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Why Email Still Wins

Email is still one of the highest ROI 
channels in digital marketing.

You own it — free from changing social algorithms 
and platform rules. 

Direct line to your very best customers. 

Wine club = retention game. Email is how you play it.

Average ROI

$36–$45
per $1 spent



Benchmark Reality Check

Are your emails hitting the mark? 
Here's the industry reality.

Open Rates
Global Avg: ~19–31%
Wine Industry: ~20–38%

Click-Through Rates (CTR)
Global Avg: ~2–3%
Strong Winery Campaigns: 3–9% (when targeted) 

Key Takeaway

Most emails underperform.
The opportunity is huge.



The Real Goal (Shift the Mindset)

Start Thinking:

Drive action:
Purchases

Event attendance

Wine club signups

Email = sales channel, not just communication 

Stop Thinking:

“Send a newsletter”



The Big Problem

Why most winery emails don’t work:

Too much information

No clear CTA

Same message to everyone

Sent inconsistently

Result: People skim… or ignore



The Simple Framework

3
Click-Driven

Content 

2
Segmentation

1
Rhythm

Get the click Get them to your website Convert



Email Rhythm That Works

1 Monthly Newsletter

“Here’s everything happening”

+

Why this works:

People don’t read everything

People need reminders

Repetition drives action
2–4 Targeted Emails

Events

Releases

Deadlines



Segmentation = Higher Revenue

Segment by:

Wine club vs non-club

Purchase behavior

Event attendees

Geography

Rule

“If it’s not relevant, it 
doesn’t get opened.”



Turn Your Data Into Revenue (POS + E-Commerce Integration)

Your best customers are already telling you what they want—through their purchases. Use your POS + e-commerce 
data to create smarter segments:

Smarter Segments

→ Past vintage buyers → target new release 

→ Event attendees → invite them back first 

→ High-value customers → VIP/early access 

→ Wine club buyers → upsell add-ons 

Why it works

Feels personal (even if automated)

Higher opens + clicks

Shorter path to purchase

What this looks like in practice:

Instead of:

"New Release Available" →

Send:

"You loved our 2022 
Chardonnay… the 2023 just 
arrived"

Instead of:

"Join us for Oyster 
Crawl"

→
Send:

"Since you joined us last year… 
we saved you a spot"

Key Takeaway

Generic emails inform. 
Targeted emails convert. 



Subject Lines That Get Opened

Best Practices

Keep it short
(mobile-first)

Create urgency

Be specific

Examples That Work

“This Weekend Only: Oyster Crawl Starts Here”

“Your First Taste of Our New Release”

“Last Call: Reservations Filling Fast”



Content That Drives Clicks

The Mindset Shift

Shift from:

Long-form storytelling

To:

Scannable, actionable 
content

"People don't read emails—they 
scan"

Winning Structure

Headline

Image

1–2 lines of text

Button (CTA)



Give Them a Taste, Not a Full Pour

Don't

Explain everything

List full menus

Overload details

Instead

Tease

Highlight

Invite

Goal: Get them to click 



Your Website is the Conversion Engine

Email’s job = traffic driver

Always link to:

Event pages

Product pages

Reservations

That’s where conversion happens



Multiple Links = More Clicks

Include 3–5 links per email

Buttons + images + text links

Place CTAs throughout

Result

“More opportunities = 
more clicks”



Design for How People Actually Read

Do

Mobile-first

Short sections

Strong visuals

Clear buttons

Avoid

Walls of text

Overcrowding



Measure What Matters

Track these key metrics to understand 
your email performance.

Open rate → tells you how good your subject line is. 

Click rate → measures actual engagement with 
content. 

Conversions → tracks the real revenue impact. 

The Golden Rule

Clicks +
Conversions 

> opens



Putting It All Together

Newsletter

+

Targeted Emails

+

Segmentation (incl. POS data)

+

Click-driven content

=

The Result

More revenue
from the
same list 



Getting Started

Grow Your List

Tag audience members for future opportunities for 
targeted messaging

Make sure that the audience opts in

Ensure Deliverability
DO NOT PURCHASE LISTS OR EMAIL UNSUBSCRIBED

Verify your domain before sending

Email Marketing Platforms
Mail Chimp

Constant Contact

Your POS or CMS system!

Phase Two
Automated drip campaigns

Abandoned carts

A/B Testing for Subjects and Content

WARNING: A single compliance violation can cost up to $43,792 per email (FTC CAN-SPAM penalty) 

Include easy sign-ups with QR codes  in tasting rooms

Purge hard bounces 



Your email list isn’t just a list.
It’s your most valuable owned audience.

Use it strategically

Drive traffic Drive sales Grow your wine club



T h a n k  Y o u

Q&A / Discussion


