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Send Better Email



Meet the Panel
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Brendan McVeigh

Director of Digital Marketing 

Crimson Wine Group

Erica Walter

Erica Walter Writes

Patty Ross

California Wine Marketing

Adrienne Stillman

Director of Marketing

WineDirect
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Poll: How often do you send email? 



How often do consumers want to hear from you?
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Why is email important?



Average Order Value
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Source: 2019 WineDirect DTC Sales Report

$282
WEBSITE

$237
WINE CLUB

$110
POINT OF 

SALE



% of Direct to Consumer Sales
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Source: 2019 WineDirect DTC Sales Report

36%
WINE CLUB 34%

POINT OF 

SALE

10%
WEBSITE 20%

OTHER
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Source: 

Campaign 

Monitor



Agenda
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● Goals & Planning

● Email Nurturing

● Effective Segmentation

● Measuring Success

● Q&A
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Goals & Planning



Set your goals!
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ONLINE 

SALES

TASTING 

ROOM & 

EVENTS

CLUB 

SIGN UPS / 

RETENTION
ENGAGEMENT



The importance of a calendar

12



Creative assets & offer strategy
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Anatomy of an email
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FROM NAME SUBJECT

PRE-HEADER



Anatomy of an email
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TIP: Design for mobile with a 

mobile-responsive template

● Fonts, images, justification, 

margin, buttons, link colors

LOGO

HERO IMAGE

CALL TO ACTION



Case Study: The Second Send 
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● Sending a second round of the email to non-purchasers has been a key strategy 

for improving ecommerce sales.

● The second send to non-buyers of our Italian Heritage Month Collection yielded an 

additional 48% to the original offer, or almost 33% of the campaign. 

Top 5 Paths to Purchase



Email doesn’t exist in a vacuum
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Email Nurturing



Case Study: How to get your mailing list to buy
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Boutique Rogue Valley winery more than doubled list growth by leveraging a 

clearer value statement at every point of access.

ACQUISITION: You fish with the bait you cast.

BEFORE: AFTER:



Case Study: How to get your mailing list to buy.
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● Define a clear value statement for your email marketing program

● Audit every access point to ensure it is clearly communicated

● Train your team to use it when pitching email capture

TAKEAWAYS:



Implement systems to deliver the “bait” immediately
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50%

average open rate of 

welcome emails

-Campaign Monitor

75%

people who expect a 

welcome email 

immediately upon 

signup

-Blue Hornet

<50%

brands who send a 

welcome email 

immediately

-2018 Email Marketing Census



Case Study: How to get your mailing list to buy.
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WELCOME: Implement systems to deliver “the bait” immediately!

BATCH ENTRY

SENT ASAP
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BONUS: NURTURED 
LEADS BUY!

50% of the newly acquired mailing list 

members converted to purchasers

20% became wine club members

WITHIN 6 MONTHS OF SIGNING UP
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Effective Segmentation



Ideas for segmenting your audience
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GEOGRAPHY

● Event invitations

● Shipping cutoffs

● Shipping incentives

STATUS

● 1st time buyer offer

● Club member offer

● High LTV offer

PURCHASE HISTORY

● Specific wine 

release

● Early access offer

● Win-back campaign
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Relevance solves 99% of cadence issues!



DON’T: Assume
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This is an invitation to join 

a wine club for a brand I’ve 

never purchased from and 

have no geographical 

proximity to.



DO: 
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Speak to your customers WHERE 

they’re at with you about WHAT 

they’re most interested in.
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Client: Burgundy Wine Importer/Retailer. 250 from over 30 Burgundy producers. SKUS ship from     

California. 

Case Study: Customer Segmentation

Problem: Small list of purchasers, mostly older, used to purchasing high average order, but many not 

purchasing any longer. Client did not dig into why.

Solution: We dug into the old sales reports and realized that the client had been increasing their average 

sale package over time that ignored previous “comfort zones”. Many old purchasers always stayed in the 

$300 AOV. All current e-mail promos were $700+. Tested new e-mails targeted to the $300 crowd and 

were able to “resurrect” the dead!

Lessons Learned: Pay attention to customer purchase history. Segment your offers to tailor to their 

purchase habits.



Targeting your VIPs
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● From - A person or brand account

● Subject - Include Exclusive Offer

● Pre-header - Include offer

● Logo - Optional

● Hero Image - None

● CTA - Reply to email to order
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Measuring Success



Start with your goals
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ONLINE 

SALES

TASTING 

ROOM & 

EVENTS

CLUB 

SIGNUPS
ENGAGEMENT

email conversion 

rate

online 

reservations

online 

club signups

opens 

& clicks



Google Analytics: Beginner
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Out of the box dashboard will 

unveil important trends like:

● How do you acquire 

users?

● When do your users visit?

● What pages do your users 

visit?



Google Analytics: Intermediate
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With ecommerce enabled, you’ll be able to dive deeper:

● What sources are driving revenue?

● What are your top-selling products?

● Days/sessions to conversion



Advanced: UTM codes
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https://www.seghesio.com/Wines/Collections?utm_source=seghesio.com&u

tm_medium=email&utm_campaign=092719_SFV_15Barbera6pk_ALL&utm_te

rm=all&utm_content=logo



Advanced: UTM codes
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https://www.seghesio.com/Wines/Collections?utm_source=seghesio.com

&utm_medium=email&utm_campaign=092719_SFV_15Barbera6pk_ALL&ut

m_term=all&utm_content=logo

● Source: Be consistent with either the brand name or email service 

provider



Advanced: UTM codes
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https://www.seghesio.com/Wines/Collections?utm_source=seghesio.com

&utm_medium=email&utm_campaign=092719_SFV_15Barbera6pk_ALL&ut

m_term=all&utm_content=logo

● Source: Be consistent with either the brand name or email service 

provider

● Medium: Email



Advanced: UTM codes
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https://www.seghesio.com/Wines/Collections?utm_source=seghesio.com

&utm_medium=email&utm_campaign=092719_SFV_15Barbera6pk_ALL&ut

m_term=all&utm_content=logo

● Source: Be consistent with either the brand name or email service 

provider

● Medium: Email

● Campaign: Campaign Name



Advanced: UTM codes
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https://www.seghesio.com/Wines/Collections?utm_source=seghesio.com

&utm_medium=email&utm_campaign=092719_SFV_15Barbera6pk_ALL&

utm_term=all&utm_content=logo

● Source: Be consistent with either the brand name or email service 

provider

● Medium: Email

● Campaign: Campaign Name

● Term: Details like club vs. non-club



Advanced: UTM codes
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https://www.seghesio.com/Wines/Collections?utm_source=seghesio.com

&utm_medium=email&utm_campaign=092719_SFV_15Barbera6pk_ALL&

utm_term=all&utm_content=logo

● Source: Be consistent with either the brand name or email service 

provider

● Medium: Email

● Campaign: Campaign Name

● Term: Details like club vs. non-club

● Content: Location of the click for understanding interactions with 

your emails



Advanced: UTM codes
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Tip: Use a UTM builder

https://ga-dev-

tools.appspot.com/campaign-url-

builder/

https://ga-dev-tools.appspot.com/campaign-url-builder/


Key Takeaways
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● Set your goals - and your KPIs

● Build a calendar & plan your creative assets

● Optimize for mobile

● Remember the 2nd send

● Nurture your new subscribers

● Segment your audience

● Don’t forget to measure success



@DTCWS DTCWS2043

Questions?



Send us an email!
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Brendan McVeigh

brendan.mcveigh@crimsonwinegroup.com

Erica Walter

erica@ericawalterwrites.com

Patty Ross

patty@californiawinemarketing.com

Adrienne Stillman

adrienne.stillman@winedirect.com
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Thank you!


