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Compliance or Catastrophe?
Wine Marketing in a Regulated World

Polly Hammond, Founder & CEO, 5forests





Wine is a global product.
You want to act ethically and within the law.
Your customers also shop at Amazon.
You are in it for the long term.

Assumptions



• Buying and selling subscriber lists
• Using implied consent for marketing
• Data collection without disclosure
• Unlimited data retention
• Overly broad and buried terms of service
• No obligation to notify consumers about 

breaches

Digital marketing back in the day…



Credit: NY Times











• We’re in the US, so GDPR doesn’t apply to us.
• We don’t sell directly to Europe, so we’re safe.
• GDPR only applies if we store sensitive data.
• As long as we don’t sell customer data, we’re 

fine.
• We just need a cookie banner, and we’re 

compliant.

Common Misconceptions
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How Wineries Can CYA



• Passwords and access
• Multi-factor authentication
• Data breach response
• Regular penetration testing
• Tasting room practices
• Secure physical documents & printed data
• Employee training

Data Security



• Be transparent
• Obtain consent!
• Respond to user rights
• Regular audits
• Data retention policies
• Stay aware of changing legal landscape

Customer Facing Considerations



• Data minimization
• Lawful basis for processing
• Data sharing & third-party processors
• Data storage & security
• Purpose limitation
• Record of processing activities (ROPA)

Data Processing



Termaggedon

Privacy & Cookie Policies

Iubenda







• Add subscribers without consent
• Buy, sell, or share lists
• Pre-check or obfuscate consent
• Send without consent
• Ignore unsubs
• Mislead content or identity

DON’T:







• You MUST get express written consent
• Texts must clearly identify your winery
• Provide an easy way to opt out
• No late-night or early morning texts
• No auto-dialers without extra consent

What Wineries Need to Know







• You are responsible for their compliance
• Audience age matters 
• Mandatory disclosures
• No health or performance claims
• Event & lifestyle content must follow alcohol rules
• Affiliate marketing has extra rules regional laws 

differ 
• Model releases required for customer photos & 

videos
• No targeting minors, even indirectly
• You must monitor & enforce compliance

What Wineries Need to Know
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ADA “Compliance”
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Source: Google. https://web.dev/learn/design/
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Source: GoSquared
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Source: Google. https://web.dev/learn/design/
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Changes You Can Make Today for Big Impact
• Add meaningful Alt Text to images.

• Improve color contrast and use primary colors sparingly.

• Use descriptive link and button text. Instead of “Click Here”, use “View Our 
Cabernets.”

• Create logical heading structure: H1, H2, H3 used in proper hierarchy. 

• Use a readable font size on all devices.

• Get rid of your autoplay videos, background videos, sliders, and animations.

• Caption Videos: For social media, website embeds, or virtual tastings—always 
include captions.
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How Wineries Can Test 
Accessibility Themselves
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Testing Tools
• WAVE - https://wave.webaim.org/
• Accessibility Insights - https://accessibilityinsights.io/
• VoiceOver – Mac only!
• NVDA - https://www.nvaccess.org/
• Professional Audits
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Resources for Further Learning
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Further Learning
• Web Content Accessibility Guidelines (WCAG) -

https://www.w3.org/WAI/standards-guidelines/wcag/

• W3C Web Accessibility Initiative (WAI) - 
https://www.w3.org/WAI/

• WebAIM -  https://webaim.org/

• a11y Project - https://www.a11yproject.com/
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Webinar on Website Accessibility



5forests.com
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