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When It’s Time to Redesign

By Jane Firstenfeld

hen wineries have grown
enough to become estab-
lished brands, the time
inevitably comes that
someone wants to rede-
sign the packaging. The
blessings of success and market recogni-
tion come with implied demands for
change, be it to keep pace with current
trends or expand product lines.
Redesigning a package that’s been work-
ing for your company comes with inherent
risks. Here, leading package designers
describe how best to meet these challenges,
and well-established wineries reflect on
their most recent redesign experiences.
First, what prompts winery owners to
revise their designs?

David Schuemann, president of CF Napa
and author of the book 99 Bottles of
Wine, enumerated what motivates clients.
He said that, typically:

% Sales are lagging.

= New competitors have entered the
marketplace and are threatening
brand space.

I
Highlights

e Reasons for a packaging redesign
include adding SKUs or differentiating
multiple tiers offered by the winery.

e Packaging redesigns are often more
complicated than the original design;
getting a designer involved early can
make the redesign process smoother
and quicker.

One of the first steps in redesign is
determining which components of
the current design—colors, styles,
features, fonts—are static, flexible or
should be excluded.
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: Brand hierarchy creates confusion
between tiers/offerings of wine within

the brand.

: The winery desires or plans to intro-
duce a price increase.

# Packaging production requirements
have changed, or new SKUs are
being added, and it provides an
opportunity to revisit the packaging
in conjunction with production
changes.

% There has been a change internally
that they want to signify exter-
nally. For instance: increased
quality of the wine via sourc-
ing, winemaking or new
ownership.

David Hanson-Jerrard at 4Parts
Design in Sausalito, Calif., added
his take on the major decisive
issues:

= Adjustment of brand focus,
due either to a change in
channel focus or a change in
FOB pricing because of
changes in grape sourcing.

= Expansion of a brand by
adding line or tier extensions.

% Updating a design due to the
current packaging being out-
dated versus the market, and
the desire to stand apart
from the competition.

You've got the itch: Now what?

Taking the experts’ advice to heart, if
you’ve got legitimate reasons to revise
your packaging, what should you do—
or not do?

Schuemann cautioned, “Generally
speaking, we find it easily as challenging
to transition an existing brand’s packag-
ing and branding as creating a new brand
from scratch.” His firm must learn if the
current packaging is performing correctly
among the various channels through
which it is sold.
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Distributors and retailers reacted positively
when J. Pedroncelli Winery traded its dated
packaging (left) for an elegant look (right).

Some wineries, he noted, may have an
established “house look” that may not be
appropriate for all situations. “Since we
build our brands and designs based on
strategy versus pure aesthetics, our solu-
tions and designs are as varied as the per-
sonalities of the brands themselves.”



Interestingly, he commented, “The
larger the brand, generally the smaller the
changes that can be made responsibly. For
other cases where the market conditions/
results require more drastic action, more
aggressive changes are often requested.”

Obviously, there can be certain advan-
tages to a house look. “The primary dif-
ference between a redesign and a brand
new design is that the canvas we get to
work on tends to have more components
already in place that are deemed to be

COVER STORY

core to the integrity of the design versus a
new design, where the canvas is less
defined.”

But, he added, “We find that there are
usually more sacred cows when
approaching a re-design versus a com-

tarting with the 2012 vintage, the labels of Hahn SLH Pinot Noir and

Hahn SLH Chardonnay will promote the Santa Lucia Highlands appel-

lation, where the wines are grown,” according to Joshua Cairns, direc-
tor of marketing. He termed the packaging change “bold and elegant,” with
the initials “SLH” the predominant feature.

“The driving factor of the redesign was to visually differentiate our Hahn
Winery tier (our core tier) from our Hahn SLH tier,” he said. Clear difference
in appellation and price point were not readily apparent prior to the redesign,
Cairns said.

In the language of redesign
“evolution vs. revolution” is a
consistent differentiation.

“Growers and winemakers in the Santa Lucia Highlands have earned
recognition for producing exceptional Pinot Noir and Chardonnay. We wanted
to emphasize the appellation,” Cairns said.

The design brief outlined several key objectives. “We wanted to create a
brand package for the Hahn SLH tier that was distinct from the Hahn Winery
tier. At the same time, we wanted to make a connection between the new
Hahn SLH tier packaging and the Hahn Family Wines corporate identity,
specifically by using the current rooster icon in a non-red color. (Hahn
means “rooster” in German.) Also, we wanted to create a brand identity
for the SLH tier that showcased the quality of wine within the bottle.

“Finally, we wanted the design of the Hahn SLH tier package to help
raise awareness of the Santa Lucia Highlands appellation. To most con-
sumers, this AVA is a still a hidden wine-producing gem. We wanted to
increase the profile of the area as a whole and spread the word that Santa
Lucia Highlands produces top-notch Pinot Noir,” Cairns explained.

Cairns drafted the initial creative brief, won approval from the rest
of the winery team and presented it to design firm CF Napa, with
which Hahn has worked for a decade. Despite lots of consultation,
there were no subsequent changes to the brief.

In the language of redesign, “evolution vs. revolution” is a con-
sistent differentiation. “The Hahn SLH tier straddles that line and
strikes a balance between evolution and revolution. There are
evolutionary elements—Ilike the rooster icon—that tie the Hahn
SLH tier to the Hahn Family Wines corporate brand. Then there
are revolutionary changes—the prominent “SLH” initials—that
give the Hahn SLH tier a distinct identity,” Cairns said.

Again, more than the label can be changed. “In addition to the
label, we also changed the capsules. We added the SLH word mark
on the top of the capsule to emphasize the tier. We also changed
the capsules’ colors. Previously, the capsules on both the Hahn SLH
Pinot Noir and Chardonnay were black. Now, the capsules (from

MAKE SURE THERE'S A REASON

Hahn Family Wines of Soledad, Calif. (400,000 cases)

“With the previous black capsules, it was impossible to identify the Hahn
SLH Pinot Noir versus the Hahn SLH Chardonnay—if the bottles were stored
properly—without pulling out the bottle (from a wine rack). Now, it's effort-
less to differentiate between the Pinot Noir and Chardonnay. Simply look
at the top for “SLH" and then pick the wine based on the capsule color.”

The entire rebranding process took some seven months, “which fell in line
with my expectations,” Cairns said.

Press checks of the design and materials are vital, he emphasized. “The
new labels have a foil component, which we selected based on a series of
foil swatches. But when we looked at the printed labels at the press check,
the foil didn’t match up with our expectations based on the swatches we
saw earlier in the process. It's like picking a paint swatch at Home Depot
and realizing the color isn't what we’d envisioned on the wall—same con-
cept,” he said.

With the entire team—Hahn, CF Napa, label supplier WS Packaging—on

hand at the press check, we were able to

work through and resolve the issue.

Whether you're including foil, using

special die cuts or simply re-printing a

label, the press check is the last stop
before the point of no return.”

Hahn has received an overwhelmingly
favorable reaction to the new design.
“What | hear consistently is that the
quality of the package showcases the
quality of the wine in the bottle. That's

the best compliment we could
receive,” Cairns said.
Lessons learned, per Cairns:

“Make sure there's a
behind the rebranding. It's a mis-
take to make a branding change
on a whim.

“Don’t rush into a rebrand-
ing project just because you or
your staff thinks a look is old
or tired. You look at your
brands every day and have a
very different perspective than
the outside world. Know what
your consumers and trade
partners think about the look.
Your consumers might love it.
When you change it, you lose
all that brand equity. Change
for the sake of change is not
the route to go.”

reason
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Amcor) are a rich burgundy and gold, respectively. We made this
change specifically with our on-premise accounts in mind.”
Hahn SLH is primarily sold on-premise, according to Cairns.

Hahn Family Wines sought design help to rework its old packaging (left) in a way
that highlighted its Santa Lucia Highlands wines (right).
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BUILD AWARENESS,
INCITE TRIAL

Wente Vineyards of Livermore,
Calif. (750,000 cases)

elebrating its 130th vintage, “We under-
Cstand the need to maintain a fresh and

relevant brand in the market, said Amy
Hoopes, chief marketing officer at Wente Vine-
yards. The winery’'s most recent redesign
focused on its estate-grown portfolio and also
differentiated tiers with the addition of single-
vineyard designates.

“Our objective was to build awareness and
incite trial through two visual identities that are
easy to remember, immediately recognizable,
differentiated between tiers and aligned with
Wente Vineyards’ brand positioning,” Hoopes
said. CF Napa, with whom the winery had a previ-
ous working relationship, created the designs.
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Wente Vineyards’ redesigned label
(bottom) differentiates tiers with vineyard-
designated wines.

As determined in the original brief, the new
design included bottles and capsules. The proj-
ect, to be released this spring, took nearly a
year to develop and produce. “Distributors and
retailers are excited,” Hoopes said.

During a redesign, she said, “It's important
to set a strong vision and strategy that serve as
guiding principles throughout the process.”

pletely new design. Clients tend to have
broader brushstrokes of styles that they
may like in regard to a new design,
whereas with a redesign the client tends
to want to maintain a greater number of
defined elements.”

Given that the end-goal of any redesign
is to increase profitability, consumer per-
ception is vital. “The consumer is looking
for consistency and authenticity in winery

packaging that not only reflects the price
point but also the brand owners and their
wine’s unique personality. Our goal is to
reflect those core characteristics based
upon their target audience,” Hanson-
Jerrard said.

Smoothing the process
“Most brand owners have an already set
idea about what they are looking for. We
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LABEL PRINTING SUPPLIERS

Company Name

AAP Creative

All American Containers — Pacific Coast

Appellation Trading Co.

Avery Dennison Label and Packaging
Materials

Baldwin Press LLC

Bastos LLC

Bergin Glass Impressions
Classic Impressions

Collotype Labels

Digital Dogma SLO

Elite Label by GM Nameplate
G3 Enterprises

Global Package LLC

Label Gallery

Label Solutions

LabelOne Connect Inc.
Labeltronix

Loggerhead Deco Inc.

MacDay Label Systems
Manter

Markem-Imaje Business Group
McDowell Label & Screen Printing
Monvera Glass Décor

Niagara Label Co. Inc.
Paragon Label

Primera Technology Inc.
QuickLabel Systems

Stanpac Inc.

Tapp Label Technologies Inc.
Technicote Inc.

Trysk Print Solutions

Vintage 99 Label Manufacturing Inc.
WS Packaging Group Inc.

Watermark Labels

(888) 655-1114
(707) 544-3496
(707) 224-1222

(800) 944-8511

(707) 927-1315
(707) 968-5008
(707) 224-0111
(908) 637-8188
(707) 603-2500
(805) 439-2651
(408) 761-2142
(800) 321-8747
(707) 224-5670
(607) 334-3244
(201) 599-0909
(503) 646-7933
(800) 429-4321
(630) 206-3747
(888) 828-3134
349721 70777
(770) 421-7700
(469) 246-2700
(510) 444-9463
(716) 542-3000
(800) 799-9599
(763) 475-6676
(877) 757-7978
(905) 957-3326
(707) 252-8300
(800) 358-4446
(877) 605-1164
(925) 294-5270
(800) 236-3424

(209) 370-1616

Website

aapcreative.com
aacwine.com

appellationtradingcompany.com
enhanceyourbrand.com

baldwinpress.net
bastosllc.com
berginglass.com
classicimpressionsco.com
collotype.com
digitaldogmaslo.com
elitelabel.com
g3enterprises.com
globalpackage.net
labelgallery.net
labelsolutions.net
labeloneconnect.com
labeltronix.com
loggerheaddeco.com
macday.ca
en.manter.es
markem-imaje.us
mcdowelllabel.com
monvera.com
niagaralabel.com
paragonlabel.com
primeralabel.com
quicklabel.com/wine
stanpacnet.com
tapplabel.com
technicote.com
tryskprintsolutions.com
vintage99.com
wspackaging.com

watermarklabels.com

For more information about label printing suppliers, see Wines & Vines 2014 Buyer’s Guide in print or online at

winesandinesbuyersguide.com.
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take those standards and develop con-
cepts that will challenge their assumptions
as to the direction they want to look at.
This may be in fairly large-scale form (e.g.
silkscreen vs. paper), or it may be in usage
of colors, textures or imagery,” Hanson-
Jerrard said. Frequently, clients have posi-
tive reactions toward concepts they had
not considered.

Schuemann advised: “If you choose to
redesign, hire an expert. This is not the
place to experiment with DYL” Check
designer references and insist on case
studies showing a firm’s success in accom-
plishing similar projects.

Hanson-Jerrard supplied specific rec-
ommendations for creating a smooth pro-
cess, with emphasis on the first meeting
between designer and client. It’s key, he
said, to ensure a fully engaged and com-
prehensive pre-design meeting occurs with
the client decision-makers, allowing all to
understand:

% All the reasons for the redesign—from
the commercial environment (on- vs.
off-premise, DTC components, etc.) to
internal reasons,

: The brand owner’s ultimate goal with
the brand,

## Which components of the current de-
sign are static, flexible or to be ex-
cluded: Colors, style, features, font, etc.

This most important first meeting, he
said, sets the stage for the entire client/
designer relationship. “The best advice I
could give to smaller wineries that are
thinking of updating or redesigning their
packaging is to engage with the designer
earlier than you would envision.

“We find that many attempt to shorten
the process by spending too much time
internally tinkering with the current label
prior to calling (a professional). We try to
take the fear and cost away by offering to

meet and talk through the process exten-
sively prior to any commitment of
engagement.”

During the initial meeting, clients
should express their ideas and goal, while
designers can explain their process and
approach to the project.

Watch the clock
As with every aspect of wine packaging,
timing is essential and delays can be
costly. Winery clients tend to start by
looking at an upcoming bottling schedule
and then backtracking. To design, print
and win approval of a new label, though,
“The process can run anything from six
weeks to nine months,” according to
Hanson-Jerrard. That’s not including
essential elements like TTB approval,
which are, of course, “out of our control.”
Timelines for established wineries that
have accomplished previous redesigns
(Continued on page 46)

been well received.

back from the sales team and devel-
oped various prototypes. “We needed
to keep certain colors assigned to
certain varietals, because a signifi-
cant amount of money had already
been spent on custom capsules,”
Durzy said.

“| initially wanted our original logo
included on the label as well. How-
ever, in looking at some of the options
| recognized that our outlined logo,
developed 20 years ago when we were
a 1,000-case winery, was pretty hard
to read, especially on the shelf of a
fine wine store.”

The new design “is pretty different
from our last two designs. Our first
one had a hummingbird painting on

A hummingbird painting graced
Clos LaChance’s first label (left),
and the simplified version (right)
was not well-received. In 2013
the winery debuted new packaging
(center) that pleased distributors
and consumers alike.

n 2012 we recognized that the market was changing significantly

(distributor and account consolidation), and that Clos LaChance

needed to some help in the sales department,” said marketing VP
Cheryl Durzy. Avenit Brands handles the winery’'s wholesale sales
nationally. Avenil’s staff recognized that a previous redesign had not

Durzy worked with Avenil’s in-house designer, who used feed-

olos
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cabernet sauvignon
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CABERNET SAUVIGNON
2008 + Central Coost

RESPOND TO CUSTOMER FEEDBACK
Clos LaChance Winery of San Martin, Calif. (60,000 cases)

it; the description on the back kept getting longer and longer based on
what our sales people wanted on it. We made it more contemporary
and simple...but it wasn't quite right. Aveniu really cleaned it up,
determined what parts of our brand we should showcase. They made
it what it is now, which is working really well for us.”

Clos LaChance not only changed the label, Durzy said. “We also
decided to go screwcap for all our wines that are ready for drinking

right away. It just made sense. | have
been wanting to go to screwcap for all
our wines for the past five or six years.
For our Estate Series, it was the right
thing to do.”

The entire process, including lots of
back and forth, took about three to four
months, not including TTB approval.
Labels come from Cork Supply; bottles
from Diablo packaging, labels from
Trysk in Seattle, Wash.

With the new look on the market
internationally since 2013, “l have
heard nothing but positive remarks,”
Durzy said. One Canadian market
didn’t like the new design at first, she
said. Durzy was willing to customize
labels for it, but the Canadian custom-
ers came to embrace the label, and the
redesign remains on the shelves.

“Getting feedback from customers
is important. | believe it is important
to think outside of the box and not
constrain your ideas with traditional
ideals—i.e., the logo,” Durzy con-
cluded. =
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High wine ratings are nice, but nothing beats shelf-appeal.
Powerful packaging turns heads and assures consumers they’re
buying a premium product. Fleetwood-Fibre Packaging & Graphics
delivers the most visually appealing packaging in the industry. If
you want your wine to stand out from the clutter, you need a
packaging company that understands the essence of temptation.

Contact us today in Northern California at 925-736-9108, in Central
California at 661-203-8138, or on the web at www.fleetwood-fibre.com
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YOU CAN'T PLEASE EVERYONE

Terra d'Oro/Montevina of Plymouth, Calif. (220,000 cases)

ontevina is a brand of 18 million-case

Trinchero Family Estates of St. Helena,

Calif. Andrew Rice, creative director for
Trinchero, described the new look as “crisp, clean
and contemporary, with the “M” being the dis-
tinguishing characteristic. It is easily recogniz-
able on the shelf of retailers or on the tables of
an on-premise account.”

Why redesign? “It was time for a change. Mon-
tevina is a great quality wine, but the label didn’t
do it justice,” Rice explained.

The process came relatively easily: “Ironically
the design we chose was the first one that was
presented, and we knew it was right. It offered a
refreshing approach, and we were all happy. It
was a team decision,” according to Rice.

The process was also a team effort, utilizing
Trinchero’s in-house designers and design con-
sultants. The result is, Rice said, “a total depar-
ture from the current label or other labels, exactly
what the brand needed.” It is similar to the new
package label for Trinchero’s iconic Sutter Home
package, he said, “Clean, bright and contempo-
rary.” Collotype provided printing and label stock:
Classic Crest.

It is also a complete packaging departure: “We
completely redid the bottle and label. We also went
to cork on the reds to reflect the quality. We kept
the Stelvin closure on the whites,” Rice

said.

The in-house project took only
about three months. “There was not
much back and forth on this design,”

he said.

It has drawn positive reaction from
the internal sales force, distribu-
tors and retailers, according to
Rice. The team at the giant pro-
ducer navigates 20-plus packag-
ing jobs per year. “This one has
probably had the most positive

reaction to date.”

Trinchero creative
director Andrew Rice said

Montevina's old label (left)

“didn’t do it justice.” The

contemporary design (right)

took about three months
to complete.

™

MONTEVINA
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His advice to other wineries: If
you feel your package is not work-
ing, ask a designer to take a look.
“There are so many market vari-
ables when it comes to label
design—price point is really every-
thing. A value bottle of wine typi-
cally has all the bells and
whistles on it, whereas a

$100 Napa Valley Cabernet
can be extremely modern
and minimalist,” Rice said.

“Then you have every-
thing in between. Wine
label design has changed
significantly in the past 10
years. There are fewer and
fewer rules than there once
were. | have learned: Don’t
let a few friends/family
sway you too much when it
comes to design. You have
to go with your gut, and
remember that you can’t
please everyone.

futures.

| pt. Sent.

reflect the past, embrace the present,
protect your futures

Crowning the Achievements of Fine Wine for Generations™

Lafitte-USA.com e 800.343.2675

CORK & CAPSULE
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and distinctive packages
set your products apart from the rest. Stanpac
Ink introduces its new state-of-the-art glass
container printing facility. Building on more than
two decades of experience and craftsmanship,
Stanpac can decorate virtually any glass
container using either conventional applied
ceramic inks, precious metals and now organic
and UV inks for advanced colour brilliance and
exciting process printing effects.

Contact Gord McLeish - Decorating Sales
E: gordm@stanpacnet.com
T: 905 957-3326 ext. 2285

'
STANPAC w«é

TATTOO YOUR >BOTTLES

Smithville, Ontario | stanpacnet.com
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A Package Speaks
a Thousand Words

CABERNACHE

Let your wines speak directly
to their target markets
through premier packaging.

Select from our premium bottles or custom design
the ideal bottle, pewter label or other packaging
solution to promote and sell your flagship wines.

707 224-5670
info@globalpackage.net

www.globalpackage.net
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(Continued from page 42)

tend to be shorter than for
those that are new to the mar-
ket or have not undertaken
package alterations for many

years, he said.

In general, CF Napa sug-

gests a three-month planning
process. Because re-branding
involves more than just slap-
ping on a new label, Schue-

mann said, “Many of our

LABEL DESIGN SUPPLIERS

Company Name

AAP Creative

All American Containers
- Pacific Coast

Art on Wine

by Sugarman Design

ArtWorks & Marketing
Auston Design Group
Bergin Glass Impressions

Britton Design

By The Light of The
Moon Design

CF Napa Brand Design
Classic Impressions
Cult Partners

Dan Mills Productions

Directions Marketing Inc.

Elite Label by GM
Nameplate

4Parts Design

Global Package LLC

Government Liaison
Services Inc.
Huffman
Communications
KapStone Container
Corp.

Left Coast Marketing

MacDay Label Systems

MALA Closures
Systems Inc.

Manter

McDowell Label
& Screen Printing

McMillan Design Group
Monvera Glass Décor
Niagara Label Co. Inc.
QuickLabel Systems
Sterling Creativeworks
TricorBraun

TriStudios Inc.

Trysk Print Solutions

Vintage 99 Label
Manufacturing Inc.

WS Packaging Group Inc.

Wine Packaging
by Naylor

(888) 655-1114
(707) 544-3496

(916) 965-5900
(707) 251-8000
(510) 594-1400
(707) 224-0111
(707) 938-8378
(540) 272-1416
(707) 265-1891
(908) 637-8188
(213) 235-6136
(707) 963-8900
(920) 725-4848
(408) 761-2142
(415) 339-0281
(707) 224-5670

(703) 524-8200
(707) 257-2585

(510) 569-2616
(707) 479-5385
(888) 828-3134
(415) 302-3123
349721 70777
(469) 246-2700
(415) 524-8937
(510) 444-9463
(716) 542-3000
(877) 757-7978
(707) 257-0207
(314) 569-3633
(262) 567-5055
(877) 605-1164
(925) 294-5270
(800) 236-3424
(800) 292-3370

Website

aapcreative.com

aacwine.com

sugarmandesigngroup.com

artworksandmarketing.com
austondesign.com
berginglass.com
brittondesign.com
by-moonlight.com
cfnapa.com
classicimpressionsco.com
cultpartners.com
danmills.com
directionsmarketing.com
elitelabel.com
4partsdesign.com
globalpackage.net

trademarkinfo.com
hcnapa.com

kapstonepaper.com
leftcoastmarketing.com
macday.ca

mala-usa.com
en.manter.es
mcdowelllabel.com
mcmillandesigngroup.com
monvera.com
niagaralabel.com
quicklabel.com/wine
sterlingcreativeworks.com
tricorbraun.com
tri-studios.com
tryskprintsolutions.com
vintage99.com
wspackaging.com

naylorpackaging.com

For more information about label design suppliers, see Wines & Vines 2014 Buyer’s Guide in
print or online at winesandinesbuyersguide.com.



clients seek us out early in the process to
leverage our knowledge of the wine mar-
ket worldwide. We work through their
brand positioning, brand essence and
story before moving into design.” This
brings a stronger point of reference to
the new design.

Redesigning presents numerous options

and decisions: “Introducing a revitalized
package design is a wonderful time to
review bottle shape, weight, etc.; cost
implications of cold-glue labels vs. pres-
sure sensitive; various cork and closure
types,” Schuemann said.

“For instance, if a brand is trying to
increase its price point—or perceived

price point—moving to a more premium-
looking tapered bottle might be an
opportunity.”

Create a design brief

Both parties must stay on the same page
with a design brief. Hanson-Jerrard
shared a design brief for the Michael
Mondavi Family winery, which sought to
create a two-wine tier, expanding its
Emblem brand with a Napa Valley desig-
nate Cabernet Sauvignon and a single-
vineyard Cabernet Sauvignon from Oso
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Vineyard. The wines were to retail for
$35 and $60, respectively.

“The goal was to develop design and
packaging that:

% Ensures that each individual wine
projects its own unique character
while maintaining an Emblem family

feel.

= Elevates the individual wine’s percep-
tion in the eyes of the consumer to
reflect the wine’s style and unique
vineyard sourcing.

DON'T CHASE
TRENDS

J. Pedroncelli Winery of Geyser-
ville, Calif. (50,000 cases)

his venerable winery, founded in 1927,
Twent on a search for new markets and

increased brand awareness. It wanted a
“classically contemporary” design. The family
winery’s marketing team, headed by marketing
VP Julie Pedroncelli St. John, led the transi-
tion, supported by the winery principals.

After studying proposals submitted by
designers, they chose to work with the Auston
Design Group in Emeryville, Calif., which they
felt was best able to communicate their new
message and concept.

The new concept is similar in style to labels
dating back to the 1950s, but with an entirely
new design that maintains the brand’s singu-
lar aspects.

The new packaging includes a different
bottle color from Encore Glass to complement
the new label design (printed by TAPP),
freshly branded cork, tin capsules (Ramondin)
and polylam (Maverick), Stelvin screwcaps
(Amcor) and case box artwork, according to
St. John. The entire redesign took about 11
months to complete.

With a smooth transition throughout produc-
tion and bottling, “We’ve had no problems with
recognition,” St. John said. “Our distributors
and retailers are very positive about the
changes.” Even with almost a year to launch
the package, when at times old and new design
were simultaneously side-by-side, “No one
expressed a desire to go back to the old design.”

St. John added, “We recommend that when
there are requests to change the package, lis-
ten, weigh the validity of the request and pro-
ceed with caution. Do not chase current
packaging trends.”

It's heartbreaking &
when wine is ruined... =<8

STELVIN®
can keep your wine
just as you intended

| Consistent taste

Preserved flavour
& freshness

In-bottle ageing

nd easy
open & close!
.
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Wine loves Stélvin®

We care about your wine. Stelvin® screw caps have 40 years experience and
the best technology to keep your wine just as you intended. Every time.

STELVIN’®
gTEV¥e € amcor

www.amcor.com 877-STELVIN info.capsules@amcor.com
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Producing|a fine wine is ‘&"uniquecrqft.
our:wine deserves a uniquely craffedllabel:
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Red Caz

FINGER LAKES RED WINE

fax: 607.334.4815

phone: 607.334.3244

1-11 Lee Avenue Norwich, NY 13815
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Ship your wine and spirits with
confidence all year long. Our
molded shippers are designed to
withstand today's distribution
extremes. One to twelve bottle
top loading and lay down
configurations in stock sizes are
available regionally.

« STANDARD WINE BOTTLE

+ CHAMPAGNE OR LARGE BASE
+ MAGNUM BOTTLE

« BEER BOTTLE

Call today to learn more:

800.225.7443
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:# Are timeless and can remain so
through fluctuations in market trends.

: Position the Oso Vineyard Cabernet
as the flagship of the brand using
design and packaging elements.
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h
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Emblem’s new tapered bottle (right) reinforces
its positioning as Michael Mondavi Family
winery’s flagship wine.

“The goal was accomplished through the
following design elements:

% An elegant ‘cigar band’ look ties the
wines together while allowing design
elements to provide each wine with a
unique personality.

% Reinforced focus on the Emblem
brand name, with secondary focus on
the Michael Mondavi Family and an
“M?” at the base of the package as an
anchor point to the design.

:# Create a unique filigree that wraps
the bottle as an invitation to explore
the whole package.

# Oso’s package filigree color balance
enhances the elegance and sense of
“less is more” to position it as the
brand’s flagship wine.

# Oso was repackaged into taller
shouldered, tapered glass to reinforce
the positioning of the wine in the
brand.



