
20
25

  O
  D

ire
ct

 to
 C

on
su

m
er

   
W

in
e 

Sy
m

po
siu

m
 

How To Increase Wine Sales & Tasting 
Room Traffic Using Google & Meta 
Advertising In 2025
Learn how to sell more wine and tasting room reservations using 
Google & Meta (Facebook)
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Local Search

Google Maps

Organic Search / SEO 

Google Search

Paid Search / PPC

Google Ads (PPC)

Paid Social

Meta / Facebook Ads

Putting It All Together

Why Google & Meta are Important



Why Google & Meta are Important 
aka: Why is advertising important
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1. Google and Meta (Facebook) are the largest 
platforms in the world,  representing 60% of 
advertising market share.

2. To advertise or to market, simply means to "make 
known."

3. In order to sell anything, people need to know 
about it.

4. The rule of 7 – it's not just do they know you, but 
how well do they know you.

5. As a business, advertising and marketing are 
non-negotiables.

Why Google & Meta are Important
(aka: Why is advertising important) 



Google Maps
Local Search
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Getting Started With Google Maps

1. Create or claim a Google Business Profile 
(GBP).

2. Optimize GBP with accurate business details 
(NAP), keywords, and photos.

3. Collect reviews and respond to them promptly.

4. Post updates about wine events, promotions, 
and tasting room specials.

5. Create localized service page content for your 
website.



Expectations
What to expect for Cost, Time, and Labor
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Cost
Minimal – GBP is free to use
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Though professional help may cost 
$1000–$1,500/month. 



Time
30 – 60 Days

10

Results are dependent upon seasonality and 
location.



Labor
Expect anywhere from 5-10 hours a month
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Initial setup + Regular updates and review 
management



Pros & Cons
The good and the bad 
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The Pros

Free visibility, excellent for local SEO, 
encourages foot traffic.
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The Cons

Relies heavily on reviews and consistent 
engagement.
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Google Maps Metrics

• Local maps rankings, website clicks from GBP, direction requests, and phone calls

• Track tasting room visits and their correlation with GBP interactions.
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Google Maps Case Study

Before After

Improved visibility increased foot traffic and local inquiries.



Google Search
Organic Search / SEO
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Getting Started With Google Search

1. Audit your website for technical & content 
SEO issues - meta titles & descriptions, 
headings, ect.

2. Perform keyword research focused on 
wine-related terms and local queries.

3. Create content such as blog posts, guides 
(e.g., “Pairing Wines with Holiday Meals”), and 
event pages.

4. Build backlinks from industry sites and local 
partnerships.
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Scan To Download Checklist



Expectations
What to expect for Cost, Time, and Labor
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Cost
$2,000 - $4,000/month
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This cost is if you're outsourcing SEO; in-house 
hire will cost $5,000/month minimum.



Time
3 – 6 Months

23

When expecting to see significant 
improvements.



Labor
Expect anywhere from 10-15 hours a month
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Content creation, technical updates, and 
backlink outreach.



Pros & Cons
The good and the bad
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The Pros

Long-term traffic growth, strengthens 
brand authority, free traffic & revenue 
once established.
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The Cons

6 to 12 months to get results, some 
ongoing effort required.
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Google Search Metrics

• Organic traffic & keyword rankings.

• Conversion metrics: wine sales, tasting room reservations, and email sign-ups.
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Google Search Case Study



Google Ads
Paid Search / PPC
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Getting Started With Google Ads

1. Set up a Google Ads account and connect it 
to Google Analytics.

2. Research keywords using tools like Google 
Keyword Planner.

3. Create campaigns: focus on Search, Display, 
and Performance Max for local targeting.

4. Write compelling ad copy emphasizing wine 
sales and tasting room experiences.

5. Use ad extensions (e.g., location, call, site 
links).



Expectations
What to expect for Cost, Time, and Labor
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Cost
Ad Spend: $1,000 - $2,500/month

Management Fee: $1,000 - $2,000/month
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Time
2 – 4 Weeks for setup
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Expect 1-3 months to see significant results.



Labor
Expect anywhere from 10-15 hours a month
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Regular monitoring and optimization.



Pros & Cons
The good and the bad
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The Pros

Immediate visibility, precise targeting, 
flexible budgets, and measurable ROI.
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The Cons

Can be expensive; requires constant 
management.



2025  o  Direct to Consumer Wine Symposium 40

Google Ad's Metrics

• Click-Through Rate (CTR), Conversion Rate, Cost Per Click (CPC), and ROAS (Return on Ad Spend).

• Metrics specific to wine sales: tasting room reservations and eCommerce sales.
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Google Ads Case Study



Meta/Facebook Ads
Paid Social
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✔ Social Proof Your Brand

✔ Create your meta business portfolio

✔ Set up tracking 

✔ Curate your campaign

Complete Your Checklist BEFORE You Advertise
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Make sure that you have a social media presence.

Facebook Page, Instagram, X, Pinterest, etc.

When was your last post? How often do you post?

Which profile has the biggest following?

How engaged is your current following?

Social Proofing
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Do you have an ad account? Do you have ownership of it?

Have your preferred payment method setup.

Connect your Instagram and Facebook Page.

Create your Pixel or “Dataset” or “Data Source.”

Properly install it on your website.

Connect it to your Reservations Platform/other platforms. 

Create Your Business Portfolio
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Know your target audience.

Focus on your local demographics.

Leverage Facebook’s Web 180 tool.

Use creative to highlight your offerings.

Curate Your Campaigns



Expectations
What to expect for Cost, Time, and Labor
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Cost
Expect $500 - $1,000 monthly ad spend
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Budgets tend to vary from client to client, 
especially if they are advertising across multiple 
channels. 

$500 tends to be the best starting point and 
manages to get results. 



Time
Expect a 3-4 week learning period
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Results will typically come through after 1-2 
months.

It’s best practice to run a full campaign for 90 
days for a full analysis.

Constantly tweaking the campaign will result in 
longer learning periods. 



Labor
Expect anywhere from 3-8 hours a month
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Regular reporting, optimization, and 
communication take time. 

Ad creative and communication take the 
most time.



Pros & Cons
The good and the bad
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The Pros

59% of users have directly messaged a 
brand on Meta.

Facebook generates the highest ROI 
among other social media, tied only 
with Instagram at 29%. 

2.1 billion people use Meta daily.
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The Cons

This is a very saturated and highly 
competitive market

Changes in data protection and privacy 
leads to disconnect 



Metrics
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Putting It All 
Together
When should I use Google vs Meta? Should I 
use both?

• Take the necessary steps BEFORE you 
advertise

• Clearly set your expectations
• Be patient
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Winery Advertising Methods - Ranked
5 = good, 1 = bad

Results Cost Time to Results Effort Scalability Score

Word of Mouth / Referrals 3 2 1 1 1 8
Referral Websites 1 1 3 3 1 9

Social Meida (Organic) 3 3 1 2 4 13
Google Ads 4 3 4 4 2 17

Google Search & Maps (SEO) 4 4 2 4 4 18

Social Meida (Meta) Ads 4 2 5 4 4 19



57


