POS Systems:

Beverage Media has built integration to
the following POS systems to varying
degrees. The codes with each vendor
correspond with the integration points

noted below:
AIM 000
ATLANTIC SYSTEMS,INC. | 0 ©® ©
(ASI - SPIRITS 2000) (4 X5
CAM DATA (1]
COMCASH (4)5]
COMPUTER PERFECT 0006
CREATIVE INFORMATION [1X4)
SYSTEM
INNOVATIVE COMPUTER 000
SOLUTIONS (4)5]
(ICS - VISION)
KBA SPIRITS (3]
(KEN BUCH)
LSTAR (4]
MAGSTAR 000
(4)5]
MERCHANT 000
SOFTWARE -LiquorPOS
MICROBIZ (1]
MICROSOFT RETAIL 000
MANAGEMENT (5
SYSTEM (RMS)
PERVASIVE (1)
POS ANYWHERE (1 X2}
POS-IM (1]
QUICKBOOKS 00
RCS (4]
SMART LIQUICK 00
TIGER POS (3X4]
WINE SOFT (1]

© WEBSITE INVENTORY UPDATES

® WEB ORDER IMPORTING
© PRICE FILE INTEGRATION

® EORDERS SALES HISTORY
© EORDERS PURCHASE ORDERS

For information about any of these
POS companies, please call

212-695-7480, ext 231

LEARN ABOUT SELLING WINE ONLINE
Sign up for our next Webinar on Thursday, April
5t 2009, 10:00 AM - 11:00 AM EST. See how
a store uses the BMG eCommerce system to
maintain and promote products on a website.

For more information visit:
bevnetwork.com/retailweb

‘ TAI.KIN TECH by lan Giriffith

Social Networking
for Wine Sales Online

ighteen months ago this col-

umn described social media as

the second wave of the Inter-

net and gave some examples
of tools that were being used to create
opportunities for selling wine. Some of
the early examples have become largely
irrelevant or have become the home of
a specific niche. Other new tools have
come to dominate in a way that could
not have been predicted. The follow-
ing is a review of the current set of tools
that are gaining traction and examples
of how some retailers are using them to
grow their business.

Twitter is the tool that is currently re-
ceiving the most hype. In some ways it is
a very simple utility that is not much dif-
ferent from Instant Messaging. In other
ways it has opened up a whole different
level of social activity. Amongst all the
chatter you will find real time updates
from popular events, pictures, 12-second
videos and even group activities.

A few creative wine stores have fig-
ured out how to raise their profile and
attract business using Twitter. Their ac-
tivities range from providing an ongoing
series of observations about working in
the industry (micro-blogging) and an-
nouncements about featured wines, to
staging Twitter-based events with invited
hosts that “tweet” as they taste through
a selection of wines. Twitter Taste Live
(#ttl) is the best organized of these regu-
lar “taste-ins” with topics sponsored by
importers and a network of retailers that
can provide the selected wines.

Facebook (FB) and to a lesser extent
MySpace have become open networking
platforms where developers can build
applications in an effort to attract their
huge customer base. FB has grown from
a college classmate networking tool to
its current demographic mix where more
than 50% of FB’s 175 million users are
out of college. A growing number of re-
tailers and wineries are taking advantage

of the FB news feeds to promote their
business. By setting up a group or prod-
uct page for your store, every time one of
your “fans” or members joins your group
or responds to an event, their FB friends
receive an update of this activity. Con-
sider each of these news feed postings as
a tiny ad that carries an implicit endorse-
ment. Curious friends will often inspect
your offerings, triggering their own news
feed post if they join your group.

The winners of the 39 annual
American Wine Blog Awards were
recently announced. Among the win-
ners was retailer Steve Bachman from
Vinfolio, for his blog The Wine Collec-
tor. The Wine Collector blog is an excel-
lent example of how a retailer can write
compelling posts while making sure his
readers know the advantages of working
with their business. What is equally no-
table is that retailers are advertising on
some of the other winning blogs. Since
many blogs are focused on a single sub-
ject, they can allow you to target a very
specific interest group and gain access
to informed consumers who think about
what they drink.

Social networking is likely to con-
tinue to grow in influence as new tools
and activities capture the imagination
of your tech savvy customers. These
tools are becoming very immediate with
the main appeal of Twitter being the
real-time interaction. Judge the level of
participation for your business based on
your ability keep up with the conver-
sion in real time. You may also consider
using some of these tools to monitor the
conversation about your business. This
gives you an opportunity to resolve a
customer problem and improve your
business image, or just say thank you to
a happy customer.

To learn more about how the Beverage Media can help
with a website for you store, contact lan Griffith at
(212) 571-3232, twitter.com/griffiti, openwineconsor-
tium.org/profile/lanGriffith or visit www.bevnetwork.
com/retailweb.



