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CASE STUDY: HOW A CARBON FOOTPRINT
AUDIT LED US TO A $95 BOX OF WINE



THE SELF-ASSESSMENT



THE SURPRISE FINDING: PACKAGING





THE COMMENT THAT MADE ME RECONSIDER



HOW WE MADE THE CASE TO RETHINK BOX
WINE



AND WHAT A RESPONSE! 



AND IN THE MEDIA



SOLD OUT IN FOUR HOURS



Lessons we think we learned
− Customers want to be inspired by the choices of the 

companies they support.

− The wine media is focused on sustainability and 
excited to write about advances.

− The American wine consuming public is more open 
to alternative packaging than ever before.

− A winery’s relationships with its fans can be used to 
educate as well as sell (and they’re complimentary). 
DTC is where most innovations will start.

− Everybody loves a good underdog story.
− But… the infrastructure is still largely DIY.



Minimizing Your Carbon Footprint:
New Approaches to Packaging Driven by Eco-Responsibility



DTC Packaging Trends

Other includes aluminum bottles, pouches, kegs, mason jars, plastic bottles, growlers, tubes, and can 3 packs.

Bottle Box Can Other

2018 99.82% 0.00% 0.03% 0.16%

2019 99.43% 0.00% 0.33% 0.24%

2020 96.21% 0.00% 3.61% 0.18%

2021 95.25% 0.10% 4.51% 0.14%

2022 YTD 97.55% 1.22% 1.03% 0.20%
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DTC Damages by Packaging Type

Volume (liters) Damages (liters) Loss Rate

Bottle 1,268,535 6,644 0.52%

Box 13,176 111 0.84%

Can 14,998 119 0.79%
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B-Liv: Building an Organic Wine 
Brand from the Ground Up

WINE EXPO 2022

PETER ALLEN
Sr. Executive Director, Client Services
Affinity Creative Group



Wine You Can Believe In

— B-Liv 2022 Campaign OVERVIEW

Campaign Overview

KEY BRAND ELEMENTS
+ Organic Grapes
+ Sustainable Farming Practices
+ Carbon Neutral Ecosystem

AFFINITY’S MISSION
+ Bring the proposition to life….

online and in store,

TAGLINE



Scope of Work
+    Key Brand Visual
+    Dedicated Micro Site
+    Clear Communication
+    Interactive Elements
+    Drive Interest & Engagement
+    POS Carry Over to Retail

— B-Liv 2022 Campaign SERVICES



— B-Liv 2022 Campaign KEY VISUAL



— B-Liv 2022 Campaign Micro Site SCROLL DEMO



— B-Liv 2022 Campaign INTERACTIVE ELEMENTS. us.blivwine.com

http://us.blivwine.com/


— B-Liv 2022 Campaign POS MATERIALS

On Premise Activation
+ Neckers
+ Shelf Talkers
+ Displays



Q&A: Thank you!

PETER ALLEN

Sr. Executive Director, Client Services

peter@affinitycreative.com

415.793.1871

IN CONCLUSION 
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