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Secrets to a 6 & 7-Figure Email Program
Presented by Erica Walter of Email Mavens with Special Guests 

Alyson LaVarnway, Brook & Bull Cellars
Melanie Schafer, Gloria Ferrer Winery



I’m going to share the proven system to increase
online sales, engagement, and lifetime value from
your subscribers
…without tech overwhelm or a list of 400,000 people
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From two very different wineries

Real Life Case Studies

The secret to the illusive ‘make money while you sleep’ promise

Customer Journey LOVE

Plenty of time for Q&A

Most wineries are ignoring half of them

Foundations of a successful email 
marketing program



Alyson LaVarnway
General Manager - Brook & Bull Cellars
Co-founder, The Osprey Walla Walla

Alyson has been involved in the Washington wine industry since 2010, 
managing direct-to-consumer sales, hospitality teams, events, and 
distribution. Currently, she serves as the General Manager of Brook & 
Bull Cellars. She co-founded The Osprey Walla Walla, Washington 
State's premier headhunting firm focused on sourcing top talent for 
the wine and hospitality sectors. Alyson is wholeheartedly committed 
to supporting the continued growth of the wine industry as it 
navigates emerging challenges and new opportunities.
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Melanie Schafer
General Manager - Gloria Ferrer

Melanie Schafer is a seasoned leader in the wine and hospitality 
industries with a proven track record of success spanning over two 
decades. Currently serving as the General Manager at Gloria Ferrer, 
Melanie has been instrumental in shaping the winery’s direction since 
joining in November 2020. Her strategic leadership has elevated 
guest experiences, expanded direct-to-consumer (DTC) sales, and 
contributed significantly to the brand's growth and rebranding efforts.
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Oh hey, I’m Erica!
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I’ve been creating and sending marketing 
emails for wineries for over 16 years. I LOVE 
doing this work and even more, I love teaching 
you to do it yourself.



We all remember our 
wine a-ha moment…
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I want to tell you 
the story of my 
email marketing 
a-ha moment…
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And so…
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This fresh-faced cutie started ‘Erica Walter 
Writes’ with a dream in her heart and one thing 
she wanted to teach: Email Essentials.
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What are the elements of your program?

A. Consistent Marketing Emails

B. Marketing emails and some customer journeys

C. Marketing emails, robust customer journeys, and 

optimized transactional emails

D. None of the above



Most wineries have caught on that 
sending promotional email works and can 
sell wine online. But they’re totally 
overlooking the foundations of a 
successful email marketing program.
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The good news…



How does that sound?!
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The Foundations of a 
Successful Email 
Marketing Program 
HINGE on an 
understanding of your 
customer journey.
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The basic customer journey
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Acquisition = 
Awareness
Grow your email list with 
customers who are primed 
and ready to buy from you!
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Acceptance = Nurture
Make an amazing first 
impression and start 
delivering value right away!
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Expansion = Triggered
Send relevant, engaging 
automatic communications 
based on your customer info.
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Purchase = Promotions
Email can drive a sale, and 
email can also follow-up a sale!
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Onboarding = 
Transactional
Optimize automated emails to 
reinforce brand value and 
nurture your customer!
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Advocacy = Triggered
Make it easy for your 
customers to spread the 
word. And make it rewarding 
to be an advocate!
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Attrition = Triggered
Respectfully handle the process of 
unsubscribing and maintain a 
squeaky clean list.
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If you want a holistic, thoughtful email 
marketing program that goes beyond 
‘batch & blast’ sales emails, you must pay 
equal attention to every aspect of the 
customer’s inbox journey with you!
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And when you do, your reward…
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Grow your list
The way you acquire new 
subscribers directly affects 
the quality of your email 
marketing program.

Email Program Value Statement
Fill - In - The - Blanks:

Sign up to receive (#1 thing of value) 
(weekly / monthly / every Friday), so 

you can (insert WIIFM), because (insert 
the stakes if they don't sign up).
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How Gloria Ferrer is growing their list

• Robust website capture
• Meta ads
• In-person scripts
• Tock
• Inbound
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Case Study - Grow your list with Access

• Targeted popup
• Submit rate 5.83% 
• Over 500 new subscribers 

in a week
• Generated $7.18 per 

recipient value
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How Brook & Bull is growing their list

• Branded Email List aka 
‘The Allocation List’

• Optimizing the 
experience for SMS 
opt-in to RedChirp as 
well
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Check out this episode of the Email Mavens YouTube channel

Dive in & do it



Your plan of action
● Set list growth targets
● Make it easy to signup on 

your website
● Coach your team to capture 

email addresses in person
● Track and incentivize list 

growth!
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Welcome emails have 
4x the open rate and 
5x the click rate of 
promotional emails.
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Welcome emails 
generate up to 320% 
higher revenue on 
average than 
promotional email.
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3/4 of us expect an 
immediate welcome 
email.

Just over half of 
businesses are 
sending one!
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Your Winning Welcome email should:
● Send automatically
● Say THANK YOU
● Give the customer something to do next
● Deliver what they signed up for
● Reiterate why it’s good to be on your list
● Set expectations on frequency & encourage whitelisting
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Gloria Ferrer Welcome 
for Black Friday
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Brook & Bull Welcome
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Create a welcome for 
first time visitors
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 Resources GALORE when you scan this QR code

Dive in & do it



Your plan of action
● Grow Your List with the right 

contacts
● Welcome them immediately

40



Purchase = Promotions
Email can drive a sale, and email 
can also follow-up a sale!
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You put a lot of 
time into making 
your emails…
And then, you send it to everybody.
AT ONCE. ONE TIME.



Try this instead!
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Customer Journey Segmentation
Lurkers, Purchasers, & Wine Club Members
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Lurkers
People who opted in, but who we have no 
reason to believe have spent $ on your wines
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Purchasers
People who are on your email list and have 
purchased wine from you at least once, but 
aren't members of your wine club (yet)
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Wine Club Members
Our very faves!!!
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How Gloria Ferrer is segmenting their list

• We use conditional 
content to personalize 
their club emails 
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How Gloria Ferrer is segmenting their list

• Remind members of their specific tier of bennies
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How Gloria Ferrer is segmenting their list

• LOYALTY banners
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How Brook & Bull is segmenting their list

• Geotargeting to time offers
• e.g. Shipping Last Calls
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How Brook & Bull is segmenting their list

• Segmenting out people by 
purchased product
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Check out this episode of the Email Mavens YouTube channel

Dive in & do it



Your  roadmap:
● Grow your list with the right 

customers
● Welcome them immediately
● Send delightful promotional 

emails with purpose
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Transactional Emails 
are your winery’s 
secret weapon
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Transactional emails 
are the most opened 
and saved emails in 
your e-commerce 
brand arsenal.
But too many are left “out of the box.”
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Overcome
buyer’s remorse
Reinforce brand personality & goals
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Optimize your Transactional Emails
1. Know what’s triggered and how
2. Identify marketing-focused secondaries that make 

sense (e.g. Shop, Visit, Membership)
3. Rewrite each one for brand voice, tone, and to tee-up 

the marketing-focused secondaries identified above
4. Bonus points: hire a developer to enhance the template 

for your transactional emails too!
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Check out this episode of the Email Mavens YouTube channel

Dive in & do it



Your  roadmap:
● Grow your list with the right 

customers
● Welcome them immediately
● Send delightful promotional 

emails with purpose
● Optimize your transactional 

emails
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Robust Triggered Campaigns
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Automated emails drive 320% more 
revenue than promotional emails.

They also drive 180% higher 
conversion rates.
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Where do I start?
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Go back to the customer journey!
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Case Study
Gloria Ferrer Half Birthday
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Case Study
Loyalty-triggered
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Case Study
Brook & Bull Winery Automated Journeys for 
members



Check out this episode of the Email Mavens YouTube channel

Dive in & do it



Do you feel like this?



There’s one more stage in 
your customer journey…

Attrition
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The average email list churns at 25-30%
And consistently sending to everybody on your list is 
hurting your cause across the board! 
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Re-engage
● Identify Dormant Subscribers
● Proactively invite them to re-engage
● Suppress those that take no action

72



It’s so hard to say goodbye…
But, it’s worse to have a bunch of dead weight 
holding back your results.
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Both of our winery friends here are doing this!

• Over 30% open rate
• 12.99% CTOR
• Yes, we also got unsubscribes… that is what we want! 
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Check out this episode of the Email Mavens YouTube channel

Dive in & do it



With these programs installed, you will 
win the inbox.
But, you can’t just set it and forget it.



Analyze & Optimize

Click Rate: How many recipients clicked on 
links within your email

Target 7% +
Conversion Rate: The percentage of 
recipients who took a desired action after 
clicking on a link

Target 5%
Unsubscribe Rate: The percentage of 
recipients who chose to opt out of your email 
list after opening an email

Less than .05%
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Ask yourself:
What worked well?

78



Ask yourself:
What did not go so well?
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Put this time on 
your calendar.
Honor your commitment.
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If your click rates, conversion rates, or 
unsubscribes aren’t hitting targets, go back 
to the start: 
• Why is it good to be on your list?

If the metrics don’t line up, it’s possible your 
content has deviated from the initial goal.



Let’s recap
● You learned the system
● We looked at examples of each
● You can go deeper on the areas where your winery is 

the furthest behind
● And we know what data to look at so that our next email 

is our best email
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Thank you for learning with us
You showed up today (even though you have a lot on your plate) for a specific reason.



You believe in the power of email 
marketing to generate revenue…
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You’re tired of using tech overwhelm as 
an excuse
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You’re ready to put your foot on the email 
marketing gas pedal.
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Q&A Time
And, a parting gift from the Email Mavens, because 
email marketing is more than our bread & butter… 
it’s our jam.
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LinkedIn: 
https://www.linkedin.com/in/alyson-l
avarnway-8a4802177/ 

LinkedIn: 
https://www.linkedin.com/in/erica-
walter-7217388/ 

LinkedIn: 
https://www.linkedin.com/in/melani
e-schafer-8705a4160/ 


