
So, what is a brand… 

‘A brand is a name, term, sign, symbol or 

design, or a combination of these, intended 
to identify the goods or services of one seller 
or group of sellers and to differentiate them 
from those of competitors’ 
(Kotler, 2001)

‘Brand is a deceptively simple concept. 
Everyone can immediately come up with 
an example of a typical brand, but very 
few people are able to propose a 
satisfying definition’
(Jean-Noel Kapferer, 2001)
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Ψ! ǿƛƴŜ ōǊŀƴŘ ƛǎ ŀ ǇǊƻŘǳŎǘ ŎǳŜ ƻǊ ǎŜǘ ƻŦ ŎǳŜǎ ƎƛǾŜƴ ƛƴ ǿƛƴŜ ǇŀŎƪŀƎƛƴƎ 
or information such as origin, grape variety, region, for which 
consumers search during their decision making process to 
ŘƛŦŦŜǊŜƴǘƛŀǘŜ ǿƛƴŜǎ ŦǊƻƳ ŜŀŎƘ ƻǘƘŜǊΩ
(Halstead, 2002)

When reviewing your wine brand, the starting point is a packaging audit. 
How well does your brand stack up in the eyes of your target consumers? 
What is your brand really telling its audience about itself?

The three key elements of your brand to focus on for a packaging audit 
are: 

1/ Brand identity:

ÅWhat are the 3 or 4 unique brand values –is this what your   
target consumer sees?
ÅHow does the brand make your consumers feel –themselves 
and when sharing it with others?
ÅWhat are the ‘facts’ of the brand?

2/ Whole package:

ÅWhat is the style / type of glass, box or pack?
ÅWhat quality / weight / textural indicators are you using?

3/ Packaging attributes: 

(i) Names –e.g. wine, winery, CoO, region, varietal: how are they 
used, presented and what do they mean to your target 
consumers?

(ii) Front label –design and information : what style, cues and 
image is being presented, how clear is it?

(iii) Bottle –shape and colour : what message is this sending?

(iv) Back label –design and information   - is the information 
relevant and meeting your target consumers requirements?
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Fine wine branding:

What branding cues are consumers seeking in the branding of fine wine? 

May 2010Vinibrand® The Wine Intelligence way of building wine brands

Branding factors that motivate consumers 
when buying fine wines 

(in rank order of importance)

1st Heritage
2nd Provenance
3rd Hand-crafted
4th Critical acclaim
5th Family links
6th Rarity
7th Ethical responsibility

Source: Wine Intelligence, Vinitrac® USA, UK and Switzerland, 
March  2010, n=3,900 regular wine drinkers

Vinibrand® is our one-stop shop for building profitable and 

sustainable wine brands – from liquid sourcing right through to 

trade and consumer marketing communications

The Vinibrand® process is flexible, enabling wine producers, 

brand owners and retailers to focus either on a specific 

aspect of the wine branding process - or to start from ‘a 

blank sheet of paper’ and develop a new brand from scratch

ȿ6Ìɯhave been delighted with the 
support provided by the Wine 

Intelligence team during 
development of two new brands 

using our advanced PET packaging. 
Their independent overviewand 
leadership during the creative 

process facilitated exploration of 
several alternative ideas before 

settling on concepts that we all feel 
very committed ÛÖɀ

Clare Montgomery, Sales Director, 
Roger Harris Wines
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