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LINK RECORDED SESSION

https://www.dropbox.com/s/7dc6yh7ipci8ao0/GMT20210225-161037_WOFA--2021_1920x1080.mp4?dl=0
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1 Introduction
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There are some trends that are impacting our consumers creating opportunities and new challenges.

Recreate outside/inside 
moments

Loss of On Premise. 
Consumers try to recreate 
moments at home that 
they lived in bars and 
restaurants.

Polarization 

Increase in demand for 
premium products or 
inexpensive products, 
eroding the middle 
segments.

Varietals

As a consumer driver for 
the category, the most 
demanding consumers.

Consumption

The consumption of 
alcoholic beverages 
increased in the USA 
during 2020.
There was a constant 
consumption throughout 
the year even in the 
summer

CONSUMER OPPORTUNITIES
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POSITIONING

1.
BRAND



#VinoArgentino

Diversity: Argentine wine can be complex and diverse.  We 
have been producing wine since 1551, but the new generation 
has reversed and modernized that tradition.

Authenticity: Who we are is reflected in the wine we produce. 
Argentina and its wines are sincere and transparent. Wines 
with little intervention thanks to the characteristics of the 
terroir.

Connexion: #VinoArgentino generates a moment of 
connection not only with others, but with oneself. It is a 
moment of mature enjoyment: I choose this wine because it is 
the one I like, I can express myself through that choice.

Passion: Part of our idiosyncrasy. We are passionate, 
entrepreneurs, patient, determined, creative. We have the 
ability to reinvent ourselves.

Diversity

Authenticity Connexion

Passion
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BRAND PILLARS: VINO ARGENTINO
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AUDIENCES

2.
DEFINITION OF
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KEY AUDIENCES

Buyer Person 
Occasional Consumers 

Buyer Person 
Enthusiastic Consumers

Buyer Person 
KOL

Buyer Person 
TRADE



2 Marketing 
Strategy
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Always On
Always on campaigns with evergreen content (timeless) that are constantly active, during the 
campaign, the budget is allocated to more exploratory audience segments or lookalike audiences. The 
objective is to benefit from the regularity of the content, if the consumer never disconnects, why not 
take advantage of it to be always present?

SPECIAL CAMPAIGNS
There are 6 special campaigns that will focus on the defined objectives. The structure includes the pre-during 
stage and the maintenance stage. These types of actions are aimed at a particular promotion or event that 
may attract greater interest in the consumer.

Distribute efforts throughout the year as part of the communication strategy, to generate a greater brand 

presence and create a long-term relationship with the consumer.

CAMPAIGN STRATEGY



ANNUAL CALENDAR
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Jan Feb March April May June July Augost September Oct November December

Always On Paid 

Malbec World day
(PAID)

Winter Edition
(PAID)

Summer Edition 
(PAID)

#VinoArgentino
(PAID)

Thanks 
giving 
(PAID)

Xmas 
(PAID)

C
A

M
P

A
Ñ

A
S

TR
A

IN
IN

G
S Management of 

digital 
campaigns

Google 
Analytics 

SEOBest 
Practices 
Content 

and Social 
Media 1/2

Best 
Practices 
Content 

and Social 
Media 2/2

Dashboarding 
Foundations 
(Google Data 

Studio)

IN
D

U
ST

R
Y

 E
V

EN
TS

SOCIETY OF WINE 
EDUCATORS

TEXSOM 
INTERNATIONAL 
WINE AWARDS

SOMMCON FULL CIRCLE

SP
EC

IA
L 

A
C

T
IO

N
S

VIVINO

WINE.COM

JAMESSUCKLING.COM

WINE FOLLY



Associate 
Argentine wine 

with an 
experience of 

connection and 
pleasure

INSPIRE

Instagram

Communicate 
the diversity of 
Argentine wine 

and the 
regions.

EDUCATE

Blog

Enhance 
audiovisual 
content to 

improve the 
visibility of 
campaigns

ENTERTAIN

YouTube

Position 
ourselves as 
curators of 

relevant 
information, 

news and timely 
content

REPORT

Twitter

Numerous paid 
media 

segmentation 
options. Contact 

with boomers 
and GenX

CONNECT

Facebook

MEDIA MIX
CONSUMERS
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Jan Feb March April May June July Augost September October November December

Always On Paid (Social, SEM, YouTube, Display, KOL)

Malbec World day
(PAID)

Winter Edition
(PAID)

SOI: 35% SOI: 30%

Summer Edition 
(PAID)

#VinoArgentino
(PAID)

SOI: 20% SOI: 15%

Media 
Mix

KPIS Impressions: 30MM
VTR/ER/CTR: Overcome 2020 
Benchmarks

Impressions:50MM
VTR/ER/CTR: Overcome 
2020 Benchmarks

Impressions:20MM
VTR/ER/CTR: Overcome 2020 
Benchmarks

Impressions:40MM
VTR/ER/CTR: Overcome 2020 Benchmarks

**On the last days of the month, the content grid will be sent to show you the planning and to be aligned with all the activations that we are going to have.

* SOI: Share of investment
ER: Engagement Rate

VTR: Views Rate
CTR: Clic Rate

Thanks 
giving 
(PAID)

Xmas 
(PAID)

MEDIA CALENDAR
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AWARENESS

CONSIDERATION

ACTION

Awareness:
Generate Brand Awareness of #VinoArgentino with a simple 
message for all users to remember
KPI: Reach

Interaction
Produce relevant content designed for the enthusiastic consumer 
and that will increase the interaction with the posts
KPI: Engagement Rate
(Reactions + Shares + Clicks on the link + Saved posts + 
Comments) / Scope)

Site Traffic
Call to Action to encourage the user to visit the website where 
they will find information about Argentine wine and the ECs 
where they can purchase the product.
KPI: CTR
(Clicks on the link / Impressions)

MEDIA STRATEGY



3 Marketing Plan
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PLAN FUNDAMENTALS 
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OMNICHANNEL PERSONALIZATION ENGAGEMENT CONTINUITY

It is about creating a 
better experience for the 
user by being present at 
each point of contact with 
a coherent message and 
fluid communication 
adapted to the medium.

Personalizing means 
creating relevant 
consumer 
communications based on 
their interests and 
behavior.

We want to create a long-
term link between the 
consumer and the Vino 
Argentino brand, rather 
than generating 
conversions based on 
specific actions

We want to create an 
ongoing conversation. Be 
present with actions 
throughout the year 
adapting the message to 
the medium and delivering 
the communication at the 
right time.
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VINO ARGENTINO 
CAMPAIGN

1.
MARKETING PLAN
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Last year we dressed in joggers, got comfortable and got used to an 
indoor routine.

And although we spent more time than ever within four walls, we 
kept longing for the outside.

Of course, everything we love is outside... but it doesn't have to be 
that way.

But we can create special moments every day, even when t home. 
By trying a new wine, for example.

How about an Argentine wine?

CAMPAIGN CONCEPT
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Primary group: young professionals from 21 to 35 years old, independent, living alone or with a partner, without children. They live 
in urban areas. They are foodies, who like to experience new things and share them with their friends on social media, they are the 
ones who invest the most time and money in the search for new opportunities.

Secondary group: men and women over 35 years of age who drink wine in general, with a medium / high level of education, living 
in urban areas. They are more conservative and are willing to pay more for a quality product. They are 
influenced by opinion leaders such as sommeliers, winemakers and critics.

They are US men and women with ABC1 middle class socioeconomic profile.

AUDIENCE
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Insight

Discover a whole new world, 
try new experiences take a 
break from your routine.

Rational

We have a huge variety of wines, 
and blends to offer. There is an 

Argentine wine for each 
consumer. Find yours.

Concept

Try something new, try 
#VinoArgentino

RATIONAL
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Contents:

Hero / Value proposition

CTA: Scrolls to the Where to Buy 
section

Pick your new favorite: guide to 
choose a wine, simple and visual, 
for the primary audience.

Perfect pairings: pairing guide, 
more detailed, but also very visual, 
for secondary audiences.

Where to buy: E-commerce logos 
linking to each site. 

LANDING
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LANDING WORKFLOW

Facebook Instagram

SEM Programmatic 

TOP OF THE FUNNEL

LANDING PAGE

CONVERSION

ACTION

e-commerces
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Target: jóvenes

COPY PROPOSAL
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EXAMPLES
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Target: todos

COPY PROPOSAL
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AD FORMATS



¡MUCHAS GRACIAS!
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