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Winery Visits & Tastings
Increase Revenue Per Visitor

Increase Customer Lifetime Value

Grow Wine Club Base
Offer Unique Experience

Increase Group & Corp Events

Find Additional Revenue Sources




Key Challenges

. Limited Budgets
. Limited Resources

. Aging Customer Base
. Competitive Environment Changes

. Younger Generation Adoption
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Site Content

Q:

HY is site content worth the efforte

A:

First Impressions Matter
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LLanding Page Data:
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NiardicClick

6 MONTH TOP PERFORMING LANDING

PAGES

Page path and screenclass ~ <+

/
/collection_
/visit-us

/our-story
/collection_
/resources

/reservation/

/wine-club

/collectio_

/events

4 Views

2,592

100% of total

638

333

227

185

130

129

122

90

87

86

Users

546
100% of total

386
163
156
125
77
71
91
52
59

42

1.34

1.73

1.47

2.05

Average

11s
41s
25s

23s
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Justine’s Quick Checklist

1 Is it usefule Does it answer a question or pain point?

1 Is it organized and formatted to engage the user?

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

1 Is it attracting an audience you want vs. just an audience?
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’ Search Keyword Insights

L O O O

Value Beyond “Ranking”?

Understand Customer Intent
Content Guidance
Market Demand Signals

Ofthere

GOg I(

Central Coast Winery PirJ
Central Coast Winery Pin - Google Search
... pinot noir
... pinot noir 2021
... pinot noir 2020
... pinot noir 2019

... pinot noir 2018



S

NiardicClick

Keyword Themes
Recommendation

& Map out all URLs with primary keywords

Keyword KW Classification Duplicat Estimated Current Title New Title URL
Monthiy
Search
Volume
Napa Valley Winery Primary Keyword 3600 m
Your Ne:
best red wine from napa Primary Keyword 90 Besl Red Wine from

valley

naoa valey cabemat
sssegnen

ouy naga valley wne onlne

best white wine from napa
valley

napa valley virtual tasting

napa valley gift baskets

napa valey gfs onlne

raga valay of iceas

Related Heywore

Related Keywors

Primary Keyword

Primary Keyword

Primary Keyword

Relaed Kayaors

Reiated Keywors

V

w
o

g3

Napa Val Gift
Vi
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’ Conversions

Missed conversions:

How do you analyzee

Is your website leaking $$$7?




Conversions:

The View From a Paid Search Summary Report

Primary Conversion Performance Secondary Conversion Performanék/

Tasting Performance Phone Calls

- 84 tastings purchased (+14 MoM, +40 YoY) - 53 calls on the website

- $4,980 in tasting revenue (+$2,445 YoY) - 21 direct calls from ads

Winery Visits Other:

- 320 winery visits - 113 transactions / $6,664 in revenue / 32% of all site revenue
- $21,487 est. value - 24 clicks to email

- 2 Contact form submissions
- 1 Event form submission

Total
- $28,151 in est. revenue
- 6.5X Est. ROAS

2025 o Directto Consumer Wine Symposium



Graham’s Paid Search Conversion Measurement

Checklist

Primary: Secondary:

Tracked Phone Calls

1 Tasting purchases (from web)

E-commerce Revenue
J  Winery visits Clicks to email
Clicks to Contact

Event Inquiries

L O 0000 O

Messaging / Chat
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Speaking of Paid Search

BOC}gle sonoma winery experiences

mo is Winery
https://www.stfranciswinery.com : experiences

St. Francis Winery - 5-Course Wine & Food Tasting

Nationally Acclaimed Five-Course Fine Dining Experience. Experience St. Francis

[ ]
- Winery & Vineyards. $35 to $125 Experiences. Stunning Views of Nature. Outdoor

Seating. Walk-ins Welcome.
Wine And Food Pairing - Trolley Vineyard Tour - Experiences - St. Francis Wine Clubs

Sponsored I

L
\o
https://www.viator.com » food-&wine > napa-&sonoma  }
Sonoma Things To Do

Best Napa & Sonoma Food Tours — Quick & Easy Purchase Process! Full Refund

Available up to 24 Hours Before Your Tour Date. Enjoy the Best Food, Wine ...

keywordse

B https://www.bloomwinetours.com  §

Bespoke, Epicurean Adventures - Bespoke Wine Country
We've spent years exploring San Francisco & California wine country. Meet vineyard
owners, winemakers & chefs on our custom tours.

Vehicles - Services - Our Team - Contact Us
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Common Issues Found

N&rdicClick

KEYWORDS - MATCH TYPES

Challenge Discovered In Audit:
There are broad match keywor i | rails. This can and will cause
overlap across campaigns andresult in wasted spend.

Solution:

Generally, if you are using broad match, it is best to keep them in ad groups where there is the same
theme (single theme ad groups). From there you can keep a close eye on search terms and
performance.

This will prevent cross pollination and is generally what Google is moving towards.

Itis also recommended to layer on audience targeting for a more relevant/intent audience.

A M A

Priority Effort Impact CREATE » CONNECT » CONVERT



Example: Display Placements

Overview Where ads showed
) Mar 16, 2023
Recommendations
» Ads & assets w Network: YouTube and Display Add filter
*» Landing pages s
[0 Placement Type \J Clicks Impr.
Audience
Total: Where ads showed 175 1951
~ Content
O reaktorcom Site 12 139
Topics
O foxnews.com Site 9 178
Placements
[0 thedecorideas.com Site 8 18
Display/Video
keywords O nj1015.com Site 5 8

Exclusions prozoro.net.ua Site 4 6
Where ads showed storeopeninghours.com Site 4 13
etlngs [0 dressup.com Site 3 2
Devices O mirrorco.uk Site 3 =
Change history [0 allfamousbirthday.com Site B 3
O girlgames.com Site g 7
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2025

PPC Management Checklist January 2025

FREQUENT CHECKS (usually weekly depending on volume):

Progress of New Campaigns:

[ New / Revised Ads

[ Assets (formerly extensions)
[ Updated Bid Strategies

[ Search Terms

Key Status Items:

O Fles
O Disapprovak
O Notifications

Recommendations:

[ Dismiss Anything Irrelevant

] Apply Anything Useful
Budget Pacing:

O Are we on track to spend the budget? (Y/N)
Conversions:

] Are my campaigns converting?

] i not, do | know why not?

[ Are some converting better than others?

O ¥ so, do | know why?

] Should I reallocate the budget to better converting campaigns?
1 Primary conversion check

] Secondary conversion check

[ Quality of Conversion

et Our Checklist

Search Terms Report:

[ Negate anything rrelevant
[ Add anything relevant




10:519 FTIR 86|
< winery X

-_i;': Open now Top rated Wheelchair accessible en

° 3 : :
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selection of wine/beer!"
>

In a Sea of Wineries

Bernardus Winery.
)~ “Great setting; attentive
\._and:friendly:staff and..*

Audience: “People who drink wine" e o ol Py

with oUr tasting and:tour....
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MENU REVIEWS PHOTOS UPDATES

Examples

=Y
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Oh, and BTW

Quick check of 15 wineries in here: en;SJ!!LEZZTQﬁ;Z' P

Five (5) had less than 2 dozen
photos/video on thelir Google gfe;?z;f;;f;g:;ze
Business Profile

\.. and friendly:staff and::*

2 3 /- MesaDeISoI

)
_ ®4 8
Gf;ry WES outstandlng

'\, with our tastlng and:tour...
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Example: Travel Guide

Lake County Winery

WAY off the beaten path

Phenomenal mountain views

Deliberate intent to visit

2025 o Directto Consumer Wine Symposium

3-Day Travel Guide to Lake County

The history of Lake C m the ancient

Clear Lake and the vol 7 the Pomo inal

century hot s
and pears, Lake County weaves a rich tapestry of heritage th:

r a romantic 3-day couples retreat. Whether

the ares's unique

® Location: Upper Lak

© Why Stay Here:
the

22



Finding YOUR Audience — Example:

Secondary Sweet Spot

#1 Sweet Spot

drinkers
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Case Study

CHALLENGE

A winery was looking to increase
visits to the tasting room.

SOLUTION

To drive more visits to the winery, our team utilized Google Ads and
Google Business Profile to:

Set up a “Winery Visit” conversion in Google Ads using real
visit data from the winery’s Google Business Profile.

tasting type, location, and near me to capture qualified traffic.

Launched Search & Performance Max campaigns around
%\:

Utilized the “Winery Visit” conversion with the Target
Return on Ad Spend model to maximize efficiency.

()

TACTIC

Paid Media

INDUSTRY

Winery

24



Measurements

e SO many channels
e SO many possibilities
e So little budget

e So little resources

e Measure to prioritize

2025 o Directto Consumer Wine Symposium

e 8 T:J "r )
| = 4




#4: Unsure of Data Retention Settings

#you don't knaw what yeur dats natanticn is st to for you cont undarstand what that maans] than this section is for you!

#5: Not using custom events

atc % NCR LN CLSIOM GVaNts:
Som st Eiag nGAL

How do you know if

#6: No GTM or no ideawhat GTM is

your data is good? i

#7: Automated GA4 Account Setup (aka Google
automatically set GA4 up for you)




G A4 Quick View Report (Free Tool)

(No signup required)
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GA4 Quick Look Dashboard

1. Choose your GA4 Property

NiardicClick

2. Choose your Date Range

Default Data
[ o Click to select Google Analytics data [ May 20,2024 - Aug 18,2024 ¥ ]
Stream Name: Stream ID:
North America & Canada Website 1600198309
General Information
Number of Hostnames Unique Pages Page path + query string Key Event Count
7 1,463 20,124 258,991
Data Quality & Options
Not Set Landing Pages Pll (Personally Identified Information) -
Not Set Pageview UpperCase Events
Not Set Source/Medium UpperCase Source/Medium .

Broken Pages

UpperCase Pages .



About NordicClick

NizrdicClick
. o ) HOW NORDICCLICK HELPS WINERIES
Paid Digital Media Management
Content Strategy & Development

SEQ Services

Sign Up for a Personalized Strategy

Session!

Web Development Services

Web Analytics & Report Visualizations
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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 Intferactive

o Wine Symposium
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Thank You




