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Wine Enthusiast Fortifies Its 
Audience Targeting Strategy  
With Customer Match

CASE STUDY

About Wine Enthusiast
• Founded in 1979 by Adam and Sybil Strum, 

Wine Enthusiast is all about making the 
wine lifestyle, and everything it represents, 
accessible to everyone. The Strums have 
brought wine into the everyday, leaving 
exclusivity and intimidation in the dust.

• Mt. Kisco, NY
• www.wineenthusiast.com

Goals
• Leverage existing high-value customer email 

lists to improve return on investment (ROI) 

Approach
• Used Customer Match on all search campaigns
• Combined Customer Match and remarketing 

lists for search ads

Results
• 3X higher ROI
• 6X higher click-through rate (CTR)
• 4X higher conversion rate (CVR)

In 1979, Adam and Sybil Strum, long-time wine lovers, were on the hunt 
for the best wine-related products. When they found out top-quality 
items were only available to professionals, they asked themselves, “Why 
shouldn’t all wine lovers be able to enjoy access to the same products?” 
Their answer: founding the Wine Enthusiast Companies.

Now a renowned, multi-channel business, Wine Enthusiast uses a 
combination of digital marketing and direct-mail print catalogs to drive 
sales. “As soon as we drop a print catalog, people go online,” said Glenn 
Edelman, Wine Enthusiast’s chief marketing officer. “We know we need to 
be there when customers have our catalog in hand.”

Over the years, many wine connoisseurs across the world have registered 
their email addresses with Wine Enthusiast when making purchases on 
the website. The company wanted to find a way to use that list to better 
reach high-value customers and increase the efficiency of its digital ad 
spend. Combining the power of its remarketing lists for search ads (RLSA) 
campaigns with Customer Match (CM) allowed Wine Enthusiast to do  
just that.

Customer Match identifies Wine Enthusiast’s high-value audiences

Customer Match enables businesses to reach high-value customers on 
Google Search, YouTube, and Gmail. Wine Enthusiast expected to generate 
a small CM audience compared to its RLSA population. But the company 
was pleasantly surprised to see match rates of about 50%, enabling them 
to reach a significant number of valuable customers.

“Customer Match and RLSA have allowed 
us to reach our high-value audiences in the 
moments we know they’re searching for us.”

http://www.wineenthusiast.com/
http://www.wineenthusiast.com/
https://www.thinkwithgoogle.com/products/remarketing-lists-for-search-ads.html
https://support.google.com/adwords/answer/6379332?hl=en&ref_topic=6296507
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The company then applied these CM audiences to all search campaigns, 
customizing its bid modifiers based on how valuable each shopper is 
to the business. For instance, Wine Enthusiast created a CM audience 
of holiday shoppers consisting of customers who converted during last 
year’s holiday season. Knowing this group is more likely to convert as 
holiday-season demand ramps up, the company could bid higher on 
trending keywords, leading to a higher ROI from that group of customers.

Combining Customer Match and RLSA for retargeting

RLSA worked well for Wine Enthusiast in the past, accounting for 22% of 
the brand’s search ad orders. Bringing together CM and RLSA made sense 
for the company—RLSA can be used to engage with recent site visitors, 
while CM can cover customers who’ve already established a relationship 
with the brand. 

This means that the brand can tailor its strategy based on the long-term 
relationship it has with a customer while accounting for the shopper’s 
short-term interests. For instance, a customer who is already a part of a 
high-value shoppers CM list may also show an interest in wine racks from 
a recent site visit, leading to that customer being placed on an RLSA list. 
Combining these two features allows the brand to confidently bid higher 
and be present in those I-want-to-buy moments when this high-value 
shopper decides to purchase a wine rack.

Using both CM and RLSA together allowed Wine Enthusiast to reach 
their customers no matter where they were in the purchase funnel. While 
RLSA helps the brand reach shoppers who have recently shown interest 
in products like merlots from Napa Valley or Rieslings from Washington 
state, CM helps it re-engage inactive users, loyal holiday shoppers, and 
high-spending customers.

CM specifically drove high return on investment for the brand. Compared 
to non-Customer Match traffic, CM audiences drove a 6X higher CTR, 4X 
higher CVR, and 3X higher ROI. “Customer Match and RLSA have allowed 
us to reach our high-value audiences in the moments we know they’re 
searching for us,” Glenn said.

Compared to non-Customer Match traffic,  
CM audiences drove a 6X higher CTR, 4X 
higher CVR, and 3X higher ROI.

https://www.thinkwithgoogle.com/articles/holiday-shopping-trends.html
https://www.thinkwithgoogle.com/articles/i-want-to-buy-moments.html
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Customer Match and RLSA audiences show stronger performance compared  
to non-audience text ads

Source: Merkle, “Non-Brand Text Ads: Customer Match & RLSA Audience Performance  

vs. Non-Audience Performance,” January 2016, n=40,628 clicks. 

Moving forward, CM offers even more opportunities than just audience 
remarketing. By excluding CM and RLSA audiences from its search 
campaigns, Wine Enthusiast can test ad groups targeting new customers 
who have not yet engaged with the brand.
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