CAPICHE ¢ CAPICHE WINE

TYPES OF PROJECTS CREATED

Logo/Wordmark/Tagline Designs Displays, Placards, Nametags

Visual ldentity/Branding Handouts, Forms, Surveys

Graphic Identity Kit (Business Cards, Letterhead, * Powerpoints
Envelopes, E-Signatures, Labels, Big Business Cards) * Blog Posts
Flyers, Notecards, Postcards * Website Design & Development, E-Newsletters

ADDITIONAL DETAILS

Contact: Chris Cook, Owner/CEO | Client Since: 2011 | Websites: capiche.us | capiche.wine
chris@capiche.us | 541.601.0114

Description: When Chris came to me to develop a visual identity after first launching Capiche, we already had a successful history
of collaboration on creative projects, including marketing, publications, ads, television spots, billboards, and online content. Chris had
supervised me in her role as Executive Director of Marketing and Communications at Southern Oregon University while | was serving
as Director of Communications, so it was natural for us to find an opportunity to join creative forces after both of us had left SOU and
established our own businesses.

Chris had involved me in the branding discussions from the outset, and | was present at the planning session when she selected
the name Capiche. When designing Capiche’s logo, we chose the owl as its avatar to convey the wisdom, decades of expertise, and
scientific research underlying Chris’s rigorous approach to branding, marketing, organizational development, and coaching. We
established a visual identity, designed her graphic identity package, created a range of publications, and developed her website. We
also designed a MailChimp template and regularly write blog posts for capiche.us.

In 2015, we did a modest rebrand, tweaking the hues of her color palette to up the sophistication and adding new accent colors.
These changes were reflected in the new website we developed to reflect Capiche’s evolving brand. We also incorporated a new illustra-
tion style (infographics integrating her color scheme) to reinforce Chris's data-based methodology.

Affiliate Site: In 2017, Chris launched her affiliate site, capiche.wine, for services focused on wine marketing and PR. We retained
the capiche.us color scheme to communicate the relationship between the two; while capiche.us had olive green as its primary
color, the deep plum became capiche.wine’s primary color. This distinction was reflected in the logo variations, business cards, let-
terhead, e-signatures, publications, and MailChimp templates as well. We kept the same primary typeface but also introduced a new
font with elegant capitals and script variations appropriate for the wine industry she was targeting as her audience. The two visual
identities overlap yet are easily distinguishable.

Samples: Please see separate Capiche Visual Identity Guide for samples of Capiche publications, website screenshots, e-newsletter
usage, and the graphic identity kit.

Comments by Chris:

“Please know how much | value you and feel fortunate to be working with you. :-)” “It’s beautifully written—thank you so much! It’s nice
to be able to rely on someone to be consistently VERY good. :-)”

“They came in last week and THEY ARE GORGEOUS. They feel and look delicious. THANK YOU!!”
“It turned out remarkably well. | love working with you!”

“Thanks for all your attention to detail, Melissa. This is shaping up to be an exquisite site!”
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GRAPHIC IDENTITY PACKAGE

(BUSINESS CARDS, ENVELOPE, NAMETAG, ¢/ RETURN ADDRESS LABEL)
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Chris Cook President & CEO

capiche.us

chris@capiche.us
541.601.0114

Y
Branding, Culture, & Coaching
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Chris Cook Wine Marketing Consultant

capiche.wine

chris@capiche.us
541.601.0114

CRY

Wine Marketing

Capiche
1275 Neil Creek Road
Ashland, OR 97520




GRAPHIC IDENTITY PACKAGE
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GRAPHIC IDENTITY PACKAGE

(E-LETTERHEADS & OVERFLOW PAGE, E-SIGNATURES)
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SAMPLE PUBLICATIONS

(FLYER &7 REGISTRATION FORM)

Wine Marketing Workshop with
Chris Cook & Robert Trottmann

Sponsored by Southern Oregon Wine Scene

ADDITIONAL SPONSORS: ROGUE VALLEY WINEGROWERS )CIATION UTHERN OREGON
WINE \ V T FOR WINE E TION
RESEARCH | KISTL NDSCAPE ARCHITECTURE

Monday, March 13,2017 | 9 am—1 pm | Ashland Hills Hotel
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Brand Strategies

IMPLE The more details we provide, the more vaguely we communicate

EANINGFUL Must emphasize something that matters to our target audiences

CCURATE Must truly describe our product :
EINFORCED Strategic business decisions must reinforce the brand strategy %
ANGIBLE Must exhibit brand in clear ways in every customer experience =]

The Difference Between Branding, Marketing & Sales

The BRAND is the sum total of all existing associations with your company and products.

You MARKET your brand with a combination of PR, advertising and customer relations—this paves the way for SALES.
PRindludes awards submittals, social media, getiing published in magazines and other media exposuire you don't always have control of the messaging).
Advertising s paid—whether print, TV, radio or online (you have complete control of the messaging).
Customer relations comprises your interactions with customers at every level—especially in your tasting rooms, at events and on the phone.

SALES happen in your lasting rooms, i restaurants, retail stores and through distributors

Chris Cook | 541.601.0114 | chris@capiche.us | Ashland, OR 97520 ' eapiche.us
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Brand Strategies

IMPLE The more detals we provide, the more vaguely we commurnicate 5 £

EANINGFUL  Must emphasize something that matters to our target audiences g {;;:;
CCURATE Must truly describe our product g w
EINFORCED Strategic business decisions must reinforce the brand strategy ::. ? i%
ANGIBLE Must exhibit brand i clear ways in every customer experience 3 =

The Difference Between Branding, Marketing & Sales

The BRAND i the sum total of all existing associations with your company and products,

You MARKET your brand with a combination of PR, advertising and customer relations—this paves the way for SALES.
PRindludes awards submittals, social media, getiing published in magazines and other media exposuire you don't always have control of the messaging).
Advertising s paid—whether print, TV, radio or online (you have complete control of the messaging).
Customer relations comprises your interactions with customers at every level—especially in your tasting rooms, t events and on the phone

SALES happen in your lasting rooms, i restaurants, retail stores and through distributors
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Registration for Wine Marketing Workshop
with Chris Cook & Robert Trottmann

Monday, March 13,2017 | 9 am—1 pm | Ashland Hills Hotel

via PayPal ( ) or by mailing a check to:
Capiche, 1275 Neil Creek Rd., Ashland, OR 97520

$90 per person or $75 prior to February 10 (nonrefundable)
Mail or email the following registration information:
Attendee name
Address
Job title
Employer
Cell phone

Sponsored by Southern Oregon Wine Scene

ROGUE VALLEY WINEGROWERS ASSOCIATION | SOUTHERN OREGON
WINERY ASSOCIATION | TRAVEL SOUTHERN OREGON | OREGON TRUST FOR WINE EDUCATION &
RESEARCH | KISTLER SMALL + WHITE ARCHITECTS | KENCAIRN LANDSCAPE ARCHITECTS

Chris Cook | 541.601.0114 | chris@capiche.wine  Ashland, OR 97520 | capiche.wine



WEBSITES (CAPICHEUS £/ CAPICHEWINE)
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WHETHER YOURE A WINERY,
TASTING ROOM, WINE SHOP OR
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ADVANTAGE WHEN YOU ALIGN
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Your brand must be rooted in reality with
room to reach toward the future. s your
culturein syne with your brand?

Successful companies walk thetalk

Capiche coaches individuals,teams and
organizations to maximize their potential
by discovering and aligning their brand and culture—and spreading the word in a meaningful way to create

zealous fans!
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E-NEWSLETTER TEMPLATES (capicHEUS
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Capiche clears up the confusion around branding

apiche & live your brand

Branding is all the buzz and has been for some
time, but branding can be confusing. What
exactly is a brand? And how do you come up with
your brand?

Let me answer by saying what a brand isn’t.
President and CEO of
’ Capiche, Chris Cook is a
Your brand isn’t your logo, your colors, your ooy
fonts, or your website. These are simply leadership coach focused on
reflections of your brand. Furthermore, you don’t ~ happiness, culture and
living your brand.
“come up with” a brand-you uncover it. It’s
what is real, honest, and believable about your
organization or product. * &

* &
* x

It’s your DNA.

Abrand also is the sum total of all associations
made with an organization or product. It’s the WHAT PEOPLE
good, the bad, and the ugly—the attributes that ARE SAYING
" . ABOUT CHRIS
are called to mind when one thinks of your
organization or product. “Chris was an integral part
of our rebranding at Mt.
. Ashland. Chris took a
Every organization/region has existing brand SRt Gtk ot
associations it wants to emphasize, maintain, and forced us to dig deep to
understand what our
even possibly lose. Brand development moves You  commanity ski area really
from your current brand to your desired brand. was at the core. Chris
expertly facilitated the
And to be successful, your desired brand must be process that started with
in sync with your values, vision, passion, and crafting a ‘ONA
Statement'a reflection of
purpose. who we are and who we
want to become. Her ability

Differentiation and to help us remove our

historical blinders and seek

Integration the deeper details was so

There are two key principles of brand General Manager, .
development: differentiation and integration. :

d Ski Area

« Differentiation suggests that the only
sustainable market position is one in which
you are offering something significantly
different from and better than your
competitors. These differentiators must
evolve from current brand associations and ¢ ACHING WORKS
be infused into the customer’s experience JUST ASK!
in real ways to be credible. .

as my clients move forward
Only through research can we can identify an through coaching. Are you

. Looking for more out of Life?
organization’s current brand Call 541.601.0114 or email
associations and relevant differentiators—along me today to schedule a free

with understanding client/customer needs and Sple session snd see ir
coaching s right for you.
perceptions.

« Integration means all marketing
communications and activities reinforce the
same core differentiators. In other words,
integration requires that the organization is
using one clearly defined voice across the
board and up and down the line.
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What IS a brand, and how do you find yours?

apiche @?
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What’s Brand Got to Do
with It?
President qnd CEO of

Branding is all the buzz and has been for some Capiche, Chris Cook is a
time, but branding can be confusing. | hope to marketing and PR
) = y consultant focused on
clear things up with this post. helping wineries increase
sales. She brings over 30
What’s the difference between the Napa Valley years!@xperience fn
3 ‘marketing to Oregon’s
brand and the Willamette Valley brand? Both are  growing wine industry.
internationally renowned, but what sets one Combining ey, expertiss i
s Y branding with her love of
apart from the other? What about wine regions entrepreneurship, Chris
like Southern Oregon with an emerging brand? Or ~ helps wineries find their
8 3 voice and reach their
others (which | won’t mention) with a weak or audience.

even negative brand?

On a producer level, what'’s the difference
between the Cupcake brand and the Chateau
Margaux brand? And what happened to the
Merlot brand after the movie Sideways?

All good questions, but first you're probably
asking what exactly is a brand? And how do you
come up with your brand? .
WHAT PEOPLE
Let me answer by saying what a brand isn’t. SAY ABOUT CHRIS
“I have been collaborating
Your brand isn’t your logo, your colors, your with Chris Cook on a range
- of creative projects—
fonts, your label, or your website. These are et eraes,
simply reflections of your brand. Furthermore, marketing collateral, ads,
ot ith” branding, and graphic
you don’t “come up with” a brand—you uncover e o e L am
it. It’s what is real, honest, and believable about always impressed by her
clarity of vision, crisp
your organization or product. commanication syte, astute
observations and thoughtful
It’s your DNA. guidance. She is a delight to
work with, and the process
is not only exceptionally
effective but also fun!” —
made with an organization, region, or product. Melissa L. Michaels,
3 President & Creative
It’s the good, the bad, and the ugly—the Director, Michaels &
attributes that are called to mind when one Michaels Creative, LLC

thinks of your organization or product.

A brand also is the sum total of all associations

Every organization/region/product has existing
brand associations it wants to emphasize,
maintain, and even possibly lose. Brand
development moves you from your current brand
to your desired brand. And to be successful, your
desired brand must be in sync with your values,
vision, passion, and purpose.

Qe Qrew Qv @+t @ ronas

Copyright © 2018 Capiche, Al rights reserved.
You are recelving this email because you signed up for blog notifications at our website.

Our maiting address is:
i

Capiche.
1275 Nell Creek Rd.
Ashland, OR 97520

Add us to your address book

cribe from this list upd ription preferences







	Capiche-Cover-Sheet.pdf
	Capiche-Visual-Identity-Guide-Electronic.pdf

