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INTRODUCTION
While wineries focus on production, the aesthetics and 
marketing of a tasting room can play a huge role in 
connecting with and creating an inviting experience 
for your customers. Wine tastings are captivating for 
educated and amateur wine tasters alike. The goal is to 
give enthusiasts the chance to sample a variety of wines 
in a class or more relaxed gathering, with a focus on 
the customer’s overall experience. In the wine tourism 
industry, it is important to remember that this should 
be a fun, hands-on adventure for customers, with the 
goal of customers purchasing different varieties of wine 
and developing brand awareness for your winery. Ele-
ments of a functional, appealing, and successful tasting 
room include the marketing, infrastructure, personnel, 
and customer’s experience. This guide will highlight key 
components of establishing a functional tasting room. 
Figure 1 shows the main points that will be discussed. 

MARKETING
The first impression of the winery begins before custom-
ers even arrive on site. Oftentimes, customers have re-
searched or looked at tasting room availability and loca-
tion in print or online sources, asked at a local place, or 
heard about your winery from someone in person. Wine 
tourism is becoming more popular and so are the vari-
ous methods of reaching potential customers. Keeping 
up with industry trends will be vital in reaching custom-
ers. It is important to establish a theme, image, or feel-
ing for your winery’s brand. Do you feel that your brand 
is sophisticated, edgy, fresh, fun? Give some thought to 
how you feel about your brand, or how you want cus-
tomers to feel when they think of your brand. Find ways 
to consistently incorporate these ideas into your logo, 
webpage design, and tasting room decor.

Maintaining an up-to-date, orderly website and social 
media outlets will improve your marketing influence 
immediately. Being active in various social media outlets 
will increase your company’s visibility and help you con-
nect with customers. For general marketing strategies, 

Facebook and Twitter are excellent tools when used 
correctly. You can also utilize more wine-specific social 
media outlets such as blogs, yelp.com, urbanspoon.com, 
chow.com, and friendseat.com, or useful apps such as 
Wine Spectator’s wine ratings. Many of these sites al-
low you to view ratings and comments from customers, 
and are great for measuring and monitoring your tasting 
room’s customer service. 

Print media and local events are also a great way to 
display your establishment and reach out to wine enthu-
siasts. Print media, such as wine routes/maps, brochures, 
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Figure 1. Tasting room success strategies.

newspapers, and magazines, are convenient marketing 
tools. Events like festivals, shows, charity events, and lo-
cal artisan happenings are great places to increase aware-
ness about your winery. It’s important to focus your 
efforts in places where potential customers will be. 

Co-marketing with local partners such as restaurants, 
bed and breakfasts, hotels, concierges, art galleries, and 
transportation companies can help to bring in visi-
tors. Teaming up with local community partners can 
strengthen your marketing efforts. Pair with restaurants 
that sell wine and offer menus with wine/meal pairing 
suggestions. People are strongly influenced by word-of-
mouth interaction with locals. 

These efforts can make the difference in whether a 
customer chooses your location for their wine tasting 
or another. Customers will know what to expect in ad-
vance by using these methods. For example, if customers 
are looking for a cultural New Mexico winery experi-
ence, they will be able to learn about your location and 
whether it is the type of area they were hoping to visit.

INFRASTRUCTURE
An important detail to help customers find you is ap-
propriate and noticeable signage near the location of 
your tasting room. Many customers may not be familiar 
with the area, so suitable signs will help them reach the 
location with ease. This is also a great opportunity to 
integrate your winery’s marketing theme or brand into 

your signage to reinforce the 
theme/brand of the winery. It 
is important to select consistent 
fonts and other design elements 
(color schemes, graphics, etc.) 
that will be used in your logo, 
menus, signs, websites, etc. This 
will help to leave a lasting impres-
sion on customers and build rec-
ognition of your brand.

The physical appearance of your 
tasting room location also makes 
a lasting impression on custom-
ers. The grounds should be well 
maintained and kept clean and 
pleasant; professional landscaping 
is recommended to enhance the 
grounds. It is important to have 
sufficient parking spaces that are 
clearly labeled, and to have desig-
nated handicapped parking. 

The next encounter the cus-
tomers have is with the tasting 
room’s interior. It is important for 
the interior to be well lit, clean, 
functional, and appealing. Most 

wineries have distinct design elements that may be the 
result of the winery’s functional design or the owner/
operator’s personal preference. Whatever the reason for 
design choices, it is very important to maintain facili-
ties that are enjoyable and spacious. It is essential to use 
design and architecture to create a dynamic customer 
experience. Use local scenery to your advantage if your 
location presents a nice view. Open decks and patios are 
excellent ways to emphasize the scenery. If the neighbor-
ing property presents a view that does not compliment 
the tasting room, with debris or unsightly scraps, then 
use landscaping to block the view, such as walls or fenc-
es with climbing plants, privet hedges, layered privacy 
plantings, panels, or pergolas. If noise from neighboring 
properties is a problem, installing a fountain can tran-
quilly camouflage the sound. 

It is always important to be prepared for a crowd 
that is larger than expected. In terms of overflow, the 
building should be set up in a way that is appropri-
ate to handle a certain size of crowd. For example, if a 
tasting room has a capacity of 50 and there is constant 
overflow, consider requesting that customers make res-
ervations in advance. Customers are less likely to enjoy 
their experience if it is uncomfortably crowded. You can 
also arrange your facilities in a way that makes guests 
more comfortable and that is easier to handle overflow. 
Long wine tasting bars that are able to establish addi-
tional tasting stations can be a great help when crowd 
sizes are larger than expected. If you live in a location 
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that has fair weather, it is also a 
good option to prepare outdoor 
wine tasting stations in a patio, 
deck, or covered area. The interior 
of the tasting room should have 
plenty of space for visitors to move 
around comfortably and furniture 
that complements the theme and 
is functional and proportionate 
to the amount of available space. 
Keep in mind that the space—
whether indoors or outdoors—
should be amply lit. 

During tasting, it is important 
to provide customers with all the 
implements they need to enjoy and 
understand the wine tasting pro-
cess. This includes having tasting 
menus and clean, well-designed 
glassware. It also includes wine 
disposal. Half-empty glasses are 
undesirable if left unattended. Spit buckets can also be 
unsanitary. Clearly marked areas for disposal can help 
maintain sanitation and cleanliness standards. Having 
a wine menu for each customer is important. Labeling 
each type of wine with details can help the customer 
decipher which is which. It is also a good idea to make 
take-home menus for customers to keep if they’d like. 
This is an excellent opportunity for marketing since 
the menu should contain the winery’s phone number, 
website, physical address, wine club information, pro-
motions, and ordering information. Offering to let 
customers keep the branded glassware is a nice gesture; 
however, practiced wine tasters may not be interested. 

PERSONNEL
Upon their arrival, it is imperative for customers to 
be greeted by a friendly member of the staff that gives 
them directions on what they are to do next. This is 
especially important if the tasting room is crowded and 
there is an overflow of customers. Staffing should be 
adequate to handle the amount of customers present. 
All members of the staff should have in-depth knowl-
edge of the wines and the winery and should maintain 
responsive, polite attitudes. 

When talking about the wines and winery, it is im-
portant to keep it simple. Wine tourists generally don’t 
want to hear facts and figures. They want to relax and 
feel at ease. Offering information about where the wine 
grapes were grown or history should be interesting and 
not a lackluster lecture. Winery tours can go hand in 
hand with the tastings. A tour beforehand can give cus-
tomers more than just a taste of the wine by acquainting 

them with the entire winery. Tours provide a sense of 
loyalty to the business.

Staff members’ main goal should be to offer excel-
lent customer service. Some wineries offer commission 
to employees that sell wine club memberships, which 
can be a double-edged sword: Some employees are so 
focused on selling club memberships that they lose the 
personable aspect of the experience and don’t focus on 
the customers' wants and needs. Offering member-
ships is a good marketing effort, but it shouldn’t be a 
main focus. 

Employees directly interacting with customers are 
often said to have the largest impact on customers. Serv-
ers and other members of the staff who get the chance 
to interact with customers play a central role in offering 
their knowledge and making customers happy. Staff 
members that network with customers can even offer 
business cards to clients that they have had the chance 
to visit with and answer questions for. To have such a 
warm, friendly staff, owners/managers will have to put 
forth extra training and seek employees that fit the role 
of service that they hope to find. To be set apart from 
the competition you must understand what a wine tour-
ist is seeking and deliver an experience that stands up 
to their expectations. A winery that is successful in that 
endeavor will set themselves apart from the others. 

CUSTOMERS
All of the elements previously described are centered on 
the wants and needs of the customer. One of the goals of 
the tasting process is to have the customer purchase one 
or more of the samples that they enjoyed. It’s important 
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to keep the tasting fees simple for the customer and your 
staff members. Purchasing can take a lot of time, which 
is frustrating. Good ways to avoid frustration include us-
ing take-home wine menus as order forms that customers 
can give to the wait staff ahead of time. Taking orders in 
advance and having them ready at the register can save 
everyone time and frustration. If customers end up pur-
chasing wine from the tasting, it is courteous and en-
couraged to waive the tasting fee. Keeping track of the 
numbers of visitors and their tasting/purchasing habits 
is important to continually monitor progress of  
a tasting room. 

It is extremely important to remember that custom-
ers are the lifeblood of the business. Take care of your 
repeat customers. Offer them rewards for referring busi-
ness to you and treat them well. Oftentimes they play 
one of the largest roles in marketing. If you treat your 
customers well and create an inviting experience for 
them, they often tend to remember and share their ex-
perience and will return. Many wine tourists spread the 
word about their tasting experience via word of mouth, 
blogs, or social networks—but these venues can also be 
used to disseminate negative experiences. It is important 
to monitor what is said about your business on social 
media sites to improve service to customers. If you can 
gain brand recognition on social media, these sites can 
do the rest to help spread the word. 

IN SUMMARY
In many small New Mexico wineries, tastings are about 
a scenic, inviting, cultural atmosphere that makes a 
connection to the customer and the winery. It is im-
portant to be proactive in reaching new clients and 
keeping contact with repeat customers. Once they are 
at the tasting room, the experience must be enjoyable 
and memorable. Wine tastings are not a “one size fits 
all” experience; they are continuously changing as in-
dustry trends change and are specific to each individual 
winery. However, following these basic guidelines for 
important design and functionality will help your tast-
ing room appeal to customers and keep them coming 
back for more. 
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