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Member Account Club Goals
   

 

     -Evolve Wine Club Model         -Attract all demographics      -Move metrics in positive direction



How it’s been going…

- 2% monthly increase in conversion 
rate.  

- 1-1.5% monthly decrease in 
cancellation rate

- Attracting all age groups including 
Gen Z/Millennials



Take 
Home 
Lessons - Evolve club especially if metrics are 

consistently moving in the wrong 
direction

- Be aware of your club/clientele wants 
and needs and adjust accordingly

- Stay true to your brand, but do not be 
stagnant in the industry



Vina Robles
Rookie Club

Suzy Garcia
Wine Club Manager
Vina Robles Winery
Paso Robles AVA



Rookie Club: A Monthly Subscription



How it’s been going…
- 10% Rejoins
- 40% of Members Order Beyond Monthly Bottle
- 30% Customize Their Order (Traditional Club Stands at ~35%)
- Most Engaged Club – 90% Response Rate to Monthly SMS or Promos
- 50% Pick Up vs 50% Ship To (Primarily ship to SoCal)
- 25% of Members Target Demographic



Take 
Home 
Lessons • Build excitement around member-focused 

gatherings

• Lean into personalization whenever you can

• Share content that feels fun and relevant

• Stay in touch so everyone feels informed and 

included



S.O.R.B.E.T. 
(Sonoma Organic Regenerative Biodynamic 
Educational Tasting)

The formation of a tasting event to promote 
Organic, Regenerative and Biodynamically 
farmed wine from Sonoma Valley

Sam Coturri- Winery Sixteen 600
CEO & Winemaker
Sonoma Valley AVA



The S.O.R.B.E.T. Method

Created Organically 

• Conversation with 
friends/colleagues

• No formal organization 
Industry leaders

• Built collaboratively
• Efforts from all three 

organizations
• Shared costs, responsibility, 

and credit



How it went/how it’s going…

Results
• Event sold out (250 guests)
• 47 wineries and/or 

vineyards
• Strong results post event 

surveys
• Great press
• Didn’t lose money 
• No witching hour

Plans
• Expanded 2026 events
• Vineyard talks and tours
• Sponsored LA Event 
• K&L Wines-Culver City        

May 3rd 2026
• Formation of a non-profit
• www.SORBETWINES.org



Key Takeaways

• Accessibility is primary
• Collaboration multiplies impact
• Digital-first outreach works
• Low-friction execution
• Hyper local organizing 

• Open source the concept to other AVAs

“My wife and I attended SORBET and absolutely loved it.   We hope this becomes an annual event.   Really 
enjoyed talking to the winemakers and hearing their story.”

“It was excellent to see like minded producers in one space!”

“My favorite part of the whole event was seeing all of my favorite wine folks in the same place!"

“The price of the event felt exactly right to me. I felt like I could take time focusing on tasting what I wanted, 
rather than thinking about ‘getting my money's worth…’”

“The wines were all incredible, and getting to taste through multiple expressions of the same vineyard is an 
all-time peak experience for me. I'm already excited about the next one of these.”



Wine Atlas Collective

Janie Brooks Heuck
Managing Director
Brooks Winery
Willamette Valley AVA



Wine Atlas Collective: A 
National Collaboration

• Launched July 1, 2025 on-premise and September 
for e-commerce.

• The original idea was how to provide better 
benefits for out-of-state wine club members.

• Evolved into a reciprocal wine club program for on 
site and e-commerce benefits.

• Priorities for wineries in the collective:
-Committed to excellent hospitality 
-Strong sustainability initiatives
-Independently operated/family-led

• The program offers Wine Club Members of each 
winery to be treated as Wine Club Members at all 
participating wineries.

• Members have access to both on-site and 
e-commerce benefits.



A National Collaboration

• 8 wineries in different AVAs
• 5 states
• 43 varietals
• 45,000 members in across 

all 50 states
• Proprietary API for member 

validation



- Great new on-premise and e-commerce business, 
totaling 197 orders and $28,500 of new revenue 
per winery in the first six months (AOV $144)

- E-Commerce has room to grow

- Sold out virtual tasting for 270 attendees. The 
event included a wine and a representative from 
all 8 wineries

- Significant positive press

- 2026 will continue reciprocal marketing, virtual 
tastings, and exploring trade opportunities 

- We are continuing to fine-tune best practices

- Anecdotal excitement and likely better retention

How it’s been going…



Take 
Home 
Lessons

• Collaborate with like-minded partners

• Seek ideas from other 
membership-based industries

• Find benefits that stand out, and that 
your team is excited to sell

• Put yourself in your wine club—What 
benefits would make you stay?

• Evaluate your new ideas against industry 
headwinds. Are they strategically aligned 
to bring the results you need?



#TablasOnTour

Jason Haas
Partner & General Manager
Tablas Creek Vineyard
Paso Robles AVA



#TablasOnTour: Shareable event series



- Gets between 2x and 3x the reach of our 
normal Instagram posts

- And 4x the reach of any post about an 
individual event

- Has been useful in encouraging people to 
join the mailing list

- Has worked across different social media 
platforms (though best on Instagram 
because algorithm prizes shares so highly)

- We continue posting these every 6-8 wks.

How it’s been going…



Take 
Home 
Lessons

• Avoid single-event social posts

• Create content that lots of people have a 
reason to share

• Use the opportunity to tag, activate, and 
support your event partners

• Supplement (don’t replace) your 
geo-targeted emails

• Be consistent. Create a series.


