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This session focuses on the latest significant global 

digital marketing trends and actionable takeaways for 

the DTC sector of the wine industry. 

We’ll discuss how you can leverage Facebook, 

Reviews, SEO, and SEM all with your current data and 

demonstrate trackable ROI for your winery. And we’ll 

leave you with action items you can implement for 

your winery now.

Summary of This Session



•Currently CEO Astra Digital Marketing Services and FlyWithWine

•Instructor, SSU Wine Business Institute – 7 Years

•Previously 2 years as COO of Chatterbox Wine Marketing Services 

and VinoVisit.com

•Previously 7 years as President of eWinery Solutions

•Previously 2 years as COO of New Vine Logistics

•Previously 4 years as CEO of Morrell Wine Group

•15 years as a specialty retailer

•MBA Cornell University Johnson School of Management

•Lover of all things food & wine

•Passionate about direct to consumer wine marketing

•More info on LinkedIn at http://bit.ly/2cRRL5C

Who am I and Why am I here?

Ron Scharman

CEO & Chief Strategist

Astra Digital Marketing 

Services



Digital Trends 2019



Technology has 

transformed how people 

live, work, shop, and play. 

Businesses need to adapt.



WHAT’S CHANGED? FUNCTIONALITY VS. 

EXPERIENCES 

2019

The evolution from early 2000’s to present day, “personal computing” 

has changed 10 fold. 

2003

2007

2010 2012
2015 2016

2019



LOOKED AT ANOTHER WAY

The faithful gather in 2005 near St. Peter's 
to witness Pope John Paul II's body being 

carried into the Basilica for public viewing.

St. Peter's Basilica at the Vatican, on 

March 13, 2017



LOOKED AT ANOTHER WAY

So What Does This Mean 

for Me?

Let’s Check the Stats!



Physical Retail 

Growth = Solid 

+2.0% vs/ +1.6% 

(Y/Y – Q1 vs. Q4)

Physical Retail Sales s. Y/Y Growth, USA

Source: BOND Internet Trends 2019



E-Commerce 

Share = Gains 

Continue @15% of 

Retail vs. 14% Y/Y

E-Commerce as % of Retail Sales, USA

Source: BOND Internet Trends 2019



Digital Media 

Usage = 

Accelerating +7% 

vs. +5% Y/Y

Daily Hours Spent with Digital Marketing per 

Adult User, USA

Source: BOND Internet Trends 2019



Adults ‘Almost 

Constantly’ 

Online = 26% vs. 

21% Three Years 

Ago

% Adults Online ‘Almost Constantly’

Source: BOND Internet Trends 2019



Stats as of February 2017

•234 Million Adults in U.S.

•14% High Frequency Drinkers

•= 33 Million HF Drinkers

•24% Occasional Drinker

•= 56 Million Occasional 
Drinkers

•Total = 89 Million Prospects





Device Time = 

Mobile > TV

Television & Mobile Daily Time Spent (Non-

Deduped), USA

Source: BOND Internet Trends 2019



Online Platform 

Time = YouTube + 

Instagram 

Gaining Most

% Internet Users Using Select Platforms > 

1x per Day, Global

Source: BOND Internet Trends 2019



Internet Ad 

Spending (Annual) 

= Accelerated 

+22% vs. +21% Y/Y

Internet Advertising Spend

Source: BOND Internet Trends 2019



Internet Ad 

Platforms = Google 

+ Facebook Lead 

but Others Gaining 

Share

Select USA-Based Advertising Platform 

Revenue, Global

Source: BOND Internet Trends 2019



Facebook

Ad Share Gain Drivers = 

Better Targeting + New Creative + 

Commerce + High-Relevance
Youtube Pinterest Twitter

Targeting
Audience Customization

Machine Learning
Automatically Time-Edited 

Clips

Commerce
Shoppable Catalogs

High-Relevance
Promoted Tweets



2019 WINE DIGITAL 

MARKETING 

SCORECARD

Sonoma State University April 2019



People =

Increasingly Telling Stories via 

Edited Images & Videos



Video Time = Digital 

+2x in Five Years @ 

28% of Total (vs. TV)

Video Watching Daily Minutes - Digital vs. 

TV, USA

Source: BOND Internet Trends 2019



Video Time (Short-Form – Facebook 

Platform) = 1.5B DAUs + ~2x in One Year

Source: BOND Internet Trends 2019

Facebook Stories Daily Active Users, Global



People have always been visual - our brains are 

wired for images. Writing was a hack, a detour. 

Pictorial languages are how we all started to 

communicate - we are coming full circle. 

We are reverting to what is most natural. 

Instagram challenges the notion that beauty 

comes in a traditional, artsy form…

it’s not about beauty, it’s about the story you tell.

Kevin Systrom - Instagram Co-Founder, 5/19

“

”



Picture or 1,000 Words?



TODAY, THE CUSTOMER JOURNEY IS 

NON-LINEAR



So Where Do 

I Go From Here?



Ryan Neergaard
Director of Business Development 

Astra Digital Marketing Services 

LinkedIn Profile:

http://bit.ly/2zxj0Q7

http://bit.ly/2zxj0Q7


About Me:

• Director of Business Development and 
Social Media, Astra Digital Marketing 
Services

• Currently leading a team responsible for 
customer acquisition, engagement, and 
conversion on website, social media, and 
other relevant digital platforms

• 11 Years in Wine Tourism Media 
Communications

• 100% Foamer!

• Every occasion should require bubbles to 
be opened! 

• My band HighNoon played at BottleRock 
this last year for the second time! 

• This last year I married the love of my life, 
adopted our puppy Juno, and recently 
purchased a home in Napa! 2019 was a 
good year! 



The Number One Question in Wine Marketing

Is Facebook still relevant?



Facebook under scrutiny

• Violation of privacy

• An exodus of users 
on the platform

• The advent of ”fake 

news” and those 

manipulating 

misleading content



How did Facebook respond?

• A new mission on privacy 

and transparency 

• A major emphasis on 

stories and “authentic 

content”

• Focus on community 

groups as trusted sources



How the market responded

• 2.8 billion users use one 

of their services daily 

(Messenger, Facebook, 

Instagram, WhatsApp)

• Advertisers continue to 
support Facebook and 

the user base continues 

to expand

• Facebook profit was up 19% with revenue growing 29% to $17.65 
billion

• Quarterly users were up 8% to 2.45 billion users



What this means for wineries
● Relationship-based marketing must be at the core of your outreach

○ Facebook remains one of the most relevant platforms to reach 

consumers

○ Use your data to reach current and prospective buyers

○ Market to individuals based on the relationship you have with them

○ Get past behavior and go deep into custom audiences



Todays Takeaways



Segmentation



● Use Google Analytics and 

eCommerce/POS CRM data to analyze 

your website traffic and customer base

● Focus on your most loyal customers, 

wine club members, and frequent 

purchasers first. 

● What to do:

■ Define what segments are 

relevant to your winery

● Wine club

● Past purchasers

● General email subscribers 

● Event attendees

SEGMENT YOUR DATA WITH RELEVANCE



WHO ARE THESE PEOPLE?

Winery Client #1: 
High-quality, 
approachable 
wine from 
Amador County

Winery Client #2:
Prestigious 
Cabernet 
producer in Santa 
Barbara



Take the time to know your 

audience. Don’t make 

assumptions…



Segmentation

You can do it! 



Evolving Facebook Strategies



Where are you targeting your 

efforts?





● Remind customers why they fell in 

love with you in the first place. 

● What to do:

○ Create ads for each segment.

■ Wine club - Exclusive 

tasting at winery

■ Previous purchaser -

Exclusive discount

■ General list - General 

discount

1. Create Targeted 

Campaigns



1. Create Targeted 

Campaigns



CREATE TARGETED ADS FOR EACH SEGMENT



Example of segmented content



THEN RAMP IT UP!



2. Create Retargeting Campaigns 

inside and outside of FaceBook 
● Don’t let the relationship end if 

someone visits your website and leaves.

● What to do:

○ Clicked on a Merlot - Serve a Merlot 

ad

○ Clicked on your blog - Serve an ad 

for your next blog

○ Shopping Cart Abandonment 

■ If someone filled their cart and 

left, serve them a special 

discount to return and 

purchase.



2. Example of good retargeting 



3. Find Potential 

Customers in 

Lookalikes

● Mirror your most loyal wine 

club/frequent purchasers by 

building Facebook Custom 

Audiences with your existing 

email list. 

Lookalike Audiences

Your Customers/Users/Visitors Facebook Users

Find more customers like your best ones



Here is how finding lookalikes works...



4. Track Your Stats
● The only way to know if you have a 

positive ROI is if you track your progress. 

● What to do:

■ Make sure Google Analytics 

and your Facebook Pixel are 

set up properly

● Setup your goals and 

ecommerce funnels. 

■ Use UTMs to monitor the 

source of your traffic. 



Example of quality stat tracking



Evolving Facebook Strategies

You may want some help with this



Video generation



Facebook predicts all video and no text 

by 2021...



The platforms that matter



Know your platform



Know your platform



RAISE THE BAR - VIDEO AND OTHER IMAGERY  





Don’t be 

preoccupied 

with perfection, 

be real



THINGS TO CONSIDER

1. 33% of viewers will stop watching a video after 30 seconds, 
45% by one minute, and 60% by two minutes. (Ad Age)

2.  85% of Facebook videos are watched without sound, while 60% of   
Instagram Stories are watched with the sound on. (Instagram)

3. Emails with video content increase click-through rates (CTR) by 200-300%.   
(Forbes)

https://adage.com/article/digitalnext/marketing-online-video-viewers-quit-30-seconds/146218/
https://business.instagram.com/a/stories-ads?locale=en_GB
https://www.forbes.com/sites/ellevate/2016/12/15/video-is-no-longer-a-marketing-accessory/#73756f1ade87


Video generation

The be real approach –

You can handle this

The refined approach –

You are going to need 

some help



SEO and SEM… 1+1=4



SEO is one of the biggest trust building 

investments your business can make. 

The problem is people don’t know where to 

start… 

Michael Stelzner - Social Media Examiner

“

”



Where is the best place to hide a 
dead body?



The best place to hide a dead 

body is page 2 of Google 

search results.



CONSIDER SEO YOUR SECRET WEAPON

Unless you’re ranking in 

the Top 10,...
...you’re likely 

not being seen



Goals of SEO

#1 on SERP

Increase in Organic Traffic

Increase in Ranking Keywords

Quality Traffic & Conversions

Tasting Room Visitors



Search Algorithms are Changing...

Each year, Google changes 

its search algorithm 500-600 

times...

RankBrain Panda Penguin Hummingbird Pigeon



ONGOING SEO



Search Volume

Competition

OCTR - Organic Click Through Rate

Choose Keywords Relevant to your winery



Page Optimization

Common on page optimization elements

Page Titles

Page Meta Description

H1, H2, & H3 Tags

Image Alt Tags

Image Names

Content, Content, 

Content!



Measure and Report

User Acquisition Year over Year -

Percentage of Traffic

27.4%19.6%
THEN NOW



What about Paid Search? 



HOW BIG IS PAID SEARCH?

Grew by 

18% in 

2017

and

19% in 

2018

Source: Direct Marketing Association 2016



PAID GOOGLE ADS ARE PUSHING OUT LESS 

THAN PERFECT SEO

Your best bet is to make sure you 
are doing both well.



HOW IT IS EXECUTED



HOW IT’S MEASURED

• Search Engine Ad 

Impressions

• Number of clicks generated

• Search Engine Keyword 

Report

• SEM Keyword Cost-Per-Click

• SEM Ad Impression Share

• Google Analytics Time on 

Site



DON’T FORGET GOOGLE MY BUSINESS

Consumers may 

find what they 

need without ever 
clicking your site



SEO and SEM… 1+1=4



SEO done well



SEM done well



SEO and SEM… 1+1=4

You are going to want some 

help with this

Read Ron’s blog at: https://www.astradms.com/astra-blog/2019/11/21/new-customer-acquisition-strategies-

for-wineries-why-google-ads-is-a-tool-worth-considering

https://www.astradms.com/astra-blog/2019/11/21/new-customer-acquisition-strategies-for-wineries-why-google-ads-is-a-tool-worth-considering


Ratings and Reviews



What Happens after THIS???

Robert Parker formally retires from The Wine 

Advocate.

Robert Parker, arguably the most influential 

wine critic in history, has formally retired from 

The Wine Advocate at the age of 71.

May 17, 2019



Most people are trusting the 

opinions of their peers



RATINGS AND REVIEWS         

People-To-People

• People are already writing reviews

• Opportunity to connect directly 

with customers

• Helps search engines find you and 

increase ranking

• 90% of local searches = purchase 

or visit



HOW SHOULD YOU 

RESPOND?



• Respond within 24 hours but do not 

respond when you are upset if the 

review upset you

• Have someone on your team proofread 

your responses (A procedure)

• Offer the person you are responding to 
something that matters to them

EMPATHY



TRIPADVISOR – TOP 5



How can my winery rank higher in 

search on these platforms? 

Commonly asked question:



HOW TO IMPROVE YOUR RANKING



Ratings and Reviews

This should be an internal process 

that has checks and balances on 

your team



RECAP OF YOUR TO DO LIST IN 2020



Questions?



Ron Scharman

CEO

ron@astradms.com

707-681- 5392

Find Me on LinkedIn at: 

bit.ly/1WyFHpA

Contact Info

Ryan Neergaard

Director of Business Dev

ryan@astradms.com

707-681- 5391

Find Me on LinkedIn at: 

bit.ly/2zxj0Q7

mailto:ron@astradms.com
http://bit.ly/1WyFHpA
mailto:ryan@astradms.com
http://bit.ly/2zxj0Q7

