


Tone of Voice



This is a guide to help us maintain a consistent 
and on-brand voice everywhere we speak. 
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Overview

Our Brand Persona

Brand Persona
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Think of our brand persona  
as a character LMM embodies; 
someone who represents  
our voice.
It’s a representation of our personality, and a guide for how we should 
speak and behave in the world. 

It’s a helpful way to ensure everything we say is tonally appropriate 
for the brand.

Brand Persona
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Brand Persona

Our Brand 
Persona
Louis M. Martini is a 
Revered Authority.
We have the ultimate combination of 
knowledge and know-how. Paying homage 
to what once was, but always looking 
forward and finding new ways to elevate the 
craft of Cabernet. 

We savor the chance to share our wisdom 
with the world, but always do so discreetly. 
Our quiet sense of refinement makes us as 
stylish as we are substantive.    

Warm and inviting, but always confident. 
We don’t need to win anyone over—people 
immediately recognize there is something 
special about us and want to be part of it. 
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Overview

Storied

Confident

Warm

Considered

Our Voice
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Storied
Confident
Warm
Considered

Our voice represents 
the spirit of our brand as 
much as the product or 
visual identity.
It’s about creating a common voice and connecting the 
spirit of our brand to the language we choose to use. 

As such, our tone of voice was born from our brand 
universe and brand persona.

OUR VOICE IS...
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Our Voice



Storied
We’ve been in Napa Valley for eighty-five 
years and we’ll stay here for the next one 
hundred years and beyond—aging well and 
continually striving for excellence. We speak 
with experience; mixing old world tradition 
with a new world spirit.

•	 We showcase our heritage, craftsmanship and expertise.  

•	 We speak eagerly and aspirationally about what 
matters to us.  

•	 We speak to our passion for making amazing wine—
yesterday, today, and tomorrow.

Our Voice
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COPY THAT WORKS 
From cold-soaking lots to early-
morning harvesting, we’ve fine-tuned 
our process for generations to ensure 
quality of the highest level.

WHY IT WORKS
It nods to the past, while focusing on present; highlights 
heritage, craft, and expertise. Gives details that highlight how 
we strive to make the best Cab.

 

Storied
COPY THAT DOESN’T 
Nothing compares to savoring a glass  
of superb Cabernet as you gaze out onto 
the valley from which it was made.

WHY IT DOESN’T
This leans too much on clichés. It sounds boastful without 
detailing our heritage, craftsmanship, or expertise. 

Our Voice

10All images internal use onlyTone of Voice



Confident
We know we make exceptional Cabernet 
Sauvignon and we stand by it. We speak with 
a bold, easy confidence that showcases our 
deep expertise.

•	 Speak with clarity and assurance, not arrogance.

•	 Use vibrant, striking words to build a story and showcase 
our wine.  

•	 Avoid hyperbolic descriptions.

Our Voice
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Confident
COPY THAT WORKS 
Since 1933, we haven’t just made wine, 
we’ve changed the way wine is made.

WHY IT WORKS
We make a bold statement that we back up with details that 
give insight to our brand. It’s just enough information for it to 
sound refined and authoritative.

 

COPY THAT DOESN’T 
Simply put, we’re the best winery in 
the Napa Valley.

WHY IT DOESN’T
This comes off more arrogantly than expertly—it does give 
necessary details to justify the statement.

Our Voice
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Warm
We’re the product of a family legacy, passed 
down from generation to generation, from 
one family to another. Our voice is heartfelt 
and familiar with a touch of charm.

•	 We’re refined, but always inviting. 

•	 Our story and the way we tell it is easy to follow. 

•	 We have a welcoming tone—think more part of the family 
and less sales-pitchy.

Our Voice
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Warm
COPY THAT WORKS 
Napa Valley has changed over the 
years, but our passion for the craft 
of winemaking is as strong today as it 
was when we founded our winery in 
1933.

WHY IT WORKS
Our purpose and passion is clearly captured through  
key details. It is warm and personal without feeling overly  
flowery or emotional.

COPY THAT DOESN’T 
We’re wine experts so that you don’t 
have to be.

WHY IT DOESN’T
 It feels both patronizing and exclusive. There’s no heart to it.

Our Voice
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Considered
We take great pride in what we do and that’s 
why we choose our words carefully and 
deliberately. We want to ensure that we’re 
adding meaning to every conversation.

•	 We speak when we can add value (not just to speak). 

•	 Give the right amount of information through insight  
and detail.

•	 Be specific without getting too flowery. 

Our Voice
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Considered
COPY THAT WORKS 
 Our cab is a true reflection of what 
makes our beautiful wine region so 
unique—the warm coastal climate and 
rich clay soil that impart a distinctive 
chocolate note.

WHY IT WORKS
Key details add value without being too flowery. 

 

COPY THAT DOESN’T 
Whether you’re seriously into Cabs or 
just enjoy the occasional glass of wine 
with friends, there’s a lot to like here. A 
wine that’s easy to drink all by itself and 
also pairs well with a variety of dishes. 

WHY IT DOESN’T
This is too casual. We are not deliberate in our wording or giving 
specific details.

Our Voice
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Our Voice in Action

Overview

Formal/Long Form

Casual/Short Form

Advertising
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Given the technical complexity of the category, we know  
we’ll have to dial up different messages, at different times, in 
different places. 

Here is a closer look at how our 
voice flexes across key channels.

18All images internal use onlyTone of Voice

Our Voice in Action



Our Voice in Action

Formal/
Long Form
i.e.. Newsletters, Brochures, 
Website
This is a good opportunity to showcase our 
principles because we have dedicated and 
interested readers. We can emphasize our 
storied quality because we have the space to 
be detailed. 

•	 �An enriched tasting experience awaits you at the Louis M. Martini 
Winery. One of the first vineyards to open in Napa Valley after 
prohibition in 1933, you can feel its sense of history and heritage as 
soon as you walk through our bold, red doors. 

•	 �Our Crown Cabernets are from Monte Rosso, Cypress Ranch, and 
other esteemed vineyards, but the absolute pinnacle of our portfolio 
is Lot No. 1. Selected annually from our most coveted vineyards, it’s 
Cabernet Sauvignon at its peak form of expression.

•	 �From cold-soaking lots to early-morning harvesting, we craft wine at 
the highest level. 

•	 �Dark and dense, this wine opens with aromas of lilac, plum, and 
boysenberry and finishes with notes of fresh-picked blackberries. 
From our Thomann Station Vineyard, this wine is 100% Petite Sirah 
with an assertive and elegant mouth feel that is pure and decadent.  
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•	 �It’s simple... from the best grapes comes the best wine. 

•	 �We’d love to invite you to the winery for our Cab Celebrations, Chef 
Demonstrations and other exciting events. Visit our events page for 
more details. 

Casual/
Short Form
i.e. Social Media
These channels represent an opportunity to 
be a little more conversational but to-the-
point. Our tone is more casual, but always 
warm and sophisticated.
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Our Voice in Action



•	 �A wine to be enjoyed on any occasion or no occasion at all. 

•	 �At the top of every guest list. Louis M. Martini.
Advertising 
& Headlines
Keep it catchy and concise while always 
highlighting one or more of our principles. 
Should always be a quick “get.”
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Our Voice in Action




