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Many wineries manage their 
Direct to Consumer Channels individually…

Direct to Consumer Channels
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When all of this is integrated, we have built Customer Relationship 
Management (CRM)
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And it really creates a management nightmare when we consider 
multiple brands…

Tas
tin

g R
oo

m

Wine
 C

lub

eM
ail

eC
om

merc
e

Dire
ct 

Mail

Cata
log

Eve
nts

Tele
ph

on
e

Management 
Process

Organizational 
Alignment

Systems  & 
Linkages

Key Metrics

Direct to Consumer Channels

A

B

C

Bran
ds




