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“Feelings drive 85% of buying decisions.”

—pPauline Brown, author, Aesthetic Intelligence
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Hello!
If you're receiving this workbook, you have most like-
ly heard me speak about the importance of a well-

thought-out, or “well-faceted” brand.

| created this workbook to help you think through the
important facets of your brand. You may not have the
answers immediately, but as you ponder the answer to
each question, your vision will become clearer and the

details will fall into place.

Let’s get started....

YIS

W/

© Sara Nelson, 2026



A gem’s fate is decided in
the first few cuts.

After that, you're refining
the consequences.

(This is why gem cutters
obsess over planning before
they touch the stone.)
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THE 4 ROUGH CUTS

that will become the foundation of your

BRILLIANT BRAND



A Word of Caution

It's tempting to let artificial intelligence build your brand. It’s fast. It's inexpensive. And it can
look “good enough.” But before you go down that road, there are a few things you should
understand.

- Al builds designs by remixing other people’s work. You may get something that looks
nice, but it’s unlikely to be original, distinctive or truly memorable. At best, it blends in.

* Al does not deliver press-ready files. Printers, bottling lines and production partners
require specific file types with layers upon layers for each special effect. Al can’t supply that.

- Ownership is a gray area. You must be able to fully own your brand assets. With Al-
generated work, authorship and rights remain unclear—and that uncertainty puts your
brand at risk.

+ Al does not understand every facet of your brilliant brand. It works from the limited
prompts you provide. There’s no strategy, no positioning and no deeper foundation behind
the visuals it produces.

- Al doesn'’t consider real-world constraints. [t doesn’t account for budget, materials
or production realities. It doesn’t understand printing limitations, bottling line challenges
or cost implications. It will happily suggest ideas that only work if you're ordering an entire
shipping container of glass.

Your branding and packaging is the most important investment you will make in your
product. Make that investment with intention. Make it with clarity. Make it wisely.
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Facets of a Brilliant Brand

YOUR PRODUCT

ROUGH CUT
OF YOUR BRAND'S
POSITION

IDENTIFY
THE INTRIMNSIC
ELEMENTS

IDENTIFY ¥YOUR
PRODUCT

KNOW YOUR
IDEAL CUSTOMER

KNOW
WHO YOU ARE

The first four facets will uncover information that may potentially become the foundation for your brilliant
brand. While this questionnaire may feel a little invasive, understanding the situation in its entirety helps us
to craft a brand that is right for you and the market you serve. Here are the four facets:

« Identifying your product and what makes it special

« Identifying your ideal customer (sometimes called the “target audience”)

+ Who you are: What makes you tick? What makes you get out of bed in the morning?

Your passions and struggles?

« Intrinsinc elements like location, family involvement and history, career history.
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YOUR PRODUCT

The basics

Describe the wines you will produce. Will they be Bordeaux- or Rhone-inspired, delicate aromatic wines from cold

climates, obscure varietals, exploratory blends, non-alcoholic, low alcohol?

Will you produce estate wines, non-estate wines, or both?

Quality

Describe the quality and/or price of your product(s)?

When will people drink this wine? (i.e., daily, special occassions, nice dinners or give it as gifts)

Does it have a broad or narrow appeal?

What awards and recognition have you received (or do you aspire to)?
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Selling environment & considerations

Are your wines sold in a tasting room, online, small retail shops, mass retailers, restaurants?

What might your audience be feeling just before encountering your wines?

In which geographical areas will the wine be sold?

Will your wine be in distribution?

Is your wine created exclusively for restaurant consumption?

Do you have relationships that will make getting it placed easier?

Are there any other considerations that we need to take into account? (i.e., lightweight or unbreakable packaging,

wines sold from a portable tasting room, etc.)

Is there anything else you'd like us to know about your product?
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Raw product

What varietals (or blends) are you working with now?

What varietals (or blends) will you add in the future?

What beliefs or values drive your grape growing decisions?

Are your grapes grown using organic, sustainable or using biodynamic practices? Do you have or are you working toward

certifications?

Do you employ unique growing methods that others don't? (i.e., unusual canopy or irrigation management, etc.)

If you're buying grapes or juice from others, what are the driving factors behind your buying decisions?
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Winemaking

How would you describe your winemaking style or philosophy?

Do you employ unique winemaking processes that others do not?

What would you never compromise on in your winemaking?

Who is making your wines and what sets them apart?

What is the most prestigious award or recognition you've received?

If you haven't yet received awards or recognition, to what do you aspire?

© Sara Nelson, 2026



The desired experience

How can a customer access your wine?

What do you want the buyer to experience?

What do you want those drinking your wine to experience?

How will you (and your wine) improve their quality of life?

How does your customer interact while visiting your winery? (i.e., “college age girls, dressed in cute outfits order

sweet white wines, then spend much of their time taking photos for their social media”)

Your vision

Describe the emotional experience your wines will provide:

© Sara Nelson, 2026



What do you want your customers to remember long after the wine or the winery experience?

What will your operation look like in 10 years?

Is this brand being developed with the goal of selling it?
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DAVID

He’s pushing 60, but age is merely a data
point—not a limitation. An accomplished
endurance runner, he regularly tackles 50K
and 100K ultramarathons, traveling across the
U.S. in pursuit of the next starting line. When
he’s not racing, he hikes mountains, drawn to
elevation, challenge and the quiet clarity that

comes with both.

Adventure is a shared language in his marriage.
With his spirited wife by his side, he’s always
open to the next experience—whether that’s

a remote trail, a last-minute trip, or a long
table filled with friends. He’s a fantastic cook,
thoughtful and intentional in the kitchen,
appreciates quality ingredients and well-made

tools.

His taste is refined but never showy. He prefers
London-style gin, enjoys it properly, and

values craftsmanship over trends. He drives a
late-model BMW SUV—not as a status symbol,
but as a reliable, well-engineered companion
for long drives, trailheads, and cross-country

adventures.

He values authenticity, performance, and
design that earns its place. He invests in ex-
periences and products that reflect who he is:
curious, capable, and fully engaged with life.
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MADELYN

She’s a true girly girl, living through a beautiful-

ly curated Instagram and TikTok feed. Impec-
cable in appearance, everything about her feels
intentional—perfect hair, stylish clothing, afit,
polished presence, and a radiant smile with
pearly-white, perfectly straight teeth.

She’s a university student studying public
relations and photography, naturally fluent in
branding, aesthetics, and visual storytelling.
She wears a statement engagement ring, keeps
her jewelry minimal otherwise, and carries a
designer handbag stocked with $48 luxury lip
gloss and the newest iPhone.

She drives a red Mini Cooper and embraces

a lifestyle that'’s fresh, expressive, and aspira-
tional. She prefers sweet wine, chooses organic
foods, and cares about socially visible causes—
sustainability, ethical sourcing, women-owned

brands, and personal wellness.

Bright, accomplished, and well taken care of,
she moves through the world with confidence
and polish. Everything about her feels light,
intentional and undeniably radiant.

KIMBERLY & EVAN

Kimberly caught the travel bug as a teen. After
college, she spent several years in a corporate
role, saving aggressively before quitting her job
to travel the world—economically and inten-
tionally—for a full year. A few years later, she
shifted careers, becoming an airline stewardess
so she could continue exploring the globe as a

way of life, not a once-a-year escape.

Evan is a brilliant economist and investor
whose carefully built portfolio affords the
couple a life rich in freedom rather than
possessions. They don’t own a car, spend
thoughtfully day to day, and unapologetically
splurge on experiences.

Ethnic food? Absolutely. International festivals?
Yes, please. Hostels? Sure. Learn a new lan-
guage? Why not. Kids? Maybe someday.

Their lives are defined by curiosity, flexibility,
and a shared belief that the world is best expe-
rienced firsthand.



Facets of a Brilliant Brand

YOURIDEAL CUSTOMER

ROUGH CUT
OF YOUR BRAND'S

IDENTIFY
IDENTIFY YOUR POSITION THE INTRIMNSIC
PRODUCT ELEMENTS

KNOW YOUR
IDEAL CUSTOMER

KNOW
WHO YOU ARE

Knowing—truly knowing—your ideal customer allows us to define your voice, your visuals and your value.
If you're just getting started, | recommend identifying just one audience.

If you're an established winery, you may recognized that you are serving more than one distinctly different

audience. If that is the case, copy this section and complete it for EACH identifiable group.
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Demographics of your market

Who are the major employers in your area?

What is your customer’s age range? gender? relationship status?

Approximate income level or net worth

Ethnicity

Where do they live?

Do they have a second home?

What kind of homes? What kinds of neighborhoods? (be as specific as possible)

Is there a common occupation or category of occupation?

Socially speaking

How would you describe your ideal customer?

Describe your ideal customer’s friends?
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What does your ideal customer do for fun?

What are the wine drinking habits of your ideal customer?

What other beverages/substances compete with wine for their spending and their attention?

Wine-related behaviors

What problem is your ideal customer trying to solve with your wine? (i.e., show status, give a thoughtful hostess gift,

emotional escape, social media content, solve food pairing challenges, cut calories, add to their collection?)

Who will your wines appeal to—and why?

What story do they tell themselves about the qualities your product and the benefits it might offer?
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Lifestyle

Who does your customer entertain?

How do they entertain? (i.e., hosting galas, backyard barbecues, intimate dinners, in fine restaurants, etc.)

Where does your ideal customer gather with “their people”? (work, church, clubs, gym, conventions, etc.)

How do they dress, groom, eat and exercise?

How do they define “recreation” and “vacation”?

How do they relax?
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Do they have pets? If so, which animals and what breeds? Rescues? Purebreds? Favorite breed?

What do they drive? (either categories or specific makes and models)

What are their religious beliefs and do they have any bearing on their wine consumptions?

Passions
What is your customer passionate about? (sports, gaming, environmental issues, locally sourced food, fashion, their

alma matter, a specific breed of dog, etc)

What social problems are they most concerned about or involved in?
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What are their spending/investing/charitable giving behaviors?

What are they passionately against?
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Select an image of a person who represents your ideal customer and paste it here.

Then give this person a name. It can be real or ficticous, but it should be plausible.
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Facets of a Brilliant Brand

THE INTRINSIC ELEMENTS

ROUGH CUT
OF YOUR BRAND'S

IDENTIFY
IDENTIFY YOUR POSITION THE INTRINSIC
PRODUCT ELEMENTS

KNOW
WHO YOU ARE

KNOW YOUR
IDEAL CUSTOMER

Intrinsic elements of the brand are those things that you take for granted—your family history, previous careers, your
location, your well-respected name, or even shared experiences. It will likely seem like everyday “who cares” kind of

data. But often times, there are gems hidden in this undisturbed ground.
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Location & terroir

Where are you located? (be as specific as possible)

What metropolitan areas are nearby?

What are the nearby tourist attractions/activities and landmarks?

Are you located on a well-traveled road? If so, where are travellers headed?

Are you located within an AVA?

What makes your terroir special?
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Your place

Unique features of the your property? (fresh water spring, overlooking the deepest canyon in the PNW, views of both

Mt. Hood and Mt. Adams)

Are there features that are unique to your vineyard site? (unusual elevation, extreme location, killer view)

You and your family

How long have you been making wine?

How long has your family been making wine?

Current careers, former careers, notable accomplishments:
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Your history that might be relevant or interesting:

Family history that might be relevant or interesting:

What do you collect?

What do you enjoy doing as a family?

Any other information that is interesting or may be relevant:
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Facets of a Brilliant Brand

WHO ARE YOU?

ROUGH CUT
OF YOUR BRAND'S
POSITION

IDENTIFY
THE INTRIMNSIC
ELEMENTS

IDENTIFY YOUR
PRODUCT

KNOW
WHOC YOU ARE

KNOW YOUR
IDEAL CUSTOMER

Just as you need to really know your ideal client, you need to know yourself—what makes you tick. Why?
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Check the words that describe YOU then circle the top three.

Accurate
Adaptable
Adventurous
Alert
Agreeable
Ambitious
Approachable
Articulate
Artistic
Assertive
Aware
Balanced
Brave

Calm
Capable
Carefree
Caring
Casual
Cautious
Cheerful
Clean freak
Comfortable
Confident
Clever
Competent
Communicative
Contentious
Conscientious
Considerate
Conservative
Creative
Cultured
Curious
Decisive
Dedicated
Deliberate
Demanding
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Dependable
Detail-oriented
Diplomatic
Direct
Dynamic
Eager
Efficient
Energetic
Emotional
Ethical
Exclusive
Enthusiastic
Eccentric
Excitable
Fair

Fanatic
Feminine
Fearless
Firm
Flexible
Friendly
Funny

Fun

Formal
Frank
Generous
Gentle
Gregarious
Happy

Hard working
High-strung
Helpful
Honest
Humble
Imaginative
Impartial
Independent

Intuitive
Inventive
Intellectual
Introverted
Interesting
Integrity
Kind
Likable
Liberal
Logical
Loud
Lovable
Loving
Loyal
Mature
Modest
Nervous
Neat
Open-minded
Optimistic
Organized
Outspoken
Outgoing
Passionate
Patient
Persistent
Polite
Powerful
Proactive
Quiet
Quick-witted
Rational
Relaxed
Reserved
Reliable
Resourceful
Sarcastic

Sensible
Sensitive
Serious
Shameless
Shy

Silly

Sincere
Smart
Sociable
Snobby
Strong
Stubborn
Sympathetic
Timid
Tactful
Thoughtful
Tolerant
Trustworthy
Versatile



Your story

What is your story? How did you get into the wine business?

Do you have a spouse, kids, or pets? Are they involved in the winery operations?

Business partners: Who are they and what do they bring to the table?

What are your hobbies?
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Your values

What are your values?

What causes are you passionate about/support?

How do you spend you free time?

How do you spend/give/invest?

What drives you? What gets you out of bed in the morning?

What are your religious beliefs and do you envision them being incorporated into your overall brand?

© Sara Nelson, 2026



How would you describe your company culture?

Who you are NOT

What activities, organizations and causes do you avoid involvement with?(i.e., partnerships, being on boards, social

clubs, youth sports, video games, network television).

Suggested Assessment:
HowToFascinate.com

This simple online quiz will reveal remarkably accurate insight about your
personality and strengths. There won’t be any great revelations—just a
succinct articulation of what you already know about yourself. If you do this
and are working with our team to develop your branding, please forward a
copy of the results to me: sara@saranelsondesign.com

Cost: Approximately $60.
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Potential concepts/directions brand
At this point you have completed the FIRST FOUR rough cuts of your brilliant brand.

Either you or your design team can go through theses sheets with a highlighter looking for things that are unique,
quirky or memorable. Certain things will stand out and themes will begin to emerge.

If you're struggling to see what makes you unique, you may find that your designer is more objective.

You may need to ponder this for a while before moving on.
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Facets of a Brilliant Brand

YOUR UNIQUE POSITION

ROUGH CUT
OF YOUR BRAND'S
POSITION

IDENTIFY
THE INTRINSIC
ELEMENTS

IDENTIFY YOUR
PRODUCT

KNOW
WHO YOU ARE

KNOW YOUR
IDEAL CUSTOMER

v

IDENTIFY YOUR UNIQUE POSITION
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Select images of logos that you admire and paste here.
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Select images of wine labels (or packaging) that you admire and paste here.
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NAME YOUR GEM

because “Moissonite” s sexier than
‘man-made gemstone”



© Sara Nelson, 2026

Suggested Reading:
The Naming Book by Brad Flowers

This is a clear, grounded guide to how naming actually
works. The author breaks the process into practical,
intuitive steps to help you move from concepts to names
that are meaningful and memorable. It's about
understanding sound, story and audience perception.

5 steps to ereating brand and
product names that sell

BRAD FLOWERS




Facets of a Brilliant Brand

NAMING

| could write an entire book on this subject of naming your winery and your brand, but why
recreate the wheel? | recommend working through The Naming Book by Brad Flowers. It includes

exercises for creating brand and product names that sell, evaluating them and protecting them.

When you're through, ensure that the words you have chosen are ownable. For instance, “Liquid

Death” is so much more ownable (and memorable) than “canned water”.

| cannot over-emphasize the need to protect your brand or product names. Having been in this
business for 30 years, I've witnessed heartbreaking situations where a client loses their ability to

use their brand name because they failed to protect it.
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Telephone:
509.545.4584
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sarc nelson

DESIGN

Mailing Address: Design Studio:
P.O. Box 6006 4309 W 27th Place
Kennewick WA Suite B103

99336 Kennewick WA
99338

Online:
SaraNelson.com
info@saranelsondesign.com
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Thank you!

Thank you for taking the time to refine and polish the facets of Your Bril-
liant Brand!

My company, Sara Nelson Design, is located in Washington state’s wine
country, and serves clients throughout the US and abroad.

If you're building a new wine business, looking to make changes tor your
existing brand or packaging, or ready to develop a new brand, please reach
out to us. We welcome the opportunity to get to know you and explore the
idea of working together.

A final note... If, as you go through this exercise you find that there are

areas | have failed to address or aren’t working for you, | welcome your
feedback.
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