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INTRODUCTION 

WELCOME

W hat was once regarded as a small 
sub-category of wine can now  be seen as a 
thriving category in its own right. Retailers 
are still a little unsure about where these 

products should sit in BWS, but many are seeing strong 
sales and have been willing to experiment with 
merchandising, and this is one of the subjects we examine 
in detail in this supplement. 

As a category it now has enough brands – from a 
core group of focused suppliers – to justify giving it a 
prominent  position and plenty of space on shelf. There 
is now a good mix of well-established wine brands, 
which have invested in fruit wine brand extensions, and 
smaller producers who have seen a gap in the market for 
something new. 

The  fl avours are wide-ranging and generally designed 
to evoke a sense of refreshment and relaxation during the 
summer months. With outdoor drinking high on the agenda 
for these brands it makes sense that we are starting to see 
the emergence of sharing formats and cans. 

Consumers have welcomed this energy. Collectively 
these products off er a lower-abv and lower-priced 
proposition, while also helping to introduce new drinkers 
into the wine category. The drinks are simpler for wine 
novices to understand and with less complex fl avours. 

Over the past year this has all translated into double-
digit growth for the category, with strong sales in both 
grocery multiple outlets and the convenience sector. 

It lends itself well to the off -trade but less so the on-
trade – something that retailers should both celebrate 
and take advantage of.  The wine trade is often accused 
of being cautious with innovation and has lost younger 
drinkers to beer, spirits and cider.  Fruit-fl avoured wine 
can bring the theatre and new consumers needed to 
encourage innovation and galvanise the still wine sector 
in general. The future looks positive for this category and 
it’s likely we will see new brands, more NPD and refreshed
images for existing products. 
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BEST FRUIT 
FORWARD
Over the past year fruit-fl avoured wine and fruit 
infusions have continued their upward trajectory

OVERVIEW MARKET ANALYSIS

e are clearly a 
nation that loves 
fruity fl avours, 
and if we look at 
growth in fruit 
ciders, as well 

as exotic cocktail blends, this consumer 
trend shows no sign of abating. 

This is also refl ected in wine, with the 
fruit-fl avoured wine sector continuing 
to hold strong appeal for its core female 
target audience across a wide age bracket. 

Looking at the latest data we can see 
that the overall sector is in value growth 
by 17.4% to £82 million, driven by strong 
sales in both convenience and multiple 
retailer outlets, according to Nielsen (MAT, 
52 weeks to 20/05/17).

The convenience sector is seeing the 
fastest growth, at 24.3% to £19.3 million 
for this period, while the multiple retailer 
sector (which in this instance includes 
the Co-op), recorded an increase in sales 
of 15.4% and holds the majority share of 
£62.7 million.

Volumes are also up in both sectors, to 
a total sales increase of 15.2%, again with 
faster growth from impulse retailers. 

And, while it’s still a relatively young 
category, many are positive that it has a lot 
further to go. 

Nish Kotecha, director of Myliko Wines, 
which produces Canei, says: “We believe 
the fruit wine category is still evolving 
and will grow in the UK over coming 
years. We have seen this trend in Europe 
too, especially in France where this is a 
relatively new area with development 
work in a variety of fl avours. We do not 
feel the growth of this category is at the 
detriment of wine, which still has its place 
fi rmly in the consumer drinks repertoire.”

W
The category has attracted both 

younger and more mature drinkers, but 
most in the industry agree these drinks 
have strong appeal for millennials and 
can off er a good entry point into wine. 

David Mallory, channel director, UK 
impulse & on-trade, E&J Gallo Winery, 
says: “With 18 to 25-year-olds accounting 
for 25% of the wine-drinking population, 
millennials represent an important sector 
of the fl avoured wine market and are 
instrumental in driving growth.”

The producer’s Gallo Family Vineyards 
Spritz, which was created for 22 to 
30-year-old female consumers, has 
“shaken up the wine category since its 
launch in 2015”, he adds. 

“With Spritz our aim is to make the 
wine category more approachable 
and fun, with appealing, accessible 
fl avours, eye-catching and exciting brand 
messaging, and marketing campaigns 
that talk to increasingly savvy millennial 
consumers who may not have knowledge 
of the traditional wine category.

“While fruit-fl avoured wines are 
popular with this age range, arguably 

they recruit new shoppers into the wine 
category, no matter the age bracket.”

Bernard Fontannaz, director at Origin 
Wines, says it is less about age and more 
about the social class of the consumer. 

He notes: “While it is true that these 
are most popular with under-40s, it is 
predominantly drunk by women with 
young families and they tend to be less 
affl  uent consumers.”

However, as growth continues, many 
believe the category can evolve to off er 
wider appeal to more consumers and 
there is optimism about the potential for a 
premium tier.

Rachel Archer, new product 
development manager at Off -Piste 
Wines, points to the Aperol Spritz trend 
in the on-trade, which she says is getting 
consumers used to using wine to mix 
with other fl avours. 

“Makers & Co is more forward thinking 
as a cocktail-style drink where you can 
play with how you drink it, rather than 
just a wine substitute with fruit fl avours. 
We are therefore appealing to a wider 
consumer base.”

MAT 
2016

MAT 
2017

MAT % 
Change 

MAT 
2016

MAT 
2017

MAT % 
Change 

YA

Total coverage

Grocery multiples

Total impulse

1,552.2

1,290.6

261.6

1,788.6

1,450.4

338.2

15.2

12.4

29.3

69.8

54.3

15.6

82.0

62.7

19.3

17.4

15.4

24.3

Volume (000s 9-litre cases) Value sales (£m)
CATEGORY 
PROGRESS
(SOURCE: NIELSEN)
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FEEDING 
THE BEAST
A

category that is 
relatively new and one 
that is seeing 
increasing appeal 
becomes a beast that 
needs constant 

feeding with ongoing NPD and 
marketing support. 

And, in fruit-fl avoured wine, the level of 
cash injected from the key players in the 
past year is clear, with more pledged for 
the year ahead. 

Investments have not just been focused 
around bringing out more and more 
fl avour combinations. In fact, fl avours 
have often been added to coincide with 
a bigger investment, whether it be for a 
marketing campaign or brand refresh. 

Jo Taylorson, marketing controller at 
Kingsland Drinks, says sales for its fusion 
products – which include Mr Gladstone’s 
Curious Emporium and its Live 1.5-litre 
Fusion Pouch – have been “very strong” 
over the past 12 months.

She adds: “We have also worked with 
retailers with development of own-label 
fusion and fruit-fl avoured products.”

The producer invested “signifi cantly” 
last year in renovating its British winery 
on site to increase capacity and also in the 
development of new brands and formats.

For producers, getting the packaging 
right has been essential because it’s all 
about carving out a new sub-sector within 
the wine category – there are no well-
established rules to follow here. 

Many with existing brands have 
invested heavily in research to ensure 
the label communicates the right 
message to consumers, that there is a 
clear understanding about what is in 
the bottle and that this talks to the right 
consumer group. 

One producer, Free Run Wines, says a 
big investment was made earlier this year 
in a fresh design for its Manavista range. 

Director Charles Elms says: “We 
approached a well-known design 
agency to develop a set of new 
concepts. To get a fresh and 
independent perspective, we went 
outside the wine world and chose an 
agency well known for its award-
winning beer and spirits pack designs. 

A growing category needs constant nourishment when it come to support and marketing. 
Several companies are making signifi cant investments, reports Sonya Hook

ANALYSIS: RECENT INVESTMENTS

“We also invested in extensive market 
and consumer research, testing our new 
designs with the target audience and 
conducting more general research about 
the category itself. This process has given 
us some very valuable insights into the 
category and consumers.”

One of Treasury Wine Estates’ most 
signifi cant pieces of recent investment is 
based around a relaunch of its Blossom 
Hill fruit wine range, renaming it Blossom 
Hill Spritz, from its previous name of 
Blossom Hill Fruit Bloom. The new look 
includes a pack refresh to bring it more in 
line with the Blossom Hill master brand. 

REPACKAGING
Caroline Thompson-Hill, head of 
marketing UK/Ireland & western Europe 
and Blossom Hill, says: “Through this 
repackaging and renaming of Spritz, we 
believe that we are now in a position to 
take forward our 
leadership 
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We have worked with 
retailers with development 
of own-label fusion and 
fruit-fl avoured products
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position in the US wine category in the UK 
through into the fruit wine category. 

“Extensive consumer research has 
given us an overwhelmingly positive 
response to the new design, calling out 
that it delivers great on-shelf stand out, 
as well as highlighting the fruit wine and 
lightly bubbly proposition.”

She adds that Blossom Hill Spritz will 
be a focal point of the brand investment 
over the coming year with some big news 
in the next six months. 

Spritz was also a central part of a 
recent multi-million pound Blossom Hill 
marketing campaign, which included an 
on-pack promotion with online cosmetics 

retailer Feel Unique. 
The overall prize fund for the 
campaign is worth more than £16 
million.

Other players are also investing in 
research, with revamped products 

expected to appear on shelves 
over the next month or so.

Meanwhile, sampling 
activity has also been 
key for this category, as 
producers have worked 
hard to introduce 
their brands to new 
consumers and fans of 

fruity drinks. 
David Mallory, Gallo’s 

channel director, 
UK impulse, 

also 

points to the new fl avour addition of Wild 
Strawberry, which coincides with the 
launch of a summer campaign.

“The eye-catching campaign has 
been developed specifi cally to appeal 
to millennial consumers. It represents 
a signifi cant investment for the brand, 
highlighting Gallo’s commitment to 
developing the Spritz portfolio and 
growing the light and fruity category as a 
whole.”

SAMPLING FOCUS
Ian Wingate, national account director at 
Reh Kendermann UK, which has the Black 
Tower B Fruitiful brand, says sampling 
has been its main focus over the past year. 

He says: “Black Tower B Fruitiful was 
again a huge success at this year’s Isle of 
Wight Festival where Black Tower was the 
wine sponsor.

“Black Tower has constantly attracted 
new drinkers. We’ve worked hard to 
continue updating our design over 
the years to keep the brand feeling 
contemporary and have introduced new 
products in line with trends emerging in 
the market such as low-calorie and fruit 
infused wines. We have also recently 
added two new varieties, Black Tower 
Sauvignon Blanc and Blush, to our core 
range of wines. We’ve also adapted our 
communications this year with a new 
consumer campaign, #CheersToMe, 
which champions making time to 
celebrate the little things in life among 
our time poor lives. The campaign spans 
advertising and PR, but also social media 
and infl uencers as a way to speak to a new 
generation of consumers.”

And another area that is seeing a lot 
more focus from producers is the fast-
growing convenience sector. 

Nish Kotecha, director of Myliko Wines, 
says this sector is hugely important and he 
adds that the company has been “ahead of 
the curve” with this channel for a number 
of years with its Canei Frizzante brand. 

He says: “It’s been in the UK for more 
than 25 years and Canei launched a peach 
fl avour a number of years ago, which 

enjoys good success in the 
convenience sector via 
the cash and carries. The 
20cl format is ideal for this 
channel.”

He adds that, earlier 
this year, the company 
launched Ennuis Blue 

Moscato 5.5% frizzante, 
which uses Moscato 

wine with natural plant-
based extracts to give it a blue 

colour. 
Meanwhile, Accolade 

Wines’ Fruit Fusions 
range continues to be a 
popular option through 

the convenience sector.  

To get a fresh perspective, we 
went outside the wine world 
and chose an agency known 
for its beer pack designs
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he fruit wine category 
has posted astronomical 
year-on-year growth 
figures in recent times 
and emerged as one of 
the most vibrant and 

exciting sectors of the market.
A key strength is its ability to attract 

new consumers, particularly younger 
adults, through a combination of 
affordability, accessibility and its fun, 
refreshing nature.

But that strength could ultimately 
become a hindrance. If it fails to give 
shoppers something to trade up to 
they are likely to lose interest, migrate 
elsewhere and the category will peter out. 

Premiumisation is the name of the 
game in the wider wine category and the 
drinks industry at large, and fruit wine 
is arguably lagging, focusing intently on 
lower price points. 

It will thrive going forwards if it 
becomes multi-dimensional, catering  
to a range of consumers at different  
price points.

Bernard Fontannaz, founder of Origin 
Wine, says: “Fruit wine is interesting. It’s 
growing well for us, but it’s cheap. We 
have to create something that’s more 
sought after. It’s often the lowest common 
denominator as people look for the 
cheapest wine and add flavour, but it can 
be more than that – it can be quality.

“There is an argument for a second  
tier, using different label styles and 
flavours to try to appeal to more affluent 
consumers of all ages. These styles are 
more likely to be less sweet and more 
refreshing flavours.

“There is also an argument to add 
some proper provenance with a clear 
origin of the wine stated as well as 
adding dimension which relates well to 
the millennial. We do a South African 
Fairtrade fruit wine that has dimensions 
and integrity attached to it.”

When asked if there is a need for 
premiumisation, Ian Wingate, national 
account director at Reh Kendermann, 
says: “Absolutely yes, like any drinks 
category there will always be a range of 
price points, however most brand owners 

AIMING HIGHER 

T

have focused on the lower to mid-priced 
level. But as the market matures we may 
see more premium choices appearing.”

Charles Elms, director at Free Run 
Wines, adds: “Yes, from the research we 
had commissioned we firmly believe 
that a process of premiumisation is 
underway within the category. Shoppers 
are definitely looking for premium and 
grown-up options. Our Manavista product 
has been developed specifically to meet 
the growing need for more premium 
options within the category.”

Jo Taylorson, marketing controller at 
Kingsland, says: “Yes, Kingsland’s view is 
that there is room for a tiered range of 
products depending on the consumer, 
the role and occasion the product is 
purchased for. Some consumers are 
buying on price point, whereas some are 
more interested in experimenting with 
flavours, for example in social occasions 
with friends when a fruit-flavoured, easy-
drinking product is required. 

“Price doesn’t necessarily play such an 

important part in this occasion. Tiered 
price points would add more depth and 
value and, ultimately, longevity for the 
category. We feel that there is certainly 
opportunity for higher quality fusion 
products that could include botanicals 
and more adult flavours, to further widen 
the consumer base.”

Off-Piste Wines hopes its Makers & 
Co fruit wine will help premiumise the 
category. “We are playing on the cocktail 
angle and have gone for a more premium 
approach in terms of flavours and 
branding,” says creator Rachel Archer.

 Shaun Heyes, channel director at 
Treasury Wine Estates, adds: “Due to the 
sweeter profile of the product, female 
millennials are the core target consumers 
for fruit wines, and the crossover that the 
same consumers have with fruit ciders 
underlines this point. 

“But we have found evidence that 
there is a broader appeal for fruit wines, 
especially for those drinkers who are 
looking for a more refreshing option.”

Shoppers 
are definitely 
looking for 
premium 
options 

Fruit wine could be hampered by its insistence on low price points. 
Producers believe it is time to create an upward path for consumers 
through a tiered approach. By Martin Green

ANALYSIS: PREMIUMISATION
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We fi rmly 
believe 
that at this 
stage of the 
category’s 
development 
fi nding new 
formats 
and driving 
awareness of 
them is key

Do you think there 
is a lot of untapped 
potential in this 
category? How big do 

you think it could get? 
We think there is a big opportunity 
for growth – but the challenge for 
retailers is to ensure that they have 
the right range of fruit wines on shelf. 
So they need to look for brands that 
are investing in marketing, retailer 
engagement – and are on-trend with 
flavours that consumers want.

Products in this category tend to 
have a lower alcohol content than 
standard still wines. Can retailers 
and suppliers do anything further to 
highlight this message to consumers? 
The Blossom Hill Spritz range sits at 
5.5% abv so the alcohol level is a point 
of difference compared to some other 
brands in the market. So we do have 
a communications focus on this. 
Retailers should, given the slightly lower 
abv of fruit wines, look at occasions 
and focus their activity – for example, 
pushing lower abv and fruit wines 
for occasions such as barbecues and 
parties where people want longer, more 
refreshing drinks.

What could the industry as a whole 
be doing to drive awareness and to 
attract new drinkers? 
Clearly there needs to be strong 
investment in brand marketing. We 
put Blossom Hill Spritz at the centre of 
our £2.2 million summer Blossom Hill 
brand campaign – an on-pack, instant-
win link up with cosmetics retailer Feel 
Unique. With a total prize fund of more 
than £16.6 million, the campaign has 
received a lot of attention and has led 
to a big increase in consumer visibility 
of the Spritz range and driven sales. 

Retailers will do well to stop thinking 
of fruit wine category growth as 
just a wine issue – there needs to be 
a mindset change. When retailers 
look at fruit wine they need to take 
inspiration from the broader BWS 
category. Fruit wine can be part of a 
repertoire of drinks that includes fruit 
cider, cocktails and RTDs – and, for 
example, can be served in a long glass 

SPONSOR Q&A
SHAUN HEYES, CHANNEL DIRECTOR, 
TREASURY WINE ESTATES

with wedges of fresh fruit and ice. 
Simply leaving it in the wine aisle 
limits its overall potential to drive 
category growth, so include it in 
displays in other drinks categories. 

Which direction should NPD take 
– should it be more focused on new 
flavours or on new formats, such 
as sharing packs and single-serve 
options? 
We are always open to developing 
new flavour options – but we spent 
a long time in research ensuring 
that the three we currently have on 
sale were a great fit for our target 
consumers. We firmly believe that 
at this stage of the category’s 
development finding new formats 
and driving awareness of them 

is key. Our research highlighted that 
fruit wine consumers tend to shop 
in convenience and are looking for 
solutions that tap into the “grab and 
go” mission. As a result we launched 
the 25cl can format across our flavour 
range. 

Is it important for those in this 
industry to conduct research in 
order to get a good understanding of 
what fruit wine drinkers are looking 
for in terms of flavours, formats or 
marketing? 
TWE has a strong track record of using 
consumer and trade insights to 
underpin the development and launch 
of NPD as well as the creation of 
marketing support when it is rolled out 
to market. When TWE purchased the 
Diageo wine business, Blossom Hill 
Fruit Bloom had already been launched 
into market. But it was clear from our 
market research that the core 
messaging of the range was not 
getting through via that proposition. 

So we quickly embarked on a 
brand refresh and 
repackaged the range, 
renaming it Spritz. 

What is your flagship 
brand, and what makes it 
ideal for a range of different 
retailers? 

TWE’s flagship brand 
is the award-winning 
Blossom Hill Spritz, a 
lightly bubbly 5.5% abv 
fruit wine – a lighter 
and more refreshing 
proposition than the 
rest of the products 
on the market. We 
firmly believe that this 
appeals more directly 
to the target fruit wine 
consumer. It is available 
in three award-winning 
flavours – all now 
available to purchase in 
traditional 75cl bottles 
or in 
single-
serve can 
format.

❝

❞

displays in other drinks categories. 

– should it be more focused on new 

as sharing packs and single-serve 

new flavour options – but we spent 

that the three we currently have on 

getting through via that proposition. 
So we quickly embarked on a 

brand refresh and 
repackaged the range, 
renaming it Spritz. 

What is your flagship 
brand, and what makes it 
ideal for a range of different 
retailers? 

TWE’s flagship brand 
is the award-winning 
Blossom Hill Spritz, a 
lightly bubbly 5.5% abv 
fruit wine – a lighter 
and more refreshing 
proposition than the 
rest of the products 
on the market. We 
firmly believe that this 
appeals more directly 
to the target fruit wine 
consumer. It is available 
in three award-winning 
flavours – all now 
available to purchase in 
traditional 75cl bottles 
or in 
single-
serve can 
format.
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ultiple retailers have 
been vocal over the 
past few years about 
simplifying their wine 
ranges, and many 
brands or variants 

have been axed as a result of this activity. 
This could be seen as a problem for 

a fl edgling category such as fruit wine 
which, although recording strong growth, 
might be facing a raft of wine buyers who 
are more focused on reducing their wine 
line-ups rather than adding to them. 

But for most in this sector this is seen 
as an opportunity – after all, Tesco with its 
ruthless axing of many SKUs in wine, has 
more recently introduced an entire low-
alcohol segment. Could tighter ranges of 
wine in supermarkets open up suffi  cient 
space to grow other sub-categories? 

In general suppliers speak in a positive 
way about retailers and the work they are 

M doing to help grow this into a fully-fl edged 
category of its own. 

Jo Taylorson, marketing controller 
at Kingsland Drinks, agrees that most 
retailers are now giving fruit fusion wines 
more focus, “predominantly to engage 
with consumers that the category is 
otherwise losing to fruit ciders. Many 
retailers have gone from a couple of 
SKUs ranged within the wine fi xture to 
separate bays”.

Charles Elms, director at Free Run 
Wines, points to Tesco and Sainsbury’s as 
retailers that are particularly standing for 
looking at the category with more interest 
because “they both treat the category as a 
separate entity on shelf”.

Rachel Archer, new product 
development manager at Off -Piste, also 
highlights Sainsbury’s. She points to 
the work it undertook last year when it 
introduced a separate area for fruit wines. 

“Sainsbury’s, with its light and fruity 
bay, was the fi rst multiple to try a stand-
alone style within the wine category. 

“Multiples can take the opportunity 
to try new ways of merchandising to 
maximise sales within this growing 
sector, which is currently mostly still 
merchandised by country.”

And the focus on low-alcohol wines 
and beers, which Tesco has made a big 
fanfare about with other retailers also 
following suit, is in itself a positive move 
for this category. 

David Mallory, channel director, UK 
impulse and on-trade, E&J Gallo Winery, 
highlights this.

He says: “With low-alcohol drinks 
becoming even more popular and 
signifi cant investment being poured into 
product development in this category, 
retailers are more than ever considering 
fruit wine products as an integral part of 

Signifi cant 
investment is 
being poured 
into product 
development

FUELLING FOCUS
Retailers are looking at fruit wine as an opportunity, and there is evidence people are becoming 
more engaged thanks to the eff orts of multiples and convenience outlets alike. By Sonya Hook

ANALYSIS: RETAILERS

10  Drinks RetailingNEWS www.drinksretailingnews.co.uk ESSENTIAL GUIDE TO FRUIT WINES & FUSIONS 2017

£
£

£
£

£

£

£

£

£

010_012_DRN_fruit wines_retailers.indd   10 07/07/2017   11:16





their product selection. Retailers 
know how important this category is 
for recruiting new consumers into the 
wine category and, with the industry 
under pressure to be socially responsible, 
it is important for them to show a 
more balanced range of alcohol in 
regard to abv.”

Ian Wingate, national account 
manager at Reh Kendermann UK, agrees: 
“Consumers are becoming more health 
conscious and changing their lifestyles 
to suit.

“As a result, fruit-infused, lower-alcohol 
wines have become more appealing. 
Sales in France, Germany and the UK 
have been strong where innovation 
within the category still presents growth 
opportunities. 

“Retailers are certainly beginning to 
notice the signifi cant sales opportunities 
and, in some cases, have listed a 
signifi cant number of wines.”

CONVENIENCE RETAILERS
The convenience sector is seeing the 
fastest growth, albeit from a smaller base, 
but are these retailers keeping up with 
this demand? 

Bernard Fontannaz, Origin Wines 
managing director, says: “Convenience 
over-indexes with fruit wine. It is bought 
as an impulse purchase alongside food 
for tonight, beers and ciders and appeals 
to women over men looking for an easy 
drinking alcohol for the evening. Smaller 
bottles are not necessarily the way 
forward, however the benefi t of chillers in 
the convenience stores is a huge win for 
these consumers.

“There is an argument for small format 
tins or pouches in this style but 75cl still 
remains popular.”

And Wingate at Reh Kendermann 
adds: “B by Black Tower Fruitiful has had 
considerable success in the cash and 
carry and wholesale trade, indicating a 
good uptake by the convenience sector 
and strong consumer demand. B Fruitiful 
is an excellent combination of low-alcohol 
benefi ts and exciting natural fruit fl avours, 
and the popular fruit combinations are 
well known to consumers.”

Canned formats too are starting 
to appear. Elms at Free Run says the 
company is currently looking at a canned 
format “specifi cally with the convenience 
sector in mind”. He adds: “Cans are the 
ideal format for convenience and are very 
effi  cient on space.”

Shaun Heyes, channel director at 
Treasury Wine Estates, says: “Spritz cans 
have been recently launched and they 
tap into the convenience ‘grab and go’ 
mission. 

“But when it comes to maximising 
profi tability, retailers should look to stock 
a tight range of well-known brands that 
are investing in category.”

FAIR WEATHER FRIENDS
James Walsom, deputy manager, Budgens Hassocks

“It’s not a core area for us here because a lot of our customers already 
buy into the full-strength wine category. However, we have seen sales 
pick up over the past few weeks with the hot weather. We have seen sales 
increase for [fruit wines] and our rosé wines when they are all together 
in the chiller cabinets. Although it’s not a core area it is useful for us to 
stock a small range because they offer a good option for those looking 
for a lower-priced product or perhaps a lower-alcohol one. We think they 
have the same basic flavours as wine and they look like wine, so on that 
basis we include them in the wine fixture as if they were just another wine 
brand. So it means that the white, red and rosé versions of a certain fruit 
wine brand will be separated into the white, red and rosé wine shelves.”

Baz Jethwa, Costcutter Farnworth, nr Bolton

“These products have been out for a while but I think they are now 
starting to get recognised more by our consumers. Sales are getting 
better. We have them on as part of our Daily Value section, and products 
such as Echo Falls Spritz sell really well. These are priced at £3.99. They 
suit those customers looking for a lower-priced drink and I think it’s 
great for people who may not be comfortable with all types of wine but 
are really looking for an easy-drinking option. We don’t mind trying new 
things so I have seen that there are some canned options out there now, 
but we aren’t in a position to add these at the moment. The demographic 
for these drinks seems to be a bit younger than some of our wine drinkers. 
We think they work best if they are slightly separate from the wine 
fixture and in our store they are separate because they are on the Daily 
Value section, which helps to showcase the products better. In the chiller 
cabinets they are alongside the white and rosé wines.”
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Cans are 
the ideal 
format for 
convenience
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We ensure 
that all of 
our NPD is 
based on 
consumer 
and market 
research 
into fl avour 
and format 
trends

Do you think there 
is a lot of untapped 
potential in this 
category? How big do 

you think it could get? 
This category has come from nowhere 
in three years to be worth £100 
million in retail value. As expected, 
the exceptional growth is starting to 
plateau but we are seeing substantial 
repurchase, which is significant for 
the long-term health of any emerging 
category. There is absolutely potential 
for further growth – a lot of fruit and 
fusion products currently available 
are quite similar, so there is untapped 
potential through new and innovative 
product launches. One area where wine 
is not doing as well as other categories 
is the perception of refreshment. 
Fusion and fruit-flavoured products 
with slightly lower alcohol than 
standard wine are in a good place to 
answer this consumer need and bring 
new customers into the category. 
Sparkling and carbonated fusion 
products are making up an increasing 
portion of fusion sales, so there is 
further potential here also.

Products in this category tend to 
have a lower alcohol content than 
standard still wines. Can retailers 
and suppliers do anything further to 
highlight this message to consumers? 
Better displayed abv on labels could 
be beneficial, and also through 
merchandising, to make it easier for 
consumers actively looking for lower-
abv products.

What could the industry as a whole 
be doing to drive awareness and to 
attract new drinkers? 
Researched innovation to ensure 
there are product launches that 
are engaging new drinkers. Retail 
merchandising to draw consumers into 
the category and explain what fusion 
products are to newer drinkers. The 
trade could also do more to engage 
new consumers through the on-trade. 
Craft beer, cider and cocktails have 
been exceptionally successful in the 
on-trade, which has then filtered into 
the off-trade, but wine has not been 

SPONSOR Q&A
JO TAYLORSON, MARKETING CONTROLLER, 
KINGSLAND DRINKS

as active in this. Fusion products 
are available in the on-trade, but 
awareness and understanding of 
these could be better.

Which direction should NPD 
take – should it be more 
focused on new flavours or 
on new formats, such as 
sharing packs and single-serve 
options? 
All of the above. Our Wine Pro 
research has found that formats 
are a key area for development. 
Consumers want the right 
format for each occasion, 
whether that be sharing packs 
for group occasions, smaller 
serves for moderation, or 
anywhere in between. We 
should also continue to look at 

flavour developments, taking trends 
from other categories and undergoing 
research to ensure our offering is 
continuing to engage with and excite 
consumers.

Is it important for those in this 
industry to conduct research in 
order to get a good understanding of 
what fruit wine drinkers are looking 
for in terms of flavours, formats or 
marketing? 
Absolutely. We ensure that all of 
our NPD is based on consumer and 
market research into flavour and 
format trends in order to make sure we 
have the right products for the right 
consumers and occasions.

What is your flagship brand and what 
makes it ideal for a range of retailers? 
I wouldn’t say we have one flagship 
brand – we have different brands 
that target different consumers and 
occasions. Our Live brand is focused 
on younger, predominantly female, 
consumers and has the potential to 
expand across many different formats. 

Currently Live Strawberry & 
Lime Fusion is in a 1.5-litre pouch, 
which is an off-trade proposition 
for consumers to enjoy the 
product with ease at home, 
at parties or outdoor events
with a group of friends. It also

has the potential to expand 
into different sizes of glass 

bottles for the off and on-
trades, or single-serve PET 
bottles for sales at events 
or in the travel sector. Our 
Mr Gladstone’s Curious 
Emporium brand uses 
nostalgic flavours, and the 
steampunk style design is 
attractive to both female 
and male consumers and
allows retailers to have a 
point of difference to other 
fusion brands on shelf. This 
brand has the potential to 
expand into many flavours, 
to ensure 
we keep it 
fresh and 
engaging.

❝

❞

Currently Live Strawberry & 
Lime Fusion is in a 1.5-litre pouch, 
which is an off-trade proposition 
for consumers to enjoy the 
product with ease at home, 
at parties or outdoor events 
with a group of friends. It also 

has the potential to expand 
into different sizes of glass 
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here is no doubt that 
fruit wine is a runaway 
success story, but it can 
be a bit of a headache for 
retailers when it comes to 
merchandising.

It seems natural to put it in the wine 
section, but then it attracts a similar 
consumer to fruit cider, so should it go 
there? Or perhaps with the RTDs and 
premixed cocktails? Or would a low and 
no-alcohol section be a better fi t, or an 
area dedicated to innovation? 

There is no easy answer and retailers 
have adopted diff erent approaches, while 
suppliers also have confl icting ideas. 

Shaun Heyes, channel director at 
Treasury Wine Estates, says: “While there 
is room for fl exibility, as a rule of thumb 
you should place fruit wine within the 
wine category. Retailers are creating their 
own fruit wine areas within the wine aisle/
fi xture, and this is the right way to focus 
it. Creating a feature of this category will 
create more interest.

“Some fruit wines like Spritz, are 
available in alternative formats such as 
cans and therefore could be ranged with 
canned RTDs.”

But Rachel Archer, new product 
development manager at Off -Piste 
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GO IT 
ALONE?

T

Merchandising is always tricky, 
but for a new sector there are 
even more hurdles to assess. 
Some producers suggest it’s time 
the sector gets its own aisle. 
Martin Green reports

F R U I T  W I N E S S P I R I T S

RANGING: TIPS
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Wines, believes retailers will miss target 
consumers in the wine aisle. “In an ideal 
world in the multiples they would be 
merchandised with fl avoured ciders 
and RTDs to encourage consumers who 
are not shopping in the wine aisle to 
purchase,” she says. “Where this would 
sit is diffi  cult as you do also want to be 
in front of wine shoppers. It is easier 
where there are smaller ranges, such as 
in convenience, to merchandise with 
fl avoured ciders etc, without missing out 
on wine shoppers too.”

Origin Wines managing director 
Bernard Fontannaz echoes her views and 
urges retailers to have a dedicated bay or 
shelf for innovation. “Firstly, some of the 
current branded fruit wines still sit under 
a country section to which they do not 
belong, as the base wine is not coming 
from that country, so it is misleading.

“Much fruit wine is not low alcohol so 
doesn’t really fi t with that fi xture. It would 
benefi t from a separate fi xture with more 
accessible fl avours. The fruit makes wine 
sweeter and easier to drink than standard 
wine and appeals to those not shopping 
the wine fi xture at present.

“When tried in the past with low 
alcohol it didn’t work because it was sat 
with Lambrini and Lambrusco – it was 
moved to the main fi xture and got better 
traction. Maybe now is the time for it to 
have its own fi xture?”

He adds: “Some people might not be 
going to the wine aisle. The traditional 
consumer is not as interested and the 
newcomer is not going to that aisle. 

“There is a case for a novelty shelf, an 
innovation shelf, more towards beers and 
RTDs and ciders.

“Millennials drink alcohol, they just 
don’t drink wine. Stock it for six months 
and if it doesn’t work then take it off . Are 
people aware of new trends in wine? No. 
That’s the biggest challenge of all wine 
development. How do I merchandise it to 
reach my target customers?”

Many potential fruit wine drinkers are 
still discovering an alcoholic beverage 
of choice and Ian Wingate, national 
account director at Reh Kendermann, 
recommends merchandising in “hot-spot 
display space to encourage initial trial and 
then long-term consumption”. He adds: 
“Where possible, we would recommend 
having a separate fruit-fl avoured wine 
section. Failing that there is a good 
rationale to merchandise with the main 
brand a product is linked to, such as B by 
Black Tower Fruitiful with Black Tower. 
Our third option would be o merchandise 
in the no and low section.”

Charles Elms, director of Free Run 
Wines, says: “Fruit wines are best 
positioned on their own and treated as a 
category in their own right, rather than 
mixed up with the wine or spirit cocktail 
categories.”

Jo Taylorson, marketing controller at 
Kingsland, adds: “The best examples are 
where space allows retailers to allocate 
specifi c merchandising sections and 
shelves to the product, otherwise they 
can be lost on shelf if they are 
merchandised within the wine fi xture. 
Not necessarily within low-alcohol, 
however, as not all fruit-fl avoured fusion 
products are low alcohol.”

Reaching target consumers is a huge 
challenge and the smaller the store, the 
easier it is to overcome this hurdle, so 
the convenience sector defi nitely has an 
advantage here.

David Mallory, impulse director 
at Gallo, says: “Merchandising a product 
well is vital when you’re looking to 
catch attention during the busy 
summer months. 

“The summer can lead to a raft of 
impulse buying, so make sure you over-
face your chillers with white, rosé and 
fruity wines as you can never be sure 
when a warm evening will drive shoppers 
into your store.  

“You can also target impulse 
consumers with enticing off ers and eye-
catching merchandising. An impromptu 
trip to the park on a hot day, for example, 
is the perfect opportunity to attract new 
consumers to the Spritz range.

“Cross merchandise with food where 
possible, think barbecue, barbecue, 
barbecue. Keep steaks, sausages, chicken, 
burgers and salad ingredients as close 
as you can get them to the drink chillers 
to catch the eye of your customers and 
encourage a greater spend.”

Tiering fruit wines so shoppers have 
a trade-up opportunity is another vital 
component of putting a range together.  

Nish Kotecha, director at Myliko Wines, 
says: “It is important for the fruit wine 
producers not to lose sight of creating 
quality-driven aspirational products at 
varying price points. There are plenty 
of entry-level fruit wines and we need to 
ensure that the [entire] category does not 
get tainted with the same brush.  

“Low-alcohol had this issue in the early 
stages when the quality was not quite 
there and consumers turned away, but 
if you look around now there are some 
really very good examples of low and no-
alcohol wines.”

Where possible, we would 
recommend having a 
separate fruit-fl avoured 
wine section
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t’s not a surprise to 
discover that there’s a 
fair amount of NPD on 
the horizon in fruit wine 
as producers look to tap 
into the strong consumer 

demand for these drinks. 
New fl avours will form part of this, 

and already this year we have seen 
some additions. 

Gallo Family Vineyards recently 
announced it planned to launch a new 
Spritz variant, Wild Strawberry, which 
blends Gallo White Zinfandel with 

strawberry fl avours. And Free Run 
Wines has promised a rhubarb-fl avoured 
product, which it says it is in the process 
of developing in response to market 
requests. 

But aside from this, there is a defi nite 
move by producers towards new formats 
in this category, particularly cans, but also 
some larger sharing packs. 

Kingsland Drinks is one producer that 
has been actively working in this area. The 
company says it is looking at new fl avours 
for its Mr Gladstone’s Curious Emporium 
range, but it is also currently focused on 

supporting new listings for this brand 
in Tesco with a summer campaign. The 
latter will hit stores in August. 

Activity with packaging formats is 
currently focused around its Live Fruit 
Fusion brand, which is available in a 
1.5-litre pouch format. 

Marketing controller Jo Taylorson 
says: “Live Fruit Fusion Strawberry & 
Lime pouch is now available to buy in 
the Co-op and we will be supporting this 
with a social media campaign and a Co-op 
magazine feature.”

The larger pouch pack is a new concept 
for consumers – not just in fruit wine 
but in the wider BWS category. Sharing 
formats are appearing more often in 
the off -trade though, with various fruit 
cider producers competing with the keg 
sharing format through the summer 
months, and suppliers in fruit wine are 
confi dent that diff erent pack options 
will help to attract new drinkers to this 
fl edgling category. 

Cans are another format we are likely 
to see more of in fruit wine. Free Run 
Wines is in the process of introducing a 
canned version of its Manavista brand, 
while Treasury Wine Estates already has a 
25cl can for its Blossom Hill Spritz brand, 
which sits alongside the 27.5cl bottles.

Innovation is high on the agenda for the 
players in this category, but Nish Kotecha, 
director at Myliko Wines, says it is 
important that producers don’t lose sight 
of “creating quality-driven aspirational 
products” and that the category needs 
to off er entry-level as well as higher-
priced options. 

He adds: “There is a consumer drive to 
experiment more than ever before, if you 
look at the explosion of gin and real ales, 
the key factors here are variety in fl avours 
and using good-quality ingredients.”

The general consensus, though, is 
that there are long-term opportunities to 
further grow this market. 

Ian Wingate, national account director 
at Reh Kendermann UK, which represents 
Black Tower, says convenience and online 
channels are a focus. 

He adds: “People in general are taking 
more interest in looking after themselves 
(health and wellbeing) and a part of this is 
watching what they eat and drink.”

The producer’s B Fruitiful range was 
designed to tap into growth in low-alcohol 
and low-calorie drinks. The wines are 5.5% 
abv and 55 calories per glass. 

RISING STARS
As should be expected of a young category, there is not shortage of 
NPD going on as producers attempt to draw consumer’s gaze their 
way. Sonya Hook rounds up the innovation heading our way 

NPD: LOOKING AHEAD

There is a consumer drive to 
experiment. The key factors 
here are variety in fl avours 
and good-quality ingredients

I
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ruit fl avours are 
appearing in so many 
drinks sectors but some 
seem to fare better in 
vodka while others work 
for cider. So which are the 

key fl avours in fruit wine? 
Ian Wingate, national account director, 

Reh Kendermann UK, says that in fruit 
wine the younger wine drinker is a 
focus, although the category has a wider 
consumer base. Either way, it is the 
sweeter fl avours that seem to have appeal.

He says: “B Fruitiful Strawberry & 
Raspberry is our best-selling fruit-
fl avoured wine followed by Passionfruit 
& Pineapple.”

Charles Elms, director at Free Run 
Wines, agrees millennials are a focus, 
but adds that extensive research 
conducted for the company showed that 
the category appeals to Boomers and 
Generation X as well.  For Free Run he 
explains that pink grapefruit has “broad 
and consistent appeal”. 

He adds: “It is a fl avour which works 
well blended with wine on its own, being 
complex enough to deliver an appealing, 
satisfying and premium drink.”

And David Mallory, channel director, 
UK impulse & on-trade, E&J Gallo Winery, 
points to the company’s new Gallo Family 
Spritz fl avour, Wild Strawberry, which 
has a slightly higher abv than other spritz 
variants and therefore, the company 
believes, will appeal to a wide range of 
consumer groups. 

He explains this will be “not just those 
who are looking for a lower-alcohol wine 
but those who are looking for a similar 
abv to wine while still maintaining the 
fruit-forward fl avours associated with 
fruit wine”.

Kingsland marketing controller Jo 
Taylorson says that the company has 
tailored diff erent products and fl avours to 
diff erent consumer groups.

She says: “Consumers of all ages are 
buying into the fruit fusion category. I 
would suggest the appeal of a certain 
product depends on the brand and the 
fl avours. Live Strawberry & Lime Fruit 
Fusion pouch was developed with a 
younger consumer in mind in terms of the 
taste profi le, brand style and format. 

“Kingsland’s Wine Pro research has 
shown a growing thirst for refreshment 
and healthier drinks, particularly with 
millennials. These are need states which 
fusions are currently meeting better than 
other wines.

“Generally speaking, younger 
consumers tend to be more experimental 
with fl avours. This can be seen in the 
innovation in cider and cocktails. 

“Older consumers tend to prefer 
the more classic fl avours, such as 
summer or stone fruits. Again, it also 
depends on the role and occasion of the 
product in a consumer’s life. A consumer 
is more likely to stick to what they know 
when having a quiet drink through 
the week, while a social occasion with 
friends would be more likely to prompt 
experimentation.”

Bernard Fontannaz, founder of Origin 
Wines, which has Stormhoek fruit wine, 
agrees that diff erent fl avours can work for 
diff erent consumer groups. He says: “No 
one fl avour stands out, although red berry 
fl avours are probably the most popular, 

with elderfl ower a close second. More 
affl  uent consumers prefer elderfl ower or 
cucumber & melon and the less affl  uent 
prefer the sweeter strawberry and red 
berry fl avours.”

The seasonal nature of refreshing and 
light fruity drinks also plays a part in 
which fl avours work well. 

Shaun Heyes, channel director, 
Treasury Wine Estates (TWE) says: 
“Historically summer and dark berry 
fruit fl avours sell well as they suit our 
target consumers’ slightly sweeter palate. 
But new and interesting fl avours such as 
elderfl ower are creating real interest and 
have already proved to stimulate new 
sales in the category.”

SEASONAL TWISTS
While summer fruits and dark berries are stalwarts 
of modern consumers’ portfolio of fl avour favourites, 
more unusual tastes are showing promise in fruit 
wines, fi nds Sonya Hook

F

The seasonal nature of 
refreshing and light fruity 
drinks also plays a part in 
which fl avours work well

TRENDS FLAVOURS
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