Your customers don’t have free will.

WEBSITES THAT
MAKE MONEY
CASE STUDY: HELL’S HALF ACRE VODKA
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Overview
Overview Darling Miami LLC in Miami, Florida has helped vodka brand Hell’s Half Acre Vodka in
Fort Worth, Texas, develop their online search relevance, branding, email list, and social media
following. By engaging a dedicated development team to work with the client directly to complete all
requirements on time and within budget, we’ve grown the website from 0 to 1,200 visitors monthly
within 1 year.
The client’s business concept includes the manufacture and sale of artisan vodka. The brand has been
around since 2015, but this was their first attempt at a national marketing campaign. The client wished
to keep development costs as low as possible while also providing an opportunity to engage investors
and test the market with different brand angles & slogans.
Darling stepped in to provide the client with a development & growth solution that was financially
feasible, efficient, and thorough enough to compete in the extremely competitive alcoholic beverage
market.

Problem
During the initial planning, the client voiced several concerns. They were trapped in the catch-22
liquor laws in Texas, and unable to secure national distribution. This kept them from being able to
reach national consumers, and scale the business.
They also had a presumed target audience, but were unable to test the branding & market resonance.
Their instagram had less than 1,000 followers, their website wasn’t able to track geolocation, clicks,
or conversion and they didn’t have an email list.
They would need all of these elements to present to investors in an effort to acquire funding to build a
distillery in the Fort Worth Stockyards.
While the goal of this phase was to set up a national SEO campaign, and build relevance - we
accomplished much more than that for the brand.

Page !2

Your customers don’t have free will.

Solution Provided by Darling Miami LLC
An accurate test of the market could not be conducted unless the project met minimum requirements
for appealing graphic design, usability, and execution of the primary value proposition.
When we began working together, the brand had an outdated website, and virtually no niche
awareness or traffic to the website.
WEBSITE BEFORE

WEBSITE AFTER

They needed to be able to compete with brands like Tito’s & Greygoose, appeal to investors,
restauranteurs, exporters, and buyers. Darling understood the goals of the client precisely and initiated
re-development of the website & launched a digital marketing campaign to attract users to the
website, spreading brand awareness.

Going the Extra Mile
Email Campaign - At the beginning of the campaign, we jump started a 12-part email campaign that
achieved 38% open rate prior to having the ability to actually purchase the vodka outside of Texas.
Over 40% of the email list is local, 60% national & international.
Instagram Growth - At the beginning of the campaign, we jump started an additional instagram page
that would become the brand’s primary account. When we began working together, the brand had
acquired less than 1,000 followers on Instagram. We jump started their account, acquiring 4,400
followers in a few weeks without social media marketing.
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National Distribution - On behalf of HHA Vodka, The Darling Co developed a relationship with a
national distributor based in FL that would be able to ship to all major beverage markets. This works
around strict TX liquor laws because the actual production & distribution takes place outside of TX.
Prior, their TX distributor was unable to ship outside of TX, making it difficult to spread brand
awareness or negotiate national distribution before hiring us.
Drizly - The Darling Co reached out to Drizly for inclusion in their directory. This will allow the
vodka to be delivered from any of Drizly’s vendors that carry HHA nationwide.
Bangkok Broker - The Darling Co reached out to a Bangkok liquor broker that intends to take the
brand to Soi Cowboy bar street, one of the most visited tourist destinations in the world.

IMPRESSIONS

Results
The company is the passion project of an orthopedic surgeon. His son created the product, and his
wife and children are all involved. When we began, they were only indexed for one keyword and a
year later they are showing up for more than 2,400 unique keywords. They’ve received over 500,000
impressions online, and average 1,200 visitors to the website each month.
Their top local competitor receives 56 visitors to their website each month.
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2018 AWARDS/ACCOLADES:
2018 Female Disruptor (Medium.com)
2018 Thrive Global’s “Limit Breaking Female Founders” List
2018 Featured in Voyage MIA Magazine’s “Most Inspiring Stories”
2018 “Women in Business” panelist - Lexi Montgomery, WeWork

ADDITIONAL CASE STUDIES
MIA Aesthetics
In Q1 of 2017, we acquired 230 new patients ($806,000) for a plastic surgery center in Miami. We cannot
disclose the name of the center because of our NDA agreement, however you can see a review from the oﬃce
manager on Google. We also created a system for the clinic’s employees to use to increase productivity,
conversion, employee engagement, and compliance. This was achieved with SME brand strategy marketing,
organic outreach, social media ads, & SEO.

PSL Health Website
A CBD & alternative medicine supplier based in Fort Lauderdale, FL. The following results were achieved with
brand strategy marketing, & various SEO campaigns.
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Vape Pen Starter Kit
We began an SEO campaign on this e-commerce website in January 2016. At 6 months exactly, the site traﬃc
had a massive increase. As the amount of data on the internet increases, search engine algorithms are
becoming smarter and taking longer to adjust. This delay is akin to the process of “vetting” a new employee
before giving them credibility & eventually a more authoritative position. Within 1.5 years, the site gained over
16,000 unique visitors each month.
If this was a cosmetic dental practice, with an average client LTV of $10,000 & conversion rate of 5%... the
dentist would've gone from attracting 2-3 patients per day to 17-18 patients per day. The diﬀerence between
making $600k or $5.1M - further illustrating the power of consumer seduction.
“We appreciate the work you have done.” - Dr. Frank Rodriguez, CEO & Brand Manager HHA 1885 Vodka

WHAT SETS US APART?
•
•
•
•
•
•

USA based Company, Managed in Miami
Consumer Psychology & Conversion-Focused Work
Dedicated Small Team
Quarterly Reporting
Included Support, Maintenance, & Security Updates
Never Failed to Grow A Website

CONTACT US
Telephone: 305-956-8998
Email: staff@darlingwebdesign.com
Web: DarlingWebDesign.com
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