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Introduction

Digital

Creative

This document helps maintain coherence across 

every part of Unsworth Vineyards. Adhering to 
these guidelines streamlines our work, maintains 

our brand integrity, and provides our 

audience familiarity at every touchpoint.

Remember that these are only guidelines, and 
situations will arise that are not covered here. Let 

the information in this document—plus a 

little common sense—guide your creative choices.

When in doubt: come back to basics. Focus on 
what makes Unsworth Vineyards special.

Brand guidelines are an 

instruction manual or rule book 

for how a brand communicates.

Brand

Public Relations

Voice & Tone
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Positioning Statement

For Canadian Pinot Noir 

devotees, Unsworth is 

the acclaimed Cowichan 

Valley producer.

Continuing a 15-year legacy of uncompromising 

winemaking, Unsworth has welcomed explorers 

and locals alike to experience the region’s most 

distinguished wines through site-specific selections 

and the flagship Cowichan Valley blend.



Never Compromise

On vision, is on quality

Sweat the Details

Each barrel, each blend, each place 

setting, and each relationship.

Have Fun

With the team, with our friends in the 

Valley, and with our community

Unsworth is committed 

to quality wine, friendship 

and family.

Values



Goals

Uphold & Amplify 

Brand Equity

Further build Unsworth’s iconic status 

among Cowichan Valley producers

Drive quality while pushing volume on 

Cowichan Valley Pinot Noir

Embrace inclusive marketing via quick 

digestible storytelling

DTC Consumer 

Awareness

Harness the power of high potential DTC 

consumer base

Drive deeper engagement among 

longstanding consumers

Generate excitement and interest in 

graduated on-site offerings

Use DTC consumers as brand 

ambassadors to build next generation of 

UV consumers

Celebrate and leverage Dan Wright’s 

leadership and vision

Introduce new vineyards and our Sub-GI 

to maintain sourcing strategy

Define and execute on forward thinking 

community building strategies

Activate on cross-generational 

opportunity

Focus on Future 

Growth 



Commitment to Community

• Through Cowichan Wineries Society and 
Wine Island Growers Association, Unsworth 

plays a critical role in helping support our 

wine growing community.

The Flagship: 

Cowichan Valley Pinot Noir

• For more than 10 years, Unsworth has 

taken a reserve winemaking approach to 
the Cowichan Valley Pinot Noir

• Pinot Noir lovers discover not only Unsworth, but 
the entire region through this wine

• A classical expression of the Cowichan Valley 

and an emblematic representation of 

Unsworth winemaking
• A textural experience from start to finish

• Inviting you to enjoy now, or save for 
years to come

Distinguished 

Cowichan Valley 

Vineyards & Growers

Distinguished Vineyards

• Unsworth sources from the region’s 
most distinguished vineyards

• Saison Vineyard

• Sunnydale Vineyard
• Zanatta Vineyard

• Wines from these eminent sites 
showcase each one’s distinguishing 

textures and flavor profiles

Regional Exploration and Expression

• Unsworth wines represent the diverse 
Cowichan Valley main soil types

• Wines focus on reflecting the unique 

stamp of terroir from each vineyard

Legacy

Founder, Tim Turyk

• Tim Turyk and his wife, Colleen, founded 
Unsworth Vineyards in 2009.

• The Turyk family previously owned a 

commercial fishing company in BC.

Cowichan Valley Pinot Noir Pioneer
• Tim built his legacy by trusting and empowering 

the team he hired, not realizing the impact he 

would soon have.
• Unsworth Vineyards is heralded as an early 

champion of the region’s promise

Winemaker, Dan Wright

• With a history in biochemistry and winemaking 
allover the world, Dan is now rooted in 

Cowichan.
• Today, he grows Unsworth’s relationships with 

growers across the Cowichan Valley.

Content Pillars

Commitment to Community

• Our commitment to sustainable practices in 
the winery and vineyard positions us as 

stewards of the land

Commitment to Community

• Vancouver Island’s Cowichan Valley is our 
heartbeat and our home, from the coast to the 

mountains to our own backyard Estate



Saison Vineyard Pinot Noir

$75  | 200 cases

Cuvée de l’ile

$50  | 60 cases

Saison Vineyard Pinot Gris

$30  | 425 cases

Sunnydale Vineyard Rosé

$32  | 100 cases

Unsworth Vineyard Pinot Gris

$32 | 600 cases

Petit Milo

$28 | 150 cases

Sauvignette

$28  | 100 cases

Auxerrois

$29  | 250 cases

Symphony

$35 | 400 cases

Ovation

$27 | 200 cases

Cowichan Valley Pinot Noir

$39 | 1,000 cases

Cowichan Valley Chardonnay

$35  | 250 cases

Pinot Gris

$27  | 1500 cases

Allegro

$26 | 1000 cases

Rosé

$28  | 2000 cases

Charme de l’ile

$30  | 1500 cases

Charme de l’ile Rosé

$30  | 1500 cases
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Unsworth Story

2011 20152012

Unsworth Tasting Room & 
Terrace opens.

Renovations commence on 
turning the old farmhouse into 

a third party operated 
restaurant.

Dan Wright joins Unsworth. 
The first Charme de l’ile is 
released.

The first vintage of 
Cowichan Valley Pinot 
Noir is made.

Unsworth plants 10 acres 

on the estate vineyard.

Construction of the winery 

commences.

Tim Turyk sells Unsworth to 
Barbara Banke and Julia 
Jackson.

The New Vineyard land is 

purchased.

Cowichan Valley becomes an 

official BC VQA Sub-GI

2020

Dan Wright becomes 
head winemaker.

2016

The Restaurant At Unsworth 
Vineyards opens.

The first vintage of a reserve 
tier Pinot Noir is made.

The concept of Charme de l’ile 
is born.

2014 2018

First vintage bottling of 
Saison Vineyard Pinot Noir

2022

Viticulturist Felix 
Egerer joins 
Unsworth.

The New Vineyard is 

planted.

2009

Turyk family purchases the 
estate which would become 
Unsworth Vineyards



Our Consumers
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• Age: 28-45

• Household Income: $150K+

• Education Level: College+

• Other Interests:

• Travel, food, entrepreneurship, entertaining, dining 

out, sustainability

• Wine Education:

• Takes pride in their wine and regional knowledge

• Crave details on wines and winemakers

• Most likely to explore new varieties/brands

within a known region

• Active interest in wine

• Less confident with wine lists

• Other:

• Places more value on experiences. 

• Saves special bottles of wine for celebrations

• Seeks out limited edition products, like to feel their 

purchases are unique in some way

True Collector

• Age: 50-70

• Household Income: $150K+

• Education Level: College+

• Other Interests:

• Travel, food, entrepreneurship, vacation home, 

entertaining, dining out

• Wine Education:

• Thoroughly understands wine region and nuances

• Willing to explore older vintages

• Tends to purchase several of one wine rather than 

one of several types

• Active interest in wines

• Invested in wine storage options

• Other:

• More loyal towards select number of brands

Target Personas

Source: Wine Intelligence

Luxury Explorer



DTC Consumer Sales Data

All Active Buyers Active Club
Non-Club / AA

(Active L18M)

Customers 2474 741 1759

Average Age 56.11 57.48 54.76

Top 4 

Regions

Island – 66.56%

BC – 19.94%

ALB – 5.38%

OTHER – 8.12%

Island – 76.79%

BC – 16.01%

ALB – 4.1%

OTHER – 2.7%

ISLAND – 62.18%

BC – 21.67%

ALB – 5.86%

OTHER – 10.29%

Average Total 

CLV
553.03$ $1670.00 $302.70

Average CLV 

by DTC 

Channel

Tasting Room: $

Direct: $

Club: $

Ecomm: $

Tasting Room: $

Direct: $

Club: $

Ecomm: $

Tasting Room: $

Direct: $

Club: $

Ecomm: $

Average 

Order Value
$190.94 $287.13 $169.85

* As of December 2023



Community Supported Restaurant

DTC Membership Programs

Cellar Club

• Wine Offerings

• Members receive first access to Unsworth’s portfolio of single vineyard 
Pinot Noirs.

• Shipments

• Shipments are in April (and November for Collector Club Members). Each tier 
receives a flat shipping rate based on destination. 

• Tastings
• Members receive four complimentary Unsworth Tasting Experiences at each visit 

and enjoy member savings on our elevated tasting experiences. 

• From October to March, we offer CSR members 

prepaid meals at a preferred fixed rate. 3, 5, and 10 x 3 
course meals at The Restaurant at Unsworth 

Vineyards to use at their leisure during the 21-week 

period. Each dinner is valued at $85 and includes tax 
and an 18% Gratuity

• The rotating weekly 3 course menu is designed to 

keep locals coming back during the winter months and 

allows the culinary team to feature creative techniques 
and local ingredients for future menu testing.

Subscription, Trilogy Signature

• 10% savings

• 1 shipment in April
• $100/3months

• Pickup only.
• Gift from Unsworth with 

each pick-up

Collector

• 10% savings

• 2 shipments, April and 
November



Personality

Mature with a youthful spirit

Embodies power and warmth

Nurturing

Real/Uncensored

Self-Assured

Gracious

Smart and Focused

*and a little goofy

Brands with

Vision

Staying Power

Community Involvement

Vancouver Island Ties

Associations



Unsworth Vineyards

Cowichan Valley Pinot Noir

COWICHAN VALLEY VQA

SRP $39 | 1,000 cases

Averill Creek Vineyards

Pinot Noir

ESTATE GROWN. NON-VQA

SRP $34 | ?? cases

Emandare Vineyard

Pinot Noir

ESTATE GROWN NON-VQA

SRP $40 | ?? cases

Kutatas Wine

Patricia Bay Pinot Noir

SAANICH PENINSULA NON-VQA

SRP $45 | ?? cases

Competitive Set Cowichan Valley / Wine 
Islands Pinot Noir



Voice & Tone
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Brand Voice

We are an acclaimed Cowichan Valley boutique producer of vibrant 

and layered Pinot Noirs, grounded in a more than a decade legacy of 

uncompromising winemaking with a dedication to farming. We are 

about creating a welcoming community of explorers and locals alike 

to experience distinguished Cowichan Valley vineyards through site-

specific selections and our flagship Cowichan Valley blend. We are 

self-assured in everything we do but never at the risk of alienating 

consumers. We aspire through our wines, tasting room, and all our 

content to create joy, share laughter, and lift our community.

Unsworth Vineyards is a brand 

centered on effortless elegance and 

connection. 

Inviting

Self-Assured

Positive

Uncompromising



Unsworth Vineyards is

Honing Voice & Personality

Cordial

Sure

Chill

Accommodating

Cliquey

Arrogant

Cheerleader

Unyielding

Inviting

Self-Assured

Positive

Uncompromising

Not Far Enough Just Right Too Far

• Grounded, but not rustic

• Gracious, not obsequious 

• Polished, not slick

• Warm, not invasive

• Timeless, not trendy

• Serious, but sometimes goofy

• Wise, but young and spirited

• Smart, but able to make a joke



Characteristics & Applications
Characteristic Description Do Don’t

Inviting While our estate is in the Cowichan Valley, we consider the 
Unsworth community inclusive of all who love our vibrant and 
layered wines, no matter where they live. We love hosting people 

at our slice of heaven in farm country and welcoming new 
community members near and far into the Unsworth family.

• Use welcoming language and show warm photos 
of our staff, elegant tastings, picnic area and 
views

• Express excitement at seeing people at the 
estate or hearing from them by email//social

• Assure people they can be part of our community 
and enjoy our wines wherever they are via warm 
content showcasing our wines outside the tasting 

room in peoples’ lives

• Just talk about Unsworth, our people, and our 
wines; rather, aim to have a conversation with 
the reader

• Assume the reader lives on Vancouver Island 
or show Island content only

• Depict the Unsworth community as an overly 
exclusive group to which it is difficult to gain 
access

Self-Assured Our founder, Tim Turyk, built our brand from the ground up, often 
as the only person in the office. He established relationships with 
growers to champion dedication to quality wines and defied 

skeptics when he and others created a celebrated Vancouver 
Island signature sparkling wine ‘Charme de l’ile’.We continue to 

promote Tim's vision with conviction and confidence. We’ve 
earned our stripes, honor our humble beginnings and the 
community that helped us to grow into who we are today – the 

same people who will stand at our sides throughout our bright 
future.

• Talk openly about our relationships with different 
growers and what their vineyards bring to the 
wines

• Talk openly and enthusiastically about Dan’s 
vision and current/future projects

• Talk openly about Felix’s dedication to 
regenerative agriculture and responsible farming

• Conceal the fact we work with different growers 
or give opinions that one grower is superior to 
another

• Use exclusive language
• Forget to mention Tim

• Lose sight of Dan and the great things he is 
doing to evolve Unsworth while maintaining its 
legacy core

Positive At our core, we believe wine is meant to be shared and a unique 
catalyst to create human connections. We apply this mindset to 
the communities around us and prioritize philanthropic initiatives 

to lift up our neighbors.We also bring levity and joy into our days 
working amongst a dedicated team in our Tasting Room, Winery, 

and Restaurant.

• Laugh, be positive, be hopeful, crack jokes
• Show moments of human connectedness
• Acknowledge issues impacting our communities 

and how we can and do help
• Emphasize how wine has the power to bring us 

together and create memories and bonds

• Be standoffish, negative, pessimistic or leave 
readers out of the joke

• Be shy about showing our work in the 

community but don't brag either
• Talk about wine as "mom juice“ or an empty 

commodity; we're more sophisticated than that

Uncompromising We're committed to carrying on all that Tim has built and will 
continue to the put in the hard work every day to safeguard his 
legacy. This manifests in hours and hours around a blending 

table and ensuring our club members are alerted when a new 
vintage of their favorite single vineyard Pinot is releasing. Our 

vision for Unsworth is over a decade in the making and we will 
evolve without ever comprising this foundation.

• Talk about what we do and why we do it; sweat 
the details

• Talk about the risks we've taken

• Talk about our grower relationships
• Explain how our blending trials are a labor of love

• Discuss how Dan is a mentor to other Cowichan 
winemakers and how he embraces the 
painstaking winemaking process.

• Ignore our commitment to quality, grower 
ties, blends, community projects

• Assume people know the Unsworth story and 

the risks Tim has taken over the years
• Ignore our growers in our content; rather, 

highlight them when the situation calls for it
• Get into technical blending details; just note 

that it's painstaking and detailed



How it applies to content:

Inviting:

Our welcome mat extends far.

We welcome locals and explorers alike to join our community. We 

do this by inviting people to our events – at our estate, on the road, 

and virtually. We draw people in with explanations of how our 

wines convey a sense of place, and we aim to inspire people to 

form connections over a bottle of Unsworth Vineyards Pinot. 

Positive: 

Wine has the power to create 

human connection. 

Self-Assured:

We have a proven record of acclaim, 

and there's more to come.

 

Uncompromising:

to our friends.  

Being founded by a family with no previous experience in the wine industry to 

becoming the most iconic winery in the Cowichan Valley is not something we 

take lightly. We're confident in explaining what, how, and why we do what we do 

– always tying it back to our vision. We've earned our reputation and take pride in 

it throughout our communications.

Great scores and the percentage of new French oak might reflect a 

wine's quality, but our focus is ultimately on the human element and 

creating positive connections. People who love Unsworth see 

themselves in their fellow drinkers. We aim to inspire and grow those 

connections and keep them going.  

While we've no doubt achieved a level of success, we will never stop working hard 

to carry out Tim’s legacy or to earn your trust. We're not afraid to show our efforts 

in our content – whether we give thanks to Colleen for sustaining Tim through the 

early financially lean years in the fishing industry or for the espresso machine in the 

winery lab. No matter what it takes, even if it's 1000 sample vials on the table to 

blend, Dan is going to make the wine we envision for you.



Channel Description Example

Web Because our audience extends far and wide, our website is the central place for people to dive deeply 

into Unsworth Vineyards. Our tone here should be its truest form and reflect our voice: inviting, self-

assured, positive, and uncompromising. 

In 2009, Tim and Colleen Turyk founded Unsworth Vineyards 

in the Cowichan Valley. Bringing to life their new shared vision 

of hard work unyielding commitment, the pair built a reputation 

for vibrant, layered Pinot Noir, and community leadership 

throughout the valley.

Email A similar tone to our website, but more conversational and always driving toward a call-to-

action. Sales focused emails should present as an invitation to enjoy our wines.

Spread some holiday cheer and deepen your knowledge of the 

Cowichan Valley with a single vineyard Pinot Noir! Saison 

Vineyard is sourced from a special vineyard in our hearts and 

brought to fruition by our passionate and hard-working 

winemaking team.

Social This is the place where our language can be the most relaxed, but we are never slangy or crude. 

Social is a place where we can inspire/invite with our views/elegant tastings, making people feel they 

are with us on the farm, even then they’re not. Here we are an advocate for the community and 

educate about our vineyards and Sub-GI and the importance of terroir.

Cozy up this fall to an unforgettable tasting experience led by 

your knowledgeable, dedicated team. Enjoy a relaxing tasting 

as you soak in our inspiring views.

Print Tone should change based on the publication or application of print copy. When in doubt, go back to 

basics.

n/a

Our voice is inviting, self-assured, positive, and uncompromising. 

Our overarching tone is warm, confident, uplifting, and determined. Our tone is not exclusive, insecure, cynical or indecisive. Our tone is how we express our 

inviting, self-assured, positive, and uncompromising voice. It changes based on who we are talking to and where we are talking to them.

Tone by channel



The view of rolling hills

Tasting Room & Terrace

Gardens

Original Farmhouse

Cowichan Valley

The Restaurant at Unsworth Vineyards

Estate vineyard

Culinary Garden

Vibrant, layered, youthful

Approachable early, yet 

ageworthy

Uncompromising quality

Acclaim

Vineyard-designates

Cowichan Valley blend

Pinot Noir

Chardonnay – exciting

100% destemmed

12 months, 15% new 

French oak

Hand harvested/sorted

Tim and Colleen Turyk

Dan Wright

The entire Unsworth crew

Keywords

Check out these automatic replies 

that our estate host and wine club 

manager set for their OOO:

“I decided to escape to The West Coast 

Trail this weekend. I genuinely don’t have 

service.”

“I am currently either out fishing or 

foraging for mushrooms around Cowichan 

Lake.”  

. 

A few glimpses of 

our voice/tone:
Our Estate Our Wines The Family

Chosen for proximity to Shawnigan Lake in the 

heart of farm country

Multiple clones within a single vineyard

Destination Restaurant with expansive patio



Grammar

We strive to be clear and 

consistent. Be concise, 

but never at the risk of 

omission. Actively avoid 

confusion. Be serious 

but not formal. 

• We refer to ourselves as Unsworth Vineyards always for the first instance.

• Contractions. They are fine, just don't use them excessively.

• Comma Usage. We aim for understanding and simplification. We use the Oxford comma 

to avoid any chance of confusion.

• Punctuation Marks. Semi-colon, if absolutely needed. Exclamation point, yes but don't 

overdo it; we really have to mean it! We use and over &. We want to be sincere and 

down to earth, and punctuation helps us do that.

• Capitalization. We use title case and sentence case capitalization. If you’re writing a 

sentence, use sentence case capitalization. If you’re writing a headline or product name, 

opt for title case. We also capitalize grape varieties, like Chardonnay. Avoid erroneous 

capitalization at all costs.

• Emojis. We love it on others, but not on us.

• Phone numbers use periods (012.345.6789) and emails are lowercase 

(oxford@comma.com)

• A variety is a grape, like Cabernet Sauvignon. A varietal is an adjective used to 

describe a wine made from a single variety, like a varietal bottling of Cabernet 

Sauvignon. Varietal can also be used as a noun when specifically referring toa bottle of 

wine or item using only one variety, but that is less common. It's okay to shorten it to 

"Pinot" in the right context (when the purpose is connecting with our audience).

When in doubt about anything else, 

defer to AP style.

mailto:oxford@comma.com


Public Relations
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Media Strategy

Primary Angles

• Dan Wright setting the bar for Cowichan Valley Pinot Noir

• Cowichan Valley regional collaboration

• Cowichan Valley Pinot Noir as an icon of the region

• Chardonnay and Cuvée de l’ile as Dan’s new chapter for 

Unsworth

• The estate as an inviting, iconic destination

Target Outlets

Focus Wines

Media Outreach

• Cowichan Valley Pinot Noir

• Saison Vineyard Pinot Noir

• Cowichan Valley Chardonnay

• Cuvée de l’ile

• Charme de l’ile

• Top tier scoring publications

• Wine publications (consumer)

• Lifestyle publications

• Travel and tourism publications

• Critic tastings

• Ongoing story pitching

• Profile pitching

• Tourism pitching 

• Media visits to the estate

Deliver media content that acknowledges the past and future Unsworth legacy, highlights the 

quality of the iconic portfolio of wines, and positions the estate as a must-visit destination.



Media Execution



Media Execution 

– Historical



Acclaim

Cowichan Valley Pinot Noir

• 90 pts – 2021 Gismondi on Wine

• 92 pts – 2021 Wine Align

• 92 pts – 2020 Anthony Gismondi

• 91 pts – 2019 Wine Align

• 90 pts – 2019 Anthony Gismondi

• 90 pts – 2018 Anthony Gismondi

• 91 pts – 2018 Wine Align

• 90 pts – 2017 Anthony Gismondi

• 90 pts – 2016 Anthony Gismondi

Cowichan Valley Chardonnay

• 92 pts – 2020 Anthony Gismondi

• 90 pts – 2020 Wine Align

• 90 pts – 2019 Anthony Gismondi

HISTORICAL ACCLAIM

Saison Vineyard Pinot Noir

• 90 pts – 2021 Wine Align

• 92 pts – 2021 Anthony Gismondi

• 93 pts – 2020 Anthony Gismondi

Rosé

• 91 pts – 2022 Anthony Gismondi

• 90 pts – 2021 Anthony Gismondi

• 91 pts – 2021 Wine Align

• 90 pts – 2020 Wine Align
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Primary Logo Single Color



Other Logos Single Color



Unsworth Icon

Single Color

When used on its own, the initials icon should stand apart from the rest of the 

design–either within abundant negative space, centered on the design, or in 

the bottom right corner as a sign-off to the document.



Logo + Icon Misuse

Do not change the color of the 

logo outside creative standards

Unsworth Icon should always be 

in black, or white depending on 

application

Wordmark should be always 

unobstructed

Do not rotate

Do not crop. Logo should always include 

full text of Unsworth Vineyards without 

brand approval

Do not stretch or squash



Color

Main Colors

Accent Colors

HEX

#3C382F

CMY

0/7/22/76

Very Dark Grey

Pantone ###

HEX

#821010

CMYK

0/88/88/49

Dark Red

Pantone ###

HEX

#FFFFFF

CMYK

0/0/0/0

White

Pantone ###



Photography
Beyond capturing “Cowichan aesthetic” use all 

opportunities to highlight ownable elements

- Restaurant Patio

- Pond View

- Garden

- Architecture

- Dan’s relationship with team

- Strength in community

Warm

Timeless

Layered/ Selective Focus

Mature

Intimate

Personal

Inviting

Candid

Authentic/unfiltered

Rich

Lush natural colors

Crisp/sharp

Secondar

y

NOT

Corporate

Trendy

Slick

Overexposed

Desaturated

Serious

Flirty/Coy

Moody



Photography

Estate

Beyond capturing “Cowichan aesthetic” use all 

opportunities to highlight ownable elements

- Restaurant Patio

- Pond View

- Garden

- Architecture

- Rolling hills

- Vineyard topography from winemaker POV

Warm

Timeless

Layered/Selective Focus

Mature

Intimate

Inviting

Authentic/unfiltered

Rich

Lush natural colors

Crisp/sharp

Secondar

y

NOT

Corporate

Trendy

Slick

Overexposed

Desaturated

Overly serious

Flirty/Coy

Stiff



Photography

Individual Portraits

Candid images of individuals during 

the course of their day. While working, 

resting, thinking, playing. Meticulous 

in their work, but don’t take 

themselves too seriously. 

Warm

Timeless

Layered/Selective Focus

Mature

Intimate

Personal

Inviting

Joyful

Authentic/unfiltered

Rich

Lush natural colors

Crisp/sharp

NOT

Corporate

Trendy

Slick

Overexposed

Desaturated

Overly serious

Flirty/Coy

Stiff

Moody



Photography
Team

Candid images during the course of 

the day.  Capture the strong, natural 

relationships between team members. 

Meticulous in their work, but don’t take 

themselves too seriously. 

“Many hands make light work”

Warm

Timeless

Layered/Selective Focus

Mature

Intimate

Personal

Inviting

Joyful

Authentic/unfiltered

Rich

Lush natural colors

Crisp/sharp

NOT

Corporate

Trendy

Slick

Overexposed

Desaturated

Overly serious

Flirty/Coy

Stiff

Moody



Photography

Experience

Consumers serious about wine, but 

enjoying themselves. Minimal styling, 

focused on the wine and the 

experience.

“Be our guest”

Warm

Timeless

Layered/Selective Focus

Mature

Intimate

Inviting

Authentic/unfiltered

Rich

Lush natural colors

Crisp/sharp

NOT

Corporate

Trendy

Slick

Overexposed

Desaturated

Overly serious

Flirty/Coy

Stiff

Food/flowers

Recognizable faces



Photography

Package Beauty

Wine bottles within the Unsworth 

experience. Minimal styling, focused 

on the wine and the environment.

Warm

Timeless

Layered/Selective Focus

Mature

Intimate

Inviting

Authentic/unfiltered

Rich

Lush natural colors

Crisp/sharp

NOT

Corporate

Trendy

Slick

Overexposed

Desaturated

Overly serious

Flirty/Coy

Stiff

Food/flowers



Typography

Primary Typefaces

The primary fonts used for Unsworth  

are Crimson Pro and Playfair Display.

Both fonts have a variety of weights and 

styles providing options while designing. 

*EXCEPTIONS

• Packaging–see mechanicals

• Email and PowerPoint

• Use Baskerville and Interstate 

as PC friendly replacements







Label Design

• The heraldry elements are aligned with the Unsworth family crest. 

The back label colour indicates tiers (e.g., the single vineyard 

pinot noirs and cuvée de l’île are in black). Each element is a nod 

to our tie to the place Marjorie Unsworth introduced the Turyk 

family to.

• Simple black and white were chosen for our Flagship Cowichan 

Valley wines as it conveys casual elegance and a traditional, 

timeless aesthetic.

The Unsworth label exists today 

closely aligned with when it was 

originally envisioned by Tim 

Turyk:



Execution

Packaging

Capsule Color

Shipper Details

Cowichan Valley Tier Single Vineyard Tier

Black Capsule

Cardboard Upright 12pk Shipper

Red Wax / no capsule

Cardboard Upright 12pk Shipper



Execution

General Marketing 

Materials

Wine list pages

Wine Information Sheet

Vineyard Map



0123456789

lore@example.com

159 Street Name 

Execution

Acclaim & Info 

Material

Menu Ad

Hours Ad

Acclaim Shelf Talker

Digital



0123456789

lore@example.com

159 Street Name 

Execution

Advertising

Advertisements should rely on 

stunning, large, full-bleed photography 

with minimal copy to showcase our 

Unsworth estate or product. 



Execution

Wine Club

Banner

Icon

Wine Club Email



Execution

DTC / Tasting Room

Tasting Menu

Available Wines

Tasting Mat



Execution

Restaurant

Menu

Tasting Menu

Wine List

Drinks

Dessert

Feature Sheet



Videography

Video is an important and impactful medium to effectively 

tell the story of Unsworth, most importantly to draw in our 

audience and develop a greater sense of community and 

personal relationships with our team.

Title Card Example

Video



Digital

2 0 2 4 U N S W O R T H  V I N E Y A R D S B R A N D  G U I D E L I N E S

Website

Email

Key Platforms

Consumer Digital Footprint

Editorial Themes

Execution



Website

The Unsworth website is scheduled to 

relaunch in FY24.

This section will be updated with a 

complete style guide at that time.



Email

The Unsworth email 

communication is comprised 

of targeted templates.

ENEWS CLUB CLUB CONT.

These examples show the current state 

of Unsworth emails.



Email

Email Standards

Email Fonts



Email

Email Standards

Colours



Email

Email Standards

Header & Footer

HEADER FOOTER



Key Digital Platforms

*as of May 2, 2023

Key hashtags

#unsworthvineyards

#therestaurantatunsworthvineyards

@unsworthvineyards

4.6K followers

@unsworthv

Discontinued
@unsworthvineyards

5.9K followers

WEBSITE

TOCK

YOUTUBE

GOOGLE BUSINESS

TRIP ADVISOR

https://www.unsworthvineyards.com/

https://www.exploretock.com/unsworthvineyards | https://www.exploretock.com/therestaurantatunsworthvineyard (need to add the s)

n/a,

https://www.google.ca/maps/place/Unsworth+Vineyards/@48.6602979,-

https://www.tripadvisor.ca/Attraction_Review-g499155-d6942906-Reviews-Unsworth_Vineyards_Tasting_Room-

Mill_Bay_Cowichan_Valley_Regional_District_Vancou.html

https://www.exploretock.com/unsworthvineyards
https://www.exploretock.com/therestaurantatunsworthvineyard


Device

Consumer Digital Footprint

SOURCE: Google Analytics as of December 12, 2023 (YTD)

TABLET

3.8%

DESKTOP

39%

MOBILE

57%

Mobile

IPHONE

81%

ANDROID

16%IPAD

3%

Browser

SAFARI

52%

EDGE

3.3%

FIREFOX

3.42%

SAFARI IN APP

1.76%

CHROME

39.6%

OTHER

0%



Editorial Themes
Lifestyle

As you journey to Unsworth, an 

extraordinary feeling of comfort and 
elegance emerges. Our photography is 

centered in that same feeling by coupling 

lush, heightened aesthetics with relaxed 
and informative language.

Community

Our commitment to quality wine, 

friendship, and family is the ethos of 
our community. Our wine uniquely 

fosters connections amongst our 

team, members and visitors, often 
captured naturally and candidly.

Dan Wright, The Team

As the Unsworth legacy continues with 

Dan Wright at the helm, we will showcase 
his depth as a winemaker and the leader 

of our crew. The entire team embodies 

high energy, and we will continually
highlight their spirit.

The Restaurant

Our wines are the perfect close to great 

food. Not always required to have a 
bottle shot, the synergy of food and wine 

and casual elegance at The Restaurant 

At Unsworth Vineyards is something to 
celebrate.



Execution - Layout

Graphic overlays

When using logos (Unsworth, events/partners, 

Tock, etc.) logo should small, simple and contrast 

from the background image.

*Unsworth examples unavailable. Examples from 

Penner-Ash

Graphic content

• Brand fonts used are Crimson Pro and Playfair 

Display

• We want the image to be the star

• Link, location, and mention stickers should be 

non-invasive

• Add featuring details if we know what wines will 

be at the event.



Execution - Layout

Acclaim

• Call out rating and/or quote in contrasting colour 

to ensure it pops off the visual

• Add reviewer, website, and month/year of review 

beneath score in smaller font, let the score shine

• If logo is used, it should be one color, if possible.

• *Unsworth examples unavailable. Examples from 

Penner-Ash*



Execution – Post Copy

We use beautiful, yet concise storytelling language 

to articulate a feeling of home to all our followers 

and fans. Whether someone is an aficionado or a 

novice, they can receive the message.

Abbreviations, emojis, and internet slang should 

be kept to a bare minimum, however, enthusiasm 

is rampant in our dialogue.

We match the energy of commentors on posts 

with a grateful tone.



T H A N K  Y O U

Sales & Marketing

Chris Turyk

Contact
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