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WHO WE ARE

A Mission-Driven Community for Wine
Come Together — A Community for Wine (www.cometogetherforwine.com) is a mission-driven company dedicated to
communicating positive messages about wine, sharing its beneficial role in society, culture, and lifestyle. It was founded by best-
selling author, Karen MacNeil and wine marketing experts, Kimberly Noelle Charles and Gino Colangelo. 

Launched 2024

Come Over October

An international campaign that uses October to spark year-
round connection by inviting friends, colleagues, neighbors,
and family to share wine and friendship.

Launched 2025

A spring campaign encouraging consumers to get together on
Sundays to share wine and food with friends, colleagues,
neighbors, and family.

Share & Pair Sundays
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https://www.cometogetherforwine.com/


CAMPAIGN REACH

Two+ Years of Growing Connection (2024–2026)

3.6B

PRESS COVERAGE

UVMs

5.7M

SOCIAL MEDIA

people reached

1,400+

RETAIL ACTIVATIONS

stores nationwide

7M

CONSUMER REACH

retail consumers

As Featured In:  MarketWatch • NPR • Forbes • Associated Press • The Washington Post • International Business Times • Yahoo News
and more! 
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MEDIA COVERAGE

Our Story, Told Across the Press
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MEDIA PARTNERSHIPS

Print & Digital Advertising

Wine Business Monthly
1 print ad + digital ads

Somm Journal + Tasting Panel
Full-page print ads in 15 issues, print
editorial features in 9 issues

Wine Enthusiast
Full-page print ads in 4 issues

VinePair
Three editorial features + sitewide digital
banners for each campaign

Wine Folly
1 million digital banner impressions during
each campaign

All major wine trade and consumer publications donate ad space — a direct expression of industry confidence in our campaigns.

Third Year of Donated Trade & Consumer Media

Wine Folly

1 million digital banner impressions during
each campaignWine Spectator

Print ads in 2 issues + digital ads on
WineSpectator. com and Shanken News Daily



RECOGNIZED BY THE INDUSTRY

Awards & Recognition

2025 Wine Star Awards

Person of the Year — Collective
Nomination for COO's Co-Founders

The Drinks Business Awards
2025

Best Consumer Campaign —
Commendation

Texas Wine & Grape Growers
Assn.

2025 Wine Press Award

PRWeek Purpose Awards 2025

Finalist, Best B2B
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Lidia Bastianich
Chef & PBS Television Personality

“Sharing food and wine is life itself.  It is a common
denominator we all have.”     

Anita LeBrun
Minnesota State Wine Advocate & Grandmother

“Over a shared drink, we get to reminisce about parts of
our lives, raising a family, the loss of a friend, and

celebrating the golden phase of our lives.”     

Alecia Moore (stage name P!nk)
Founder & Winemaker, Two Wolves Wine

"You give someone a bottle, and you give them the story of
the person and place behind it. Then they get to take that to
a dinner party or a get-together with friends, own that story

and share it… and it opens up a really beautiful, intimate
connection. With wine, it's always comes back to the story...

you're bottling magic.”     

GLOBAL THOUGHTS ON COME OVER OCTOBER

What Our Supporters Say

Jermaine Stone
President & CEO, Cru Luv Wine

“Hip hop is a lifestyle the same way wine is a lifestyle.  It’s
about emotional connections.”

Eric Asimov
Chief Wine Critic, The New York Times

“Wine enhances the whole [dining] experience.  It
enhances conversation, it makes food taste better, it does

bring people together.”

Jacki Strum
President & Publisher, Wine Enthusiast Media

“The crisis of isolation has never been more prevalent,
and I suspect it is harming us far faster than an innocent

glass of wine (or two) ever could.”     

COME OVER OCTOBER 2026 • NEW ZEALAND PRESENTATION • WWW.COMEOVEROCTOBER.COM





CAMPAIGN RESOURCES

Everything Partners Need to Activate

Promotional Materials
Open-source logos, point-of-sale, and digital templates, available to:

Create your own events

Promote your wines

Reach wine club & DTC customers

Stage retail and on-premise promotions

Compendium Decks
Compilations showing how companies of every size have activated our campaigns are
available

Come Over October Activation Ideas

Share & Pair Sundays Activation Ideas

Campaign Success Metrics

New POS Materials
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SOMETIMES PEOPLE JUST NEED A REASON

41%
say a specific occasion or reason to gather — like Come Over October —
would make them more likely to host a gathering with wine.

Among 1,455 wine consumers; respondents could select up to three answers. “Which of the following would make you more likely to host a gathering with wine?”
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SEE THE FULL SURVEY RESULTS HERE

WHAT WINE BRINGS TO THE PICTURE

The presence of wine was tied to a warmer read of the very
same scene.
In our recently conducted national wine consumer survey, respondents saw one of two versions of the exact same dinner-gathering photo — one
showing wine, one showing water — then described the group.

Seem like close or old friends Wine 48%

Water 38%

Atmosphere looks warm and
relaxed

Wine

73%Water 65%

Looks like a special or memorable
occasion

Wine 25%

Water 16%

Looks like a generous, well-hosted
gathering

Wine 21%

Water 13%

Wine image n=804, Water image n=592. “Based on this photo, which of the following would you say applies to this group?” All differences
shown are statistically significant (p<0.01).
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INTEREST IN COME OVER OCTOBER

The concept resonated before respondents even finished the
survey.

91%

expressed some interest in or openness
to Come Over October

familiar, aware, or said it sounds appealing

55%

opted in to receive more information
about hosting a gathering

an opt-in action, not a yes/no approval rating

74%

said they're very or somewhat likely to
host or attend a wine gathering this
October

Combined base n=1,390–1,553 depending on question. Q16 “Have you heard of Come Over October?”; Q17 email opt-in; Q15 likelihood to host/attend this October.
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COME OVER OCTOBER IN CANADA

Toast to Togetherness: The Arterra Rollout

32M+ total impressions • 142 media hits • 80 guests at the flagship Toronto Star event • $25,000 donated to Right To Food Canada
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RETAIL CASE STUDY

Constellation Brands × Kroger

600 participating Kroger stores significantly outperformed non-participating locations nationwide.

KIM CRAWFORD
Sauvignon Blanc 750ml

+5.50
PERCENTAGE-POINT LIFT vs. CHAIN AVERAGE

COO Stores Only +18.90%

Total Kroger +13.40%

MEIOMI
Pinot Noir 750ml

+6.27
PERCENTAGE-POINT LIFT vs. CHAIN AVERAGE

COO Stores Only +4.50%

Total Kroger -1.77%

THE PRISONER
Red Blend 750ml

+10.72
PERCENTAGE-POINT LIFT vs. CHAIN AVERAGE

COO Stores Only +7.30%

Total Kroger -3.42%

600 stores • 80%+ execution on featured items • timed to fall gatherings & Halloween • in-store voiceover support featuring Karen MacNeil

COME OVER OCTOBER 2026 • NEW ZEALAND PRESENTATION • WWW.COMEOVEROCTOBER.COM



10 Ways to

Ideas for campaign activation

01

Host a Themed Tasting
Event
Create a special in-person
experience tied to COO, like a
harvest dinner or seasonal pairing
menu.

EXAMPLES

PEJU Winery

Martin Ray Winery

Franc-n-Flight paired Cabernet Franc
with Halloween flair.

Harvest Happy Hour brought members
together.

02

Launch a Limited-Time
Offer
Drive urgency with exclusive
discounts, bundles, or 2-for-1
tastings during October.

EXAMPLE

Domaine Divio

Offered large-format discounts.

03

Create a Seasonal Wine
+ Food Experience
Partner with local food purveyors or
restaurants to design pairings that
celebrate gathering.

EXAMPLE

NAIDU Winery

Celebrated Diwali with a paneer +
wine pairing.

04

Incorporate COO into
Wine Club Shipments
Include campaign collateral, recipes,
or pairing ideas to extend the
experience into members' homes.

EXAMPLE

RIDGE Winery

Included printed collateral in fall club
shipments.

05

Tie Into a Cultural
Celebration
Align COO with local or cultural
festivals for deeper engagement.

EXAMPLE

LXV

Paired COO with wine and curated
spice blends for Diwali.
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ACTIVATION IDEAS

10 Ways to Come Over October

06

Activate on Social Media

Post reels, photos, or stories that inspire
connection. Get playful or pop-culture
inspired!

EXAMPLE

Chateau Chantal

Recreated the iconic Friends opening sequence.

07

Offer a “Gather at Home” Kit

Curate a COO-inspired pack with wines,
pairing items, and a keepsake.

EXAMPLE

Eleven Eleven Winery

Sold a curated gather-at-home set.

08

Collaborate with Influencers

Invite influencers to share their own COO
celebrations or visit your winery.

EXAMPLE

Clif Family Vineyards

Partnered with @winewithpaige on a visit.

09

Align with a Regional Wine
Program
Leverage existing October wine-month
promotions and rebrand them with COO
assets.

EXAMPLE

Texas Wine Month

Became “Come On Over Y’all” for the campaign.

10

Inspire Community-Generated
Content
Encourage customers to share their own
gathering moments to grow your brand's
community.

EXAMPLE

Famici Wine Cellars

Created a community cookbook from
submissions.
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Learn how to bring Come Over October to
your business this October.

www.comeoveroctober.com

@comeoveroctober

barbara@cometogetherforwine.com

GET INVOLVED

Two Ways to Join the Movement

Support Participate

Activate Come Over October. Use our open-source
materials to host events, promote your wines, and share
the message with your community.

Back the campaigns through sponsorship or a donation.
Your support helps fund research, press outreach, and
marketing materials that keep wine's positive story front
and center.
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