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WELCOME! 



ROUNDTABLE DISCUSSION TOPICS:

Today’s Connected Consumer - Key Trends

Top DTC Wine Commerce Strategies 

Top Digital Personalization & Conversion Tools 

Top e-Commerce Reengagement Strategies  

Audience Q&A 



Recently, there's been a growing shift in 
alcohol sales strategy from distribution 
models to direct-to-consumer at a rate 
never seen before. 

Let’s talk about today’s “connected wine 
consumer” and key trends that have 
shaped e-commerce demand over the 
past four years. 

Today’s Connected Consumer -
Key Trends





94% of buyers are known, repeat buyers

Source: WineDirect DTC Impact Report , 
2021



2022 Year To Date DTC By Channel: “Digital is 12%-15%”

Less than 5,000 Cases Greater than 5,000 Cases 

Tasting Room Club Allocation Outbound Phone Website Events & Other

6%
6%

36%

48%

31%

49%

7%

9%



Non-Member RevenueMember Revenue

Revenue Growth By Member vs. Non-Member

*Wineries less than 5,000 cases

2019 2020

+51%

+31%

31%
69%

58% 62%

2022

62%

Most of DTC & DTC Growth From Club Members







Tasting Room: Volume & Value vs. 2019

Average 
Order Value

Visitors
2020

2021

2022



Outbound Phone: Volume & Value vs. 2019

Average 
Order Value

Orders
2020

2021

2022



Website: Volume & Value vs. 2019

Average 
Order Value

Orders
2020

2021

2022



New sales models require distinct 
strategies for continuing to reach target 
audiences and growth goals. The 
2020/2021 pandemic forced the launch 
of virtual tasting programs, private client 
services and other high-touch sales 
programs beyond the tasting room. 

Can each of you share examples of how 
your clients have stepped up their direct 
wine sales strategies to stay relevant 
with today’s wine consumer? 

Top DTC Wine Commerce 
Strategies & Case Studies



Food & beverage stores source <50% GMV directly. SEO 
outweighs paid sources. Email, social, content convert best.

Channel sourcing of ecommerce sales

Source: 2,500+ BigCommerce global food & beverage merchants, October 
‘22
Note: Food & bev stores outperform global averages on unpaid social by 3.3x.

Food & bev stores outperform global averages on email by 1.6x.
Food & bev stores source 9% less GMV from paid sources (16% vs. 

25%).



SEO/SEM: how to take advantage of Google Ads & Listings

Channel sourcing of ecommerce sales

Integration

Optimization
(categories,
fields, titles)

Utilization

Options

1. Direct / automated by platform
2. Direct / automated by an app
3. Manual via G Merchant Center

1. Feedonomics
2. Manual via G Merchant Center

1. Free listings: Shopping tab, 
search, images, Youtube

2. Ads: create/edit/optimize, 
Performance Max Campaigns

3. Google Analytics 4
4. Google Trends



Feedonomics proprietary and confidential. Unauthorized disclosure, reproduction, or other use is prohibited.

Google Shopping goal: optimized free + paid listings that 
compete favorably with retailers and competing products



Feedonomics proprietary and confidential. Unauthorized disclosure, reproduction, or other use is prohibited.

Raw titles (parent_title) vs. Optimized Titles (title)



Feedonomics proprietary and confidential. Unauthorized disclosure, reproduction, or other use is prohibited.

Facebook preview

◿ Raw vs. Transformed
◿ Optimizations of title using rules to insert product nouns, keywords, size, 

region, & brand



Typical winery checkouts lack payment methods used by Y%

Conversion: payments

Sample winery checkout

No wallets at top (PayPal, Apple Pay, Google Pay)

Credit cards-only at bottom of checkout

US ecommerce payment breakdown

Source: BigCommerce US merchants, November 2021 - October 2022



Email Capture Rate in the Tasting Room 
(Top Performers)

Sold Online For Every $1 Sold in the 
Tasting Room 
(Top Performers)

69.1%

$0.78



Winery Websites That Include 
Personalization

Conversion Rate For Winery 
Websites That Use 
Personalization 

15%

5.9x



Recently, there's been a growing shift in 
alcohol sales strategy from distribution 
models to direct-to-consumer at a rate 
never seen before. 

Let’s talk about today’s “connected wine 
consumer” and key trends that have 
shaped e-commerce demand over the 
past four years. 

Top Digital Personalization & 
Conversion Tools













Let’s wrap up today’s discussion with 
examples of how high-performing wine 
brands are leveraging “Reengagement 
Sales Strategies” to get to the second 
sale and also retain long-term loyalists.

How do winery teams form communities 
based on like-minded interests, lifestyle 
data points, etc. - AND remain engaged 
with these key brand loyalists leveraging 
the various digital tools available today?

Top Winery e-Commerce 
Reengagement Strategies  













Half of ecommerce GMV sourced from 3rd party websites.
Underutilized content marketing has highest conversion rate.

Channel sourcing of ecommerce sales

Source: BigCommerce global merchants, October 2022



Audience Q&A 

This is your time! 



CONTACT DETAILS:
adief@bigredmktg.com

jim.agger@winedirect.com or www.info.winedirect.com/WIN
brent.bellm@bigcommerce.com

johnk@communitybenchmark.com

THANK YOU! 
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