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E-Commerce and DTC Sales Growth:

A Guide for Wineries

The global wine industry is experiencing a significant shift towards direct-
to-consumer (DTC) sales, driven by changing consumer behaviors and the
rise of e-commerce. This presents both challenges and opportunities for
wineries looking to thrive in the digital age. This report explores how
wineries can increase online conversion rates, optimize digital sales funnels,

and improve customer retention in this evolving landscape.
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Increasing Online Conversion Rates

Conversion rate optimization (CRO) is the process of increasing the percentage of website visitors who complete

a desired action, such as making a purchase. Several factors can influence conversion rates, and wineries need to

address these to maximize their online sales. Here are some best practices for increasing online conversion rates

for e-commerce businesses:

Website Optimization

High-Quality Images and Videos

When shopping online, customers cannot
physically interact with the product. Therefore,
high-quality images and videos are crucial to
showcase the wine and its features, helping
customers visualize the product and make
informed purchase decisions. Consider
including 360° photos or videos of the wine
being poured and enjoyed. To further optimize
content, ensure product descriptions are
compelling and detailed, and that photos are
accurate and high-quality.

Improve Product Images

Ensure product images are high-quality,
optimized for web platforms, and show the
product from different angles. Avoid using Al-
enhanced images, as these can appear artificial
and erode trust.

Optimize Website Speed

A slow-loading website can lead to a high
bounce rate and negatively impact conversions.
Optimize website speed by compressing
images, minimizing HTTP requests, and using a

content delivery network (CDN).

Improve Website Copy

Review and refresh website copy to ensure it is
engaging, informative, and persuasive. Use
clear and concise language, and focus on the
benefits of the wine and the overall customer

experience.



Building Trust

Perceived Trustworthiness

Building trust quickly is essential for increasing
conversion rates. Customers are more likely to
purchase from brands they perceive as trustworthy.
Showcase ethical business practices, such as
sustainable sourcing or fair labor practices, and
display any relevant certifications or awards. Use
trust badges and security seals to demonstrate a

commitment to data security and customer privacy.

Pricing and Incentives

1 Psychological Pricing

Implement psychological pricing strategies to
influence purchasing decisions. This involves
setting prices that appear more attractive to
customers, such as using odd pricing (e.g.,
$19.99 instead of $20) or charm pricing (e.g.,
$9.95 instead of $10). Consider offering
different pricing incentives for various
customer segments. For example, provide first-
time buyer discounts to encourage initial
purchases, offer volume-based discounts for
larger orders, or set free shipping thresholds to
incentivize higher spending.

3 Limited-Time Offers

Creating a sense of urgency with limited-time
coupon codes or promotions can encourage
customers to make a purchase decision more
quickly. Scarcity tactics, such as highlighting
limited quantities, can also be effective.
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Add Social Proof

Display customer reviews and testimonials
prominently on product pages and throughout the
website. Social proof can increase confidence in the
product and the brand.

2 Free Shipping

Offering free shipping can be a powerful
incentive to encourage purchases and reduce
cart abandonment. In a competitive market,
free shipping has become an expectation for
many online shoppers. Consider offering free 2-
day shipping as this has been shown to be
highly effective at influencing customer

decisions and improving conversion rates.

4, Competitive Pricing

While the quality of marketing and imagery can
influence the price a customer is willing to pay,
competitive pricing remains essential,
especially for well-known wines. Regularly
adjust prices and monitor competitor pricing to

find the sweet spot.
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Checkout Optimization

Streamlined
Checkout
Process

A long or
complicated
checkout process
can lead to cart
abandonment.
Optimize the
checkout process
by reducing the
number of steps,
asking for only
essential
information, and

offering guest

checkout options.

Customer Support

(2]

Abandoned
Cart Software

Abandoned cart
software can
help recover lost
sales by sending
automated
emails or texts to
customers who
left items in their
cart. These
messages can
include
reminders,
incentives, or
personalized
recommendation

St

Live Chat and Chatbots

Add a

Security Seal
to Checkout

Displaying a
security seal or
trust badge at
checkout can
reassure
customers that
their payment
information is
safe. This can
help reduce
anxiety and
encourage
customers to
complete their

purchase.

Providing prompt customer support through live chat or

chatbots can help answer questions, resolve issues, and guide

customers through the purchase process. This can be

particularly helpful for customers who need immediate

assistance or have concerns about their purchase.
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Challenges and Opportunities tor Wineries
Selling Wine Direct-to-Consumer Online

The shift towards DTC wine sales presents unique challenges and opportunities for wineries. Understanding

these can help wineries develop effective strategies to succeed in this evolving market.

Challenges:

e Regulatory and Compliance Issues: Navigating the complex web of laws and regulations surrounding alcohol
sales can be challenging. Wineries must obtain the necessary licenses, comply with shipping restrictions, and
adhere to age verification requirements. This includes securing an e-commerce business license to operate

legally online.

e Logistics and Shipping Costs: Shipping wine can be expensive and logistically complex. Wineries need to

ensure safe and timely delivery while managing costs and complying with shipping regulations.

e (Competition: The online wine market is becoming increasingly competitive. Wineries need to differentiate
themselves through strong branding, unique offerings, and excellent customer service.

e Building Trust: Establishing trust with online customers can be challenging. Wineries need to build credibility
through high-quality product images, detailed descriptions, customer reviews, and secure payment

processing.

e Managing Product Content: Keeping product information up-to-date and consistent across online platforms
can be time-consuming. Wineries need to ensure accurate descriptions, images, and pricing information to

avoid customer confusion and returns.

* [nventory Management: Syncing online sales with inventory can be challenging. Wineries need to implement

effective inventory management systems to avoid overselling or stockouts.

e Age Verification: Ensuring that customers are of legal drinking age is crucial. Wineries need to implement age
verification procedures at checkout and upon delivery to comply with regulations and prevent sales to minors.

e Marketing and Customer Acquisition: Driving traffic to an online store and acquiring new customers requires a
strong digital marketing strategy. Wineries need to invest in search engine optimization (SEQ), social media
marketing, email marketing, and potentially paid advertising to reach their target audience.

e Payment Processing: When selecting a payment processor for a wine e-commerce business, wineries should
consider factors such as fees, payment methods offered, security measures, and integration with their

website and software systems.

e Impact of Poor Weather: Poor weather conditions can significantly impact wine production, as seen in the UK
in 2024 where the cool summer adversely affected wine harvests. This can lead to production volatility and
potential profit losses for wineries.

e DTC Sales for Different Winery Sizes: In the UK, wineries producing over 32,000 bottles annually tend to be
less reliant on DTC sales and have a larger share of trade sales, particularly in the on-trade. Smaller

producers, selling fewer than 32,000 bottles, rely more on DTC sales and independent retalil.



Increased Control Over Branding and P
Pricing

DTC sales allow wineries to control their brand
messaging and pricing strategies. This can lead

to higher profit margins and a stronger brand
identity.

Expanded Market Reach 7

E-commerce allows wineries to reach a wider
audience beyond their local area. This can open
up new markets and increase sales

opportunities.

Innovation 5

The DTC model allows wineries to experiment
with new offerings and experiences, such as
virtual tastings, personalized
recommendations, and subscription services.
This can enhance customer engagement and
drive sales growth.

Building a Resilient Business Model !

Expanding into the DTC channel can help
wineries diversify their sales channels and build
a more resilient business model that can
withstand market fluctuations and disruptions
in traditional distribution channels.

Reserve Wine Production

10

The increasing production of reserve wines in
the UK allows for greater consistency,
complexity, and blending options. This can open
up new markets and sales channels for UK

wineries.
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Opportunities for Wineries in DTC Sales

Direct Customer Relationships

Wineries can build direct relationships with
their customers, fostering loyalty and gathering
valuable feedback. This can lead to increased
customer lifetime value and improved product

development.

Data-Driven Insights

DTC sales provide valuable data on customer
behavior and preferences. Wineries can use this
data to personalize marketing efforts, improve
the customer experience, and develop new
products.

Sustainability

DTC sales can support sustainability initiatives
by reducing reliance on traditional distribution
channels and promoting eco-friendly packaging
and shipping practices.

Opportunities for Innovation in the UK
Market

The UK wine market presents opportunities for
innovation, such as introducing lesser-known
varietals and regions, offering vegan-friendly

wines, and promoting local production.

Diversification of VVine Plantings

The diversification of vine plantings in the UK,
including the increasing use of hybrid varieties,
can lead to a wider range of wine styles and

potentially greater resilience to climate change.
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Optimizing Digital Sales Funnels

A digital sales funnel is a series of steps that guide a potential customer towards making a purchase. Each stage

of the funnel corresponds to a different level of customer awareness and engagement. By optimizing each stage

of the funnel, wineries can increase conversion rates and drive sales growth. Here are some key strategies for

optimizing digital sales funnels for e-commerce businesses:

Understanding the Customer Journey

|dentify the Customer Journey

Analyze how customers interact with your
website and identify the typical steps they
take before making a purchase. Use tools
like Google Analytics to track user flow and
understand customer behavior on different

pages.

Define Lead Capture Points

Determine the point at which a website
visitor becomes a lead, such as when they
provide their email address. Develop a lead
nurturing strategy to guide leads through
the funnel with targeted content and

offers.

Target Audience Definition

Clearly define your target audience and
their demographics, interests, and online
behavior. This will help you tailor your sales
funnel and marketing messages to

resonate with the right customers.

Map Funnel Stages to Conversion
Triggers

Define the stages of your sales funnel and
identify the key actions or triggers that
move customers from one stage to the
next. This could include visiting specific
pages, signing up for a newsletter, or

adding items to their cart.

Customer Lifecycle Stages

Consider the different stages of the
customer lifecycle (awareness, interest,
desire, action) and how they relate to the
sales funnel. Tailor your marketing
messages and content to address the
specific needs and motivations of

customers at each stage.

Sales Funnel Models

Choose the best sales funnel model for
your winery based on your goals, target
audience, and resources. Different models
may emphasize customer acquisition,

retention, or a combination of both.



Website and Content Optimization

Optimize Website and Attract Visitors with

Product Pages Engaging Content
Ensure website and product Create content that

pages are optimized for answers common

both search engines and questions, solves problems,
user experience. Use clear and provides valuable

and concise language, high- information to potential
quality images, and customers. This could
compelling calls to action. include blog posts, articles,

videos, and infographics.

Landing Page
Optimization

Create visually appealing
and informative landing
pages that are optimized for
conversions. Use clear
headlines, concise copy, and
strong calls to action to
guide visitors towards the
desired action.

End-to-End E-commerce Solutions Website Builder for Optimal User

Consider implementing an end-to-end e- Experience

commerce solution that provides all the Use a website builder that offers templates,
necessary tools and features for managing your customization options, and optimal page speed
online store, including website building, product to create a user-friendly online store. This will
management, order processing, and customer help improve the customer experience and
relationship management. encourage conversions.

Lead Capture and Nurturing

Capture Leads with Lead Magnets Analyze and Optimize Forms

Offer incentives for visitors to provide their contact Ensure lead capture forms are short, easy to
information, such as discounts, exclusive content, or understand, and only ask for essential information.
free consultations. Use lead magnets to build an Reduce friction by minimizing the number of form
email list and nurture leads through the funnel. fields.

Checkout Optimization

Analyze and Optimize Checkout Pages: Address cart abandonment issues by offering multiple payment options,

using a progress bar, and adding trust badges. Avoid surprise charges or unexpected steps in the checkout

process.



Compelling CTAs

Use clear and compelling
calls to action (CTAs) to
encourage customers to
take the desired action,
such as making a purchase
or signing up for a
newsletter. Tailor your CTAs
to the specific stage of the
sales funnel and the

customer's needs.

Use Social Proof

Display customer
testimonials, reviews, and
social media mentions to
build trust and credibility.
Social proof can encourage
potential customers to

move forward in the funnel.

Leveraging Data for
Personalization

Use data from website
analytics, CRM systems,
and other sources to
personalize the customer
journey and optimize the
sales funnel. This could
include tailoring email
campaigns, offering
personalized product
recommendations, and
providing targeted
promotions.

Driving Conversions

Use A/B Testing

Conduct A/B testing to
experiment with different
elements of your sales
funnel, such as headlines,
images, and calls to action.
Analyze the results to
identify what works best
and continuously optimize

your funnel.

Micro-conversions

Encourage micro-
conversions, which are
small steps that customers
take towards a final
conversion. This could
include adding items to a
wishlist, using a quick view
button to see product
details, or signing up for
email updates.

Marketing Automation
for Customer Insights

Implement marketing
automation software to
gather customer insights
from various touchpoints,
such as website visits, email
interactions, and social
media engagement. This
data can be used to
segment audiences,
personalize messaging, and

optimize the sales funnel.
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Keep it Simple

Avoid overly complex or
confusing sales processes.
Simplify the customer
journey to make it easy for
customers to navigate your
website and make a
purchase.

Customizing the
Shopping Experience

Personalize the shopping
experience by offering
relevant product
recommendations and
targeted offers based on
the customer's browsing
history and past purchases.
This can help increase
engagement and encourage

conversions.

Measuring What
Matters

Track key metrics, such as
website traffic, conversion
rates, and customer lifetime
value, to measure the
effectiveness of your sales
funnel and identify areas for
improvement. Use data to
inform your optimization
decisions and continuously

improve your results.



mproving Customer
Retention

Customer retention is crucial for long-term success in the DTC
wine market. It is more cost-effective to retain existing
customers than to acquire new ones. By building loyalty and
fostering lasting relationships, wineries can increase customer
lifetime value and drive sustainable growth. Here are some
effective strategies for improving customer retention for e-

commerce businesses:

Building Loyalty:

. Start a Customer Loyalty Program

Reward repeat customers with exclusive discounts, early

access to new releases, or invitations to special events.
Loyalty programs can foster a sense of community and
encourage repeat purchases. Go beyond traditional
loyalty programs by offering personalized discounts,

birthday gifts, or other unique rewards.

. Wine Club and Subscription Management
Software

Use dedicated software to effectively manage your wine
club and subscription services. This can help streamline
operations, personalize offerings, and improve customer
satisfaction.
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Customer Experience and Engagement

11

13

15

17

19

Improve Customer Service P

Provide excellent customer service through
various channels, including email, phone, and
live chat. Respond to inquiries promptly and
resolve issues efficiently.

Offer Discounts or Credits 7

Offer discounts or credits to encourage
customers to return and make another
purchase. This can be particularly effective for
first-time buyers or customers who haven't

purchased in a while.

Perfect the Returns Process 6

Make the returns process as easy and hassle-
free as possible. A positive returns experience
can encourage customers to purchase from you

again in the future.

Turn Customer Complaints into g
Resolutions

Address customer complaints promptly and
professionally. Use complaints as an
opportunity to improve your service and build

stronger relationships with customers.

Be \Vocal About Your VValues

10

Communicate your winery's values and mission
to customers. This could include sustainability
initiatives, community involvement, or ethical
sourcing practices. Acting on your brand values
can attract and retain customers, especially
younger demographics who are increasingly
drawn to brands that align with their own

values.

Gamify the Customer Experience

12

Incorporate gamification elements into your
website or loyalty program to make the
experience more engaging and fun. This could
include quizzes, contests, or interactive
content. Use interactive and gamified content
to create memorable experiences and

encourage repeat visits.

Offer Omnichannel Support 14

Provide customer support through various
channels, including email, phone, and social
media. This allows customers to contact you on
their preferred platform and receive consistent
support.

Personalize Support Interactions

16

Use customer relationship management (CRM)
software to track customer interactions and
provide personalized support. This can help
customers feel valued and understood. Use
CRM software to track customer behavior,
personalize interactions, and improve customer
retention. CRM systems can provide valuable
insights into customer purchase patterns,
preferences, and support interactions, allowing
you to tailor your communication and offerings

accordingly.

Personalizing Customer Interactions

18

Personalize customer interactions to improve
retention rates and foster loyalty. Use data
from your CRM system and other sources to
tailor your communication and offerings to
individual customer preferences. This could
include addressing customers by name in
emails, providing personalized product
recommendations, and offering exclusive deals

based on their purchase history.

"Surprise and Delight" Campaigns 20

Implement "surprise and delight" campaigns to
reward loyal customers with unexpected gifts
or promotions. This can create positive brand
associations and encourage repeat purchases.

Send Engaging Emails

Use email marketing to stay in touch with
customers, provide valuable content, and
promote new products or offers. Personalize
emails based on customer preferences and
purchase history. Leverage email marketing to
improve customer communication and
retention. Send targeted emails to customers
who are at risk of leaving, offer discounts on
abandoned cart items, provide exclusive offers,
and follow up with customers who have
contacted support.

Collect Customer Feedback

Regularly collect customer feedback through
surveys, reviews, or feedback forms. Use this
feedback to improve your products, services,

and overall customer experience.

Offer a Subscription Service

Consider offering a wine subscription service to
provide customers with regular deliveries of
their favorite wines. This can create a recurring
revenue stream and foster customer loyalty.
The rise of the subscription economy has made
this model increasingly popular, particularly

among younger generations.

Reward Referrals

Offer incentives for customers who refer new
business to your winery. Referral programs can
be an effective way to acquire new customers

and retain existing ones.

Offer Buy Now, Pay Later Options

Provide customers with flexible payment
options, such as buy now, pay later services.
This can make purchasing more accessible and

encourage larger orders.

Educate Your Existing Customers

Provide customers with valuable information
about wine, such as food pairing suggestions,
tasting notes, or wine education resources. This
can enhance their appreciation for your wines
and foster a deeper connection with your
brand.

Respond to Support Queries Quickly

Aim to respond to customer support queries as
quickly as possible. Even if you can't resolve the
issue immediately, acknowledge the query and

provide an estimated resolution time.

Create a Positive Experience for
Employees

Happy employees are more likely to provide
excellent customer service. Invest in employee
training and create a positive work environment
to foster employee satisfaction and customer
loyalty.

Creating a Customer Community

Create a sense of community among your
customers by fostering online or offline
interactions. This could involve creating a forum
or online group where customers can connect
with each other and with your brand, hosting
events or tastings, or offering exclusive

experiences for loyal customers.

Churn Rate

Monitor your churn rate, which is the rate at
which customers stop doing business with your
winery. Identify the reasons for churn and
implement strategies to reduce it, such as
improving customer service, offering more
personalized experiences, or addressing any

pain points in the customer journey.



Public Relations and
Brand Building

Building a strong brand and generating positive media coverage
can significantly impact DTC wine sales. Here are some PR

strategies that wineries can implement:

. Media Outreach

Develop relationships with wine bloggers, journalists,
and industry publications to generate media coverage.
Secure features and reviews in reputable outlets to

increase brand visibility and credibility.

. Storytelling

Craft compelling stories that highlight your winery's
history, winemaking process, and unique offerings. Use
these narratives to connect with customers on an
emotional level and build a strong brand identity. Share
your story through your website, social media, and

&

marketing materials.

o,

Event PR

Host virtual or in-person events, such as wine tastings,

vinevyard tours, or launch parties. Invite media and

RASAE

influencers to these events to generate positive

Lh

coverage and word-of-mouth marketing.

s

. Engaging Brand Story

Develop an engaging brand story that communicates
your winery's unique values, history, and personality.
This can help you connect with customers on an
emotional level and build a strong brand identity.
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Examples of Successtul Wineries

Several wineries have successfully leveraged DTC e-commerce to increase sales and build strong brands. Here

are a few examples:

Winery

Empathy Wines

Ram's Gate Winery

Dry Farm Wines

Buttonwood Grove Winery

Moshin Vineyards

Winepost

Plonk

Tamburlaine Organic Wines

Location

us

us

S

us

us

UK

UK

Australia

DTC Strategy

Focus on high-quality,
sustainably produced wines at
accessible price points; strong
online presence; simplified wine

selection process.

Personalized customer
experiences; unique virtual and
in-person events; focus on

storytelling and brand narrative.

Natural wines; focus on health-
conscious consumers; strong

emphasis on storytelling.

Wine club growth; expanded
ship-to states; use of Sovos
ShipCompliant for compliance
and reporting.

Streamlined DTC compliance
processes; improved customer
experience; use of Sovos

ShipCompliant.

Wine subscription service with
personalized recommendations;
focus on customer education
and engagement; strong

customer support.

Curated selection of artisanal
wines; flexible subscription
options; strong emphasis on

social proof and customer trust.

Organic wines; tiered pricing
structure for members; use of
Shopify Plus for scalability and

customization.
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The Growth of Direct-to-Consumer Wine
Sales

The DTC wine market has experienced significant growth in recent years, driven by changing consumer
preferences, the rise of e-commerce, and the lasting impact of the COVID-19 pandemic. Here are some key

statistics:

United States:

* |n 2020, the value of DTC wine shipments in the U.S. reached nearly $4 billion.

® Online sales from wineries to customers in the U.S. were nearly 10% in 2020 and remained at 9.1% in 2021,
even with the reopening of physical spaces.

e The DTC market is a dominant player in some parts of the wine industry, such as California, where DTC sales

make up 61% of the revenue of the average family winery.
e The total market for DTC wine sales in the U.S. was $3 billion in 2018, up from $2.69 billion in 2017.
® |n 2018, the volume of DTC wine shipments in the U.S. increased by 9% to 6.3 million cases.
e The average price per bottle of wine shipped DTC in the U.S. increased to $39.70 in 2018.

e \Wines priced $100 and above saw an 18% increase in DTC shipment volume in 2018, while wines priced
below $30 per bottle only increased by 6%.

e Total DTC wine shipments in the U.S. slumped 10% to 6.4 million cases in 2024, while the value of sales
decreased 5% to $3.94 billion.

e DTC wine shipments made up about 8% of total U.S. wine sales in 2024, which amounted to $51 billion.

e The premium wine category (bottles priced at $15 or above) in the online DTC market experienced rapid

growth, jumping from 2% in 2019 to 10% in 2020, and has remained relatively flat at 10% since then.

Europe:

e The European wine market size was valued at $78.5 Billion in 2024 and is projected to reach $113 Billion by
2033, exhibiting a CAGR of 4.1% from 2025-2033.

e The European red wine market was valued at $45.8 billion in 2024 and is projected to reach $62.5 billion by
2033.

United Kingdom:

e The UK Wine Production industry revenue has grown at a CAGR of 3.5% over the past five years, reaching an
estimated £422.4 million in 2024.

e Sales of English and Welsh wine reached 8.8 million bottles in 2023, with sparkling wine sales increasing by

187% and still wine sales rising by 117% since 2018.

e On-trade sales of English and Welsh wines grew to 28% of total volume in 2023, while exports rose to 8%.
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Legality of DTC Wine Shipping

The legality of DTC wine shipping varies significantly across different states and countries. Wineries need to be

aware of and comply with all applicable laws and regulations.

In the United States:

e Some states have strict regulations for shipping wine to consumers, while others do not allow it at all.

e \Wineries must obtain the necessary licenses and permits to ship wine to consumers in permitted states.
e Age verification is required at checkout and upon delivery.

e Only approved licensed carriers, such as FedEx or UPS, can be used to ship alcohol.

e Wineries must comply with all [abeling requirements, including brand name, wine type, alcohol content, bottle

volume, sulfite content, and producer information.

In Europe:

e DTC wine shipping is generally more complex and expensive in Europe compared to the United States.
e |ogistics and shipping costs can be high, and regulations vary significantly between countries.

e Some European wineries are starting to explore DTC sales channels, particularly in response to the COVID-19

pandemic and the growth of e-commerce.

Conclusion

The shift towards DTC wine sales presents a significant opportunity for wineries to increase control over their
brand, build direct customer relationships, and expand their market reach. By optimizing their online presence,
implementing effective digital marketing strategies, and focusing on customer retention, wineries can thrive in
this evolving landscape. However, it is crucial to address the challenges associated with DTC sales, such as

regulatory compliance, logistics, and competition.

Wineries must adopt a "digital-first" mindset that goes beyond simply using digital tools. This involves a
fundamental shift in how wineries approach customer engagement and sales, with a focus on customer centricity
and data-driven decision-making. Investing in both people and technology is essential for success in the DTC
wine market. This includes training staff on digital tools and customer engagement strategies, as well as

implementing appropriate e-commerce platforms and marketing automation software.

By staying informed about industry trends, best practices, and legal requirements, wineries can position
themselves for success in the digital age. Wineries that embrace innovation, leverage data for personalization,

and prioritize the customer experience will be well-equipped to capitalize on the growing DTC wine market.



Need a Helping Hand?

Unless digital marketing is your full-time gig and you've got an
all-star in-house team working round the clock, let's be honest
—it can get a bit overwhelming. That's where we come in. At
Emotio Design Group, we seamlessly integrate with your
existing team, working hand-in-hand with marketing directors
and managers to drive your digital strategy forward. For
decades, we've been perfecting the art of online storytelling,
conversion optimisation, and brand building—turning casual
browsers into loyal customers, all while keeping things as
engaging and approachable as a friendly chat over a fine wine.

We understand that your passion lies in crafting exceptional
wines, not wrestling with website tweaks or digital sales
funnels. So why not leave that to us? Consider us an extension
of your team, dedicated to elevating your online presence and
ensuring every digital interaction is as satisfying as a well-
poured glass. Cheers to making digital marketing as effortless
and enjoyable as your next sip of vintage perfection. If you're
ready to take the pressure off and see your DTC sales flourish,
we're here to help every step of the way. Cheers!

Visit our website to see how we can help

Disclaimer:

The information provided in this article is for general informational and educational purposes only.
While every effort has been made to ensure the accuracy of the content, the wine industry, e-
commerce regulations, and DTC sales strategies are subject to change. Readers should conduct their
own research and consult with industry professionals, legal advisors, or relevant authorities before
making business decisions based on this article. The author and publisher assume no responsibility for
any errors, omissions, or inaccuracies, nor for any actions taken in reliance on the information provided.
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