Understanding Winery Financial
Results

Geni Whitehouse, CPA.CITP, CSPM




Overwhelmed by Data?




New Questions
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Current question

What should | measure?



Financial — Historical focus

If you want to measure outcomes

the focus is on:
Revenue — Expenses = Profit




Three goals = Three statements

1. To sell our goods and services for more than it costs us to provide them

2. To maintain a healthy cash flow to keep the company running

3. To get a return on our investment




Olive Tree Winery Profit =
Income Statement for the Year Ended

December 31, 2024 "2_024 Revenue - Expenses
REVENUE:
Wine sales 350,000 .
Cost of wine sold (157,500) Above the line
Events (net) 20,000
Gross Profit W
OPERATING EXPENSES: _
Sales 42,500
Marketin 22,100
Salaries arg'u:l Wages 52,000 __ Department
ent 20,000 Focus
Utilities 12,000
Operating Expenses 145,000 )

Operating Income (Loss) | 13,900 | EBITDA

(1,000)
2,000

14,900
3,900

11,000 Bottom Line

Wet Income (Loss)

EBITDA — Manageable Earnings

Earnings Before Interest, Taxes,
Depreciation, Amortization



Olive Tree Winery Profit =

Income Statement
for the Year Ended December 31, 2024 Revenue — Expenses

D I (17500 Above the line
/ ' Lﬂ,mlﬂ
"via.tketmb a k
531w and Wages a
Utilities a
Operating Expenses 14800{} prOfIt ?
N

~artment

Operating Income (Loss) 13,900
INTEREST AND OTHER:
Interest expense {1,000)
Other income and expenses 2,000
Income Before Taxes 14,900
INCOME TAXES 3,900

Net Income (Loss) 11,000 Bottom I_l ne



Olive Tree Winery

Balance Sheet Equity =
as of December 31, 2024 and 2023 2024 2023 Assets — Liabilities
ASSETS
CURRENT ASSETS:
) Cash [ 25,650 20,350 )
Arran ged In Accounts receivable 358,150 35,000
order of liquidity Wine inventory 284350 269,650
Other current assets 10,000 19,000 What
Current Assets 353,150 353,000 — you
PROPERTY AND EQUIPMENT 325,000 297,000
. Accumulated depreciation (15,000} (4,550) OWﬂ
Most eaS”y Property and Equi t, net 310,000 292,150
q'l.'l.'l.Pﬂ"I.E'I'I. L e ¥ ¥
converted to OTHER ASSETS 10,000 17,000
Assets 678,150 662,150 _
cash
LIABILITIES AND EQUITY
CURRENT LIABILITIES: S
Accounts payable and accruals 10,000 2,000 What
Credit line 25,000 9,650 you
Current portion of long-term debt 7,000 1,000 -
Current Liabilities 42,650 12,650 Owe
LONG-TERM DEBT 200,000 225,000
Liabilities 742,650 237,650
STOCKHOLDERS' EQUITY 435500 424,500 — Accumulated Earnings

Liabilities and Equity 678,150 662,150




Olive Tree Winery
Balance Sheet

as of December 31, 2024 and 2023 2024 2023
ASSETS
CURRENT ASSETS:
i Cash 1 25,650 20,350
Arran Od N Accounts receivable 358,150 35,000
orde! Wine inventory 284350 269,650
it assets 10,000 19,000
a 355,150 353,000
5000 297,000
1850)

converted to
cash

Asszets

LIABILITIES AND EQUITY
CURERENT LIABILITIES:
Accounts payable and accruals
Credit line
Current portion of long-term debt
Current Liabilities
LONG-TEEM DEET
Liabilities
STOCEHOLDERS' EQUITY
Liabilities and Equity

Hat js
Most easily ‘Dﬁ”ﬁassfmy bUS

Equity =
Assets — Liabilities

What
— you
Own

10,000 2,000
25,000 9,630
7,650 1,000
42 650 12,650
200,000 225,000
242650 237,650
435500 474500
678150 662,150

Accumulated Earnings



Olive Tree Winery
Statement of Cash Flows for year ended
December 31, 2024

OPERATING CASH FLOW:

Met Income

Depreciation
AR increase
Inventory increase
AP increase

Operating Cash Flow
INVESTING

Other current Assets

Property And Equipment

Cash Increase (Decrease)

FINANCING

Long-term debt

Credit line

Cash Increase (Decrease)

CASH BALANCE, beginning of vear
CASH BALANCE, end of year

11,000
300

(3,150)

(14,700)
8,000

8,150

9,000
(17,850)

(8,850)

(18,350)
15,350

(3,000)

29,350

25,650

Keeps the business
running




Olive Tree Winery
Statement of Cash Flows for year ended
December 31, 2024

OPERATING CASH FLOW:

5,000
Q e n Keeps the business
e ‘INNing
Pi'vpem Ana . laf
Cash Increase (Decrea-. e

FINANCING ‘
Long-term debt (18,3,
Credit line 15,350
L ]

Met Income 11,000

8 Depreciation 300

| increase (3,130}

/ d / (14,700}

Cash Increase (Decrease) {3,000)

CASH BALANCE, beginning of year 29,350

CASH BALANCE, end of vear 25,650




Three goals = Three statements

1. To sell our goods and services for more than it costs us to provide them

Net Income

2. 'To maintain a healthy cash flow to keep the company running

Operating Cash Flow
3. To get a return on our Investment

Return on Assets




Three goals = Three statements

1. To sell our goods and services for more tigan it costs us to provide them

Net Income
2. To maintain a healthy cash flow to ke npany running

erating Cash Flow
3. To get a return on our investmen

on Assets



How do | fix it?




What is a business?

Activities

People X Process

Concepts via Level 5 Methodology from: www.mentorplus.com



Business — When do we measure?

Activities

People X Process

Concepts via Level 5 Methodology from: www.mentorplus.com



Business — When do we measure?

Activities

People X Process

Financial
Statements

Concepts via Level 5 Methodology from: www.mentorplus.com



Types of measures — Leading versus lagging

. " -

7 Activities >

% People X GE)
Process Q

Concepts via Level 5 Methodology from: www.mentorplus.com



Different questions

When should | measure?



Types of measures

v

Plan a trip —
starting point

! l
\ \ ] ) \



Types of measures

Plan a trip — ’ 9

Arrive at our
destination




Lagging measurements
Lagging indicators

A

-

Activities

People X Process




Financial — Historical Focus

If you want to measure outcomes
the focus Is on:

Revenue — Expenses = Profit

(Lagging Indicators)



Lagging Indicators — useful starting point

@ Revenue per employee
@ Average order value

® Sales per day

@ Net Income per Month

® AR days sales outstanding
@ Inventory turns




Other Measures

Compare:

® Growth in Sales (%)
® Growth In Inventory (%)

Action In the future
® Reduce production
® Lower inventory



Other Measures

Compare:

® Growth In Sales (%)
® Growth in Inventory (%)

Action In the future
® Reduce production
® Lower Iinventory




Types of measures

o °

Plan a trip —
Arrive at our
destination

Arrived Late!



Types of measures

v

GOAL:

Arrive at our
destination by 4pm
without running out
of gas.




Types of measures

v

What can we monitor
on our journey from

start to finish to make
sure we arrive on
time?

What actions

determine our

ability to arrive
on time?




Leading
Indicators

Types of measures

v

Number of miles to cover

* Rate of Speed = Miles per
Hour

« Efficiency = Miles per Gallon
* Number of fueling stops

 Number of refreshment
breaks needed



Types of measures — Leading versus lagging

.9
©9

:  Travelled 120 Miles
e Time =2:00

Lagging
Indicators

«  Amount of Fuel = Y2 tank




Different questions

Why should | measure?



Measures should drive behavior




Business — Future Focus

If you want to influence outcomes
the focus needs to be on:

People X Process = Profit

Leading Indicators



Team Engagement, Empowerment,
Accountability




Drivers of Sales?



Sales — Business process

E-mail
Campaigns

Outbound
Calls

Promotions




Sales— Input measures

@ Leading Indicators of Future Sales

@ # Emall addresses captured

@ # Email campaigns conducted
® # Outbound calls

@ Percentage of bounced emails
@ Click through rates

@ Average Opens/ Campaign

® # Cancelled Orders



Visitor Traffic — Community Benchmark

Region Visitors % Change YOy TR Sales % Change YOy Total DTC % Change YO
Central Coast -2.8% -3.5% -10.9%
Lodi 0.6% 21% -0.0%%
Mapa Valley
Sierra Foothills
Sonoma

Southern Oregon
Temecula

Walla walla
Willamette Valley

Woodinville




Enolytics

Free Insights

https://www.enolytics.com/eno-insights

ENOLYTHECS

\ Daily DTC Report for Enolytics Test Env 4 TWR

| saturday July 20 2024

All DTC Sales Net Sales by Channel
$9,786.00

# of Unique Contacts : 21

Web _i -$3,779
# of Orders : 39

# of Guest Account Orders : 16
Cases Sold : 6.0 Club . -$346

Wine AOV : $145.18

YoY% |Benchmark | 4%
Signups : 3 DTC Net Sales : |$1,857,261 0.3%
# of Orders : 7 DTC Cases Sold : | 3523.0 -8.4% Coming Soon
Cases Sold : 0.0 wc 3 2465 -8.3%
Wine AOV : $49.43
W Top s Wine s
# of Orders : 7 2021 petite Siran | A ADARRER ;::7:
Cases Sold : 9.0

Wine AOV: | $539.86 2023 Unoaked Chardonnay | I ¢<os:
2022 Viognier | NG s:06
2023 Rosé of Grenache [ $804

2022 Grenache [ $399

How we can help?
Did you know Enolytics offers forecasting and trend analysis by integrating DTC
and Depletion data? Plan your next move with confidence and precision! @Iﬂ




* T New

Enalytics Oregon
What Did We Sell? Who Sold 1t? Where Did We Sell?

Met Sales

$283,848

11.0% APP
Tasting Room
Wine Club Performance Activity By Channel
Highlights
How Many Members Do We Have?
s My Membership
Why Are Members Leaving?
Wha Is At Risk Of Lea
Who Are My Best Customers?
Who Changed Status?

Other Inte ting Things

Data Quality
Benchmarking

Advanced Reporting NEOUND W 52730

Build Beyond Limits

Inventory

Overview

Channel

TR MNet Sales

$106,308

T42.4%

5106,308

Switch to Cases Sold (9L)

| T T KT K

Discounts ADV
(Excl 50) (Excl 50)
19.3% $148.85
+0.1% APP T8.1% APP
" Accumulated Performance By Week

= 2023 2024 2025

5156891

[ CP:1/1/2025- 2/16/2025 | PP: 1/1/2024 - 2/16/2024 = A

Cases Sold
{Excl 50)

516.9

1=-5.8% APP

kPl Dashboard

Guest Account
Usage

4.4%

T-64.3% APP



Activity Input Measures (Leading)

® KPI (Key Performance Indicator) — Leaders set goal

@ Activity Input Measure — Teams
What activities impact the KP| above?
What will we count?



Profit Equation Planner

A B

32

33 Analysis

34 | Monthly revenue impact of volume increase
35| Monthly revenue impact of mix change

36 | Monthly revenue impact of price increase
S

38 | Combined monthly revenue impact of mix + price increase
46
58

59 geni@bdcocpa. com
60 Via Mentor PLUS Level § Advisor Certification

o o & o

Current

505,300

Incremental Change

505,300

505,300

505,300

Result
505,300
505,300
505,300

505,300

Change information in the yellow (what if Jcells below to

61

62

1

> Le Cou Rouge Winery Profit Equation Planner®©

3 Retail

4 What If

5 \VVolume Calculations Current Incremental Change Result

6 | Days open 260 260
7 | Average Number of visitors per day 22 22
g | Number of visitors buying per day 10.00 10.00
9 | Conversion Ratio 45.45%, 45.45%,
10| Average Cases per Customer per day 0.3846 0.3846
11 Total cases sold 1000.00 1,000.00

12 |Price Calculations Current Incremental Change Result

14 | A. Mix

15 Chardonnay 41.000% 41.000%
16 Cabernet 49.000% 49.000%
17 Cab Franc 10.000% 10.000%
31 100.0% 100.00%




Analysis
Monthly revenue impact of volume increase
Monthly revenue impact of mix change
Monthly revenue impact of price increase

Combined monthly revenue impact of mix + price increase

geniibdcocpa.com
Via Mentor PLUS Level 5 Advisor Certification

Volume Calculations
Days open
Average Number of visitors per day
Number of visitors buying per day
Conversion Ratio

Average Cases per Customer per day

Total cases sold

Price Calculations
A. Mix
Chardonnay
Cabernet
Cab Franc

Current
505,300
505,300
505,300

=5 o0 &R o

205,300

Incremental Change

555,830
545270
555 830

245,270

hat if Jcells below fo see the impact on Revenue above.

What If
Current Incremental Change Result

260 260
22 22
10.00 1.00 11.00
45.45% 50.00%
0.3846 0.3846

1000.00 1,100.00

Current Incremental Change Result

41.000% 2 00% 43.000%
49.000% -2.00% 47.000%
10.000% 10.000%
100.0% 100.00%

L= Lo = R =

Incremental
50,530
(10 560)

39 970

Chg in Cases
20.00
-20.00

0.00



Change your Questions

Find New
Answers!




What stood
out for you?




Thank you!

Geni@bdcocpa.com

www.BDCoCPA.com

Napa, CA


mailto:Geni@bdcocpa.com
http://www.bdcocpa.com/
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