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Executive Summary

This report from The Innovation School at The Glas-
gow School of Art shares our perspectives on the insigh’rs
and outputs from engagement activities undertaken
with winery owners, wine makers, principals and other

stakeholders in the indus‘rry exp|oring |o|enfiiy for the
UBC-KEDGE Wine Industry Collaboration.

The key objectives for these activities were to deliver
engagement workshops with wine industry actors across
the BC region exploring the differences and common-
alities that could inform a collective icien’riiy and vision;
and to share insign’rs from the workshops for further
development and focused activities to assist in iroming
key aspects of the identity of BC's wine region at the
2018 Wine Leaders Forum, as well as disseminating
oufcomes inrough reports and presentations.

The approach taken was to initially co-design Iden-
tity Workshops, which were delivered in November
2017 across six venues representing some of the key
sub-regions of BC: Langley, Fraser Valley; Duncan,
Vancouver Island; Kelowna, Central Okanagan; Osoy-
oos, South Okanagan; Keremeos, Similkameen Valley;
and Penticton, South Okanagan. The insights from
these workshops were then collated into four reflective
themes and mapping activities which were delivered
as part of, and carried into, the Wine Leaders Forum
in Naramata, March 2018. The outputs from these
activities are presenied in this report.

The structure for the Identity Workshops was framed
around four |<ey themes fo ne|p articulate |den‘riiy for
a wine region, which were co—deve|opeo| from scoping
discussions and research between the GSA team and
Dr Jacques-Olivier Pesme, as well as the wider UBC-

KEDGE team. These key themes are:

Terroir, determining the geological, climatic and
socio-cultural reasons a region is able to make wine;

Aufhenﬁcify, which is found in the proiessioncﬂ and
orgonisoiiono| re|oiionships and practices in all aspects
of wine produc‘rion,-

Expression, which is found ‘rnrough the varietals of
grapes and winernoking iecnniques seen to flourish
with the local terroir;

and Narrative, which entails the regiono| story as
a whole and how key elements come iogeiner at every

level of s’rory’re”ing

The Identity Workshops consisted of two main ac-

tivities. The first activity, Identity Mapping, broke down
these four themes into sub-themes and prompt ques-
tions designed as a series of bottles and labels for par-
ficipants fo exp|ore and articulate their undersionding
and experiences of ideniify as a wine region. For the
second activity, Provocation Discussion, participants
selected one of the four themes and then collectively
discussed statements re|o’ring to the sirengih of the
theme to draw out stories and insighis.

Langley workshop participants showed awareness of
their stage of o|eve|opmenf and their need to connect
with a wider BC story and process. They emphasised
their coastal idenii’ry, near Vancouver, as i<ey to their
story, and how it could cerioin|y feature as part of a
BC pioneering winemakers story, working with the newly
emerging ferroir left behind by g|ociers.

Duncan Worksnop participants showed a strong sense
of ideniiiy for the island, what it offers and what it could
offer as a wine region for visitors, with good potential
cooperation to build upon. Tiiey saw their pioneering
spirit as a |<ey part of their ideniify and are beginning
to learn of strong potential for the island that would fit
into the wider tourism indusiry.

Kelowna Worksnop participants demonstrated nign
confidence in their qualities as a wine region overall,
poriicu|or|y in relation to local culture and |ono|scope.
There was also a sfrong sense of need for government
support fo he|p their grow’rn, inc|uo|ing appropriatfe infter-
national markets and a connection to wider audiences.

Osoyoos Worksnop participants touched on issues
around BC's loyal, local market and the region'’s rapid
growfn, as well as nigh|igniing their sub—region as a
hotter climate and key for grape growing. While opfti-
mistic, ihey also emphosised the cho”enges and room
for continuing o|eve|oprnenf and recognised the role
for a strong idenfiiy to establish greater resilience in
the indusfry.

Keremeos worksnop participants showed confidence
in the quo|iiy and poieniio| of their wines, with @ sfrong
sense of their bouiique nature, an 'exiroordinory' terroir
and a desire to connect with external experts and in-
dustries. Tney also emphgsised i<now|eo|ge—seei<ing as
i(ey fo esigbhshing the qug|iiy ambitions for the region.

Penticton workshop participants offered robust dis-
cussion around key controversial issues on the treatment
of workers and setting indus’rry standards. The group
were conscientiously cross-BC when discussing identity



for the region and carried a lot of opfimistim, passion
and forward fhinking pofenﬁo|.

Following the Identity Workshops, the GSA team
led cmo|ysis of the discussions, responses and insighfs
copfured for dissemination and further discussion as
part of an Identity Day at the 2018 Wine Leaders Fo-
rum in Naramata. The oncr|ysis looked at key insighrs,
nuanced experiences, quotes and challenges to develop
four Reflection Themes to frame discussions with winery
stakeholders coming Jroge’rher at the Forum:

Wine Communities, to exp|ore where their com-
munities have come from and where rhey want fo be;

Wine Explorers, to explore those enthusiasts and
professionals interested in BC wine and what they mean
for its deve|oping iden’riry,-

Doing, Leading, Making, o explore what wineries
have been doing and what rhey need to progress;

and New Expressions, to exp|ore what level of fypic-
ity is o|reordy emerging from their wines.

For the Identity Day, the Reflection Themes were
exp|ored using different prompts and questions for
participants to deve|op on undersronding of the dif-
ferences and commonailties across the BC wine region.
The participants then worked in groups to translate
the reflection discussions and mopped details into up
to five key aspects of BC's identity seen as important
for Frcrming action and collaboration.

Each discussion table produced a detailed series of
mapped responses that are visualised and summarised
in the report. The Wine Communities table highlight-
ed the need for stronger connections and trust, the
need to learn rogerher in order to succeed rogerher,
and observed the diverse heri’roge of wine producers
and practices. The Wine Explorers table highlighted
opportunities for regiono| promotion, the next growrh
markets, and the value of prestige targets. The Doing,
Leading, Making table highlighted the need to raise
quo|i‘ry levels, to come roge‘rher to share more, and to
find more distinctive expressions ‘rogerher. Fino“y, the
New Expressions table revealed good o|igr1mer1f on
words expressing white wines, such as fresh, /ive/y and
ocidic, while red wines showed less commonct|i‘ry.

Discussion continued in the Forum the following day,
where participants reviewed the |denriry Day activities
fo deve|op collective outputs. This involved reviewing the
reflection theme discussions and agreeing the key differ-
ences and commonalities that emerged. Key exomp|es
of commonalities listed include: regiono| hisfory of
crgricu|fure, a lack of orientation when getting started,
managing seasonality of labour, shared benefits to a

strong international reputation, and all wanting more
frust, respect & confidence. Key exomp|es of differences
listed include: experiences of setting up, perceptions of
qucr|i’ry and strategy, stages of deve|opmenr, varying
business models and ownership models, people’s back-
grounds in the wineries, types of wine grown in the
sub—regions, and differences of priorities, visions, aims
and objecrives.

Finor||y, five word clusters were mopped fo capture
five |<ey aspects of the |denriry of the BC wine region,
which were gorhered from across the presentations of
the Identity Day, while relating them to the differences
and commonailities discussed. Participants also discussed
each aspect occording to what extent ’rhey hold true
within the BC wine indus’rry and to what extent frrey
hold true to the expectations and experiences of key
audiences. These five aspects are:

Diversity, in the peop|e, cultural heri‘roge, terroir,
business models and wines being produced;

elcoming, aligning with fourism and ennancin
Wel by |g g tht denh g
experiences for visitors and new wineries;

Free Spirit, reflecting their youth as a region with the
fresh and |ive|y wines ‘rhe\/ produce and the persono|i’ries
that produce them;

Boui‘ique, recognising the many small wineries
across BC's sub-regions offering face-to-face experiences
and specio|ized wines; and

‘Cool North’, celebrating the distinctive climate and
g|ocicr|-irnc|uer1ced terroir that also offers a spectacular
destination.

The Wine Leaders Forum concluded with a discussion
fo produce action points based upon the outcomes
and insigh‘rs from these activities. These focused on the
wider indusrry continuing to engage on the regioncr|
idenri‘ry as part of wider collaboration going forward.
Each element of this report is intended as a resource
to facilitate such ongoing dialogue around identity. The
identity workshop themes and insights can be used as
a guide for sefting goo|s and for reﬂecring on progress.
The idenﬁry aspects can be used to idenrify and engage
the audiences relevant across the wine community and
fo shope an authentic and consistent narrative.
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Introduction

This report from The Innovation School at The Glas-
gow School of Art shares our perspectives on the insigh’rs
and outputs from engagement activities undertaken
with winery owners, wine makers, principo|s and other
stakeholders in the indus‘rry exp|oring idenﬁ‘ry for the
UBC-KEDGE Wine Industry Collaboration.

The purpose of this engagement activity was to work
with the industry to determine how the British Columbia
wine region migh’r c|c1rh(y and unh(y its iden’rify, so as to
position itself on the international scene. This action area
brought in expertise from The Innovation School at The
G|osgow School of Art to facilitate creative engagement
amongst winery representatives.

This report summarizes the results of these facilitated
discussions and the collective outputs genero‘red by
the participants. The engagement activities presenfed
includes a series of Identity Workshops that took place

between 26-30 November 2017, visiting six sub-regions
of BC, and an Identity Day with follow-on discussions
at the Wine Leaders Forum, 4-7 March 2018,

The Identity Workshops provide insights and re-
sponses from idenﬁ’ry themes, prompts and provoca-
tions co-designed with expertise from KEDGE Business
School and UBC. The Identity Day provides develop-
ment and discussion on reflection themes that emerged
from the |o|enﬁ’ry Workshops towards discerning com-
monalities and differences across the BC wine region, as
well as emerging key identity aspects to inform ongoing
collaboration within the wider indusfry.

The outcomes from this report aim to inform ongoing
engagement, discussion and collaboration between
wineries and industry stakeholders going forward.



Project Background

UBC-KEDGE Wine Collaboration

The work presenfed in this report is situated within

the UBC-KEDGE Wine |no|us+ry Collaboration.

Since 2012, the University of British Columbia and
KEDGE Business School (Bordeaux, France) have de-
liberately engaged the BC wine industry to explore the
needs, interests, and deve|opmen+ of the region. This
interaction has poinfed to three key aspects of focus for
the indus’rry: quo|ier, idenfify and cooperaftion.

In 2015, UBC-KEDGE received support from West-
ern Economic Diversification Canada for 3 years. For
more information about UBC-KEDGE, visit www.ub-
ckedgewine.ca

In 2017, UBC-KEDGE partnered with The Innovo-
tion School at The Glasgow School of Art to facilitate
creative engagement amongst winery representatives,
in order to he|p co||ec’rive|y define and address the
notion of identity.

The Innovation School specializes in creating complex
collaborations, bringing demonstrated expertise of de-
signed creative engagement.

This report sits alongside a video, British Columbia
Wine Region: A Territory Exploring its Identity, and the
UBC-Kedge Wine Industry Collaboration report.
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University of
British Columbia

The Wine &
Spirits Academy
at KEDGE
Business School

The Innovation
School at The
Glasgow School of
Art

About The Partners

The University of British Columbia is a global centre for research and teaching,
consistently ranked among the 40 best universities in the world. Since 1915, UBC's
West Coast spirit has embraced innovation and cho”enged the status quo. lts entre-
preneurio| perspective encourages students, staff and Foctu fo cho”enge convention,
lead discovery and explore new ways of learning. At UBC, bold thinking is given a
p|oce fo de\/e|op into ideas that can chonge the world.

The Regional Socio-Economic Development Institute of Canada (RSEDIC) aims
to impact the social and economic deve|opmen’r of regiono| economies fhrough re-
search and education. In doing so, it provides interdisciplinary research and learning
opportunities for foctu and groduofe students.

With ten campuses spread across three continents, KEDGE Business School is
truly an international school. KEDGE was founded in 2013 from the merger of two
renowned business schools, well-established in their respective regions and o|reoo|y
benefiting from international outreach: BEM (founded 1874) and Euromed Man-
agement (founded 1872).

The KEDGE Wine & Spirits Academy is based in Bordeaux, France. With a
presence af the heart of the various bodies of the wine—producing indusfry, re|oying
information and influence, the Wine & Spirits Academy is recognized as a world
leading academic institution in Wine & Spirits business issues. It has the aim of
fraining managers in the wine and spirits sector as well as supporting chonges in
the indusfry by oﬁ(ering he||o in decision-moking, by deve|oping local & international
projects to provide economic support to stakeholders and by chcmnehng momentum.

The Glasgow School of Art (GSA) was founded in 1845 as one of the first Gov-
ernment Schools of Design, as a centre of creaftivity promoting gooo| design for the
manufacturing industries of Glasgow. Today, the GSA is internationally recognised as
one of Europe’s leading university-level institutions for the visual creative disciplines.

The Innovation School's pioneering research explores Design Innovation as a
way of structuring group creativity, invo|ving mu|ﬁp|e parties, towards valuable
outcomes utilising co-design practices. We work with government, businesses and
communities fo creatfe person-cenfred solutions, towards prototyping new services
and work practices, Jrockhng socio-economic cho”enges and creating po|icies to allow
communities to flourish.



UBC Okanagan KEDGE Business School The Glasgow School of Art

Kelowna, British Columbia Bordeaux Glasgow, Scotland







The Innovation
School at The
Glasgow School
of Art, Glasgow,
Scotland

In partnership
with UBC-KEDGE
Wine Industry
Collaboration

About the Team

Dr. Michael Pierre Johnson
Research Fellow

Lead on strategy and mefhodo|ogies
for design-led approaches to explore
a collective identity and vision.

Madeline Smith
Head of Strategy

Provided expertise in strategy and
evaluation for c|usTers, innovation and

complex co||c1borofions, capturing impact.
p p g mp

Dr. Jacques-Olivier Pesme
Dr. Roger Sugden

Dr. Malida Mooken
Marcela Valania

Kim Buschert

lain Aitchison
Programme Director

Provided expertise in strategy, innovation
and complex collaboration.

Fred Wordie

Design Research Assistant

Provided expert support in designing
the methods, cm|(:|ysis and reporting.



One.

Two.

Three.

Objectives

The aim of this idenﬂ‘ry project was o work with the
industry to determine how the British Columbia wine
region mign’r c|ori1(y and unify its iden’ri’ry, as one of the
three pillars for a successful wine region; the other pillars
being quo|i’ry and collaboration.

The key objectives and deliverables to meet this
aim were:

P|onning the detailed scope of work, inc|uding back-
ground research and outline ideas for designed engage-
ment with the wine industry.

De|ivering designed engagement workshops with
wine indusfry actors across the region exp|oring the
differences and commonalities in values and perceptions
that could inform a collective idenfify and vision.

Shoring of insighis from Workshops for further dis-
cussion, deve|0|ornemL and focused activities to assist
determining key aspects of the identity of BC's wine
region at the 2018 Wine Leaders Forum, as well as
disseminct‘ring outcomes ‘rnrougn reports, evaluation
and presentations.
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What we did
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Terroir

Authenticity

Expression

Narrative

Co-Design of
Identity Workshops

The Identity Workshops were designed and developed through a series of dis-
cussions and scoping research between the partners from July to October 2017. The
structure for the workshops was framed as four key themes to help articulate Identity
for a wine region, co-developed between the GSA team and Dr Jacques-Olivier
Pesme, as well as the wider UBC-KEDGE team. These were then broken down into
sub-themes and prompt questions for participants to exp|ore and articulate their
ideniify as a region. To frame this towards cno”enge setting, a series of provocations
behind each theme were created to allow participants in a wine region to debate
the region’s position and progress o|ong the themes they had recognised.

These themes are introduced here in summary, before presenting the activities
designed to explore these themes with winery representatives.

The final design of the activities, in their look and feel and methods for capturing
responses, were por’r|y related to experience of similar Workshops delivered by the
GSA team, and partly as a creative expression specific to the context of the wine
indusrry. The methods of capturing the conversation in visual note form rnrough
labels on brown paper, then in the provocation discussion segments, also aimed
fo provide a fransparent process for capturing the discussions, but also a shared
resource to progress the discussions. These would be supported by transcribed audio
recordings. [t should be noted that this didn't allow parficipants to write info the
materials Jrnernse|ves, as it was seen to be more effective for the facilitator to control
data capture across varied group sizes and settings, while also o||owing participants
to focus on discussion.

Terroir is not on|y the reason a region is able to make wine, ’rhrough it's geo|ogy,
soil composition and climate, but encompasses the history of winemaking and social
inter-relations that determine a wine—producing region. An unders’ronding of terroir
goes a |ong way towards noving a strong iden‘rier in the wine indusrry.

Aufnenricify is found in the wineries’ re|oﬁonshi|o, care and discip|ine for all aspects
of their wine producfion. This also entails the regu|or meetings of their professiono|
bodies, how H’iey define their interests and how H’iey organise in defending and
deve|oping their interests.

For the wine indus’rry, expression is found Jrhrough the varietals of grapes and
winernoking fechniques seen to flourish with the local terroir. Across a region, the
coordination of expressions of varietals translates into a typicity of wines that are
created in a wine region. Having a strong style or clear expression feeds into how
the wines are received by wine |overs, somrne|iers, critics, writers and buyers.

Narrative entails the regiono| story as a whole, what the key elements are and
how these elements come fogerher at every level of s’roryfe”ing This also means
knowing who your audience is and how ihey will engage and experience your story,
meaning that it needs to be coherent and distinctive from other regional narratives.

12



Bl when ye talk

- about our regio

it’slike we'rey )




Identity Mapping

For the first |denﬁfy Workshop activity, |den’rify Map-
ping, the four themes were broken down into sub-themes
and prompt questions for participants fo exp|ore and
articulate their undersfonding and experiences of iden-
tity as a wine region.

These were designed as a series of bo’r‘r|es, labels
and a wine rack disp|oy fo provide an accessible and
p|oyfu| format for discussion, rep|icoﬁng a wine tasting
session, that would feel different yet familiar as a con-
structive and creative form of engagement. The bottles
were handed out to parficipants fheme-by-fheme fo
prompt responses and discussions, while the lead fo-
cilitator mopped down key points of discussion to the

-

questions that seemed to resonate with participants.

The bottles and questions seemed to be clear and
unders’rood, while the format of shoring them out
seemed fo encourage Though‘rfu| responses from most
participants. |mporfonf|y, it is drgued that the activity
produced insigthuL controversial perspectives, and an
awareness of such perspectives, which reveals the levels
of know|edge across the groups and brings important
|eoming for the project and the sector going forward.

The comp|e+e series of sub-themes and prompt ques-
tions are provided in appendix A.




Provocation Discussion

For the second Identity Workshop activity, Provoca-
tion Discussion, participants begon by se|ec‘ring one of
the four themes to then be led rhrough four prepored
provocations. These provocations were statements re-
lating to the strength of the theme for a wine region
to which participants inirio”y responded whether ‘rhey
srrong|y agree, agree, disogree or s’rrong|y disogree.
They were then asked to co||ecrive|y discuss their respons-
es to each statement to draw out stories and insights,
followed by opportunities to respond to the provocations.

The |orge wheel froming the provocation discussion,
aimed to give an accessible ‘game show’ dynomic fo

discussions to facilitate greater focus on key points and
more ‘authentic’ responses, by allowing all participants
the chance to voice individudal responses.

[t is important to note, as was expressed in the de-
|ivery of each Workshop, that the content for the work-
shops was designed so that the themes, prompfts and
provocations could provide insigh’r on the iden’riry for
ANY wine region, rather than just for BC. This is pro-
posed as reducing any bias in the insighfs and aims
fo gorher authentic and meoningfu| perspectives on
identity across the sub-regions of BC.




Identity Workshops

We ran six workshops in locations covering some of the key BC wine regions with
45 participants Oﬁending in fotal, inc|uo|ing winery owners, staff members, wine
makers. and other indusfry actors

Each group went ’rhrough the same process but came up with their own reactions
to the workshop tools. As such, different discussions evolved between each workshop
and it is this variation of responses that is presenfed in the next section.

Duncan, Vancouver Island

Island wine region based off the south west coast of mainland Canada.

Langley, Fraser Valley

Coastal wine region near Vancouver situated in the Fraser River basin.

Kelowna, Central Okanagan

Largest city based in the Okanagan Valley, situated centrally on the shores of
Okanagan Lake.

Osoyoos, South Okanagan

Town based at the southern-most tip of the Okonogon \/o||ey, near the
Canada-USA border.

Keremeos, Similkameen Valley

River valley wine region set within tall mountains west of the Okanagan Valley.

Penticton, South Okanagan

Town based at the heart of the Okanagan Valley and at the southern tip of Okan-
agan Lake.

16
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Identity Mapping

Provocation
Discussion

Langley

o Participants

The participants showed desire and the poien’rio| tfo cooperate in growih
across the region, but ocknow|edged Fraser \/o||ey's periphero| status of being
further behind other sub-regions in BC. The sub-region’s coastal aspect was
orgued fo provide a sfrong differentiation from other BC regions, meaning
’rhey sougrii clear varietals that showcase natural processes and resources.
Their situation near Vancouver was also seen as a key differentiator both in
market occessibi|iiy and in the c|ori‘ry of their narrative.

They reflected on a lack of cooperation |oco||y, citing Vancouver Island as
a better exomp|e of this, while idenﬂfying a need to learn more about key va-
rietals for finding regiono| expression. The group raised caution on a BC-wide
narrative, as ‘rhey felt Jrhey mighi be left behind, while ocknow|edging that
direciing visitors to each other’s wineries across regions was vital. For them,
sforyfe”ing is aimed at visitors, and recognized a need for collective effort
to sell the BC story, as wineries are currenHy not |everoging key audiences.

The group chose Narrative as their focus, as ihey felt this was where ihey
needed to do the most work.

The relationship with our terroir provides a story respected outside BC

Participants expressed that Fraser Valley didn't yet have a story to be
respected , while suggesting that the Okanagan did. They felt this was be-
cause fhey still needed to establish their terroir, with wineries on|y reoching
their second generation and the BC wine industry more widely only growing
in the last 25 years.

Our culture of wine production provides a story to be respected outside BC

The group proposed that there was a respec‘red Canadian culture of high
standards, and there was gathering evidence BC wines were winning good
awards. For Fraser Valley specifically, they saw strong potential in their
coastal story providing added value.

18



Summary

The expression of our type of wine is well understood outside BC

They reiterated earlier points on their you‘rh as an indusfry, but felt that
coastal varietals chonge expectations. On expression, fhey felt there was little
unders‘ronding of BC wine regions, citing that internationally there's still a
perception the region makes ice wines.

We are really good at telling what we are

Individually, they see visitors osking for return visits and a great energy
in pioneering winemakers. However, they feel the international focus is on
Okanagan Valley and that Fraser Valley needs better representation for
the BC story. A participant wine b|ogger shared his focus on pinot noir as a
quoh‘ry regiono| varietal to build on.

Langley participants showed awareness of their stage of progress and
their need to connect with a wider BC story and process, although there was
a cho”enge raised around their capacity to feature in a BC narrative due to
their stage of development. There was a focus on their coastal identity, and
its difference to Okonogon, as ke\/ fo Qchieving their own narrative, and it
could certainly feature as part of BC pioneering winemakers story, working
with the newly emerging terroir left behind by g|ociers.
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Identity Mapping

Provocation
Discussion

Duncan

13 Participants

- 1 participant missed opening provocation

The participants saw their terroir as an emerging region, porHy due to
climate chonge, with its own microclimate focused around the Duncan area
providing a long growing season. With that, they saw a challenge to mech-
anise and grow due to hoving limited acreage, but put forward there was
a low need for intervention, despite the need for irrigation for sustainable
Forming. The region is orgued to have |ong been known for abundant food
sources back to native settlements, which is reflected in a well-established
food culture on the island. While they acknowledged a lack of history in
winemoking, fhey felt wineries are now creating their own hisfory. Some of
the local wineries had begun organising their own 'idenﬂ‘ry' meetings.

Lorge|y, the group saw a clear story around their sub—regiono| varietals,
with spork|ing wine being one of their s‘rrengfhs, eor|y—ripening whites and
were seeing Vancouver lsland as a sub-appellation. Nonetheless, they felt
their story was a young one, open to interpretation, but linked to innovation,
growing on the edge with visitors Fee|ing part of the story of discovery. As a
result ‘rhey saw their offer as a destination, linked to local tourism promoting
a re|oxing |i1Eeery|e.

The group chose Terroir as their focus, pausing over Narrative, as it was
considered a sfrengfh fhey needed to better understand Jroge‘rher.

Our region has a truly unique terroir for wine production

The group reiterated a confidence that the grapes grown in the region produce
very distinct flavour, citing Pinot Noir as a leading example. They saw much more
diversify across BC. They did raise the question that o|‘rhough this re|oﬁonship with
ferroir is key to the region, can peop|e reo||y claim ‘this grape grows great here”?

There is deep local knowledge of our regional terroir

StrDisagree - 6 Disagree - 7

There was a strong fee|ing that there was no mention of culture in unclers’ronding
terroir. For the Island, They see local cu|inory culture as a key anchor to build on.
How some local wineries and growers select varietals so far was commented as
more random than knowledgeable. However, there was suggestion that they see a
closer comparison to Woshing’ron State rather than other BC sub—regions, and fhey
felt that the fiming is perfec‘r now to help decision moking across the community.
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Summary

We know what flavours our terroir can produce

Some felt that, individuo“y, ’rhe\/ have an idea of what ’rhe\/re frying to achieve
but can't claim every profi|e, The\/ know what the island can give them - ie. a robust
aroma and clean crisp fresh wines - and so see major poTenﬁo\. U|ﬁmo‘re\y, the
region is foo new and still gaining experience, but reporfed that They do taste each
other’s wines regularly to help progress shared learning.

The relationship with our terroir provides a story respected outside BC

The group felt the island terroir provided a ‘unique’ offering over ‘better’, as they're
still |eoming how it compares in quo|iTy, while their underdog story was seen as an
inferesting as well as exciting trajectory. Similar to other subfregions, H’]ey acknowl-
edged being small, emerging and still hoving a way fo go.

There was a strong sense of identity for the island, what it offers and what
it could offer as a wine region, with good established cooperation to work
foge’rher on key fopics. The\/ saw their pioneering spirit as a ke\/ part of their
identity and are begmning to learn of strong potential for the island that
would fit into a wider tourism indusfry iden’riTyA




Identity Mapping

Provocation
Discussion

Kelowna

6 Participants

The partficipants od<now|edged that BC had @ very short nisfory as an emerging
wine region, while |c1d<ing a comporob|e culture to other wine regions. The terroir
Was seen as high|y diverse, with @ unique collection of microclimates, g|ocier deposifs
and a regiono| geo|ogy as fundamental to story. The group expressed that their
recent emergence as a wine region has contributed to very defined local cnonge,
which ’rhey felt isn't celebrated or recognised by regiono| government. Across the
region, ’rney see need for a |eodersni|o role to reflect the enirepreneuricd spirit so far
and an exciting story of discovery that people can get behind. They did question
how their emergence benefiﬁng from climate cnonge could be positively linked to
their gu’rnen’rici’ry as a region.

The group particularly suggested that tastings reveal very distinctive expressions
of known varietals time and again. With consumer tastes in wine styles chonging,
’rney felt the region should be eager fo captfure those |oo|<ing for new s’ry|es. The
participants saw a need to find key varietals but also see a cho”enge in this process,
with the climate still cndnging. There was a strong link from quc1|i’ry to standards and
how this isn't reflected in mdrke’ring and Canada not being signed up fo international
standards of wine |obe||ing. The key story for the region was seen as based on its
diversi’ry, with lots of individual stories that connect on a strong sense of sub—regiono|
terroirs, and a key audience in high calibre wine makers coming to discover wines,
’rnrougn which an international profile mign‘r be established.

The group chose Narrative as their focus, as they also felt this was where
fney needed to do the most work.

The relationship with our terroir provides a story respected outside BC

Co||eciive|y, the group felt there was a very strong sfory regording their
terroir, but that not everyone knows about it yet. Tney saw the |<ey missing
audience for their story as po|icy makers, c|oiming ‘rney don't view the wine
induerry as added value. As such, ‘rhey discussed recognition fnrougn a
stronger link to the neri’rdge of dgricuHure in the region.

Our culture of wine production provides a story to be respected outside BC

Str. Disagree - 2 Disagree - 2

Those in agreement orgued that the culture is here, with wine makers
proving very attracted to the region and its diversiiy of possibi|i+y for wine-
making. But others felt this story isnt working outside BC, only with one-on-
one visitors, as having a wine culture is very new to Canadai.
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Summary

The expression of our type of wine is well understood outside BC

This was seen as not yet well defined. They felt there is a story emerg-
ing around terroir and ocidify, with work hoppening in the sub—regions on
types, and felt confident fhe\/ could express it once They understand it. They
observed that with very limited land, and 90% of the market being BC, this
sef a cho”enge in growing an international market more as a PR exercise.

We are really good at telling what we are

They felt they knew a lot about each other and have great individual
stories, but ocknow|eo|geo| the story needs to give sense fo the region and
needs to understand how it resonates with all s‘rokeho|ders, such as wine
markets & po|icy makers.

There was high confidence in their quohﬂes as a wine region overall,
porﬂcu|or|y in relation to local culture and |0no|scope. There was also a
strong sense of po|iﬁco| need and awareness to he\p their growfh, inc|uo|ing
appropriate international markets and a connection to wider audiences.




Identity Mapping

Provocation
Discussion

Osoyoos

5 Participants

The participants gave a strong story of hisfory for winemoking in the region,
noting the role of the canal, irrigation and a reversing of local decline for Osoyoos.
The group also ocknow|edged the South Okonogon region as perhops the strongest
grape-growing region, with more vineyords visible and a hotter climate producing
varietals used by wineries across the region. One experienced participant higrﬂigh‘red
the disruptive influences of a fast growing industry, making cooperation less cohesive
due to consionﬂy new faces. The group recognised the value of how winemakers
get iogefrier ihrough festivals and events to provide recognition both |oco||y and
more wide|y.

There was admission that the region is still getting to grips with its varietals, but
claimed eor|y indication of pinots and rich reds providing good quo|i’ry wines. The
cho”enge Jrhey SawW wWas in Finding the great ones. They also admitted that, as the
terroir has emerged following climate change, this is expected to present ongoing
chonge that makes the region unpredic’rob|e, and was seen as a po’ren‘rio| opportu-
nity or a potential risk. They felt stories were shared through being well connected
around the Okonogon by wine fasters, but also winemakers were high|y driven by
’re||ing persono| stories. As such, fhey resonded to the cho”enge of Jre||ing a coherent
story: ‘what would provide coherence and what levels would such coherence work at?’

The group chose Au‘rhenrici’ry as their focus, as Jrhey felt this was where
fhey needed more deve|oprnenf.

We would be resilient to a change in our markets

There was a key split in the group between their resilience through a strong local
market, and hoving a re|ofive|y small share of the international market |imiring their
reliance on export. One responded that cost of production in BC means only quality
wine would reo||y be resilient, while there was some optimism that a growing trend
of young drinkers seem to like what BC produces.

There is a well-established culture of responsible wine production

While it was felt there was a lot of passion to do it well, most felt that winery
owners weren't quite at the level to support and appreciate a strong wine culture.
The region was oo young and currenHy there is too broad a range of expertise and
experience among the industry.



*Pomciponls chose to return
to their seats for this statement.

There is a strong culture for exploring expression of regional wines

The group felt there was more exploration of wine expressions than there used to
be fhrough growing social tasting groups. They felt most wineries do educate staff on
each other’s wineries, with a strong camaraderie growing. Ultimately, they saw such
a fast chongmg indus‘rry hoving a key cho“enge in growing grapes know\edgegb\y.

Our culture of wine production provides a story respected outside BC

Participants ocknow|edgeo| that elements of the media were frying fo come up
with BC's story, but were wondering themselves what it was. The group reflected
how ’rhey saw themselves as an underdog story; a small and young mdusfry with
genuine emerging quality.

There were some strong conversations that touched on issues such as BC's
|oyo|, local market and the region’s ronpid grow’rh, that hadn't emerged in
other workshops. While there was a sense of cautious optimism, there was
awareness of the ch@”enges and distance yet to travel and the role for a
strong idenﬂ’r\/ to establish greater resilience in the mdusfry.
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Identity Mapping

Provocation
Discussion

Keremeos

3 Participants

The group saw a |orec|orninc1niL value in the distinct terroir in the Similkameen
Valley, including hot shale sites, being a river instead of alake, having higher moun-
tains and how a persistent wind reduces pests. Tney see their visitors as very wine
centric and international; enthusiasts needing fogoa little bit further for nign quo|iry
wines. While rney feel a strong connection to Okonogon, Jrney hignhgn’red the lack
of infrastructure and wider experiences locally for visitors to stay longer than a day
trip. As a small sub-region of eign‘reen wineries and eleven within the association,
’rney felt this provided a sfrong focus and camaraderie, rnougn currenHy used rnosHy
for morkeiing the sub—region.

They also expressed value in how it was the same peop|e behind the scenes as up
front, which can achieve repeat visitors due to visitors re|isning a direct re|orionsnip.
As an exomp|e, the sommeliers ’rhey encounter want to find somefning no one else
has found, and so the group saw the process of idenrifying a sub-appellation as
important and empnosised this Fo||owing the necessary scientific process. There was
confidence that the sub—region could succeed in finding a typicity, with the local
nign minero|ify being more like old world wines, snowing a dustiness in profi|es. In
their view, seekers of authenticity shun the major wineries and as a result feel their
sub-region should be one to be found, or “you're out the loop”. They pushed for BC to
more wide|y embrace its diversify, smaller bouﬁque wineries, the natural surroundings,
and the persono|i’ries involved.

The group chose Narrative as their focus, as they also felt this was where they
needed to do the most work.

The relationship with our terroir provides a story respected outside BC

The group all felt it was hard to know how their story is heard outside BC, as
Jrney are so deep|y embedded within BC. Tney ocknow|edged Similkameen Vo||ey
probob|y gets more than its fair share of attention, with international media on BC
wines noving increased. From one participant’s experience, restaurant buyers and
sommeliers are cerroin|y |eorning of it inrerngrionoHy, such as in New York and Europe.

Our culture of wine production provides a story to be respected outside BC

All neutral between Agree and Disagree

They identified techniques as being drawn from other regions, as the sub—region
is foo young to establish a local trend, meaning there’s a real mix of practices across
the region. For the group, rhey feel there's a spirit of education and rrove“ing among
some winemakers, which needs to be cultivated more wide|y.
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Summary

The expression of our type of wine is well understood outside BC

There was frustration with how many people think BC produces mainly ice wines.
Many visiting sommeliers Hﬂey met were often surprised b\/ the pure fruit expressions
in the wines fhey tasted. The\/ see a frend for unmonipubfed wines, which fhey pro-
duce, and hope interest in them will grow. One participant also claimed there was
good ageing potential, which would ultimately change their business model, and
wineries currenﬂy need peop|e to come visit rather than exporting.

We are really good at telling what we are

The\/ felt ’rhey were gooo| at Teng the locall story, focused on terroir-driven wines
rather than history. They feel little to no indigenous connection. They felt they were
quite ’righf in their small region, but stated a need to do more with Okonogon-bosed
wineries.

There was confidence in the quo|i’r\/ and poTen’rio| of their wines, with a strong
sense of their boutique nature, an ‘extraordinary’ terroir and a desire to connect
with external experts and industries. There was an emphasis on high-end knowledge
seeking as ke\/ fo esfobhshmg the quo\ify ambitions for the region as a whole.




Identity Mapping

Provocation
Discussion

*The CIC labelling issue has
been addressed by the Canadian
Food Inspection Agency in a No-
tice to Industry - Update on the

Blended in Canada wine labelling
consultation, March 12 2018,

Penticton

12 Participants

For the terroir, there was a strong recognition of the giocioi effects providing a
richness to local soils, as well as diversity in the regions across BC and even between
individual wineries themselves. Tney ocknowiedged a short hisiory of viticulture
and winemaking, with many below standard wines produced, but started to see a
growing pusn to quoii’ry. There was also a strong response to the issue of peopie
in the industry being mistreated due to wineries, new or otherwise, that may not
have management or human resources fraining, and therefore not necessoriiy
|<nowing about standards and how to oppiy them, either generoiiy or to the speciiic
cnoiienges of their indusiry. Tney saw a need to provide bespoke support for new
wineries and a body of knowiedge or information that the region can sign up to.

Members of the group showed a confidence that the region produces distinc-
tive flavours to well-known varietals. While this is still deveioping, Tney saw this
as providing focus in future. Pinot noir was expressed as noving an ouisionding
expression, as in other worksnops. Expioring varietals were discussed as providing
the excitement and ongoing debate among the wine industry in BC. Ultimately,
there was consensus of an emerging story of discovery for the BC wine region, with
the clearest and strongest audience being the BC consumer, which nonetheless
always has to work hard against international wines.

The group chose Narrative as their focus, as fifiey felt this was where iney
needed to do the most work.

The relationship with our terroir provides a story respected outside BC

The group felt everywnere in the BC region had a story of terroir as the most
understood value in their wines. This was also seen as carrying a nign potential
fo sofisiy a premium market. Others cautioned that it's not just about the soil, as
the region doesn't yet get as much out of the terroir as they should. The consensus
was that it would get better.

Our culture of wine production provides a story to be respected outside BC

There was a strong sense that they couldnt be respected when ‘Cellared in
Canada’ (CIC) was still a prominent issue in the industry® They also saw it as
a young industry still discovering itself, however as one with a marked passion
among winemakers. They also recognised that peopie do i<ee|o coming back to the
region for the wine. There was a repeated statement of need to shift and absorb
respec‘riui practices and be more inclusive in the region’s grow‘rh.
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The expression of our type of wine is well understood outside BC

At the moment, ‘rhe\/ saw too much diversif\/ in produdion/ while deve\opmenf
in the indusfr\/ being a fast growing curve that's hard to keep up with. They see
themselves currenﬂy frying to mimic other regions, while there's a need to progress
beyond comparisons with other regions.

We are really good at telling what we are

The genero\ consensus was that ’rhey weren't there yet as a region co||ecfive|y.
There were concerns expressed about levels of qu0|ify and how Jre||mg a simp\e
story is currently quite hard. Some participants raised the need for a select few
to step forward and lead such a process. Those who sfrong\\/ ogreed felt that
individuo”y ’rhey do @ good job with their own back-stories.

There was strong discussion around the controversial issues at this workshop
and deep levels of reflection and debate. The group were conscienﬂous\\/ cross-BC
when discussing identity for the region and carried a lot of optimistic, passion and
forward Thinking poferﬁric1|, with a firm confidence that the region will grow and
succeed, but concerns focused around the manner of that growfh
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Co-Development of

Identity Day

Following the Identity Workshops, the task was to
ono|yse the responses and insighfs from across the
sub-regions of BC captured through audio recordings
and the workshop tools. This process was led by GSA
and took place during Jan-Feb 2018 in time for dissemi-
nation and further discussion as part of an |o|enﬁer Day

at the 2018 Wine Leaders Forum (WLF) in Naramata.

The analysis sought to bring out key themes and
quotes that would best set out the scope of BC's identity
from the more grcmu|or details gofhered at the iden-
tity Workshops across BC's sub—regions. The Workshops
revealed initial insights, nuanced experiences, ambi-
tions and cho”enges. These were broughf Jrogefher,
highhgh’ring common themes and reflections, as well
as differences to frame discussion themes when winery
stakeholders came together at the Forum.

We refrained from mere|y presenting the outputs
from the iden’ri*y Workshops in detail at the Forum.
The workshops were instead presenfed in brief bui|o|ing
towards the {roming of reflection themes (presen’red
on the righf) for key discussions seen as relevant to the
BC wine region’s situation, and the role of identity in
its deve|opment

An important starting point for the Identity Day was
reasserting key objec’rives, nome|y:

. Undersfonding the differences and common-
alties across the BC wine region

. Determining the aspects of BC's identity seen
as important for froming action and collaboration

This would go on to be an essential resource during
the Forum i’rse|1c, as these objecﬁves acted as an anchor
to engage with the Identity Day activities and devel-
op collective outputs. The Fo||owing pages capture the
discussions and outputs from these key themes during
the identity day.
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Wine Communities

To exp|ore where their communities
come from and where ’rhey want to be

&

Doing, Leading, Making

To exp|ore what wineries have been
doing and what ‘rhey need to progress

Wine Explorers
To exp|ore those enthusiasts and profes—

sionals interested in BC wine and what
They mean for their o|eve|oping idenfify

t

New Expressions

To simp|y exp|ore what level of typicity
is already emerging from their wines
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Through the Identity Workshops, participants shared their understanding of their
subfregion's ferroir Through the unique soil, \ondscope or climate, while monkmg less
cerfain connections to how this relates to a sense of p|oce for peop\e |iving in the
region. These human factors of terroir, re|oﬁng to local peop\e and to local cu\#ure, are
worth closer consideration. Many participants claimed BC lacked @ hisfory or herﬁoge
in wine produc’rion, but there is still some h\'sfor\/ and this his‘ror\/ is hqppemng NOW.

Wine Communities exp\ored aspects of peop|e and p|oce within a timeline |ookmg
back to the region’s past, where BC's development as a wine region came from, and
then looking forward to its future, where it hopes to be as a community. To keep
this open, participants were asked to exp\ore the Jrcmgib|e and infongib|e elements
They understood as part of wine communities, in order to allow key values, beliefs
and behaviours to emerge.

Participants understood the matrix (past/present; peop\e/p\oces), but were less
confident in the task regordimg the Tgngib\e and m’rongib|e aspects that make up BC's
wine communities. Nonefhdess, the discussions broughf out a wider unders‘ronding
of how infricate and fragmented BC wine communities were. Participants responded
to the overall idea of just how ‘rhe\/ identified their community and the benefits and
hindrances they experience in how wine communities were developing.

Complete responses are provided in Appendix B
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Overview of card
placements with
selected written
responses

Cards

Intangible
[ Tangible

Themes

. Connections & Trust
. Learning for Success

. Diverse Heritage

Connections &
Trust

Learning for
Success

Diverse Heritage

Old World people New World
wineries Knowledge meets new
world opportunities

Work towards trust

and sharing

Entrepreneurial
spirit & risk-taking

3

Future

Will BC's indigenous
identity become more
important going forward?

Building careers for
full time passionate
employees

Sustainbilty &
respect for the land

People

Some wineries have
frouble connecting

due to time

Chongmg staff & peop)c,
changing actions, changes
the terroir

The Osoyoos Indian Band
est. one of the earliest*
qua/rry wineries

*I5 years ago

There were three key themes, highhgh‘red in the coloured areas, for how partici-

=

Past

New winery ‘welcome to

your industry’ resources

Industrial growers are
dAS(OVVHGC/?d [VOYW /he
winery quality requirement

pants responded to the Wine Communities matrix and prompfts:

The first theme came from participants stressing a need for stronger connections
and re|orionships between core members of the wine community, with participants
ocknow|edging the important role of grape growers and moking time for small and

new wineries to connect and build respect for each other.

The second theme comes from a consistent desire for the wine community to ma-
fure as an indus’rry and learn how to improve their wines and copobi|iﬁes fogerher;

both rhrough ‘roking risks and respecting a re|c1’rionsr1ip with the land.

The third theme observes the multicultural and diverse herifoge of wine producers
and practices, which were expressed as |orge|y European, and reflections on the role
of the First Nations identity historically and going forward.
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Set Up

Outcome

Wine Explorers

When considering the individuals that were most attracted by BC's wine produc-
tion, there was a clear distinction between a |oyd| BC market of wine |overs, enthu-
siasts and professiono|s, and an infernational mcurket often wi||ing to travel to BC
to ‘discover’ the new and exciting wines the region was producing. This idea of BC's
sub—regions as ‘wine destinations  seemed common across most of the workshops, and
also seemed enhanced by such an audience wanting to be part of BC's emerging
story. This story was seen as ndving rich po‘ren’rid|, porficu|0r|\/ when considering the
limits of scale and reach BC wine's could have internationally.

Wine Exp|orers focused on those customers or clients identified as being part of
'discovering' BC wines. This was framed in terms of professionct|s and non profes—
sional enthusiasts, as well as exp|oring their distance from BC - ie. local markets or
globally. To explore the key audiences for building BC wine's international profile,
we asked partficipants to look af the variety of interested followers, Wi||ing fo exp|ore
BC wines, in order to understand who would be the real cndmpions to enhance
their story and their markets anougn their interests, their pofen‘rio| influence and
any wider reflections.

Participants were comfortable with ideniifying the audiences occording to the
scales provided between |oco|—g|obo| and professiono|s-eninusios‘rs. The prompfts
supporied useful conversation around known audiences, the limitations faced in
reoching the next desirable markets, and some creative alternatives that had been
under-explored. A key observation was that their customers and clients did not simply
visit for the wine but everyining else BC's wine regions had to offer.

Complete responses are provided in Appendix C
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Overview of card
placements with
selected written
responses

Cards
Interest
B nfluence
. Follower
n Champion
Reflection

Themes

B Regional Promotion

B Next Growth
Opportunities

. Prestige Targets

Regional

Promotion

Next Growth
Opportunities

Prestige ‘largels

Professionals

High-end accommodation Agent travelled through France Validity in high level
to compare our price range story and value

Combined maps and

tourism resources and services

Internation-
al Media

They help tell your
story

Tourism Bodies

Wanting direct to

Wine Culinary

E Local Media T %
S - N EE s
— Washington =3
Target Market
Economy of effort done
on individual level . .
Finding people part
[ | [ | [ | [ | Passing frade of winemaking
Wine Clubs

Organized coordination
of social media

Collector networks have
high influence

Enthusiasts

There were three key themes, highhglﬁed in the coloured areas, for how partici-
pants responded to the Wine Explorers matrix and prompts:

A maijor area for development was identified in enhancing the local market and
connections with local ino|us‘rry. In por‘ricu|or, with tourism bodies and local media, in
order to both coordinate on high—end services and infrastructure, as well as oﬁcering
reciproco| recommendations to support synchronised promotion.

Two key champions emerged as untapped or under accessed markets, namely
visitors from neorby states, such as Woshingfon, and cu|inory tourism. The argument
was that expanding to nearby states would build on attraction to BC's loyal mar-
ket, whilst |inking better with cu|inc1ry and sporting tourism was needed to enhance
g|obo| reach and reputation; enticing visitors not just for wine alone, but for a whole
cultural experience.

There were two disparate champions that emerged for similar reasons of enhanc-
ing reputations at different market levels. The first, and perhops obvious one, was
gaining international media attention to add vo|idify and value to the story. The
second recognised high—end en*husiosfs, collectors and wine c|ubs, who could have
a strong online presence and influence a more diverse fo||owing as a result.
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Set Up

Outcome

Doing, Leading,
Making

A common reflection across the Identity Workshops was of BC still being a young
and emerging wine region, fo”owing individuals who had set up their wineries with a
passionate and entrepreneurial spirit, but with {rogmenfed development. However,
with many wineries moving info their second or third generation of owners, there
was a sense of being reody to take the next steps in their deve|opmen+ asa g|obo||y
recognised wine region, but unsure of the copobihfies and expertise needed.

To explore what capabilities the wine regions of BC have, and what they may
need, we asked parficipants to look at what know-how and innovative poJrenJrio|
there is within the induerry, both at an individual level and co||ecﬂve|y4 A further
dimension was provided through cards asking both what capabilities or expertise
o|reody existed, and what parficipants felt the indusfry needed.

Participants at this table seemed to focus on what fhey felt fhey needed in terms
of expertise and capabilities, producing some initial ideas towards meeting these
needs. The overlapping meaning between the prompts of Doing, Leading and
Moking led to parficipants inferpreting their own focus between these heodings.
However, participants prev0i|ed in sefting out the gaps and differences between
wineries and activity within BC.

Comp|e+e responses are provided in Appendix D




Overview of card
placements with
selected written
responses

Cards

B Making Needs
[ Making Now

B Leading Need

[ Leading Now

B Doing Needs

. Doing Now
Themes

[ Raising Quality
[ Culture of Sharing

Finding Distinction

Raising Quality

Culture of
Sharing

Innovative

Grouping into smaller
regions, trails & associations

Benefits of sharing data &
information on wine making,

business stats, HR resources, etc
More information

More education

Individually

IS0,

Need a starter kit
Where to go?
Who's doing what?
What channels?
HR information?

Take wine from surplus
VQA and organize industry
tastings from all regions

. . . Exploring and identifying

ploce & reglonof diversities

Know-How

Again, there were three themes identified across the responses for Doing, Leoding,
Making articulating work needed going forward:

Comments emphosised a broad need for know|eo|ge groerh and better use of
this knowledge in areas such as business guidance, market information, and raising
quo|i‘ry levels overall; which can be connected to the Wine Communities table’s call
for the industry to mature.

One of the responses to this need for raising quo|i’ry was the different ways the
wine community could come together. This emphasised how the industry could
collaborate: socio||y, ‘rhrough festivals and tastings; professiono”y, Jrhrough research
between regions and experience levels; and combining with other industries more
effectively, such as culinary and regions nationally.

A particularly area of focus set out by participants for work going forward was
to better dis’ringuish the best grape varieties and wines from the region’s terroir,
towards developing sub-appellations and wine styles.
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As a result of many sub—regions ocknow\edgmg themselves bemg eor|y in devel-
opment, they also admitted there were few examples of clear profiles of regional
expressions. However, mu|ﬁp|e winery participants Qrgued that Jrhe\/ were producing
new expressions from traditional grapes, |cwge|y due to their unique climate and
soil, and were eager to deve\op these expressions in more focused and coordinated
ways. In response, we wanted to give the opportunity to explore the variation of
expressions BC's diverse range of wines was producmg.

New Expressions used a {oir|y simp|e format osking a focused question: what
expressions do you feel BC wines are producing? Participants were asked to each
select from a series of words provided on a menu card and as a group fhey would
learn how common their Though’rs of expression were, or how individual.

This table produced concise yet interesting outputs. Ultimately, the participants
articulated quite a sfrong common expression for white wine Jrhrough terms such
as fresh’, lively, and ‘acid’, while red wine had a much less strong commonality. In
fact, the most wide\y used term was ‘balanced’, which is ocknow|edgeo| within the
indush’y as bemg more of an aspiration common fo all wine regions. The results from
this exercise were visualised within flavour models used by our partners at KEDGE
Business Schoo|, and the wider wine indusfry.

Complete responses are provided in Appendix E




— Acid —_

Acidulous Firm
y N
Green Nervous
/ /‘lee|y\ \
790" Fresh Sustained Fu<
Very Dry Dry Balanced Rich Honeyed
\ \ Sickly /
Thin F|a’r\ Sweet Syrupy
\ Soft—"
Hollow Sweet
N
Small Pasty
~Very Soft—
Red Tannins
Pungent
Horsh
As rm en
Austere ]° tV|r||e
Rough Severe Solld HeCIV
‘Hord ,CI
Flrm Amp|e
ngl{: rBalanced\Ieshy
Shar / \ F|cu’r
F‘h—Tencler Supple-Homog
/ ? Shapeless \
Nervous nctuous
ACId Thin FlCIbby Sickly Sweei—PClS‘l'y

Acidity

Mellowness
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Group A

Group B

Group C

Group D

Emerging Identity

Group Identity Aspects

The participants were split info new groups for the afternoon to translate the
reflection discussions and mopped details into up to 5 key aspects of BC idenﬂ‘ry,
inc|uo|ing proposo|s towards how ‘rhey could be sfrengihened.

The groups were asked to harvest the reflection theme tables then broke out into
different spaces within the venue to compi|e their proposed aspects. While horvesﬂng
of the tables was limited, the groups presenfed Jrhoughhcu| ideas with useful insigh‘rs,
for which we present summaries of their discussions below.

Boutique, the group emphosised wineries oiiering first person confact while being
focused, premium and terroir-driven; Undiscovered Greatness, gave an optimistic
take on diverse experiences in the region; Freedom, expressed their lack of limitations
due to diversier in climate, low regu|oﬂon and poJrenJrio| for innovation.

Diversify, cited in their wine s‘ry|es, culture and terroir as requiring undersfonding
fhrough shoring imEormoHon; Wine Tourism, to make the most of the |ondscopes,
food and improving experiences; Cool Climate, associated with their wines” natu-
ral acidity and a backbone of character; Young & Exciting, acknowledging the
experimental and adaptable stage of the industry; Sustainability, to encourage
sfewordship of the land and |ong ferm integrity and quo|ier.

Diversity, as expressed ’rhrough region0| variation in geogrctphy, peop|e, grape
varietals, culture and ogricu|‘rure; Climate, notable among wine regions for being
'very cool and norfher|y; Place, where Jrhey emphosised what Jrhey see as unique and
specfocubr scenery; Weicoming, as part of an authentic Canadian io|enJrier where
they could be world class; and Lively, reflecting the expressions of their white wines,
as well as their genero”y opinionofed and non-conformist attitudes.

Diversii'y, again related to the dirt, wines, varietals and peop|e, but also the
business p|ons used; Vibrant |ndusfry, seen as not stuck in old traditions and free to
innovate; Canada:Quaiify, Troding on an infernational reputaton for being clean
and hoving high standards; Peopie, reflected in both moking wine and enjoying
wine, reflecting their passion; Fresh Whites & Balanced Reds, emphasising the
natural acidity of their whites and vibrant fruit in their reds.
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Set Up

The following day, as part of the Wine Leaders Forum, the issue of identity was
further developed by revisiting the conversations and outputs from the |dentity
Day with eight Wine Leaders Forum participants registered for the full program
to ensure the mopped detail from the reflection themes and group idenﬂf\/ aspects
was recop’rured and reviewed.

This involved going back over the tables mapping the reflection theme discussions
and agreeing the ke\/ differences and commonalities that emerged. These are pre-
sented here as a simp\e list of short statements, which would then go on fo inform
the clustering and interrogation of the key identity aspects.
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Some organic clusters, which are self-organised

A motivation for many wineries starting out is having an exit strategy
There is a regional history of agriculture

There is no orientation when getting started

We're all learning by doing (Entrepreneurial Spirit)

We all manage a seasonality of labour

There would be shared benefits to a strong international reputation
There is a lack of knowledge sharing, time & resources

There is a shared need for connectivity

There is a lack of awareness of each other’s activity

There is a lack of relationship with Government

We share commonalities with other regions globally

7%
=
=
=
=
-
=
=
-
)

We all want more trust, respect & confidence

Differences



Set Up

Identity Aspects

Wine Leaders Forum

Five word clusters were mopped to determine five key aspects of the iden’rify of
the BC wine region, which were gofhered from across the presentations of the |den-
tity Day, while re|o‘ring them to the differences and commonalities discussed. Once
these five clustered aspects were mOpped, the group were then asked to criﬁco”y
evaluate each aspect Occording to their infegrity within the indusfry - ie. to what
extent do the aspects hold true within the BC wine indusfry? - and occording fo
their oufﬁenficify as a narrative for the region - ie. fo what extent do ‘rhey hold true
to the expectations and experiences of key audiences?:
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Diversity

People & Backgrounds
Terroir

Business Models

Wine

Welcoming

Tourism
Multi-Experience
Inclusive
Personality

Family & Nostalgia

Free Spirit

Lively
Fresh
Youthful
Dynamic
Hope
Untethered

Diversity has been a consistent fopic within the dis-
cussions inrougnoui this process, both emerging within
all of the sub-regional Identity Workshops and the Wine
Leaders Forum, Identity Day. The related terms that
the group clustered with diversiiy indicate the key ways
that it is seen as integral to the BC wine region. When
inierrogo’red within the infegri’ry—oufnen‘riciiy discussion,
the exercise began to articulate what embracing such
an aspect means siro’regico”y for an indusiry. Nome|y,
the participants identified the cho”enge of confinuing
ciionge, both iiirougii climate ciionge and the indus-
try's current ropid growih, and the tension this creates
ii’irough diiiering interests between winery owners and
other stakeholders in the regionoi and industrial de-
ve|opmeni. This higiﬂigiﬁed that, in order to embrace
diversiiy, careful cooperation would be required across
the industry to maintain a collective awareness of the
diverse activity within the indusiry, as well as collabo-
ration on how to act on strong collective opportunities.

This was one of the strongest emerging aspects
inrough the process, where participants ocknowiedged
an implicit connection to BC's wider industries with which
wine is seen as inierdependent This connection was
s’rrongiy linked within tourism and how this influences
multiple wineries  business models to include and provide
experiences for visitors. This also resonated sfrongiy with
the other iden’riiy aspects to reflect a shared, positive
aspiration enjoyed by most wineries. |n poriicu|or, there
were repeofed calls for a ‘starter pock' for new wineries
that would indicate best practice, possib|y with essential
information of the local terroir and vorieio|s, that would
both support a weicoming environment for wineries and
set quoiii\/ standards righ‘r from the beginning

The group made a clear affempt to relate the
emerging expressions, poriicuior|y of white wine, with
a regionoi personoiify, reiieciing their youfn and open
attitude as an indus’rryi The debate hinged on whether
this would hold out as @ |ong ferm persono|i‘ry fraitf, or
one iney would grow ouf of, and due to the expec‘red
persistence of diverse practice, climate ciionge and new
expressions in their wines, iney felt BC would continue
fo provide dynomic oiierings to be discovered. As such,
this was seen to enhance the notion of the region’s
diversi‘ry, while esfobhshing core reasons to co-operate
in discovering these consioniiy emerging wines. It was
also seen as a useful device to possibly diffuse some of
the nesifoncy for wineries to connect, cited as due to
the irnp|icif competition some wineries feel with each
other, by responding to common threats and ciionge
ii’irough goinerings and snoring.



Boutique

Small-Sized
Face-to-Face
High Quality
Concentrated

‘Cool North’

Glacial Valleys
Spectacular
Super-Natural Place
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This aspect drew on strong perceptions of the ac-
fions being taken by both |orge and small wineries. In
particular, this reflected the operational models wineries
were o|eve|oping with visitors, and reflected the diverse
practices and scale of producﬁon dominant across the
wineries. For the smalll wineries, some saw it as authen-
ﬁco”y rep|icoﬁng their fomi|y—owneo| nature, enha ncing
ideas of natural and premium wines, persono| stories
and hoving a closer re|oﬁonsnip to the land. When
reﬂecﬂng on the industry’s integrity however, it raised
concerns on how large wineries attempt to feel” bou-
tique when they are not seen as such. As such, there
was discussion around how ‘boutique’ contrasts with
an easy-going, opproocnob|e Fomi|y oriented fourism
experience and how this could relate well to odvoncing
the welcoming personality and diverse offerings and
tourism connections in other aspects.

This was one of the clearest aspects fo emerge, as
mu|ﬂp|e wineries and parficipants articulated their ter-
roir as sornefning that por’ricu|0r|y dis’ringuisned them
from other regions and wine producers. There were
nods to the notion of sustainable or organic grape
growing and Winemoking, and wider notions of Canada
having a ‘pristine” and progressive image. The connec-
tions to more human elements of terroir and the other
identity aspects felt mixed, but most strongly linked to
the we|coming, fourism aspect and the dynomic, fresh
persono|ify aspect. There remains a question of how
far fney were curren’r|y able to push these values as
part of their integrity and oufhenﬂcier, as the extent
of the ‘organic” or ‘natural practices isn't wide spread
nor consistent across BC. However, the regional history
of fruit growing and pusning a genero| o|ignmen’r with
respecting the environment sus‘roinob|y were seen fo
underpin key values going forward.



-
“ ~ Kelowna Workshop Participant




Conclusion

The aim of this ideniiiy engagement activity was
to work with the indusiry to deftermine how the British
Columbia wine region might c|oriiy and uniiy its iden-
tity, so as to position itself on the infernational scene.
This resulted in the co-design and delivery of Identity
Workshops and an Identity Day at the Wine Leaders
Forum to engage with the wine industry. Through cre-
ative engagement we monoged to elicit fruitful and
sometimes cno||enging discussions bui|ding towards
collective outputs and the beginning of a collective
sense of identity.

From the Identity Workshops came detailed insights
and responses immedioie|y emphosising the diversiiy of
the BC wine region, both in its terroir and the people
and practices operating in the indusiry. Participants
also articulated i<ey cho”enges and opportunities for
the indusfry, from es’rob|isning wider support and con-
nections with key stakeholders, to developing greater
i<now|edge and collaboration to get the best out of the
grapes being grown here. In poriicu|or, engaging the
sub—regions offered an insigni info their por‘ricu|or stage
of development, interests and aspects to distinguish
them within BC's wider story.

From the Identity Day at the Wine Leaders Forum
came additional insights and discussion built on identify-
ing the differences and commonalities in values, practice
and perceptions among key stakeholders in the BC wine
indusiry. Reflection themes revealed a stfrong appetite
for snoring |<now|edge and raising quo|ii\/ levels across
the indusfry by gofnering and oifering consistent data
on regiono| varietals and business support. Tney also
identified both local and international audiences that
could ne|p the indus’rry's next stages of deve|opmenf.

Following the Identity Day, participants from the
Wine Leaders Forum spenft more fime with the out-
puts from the activities to draw out i<ey commonalities
and differences, before bringing everything together to
shope five aspects to reflect the BC wine region ideniiiy
fodoy and going forward:

Diversity, in the people, cultural heritage, terroir,
business models and wines being produced;

We|coming, by o|igning with tourism and ennoncing
experiences for visitors and new wineries;
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Free Spirit, reflecting their youth as a region with the
fresh and lively wines they produce and the personalities
that produce them;

Boui‘ique, recognising the many small wineries
across BC's sub-regions oﬁcering face-to-face experiences
and specio|ized wines; and

‘Cool Nori‘h', ce|ebroiing the distinctive climate and
g|ocio|—ini|uenced terroir that also offers a speciocu|or
destination.

The Wine Leaders Forum concluded with a discussion
fo produce action points based upon the outcomes and
insights from these activities. These focused on the wider
industry confinuing fo engage on the regiono| identity
as part of wider collaboration going forward.

From the outputs in these series of events, as part of
the Forum, the parficipants proposed shared next steps
to progress on a sense of iden‘riiy.

One such initial step is establishing a leadership
group and |evering resource for engaging the ideniify
aspects and what iney mean for the region, collabo-
ratively. This should build dialogue and buy-in from
indusir\/ stakeholders by comparing the deve|oped as-
pects with the aims and interests of individual wineries,
sub—regiono| associations and BC-wide stakeholders.
This process would then iden’rify |<now|eo|ge gaps and
explore ideas and collaborations to develop the needed
work identified.

Each element of this report is intended as a resource
to facilitate such ongoing dio|ogue around ideniiiy. The
idenii‘ry workshop themes and insigh‘rs can be used as
a guide for setfting goo|s and for reﬂeciing on progress.
The ideniiiy aspects can be used to ideniiicy and engage
the audiences relevant across the wine community and
fo snope an authentic and consistent narrative. anougn
engagement with the industry and collaboration be-
tween academic partners, this project has he|ped fo
c|orify and progress i<ey aspects towards a collective
sense of identity for the British Columbia wine region.



Special thanks goes to all the participants that took
part and put so much energy and passion into the
activities and discussions presented in this report.

All images of the workshops and Wine Leaders Forum
are credited to Stefan Matis of Plia Film Productions.

For more information about the UBC-
Kedge Wine Industry Collaboration
please visit: www.ubckedgewine.ca

For more information on The Innovation
School at The Glasgow School of Art, please
visit: gsadesigninnovation.com
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Appendices



What interests most
influence this wine region?

Authenticity

Land & Sky

What makes this region
ideal for wine making?

Terroir

Quality

How do you decide that
your wine is good?

Expression

Storytelling

Where is your story told
and who is telling it?

Narrative

In what ways do
wineries and their
makers co-operate?

Authenticity

History

Why did people start
making wine here?

Terroir

Varietals

What makes you decide
to grow a type of varietal?

Expression

Audience

Who is listening to
your story?

Narrative

What aspects of making
came to be important
here?

Authenticity

Making
What ways ofma/eing

wine came to be used
here?

Terroir

Typicity

What defines the best
local wines?

Expression

Coherence

What makes your story
consistent and coherent?
(with your region?)

Narrative

Organisation

How does the local
industry represent its
interests?

Authenticity

Place

How has wine making
influenced life in the

region?

Terroir

Distinctive

What makes your wines
distinct from regions
around the world?

Expression

Resonance

What makes your story
so greal?

Narrative

Appendix A

Identity Mapping Sub-themes and Prompts from the Identity Workshops
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