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Rabobank issues a
warning to wine bra

“Every year, millions of ¢
for food and beverage p
alcohol industry does not
will be left out of ’Ic’ impc
building process. In essenc
become a wedge separatin
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their consumers.
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Playbook”
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With higher average order value
than wine club, online sales are

the biggest opportunity
for wineries selling DTC today.




Online sales represent your most leveraged DTC
growth opportunity

II
[I
4

S11

POINT OF

+

10%

WINE CLUB WEBSITE s

AAA 34%
e POINT OF SALE

A 36%

OTHER WINE CLUB

WINEDARECT

WINEDIRECT.COM / 4



Grocery is one of the fastest growing CPGs online

3-YEAR COMPOUND ANNUAL GROWTH RATES
25-50%

ANNUAL

59.9% GROWTH IS

A REALISTIC
TARGET

32.5%

14.6%

I 0.1% 1%

Pet supplies Household Health/beauty Grocery items Baby care Total FMCG
care
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Ecommerce sales across all categories since 2013
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Most economical way to grow your DTC business
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BUILDING TASTING ROOMS AND PROVIDING AN “EXPERIENCE” IS EXPENSIVE

new TRS
since 2013
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Ecommerce

requires a
focuson DTC
operations

n Italics Winegrowers

Napa, CA

VIP Cave Tour & Tasting

Enjoy a behind the scenes tour of our 16,000
sq. ft. of caves. “Thieve® wines resting in the
barrel while learning about the winemaking
process. Guests will enjoy five current release
wines seated privately in our VIP Cave Room
Enjoy the wines with seasonal pairings of local

cheese and charcuterie

&)} Prepaid reservation for parties of 1-10

$50-$75 per person

WINEDARECT
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WHY CONSUMERS ABANDON
YOUR BRAND

VAN

Bad Consumer
Experience

Source: 2018 McKinsey Consulting Subscriptions Study

W I N E D_I R E C T WINEDIRECT.COM / 10



Success often requires a few DTC upgrades

HERE ARE A FEW OFTEN OVERLOOKED, BUT MISSION CRITICAL DETAILS A SUCCESSFUL

ECOMMERCE BUSINESS MUST FOCUS ON.

©)

A

COMPLIANCE
New and ever-changing
requirements impact online
sellers including ADA, and
PCI Compliance.

WINEDARECT
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SECURITY & PRIVACY
Sensitivity and liability
related to consumer privacy

is at an all-time high (see

CCPAin CA).

FULFILLMENT SERVICES
Same-day shipping, 24-7
package updates, customized
unboxing experiences and
branded packaging are now

requirements.



Balancing sustainability with WINEDARECT
ecommerce growth

e Sustainability is a top concern of many
consumers purchasing direct from wineries.

« Last mile delivery and packaging are main
factors contributing the the carbon impact of
ecommerce growth.

CARBON

https:// .Winedirect.com/about/giving-
pack T HUBInE NEUTRAL

W I N E D_I R E C T WINEDIRECT.COM /


https://www.winedirect.com/about/giving-back

Come visit the
WineDirect Lounge

« Learn more about upgrades to
the WineDirect ecommerce
platform.

e Meet members of our Customer
Success and Professional
Services team.

e Find out why sustainability
needs to be a core element of
fulfillment services in 2020 and
beyond.

WINEDHARECT

/A 3 Ways to Grow
YOUR ONLINE SALES

With a higher average order value than
wine club, online sales are the biggest
opportunity for wineries selling DTC.
Use these tactics to boost your winery’s
ecommerce revenue today.

()

Improve your
email strategy to
retain customers

Drive Awareness

Emails are a low-cost way to keep
your brand top-of-mind once
customers leave the winery.

Use Best Practices

Send emails more frequently. Make
sure they're mobile-friendly and
audience-specific.

Deliver Value

Offer exclusive promotions and
perks. Hint: Buyers prefer shipping
incentives to wine discounts!

®

addresses in your

Collect

Don't be afraid to ask winery visitors to
provide their email addresses.

Train

Ensure your team is educated not only on
selling wine but prioritizing customer data
collection.

Incentivize

Offer your hospitality staff special perks or
rewards for the number of emails they collect.

Collect email

tasting room

DTC

GROWTH D@
Consider your
customer’s
buying journey

Think Holistically

Your customers will buy wine
through various sales channels
(club, tasting room, online).
Segment Strategically

Identify customer types (Ist time
buyer, repeat buyer, member). Move
each type to the next buying phase.
Use Every Channel Available
Keep your brand consistent across
social and traditional media
platforms.
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Agenda

e Whoisthe Modern Consumer?

o« Customer Acquisition Strategies
o Importance of Mobile

e« Content & Email Marketing

e What Makes a Good Offer?

e Q&A

WINEDARECT
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Who is the modern consumer?

AND HOW DO THEY WANT TO BUY?



Know Your Customer: It's All About Mobile

"
e Clean, simple, sharable, e’

content-rich experiences that ' A&
B

mobile-first are required.

e Ecommerce experiences should
be familiar-not novel.

o Websites not optimized for
mobile are experiencing lower
conversion rates and higher
bounce rates.

WINEDARECT
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Vivino Wine Consumer Study

WHAT DO WE KNOW ABOUT HOW CAN WE MEET THEIR
TODAY’'S CONSUMER? EXPECTATIONS?

« Around-the-clock-shopping
« Consumers are in control
 Omnichannel shopping

- Content consumers

* Global experience

« Collaborators

« Socials sharers

WINEDARECT

Berelevant — driven by technology
Create trust and engagement

Offer seamless experiences —
personalized, convenient and fast

Delivery on price / quality promise

Demystify product through
education and direct path to
purchase

18



Know Your Customer: Using Data

o« Understand your target

o Identify your gaps

e Analyze the buyer

e Analyze your competition

o Develop unique brand strategies

o Localize and personalize points of engagement

o Address user expectation for quality, speed and price

o Evaluate progress with real-time data

WINEDARECT
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Winery Data

Impressions per Day

45,000
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PORTFOLIO LEVEL ACTIVITY ON VIVINO PLATFORM

7,391,458

Email Opens, Scans, and Web Pageviews - Last 365 Days
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September January '17 May September January 18 May September January '19 May

@ vivino Ratings @ Vivino Scans ® tmail Opens
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Winery Data

SCAN DATA FOR SINGLE SKU
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Winery Data

MARKET SHARE DATA FOR SINGLE SKU

o (Californiais by far your largest
market and accounts for 40.6%
of your US Scans

« X Brand’'s National Market

Shareis 3.6%
(% of Total Napa Valley Wine Scans)

o Darker Red = Market share
below national average

o Darker Green = Market share
above national average
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Winery Data

RATINGS FOR INDIVIDUAL WINERY LABELS FROM SINGLE BRAND

Average Rating
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Winery Data

GROWTH OF SINGLE BRAND ON VIVINO PLATFORM SUPPORTED WITH DIRECT
MARKETING
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Customer Acquisition Strategies

ENGAGING BUYERS ON & OFFLINE



Digital Advertising is no longer DIY

Increasing complexity

Need for multiple channels
(PPC, remarketing, social
media, content)

Hard to evaluate results

Success metrics aren’t always
black & white

Budget

WINEDARECT

CHALLENGES POTENTIAL SOLUTION

« Form a marketing collective
with like minded brands

« Split the cost of sophisticated
marketing partners

« Promote your region / group
plus individual brands

26



Think outside the box

IT'S NOT ALL ABOUT DIGITAL

« Whoisyourideal customer?
« Whatdoyouwant them todo?
« How can you create trial with discounts?

« How can you reach your target customer at the right time?

WITH SO MUCH EMPHASIS PLACED ON DIGITAL, THE “REAL WORLD” ISMUCH
MORE WIDE OPEN TO CREATIVE MARKETING.

« How can your product enhance another product’s sale while targeting your ideal
customer?

« Be prepared to capitalize on that introduction.

WINEDARECT
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Case Study
ASTOR & BLACK LUXURY LIFESTYLE PROGRAM

COMPLIMENTARY
SUIT CERTIFICATE"

How to Redeem Your Certificate

BMWSUIT. You
ne SOURCE ID as

in appointment.

SOURCE ID: CERTIFICATE ID:

*See back for details.

28



Leverage Vivino for Brand Awareness

WHO WE ARE:
THE WORLD’S LARGEST WINE COMMUNITY

42M 1.1B 225,000
App users Bottle scans  Wineries
150M 11.9M 2M
Ratings Wines Wines

explored daily

WINEDARECT



Leverage Vivino for Brand Awareness

WINEDARECT

WHAT WE OFFER

e Marketplace: Make your wines
available to millions of wine
lovers globally

e Branding: People are scanning
your wine, share your story

e Data: Identify your gaps with
real data of 1 billion scans

e Sales: Drive incremental sales in
17 countries supported with
direct marketing

30



Importance of Mobile



MOBILE COMMERCE IS HERE

MOBILE TRAFFIC
2017
2018
B DESKTOP M MOBILE/TABLET
o)
MOBILE ORDERS 30 /o
GROWTH
2017 144,029
2018 190,102

Source: 2019 WineDirect DTC Sales Report
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ORIGINAL MOBILE LP

= elfster g9

Connecting Friends &
Families
The World's #1 SecretSanta
Generator

Start Your Secret Santa

«/ It's Fast, Easy & Free

+/ Never Draw Yourself (or a
Spouse)

«/ Share Wish Lists For Perfect
Gifts

15,428,826 People Served

= elfster @

NEW VARIATION

Connecting Friends  ~_ i,
& Families ®
The World's #1 Secret K-
Santa Generator 1
Start Your Secret Santa

«/ It's Fast, Easy & Free

V Never Draw Yourself (or a
Spouse)

+/ Share Wish Lists For Perfect
Gifts

—p

15,428,826 People Served

Featured In

RELENTLESSLY PURSUE BETTER PERFORMANCE

Performance
Improvement

29.48% Increase in mobile group
creations.

33



RELENTLESSLY PURSUE BETTER PERFORMANCE

NEW VARIATION

WINNING VARIATION

Connecting Friends s

& Families ®

The World's #1 Secret \ ».

Santa Generator 1
Start Your Secret Santa

«/ It's Fast, Easy & Free

V Never Draw Yourself (or a
Spouse)

«/ Share Wish Lists For Perfect
Gifts

Free Chat
Support l

15,428,826 People Served

Featured In

Performance
s g Improvement

Used By 15 Million
People Worldwide 1
o Filodk e 28% Increase in mobile group
v :everD)rawYourself(ora Creations.
pouse

+/ Share Wish Lists For Perfect
Gifts

Enjoy the no-stress way

to exchange gifts! ? ; .; 1
+72.85% | +42.95% | 378%

SSG Entries Exchange Creations gt Test Win Rate

(than industry average*)

15,428,826 People Served

Featured In

34



RELENTLESSLY PURSUE BETTER PERFORMANCE

Unwrap joy with
friends & family.

Grooto the perfoct gt exchango with tho
okt #1 Socrot Sonta Ganerator!

Trusted by
15,428,826 people

Start Your Secrot Santa.

Fast free, and easy to use
Nover draw yoursolf
oraspouse

Share wishlists
for foolproof gitting

Everything you need
for more holiday fun!
storis a FRSE gt xchango websto o make

git-giving o
Crvistmas

Santa Gonerator mokes

ot gift exchangos oxra
foytulsoyoucan g ‘o organiing and
moro tim calebrating.

Featured in
@5 FamilyCircle

NOU!EREEPING Ehe New ok Times.

Kk ke
“Yes! Finally!"
FRALLY G wobsito thot s names ina way 000
Goniigurocut.1lov thelook of tho websito ond hat
thoy have onina chat you hovo o uostion
~Holono.
KA kA
“Love Elfster!”

A0 casy woy for poopie from diforont iios
tohave afun gt oxchango.
- Emiy .

How it works

Efstor's onine Socret Santa olows youto sotup.
your gt axchange quicky and casiy.

@ viepecpiovoemaiorsgnupinkor
downioad tho Efstor app to nvte via WhtsApp,
Facobook Mossonger, o toxt mossago.

0
o Instantly draw nomos

Create Your Gift Exchange

shoro it idoos.

Download our Top Rated
iPhone and Android Apps

& AppStore P> Google Play

Unwrap joy with
friends & family.

Create the perfect gift exchange with the
world's #1 Secret Sonta Generator!

Trusted by
15,428,826 people

Fast, free, and easy to use

Never draw yourself
or a spouse

Share wishlists
for foolproof gifting

Everything you need
for more holiday fun!

Elfster is a FREE gift exchange website to make
gift-giving easier. Our Secret Santa Generator makes
Christmas, holidays, and other gift exchanges extra
joyful so you can spend less time organizing and
more time celebrating.

Featuredin
@ FamilyCircle

GOOD ”
HOUSEKEEPING Ehe New Hork Times

L8 8.8 8 ¢
“Yes! Finally!”

FINALLY @ website thot draws names in @ way no one
can figure out.l love the look of the website and that
they have online chat if you have a question,

- Helen D.

8.8 .8 8
“Love Elfster!”

An easy way for people from different cities
to have afun gift exchange.
- Emily N.

How it works

Elfstor’s online Secret Santa ollows you to set up
your gift exchange quickly and easily.

Invite people via email or sign up fink, or
Facebook Messenger, or toxt message.

Make a wishlist to share gift ideas.
Instantly draw namos.

Share in the fun!

Create Your Gift Exchange

Download our Top Rated
iPhone and Android Apps

Gooéle Play

Apb ‘Store

download the Elfster app to invite via WhatsApp,

Performance
Improvement

+50% Increase in mobile and
desktop group creations.



Content & Email Marketing



Database Fracking
REEVALUATE EVERYTHING YOU'RE DOING

 Cadence

* Creative

 Content

» Calls-To-Action

* Create triggered emails

Put yourself in your recipient’s inbox.
If you're bored, so are they!

If you're not excited to share your next email, that's a
problem.

Consider co-email marketing partnerships. Create
a dual benefit with an adjacent winery and co-
market it to both databases.

—
-~ ,.a-\-,-;

— \_/- v\_/--

TIM‘E

¥

'- .A \, “" Ly
\"". '_.

/,ﬁ

24
SN

| 4

Elfster is leading the way on this new

Find out how Peter Imburg and his company
growth resource - Database Fracking

www NagazineYoursell com
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Keep it Different

» Email Marketing is a relationship with .. PEOPLE.
» Predictability is death. Mix it up, but in a structured way.

» Invest your time, or money, in good content to share. The bar is low.
Phone videos are good enough.

» Don’t be afraid to collaborate. Work with complementary partners.

» Videos/blog posts of founders/ winemakers/ vineyard managers, etc.
talking about something exciting to them.

38



Keep it Different

PRODUCT
FOCUS

SHOP NOW

CONTENT
FOCUS

LEARN MORE

CONTENT
FOCUS

SHOP NOW

PRODUCT
FOCUS

LEARN MORE

PRODUCT
FOCUS

SHOP NOW

CONTENT
FOCUS

SHOP NOW




VIVINO EMAIL EXAMPLE: ENGAGE

Learn More About a Winery

Vivino Wine Offer Title | View colion ..
The best wines personally selected and negotiated for you .z:. vivino

ESTATE WINERY a;-/" o -':

Wine Spectator
'I‘l l li 'l‘( )l, the mineral-infused

apple and pear tart
flavors. The fresh, spicy
finish lingers with a
- creamy texture.”

91

POINTS

“Well-structured with

a smoky richness to

2017 KATHERINE'S
VINEYARD CHARDONNAY

CAMBRIA STORY

Cambria sits on a storied land. With roots dating
back 10 the early 1970s, the Estate pioneered
growing Pinot Noi and Chardonnay in the Santa
Maria Valley, a region known for its maritime fog,
warm afternoon sun and whipping late afternoon
©ocean winds. Stuated in one of the only east-west
funeing valleys on Califoenia’s West Coast, Cambria's
vineyards are planted on a raised riverbed formed
during the Pleistocene Iice Age whose ancient soils
are stodded with fossilized seashells, calcified
marine life and over 14 different soil types.

[}

Y

ABOUT THE WINES

Cambria has long been upheld as a producer of premium cool-climate Pinot Noir and
Chardonnay. Every wine produced is a single-vineyard offering from our estate, from our
flagship wines to smaller lots found at our tasting room. In 2009, Julia’s Vineyard Pinot Noir
received the coveted Wine Enthusiast "Wine of the Year” Most recently, Katherine's
Chardonnay received 91pts from Wine Spectator (Kim Marcus, July 2019).

2017 KATHERINE'S VINEYARD
CHARDONNAY

2017 Katherine's Vineyard Chardonnay shows notes of fresh
granny smith apples, floral and spice with flavors of pink

Wine Spertator
hirei sazmcd grapefruit, tangerine, citrus blossom and apple pie, balanced by
THETOP

wet stone. The modest oak influence creates a nice mid-palate,
I ( ’ ( ) yet flaunts beautiful acidity that carries through the long finish.

3.7 *xka [ asawwishis

Among top 7% of all wines in the world (2014
Vintage)

TERINES VINET !

Cambria Wines are proud to be @ |CAiivonix|

Certified California Sustainable Winegrowing || ¥ | ¥ixiehovine

Sl :
KPLORE ALL THE WINES OF
7 CAMBRIA ESTATE WINERY

3.8

//'

k

14039 ratings

Buy now

FOLLOW CAMBRIA f STORE LOCATOR 9

40




What Makes a Good Offer?



Vivino Offer: Happy Hour

WINEDARECT

Vivino Wine Offer Title | View online ..
< % o0
The best wines personally selected and negotiated for you o.:.o v I v I n o

THE HAPPY HOUR COUNTDOWN
Lorem ipsum dolor sit amet.

ALAMOS
— —
42 hdkk ¥y 4.2 %kkky 42 kkk ¥k i
Vite Colte Vite Colte Vite Colte
Essenze Barolo Essenze Barolo Essenze Barolo
€20,00€14,95 €20,00€14,95 €20,00€14,95
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Key Takeaways

e Leverage data to understand your customer

e Your website is an extension of your physical winery

e Optimize everything for mobile —and keep optimizing

o Keepyour emailsvaried and personalized

o Contentisking: it’s all about storytelling & engagement

e Berelevant & timely

WINEDARECT
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