DRIVING SALES THROUGH WINE TOURISM
Presentation by Diana Isac CEO and Founder
diana@winerist.com
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WHAT DEFINES WINE TOURISM/ WINE TOURIST?

WINE TOURISM
‘… Visitation to vineyards, wineries, wine festivals and wine shows for which the grape wine
tasting and/or experiencing the attributes of grape wine region are the motivating factors for
visitors’. C. Hall, L. Sharples, B. Cambourne, N. Macionis, ‘Wine Tourism: An Introduction’,
Wine tourism is a form of consumer behaviour based on the appeal of
wine and wine regions, and a development and marketing strategy for
the wine industry and destinations in which wineries and wine-related
experiences are the dominant attractions
WINE TOURIST
The World Tourism Organization states that ‘A visitor (domestic, inbound, or outbound) is
classified as a tourist (or overnight visitor), if his/her trip includes an overnight stay.’ The wine
tourist in many instances is a day-tripper or a domestic tourist visiting the area from another
region. S. Charters, J. Ali-Knight, ‘Wine Tourism – Thirst for Knowledge?’
Each type of visitor will be embarking on the wine ‘experience’ and will
have different expectations and needs, characteristics, and behaviour and
may not necessarily stay overnight in a chosen wine tourist region.

Opportunity

2bn people drink
wine globally

600k commercial
$42bn spent on
wine & food travel wineries worldwide

Wine & Food tourism is predicted to grow 25% by 2025 by Conde Nast
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Wine Tourism – MORE THAN A TREND

• Scope to Develop wine tourism products to attract tourists and to promote the region as a
centre for wine tourism (Douro Valley)
• Wine Tourism: Local and Regional and not just International (Temecula)
• The Close Link between Wine and Food
• The close link between Wine Tourism and Wine Sales and QUALITY OF WINE (Malta)
• Wine Tourism as a catalyst for change
• Success Stories: Douro Valley, Temecula (California), Sardinia
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Competitive Landscape: Wine & Travel
• Travel: Wine Travel as a Growing Sector
• Wine: Wine Sales
B2C Market Place

Wine

Wine Travel

B2B
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Can Wine Tourism have an Obvious Positive Economic Impact
•
•
•
•

Wine Tourism can contribute to the local development, especially when there is an increase of
wineries in the local communities.

At the community level wineries have enhanced some economic, sociocultural, and environmental
aspects of their communities (North Carolina Piedmont Triad 2014 Study)
The greater contributions respondents in surveys perceive are economic. Most perceive that wineries
have increased tourists’ spending (68%) and the variety of local businesses (57%).
About half also believe that local wineries have revitalized their local economies in terms of increased
number of jobs (48%) and businesses (46%)

*Data From:
Winerist Winery Survey November 2018
Winerist Consumer Survey September 2017
Canziani, B. and E. Byrd. (2014). Strategic Plan—North Carolina Wine and Grape Industry (2014 – 2019). Report prepared for the NC Wine and Grape Growers
Council, NC Department of Agriculture and Consumer Services. Greensboro (NC): University of North Carolina [accessed 2015 Sept].
Ferreira G. (2012). A comparative analysis between Virginia's and North Carolina's wine industries. Blacksburg (VA): Virginia Cooperative Extension [accessed 2015
July].
NC Department of Agriculture & Consumer Services. (2015). North Carolina wineries. Raleigh (NC): NCDA&CS [accessed 2015 July].

Economic Benefits

•

53% of wineries are
small enterprises of 1-5
people

•

<20% of wineries have
more than 15+ people

Ecociocultural Benefits

Environmental Benefits

It’s about experiencing the local FOOD!
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It’s about investment in PEOPLE & LAND!
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It’s about
It’s about
meeting
WINEthe
SALES!
PEOPLE!

12

How important is Hospitality to
your business?
•

Nearly 90% of wineries globally agree that Wine & Food Tourism is important to their business with almost 30%
each have accommodation or a restaurant to create the full hospitality experience

•

How many wine tourists and
visitors do you receive each year?

95% of wineries receive wine tourists!

•

•

•

•

43% say that they
receive less than 500
visitors > HUGE
opportunity to grow the
business subject to
resources and facilities
A small winery should
target to receive
between 500-5000
tourists a year
Some wineries receive
over 200,000 visitors a
year!
Only 5% of wineries
receive no visitors at all
> shows interest from
consumers

What type of tasting experiences
do you offer?
•

Most wineries offer a combination of experience but should focus on those that bring MOST SALES
•

•

Most popular wine tourist
experience is the “informal
standing & tasting” with 75% of
wineries offering it
Another study found that more
sale are generated when more
time is spent with the clients.
eg:
• Sit-down tastings (67%)
• Guided tours of vineyards
(71%)
• Meet the winemakers
(66%)
• Food & wine pairings
(49%)

How much do you charge for
tasting visits?
•

23% of wineries charge NOTHING for tastings BUT this is to be avoided!
•

•
•

•

•

The sweetspot for a wine a
wine tasting of usually min 3
wines lasting min 30 minutes
is €5-€20 (37% of wineries)
23% of wineries report
offering FREE wine tastings
While this seems like a good
idea to encourage people to
come it doesn’t actually
work that well
Tourists (especially
International tourists)
expect to pay for service!
TIP: charge for the tastings
and deduct the fee if they
purchase wine!

How important are the following
methods of booking winery visits?
•

1 = most important > Email & phone unfortunately still common place when taking reservations for visits
•

Unfortunately when it comes to technology and
online bookings – wineries are not so advanced!

•

62% of suppliers don’t have a booking calendar

•

17% use online tools; 34% use email and 39% use
phone for bookings

•

This demonstrates that there is room for
improvement! With simple online booking calendars,
Point-of-Sale tools – wineries can minimise their
work load by taking reservations online with tool
such as Winerist for example

<Most important

<Least important

How important are the following for
sales conversion during a winery
visit?
•

It’s all about WINE SALES!

•

Selling wine is the number one priority of most
wineries (68% agree)

•

The tasting fee is 2nd in place with 14% agreeing it’s
most important for sales

•

Winery merchandise is in 3rd place with 12% agreeing
it’s most important for sales

•

Restaurant onsite and food sales is least important
mainly because 47% of wineries do not offer this
service. For those that do a restaurant is 2nd most
important source of sales with 17% thinking so.

<Most important

<Least important

Do you offer any additional
incentives at tastings?
•

The MOST effective incentive at the cellar door is to offer the tasting free with wine bottle purchases
•

45% of wineries offer free tasting or
refund the fee with bottle purchase

•

This is a good strategy to get client’s
details / email to retarget later as many
repurchase / order online

•

Free tasting with club membership: 17%

•

Discount on winery tours: 16% (not
worth discounting a €5-20 tasting)

•

Coupon for future winery visits: 11%

•

42% offer NO incentives

•

How do you engage with
customers during or after their
visit?

Answered: 452 Skipped: 48

•

62% of wineries report sending
newsletters to their visitors – the
number seems quite high so we
think the frequency of these
campaigns is low

•

52% ask visitors to follow them
on social media sites – unless
clients do it on the spot they
may never do it

•

20% of wineries do no
engagement with customers
post visit > huge opportunity to
improve and invest in a POS
solution!

Economic benefit of sale at the
Cellar Door
•

Developing a good ‘cellar door’ experience is key to selling more wine!
•
•

•

Cellar door sales are on
the rise
20% of wineries sells
more than 50% of the
wine at the cellar door
thus reducing marketing
costs for trade shows etc.
Wineries report they
want to increase the
portion of cellar door
and DTC wine sales

Economic Benefits of Wine
Export
•

One FIFTH of wineries don’t export at all! This proves that DTC & local sales are important.
•

•

•

•

Continental Europe & USA are
in top 2: with 64% and 54%
respectively of producers
exporting there.
The interesting result here is
that 50%+ wineries are
reporting export to Asia and
that consider it an important
new market
UK market is only in 4th place
with 45% producers exporting
here – UK is more competitive
for the wine trade
22% of wineries don’t export
at all!

•

Economic Benefit of Export - DTC
(directly to consumers) from the
winery?

DTC is important - this is in line with 89% of Wine Tourists reporting to buy wine when and after travelling
•

•

•

85% of wineries are
involved in shipping wine
directly to consumers
It’s important to have a
good ‘cellar door’ wine
tasting experience –
authentic, with the
winemaker /owner if
possible
This is because “people
drink stories NOT wine”
so if they like you they
will buy your wine too!

Do you have a wine club?
•

Only 37% of wineries offer a WINE CLUB option
•

•
•

•

Wine Clubs offer a good
incentive for people to
become brand
ambassadors, tell others
about your wine, come
and visit you
It’s a popular tool in the
New World wine countries
Revenues from wine club
members are higher in $/€
terms than from the
average visitor
Set up costs are low but
may need to invest in a POS
/ ecommerce solution

Douro Valley – Case Study
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From Focus on Porto as a City…
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To Porto and Douro Valley as a PowerHouse
Biggest Wine Museum in the World
World of Wine

Primary Harvest
Experience Destination

Douro Valley – Case Study

Catalyst:
• 2001 named the Douro Valley as UNESCO World Heritage
• Porto became No 1 Wine Capital of the World
• Douro is a region intrinsically linked to its wines: Douro Valley = Port
Problems
• Douro Valley started with 2 wineries with legal status and 30 without a legal registered
activity
• The achievement of a beneficial inter- action between the potentially conflicting
expectations and aspirations of visitors and host or local communities, presents many
challenges and opportunities (ICOMOS, 1999)
• Achieving sustainable tourism is a continuous process and it requires constant
monitoring of impacts, introducing the necessary preventive and/or corrective measures
whenever necessary.
• The identity of the region through: grape stomping, traditions of port making, enhanced
harvest experiences
• How do winery operators, particularly those running small or family businesses, cope
with the new developments occurring in the world of wines?
A key aspect is respect for the people who call the location home, the culture and customs
of the area, and the socio-economic system.

Investment for the Future
How can Moldova become an exciting destination for Europe?
And the rest of the World?

TRAVEL

Position/
Location for
Wine
Tourism

WHO IS THE
CUSTOMER

Customer
Acquisition
Set Healthy
Growth
Targets

WINE SALES

Wine Sales
at the Cellar
Door and
Wine Sales
Abroad

SHARING IS CARING

Building
Close
Networks
and
Partnerships
Locally for
Growth
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