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Wine Tourism DtC

This Photo by Unknown author is licensed 

under CC BY-SA-NC.

1. You're mostly small and 

mighty

2. Interested in learning and 

responding than presenting 

your cases at a roundtable

3. Your chance to focus on 

what you're looking for in 

this session

4. Get out your smart devices, 

and prepare to have your 

questions answered....

https://welttheaters.wordpress.com/docencia-2/actividades-interactivas-de-aprendizaxe/
https://creativecommons.org/licenses/by-nc-sa/3.0/
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Let’s hear from you at Sli.do event #DtCWS
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Here’s what you do in Sli.do event #DtCWS

1. Search for sli.do in your smart 

device browser

2. Click on the event field, and type in 

#DtCWS (Caps sensitive)

3. Click join

4. Select the time and topic on which 

this workshop is taking place

• Feel free to include your name if you 

wish the question to be 

acknowledged from you

5. Submit your questions as they come 

to mind, and I’ll find a time in which 

to present them
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Damien Wilson

Hamel Family Chair of the Wine 

Business Institute

Sonoma State University

Session Moderator
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Adrian Tamblin

CEO & Co-Founder

Wine Routes

www.wineroutes.com

adrian.tamblin@wineroutes.com



7

John Trant

Vice President of Sales

Italics Winegrowers, Napa Valley

www.ItalicsWinegrowers.com

John@ItalicsWinegrowers.com
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SNAPSHOT OF THE INDUSTRY 

How do you measure success?

Visitation numbers, KPIs and metrics 
[silicon valley bank report]

Benchmarks and Averages 
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SNAPSHOT OF THE INDUSTRY 
Average 

61% Total Sales from DTC

14% Wine Club Conversion

Range

2.2-5.2 Wine Club Shipments per year

18.4-35.5 Average Club Membership length

$12-63 Reserve Tasting Fee 

$6-44 Average Standard Tasting fee



Market Size
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TAM – Total Available Market

SAM – Service Available Market

SOM – Service Obtainable Market
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The Search
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Most Useful Mobile Features
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Traditional methods of discovery

How do your customers find you?

Where are your customers staying?

How long are your customers staying?



Winners
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Embrace Innovation – Be one of the first to try something new 

Position your brand as cutting edge in a wine centric community

Take advantage all sales channels - E-commerce solutions

Attract more customers via new mediums

Give customers a new way to interact with your product. 

Start conversations, build relationships and stay engaged

with consumers in a new way

Track consumer behavior and make informed business decisions



Losers
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Not going to innovate 

Not going to embrace the use of digital technologies

Not going to differentiate from other brands

Wait for consumers to come to them 

Not going to use data to make business decisions

Use traditional  methods for collecting consumer information

Miss sales opportunities due to walkouts –
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7 key points to improving your strategy

1. Price shop your competition for Tasting Fees

2. Identify a product mix that achieves budget and attracts 

consumers

3. Create a consistent and strategic Social Media calendar

4. Develop tiered programs and experiences for each type of 

consumer

5. Install Reservation Software that integrates with mobile

6. Launch In-Market visits to go to club members

7. Continue investing in your staff



NEW WAY
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Brand Challenges
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The Digital Savvy  Consumer
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57% of consumers believe they are more digitally 

innovative and more digitally forward-thinking than 

the brands they shop with 

educated opinionatedimpatient

try new things

provide their data

improved experience



The Shift
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Advancements in technology and consumer behavior have changed how people plan travel, 

experience the places they visit, and stay connected once they return home.

Brands are looking for innovative tools to engage with 

their consumers and leave a lasting impression

Millennial have entered into the wine category – Grown 

up in wine drinking households, have also grown up 

using technology to get what they want.



Beer
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Canna
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How can Brands Engage
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It all starts with overcoming the fear to try new things!

Engage with passion and transparency and stay focused 

on our general objective to establish wine as the beverage 

of choice.

Look for fun way to engage, from tractor rides, to petting areas,

family activities, to meeting the winemaker, or having

a hand at blending varietals on your own.

Work together, learn from each other and be open to new ways to

bring consumers into the category.
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Engagement.

How does the experience vary and what about that 

tasting makes it unique beyond the varietal? 
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Key Take-A-Ways

Technology is moving fast

One size doesn’t fit all

Engagement is Key
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Thank You

John Trant

Vice President of Sales

707-258-0106

www.ItalicsWinegrowers.com

john@italicswinegrowers.com

Adrian Tamblin

CEO & Co-Founder

707-322-2233

www.wineroutes.com

adrian.tamblin@wineroutes.com



Wine Routes
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Compare Two Wineries: 

Napa/Sonoma County

Outside of Napa/Sonoma County



DROP
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