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Why Are We Talking About Influencers?

Q The Way People Discover Wineries Has Changed
Consumers increasingly discover wineries through:

® Instagram and Facebook

® TikTok and YouTube

® Travel blogs and newsletters
® Food and beverage creators

® Trusted local recommendations

@ Today's Reality

“"People are often more likely to visit a winery they saw someone enjoying than one
they saw in a traditional advertisement."



What Exactly Is an Influencer?

An influencer is a content creator who has built a trusted audience and can shape opinions, drive
engagement, and inspire action through their online presence.

Nano Influencers For wineries, bigger isn't always better.
22 1,000-10,000 followers Often the best results come from:
Micro Influencers @ Regional tourism creators

22 10,000-50,000 followers
Q Food and beverage personalities

Mid-Tier Influencers @ Lifestyle influencers

22 50,000-250,000 followers
@ Travel storytellers

Macro Influencers

22 250,000+ followers @ Wine-focused content creators

@ KEY TAKEAWAY: Audience relevance matters more than follower count.



Why Influencer Marketing Works for Wineries

People Trust People

O  Third-Party Credibility 22  Social Proof
AR Authentic Storytelling gy Content Creation

Expanded Reach Beyond Your Existing

9 ° ° ° °
g9 Visual Destination Marketing [« Audience

When done well, influencer content feels like a recommendation—not an advertisement.



The Real Value Beyond Reach

Influencers Create More Than Exposure

) Professional-quality photography ) Website and email marketing assets

B¢ Reels and video content |~ Increasefj .sgc.:lal S RIS Ee
search visibility

2e2  User-generated content @ Long-term content library

Think of influencers as both marketers and content creators.



The Different Ways to Work Together

Influencer Partnership Models

0 Hosted Experiences yqu Paid Partnerships

Private tastings #ad #paidpartnership

Tours Defined deliverables

Food pairings Established expectations

Event invitations Campaign-based collaborations
—» Content Exchange o Long-Term Ambassadors
“ Experience provided in exchange for coverage h Multiple visits

Ongoing storytelling
Stronger audience connection
Consistent brand advocacy

© Not every collaboration requires a large budget.



How to Find the Right Influencers

Fit Matters More Than Followers

© Ask Q Look at

Do they align with our brand? Comments

Does their audience match our ideal visitor? Engagement rates

Are they local, regional, or destination-focused? Audience demographics
Is their content high quality? Content quality

Do they consistently engage with followers? Previous partnerships

Avoid selecting influencers based solely on follower count.



Set Expectations Before the Visit

The Best Partnerships Start Before Anyone Arrives

&,’ Define Expectations & Use

A
b Create a Creator Partnership Deck
Agreements

Your winery story and brand positioning Deliverables (posts, stories, reels, blogs) and content

Key messaging and differentiators deadlines

Eropertylhighlightsiantln noroloEROruilies Usage rights and content sharing permissions

Tagging & disclosure requirements (#ad, hosted

Available experiences (tastings, tours, food pairings, ,
experience)

events)

. . L Deliverables and specific timeline
Social media handles and official hashtags
Compensation or hosted value

Contact information for on-site assistance Content ownership and usage rights

Cancellation terms

The goal isn't to control the creator's voice—it's to align on expectations for success.



The Pros & Cons

The Good and the Challenges

¢ Pros A Cons
Expanded reach Results can vary
Authentic recommendations Not every audience converts
Valuable content assets Limited control over content
New visitor acquisition Requires relationship management
Tourism promotion ROI can be difficult to measure
Often cost-effective compared to traditional Poor influencer fit can hurt credibility
advertising

@ Like any marketing tactic, success depends on strategy.



Measuring Success

What Should You Track?

o Awareness Metrics v Business Metrics
Reach Website traffic
Impressions

Event registrations

Video views o o
Reservation inquiries

Wine club signups

Engagement Metrics Tasting room visits

4

Likes Promo code redemptions

Comments
Shares

Saves

The goal isn't vanity metrics—it's business outcomes.



Common Mistakes Wineries Make

A Avoid These Pitfalls

® Focusing only on follower count

®* Having no clear objectives

* Expecting immediate sales

* Over-controlling the creator

* Failing to provide a memorable experience

* Not repurposing content after the partnership

* Treating influencer marketing as a one-time tactic

@ Reminder: Relationships consistently outperform transactions.



Final Thoughts & Discussion

Make Influencer Marketing Work for You

@ )

Key Takeaways Questions & Discussion

Authenticity wins
Michael Kimball

Consociate Media

Audience fit matters
Experiences drive storytelling

Content creation is part of the value Paige Poprocky
Relationships create long-term impact The Richmond Experience &

Sips and Trips with Paige
Measure outcomes not just impressions



