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Data in the OLN Wine Report was sourced from Nielsen’s
Scantrack Service. Scantrack monitors weekly sales from a
nationwide network of EPoS checkout scanners.
Coverage includes off-trade sales through the grocery
and convenience/impulse market. Nielsen’s retail measurement
service provides comprehensive information 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 year-on-year percentage
change were sourced from Nielsen and based on the data period

MAT to May 15, 2011, 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 Agile 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.

The wine market is pretty stagnant, with
value up 3% to £5.3 billion and volumes
down 2% to 97.9 million cases, according
to the latest Nielsen figures revealed
exclusively in these pages.
But after a few fairly downbeat years
weathering the storm of the financial crisis,
suppliers are showing a real sense of
optimism about their businesses both now
and looking forward.
There is a real sense of dynamism about
the burgeoning independent wine merchant
sector, which more and more suppliers are
taking measures to target, and which they
see as the future for premium sales.
In spite of increasing reports that our
challenging retail market is driving
producers to look to other, more lucrative
markets, the majority of suppliers told us
they are committed to the UK.
On top of this, the OLN Wine Report
features consumers’ views, from Wine
Intelligence.
OLN polled more than 60 UK agents
and distributors in our biggest survey to
date, as well as a number of major retailers,
and their views and comments are
presented in this definitive Wine Report.
Big thanks to all those who took the time
and trouble to take part – we hope you
enjoy reading it.
Christine Boggis
Deputy Editor
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Punishing
times

Nielsen data shows
wine volumes have
fallen by 2% in the
off-trade – and there
may be further trouble
ahead, experts warn

T

he wine market has declined by
1.8 million cases, a 2% fall which
will come as no surprise to anyone who has been keeping an
eye on exchange rates, duty levels and pressurised household budgets.
The market’s biggest brands have taken
their share of the punishment, with seven of
the top 10 recording a fall in volume, and
five doing worse than last year in terms of
sales value.
Average prices have increased by 21p a
bottle, which has made wine less affordable
for a significant chunk of the population.
Where suppliers have taken a firm stance on
pricing – either out of dogma or because
there genuinely isn’t any more margin to
sacrifice – the upshot has often been that
consumers walk away (see page 22).
In volume terms, the off-trade wine
market is “pretty weak”, says Nielsen analyst
Stewart Blunt.
“It’s currently running almost 2% down
on an annual basis. In recent months,
despite a little bit of a blip with the royal
wedding, things really haven’t been very
good. You’ve got to conclude that it’s the
impact of the rising cost of living. People
that can’t – or won’t – spend above £4 are
being somewhat impacted because that’s
where all the volume loss occurs.

Brand

Supplier

Origin

Change

Source: Nielsen Scantrack, year to May 14, 2011 (last year’s position in brackets)				
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17
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22
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(1)
(2)
(5)
(3)
(4)
(6)
(8)
(7)
(10)
(11)
(12)
(9)
(15)
(16)
(13)
(14)
(22)
(17)
(20)
(21)
(18)
(24)
(19)
(23)
(32)

Blossom Hill
Hardys
Echo Falls
Gallo Family Vineyards
First Cape
Jacob’s Creek
Kumala
Lindemans
Wolf Blass
Isla Negra
Concha y Toro
Stowells
Banrock Station
McGuigan
JP Chenet
Oyster Bay
Ogio		
Namaqua
Oxford Landing
Arniston Bay
Rosemount
Campo Viejo
Canti		
Brancott Estate
Dino		
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Percy Fox
Accolade Wines
Accolade Wines
Gallo
Brand Phoenix
Pernod Ricard
Accolade Wines
Treasury Wine Estates
Treasury Wine Estates
CYT
CYT
Accolade Wines
Accolade Wines
Australian Vintage
Les Grands Chais de France
Delegat’s
Tesco exclusive
Raisin Social
Negociants
Percy Fox
Treasury Wine Estates
Pernod Ricard
Fratelli Martini
Pernod Ricard
Tesco exclusive

Lighter, sweeter styles are
now favoured by many drinkers

There are some
really exciting
trends, mostly
around less dry and
less alcoholic wines
umes as we reduce the amount of Jacob’s
Creek sold on promotion.
“We’re here for the long term as a brand
and to drive profitable sales for retailers.
We have grown our average price significantly, and ahead of the category – we’re
kicking at around £5.56, almost £1 more
than the Australian average of £4.61, and
we’re very comfortable with that position.
The relationship with retailers is still good.
The key element is we understand the challenges retailers face. They know full well
the situation with the deterioration of

exchange rates and other rising costs in
Australia.”
James says Pernod Ricard remains committed to the UK wine market and intends
to drive growth through new launches, such
as Regional Reserve, and marketing activity
like its sponsorship of Wimbledon.
First Cape also saw a 20% decline in
sales. Brand Phoenix director Steve Barton
says some of the fall can be attributed to
the introduction of the Café Collection, the
5.5% abv range which he says now sells
500,000 cases and is not counted in this
Nielsen chart. “We’ve come out of the
entry-point tier but we’ve replaced around
20% of that decline with Café Collection,”
he says. “We’re going to drive this lighterstyle market.
“It’s a much more profitable and sustainable option and the trend to lighter styles of
wine is there for everyone to see. Entry point
will be dominated by lighter styles of wine.”
Barton warns that the 2% volume decline
in the market may yet accelerate. “Until this
perfect storm passes, which may allow for a

return of some degree of more affordable
wine, you’re going to see a contraction in the
market,” he says. “In our view a good 10% of
the market could come off.”
Blunt at Nielsen thinks there could be
some truth in this. “If you extend the situation that we’ve got into the future – three,
four or five years – it’s quite possible that his
prophesy could be borne out,” he says.
Blunt believes lower-alcohol wines such
as First Cape could develop a large constituency among health-conscious consumers
“who still have proper wine aspirations”.
British-made wine can appeal to a demographic which doesn’t have much to spend
and is too young to have the negative associations with the category that might be
found in earlier generations, he says.
Exclusive-label wines are also tipped for
further success by Blunt. Ogio, Dino, Palastri and Wairau Cove are all performing
strongly in this year’s top 50. Blunt observes
that price hikes are less of an issue for such
brands: if there’s a need to move up, say,
50p, the wine could, in theory, by rebadged
as something else and launched at the
higher price, while the original is quietly
dropped.
Dan Jago, Tesco’s director for beers, wines
and spirits, says: “I think the wine market is
as vibrant as it’s been for a very long time.
There’s lots of stuff been driven by us in
terms of innovation around range and varietals. There are some really exciting
emerging trends, mostly around less dry and
less alcoholic wines. The rise of Moscato is
an exciting trend.
“I’ve no doubt that people are going to
start looking at alternatives in pack formats
or sizes. The rise of British wine is not necessarily a bad thing. It’s not being provoked
by taxation but by consumer preferences
and palates.”

Top 50 wine brands in the UK off-trade

Top 50 wine brands in the UK off-trade
Position

“If you take the under-£4 category, over
the past 12 months that’s dropped by something like 10 million cases. That sounds
pretty dramatic except you need to consider
that against the growth in the £4-plus areas.
The net loss is 1.5 million cases.
“If you start looking for alternatives there
is low-alcohol wine – the 5.5% abv wine –
and British-made wine, which is really
picking up now.
“They have achieved together something
like 1.5 million cases.”
Looking at the wine market in those
terms, the volume is actually steady compared with last year – an equilibrium which
Blunt describes as “astounding”.
He adds: “In the past 10 years or so there’s
been a lot more new people coming into the
wine market. They don’t necessarily have
any memory of British-made wine. It had
virtually disappeared from the shops.”
Blossom Hill remains the off-trade market leader despite shedding 500,000 cases.
In volume terms, close rival Hardys is actually the bigger seller of the two, and unlike
Blossom Hill it achieved an increase in volume and value.
Echo Falls, a brand which captures the
zeitgeist of a market increasingly fixated
with low prices and a sweeter flavour profile,
was arguably the star performer.
Gallo, which has tried to move away from
discounting, has seen a 16% volume fall and
a sales decline of 11%. Jacob’s Creek,
another brand which has taken a stance
against price fighting, has lost a fifth of its
sales value in the past year.
Lee James, UK channel director for wine
at supplier Pernod Ricard, says: “Those figures certainly aren’t a surprise to us.
“In UK terms for us to deliver a long-term
viable future it’s essential to grow value. In
the short-term we have seen reduced vol-
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Various		
Various		
USA		
Various		
Various		
Australia		
South Africa		
Various		
Australia		
Chile		
Chile		
Various		
Australia		
Australia		
France		
New Zealand		
Italy		
South Africa		
Australia		
South Africa		
Australia		
Spain		
Italy		
New Zealand		
Italy		

%

-5
7
37
-11
-20
-20
5
-13
14
0
-5
-21
18
21
-4
-9
55
-6
12
0
-14
1
-15
0
32

Position

Brand

Supplier

Origin

Source: Nielsen Scantrack, year to May 14, 2011 (last year’s position in brackets)				

26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50

(37)
(30)
(31)
(42)
(28)
(25)
(26)
(27)
(29)
(35)
(38)
(47)
(33)
(50)
(44)
(39)
(34)
(46)
(45)
(36)
(41)
(40)
(43)
(49)
(48)

Calvet
Andrew Peace
Villa Maria
Turner Road
Black Tower
Viña Albali
La Gioiosa
Viña Maipo
Berberana
Via Vecchio
Palastri
Castillo San Lorenzo
Piat d’Or
Gran Tierra
Inycon
Nobilo
Yellow Tail
Wairau Cove
Chilano
Torres		
Mateus
French Connection
Linotti
Luis Felipe Edwards
Barefoot

Les Grands Chais de France
Bottle Green
Hatch Mansfield
Accolade Wines
Reh Kendermann
Free Run Wines
D&D Wines
CYT
United Wineries
Bottle Green
Sainsbury’s exclusive
Bibendum
Percy Fox
Accolade Wines
Enotria
Accolade Wines
Percy Fox
Tesco exclusive
PLB
Fells
First Drinks Brands
Bottle Green
Linotti
D&D Wines
Gallo

Change
%

France		75
Australia		24
New Zealand		19
USA		81
Germany		 7
Spain		 -6
Italy		 -9
Chile		 -3
Spain		 4
Italy		16
Italy		32
Spain		147
France		 -5
Chile		237
Italy		46
New Zealand		10
Australia		-15
New Zealand		80
Chile		37
Spain		 -7
Portugal		 4
France		 0
Italy		17
Chile		144
USA		83
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Some consumers have deserted
wine after First Quench’s demise

Impulse sector
feels the squeeze
Supermarkets have stolen more market share in wine as convenience sales
drop and store numbers in the high street off-licence channel fall

T

he impulse category has lost
almost 3 million cases in the past
year, a performance that can be
blamed on the demise of First
Quench, at least in part. It is also
partly because the Co-op has moved from
this sector to the multiple grocers in
Nielsen’s measurements.
It’s a violent acceleration of a long-term
trend, which has seen the convenience category gradually losing ground to the grocery
multiples.
But the Nielsen figures don’t suggest that
consumers have simply walked past
boarded-up front doors of former branches
of The Local and straight into the branches
of Tesco or Morrisons down the road. In fact,
supermarket wine volumes are up by less
than 1 million cases.
A large number of consumers have
deserted the wine category, and it’s reasonable to conclude that the convenience
sector has taken its fair share of this downturn – perhaps more, given that convenience

ranges, even when they’re essentially
mainstream, tend to be more expensive
than those of larger retailers. The wines
available are becoming less affordable to
ordinary people. Some 21% of regular wine
drinkers buy at least some wine from “corner shops”, a figure which has remained
pretty consistent over the past three years.
The number buying from high street offlicences has also stayed fairly level over that
period, at about 30%, though this figure can
be expected to decline now that so few multiple specialists remain.
But it’s not all doom and gloom for the
impulse sector. There are encouraging signs
that, when retailers show some genuine
commitment to the wine category, they can
do some of the work that used to be done by
Threshers, Unwins et al.
Fisher’s in Gerrards Cross, Buckinghamshire, is a large convenience store which has
built a reputation for wine, and even has a
member of staff devoted to the section.
The store has driven sales with regular

wine tasting events, for which it sells tickets
at £10 a head. Typically the 30 people who
attend will between them spend around
£500.
Last year Spar ran its first ever wine festival and achieved an 8.3% increase in wine
sales between late April and early June. The
group achieved particular success with
South Africa and France and saw its ownbrand sales rocket by 17%.
The festival was repeated earlier this summer, with Spar hopeful of building on the
momentum generated by the first
campaign.
Supermarkets continue to dominate the
off-trade wine market, and the Nielsen figures suggest the stranglehold is getting
tighter, even if they haven’t quite compensated for the falling-away in impulse
category sales.
In volume terms, the multiple grocers
now sell 84 out of every 100 bottles of wine
sold in the take-home sector, compared
with around 82 a year ago. In value, 81.3p of

How the off-trade
is performing
Off-trade light wine market
Value: £5.3 billion
+3%
Volume: 97.9 million 9-litre cases -2%

Multiple grocers
Value: £4.3 billion
+6%
Volume: 82.6 million 9-litre cases +1%

Impulse
Value: £1 billion
-9%
Volume: 15.3 miliion 9-litre cases -15%
Source: Nielsen, MAT to May 14, 2011

every pound spent on wine now goes into
the tills of the major supermarkets, whereas
last year that figure was only 78.8p.
The numbers chime with figures which
show that 94% of regular wine drinkers buy
at least some of their wine in supermarkets,
a proportion that has stayed more or less
level for three years.
Neither has there been much change in
the proportion of consumers buying from
local independent wine merchants, despite
an explosion in store numbers (the sector
currently has around 600 shops). Fifteen per
cent of regular wine drinkers use this channel to some degree.
The data doesn’t suggest that online wine
buying is becoming quite as significant as
some predictions have suggested over the
past decade.
The proportion of regular wine drinkers
purchasing wine on the internet stands at
14% – a figure that’s slightly down on the
data recorded three years ago, when 16% of
respondents said they used this channel.
8 july 2011 l off licence news l 21
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Farewell, three-for-£10
Average wine prices
have risen 21p as
suppliers and retailers
pass on escalating costs
to consumers

T

hree-for-£10 deals have become
an endangered species in the past
12 months as retailers pass on at
least some of the rising taxes and
adverse exchange rates.
Such promotions are clinging on for dear
life in some quarters but their days are
surely numbered, at least on full-strength
wine not made from concentrate or
imported juice.
Across the off-trade as a whole, the average bottle price stands at £4.55, up 21p on a
year ago, the latest Nielsen figures reveal.
Over the past 12 months consumers have
had to get used to wine prices rising at a
faster rate (the previous year, the increase
was only 12p) and again this has come at the
expense of volumes, which fell 2%.
Nielsen analyst Stewart Blunt says: “It’s
always been a price-elastic market. The bottom end is where the damage has occurred.”
Nielsen data for the year to May 14 shows
that the under-£3 wine category is coll
apsing fast, with sales and volumes down
more than 40% over the past 12 months.
It’s not a happy time either for the £3-£4
bracket, where sales and volumes were
crunched by more than 20%. There were
increases in all other price points. In the
most important price bracket of all – £4.01£5 – sales and volumes climbed 24%. The
biggest increase came between £9.01 and
£10, where both measures saw a 34% uplift.
Blunt doesn’t think this is due in any large
degree to consumers migrating from the ontrade to the take-home market – a trend
which has possibly run its course, he says.
Instead, the growth in sales value is essentially being driven by inflationary factors
such as tax and exchange rates.
The stance many suppliers are now taking
on discounting and margin protection, even
at the expense of volume, is understandable.
“Logically, it’s got to a situation where they
just don’t have the choice, and they know
what will happen when the price goes up,”
Blunt says. “Some of the leading brands
have gone up to another price point
or they’re promoting less and inevitably that
has an impact on their volume.”
Steve Barton, director of First Cape
supplier Brand Phoenix, says: “The threefor-£10 mechanic today is just financially

The bottom end of the market has borne
the brunt of collapsing sales and volumes

It’s an unhappy
time for the £3-£4
bracket with sales
and volumes down
by more than 20%
unsustainable. There’s nothing in there for
supplier or retailer. It’s not that it’s not performing – it just doesn’t exist anymore,
because it’s impossible.
“The wine offering consumers are going
to be faced with will be closer to £5 than

Average bottle prices
				
2011
2010
2009
Total market
Multiple grocers
Impulse

£4.55
£4.38
£5.43

Source: Nielsen, MAT to May 14, 2011
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£4.34
£4.17
£5.08

£4.22
£4.04
£4.98

Last year
% change
+5
+5
+7

£4 because duty is going to go up again next
year. The big question will be to what degree
consumers come with you on that
journey.”
Persuading people to venture beyond the
£5 mark for a bottle of wine represents the
drinks trade’s own quest for the holy grail.
This psychological price barrier has been
ingrained in the consciousness of consumers, retailers and suppliers for almost as long
as anyone can remember.
But by some criteria the £5 average price
threshold has already been breached.
Nielsen reports a £5.43 average in the
impulse sector, which includes convenience
stores and forecourt shops – 88p higher than
the maker average.
This represents a 37p increase on last year,
and coincides with a 15% fall in volumes and
9% decline in sales value in the impulse category. It’s pointless attempting to dress up
such a sales collapse as good news, but the
fact value fell less abruptly than volume at
least suggests the sector is making slightly
healthier margins these days.
There has also been a 21p price increase
in the multiple grocers, where average prices
now stand at £4.38. Again, it looks as though
more money is being made: volumes inched
up 1%, but sales value climbed 6%.

Barton: three-for-£10 mechanic unsustainable

Blunt: inflationary factors fuelling value hikes
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Australia’s
got talent ...

Italy

Italian wine sales have ballooned by
11% in the off-trade this year,
leapfrogging France in the process –
and without the help of a generic
organisation to wave the flag. There are
many explanations for this, but the most
convincing is simple: Pinot Grigio.
It’s an open secret in the wine trade
that not everything that purports to be
Pinot Grigio is necessarily what
consumers think it is. For producers, the
temptation to blend in or even substitute
less lucrative varieties must be high,
especially those who specialise in the
blander versions of the style.

Australian wines continue to be the most popular
with British consumers. As the territory extends its
lead in this year’s sales rankings, the US remains at
number two, while Italy moves up to third place

Australia
The pound has been sliding against the
Australian dollar for a couple of years,
which means that even without rising
fuel and tax costs, Aussie wine is getting
more expensive for drinkers.
According to Wine Australia’s data for
the UK, Australian sales at £3-£4 per
bottle have declined by 26%. But wines
in the £4-£5 segment have increased by
31%. The share of Australian sales above
£7 a bottle grew from 3.7% to 4.7%.
The strongest growth has come from the
£7-£8 segment (up 38%), £9-£10 (up
37%) and above £10 (up 23%).
Some feel Australia’s strategy in the

2
USA

Gallo’s determination to achieve higher,
more sustainable pricing for its brands
has inevitably taken a toll on volumes in
the UK market. Yet the performance of
California remains strong, with a
volume decline of just 2%. For many
producers, that’s a fair trade-off for
increased profitability.
It’s not difficult to sell California to
wine drinkers. A large swathe of them
love the fruity, easy-drinking and sweet
fare delivered by Blossom Hill, Echo
Falls et al.
The bigger challenge is persuading
consumers to explore what’s available
24 off licence news 8 july 2011

4

France

UK should focus on the premium market,
abandoning lower price points to the likes
of South Africa and Chile.
But Australia still has an awful lot of
wine to sell. Yvonne May, UK director of
Wine Australia, says: “The vintage report
for 2011 from the Winemakers’ Federation
of Australia indicates a total crush that
exceeds some of the earlier predictions.
Given the total volume, it is likely there
will be continued trade in bulk wine and
opportunistic brands from Australia.”
Meanwhile, Treasury Wine Estates and
Australian Vintage have withdrawn
funding from the generic programme,
claiming the A+ campaign is too fixated
with premium wines at the expense of
everyday brands.

Has France’s decline bottomed out?
It’s an odd remark to make, perhaps, in
a year in which it has been eclipsed in
sales terms by Italy. But a 4% increase
in sales value and an average price of
more than £5 a bottle are both reasons
to celebrate, even if volumes are
continuing to slip a little.
France will probably never again
lead the sales rankings in the
off-trade, partly because it’s not
equipped to produce mega-brands and
also because it has less interest in
bargain-basement wines than many
of its competitors.

5

Last year’s rank: 2
Market share: 14.3% (2010: 14.7%)
Sales value: £763 million
Change on last year: +2%
Average bottle price: £4.52 (2010: £4.31)

further up the quality ladder. Between
£7 and £15, California is not particularly
well represented in the UK. Buyers who
do venture to the state often encounter
producers who aren’t desperate to sell,
and see no need to capitulate on pricing;
and they also often find wines that seem
a little turbocharged for British tastes.
The high-alcohol, oaky fruit bombs
that have become a caricature of
Californian wine production still exist in
large numbers, but more producers are
embracing a more elegant, less
extravagant style that is finding favour
on both sides of the Atlantic.
Pricing remains a stumbling block,
however: partly due to exchange rates,
and partly due to supply and demand.

South Africa

All Images: Photos.com / Montage: Steve Dillon

1

Last year’s rank: 1
Market share: 21.5% (2010: 21.2%)
Sales value: £1.1 billion
Change on last year: +4%
Average bottle price: £4.63 (2010: £4.52)

South Africa has reached a turning
point in the UK market. Having built
its reputation on budget-end wines,
which are no longer economically
sustainable, producers are resigned to
losing market share as the territory
repositions itself.
There’s a feeling that the wines are
getting better all the time. The challenge
will be persuading consumers to pay a
fair price for them.
Wines of South Africa says exports
to the UK fell 21% between January
and May. “Bottling abroad is an option
that will work for some producers, but

Last year’s rank: 4
Market share: 14.2% (2010: 12.8%)
Sales value: £757 million
Change on last year: +11%
Average bottle price: £4.25 (2010: £4.07)

Do consumers care? We may never know,
because they’ll probably never find out.
Pinot Grigio makes up 40% of
Italian wines sold in the UK, which
means Italy relies on one grape variety
more than most countries. If and when
the bubble bursts, consumers may
decide to explore more challenging
styles from within Italy – the popularity
of Prosecco (not counted in these
figures) has contributed to an
increasingly favourable impression.
In the year to March 19, Italy
leapfrogged the US to take second
place. Nielsen puts its slip back into
third down to US promotions, but says
that Italy has edged ahead again in the
year to June 11.

Last year’s rank: 3
Market share: 13.9% (2010: 14%)
Sales value: £745 million
Change on last year: +4%
Average bottle price: £5.15 (2010: £4.94)

Yet the success of Calvet may well
give French brand owners pause for
thought. Under the stewardship of Les
Grands Chais de France, Calvet has
reinvented itself in the UK as a wine
that can represent any part of France,
not merely Bordeaux. The result has
been an upswing in sales.
Independents are best placed to sell
French wines as elegant products to go
with food. But in the supermarkets,
France’s attempts to convey such
messages are struggling to be heard.
A generation of drinkers has grown up
with New World wine and, if they get
to try French wine at all, they are
often bemused by its relative lack of
fruit and sweetness.

Last year’s rank: 5
Market share: 9.1% (2010: 10.7%)
Sales value: £484 million
Change on last year: -13%
Average bottle price: £4.19 (2010: £3.86)

our focus is away from the high-volume,
low-price segment and into the higher
end, even though we will sell much
less,” it says – not without controversy.
WOSA is hoping more consumers
will accept premium prices: it reports
that sales over £7 are encouraging, and
in the on-trade its average price per
bottle is £13, higher than the US,
Australia, Argentina and Germany. But
in restaurants and pubs, South African
sales are up by volume and value.
“South Africa has come of age,” says
WOSA chief executive Su Birch. “South
African wines are better known, better
appreciated and better understood than
ever before, particularly by the specialist
independent sector.”
8 july 2011 off licence news 25
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Chile

If Chile’s spectacular growth over the
past decade appears to be slowing, there
are some good reasons for this, not least
last year’s earthquake, which disrupted
supply to export markets.
Wines of Chile UK director Michael
Cox says the value performance (-1%) is
at least better than the picture for
volumes, which fell 5% over the period.
The changing relationship between
the Chilean peso and the US dollar has
pushed up prices. There have been fewer
deep promotions on major Chilean
brands in the off-trade, Cox adds –
something of a double-edged sword for

8

Last year’s rank: 8
Market share: 5.3% (2010: 4.7%)
Sales value: £282 million
Change on last year: +14%
Average bottle price: £6.02

(2010: £6.03)

New Zealand
New Zealand is often held up as the
example that other countries might
follow: a producer of quality wines for
which consumers will pay a fair price.
Some deep discounting on Sauvignon
Blanc and an abundant harvest have
threatened to make the picture less
idyllic than it was. But David Cox, UK
director of New Zealand Winegrowers,
is upbeat. “New Zealand continues to
be the fastest-growing country of origin
in volume and value,” he says. “Our
average retail price continues to be the
highest by far, and we have come back
up over £6 – we had fallen to £5.97.”
He adds: “Deep discounting is
starting to diminish and, although you
will find New Zealand wines on
promotion, they are now at sensible
levels, with fewer half-price deals.”
New Zealand represents nearly 21%
of wines sold between £9 and £10, Cox
claims – second only to France. He
says: “This shows consumers are still
happy to buy New Zealand at premium
prices even though there are cheaper
wines around.
“The 2011 vintage is our biggest yet,
but we are relaxed about this because it
is the type of quantity we need, to satisfy
growing sales around the world, and we
are now practically back into balance in
terms of supply and demand. Export
prices, especially bulk prices, are coming
up and we are starting to see more
premium export prices being achieved.”
26 off licence news 8 july 2011

Last year’s rank: 6
Market share: 8.6% (2010: 8.9%)
Sales value: £461 million
Change on last year: -1%
Average bottle price: £4.35 (2010: £4.14)

the category. Concha y Toro, Chile’s
flagship brand, saw sales decline, even
though margins may well have improved
as more wine was sold at full price.
“Sales of Chilean wine at more than
£5 have reached record levels of 1.3
million cases, 17% more than the past
12 months,” says Cox. “Chile’s share of
the impulse and independents sector has
grown to 9.8% by volume and Chile has
risen to fourth place, above France.”
Consumer data shows that 45% of
regular wine drinkers have drunk
Chilean wine in the past six months,
slightly down from the 47% recorded in
March 2008. The figure is higher than
the scores recorded for California, Spain
and New Zealand.

9

Germany
For Germany, the story is one of
long-term decline. Volumes fell by 12%
in the past year, partly as a result of
price increases at the bottom end. The
trade has always been enthusiastic about
the best German wines, but in most cases
it lacks a strategy for translating this into
sales. Some new generic activity may yet
provide some fresh stimulus.
In May, Wines of Germany held its
first UK tasting for five years under the
Riesling & Co banner. The event featured
25 producers including Dönnhoff, Schloss
Schönborn and Dr Thanisch, which
presented a selection of Rieslings,

Argentina hopes to make a major
breakthrough with British consumers

7

Last year’s rank: 7
Market share: 7.5% (2010: 7.1%)
Sales value: £400 million
Change on last year: +9%
Average bottle price: £4.36 (2010: £4.20)

Spain

by UK retailers, have become trendy as
Albariño, Verdejo and Godello become
increasingly commonplace. This year’s
New Wave Spain competition reinforces
Not so long ago, Spanish wine in the UK
this trend, with the highest proportion of
looked much less exciting than the varied
white entries to date. “These whites tend
offerings of France and Italy. Rioja has
to be more premium in price,” notes a
been the country’s main ambassador for
spokeswoman for Wines from Spain.
decades, but even this region started to
She adds: “The whole ‘brand Spain’ is
lose favour for seeming too old-fashioned.
experiencing increased awareness via
Today, this all seems like ancient
sporting successes, bars and restaurants
history. Spain has reinvented itself as a
New Zealand
– sherry bars in London, for example –
producer of modern, well-balanced,
Last year’s rank: 8
and this all helps the consumer buy more
fresh-tasting wines, with more regional Market
share: 4.7%
readily into Spain.
variation than many suspected the
Last year’s market share: 3.7%
regions are coming onstream in
country was capable of. Modern Riojas Sales “More
value: £246 million
the UK. More than 30 regions are
have a clean, fruity aspect to them,
represented in this year’s New Wave Spain
without losing their identity.
Awards final line-up of 116 wines.”
White wines, once hardly spoken about

Last year’s rank: 9
Market share: 2.3% (2010: 2.5%)
Sales value: £121 million
Change on last year: -5%
Average bottle price: £3.68 (2010: £3.41)

Spätburgunders and Grauburgunders.
It seems odd that Germany can’t
rehabilitate itself in the UK. If consumers
are able to embrace British-made wine, a
well-presented off-dry German brand is
hardly a quantum leap for consumers who
already show enthusiasm for white
Grenache and Zinfandel.
Wines of Germany’s UK head Nicky
Forrest says volume declines have to be
expected as long as the country relies on
the under-£3 category.
“The good news is that German wine
sales have grown in all price brackets
above £4,” she says. “German wines
priced at £4-£5 have increased by 40% in
the past 12 months, and we’re also gaining
ground in the over-£5 bracket.”

10

Last year’s rank: 10
Market share: 1.2% (2010: 1.2%)
Sales value: £62 million
Change on last year: -1%
Average bottle price: £4.85

(2010: £4.40)

Argentina
It looks like another frustrating year for
Argentina – a country beloved of the
wine trade, but seemingly yet to make
the big breakthrough with consumers.
But Andrew Maidment, UK director
of Wines of Argentina, sees things
differently. Although the 12-month
sales figure is down, the four months to
May 14 saw a value increase of 23%
and a volume rise of 14.1%, he says.
He adds that Argentinian wine
exports to the UK rose from US$14.5
million last year to US$16.4 million in
the first five months of the year. He is
not surprised by a 45p jump in average
price. “One of the main reasons for this
will have been the successful promotion
we ran with Majestic and Direct Wines
for Malbec World Day,” he says.
“In one week at Majestic, we saw its
sales of Argentinian wine jump almost
70% – an increase that was sustained
with sales still being 25% up the
following week. More important,
however, was the effect on prices. Over
the promotional period we saw average
prices rising to £7.45 from £7.10 the
previous week, and from £6.80 the same
week last year.
“So it shows that in addition to
customers being willing to pay more for
Argentinian wines, a well-placed
promotion with the right message
meant that people were actually seeing
the added value in the top wines and
trading up even further.”

Wine Report Future of the high street

Out with the old …

… in with the new

The old-style high
street off-licence chain
has had its day, but it’s
left lots of room for
new regional players

Independents are the market of the future for
wine suppliers – but what do they need to do
in order to survive in the current climate?
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even Oddbins at its peak, when it had about
240 stores. Nor is it necessary to saturate the
entire country with a fascia to be successful.
“What is needed is a strong financial platform, a well-thought-out and complete
retail concept and strategy, that motivates
the consumer, and locations in the major
towns and cities that make sense. It sounds
easy enough, but I suspect there may be
some devil in the detail.”
Simon Thomas, deputy managing
director for wine at Pernod Ricard UK, says:
“Following the demise of Oddbins and
Threshers, there is a real opportunity
for the convenience sector to capitalise
on the space vacated by the specialists,
but they need to ensure that they get their
offer right.”
“They’ve got to be much more specialist,
regionally and product-wise,” adds Connoisseur Estates director Andrew Steel.

100
90
80
70
60
% 50
40
30
20
10
0

52%

52%

47%
35%

25%

3%

56%

100
90
80
70
60
% 50
40
30
20
10
0

8%

Some will survive but the
majority will fall by the
wayside

Where is the future
for premium sales?
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Which sector will
you be targeting
most this year?
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What measures are you taking to target
independent wine merchants?

They are here to stay

On
lin
e

Patrick McGrath MW, managing director
of Hatch Mansfield, observes: “There are a
number of chains emerging from the regions
and some of these have the potential to
become national, depending on the model
they adopt.
“The emerging chains are reactive to their
customer base, make quick decisions and
are offering exciting ranges and services to
the consumer.”
Not everyone is so positive about the sector, however.
Alex Canneti, sales & marketing director
at Moreno Wines, says: “There is only space
for Majestic or smaller high quality chains
such as the Sampler, although Wine Rack
has potential for some growth.”
“I can certainly foresee the emergence of
a London-based chain, for example, but I
think the national high street chain business
model would need to change for it to work
in this economic climate,” says one major
supplier.
Richard Evans, director of Dedicated
Wines, says: “High overheads mean it’s difficult to compete with supermarkets. Many
consumers have migrated to online and wine
clubs such as Direct Wines. As the buying
points get fewer and fewer but bigger and
bigger there is more room for independent
specialists – but only as small groups.”

39%
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Hopefully smaller
chains will start
buzzing and add
impetus to retail

The majority will survive but
some will fall by the wayside

M
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isn’t enough flexibility. Hopefully these
smaller chains will start buzzing and add
some impetus to the retail horizon.”
“Both Majestic and Bargain Booze are
successful as national chains, with unique
business models – we believe this differentiation is key,” says Matthew Dickinson,
commercial director of Thierry’s.
Louisa de Faye Perkins, director of
Charles Taylor Wines, says: “Majestic is
going from strength to strength – a good,
well-funded company selling keenly-priced,
excellent wines with knowledgeable staff
will always find a place in the market.”
Codorníu managing director Nick Mantella agrees: “Majestic has a very successful
model, both commercially and with the
right people in the business who know and
understand it, to make it work.
“Looking more widely at this channel,
overheads are one of the key issues, so independent shops and small regional chains,
where costs can be controlled, are the sustainable way forward. Driving consumers
through the door is ultimately what makes a
business work, so marketing, range, pricing,
margins, supplier relationships, store location and people are all key ingredients.”
James Forbes, buying & marketing director
at Stevens Garnier, says: “I think there is a
future, but not on the scale of Threshers or

What is the future for
independent wine
merchants?

6%

In
de
pe
nd
en
ts

43%

There is a future
for high street chains
– but they need to
change their model

ing interest of the wine-buying public. This
is through hands-on work such as in-store
tastings and winemaker events.”
Suppliers have proved their commitment
to this burgeoning sector by changing their
business plans to target it. Fifty-two per cent
have changed their ranges to target the market, while the same percentage are working
more closely with regional wholesalers.
Forty-seven per cent are tailoring promotions to the market, 35% have introduced
more regional tastings and events, and 25%
have taken on new staff focused on indies.
Paul Schaafsma, Australian Vintage general manager for the UK & Europe, says:
“The independent off-trade has been a key
area of focus and will remain so in 2011,
with the McGuigan portfolio having been
realigned to ensure the range is appropriate
to the needs of retailers in this channel.”
Berkmann Wine Cellars’ Vinoceros division is solely dedicated to independent
retailers and wholesalers, with its own general manager Charles Marshall, a specialist
sales team, and exclusive labels alongside
producers from Berkmann portfolio.
Purchasing director Alex Hunt MW says:
“Passionate independent retailers now have
an unparalleled opportunity to hand-sell
seriously well-made, interesting wine at notridiculous prices. Introducing this diversity
to the market is a vital bit of value-add activity, demonstrating there’s more to life than
humdrum three-for-£12 deals, dilute Kiwi
Sauvignon Blanc and the dregs of Australia’s
corporate implosion.”
Ehrmanns started focusing on independents a few years ago when it launched the
Ehrmanns Independent Selection.
Robin Copestick, of Copestick Murray
Wine Solutions, sums up: “This is a brilliant
opportunity. Yes, it is more labour-intensive,
but the results are worth it.”

Independents: how they will fare in the future

Has your sales focus
changed in the past year?
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Suppliers agree that traditional high
street chains belong to a past era

50%

There is a future for smaller,
regional chains – but not for
nationwide chains

he wine industry is over
whelmingly positive about
independent wine merchants
and their emergence as a force to
be reckoned with in the off-trade.
Fifty-six per cent believe the majority of
businesses operating today will continue
successfully, while a further 39% are convinced they are here to stay. Just 6% of
suppliers say a few excellent retailers will
survive – and none believe they are a temporary phenomenon.
Andrew Steel, director of Connoisseur
Estates, says: “Following the demise of the
large specialist chains, we are seeing independent retailers reinventing themselves.
Small groups are starting to get better organised and the sector as a whole is giving the
Old World a chance, which is great.”
Peter Osborne director Martin Chapman
says: “Indies have always been renowned
for their innovation and even in tricky trading conditions, they continue to move
forward. Thirty years ago there were 10,000
indies in Great Britain, today there are probably only 600 sound independent wine
merchants left. These are the good, solid
businesses, institutions in many communities and in for the long haul.”
“As long as they can build a successful
commercial strategy for themselves, there is
a clear niche in the post-Oddbins and First
Quench retail landscape for well-run independents,” agrees Jon Pepper, managing
director of Buckingham Schenk.
Charles Hawkins, managing director of
Charles Hawkins & Partners, says: “With
multiple grocers going more and more
down the branded route – one could say
dumbing down, as these suppliers can only
meet the profit and promotional requirements – this allows for the independent
sector to service the aspirations of the grow-
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There is no
future for high
street chains

T

here is no future for the traditional high street off-licence
chain, according to 57% of UK
wine suppliers polled by OLN.
Half believe there is a future for
smaller, regional chains – but not national
ones – and 7% say there is no future for them
at all.
For 43%, there is a future for high street
chains – but they would have to change their
model.
Martin Chapman, director of Peter
Osborne Fine Wines, says: “The national
high street chains’ problem is competing
with the supermarket – and their apparent
inability to do so.
“The only exception is Majestic, and there
are reasons for its success.
“For the traditional single bottle sale, the
days of high street off-licence chains have
come and gone. The public are now able to
buy competitively-priced brands at supermarkets with their normal shopping, with
convenient parking facilities.
“It’s sad, the economics of the supermarkets have seen the demise of fishmongers,
butchers, greengrocers and now the offlicence. There is a ray of sunshine, though,
for the smaller regional chains catering for
local specialities or niche products not sold
in supermarkets.”
Robin Copestick, director of Copestick
Murray Wine Solutions, says: “We can’t
afford to suffer another fiasco like the Oddbins and Thresher ones of the past few years.
This should open the door for more innovative, strategic trading models to thrive.”
“It seems that in the larger format it
doesn’t work,” agrees Mark Wilson, UK general manager of De Bortoli. “It’s a shame,
but it’s too hard to co-ordinate and there
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What is the future for high street chains?
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Wine Report Priorities and innovation

How long can the UK stay No 1?
T

he UK remains a top priority for
doing business generally and for
introducing innovation, suppliers assure us – but there are signs
that at least some are already
starting to look elsewhere for potentially
more lucrative markets.
It is no surprise that the UK is among the
top priority markets for 98% of the suppliers
polled in OLN’s Wine Report – after all,
many of these companies are UK agents who
only work in this market.
What is potentially worrying is that for 7%
of those questioned, the UK has slipped
down the priority list.

Where does the
UK lie in your
priority list?

2%
25%

73%

Top priority
Top five
Top 10

Has the UK moved in
your priority list?

7%

93%

Yes – lower priority
No – stayed the same
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Major players such as Accolade Wine,
Pernod Ricard and Australian Vintage insist
they remain “fully committed” to the UK
market – but there is no escaping the fact
that it is increasingly challenging, and that
the biggest wine company in the world,
Constellation, has already pulled out of it.
Constellation’s UK arm was taken over by
private equity house Champ in February,
and last week was renamed Accolade Wines.
Commercial general manager James Lousada says: “Accolade Wines is committed to
the UK and one of our key strategic objectives
is to drive value growth in the UK. However,
we will also be looking to expand in other
international markets to further drive total
company growth.”
Simon Thomas, Pernod Ricard UK’s deputy managing director for wine, says: “Key
challenges facing the industry, from our
perspective as a brand supplier, include the
negative impact of foreign exchange and
oversupply, particularly in relation to Australia, and an over-reliance on discounting
and price promotions to drive volume,
which is unsustainable.
“This overt focus on price alone is affecting consumers’ purchasing behaviour and
reducing opportunities for the industry to
drive sustainable value.
“Despite these ongoing challenges, we
remain fully committed to the UK market.
We see strong opportunities to drive consumer demand for premium wines,
capitalise on consumers’ trust in, and loyalty towards, recognised brands and to
inspire deeper consumer engagement in
wine by focusing on, and championing,
exceptional quality.”
Paul Schaafsma, general manager for the
UK and Europe at Australian Vintage, says:
“The UK remains the key export market for
Australian Vintage and Australian wine in
general. There is no question that the UK is

Image: Photos.com

While most suppliers pledge allegiance to this
market, we could lose out to more lucrative areas

“After a period of intense conservatism at
the start of the recession, 2011 seems to
have brought a renewed spirit of adventure
to the trade – albeit with value still uppermost in people’s minds,” says Berkmann
Wine Cellars purchasing director Alex Hunt
MW. “We have already seen our sales of
Slovenian wine double this year, for
example, and have several even more
exotic projects in the pipeline.”
Berkmann is not alone in being proud
of its innovations over the past year.
Clare Griffiths, marketing director
for Accolade Wines, says: “One of our
strategic objective is to drive industryleading innovation through extensive
consumer and category insight.”
Recent launches include Freshcase
for Hardys and Nottage Hill.
Lower-alcohol creations are in the
pipeline.
Pernod Ricard UK deputy
managing director for wine Simon
Thomas says: “Innovation lies at
the core of Pernod Ricard’s
premium strategy for wines and
spirits, and in the current climate
it is more important than ever to
innovate and offer consumers
added value across the drinks
category.

“During the past two
years, and even during the
worst period of the crisis,
Pernod Ricard never
stopped innovating.
Marketing investment
always remained high and
has already returned to its
pre-crisis levels,
demonstrating a
long-term strategic
vision: to build strong
and premium brands.
“We do not innovate
for innovation’s sake –
every piece we introduce to the UK
market is designed to add value to
both our customers and consumers.
This strategy is reflected in our
recent NPD in particular, Brancott
Estate Sparkling Sauvignon Blanc
Brut. This new wine will allow
retailers to tap into two profitable
and prominent areas of category
growth – premium New Zealand
Marlborough Sauvignon Blanc and
the UK’s ongoing appreciation of
sparkling wine. Brancott Estate
Sparkling Sauvignon Blanc Brut will
be available to both the off and
on-trade with an rrp of £12.99 from

August.”
Simon Lawson,
managing director of Percy
Fox, says: “We launched
the Vineyard Collection
earlier this year, the biggest
innovation project from
Blossom Hill that will help
create a brand new
premium blended wines
sector. This new range
builds on the success of
fruit-led blended wines
from Blossom Hill.
Research shows that 48%
of UK mainstream wine drinkers don’t look
for a particular grape variety when
purchasing wine, even for special occasions
when they are willing to pay more for their
purchase.”
Treasury has launched Bella Vie, a White
Zinfandel rosé exclusively in the impulse
sector and targeted at women in their 20s.
Dan Townsend, managing director EMEA,
says: “Marketing it as a trendy alternative
to RTDs to be drunk all year round will
bring a new demographic to the UK wine
market.”
Hugo Campbell, Ehrmanns’ managing
director, sums up the spirit of invention: “We
are working on 45 ideas at any one time.”

Demand for lower-alcohol wine slowly gathers momentum
Lower-alcohol alternatives are the talk
of the trade at the moment.

Britain could miss the bus
as suppliers look abroad

a challenging market but it is also fluid,
dynamic and full of opportunity.
“The key to maintaining and growing
market share is to listen to the market –
adapt your strategy and innovate to ensure
you are delivering wines that are relevant
and appropriate. Ignore market trends at
your peril. This is not a case of one size fits
all – the UK market is unique and complex,
and as such you must be flexible, listen and
not dictate.”
Other companies admit they are looking
around for other markets. When asked

How likely are you to release innovations in
the UK first?
Very likely
Equal
between the
UK and other
markets
Fairly, but
less likely
than five
years ago
Unlikely

Renewed spirit of adventure

6%
8%

19%

68%

whether their focus had changed in the past
year, 23% said they were looking outside UK
retail and on-trade – and of those the majority were growing their exports.
Paul Letheren, director of Off-Piste Wines,
says: “We are very focused on the UK multiple retail sector, but are looking at some
options with European distributors.”
Stevens Garnier buying & marketing
director James Forbes says: “We are a UK
company and continue to focus our efforts
on that market. That said, we are selling an
increasing amount of wine to China. This
does open up the possibility of exploring
other markets, but it’s early days yet.”
Matthew Dickinson, commercial director
of Thierry’s, says: “We are seeing some really
interesting growth from other countries, but
the UK remains our number one market and
will do for the foreseeable future.”
For some the UK remains a market with
enormous possibilities.
Free Run Wines director Charles Elms
says: “The UK is still our primary focus at the
moment. True, this is a mature market – and
it’s not without its challenges – but we
believe there are still significant opport
unities open to businesses that are able to
respond flexibly and innovatively, adapting
to the ever-shifting market landscape.”
Copestick Murray Wine Solutions director
Robin Copestick agrees: “We have long
worked with countries outside the UK, but
this is a very important market to us and there
are still lots of opportunities for growth.”
When it comes to innovation, the UK
remains a key market for launches for 68%
of the suppliers polled – but 8% said they
were less likely to release new products in

the UK first than they were five years ago.
Bill Rolfe, marketing director of 10 International, says: “The UK is still the most
sophisticated market for wine consumers
and therefore the perfect test bed for new,
innovative products.”
Copestick adds: “We’ve worked hard to
ensure we have a number of countries to
choose from in terms of new launches but
again, the UK remains a very important
market for us.”
Nick Mantella, managing director for
Codorníu, says: “The UK is a very important
market for us. It is highly competitive and
diverse so it is ideal to bring innovation here
first.”
De Bortoli’s UK general manager Mark
Wilson adds: “While a lot of innovation is
geared towards the domestic market in Australia, some of the key brand activity has
recently been developed here and the ability
of UK buyers to react to innovation is vital in
this process.”
Those who said they were less likely to
release innovations in the UK did not give
their reasons – although the problems created by low average prices, high duty, low
margins and a weak currency are well-documented. One supplier who preferred not to
be named said: “Sometimes we find the US
more receptive to new brands.”
The fact that 6% say they are unlikely to
release innovations in the UK first is more
down to the fact they are not planning to
launch new products than a move to alternative markets. One major producer said:
“We are taking the decision to consolidate
our activities – do what we currently do better, rather than taking on new things.”

With wines under 5.5% abv subject to a
lower duty rate, government pressure to
show the trade is making efforts to curb
irresponsible drinking and a consumer
trend towards lighter, fresher styles, there’s
no question that it’s an attractive area. But
who is driving interest in lower and
low-alcohol wines?
Fifty-five per cent of suppliers have been
asked by retailers for more lower and lowalcohol wines, and 38% say the drive is
mainly coming from retailers – followed by
consumers (32%) and the government
(17%).
Steve Barton, director of Brand Phoenix,
says the company’s 5.5% abv First Cape
Café Collection wines chime with consumer

Are you being asked for
more lower and low
alcohol wines?

No
45%

Yes
55%

Where is the drive towards
lower and low alcohol wine
coming from?
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trends – particularly among women – and
political demands on responsible drinking.
He adds: “The lighter styles will also
remain one of the few affordable branded
wine areas, based on the duty banding and
so on.”
Martin Chapman, of Peter Osborne Fine
Wines, says: “Consumers, particularly mature
discerning drinkers, are driving the push
towards lower alcohol. The desire for
‘lighter’, lower-alcohol wines has increased
over the past 12 months.”
Codorníu managing director Nick
Mantella adds: “People want wines they can
drink midweek and at lunchtime that have a
lower alcohol level to suit their lifestyle
without giving up on wine itself.”
But the phenomenon has its sceptics.
One major supplier says: “Retailers talk
about low-alcohol wines but there’s not much
happening in terms of driving this as a
category.
“The industry is feeling definite pressure
from health professionals and the concern for
the industry is that government will feel

Suppliers

Other

moved to apply stringent measures.
“It’s really important for the drinks
industry to be united and for all companies
to do their bit in supporting Drinkaware and
responsible drinking policies.”
Another says: “Retailers may talk to the
press a lot about how consumers are looking
for lower-alcohol wines, but that doesn’t
appear to have made any difference to their
product development behaviour, or their
customers’ purchasing habits.”
Stevens Garnier’s James Forbes says:“It
looks like a minority segment of consumers
are paying a bit more attention to the
alcohol content in wines, but it is far from
being a demand for low-alcohol wines. How
low is low anyway?”
And Berkmann’s Alex Hunt MW says:
“There is more of a trend seen in
restaurants for wines around 12-12.5%
abv, as opposed to 15% abv. Sub-10% abv
wine – normally doctored to be so – is
thankfully not something we are often asked
for, though, of course, we have delicious
German Riesling that fits the bill naturally.”
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Wine Report Marketing and sales
How important are online marketing tools?

above-the-line activity. Deputy managing
director for wine Simon Thomas says: “Over
the past 12 months, PRUK has continued to
commit investment to the UK market to
drive consumer engagement with our brands
and deliver long-term sustainable growth.”
Recent investments include Jacob’s Creek
sponsoring Wimbledon for five years, backed
by a raft of marketing activity including
outdoor ads, and Brancott Estate sponsoring
the Rugby World Cup 2011, with a media
partnership with the Daily Telegraph.
Another major supplier says: “As our
brands become more widely distributed, we
are looking to assign more budget to
consumer communications and marketing.”

%

activity to keep volume sales moving in a
difficult market environment.”
Mark Wilson of De Bortoli adds: “We
are trying to be as competitive with our
cost price as possible.
“This limits our ability to support any
further activity.”
And Hatch Mansfield marketing
director Lynn Murray says: “Straightforward advertising is simply impossible
in the current climate. It is challenging
enough trying to find support for
below-the-line activity such as price
promotions and tailor-made customer
support, and sadly above-the-line activity
is the first thing to go in the mix.”
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Suppliers respond as average bottle prices rise
Rising costs have pushed more than half
of suppliers into a higher price bracket.
The most popular bracket is now £4-£6,
with 29% of suppliers saying the majority
of their wine falls into that bracket –
followed by £6-£8, which is most popular
for 28% of suppliers. Just 1% have kept
the majority of their wines under £4.
Thirty-one per cent of suppliers have
managed to hold the prices of their wines
steady in spite of cost pressures, and 2%
have even managed to bring them down.
The most positive comments came from
those who have seen prices rise beyond
tax and inflation – because they are
selling more premium wine.
Jon Pepper, managing director of
Buckingham Schenk, says: “The recessiondriven trend for consumers to eat at home
seems to have driven something of a boom
in the £6-£10 price bracket. ”
Louisa de Faye Perkins, director of
Charles Taylor Wines, says: “We have
seen continued growth in the fine wine
sector. As consumer knowledge has
improved, demand for hand-crafted wines
has increased.”
Connoisseur Estates director Andrew
Steel says: “Off-trade premium wine sales
have increased. This is exactly what

happened in the last recession too – we
now see the take-home market looking for
better wine to sell to consumers to
entertain at home rather than going out.”
Miguel Leal, of Portugal specialist Casa
Leal, says: “Slowly there has been more
interest in more expensive wines from
Portugal – the reservas and small
production brands are on the increase.
Clients are looking for the extraordinary.”
Dan Townsend, of Treasury Wine
Estates, says: “Our sales reflect a general
trend towards premiumisation. This is
especially the case in the Australian
category, where we have seen a 22%
increase in value sales of wine priced £8
and above over the past year.”
De Bortoli UK general manager Mark
Wilson says: “For the industry to survive,
£8-plus needs to become a core category.
We don’t really regard this level as
premium – more mid-tier.”
Hatch Mansfield sales director Mark
Calver says: “The market is increasing its
average bottle price – even if it is fuelled by
tax increases – so one has to be optimistic
that premium sales will increase. In
addition, the independent sector will
continue to grow and this is clearly where
this level of wine will flourish.”

Confidence grows for future of premium wines
Overall sales seem to be doing better
– and sparking more optimism – this
year than last, although suppliers were a
little less positive about their premium
sales than they were in 2010.
This year, 70% said premium wine
sales were up compared with 76% in
2010, with 4% saying they had dropped
(2% last year) and 26% saying they
remained flat (22% in 2010).
Despite this, suppliers were even more
positive about their premium sales going
forward than they were last year.
Eighty-nine per cent expect premium
sales to grow compared to 91% last year.
Simon Thomas, deputy managing
director for wine at Pernod Ricard UK,
says: “Despite the recession, premium
wine is the second fastest-growing
segment by value in the UK and appeals
to a wide variety of consumers. Most
importantly, with wine experiencing
static market penetration and declining
volumes, growing the premium wine
opportunity is key to the continued

overall future value growth of wine.
“The industry dynamics at play today
are preventing our trade from realising a
sizeable opportunity. As an industry, we
need to stop focusing on price alone. By
collectively working on more engaging
ways to drive consumer interest in wine,
we can help to drive people’s
appreciation for it as a carefully crafted
and accessible luxury, rather than a
price-sensitive commodity.”
There have been a number of
premium launches over the year,
including Australian Vintage’s
McGuigan The Shortlist (rrp £14.99).
Majestic took its whole allocation in
one of the largest orders of premium
wine it has ever placed.
A consumer trend towards trading up
has been felt across the trade. Charles
Taylor Wines director Louisa de Faye
Perkins sums it up: “There is greater
interest in premium wines – consumers
are eating out less and therefore
drinking better at home.”
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Twitter, Facebook and blogging] allow us to
connect with customers, so they are very
important. We keep it simple – real people talking about interesting topics.”
Thierry’s Matthew Dickinson says: “We are
highly committed to driving our business
through direct contact with the consumer, and
our presence at the LIWF this year was focused
around this. We have been active on the social
media front since May 2010 and this is an
increasingly important area for us.”
James Forbes of Stevens Garnier says: “We
launched a new and improved website late last
year. Twitter and Facebook play a part, but we
are still feeling our way around it as a company.
My feeling is that the importance of social
media and other technological advances cannot be overstated. It’s the future.”
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But there are still plenty of suppliers who
are focusing wholly on below-the-line
activity – or “spending at the cutting edge,
where it makes a real difference,” as
Stevens Garnier’s James Forbes puts it.
Lisa Duckenfield, group marketing
manager for Cellar Trends, says: “Budget
continues to be required to support price
promotion activity and, with continued
pressure on margins due to the exchange
rate and account demands, there remain
insufficient funds to support substantial
above-the-line activity.”
D&D Wines managing director Lewis
Jones says: “The majority of our spend
continues to be directed at promotional
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the personnel to tackle spreading viral marketing messages, tweeting information or
updating blogs. Our Facebook page has not
produced big results, but that is probably
because we haven’t pursued it.”
Hatch Mansfield marketing director Lynn
Murray says: “Early indications are that it
involves a good deal of time to find the best way
forward with limited reward. It will take time for
the wine business to establish what provides a
meaningful return, but there is no doubt it is an
important part of the evolving mix.”
But those who have embraced it are highly
enthusiastic – as long as they get it right.
Robin Copestick, director of Copestick Murray, says: “Our digital strategy is becoming
increasingly important as we grow our following online. Tools [such as viral marketing,

2003
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How is your marketing budget divided?

Hardys has reaped the
benefits of TV advertising

40

27%
25%

23%

40

35%
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30

Advertising is on the up – but price promotions still dominate
After years of advertising dropping off
and more of suppliers’ budgets being
ploughed into promotions and other
below-the-line activities, 2011 has seen a
small rise in the proportion of marketing
budgets being spent above the line.
Accolade Wines, in its former incarnation
as Constellation, had remained a regular
advertiser – and is reaping the rewards,
according to European marketing director
Clare Griffiths. “Hardys and Echo Falls
have both sponsored hit Channel 4 TV
show Come Dine With Me for the third
year in a row and the sponsorship is having
a clear impact,” she says.
Pernod Ricard has also kept up the

Do not use

£4 and under

T

Club and Lindeman’s Wine & Book Club over
the past year. They have engaged thousands of
members with the brands.”
Australian Vintage’s Paul Schaafsma says:
“Social media allows us to participate in a freeflowing conversation with our consumers
which ultimately adds value to our brand.”
Freixenet has made digital media the “core”
of its communications strategy. Head of marketing Suzanne O’Hara says: “Digital touches
every aspect of the consumer’s experience of
our brand, so we are working hard to ensure
genuine integration of digital throughout the
entire marketing planning process.”
Some – especially smaller – suppliers
haven’t taken the digital challenge yet.
Martin Chapman of Peter Osborne says: “As
a small independent supplier, we don’t have

Not important
35%

More wine suppliers are tapping into digital marketing and using channels
such as Twitter, Facebook and blogging to reach their customers effectively
he wine trade has embraced digital
marketing, with 57% of suppliers
saying Twitter is important to their
business, 52% using Facebook and
blogging, 43% saying viral marketing
is important and 30% using other digital techniques, mainly interactive websites.
Clare Griffiths, marketing director for
Accolade Wines, says: “We take a proactive
stance on digital communications. It’s
important to match the right media channel
to the consumer and not just tweet for the
sake of tweeting.”
Treasury Wines managing director for EMEA
Dan Townsend says: “Digital content can be a
fantastic way to help consumers interact with
brands and learn more about the products. We
have developed both the Wolf Blass Platinum

Fairly important

£6-£8

40

20

In which price bracket is the majority of
your wine?
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42%

£4-£6

Going digital the
wine trade way
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What do you expect
from overall sales
looking forward?

Decrease 0%
(4%)
Stay the
same 12%
(13%)

(2010 figure in brackets)
Increase 88% (83%)

What do you expect
from premium sales
looking forward?

Decrease 0%
Stay the
(0%)
same 9%
(10%)

(2010 figure in brackets)
Increase 91%
(89%)
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The traditional glass bottle and corkscrew
could eventually be a thing of the past
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Wine Report Packaging and logistics
Screwcap revolution spirals
Which closures
do you use?
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The alternative scene
The jury’s still out
on the recession’s
immediate impact
on environmental
initiatives, but lighter
packaging looks like
it’s here to stay

E

nvironmentally-friendly – and
wallet-friendly – alternative packs
have become highly popular in
the trade, with 63% of suppliers
polled by OLN using lightweight
glass, 53% using smaller formats and 42%
bag- in-box.
They have not been affected by the recession – very few suppliers believe any formats
will become less popular because of the
downturn, while lightweight glass, smaller
formats, bag-in-box and PET are all
expected to grow in popularity.
The market seems split over whether it
believes the economic crisis has had an
impact on consumers’ acceptance of different packages.
Rachel Robinson, marketing manager for
Free Run Wines, says: “We’re definitely seeing more and more interest in alternative
formats, as acceptance of unconventional
packaging grows, particularly for occasionled purchases. We’ve experienced good
growth with Tetra Prisma Pak and bag-inbox products in the past 12 to 18 months
– and in many cases it’s with more premium
brands that would not be traditionally associated with these formats.”
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How has the recession affected consumer demand for alternative packages?
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Jon Pepper, managing director of Buckingham Schenk, has had a different
experience: “The recession seemed to kick
in just as consumer demand for organic,
sustainable and green products was taking
off.
“Unfortunately it seems to have slowed

Bag-in-box

Larger
formats

Tetra/
Prisma

demand for the moment, but hopefully
this trend will pick up again when the economy does.”
Accolade Wines marketing director Clare
Griffiths says: “We don’t believe the recession has affected consumer demand for
different pack formats.”

PET

Pouches

Cans

Another supplier says: “The recession has
focused on price, not the container.”
Among retailers the take-up is far lower.
All Virgin Wines’ stock is in glass bottles; just
5.5% of Tesco’s, less than 4% of Waitrose’s
and less than 1% of Spar’s ranges are in
alternative packs.
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Steel says: “The continual roll-out of
screwcap across better quality wines will
see a higher percentage of sales moving to
screwcap. There is practically no negativity
now towards screwcap – the image has
changed. If someone had said that to me
10 years ago I would have laughed.”
Natural cork use dropped to 40% this
year, from 46% last year – but 10% of
suppliers expect to see more cork use.
PLB’s Nick Tatham MW says: “I have a
feeling that buyers are moving out of
plastic into screwcap at the middle and

Do consumers mind bulk-shipped wine?
How will consumers
respond to the trend
towards more
bulk-shipping and
UK bottling?

7%

Consumers don’t know their wines are
being bulk-shipped and bottled here –
and if they did they wouldn’t care.
That is the overwhelming view of UK
suppliers – 78% believe consumers, if
they knew, would be neutral about it.
Wine buyers believe the same – an
OLN poll found that 86% believe
consumers’ reactions would be neutral.
Buckingham Schenk managing director
Jon Pepper sums up the general view: “It
is very difficult for a consumer to
tell from the small print on a wine label
where a wine was actually bottled. It’s
hard to believe that the consumer really

No Change

5%
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%

lower ends, and from plastic into cork at
the higher ends.”
Martin Chapman, director of Peter
Osborne Fine Wines, says: “For earlydrinking wines, the screwcap closure is
ideal. Virtually all southern hemisphere
ready-to-drink wines have screwcap
closures, and producers in France,
Germany and Italy are following suit. It
makes sense as they offer a perfect seal.
For maturing wines natural cork is the
better closure.”
Louisa de Faye Perkins, director of

78%

knows and so by extension it can’t be a
major issue for them.”
Thirteen per cent of suppliers and
14% of wine buyers believe consumers
will react positively, either because
bulk-shipping lowers the price or because
they are in favour of green initiatives.
Another 7% of suppliers believe
consumers will react negatively – those
who believe quality can be affected by
bulk-shipping.
Bill Rolfe, marketing director of 10
International, says: “If they knew about
it they wouldn’t like it as much as bottled
at source.”

Charles Taylor Wines, says: “While
screwcaps are beneficial for eliminating
cork taint and retaining freshness,
they are unsuitable for lengthy bottle
ageing.”
The picture was more mixed among the
retailers OLN polled. The highest
proportion of screwcap was in Spar,
where 85% of wines are under the
closure and just 10% under natural cork.
The lowest percentage was Waitrose,
which had 48% of wines under screwcap
compared with 45% under natural cork.

Your shout: the suppliers’ perspective
OLN gives suppliers the chance to give
their views on what they see as the wine
trade’s hottest topics
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“One day all wine will be closed with
screwcaps. I can’t wait,” says Stevens
Garnier buying & marketing director
James Forbes.
After a slight dip in 2010, screwcap use
has shot up again among UK suppliers.
An average of 52% of their wines are
now under screwcap, with some suppliers
saying nearly all their wines use it.
The closure is expected to become
even more popular, with 68% saying they
expect it to be used more in the future.
Connoisseur Wines director Andrew
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Steve Barton, director,
Brand Phoenix: “One of
the overriding challenges
now is foreign exchange.
This is still the biggest
import market in the
world and the pound has consistently
been as weak as it has ever been.”
Alex Hunt MW,
Berkmann: “Much is
written about the
importance of educating
the consumer, but stage
one is surely to pique
their curiosity by enthusiastically
recommending genuinely exciting wines.
You can only educate people who want to
be educated – creating that initial desire
is where the best retailers seem to excel.”
Bill Rolfe, marketing director, 10
International: “The
decrease in interest in
wine journalism by
the media and the lack of
column inches being
given over to this.”

Hugo Campbell,
Ehrmanns: “Overall we
are positive in our
expectations for the next
12 months. Adapting to
the evolving routes to
market will be key for any importer.”
Ian Cumming,
commercial director,
Forth Wines: “Super
market promotional
pricing and policy are still
the biggest issue in the
trade as regards quality and health.”
Simon Thomas, deputy
managing director,
Pernod Ricard UK:
“Sustaining the
environment is not a
short-term venture. We
have been active in this for over 45 years
and the foundation of the Oceanographic
Institute, by Paul Ricard, at Les Embiez
in 1966. As a group Pernod Ricard has
made a number of environmental
commitments to conserve natural
resources and respect our environment.
As of June 30, 2009, 93% of the volume
produced by the group came from ISO
14001 Environmental Certified sites.”
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It’s all about the deal
How suppliers view relations with buyers
Suppliers and retailers are proving to be uneasy
bedfellows when it comes to working together to
find solutions to today’s increasingly low margins

Relationships: price negotiations taking longer
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such as Falanghina and Palomino, on to
retailers’ shelves.
Others say quality is a mixed bag. “Some
retailers have excellent own-label ranges,
others fair – it really depends on particular
wines and retailers,” says one supplier, while
another agrees, adding: “It tends to depend
on whether quality is the priority, or price.”
A third comments: “Overall it is good,
with a lot of copycatting going on in recent
months. Retailers are currently putting a
lot of focus on this area.”

James Forbes, buying & marketing
director at Stevens Garnier, says: “Most, if
not all, have placed a lot of focus on these
wines and generally speaking they’ve got it
bang on.That said, I’ve never been convinced
that it is a strategy with long-term consumer
appeal – it’s just a phase we’re going
through.
“They know this, of course.The best
retailers are scarily adept at analysing the
consumer and making important changes
quickly and at the right time.”

Retailers give their feedback on suppliers
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Wines, says: “The market conditions remain
extremely tough and naturally there are diffi-
cult discussions over price and margin in
that environment.
“This is being felt across all country categories and is likely to continue. The key
thing is to find solutions that add value and
reduce complexity and cost wherever we
can.”
Brand Phoenix director Steve Barton adds:
“Given the level of VAT and duty impact it will
prove critical that retail and supply form
closer long-term relationships.”
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Margin demands have remained fairly
stable over the past year – although average
demands, especially for multiple grocers,
outstrip what suppliers consider to be fair.
James Forbes of Stevens Garnier
comments: “I’m not sure ‘fair’ comes into it.
The reality is that across the supply chain
all parties are trying to extract as much
possible margin without jeopardising
relationships. Business is done when a
natural equilibrium is at work and breaks
down when it is disturbed.”
One major supplier says: “Margin
expectations do not seem to be in line with
the realities of the market.There is a bit of
reluctance to face the facts of costs of
goods, tax and exchange rate pressures, so
this means negotiations take longer.”
Another supplier says: “It is for each part
of the chain to determine what level of
margin they need. Clearly from our point of
view we need to generate a level of return
that is acceptable to stakeholders and that
allows us to invest in building a more
profitable category.
“Our goal with customers is to create
mutual and sustainable value. While this is
not always possible, the best examples of
success are where we work to joint business
plans, supported by honest and open
relationships.”

low margins in the category.”
A South African specialist says: “There is
a more open understanding of the cost pressures we all face, and, as a result, a greater
recognition of the need to work proactively
with the right suppliers to come up with the
products to meet current market demands.”
“It is both more tense and more relaxed,”
says Robin Copestick of Copestick Murray
Wine Solutions. “Overall, it is more conducive to finding really good wines at good
prices and improving choice for customers.”
For 10% of suppliers polled, relationships
have become much more tense.
One Scottish agent says: “Current trading
conditions have seen less reliance on relationships and loyalty and more about the deal
– sometimes to the detriment of quality.”
Lewis Jones, managing director of D&D

How do you rate retailers’
own-label wine ranges?
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uppliers say their relationships
with retailers have eased a little
since last year – but retailers say
there is increasing tension in the
market.
Just 29% of wine suppliers think the market has become more tense in the past year,
according to OLN’s survey.
But in a separate poll, 100% of buyers said
that relationships with suppliers had
become more difficult in the past year.
James Lousada, commercial general
manager at Accolade Wines, says: “We
have noted a stronger intent to collaborate
and find solutions to the challenge of
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Own-label has been given a revamp across
the board this year and has come out
stronger, according to suppliers polled
by OLN.
Seventy per cent of agents and
distributors rate retailer own-labels as good
or excellent this year, compared with just
38% last year.
And 68% say own-brands have improved
in the past year, compared with 46% in
2010.
Jon Pepper, managing director of
Buckingham Schenk, says: “With an
ever-increasing focus on quality at
entry-level and the introduction of
significant numbers of more premium
own-label wines, the UK’s own-label scene
is truly world leading in terms of both value
for money and the variety on offer.”
Robin Copestick, director of Copestick
Murray, agrees: “More time and effort goes
into sourcing own-label wines for an
increasing number of buyers, and they are
gaining increased focus and shelf space
every year.”
Paul Letheren, director of Off-Piste
Wines, says: “There have been significant
improvements in the premium sector, such
as Asda’s Extra Special,Tesco Finest and
Sainsbury’s Taste The Difference. We are
being asked for more own-label wines,
especially at the premium end where quality
is a driving factor.”
He is not alone in being asked for more
own-label wines – 79% of those polled said
retailers are asking them to supply more
own-brands.
Some suppliers say the recent improve
ment and focus on premium own-label is a
backlash against a drop in own-label quality
last year.
De Bortoli’s UK general manager Mark
Wilson says: “Retailer quality on own-label
dipped significantly in the past 24 months
when trading on price became a priority.
This stance appears to be softening and
retailers are now spending more time on
quality, especially within their mid to highrange own-label.”
Steve Barton, director, Brand Phoenix
says: “Given own-label is actually at its
lowest level ever, we have seen increases in
merchant brands but retailers do need to
maintain a careful balance for consumers
between brand and own-label.”
For some, own-brands are a great way
of getting more unusual varietal wines,
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n Tesco’s own-label range comprises 255
lines out of a total range of more than
1,300. It is split into Finest (42.5%),
Tesco own-label (55%) and Tesco Value
(2.5%). A spokeswoman says: “Tesco
Finest is constantly growing, with 15
wines launched in March and further new
products joining the range in August. We
currently have over 100 lines but expect
this to grow.”
n Waitrose has 51 own-label lines in a
total portfolio of 1,200 wines, split into
entry-level, bulk-shipped Virtue (25%);
mid-tier Chianti, Côtes du Rhône, cava,
sherries and more (40%) and top-tier
Waitrose in Partnership wines (35%).The
supermarket is planning to “rebalance the
range” this year.
n Spar’s own-label range is 42 out of
158 SKUs split between entry-level
(below £5), reserve (£5-£6) and premium
(£6.50 and over).
Trading controller Xenia Irwin MW
plans to boost the range with some
premium Italians and an Argentinian
range. She says: “Own-label is very
important to Spar, being in growth by
20% – extremely positive in the current
convenience market, which is shrinking by
0.2%. It has become increasingly
important over the past two years.
“In the market as a whole, as the
multiples use high-profile brands
increasingly for deep discounting and
price wars, there is far greater
opportunity in own-label to make a
margin and control quality as well as
raising profile as a good value wine
supplier to our consumers.”
n Virgin Wines has 89 own-label wines
in a 645-strong range, and plans to
increase that to 100, working with its
existing suppliers.
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Better quality wine reflects retailers’ efforts to improve own-labels
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Own-brand lowdown
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It’s no longer a
numbers game

Where do consumers look for wine
information online?
Supermarket
26%
websites

Wine Intelligence offers its soundings on how
the customer is currently viewing the wine
market – and the challenges for retailers
involved drinkers now make up just one
quarter of the wine trade’s customer base,
and are now outnumbered by low-involvement wine drinkers.
Clearly the trade needs to find ways of
reconnecting with bored or complacent
consumers, and the debate about how this
might happen takes place in various forms
on a continual basis. If retailers need to persuade their customers to spend a little more,
understanding how they make their decisions is crucial.
Wine Intelligence’s Vinitrac survey –
which monitors the behaviour of 1,000
regular wine drinkers who have been
recruited to be statistically representative of
the UK wine-drinking population – sheds
some light on the subject.
Although a wine’s promotional offer
remains the most important purchasing
cue, the grape variety is now regarded as an
equally essential consideration. In other
words, a typical wine drinker is just as interested in the fact a wine is a Pinot Grigio as
the fact it’s been discounted to £4.49. The
deal alone doesn’t swing it, and neither does
the style on its own. For the typical consumer, it’s the combination of both elements
that counts.
Consumers are also attaching more
importance to brand familiarity, and even
regions of origin, than they used to. Alcohol
content is also on their radars, and they are
more likely than they were three years ago
to be swayed by the appeal of the bottle and
its label design.
The number of consumers who stick
purely to what they know has increased a
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3%

Small wine producer’s
website 19%

2%

Websites promoting particular
wine regions or countries 18%

2%

Yes, occasionally		
Yes, often

2%

Posts about wine on
Facebook 9% 1%
Discussions about
wine on Twitter 6% 1%
0 10 20 30 40 50 60 70 80 90 100
%

Consumer worries about buying wine
Consumers are more brand-savvy

We have to look at
a different-shaped
marketplace which
presents a challenge
little over the past year, although thankfully
from a trade perspective, the longer-term
trend is one of decline in this attitude.
Those who enjoy trying new wines on a
regular basis are at a two-year low, at 45%.
The main increase has been among the
minority of consumers who regard price as
paramount, and will be largely indifferent to
whether it’s Pinot Grigio from Italy or Chenin

Blanc from South Africa, so long as it fits their
expectations of price and promotion.
Confidence levels among wine drinkers
looked like they were heading in the right
direction six months ago, but have slipped
back. Wine Intelligence measures this by
asking consumers if they have increased or
reduced their spend on wine over the past
three months, and translating that into a
score between one and 100. Anything over
50 indicates more confidence than pessimism in the market, while anything less
suggests caution. The off-trade index bottomed out in February 2009, when a figure
of 34 was recorded. Since then, the trend has
been an upward one and in November 2010
reached 49. But in April it was back down to
41, where it was in June 2009.
Continuing economic gloom and nerv-

ousness about job losses won’t exactly put a
spring in the step of wine consumers – so the
task facing retailers does not look like it will
get any easier for the foreseeable future.
Nevertheless, it’s important to realise that
wine has fared much better than other
drinks categories in recent times as Brits
have gradually reduced their alcohol intake.
Wine & Spirit Trade Association chief
executive Jeremy Beadles, speaking at a
recent seminar jointly hosted by Wine Intelligence, reported alcohol consumption had
fallen by 12.8% since 2004, with beer taking
the brunt of the decline. Wine drinking fared
much better, despite some tailing off last year.
“Volume is not where we should be focusing because consumers seem to be
suggesting they have enough wine,” Beadles
said. “We have to look at a different-shaped
marketplace and it presents challenges for
the industry.”
He added: “Wine is a luxury drink. If
you’re on a limited budget the more bottles
you put in your supermarket basket the less
you can spend on other things. We’ve got to
get people to spend more per bottle, not
because of tax, but because they want to.”

				
Pesticides/toxic
19% 47%
substances in wine
Inclusion of sulphites
or other additives

17% 41%

Welfare of workers
producing the wine

20% 31%

Effect of negligent storage
on wine quality

19% 34%

Effect of closure on
wine quality

23% 20%

Effect of packaging on
wine quality

29% 20%

Not worried

Long-term health problems
as a result of drinking wine

39% 25%

Worried

Short-term health problems
as a result of drinking wine
		
Putting on weight as a
result of drinking wine

42% 23%
37% 32%

50 40 30 20 10 0 10 20 30 40 50
%

In a recent Wine Intelligence
experiment, three groups of wine
drinkers were shown identical bottles.
Each group was made up of a
representative sample of the wider
wine-drinking population, and so, in
theory, all three groups were identical.
One group was given no information
about the wine in the bottle, other
than what was on the label (it was a
Cabernet Sauvignon from the Pays
d’Oc). The second group was told the
wine was a Fairtrade wine; the third
that it was organic.
Thirty per cent of people in the first
group – the control group – said they
were likely to buy the wine. Among the
group who thought they were being
offered Fairtrade wine, the figure rose
to 36%. As for the supposedly organic
wine, the number of people interested
in buying it fell to just 21%.
In some ways the findings were
unexpected. Wine Intelligence has
found awareness of organic wine, at
69% of all regular wine drinkers, is
higher than that of Fairtrade wine
(61%). So what’s going on here?
Perhaps some consumers have lower
expectations about the quality of
organic wines, but a more likely
explanation is that they assume
organic wine will be more expensive.
In the experiment, consumers guessed
the organic wine would be priced
around £6.76, compared with £6.33
for the control wine and £6.24 for
the Fairtrade option.
None of this should mask the fact
that many consumers have real
environmental concerns and will apply
this thinking to the wine choices they
make in store.
Wine Intelligence has found 52%
of regular wine drinkers are worried
about global warming and climate
change. Ninety per cent of them
recycle at home, 74% report
using fewer disposable items,
and 46% try to buy products with
lighter packaging.
When buying wine, only 19% of
consumers say they look for
environment-friendly options, although
if a favourite wine switched to a
lighter bottle, 67% say they would be
likely to keep buying it, and only 5%
say they would not.
Bag-in-box wines are regarded as
the most environmentally friendly, and
also the alternative to glass that
consumers are most likely to buy.

Digital revolution hasn’t quite reached wine drinkers

Image: Photos.com

Wine Intelligence reports 55% of regular
wine drinkers now drink Pinot Grigio –
down from 60% just over a year ago.
Senior project manager Paul Medder
believes the variety may have created an
opening for the likes of Torrontés and
Albariño.
“There is an opportunity for many white
wines to go slowly but surely in the direction
Pinot Grigio has gone in recent years,” he
says.
Rosé has experienced a similar gentle
tailing-off and Medder says it’s an open
question whether fans of white Grenache
and Zinfandel will move on to more
challenging styles, either within the rosé
category or elsewhere.
Sparkling wine, another driver of the wine
market in recent years, is levelling out in
terms of consumer usage, Medder says.

Wine merchant’s
23%
website

Articles about wine on
Wikipedia 9% 2%

Winners and losers in the wine stakes
Although white wine enjoys the highest
consumer penetration, its share has tailed
off somewhat and red wines continue to
account for a higher percentage of the
overall wine consumed in the UK. Rosé
appears to have hit a natural plateau at
14% of consumption, 55% penetration.
Chardonnay continues to lead the white
wine league table, and Merlot tops the
reds, as the popularity of varieties such as
Riesling, Semillon and Tempranillo wanes.
When consumers were asked which
countries of origin they have drunk wine
from in the preceding six months,
Australia and France continued to lead the
field – although they have also seen some
of the biggest falls in popularity, along
with Argentina, Germany and Portugal.
New Zealand continues to benefit from
this trend.

2%

Posts about wine on
independent blogs 12% 1%
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T

he first thing to understand about
UK wine consumers is that there
probably aren’t going to be very
many more of them.
After two decades of growth,
around 28 million adults now drink wine on
a regular basis – a figure which is near the
peak that might be expected in a country
without a tradition of widespread domestic
wine production, Wine Intelligence argues.
Future growth probably won’t come from
new entrants to the wine category. Or, more
accurately, the newer drinkers will most
likely replace those who are dying off, not
add to their numbers. Instead, existing wine
drinkers will have to either drink more, or
spend more, if growth is to be achieved.
Volume growth is going to be hard to
come by, because consumers don’t seem in
the mood to drink more wine than they do
already. So the industry needs to pin its
hopes on persuading cash-strapped wine
lovers to dig a little deeper for something
they value more.
This won’t be easy, for two reasons. First,
and most obviously, consumer confidence
remains low and the economy fragile. When
discretionary spending is being squeezed by
declining real wages and ballooning household bills, it requires quite an astute
marketing effort to get people to trade up.
Secondly, and perhaps more worryingly
for the wine industry, consumers are less
interested in wine than they used to be.
Using a yardstick for consumer wine
involvement developed by Wine Intelligence, it’s clear there has been a falling-off
in enthusiasm for the category. Highly

3%

Newspaper or
24%
magazine website

Mainstream wine
brand’s website 15%

Environment issues

Rosé consumption has plateaued

How big a role do the internet and social
media play in influencing wine-purchasing
behaviour? The impact is not always
visible, because consumers themselves
aren’t always aware of it. But it’s
certainly clear that the digital revolution
has a growing role to play in how
consumers discuss and learn about wine,
and how they decide what they’ll buy.
Wine Intelligence consumer research
found around 23 million adults
both drink wine regularly and use the

internet. Within that figure, around half
say they use the web, in one form or
another, to find or share information
about wine.
When regular consumers were asked
how they exchanged information about
wine, social media was listed by 16% of
them and the internet generally by 47%.
As things stand, they’re much more
likely to rely on word of mouth (80%),
in-store information (73%), print media
(56%), shop staff (51%) or even TV

and radio (49%). Interestingly,
consumers are more inclined to get
information from retailer websites than
independent blogs.
Organised social media platforms
Facebook and Twitter have yet to erupt
in mass conversations about wine.
Speaking at a recent Wine Intelligence
seminar, online wine writer Jamie Goode
said a high proportion of wine drinkers
will probably never engage in in-depth
conversations about wine on the

internet. “For the majority of people
out there, wine is not a hobby and not
an interest and it probably never will
be,” he argued.
“They just want to drink nice wine at
a good price. They don’t want to learn
about wine or to be educated.
“I don’t think we’ll ever see these
people post a note about wine online.
But the digital conversation makes
being an involved consumer a bit more
fun and a lot more rewarding.”
8 july 2011 l off licence news l 39

Wine Report Company profiles
10 International

The Lodge, Guildford Road,
Effingham, Leatherhead,
Surrey KT24 5PE
T: 01372 454910
E: bill@10international.com
W: 10international.com
Established: 2006
Turnover: £7m
Marketing/promotional
spend 2011/12: £250,000

Accolade Wines

Accolade House, The
Guildway, Old Portsmouth
Road, Guildford GU3 1LR
T: 01483 690000
E: info@accolade-wines.com
W: accolade-wines.com
Established: June 27, 2011,
formerly part of Constellation
Brands
Marketing/promotional

Alliance Wine

7 Beechfield Road,
Willowyard Estate, Beith
KA15 1LN
T: 01505 506060
E: marketing@alliancewine.
co.uk
W: alliancewine.co.uk
Established: 1984
Turnover: £18m
Key price bracket: £6-£8

Astrum Wine
Cellars

Unit 7, Falcon Business
Centre, Willow Lane,
Mitcham, Surrey CR4 4FG
T: 020 3328 4620
E: sales@astrumwinecellars.
com
W: astrumwinecellars.com
Established: 1997
Turnover: more than £2m

Australian Vintage

8-9 Ivory House, Clove
Hitch Quay, Plantation
Wharf, London SW11 3TN
T: 020 7924 8091
E: jwatson@australianvintage.
com.au
W: australianvintage.com.au
Established: 1992
Turnover: £360m
Marketing/promotional

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

T: 020 7609 4711
E: info@berkmann.co.uk
W: berkmann.co.uk
Established: 1964
Turnover: more than £40m
Key price bracket: £6-£8
Key personnel: Rupert
Berkmann, managing director;

Key price bracket: £6-£8
Key personnel: Toby Hancock,
sales director; Bill Rolfe,
marketing director;
Simon Rolfe, financial director
Europe/New World split: 50:50
Brands: Pink Elephant,
DFJ Vinhos (Portugal);
Luis Felipe Edwards (Chile);
Faustino Rivero Ulecia
(Spain); Greenwood
Pass (US)

Bibendum Wine

spend 2011/12: £10m-plus
Key price bracket: £4-£6
Key personnel: James Lousada,
commercial general manager
for Europe; Clare Griffiths,
European marketing director;
Tom Wallis, UK sales director
Brands: Hardys, Banrock
Station (Australia); Echo Falls
(US and Chile); Kumala
(South Africa); Stowells
(multiple countries of origin)

Bottle Green

Key personnel: Giles Cooke
MW, marketing director;
Fergal Tynan MW, buying
director; Laura Boyce,
marketing manager
Brands: Indomita (Chile);
Cielo & Terra (Italy); Viñedos
Allianza (Spain); LGI
(France); Alliance Wine
Australia
Sales split: Independents 36%/
Multiples 14%/On-trade 45%

Boutinot

Key price bracket: £8-£10
Key personnel: Bruno Besa,
managing director; Max Folli,
sales director; Mark Perna,
business develpment manager
Brands: Cantina Terlano,
Produttori del Barbaresco,
Adami Spumanti, Caldora, Di
Lenardo (Italy)
Sales split: Independents
35%/On-trade 65%

Brand Phoenix

spend 2011/12: £1.5m
Key price bracket: £4-£8
Key personnel: Jill Watson,
marketing manager UK &
Europe; Rebecca Cooper,
supply chain manager UK &
Europe; Paul Schaafsma,
general manager UK & Europe
Brands: McGuigan, Tempus
Two, Nepenthe, Wollemi,
Rawnsley Estate (Australia)

Charles Marshall, general
manager, Vinoceros; Alex Hunt
MW, purchasing director
Europe/New World split:
68% Europe
Brands: Georges Duboeuf
(France); Antinori (Italy);
Santa Rita (Chile); Bodega
Norton (Argentina); Bodegas
Valdemar (Spain)
Sales split: Multiples 12.5%/
Independents 17.5%/
On-trade 70%
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113 Regents Park Road,
London NW1 8UR

Richard Cochrane, off-trade
director; Fiona Cochran,
director of marketing

T: 0845 263 6926
E: tradesales@bibendumwine.co.uk
W: bibendum-wine.co.uk
Established: 1982
Turnover: £170m
Key personnel: Michael
Saunders, managing director;

19 New Street, Horsforth,
Leeds LS18 4BH
T: 0113 205 4500
E: info@bottlegreen.com
W: bottlegreen.com
Established: 1990
Turnover: £45m
Marketing/promotional
spend 2011/12: £1.5m
Key price bracket: £4-£6

Brook House, 2-4
Northenden Road, Gatley,
Cheshire SK8 4DN
T: 0161 908 1300
E: sales@boutinot.com
W: boutinot.com
Established: 1980
Turnover: £83m
Key price bracket: £4-£6
Key personnel: Dennis

Oak Green House, 250-256
High Street, Dorking,
Surrey RH4 1QT
T: 01306 875 225
E: info@brandphoenix.co.uk
Established: 2001
Marketing/promotional
spend 2011/12: £3.8m
Key price bracket: £4-£6
Key personnel: Greg Wilkins,

Broadland Wineries
The New Winery, Chapel
Road, Cawston, Norfolk
NR10 4BG

T: 01603 872474
E: sales@broadlandwinery.com
W: broadland-wineries.com
Established: 1970s
Turnover: £10m
Marketing/promotional
spend 2011/12: £40,000

Key personnel: Jon Eagle,
managing director; Adam
Marshall, commercial director;
Richard Hitchcock, marketing
and operations director
Europe/New World split:
70% Europe
Brands: French Connection
(France); Andrew Peace
(Australia); Blue Nun
(Germany); Baron de Ley
(Spain); Riverview (Hungary)

CYT UK

Whiteley, managing director;
Paul Stacey, sales director
national accounts; Lee
Middleton, head of marketing
Europe/New World split:
75% Europe
Brands: Chat-en-Oeuf,
Longue-dog, Cuveé Jean-Paul
(France); Italia (Italy);
Percheron (South Africa)
Sales split: Independents 32%/
Multiples 42%/On-trade 26%

Cachet Wine

director; Steve Barton,
director; Steve Rosser, director
Europe/New World split:
85% Europe
Brands: First Cape South
Africa; First Cape Australia;
First Cape Discovery Series;
First Cape Café Collection
5.5%; Etienne Dumont
Champagne (France)
Sales split: Independents 18%/
Multiples 80%/On-trade 2%

Carte Blanche
Wines

Buckingham Schenk

Ashurst Court, London
Road, Wheatley,
Oxfordshire OX33 1ER

T: 01865 873713
E: info@cyt-uk.com
W: cyt-uk.com
Established: 2001
Key price bracket: £4-£6
Key personnel: Simon Doyle,
co-general manager; German

Wyke Way, Melton West
Business Park, Hull
HU14 3HJ
T: 01482 638877
E: sales@cachetwine.co.uk
W: cachetwine.co.uk
Established: 1906
Turnover: £2.5m
Key price bracket: £4-£8
Key personnel: John Charles

The Store Room, Ashe
Park Estate, Andover Road,
Overton, Hampshire
RG25 3AF
T: 01256 772233
E: info@carteblanchewines.
com
W: carteblanchewines.com
Established: 2009

Casa Leal

1B Herbert Street, London
NW5 4HA

68 Alpha Street South, Slough SL1 1QX
T: 01753 521336 E: info@buckingham-schenk.co.uk
W: buckingham-schenk.co.uk Established: 1974
Turnover: £20m Key price bracket: £4-£6
Key personnel: Cliff Roberson, chairman; Jon Pepper,
managing director (pictured); Craig Durham, sales director
Brands: Viñalba (Argentina); Murviedro (Spain);
Buckingham Estate (Australia); Frizzante (Italy); Origen
(Chile) Sales split: Multiple off-trade 90%/On-trade 10%
Buckingham Schenk is
seeing huge success
with its Argentine brand
Viñalba, which is
storming the major
multiples and continues
to win award after
award. Core ranges
from Italy and Spain
are also thriving and the
company now accounts
for 10% of Spanish
wine in the off-trade
and 6% of Italian wine.

T: 07957 572957
E: info@casaleal.co.uk
W: casaleal.co.uk
Established: 2005
Marketing/promotional
spend 2011/12: £4,000
Key price bracket: £10-12
Key personnel: Miguel Leal,

Cellar Trends

Stonehouse Farm,
Swadlincote,
Derby
DE11 7BP
T: 01283 217703
E: faustino@cellartrends.co.uk
W: cellartrends.co.uk
Established: 1999
Key price bracket: £8-£10
Key personnel: Martin Watts,
owner; David Marriott,

Key price bracket: £4 and
under
Key personnel: Mark Lansley,
managing director; David
Thornhill, sales and marketing
director; John Kingsmill,
finance and administration
director
Sales split: Multiples 60%/
Independents 40%

Chalié Richards

Lledo, co-general manager
Brands: Casillero del Diablo,
Cono Sur, Isla Negra, Viña
Maipo (Chile); Trivento
(Argentina)
Sales split: Multiples 68%/
Independents 20%/On-trade
12%

Charles Hawkins &
Partners

Townend, managing director;
Alan Whitehead, sales director;
John Fozard, sales manager
Europe/New World split:
70% New World
Brands: Las Manitos
(Argentina); El Picador
(Chile); Pau Bay (New
Zealand); PURE (Italy);
Gardet Champagne (France)
Sales split: Independents 40%/
Multiples 2%/On-trade 58%

Charles Taylor
Wines

Turnover: £500,000
Key price bracket: £8-£15
Marketing/promotional
spend 2011/12: £4,000
Key personnel: Ben Llewelyn,
managing director; Rupert
Nicholson, sales director;
Heidi Upton, sales
Sales split: Independents
80%/On-trade 20%

Codorníu

director; Juel Mahoney,
pro-active sales
Europe/New World split:
100% Europe
Brands: Arca Nova, Vinho
Verde; Animus, Douro; Quinta
da Lagoalva Rose, Tejo; Quinta
das Cerejeiras, Obidos; Casa
de Pacos, Vinho Verde
(Portugal)
Sales split: Independents 20%/
Multiples 15%/On-trade 65%

The Company of
Wine People

owner; Terry Barker,
marketing director
Europe/New World split:
99% Europe
Brands: Faustino, Rioja;
Condesa de Leganza, La
Mancha; Fortius, Navarra;
Campillo, Rioja; Portia, Ribera
del Duero (Spain)
Sales split: Multiples 60%/
Independents 20%/
On-trade 20%

Connoisseur
Estates

Sovereign Distillery, Wilson
Road, Huyton, Liverpool
L36 6AD
T: 0845 850 4405
E: customer.services@
halewood-int.com
W: chalie-richards.co.uk
Established: 1700
Key price bracket: £4-£8
Key personnel: Bob

The Offices, Glaston Road,
Uppingham, Ritland
LE15 9EU
T: 01572 823030
E: info@charleshawkinsand
partners.com
Established: 1977
Turnover: £5m
Marketing/promotional

11 Catherine Place,
Westminster, London
SW1E 6DX
T: 020 7821 1772
E: office@charlestaylorwines.com
W: charlestaylorwines.com
Established: 1986
Key price bracket: £10-£20+
Key personnel: Charles Taylor

Webster House, Dudley
Road, Royal Tunbridge
Wells, Kent TN1 1LE
T: 01892 500250
E: info@codorniu.com
W: grupocodorniu.com
Established: 1551
Key price bracket: £8-£10
Key personnel: Nick Mantella,
managing director; Carolyn

Unit C, Woodside, Dunmow
Road, Bishop’s Stortford
CM23 5RG
T: 01625 418709
E: barneyd@
thecompanyofwinepeople.
co.za
W: thecompanyofwinepeople.
com

Binfield Vineyard, Forest
Road, Wokingham,
Berkshire RG40 5SE
T: 01344 862230
E: susannahp@
connoisseurestates.co.uk
W: connoisseurestates.co.uk
Established: 2002
Turnover: £3m
Key price bracket: £8-£10

Rishworth, chairman; Nick
Milne, managing director;
Nick Leonard, sales manager
Europe/New World split:
80% Europe
Brands: Eisberg (alcohol-free
wine, Germany); Finca Las
Moras (Argentina); La Umbra
(Romania); Marqués de Cáceres
(Spain); Blue Nun (Germany)
Sales split: Independents 20%/
Multiples 70%/On-trade 10%

spend 2011/12: £20,000
Key price bracket: £8-£10
Key personnel: Charles
Hawkins, managing director;
Lyn Lane, marketing & press;
Hannah Owen, accounts
Brands: Chablis Domaine des
Malandes, Mas de Cadenet,
Domaine AF Gros Burgundy
(France); Esporao, Quinta do
Portal (Portugal)

MW, managing director, buyer;
Louisa de Faye Perkins,
director; Jess Bingham,
director
Europe/New World split:
100% Europe
Brands: Vignerons de
Caractère, Rhône; Caves de
Rauzan, Bordeaux; Domaine
Chatelain, Loire; Domaines
Devillard, Vignerons de Terres
Secrètes, Burgundy (France)

d’Aguilar, brand manager Viña
Pomal, Raimat, Septima
Wines; Jo Sorenson, brand
manager Codorníu Cava
Europe/New World split:
80% Europe
Brands: Codorníu Cava, Viña
Pomal Rioja, Raimat (Spain);
Septima (Argentina); Invivo
(New Zealand)
Sales split: Independents 10%/
Multiples 80%/On-trade 10%

Copestick Murray

including Source & Cornerstone US Wine Imports
8 Woodstock Court, Blenheim Road, Marlborough,
Wiltshire SN8 4AN
T: 01672 519390 E: info@cmwinesolutions.com
W: cmwinesolutions.com Established: 2005
Turnover: £20m Key price bracket: £6-£8
Key personnel: Robin Copestick, sales director; Paul
Murray, CUSWI director; Helen McGinn, marketing
director Europe/New World split: 50:50
Brands: Cosme Palacio (Spain); Viña Casablanca (Chile);
Balance (South Africa); I Heart (various); Bonfils
(France) Sales split: Multiples 70%/Independents 10%/
On-trade 20%
This year sees the launch of
Copestick Murray’s brand I Heart.
Inspired by the gap for a striking,
contemporary brand for younger
convenience wine customers, I
Heart is a global varietal range
with the first wave including a
Chardonnay, Rosé and Shiraz from
the US. The wines are bright, bold
and brilliant value for money.

D&D Wines International
Adams Court, Adams Hill, Knutsford,
Cheshire WA16 6BA
T: 01565 650952 E: ddwi@ddwinesint.com
W: ddwinesint.com Established: 1973
Turnover: £40m
Marketing/promotional spend 2011/12: £5m-plus
Key price bracket: £4-£8
Key personnel: Lewis Jones, managing director;
Alan Neil, sales director; Ivo Hasler, wine director
Europe/New World split: 55% New World
Brands: Luis Felipe Edwards (Chile);
La Gioiosa (Italy); Bodegas Muriel (Spain);
Maison du Languedoc (France);
Salentein (Argentina)
Sales split: Multiples 87%/Independents 3%/
On-trade 10%
As one of the leading wine suppliers to the UK market,
D&D Wines International is continually innovating to
create value-adding wine solutions for our customers and
supplier partners from around the world. Through its
passion, insight and partnership approach, it is developing
its reputation as the leading value-creating partner for the
UK wine market.

Key price bracket: £4-£6
Key personnel: Barney Davis,
brand & business development
manager, UK & Ireland
Europe/New World split:
100% New World
Brands: Arniston Bay,
Welmoed, Kumkani (South
Africa)
Sales split: Multiple off-trade
95%/On-trade 5%

De Bortoli

Key personnel: Andrew Steel,
director; Steve Penchion,
director; Susannah Perks,
sales & marketing
Europe/New World split:
60% Europe
Brands: Château d’Anglès,
GRM Bordeaux, Champagne
Autréau (France); Sidewood
Estate (Australia); Bodegas
Luis Gurpegui Muga (Spain)
Sales split: Independents 25%/
Multiples 25%/On-trade 50%

Dedicated Wines

12 Chaldicott Barns, Tokes
Lane, Semley SP7 9AW
T: 01747 830962
E: uk_info@debortoliwines.com
W: debortoli.com.au
Established: 1928 (1995 in
the UK)
Key price bracket: £6-£10
Key personnel: Mark Wilson,
UK general manager; John

Unit 7, Hall Farm, South
Moreton, Oxfordshire
OX11 9AG
T: 01235 512278
E: richard@dedicatedwines.
co.uk
Established: 2004
Marketing/promotional
spend 2011/12: £20,000
Key price bracket: £4-£6
Key personnel: Richard

Ehrmanns

Campbell, managing director;
Kim Wilson, director of sales;
Joy Edmondson, director of
buying
Brands: Stellar Organics
(South Africa); Giesen,
Brightwater Bay (New
Zealand); Calatrava, Paternina
(Spain)
Sales split: Multiples 49%/
Independents 38%/On-trade
13%

Unit 2B, 44 Gloucester
Avenue, London NW1 8JD
T: 020 7449 9911
E: hugo.campbell@ehrmanns.
co.uk
W: ehrmannswines.co.uk
Established: 2009
Turnover: £17m
Key price bracket: £6-£8
Key personnel: Hugo

Enotria

chief executive; Simon
Bradbury, off-trade sales
director; Mark Kermode,
commercial director
Brands: Inycon (Italy);
Champagne Jacquart
(France); Marqués de Riscal
(Spain); Peter Lehmann
(Australia); Montgras (Chile)
Sales split: Independents 10%/
Multiples 35%/On-trade 55%

4-8 Chandos Park Estate,
Chandos Road, London
NW10 6NF
T: 020 8961 4411
E: info@enotria.co.uk
W: enotria.co.uk
Established: 1972
Turnover: £90m
Key price bracket: £6-£8
Key personnel: Alison Levett,

Fells

Fells House, Prince Edward
Street, Berkhamsted,
Hertfordshire HP4 3EZ
T: 01442 870900
E: info@fells.co.uk
W: fells.co.uk
Established: 1858
Key personnel: Colin
McKenzie, chief executive;
Steve Moody, sales &

First Drinks Brands

Form One, 17 Bartley Wood
Business Park, Bartley Way,
Hook, RG27 9XA

Forth Wines

Evans, director; Ed Squires,
director; Joelle Walker, admin
manager
Europe/New World split:
100% France
Brands: Cellier des Dauphins,
La Difference (France)
Sales split: Multiples 95%/
Independents 5%

Free Run Wines

26 Dover Street, Mayfair,
London W1S 4LY

spend 2011/12: £500,000
Key price bracket: £4-£6
Key personnel: George
Thomson, managing director;
Ian Cumming, commercial
director; Lee Barrie, wine buyer
Europe/New World split:
55% Europe
Brands: Botter (Italy); Santa
Rosa (Chile); Pacific View
(US); De Waal (South Africa);
Red Rock (Australia)

Crawford Place,
Milnathort, Scotland
KY13 9XF
T: 01577 866001
E: ian.cumming@forthwines.
com
W: forthwines.com
Established: 1963
Turnover: £20.2m
Marketing/promotional

1-2 Woodley’s Yard, West
Street, Aldbourne, Wiltshire
SN8 2BL
T: 01672 540990
E: info@freerunwines.com
W: freerunwines.com
Established: 2001
Marketing/promotional
spend 2011/12: £150,000plus
Key price bracket: £4-£6

Follador

T: 020 7763 7134
E: naomi@follador.co.uk
W: folladorprosecco.com
Key price bracket: £12-£15
Key personnel: Anthony
Franklin, managing director;
Martin Kember, business
development

T: 01256 748100
W: firstdrinks.co.uk
Key personnel: Paul Curry,
brand manager
Brands: Mateus (Portugal)

Thorne, UK & Ireland sales
manager; Rebecca Fisher, UK
PR & marketing executive
Europe/New World split:
100% New World
Brands: Willowglen, DB
Family Selection, Deen Vat
Series, De Bortoli Yarra Valley
Estate Grown, Noble One
(Australia)
Sales split: Independents 50%/
Multiples 35%/On-trade 15%

marketing director; Mark
Symonds, marketing controller
Brands: Cockburn’s, Graham’s,
Dow (Portugal); Torres (Spain,
Chile, California); Blandys,
Madeira

Key personnel: Charles Elms,
director; Nicolas Bauer,
director; Rachel Robinson,
marketing manager
Europe/New World split:
90% Europe
Brands: Waipara Hills (New
Zealand); Viña Albali, Castillo
de Albai (Spain); Jeeper,
Champagne; Cellier des
Princes, Rhône (France)
Sales split: Multiple off-trade
95%/On-trade 5%
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Freixenet UK

Freixenet House, 23
Wellington Business Park,
Dukes Ride, Crowthorne,
RG45 6LS
T: 01344 758500
E: enquiries@freixenet.co.uk
W: freixenet.co.uk
Established: 1861
Turnover: £20m
Marketing/promotional

Gallo

Swan House, Cowley
Business Park, Cowley
Road, Uxbridge, UB8 2AD
T: 01895 813444
E: mairead.quinn@ejgallo.com
W: gallo.com
Established: 1933
Key price bracket: £6-£10
Key personnel: Bill Roberts,
vice president & general

González Byass

The Hyde, Woodcock Hill,
St Albans, Hertfordshire
AL4 9HJ
T: 01707 274790
E: info@gonzalezbyassuk.com
W: tiopepe.co.uk
Established: 2004
Turnover: £10m-plus
Marketing/promotional
spend 2011/2012: £2m-plus

Grossi Wines

Warney Road, Matlock,
Derbyshire DE4 2EW
T: 01629 733969
E: info@grossiwines.co.uk
W: grossiwines.co.uk,
clubviniitaliani.co.uk
Established: 2008
Marketing/promotional
spend 2011/12: £100,000
Key price bracket: £15-£20

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: £10m-plus
Key price bracket: £6-£8

Hallgarten Druitt
Dallow Road, Luton
LU1 1UR

T: 01582 722538
E sales@hallgartendruitt.co.uk
W: hallgartendruitt.co.uk
Established: 1933
Turnover: £38m
Key price bracket: £8-£10
Key personnel: Andrew
Bewes, managing director;
Howard Falk, finance director;

spend 2011/12: £2.5m
Key price bracket: £8-£10
Key personnel: Damian
Clarke, managing director;
Suzanne O’Hara, head of
marketing
Brands: Freixenet (Spain);
Chateaux Wines (France);
Katnook Estate (Australia)
Sales split: Multiples 80%/
Independents 10%/On-trade
10%

Hatch Mansfield

manager, Europe, Middle East
& Africa; Mark Tinsley,
regional field director, UK &
Ireland; Amy Englehardt,
senior marketing director,
international
Brands: Gallo Family
Vineyards, Barefoot Wine,
Turning Leaf, Redwood Creek,
Carlo Rossi (US)

Kingsland Wines &
Spirits

Key price bracket: £8-£15
Key personnel: Martin Skelton,
managing director; Melissa
Draycott, sales director; Jeremy
Rockett, marketing director
Europe/New World split:
95% Europe
Brands: Tio Pepe, Croft Original,
Beronia Rioja,Viñas Del Vero,
Matarromera, Fillaboa (Spain);
Jackson Estate (New Zealand);
Noval Port (Portugal)

Laurent-Perrier

Key personnel: Carlo Grossi,
managing director; Gemma
Jones, product manager;
Gianna Grossi, PR, events &
marketing manager
Brands: Fattoria Il Lago, Conti
Sertoli Salis – Sforzato di
Valtellina, Giavi Prosecco,Tenute
Costa, Marco Cecchini (Italy)
Sales split: Independent
off-trade 15%/On-trade 80%

Les Grands Chais
de France

Key personnel: Darrell Jones,
sales – Spain specialist;
Nadine McCallion, sales –
France specialist; Mark
Elener, sales – Italy specialist
Europe/New World split:
90% Europe
Brands: Gran Familia,
Anciano, Marquesa de la Cruz
(Spain); La Chasse (France);
Viña Mayu (Chile)

Maisons Marques
& Domaines

Jim Wilson, marketing director
Brands: Moutard Champagne
(France); Frescobaldi (Italy);
Saint Clair (New Zealand);
Schloss Johannesberg
(Germany); Hamilton Russell
(South Africa)
Sales split: Multiples 8%/
Independents 14%/On-trade
78%

McKinley Vintners
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New Bank House,
1 Brockenhurst Road,
Ascot, Berkshire SL5 9DJ
T: 01344 871800
E: sales@hatch.co.uk
W: hatchmansfield.com
Established: 1994
Turnover: £60m-plus
Key price bracket: £8-£10
Key personnel: Patrick

The Winery, Fairhills Road,
Irlam, Manchester
M44 6BD
T: 0161 333 4300
E: laura.delooze@kingslandwines.com
W: kingsland-wines.com
Established: 1960
Key price bracket: £4-£6

Domaine Laurent-Perrier,
51150 Tours-sur-Marne,
France
T: +33 326 58 91 22
E: daniel.brennan@
laurent-perrier.co.uk
W: laurent-perrier.com
Established: 1812
Turnover: €198m (£180m)
Key price bracket: £20-plus

67290 Petersbach, France
T: +33 388 71 79 79
W: gcfplanet.com
Established:1974
Turnover: €753m (£683m)
Key price bracket: £4-£6
Key personnel: Joseph
Helfrich, PDG; Frederic
Helfrich, export director; Tim

4 College Mews, St Ann’s
Hill, London SW18 2SJ
T: 020 8812 3380
W: mmdltd.co.uk
Established: 1986
Turnover: £11m
Key price bracket: £20-plus
Key personnel: Charles King,
managing director; Stuart

14 Kennington Road,
London SE1 7BL

T: 020 7928 7300
E: info@mckinleyvintners.
co.uk
W: mckinleyvintners.co.uk
Established: 1986
Key personnel: Peter
McKinley, managing director;
Guy Nightingale, sales
manager; Andrew Hawes,

McGrath MW, managing
director; Mark Calver, sales
director; Lynn Murray,
marketing director
Brands: Taittinger
Champagne, Louis Jadot –
Burgundy (France); Errazuriz
(Chile); Villa Maria (New
Zealand); CVNE (Spain)
Sales split: Independents 10%/
Multiples 60%/On-trade 30%

Key personnel: Andy Sagar,
managing director; Karen
Wilson, wine director; Rob
Page, sales & marketing
director
Brands: The Boulders (US);
La Casita (Chile); Runestone
(New Zealand); Four
Crossings (Australia); Fynbos
(South Africa)
Sales split: Multiple off-trade
90%/On-trade 10%

Key personnel: Michel
Boulaire, management board
president; David Hesketh,
managing director UK;
Daniel Brennan, head of
marketing UK
Brands: Champagne
Laurent-Perrier (France)
Sales split: Multiples 4%/
Independents 12%/
On-trade 60%

North, UK director
Brands: JP Chenet, Calvet
(France); Santa Lucia (Chile);
Osborne (Spain); Western
Cellars (US)
Sales split: Independents 5%/
Multiples 75%/On-trade 20%

Cole, financial director; James
Samson, Louis Roederer brand
manager
Europe/New World split:
90% Europe
Brands: Champagne Louis
Roederer, Domaines Ott,
Domaines Faiveley (France);
Ramos Pinto (Portugal);
Marqués de Murrieta (Spain)
Sales split: Independents 62%/
Multiples 12%/On-trade 25%

general manager
Europe/New World split:
75% Europe
Brands: Champagne Gosset,
Château Miraval, Bourgogne
de Vigne en Verre (France);
Morgenhof Wine Estate
(South Africa); Viña Tamaya
(Chile)
Sales split: Independents
45%/On-trade 55%

Myliko Wines

Canal House, 100 Lissadel
Street, Salford, Manchester
M6 6BP
T: 0161 736 9500
E: info@myliko.co.uk
W: myliko.co.uk
Established: 1991
Key price bracket: £4-£6
Key personnel: Hemant
Kotecha, managing director;

Nish Kotecha, director; Paul
Cross, national sales manager
Europe/New World split:
60% Europe
Brands: Nagyrède Estate,
Chapel Hill (Hungary); Canei
(Italy); Oristan, Covila (Spain)
Sales split: Multiples 50%/
Independents 20%/
On-trade 30%

2nd Floor, Davenport House, Bowers Way,
Harpenden, Hertfordshire AL5 4EW
T: 01582 462859
E: cunger@negociants.com
W: negociantsuk.com
Find us on Twitter and Facebook
Key price bracket: £6-£10
Key personnel: Simon Thorpe
MW, managing director; Chris
Unger, sales manager; Tracey Smith, national accounts
manager; Valerie Lewis, marketing & PR manager
Brands: Yalumba, Oxford Landing Estates, Jim Barry Wines,
Vasse Felix, Pewsey Vale Vineyard, Heggies Vineyard, Jansz
Tasmania (Australia); Nautilus Estate, Ara (New Zealand)
Established in 1990, family-owned Negociants UK represents
wines of provenance, pedigree and personality. With our
unparalleled portfolio of premium Australian and New Zealand
wines, we believe that it is vital to tell the stories of the places
and the people behind the wines. We strive to behave as leaders,
displaying innovation, integrity and passion. We are wine people.

15 Highpoint Business
Village, Ashford, Kent
TN24 8DH
T: 01233 656787
E: info@newgenerationwines.
com
W: newgenerationwines.com
Established: 2005
Turnover: £1.7m

Off-Piste Wines

123 Promenade,
Cheltenham,
Gloucestershire GL50 1NW
T: 01242 229630
E: claire@offpistewines.com
W: offpistewines.com
Established: 2007
Turnover: £14m
Marketing/promotional
spend 2011/12: £1.2m

Origin Wine

The Tythe Barn, Unit 17,
Vantage Business Park,
Banbury OX16 9UX
T: 01295 221340
E: jon@originwineuk.com
W: originwine.co.za
Established: 2002
Turnover: £25m
Key price bracket: £4-£6
Key personnel: Bernard
Fontannaz, chief executive;

4 Rickett Street, London
SW6 1RU
T: 020 7381 4016
E: sales@patriarchewines.com
W: patriarchewines.com
Established: 1981
Turnover: £6m
Key price bracket: £6-£8
Key personnel: Keith Isaac

PLB

Negociants UK

New Generation
Wines

Patriarche Wine
Agencies

Key price bracket: £8-£12
Key personnel: James Booth,
managing director; Hamish
Young, commercial director;
Richard Boote, sales director
Brands: Boekenhoutskloof
(South Africa); Churchill’s
Port (Portugal); Domaine
Gayda (France); Viña von
Siebenthal (Chile); Pegasus
Bay (New Zealand)

Key price bracket: £6-£8
Key personnel: Paul Letheren,
joint managing director; Ant
Fairbank, joint managing
director; Claire Whitehead,
marketing manager
Brands: The Garden Route
(South Africa); The Ribbon
(Chile); Belmont (New
Zealand/Australia); Moramari
(Italy); Rainbow Serpent
(Australia)

Jon Woodriffe, UK sales
director; Tashja Booysen,
finance manager
Europe/New World split:
98% New World
Brands: Fairhills (South
Africa, Argentina, Chile);
Stormhoek, Cape Original,
Greenfields Organic (South
Africa); Camden Park
(Argentina)
Sales split: Independents 1%/
Multiples 95%/On-trade 4%

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: £120m
Key price bracket: £4-£6
Key personnel: Jeffrey

Percy Fox & Co

Unit C, Woodside, Dunmow
Road, Bishops Stortford
CM23 5RG
T: 01279 756200
W: blossomhill.com
Established: 1886
Turnover: £130m
Marketing/promotional
spend 2011/12: £2m
Key price bracket: £6-£8

Pernod Ricard UK

Central House, 3 Lampton
Road, Hounslow, Middlesex
TW3 1HY
T: 020 8538 4484
W: pernod-ricard.com
Established: 1975
Turnover: €7,081m globally
(£6,415m)
Key price bracket: £4-£8
Key personnel: Lee James,

MW, general manager;
Charles Ancliffe, national
account manager; Belinda
Stone, marketing manager
Brands: Patriarche Père & Fils,
Veuve du Vernay, Champagne de
Castelnau (France); Hahn
Family Wines (US); Bodegas
Santalba Rioja (Spain)
Sales split: Independents 5%/
Multiples 60%/On-trade 35%

Pol Roger

Fredericks, chairman; Peter
Darbyshire, managing director;
Simon Fredericks, finance
director
Europe/New World split: 50:50
Brands: Blason de Bourgogne
(France); Piccini (Italy);
Brown Brothers (Australia);
Montes (Chile); Vergelegen
(South Africa)
Sales split: Independents 7%/
Multiples 80%/On-trade 13%

Raisin Social

Key personnel: Simon
Lawson, managing director;
John Hearn, commercial
director
Brands: Blossom Hill (US);
Arniston Bay (South Africa);
Piat d’Or (French); Yellow Tail
(Australia); Santa Carolina
(Chile)

Raymond Reynolds

channel director, wines
Brands: Jacob’s Creek,
Wyndham Estate (Australia);
Campo Viejo (Spain); Brancott
Estate (New Zealand);
Graffigna (Argentina)

Reh Kendermann

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
Key price bracket: £8-£20
Key personnel: Martin Chapman, managing director; Thessa
Chapman, company secretary; Bernice Chapman, sales
Europe/New World split: 60% Europe
Brands: Rossendale Marlborough Sauvignon Blanc (New
Zealand); Château de Parenchère, Domaine Besancenot,
Domaine St Ferréol (France); Driftwood Estate (Australia)
Sales split: Independent off trade 80%/On-trade 20%
We are in our 36th year of business and offer quality wines
from specialist producers to discerning independent wine
merchants all over the country. New to our portfolio are the
superb Burgundies from Domaine Besancenot and the
excellent quality Driftwood Estate wines from Margaret
River, Western Australia.

Shelton House,
4 Coningsby Street,
Hereford HR1 2DY
T: 01432 262800
E: polroger@polroger.co.uk
W: polroger.co.uk
Established: 1990
Key price bracket: £20-plus
Key personnel: Nick James,
managing director; James

Linden House,
34 Crowhurst Mead,
Godstone, Surrey RH9 8BF

T: 01883 731173
E: info@raisin-social.com
W: raisin-social.com
Established: 1986
Turnover: £14m
Key price bracket: £4-£6
Key personnel: Simon

Station Road, Furness Vale,
High Peak SK23 7SW
T: 01663 742230
E: danny@raymondreynolds.
co.uk
W: winesfromportugal.com
Established: 1988
Turnover: under £1m
Marketing/promotional
spend 2011/12: None

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: €80m (£72m)
Marketing/promotional

Stevens Garnier
47 West Way, Oxford
OX2 0JF

T: 01865 263300
E: tradesales@stevensgarnier.
co.uk
W: stevensgarnier.co.uk
Established: 1976
Turnover: £7.5m
Key price bracket: £6-£8
Key personnel: Johnny Powell,

Stratfords Wine
Agencies

High Street, Cookham,
Berkshire SL6 9SQ
T: 01628 810606
E: erin@stratfordwine.co.uk
W: stratfordwine.co.uk
Established: 1975
Turnover: £10m
Marketing/promotional
spend 2011/12: £700,000
Key price bracket: £6-£8

Simpson MW, sales &
marketing director; Isobel
Mills, company secretary
Europe/New World split:
85% Europe
Brands: Pol Roger, Joseph
Drouhin, Josmeyer Alsace
(France); Cousino Macul
(Chile); Crown Estates
(Hungary)
Sales split: Independents 35%/
Multiples 30%/On-trade 35%

Halliday, managing director;
Patrick Halliday, sales &
marketing director; Clare
Felton, operations director
Europe/New World split:
90% New World
Brands: Namaqua, Leopards
Leap, Beyerskloof, Kanonkop
(South Africa); Louis Max
(France)
Sales split: Multiples 80%/
Independents 15%/

Key price bracket: £8-£12
Key personnel: Raymond
Reynolds, chairman; Danny
Cameron, director; Jackie
Mundy, office manager
Europe/New World split:
100% Europe
Brands: Niepoort, Luis Pato,
Ciconia, Drink Me (Portugal);
Barbeito (Madeira)
Sales split: Independent
off-trade 75%/On-trade 25%

spend 2011/12: £1m-plus
Key price bracket: £4-£6
Key personnel: Alison
Flemming MW, export sales
director; Richard Jones,
managing director UK
Brands: Black Tower (Germany/
Chile); Kendermanns, Weight
Watchers Wines (Germany);
The Bend In The River
(Germany/Australia/Chile);
Val Duná (Romania)

Thierry’s
Horsefair House, The Horsefair, Romsey,
Hampshire SO51 8EZ
T: 01794 329200 W: thierrys.co.uk
Twitter: @thierryswine
Established: 1981 Turnover: £55m
Key price bracket: £4-£6 Marketing/
promotional spend 2011/12: £10m-plus
Key Personnel: Hatim Dungarwalla,
managing director; Matthew Dickinson, commercial director;
Lindsay Talas, Dominique Vrigneau, buying directors; Claire
Sheppard, Marie Knight, heads of trading
Brands: Nicolas Feuillatte, Caves St Pierre/Skalli (France);
Ravelli (Italy); KWV (South Africa); Radcliffe’s (various)
Thierry’s is the UK’s leading independent wine importer, with a
focus on delivering exceptional service and value to its customers.
The company works with some of the world’s most creative
producers, supplying wines to multiple retailers, independent and
online merchants and regional wholesalers. Thierry’s owns brands
such as Radcliffe’s and Ravelli and works closely with its
customers to create bespoke and branded ranges.

Treasury Wine Estates
Regal House, 70 London Road, Twickenham,
Middlesex TW1 3QS
T: 020 8843 8400
E: ukconsumer.relations@
treasurywineestates.com
W: treasurywineestates.com
Established: 1876
Turnover: £251m
Key price bracket: £6-£8
Key personnel: Peter Jackson, managing director EMEA;
Dan Townsend general manager, UK & Ireland;
Jon Worsley, business sector controller
Europe/New World split: 99% New World
Brands: Lindeman’s, Wolf Blass, Rosemount, Penfolds
(Australia); Beringer (US)
Treasury Wine Estates markets an industry-leading portfolio of
international premium quality wines including Penfolds,
Lindeman’s, Rosemount and Wolf Blass. Our wine brands are
enjoyed by consumers all over the world.

commercial director; Anthony
Habert, national accounts
director; James Forbes, buying
& marketing director
Europe/New World split:
60% New World
Brands: Zalze (South Africa);
Finca Flichman (Argentina);
Quinta de Azevedo Vinho
Verde (Portugal); Sandeman
Port (Portugal); Le Grand
Ballon (France)

Viña Ventisquero

Key personnel: Paul Stratford,
managing director; Neville
Harris, commercial director;
David Burns, general manager
Europe/New World split:
60% Europe
Brands: Domaine Paul Mas
(France); Anakena (Chile);
Columbia Crest (US); Sensi
(Italy); Lar de Paula (Spain)
Sales split: Multiples 60%/
Independents 40%

World Wine
Agencies

Dorset House, High Street,
East Grinstead, West
Sussex
T: 07766 814423
E: ahernand@ventisquero.com
W: ventisquero.com
Established: 1998
Turnover: £25m
Marketing/promotional
spend 2011/12: £63,000+

12 Avon Road, Keynsham,
Bristol BS31 1LJ
T: 0117 986 8435
E: nb@worldwineagencies.com
W: worldwineagencies.com
Established: 1996
Turnover: £1.5m
Marketing/promotional
spend 2011/12: £10,000
Key price bracket: £10-£12

Key price bracket: £6-£10
Key personnel: Americo
Hernandez, sales director;
Nikolas Kowalski, brand
ambassador; Laura Sullivan,
brand manager
Europe/New World split:
100% Chile
Brands: Yali, Ventisquero,
Chilano (Chile)
Sales split: Independents 20%/
Multiples 70%/On-trade 10%

Key personnel: Nicola
Burston, director; Julie
Hawker, office manager/
orders/winery liaison; Zoe
Taylor, customer service
Brands: La Chamiza
(Argentina); Von Buhl
(Germany); Silverado, Powers
(US); Cielo (Italy)
Sales split: Independent
off-trade 50%/On-trade 50%
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