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Welcome to
over 500
attendees!
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Thank youl
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And thanks
for investing
lime 1 your

career.
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Jason Curtis
President, vinSUITE
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Why a
dedicated
symposium for
wine clubs?
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Change in Share of DtC Sales Channels
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Club continues to be the most steady and reliable source of DTC revenue.
39%



Sales Channels in 2024

Wholesale Off-Premise
16.0%

Tasting Room
27.0%

Wholesale On-Premise
11.5%

Export
1.8%

Allocation/Subscription
4.0%

On-Site Events
2.2%

Off-Site Events
1.8%

Internet and Web
0
6.5% Telesales
1.1%

Wine Club
28.1%
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Looking at all
channels, including
wholesale, wine clubs
make up , with
allocations that jump

to



Foucs on
acquistion,
retention and
value



Tuesday, Session 2

Top 5 Customer Segments to Target Now

Chris Huyghe Laura Simons Michelle Van Der Lugt
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Tuesday, Session 3

WISE Academy Presents:
Roadshows and Member
Travel

Liz Mercer
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3rd Annual Wine Club Symposium
Loyalty Deep Dive

Brian Baker Jason Curtis
Cultivar Marketing vinSUITE

Presen ted by VinSUITE



Wednesday, Session 2

Start to Finish:
Crafting the Ideal
\ Wine Club Texting
Jennie Gilbert Jessica Fillion Strategy

Founder, RedChirp Director S&M, Repris Wines
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Wednesday, Session 3

Al Panel —
From Hype 1o
Hands-On

Ron Scott Robert Noakes
CTO, Enolytics CEO, WineSpeak.ai

BottleShots.ai
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Please:

o Ask questions (via the
questions option)

e ['ill out end-of-session surveys

e Share recorded sessions
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Virtual Event

Agenda

Fri
June 16

Live Session 1

Live Session 2

Live Session 1 has started

Join

All(3) W

Join session

Virtual Event

Agenda

Fri
June 16 All(3) v

Finished

Live Session 1

Live Session 2
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The State of
Wine Club



Insight Panelists

Rob McMillan Jennifer Warrington Megan Currie
EVP Wine Division, WISE The Wine Lass
SVB
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Insights

Club Member Acquisition and Attrition Rates by Region
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Napa Sonoma Other CA Washington Santa Barbara Oregon Paso Robles Other US
Acquisition Rate = New club members acquired in given year divided by base membership level at the beginning of that year.
Attrition Rate = Club members lost in given year divided by base membership level at the beginning of that year.
Excludes wineries with less than five years of experience.
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Insights

Net Wine Club Members Aftrition/Acquisition Rate
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Annual Case Production

Excludes winenes with less than five years of experience
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Do you use social media advertising to attract new

members? If so, choose all that apply.
TikTok

Finterest —\.\

Social Media

Instagram & Face

wineclubscorecard.com



Annual Wine Club Growth Rate in Members

13%

Wine Club Membership Growth Rate

11%
6%
5%
4%
2%

2018 2020 2021 2022 2023 2024

Net Wine Club Growth Rate = New club members acquired in given year, less lost club members in that year, divided by base
membership level at the beginning off that year. Excludes wineries with less than five years of expenence
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Insights

Average Discount for Club Members by Region
m2022 m2023 m2024
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Wineries Use of Discounted Shipping
for Club Shipments

AE :f'-";;. 43%
23%
19%
16%
I I 12%
0% I l I

Discount Shipping for  We don't waive or  Free Shipping for Club  Free/Discount on Free/Discount for
Club ._I|.3 count shipping Additional Orders Purchases over
Dollar/Bottle Threshold

m2022 m2023 m2024

Respondents may select more than one answer. Shipping discounts often vary depending on club tier.
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Do you track your wine club retention rate?

Average Length of Club Member Tenure by Region

m2022 m2023 m2024
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Washington Napa Other CA Sonoma Oregon Santa Barbara
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33
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Club Membership Duration (Months)

Respondents may select more than one answer. Shipping discounts often vary depending on club tier.
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Insights

$3,000
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$2,000
$1,500

$1,000

Lifetime Value of a Club Member

$500

$1,608

Do you track the changes in average annual
membership spend?

Yes

Mo

Lifetime Value of a Club Member
The average lifetime value is stabilizing as volume drops while member
growth and average club member sales are up only modestly.
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https://www.svb.com/dtc-report/

Passionate about
helping wineries grow
their clubs
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VinSUITE Presents

el incclubscorecard.com

AtVinSUITE, we've spent over two decades helping wineries grow /

their di rect-to-consumer Wine Club Scorecard
of the biggest Opportunities for growth lies in 3 winery's wine club
That's why we created the Wine Club Scorecard—a free tool

S ® 20-(JuUcC stion qu1 f/

o e Benchmark against your peers
e Personalized action plan

e Free to take

(DTC) sales and streamline operations. One

A Tool Built for Wineries to Unlock Their
Wine Club's Full Potential




We Wrote the Book

e Comprehensive

e Easy-to-follow steps to
erow your club

e Like a free (physical) copy?
Email sales@vinsuite.com
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Keynote

Sessions Moo @
Tue. @ 10:00 e

Tue. @ 11:00 e
Wed. @ 9:00 °

Wed. @ 10:00 e

Wed. @ 11:00 6 Al Panel

Customer Segmentation
Roadshows
Loyalty Deep Dive

SMS Strategies
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Next Up...

Top 5 Customer Segments to Target Now

Chris Huyghe Laura Simons Michelle Van Der Lugt
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Thank youl
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