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When people think of wine tasting in California, their first thought is usually “Napa.” 

But we’re here to tell you that Santa Barbara Wine Country is not to be overlooked.

The facts are clear - Santa Barbara is nestled in the most beautiful region and is 

not as touristy as Napa, which, let’s face it, can be more hectic than fun during peak season. 

It’s a quick drive that’s a little less than five hours from SF and about two hours from LA. Plus, 

there are numerous restaurants.

Most wine connoisseur and even everyday lovers enjoy discovering new wineries and 

Santa Barbara County is the world’s most diverse wine-growing region and offers something 

for everyone: Chardonnay, Pinot Noir, Syrah, and Sauvignon Blanc.

The popularity of wine as a social beverage continues to grow in the U.S. During this century, 

wine consumption per capita growth consistently surpassed the growth in beer consumption. 

This trend provides an additional diversifying economic opportunity for many farmers and 

promotes wine grape planting across the country.



As part of the cooperative marketing BID effort our goal is to develop a multi-media 

marketing strategy to focus on the Southern California region – especially the Los Angeles 

market. These marketing efforts will support our regions members and growers by providing 

mass marketing tactic in order to increase visitors and revenues.  The passage of the BID will 

allow the group to develop and implement a comprehensive marketing program.

The allocated marketing funds will benefit both large and small wineries equally. In the past, 

many wineries have not had significant budgets and the in-house marketing expertise to 

create an effective marketing program. 

Listed below are many of our key strategies:

• Utilize targeted billboards throughout the region

• Develop sales promotional materials that standout and are unique (brochure packets, insert  

   cards, maps, passports)

• Develop a website and digital marketing tactics that describes our history, wines, climate,  

   and gets promotional materials to the customer

• Target specific metropolitan cities such as Los Angeles

• Invite high-profile wine and tourism writers and develop synergistic partnerships 

• Develop barrel tour and wine tasting events targeted to millennials

The BID’s goal is critical for continued growth of our area and is vital to attracting more 

attention from regional visitors. 



Phase 2 of our strategy will include a comprehensive rollout of strategic digital and

traditional marketing tactics. We will build upon the current Santa Barbara Vintners “Old 

World” theme in addition to utilizing the most effective wine marketing tactics you can 

use to get customers to focus on Santa Barbara County wine. With a key target audience 

identified, we will tell a story of why this region is one of the best in the world and should 

not be overlooked.

Consumers are savvy with both their money and their time. To get Southern California 

consumers to visit Santa Barbara County Wine tasting rooms and wineries, we will be 

digitally targeting them with the most effective email marketing, social media campaigns, 

co-marketing campaigns and text marketing campaigns. Social media is one of the most 

cost effective ways to get the word out about Santa Barbara County Wine. 



The marketing program will promote Santa Barbara County as a premium 

winegrowing region, a premier global wine destination and leader in the global wine 

community. The marketing program will have a central theme of promoting Santa 

Barbara County as a desirable place to visit and a desirable area to purchase wine. 

The program has the goal of increasing visitation, retail sales at and recognition for 

assessed businesses, and may include the following activities:

• Brand development initiatives

• Customer segmentation and market analysis

• Digital marketing initiatives and campaigns

• Guest communications and POS materials
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Branding
Selling wine is not an easy job. Now more 

than ever, wineries have to determine 

consumption trends and master 

marketing to increase sales. Not only that 

wineries all over the World are competing 

against each other, but the consumers 

are changing as well. That’s why a 

strategic multi-media marketing strategy 

is essential in promoting Santa Barbara 

Wine Country.

You have the product –  
the unique blend, the perfect 
vintage or the incredible view.

You have the wine –  
and you want to sell 

more of it!

Our goal is simple.   
GET MORE WINERY  
CUSTOMERS AND TURN THEM 
INTO LOYAL FANS.

Marketing can quickly get overwhelming. 

But it’s essential to growing your business 

and getting more customers into your 

tasting room, joining your wine club and 

choosing your wine off the shelf when they 

have countless options.  Through the 

Marketing BID we will build upon your 

marketing efforts.

You know your target audience, now 

what? It’s not enough to just simply 

insert keywords into your website. Your 

website has to tell your brand story to 

your niche and sound well, human. Every 

human being has a unique story, just like 

every business has a unique story. For 

thousands of years we have been

 storytellers, and because of this our 

brains are hardwired to remember 

stories. Craft your brand story and repeat 

it everywhere. Having an easily 

recognizable brand story will help you 

stay in the forefront of your customer’s 
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Increase brand awareness 
This is good for newer businesses that 

are trying to make their brand more 

well-known through growing and 

engaging a social media following. 

Increase online sales  
If you have an ecommerce 

business, you can use social 

media to run promotions and ads 

to increase sales.

Generate new leads 
If you’re looking for new leads, you 

can use social media to get email 

subscribers, event registrants, and 

new leads. 

Strengthen customer  

support 
If your business needs a central 

place to address customer ques-

tions and concerns, you can use 

social media as your hub to interact 

with customers online. 
Drive website traffic
If your business wants to increase 

traffic to blog posts or product 

pages on your website, you can 

share links on social media to drive 

traffic back to your site. 

Here are five general social media goals that we will 
implement from the get go: 
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Social Media
A social media marketing strategy is a big part of our efforts to build awareness for Santa 

Barbara Wine County. We will create a social media strategy that includes setting 

marketing goals, choosing the right networks to use, and measuring desired results.

 Our strategy ensures social media has a positive impact on the Santa Barbara Wine region. 



Billboard Marketing
Billboard advertising starts the conversation and creates brand awareness. 

 

Billboard advertising is an ideal way to get people talking about Santa Barbara Wine County and 

generate immediate awareness. We need to educate the southern California market that hundreds 

of the world’s best wineries are less than 2 hours away from Los Angeles.

 

Seeing a billboard once has little impact. But imagine the same massive audience seeing the same 

billboard day after day for a period of weeks, months or years. Your brand and your message will 

eventually start to stick in people’s minds and brand engagement usually follows. In addition, we can 

measure the effectiveness of the billboard by adding a TEXT feature to download a winery location map. 

 

Billboards are a static unchanging presence people see 24/7.  Subconsciously your message is 

creating trust and authority in the minds of your audience, and when the time comes to make a 

decision, people are more likely to remember you as being the “winery destination.” 
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Digital Banner Advertising
Banner advertising refers to the use of a rectangular graphic display that stretches across the top, 

bottom or sides of a website. The former type of banner advertisement is called a leaderboard, 

while the latter is called a skyscraper and is positioned on a web page’s sidebars. Banner ads are 

image-based rather than text-based and are a popular form of online advertising. The purpose of 

banner advertising is to promote a brand and/or to get visitors from the host website to go to the 

advertiser’s website. 

Banner advertising, also called display advertising, consists of static or animated images or media 

and are usually placed in high-visibility areas on high-traffic websites. Banner advertising is 

attractive because it can help create brand awareness, generate leads and re-target an audience 

(such as giving a visitor a chance to sign up for a newsletter or free trial before they click away). 
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Targeting and Segmentation
Millennials will soon represent the vast majority of working force in the world and therefore the 

main consumers. They are the generation that has grown up with the IT technology and are 

skilled and confident in social networks. Unlike previous generations, money is not as important 

to them. They are looking to the future with optimism and hope, appreciate challenges and are 

socially conscious. They are looking for alternatives in all aspects of their life – work, 

entertainment, dining, etc. Due to the fact that their consumption just started and will continue to 

grow over the next years, it makes sense to take a step closer to their needs and wishes now.
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Text Marketing
Marketers relentlessly look for ways to improve mobile engagement with customers. Several studies 
prove mobile as an effective platform for driving purchases. Keeping customers satisfied and happily 
engaged is something every brand and business wants to champion. However, it’s easier said than 
done.

A growing number of mobile consumers prefer and appreciate the ease of access from a simple link in 
a text message. The simplicity and ubiquity of text messaging has enabled it to emerge as a 
differentiated business-to-consumer engagement channel and offers several benefits to marketers 
looking to engage target shoppers on their mobile devices, ensuring their preference and convenience 
are respected.

While many marketers are still playing catch-up with mobile engagement, several recent trends suggest 
convenience holds the key in deepening mobile engagement and responding to consumer expectations. 
Text messaging is one such proven approach, and it’s a highly effective engagement strategy for mobile 
marketers.

Text messaging is incredibly popular, racing ahead of even social media platforms. Recent research re-
veals that people spent over 85 billion hours in just three months doing text messaging.  
 
Among more surprising stats on text marketing, messages have an incredibly high open  
rate of 98 percent. Also, as mobile consumers place considerable premium on convenience and 
simplicity, text messages are likely to command much higher – and faster – response rates than other 
approaches such as email or app notifications.
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Partnership Marketing
In today’s competitive world of brand marketing, using the power of partnership brand marketing to 

gain marketing exposure and utilize new distribution channels is not only smart but also an essential 

marketing tool for businesses who want to remain competitive in today’s constantly changing 

marketplace. As corporate and marketing budgets are always an issue, partnership brand marketing 

programs provide a way to grow your business and acquire new customers and reach new market 

segments.

Partnership brand marketing brings two companies and brands together—each with its own brand 

equity and its own distribution strength. Whether teaming a fast food restaurant with a movie, pairing 

cereal with toys, or aligning a car manufacturer with a theme park to capture the family segment, part-

nership brand marketing creates strategic alliances for companies that reach areas in which they may 

not normally compete—providing more marketing exposure and ultimately gaining new customers.

True partnership brand marketing programs are more than just promotions. When carried out at a 

strategic level, partnership marketing can be expansive and deliver its full potential. Strategies can 

involve all elements of the marketing mix and thus have an impact on a company’s overall marketing 

message, its advertising programs, as well as product packaging and merchandising. Partnership 

marketing programs can also create joint sales and distribution opportunities, broader in-store mer-

chandising, more compelling packaging and marketing material and overall offer stronger value to the 

consumer.
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Email Marketing
Email is by far the highest converting digital channel for 
the wine industry.

Email Strategy is vital to the success of your email campaigns. 
Whether you’re looking to grow your list, engage subscribers, boost 
club conversions, increase online sales, or speak more clearly to the 
customer lifecycle. 

Did you know that email marketing provides an average ROI of 
$44 for every $1 spent? With this in consideration, it is no surprise 
that 86% of B2B marketers use email campaigns to generate new 
opportunities and handle business. That’s not the best part, though: 
email marketing has the potential to perform even better this year 
which will drive outstanding revenue for companies savvy enough to 
optimize this aspect of their inbound marketing efforts.

Over half of the planet (3.8 billion people) used email in 2018, and 
that’s not changing any time soon. In fact, leading studies predict 
that there will be 4.2 billion email users by the end of 2022. Email 
is the most prevalent form of business communication in the US. 
Research shows that 91% of US consumers check their email every 
single day, and 56% of those same consumers handle a majority 
of their emails on a mobile device. With its proven track record, 
increased popularity, and adaptability, email marketing is one of the 
most cost-effective ways to connect with new customers and rein-
force relationships with current consumers.

An average open rate de-
pending on your industry 
is about 14-22%. The wine 
industry is an exception. 
Open rates for wineries are 
on average 26%.

There’s really only four metrics 
you need to be paying attention 
to. Take a close look at the email 
marketing metrics that matter for 
your winery:

1. Open rate

2. Click through rate

3. Bounce rate

4. Unsubscribe rate



What makes a great wine marketing email?
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1. Targeted to the recipient it’s sent to.
2. A great subject line.
3. Consistency.
4. A compelling image.
5. Short compelling content.
6. Single focus.
7. A great incentive and a sense of urgency.

Events in Santa Barbara County 
You Must Attend!
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Tactical Budget

SBV BID Annual Tactical Marketing Budget
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597 Ave Of The Flags #102  

Buellton, CA 93427

(805) 688-0881


