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WHAT MAKES A
~ WELL-DESIGNED WINE LABEL?
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DO PEOPLE REALLY
BUY WINE BASED ON THE LABEL?

-EUEFHATOR-




DECISION-MAKING ON WHICH WINE TO PURCHASE

When making a decision on which wine to buy, | usually consider. Check all that apply.
Price —2
Brand 7
Country 5
Vintage 4
Alcohol Level 2
State 1

Region (Appellation) 0
Medals 3
Organic Wines 0
Sustainable Wines
Biodynamic Wines|®

2015 Survey of American Wine Consumer Preferences
by Dr. Liz Thach, MW and Dr. Kathryn Chang
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DECISION-MAKING ON WHICH WINE TO PURCHASE

When making a decision on which wine to buy, | usually consider. Check all that apply.

Price
Brand

Varietal

“‘m\
~

Countrv
Label
Vintage

|

iy

Alcohol Level
State

If

Region (Appellation)
Medals
Organic Wines

Sustainable Wines

‘:E
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Biodynamic Wines

2015 Survey of American Wine Consumer Preferences
by Dr. Liz Thach, MW and Dr. Kathryn Chang




MILLENNIALS

ARE 4X MORE LIKELY THAN BABY
BOOMERS TO OFTEN SELECT

A BOTTLE OF WINE BASED ON
ITS LABEL. THEY ARE ALSO

MORE LIKELY TO LOOK FOR:

*PERSONALITY
*ORIGINALITY

LOOKING AT LABELS

H#GALLOWINETRENDS

BABY BOOMERS

MORE OFTEN LOOK TO THE LABEL
FOR INFORMATION, SUCH AS:

*REGION OF ORIGIN
*TASTE DESCRIPTORS

CONSUMER WINE
TRENDS SURVEY
e
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THETor T HREE FACTORS

THAT ENCOURAGE WINE DRINKERS
TO TRY SOMETHING NEW INCLUDED:

(THAONE

95, 86x 82«

Recommendation Recommendation Recommendation
by a friend, family by a server, bartender by an employee of
member or coworker. or sommelier in a the local wine store.
restaurant or bar.

AMoNG MILLENNIALS speciFicALLY:

62/0 6 %
would be encouraged to try would be encouraged
a new wine if it was to try a new wine if it
featured prominently and was recommended on

positively in the media. social media.

THROUGH THE GRAPEVINE

#GALLOWINETRENDS

CONSUMER WINE
Tnenoslsunvsv
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DECISION-MAKING ON WHICH WINE TO PURCHASE

Millennials Choose Wine Based on Its Pretty Label and 2 daan
Packaging M ‘
Al Sty
CHRISTIAN KOGLER | POSTED JANUARY 25, 2017 S ——
Ifam,mfalrg'
he times they are a’changing. “When wine was simply an accompaniment ,,j:';."; 57
*
for food,” writes Marianne McGarry Wolf in an article on Quartz, “labels sz;'idw o
could be dull and descriptive. But now their enhanced logos, images, and ""‘"’f"z ‘n\
romantic stories reflect ... new uses.” Long story short, people want their AQ-*

hk\"@m.‘i.p/jp‘/ 7(({ Wl N

@ 23likes @ 7 comments

Are you a Rebel (or a middle sister)? Here's to releasing
any negativity in your life. ® @ @ #rebelhearts
#middlesister #middlesisterwine #happythanksgiving
#gratitude #clinkclink #cheers #familytime

You shouldn’t have wondered which people want this, but we’ll let you hazard a #wednesdaywinetime figratitudeattitude #behappy
guess. That’s right; it's the millennials again. It seems that taste is no longer of the Noveuoen 5 2
utmost importance when it comes to young wine drinkers. Those dull, descriptive

labels of the past have suddenly become insufficient.

wine to not only taste good, but to also look good.

HTTP://I WWW.WIDEOPENEATS.COM/MILLENNIALS-ONLY-DRINK-WINE-WITH-A-PRETTY-LABEL/
CULTHVATOR




DECISION-MAKING ON WHICH WINE TO PURCHASE

Wine Label Design Is More Important Than You
Think

How the look of a bottle influences what you buy, for better or worse

by Andres O'Hara-Plotnik | Oct 12, 2016, 1:15pm EDT

e

That day | learned that my friends know roughly the same amount as | do about wine, which is to
say — as casual wine enthusiasts — we don’'t know anything about wine. Maybe we lean towards
a favorite region, or prefer a particular grape, but that’s about it. We don’t remember any specific

bottle we've enjoyed. And we are useless at describing taste. Basically, we were just guessing,
and in the process, we became accidental design critics.

HTTPS://WWW.EATER.COM/DRINKS/2016/10/12/13247718/WINE-LABEL-DESIGN
CULTHVATOR




DECISION-MAKING ON WHICH WINE TO PURCHASE

Miller believes that too many people in the wine industry, especially the people who control
which bottle of wine you see in a store, have associated quality with a cream colored label,
cursive script, and maybe a chateau. But Ascencios believes that many modern, unconventional
labels are just marketing gimmicks. "| don't need kitsch, | don't need cupcakes, | don't need
puppy dogs on the front label. | need something that's relevant and respectful of the winery it's

coming from."

HTTPS://WWW.EATER.COM/DRINKS/2016/10/12/13247718/WINE-LABEL-DESIGN
CULTHVATOR




DECISION-MAKING ON WHICH WINE TO PURCHASE

According to Wolf, 71 percent of American wine buyers are swayed by what’s on
the label. So, what are millennial-aged drinkers looking for on a bottle of, say,
Merlot?

A research group conducted by Wolf asked men and women about their wine label
preferences. “Women preferred more creative, eye-catching, colorful, and ornate
wine labels than men did,” says Wollf.

“Similarly, women rated plain, less colorful logos lower in attractiveness than men
did. Wineries have used this kind of data to create wines targeted specifically t0 "¢ wu @ scomms

Away on fivacation with just the kids. Let's be real.
#justin ¥ 252 52 #wine #gmerlot #theveletdevil

female drinkers. Some of those include Middle Sister, Cupcake, Girls’ Night Qut,  “rmommneosinoss
and Mommy Juice.”

HTTP://I WWW.WIDEOPENEATS.COM/MILLENNIALS-ONLY-DRINK-WINE-WITH-A-PRETTY-LABEL/
CULTHVATOR




DOES QUALITY DESIGN = HIGHER PRICE?
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CREAT-TASTING WINES 315
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QUALITY DESIGN IS NOW MUCH MO
COMMON AND ACCESSIBLE.

RE

BUT DESIGN IS SUBJECTIVE.
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AND NEW FORMATS ARE BEING CREATED
FOR NEW WINE DRINKERS.
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THE SIMPLE GRAPE THE SIMPLE GRAPE
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AZESTY \WHITEWINE AS REFRESHING AS A COLD GLASS OF LEMORADE ON A HOT SUMMERS DAY SA “ VI G N 0 N

MRNEWITH | € 5° €8 HRMEWTH | & @ B

\WIE AFCAACOO | (OREM IPSUM DDLUR SIT AMET, CONSECTETLR WINE AFCIANDOD | LOREM IPSUM OOLCRISIF AMET, CORSECTETUR

DESCRIPMON. | ADIPISCING ELT N BLANOIT CINYLLIS TELLLS. AC RNV GESCRPTION | ADPASTING ELIT N BUANDIY CONYALLS TELLLS, AC
NTERDUM ULLA BLANDIT QUK. OONEG FEUGLAT - - NTERCLIM HULLA BLANDIT QUIS. CONEC FEUGMT
LOBOFS. WIE AFCAN00 L0B0RTIS

DESCAIFTION

BN -
ABV 13% N 1.5LM 7 ABV 12.5% \I i 1.51M
\fll/ \ I.SLM \"/
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QUESTIONS TO ANSWER BEFORE RED
YOUR LABELS.

ESIGNING

- Why are you changing your packaging? Consumer feedback? Industry feedback? To change
perception? Boredom?

- What's the story / inspiration behind your wine / winery?

- What makes it unique / special?

- Who is your target buyer?

- What have you seen in the market that you like?

- What style feels right for you? Modern, classic, casual, playful, sophisticated?

- What is your budget for illustration, design, printing, etc.?

CULTIVATOR-




THE DESIGN OF YOUR BRAND IS
YOUR PERSONAL PREFERENCE.

RST, YOU HAVE TO LIKE IT.
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STRATEGIES TO CREATE HIGH QUALITY
LABEL DESIGNS

- Graphically distinct designs - a unique / iconic design will make it easy to remember and
easier to find

- Artistic approach - imagery, color, font, logo

- Leverage label production techniques - unique shape, emboss, foil, premium paper

- Use an interesting bottle shape, secondary package, cork, wax

- Create a system to strengthen your brand and potentially make additional labels more
efficient

CULTIVATOR-




GRAPHICALLY DISTINCT







EMBOSS / FOIL
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SECONDARY PACKAGING / GIFT WORTHY



ELEGANTLY SIMPLE



ORNATELY OLD-FASHIONED
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COHESIVE SYSTEM



ROBERT MONDAVI
WINERY

RESERVE

CABERNET SAUVIGNON

CLASSIC DESIGNS

NAPA

CELLARS




DESIGN YOUR OWN

Classically Themed Wine Label

illustration or coat of arms

white, pale or black background

serif style or cursive font

subtle use of color

outlines or decoratively cut corners

lots of open space

) WINE FOLLY



DESIGN YOUR OWN

Fun & Silly Themed Wine Label

satirical name

use of bright 1 or 2 color

themes

characters, animals, & simple
illustrations

images & text fill space

hand written text

) WINE FOLLY



DESIGN YOUR OWN

Modern Themed Wine Label

use of typography or bold pattern

asymmetrical design

suggestive negative space

distinctive font choice

bold font color or bold
background color

) WINE FOLLY



DESIGN YOUR OWN

Old Timey Themed Wine Label

emblems and filigree

words like ‘original’, ‘established’,
‘oak aged’, ‘double’, ‘cross’ & ‘last’

bold classic style font

lines, curves and ribbons

use many different fonts

high contrast

) WINE FOLLY



IS THIS A GOOD WINE LABEL DESIGN?

CULTIVATOR-




MAYB

E, BUT IT PROBAI

BLY DOESN’T MATTER.
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WHERE TO FIND DESIGN INSPIRATION

- Observe casual wine buyers in a retail environment (Target
sells some of the most progressive wine label designs)

- www.thedieline.com

- www.packagingoftheworld.com

- www.strangerandstranger.com

- www.cfnapa.com

- www.pinterest.com
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