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Mike Zitt
Wine Brand Architect
Mike Zitt, Inc,

Mike Zitt is a Wine Brand Architect from Augusta, 
Missouri—America's first American Viticultural 
Area—Mike brings his resilient, Midwest marketing 
perspective to the wine industry. With over 20 years of 
experience, he has served as both a creative agency 
leader and a partner to family wineries, a journey built 
on the core belief that creativity is the heart of 
innovation.

Mike is an expert at blending the unaligned for 
success as a wine manager at a local Macadoodles 
provides him with invaluable consumer insights that 
directly inform his strategies. He is passionate about 
seeking out inspiration, traveling to remote American 
wine regions like Snake River Valley ID and Sonoita 
Valley AZ, exploring the brands that are forging new 
paths.



Ed Feuchuk
General Manager
Tank Garage Winery & James Cole Winery

Ed Feuchuk is a marketer, email marketing enthusiast, 
and mistake maker with over 17 years of experience 
building innovative DTC wine brands. As the General 
Manager for Farm Collective Napa Valley, Ed has led 
creative, strategic, and technical initiatives for brands 
like Tank Garage Winery, Regusci Winery, and T-Vine 
Winery. With a passion for authentic experiences and 
renegade marketing, Ed and his work have been 
featured in The New York Times, Adweek, Forbes, 
Food & Wine, and Playboy.



Meta Ads 101: Who this workshop is for

• Wineries that have not run digital ads before.

• Wineries that have run ads, but had poor results.

• Wineries that have never used Meta Ad Manager before.

• Wineries that aren’t ready to hire an agency yet.



Meta Ads 101: How this workshop works

• 😛 This workshop is casual and interactive.

• ✋ Feel free to raise a hand and ask us a question at any time.

• 🤞 We are going to actually make ads for you so we can go in 

any direction you want.



Why Advertise?
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Meta Ads



Meta Ads 101: What we’re going to cover

• Placement Types
• Meta Ad Manager vs. Boosting
• Campaigns
• Ad Sets
• Ads (Creative)
• Goals
• Creative Strategy
• Manual vs. Advantage+ (Andromeda)
• Measuring Success



Meta Ads: Feed Placements



Meta Ads: Stories Placements



Meta Ads: Reels Placements



Meta Ads: Other Placements



Boosting Posts



Meta Ad Manager



Why Meta Ad Manager?
Pros

• Way better targeting.

• Full control over objectives 
(conversions).

• Proper budgeting tools.

• Better creative tools.

• Real reporting and attribution.

Cons

• More complexity, steeper 
learning curve.

• Requires more management.

• Frustrating bugs!



Meta Ads Manager: Ad Anatomy



Meta Ads Manager: Campaigns

• The top level of Meta Ads

• Defines your goal

• Tells Meta what success 

looks like for your winery.



Meta Ads Manager: Campaign Objectives

• Awareness (get seen)

• Traffic (get clicks)

• Engagement (likes, comments, DMs)

• Leads (email signups)

• Sales / Conversions (purchases, reservations)



Meta Ads Manager: Ad Sets

• Controls targeting, budget, and 
placements

• This is where strategy lives



Meta Ads Manager: Ad Set Audience

• Location

• Age

• Interest

• Custom (upload list of customers)

• Advantage+



Meta Ads Manager: Ad Set Budget

• Set spend limit

• Decided if you want to set that 
daily or over the lifetime of the 
campaign.



Meta Ads Manager: Ad Set Placements

• Which platforms your ads will show 
on (Facebook, Instagram)

• Which formats your ads will show in 
(Feeds, Stories, Reels). 

• Note, these decisions may have an 
impact on your creative assets.



Meta Ads Manager: Ads

• What people actually see

• The creative

• Set in an image, video, and text



Meta Ads Manager: Ads



Meta Ads Manager: What lives in an Ad



Meta Ad Manager: Ad Sizes



The 20-Minute Meta Strategy



 56% of Performance is the Creative

• The Philosophy: You don’t need to be a data scientist to find your 
customers. Meta’s AI does that for you.

• The New Rule: Your creative (the photo or video) is 56% of your success.

• How it works: If you show a winemaker working the soil, Meta finds the 
eco-conscious, organic crowd. If you show a vibrant, unfiltered orange 
wine, Meta finds the trendy, wine enthusiasts.

Meta (Facebook/Instagram)  - creative quality is the single most important 
factor for ad delivery and performance
Nielsen and Nielsen Catalina Solutions - creative accounts for an outsized 
56% of sales lift from advertising from digital campaigns



The "Gossage" Rule

"Nobody reads advertising. 
People read what interests 

them, and sometimes 
it’s an ad."

Often called the "Socrates of San 
Francisco." He was a legendary advertising 

executive in the 1950s and 60s.



Creative Brief: Authentic Sells
Authenticity: Don't be "salesy." Use "lo-fi" photos and videos that look like they 
belong in a friend's feed.

Utility: Grab attention in 3 seconds. Hook the viewer immediately with a visual or 
text overlay. Tell them exactly what problem you solve or what value you offer. 

Native-Fit: Shoot vertically (9:16) because that’s how people hold their phones.

Organic Boost: Identify your best-performing organic posts and promote them as 
ads to leverage proven engagement.



Copy: Keep it Short, Keep it Real

The Hook: Start with a question or a bold statement that stops the scroll.

• Body: Keep it short (2-3 sentences). Focus on the "Utility"—how does this 
benefit them?

• Action: Give one clear direction (e.g., "Tap 'Learn More' to see our weekend 
lineup").

Write Like You Talk: Avoid corporate jargon. Use the same tone you’d use in a text 
to a friend.

The "Above the Fold" Rule: Put the most important information in the first 125 
characters before the "See More" button cuts you off.



Example: The Hunt



Example: FAQ’s



Example: Making Of Videos



Results 2024 v 2025



Example: Flat Mac



The "Simple Vessel" (Setting up Meta)
Objective: Choose "Awareness" or "Traffic." This tells Meta: 
"Find people who will find this interesting".

Audience: Keep it "Broad." Set your location and age, and let 
the AI do the rest. No complex "Interest" lists needed.

The Learning Phase: Set it and forget it. Give it at least 7 days 
to gather data before making changes. Constant tweaking is the 
fastest way to break the AI.



Closing the Loop  (No Code Required)
Meta’s Job: To be the "Megaphone" that finds interested people.

Your Job: To provide a clear "Landing Page." Once they click your ad, your website 
must make it easy for them to buy, book, or sign up. This is KEY!

Tracking on Your Own Terms: Skip the technical tracking-pixel setup. Instead, 
create UTMs (Urchin Tracking Modules)—simple text snippets added to your 
links—to track performance via your own website analytics (Shopify, Google, Wix). 



Hands-On: The "20 Minute Launch"
The Vessel Build: A click-by-click walk-through of setting up 
your first "Broad" campaign.

The Launch: Putting the "2-3 Diverse Creatives" into the vessel 
and hitting go.

The Maintenance Rule: Spend only 15 minutes a week 
checking in. If an ad is working, keep it. If not, swap it for a new 
photo.



Obligatory Section About AI…



Meta Ads 101: Advantage+

Meta’s AI-driven ad system

• You pick a goal.

• You feed in basic content.

• Meta figures out the rest for you.

• Audience

• Budget decisions

• Creative enhancements

• Placements



Meta Ads 101: Manual vs. Advantage+

Manual

• You control the setup
• You choose audiences
• You choose placements
• You control budgets by ad set
• Best for learning & testing
• Clear insights into what worked
• More setup time
• Requires strategy decisions

Advantage+

• Meta controls most of the setup
• Meta finds the audience
• Meta chooses placements
• Meta allocates budget automatically
• Best for scaling & efficiency
• Less transparency into “why”
• Faster to launch
• Requires trust in Meta



Meta Ads 101: Andromeda!

Andromeda is Meta’s new AI system 
that decides who sees ads and when, 
using real user behavior instead of old 
interest targeting.

• Less control over audiences

• Testing different creative is more 

important than ever

• Far more reliance on automations 

and recommendations



But before we run, we’re going 
to walk the plank…





Live Demo: Winery Visitation Ad

Goal
Build consumer awareness for 
winery brand and experiences.

Duration
1 month

Budget
$500

KPI
Reach



Live Demo: Winery Visitation Ad

Goal
Build consumer awareness for 
winery brand and experiences.

Why?
To be considered, you have to be 
known. Showing consumers your 
wines and venues is the best way 
to spark curiosity.



Live Demo: Winery Visitation Ad

Duration
1 month

Why?
We need time to for ads to run and 
for consumer behavior metrics to 
be tracked. We usually 
recommend a few weeks.



Live Demo: Winery Visitation Ad

Budget
$500

Why?
• It’s just $16 a day, which will 

generally give us 1,000-3,000 
impressions per day.

• It’s more precisely measurable 
compared to print ads.

• Think of ways your winery 
spends $500 a month on 
things with no ROI.



Live Demo: Winery Visitation Ad

KPI
Reach

Why?
This ad isn’t about driving 
attributable conversions, it’s about 
making new consumers aware of 
our brand.



Live Demo



Meta Ads 101: Measuring Success

• What is a Result?

• How do you know if your ad is performing well 

(industry standards and real-world impact).



Meta Ads 101: Important Terms

Impressions
Total number of times your ad was shown (includes 
repeat views).

Reach
Number of unique people who saw your ad.

Frequency
Average number of times each person saw your ad.

CTR (Click-Through Rate)
Percentage of impressions that resulted in a click.

CPC (Cost Per Click)
How much you paid for each click.

ROAS (Return on Ad Spend)
Revenue ÷ ad spend.

CPR (Cost Per Result)
Cost to get one desired result (purchase, signup, 
lead).



Meta Ads 101: Measuring Success

CPM (Cost per 1,000 impressions) for Reach

● $6–$8: Excellent / very efficient (often local + broad)

● $8–$12: Strong / normal

● $12–$15: Acceptable for competitive regions

● $15+:  Expensive (only okay if targeting is tight or season is peak)



Meta Ads 101: Measuring Success

DO YOUR OWN TESTING!

DO YOUR OWN TESTING!

DO YOUR OWN TESTING!

DO YOUR OWN TESTING!

DO YOUR OWN TESTING!



Meta Ads 101: Tracking & Attribution

• Tracking with UTM tags & Google 

Analytics

• Tracking with Pixels

• Tracking with Conversion API



Meta Ads 101: Other Types of Ads to Run

Visitation Ads

Target: New Consumers

Goal: Landing Page 

Views or Conversions.

Creative: Build a sense 

of place.

Lead Generation

Target: New Consumers

Goal: Leads (email 

collection).

Creative: Brand plus 

incentive.

Retargeting

Target: Existing 

Customers

Goal: Sales Conversions

Creative: Product plus 

incentive.



Meta Ads 101: Other Digital Ad Platforms

Google

TikTok

LinkedIn

YouTube

OTT (Disney+, ESPN, Hulu)



Meta Ads 101: Hands-on Workshop



Thank You!



If you are seeing this slide, 
it’s because something went 
horribly wrong with Meta.



Meta Ads 101: Hands-on Workshop
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Meta Ads 101: Hands-on Workshop




