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Hypothetical Client: Established Finger Lakes Winery & Visitor Destination
BOTTOM LINE The highest-value growth opportunities are repeatable channels that can deliver
visitors, buyers or referrals - tour operators, curated excursions, resorts, destination organizations
and trade programs - rather than one-off advertising ideas.

Top 5 Opportunities

WHY NOW: It actively sells Seneca/Keuka group wine tours and
R EVCH GO 'F WY EN private/corporate outings; winery stops are core inventory.

92 / High BEST FIRST MOVE: Seek itinerary inclusion or a distinctive group
experience the operator can sell repeatedly.

WHY NOW: It assembles custom tours and 2026 Wine Trail packages
AT BT Q@ Eb N Il with lodging, transport and tasting appointments.

90 / High BEST FIRST MOVE: Pitch a group-ready stop/package and ask what is
missing from current itineraries.

WHY NOW: The 2026 season runs through September; the 2025
A1 TS VR BTl launch carried 11,000+ passengers.

89 / High BEST FIRST MOVE: Ask about the 2027 winery-selection calendar,
rotation and cross-promotion criteria.

WHY NOW: The resort sells meetings, retreats, winery tours and
local in-room wine amenities.

BEST FIRST MOVE: Pitch one low-friction guest/retreat
collaboration; do not assume a partnership exists.

4. The Lake House on
Canandaigua
87 [ High

WHY NOW: Its curated programs use winery partnerships, and it
also handles custom corporate/charter groups.

BEST FIRST MOVE: Qualify partner-selection criteria and earn
inclusion in a curated/custom itinerary.

5. Experience! The Finger
Lakes
85 / High
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What to Do With This Intelligence

Why these five deserve scarce selling time

» Lakeside can generate repeated groups because it controls route and stop selection.

» Sip Back & Relax controls more of the customer journey - lodging, tickets, transport and appointments
- making it a repeat referral pathway.

* The Wine Train already pairs regional wine with a recurring visitor experience and has a meaningful
passenger base.

» The Lake House proves local wine is already part of its hospitality product, creating a credible
collaboration hypothesis.

» Experience! FLX can deliver premium curated groups instead of isolated walk-in traffic.

What the market is telling you

* Tour and group operators are leverage points because one relationship can deliver visitors
repeatedly.

» Hospitality and destination channels can create referral, retreat, package and guest-amenity revenue
paths.

» Event, trade-buyer and tourism programs have planning cycles; preparation before the season
matters more than late promotion.

WHERE NOT TO WASTE TIME FIRST 30 DAYS

* Do not announce or imply a hotel/tour * Build one operator-ready experience sheet and
partnership that has not been established. contact Lakeside, Sip Back & Relax, Wine Train

* Do not repeat unsupported attendance figures, planning contacts, Naples Grape Festival and
blanket interstate shipping claims or generic The Lake House.

grocery-chain placement assumptions. * For each channel, force a clear next step:
» Treat corporate gifting as a program to prospect ~ partner criteria, eligibility, timing, pilot concept
unless actual buying intent is verified. or explicit disqualification.

* Prepare 2027 Wine Train/trade timing while
current 2026 visitor channels are still active.

What Opportunity Intelligence adds

A tourism directory says which hotels, tours and attractions exist. Opportunity Intelligence

identifies the active channel, repeatable revenue path, relationship owner, timing, evidence and
the specific collaboration question worth asking.

The full report contains the supporting evidence, scoring logic, opportunity pipeline, risk controls and source register.
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