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There’s a ton of talk 
out there about wine

• Are you listening?

• Are you relevant to that conversation?

• Are you participating?  Should you?

• Where do I/we start? 
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Thought-Starters



Did you know…

1. Lots and lots of wine discussion on Cruise websites

2. Wine often mentioned in desperation (and not whining)

3. Pairing wine with online recipes is popular

4. Specific bottles of wine are rarely mentioned

5. Wine discussion takes place most often on Boards and Twitter

6. Red trumps white in conversation

7. Among Imports, French Wines are mentioned most online

8. Surprisingly few wineries have transitioned to Web 2.0
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Thought-Starter #2: What’s the 
conversational flow of dueling influencers

Period Reviewed:  March 1, 
2009 – May 31, 2009

Source:  All messages 
containing mention of Wine 
Spectator

66



Gary V moves beyond the Traditional Wine 
Enthusiast Period Reviewed: March 1, 2009 – May 31, 

2009

Source:  All messages containing mention of 
Gary Varynerchuk

Gary Vaynerchuk has emerged well beyond with 
Wine World!  He’s a “Conversational Groover” 7
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The “Side by Side” Dem

• Two approaches to influencing the conversation



Today’s Landscape

• Consumer In Control…but Not Total Control

• Blog & Web 2.0 Publishing Bringing New Agility 

• Video & Mobile Have Arrived – On Demand Everything

• Search Rewriting Rules & Redefining Brand “Equity”

• Growing Co-Dependency of Offline and Online Content

• Personal Branding Blends with Corporate Branding

• Service Becoming the New Marketing
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• Emotional need/desire to be heard

• Desire to connect with one another

• Need to create and make change

• Evangelize for the things and people we love

• Quest for authenticity

• Ease of Use / Low Barriers to Entry

• Better, Faster, Cheaper 

• Power and Leverage 

What’s Motivating or Inspiring It? 
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http://www.youtube.com/watch?v=zwLhcFwvoeE&eurl=http://notetaker.typepad.com/william_j_blackshaw/2007/10/dad-memories.html�
http://www.youtube.com/watch?v=zwLhcFwvoeE&eurl=http://notetaker.typepad.com/william_j_blackshaw/2007/10/dad-memories.html�
http://www.cucina.com/recipe.php?rid=246�
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Six Drivers of Brand Credibility

Trust Authenticity Transparency

Confidence
Consistency

Integrity
Authority

As Advertised
Real & Sincere

Real People
Informal

Let the Sun Shine In
Easy to Learn

Easy to Discover
No Secrets

Affirmation Listening Responsiveness

Playback
Reinforcement
Search Results
Accountability

Empathy
Welcome Mat

Humility (we can learn)
Absorbing Feedback

Follow-Up
Invitational Marketing
Solidifying the Solution

Dignifying Feedback

In this context, credibility is everything



Affirmation in Action! 

What if half the store shelf
said, “Don’t Touch This?”



Seekers verse Speakers

Unique 
Searchers

Number of 
Searches

2008: Wine 1,350,153 3,542,044
2009: Wine 1,769,397 4,841,058

2008: Winery 299,768 710,402
2009: Winery 422,870 1,268,416

The Seekers The Speakers

How do you get more 
seekers to engage with 

the speakers?
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Community and Collaboration

Members are engaged 
and active! How can 

bloggers, companies and 
brand leverage these 

online members? 
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Deeper Dive on Wine Buzz



Twitter and Wine make a Connection

March – June  2009

CGM Trend for Wine
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Twitter buzz for 
Wine spikes in 
May 2009 and 
stays stable 
through June. 

The more 
‘sense and 
respond’ 
platforms gain 
traction. 



How does this Compare to Beer?
CGM Trend for Beer

March – June  2009
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Twitter buzz 
for Beer picks 
up as summer 
starts which is 
significantly 
behind wine. 



Wine Conversation Has Higher Twitter Blend

March – June  2009

Share of Voice for Wine Share of Voice for Beer

19 July 16-17, 2009    Napa Valley Marriott



French Wine “Buzz” Significantly Ahead of 
Any Other Country

20

Nielsen Scan Lat 52 weeks                                                                
Dollars - thru 05-02-09 for Total U.S. Food/Drug/Liquor Plus
Nielsen Online dataset includes 100+ million blogs, 9+ thousand 
forums and 60+ thousand Usenet groups

“Those French!”…top the buzz charts  
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Buzz volume is one thing, what about favorability?
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What’s Hot in Sales is Also Hot in Online 
Buzz

*Source:  
Nielsen Total U.S. Food/Drug/Liquor Plus; thru 05-02-09 **Source:  

Nielsen BuzzMetrics (May 09 vs May 08)

Dollar % 
Change

Chile –
Cab Sauv

Argentina -
Malbec

New Zealand –
Sauv Blanc

Sales Value % 
Change +15% +66% +18%

Buzz % 
Change +55% +95% +85%

Buzz 
Sentiment

What’s Hot in Sales is Also Hot in Online Buzz
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And back to those influencers! 

Google
Search 
Results

Wikipedia  
Links In

Twitter 
Followers

Blog 
References 
since 3/18

Gary
Vaynerchuk

450,000 15 590,000 475

Wine 
Spectator

2,000,000 0 600 200

Robert Parker 100,000 5 0 110

Food & Wine 
Magazine

43,000,000 0 2,510 500
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http://www.foodandwine.com/�


Below is a collection of leading voices in the blogosphere based on a blend of blog posts, 
comments and link love developed through ongoing monitoring of wine blogs, tracked by Nielsen 
Buzzmetrics.  In addition to site engagement, Twitter followers, ratings and other metrics were 
included in the calibration to provide a comprehensive sphere of authority and influence. 

What is going on with the Wine Bloggers? 
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A recent word-of-mouth Twitter experiment 



A Flight of Suggestions



From Six Sigma to Six Signals of Listening
Listening as Research / Market Knowledge

Insight Driver Efficiency Catalyst Vitamin Boost  

More penetrating and revealing 
deeper insights into the 

consumer. More honest and 
candid! 

Listening as substitute for other 
activities and process Better, 
faster, cheaper. Is consumer 

affairs research?

Enhancing current research 
methods: “focusing the focus 

group”  Asking the right 
questions?

Listening as Brand Building & Protection

Advocacy Builder Insurance Underwriter  Engagement Meter

Deepening loyalty and advocacy 
through empathetic listening, 

welcome mats & feedback

Preventing or reducing risk 
possibility of brand hitting 

mountain. What’s viral? 
Forecasting outcomes.

Responding flexibly to signals to 
exploit timing, drive 
momentum, broker 

relationships. Optimize.

Start Listening …and do it well 

27 July 16-17, 2009    Napa Valley Marriott



Consumer/ 
Patient 

Relations

BrandSite.com
•E-mail / Phone

•Web
•Office of Exec

Customer 
Outreach

Forum / 
Communities

Corporate
Blog

Blogging on 
other sites

Proactive
•Twitter

•Social Media
•Facebook

Communities
•Customers 

helping 
customers

Brand blog
•Speaking 
directly to 
customers

3rd Party
•Consumerist
•You Tube

All Paid Media In-Store Media Trade Promotions

Expand Your Spectrum of Engagement
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Warm Up the Welcome Mat



Where do you play?

Tools and 
capabilities for 

potential 
application

Key Stages in the Patient Purchase Funnel

Education/ 
Curiosity

Awareness Consider Trial / 
Purchase

Loyalty Advocacy

Website Med Low Med High High High

Search High Med High High Med Med

Digital Media High High High Med Low Low

Trial/Sampling Low Low High High Med High

eCommerce Med Low Med High High High

CRM/Feedback High Low High High High High

Social Media High Low Med Med Med High

Seeking Speaking

Rethink the Wine Purchase Funnel?
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31



Upgrade Participation, Downsize Promotion 



Driving “Favorable” Media – Key Inputs

• Need to focus more attention on “Earned” Media

33



For Nielsen Clients: SMART
Social Media & Advocacy Roundtable

For All Parties: Nielsen Wire
My Recent Book (Doubleday)

www.tell3000.com

Pete.blackshaw@nielsen.com
www.twitter.com/pblackshaw
ConsumerGeneratedMedia.com

Additional Resources
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Questions may be directed to:

Pete Blackshaw
EVP, Digital Strategic Services
Pete.Blackshaw@nielsen.com
859-905-4932
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