Wine
Capsules

Encapsulating wine and design
The importance of capsules for shelf presence

The wine capsule – the protective sleeve around the bottle’s neck – plays a significant part in how a wine
product is presented. The Grapegrower & Winemaker looks at the part capsules play in making a wine
and its brand distinctive.
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Fourth Wave Wines, and some smaller
boutiques such as House of Cards in
Margaret River.
Founding partner Rowena Curlewis says
capsules can play a vital role in the
overall design of a wine brand.
“They can bring a level of detail, finesse
and interest to the brand,” she said.
“Take Tread Softly for example. This
brand has an uber pared-back, minimalist
label, and contrasts with the luscious,
sensual images of flora and fauna on
the capsules.
“These images signify the wines’
sophisticated flavour profiles, and have
been created using the latest CMYK*
technologies available in Europe.
“Without this capsule treatment, the
design result would not have been nearly
Robert Oatley Wines was aiming for iridescent
colouring for its label and bottle redesign.

as successful. As it is, this design has
won many global accolades including:
The Dieline 2020 #1 Wine & Champagne
Design, Harpers Global Design Awards
2019 – Trophy, and D&AD Awards
Pencil 2020.”
Curlewis says that, while capsules are
a key brand identifier, they must not
fight for attention with the bottle’s
label, and that this can be achieved in
different ways.
“Having worked on Penfolds for over
20 years, the importance of this brand’s
distinctive red capsule cannot be
underestimated,” she said.

a harmonious partnership between
capsule and label design.”
Curlewis says the most important
starting point in creating memorable
brands comes with the brief.
“[With] those briefs that have a
clear reason for being, challenge or
opportunity,” she explained, “then
the idea generation process flows far
easier, and the design solutions are more
unique, memorable and creative”.

Brand signifier
“It is a key signifier of the brand, and
the consistent use of this capsule colour
across all of its core wines has been
an important contributor in building
the strength of the Penfolds brand in
terms of recognition.
“Care, however, must be taken
when
designing
capsules
in order to ensure that the
capsule and label don’t fight
for attention.
“There must be a
clear
navigation
of the packaging
components and

Tread Softly Wines
used a barebones
label with an elegant
floral design on the
stem, furthering its
brand identity.
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and have excellent shelf standout as
they “contrast with the simplicity of
the label and add to the storytelling of
the brand”.
Similarly, the effort that goes into
something so seemingly insignificant,
but vitally important, like the wine
capsule, is something that Curlewis takes
pride in.
She says the team, when redesigning the
Robert Oatley wine range took time and
careful attention to detail, which helps
the brand stand out on the shelves.

Denomination has worked with many brands to reinforce ‘icon’ status through branding colouration,
like Penfolds with its iconic red capsule.

“Take Elephant in the Room, for example.
Our client, Nicholas Crampton of Fourth
Wave Wine, wanted to produce a range
of wines that were big, fruit-driven, rich
and luscious.
“He wanted a Chardonnay that was “old
fashioned” in style: full of flavour, rich
and buttery characteristics – just the sort
of style that Australian winemakers steer

well clear of, but that consumers were
wanting to drink.
“Same too with the rest of the varietals:
a Pinot Noir that was not thin, tight and
refined, but instead a full, juicy, decadent
wine to drink. So we named the brand
‘Elephant in the Room’.”
Curlewis says the capsules for Elephant in
the Room wines are intricate, distinctive

“The redesign of the Robert Oatley
range some years ago involved the
creation of a bespoke, metallic,
iridescent dark blue colour that would sit
across all Robert Oatley branded wines.
This colour matched the pennant on
the label, and was – and continues to be
– very distinctive within the category,”
she said.
“However, getting this blue right took
a lot of patience and perseverance
from the supplier, the client and
ourselves. We had five rounds of colour
drawdowns prepared before the colour
was right, but after that initial work,
the blue colour has not been touched for
many years.”
All images provided by Denomination.
*cyan, magenta, yellow and key colour
printing technology.

Elephant in the
Room’s bottle
capsules were
intricately
designed to
resemble the
full-on nature of
the wine in the
bottle.

86

Grapegrower & Winemaker

www.winetitles.com.au

April 2021 – Issue 687

