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‘A SHIP IN HARBOR IS SAFE, BUT IT IS NOT

WHAT SHIPS ARE BUILT FOR’



CHALLENGES THAT IMPACT PACKAGE DESIGN

UNHITCHING BRANDS FROM THEIR CATEGORY CHAINS

THE BRAND BRIEF AND ITS ROLE IN THE RESULTING PACKAGE DESIGN

THE ROLE YOUR DESIGN TEAM CAN PLAY
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‘67% - PACKAGE DESIGN #1 MKTG LEVER’

‘CREATING TRACTION IS THE NUMBER ONE GOAL’

‘DEMAND CREATION LARGELY RESTS ON PACKAGING AND 
CONSUMER RESPONSE AT THE POINT OF SALE’





Give examples of wines that move the needle



Give examples of wines that move the needle



Category specific wine designs





HOW FAR CAN YOU STRETCH A BRAND?

BRAND REDESIGN

NEW BRAND UNDER EXISTING BRAND UMBRELLA

NEW BRAND LAUNCH





‘Most wines have little 
distinction…..Ten By 
Ten branding really 
engages’





THE BRAND  – THE BRIEF



WAR AND PEACE



GREEN EGGS & HAM









THE ROLE OF YOUR DESIGN TEAM PARTNER
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CHALLENGE THE DESIGN PROCESS PARADIGM

ALLOW GREATER BREADTH TO YOUR BRIEF 

UTILIZE YOUR DESIGNER’S INDUSTRY KNOWLEDGE AND 
EXPERIENCE

ENGAGE YOUR DESIGN TEAM INTERNALLY

ENTWINE PACKAGE DECISIONS TO YOUR MARKETING GOALS



DYNAMIC PACKAGE DESIGN COMPELS

ENGAGEMENT.  IT SHOULD ACT AS THE

CATALYST FOR A ROBUST AND

COMPELLING CONSUMER MARKETING AND

COMMUNICATION STRATEGY.


