
The Elizabeth Banks Book Club  
Would you rather stand around and talk about tannins or hang out with friends and pretend to read a book 
about horse emotions? Your answer says a lot about what kind of wine drinker you are, and Archer Roose is 
looking for the latter in its latest effort to define its luxury wine as fun and accessible. 

Book clubs are a great way to expand one’s exposure to literature and increase reading comprehension. They 
are also a really great excuse to get together and drink wine with friends, our campaign for Archer Roose 
shows. It’s part of the brand’s ongoing effort to democratize luxury wine and stars actress/writer/director 
Elizabeth Banks, who’s also co-owner and chief creative officer. 

But the star of numerous comedy films and director of Cocaine Bear is just the latest Hollywood multi-
hyphenate to launch one of these literary salons, so we gave hers special appeal: the Elizabeth Banks Book 
Club is the first-ever where the books don’t actually matter.  

Isn’t that the not-so-secret secret of book clubs anyway? That they’re actually an excuse for friends to get 
together and enjoy wine? 

The objective of our :45 video announcing the mission was to disrupt the wine industry by introducing the 
idea that luxury wine can come in cans. This effort was aided with social media (Instagram) posts that 
detailed how people could hold their own events. They were given a litany of fake literary titles to feature 
along with instructions to buy a case of Archer Roose for their parties. 

To poke fun at the all-too-common celebrity book club, we created a “book club for booze bags.” 
  
Instagram users automatically joined “the club” by following @archerroosewines. Members were 
encouraged to share the club’s nonexistent titles, such as “How to Play the Violin Despite Your IBS,” “Riding a 
Bike is Hard. Tax Fraud is Easy,” and “Things Horses Care About” on their personal channels. Additionally, 
they were encouraged to stock up on Archer Roose, call their own book club meeting (Read: drink wine with 
friends), and brag about their participation in the program to gain that smart person social clout associated 
with being in a book club. Each book title was paired with a wine varietal. 

  
Throughout the summer, users checked out Archer Roose’s Instagram feed for additional playful book titles 
and ongoing social support around the club. 

  
The promotion—and all marketing we create for Banks and Archer Roose—revolves around the idea of not 
taking ourselves too seriously. Drinking wine doesn’t have to be so stuffy. 

  
Organic Social Results 

• Number of Posts: 11 
• Engagements: 10,332 
• Average Engagement Per Post: 939 
• Reach: 421,105 
• Impressions: 430,862 
• Engagement Rate: 2.45% 

 
Organic Web Results 

• Book Club’s landing page on archerroose.com holds the longest average user visit time for all pages 
on our site currently 3:23, more than double the site average. 

 

https://www.youtube.com/watch?v=jaLkAJVpk_E&feature=youtu.be


Paid Support 
• Book Club is live in LA and Houston markets across YouTube, Meta (FB/IG) and Hulu (LA only) 
• We’ve driven 107K views of our spot on YouTube, delivering a 28% VCR (2.8x the benchmark) 
• Paid social support has delivered 1MM reach, leveraging a mix of video and static assets across 

IG/FB. 
• Book Club :45 = 428.5K Reach 
• Book Club Static Ads = 587K Reach 

 

 
 


