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Why Google & Meta are Important

aka: Why is advertising important




Why Google & Meta are Important

(aka: Why is advertising important)

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.
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Google Maps

Local Search




Google winery nearme x saa @ = §

Places
Moore Creek Patkq‘f
Merryvale Vineyards {4 b4
T
Anomaly Vineyards 9
9 eConn Creek Winery
9 The Prisoner v o
Wine Company
Industrial-chic R
v winery & tasting..
2 Keyboard shortcuts  Map data ©2023  Terms of Use
o
7)) Rating ~ Hours ~ Sortby ~
o
;:t Lipsom Vineyards
=) 48 (88) - Winery
< 260 ft- 111 St Helena Hwy
8 Closed - Opens 10 AM
= @ 'Yes, definitely this is a must go on your trip to Napa Valley.”

4.6 (180)

More places -




Getting Started With Google Maps

10:07

1. Create or claim a Google Business Profile

-
( G B P ) Images Tickets Reviews ps Sho
.
i Ao

ull ¥
Menu Ma
Napa Valley Tasting Barn |
4.8 4 (48) R (i zz
Winery - Closed i\

2. Optimize GBP with accurate business details |
(NAP), keywords, and photos. & @® &

CALL DIRECTIONS SHARE WEBSITE

B Curbside pickup - Delivery

3. Collect reviews and respond fo them prompfly. | KR

Closed - Opens 10 AM Mon
More hours

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

© napavalleytastingbarn.com
https://napavalleytastingbarn.com

Napa Valley Tasting Barn

Bill Hill's family-owned Napa Valley Tasting Barn is nestled in
the eastern hills of Napa Valley, located adjacent to Silverado

5.  Create localized service page content for your
website. -

& Q napa valley tasting barn

| —
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Expectations

What to expect for Cost, Time, and Labor




Cost

Minimal — GBP is free to use

Though professional help may cost
$1000-$1,500/month.




Time

30 - 60 Days

Results are dependent upon seasonality and
location.




Labor

Expect anywhere from 5-10 hours a month

Initial setup + Regular updates and review
management



Pros & Cons

The good and the bad




(Q‘. Free visibility, excellent for local SEO,
=2 encourages foot traffic.
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C T Relies heavily on reviews and consistent @
engagement.
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Google Maps Metrics

10,745

Business Profile interactions ()
A +2.1% (vs Jul 2023-Nov 2023)

3000

A e M/O\O
1500
750

Jul 2024 Aug 2024 Sep 2024 Oct 2024 Nov 2024

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

wine
G Copia Vineyards and Winery - G Copia Vineyards and Winery tasting E
° 5076 Mustard Creek Rd, Paso Robles, CA 93446 PR o 5076 Mustard Creek Rd, Paso Robles, CA 93446 iz
50 Ak 9 50 Ak s |
room paso
© WINERY +4 MORE > WINERY +4 MORE
robles
o . wine — <
G Copia Vineyards and Winery tasting B & Copia Vineyards and Winery B
° 5076 Mustard Creek Rd, Paso Robles, CA 93446 S ° 5076 Mustard Creek Rd, Paso Robles, CA 93446 paso 5 m
5.0 drirdrkk " E 50 Wik wineries °. -
© WINERY +4 MORE > WINERY +4 MORE °
robles
G Copia Vineyards and Winery wine B & Copia Vineyards and Winery i E
5076 Mustard Creek Rd, Paso Robles, CA 93446 tasting ° 5076 Mustard Creek Rd, Paso Robles, CA 93446 tasting m SVAS
50 A Aririr room 5.0 Wrirdrir i Yoo E
€ WINERY +4 MORE near me > WINERY +4 MORE
G Copia Vineyards and Winery B G Copia Vineyards and Winery wine > E
5076 Mustard Creek Rd, Paso Robles, CA 93446 paso o 5076 Mustard Creek Rd, Paso Robles, CA 93446 tasting m
50 ARk wineries E 50 WA Ai paso E
©> WINERY +4 MORE > WINERY +4 MORE robles
G Copia Vineyards and Winery vilhe B G Copia Vineyards and Winery E
° 5076 Mustard Creek Rd, Paso Robles, CA 93446 tasting ° 5076 Mustard Creek Rd, Paso Robles, CA 93446 Yvineries
50 drirdidk i a 50 A Ai in paso } E
> WINERY +4 MORE > WINERY +4 MORE 4
G Copia Vineyards and Winery wine B & Copia Vineyards and Winery wine B
° 5076 Mustard Creek Rd, Paso Robles, CA 93446 tasting ° 5076 Mustard Creek Rd, Paso Robles, CA 93446 tasting eesssss 450
50 wkrhrirk paso E 5.0 Wwirdrdrd room S
T WINERY +4 MORE robles > WINERY +4 MORE near me
G Copia Vineyards and Winery ek B G Copia Vineyards and Winery iaa B
° 5076 Mustard Creek Rd, Paso Robles, CA 93446 = ° 5076 Mustard Creek Rd, Paso Robles, CA 93446 tastin:
50 drirdddk 50 A =
robles near me
> WINERY +4 MORE > WINERY +4 MORE

Improved visibility increased foot traffic and local inquiries.
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Google Search

Organic Search / SEO
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People also ask :

Serving Cabernet Sauvignon

The ideal serving temperature for a cabernet sauvignon wine is going to be around 60-
degrees Fahrenheit, but Lipsom Lorem likes to suggest serving it at 57-58 degrees for the
best flavor.

lipsomvinyards.com
https://lipsomevinyards.com » blog » best-way-to-serve-,..

Best Way to Serve a Cabernet Sauvignon Wine

) Lipsom Vineyards
https:/lipsomvinyards.com

Lipsom Vineyards - Winery and Food - St. Helena
Looking for a winery and food close by to enjoy after your wine tasting? Look no further than

Lipsom Vinyards Winery, enjoy our world-class wines while enjoying



Getting Started With Google Search

Complete Priority Bucket

Date _
Compeleted
. . . V] Content  Write Title Tag, Meta Desc.Page  yy o thom out on the fab linked.
title for 44 pages
1 udit your website for technica conten I ——
: 5 Update the Title Tag, Meta Desc, Page fite for the pages lsted andf there
S E O i -I- 'I-. T I & 1 ‘I'. | : are other pages that you think need o be updated, make a st 50 | can review See "U
issues - meta titles & descriptions, e
. q Technical  Setup 30 rerects for 59 pages MoNY paGes use bado ncorrect URL formating and mispelings. Some . ¢
e O | n S e C - | pages include duplicate content,
’ . It would be ideal to have a shopping schema for the wine products fo appear
_ 3

as shoppable ifems in Google.  fested the product pages with this,
ki

Update Title Tag, Meta Desc, Page

Content  ite for 44 pages

Update Schema for 30 pages /
products

Technical he
would need additional schema. Confrim that this can be done and | will get

you the attributes.

Remove the gift shop items from online viewablitity. Do not delete the

Technical  Delete (404) 2 product pages  product, the POS system uses that product fem, just make it non viewable on See "Delq
the website. i .

These i inthe site map. valuable

content and information for users.

2 P e rf orm ke WO rd reseqrc h fo cuse d on Techmieal | Remove S pages from the it map | These are unused pages o pages wih Bugicated exnfent
. These pages should not be consumed by google, they do not provide

valuable content for searchers on google.

wine-related ferms and local queries. e

Technical  Add 10 pages o the site map

Technical ~ Make 4 pages noindex

Technical  Update canonicalization for 1 page les& haRE mins, othenkise 1ot ma Know,

Content  Refresh/Update 10 pages Rewrite or refresh 10 pages, making sure KWs are as optimal as possible  See "Re

These pages are being redirected to a different site. Need to create a page on

WineDirect for those URLs and stop the redirect.

SKIP for now. Review all the event item/pages. The old events that have

expired should be deleted. | need to double-check on this, so hold off before ~ See "Delq
ing them.

Technical  Remove 301 redirect for 2 pages See "301
Review 78 event pages for

Technical  getetion (404)

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

event pages. What to Wear to a Winery: The 2023 Complete Style
Guide

4. Build backlinks from industry sites and locall
partnerships.

What to Wear to a Winery & Vineyards

Have you ever found yourself getting ready for a day of wine tasting with friends, standing baffled in front of your closet, wondering what to
wear? You're not alone. While outfit selection may seem trivial, poorly planned apparel has an uncanny ability to ruin a fun-filled day of wine

2025 o Directto Consumer Wine symposium tasting. After all, you don’t want to be stumbling through Texas Hill Country vineyards muddying up your favorite pair of pumps. Nor does 19

shivering your way through a barrel tasting in a Napa Valley wine cellar sound enticing. So, let's explore what to wear to a winery in every




KRU MARKETING

WINERY SEO CHECKLIST

THE BASICS KEYWORD RESEARCH
Set-up Google Analytics Find your online competitors .
Set-up Google Search Console Perform a keyword gap analysis S Ca n TO D DW n | D a d C h e C |<I I St
Set-up GMB and Map Packs Find bottom funnel keywords

Install a SEO plugin Find long-tail keywords

e ) Page intent analyzation

Create a keyword strategy

TECHNICAL

Run an in-depth technical audit ( N\
ON-PAGE & CONTENT
Robots.txt File Creation

Run an in-depth content audit
Index your website

Use proper Hls, H2s, H3s, H4, ect...
Generate & submit a site map

Fix missing, duplicate, or lengthy
Find and fix broken links title tags

Setup 301 redirects for outdated pages Fix missing, duplicate, or lengthy
meta descriptions

Check website mobile-friendliness
Put fogether a content calendar
Check website load speed
Improve content readability
Identify and repair crawl errors

Update old content
Use an SEO URL structure \. »,

OFF-PAGE & LINKS
Run a backlink audit

Optimize NAP, description,
reviews

Target competitor links

Complete a link targeting
strategy

Reach out to unlinked mentions

krumarketing.com Kru Marketing




Expectations

What to expect for Cost, Time, and Labor

21



7

Cost

$2,000 - S4,000/month

This cost is if you're outsourcing SEQO; in-house
hire will cost $5,000/month minimum.

22



Time

3 - 6 Months

When expecting to see significant
Improvements.

23



Labor

Expect anywhere from 10-15 hours a month

Content creation, technical updates, and
backlink outreach.

24



Pros & Cons

The good and the bad




Long-term traffic growth, strengthens

W brand authority, free traffic & revenue

once established.
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Sales

6 to 12 months to get results, some
X ongoing effort required.

Time (Months)

2025 o Directto Consumer Wine Symposium 27



Google Search Metrics

™ 6M 1Y 2Y Allitime

Organic Traffic 7,401/month

Organic Traffic || Paid Traffic [A Notes v

—————— 75K
/ 5.6K
___/\_// 37K
1.9K

0
Feb 2024 Apr 2024 Jun 2024 Aug 2024 Oct 2024 Dec 2024

Organic traffic & keyword rankings.

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

Organic Traffic 7,254/month

Organic Traffic [ | Paid Traffic [A Notes v

7.5K
5.6K
3.7K
1.9K
0
Jan 2013 Jan 2015 Jan 2017 Jan 2019 Jan 2021 Jan 2023
4l Purchases .l Reservations Club Sign Ups

292 56 15 Tota ovence

$123,774.66
$76,621.58 $29,051.62| |$18,101.46

NS\ N~
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Google Ads

Paid Search / PPC




PC ADS

=

%)

jo

&
L

Google winery near me X

Sponsored

© www.lipsumvineyards.com
https.//www.lipsumvineyards.com/

St. Helena Winery - Listed Top Tasting Experience - St. Helena Vine...

Private vineyard, winery, & sit-down tasting with vineyard view List as best tasting experience



Getting Started With Google Ads

1. Setup a Google Ads account and connect it
to Google Analytics.

»  All campaigns

2. Research keywords using tools like Google
Keyword Planner.

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

e Biggest changes Costy 3 Campaigns :
4. Write compelling ad copy emphasizing wine e S S Sem——
sales and tasting room experiences. e e ] e — -

" +$11.22 @ GCUD Gonerator o

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

34



Time

2 - 4 Weeks for setup

Expect 1-3 months to see significant results.

&



Labor

Expect anywhere from 10-15 hours a month

Regular monitoring and optimization.

36



Pros & Cons

The good and the bad




== Immediate visibility, precise targeting, ‘
m flexible budgets, and measurable ROI. §
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The Cons

Can be expensive; requires constant

E management.
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Google Ad's Metrics

Cost = Conversions v Conv. value » Actual ROAS «

$1.01K 46.85 1,239.99%

Nov 15, 2024 Dec 14, 2024

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

GOOGLE ADS HOLIDAY GIFT CAMPAIGN

920 ConverSions Cost ¥ Conversions v Actual ROAS v
$3.53K 90.85 848.50%
In Under 2 Months

330K Wine Sales

8.5x Returnon Ad
Spend

Holiday Gift Google Ad Performance

Kr Data Source: Google Ads

ganketny.
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Meta/Facebook Ads

Paid Social




Complete Your Checklist BEFORE You Advertise

v’ Social Proof Your Brand
v Create your meta business portfolio
v’ Set up tracking

v/ Curate your campaign

2025 o Directto Consumer Wine Symposium



Social Proofing — -

—8

< user_926285939 wineglassmarketing v ¢

0 1,797 58 239 453 474
Posts  Followers Following ‘0 Posts  Followers  Following

WineGlass Marketing

Make sure that you have a social media presence. ;e - - hvinsdamidid

Consulting agency
ﬁ @ We are an award winning full-service direct marketing
agency focused on direct-to-consumer acquisition, sales

Facebook Page, Instagram, X, Pinterest, etc. 551 seferson, Nape,Catforma

é) campsite.bio/wineglassmarketing

Professional dashboard

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

Edit profile Share profile Contact

Which profile has the biggest following? Story ighights .

How engaged is your current following? No posts yet

44




Create Your Business Portfolio

Do you have an ad accounit? 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 fo your Reservations Platform/other platforms.

45




Curate Your Campaigns

Know your target audience.
Focus on your local demographics.
Leverage Facebook’s Web 180 tool.

Use creative to highlight your offerings.

46



Expectations

What to expect for Cost, Time, and Labor
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Cost

Expect $500 - $1,000 monthly ad spend

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.

48



Time

Expect a 3-4 week learning period

Results will typically come through after 1-2
months.

It's best practice to run a full campaign for 20
days for a full analysis.

Constantly tweaking the campaign will result in
longer learning periods.
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Labor

Expect anywhere from 3-8 hours a month

Regular reporting, optimization, and
communication take time.

Ad creative and communication take the
most fime.

50



Pros & Cons

The good and the bad




e\
A\ax®

2

2.1 billion people use Meta daily.

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%.

2025 o Directto Consumer Wine Symposium
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This is a very saturated and highly
competitive market

"

Changes in data protection and privacy
leads to disconnect

2025 o Directto Consumer Wine Symposium
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Metrics

Benchmark

Cost Per Click: $1.63

Facebook Ads and Page Insights Click Through Rate: 2.34%
Oct 1, 2024 - Dec 31, 2024
Impressions Reach Link clicks CTR {link) CPC (link) Ad Frequency Amount spent
219,136 103,494 4,038 1.84% $0.36 | 2.12 $1,451.60
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— G

Drive bookings through the website. We'll monitor
all conversions from new customers placed online
and the results of their reservations.

- LT

Putting It All Commerce(?)
Together

Spend

$5,527.69

TOke The ﬂeCeSSOry STepS BEFORE YOU Cost Per Acquisition Revenue Per Acquisition

gevense $106.30 $561.73
Clearly set your expectations

Be p(]ﬁerﬂ' New Customers Total Revenue
52 $29,210.20

Reservation Revenue Additional Revenue

$16,830.00 $12,380.20

Wine Symposium




Word of Mouth / Referrals
Referral Websites

Social Meida (Organic)
Google Ads

Google Search & Maps (SEO)

Social Meida (Meta) Ads

Winery Advertising Methods - Ranked
5 = good, 1 = bad

Results Cost Time to Results Effort
3 2 1 1
1 1 3 3
3 3 1 2
4 3 4 4
4 4 2 4
4 2 5 4

Scalability

Score

13
17

18

19
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