seller and IT support firm—uwas 45 per-
cent employee-owned and Hutch said
there were plans for a more gradual tran-
sition to full employee ownership. But he
sped up the transition as part of what the

71-year-old calls his exit strategy.
“The only other exit would be family
Continued on page 17



Wright oversees roughly 200 local employ
ees. Some 80 percent of Constellation’
sales revenue is generated by Constellatio
Wines North America. The company ha
sales of $3.4 billion in fiscal 2010.

The position is one of many Wright ha
held in consumer products companies, ris
ing from a sales and marketing position t
become a seasoned executive.

“I followed my gut to get here,” he say:
“You have to love what you do.”

Wright came from humble beginning:
He was raised in Montreal, where his fa
ther, the late John Wright, ran a smal
wholesale plumbing and heating suppl
business.

Coming from a business family, Wrigh
had a natural tendency to favor a career i
business. It was a desire that grew whil
he attended Queens University in Kings
ton, Ontario.

As a university student, Wright says, h
acquired three skills that have helped hir
throughout his career: critical thinking
teamwork and time management.

Wright received his bachelor of commere
degree in 1981. After graduation he worke
for Procter and Gamble Inc. in Canada i
brand management, then moved to Nabisc
Brands Canada Ltd., where he honed hi
marketing skills while promoting product
such as Oreos and Shredded Wheat.

His next job was at Molson Coors Brew
ing Co., where he focused on strategi
planning and innovation. Then he took
job at Borden Inc. as vice president of mai
keting in Canada. The company late
moved Wright to Columbus, Ohio, wher
he wae nnt in charoe af a2 L300 million foo,
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Wines U.S. Inc. The firm brought him to
the United States to oversee sales and mar-
keting initiatives and help with integration
efforts. Later that year, he was promoted
to president of Constellation Wines U.S.
and his current job.

His new responsibility for Constellation
Brands' New Zealand operation will fit
well with his current responsibilities for
North America, Wright says, pointing out
that more than half of the wine exported
from New Zealand comes to the United
States and 25 percent goes to Canada.

Wright especially likes the daily variety
of his duties. He works closely with top
customers and distributors and has sought
to develop a strong team around him that

VORASRRTIAR AN AN AT SRR LLLAEIML MASAN, SR S AN SN
ic for the wine industry, Wright says. Mil-
lennials—those born from 1980 to 2000—
represent more than 50 million potential
consumers.

He also enjoys the extensive travel that
comes with the job.

“We have facilities in some of the most
beautiful places across the U.S..” he says.

On some of his travels, Wright is part of
meetings in which Constellation Brands’
upper management confers with top execu-
tives from larger customers, such as Wal-
Mart Stores Inc., Publix Super Markets Inc.,
the Kroger Co. and Safeway Inc., as well as
distributors. They discuss topics such as
how a new product is selling or what press-
ing issues the customer may be facing.

When Wright is in town, he spends time
at Constellation Brands® operation in
Canandaigua and the company’s headquar-
ters in Victor. Depending on his daily
schedule, Wright may get in a quick work-
out before heading to the office.

A benefit of the job is the product, he
says. Wright doesn’t admit to a favorite
label or varietal, saying he enjoys a mix
of Constellation products and praising the
virtues of many, from Robert Mondavi’s
Cabernet Sauvignon Reserve to Wood-
bridge Chardonnay and the Estancia wines.

When wine is served with food, he says,
it changes and elevates the occasion. “It
slows things down and allows people to

Continued on next page
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is that there are not enough hours in the
day, he says.

The global recession was also a hard
time for Wright, since Constellation
Brands was not immune to the downturn,
The firm went through some restructuring,
selling off brands, as consumers reduced
their purchases of alcoholic beverages, es-
pecially at restaurants and bars.

The most challenging aspect of the job
for Wright is not being able to immedi-
ately embrace all the great ideas he gets
from his team, whether because of time
constraints or limited resources.

“You can’t do everything at once, and
as a leader that’s rough,” he says.

Wright describes himself as a people
person and believes an important part of
his job is having the right team around
him. Getting those people involved an
building their trust permits candor an
drives growth, he says.

“You may not be the smartest guy or th
fastest guy, but with the right team i
place, you will win,” he says.

Another way to succeed is to be deter
mined.

“Determination is omnipotent,” Wrigh
says.

Wright has gotten inspiration over th
years from mentors, including his parents

From his father, Wright learned the im
portance of determination, as well as a lov
of sports. And he draws on the affability
optimism and love of people of his moth
er, Roberta.

Another mentor with a family connec
tion is Wright’s father-in-law, Robert Gil

Sands says, adding that Wright has the
ability to motivate those around him. “He
is the kind of guy people like to be around
and follow. Were lucky to have him.”
Wright lives in Pittsford with his wife,
Sue; daughter Sophie, 16, and son Matt,
11. The couple’s 19-year-old son, Sam, is
away at college at his father’s alma matter.
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ear and speaks enthusiastically about new
nitiatives that will help Constellation
jrands in its “sweet spot”—wines selling
or $5 to $20 a bottle. Plans include continu-
1g to promote the company’s Svedka vodka.

An innovation team has been assembled
nd is examining matters such as finding
he next “it” varietal and how best to pack-
ge the products. There also will be what
Vright calls aggressive investing in digital
narketing and category management, look-
ng at price and promotional effectiveness.

Another growing area at Constellation
trands is education. The company has an
cademy of wine in California that works
vith employees, distributors and custom-
rs on wine knowledge.

Wright believes that knowledge should
e extended to consumers.

“Some people find wine intimidating,”
e says. “Our job is to make it less intim-
dating and a part of everyday life.”

adeckert@rbj.net / 585-546-8303




