
SONOMA COUNTY WINEGRAPE

COMMISSION

WHO…WHAT…HOW MUCH…WHY…HOW IT WORKS
Who & What is it? The proposed SCWC is an

evolution of current SCGGA programs and staff, plus
new programs dedicated to helping local growers sell
more top quality grapes at higher prices. SCWC
will focus on two areas: marketing and production
research (proposed split is 70% or more for marketing
and up to 30% for research; each grower may specifi-
cally direct where their money goes, every year).

How much is it? The SCWC will be funded
through a simple, low percentage assessment of 0.5%
of grape sales. While enabled by state law, this is not a
government-run program. It is a self-imposed grower
fee based on the fair principle that everyone pays on
the value of what they sell. This model is proven to
work for other farm producer boards. 100% of funds
(est. $1.2 million) will be locally controlled by local
growers. Just $10 per ton increase in grape prices
will pay the assessment for most growers.

Why Do We Need This? Farmers make more
money when they effectively market their products.
The SCWC is modeled on significant successes of
other farm producers’ boards (milk, beef, almonds,
etc.) and grape and wine commissions like Washington,
Lodi, and Oregon that have successfully increased
prices, market share, image or all three. As growers,
our brand is Sonoma County grapes. We can join the
70%+ of California agricultural producers who assess
themselves and invest in the future success of their
products using marketing to protect and grow markets.

Grape regions that effectively market themselves
sustain demand and prices when grape supplies are
in excess. For example, Napa County’s average prices
continued to increase 2 years after Sonoma County’s
peaked. 

Since 2000, Napa has been at or near $3000/T
while Sonoma County grape prices declined 13% to
$1871/T. That differential is brand equity. Brand
equity for any region is created over time through 
sustained promotion and through continual improve-
ment of grape and wine quality. SCWC will insure 
sustained promotion of Sonoma County and its AVAs
as premium grape and wine producing regions. The
nature and scope of competition is rapidly changing. 
It is truly a global market for wine buying consumers
and wineries that source grapes from around the world
to satisfy consumer demands. 

Our competition is spending heavily to promote
their regions, not only in California, but in other states
and countries around the world. The result is more
pressure on Sonoma County growers and our grape
pricing. Currently SCGGA spends $150,000 for 
marketing from its $400,000 total budget. The new
SCWC would have at least $750,000 for marketing
from its estimated $1.2 million total budget.

Beyond domestic competition, foreign competi-
tion has gained 10% wine market share over the
last 10 years, now owning 28% share of the U.S.
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market. To be profitable long term, Sonoma
County growers must sell their grapes for use in
higher priced wines ($15+/bottle). The $15+/bottle
market segment that Sonoma County growers depend
on for profitable grape sales is under attack by other
regions in California, Washington, Oregon, and 
countries worldwide.

In order for more consumers to demand Sonoma
County wines, they must understand both the superior
quality of the wines and the region where those grapes
are grown. When consumers value one growing region
over others, wineries respond by making more of that
item and by spending their own marketing dollars to
promote it. Like the Napa County grape price data
above, sustained marketing helps growers sell more
tons at higher prices, even when competition is high.

How does it work? The election is in May/June. If
growers approve the SCWC, assessments are collected
from the 2006 harvest. You can find more detailed
information at www.scgga.org/scwc/index.html.

Frequently Asked Questions
I have a grape contract, so why do I care about marketing
my grapes?

• How many contracts have not been renewed or 
had the price renegotiated since 2000?

• With continued consolidation, relationships 
change and loyalties may not be secure.

• Secure contracts depend on strong demand for 
Sonoma County grapes and wines.

Why don’t wineries pay the assessment, too?
• Wineries do pay to market their brands and 

many promote Sonoma County.
• Only growers are tied to the land! Wineries can 

move anywhere and source grapes anywhere. 
Our success depends on wineries’ and consumers’
perceptions of grapes and wines from Sonoma 
County and its AVAs.

• Wineries that produce 25+ tons of grapes for sale 
to unrelated wineries will pay the assessment on 
those grape sales.

• SCWC will also market Sonoma County grapes 
to wineries outside the county.

How can I get more information? On the website,
www.scgga.org. Or, email questions to info@scgga.org.
You can also call Nick Frey (206-0603) or Duff Bevill
(433-1101).

THREE REASONS TO VOTE “YES”:
1. Pressure is growing and pricing trends won’t 

change by themselves. New SCWC efforts will 
help growers sell more top quality Sonoma 
County grapes for higher prices over time.

2. Pulling together to pull ahead. Individual 
growers can’t beat downward market trend 
pressures alone. We need all Sonoma County 
growers contributing to create growth and 
stability.

3. Local growers control the commission to 
insure it benefits local growers. SCWC will 
have experienced people and new programs that 
are focused on increasing grape prices for growers
and recognition for Sonoma County and its 
AVAs. Growers on the Commission Board will 
insure those efforts benefit local growers.
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The following grape
growers are Advocates of
the Commission who have
been working to promote
the success of this election.
In addition, many other
growers and vineyard
managers have voiced
their support.

Glenn Alexander
Gary/Mary-Ann Archer
John Balletto
Mark/Bonnie Barnes
George/Rosemarie Barnwell
Kevin Barr
Philip Bazzano
Leo & Kevin Becnel
Cecelia Bedford

Hector Bedolla
Duff Bevill
Paul Bialla
Henry Bisordi
Dennis Black
Robert/Leslee Bonino
Chris Bowen
Mark Brewer
Ray Carlson
Fred Cevolani
Lloyd Chelli
Charlie Chenoweth
John Clendenen
Keith Collard
Tony Crabb
Michael Cunningham
Jim Curtin
John Dayton
Bob Dempel
Steve Dutton
Joe Dutton
Terry Eagan
Robert Elster
J. Bruce England
Bill Esselstein
David/Sally Ewald

Peter Fanucchi
Tom Fredericks
Edward/Jim/Patti Geib
Jim Gilmore
Raymond Goepfrich
Norm Goldstein
Dana Grande
Barbara Grasseschi
Jim/Joan Griffin
Glen/Pamela Gunsalus
Leona De Simone Hayden
Greg/Lorri Herrick
Patricia Herron
Steve Hill
Bob Hopkins
Keith Horn
Mark Houser
Robert Hunter, Jr.
Chuck Hussey
Allen/Linda Jackson
Clarence/Becky Jenkins
Joe Judge
Richard Keenan
Ted/Kathy Klopp
Rich Kunde
Saralee McClelland Kunde
Jim Ledbetter

Michael Lee
Nick Leras
Ron/Judy Lougheed
Douglas/Julie Lumgair
George MacLeod
Sal Massaro
Thomas Mauritson
Tim Meinken
Tom Menzies
Paul/Vicki Michalczyk
Richard Mounts
Vicky Mulas
Jim Murphy
Bill Nachbaur
Allan Nelson
Gary Nelson
Peter Newman
Jack Nichols
Dave Olson
Pete Opatz
Chuy Ordaz
Mark Pasternak
John Pelkan
Gary Petersen
William Petersen
John Piña
Jim Pratt



HIGH-END WINE MARKETS

Barbara Insel, Motto Kryla Fischer, presented market
research on high-end wine sales volumes and growth.
The good news is that sales of wines over $15/bottle are
growing faster than lower price segments. Cabernet
Sauvignon is growing at 18%, Chardonnay at 13%,
Merlot at 8% and Pinot Noir at 33%.

When growth rates are projected through 2010,
high-end wine demand will require grapes from 12,000
new acres! But that does not mean 12,000 acres of new
vineyards.

Confused?  Let’s look more closely at the numbers
and what they mean.

Table 1. Wine case sales (2005) and estimated 2010
sales based on projected growth in demand. (MKF)
WINE DEMAND (1000 cases) 2005 2010 Est.
CHARDONNAY $20+ 2,055 3,037
CABERNETS $30+ 1,598 2,593
MERLOT $20+ 1,349 1,349
PINOT NOIR $30+ 375 778
Total 5,377 7,757

Sales of these high-end wines account for only
2.2% of US wine sales. It is an important reminder that
high-end wines serve a small market niche, but a very
important market niche for Sonoma County grape
growers. Wine regions from around the world are 
competing for this niche.  

Sonoma County grape production in 2005 was suf-
ficient to produce approximately 15 million cases of
wine, or nearly 3 times the volume required to supply
these high-end wines and 2 times the projected demand
for 2010. Thus current Sonoma County vineyard
acreage is sufficient to fulfill the increased demand for
high-end wines, assuming our vineyards and growers
are capable of producing the quality of grapes sought
for these wines. While demand for grapes from 12,000
acres is anticipated, new vineyards do not need to be
planted to meet the demand. The advice remains the
same; do not plant new vineyards without a contract!

There is no question Sonoma County has 
vineyards capable of quality grape production for
high-end wines and grape growers who are more
than capable of producing quality grapes on those
vineyards. But today too many grapes from those
vineyards and growers are ending up in wines at
lower price points. If we are to receive the prices we
desire (and need), more grapes must go to high-end
wines to help build on the current reputation of
Sonoma County grapes. A winegrape commission
can help us achieve that goal by providing funds to
better promote our quality grapes and through 
continual improvement in our viticulture practices
by some of the best grape growers in California. We
cannot expect wineries to come to us – we have to
take our message to them and that takes money.

2006 WINE INDUSTRY CONFERENCE

As reported by Nick Frey
Donny Sebastiani, Don Sebastiani and Sons, was

the keynote speaker at this years conference. Don
Sebastiani and Sons are wine negociants with no 
vineyards, few winery assets, no oak barrels, and 1.5
million cases of wine sales. Their largest brand,
Smoking Loon, is now a million-case brand. Other
brands include Pepperwood Grove, Screw Kappa Napa,
and Mia’s Playground. Their wines typically sell for 
$7-14/bottle or less. And they spend 25% of sales on
promotions, which equals their grape costs.

Sebastiani addressed three issues facing the industry.
Wine is hot and that drives competition. There were
1000 new wine brands introduced in the last three
years – 40% have survived. Wine and grape suppliers
are at a crossroads. There are excess grapes in
California. Production in 2005 produced 32% more
wine than was sold in 2005, but the wine market is
only growing 1-3%/year and imports also share in that
market growth. China produces 4% of the world’s wine
today and that is expected to double in the next few years.

We compete in a global marketplace. Sebastiani
used General Motors as an analogy for California wine

Cliff Putnam
Tim Reuling
Edouard Richard
Chris Ritcey
Kent Ritchie
Mike Rowan
Richard Rued
John Saini
Robert Salisbury
Avtar Singh Sandhu
John Serres
Brian Shepard

Milo Shepard
Werner Siegert
Tom Simoneau
Don/Barbara Stiling
Rich Thomas
Chuck/Sally Tilbury
Peter/Peggy Trethewey
Richard Trusendi
Bob Uboldi
Peter Van Alyea
Joe Vivio
Wells Wagner

Ruth Waltenspiel
Tish Ward
Beverly Wasson
Mark Weston
Alexa Wood
Jim Young
Dick Youngs

Advocates of the Commission:
Alexander Valley Winegrowers
Allied Grape Growers
Bennett Valley Grape Growers
California Association of
Winegrape Growers(CAWG)
North Coast Grape Growers
Association
Russian River Valley Winegrowers
Sonoma County  Farm Bureau
Winegrowers of Dry Creek Valley
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trends, stating GM’s problems were homemade.
California wine sales are not weak due to an Australian
phenomenon. Leading Australian brands sell for 
$5 -5.50/bottle. California brands sell for $6-10/bot-
tle.  Australia has better wines, better packaging and
better prices.

Premium appellations will also need to compete
on price. Sebastiani feels the 2005 crop will be a big
issue. Two-buck Chuck took care of the most recent
inventory excess, but there is no new “two-buck
Chuck” to draw down current inventories. He sees an
international commoditization of moderately priced,
regional wines. As a result, Don Sebastiani and Sons is
moving off shore and upstream to source wine and
remain competitive in the US market.

Needless to say, Sebastiani’s comments did not
comfort the grape growers in the audience. His advice,
when asked what those from premium appellations
should do, “Be as competitive with price as possible.”  

But remember, Sebastiani competes for sales at
$14/bottle or less. This is a large market – over 90% of
US sales. But this is not the market that will sustain
grape production in Sonoma County. It is SCGGA’s
belief that Sonoma County grape growers should
compete on quality for the high-end market. By
creating demand for top quality Sonoma County
wines, we hope to avoid the price competition 
pitfall. This is another reason for the Sonoma
County Winegrape Commission.

Dan Duckhorn, Duckhorn Wine Company, and
Dan Kosta, Kosta Browne Winery, provided insights
into the high-end wine market. Their wines sell for
well over $20/bottle, occupying market niches that
account for less than 5% of US wine sales. A key 
element of their success is direct sales to consumers for
a significant percentage of their production. They
maintain a varietal focus for their brands and strive for
slow, patient growth. Duckhorn has grown from 1600
to 90,000 cases in 27 years. That is an average of just
over 3300 cases/yr - requiring approximately 13 acres
of new grape production to fulfill the demand. Luxury
wine producers cannot over-produce the brand. Kosta
Browne has grown to 4000 cases in 10 years. They
have eight Russian River Valley and Sonoma Coast
vineyard designated Pinot Noir wines. They allocate
the scarcest wines to their best customers, selling 65%
of their wine directly to consumers. The remainder is
sold to restaurants and high-end wine shops.

Both Duckhorn and Kosta stressed the importance
of their relationships with grape growers. They feel it is

a partnership and, while they demand quality fruit,
they try to be fair in their dealings. Duckhorn even
mentioned price adjustments after harvest if their
growers suffered yield losses that were beyond their
control.

Grant Raeside, Sonoma Valley Vintners and
Growers Alliance, said, “We have to do a better job –
we need to cooperate.” He referenced recent meetings
among AVA groups, Sonoma County Vintners,
SCGGA and Sonoma County Tourism Bureau, as a
positive step for the county. The SVVGA has initiated
efforts with their local restaurants to increase offerings
of Sonoma County wines on their wine lists. This will
also include giving tasting room staff a list of restaurants
pouring their winery’s wines. Tasting room staff are
often asked for dining suggestions, including restaurants
pouring the winery’s wine. These sales opportunities
should not be missed! Restaurant wait staff will also be
offered a training program to help them sell more
Sonoma County wine.

As I reflected on the day, several conclusions were
reinforced. Sebastiani is probably right that an interna-
tional commoditization of grapes and wines is occur-
ring for wines under $15/bottle. Low-cost producers
around the world will increase their share in this large
market segment. Fortunately, wine markets are highly
segmented. It seems unlikely that the high-end 
segments will commoditize – they only exist because
the regions, grapes and wines are unique. And wineries
specializing in high-end wines will continue to value
their growers and see them as partners.  But these will
be small wineries that buy a few hundred tons of
grapes at most. However today, Sonoma County 
produces a significant tonnage of grapes for the 
$10-20/bottle price segment. That segment faces 
significant pressure.  Those wines must offer superior
quality to maintain market share from lower priced
imports. Both grower and winery have to manage
quality and lower costs. It is not a comfortable posi-
tion to be in. If Sonoma County loses that market
battle, the implications are clear. We will be totally
dependent on growth in the high-end wine segment
and capturing a greater share of that segment. Or
we will need fewer grape acres than the 60,000
acres we have today. Don Sebastiani and Sons
invest 25% of sales in promotion in order to grow
their business. Individual growers cannot afford to
do that. But individual growers can form a wine-
grape commission and invest 0.5% of sales to be
used to promote our region in order to prevent our
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grapes from becoming a commodity. We can also
work with AVA groups, Sonoma County Vintners
and Sonoma County Tourism Bureau to leverage
our individual efforts to more effectively promote
Sonoma County, its AVAs and our grapes and wines.

THE DEFINITION OF 

CONSOLIDATION: 

Ten California wineries have 80% of domestic
wine sales in the US. (2006 Wine Industry
Conference)

DIRECT MAIL CAMPAIGN LAUNCHED

A direct mail campaign to California wineries has
been launched to promote grapes from Sonoma
County and its appellations. Post cards that deliver the
message, “You can find the grapes you’re looking for
here,” direct winemakers and grape buyers to The
Purple Book at www.scgga.org. This searchable listing
of vineyards, grape varieties, and appellations will help
you market your vineyard. You can also list grapes that
you have for sale. If your vineyard is not listed in
The Purple Book, it is time to do so.  You may also
want to update your grapes for sale listing(s).

This direct mail campaign parallels advertisements
that are appearing in Vineyard and Winery
Management, Wine Business Monthly and Practical
Winery and Vineyard. These are timely reminders that
wineries anywhere in California can grow their 
business by offering a high quality wine from Sonoma
County or its 13 AVAs.

This program will be greatly expanded under the
Commission.  Other SCWC promotions will feature
our growers, their vineyards and with the unique 
combinations of our climate, soils, and viticultural
techniques that make Sonoma County unique and
consistently able to produce the premium grapes for
high-end wines. (See ad on page 7)

VINEYARD MANAGERS ARE FARM

LABOR CONTRACTORS IN 

CALIFORNIA

By Michael C. Saqui, Partner, Barsamian Saqui & Moody
Both state and federal law require farm labor 

contractors (FLCs) to be licensed. However, these laws
define “farm labor contractor” very differently. For
vineyard managers, it is critical to understand these
differences in order to determine if and when they
must be licensed farm labor contractors under state
and/or federal law.

FEDERAL LAW
Under the federal Migrant and Seasonal

Agricultural Worker Protection Act (“MSPA”), a 
farm labor contractor is a business, other than an
“agricultural employer,” that engages in “farm
labor contracting activities,” such as hiring, 
recruiting, transporting, and housing agricultural
workers, unless they meet the definition of an
“agricultural employer.” The Ninth Circuit Court of
Appeal, which covers most of the western United
States, including California, is the only court to 
examine whether a vineyard manager is a farm labor
contractor under federal law. The court decided that a
vineyard manager, unlike a farm labor contractor,
“operates” a farm, which makes a vineyard manager an
“agricultural employer.” The court concluded that
vineyard managers are not required to be licensed
FLCs under federal law. The case, Mendoza v. Wight
Vineyard Management, 783 F.2d 941 (1986), is the
only case to examine whether a vineyard manager is an
FLC, and there is no guarantee that other courts will
agree, or that the Ninth Circuit will not change its
position if this issue comes up again.  
CALIFORNIA REQUIRES VINEYARD MANAGERS TO
REGISTER AS FLCS

California law defines “farm labor contractor”
very broadly, and requires vineyard managers to be
licensed FLCs. Under California law, a farm labor
contractor is “any person who, for a fee, employs
workers to render personal services in connection
with the production of any farm products, to, for,
or under the direction of a third person.” According
to the California Labor Commissioner, the most
important part of this definition is the production of
the product for some third person, even if that person
is an absentee landowner. The only time that the
Labor Commissioner will excuse a business that
employs labor in connection with the production of
farm products from FLC licensing is if the service 
provided is merely ancillary to the growing operations
(i.e., leveling land or installing or servicing irrigation
systems as a vendor’s main business purpose), or where
the third party truly relinquishes all control over the
operation. The Labor Commissioner says that vineyard
managers must register as FLCs unless the vineyard
manager holds the land under a lease, or if the
landowner has otherwise given complete control to the
vineyard manager. If the manager must periodically
report to the owner or if the owner retains budget
approval, then the vineyard manager must be a
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licensed FLC.  Thus, in the majority of circum-
stances, vineyard managers in California must be
licensed FLCs. 

For a variety of reasons, many vineyard managers
do not think that they are farm labor contractors
under California law. The Labor Commissioner’s
approach is very expansive, and includes the vast
majority of vineyard managers. The only time that a
vineyard manager need not be licensed as an FLC is
if the vineyard manager farms the land under a
lease or if the vineyard manager has total and 
complete control over the farming operations. 
Any amount of oversight or budget control by the
landowner destroys the manager’s complete control,
and will mean that the vineyard manager must be a
licensed FLC.    

Whatever your business calls itself, if you
employ workers to produce farm products to, for,
or under the direction of a third person, the Labor
Commissioner will consider you a farm labor 
contractor in virtually all circumstances. The Labor
Commissioner does not recognize the terms “vineyard
manager,” “farm manager,” or “custom harvester.”  In
the overwhelming majority of cases, these types of
businesses must be licensed FLCs under California law.
If your contract says that you have total control over
farming operations, but you report regularly to the
landowner, you will be a farm labor contractor 
regardless of what it says in your contract, or what you
call yourself. It is what you actually do that counts.
WHAT THIS MEANS FOR EMPLOYERS:

The Labor Commissioner has made it clear that
vineyard managers must register as FLCs in
California in almost all circumstances. Despite the
Ninth Circuit case, vineyard managers should register
as FLCs under MSPA with the U.S. Department of
Labor. MSPA’s registration process is relatively simple,
and MSPA’s substantive requirements regarding payment
of wages and other working conditions apply to 
vineyard managers regardless of whether they must be
licensed FLCs.  Thus, the safest approach is to
maintain FLC licensing and registration under 
both sets of laws.  

The goal of this article is to provide employers with current labor
and employment law information. The contents should neither be 
interpreted as, nor construed as legal advice or opinion. The reader
should consult with Barsamian, Saqui & Moody at (559) 248-2360 in
Fresno, (916) 782-8555 in Sacramento, or toll-free at (888) 322-2573,
for individual responses to questions or concerns regarding any given 
situation. Landowners who rely on a vineyard manager:  You need to
verify that your vineyard manager has a valid license because hiring
someone without a valid FLC license could expose you to financial

risk for any labor law violation.  To verify an FLC license, call
California Department of Industrial Relations at (415) 703-4854.
CAWG members can get a model contract that landowners can use
with the FLC.

UPDATES PLANNED TO NURSERY

RULES:  GET INVOLVED!

Ned Hill, Durell Vineyards, Parmelee-Hill 
Vineyards, Sonoma

With little public fanfare the grapevine nursery
industry and CDFA have undertaken a series of 
meetings to update nursery regulations that govern the
California Grapevine Registration and Certification
Program. The current regulations were adopted in
1984 and changes are needed to incorporate state-of-
the-art science and best practices available for excluding
disease in certified grape planting stock sold to growers.
Two meetings have thus far taken place and unfortu-
nately no growers have been present to express their
concerns or needs.

If you have vine mealybug or Petri disease (vine
decline) pathogens in your fields you know the 
importance of clean nursery stock. Last year we spent
thousands of dollars testing vines coming directly from
five different nurseries and the best-case scenario was
30% were positive for Cylindrocarpon. Nurseries need
to work with UC to develop techniques that allow
them to sell growers vines that are not infected with
Cylindrocarpon. This may include new sanitation 
regulations and modified nursery stock production
practices. Likewise growers need to find ways to reduce
incidence of this disease in their fields and this requires
research funding. 

Foundation Plant Services (FPS) at UC Davis is
trying to come up with a “Next Generation” field of
completely clean vines but have yet to get funding
approved to continue the project. This program is
important. It will provide the cleanest mother vines
possible for commercial nurseries so that they can
eventually establish increase blocks of similar caliber.
The “Next Generation” project has important 
implications for nurseries and growers.

NOW IS THE TIME TO ACT! We need growers
to attend these meetings. We also need growers to test
some of their vines that they received directly from the
nursery. We sent in samples of as few as three vines
and had two come back with Cylindrocarpon. The last
sample we had analyzed had 14 of 16 vines test 
positive for Cylindrocarpon. UC Extension Plant
Pathologist Doug Gubler’s lab may do limited testing



and Agri-Analysis in Davis is a commercial laboratory
offering testing services. We need clean vines and we
shouldn’t have decreased expectations just because
“new rootstocks” are not as resistant as AXR1. 

Call Susan Nelson-Kluk at FPS at (530) 752-0538
to receive information about upcoming meetings. Feel
free too to call me at (707) 975-0354 if you wish to
find out more about getting your vines tested and
learning about our results.

WINE INDUSTRIES NEXT 

GENERATION

This group is now holding monthly meetings.
April’s speaker was Supervisor Paul Kelley who provided
insights into the role of a county supervisor as well as
issues specifically facing the “next generation.” SCGGA
would like to thank hosts Brandon Axell and Chad
Vargas for arranging the meeting at Matanzas Creek
Winery. If you have a member of your family/staff
who would like to join this group, please contact
Francine Baldus at (707) 829-3963 or info@scgga.org
for information. The May meeting will be at Seghesio
Family Vineyards’ Tasting Room. (Date: TBD)

Be sure to check the Calendar of Events 
on www.scgga.org for updates & current info.

May 2: PCA Breakfast Meeting 7 a.m. - 8:30 a.m.
Norm’s Kitchen, 478 Larkfield Shopping 
Center, Santa Rosa. CEU's applied for. 
For more information email Nick Frey 
at frey@scgga.org.

May 4: SCGGA Annual Meeting, BBQ & 
Trade Show

May 9: IPM Grower Appellation Meeting at 
Laguna Ranch, 2043 Laguna Rd., 
Santa Rosa.           9:00 a.m. - 10:30 a.m.  
For information call (707) 566-0303.

May 10: IPM Grower Appellation Meeting at 
Barricia Vineyards, 15700 Sonoma Hwy, 
Sonoma. 9 a.m. - 10:30 a.m.  
For information call (707) 566-0303.

May 11: IPM Grower Appellation Meetings at 
Rued Vineyards, 3850 Dry Creek Rd, 
Healdsburg.. 8:00 a.m. - 9:30 a.m.   
Also meeting at Jordan Vineyards, 
West Soda Rock Lane, (look for signs), 
Healdsburg, from 10:30 a.m. - 12 noon. 
For information call (707) 566-0303.

May 18: SCVTG at Kendall-Jackson Wine Center, 
6:30 p.m. Topic: Vineyard Economics

May 20: Employee Development Workshop
8:30 a.m. - 11:30 a.m.  Windsor Regional 
Library, 9291 Old Redwood Hwy., 
Windsor. Topics: Mealybug & Glassy -
Winged Sharpshooter Identification and 
Integrated Pest Management by Lucia 
Varela from University of California 
Cooperative Extension.  Contact SCGGA 
at (707) 566-0303 for information 
and reservations.

May 24: Organic Producers Group Meeting 
11 a.m. - 1 p.m.  Quivira Vineyards, 
4900 W. Dry Creek Rd., Healdsburg. 
Contact SCGGA at (707) 566-0303 for 
information and  reservations, includes 
lunch for a small fee. 

May 24: Code of Sustainable Winegrowing 
Practices workshop - (self-assessment and 
reassessment) & Targeted Education on 
water quality, 9:00 am to 2:45, at Benziger 
Winery, 1883 London Ranch R., Glen 
Ellen. Lunch included. Contact SCGGA at 
(707) 566-0303 for information and 
reservations.

June 7: PCA Breakfast Meeting 7 a.m. - 8:30 a.m.
Norm’s Kitchen, 478 Larkfield Shopping 
Center, Santa Rosa

June 13-15: IPM meetings.  See SCGGA Calendar of 
Events at www.scgga.org.
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 Sonoma County... 

     13 distinct viticultural areas

         More than 60 winegrape varieties
 

          Dozens of microclimates from

 cool, foggy coast to sun-drenched hillsides

                        1100 grape growers

You’ll find the grapes 
you’re looking for here.

We grow the grapes that make the wines that win the awards.TM

Search the 
Purple Book
at www.scgga.org
Or call 707-829-3963

C A L E N D A R


