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Click to Convert: Paid Digital amplification
Vanessa Hadick, Trish Barry and Maria Stuart
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Infroduction

Trish Barry is what you'd call a veteran of digital and social media
marketing, pioneering many campaigns for wineries large and
small across Australia. Recently awarded 2020 Wine Communicators
of Australia's Wine Communicator of the Year and Digital Wine
Communicator of the Year, and 2020 Australian Women in Wine
Marketer of the Year, Trish is well-equipped to help wineries
navigate this ever changing landscape.

Trish's company, Mastermind Consulting was born in 2008, the
first type of wine marketing business to evolve exclusively to
specialize in digital, social, direct and content marketing. Many of
those original client relationships still exist today with brands

TRISH BABEY shifting their mix to focus on digital communications. Mastermind
Managing Director pioneered many of the groundbreaking digital and social media
initiatives that took flight in Australia. Tweet ups, Instameets, the
Rosé Revolution, consumer online tasting panels were Mastermind
innovations along with utilizing other tools in the digital toolbox.
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Infroduction

Vanessa Hadick is the founder and managing director of Double Tap
Marketing, a digital marketing agency to the wine industry based in the
Willamette Valley.

Vanessa grew up in the business, and has since spent her entire 15-year
professional career in wine. While working towards obtaining her
undergraduate degree from UC Davis in the early 2000s, she completed
marketing internships in Monaco, London, and Australia, earing her BA in
international relations and gender studies in 2006. After spending the first
decade of her wine marketing career with behemoths Constellation Wines in
San Francisco, and Treasury Wine Estates in Australia, she moved to Oregon
in 2015 to be a part of its incredibly collaborative wine community. Vanessa
earned her MBA from Portland State University in 2017, while simultaneously
overseeing marketing for Sokol Blosser Winery, before launching Double Tap

Marketing. Double Tap is focused on working with clients to "do more while
VANESSA HADICK ) P &

Founder & Managing spending less," utilizing digital marketing strategy to drive business growth.
Director /

Vanessa serves on the marketing committee for the Willamette Valley Wineries
Association, as well as the Oregon Wine Board's education committee, and is
involved with Yamhill County local politics. She is passionately committed to
oy environmental and social sustainability, and values-based business
| thinking, as the future of business. OREGON WINE
£y %
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2020 was the year of digital: Forced to think differently

F N DIGITALTRANSFORMAHON\]
IS YEARS AWAY. I DON'T
SEE OUR COMPANY

»* 7| HAVING TO CHANGE

| ANYTIME SOON. "—/\_/J
y % /ff"

i BASiEsMIND J
L_-/ MARKET!S " MPACT double t:
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The digital ecosystem continues to evolve

* Your online website strategy
needs to be considered as
part of a bigger digital
ecosystem

* Focusing on one
component will have limited
results

* Thought needs to be given
about how you’ll drive traffic
back to your website via
multiple mediums

OREGON WINE
SYMPOSIUM




2020 showed integrated digital approach critical

2020 Online Revenue and Traffic by Medium
50.00
4500
4000
5.00
30.00
25.00
20.00
15.00
10.00

Q
o

o
>
o

Organic Search Direct Paid Search Email Social Referral (Other) Display

Avg - % of Web Traffic - Avg - % Revenue

SOURCE: Google Analytics 1 January 2020 — 31 December 2020 — Average of 5 Mastermind small winery clients

~ OREGON WINE
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An omni channel approach pays dividends

Multi-Channel Conversion Visualizer

See the percentage of conversion paths that included combinations of the channels below, Select up
to four channels. Direct & Organic Search & Email & Social Network: 0.05% (2)
Channel % of total conversions

Direct 40.56% -
Organic Search 37.45%
7 Email 23.99%

Referral 10.72%

' Paid Search 8.18%
) Social Network 6.54%

The overlap areas of the circles above are approximations
A . | OREGON WINE
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What we want you to take away today:

» Broaden your understanding of the role of paid social media amplification
In your digital marketing

* Provide some options for measuring results
» Case studies of brands who are winning in this space

» Understand that even pre-COVID, paid digital advertising has taken over
traditional advertising in ROI

Q OREGON WINE
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\ Don’t neglect your digital home

-

-




Build a digital plan based on your winery objectives

« Why are you even on social media?
Build brand awareness?

Generate leads?

Promote events?

Drive Tasting room visitation

* It’s not a sales channel — occasionally this
is a benefit but there’s a bigger picture to
consider

* You need to invest but the potential is
enormous!

- OREGON WINE
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Social Media + the Sales Funnel

' 1 Customers need to know about and remember you.
" Brand Awarenessi =

Customers learn about your business, story, products,
and features and benefits they'd receive.

Once they know about you, they consider patroning your
business and buying your products.

Fl?urchasq

Yes! They bought from you! We're done, right?

m Were they happy with your product? Does it bring them joy?
===

The holy grail. Encourage and reward, but don’t ask.

- OREGON WINE
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Organic SEO, Facebook Iikes,\

YouTube views, comments,
Twitter, Flickr, epinions,

blogs, forum, email shares,
Linkedin comments, PR

Websites, SEO, email, video
widgets/apps, social

Display
Pay per click (PPC)

(0 p w e )

Performance networks, communities, )
Affiliation content, service extension,
Paid Social Y \_ Events

A

Y |
e > k- R~ RS
i : ‘."e "»‘ J\‘
Strangers Customers Advocates
A ‘ OREGON WINE
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Your Blog still has a powerful role to drive traffic

Redman.com.au %

HOIM OAK

Home  Shop Wines v SPecal Offers  Collar Do Wi Chb ~ About v wain) Contact Cant

 Helps drive organic traffic

|
* Deepens brand connections by
| being useful

» Website conversion rate is
et nearly 6x higher for content

PLACES TO EAT IN DEVONPOKRT TOP BREAKFAST SPOTS IN HOSART et Pausband Tom Oully, Since

S et o marketing adopters than non

Dovongont is 3 BOpuUls S0P for amyone on 3 maal of the day 50 betore you head cut 5o o b
THmanian wines. Sec s the .
TOO0 300 Wins 1080 11D N Tasmania. 's the MOMA, 00N I8 T Sydney HODMT YA Bace R 0 o
emasee X
Landing point 12¢ Those traveling 1o the Appie celebratiom, ¢ vt off for Bruy Miand for '; k20S a O erS 0 VS 0 el
Isde Via The SpWiE of Tasmanis from the SOME PENgUn tROEENG. fusl up 3 one of V. = =
MANIND. 30 & Nardy Base 10 exgéare T PO DACMST SOORS 1) HAD
wineries and priitine wikernens of the Cracie read mote
Coant and the Tamar Valey, An Rowr drive LATEST POSTS

Trom Hotm Oas Coflar Do0r, IS 3 gt oF
Teamania that we 3pert & Bt of tiene in as &
famity and there's ioos of greas restaurants
00 CANES 10 I0over. Fedd 0N 3¢ 0w hocals

« Great content drives your
organic traffic — meaning you
- = don’t need to pay to get the
PO BT oW eyeballs to your brand page

W love traveting south facm our northem
Tasse RO 10 MO for 8 Nt of Digigen) oy
CUTUrE. HoAE'S Out 358 OF the LOD Slaces 1O oMt

e of the best places Devenpor
hat cowers Breakctaer, lunch, dinner and
e Detween

‘@7 MASTERMIND | . e e gsiffgswﬁ
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Why would we pay for social? It's free, right?

ALL THAT’S IN HERE
Lt 5 A MEMO TO COT
W~ OUR MARKETING

\ ' el - ifR 6UDGET.
[

BREAK GLASS

TOoOM
FISH

BURNE

. ‘ ® marketoonist.com

OREGON WINE

™\
) MASTERMIND ,
°°°°°°°°° ; SYMPOSIUM
W MARKEIING WITH IMPACT double tap




Different elements to drive people home!

AN

By
T A
O e W
8o bR

Google Ads
tripadvisor
facefbok EMRK&!I& ?
Ads -
% ' OREGON WINE
Gume |




The role of paid media in marketing mix

* The average organic engagement rate for Facebook organic
posts is 0.18% (Hubspot).
Benefits of Organic vs. Paid Social Media
» This means for every 1,000 people you reach, only 18 users
are engaging with it. Organic =~ Sannew  paig
Brand and followers Reach a larger
awareness Promote audience
e

service

Relationship Resetarcht Drive leads
building your argo and conversions
audience

» Paid media gives you the opportunity to compete and reach
the right users.

* You can pick your target audience.

OREGON WINE
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Digital Advertising revenue continues to soar

How Has the Forecast for Triopoly vs. Other Ad
Revenues in the US Changed?

% of digital ad spending, 2020

March 2020 forecast
30.5% 23.5% 1 8:8% 37.2%

« GroupM estimates that digital will make
up 51% of total US ad spend this year.

« largely attributed to small businesses alne 2020 forecast

iIncreasing their spend to boost

23.5% N9IS%

Oct 2020 forecast
ecommerce sales. 29.8% 23.5% HI02% 36.5%
B Google M Facebook Il Amazon M Other
¢ ESt' mated that Goog le, Facebook and Note: Iilncludesb e;dvehrtising thglt appeacgs 0’27 desktop and laptop g%mputers
I I as well as mobile phones, tablets, and other internet-connected devices,
Amazon will .EIC?COU nt fOF ne,arly tV\,/O thi rds and includes all the various formats of advertising on those platforms, net
of total US d g ital ad Spend ing this year. ad revenues after companies pay traffic acquisition costs (TAC) to partner
sites
Source: eMarketer, Oct 2020
259116 www.eMarketer.com
% | OREGON WINE
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Range of different paid targeting options

BUDGETING:
WHAT SOCIAL PLATFORMS ARE
° Facebook ads MARKETERS CURRENTLY INVESTING IN?
* Instagram ads rcesccs [ 91%
° YOUTU be adS magam (O) 69% I

oufuoe () 48% I

e Linkedln ads

® Pinterest adS Titer Y 36% I
Quora % I
» Google Adwords e
. o recct (@) 14%| n—
 Twitter advertising et (@) 139 ME—
8%

20

https://www.webstrategiesinc.com/blog/how-much-budget-for-online-marketing-in-2020
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https://www.webstrategiesinc.com/blog/how-much-budget-for-online-marketing-in-2014

TAKE A LOOK AT POST REACH IN INSIGHTS

Published

01'27/?021
011772021
01152021
0170872021
91.07?021
010372021
m,'.)':{?om
010172021
12.?}\_@20
lzfe'a.?ozo
1272472020
12&!2/?020

1272172020

Post
With many of us staycationng
this summar, wo're pleased 1o

p Grampians makes
w5 lamiy aftar. With

We have the BEST selecsion of
W wines for you 10 enjoy this

Stop im0 our hametown of Groat
Western and moat the locals

Stan planning your Austradia Day
K magkend oscape The Vigt
w ML ALY

We're bringing back our
Musoum Wire Night on

I3 Jon us and
Grampians Winemakers for a

our fellow

e Mappy New Yoar from the
Thomson family and all of us at

Jon g8 on the lwn for lunch
W'k supply the wing and

Taste $he finest wines in our
collection with @ promium tasting

tire Bost's team wish you a

MHave you opened a bottle of
wine and not sure how long it's

. Tho Thomsan tamdy and the

Ovd you 509 our Facebook Live
avent on 2nd December? Best's

£3) MASTERMIND

CONSULTING

v

Type

Targeting

s

)

)

vl

e

5

a4

X

A

R

W

G

double tap

Reach

47K

23K

26K

1.5K

14K

11K

Engagement
7 o
68 s}

510 i
57 i

3 =
62 0

223 =

m jn)

40 H

406 (===
129 =

103 3

59 r

"7e [}

268 |>=0|
436 | ]
59 ?

454 —
80 H

159 m

113 2

L3 g

37 |

16 !

£ Best's Wines - Great Western
= od by Me soddard @ - Decomber 18, 2020 &

Come and visit us. We're joining the call asking fellow Grampians locals to invite their
mates from out of town to visit our spectacular region, There's so much to explore,
and only a three-hour drive from Melbourne. Go on, support local and catch up with
loved ones!

Go to Visit Grampians to access special deals, a gorgeous e-invitation and great

gutdes for showing off our region to your guests. And there's an awesome prize to win
- ostWithTheMost

too! #B8¢ eHostY

BREATHTAKING VIEWS,
NATIVE WILDLIFE

WELCOME THEM

AND LOCALLY PRODUCED Ohasapitny
FOOD & WINE. (Way

2,634 235

People Reached Engagemants Boost Post

Q0 77

_« Best's Wines - Great Western
B Puslished by M {ard @ - Decomber 18,

Great news! We've extended our Cellar Door trading hours over summer. Please join
us for a tasting or pick up your favourite Best’s wine from 10am-5pm, seven days a
week, We'll be open throughout the holiday season, except for Christmas Day. We
hope to see you soon and remember BOOKINGS ARE STILL REQUIRED and ALL
TASTINGS ARE SEATED!

CLICK HERE TO BOOK -> www bestswines com/Cellar-Doot

1,273 84
People Reached Engagements Boost Post
Q0 3o

o Like ) Comment




Don’t just boost posts — strategically target

» Clicking the ‘Boost’ button
on Facebook is not a paid

Business Manager media strategy.

* You need to be using
Business Manager for
Facebook and Instagram
ads to allow you to narrow
the targeting and reach
the right people.

OREGON WINE
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Range of advertising options available

@ Foatured Goal @ Featured Goal @ Featured Goal © Featured Goal @ Featured Goal
Promote your local business. Increase online sales. Generate leads. Increase brand awareness. Retarget existing customet

* Your objectives define the advertising
type

* Also depends on where customers are
in conversion funnel ——

o
MASTERMIND ‘ (s)$i46|§)(r; SV:ILIJNNEI
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Insights can be super tar

CREATE AUDIENCE

Location oV

UNITED STATES x

X
Oregon

B (New Audience)

00K - 700K peopie O

Demographics
Age and Gender

B 6% Women
55% All Facabook

Page Likes

People on Facebook

Courtry. United States of America 4

Location

Activity

Job Title

Job Title

Government Employees (Global)

Business and Finance

Community and Social Services

geted: An example

Selected Audience

3% .

12%

10% I

16% 17%
5 .04 5.

Management 165 +20%
= Educetion and Liyaries | 7%
Relationship Status Education Level Administrative Services - | "5%
Pages
] Healthcare and Medical Services  —— +13%
Poople Cornected to 6%
. Food and Restaurants i 2%
People Not Connected 10
Q Sales 24%
22% 2%
IT and Technical Services 5% I

4%

. . ]
h | 4804
Interests oV B 34% Men
45% Al Facebook
INTERESTS > FOOD AND DRINK >
ALCOHOLIC BEVERAGES
Wine 19%

~ OREGON WINE
) PAASTERMIND
SYMPOSIUM
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Getting more niche in targeting

CREATE AUDIENCE
B (New Audience) People on Facebook
Location o v S0K « 50K pecgie O Courrry: Unied States of America
UNITED STATES X Demographics Page Likes Location Acthvity ® (New Audience) People on
x 50K - 60K pecpie © Country. United States
Oregon
Age and Gender Demographics Page Likes Location
Age and Gender °
@ 70% Women Frequency of Activities
i S5% Al Facebock 1% dad 2% 20% 22%
i 0% - Ayt o% A
Al J Mens Women 4 S T 5 a
-4 o B.u 48 . 54 55.04 8.
@ 30% Men =
Interests oY 45% All Facubock
INTERESTS > ADDITIONAL o
INTERESTS 20% - 2 '
Pinon eoir S M% 2% 2%
Q
Connectons v Relationship Status Education Level Device Users All Devices Used ~
Pages
7% 5 61%
People Connected 10
Q orego
43% 124
People Not Connected % -
Q
8%
Adverces 9 &3 L
i 2% 0% 0% 0%
— fo==c) —— Az

- Y OREGON WINE
—~ MASTERMIND
=== . SYMPOSIUM
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)

Geo-location targeting! Really specific

Vet it e watis @

MASTERMIND

CONSULTING

Audience Definition
7 O\ by
6 7 -

B e e e

* 10mile radius of people in
Willamette Valley who
have an interest in wine!

* Aged 25+
» Estimated reach 200,000

people

OREGON WINE
SYMPOSIUM




You may already have an audience to start to capture with facebook retargeting

Audience

(1) Lookalikes Now Use Ad Set Locations
You no longer need to include locations to create lookalike audiences. Lookalikes now use the locations from your ad sets.

« Active campaigns with lookalikes will continue to run uninterrupted and unchanged.,
« Existing lookalikes that contain locations are being retired and can't be used in new campaigns.
« We created copies of existing lookalikes with the locations removed for your use in new campaigns.

See Shared Lookalikes

Create Audience +

2. Search by name or audience ID Name Type Size  Availability Date Create
, Website Visitors 180 Days JUL20 Custom Audience 2,500 © @ Ready 07/24/202!
' All Audiences Website Last edited 07/24/2020 3:45 PM
Filter Lookalike (2%) - People who engaged with Lookalike Audience Size varies ® Ready 07/24/202!
your page: Billy Button Wines People who engaged with yo 0 Last edited 07/24/2020 3:44PM
Status v
People who engaged with your page: Billy Custom Audience 3,500 ® Ready 03/20/2021
Type b Button Wines Engagement - Page Last edited 03/20/2020 9:19 PM
Availabili
vaabelty ¥ Wine lovers Saved Audience 300000 © ® Ready 01/12/2020
Source v Created with Instagram Last edited 01/12/2020 5:04 PM
I nnlkalive 1%\ - Rillv Rittan Quherrihare lan | nnkaliva Andianra Qiza variae @ Raarv nN1/11./.209n0
A . | OREGON WINE

NG
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Custom Audiences: your email database and creating lookalikes critical

How does custom audience creation work?

#| list of people
[emails, UIDs,
segment phone)
T awa RN SRR TS R S e a4
Focebook system

» Use your email list — to target and create a custom audience

» Generate a lookalike audience of this audience with 1% variation to also help
with targeting.

A ) OREGON WINE
2 DIASTERMIND A .
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Put the Facebook pixel on your websitel!!

* You need a website for your business.

Seftings is now located in the navigation bar, X Create Ad

» You must be able to update your website's code.

Create a Facebook Pixel 0 Create’a Facehook pixel

1. Go to Events Manager.

, ﬁ . 2. Click ° Connect Data Sources and select Web.
N ' .
, ‘ A : , a ’ 3. Select Facebook Pixel and click Connect.
2 - - 4. Add your Pixel Name.

5. Enter your website URL to check for easy setup options.

e o e e 6. Click Continue.

) Add the Facebook pixel to your website
CM.P«IM

Once you've created your pixel, you're ready to put the Facebook pixel code on your
website. For instructions on how to do this, choose your setup option:

£ ) MASTERMIND . | OREGON WINE
\Eah CONSULTING -
(_‘/\/
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Retarget this traffic using facebook ads

Go glc test resing sustaéa

oo B Newn

Ass - See best riesling sustrala

NN

. ¢ \
— —_
Koancon 2017 Beals Srr Savy hor Schas
Goten reteo rcunm oo Watervan Gae
e 13308 tm o
] Dferent Drcgy Dt Mgy ook
Top 5 Aussie Riesings

+ Grosset Polish Ml (Clare Vialey, SA) www grosset com s
« Powsay Velo Riesling (Eden Valey, SA)
WW DOWB YV GO
o Frankiand Eslate lsclation Riage (Frankdand River, WA)
Www frariissdestste com su
* Jm Barry Wines The Flort' (Clare Visley, SA)
WWW JTOaTy Com
o Geosset Alea (Clare Villey, SA)

e oS- wre-trevel com - p--a

Top 5 Best Australian Riesliing - Food Wine Travel with

SN QLTI IVt COM B « Dk | OATRS- W ¢ A
Austraka's top 20 rieslings | Gourmet Traveller
T AN T Austraia’s 20 N

100 20 rieslings. YWa'Ts 100 for variety - 3nd vmue - 1 Ausirala

N\

e J

W double tap

Retarget on facebook to sign up to email

= FACEBOOK

BiLLY
é BUTTON

EXCITING ALTERNATIVE iy oo
\VARIETALS -

HANDCRAFTED IN ALPINEVABEEYS) VICTORIA I @ werom

L] S

OREGON WINE
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What about instagram ads?

All the ways that you can buy ads.

WITHIN THE APP ADS MANAGER INSTAGRAM PARTNERS

Instagram | Business

BEDDING
- COLLECTION

BUILD YOUR BUSINESS ON

Stories ads

Drive awareness, |

NCrease customers and share your story amongst a highly engaged
audience

Turn posts into ads.

advertising guide

~ | OREGON WINE
—~ MASTERMIND
e ‘ SYMPOSIUM
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Google also has opportunities, a little harder for
alcohol brands ...

o R ‘O : * |n Australia, we often use

0 Apps G OuyOownes »Or.. B Interactive map |.. Q) ChMesudeCiea.. 9= Therewdigital cu.. @ Maison Christian.., (' Rooms - Domaiw..  YY Wine Chubs - Getti » . .
- Google Adwords for driving
Go gle Ads Contact us Sign in . . ) .
Tasting Room Visitation
Overview How it works Cost FAQ Resources Advanced campaigns Contact

— rather than direct selling

Groyv your  Cost per click is lower for
business with Y small brands as the big retail
Google Ads brands dominate keywords

Get in front of customers when they're

searching for businesses like yours on Google

Search and Maps. Only pay for results, like clicks Ad - example-business.com
to your website or calls to your business.

online workout class... .!/

= Advertising Polcies Help
Online Workout Classes - Get Fit at Home
Yoga, Body Combat, Zumb= and mara Tru a fraa Alcohol

Get started class on us. R VPV —— putoy Vit e Sapte & Wine 343
- a Call for sign up help P LSS me——

W e by bl G ed Bt o Ay Wb b e i (o A o s bl

B R e R e e L L Lt
Ay et e s b ) A e B B Ty Sy Tt e e Ay Wi e b
oo

o 300d what b e e e

8 o P P Caaprived ol i iy sumes 1

Alcohol sale

0 'y e e e OREGON WINE
— MASTERMIND | . e I
°°,'.“.S.””'"° SYMPOSIUM
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Use insights to drive results — sometimes can’t
compete on more popular keywords so go longtail!

. o Go g|€ barossa valiey wine X 4 Q
Keyword Overview: Barossa valley wine © = Keyword Resear
Al OSwpong Dimages Q Megs B News [ Mow Settngs  Tools
& Australia & G Desktop v Jan 29,2021 v UsSD v i -
About 5,670,000 results (0.79 secands)

Overview = Bulk Analysis h
Google Search is in the news

You may have heard about a proposed law. We are willing 10 pay to support

Volume Global Volume Results on SERP fonane
5.4K & 8.1K ~413.0K=
a8 AU I 5.4K acs - barossa valley wine
Keyword Difficulty muk | 320 SERP Features i A =33 !
Hus | 320
T = | w 9%*ow : 2 3 i i
ks I | i
- PK l 30 b 9 Coloct tnday °
>
CPC Com. : PLA : Ads 2017 Purple Barossa Valley Shiraz 2018 -  Pepperjack Barossa Win,
Other N 2.0 Hands Wine...  Estate Shira...  Black Marke...  Shiraz 2018...  Company...
$2.70 0.28 0 0 $30.00 $23.99 $9.00 $17.99 $17.00
SA Tasting .. Dan Murphy's Vinomofo Wine Sefers...,  Liquorland
WWADAIDSSR COM » WINg » OUr_Wineres
Qur wineries | Barossa
Explore Barossa's 170 winerles $wough Barossa Valley and Eden Valiey. Mome to shimz,
grenache, riesling and more
| OREGON WINE
£3) MASTERMIND | .
@ CONSULTING - SYMPOSIUM
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Wineries to visit in Barossa Valley - less competition

Volume

54K =

Keyword Difficulty :
76%

CPC i Com. ¢

$2.70 0.28

Keyword Variations
316 Total volume: 83K
Keywords
barossa valley wineries
best wineries barossa valley
barossa valley wineries map
barossa valley wineries list

barossa valley wineries lunch

View all 316 keywords

)

U
(_.’V " ’ IH IMPACT

ARKEIING W

Global Volume

8.1K

o AU
s
B8 uk
- Nz
| Mvrd

Other

Volume

5.4K

390

320

170

140

()

double tap

[P 54K
' 320 SERP Features
I 320
I 110 ‘txo08
I 30
— 2 0k PLA ¢ Ads ¢
Questions ¢
18 Total volume: 30
Keywords Volume
how many wineries in barossa valley 20
how many wineries in the barossa 10
valley
how many wineries are there in the 0
barossa valley
how to get around the barossa valley 0
wineries
must see wineries barossa valley 0

~413.0K=

View all 18 keywords

Results on SERP |

Trend

Related Keywords ¢
83 Total volume: 36.8K
Keywords
barossa valley vineyards
barossa valley cellar doors
barossa valley wineries list
barossa wineries

barossa wineries list

View all 83 keywords

Google

(=
0

best wineries to visit in barossa valley X

IAM QO Maps £ images EDNews O Shopping | Mo Semings  Toos

About 130,000 resuts (0,74 seconds)

/. Google Search is in the news

You may have heard about a proposed law. We are willing 1o pay 1o support

10 Best Wineries in Barossa Valley

1. Yalumba. Visit Yalumba's historic home in the Barossa for the ultimate wine
tasting experience. ...
2. Chateau Tanunda. ...
260 3. Kies Family Wines. ...
4. Elderton Wines. .,
140 5. Rusden Wines. ..,
6. Jenke Vineyards. ..
7. Seabrook Wines. ...
3.6K 8. Yelland & Papps.

More items... « May 5, 2020

Volume

170

140
manofmany.com » Lifestyle » Drinks

10 Best Wineries in Barossa Valley | Man of Many

0 About featired anppots B Foocback
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What does it cost? The ROI

N \ UL T e A -]

Budget

o

$1.50 - $2.00

Cost-per-click (CPC).

@

$500- $1,000

f| ; Per month for 2-3 ad
RN T 3 NG o &3 campaigns.

$Additional

For holiday specific budget.

i
FORALL

®
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What does it cost? The ROI

 ROAS - Return on Advertising Spend: goal of 3-to-1 (at least)

« Keep in mind that there are upfront time costs of setting up the foundation, pixels, code,
accounts, etc. — whether in-house or contracting it out

* You can’t put a price on...
* Immediate, trackable results
» Actual data of performance
« The ability to change ads mid-stream = LOW RISK, LOW COST, HIGH REWARD

« complete control over your own advertising...even if it means learning complicated systems
like Facebook, Instagram, Google (or hiring an expert to do so on your behalf)
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Google analytics: Measuring results

Social Value
- — 10,754 (/5035 234
simisn AN LA Sessions: 101,831
i dn L sk Sessions via Social Referral: 10,585
b aelismdAees  Conversions: 10,754
319 401 _ . :
(A\ , i e e Contributed Social Conversions: 319
Q,f 244 o nadi icinamuu LastInteraction Social Conversions: 244
Soclal Sources Social Network Sessions % Sessions
Social Network ’ 1. Facebook 10507 I 99.21%
Pages 2. Instagram Stocies 39 | 037%
Shared URL
3. Twitter 20 | 0.19%
Social Plugins
Social Network 4. Delicsous 12 | 0N
5. Pinterest 5 I 0.05%
6, Instagram 3 | 0.03%
7. Linkedin 2 | 0.02%
8. YouTube 2 | 002%
9. Naver 1 | 007%

)
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And yes, the Aussie Market is different in how we can sell directly.




Case Study: Best’'s Wines - Since 1866 — A way of driving
engagement, awareness and showing relevance
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Nerada Tea - Australia’s largest tea plantation

In 2020:
* Web traffic increased 33%

* Not an ecommerce driven
site

* 33% of traffic from social

 Their paid spend was
minimal
« over 1 million reached
« 150,000 clicks to website
e 3900 shares

SHARE SOME TEA WITH YOUR

LOCAL COMMUNI-TEA e o "
oo g g cvpg ity s gh o 4t o s p— OREGON WINE

MASTERM'ND T wih 0t cormemart-om Sack™ We Sawe 150 15 Ove iy, nchading we Scaes of our Ak geown Sc tes
e ——— SYMPOSIUM
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Content creation

v wave .video Products Tempistes Pricing Resources Sign n Sign Up

Make and
repurpose videos
for every channel

Easily create videos at scale for your social
media, emails, website, and blog with just one

tool. Keep your videos organized and reuse them
for every step of the customer journey,

Sign Up Free

Unfold — Story Maker & Instagram § )
Video Editor & Video Maker -

1Y e SRV | < I e RTAAS . S iiaks ot B s Template Editor InShot
- - oM Comatve ANADsgn 00 seees : o
7 ; ; — 2 o e e eeeae
T e
— y V-

“

o

A %mm & Effects

y PMARS

Pro Video Esitor

Cr stunnin
images. On us.

Get Lightsoom foe fee on deviciop with core hﬁ-.-.“
reqived. Only mvallable in ALNZ.

Video Dite o Video Masker
Uniedd s the bealiit far storytlens. Conate, ot and share hanetiful snories with lenglanes, Wt

Vo bgad ot Wt efeets bevl nd eveap | Wers S I U M
fordn ared Mders - W m wow
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gle Analytics!

®

- . &) Fewer users retarmed 10 your
387 $664.5 0.68% 444

ll'lﬂw-' mber
v ’ ' e e 1 LG s o Rt 63 G i
= Seprerber shch maasn & TN of v . p o ) ) iy e Tow on b b i
s e wyes 2% Al Anshytics ) Master View - a . ¢ 20 : @
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Business Insights — Facebook and Instagram

Overview

ns on Page

MASTERMIND

N\
;-’.ﬂ)
//l\//} CONSULTING
NSl y
Wil

"

double tap

Page Summary

Actions on Page

Page Likes

Recommendations

Videos

Page Views

38

Post Reach

252

Post Engagement

51

Page Followers

Page Previews

Story Reach

Get Story Insights

Responsiveness

100%

3 hrs 14 mins

~

Last 7 Days

db

Recent Highhghts

Overview

402

Content You Shared

3 Posts

4 Stories
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:} iconosquare

MARKETING WITH IMPACT

double tap

% @

Actionable social media analytics.

Make data-driven decisions for Instagram, Facebook, and
Twitter. Peace of mind scheduling, time-saving reporting, and
in-depth analytics for Brands and Agencies

Start 14-Day Free Trial

Start 34 day Free Trial BN




‘ sproutsocial Contact 18668783231 & @ | Login ~

Product ~ By Need ~ Customer Stories Pricing Resources ~ Start Your Free Trial

Build and grow
stronger relationships
on social

Understand and reach your audience, engage your community
and measure performance with the only all-in-one social media
management platform built for connection.

Start Your Free Trial

No credit card required. No software to install.

= | OREGON WINE
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W Hootsuite:

Start Your Free Trial

YW Streams

The Best Way to )
2 . v . tream + Add Social Network
Manage Social Media " Timetne

Trusted by more than 18 million users worldwide

Enter your email address Get Started % ‘

Try Hootsuite free for 30 days. No risk, cancel anytime. ‘ ’

r .
View comments
-
Q OREGON WINE
=) MASTERMIND 0
O consiirine SYMPOSIUM
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Resources ~ Log in Start your 15-day free trial

Features Pricing

O Loomly

Build a successful brand
with your team. e,
— =

Collaborate, publish, measure. All in one place.
a8t

Enter your email Get Started 5 I \ st L,
| B % p | e
Free 15-day trial, no credit card required, no obligation. ¥
- J 1 |
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How it works ~ Features « Academy ~

— ‘ by Hootsuite

You are bere: Home [/ Academy

Online Advertising is an amazing way for you to attract new customers and increase your brand visibility.
Whether you use AdEspresso or not, our free Facebook and Google Ads Academy will help you advertise
like a pro.

The Facebook Ads Gallery
SEARCH OUR VAST COLLECTION OF ADS FOR FREE.
Get Inspired by how others {including your competitors) advertise on Facebook!

Q Find Ads Now!
Lo L
Blog Webinars eBooks

TOP & LATEST
Facebook Ads . Master Facebook
Templates @ Business Manager In
e it 2021
Download & TS MANACEY

A e

Watch

Services Pricing Signup Login

YOUR [H1 75857555 TO BECOME A
FACEBOOKADS PRO
1 Beginner's Guide to <
Facebook Ads
Facebook Ads DOs & DON'Ts
2 L
The Ultimate Guide to g
3 8
Facebook Custom
Audiences
4 Discover how tosave time & g
money with AdEspresso! R
Start your 14 Day Free Trial
5 w
Now!
Join our Weekly Webinars -
6
to get started! "édj
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Mari Smith and Jon Loomer - The real gurus

GO LIVE with Mari Smith: Stream Like A Superstar & Monetize Your Facebook Lives! LEARN MORE

m Mari Smith

Greetings, fellow marketer!

| help businesses and brands to get high integrity, profitable exposure online.
methodology demystifies social media marketing, and emphasizes how relations
building is always at the heart of sucéessful business.

Start here with my free Facebook Guides.

™\

=) MASTERM| 0
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L'/\/ MARKEIING WITH IMPACT double tap

Training: Facebook Ads and iOS 14

Master the Impact of i0S 14 on reporting, optimization,
and targeting.
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OUR TOP 5 TIPS

 Give yourself enough time and budget to refine and optimize performance

* Think about an omni-channel digital plan — how can the different digital
channels support one another to help drive results

» Test and Trial — be prepared to experiment
* Analyse results — use the tools to drive data insights

* Identify who already knows how to do this, or is willing to learn, in-house
or outsourced, and hold each other accountable — digital is no longer a
“nice to have” — 2020 proved this to us once and for all.
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Recommended next steps

 Set a plan in place — what do you want to achieve?

* Ensure there’s a broader digital plan to support you
» Content has to be engaging! Without this any investment will have little returns

» Audit what you are doing and think about the plan for 2021

~ OREGON WINE
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Still have questions? Reach out and connect

Trish@mastermindconsulting.com.au Vanessa@doubletap.marketing

https://au.linkedin.com/in/trishbarry www.vanessahadick.com (LinkedIn)

www.mastermindconsulting.com.au www.doubletap.marketing
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