Trademark Trial and Appeal Board Electronic Filing System. http://estta.uspto.gov
ESTTA Tracking number: ESTTA624361

Filing date: 08/29/2014

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

Proceeding 85865962

Applicant Proximo Spirits, Inc.

Applied for Mark CcocomMo

Correspondence LAWRENCE E ABELMAN

Address ABELMAN FRAYNE & SCHWAB

666 3RD AVE

NEW YORK, NY 10017-4011

UNITED STATES
leabelman@Ilawabel.com,ehalstead@lawabel.com,docket@lawabel.com

Submission Appeal Brief

Attachments COCOMO.pdf(3255674 bytes )

Filer's Name Lawrence E. Abelman

Filer's e-mail ehalstead@lawabel.com,docket@lawabel.com
Signature llea/

Date 08/29/2014



http://estta.uspto.gov

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In re PROXIMO SPIRITS, INC.
Serial No.; 85/865962
Mark: COCOMO

Filed: March 4, 2013

United States Patent and Trademark Office

Trademark Trial and Appeal Board
P.O. Box 1451
Alexandria, Virginia 22313-1451

APPLICANT'S APPEAL BRIEF

This Appeal is being filed in response to the Examiner's denial of Applicant’s Request for
Reconsideration of the final refusal to register the subject mark in Class 33, For the reasons
presented below, Applicant requests that the Board reverse the Examiner’s denial and remand the
application for further action.

L. BACKGROUND

On March 4, 2013, Applicant filed an application for COCOMO for “alcoholic
beverages; tequila; alcoholic cocktails,” later amended to “tequila; tequila based prepared
cocktails.” The Examiner refused registration of the subject mark based on a likelihood of
confusion with Reg. No. 3115343 for KOKOMO for “wine.” On November 5, 2013, Applicant
submitted arguments to overcome the refusal. A Final Action was issued on December 2, 2013,
to which Applicant filed a Request for Reconsideration and Notice of Appeal on May 30, 2014.
In a June 30, 2014 Action, the Examiner denied the Request for Reconsideration. The issue of
registration of the mark COCOMO now comes up on Appeal.



IL. ISSUE ON APPFAL

The sole issue up on Appeal is whether an application for COCOMO for “tequila; tequila
based prepared cocktails” should be barred based on a registration for KOKOMO for “wine”
pursuant to Section 2(d).

L. ARGUMENTS

Applicant incorporates by reference all of the evidence and arguments submitted
previously in its Initial Response, filed November 5, 2013, and its Request for Reconsideration,
filed May 30, 2014.

A determination of the issue of likelihood of confusion must be based on analysis of all
probative facts in evidence that are relevant to the factors set forth in In re E.I du Pont de
Nemowrs & Co., 476 F.2d 1357, 177 USPQ 563 (CCPA 1973). In determining the similarity, or
in this case dissimilarity, of the marks, they must be compared in their entireties as to
appearance, sound, connotation and commercial impression. Palm Bay Imports, Inc. v. Veuve
Clicquot ponsardin Maison Fondee En 1772, 396 F.3d 1369, 73 USPQ2d 1689 (Fed. Cir. 2005).

A) Differences in the Appearance of the Marks Provide Consumers with Different
Connotations and Commercial Impressions

The marks at issue are not visually identical. Applicant’s mark begins with, and contains
the letter “C.” Registrant’s mark begins with, and contains, the letter “K.” Applicant’s mark
does not include the letter “K,” and Registrant’s mark does not include the letter “C.” This
distinction imparts a visual difference between the marks COCOMO and KOKOMO. According
to the TTAB, even a one letter difference between two marks is sufficient to change the
commercial impression provided by each. See, In re Conti, 220 USPQ 745 (TTAB 1983) (Board
found SHEAR PERFECTION and SHEER PERFECTION not confusingly similar. Although the
marks are identical in sound, the one letter difference was sufficient to give each mark a totally
different commercial impression); Loctite Corporation v. Tubbs Cordage Company, 175 USPQ
663, 665 (TTAB 1972) (LOKTITE and LOCTITE not confusingly similar despite relatedness of
the parties’ goods); National Distillers and Chemical Corporation v. William Grant & Sons, Inc.,
184 USPQ 34, 35 (CCPA 1974) (DUET for prepared cocktails not confusingly similar to
DUVET for brandy and liqueurs); fn re GENBAND Inc. (TTAB 2011) (S9 not confusingly

similar to O despite the relatedness of the parties’ respective goods and trade channels;
Board focused on the fact that the marks do not have the same manner of display).

In the case at bar, simply because the letters “C” and “K” may, at times, be proncunced
the same, Registrant’s standard character mark KOKOMO does not extend to a display of the
mark as COCOMO, or vice versa. Rather, the fact that the Parties have each chosen to use either
the letter C or the letter K is relevant because it provides each mark with a distinct connotation.
Applicant’s use of the letter “C,” in “COCO” refers to, and will lead consumers to think of
“coconut.” Addifionally, the suffix “MO” is a slang term for “more.” (See printouts from



Wiktionary and Urban Dictionary at Exhibit A). Accordingly, consumers presented with
Applicant’s mark COCOMO are likely to think of “more coconut” as in a tequila with more
coconut flavor.

In contrast, Registrant’s use of the letter “K” in KOKOMO refers to, and will lead consumers to
think of Kokomo, Indiana which happens to be the hometown of the owner of Registrant winery
(see Exhibit B). Based on the foregoing, Applicant disagrees with the Examiner’s conclusion
that “it is likely consumers would view the applicant’s mark as a fanciful spelling of the
registrant’s mark.” Because COCOMO and KOKOMO each impart a different connotation,
Applicant asserts that consumers will come away with very different commercial impressions
when the marks are viewed in the marketplace. See National Distillers, 184 USPQ at 35 (in
comparing DUET and DUVET both for alcoholic beverages, Court held “the similarities are
obvious but so are the differences, and we think the latter are as important as the former™)
[Emphasis added].

The English language is known for being complex. English speaking consumers are used
to seeing homonyms - words which are spelled the same, but have different meanings. When
taken in the relevant context, a consumer is likely to understand the differences between, for
example, “bowl” the noun and “bowl” the verb, or “duck” the noun and “duck” the verb.
Because speakers of the English language are accustomed to these types of words, it is not
reaching to expect that consumers would be able to differentiate between words that are not
spelled the same and that have different meanings such as COCOMO and KOKOMO.,

Moreover, although the marks may sound the same, this is not a sufficient basis to
conclude that they are likely to cause confusion. See, n re Conti and Loctite Corp. v. Tubbs
Cordage, supra. BEnglish speaking consumers are used to seeing letters or letter strings that make
the same sound, for example:

*F and PH
*Sand C
+CK and K (or C and K)

*Y and IE

Although these letters may sound the same, when considered visually they look nothing alike.
Such is the case here where the letters “C” and “K” are visually different, providing the marks
COCOMO and KOKOMO with distinct appearances.

When the marks are considered as to sight, sound and meaning, Applicant asserts that the
differences in sight and meaning outweigh the similarities in sound, and the marks are not likely
to be confused in the marketplace.




B) Differences in the Goods

There is no per se rule that all alcoholic beverages are related. fn re White Rock
Distilleries, Inc. 92 USPQ2d 1282, 1284 (I'TAB 2009). The Examiner maintains her position
that tequila and wine are similar for purposes of likelihood of confusion because the goods “are
sufficiently complementary or related that source of confusion is likely.” Applicant disagrees. In
White Rock, the Board determined that “[t]he examining attorney has failed to establish on this
record that applicant’s goods [vodka] and registrant’s goods [wine] are related.” Id. at 1284.
Despite evidence showing that vodka and wine are offered on the same websites to the same
consumers, and can be made from the same ingredients, the Board concluded that the examiner
failed to prove that vodka and wine are related. See, Id. ([a]lthough vodka and wine may both be
described generally as “alcoholic beverages,’ this is insufficient to establish that applicant’s and
registrant’s goods are related. Furthermore, although we may assume that vodka and wine are
sold to the same class of purchasers, namely persons of legal drinking age, this is not a sufficient
basis on which we may conclude that such goods are related); National Distillers, 184 USPQ at
35 (clearly, the goods on which the marks are used [alcoholic cocktails which may contain
brandy v. brandy and liqueurs]...are not such as to contribute to likelihood of confusion, either
of the goods or their origin). See also, Loctite, 175 USPQ at 666 (The fact that the goods of the
parties may be utilized by the same industrial concerns and that they may be available to the
retail trade in [the same] stores is not controlling on the question of likelihood of
confusion...patrons are not likely to believe that all of these goods are associated with the same
source).

Similarly, the evidence submitted herein by the Examining Attorney showing that tequila
and wines may be offered for sale from the same websites and to the same consumers does not
warrant a finding that the goods are related. The Board’s arguments in the cases cited above
should also apply herein. Certainly, the goods of both parties are alcoholic beverages and may
be sold in the same retail outlets; however, that is where any degree of similarity ends. Wine and
tequila are not competing products, and there are appreciable differences in each. They are
produced differently, one being a distilled beverage and one being fermented; they look, taste
and smell different; they are generally contained in bottles of differing aesthetics; and they are
often consumed differently, for example, wine at mealtime and tequila as a “party” or “after
dinner” drink. It is simply not likely that consumers would believe that COCOMO tequila is
manufactured by the same source as KOKOMO wines.

Moreover, KOKOMO wines are produced at Kokomo Winery. By definition, a “winery”
is a “place where wine is made.” (See attached definition at Exhibit C). It is common
knowledge that wineries are in the business of manufacturing and/or selling wine only, and do
not sell any other type(s) of alcoholic beverages. Attached at Exhibit D is evidence from
representative wineries showing their production is limited to wine.! Yet another reason
consumers are not likely to believe that “tequila” comes from Opposer’s winery.

Applicant understands that there is a necessity to ensure that the public is free from
confusion. However, simply because different goods may fall under one common “umbrella”

' Applicant could certainly submit thousands of pages from winery websites to evidence this argument, but limits its
submission to the attached as representative to show that wineries are not known for producing tequila.




does not mean consumers will deemn such goods to be related, or think they emanate from a
single source.

C) Third Party Registrations and Use

In its Request for Reconsideration, Applicant submitted evidence that additional third
party COCO/KOKO marks co-exist on the Register for the same or similar goods, namely:

COCOVO - alcoholic beverages except beers
COCOVINO — wine

COMO - wine

TE KOKO — wine

In the Final Refusal, Applicant was surprised that the Examiner failed to comment on this
evidence. The fact that additional COCO/KOKO marks have been allowed on the Register is
significant. Their existence alone demonstrates that these terms hold special appeal for
trademark applicants. See, Zillow, Inc. v. Super T Financial Inc. DBA LoanZilla, (TTAB 2014),
The 1972 decision in Loctite, 175 USPQ at 665, held that “while the third-party evidence
adduced by applicant cannot, per se, justify the registration sought by applicant |[citation
omitted], it is admissible and competent...to delineate opposer’s rights therein and thereby
narrow the scope of protection to be afforded such a mark.” The Loctite Board considered “why
opposer, applicant and others...have adopted and used and/or registered the term [at issue] or a
variant thereof as a trademark for the goods,” and in doing so, they determined that third party
evidence was relevant. I/d. Accordingly, when weighing likelihood of confusion, the question
before the Board is not necessarily whether an opposer has a valuable property right, but rather
“what measure of protection” should be afforded to an opposer’s mark. Id. See also, Syndicat
Des Proprietaires Viticulteurs De Chateauneuf-Du-Pape v. Pasquier DesVignes, 107 USPQ2d
1930 (TTAB 2013) (The state of the Register should be considered for whatever probative value
it offers. Evidence of third party applications/registrations is not irrelevant).

Despite the above, Applicant is aware that the state of the Register, by itself, is not
always given due weight when assessing the strength of a mark. Accordingly, Applicant submits
herewith at Exhibit E, evidence of common law use of the following third party COCO/KOKO
marks for related goods:

KOKO Red Meritage — www.vintnerscirclescottsdale.com

KONA KOKO BROWN - www.luekensliguors.com

KOKO KANU Coconut Rum — www.oxfordwine.co.uk

COCO POLADA — www floridawine.com




EL COCO Wines and Spirits — www,weebly.com

MADAME COCO Brut NV — www.winestar.com.au

COCOBON Wine — www.cocobonwines.com®

Applicant, in its prior response, also submitted evidence of actual use of COCOVINO and TE
KOKO.

The commercial co-existence of a large number of “COCO/KOKO” marks is proof that
consumers are accustomed to seeing these marks in the marketplace. Common use of a term by
several unrelated parties makes confusion unlikely. McCarthy on Trademarks and Unfair
Competition, §11.90. As a result, consumers will come to distinguish these third party marks
based on other elements, even “minute distinctions.” See, Palm Bay Imports, 73 USPQ2d at
1694.

Evidence of third-party use falls under the sixth du Pont factor — the “number and nature
of similar marks in use on similar goods.” n ve E. I du Pont de Nemours & Co., 476 F.2d 1357
1361, 177 USPQ 563, 567 (C.C.P.A. 1973). If the evidence establishes that the consuming
public is exposed to third-party uses of similar marks on similar goods or services, this evidence
“is relevant to show that a mark is relatively weak and entitled to only a narrow scope of
protection.” Palm Bay Imports, Inc. v. Veuve Clicquot Ponsardin Maison Fondee en 1772, 396
F.3d 1369, 1373, 73 USPQ2d 1689, 1693 (Fed. Cir. 2005).

3

Likelihood of confusion is reduced when the common element of the alleged conflicting
marks 15 a word or phrase that is “weak” in a trademark sense, In re America’s Best Chocolate,
Inc., 169 USPQ 53 (TTAB 1971), i.e., “when it is descriptive, highly suggestive, or in common
use by many other sellers in the market.” [Emphasis added.| Colgate-Palmolive Co. v. Carter-
Wallace, Inc., 432 F.2d 1400, 167 USPQ 529 (CCPA 1970). Numerous decisions have been
rendered finding confusion unlikely where the only common element between two marks was a
term deemed weak, descriptive or suggestive. See, Keebler, 9 USPQ2d at 1736 (no confusion
between PECAN SANDIES and PECAN SHORTEES for cookies); Nutri/Sys., Inc. v. Con-Sian
Indus., Inc., 1 USPQ2d 1809 (9th Cir. 1987) (no confusion between NUTRI/SYSTEM and
NUTRI-TRIM); Sears Mortgage Corp. v. Northeast Savings F.A., 24 USPQ2d 1227 (TTAB
1992) (no confusion between APPROVAL PLUS and APPROVAL FIRST for loan services);
Redken Laboratories, Inc. v. Clairol Inc., 183 USPQ 84 (9th Cir. 1974) (CURL & CONDITION
and CONDITION for hair care products held not likely to cause confusion).

In National Cable Television Association Inc. v. American Cinema Editors, Inc., 19
USPQ2d 1424, 1430 (Fed. Cir. 1991), the Court noted that terms such as PREMUIM, SUN,

BLUE RIBBON, NATIONAL, GIANT and AMERICAN are commonly used by unrelated
companies and it is therefore reasonable to infer that purchasers have been conditioned to expect

2 Applicant notes that this is not a complete list, but is representative to show the volume of third party uses of
COCO/KOKO marks.



different sources for goods or services that may be deemed sufficiently related. The Court
expanded on this by stating that the determination of likelihood of confusion involves what
happens in a real world setting. Id. The real world segment is limited to the market or universe
necessary to circumscribe purchasers or users of products like those being offered by the parties
under a common mark. Id Here, it is obvious from the evidence submitted that the relevant
segment is faced with a number of third party uses of COCO and KOKO and thus, are
conditioned to look to other elements, whether differences in the appearance of the marks or
differences in the goods/services, to distinguish one mark from another.

Indeed, because COCO and KOKO are not overtly strong, more weight must be placed
on other factors, such as the differences in the appearance of the marks. differences in the goods,
and differences in the trade channels.

IV.  CONCLUSION

Applicant appeals to the Board to review the evidence at hand and the Examiner’s
findings. Applicant re-asserts that confusion is unlikely and respectfully requests that the
Examiner’s refusal to register be reversed.

Dated: August 29, 2014 Respectfully submitted,

s/ Evicov Halstead
LAWRENCE E. ABELMAN
ERICA R. HALSTEAD

ABELMAN FRAYNE & SCHWAB
666 Third Avenue

New York, New York 10017
212-949-9022

Attorneys for Applicant

Attachments (Exhibits A-E)
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= 6 Spanish
B 6.1 Noun

e 6.1.1 Synonyms
= 6.1.2 Related terms

English

Etymology

From Spanish/Portuguese coco (“grinning face”) (due to the three holes i the shell resembling a human face).!
Noun

coco (plural cocos)

1. Coconut palm. [quotations ¥]
2. Coconut, the fruit of the coconut palm.  fquotations ¥7

References

1. * “coco (http//www.etymonline.convindex.php?tern¥=coco)” in Douglas Harper, Online Etymology
Dictionary (2001).

French

Pronunciation

= [PAke): /koko/
= Rhymes: -0

Etymology 1

Itakian, from Spanish, The fiuit was origmally referred to by the Spanish
equivalent of croque-mitaine (“bogeyman”), due to the spooky face-like
appearance of the three dots at the end of the shell, which developed
€OCo.

: Name is ultimately from the

appearance of a face in the cocomat
shell.

As i English, the fiuit was originally referred to as coco (in the 16th
century), but in the 17th (as in English) it became usual to refer to it as a nut, m the form noix de coco (“coconut™).

Noun

coco m (plural cocos)



82212014

mobeena

moaaz
MOAB

moab legs
moabtab

Moaburger
Moab, Utah
MOAC
moach
moachmng
moach mocha
moad
moeada foaka
moaded
moady
moaf
moafternoon
moafu

mo'a fucka

1]108.1&

Download the Free App!

1.
(o F: [JURR¢

mo

slang that means a lot or in an excessive amount.
Jeff got mo' booze for the party last night.
by Joe Ram July 19, 2006

ol 0174 7 2267

bttp:/fmww.urbandictionary.comédefine, php?term=mo%27

Urban Dictionary: mo'

37
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+ Owner/ Winemaker |

« Grower/ Partner |

« Asst, Winemaker ]

« Hospitality & Sales Director

* Customer Service, Marketing & Sales

Owner / Winemaker
Erik Miller

Originally from thggmg, Indiana, Erik had always dreamed of moving west. After graduating from Purdue University
in 1999, with a deg;réemimr{%;Qanizational, Leadership, and Supenision, he set his sights on Sonoma County in
order to pursue his dreams. " {raded in the soybeans and cornfields for the brighter skies, rolling hills and
vineyards", Erik said. "With my Midwestern values, | approached the new temitory with a promise to always treat
the farmers and business the same - with respect.”

Erik had his first opportunity to make an impression as a wine professional while working crush at Belvedere
Winery in the Russian River Valley. Starting at ground level as a cellar worker, there was an immediate connection
to the industry. After working that first harvest, Erik decided to enroll at U.C. Davis to study Oenology and leam
from the best in the field. During the time he was attending classes, he met Rick Hutchinson, owner and
winemaker of Amphora Winery, and was offered a full-time cellar worker position.

While handling his duties in the cellar, Erk began Kokomo Winery with a 2004 single vineyard Cabemet
Sauwvignon from Dry Creek Valfey. In naming his new venture, the winemaker decided to pay homage to his Indiana
hometown. In 2005 Erik brought on his best friend and college roommate, Josh Bartels, to assist with the new
winery's second vintage. With Josh on board, the two upped production and increased the product fine. After the
20086 harvest, Kokomo Winery moved into its own facility at Timber Crest Farms in Dry Greek Valley.

In 2008 Erik brought on his pariner in the winery, Randy Peters, who is a fourth generatton farmer in Dry Creek
Valley. "Having a partner who grows in three appellations in Sonoma County really completed the loop for us and
ensures consistency in quality and terior"

Grower / Partner
Randy Peters

Randy Peters is a 4th generation farmer in Dry Creek Valley. Farming 70% of Kokemo Winery's fruit production in
three different appellations, Randy's expertise in the vineyard completes the Kokomo team. The vineyards he
farms includes Peters Vineyard, Timber Crest Vineyards, Pauline's Vineyard and Ruth's Vineyard.

Pauline's Vineyard is the ranch Randy grew up an and is named after his late mother. Peters vineyard is Randy's

els Randy Peters & Erk Miller

Ross & Stephanie

Rosa Kim & Karen




EXHIBIT C



8/29/2014

Quizzes & Games

5 New!

Spanish Central »

If you're logged into Facebook, you're ready o go.

Travel Guard® Insurang

Save  Popularity
winery o :
Spms e Linke Save this word to your Favorites.

. e Travet More, Worty Less!
Fest Your Vocabulary | ravet More, Worry Lass!

) . www travelguard. com
Fake Qur 10-Question Quiz

CMOREGUIZZES .|

Cnotin D Nwine e, Win-ray

.1 a-place where wine is iade.”

Cplurel wineer-ies

v of WINE

TR Cite! B4

a wine-making establishiment

& See winery defined for English-language learners »

N
EXQUISITELY

* Next Word in the Dictionary: winesap
* Previous Word in the Dictionary: wine red
= All Words Near: winery

What made you want to look up winery? Please tell us where
. you read or heard it (including the quote, if possiblie).

|| Add a comiment...

: % Coml:ﬁe_:'nt_using.-.j. = i

Henry Anselm - instiide of Management and Tachnotogy Enugu
I'm a microblolegy student that have interestin wine production
Reply « Lke « Mach 14 gt 2 0am

gt

View Seen & Heard highlights from around the site »

Merriam-Webster on Facebook

195k

http:/Avww.merriam-webster. corvdictionarywinery

Name That Thing
Take cur visual vocabutary quiz
Test Youwr Knowledge »

True or False?
A guick quiz about stuif worth knowing
Take 1t Now »

Spell It
The commonly misspelled words guiz
Hear i, Spell It »

Big Words on Campus

Words that spike in lookups when
students return fo school

"A Kissis a Lovely Trick," &
More
Favorite Quotations About Words, Vol. 1

&

&

112



EXHIBIT D



8292014 Menghini Winerylocated in Julian, CA

[ i EIL—] E
Our Wines : -~
About & Directions
News and Events
Photos of Past Events
Photo Gallery
Special Ocassions
Contact Us

Home

Our Wines

e e . About & Directions
Welcome to Menghini Winery  News and Events

Photo Gallery
Special Ocassions
Contact Us

Follow Us On:

We are located 3 miles north of
downtown Julian California, nestled in
the foothills of Volcan Mountain.
Surrounded by apple orchards and a six
acre vineyard, the winery produces
approximately 4,000 cases of wine
annually.

Visit us at:

1150 Julian Orchards Dr
(between Farmer Rd & Wynola Rd)
Julian, CA 92036

Web Hosting powered by Network Solutions®

hittp:/Awww.meng hinfwinery.com/ 12
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2014 Concert Series .

THORNTON WINERY

Thornton Winery, Temecula CA \ About Thornton Winery

Thornton Winery

Nestled in the heart of the Temeculz Valley
Wine Country, Thornton Winery opened in
1988, The winery combines old world style
with new world taste to create award-winning
and premium varietal wings, The Méthede
Champenoise process is used because it has
proven to be the best for producing fine
quality Sparkling Wine/Champagne.

Thernton Winery's ¢oid werd charm and grace
are most apparent when visiting the winery in
Temecula. The winery, an elegant French-style
chateau overiooking the graceful vineyards of
the Temecula Valiey, highlights Café Champagne, a breathtaking Fountain Terrace, Herb Garden, Gift
Shop, and Champagne Lounge.

Thorntan Winery's winemaker, David Vergari, offers the famous Methode Champenoise Sparkling
Champagne along with premium varietals still wines. The result is a world class group of sparkling
and still wines that wilt amaze you.

Thornton Winery is proud of Café Champagne’s dedicated staff who have made the restaurant a Five
Star Award-Winning gourmet establishment featuring “Contemporary Fusion Cuisine.” The winery is
the perfect venue for the widely popular Champagne -Jazz concert series, scheduled from April
through Octaber, Naticnally renowned, Contemporary Jazz artists perform on the beautiful Fountain
Terrace—~the winery’s intimate, outdoor setting. '

Thormton Winery offers fabulous facilities for Weddlngs, Winery Tours, Corporate Functions and
Private Events.

http:/vwww.thorntarwi ne.comyabout

About Thornton Winery— Thornton Winery, Temecula CA

Plan Your Visit - Café Champagne . Shop Online . Wine Clubs .

é'.'_SEPTEMBER 13-‘- 7

; Bonev James,

“with opening act:_f?

_Nlck Celmnﬁe

Join Our Maiing
List

First Name

WINE TASTINGS
HOURS

Cpen Daily
10:G0a.m. to 8:00p.m.

PUBLIC WINERY
TOURS HOURS

Saturday:

11:00a.m. to 4:00p.m. every hour
Sunday:

11:003.m., 12:20p.st., 2:00p.m.,
4:00p.m,

GIFT SHOP HOURS

Open Dajly
10:00a.m. to 5:00p.m.

PHONE NUMBERS

Winery:

(951} 699-0099

Club Membaerships:

{951} 699-0099 ext, 3129
Weddings & Corporate/Private
Events:

(951) 693-009% ext, 3108
Concert Series Box Office:
(951} 699-3021

CONTACT EMAILS

General Info:
(=4 info@thorntonwine,com

Concert Series:

=} events@thorntonwine.com

12




87282014 Casa Larga - Our Story

THE WINERY

In 1974, Andrew Colaruotolo started Casa

Oy Slory Larga Vineyards as a hobby, seeking to
praduce wine reminiscent of wines produced
History by his familys vineyard in ltaly. Casa Larga's
first 3 wines were produced in 1978, earning
Vineyard & silver and gold medals in the first
compelition in which they were entered.
Winemaking
Now, 35 years later, Casa Larga Vineyards
lce Wine continues this tradition of excellence -
producing high guality, award winning wines,
Winemakers and growing to be one of the leading wine
producers in New York's Finger Lakes Region
MisitUs The Colaruotolo family has carried on Andrew
Colaruoctolo's dream of building a guality
Shop vineyard, seeking to not only showcase the
. quality wines thatcan be produced in New York
Wine Club

State, but also to remain dedicated 1o

. presenving the ltalian heritage from which the vineyard has grown.
Events & Festivals

Distributor and Trade

http:/fwww.casalarga.comyOur Stary 112



8292014 Benmarl Winery

Benmarl Winery

* Home

¢« About Us

e Qur Wines

* Events

* Wine Club

¢ Find Qur Wines

¢ Bed & Breakfast
* Blg

e Visit & Contact Us

About Benmarl Winery

Nestled in the lush green hills of Matlbore you will find Benmail Winery. Overleoking the historic Hudson River Valley, it’s 37 acre estate lays claim to the oldest
vineyard in America. The winery also holds New York Farm Winery license no.1.

Although our history runs deep, it is our tireless commitment to quality and consistency that has made us one of the premier wineries it the region. New York wines
are making a name for thermselves on the werld stage and we are proud to be a leader in this moverent.

Onr focus 18 on hand crafting wines that capture the essence of where they are sourced. From our estate grown Raco Noir and Cabernet Franc, to oy Riesling
sourced on Seneca Lake, and Merlot fiom the north fork of Long Isiand, we strive to allow our wines to speak of where they are from

Read more about Benmarl Winery »

Step by for a Tasting
of our wines

See our hours » Have Your NEXT
EVENT WITH US
See photos from past events » Love Wine?

Sien up for
our wine club foday »

* Home

+ About Us

¢ Char Wes

* FEvents

¢ Wine Club

e Fmd Qur Wines

* Bed & Breakfast
* Blg

+ Visit & Contact Us

* Benmarl Winery
* 156 Highland Avenue Marlboro, NY [2542 | (845) 236-4265 | © 2014

http:/fbenmarl.comy/ 11




8/26/2014 Sebastiani Vineyards and Winery ~ About Us - Our Winemaker

- Ower 30 years of distinction and achievement.

: Mark Lyon, Sebaqtlam Vineyards: & Winery Wmemaker

Mark Lyen's career-in winemaking spans over.30 years. of

distinction and’ achievernent: Mark graduatedwitha B.5. in

" Bermentation Science from the Unwersxty of California at
Davis i 1978 and was hited by, Sebastiani Vmeyal ds one year
later. T 1985; he ‘was put incharge of Rarvestiat theswinery:
andiwas: mstrumental ing 'makmg theinavugural vintage:of:
Scbastlam s famed’ herryblock Cabernet-Sauvignon. He has.
sihce. focused exclusnfe]y on producing-the best; iquality. WII‘\E‘-‘:
sourced throughout Sonoma Colmi’v

. a.rk and his faiher bought 2122 acrewiheyard:in R
A exander 3

_ lley Hishands-on management-of the- ¥ineyard
~has. allewed Tim to:developa tremendous knowledge.of
“winegrowing, par ticularly in:Bordeatix varietals: In:2005, Malk
. wasawarded the “Distingtished Alumi; Award” by U.C.
“Davis for his: community: service:and his, development of joint
:research projects-with the University: A biannual.recognition; *
the award has:been given to:such: prominerit industry: leaders
as-Robert: Mondav1 and JustindMeyers. Mark Has also been:
‘named: “Winemaker of the Year” by’ Res‘caurant Wine-

© Magazineand was included i ”Wmemakels to. Watch” by ’che
San Franmsco Chromcie i

L Although he’u, ,per]:nps best known for the: hlghly sought after-
i1 Cherryblock,, Mark believes his best'successes have been with
: #hat blend different viheyard:sites withiivabroader:
: -appeliahon The inaugiral'release of the 1999 Alexander
Valley Cabernet:Sauvignoriwasg the first Sebastiani Vineyards -
‘wiite to:be on: the’ coyveraf Wine; Spectator:and to:make-the
i publ{c_atlons_ “Top:100:Wines-Of The Year.” Additionally: the: ©
. 2001-Shnom:Co ounty; Chardennay:and 2002:Sonoma: Cownity.
Cabernet:Sauvignoni=-both selling for less than:$15.00.- were:
“nanved: "T(}p 100 Wihes.of the: Year? by the Wihe Spectator,
Magazme These achievements, tnigue in the history of
- Bebasttani Vinkyatds; occarred after the winery had divested:
sellofnearty 8 million cases of bulk wine production:in:2001.
- iorder o focus solely onsmallproduction winhes sourced
from the: appellatlom of Sonoma County

”By demeasmg out productloﬂ, we're'doing very: concre’se
thihgs to-prodice better. wines; world-class wines.. We're
©getting t the: Best clone: and rootstock matcHes for the soils; and
 climates. We re workmg only with growers who farm for -

B .-gquahty i the sl -appellations of Sonoma County best-suited
for-each grape variety: [ theicetlar, we'te hendling a huge
_nurnber ofsmalllots; .sometiung we:couldi’ t:dobefore: We:

) fare TOW: able o expenment w1th tec}uuques suchas employmg

hitp:/fvww sebastiani_com/About-Us/Our-Winemaker 12




8/26/2014 Robert Mondad Winery - Our Wines - Winery Exclusive Wines

A"HOU.T'US COURWE VESITUS. "SHOP. . WINEMAKING TOKALDN VI‘N_EYARDZ. WINE/CLUE:  COMCERTS ~CONTACT

L olR \J‘JINES

: RESFRVE WiNhS
RiCT WINES

Y Excwswe mes s

\‘(7@ recummcnd cqilmcr dk

*Please enter your comments here,

NARAYALLEY WIHES

TG NOTES ARTHVE:

FIND QUT. MORE

richiysaisfing,

rannins:. oo

" FIND QUT. MORE

CMOMENTSM

http:/Awsw.rober tmondanviwi nery.'comﬁ ndexcim?method= pages.showPag e&Pag el D=6dcb8fb3- 85bb-18e2-f142-8a31de38f6c28ariginalM arketing URL=Our-Wine. ..

13
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8/26/2014 Koko Red Meritage from the Reserve Coilection

@~ VINTNER'S CIRCLE"

YOUR WINE. YOUR WaY,

480.696.7004

Hours and Directions | Contact Us

Koko Red Meritage

Reserve Collection

hitp:/Awwwvintnerscirclescoftsdale.com/our-wines/reserve-collectionkoko-red-meritag ef 13



8/26/2014 Kona Kokp Brown 8pk 120z Kona Koko Brown - $7.49 : Buy Wine Online By Beer Online

togn Create Account  Shopping Cart (0} $0.08

. (855)9LUEKEN - (727)736-6378 - Store Locations

Wine Spirits - Beer . Champagne Shipping . ContactUs = .. . . lWhatarayou boking for? -

Product 59971234

{-of REPIRISTO THE FABTLET LT | Twmrs

Cost $7 49

Is there anything more iconic of the lush tropics than
the coconut? The delicious heart of this island treasure
has a nutty, toffee flavor and aroma that sends you
straight to the beaches of Paradise. Kick back with a
Koko Brown, brewed with real toasted coconut, and
savor the mahogany color and smooth, roasty mait
taste. Available Winter/Spring Koko Brown pairs well
with coconut and caramel flavors, such as Thaj curries,
BBQ meats and carne asada. Its refreshing nutty aroma
makes for the perfect beer after a day on the water.

Beer Discounts

larger image

Beer ABV
2-59

Beer Style
Brewn .

i Country
u.s. -

Region
Beer West Coast

Size
6pk

Addtocart:fT .

Customers who bought this product also purchased...

Widmer Brothers SXNW South by

Northwest Ale 220z Coronado Brewing Blue Ridge Coffee Stout  ROGUE CHOCOLATE STOUT 2202
220z .

hitp:ffwww. uekenstiquors.combeer/kora-toko-brown-Bpk-120z 142



8/26/2014 Koko Kanu Coconut Rum, Jarmaica - - Oxford Wine Company

Standlake, Witney, Oxford OX29 7PR
Tel: 01865 301 144

Fax: 01865 301 155email >
Warehouse Opening Hours

Mon - Sat 9am - 7pm

Sun 11am - 4pm

More Images

[1]

Koko Kanu Coconut Rum, Jamaica

Ref. 2132

http:/Awawv. oxfordwine.co.ulk/shop/kokokanucoconutrumiamaica_2243.php 143



Coco Polada

8/26/2014

BUISINESS OPRORT

Shopping cart is empty.

ne Wine Store

E en

Add to Cart

S L A m..”.w 4

172

http:/Awwan floridawine.comMi nes/florida-specialfy-wines/coco-polada



Home (/index.html} Our Products (four-products.hitml} About Lambanog (fabout-lambanog.html}

Contact Us (/econtact-us.html}

About El Coco Wines and Spirits.

At El Coco Wines and Spirits, we pride ourselves for
having a total combined experience in manufacturing
and marketing of Coconut wines and spirits for 40 years,

Our Company intends to concentrate in the marketing of
the brand EL Cacc Wine Lambanog that are duly
registered with the Department of Trade and Industry,
Intellectual Property Office. It also plans to widen its
distribution locally by appointing Distributors ail over the
Philippines and later entertain prospective importers’
inquiries from other countries.

We Presenflyoperate on 20 hectares of agrarian land in
San Pablo City. Laguna.




8/26/2014 Madame Coco Brut Nv| Winestar

oamsam

Search WineStar

Sparkling » Champagne & %ﬁiportec& »
Madame Coco Brut Nv

Madame Coco is sourced primarily from the Aude Valiey, in the foothills of the Pyrenees. The high altitude and proximity to the mountains
results in cool evening breezes and nights that allow the creation of elegant sparkling wines. The regicn has been producing sparkling wines
since the early sixteenth century, a heritage that pre-dates Champagne by over a century.

Madame Coco is made exclusively from white wine grapes. Chardonnay is 85% of the blend and gives a core of pristine fruit, length and
depth of flavour. Smaller amounts of Chenin Blanc and the indigenous Mauzac provide elegance and mineral acidity. Once vinified the base
wing is transferred to the highly regarded sparkling wine specialist, Yeuve Ambal, in Burgundy. The wine is made using “Methode
Traditionelle”, undergoing secondary fermentation and then an average of twelve months on lees in bottle before disgorgement.

Madame Coco is a very spiffy little number from Fourth Wave Wine, It's well packaged, well priced, well made and well easy to quaff. it's a
blanc de blancs sparkling white wine grown in France's Aude Valley, 1t's made with chardonnay (50%) and chenin blanc mostly, though there
are some small inputs from other high acid white varieties. |t spends 12 months on lees, It’s made properly - methode traditionelle - none
of this tank-gassed-fermented business. if you go through a bit of sparkling wine, you're pretty much mad not te jump onte this.

It’s French, it’s bubbly, it’s under $20 and it’s a whole lot of fun. In many ways, there's no need to say anything more. It's musky and
lemony, ative with fluffy bubbles and flavoursome enough. { know it’s a blanc de blancs but | saw some Turkish delight characters in it;
though that said, | drank a bit too much of this a bit toc quickly, so maybe my judgement was impaired, {t's that kind of wine. Buy, By
Campkell Mattinson; The Wine Front

Price: $13.99

htip:/Awawwinestar.com.aw/madame-coco-brut-nv 1M




8/26/2014 Cocobon Wine

,IE‘ !A : E‘
FIND COCOBON

V\?é“{/afc QIIJ]?(%B:X grapes from the finest California vineyards to handeraft a rich, silky Red Blend with a soft, hwaurious finish. Unearth flavors of dark cherries and vanilla i every sip of-
D COCQDONWINES . COMm

AGssghrnGslbsd SEBRIEa G style varictals, Cocobon is a sensory delight. Lose yourself in deep crimson, prime the palate wih aromas of mocha, cocoa and cherry, and savor
Winemaker Georgetta Dane’s path to enlightenment started halfivay around the world, guiding her from Rornania to California’s Central Coast. She continues her jowney at Cocobt

01.21.2013 _
Cocobon: A Sensory Experience

Hi, I am Georgetta Dane, winemaker for Cocobon,

it tonn anmatham sinn in A Aammene s arss amiamas 40 n e e et i el mn e mad mmedl T oain amm b I dhin Sncbndln o i iy s i bl Fhme A A beaes i

http:/Amaw.cocobonwines.comy/ 11



