
Personalisation and value adding 
 

 
Ask everyone ‘how do you like to purchase your wine?’. This unlocks everything. 

 

Results from the Wine channel purchase behaviour of Australian wine consumer report has 
highlighted the importance for consumers of staying connected with wineries. Personalised 
experiences and value-added extras make people feel like they are special and that the business 
is considerate of their personal preferences, invariably leading to purchases not only at the cellar 
door but even online. 
Further to this, Australian wine drinkers wanted to feel that their purchasing was exclusive through 
special packaging and special discounts that only they could access. 

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 – large sized SA winery. 

During the height of COVID, videos were used so 
people could have a connection – small 
Tasmanian winery 

We provide an ‘exclusive’ friends and family only 
type of wine club which targets high spending 
brand loyal customers. Word of mouth invitation 
only adds to feeling of exclusivity - large sized SA 
winery. 

One thing we need to do to achieve successful 
ecommerce sales is to combine ecommerce with 
personalised service. Think about the customer, not the 
channel. What worked well during COVID lockdowns was 
maintaining personal contact and reaching out with calls 
but won’t have time to do this after lockdowns end – 
small Victorian winery 

We value add for customers by providing a copy of our 
own print marketing in each box of wine which includes 
recipes and other winery and vineyard updates. We also 
provide small surprises and delights based on our 
quarterly themes. All customers who we’ve spoken to 
receive a personalised, handwritten love note (with their 
wine) – small Victorian winery 

We offer free shipping on subscriptions and our EDMs 
are not just about the product as we provide cocktail 
recipes, and recipes from our chef. In lead up to 
Christmas we are also offering Christmas giveaways – 
small SA winery 

Direct emails are sent to wine club members. 
They are treated differently. They get three packs 
per year and the owner’s personal service. Value 
adds include platter vouchers, access to 
members’ lounge including guests, extra 
discounts on other purchases. For the cellar door 
it is important to give people a good time and be 
open! – small QLD winery 
 

We manage our customer expectations by listening and 
trying to anticipate their needs. Communication touch 
points are more important than ever as it build tolerance 
to challenging circumstances. What we found most 
effective also was a combination of understanding the 
customer and telling a brand story that people buy into.  
General brand philosophy and ethos drives engagement 
and high touch opportunity to maximise customer 
experience – medium sized SA winery 

Each winery employed different 
strategies to remain successful – 

Hear from some of the 
successful wineries and how they 
have managed over the last two 

years and going forward. 

People must prebook, so they are already on the website 
and from that moment they’re controlled. The home 
page and cellar door page set expectations. At the cellar 
door, we want our customers to be happy so we try to fix 
any problems before they leave – staff have the 
authority to manage. Would offer a full refund on tasting 
if someone wasn’t happy - small NSW winery 
 

We handle all customer complaints personally as 
we take pride in customer service and 
communication responsiveness. In 2020, we 
changed our messaging as we were very 
conscious of everyone’s situation of being stuck at 
home. We stayed true to our brand. Given our 
customers are across the country, we split our 
database to be more relevant and appropriate 
(medium sized WA winery) 
 


