




Crawl = Collect Data

Walk = Top 6 Metrics

Run = All Metrics & Benchmarking

Measure data to better manage and improve results. 
If you are consistently measuring and reviewing metrics, you will 

be able to identify areas for improvements.  

Monitor the data after you implement change. 
Was it successful or not?



Tasting Room Metrics:
• (1) Number of Visitors
• (2) Purchase Conversion Rate
• (3) Club Conversion Rate
• Total Sales
• Average Order Value
• Visitation Rate of Members

Wine Club Metrics:
• (4) Number of Members
• (5) Attrition Rate
• (6) Revenue per Member
• Total Sales
• Average Order Value per Shipment
• Incremental Sales per Member

DTC Metrics:
• Bottle Price
• Tasting Fees
• Employee Compensation

oHourly Wage
oCommission
oWine Club
oTips
oBonus



Examples of Data Analysis:
• Number of Groups per Employee - Effect on sales & wine club conversion

• Allocation vs. Wine Club model

• Experience Type vs. Sales & Conversion Rates

• Increase Tasting Fees (Community Benchmark)

• Increase Bottle Price (Club Average Order Value was low against Community Benchmark)

• Visitation, Conversion & Attrition Rates used to forecast grapes to bottle
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Filter Capability
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Digital Channels Much Less Significant for Davis
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*Davis Digital (Phone + Online) is 2.5% 
of DTC vs. Napa avg. of 16.9% of DTC.
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