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Common Misconceptions

Myth 1 "If we post it, people will see it."

Myth 2 "If engagement is low, the content failed."

Myth 3 "If a promotion didn't work, it was a bad idea."

Myth 4 "Boosting posts is a strategy."

The Reality

Social media success isn't just about posting more. 
It's about reaching the right audience with the 
right message at the right time.

Not every campaign fails because it was a bad idea. Sometimes the right people simply never saw it.

Common Winery Social Media Myths

Myth 4 ”Social Media is free."Myth 5



Organic Social

Builds relationships

Creates trust

Tells your story

Engages existing audiences

Long-term brand building

Community focused

Paid Social

Expands reach

Builds awareness

Drives traffic

Reaches new audiences

Generates conversions

Results focused

Key Takeaway - Organic builds demand. Paid captures demand.

Organic vs. Paid Social Media



Organic social is content distributed to your audience without 
advertising dollars.

Organic answers:
"Why should people care about our winery?"

Content Examples

Vineyard updates Harvest content

Behind-the-scenes moments Staff spotlights

Winemaker stories Wine education

User-generated content

Primary Goal - Build trust, familiarity, and community. Give without expectations.

What Is Organic Social?



Core Strengths

Brand personality

Storytelling

Community building

Customer loyalty

Authenticity

Long-term brand equity

"People don't just fall in love with brands. 
They fall in love with stories, people, and 
experiences."

What Organic Social Does Best



The 80/20 Rule 80% Relationship Building | 20% Direct Promotion

Focus On

People over products

Experiences over announcements

Stories over sales pitches

Consistency

Post consistently (3–5 times per week)

Utilize Stories for day-to-day updates

Stay aligned with brand voice

Conversation

Respond to comments and messages

Follow and engage with partners

Social media is a conversation, not a broadcast

Lean Into Video

Short-form video receives algorithm priority

Authenticity often matters more than production 
quality

Have a Personality

People connect with people, not logos

Show enthusiasm, expertise, and passion

Ask: "Would someone stop scrolling for this?" | Not: "What do we need to post today?"

Organic Social Best Practices



The Inspiration

All these winery accounts are:

Not afraid of speaking their minds

Not afraid to be playful and fun

Dedicated to telling their authentic story

@dirtysouthwine Hardy Wallace

@hardwarehills Hardware Hills Vineyard

@smithstorywines Smith Story Wine Cellars

Accounts to Follow



The Algorithm Shift

Social media is no longer chronological. Platforms prioritize 
matching users with content they care about based on 
interactions.

Prioritized Signals:

Watch time and attention span

Direct engagement, comments, and replies

Shares and Saves (high-value signals)

Meaningful interactions and conversations

2–10%
Typical Organic Reach

Reality: Even your followers may never see your posts. 
Having followers does not guarantee visibility.

Key Takeaway - Having followers does not guarantee visibility.

Why Organic Reach Is Shrinking



Paid social uses advertising dollars to place content in front of 
specifically targeted audiences.

Paid answers:
"How do we get this message in front of more 
people?"

Use Cases

Event promotion Wine club recruitment

Seasonal campaigns Tasting room visitation

Holiday offers New product launches

Primary Goal - Reach the right people at the right time.

What Is Paid Social?



Driving Event Attendance Increasing Tasting Room Traffic Recruiting Wine Club Members

Building Brand Awareness Reaching New Customers Retargeting Interested Audiences

Paid social doesn't replace organic. It amplifies it.

What Paid Social Does Best



Message
The Creative & Copy + Audience

The Targeting + Objective
The Business Goal = Results

Success & Growth

The magic isn't just the ad. The magic is putting the right message in front of the right people.

How Paid Social Actually Works



The Audience

Who are we trying to reach?

The Action

What action do we want them 
to take?

The Value

Why would they care?

The Three Questions Before Spending $1



Without Paid Support

Organic Post with 2,000 Followers:

Reaches only 100–300 people

Strictly limited to existing followers

Highly dependent on shifting algorithms

Zero targeting of external prospects

With $100 Behind It

Paid Campaign targeting regional wine lovers:

Reach 5,000–15,000 targeted consumers

Generate 100–300 high-intent website visits

Create hundreds of active engagements (likes, comments, 
shares)

Expand reach into entirely new audiences

For less than the cost of a case of wine, you can reach thousands of targeted consumers. Not every campaign needs a bigger 
budget. Sometimes it simply needs a bigger audience.

What Can $100 Actually Do?
Example: Summer Concert Series Event



Creative Leverage

A larger budget does not fix boring 
content.

If your message is uninspiring or irrelevant, spending more 
money only ensures that more people ignore you. Great 
creative acts as an organic force multiplier.

What Drives Success

Creative + Audience + Objective

What Fails

Creativity Is The Variable - The strongest campaigns aren't the most expensive. They're the most relevant.

Better Creative Beats Bigger Budgets



The Consumer Mindset

People don't open Instagram to see 
advertisements.

Consumers actively filter out ads that disrupt their 
experience. Social media users demand content that 
provides immediate value.

Why Users Open Social Feeds

To be entertained

To learn something useful

To be inspired

To discover something brand new

The best social ads don't feel like ads. They feel like content.

We Live In An Advertainment World



Effective Content

Harvest footage (captures atmosphere & process)

Vineyard dogs (builds emotional connection)

Winemaker stories (establishes authority & face)

Behind-the-scenes moments (authentic & real)

Guest experiences (social proof & community)

Less Effective

Digital flyers (cold & transactional)

Overdesigned graphics (screams advertisement)

Text-heavy announcements (easy to scroll past)

Corporate updates (lacks human touch)

The platform should influence the creative. Build native social experiences.

Context Matters
Create content for the feed. Not for the bulletin board.



Organic Creates Demand

Builds brand awareness

Establishes customer trust
Nurtures long-term relationships

Grows active winery community

Paid Captures Demand

Expands overall brand reach

Drives target website traffic
Increases customer conversions

Spurs high-priority business actions

Organic Engine
Awareness → Trust +

Paid Engine
Reach → Action =

The Result
Sustainable Growth

The strongest marketing programs use both. They are integrated, not isolated.

The Best Winery Strategy



Organic Content Engine

Artist Announcement: Excite your core community first.

Behind-the-Scenes Setup: Show stage prep and vineyard 
vibes.

Stories & Reminders: Keep followers up to date daily.

Day-of Coverage: Capture the atmosphere live to build 
FOMO for the next event.

Paid Distribution Engine

Event Promotion Ads: Target local music & wine lovers.

Lookalike Audience Targeting: Find people similar to your 
club members.

Retargeting Ads: Prompt recent website visitors to buy 
tickets.

Urgency Push: Run "tickets selling fast" ads to seal 
conversions.

Organic builds interest. Paid expands reach. Together they drive sold-out attendance.

A Simple Campaign Example
Case Study: Summer Concert Series



Summary

Organic builds relationships. Paid builds reach. One nurtures, the other 
expands.

Creativity is the variable. A larger budget does not fix boring or uninteresting 
content.

Not every failed campaign was a bad idea. Sometimes the right people simply 
never saw it.

The most effective strategies use both. Do not choose between them; integrate 
them for compound growth.

Questions?
Virginia Wineries Association

Key Takeaways



Erin Robertson
Partner • Hally Wine Co.

Phone: 415-717-7365

Email: erin@hallywineco.com

Instagram: @erin.e.robertson

Websites: www.hallywineco.com
www.dogwoodthistlewine.com

Questions? Let's Chat.


