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INTRODUCTION

WELCOME

A

fter a long period of
growth in the 1990s and
early to mid-2000s, the
UK wine market stalled
against the backdrop of the global
economic downturn, and has still
not returned to the levels of growth
we had come to expect.
In the year to March 28, 2015, value
sales remained flat while volumes
slipped 2%, according to Nielsen.
Whether punitive tax increases,
the so-called wall of wine, cashstrapped consumers, innovative
rival categories or a combination
of factors are to blame, wine isn’t
drawing in the new consumers
the market needs.
Fruit-flavoured wines and infusions
could be the drinks to change that.
They may be growing strongly
from a tiny base, but suppliers
believe they will become the bridge
from popular fruit ciders and RTDs
to full-strength, full-price wines.
With typically lower alcohol than
standard wines – many hit the tax
break at 5.5% abv and under – fruit
infusions tick responsible retailing
boxes for government and shops,
while also hitting key price points.
In this Essential Guide, Off
Licence News looks at the way the
market is developing, investigates
the millennial consumer that is its
key target, and asks what lessons
can be learnt from the last wave of
lower-alcohol wine releases.
CHRISTINE BOGGIS
SUPPLEMENT EDITOR
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OVERVIEW: MARKET ANALYSIS

PUT YOUR
BEST FRUIT
FORWARD
With fruit-flavoured wines tipped for
impressive growth, Christine Boggis
finds out what is attracting consumers
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hat do you do if
you’re a drinks
category struggling
to draw in new
drinkers? Add fruit.
It’s worked
wonders for cider, it’s taking off in beer
and spirits, and now wine is getting in
on the act.
In France, aromatised wine-based
drinks saw the biggest growth in the offtrade last year, and plenty of companies
are hoping to replicate that success here.
These drinks were also tipped as
the future for lower-alcohol wine in
OLN’s annual Wine Report, with 28% of
suppliers predicting they would grow
more than any other part of the loweralcohol wine market.
Statisticians are still working on how to
quantify the market, possibly because it is
still being defined (see box on page 6) but
IRI reports that it is “growing strongly”,
although from a very small base.
WSTA market research has found
that 36% of consumers are attracted by
fruit and flavoured wines, and 18% by
wine cocktails.
Nielsen senior client manager on wine
Marc Aston says the category is a “grey
area” at the moment.
He says: “Echo Falls Fruit Fusion has
taken the market by storm and is very
much in the process of creating a subcategory by itself.”
The brand, which launched a year
ago, reached £20.4 million sales in
the year to May 23, or 391,000 9-litre
cases. Supermarkets dominate, with
77% of the brand’s sales going through
multiple grocers.
Aston says: “Distribution within the
grocery multiples is still relatively modest
at 13.2%, however we have already seen
signs this year that this figure will rise
dramatically as more retailers give
space to the product.
“Our Homescan data certainly shows
that Echo Falls Fruit Fusion appeals
to a different buyer. The data shows a
strong over-index for the 25–34 age range
compared with light wine overall.”
Accolade Wines marketing director
Amy White says: “The inception of this
range was the result of extensive research
into consumers’ attitudes and needs, and
the results we’ve seen to date prove to us
that consumers love it.
“We believe the fruit-flavoured wine
category is only going to grow over the
next couple of years, and are developing
an NPD and innovation programme
to meet the growing demands of the
consumer and maintain our lead position
in this category.”
Reh Kendermann, whose B by Black
Tower was one of the few brands to stick
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from the last wave of 5.5% abv launches a
few years ago (see page 19), has launched
B Fruitiful, a fruit-flavoured infusion that
will sit in its B range.
UK managing director Richard Jones
says: “These drinks are here to stay, in
the same way that rosé is no longer a
summer drink but a year-round drink.
These are easy-drinking, fruity drinks
with quite a lot of sugar in them, that
appeal to entry-level early wine drinkers.
“They are not going to appeal to people
who are drinking Sancerre and Chablis,
but to people who drink wines like Black
Tower or some of the Californian wines –
they appeal in a similar way.”
He has heard that fruit infusions
are cannibalising sales from rosé – and
certainly pink wine sales fell 3% to £608
million in the year to March 28, according
to Nielsen.
Jones says: “These are quite responsible
drinks because we are all endeavouring to
reduce abvs and excessive drinking. It is
a way people can enjoy the moment and
have an extra glass without paying too
much of a price for it.
“I think they have very good flavour
delivery because you are adding
flavours – typically with full-strength wine,
you have to have fully ripened grapes to
get the full flavour development. Here

The market
has voted
with its
wallet and it
has taken off

you are getting the flavour, just a reduced
alcohol kick.
“The reason people will drink them
is that they appeal and they taste good.
Ultimately no wine is going to work unless
people enjoy drinking it and are going to
buy a second bottle. The market has voted
with its wallet and it has taken off more
quickly than we expected.”
Jones says consumers today are more
open to experimentation than in the past,
and are conditioned to accept flavours in
wine because they have already taken off
in cider, spirits and beer.
He believes the drinks will entice some
consumers to move on to full-strength
wines, but not at the expense of the
infusions themselves.
“There is a progression for some,
and some stay with what they like. I
suspect that we do lose drinkers when
they hit a level of sophistication and
prosperity where they move on to other
things, but there is a huge population of
people who don’t like super-dry wines
and they will stick with it.”
Australian Vintage has launched
a sparkling wine-based drink called
Summertime Sparkling in three
flavours – Passion Fruit, Mixed Berry and
Watermelon. The brand is a reworking
of Australian brand Passion Pop, has
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an rrp of £5.49, 8% abv and is targeted at
women aged 18–35.
General manager for the UK and
Europe Julian Dyer says: “Without
question fruit-flavoured wines are an
upcoming trend in the UK market. It is
a very viable category to bring the
customer in and start them on their
journey into wine.
“We know that younger consumers
tend to prefer sweeter styles and that dry
wines often do not appeal to them.”
Gallo has launched a marketing
campaign for its 5.5% abv Spritz brand,
which it says has brought in £44.7 million
since 2011, along with its Summer and
Moscato lines.
Marketing director Olga Senkina
says: “There is demand for a fruitier
and sweeter taste – this is a strong
emerging category.”
Félix Solís UK has released a range of
5% abv sangrias in red, white and rosé
called Frissé.
Managing director Richard Cochrane
tells OLN: “Our fruit infusion is growing
really well because retailers like Asda
are doing a tremendous amount of
work on it.
“The success is bringing in new
consumers. We found that the ranges
that were there, while they were good
and doing a job, didn’t always appeal to
wine consumers. They told us they liked
Belvoir elderflower cordial and Fentimans
ginger beer, flavours that have got some
degree of sophistication. Why in fruitflavoured infusions should they have to
dispense with all that?
“We wanted to give wine drinkers
something in fruit infusions they would
love. The world has known sangria for
many years and it is one of the only
fruit infusions that has a geographic
provenance. We use wine to produce
something that is lower alcohol and a very
different proposition to what is currently
in the market.”

the sweet spot

Free Run Wines, which launched pink
grapefruit-flavoured Mr Peel’s Manavista
at the London Wine Fair, is seeing
demand for brand-led, sweeter, loweralcohol wine styles.
Marketing manager Kit Ellen says:
“At one end of the spectrum, we are
seeing sweeter flavour profiles, aimed
at attracting younger consumers who
might normally drink cider, cocktails
or RTDs.
“At the other end, modern wine
consumers want to know the provenance
of the wine they are buying – where
were the grapes grown? Who made it?
Is there an interesting story or local
history that ties in to the style and
provenance of the wine?
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defining fruit-flavoured wine

Isn’t all wIne made from fruIt?
It seems an obvious question,
but when it comes to fruit wines
– or, as many of these drinks
are more correctly labelled,
aromatised wine-based drinks –
the answer is, not exactly.
Fruit wines, also known as
country wines, are those made
from fermented fruit other than
grapes – such as Buckingham
Schenk’s new cherry and
blackberry wines from German
supplier Hauser Import.
But today’s real growth area
is legally known as “aromatised
wine product cocktails” – drinks
made on a base of wine but with
other ingredients added.

Free Run Wines marketing
manager Kit Ellen explains:
“As soon as you add sugar,
water and flavourings to a
low-abv wine, they become
food products and therefore
come under the remit of food
labelling laws. The category
they come under is described as
‘aromatised wine-based drinks’.”
Some of the wines are made
from imported wines with fruit
flavours, but many are made
in this country from imported,
duty-paid wines.
To make the most of margins,
these wines are made to 22%
abv, duty is paid at fortified

“With Mr Peel’s Manavista, we are
aiming to carve a path between these two
ends of the spectrum.”
Kingsland is developing a new
carbonation line and reworking its winery
to produce fusions and blends, and
expects it to be ready in October.
Marketing director Neil Anderson
says: “The fruit-flavoured wine category
will continue to develop, especially with
retailers listing and supporting efforts
to educate consumers on what the
products are.”
Broadland Wineries, which has
been making traditional fruit wines
since 1965, last month launched a

Modern wine
consumers
want to
know about
provenance

levels, and then they are diluted
down to the required strength
with water and flavourings.
British wines are made from
imported, concentrated juice
– but that is not necessarily all
from grapes, as some pear juice
is also allowed in the blend.
If wines are made to 5.5% abv,
which falls just under the tax
threshold for full-strength wine,
they are taxed at 87p per 75cl
bottle compared with £2.05.
But those brands using dutypaid wine are able to hit key
price points at higher abv levels
as well, giving them broader
scope for blending.

pair of fruit infusions called Le Soleil.
Director of wine Dr Arabella Woodrow
MW says: “This category is obviously
very popular with younger consumers,
and those new to wine, so we see it as
a good way to introduce new consumers
to wine.”
German winery Langguth has
released Blue Nun Delicate and a
sub-brand called Exotic, and has more
innovations in the pipeline.
International marketing director
Hans Kohl says: “The market share is
growing and we intend to surprise
and innovate with new flavours and
product designs.”
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analysis: millennials

Generation
wine

Wine brands are targeting their fruity
concoctions at consumers known as
millennials. But what is the key to unlocking
this opportunity? Nigel Huddleston reports

009-011 Millenials FW 2015.indd 9
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very generation has its
“thing”. For the
youngsters of the
1980s it was
Australian lager, a
decade on it was
what the world chose to call alcopops,
and 10 years on from that it had swung
back to lager – but just a little bit stronger
and of European heritage.
Fast-forward to the present day and
matters are a bit more complicated:
lager’s still around but has been
rebranded as world beer; gin is in but
more likely to be made in a garage
in Bermondsey than a factory in
Warrington; and real ale has stopped
being the drink of choice for old men
with untidy beards, and has become
craft beer and popular with young
men with slightly tidier beards.
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It’s into this sophisticated new world
that fruit-flavoured wine-based products
are being released as wine producers
and importers try to bring younger
drinkers into the market.
The simplified hook is that younger
palates like sweeter flavours, for proof
of which we can turn to the seemingly
unstoppable rise of fruit ciders. By giving
wine brands a similar twist, some of
them might jump on board as the wine
drinkers of the future.
And one buzzword keeps coming
up in this narrative, “millennials” – the
target audience, aka Generation Y.
But who are Generation Y? How
much money do they have to spend?
How will you spot them when they walk
into the shop? Indeed, will they walk
into the shop at all or just buy online?
And, what are the specific challenges
faced by wine companies pitching their
products to them?

THEY’RE ALL DIFFERENT

How much easier the life of a wine
marketer would be if everyone fitted into
a cosy template. But even the experts
can’t agree on who exactly qualifies as
a millennial. The description has been
collectively settled upon as a catch-all for
a post-post-baby boomer group who did
their main growing up around the turn
of the millennium. American “change
agent” William J Schroer, who advises
corporations how to adapt to the modern
world, says it’s anyone born between
1977 and 1994.
Consumer intelligence agency
Vision Critical says that “depending on
the expert you’re talking to, it could
mean anyone born from 1982 to 2004,
or from 1980 to 1995”.
Ania Zymelka, senior consultant at
International Wine & Spirit Research,
suggests millennials are “people born
in the 1990s”, which would mean that
some of them aren’t even yet of legal
drinking age.
For Kit Ellen, marketing manager at
Mr Peel’s Manavista supplier Free Run
Wines, they are “anyone born from the
early 1980s to the early 2000s”.
Vision Critical adds: “Millennials
fall on a wide spectrum of tastes,
behaviours and income levels.”

AN AD IN THE RADIO TIMES
MIGHT NOT WORK

Schroer suggests members of Generation Y
are “immune to most traditional marketing
and sales pitches”. The fragmentation of
the media wrought by technology means
they are as likely to be reached by cable TV,
satellite radio, the internet and e-zines as
they are the ad slot in Coronation Street or
a billboard outside Tesco.
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He adds that they are “incredibly
sophisticated, technology wise, as they
not only grew up with it all, but they’ve
seen it all and have been exposed to it all
since early childhood”.
Zymelka at IWSR notes that social
media is a cheap, effective and underused tool for building brands targeted
at this market. She says: “Social media
helps people identify with the brand – it
sticks in their minds much more than if
they just see an advertisement.”

RECRUITING THEM IS ONE THING …
The experts like to talk about Generation
Y “paradoxes” – aspects of behaviour
that are apparently contradictory. Selling
them a new product is one of them. The
prevailing wisdom is that millennials

Social media
helps people
identify with
the brand

are more adventurous than previous
generations and prepared to try new
experiences, yet relatively immune to
overt marketing. The conflict is resolved
by observing that they are ready to try
new products but only on their own
terms, at least feeling that they have
sought them out with the help of peer
advice from social media, vloggers,
bloggers, and friends and family.
Another paradox revolves around
brand loyalty. Where as Generation
X-ers happily signed up for long-term
love affairs with the Nike swish or Adidas
stripes, Schroer suggests that Generation
Y is “less brand loyal” and that the
internet has only served to make them
“more flexible and changing” in fashion.
A study by US advertising agency

06/08/2015 11:29
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IT’S NOT JUST ABOUT THEM

Today’s parents no doubt think their
maturing offspring are as feckless
and selfish as they appeared to their
parents, but Generation Y appear more
likely to indulge in sophisticated and
collaborative transactions.
The Barkley study shows that
millennials were almost twice as likely
to rely on input from friends and
family members when making buying
decisions than generations that have
gone before. They’re also more likely to
share information about products – and
embrace information shared by others –
and, as a result, feel more confident about
their decisions once they’ve made them.
Cracking the world of online
recommendations is crucial to brands
that want to win this generation over,
but so too is delivering with the product,
because expectations of quality and
value are that much higher.
And if you think all this social media
stuff is overplayed, consider this: the
Barkley report shows that almost twice
the number of millennials as nonmillennials were likely to “like” a brand
on social media, and over 20% like a
brand on Facebook at least once a day.
But it’s not just about mucking about
on an iPad. The collaborative purchase
translates to stores as well. The study
shows that millennials are more likely
than loner non-millennials to shop with
a spouse or other adult friend.

Millennials: Basing
their buying on
what the purchases
say about them

THE PRODUCT ISN’T THE
END OF THE STORY
TARIKVISION/ISTOCK/THINKSTOCK.COM

Barkley backs this up, suggesting that
they suffer less from “brand name
envy” though they are “interested
in participating in your marketing”,
through social media or good causes.
Barkley’s report says: “Affiliation with a
cause is more important to the millennial
generation than to any previous
generation. That means, as a brand that
is searching for ways to engage and tap
into this next generation of consumers,
showing them that you care is critical.”
Gallo’s Barefoot’s ongoing beachcleaning campaign is an example of one
in the modern wine space that ticks this
box big time. What’s more, millennials
will be drawn to good causes “even if
it means paying a bit more for those
companies’ products”.

009-011 Millenials FW 2015.indd 11

A food and drink fair used to mean a
Camra beer tent that had remembered to
order in a few boxes of crisps. These days
they’re part of a multimillion industry for
manufacturers to showcase their products
while engaging consumers in a “brand
experience”, and millennials are a key
element in making the whole thing work.
As Vision Critical puts it: “Painfully,
more companies are discovering that
millennials don’t want to buy stuff. Or
more accurately, they are buying stuff
for reasons that are different from
previous generations: they buy things
they can tell others about; they buy
things because of what those purchases
say about them.
“This shift explains why millennials
spend more money on experiences and
less on things.”

THEY ARE PREPARED TO
SPEND MORE, BUT MAY
HAVE LESS TO SPEND

Another Generation Y paradox: though
growing up in an era of crushing student
debt and a property ladder that turns
out to have no rungs, this generation has

Millennials
buy things
they can tell
others about

helped propel the drinks market towards
craft and premium products. On closer
inspection, the picture is more subtle.
Even if they don’t have huge
disposable incomes, they have a keener
appreciation of the importance of
money and what represents good value.
Schroer notes that Generation Y kids
“raised in dual-income or single-parent
families have been more involved in
family purchases, everything from
groceries to new cars”.
Barkley’s research shows that 63%
of them “think own-label offers better
value for money”, but that they are
considerably more likely than nonmillennials to “pay extra for a product
that was consistent with the image
they’d like to convey”. For wine brands,
chiming with that image could be key to
getting the holy grail of extra margin.
Millennials are also more likely to
do top-up shopping than a big weekly
grocery shop, according to Barkley,
which makes the convenience sector key
to cracking future wine drinkers.
Accolade Wines’ Wine Nation
research on “millennials/newbies”
suggests that they are “most likely to buy
for the here-and-now occasion”, says
marketing director Amy White, and that
they “over-index in convenience store
formats”, factors it used to inform the
launch of Echo Falls Fruit Fusion.
Ellen at Free Run Wines suggests this
may not be the case across the spectrum
and that the top end of Generation Y
may have already started to bring forth
Generation Z, affecting consumption
occasions for wine. “Those nearer the age
of 30 will have more disposable income
to spend in restaurants, but might also
have children at home to care for,” he says.
“Equally, those nearer the age of 18 might
eat at home more often to save money.
“We believe that this demographic,
particularly those nearer 30, are looking
for more than just the cheapest liquid
in a bottle. A strong brand and narrative
can be an additional attraction to
convince a consumer to buy or even
trade up to a more premium product.”
But Zymelka at IWSR suggests brands
shouldn’t get too carried away about
back stories. She says: “Fruit-flavoured
wines have a lot of potential for
millennials. There is no seriousness
about them, they are very fun and light,
easy to choose to drink with friends
or for any other easy-going occasion,
and they help demystify the wine
market for younger consumers.
“Millennials don’t care about the
serious aspects of wine, they care about
the consumption occasion and the image
element,” she says. “They are looking for
something authentic and quirky.”
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overview: europe

big iN
FraNce

Across the Channel fruit-flavoured
wines are experiencing heady growth,
but will the same consumers still opt
for the fruity infusions in 20 years?

012 France FW 2015.indd 12

Young French
consumers are
favouring aromatised
rosés over red wines

slowcentury/istockeditorial/thinkstock.com

F

ruit-flavoured wines
are the fastest-growing
part of the off-trade in
France, outstripping
even sparkling wines
nearly ten-fold.
Aromatised wine volumes soared
11.4% in the year to July, according to IRI,
while still wines slipped by 0.4%
and Champagne fell 1.1%.
Over the past few years young
people and women of all ages
have turned to aromatised rosés –
dominated by grapefruit-flavoured rosé
pamplemousse – for their aperitifs, in
a marked shift away from red wine,
according to Jean-Philippe Perrouty,
director of Wine intelligence France.
He puts the move down to four
factors: “pink, price, taste and
approachability”.
Perrouty says: “Where 15–20 years
ago red wine would have been the
top wine for the aperitif [which is a
growing occasion in France], nowadays
it is rosé. Younger consumers who are
looking for something affordable and
easy-drinking like the sweetness. The
packaging and design are approachable
and fun, and the price per bottle for an
own-label aromatised wine is around
€2–€2.60, which is below the average
price point.”
In France young consumers grow up
drinking still light wines at family dinners,
while in the UK many of the drinkers
in the key target market for aromatised
wines will be newcomers to wine.
Perrouty believes the trend is more
than a fad: “I don’t see why in their 40s
they would stop drinking this stuff if
businesses and brands keep innovating
and launching new things targeted at
older consumers,” he says.

lessoNs learNt

The growth
in the past
three years
has been
absolutely
exponential

As for what the UK can learn from
France, Perrouty says we have taken the
lessons already.
He says: “When California blush wines
were introduced it didn’t kill the still
light wine market – consumption kept
growing year on year until recently.
Blush wines have quite a lot of sweetness
and are pink, and people would move
on to other wines and it did draw some
segments into the category.”
Aynard de Clermont-Tonnerre of
Premier Loire Wines makes fruit-flavoured
wine infusions in a range of flavours under
the brand names Vine & Orchard for
the off-trade and Sliced for the on-trade,
including a bright-blue Pineapple, Passion
Fruit and Curaçao variant.
He says 70 million bottles of flavoured
wines were sold in France last year, and that
a generation of children raised drinking
Coca-Cola are looking for sweeter drinks as

a stepping stone between pop and wine.
“They are looking for something that
is between wine and Coca-Cola for a
transition period for a couple of years,
and I think that makes sense” he says.
Castel says its Very range reinvents
the French tradition of adding juice to a
glass of rosé. Product manager Pauline
Lair says: “Our mission is to introduce
young consumers and women to wine
by offering them an aperitif, popular in
France, and recruit future consumers
to the flagship categories of the mother
brand Famille Castel.”
“It is absolutely ginormous, especially
pink grapefruit,” says a UK French wine
supplier. “The growth in the past three
years has been absolutely exponential.
The core market has got to be women
– not very young women but young to
middle-aged women, say 25–45 – but they
are drunk by quite a broad base apart
from that.”
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TRENDS: UK

RING THE
CHANGES
Nigel Huddleston learns that
although fruit wines have been
doing a nice trade in farm shops
for several decades, there is
certainly room for innovation

I

t didn’t take long for
fruit wines to cause
media controversy. A
senior BBC executive
wrote to the director
general to ask whether
recipes for them could be included on
radio shows. “The DG told me personally
that no intoxicants should be included,”
she noted in a memo. The year was 1929
and the director general in question was
the architect of the BBC, Lord Reith.
Today’s architects of wine-style brands

015-016 Trends FW 2015.indd 15
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such as Echo Falls Fruit Fusion, Famille
Castel Very Grapefruit and Ügo are
certainly taking us into new territory for
the modern wine market – but fruit wines
are nothing new.
English producers like Lyme Bay
and Lamberhurst have been plugging
away with small ranges of what tend to
be termed country wines for decades,
steadily ticking over sales in farm shops,
delis and wine merchants, unconcerned
by percentage point shifts in rival category
sales or the demands of millennial drinkers.

They’re as
popular as
they have
been for the
past 20 years

“They’re as popular as they have been
at any point over the past 20 years,” says
events manager Sara Walters at Lyme Bay
Winery. “Demand really goes up around
Christmas and it can be very seasonal.
At the moment, because it’s summer,
elderflower and strawberry are really
popular. We’re getting fantastic feedback
on them on social media.”
Walters says distribution remains linked
to the rural retail sector, with garden
centres and National Trust properties
joining farm shops as key outlets.
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Traditional products like these
score in one big respect over their
modern imitators, which tend to be
wines with added water, fruit, flavours
and sugar.
Lyme Bay also starts with a grapewine base – the company also bottles its
own grape wine – but adds fresh fruit
before refermenting. This allows it to
label them as, for example, cherry or
cranberry wine on the labels, whereas
most modern interpretations have
to settle for the clumsy sounding
“aromatised wine-based drinks”.
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Consumers are still
learning when it
comes to fruitflavoured wine
and food matching

modern brand cues

Some wine producers looking to
launch into the emerging non-grape
wine-ish sector have turned to the
more traditional way of doing things,
allowing them to use modern brand
cues and traditional naming.
Buckingham Schenk has released
Cherry Wine and Blackberry Wine from
the family-owned German winery Hauser
in the UK, and has won listings for both in
Asda, where they’re selling for £5.25.
“There is a real surge of fruit fusion
wines where fruit flavour is added
to wine and then packaged in a
traditional wine bottle,” says Buckingham
Schenk managing director Craig Durham.
“Hauser fruit wines look similar to
something you would see produced by
a farm shop, made with real fruit and
packaged in a slightly retro flip-top bottle.
“These wines are genuine fruit wines
containing fermented fruit and spring
water, and little else, so they are almost in
a category of their own,” he suggests.
That may be stretching a point, but the
products certainly seem to be making a
different pitch to so-called “fusion” wines,
though, like them, Hauser is aiming for
younger fans of fruit cider.
“The core wine consumer is aged
between 35 and 60, and seeks reassurance
in traditional grape varieties, regions and
known brands,” says Durham. “Attracting
new consumers to this category through
innovation is notoriously difficult.
“Categories such as fruit ciders have
managed to attract slightly younger
consumers with more accessible offerings
based on honest branding and packaging.”
Walters at Lyme Bay says the company
is content, for the moment, with its slightly
more mature audience. “If I’m honest its
does tend to be the older generation who
buy them rather than younger people at
the moment,” he says.
But that could all change with the right
type of unexpected outside help. “It used
to be the same for us with mead,” Walters
says, “but since young people have seen
it being drunk in Game of Thrones that’s
all changed.”
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brand-building

growing up in the on-trade

Attracting
consumers
through
innovation
is difficult

The days when brands would be built in
pubs before rolling out to supermarkets
have long gone and it’s the latter where
most modern fusion fruit drinks are
making their presence felt.
“The aromatised wine-based drinks
category in the on-trade is in its
infancy,” admits Kit Ellen, sales and
marketing executive at Free Run Wines,
supplier of Mr Peel’s Manavista.
He adds that, like RTDs, “the natural
progression will be for aromatised winebased drinks to take off” in the on-trade.
“We are confident that we are ahead
of the curve with this, and hope to see
this trend increase in the next year or
two,” he says.
Amy White, marketing director
at Echo Falls Fruit Fusions supplier
Accolade Wines, thinks such products
are already taking hold in the on-trade,
particularly with venues frequented by
“newbies”, which the company defines
as women in their 20s and 30s with
little wine knowledge.

White says: “Anecdotal feedback
from trade partners would suggest
most consumption occasions are no
different to traditional wine,” and says
it is encouraging venues to recommend
over-ice serves.
Buckingham Schenk is doing the
same for its Hauser fruit wines.
“The other alternative is to mix with
sparkling wine to create a summer
cocktail,” says managing director
Craig Durham. “The key thing is these
wines are flexible.”
But in dining situations consumers
may still be looking for a bit more
certainty. “Our fruit wines are
definitely more of an off-trade than an
on-trade product,” says Sara Walters
at Lyme Bay Winery.
“Some of them do go very well with
food but people can be a bit unsure
about what to drink them with. A lot
of people have an idea about what a
Sauvignon Blanc is going to go with, but
they might struggle with elderflower.”
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analysis: uk

lessons
to be
learnt
Christine Boggis
investigates the impetus
behind many of the
lower-alcohol wine
launches in recent years

a

few years back a flurry
of lower-alcohol wines
hit shop shelves.
Driven by suppliers
desperate to hit price
points under £5 and
retailers keen to show how responsible
they were, the category grew 26% in
volume and 39% in value in 2011–12,
according to Nielsen. But a year later sales
were plummeting again.
In 2013 wines at 5.5% abv and under
– which benefit from 87p tax on a 75cl
bottle compared with £2.05 for fullstrength wine – saw volume sales slide
12%, while value fell 7%.
But the companies behind fruitflavoured wine infusions – many of whom
are the same as those who released 5.5%
abv wines – say this category is different.
Many believe consumers felt duped by
lower-abv wines that looked like their fullstrength parents, and were disappointed
with both the flavours and the effects
when they got them home.
One supplier says: “The trouble with
the 5.5% abv wines was that they looked
like wine but didn’t taste like wine,
whereas these products don’t generally
look or taste like wines but are actually
drinks that satisfy people.
“The 5.5% wine rip-offs were a trade-led
thing looking to sell cheaper products to
compete with the discounters. These are
clearly a fruit-flavoured product and there
does seem to be a lot of interest in fruitflavoured products. They should have
more longevity than the 5.5% launches –
the things that have stayed from then
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87p
Tax on a 75cl bottle
of wine at 4.1% to
5.5% abv

£2.05
Tax on a 75cl bottle of wine
at 5.6% to 15% abv
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are the fruit-flavoured ones, not the ones
that tried to be too close to wine.”
Richard Cochrane, managing director
of Félix Solís UK, says: “We have just
got to be honest from the start. We are
launching in this category at our intended
alcohol level – it is not like we have got a
wine brand at 14% and are then releasing
a 5% variety with virtually the same label,
without making it clear what it is. This is
not Viña Albali 5%.
“Frissé is absolutely clear on its purpose.
The first time someone experiences this it
will deliver exactly what they are hoping
for – they won’t feel misled.”

taste test

Others believed the problem lay in
the taste of the drinks. Telegraph
columnist Victoria Moore has been
vociferous about her dislike of their
flavours both in her current role and
during her time at the Guardian.
In 2012, following a Tesco tasting in
which the supermarket highlighted its
range of lower-abv wines, Moore called
sub-6% abv wines “Frankenstein” drinks
and described brands as “mind-blowingly
vapid”, “a struggle” and “like strawberry
chews dissolved in white wine with water”.
She wrote: “Despite a huge investment
in techniques to de-alcoholise wine, or
create lower-alcohol wine-like drinks, I
can see no reason even to consider buying
these depressing liquids.”
“It’s very hard to get it right,” admits
Neil Anderson, marketing director for
Kingsland, which took over some of the
distribution of 5.5% abv pioneer First Cape
from Brand Phoenix last September.
“First Cape has developed some
good low-alcohol wines, but there are
many that have been too poor in quality
and taste. Consumers do have a desire
for lighter styles of wines, so there is
opportunity as long as the proposition
and the taste engage and deliver.”
Arabella Woodrow MW, Broadland
Wineries’ director of wine, says: “If
consumers don’t like it they will only buy
it once and then avoid. It must taste nice
to work, and fruit flavours are a good way
to do this. Our Le Soleil Summer Berry
and Le Soleil Tropical are 7.5% abv and
deliver fruit and flavour in harmony.”
For Ania Zymelka, senior consultant
at International Wine & Spirit Research,
the problem with 5.5% abv wines was that
they were only defining themselves as an
alternative to full-strength wine – not as
something positive and desirable in itself.
She says: “They were looked at not
as a drink of choice but as something
for people who can’t drink full-strength
wines because they are driving or want to
lose weight, which is not a very positive
way of promoting them. A category
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consumer profiling

Gender-targeted
marketing is hit and miss

The category
needs its own
image and
consumption
occasion

For every successful drink aimed at
women – think Lambrini, Jacob’s Creek
Cool Harvest and Blue Nun – you’ll find
one that’s launched to a great fanfare
and then quietly vanished, like Molson
Coors’ lady beer Animée.
Fruit-flavoured wines are clearly
targeted at women – they’re sweet,
they’re pink and they’re being
championed by supermarkets, still a
very female preserve with 70% of British
women saying they are responsible for
most food shopping, according to the
Global Trends Survey 2014.
But producers and suppliers will be
treading a fine line between getting the
marketing right, and falling foul of being
patronising. “You have got to treat them
as adult drinkers in the same way as you
would men,” says Reh Kendermann UK
managing director Richard Jones.
“If you put pink bows on everything
it doesn’t necessarily say, this is
female. You have to produce something
they feel comfortable with and enjoy
consistently. I think women are probably
more design conscious than men,
although generalisations are dangerous.
I also think women have a bit more of
a pragmatic view on buying wine and
tend to be a bit more conscious about
price point, whereas men when they are
buying alcohol may splash out.”
“They are aiming principally at
women but they are not being any more
overt about it than the White Grenache

markets,” says another supplier. “If
you think about Echo Falls and Gallo,
they are clearly aimed at women, but
they haven’t got pink labels or female
names. I have seen people launch
drinks targeted too overtly at women,
and they don’t have any credibility.
These wines work as an alternative
for women when a bloke might have
a strong beer – they are a similar
strength, refreshing and cold.”
Julian Dyer, general manager for the
UK and Europe at Australian Vintage,
which has just launched sparkling
infusion Summertime, says: “In my
experience, it is important to keep
consumer relevance as wide and multioccasional as possible. Expectations of
a brand are changing for both men and
women, and to target one in particular
can be counter-productive.”
Broadland Wineries wine director
Arabella Woodrow MW says: “The
market is based on its flavour and ease
of drinking rather than trying to say
it is aimed at women. They are also
aimed at younger consumers, but that
doesn’t stop older ones trying them.”
And Hans Kohl, international
marketing director for Blue Nun supplier
Langguth, says: “Through extensive
market research, we have changed
the packaging and product designs of
our brand Blue Nun across the whole
portfolio. This will be an ongoing process
to ensure we hit the sweet spot.”
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needs its own image and consumption
occasion, and needs to be more positive
than just not being a full-strength wine.”
But the flurry of 5.5% abv wines was far
from a failure.
Among the brands that stuck was
B by Black Tower, and Richard Jones,
managing director of supplier Reh
Kendermann UK, believes that is partly
because sweeter, lower-abv drinks are
closer to off-dry, entry-level wines like
Black Tower and Californian rosés than
they are to some of the drier-style New
World brands that also released loweralcohol versions.
He says: “Some of the brands which
were launched were too big a stretch
from the core brand – it was not a natural
brand extension for them.
“We packed B in a very different
package, but the branding of Black
Tower gives reassurance, and we do
highlight the 5.5% abv on the label. When
a consumer buys it they are aware that
they are getting a lighter wine that is
truthful to the parent brand. There is not
an unpleasant surprise.
“If someone is going to buy another
bottle they have to enjoy the experience
of the first bottle. We are not flooding the
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market with deal-driven offers, people
are regularly buying the wine.”
He adds: “People are becoming
more aware of alcohol, whether it is
for health or drinking and driving
reasons, and that has worked out well
for us. It is an important niche and I
think it will continue.”
Brand Phoenix has slashed its range
of First Cape lower-alcohol wines from
some 36 lines to just six today, and
managing director Greg Wilkins says they
are selling really well.
He says: “There is a sustainable
market out there. It is not growing but
it has stopped shrinking now. The key
learning I have taken out of it is not
to jump in too quickly with too many
items. You tend to find there are two or
three lines that really sell, but if you have
produced a dozen lines you are carrying
a lot of surplus.”

ACCOLADE WINES
UK & IRELAND

ALCOHOL AWARENESS

Wine Intelligence has found that
consumers’ interest in alcohol levels
is growing.
In 2013 alcohol levels were an
important factor in 44% of buying
decisions, compared with 30% in 2007,
and the government’s and retailers’ focus
on abv levels is only likely to have raised
awareness further since then.
Wine Intelligence says: “The
introduction of a more prominent
low-alcohol offer in a given market will
lead to greater consumer consciousness
of alcohol levels – and perhaps lay the
groundwork for a more sustainable
lower-alcohol wine category in future.”
Julian Dyer, general manager for the UK
and Europe at Australian Vintage, which
has released a new fruit-flavoured wine
infusion called Summertime, believes
consumers are accepting these drinks,
which are now reaching critical mass.
He has told OLN’s sister magazine
Harpers Wine & Spirit: “I don’t think
we should worry and criticise fruitflavoured wine saying it is not wine, but
recognise it as innovation at the edges
that is trying to broaden the spectrum
of people trying to come into the wine
family. I don’t see why we allow [other
categories] to innovate and we have the
same products in the same old packaging
and accept a decline.”
Hans Kohl, international marketing
director at Blue Nun supplier Langguth,
agrees: “The market is evolving and
consumers are constantly reappraising
what is on offer. Fruit-flavoured options
are clearly different to the 5.5% abv
offerings of a few years ago. We see it
as a still-growing market with respect
to consumer acceptance and changing
drinking habits in terms of alcohol.”

Name: Amy White

TITLE: MARKETING DIRECTOR
COMPANY: ACCOLADE WINES UK & IRELAND

Q What makes your brand stand out from the crowd?

Echo Falls Fruit Fusions has been successful
due to the combination of Echo Falls being the
third-biggest wine brand in the UK with a loyal
consumer following, the distinctive, unique
packaging developed to create a point of difference
on shelf and encourage trial of these new products
and the investment put into consumer research
during the development of this new product that
ensured we had a flavour profile that consumers
would like and would want to buy time after time.

Q What is so exciting about wine-based fruit infusions?

We’ve created a new category within wine that
is attracting new consumers all the time. In
the first six months of launch, 70% of sales were
incremental to the wine category. Now, after one
year, more than 50% of sales are still incremental,
which is a phenomenal result. We’ve launched a
product that resonates with our consumers and with
more than 7 million bottles sold to date, Echo Falls
Fruit Fusion, is the market leader in fruit wine by
quite some way.

Q How do you see the market developing in the future?

We see no signs of this growth slowing down
anytime soon. Echo Falls Fruit Fusions are
now valued at £20 million and this is predicted to
grow to £90m over the next 12 months. Since
launch, the demand for the Echo Falls Fruit Fusion
range has already led to the development of a new
RTD-style 27.5cl format and a 2.25 litre sharing
box, and further format and flavour innovation is in
the pipeline.
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essentials: merchandising

success on
the shop floor
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Serving
SuggeStionS

The debate continues about where best to place fruitflavoured wines on shelf, as Christine Boggis reports

One thing many suppliers have stressed
is that fruit-flavoured wines should be
grouped together, and that is what Asda
and Tesco have done, with dedicated bays
for the products, in Asda’s case within the
wine aisle.
“Asda is leading the charge,” says
Richard Cochrane, managing director
of Félix Solís UK.
“There is a lot of hope and aspiration.
I expect to see quite rapid growth
initially, then over the next 18 months to
two years that growth will start to slow
down, and will reach equilibrium over
the next two to three years.
“In the end if the products are good
and offer a new dimension they will
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Poured over ice in a tall glass

Fruit

over frozen fruit as an alternative to ice
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stick together

remain and not just be a flash in the
pan, but if the quality is not up to it
the consumer will get a bit bored and
move on.”
He notes that while 75cl bottles sit
well within the wine aisle, if producers
were to experiment with, say, a 33cl
bottle with a crown cap, that might sit
somewhere else altogether.
“This is all new to the retailers –
they are figuring it out as well,” says
Cochrane. “We will encourage them
to explore so that they can gain
confidence and trust.”
Julian Dyer, general manager for
the UK and Europe at Australian
Vintage, says: “Fruit-infused wines are
the bridge between ciders and RTDs
on the one hand and wine on the
other, and they need to have their own
dedicated shelf space.
“After years of only having had a few
of these products on the shelves, now
there are enough of them to merchandise
fruit-flavoured wines together, and
supermarkets are recognising this as
a segment in its own right.”
“It’s a tricky one,” says Kingsland
marketing director Neil Anderson, who
draws a distinction between fruitflavoured wines and fusion products.
“The target consumers could also
be different. We need to be careful not
to make these products look odd by
lumping them all together, without any
explanation of what they are at fixture.
Fruit-flavoured wine is a great way to
entice younger consumers into the
world of wine. My view is that these
wines could be in the wine fixture, but
that fusion-based products could be
better placed near beers and ciders.”
Other producers are looking at
single serves, PETs, pouches and
bag-in-box as part of a range of
packaging experiments.
What most agree on is that the

mix

as a mixer in cocktails

Fruit wines
are the bridge
between
ciders and
rtDs
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t

here is a lot of work to
be done on this
category,” says Ania
Zymelka, senior
consultant at
International Wine &
Spirit Research, who has been travelling
up and down the country questioning
suppliers about the latest trends in wine.
Should wine infusions look like wine,
or opt for different packaging? Should
they target wine drinkers from shelves
in the wine aisle, or be positioned
elsewhere to draw new drinkers in?
These are all questions retailers are
tackling as they get their teeth into this
new and burgeoning category.
Zymelka says: “As long as loweralcohol wines are positioned next to fullstrength wines they will always be seen
as an alternative, so arguably that is not
the best place for them. They are usually
positioned next to normal wines, which
is not where people who don’t normally
drink wine tend to go for their choice –
perhaps they should be positioned next
to flavoured ciders and RTDs rather than
full-strength wines.”

blend

Blended with sparkling wine

06/08/2015 11:16

24

EssEntial GuidE to fruit winEs & fusions 2015 www.offlicencenews.co.uk

packs should be brightly coloured
and stand out from traditionally
conservative wine labels.
Brand Phoenix managing director
Greg Wilkins, who is watching the
market closely with a view to releasing
a fruit-flavoured wine infusion next
year, says: “The consensus seems to
be on fruit flavours that eye-catching
packaging is crucial. We believe
single serve has got some potential,
particularly in PET so that these
products can be taken to festivals
and events.”
He adds: “We would like to see
5.5% abv wines and fruit flavours
merchandised in close proximity to fullstrength wines. Consumers are shopping
that whole bay and I think they are an
entry point to wine.”
Others recommend siting them
next to rosé wines, where they generally
are in France.
Accolade Wines launched Echo
Falls Fruit Fusions in a 75cl bottle, but
has added other formats including a
4x27.5cl RTD pack.

think it through

Marketing director Amy White says:
“Retailers should do what they can to
capitalise on this opportunity. Whites
and rosés should be merchandised in
chiller units, and if that’s not possible,
they should ideally be positioned in a high
footfall area, either within the wine fixture
or on a separate display with clear POS,
to encourage increased sales especially
during the summer season.”
“They shouldn’t be hidden next to the
Barolo and claret,” says Broadland Wineries
wine director Arabella Woodrow MW.
“They should be somewhere accessible,
such as in the party section, in the chiller
or in a display bin. Next to crisps, nuts, etc
in an off-licence would be good, too. These
products will generally be consumed on
informal occasions, so other formats apart
from traditional bottles could work.”
Meanwhile, Lidl BWS head Ben Hulme
isn’t ready to jump on the fruit infusions
bandwagon.
“It is possibly something to consider,”
he says, “but I’m not necessarily going to
do it just because the market is doing it.
“Those sort of things would be quite
popular for summer, but what we
have been trying to do for summer is
get people interested in actual wine.
Our Summer Collection has a larger
proportion of white and rosé wines,
including a rosé cava, a white Douro, a
vinho verde and a Gavi.
Spar has taken a similar path with its
recently launched selection of summer
wines – which ticks the pink and sweet
box with a new Rosé d’Anjou.
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VERY BY
FAMILLE CASTEL

They should
be somewhere
accessible, such as
in the party section,
in the chiller or in
a display bin

Name: Céline Livera

TITLE: FAMILLE CASTEL BRAND MANAGER
COMPANY: CASTEL

What makes your brand stand out from the crowd?

VeRy by Famille Castel is a feminine brand
born from the perfect balance between
wine and fruit, respectful of the flavours and
synonymous with generosity. It is quality-orientated
with a recipe based on quality syrups and natural
aromas. The VeRy range is elaborated with three
guidelines: freshness, balance of wine and fruit,
and generosity of flavours. The values of VeRy by
Famille Castel are balance, generosity, friendliness,
femininity and modernity.

What is so exciting about wine-based fruit infusions?

Wine-based drinks bring innovation and
audacity to the still wine category. VeRy
by Famille Castel reinvents what was a long
tradition in France: to add a touch of fruit juice
in a glass of rosé. VeRy by Famille Castel is a
ready-to-drink version.
The positioning is clear: it is the French aperitif for
convivial moments – fruity, fresh, convenient and
accessible to be enjoyed with friends all year long. We
target the “newbie” consumer.

How do you see the market
developing in the future?

DIEGO CERVO/ISTOCK/THINKSTOCK.COM
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The market is evolving
with more flavours
and ready-to-drink
wine-based cocktails
inspired by the wine
spritzer culture which
exists in many countries
in Europe – for example,
calimocho in Spain is red
wine and cola. We
launched a wine-based
cocktail inspired by
Italian cocktails. Fruit
remains the backbone
of our recipes.
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TRENDS: INNOVATION

FLAVOURS FOR
THE FUTURE
Where next for fruit-flavoured winebased drinks? asks Christine Boggis

W
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When it comes to
fruit and flavours,
innovation is key.
Fruit cider sales
soared 26% to
£274 million in the
year to January 31, according to Nielsen,
and a lot of that growth came from new
releases, either on a limited, seasonal
basis or as permanent additions to ranges.
When it comes to fruit-flavoured wines,
there is already a very broad spectrum of
flavours, from berries to exotic fruits and
everything in between.
Market leader Echo Falls Fruit Fusion’s
most successful flavour is its Summer
Berries Rosé, which racked up £11 million
in sales in the year to May 23, according
to Nielsen. Along with Raspberry & Cassis
Rosé, the pair of pinks make up 60% of
the brand’s sales.
Brand owner Accolade Wines has
turned to cocktails for its latest ideas,
releasing White Wine with Lime & Mint,
inspired by the Mojito, and Rosé with
Orange, Cranberry & Lime, inspired by
the Cosmopolitan.
Brand Phoenix managing director
Greg Wilkins is watching the fruitflavoured wine market closely with a view
to launching something next year, but not
under the First Cape brand. “We decided

Heritage
flavours are
appealing
to UK
consumers

not to be first in this market, but sit back
and see who has done it well,” he says.
“Our experience is that frizzante or
sparkling varieties seem more sustainable
than still products. The fruit flavourings
can weigh down the product and it can
taste a bit cloying, but if you put some
sparkle in it lifts the whole thing. We are
still finalising recipes.”
Broadland Wineries is looking beyond
the drinks section for inspiration. Wine
director Arabella Woodrow MW says:
“We are experimenting with flavours that
work well, for example in soft drinks,
yoghurts and desserts – anything ripe and
accessible, such as tropical fruits and red
fruits. There are plenty of opportunities
to exploit, so no reason for these types of
flavour not to be popular in future.”
Free Run Wines is hoping to emulate
the French success of rosé pamplemousse
– grapefruit-flavoured rosé – in its Mr Peel’s
Manavista, while Félix Solís UK has turned
to Spain and is hoping to build on the
popularity of sangria with Frissé.
Australian Vintage’s Summertime
has already been tried and tested Down
Under. General manager for the UK and
Europe Julian Dyer says: “We know from
our Australian brand Passion Pop, which
has been the market leader in flavoured
sparkling wine for over 30 years, that

passion fruit and mixed berry are
particularly popular with consumers. We
also created a seasonal Christmas special
with watermelon flavour, which was such
a great success back in Australia that we’re
introducing it to the UK market. So there
are exciting times ahead.”
Meanwhile, Kingsland is looking closer
to home. “Traditional UK heritage flavours
are appealing to consumers right now, like
elderflower and rhubarb,” says marketing
director Neil Anderson.
Black Tower’s B Fruitiful is using
grapefruit to add depth of flavour, but
blending it with popular tropical fruits
pomegranate and passion fruit.
Reh Kendermann UK managing
director Richard Jones says he is not
planning any more flavours just now, but
could move quickly to expand the range
if the first two flavours do well.
He says: “It is really exciting – I think of
the RTD market back in the past, where
there was an awful lot of activity with
different flavours. At the moment we
are still feeling our way to see how big
the market is. People are not just going
mainstream and adding strawberries
or raspberries, there are some quite
interesting taste developments coming
out and I think it will be very interesting
in terms of ranges and flavours.”
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