
Napa Green Ambassadors

Part I
What is sustainability?
Sustainability v. Organic
What is Napa Green?
Importance of Third-Party Certification
Evidence visitors and guests want to hear about “doing well by 
doing good”





Napa Green helps wineries cut their energy use by 20% or 
more.

The average baseline electricity use of a 10,000 case winery is 15 
kWh/case = $3.60/ case or $1.52/gallon. 
10k case winery 20% energy savings = $0.72 a case or 
$7,200

Average baseline electricity use at a 50,000 case winery is 12 
kWh/case = $2.88/case or $1.22/gallon. 
50k case winery 20% energy savings = $0.58 per case or 
$29,000

Average baseline electricity use at a 150,000 case winery is 7 
kWh/case = $1.68/case or $0.71/gallon. 
150k case winery 20% energy savings = $.34 per case or 
$51,000 



SHARED PRINCIPLES

• Energy Efficiency
• Water Efficiency
• “Green” purchasing, recycling & composting
• Phasing out harmful synthetic pesticides
• Climate Action
• Social Equity and Justice



ORGANIC

• Farm system only
• Focused on Don’t: 

Eliminate Synthetic 
Pesticides

• Does necessitate other 
environmental stewardship 
practices like IPM and 
cover crops

• Not concerned with 
environmental regulatory 
compliance

How is Sustainability Different from Organic?

SUSTAINABLE

• Vineyard AND Winery
• Focus on Do: Resource 

Efficiency; Climate Action; 
Social Equity

• Includes phasing out the 
use of potentially harmful 
pesticides

• Can facilitate 
environmental regulatory 
compliance





Caring for nature and community
elevates quality and experience.





As of 2020, >90% of NVV members 
participating in Napa Green

85 Napa Green Certified wineries, 
representing nearly 40% of certified 

sustainable wineries in CA

Napa Green members have saved >14 
million kWh or >$4 million in energy 
costs, and >27 million gallons of water

Napa Green Wineries have won nine
statewide Green Medal awards





Energy Intensity Metrics for Wineries 
Producing >10,000 to ≤ 50,000 cases

kWh/case for TOTAL energy use — Grid + Solar (as relevant)

Note – at a cost of ~$0.24/kWh
Most Efficient $0.72/case ~ Least Efficient $6.00/case
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Benefits
• The warm fuzzies

• Improve operational efficiency and cut production costs 

• Improve quality—of product, of work life, of broader 
community

• Build consumer loyalty and differentiate your produce in the 
marketplace

• Increase market access - ready information for distributors and 
retailers

• Establish baseline metrics so you can track improvement over 
time

• Learn from peers - operational workshops

• Regulatory peace of mind and 10% discount on Napa County 
CUPA permitting fees, as well as BAAQMD



“Wine-growing is among the most visible and 
influential agricultural enterprises in the world. As the 
best-known American wine region, Napa's response 
can be both a model and a call to action.”

-Eric Asimov, "Napa Valley Winemakers 
Fight Climate Change on All Fronts"

“Wine producers can lead by showing the world what 
a low-carbon high life – a good life that is compatible 
with a sustainable environment – looks like.” 

-Dr. Kim Nicholas
Lund University Center for Sustainability





Ambitious Goal: Help growers become carbon neutral 
within six years (two certification cycles), and carbon 
negative (climate positive) within nine years.









Sustainability Certifications

Comprehensive - Soil to Bottle Vineyard Only



Environmental Certifications



“Companies have an opportunity to deepen relationships 
with consumers by serving as the educator, the convener and 
the catalyst for those wanting to make a difference…

Although consumers unequivocally stand ready to reward 
companies for their responsibility efforts, they need to hear 
about it first.”

-Nielsen Corporate Social Responsibility Survey



Competition for Market Share

8 companies have ~60% of the market share
32 companies have ~75% of the market share

The rest competing with 7600+ wineries for 
attention

~125,000 wine SKUs

Four largest distributors >60% of revenue 
share

Ten largest distributors >70% of revenue share

Sustainability could be distinguishing factor 
but…



Who Cares about Sustainability?



“Sustainable wine - that’s going to be good for
me and the world around me… organic wine,
that’s just going to be good for me”
Age 30-45



60% of consumers making more 
environmentally friendly, sustainable or 
ethical purchases since the pandemic 
began, with 90% intending to do so 
long-term.

Vinebase: We’ve created tags and filters for wine attributes 
and find that consumers enjoy searching based on values. 
More importantly, consumers really want to know the story 
behind the wines. They want to go to a dinner party and 
beyond the varietal or AVA, they want to be able to tell the 
story of the people that made the wine, their ethos and 
winemaking philosophies.







“Underselling Sustainability”

While 81% of consumers say they are more likely to buy from 
a brand with a positive approach to sustainability, almost 
half (45%) also say they are unaware of the sustainable 
practices that brands have adopted.

Consumers may be willing to pay more for sustainable 
wines, but they can’t tell for sure which ones they are.

-Is Sustainable Winegrowing Sustainable?

“For several wineries, I had no idea sustainability was part 
of their identity.

-David Glancy, MS, CWE, Founder, CEO, San Francisco Wine School









U.S. purchasing of consumer packaged goods across 36 categories and 
>71,000 SKUs:

50% of CPG growth from 2013 to 2018 came from sustainability-
marketed products; sustainable product sales have grown 5.6 times 
faster than their conventional counterparts.

-2019 study, NYU Stern’s Center for Sustainable Businesses

A 2018 Nielsen study found 2% growth for mainstream products but 5% 
growth for sustainable products. 



Wines certified through sustainability 
programs Napa Green and Low Input 
Viticulture and Enology (LIVE) had $4.40 
and $3.28 price premiums respectively, 
compared to $1.27 for wines certified by 
the USDA organic program.





Differentiate your wine. Tie-breaker on 
shelf. Build consumer loyalty.

Wente - Measuring impact of added retail 
shelf space

Jackson Family - Canada bottleneckers and 
windmill shelf displays



Bordeaux's St.-Emilion Mandates Sustainable 
Viticulture

Increase in demand for wine made from organic or sustainably 
grown grapes, particularly from Nordic countries, Canada, 
Switzerland, Germany, Japan and certain regions in China and 
the U.S.

"In the last two to three years, I've seen my revenue double. I've had 
very significant demand from the West Coast and New York.”
-Thierry Valette, owner of Clos Puy Arnaud



“I used to feel awkward having the signs out there, like we were 
bragging, which is not my thing. But then, it occurred to me that 
customers see our signs and then they may go into the tasting 
room next door and ask why they’re not organic. So now I like 
the signs, because I think they’re inspiring a conversation, which is 
great.”

Kevin Morrisey, Winemaker, Ehlers Estate





Destination Stewardship & Sustainable Travel, Feb. 2020

Sustainability is not just what California does, but what it is 
as a destination and a leisure brand. California will become 
recognized as a global leader in sustainable tourism practices. 

Brands that take a stand outperform their competitor 
brands, growing at a much faster rate. Today, consumers will 
no longer invest their time, money and loyalty to brands that are just 
selling a product or experience. 



75% of Generation Z travelers said the environmental impact 
travel has on a destination is an important factor to consider when 
making travel plans. The same study showed nearly 80 percent 
of Millennials and Baby Boomers likely to choose 
sustainable options when booking travel.

-2019 booking.com 2019 Sustainable Travel Report

3/5 of all leisure travelers from the U.S. — more than 105 million 
— are considered sustainable travelers because they had taken 
any one of eight different types of sustainable trips in the previous 
three years; Sustainable tourists, on average, spend 50 
percent more than other leisure travelers. 

-2016 Visit California study, “The Role of Sustainability in Travel and Tourism”

http://booking.com


77% of consumers say they have stronger emotional bonds to 
purpose-driven companies, according to a Cone Porter Novelli 
study.

64% of consumers across 14 major markets, including the U.S., 
China, India, Mexico, UK, the Netherlands, Germany, Brazil, Japan 
and more, are belief-driven buyers, and the belief-driven mindset 
now spans generations, according to a 2018 Edelman study. 

62% of consumers want companies to stand up for the issues they 
are passionate about, and 52% believe that brands should 
stand for something bigger than just the product they sell, 
found Accenture, in From Me to We, The Rise of the Purpose-Led 
Brand. 
A Kantar study found that brands that were recognized as 
having higher commitment to purpose grew at more than 
twice the rate of others.



If you share it, they will use it.



What is your Napa Green story?

Part II — Inspiration for your 
own sustainability stories

Napa Wildlife Rescue
Meghan Vergara, Veritas Consultants
Martin Reyes, Reyes Wine Group & Wine Unify
From Napa Green certified members



Napa Wildlife Rescue
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