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TOURISM, TECH & TRANSFORMATION
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Increase tourism visiality

Improve the guest experience thrauoh falowv-up
Srengthenregoma partnerships

Covert visitors Into long-term custamer's



Taoey It bagns with

Saadsco/ay Pea recanmaceias

Digta researcn  Regad staytdling



Socid-first dscovery
(Instagram, TiKTok, Google)

Maale-first travel pamning
Increasing regona competition

Youger travelers paming
dfferertly




Digital Validation Booking

Discovery




Sage 1 Digta Discovery -

Saia medasearcn

GoogeMaos adreviens

Travd docs adcuraeditinganes
Regaa taurism marketing
Pecr-cereratedcatat

IF A WINERY IS NOT SEARCHABLE, SHAREABLE, AND

GEO-VISIBLE, IT IS UNLIKELY TO BE DISCOVERED.
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Googereviens

Travd loerdfeatures
Canegerecammacatias
Influenca mertias

Guest pnatos andsocia jrodr

THE ROLE OF PARTNERS IS CRITICAL IN BUILDING

CREDIBILITY AND TRUST SIGNALS FOR WINERIES.



Saoe2 \dication

Partners iInfluencingthe itinerary: Srong patnerships create
e Hotels and concierge teams e Shared audiences
e Restaurants and sommeliers e Cross-referrals
e Tour operators and drivers e Co-branded campaigns
e Tourism boards e Curated Itineraries
e Local influencers and media e Destination credibility

TOURISM VISIBILITY INCREASES

PARTICIPATE IN REGIONAL ECOSYSTEMS.

‘E DRAMATICALLY WHEN WINERIES
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Travdler expectatians Incluoe
 Maale-first resarvaias
o Fast nctioness UX
e Clear pdices adpiang
« Catfimationemals axdreminces
o S9/Scommuncaion

TECHNOLOGY PLAYS A KEY ROLE IN REMOVING

FRICTION AND MAINTAINING CONFIDENCE.
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Mooerntravders sreremamats, nat just wine
o Unqueviens ar settings
» Exclsivea bennoHhe-scanes mamats
o Persad staytdling
. Memaadestat ineactias
. Asased dscovay

PARTNERS CAN HELP AMPLIFY THESE MOMENTS THROUGH

REGIONAL STORYTELLING AND CONTENT DISTRIBUTION.



\sitars Wart: Svice SvudBe

e Access e Engaging

e ENngagement e Thoughtful

e Human Connection e INn line with brand/winery

e to feel special story

e to be embraced,
regardless of wine :
Knowledge door photos ré%glrgma

keepthem tdklng

IN A SEA OF SMALL, FAMILY OWNED WINERIES WITH A PASSION FOR THE LAND, YOU NEED TO

FIND WHAT SETS YOU APART AND THAT STARTS AS SOON AS GUESTS STEP THROUGH THE DOOR.




Befarethevisit:

Pre-arrival
storytelling

Preference
capture

Duringthevisit;

Staff-driven guest
engagement

Soft wine club
INtrod uctions

Ater thevisit:

48-hour follow-up

Personalized
recommendations

Invitations to
ongoing
exp eriences




114 Discovery is digital.
o6 \dictionis sadidl andregiordl

QU

Bxperience needs to beseamless.

> Fdlow-upis whet turrs thet
<2 mametinoardatioship
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Janaou next \atageevats!
April 23 - Next Gen Club Members

May 14 - Storytelling That Sells
May 28 - Connected Commerce
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