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Yellow Tail updates branding to
stand out in competitive wine
market

Australian wine brand refreshes logo and labels to attract attention
amid rising popularity of canned cocktails among younger

consumers
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Yellow Tail, the well-known budget-friendly Australian wine brand, is updating its
branding for the first time since its launch in 2001. This change comes as the wine
industry faces challenges, with younger generations opting for trendy canned cocktails
over traditional wines. The new branding, featuring a refreshed kangaroo logo and
clearer product labels, will be available in the U.S. starting June. The update aims to
help Yellow Tail stand out in a crowded market, reminding consumers of its once-

innovative, approachable branding.

When Yellow Tail first appeared, its playful and simple design was a breath of fresh air
in @ market dominated by serious-looking wine labels. The brand's strategy focused on
making wine accessible to everyone, with easy-to-read labels that highlighted essential
information like grape variety and brand name. This approach was part of the "Blue

Ocean strategy," which involves finding a unique niche in an existing market. However,



as more brands like Cupcake Vineyards have entered the market, standing out has

become more challenging.

Yellow Tail's new design maintains its iconic elements while enhancing them for better
recognition. The brand name is now positioned above the logo for easier identification,
and the labels feature increased color contrast to catch the eye. Short flavor
descriptions have been added to each blend, maintaining the brand's tradition of
accessibility. The kangaroo mascot, known as "Roo," has also been updated. His design
is now bolder and more dynamic, with rounded back, defined outlines, and simplified

shapes, giving him a more animated appearance.

The brand's representative, Nutt, explains that the refresh aims to enhance the design
without losing its distinctiveness. In a competitive wine market, strong branding and
shelf presence are crucial. The changes are subtle but noticeable, intended to make
Yellow Tail more recognizable to consumers. However, the rebrand seems more like an
effort to regain consumer attention rather than a complete repositioning to attract a

new audience.

As the new branding has not yet launched in the U.S., it remains to be seen how
consumers will react. Despite the changes, the wine industry faces significant
challenges in convincing customers to choose wine over popular alternatives like spiked
seltzer or non-alcoholic beer. Yellow Tail's updated look may help it stand out, but it will
take more than a refreshed design to shift consumer preferences back to traditional

wine.



