
How the trade is performing
Off-trade light wine market
£5.2 billion +5%
Multiple grocers
£3.7 billion +7%
Impulse 
£1.5 billion +1%

Off-trade low and no-alcohol wine market

£14 million +14%
Multiple grocers
£13 million +13%
Impulse
£1 million +17%

Data in the OLN Wine Report was sourced from Nielsen’s Scan-
track Service. Scantrack monitors weekly sales from a nationwide 
network of EPoS checkout scanners. Coverage includes grocery 
multiples, co-ops, multiple off-licences, independents, symbol 
groups, motorway services and multiple forecourts. Nielsen’s 
retail measurement service provides comprehensive informa-
tion on actual purchases, market shares, pricing, distribution and 

promotional activities. It is the fastest and most accurate monitor 
of FMCG sales. In the Top 50 tables, this year’s brand ranking and 
YoY % change were sourced from Nielsen and based on the data 
period MAT to May 15, 2010, versus the previous MAT. Supplier 
and country of origin information was sourced by OLN. Some back 
data was sourced from previous OLN Wine Reports. The OLN 
Wine Report was compiled by the Nielsen company exclusively for 

William Reed Business Media. All data remains the intellectual 
property of Nielsen and the Nielsen company. No reproduction of 
the lists or data within is permitted without prior consent of the 
Nielsen company.
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Average bottle prices
    Latest year
 2010 2009 2008 % change

Total market £4.37 £4.26 £4.07 +3
Multiple grocers £4.21 £4.08 £3.89 +3
Impulse £4.85 £4.76 £4.52 +2
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 Growth despite recession
Sales keep plugging onwards but some brands  
are sacrificing volumes to boost profits

 A
t first glance the picture seems 
a positive one. Retailers are 
reporting increases in sales of 
premium wine, and conven-
ience chains such as Spar and 

the Co-op are set to open more shops 
with a focus on top-end wines. 

While it’s true that the increase in rev-
enue is partly down to exchange rates and 
duty hikes, the off-trade wine market is 
up once again in real terms and is now 
worth £5.2 billion. Multiple grocers are 
booming, with sales up 7% to £3.7 billion. 
Convenience has seen sales increase by 
1% to £1.5 billion – although its share of 
the market is showing a decline.

Last year saw big hikes in average bottle 
prices. The total market’s bottle price has 
increased 11p to £4.37, a 3% jump. Super-
markets have also seen a 3% increase to 
£4.21 and the convenience sector went 
up from £4.76 last year to £4.85.

This year’s Wine Report shows some 
shuffling around among the best-selling 
wine brands, and some interesting trends 
on supermarket exclusives.

In the number one spot is Percy Fox’s 
Blossom Hill, with a 9% increase in sales. 
Marketing manager Liz Ashdown puts 
this continued success down to the “inno-
vative and integrated approach we took 

The off-trade wine market 
is now worth £5.2 billion

Top 50 wine brands in the UK off-trade
Position Brand  Supplier Origin Change
Year to May 15, 2010 (last year’s position in brackets)   %

Top 50 wine brands in the UK off-trade
Position Brand  Supplier Origin Change
Year to May 15, 2010 (last year’s position in brackets)   %

with the brand’s activity throughout the 
past 12 months”.

“In 2009 our key activities looked at 
driving footfall into outlets and securing 
consumer loyalty via our Wimbledon 
campaign. As official wine of Wimbledon, 
we took a multi-faceted approach, tying 
in limited edition rosé varieties featuring 
tennis ball labels, bursts of radio advertis-
ing, print media activity and an 
experiential campaign.”

“This resulted in sales uplifts of 56%, 
and a 21% share of the branded rosé mar-
ket in the off-trade, according to Nielsen,” 
Ashdown says. 

“We also invested in a £2 million ter-
restrial and digital advertising campaign 
and a limited edition White Zinfandel 
label to boost sales over the Christmas 
and New Year period.”

Marketing investment
She says the brand has upped its  marketing 
investment for 2010 and predicts it will 
further increase its volume and value sales 
in the off-trade.

There’s been an interesting shift around 
for Hardys, which has swept into the 
number two spot, overtaking Gallo.

Gallo has seen sales decline following 
the revision of its strategy to focus on 

more premium offerings after abandon-
ing its low-end Winemaker’s Seal.

Mark Tinsley, Gallo’s regional sales direc-
tor, explains the drop: “In 2009 we took the 
strategic decision to restructure our busi-
ness and focus on our five core brands to 
drive sustainable, profitable growth. As a 
result of this rationalisation, a number of 
SKUs have been discontinued, a fact 
reflected by our current volume figures.

“We’ve also worked closely with our 
retail partners to invest in developing our 
off-promotional rate of sale, which has 
grown significantly during this period, 
while our reliance on price promotions 
has decreased,” he says.

Constellation renewed its sponsorship 
of Channel 4’s Come Dine With Me for a 
second year in April and is supporting 
Hardys through the line, including activ-
ity at point of purchase. 

Neil Anderson, marketing controller for 
Australia and New Zealand at Constella-
tion, says: “Hardys had developed a 
leading brand proposition as the wine for 
food occasions. 

“Consumer awareness of the brand has 
increased due to the high-profile spon-
sorship of Come Dine With Me, with 
Hardys recently recording the number 
one place for spontaneous consumer 
awareness of any wine brand. 

“This heightened awareness has 
resulted in the brand’s continued growth 
and firm establishment as the UK’s best-
selling Australian wine brand.”

First Cape has recorded impressive 
growth and sales have increased by a 
whopping 60%. The brand has jumped 
from ninth place to fourth.

Brand Phoenix’s joint director Steve 
Barton says: “The performance of brands 
is extremely strong and the top 20 have 
the highest share of the market ever – they 

now represent 41% of total off-trade 
sales.

“First Cape is one of the strongest per-
formers. It’s getting older and is now 
entering its eighth year in the market. 

“We’re beginning to get distribution 
into independents such as Budgens, 
Londis and Costcutter. We’ve invested in 
price points when consumers were find-
ing it tough.”

He says the brand has 79% distribution 
and the deal announced in OLN last 
month with SHS means it has “UK-wide 
access that will fill that 20-odd per cent 
gap that’s defied us for a while”.

Barton says the lighter styles of 
First Cape’s Café Collection 5.5% abv 
wines will see a major drive over the next 
three years.

Double-digit growth
Another Constellation brand, Echo Falls, 
has also seen impressive double-digit 
growth. Paul Hillier, consumer marketing 
controller for the Americas and South 
Africa at Constellation, says: “Constella-
tion’s continued investment in Echo Falls 
has driven it to become the fifth best-
selling wine brand in the UK. 

“Launched seven years ago, Echo Falls 
was developed to provide consumers 
with an easy and accessible everyday-
drinking wine brand.”

It is also a sponsor of Come Dine With 
Me and has benefited from new product 
development, including the launch of a 
Pinot Grigio variant of Echo Falls Spritz.

Three of Foster’s EMEA’s brands remain 
in the top 20 but each has slipped down 
the chart. Neil Barker, UK commercial 
director, says: “Despite the fall in value 
growth, Lindemans remains the number 
three Australian brand and seventh big-
gest wine brand in the UK. We are actively 

moving away from aggressive promotions 
in order to drive value back into the Lin-
demans brand and into the Australian 
wine category as a whole.”

Wolf Blass has dropped to number 10 
in the Top 50 and sales have fallen by 16% 
over the past year.

Barker says: “2010 has seen Foster’s 
EMEA embark on a strategy to premium-
ise Wolf Blass. We have tactically moved 
away from strong price promotions across 
the Wolf Blass portfolio, which has resulted 
in the recent decline in performance. We 
are investing more than £2 million in our 
largest ever through-the-line campaign 
for Wolf Blass Yellow Label.”

He puts Rosemount’s 7% drop in sales 
down to “a shift in promotional timings”.

“After a prolonged period of growth 
over the past two years, Rosemount has 
recently demonstrated a slight decline in 
performance, which we expect to be 
short-lived,” he says. 

“We are driving the brand forward with 
a number of innovative campaigns aimed 
at drawing new consumers into the 
brand. Currently we are running a foot-
ball-themed campaign called Give 
Football the Yellow Card, targeting female 
drinkers with Rosemount’s light and 
refreshing range of wines.”

One of the brands making the biggest 
waves is Australian Vintage’s McGuigan, 

which is up 150%, jumping from 29 to 16 
in the bestsellers list. The company puts 
its performance down to the introduction 
of a number of new SKUs, including the 
roll out of 50cl bottles. The brand has also 
benefited from Neil McGuigan picking up 
the gong for White Winemaker of the Year 
at the International Wine Challenge.

Seven supermarket exclusives have 
made the chart, with Sainsbury’s Wollemi 
seeing a massive 1,045% sales increase. 

Tesco’s Ogio, which came in 17th place 
last year, has seen a double-digit drop in 
volumes and value but is still clinging on 
in the top 20 and is worth £33 million.

Nielsen analyst Stewart Blunt says: 
“Exclusives seem to be taking up the own-
label position in the marketplace. They 
are more attractive in that they provide a 
point of difference for retailers and it’s 
definitely a developing trend.”

He says retailers continue to use wine 
to draw consumers into stores.

“People are continuing to have nights 
in instead of nights out and wine is 
often bought as a gift. I can see lots of  
reasons to explain why consumers are 
trading up. It’s still the case that wine 
under £5 is growing at a mere 4% per 
annum, while wine over £5 is growing at 
10% over the year,” he adds.

“There are many contributions rather 
than one driver – for example promo-
tional activity above £5 gives an incentive. 
If their limit is usually £4.50 and some-
thing is reduced by a couple of pounds to 
£5.50 they will pay that extra £1.”

Blunt says wine below £5 accounts for 
79% of the market. “Wine over £5 is still 
growing the strongest and I expect that to 
carry on. Many suppliers are focusing on 
better margins – when you look at the low 
end of the price range, what with excise 
duty and VAT there’s not a lot left.”

(Source : Nielsen Scantrack)

1 (1) 	 Blossom Hill Percy Fox Various 9
2 (3) ▲	 Hardys Constellation Various 20
3 (2) ▼	 Gallo Family Vineyards Gallo Various -25
4 (9) ▲	 First Cape Brand Phoenix South Africa 60
5 (7) ▲	 Echo Falls Constellation USA 40
6 (4) ▼	 Jacob’s Creek Pernod Ricard Australia -18
7 (5) ▼	 Lindemans Foster’s EMEA Various -9
8 (10) ▲	 Kumala Constellation South Africa 21
9 (8) ▼	 Stowells Constellation Various -11
10 (6) ▼	 Wolf Blass Foster’s EMEA Australia -16
11 (13) ▲	 Isla Negra Concha y Toro Chile 26
12 (12) 	 Concha y Toro Concha y Toro Chile 18
13 (15) ▲	 JP Chenet Les Grands Chais de France France 29
14 (16) ▲	 Oyster Bay Delegats NZ 19
15 (11) ▼	 Banrock Station Constellation Australia -30
16 (29) ▲	 McGuigan Australian Vintage Australia 150
17 (14) ▼	 Namaqua Raisin Social South Africa -10
18 (20) ▲	 Canti D&D Wines Italy 17
19 (18) ▼	 Rosemount Foster’s EMEA Australia -7
20 (17) ▼	 Ogio Tesco exclusive Italy -16
21 (23) ▼	 Oxford Landing Negociants Australia 28
22 (27) ▲	 Arniston Bay Percy Fox South Africa 42
23 (21) ▼	 Campo Viejo Pernod Ricard Spain 1
24 (19) ▼	 Montana Pernod Ricard NZ -16
25 (52) ▲	 Viña San Pedro Les Grands Chais de France Chile 167

▲ ▼
▲ ▼

26 (35) ▲	 Viña Albali Free Run Wines Spain 48
27 (28) ▲	 La Gioiosa D&D Wines Italy 23
28 (22) ▼	 Viña Maipo Concha y Toro Chile -3
29 (25) ▼	 Black Tower Reh Kendermann Germany 6
30 (26) ▼	 Berberana United Wineries Spain 2
31 (32) ▲	 Andrew Peace Bottle Green Australia 19
32 (34) ▲	 Dino Tesco exclusive Italy 21
33 (37) ▲	 Villa Maria Hatch Mansfield NZ 34
34 (30) ▼	 Piat d’Or Percy Fox France 1
35 (24) ▼	 Yellow Tail Percy Fox Australia -13
36 (144) ▲	 Via Vecchio Bottle Green Italy 414
37 (39) ▲	 Torres John E Fells Spain 13
38 (53) ▲	 Villa De Moreschi Sainsbury’s exclusive Italy 63
39 (65) ▲	 Calvet Les Grands Chais de France France 90
40 (122) ▲	 Palastri Sainsbury’s exclusive Italy 258
41 (317) ▲	 Wollemi Sainsbury’s exclusive Australia 1,045
42 (43) ▲	 Nobilo Constellation NZ 26
43 (36) ▼	 Turning Leaf Gallo USA -9
44 (38) ▼	 French Connection Bottle Green France -3
45 (40) ▼	 Mateus First Drinks Brands Portugal 4
46 (44) ▼	 Turner Road Constellation USA 19
47 (31) ▼	 Calloway Crossing Australian Vintage Australia -28
48 (45) ▼	 Porta Bibendum Chile 8
49 (131) ▲	 Ocean’s Edge Tesco exclusive NZ 215
50 (87) ▲	 Linotti Linotti Italy 112

Supermarket 
exclusives are  
taking the position 
of own-label



Hardys leads the charge
Some brand owners have refused to bow to the 
multiples’ demands for deep discounting this year, 
while supermarkets focus on exclusive brands

Not all brand owners are in the mood 
to fit their strategies around the demands 
of big retailers, however. Gallo has  
surrendered 24% of its sales value by  
taking a stand against deep discounting, 
although it may conclude that the result-
ing margin improvement is adequate 
compensation.

Pernod Ricard and Foster’s EMEA 
appear to be on a similar course with 
Jacob’s Creek and Wolf Blass respectively. 
Both brands are well supported above the 
line, but may no longer be participating 
in price promotions to the extent they 
once were.

It has often been asked how much 
attention supermarket shoppers give to 
brands and countries of origin. Simon 
Lawson, managing director of Diageo 
subsidiary Percy Fox, recently admitted 
that “when you ask Blossom Hill drinkers 
which country it comes from, up to 40% 
actually believe it comes from Australia”.

These days Blossom Hill is not exclu-
sively a California brand. It has South 
African, Italian and even French versions, 
so perhaps the consumer confusion is 
understandable. Interestingly, four of the 
five leading brands in the grocery league 
table are also sourced from more than 

one country – and that does not even 
include Stowells, the brand which started 
the trend. Retailers and consumers alike 
seem happy enough with multi-country 
brands, so perhaps the template is suffi-
ciently established for other producers to 
try their luck.

This year’s Top 50 also features eight 
brands which are exclusive to the retailers 
which stock them. All except Tesco’s Ogio, 
the biggest seller of them all, are experi-
encing strong growth.

 H
ardys continues its dominance 
of the multiple grocery category 
with a performance which takes 
it even further away from the 
clutches of its nearest competi-

tor, Blossom Hill.
The brand provides a masterclass in 

supermarket strategy. It’s backed by high-
profile advertising – the Come Dine With 
Me sponsorship has proved successful – 
and there are enough tiers to hit every 
price point. Whether buyers want more 
three-for-£10 fodder or something more 
premium there’s a Hardys brand to suit 
the occasion. This balanced approach has 
ensured Hardys’ volumes have kept pace 
with the value increase.

Blossom Hill turned in a steady per-
formance to hold on to second place, but 
First Cape has shifted into top gear and is 
now chasing second position in the gro-
cery league table. The brand has been 
built around its value proposition, which 
again is the kind of language that super-
market buyers like to talk. The Café 
Collection range achieves the double 
objective of fitting neatly into three-
for-£10 offers as well as tapping into  
an identified market for lower-strength 
wines.

Sponsorship of Come Dine With 
Me has been a hit for Hardys

This puts brand owners in a tricky posi-
tion. Suppliers are aware it’s getting 
harder to produce real must-stock lines 
in the wine category – it’s a huge and frag-
mented fixture where one line can often 
deputise for another. What happens if 
grocers conclude their own brands are as 
easy to sell as the big names, and provide 
better margins? That point seems a long 
way off, based on current sales figures, 
but it’s one that could soon rear its head 
during retailer-supplier negotiations.

Multiple grocers Wine Report
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1 (1) 	 Hardys 26
2 (2) 	 Blossom Hill 10
3 (6) ▲	 First Cape 66
4 (3) ▼	 Gallo Family Vineyards -24
5 (5) 	 Lindemans -6
6 (9) ▲	 Kumala 26
7 (4) ▼	 Jacob’s Creek -23
8 (15) ▲	 Echo Falls 79
9 (10) ▲	 Isla Negra 13
10 (7) ▼	 Wolf Blass -23
11 (11) 	 Stowells 9
12 (14) ▲	 JP Chenet 35
13 (13) 	 Concha y Toro 19
14 (28) ▲	 McGuigan 182
15 (8) ▼	 Banrock Station -35
16 (17) ▲	 Oyster Bay 19
17 (12) ▼	 Namaqua -19
18 (16) ▼	 Ogio -16
19 (25) ▲	 Canti 41
20 (23) ▲	 La Gioiosa 23
21 (46) ▲	 Viña San Pedro 171
22 (19) ▼	 Viña Maipo -3
23 (22) ▼	 Campo Viejo 8
24 (18) ▼	 Rosemount -20
25 (20) ▼	 Montana -2

26 (27) ▲	 Dino 21
27 (30) ▲	 Andrew Peace 28
28 (26) ▼	 Black Tower 7
29 (118) ▲	 Via Vecchio 414
30 (33) ▲	 Viña Albali 48
31 (29) ▼	 Berberana 15
32 (21) ▼	 Yellow Tail -18
33 (42) ▲	 Villa de Moreschi 63
34 (95) ▲	 Palastri 258
35 (238) ▲	 Wollemi 1,045
36 (40) ▲	 Arniston Bay 44
37 (24) ▼	 Calloway Crossing -28
38 (37) ▼	 Oxford Landing 24
39 (44) ▲	 Nobilo 50
40 (59) ▲	 Calvet 92
41 (41) 	 Piat d’Or 29
42 (104) ▲	 Ocean’s Edge 215
43 (71) ▲	 Linotti 112
44 (31) ▼	 French Connection -6
45 (38) ▼	 Mateus 12
46 (52) ▲	 Villa Maria 47
47 (49) ▲	 Torres 39
48 (132) ▲	 Marqués de Caranó 258
49 (35) ▼	 Turning Leaf -9
50 (53) ▲	 Chileno 41

Position Brand  Change
Year to May 15, 2010 (last year’s position in brackets) %

Top 50 wine brands in supermarkets
Position Brand  Change
Year to May 15, 2010 (last year’s position in brackets) %

▲ ▼
▲ ▼

▲ ▼
▲ ▼

▲ ▼

▲ ▼
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Slow decline for impulse
The convenience sector is selling less wine  
as time rolls by. Can brands help raise its  
game against the supermarkets?

off-trade wine sales value, according to 
Nielsen figures, compared with 29% a 
year ago and 31% in 2008. 

Whether this is a result of predictable 
and formulaic ranges in many stores, 
which fail to ignite consumers’ imagina-
tions, or simply more evidence that 
supermarkets are increasing their stran-
glehold, is a matter for debate.

Looking at the top 50 brands, it’s not 
entirely clear where future growth might 
come from. With major suppliers such as 
Gallo, Foster’s EMEA and Pernod Ricard 
becoming increasingly jumpy about 
throwing their prized brands into the bear 
pit of discounting, it’s possible that more 
products like Gallo’s Barefoot range will 
appear, to ease some of the pressure. 

The brand is currently seeing volume 
growth exceed value, but this will be less 
of a worry for Gallo on Barefoot than it 
would be on Turning Leaf.

The problem is that impulse is a cate-
gory which relies on big brands to provide 
customer reassurance – or so the conven-
tional wisdom goes. 

The Co-op has made a virtue out of 
exclusive and lesser-known brands, 
including a strong Fairtrade offering, 

which has won it some acclaim. Not all 
convenience retailers devote as much 
resource to their wine-buying function, 
however, and few, if any, are in a position 
to be as bold with their selections.

First Cape has been tearing up the sales 
charts for a few years now, and its 60% 
sales increase was the standout perform-
ance of the past 12 months. But the brand 
has hardly got going in the impulse 

 B
lossom Hill is a brand that was 
built in the convenience sector 
and still rules the roost there. 
It’s worth £51 million more than 
its nearest rival, Echo Falls, and 

more than Gallo and Jacob’s Creek put 
together, in terms of both value and vol-
ume. The latter two brands both saw sales 
decline as a result of their tougher line on 
pricing and discounting.

Blossom Hill’s 7% growth this year is 
not as spectacular as some performances 
in the impulse arena, but there’s also a 
longish list of major brands which have 
found the going difficult. In addition to 
Gallo and Jacob’s Creek, Stowells and  
Lindemans registered a fall in sales, as did 
Canti, Montana and Piat d’Or.

There’s a definite New World feel about 
the impulse chart – the highest-placed 
European brand is JP Chenet in 17th 
place. Chile achieves a top 10 performer 
in the form of Concha y Toro – a feat it has 
yet to achieve in the total off-trade chart 
or even in the supermarket sector.

As a category, the impulse sector is 
experiencing a slow, long-term decline,  
at least in terms of its share of the wine 
market. It currently accounts for 28% of 

Blossom Hill is still the wine of
choice in the convenience sector

 category, and if it secures more distribu-
tion there’s every chance it will have a 
bigger impact on next year’s chart.

Firetail, too, has made an impressive 
debut, as has Castro Regio, and both 
could be destined for greater things. 

It’s an illustration of the conservative 
nature of the impulse marketplace that 
these are the only new entries among the 
top 50 brands.

26 (30) ▲ Barefoot 20
27 (38) ▲ Viña Albali 49
28 (14) ▼ Montana -42
29 (29)  Booker Belmont Spanish 5
30 (32) ▲ MBL 14
31 (67) ▲ Porta 132
32 (25) ▼ Campo Viejo -19
33 (50) ▲ Riverview 77
34 (41) ▲ McGuigan 37
35 (196) ▲ Two Oceans 687
36 (52) ▲ Four Crossings 69
37 (27) ▼ Torres -20
38 (43) ▲ Crow’s Landing 7
39 (37) ▼ Las Moras -2
40 (47) ▲ KWV 12
41 (34) ▼ Turner Road -17
42 (28) ▼ Berberana -31
43 (74) ▲ Neblina 65
44 (39) ▼ Turning Leaf -8
45 (46) ▲ Black Tower 3
46 (24) ▼ Rivercrest -49
47 (36) ▼ Paul Masson -19
48 (64) ▲ Pearly Bay 43
49 (44) ▼ Errazuriz -6
50 (45) ▼ Faustino -8

1 (1)  Blossom Hill 7
2 (4) ▲ Echo Falls 15
3 (2) ▼ Gallo Family Vineyards -26
4 (3) ▼ Jacob’s Creek -11
5 (6) ▲ Hardys 0
6 (5) ▼ Stowells -35
7 (7)  Lindemans -20
8 (8)  Wolf Blass 7
9 (9)  Concha y Toro 15
10 (11) ▲ Oyster Bay 19
11 (13) ▲ Oxford Landing 31
12 (12)  Kumala 2
13 (16) ▲ Arniston Bay 40
14 (26) ▲ Isla Negra 120
15 (17) ▲ First Cape 18
16 (18) ▲ Namaqua 23
17 (15) ▼ JP Chenet 7
18 (22) ▲ Rosemount 33
19 (21) ▲ Banrock Station 2
20 (10) ▼ Fiordaliso -44
21 (23) ▲ Villa Maria 22
22 (–) ▲ Firetail –
23 (20) ▼ Piat d’Or -26
24 (19) ▼ Canti -29
25 (–) ▲ Castro Regio –

Top 50 wine brands in the convenience sector
Position Brand  Change
Year to May 15, 2010 (last year’s position in brackets) %

Position Brand  Change
Year to May 15, 2010 (last year’s position in brackets) %

▲ ▼

▲ ▼

▲ ▼
▲ ▼

▲ ▼
▲ ▼

Source : Nielsen Scantrack
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The wine 
world’s 
perfect 10
Despite the turbulent economic climate, the  
top 10 players remain unchanged from 2009,  
but it’s been a tough year all round

Australia is unashamedly pushing into 
more premium territory, realising that 
any attempt to compete at the budget 
end is going to be unprofitable and 
self-defeating. But this has not translated 
into decline in value – and in fact the gap 
between Australia and its nearest UK 
rival, the US, has widened.

Only France and New Zealand 
command a higher average price, and 
according to Lisa McGovern, UK director 
of Wine Australia, “Australia is increasing 
sales between £6 and £8, selling more 
than France at these premium points”.

She adds: “In an increasingly 
competitive market, and with a 
significantly strengthened Australian 
dollar, producers are aware that providing 

California’s dip can be explained in one 
word: Gallo. The brand’s 25% sales 
decline has had a major impact on the 
category, even though the likes of 
Blossom Hill and Echo Falls have had 
good years. 

Gallo’s strategic decision to pull away 
from deep discounting and tighten up its 
range has been welcomed by many. 

John McLaren, UK director of the 
California Wine Institute, says: “I don’t 
think they’ll be the last to take that 
approach. South Africa can probably still 
afford to operate at £3.99 and £4.99, 
but I’m not sure California wants to or 
needs to. 

“The long-term view will be to put 
more emphasis on £6 to £8, which is 
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last year’s rank: 1
Market share: 21.2%
last year’s market share: 22.1%
sales value: £1.1 billion
change on last year: +1%
Average bottle price: £4.54 (2009: £4.48)

last year’s rank: 2
Market share: 14.7%
last year’s market share: 15.9%
sales value: £764 million
change on last year: -3%
Average bottle price: £4.32 (2009: £4.25)

last year’s rank: 3
Market share: 14%
last year’s market share: 15%
sales value: £728 million
change on last year: -2%
Average bottle price: £4.99 (2009: £4.68)

last year’s rank: 4
Market share: 12.8%
last year’s market share: 12.3%
sales value: £668 million 
change on last year: +10%
Average bottle price: £4.13 (2009: £4.00)

last year’s rank: 5
Market share: 10.7%
last year’s market share: 10.5%
sales value: £555 million
change on last year: +7%
Average bottle price: £3.89 (2009: £3.84)

▲ ▼ ▲ ▼

value and innovation is key to maintaining 
customer and consumer loyalty.  

“Examples include the growing number 
of wines in 50cl formats, offering 
consumers greater choice.”

Hardys was Australia’s star performer, 
but Jacob’s Creek, Lindemans, Wolf Blass 
and Rosemount were among the major 
brands which saw declines, in some cases 
as part of a decision to push through 
higher prices and rely less on promotions.

McGovern says there has been strong 
interest in Australia from online and 
independents, including the Regional 
Heroes promotion. “Average sales of 
Australian regional wines increased  
by 75% across the participating 
merchants,” she says.
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where we can start to offer real value. 
Below that it’s commodity.”

McLaren says some independents are 
waking up to the opportunities offered by 
California at the premium end. “Some 
are quite traditional and some have a 
new spin on the market. The more 
thoughtful are continually reassessing 
how they express their individuality and 
are beginning to recognise that California 
has the diversity to help them do that.”

Exchange rates are still a concern.  
“I can remember doing budgets at 
US$1.63/£1 and we’re now at US$1.48,” 
says McLaren. “It is significant, but less 
so if a wine is £7 rather than £4.99, so 
it’s another reason why we shouldn’t be 
batting down at that end of the range.”

It hasn’t been a good year for French 
brands, and the recent collapse of 
Chamarré won’t help morale, but France 
has other things on its mind. New generic 
funding has been unlocked, which should 
help importers become more visible and 
competitive despite the pressures created 
by exchange rates. The French Wines 
public relations campaign is now under 
way in the UK, which may help give the 
country – famous for its complexity and 
regional rivalries – a more united voice.

The new Vins de France category may 
give France more options at the lower 
end, but the focus is likely to be on the 
kind of wines that already make French 
wine the first choice among independent 
wine specialists.

But there is life beyond inoffensive 
whites and cheap and cheerful fizz. 
Devotees of Italian wines have been 
saying for years that the country’s 
breadth of offering deserves a better 
representation in the UK marketplace, 
and maybe that vision is about to be 
realised.

OLN’s survey of independents earlier 
this year found that Italy topped the table 
of countries expected to achieve the 
biggest growth in the coming 12 months, 
scooping 21% of the vote compared to 
18% for France and 15% for Chile.

And 7% of respondents listed Italy as 
their main specialism, making it the 
third-highest scoring country behind 
France (68%) and Australia (11%).

▲ ▼

terms South Africa overtook France in 
the UK market in March 2010.

“While increasing value remains at the 
core of the country’s strategy, this uplift 
in volume was not at the expense of 
value and, in real terms, means that more 
UK wine drinkers are taking home a 
bottle of wine from South Africa than 
from France. This is well beyond the 
expectations of an industry that was 
exporting only 50 million litres globally 
in 1994.” 

WOSA expects a sales uplift as a result 
of World Cup-themed promotions, and in 
the longer term believes its sustainability 
seal will appeal to consumers who are 
increasingly demanding wines with sound 
environmental credentials.

The French seem to have acknowledged 
that the days when they dominated the 
UK off-trade are over, and are not 
coming back. This statement of the 
obvious is met with a classic Gallic shrug: 
suddenly, market share isn’t everything, 
and France is more concerned about 
profitability and premiumisation than 
being considered the market leader.

France recorded the biggest leap in its 
average price per bottle, which could be 
taken as evidence that the march away 
from supermarket-friendly budget brands 
is well under way. The problem is, France 
has an awful lot of wine volume to shift, 
much of it unremarkable, and perhaps 
it’s more likely to end up in Asia and 
other developing markets than the UK.

Italian wines continue to motor, though it 
must be a little dispiriting to notch up a 
10% sales increase while barely noticing 
any rise in your market share.

The growth is, of course, being driven 
by Pinot Grigio. No amount of bad-
mouthing from the UK’s legions of wine 
critics will persuade consumers that 
there are more charismatic wines that 
ought to be occupying their thoughts and, 
for now, the bandwagon is losing none of 
its momentum.

Italy’s cause is also being helped by 
booming sales of Prosecco, which has 
become a socially acceptable and even 
trendy alternative to Champagne, 
although sparkling wine is not included 
in the Nielsen figures we quote.

The World Cup has raised consumer 
awareness of South Africa to new levels, 
but the two leading UK brands – First 
Cape and Kumala – have been achieving 
explosive growth even without the help 
of the tournament.

As a country, South Africa might not be 
achieving the double-digit sales increases 
recorded in 2008 and 2009, and a 5p 
increase in average price won’t impress 
anyone who’s been studying duty 
increases and the strengthening rand.

But consumers are continuing to 
embrace South African wines, which 
frequently offer better value for money 
than New World rivals.

Jo Wehring, UK market manager for 
Wines of South Africa, says: “In volume 
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Germany has work to do to 
shake off its negative image

Chile is achieving its highest ever market 
share, and its success over the past year 
has been spread across price points, grape 
varieties, regions and retail channels. The 
country may not (yet) boast a top 10 
brand, but it does have strength in depth.

Michael Cox, UK director of Wines of 
Chile, says: “Chile’s sales above £5 – a 
key objective of the ongoing strategic 
campaign – increased in the period by 
20% to reach 1.1 million cases. Chile 
sells 32% more wine at over £5 than 
South Africa.

“Not only are Chile’s sales above £5 
growing exponentially each year at a rate 
above that of the market but, more 
importantly, the proportion of sales above 

Chile Spain

Germany

6 7

9 108 arGentinanew Zealand

last year’s rank: 6
market share: 8.9%
last year’s market share: 7.6%
Sales value: £464 million
Change on last year: +23%
average bottle price: £4.17 (2009: £4.13)

last year’s rank: 9
market share: 2.5%
last year’s market share: 2.8%
Sales value: £129 million
Change on last year: -8%
average bottle price: £3.41 (2009: £3.12)

last year’s rank: 10
market share: 1.2%
last year’s market share: 1.3%
Sales value: £65 million
Change on last year: -1%
average bottle price: £4.49 (2009: £4.19)

last year’s rank: 8
market share: 4.7%
last year’s market share: 3.7%
Sales value: £246 million
Change on last year: +35%
average bottle price: £6.03 (2009: £6.45)
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World countries like Chile and Australia 
are emphasising their cool-climate 
production, but they’re left in the shade 
(or perhaps that should be the sun) by 
German production, where the best-
made wines have a natural elegance and 
no danger of over-ripeness.

Supporters of German wine also argue 
that the product has impeccable eco 
credentials and also pairs well with 
fashionable Asian cuisine.

These are all big pluses for Germany, 
but at present the messages have yet to 
resonate with consumers. Worryingly, the 
country has few champions in the multiple 
or independent sectors to help with the 
fight-back in a market it once dominated.

£5 relative to Chile’s total off-trade sales 
is rising and now represents more than 
13% of total sales.”

Cox reports particular interest in the 
“crucial” independent and specialist 
sector, where he says sales grew by 30% 
in value and 29% in volume over the 
period: “greater growth than any other 
country in this sector”.

He adds: “Although this is anecdotal as 
we do not get data on grape varieties, it is 
encouraging to see systematic growth for 
Chile across many different varieties. 
Those that have done well and are 
expected to continue to do so are 
Sauvignon Blanc, Pinot Noir, Syrah, and 
Carmenère.”

Spain has successfully changed its 
image in the UK. Once associated with 
rustic, oaky reds and flabby whites, the 
country is now regarded as a place 
where modern winemaking flourishes.

The generic campaign underscores this 
point with activities such as the New 
Wave Spanish Wine Awards, run in 
conjunction with OLN. The Spanish Wine 
Action Group meets regularly and Wines 
from Spain is also involved in “bespoke 
campaigns with key national and 
independent accounts”.

José Sevilla also reports “a very 
successful generic tasting back in March, 
which was further developed to include  
a consumer event in the evening”.

last year’s rank: 7
market share: 7.1%
last year’s market share: 6.7%
Sales value: £368 million
Change on last year: +10%
average bottle price: £4.26 (2009: £4.17)

“Wines from New Zealand, of which 
90% is Sauvignon Blanc, are now 18% 
of our still wine sales, which is quite 
remarkable,” Majestic chief executive 
Steve Lewis reported last month. The 
Kiwis’ overall market share is a fair 
distance behind that, but with 35% 
growth in the 12 months to May 15 
they seem destined for greater things.

“If you spend £5 on a bottle of New 
Zealand Sauvignon Blanc, it’s good,” 
said Lewis. “If you spend £8 it’s 
excellent. That’s what consumers like, 
the reliability of the style of wine.”

David Cox, European director for 
New Zealand Winegrowers, 
acknowledges that “much of this growth 
has been fuelled by the abundant 
harvest of grapes in 2008 and 2009, 
and some resultant price discounting”.

But he adds: “At least the size of the 
2010 vintage has come in at 7% less 
than 2009 and so, at 266,000 tonnes, 
the supply situation looks like getting 
back into balance soon and the necessity 
to discount will start to disappear.”

Sauvignon Blanc accounts for 80% 
of UK volumes. But, Cox adds, “sales of 
other key varieties like Pinot Noir, 
Riesling and Chardonnay are growing 
fast”.

“The generic campaign of New 
Zealand Winegrowers is focusing 
strongly on raising trade awareness of 
the breadth of premium cool-climate 
wines now being exported. New 
Zealand Syrah has been tipped by 
many as the one to watch,” he says.

Wines of Argentina UK director 
Andrew Maidment admits Argentinian 
wines remain “niche”. “Distribution in 
the large supermarket chains continues 
to be an issue for Argentina – with 
relatively few lines taking shelf space 
in the multiple grocers,” he says.

“Unfortunately until this improves we 
are unlikely to witness significant 
growth in market share, as our wines 
are not getting the face time with 
consumers that is necessary to put us 
on the map.”

The situation is more promising 
among independents. But there are 
other issues, too. “During the first six 
months of the year Argentina has 
suffered from the requirement for 
additional paperwork to accompany 
wine exports to Europe,” says 
Maidment. “This has caused, in some 
cases, significant delays in shipments 
that further explain any drop in sales 
and market share. Teething problems 
with new processes are now largely 
resolved so should not impact further  
in the future.”

Prices have moved considerably in 
recent times, principally because 
exporters prefer to trade in the US 
dollar. There’s sufficient demand 
domestically for cheaper products and 
many producers would like to see 
Argentina set its sights on more 
premium territory in the UK. However, 
the country has not quite convinced 
consumers generally that it’s worthy of 
a New Zealand-style price tag.

“Spain can produce an incredible breadth 
and depth of wines at all price points,” 
says Wines from Spain director Maria 
José Sevilla. “We are seen as a source of 
not only premium Priorats, Riojas and 
Ribera del Dueros but also of wines with 
an excellent price to quality ratio.  

“Alongside this our whites are 
witnessing a surge in popularity, with 
Verdejos, Albariños and Godellos 
capturing people’s imagination.”

She says the 10% sales uplift 
confirmed by Nielsen chimes in with 
anecdotal reports from “key retailers 
such as Majestic, Direct Wines and the 
Wine Society, which are all performing 
very well with their Spanish ranges”.

Germany continues to fade, hemmed 
firmly into ninth place in the sales league 
as a result of New Zealand’s spectacular 
progress. There is huge critical acclaim 
for German wines, but this has never 
resulted in the resurgence in consumer 
interest that many have longed for.

Is the situation irreversible? Not 
necessarily. The image of German wines 
is not helped by brown 1-litre bottles of 
hock on the bottom shelf or names that 
people find hard to pronounce, but 
Germans can perhaps tap into some 
promising consumer trends.

There is increasing talk in the UK 
about lower-alcohol wines, an area in 
which Germany comes into its own. New 
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 Monitoring suppliers’ 
views of the market
Over the next nine pages we reveal the results of our exclusive  
supplier survey, starting with their opinions on pricing

 E
ducation is a beacon of hope for 
the wine trade. Suppliers believe 
it will cure binge-drinking, 
restore margins by encouraging 
consumers to pay more, and 

generally keep businesses afloat.
And they are pretty much agreed on 

who should be doing the educating – eve-
ryone. Retailers are the most popular 
choice to do more, closely followed by the 
media, producers and distributors, then 
the WSET and generic bodies.

The trade also agrees that the current 
level of discounting cannot continue.

“Someone has to speak out,” says  
Martin Chapman, managing director of 
Peter Osborne Fine Wines.

“It is a sad indictment that the majority 
of wine purchased is in the £3.99 price 
range. When analysing the costings, the 
value of wine is probably 25p per bottle. 
Where is the quality? The majority of wine 
drinkers are unaware of, or perhaps hesi-
tant to try, better-quality wines.

“The need to educate wine drinkers 
about the meaning of quality wines contin-
ues,” he says. “The more we can do to bring 
about a greater understanding of wine and 
the damage caused by alcohol abuse, the 
more we will help reduce the misuse of this 
excellent product.”

A wine supplier who wishes to remain 
anonymous agrees. “Education is key to 
increase the level of consumer engage-
ment with wine. The higher their 
involvement, the more they will trade up. 
However, this is a long-term ideal,” he 
says. “Any promotion that can persuade 
the ‘mainstream at-homer’ to be more 
experimental would certainly help.”

Another warns: “There is a danger in 
pinning too much hope on consumer 
education. Only a small minority are 
genuinely interested. Discounts are here 
to stay unless the government intervenes. 
The problem is more on the supply side, 
where there are too many producers and 

Question xyxyxy xyxyx yxy xyx yxyxy xyx yxyxy yxy?
Getting the market away from discounts

Heading to go here please xyxyxyxy xyxyxy 
xyxy xyxy yxxy xy yxyxy xyxy xyxy yx

Body copy to go here please xyxyxy xyxyxyxy xyxyxy xyxy xyxy xyxy xyxy xyxy xyxy 
xyxy xyxy xyxy xyxy xyxy xyxy xyxy xyxyxyx xyxy xyx yxyxy xyxyxy xyxy xyxy xyxy 
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What new strategies would you support to move the market 
away from its dependency on promotions?

Bett
er 

con
sum

er 

ed
uca

tio
n

Use 
of 

aw
ard

s/

med
als

/pr
ess

 

en
do

rse
men

ts Add
ed

 

val
ue

 

pro
moti

on
s

44%*

12%
11% 10%

Bett
er 

bra
nd

ing

Cros
s-

pro
moti

on
s

10% 8%
4% 2%

0

10

20

30

40

50

Ban
 on

 

be
low

-co
st 

sel
lin

g Mini
mum

 

pri
cin

g p
er 

un
it

Othe
r

*
n by retailers 14%

n by media 13%

n by producers/distributors 9%

n by WSET, generics etc 8%

intermediaries who don’t add sufficient 
value to justify their place in the market 
and the costs they add.”

A third says: “Below-cost selling bans 
would not work – costs can be hidden in 
all kinds of ways by the big operators – and 
they’re the ones who need targeting.

“Intelligent government intervention 
would make a difference to encourage 
consumers to drink less, but better, but 
governments have done nothing intelli-
gent about alcohol consumption since … 
well, ever, probably. The new government 
has yet to make any intelligent noises. 

“The best start would be to zero-rate 
alcohol for VAT and raise duty substan-
tially, so the only tax is a fixed cost. Then 
raise that every two years with complete 
transparency. A minimum price could 
then be applied in retail at, for example, 
double that duty rate.”

Others are more cautious about gov-
ernment intervention.

Thierry’s Matthew Dickinson says: “If 
we need the government to fix things, it’s 
always going to be the heavy-handed 
approach, probably benefiting them 
financially in the long run. So the right 
answer is smarter marketing to engage 
with consumers more effectively and 
allow them to have more confidence to 
make more adventurous purchases.”

Further suggestions to move away from 
heavy discounting include the govern-

What do you expect from your 
sales in the next five to 10 years?

Decrease 2%
Stay the 

same 2%

What do you expect from your 
premium wine sales in the 

coming years?

How have your premium wines 
(above £8) sold in the past year?

Premium sales  
buoyant

Stayed 
the same 

22%

Increased 76%

Stay the 
same 
10%

Have you had to lay people off?  
(2009 figure in brackets)

How suppliers are cutting costs

Money-saving measures
Where can the trade cut costs?
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Getting consumers to trade up 
is a major priority

Retailers are at the front line 
of education for consumers

ment doing more to educate people and 
raising beer duty, and retailers passing on 
tax hikes to consumers.

Michael Palij MW, of Winetraders, com-
ments: “As an industry we have failed 
spectacularly to capitalise on the oppor-
tunities that wine offers to add value. As a 
rule of thumb, a factor of 100 is the usual 
multiplier between the cheapest and the 
most expensive example of almost any-
thing. If the cheapest meal out is £3, the 
most expensive is £300; if the cheapest suit 
is £50 then the most expensive is £5,000, 
and so on. With wine, however, this rule 
goes out the window. With an average 
price per bottle of £4.50, £450 doesn’t even 
begin to explore wine’s upper reaches. 

“If wine is so aspirational that finan-
cially literate individuals spend vast sums 
on a product whose attributes are so 
notoriously difficult to measure, then 
how can our industry have so compre-
hensively failed to allow a glimmer of that 
reflected glory to reach our supermarket 
shelves? 

“Few products are more redolent of 
either history or marketing cues than 
wine, yet what we see piled high on every 
gondola end is the branded, the mun-
dane and the heavily promoted. Whether 
it’s pork bellies or pig iron, a commodity 
market has few margin opportunities. 
This situation will not change until we, as 
an industry, begin to add value.”

I plan to expand 
my workforce 
20% (11%)

I expanded my 
workforce last 

year 27% 
(15%)

Yes 14% 
(21%)

No 39% (51%)

Increase 96%
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Increase 89%

Most suppliers are reporting an increase 
in sales but that does not necessarily 
translate to profits, they warn.

Major suppliers such as Constellation, 
Concha y Toro and Gallo are trying to 
move away from deep discounting, which 
could raise revenues while volume sales 
drop. 

One supplier says: “We expect volume 
of cases sold to grow, but profit per case 
is likely to be reduced because of 
competitive pressures.” Hatch Mansfield’s 
Patrick McGrath adds: “The wine market 
does appear to be seeing a recovery, but 
this is in volume alone, and we expect to 
reflect this. However, any volume growth 
is not reflected in any profit growth.”

The trade is cautious about looking at a 
post-recession market, but smaller 
suppliers are finding growth in 
independent wine merchants boosting 
sales for them.

Andrew Hawes, Mentzendorff’s 
managing director, says: “It is impossible 
to predict sales at this point as a number 
of key commercial agreements with 
major retailers are now at a pivotal point.

“Either prices will rise following 
currency and/or duty increases, in which 
case volumes may fall – although this is 

far from a proven fact – or these wines will 
no longer be available via the same 
customers. In that case, in the short term 
we will sell considerably less, which is 
undesirable but preferable to making a 
loss.”

He adds: “In the medium term the 
consumer will recognise real value and 
that this is unlikely to be found at the  
lower end.”

Top-end success
Premium wine sales are on the up, with 
retailers reporting increases and 
predicting more to come, notably as 
convenience chains such as the Co-op and 
Spar prepare to open more premium 
shops.

But there is a less positive reason why 
wine sales over £8 are growing. Duty hikes 
and exchange rate fluctuations are pushing 

prices up, so £8 is becoming the normal 
price for a bottle one or two steps up 
from the average.

“The success of our new Argentine 
brand Viñalba in the £8-£10 price 
bracket has demonstrated that, even in 
tough times, consumers are prepared to 
pay a little more for wines that 
overdeliver on quality,” says Buckingham 
Schenk commercial director Jon Pepper.

Jeremy Rockett, of Gonzalez Byass, 
adds: “Most of our wine portfolio is 
above £8 in price already. Consumers are 
happy to buy wines at this level if they 
offer great value for money.”

“As some degree of consumer 
confidence returns, we have seen sales in 
the premium sector begin to grow,” says 
Mark Kermode, off-trade and buying 
director for Enotria.

The trade may not quite sound positive, 
but in terms of their staff, wine suppliers 
are much more upbeat than last year.

In 2009, 2% of suppliers expected to 
lay off staff in the coming year, compared 
with none this year. Forty-seven per cent 
expanded, or plan to expand, their 
workforce, up from 26% in 2009, and 
14% made redundancies  compared with 
21% last year.

What do you expect from 
your sales in the next year?

Decrease 4%

Stay the 
same 13%

Increase 83%

Sales forecasts

Declined 2%
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Suppliers are split over the importance of 
percentage margins and some find the negotiating 
climate with retailers increasingly difficult

tions and discounts, most of which are not 
set out clearly at the time of negotiation,” 
says one importer.

“The supplier has no control over the 
retailer’s promotions policy, so pricing 
can only be done on an estimate of what 
percentage will be sold at a discount. 

“We find as well that one-off ‘optional’ 
charges for shelf-barkers, seasonal bro-
chures and so on are becoming more 
prevalent. 

“We’ve also been asked for a 2% price 
reduction on the basis that the retailer is 
opening new branches,” he adds.

Keith Isaac MW, general manager of 
Patriarche Wine Agencies, believes what 
he would consider to be fair margins don’t 
add up when it comes to the UK’s average 
bottle price. 

The trade seems split over how impor-
tant percentage margins are. 

Some would not compromise their 
margin for anything, while others are 
happy to negotiate for any kind of sales 

 M
argins have remained rela-
tively stable and relations 
within the trade have con-
tinued much as they were 
last year, according to OLN’s 

annual suppliers’ poll.
But there are still variations and some 

suppliers report this year has been very 
challenging.

One supplier says: “We are finding that 
margins are being squeezed harder this 
year than in 2009. It is amazing that the 
people who take the biggest risks – namely 
the producers and importers – make the 
least margin.”

Another comments: “Promotional mar-
gin requirements are continually rising, 
as are the fixed costs for promotions.”

“It is increasingly difficult to protect 
margins as the supermarkets raise so 
many retrospective charges for promo-
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How have shortened credit 
terms and low credit ratings 
affected your business?
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Retailers are not the only ones with 
power when it comes to negotiations 
– many suppliers have had to become 
more cautious about who they deal with 
and how they deal with them as a result 
of the credit crunch.

One supplier says: “We’ve had to 
become much more hard-nosed about 
issues such as credit control. We’ve 
managed to maintain prices pretty well 
through the currency fluctuations and 
this has helped keep people happy.”

How the credit crunch has affected business

“We have worked closely with 
retailers affected by low credit ratings 
to ensure we can still both do business,” 
says Nick Mantella, managing director 
of Codorníu. 

“This has meant some delayed orders 
while waiting for invoices to be paid, but 
we have achieved continuity of supply.”

But 24% say they have not been 
affected by shortened credit terms and 
low credit ratings, or that the impact has 
been negligible.

How have supplier-retailer 
relations been over the past 
12 months? Fo
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benefit on the basis that it is cash, not 
percentage margin, they are working for.

“We’ve learnt that, in general, the 
apparent long-term gains from such 
compromises are not ultimately realised,” 
one agency says of margin sacrifices.

James Forbes, of Stevens Garnier, says: 
“As it is still very definitely a buyers’ mar-
ket, it tends to be the case that those at 
the end of the supply chain feast happily, 
while the rest fight over the scraps. That 
said, each producer, each wine and each 
customer presents different opportuni-
ties, so it is difficult to generalise.

“The wine trade does get tied up in talk 
of percentage margin, which is a side-
show to the main event. Everyone in the 
supply chain is trying to generate cash 
profit so anything that ultimately achieves 
that can be considered when talking 
about margin percentages.”

When it comes to retailer-supplier rela-
tions, there have been some very different 
experiences. Although 62% of suppliers 

polled say relations have remained much 
the same, many say negotiations have 
become much tougher.

Retailers insist they are responding to 
economic pressures by being more col-
laborative, and some suppliers say their 
relationships have become more concili-
atory. But others say negotiations have 
become harder, that few wine companies 
will make a profit this year and that it  
has become more difficult to launch 
products.

One major supplier says: “The current 
situation with exchange rates, increased 
taxes and the general economic climate 
is leading to a less collaborative relation-
ship than we have experienced in the 
past. At times, there seems to be an expec-
tation that suppliers should be prepared 
to lose money and this causes friction.”

A smaller operator adds: “With our 
supermarket customer, things are more 
tense as their buying strategy seems to 
have become more aggressive.”

 Retailers 
drive a hard 
bargain



Wine Report Supplier survey

36 l off licence news l 9 july 2010

Own-label misses a trick
The jury’s out on entry-level own-label standards, but suppliers are encouraged by the quality  
of higher-end wines – so isn’t it time producers got recognition for their wines?

 R
etailers’ own-label wine ranges 
are a bone of contention. Many 
suppliers proclaim them to be 
excellent – but they are hardly 
unbiased, having often sup-

plied the wines.
Comments range from “world-leading” 

to “poor value”, although most agree that 
ranges vary not only from retailer to 
retailer, but also within individual 
retailers.

One supplier says the only retailers 
who are “serious” about their own-label 
ranges are Fortnum & Mason and 
Selfridges, while another praises them 
across the board – especially Asda’s Extra 
Special range.

Yet another supplier sums up a widely 
held view: “The higher-end, own-label 
ranges such as Tesco Finest can be 
thoughtfully put together, but entry-level, 
own-label wines tend to be  
very poor, with no consideration for the 
quality and are only on shelf to hit a 
required price point.”

James Forbes of Stevens Garnier says: 
“Generally, the wines are good and get-
ting better. 

“Still, except perhaps at the entry level, 

the concept seems flawed. Each bottle 
should be an opportunity for the con-
sumer to engage with the producer more 
intimately and for the retailer to bask in 
the glow, but the anonymity of these 
wines spurns the chance in favour of an 
engagement on price.”

He adds: “Generally, I think the quality, 
if not the depth, of wine ranges has 
improved and will continue to do so. 

“The price battle will always be a war of 
attrition with one side gaining ground 
before ceding it later to the other. But the 
inter-company competitive edge on qual-
ity should improve things for everyone, 
especially the customer.”

Matthew Dickinson of Thierry’s disa-
grees. “Entry-level has got worse but, 
arguably, ranges such as Finest and Taste 
the Difference are showing what can be 
done at a higher price point. 

“There’s some way to go yet though,” he 
adds.

Jim Wilson, marketing director of Hall-
garten Druitt, adds his view: “The choice 
on the high street has declined over the 
past few years, as there are fewer opera-
tors and fewer SKUs as buyers look to 
reduce suppliers.” 

How do you rate 
retailers’ own-label 

wine ranges?

How have these 
ranges changed 
over the past 
few years?

How the multiples define their offer

Asda
Size: 100 wines in a total range of  
more than 550 (18%)
Ranges: Smart Price – entry-level, 
value-for-money generic wines
Asda – great value everyday wines 
under £5
Extra Special – premium wines with 
provenance

The Co-op
Size: 140 wines in a total range of  
450 (31%)
Ranges: Fairtrade – 16 wines
Premium – eight wines
Standard – across all key countries, 
regions and styles including two 
Champagnes, a range of sparkling and 
3-litre bag-in-box

Phillippa Carr of Asda A third of Spar’s range is own-label

The Co-op includes 16 Fairtrade
wines in its own-label section

Sainsbury’s
Size: 190 wines in a total range of 650 
(30%)
Ranges: Sainsbury’s House – 21 wines 
representing typicity and value across  
the key styles, grape varieties and  
regions, aimed at less confident  
consumers 
Sainsbury’s – standard range covering 
world wine styles
Taste the Difference – premium range, 
working with iconic regional producers  
to make outstanding, quality wines in 
relatively small volumes
So Organic – small range of international 
organic wines
Fairtrade – five wines

Spar
Size: 50 wines in a total range of 150 
(33%)
Range: One label representing  
value for money at generic levels,  
ranging from entry-level Spanish to 
Chablis and Châteauneuf

Waitrose
Size: 45 wines out of a total range of 
1,500 (3%)
Ranges: In Partnership With – premium 
wines made with benchmark suppliers 
around the world such as Villa Maria, 
Perrin and Cune
Champagnes: Entry-level – affordable 
wines overdelivering on quality.

Improved 46%

Declined 39%

Stayed  
the same  

15%

Fair 48%

Good 30%

Excellent 8%

Poor 
8%

Very 
poor 
8%
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France remains suppliers’ best-selling 
wine country, reflecting its continued 
dominance in the on-trade
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Finger on the trade’s pulse
Is the new government merely paying lip-service to the drinks trade? How is social media  
being used? Has marketing spend been cut? And how much are wines really selling for?

The coalition government and alcohol policy

The rise of social media

Prices outstrip the average

Marketing spend frozen

What is your 
reaction to the 
new government’s 
alcohol policy?

How important are tools such 
as Facebook, Twitter, blogging 
and viral marketing to your 
business?

While the majority of the trade say it’s 
too early to make up their minds about 
what the Conservative-Lib Dem coalition 
will mean to them, talk of minimum 
pricing and tax hikes have won them 
more foes than friends so far.

Most suppliers OLN polled believe 
education is the key to tackling 
binge-drinking, and are at best sceptical 
that tax hikes can help.

“I’m not entirely convinced they’re 
prepared to listen just now and I’m not 
really that clear what the policy is beyond 
a set of media-friendly soundbites,” says 
Thierry’s Matthew Dickinson. 

“If just a fraction of the tax revenue 
was spent on genuinely helping educate 
around irresponsible drinking, then there 
wouldn’t be so many problems. 

The wine trade has embraced social 
media as an innovative, different and 
personal way to reach consumers 
directly. 

Social media is incredibly important to 
all businesses and will only become more 
so in the future, says Bibendum 
marketing director Fiona Cochran. 
“Bibendum has led the way the wine 
industry has used social media, 
developing the bibendum-times.co.uk 
website as the focus for our activity.

“The website is an online hub of  
wine conversation that publishes content 
from Bibendum staff, our producers, 
on-trade customers and guest bloggers. 
The site has attracted more than 
175,000 visits since its launch last 
November. Our blog is the fourth-highest 
wine blog in Wikio’s list of top food and 
wine blogs.

“We use Bibendum Times to work 
closely with many of our agencies and 
customers, in all channels, to improve 
and develop their own social media 
activity to promote their brands by using 

For 60% of suppliers, the majority of 
wine is sold at between £4.51 and £8, 
with £6.01 to £8 being the most popular 
price bracket. Just 7% sold most of their 
wine for less than £4.50, with none 
selling it for less than £3.50. 

At the other end of the scale, a healthy 
23% of suppliers said the majority of 
their wine sells for more than £10, with 
6% selling most of their wine for more 
than £20. 

These figures are a sharp contrast to 
the average UK bottle price of £4.37. 
The average bottle of wine spent years 
fighting to edge over the £4 mark and 
has only reached its current high thanks 
to repeated duty hikes and exchange 
rate issues.

A small poll of major multiple 
retailers, carried out as part of the Wine 
Report, found their average bottle price 
is £4.90, although this is skewed by 
Waitrose’s £6.42 average. All the others 
polled had average prices ranging from 
£4.10 to £4.70.

Advertising spend has remained low as 
suppliers continue to streamline their 
businesses in the wake of the recession.

“We continue to struggle to maintain 
above-the-line expenditure,” says 
Thierry’s Matthew Dickinson.

Hatch Mansfield marketing director 
Lynn Murray says: “Any investment for 
above-the-line – and by this I mean 
straightforward advertising – has been 
frozen once again this year. 

“The current climate has meant any 
investment is being channelled into 
below-the-line activity, such as price 
promotions and customer support.” 

Chalié Richards sales director Ron 
Young adds: “There is not the scale to 
invest above-the-line. We will use trade 
press and advertorials and support our 
customers with trade marketing.”

A new supplier to the UK says it is 
putting its budget into tastings as its 
brands are not yet established here, while 
Moreno Wines is sending customers to 
vineyards and attending trade fairs rather 
than spending on traditional marketing.

“Constructive collaborative schemes 
such as the WSTA’s Community Alcohol 
Partnerships are clear evidence of what 
can be done on a limited budget. 

“Sadly, politicians seem to think that, 
rather than tackling the problem head-on, 
it’s easier to point the finger at the industry. 
Having said that, we could probably do 
more to be blameless and demonstrate our 
commitment, and we don’t help ourselves 
with ridiculous promotions.”

Martin Chapman, managing director of 
Peter Osborne Fine Wines, says: “The 
government sees the selling of alcohol as a 
soft target for raising more revenue. The 
licensing laws of 2005 partly missed the 
point in legislating on under-age drinking 
– it is wine education that will stop 
binge-drinking.”

Twitter, Facebook, blogs and other 
platforms. 

“In a consumer-driven business such as 
wine it is imperative we as a supplier are 
able to listen to, and engage with, the 
people who buy wine on an everyday basis 
to ensure our offering meets their needs 
and tastes. Social media is an excellent 
way of doing this.”

Plenty of others agree. “Only a fool 
would ignore the importance of this form 
of marketing,” says Stevens Garnier’s 
James Forbes, while Free Run Wines 
director Nicolas Bauer adds: “One will 
have to take on board increasingly the new 
forms of media to reach a new generation 
of consumers.”

Eighty-four per cent of those polled 
recognised that social media is a great 
way of addressing consumers, but said they 
were not using it as much as they should 
or planned to.

But there were some provisos. Thierry’s 
Matthew Dickinson says: “They are part of 
the marketing armoury, but are also 
clearly resistant to overt corporate 

Hispamerchants’ Solano Pena-Lenzi 
agrees: “I don’t think they can tackle the 
real problem with these policies. They are 
just raising more money through increased 
taxes, and justifying it with a very strong 
statement such as ‘tackling binge-
drinking’, which in my opinion can only  
be tackled through education.”

Neil Barker, UK commercial director  
of Foster’s EMEA, says: “It is essential 
that there is strict enforcement of the  
new and existing laws to really begin  
to tackle the issues of alcohol misuse 
among the young. 

“We do not believe a minimum price is 
beneficial to the industry and raising the 
price of alcohol will not necessarily tackle 
the problems we face with binge-drinking 
and irresponsible consumption.”

James Lousada, SVP for sales and 

marketing at Constellation, says: “We 
welcome the government’s commitment 
to ban the sale of alcohol below cost and 
to review alcohol taxation and pricing to 
ensure it tackles binge-drinking. 

“However, we continue to believe that 
investment in consumer education is 
needed to address alcohol misuse issues. 
Initiatives by Drinkaware and other 
alcohol-related harm-reduction groups 
that our industry contributes to must be 
taken into account by government when 
framing alcohol policy.”

Meanwhile, the retailers OLN polled 
were evenly split in their attitudes to the 
new government, although some note 
that they do not support minimum 
pricing, and one retailer believes its 
alcohol policies are “not fully thought 
through”.Cameron: media-friendly soundbites
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The average bottle price in 
the multiple retailers is £4.90

branding. Harnessing the potential is a 
must-do for any modern business, but 
taking a traditional approach will end 
in tears.”

2010

Positive 18%

Negative 24% Neutral 58%



Spain. As many wineries as landscapes. 
In Spain there are almost as many wineries as there are landscapes. 
The diversity of viticulture in the country is reflected in more than 90
grape varieties from 70 denominations of origin. Our wines mirror our
country’s infinite beauty. Soil and climatic conditions ensure variety,
personality and richness of style to please all discerning palates.
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It’s not easy being green
Sustainability is the byword among many retailers, but is not necessarily a top priority for suppliers. 
Yet a move to bulk-shipping wine to bottle here is gaining ground, as is the use of lighter-weight glass 

sustainably, from simply using fewer or 
more environmentally friendly pesticides, 
to waste management, and to reducing 
their carbon footprint.”

“Concha y Toro is now putting sustain-
ability at the heart of its business strategy,” 
says its co-general manager, Simon Doyle. 
“Following a company-wide carbon  
footprint audit, we are now in a position 
to set targets for the reduction of 
energy consumption. 

“Concha y Toro is the first wine com-
pany in the world to conduct a water 

 T
here is a rift between suppliers 
and retailers when it comes to 
green issues. Just 27% of sup-
pliers say sustainability is a key 
priority for them, compared 

with 60% of retailers – and 2% say it is not 
a priority for them at all.

For many suppliers, environmental 
impetus comes from their wineries. 

Hatch Mansfield marketing director 
Lynn Murray says: “This subject is high on 
all our brand owners’ agendas and they 
are all looking at ways of producing wines 

Constellation’s Avonmouth packaging plant
has boosted its bottling in the UK

Do you expect any of these to 
increase over the coming year?

Closures: comeback for natural cork
Natural cork has seen a resurgence since 
screwcap overtook it for the first time in 
this poll last year, and the two are now 
level-pegging.

That could be partly to do with this 
year’s poll, which has more fine wine 
specialists taking part than last year’s, 
but there is a definite move on the part 
of retailers to return to natural cork as a 
calculated environmental decision.

“The Co-op aims to match the closure 
with the individual wine,” the retailer 
explains. “Where the opportunities arise, 
we are actively seeking to replace 
synthetics with natural closures, 
and we would like to move as 
many of our own-brand wines 
as possible to FSC-accredited 
cork. 

“To this end, we have 
approved Aquamark closures 
from Amorim. Earlier this 

year, we moved a selection of our 
own-brand wine range to FSC-
accredited cork, following months of 
collaboration with supplier Kingsland 
Wines & Spirits.”

Sainsbury’s is also replacing synthetics 
with natural cork.

On average, our small poll of multiple 
retailers found that 68% of their wines 
are closed by screwcap, 6% by plastic 
and 26% by natural cork. But while 
50% of retailers believe the proportion 
of screwcap closures will continue to 

rise, 38% also say there will be a 
return to natural cork.

Among suppliers, a massive 
62% expect to add more 
screwcaps to their portfolios, 
while just 6% think there will 
be a swing back to cork and 
21% expect their closure 
profiles to remain the same.
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audit, studying consumption in the dif-
ferent zones in Chile and devising a 
strategy for sustainable water consump-
tion. Concha y Toro UK is the first 
subsidiary in the world to be certified car-
bon neutral by the Carbon Neutral 
Company. For us, sustainability is not a 
goal in itself but rather a different way of 
doing things.” 

Bibendum has its own green commit-
tee, looking at ways to encourage 
“responsible green thinking” and working 
on environmental and social issues. 

Marketing director Fiona Cochran says: 
“Ethical trading is part of our code of 
practice. Bibendum sources wines from 
all over the world and we recognise our 
responsibility for the conditions under 
which these wines are produced. 

“We seek to ensure production and 
packaging processes do not involve abuse 
of basic human rights, that working 
 conditions are safe and wage rates fair, 
and that there is no use of child or 
forced labour.”

For others, there are both cost and 
environmental benefits to measures such 
as bulk shipping, local bottling and the 
introduction of lighter, alternative 
packaging.

Just 6% of the trade say they bulk-ship 
wine to the UK and bottle it here. The 
amount shipped ranges from just 1% to 
80%, with some of the biggest players bot-
tling huge amounts of wine here. But 
smaller importers are also making moves 
towards local bottling, for both financial 
and ecological reasons.

Among retailers, the amount of wine 
bottled here ranges from just 2% for one 
multiple to 75% of New World own-label 
wine for another, but all expect that 
amount to grow this year.

While 39% of suppliers expect to 
increase the amount of wine they bulk-
ship in the coming year, either by a small 
amount or “exponentially”, 61% do not 
expect to change.

For many that is because they are com-
mitted to bottling at source for quality 
reasons. 

How important is 
sustainability for 
you as a business?

Not a 
priority 2%

One of many 
priorities 70%

Key priority 
60%

Key priority 
27%

One of many 
priorities 40%

Retailers

Suppliers

Ian Steel, of importer For the Love of 
Wine, puts his case: “I want my producers 
to produce wines that reflect the vintage 
and region and not be bland wines bot-
tled to taste the same year on year.”

Others bottle at source to protect jobs 
in the countries where the wine is made, 
and for some there is still no economic 
case for it. 

One supplier explains: “Pretty much all 
our wines are from France, Spain or Italy, 
so it is not so much of an advantage to 
bottle in the UK.”

Matthew Dickinson, of Thierry’s, says: 
“There are certain circumstances where 
it is more practical and appropriate to 
bottle here, and also where you can gain 
efficiencies. Bottlers in the UK also take a 
very serious approach to quality. 

“Theoretically, it’s also better for the 
environment, but the cynic in me says 
that is not why people are bottling here. 
We remain extremely committed to bot-
tling at source where this is clearly the 
most appropriate method for delivering 
the best quality of product.”

Constellation and Bibendum are 
among the strongest advocates of bulk 
shipping. 

Constellation’s Avonmouth packaging 
operation, Constellation Park, has allowed 
the company to boost the amount of  
wine it bottles in the UK, and the move 
won the company the Green Supply 
Chain Award last month. Constellation 
estimates it saves some 1.5 million sea 
miles and 250,000 road miles thanks to 
the plant.

Bibendum is part of the Waste & 
Resources Action Plan, a government-
funded body which seeks to boost UK 
glass recycling and cut the amount of 
glass weight. 

“We are using lightweight bottles for 
anything packaged in the UK and are also 
encouraging our suppliers to lightweight 
at source,” says Cochran.

Lightweight glass is the most popular 
eco-friendly packaging alternative in this 
year’s poll, with 31% of the trade saying 
they already use it and 56% forecasting  

it will increase in the coming year.
Following research that consumers do 

not judge a bottle on how heavy it is, 
lightweight glass seems to be the way  
forward both for cheaper wines and the 
top end.

For the Love of Wine’s Steel says: “The 
only alternative pack we consider to be 
relevant is lightweight glass.”

One supermarket buyer says: “Light-
weight is a win-win solution all round, so 
it’s definitely a focus for us, with probably 
the largest potential increase. PET, Tetra 
Pak and bag-in-box are all potentially 
significant.”

The trade remains split on smaller 
packs, such as 50cl and single serve, with 
some saying they are ideal for trying new 
wines and midweek drinking, while 
 others have found consumers are not 
interested in them.

A surprisingly popular format, how-
ever, is bag-in-box  which, until recently, 
has been unfashionable and seldom 
mentioned in the trade. This year 20% of 
suppliers say they use it and 17% say it 
will increase in the coming year.

Do you use any of the following  
packages for your wines?

What’s your preferred closure?
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Charles Taylor Wines
11 Catherine Place
Westminster
London SW1E 6DX

T: 020 7821 1772
E: alexandra@charlestaylorwines.com
Established: 1986
Brands: Vincent Girardin, Château Thieuley, 
Château Patache d’Aux, Jean-Claude 
Chatelain, Champagne Tarlant (France)
Off-trade split: 100%
Europe/New World split: 100% 
Europe
Key personnel: Charles Taylor MW, 
director; Louisa de Faye Perkins, 
director; Jessica Bingham, sales 
director

Domaine-bottled Burgundy specialist 
Charles Taylor Wines has moved to new 
premises in SW1, promoted Jessica 
Bingham to sales director and exhibited 
at the LIWF for the first time this year. 
The coming year will see it focus on 
specialist in-house tastings and 
exhibiting at trade events. 

Brand Phoenix
250-256 High Street
Dorking
Surrey
RH4 1QT

T: 01306 875225
E: jhunter@brandphoenix.co.uk
W: firstcape.com
Established: 2001
Brands: First Cape (South Africa); Porta (Chile); Trapiche 
(Argentina)
Off-trade split: 96%
Europe/New World split: 80% New World
Key personnel: Steve Rosser, director; Greg Wilkins, 
director; Steve Barton, director

Brand Phoenix has bought its first winery, Simondium, 
near the Cape growing region of Franschoek, and says it 
will be the new heart of First Cape. It has launched a 
5.5% abv extension of First Cape in a bid to grow the 
lower-alcohol market. The Café Collection, originally a 
10% abv range, was relaunched after research found there 
was growing demand for lighter, less alcoholic wines from 
known brands. First Cape is also sponsoring rugby team 
London Scottish, after backing the British and Irish Lions 
tour in South Africa last year.

Crush Wines
Bremhill Court 
Bremhill 
Wiltshire SN11 9LA

T: 01249 811 737
E: info@crush-wines.com
W: crush-wines.com
Established: 2005
Brands: Santa Lucia, Gorilla, Cardeto (Italy); Villiera, 
Cape Legends (South Africa)
Off-trade split: 80%
Europe/New World split: 50:50
Key price bracket: £4.51-£6
Key personnel: Chris Ellis, managing director; Tom Fox, 
head of sales; Jacqueline Wiltshire, PR executive 

Over the past year Crush Wines has signed up a new 
agency in Argentina Artes del Sur; developed its Cape 
Legends portfolio of Neetlingshoff, Stellenzicht and Tukulu; 
developed its range from regional Italy; and increased its 
marketing support and distribution for Santa Lucia and 
Gorilla. In the months to come it plans to develop other 
agencies, including Villiera, Elgin Valley Vintners and Cape 
Legends from South Africa; Picco d’Umbria, Arione and 
Chiantigiana from Italy; Ernest Preiss from Alsace and 
Thatched Hut from New Zealand.

Clark Foyster Wines
15 South Ealing Road
London 
W5 4QT

T: 020 8567 3731
E: isabelle@cfwines.co.uk
W: clarkfoysterwines.co.uk
Established: 1994
Turnover: £1 million
Marketing and promotional spend 2010/11: £5,000
Brands: Schloss Gobelsburg, Manfred Felsner, Weingut 
Hirtzberger (Austria); Mac Forbes (Australia); Do Sul 
(Portugal)
Off-trade split: 65%
Europe/New World split: 94% Europe
Key price bracket: £10.01-£15
Key personnel: Lance Foyster MW, director; Isabelle 
Clark, director; Bénédicte Lacour, office manager

Clark Foyster has taken on an Australian agency and 
increased its range of lower-priced wines. It has held a 
standalone portfolio tasting for the first time, and started 
using social networking and blogging to raise its profile. In 
the coming months the company expects to hire a new 
member of staff to help develop its sales, and hopes to 
expand its presence outside London and the south east.

Bristol Fine Wine
89 Pembroke Road, Bristol BS8 3EB

T: 0117 973 4233
W: bristolfinewine.co.uk
Key price bracket: £10.01-£15
Key personnel: Charles Lucas

Caviro 
Via Convertite 12, Faenza, Italy

T: +39 0546 629111
E: caviro@caviro.it
W: caviro.com
Established: 1966
Turnover: E250 million (£209 million)
Brands: Tavernello, Romio, Volo Rosso (Italy)
Off-trade split: 70%
Europe/New World split: 100% Europe
Key price bracket: £3.51-£4.50
Key personnel: Sergio Dagnino, 
managing director; Pierluigi Calcagnile, 
business unit manager; Giordano 
Zinzani, chief winemaker

Chalié Richards
The Sovereign Distillery
Huyton Business Park
Wilson Road
Liverpool 
L36 6AD

Turnover: £10 million
Brands: One World, La Umbra (Romania); Finca Las 
Moras (Argentina); Alto de Cantor (Portugal); Seifried 
Family Vineyard (New Zealand)
Off-trade split: 60%
Key price bracket: £4.51-£6
Key personnel: Bob Rishworth, chairman; Ron Young, 
director of sales; David Vaughan, wine buyer

Chalié Richards has recently increased its sales team by 
30% to target the London area, particularly the on-trade 
and “route to market” off-trade. It also plans to appoint  
12 business development executives to help these 
customers with promotions, display and generally pull  
stock through the independent channel. Going forward  
the company aims to consolidate its position and boost its 
trade with independent off-licences and the on-trade. With 
its in-house bottling and bagging facility, it says it is well 
placed to capitalise on entry-point New World wines in  
all formats.

Codorníu
Webster House, Dudley Road, Tunbridge Wells,  
Kent TN1 1LE

T: 01892 500250
E: codorniu.uk@codorniu.com
W: groupcodorniu.com
Established: 1997
Turnover: €30 million-plus (£25 million)
Brands: Codorníu, Viña Pomal, Raimat, 
Legaris (Spain); Septima (Argentina)
Off-trade split: 90%
Europe/New World sales value split: 
95% Europe
Key price bracket: £6.01-£8
Key personnel: Nick Mantella, 
managing director; David 
Edwards, sales manager; 
Jo Sorenson, Codorníu brand 
manager 

Managing director Bill Breen 
retires from Codorníu this month, 
handing over to sales director 
Nick Mantella. It has boosted 
sales and grown its still wines. 
Looking forward it plans to take 
on new wineries outside Spain.

Australian Vintage
6 Calico House, Clove Hitch Quay, Plantation Wharf, 
London SW11 3TN

T: 020 7924 8090
E: jwatson@australianvintage.com.au
W: australianvintage.com.au
Established: 1992
Turnover: AU$130 million (£76 million)
Marketing and promotional spend 2010/11:  
AU$2 million (£1.2 million)
Brands: McGuigan Wines, Nepenthe, Tempus Two, Big 
Kahuna, Calloway Crossing (Australia)
Off-trade split: 90%
Europe/New World split: 100% New World
Key price bracket: £4.51-£6
Key personnel: Paul Schaafsma, general manager UK and 
Europe; Alan Neil, head of UK off-trade; Jill Watson, 
marketing manager

McGuigan has grown substantially due to new listings in 
Tesco, Sainsbury’s, Co-op, Somerfield, Majestic and 
Morrisons, and a number of awards including chief 
winemaker Neil McGuigan being named International 
Wine Challenge White Winemaker of the Year. After some 
months of talks the company decided not to go through 
with a proposed merger with Constellation. 

Bibendum 
113 Regents Park Road, London NW1 8UR

T: 0845 263 6926
E: sales@bibendum-wine.co.uk
W: bibendum-wine.co.uk
Established: 1982
Turnover: £140 million
Brands: Castillo San Lorenzo Rioja, Altivo Reserva Rioja 
(Spain); St Hallett (Australia); Bouchard (France); 
premium own-label (all countries)
Key personnel: Michael Saunders, managing director; 
Richard Cochrane, off-trade director; Fiona Cochran, 
director of marketing; Emma Biggs, national account 
controller

Bibendum has seen growth in all channels, but particularly 
from its premium own-labels in the off-trade. It has added 
more than 15 exclusive agencies, including Chablis producer 
Patrick Piuze, Andre Lurton in Bordeaux, Bodegas Tabula in 
Ribera del Duero and Chile’s Agustinos and Veranda. The 
company has launched the biggest survey of UK consumer 
tastes on bibendum-times.co.uk. The survey, designed with 
Tim Hanni MW, aims to understand what consumers like to 
drink, and Bibendum will use its results to inform future 
strategies of ranging, staff training and product development. 
It will also work with multiple grocers to develop new ways 
of communicating about wine to their customers.

Berkmann Wine Cellars
10-12 Brewery Road, London N7 9NH

T: 020 7609 4711
E: info@berkmann.co.uk
W: berkmann.co.uk
Established: 1964
Turnover: £45 million
Brands: Georges Duboeuf (France); Antinori, 
Mezzacorona (Italy); Bodega Norton (Argentina); 
Bodegas Valdemar (Spain)
Off-trade split: 45% 
Europe/New World split: 61% Europe
Key price bracket: £6.01-£8
Key personnel: Rupert Berkmann, managing director; 
Bruno Ricard, national on-trade sales director; Alex Hunt, 
purchasing director

Berkmann has revamped its wine list with an enhanced 
Spanish range, thanks to its acquisition of Laymont & 
Shaw, and a new Austrian agency in Peter Schweiger. 
Purchasing director Alex Hunt has also added a Chilean 
Carignan, some “funky” south of France wines and a Rioja 
made from Tempranillo Blanco, which Hunt says is the only 
one of its kind. In the coming months he will be focusing on 
South Africa and Italy, and promises some interesting 
developments. 

Concha y Toro
6 Ashurst Court, London Road, Wheatley, 
Oxfordshire OX33 1ER

T: 01865 873713
E: enquiries@conchaytoro.eu
W: conchaytoro.com
Established: 2001
Turnover: £85 million
Marketing and promotional spend 2010/11: £1.2 million 
(excludes discounting)
Brands: Casillero del Diablo, Isla Negra, Cono Sur, Viña 
Maipo (Chile); Trivento (Argentina)
Off-trade split: 80%
Europe/New World split: 100% New World
Key price bracket: £6.01-£8
Key personnel: Simon Doyle, joint general manager; 
German Lledo, joint general manager

Concha y Toro has moved a substantial chunk of its 
production into lightweight eco-glass bottles, spearheaded 
by Isla Negra as part of a company-wide sustainable 
development plan. The Trio and Terrunyo ranges have been 
repackaged, and a new consumer website launched in May 
2010, thefinewinecollection.com. Casillero del Diablo has 
continued its sponsorship of the Summer Proms picnic 
concerts, and has run a number of value-added, on-pack 
and cross-category promotions. 
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Buckingham Schenk
68 Alpha Street South, Slough SL1 1QX

T: 01753 521336
E: info@buckingham-schenk.co.uk
W: buckingham-schenk.co.uk
Established: 1974
Turnover: £20 million
Brands: Viñalba (Argentina); Buckingham 
Estate (Australia); M de Murviedro (Spain); 
Insight (New Zealand); Rivani (Italy)
Off-trade split: 90% 
Europe/New World split: 80% Europe
Key price bracket: £3.51-£4.50
Key personnel: Cliff Roberson, 
chairman; Craig Durham, sales 
director; Jon Pepper, commercial 
director

Buckingham Schenk has found being 
part of the pan-European Schenk 
Group has helped it in the past year, 
giving it the ability to offer reliability 
and value at good prices. Argentinian 
brand Viñalba has won a number of 
awards and is doing well in the 
£7-£10 price bracket.

Cellar Trends
Stonehouse Farm, Swadlincote, Derby DE11 7BP

T: 01283 217703
E: faustino@cellartrends.co.uk
W: cellartrends.co.uk
Established: 1999
Turnover: £70 million
Brands: Faustino, Condesa de Leganza, Fortius, Campillo, 
Portia (Spain)
Europe/New World split: 100% Europe
Key price bracket: £6.01-£8
Key personnel: Martin Watts, owner; David Marriott, 
owner; Terry Barker, marketing director

After adding Grupo Faustino’s other bodegas last year, 
Cellar Trends has been focusing on developing and 
strengthening listings for the whole range, as well as 
introducing new formats and branding for key accounts. 
Colin Hynard has taken on the role of brand development 
manager. An anniversary release of Faustino I Gran 
Reserva 2001 has been launched, as have 50cl formats of 
Campillo and Marqués de Vitoria. Bodegas Portia, a Ribera 
del Duero winery designed by Sir Norman Foster, will open 
this summer, and Portia launched Ebeia by Portia, made 
from local Tinta Fina del País Tempranillo grapes, at the 
London wine fair.

The Company of Wine People
Unit C, Woodside, Bishop’s Stortford CM23 5RG

T: 01279 756200
E: barneyd@thecompanyofwinepeople.co.za
W: thecompanyofwinepeople.com
Brands: Arniston Bay, Welmoed, Kumkani, Versus  
(South Africa)
Off-trade split: 90%
Europe/New World split: 100% New World
Key price bracket: £4.51-£6
Key personnel: Hermann Böhmer, chief executive; Chris 
O’Shea, executive director sales and marketing; Barney 
Davis, brand and business development manager UK and 
Ireland

Last year the Company of Wine 
People’s UK distribution moved  
to Percy Fox. Arniston Bay 
winemaker Abraham de Villiers has 
worked with Percy Fox’s MWs to 
tailor the range to the UK 
consumer. Marketing activity has 
focused on driving awareness of the 
brand. Arniston Bay accounts for 
5.6% of South Africa’s off-trade 
volumes, according to recent 
Nielsen figures.

Connoisseur Estates
Binfield Vineyard, Forest Road, Wokingham, 
Berkshire RG40 5SE

T: 01344 862230
E: susannahp@connoisseurestates.co.uk
W: connoisseurestates.co.uk
Established: 2002
Turnover: £2.5 million
Brands: Château d’ Anglès, Champagne 
Autréau (France); Hazendal Estate (South 
Africa); Gurpegui Muga (Spain); Sidewood 
(Australia)
Off-trade split: 50%
Europe/New World split: 50:50
Key price bracket: £6.01-£8
Key personnel: Andrew Steel, director; 
Steve Penchion, director; Susannah 
Perks, sales and marketing

The past year has seen a refocus on 
sales and customer relationships to 
maintain its distribution and sales levels 
in a difficult market. In the coming 
year it plans to expand distribution 
across the country, with more emphasis 
on its core and agency products.

Constellation
Constellation House
The Guildway
Old Portsmouth Road
Guildford GU3 1LR

T: 01483 690000
E: info@cbrands.eu.com
W: cbrands.com
Established: 1945
Brands: Hardys (Australia); Kumala (South Africa); 
Stowells (various); Echo Falls (US); Nobilo (New Zealand)
Off-trade split: 78%
Key price bracket: £3.51-£4.50
Key personnel: Troy Christensen, president; James 
Lousada, senior vice-president sales and marketing;  
Clare Griffiths, vice-president consumer marketing

Constellation’s key focus for 2009 was its sponsorship of 
Channel 4’s Come Dine With Me, with ads for Echo Falls, 
Kumala and Hardys. That support will continue this year, 
and will be used as a platform to launch Echo Falls Pinot 
Grigio Spritz this summer. In 2009 Constellation  
launched Hardys Nottage Hill Fresh Case, an easy-to-carry 
larger-format pack, and Chilean brand Gran Tierra. 
Following some months of talks, a proposed merger with 
Australian Vintage was abandoned.

Brown Brothers
Riverview Lodge , Maidenhead, Berkshire SL6 8NJ 

T: 01628 776446 
E: info@brownbrothers.co.uk 
W: brownbrothers.com.au 
Established: 1989 
Marketing and promotional spend 2010/11: £300,000 
Brands: Brown Brothers (Australia) 
Off-trade split: 80% 
Europe/New World split: 100% New World 
Key personnel: Gail Gilbert, European sales and 
marketing manager; 
Carla Rose, marketing 
executive for UK and 
Europe 
 
Brown Brothers has 
extended its portfolio 
with a number of  
new wines including 
lower-alcohol Moscato 
Rosa, a lower-alcohol 
sparkling red Cienna 
Rosa and a range of 
wines from the 
Crouchen grape. Gail Gilbert 
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First Drinks Brands
Imperial House, Imperial Way, Western Docks,  
Southampton SO15 0RB

T: 02380 312000
W: firstdrinks.co.uk
Brands: Mateus (Portugal)
Key price bracket: £3.51-£4.50
Key personnel: Alvin Saal, brand manager

Around 30,000 
consumers tried the 
full Mateus range 
during a sampling 
campaign at the 
Mayor’s Thames 
Festival in London 
last September. More 
consumer and trade 
marketing support is 
planned for the 
coming year, including 
a major on-pack 
promotion on 
one million Mateus 
bottles, offering the 
chance to win a trip to 
Portugal.

For the Love of Wine
Flint Cottage
High Rougham
Bury St Edmunds 
IP30 9LN

T: 01359 270377
E: robert.steel@fortheloveofwine.co.uk
Established: 1995
Turnover: £1 million
Marketing and promotional spend 
2010/11: £3,500
Brands: Cantine Volpi, Sampietrana, 
Beato Bartolomeo, Cantine Lenotti, 
Castelfeder (Italy)
Off-trade split: 75%
Europe/New World split: 100% 
Europe
Key price bracket: £6.01-£8
Key personnel: Ian Steel, partner; 
Robert Steel, sales and marketing; 
Nicola Bradbeer, accounts

Free Run Wines
1-2 Woodleys Yard, West Street, Aldbourne,  
Wilts SN8 2BL

T: 01672 540990
E: info@freerunwines.com
W: freerunwines.com
Established: 2000
Turnover: £20 million-plus
Marketing and promotional spend 2010/11:  
£100,000-plus
Brands: Viña Albali (Spain); Waipara Hills (New Zealand); 
Champagne François Dubois, Champagne Louis Dubrince, 
Champagne Pierre Darcys (France)
Off-trade split: 95%
Europe/New World split: 95% Europe
Key price bracket: £4.51-£6
Key personnel: Nicolas Bauer, director; Charles Elms, 
director; Rachel Robinson, PR and marketing manager

Free Run has increased its focus on the off-trade with 
value-for-money wines from Spain, New Zealand and 
Champagne. Two new members of staff boost the marketing 
and sales teams, and the company has rebranded. Free Run 
wants to grow its portfolio, mainly with branded wines from 
France and South America. Sustainable issues will be to the 
fore, and the company will recruit a national account 
manager to focus even more on the off-trade.

Domaine Direct
6-9 Cynthia Street
London 
N1 9JF

T: 020 7837 1142
E: cathy@domainedirect.co.uk
W: domainedirect.co.uk
Established: 1981
Off-trade split: 20%
Europe/New World split: 95% 
Europe
Key price bracket: £20.01 and over

The past year has been challenging 
because of the pound’s weakness 
against the euro and Australian 
dollar, but Domaine Direct has 
diversified its range to include wines 
from the Loire, and aims to develop 
its agency sales to independent wine 
merchants as well as boosting 
listings with top-end restaurants in 
the months to come.

Dedicated Wines
Unit 7, Hall Farm, South Moreton, Oxfordshire OX11 9AG

T: 01235 512278
E: info@dedicatedwines.co.uk
W: la-difference.com
Established: 1990
Brands: La Différence, Cellier des Dauphins, 
Déjà Vu, Château David, Louis Moreau 
(France)
Off-trade split: 100%
Europe/New World sales value split: 
100% Europe
Key price bracket: £4.51-£6
Key personnel: Richard Evans, director; 
Ed Squires, director

Dedicated Wines has launched three of 
its own brands to the multiple off-trade 
– Déjà Vu, Espalier and Le Hameau. It 
has run PR and neck-tag campaigns for 
La Différence, taken on representing 
Chablis producer Louis Moreau in the 
multiple off-trade and launched premium 
wines from the Rhône’s Cellier des 
Dauphins to the multiples. The company 
plans to develop PR and exports.

Ehrmanns
Unit 2B The Court Yard, 4 Gloucester Avenue, London 
NW1 8JD

T: 020 7449 9911
E: ehrmanns@ehrmanns.co.uk
W: ehrmannswines.com
Established: 1875
Turnover: £20 million
Brands: Calatrava, Paternina (Spain); 
Stellar Organics (South Africa); CVC, 
Chilensis (Chile)
Off-trade split: 75% 
Europe/New World split: 60% Europe
Key price bracket: £6.01-£8
Key personnel: Hugo Campbell, 
managing director; Kim Wilson, 
director of off-trade sales; Joy 
Edmondson, director of buying

Ehrmanns was acquired by wine 
investment fund Global Vintners last 
summer, a move which the company said 
left it free to trade without bank debt. 
Ehrmanns has moved office to Primrose 
Hill, established a new management 
structure, improved cost efficiencies and 
taken on five new agencies.

Enotria
4-8 Chandos Park Estate, Chandos Road, London 
NW10 6NF

T: 020 8963 4242
E: b.smith@enotria.co.uk
W: enotria.co.uk
Established: 1972
Turnover: £75 million
Brands: Inycon, Cecchi (Italy); Peter Lehmann Wines 
(Australia); Montgras (Chile); Marqus de Riscal (Spain)
Off-trade split: 20%
Europe/New World split: 70% Europe
Key price bracket: 
£8.01-£10
Key personnel: Alison 
Levett, chief executive; 
Mark Kermode, off-trade 
and buying director; John 
Grieveson, marketing 
director

Enotria has teamed up with 
Wine Intelligence to 
understand the key drivers 
in the Italian category and 
assist with product launches 
and marketing initiatives. Alison Levett

Foster’s EMEA
Regal House, 70 London Road, Twickenham TW1 3QS

T: 020 8843 8411
E: chris.stroud@emea.fostersgroup.com
W: fostersgroup.com
Established: 1876
Turnover: AU$500.7 million (£294 million) 
Brands: Penfolds, Wolf Blass, Rosemount (Australia); 
Lindemans (Australia, South Africa, Chile); Beringer (US)
Off-trade split: 90%
Europe/New World split: 99% New World
Key price bracket: £6.01-£8
Key personnel: Neil Barker, UK commercial director; 
Peter Jackson, managing director; Richard Trimby, 
marketing director

Foster’s has been forced to raise prices on some wines in 
response to the pound’s poor performance against the 
Australian dollar. In February it reported a fall in wine sales 
in all of its regions, with net sales revenue in Europe, the 
Middle East and Africa declining by 76%. Innovation this 
year has focused on sparkling wines, including the launch of 
Wolf Blass Yellow Label Sparkling and its upcoming rosé 
partner, and light and refreshing wines including 
Rosemount’s Diamond Label Crisp Chardonnay. The 
company aims to premiumise the Australian category. More 
expansion into countries outside Australia is in the pipeline.

De Bortoli
Minchington Farm, Farnham, Dorset DT11 8DE

T: 01725 516467
E: info@debortoli.com.au
W: debortoli.com.au
Brands: Willowglen, DB, Windy Peak, Deen De Bortoli, 
Noble One (Australia)
Europe/New World split: 100% New World
Key price bracket: £6.01-£8
Key personnel: John Thorne, general manager UK, 
independent and on-trade; Mark Wilson, general manager 

Mark Wilson 



Hatch Mansfield
New Bank House, 1 Brockenhurst Road  
Ascot, Berkshire SL5 9DJ

T: 01344 871800
E: sales@hatch.co.uk
W: hatchmansfield.com
Established: 1994
Turnover: £50 million-plus
Brands: Taittinger, Louis Jadot (France); Errazuriz (Chile); 
Villa Maria (New Zealand); CVNE (Spain)
Off-trade split: 70%
Europe/New World split: 60% New World
Key price bracket: £6.01-£8
Key personnel: Patrick McGrath MW, managing director; 
Mark Calver, sales director; Lynn Murray, marketing 
director

The past year has seen Hatch Mansfield focus on growing 
distribution across the off and on-trades. New wines 
include a pair of single vineyard wines from Errazuriz and, 
from its sister winery Caliterra, the Bio Sur range, which is 
converting to organic, plus a single vineyard Viognier from 
Villa Maria. Taittinger has rolled out new labels and Esk 
Valley and Lourensford have revamped their packaging. 
Marketing is concentrated on soft sponsorship and 
one-to-ones with consumers. The coming year will see an 
increased sampling programme.

Hispamerchants
65-69 Shepherds Bush Green, London W12 8TX

T: 020 8740 4556
E: solanop@hispamerchants.com
W: hispamerchants.com
Established: 2002
Turnover: £1 million
Brands: Tapiz, NQN, Finca La Anita (Argentina); La Perla 
del Priorat, Ribas del Cua (Spain)
Off-trade split: 20%
Europe/New World split: 85% New World
Key price bracket: £4.51-£6
Key personnel: Solano Pena-Lenzi, managing director; 
Daniela Alvarez, operations manager; Neil Keeling,  
sales representative

Hispamerchants has 
expanded its on-trade and 
independent retail sales, 
launched wines from Chile 
and taken part in trade fairs 
including SITT and the 
London wine fair. Its aim for 
the coming year is to grow 
sales and market share for 
its South American and 
Spanish wines.

González Byass UK
The Hyde, Woodcock Hill
St Albans
Hertfordshire AL4 9HJ

T: 01707 274790
E: info@gonzalezbyassuk.com 
W: tiopepe.co.uk
Established: 2004
Turnover: £14 million
Marketing and promotional spend 2010/11: £3 million
Brands: Tio Pepe, Croft Original, Beronia Rioja (Spain); 
Jackson Estate (New Zealand); Noval Port (Portugal)
Off-trade split: 85%
Europe/New World split: 90% Europe
Key personnel: Martin Skelton, managing director; 
Melissa Draycott, sales director; Jeremy Rockett, 
marketing director

González Byass has grown its sherry market share by 
launching Tio Pepe En Rama, and supported its sherry 
brands with substantial marketing and investment. It has 
hired new sales staff to focus on the independent sector, 
and recruited ex-Sainsbury’s and Wine Rack buyer Melissa 
Draycott as its sales director. More marketing support and 
distribution gains are planned for the coming year, and the 
company aims to expand its agency business with at least 
one new brand.

Great Western Wine
Wells Road
Bath 
BA2 3AP

T: 01225 322800
E: retail@greatwesternwine.co.uk
W: greatwesternwine.co.uk
Established: 1983
Brands: Heartland, Glaetzer, Kooyong (Australia);  
Leyda, Falernia (Chile)
Off-trade split: 30%
Europe/New World 
split: 60% Europe
Key price bracket: 
£4.51-£6
Key personnel: Philip 
Addis, managing 
director; Richard 
Lecoche, private 
customer sales 
manager; Joel Lauga, 
brand development 
director

Solano Pena-Lenzi

Guy Anderson Wines 
28a St James’ Street
South Petherton
Somerset TA13 5BW

T: 01460 240009
E: info@guyandersonwines.co.uk
W: guyandersonwines.co.uk
Established: 1994
Turnover: £10 million-plus
Brands: La Châsse du Pape, Les Montgolfiers (France); 
Rioja Gran Familia, Anciano (Spain); Monte Nobile (Italy)
Off-trade split: 100% 
Europe/New World split: 98% Europe 
Key price point: £6.01-£8
Key personnel: Darrell Jones, sales Spain specialist; 
Nadine McCallion, sales France specialist; Simon 
Bradbury, sales Italy specialist

Recent additions to the GAW portfolio include Loire brand 
Ackerman and François Martenot from Burgundy, as well 
as Church Mouse “a wine for frugal times” – and 
lighter-alcohol wine Silver Coast. La Châsse will rebrand 
as Les Secrets de la Châsse later this summer and will be 
backed by an online consumer competition in the autumn, 
in partnership with Le Creuset cookware and Screwpull 
corkscrews.

Hard to Find Wines
Waterloo Road
Ketley
Shropshire 
TF1 5BA

T: 0845 293 2925
E: sales@htfwines.co.uk
W: htfwines.co.uk
Established: 2007
Turnover: £400,000
Marketing and promotional spend 2010/11: £15,000
Brands: Cabriere, Glenwood, Seidelberg (South Africa); 
Bladen (New Zealand); Tamburlaine (Australia)
Off-trade split: 80%
Europe/New World split: 95% New World
Key price bracket: £8.01-£10

Hard to Find Wines has taken on new vineyards in South 
Africa, New Zealand and Australia as well as hiring a 
full-time warehouse manager. It plans to carry on 
expanding its portfolio and will drop some of the vineyards 
that are not doing so well. It is currently setting up a new 
website to boost marketing and functionality.

Hallgarten Druitt
Dallow Road, Luton LU1 1UR

T: 01582 722538
E: sales@hallgartendruitt.co.uk
W: hallgartendruitt.co.uk
Established: 1933
Turnover: £38 million
Marketing and promotional spend 
2010/11: £160,000
Brands: Saint Clair (New Zealand); 
Marchesi de’ Frescobaldi, Carlo 
Pellegrino (Italy); Champagne Moutard 
Père & Fils (France); Berton Vineyards 
(Australia)
Off-trade split: 40%
Europe/New World split: 70% 
Europe
Key price bracket: £4.51-£6
Key personnel: Andrew Bewes, 
managing director; JimWilson, 
marketing director; Beverly Tabbron, 
purchasing director

As well as introducing more than 220 
new wines the company has bought 
Steve Daniel’s Novum Wines and 
increased trade marketing. 
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Global Brands
Furnace Hill, Clay Cross, Chesterfield  
Derbyshire S45 9NF

T: 01246 868900
W: globalbrands.co.uk
Established: 1997
Turnover: £70 million
Brands: Marilyn Merlot (France); Adoro 
(South Africa)
Off-trade split: 10%
Europe/New World split: 50:50
Key personnel: Steve Perez, chairman; 
Derek Mackey, managing director;  
Shaun Bacon, financial director

Global Brands has set up a premium 
wine division, launching Marilyn Merlot 
and Adoro, and aims to target consumers 
with a discretionary spend on high 
quality products in the on and off-trades. 
It aims to grow its wine portfolio and 
collaborate with wholesalers and 
merchants. 

Gallo
Swan House, Cowley Business Park, Uxbridge UB8 2AD

T: 01895 813444
W: gallofamily.co.uk
Established: 1933
Brands: Gallo Family Vineyards, Turning Leaf, 
Redwood Creek, Barefoot (US); McWilliams 
(Australia)
Europe/New World split: 100% New World
Key personnel: Mark Tinsley, regional sales 
director UK; Mark Stammers, grocery channel 
controller; Nick Elkin, regional sales director 
western Europe 

Gallo is continuing its strategy of trying to 
raise the prices of its core brands and is 
optimistic it can drive sustainable, 
profitable growth this year. This spring the 
company launched Gallo Rosito, a cocktail 
made with Gallo White Grenache, and a 
Gallo Family Vineyards Pinot Noir is to be 
released later this year. Turning Leaf is 
running a fashion-themed marketing 
campaign, Redwood Creek is partnering 
with outdoor event organisers such as the 
Woodland Trust, and Barefoot has 
launched in the grocery sector.



Myliko Wines
Canal House
100 Lissadel Street
Manchester M6 6BP

T: 0161 736 9500
E: info@myliko.co.uk 
W: myliko.co.uk 
Established: 1991
Brands: Chapel Hill, Nagyréde Estate (Hungary); 
Lyngrove Estate, Peaks View (South Africa); Covila 
(Spain)
Off-trade split: 60%
Europe/New World split: 70% Europe
Key price bracket: £4.51-£6
Key personnel: Hemant Kotecha, managing director;  
Nish Kotecha, director; Paul Cross, UK sales manager

Myliko has hired Andrea Harjay in its international 
logistics department. New wines include New Zealand’s 
Flying Kiwi brand, Costa Azul from La Mancha in Spain 
and Les Combelles from southern France, as well as 
lower-alcohol wines from Plume in the south of France. 
The company has strengthened its presence in Scotland 
and the Republic of Ireland, and plans to grow its business 
there and in the Channel Islands, as well as targeting the 
independent sector.

New Generation Wines
15 Highpoint Business Village, Ashford, Kent TN24 8DH

T: 01233 656787
E: info@newgenerationwines.com
W: newgenerationwines.com
Established: 2005
Turnover: £1 million-plus
Brands: Boekenhoutskloof, Robertson Winery 
(South Africa); Pegasus Bay (New Zealand); 
Domaine Gayda (France); Brancaia (Italy)
Off-trade split: 50%
Europe/New World split: 60% New World
Key price bracket: £4.51-£6
Key personnel: James Booth, managing 
director; Hamish Young, commercial 
director; Richard Boote, sales director

New Generation Wines’ portfolio 
concentrates on high-quality family 
vineyards using sustainable agriculture. 
Over the past year it has added Collio 
winery Schiopetto, Inama’s Abruzzo joint 
venture Binomio, Ribera del Duero rising 
star Felix Callejo, Austria’s Weingut Türk 
and Brian Bicknell’s Marlborough project 
Mahi, among others.

PLB
Dorset House, 64 High Street, East Grinstead  
West Sussex RH19 3DE

T: 01342 318282
E: general@plb.co.uk
W: plb.co.uk
Established: 1982
Turnover: £120 million
Brands: Blason (France); Piccini (Italy); Montes (Chile); 
Sutter Home (US); Vergelegen (South Africa)
Off-trade split: 80%
Europe/New World split: 50:50
Key personnel: Jeffrey Fredericks, chairman; 
Peter Darbyshire, managing director; Simon Fredericks, 
financial director

In 2009 PLB finalised the integration of HWCG into its 
business, adding strong brands such as Montes and Blason 
to its portfolio and strengthening its European offer. Guy 
Young was appointed buying director of the new-look 
company, heading a team including Paul Meihuizen, buying 
in the New World, and Nick Tatham MW covering Europe. 
Amanda Walker was named marketing director, with David 
Cartwright and John Osbourne heading up sales into 
multiple grocers. Peter Bisley is head of sales for 
wholesale, high street and specialist sales. 

Off-Piste Wines
123 Promenade
Cheltenham
Gloucestershire 
GL50 1NW

T: 01242 229630
E: info@offpistewines.com
W: offpistewines.com
Established: 2007
Turnover: £18 million
Brands: Santa Helena (Chile); Montalto, Moramari 
(Italy); Belmont (New Zealand); Six Hats (South Africa)
Off-trade split: 95%
Europe/New World split: 60% New World
Key price bracket: £4.51-£6
Key personnel: Ant Fairbank, joint managing director  
and off-trade sales; Paul Letheren, joint managing director 
and off-trade sales; Jerry Lockspeiser, chairman

After losing its biggest brand, Yellow Tail, to Percy Fox, 
Off-Piste has been busy developing sales both in the on  
and off-trade, focusing on building brands and running 
retailer exclusives in conjunction with its suppliers, and 
plans for the coming year are to do more of the same. 
Jerry Lockspeiser has been appointed the company’s 
chairman.

Patriarche Wine Agencies
4 Rickett Street, London SW6 1RU

T: 020 7381 4016
E: sales@patriarchewines.com
W: patriarchewines.com
Established: 1981
Turnover: £7 million
Brands: Patriarche Père & Fils, Veuve du 
Vernay, Champagne de Castelnau (France); 
Cycles Gladiator (US); Mount Riley  
(New Zealand)
Off-trade split: 60% 
Europe/New World split: 80% Europe
Key price bracket: £8.01-£10
Key personnel: Keith Isaac MW, general 
manager; Charles Ancliffe, national 
account manager; Belinda Stone, 
marketing manager

Patriarche has been looking for ways 
to make its marketing budget stretch 
further, and has teamed sparkling 
wine Veuve du Vernay with Legally 
Blonde, the Musical and run a social 
media drive with California’s Hahn 
Family Wines. Its Chilean range has 
been expanded with Chono wines.

Maisons Marques & Domaines
4 College Mews
St Ann’s Hill
London 
SW18 2SJ

T: 020 8812 3380
W: mmdltd.co.uk
Established: 1986
Turnover: £12 million
Brands: Champagne Louis Roederer, Domaine Faiveley 
(France); Adriano Ramos Pinto (Portugal); Marqués de 
Murrieta (Spain); Mud House (New Zealand)
Off-trade split: 40%
Europe/New World split: 90% Europe
Key price bracket: £20.01-plus
Key personnel: Charles King, managing director; Stuart 
Cole, financial director; James Samson, Louis Roederer 
brand manager

Highlights of the past year have included sponsorship of the 
Louis Roederer International Wine Writers Awards, which 
will continue this year. In the coming year Louis Roederer 
will be the official Champagne supplier to the Midsummer 
Classic and Thunderball in association with Aston Martin, 
as well as the Square Mile Charity Masked Ball hosted by 
Boris Johnson.

Moreno Wines
26 Macroom Road, London W9 3HY

T: 020 8969 1744
E: alex@moreno-wines.co.uk
W: morenowinesuk.co.uk
Established: 1985
Turnover: £6 million
Marketing and promotional spend 2010/11: £100,000
Brands: Navajas Rioja, Sabina Navarra (Spain); Mionetto 
Prosecco (Italy); Santiago (Chile); Henkell Trocken 
(Germany)
Off-trade split: 80% 
Europe/New World split: 80% Europe 
Key price bracket: £10.01-£15
Key personnel: Manuel Moreno, chairman; Carlos Read, 
buying director; Alex Canneti, 
sales and marketing director

The past year has seen the 
launch of Il Spritz from 
Mionetto, the Surani range of 
Puglian wines made by Carlo 
Pasqua and the relaunches of 
Corvo and Henkell Trocken. 
Moreno also helped design new 
labels for the Navajas Rioja 
range. .

Mentzendorff
Prince Consort House, 27-29 Albert Embankment, 
London SE1 7TJ

T: 020 7840 3600
E: info@mentzendorff.co.uk
W: mentzendorff.co.uk
Established: 1858
Turnover: £42 million
Brands: Champagne Bollinger, Chapoutier 
(France); Taylor’s Port, Croft Port 
(Portugal); Southbank Estate  
(New Zealand)
Off-trade split: 50:50
Europe/New World split: 80% Europe
Key price bracket: £10.01-£20
Key personnel: Andrew Hawes, 
managing director; Elizabeth Ferguson, 
marketing and PR director; Andy 
Smith, finance and operations director

Mentzendorff had a good Christmas in 
2009, with successes from Chapoutier 
and Southbank Estate in the multiples, 
and Fladgate 2007 Vintage Port and 
Bollinger at the top end. It expanded  
its sales team at a time when many 
companies were laying staff off. 
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Manuel Moreno

Kleine Zalze
Kleine Zalze Wine Estate, Strand Road R44,  
Stellenbosch, South Africa

T: +27 21 880 0717
E: rsleet@kleinezalze.co.za
W: kleinezalze.co.za 
Established: Estate founded in 1695, in 
current form and ownership since 1996
Turnover: 120 million rand (£10.8 million) 
Marketing and promotional spend 
2010/11: 13.5 million rand (£1.2 million)
Brands: Kleine Zalze, Zalze, Foot of Africa 
(South Africa)
Off-trade split: 60% 
Europe/New World split: 100% New 
World
Key price bracket: £6.01-£8
Key personnel: Kobus Basson, 
managing director; Ross Sleet, sales 
and marketing manager; Johan 
Joubert, chief winemaker 

The Zalze range has been expanded 
with a Cabernet/Shiraz rosé in 
Waitrose. Kleine Zalze has capitalised 
on the World Cup through marketing.



United Wineries
Broken Wharf House, 2 Broken Wharf, London  
EC4V 3DT

T: 020 7429 3230
E: info@unitedwineries.com
W: unitedwineries.com
Established: 1993
Brands: Berberana, Marqués de Monistrol, Marqués de la 
Concordia, Lagunilla (Spain); Canaletto (Italy)
Off-trade split: 95%
Europe/New World split: 100% Europe
Key price bracket: £4.51-£6
Key personnel: Victor Redondo, chairman; Andrés Perez 
de Herrasti, managing director; Richard Macadam, 
director

In September 2009 United Wineries formed a joint venture 
with Italy’s Gruppo La Vis, taking over its UK distribution. 
Berberana has continued its One Cork One Point consumer 
loyalty scheme and launched a digital newsletter, while 
Canaletto has added a Prosecco to its range. United 
Wineries has appointed Andrés Perez de Herrasti managing 
director, while ex-Foster’s James Craig-Wood and 
ex-Company of Wine People Felicity Billington have joined 
the marketing team. John Leech joins from Boutinot as 
commercial director. The company wants to set itself up as  
a one-stop shop for Italian and Spanish wines. 

World Wine Agencies
12 Avon Road
Keynsham
Bristol 
BS31 1LJ

T: 0117 986 8435
E: jh@worldwineagencies.com
W: worldwineagencies.com
Established: 2006
Turnover: £1 million
Marketing and promotional spend 2010/11: £10,000
Brands: La Chamiza (Argentina); Von Buhl (Germany); 
Jewel, Powers (US); Travesia (Chile)
Off-trade split: 70%
Europe/New World split: 80% New World
Key price bracket: £6.01-£8
Key personnel: Nicola Burston, director; Luci Gray, 
financial controller; Julie Hawker, operations manager

World Wine Agencies has added Chilean range Travesia 
to its portfolio and appointed Luci Gray as financial 
controller, as well as increasing the number of polo events 
it runs and exhibiting at the London wine fair for the 
fourth year running.

Stevens Garnier
47 West Way, Oxford OX2 0JF

T: 01865 263300
E: wine@stevensgarnier.co.uk
W: stevensgarnier.co.uk
Established: 1976
Turnover: £7 million
Brands: Sogrape (Sandeman, Pena de Pato, Callabriga, 
Quinta de Azevedo) (Portugal); Finca Flichman 
(Argentina); Kleine Zalze (South Africa); Domaine 
Vacheron (Loire); Wirra Wirra (Australia)
Off-trade split: 50%
Europe/New World split: 60% New World
Key price bracket: £6.01-£8
Key personnel: Jane Cranston, managing director;  
James Forbes, buying and marketing director;  
Bob Radcliffe, sales director

Former Wines of Argentina director James Forbes has 
joined Stevens Garnier as buying and marketing director, 
and the company has recruited ex-Genesis Wines’ Kenny 
Stewart to head up its newly created fine wine arm,  
aimed at trade and private clients. New agencies include 
biodynamic Languedoc producer Borie de Maurel, 
Amarone and Valpolicella producer Musella, and 
Tegernseerhof from Austria’s Wachau region. The company 
hopes to expand with agencies from all over the world.

Pernod Ricard UK
Central House, 3 Lampton Road,  
Hounslow, Middlesex TW3 1HY

T: 020 8538 4484
W: pernod-ricard.com
Established: 1975
Brands: Jacob’s Creek, Wyndham Estate 
(Australia); Campo Viejo (Spain); Montana 
(New Zealand); Graffigna (Argentina)

Jacob’s Creek has launched the next phase of 
its True Character taste campaign. The push 
gives consumers the chance to choose the 
wine that best suits them by taking an 
online taste test. It is expanding its 50cl 
Three Vines range with listings in the 
Co-op. Jacob’s Creek’s premium Reserve 
range is to be relaunched as Regional 
Reserve. Campo Viejo is focusing on food 
partnerships and has been running a 
cookery course as part of its Viva El Vino 
campaign which launches in the 
off-trade this summer. Last year Pernod 
cut 36 jobs in its sales, marketing and 
communications teams, a move which 
meant 14 redundancies.

Stratford’s Wine Agencies
High Street, Cookham, Berkshire SL6 9SQ

T: 01628 810606
E: erinjanewatkins@hotmail.com
W: stratfordwine.co.uk
Established: 1975
Turnover: £11 millon
Marketing and promotional 2010/11: £1 million
Brands: Domaine Paul Mas (France); Wakefield, 
Tortoiseshell Bay (Australia); Anakena (Chile); Parrotfish 
(South Africa)
Off-trade split: 100% 
Europe/New World split: 80% New World
Key price bracket: £6.01-£8
Key personnel: Paul 
Stratford, managing 
director; Bob Bailey, sales 
director; Neville Harris, 
commercial director

Stratford’s has expanded 
its portfolio with wines by 
the Deep Blue Wine 
Company, including Quiver 
Tree from Stellenbosch 
and Cliff Edge from New 
Zealand.

Peter Osborne Fine Wines
Watcombe Manor Farm
Ingham lane
Watlington
Oxfordshire OX49 5EB

T: 01491 612311
E: info@peterosbornewine.co.uk
W: peterosbornewine.co.uk
Established: 1975
Brands: Rossendale Marlborough Sauvignon Blanc (New 
Zealand); Tres Marias (Argentina); Domaine Besancenot 
Burgundy, Château de Parenchère Bordeaux, Domaine St 
Ferreol Coteaux de Languedoc (France)
Off-trade split: 80%
Europe/New World split: 50:50
Key price bracket: £8.01-£10
Key personnel: Martin Chapman, managing director; 
Thessa Chapman, director and secretary

Peter Osborne is proceeding carefully after the recession. 
Managing director Martin Chapman says the company is 
not yet back to normal trading, but New Zealand and 
French sales are going well. Sales of Australian wine are 
declining, however, and fine wine remains sluggish. The 
company is pushing its retail sales by talking to customers 
on its database, and says exhibiting at SITT and France 
Under One Roof has been important for the business. 

Thierry’s
Horsefair House, Romsey, Hampshire SO51 8EZ

T: 01794 507100
E: info@thierrys.co.uk
W: thierrys.co.uk
Established: 1981
Turnover: £96 million (estimated 2010/2011)
Marketing and promotional spend 2010/11:  
£10 million-plus
Brands: Champagne Nicolas Feuillatte, Caves St Pierre 
Preference, Mont Tauch (France); Ravelli (Italy); KWV 
(South Africa)
Off-trade split: 92%
Europe/New World sales value split: 72% Europe
Key price bracket: £4.51-£6
Key personnel: Matthew Dickinson, commercial director; 
Dominique Vrigneau, buying director; Lindsay Talas, 
buying director

Thierry’s has been building up its offer to regional 
wholesale and independent customers as well as retaining 
its core base of multiple grocers and specialists. The 
company says it is committed to the independent sector, 
and portfolio additions including Bosman and Oak Valley 
from South Africa, Antonin Rodet, Bouvet-Ladubay and 
Caves de Bully-Quincie from France, and Labastida and  
Val de Vid from Spain reflect this. 

Raisin Social
Linden House
34 Crowhurst Mead
Godstone
Surrey RH9 8BF

T: 01883 731173
E: info@raisin-social.com
W: raisinsocial.net
Established: 1986
Turnover: £17 million
Marketing and promotional spend 2010/11: £1.5 million
Brands: Namaqua, Beyerskloof, Leopards Leap  
(South Africa)
Off-trade split: 80%
Europe/New World split: 80% New World
Key price bracket: £4.51-£6
Key personnel: Simon Halliday, managing director; 
Patrick Halliday, sales and marketing director; Gerard 
Barnes, wine quality and product development manager

Namaqua sponsored Sky Sports’ coverage of England’s 
cricket tour to South Africa last month, with branding on 
opening and closing credits, break-bumper ads and on-air 
promotions. Last summer Raisin Social added a range of 
low-alcohol, low-calorie wines called Mini 11 to its 
portfolio.

Paul Stratford

Raymond Reynolds
Station Road
Furness Vale
Derbyshire 
SK23 7SW

T: 01663 742230
E: danny@raymondreynolds.co.uk
W: winesfromportugal.com
Established: 1989
Brands: Niepoort, Barbeito, Luis Pato, Drink 
Me, Quinta dos Roques (Portugal)
Off-trade split: 85%
Europe/New World split: 100% Europe
Key price bracket: £6.01-£20.01 and 
over
Key personnel: Raymond Reynolds, 
chairman and winemaker; Danny 
Cameron, director; Jackie Mundy, office 
manager

Raymond Reynolds has signed up two 
new agencies, but says it will keep 
rationalising costs looking forward, and 
has not made any fixed plans for the 
coming year ahead of the next Budget.

Skalli
BP 5 Avenue Pierre de Luxembourg, 84231  
Châteauneuf-du-Pape, France

E: info@skalli.com
W: skalli.com
Established: 1920
Turnover: €67 million (£56 million)
Marketing and promotional spend 2010/11: €1 million 
(£800,000)
Brands: Caves Saint Pierre, Fortant de France, Couleurs 
du Sud, Robert Skalli Reserve, Maison Bouachon (France)
Off-trade split: 90%
Europe/New World split: 100% Europe
Key price bracket: £6.01-£15
Key personnel: Robert 
Skalli, president; Franck 
Autard, chief executive; 
Xavier Logette, export 
director

Skalli has launched 
Couleurs du Sud in the 
off-trade and won Red 
Winemaker of the Year at 
the IWC 2009. The new 
chief executive is Franck 
Autard. 

Reh Kendermann
Reh Kendermann Weinkellerei, Am Ockenheimer 
Graben 35 D-554411 Bingen/Rhein, Germany

T: +49 6721 9010
E: info@reh-kendermann.de
W: reh-kendermann.de
Established: 1920
Turnover: €82 million (£68 million)
Marketing and promotional spend 2010/11:  
£1 million-plus
Brands: Black Tower, Kendermanns, Weight Watchers 
Wines (Germany); Bend In the River (Germany/Australia)
Off-trade split: 80%
Key price bracket: £4.51-£6
Key personnel: Alison Flemming MW, export sales 
director; Richard Jones, UK 
managing director; Trisha 
Booth, press and PR 
manager

Black Tower has launched 
the premium single varietal 
Special Release range, while 
Kendermanns and Bend in 
the River both released 
Sauvignon Blanc editions. 
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Percy Fox
Unit C, Woodside, Dunmow Road, Bishop’s Stortford 
CM23 5RG

T: 01279 756200
E: percyfox.info@diageo.com
W: percyfox.co.uk
Established: 1886
Brands: Blossom Hill (US); Piat d’Or, Heidsieck 
Monopole, Champagne Pommery (France); Arniston Bay 
(South Africa); Yellow Tail (Australia); Carolina Wine 
Brands (Chile)
Off-trade split: 90%
Europe/New World split: 90% Europe
Key personnel: Simon Lawson, managing director; John 
Hearn, commercial director; John Luke, route to market 
channel director

Percy Fox took over Arniston Bay from the Company of 
Wine People and Yellow Tail from Off-Piste Wines in 2009. 
Blossom Hill returned to TV screens after a two-year 
absence last year with a £2 million ad campaign, and this 
year has continued its sponsorship of Wimbledon with a 
£1 million summer campaign including in-store activities, 
print, broadcast, digital and billboard advertising. Piat d’Or 
will launch a £4.99 Sauvignon Blanc, and Carolina Wine 
Brands will launch the Santa Carolina Keys varietal range 
and the Antares Winemaker’s Selection.




