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This is a toolkit to provide 
you with the knowledge 
and tools to promote and 
sell the Babich brand 
most effectively.
It ’s important to us, that you – our partner – are as close to our brand 
identity and our brand story as we are. This is a toolkit to provide you 
with the knowledge and tools to promote and sell the Babich brand most 
effectively. For any questions, guidance, or bespoke requests  

Please contact:

Hayleigh Dickison | Marketing Executive
hayleigh@babichwines.com

Nicole Lees | Head of Marketing
nicole@babichwines.com

INTRODUCTION
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Josip Babich (founder) came to New Zealand from 
Croatia as a 14-year-old in 1910, with no money, not a 
word of English, never to see his parents again. He worked 
in the Northland gum fields and planted the first Babich 
vineyard in 1912. Raised in grinding poverty, his only chance 
to improve his circumstances was by emigrating to join his 
older brothers in the “New World”. 

In New Zealand, first on the gum fields and then breaking  
in land at Henderson Valley, he prevailed through tough 
times. Three generations on, the family has a passion for  
winemaking as a way of life and have forged a successful 
domestic and international business with Marlborough wines 
as its cornerstone. 

Josip’s legacy continues to guide the business today. A love 
of wine and family. A vision for the future and to produce 
nothing but excellence. To share and to enjoy – but these 
gains can only come from honest hard work, a care for the 
land and a care for the people. These are the things, we at 
Babich Wines, will never lose sight of.   

We are family owned.

OUR STORY 1916

Josip Babich

Established in
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OUR FAMILY

Celebrating over 103 
years of New Zealand  
family winemaking. 
Peter, Joe, David and André Babich have more than 146 years 
combined experience in the wine industry and it is this 
experience put together with passion from their team that 
puts Babich Wines in a league of its own. 

The small, close-knit Babich Wines management team 
also includes highly experienced sales and marketing 
specialists whose commitment to quality New Zealand 
wine is as passionate as that of the Babich family.
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New Zealand’s most experienced 
family owned winery.

OUR FAMILY
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Our winemaking philosophy is simple. We seek out 
superior vineyard sites in the right regions, and plant 
them with the ideal grape varieties chosen to match 
the land and the climate.

VINEYARDS AND WINERIES
1

2

3

 

 

 

AUCKLAND

HAWKE’S BAY

MARLBOROUGH

13 estate owned vineyards  
(520 hectares) spread across 3 of 
New Zealand’s best winemaking 
regions. 80% of the fruit in our 
wine comes from our vineyards 
– we control the quality.
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KEY MESSAGES

1. We are a family brand   
2. We are a global brand 
3. We pursue consistent high quality

KEY MESSAGES
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1.  New Zealand’s greatest wine story.
2. 100% family owned and operated since 1916, celebrating 103 years.
3. New Zealand’s most experienced family owned winery.
4. 13 estate owned vineyards, 520 hectares, 1,286 acres. 
     High land ownership means we control the quality.
5. A modern, premium brand with excellent brand support.
6. Large enough to serve wine lovers internationally, producing stylish,  
     fine, award-winning wines of a consistently outstanding quality;  
     small enough to provide bespoke customer service in the trade.
7.  Wineries in both Auckland and Marlborough and  
     own bottling facility.

WHY BABICH?
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MARLBOROUGH SAUVIGNON BLANC

What makes our 
Marlborough Sauvignon 
Blanc so great?
1. Our vineyards are widely spread across the Marlborough region so 
we have the ability and flexibility to choose from differing wine 
characteristics to assemble the blend.

2. We control the yield in our company vineyards so that quality is 
the driver of our grape growing husbandry rather than quantity.

3. Experienced viticulture and winemaking team together with a state of 
the art production facility means that when the crop is at an ideal level of 
maturity we have the capacity to harvest it quickly.
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Our Toolkit
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TONE OF VOICE

Who we are
Babich Wines is New Zealand’s most experienced family-owned 
winery. Three generations of the Babich family have shared a 
passion for winemaking as a way of life; we are a global export 
business but have never lost sight of the importance of family, 
farming and the winemaker’s craft. 

Brand personality 
and tone
Our brand personality is a genuine reflection of the
family and the business. As a brand, Babich Wines is
approachable, friendly and knowledgeable. We are serious 
about wine but always good humoured, with a smile. 

We are a modern classic, a premium brand that is proud of 
its heritage but not held back by it. We respect our trade 
and retail customers, because without them we would have 
no business. Our aim is to be seen as an aspirational 
New Zealand wine brand that others look up to.

The way we speak
Our communications should always use clear, confident  
language that honestly reflects who we are:

• We are self-assured but not arrogant.
• We are down to earth and authentic.
• We are proud of New Zealand but never parochial.
• We are generous and share our wine expertise.
• We have a wry and gentle sense of humour. 

We never communicate 
in a way that misrepresents us 
or excludes our customers:
• We DO NOT talk about wine in an elitist, obscure way.
• We DO NOT use colloquial language that excludes a 
      global audience.
• We DO NOT boast or brag about our achievements.
• We ARE NOT laugh-out-loud funny.
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LOGO

PRIMARY SECONDARY

NO CREST
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LOGO COLOURS
BLACK GOLD WHITE



LOGO IN USE
CLEAR SPACE CONTRAST MINIMUM SIZE

B

B

B B

Please do not place the logo over busy photographic 
backgrounds. Thank you.

Use the ‘B’ from the logo for a 
minimum clear space guide.

Please do not use the logo and background colour 
combinations that have low contrast. Thank you.

X

X

30 mm
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COLOUR PALETTE

Oyster Background

Used as a base for  
layouts at 70% opacity

Gold Foil Texture

Used in lettering,  
lines & crest

Charcoal

Pantone  446 C
CMYK   10 0 5 90 (90% tint)
RGB   76 83 84
HEX   4C5354

Pantone  4515 C
CMYK   31 31 69 2
RGB   180 162 105

Pantone  2169 C
CMYK   45 10 0 10  (90%)
RGB   156 189 211
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TYPOGRAPHY

HEADINGS

Ideally keep headings short when
using Snell Roundhand, or Mrs Eaves
small caps. Use Mrs Eaves sentence
case for longer headings.

Use the Open Type All Small Caps
feature for this font, instead of basic
uppercase.

PRIMARY FONT STACK SECONDARY FONT STACK

SUB HEADINGS

Tracking: 100 Tracking: 200

BODY COPY

Use for body copy in text heavy
documents, data tables, and terms
and conditions.

Snell Roundhand 
Black

MRS EVES OT  
ROMAN ALL SMALL CAPS

G E O R G I A
R E G U L A R  U P P E R C A S E

Mrs Eves OT Roman Georgia Regular

Calibre Light Arial Regular
Arial BoldCalibre Regular

Calibre Medium

Calibre SemiBold

17



TYPOGRAPHY

A NEW ZEALAND 
WINE EXPERIENCE

Fly across the Pacific with us to experience New Zealand, the 
home of Babich Wines. Includes return flights for two to Auckland, 

Marlborough and Queenstown, 7 nights accommodation,  
private winery tours, NZ$1,000 spending money, lunch with the  

Babich family and more.

Terms and conditions apply.

EXAMPLE

Snell Roundhand Black

Mrs Eves OT Roman

Calibre Regular
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COLOUR & TYPOGRAPHY IN USE

OYSTER BACKGROUND Used with typographic layout and photographed products.Primary background.

A NEW ZEALAND 
WINE  

EXPERIENCE
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COLOUR & TYPOGRAPHY IN USE

GOLD FOIL TEXTURE Highlight is brighter for dark backgrounds

Highlight is knocked back for light backgrounds

Evident when masking a word or shape

Gold is only used as a foil, or as a 
photographic texture, never a flat 
CMYK colour.

Use for typographic embellishment, 
ruled lines, and logos.



GRAPHIC DEVICES - OVERVIEW
CREST TAGLINE

LOCKUP

LOCKUP WITH CREST

BABICHWINES.COM

BABICHWINES.COM
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GRAPHIC DEVICES - CREST

LIGHT VS DARK

Please note there are 3 versions 
for different types of background 
colours.

The contrast and highlights of the 
gold have been adjusted for these 
backgrounds.

PLACEMENT

Placement of the crest, while still
considered and aesthetically pleasing,
should not feel mathematical or align
perfectly with other elements.

It should have more of a natural feel,
as if it had been stamped there by the
hand of the craftsman.

When placed over or under type, the
words should remain comfortably legible.

IT WAS A GOLDEN RUN FOR  
OUR WINES IN LAS VEGAS.
Our wines have been lighting up the Las Vegas strip, with three double golds, two golds and one best in show, 

just some of the recognition our wines received at WSWA. Thank you to everyone who judged and enjoyed  
our wines at the 75th annual Wines & Spirits Wholesalers of America Convention.

BABICHWINES.COM BABICHWINES.COM

SELL BABICH WINE AND

CHOOSE YOUR

experience
OWN

Where does  
experience take you?

15:24 | LOS ANGELES
NEW ZEALAND’S MOST EXPERIENCED  

FAMILY OWNED WINERY

BABICHWINES.COM

TEN OF OUR

BUT DON’T TAKE  
OUR WORD FOR IT.

USA’s Wine Advocate delivers their verdict 
on these outstanding Babich wines.

Placement of crest on tagline may
vary slightly depending on use and
contextual layout.
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GRAPHIC DEVICES - TAGLINE
LIGHT VS DARK

Please note there are 2 versions for different 
types of background colours.

The contrast and highlights of the gold have 
been adjusted for these backgrounds.

The tagline may appear with or 
without the crest.
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BRAND POSTERS



BRAND POSTERS
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POS EXAMPLES
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POS EXAMPLES
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IMAGE LIBRARY
Babich Wines has photos, videos, brand 
materials and print collateral available for 
use for our trade and media partners.

imagelibrary.babichwines.co.nz

Please contact Karen at 
karen@babichwines.com 
for login details
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SOCIAL MEDIA IMAGE TEMPLATES
FACEBOOK / INSTAGRAM - 1200x1200 pix TWITTER - 1024x512 pix LINKEDIN - 1280x731 pix
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We can provide you regularly with fresh 
content and images for yours and your 
customers social media.

Please use the crest on images as 
shown on this page.



VIDEOS
We have a selection of short videos for 
social media, on premise TV’s, staff training 
etc available on request. These are listed 
below. From our library of footage, we are 
able to create bespoke videos.

30 Second Videos: 
1.  Family 
2.  Future Generations 
3.  Debt 
4.  Excellence 
5.  First Export 
6.  Future 
7.  Secret Ingredient 
8.  Unique  

Other Videos: 
1.  Marlborough Sauvignon Blanc
2.  Sustainability & Organics 
3.  Full Story 
4.  Short Story
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BABICHWINES.COM

JOIN THE CONVERSATION  
@BABICHWINES


