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Megan Currie | The Wine Lass   5:07
Thank you to everybody for coming. Welcome to the June meeting of the Wine Club Professional Network. This is our first time meeting since last June, which means this will be 12 months after our last meeting. So welcome back and thanks for joining.
This is also our first time doing this virtually. Now, when we used to all be in a room together, we would all go around the room, introduce ourselves, talk a little bit about the wineries we work at and our job titles and things like that. But I think I'm probably not going to do that this time, just because I can imagine that getting a little bit chaotic with all the cameras and mute buttons and things like that. So I apologize for kind of just diving straight in and missing that little element of things. But yeah, so here we are.
Just a reminder, this is being recorded and transcribed, so feel free to turn video on or off depending on how on your comfort level with that stuff. I don't plan on publishing the recording anywhere, but I just want to make sure everyone knows. And the transcription is just going to be used for pulling together insights and sending out a summary afterwards.
Everything on this agenda is from you guys: It's all just results from the survey that I sent over. I believe about 20 people responded to that survey, so thank you so much for doing that. It was really, really helpful to spot some of those insights. I'm going to go over the insights from the responses once quickly, just for your information. And then we're going to return and have a bit more of an open discussion about each of the findings.
That's it for housekeeping. Let's move on to the agenda. The questions that I asked are getting to kind of the heart of customer purchasing behavior. What are we noticing about Wine Club members and how they're behaving? Is that changing? And how is that affecting our growth trends?
So you'll notice I've put here: Retention, Retention, Retention. That will not be a surprise probably to any of the wine club managers in the group, or the DTC managers. Conversion and acquisition is obviously still a factor. We still need new members to come in the door, but the balance between those we're seeing is changing. 
And then, besides acquisition and the number of members, we're also going to look at average order values and how we can sell more to the members that we have as well.
That's the trends and a little bit more of an observational part. And then we're going to start looking at the “So what?” What can we do? How can we grow in this environment that we've observed? And then what are some of the barriers stopping us from doing it? And how can we get rid of those barriers?
We're going to start with the challenges, just to get them out of the way, and then we can kind of have a little bit more of a solution-focused perspective in the second half. So I've done my best here to take all of the answers and find themes.
Attrition and Acceptance Rates
The first main theme is attrition. We kind of lumped acceptance rates here as well: cancels and skips, people not accepting shipments. And what we find are basically across the board, more members are cancelling, more members are skipping shipments, fewer members are adding wines to their shipments, so they're just taking the standard allocation.
Reasons for cancelling are changing, too. We've got people straight up saying ‘financial reasons’, whereas before they might say ‘too much wine’. We've got people saying ‘too much wine’, whereas before they might have not given a reason. Basically, we can conclude that people are not buying as much wine or using as much of their discretionary spending for this purpose. And then ‘health reasons’, which has always been a thing, but it's on the rise. And when people refer to ‘health reasons’ these days, they're not always saying, “I have a medical condition and I can't drink”, which is how that was traditionally used. It's also people just saying: “Alcohol is bad for my health, so I'm not drinking any more.” So it's a slight difference in how that's being used.
The good news does seem to be that most people who mentioned decline rates said that they are going down. There were five or six people who said their decline rates are declining. So that's obviously good, more payments captured, and we'll dive into that as well.
Conversion and Signups
Next up, conversion and signups. Some wineries have been seeing improved signup rates: so, of every 100 people that walk in the door, more of those people are signing up. We're seeing mixed results there: some people have had greater signup rates, some people have had lower, but even for those who have been converting a higher percentage of people, there's fewer people walking in the door in the first place. So with lower visitation, even if the conversion rate is up, the actual number of incoming members is going down, which is obviously a problem either way. And then some people are seeing both: The conversion rate is slowing and the number of visitors is slowing, which is obviously even worse. Typically off-site signups, so roadshow events, web signups and things like that have not been enough to make up that gap.
The last thing here is that converting to club doesn't always translate into taking a club shipment, because there's more tire-kickers who are joining the club, taking advantage of these more flexible options, and then never actually taking a shipment, or expecting a sort of try-before-you-buy situation.
Average Spend
Besides the number of members, also looking at order value and how much per year each person is buying. We got quite a few mixed messages on this one, so I did my best to make sense of it: a lot of people saying one thing, and a lot of people saying the complete opposite. I think there are wineries doing things that are making a difference.
Many clubs are seeing reduced average order values during regular club shipments. So people are customizing down, they're taking the absolute minimum that they can. Some clubs are trying to lean into that and saying: “Okay, if you guys want flexibility, we'll give it to you. Just please don't leave.” And then there are other clubs who are trying to lean away from that and saying: “Actually, no, we want you to take at least a $500 shipment. We don't want you replacing all of the bottles with the cheapest wine,” and they’ve had relative success in using that to prevent that.
And one thing that I've noticed is that those who mentioned increased sales to their existing club members, generally elsewhere in the survey were telling me about special things that they were doing that would explain why that's happening. So the sales are out there, but they're just not coming in automatically anymore. We're needing to actually actively go out and get them. And so that's where some of these quotes come in.
We've got people doing case specials. Somebody mentioned a reorder campaign on a wine that had already been released, but then got a good score. And so there was a re-release campaign, which sold 14 cases. We've got outbound outreach happening, and text offers through Red Chirp: that was mentioned more than once.
So lots of different activities, but these sales are there, they just need to be actively courted instead of just flowing in the way they did once upon a time, at least for the lucky ones among us. 
This one is maybe a little bit of a reach, but I did want to come up with some kind of pattern. And I concluded that members are increasingly differentiating themselves into two distinct groups that exhibit their own behavior patterns.
Now, it might be that some of those members are gravitating towards certain wineries, and so certain wineries will have more of one group than the other. It might be that within a given winery, you've got members who are interacting with the membership in different ways, or who are maybe even segmenting themselves into different membership options, based on what those memberships are offering. So I'm hoping that that will kind of generate a little bit of fruitful conversation here as well. But there were two separate people who responded to the survey who mentioned this. So here, Erika mentioned tenure is up, but specifically that people who stay for a long time, they still stay for a long time. It's the people who generally would have been leaving after two or three shipments are now leaving after one or two shipments, for example.
I've ad-libbed a little bit there, but Erika said the first part about long-term people still being there for the long haul. And then there was somebody else that mentioned on average, our members that are purchasing are purchasing higher-price-point wines. So again, you've got the people who are and the people who aren't, but they are kind of responding in different ways.
So recognizing these different segments, and finding good ways to figure out who's in which camp and treating them differently, might be one opportunity for growth in the club channel. So, we'll see if we have any ideas of how we can make that happen.
What's working?
These are just some examples from a couple of questions I asked in the survey. One was, “What are some successes you've been having?” And one was, “Have you been inspired by any other brands, whether it's wine brands or other types of brand?”
And these are the general trends that emerged. We've got club benefits and features, first off. So things like member-only wines, which a couple of people mentioned, and we'll talk about for a little bit. Things like introducing new lower-commitment club options. Brand partnerships was one interesting thing, and I know has been quite widely discussed in the conference circuit as well: access to digital content about wine, other sort of lifestyle, branding alignment, partnerships and things like that. And then in terms of club design, rather than concrete club benefits, we also have things like increasing flexibility, allowing people to skip themselves from the shipment rather than having to contact the winery; allowing them to customize. Reducing flexibility and imposing minimum spends is the opposite way that some people have responded to try and protect themselves against that customizing down.
Staff incentives and training, there were some really interesting responses here. There was one winery that had kind of revised their club signup bonuses for the tasting room, and had seen an uptick in club signups. So that's one area that I've seen a few wineries revisit: how we're incentivizing the sales team to get signups, especially now that we've got tip lines and things as standard practice. What does that mean for the incentive structure? One person said that for the wine club team, they had kind of tightened and elevated service standards, which I hope we can discuss a little bit, like how we're defining what those service standards are and making sure everybody knows what's expected of them.
And then also a really interesting comment about soft skills training. Somebody mentioned that there was a public speaking trainer that came in. And I presume that probably had a lot to do with the sales team kind of getting comfortable talking to people. But doing it all as a team, I think, is really helpful for cohesion. And I certainly know from experience that doing career-boosting soft-skills trainings as a team has been really great in my career as well. So that's a really interesting thing to see as a trend. And I'd love to hear from you guys as well, if that's something that you'd be interested in exploring more through the network. But anyways, we shall move on.
This is probably the biggest one, given that what I observed earlier is that the folks that are seeing increased order values are going out and getting those order values. I think this is probably where a lot of the takeaways will lie, at least a lot of the immediate ones. Just a few examples of ways that people are actively—and somewhat passively as well—driving those extra sales, including:
· Case specials
· Limited time library releases
· Outbound outreach: a few people mentioned using text message for that.
· Thoughtfully timed reorder campaigns: so, the one that I mentioned, when a wine got a great score and it was then re-released to members
· Discounted shipping for members who add wine to their shipments
· Events were also mentioned, and specifically how people are leveraging creative and engaging events: yes, as a member benefit, but also as an opportunity for sales. Someone mentioned maximizing sales on the day through things like raffles, putting order forms on the back of the menus, having limited releases available just for that night for attendees.
· And passive sales opportunities, such as implementing email and text automation flows. So when somebody joins the membership or makes a purchase, that triggers a dynamic series of emails or texts that then recur. Maybe six months later, it says, “How did you enjoy that wine?” and encourages them to repurchase. That's a little bit more passive than active: Once you have it set up, it just goes. And there are some examples here, but I'll save those until we come back around.
So that's it for the overview. As expected, I went into a little more depth than I intended to, but I hope that you guys all had an opportunity to jot down some questions, comments and things like that, because now we're basically going to go back through all of that and get a little bit more in depth. 
Would anyone like to jump in with a question, a comment, or anything else? If not, we can just wait until we come back around to the relevant piece.
Great. Okay.
So yeah, attrition and acceptance rates seem to be Public Enemy Number One. I was not surprised by the survey responses: this is something that I've seen across the board, and then the write-ups from the conference circuit as well.
It makes sense, right? Visitation is down, which means signups are down. And if you want to keep the club growing, the only other thing that you can do is stop people from leaving.
So I would love for folks to have a little think about anything that they have managed to see success in. I'm sure a lot of people will have been being asked from the higher-ups: “What are we going to do about attrition? How are you going to get people to stay in the club?” 
Are there any initiatives that you've had that have worked? Because I think this is one of the things that we are probably going to need to be sharing best practices and getting actionable insights from each other. I always felt like for a long time the higher ups would sort of... forget that the club was there, as long as it was running well and the numbers were flowing in. There was almost an assumption that it was just this sort of magic button that got pushed a couple times a year and all the revenue would flow in. And as long as the wine club manager was taking care of business and not making too much noise, they were allowed to get on with it and not too many questions were asked.
That was certainly my experience for a couple of places that I worked earlier on in my career. And as the pressure has started to grow, what I've started noticing is that there's been a lot more attention on attrition and saying: “Okay, well, we have to stop members from leaving.” Or looking at the average amount of time that a person spends in the membership and saying, “That seems really short, can we improve that?” But not always accompanied by an understanding of what's normal and of what the benchmark is, because the bosses haven't had a lot of involvement in wine club before.
So I do think it's an area that is kind of developing, and it's going to ultimately be on wine club managers to respond to it, whether that's by actually increasing the retention rates or by the very least being able to educate the folks that are asking the questions and saying, “Well, this is actually what's normal, and these are the factors, and this is why it's like this.” Because a lot of times we're dealing with folks whose background is either in the tasting room side or on the corporate side or that generally falls outside of membership.
I do have a question in the chat here from Rachel that says: “Has anyone had success in offering or creating a subscription as alternatives to the traditional club? How do you sell the subscription without giving away too much or giving the same things away as the members get?”
So that's I think been a really important trend over the past four or five years.
For the uninitiated, one of the main differences between the traditional membership and the subscription is the amount of flexibility that members get. So with a subscription, what we're often trying to capture are folks who want more flexibility, want to be able to skip or cancel whenever they want or change and get the wines that they want. And so there is often a concern that if we give the same things to those people as the members, then there's less incentive for them to join the “actual” membership.
So I'm going to park that question. I haven't forgotten that there was a question in there. But looking over into the chat, I've got a couple more here. Autumn says:
“In fall 2024, we launched a smaller tier club. That's now up to 90+ people, almost all of which are downgrades, not new members. The solution has already been mentioned, but it really helped us.”
So I think that definitely ties in with the flexibility question. Chris is asking: “From the survey, are folks seeing higher membership resignations? Or are they seeing similar resignation numbers, with the pressure coming from lower acquisition numbers, which is reducing membership revenue overall?”
Great question, Chris. I wasn't able to parse from the wording of how people were saying it in the survey which it was. Yes, everybody is concerned about attrition, but that doesn't necessarily mean that attrition is going up. It might just be that attrition is staying the same, and because visitation and conversion are falling, attrition is now a problem, whereas it wasn't before. And I think the answer is a bit of both. Some wineries are seeing one, some wineries are seeing the other. In my personal experience with a couple of wineries that I've worked with recently, attrition is staying roughly the same. It's not that attrition is going up, it's that it's becoming a bigger problem because of the lack of conversion.
And so what we're seeing is a little bit of that responsibility shifting: whereas, once upon a time, it was up to the hospitality team to bring in the members and all of the attention was there, nowadays that responsibility is shifting more into the wine club department and saying, “Well, what are you doing to keep members here?” And I think that's something we'll come back on to later as well, as we kind of discuss the barriers to fixing some of these metrics. Because as I'll say, if it were that easy, we would have done it already. There's a reason why our attrition rates are what they are. It's not that we like it that way. So we'll discuss that in a moment. I've got a hand up here.
Galen, hello, good to see you.
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Galen Drace | Napa Valley Hospitality Forum 32:20
It is wonderful to see you, Megan. I missed you.
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Megan Currie | The Wine Lass   32:20
Long time.
Yeah.
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Galen Drace | Napa Valley Hospitality Forum  32:25
I'm the Executive Director of the Napa Valley Hospitality Forum. We poll our members every month to get ideas on everything from visitation to average order value, but we do club signups, whether they're up or down compared to the year before. So month on month, that was March 26 to March 25, and we do that with cancellations as well.
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Great.
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A lot of data distilled into a few sentences is that growth in signups is still happening, but it is much smaller than it used to be. So we are still seeing, overall, a slight increase in the number of signups, but that compared to years in the past, that growth is much smaller than it has been.
With attrition, cancellations are relatively flat when you average everything out. The problem is the discrepancy from property to property. So when you look at the data the forum pulled in, we've got a bunch of people that have lower cancellation rates, and we have a bunch of people that have much higher cancellation rates.
What's interesting is we've also seen this with visitation: on average, it's just growing slightly. It's there, but it's not what we want. But how that spread between properties is really, really significant; which makes it all the harder to pinpoint what is and what isn't happening in our industry, and really starts making you look at individual properties.
We do not dive into cross tabs in our surveys, so I can't tell you geographic location other than they're in Napa Valley, and I can't tell you bottle price, production size, etc. But the long version short is: Cancellations are relatively flat in general. Signups are increasing, but not as much as they used to be. And I think, Megan, your point of the focus within a larger organization drifting towards that stalwart of the club, that used to be very consistent, as other revenue streams are really struggling. We're getting more attention than we ever did before.
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Yeah, totally agree. Okay, thank you very much. And I really appreciate that the forum goes to all those lengths to gather that information, I'm a one-woman team and it's not as feasible for me to do that on an ongoing basis. So it's really, really valuable and I appreciate you sharing that intel with for the benefit of all of us here.
Okay, so there you go. Cancellations are not, you know, going out of control. It's not so much that they're on the rise. It's just that they've sort of been identified. And it is quite a remarkably consistent
trend that a lot of people that I've spoken to have said, “Yeah, the CEO didn't used to care about this, but suddenly they do.”
So either the CEOs have their own forum where they're all talking and it's sort of mind melding, or it is just… I mean, it does seem like a pretty logical conclusion to me, and everybody's kind of coming independently to the same conclusion, which I would say is probably the likely scenario.
I mean, the attention to retention is not undeserved. It's obviously a pretty big tenet of business. It is widely acknowledged that it's much cheaper to keep an existing customer than it is to gain a new one. So I don't necessarily think that it's a bad thing that more attention is being paid to keeping members in the club. The thing is, it obviously needs to be accompanied by additional resources. Because it is cheaper to keep ‘em, but it's not free to keep ‘em.
Yeah, and we do need to be actively going to efforts to keep our members in the club, and those are things that take staff time, they take resources and those are some things that we'll get into sort of examples and details later on as well.
[Galen shares screenshots of the NVHF data in the chat]
Yes, Galen, thank you. That's perfect. I love a good chart. So for those who haven't seen, Galen has just shared in the chat here some charts: is this over time? Yes, of club signups and club cancellations. Basically, they ask everybody in the forum—as a show of hands, is that right, Galen? So: “Who's up? Who's down? And who's flat?” And everyone raises their hand.
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We now use, they fill out a survey each month. So thankfully this is not arbitrary. If you do look at the x-axis, you'll see it's by month and then next to it in parentheses is a number. That's the number of respondents. So like any bit of data, take it with a grain of salt, especially on the club signups, look at the giant jumps down and up in November and December, but then look at the small number of respondents. I would ignore the middle of those graphs. I think that's statistical noise from a small sample size. But the point being is that overall trends in the bottom right of each slide gives you a rough idea of how many people are up and down. And of course, with club cancellations, the second slide, being up is bad, wherein the club signups being up is good.
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Great. Got it. Okay, cool. So the lines in those graphs represent who mentioned being up versus flat versus down, with up being green in both scenarios, even where that is a bad thing. But yeah, great, great. Thank you.
So I want to go back to the question about subscriptions, because I don't really think that we fully answered that. There are now some comments on that question. This is in regards to dealing with attrition rates and keeping members from cancelling. Yes, that's one of the benefits of subscriptions is you have the ability to downgrade people into a subscription. So that was actually one of my first forays into subscription was basically creating it as an attrition club. So we wouldn't offer it to a new member, but if somebody was a member of the existing club and they were trying to cancel, we would be able to say:
“Wait, wait, wait, don't go! What if we let you into the secret, more flexible club, which allows you to take fewer bottles, skip as much as you want, customize down to only get Sauvignon Blanc? If it means that you're still in our system and we're still relevant to you, I would rather have you do that than walk out the door and, let's be honest, probably never come back.”
And I did find it was quite good at retaining people on some level. What I don't have is long-term data on how long those people lasted, but considering how big of an issue flexibility is, between financial issues, drinking less for health reasons (whether they're medical reasons or just general health reasons), I think that's becoming more and more relevant.
Somebody says thinking of using for retention. Yep, Cassidy said exactly that. “We created a lower price point club that isn't listed online or in the tasting room. We pitch it to folks when they ask to cancel and use it as a retention tool.”
Suzy says, “We have a one-bottle-a-month club. They get our lowest tier benefits, but they take home the same amount of bottles. It's funner, more engaging and flexible. But for the most part, everyone takes a bottle a month of our choosing.” Do you waive shipping for the bottle, or only for pickup? Suzy's offering comp shipping on one bottle, but they also have incredible rates with FedEx because of the size of the brand, which makes that a little bit more sustainable.
So yeah, I think that's a really good point. Rachel, thank you for raising it. Subscription clubs kind of came onto the scene, I want to say, about five or six years ago. And I feel like everything that we talk about in this meeting in particular, everything that comes up, just goes to show how much more relevant than ever these subscriptions are.
Do most wineries allow customization on subscription clubs? I will let folks speak for themselves on that one, but I would say I think just because of the way, certainly within Commerce7—I'm not sure what program you're using, Alison, but certainly in Commerce7, the way that it's designed kind of makes it either completely obligatory or at least much easier to handle if you do.
Suzy. I have you muted, hang on. Oop, there you go.
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Thanks. So the way that we do our subscription club, it is totally flexible. You can skip as many times as you want. It is also a very heavy text-based program. So we have our sign up via RedChirp. We have our communication via RedChirp.
Once a month, I send out a text that says, “Hey, your shipment's going to come out,” or, “The featured bottle of the month is this. You can pair it at the grocery store with this, or try this Trader Joe's thing,” making them much more accessible: things that the regular person could do, versus a 10-ingredient list that you have to go shopping for, and that just makes it too complicated. I'm a four-ingredient person myself. So anything beyond that is locked.
So we do that and we do like a vibe pairing and basically it's like, you know, try this to be friends or hold on to this one for a little bit longer, save this for a really great, you know, whatever, whatever we're talking about. So that is how we do it. And if they want to swap at the end of it, it says like, does this sound good? Great, if not, text back and we can swap out to whatever bottle you want or add on. So that's how we do ours.
We also cater more to, because a little bit of context and background with us, we had to move locations. So we moved into a space now, it's much more industrial looking, but we are at a kind of crossroads between a brewery, a really cool like industrial type wine location to the also have breweries and wineries. And we're right down the street from like another big wine trail. So we get a lot of fresh faces. So that's kind of where we pitch that to, is to those that don't really know wine or are just barely getting into it, want something a little bit more accessible, or really like white wine and like, hey, we have this club. Like you don't have to go shopping for it and it comes straight to you. So mind you, we do also advertise, because we do ship only with FedEx, that it's easier for those that aren't home all the time, to ship it to the workplace or a FedEx home location, we do use that as much as we can.
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Mhm.
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Suzy Garcia | Director of Clubs, Vina Robles   43:39
Yeah.
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Awesome. I think that's a really, really good point, Suzy, because I think that speaks to what I was saying about the sort of segmentation of the members and for the winery as well. So if you ask the question of like, what do we get out of membership? For the member, they're kind of splitting in two. And I've always referred to these as ‘heart’ versus ‘star’ members.
The ‘heart’ members are the ones who typically are of the older generations that we've kind of typically marketed to in the past, who are buying in because they want to feel like they belong. They're buying in for the feeling and the lifestyle of it.
Versus the ‘star’ members who are buying in for the discounts, and the concrete benefits, and in a lot of cases the convenience. So I think these are two separate groups, and the way that we've marketed our wine clubs in the past tries to appeal to all of them. But I think what we're starting to see wineries do now is kind of segment and offer one thing for one, like different strokes for different folks, right? One thing for one type of person, and then a more convenient membership that's more flexible, that either allows more customizability or more, you know, easy skipping and things like that. As far as the winery goes, that also has its benefits.
For me, it was mostly, to be honest, a data thing. Like if there were people who wanted to be skipping shipments and not taking their shipments on an active basis, I would be kicking those people out of the membership because I hated the idea that like, I can't tell how many of my members are actually active in taking shipments and how many members are just: yeah, they're members, but they're going to skip every shipment for the next five years. So I would be letting those people leave, because I didn't want them muddying my data, basically.
And so allowing them to separate themselves out so they're not in the club and they're not dragging down my acceptance rates and I can still be confident about my projections for club, but they're also not leaving. I'm not having to kick them out because they're not taking shipments. Maybe they'll take one two years from now and they'll buy $500 that they wouldn't have bought otherwise. And so we're kind of giving them this little like kind of holding pen for people who are not quite ready to commit to membership, but we don't want them to leave.
I've kind of gotten off the topic of what you said that was so brilliant, which I think is connecting that type of person who is a fit for the subscription with also being the type of person who is a fit for texting. I think that is a hugely strong connection. And I think we can talk more about this, but I think the more that we're able to look into, it's probably an oversimplification to say there's two types of member, but if we can sort of put these people into two different buckets and start offering more convenience, more text messaging, more of those: “Text MARTHAS6 for six bottles of Martha's” or whatever it happens to be, and offering those easy Yes and No options, specifically for those subscription members. I think that that's going to really give us some opportunities to give people what they want and to get what we want out of having them as members as well.
So I hope that sort of goes some way in answering your question, Rachel, that subscriptions definitely can be good alternatives to cancelling. If you are looking to start a little ‘starter pack’ for a subscription, I definitely thought that was helpful when I soft-launched the subscription as a way of preventing people from cancelling altogether. And Shaeda and I did a lot of A/B testing of how we did that. And I actually have some good ‘how-to’ advice on that too, of how you can maximize the number of people who take that option as opposed to cancelling, because we grabbed some really good data as we were doing that. So if it's of interest, I can do a follow-up and provide a guide as to how that works and what the benefits are.
And then to answer Alison's question, I believe yes, most wineries do allow customization, which gives us a little bit less control over depletion rates and things like that. But because it tends to be a big selling point of the subscription: it's kind of necessary, or else you're not managing to attract enough people to let it grow.
So we've gone a little bit sideways into subscriptions, which is definitely fine. I'm going to move us on from attrition and acceptance rates. I'm going to go ahead and just check that box. Subscriptions are a good alternative to cancelling. If you're not doing that and are interested in launching subscriptions, definitely something to think about which is not listed on the slide is offering at the time of cancelling: here's an alternative.
Whereas a lot of the things that we're looking at to try and reduce attrition are much more generalized, and we're trying to head people off, to the point where they don't, they don't even think about cancelling, there are also concrete things that we can do when they're actually on the verge of cancelling to talk them off the ledge.
And those things do have the benefit of being a little bit more measurable, right? If we launch a retention campaign that we hope will bring down attrition by 1% and attrition goes down 1%, how do we know that it wasn't just because of the economy or, you know, just luck or whatever? And so those things do have the benefit of being a bit more measurable. 
I'm also just going to point out here the decline rates thing. I think there were a couple of people who mentioned that their decline rates are down. That's a really important part of club acceptance. If you can't take someone's payment, then you can't take the payment. And every declined card that doesn't get updated is not only losing revenue on this shipment, but also future shipments as well.
I swear I'm not sponsored by Red Chirp, I just love them to bits. And they're one of the best things that I've ever done for any of the wineries that I worked at. Everybody who mentioned this mentioned that texting to get card updates was a huge part of being able to get higher acceptance rates that way.
We'll move back on to conversion and signups. This is really just more of a trend observation, which we've also covered. And thank you to Galen for the hard data on that. It's also something that's generally outside of the control of Wine Club, although I also don't want us to fool ourselves too much there because, I do think that there's some opportunity to leverage web signups that are maybe not being fully utilized everywhere. I think ever since COVID, reducing our dependence on visitation has taken many forms, and leaning towards web signups is definitely one of them. So I'll just kind of note that, that caveat there. But yeah, of course, the largest source of signups has always been the tasting room and with lower visitation, it's just a little bit trickier to get that. And so this is really just more than anything a reason why the focus is shifting towards retention.
Um...
Order value and order count, we already kind of covered. And my main conclusion was that the wineries that are seeing increased order values are generally doing something to make that happen. So either incentivizing people to add wines to their shipment by giving them shipping breaks, or adding extra campaigns like case specials or limited release library wines.
I will add a little point here. I'm not seeing any unread messages in the chat or Q&A, so I'll just put a little caveat in here that one thing that I've noticed is in the membership survey that I sent out to members of a winery that I used to work for, a lot of people actually asked for this kind of thing. They asked for limited-time specials. So there's always going to be people who ask for an increased member discount, but they want 30% off instead of 20% off: who wouldn't? But in addition to that, a lot of people said they just wanted to see more special sales. Maybe it's 30% off this particular wine this particular week. They're not necessarily asking for it all the time, but having one sort of special week or month or ‘this is just for you’ kind of campaign really motivates people to feel like they're getting a benefit of membership. And of course, in addition to making the members happy, it also makes money. So those can be a really good way, if you're looking at ways to entice people to stay, but you're hesitant to increase the member discount and start giving away the farm. Limited time offers like the ones that are given here as examples: case specials, library, library wines and things like that can be a good sort of happy medium.
We've kind of also gone into this one in depth. We've looked at the two different types of members: obviously we're typecasting a little bit here, but we can make other assumptions about how they are going to want to run their membership with us, including things like: people who are more into subscriptions might also be more into texting, might also be more into being able to skip the shipment just by texting back. Increasing that convenience and flexibility, because we're making an assumption that that's why they're in the subscription and not in the other more traditional membership. 
So yeah, let's get back into the ‘What's Working’, because this is where I get to rest my voice box and you get to rest your ears from listening to my voice. And I get to bring in the folks who mentioned in the survey that they are willing to tell us a little bit about what they've been doing. Suzy, you've got your hand up.
So in terms of club benefits and features, the things that are working, we said “increasing flexibility”. Now that might be, as Rachel mentioned, through introducing a new club that's a subscription that has more flexibility. Generally, subscriptions will allow people to skip themselves from the shipment rather than contacting Membership, which is of course less admin time for you, as well as the benefit for the membership customizability to suit budget. So for example, we all know for a lot of these members, the financial things that are stopping them from buying, sometimes they're temporary, sometimes it's a kid went off to college and they'll be back in four years. So having that flexibility can be really helpful, but it does have a trade off in terms of guaranteed revenue and SKU depletion and things like that.
Reducing flexibility: imposing minimum spends. There was one person that mentioned that they're essentially preventing people from doing the downgrade and saying: “No, if you want to be in the membership, we need you to take the shipment, or at least to take a minimum value, because that's where the value is for the winery.” So it certainly is possible to resist people wanting to do that, certainly in a traditional club, and to protect those revenue projections and things like that.
One topic that I really want to talk about is the idea of simplifying the club options as well. I think it ties into a lot of the things that we've spoken about. And so there was a couple of things that I want to loop in. Chris, Chris Grossman from Chateau Montelena, who has generously agreed to chat to us about simplicity in membership. And then maybe also some notes on the member-only wines that you mentioned. But we'll start with simplifying the club options because I know we can all we can all relate to that urge!
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Chris Grossman | DTC Operations Manager, Chateau Montelena   57:16
Yes. Oh yeah, and actually shout out to Gambling and McDuck on that blockbuster shout out. That was one of my first jobs, best job ever. Still miss it. Yeah. But yeah, simplicity. One of the goals that we've had here, and one of my goals is: obviously membership is about access, and it's about showing people they can get something that's different than just going to Total Wine or wherever. It's not really geared towards people going to find the best price, essentially, but it's: What can I give you that you can't get anywhere else? So a lot of our thought’s gone into that.
But also, access in terms of: We know that our tasting room, and I think anyone's tasting room is probably going to do a really good job at taking care of the customer that's in front of them, that comes to see them. But what about the 230 million 21+ year-old adults that are out in the US that aren't here? So how do we access those folks and get them to commit to us and to start a loyal relationship? And part of it was looking at the membership and how can we simplify it? Partly for people that are aging out and looking at volumes that are too high, maybe even costs that are too high. How can we thread that needle? But also, how do we appeal to a generation that's getting into fine wine that maybe isn't the same behavior of the person that we're still catering to right now, who may be in their 60s, getting into their 70s? And so the thought was, let's look at simplicity in terms of:
1) The membership's going to tell you exactly what you're getting. There's no mystery. It's not like the winery’s picking a curated selection that then forces you to remember to customize. Or if you forget, you end up having bottles maybe you don't want. So part of the simplicity is having memberships that tell you exactly what you're going to get.
And we've always had that, but we did have some that kind of caught you here, but then you had to go way up here. So back in late 2024, early 2025, we took all of our memberships. Essentially, we have 6 core wines. And for most of them, each membership's for that one wine. And it starts at 6 bottles a year, once a year. So appealing to people who don't want 3, 4 shipments a year. And they want to know exactly what they're getting. If they have a favorite wine they want, they can get that wine. And again, it's once a year. So we started that last year. Our current members, we just converted them to those memberships because they're already getting those wines as part of a kind of an umbrella membership. So now, you know, you have people that can kind of pick what they want. If they want our Chardonnay, they can get anywhere from 6 to 24 bottles a year and it comes one time. That's it. So they just have to know every October you're getting your Chardonnay release. If you want the Napa cab, same thing: That releases in April. So you can have a lot of our people have two, three, four memberships. And that allows them to also flex up and down as they decide: I don't want this, or I want to reduce my count here
So that simplicity has been really good for our higher-volume members that want more, and they can fine-tune those levers to what bottles they want, in multiples of 6. But also we are seeing a better adoption on online signups just over the last year. It's taken some time to ramp up and get the message out, and we're still trying to do that. It takes a while, it seems, to get people familiar with what a membership can be. Because there's a preconceived notion that memberships, you have to spend a lot and you have to take a lot of wine. I think anyone that's been in a tasting room has someone walking in the door: that’s the preconceived notion, that you have to do a lot. So by going to this system, we've seen a lot more uptake in online memberships. And that was my goal. I wanted simplicity to appeal to a customer that's not here and that may never be coming here, or maybe come here once every five years. Even looking at my current membership, maybe 90% of my members never visit, you know, or maybe they visit once every three, four, five years. So looking at options to not only appeal to them as they kind of grow with us, but also appeal to the people that might look for something a little bit less. So online has been great. There's months where we had more online signups than tasting room signups, which is kind of wild. But that's, you know, that all started back in, you know, COVID era where you realize we can't keep relying on just people walking in the door. Even though that has been very successful, especially for us, we have to look at: how do we appeal to people that aren't walking through our door? And having memberships that are straightforward, simple. Most of them, four out of five of our memberships are once a year. And you only get more shipments if you add another membership on. So far, it's been working well. I was a little worried maybe we could see a little more turn and burn, you know, people just
taking an order and then, you know, disappearing or just doing it for the discount. But now that we're getting into the second shipment or the second year for a lot of these people that are new, we're really not seeing that. A couple of situations here or there, but most people are sticking around and continuing to take that next year shipment. I know issues that people are forgetting: Oh, I forgot I was a member, you know. We haven't seen anything like that either. So far, it's positive. The simplicity has really been working, and I hope it continues, especially getting into the new demographics that seem to want— if they're a fan of the wine, they enjoy wine, but maybe they don't want a case. Maybe they want 6 bottles a year, and if that can appeal to them, then that works for us. And they do get less overall, you know, in terms of benefits, but mostly, the benefits they're missing out are the on-site benefits, like the comp tastings, right? Or event access. But if they're not really coming out here anyway, they don't really care about that. They want to be part of the loyalty. They want to ideally be around for the member-only wines, which we can talk about too. So that's been successful so far. We're still only again, like a year and a half in, which is still pretty green.
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Megan Currie | The Wine Lass   1:03:05
Yeah.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:03:12
But so far, I'm really optimistic about what I've seen.
[image: ]
Megan Currie | The Wine Lass   1:03:16
Okay, awesome. And then, so you mentioned that basically, you sign up for the wine, the specific SKU that you're interested in. How is that managed? Is it basically separate like traditional clubs or are you using the subscription type and then letting people will dictate the contents.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:03:44
I think they're exactly the same. You know, I think just a fancy word. But I mean, this is done on a release basis. So it's not a subscription in a way that, you know, I do think subscriptions where you may be subscribing and actually getting the same wine over and over again, like every month or bi-monthly. I think that's what I would classify a subscription where it's not related to like a release date. Since these are tied to release dates, I would still classify it as traditional, but it is again, four out of five are once a year. So that seems to have appeal to some people.
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Megan Currie | The Wine Lass   1:04:09
Yeah. Basically just from the admin perspective, if a person wants to be in the Chardonnay club, they will be in a separate club from somebody who wants a different wine.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:04:25
Yeah, it's run like a club batch: every October, it's the next vintage of the Chardonnay. So then that's run like that. So anyone that's in that membership, if they log in, they'll see in their dashboard, I'm a Chardonnay member, I'm a Napa Cab member, I'm an Estate member. And then, of course, they can manage those as they see fit as well in terms of volume per shipment.
[image: ]
Megan Currie | The Wine Lass   1:04:53
Yeah, right. I also think it's interesting that this has driven quite so many online signups. Is that something that you kind of designed it specifically to achieve, or did it sort of just happen?
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:05:08
Mhm.
Well, I needed to convert the people who were already members. I didn't want to rock that boat, so I had to kind of take some influence from what people were before and trying to mold it into a way where they really didn't know. I didn't want to bring too much attention to it, except when we're trying to save people down the road. Other people had some great ideas, you know, with trying to have those special memberships to save people when they're going to resign.
So it was done in a way to make that easier. And that was a side benefit, because we did have a membership which got a lot of wine. And if people didn't want to be part of it, our one fallback was not a good fit. Now our fallback is: Well, Megan, you had four memberships. What wine are you still drinking? We can then scale you to that level.
So a little bit of both, but a lot of the design was: personally, the goal of the membership was for people not at the winery. It was to appeal to people going to our website who have our wine to find they really enjoy it. And this is how they can now acquire it. Very low, you know, low barrier, easy to understand.
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Megan Currie | The Wine Lass   1:06:00
Yeah.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:06:14
And you know exactly what you're getting. You want Chardonnay, you're getting 6 bottles of Napa Valley Chardonnay, or 12 bottles, whatever you pick. That's where you're getting. You get one, you get the first order when you sign up, of course, which is the current vintage, and then you get the new vintage every October. So that, try to make it really easy to understand, very straightforward. And it was to appeal to people that I can't convince you, I can't talk to you person to person or even on the phone. I'm trying to capture the people where I have to rely on my website to communicate it and get that message, because I'm not there to guide you through or try to convince you or sell you.
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Megan Currie | The Wine Lass   1:06:46
Yeah, yeah. I think that's an interesting perspective too. And it also kind of speaks to, if people are ending up on our website, we have to assume that they've probably searched something to get there, unless they've physically typed in your URL, which some people will because they're your fans, which tells you one thing, which tells you something in and of itself. But a lot of times they'll have Googled ‘Chardonnay’.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:07:00
Yeah.
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Megan Currie | The Wine Lass   1:07:06
And they've come to your website, at which point offering them a Chardonnay membership is probably going to be quite compelling. Or they've Googled ‘Napa Valley Cabernet’, at which point, giving them a Napa Valley Cabernet membership is going to compel them.
Alexandra's asking what you think drives your online signups. Would you say it’s the simplicity?
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:07:28
Oh yeah. Yeah, I do think it's the simplicity. You know, of course, there's a lot of opaqueness there that I can't see. I can see analytics of where people came from, where they entered, but a lot of it just entered through Google, right? So I don't really know where they came from. But yeah, the goal was for this simplicity to kind of get over that barrier. You see people come into wineries, they're like: “I've never bought wine before to ship,” you know? So it's trying to make things very straightforward. So I would say that's part of it. You know, our brand, fortunately we benefit from having a lot of publicity this year. So when people do come to our sites, another opportunity for them just to have that low barrier to kind of start that loyalty journey with us. But yeah, I can't point to one single thing or another. And I think it is, the simplicity is what's helping for sure though.
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Megan Currie | The Wine Lass   1:08:21
Yeah, yeah, I think that's what you said about a barrier. Lowering the barrier is really important. And I think one of the things I've been trying to focus on recently is lowering the cognitive barrier. Like it's not the price barrier or really anything other than just like the complexity of the decision. People are just done making decisions! And so the simpler you can make that decision, and the more you can make it like a yes/no.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:08:31
Mhm.
Yeah.
[image: ]
Megan Currie | The Wine Lass   1:08:42
As opposed to: “Okay, well, wait though, because how many times a year do you want the shipment, and how many bottles do you want in each shipment, and which wines do you want, and how many of each wine do you want, and how much do you want?” And then they’re just like, “You know what, forget it. I don't have the bandwidth for this.”
So I think, yeah, lowering that barrier of decision-making to just: “Are you in or are you out?” I think that's a really compelling argument.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:08:47
Yeah. Yeah. Mhm.
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Megan Currie | The Wine Lass   1:09:01
Awesome. Well, thank you so much for that. I am totally on board with simplifying club offerings in general. I think the tasting room team also benefits when they don't have to present an entire laundry list.
But it can be quite difficult to make happen, because wineries are feeling the strain or the pressure to increase sign-ups. And so there's almost a temptation to just: “Whatever club you want, we'll make an option for those people who want that.” And I think it is nice to hear that there is a benefit to holding the line on some of those things and saying, “No, the Sauvignon Blanc releases in April. If you want in, you'll get your wine in April,” and kind of putting people into those buckets rather than trying to be everything to everyone, because I think that can cause issues of its own.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:09:57
No. Yeah. Yeah, customizations I think are important, and I think everyone has probably realized that to some extent. Sometimes it's possible, sometimes it's not. But by going also with this model, except for one—we have a kind of entry-level membership, which does have some customization requests, where people don't want one of the wines that that is included—but outside of that, we don't give many customization requests anymore, because people are picking exactly what they want, which is such a lower burden on the staff. People don't have to make that choice every time that reminds them, why am I going through these hoops and, you know, to make this happen? Really what they're doing is they're adding. They're not changing out the Chardonnay or the Napa Cabernet or the Zinfandel or the Estate. They're saying, “Okay, well, let me now try to fill the case and get to that next level.”
So that's what we see more of. We see very few people saying, “I want to switch something out,” which again, I think is a win for the staff and in longevity of the member. I personally, the less things you have to do, even if it's say your own choosing, the longer we hopefully can have you around.
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Megan Currie | The Wine Lass   1:11:10
Love it. Amazing. Thank you. I'm going to start sharing again and I'm conscious of time. I knew this would happen, it always does, that we get so, so many good conversations going. So yes, simplifying club options. I do also want to talk about member-only wines as a club benefit. I'm not sure if I want to jump straight into that or if I want to move on to, there was another conversation that I really wanted to have around the conversion part, which I've lost now.
Let's talk about member-only wines, Chris, if you don't mind kind of sticking with me here on this, because I think member-only wines are such a good example of a benefit that really doesn't cost the winery much to offer, but really adds tangible value for the member. Can you tell us a little bit about how many of your wines are member-only? What kind of range are we talking price-wise, and why you think it works?
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:12:15
Yes. I'm sorry you have to listen to me again.
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Megan Currie | The Wine Lass   1:12:32
Not at all, happy to have you!
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:12:50
But I don't think member wines are, they're not that unique. I know a lot of wineries do have a member only offering. Again, that goes back to, my goal was access, right? So how do I reward loyalty, especially when people aren't here at the winery and may never really come to the winery? How do I give them something they can't get at their local brick and mortar or their online, dot-com shop? And that's where Member Wines came into play for us.
And it's a long process. Unfortunately, it is something you can't just decide today and have tomorrow or even in a couple months. You have to plan it out. So some of this planning started back in 2018 and 2019.
But really looking at wines, the two goals were to have them be purposeful, not just making it to say, “Hey, we made this and go buy it,” but ideally having it tied to some story, typically: whether it's tied to a historical facet, whether it's tied to something that we can make a story out of that way.
And then the second part of it is we were really strict on it. The velvet rope never comes unhooked. So we don't make exceptions for someone who comes in the tasting room and says, “Oh, I'm buying all this wine. Can I get a bottle of that because I'm buying all this?” We're very good at saying, “You can get those wines, but this is really for this program.”
So right now we make 6 core wines a year. That's what we've always done. I have 5 member-only wines right now. So I have almost the full portfolio of member-only offerings. And that's not counting library access. These are wines that are crafted as special releases. But I also have support from, being a family brand, we have those conversations and we can decide what we want to do. So there's less red tape that we have to go through when it comes to decision makers. And also, I don't have to push a wine and get it sold within a month or two months or three months. I can actually have a member-only wine with the goal of it being part of my acquisition goals for three years and maybe protecting it in a way that it can be part of it.
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Megan Currie | The Wine Lass   1:14:23
Yeah.
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Chris Grossman | DTC Operations Manager, Chateau Montelena   1:14:32
I am trying something now where one of our new special releases, you can't even buy when you join the membership. You have to wait for a special offer. So some of the member wines you might be able to buy right away. Some other ones you may have to wait, and we let you know when you can get some. So just kind of toying with that and trying different ways to reward access and loyalty.
So again, I don't think it's always a new thing. I think a lot of places have done some really cool member-only wines or member-only offerings. For us, it just we wanted to be purposeful. We wanted to be able to protect it. And then our productions are really small, like we've done as low as 70 cases. I think the biggest member-only wine I did, I think I have 280 cases. So they're not big production. Price points, you know, they've been as low as $60 to as high as like $150. It just depends on the wine. They are a cost as well, of course, since some of them we do have to source, since it's not fruit that we have on our estate.
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Megan Currie | The Wine Lass   1:15:13
Mm. Thanks. Yeah, awesome. Yeah, I think that's important too, that you have a member-only wine at a price point that is accessible to members too. There was a brand that I worked with that had one member-only wine, but it was a $300 bottle. And so I remember thinking, “Okay, but we need a member only wine for the 90% of members who don't want to spend $300 on a bottle.” And so I think we eventually ended up making the Rosé member-only as well, which was selling out every year. And so that was hugely popular just because that was something that most members could actually see themselves purchasing. Not everybody is in a position to have that many SKUs, but thinking about, “Which members will this actually speak to?” And I think the point of having a story behind it and having a proper connection is really important too.
I'm starting to get very conscious of time now. So I want to have a chat with Zoe about conversion because I think, Zoe, you mentioned that you had some success with that and were able to improve conversions in the tasting room. Am I correct or am I mixing people up at this point?
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Zoe Gallop | Senior DTC Sales Manager, Plumpjack Collection of Wineries   1:16:47
Hello, everyone. I'm Zoe with the Plumpjack Collection of Wineries. I'm the Senior DTC Sales Manager. Yeah, I had said that we are seeing success this year with our conversion, particularly with Plumpjack. We are a multi-property collection, so we have Plumpjack, Cade, Odette, and 13th Vineyard. And so I recognize that we're a little unique. 
But Becky here next to me, our membership manager—in speaking with Becky, what we are seeing with conversion and some of our success, I think in particular in the last year, is that just investing in our people who are on the front lines doing the selling of our club and putting that out to our guests.
In particular, a quick story: we had a gentleman who was at one of our properties. He had been working there for about four years and actually requested to move to another property just because that's where he wanted to work. He felt that that's maybe where his passion lied. And so he actually moved over to Plumpjack, and as soon as he did that, we actually saw an increase to about 10% conversion in signup. So he shot up in the last year, and just that investment in listening to him and hearing kind of what he wanted. Again, I understand that's unique. Not everyone can reposition their staff or move people around, but being able to do that. And we've both gone to do tastings with him, and the passion for that property and the storytelling comes through.
And we also really see that, in that he positions the club. You hear it from WISE a lot, but he positions the club about three to five times throughout his spiel. And it just makes sense to us that he's converting at a really high rate and driving a lot of success for that property that actually, traditionally, was only seeing about 3% conversion prior to him joining their team. So he really has brought a lot of success for them. We are seeing more success across the properties and in reflecting on that, I think, again, a lot of that has to do with investing in the people.
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Megan Currie | The Wine Lass   1:19:20
Wow.
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Zoe Gallop | Senior DTC Sales Manager, Plumpjack Collection of Wineries   1:19:41
In the last year, instead of changing around our program, because we do have, as Megan, you've talked about a lot, we became a little bit more under a microscope in the last three years. You know, that CEO concept. So we had to put our heads together and think about what we could do a little bit differently to drive conversion and lower attrition, but we put together that maybe we should invest a little bit more in our people. And maybe that's not just monetarily. Becky in particular has put together a pretty robust incentive program, just in terms of, if you hit your goals, doing outings, team lunches, they also have a monthly training program where they're going into each property and touching the staff and making sure that they're up to speed with initiatives and events and new policies that we might have.
So I think a lot of that just has to do with making sure that the team is feeling appreciated, but feeling seen and that they want to put the club out there to their guests and speak about it.
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Megan Currie | The Wine Lass   1:21:04
Yeah, that's awesome. Yeah, thank you so much for sharing that. I think it's so important, and it's something that maybe goes a little bit unnoticed just because of the church-and-state separation that we sometimes feel there is between Tasting Room and Wine Club, and this assumption that we make that: well, they don't report to us, and so therefore we can't influence them and we can't control them. And just because we are not in charge of them and we're not writing the annual reviews for the tasting room team, doesn't have to mean that we don't have soft influence and that we can't exert sort of leadership skills and find ways to make sure that they know that we appreciate them. Because, it would be hard to find someone who disagrees with the statement that people want to perform better when people notice that they are performing better. If it makes a difference to how they're treated, if they do well, obviously that is motivating for most people.
So I think that's a really interesting topic for discussion someday about how we can kind of leverage our influence over tasting room teams and create a little bit more of a rapport between the two departments so that Wine Club KPIs are properly ingrained into the DNA of the tasting room team. And I know that WISE Academy has a general rule of thumb of what the signup bonus should be, as a percentage of the annual revenue that comes from club, by which standard a lot of the wineries that I'm aware of are certainly falling short.
I think I sort of briefly mentioned earlier and I'll very briefly mention again that I think the rise of the tip line has kind of created a situation almost sneakily that we haven't necessarily paid attention to, where relatively speaking, club signup bonuses have become a smaller part of the of the tasting room paycheck. It used to be that signup bonuses were a pretty decent chunk of monthly take-home. And now that we've got people tipping 10%, 20% on a wine purchase of more than $1,000, our piece of the pie is shrinking. And so whether it's increasing that piece of the pie again by forking out more cash, or if it's just finding other ways to make up for it, I don't think it's so much of an option anymore for Wine Club to say that conversion isn't within our wheelhouse, because we need to make it within our wheelhouse.
And I've seen success with this. There's somebody who was on my team in a past job who created a program, in the tasting room’s weekly lineups, they were coming up with prompts and challenges and just different ways of getting them to think at least once a week about: “How am I going to hit my signup goal this week?” And basically overnight, things hit an upward trajectory. So that could be a really interesting topic for another day. But wonderful. Great. Thank you so much for for weighing in there Zoe, and Becky for your insights, much appreciated.
Okay, so I am still sharing the PowerPoint. I think I want to kind of just end with some practical insights.
Just because of that shout out from Chris here, I'm going to highlight this example of Gamling & McDuck on the events topic, holding their sort of VHS viewing parties where they've got wines by the carafe, they've got complimentary popcorn, they're leaning into the theme with a sort of Blockbuster Video-style, hard-copy membership card. That's one of the concrete examples that the survey drummed up of ways in which wineries are creating these active campaigns to drive sales. So obviously whether it's the event ticket itself, whether it's the wine that you sell at that event, events are one way that people are managing to do that.
We also have a few examples here that I'll just leave up. And I will, of course, share these with you after the fact as well. Examples of active sales campaigns that are making that immediate difference in terms of increasing spend. Those limited-time campaigns that we talked about, whether it's cases or library releases, a few different channels being used there, and different ways to incentivize people to either place orders or add to their shipments.
Obviously, one thing to consider there is if your winery is specifically looking to increase revenue in the Club channel, whether that sale will actually hit Club, and if not, whether you need to come up with a separate monitoring system to measure the success of that.
I knew we would cover a lot of things here and it's not possible for us to do all of them. So just a few things to kind of think about, as we're trying to prioritize where to start. Depending on which of your KPIs are looking in need of resuscitation, you might want to prioritize one over the other. What is the data saying is the biggest problem for your winery in particular? Given the limitations of the org chart and budget, where's the low-hanging fruit, and where can you make the biggest difference in the smallest amount of time? And then maybe a little bit more philosophically, just looking at our internal locus of control and thinking about, what are the things that you actually have the power to change? And maybe not also limiting ourselves to that idea that, “Oh, well, conversion is not my wheelhouse because it's tasting room,” and starting to think about the ways in which we might actually be able to influence those things.
Just some pointers as you hopefully take away some of these ideas and start trying to implement them. I was hoping we would have a little bit more time to talk about the things that are stopping us from doing that. But alas, we're two minutes away from the end of the meeting. 
But I would love to follow up. I'm trying to come up with ways to make the network a little bit more interactive between meetings. We do have a LinkedIn group, which I'll share the link to with the attendee list via email along with the slides after the fact. So hopefully we can kind of continue some of those conversations there and certainly in future meetings as well.
But yeah, obviously the main thing that's stopping us from achieving all these wonderful things is mostly resources, whether it's time or money. But just a few other things to think about as well and barriers to be overcome in order to get ourselves to where we want them to be. And of course, if I can find a way to make the network deliver on any of these, I will do so. So any suggestions are always welcome via email, and you guys know how to reach me.
I think we have kind of covered a lot of these Q&As. We've looked at loyalty streams, particularly through subscriptions. We haven't really covered shipping cost pressure, which was something that was mentioned a lot. So I think that could quite easily be a separate meeting. And I also think that events could quite easily be a separate meeting as well. As far as attracting a younger crowd, I think that also speaks to the conversation we had around flexibility and texting and that sort of segmentation of our memberships. So I'm going to tell myself that we answered that question as well.
Thank you, Galen. I appreciate your comment. Yeah, I think that pretty much takes us to an opportunity for questions. I know most people will probably be heading off to their next thing, but if anybody has any burning questions to pop into the chat, feel free to do so. And those of us who can stick around for that conversation, I'm certainly more than happy to.
As I wait for those people to take that opportunity, I'm also just going to leave you with this slide here around future meeting topics, because I'm hoping the next meeting will be sometime in August. We always used to do these every other month, and I need to know what you guys want to talk about then. So I know shipping is a big one. Shipping and events are always recurring topics that need to be covered every year. So I have no doubt that we'll be discussing those things. But should anyone have ideas about what kinds of things you'd like to cover in future meetings?
Please feel free to let me know. And I also am realizing that now that it's June, it's not going to be long before we need to start thinking about holiday sales. So that's on there as well. Just a quick reminder that it's going to be time for that before too long. So if you haven't started thinking about it yet, it's time to start thinking about holiday sales as well, so that might be that might be an August topic.
In any case, thank you everybody for your time. Thank you very much to our speakers who were willing to share some of their insights and break up the sound of my voice. Much appreciated on many counts. 
I have one question here about Corksy, which I believe is a CRM platform, if I'm not mistaken. I don't have experience with Corksy, but Suzy is looking for people who have used it. So if anyone wants to let me know your experience or if you'd want to be connected with Suzy, please send me an email. It's info@thewinelass.com and I'll connect you with Suzy to share your experience.
I will go ahead and leave it at that. Thanks, everybody. Appreciate all your time, and especially to those of you who participated and those who took the survey ahead of time, because that's where all of these insights ultimately came from, was from you. So thank you very much, and I hope you enjoy the rest of your Tuesdays. You know how to reach me, and I hope that I'll be seeing all of you in August for our next virtual meeting.
Bye, everyone.
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