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:

AlM 000
ATLANTIC SYSTEMS, 0060
INC. (ASI - SPIRITS 2000) 006
CAM DATA (1)
COMCASH 00
COMPUTER PERFECT 0006
CREATIVE INFORMATION 00
SYSTEM
INNOVATIVE COMPUTER 000
SOLUTIONS 006
(ICS - VISION)
KBA SPIRITS e
(KEN BUCH)
LSTAR (4]
MAGSTAR 000
006
MERCHANT 000
SOFTWARE -LiquorPOS
MICROBIZ (1]
MICROSOFT RETAIL 0600
MANAGEMENT (5}
SYSTEM (RMS)
PERVASIVE (1
POS ANYWHERE 00
POS-IM (1]
QUICKBOOKS 00
RCS (4]
SMART LIQUICK (1 Y4
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
201-489-5888, ext 231

Sign up for our next on

See how a store uses the
BMG eCommerce system to maintain and
promote products on a website.
For more information visit:

TALKINTECH

Winery E-Commerce Points to
Trends for Retailer Websites

BY IAN GRIFFITH

hile E-Commerce has be-

come a prominent feature

of retail wine sales for some

years, the scale of retailer
sales is probably much smaller than the im-
pact of online sales for wineries, especially
in California. According to Whole World
Wines, 92% of wineries have a website,
with 70% of those using a secure shopping
cart to sell online. On average these winer-
ies conduct 15% of all direct-to-consumer
(DTC) sales over the Internet. The Vin-
Quest survey for 2009 puts the total DTC
sales at $3 billion, which suggests around
$450 million in Internet sales.

Wineries have been much more suc-
cessful than retailers at gaining access
to consumers across state lines which
helps smaller wineries who often lack
local distribution. A ShipCompliant
study reports that large wineries hardly
ever ship DTC which outlines how im-
portant this sales channel is for smaller
wineries. While comparable research is
not available on the scope of retailer E-
Commerce, the largest wine shops are
typically the most prominent online
merchants while smaller package stores
are less likely to have a presence.

While Beverage Media specializes
in retailer websites we do sometimes
hear from a winery or small importer
who wants help building a website.
This really isn’t a good fit for us as
most wineries sell fewer than 20 items
that they hope will sell out before the
next vintage is released. Our strength
is working with thousands of products
that are constantly changing price and
availability. We work through the trade
to identify items that can be sourced,
and we also present labels and tasting
notes for the store’s products. This
frees the store to concentrate on mer-
chandizing and customer service, the
part of the business they know best.

There is a competitive niche of web-
site developers who specialize in winery E-
Commerce. A winery might include a wine
club with different price levels, or an alloca-
tion builder for different types of customer
features that might be illegal for a retailer
depending on your state. There has been
some consolidation among these vendors
in recent months. Competing winery ful-
fillment companies IBG and WTN have
now settled on an E-Commerce solution
fromVin65. While both companies offer
a range of services beyond E-Commerce it
is interesting that they think they can dif-
ferentiate themselves despite the common
platform. If the E-Commerce component
of their offering has become a commodity,
then the flexibility of the platform to han-
dle specialized solutions is vital.

For a retailer, the selection of a flex-
ible E-Commerce platform could open the
door to third party features and services.
Adding features and integration as you
grow can make your website more scal-
able than relying on a single vendor. You
might choose to bring in a search engine
optimization (SEO) specialist to bump up
your organic search results or outsource
your online marketing; increasing the in-
tegration between your POS and website
might be performed by a specialist integra-
tion company as more consumer activity is
happening on Facebook, wine community
and location-based social media sites. A
flexible platform should have your prod-
uct information organized and tagged on
your site to give you control over how
your brand is represented on social sites.
Whether or not similar consolidation
comes to the retailer E-Commerce space,
the future will clearly favor platforms that
feature flexibility and integration options.

To comment on this column or learn more about how
Beverage Media can help with a website for your store
visit bevsites.com; contact lan Griffith at 617-864-1677;
or follow us on Twitter at twitter.com/bevsites.
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