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Introduction 

 

The city of London can be assigned with many superlatives: first financial place 

in the world, largest city of the European Union in term of inhabitants, second most 

expensive property market in the world… But the real distinctive feature regarding 

London is its great cultural diversity. Indeed, with nearly 9 million inhabitants, London 

is one of the most cosmopolitan cities in the world. Currently, we tally about 270 ethnic 

groups and more than 300 different languages spoken in the city1. 

The Spanish community is not the biggest group of foreigners living in London, however, 

one can easily notice the presence of its culture while exploring the streets of London and 

it is especially more true concerning its food culture. In the last few years, Hispanic 

culture has been more and more fashionable and the number of restaurants offering 

Spanish food has increased dramatically. There is no doubt Spanish food and culture is a 

success in the city of London. Does this success go hand in hand with a success in Spanish 

wines?  

Created in the beginning of the 2000s, Indigo Wine, the company which gave me the 

opportunity to explore the British wine trade during a six months internship, made the 

most of the growing love for Spanish culture and the expansion of tapas restaurants to 

settle. When I joined the company, I was really surprised to see that about 60% of its 

portfolio was composed of Spanish wines. Actually, I was not expecting such a big 

interest for Spanish wines, especially as a French person. And here is the main point. 

Given its worldwide rewarded reputation, the French wine market has definitely no need 

to advertise itself, its historic know-how and the richness of its terroir being enough to 

sell.  

Meanwhile, Spanish winemakers made a lot of efforts to put Spanish wines in the 

spotlight. More and more producers are now devoted and focused on the improvement of 

the wine-making process with minimal intervention to let the quality of the terroir express 

itself. We can point out the same enthusiasm for raw materials in the food market. 

                                                           
1 FILOU Emilie, DRAGICEVICH Peter, FALLON Steve, HARPER Damian, L’essentiel de Londres, 

Lonely Planet, 2016, p. 225 
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Contrary to French wines for instance which are sometimes seen as elitist, Spanish wines 

appear to have a more popular and affordable image. One can not only find Spanish wines 

in Spain-specialised restaurants, but it also seems that the phenomenon extends to non-

specialised restaurants and retailers. 

Therefore, the main purpose of this work is to find out what are the opportunities for 

Spanish wines to find further growth in the London wine trade?  

The aim is to have an overview of the Spanish wine industry as well as the drinking habits 

of Londoners and the situation of the London wine trade. 

The eclectic London wine trade is the perfect place to find wines from every corner of the 

world because the city is part of a non-wine-producing country - or very tiny one at the 

international level - and also thanks to the cultural diversity, is open to many wines.  

This thesis will therefore try to be as focus on London as possible. Wine professionals 

will be interviewed in a second part in order to gain insights into the market, after having 

previously studied in a first part the British wine consumption and the distinctive features 

of Spain’s wine industry. The third and last part of this thesis will submit a survey to 

Londoners in order to evaluate their perception of Spanish wines and give future 

perspectives.  
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I – Understanding the presence of Spanish 

wines in London 

 

The objective of this first part is to measure the importance of the wine industry 

in the British society and the place Spanish wines are taking in it. The Spanish wine 

production and evolution will also be analysed.   

 

A – British wine market: high consumption and high 

importation  

 

A – 1: Facts and figures 

 

a. A large wine-consuming nation 

It is not unusual to notice British people drinking wine, whether it be in 

restaurants, in pubs or at home. In fact, just ask a British person if s/he loves wine, they 

will answer that everybody loves wine! And we can say it is true.  

According to a survey led in 2015 by the Wine and Spirit Trade Association (WSTA)1, 

wine is now the most popular alcohol drink among all others, with 60% of British adults 

choosing wine rather than any other type of alcohol. The United Kingdom, a long while 

identified as the nation of beer is now predominantly a wine-drinker country. 

Miles Beale, the Chief Executive of WSTA, commented the results of the research saying: 

“Our polling shows that regardless of the stereotypes, wine is now the nation’s favourite 

drink and is enjoyed by a majority of people across all ages, regions and social classes”. 

Wine is definitely no longer just for connoisseurs in the United Kingdom.  

                                                           
1 Results are available on WSTA website : http://www.wsta.co.uk/press/731-uk-becomes-a-nation-of-

wine-drinkers-as-wine-replaces-beer-as-our-drink-of-choice (accessed 07/02/17)  

http://www.wsta.co.uk/press/731-uk-becomes-a-nation-of-wine-drinkers-as-wine-replaces-beer-as-our-drink-of-choice
http://www.wsta.co.uk/press/731-uk-becomes-a-nation-of-wine-drinkers-as-wine-replaces-beer-as-our-drink-of-choice
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b.  A lively and important market  

The British wine market, composed of 30 million regular drinkers, is lively and 

distinguishable at an international scale. According to a study conducted in 2016 by the 

Foreign Agricultural Service of the United States Department of Agriculture (USDA)1, 

the United Kingdom was the sixth biggest wine consuming country in the world in 2014. 

The first consuming country is the United States, followed by France, Italy, Germany and 

China.   

However, one can observe since the last few decades – and not only in the United 

Kingdom but also as a global trend – a decrease in alcohol consumption due to changing 

lifestyles linked to a larger awareness of health related problems. Recent data from Her 

Majesty Revenue and Customs (HMRC) have shown that alcohol consumption per person 

has fallen by 18.4% between 2004 and 2013.  

Despite lower consumption, British consumers are expected to spend more and more 

money for a bottle of wine, choosing quality over quantity. According to The Daily Mail2, 

the country will spend about £11 billion on wine by 2018 (which is more than the French 

people) due to a boom in sales of Italian Prosecco and Spanish wines like Rioja.  

The British wine industry is definitely significant for the whole economy of the country, 

it generates £20 billion in economic activities, £3.2 billion in international trade and 

employs 270 000 people across the country3.  

 

A – 2: Country of origin of the wines 

 

Then, how the country is doing to satisfy the high consumption? The only way is 

through importation. Indeed, it’s a well-known fact that the United Kingdom is not a wine 

producer, or rather a very tiny one at the international level, mainly due to its unsuitable 

                                                           
1 Study available here: 

https://gain.fas.usda.gov/Recent%20GAIN%20Publications/UK%20Wine%20Market%20Report%20201

6_London_United%20Kingdom_2-19-2016.pdf (accessed 07/04/17) 
2 Daily Mail, SPILLETT Richard – “I'll drink to that! Britons set to spend more on wine than the French 

after developing taste for more expensive bottles” –  http://www.dailymail.co.uk/news/article-

2919659/Britons-set-spend-wine-French-developing-taste-expensive-bottles.html (accessed 07/04/17) 
3 According to WSTA’s handbook “WSTA 2016 Market Overview”, p.8 

https://gain.fas.usda.gov/Recent%20GAIN%20Publications/UK%20Wine%20Market%20Report%202016_London_United%20Kingdom_2-19-2016.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/UK%20Wine%20Market%20Report%202016_London_United%20Kingdom_2-19-2016.pdf
http://www.dailymail.co.uk/news/article-2919659/Britons-set-spend-wine-French-developing-taste-expensive-bottles.html
http://www.dailymail.co.uk/news/article-2919659/Britons-set-spend-wine-French-developing-taste-expensive-bottles.html
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climate. This is why 99% of the wine drunk in the United Kingdom is imported1. The 

country is the second largest wine importer by volume after Germany and the second 

larger importer by value after the United States. But, where do all these wines come from?  

According to a leaflet created by WSTA to understand the role of foreign countries in the 

British wine market after Brexit2, the majority (58%) of the wines consumed in the United 

Kingdom come from outside the European Union, the main countries of origin within this 

category being Australia, the United States, South Africa and Chile. Among the European 

wines drink by British consumers, the main country of origin is Italy (41%), followed by 

France (34%) and Spain (22%).  

 

a. Measure of the presence of Spanish wines in the United Kingdom 

After distinguishing an overview of the British wine market, we are now focusing on 

Spanish wines. We have previously pointed out that it represents 22% of Europeans wines 

consumed in the United Kingdom. For Spain, the United Kingdom is the second 

destination of its exportations in value and the fifth in volume3. This could be enlarged in 

a near future because of the increasing popularity of Spanish restaurants throughout the 

country. Does it go hand in hand with an increase in Spanish wines imports? 

Between 2014 and 2015, British imports of Spanish wines have grown by 4.95%, from 

about 135 million to 141 million litres. A striking element is that, unlike France or 

Germany, the United Kingdom has a higher percentage of import share in value than in 

volume: in 2015, the country represented 12.8% of the Spanish export share in value and 

6.5% in volume4, while France represented 9.7% of export share in value and 24% in 

volume. Those figures mean that Spain sold wines of better quality which are traded at 

higher prices to the United Kingdom than to France. It can be explained by the fact that a 

lot of French winemakers buy in bulk wine to Spain to make their own one. The United 

                                                           
1 Ibid, p.9 
2 WSTA, “Brexit: the road ahead for the wine and spirit industry”, p.6 
3 According to a study led by the economic and commercial office of the Spanish embassy in London 

(Oficina Económica y Comercial de la Embajada de España en Londres)  
4 Sud de France  http://www.suddefrance-developpement.com/fr/fiches-pays/espagne/vin/production-de-

vin-et-exportations.html (accessed 26/03/17) 

http://www.suddefrance-developpement.com/fr/fiches-pays/espagne/vin/production-de-vin-et-exportations.html
http://www.suddefrance-developpement.com/fr/fiches-pays/espagne/vin/production-de-vin-et-exportations.html
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Kingdom is the country that breaks the rule because Spanish wines are in general sold at 

very cheap prices.  

Added to that and according to The Telegraph1, British people are, in a near future, going 

to spend more money on Spanish wines rather than on French wines. Using figures from 

WSTA, the journal observes that imports of French wines shrank by 13% during the last 

five years, while the volume of Spanish wines consumed has risen by more than a quarter.  

This increase of imports can be explained by the love of British people for wines from 

Rioja region. We can read in the same article that: “more than 36,000,000 litres of Rioja 

were exported to Britain last year, nearly twice as much as to Germany, the country with 

the next highest demand”. The United Kingdom is the first export market for Rioja region 

with 33% of all its exports heading to the country2. Is the love for the most known Spanish 

wine-making region the only reason which explain the rise in consumption of Spanish 

wines in the United Kingdom?  

 

b. A boom of Spanish culture? 

It seems that the whole Spanish culture is appealing to the Britons, not only the 

wine sector. It must also be said that Spain is successful on many aspects since the last 

few decades. Firstly, its film making industry. Several Spanish actors or film directors are 

internationally renowned, like Penelope Cruz, Javier Bardem or Pedro Almodóvar who 

all received Oscars. On sports side, Spain is famous thanks to celebrities like the tennis 

player Rafael Nadal or successful football clubs like the Real Madrid and the Barcelona 

Football Club. Those celebrities are making British people fully aware of the cultural 

diversity Spain has to offer. Besides, Spain is the favourite holiday destination for British 

people. In 2016, 13 million of them went to Spain to enjoy their holidays3.  

                                                           
1 The Telegraph, ROWLEY Tom - “Sacre bleu! Rioja boom will see Spanish wine outsell French rivals” - 

http://www.telegraph.co.uk/news/newstopics/howaboutthat/11416300/Sacre-bleu-Rioja-boom-will-see-

Spanish-wine-outsell-French-rivals.html (accessed 26/03/17) 
2 JANE EVENS Sarah, “The Great Rioja Report”, Harpers, October 2016, p.34 
3The Guardian, DUCAN Pamela - “Where do Brits go on holiday, and who comes on holiday to Britain?” 

-https://www.theguardian.com/travel/datablog/2016/jul/30/where-do-brits-go-on-holiday (accessed 

19/02/17) 

http://www.telegraph.co.uk/news/newstopics/howaboutthat/11416300/Sacre-bleu-Rioja-boom-will-see-Spanish-wine-outsell-French-rivals.html
http://www.telegraph.co.uk/news/newstopics/howaboutthat/11416300/Sacre-bleu-Rioja-boom-will-see-Spanish-wine-outsell-French-rivals.html
https://www.theguardian.com/travel/datablog/2016/jul/30/where-do-brits-go-on-holiday
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When back to reality, British people continue to enjoy Spanish food and drinks that they 

easily can find in supermarkets, retailers and restaurants. This is especially more true 

regarding the city of London, where the number of tapas restaurants has increased 

dramatically since the beginning of the century. The 2008 economic crisis which severely 

affected Spanish economy has been a key element for young Spaniard to leave their 

country and settle in the United Kingdom, where the unemployment rate is far less 

important than in their home country. As a result, Spanish people are nowadays living 

and bringing their culture and way of life to the country of fish and chips. The upsurge 

for Spanish wines is definitely real like two wine experts confirmed: 

 

 Guy Woodward, editor of Decanter wine magazine, said: "Spain in general is 

quite fashionable at the moment. There are a lot of very well-regarded Spanish 

and tapas restaurants in London.” 

 Jo Ahearne, a winemaker for Mark & Spencer supermarket, said: "There's a 

heightened interest with Hispanic culture and food. The British have always had 

a love affair with Spain but now the Spanish are having a love affair with Britain, 

with young Spaniards coming over and opening new restaurants to make their 

mark on the UK, and doing it in an authentic way.”1 

 

Spanish wines definitely have an increasing coverage in the United Kingdom. At this 

point, we have highlighted that Spanish tapas restaurants are successful. Could Spanish 

wines find further growth outside those specialised restaurants? Looking at the popularity 

of Rioja region as well as the Spanish culture it could be.  

Yet, is it just the fact that Spain has become fashion or is its wines which are evolving 

and appealing to a growing number of people? It sounds now obvious to study the 

characteristics of Spain’s wine industry to understand why its exports toward the United 

Kingdom are increasing.  

 

                                                           
1 Quotes taken from Evening Standard http://www.standard.co.uk/news/britain-raises-a-glass-to-spanish-

success-6429414.html  

http://www.standard.co.uk/news/britain-raises-a-glass-to-spanish-success-6429414.html
http://www.standard.co.uk/news/britain-raises-a-glass-to-spanish-success-6429414.html
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B – Overview of the Spanish wine industry   

 

B – 1: Analysis of Spanish wine production   

 

a. Agricultural characteristics  

Spain knowledge in wine is not a brand new thing. Vine-growing has been brought 

along by Phoenicians, Greeks and Carthaginians during IX century before Christ. Yet, 

it’s not before the second part of the XIX century that vine-growing is widely developed 

and starts to emerge in the country’s culture1. Today, Spain is a major player on 

international wine scene. It has the largest vineyard area in the world - 1.021.000 hectares 

- which represents 13.5% of global area2. Nonetheless, because of its dry and hot climate 

and mountainous geography, the country is surprisingly ranked third in terms of wine 

volume produced, behind France and Italy3. An exception has been made in 2013, when 

Spain outstripped France and Italy thanks to a combination of high rainfall and high 

amounts of sunshine which allowed historical harvests.  

Despite climatic variations over the years, Spain always succeed to meet the need of its 

population. Indeed, opposed to the United Kingdom, Spain’s population is keener on 

beers than wines. In 2015, production was three times higher to national consumption 

(1000 million litres has been consumed while 3720 million litres has been produced)4. 

Therefore, a huge part of the national production is heading to overseas markets and the 

country is today the biggest wine exporter of the world (France and Italy have stronger 

internal demand) in volume and the third in value5.  

 

                                                           
1 Institut Français de la Vigne et du Vin  https://www.vignevin-sudouest.com/publications/voyage-

etude/voyage-espagne.php (accessed 28/05/17) 
2 International Organisation of Vine and Wine http://www.oiv.int/fr/bases-de-donnees-et-

statistiques/statistiques (accessed 28/05/17) 
3 BEAUMARD Eric, Le vin pour les nuls (Paris, First-Gründ, 2012), p. 310 
4 Sud de France http://www.suddefrance-developpement.com/fr/fiches-pays/espagne/vin/production-de-

vin-et-exportations.html (accessed 04/04/17) 
5  International Organisation of Vine and Wine - http://www.oiv.int/public/medias/5029/world-

vitiviniculture-situation-2016.pdf (accessed 23/03/17) 

https://www.vignevin-sudouest.com/publications/voyage-etude/voyage-espagne.php
https://www.vignevin-sudouest.com/publications/voyage-etude/voyage-espagne.php
http://www.oiv.int/fr/bases-de-donnees-et-statistiques/statistiques
http://www.oiv.int/fr/bases-de-donnees-et-statistiques/statistiques
http://www.suddefrance-developpement.com/fr/fiches-pays/espagne/vin/production-de-vin-et-exportations.html
http://www.suddefrance-developpement.com/fr/fiches-pays/espagne/vin/production-de-vin-et-exportations.html
http://www.oiv.int/public/medias/5029/world-vitiviniculture-situation-2016.pdf
http://www.oiv.int/public/medias/5029/world-vitiviniculture-situation-2016.pdf
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B – 2: Its strengths  

 

Spanish wine landscape is vast and diversified. It benefits from several wine-making 

advantages and tools which help it being a major player worldwide. Among those we can 

find: 

 Entire territory dedicated to viticulture 

First and foremost, Spain is able to produce such high quantities of wines because 

vineyards are located in every region of the country, including the Canary Islands and 

Balearic Islands. Nevertheless, 86% of winemaking areas are to be found along the rivers 

Duero and Ebro. It is in this southern part of Spain that the biggest concentration of 

vineyard region (580 000 hectares), Castilla La Mancha is located1.  

Such an extent of wine-making areas needed to be regulated in order to be able to 

distinguish levels of quality. Consequently, the government passed a law in 1933 which 

created a Consejo Regulador (Regulator Council), able to grant designations of origin, at 

this time only for Rioja region and Jerez. In 1970, when is created INDO (Instituto 

Nacional de Denominación de Origen) other designations of origin appeared and the 

sector started to be much more regulated, rising the general quality of every wine 

produced in Spain. From the less important appellations to the most important ones we 

can find: Vinos de Mesa (Table wines) > Vinos de la Tierra > Denominación de Origen 

(Denomination of Origin) > Denominación de Origen Cualificada (Qualified 

Denomination of Origin) > Vino de Pago (Single Estate Wine)2. 

 

 Rich diversity of grape varieties and type of wines   

All those regions are making wines of different style, because there is not a single 

climate in Spain. From the very green northwest part of Spain to the very dry Andalucía 

region, oceanic, continental and Mediterranean climates can be found in Spain which 

allows the country to grow different kind a grapes. Therefore, we can find in Spain a rich 

diversity of international grapes like Cabernet Sauvignon and Syrah but indigenous grape 

                                                           
1 CLARKE Oz, Atlas Hachette des vins du monde, Hachette Livre 1995, p. 184 
2 Ibid, p. 185 
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varieties are the most widely planted (Airen for white varities and Tempranillo for red 

grape varieties1). In addition, Spain is able to produce every style and type of wines: still 

wines, sparkling wines, and famous sherry wines. There is something to suit all tastes! 

 

 Winemakers and winemaking 

Not only the country enjoys the wealth of its terroir, but there are also winemakers 

devoted to enhance Spanish wines. A long time under the influence of French 

winemakers, they now express their own knowledge. Like Jancis Robinson, a famous 

British wine critic said2: “Wine producers in today’s Spain are well trained, well-

travelled and sophisticated, unlike previous generations who had been isolated […] 

Those who make them are no longer trying to make Spanish copies of internationally 

recognised French classics, but are turning out an excitingly varied range of distinctively 

Spanish wines”.  

They all contribute to improve or make known the reputation of winemaking regions, not 

only Rioja, already famous for its red wines and also to be the only one with Priorat to 

benefit from the appellation Denominación de Origen Cualificada, but also lesser known 

regions like Penedès, Navarra, Rueda and Rias Baixas which all have assets and are to 

watch. 

 Increase in productivity  

Furthermore, there has been an increase in technical support to encourage 

productivity. For instance, it translated in replacing hand harvest by mechanical harvest 

or uprooting oldest vines. The latter has been done due to a 2006 reform from the 

Commune Organisation of agricultural Market, organisation part of the Common 

Agricultural Policy3, aimed at boosting competitiveness of the European agricultural 

sector. Spain has been the most hit country by this objective and had to pull up about 

94 000 hectares, that being 9% of its whole vine area4.  

                                                           
1 CLARKE Oz, Atlas Hachette des vins du monde, Hachette Livre 1995, p. 184 
2 ROBINSON Jancis, “Spain rediscovers its fruits of the vine”, Financial Times, 11/02/2006, p.6 
3 See lexicon p. 41 
4 La Revue des Vins Français - http://www.larvf.com/,vins-reforme-ocm-programme-d-arrachage-union-

europeenne-vignes-arrachees-vignoble-europeen,13180,4241303.asp (accessed 30/04/17) 

http://www.larvf.com/,vins-reforme-ocm-programme-d-arrachage-union-europeenne-vignes-arrachees-vignoble-europeen,13180,4241303.asp
http://www.larvf.com/,vins-reforme-ocm-programme-d-arrachage-union-europeenne-vignes-arrachees-vignoble-europeen,13180,4241303.asp
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Also, the whole Spanish wine industry has benefited from the entry in the European 

Economic Community in 19861 and succeed in modernising the production thanks to 

financial assistance.  

On top of that, another technical support offered to Spanish winemakers, this time at a 

national level, was irrigation. Legal in Spain since 1996, it has been widely used since 

2000s. Today irrigation is much more controlled and limited, especially in DO 

(Dominación de Origen) regions. Also, irrigation remains expensive and about 21% of 

vineyard areas in Spain are irrigated2. 

 

B – 3: Its weaknesses  

 

Of course, this modernisation goes hand in hand with an increase in quality but 

the image of Spanish wines does not seem to change. Indeed, Spanish wines are often 

seen as poor quality wines and are therefore sold at very cheap prices (the only exception 

is the United Kingdom that buys expensive wines because it does not make its own with 

it, unlike French winemakers). This is the main weakness of the Spanish wine industry: 

whereas its exports are rising, revenues are constantly failing. In average, Spanish 

vintages are sold less than a third compared to its French counterparts.3 According to a 

report conducted by the Spanish Wine Market Observatory, in 2015 Spain exported 2.4 

billion litres of wines clearing 2.8 billion of dollars while France exported less wine (2 

billion litres) but made 9 billion dollars profits.  

Spain is making so low revenues from its wine production because a high part (55%4) is 

sold in bulk to other producers, mainly French winemakers, who will blend Spanish wine 

with other one, bottle it and then sell it as a French wine without any mention of its origin. 

                                                           
1 HUETZ Alain, Les Vins d’Espagne, (Presses Universitaires de Bordeaux, 2009), p.168  
2France Agrimer http://www.franceagrimer.fr/file/SYNTHESE%20FILIERE%20ESPAGNE.pdf 

(accessed 30/04/17) 
3 The Independent, DAWBER Alister - “Spanish wine: the most popular on the planet despite fetching less 

than a third of the price of French vintages” -  http://www.independent.co.uk/life-style/food-and-

drink/news/spanish-wine-the-most-popular-on-the-planet-despite-fetching-less-than-a-third-of-the-price-

of-a6905671.html (30/04/17) 
4 The Local, JONES JESSICA – “Spain outstrips France and Italy in wine 

exports”  https://www.thelocal.es/20150303/spain-is-worlds-biggest-wine-exporter (03/05/17) 

http://www.franceagrimer.fr/file/SYNTHESE%20FILIERE%20ESPAGNE.pdf
http://www.independent.co.uk/life-style/food-and-drink/news/spanish-wine-the-most-popular-on-the-planet-despite-fetching-less-than-a-third-of-the-price-of-a6905671.html
http://www.independent.co.uk/life-style/food-and-drink/news/spanish-wine-the-most-popular-on-the-planet-despite-fetching-less-than-a-third-of-the-price-of-a6905671.html
http://www.independent.co.uk/life-style/food-and-drink/news/spanish-wine-the-most-popular-on-the-planet-despite-fetching-less-than-a-third-of-the-price-of-a6905671.html
https://www.thelocal.es/20150303/spain-is-worlds-biggest-wine-exporter
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It is a real issue: because Spanish wines are sold at a very low rate, it is often less 

expensive for French winemakers to buy it in bulk, blend it and sell it than growing their 

grapes themselves. Because Spain is producing so high quantity of wine and also because 

its inhabitants are not big wine consumers, the country has no other choice than to export 

it quickly to make some space in the wineries for the next harvest.  

Actually, it does not mean that Spanish wines are bad wines, it is all about reputation. As 

previously studied, Spanish wine industry has many strengths and is able to produce high 

quality wines. While the vineyard landscape has changed in Spain and money and work 

have been invested to enhance the quality, the reputation has not completely changed and 

it can sometimes still be seen as a country producing only cheap red wines.  

Without a doubt, Spain makes good wine but it sells it at a price of a poor quality wine. 

It can be assigned to the fact that Spain has less experience than France and Italy because 

it entered the international market quite recently (see previous chapter) and it lacks good 

salespeople to promote the reputation worldwide.  

Rafael Del Rey, head of OEMV, sums up the situation with the sentence: “It is much 

easier to sit in your office and wait for a French agent to come to you with an order, than 

to go knocking on doors in Singapore.1” Juan Park, research director at Wine Intelligence 

also agrees and says: “Spain says it has quality wine, yet it sells at €0.40. If it wants to be 

quality, it needs to make decisions”.  

Indeed, to stop the image of Spain producing bad wines, decisions need to be made and 

one that is often said among experts is to reduce the harvest to sell less wine but at higher 

prices. Also, Spanish wine industry can focus on non-producing countries like the United 

Kingdom rather than France or Italy to sell its wines, simply because margins are higher.  

 

 

 

 

                                                           
1 El Pais, CARBAJOSA Ana, “Is your French wine made in Spain?” 

http://elpais.com/elpais/2015/04/16/inenglish/1429189762_511844.html (12/02/17) 

http://elpais.com/elpais/2015/04/16/inenglish/1429189762_511844.html
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II – Coverage of Spanish wines in the London 

wine trade  

 

The second part of this thesis is aimed at studying the importance of Spanish wines 

in London and getting closer to the market thanks to interviews with wine suppliers that 

will analyse if the London wine trade is ready to enjoy more Spanish wines coming from 

lesser known regions or if the success of Spanish wines is only related to the boom and 

trend of tapas restaurants.  

 

A – Spanish wines in London  

 

A – 1: A growing engagement from London’s wine professionals.  

 

a. Spanish wines events  

First of all, one can easily notice that in the city of London, many wine professionals 

are aware of the quality that Spanish wines have to offer and are dedicated to promote it. 

Quite recently, there has been a growing engagement with events created to enhance the 

reputation of Spanish wines. Among those, the Wine From Spain annual tasting can be 

highlighted, it gathers about 60 producers and importers. Spanish wines are also widely 

represented at major annual wine tasting events like the London Wine Fair, the Real Wine 

Fair or the Row Wine Fair. Wine competitions are also held in London and it helps 

increasing Spanish wines’ coverage. 

b. Viñateros  

Let’s now focus on a major event that took place in London in February 2017 called 

Viñateros (winegrowers in Spanish). Major in the sense that it is unique in its kind 

because it gathered 50 winemakers from every corner of Spain who poured about 300 

wines to 500 trade visitors -  sommeliers, retailers, wholesalers, press, wine educators.  
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This one-day event, led by Indigo Wine with the help of 6 others importers (Alliance 

Wines, FMV, Les Caves de Pyrene, New Generation Wines, Carte Blanche Wines and 

Dynamic Wines) was inspired by the “Manifiesto Club Matador”. The latter has been 

signed by 150 Spanish wine’s professionals (winegrowers, journalists and retailers) to 

promote terroir-driven wines and revoke the limits of the regulation system. For them: 

“The Spanish appellation system has been oblivious to soil differentiation and levels of 

quality. Efforts have been aimed at turning our vineyards into the world’s biggest, not the 

best. Deep changes are needed to boost our wine heritage1”. All brought together with 

the same objective, they promoted in London a sense of place. Three masterclasses 

begging substantial questions were held: 

- Back to the land: how the new generation in Spanish wines are rewriting the 

rules. 

- Does terroir matter in Spain? How Spanish DOs are adapting to an increasing 

demand for wines with a sense of place. 

- Cool wines from warm climates: What growers are doing to achieve freshness 

in Spain’s hot regions? 

This kind of events is a great help to change the image of Spanish wines being only cheap 

wines and about Rioja. 

 

A – 2: A Spanish wine revolution?   

 

a. Raise of awareness and challenges ahead 

Can we talk about a Spanish wine revolution? Judging by the success Viñateros 

event had, we could say so. Spanish wines (and not only from Rioja) are gaining presence 

into wine lists and many businesses are devoted to promote it even if many of them think 

there is still a lot of work to do to make people aware of the great diversity Spain has to 

offer.  

                                                           
1 Full Manifesto can be read on Spanish Wine Lover : http://www.spanishwinelover.com/learn-155-a-

manifesto-in-favour-of-spains-unique-vineyards (accessed 12/02/17)  

http://www.spanishwinelover.com/learn-155-a-manifesto-in-favour-of-spains-unique-vineyards
http://www.spanishwinelover.com/learn-155-a-manifesto-in-favour-of-spains-unique-vineyards
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Wines from Rioja are so highly produced that every wine drinker is aware of it but are 

not looking for anything else to drink. Ben Henshaw, Managing Director of Indigo Wine, 

the company commonly seen as the largest importer and distributor of Spanish wines in 

the United Kingdom said during Viñateros:  

 “Knowledge of Spain’s grapes and regions is increasing and specialist importers like us 

have to work hard to help our consumers with that. Clearly for your typical wine drinker 

Rioja, Sherry and Cava act almost like brands, but that’s the same with many countries 

and interest in other Spanish regions is certainly growing. Spain has been a big success 

story in the UK over the last decade, but there is still a ceiling as to what people are 

prepared to spend on Spanish wines before they look to the more classic regions of France 

and Italy. Luckily Spain offers unrivalled value for money in my opinion.”  

Despite growing interest for other Spanish wine regions, there is still a lot of work to do 

and one of the challenge is to spread out more diverse Spanish wines as the Spanish wine 

journalist Amaya Cervera who took part in Viñateros said during an interview before the 

event: “We’ve seen that Spanish wines are usually limited to restaurants which specialise 

in Spanish food and wine. The great challenge now is to go beyond and to compete on 

equal terms with other exciting artisan wines from other countries. I hope that initiatives 

like Viñateros can help, but clearly more tastings and events will be necessary to spread 

the word about the wines”1.  

In order to see if Spanish wines can extend to non-Spanish specialised restaurants, the 

next parts of this thesis will focus on meeting Londoners wine actors, that is to say 

businesses and consumers to gain better insight into the penetration of Spanish wines in 

the market.  

 

 

 

 

                                                           
1 Interview can be found on The Real Wine Fair website: http://therealwinefair.com/chatting-with-amaya-

cervera/ (accessed 05/03/17) 

http://therealwinefair.com/chatting-with-amaya-cervera/
http://therealwinefair.com/chatting-with-amaya-cervera/
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B – Interviews with London wine professionals.   

 

London wine professionals, that is to say people responsible for buying wines and 

creating wine lists (importers, sommeliers, wine buyers…) are important actors of the 

wine trade, they reflect changes in viticulture and help consumers know about new wines. 

Interviews carried out with them help to find out which advantages they have dealing 

with Spanish wines and detecting future trends and changes in the London market.  

Regarding the methodology, two interviews were conducted for each sectors – the on-

trade and off-trade market. The objective is to obtain general overviews and feelings, this 

is why a qualitative approach has been preferred to a quantitative one. Questions have 

been slightly changed for each interviews and it has been conducted more as a 

conversation than a Questions & Answers session.   

 

B – 1: The on-trade market 

 

In 2016, in the British on-trade market, which refers to hotels, bars and restaurants, 

wine valued £4.2 billion in sales, it represents 14% of the whole alcohol industry for this 

market1. I have been to Camino, a restaurant specialised in Spanish food and Open House, 

a group of non-specialised restaurants. Below are re-transcriptions of their general 

opinions on the most important questions asked and important figures. 

Both agreed to say that Spanish wines are successful in their restaurants. To the question 

if they noticed an increase in sales or in demand for Spanish wines, they replied: 

CAMINO: “Sales have risen hugely since we first began. However, I’ve also seen an 

increasingly knowledge and confidence for wines from Spain generally in London and 

the country as whole. Rioja is the driving force unsurprisingly with cava2 too, but people 

are starting to gain confidence to buy wines from other regions.” 

                                                           
1 WSTA, “2016 Market Overview”, p.4 http://www.wsta.co.uk/images/Research/Market-

Reports/2016MarketOverview.pdf  
2 See lexicon p. 41 

http://www.wsta.co.uk/images/Research/Market-Reports/2016MarketOverview.pdf
http://www.wsta.co.uk/images/Research/Market-Reports/2016MarketOverview.pdf
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OPEN HOUSE: “I think that the on trade works so wonderfully for Spain because people 

have been to the wine regions we sell. Spain is doing really well on the mid to low price 

points and will continue to grow.”  

CAMINO has been even more optimistic saying that Spanish wines will be more present 

in wine lists in a near future: “They will become more popular on wine lists. For example, 

many people in this country associate Spanish wine with red wines, particularly of course 

Rioja. But as Rioja has produced so many different styles at a broad range of price points 

from entry level upwards and high quality for the money (especially at the top end), 

people have started to look outwards to other quality regions (the obvious regions being 

Ribera del Duero and Priorat), and other grape varieties beyond Tempranillo – which is 

now firmly a recognised grape variety”. 

About the penetration and success of Spanish wines in London, CAMINO thinks that it 

is now widely established: “It’s getting better all the time. So many wine suppliers now 

have a great selection of Spanish wines which was certainly not always the case. This is 

partly due to the public demand for them, which in turn has been encouraged by the 

spectacular growth of gastronomy in the major cities in Spain. If you’ve got great food, 

you need great wines to match, and Spain can definitely provide! It helps that there are 

an increasing number of quality Spanish tapas bar/restaurants in London now that 

compete for a quality food experience very well with those from other countries”. 

However, OPEN HOUSE thinks that there is still some room for growth: “It is going to 

be interesting to see how the super-premium will get recognition. There is a significant 

amount of growth potential with quality cava as well but there is a lack of understanding 

on how cava is made. There is a respect for Spanish winemaking overall.” 

CAMINO has the same point of view and encourage people to taste other wines:  “Whilst 

Rioja is an easy sell and ridiculously popular, we encourage people to try wines from 

different regions too, by doing a good number by the glass, and also having a wine of the 

week – opening up wines on the list usually just sold by the bottle.” 

Despite a lack of understanding of other wine regions, OPEN HOUSE is confident on the 

ability of the British market to enjoy more Spanish wines coming from lesser known 

regions: “For sure! I think about the amount of people going on holidays in Spain where 
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they can buy a local wine for €6 and say: “it’s really amazing! Why won’t we buy similar 

wines in the UK?” 

Even if they are optimistic about a wider recognition of other wine regions, OPEN 

HOUSE sees some limits: “The on-trade will always be happy to search for something 

new, unusual, a discovery but only the on-trade because we have the luxury of having 

buying power behind us and if it does not work it does not work but you can at least try 

taking 6 bottles and see how it works. Whereas a supermarket that order 40 000 to see 

how it goes it does not really work.” 

Interviews offer valuable insights into the London wine trade. However, one can see some 

opinion divergences. The below table, by comparing figures respondents gave to me will 

help to say if the success is real thanks to the study of the Spanish wine representation. 

 

 Camino Open House 

Style of restaurant  Authentic Spanish tapas restaurant Classic restaurant with high-quality food and 

fine wines. 

People met  Richard Bigg, Founder and Managing 

Director  

Ali Finch and Marc Andrea Levy, Assistant 

Beverage Manager and Beverage Director  

Number of restaurants  The fifth Camino branch will open in 

October and others will open out of 

London in the future.  

The group has 3 restaurants: The Lighterman, 

The Larder, Percy & Founders 

Percentage of Spanish 

wines over the list 

100% Less than 10% 

Cheapest bottle House wine at £19.50  Bodegas Ossian “Quintaluna” from Rueda at 

£27. The group sold 2008 bottles between July 

2016 and July 2017. 

Most expensive bottle  Bodegas y Viñedos Alión from Ribera 

del Duero £85 

Vega Sicilia, “Valbuena” from Ribera Del 

Duero 2004 at £220. The group sold 1 bottle 

between July 2016 and July 2017. 

Biggest sale n/a Bodegas Las Orcas, “Decenio Blanco”, at 

£30. The group sold 2528 bottles between July 

2016 and July 2017.  

Average spend £26 n/a 
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Main advantage to sell 

Spanish wines 

Great diversity and good value for 

money 

British tourism going on holidays in Spain 

Main barrier to further 

Spanish wine sales 

People not trying other wine regions  Lack of wider availability and understanding 

about the diversity that is available 

 

 

B – 2: The off-trade market 

 

In 2016 in the British off-trade market, which refers to retailers and supermarkets, 

wine valued £5.3 billion in sales, it represents 34% of the whole alcohol industry for this 

market1. I have been to Handford Wines which is a premium shop and Bottle Apostle, a 

network of five general retailer shops. Both shops have always been selling Spanish wines 

but at the beginning just from Rioja region, it has then spread out little by little to other 

regions. To the question “Are you willing to increase the amount of Spanish wines 

coverage on your retail list?” they answered: 

BOTTLE APOSTLE: “Yes absolutely! If we find the right wine, the right quality and 

more importantly value, then yes we will definitely”.  

HANDFORD WINES:  “We are looking to increase the volume of some of our lines but 

it’s quite difficult for some regions that have small allocations. It’s difficult outside of 

Rioja to get volumes” 

To the question: “Did you noticed an increase in sales for Spanish wines quite recently?” 

Both shops said they did not particularly spot any increases, but for BOTTLE APOSTLE, 

there is a “slowly increasing demand for Cava, a general interest in Spain and an 

increasing demand for Albarino variety”. Added to that, they both agree to say that the 

North of Spain is easier to sell: 

                                                           
1 WSTA, “2016 Market Overview”, p.5 - http://www.wsta.co.uk/images/Research/Market-

Reports/2016MarketOverview.pdf 

http://www.wsta.co.uk/images/Research/Market-Reports/2016MarketOverview.pdf
http://www.wsta.co.uk/images/Research/Market-Reports/2016MarketOverview.pdf
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BOTTLE APOSTLE: “It is easy for us to sell almost anything from the North of Spain 

because London is quite affected by the restaurant market but also where British tourist 

go and there is a lot of cheap flights towards the North of Spain.” 

HANDFORD WINES: “The demand is growing for more interesting cooler climate styles 

like Mencía, Bierzo, Ribera Sacra, and Tenerife. Those regions are today much easier to 

sell but it has taken probably 8 or 10 years for people to know what it is.” 

BOTTLE APOSTLE agreed on the time it took: “People are less asking for Rioja. If you 

went back 5/8 years there were only classic styles from Rioja. People now seem to be 

going for fresher styles.” 

For them, Spanish wine industry has challenges to face like HANDFORD WINES said: 

“Keep the image of quality at an affordable price. People are not prepared to pay £100 

for unknown wine, its quality and how it is made, it’s still pretty much Rioja, Priorat and 

Ribera Del Duero that might slightly extend to Tenerife, Bierzo and Ribera Sacra but no 

really in significant volume.” 

BOTTLE APOSTLE: “It’s difficult to find inexpensive Spanish white wines compared to 

France or Italy.”  

To the question: “Do you think the British market is ready to enjoy more Spanish wines 

from lesser known regions?” both shops agree that British consumers are already ready: 

HANDFORD WINES: “Yes, it’s whether those regions can offer enough quality and 

quantity to grow those regions as brands which is questionable. There is opportunities to 

make good wines but stylistically they will have to evolve to more sophisticated styles 

before people would be willing to spend a lot of money on them.”For BOTTLE 

APOSTLE: “It is already happening, for some regions it’s not that easy but it is going to 

get easier. For a company like Bottle Apostle, to a large degree we can persuade people 

to buy things, this can be difficult in a restaurant unless you have waiter staff 

understanding what they are talking about. Perhaps outside of London there might be 

stronger market for the more classic Spanish wines, trends are starting in London and 

then with the time it spreads to the other parts of the country.” 

Incidentally about the London market, HANDFORD WINES’s opinion is: “London is a 

turning market, and probably categories like sherry or premium Rioja, Ribera Del Duero 
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and smaller boutique wines will be most of them sold in London. Single vineyard, old 

vines and every esoteric wine will always be sold in London.” BOTTLE APOSTLE’s one 

is: “There is such a concentration of specialist importers based in London that if there is 

something new and interesting thing in the UK there is high chance it is going to be here 

first.” 

 

 Handford Wines Bottle Apostle  

Date of foundation 1989 2009 

People met Greg Sherwood, Senior Buyer  Christopher Sherwood, Wine Buyer 

Style of shop Independent premium retailer  Independent general retailer  

Entry level price for the 

shop 

£15  From £8 to £12 

Average spend £18 to £25 £14.80 
   

Number of Spanish wines 

out of the average spend 

At least 50 to 60 lines  A lot, it’s a key price area for London and 

a wealthy market. 

Place Spain occupies in the 

shop 

Third neck and neck with South 

Africa, after France and Italy 

Fourth, after France, Portugal and Italy 

Proportion of Spain from 

total turnover  

About 15% 8.5% 

Biggest selling Spanish wine 

price point 

From £15 to £35 Spanish wines are pretty premiums: 

£16 to £20 

Cheapest bottle Ontanon 2015 Ecologico from Rioja 

at £10.99 

A red wine at £7.50 

Most expensive bottle  Marqués de Murrieta Castillo Ygay 

Blanco at £499 

n/a 

Colour of Spanish wines 

shown in shop  

80% are reds 

20% are whites 

50% are reds 

50% are whites 

Advantages to bigger sales A lot of different offerings, styles 

and price points.  

 

Climatically the vintages are pretty 

constant and the quality is fairly 

good from everywhere 

The wine is getting more interesting with 

smaller productions growing and people 

seem to be realising the quality they have 

in their vineyards.  
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You can get good young wines or 

you can get good great mature 

drinking wines even at a cheap price 

because of the winemaking history. 

  

There is a lot of talent and 

opportunities so the big names will 

get more expensive. 

High quality, a wide range of regional 

styles, value, the consistency of production 

and quality, and the strong Spanish food 

culture and restaurant market in the UK. 

 

There aren’t many countries that rival 

Spain for the differences in regional style, 

climate, and very distinct grape varieties. 

It’s a mature market 

Barriers to further growth The cost of farming: interesting 

wines can come from difficult 

terroirs. 

 

Keep the wines quality high and still 

affordable to abroad price points.  

Difficulty for people to understand the 

regional differences because of lesser 

tourism in inner Spain compared to Coastal 

Spain 

 

 

 

To sum up, we can definitely assure that Spanish wines benefit from a great 

coverage in both the on-trade and off-trade market and that they are successful thanks to 

tourism and tapas restaurants.  

Spanish wines represent at least 8.5% of their turnover, which is quite a good score 

considering French wines often occupy the majority of turnover. The average spend on a 

bottle is situated between £15 and £30 which is relatively entry level for a market as 

wealthy as the London one. Spanish wines can be really expensive (£499 at Handford 

Wines) but there is less consumers at this price point.  

They all agree that Rioja is the driving force but that it is time to step away from this 

region, even if they appreciate that it is a slow process. Any wines from the North of 

Spain is an easy sell but wines with mid to premium price points struggle to gain 

recognition because of a huge lack of understanding.  

Indeed, for consumers Spanish wines are always cheap wines and are as a result not 

willing to pay more than they are used to. Consequently, the biggest challenge for Spain 

is to keep the wine quality high but with affordable prices out of fear of losing market 
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shares and not find further growth. Otherwise, a solution is to be found in helping people 

getting more education on Spanish wine regions, so they will be disposed to pay more for 

a known wine. In this objective, some retailers organise themed wine tastings for their 

customers. They open a range of bottles from the city or the region of the theme and make 

people discover and learn about a wine, a region and a country.   
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III – Perception of Londoners consumers on 

Spanish wines and future perspectives 

 

This last part of the thesis has for objective to study the drinking habits of Londoners 

to see if the relative success described earlier by retailers can last in a near future and 

above all if it can find further growth, asking them directly about their perception on 

Spanish wines thanks to an online survey.  

 

A – Drinking habits of Londoners 

 

A – 1: Drinking regularity and spending  

 

Before getting closer to consumers, let’s start with basic data on their drinking 

habits. To begin with, Londoners drink less alcohol than in other parts of the United 

Kingdom. According to a survey led by the Office for National Statistics (ONS), 51% of 

Londoners interviewed drunk the previous week. This percentage rises to 70.1% for the 

South West, the part of the United Kingdom where people drink the most. Even if they 

drink less regularly than other British people, Londoners are the biggest spenders of the 

country. Indeed, only 12% of Londoners spend less than £5 for a bottle of wine, compared 

with 41% for West Midlands inhabitants1. In a nutshell, despite lowest alcohol levels 

consumed that can be explained by the social disparities, London market is significant 

and every consumer must be taken into account.   

 

 

 

                                                           
1 “Brits do like a bottle of vino but not enough to pay more than £6”, The Observer, 06/04/2014, p.6 
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A – 2: Consumption discrepancies among segments  

 

One group of customers, called Millennials1 is to be taken carefully into account. 

According to The Drink Business, this category (that represents around 14% of the UK 

population2) is driving up the UK wine trade and spend almost a third on the total wine 

sold in the UK while people in their ’40s, ’50s and ‘60s (known as Generation X and 

Baby Boomers) are spending less than they were used to. From 2013 to 2016, Millennials 

have increased their share of spend on wine from 24% to 31%3.  Therefore, seducing this 

category of consumers is critical.  

Analysing trends consumption among younger drinkers is a good way to see if Spanish 

wines could have a bigger place on the wine trade in the future. In November 2016, 

VINISUD published the results of an online survey on the wine consumption trends of 

Millennials4. Young Londoners ranked Spain third in their favourite country of origin 

(after France and Italy) but their purchase decision is primarily made on the price of the 

bottle. As Millennials based their purchase depending on price, this is an advantage for 

Spanish wines which are known to be good value for money. Also, 20% of wine drinkers 

are attracted toward organic wines. An interesting fact is that despite 52% of London’s 

Millennials declared they drink wine several times a week, 48% described their wine 

knowledge as beginner5.  

A sum up can now be made with those elements and the following points are opportunities 

for Spanish wines to find further growth: 

- Organic and natural wines are appealing to a growing number of Londoners6: with 

the new generation of Spanish winemakers, a more natural approach to 

winemaking is on its way and could target a growing number of consumers. 

                                                           
1 See lexicon p.41 
2 The Drinks Business, SCHMITT Patrick, “British millennials: what are they drinking? -

https://www.thedrinksbusiness.com/2015/12/gb-millennials-the-facts/ (accessed 21/05/17) 
3 The Drinks Business, SHAW Lucy, “Millennials driving UK wine spend” - 

https://www.thedrinksbusiness.com/2016/05/millennials-driving-uk-wine-spend/  (accessed 21/05/17) 
4 Giesco, http://www.giesco.org/Evenement/89_VINISUD-2017.html (accessed 21/05/17) 
5 Forbes, KARLSSON Britt, “Do New Yorkers Really Know More about Wine Than Londoners?” - 

https://www.forbes.com/sites/karlsson/2016/12/03/do-new-yorkers-really-know-more-about-wine-than-

londoners/#44cd47d52f26 (accessed 11/06/17) 
6 Muriel Wines http://murielwines.com/en/que-bebe-londres/ (accessed 19/06/17) 

https://www.thedrinksbusiness.com/2015/12/gb-millennials-the-facts/
https://www.thedrinksbusiness.com/2016/05/millennials-driving-uk-wine-spend/
http://www.giesco.org/Evenement/89_VINISUD-2017.html
https://www.forbes.com/sites/karlsson/2016/12/03/do-new-yorkers-really-know-more-about-wine-than-londoners/#44cd47d52f26
https://www.forbes.com/sites/karlsson/2016/12/03/do-new-yorkers-really-know-more-about-wine-than-londoners/#44cd47d52f26
http://murielwines.com/en/que-bebe-londres/
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- Millennials are more disposed to order white or sparkling wines than beers or 

spirits. They also spend more money on wines than any other alcoholic beverages: 

this is great opportunity for Spanish whites like Toni Ingram, Head of wine 

marketing for Pernod Ricard1 said: “Millennials, whose consumption is 33% 

white, find Spanish whites really interesting, really approachable, with some 

easy-drinking styles, so I think this could be an area of strength and growth for 

Spain.” 

 

B – Londoners’ drinking habits and perception of Spanish 

wines  

 

B – 1: General trends 

 

 In order to have concrete results on the subject of this thesis, I have submitted an 

online survey to Londoners2. The survey has 17 questions shared in two sections, the first 

one has general questions to be more familiar with the drinking habits of respondents and 

the second one is dedicated to their knowledge and perception of Spanish wines.  

 On wine in general 

In total 21 people submitted their form. The majority of them were men (52.4%), 

between 35-54 years old (57.1%). Most of respondents have a weekly consumption of 

wine (42.9%) but we can notice that a large part of them (38.1%) have a daily wine 

consumption which confirms that Londoners are huge wine drinkers. Also, the survey 

confirms that they are not wine experts because 52.4% described their wine knowledge 

as intermediate.  

The reason they drink wine is for the taste (47.6%) and they drink it more frequently at 

home (71.4%). Then, their purchase decision is primarily made on technical 

characteristics like the country of origin, grape variety, vintage or alcohol level (57.1%) 

                                                           
1 CATCHPOLE Andrew, “Round Table”, Harpers, October 2016, p.15 
2 The results can be seen on appendix 1 p.47 
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which is quite surprising as they do not considered themselves as wine experts. Finally, 

they grant the same amount of importance (14.3%) to the price and advices from family 

or experts.   

Looking at what the majority of people answered, the London audience seems relatively 

knowledgeable on wine due to most of them answered having an intermediate knowledge 

on the alcoholic beverage and choosing it on technical characteristics. 

 

 On Spanish wines 

Now, we can compare their general wine knowledge with their knowledge on Spanish 

wines thanks to the ten questions included in the second part of the survey. 47.6% 

declared being somewhat informed on Spanish viticulture (grapes varieties, vineyards, 

production…) which seems to be logical as they have an intermediate wine knowledge.  

The vast majority of respondents (85.7%) do drink Spanish wines and from Rioja region 

(81%) so it confirms that Rioja outstrips the other regions of Spain. 57.1% of people never 

been on holidays to the region where their favourite Spanish wine come from but it is not 

a heavy majority. Finally, 76.2% do not go often in a Spanish specialised-restaurant in 

London.  

Regarding the expenses, most of respondents (42.9%) spend between £5 and £10 for a 

Spanish wine and buy it in a retail shop. The overwhelming majority of people (85.7%) 

drink more red Spanish wines than whites and choose the “good value for money” 

sentence to describe it.  Those results confirm that Spanish wines consumed are still 

highly reds and that people are not spending a lot for it. It is still at entry level price point 

regarding the wealth of the London wine market as previously seen in interviews with 

professionals.  

 

B – 2: Results depending on market segments 

 

The aim is now to study relevant results depending on market segments. 



32 
 

 Millennials (18-34 years old) 

First, among the 21 respondents, only 4 of them were Millennials (one is a man and 

the others are women) which is not enough to stand out general truth but at least it can 

give an overview. Millennials are keen on wine because out of the 4 respondents, one 

declared drinking wine daily, 2 weekly and 1 monthly. Also, half said to have advanced 

knowledge and half said intermediate. Regarding the reason they drink wine, one is to 

pair with food, one is to enjoy the taste and the last two is “all of the above” (to socialise, 

to pair with food and for the taste). 

Three Millennials drink wine at home which is not an exception to the general trend of 

people consuming less and less in restaurants, yet, only one Millennial out of the 4 buys 

its wine in supermarket, the others buy it in a retail shop. Except one Millennial who bases 

its choice when purchasing a wine on its own knowledge and suggestion of the 

Sommelier, the others use technical characteristics to make their choice.  

For Spanish wines, they all drink it and 3 out of 4 said to be somewhat informed while 

one of the respondents declared to be well informed. None of the Millennials ever been 

on holidays to a Spanish wine region or often go to a Spain specialised restaurant in 

London. Surprisingly, they all drink wines from various regions:  Rioja, Ribera Del 

Duero, Priorat, Jumilla, Ribera Sacra, Rias Baixas and Galicia.  

Thanks to the focus on Millennials, we have the confirmation that this segment can 

definitely drive up the Spanish wine sales. Indeed, one of them spend between £5 and 

£10, two of them spend between £10 and £15 and one more than £15. We can also notice 

that trends are evolving, half of respondents most commonly drink red wines and the 

other part whites. Finally, one Millennial described Spanish wines as being “good 

quality” and the others agreed to say “great diversity”.   

 

 Generation X (35-54 years old) 

It is in this category that there is the higher number of respondents (11 people). They 

all drink wine on a regular basis (6 weekly and 5 daily), 3 have advanced wine knowledge 

and the others have intermediate. The majority drink it for the taste and 7 base their choice 
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on technical characteristics when purchasing a wine, 2 on price and the last two on all the 

reasons above (characteristics, price and advices from family and experts).   

They all drink Spanish wines, especially the red as there is only one person who declared 

drinking more Spanish whites. Among the respondents, 6 considered themselves as 

“somewhat informed” on Spanish viticulture, 3 as “well informed” and 2 as uninformed 

so it matches the general knowledge.  

Unsurprisingly, they all drink wine from Rioja but we can notice other diverse regions 

like Tenerife, Galicia, Jerez, Ribera Del Duero and Priorat. Opposed to Millennials, many 

people of the Generation X have been on holidays to one of these regions (7 of them) and 

4 often go in a Spanish specialised restaurant.  

Regarding the purchasing process, most of them go in a retail shop (6), 3 people buy in a 

supermarket while 2 people buy it during a dinner at a restaurant. Then, concerning the 

amount of money spent on a Spanish wine, it is almost equally shared between every price 

point: 4 people buy it between £5 and £10, 4 between £10 and £15 and 3 more than £15. 

Finally, 7 people find Spanish wines “great value for money”.  

 

 Wine Novices 

Among the 21 respondents, 3 people declared being wine novice and uninformed on 

Spanish wines, 2 are above 55 years old and one is between 35 and 54 years old. 

Regarding their wine habits, 2 of them drink it on a monthly basis and one on a weekly 

basis. They drink wine for the taste or to socialise with friends and chose it thanks to 

advices from family or experts or because of the price.  

They all drink Spanish wines at home, between £5 and £10 and exclusively red wines 

from Rioja even if they have never been to this region. They described Spanish wines as 

being “good quality”.  
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B – 3: Which market segment is more likely to help further growth?  

 

To conclude on this survey, we can definitely assure that Spanish wines are 

successful among every segments, even the wine novices. From the younger generation 

to the older one, Londoners are large wine drinkers.  

We have the confirmation that Spanish wines drunk are still highly reds (except for 

Millennials whose consumption is divided between reds and whites) and between £5 and 

£10.  

The discovery made by this survey is that even if people went on holidays to Spain or are 

used to go in a Spain specialised restaurant in London, it does not automatically mean 

that they drink wine from regions out of Rioja. Actually, Millennials who never been to 

Spain drink more diverse Spanish wines compared to the Generation X who have already 

been for most of them. It can be explained by the fact Millennials are more curious to go 

out of their habits and try different things.  

Thus, there is an area of further growth within the Generation X and a good help would 

be to increase their knowledge which is perfectly possible due to the vast majority of 

people buying their wine in a retail shop.  A quarter of people trust their family and experts 

to help them buying a wine. Hence the real challenge faced by retailers to engage more 

the Generation X and make them discover other interesting things to step out of their 

comfort zone. They are the key to increase their knowledge as most Londoners drink their 

wine at home and therefore cannot benefit from Sommeliers’ advices. 

Educating people is the tool to further growth. To the question “From which region(s) do 

you consume Spanish wines?” Someone said “From Rioja” and added “plus other but I 

can’t remember the name”. This respondent cannot name the region and thus cannot sing 

the praises of it. Also, we can think that Londoners do not want to extend their wine 

knowledge and just drink wine to relax because only one of the respondent said he/she 

drinks wine to pair with food which involves a part of research to make the perfect match 

between food and wine. Londoners are not wine experts. But do they really want to be?  

To sum up, Londoners have a good perception of Spanish wines. Millennials are the 

easiest target to widen the growth of Spanish wines, as they seem to be interested and 
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more willing to change their habits. On the other hand, there is more room for growth 

within the Generation X segment but they are more difficult to convince.  

 

C – Future perspectives on the trade of Spanish wines in the 

London market  

 

  What are the evolutions and perspectives of enhancement of Spanish know-how? 

Spain is now a country that has recovered from the 2008 financial crisis. Importing its 

wine production overseas helped it being a major player worldwide. In the United 

Kingdom, it matched with the development of Spanish tapas restaurants. Yet, as seen, 

Spain has a good list of wine-related skills and could therefore make the most of it.  

 

C – 1: Prospects of improvements of the Spanish wine industry 

 

a. Improving the designation system to increase consumers’ knowledge 

One option of improvement is by changing the appellation system, already judged 

too narrow from the Club Matador (an extract of their Manifesto has been part of a subject 

in a previous chapter earlier on this thesis). They would like to see a pyramid system 

indicating village and regional wines to be able to differentiate level of quality and terroir. 

In other words, they hope for a focus on what happens in the vineyard, not only in the 

cellar.  

In June, after several decades of struggle from producers, the Consejo Regulador in Rioja 

finally announced the introduction in two years’ time of a new designation for single 

vineyards (Viñedos Singulares in Spanish)1. This new measure will guarantee a level of 

quality: grapes have to be entirely hand-harvested, vines should be more than 35 years 

old, the natural delimitation of the vineyard should be justified with soil studies, etc.  

                                                           
1 Decanter, ANSON Jane, “Rioja single vineyard ruling – Five key questions answered” -

http://www.decanter.com/wine-news/opinion/news-blogs-anson/rioja-single-vineyard-wines-five-

questions-373834/ (accessed 16/07/17) 

http://www.decanter.com/wine-news/opinion/news-blogs-anson/rioja-single-vineyard-wines-five-questions-373834/
http://www.decanter.com/wine-news/opinion/news-blogs-anson/rioja-single-vineyard-wines-five-questions-373834/
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This new designation helping to know the origin and terroir of the wine is added to the 

existing one defining the time wine has spent in a barrel and bottle ageing (Joven, Crianza, 

Reserva, and Gran Reserva). A label will therefore shows “Reserva from Single 

Vineyard” for instance and consumers will not only understand what happens in the 

winery (with the time the wine has spent in a barrel) but also what happens in the vineyard 

with the quality of the soil. Rioja is Spain’s region that has the bigger international renown 

so this level of information was a real need to improve its quality perception and it will 

benefit to the wine trade 

Nevertheless, this long-awaited measure is for now only applied to Rioja region, others 

would like to see the same system spread out.  

 

b. Emphasise on white wines 

As the survey conducted with Londoners about their drinking habits highlighted, 

Spanish white wines are not the most commonly drunk. This is partly due to a late 

improvement and investment of know-how to develop white wine-making techniques. 

They were used to make it with the same technology used for red wines but there were 

no market for old styles of whites. This is the reason why for a long time, Spanish 

winemakers focused on red wines with which they enjoyed a good reputation but they 

now seem to realise the potential they have with white wines.  

Since the post Franco area, a new generation of winemakers invested in stainless steel 

tank and controlled temperature to create more aromatic and fresher whites with 

indigenous grape varieties like Albariño, Godello or Airén for instance from the North of 

Spain that appeal to consumers. Owen Morgan has three Spanish tapas restaurants in 

London and recognises that Spanish whites have a widening popularity: “"We list 17 

whites at each venue; Albariño is a go to varietal for white drinkers now, although 

seasonality obviously plays its part with sales rising during the summer. What is really 

encouraging is that consumers request wines like Albariño and Verdejo without being 

prompted, although we are obviously a Spanish-led restaurant, so most people know they 
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may be offered something different to their usual choice.1" Nonetheless, very few Spanish 

whites are among prestigious bottles and there is room for wider sales. Notwithstanding, 

is the British wine market not at a tipping point?  

 

C – 2: State of uncertainty caused by Brexit 

 

On June 23rd 2016, British people took the momentous decision to leave the 

European Union. Despite most Londoners voted (60%) to remain within the European 

Union, London will probably be the most harshly hit city by this decision. Even if 

negotiations are still in process, this historic event affects the British economy on a 

number of issues and it has a significant impact on the wine trade. 

Wine flows should not be disrupted but the biggest effect Brexit has on the wine trade is 

the weakened pound. Indeed, this is the main issue. Since the Brexit vote, the pound has 

lost 11% against the euro, according to The Guardian2. Due to the vast majority of wine 

drunk in the UK is imported, it has a direct impact on the consumer. As the wine 

professionals earlier interviewed told me, they are far from being optimistic. Christopher 

Sherwood, Wine Buyer for Bottle Apostle said “It’s a challenging time in London and in 

the UK because of the politics, wines will not going to get cheaper.”  Indeed, the Guardian 

reports that “prices have risen more in the first three months of the year than in the past 

two years” and that the average 75 cl bottle now costs £5.56. A report from the United 

Kingdom Trade Policy Observatory foresees that the price of a bottle will be 22% higher 

than it would have been without Brexit. Moreover, excise duty3 is continuously rising and 

represents since March 2017 £2.16 per 75cl bottle of still wine. Today, every tax paid for 

a bottle of wine represents 56% of the price, The Guardian reports. 

Another uncertainty caused by Brexit is related to foreigners: will they stay in London 

after Brexit took place? One of the threat is to see all the foreigners who are helping out 

                                                           
1 Wine Searcher, LAWRENCE James, “Spain's White Wine Revolution” -  https://www.wine-

searcher.com/m/2017/02/spain-s-white-wine-revolution (accessed 16/07/17) 
2The Guardian, KOLLEWE Julia, “Chateau Brexit? Average price of bottle of wine reaches record high” -  

https://www.theguardian.com/business/2017/jun/01/chateau-brexit-average-price-of-bottle-of-wine-

reaches-record-high (accessed 23/07/17) 
3 See lexicon p.41 

https://www.wine-searcher.com/m/2017/02/spain-s-white-wine-revolution
https://www.wine-searcher.com/m/2017/02/spain-s-white-wine-revolution
https://www.theguardian.com/business/2017/jun/01/chateau-brexit-average-price-of-bottle-of-wine-reaches-record-high
https://www.theguardian.com/business/2017/jun/01/chateau-brexit-average-price-of-bottle-of-wine-reaches-record-high
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to the promotion of Spanish culture leaving the city after Brexit. Actually, 59% of 

European citizens living in London consider leaving the country1. The uncertainty of their 

future rights for job opportunities and healthcare or the need to apply for a residency’s 

permission are for instance added difficulties and paperwork that many EU workers do 

not want to be annoyed with. This overall picture shows that there are some outstanding 

issues that are weakening the wine trade and could make times harder for Spanish wines.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
1 L’Express, GOUESET Catherine, “Brexit: 59% des Européens installés à Londres songent à partir” 

-  http://www.lexpress.fr/actualite/monde/europe/brexit-59-des-europeens-installes-a-londres-songent-a-

partir_1922128.html (accessed 23/07/17) 

http://www.lexpress.fr/actualite/monde/europe/brexit-59-des-europeens-installes-a-londres-songent-a-partir_1922128.html
http://www.lexpress.fr/actualite/monde/europe/brexit-59-des-europeens-installes-a-londres-songent-a-partir_1922128.html
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Conclusion  

 

All things considered, there is no doubt Spanish wines are remarkably popular among 

London’s wine consumers. Most of them drink it and retailers and restaurants have a great 

representation of it. A good explanation is the high number of Spanish specialised 

restaurants in the British capital as well as the development after Franco’s death of tour 

operators of which many British people enjoyed. Spain benefited from tourism to 

transform the wine industry, along with the entry into the European Union in 1986 to 

ensure a good level of quality. It is a nation that has been able to reinvent itself, the 

evidence being the relatively new upsurge of white wines (it is interesting to see that a 

large company like Bottle Apostle now sells the same proportion of reds and whites) and 

the devotion of a new generation of winemakers who has travelled and is giving 

indigenous grape varieties a new lease of life.  

Yet, despite many efforts put on diversifying the line of wines, in other words making 

people known wines from regions out of Rioja, we have seen thanks to interviews and a 

consumer survey that it is a long work still in process. In a nutshell, there is definitely a 

success for Spanish wines in the London wine trade but could it find further growth?  

We can say so if we look at the trade sector which is always happy to find new discoveries 

and go out of its way to share and promote Spanish wines’ advantages with initiatives 

like Vinateros. Some wine professionals interviewed noticed a weakened demand for 

wines from Rioja which confirms that now styles evolve towards fresher whites so it is 

an opportunity to extend sales, added to the fact that Spain has good food to match.  

Spain can definitely offer great diversity and could offer even more quality if it was 

increasing the revenues from exports to enhance the appellation system. Initiatives like 

the one from the Consejo Regulador of Rioja are a good help to focus on the quality 

Spanish winemakers have on their vineyard, but Spain lacks reforms at a national level. 

There is opportunities for further growth to be developed.  

However, there are threats to the development of sales. It could be slow down in light of 

the lack of knowledge from consumers as Spanish wines are always seen as cheap wines. 

It is true that it offers unrivalled value for money but it has high quality wines that could 
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be even more exploited because London wine trade is a wealthy market. Therefore, 

Spanish wines have now to reflect more the place they come from and a focus must be 

made on education through wine tastings and with the help of wine educators. 

In addition, another key element to consider is the wine consumption of Millennials which 

could drive the sales up of wines from lesser known regions. Spanish wines could better 

perform with Millennials but the risk is to take them for granted as Millennials are known 

for their disloyalty and fickleness compared to their older counterparts, so it is not sure 

they reflect the future of the wine trade. Despite uncertainty, Spain is one of the countries 

with the highest export growth expectations until 2020, according to the International 

Wine & Spirits Research (IWSR).  

What is questionable though is whether the British wine trade is saturated or not. The big 

challenge ahead for the London market is to prevent consumers from getting away from 

restaurants and retailers to buy wines in supermarkets and drink it at home (in the online 

survey submitted, 71.4% of Londoners said they drink wine at home rather than in 

restaurants or in bars), due to rising duties. A government support against rising duty 

would be of a good help. Added to that, we remark a decrease in alcohol consumption: 

people are drinking less but tend to drink higher quality wines. A solution can be found 

if both Spain’s wine industry and Londoners consumers decreased their quantity and 

improved the quality concurrently, so that everyone get their shares. In this way, Spain 

would stop with the image of being a country selling only cheap and red wines.  

In a nutshell, Spanish wine culture is deeply settled in London and so are the wines thanks 

to the food culture. London is the place from where everything comes from, trends and 

news styles. Londoners professionals are already in movement toward smaller production 

wines and are putting in the spotlight unknown wine regions. What is questionable is the 

ability of consumers to pay more for a bottle of wine in a country that is living dramatic 

political and economic changes due to Brexit.  
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Lexicon 

 

 Common Agricultural Policy: European Union policy created in 1962, its 

subsidies protect rural communities and help farmers to grow sustainably in 

various agricultural areas to provide food for every European countries.  

 

 Cava: It is a Spanish sparkling wine made in Catalonia.  

 

 Excise duty: A British tax paid to the government in addition to the 20% Value 

Added Tax for every product that has a significant bad impact on health like 

alcoholic beverages or tobacco.   

 

 

 Millennials: The term is a reference to the generation of people born in the early 

1980s to the early 2000s. Their main characteristic is to be digital natives, they 

grew up with the evolution of information technologies and social media, this 

make of them a favourite target for marketers 
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https://gain.fas.usda.gov/Recent%20GAIN%20Publications/UK%20Wine%20Market%20Repor

t%202016_London_United%20Kingdom_2-19-2016.pdf 

 

FranceAgrimer - http://www.franceagrimer.fr/file/SYNTHESE%20FILIERE%20ESPAGNE.pdf  

 

Office for National Statistics - https://www.ons.gov.uk/  

Her Majesty Revenue and Customs - https://www.gov.uk/government/organisations/hm-revenue-

customs  

 

- Other web resources  

Giesco - http://www.giesco.org/Evenement/89_VINISUD-2017.html  

 

La Revue des Vins Français - http://www.larvf.com/,vins-reforme-ocm-programme-d-arrachage-

union-europeenne-vignes-arrachees-vignoble-europeen,13180,4241303.asp  

 

Muriel Wines http://murielwines.com/en/que-bebe-londres/  

 

Spanish Wine Lover - http://www.spanishwinelover.com/learn-155-a-manifesto-in-favour-of-

spains-unique-vineyards  

 

https://www.wine-searcher.com/m/2017/02/spain-s-white-wine-revolution
https://www.wine-searcher.com/m/2017/02/spain-s-white-wine-revolution
http://www.wsta.co.uk/press/731-uk-becomes-a-nation-of-wine-drinkers-as-wine-replaces-beer-as-our-drink-of-choice
http://www.wsta.co.uk/press/731-uk-becomes-a-nation-of-wine-drinkers-as-wine-replaces-beer-as-our-drink-of-choice
http://www.oiv.int/public/medias/5029/world-vitiviniculture-situation-2016.pdf
http://www.oiv.int/public/medias/5029/world-vitiviniculture-situation-2016.pdf
https://www.vignevin-sudouest.com/publications/voyage-etude/voyage-espagne.php
https://www.vignevin-sudouest.com/publications/voyage-etude/voyage-espagne.php
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/UK%20Wine%20Market%20Report%202016_London_United%20Kingdom_2-19-2016.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/UK%20Wine%20Market%20Report%202016_London_United%20Kingdom_2-19-2016.pdf
http://www.franceagrimer.fr/file/SYNTHESE%20FILIERE%20ESPAGNE.pdf
https://www.ons.gov.uk/
https://www.gov.uk/government/organisations/hm-revenue-customs
https://www.gov.uk/government/organisations/hm-revenue-customs
http://www.giesco.org/Evenement/89_VINISUD-2017.html
http://www.larvf.com/,vins-reforme-ocm-programme-d-arrachage-union-europeenne-vignes-arrachees-vignoble-europeen,13180,4241303.asp
http://www.larvf.com/,vins-reforme-ocm-programme-d-arrachage-union-europeenne-vignes-arrachees-vignoble-europeen,13180,4241303.asp
http://murielwines.com/en/que-bebe-londres/
http://www.spanishwinelover.com/learn-155-a-manifesto-in-favour-of-spains-unique-vineyards
http://www.spanishwinelover.com/learn-155-a-manifesto-in-favour-of-spains-unique-vineyards
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Standard - http://www.standard.co.uk/news/britain-raises-a-glass-to-spanish-success-

6429414.html  

 

Sud de France Développement  http://www.suddefrance-developpement.com/fr/fiches-

pays/espagne/vin/production-de-vin-et-exportations.html  

 

The Real Wine Fair - http://therealwinefair.com/chatting-with-amaya-cervera/  

 

Vigne et Vin https://www.vignevin-sudouest.com/publications/voyage-etude/voyage-

espagne.php  
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Résumé  

Londres est une ville cosmopolite composée de 9 millions d’habitants où de 

nombreuses nationalités se côtoient et partagent leur culture. Un des domaines les plus 

communs pour échanger une culture et s’essayer à quelque chose d’exotique est la 

restauration. On trouve dans les rues de la capitale britannique de très nombreux 

restaurants de diverses nationalités mais on peut souligner la forte présence des 

restaurants espagnols. En effet, les bars à tapas connaissent un fort succès depuis le début 

des années 2000 et ont vu leur nombre augmenté sensiblement.  

Partant du simple constat qu’il n’est pas difficile de manger espagnol dans la capital 

britannique, on peut alors se demander ce qu’il en est de la boisson et plus 

particulièrement du vin. Le vin espagnol bénéficie-t-il d’une large représentation, est-il 

populaire auprès des Londoniens ? 

Afin de répondre à cette question, ce mémoire fera des allers-retours entre l’Espagne et 

le Royaume-Uni pour mieux comprendre, d’un point de vue économique mais aussi 

marketing, la représentation et l’image que possèdent les vins espagnols à Londres. Nous 

partirons à la rencontre des professionnels afin d’avoir leur avis sur les performances de 

l’industrie viticole espagnole mais aussi pour jauger la représentation des vins espagnols 

dans leur établissement respectif. Enfin, nous sonderons les Londoniens afin d’évaluer 

leur niveau de connaissances viticoles.  

On se rend alors rapidement compte que, malgré un engouement indéniable de la part des 

professionnels pour promouvoir les vins espagnols, la majorité des Londoniens n’ont pas 

de connaissances sur les vins espagnols, bien qu’ils soient consommateurs de ces derniers. 

Cela s’explique par le manque d’uniformisation des appellations espagnoles et la 

dominance des vins rouges de la région de Rioja, la plus ancienne et plus grande 

productrice du pays. L’un des enjeux majeurs pour accroitre le succès des vins espagnols 

à Londres est donc d’accentuer le niveau d’éducation viticole des consommateurs et les 

inciter davantage à sortir de leur zone de confort afin de gouter à des vins provenant de 

régions moins connues mais non pour autant moins talentueuses. Cependant, cela ne 

semble pas être une tâche facile dans un pays qui fait face à un bouleversement majeur 

de son histoire en raison du Brexit.  
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Introduction 

 

As part of my first year of Master degree in Foreign Languages Applied to 

International Trade, the University of Angers requires the accomplishment of an 

internship for at least 4 months, to be made in a foreign country in a sector matching the 

professional project of the student. 

I chose to concentrate my internship researches in the United Kingdom for its proximity 

as well as its cultural differences with France. Then, I wanted to experience the life in a 

large city like London for its hectic rhythm and its wider opportunities of work. Indeed, I 

had the willingness to explore the wine trade with a view to do the second year of Master 

Degree at the University of Angers, Trilingual Negotiator in International Trade, 

choosing the option “applied to wines and spirits”. Despite my novice level in wine, the 

company Indigo Wine gave me the opportunity to understand the wine trade before the 

beginning of my studies.  

Therefore, I started my internship at Indigo Wine on 9th January 2017, for a 6 months 

period, ending 7th July 2017. This London wine based company is a very small business 

of 8 employees, created in 2003 by Mr Ben Henshaw who is today the Managing Director 

and Buyer. I have been hired to work on two departments of the company: logistics and 

marketing. Indeed, the person in charge of the Marketing and Communications was on a 

maternity leave, so the employee in charge of the Marketing and Logistics devoted her 

entire time of the job to Marketing as a replacement. Consequently, I had to help the 

Logistics Manager on three fourths of my time and had the opportunity on the last quarter 

of my time to discover Marketing. I accepted this offer because of the opportunity to work 

on the Marketing side, a sector that I did not know so far and that I was happy to discover, 

contrary to the Logistics side that I knew because I already made an internship in a 

logistics department in 2016 in France. Yet, I was happy to discover logistics in a wine 

business.  

Unlike my previous professional experiences which all took place in large companies, I 

was pleased with the opportunity to be part of a small and dynamic team which often 

means that one can have more flexibility to learn many aspects of the business which 
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might not be possible in a bigger organisation. It was also for me the chance to have a 

broad understanding of the British wide trade.  

I have not been hired to respond to a particular project but rather to work as an employee. 

My logistics missions were to assist and working closely with the Logistic Manager, 

Nicolas Breton, in the day to day operations of the job: placing orders, controlling stock 

and liaising with customers for out of stock issues. The marketing ones were to assist Jo 

Lory in the preparation of wine fairs and producers visits and update the website.   

In addition to the tasks I have been given, I had as personal objectives to improve my 

English as I already had the opportunity to work in Spain but never in an English speaking 

country. Also, it was the chance for me to apply my theoretical knowledge learnt during 

my Bachelor degree and first year of Master degree while increasing my professional 

experiences.  

The first part of this internship report will be dedicated to the presentation of Indigo wine, 

the second one will be devoted to a description of my tasks and finally, the last part will 

review my internship.  
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I – Presentation of Indigo Wine 

 

A – History of Indigo Wine 

Indigo Wine is a wine importer company set up in 2003 by Ben Henshaw, who 

despite any experience in the wine trade created his own company when his parents 

bought in 2002 Domaine de Saint Hilaire, a 50 hectares vineyard in Languedoc, in the 

South of France. His parents wanted their wines to be represented in the United Kingdom, 

yet, this region being less famous than Bordeaux for instance, the company did not meet 

with success. 

Consequently, Ben Henshaw decided in 2005 to widen its portfolio and travelled to Spain 

to find interesting wines at wine fairs. The same year, he hired his first employee, Nick 

Turner, in order to focus on sales.  

Ben Henshaw was right to bet on Spanish wines since Spanish specialised restaurants and 

tapas bars were booming concurrently. Spanish wines enjoyed a better reputation thanks 

to a new generation of winemakers who made the most of their vineyards and terroirs and 

thus increased the quality of their wines. Added to that, Spain has been very successful 

since the last decade in sports, music and cinema. Gradually, the company grew and Ben 

Henshaw could extend his team. Since the beginning, the turnover is continuously rising.  

Indigo Wine is best known for its Spanish wines and often seen as the best Spanish wines 

importer of the United Kingdom. It represents about 60% of the company portfolio, but 

it now sources wines from all over the world: France, Portugal, Italy, Germany, Austria, 

United Kingdom, Greece, Argentina, Chile, United States, Australia, New Zealand and 

South Africa.  

Today, Indigo Wine is a strong reference in the British wine trade and boasts about the 

recognition of its work through various awards. The company is six-time winner of the 

International Wine Challenge’s Specialist Marchant of the Year award for Spain, as well 

as winner of their Small Marchant of Year award in 2014. The company also won in 2013 

the Harpers Best Supplier to Independents award.  
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B – Indigo Wine’s customers  

 

Indigo Wine is always on the lookout to increase its portfolio with unique and 

artisanal wines. It already benefits from a large portfolio composed of more than 500 

wines (several vintages not included) and work with 109 suppliers.  

Being able to source many wines from a wide range of countries, Indigo Wine has created 

customer loyalty. It operates both in the on-trade and off-trade market and in spite of the 

high majority of customers being located in London, Indigo Wine has customers in other 

parts of the United Kingdom and in large cities like Brighton, Bristol, Cambridge, 

Edinburgh, Manchester and York.  

 

 The on-trade market 

The on-trade market refers to all the places where the wine is consumed directly onsite 

like bars, hotels and restaurants. This market is the biggest part of the turnover (see chart 

below) for the company who delivers wines in prestigious hotels and restaurants like The 

Ledbury which is a two Michelin starred restaurant in Notting Hill. 

 

 The off-trade market (or agency) 

This market refers to retailers and supermarkets. However, as Indigo Wine works with 

small producers with limited allocations, it is not suitable for the size of a supermarket. 

Except for luxury department stores like Harvey Nichols, Indigo Wine only operates with 

retailers in the off-trade market. 

 

 Ex-cellar 

Ex-cellar is when a customer buys directly the wine from our supplier, stock is 

shipped from the winery to the customer’s warehouse, without going into Indigo Wine’s 

warehouse. 



8 
 

 Private customers 

Indigo Wine has a price list for private customers, nonetheless, it does not want to 

work with individuals and prefer to redirect them to retailers. It only represents 1% of the 

total turnover of the company. 

 

 

 

Table 1: share of turnover by type of customer 

 

 

C – Indigo Wine’s mission and values  

 

 Indigo Wine’s mission is to deliver unique and artisanal wines to the United 

Kingdom from every corner of the world. It has a specialisation in Spanish wines coming 

from lesser known regions of Spain with winemakers working with indigenous grape 

varieties. The company often sources wines from family run estate or very small 

productions. The team is dedicated to highlight the work of winemakers, they are for 

52%

33%

14%

1%

Share of turnover by type of customers 

On trade Agency Ex cellar Private
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Indigo Wine: “the true heroes of the wine world”. The company’s mission is summarised 

on the website by this sentence: “We work hard to find talented growers who are 

committed to making real, honest, and above all, delicious wines.”  

 

Regarding the values, there are 4 that the company tries to respect: 

- Trailblazing: every member of the team is informed of the wine market trends and 

the Managing Director is often on the road to make new discoveries.   

- Distinctive: products that are out of the box and set the company apart among 

competitors. 

- Dynamic: the company is small and therefore flexible and agile.  

- Passionate: the team works with authentic wines with passion that passes onto its 

customers. 

 

To my mind, the below image reflects the work Indigo Wine is doing: sourcing honestly-

made artisanal and authentic wines that reflect their origin, in other words that have a 

sense of a place.  
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D – SWOT analysis of Indigo Wine 

 

To analyse Indigo Wine’s position in the market, I have decided to use the SWOT 

(Strength, Weakness, Opportunity, Threat) analysis which seems to be accurate and 

relevant.  

 

 

 

Table 2: SWOT analysis of Indigo Wine 
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Analysing both internal and external strengths, weaknesses, opportunities and 

threats gives an idea of Indigo Wine’s position in the market. The company is small but 

always on the outlook to find new wines to source, with a team devoted to its work. Two 

of the three Sales representatives are Spanish, a good help to find new producers and be 

centred stage.  

In my opinion, the main threat to the longevity of Indigo Wine is not its competitors 

because it is a solid reference in the wine trade. Of course it has competitors, like Les 

Caves de Pyrene, a much bigger importer of wine (42 employees in the United Kingdom, 

but it has others in Italy, Spain and Australia1) established since 1988 and who promotes 

like Indigo, natural wines, those made with minimal chemical intervention that reflect a 

sense of place2.  

The main obstacle is rather represented by the situation of the United Kingdom in politics 

and economics. Due to Brexit, the value of the pound is failing and trade deals could be 

renegotiated. The United Kingdom could lose its tariffs-free status with the other 

European countries which will highly increase the cost of imports.  

This is why it is a challenging time for the wine trade. Recent trends indicate that British 

restaurants are at a tipping point with customers buying more and more wine in 

supermarkets and drinking it at home rather than going to retailers and restaurants. Every 

opportunity should be taken carefully into account to counterbalance the uncertainty 

caused by Brexit.  

 

 

 

 

 

 

                                                           
1 Decanter http://www.decanter.com/wine-news/opinion/jefford-on-monday/caves-de-pyrene-natural-

wine-352434/ (accessed on 15/07/17) 
2 Les Caves de Pyrene https://www.lescaves.co.uk/lescaves-home (accessed on 15/07/17) 

http://www.decanter.com/wine-news/opinion/jefford-on-monday/caves-de-pyrene-natural-wine-352434/
http://www.decanter.com/wine-news/opinion/jefford-on-monday/caves-de-pyrene-natural-wine-352434/
https://www.lescaves.co.uk/lescaves-home
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II – My internship tasks   

 

 Indigo Wine is a small company of 8 employees. Three of them are part of the 

sales team, there is a Financial Manager, a Logistics Manager and two people in charge 

of Marketing as the below organigram shows. I have been involved in a role in which 

approximately 3/4 of my time was spent on logistics working closely with Nicolas Breton 

and about 1/4 of my time was spent on other activities such as marketing in cooperation 

with Jo Lory.  

 

 

 

Table 3: Organigram of Indigo Wine’s employees 

 

 

 

Cécile Limosin 
(Logistics & 
Marketing 
assistant 

Ben Henshaw 

Managing Director & 
Buyer

Nick Turner 
(Financial 
Manager)

Alvaro Ribalta 
(Sales 

Representative)

Luis Gamiz 
Fernandez 

(Sales 
Representative)

Tim De Pass 
(Sales 

Representative)

Nicolas Breton 
(Logistics 
Manager)

Julia Frischtak 
(Marketing & 

Communications)

Jo Lory 
(Marketing & 

Logistics)
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A – Description of the logistics tasks  

 

As already said before, I spent most of my time working on the logistics side with the 

Logistics Manager, the objective was to help him in the day to day operations of the work 

and gaining confidence to be able to work on my own. 

 

A – 1: Processing orders 

 

My main logistics task was to process customers’ orders. In average, we received 

about 25 orders a day, most of the time by e-mails but some customers placed orders over 

phone. The busiest day of the week is Monday as restaurants need to restock after the 

weekend. The end of the week is in general less busy, which gives time to devote on other 

activities.  

 

1. Check the order  

When we receive an order, the first task is to check if it reaches the minimum order 

which is 36 bottles for restaurants and 60 bottles for retailers inside the M251. If the 

customer is based outside the M25 the minimum order is 90 bottles.   

If the order does not reach the minimum, we have to send an e-mail to let the customer 

know. It can be because of out of stock items, so we let him/her know when the stock will 

be available again, he/she can add another item to the order or wait for the shortage to be 

back in stock. Alternatively, we offer him/her a replacement if the wine is not due to be 

back in stock for a long time. Sorting out stock and delivery queries is a big part of the 

role. 

 

 

                                                           
1 The M25 is the motorway that encircles Greater London  
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2. Process the order 

We enter the order on the warehouse website where the wines are stocked - London 

City Bond (LCB) – which is located in Tilbury, in the South East of England. The first 

step is to enter the delivery method: 

- Warehouse delivery: used for every orders to be despatched outside the M25, the 

warehouse is in charge of the delivery. 

- Collection from warehouse: Indigo Wine charges another delivery company – 

DeeVee Transports – to collect the wines at LCB and deliver it inside Greater 

London.  

The next step is to register customer’s details, the address and the required delivery time. 

Finally, we enter the wines and quantity using the product code in our system – 

QuickBooks1 - , to be sure not to make any mistakes. Once the order is processed, we 

forward the e-mail confirmation to DeeVee for them to collect (if the delivery is inside 

London, otherwise LCB already has the order in its system).     

Customers based inside London and placing orders before the 3pm cut-off are granted 

next-day delivery (if order is placed on Friday, delivery is on Monday). Cut-off time for 

customers based outside London is 1pm and the order will be delivered on the next 

scheduled shipment to the area. 

 

3. Handling phone calls 

Answering phone calls is another part of the job, customers call for various reasons: 

- Asking about delivery time: London deliveries can be delayed due to traffic jam.  

- Delivery problem: It can occur that customers complain about a shortage in the 

delivery, in this case we have to ask to the carrier a Proof of Delivery and find out 

what the issue is.  

- Paying online: Especially private customers who do not have an account opened 

with Indigo Wine and want to give us their credit card details to pay their order.  

 

                                                           
1 See appendix 1 p. 30 
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4. Creating invoices 

Creating invoices is the task of Nick Turner, the Financial Manager or Nicolas Breton, 

Logistics Manager when the latter is on holidays. However, during two days in June, both 

were on holidays so I took over. Then, after the 3pm cut-off time, when the orders are 

finished, I dedicated my time to create invoices in QuickBooks. The process is not really 

complicated as it takes the e-mail order confirmation to register every wine of the order. 

Yet, attention to details must be high to check carefully prices and quantities. Last, we 

need to send invoices by e-mail.   

 

A – 2: Other logistics activities  

 

Every Friday when there were fewer orders to process and fewer phone calls, I 

dedicated time to update a spreadsheet on clients’ reserves1. Indeed, restaurants which 

pour a wine by the glass need high quantities and reserve them. To respect allocations, I 

had a look at all the invoices done during the week and updated the spreadsheet if a 

customer took any wines from its allocation. 

To a lesser extent, I also updated a spreadsheet named “Stock in the office”. This 

spreadsheet is for the sales representative team to be able to see which bottle of wine we 

have in the office (all the stock of wine is in the warehouse but we stock almost one bottle 

of each wines that the sales team uses as a sample for a tasting with a prospect or a 

customer). When we placed an order to restock the office, I was in charge of adding the 

wine in the rack and add it to the spreadsheet. 

 

 

 

 

                                                           
1 See appendix 2 p. 31 
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B – Method of implementation of logistics tasks  

 

The logistics position is central is the company and cooperation is essential, this 

is why I had the opportunity to liaise with my colleagues, the office being an open space, 

it was even more simpler. First of all with Nicolas Breton as he is the Logistics Manager, 

he is in charge of placing orders with suppliers. Therefore he is the best person who knows 

when a wine will be back in stock, if it will be delayed or if there is a problem with the 

delivery, with customs, the allocation we have been granted by the producer etc... Even 

if there is a spreadsheet shared within the company thanks to Dropbox that indicates when 

he ordered the wines to the supplier, working directly with him was of a better help 

because he is aware at any moment of the progress of a wine delivery from the supplier 

to the UK warehouse. I worked with him closely from the beginning to the end of my 

internship and needed his help every time a wine was out of stock to tell customers when 

it will be back.  

Consequently, I created for myself a calendar with the scheduled date of arrival of the 

shipments in order to be able to work in an independent way and not to be forced to 

interrupt him in his work.  

Regarding the order process, it was imperative to deal first with orders outside London 

due to a shorter cut-off (1pm). Thereby, I had to look carefully at every e-mails received 

and while processing some, not missing any. Added to that, I made a list of pending orders 

for which I was waiting an answer from the buyer. It helps as a reminder to chase him/she 

if he/she did not answer back. 

Then, I also worked in cooperation with the sales team who needed to tell me if I had to 

add a sample of a wine to a customer’s order. This could be after a wine tasting they did 

or if a new vintage was about to come, but it was not always when we received a new 

order from the customer (orders are sent to orders@indigowine.com, an address e-mail 

to which we are all linked, so that everyone can see the thread of orders coming). As a 

result, I had to be really organised and write on a paper every time they asked me to add 

a sample in order to not forget it once the aforesaid places an order. 

mailto:orders@indigowine.com
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Finally, I also liaised a lot with Nick Turner, as he is in charge of invoicing, I had to tell 

him when a wine was a sample and therefore did not had to be charged. My method was 

to send him a message right after I placed the order, to be sure not to forgot and mislead 

him with the invoice process.  

 

C – Marketing tasks 

 

I had the opportunity at Indigo wine to discover another area, marketing, which 

was completely unknown to me so far. My marketing missions were large and diversified. 

  

C – 1: Events 

 

 Vinateros and other wine tastings 

When I arrived in January, the marketing team was in preparation of the major 

company event of the year, an event called Vinateros (winegrowers in Spanish). Every 

year, Indigo Wine is doing a portfolio tasting and invites some of its producers and its 

customers to show the range of its portfolio. This year, the company did not make any 

portfolio tastings but decided to focus on an event dedicated to the promotion of Spanish 

wines. This event, led by Indigo Wine with the help of 6 other importers was major: it 

gathered 50 Spanish winemakers who poured 250 wines to sommeliers, wine buyers, 

restaurateurs and journalists. I have been involved in this one-day event before and during 

the day.  

Before, I have been in charge of buying stationery material, setting up a list of people 

who registered and creating tasting sheets, tasting mats and wine leaflet for the day1.  

                                                           
1 See appendix 3 p.32, appendix 4 p.33 and appendix 5 p.34 
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During the event, which took place in Tate Modern, a museum in central London, I was 

in charge of three masterclasses conducted throughout the day: managing speaking time 

of speakers, pour the wines for the tasting, handling microphones, taking pictures…  

In addition, I had the chance to take part of other major wine events throughout my six-

month internship like: 

- Raw Wine Fair (12th March 2017): public event dedicated to organic and 

biodynamic wines in which I helped one of our producer who was pouring his 

wines to set up.  

 

- Oregon and Washington States annual tasting (13th March 2017): I was on my 

own during the entire day to represent the wines of our Oregon producer, Dan J. 

Rinke, in central London. I made the promotion of 5 wines to visitors. Due to my 

novice level in wine, I learnt technical sheets to be able to answer people’ 

questions on appellation, blend, winemaking and tasting notes.  

 

- London Wine Fair (24th May): during this event exclusively for trade, I have been 

pouring with Jo Lory 10 different wines that showed the diversity Indigo Wine 

has in its portfolio.  

 

 

 Producer visits 

Indigo Wine invites throughout the year its producers in London to bring them in 

restaurants for a training with the staff and retailers who already sell their wines but also 

with other customers that do not take any of the producer wine and let them know what 

they could offer. When Jo Lory was on holidays, I conducted producer visits, I had to: 

- Send an email to the sales team to let them know who is buying the producer’s 

wines and so could be interested in meeting the producer. 

 

- Once a sale representative forwarded me the reply from a customer, I had to deal 

with the schedule. Indeed, London is a large city and it takes time to go from a 

meeting to another one. 
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- Create tasting sheets with the wines and prices for the restaurants or retailers who 

will meet the producer. A sales representative is always going with the producer.  

 

 

- Once the schedule is working and few days before its arrival, I used to send an 

email to the producer to let him know about the details of the visit, what he/she 

needs to bring, where and when the meeting would be.  

 

C – 2: Marketing  

 

When there were no events, I had a list of marketing tasks to accomplish, among them: 

 Analytics for Instagram: On social media, Indigo Wine is on Twitter and 

Instagram. The company tracks its audience on Twitter but had nothing to analyse 

the audience on Instagram, it was my role to find a system or a website that could 

give general trends on Indigo Wines’ activities on Instagram. Therefore, I made 

several researches and explained to Jo Lory the pro and cons to my selected 

websites. When we both agreed on a tool, I made monthly reports1 and show her 

how she could get better impact publishing in a particular time of the day, who 

were the biggest fan and what hashtags she could use to get better impact.  

 

 Update information on the website: a big part of my mission in marketing was to 

update the website (hosted by WordPress so it was easy to use) with various 

contents:  

o Add new wines and producers: Number of producers has risen hugely 

since Indigo Wine began and as there is no one dedicated to the website, 

it can be sometimes hard to keep it up to date. Therefore, I had to create 

new wines and producers sections. I first needed to create technical sheet2 

gathering the information I could find on the wine and using Photoshop to 

                                                           
1 See appendix 6 p.35 
2 See appendix 7 p.36 



20 
 

create a proper bottle shot. Then, I had to create a producer section with 

information on the vineyards, viticulture etc.…  

o Addresses: it has not been checked for a long time, so I made sure every 

customers’ address in the section “find our wines” was correct. 

 

 Communication on awards: Indigo Wine entered some wines into the Sommelier 

Wine Awards, a competition made for the on-trade market. I was in charge of 

telling producers who won, which medal and comments sommeliers made on the 

wine. Also I created picture with the bottle shot and the corresponding medal to 

promote the result on Twitter. 

 

 Communication on promotions: During June and July, Indigo Wine decided to 

promote Riesling wines, so I created thanks to QuickBooks a report on every 

customers who bought Riesling wines for the last 12 months in order to target the 

promotion.  

 

 Updating price list: when the duty increased, I updated the three price lists: on-

trade, off-trade and private customers list.  

 

 

D – Method of implementation of marketing tasks 

 

Opposed to my logistics tasks who were cadenced by orders, I had much more 

freedom in marketing, the essential was of course to respect priorities. Once a week, every 

Thursday, I had a meeting with Jo Lory to run through marketing plan and look at tasks 

for the week ahead.  

Managing my time was the main difficulty I met to implement my marketing tasks. 

Actually, we agreed before the start of my internship that marketing would represent ¼ 

of my working time but it was not always so easy to implement. After the 3pm cut-off in 

logistics I could work on marketing tasks as there were no more order to process for next 
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day delivery. Yet, some weeks were very busy and I could not devote time to marketing 

as there were still things to do with orders. So I decided to change my schedule to dedicate 

an entire day to marketing which was on Friday as we received very few orders and I just 

had to update the client reserves spreadsheet.  

Additionally, I made a marketing to-do list to be sure I was not forgetting a task as I was 

autonomous during the week, to carry out the objectives. 
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III – Internship assessment 

 

A – Difficulties I met 

 

On the logistics side, the main issue I had was at the beginning of the learning 

process when I had to ask systematically for the help of the Logistics Manager for every 

step of my work. I was really annoyed to disturb him in his work and it was for me a 

reason of frustration not to be able to accomplish the work by myself.  I would say that 

this issue lasted for about 2 months, until I was able to process the orders on my own and 

without the check of the Logistics Manager.  

Moreover, as I had not any knowledge in wine, everything seemed very complicated when 

using QuickBooks, I was sometimes confused between appellations and wine regions. 

Also, as Indigo Wine does not impose a particular form to place order, some customers 

named a wine by its grape varieties rather than its name, which was lengthening the order 

process for me.  

Another difficulty I met was answering the phone as I was not always able to understand 

what my interlocutor was saying. Even if I tried to understand by myself, I sometimes 

had no other options than to pass the phone on to one of my colleague. I was really 

bothered because it was a waste of time for both my interlocutor and my colleagues.  

On the marketing side, my novice level in wines has also been an issue during wine tasting 

events and especially during the Oregon and Washington States annual tasting. Indeed, I 

was alone during the day and I could not answer some questions from specialists even if 

I did my best studying wine technical sheets before to be as professional as possible. 
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B – Results of objectives  

 

B – 1: At the professional level  

 

I think I met Indigo Wine’s objectives during this six-month internship1. I have 

been able to work with full autonomy both on the marketing side and on the logistics side 

when my colleagues were out of the office, carrying out the work as they would have 

done it. I think I have shown professionalism and reliability during the various events to 

display Indigo Wine’s credits. 

I have helped the team in the everyday issues of a small company, for instance updating 

quickly price lists when the government decided to increase the excise duty.  

In addition, during my learning process I wrote logistics procedure sheets as Indigo Wine 

is a very small company, there was no procedure leaflet. I gave it to the team and it is 

now useful to the next intern.  

Opposed to logistics which is not an area of initiatives, I tried to be as innovative as 

possible in marketing. For example, I have been asked to find analytics for the company 

Instagram account, as there already were analytics for Twitter. Nonetheless, there were 

nothing for the website so I suggested to Jo Lory to use Google Analytics to understand 

the audience, how much time people spend on the website, which pages are the most 

popular etc.… So I took the control of Google Analytics and did reports first on the 

website speed overview because many complained about its slowness. In that way, we 

could see the average downloading time.  

However, I would have liked to analyse more the website capacities and the number of 

visitors but as there were a lot of updating tasks to do, I did not find enough time to devote 

on this project. Again, because Indigo Wine is a small company and every employee is 

always very busy, updates for the producer page on the website are not done gradually 

every time Indigo Wines works with a new winemaker. As a consequence, I spent a lot 

of time trying to update the website which has been sometimes frustrating.  

                                                           
1 See appendix 8 p.37 and 38 



24 
 

B – 2: At the personal level 

 

On the personal side, I met my objectives of spending six months is a foreign 

country within a small company which allowed me to have an understanding of the 

London wine trade but also see many aspects of the business. Incidentally, I have been 

keen on knowing the role of my colleagues, I have asked to a sales representative its 

everyday missions and the logistics manager kindly took some of his time to show me 

how he processes orders to suppliers and how he controls stock level.  

If I have to make criticism on my work, I would argue that I sometimes lacked attention 

to details which unable me to make an accurate work without mistakes. For instance, 

when I created tasting sheets I once filled out the wrong price category.  

To my mind, my English level has not been improved as much as I would have liked to 

due to a large part of my work being made in cooperation with Nicolas Breton who is 

French and we therefore spoke French together. It has been an advantage to understand 

rapidly the logistics tasks and feel at ease in the company but represents a disappointment 

to me. In spite of this, I increased my vocabulary anyway, in particular my wine 

vocabulary. 

Nevertheless, it is the only negative comment I can give to my internship as my role has 

been large and interesting. I have been given the chance to meet winemakers and 

customers which was enriching and strengthen my desire to extend my wine knowledge 

– that was inexistent at the beginning of this internship – and continue my studies in this 

area.  

If I have to make criticism on my involvement into the company, I would say that it could 

have been better. Indeed, I am quite shy, added to the fact that English is not my mother 

tongue, I have not always dare taking part in other employees’ conversation. I struggled 

to be more included into the team. Also, as some of them were not always in the office it 

was difficult to build relationships.  
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C – Confrontation of Indigo Wine’s work context with general 

issues. 

 

During my stay at Indigo Wine I found it difficult to feel part of the team. 

Especially with the sales team who went back and forth between the office and their 

meetings and is often on the road.  

However I cannot say that my colleagues have not been friendly with me. In fact, I have 

no particular reproach to make but I think it is the opportunity to discuss something which, 

for me, could represent an issue in many companies in a near future, that is to say:  

How to reconcile corporate culture and evolutions in ways of working? 

First and foremost, there is not a single way of working. Nowadays, people can work in 

their office, from home or in co-working spaces. For instance, at Indigo Wine, employees 

could do exactly the same work in the office than in their home, as every tool they need 

to work is on their computer. Working from home has advantages and disadvantages: 

 

 

Advantages

Eco-friendly: there is less traffic 
on the roads

Freedom: to work from anywhere 
at anytime

Happiness: to organise its time 
and have a satisfied family life

Disadvantages

Private life: it can be hard to fix 
boundaries between work and 
family

Disconnect: can be difficult, work 
is always on a smartphone or 
personnal computer 

Working time: can be extend 
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Added to those personal advantages and disadvantages, working from home has 

consequences for the company. There is less and less social interactions, especially in 

young and small companies and it can be hard to reach a great company culture only 

communicating through e-mails and phone calls. The Cambridge dictionary defines a 

corporate culture as: “the beliefs and ideas that a company has and the way in which they 

affect how it does business and how its employees behave”.  

Therefore, employees should share common passions. If we take the case of Indigo Wine 

for instance, the team has really as a common point the love for artisanal wines, they read 

a lot of articles in wine specialised magazines and it is truly affecting their way of doing 

business.  

The change in way of working does not seem to be a problem for Indigo Wine but it could 

be an issue for young start-ups. A solution can be found in organising more meetings to 

increase employees’ engagement. In a nutshell, corporate culture is still very important 

despite decentralisation of places of work, in part to make the company still attractive.   
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Conclusion  

To conclude, I can definitely assure that this six months internship has been very 

rewarding to me and I have been happy to be part of the Indigo Wine team. Working in a 

small and dynamic wine importer company, I had the opportunity to learn many aspects 

of the business, as well as discovering the British wine trade. 

I think I have been a good support to my colleagues and used the good method to meet 

the requirements. I did my best to make the most of this experience, to be curious and 

attentive to the environment. This internship, through the versatility of the two missions 

was in harmony with my studies and allowed me to apply my theoretical knowledge to a 

professional context. I gained in autonomy and accuracy. I am sure this internship will be 

valuable on my Curriculum Vitae and I have the feeling that I am ready to enter the 

business world.  

On the other hand, on a personal level, I had never experienced such a long time abroad 

and living in London was a very nice experience. Even if London is not really an 

unfamiliar environment like a destination in another continent could be, it is a break from 

your usual routine to settle in another country. It brings its share of difficulties but also of 

delights to discover another part of the world and meet new people. It makes you learn a 

lot about yourself and helped me to gain self-confidence. I would definitely go to another 

city with less apprehension now.  

Besides, this internship has been very useful to find a way in my professional career. I 

already had a previous experience in logistics and I have the same feeling about it: I find 

the role very interesting and it is appealing to me for a six months internship but I would 

not like to make it my long term career. I would rather like to be directly in contact with 

people “in the field”. I am looking for a job that involves a lot of interaction with others 

to develop my interpersonal skills, so I have the willingness to head for the role of sales 

representative. I am also pleased to have experienced marketing as it was an area 

unknown to me. I do not think I am made for this as I do not have enough creative 

capacities. All things considered, I definitely want to work in the wine trade and I am 

looking forward to start my second and last year of Master’s degree at the University of 

Angers, Trilingual Negotiator Applied to the International trade of wine and spirits. 
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Appendix 1: Presentation of Indigo Wine’s system: QuickBooks 
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Appendix 2: Client reserves spreadsheet 
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Appendix 3: Tasting sheets for Vinateros 
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Appendix 4: Tasting mats for Vinateros (for a masterclass) 
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Appendix 5: Wine leaflet for Vinateros 
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Appendix 6: Monthly Instagram report 
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Appendix 7: Technical sheets on a wine on the website 
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Appendix 8: Assessment from the internship supervisor 
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Appendix 9: List in French of main Indigo Wine jobs opened to students in Foreign 

Languages.  

 

A Indigo Wine, aucun poste n’est actuellement à pourvoir. Cependant, un diplômé de 

Langues Etrangères Appliquées peut tout à fait trouver sa place au sein d’une entreprise 

telle qu’Indigo Wine puisque chaque corps de métier présent au sein de l’entreprise est 

adapté à une formation aussi polyvalente que LEA. Voici quelques exemples de tâches 

effectués par les différents corps de métier : 

 

Commercial(le) 

Les commerciaux de l’entreprise sont chargés de prospecter les éventuels clients et 

d’organiser des dégustations avec les clients déjà établis. Ils sont en contact permanent 

avec ces derniers, que ce soit au téléphone, par e-mail ou en déplacement.  

Les qualités requises sont:  

- Sens du relationnel : qualité indispensable pour prospecter et maintenir des 

relations privilégiées avec les clients. 

- Aimer le challenge : nécessaire à la recherche permanente de prospects. 

- Savoir négocier : afin de pouvoir discuter des tarifs avec les clients et offrir 

d’éventuelles réductions de prix. 

- Etre autonome : le commercial est souvent, voir toujours, sur la route et doit 

assumer ses rendez-vous en parfaite autonomie.  

 

Logisticien(ne) 

Le chargé de logistique d’Indigo Wine s’occupe de la gestion des commandes auprès des 

clients mais aussi auprès des fournisseurs. Pour ce faire, il doit contrôler en permanence 

les stocks. Son rôle est central dans l’entreprise et sa fiabilité indispensable. 

Les qualités requises sont:  
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- Organisation : les tâches sont diverses et l’organisation est primordiale afin 

d’éviter tout retard de livraison de marchandise. 

- Rigueur et polyvalence: afin de s’informer et régler les éventuels problèmes de 

livraisons, de douanes ou de stockage, tout en assurant les commandes 

quotidiennes des clients. 

- Maitrise des outils informatiques (tels qu’Excel et les logiciels de gestion) : 

nécessaires à la bonne gestion des stocks et à l’amélioration du quotidien.  

 

Chargé(e) du marketing et de l’évènementiel  

La personne au poste marketing et évènementiel d’Indigo Wine est chargé de promouvoir 

l’identité et de tout mettre en œuvre afin que l’entreprise bénéficie d’une large 

représentation sur les supports digitaux (réseaux sociaux et site internet) mais aussi en 

organisant des évènements à la hauteur des ambitions de l’entreprise. 

- Communication : la qualité rédactionnelle est d’une grande importance afin que 

le message à diffuser soit clair et fidèle à l’image que souhaite transmettre 

l’entreprise. 

- Créativité : la création de brochures, de publications sur les réseaux sociaux ou 

encore de newsletters exige un sens de l’innovation afin de toucher le maximum 

d’audience.  

- Anticipation : la durée d’un évènement est courte comparé au temps nécessaire à 

l’organisation de celui-ci. C’est pourquoi il est primordial de prévoir chacun des 

détails afin d’en faire un succès. 

 


