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

O EORDERS SALES HISTORY

© EORDERS PURCHASE ORDERS

For information about any of these
POS companies, please call
212-6956-7480, ext 231

LEARN ABOUT SELLING WINE ONLINE
Sign up for our next Webinar on Thursday,
March 5%, 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

A Predictable Investment

in eCommerce

here is ample evidence that the

economy is having an impact

on retail trade. Retailers across

the spectrum describe double-
digit declines in sales while profits have
been squeezed by the deep discounting
used to attract customers. However, in
contrast to these harrowing tales, come
the reports that wine sales are actually
up at retail while the average bottle price
has come down.

Certainly in our work with wine
stores who sell online, there have been
mixed results depending on a store’s
product offering and pricing strategy.
For retailers without experience online
this uncertainty can be crippling. While
the Internet can provide access to a
broader customer base and new sales, an
investment in the current climate needs
to have a predictable outcome.

Before investing serious time and
money in building an e-commerce web-
site, why not prove the concept by reach-
ing out to customers online. Then you
can decide based on experience whether
e-commerce is an investment you want
to make. An e-commerce website works
well as a hub for promotional channels
that you use to reach your customers.
However, you can still promote your
store online while closing the sale over
the phone or in the store.

When a new e-commerce website
launches, initial momentum often comes
from providing an inventory list to the
main wine directory sites. Of these direc-
tories Wine-Searcher will post an inven-
tory listing without requiring the store
has a website. Sending them an Excel file
update every week will keep your listing
current and avoid frustrating some so-
phisticated wine buyers. WineZap re-
quires that stores have a basic site where
they can refer a shopper. But again, a file
containing the products you want to pro-
mote can be listed at no charge.

Beginning an online newsletter is the
next step to conducting your business on-

line. A plain text message is sufficient to
communicate with customers about the
value you provide, and doesn’t compromise
your credibility like a cheap website. If you
have the discipline to compose a regular
and compelling message to your customers,
you will be ahead of the competition.

e \m—

If you describe activities in
your store as community
events, and share insights
with your customers, they
will reward you by reading
your emails and respond-

ing to your suggestions.

The key to a successful e-mail news-
letter is crafting a message that your cus-
tomers look forward to reading. You need
to find a balance between promotion and
storytelling that mirrors the shopping
experience in your store. If you hammer
them for sales, then your e-mails will end
up deleted, filtered or flagged as spam.

Some stores choose to start with a
simple brochure site to satisfy curious
shoppers who want to know whether
you are legitimate. While this should be
a low maintenance option, a simple site
should, at a minimum, be able to collect
e-mail addresses for your newsletter.

Testing the waters by listing your
inventory with the wine directories, and
launching an e-mail newsletter, will give
you experience selling online and pro-
vide a context for a decision on whether
to go with e-commerce. Eventually cus-
tomers will pester you to build a site,
but in uncertain times using this “proof
of concept” makes the investment in a
website much more predictable.

To learn more about how the Beverage Media can
help with a website for your store, contact lan Griffith
at ian@bevmedia.com, (212) 571-3232, or visit www.
bevnetwork.com/retailweb.



