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The creative engine for
food, wine and agriculture
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WHAT IS A
BRAND?
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A BRAND IS A
PROMISE
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The Washington Post = Sections

Under Armour’s secret Olympic
mission: Build a faster
speedskating suit
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Fourth-Flace Medal

Report: Under Armour's uniforms are
slowing down U.S. speedskaters in Sochi
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A BRAND CREATES
AN EMOTIONAL BOND

WITH A CONSUMER




BREAK THE PROMISE,
BREAK THE BOND.




A BRAND IS A SET OF
BEHAVIORS; BEHAVIORS
EXHIBITED BY NOT JUST
THE PRODUCT BUT THE

ENTIRE ORGANIZATION
BEHIND THE PRODUCT.




THE FACTORY;'| .
CREATED IN THE MIND.

Walter Landor
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WHAT IS
BRAND
IDENTITY?
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BRAND IDENTITY
IS A TANGIBLE ASSET




YOU CAN...
SEEIT
TOUCH IT
FEELIT
HOLD IT

HEARIT
AND WATCH IT
MOVE
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HARLEY
SPIRIT.
YOU'RE
BORN
_WITH IT.

DO

_ -
<MOTDR2
HARLEY-DAVIDSON
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BRAND IDENTITY IS A
SENSORY MAGNET
THAT ATTRACTS AND

RETAINS CUSTOMERS.




BRAND IDENTITY

- FUELS RECOGNITION,
- AMPLIFIES DIFFERENTIATION
- MAKES BIG IDEAS AND MEANING
ACCESSIBLE
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BRAND IDENTITY

TAKES DISPARATE ELEMENTS
AND UNIFIES THEMINTO
WHOLE SYSTEMS
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YOU DO NOT
MERELY WANT TO
BE CONSIDERED
THE BEST OF THE
BEST. YOU WANT
TO BE CONSIDERED
THE ONLY ONE
WHO DOES WHAT
YOU DO.




WHO ARE YOW?
WHO NEEDS TO KNOW?
HOW WILL THEY FIND OUT?

WHY SHOULD THEY CARE?
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WHO ARE YOU?
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BE AUTHENTIC.
PACKAGE THE TRUTH.




DISCOVER AND WRITE
YOUR STORY.

eTHE LAND
eTHE FAMILY
eTHE FRUIT
eTHE CLIMATE
eTHE SOIL

eTHE LOCATION
eTHE PROCESS

Thursday, February 27, 14

eTHE PROCESS
eTHE TASTE
eTHE COLOR
eTHE PACKAGE
eTHE PAST
eTHE FUTURE




THE ONLY-NESS EXERCISE

WHAT: THE ONLY (CATEGORY)

HOW: THE (DIFFERENT CHARACTERISTICO)

WHO: FOR (CUSTOMER)

WHERE: IN (MARKET GEOGRAPHY)

WHY: WHO (STATE OF CUSTOMER EMOTIONAL NEED)

WHEN: DURING (UNDERLYING TREND)

SOURCE: Alina Wheeler, Designing Brand Identity and Marty Neumeier of ZAG
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Harley Davidson is...

WHAT: THE ONLY MOTORCYCLE MANUFACTURER

HOW: THAT MAKES LOUD MOTORCYCLES

WHO: FOR MACHO GUYS AND MACHO WANNABES

WHERE: MOSTLY IN THE UNITED STATES

WHY: WHO WANT TO JOIN A GANG OF COWBOYS

WHEN: IN AN ERA OF DECREASING FREEDOM
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WHO NEEDS
TO KNOW!?
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IDENTIFY

YOUR STAKEHOLDERS
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BOARD OF
DIRECTORS

SHAREHOLDERS
INVESTORS

INVESTMENT
ANALYSIS

FINANCIAL
COMMUNITY
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EMPLOYEES

INTERNAL
CUSTOMERS

COMMUNITY
ORGANIZATIONS

VOLUNTEERS S TRACClC

ALLIANCES
PARTNERS

' GOVERNMENT
~ REGULATIONS

PROFESSIONAL
ASSOCIATIONS

INDUSTRY
EXPERTS

ACADEMIC
INSTITUTIONS

GENERAL
PUBLIC

COMPETITORS

VAL

Creative Group

BRAND BUILDERS & DESIGNERS

Source: Alina Wheeler, Designing Brand Identity




MAKE IT EASY FOR YOUR
STAKEHOLDERS TO
UNDERSTAND YOUR

DIFFERENCE.
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KNOW
YOUR CUSTOMER
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KNOW
YOUR CATEGORY

AND YOUR COMPETITION




VAAYAL Creative Group
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RETAIL RELATIONSHIPS
SUCCEED WHEN BRANDS

CREATE VALUE

V=%$/Q/T/S/R

VALUE = PRICE / QUALITY /TIME / STRESS / RISK




HOW WILL THEY
FIND OUT?




BRAND TOUCHPOINTS
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THE NEW IMPERATIVE OF
BRANDS IS TO MAKE SURE
POSITIVE INFORMATION
ABOUT THEIR PRODUCTS

AND SERVICES EXISTS IN THE

PLACES CONSUMERS ARE
LOOKING.



TABLAS
CREEK &y 0itoms | Sublotat: $0.00

VINEYARD

ShareThis Search

STORY WINES BUYWINE  VISITING VINEYARD & WINEMAKING NEWS & PRESS WINE CLUB EVENTS TRADE & MEDIA

HISTORY  PARTNERSHIP  HAAS FAMILY  PERRIN FAMILY  THE TABLAS CREEKTEAM  IN OUR COMMUNITY

P oy o -

Our Story

Bringing the Rhdne to Paso Robles

Tablas Creek Vineyard is the result of a decades-long friendship
between the Perrin family of Chateau de Beaucastel and Robert
Haas, longtime importer and founder of Vineyard Brands. The
families created a partnership in 1985 and in 1989 purchased a
120-acre property in the hilly Las Tablas district of west Paso
Robles for its similarities to Chateauneuf du Pape: limestone
soils, a favorable climate, and rugged terrain.

The partners imported the traditional varietals grown on the

Perrins' celebrated estate, including Mourvédre, Grenache Noir,

Syrah, and Counoise for reds, and Roussanne, Viognier, Tablas Creek Vineyard

Marsanne, and Grenache Blanc for whites. These imported vines

passed a rigorous 3-year USDA testing program, were propagated and grafted in our on-site nursery, and used to
plant our organic estate vineyard. More history »
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Events

Spring VINsider Shipment Tasting
Party Sunday, April 13

The Tablas Creek tasting room will be open
exclusively for our VINsider Club Members
to celebrate our Spring VINsider Wine Club
shipment Sunday, April 13th. VINsiders are
invited to come to one of four sessions
(10:30am, noon, 1:30pm or 3:00pm) at
which we'll taste the wines in the recent
shipment paired with small bites prepared
by Chef Jeff Scott. Read More »

Tablas Creek News

Rhone Rangers to Honor Robert Haas

with | ifatima Arhiavamant Award

w\'XL

Creative Group

BRAND BUILDERS & DESIGNERS




WHY SHOULD

THEY CARE?
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Rudyard Kipling

1

IN THE FORM
ES, IT WOULD
OTTEN.

)



== HISTORY FRUIT SAFETY | CONTACT

GREENE &
Hemry

learn aboul our

pears, apples, ¢ cherries

why
v L
sk family-owned
: 3 : mallers...
{" It’s simple, really. When your name is on the product, you

make sure the product is perfect before it goes to market.
That'’s been our standard for generations at Greene & Hemly,
as cach piece of fruit builds on our family tradition of
excellence, quality and trust. Click bere to learn more about our
Sfamily-owned difference and bow it came to be.
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SAFETYRREE | “GRGANIC

Jarming
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guft pack

of our apples

meel

VIRGINIA HEMLY CHHABRA

Sixth-generation farmer for Greene & Hemly Inc.

n GREENE & HEMLY INC. | 71275 STATE HIGHWAY 160, COURTLAND, CA 95615-9731 | (918) 775-137%

i
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ABOUT US TRACEABILITY PRODUCTS

certifiedorigins

We are a Group of

TUSCAN GROWERS

1A/ Aordirn s P 7. I sim i i
We're dedicated to providing quality,

’ ronhilitv ~4 : 5 J ) s honttlo nf
: ‘r ‘(‘4‘ | CLJ L;l : | .f"' i? ";‘ (_4 "/ CJL‘ '_d’ t A‘ .r? C "C :' y L; Vidl (_ (_/"

P rsm 122> : -~ I: - : |
extra virgin olive oil.

IGP Certification — A Declaration of Quality

;\\",}"" == Consorzio del'olio Toscano IGP demands the highest standards for extra

v 1“(2“0 . -
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L-L/\_ ABOUTUS  TRACEABILITY  PRODUCTS  CONTACT f &

certifiedorigins

About Us

Extra Virgin Olive O1l in the Italian
Tradition

Certified Origins produces extra virgin olive oil from fruit grown on our
small family farms. Within hours of harvest, we press the olives in our
state-of-the-art facilities to make the rich, flavorful oil that is the heart
and soul of delicious food.

Inspired by our commitment to authenticity, we empower consumers
with innovative technology to trace the journey of each bottle back to
the groves of its origin. We invite everyone to meet us in the farms that

are nurhnmes
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Extra Virgin Olive O1l 1n the Italian
Tradition

Certified Origins produces extra virgin olive oil from fruit grown on our
small family farms. Within hours of harvest, we press the olives in our
state-of-the-art facilities to make the rich, flavorful oil that is the heart
and soul of delicious food.

Inspired by our commitment to authenticity, we empower consumers
with innovative technology to trace the joumney of each bottle back to
the groves of its origin. We invite everyone to meet us in the farms that

are our homes,

Our Principles

Laura Berti

From traditional cultivation to innovations that guarantee authenticity, all our efforts
converge in making extra virgin olive oil with extraordinary flavor.
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“STORY” IS HOW
CONSUMERS
CONNECT BRANDS

TO THEIR LIVES.
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START TELLING YOUR STORY.
OR SOMEONE ELSE
(YOUR COMPETITION)
WILL TELL IT FOR YOU.

DO WHAT YOU CAN TO

CONTROL THE CONVERSATIONS
AROUND YOUR BRAND.




1
LET’S GIVE THEM

) SOMETHING TO TALK ABOUT. ))

5

Bonnie Raitt
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