
     Gift a Bottle           

                          

   

                                      Enjoy a Bottle  

 

 

                                                                             Collect a Bottle 



Marilyn Wines – Face of Passion  





Marilyn Today:  



Marilyn Merlot 2012 – 28th  Vintage Release 

Photos Taken by: Milton Green 

 

 

Photo: End of the Slave Contract  

 

 

Wardrobe: Black and green cape 

 
 

Location: New York 

 

 

Muse: Release of the 20th 

Century 

“Oppressive Contract”, “Slave  

Contract”  

 

 

Taken: 1955 : 1 month after 

release  

From contract  

The Black Cape Freedom Shoot  







In Honor of Wine Warehouse’s new ON-PREMISE DIVISION 

 

THE FIRST EVER MARILYN MERLOT BTG PROGRAM 

“Glamour in a Glass” – V.2011 



 





9/10/2014 

Marilyn Monroe:  
5 feet 5 inches;  
You Don’t Have to be BIG to 
be GREAT 

9/10/2014 

Multi-Million Dollar Ad Campaign Available…                

on the bottle  
Multi-Million Dollar Ad Campaign Available…                

on the bottle  



Right off the Press – Marilyn  
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Sold & Marketed by: www.internationalvines.net | Lafayette, CA |  925.283.9460 

Average consumer  of Marilyn Merlot customer is 43 year old female  

Source data: 2012; 12,000  consumers “Marilyn Wines” 
 

http://www.internationalvines.net/


Norma Jeane  -- Story of a Young Merlot 

This photo of  Norma Jeane (before she became professionally 

recognized as Marilyn Monroe) is a classic pin-up photo taken by 

Bruno Bernard at his first session with the pop culture icon in 1946. 



Sauvignon Blonde – Blonde with a Passion  

These photographs of  Marilyn Monroe were taken by Milton 

H. Greene in his Lexington Avenue Studio in New York 

March 1955. 



Meritage – Blending that Shows  

The 2010 vintage Marilyn Meritage is the inaugural release of a 

wine whose goal is to showcase Napa Valley’s cool climate 

ability to make wines of classic stature within Bordeaux 

tradition. Made from Cabernet, Merlot, Cab Franc, Petit 

Verdot and Melbec.  



Marilyn’s Super Star Ratings 



Marilyn Wines – Ratings 



   

Aromas are in combination 
of ripe stone fruits w/ a 

light herbaceous 
undercurrent. Flavors of 
apricot, peach, Granny 

Smith Apple and hints of 
dried herbs make this a 

great compliment to white 
meats, fish, & salads. 

Enjoy! 

This blend of 100% Merlot from grapes grown in the Napa 

Vallye has complex aromas of blueberries, anise, and 

toasty oak with moderate alcohol and soft fruit flavors 

creating a testimony to the legend of this iconic label. 

The wine is 100% Merlot from the Lodi AVA of 

California. The grapes were hand harvested 

and the wine made to our specifications. 

This blend of 100% Merlot from grapes grown in the Napa 

Vallye has complex aromas of blueberries, anise, and 

toasty oak with moderate alcohol and soft fruit flavors 

creating a testimony to the legend of this iconic label. 

   

Aromas are in combination 
of ripe stone fruits w/ a 

light herbaceous 
undercurrent. Flavors of 
apricot, peach, Granny 

Smith Apple and hints of 
dried herbs make this a 

great compliment to white 
meats, fish, & salads. 

Enjoy! 
The wine is 100% Merlot from the Lodi AVA of 

California. The grapes were hand harvested 

and the wine made to our specifications. 



Shelf it or Drink it  



Marilyn’s Shelftalker – Something to talk about 



. 
changes and initiatives including:   

 Marilyn Wines are considered a major impulse purchase and need to be widely visible to our 

consumers;  reasons our consumers buy Marilyn Wines are: to drink at parties, to collect, trade, 

and auction, gift giving for any Marilyn Monroe lover (of appropriate age), as a corporate gift to 

domestic and overseas clients.  We receive daily calls from consumers looking for the wines.  

 The demographic for a Marilyn buyer is shopping heavily at Chain Wine, Grocery and Clubs, and 

thus our need to present and program the wines to this channel is becoming more urgent.  

_____________________________________________________________________________________ 

- Once per quarter - the entire Marilyn Portfolio to be promoted with the year’s best pricing  on 

all the wines during the  release of a new vintage, 2012 Norma Jean, Sauvignon Blonde 

(March/April), , Marilyn Merlot (September) and Blonde de Noir or Meritage (December).  The 

idea is to continually tie-in and merchandise the full portfolio together, once per quarter, to 

generate impulse and brand visibility.  

 

- Release information and sell sheets designed to arrive at wholesaler brand manager no less than 

1 ½ months prior to the directed release date to the market.  This allows for better lead-time for 

management to present to sales force, and for teams to present for larger store plan-o-grams.   

 

- We are phasing out selling our products on “Pre-Sell” terms, and eliminating the get-it-while-

you-can attitude.  I would like to move toward an “Initial Offering package” presentation for 

each new vintage.  The effort is to turn the program into a quarterly focus for the Marilyn wines 

portfolio; assuring our retail customer can find the products throughout most of the year.   

 

- Collateral and selling material for each label launch include; winemaker notes, a themed launch 

presenter, available shelf talkers, and a pricing sell sheet showing the best price of the quarter 

for a multiple cases (states where applicable), or deepest discount price posted on case one for 

each of the products in each of the launch months, i.e.; March/April, September and December. 

Pricing to be set up by individual market.   

 




