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thm wh.a, we ",","(, k> ""y alJout OUr 
environmental ~ ion', important," 
• ConsuR\CrS cion', c.", much al>oo.>t 
lhe p""""- " I'hsioriaolly. wi ..... adver' 
ti'ing ar\d even wine p;o<kaS"" hove 
locu~ mort' on ",in~ma\;jng and 
win~ p~ Ih~n "n how oon­
,omcl'll enjoy wi ...... C"".istently _ 
aC1'QS;S mal~. female. dHfe"-,,,' age 
groups. different pori, of tho: country 
- e.-eryon<' r.. ... ls thai wine provid<'S 
them a sense of A'nl'Wal. W .. k>al1ll'd 
WI ... ~ n«d to spc;ok more to con­
....... "" about how !My Mjoy wine 
thon oboul how .. -.;, "",k<> it," 
• "",..mIn, would br bod. "Con­
w-.s told .... thai - ,,-hi'" bPing nal­
ural isa good thing _ "'" ~'I pn:adt. 
E .... "Yth'ns _do has 10 boo ... blle," 
• TIlt ('W"J'CI'I\ Iabo:I w....,', working ... 
1>;,,<1 ... Fo..il.<·rIhougJ1L "It had little """'&_ 
nilioon ","t'I\ with ou,. cunmt rorMI~' 
• l'ropri\'1ary "" ...... 'S had litt[., impact. 
"No CONIu"",. in our " ...... relt ", ... n 
"'/eTl'"d to the wi ..... by il' propril'1ary 
nal1'l<'," 

• Con..u ..... -.s had no att..mm.nt 10 
anythinjl on dw Lobcl. "Consu"",,,, 
S""" ul full lin ...... 10 cha"Jl" the ""tif<' 
look of tlw CUm/fll pockag<:." 
• Conso.unm. ~'r brand name and 
,-ario..'13l """" th.m anything clsc on w.. 
,"-'ii, 

Hex" ,... .. ign 
A ...... ..:! with ,hese cues from ron­

$01",....,., E~ turned next to design<" 
SI<"phm Blad of Stud;.. Black with 
oili«1. in Se.lttkt. IVA. and Sonlil RoN. 
CA. Bt.d: ~ ~~ otho. ... wi"" 
~ and brand ~ in tIw> 
p.a ... _ably StNstiani'S Vcnd~nge 
and Toluo; ChalooWs Canoe Ridge; and 
California Wi .... Comp.any's B.mdiocra. 

"1hr pKI<.og. III the lead communi­
~ation ~~t in t .... whole initi.oli'"e 
to talk to ronturtl<'r"S. It·. not the only 
pitff." o<knowlo.'<lS"" Cnlo.>spie. "but it 
WI5!lw "">st important pi«<: in de",l­
opi"!1 this ""'w way of talking In ron· 
5umers about tho b. and." 

BI..o:'$ _ignment WilSlO moke tho 
~bge st~nd out on t ......... If. fa;'" 
t .... quality Image 01. tho brand. ;u-.d 
mo .... it fi1 with woo F",,,,,. is. The 
tnugh'-'St p'" 01 t hL~ a.~ignmcnl 
belie ..... Cilk.'>pie, W", staying ttu<" to 
tho.> Fet .. cr heritage while booing ... !e­
vant In ron'''U'''''f¥ in an environment 
wh;,,,, the <"Urrr-nt hot ""'w pacbge h .... 
bri~ht roiof¥ .nd animol;.. "It would 
ha'"e booen _y to be true to whn ""e 
.1\' Or to be relevant. but it was '''''Y 
diffICUlt I<>bebo4h.-

..." ......... Iw got tIw> ~ 
BtU "~I 10 H<>PI:'nd and nwt ,,~~ .... 
mony wmny ,;uJf in all mM»' posibord 
.os Iw roukI. He i0oi< mony pictures. try. 
ing 10 ldi.'Iltify tho i ..... g<try cl tIw> winny. 

'"SWphen .... 00... an nutsWtdinr; 
p.1rtner for.." and I """Y P"-~, 
"""" tMn ""y doosign<'f ...., h.xI ,,-orh:-d 
with in the p;>.<t he cmbraood F<-ta-r­
tho h'l><1" ",Ilul\' and !he FcIw- pen­
pit," ""~ Cillespie. "and he S"'''' US 
designs that did ~-xadly whal "" w...-. 
hoping for." 

Mo.-. NHOl"<I! 
F<1ur's ~.rch to oolal<' th<o final 

~gn USNI two primouy I:edWques. 
...".. Ii"" WAI q .... liUltiv" -.a.m." 
~ins CtlJcsp;c. [n the first ph..... of 
qualuMi..., ...-..rch,. 12 forus groups 
(rornprist-d 01. ....-mbc-rs ""W'd 10 
indude ~'$ target ronsumcrs) in 
th ..... cities culled mo ... than a """'" 
designs down to th"",. 

"The &Kond phaw 01 qualitat".., 
""",arch wos conducted by an nutsid< 
"~ndor th,t ~p«iah7"" in pacbging 
n."",arch """"'" ... v~r~1 industries. In 
the s«ond pha .... 12 dL'Signs ,,~ 
.lInwn !o eiSht group" in two cilies. 

"All of d ... di'signs ~t strateg:i<ally 
with OUr goal 01",;,;;"8 tIw quality in"8I' 
01. tIw brand, >I~ OU! on tho sid" 
betIer than OUr ...... nmt brand or its am­
pmti,," set,. and flttins ,,;th lhc Fct= 
b<ond ~,- adds Gilleopil', "AI ..... 
o:o->dusion ~ thcquo~l.ltn .. .........m. .... 
Iwd th""" ilia--.t design din.'<:tions Ih.c 
cWr1y mtritt<d funlwr~" 

"The 8«Ond - qu.ntit.!i'·" -
....... n:h !«hruq"" ~ proprictory to ..... 
v.:ndor Fctur u~." 11 in'."k .... track· 
Ing "y" mo,'"""",! to ""';tSu .... IwU 
imp;><!." Cillesp ... divulg<'t. "as " ..,11 ;OS 

a ""ries nf diagnostic questions." The 
idea was '0 a_ th<.' ",l.tl'·~ meril$oI 
'he three dC!<ign' and the cur",n! lal»l 
acronting to Mail vi!i-ibility; "shop-
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"bilBy;" motiv.tion; pock,}gc op!",,,I; 
and im3g~ and personality. Additional 
questions .SS<'SS<'<! the 'p!"'.1 and 
eff<>di.'cr.css o. "po'dfic p.1CkagC .,1 ... 
ments. 

Th~ F«zer designs we f'l' inter­
spe""'<J with 36 competitors' bottles;n 
• dbpl.y Or sJ><,11 set. ConsUttl-'rs " ........ 
pulloo out of mon-type ",,,,ironm .. ,,ts 
and shown tho> shelf set. "R-..rchcrs 
nOh'd whim brand. >tand nUl k'hkh 
l"'r1icil"'n,. n'gist<'TCd fiT'S~ and how 
many P""pi<' ~sl<-',,--d il" he ""pia ."", 

"Porhcil"'tlts "..,'" 5<'TIJeIlCd to ~t our 
target profile and ulh"",tely to",1N 400 
ronsumers in 10 cities.· Gillespie add. 
that F",= I.l<geted wi"" drinl<eTs who 
drink d"""'5li< premium wines. The 
groups "WI' also ~ to large'! 
there who did and didn't buy Fet ..... 
-rh<'fl ".., could d<> lots of testing, not 
only .moo'S v~rious typ<'S of p;><k.,&, 
d<:!<ign. but also betw",,,, ~ Iwo d,/· 
fenont groups of ronswners. 

"Qnc d ... , winner emerged from 
this ,........rch. W" we", thrillC!<! by the 
l\'5ull. telling uS 1"'1 this design stood 
out as much or mn'" than any other in 
• brand .. 1 of 36 rompetitors.· 

COf1>"'mer.;' eyes .'" roush! by the 
tobel's large si>:e, the contoured top, and 
the Fru~r "am<'. Going in. Fetzer """',. 
the Iabcl accomptished the g""L< 0/ con· 
"eying quality and fi, '0 Fet""., but !he 
quon,itali"c ,,-_arch confirmed th.t ih 
• ~II .t;tnd-out "So we had acrom· 
plishcd .lI ,hn."" of 00' gools." 

Rethin/Cing po Of" ",tel')' _. 
in the ITlCt'! d rilm.:lb<: dlange p"'5<'nl<'<l 

by the ""'" p.><:kag<>, ~ h.", climi""t..>d 
;ill ~ """"'" """'Pi Valley Chl.-s. 
"Knc:>winJ': tN, ronsumers """" drinking 
Fct= cF..rdonnay aOO Fl-tzer Merlol 
rather than Sund ial Q,.,n:!onnoy aOO 
Eagle I'<>ak "\erlo! ga'" US the opportu. 
nity tom.ngc th." propricluy "''', ... willl 
httle impact on the consu"",~ while n..un. 
u.ining the same win .. style and quality 
!hat ""e ha,.., had fo< ) ... ..,,,.. 

"Ou, g""l waS to Iess<'n ronlusion 
and pro"ide focus lor our mossoge. 
n.. Ii"" is now called V"lIey o.ks 
boo<ausc VallI!)' o.ks is our home in 
Hopland . n,., nilm" .nows uS '0 talk .boo, ou, hom .. and id<'lllify our win ... 
.. roming from a ",.1 plo~. 

.... , .., did rl(>t tn..." thi> de6skln lightly. 
Tho rl'Sl'ar<:h ga", us the ronfid<1"Kl' to 
TOO'"'' ahead with the Vall.,y o.k;; ,~""" .. 

.. 

Key pockoge ~ 
Gillespie asSt'rts ,ha, the,,' is a rea­

... n for every packaging change, 
which is based On 'he """,arrh, indu,;­
try knowledge, 0' the win~ry's sl' .... · 
gk gool._ The entire p,"kage is ""y' 
dabl~. 

IlR.oNJ >J<C) VAAEA/. _~ - n-.. 
~ name and lhe ,"arietal are the mo.;' 
prom;nent "''''''''''ts of the 1"-"" lobo>!. 
The Fe!=" LogoCypc h;ts bet,n sut>tly 
rede>ign«!. ",., Val .. ,), Oaks proprietary 
""me is much more muled than !he pro­
prietary na!TleS in the p"":ious package. 

flCNl lA!tI - ",., ~'Y says. "Jhc 
be.uty 01 our horne a' Val1~')' o.ks 
inspires ou' ""Iu'al approach to wine­
growing.. pro"iding you • sc""", of 
"",",wal in e''(:ry gl .... " Gillespie ",pons 
tha, the \:c:oy "'~""""'" an> to V.lley o.ks 
("We'", !)ing it bad< to our home.·}. nal­
ur.1 wir.:gTOwing ("Sub'ly references 
OW" organic srap. growing and sustain· 
able bu!;inoss."); and ",-ne",_! in e,"cry 
glass ("Talk> abou, how ronsUmt'1S 
enjoy wine,"~ This """'-"'se rcfIects ....... 1 
Fe!>", learned that consu""'''' wan, 
from its wi"" pa<bging. 

GOlD EM8OWO SUJ. _ The ",.1 
declaring Ft'll' .... the ninc--rime winner of 
Winery of the Year from lVit", & Spi';/> 
m.ga.me is then: Iu ron""y quali!)' "We 
kno", from CUI1Su""'''' th." this is an 
indica'or to them thai l,ls", and quality 
are in the bottl" and that they ha,'(: h<"n 
dcli"en.>d 0\'1" time." 

VtsuoiIES 10 Il-( _ - o.\: ',,-,-os, 
,Iw ";,,,,yan:!, and a ""ry .ubdued 
gr.pek.( ICXtun: in lhe back&n:>und lin\: 
the imag"" on the label to ,IS words, 
They pmject a natur.l le..,1 whil~ l>.11an<:­
i"g the shelf prom;"""'" achi<",<.J by 
the whil~ label. 

FOCWt Il-( EmIl TO Il-( T.ow: - This 
anchor ph,ase has been used by FeIZ<', 
and Bon,,,.,,.. for some ,ime, though 
ne"e'f on the wi"" ~. Gillespie 
""ys consumers .!(ri'cd ,ha, i, "gave 
them all the n..,; llial ,,'(: W,"", Iookinll 
1m with ,,-,&,n:! to our na'ural approadt 
to win"growing and wincmaking." 

a.c. v..M'l- Each ,'.riClal is ;d,.,,!i. 
fied ",i,h a dilferenl principle, 
C .... n:!onnay is Rene .... 1 and Merlo' i. 
Heritage, lor ~xample. The ,ext, attrib­
u,ed to wine maker D<:nnis Martin. 
references 'he prindple and .. 14 
about the tas,e 01 ,he wine. "We"'e 
deliberately stayed away from generk 
lood pairing '" niche food pairing.. 



• 

to..l;"vil\S that is too much to ~k ~ 
~k w"o,l to do," 

Wu.SI!t .,COIU.s - Thr 'o.><k Iobel 
in"ild ronSurn('1'S to the Fetzer.rom 
.... '<.'bo,lt' for "food and ,,"Il<' pairinS' 
""d lerrifi( rOOpt"S from Chef Jo/In 
A.h" "nd "'0 I~,'m ..,me surpri'inS 
thIngs ~lx>ul FciO<o!r. » 

RECYCIN:> Mf5S.la _ Rather th.:.n 
I .... u,u~1 "RNuC\', ""'S<'. my""'" ......... 
$age, the !>ark 1~b<-1 "'}'S: "Relax, 
....... "". Il'C)'c .... • ·W,·'~ triocd to I;" our 
recyclu'l! Tl'lCS6.>gc' to who ,..., a ... ," 

CNosu.! _ Fetur .... ~~minak'd thP 
"'a. _I and mo..:... nxyd.oblo poly­
l.lminlO\e capsule for thn>e rou<>ns. "tt 
imp""," OUr quaLity ro<'fi" it is a bettff 
1'«)'<1'''& o:hoOct-, aI>d _........s didn't 
like IIw "' .... 

COI:O:-Thoorw-ptuO><roerotk ... ill be 
imprlnlt«l .... til tho ~ piMple 
nih<-".riotaI. "1'..,.". promo!ionaI.>tond. 
poinI. ho'-in&" dif>..'n.'r\I printipk'<n "'~ 
rork .110 ..... uS to run ronsunwr j""""ri,..., 
pn'8"''''" to cnoourag~ con><umcrs to If)' 
dill"",n! ,'arNot.l, ac..- our Ii""," 

80mf - SoUles ... ·iIl be tho ........ 
u .. ns oIO'l- pooI-ron<ur'l'l<'r gloss. 

s.-o: _ f<om-r rn.- • kraft paper 
bo>. and b.oo:~S"",nd for tho.. ohiJ'P"T 1o 
"con"ry mo ... or the natur.1 <"""'­
You'll _ ~ Wi~ry 01 the Yeu,.,.,1 
and Slmn,lt. braM,ng. ond it IW. closely 
10 tI ... label. The unjqu~ oddiHon is 
whe ... w<:'", /rum' 'Hopl~nd, 1'<>p"I.-
tlon 817: W~ brli~"e ",,'11 h,,,.., g"'.1 
imp;>ct <>n t~ ~o",, · 

kill pod, .... "'-It 
Fct.c.·, new Valley Oaks p.o:k.w­

bq;an a gradu.l rollout in July "'ith t!>. 
.... "" ,,'<'b5il<!, 

- 1 ..... a"" arming our .. tes force ",ilb 
s",at new tool" noI only the IWW ~. 
ag~ and shlppe'" but .Iso ""'" advcrIiY 
ing. ne", ,,·..t>;i1~. ""'" ""I,>s material!, 
now promotions, ""w point 01 ..... 
m.~1s, and things that ronsu".,..,. 
",,,,,'t _. h~e pnnt..,.,-<!cm,md ""~ 
bility. W. an.' gh·'ng our .. Le! fotcf. tbo 
ability 10 produn' fully customi","" 
poont of sale ""'''''''' .. with , 4S-Ooor 
lurna"",nd.· C,1k'Spie ...,th..-. 

n... .... lnt! ,,'011 min' "",.k..eb as m. 
~ "inlagc sell~ out. pri"",rily on 
St-pt""""'" ,,'1<1 ClcI ........ Vall .. y Ooks 
"'jn(' "'iLl n."tai] """we ...... 57 to 510, 
~ing "" the ,'aooal. 

Cmrspic admus th~t Fdzer .. 
i""", .. lng 11, production of Valley 
Oaks to ",meid,- with t .... """. p.o:k· "II". but won't s.-y by how mum. 

Each bott" in the first SOO.!XXI ~ .... 
will ''''',If' .... ..:k .... nger on. String thot 
",-"n:5 ",stomers tha~ .. ,..", though 
tlw label ha, changed. it's the """'" 
.... 1"" imidoc, Tho: n.d ..... will also I"'" ""*' the ."tl", Valio>y Ools line. 

n... pm.agr win br i.Iunched "ill\ • 
...... ..,.",....1<0::5 in tIw...,. " ........ it is I<g.IL 
C(ll'l5Wl'Oft< will h,a, ... tIw 0JII'0fMU1)' to 
ruIIm .(Of\; from tach of tIw frt;oer, ..... 
et.U5 (i<lm61ied 10)' th. ""prink'<! pri ...... 
pbl and .,,"" for. ch;anor to "in - ~ 
~ but. trip to ~s"""""'at V.oIley 
Ooks in lloplond. -n... ~ an! to p<1" 
suad<: ron:!Urne.s who<Jnly buy one ,.an. 
,'\.al curoi>ll. .... tly to try other "ariL'lais in 
our II"" &"d to ric tho promotion back to 
th., wine,},. the pt..a. fn"" ",rum tho 
wino! has ,ume.· 

lI:.R«ting 0<1 ",. fn .... _ , 
GiII...spw won't ",,-eal whal Fetze, 

spen~ but .... belit,·"" that the e"fK'n. 
ditu .... of u"",.nd money to d .. · .. 1op 
the ....... Im.8" .nd t .... accompany-
ing ~kaglng and roIl" .. ,.1 for 
Fctur·. V.U .. ,. 004 Ii"" ,,-~", w~lI 
worth it. " It'~ bren. 101 of ,,·orlo:. but 
it's ,.~ry I1'w.rding right now. ~ 
... 1 ... lorn' il ucottd; "' .... '" .. ~ci1ed; 
di ltrob"tutlO .'" ,-xeiled . 

• ~ thil pack.iog .. goes to marktl, 
w" beli",'" tMt _ no mattcr hu ... 
tough t .... rompetit i"" m,ukelplace -
it will 1.3'-" a s.gnificanl po.iti" .. 
impact"" OUr s..le<.. • 


