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WINE SHOPS
BRAND&DESIGN CONCEPT.
"JOIAWINE STORE"



Objective and composition of work

To create the brand which develops the Daily Wine culture and helps customers easily
select delicious wine in any price category.

Brand platform

- Market research

- Target group research
- Insight search

- Development of strategy
and positioning

Interior

- Space concept

development

- Merchandising concept

formation

- Trade equipment

development

- Navigation development

Identification
- Brand identity

development

- Brand verbal

identification
development

- Creation of printing and

presentation materials

- Adaptation and

introduction of
trademark style into
the store space



Market situation

A consumers entering a wine store today feel
confused. They can't orientate themselfs in
the endless range of wines. Shelves are
tightly filled with bottles, and in order to
reach one of them, a customers risks to drop
a part of the goods.

Examples of shelves in the stores
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Consumer barriers

Insufficient information

Customers don't understand how wines
differ from each other and why they
cost so.

Low-quality product

A consumer risks his/her health selecting
what he/she doesn’'t know much about.

Uncomfortable laying out

Bottles stand tightly to each other —
it is uncomfortable to examine them and
it is easy to drop them.

Good wine is an expensive thing

Majority of consumers do not suspect that
it is possible to buy good wine for a rea-
sonable price.

Waste of time

Products offered within an action are
standing at the most visible places.

It is difficult and takes much time to find
worthwhile wines.

Importunate personnel

Consultants are literally chasing
the customers and offer the goods, which
the store needs to sell.
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Logo

JOIA Wine Store brand concept is a wine travel, where you open new facets of taste. This
is expressed in the logo inspired by stylistics and aesthetics of the traveller's attributes, interior
design and arrangement of the shelves.
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Store space

To simplify the consumer’s way

to the delicious wine, the store space
embodies the Less Is More (LIM)
philosophy. This helps focus the
consumer’s attention on the main
thing: taste qualities, price segment
and geography.

Strong spirits zone

White wines zone
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Shelves
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Ives are located at different angles
[ ine well without fearing to drop it

[

fid 0648 DAL

il %
o
\

/

T

il

I TRAERA AT

) ‘.
l \
\7

( |

T
r—

|

_[

i

i

Tl

i

HARRIREY Ak

_[




. OPAHLUKS




Boxes and shelves for sets

Shelves for wine sets

Majority of wines is presented in authentic boxes as if they have been just delivered from other countries.
Such presentation supports the idea of the travel. Each box has fixtures for a bottle with a label —
the customer doesn’t need to get it in order to examine.
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A label will give a detailed account of the wine. It is convenient to collect them and to hand out to friends.
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wine store

HonuHa Jlyapsbl

LLlamMnaHb

Benbie copra KpacHsie copra Benbie copra Kpachie copra
@ WeHeH KabepHe ®paH, LWapaoHe MuHo Hyap,

(unun nuHo ae nyap) MuHo Hyap MuHo MeHbe
@ CoBMHbLOH lame

MuHo rpun KabepHe CoBMHbOH

Miockage Mponno

(unu menoH ge BypryHb)

WappoHe

Manbgsasns

Anb3ac

Benie copra
Pucnunr,
MuHo rpu,
Myckar,
esloputpaMmnnep

KpacHie copra

HDonuHa

PoHbI

@® bBypryHaus

Bensie copra

Kpachie copra

Benbie copra KpacHsie copra peraw 6naH, MuHo Hyap,
BuoHbe, FaCupa/lpexaw,
Wergoie paw:: Hyap. Pyccan/Mapcan Mypeeap/Cencome
X
® Bopao YN
/NEHTPAIIBHI:IM
OPAHUY3CKUN
COBMHbOH, KabepHe coBUHbOH, HPOBaHC
CeMunboH Mepro, . MACCHUB
Kabepte ®pa Benbie copra KpacHie copra
Kneper Mpenaw Hyap
Pone KapuHbsiH
peHaw bnax CeHco
CeMunboH Mypeeap
PyccaH Cupa
OHbY 6nan KabepHe coBMHbOH
Byp6ynenk
©® HOro-3anapg
Benbie copra Kpachbie copra
CoBUHLOH KabepHe dpan
CeMuUnboH KabepHe coBUHbOH
Miockapens Mepno OCTPOB
YHbu 6nan Occepya (kot, Manbbek) KO/JCV/KB
M TanHa
po MaHceHr Herper.

The map of each country shows the wine-making regions
with indication of the sorts of grapes which grow there.




Tastings and meetings
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A table for wine sets at events and meetings
turns into the place for wine and snack tasting.



Loyalty card







Guidebook
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Results

1. After 3 months of operation, the JOIA
Wine Store has become a popular store at
Petrogradskaya Side. People come here
not only to buy wine, but also to taste it.

2. Customers collect labels and share
them with friends. Thus, new customers
come to the store.

3. People get involved into the wine
consumption culture: they begin to take
an interest in various sorts and to know
much about them.

4. Customers have divided themselves into
several segments by consumption
frequency, but the greater part of them has
already become regular customers.

5. The store implements its plan
successfully. In this connection, the owners
are going to develop the chain and to share
their knowledge and good wine.
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