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PROJECT For this project a visual system will be designed for a substantive imag-

B R E | F ined brand. The goal is to create a successful system-wide solution
through research, analyzation, ideation, and development of delivera-
bles. The design should speak to a targeted audience and should have a
strong concept. These deliverables can include logo system, posters, book-
lets, social media posts, website, packaging, etc. The purpose of project 1
is to explore the key principles of a visual system and design strategies.

DESIGN For project, | will be creating a visual system for my brand, Route &
CONCEPT Vine. Route & Vine is a wine company that offers a wine started kit to

drinkers looking to explore the world of wine. They would partner with
vineyards around the world to bring the consumer a global palette of
flavors. Not only will the consumer learn about wine but they will also
explore the culture of wine making and signh(iconce from around the

WOI’lCJA

Wine is the oldest form of alcohol in history but today it is often over-
looked by young drinkers. This is because the younger crowed is uned-

ucated and perhaps timid when it comes to trying wine.

Route & Vine is wine subscription service that is catered to young
adults, looking to explore the wine world. The service would send cus-
tomers a bottle of wine every month to try, and customers can rate the
bottle on the Route & Vine website or app. This helps the system find

out what kind of wine the customer favors..

The goal of this project is to create a visual system that promotes wine
tasting and educates a younger audience on the wine making process
and traditions globally. Visually, the objective is to create a cohesive
brand identity that is timeless, textured, and fresh compared to other

wine subscription brands.
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BRAINSTORMING CONCEPTUALIZATION
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How is this different than other wine companies? Hiskary and terminology. Every bottle would be type heavy with words
Is is a subscription or one time purchase? Word list: . that describe the bottle of wine, as well as wine history and
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Science Fastivals snowing, rain, spring, beach, mountains... overall branding

finding what kind of wine they like.

The kit will be medium to high in price point. However it is a one time
purchase to the consumer does not have to subscribe. The quality of wine
will be high.

The labels will reflect the expensive price by using appropriate type and

would be nature inspired, yet simple. For instance a sweet Rose,
would be depicted by a spring scene or flower. This would also
create a visual system of graphics but would be consistent in

style.
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VISION BOARD

CONCEPT
Wine is the oldest forms of alcohol in history, but
today it is often overlooked by young drinkers. This
is because the younger crowed is uneducated and
perhaps timid when it comes to trying wine.

Route & Vine is a wine starter kit for young adults or
uneducated drinkers, to learn and taste all types of
wine around the world. Each bottle would showcase
the country it is from while teaching the consumer
about the county and how wine is made there. This not
only teaches the consumer about wine but also about
culture and tradition.

AUDIENCE
Primary: Route & Vine is catered to young adults
looking to mature their wine pallet as well as to learn
about wine in general.

Secondary: Route & Vine is also a great option for
drinkers of all ages who are unfamiliar with wine.

GOALS
The goal of this project is to create a visual system
that promotes wine tasting and educates a younger
audience on the wine making process and traditions
globally. Visually, the objective is to create a cohesive
brand identity that is timeless, textured, and fresh
compared to other wine subscription brands.

DELIBERABLES

1. Wine Bottle Package design, plus
shipping box. 2. Website 3. Instagram/
social 4. Emails/ adds

WORD LIST
Global

Culture

Expressive

Playful

MOODBOARD

COLOR & TYPE

STUDIES

COLORS

TYPEFACE

Fenwick Light

ABCDEFGHIJKLM
NOPQRSTUVWX
YZ

Mundial Hair

ABCDEFGHIJKLMNO
PQRSTUVWXYZ

Mentserrat Thin Rtalic

ABCDEFGHIJKLMN
OPQRSTUVWXYZ

Montserrat Thin Italic

ABCDEFGHIIJKLMN
OPQRSTUVWXYZ

ABCDEFGHIKLMNO
PURSTUNVAALXYZ

Fira Sans Italic

ABCDEFGHIJKLMNOPQ
RSTUVWXYZ

Aptly Light

ABCDEFGHIJRLMNOPARSTUY
WHYZ

| B & 1

#EC3F2F #37469C

#BF2113 #1857A8

#BC3C7D #5149AB

Fenwick Light

ABCDEFGHIJKLM

NOPQRSTUVWX ™~
YZ HEADER

Mundial Hair / T|t|e
ABCDEFGHIJKLMNO Body copy. In this paragraph

would be the body copy and
PQRSTUVWXYZ

information on the brand
and cbjects.

Mundial Thin

ABCDEFGHIJKLMNO
PQRSTUVWXYZ

#A4C9D4 #FAA78C #D6C93C #559953
#A4D4C8 #F7AD7A #CED63C #3A7B38

#488F8B #BD4E34 #DCFF91 #78C175
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BRAND RESEARCH

DESIGN STYLE EXPLORATION

USA

California is famous for producing

the country's best wine.

L
B

Zinfandel
Taste: Aromas of Blackberry,
strawberry, peach preserves,
cinnamon, sweet tobacco
Body: medium-full body
Tannin: Medium-high
Acidity: medium-low
Age: 5-10 years

Armenia

Armenia is where wine

production was invented.

Areni Noir red
Taste: Aromas of red and black
fruits, with hints of cassis, cherry,

raspberry, mulberry and
blackberry, leading to a slightly
bitter, but very pleasant, finish.
Body: Medium
Tannin: Medium

Acidity: Medium to high

Age: Drink within a couple of years

of' relecse.

ltaly

Italy produces the most wine in
the world.

Chianti Red
Taste: Aromas of Cherry, Plum,
Tomato Leaf, Leather.
Clay Pot

Body: medium-full body
Tannin: High

Acidity: medium-high

Age: 5-10 years

Switzerland

Underrated wine country with a

French and ltalian mixed climate.

Chasselas White

Taste: Red apple, Apple blossom,
Melon, mint, smoke
Body: light
Tannin: low
Acidity: Medium to high

Age: 3-5 years
g Y Ag

France

Most wines have French names

because the French love their wine

Bordeaux Red
Taste: Black Currant, Plum,
Graphite, Cedar, Violet
Body: full body
Tannin: High
Acidity: high
Age: 10+ years

Greece

the Greeks have their own god
dedicated to it to wine.

Vinsanto
Taste: Aromas of hazelnut,
caramel, honey, fropicc|| fruit,
perfume and dried apricot
Body: full
Tannin: Medium
Acidity: high
e: Drink within a couple of years

of release.

DETAILS

A Design style study was done to explore different art media
for the brand visuals. Hand drawings were tested against dig-
ital illustrations to finalize a illustration direction.
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DESIGN PROCESS

DESIGN PROCESS
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Meet our partners post would show the viewers the personal
side of Route & Vine. It would show the owner and pictures of
the vineyard, where the wine came from, and show the

landscape of the place.

Wine and food post would show the food options to go
with the wine. A cheese plate, fruit and a whole table of
food. This would make the viewer feel hungry and
potentially buy the wine.

Line up- The line up post would showcase the labels and
bottle. The last post would have the logo or a discount code as
a payoff.

Labels- This post would show case the wine labels and the
countries they are from. Vineyard photos would be behind
the bottles.

EAMIL AD: SPRING SALES

OBJECTIVE: Showcase the wine and offer a deal
Audience: Someone who has heard about Route & Vine

and signed up for the email list.

Design goal: Simple, brand identity presence,
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LOGO SKETCHES

BRAND KIT

R( %n‘c + KO-M Fine
: J
Rjine" ine. RPUTE

% "I—VINE'
\ Md %’g + f:bdt;'l' Rovte 3?3:’\:‘(,
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ROUTE  routg+vine _routesvine gy,
&VINE ROUTE +vine & VINE

ROUTE & VINE EVINE | Vo3, %miw 5

R[] !TE & route +vine_ ~ ROUTE & VlNh

ROUITE &VINE
ROUT &V INE

Ry Ry

R&%T 1.

ROUTE & VINE

AN

ROUTE & VINE

ROUTE

& VINE
m@ o

#EC3F2F  #1857A8 #A4C9D4 #F7AD7A #D6C93C #78C175

Fenwick Light Montserrat Thin Italic

ABCDEFCHIUKLM  ApCcDEFCHITKIMN

ngQRSTUVWX OPORSTUVWXYZ

DETAILS A Brand kit was finalized which includes logo, logo variations,

typefaces, colors, and patterns
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DESIGN PROCESS

From Greece

2010

vinsanto

vinsanto

From Greece
2010

ries in Furope. The sarliest evidence of Greek wine has
been dated o 6,500 years ago where wine was
produced on @ hausshold or communcl
ancient fimes, as frade in wine became exten:
transported from end to end of the Mediterranean;
Greek wine had especially high prestige in ltaly under
the Roman Empire.

CHASSELAS

mam 2015 s

DESIGN PROCESS

DETAILS Many types of lables were considered for the wine

bottle labels such as die cut, wrap around, or sin-
gle sticker designs.

CHIANTI

bt the Wine ; e mon 2009 1w

R C!!ASSELAS
& VINE

2015 st

ety
T
% i

ARENI NOIR

2018 =%l

FROUTEY,
¥ 2 VINEY

WINE KIT  SUBSGRIPTION § aBouT ACOUNT &7

STARTER
KIT

HOW IT WORKS

Your Wine vered Emjoyand  Rate and find
o yo. Laarn our taste

Craste an scoount
nd subserins.
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DESIGN PROCESS WEB DESIGN

WINEKIT  WINE CULTURE ABOUT  ACCOUNT ¥

WINE KIT  WINE GULTURE 'm AEOUT  ACOUNT W

-t

VINSANTO

explore the
world of wine

w 2010 we

FROM GREECE

OUR MISSION
£t Raute & Vine, wa heps

everyone about the eultures and flavors
making & sunssve giakel saratien, of wine aval

Loge band around
neck of bottle

Aot tha Wing:

STARTER
KIT
grouTey CHASSELAS
et & VINE
CHASSELAS : ; ; : o 2015

7o 2015 wwva

AOUTE & VINE
STARTER BOX

L

; -‘ROLJTE¥ BORDEAUX

BORDEAUX B : %8 VINE

2009 w=vw

2009

WINE KIT  WINE CULTURE 3 ACCOUNT &7 ABOUT  AGCOUNT

MY ACCOUNT

CHIANTI MY INFO

FIRST NAME .
PHONE NUMBER II

ADDRESS My Orders

— s

v 2009 %l

UPLOAD
PHOTO

ARENI NOIR
RMENIA

DETAILS Wine labels were created as single stickers. A | e : |

matching card was created for each wine with
additional information.

CONTACT
us
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WEB DESIGN EDITS WEB MOCK UPS

STARTER KIT

explore th : e !

Header Change

explore the
_world af win

i
world of N ‘

Stronger Hero Image D RIS o s

w‘\

y

i : — Header Change
| B i

-

NS gl

Larger Bottle

More Contrast

WINE
asour ACCOUNT B AROUND

THE

WORLD

WINE KIT WINE CULTURE

Type smaller

lore contrast with
darker green

Check box

MY KIT

BORDEAUX

anter Carousel

GHIANTI ARENI NOIR

TAKE OUR WINE QuUIZ

Picture zoom
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SOCIAL MEDIA

About the Wine

Vin Sants (or ¥ino Santa} is a vissous,
typically swest dessert wine mage in taly,
Predominen g o iiciny Tha aiad
for 1t IntansWTavor & of heae
caramal. When paired with bigzote, Vi
Sants becomes ‘Cantucei & Vin Santa® which
B4 inarguably Italy's most Tamous welcorming
tradition. What makss Vin Sants tiuly
special s the natural winemsking process
whish gives It 3 unigue taste,

BODY, AGE ACIDITY
Full bady 2-Gyears  High Acidity
FLAVORS

wlely)

About the Wine

A Chisnti wine Is any wine prodused in the
hiants ragion of cantral Tuscany, It was
histor nssociatad with a squat boitle
enciosed in & siraw baskst, called a fissca .
However, the fiasco is anly used by » few
makars of the wine as mast Chianti Is now
EBottiad in mare standard anapad wins botties

BODY; AGE: ACIDITY:

Med-full 590 years Medium

bady Acidity
FLAVORS

0¥

About the Wine

Areni Noir [s one of Armanis's most chetished
wariatios, Alse callod Soy Arani within Arm-
5 native ve

201 region. Cert eni Noir wines in this

Fagian ara eldar than 120 yanrs-old

BODY: AGE- ACIDITY:
Madium 5-10ysars  Mad-high
body Acidity
FLAVORS

H&F

Change color

Larger Mountain

Left align

Contrast

FROM ITALY

Rounded off

@ Y.

*QvY
157 hes
FoutaBvIne. Hore's s i . wich onmaeyo

viesage See Transistion

route8uine

Not engaging

8 12k 2%
Posts  Followers  Following

Edit Profile

Route & Vines

97

218 likes
route&vine Try our wines with a cheese boardl Find the

perfect pairing on our website.

*dont get attached to the labels®

Not engaging

DETAILS Social media posts were refined to be more engaging and in-
tentional. New posts focused on community and real people.
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SOCIAL MEDIA PACKAGING

M Gmail Q. Sach inmal =

wan P
@ Y i s

Instogrom — - Bringit on, spring # @

renceéier d & Swnd T e — SE— At 003, 4P 12 S a3 .
° - i o= :

D gt

0 o ROLITES
1T Categeries & VINE

: L SPIRNGC SALE
Lubas + -

Py ¢ m O T BOE ®O !

-

A O =2 0 &

USE CODE
APRILIO

i Sty
Lo b e ¢ ool o - iscsre. e i e

A QO B O 5 A Q @ QO A

Instagram

ce.ae

Lo

rmuteavine

v e

2 ikew
TOUBRVING Try DUl WINES WIth 8 chesse BoaTal Fnd the [artect
aaing on our webste

¢ROUTEY,
Y, VINEY

Welcome to your Route & Vine
wine experience!
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DESIGN PROCESS

DESIGN PROCESS

FROM GREECE

FROM ITALY

Abaut the Wine

VINSANTO

F [ 3

ey

i3 r Aeininy
Fullbody  Abymacs  Migh Acidiry

FLavans

About the Wine.

CHASSELAS

ST 1) L

NI ©ORDEAUX
%& VINEE
oo 2009 W

About the Wine

CHIANTI
OM ITALY

2009

About the Wins

ARENI NOIR
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Bony A0E- acioTy:
Meduin  flyone M gl
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