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B
efore you decide to have a flutter with 
Twitter, get friendly on Facebook or post 
on Pinterest, there are some basic steps 
you need to take if you have serious 
social aspirations.

The first step to social acceptance is ensuring 
your website is fabulous. Let’s face it, the whole 
point about social media is that it’s interaction in 
an online world so if your own homepage isn’t up 
to scratch, there’s probably not much point trying 
to scale the next step. And don’t forget to ensure 
you link your website to your social media 
platforms and vice versa.

Climbing the social ladder was an evolutionary 
process for me – but then I started at a time when 
social media was still evolving. My first foray was in 
2005 with LinkedIn which was a very professional 
and useful networking tool (and still is). It was 
relatively limited in terms of interactivity but it has 
continued to add more interactive features and now 
has some very useful discussion groups. 

It wasn’t until 2008 that my social horizons 
broadened when I signed up to Facebook. I had 
many reservations, with privacy being the key one, 
so my usage was intermittent at the beginning but 
very quickly I realised how to approach it in a way 
that could help our brand and our business. My 
next hop was Twitter in early 2009, but I started as 
a complete sceptic as it sounded like a concept 
based purely on triviality. However I was still a 
little curious to find out more since I had 
approached Facebook with the same disregard. 
The idea of ‘tweeting’ what you were doing 
currently to an audience of unknown people 
seemed nonsensical – and how that could possibly 
translate to any business advantage, even more 
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market is increasingly selling wine online. Earlier 
this year, Google presented to a group of wine 
business students in the US and reported that 
online wine search queries had increased 33% in 
the past two years – that’s 90 million online wine 
related queries! And by the way, wine searches via 
mobile phone increased 10 times in the same 
period. Added to that, doesn’t every winery want to 
sell more wine from their own website?   

To be considered smart and savvy in today’s 
online world, you simply have to increase your 
social standing. It’s a no brainer.

absurd. After just a couple of weeks I realised its 
power and potential and to this day I am still 
amazed at how such a seemingly simple tool can 
provide so many benefits for our business. 

I must admit, in the beginning I stumbled into my 
new social world and didn’t have any clear social 
aspirations nor a strategy – they developed over 
time. The social landscape has changed so much 
that now I believe every business needs to hold a 
position on social media, whether choosing to 
participate or not. If you do choose to embark on 
some social climbing, a strategy and methodology 
for doing so is essential because these platforms 
have become sophisticated very rapidly and there’s 
a risk of damaging one’s brand if you don’t 
understand the ‘rules’ of engagement.

At this point in time, my ‘fab five’ social media 
tools are LinkedIn, Facebook, Twitter, YouTube and 
a Wordpress blog – with links between them all but 
most importantly a strong link to our website which 
is at the heart of our online world. There will always 
be other tools and platforms that I think are worth a 
little experimentation on the side – for example that 
currently includes Pinterest, FourSquare, FlickR, in 
case one becomes the next big thing. 

With a platform like Facebook, it’s pretty easy to 
identify and understand how one could benefit 
from participation, however I consider Twitter to 
be a more powerful tool for helping our business. I 
abhor those naysayers who continue to question 
the Twitter converts about how much they’ve 
actually sold using Twitter. Sure, sales do happen 
on Twitter – ask any online wine retailers using it 
currently. But the way I view Twitter is like being 
at a trade show all day every day. So if you think 
about what happens at your booth or table at a 
trade event, you’re generally saying things all day 
about your wine, your vineyard, your team, your 
brand and often you’re just making comments 
about life in general. Many people walk by, hear 
you, but continue to walk by. Some stop for a quick 
chat – and some want to get you in a corner and 
have a long and involved chat and make 
arrangements to meet you after the event. There 
will be those who like what they see and will come 
back again and again, and bring their friends with 
them to meet you. The fact is, wineries are quite 
happy to pay to be at a trade show and stand there 
all day hoping that a journalist, a retailer or an 
interested consumer will walk by and say hello, or 
even better, ask questions about their wines or find 
out where they can buy them. So with Twitter I get 
all the benefits of being at a trade show all day 
every day – and in every country I choose to be in. 
More importantly I can do it for free and don’t get 
sore feet from standing all day.

If you look at statistics globally, every major 

1. Developing media relationships
We have developed one-to-one relationships with wine 
journalists around the world – some of whom have specifically 
visited us when coming to New Zealand. Instead of just a 
formal interaction with a journalist, relationships can be built 
with more informal and more regular contact – and it works 
both ways – we know the journalist better and they find out 
more about us. We have had increased media coverage in both 
traditional and online media through the connections on Twitter.   

2. Expanding distribution
The number of contacts we make with wine distributors and wine retailers in countries all over the world increases every day – and that can’t be a bad thing. My social media community has even suggested names of potential importers and distributors in the export markets we are targeting, as well as many of them taking the next step and making introductions for me. As a result of this ever-increasing network, we have gained more retail listings in markets we’re already in as well as finding distributors in new markets. Just as I write this article, a distributor I have been chatting to on Twitter in one of the US States we’re targeting, has just sent me his email address via a Twitter direct message and asked me to get our importer to contact him. After chatting on Twitter, he checked out our website and is now keen to know more. 



3. Increasing wine reviews
When we have wines reviewed, I circulate those reviews to my social media community 
– carefully – there’s a fine line between sharing and broadcasting. Many of those 
contacts then circulate the reviews to their communities. All of this increases the 
likelihood of people wanting to try your wine because they’ve read a positive review. 
There is a close correlation with someone with whom you’ve ‘met on Twitter’ and their 
interest in wanting to try your wine because they feel like they know you. A regular 
question we receive after an interaction through social media is, “It’s been great 
chatting – so where can I buy your wines?” 

5. Increasing trade 

awareness

The ability to chat to sommeliers, 

restaurateurs and even staff in wine 

retail shops is invaluable. Twitter not 

only helps us increase awareness of 

our brand but also knowledge about 

our brand. With ongoing interaction 

we’ve built great online relationships 

which have subsequently led to our 

brand being selected. Marketing 101 is 

all about building awareness, 

knowledge and preference and all three 

things can happen and do happen on 

Twitter. As well as finding new trade 

contacts, we can stay in touch (and 

stay top-of-mind) with trade we already 

know who sell or list our wines.

8. Enabling a brand check
Who doesn’t want to know what people are saying about them? Twitter enables us to 
do a search on our brand and discover what people are saying at any point in time. It’s 
very powerful to be able to respond to someone directly and thank them for a positive 
comment or review and if by chance there is a negative comment, at least you have 
the ability to know what’s being said and the opportunity to fix it. If your brand isn’t 
being mentioned much, there’s probably even more of a reason to start tweeting.

MISHA WILKINSON owns Misha’s Vineyard Wines in NZ.  
Email misha@mishasvineyard.com.

4. Increasing website traffic
Our primary online presence is our website as it’s 100% exclusively 
focused on our brand and where people learn more about us.  
Social media vehicles, particularly Twitter, drive visits to our website 
each day. These hits come as a result of tweeting (and linking) 
about updates we’ve added to our blog (which is within our 
website), or about the latest wine review we’ve received, or a press 
release or YouTube video (which is also accessed through our 
website). We can quantify and track the visits to our website that 
come as a result of social media activity.

6. Conducting research     
and competitor analysisSeeing what other wineries do, locally and 

overseas, provides useful competitive 
analysis – it allows you to benchmark your 
activities with wineries elsewhere. Social 
media also allows you the ability to 
understand the latest trends. What are wine 

bloggers blogging about? What wines are 
restaurants putting on their lists? What 
wines and styles are consumers talking 
about? Twitter gives you the ability to 
search on any brand name or any topic 
instantly – you can listen in to real-time 
conversations that are happening globally.  

7. Enabling development of communities
Through the use of hashtags on Twitter, messages can be collated so that a 
‘community’ of tweeters can share information. There have been many great 
examples of this including #nzwineharvest which allowed every winery to 
communicate and develop a camaraderie across the country. It also provided the 
media and trade a perfect opportunity to get a real-time look at vintage. In the past 
year there has been an explosion of wine variety related hashtags, which has 
helped develop global communities around Riesling, Chardonnay, Rosé etc.
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