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Valley winemaking. For 150 years. 13
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continunusly operating winery. It survived E
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Prohibition. And it continues to excite the
world with extraordinary wine. ‘ b
L
Our founders, Jacob and Frederick Beringer, é
Sfueled by a pioneering spirit, saw possibilities 1
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THE BROTHERS

In 1868, Jucob Bernger, enticed by the opportunities of the new
workd, sailed from his home in Mainz, Germany to New York to
chase the American Dream, However, rumors of rocky, hillside
soil and fertile valley floors in Napa, similar to that of lis
hometown in Germany, convineed Jacol to make his way to
[:-IIil[” IEi..I- l'l‘l' -Ill‘ll .l..t:‘i- ]“'“r]ﬁ'l I'ljll"l:l.l't El'h. l][l.|'['.||.i|.‘il:"ll .Lbi Ei MR et

of Land tn 1875 for 811,500, and with daring and optimism,

estabilished one of the first winenes in Napa Valley.

JACOB X FREDERICK BERINGER
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MARK BERINGER

Mark Beringer was bornin the heart of Napa Valley, From
voung age, las life seemed destoned w follow i the footsceps of
his forefachers. He worked av his family’s wine store as a youth,
graduated with an Enology degree;, and over the coure of lis
aedule Life, mastered winemaking o esteemed wineries across Nuapa,
In 2005, Mark came *home” o Beringer Vineyarcds, In the traditon
af his grea-great-prandfathen, Jacoly Beringer, Mark joined ax

Chief Winemuker, bridging together the present and the pase
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Beringer Bros. Bourbon Barvel Aged wine is

a bold, new wine produced by Mark Beringer.

Honoring the pioneering spivit, Beringer Bros.

is uniguely aged in bourbon barvels, adding — 8T .
R eI S‘ : :l.rﬂ‘_
'ﬂulau]: EP“E Y r‘n'-'ﬂthllﬂﬂ %A%HEEL AGED
S i R Q) § ot ABERNET SAUVIGHIN
¥ . I-':'UH‘EHH BARREL AGEP -E .
RED WINE BLEND s oI e e i

e

intense flavor, character and warmth.




OUR BRAND




To be a bold collection of pioneering  To encourage others to create their
new wines that act with the spirit of  pioneering legacy.
a Frontier whiskey.




POSITIONING STRATEGY

7N

BORN OUT OF A SPIRIT OF AMERICAN OPTIMISM

Jacob und Frederick Beringers unshakable foresyght, amlation, and
beliel Tueled their soecess, leading the brand through the Prohibition
and securing its hstorical spnficance and provenance. To this day,
the Beringer brand is rooted in the spirit of American optimism—
the resounding beliel that through hard work and dedication.

anvthnng 1s possible.

Today, Beringer Bros. Wine testifies to the brothers” endurig
[rontier sparit. This new collecton of pronecring wines carries on

thear legacy, acting with the spirit of a frontier whiskey.
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Vivarnus
Sed rutrum I n an age of uncertainty, it’s never been more
incidunt, ut
ue. Nullam
ais ulirices determine our future. Through fortitude,
I‘L::“fi*;“mt ingenuity, and a can-do attitude, we can bring a
2 elit ft dui better vision of tomorrow to fruition. We salute

i+ eget erat. the pioneers — the Beringer brothers in all of us

volatpat. In 8
woestas erc —— who refuse to settle or stand still, boldly

us sapien  defying conventions to bring their idea to life.

suere cortor . .
N et Where others might chase short term gain, we see

rdum et ac an opportunity to build an enduring legacy.
:;b:i:tium Beringer Bros. Bourbon Barrel Aged Wine is
s aliquer committed to become a master of our own destiny:
ac habitasse  We invite you to be your own.
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BRAND PLATFORM

Inspired by the pioneering spirit of
Jacob & Frederick, our wines possess
a bold flavor profile indicative of

the spirit of the frontier as well as
the bold attitude of the time.

This action inspires those in search
of a new frontier line, beckoning the

brave to ereate their own destiny.




We overcame the frontiers armed with optimism,

And it’s how we speak to the world.

We don’t need 1o oversell ourselves. Qur legacy runs deep,

s we let it ground our speech.
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We're a litthe rugged from the road. You'll hear it in our tone,

bt 3t never e dn s brash way,

Ay pioneers, we're more about the work, Less about the talking.
We cut straight to the point.
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CONSUMER INSIGHTS

)

PRIMARY TARGET: "THE CONNOISSEUR"

154+ Mule/emale wine consumers

* Core wine consumer, but also regulady imbabes other beverage aleobhol categories

e Wine-savvy. but not sunobiw

. .!I.-I.HHIL'I‘I and more trend Sstatus focused

* Revard themselves as conmotsseurs of ood and wine, and influential amouy ther peers
e Secking “badging opportunities” with their wine purchase

* livolved in the “brown sponts” category

* Learmme abrout and collecting whiskeys and bourbons

OCCASION

I{i'j.,l'-;il.u_-, it home alopie, od i'Hllil-Ii' I!'r'l.]‘-ii:l.l-_: at horme over dinmes

SECONDARY TARGET: "QUALITY ROUTINIST"

CONSUMER INSIGHT CULTURAL INSIGHT

'm always learnng about new things E o Selledetermmation hasn't been mony

thut 1 can share with my friends. t o pelevant than sinee the Amencan Frontier,

lignar s b bmigrrrat jmepmors nd- Pieo m werian i sbee 1768 lnovad imaen rm s oliem naee * P L AN o LT




PRODUCT & PACKAGING
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PRODUCT LINE

Our Beringer Bras. Bourbon Barrel Aged line has three bold varietals: Chardonnay, Red blend, and Cabernet Sauvignon.

Each are sourced exclusively from California appellations.

&= RO -i-i

L .
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CHARGIREE

CHARDONNAY

Aged 60 diays in Amencan Qak
Bourbon barrels, this hold and
unruly Chardonnay shows flavors
of buked Golden .||1I:||+".'-‘-, Livsted

almonds, and a buttery fimsh,

RED WINE BLEND

Aped A0 divs in American Qak
Bourbyon barrels, thas hold red
wine blend has (hovors of Black
cherry, toasted coconut and dark

caramel, with a smoky fimsh.

e A LI B TR N ol AT

CABERNET SAUVIGNON

Aged B0 days in American Ouk
Bourbon barrels, this Caliernet
Savvignon ends bold Mavors
of bluck cherry, toffee, dark

chocolate and rousted hazelouts,



Bisnar s e bmbrrad jmen s - T merstan § b 1R Lo ovnd tmvm o ot sl 120w
-

N
BARRELS
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Shipped to Caldornia from Kentucky, we take used bourbon
barrels and age our Bennger Bros. wines for 60 days, [nfosed
with the Havors of the spant. these charred Amencan Oak
Bourbon barrels impuart smoke. spnee, caramel, roasted nuts and

vanialla into our wines
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BOTTLE & WAX SEALS

CHARIMINNAY REIY RLENTY CAREENET SAUW GO

BOTTLE SHAPE WAX SEALS

Our bottles are gently fashmoned like whiskey bottles, A wax seal, emblazoned with the Boringer logo,

o further embody whiskey's look and feel 18 stamped @t the mouth of the bottle

e A RO e TR N ol W T



N
SHIPPERS

Jacob and Frederick Bennger, along with their winemaking
erew, stand proadly on our shipper image. When displayed
i-store. our shippers will make a bold visual statement wath

ity vintawe and adventurous look.

& PRI & (R MDD



VISUAL LANGUAGE




LOGO

The Beringer Bros. logo t5s emblematic of the bold, western sparit. It drazes

insprration from old wine labels and typography found on Beringer’s original stone walls.

BINCE 1878 ' PRIMARY LOGO

B E:]I R E M G EJ R Preferred logo, use in most cases i
_Fr:thllllliul- E Eb SJ I:u:':'i ':. X relation to the Beringer Bros, brand
L .) > 8

BOURBON BARREL AGED WINES

BINCE 1878 SINGLE COLOR LOGO

Bj E.l 3 Ir N_T G E.l R Use over backerouneds with low contrast,
Bl¥) Sudl| —— A [ A when primary logo shadow is illegilile
TLADEMARE OF E E @ S !qumuu_ Tk

BOURBON BARREL AGED WINES

BERINGER SMALL APPLICATION LOGO
s BROG s Use where dimensions in width are 0.75" 1.5"

BOURBON BARREL AGED WINES
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LOGO USAGE
M

Here, we vuthoe correct and mcorrect uses of the Bennger
Bros, loge, although it is not o comprehensive list, Alwayvs nse
approved electronie artwork and follow the wsage goidelines

it this document.

DO

» Use the logo in a consistent manner across all mediums
to estabhish and rexnforce the Beringer Bros. bhrand
» Muintain the clear space around the logo at the height of

the “Bourbon Barrel Aged Wines™ texi

DO NOT

* Stretch or distort the logo

* Remove any peart of the logo

* Place logo over a photo .t:-r complex backgrounds
¢ Cluange the proportions of the logo

» Recreate any part of the logo

» Cluange the spicing of any part of the logo

» Clunge the alignment of the lockup

» Show Hﬁriugﬂr Bros. on s own



TITLE FRAME 2

2/

The Double B Icon—zwith interlocking B's—
nods to the Beringer brothers’legacy and is

a major part of the overall Beringer visual DNA.
The icon can be found on the label, wax seal,

and shippers.

The aged paper background is used to add

charvacter and a 19th Century feel of the era.

The borders and frames are used as decorative
elements to rveflect the design style of the era

and add brand personality.
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TYPOGRAPHY
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The Berninger Bros, typography relies on bold, svintage expressons.

BR“TH Ens Bu I'u I oeder 1o maintain @ cohesive look across all commumnicitions,

our typography system has been priontized to the key typefaces on
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

thiy page.

Do

* Set fonts in primary brand colors

* Set headhnes i all caps

SIEI:.E.HC.E FAII; JNL
ABCDEFGHIJKLMNOPQRSTUVWXYZ E
I z 3 4 5 E 7 B 9 0 * Kern headlines helow 75

* Llse nepgative kerning

» Follow nse cases

* Lise leading Lielow the livwer ¢ ase hl'.i‘._ll'lll

+ Stretch or distort the fouts
Baskerville

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abedelghyklmnopqgrstuvwxyz

1234567890

A ATIAL LANCAGE - N2
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COLOR PALETTE

CMYK

Our primary color palette is made wp of Rusty Red. Gold, and Cream. Dark Briwen is wsed supportively in text.

Ff G o

HEX

PMS 185 U

PMS 872

PMS 168 U

(M), 95, 100, 00
(%, 25, 3, 3]
08,2 12

12, 48. 71. 70

239, 19, 56

159, 115, 77

224, 206, 170

bh. 51, 3l

333123

357114

el

1235011
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HISTORICAL PHOTOGRAPHY
TN

From in-stove displays to.soctal media posts, we use photography from owr archive to veinforce the Beringer Bros. legacy.

Examples of available assels include histortcal photos of the brothers and winery, which you can download from:

hitps: /7 www. tweassetlibrary.com/

g ﬁ-'l'mu.‘-:ll'l'll.'k L
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PRUODULT PHOTOGRAPHY
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These assets can be used ."-"H'af!{:__',":rarlrl" brand commumications, i a".'m'r."r.{s,{ welistle, JHramas, and advertising,

Dovenload l,l'.lj"rru'lf.l.r'f J,-‘.I.’l.'m"rr_,t_:.i‘}.fl.l'.l.l".";'_f,i;'u.i.r.',' J".I'fll'lll’n","rfu',=| . lrveasselhhrary.com/
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BRAND ACTIVATION
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The Beringer brothers chased down the frontiers, boldly going forward where
others didn't. “Spirit of the Frontier Reborn™ dually encapsulates the Beringers’
legacy and captures the essence of the Beringer Bros. wine. Here's how we'll

bring “Spirit of the Frontier Reborn™ to life in-store,
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BOURBON BARREL AGED WIKES
i,

Wask CARD &
MINTOCASE CARR
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BERINGER
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SFICKER

Point-of-sale creative should leverage existing Beringer Bros,
brand imagery for both launch and llow promaotions. Use
the Beringer Bros. logo and aged paper brand assets lor all -

il'l-"il,{]i'[' ACLIVALLOTLS,
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