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Product situation analysis 

The Company 

Twelve wine is owned and operated largely by husband and wife John and Linda Lenyo. 

This company is relatively small, but has a steady presence in McMinnville and Oregon. Twelve 

wine is a family-owned vineyard and wine maker that produced its first vintage in 2003. 

According to its website, its focus is “making the absolute best wine we can.” It has a tasting 

room in McMinnville, Oregon, and a vineyard in Carlton with a limit of approximately 1300 

cases of wine. Twelve wine has 11 acres of Pinot Noir grapes and 2 acres of Pinot Blanc grapes. 

Its 2008 Pinot Noir Uh-Huh was selected for the 2011 International Pinot Noir Celebration. 

Some of the other wines currently in stock include the 2009 Second Floor Pinot Noir, 2009 Pinot 

Noir, 2009 Pinot Noir 144, 2008 Pinot Noir, 2008 Pinot Noir Uh-Huh, 2007 Pinot Noir and 2007 

Pinot Noir 144. According to Mrs. Lenyo, her husband holds a regular job in addition to 

managing Twelve wine. Mrs. Lenyo says that Twelve is possibly be a retirement activity, since 

Mr. Lenyo is unable to put as much time into the marketing and sale of Twelve wines as he 

would if he didn’t have a regular job. The Lenyos have released 7 vintages, and within the first 

six years of the company, their wines were selected twice to be in the International Pinot Noir 

Celebration. Twelve has rack cards at other wineries, such as the Willamette vineyards wine 

tasting room. It has also participated in Groupon, and whenever Twelve donates to an auction, it 

includes a wine tasting card to inspire repeat business. According to Mr. Lenyo, Twelve sells 

approximately 1,200 cases of wine annually. 

 

The Product 
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A bottle of Estate White Wine costs $16, has 13.7 percent alcohol content and contains 

750mL of 80 percent pinot blanc and 20 percent pinot gris. From the years 2003 to 2007 Twelve 

only used pinot blanc grapes, but began using a mix of pinot blanc and pinot gris in 2008. 

Twelve’s Estate White Wine is sold in an elegant bottle, that curves and thins at the top with a pit 

on the bottom of the bottle to make it easier to hold and pour into a wine glass. According to its 

website, Twelve wine’s Estate White is a “unique and refreshing” white wine. According to 

Twelve, its white wine is fermented in a stainless steel tank under cool temperatures over a long 

period of time in order to preserve the fruit flavor. The end result is “a white wine with the 

crispness you’d expect plus a creamy texture.” The Estate White can be used for cooking or 

simply enjoying with a friend. Some of the qualities that distinguish Twelve and its wine from 

competitors is the fact that Twelve is owned and operated largely by a husband and wife team. 

It’s a local company, and according to Mrs. Lenyo, the pinot blanc grapes from their vineyards 

can be on the sweet side. Some wineries in California and Australia use chemicals to produce a 

uniform tasting wine from year to year, but Twelve embraces “vintage variation,” meaning the 

flavor of their wines changes with the vintage. Some people appreciate the authenticity of how 

batches of wine taste different from year to year. The Estate White Wine is made with grapes 

grown in a 2 acre block of vineyard that was planted in 1994, and aged 15 months to create a rich 

texture. Twelve produces approximately 100 to 140 bottles of Estate White Wine, and for the 

past two years have sold out before the next batch is ready to sell. An indicator of the success of 

Estate White Wine is that in May 2012, Twelve wine is planning on making a larger batch that 

will hopefully be in stock the full year. 

 

The Market 
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According to Mrs. Lenyo, the majority of the current customers of Estate White Wine are 

female, although there are some men who typically don’t enjoy white wine and have been 

surprised. The current customers are typically 30 years old and older, but there have been a few 

younger customers lately. Mrs. Lenyo attributes this young customer base to the fame of wine in 

the area. Twelve sells to customers largely through distributors. According to Mrs. Lenyo, in 

2003 and 2004, approximately 90 percent of their sales were through distributors in South 

Carolina. They sell in Virginia, have a strong presence in Seattle, Washington, and just moved in 

to California as well. Twelve started a wine club, which now has 30 members, in 2010. It also 

gets customers from referrals. 

A good potential target market for the Estate White Wine consists of individuals who 

recently turned 21, since this is an age group that previously hasn’t been targeted by much wine 

advertising. Many younger wine-drinkers are fonder of white wine than red wine, because of its 

sweeter taste and lighter aroma. Because of this observation, I believe a good target market 

consists of 21- to 25-year-old upper-middle-class females who are either currently in or have 

graduated from college. Although the Estate White Wine is a little expensive at $16 compared to 

grocery-store prices, they will value the lack of chemicals and the fact that the wine was 

produced locally, or close by. They will also care about the fact that Twelve grows their own 

grapes and bottles their own wine, trying to “do as little as possible during the winemaking 

process.” Some of the supermarket wines that are mass produced and come from different 

countries may have added chemicals, so the local angle will be important to advertise to the 

target audience when they are in the supermarket and only checking prices. They will enjoy an 

occasional party on the weekends, have no set preference between wine and liquor and drink for 

pleasure and leisure. Some of the benefits sought by these individuals will be the social benefits, 
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such as friendship and a communication aspect, that come with chatting to a friend over a glass 

of wine. The target market will also value the perceived luxury benefits that come associated 

with wine. These two benefits fall under the social and esteem needs respectively in Abraham 

Maslow’s hierarchy of needs, showing that it’s important for our target market to have these 

needs in order for us to sell to them. Also, because Twelve wine is a local winery, and will 

advertise themselves as “local,” the ideal target market should be limited to residents of the 

Pacific Northwest, including Washington and California. The small budget of Twelve wine also 

plays into this geographic limit. The members of our target market will value class, 

sophistication and social life, as well as believe in the concept of “everything in moderation.” 

They will use Estate White Wine as self-expression in order to show a level of classiness and 

taste. They will also use Estate white to cultivate their social lives by using it as a social lubricant 

at parties and functions, which aligns with numerous sections of the VALS framework, such as 

experiencers and thinkers; our target market members can discuss ideals and ideas with friends 

over a glass of Estate White and fulfill their self-expression need at the same time. Finally, the 

members of our target market will value health and wellbeing. White wine, unlike vodka or soda, 

has heart-health benefits (Warner, J). These women will live in small towns, such as 

McMinnville, and cities, such as Portland and Seattle. 

 

Product SWOT Analysis 

Some of the strengths of Twelve wine include the the level of involvement the owners 

have with the wine production, Twelve’s claim that it strives to stay loyal to the process of wine 

making and the authenticity of the wines. Many younger consumers today place more value on 

how organic a product is, and how few additional chemicals are put into a product than on the 
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price. Something to note is that some large wineries add chemicals into their wines in order to 

make the batches taste the same, but Twelve keeps the wines natural and embraces the fact that 

the taste changes every harvest due to weather conditions, among other things. Mr. and Mrs. 

Lenyo are very hands on, operating the whole business themselves. They produce their wine at 

ADEA winery, and have a team for accounting and marketing, but the process of winemaking 

and selecting grapes and barrels falls to Mr. Lenyo. 

One weakness of Twelve’s Estate White Wine is its price. Although it’s relatively cheap 

at $16 a bottle, there are supermarket wines that go on sale and can cost as little as $5. This 

weakness can be overcome with strategic advertising and product differentiation. Another 

weakness of Twelve wine is its scope. Because Mr. Lenyo still has a regular job, he doesn’t have 

as much time to grow Twelve as a business, and so it remains a small side-company instead of 

Mr. and Mrs. Lenyo’s main business. This limits how much time, money and effort can be put 

into the advertising campaign. 

However, there are many opportunities that Twelve wine can take advantage of, given the 

time and money. Firstly, the tasting room is a large advantage Twelve has over supermarket 

wines. Being able to taste potential buys before purchase has a large appeal that supermarket 

wines don’t have, and can’t afford due to their low prices. Another opportunity is that Twelve 

can easily advertise their winemaking process, as well as the fact that they don’t add unnecessary 

chemicals just for the taste. Twelve wine is “authentic” wine, which is handled by Mr. and Mrs. 

Lenyo from the picking of the grapes to the bottling of the wine. Another opportunity comes in 

the form of screw caps. Twelve released a screw-cap wine into the supermarkets, despite the 

negative stigma of screw-cap wines versus corked bottles. However, most consumers are aware 

of the advantages of screw caps, and the wine sold well. Twelve no longer sells screw-cap wines, 
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but they can start again. Twelve was able to sell the screw-cap relatively cheap, which was 

appealing to the 21-year-old to 30-year-old crowd. Another opportunity comes from sharing its 

tasting room with Honest Chocolates. Twelve has already taken advantage of this paring by 

occasionally offering chocolates made with its wine at wine tasting, but there can be much more 

done in terms of advertising using Honest Chocolates made with Twelve wine, such as 

advertising the chocolate pairings with Twelve wine. Not many people know there are often 

Honest Chocolate pairings to go with Twelve wine, but it may influence potential customers to 

choose Twelve’s wine tasting room over another local winery’s. 

A large threat in the Oregon wine industry is the HR1161 bill, called the Community 

Alcohol Regulatory Effectiveness Act, also known as the CARE Act, currently being considered 

by Congress. This bill would restrict shipping wine out of state, and would significantly hurt 

Twelve and other small wineries. According to Cubanismo Vineyards, “This bill will take away 

small wineries ability to ship wine out of state. This bill will bankrupt about 83% of the wineries 

in the US (Only 17% have been able to find adequate distributor relationships nationwide).” It’s 

supported by The National Beer Wholesalers Association, and a similar bill went through senate 

last year. This shows that it’s a consistent idea, and a dangerous threat to the business well-being 

of Twelve. Another threat is the ratio of too much paperwork to the small number of people 

handling it. Mr. and Mrs. Lenyo need to file paperwork with both the federal and state 

government to sell wine, and they have to take care of details such as taxes if they are shipping 

out of the state. Finally, another threat may be their new labeling system. In 2012, Twelve 

implemented new labels for its wines, and previous customers may not enjoy or recognize them 

in the stores. 
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Target market analysis 

The typical consumers of the product class of wine are upper-middle class, educated and 

have disposable income to spend on luxury items. Most of the demand for wine comes from 

California, Washington and Oregon (Encyclopedia of American Industries). According to Alder 

from Vinography: A wine blog, approximately 30 percent of wine in America is consumed in 

restaurants (2009). In 1991, white wine made up 49 percent of total wine sales for the year, with 

red wine selling 17 percent. In 2009, however, red wine made up 47 percent of total wine sales, 

with white wine sales dropping to 40 percent. In conflict with this statistic is Alder (2009), who 

says that the top 10 wines consumed in America are white wines. Restaurant Wine News also 

released a list of the top restaurant wines in 2008, which includes chardonnay, white zinfandel, 

Chablis and Pinot Grigio (2009). Organic wine has experienced a surge in popularity, but some 

wineries find it too risky, as there’s no “antimicrobial” substitute that works well in making 

wine. The consumers of twelve’s Estate white wine specifically are Oregon locals who are 

already wine consumers. There may also be some wine connoisseurs who are visiting the area 

because of its reputation for good wine. They are likely to be over the age of 30, are upper-

middle class and educated. 

A good potential target market for Estate white wine consists of individuals who recently 

turned 21, since this is an age group that previously hasn’t been targeted by much wine 

advertising. Many younger wine-drinkers are fonder of white wine than red wine, because of its 

sweeter taste and lighter aroma. Because of this observation, I believe a good target market 

consists of 21- to 25-year-old females who are either currently in or have graduated from college. 

They will enjoy an occasional party on the weekends, have no set preference between wine and 

liquor and drink for pleasure and leisure. Some of the benefits sought by these individuals will be 
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the social benefits that come with chatting with a friend over a glass of wine, as well as the 

luxury benefits that come associated with wine. Also, because twelve wine is a local winery, the 

ideal target market should be limited to Oregon residents and neighboring states such as 

California and Washington. The members of our target market will value class, sophistication 

and social life, as well as believe in the concept of “everything in moderation.” They will use 

Estate white wine as self-expression in order to show a level of classiness and taste. They will 

also use Estate white to cultivate their social lives, which aligns with the ideals section of VALS. 

Our target market members can discuss ideals and ideas with friends over a glass of Estate white 

and fulfill their self-expression need at the same time. Finally, the members of our target market 

will value health and wellbeing. White wine, unlike vodka or soda, has heart health benefits 

(Warner, J). 

In determining my target market, I employed demographic and psychographic 

segmentation. We are aiming for new customers, who may or may not have previously tried 

wine. Using age, gender, lifestyle, value and personality I was able to narrow the target market to 

females in the upper-middle class, 21 to 25 years old, who value socializing and are health 

conscious. I decided on this target market because I recently turned 21 and realized that no wine 

marketing has been tailored to my age range. There is an abundance of fliers in local shops, but 

the marketing strategies of wine companies are generally not targeted towards people in their 

early twenties. I believe that recent graduates would be able to appreciate wine, but they drink 

liquor such as vodka instead because more hard alcohol advertising has been directed at them. 
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Advertising objectives 

The end goal of the advertisement will be to build customer demand for Twelve’s Estate 

White Wine within the target market. The first of my three objectives will be to create awareness 

in the target market, and bring wine to their minds before anything else when they think about 

drinks. Next, the goal is to implant information about Twelve wine that would be attractive to 

our target market, as well as the attitude of drinking wine or socializing with wine instead of 

other liquor. Finally, the last objective is to persuade prospects to go wine tasting at Twelve’s 

wine tasting room. 

First, in order to create awareness of Twelve’s Estate White Wine among 21- to 25-year-

old females, we should start implementing public relations in local shops and boutiques that 

appeal to the target audience. This needs to be done in order to stimulate secondary demand in 

Twelve wine. This strategy should not be limited to McMinnville, but other communities that 

support small, local businesses around the Pacific Northwest. This can be measured through a 

number of means, such as surveys or number of pamphlets, brochures or wine listings taken. 

Secondary demand may be further created by implanting information about Twelve wine 

in our target market specifically through publications such as magazines, newspapers and online 

advertisements. We should emphasize the fact that Twelve wine is very authentic, with no 

chemicals added and produced from a family-owned vineyard. This objective is important 

because it focuses on further developing Twelve’s brand image beyond just the awareness of the 

target audience. This objective can be measured by incorporating a comments and suggestions 

option on Twelve’s website or asking everyone who is signing up for the wine club how they 

heard of Twelve and why they decided to join the wine club. 
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The Lenyos take turns at the wine tasting room, which ties into the next objective; to 

persuade prospective customers to go wine tasting. This objective is important because it counts 

as the trial and evaluation stage in a potential client’s selection process. If the target audience 

comes to the wine tasting room, they will be more likely to become customers. A good 

experience in the tasting room can also inspire brand loyalty and ultimately greater sales. 
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Creative brief 

This creative brief is for the Estate White Wine of a local winery, named twelve wine. It 

aims to increase the primary demand for wine in the target market and the secondary demand for 

twelve’s Estate White Wine specifically. Currently, there is a large market of potential wine 

consumers who aren’t being targeted by advertising. 

The objectives of this advertisement are to create awareness of twelve wine in the target 

market in order to increase primary demand for wine, implant information and attitude so that the 

secondary demand for twelve is strong and to persuade the target audience to go wine tasting at 

twelve’s wine tasting room. The campaign aims to convince the target market to try wine instead 

of opting for other alcoholic beverages, and then opt for twelve wine among the other wineries. 

The target audience for this campaign is young women, aged 21 to 25, educated and 

upper-middle class, who aren’t being targeted by wine advertisements. These women will value 

socializing, elegance and class. The members of our target market will value health and 

wellbeing. They believe in everything in moderation, and occasionally party on the weekends. 

They watch shows such as The Bachelor, read magazines such as US Weekly (although they 

may not admit it) and have a desire to eat out at a nice restaurant approximately once a week. 

They will also enjoy an occasional party on the weekends, have no set preference between wine 

and liquor and drinks for pleasure. The target audience will be fonder of white wine than red for 

its sweeter taste. They will value the authenticity of twelve wine, and care about the fact that 

twelve is family-owned and grows its own grapes. They may have seen documentaries such as 

Food, Inc. or Supersize Me, and are mildly concerned with the quality of food they are 

consuming. These women will live in small towns, such as McMinnville, and cities, such as 

Portland and Seattle. The majority of the target audience has cars but prefer walking when they 
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can, because it’s better for your health. They have a shared need for socializing, elegance and a 

medium through which to express themselves. 

The Estate White Wine of twelve can address this need by serving as the medium through 

which the target audience gathers and expresses themselves. Wine carries a certain character, 

which it shares with whoever is holding a glass of wine. twelve wine itself has a local, 

community character that exudes a small business aura. It’s trustworthy and a small, relatively 

undiscovered winery. The personality of the brand should convey authenticity, quality and class. 

The brand experience should be defined as “keep it classy, do it right.” Finally, the tone of the 

ads suit the consumer because it aligns with who they see themselves as. 

One of the benefits to communicate is that white wine, unlike vodka or soda, has heart 

health benefits (Warner, J). Estate White can be used by our target audience to express that they 

are willing to try new things and support local businesses. Our target audience can also use 

Estate white wine as self-expression in order to show a level of classiness and taste. The Estate 

White can be used to cultivate their social lives, which aligns with the ideals section of VALS. 

Our target market members can discuss ideals and ideas with friends over a glass of Estate white 

and fulfill their self-expression need at the same time. One of the most obvious evidences of the 

benefits to drinking Estate White is that wine is a social lubricant, and Estate White does have 

alcohol content. More evidence can be found in medical reports (Warner, 2006) that say a glass 

of wine a day is good for you. Additional evidence is the shared perception of wine, which will 

be that wine is a classier and more elegant drink, that the target audience will already have. All 

we need to do is remind them to think of wine over liquor the next time they decide to drink. 

Some ideas for a commercial include; a woman leaning over a toilet bowl with messy 

hair, clutching her stomach and looking overall limp and messy. A message says “Did you party 
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last night?” This will be followed by another picture of women chatting and laughing over dinner 

with glasses of wine. The next message will read “Keep it classy, do it right.” Another idea for 

an advertisement aimed at the target market can target their social needs, and show a picture of a 

young woman in a dress, sitting at a table with a glass of wine. We see from her point of view, a 

few tables over, an attractive man looking over. The caption reads “A glass of wine is the perfect 

accessory.” My final idea for an advertisement is a simple picture of fashionable, classy young 

women sitting on a couch with wine, perhaps a pet nearby, and the caption can read “Talk about 

it today over a glass of wine.” 
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Creative Concept 

 The creative concept for this advertisement is for a full page print ad in a magazine. The 

ad, which will be a photograph, will have a woman in the foreground, holding a glass of 

Twelve’s Estate White Wine. We see the rest of the advertisement from her point of view so the 

viewer can picture herself in the woman’s place. The viewer can also see enough of the woman 

to be able to tell she is wearing a nice dress and some bracelets on the arm that has the wineglass. 

There is a bottle of Estate White on her table, which we see past her glass. In the background, 

there is a man sitting at a table with the same bottle of wine at his table, and he is toasting her. 

They are seated outside at a classy restaurant, and the top of the page will read “A glass of wine 

is the perfect accessory.” The words “perfect accessory” should be positioned beside the man, 

implying a link between wine and a man as accessories. The big idea of this ad is the moment the 

viewer makes the connection between “perfect accessory” and both Twelve and a cute guy. 

Finally, the bottom right page of the ad should hold Twelve’s logo. 
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Media Plan 

Media Objectives 

Audience objectives 

To target young women, aged 21 to 25, educated and upper-middle class, who aren’t 

being targeted by wine advertisements. 

To target women who value socializing, elegance and class. 

To target women who have no set preference between wine and liquor. 

To target women in California and the Pacific Northwest, namely, Oregon and 

Washington. 

 

Message-distribution objectives 

 The desired message weight of this campaign is roughly 95 million members of our target 

audience. The geographic range we are trying to reach is the Pacific Northwest and California. 

Specific towns and cities that we should target include Los Angeles, San Francisco and the 

surrounding areas, the Willamette Valley, Portland metro area, Bellingham and Seattle and 

surrounding areas. 

The campaign should be a continuous one, running steadily throughout the year with little 

variation, because wine is not a particularly seasonal product. It should run for a little less than 

one year and start in November, because that is a time when the holiday season sets in. It should 

start after Black Friday and end a few weeks before. Attention must be paid to make sure the 

magazine issue in which our advertisement will run is released to stores and sent to subscribers 

after Black Friday. Twelve should not be competing with the sales frenzy of this time. In terms 
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of TV commercials or radio advertisements, these will ideally be aired in the evenings at 

primetime, depending on budget. 

At minimum we should aim to reach each target audience member at least four times. 

Ideally, the frequency will fall within the range of four to seven exposures per person, with an 

aim of five exposures. 

Finally, we must keep in mind that the message is going to a target audience that doesn’t 

necessarily drink wine yet, or even have an interest in it. This means we have to catch their 

attention with something other than wine and develop the primary demand, as well as secondary 

demand. 

 

Media Strategy 

Classes of media 

The classes of media I have chosen are print advertisements in magazines and 

newspapers, as well as a television commercial. I feel that the message we are trying to send is 

simple, brief and concise, so a print advertisement would be perfect. Print advertisements in 

magazines are also better quality and better suited to luxury goods, such as wine. Newspapers 

reach a more educated audience, which fits in with our target audience. Television is also a good 

medium for expressing what Twelve wine stands for, and a good way to employ the lifestyle 

technique that is integral to stimulating primary demand in wine. If people see wine as a part of a 

classier, more elegant lifestyle, they are more likely to buy wine than other liquors that may not 

have such an esteemed image. 

 

Media Vehicles 
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Portland Monthly (magazine) 

Seattle Met (magazine) 

Seattle Magazine (magazine) 

7x7SF (magazine) 

San Francisco Magazine (magazine) 

Los Angeles Magazine (magazine) 

The Los Angeles Times (newspaper) 

The Oregonian (newspaper) 

CW (television station) 

 I chose local newspapers and magazines in order to reach the geographic specifications of 

our target audience; then I chose a television station that would reach the age demographic of our 

target audience. 

 

Size/length of advertisements 

The television advertisement will be a :30 spot, whereas the print advertisements will be 

a full, non-bleed, page in the magazines and approximately half a page in newspapers at four 

SAU columns wide and 12.38 inches tall. 

 

Positioning and Schedule 

The newspaper advertisements will be run-of-paper and should be in the Thursday, 

Friday and Saturday issues. The magazine advertisements will also be run-of-book, but it needs 

to be printed in color. This is needed for the full impact of the advertisement. Also, a black-and-

white advertisement in a magazine isn’t as eye-catching and looks cheaper. 
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We will specify shows when our commercial runs. The television station we will 

advertise on is the CW. This is a station that will reach the age demographic of our target 

audience. There may be some overreach, because it’s a popular station. We will want to buy 

airtime for the Pacific Northwest in order to avoid too much overreach, and we will air our 

commercials during shows such as Gossip Girl. According to Gorman (2010), CW gets more 

viewers in the 18 to 49 age range than other stations, such as Fox, ABC, NBC and CBS. 

This schedule is designed to reach our target audience just as the weekend is coming up, 

reminding them to buy wine and enjoy the weekend in a more elegant way than they might have 

thought of. 

 

Budget 

Media 

Vehicle 

Ad 

size/length 

Cost per 

insertion 

Frequency  Total cost 

for 

schedule 

Audience 

size 

CPM 

(cost per 

thousand) 

Portland 

Monthly 

Full-page, 

full color 

$15,000 12 180,000 224,791 per 

monthly 

issue 

224,791(12) 

= 2,697,492 

$66.72 

The Los 

Angeles 

Times 

Half page 

spread 

$6,000 156  936,000 More than 

573,000 

daily 

156(573,000) 

= 89,388,000 

$10.47 

Totals    1,116,000 92,085,492  
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The advertising rates weren’t available online for any of these media vehicles except 

through email or request. Therefore, I based my estimates on the rate card of The Southeast 

Examiner in Portland, a very small monthly newspaper that cost $29.50 per column inch of black 

and white print. I estimate that the Los Angeles Times will charge $200 per column inch. A half 

page spread in the Los Angeles Times will be 30 column inches. 

http://news.mywebpal.com/partners/667/documents/pdfsubscribe/ratecardweb2012.pdf 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://news.mywebpal.com/partners/667/documents/pdfsubscribe/ratecardweb2012.pdf
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