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“Strategic Innovation”
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Play a different game, not playing the same game better.
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Strategic Positioning Map

What

How

Who

From C. Markides, 1997
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o Starbucks

The totality of the coffee experience.
The 3 place between home and work
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(Blue Ocean Strategy)
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= (Blue Ocean Strategy)

4 Action Framework
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Price Above-the-line Vineyard prestige Wine range Ease of selection
marketing
Use of technical wine Aging quality Wine complexity Easy drinkability Fun and

terminology adventure Nt



Traditional Wine Brands
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CHATEAL Chateau

R
Wosel-Sonc- Rumer LATOUR A POMERON, |«

Vintage APPELLATION POMEROL CONTROLEE Standard

1992er Wernkasfeler “Wadstube gy of Quality

Yualifdfewein mif “Pribikal

“Riesling Kabinelt - halblrodien- PP L e Fodor

{DF ml el ofugecatfitipng 2P Be ]*’ oMW PROPYIE TAIRE A POMEROL (GIHONDE | FRANCE Name and

Indicator

MIS EN BOUTELLES A LA PROPRIETE address

PRI VIO TN A DDLU - AN
Yolume Grape AP Number 2t - of me'
Producer Variety ( Allotted after Official Tests) Y. Propnetor

Producer Town/Sub-region
Vintage Bottled (Bereich)

Sweetness Level
Wineyard sh
Quality Classification i ¢
Wine Region Content ppe
Anbaugehiet
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[ yellow tail |’

CABERNET MERLOT
[ yellow tail ]

CABERNET 60% - MERLOT 40%

In the small Australian town of Yenda, the Casella family has been
making wine for generations. It is here that [yellow tail] was created
with a simple philosophy - to make great wines for everyone to enjoy.

This [yellow tail] Cabernet Merlot is everything a great wine should be
- vibrant, soft, rich and easy to drink.

Flavors: blackcurrants, berries and soft spice
Enjoy: with roast beef or when grilling out with friends

SWEET

PRODUCT OF AUSTRALIA - SOUTH EASTEHN AUSTRALIA www.yellowtailwine.com
PRODUCED BY CASELLA FAMILY BRANDS
IMPORTED BY DEUTSCH FAMILY WINE & srmns STAMFORD, CT. H |

To0mle r3utepol comnssueres N 15 A%

GOVERNMENT WARNING: (1) ACCORDING TO THE SURGEON GENERAL,
WOMEN SHOULD NOT DRINK ALCOHOLIC BEVERAGES DURING PREGHANCY

BECAUSE OF THE RISK OF BIRTH DEFECTS, ‘s j[CONSUMPTION 0F
ALCOHOLIC BEVERAGES [MPAIRS YOUR ABILITY TO DRIVE A CAR OR
OPERATE MACHINERY, AND MAY CAUSE HEALTH PROBLENS, v

S
2017
CRAFTED BY %\

CASELLA FAMILY
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