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CLASSIC 
Simple and clean 

labels with dark 

text on 

white/cream 

backgrounds  

VIBRANT CLASSIC 
A dominant bright 

colour, combined  

with classical fonts  

and images 

LIGHT-HEARTED 
Bold use of colours with 

eye-catching images 

and use of humour 

       Wine Intelligence wine label consumer classification model 

ECLECTIC 
A diverse mix  

of classification 

influencers 

MODERN 
Bright colour 

combined with 

modern images 

and limited use 

of text 

STATELY 
Detail oriented 

labels, with use of 

vineyard/Chateâu 

imagery 
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CONTEMPORARY 
Stylised images with 

muted colour palette 

and minimalist look 

PRESTIGIOUS 
Traditional looking 

labels with strong use 

of gold and black 

Source: Wine Intelligence, The UK Packaging Report, Oct 2010 
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New updates to the  

Packaging Report Series 

will be available for 

purchase in July 2011: 

 

 The UK packaging 

report, £1,000 

 The USA packaging 

report, £1,000 

 

For more details please 

contact us directly or visit 

our Reports Shop online: 

 

www.wineintelligence.com 

1. Which label is most attractive to UK  regular wine drinkers? 

2. Which label signals the highest quality of wine to UK regular wine drinkers? 

3. Which label would UK regular wine drinkers most likely choose for a formal occasion? 

4. Which label be most eye-catching for younger regular wine drinkers in the UK? 

5. Which label is most attractive to US regular wine drinkers? 

6. Which label signals the highest quality of wine to US regular wine drinkers? 

7. Which label would US regular wine drinkers choose for an informal occasion? 
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This is plain and simple, I’d chose that 

as my favourite 

Female, Generation Treater, UK 

This shouts New World to me, 

I’d take it to someone’s  house 

or even drink it at home 

Male, Mainstream-at-Homer, UK 

Compared to the others, this looks classy 

and expensive – great for a dinner party! 

Male, Mainstream-at-Homer, UK 

There’s nothing wrong with it [the 

label] but it could be any bottle of wine 

Male, Mainstream-at-Homer, UK 

This label is not too inspiring for me 

Female, Generation Treater, UK 

Sources: i. Wine Intelligence, Vinitrac® UK and USA, March 2011, n=1,016 UK regular wine drinkers,  

n=2,047 US regular wine drinkers, ii. Wine Intelligence Focus groups April 2011. Test labels designed by Amphora Design 

Looks French… but not 

really much going for me 

Female, Generation 
Treater, UK 


