Competitive Matrix Analysis






The Grapevine

	
    
	Wine Tasting
	In-Home tasting
	Price per bottle of wine (uncorked)
	Fee for tasting
	Take Orders at tastings
	Discount on retail price
	Specialize in Quality good taste, unique brands (uncorked)
	Specialize in Volume (uncorked)
	Specialize in Service
	Target Market
	Channels of distribution
	Strengths
	Weaknesses

	
	
	
	
	
	
	
	
	
	
	21-30
	30-55
	55+
	
	
	

	The Grapevine
	Yes
	Yes
	$10-$15
	No
	Yes
	Yes
	Yes
	No
	Yes
	
	X
	
	Rep/ on-line
	In home, low overhead
	New to market, developing customer list

	Brick and Mortar
	Hawaii Liquor
	Yes
	Yes
	$5 - $100
	No
	No
	No
	No
	Yes
	No
	X
	X
	X
	Store
	Huge selection, good prices
	Struggling for customers due to location, few tastings

	
	Seed Wineshop
	Yes
	Yes
	<$25
	Yes
	Yes
	No
	Yes
	No
	Yes
	
	X
	
	Store/ on-line
	Unique selection, good prices,  informed owner
	High overhead (Pearl St.), 1 employee 

	
	Superior Liquor Mkt
	Yes
	Yes
	$5 - $100
	Yes
	Yes
	No
	No
	Yes
	No
	X
	X
	X
	Store
	Pour alliance, large selection
	Average prices, few tastings

	
	The Wine Experience
	Yes
	Yes
	$5 - $100
	Yes
	No
	No
	No
	Yes
	Yes
	
	X
	
	Store
	Huge selection
	Retail focused

	
	Wine and Liquor
	No
	No
	$5 - $60
	NA
	NA
	No
	Yes
	No
	Yes
	X
	X
	
	Store
	Unique selection, informed staff
	Small selection, No tastings

	
	Vineyard Wineshop
	Yes
	Yes
	$3 - $300
	Yes
	Yes
	No
	Yes
	No
	Yes
	
	X
	X
	Store
	Unique selection, informed staff
	Small selection

	
	DWC
	Yes
	Yes
	$5 - $100
	Yes
	Yes
	No
	Yes
	No
	Yes
	
	X
	
	Store
	Unique selection, informed staff
	No advertising

	
	World Cellars Wine & Spirit
	Yes
	No
	$5-$100
	Yes
	No
	No
	Yes
	No
	Yes
	X
	X
	
	Store
	Physical store next to tasting location, Give profits to charity (consumer)
	Tastings primarily held in shoe store, Giver profits to charity (owner)

	
	Liquor Mart
	Yes
	Yes
	$5 - $100
	Yes
	No
	No
	No
	Yes
	No
	X
	X
	
	Store
	Huge selection
	No small vineyards

	Special Events
	Festivals, tastings in hotels, restaurants, etc.
	Yes
	No
	Varies
	Yes
	Yes
	Yes
	No
	No
	No
	
	X
	X
	Store/booth
	Specialize as needed, flexible, short term
	No follow-on path available

	On-Line
	On-Line liquor stores 
	No
	No
	Varies
	NA
	NA
	Yes
	No
	Yes
	No
	X
	X
	
	on-line
	Great prices
	Limited selection, No tastings, no direct access to store, must pay shipping

	Bars/Tasting Rooms
	Pour, Trilogy, Trios, etc.
	Yes
	No
	NA
	Yes
	No
	NA
	NA
	NA
	Yes
	X
	X
	X
	NA
	Unique selection
	Limited selection, no corked sales
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