<2 ORDERPORT

Club Conversion

Strategy Builder

Align hospitality and loyalty.

Part 5: Making Membership the Natural Next Step
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Introduction

Wine club should never feel like a last-minute sales pitch. It should feel like the logical
continuation of a great experience. When club conversion feels awkward, forced, or
inconsistent, the issue usually is not the guest. It is misalignment between hospitality and
loyalty strategy.

Membership is not a script. It is a positioning decision. If your team understands why
people hesitate, and if your responses are grounded in real retention data instead of
generic rebuttals, club conversations become calm, confident, and natural.

Part A: Objection Mapping

Every tasting room hears the same objections. The mistake most wineries make is
training their team to “overcome” them instead of understanding them. Objections are
Nnot rejection, they are hesitation signals and hesitation is valuable information.

Below are the most common objections and how to reframe them strategically.

Objection 1: “We drink lots of different wines.”
What this often means:

e They fear commitment.

e They value variety.

e They assume club means exclusivity.
Instead of pushing harder, ask: “Do you like exploring different regions, or do you like
discovering new releases from wineries you already love?”
If your data shows strong multi-year retention, or low skip rates, your response can be
grounded in reality.

Example framing: “Most of our members also drink widely, but they enjoy having a
guaranteed allocation of wines they cannot always find later. And with our flexibility, it
feels less restrictive than people expect.”

Average order value is often more responsive to coaching than people realize.

Objection 2: “We travel too much.”

What this often means:
e They are worried about shipments stacking up.
e They do not want logistical hassle.
e They assume rigid shipment schedules.
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If your CRM shows that members frequently use skip options without increased churn,
this becomes powerful reassurance.

Example framing: “Our members travel constantly. That is why we built flexibility into the
program. You can skip, redirect, or customize shipments. It is designed for real life.”
Flexibility reduces anxiety.

Objection 3: “We need to think about it.”
What this often means:
e They are overwhelmed.
e They need time to justify the spend.
e They are unsure about long-term commitment.
Instead of pressure, provide clarity. “Of course. Before you decide, is there anything you
are unsure about that | can clarify?” This shifts the tone from sales to service.

If your retention data shows high satisfaction or low cancellation rates, your team can
confidently share that most members stay well beyond their initial commitment.
Evidence builds trust.

Objection 4: “We don’t have room.”
This objection is often practical.
But it may also signal:

e Budget hesitation

e Perceived overconsumption

e Unclear value

If your average order value for members significantly exceeds non-members, you can
frame membership around curated value rather than volume.

Example: “Many of our members treat shipments as curated additions rather than
inventory. It becomes a way to explore our best wines without overbuying in the tasting

room.”

Again, the key is grounding your response in real patterns from your data.
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Worksheet

Objection » Response Strategy Builder
This exercise ensures your responses are aligned with your actual retention performance.

Step I: List Your Top Three Objections

Objection How Often It Comes Up Emotional Driver Behind It

Step 2: Review Your Retention Data
Answer the following:

Average member lifespan:

Skip rate percentage:

Early cancellationrate: .

% of members who customize shipments:
Return visit rate for members vs non-members:
These numbers should shape your messaging.

Step 3: Build Your Response Framework
For each objection, create a response grounded in data and experience.

Objection Data Insight That Counters It Reframed Response
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Step 4: Identify Timing
When does club feel most natural in your tasting flow?
o After Wine #2
o After Reserve Pour
o At Checkout
e During Storytelling
e During Allocation Conversation
Circle one primary moment and commit to consistent timing. Consistency increases
confidence, and confidence increases conversion.

Final Alignment

Membership should never feel like a pivot in tone.

If your hospitality is thoughtful, personalized, and intentional, membership becomes the
natural next step in deepening the relationship.

When your team understands:
¢ Why guests hesitate
 What your real retention data says
o How flexibility supports real lifestyles

Club stops being a sales script and starts being an invitation and invitations are much
easier to accept.
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