S0 many wines,

so little time

Jane Faulkner investigates
the role packaging has in our
wine-buying decisions.

HECOOLEST win
Willlarm Downie oy
011 & commemont

wax-top halEbottle of Ruthergien
miscat The bottle waz = tribute toa
Friend of hiz parents; and Australian
artiat- Arthie Bowd Had painted the
pictire that was supermposed on
tar thie cenimic bottle, Notexactiy
modern bt thenagsin, it was
1980 dnd Bownie was only siv vears
old. Sl he pementbers vividly
the impression that label made,
Eﬂ[}?l"f:l.'h"‘.‘;'.nr-n diec iz on hizown
in 2003,

Ik repounting the story to-his
partnd Hached Nesdoba, while
driving thripgh Ialy sftera vintage
i Borgundy (he's a pinot noir-m);
Eheenale saifel: “Wanldo't it be conl 1o
get aveartist relevantio us? Arthur's

stafl ks mayke for another genembion.

Regr Mormhagsi! | rrew up with
patnbo T-shicts 1 think-everything
hedidwas awesome — the records
fara mieber of the band Mental
Az Anvthing, suitarist Momoassa
I|I.¢I:J'!.~ rd seviera] album covers) and

betng o nezician (Diowrde slso plays
hiere were all these nice

Con
Soor nEta.r retarmiing b Alrsralia
Dowribe and Nesdaoba beaded to
St leonsit Momnbaszsa'smlleny.
whete thesnist haitrled overan
extenaive folls, 10 veazs of design
il T sl plck what youwans,”
“l bpened to the

Dayyenie ppcalls)
firsh frmoge ooy fhe it prgesnd sad
Thatswhal Pagnt

Serendipity, perhaps: Then
Morbassabold the voue winemaker
thal grticedar Lancdscape pintmg
Hoyil's place,
sedormes Wikham
Diowiile's = pittnt noir and
iy the pichere Fatires on the front
thiere's 0 writing: IFs simple
mgderneyetstylish and provocative
“Thiedubel i ke a2 elevision sereen o
1 winderee 1 the Ll g |k
in and see the Yar . Theat ks
e point nFthe h-:.l.\m.; s

Peawinie. winm
Trateider young
vt award 200G, belieyes (e

wine iz most impoziant, but whias
surpized him was discovering the
impertance of ooking good too
“Plenty of people say they love the
packape; love the labed, and by the
way, we Tikie the wine”

It proves one thing: adabel isa
poter |'k~'|.||g"|u.l'| Wt hieet] 1o
stend oubin a croved, and anever
exparicing one at that, According to
thie Wine Tnitiesrny Thrvetory, 138 tiely

wiik= ||::|:||||||¢-' wisne created i 2006,

adding o the national tokl :t 2146,
1 the past decade, there
avenaoe 0E 1] new wine pr
g i Australia 2
thatto the number ofimparted
labels — well then, no wonder we're
ol
there e lens ol thomands obwines
ot affen And all we want is a decent
e i hivee with dinner tonight
Wine shalves in retil cutlets
regernbla collages, with all those
different bottle sizes and shapes,
cale il design vaniations. In
] W CGnERmEer's atbention
a dabel can e armptliing from glitzy,
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ed wihen we 5o to 3 bottle shop:

Winemakee
William Downle
[abore ) zays a
wine labal 5 ke
awindow inlo
b bottle®. His
pinat nair {lef)
is thecoratod by &
paimting by Reg
Mombassa,
FICTURE
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kitech, classic, siylish orsimpbe, bothe
truly appaling: Competition btween
brands has never been tougher. So
hioow does 5 wine boldhy state: choose
raer

Theanswer i complicated, says
Jody Tucker, of Tucker Creative, who
runs one of Australia's eading wine-
labed design froms; with decades of
experience in the wine industry,

“Consumers are more avwane and
more educated aboutwine, znd moes
expertmental thin cotisnmers of the
past” Tucker expliing: *But there is
also 3 need to have kabels that dohave
some shelf presence, have aninferest
and stand gut.” 1¥3 sbout a subtle
point of difference, he says.

Ag 2 designer, b says part ofthal
process is to understand what the
elient wanis and stands forznd be
abile to el theic story oi the label,
Alsn, it has toappeal to the target
comsumet. Clearty there's 3 fot more
going on than just nudimentary
dhestonesclon] princpies.

The wine industry is mther
treditinnal and canservative, s
Tucker, “While [ respect treditions, |
prefir stylish, simple graphic labele
that e soae sophistication and
stand ot

He cites several newish labels
irnpressive for thelr design, incuding
(Cataling Soundd from New Zealatd,
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Cakridees second kabel, Over Th
Shoubder, dnd he ctes Wimns as
recopnizahle and classic. Of hizown
dezipmes, e particulardy admires
Samuels Gorge, o producer from
Mclaren Vale.

*Theconcept was essentially 2
represenitation of all the attrilnates
that made up this wineand the
winemaker. The ibea wis o represent
tlt [ 2 geries of tiles or mosaics.” The
lnbel 5 made from about a huridred
photographs deplcting some elemenit
af the winery, wiich were then plaoed
together 1o create & single picnire.

Theet Labe] wom 2 silver medal al
the Australian Packaging swards Lt
mitth for excellence in abelling, The
modd miedal wiend to 4 berr produced
by wine cotnpany Kneppstein.

Alex Dorarn, avmrds manager &t
Australin Packaging, says the gold
midal for beverage packaging went
1o & Reschike fame blanc, pwine
zald only in restarranis, with & label
that peels off to revéal an embossed
silhouptte s the bottlz can be rensed
= an attractive water bottle:

[ prarketing, @ wine's [abel has
Jong been its key selling patnt, its
only differentiating exterior feature,
gutother elements have also been
recogmized, Do says, such as the
battle shape, Cyerall packaging s
important. Why? Appavently the
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average shispper will fike 2.6 seconds
10 tmiake a decision; 8o e product
ot be immediately enticing;

Foster's, ome ofthe [otr biggest
wine companies i Australia, knows
thiat brending 15 fundsmental fo
surcess: ik spends thousands of dollars
o research o gage the efficacy of its
labels and buyerstaitiindes wiwards
therm. Thers sreanty e ypes of
drinbgrs — thisswho koo what
they want and these who don Ttk
(e Tateer grouip st Foster's is mist
frterested ir a8 are il the otharwine
producers; big o smll

Ofiver Hor, global brand
ambassador lor Walf == [z Foster’s
bisand), says ore sy Candicted in
April laseyear b 221 fhoppers fownd
that 45 pee'cenil #ise fink influenced
I what thiey siw — ey slready
made theirminds Ep befor sntering
the zhop. Bt fhe 0ther 35 per cont
wetre infiuenced by e package.
0f that gronp, 55 et
brand natre was 1t
determmining factor
with 38 per.cent syl
mfenced by label d

ypend $10) generaliy W

yalabel b b UE-
Horn gaps ety o thie fabe]

i% fmportant. Ik e8nsLCE: shap

on brangd and varietal, they want to
clenrly seswhat the variaty is. Gne
reasorwhy Australian brands are

gy snccessiul oveTERas §5 comsuImeTs
understmd ezacthy what they are
bapying. " Market sirveys indicate
Americans tend to respomd o
animaike and brig 1lm:w.all fabelz;
witeress Australting consider them
garish and ghmmicky.

‘One reason why Australian
brands are so successful
overseas is consumers
understand exactly what they

are buying.’
OLIVER HORN, Waolf Blass

Obrelously brapding s most
significant in supermarkets and
chains guch 25 Dan Murphy's and
Wirtage Celfars, ot less 5o in fAne
wing shopa: But that doesrt mean
shioppers wort beinfluenoed by
a label in such outlets —witness
Emmerich Knolfs ovar-the-top,
gothiconking design and the
elabozate Gran Bayan albaring label,

*In ouir store, we nieed 1o engape
the custoanerin 2 short Hise and we
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usually think they dorlt by becaus
of the label, bt certainly
peopledo,” says Phil Hu
Armadale Cellars
decision to parcha:

he fimeal

SR P
gt b haced

notzelling i 5
Bt nene bines
Eabel bt the wing® e

A assthetically pleasing wine
package — inchidimg the I el thi
capsithe il the Lo |-. Iz, colotr
and we 1|I will LETIET:
cul]"ﬁ |]||- ||||l|1. i
Al
1 nden_
drives cog ) W
aver another is bey wig stidied apthe
University of Adelaide

Research fellow B $imene
Misedler, under thedusmces of the
The team at wine-fabel deslgn specialists Tucker Craative (clockwise fromtop righty: Grape and Wine Keséanch and
Michzela Hill, Jody Tiucker, Gary Anderson, Cralg Clapham, Grant Wikon, Fifomena Development-Crirporation, 15 tking
Mirsaling ard Cathryn Blair, part inva three-yedr project analysing

Extensive champagne range,
with 60+ french bubbly available.

Wide range of wines & all at great prices

Premium beer range, with over

$564. 99 Sani §20 300 local & international beers.
THE CHERFEST FRICE
W ALSTRALR

Corporate customers welcome.

We cater for all functions

| MADFISHGOLD and events.
TURTLE SHIRAZ 2005
$17.99 500558

AAMES RALLIDAT

Free delivery®

Barkly Street, STKILDA  Telephone: (03) 9525 3311

Acland court shopping centre, right next to Coles W WY/ 0pen 7 days, 10am- 11pm



‘Our visual senseis
ourstrongest...our
taste buds are not so
well trained.
SIMONEMUELLER

cofsumer preferences when it comes
b wiinee - chiaice,

Ihe projict waori't be complete for
twe years but some fastmabing trends
arealresdy emerging, Mueller sayvs

Ir1 o mtucky, 2 group wits asked
by they il abeotst the colours and
dylesof labeds, and they responded
that such factors were not imporiant.
Musller then fested thiz and the
resits ware to the contrary What
she fousd within the group was four
differemt clushers: twi were price
semsitive —- tfoke who don't spend
rmch and thise who do; ine was very
mech it Iabel style; and the fourth
wies influenioed by brands=.

Her conclusion? She belisves
thiere 152 subiimmal efect when it
comes to choosing wine, snd the book

ofa label i part of that— |abels ane
meaningful,

Butwhatabout the wine: Ah.
kst rieet an
expectation, Mueller says, Thatis,
otice dodid on the label, 1 the wine
delivers, that congumer will continue
i byt 12 s3miply because they
remember whatit looks Hike. “Oiir
visual senza i ok strongest, and
if's-easier to recogmisa the |abel over
:IJT:.-TJ':IIJEE elze becaize our tagte buds
are mobzowell trained,” she saps

Even atthis early stage tn the
research, there are some key
signifiers, such a5 aTange is a no-no
bt coear i pegarded 35 elegant: 4
traditionzl appearance suclyas e
Pondfolds white Lsbe] b5 agreeable; and
anything, it seems, with a graphic of §
chitesng tends bo mét the thimbs-up.

For wignernns dedicited o their
craft aned all thati= hongursble in
winemaking: e those wanting to
expre=s terroir and grape variety,
they'd all prefer people o buy tha
botite for the wine — surely the
mast significant element. But if the
package inciudes a styiish label that
stands out, then all the batter. The
wine might just sail as welll

WHAT MUSTAPPEAR ON AN AUSTRALIAN WINE LABEL
FOR SALE INTHE DOMESTIC MARKET

& Thwand “wine" ar the variety: such = shirazor

chardonney, misst featine ta-jndcats that it s indeedwine,
althewgh the variety = optional: o s perfacthy UK b
siy Pemfakds Sramge with 1he ward wine somewhére i
ihe toxk Bok not necesiary 1053y It's 3 shirkz or & blend
[Erange is 3 multkregional Blend, miostly shiee, bul ofien
cabernet s atded] Theyintaos i not pegired
= Cinby Ehe ol (ot ) s mmanditary dn the front fabel i
letiering that s & minimsiny of 3 3mem high o 750 batti
® Alochal contgnt is mandelory, &= are e numer of
standasd drinks! But what s 3 standard drisk? It ralates
tothe alcchalcantent,

Sodce; e Austaaliog Wine and Srandy Corporation

® 1 applicablz allergens declaration are randatony asth
wine may-contain milk prothicts,

B The pare and addressars mandsiory, &6 sty af o)
Thess!ave szl peinbed off the back labef.

® A Gecaraphical-Indeation {plice namelis ot regalred
A wine ke, bt F 16 b dncluehed; it st be tre and coly
b AW B requlEions, which stale that tha frof s soimg
Froim the regiin and tha grape wriety stated mist ba nb
tha B5 percend of (e tortuil Thene & fathing stopping 2
winermaker from aiding ujs ta 15 per cont shiraz to'a ba
af pinat potrand ot Sating Lo the fatel,

fuababia through rmajor retall outless in Auwsiralis snd hew Zesiand
Telephome Transtharm Haad Offica on 1800666 T7B 1o lurihai infoemabion of your nearest siotk
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