sellers of domestic wines were wanted.  Buyers are defined as 

those respondents who purchase wines as part of their job while sellers are those who sell wines in 
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restaurants and wine shops as part of their job (i.e. a sommelier or retail salesperson).  Two questions in 

the demographic section of the survey screened to remove any respondents who did not fit this 

description.  

 

An a priori power analysis using G*power 3.1 (Faul, Erdfelder, Lang, & Buchner, 2007) was conducted 

in order to determine the necessary sample size. With power set at .80, alpha set at .05, effect size set at 

.25, for a two-tailed ANOVA with two groups, the required sample size would be 128. Paired sample t-

tests and chi-square tests both required smaller samples to reach adequate statistical power, therefore 

results of the power analyses are reported only for the statistical test that resulted in the largest sample 

size needed.  The number of respondents to complete the survey was 153. 

 

The survey was distributed by sending out an e-mail to all 975 members of the sample group that 

contained a link to the survey which was hosted on the Qualtrics website.  Responses were collected 

through Qualtrics. Subsequent e-mails were sent to get a higher response rate.  In addition, sample 

group members were able to forward the link to the survey to other members of the NY wine trade.   

 

4.2 Survey Design 

In order to make a comparison between FLR and FLCF, a model for assessing the success of consumer 

goods was adopted.  This model was discussed in the preceding section.  The different sections of the 

survey address the metrics outlined in the model, with the exception of market availability and market 

penetration.  Those metrics were addressed separately, and are outlined below. 

 

The survey was developed in five sections, or blocks.  (See full survey in Appendix)  Each block, except 

the demographic section, corresponds to one of the metrics used for comparing FLR and FLCF. 

 

The survey was piloted prior to sending the survey out to the sample group. 13 participants went 

through the pilot survey.  

 

4.2.1 Demographics 
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The first block asked participants about their job, their specific job functions, and whether or not they 

purchased domestic wines for their wine programs.  Those respondents who were not buyers or sellers 

of wine, and those who did not purchase or sell domestic wines were exited from the survey.  There 

were 153 respondents who completed the survey.  Respondents remained anonymous. 

 

 

 

4.2.2 Product Relevance  

The next section asked questions concerning awareness of FLR and FLCF.   To determine awareness, 

respondents were asked a Likert-scale question gauging familiarity with New York’s various wine 

producing areas, followed by multiple-choice questions asking about tasting experiences with New 

York wines. Respondents were asked where they had tasted NY wines so that an understanding of 

how the trade is discovering these wines.  The last questions in this block were designed to determine 

salience, or how top of mind FLR and FLCF are with the NYC wine trade.  These questions were asked 

as Max-Diffs types of questions, which give a much more precise answer than Likert-type questions. 

 

For this particular metric, a method called Best-Worst Scaling or Max-Diffs were used to get a clear 

picture of how relevant FLR and FLCF are to the NYC wine trade in the context of Riesling and CF for 

their by the glass programs and high volume price point retail items.  This type of question avoids 

rating bias. (Goodman, Lockshin and Cohen) (Casini, Maria Corsi and Goodman) 

 

The BTG and high volume price point was set as $10-$12 BTG or $12-$15 SRP based on standard 

industry markups of 50% retail markup and 400% markups for BTG.   There are 23 Finger Lakes 

Rieslings available in NYC that fall within the $12-$15 price bracket based on frontline pricing, and 36 

based on discounted pricing (Appendix, Table 2).  53 Rieslings fall within the price bracket for BTG 

based on frontline pricing.   

 

4.2.3 Perceived Value and Expensiveness 
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Following the salience section was a group of questions regarding value and perceived expensiveness.  

In determining how to measure the value of FLR and FLCF, it was found that value might take many 

forms.   

 

The first questions asked about purchasing decisions regarding NY and FL wines.  Not only were 

buyers asked which and how many FLR and FLCF wines they have purchased and when they last 

purchased them, but they were also asked WHY they purchased these wines.  They were also asked 

whether or not they would purchase them again. 

 

 

4.2.4 Customer Satisfaction 

The last section of the survey contained questions gauging customer satisfaction with FLR and FLCF.  

The consumer in this instance is the survey respondent, a member of the NYC wine trade that buys 

and/or sells wines from the USA.  These questions asked about the respondent’s preferences for the 

flavors of FLR and FLCF; whether or not they like the flavor, what they like about the flavor, whether 

they would or do purchase and/or recommend FLR and FLCF, and what might make them more likely 

to purchase and/or recommend FLR and FLCF in the future. 

 

Previous sections of the survey also contained questions that dealt with customer satisfaction, 

including purchasing habits of FLR and FLCF.  Repeat purchases are a sign of consumer satisfaction 

 

4.3.  Other Data Collection Pathways 

 

4.3.1 Market Penetration of FLR and FLCF  

Market penetration of FLR and FLCF will be measured not only by questions in the survey, but also by 

a survey of NYC wine shops and restaurants to see how widely available these wines throughout the 

city. 
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There are 1394 type “L”, or liquor store, licenses currently active in New York City’s 5 boroughs 

(www.sla.ny.gov).  The top 100 wine shops in NYC according to Zagat’s, Dr. Vino, and Yelp, were 

contacted to find out if they currently carry FLR and/or FLCF. The full list of shops contacted can be 

found in the Appendix (Table 26).  

 

A second list of NYC restaurants was compiled using Zagat’s restaurant database.  The top 100 

restaurants were contacted to determine if they currently carry FLR and FLCF.  The full list of 

restaurants contacted can be found in the Appendix (Table 25).  

 

 

These databases (Zagat’s, Dr. Vino, and Yelp) were chosen, as their ratings will most likely include a 

higher proportion of shops and restaurants that have buyers and sellers who taste and select wines 

based on their preferences and individual goals for their wine programs.  

 

In total, 200 separate businesses, 100 retail and 100 restaurants, were polled to determine market 

penetration of FLR and FLCF. 

 

4.3.2 Press Reviews and Scores 

Additionally, a comparison between FLR and FLCF will be made between numbers of reviews in the 

press and the scores from these reviews.   Press to be reviewed includes those publications that taste, 

review, and score wines in a featured section of their periodical.  Additionally, these publications must 

be widely available.  Examples include:  Wine Spectator, Wine & Spirits Magazine, Wine Enthusiast 

Magazine,   

 

4.4 Methodological Limitations 

This study was exploratory in nature.   
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5.0 RESULTS & ANALYSIS 

5.1 Survey Participants 

The demographic section of the survey contained 2 screener questions that ensured that all respondents 

completing the survey bought and/or sold wines in a restaurant or retail setting and that they bought 

and/or sold wines from the USA. These 153 respondents represent a cross-section of on-premise 

(restaurant) and off-premise (retail) personnel (Table 4).   

 

87% of all respondents are decision makers in terms of wine purchasing, and 83% of all respondents are 

engaged in sales, Table 5. 13% are only engaged in sales, and do not purchase wines as part of their job. 

The term BUYERS will refer to those who purchase as part of their job; SELLERS will be those who sell 

wines as part of their job (sommeliers, wine shop sales).  There is some crossover as many buyers also 

participate in selling. A full list of job functions can be found in the Appendix, Tables 1-3.   Skip logic 

used later in the survey will route respondents to certain questions based on their job function. Some 

questions were meant for buyers and some for sellers.  This will create a variance in the N for some 

later results.  

 

63% of respondents have been in their jobs for 3 years or less (Appendix Table 4).   All respondents in 

this group buy and/or sell wines from the United States (US), and 93% purchase and/or sell wines 

f(Appendix Tables 5 & 6).   

 

Table 4 Respondents by Business Sector 

Business Sector Number of Respondents Percentage 

On-Premise 85 56% 

Off-Premise 68 44% 

Total N = 153 100% 
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Table 5 Respondents by Job Function  

Job Function Number of Respondents Percentage 

Purchasing Only 26 17% 

Sales Only 20 13% 

Purchasing and Sales 107 70% 

 N = 153 100% 

 

Respondents were then asked how often the selections change in their wine shop/on their wine list.  

How often a restaurant changes their wine list can reflect changes in consumer preferences, but often is 

a way for sommeliers to present safe, but varied choices for their guests (Davis and Charters).   51% of 

the sample group changes their wine selections once a week or more (Appendix Table 7).  These 

frequent changes seem to be representative of retail and wine list placements rather than by the glass 

(BTG) placements (Appendix Table 8).  

 

5.2 Product Awareness and Relevance 

5.2.1 Product Awareness 

The NYC Wine Trade is Very Familiar with FLR and FLCF 

82% of respondents are moderately-to-extremely familiar with the FL region (Appendix Table 8). 

Respondents were also moderately-to-extremely familiar with LI (78%), but only moderately familiar 

with the Hudson Valley, and not very familiar with the Lake Erie or Niagara Escarpment regions.  A 

look at the mean scores shows that the NY trade is as familiar with the FL region as they are with LI 

(Chart 1).  
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Most of the NYC trade has tasted both FLR and FLCF.  100% of all respondents have tasted NYS wines 

(Appendix Table 9).   98% of respondents have tasted FLR, while 86% have tasted FLCF.   Respondents 

were as likely to have tasted a Chardonnay or Merlot from LI as a FLCF (Appendix Table 10).    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Within the specific styles of FL wines, 96% of respondents have tried a dry Riesling, and 86% a semi-

dry Riesling (Table 6).  81% specify having tasted CF. The NYC trade has tasted more FLCF than any 

other FL vinifera red grape variety.  FL Pinot Noir has also been broadly tasted by the trade (75%) 

while Cabernet Sauvignon and Merlot have not.   

 

27% of respondents have tasted many of the FL region’s “other” grapes, including several local 

specialties; Rkatseteli, a local vinifera grape brought to the region by Dr. Konstantin Frank; Saperavi; 

Blaufrankisch or Lemberger, which is often blended with CF; Grüner Veltliner; Syrah; Seyval (blanc); 

and more were listed.  The full listing can be found in the Appendix, Table 13. 
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Table 6 Which of the following types of Finger Lakes wines have you tasted?  

Wine Type Number of Responses Percentage of Responses 

Dry Riesling 147 96% 

Semi-Dry Riesling 131 86% 

Riesling Dessert Wines 110 72% 

Cabernet Franc 124 81% 

Pinot Noir 115 75% 

Cabernet Sauvignon 60 39% 

Chardonnay 95 62% 

Gewurztraminer 112 73% 

Pinot Gris 72 47% 

Sauvignon Blanc 59 39% 

Merlot 61 40% 

Other 42 27% 

N = 153 

 

The NYC Trade Was Introduced to FLR and FLCF by Distributors 

Half of all trade members tasted FL wines first with their local NYC distributor.  32% of respondents 

tasted FL wines for the first time wines when their local distributor brought them by, and 20% tried 

them at a trade tasting, including distributor portfolio tastings. (Table 7) This shows that distributors 

are actively out on the street selling these wines.   This is a change from the past, when producers felt 

their wines were neglected within a distributors portfolio. (Martini, Pers. Comm. 2012)  There are also 

more FL wines being produced and more FL wines distributed throughout NYC, therefore more FL 
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wines available to taste and purchase.  Considering that most of the trade has tasted FLR of some type, 

the trade could take a stronger lead in getting FLCF wines to the trade.  The push should come from 

the distributor (or from the winery, during market visits or trade tastings) to get the trade to taste FLCF 

in addition to FLR.   

 

Table 7 Where did you first taste Finger Lakes Wines? 

Response Number Percentage 

At an educational seminar on New York State or Finger Lakes wines 6 4% 

At a trade tasting (i.e. a distributor tasting, New York Wine & Grape 

Foundation tasting, or Finger Lakes Wine Alliance tasting) 30 20% 

A distributor brought them to my work for me to try 49 32% 

I purchased it at a wine shop 14 9% 

I had it in a restaurant/wine bar 17 11% 

I visited the Finger Lakes 21 14% 

I got a bottle as a gift 3 2% 

Other 13 8% 

Total Number of Responses  N = 153 100% 

 

The NYC Wine Trade Prefers FLR to FLCF for BTG and HVR placements 

The next group of six questions gauged salience of FL wines with the trade. They were asked to choose 

one wine from a group of wines for a by the glass (BTG) or high volume retail (HVR) price point 

category for Riesling, Off-Dry Riesling, and CF for their wine shops and/or restaurants.  The price 

points chosen to represent the BTG selection, $10-$12, and the HVR spot, $12-$15, as these price points 

are represented in most retail shops and restaurants.  A higher price point was also chosen because 

many of NYC’s finer restaurants offer premium BTG offerings.  The $15-$20 retail category, while not 

as high in volume as the $12-$15 price bracket, targets high involvement consumers, and those 

consumers are more likely to buy wines from NY. These consumers are more interested in NY wines 
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than any other group (Gray, 2014).  The list of wines given as choices reflect wines available in the 

market that are made from the same grape and are similar in style to FLR and FLCF.  All wines listed 

are styles that are currently available in the NYC market. 

 

To analyze the results of Max-Diffs questions, all responses are given a numerical score.  The Best 

Choice responses are given a +1 numerical score, and the Worst Choice responses are given a -1 

numerical score.  The Max-Diffs Score is the total of the numerical scores for each line item choice.  The 

highest positive score is the most likely to be chosen for that category and the lowest score the least 

likely (Goodman, Lockshin, and Cohen, 2005). 

 

The results of the Best:Worst scaling questions shows a preference for FLR over FLCF when it comes to 

BTG and HVR placements.  Neither FLR nor FLCR is the first choice for any of the given categories.  

FLCF and off-dry or semi-dry FLR should both benefit from their differentiation as a local product to 

distinguish it from German Riesling (GR) and Loire Valley Cabernet Franc (LVCF). 

 

The NYC wine trade prefers German Rieslings (GR) of both styles and price points to FLR (Tables 8 – 

11).  Off-dry or semi-dry FLR is the third most likely choice for a BTG or HVR placement.  Dry FLR of 

both price points was the fourth most popular choice, and both have a positive Max-Diffs score.  The 

responses in the dry category are much more evenly spread than in the off-dry category, where GR was 

clearly more “top of mind” with the trade.  Both categories offer opportunities, but in different ways.  

For the off-dry or semi-dry styles, breaking into the category could be a challenge.  The local aspect of 

FLR can differentiate it from GR as well as appealing to the emotional needs of the buyer. Dry FLR 

have a great opportunity for BTG and HVR placements.  Restaurants and stores that change their 

offerings frequently should be targeted to purchase dry FLR and use it as their dry Riesling BTG 

offering.  Stores should carry and promote the dry styles of Riesling for fans of German Trocken, 

Austrian, Alsatian, and other dry Rieslings. 
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Table 8 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program: Off-Dry or Semi-Dry Riesling $12-$15 *SRP/$10-$12 

*BTG? (*SRP = Standard Retail Pricing; BTG = By The Glass)    

Wine Choice Best/First Choice Worst/Last Choice Max-Diff Score 

Washington State Off-Dry Riesling 5 21 -16 

German Riesling Kabinett 82 2 80 

Finger Lakes Semi-Dry Riesling 28 5 23 

New Zealand Off-Dry Riesling 3 92 -89 

German Riesling Halbtrocken 33 3 30 

Oregon Off-Dry Riesling 2 30 -28 

Total Number of Responses N = 153 N = 153  

 

 

Table 9 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program: Dry Riesling $12-$15 *SRP/$10-$12 *BTG       *SRP = 

Standard Retail Pricing; BTG = By The Glass 

Wine Choice Best/First Choice Worst/Last Choice Max Diff Score 

Austrian Riesling 25 7 18 

Alsatian Riesling 47 5 42 

Australian Riesling 6 74 -68 

Washington State Dry Riesling 0 55 -55 
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German Riesling Trocken 49 4 45 

Finger Lakes Dry Riesling 26 8 18 

Total Number of Responses N = 153 N = 153  

 

 

 

Table 10 Which of the following would be your first (best) choice and which would be your last 

(worst) choice for this category in your wine program: Off-Dry or Semi-Dry Riesling $15-$20 *SRP   

$12-$15 *BTG?    

Wine Choice Best/First Choice Worst/Last Choice Max Diff Score 

Washington State Off-Dry Riesling 1 28 -27 

German Riesling Kabinett 86 1 85 

Finger Lakes Semi-Dry Riesling 25 7 18 

New Zealand Off-Dry Riesling 1 88 -87 

German Riesling Halbtrocken 38 4 34 

Oregon Off-Dry Riesling 2 25 -23 

Total Number of Responses N = 153 N = 153  

 

 

Table 11 Which of the following would be your first (best) choice and which would be your last 

(worst) choice for this category in your wine program: Dry Riesling $15-$20 *SRP/ $12-$15 *BTG  

Wine Choice Best/First Choice Worst/Last Choice Max Diffs Score 

Austrian Riesling 30 5 25 

Alsatian Riesling 44 11 29 

Australian Riesling 4 58 -54 
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Washington State Dry Riesling 5 73 -68 

German Riesling Trocken 50 2 48 

Finger Lakes Dry Riesling 20 4 16 

Total Number of Responses N = 153 N = 153  

 

 

 

The trade prefers Loire Valley Cabernet Franc (LVCF) of both price points to FLCF.   

FLCF was the third choice amongst buyers for BTG and high-volume retail placements.  However, with 

this grape, the divide was significantly greater.  Loire Valley Cabernet Franc (LVCF) was the first 

choice by most respondents at both price points.  Since the numerical scores for Max-Diffs questions are 

not just a ranking of preference but also a degree of preference, the difference in values between LVCF 

and the second choice, Bordeaux (BDX), 12 and 22 respectively, shows a high degree of preference for 

LVCF over any other type of CF varietal wine.  The differences between BDX and the remaining 

choices for CF varietal wine were not quite as significant. One exception to this would be the scores for 

New Zealand CF (NZCF). This was the least likely wine to be chosen to represent CF varietal wine, 

perhaps because of the overall higher price points for NZCF compared to the other regions and also 

because of the lower level of availability. 

 

 

Table 12 Which of the following would be your first (best) choice and which would be your last 

(worst) choice for this category in your wine program: Cabernet Franc varietal wine $10-$12 *SRP/$12-

$15 *BTG? 

Wine Choice Best/First Choice 

Worst/Last 

Choice Max Diffs Score 

Washington State Cabernet Franc 3 15 -12 

California Cabernet Franc 4 28 -24 

Finger Lakes Cabernet Franc 11 12 -1 
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Loire Valley Cabernet Franc 122 1 121 

Bordeaux Cabernet Franc 13 4 9 

New Zealand Cabernet Franc 0 93 -93 

Total Number of Responses N = 153 N = 153  

 

 

 

 

 

Table 13 Which of the following would be your first (best) choice and which would be your last 

(worst) choice for this category in your wine program:  Cabernet Franc varietal wine $15-$20 *SRP / 

$12-$15 *BTG 

Wine Choice Best/First Choice Worst/Last Choice Max Diffs Score 

Finger Lakes Cabernet Franc 6 13 -7 

Washington State Cabernet Franc 1 15 -14 

Loire Valley Cabernet Franc 118 0 118 

Bordeaux Cabernet Franc 22 3 19 

California Cabernet Franc 6 28 -22 

New Zealand Cabernet Franc 0 94 -94 

Total Number of Responses  N = 153 N = 153  

 

 

Summary of Product Awareness of FLR compared to FLCF 

 

The NYC wine trade is quite familiar with the FL wine region and its wines.  Most of the trade has 

tasted FLR and FLCF with their local distributors and some have visited the region, giving it greater 
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emotional significance.  GR and LVCF are more highly likely to be chosen for BTG and HVR 

placements although FLR and FLCF both are local products, giving them a special differentiation from 

European wines. 
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5.2.2 Product Relevance 

 

This section explores the functional needs of FLR and FLCF by asking the NYC trade about FLR and 

FLCF in their wine shops and restaurants.  Emotional needs are explored through questions about 

recommending FLR and FLCF to customers.   

 

Almost one-half of respondents said they have a separate section for NY Wines.  Only 15% have a 

separate section for FL specific wines (Tables 14 and 15). Preszler and Schmidt (2009) found that 

higher-end restaurants tended to have a larger selection of NY wines and in retail.  Consumers who 

purchase wines over $20 also tend to buy more NY wines (Gray, 2014) than consumers who spend less 

on wine.  Higher-end restaurants and boutique wine shops would be appealing to these consumers and 

should be targeted by distributors and wineries for placements of FLR and FLCF. 

Table 14 Is there a separate section in your wine shop/on your wine list for New York wines? 

Response  Number Percentage 

Answer Response % 

Yes 73 48% 

No 80 52% 

Total Number of Responses N = 153 100% 

 

Table 15 Is there a separate section in your wine shop/on your wine list for Finger Lakes wines? 

Response  Number Percentage 

Answer Response % 

Yes 20 13% 

No 133 87% 

Total N=153 100% 

 

88% of respondents have either purchased or currently sell FLR and 55% have either purchased or 

currently sell have FLCF (Appendix Table 12). 79% of respondents currently feature FLR on their wine 

lists/in their shops.  This could mean that FLR has become, or is becoming a “must have” for restaurant 
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wine lists and wines shops in NYC.  38% of wine programs feature 1 FLR and 39% have between 2 and 

5 listed.  A few programs have more than 5 and up to 14 FLR featured (Tables 16 and 17).   

 

Table 16 How many Finger Lakes Rieslings are in your wine shop/on your wine list?  **The N for this 

question is the # of respondents who answered “FLR” to question 17, Appendix Table 13).  N = 135 

Answer Number of Responses Percentage 

None 13 21% 

1 58 38% 

2-5 53 40% 

6-9 5 2% 

10-14 6 4% 

15+ 0 0% 

Other 0 0% 

Total Number of Responses N = 135 100% 

 

56% of wine programs have 1 FLCF, 23% have between 2 and 5.  Only one respondent has more than 5 

FLCF in their wine programs, while 11 respondents choose to highlight a larger selection of FLR. 

 

Compared to FLR, this category, FLCF needs to see some growth in terms of restaurant and retail 

placements.   Only 55% of the trade has purchased FLCF for their wine programs, and 19% of those 

currently do not stock any on their wine lists/shop shelves. 

Table 17 How many Finger Lakes Cabernet Francs are in your wine shop/on your wine list?  **The N 

for this question is the # of buyers who responded “FLCF” to question 17 (Appendix, Table 13).  N = 84 

Response Number of Responses Percentage 

None 16 19% 

1 48 57% 

2-5 19 23% 

6-9 0 0 

10-14 1 0 

15+ 0 0% 

Other 0 0% 

Total Number of Responses  N = 84 100% 
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Recommendations of FLR and FLCF 

 

94% of respondents have recommended NY wines.  Of these, 90% have recommended a FL Riesling, 

and 48% have recommended a FLCF.  Respondents were as likely to recommend a LI red blend as they 

are a FLCF. 

 

Table 18 Have you ever recommended a New York State wine to a customer? 

Response  Number Percentage 

Yes 148 97% 

No 5 3% 

Total Number of Responses N = 153 100% 

 

Table 19 Which New York State wines have you recommended?  ** Only those respondents who 

answered YES to Q24 were routed to this question.  N = 148 

Response Number Percentage 

Finger Lakes Riesling 134 90% 

Finger Lakes Cabernet Franc 73 48% 

Hudson Valley Chardonnay 14 8% 

Hudson Valley Red Blend 10 7% 

Long Island Red Blend 72 48% 

Long Island Chardonnay 57 38% 

Finger Lakes Pinot Noir 43 29% 

Other 38 23% 

Total Number of Responses N = 148  

 

The top reason for recommending both FLR and FLCF was “I personally like the wine” (Tables 20 & 

21).  The second most important reason for recommending FLR and FLCF was that “the customer 

asked for a local (white or red) wine, and then that it was “appropriate for the food/occasion”.  The 



© Institute of Masters of Wine 2015.  

 

31 

trade seems less likely to recommend FLCF as a varietal wine than they to FLR, but more likely to 

recommend it as a local red wine.   

 

The right price was more important for FLCF than was the grape variety, while for FLR, the grape 

variety was more important than price.  This ties into the trade not recommending FLCF as a CF 

varietal wine, but rather as a local wine that fits the food/occasion at the right price.   

Table 20 Why did you recommend a Finger Lakes Riesling?  Only those respondents who answered 

FLR to Q25 were routed to this question.  N = 134. 

Response  Number Percentage 

I personally like the wine 122 91% 

The customer asked for a Riesling 59 44% 

The customer asked for a local white wine 76 57% 

The customer asked for a Finger Lakes white wine 32 24% 

It was the right price for the customer 51 38% 

It was appropriate for the food/occasion 68 51% 

Other 3 2% 

Total Number of Responses N = 134  

Text Responses for “Other”:  right price/quality, Customer wanted a "sweet Riesling", great quality for 

value 

 

Table 21 Why did you recommend a Finger Lakes Cabernet Franc?  ** Only those respondents who 

answered FLCF to Q25 were routed to this question.  N = 73. 

Answer Response Percentage 

I personally like the wine 59 81% 

The customer asked for a Cabernet Franc 25 34% 

The customer asked for a local red wine 47 64% 

The customer asked for a Finger Lakes Red Wine 18 25% 

It was the right price for the customer 29 40% 

It was appropriate for the food/occasion 35 48% 

Other 1 1% 

 N = 73  

Text Response for “Other”:  To clear it. 

 

 

Why not recommend FLR and FLCF? 
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When asked why FLCF were not recommended, over half of the trade responded, “There weren’t any 

to recommend” (Table 22).   The second most important reason FLCF was not recommended was that it 

was not right for that occasion, but an almost equal number of responses were given for “I don’t know 

the wines well enough to recommend them”.  Only 13% responded that they “didn’t like” FLCF.   

 

 

 

Table 22 Why haven't you recommended a Finger Lakes Cabernet Franc? Only those respondents who 

did not answer FLCF to Q 33 were routed to this question.  N = 73 

Response Number Percentage 

There weren't any to recommend 41 55% 

I couldn't find it in the shop/on the wine list 4 5% 

It was not appropriate for the food/occasion 17 23% 

I don't know the wines well enough to recommend them 16 21% 

I don't like Finger Lakes Cabernet Franc 11 14.7 

Other 8 11% 

Total Number of Responses N = 73  

*Text Responses for “Other”:  I don’t believe they are priced to quality; too obscure – especially when 

you have other CF from more esteemed regions; haven’t had any I like; it was my lower-priced CF, not 

the strongest selection; too many better choices. It’s rare to recommend CF in the first place; already 

have one from Long Island; they do not deliver as much wine for the money as the Loire Valley; I 

haven’t tried one that resonated with me.   

 

Summary: Product Relevance of FLR and FLCF 

 

FLR does seem to have more relevance with the trade than FLCF.  More shops and restaurants feature 

more FLR than FLCF, in fact, most shops and restaurants currently feature 1 or more FLR, while shops 

and restaurants tend to feature 1 FLCF if they have any.   

 

The trade is more likely to recommend FLR than FLCF however, the 48% of the trade that has 

recommended FLCF did so because they like it.  The ones who didn’t recommend it did so mainly 

because there were none to recommend.  If more shops and restaurants carried FLCF, more could be 
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recommended and sold to consumers.   The second most cited reason for recommending both wines 

was because it is local, an attribute that should be taken advantage of when selling or recommending 

FLR and FLCF.   Well-known NYC sommeliers Thomas Pastuszak, Pascaline Lepeltier, and Juliette 

Pope, all respected local sommeliers, all have poured FLR and/or FLCF BTG at their respective 

restaurants, known for featuring locally sourced products (Iijima, 2013).  Several restaurants have 

installed gardens on their rooftops (i.e. Tom Colicchio’s River Park and Rosemary’s) in order to source 

fresher and more locally.  This idea has crossed over into the wine lists of these restaurants.  High 

profile restaurants and sommeliers capture the attention of the consumers, who will seek to purchase at 

retail the wines they enjoyed while dining there. 

 

5.3 Value of FLR and FLCF 

The value of a product takes many forms:  functional value, monetary and non-monetary value, 

symbolic value, and aesthetic value.  This section of the survey asked six questions designed to 

determine the value of FLR and FLCF to the NYC wine trade.  

 

The trade was asked to rank their preferences for specific attributes of FLR and FLCF using a 5-point 

Likert-scale.  Answers were given a numerical value between 1 and 5, 1 indicated “Strongly Disagree” 

and 5 indicated “Strongly Agree”.   The attributes for both were ranked in the same order of preference, 

yet paired t-tests performed on the mean scores show that the scores for FLCF are uniformly and 

significantly lower than they are for FLR for all attributes (Chart 2).  The top attributes are “they are 

appealing because they are a local product”, “they are pleasurable to drink”, and “they are of good 

quality”.    The trade thinks that FLR and FLCF are fairly priced, of good quality, and are pleasurable to 

drink.  They are valuable from a practical or functional standpoint of filling a need on a wine list or in a 

wine shop bur are even more valuable as a local product. The local status adds symbolic value to FLR 

and FLCF and aesthetic value is derived from the pleasure of drinking them (or the pleasure of the 

taste of them).   Paired t-tests were performed on the scores, and a significant difference was found 

between the scores of the on-premise trade versus the on-premise trade for the attribute “they are fairly 

priced”.  On-premise respondents felt that the wines were more fairly priced than did off-premise 

respondents.  Perhaps restaurants are less price-sensitive than are retail shops, or don’t feel the need to 
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be price-competitive. There is no www.wine-searcher.com for restaurant wine price lists as there is for 

retail, so the pricing for restaurant wines is less transparent than it is for retailers.  

 

The lowest scored attributes were “there is a wide variety to choose from” and “they are always 

available in the market”.   Lack of variety and availability can be problematic when trying to build a 

customer base for a product.  There will be hesitation on the side of new customers to take a product 

that might not be available when they are ready to reorder it.  In the case of FLCF, reorders are placed 

infrequently.  If the product is not available when the reorder is placed, often that spot is given to 

another product, perhaps from the FL region, but perhaps not.  Most stores and shops don’t have 

dedicated FL sections, but they might have a NYS section; meaning that when their FLCF is out of 

stock, it could be replaced with a LI red blend rather than another FLCF.   

Lack of variety and availability are problematic for FLR as well.  This hinders BTG and HVR 

placements.  Shop and wine list placements are slightly less problematic for FLR than for FLCF.  Many 

shops and restaurants that carry FLR tend to carry multiple SKUs within the category, so if one is out 

of stock, it could get replaced with another.    

 

Chart 2 
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For both FLR and FLCF, the $12-$14.99 price bracket was felt to be the most appropriate price for entry-

level wines (Tables 23 & 25).  Availability of product in this price point however, is limited in terms of 

number of products.  There are 23 (out of 127) FLR found on www.SevenFifty.com and in the Beverage 

Media Guide that have an SRP of $14.99 (or $15, which is often sold as $14.99) based on a 1.5 markup 

on frontline pricing (for full list, see Appendix Table 18).  These 23 FLR would also fit the price point 

for $10 BTG or lower based on standard 5x markup for BTG wines (for a 5 oz. pour, giving 5 glasses per 

bottle).  There are far fewer options available for FLCF in this BTG/HVR price point.  Only three of the 
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FLCF listed meet the price requirements for this price point.  There are a few FLR available in keg 

format, and at least one FLCF available for BTG in a 20L Key Keg.  This brings the price down 

considerably, and often meets a price needed for wider placement BTG.    

 

Looking more broadly at the most appropriate price point, the trade seems willing to accept a wider 

variance in price for wines of both price categories.  Very few thought the wines should be <$10SRP, 

but many were willing to see a higher price even on entry level bottles.  Because the wines resonate 

with the NYC trade as local products, they seem to be willing to accept a premium price on these 

wines.  More respondents thought that $15-$19.99 was appropriate for FLCF than for FLR (Tables 24 & 

26).  They also seem to be willing to accept a higher price point on entry-level FLCF than on FLR.  For 

single vineyard or proprietary wines the trade would accept a slightly higher price point.  At this level, 

respondents were more equal in their answers, but a slightly higher number responded favorably 

towards a higher price point for single vineyard/proprietary FLCF than they did for FLR.  

 

 

 

 

 

 

 

 

 

 

Table 23 What do you feel would be an appropriate Standard Retail Price (SRP) range for an entry-

level bottle of Finger Lakes Riesling? 

Response Number of Responses Percentage 

Under $10 4 3% 

$10-$11.99 32 21% 
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$12-14.99 85 55% 

$15-$19.99 29 19% 

$20-$25 3 2% 

$25+ 0 0% 

Total Number of Responses N = 153 100% 

 

 

 

Table 24 What do you feel would be an appropriate price point for a Finger Lakes Riesling with a 

single vineyard, "reserve", or proprietary designation? 

Answer Response Percentage 

$10-$14.99 7 6% 

$15-$19.99 50 32% 

$20-$24.99 73 46% 

$25-$29.99 18 12% 

$30+ 5 4% 

Total Number of Responses N = 153 100% 

 

 

Table 25 What do you feel would be an appropriate price point for an entry-level Finger Lakes 

Cabernet Franc? 

Answer Response Percentage 
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Under $10 4 3% 

$10 - $11.99 34 22% 

$12 - $14.99 67 44% 

$15 - $19.99 39 25% 

$19.99 - $24.99 8 5% 

$25+ 1 1% 

Total Number of Responses N = 153 100.00% 

 

 

 

Table 26 What do you feel would be an appropriate price point for a Finger Lakes Cabernet Franc with 

a single vineyard, "reserve", or proprietary designation? 

Answer Response Percentage 

$10-$14.99 8 5% 

$15-$19.99 52 34% 

$20-$24.99 56 37% 

$25-$29.99 28 18% 

$30+ 9 6% 

Total Number of Responses N = 153 100.00% 

 

 

 

 

Summary: Value of FLR and FLCF 
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Overall, the NYC trade places a higher value on FLR than on FLCF.  FLR ranks higher on all special 

attributes and has greater availability in the market, especially at key BTG and HVR price points.  

However, the trade also seems likely to accept a higher price point on FLCF, which could mean that it 

is valued higher on an emotional or symbolic level than is FLR.   

 

Considering the recent trend for keg format wines, this could offer wider opportunity for wineries to 

offer better pricing on entry-level FLR and FLCF.  Lower pricing plus the distinction of being a local 

product in an environmentally friendly and trendy package could only increase the chances of FLR and 

FLCF being chosen for key restaurant and retail placements. 

 

5.4 Satisfaction with FLR and FLCF 

 

In order to gauge satisfaction with the taste of FLR and FLCF, some basic questions were asked, such as 

“do you like the flavor of” and “what do you like or not like about the flavor of” FLR and FLCF (Tables 

27 - 30).  In terms of whether or not the trade likes the flavors, paired t-tests showed that respondents 

significantly liked the flavor of FLR (97%) more than they liked the flavor of FLCF (61%).   

 

Table 27 Do you like the flavor of Finger Lakes Riesling 

Response Number of Responses Percentage 

Yes 148 97% 

No 5 3% 

Total N = 153 100% 

 

Table 28 Do you like the flavor of Finger Lakes Cabernet Franc? 

Response Number of Responses Percentage 

Yes 93 61% 

No 60 39% 

Total N = 153 100% 
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The second question asked what particular flavors respondents liked.  Earth/mineral flavors were the 

most preferred aspect of the flavor of FLR that respondents liked, followed by “easy to drink”, the 

variety of styles, its fruitiness, and complexity.  Preferences for Cabernet Franc also included the 

earthy/mineral flavors, easiness to drink, fruitiness, and complexity.  Paired t-tests showed that “it is 

fruity”, ”it is complex”, and “it comes in a variety of styles” were more important reasons for liking 

FLCF than they were for FLR.    

 

Text responses for “other” can be found in the Appendix (Tables 19 & 21).  For FLCF, several 

respondents mentioned that they haven’t tasted it ever or in the recent past.  Three mentioned specific 

structural attributes:  “bright acidity”, “freshness”, “light body and fruit presence”, and “it’s often a 

fresh and brighter style”.  Bright, fresh, lighter in body – all three of these attributes are things that the 

trade is talking about right now (O’Donnell, 2015).  Lighter styles of wine with high acidity, lower 

alcohols, and lighter body are being sought out to showcase the food at top restaurants and to fill retail 

shelves.  

Table 29 What do you like about the taste of Finger Lakes Riesling?  ** The N for this question is based 

on the number of YES responses to question 5.48.  N = 148 

Response Number Percentage 

It is fruity 32 22% 

It has earthy/mineral flavors 97 66% 

It is complex 53 36% 

It is simple 19 13% 

It is easy to drink 77 52% 

It comes in a variety of styles 70 47% 

Other 17 11% 

Total Number of Responses N = 148  
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Table 30 What do you like about the taste of Finger Lakes Cabernet Franc?  ** The N for this question is 

based on the number of YES responses to question 5.51.  N = 93 

Response Number Percentage 

It is fruity 36 39% 

It has earthy/mineral flavors 67 72% 

It is complex 28 30% 

It is simple 16 17% 

It is easy to drink 45 48% 

It comes in a variety of styles 14 15% 

Other 10 11% 

 N = 93  

 

In terms of future purchases and/or recommendations of FLR and FLCF, 95% of respondents will 

purchase and/or recommend FLR again, while 71% will purchase and/or recommend FLCF again 

(Tables 31 & 32).  Better quality and more opportunities to taste FLR and FLCF are the two things that 

are most likely to persuade buyers to purchase FLR and FLCF in the future (Tables 33 & 34).   Efforts to 

understand exactly what the trade means by “better quality” should be made.  This was beyond the 

scope of this paper. 

 

Riesling ranked higher for “better packaging/labeling” while FLCF ranked higher for “learning more 

about it” and “if customers request it”.   Clearly tasting and education are necessary for FLCF.  In this 

case, more consumer tastings of FLCF would help drive consumer demand for the product.  This 

would make it more important to the retailer, and they would be more likely to reorder that wine or try 

another FLCF. More of the trade has tasted and purchased FLR than FLCF, so their focus is less of 

tasting and more on pricing and packaging.  When paired t-tests were conducted between the scores 

for FLR and FLCF, there were significant differences found for FLR and FLCF in terms of intent to 

repurchase.  More respondents would repurchase FLCF if there were better quality and availability, 

while more respondents would repurchase FLR if there were better packaging/labeling.  While not 
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significant, lower pricing would appear to be more important for purchasing/recommending FLR than 

it is for FLCF.   This supports the fact that the trade is willing to pay a premium for FLCF, more than 

they are for FLR.     

 

Table 31 Will you purchase/recommend Finger Lakes Riesling again? 

Response Number Percentage 

Yes 146 95% 

No 7 5% 

Total Number of Responses N = 153 100% 

 

Table 32 Will you purchase/recommend Finger Lakes Cabernet Franc again? 

Response Number Percentage 

Yes 105 71% 

No 48 29% 

Total Number of Responses N = 153 100% 
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Table 33 What might persuade you to purchase/recommend Finger Lakes Riesling in the future?  

Response Number Percentage 

Better quality 76 50% 

More chances to taste a variety of Finger Lakes Rieslings 75 49% 

Better packaging/labeling 53 35% 

Lower prices 51 33% 

Learning more about it through educational seminars 42 27% 

If multiple customers request Finger Lakes Riesling, I'll consider it 41 27% 

Better availability 25 16% 

Other 9 6% 

Nothing 8 5% 

 N = 153  

 

Table 34 What might persuade you to purchase/recommend Finger Lakes Cabernet Franc in the 

future?   

Response Number Percentage 

Better quality 88 56% 

More chances to taste a variety of Finger Lakes Cabernet Francs 65 45% 

If multiple customers request Finger Lakes Cabernet Franc, I'll consider it 43 30% 

Learning more about it through educational seminars 47 30% 

Lower prices 45 28% 

Better packaging/labeling 38 23% 

Better availability 33 22% 

Other 7 6% 
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Nothing 10 6% 

 N= 153  

 

Summary: Satisfaction with FLR and FLCF 

 

The NYC wine trade significantly prefers FLR to FLCF.  There were attributes that the trade valued in 

both; earth/mineral flavors and “easy to drink” were the two highest ranked attributes. Variety was the 

third highest ranked attribute for FLR, while fruitiness was third for FLCF.  Fruitiness and easy 

drinkability are 2 attributes often sought after for BTG wines.   

98% of the trade will repurchase or recommend FLR again, while 71% will do the same with FLCF.  

Reasons why include “better quality” and more chances to taste a variety of FLR/FLCF.  To capitalize 

on the fruitiness and drinkability of FLCF and fulfill the trade’s desire to taste more varieties of FLCF, 

wineries and/or distributors should focus more heavily on tasting FLCF with the trade.  Tastings for the 

trade with just FLCF would introduce them to a variety of styles, from fruity and easy drinking (perfect 

for BTG) to complex and earthy.  Vertical tastings of FLCF could highlight the grape’s ability to 

produce age-worthy wines in this region.    

 

5.5 Market Penetration 

There are currently 125 FLR available for distribution within NYC (Appendix, Table 18). This number 

was achieved by conducting a search on www.SevenFifty.com as well as on www.BevMedia.com.  

These online sites contain information for most, if not all, of NYC’s distributors.  This number does not 

include Rieslings from wineries that currently sell their wines to NYC directly, without using a 

distributor.  It also does not include dessert-style Riesling; i.e. those labeled Late Harvest or those 

containing a form of “ice” on the label implying a wine made from frozen grapes.  The price range for 

these Rieslings is between $6.33/bottle and $29.33/bottle.  

 

There are 175 Finger Lakes red wines available in NYC, and 36 of those are labeled as CF (Appendix, 

Table 18a). Of those 36, 5 were currently unavailable.  There are a few (4) of CF-Lemberger blends in 
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the FL, as well as Bordeaux-style blends and CF “ice” wines.  These wines are all above $15.00 SRP 

based on frontline pricing. 

 

To put things into perspective from the standpoint of market availability, there are 2431 choices of still 

Riesling listed on www.SevenFifty.com. 1368 of them are from Germany, 315 from the USA, 259 from 

Austria, and 232 from France.  Within the USA, 173 of those Rieslings are from the Finger Lakes.  These 

numbers combine all styles of still Riesling, dry, off dry, and sweet.  Dessert, sparkling, Kosher, and 

Mevushal wines were removed, as these were not the focus of the study.  There are 2570 CF varietal 

available:  1835 from France, 411 from the USA, and 4 from NZ.  Of the French wines, 253 are LVCF 

and 1534 are BDX (this includes all BDX appellations).  The American wines were split as follows:  233 

from CA, 50 from the Finger Lakes, and 57 from Washington.  

 

Retail and Restaurant Placements 

100 of the top NYC restaurants and wine shops were polled to find out if they carried FLR and/or 

FLCF.  The “Top 100” list from Zagat’s was consulted first.  OF these top 100, 30 of them had FLR on 

the wine list, either BTG or by the bottle; 18 of them had FLCF although 2 of these were rose wines; 35 

restaurants featured NYS wines of some type.  Many of these top rated restaurants have wine lists 

focused on a specific country or even region, and therefore do not carry domestic wines.  The larger, 

chain restaurants, such as the steakhouses, tend to carry wines that are available nationally; many FL 

wines are not.  There are exceptions, however, and local wine categories are often a good way for FL 

wineries to gain entry onto a national chain restaurant wine list.  The full list of restaurants contacted 

can be found in the Appendix, Table 26. 

 

Dr. Vino’s website was consulted for a list of NYC’s top wine shops.  His blog is well respected in the 

wine community, and his list of NYC wine stores includes those stores with well-chosen wine 

selections, not those filled with only large, commercial brands.   
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Most of the top retail shops carry some type of NYS wine.  NYC is closer to Long Island than it is to the 

Finger Lakes, so many of the shops reviewed had more wines from Long Island than they did from the 

FL.  When FL wines were carried, it was often Riesling.   

 

 

 

Summary:  Market Penetration 

 

The level of availability certainly can have an impact on a wine’s placement for a high volume category.  

The high frequency of wine list/wine shop changes, with 85% of respondents changing their lists/shop 

choices once a month or more, should present opportunity for producers of FLR and FLCF.  These 

wines might not fit for long-term BTG or HVR placements where high levels of inventory are needed, 

but in these establishments, FLR and FLCF can add diversity and local flavor to their shops/wine lists.  

For establishments that do change their BTG and HVR options frequently, adding a FL wine into their 

rotation could be a way for them to showcase a variety of producers/styles of FLR and FLCF. 

 

5.6 Critical Scores and Reviews 

 

FLR has also been the most reviewed wine from the Finger Lakes; Wine Spectator has reviewed 1021 

FLR dating back to the early 1980’s, while only 297 reviews for Cabernet Franc exist 

(WineSpectator.com).  Of these reviews, only Riesling received any Outstanding (90-94 Points) 

recommendations, yet FLCF and FLPN did have many wine scored as Very Good and Good.  The top 

score for FLCF was 89 points. 

 

There are 1710 ratings for FL wines in the Wine Enthusiast Buying Guide. 645 ratings for FLR; 85 are 

rated 90 or higher with one wine scored at 93 points, the highest rating for FL wines in this buying 

guide.  460 of these wines scored between 85 and 89 points. There are 143 ratings for FLCF in the Wine 

Enthusiast Buying Guide.  The highest score is 91 points, and there are only 8 wines that scored 90 or 
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higher. 103 of the remaining wines scored 85 points or higher.  80 points is the lowest score in the Wine 

Enthusiast Buying Guide.   

 

Summary: Critical Scores and Reviews 

 

Medals and awards are not as resonant with US wine consumers as they are in other countries, but 

wine critics and their scores do have an impact on consumers wine purchasing decisions in retail stores 

(Goodman, Lockshin, & Cohen, 2009). Critical scores and reviews bring the wines to the attention of the 

consumer.  The New York Times has reviewed Finger Lakes and published several articles about the 

region.  These reviews in widely read, local literature highlight the FL region and its wines, which can 

create consumer interest.  The trade did responded that they would purchase FLR and FLCF if 

consumers requested it.  More critical scores and reviews will create more consumer interest and 

therefore more requests from local NYC wine shops and restaurants. 
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6.0 Conclusions and Recommendations 

 

Perceptions of FLR and FLCF held by the NY Wine Trade: 

 

Relevance 

FLR has become a “must have” on wine lists and is completely resonant with most of the trade.  Buyers 

tend to buy multiple examples of FLR, and are more inclined to use it as a BTG selection than they are 

FLCF, however they are much more likely to choose German, Austrian, or French/Alsatian Riesling 

over FLR. 

 

FLCF is relevant as a local wine that is of good quality and is pleasurable to drink. To capitalize on its 

local attribute, Perla, Rickard, and Schmit (2014) recommend focusing on restaurants that feature New 

American Cuisine.  FLCF is also fruity and easy to drink, which make it a great selection for serving 

BTG in NYC restaurants.  These attributes should be capitalized on during sales calls to restaurants and 

wine bars. 

 

Almost half of all respondents to the survey said they would purchase more FLR and FLCF if they taste 

a wider variety of FLR and FLCF.  A trade-only tasting event held in NYC highlighting these top 2 

varieties would give the trade an opportunity to taste and discuss these wines in a more focused 

setting.  If this tasting could be held in conjunction with a wine school or sommelier organization (i.e. 

ICE, The International Wine Center, or the Court of Master Sommeliers) it would draw more of the 

trade to the tasting and place a higher significance on these regional wines.   

 

Trade visits to the region will help the trade discover the regional style of FLCF while also 

strengthening their emotional connection the region and the wines.  

 

Value/Expensiveness 

The trade feels that the correct price for entry level FLR and FLCF should be $12-$14.99, and there are 

many that are within that price range, however, in terms of FLR not enough perhaps to compete with 

the selections from Austria, Alsace, and Germany.  The trade feels that the wines are fairly priced.   

The same is true for FLCF.  The pricing for FLCF is higher than it is for FLR.  Entry-level wines are 

more scarce, with most “entry-level” CF wines from top producers starting at >$15.   

 

Perceived Differentiation 

FLR and FLCF are both valued as a local product.  More education about regional differences within 

the FL would give the trade ”insider knowledge” of the area, making them feel more like experts on the 

region.  This in turn would make them recommend the wines more often or choose them more 

frequently for BTG or HVR placements. 
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Trade likes the style of FLCF; it is light bodied and juicy, with high acidity, and bright, fruity flavors.  

Thomas Pastuszak is quoted as saying “the Finger Lakes region is the only true cool-climate wine 

region that delivers what we’ve come to love from Europe” (Iijima, 2013). Iijima also quotes Pascaline 

Lepeltier saying that wines with lower alcohol, higher acidity, and higher minerality, benchmarks of 

sought-after European wines, are “very much a part of New York”. 

 

Highlighting the style of FLCF can be key in getting the attention of wine shops and restaurants in 

NYC.  These are cool climate CF wines, but unique and different from LVCF.  The lower alcohol, 

bright, fresh, fruity flavors and easy drinkability are the types of wines appearing on top restaurant 

wine lists and wine shops shelves. 

  

Satisfaction 

FLR is significantly more preferred over FLCF; there are more repeat purchasers of FLR, and they 

purchase more product.  FLR also has a higher level of market penetration. 88% of the trade has FLR in 

their shops or on their wine lists compared to 55% for FLCF.   

 

The flavor of both FLR and FLCF are appealing to the trade, and they think they are well priced, and 

generally of good quality.  Better quality, better availability, more opportunities to taste, and learning 

more about it were the top four things that would make the trade purchase and recommend more 

FLCF.  The issue of quality might be an issue of education.  If the trade is not educated about the region 

and hasn’t had the opportunity to taste a wide variety of the wines, then they might believe the quality 

is lower because the wines are different than what they have become accustomed to.  Better availability 

could be addressed by allocation.  Currently, most FL wineries sell a high proportion of their wines 

through the cellar door.  They might be encouraged to allocate more of their inventory for the NYC 

market if they see the need there.  

 

Market Penetration and Availability 

Compared to its size, there are many offerings available to NY wine buyers, but compared to the 

number of offerings from the OW regions most likely to be chosen OVER a FL wine, the offerings are 

meagre.   There are, however, many more wineries producing FLR and FLCF and selling those through 

distributors in NYC than ever before.   

 

Considering that most buyers have tasted FLR and FLCF at trade tastings or in the market with 

distributor representatives, producers and distributors need to find different ways to reach the trade 

that wants to taste and learn.   Visits to the region help, but are can be costly.  As mentioned previously, 

tastings held in conjunction with a trade organization or educational organization that will help pull in 

influential members of the NYC trade would get these wines in front of more of the trade.  This would 

allow for a focused setting to taste, learn, evaluate, and gain more appreciation for the wines. 
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Approved Synopsis 

Title: 

 

Attitudes of the NYC Wine Trade Towards Finger Lakes Cabernet Franc 

Aims and objectives  

 

Cabernet Franc (CF) is the third most planted Vinifera grape variety in the Finger Lakes (FL).  Riesling 

is the most highly planted variety, with approximately 850 acres; Chardonnay (CH) follows with 351, 

and then CF, with 236.  Plantings of CH have remained stable since 1996, while plantings of CF have 

increased more rapidly than other Vinifera grape varieties, including Pinot Noir, partly due to the 

influence of Cornell University in Ithaca, but also due to the increase in table wine production since the 

passage of the Farm Winery Act in 1976.   

 

Due to the short growing season, Cornell University advocates the planting of CF in the Finger Lakes 

region as it ripens early, resulting in a deeper colored and fuller bodied red wine than can be achieved 

with other vitis vinifera varieties like PN. Research into improving the flavor of FLCF continues at 

Cornell, with emphasis on reducing the green flavors the cool-climate imparts. 

 

This study will focus on the NYC wine trade, and their attitudes towards Finger Lakes Cabernet Franc 

(FLCF).  The influences over consumer choice continues to be studied, but it has been shown that 

sommelier recommendations are solicited in 38% of dining occasions and sommeliers offer advice on 

42% of occasions (Lacey, Bruwer, and Li, 2009).  In a retail setting, a recommendation was considered to 

have a positive correlation on sales in the USA ((Goodwin, Lockshin, and Cohen, 2007). 

Aim: To examine and compare the attitudes of the NYC wine trade towards FLCF and FLR by 

determining the following; 

 Product Relevance; 

 Perceived value; 

 Product Satisfaction; 

 Market Penetration; and 

 Number of Scores and Critical Reviews  

Research Context  

Vinifera grape plantings in the FL have increased significantly since the passage of the Farm Winery 

Act.  There are now approximately 112 wineries in the Finger Lakes AVA’s 

(www.fingerlakeswinealliance.org), and their capacity to produce is increasing (New york wine and 

grape foundation, 2008).   
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Regionally, the FL reports increased acreage and production of vinifera grapes since 2006 (USDA, 

2013).  The 2008 Economic Impact report shows vinifera grapes as 18% of FL production (White, 2011); 

this figure has increased to almost 23%.  Sales of New York wines are now about 7% of all wine sales 

sold in New York state through the three-tier distribution system (Stonebridge Research, 2014).   

 

New York City (NYC) is the focus for this study as one third of the top grossing 100 independent 

restaurants in the U.S. as well as five of the top 10 stand-alone restaurants are in New York state, and 

most of those are in NYC (Stonebridge Research, 2014).  NYC is also a 4-hour drive from the FL wine 

region, and has always been a popular vacation destination.  The region now has four wine trails that 

are popular with tourists from NY state as well as PA, OH, and NJ; Seneca Lake Wine Trail, Cayuga 

Lake Wine Trail, and the Keuka Lake Wine Trail. 

 

Riesling is the most planted variety in the state as well as in the FL region. CF is the most planted red 

vinifera variety, and shows the most rapid growth in acreage planted (Table 1). While red table wine 

production for NY state has increased since 2003, overall red wine production has decreased since 1985 

while white wine production has increased (USDA 2008).  The decrease in plantings of Concord grapes, 

and subsequently the wines made from them, could account for some of this decrease, as focus for dry 

table wine production is increasingly on vinifera varieties rather than native. 

Table 1 

ACREAGE OF TOP FINGER LAKES VINIFERA, NATIVE, & HYBRID VARIETIES 1996-2011 

 1996 2001 2006 2011 

Riesling 231 290 543 849 

Chardonnay 314 311 351 351 

Cabernet Franc 42 136 199 236 

Pinot Noir 86 137 149 194 

Gewurztraminer 26 45 75 108 

Cabernet Sauvignon 46 61 84 104 

Merlot - 52 72 87 

Pinot Gris - - 51 69 

Concord 3269 2596 2389 2220 

Catawba 1381 931 908 864 

Aurora 1010 582 603 653 

Niagara 763 729 965 888 

Vidal Blanc 80 100 97 153 

Total Acreage all grapes 10087 7875 9174 9393 

 

Research Literature to be considered will include but not be limited to: statistics from the New York 

Wine and Grape Foundation, Cornell University, and the USDA, primary research articles, and books. 
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Current press will be considered to show trends in articles featuring Finger Lakes wines and for scores 

of Finger Lakes wines in recent wine reviews.  

Relevance to the wine industry  

 

Determining the attitudes of the NYC wine trade towards FLCF will help determine the actions that 

wineries should take to improve the sales of FLCF in the NYC market.  The survey of the trade will 

help pinpoint exactly which aspects of FLCF are positive and negative, leading to a focused and 

detailed plan to improve the sales of FLCF.   

Research methodology   

 

The primary original research for this dissertation will include a survey of the NYC wine trade.  The 

wine trade will be used as a focus as they have influence over consumer buying decisions (Lockshin, 

Goodman, and Cohen, 2008).  

 

The survey will be conducted using an online survey (such as Qualtrics).  The survey design will use 

best-worse choice questions, as well as multiple choice, and Likert-scale type question.  In general, the 

survey will compare the responses given about FLR to those given about FLCF.   Questions about FLR 

will set a baseline by which to gauge the trades attitudes toward this grape variety.   FLR was chosen as 

a comparison because it is a more established grape in the FL region in terms of planting and 

utilization for wine production, and therefore has been recognized as the benchmark for quality in the 

FL.  FLR has also been the most reviewed wine from the FL; Wine Spectator has reviewed 1021 FLR 

dating back to the early 1980’s, while only 297 reviews for FLCF exist (WineSpectator.com).  Of these 

reviews, only Riesling received any Outstanding recommendations, yet FLCF did have many wine 

scored as Very Good and Good. 

The metrics used to establish the basis for comparison will be similar to those used by researchers to 

determine the success of new product.  These metrics include product relevance, perceived 

expensiveness, perceived differentiation of the product, customer conversion rates, customer 

satisfaction, customer loyalty, availability, and market penetration (Ipsos, 2009). 

Survey questions will be designed to 

 Determine the relevance of FLR and FLCF; 

 Determine the perceived value or expensiveness; 

 Determine whether FLR and FLCF are seen as differentiated products; 

 Determine customer conversion, satisfaction, and loyalty to FLR and FLCF (in this set of 
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questions, the “customer” is the buyer, not the end consumer); 

The following metrics will be established outside of the trade survey: 

 Determine availability of FLR and FLCF in the market by examining the Beverage Media Guide 

and SevenFifty to see what products are distributed in the NYC market. 

 Determine market penetration of FLR and FLCF – 100 of NYC’s top wine shops and restaurants 

will be researched to determine if they currently sell FLR and/or FLCF.  Zagat’s, Wine 

Enthusiast, Eater, Grub Street, and Dr. Vino databases for wines shops and restaurants were 

used to create the list of shops and restaurants contacted.  These databases were chosen, as they 

will most likely include a higher proportion of shops and restaurants that have a diverse 

selection of wines on their shop shelves and wine lists. 

 

Additionally, a comparison between FLR and FLCF will be made between numbers of reviews in the 

press and the scores from these reviews. 

 

Proposed time schedule/programme  

 

November & December – conduct and write up literature review and methodology. 

 

January – Revise methodology and fine-tune aims and objectives to obtain a clear synopsis. 

 

February – Complete and distribute survey. Revise literature review. 

 

March & April – conduct analysis, write up conclusions and recommendations 

 

May – Finalize and begin editing of the final draft 

 

June – Continuation of editing of the final draft for printing 

 

June 30, 2015 – submission of final drafts to the Institute of Masters of Wine 
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Appendix Table 1 

What is Your Title at Work?   

Title Number of Responses Percentage 

Sommelier 13 9% 

Assistant Sommelier 0 0% 

Beverage Director - Restaurant 22 14% 

General Manager - Restaurant 14 9% 

Wine Director - Restaurant 22 14% 

Server/Captain - Restaurant 0 0% 

Manager - Retail 18 12% 

Wine Director - Retail 12 8% 

Purchasing Director - Retail 7 5% 

Salesperson - Retail 9 6% 

Other - Please Describe 34 22% 

Bartender 2 1% 

Total Number of Responses                        N = 153 100.00% 

 

Appendix Table 2 

What is Your Title at Work?  Responses for “Other” 

Auction 

CEO retail & auctions 

Fine Wine Consultant Retail 

General Manager - Retail 

General Manager Beverage Director Buyer Retail 

General Manager- Retail 

Inventory Specialist Retail 

Owner, Retail 

Owner, Retail 

Owner, Retail 

Owner, Retail 

owner - purchaser- retail 

Owner, Retail 

Owner/buyer/retail 

Retail wine buyer 

Sales associate/ buyer-retail 

Wine Buyer 
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Wine Buyer 

Wine Buyer - Retail 

Wine buyer - retail 

Wine Buyer and Marketing Director - Retail 

Wine consultant - Retail 

Beverage Manager Restaurant 

Cellar Master Restaurant 

Food and Beverage Director 

GM and wine buyer-restaurant 

Managing Partner Restaurant 

Consultant Restaurant 

Owner Restaurant 

Owner Restaurant 

Owner Restaurant 

Owner Restaurant 

Owner Restaurant 
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Appendix Table 3 

Which of the following functions do you perform in your job?   

Job Function Response Percentage 

Wine Purchasing - Retail (off-premise) 58 32% 

Wine Purchasing - Restaurant/Bar/Hotel/Catering (on-premise) 78 49% 

Wine Sales - Sommelier - Restaurant 53 35% 

Wine Sales - Retail (off-premise) 56 33% 

Wine Sales - Restaurant/Bar/Wine Bar (non-sommelier position i.e. 

server/captain/bartender) 

20 15% 

Other Off-Premise (wine retail) 22 10% 

Other On-premise (restaurant/hotel/bar/catering) - please describe 11 6% 

Other - please describe 8 5% 

Total Number of Responses  N = 153  

Responses for Other:  Marketing, order logistics, wine and spirits sales – retail, airline purchasing, 

auction, marketing – retail, writer – sommelier, day-to-day-functions. 
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 Appendix Table 4 

How Long Have You Been In Your Current Position? 

Answer Response Percentage 

Less than 1 year 30 20% 

1 year 17 11% 

2 years 30 20% 

3 years 18 12% 

4 years 16 10% 

5 years 9 6% 

6 years 3 2% 

7 years 6 4% 

8 years 6 4% 

9 years 2 1% 

10 years 2 1% 

10+ years (please list below, using whole numbers) 14 9% 

Total N = 153 100.00% 

 

Appendix Table 5 

Do you sell wines from the United States?    

Response  Number Percentage 

Yes 153 100% 

No 0 0% 

I don't know 0 0% 

Total N = 153 100% 
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Appendix Table 6 

Do you purchase or sell wines from New York State?   

Response  Number Percentage  

Yes 143 93% 

No 10 7% 

Total N= 153 100% 

 

Appendix Table 7 

Q 1.7 How often do the selections change on the wine list/in the wine shop?   

Answer Response % 

Never 1 1% 

Less than Once a Month 19 13% 

Once a Month 33 19% 

2-3 Times a Month 36 22% 

Once a Week 24 15% 

2-3 Times a Week 24 24% 

Daily 16 12% 

Total Responses N=153 100% 
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Appendix Table 8 

How familiar are you with the following NYS wine regions?  N = 153 

 

Completely 

Unfamiliar  

Slightly 

Familiar  

Somewhat 

Familiar  

Moderately 

Familiar  

Extremely 

Familiar  

Mean 

Finger Lakes 1 3 24 81 44 4.07 

Hudson Valley 5 34 58 43 13 3.16 

Long Island 2 4 27 74 46 4.03 

Lake Erie 28 64 40 18 3 2.37 

Niagara 

Escarpment 25 49 42 33 4 2.62 

 

Appendix Table 9 

Table Q 2.10 Have you ever tasted NY State wines? 

Response  Number  Percentage 

Yes 153 100% 

No 0 % 

Total Number of Responses 
N=153 

100% 
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Appendix Table 10 

Which of the following New York State wines have you tasted?  N = 153 

Answer Number of Responses Percentage of Responses 

Long Island Red Blend 128 84% 

Long Island Chardonnay 132 86% 

Long Island Merlot 131 86% 

Finger Lakes Riesling 150 98% 

Finger Lakes Cabernet Franc 131 86% 

Finger Lakes Pinot Noir 120 78% 

Hudson Valley Red Blend 78 51% 

Hudson Valley Chardonnay 73 51% 

Hudson Valley Seyval Blanc 58 38% 

Lake Erie Red Blend 25 16% 

Lake Erie White 26 17% 

Niagara Escarpment White 56 35% 

Niagara Escarpment Red 41 27% 

Other (listed in Appendix 10b) 21 14% 
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Appendix Table 10a 

Which of the following types of New York State wines have you tasted?  Other-TEXT Responses 

Selections from BOE (Brooklyn Oneology), Sheldrake Rose, Red Newt wines, Fox Run vineyard and 

Anthony Road  

Long Island Rose 

Long Island rose 

Lemberger 

Lemberger 

Long Island Sparkling Wine 

Long Island Sauvignon Blanc 

Niagara ice wines 

Hudson valley Baco Noir 

Finger Lakes Ice Wine 

Finger Lakes Pinot Gris 

Finger Lakes Gewurztraminer 

Ice wine 

L.I.  Pinot Blanc, Albarino 

Native var from Hudson, finger Lakes 

Participated as a NYS Wine Judge 

Fruit based, colombard  
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Appendix Table 11 

Which of the following types of Finger Lakes wines have you tasted?  Other-TEXT Responses 

Blaufrankish 

Bordeaux Blend 

Ice Wine 

Rkasiteli 

Rkasiteli 

Syrah 

gruner veltiner 

Gruner Veltliner 

seyval, rkatsiteli,  

Lemberger 

Rkatsiteli 

Vignoles 

Gruner 

Blends 

Sparkling Riesling 

Sylvaner 

LH Gewurz 

RKATSITELY 

Vignoles  

N Italian varietal blend 

Seyval, Baco Noir 

Rkatsiteli 

Lemberger 

Gamay, Saperavi, Cayuga Blanc etc. 

Vignoles, Leon Millot 

Chenin Blanc 

Gamay 

Native/Labrusca 

Limburger  

Gruner Veltliner, Syrah 

Saperavi 

Sparkling 

Blaufrankish 

Saperavi 
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Syrah, Lemberger, gruner Veltliner, rkatsiteli, etc.  

Saperavi 
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Appendix Table 12 

Which New York State wines have you purchased, or are currently part of, your wine program? 

Answer Number of Responses Percentage 

Finger Lakes Riesling 135 88% 

Finger Lakes Cabernet Franc 84 55% 

Long Island Red Blend 83 54% 

Hudson Valley Red Blend 16 10% 

Hudson Valley Chardonnay 13 8% 

Long Island Chardonnay 72 47% 

Finger Lakes Rose 39 25% 

Finger Lakes Pinot Noir 51 33% 

Finger Lakes Other Red 33 22% 

Long Island Merlot 77 50% 

Long Island White Blend 60 39% 

Long Island Rose 80 52% 

Other 23 15% 

Total Number of Respondents:  N=153 

 

Appendix Table 12a 

Which New York State wines have you purchased, or are currently part of, your wine program?  

Responses for “Other”  

Keuka Vignoles 

Long island sauvignon blanc 

Finger lakes Blaufrankish 

Long Island Sparkling Wine 

Finger Lakes Gewurztraminer 

Baco noir Hudson valley 

Long Island Sauvignon Blanc 

Long Island Chenin Blanc 

Finger lakes chard, GV, rkatsiteli, gewurztraminer; LI Chenin, LI pinot blanc, LI Blaufrankish 

LI Cab Franc 

Hudson native/Labrusca 

Long Island and Finger Lakes sparkling and dessert wines 
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Appendix Table 13 

Have you ever purchased a Finger Lakes Riesling for your wine program? 

Answer Number of Responses Percentage 

Yes 126 82% 

No 15 10% 

No, but there are Finger Lakes Riesling(s) in the shop/on the 

list 12 8% 

Total Number of Responses N = 153 100% 

 

Appendix Table 14 

Have you ever purchased a Finger Lakes Cabernet Franc for your wine program? 

Response Number of Responses Percentage 

Yes 80 52% 

No 59 38% 

No, but there are Finger Lakes Cabernet Franc(s) in the 

shop/on the list 14 10% 

Total Number of Responses N = 153 100% 

 

 

Appendix Table 15 

Which New York State wines have you recommended? 

Long Island: Cab Franc, Sauvignon Blanc, Several Orange Wines 

Long Island Sparkling 

Long Island Pinot Blanc 

Finger Lakes Blaufrankish 

LI Cabernet Franc 

Long Island Rose 

Long Island Rose 

Finger Lakes Pinot Gris 

Long Island Rose 

LI Rose 

Long Island White varietals and blends 

Finger Lakes Lemberger 

Long island rose 

Long Island Pinot Noir 

Orange Wine 
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Long Island rose  

Long Island Cabernet Franc 

LI white blend 

Finger Lakes Gewurztraminer 

Long Island Merlot 

Finger Lakes Chardonnay 

LI Sauvignon Blanc 

Finger Lakes rose 

Long Island cab franc and merlot 

Too many to list 

Other LI whites, LI cab franc 

Saperavi 

Long Island cab franc, Long Island sauvignon Blanc, 

FL Lemberger, Hudson native/Labrusca 

Long Island Cabernet Franc 

Finger Lakes Rose 

GewÃ¼rztraminer  

Long Island Rose; Long Island White Blend 

Love Heart & Hands, will bring in soon. 

LI Merlot 

Gruner veltiner 

Long Island and Finger Lakes sparkling and dessert wines 
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Appendix Table 16 

The following statements all refer to Finger Lakes Riesling. Please choose the appropriate 

response from the choices on the right for each statement. 

 

 

Strongly 

Disagree Disagree 

Neither 

Agree nor 

Disagree Agree 

Strongly 

Agree 

Total 

Responses 

(N) 

Mean 

They are fairly priced 1 14 33 85 20 153 3.71 

They are of good quality 1 2 25 103 22 153 3.93 

They are pleasurable to 

drink 1 1 21 102 28 153 4.01 

They fill a need in the 

wine list/wine shop 3 9 32 82 27 153 3.79 

There is a wide variety 

to choose from 2 25 63 51 12 153 3.30 

They are always 

available in the market 

(not out of stock) 2 16 66 62 7 153 3.37 

They are appealing 

because they are a 

"local" product 1 2 16 92 42 153 4.12 
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Appendix Table 17 

Table Q 5.43 The following statements all refer to Finger Lakes Cabernet Franc; please choose the 

appropriate response from the choices on the right for each statement. 

Question Strongly 

Disagree 

Disagree Neither 

Agree nor 

Disagree 

Agree Strongly 

Agree 

Total 

Responses 

They are fairly priced 3 26 58 58 8  

They are of good quality 0 13 80 54 6  

They are pleasurable to 

drink 2 12 68 62 9  

They fill a need in the wine 

list/wine shop 5 24 61 54 9  

There is a wide variety to 

choose from 2 54 79 16 2  

They are always available in 

the market (not out of stock) 1 24 101 21 6  

They are appealing because 

they are a "local" product 
0 7 29 92 25  

 

Appendix Table 18 

Finger Lakes Rieslings available in NYC in 750 ml format.  

 Frontline 

price per 

bottle 

Discounts 

down to 

 SRP 

frontline 

Casa Larga Vineyard Hill $6.33 $5.67  $9.50 

Prejean  $8.27 $7.86  $12.41 

Anthony Road Wine Company Riesling Semi Sweet 2013 $8.67 $7.67  $13.01 

Casa Larga dry $8.67 $8.33  $13.01 

Swedish hill blue water Riesling $8.92 $8.00  $13.38 

Standing stone Riesling 2014 $9.00 $7.33  $13.50 

Standing stone Riesling 2013 $9.00 $7.33  $13.50 

Fulkerson dry Riesling William vigne 2011 $9.33 $4.00  $14.00 
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Fulkerson William Vigne juicy Sweet Riesling 2012 $9.33 $8.00  $14.00 

Lamoreaux Landing Riesling Dry  $9.33 $8.00  $14.00 

Lamoreaux Landing Riesling Semi Dry  $9.33 $8.00  $14.00 

Red Newt Cellars Circle Riesling 2013 $9.33 $8.00  $14.00 

Thirsty Owl Wien Company Riesling 2013 $9.33 $8.00  $14.00 

Hermann J Wiemer Frost Cuvee 2012 $9.33 $8.00  $14.00 

Fox Run Vineyards Riesling Semi-Dry 2013 $9.33 $8.67  $14.00 

Salmon Run Riesling $9.48 $8.15  $14.22 

Casa Larga Dry Riesling 2013 $9.67 $8.67  $14.51 

Casa Larga Medium Dry Riesling 2013 $9.67 $8.67  $14.51 

Knapp Winery Dry Riesling  $10.00 $8.67  $15.00 

Thirsty Owl Dry Riesling 2014 $10.00 $8.67  $15.00 

Lakewood Riesling 2013 $10.00 $9.00  $15.00 

Lakewood Riesling Dry 2013 $10.00 $9.00  $15.00 

Red Newt Cellars Riesling 2012 $10.00 $9.00  $15.00 

Penguin Bay Dry iesling 2012 $10.50 $9.42  $15.75 

Penguin Bay Semi Sweet Riesling 2013 $10.50 $9.42  $15.75 

Atwater Estate North Block 7 Riesling  $10.66 $9.99  $15.99 

Red Tail Ridge Estate Semi-Dry Riesling 2013 $10.67 $9.67  $16.01 

Inspire Moore Love Riesling 2011 $10.67 $10.00  $16.01 

Anthony Road Riesling Semi-Dry 2013 $10.67 $10.00  $16.01 

Swedish Hill Dry Riesling 2013 $11.25 $10.17  $16.88 

Swedish hill Semi Dry Riesling 2013 $11.25 $10.17  $16.88 

Glenora Wine Cellars Dry Riesling  $11.33 $9.33  $17.00 

Charles Fournier Wines Riesling Gold Seal Vineyard 2012 $11.33 $10.00  $17.00 

Atwater Estate Vineyards Dry Riesling 2013 $11.33 $10.00  $17.00 

Sheldrake Pinot Dry Riesling 2013 $11.33 $10.00  $17.00 

Sheldrake Point Riesling 2012 $11.33 $10.66  $17.00 
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Anthony Road Riesling Dry 2013 $11.33 $10.67  $17.00 

Rooster hill Riesling Medium Sweet 2008 $11.33 $10.67  $17.00 

Dr. Konstantin Frank Dry Riesling 2013 $11.48 $10.67  $17.22 

Dr. Konstantin Frank Riesling Semi Dry 2013 $11.48 $10.67  $17.22 

Heron hill Winery Dry Riesling 2013 $11.83 $10.67  $17.75 

Heron Hill Winery Semi Dry Riesling 2012 $11.83 $10.67  $17.75 

Heron Hill Winery Semi-Sweet Riesling 2012 $11.83 $10.67  $17.75 

Influence Wines Riesling 2014 $12.00 $9.00  $18.00 

Influence Wines Riesling 2013 $12.00 $9.00  $18.00 

Boundary Breaks Riesling No 110 Semi Dry 2012 $12.00 $10.67  $18.00 

Boundary Breaks Riesling Ovid Line North 2012 $12.00 $10.67  $18.00 

Fox Run Vineyards Dry Riesling 2013 $12.00 $10.67  $18.00 

Red Newt Cellars Dry Riesling 2013 $12.00 $10.67  $18.00 

Anthony Nappa Luminous Riesling 2013 $12.00 $10.80  $18.00 

Bellangelo Dry Riesling 2013 $12.00   $18.00 

Bellangelo Dry Riesling 2012 $12.00   $18.00 

Bellangelo Semi Dry Riesling 2013 $12.00   $18.00 

Atwater Estate Riesling Middle Block 1 $12.66   $18.99 

McGregor Vineyard Riesling Dry 2010 $12.67   $19.01 

McGregor Vineyard Riesling Semi Dry 2010 $12.67   $19.01 

Heron Hill Ingle Vineyard Riesling 2011 $12.92 $11.67  $19.38 

Ravines Dry Riesling 2013 $13.03 $11.36  $19.55 

Red Tail Ridge Dry Riesling 2013 $13.33 $11.00  $20.00 

Billsboro Dry Riesling 2013 $13.33 $11.33  $20.00 

Silver Thread Vineyard Dry Riesling 2013 $13.33 $12.00  $20.00 

Silver Thread Vineyard Semi Dry Riesling 2013 $13.33 $12.00  $20.00 

Hermann J. Weimer Riesling Semi Dry 2013 $13.33 $12.00  $20.00 

Boundary Breaks Riesling No 198 Reserve 2012 $13.33 $12.67  $20.00 
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Boundary Breaks Riesling No 239 2012 $13.33 $12.67  $20.00 

Brooklyn Oeonolgy Riesling Friend 2013 $13.33 $12.67  $20.00 

Red Newt Cellars Riesling Bullhorn Creek 2011 $13.33   $20.00 

Billsboro Riesling 2013 $14.00 $11.67  $21.00 

Keuka Lake Vineyards Semi Dry Riesling Estate Finger 

Lakes 2013 

$14.00 $12.00  $21.00 

Hermann J. Weimer Riesling Dry 2014 $14.00 $13.00  $21.00 

Hermann J. Wiemer Riesling Dry 2013 $14.00 $13.00  $21.00 

Lamoreaux Landing Round Rock Vineyard Riesling 2013 $14.00   $21.00 

Swedish Hill Winery Riesling Humphrey's Vineyard 2013 $14.33 $12.92  $21.50 

Damiani Wine Cellars Dry Riesling Davis Vineyard 2012 $14.67 $4.33 ?? $22.01 

Red Hook Winery Seneca Lake Dry Riesling 2011 $14.67   $22.01 

Red Hook Winery Seneca Lake Riesling Gold Cap 2011 $14.67   $22.01 

Red Hook Winery Seneca Lake Riesling 2010 $14.67   $22.01 

Keuka Lake Vineyards Dry Riesling Estate 02012 $15.00 $13.00  $22.50 

Bellwether Wine Cellars Sawmill Riesling 2013 $15.00 $14.00  $22.50 

Element Winery Riesling 2010 $15.00   $22.50 

Forge Cellars Riesling 2013 $15.36   $23.04 

Lakewood Riesling 3 Generations  $15.42 $13.92  $23.13 

Barry Family Cellars Tuller Vineyard Riesling 2014 $15.67 $14.67  $23.51 

Bloomer Creek Riesling Auten Tanzen Dame 1st Harvest 

2013 

$16.00 $15.00  $24.00 

Red Newt Cellars Riesling Lahoma 2011 $16.00   $24.00 

Red Newt Cellars Riesling Sawmill Creek 2009 $16.00   $24.00 

Red Newt Cellars Riesling Tango Oaks Vineyard 2012 $16.00   $24.00 

Red Newt Cellars Riesling Dry 2007 $16.00   $24.00 

Anthony Road Wine Company Art Series Riesling 2013 $16.33   $24.50 

Ryan William vineyard Estate Riesling 2011 $16.50 $12.00  $24.75 
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Red Newt Cellars Fred Block Riesling  $16.67 $13.33  $25.01 

Red Hook Winery Buttercup Cuvee 2012 $16.67 $15.00  $25.01 

Red Newt Cellars North Block Riesling  $16.67 $15.33  $25.01 

Red Newt Cellars South Block Riesling  $16.67 $15.33  $25.01 

Heart and Hands Dry Riesling 2013 $16.67 $15.67  $25.01 

Dr. Konstantin Frank vinifera Wine Cellars Riesling 

Reserve 2012 

$16.67 $16.00  $25.01 

Forge Cellars Riesling Les Allies 2013 $17.36   $26.04 

Ravines Argetsinger Dry Riesling 2010 $17.36   $26.04 

Red Tail Ridge Riesling Estate Block 606 2012 $18.00   $27.00 

Ravines Argetsinger Dry Riesling 2011 $18.03   $27.05 

Silver Thread Vineyard Riesling Doyle East Seneca 

Vineyard 2013 

$18.33   $27.50 

Silver Thread Vineyard Riesling Gridley Bluff Point 

Vineyard 2013 

$18.33   $27.50 

Silver Thread Vineyard Riesling Randolph O’Neill 

vineyard 2013 

$18.33   $27.50 

Silver Thread Vineyard STV Estate Vineyard Riesling 2013 $18.33   $27.50 

Tierce Riesling 2012 $19.33   $29.00 

Fox Run Vineyards Reserve Riesling  $20.00 $18.00  $30.00 

Fox Run Vineyards Riesling Lake Dana Vineyard  $20.00 $18.00  $30.00 

Hermann J. Wiemer Late Harvest Riesling 2013 $20.00 $19.00  $30.00 

Red Hook Winery Seneca Lake Riesling 2010 $20.00   $30.00 

Red Hook Winery Seneca Lake Riesling (Abe Schoener) 

2011 

$20.00   $30.00 

Red Hook Winery Seneca Lake Riesling School of 

Alexandria 2011 

$20.00   $30.00 

Red Tail Ridge Riesling Estate Block 907 Auslese Style 2012 $20.00   $30.00 
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Ravines Argetsinger Dry Riesling 2012 $20.03   $30.05 

Anthony Road Wine Company Tierce Riesling 2011 $20.33   $30.50 

Keuka Lake Vineyards Dry Riesling Eastside vineyard 2012 $20.67 $18.67  $31.01 

Hermann J. Weimer Dry Riesling Reserve 2013 $20.67   $31.01 

Keuka Lake Vineyards Dry Riesling Evergreen Lake 

Vineyard 2013 

$21.00 $19.00  $31.50 

Heron Hill Winery Reserve Riesling 2012 $21.00   $31.50 

Keuka Lake Vineyards Dry Riesling Falling Man Vineyard 

2012 

$22.33 $20.33  $33.50 

Hermann J. Wiemer Riesling Dry Magdalena vineyard 2013 $26.67   $40.01 

Hermann J. Wiemer Riesling HJW Vineyard 2013 $26.67   $40.01 

Red Hook Winery Seneca Lake AS Riesling 2009 $26.67   $40.01 

Anthony Road Wine Company Riesling Mrs. $29.33   $44.00 

 

Appendix 18a 

Finger Lakes Cabernet Franc available in NYC in 750 ml format 

 Frontline 

price per 

bottle 

Discounts 

down to 

SRP 

frontline 

SRP 

Discounted 

Price 

Bully Hill Vineyards Cabernet Franc  8.16 7.33 $12.24 $11.00 

Penguin Bay Winery Cabernet Franc 2010 8.5 7.67 $12.75 $11.51 

Swedish Hill Winery Blue Water Cabernet Franc  8.83 8.08 $13.25 $12.12 

Lamoreaux Landing Cabernet Franc  Unoaked T23 

2013 

10.48 10 $15.72 $15.00 

Lamoreaux Landing Cabernet Franc  Unoaked T23  10.48 9 $15.72 $13.50 

Sheldrake Point Winery Cabernete Franc 2011 10.67 10 $16.01 $15.00 

Fulkerson Winery Cabernet Franc 2011 10.67 10 $16.01 $15.00 

Château Lafayette Reneau  Cabernet Franc 2010 10.67 8.67 $16.01 $13.01 
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Wagner Vineyards Cabernet Farnc  10.88 0 $16.32 $0.00 

Lucas Vineyards Cabernet Franc  11.03 10.33 $16.55 $15.50 

Swedish  Hill Cabernet Franc 2011 12.25 11 $18.38 $16.50 

Lakewood Cabernet Franc 2012 12.33 11.08 $18.50 $16.62 

Fox Run Vineyards Cabernet Franc 2013 12.34 11.33 $18.51 $17.00 

McGregor Vineyard Cabernet Franc 2011 12.67 12 $19.01 $18.00 

Lamoreaux Landing Cabernet Franc  13 11 $19.50 $16.50 

Ravines Cabernet Franc 2012 13.36 12.69 $20.04 $19.04 

Dr Frank Cabernet Franc 13.53 13 $20.30 $19.50 

Hosmer Cabernet Franc  13.6 12.27 $20.40 $18.41 

Heron Hill Winery Cabernet Franc 2012 13.92 12.5 $20.88 $18.75 

Lucas Vineyards Cabernet Franc Reserve 14.28 13.67 $21.42 $20.51 

Red Newt Cellars Cabernet Franc 2012 14.67 13.33 $22.01 $20.00 

Inspire Moore Wisdom Cabernet Franc 2010 14.67 13.33 $22.01 $20.00 

Damiani Wine Cellars Cabernet Franc 2010 15.33 14.66 $23.00 $21.99 

Hazlitt 1852 Vineyards Cabernet Franc 2012 16.32 15.15 $24.48 $22.73 

Hermann J. Wiemer Cabernet Franc 2013 16.33  $24.50 $0.00 

Hermann J. Wiemer Cabernet Franc 2012 17.33  $26.00 $0.00 

Ryan William Vineyard Finger Lakes Cabernet Franc 

2011 

18 0 $27.00 $0.00 

Heron Hill Winery Ingle Vineyard Cabernet Franc 

2012 

18.33 16.67 $27.50 $25.01 

Billsboro Cabernet Franc 2012 19.67 17.67 $29.51 $26.51 

Schneider & Bieler (1) $21.33 0 $32.00 $0.00 

Fox Run Vineyards Cabernet Franc Reserve 2012 23.34  $35.01 $0.00 

Element Winery Cabernet Franc 2010 25  $37.50 $0.00 

Hermann J. Wiemer Cabernet Franc Magdalena 

Vineyard 2012 

26.67  $40.01 $0.00 
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Damiani Wine Cellars Cabernet Franc Reserve 2010 28.67  $43.01 $0.00 

Element Winery Cabernet Franc Reserve 2011 31  $46.50  

Ravines Cabernet Franc 2013 13.36 12.69   
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Appendix Table 19 

What do you like about the taste of Finger Lakes Riesling?   

Text Responses for OTHER 

this is hard to answer as there are many styles, some of which I like, some I do not. I have tatsed Finger 

Lakes rieslings and each of these descriptors can applied to certian ones, but I wouldn't say finger lakes 

riesling as a category has any one descriptor that applies 

Balanced 

Generally all of the above at one time or another.  Depends on my mood. 

was dry and crisp, don't remember exactly if it was complex but believe it had mineral flavors 

floral 

Good for the money, varietaly  correct  

petrol 

varietally correct 

It's a nice alternative to german and Alsatian rieslings, but it isn't quite as minerally, which makes for a 

nice dry riesling.  I don't particularly enjoy the off-dry stuff as much as the German off-dry. 

There is a clear divide between Wiemer and all others... 

typically has good acidity 

I feel it is usually fairly priced and in some cases of very good quality for not a lot of money 

Low or no petrol aromas 

 

Appendix Table 20 

What might make you like the taste of Finger Lakes Riesling more? 

Text Responses for OTHER 

A more ubiquitous practice of restricted yields, proper growing sites, and careful winemaking 

practices...the same for any other area. 

A tad more complexity 

an overall dryer style 

Appropriate RS 

Assertive aromatics  

Bacon/pork 

balanced acid 

Better balance across the board between acidity/fruit/RS. 

better balance in the wines 

better farming and winemaking 
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Better Mineral quality 

Better quality in comparison to Germany. 

Better site selection. 

Better sugar/acid balances and less sensationalism behind vine clones (Boundary Breaks and Element). 

consistency 

continuing to increase overall quality. There are only a handful of producers making very high quality 

grape juice. 

depends on the producer 

Designation. Attractive price-point.  

education 

Fish Tacos 

Good price and good quality 

Good quality and variety 

Higher acidity, better mineral structure. 

Higher quality semi dry, purer smoother dry wines 

Higher qulity 

i don't know 

I don't like this question - fingerlakes rieslings have little consistancy in style, and the wines I liked 

diverged from the soft, supple style that seems consistant. 

I don't think the leading bottles have the mineral right.  They often taste aspirin-y to me. 

I like it the way it is 

I like the taste already 

I prefer one that is balanced showing some nice minerality and good acidity to balance the fruit or any 

sweetness.  

i prefer totally dry Riesling 

If I knew more about them 

If it had more earthy/mineral nuance  

If it was more complex 

if it were less expensive 

If the price was lower. 

It has come a long way towards representing quality.  It still has green notes I see as flawed however. 

It's great 

length  

Less chaptalization 

Less examples of sweet and off-dry styles 

Less reliance on brutally dry or overtly sweet wines, more using sugar as a balancing tool 

Less residual on occasion 
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less residual sugar 

less technical, reductive vinification - more work on site and terroir variations (from the different lakes 

for example) - more indigenous yeasts 

Lower alcohol 

Lower prices and consistency. 

Maturity of vines and winemaker 

Mineral 

Minerality 

More acidity and sugar 

more acidity in some "dry" styles 

more balance, sometimes particularly with the dry fingerlakes rieslings the acid is overly aggressive 

some rs is necessary, or later ripening.  

More character, complexity 

More complex, longer finshes. 

more complexity and terroir expression a la Germany 

More complexity from more producers 

more complexity on the palette 

more complexity, better pricing 

More complexity. 

More consistent quality. The best are very good, but some very well-respected estates are over-rated, 

and often lacking freshness and balance.  

More high quality across the board  

More intensity 

more mineral component 

More minerality 

More minerality & complexity.  

More mineralogy and higher acid 

More serious wines made from vines planted on steeper slopes. 

My preference is a style of Riesling that is mineral driven with a nice fruit presence. High acidity is 

usually favored. Not quite sure what would make me like them more.  

No Response 

Nothing 

Nothing. I'm happy to taste.  

Price to Quality ratio 

Production style, exposure, more governors cup press, more ratings 

slightly more acidity and less fruit 

time in bottle 
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Visiting the area or vineyards 

Visiting the region more often. 

While I like a lot of what I've tasted I more often than not feel that I find better price/quality ratio out of 

Germany, Austria and Northern Italy. I think most Finger Lakes wines are priced too high 

white flowers 

Wines can be inconsistent or there is too much emphasis on sweet product.   

 

Appendix Table 21 

What do you like about the taste of Finger Lakes Cabernet Franc?  

Text Responses for OTHER 

I like very few of them  

Never tasted 

It's light body and fruit presence - also when there is a smoky/sous-bois element 

Its hard for me to say as its been so long since I have had it. 

DO not know 

Haven't tasted.  

True to its varietal character 

Here there is no comparison between Wiemer and others 

freshness 

Love the bright acidity that other East Coast CFs lack 

 

Appendix Table 22 

Q. 5. 53 What might make you like the taste of Finger Lakes Cabernet Franc more? 

a little more body 

Again, always happy to taste, but the prices are prohibitively priced for the region.  

again, depends on the producer 

Appropriate ripeness levels and less new oak. 

balance, terroir.   

Better balance 

Better Cab Francs 

Both of these questions sound strange. These wines lack a consistant style because the region is too 
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young, and there are no iconic producers of the wines (that I have come across. 

cassis 

classic Cabernet Franc flavors 

consistency 

Consistent 

dryer style 

Experience  

Good ones comes in variety of styles 

Greater fruit representation, less abundant "peppery" aroma. 

Greater ripeness. 

green bell peppers 

i don't know 

I don't like them then 

I don't recall tasting any to date  

I haven't tried very much, but what I have had I've enjoyed.   

I like how light bodied and minerally it usually is 

I like the cab franc rose - but haven't been impressed by the red (too much like a rubber tire) 

I need to taste more, the few I have had I enjoyed 

I only answered "No" because I have never had one.  

I simply don't like Cabernet Franc. It's pretty much the only major grape variety I simply don't like. 

If it came from the Loire Valley or Bordeaux 

if it cost less 

If it had more finesse  

If it was more elegant 

If it were less agressive and achieved consistent Phenolic ripeness.  

It has come a long way toward representing quality wine with soft tannins, persistent friit, and a 

potential for a mellow earthy mineral base.  It still cs have vegetal notes which I see as flaws. 

It's a local produce and need more promotion.  

It's a nice expression of the grape, but the production doesn't always meet my standards.  

less bell pepper but more deep fruit style 

Less bitter and better acidity 

Less green notes on accession. 

Less new oak 

Less oak 

Less shrill 

Less vegetal flavor 

Less vegetale. More fruit. More phenolic ripeness more texture. More supple roundness   More glycerol  
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Lighter, juicier styles 

limited tasting experience, so hard to answer, but bright fruit and crisp structure without weediness are 

always good 

Longer time in barrel. 

Lower alcohol, less ripe 

Maintaining a mixture of fruit and savory pyrazine-derivative flavors is essential, look to the Loire 

more acid 

more aging  

more appropriate oak treatment, better sorting of the fruits, less extraction 

More complex earthy/ mineral flavors. 

More complex, earthier, less astringent 

more complexity 

More complexity 

More complexity 

more complexity and balance 

More consistency 

more destemming and ripeness 

More earthy 

More exposure. 

more mindful growing and winemaking practices, coupled with the proper area...like the "Banana Belt" 

area 

More minerality and tertiary flavors versus just fruit/tannins 

More styles with less green pepper 

My preference is the Loire Valley style - elegant with interesting sous-bois notes. I sometimes find NY 

State Cabernet Franc wines to be too vegetal (too much bell-pepper) - give it an underripe character 

Need to try more before I comment 

Older vines/more complexity 

proper food pairing 

Richer fruit and greater complexity 

riper flavors in the wines would help to balance the sometimes too-herbal character 

Same answer as riesling.  Better price/quality ratio 

same as for Riesling 

Same w Riesling only to a greater extent. There are very very few people making high quality Cab 

Franc.   

Soft, like WA state cab franc 

taste like a Chinon 

Tasting a wider range of wines to discover their niche 
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tasting a wider variety of it - most of what I know is from Long Island 

Tasting it more frequently 

the one we had on the menu, was unfiltered and tasted similar to a nice Chinon. Most are not good 

though. The ones from LI are worse 

The prices should be lower because they are not of the same intensity or complexity as most others in 

their price category.  Or they need to be marketed very differently and aggressively. 

Treating it like a delicate cool climate red and not force it to be full bodied or overly Oaked 

Unsure.  Winemaking technique, maybe? 

Variety of style, really don't know much about cab franc from ny 

visiting the areas and winery 

Visiting the region more often 

 

Appendix Table 23 

Q 5.56 What might persuade you to purchase/recommend Finger Lakes Riesling in the future? 

Responses for OTHER 

No sulpher added variations 

I already purchase 

I already purchase them 

Producers with a greater sense of style 

good vintages 

More support from distrubution 

It seems very hard to track down NY wines.   

Already recommend it 

Better marketing 
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Appendix Table 24 

Q 5.57 What might persuade you to purchase/recommend Finger Lakes Cabernet Franc in the future?  

Responses for OTHER 

trying them and having them in the shop to sell 

no sulphur added varietals 

Samesies.  A better sense of style. Possibly availibility of older vintages. 

good vintages 

Same as previos 

See above - very hard to find.   

Better marketing  

 

 

Appendix Table 25 

List of Restaurants Researched Market Penetration 

Asiate Alta Ruth's Chris Steakhouse 

Al di la Trattoria Annisa Scalini Fedeli 

Babbo Bouley SD26 

Del Posto Estiatorio Milos Strip House 

Esca Four Seasons Toqueville 

Il Buco Hearth Café Boulud 

Il Mulino Ippudo Jean-Georges 

L'Artusi Maloney & Porcelli Morimoto 

Lincoln Ristorante Nobu River Café 

Maialino Old Homestead Steakhouse ABC Kitchen 

Osteria Morini Park Side Buddakan 

Scarpetta Pearl Oyster Bar Buttermilk Channel 

Ai Fiori Per Se Daniel 

Momofuku SsamBar Bar Americain Mas (Farmhouse) 

RedFarm Gotham Bar & Grill NoMad 
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Telepan The Breslin Bar & Dining 

Room 

Nougatine at Jean-Georges 

Aquavit The Modern The Palm Restaurant 

Dovetail Aquagrill Totto Ramen 

Felidia The NoMad  Restaurant Trattoria L'incontro 

ilili Aureole Wolfgang's Steakhouse 

Oceana Barbuto The Dutch 

Riverpark Benjamin Steakhouse Tavern on the Green 

Sea Fire Grill BLT Fish Shack Momofuku Ko 

Union Square Café Blue Hill Marlow & Sons 

Prime Meats Blue Ribbon Sushi Bar & Grill Keens Steakhouse 

Marea David Burke Kitchen Le Bernadin 

15 East Del Frisco's Steakhouse Sparks Steak House 

Boulud Sud La Grenouille Taim 

Brushstroke Perry St Taverna Kyclades 

Betony Peter Luger Steakhouse Mighy Quinn's  Barbeque 

BLT Prime Picholine Avra Estiatorio 

En Japanese Brasserie Smith & Wollensky Caracas Arepa Bar 

Porter  House NY The Little Owl Katz's Delicatessen 

Quality Meats Di Fara Pizza Eleven Madison Park 

Colicchio & Sons Sushi of Gari Gramercy Tavern 

Craft Sushi Yasuda Tamarind Tribeca 

 

Appendix Table 26 

 

List of Restaurants Researched Market Penetration 

67 Wines & Spirits (Upper West Side) NY Vintners (Tribeca) 

ABC Wine (Alaphabet City) Park Avenue Liquors (Midtown)  

Acker, Merrall & Condit (UWS) Pasanella & Son (South Street Seaport) 

Appellation Wine and Spirits (Chelsea) PJ Wine  

Astor Wines and Spirits (Greenwich Village) Pour (UWS) 

Best Cellars New York (Upper East Side) Prospect Wine Shop (Park Slope) 

Big Nose Full Body (Park Slope)  Red, White and Bubbly (Park Slope) 

Blanc & Rouge (DUMBO) Rosenthal Wine Merchant (UES) 

Bottlerocket (Flatiron District) Sea Grape (West Village) 

Brooklyn Wine Exchange  September Wine (LES) 

Burgundy Wine Company (Chelsea) Sherry-Lehmann (UES) 
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California Wine Merchants (Financial District) Slope Cellars (Park Slope) 

Cellar 72 (UES) Smith & Vine LLC (Caroll Park) 

Chambers Street Wines (Tribeca) Soho Wine & Spirits 

Chelsea Wine Vault Sussex Wine & Spirits (midtown) 

Chelsea Wine Vault (Chelsea) 

T.B. Ackerson Wine Merchants (Victorian 

Flatbush, Brooklyn) 

Crush Wine Co (Midtown East) Table Wine (Jackson Heights) 

Dandelion Wines (aka Dandy wines, 

Greenpoint) Thirst Wine Merchants (Fort Greene) 

De Vino Boutique (Lower East Side) Trader Joe's Wine Store (East Village) 

Discovery Wines (East Village) Tribeca Wine Merchants  

Eli's WINE (UES) Union Square Wines  

Enoteca di Palo (Little Italy/Chinatown) Uva (Williamsburg) 

First and Vine  Vino (Gramercy) 

Flatiron Wine & Spirits Vintry Wine (Battery Park City) 

Frankly Wines  Warehouse Wines (Greenwich Village) 

Garnet Wines (UES) West Side Wine (UWS) 

Gnarly Vines (Fort Greene) Wine at Whole Foods (UWS) 

Gotham Wines (UWS) Wine Therapy (SoHo) 

Grand Wine & Liquor (Astoria) Wine Vine (Long Island City) 

Grande Harvest (Midtown, GCT) Zachy's Wine and Spirits (Scarsdale) 

Greene Grape, The (downtown) Nancy's Wines for Food (UWS) 

Greene Grape, The (Fort Greene)  

harlem wine gallery  

Heights Chateau (Brooklyn Heights)  

Hunter's Point Wines (Long Island City)  

italian wine merchants  

Juice Box Wine & Spirits (Windsor Terrace)  

K&D Wines (UES)  

Landmark Wine and Spirit (Chelsea)  

Le Du's Wines (West Village)  

Le Vigne (West Village)  

Manley's (West Village)  

Martin Brothers (UWS)  

Martin Brothers Wines  

McAdam Buy Rite (Kips Bay)  

Mister Wright (UES)  
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Moore Brothers Wine Company (Gramercy)  

Morrell and Co (Midtown)  

Mount Carmel Wine & Spirits (Bronx)  
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Trade Survey 

 

Thank you for participating in my survey.    

Please answer all of the questions. The survey should take about 12-15 minutes to complete. 

 

When you get to the bottom of each page, click the blue arrows to proceed to the following questions. 

Thank you again 

 

Q1 What is the name of your current employer? 

 

Q2 What is your title at work?   

 Wine Director - Restaurant 

 Beverage Director - Restaurant 

 Sommelier 

 Assistant Sommelier 

 Bartender 

 Server/Captain - Restaurant 

 General Manager - Restaurant 

 Wine Director - Retail 

 Purchasing Director - Retail 

 Salesperson - Retail 

 Manager - Retail 

 Other - Please Describe ____________________ 

 

Q3 Which of the following functions do you perform in your job?  *Choose all that apply. 

 Wine Purchasing - Retail (off-premise) 

 Wine Purchasing - Restaurant/Bar/Hotel/Catering (on-premise) 

 Wine Sales - Retail (off-premise) 

 Wine Sales - Restaurant/Bar/Wine Bar (non-sommelier position i.e. server/captain/bartender) 

 Wine Sales - Sommelier - Restaurant 

 Other Off-Premise (wine retail) ____________________ 

 Other On-premise (restaurant/hotel/bar/catering) - please describe ____________________ 

 Other - please describe ____________________ 

 

Q4 How long have you been in your current position? 

 Less than 1 year 

 1 year 

 2 years 

 3 years 

 4 years 

 5 years 

 6 years 

 7 years 

 8 years 
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 9 years 

 10 years 

 10+ years (please list below, using whole numbers) ____________________ 

 

Q5 Do you purchase or sell wines from the United States? 

 Yes 

 No 

 I don't know 

If No Is Selected, Then Skip To End of Survey 

 

Q6 Do you purchase or sell wines from New York State? 

 Yes 

 No 

 I don't know 

 

Q7 How often do the selections change on the wine list/in the wine shop? 

 Never 

 Less than Once a Month 

 Once a Month 

 2-3 Times a Month 

 Once a Week 

 2-3 Times a Week 

 Daily 

 

Answer If Which of the following functions do you perform in your job?  *Choose all that apply. Wine 

Purchasing - Retail (off-premise) Is Selected Or Which of the following functions do you perform in 

your job?  *Choose all that apply. Wine Sales - Retail (off-premise) Is Selected Or Which of the 

following functions do you perform in your job?  *Choose all that apply. Other Off-Premise (wine 

retail) Is Selected Or Which of the following functions do you perform in your job?  *Choose all that 

apply. Other - please describe Is Selected 

 

Q8 How often are the "By The Glass" selections changed?  ** Only those who chose specific responses to 

Q3 answered this question.  

 Never 

 Less than Once a Month 

 Once a Month 

 2-3 Times a Month 

 Once a Week 

 2-3 Times a Week 

 Daily 
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Q9 New York State has five wine producing regions.  How familiar are you with the following New 

York state wine regions?   

 Completely 

Unfamiliar - 

I've never 

heard of it 

Slightly 

Familiar - I've 

heard of it, 

but know 

nothing about 

it 

Somewhat 

Familiar - I 

know a little 

bit about the 

regoin 

Moderately 

Familiar - I 

know more 

than a little, 

but I'm not an 

expert 

Extremely 

Familiar - I 

know the 

region well 

Finger Lakes           

Hudson 

Valley 

          

Long Island           

Lake Erie           

Niagara 

Escarpment 

          

 

 

Q10 Have you ever tasted New York State wines? 

 Yes 

 No 

 I don't know 

If No Is Selected, Then Skip To End of Block 

 

Q11 Which of the following New York State wines have you tasted? Check all that apply. 

 Long Island Red Blend 

 Long Island Chardonnay 

 Long Island Merlot 

 Long Island Red Blend 

 Finger Lakes Riesling 

 Finger Lakes Cabernet Franc 

 Finger Lakes Pinot Noir 

 Hudson Valley Red Blend 

 Hudson Valley Chardonnay 

 Hudson Valley Seyval Blanc 

 Lake Erie Red Blend 

 Lake Erie White 

 Niagara Escarpment White 

 Niagara Escarpment Red 

 Other ____________________ 

 

Q12 Which of the following types of Finger Lakes wines have you tasted?  *Check all that apply 

 Dry Riesling 

 Semi-Dry Riesling 
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 Riesling Dessert Wines 

 Cabernet Franc 

 Pinot Noir 

 Cabernet Sauvignon 

 Chardonnay 

 Gewurztraminer 

 Pinot Gris 

 Sauvignon Blanc 

 Merlot 

 Other ____________________ 

 

Q13 Where did you first taste Finger Lakes Wines? 

 At an educational seminar on New York State or Finger Lakes wines 

 At a trade tasting (i.e. a distributor tasting, New York Wine & Grape Foundation tasting, or Finger 

Lakes Wine Alliance tasting) 

 A distributor brought them to my work for me to try 

 I purchased it at a wine shop 

 I had it in a restaurant/wine bar 

 I visited the Finger Lakes 

 I got a bottle as a gift 

 Other ____________________ 

 

Q14 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program: Off-Dry or Semi-Dry Riesling $12-$15 *SRP/$10-$12 

*BTG?   *SRP = Standard Retail Pricing; BTG = By The Glass 

 Best/First Choice Worst/Last Choice 

Washington State Off-Dry 

Riesling 

  

German Riesling Kabinett   

Finger Lakes Semi-Dry 

Riesling 

  

New Zealand Off-Dry 

Riesling 

  

German Riesling Halbtrocken   

Oregon Off-Dry Riesling   

 

Q58 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program: Dry Riesling $12-$15 *SRP/$10-$12 *BTG? *SRP = 

Standard Retail Pricing; BTG = By The Glass 

 Best/First Choice Worst/Last  Choice 

Austrian Riesling   

Alsatian Riesling   

Australian Riesling   

Washington State Dry   
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Riesling 

German Riesling Trocken   

Finger Lakes Dry Riesling   

Q57 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program:  Cabernet Franc varietal wine $10-$12 *SRP/$12-$15 

*BTG?   *SRP = Standard Retail Pricing; BTG = By The Glass 

 Best/First Choice Worst/Last Choice 

Washington State Cabernet 

Franc 

  

California Cabernet Franc   

Finger Lakes Cabernet Franc   

Loire Valley Cabernet Franc   

Bordeaux Cabernet Franc   

New Zealand Cabernet Franc   

 

 

Q59 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program: Off-Dry or Semi-Dry Riesling $15-$20 *SRP/$12-$15 

*BTG?  *SRP = Standard Retail Pricing; BTG = By The Glass 

 Best/First Choice Worst/Last Choice 

Washington State Off-Dry 

Riesling 

  

German Riesling Kabinett   

Finger Lakes Semi-Dry 

Riesling 

  

New Zealand Off-Dry 

Riesling 

  

German Riesling Halbtrocken   

Oregon Off-Dry Riesling   

 

 

Q15 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program:  Dry Riesling $15-$20 *SRP/$12-$15 *BTG? 

*SRP = Standard Retail Pricing; BTG = By The Glass 

 Best/First Choice Worst/Last  Choice 

Austrian Riesling   

Alsatian Riesling   

Australian Riesling   

Washington State Dry 

Riesling 

  

German Riesling Trocken   

Finger Lakes Dry Riesling   
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Q16 Which of the following would be your first (best) choice and which would be your last (worst) 

choice for this category in your wine program: Cabernet Franc varietal wine $15-$20 *SRP / $12-$15 

*BTG?  *SRP = Standard Retail Pricing; BTG = By The Glass 

 Best/First Choice Worst/Last Choice 

Finger Lakes Cabernet Franc   

Washington State Cabernet 

Franc 

  

Loire Valley Cabernet Franc   

Bordeaux Cabernet Franc   

California Cabernet Franc   

New Zealand Cabernet Franc   

 

 

Q17 Which New York State wines have you purchased, or are currently part of, your wine program? 

*Check all that apply. 

 Finger Lakes Riesling 

 Finger Lakes Cabernet Franc 

 Long Island Red Blend 

 Hudson Valley Red Blend 

 Hudson Valley Chardonnay 

 Long Island Chardonnay 

 Finger Lakes Rose 

 Finger Lakes Pinot Noir 

 Finger Lakes Other Red 

 Long Island Merlot 

 Long Island White Blend 

 Long Island Rose 

 Other ____________________ 

If Finger Lakes Riesling Is Not Selected, Then Skip To Have you ever purchased a Finger Lake... 

 

Q18 Have you ever purchased a Finger Lakes Riesling for your wine program? 

 Yes 

 No 

 No, but there are Finger Lakes Riesling(s) in the shop/on the list 

If No Is Selected, Then Skip To Have you ever purchased a Finger Lake...If No, but there are Finger 

La... Is Selected, Then Skip To Have you ever purchased a Finger Lake... 

 

Q19 How many Finger Lakes Rieslings are in your wine shop/on your wine list? 

 None 

 1 

 2-5 
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 6-9 

 10-14 

 15+ 

 Other 

Q20 Have you ever purchased a Finger Lakes Cabernet Franc for your wine program? 

 Yes 

 No 

 No, but there are Finger Lakes Cabernet Franc(s) in the shop/on the list 

If No Is Selected, Then Skip To Why have you never purchased a Finger... 

 

Q21 How many Finger Lakes Cabernet Francs are in your shop/on your wine list? 

 None 

 1 

 2-5 

 6-9 

 10-14 

 15+ 

 Other 

 

Q22 Is there a separate section in your wine shop/on your wine list for New York wines? 

 Yes 

 No 

 

Q23 Is there a separate section in your wine shop/on your wine list for Finger Lakes wines? 

 Yes 

 No 

 

Q24 Have you ever recommended a New York State wine to a customer?  

 Yes 

 No 

If Yes Is Selected, Then Skip To Which NYS wines have you recommended?   

 

Q25 Which New York State wines have you recommended? *Check all that apply. 

 Finger Lakes Riesling 

 Finger Lakes Cabernet Franc 

 Hudson Valley Chardonnay 

 Hudson Valley Red Blend 

 Long Island Red Blend 

 Long Island Chardonnay 

 Finger Lakes Pinot Noir 

 Other ____________________ 

 

Answer If Which New York State wines have you recommended? *Check all that apply Finger Lakes 

Cabernet Franc Is Selected 
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Q26 Why did you recommend a Finger Lakes Cabernet Franc? *Check all that apply. 

 I personally like the wine 

 The customer asked for a Cabernet Franc 

 The customer asked for a local red wine 

 The customer asked for a Finger Lakes Red Wine 

 It was the right price for the customer 

 It was appropriate for the food/occasion 

 Other ____________________ 

 

Answer If Which New York State wines have you recommended? *Check all that apply Finger Lakes 

Cabernet Franc Is Not Selected 

Q27Why haven't you recommended a Finger Lakes Cabernet Franc? *Check all that apply. 

 There weren't any to recommend 

 I couldn't find it in the shop/on the wine list 

 It was not appropriate for the food/occasion 

 I don't know the wines well enough to recommend them 

 I don't like Finger Lakes Cabernet Franc 

 Other ____________________ 

 

Q28 The following statements all refer to Finger Lakes Riesling.   Please choose the appropriate 

response from the choices on the right for each statement.  

 Strongly 

Disagree 

Disagree Neither Agree 

nor Disagree 

Agree Strongly 

Agree 

They are fairly 

priced 

o  o  o  o  o  

They are of good 

quality 

o  o  o  o  o  

They are 

pleasurable to 

drink 

o  o  o  o  o  

They fill a need in 

the wine list/wine 

shop 

o  o  o  o  o  

There is a wide 

variety to choose 

from 

o  o  o  o  o  

They are always 

available in the 

market (not out of 

stock) 

o  o  o  o  o  

They are appealing 

because they are a 

"local" product 

o  o  o  o  o  
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Q29 The following statements all refer to Finger Lakes Cabernet Franc.   Please choose the appropriate 

response from the choices on the right for each statement.  

 Strongly 

Disagree 

Disagree Neither Agree 

nor Disagree 

Agree Strongly 

Agree 

They are fairly 

priced 

          

They are of good 

quality 

          

They are 

pleasurable to 

drink 

          

They fill a need in 

the wine list/wine 

shop 

          

There is a wide 

variety to choose 

from 

          

They are always 

available in the 

market (not out of 

stock) 

          

They are appealing 

because they are a 

"local" product 

          

 

 

Q30 What do you feel would be an appropriate Standard Retail Price (SRP) range for an entry-level 

bottle of Finger Lakes Riesling? 

 Under $10 

 $10-$11.99 

 $12-14.99 

 $15-$19.99 

 $20-$25 

 $25+ 

 

Q31 What do you feel would be an appropriate price point for a Finger Lakes Riesling with a single 

vineyard, "reserve", or proprietary designation? 

 $10-$14.99 

 $15-$19.99 

 $20-$24.99 

 $25-$29.99 

 $30+ 
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Q32 What do you feel would be an appropriate price point for an entry-level Finger Lakes Cabernet 

Franc? 

 Under $10 

 $10-$11.99 

 $12-$14.99 

 $15-$19.99 

 $19.99-$24.99 

 $25+ 

 

Q33 What do you feel would be an appropriate price point for a Finger Lakes Cabernet Franc with a 

single vineyard, "reserve", or proprietary designation? 

 $10-$14.99 

 $15-$19.99 

 $20-$24.99 

 $25-$29.99 

 $30+ 

 

Q34 Do you like the flavor of Finger Lakes Riesling 

 Yes 

 No 

If No Is Selected, Then Skip To What might make you like the flavor o... 

 

Q35 What do you like about the taste of Finger Lakes Riesling? *Choose all that apply. 

 It is fruity 

 It has earthy/mineral flavors 

 It is complex 

 It is simple 

 It is easy to drink 

 It comes in a variety of styles 

 Other ____________________ 

 

Q36 What might make you like the taste of Finger Lakes Riesling more? 

 

Q37 Do you like the flavor of Finger Lakes Cabernet Franc? 

 Yes 

 No 

If No Is Selected, Then Skip To What might make you like the flavor o... 

 

Q38 What do you like about the taste of Finger Lakes Cabernet Franc? *Choose all that apply. 

 It is fruity 

 It has earthy/mineral flavors 

 It is complex 

 It is simple 

 It is easy to drink 
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 It comes in a variety of styles 

 Other ____________________ 

 

Q39 What might make you like the taste of Finger Lakes Cabernet Franc?  

 

Q40 Will you purchase/recommend Finger Lakes Riesling again? 

 Yes 

 No 

 

Q41 Will you purchase/recommend Finger Lakes Cabernet Franc again? 

 Yes 

 No 

 

Q42 What might persuade you to purchase/recommend Finger Lakes Riesling in the future? *Check all 

that apply. 

 Nothing 

 Lower prices 

 Better quality 

 Better packaging/labeling 

 Better availability 

 If multiple customers request Finger Lakes Riesling, I'll consider it 

 Learning more about it through educational seminars 

 More chances to taste a variety of Finger Lakes Rieslings 

 Other ____________________ 

 

Q43 What might persuade you to purchase/recommend Finger Lakes Cabernet Franc in the future? 

*Choose all that apply. 

 Nothing 

 Lower prices 

 Better quality 

 Better packaging/labeling 

 Better availability 

 If multiple customers request Finger Lakes Cabernet Franc, I'll consider it 

 Learning more about it through educational seminars 

 More chances to taste a variety of Finger Lakes Cabernet Francs 

 Other ____________________ 

 

Thank you very much for your participation in this survey.  I appreciate your time.  

 

 


