
PRESENTED BY



20
25

  O
  D

ire
ct

 to
 C

on
su

m
er

   
W

in
e 

Sy
m

po
siu

m
 

How to Audit Your 
Digital Experience

Starting Points
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Today’s Panelists
Graham Ettedgui
Associate Director - Marketing
NordicClick Interactive

Justine Heinitz
Senior Content Strategist
NordicClick Interactive

Brian Allard
Executive Vice President
Alma Rosa Winery

Adam Proehl
Partner & Co-Founder
NordicClick Interactive
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Increase Revenue Per Visitor

Increase Customer Lifetime Value 

Grow Wine Club Base

Offer Unique Experience 

Increase Group & Corp Events

Winery Visits & Tastings

Find Additional Revenue Sources 
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• Limited Budgets

• Limited Resources

• Aging Customer Base

• Competitive Environment Changes

• Younger Generation Adoption

Key Challenges
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Site Content

A: 

First Impressions Matter

Q: 
WHY is site content worth the effort?
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Content Effectiveness

Q:  

How do you tell? 

Where do you start?
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Landing Page Data: 
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Justine’s Quick Checklist

❏ Is it useful? Does it answer a question or pain point?

❏ Is it organized and formatted to engage the user? 

❏ Is it optimized to for multiple channels? (social post, email, 
paid campaign, etc.)

❏ Is it attracting an audience you want vs. just an audience? 



Search Keyword Insights

Value Beyond “Ranking”? 

❏ Understand Customer Intent

❏ Content Guidance

❏ Market Demand Signals

❏ Other?
10





Conversions

Is your website leaking $$$? 

12

Missed conversions: 
How do you analyze?
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Conversions:
The View From a Paid Search Summary Report

Primary Conversion Performance Secondary Conversion Performance

Tasting Performance
- 84 tastings purchased (+14 MoM, +40 YoY)
- $4,980 in tasting revenue (+$2,445 YoY)

Phone Calls
- 53 calls on the website
- 21 direct calls from ads

Winery Visits
- 320 winery visits
- $21,487 est. value

Other:
- 113 transactions / $6,664 in revenue / 32% of all site revenue
- 24 clicks to email
- 2 Contact form submissions
- 1 Event form submission

Total
- $28,151 in est. revenue
- 6.5X Est. ROAS
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Graham’s Paid Search Conversion Measurement 
Checklist

Primary:

❏ Tasting purchases

❏ Winery visits

Secondary:
❏ Tracked Phone Calls 

(from web)

❏ E-commerce Revenue
❏ Clicks to email
❏ Clicks to Contact
❏ Event Inquiries
❏ Messaging / Chat
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Speaking of  Paid Search

Are you 
wasting 
money on 
keywords?
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Common Issues Found



2025  o  Direct to Consumer Wine Symposium

Example: Display Placements



Get Our Checklist



Standing Out

In a Sea of Wineries

Audience: “People who drink wine”

Too Broad 
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Examples
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Oh, and BTW

Quick check of 15 wineries in here:

Five (5) had less than ½ dozen 
photos/video on their Google 
Business Profile 
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Example: Travel Guide  

• Lake County Winery

• WAY off the beaten path

• Phenomenal mountain views

• Deliberate intent to visit
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Finding YOUR Audience – Example:

Wine Drinkers

Live Music Fans

Love Food Truck Meals

Group 
Outing 
People

#1 Sweet Spot

Secondary Sweet Spot
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Case Study
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● So many channels

● So many possibilities

● So little budget

● So little resources

● Measure to prioritize

Measurements



How do you know if  
your data is good?
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GA4 Quick View Report (Free Tool)

(No signup required)
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About NordicClick

Paid Digital Media Management

Content Strategy & Development

SEO Services

Web Development Services

Web Analytics & Report Visualizations

Minneapolis         Scottsdale San Francisco
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Closing Thoughts
Graham Ettedgui
Associate Director - Marketing
NordicClick Interactive

Justine Heinitz
Senior Content Strategist
NordicClick Interactive

Brian Allard
Executive Vice President
Alma Rosa Winery

Adam Proehl
Partner & Co-Founder
NordicClick Interactive



Thank You


