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EDITORS’ NOTE Dan Kosta began 
his fi ne dining career working for 
John Ash & Co. restaurant in Santa 
Rosa, California, and eventually 
became the restaurant’s Operations 
Manager and Wine Director. Kosta 
also has consulted for restaurants 
in California’s Sonoma County 
and sits on the boards of directors 
for the Sonoma County Harvest Fair 
and the Sonoma County Tourism 
Bureau. He participates as a judge 
for the san Francisco chronicle 
Wine Competition, West Coast Wine 
Competition, and Grand Harvest Awards.

COMPANY BRIEF Based in Sebastopol, 
Cali fornia, Kosta Browne Winery (www. 
kostabrowne.com) was founded in 1997 by Dan 
Kosta and Michael Browne. Kosta Browne’s sin-
gle vineyard wines are produced under three 
appellations – Sonoma Coast, Russian River, 
and Santa Lucia Highlands – and include pinot 
noir, syrah, and rosé of pinot varieties.

What can your clientele expect from Kosta 
Browne’s new vintages, and how are the 
products evolving?

we have two releases a year, so we re-
leased ’06 sonoma coast and russian river ap-
pellation wines in the spring. as far as the ’06 
vintage, it’s a rather elegant style of vintage; it’s 
throttled back a little bit with more feminine 
nuances. people can expect elegant wines, but 
at the same time, they’re going to have a nice 
ageability, because they’re still structured.

evolution is an interesting word because it 
implies that there are slow changes in a product, 
and if there is an evolution in what we do, it’s 
that we are getting better at what we do. always 
working towards perfection is our goal, but our 
palates really haven’t changed our desires, and 
the style of wines we make hasn’t changed. 

Does technology have a heavy infl u-
ence on the wine production process today, 
or is it still being produced as it has been 
over the years?

there is defi nitely an infl uence of technol-
ogy, but you have to be responsible with the 
use of that technology. the advanced technol-
ogy we use is for cleanliness in the winery. 
other than that, if you come to our winery, 
there is not an extreme amount of technologi-
cal advances. 

Is it ever tempting to broaden 
distribution or will you remain 
consistent in the limited distribu-
tion of your wines? 

when you’re dealing with a de-
mand that’s much higher than your 
supply, it’s always tempting to tap 
into that resource. however, we’re 
dealing with a product that has a 
fi nite production value as far as it 
relates to quality. our model is to 
take care of our mailing list custom-
ers fi rst, and that will always be the 
case. so the distribution will remain 

limited out there. we have to resist that temp-
tation to grow just because we can.

How challenging is it to fi nd the con-
sistency from vintage to vintage, and do 
you know early in the process whether that 
wine is going to be at the level you need?

we have to deal with what mother nature 
gives us. we can guide the fruit, the vineyard, 
and the winery, but creating consistency has 
always been relatively focused and simple be-
cause all we’re trying to do is make a really de-
licious beverage, and that starts by tasting fruit 
in the vineyards.

in terms of knowing during the process if 
the wine is going to work, you do. over the 
years, we’ve sought out vineyards that we know 
very well, with regard to what their performance 
level can and should be. consistency is the name 
of the game, as far as the vineyard goes, because 
our customers want to know what they can ex-
pect. we have the ability to declassify wines, 
but we’ve never really needed to because we’re 
working with vineyards that are so good. 

When you fi rst decided to get into this 
business, could you have imagined 10 years 
later there would be such a focus on pinot 
noir? 

i think we did imagine that. when we were 
starting out and raising money, we talked of 
how pinot noir from california was going to hit 
it big, because we knew that pinot noir was at a 
turning point. we loved pinot noir and wanted 
to make it on a selfi sh level, but on a business 
level, we had a feeling at the time that it was an 
underrated and underutilized grape, and we felt 
it was going to have a renaissance. 

With your level of quality and limited 
distribution, how have you been able to 
keep the price point reasonable and open 
to a much broader clientele?

we’re still a small winery, and we rely on 
our direct-to-consumer business. it’s a very per-
sonal business, and when you start raising prices 
that are either disproportionate or opportunistic, 
it doesn’t look good. the winery business is a 
marathon, not a sprint, so you have to be fair. 
we’re not the highest priced pinot out there, 
and i don’t think we ever will be. but fair is key, 
and value is key. we always want to be at value 
or price our wines below what people expect.

Is it enjoyable to have such a close 
relationship with Cofounder Michael 
Browne, or does it sometimes make it more 
challenging?

we’ve been partners for 10 years, and there 
were defi nitely some bumps in the road, but 
in the past four or fi ve years, things have been 
real smooth, and it’s because there’s a common 
vision. where we’re going, we see eye to eye 
on things, but just because we have the same 
perspective doesn’t mean we’re myopic. there 
is a division, because everyone has their spe-
cialties, but at the same time, we come together 
on common ground every day.

Do you take the time to celebrate 
how much of an impact you’ve had since 
you developed this brand 10 years ago, or 
are you always looking ahead to that next 
opportunity?

it’s more looking forward. after 10 years, 
we’re getting into this position where we have 
enough security to relax and enjoy our fami-
lies. we’ve allowed ourselves to celebrate a little 
every day. we’re not going out and popping 
champagne on the weekends, but every day we 
can look at each other, have a glass of wine, and 
say, this is a cool and great ride. it’s still fast and 
furious, but we know that things are going to 
be oK, so that in itself is a celebration, and for 
that we’re lucky.•

Dan Kosta

Working Toward
Perfection
An Interview with Dan Kosta, 
Director of Sales and Marketing, Kosta Browne Winery

A bottle of 2004 Kosta Browne Pinot Noir
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