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Abstract
Cork Guru is a digital wine platform which has guest loyalty. The product was created as a result of their belief that it is essential to connect with one’s guests not only whenever they are enjoying a particular meal at the restaurant but also before they get to that place and also after they have left.  CorkGuru includes a team of individuals that are passionate concerning their wine and people everywhere to have a feeling that the wine is fun, approachable and entertaining endlessly.  The work below looks into the CorkGuru wine platform, the product value proposition, the ideal consumer profile, competitor and industry analysis, market penetration, growth revenue model, growth challenges as well as the recommendations for the growth strategies reference. 







Overview
Their passion started about two decades ago with a simple Pinot Noir bottle at the Berkley Chez Panisse. It was the first Willamette Valley wine which was on the menu, but they are confident that it was the best wine that was on the list. CorkGuru was initially founded by Danielle Gillespie in the year 2013. “It is a Pittsburg firm and has been backed by some of the local investors who include the c-leveled, region’s leading accelerator and incubator for the entrepreneurs.” (Allen, 2013)
Product Value Proposition
CorkGuru has a breakdown of its unique value proposition. The very first influence is climate which is known to have an impact on the wine taste. The wines that have ripe flavors are made during the warm or hot flavors. Cool weather conditions are conducive for production of fine white wines that have a higher level of acidity. The other cooler regions can be found within the latitude zone which is much closer towards the poles, areas that have a cooling type of breezes as and higher elevation regions. The regions with warm or hot climates can be used for the production of both red and white wines that have a high or moderate acidity.  
Wines are also being produced in some small batches where sometimes there may be only 3 barrels each (25 cases in each barrel). Every wine bottle is numbered individually while the boutique wines always refer to the high-quality wines that are produced through TLC and craftsmanship and are from smaller types of vineyards (Allen, 2013)
While almost every wine in restaurant and stores may come different factories, boutique wines are usually from small wineries or vineyards. The company does not sell or produce any commercial, mass-produced recipe wines created in a particular formula over the years. Such types of ‘bulk’ wines do not usually emphasize craftsmanship or terror. 
The CorkGuru wine is also hand-crafted where the grape growers usually keep low yields thereby guaranteeing some high level of flavor concentration in each of the grape. In most of the vineyards, the harvest is done by man hands entirely. Grapes are then selected carefully ensuring that only the healthy or ripe ones can be used for making the wine. The wines are usually aged in the barrel for not less than 18 months where they can never touch the stainless steel tanks. ‘Handcrafted’ here means that the wines are being made by the boutique winemakers that enjoy a hand-on a close relationship with the particular wine that may be different from a single vintage to the next since the wine is a reflection of the idiosyncrasies of every vintage (Allen, 2013) 
The darker wines tend to be much bolder with a density which coats one’s mouth. The reason is that there is a significant part of the flavors which come from the grape skins while some of the grapes may have a much thicker skin than others. The CorkGuru wine is also distinctive. Contrarily to the commercial mass-produced recipe wines, the boutique wine is known as the individual wines where each of the boutiques is distinctive. The winemakers usually devote themselves towards a slow and careful vinification of the wines. They also balance the artisanal techniques of winemaking with the modern type of equipment. “Instead of using the chemical approaches in the improvement of the wine taste, the company puts its trust in nature, its experience and power to produce the outstanding natural wines.” (Singleton, 2017). 

Ideal Customer Profile
The company has a list of aspects that they desire for their consumers to portray. The first element is that the consumers value whatever the company is doing. The consumers need to like the products of the firm and uphold its value. That can be realized by identifying the type of people that would like the outcome which the CorkGuru Company delivers and delivering a precise and compelling message to the potential clients (Singleton, 2017). 
Another feature of an ideal client is the fact that they are willing to pay Clients that have money and also have the will to pay for the wine products are essential to the company. Consumers who appreciate whatever the organization is doing can be invaluable to the organization. Customers are identified according to how much they value the company’s capacity to customize and tune the process or product to their particular unique needs. “Reinventing the product can help the organization to acquire the customers’ distinctive value for the wine products.” (Allen, 2013) 
Customers should also be much easy to operate or work with. Unwanted customers include those who are nit-picky and abusive. Consumers who have a culture that the company can efficiently work with and play fair are very ideal for the CorkGuru enterprise. 
Clients that can expand the knowledge and contribute more ideas to the company are also conducive. To achieve that, the company has to search for various situations as well as customers who can bring about a challenge. Those are the ones who are likely to make the product of the organization better and stand out in the market. 
Clients who can introduce others to the company’s products are also ideal. They can be a significant source of business as they provide referrals as it provides a high value with minimum competitive pressure. The salespeople of CorkGuru need to find the ideal customers that can be useful to the organization. 
Competition Analysis 
CorkGuru faces some competition from other wine-producing companies. One of them IS Virginia Wine that has been known to set a bar for some quality wines that are grown in the regions of the East Coast. The company uses a particular strategy to attract new customers into purchasing their products, and one of them is offering special room rates for every participant of the Virginia Wine Summit. 
Virginia Wine also uses authenticity as well as stories to catch the eyes of the potential clients. Clients have been known to be more interested in the stories that are hidden behind the company’s product as it provides them with a chance to experience the particular good at a much different level. They also offer a unique alternative for the products that they sell which are logically raw materials of high quality, a precise and careful production as well as an exciting story that would be key towards boosting the number of sales (Allen 2013). 
On the other hand, CorkGuru uses an approach to its marketing by considering the consumers’ well-being. They produce the wine that can provide the clients with a positive kind of feeling in which they perceive that their purchase has contributed towards something or an individual. 
Specialization is another strategic plan where products are created in variety, and new restaurants are being established. The product assortment is a necessary tool and brings about economic feasibility for the winery. CorkGuru also holds various events where people can drink with their friends while there is music being played in the background. With these events, there is a new idea of spreading the word as well as increasing the number of sales and gaining new clients (Allen 2013). 
The wine industry is currently skyrocketing as recent studies have depicted Virginia to have increased by 82% over the past five years and contributed to over $1.37 billion towards the economy of Virginia (Allen 2013). The wine connoisseurs have been interested in the wine while they are at a younger age while local wineries have been reporting the majority of their consumers and visitors to be at the college age.  The significant growth in the number of wineries has led to employment boost as well as the increase of the economy of the state. 
Market Penetration, Growth Revenue Model and Challenges of Growth
The company is a startup and therefore their market penetration has not yet reached its full potential. The organization has had a total of 1200 clients over the last six months which is a surprisingly a good start. With the company platform, the information regarding the products of the organization has reached over 1 million individuals through social media with the likes of Facebook, Instagram, Twitter, etc. 
The growth strategy can be implemented in some ways. One of them is through haunting the owners of other different wineries who may have underestimated the higher volume production costs particularly when it comes to the higher volumes marketing and sales. A model that can be used by CorkGuru Company is getting smaller regarding volumes to grow the profits attributed to the bottleneck pressure on the wine companies’ leadership to be much more professional in the manner in which they compete within the marketplace (Allen, 2013). 
Some of the challenges that CorkGuru faces in its growth is when building the company portfolio. Building a portfolio for a firm which is going to generate the desired profits and help the sales team to sell efficiently can be a challenging task. Hiring a competent sales team will also require a lot of assessment and evaluation which can be a challenge. The sales individuals may not depict a firm commitment. If the sales representative is the business face, they need to have undergone adequate training concerning perfection and also understand the reasons why they are essential which can be expensive and time-consuming (Allen, 2013). 
Recommended Growth Strategies
CorkGuru can employ several strategies to boost their growth and market penetration. One of them is blogging more where they explain about their biodynamic practices and also post attractive pictures that would favorably market the company. The sales people can also use social networks to promote the products of the company. However, the priority should be put on listening to the ideas and comments from the consumers as well as interacting with them. According to Films Media Group & Teletime Video (2016) Brand monitoring, commenting on the consumers’ review and establishing forum can be beneficial in marketing the company’s products.
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