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Introduction
Purpose: Help wineries turn brand story into wine club growth by aligning marketing,
digital experience, and tasting room conversations.

Why this matters: Great storytelling doesn’t just attract attention. It builds familiarity,
trust, and emotional connection, the ingredients that turn guests into members. 
 
Section 1: The Story Loop Framework 
The Modern Club Conversion Journey 
Today’s wine club journey rarely starts in the tasting room, it starts long before a visit and
continues long after it. 

The Story Loop 
Social → Website → Visit → Follow-Up → Club 
Each step should feel like a continuation of the same story. 

Key takeaway: Wine clubs grow when storytelling feels consistent across every
touchpoint.

Exercise — Mapping Your Current Story Loop 
Answer briefly: Where do guests usually discover you? _____________________________
Does your website feel like the same brand as your social media? 
      ☐ Yes  
      ☐ Somewhat  
      ☐ No 
What story do staff most often tell in the tasting room? ____________________________
Do follow-up emails reference the visit experience? 
      ☐ Always  
      ☐ Sometimes  
      ☐ Rarely 
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Stage Goal What the customer feels 

Social Discovery “I like this winery’s vibe.”

Website Curiosity “I want to visit or try this wine.”

Visit Connection “I love this place and these people.”

Follow-Up Familiarity “I remember how great that was.”

Club Belonging “I want to stay connected.”



Section 2: Storytelling That Converts vs. Storytelling That Entertains 
Many wineries post content, fewer connect content to membership growth. 

Shift the Narrative 
Move from: 

Awards 
Scores 
Technical tasting notes 
Generic “family-owned” language 

Move toward: 
People 
Process 
Moments 
Behind-the-scenes access 
Lifestyle and experiences 

The Rule of Familiarity: People join wine clubs when the winery feels familiar before
they join. 

 
Section 3: 30 Next-Gen Winery Content Ideas 
Behind the Scenes 

A day in the life during harvest 
Morning vineyard walk videos 
Bottling line time-lapse 
What the winemaker drinks at home 
Vineyard mistakes and lessons learned 

People & Personality 
Meet the tasting room team series 
Staff wine picks of the week 
“Why I work here” mini interviews 
New hire welcome posts 
Member spotlight stories 

Education Made Simple 
Wine myths explained 
How to store wine at home 
How long wine really lasts after opening 
Food pairing quick tips 
Beginner wine tasting guide 
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Lifestyle & Experience 
Picnic setup in the vineyard 
Local restaurant partnerships 
Winery dog posts (always works) 
Sunset and golden hour content 
Weekend itinerary ideas 

Event & Community 
Behind the scenes of event setup 
Pop-up or offsite tastings 
Member event recap reels 
Local artist or chef collaborations 
Seasonal winery traditions 

Conversion-Friendly Content 
“Why people join our club” post 
Member perks highlight 
What happens at pickup parties 
How flexible membership works 
“What you missed this month” recap 

Section 4: Monthly Content Calendar Template 
Content Rhythm Framework: Post 3–4 times per week 

Monthly Planning Worksheet 

Month: _______________ 

1 Winery story to highlight this month: ___________________________________________________

1 experience to promote: ________________________________________________________________

1 club benefit to feature: _________________________________________________________________

1 educational topic to teach: _____________________________________________________________
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Week Post 1 Post 2 Post 3 Optional

Week 1 Behind the scenes Education Lifestyle Club highlight

Week 2 Staff story Vineyard Event promo Member perk

Week 3 Winemaking Food pairing Experience Club reminder

Week 4 Member story Local partnership Event recap Club CTA



Section 5: Tasting Room Storytelling Prompts 
Marketing starts the story, tasting room staff complete it. 

Replace Scripts with Stories 
Instead of: “Our club ships 4 times per year.” 
Try: “Our members love staying connected between visits, especially our pickup
parties and early releases.” 

 
Staff Conversation Prompts 
During Tastings 

“Have you visited us before or is this your first time?” 
“What kind of wineries do you usually enjoy visiting?” 
“What kinds of wines do you love opening at home?” 

Soft Club Introductions 
“Many guests join because they want an excuse to come back.” 
“Our members get early access to events like this.” 
“Our flexible membership lets people skip or customize shipments.”

Closing the Loop 
“Would you like me to send you the details to look at later?” 

Section 6: Turning Visits Into Follow-Up Stories 
Follow-up should feel like a continuation of the visit. 

Ideas: 
Photos from their visit 
Wines they tasted 
Upcoming events 
Member experiences 
Simple club invitation 

Tone: “Great seeing you” → not “Buy now.” 

Final Thoughts
Storytelling builds familiarity. 
Familiarity builds trust. 
Trust builds membership. 

When marketing and tasting room teams tell the same story, wine clubs stop feeling like
a commitment and start feeling like belonging. 
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