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op wineries grow their tasting room 
sales by using a unique signature of 
best practices.  In this analysis, results 

of the VinQuest 2018 consumer direct wine 
sales report are used to rank tasting room 
growth by sales and marketing tactics used.   

The proven tactics used by the industry’s 
most successful tasting rooms offer useful 
insight for any winery seeking to improve 
sales results.  

Top-10 Practices  
for Smaller Wineries  
Smaller wineries grew their tasting room 
sales significantly faster by using one or 
more of the top-10 tactics identified by 
VinQuest 2018.  Programs targeting 
customer outreach and exclusivity were the 
most productive at driving DTC growth.   

Widely used customer outreach tactics 
such as email marketing and offsite events 
were successful in driving sales growth 
along with rarely-used tactics such as paid 
online ads and billboard/TV ads. Staff 
incentives such as paying bonuses for 
customer contact data were also among the 
top-10 tactics used by the fastest growing 
tasting rooms in this year’s survey.  

With adoption rates rarely exceeding 50%, 
opportunities abound for smaller wineries 
seeking to boost their tasting room sales.  

Top-10 Practices  
for Larger Wineries 

Larger wineries also grew their tasting room 
sales significantly faster than average by 
using a unique mix of sales and marketing 
techniques. At this point in their businesses, 
larger wineries report that initiatives 
offering exclusive customer experiences 
were the most productive at driving tasting 
room sales. 

 

With most larger wineries already using the 
best practices of sales training, online 
account management, and social media, 
top-performing wineries have become 
creative at using less popular but effective 
tactics such as tasting by appointment, 
members-only areas, and allocations. Larger 
wineries practicing proven techniques such 
as direct mail and press releases were also 
rewarded with faster than average tasting 
room sales growth. 

While some tactics have been widely 
adopted by larger wineries, many of the 
best practices reported by high-achievers 
still have adoption rates near 50%.  These 
proven tactics create opportunities to grow 
tasting room sales at even the largest 
wineries.  

“Hidden Gems”  
for Tasting Room Sales Growth 

One of the benefits of data mining is the 
potential of discovering “hidden gems,” 
sales and marketing tactics proven to grow 
sales, but not yet adopted by most 
competitors.    

For smaller wineries, paid online ads stand 
out for their combination of proven sales 
results and low barrier of entry.  Since only 
17% of smaller wineries use paid online ads, 
growth-oriented wineries might consider 
this technique for their marketing mix.   

Tasting by appointment, members-only 
areas, and a resurgence of direct mail have 
proven to be productive tactics for larger 
wineries seeking to grow their tasting room 
sales.  With industry adoption rates of 50% 
or less, these techniques offer sales growth 
opportunities for many larger vintners. 

 

 

 
 
 

 

Top-10 Best Practices for 

Tasting Room Growth
Smaller Wineries (≤ 2K cases/yr)

Average 1%

Tactic

Adoption 

Rate

% Sales 

Boost

Paid Online Ads 17% 1370%

Contact Info Bonus 10% 1061%

Billboard 14% 724%

Club-Only Area 6% 541%

Offsite Events 47% 481%

Online Bookings 28% 476%

By Appt Only 50% 415%

Email Mktg 56% 380%

Credit Card Updates 23% 319%

TV/Radio Ads 14% 311%

Source: VinQuest 2018        

Top-10 Best Practices for 

Tasting Room Growth
Larger Wineries (> 15K cases/yr)

Average 1%

Tactic

Adoption 

Rate

% Sales 

Boost

Sales Training 76% 480%

Online WC Accounts 82% 436%

By Appt Only 48% 399%

Club-Only Area 50% 347%

Social Network 83% 305%

Press Releases 58% 260%

Direct Mail 52% 244%

Stand-up Tasting 66% 237%

Private Allocate 57% 195%

Real-Time Tax/Ship 83% 170%

Source: VinQuest 2018        
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Top-10 Best Practices for 
Tasting Room Sales Growth 
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Research Methodology 
The VinQuest 2018 U.S. DTC Wine Sales 
Survey was conducted by VinterActive LLC 
in conjunction with the Wine Industry 
Network from December 10, 2017  through 
January 31, 2018. 
 
Open to U.S. wineries willing to exchange 
consumer direct sales data for research 
results, invitations to complete the 30-
question online survey were sent to 
individual wineries and members of 
participating winery associations, including: 
 
 Atlantic Seaboard Wine Association  

 Lake County Winery Association 

 Mendocino Winegrowers 

 Paso Robles Wine Country Alliance 

 Garden State Wine Growers 

 Oregon Wine 

 Sonoma Vintners 

 Temecula Valley Winegrowers 

 Texas Wine & Grape Growers 

 Wine America 

 Wine Road Sonoma County 

 

Survey Participants 
A total of 226 wineries from 19 U.S. states 
completed the VinQuest 2018 survey.   
 
Winery participants reflected the 
geographic focus of recruiting efforts, 
resulting in a concentration of West Coast 
wineries.  California, Oregon and 
Washington were well represented, 
comprising 84% of all survey responses. 
 
Case production ranged from fewer than 
100 cases to 950,000 per year with the 
majority classified as small wineries making 
fewer than 10,000 cases per year.   
 
The median size of VinQuest 2018 wineries 
was 4500 cases/yr, similar to the U.S. 
median.  The average size of participating 
wineries was somewhat larger than national 
averages due to participation by several 
mid-sized and larger national brands. 
  
The average selling price for VinQuest 2018 
wineries –  $29 per bottle – is  well within 
the range reported elsewhere for U.S. 
consumer direct wine shipments. 
  

About VinQuest 2018 
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About VinterActive 

Established in 2002, VinterActive LLC is a 
wine industry leader in the research and 
practice of consumer direct sales and 
marketing.   

Wine Industry Research 
VinterActive research is widely used by U.S. 
wineries, industry associations and policy-
makers seeking useful insight into 
consumer behavior, customer preferences 
and industry best practices. 

Wine Marketing 
VinterActive’s proprietary techniques for 
building long-term customer relationships 
and increasing tasting room, wine club and 
online sales have proven effective for both 
large and small wineries across the U.S. 
 
 
 
 
 

SecureWineShop™ 
VinterActive’s all-in-one SecureWineShop™ 
combines POS, wine club and secure 
ecommerce in a mobile-optimized solution 
affordably priced for small and medium-
sized wineries.  Proven in production since 
2005, SecureWineShop™ has become one 
of the most trusted names in winery 
ecommerce. 

Copyright Notice 
This copy of the VinQuest 2018 Research 
Summary may not be reproduced, 
transmitted or redistributed in any form or 
by any means without prior written 
consent. 

Additional copies of this report are available 
for purchase from VinterActive LLC. 

© 2018 VinterActive LLC – All Rights Reserved 
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9940 Starr Road - Suite #130 
Windsor, CA 95492 

707-836-7295 

www.vinteractive.com 

 

 

  

 


