
NBWA Releases Beer Purchasers' Index for August 2019 
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Today, the National Beer Wholesalers Association (NBWA) released the Beer Purchasers' 
Index (BPI) for August 2019. 

The index surveys beer distributors' purchases across different segments and compares them 
to previous years. A reading greater than 50 indicates the segment is expanding, while a 
reading below 50 indicates the segment is contracting. 

The Beer Purchasers' Index fell in August after a strong July, but still remained positive overall 
with a reading of 57.6 - stronger than August 2018's reading of 54.4. The positive month was 
largely led by the continued success of flavored malt beverages, including hard seltzers, which 
posted a reading of 82.1. Craft beers contracted for the first time since October of last year.  

Looking across the segments:  

Repeating last months performance, the flavored malt beverage/progressive adult beverage 
(FMB/PAB) segment saw another significant increase over 2018 with an index reading of 82 
compared to 69 in August 2018. 

The craft index dropped below 50 for the first time in 2019 with a reading of 49. The last time 
the craft index dipped below 50 was October 2018.  

The index for imports took a significant step down from 2018 highs, but remained in expansion 
territory with an index reading of 58 compared to the August 2018 reading of 68. 

Premium lights and below premiums posted slight increases over 2018 readings, while 
premium regulars fell by 1 point compared to August 2018. All three segments continue to 
struggle with below 50 index readings for 2019. 

The cider segment continues to show the most variability of any segment in the BPI, falling to 
34. Cider orders continue to contract from peak readings in late 2018. This series will continue 
to play out as regional ciders brands compete aggressively against larger national cider 
brands.  

The September 2019 BPI survey will run from September 9th through September 20th. Results 
will be released to participating distributors on September 21.  

Industry sees second month of weak same-store sales 
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The sales slowdown continued for the restaurant industry in August as same-store sales fell 
again year over year. Growth was -0.7% for August, the second consecutive month in which 
the industry failed to grow its same-store sales. The last time the industry experienced two 
consecutive months of negative same-store sales growth was in January and February of 
2018, when the weak sales could be largely attributed to bad winter weather. 

The latest disappointing results could not be attributed to any external factors, thus raising 
questions about the current health of the industry. This update comes from Black Box 
Intelligence data from TDn2K, based on weekly sales from over 31,000 locations representing 
170+ brands and $72 billion in annual sales. 

Even though the latest results are discouraging for restaurants, they are not surprising. As the 
industry is into the second half of 2019, the sales comparisons become tougher year over year, 
given the industry's stronger performance during the last two quarters of 2018. 

"August's same-store sales growth compared with the same month two years ago is actually an 
encouraging 1.2%," commented Victor Fernandez, vice president of insights and knowledge for 
TDn2K. "The industry's sales continue to be better than they were two years ago in comparable 
stores. Since the beginning of the year, only two months (February and July) have posted 
negative sales growth on a two-year basis. Between August 2017 and December 2018, only 
October-December of 2018 achieved two-year positive same-store sales growth. In other 
words, the industry's performance has held up in recent months from a longer-term 
perspective, but in this new world of persistently eroding guest traffic, strong year-over-year 
sales growth performance is simply not possible every year. A period of strong sales growth 
such as 2018 should be expected to be followed by a softer year, as we've seen so far in 
2019." 

Traffic: The Achilles Heel of the Industry 

Same-store traffic growth was -3.9% in August. Along with -4.0% in July, the industry just 
experienced the two worst months in almost two years based on year-over-year traffic growth. 
The stark reality is that the average restaurant continues to see its guest counts dwindle every 
year since the recession. If the industry is to consistently post healthy sales growth, this guest 
erosion needs to be solved. 

Increasing average guest checks, even accelerating their growth in recent months, was not 
able to push the industry into positive sales growth territory given the abysmal traffic results 
during the last two months. 

However, it is important to note that August 2018 had the strongest traffic growth results of last 
year, albeit still negative. This meant a tough comparison to lap over. Much as what was 
discussed for sales, current traffic performance remains relatively unchanged when calculating 
growth on a two-year basis. August's same-store traffic growth compared with August 2017 
was -4.6%, the average for the previous 12 months. "There is little comfort in knowing the 
industry keeps losing guests at the same pace as it has been for the last year," continued 
Fernandez, "but at least the bleed is not getting worse." 

Fine Dining Continues To Outperform All Segments 



Fine dining was the best-performing segment based on same-store sales growth during 
August. For the last few years, guests looking for an upscale dining experience and that have 
the income to spend have responded well to the offerings by fine-dining chain restaurants. This 
segment is also the top performer based on sales growth year to date and among the top two 
performing segments in each of the last two years. 

The only other segment that was able to post positive same-store sales growth during August 
was family dining. This segment has been experiencing a sales resurgence since 2018. 

Labor Market Key to Continued Consumer Spending 

"The trade battle between the U.S. and China is creating enough collateral damage that there 
are now worries that a global economic slowdown is nearing," said Joel Naroff, president of 
Naroff Economic Advisors and TDn2K economist. "The U.S. economy continues to expand, but 
with new tariffs being imposed and more possible, the future is more uncertain. Europe is being 
battered by the weakening in its two major trading partners. Japan is hurting as well. The U.S. 
manufacturing sector is faltering. Indeed, the only positive segment of the economy is 
consumer spending. That is being supported by a solid job market and decent income gains. 

"But, payroll increases have slowed and the decline in the unemployment rate has stopped, 
raising questions about whether consumer confidence can remain high enough to sustain the 
spending. The labor market is the key. If jobs remain plentiful, households will have the funds 
to keep growth going. If it falters, it would likely take a sudden end to the trade war to prevent a 
recession." 

Employee Retention Still Troubling 

Restaurants are now adding declining sales growth to the challenge they have been wrestling 
with for years. Finding and retaining enough employees to keep restaurants fully staffed 
persists as one of the biggest headaches for operators according to the latest results from 
TDn2K's People Report™. In July, rolling 12-month turnover rates for restaurant hourly 
employees and managers increased once more, keeping the industry at historically high levels. 

Continued job growth coupled with difficulty finding capable job candidates has resulted in an 
increase in unfilled positions across the industry. Based on TDn2K's Workforce Index, limited-
service brands (quick-service and fast casual restaurants) have felt the most pressure on this 
front. While 29% of full-service restaurants reported an increase in vacancies at the 
management level, 38% of limited service reported an increase. At the restaurant non-
management level, 27% for full service and 44% for limited service reported an increase. 

Compensation has typically been the key lever to use when competing for talent in an 
increasingly tight environment. But successful operators recognize that the employee value 
proposition goes well beyond pay. When asked what works to improve employee retention at 
all levels within their restaurants, operators frequently mention things like improved training as 
well as career development. And the data supports these responses. A recent TDn2K analysis 
revealed restaurant brands that invest in their managers' leadership development and spend 
time training them on HR specific topics results in lower turnover. 

Looking Ahead 



The restaurant industry is expected to experience weak sales and traffic growth results for the 
last third of the year. Average same-store sales growth for the last four months of 2018 was 
1.3%, compared with an average of 0.5% for the first months of last year. Given these tougher 
comparisons in the months ahead, small positive sales growth is a best-case scenario for the 
rest of the year. Flat to declining sales growth is a distinct possibility, especially if consumer 
confidence begins to suffer as news of trade wars continue fanning the recession flames. 

Adding to the negative outlook for next month's results is the fact that major areas of the 
country are being evacuated and possibly devastated by another major hurricane. This will 
undoubtedly hurt restaurant sales, particularly in those areas directly affected on the Atlantic 
coast. But restaurants in those areas hit by the storm are expected to see a jump in their sales 
in the recovery period in the months ahead. 

Millennials are drinking more because they're having kids, 
Constellation Brands executive says 
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Constellation Brands is seeing an uptick in the millennial generation's consumption of alcohol. 

About three-quarters of millennials in the U.S. are consuming alcohol, it estimates. 

Generation Z, those ages of 21 to 24, are consuming alcohol more slowly than millennials. 

Beer and wine producer Constellation Brands is seeing an uptick in the millennial generation's 
consumption of alcohol and, according to a company executive, that's in part thanks to one 
specific reason. 

"When you said the millennials are drinking more, I'm like: That's because they have kids," 
Barclays analyst Lauren Lieberman said. 

Lieberman made the comment somewhat jokingly during a discussion with Constellation 
Brands CFO David Klein, who was speaking with Lieberman at the Barclays Global Consumer 
Staples Conference on Wednesday. 

"Well, I think that's exactly the answer," Klein responded. 

He cited Constellation's research on millennials to back up his broader thesis: The company 
found that in 2013, millennials consumed about 24 alcoholic drinks per month. By this year, 
that number has climbed to about 29 per month - with about 77% of all millennials in the U.S. 
consuming alcohol, according to Klein. 

"What we don't know though is will we see that same thing with Gen Z as they age, will they - 
will life get more stressful for them and they drink a little more? But it's too early to tell, but we 
definitely have seen that with millennials," Klein said. 

https://www.cnbc.com/


Klein added that Generation Z, ages 21 to 24, are consuming alcohol "slightly more slowly" 
than millennials did. 

"I think what we have is people saying that they're drinking less or drinking better, but that's 
really driving people into trends like Corona Premier and seltzer and Mic Ultra, and brands like 
that," Klein saId. 

Twitter user @bluff_capital first noted the exchange on Thursday. 

This might be why millennials are drinking more. (Hint: they're 
short and loud) 

Source: https://www.marketwatch.com/ 

Sept 5, 2019  

Constellation Brands exec says as millennials have kids, they're drinking more 

Your kids really might be driving you to drink. 

And Constellation Brands Inc. would probably like to thank them for driving you nuts, 
particularly if you're a millennial parent. 

Constellation's chief financial officer acknowledged as much Wednesday during an interview at 
the Barclays Global Consumer Staples Conference in Boston. 

CFO David Klein mentioned that the company - which produces Corona beer and Robert 
Modavi wine, among other brands - has noticed that while Gen Z consumers are drinking less, 
there's been an uptick in alcohol consumption by millennials. 

That led Barclays analyst Lauren Lieberman to quip: "When you said the millennials are 
drinking more, I'm like 'because they have kids.'" 

"Well, I think that's exactly the answer," Klein said, according to a FactSet transcript. "And what 
we don't know though, is: Will we see that same thing with Gen Z as they age, will life get more 
stressful for them, and they drink a little more? But it's too early to tell, but we definitely have 
seen that with millennials." 

Klein said research found that the average millennial consumed about 24 drinks a month in 
2013, but in 2019 that's gone up to 29 drinks a month. 

He added that Gen Z - those 21 to 24 - are drinking at a lower rate, but favoring higher quality 
brands. "I think what we have is people saying that they're drinking less or drinking better," he 
said. 

Constellation shares STZ, -2.50% are up 27% year to date, compared to the S&P 500's SPX, 
+1.30% 19% gain. 

Scotch Whisky Sales Surge in H1 

https://www.marketwatch.com/


IWSR Forecasts Show Global Consumption of Scotch Whisky Reaching 103.1m Nine-Litre 
Cases in 2023, Up from 95.3m in 2018. What is Driving the Sudden Spike in Popularity? 

Source: IWSR 

September 5, 2019 

Scotch whisky sales increased by 10.8% to £2.19bn in the first half of 2019, according to data 
released by the Scotch Whisky Association (SWA). The volume of exports also increased by 
7.1% to 598m 70cl bottles. 

Single malts continue to grow in popularity, with exports up 18.8% to £652m in the first six 
months of the year. Single malts now make up 30% of the value of all Scotch shipped 
overseas. Exports of blended Scotch grew too, rising 7.5% to an export valuation of £1.35bn.  

Commenting on the half-year export figures, SWA Chief Executive Karen Betts said: "Demand 
for Scotch whisky is growing both in developing markets, like India, and in established ones 
like the US, Japan and Germany. This reflects the enduring popularity of Scotch whisky in so 
many cultures around the world. It also reflects our industry's continued focus on improving 
trading conditions - for example, removing tariffs and discriminatory taxes - across our global 
markets." 

The SWA believes that a proportion of this year's export growth also reflects actions taken by a 
number of distillers to mitigate the risk of a no-deal Brexit in March/April by exporting some 
stocks early, evidenced by a spike in EU exports in Q1. For example, there was significant 
growth in exports to South Korea and Morocco, both markets where tariffs could have been re-
imposed if the UK had exited the EU without a deal on 29 March.  

The EU saw significantly more growth in value and volume in Q1, (+27.9% and +14.5% 
respectively compared with Q1 2018), than in Q2 when they dropped by -13.2% and -20.5% 
compared to Q2 2018. This reflects shipments ahead of the 29 March Article 50 deadline.  

Shipments to South Korea increased by 25%, and exports to Morocco increased by 74% in the 
first half of the year, again reflecting forward shipping ahead of potential tariffs following Brexit.  

The USA remains the top export market for Scotch, with export value increasing sharply 
(+19.5%). The USA has benefited from increasing premiumisation in recent years, and distillers 
have launched a number of new products which have increased market share of Scotch in a 
competitive brown spirits market. Notably, consumers aged 25-34 now account for the largest 
age demographic, having come to appreciate the ageing process of whiskies. 

Commenting on the latest figures, Humphrey Serjeantson, Research Director at IWSR Drinks 
Market Analysis states that "IWSR forecasts show global consumption of Scotch whisky 
reaching 103.1m nine-litre cases in 2023, up from 95.3m in 2018. While blends will still account 
for the lion's share of Scotch, malts will grow at a faster rate (4.1% vs 1.2%), showing that 
consumers worldwide are increasingly willing to pay more as they learn about the range and 
variety of single malts on offer, and as they become more educated about how Scotch is made. 
While overall volumes are set to decline in Europe over the next five years, growth in the 
Americas and Asia Pacific will more than make up for this." 



As noted by the SWA, the increase in shipments of Scotch should not be seen as a direct 
indication of an equivalent increase in consumption - much of the growth in Q1 will have been 
stockpiling in an effort to reduce the risks posed by a disorderly Brexit. 

Overall volume growth in Scotch between 2018 and 2023 is forecast at 1.6% CAGR, compared 
to 3.9% for US whiskey, 6.3% for Irish, and 6.7% for Japanese, as the slower growth of blends 
will outweigh the 4.1% growth in malts. 

Scotch's image as a status spirit is helping drive growth across many markets, especially the 
potentially huge Asian markets of China and India as these economies grow. But the traditional 
image of Scotch also arguably puts off younger consumers in existing markets where other 
categories are seen as more dynamic. Various methods are being attempted by producers of 
blends to reach out to new consumers, partly via broadening the occasion of consumption into 
cocktails (especially via highballs) and partly by reworking the traditional image of blended 
Scotch by tie-ins with popular culture. The key recent example here would be Diageo's Johnnie 
Walker brand and its "Game of Thrones" tie-ins. Johnnie Walker is by some margin the largest 
Scotch brand globally, with just under 20% share by volume, and its activity will be closely 
watched by the industry as a whole. Could Johnnie Walker's innovation help drive a turnaround 
in the fortunes of blended Scotch? It would be unwise to rule it out. 

AB INBEV SET TO APPEAL MILLERCOORS' CORN SYRUP LEGAL 
WIN 

Source: https://www.thedrinksbusiness.com/ 

by Arabella Mileham 

5th September, 2019  

AB InBev has vowed to appeal a ruling by a US court that stops it from using claiming that Bud 
Light is not made with corn syrup. 

Rival brewer MillerCoors, the US arm of Molson Coors, filed a lawsuit in March this year after 
AB InBev ran adverts during the Super Bowl that criticised the former for using corn syrup in its 
own beer production. 

The rift first began when AB InBev ran three adverts during the Super Bowl promoting its beer 
brand Bud Light. Using the brand's tongue-in-cheek medieval theme, the ad highlighted the 
use of corn syrup by MillerCoors in its brands Miller Lite and Coors Light, ending with the 
tagline "Bud Light, brewed with no corn syrup". 

Corn syrup can be added in the brewing process to raise the level of fermentable sugars. Miller 
Coors has reiterated that it uses corn syrup rather than high-fructose corn syrup, the latter of 
which has been linked to health problems such as type 2 diabetes. 

MillerCoors filed a complaint with the District Court for the Western District of Wisconsin, 
pointing out the difference between HFCS and corn syrup, and adding that AB InBev also uses 
corn syrup in a number of its own products, such as Busch Light, Busch, and Stella Artois 
Cidre. 

https://www.thedrinksbusiness.com/


Federal judge William Colney issued an injunction against AB InBev this week preventing it 
from claiming its beers are corn syrup-free, and barring it from using any language implying this 
from its packaging, reports CNBC. 

"In light of the limited number of beers in the light beer market, with Bud Light, Miller Lite and 
Coors Light accounting for almost 100% of sales, that same jury could also find a substantial 
segment of consumers would infer that Bud Light's principal competitors contain corn syrup, 
especially after a hundred million dollar television and print campaign misleadingly suggesting 
the same thing," he said in the ruling. 

"Bud Light is brewed with no corn syrup - plain and simple. We look forward to defending our 
right to inform beer drinkers of this fact at trial and on appeal," a spokesperson at AB InBev told 
the drinks business. 

"MillerCoors is resisting consumer demands for transparency in the ingredients used to brew 
its beers, but those demands are here to stay. We will continue leading this movement in the 
beer industry." 

Pressure is mounting on large brewers to keep their share of the market as US sales of 
mainstream beer have started to decline. 

According to recent figures released by US trade group the Distilled Spirits Council, last year 
spirits continued to gain market share at the expense of beer and wine, rising by 0.7% to 
37.4% of the total alcohol market. The trade group revealed that in the past 20 years, beer's 
US market share has fallen from 56% to 45.5%, while spirits and wine have increased their 
reach, rising from 28.2% to 37.3% and from 15.8% to 17.2% respectively. 

7th Circ. Gives AB InBev, Molson Antitrust Suit Another Round 

Source: https://www.law360.com/ 

By Mike LaSusa 

September 5, 2019 

The Seventh Circuit on Thursday revived a suit claiming Anheuser-Busch InBev and Molson 
Coors Brewing Co. conspired to restrict the flow of American beer exports to Ontario, Canada, 
saying some of the claims can stand because they don't relate to the actions of foreign 
governments. 

The three-judge panel ruled that some of Mountain Crest SRL LLC's lawsuit is blocked by the 
act of state doctrine, which prohibits federal courts from invalidating the public acts of a foreign 
government. 

Mountain Crest had asked a lower court to undo a rule barring the government-run Liquor 
Control Board of Ontario from selling beer in packages with more than six containers. But the 
appeals court on Thursday agreed with the lower court's ruling that the agreements laying the 
foundation for the so-called "six-pack rule" constitute official acts. 

https://www.law360.com/


But the panel said Mountain Crest's second amended complaint also laid out allegations of a 
conspiracy between the beer behemoths to bring about the agreement, and that purported 
conspiracy would fall outside the scope of act of state doctrine, the judges said. 

"Holding Anheuser-Busch and Molson Coors liable for their antecedent and allegedly 
deliberate acts to bring about the six-pack rule and requiring them to pay damages to Mountain 
Crest would not, on its face, invalidate Ontario's chosen regulatory scheme," they said. 

The appeal panel pointed out that the case is "further complicated" by the fact that the Ontario 
government has since canceled the six-pack rule. 

"This matter has not been argued to us, and we believe that the most expeditious manner of 
evaluating this development is to permit the district court to address it on remand," the judges 
said. 

Mountain Crest's 2017 lawsuit accused the beer giants of violating the Sherman Act by 
reaching a "secret agreement" with the government-run LCBO that gave an unfair advantage to 
The Beer Store, a retail chain licensed by the LCBO and majority-owned by subsidiaries of 
Anheuser-Busch and Molson. The allegations stem from the Toronto Star's December 2014 
reporting on a leaked agreement between the CEO of the LCBO and The Beer Store. 

Under that deal, the LCBO agreed not to sell beer in packages with more than six containers. 
Mountain Crest's complaint alleges that because the LCBO and The Beer Store are the only 
licensed beer retailers in Ontario, U.S. brewers could not export beer to Ontario in 12- or 24-
packs unless they paid to use the beer giants' retailer, which charged fees from which the two 
companies are exempt. 

Mountain Crest claims the deal resulted in lower export sales for it and other breweries over 15 
years. The Wisconsin brewery alleged that Anheuser-Busch and Molson Coors each owns 49 
percent of The Beer Store and accused them of masterminding the agreement to restrict 
competition in the low-cost end of Ontario's beer market. 

The case was tossed in May 2018, only for the company to assert in oral arguments before the 
Seventh Circuit in early November that simply negotiating a government contract cannot create 
immunity from U.S. law. 

The appellate court then asked the U.S. Department of Justice to weigh in, and the DOJ 
argued that while the act of state doctrine properly barred claims based on the six-pack limit, 
Mountain Crest's claims went beyond that restriction. 

A Molson spokesperson told Law360 on Thursday that the company is pleased by the Seventh 
Circuit's ruling. 

"We remain confident the U.S. district court will dismiss the few remaining ancillary claims that 
were remanded, which are based on activities wholly taking place in Canada," the 
spokesperson said. 

Anheuser-Busch said in a statement Thursday that it was also pleased with the ruling. 



"We believe the remaining allegations in this case are completely without merit, and we will 
vigorously defend against them," the company said 

Representatives for Mountain Crest did not respond Thursday to requests for comment. 

Circuit Judges Kenneth F. Ripple, Michael S. Kanne and Ilana Diamond Rovner sat on the 
panel for the Seventh Circuit. 

Mountain Crest is represented by Charles E. Benoit. 

Anheuser-Busch is represented by Kendall W. Harrison and Kevin James O'Connor of Godfrey 
& Kahn SC and Steven C. Sunshine, James Moore III and Tara L. Reinhart of Skadden Arps 
Slate Meagher & Flom LLP. 

Molson Coors is represented by Donald Karl Schott, Stacy Ann Alexejun and James Eric 
Goldschmidt of Quarles & Brady LLP and Matthew I. Bachrack and David Irving Gelfand of 
Cleary Gottlieb Steen & Hamilton LLP. 

The U.S. is represented by Makan Delrahim, Andrew C. Finch, Michael F. Murray, Roger P. 
Alford, Lauren S. Willard and Nickolai G. Levin of the U.S. Department of Justice's Antitrust 
Division. 

The case is Mountain Crest SRL LLC v. Anheuser-Busch InBev SA/NV et al., case number 18-
2327, in the U.S. Court of Appeals for the Seventh Circuit. 

CRAFT BREW ALLIANCE - KONA OUT OF STOCKS GIVE CRAFT 
BREW THE BLUES 

Source: Cowen 

September 5, 2019 

THE COWEN INSIGHT 

After failing to receive a qualified offer from ABI at the end of August, BREW updated their 
guidance for the full year, and offered perspective on: 1) deploying the $20 mm fee from ABI, 
and 2) the company's strategic priorities as an independent going concern. 

Updated Guidance 

As discussed when BREW reported 2Q19 results, out of stocks for Kona were problematic in 
the quarter, as the brand ramped advertising and delivered 10% growth in 1H19. However, 
with a meaningful miss to the company's planned contract manufacturing volume, given the 
greater than expected demand, BREW's volumes will be further negatively impacted. 
Combining these issues with a challenged beer category, which faces competitive pressure 
from FMB's, and hard seltzer specifically, BREW is lowering their volume guidance for 2019 to 
flat to +3% (from +5-8% previously). Beyond volumes, BREW is maintaining the remainder of 
its guidance, which from a gross margin perspective we find comforting, considering the 
volume deleverage on the negative depletion revisions. 



Outlook for the Company 

With $20 mm in cash, and the existing relationship with ABI from a shareholder and distributor 
perspective, BREW is considering multiple pathways for the business from here. In the near-
term, we don't expect BREW to deploy this cash reserve, as the company contemplates the 
potential for organic change, by restructuring the business and leveraging the stronger portfolio 
of brands that exists today, than was seen three years ago. As well, it seems that BREW is 
also in discussions around M&A, both in terms of selling all or a portion of the portfolio. We 
would not be surprised to see BREW pursue an asset sale of some of its brands, though we 
would expect that unless the entire company is sold, BREW would keep Kona, as it serves as a 
large growth driver for the overall portfolio, and also provides the company with its best 
international exposure (which will increasingly come into focus in 2020). 

Revising Our Estimates and PT 

Given the volume shortfalls around Kona, we are lowering our full year volume growth outlook 
to +2%, which growth we expect to be driven by Kona, as well as the company's other newly 
acquired craft brands (AMB, Cisco and Wynwood). We continue to value the company on a 
revenue basis; given the uncertainty around the future of this business, we are lowering our 
target multiple to ~1.5x, and flowing through our downwardly revised revenue estimates, we 
lower our PT to $14. While it is clearly a challenging time for BREW, we believe there is real 
value in the assets under the company's control, and we expect that management and the 
Board are working diligently to pursue options that will clearly unlock value for shareholders. 
Maintain Outperform. 

CAMPARI GROUP COMPLETES RUM ACQUISITION 

Source: https://www.thedrinksbusiness.com/ 

by Rupert Millar 

5th September, 2019  

The Campari Group has confirmed the full acquisition of French rhum agricole brands Trois 
Rivières and La Mauny for ?60 million. 

The news of Campari's move on the brands was first reported this July and the negotiations 
have now been successfully completed. 

The deal is expected to close in the fourth quarter of the year and will add two major rum 
brands to Campari's portfolio. 

Campari said in a statement: "With this acquisition Campari Group will add prestigious agricole 
rum brands to its offering and enhance its exposure to rum, a premiumising category currently 
at the heart of the mixology trend and growing cocktail culture. 

"Moreover, Campari Group will add significant critical mass in France, poised to become one of 
the Group's strategic markets." 

https://www.thedrinksbusiness.com/


Bardstown Bourbon Co. Names New CEO 

Source: Wine & Spirits Daily 

September 5, 2019 

Bardstown Bourbon Company ceo David Mandell is stepping down after five years at the helm. 
The BBCo board of directors has appointed BBCo board member Mark Erwin as its new 
president and ceo. David will remain a minority shareholder in the company, per a release.  

"It has been an honor to serve as the ceo of Bardstown Bourbon Company," says David. "With 
the company in such strong standing and poised for its next phase of growth, this is the right 
time for a transition and the talented team that we have in place are well positioned for success 
under Mark Erwin's leadership. I wish everyone involved continued success." 

Mark spent 25 years in the United States Army, culminating as the Chief of Staff of the US 
Army Special Operations Command. After his military career, Mark joined Fortress Investment 
Group and then went on to co-found an international advisory firm called the Karakoram 
Group. He also served as an independent board director of Heritage Oil Plc as well as on the 
board of BBCo.  

"Mark is a proven leader, who brings decades of experience during his distinguished US 
military career, and as an executive in both private and public company settings. Bardstown 
Bourbon Company will benefit greatly from Mark's disciplined approach as we embark on this 
next phase of growth," says BBCo executive chairman Peter Loftin. 

You may recall, Constellation Brands purchased a minority stake in the company in 2016 
through Constellation Ventures [see WSD 10-17-2016].  

Target tells suppliers to bear cost of Donald Trump's tariffs 

Demand to hundreds of providers sets stage for tense talks over prices of Chinese imports 

Source: FT 

Alistair Gray and Richard Henderson in New York  

September 5, 2019 

Target has set the stage for contentious talks with the US retailer's suppliers of Chinese goods, 
telling them it would refuse to "accept any cost increases related to tariffs" imposed by Donald 
Trump in his trade war with Beijing. 

Hundreds of suppliers to the S&P 500 company received the warning in a memo sent last 
week, shortly before 15 per cent tariffs on $112bn of goods from China went into effect at the 
weekend. 

"Our expectation is that you will develop the appropriate contingency plans so that we don't 
have to pass price increases along" to customers, wrote Mark Tritton, Target's chief 
merchandising officer. 



With a network of more than 1,800 stores across the US and sales of $74.4bn last year, Target 
is a crucial route to market for suppliers of goods ranging from groceries and toiletries to 
electronics and homewares. Its shares are trading just shy of an all-time high, giving the 
company a $54.9bn market capitalisation. 

The scale of Target's US presence and popularity among American shoppers have given it 
substantial clout in negotiations with providers. 

Even so, some analysts warned its apparent refusal to accept a share of tariff costs risked 
alienating suppliers. 

"Some will be pretty cross," said Neil Saunders, managing director of GlobalData Retail, adding 
that despite Target's "cosy" public image, the memo was a sign that the company could be 
"quite ruthless". 

"To be so direct [with suppliers] is fairly unusual," he said. 

Jan Kniffen, a retail consultant, described the demand in the memo as an "opening gambit" and 
predicted that suppliers would not necessarily give in. "It's going to be a negotiation," he said. 

Retailers and their suppliers have also been shifting production and sourcing away from China 
in an effort to contain the financial fallout from the trade war. 

Steve Bratspies, chief merchandising officer of Walmart's US business, told a conference on 
Wednesday that while the retailer had successfully navigated earlier rounds of tariffs, the latest 
tranche "gets tougher" and "covers a lot more" products. 

Still, he described price rises as a "last resort". "There's a whole bunch of different levers that a 
buyer can pull," he said. 

Bruce Besanko, chief financial officer of Kohl's, told another conference organised by Goldman 
Sachs this week: "We're certainly partnering with our vendors and suppliers to be sure that we 
try to avoid having an impact to our customers." 

Mr Tritton's memo was sent to Target suppliers that are "importers of record" - those legally 
responsible for ensuring that goods are imported in accordance with the law - for goods from 
China. It said: "We have delivered on this [customer]-centric plan with your co-operation, hard 
work and partnership and appreciate the work we've done, together." 

WORLD'S 'MOST VALUABLE' WHISKY COLLECTION TO BE 
AUCTIONED 

Source: https://www.thedrinksbusiness.com/ 

by Rupert Millar 

5th September, 2019  

https://www.thedrinksbusiness.com/


A collection of rare malts that has been dubbed the "the most valuable collection of whisky ever 
to be offered at auction" will be up for sale in London later this month. 

The collection of 467 bottles and nine whole casks is valued at £4 million and will be offered by 
Sotheby's in an online auction which will run from 27 September and culminate with a live 
auction at London Olympia alongside the auctioneer's annual car auction on 24 October. 

Although Sotheby's, like many other auction houses, have increasingly been adding rare spirits 
to their previously wine-dominated sales, this is the first time the auctioneer has offered a 
dedicated single owner collection of spirits. 

Scotch whisky of all stripes are included in the collection but the original purchaser is a 
particular fan of Bowmore, Highland Park and The Macallan. 

The consignment of Macallan alone spans 178 bottles from 1926-1991, has a pre-sale 
estimate of £2.2m and is, said Sotheby's, "the most comprehensive collection of the Macallan 
Fine and Rare series ever offered at auction". 

Chief among the bottles being offered is a 60 year-old 1926 from cask #263, the same cask 
which yielded the 24 bottles labelled by Valerio Adami and Peter Blake and one hand-painted 
by Michael Dillon which sold for £1m at Christie's last year. 

The remaining 14 bottles from the cask were labelled as part of the Fine and Rare series. It is 
the first time a bottle of the 1926 from the series has been seen at auction in over a decade 
and it has a pre-sale estimate of £350,000 - £450,000. 

Other highlights from the sale include: 

Two complete Macallan in Lalique Six Pillars Collections presented in bespoke, hand-made 
cabinets commissioned by Sotheby's and designed by British craftsman James Laycock. 

A rare collection of Macallan Fine and Rare Miniature bottles in an exclusively commissioned 
lockable wall-mounted cabinet, also designed by James Laycock. 

Glenfiddich and Balvenie's oldest bottlings, including Balvenie 50 year old 1937, Glenfiddich 50 
year old (1st and 2nd releases), and Glenfiddich 64 year old 1937. 

Legendary releases from Gordon & Macphail under the G&M label, including the Mortlach and 
Glenlivet 70 year old Generations series, The Macallan Queen's Mother's 80th Birthday, and a 
range of Glen Grant, Linkwood and Macallan Speymalt vintages. 

Silvano Samaroli's iconic releases, including Bowmore 18 year Bouquet, Laphroaig 15 year old 
Sherry Cask 1967, Laphroaig 1970, Springbank 12 year old and Ardbeg Sherry Wood 1974. 

Bowmore Black releases (First, Second, Final and Bowmore Black 50 year old Last Cask); 
Bowmore Black, Bowmore White and Bowmore Gold from the Bowmore Trilogy series; the 
1957 54 year old "Crashing Waves". 



An entire vertical of Port Ellen's Annual Releases (1st -17th) to be sold as individual bottles, the 
Limited Edition 40 year old Bunnahabhain, and the 40 year old Ardbeg 1965. 

An outstanding representation of Dalmore bottlings headlined by the 59 year old Dalmore Eos 
1951 and three further 50 year old expressions. 

Highland Park's 50 year old designed by Edinburgh-born jeweler, Maeve Gillies, alongside 
other notable Highland Park lots such as the Orcadian Vintage Series releases from 1964, 
1968, 1970, 1971 and 1976. 

A selection of some of the finest casks available for sale, including such peated rarities as both 
Bowmore and Laphroaig casks from 1995, and Bruichladdich's Octomore, distilled in 2012; 
barrels and Hogsheads from legendary distilleries such as Dalmore, Bunnahabhain and 
Clynelish; the Highland Park First Fill Oloroso Sherry Cask and Springbank First Fill Oloroso 
Sherry Cask. 

Spirits Industry to Convene at Distilled Spirits Council of the 
United States Inaugural Conference 

Registration Open for Marquee Industry Event 

Source: DISCUS 

September 5, 2019 

The Distilled Spirits Council of the United States (DISCUS), the leading voice and advocate for 
the U.S. spirits industry, today announced it will host its Inaugural Conference on Feb. 17-19, 
2020, at the Omni Hotel in Louisville, KY. 

"For the first time in our history, we're bringing together America's spirits industry leaders, 
decision makers and supply chain partners under one roof to set the future of our sector," said 
Chris Swonger, DISCUS president and CEO. "We are thrilled to host this marquee industry 
event where spirits executives and key industry stakeholders can share their ideas to drive 
innovation and succeed in the modern distilled spirits marketplace." 

The conference theme is, "Forging a Modern Distilled Spirits Marketplace," and attendees will 
hear the latest on mission-critical policies directly from high-profile lawmakers and elected 
officials, connect with spirits business executives at premiere networking events, learn from 
industry legends at exclusive dinner experiences and walk away with tangible insights to help 
boost their businesses. 

Conference registration is now open here. 

To receive "early bird" pricing, register before November 15. Registration pricing is detailed 
below: 

- Early Bird (DISCUS Member): $450 

- Early Bird (Non-Member): $775 



- Standard (DISCUS Member): $600 

- Standard (Non-Member): $925 

To register, reserve your hotel accommodations, become a sponsor and learn more about the 
DISCUS Inaugural Conference, please visit www.distilledspirits.org/conference. 

Latest Brexit Headlines 

Source: Multiple 

September 6, 2019 

https://www.thespiritsbusiness.com/2019/09/brexit-no-deal-could-cost-10000-irish-tourism-jobs/ 

https://www.telegraph.co.uk/politics/2019/09/05/labour-plot-delay-election-november/ 

https://www.dailymail.co.uk/news/article-7433239/Labours-Stop-Boris-deal-SNP-push-General-
Election-NOVEMBER.html 

https://www.dailymail.co.uk/news/article-7433687/Europe-REJECT-Brexit-extension-despite-
efforts-Remainers.html 

https://www.telegraph.co.uk/politics/2019/09/05/europe-fears-early-brexit-general-election/ 

https://www.dailymail.co.uk/news/article-7431589/Boris-Johnson-mocks-Jeremy-Corbyn-
meeting-Mike-Pence.html 

https://www.independent.co.uk/news/uk/politics/boris-johnson-brexit-parliament-nuisance-high-
court-general-election-a9093696.html 

Wine Enthusiast's 20th Annual Wine Star Award Nominees (Link) 

Source: https://www.winemag.com/ 

September 5, 2019 

Each year, Wine Enthusiast honors the individuals and companies that made outstanding 
achievements over the past year in the wine and alcoholic beverage world. Below are the 
nominees in 16 categories for the 20th Annual Wine Star Awards. The winners will be 
announced in Wine Enthusiast's special "Best of Year" issue, and they will be honored at a 
black-tie gala on Monday, January 27, 2020, in San Francisco at Palace of Fine Arts. 

Explore the 2019 Wine Star Award Nominees. 

https://www.winemag.com/2019/09/05/wsa2019nominees/ 

How German Wine Found Its Sweet Spot (Excerpt) 
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American connoisseurs have traditionally stayed away from German wine. A new generation of 
producers - and global warming - is changing that. 

Source: https://www.washingtonpost.com/ 

by Jason Wilson  

SEPTEMBER 5, 2019 

It is a truth universally acknowledged that umlauts scare away American wine lovers. For 
whatever reason, bottles with labels bearing those diacritical points, floating above terms like 
spätlese or grapes called spätburgunder or müller-thurgau or places named Würzburg or 
Württemberg, are a turnoff for so many English-speaking consumers. Let it be said, then, that I 
am somewhat out of step with my fellow Americans. Though I speak almost no German, I love 
wines with umlauts. And I go to significant lengths to seek them out. 

That's why on a balmy, blue-sky morning in late spring, I found myself in a western German 
village called Piesport, which sits at an S-shaped bend in the Mosel River. As the river gently 
meandered beside me, I gazed straight up at an imposing hillside vineyard called 
Goldtröpfchen. This vineyard is incredibly steep, with an incline in parts of more than 60 
degrees - so precipitous and treacherous that there are small monorails snaking uphill, where 
workers can load harvested grapes into mechanical cars rather than risk hauling them down to 
the bottom. 

I could walk only a little ways up the incline, crunching the brittle blue-slate soil under my 
shoes; I slipped slightly as I stepped. Kai Hausen, the young winemaker I walked with, 
chuckled. "The best wines always come from the most difficult vineyards," said Hausen, who 
works at a nearby winery called Nik Weis St. Urbans-Hof, which owns about three hectares of 
this vineyard. "When you bring people here, you can show them why the wines from here are 
more expensive." 

Goldtröpfchen means "droplets of gold," referring to the wine that's been pressed from the 
grapes grown here - and prized - for centuries. The 4th-century Roman poet Ausonius 
celebrated this vineyard in his poem "Mosella" ("River whose ridges are crowned with the 
vine's odoriferous clusters!"), and a Roman wine press from the same era was unearthed at the 
foot of Goldtröpfchen in the 1980s. It was in the 18th century, so the story goes, that a 
Lutheran pastor persuaded the local farmers to plant only riesling, the grape from which 
Germany's most famous wines are now made. As you enter the town of Piesport there's a 
sculpture of a vine with a drop of gold that reads, "Heimat des Goldtröpfchen." The sign means 
"home of the golden droplets." 

Given the importance of such a vineyard, it's fairly open to the public and well marked. People 
ride bikes, hike and picnic along trails rising from the river. Hausen and I linger a bit in the cool 
breeze by the Mosel, watching a barge glide silently past. It's so quiet and idyllic. "This is my 
favorite place," Hausen said. As we headed back to the village center, I stared at the huge 
Hollywood-style sign that reads "Piesporter Goldtröpfchen" and realized why wine bottles 
bearing those words do not fly off the shelves back home. 

https://www.washingtonpost.com/


A few hours later, I was still thinking about droplets of gold in the tasting room of another 
winery in Piesport, Weingut Reinhold Haart. The Haart family has been making wines since 
1337, and I met Johannes Haart, 36, who'd taken over from his father several years ago. We 
tasted Haart's beautiful rieslings, some of which have a touch of sweetness, something that the 
greatest old-school wines from the Mosel region are known for - often necessary to balance 
riesling's characteristic tart, piercing (sometimes tooth-enamel-stripping) acidity. "With this 
style, I'm continuing what my father did," Haart said. 

https://www.washingtonpost.com/news/magazine/wp/2019/09/05/feature/how-german-wine-
found-its-sweet-spot/ 

Now Is The Time To Start Your Wine Collection (Even If You Don't 
Drink Wine) 

Source: https://www.forbes.com/ 

Jill Barth  

September 5, 2019 

"Today, wine supply is moving into unknown territory. We have now reached the point where 
we have a large and unhealthy excess in grape supply in all price segments," writes Rob 
McMillan founder of Silicon Valley Bank's Wine Division based in Saint Helena, California.  

"Creating this is a unique set of circumstances we've not experienced before." 

McMillan is the author of one of the most-respected annual reports in the North American wine 
world, Silicon Valley Bank's Annual State of the Wine Industry Report. While it comes out once 
per year, McMillan is constantly paying very close attention to the wine industry in the U.S., 
"pondering" as he says, what's working and what's not. 

When he starts to notice something that may become a relevant line for the report, he puts out 
feelers and starts conversations that add texture and perspective. This approach includes 
posts on his blog, SVB on Wine, which invite conversation from readers, many experienced 
members of the wine industry. 

An Imbalance 

This week he issued his unknown territory post, quoted above. He predicts that this year's wine 
grape harvest (on a macro level, in the U.S.) will further an imbalance: too much supply, too 
little demand. At the end of the season, some growers will be left with more grapes and juice 
than there are buyers to make wine, and ultimately buyers to drink wine. 

And while it's happened before, McMillan says this year is different and I'll get to that, but first 
let's look at what's worked in the past. 

Traditional options for growers include dropping fruit, essentially trimming clusters of grapes 
early so that the vines yield less at harvest. Growers could also opt to pull out vines, perhaps 
those that are aging out. They could then plant something else, if local economics allow, or if 

https://www.washingtonpost.com/news/magazine/wp/2019/09/05/feature/how-german-wine-found-its-sweet-spot/
https://www.washingtonpost.com/news/magazine/wp/2019/09/05/feature/how-german-wine-found-its-sweet-spot/
https://www.forbes.com/


they are a winery, they could purchase grapes from elsewhere and attempt to cut costs in the 
process. 

Growers could also make the wine themselves by employing a custom crush facility if they 
don't run a winery alongside their vineyard operation. McMillan says this approach "doubles 
down" on that fruit, incurring additional costs in the hopes that the market rights itself in time for 
future profit. 

In the past, any combination of these approaches had also been balanced with a healthy level 
of demand, a landscape where American consumers had a bigger appetite for wine. And while 
some categories of wine still experience modest growth, McMillan notes a cooling of demand 
on a macro basis: "flat volume growth and potentially a negative." 

"From a demand perspective, we are seeing negative volume growth in those regions that 
produce wines that are positioned below $9 at retail," writes McMillan in his post. "More 
recently though, volume in higher price point regions has shown zero to minimally positive 
growth rates, and luckily still modest positive growth in sales dollars." 

"On a volume basis, we are close to hitting slack. We haven't seen negative volume growth 
since 1994 in the business, but we are very close to that today." 

The demand that exists currently "can't get us out of jail," says McMillan. Instead, he 
encourages a swift adaptation in the marketing department, compelling more consumers 
(particularly younger ones) to invite wine into their lives. 

And while not every grower is in this position (some are doing quite well individually, or on a 
regional basis) selling more wine to more people has always been the goal, and these 
circumstances serve to ratchet up attention in this area. 

Good for the Consumer 

For wine drinkers and consumers who haven't started drinking wine but are considering it, this 
means that now is an excellent time to scout values and introduce themselves to a buyer-
friendly marketplace. 

You see, the problem with this year's harvest (generally speaking, in North America) is 
certainly not quality. In fact, in an effort to reduce yield, some of what comes off the vine at 
harvest time has the potential to be more concentrated. 

"Some fruit that could have gone into a $50 bottle will go into a $20 bottle instead," says 
McMillan. This means that trusted wineries may have some spectacular deals, and that 
négotiants - those who buy grapes or wine from another producer and label them - could have 
access to more top-quality fruit. 

It also means that some currently released wine could be discounted, to move through the 
vintage in preparation for what's to come. It might take a bit of hunting, but these wines are out 
there and will continue to be made available. (Hint: McMillan was impressed by something he 
found at Trader Joe's, but he didn't leak specifics to me.) 



This is exciting for any wine consumer, but it's especially attractive to younger people, price-
conscious shoppers and just-starting-out wine drinkers. As McMillan says, now is the time to 
stock up and build a mini-cellar that hits above its weight. "Bring them out in a few years and 
tell the story at a dinner party," he suggests. 

A Silver Lining for the Wine Industry 

One way to look at this imbalance is through the lens of the consumer. It's an opportunity to 
build a category that dazzles with a combination of price, accessibility and quality. In other 
words, packed with value. "The silver lining for the industry, when price is part of the 
conversation, is that this gets wine into the hands of younger consumers," says McMillan. 

Combine this buying atmosphere with amplified efforts to reach out to consumers through 
meaningful marketing and increased digital shopping options, and this moment in time 
becomes filled with opportunity. McMillan adds, in his commentary, that it's "not yet a train 
wreck. There is still time to evolve and work together on demand." 

While price isn't the only driver, many people will be inclined to pull out their wallets for an 
exceptional deal on a well-made product. This is not because the product is cheap - on the 
contrary - it's because the consumer feels they are getting more than they paid for. In this case 
the "get" could include wine grown under the best conditions, by some of the best producers in 
the U.S. wine industry. 

"They get their hands on good wine for a few months and can't go back," says McMillan. "At 
the end, [wine producers] are selling to the consumer and it could be a self-correcting 
situation." 

BORDEAUX WINE ESTATES START 2019 GRAPE HARVEST 

Source: https://www.thedrinksbusiness.com/ 

by Rupert Millar 

4th September, 2019  

Harvesting has begun in Bordeaux for white varieties with the first reds expected to be picked 
around the 20 September and continuing into October. 

In a return to a more "traditional" harvesting schedule, the Bordeaux Wine Council has said 
that grapes destined for Crémant de Bordeaux were picked from 27 August, alongside 
Sauvignon Blanc and Semillon for still white wines. 

The first reds, especially the Merlot, is expected to be picked from 20 September onwards and 
the Cabernets perhaps a little later into mid-October. 

Late October or even November will see the multiple "passes" for picking botrytised grapes for 
Sauternes. 

https://www.thedrinksbusiness.com/


The Bordeaux Wine Council said weather at the start of the year was largely mild, with low 
disease pressure, which was no doubt a welcome change to last year when rot was a severe 
problem. 

There were some "noteworthy" frosts however and some "localised hailstorms". Summer 
temperatures were, at times, "scorching" which slowed the ripening somewhat and caused 
some water stress but this was relieved by rains in mid-August. The current weather is 
described as "ideal". 

In terms of yields, following a 2017 devastated by frost and 2018 ravaged by downy mildew, in 
2019 volumes are expected to be in line with the 10 year average of around 5 million 
hectolitres. 

Bernard Farges, president of the Bordeaux Wine Council, said: "We're excited and enthusiastic 
as we tackle this stage of harvesting; it definitely marks the culmination of a whole year of 
work. All systems are go, technically speaking, which augurs well for a promising vintage." 

Champagne Faces Another Challenging Vintage 

A record-breaking warm spell has caused headaches for growers in Champagne. 

Heat, rain, frost and sliding sales are all weighing on the minds of Champagne's producers and 
growers. 

Source: https://www.wine-searcher.com/ 

By Caroline Henry  

05-Sep-2019 

Climate change has become a fact in the Champagne region, with increasing temperatures 
from summer to summer, but this year has reached new heights. 

At the end of July, at the height of this growing season's second heatwave, temperatures broke 
all previous records, exceeding 40°C for two consecutive days across the region and 
registering up to 43°C in some places. Even though climate change has been on the Comité 
Champagne's (CIVC) agenda for a while, it was brushed over in the region's first harvest 
meeting, held at the peak of the heat wave. 

Traditionally representatives of growers and houses use the meeting to exchange issues 
encountered during the growing season so far and to establish the desired yield. Yet, it is 
undeniable that climate change is at the heart of growers' concerns in 2019. 

The season's issues began at the end of February, when temperatures attained a balmy 20°C 
for a few days. This unusual wave of warm weather so early in the growing season seemed to 
have boosted the powdery mildew (oidium) fungi, especially on Chardonnay vines. Jean-
Baptiste Robinet, co-owner of Champagne Aurore Casanova, reported to have seen the tell-
tale white spots from the first leaves, predominantly in the Côte des Blancs. Besides the bout of 
early spring weather, Robinet attributes the disease to the fact that the vines were weakened 

https://www.wine-searcher.com/


by last year's extremely abundant harvest, which officially yielded 19,800 kg/ha across the 
region, hence attaining the absolute maximum authorized by the INAO (Institut National de 
l'Origine et de la Qualité). 

He further added that, in many cases, the disease remained unnoticed because of its unusually 
early appearance. "While we treat early for [downy] mildew in Champagne, oidium treatments 
usually only start when we have more leaf cover." 

Robinet aims to limit chemical input in his vines and therefore emphasizes preventative 
treatments based on observation and analysis. 

Thibaut le Mailloux, communications director of the CIVC, confirmed to Wine-Searcher that 
"2019 will be a powdery mildew year", but he refuted the claim that the disease was caused by 
overcropping last year. 

The growers' woes continued in April when a series of spring frosts hit the region in the first 
half of April, with temperatures dropping as low as -7.8°C, resulting in 2.5 percent of the 
appellation suffering severe damage. 

Extensive rain during May and the beginning of June saw growers fighting off early downy 
mildew symptoms, in which they were luckily assisted by the first heatwave hitting the region in 
June. According to Etienne Sandrin, a biodynamic grower in Celles-sur-Ource, the unusual hot 
weather stumped the fungi's development and dried out the disease. 

The second heatwave, which took place at the end of July, dried out quite a bit of Sandrin's 
grapes, which literally got sunburnt. Another biodynamic producer, Olivier Horiot, from 
Champagne Horiot, provided Wine-Searcher the results of the heat damage survey undertaken 
by the Chambre d'Agriculture de l'Aube for the Groupements d'Intérêt Economique et 
Environnemental (GIEE) Avenir en Côte des Bar, which encompasses 30 hectares of vines 
owned by Elise Dechannes, Florent Grados, Didier Goussard, Eric Collinet, Pascal Bonnet and 
Horiot. 

The results clearly show that heat damage affected more than two-thirds of the vineyards, with 
a total yield loss of about 30 percent. Horiot explained that black varieties suffered significantly 
more than white ones (hence the notable impact in the Aube which is predominantly planted 
with Pinot Noir). Another observation is that conventional overcropped vines with a heavy 
reliance on fertilizers seem to have fared much better, thanks to their thicker leaf cover. This 
could be a reason why Le Mailloux declared that grapes lost to heat damage were negligible at 
appellation level. 

Red varieties were particularly hard hit by the heat, especially the Aube subregion.© Etienne 
Sandrin | Red varieties were particularly hard hit by the heat, especially the Aube subregion. 

In mid-August tragedy struck again when several severe hailstorms hit the Côte des Blancs, 
further impacting the yields in certain vineyards. 

All these challenges have further weakened the vines and several growers have voiced fears 
of heavy rainfall during harvest, which is predicted to start between September 10 and 15. 



According to Horiot: "heavy rain closer or during harvest would almost certainly result in 
botrytis problems, like what happened in 2011". 

Sandrin deplored the complications due to climate change, expressing sadness at the region's 
determination to hang on to chemical farming and soil exploitation. "The problem today is the 
survival of our planet earth. The heatwaves we are experiencing are harbingers which many of 
us prefer to ignore." 

Parallel to the complicated growing season, further misfortune can be found in the shrinking 
Champagne sales volumes. 

According to Maxime Toubart, president of the Syndicat Général des Vignerons (SGV) and co-
president of the CIVC, this is driven by the continuing declining French Champagne sales 
compounded with the Brexit uncertainties. France and the UK remain Champagne's largest 
volume markets, hence the significant impact of the reclining sales in both markets. Toubart 
told Wine-Searcher that he does not imagine this will correct itself in the short term, expecting 
more losses in light of the uncertain global economic climate. 

The acceptance of the waning sales is also reflected in the maximum sellable yield set by the 
CIVC, which at 10,200 kg/ha is the lowest in a decade, and down by 600 kg/ha from last year. 
In Champagne, the yields are determined by the sales forecasts and are raised or lowered to 
meet market demands. Le Mailloux pointed out that if sales were to suddenly pick up, 
Champagne would be able to meet the demands due to the extensive reserves (covering about 
4.5 years of sales). 

Le Mailloux further stressed that the lower yield would allow growers to focus on quality and he 
reiterated that losses suffered during the growing season could easily be replaced by wines of 
the Individual Reserve (RI), which is close to the allowed maximum of 8000 kg/ha. The RI 
consists of extra grapes harvested in abundant year (last year up to 4700 kg/ha) to make up for 
grape losses in future years, and should also be used to replace disease infected juice/wine. 

Toubart confirmed this but admitted that, unlike for botrytis, there is no tool to test for powdery 
mildew when grapes are delivered to the press centers. He added that the onus for grape 
quality therefore falls on the grape grower, who since last year has to fill in a short quality 
survey on the Bon de Livraison, which accompanies his grapes, and also on the press center 
accepting the grapes. Like every year, all growers and press centers will receive visual 
references as to what is acceptable and what not. However, in a system remunerated by the 
kilo at every level, it unlikely that quality will be preferred to quantity, even with full reserves. 

Luckily, last year's extensive harvest means many houses and growers still have extra tanks of 
Vin Ordinaire (VO), awaiting to be delivered to the distillery in November. This wine can be 
interchanged for powdery mildew infested juice if needed, without having to touch the RI. Many 
growers do not see why they should dip in their RI buffer, when houses are prepared to buy 
their less-than-average-quality grapes. 

In December 2018, Jean-Marie Barrillère, president of the Unions des Maisons de Champagne 
and co-president of the CIVC, declared that houses would be more vigilant to the quality of 
grapes they would purchase and would reassert their right to refuse inferior grapes. 



We will see shortly if houses really will put their money where their mouths are. 

Napa Valley harvest report: 'Lovely ripening weather' continues 
(Excerpt) 

Source: https://napavalleyregister.com/ 

JESSE DUARTE  

Sep 4, 2019  

The harvest of white grapes continues, while reds enjoy what Elizabeth Vianna of Chimney 
Rock Winery described as "lovely ripening weather." 

Chris Phelps reports that Inglenook finished its Sauvignon Blanc and Semillon harvest on 
Sunday. 

"Average yields, good acidity, moderate Brix, all indicators of a refreshing, well-balanced 2019 
wine," Phelps said. "With early blocks of Cabernet Sauvignon and Merlot at 22 Brix, we may 
only have a 10-day break before red wine winemaking is underway." 

Here's this week's harvest report, organized by American Viticultural Area (AVA): 

https://napavalleyregister.com/community/calistogan/news/napa-valley-harvest-report-lovely-
ripening-weather-continues/article_ffe9c0e4-64ae-566e-8506-9122b7c60435.html 

Soave anticipates reduced but high quality vintage 

Source: https://harpers.co.uk/ 

By Lisa Riley 

05 September, 2019 

Soave Consorzio has announed it is expecting to produce a reduced but "pristine harvest of 
classically balanced top quality wines" on the back of 2019's long moderate growing season. 

After the heterogenous seasons of 2017 and 2018, which were characterized by ongoing 
climatic extremes, winegrowers in Soave welcomed something of a "return to normal" in 2019, 
said the Consorzio, with vines currently showing a "balanced yield, with bunches of well-
spaced and healthy grapes". 

May, it said, was notably cool, with relatively high rainfall, and June was the warmest and driest 
for 20 years, but moderate rains and typical temperatures in July and August maintained soil 
water reserves even in the highest, steepest zones. 

Critically, 2019 did not experience the drought and water stresses of recent vintages, but a 
hailstorm in May resulted in reduced yields from the 200ha in the Classico zone, it added. 

https://napavalleyregister.com/
https://napavalleyregister.com/community/calistogan/news/napa-valley-harvest-report-lovely-ripening-weather-continues/article_ffe9c0e4-64ae-566e-8506-9122b7c60435.html
https://napavalleyregister.com/community/calistogan/news/napa-valley-harvest-report-lovely-ripening-weather-continues/article_ffe9c0e4-64ae-566e-8506-9122b7c60435.html
https://harpers.co.uk/


The emerging high quality of the 2019 vintage comes at a time of transformation within Soave, 
with the season coinciding with the adoption of the Soave DOC Production Plan - an initiative 
that includes a requirement each year for growers to notify the authorities, well in advance of 
the harvest, of the vineyards from which they will be producing Soave DOC. 

"We are delighted with the rapid impact of the new Production Plan. We proved that we can 
achieve that ideal balance of high quality, sustainable prices and availability. This benefits all 
parties, from the thousands of people who produce our Soave, to the consumers across the 
world who drink it," said Sandro Gini, president of the Soave Consorzio. 

In another first for the 2019 vintage, Soave's 33 newly protected and delimited Additional 
Geographical Units (AGUs) can now be used on the label. 

While these single-vineyard names have been used by many producers for some years, 2019 
is the first vintage in which they have official, protected status. 

The Soave harvest is expected to begin on September 20, and to continue through to mid-
October, when the highest vineyards on the hills will be picked. 

Why TWE started over in China 

Source: https://harpers.co.uk/ 

By Jo Gilbert 

05 September, 2019 

Treasury Wine Estates (TWE), the Australian owner of leading brand Penfolds, has shed some 
light on why it decided to call time on its distributor in China - and why setting up on its own 
steam has been key to growth in the country. 

Having previously worked with a single distributor, TWE decided several years ago to set up its 
own distribution hub in China in order to switch to a more "localised" way of working via 
regional partners. 

This shift has been fundamental, one of their representatives said, in enabling the international 
company to operate with a more 'local' feel and extend its reach to the country's growing wine-
drinking populace. 

According to Wine Intelligence's China Landscapes 2019 report, there are currently 32 million 
regular drinkers of imported wine between the ages of 18 and 54 in China. 

That's only 7% of a prospective 430 million adult drinkers. 

Keen to keep chipping away at this 398 million opportunity, Émilie Steckenborn, head of 
education for Asia at TWE uses the example of French supermarket Carrefour as a way of 
explaining why local is the way to go. 

https://harpers.co.uk/


"Carrefour is a big player in China and one of the first international supermarkets to make a 
lasting impact. It's partly because it came here many years ago when online was in its infancy, 
but also because it did really well in localising. 

"Carrefour here feels like a local Chinese grocery store that also happens to have a section for 
foreign food. That's how you have to function in China," she said. 

The country's size and its language barrier remain the two major hurdles to operating 
successfully in China, Steckenborn believes. 

Factories are majority Mandarin-speaking, making it difficult for foreign companies to achieve 
the scale needed in order to appeal to the mass market. 

Chinese brands benefit from strong distribution with home-grown brands such as Chateau 
Changyu and Great Wall accounting for 40% of domestic consumption (Chinese Customs 
Bureau). 

Imported wine however is witnessing strong growth. 

There are now 32 million regular drinkers of imported wine in the 18-54-age bracket, up from 
30 million last year - a jump of two million. 

Recently, Australia overtook France as the most imported wine country into China by value, 
helped along by a zero tax rate for imports, which has also helped Chile and New Zealand gain 
footholds. 

Currently, Australia's value for the year to date into China is USD$344bn, which represents 
33% market share, putting it ahead of France at 30%. 

Despite favourable tax rates for certain countries, Steckenborn remains optimistic for the future 
of all imported wine into China. 

"The wine has been booming in the past five years - you can feel the energy. China is a place 
where the figures for wine are only going up. And because of growing interest, consumers on 
the whole are more interested and more engaged," she said. 

Obituary: Mr. James Thomas Douglas II 

Source: https://www.lagrangenews.com/ 

September 4, 2019 

James Thomas Douglas III (Tommy) was born May 21, 1947 in Savannah, Georgia to James 
Thomas Douglas, Jr (Jimmy) and Betty Ann von Runnen Douglas (Betty), both deceased. He 
passed away peacefully in his sleep the morning of September 1, 2019. He is survived by his 
wife, Dawn Park Douglas of LaGrange; brother Jerry Douglas (Carol), Asheville, NC and three 
nephews; John (Melonee) Douglas, of Clifton, Virginia, 2 children; Tad, (Rina) Douglas, of 
Haymarket, Virginia, three children and Scott Douglas of Asheville, NC; and brother Terence 
Douglas, Braselton, GA. 

https://www.lagrangenews.com/


Tommy grew up in Savannah, attended Benedictine Military School later graduating high 
school at Briarcliff High School in Atlanta, GA. He attended West Georgia College in Carrolton 
and was an active sports enthusiast participating in football, baseball and basketball.  

He is second generation in the alcohol and non-alcohol beverage business sales and 
consulting for over 50 years with numerous companies and positions from sales, 
management/distribution, regional consulting for marketing distilled product, wines and beers 
living in Columbia, SC, Augusta, GA, Birmingham, AL, Atlanta now LaGrange.  

Funeral services shall be held at Striffler-Hamby Mortuary, 1010 Mooty Bridge Road, 
LaGrange, GA 30241 (706) 884.8636, Saturday, September 7th 10 a.m. Receiving; 11 a.m. 
Service; 12 p.m. Reception following service. 

DRIZLY BRINGS ON-DEMAND ADULT BEVERAGE DELIVERY 
BACK TO LOUISIANA FOLLOWING LEGISLATION CHANGES IN 
THE STATE 

New Orleans residents of legal drinking age can now shop a wide selection of beer, wine and 
spirits for delivery in under 60 minutes  

Source: Drizly 

September 5, 2019 

Drizly, the nation's largest alcohol e-commerce marketplace, announced that it is available to 
New Orleans residents in the Orleans parish starting today, following the states approval of a 
bill legalizing online alcohol sales and delivery in Louisiana. A pioneer and established leader 
in the rapidly growing alcohol e-commerce industry, Drizly, is working expeditiously with local 
retailers to serve Louisiana residents of legal drinking age through its e-commerce platform for 
beer, wine and spirits. Brady's Wine Warehouse is the first premier area retailer to relaunch on 
Drizly's platform, where it will showcase its extensive inventory within downtown New Orleans. 

"We're so excited to renew this partnership with Drizly to once again bring eager New Orleans 
residents the convenience of alcohol delivery in under 60 minutes," said Patrick Brady, owner 
of Brady's Wine Warehouse. "At Brady's, we're committed to offering the best selection of 
products and the best prices for newcomers and enthusiasts alike. Through our partnership 
with Drizly, we look forward to now providing that experience to our customers - both new and 
existing - from the comfort of their own homes." 

Through Drizly, consumers of legal drinking age can connect directly to their local retailers, 
amongst a network of more than 1,400 stores in over 100 markets across North America. The 
addition of Brady's Wine Warehouse brings the platform and access to the largest selection of 
beer, wine and spirits in North America back to Louisiana. Other local retailers can partner with 
Drizly to increase sales, offer convenient delivery options to their customers, and leverage 
Drizly's inventory management and data insights tools to better inform their online and in-store 
business. To learn more, retailers can visit retailer.drizly.com. 



"We've got an incredibly strong partner in Brady's Wine Warehouse and knew from the start 
that they were the right partner to bring New Orleans back online," said Bryan Goodwin, SVP, 
Commercial Sales and Operations. "We look forward to connecting them to new customers in 
the Orleans parish-and to continue bringing the convenience of online alcohol delivery to even 
more consumers across the state. Stay tuned for more options and availability in Louisiana in 
the coming months." 

Local consumers of legal drinking age can visit Drizly.com or download the Drizly app (App 
Store and Google Play), to get beer, wine and spirits delivered in under 60 minutes. 

Support for Total Wine & More is waning in Queens 

Source: https://nypost.com/ 

By Lisa Fickenscher  

September 5, 2019  

A feisty group of mom-and-pop retailers and some flip-flopping legislators are trying to thwart 
one of the nation's biggest wine and liquor chains from opening in Queens, The Post has 
learned. 

Total Wine & More, which already has one store in Long Island, is facing a flood of opposition 
to its application to open a second store in a long vacant Toys 'R' Us space in College Point, 
Queens. 

Among the critics are a growing number of the nearly 30 legislators who originally agreed to 
support Total Wine's newest store - but who changed their minds following a barrage of 
complaints from smaller liquor and wine retailers, according to documents and sources. 

Among the lawmakers changing their tune are State Assembly members Andrew Hevesi of 
Forest Hills, Ron Kim of Flushing and David Weprin of Richmond Hill - all of whom have fired 
off letters to the New York State Liquor Authority withdrawing their support. 

"It seemed innocuous at the time and I hadn't been fully informed of the pros and cons," 
Assemblyman Weprin told The Post referring to his signature on a July 31 letter to SLA 
chairman Vincent Bradley supporting the Queens store. 

Weprin said he "hastily" signed the letter and decided to change his mind after meeting with 15 
local liquor store owners in his district. "They were taking the position that this store would put 
them out of business," Weprin said. "I don't usually take a position and switch it a month later, 
but I decided to side with my constituents." 

It's the latest round of attacks against the Bethesda, Md., chain, which the SLA has rejected 
twice from expanding in the Empire State. 

Assembly member Daniel Rosenthal - who spearheaded the July 31 letter - said he is also 
reconsidering his support for Total Wine. 

https://nypost.com/


Total Wine, owned by Robert and David Trone - the latter of whom was elected to US 
Congress last year as a Democrat - has one store on Long Island and has been trying to open 
a second store for two years, including in Stony Brook and Westchester. 

The company says the Queens store would be owned by Michelle Trone, daughter of the 
congressman, and come with a grocery store. It would promote New York wines and spirits "in 
ways that have not been supported by other merchants in the past" Rosenthal touted in the 
July 31 letter. 

"You can't have a liquor store on every block and especially one selling below cost," said 
Michael Correra, executive director of Metro Package Store Association, which spearheaded 
the Queens campaign against Total Wine. 

"It saddens me to know that entrenched political interests in New York are more important to 
some than merit, innovation, fair competition, consumers or the opportunity to increase female 
participation in an industry dominated by men," said Michelle Trone. 

Red Robin Spurns $519M Vintage Capital Bid, Replaces CEO 

Source: https://www.law360.com/ 

By Chelsea Naso 

September 5, 2019 

Red Robin on Thursday spurned a $518.6 million buyout offer from Vintage Capital and 
unveiled a new chief executive, after the private equity firm implored the burger chain in July to 
start a strategic review or risk a proxy fight.  

Colorado-based Red Robin Gourmet Burgers Inc. said its board reviewed the $40 per share 
offer from Vintage Capital Management LLC with its legal and financial advisers, and it found 
that the proposal undervalues the burger chain and is bogged down by uncertainty about 
whether it could close. 

"The board unanimously determined that the proposal undervalues Red Robin and is not in the 
best interests of all shareholders, as the strategic plan currently being implemented by Red 
Robin positions the company to deliver greater long-term value to its shareholders than 
Vintage's proposal," Red Robin said in a statement. 

"In addition, the board notes that the Vintage proposal is conditional and contains uncertainty 
with respect to likelihood of completion," Red Robin continued. 

Red Robin said its strategic plan going forward includes stabilizing its dine-in revenue, building 
its to-go and catering businesses, improving the guest experience and utilizing digital platforms 
and other restaurant technology solutions. The plan also includes selectively refranchising 
locations and reassessing the burger chain's real estate portfolio.  

Red Robin said its board appreciates the engagement with Vintage and hopes to keep an open 
line of communication with the private equity firm.  

https://www.law360.com/


In a separate statement, Red Robin also announced that it appointed Paul J.B. Murphy III as 
its president and CEO, as well as a board member, effective Oct. 3. Murphy previously served 
as the executive chairman of Noodles & Company and the CEO of Del Taco Restaurants Inc. 

Murphy said he is looking forward to helping guide Red Robin through its transformation. 

"Red Robin is an iconic American brand with tremendous potential, and I am excited to work 
with the board and management team as we execute on our significant opportunities to drive 
improved financial results," he said in the statement. 

Murphy will replace Pattye Moore, who has been serving as interim CEO since April.  

"Paul brings a multi-decade-long track record of substantial shareholder value-creation, as well 
as a unique combination of operational, brand-positioning and turnaround expertise, making 
him ideally suited to lead Red Robin," Moore said in the statement.  

The announcement of a new CEO comes after the company appointed three new independent 
directors in August. 

Vintage Capital had lobbed its $40-per-share takeover offer in June, contending at the time that 
the burger chain's "unwillingness" to conduct a strategic review or respond to the private equity 
firm's bid raised questions about the board's motivations. 

At the time, the private equity firm said it was Red Robin's third-largest shareholder with a more 
than 11.5% stake. The firm also floated the idea of a proxy contest over board seats if the 
burger chain refused to take action. 

A representative for Vintage Capital did not immediately respond for comment Thursday.  

Red Robin is advised by Paul Weiss Rifkind Wharton & Garrison LLP. Evercore Inc. is acting 
as financial adviser. 

Vintage Capital is advised by Willkie Farr & Gallagher LLP. 

Kona Grill Sold for $25M to STK's Parent Company 

Source: https://www.foodnewsfeed.com/ 

By Rachel Taylor  

September 2019  

Bankrupt Kona Grill's next chapter comes with a new owner. The One Group Hospitality- 
parent company of STK Steakhouse-agreed to acquire the polished chain on September 3 for 
$25 million.  

In the new deal, The One Group will purchase the remaining 24 of Kona's domestic restaurants 
and assume certain contracts, including two international franchise licenses. The restaurant 
group will also take on more than $11 million in liabilities. "The acquisition is expected to add 
approximately $100 million in annualized revenue," The One Group said in a statement.  

https://www.foodnewsfeed.com/


It will take about 12 months to complete the integration of the brand if the deal goes through. In 
order to move forward, the acquisition needs to be approved by federal bankruptcy group.  

"Kona Grill is an excellent brand that has maintained a strong position in the remaining 24 
restaurants," Emanuel "Manny" Hilario, president and CEO of The One Group, said in a 
statement. "Through this transaction, we believe we can leverage our corporate infrastructure 
and operating expertise, particularly our bar-business know-how and VIBE dining, to drive 
improved performance in many of the same ways we have substantially improved comparable 
store sales, and overall profitability at STK." 

The One Group sees Kona Grill as a complementary concept to one of its other brands, STK. 
The acquisition and integration of the chain could create a long-term growth vehicle for the 
restaurant group, the company said.  

"The remaining 24 domestic restaurants, down from 40 at year-end 2018, reflect a strong base 
of high performing restaurants in attractive markets," Hilario added. "We look forward to 
maximizing the multiple opportunities that this acquisition will provide to create long-term 
shareholder value." 

Struggling Kona Grill filed for Chapter 11 bankruptcy protection back in April. A federal 
bankruptcy court approved the sale of the Scottsdale, Arizona-based brand to Williston Holding 
Co. for $20.3 million in July. The deal was vacated in August after the company said it couldn't 
close under the terms of the asset purchase agreement, according to court documents. 

WHC was founded by Marcus Jundt, who cofounded Kona Grill and served on the board from 
2000 to 2009. Jundt also held the CEO post twice-from 2006 to 2009 and then for a few 
months last year. He resigned in March. 

 


