
Making the most of your 
Direct-to-Consumer business

‘A structured environment for 
seated tastings in cellar door 
[allows] a far superior model 

for staffing as well as now 
providing a tasting experience 

which is far superior to what we 
previously had’

Cellar door: the heart of DTC 

• Wineries are increasingly moving from a ‘try before you 
buy’ casual tasting model to providing a genuine tourism 
experience, with seated, pre-booked, educational paid tastings

• The decision to purchase/not purchase at the cellar door  
is primarily influenced by the quality of interactions  
with the staff. 

• Cellar doors should not try to compete on price with retailers 
but offer exclusivity – e.g. special releases, special packaging, 
wines not available at a retailer and older vintages.

• Consider the demographics of your visitors and the things 
they look for in visiting wineries. Other attractions/services 
such as a restaurant, as well as recommendations from other 
wineries, are key drivers in group decisions regarding which 
wineries to visit.

Based on research conducted by Wine Australia 
in 2021 with wine businesses and consumers

Insights and tips for wineries

‘Sit down tastings have been 
great to engage with customers 

on another level’
’What we found most effective 

also was a combination of 
understanding the customer 

and telling a brand story that 
people buy into.’



Personalisation, value-adding  
and customer service
• A strategic focus on the DTC customer experience is the key to 

success. Focus on the customer, not the channel.

• Categorise your database customers (or have separate 
mailing lists) to enable customers to be targeted with more 
relevant offers. 

• Provide flexibility within your wine club offers, to allow 
customers to select the offer that best suits them and give 
them a sense of choice and control.

• Discounting can devalue your brand and does not necessarily 
increase profit. Special offers, exclusivity and convenience 
are more important to wine club and cellar door customers 
than discounts. Free delivery is most often nominated by 
consumers as a desired improvement.

• Handle customer complaints promptly and personally across 
all channels.

• Make it as easy as possible for customers to buy your wine, 
by having a well-functioning e-commerce platform and up-to-
date content on your website. 

Source: Wine Channel Purchase Behaviour of Australian Wine Consumers (December 2021)
More information at www.wineaustralia.com/market-insights
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‘Ask everyone: how do you like 
to purchase your wine? This 

unlocks everything.’

‘Given the market is flooded 
with many brands, to do it 

well you need to find the right 
customer and tailor the offer  

to them. Deliver exactly  
what they want’

‘We don’t discount often as it is 
not our ethos, although it gets 
the biggest response. Instead, 
we value add, which could be 

through bonus bottles, free 
bottle of olive oil or spice mixes 
for home cooks, free shipping, 

gift boxing, treats, etc.’

‘First job each day is to review the 
abandoned carts and call directly 

to resolve problems. Conversion 
rates from this are super high.’

An integrated DTC strategy
• Link your DTC channels to maximise opportunities for 

contacting and selling to your customers. 

• Build up your database/mailing list by providing multiple 
avenues for signing up: online, at events, at the cellar door.

• Contact your mailing list regularly – at least monthly.

• Invest in a good CRM to support better customer 
management. 

• Use social media to raise awareness of your brand and story 
as well as for direct selling.

‘Cellar door visits are key 
drivers for signups for wine club 
and database. More structured 
and personalised tasting room 

experiences during COVID 
meant improved engagement 

and high value signups.’

‘[We are] continually looking 
at ways to communicate in an 

interesting, tailored way’

‘We offer a replacement 
guarantee. We also offer free 
returns on wine because every 

other e-commerce store does that. 
It is part of the online experience’

‘Customers love free freight’
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