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ABOUT PARS

A leading publishing industry innovator for more than 25 years, PARS 
International is proud to be the official 

content and IP licensing agent for many of 
the world’s top media brands. We offer a full 
suite of products and services that includes 
hardcopy and digital article reprints, editorial 
permissions, specialty products, and logo & 
accolade licensing to companies looking to 
extend the power of coverage in the premier 
media brands we represent.

For more information about reprints and licensing, visit www.parsintl.com.



WHAT WE DO

Our success stems from a blended 
approach to inbound and outbound 
marketing and long-standing, deep 

relationships with some of the world’s largest 
consumers of content across all categories.

Inbound: We respond to demand funneled 
through various channels, including our media 
partners, relationships with brands and preferred 
supplier partnerships.

Outbound: Our team of dedicated salespeople, 
sales assistants and researchers, reviews, 
prospects and proactively contacts companies 
and individuals who may be interested in 
leveraging our partners’ content in their 
corporate communications, advertising and 
marketing.

For more information about reprints and licensing, visit www.parsintl.com.



WHY IT’S IMPORTANT
Incremental Revenue — Content licensing 
is a seven-figure revenue line for many of our 
media partners. With little to no expense, this 
revenue drops straight to the bottom line.  

Increased Brand Exposure — Licensed 
content, particularly logos and accolades that 
appear in advertising, marketing and recruiting 
efforts, expose your brand to a wide audience.  

Protect Editorial Integrity — Having an 
arm’s length in the transaction between creation 
and the sale of content ensures editorial integrity 
is maintained.

Deter Copyright & Trademark 
Infringement — PARS polices suspected 
infringements of your copyrighted content and 
trademarked logos through the use of digital 
and offline sources. Our efforts both monetize 
infringing uses and protect the core value of 
your assets.

SOME OF OUR PARTNERS

For more information about reprints and licensing, visit www.parsintl.com.



WHAT DO I DO IF SOMEONE IS 
INTERESTED IN LICENSING? 

Get the PARS Team involved as 
soon as possible. We will work 
with you to properly assess and 

value the client’s ask so we can together 
determine the best path forward. 

For more information about reprints and licensing, visit www.parsintl.com.



LICENSING
DIGITAL ADVERTISING & MARKETING

For more information about reprints and licensing, visit www.parsintl.com.



MERCHANDISING
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SCREEN PRINT
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TRADE SHOWS & EVENTS  
AND PRODUCT PACKAGING
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OUR PRODUCTS
REPRINTS, E-PRINTS AND PLAQUES
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ANNAPOLIS, Calif. — At Peay Vineyards, 53 
acres of vines on a ridge near this tiny town just 
3.5 miles from the Pacific Ocean, the fog gener-
ally burns off by around 9 a.m. and the air begins 
to warm up, at least for a little while. By midday, 
a breeze starts to blow, ruffling the leaves of the 
towering redwoods and getting stronger until the 
fog rolls in again in the late afternoon.

This is part of the challenging viticultural life 
in the northern part of the West Sonoma Coast, 
which in May became the newest official Ameri-
can wine appellation.

If the name sounds oxymoronic — it’s not as if 
there’s an east Sonoma coast — it’s testimony to 
the gerrymandered nature of American Viticul-
tural Areas, as wine appellations in the United 
States are formally known.

The new designation was created after years 
of debate to distinguish the area along the coast 
from the vast area encompassed by the original 
Sonoma Coast appellation. When that appella-
tion was established in 1987, it stretched absurdly 
eastward to areas so far away from the coast that 
the ocean had little influence on the climate.

So it was that West Sonoma Coast was estab-
lished, to denote the area actually along the coast, 
stretching from the Pacific five to seven miles in-
land, north to the Mendocino County border and 
south to the Petaluma Gap, another ocean-influ-
enced American Viticultural Area.

The new appellation includes three subregions: 
the area around the towns of Freestone and Oc-
cidental to the south, Fort Ross-Seaview in the 
center and Annapolis in the northern reaches of 
the appellation near the Mendocino border Peay 
in 1998 planted the first substantial commercial 
vineyard in the Annapolis area.

For Peay Vineyards, the new designation comes 
as an acknowledgment, if not exactly vindication, 
that the area they pioneered 25 years ago offers 
distinctive qualities shown transparently in their 
wines, primarily complex, polished pinot noirs; 
savory syrahs; fresh, intense chardonnays; and 
smaller amounts of vibrant Rhône whites.

“The wine, the quality in the glass vindicates our 
gamble to grow grapes out here,” said Nick Peay, 
who, with his wife, Vanessa Wong, and brother, 
Andy Peay, are the three proprietors. “The A.V.A. 
just helps communicate to the wine-buying public, 
gets them to try the wine, gets the wine into their 
glass. The wine can speak for itself.”

The area along the coast is completely different 
from inland areas that still qualify for the greater 
Sonoma Coast appellation, generally cooler in the 

days, warmer in the nights and wetter. But even 
within the appellation, the conditions in the subre-
gions vary considerably.

Fort Ross-Seaview, to the south of Annapolis, 
is partly defined by elevation. Vineyards must be 
920 feet above sea level or more, effectively put-
ting them above the fog line. The higher altitude 
means it’s generally warmer there, with earlier 
harvests than around Annapolis, which is lower in 
elevation and cooler by daytime.

Back in the mid-1990s, when the young Peay 
brothers — Andy is now 52 and Nick 56 — decided 
they wanted to plant a vineyard and make wine, 
they were something of an anomaly. They had 
grown up in a suburb of Cleveland in a wine-lov-
ing family, but Andy had no experience growing 
grapes or making wine. Nick, at least, had worked 
for a small winery that bought grapes from all 
over the Santa Cruz Mountains.

What’s more, neither wanted to make the sort 
of powerfully fruity, sometimes overripe, high-
alcohol California wines that were increasingly in 
vogue in the late 1990s.

“We were looking for a cooler place than any-
where else,” Andy Peay said. “The theory Nick 
had was, if we could find a place where we didn’t 
struggle against the beautiful California sun, we 
could make wines that were fruity but had other 
aromatics as well.”

They decided, Andy recalled as he, Ms. Wong 
and I walked through the vineyard in early June, 
to look for ridges in the coastal mountain ranges, 
places where cool air could penetrate from the 
ocean but where they had at least a little protec-
tion from the fog.

“We drove around in pickup trucks, looking for 
rivers and low spots and other things that might 
indicate fog, like lichen and moss on fence posts 
and trees,” Andy said. “Ferns would tell you wa-
ter was trapped in soils.”

They finally found a promising site near Annapo-
lis, an old sheep farm and apple orchard. “The old-
timer had a spiral notebook and kept a daily log of 
temperatures and precipitation,” he said. “We saw 
how the temperature changed through the season. 
It had quite a high average precipitation, but it’s 
California so we don’t get rain in the summer.”

In 1996, they bought 280 acres 600 to 800 feet in 
elevation, with a weathered barn and house. Gra-
venstein apple trees still dot the land, as do the 
timbers from old sheep paddocks.

“We knew we were taking a gamble,” Nick said, 
“but I had learned a lot about exposure to marine 
air and temperature changes with elevation.”

The brothers began planting the vineyard in 
1998, primarily with pinot noir, which, before the 
movie “Sideways” sent the popularity of pinot 
noir soaring in 2004, was something of a risk. They 
planted smaller amounts of chardonnay and syr-
ah and tiny quantities of viognier, roussanne and 
marsanne.

It would be a few years before they’d have 
enough grapes to make wine. Nick took on the 
role of farmer. Andy would handle marketing 
and sales. In 2001, in time for their first vintage, 
Ms. Wong, an experienced winemaker, joined the 
team. She has made every vintage since.

The West Sonoma Coast region has blossomed 
in the last 30 years, beginning in the more south-
ern areas with Summa Vineyard and Coastlands 
Vineyard near Occidental and Hirsch Vineyards, 
Fort Ross Vineyard and Flowers Vineyards 
around Fort Ross. The Annapolis area followed. 
Vineyards in the area now include Hartford Court, 
Campbell Ranch, Goldrock Estate, Ridgetop 
Vineyard and more. Plantings have slowed, 
though, as environmental regulations limit the 
available land.

Peay’s initial wines were not in the dominant 
style of the time. They were intense without being 
heavy or fruity, and taut and refreshing with live-
ly acidity. The aim, Andy Peay said, was to show 
the characteristics and potential of the vineyard 
in wines that were intended to go with food. That 
required him to sell the wines virtually by hand.

“When we started I didn’t want critics tasting 
our wine because our palates didn’t align,” Andy 
recalled. “In the 1990s, you submitted your wine to 
a couple of reviewers, got a 98 and unplugged your 
phone. That wasn’t the style we wanted to make.”

Instead, he visited sommeliers in Bay Area res-
taurants who were then largely avoiding Califor-
nia wines because they were too heavy and high in 
alcohol to go with their menus.

Over the last 20 years, the stylistic pendulum 
of California winemaking has swung in Peay’s 
direction. Tastes are far more diverse, and the 
Sonoma Coast has come to be known as a source 
for fresh, balanced wines, though that depends as 
much on the intent of the producers as on what 
vineyards can offer.

After 20 vintages, the Annapolis area is still a 
challenging place to make wine. Immigration rules 
and the difficulty of living in the area make it hard 
to attract vineyard workers. The Peay winery is in-
land, in Cloverdale, where the 2021 vintage is aging 
in barrels, because it would have been too expen-
sive to build a winery at the vineyard.

Their farming and winemaking has evolved as 
well. They have changed pruning methods, and 
have had to redo a couple of blocks that were ei-
ther planted in the wrong place or with the wrong 
clones.

“It was naïve to plant 30 acres at once with no 
experience,” Andy Peay said.

Nick Peay hates to label his farming practices, 
but Peay is certified organic and follows regen-
erative methods.

“We have come to the style of farming we prac-
tice by being aware of our responsibilities as cus-
todians of the land, sensitive to the long term ef-
fects of farming, and desiring to pass on a natural 
system that will last in perpetuity,” he said.

Ms. Wong’s winemaking has gotten more pre-
cise over time. In good vintages Peay now makes 
several different pinot noirs, syrahs and chardon-
nays, a viognier and a blend of roussanne and 
marsanne (if these two ripen enough for a wine). 
In addition, they have a second label, Cep, for 
wines made from purchased grapes that sell for 
about half the price of the Peay wines.

The wines age well. A 2014 estate chardonnay 
was floral, mineral and mealy in a Meursault 
sort of style, while a 2014 Pomarium pinot noir 
had complex aromas of flowers, tea and red and 
black fruits. A 2005 La Bruma syrah was peppery 
and olive-flavored with tightly coiled acidity and 
plenty of time ahead of it.

I’m not much of a fan of viognier. I often find 
them flamboyant and flabby, but Peay’s 2019 
was fresh and lively with focused flavors of  
ginger and fruit.

Significant challenges remain. When they 
planted the vineyard, for example, they were not 
anticipating the effects of the climate crisis.

In 2020, drifting smoke from forest fires forced 
the Peays to make just 500 cases of their estate pi-
not noir rather than the usual 2,000. A spring frost 
this year on May 8 killed an estimated 10 percent 
of the crop. The local waterway, the Wheatfield 
Fork, which empties into the Gualala River and 
used to be good for kayaking, was already dry in 
June.

Nobody said life working on the West Sonoma 
Coast was easy. The fog keeps rolling in and the 
wind will blow. But the wines are worth it.

Follow New York Times Cooking on Instagram , 
Facebook , YouTube , TikTok and Pinterest . Get 
regular updates from New York Times Cook-
ing, with recipe suggestions, cooking tips and  
shopping advice.

Nick Peay, left, Andy Peay and Vanessa Wong of 
Peay Vineyards.
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The vineyard sits on a ridge 3.5 miles from the Pacific Ocean.

A Gamble Pays Off
Peay Vineyards, a pioneer of the West Sonoma Coast, abides.
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ABOUT US
Our Story...

Having worked together for many years in the Publishing industry, Cynthia Osborne-McKean and Steve Mussman combined their sales 
and marketing experience and honed their skills and expertise for repurposing editorial content in many shapes, forms, and products. From this 
background, PARS International Corp. (Publisher’s Ancillary Revenue Services) was founded in New York City in June 1994. For many years PARS 
specialized in marketing Reprints, E-Prints, Permissions, Co-Branded Merchandise, and Ancillary Products. 

These two publishing veterans/entrepreneurs decided to establish their business in New York City because of New York’s long-established 
reputation as a publishing hub for magazine, newspaper and digital content, the availability of a vast talent pool, and for the opportunity to bring new 
products and services to many companies.  

About a decade ago, they reinvented the company together and, alongside a veteran management team, as a Content Media Marketing/Licensing 
firm representing some of the best-known clients in the industry. This team of talented individuals is still intact and working together every day to 
continue to bring content and accolade licensing and The Best Of and Top performance list sales to the marketplace and to their customers on behalf 
of their content, producing clients.

PARS is deeply dedicated to its employees, clients, and customers. They have created a profitable and sustainable business that’s focused on the 
values of being present for one another, on being innovative, and simply doing the right thing for consumers and the company.

Joe Nunziata III, Vice President, Sales Operations
Joe leads PARS’ Licensing, Product and Permissions Sales teams, managing staff and systems.  He came to PARS in 2006 from Time Inc. 
where he worked in a variety of roles including Director of Ancillary Products at Fortune where he managed the Fortune Reprint Program 
and launched the Fortune Recognition Program and the Fortune Datastore.  Joe holds an MBA from St. John’s University, is a huge sports 
enthusiast and lover of classic rock.
 
Andy Speter, Vice President, Business Development 
Andy has nearly 30 years of experience across all aspects of publishing, media, and marketing including advertising sales, audience development, 
marketing, sales, sales management, editorial, content licensing, finance, and corporate/executive management.  At PARS, his responsibilities 
include identifying and pitching new clients, monitoring industry trends and developments, fostering client relationships, and driving organic 
growth for existing partners that results in incremental revenue. Since joining the company, he has been instrumental in expanding the business 
into newspapers and digital media — both key areas of strength for PARS.  His activities have focused on assisting clients in monetizing their 
content and brands through licensing, syndication and protection of intellectual property, trademark, and copyright. Andy enjoys cooking, 
baseball, hiking, skiing, tennis, technology and cars.  He is also an avid outdoorsman.

Jackie Kurtz, Vice President of Design and Production 
Jackie leads the PARS production staff, which has quadrupled its output under her direction. An industry veteran of more than 25 years, prior to 
joining the PARS Team, Jackie spent seven years at CMP Media culminating in the role of Senior Artist in that company’s Reprint Services division. 
Jackie oversees PARS’ production processes and design team and contributes to the innovation of new product offerings. Jackie is an alum of the 
University of Florida with a Master’s degree from NYU. She is an avid sports fan and a black belt in karate.

Robyn Roberts, Vice President, Sales & Customer Service
Both a PARS and publishing industry veteran, Robyn’s unique insight and leadership skills have earned her a proven track record of increased 
financial return to PARS’ media partners. Armed with a keen sensitivity to customer needs and spending behaviors, Robyn is a specialist in deal 
negotiation, pricing strategies and solutions. She guides the sales team in closing challenging deals, cultivates vibrant customer relationships, and 
nurtures healthy client partnerships. She regularly strategizes with the marketing team to create revenue-generating campaigns and develop viable 
licensing offerings particularly for list, award and affiliate marketing content. Robyn is a graduate of Syracuse University’s S.I. Newhouse School of 
Public Communications and is an active community servant with a wanderlust bug.

Jennifer Eclipse, Group Sales Manager
First starting with PARS as a sales assistant, Jen became invaluable to fueling client communication, processing orders, providing customer service, 
and liaising internally between sales, production, and accounting. With Jen’s understanding of PARS’ processes and client-side needs, she was 
quickly promoted and soon became a top sales rep progressively earning larger content assignment and increasing revenue for PARS’ most sought 
after accounts. 20 years later, she brings all of those strengths to her current role in which she is responsible for day-to-day management of the sales 
team and for liaising between the marketing team and publisher clients to secure successful and timely campaign launches and to drive sales. Jen is a 
cycling enthusiast and DIYer. 



HOW WE CAN WORK TOGETHER 

Communication — Day to day about new content, 
opportunities, ongoing business and infringements.

Projects — Special features, lists, etc. 

Tradeshows & Events — CES, E3, MWC, etc. 

Strategy Sessions — Regularly scheduled with 
the business team.

Reporting — Portal, dashboard, custom reports 
and alerts. 

Education — Internal and external stakeholders 
(Business, Sellers, Editorial, Agencies and Clients) 
about the value of your content and brand in the 
marketplace.



BECOME A PARTNER

Intrigued? Have questions? Curious about what your brand and 
content might be worth?

If you are a producer or owner of content (articles, images, graphics, 
logos or video), please give us a few details HERE and we will be in 

touch shortly to review and discuss your needs.
 

We look forward to speaking with you!


