
Oklahoma: Alcohol distribution ruling appealed to Oklahoma 
State Supreme Court 

Source: https://oklahoman.com/ 

by DAVID DISHMAN 

August 29, 2019  

A much-debated alcohol distribution law is headed back to court. 

An appeal filed Thursday seeks to reverse a ruling by Oklahoma County District Judge Thomas 
Prince on Aug. 12 that claims Senate Bill 608 violates the state's constitution. 

Supporters of the bill are appealing the matter to the Oklahoma State Supreme Court. The 
appeal will be heard by either the State Supreme Court or passed to the Oklahoma Court of 
Civil Appeals. 

The appeal asks whether the District Court erred in holding that SB 608 is "clearly, palpably 
and plainly inconsistent with Article 28A of the Constitution," among other items. 

Gov. Kevin Stitt signed SB 608 in May, which meant it would have been implemented Thursday 
if it hadn't been ruled unconstitutional. 

The bill covers the manner in which alcohol is distributed in Oklahoma and would require the 
top 25 wine and spirits brands, ranked by sales, be made available to all wholesale distributors 
in the state. 

The bill's language walks back changes made to Oklahoma's alcohol distribution system 
included in State Question 792, approved by voters in 2016. SQ 792 allowed alcohol 
manufacturers an option to designate individual wholesale distributors, instead of forcing 
manufacturers to sell to all distributors. 

SB 608 was a hybrid between the old and current model, making the top 25 wine and spirits 
brands available to all distributors, while allowing the rest to still designate individual 
distributors if desired. 

The bill was supported heavily by Tulsa-based Boardwalk Distribution, owned by Bryan 
Hendershot, whose company has struggled since the October changes. Hendershot told The 
Oklahoman his company failed to secure rights to distribute any of the top 100 wine and spirits 
brands and was projected to lose $100 million in sales in its first year following the changes 
made by SQ 792, which took effect in October 2018. 

While Boardwalk struggled, other distributors in the state flourished under the new laws. 
Oklahoma-based Central Liquor Co. and Jarboe Sales Co. were two long-operating 
wholesalers that secured partnerships with large, out-of-state distributors. 

https://oklahoman.com/


Pernod Ricard S.A. (PDRDF) CEO Alexandre Ricard on Full Year 
2019 Results - Earnings Call Transcript (Link) (Additional 
Coverage) 

Source: https://seekingalpha.com/ 

Aug. 29, 2019  

Company Participants 

Julia Massies - Vice President, Financial Communication & Investor Relations 

Alexandre Ricard - Chairman & Chief Executive Officer 

Hélène de Tissot - Director for Finance, IT & Operations 

https://seekingalpha.com/article/4288766-pernod-ricard-s-pdrdf-ceo-alexandre-ricard-full-year-
2019-results-earnings-call-transcript 

Pernod Ricard (RI FP, HOLD): Solid Story but Fairly Valued 

Source: Jefferies 

August 29, 2019 

RATING HOLD 

PRICE ?171.80^ 

PRICE TARGET (PT) ?175.00 (from ?160.00)  

MARKET CAP ?45.6B / $50.5B 

Key Takeaway 

The business is in a good place with operating leverage now visible and higher capital returns. 
Guidance 5-7% has been set conservatively given the "particularly" uncertain environment, 
however valuation/street estimates do not reflect this potential volatility being crystallised. RI is 
an attractive compounder given strong execution and the natural runway for growth. Reiterate 
Hold as shares looking fairly valued (cal 2020 PE 23.8x vs staples 20.7x). 

Insights  

Business in a good place....The business is in a good place with org sales +6% and EBIT 
+8.7% (vs guidance +8.0%). This represents the strongest EBIT growth since 2012, with 
+74bps margin expansion coming through due to strong pricing / lower structure costs and 
A&P protected. 

https://seekingalpha.com/
https://seekingalpha.com/article/4288766-pernod-ricard-s-pdrdf-ceo-alexandre-ricard-full-year-2019-results-earnings-call-transcript
https://seekingalpha.com/article/4288766-pernod-ricard-s-pdrdf-ceo-alexandre-ricard-full-year-2019-results-earnings-call-transcript


...but shape of growth less diversified than last year. Growth in Asia RoW was significantly 
faster than med-term guidance (admittedly a high quality problem), which has offset subdued 
Americas and lacklustre European growth. With the US inventory realignment now behind, we 
would expect a better balance between Americas and Asia RoW into F20. Greater 
diversification of growth should argue for a more resilient top-line, which in F19 has started to 
look a little Asia heavy. 

EBIT guidance - conservatively set..... Having under-promised and over-delivered in both F18 
and F19, we believe this justifies our above guidance modelling of 8% org EBIT growth in F20 
(vs guidance 5-7%). We expect Americas org EBIT to recover (F20 +8.5% vs F19 flat) given 
easy comps, Asia to normalise (+11% vs vs +19%) against tough comps and for Europe to 
remain subdued (2% vs 2%). The better balance between Asia/Americas points to more 
diversified sources of growth. 

..and track record on guidance - good. Over the past 12 years, the company has 
upgraded/beaten initial guidance six times, met guidance three times and missed three times. 
The misses came during extraordinary periods such as the global financial crisis (F09) and 
China anti-extravagance clamp down (F13/14). With the company currently growing at a lower 
rate vs previous peaks (i.e. 6% growth not 8-9%), growth should be more sustainable and the 
troughs in the event of an adverse external event should be less severe. This should make 
business delivery more reliable. 

External events could put pressure on consensus, even if guidance is protected. Guidance 5-
7%, whilst conservative, has been set against the backdrop of a "particularly uncertain 
environment", which includes (a) potential China/US trade wars; (b) US tariffs on European 
spirits; (c) Adverse Brexit scenario. If these potential external events materialise at the same 
time, this would put pressure on consensus; however, we would expect the company to lean 
more heavily on cost cutting to protect the bottom end of guidance. 

What's changed? Our org estimate c.8% for F20 is broadly unchanged (faster Americas, 
slower Asia RoW) however we modestly reduce F20 EPS to reflect higher finance charges 
offset by benefits of the buyback. We increase our DCF to ?175 to reflect the roll-forward of our 
DCF by one year. This implies shares trade on 24.2x cal 2020E PE. 

Pernod unveils plans to build China's first malt whisky distillery 

Source: https://drinksint.com/ 

By Christian Davis 

29 August, 2019 

Pernod Ricard, has announced the official breaking ground on the site of China's first malt 
whisky distillery in Sichuan province, the first distillery from an international spirits and wine 
group. 

Situated at Emeishan, Pernod says it "envisions an innovative approach to malt whisky making 
that celebrates the natural beauty of the climate in the region, renowned for its pristine water 
source and natural terroir". 

https://drinksint.com/


With a potential investment of one billion RMB (US$150 million) for the next decade, the 13-
hectare distillery site will boast a state-of-the-art malt whisky distillation facility, due to begin 
production in 2021. 

The company says the Emeishan Malt Whisky Distillery will be first in the world to appoint a 
Chinese master distiller, f"using authentic whisky-making craftsmanship and local knowledge to 
create an iconic malt whisky." 

The distillery will also house an 'immersive visitor centre', scheduled to open in 2021, with the 
ambition of complementing the local tourism industry by becoming a new world-class 
destination that will attract 2 million+ tourists over the first decade of its opening. 

Chairman and CEO of Pernod Ricard Asia, Philippe Guettat, said: "The ground-breaking of the 
distillery signifies the beginning of a journey of innovation, expertise and dedication to craft a 
new, iconic malt whisky that embraces whisky history and heritage with a character unique to 
Chinese culture. It is both the symbol of our strong history with China after three decades of 
operation and the sign of our deep confidence into the future of international style spirits in this 
fascinating market. 

"We're proud to be part of China's fabric and contributing to the sustainable growth of its 
economy and society, by transferring whisky-making expertise to the people, credibility to the 
region and the spirit of conviviality to visitors and consumers alike." 

Pernod Ricard has appointed Neri&Hu, China-based award-winning architects, notable for their 
work for the New Shanghai Theatre, the Tsingpu Yangzhou Retreat and Aranya Art Centre. 
Neri&Hu will design the distillery as a "new cultural icon that celebrates the local culture and 
the brand's spirit of innovation - allowing people to discover the beauty of Emeishan through a 
new lens." 

In line with Pernod Ricard's global principles of its 'Sustainability & Responsibility roadmap 
2030', the distillery "demonstrates deep respect for the heritage of the region and the land, 
which will be brought to life through a vernacular design approach that prioritises the 
preservation of local resources and environment while allowing a perfect harmony between the 
distillery experience and the panoramas of the mountain." 

The company statement says the materials used throughout the architecture take their 
influence from the native site, with stone walls built from the boulders extracted from the 
ground during levelling and roof tiles assembled by a mixture of reclaimed and new tiles in the 
region to infuse history and local heritage into the design. This will be accented by the 
materials used in whisky craft, from copper and metal referencing the striking copper distillation 
pots to wood referencing the aged oak casks. The result will be a "fine-tuned balance of rustic 
and refined, hard and soft, cool and warm, natural and crafted - a representation of the Yin and 
Yang in the Chinese culture." 

Guettat said: "The decision to bring the iconic malt whisky from Emeishan Malt Whisky 
Distillery to the world stage demonstrates China's burgeoning passion for the spirit and will 
showcase Pernod Ricard's experience in creating and operating twenty of the world's most 
prestigious whisky distilleries." 



Pernod Ricard Adds 2 New Directors Amid Activist Pressure 

Source: Law 360 

By Chelsea Naso 

August 29, 2019 

Pernod Ricard SA on Thursday added two new directors to its board, amid an ongoing board 
refreshment effort that comes after the French alcoholic beverage maker drew heat from an 
activist investor. 

Paris-based Pernod Ricard said Philippe Petitcolin and Esther Berrozpe Galindo joined the 
board as independent directors, and investors will be able to vote on the appointments at the 
upcoming annual shareholder meeting. 

To accommodate the new directors, Pernod Ricard said two current directors, Pierre Pringuet 
and Martina Gonzalez-Gallarza, will resign at the annual shareholder meeting. The company 
also said a third director, Nicole Bouton, will not seek reelection. 

The beverage maker lauded the latest new faces as part of a several-year effort to improve its 
corporate governance and "increase diversity, independence and the international and female 
representation" of its board. 

"Philippe Petitcolin and Esther Berrozpe Galindo's profiles will, subject to the approval of our 
shareholders, enhance the collective expertise of our board of directors, the diversity and 
synergies of which continue to improve," Pernod Ricard CEO Alexandre Ricard said in a 
statement. 

The news of the new board members also comes after activist investor Elliott Advisors (UK) 
Ltd., an affiliate of Elliott Management Corp., in December revealed a more than 2.5% interest 
in the company. 

The activist urged Pernod Ricard to address "an environment of inadequate corporate 
governance and a lack of outside perspectives" in hopes of regaining lost market share and 
improving overall performance. 

Elliott followed up in February, noting that the company was moving in the right direction but 
still had a long way to go. At the time, the activist said it trusted the company's management 
would "continue to engage in a mutually constructive dialogue to deliver much needed 
additional improvements." 

An Elliott representative declined Thursday to comment on the latest development. 

Castle Brands Merger Investigation: Halper Sadeh LLP 
Announces Investigation Into Whether the Sale of Castle Brands 
Inc. Is Fair to Shareholders; Investors Are Encouraged to Contact 
the Firm (Excerpt) 



Source: https://finance.yahoo.com/ 

August 28, 2019 

Halper Sadeh LLP, a global investor rights law firm, is investigating whether the sale of Castle 
Brands Inc. (ROX) to Pernod Ricard for $1.27 per share is fair to Castle Brands shareholders. 
On behalf of Castle Brands shareholders, Halper Sadeh LLP may seek increased 
consideration for shareholders, additional disclosures and information concerning the proposed 
transaction, or other relief and benefits. 

https://finance.yahoo.com/news/castle-brands-merger-investigation-halper-022143965.html 

Related: https://finance.yahoo.com/news/shareholder-alert-weisslaw-llp-investigates-
174200841.html 

Israel issues adulterated alcohol warning following deaths 

Source: https://www.foodsafetynews.com/ 

August 29, 2019 

At least 13 people have died in Israel since the start of 2018 because of methanol poisoning 
from alcohol, according to the country's Ministry of Health. 

The agency reported these were only incidents examined in labs, so the actual number is 
estimated to be significantly higher. 

Methanol in small amounts is common in alcohol. But, too much methanol consumption will 
result in dizziness, amnesia, nausea, vomiting, blurred vision, and kidney failure. Counterfeit 
alcohol in Costa Rica, for example, has recently been linked to 25 deaths, with a total of 59 
patients confirmed to have required hospital treatment for methanol poisoning. 

Alcoholic beverages suspected to be counterfeit may contain high levels of methanol. Methanol 
poisoning symptoms include nausea, vomiting, and loss of consciousness, but severe cases 
may lead to blindness and death. Severe symptoms do not usually occur until 12 to 24 hours 
after consumption. 

A common problem in Israel 

Since the beginning of 2018, five incidents of blindness in Israel have been recorded. 

Selling counterfeit alcoholic beverages containing dangerous concentrations of methanol in 
supermarkets and kiosks is very prevalent in Israel, according to the Ministry of Health. 

In August this year, a patient died as a result of methanol poisoning and his blood measured 
methanol in a concentration of 30 milligrams. In the same month, a woman was hospitalized in 
the Sheba Medical Center because of methanol poisoning. Her blood measured a 
concentration of 14 milligrams of methanol. The physical manifestations of poisoning were 
multiple episodes of vomiting, difficulty breathing and damage to vision. 

https://finance.yahoo.com/
https://finance.yahoo.com/news/castle-brands-merger-investigation-halper-022143965.html
https://finance.yahoo.com/news/shareholder-alert-weisslaw-llp-investigates-174200841.html
https://finance.yahoo.com/news/shareholder-alert-weisslaw-llp-investigates-174200841.html
https://www.foodsafetynews.com/


In July, a man was hospitalized in the Assuta Ashdod Medical Center because of methanol 
poisoning. His symptoms included vomiting multiple times, difficulty breathing and blindness. 

Methanol is often deliberately added to alcoholic beverages as a cheaper alternative to 
ethanol, which is so-called normal alcohol that can be consumed, according to the Methanol 
Institute. Drinking just 25 to 90 milliliters of methanol can be fatal without proper medical 
treatment. 

The Ministry of Health listed guidelines to identify counterfeit alcohol: 

A particularly low price 

The label is missing the manufacturer's address or name 

No manufacturing date or batch number is on the bottle 

When several bottles of the same brand in a store have an uneven level of liquid. This is an 
indication of manual filling 

When the label has a spelling error or is glued unevenly 

When the cork seems to have been previously opened 

An international problem 

There have been numerous outbreaks of methanol poisoning from adulterated counterfeit or 
informally-produced spirit drinks in recent years, according to the World Health Organization. 

Countries affected include Cambodia, Czech Republic, Ecuador, Estonia, India, Indonesia, 
Kenya, Libya, Nicaragua, Norway, Pakistan, Turkey and Uganda. The size of these outbreaks 
has ranged from 20 to more than 800 victims, with case fatality rates of 30 percent in some 
instances. 

Recently the Costa Rican Ministry of Health reported seizing more than 55,000 containers of 
suspect alcohol and closing down 10 establishments in San Jose and Alajuela. 

The dead people from the Costa Rican outbreak include 19 men and six women, aged 32 to 
72, according to the Health Surveillance Unit of the Ministry of Health. 

Costa Rica is home to 50,000 American expatriates and annually welcomes 1.7 million 
American tourists. 

Mahou San Miguel Takes Majority Stake in Founders Brewing Co. 

Source: https://www.brewbound.com/ 

Justin Kendall  

Aug. 29, 2019  

https://www.brewbound.com/


Spanish brewer Mahou San Miguel has reached a deal to acquire a majority stake in 
Michigan's Founders Brewing Co., according to a report by MiBiz.com. 

Mahou already owned 30% of the fast-growing Grand Rapids-based craft brewery following a 
2014 transaction valued at more than $96 million. The company will now hold 90% of Founders 
following the latest deal, which is expected to close in January, MiBiz reported, citing a filing 
with the Michigan Liquor Control Commission last week. Founders Brewing co-founders Mike 
Stevens and Dave Engbers will each retain 5% of the business. 

The latest deal will buy out more than two dozen minority shareholders. 

"To see the kind of return on the dollar that they're able to enjoy, it really is very satisfying and 
rewarding, coming from a place of just a couple homebrewers - and quite frankly, I was the 
opposite of wealth," Stevens told MiBiz. "It is the American Dream." 

Stevens did not return a call seeking comment. 

MiBiz, citing a Freedom of Information Act request, reported that as part of the 2014 
transaction, Mahou had an option to purchase the remainder of Founders on the 5-year 
anniversary of the deal for a price between 10- and 13-times EBITDA. However, Founders' 
chief corporate counsel Tony Barnes told the outlet that the "old deal went away" and the new 
deal is a separate arrangement. 

The latest transaction comes as portfolio-wide, off-premise dollar sales of Founders Brewing 
products are up 12.8%, to $71.6 million, and volume sales are up 12%, through August 11, 
according to market research firm IRI. However, both dollar sales (3.6%) and volume sales 
(3.3%) have slowed during to single-digit growth over the last four weeks. 

Driving the majority of the off-premise dollar sales growth is Founders' flagship offering, All Day 
IPA, the sixth best selling off-premise craft beer this year. That label's sales are up 11.1%, to 
nearly $43 million, while volume sales are up 10.8%, year-to-date, IRI reported. However, All 
Day's dollar sales (4.3%) and volume sales (3.9%) have both slowed to single-digit growth over 
the last four weeks, too. 

Compare those numbers to 2018, when Founders produced 563,179 barrels of beer, according 
to the Brewers Association. Founders' portfolio-wide dollar sales grew 32.4% and volume sales 
grew 37.8% in 2018, IRI reported. All Day IPA grew off-premise dollar sales 31.4%, while 
volume sales grew 32.1%, in 2018. 

Stevens told MiBiz that Mahou taking controlling interest in Founders will help the company 
withstand industry headwinds such as slower growth, while also helping the company "reinvent 
what beer looks like" for a new generation of beer consumers. 

"We really have to start looking beyond craft and beyond that industry," he told the outlet. "We 
are starting to see a slow down there, but there is so much opportunity out there when you 
really start to look at it and evaluate the beer industry. Eighty percent of the beer drinking 
public does not drink craft. What does that mean? It means there's a sea of opportunity. That 
opportunity is going to take a lot of resources - resources greater than any craft brewery in our 



industry has. We look at this opportunity with Mahou as our opportunity together to break into a 
much larger segment of the beer industry." 

Earlier this year, Mahou teamed with Founders to acquire a 40% stake in Boulder, Colorado's 
Avery Brewing, which Mahou already owned 30% of following a 2018 deal. As part of that 
acquisition, Founders shifted some production of All Day IPA to Avery's facility. 

Meanwhile, after adding sales in Hawaii, Founders announced last month the completion of a 
50-state distribution footprint. 

UPDATE (3:25 p.m. EST, August 29): Founders issued the following statement: 

"Since 2014, we've enjoyed an excellent relationship with Mahou Group. We're fortunate to 
have a partner with whom we can exchange brewing knowledge and business strategy, who 
also reflects our values as a company. Day-to-day operations will continue to be led by the 
existing Founders team. We'll continue to make the beers we love and have a partner in 
Mahou Group, who is just as passionate about beer and the future of Founders as we are. 

"Founders will remain autonomous in managing its business, products and teams. Engbers 
and Stevens will continue to be shareholders in Founders and have no intention of leaving. 
Their commitment to the brewery will remain and their roles and responsibilities will continue as 
they are now." 

The company included an FAQ, noting that Mahou has no plans to buy out the company, there 
are no plans to combine Founders and Avery, and there are no plans to brew Mahou's brands 
in Michigan. 

This Is What The 'Summer Of Seltzer' Has Done To Beer Sales 

Source: https://www.forbes.com 

Emily Cappiello  

August 29, 2019 

It seemed as if everywhere you turned during summer 2019, from barbecues to the beach, 
there was a spiked seltzer. The adult beverage took advantage of the mindful drinking 
movement and the continued healthy lifestyle effort with its low-ABV and low-calorie count as 
well as promises of no or low added sugar or gluten. Creative flavors, too, garnered the sector 
lots of buzz amongst imbibers. 

"Hard seltzer has exploded this past year. At this time last year, the top three spiked seltzer 
brands accounted for 6% of share in the beer/cider/seltzer category. This year, they're sitting at 
a whopping 19% of share. This kind of growth has been unprecedented in recent years on 
Drizly and has certainly penetrated would-be beer and cider consumers," says Liz Paquette, 
head of consumer insights at Drizly. 

There is a convenience factor associated with beer and cider that have allowed it to be a top 
choice for summer- cans and bottles are easy to travel with and pack for outdoor excursions. 

https://www.forbes.com/


That normal has been disrupted with the introduction of canned spiked seltzers, cocktails and 
wine. Now, consumers have a wider variety of choices and the numbers don't lie. 

"The share of cider sales in the month of August has dropped from 6% in 2018 to 5% of share 
in 2019 and the top 10 beer brands on Drizly have dropped from 36% of share to 32% of 
share," notes Paquette. 

Paquette believes, though, that the cooler weather may bring a reprieve as seasonal flavors 
found in beer and cider will be a draw to sippers. 

"Cider and beer are fall classics that we expect will remain strong this year. Once we start to 
head back into spring and summer next year, make no doubt about it, seltzer will come back 
and could be stronger than ever," she says. 

To keep beer and cider in the game, Paquette suggests that tapping into the increased healthy 
lifestyle demands of consumers, as well as continuing to produce uniquely flavored brews and 
ciders could help to mitigate the impact of spiked seltzer on the beer and cider markers into 
2020. 

"Our consumers are becoming increasingly more health-conscious, focusing on beverages that 
are lower in calories, lower in sugar, and sometimes even non-alcoholic. Continued education 
and awareness-building around flavored and lower-calorie products will also be a continued 
angle," Paquette says. 

Thanks to consumers, US economy is rising steadily if slowly 

Source: https://abcnews.go.com/ 

By MARTIN CRUTSINGER 

Aug 29, 2019 

The U.S. economy slowed in the spring, and most analysts expect it to weaken further in the 
months ahead. Yet the main driver of growth - consumer spending - remains vigorous enough 
to keep the economy growing steadily if still modestly. 

Spending by households, which accounts for about 70% of economic growth, accelerated in 
the April-June quarter to its fastest pace in nearly five years. Eventually, President Donald 
Trump's tariffs on hundreds of billions of dollars in imports could bring higher prices and lower 
consumer spending. But for now, household spending remains a vital pillar of the economy. 

The nation's gross domestic product - the broadest gauge of economic health - grew at a 
moderate 2% annual rate in the April-June quarter, the Commerce Department reported 
Thursday. That was down from a 3.1% growth rate in the first quarter, but it would have been 
much weaker without a burst of consumer demand. 

Economists generally expect growth to slow to a 2% annual rate or less for the rest of the year. 
But most think consumer spending will be enough to offset headwinds ranging from a slowing 
global economy to growing uncertainties caused by Trump's trade war with China. 

https://abcnews.go.com/


In the April-June period, consumer spending shot up to an annual rate of 4.7%, the best 
showing since the final quarter of 2014. The surge followed two weak quarters for spending as 
car sales sank and households grew cautious after a stock market fall and a partial shutdown 
of the government. 

At the same time, business investment is weakening in the face of the uncertainties created by 
the taxes that Trump has imposed on numerous imports - goods that many American 
businesses rely upon. 

Gus Faucher, chief economist at PNC Financial, said he expects the trade war to begin to 
weigh on consumers in the second half of this year as some of Trump's additional tariffs on 
Chinese products take effect Sunday and others on Dec. 15. In addition, higher tariffs on a 
separate group of Chinese products are to take effect Oct. 1. 

Faucher said thinks growth is slowing to a 1.5% annual rate in the current July-September 
quarter and will dip to around a sluggish 1.3% rate in the fourth quarter. 

"On the plus side, consumers remain in good shape ... with solid job growth and good wage 
gains," Faucher said. "But the higher tariffs are going to cause consumers to pull back for a 
time, especially on big-ticket items like cars and appliances." 

But by mid-2020, Faucher said, he expects spending to start accelerating as consumers 
become used to the higher tariffs. He said he thinks the strength from such spending will help 
avoid a recession. 

The latest earnings reports from retailers show that some stores are faring better than others. 
Discounters are doing well, with Dollar Tree, Dollar General and Five Below all reporting solid 
sales figures in the most recent quarter. 

And although Best Buy managed to post an increase in a key sales figure, it was 
overshadowed by disappointing revenue and by concerns about Trump's taxes on Chinese 
imports. The electronics retailer lowered its revenue outlook for the year, citing the expected 
impact of tariffs. 

Best Buy said it expects TVs, smartwatches and headphones to be affected by tariffs that take 
effect Sept. 1. Computers, smartphones and video game consoles would come next on Dec. 
15. 

CEO Corie Barry said she was unsure if Best Buy will raise prices yet, saying it's difficult to 
predict how customers would respond. 

Trump, who is counting on a strong economy to support his re-election bid, has a decidedly 
upbeat view of the economy. In a tweet Thursday, Trump asserted that "the economy is doing 
GREAT, with tremendous upside potential! If the Fed would do what they should, we are a 
Rocket upward!" 

The president, who last week called Federal Reserve Chairman Jerome Powell an "enemy," 
has been demanding that the Fed cut rates by a full percentage point - a proposal that most 



economists regard as wildly excessive. The Fed did cut rates by a quarter-point last month, the 
first rate reduction in a decade, and is expected to do so again at least twice more this year. 

Some analysts say they think the expectation of further rate cuts makes them believe that the 
economy won't be pushed into a recession by the trade war. 

The 2% annual GDP growth in the April-June quarter represented a slight downward revision 
from the government's first estimate of a 2.1% growth rate. Trump has pledged to achieve 
annual growth at annual rates of 3% or better. But economists generally foresee GDP slowing 
sharply after hitting 2.9% last year. 

For all of 2019, economists estimate that GDP will slow to around 2.2% and then drop to below 
2% in 2020 as the economy faces headwinds from the global slowdown and the effects from 
the escalating trade war with China. 

The biggest factor in the government's downward revision for the April-June quarter was a 
smaller gain in spending by state and local governments and fewer export sales. American 
exports have been hurt by the retaliatory tariffs China and other countries have imposed on 
U.S. soybeans and other products. 

Business investment spending turned negative in the second quarter, falling at a 0.6% annual 
rate, which many economists believe occurred because of the uncertainty among businesses 
resulting from Trump's trade war. 

Mark Zandi, chief economist at Moody's Analytics, said he isn't forecasting a recession in the 
next 18 months but said one can't be ruled out in light of Trump's trade war with China. 

"If the president continues to ratchet up the rhetoric and his tariffs on China, it will continue to 
unnerve business people who are already being more cautious with their investment plans," 
Zandi said. "The risks of going into a recession are high if the president keeps escalating his 
trade war." 

Pennsylvania: Cases of beer at Wal-Mart in Pennsylvania? Not so 
fast 

Source: https://www.mcall.com/ 

By FORD TURNER 

AUG 29, 2019  

A state lawmaker's wide-ranging proposal to make alcohol sales more convenient ? including a 
provision that would allow big box stores like Wal-Mart to sell cases of beer ? has drawn fire 
from multiple sources, including the head of the committee that will handle the bill. 

Proposed legislation filed by state Rep. Matthew Dowling, a second-term Republican who 
represents parts of Fayette and Somerset counties, was the subject of a House Liquor Control 
Committee hearing Tuesday in a fire hall in Somerset County. 

https://www.mcall.com/


On Thursday, the chairman of the committee, Armstrong County Republican State Rep. Jeff 
Pyle, said the bill had "too many moving parts" and he had told Dowling to "trim it down." 

Among other things, the bill as currently written would: 

Eliminate the need for grocery stores to have designated checkout lines for customers buying 
beer or wine. 

Eliminate the need for a store to maintain a 30-seat seating area in order to sell beer and wine. 

Allow grocery stores to sell cases of beer. 

Allow beer and wine sales displays to be placed anywhere within the grocery store. 

In a phone interview on Thursday, Dowling said the bill was written to include as many 
convenience proposals as possible related to sales of alcohol in grocery and convenience 
stores, which was first allowed in Pennsylvania in 2016. 

The hearing was designed to collect feedback from stakeholders, according to Dowling. The 
next step, he said, will be to research how the sales are handled in neighboring states like 
Ohio, West Virginia and New Jersey. 

Amendments, Dowling said, are likely. 

"I do look for drastic changes," Dowling said. "We put everything into it." 

Among those who testified at the hearing was Wendell Young, president of United Food & 
Commercial Workers Union Local 1776, which represents about 3,500 employees of 
Pennsylvania's state stores that are operated by the Liquor Control Board. 

Young said he was against the bill, whose main backers, he said, were big box stores that 
want to save costs by displaying alcohol anywhere in the store and selling it at any register. 
That, he said, was a step toward privatization. 

He said a study of the 2011 privatization of alcohol sales in Washington state showed 
increases in underage drinking, drunk driving arrests and theft of alcohol from stores, among 
other things. 

In written testimony submitted to the committee, Mick Owens of the Pennsylvania Restaurant & 
Lodging Association said, "PRLA does have a number of concerns with the bill, and even with 
those concerns addressed, this legislation will have an impact on all current operations by all 
licensees in the state." 

State Rep. Peter Schweyer, a Lehigh Democrat and member of the committee, said he did not 
attend the hearing but was against allowing big stores to sell cases of beer. That, he said, was 
unfair and would be a death knell for beer distributors. 

Schweyer said, "It basically kills a niche industry that is made up of small business owners who 
spent a lot of money on licenses and stock and other things." 



Dowling said there are parts of the state that have no local beer distributor. In those areas, he 
said, customers who want a case of beer go to a convenience store that sells beer, buy the 
allowed two six-packs, return to their car to stash the beer and then repeat the process. His 
proposal, he said, would make that sort of purchase easier. 

Still, Pyle, the committee chairman, said he also did not like allowing big stores to sell cases of 
beer. 

''I don't see that happening," Pyle said. 

The relatively new branch of Pennsylvania beer and wine sales at grocery and convenience 
stores was implemented by the granting of "restaurant licenses" to those businesses. 

The changes proposed by Dowling would be accomplished by having license holders who 
wanted the conveniences outlined in the bill ? like the waiving of the 30-seat requirement ? 
apply for a "customer convenience permit" that would cost $25,000. 

Dowling said there has even been opposition to a proposal contained in his bill that would 
require holders of those permits to disallow onsite consumption of the purchased alcohol. 

As the law stands now, Dowling said, "Sheetz has to allow you to open your bottle of wine you 
bought at the register and drink it." 

That, Dowling said, does not seem right. 

Vineyard's RICO Suit Against Pot Farm Neighbor Can Proceed 

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

By Sarah Jarvis 

August 29, 2019 

An Oregon vineyard owner that claims a neighboring marijuana farm has diminished the 
vineyard's value and the marketability of its grapes can proceed with its claims under the 
Racketeer Influenced and Corrupt Organizations Act, a federal court has ruled. 

U.S. District Judge Anna J. Brown said in Tuesday's order that McMinnville vineyard owner 
Momtazi Family LLC's claims against its neighbors are plausible RICO claims because it has 
alleged concrete financial loss caused by alleged racketeering activity. The neighboring farm - 
which plans to produce marijuana under the brand name Yamhill Naturals, directed by Richard 
Wagner - is owned by Mary and Steven Wagner, who also plan to receive a portion of the 
operation's anticipated proceeds, according to the order. 

Momtazi said in its April lawsuit that one of its customers cancelled an order for six tons of 
grapes grown on the property because the order contained grapes grown on the section of the 
property adjacent to the Wagners, and they believed the marijuana smell contaminated the 
grapes and would affect wine made from those grapes. Momtazi said it is now unable to sell 
grapes grown on the property next to the Wagners. 

https://www.law360.com/


The vineyard also alleged that terracing on the Wagners' property caused large amounts of dirt 
to flow downhill into a fish-stocked reservoir on the Momtazi property, creating a hazard to the 
fish and wildlife that form "an essential part of plaintiff's biodynamic operation," according to the 
order. The Wagners or their associates also trespassed onto the Momtazi property, killed a 
calf, and amputated part of another cow's tail, Momtazi said. 

The Tenth Circuit ruled in 2017 that legal cannabis businesses can be the subject of federal 
RICO suits because cultivation is illegal under federal law. The Wagners argued in their motion 
to dismiss that Momtazi has not established statutory standing or a claim under RICO, and that 
the vineyard failed to allege facts that show the Wagners were participating in a racketeering 
activity. 

But Judge Brown said Momtazi's allegations establish an "injury to a property interest" that 
meets the threshold of a concrete financial loss under RICO. 

"Plaintiff's losses arise from injury to property and are not based merely on plaintiff's use and 
enjoyment of its property," Judge Brown said. "Although plaintiff does not allege specific 
amounts of loss, the amounts would be calculable in a pecuniary form based on evidence that 
would be discoverable." 

The Wagners argued that Momtazi lacks standing because it already represented in a related 
state court case that Maysara Winery, the lessee of the vineyard property, is the party most 
immediately threatened by the Wagners' anticipated development of a marijuana farm 
operation. But Judge Brown said Momtazi's allegations meet the constitutional minimum of 
standing, which requires alleging an injury that is caused by the Wagners that is "likely to be 
redressed by a favorable judicial decision." 

"Plaintiff has alleged injuries in fact that are concrete, particularized, and actual," Judge Brown 
said. "These allegations are sufficient to establish plaintiff's constitutional standing, and, 
therefore, the court has subject-matter jurisdiction over this case." 

Counsel for Momtazi Family LLC declined to comment, and counsel for the Wagners did not 
immediately respond to a request for comment Thursday. 

Momtazi Family LLC is represented by Rachel E. McCart of Preserve Legal Solutions PC. 

The Wagners and Yamhill Naturals LLC are represented by Matthew A. Goldberg and Allison 
C. Bizzano of Lotus Law Group. 

The case is Momtazi Family LLC v. Wagner et al., case number 3:19-cv-00476, in the U.S. 
District Court for the District of Oregon. 

Tilray Acquire Canadian Retail Operations  

Source: Jefferies 

Ryan Tomkins 

August 29, 2019 



TICKER TLRY 

RATING HOLD 

PRICE $27.20^ 

PRICE TARGET (PT) $57.00 

MARKET CAP $2.6B 

Key Takeaway 

Tilray today announced a C$110m all-stock deal to take full ownership of Canadian retailer 
FOUR20, who have six stores in Alberta currently. While we highlight here a number of 
advantages of controlling your own retail footprint, which can be significant for brand equity and 
consumer experience, the investments needed are unlikely to soothe any market concerns 
around near-term profitability. 

Insights  

Transaction details: Tilray announced they are to acquire 420 Investments Ltd. (FOUR20), an 
adult-use cannabis retail operator based in Alberta. FOUR20 currently operates six licensed 
retail locations and has 16 additional locations secured, pending applications. Tilray say they 
will leverage FOUR20's retail expertise and brand/market knowledge to expand into other 
provinces where LP retail ownership is allowed. The transaction is all-stock worth C$110m, 
C$40m of which is subject to achievement of certain milestones. 

Not Tilray's first retail move: Tilray has already made a number of strategic minority 
investments in Canadian retail operations including C$4.5m in SpiritLeaf, C$2.9m in WestLeaf, 
and a further investment in Fire & Flower. Today's move sees Tilray take full ownership of retail 
operations, something that is only currently allowed in certain provinces such as Alberta, 
Saskatchewan and Manitoba, subject to restrictions. Among our coverage, Canopy are the 
only other name to have full control of retail operations, with their Tweed and Tokyo Smoke 
branded retail stores. 

Owning retail has a number of advantages ... Though the economic efficiencies of selling 
through your own retail store are limited due to the need to buy/sell product through the 
provincial wholesaler, there are still a number of advantages to having your own retail stores. 
First, you are able to control what product is on the shelf, which is likely to include your own 
brands, and other brands that support your own equity. Canopy for example have agreements 
with a number of what they call 'CraftGrow' producers intended to introduce high-quality, craft 
offerings to their customers. Second, you are able to influence both the purchasing decisions 
and customer experience, which has implications for repeat purchases and overall brand 
recognition. Third, it also allows an opportunity to collect data to better support future product 
offerings and enable an understanding of different consumers. In the context of a number of 
new products set to be introduced to the Canadian market come the end of the year, this point 
could prove valuable. Given we have had our reservations around Tilray's recreational 
business and its brands, we see this move as a positive from that perspective. 



... though could come at a near-term cost: It must be added that these advantages are not 
realised without significant investments. Aside from the C$110m transaction value, investment 
will be needed to expand the retail footprint with real-estate, furnishings, overheads and license 
applications all necessary. With the Tilray CEO saying in an interview just last week that they 
hope to be profitable in the next quarter or two, a commitment to further investment like this is 
somewhat surprising. 

Latest Brexit Headlines 

Source: Multiple 

August 29, 2019 

https://www.dailymail.co.uk/news/article-7406441/Dutch-foreign-minister-say-talks-underway-
Brussels-prevent-No-Deal.html 

https://www.telegraph.co.uk/politics/2019/08/29/jeremy-corbyn-backs-hard-left-plan-bring-
cities-halt-protest/ 

https://www.telegraph.co.uk/politics/2019/08/29/john-bercow-colluding-tory-rebels-sunbed-
turkey-frustrate-bors/ 

https://www.dailymail.co.uk/news/article-7408825/Boris-orders-EU-step-tempo-Brexit.html 

https://www.dailymail.co.uk/news/article-7408927/Ross-Clarkes-odds-steps-Boriss-Brexit-
battle.html 

https://www.theguardian.com/politics/2019/aug/29/time-to-step-up-tempo-of-brexit-talks-says-
bullish-boris-johnson 

https://www.independent.co.uk/news/uk/politics/boris-johnson-brexit-suspend-parliament-
petition-prorogue-no-deal-eu-a9084421.html 

How to Keep It Professional When the Wine Starts Flowing 

Guides to workplace etiquette rarely include advice on how to handle ordering and drinking 
wine in a professional setting. Here, our wine columnist fills in the blanks with some practical 
guidelines 

Source: https://www.wsj.com/ 

By Lettie Teague 

Aug. 29, 2019  

I'VE READ LOTS of rules regarding proper workplace etiquette but have found surprisingly 
little guidance relating directly to drinking wine in a business setting (apart from "Don't drink too 
much"). While wine at a working lunch or corporate event might be a minefield for the 
inexperienced or the overindulgent, it can also be a great social tool and even a potential 
bridge between colleagues. With that in mind, I adapted some common rules of business 
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etiquette to include corresponding wine advice and asked a few businesswomen and men to 
share their thoughts on workplace wine etiquette. 

'Build relationships.' 

Good business etiquette is the art of building good relationships, whether with a colleague, 
boss or client. Wine can help foster a connection-especially, it seems, when the wine is 
Cabernet Sauvignon. Gino Perrina, chief investment officer of Laird Norton Wealth 
Management in Seattle, Wash., recalled a business associate who introduced him to Quilceda 
Creek Cabernet Sauvignon while celebrating a deal. Mr. Perrina loved the wine, and now every 
time he drinks it he remembers both the associate and deal. Bill Furtkevic, vice president of 
marketing for Party City, forged a bond with his then-boss, former executive chairman Gerald 
Rittenberg, thanks toCakebread Cellars Cabernet Sauvignon Napa Valley. Mr. Furtkevic now 
collects the wine as well. 

'Be prompt.' 

Showing up on time for a meeting or interview is obviously smart; less obvious, perhaps, is the 
need for speed when ordering a glass or a bottle of wine at a business meeting or meal. Yet 
there are few things more irksome to fellow diners or colleagues than someone who dawdles 
over a decision between Pinot Grigio and Sauvignon Blanc, or worse, asks the waiter to pour a 
taste of each one. 

Decisiveness when choosing a bottle for a group of business contacts will likely endear you to 
them. They probably just want wine in their glasses so they can concentrate on the real 
business at hand. 

Before an important dinner, I always look at the wine list online or call or email the sommelier to 
discuss a few choices. Jay Hack, senior partner at the New York law firm Gallet Dreyer & 
Berkey told me that he does this too, though he added a cautionary note: "You rarely know if 
the sommelier is good unless you have been to the restaurant before." Because Mr. Hack is a 
serious oenophile and wine collector, he is often asked to recommend wines for the business 
dinners of other colleagues or clients. "If I can't look at the wine list beforehand," he said, "I will 
give them a list of wines that are usually fairly priced-Côtes du Rhône, Gigondas, white wines 
from Greece, anything from Ridge Vineyards or an off-brand Barolo that has at least 10 years 
of age." 

'Don't overshare.' 

Revealing too much about your personal life can be considered unprofessional if not downright 
unseemly in a business context. When it comes to wine, this generally means bragging-how 
many bottles you have in your cellar, how much you paid for a particular wine. I've been on the 
receiving end of this sort of boasting, which seems especially common among lawyers I've 
met. My friend Richard Feldman, a New Jersey-based litigator who is, thankfully, not given to 
this sort of bragging himself, speculated about why others might do it. "Lawyers are schooled 
to rate everything," he said. "It's in their professional DNA." Richard actually does like to boast 
in one respect: about how little he spent on a wine. (He's particularly partial to cheap Barolo.) 

'Don't be a complainer.' 



Nobody likes a workplace whiner, and that certainly applies to oenophiles at working meals. 
Maybe the wine list is lousy, or his or her chosen wine turns out to be the wrong vintage or out 
of stock. I've dined with wine whiners, and their chronic dissatisfaction can envelop the table 
like a cloud. It might be because the waitress brought flutes and not Burgundy glasses along 
with the Champagne, or because the red wine was too warm or the white too cold. (Full 
disclosure: I once had a hard time getting over the fact that my table's bottle was placed in a 
bucket on the other side of the room, not next to the table.) 

Sharon Love, CEO of TPN, a New York advertising and marketing agency, dines out a great 
deal on the clock and has more than a few stories, good and bad, involving clients or 
colleagues and wine. She recalled a dinner that included an important client and 
representatives of an ad agency whose "very senior" partner ordered all the wines and then 
proceeded to reject each one he'd ordered with a "dramatic sour face." The client finally 
suggested everyone order cocktails instead. 

'Show interest in others.' 

Successful business people let clients or colleagues know that they matter. In a wine context, 
that translates to small, thoughtful gestures such as filling someone else's glass before your 
own. I've dined with quite a few selfish pourers over the years who help themselves to the 
bottle before serving or even offering the wine to anyone else. It's not hard to imagine how 
such me-first drinkers treat colleagues in other work situations. 

'Wine at a working lunch or corporate event can be a minefield.' 

A close second in terms of rudeness are the men who hijack the wine list at a business dinner-
and it's almost always a man. Ann Piccirillo, a New York human resources executive, has 
rarely attended a business dinner where a man didn't take over the list. A former boss even 
insisted that the wine be an Italian red because that was what he wanted-never mind that not 
everyone else did. A far better role model was another former boss (a woman). "She asked 
everyone what they wanted and always ordered both a white and a red," Ms. Piccirillo recalled. 

'Be judicious.' 

This rule is especially important when it comes to wine. Ms. Love even teaches a class for 
agency personnel called "Everything Matters" that touches on this subject. She discusses 
appropriate alcohol consumption at work-sponsored events and notes that while drinking has 
long been part of the culture of the advertising and marketing fields, it is no longer acceptable 
to drink to excess. We're a long way from the "Mad Men" era. 

Ryan Sutton, Boston-based district president for Robert Half Technology and the Creative 
Group, the executive search firms, would counsel job seekers to abstain from drinking 
altogether in an interview, even if it takes place in a restaurant. While wine might seem like 
good "conversational fodder," Mr. Sutton advised that the focus should remain on "the position, 
roles and responsibilities, culture and fit." 

An early look at California's 2019 wine harvest 

Source: https://www.sfchronicle.com/ 

https://www.sfchronicle.com/


Esther Mobley  

Aug. 29, 2019 

The 2019 wine harvest is underway in California - just barely. And while it's still too soon to 
understand what sort of a vintage 2019 will be, the early reports from winemakers throughout 
the state are promising. 

Many producers of sparkling wine, which always requires the earliest harvesting, are already 
wrapping up in the vineyards. Caraccioli Cellars in Monterey started picking grapes for 
sparkling wine on Aug. 19 and finished by 5 a.m. this Tuesday. "Lots are coming in with great 
acidity," says vice president Scott Caraccioli. He's seeing "really great phenolic expressions in 
the juice, and the chemistry has been ideal." 

Early-ripening white grapes, like Sauvignon Blanc, are starting to come off the vine too. William 
Allen, who makes the Two Shepherds label of wine, is picking Trousseau Gris, Pinot Gris and 
Vermentino this week. "Acidity levels are higher than recent vintages, at this stage," Allen says. 
In fact, he's been waiting until the grapes accumulate a little more sugar than he normally 
would in order to bring the acidity down a little. "While we love high acidity, it's part of the tripod 
balance equation of flavor and sugar," he says, "and we want wines to be fresh and vibrant, but 
not searing and linear." 

Given how cool and wet the weather was earlier in the year, it's something of a surprise that 
harvest is coming this early. Bud break, which signals the beginning of the growing season, 
arrived as late as April in some areas. A rainy spring - Frenchtown Farms winemaker Aaron 
Mockrish says he got 30 to 40 more inches of rain this year than in 2018 in the Sierra foothills - 
seemed to delay things further. But a warm summer helped grapevines catch up to a closer-to-
average timeline. 

Make no mistake: Rain, when it comes early in the year, is a very good thing for grapes. "Solid 
rainfall this past winter has allowed some vineyards a more active canopy and increased berry 
size," says winemaker Dan Person of the new sparkling wine label Carboniste. 

"We've had sufficient water all season thanks to the late rains, so the soils and vegetation in 
our organic vineyards are looking great, and premature raisining is not a big concern at the 
moment," adds Joseph Brinkley, director of organic and biodynamic vineyards for Bonterra in 
Mendocino County. Some winemakers tell me their harvest dates are spot-on for 2018, while 
others report a 1 or 2 week delay compared with last year's dates. 

The vast majority of red grapes in California are still waiting to be picked, but Frenchtown 
Farms picked Syrah on Tuesday at the Renaissance Vineyard. "We have ripe, soft, black fruit 
at very low sugar levels," says Mockrish. Normally, Syrah grapes at 21 Brix - a measure of 
sugar accumulation - would still be pink-colored and taste green, but this year at 21 Brix they 
tasted perfectly ripe. "We have begun to ignore the refractometer and just make pick decisions 
purely on touch and taste," he says. 

Anything could still happen. In the last decade, Labor Day heat spikes, October rains and, of 
course, wildfire have drastically altered the trajectory of a vintage late in the game. Market 
conditions - a potential oversupply of grapes and bulk wine; the ongoing questions presented 



by the still-pending Gallo-Constellation buyout - may bring their own set of thorny problems. 
But for now, California's got a lot of very happy winemakers. 

Heat-stricken French wine harvests sound climate alarm 
(Additional Coverage) 

Source: https://www.reuters.com/ 

Sonia Elks 

August 29, 2019 

If you want to know more about global warming, look to your favorite Beaujolais. Data on grape 
harvests in the famed French wine region show a dramatic shift towards hotter and drier 
weather, climate change researchers said on Thursday. 

Grape picking season has jumped forward by an average of nearly two weeks since 1988 
compared to the previous 600 years, according to the study, whose authors said it showed 
previously extreme weather had become "the norm". 

"It is a warning," said Christian Pfister, a climate change professor at the University of Bern, 
Switzerland, who worked on the study published in the journal Climate of the Past. 

"It shows that the warm extremes in the past ... have become normal in the present." 

Winemakers are being forced abandon time-honored techniques as hotter summers boost the 
sugar content of grapes, meaning wines have higher alcohol content and different flavors. 

Harvest records can help cast light on climate change, as the grape picking season starts each 
year when the fruits are ripe, with hotter weather making them ripen faster. 

The study used archives including harvesters' pay records and newspaper reports to track the 
start of the grape harvest in the winemaking hub of Beaune in France's east Burgundy region. 

Researchers found that for more than six centuries - between 1354 and 1987 - grapes were 
usually picked from 28 September onwards, but from 1988 to 2018 the season began 13 days 
earlier on average as a result of "rapid" climate warming. 

Paris temperature records also showed the number of exceptionally hot years had dramatically 
increased since 2003, with half of the spring-summer seasons since then falling into the top 5% 
hottest, the study showed. 

Winemakers were already seeing the impacts of warming climates, said Pierre Jhean, the wine 
director at the Henri de Villamont wine producer just north of Beaune. 

"We have some days with 40 degrees and it is not traditional for the burgundy," he told the 
Thomson Reuters Foundation. 

https://www.reuters.com/


"For the winemaker, we need to adapt ... we need to make another style of wine and another 
style of vinification," he said referring to the process of turning grapes into wine. 

Warmer temperatures have created a boom in new vineyards across the south of England and 
Wales as previously damp areas turn into prime grape-growing land. 

"It's good and bad," said Charlie Holland, chief executive of English sparkling wine firm 
Gusbourne. 

"It means we're able to fully ripen our grapes to an extent that we weren't before, but at the 
same time what comes with climate change is changeable weather ... that makes it very 
difficult for us as farmers to grow the grapes." 

Preparing Napa Valley Wine for Climate Change 

Source: https://www.barrons.com/ 

By Abby Schultz  

Aug. 29, 2019  

Signs the climate is changing as higher temperatures are recorded year-after-year across the 
globe isn't news to winemakers who are already coping with the effects of a warming world in 
their vineyards. 

In California's Napa Valley, Larkmead Vineyards' winemaker Dan Petroski, has experienced a 
"roller coaster ride of major climatic events," including earthquakes, fire, record rainfall, and 
drought" since he came to Napa about 13 years ago. 

While he's been able to make fantastic, largely Cabernet-based premium wines through it all, 
Petroski is mindful of the role climate plays in making great wines. Warmer vintages are 
already quickening the maturation stage of the vines, for instance.  

"Seeing how quickly I've shifted my entire growing season by almost ten days to two weeks-to 
as much as month-that doesn't seem right to me," Petroski says.  

Petroski has, in fact, been talking about climate change and its potential effects on Napa Valley 
wines-and what to do about it-for some time, and has convened other experts, winemakers, 
and industry leaders, to talk about it, too, at discussion forums he calls "Salons at Larkmead."  

A forum earlier in August titled "Cabernet: Climate Change," dealt with how winemakers can 
and should adapt, held "quite fittingly on a 105-degree day," as he wrote in SevenFifty Daily, an 
online beverage industry magazine.  

What Larkmead is doing to adapt is create a three-acre viticultural "research block" in clay soil 
near the winery, where he and his colleagues will plant several grape varieties that could 
potentially be blended with Cabernet. The idea is to prepare the winery if, in 20-to-30 years, 
Napa Valley becomes as hot as Modesto, Calif.-130 miles to the south in the Central Valley.  

https://www.barrons.com/


"I need to think about what kind of wine Larkmead makes, and in the grand scheme of things, 
what kind of wine does Napa Valley make?" Petroski says. "If Cabernet has chinks in its armor, 
how do I fill those out? What grape varieties can we use to make Cabernet continue to feel, 
look, and taste like Cabernet, even if it's not 100% Cabernet." 

The research plot will be planted with various grape varieties, clones, and rootstock. The 
grapes will include reds like Petite Sirah and Zinfandel, as well as whites, including Chenin 
Blanc, that have thrived in the Central Valley. The winery also will experiment with varieties 
from warm Mediterrean climates, including Aglianico from southern Italy, Tempranillo from 
Spain, Touriga Nacional from Portugal, and Syrah, which does well in warm weather locations 
like the southern Rhône Valley in France and in the Barossa Valley of Australia.  

Petroski expects Cabernet has "some runway" in Napa Valley, even if the climate continues to 
warm, before winemakers need to make adjustments. But because "great wines are made from 
old vines," the process of figuring this out needs to start now if Larkmead is to make great 
wines in 20-to-30 years, he says.  

Napa wine laws allow producers to label their wines "Cabernet Sauvignon" if the wine is made 
from at least 75% Cabernet. It's that 25% that Larkmead can play with. Petroski knows, for 
instance, that Petite Syrah blends well with Cabernet.  

"It helps with the textural, color, and mouth-feel components that we get from Cabernet today 
that we might not get from Cabernet tomorrow," Petroski says.  

This thinking is why the research block is being planted in honor of Larkmead's 125th 
anniversary in 2020-it's a statement that the producers plan to continue making premium wines 
for the next 125 years. 

"I want to believe that Cabernet is going to adapt and evolve and it's going to be the king of 
Napa for the next 125 years," Petroski says. "But I don't want to sit and wait to be wrong, and 
not move. I want to be first to market with a healthy product coming from a healthy business." 

South African wine industry refutes use of illegal pesticides 

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

By Lisa Riley 

29 August, 2019 

The South African wine industry has refuted allegations made by "certain labour groups" that 
wine grape producers in the country are using illegal pesticides that are harmful to farm 
workers. 

The claims were "unfounded", said Wines of South Africa (WoSA) and Vinpro, which 
represents 2,500 South African wine producers, cellars and industry stakeholders, in a joint 
statement. 

https://harpers.co.uk/


The statement follows the release of a recent Oxfam Germany article, as well as a rally by 
Women on Farms Project on the issue in Cape Town yesterday. 

The article claimed that "of the pesticides used in South Africa, 67 are banned in the EU 
because they are too dangerous to humans and the environment". 

In addition, the article stated "another 121 are considered highly toxic by the International 
Pesticides Action Network. Often, workers become so ill that they can no longer work and thus 
lose their livelihood". 

WoSA and Vinpro said: The report mentions a total of 67 'illegal' products, of which only 18 
may be used, when necessary, on wine grapes in South Africa. The remaining 49 mentioned 
products are registered for use on other crops - not wine grapes. 

"Every single one of the 18 products are registered by the Department of Agriculture and the 
Integrated Production of Wine Scheme (IPW) prohibits the use of any unregistered products, in 
accordance with South African legislation. 

"All of the grapes used in the production of IPW certified wines must be 100% IPW certified 
and current figures show that 94% of all South African vineyards are IPW certified." 

The wine industry bodies have indicated that they are open to constructive dialogue on the 
matter with the relevant parties. 

A statutory scheme administered by the Wine and Spirit Board (WSB), the principles of the 
IPW are based on legal environmental legislation, good agricultural practices related to grape 
production (farm component), good manufacturing practices related to wine production (winery 
component) and packaging activities (bottling activities). 

Certification of compliance falls under the jurisdiction of the WSB, with a dedicated IPW office 
responsible for administering the scheme, with certification aimed at providing buyers and 
consumers with a guarantee that grape production was undertaken with due consideration of 
the environment and safety of the resulting product, to ensure the wine was produced in an 
environmentally responsible manner and it is safe for the consumer. 

GRAPE BRITAIN Brits know very little about wine despite drinking 
22m bottles a week as a nation, study finds 

Source: https://www.thesun.co.uk/ 

29 Aug 2019 

AS A nation we now drink a staggering 22.1 million bottles of wine a week, but new research 
suggests we actually know very little about what we are drinking. 

According to the data, as many as a third choose a bottle of wine based solely on whether they 
like the label, while a further one in ten have purchased a bottle because they think the name 
sounds sophisticated. 

https://www.thesun.co.uk/


And when it comes to terminology, thirty percent of those polled thought that "terroir" was a 
genre of French horror film, while 28 percent opted for a breed of small dog. 

In fact, only 34 percent knew the right answer, that "terroir" refers to the ground in which 
grapevines are planted. 

The French dessert wine, Sauternes was similarly baffling to Brits, with seven percent thinking 
it was a planet in the solar system, one in five believing it was a French beach resort and 29 
percent believing it was a type of orange. 

37 percent believe the term "corked" means that some of the cork is broken while as many as 
seven percent believed it referred to someone being plastered, as opposed to it meaning, 
simply that the wine has reacted to the cork. 

The survey of 2,000 Brits was commissioned by the Wine & Spirit Education Trust to mark the 
launch of their upcoming global Wine Education Week, from 9th - 15th September. 

Despite the blunders, the survey found almost one in ten Brits say they have a "good 
knowledge" of wine and 12 percent say they "know their way round a wine list". 

A more honest 13 percent say they can talk a good game but actually know very little, 
meanwhile a quarter of us confess to knowing "absolutely nothing" about it. 

Over a quarter of people admit they have bought an expensive wine to show off to family or 
friends. 

Ian Harris, CEO of the Wine & Spirit Education Trust, which commissioned the study said: 
"With a whole world of wine out there to discover, it's hardly surprising that there are gaps in 
the nation's knowledge, or that the prospect of learning more might feel intimidating. 

"It's encouraging, though, to see that so many Britons are keen to gain more knowledge about 
one of their favourite drinks - and Wine Education Week is the perfect time to do just that." 

We certainly know what we like as 34 percent of us gave as the top reason for choosing a wine 
was because we'd drunk it before (34 percent), after that a third choose based on the label, 
while 32 percent take friends' recommendations. 

When it comes to serving wine with food, only 28 percent of people have successfully tried to 
"pair" a wine with food, to get the best flavours out of both. 17 percent have attempted it but 
say it was a dismal failure, while 55 percent admit they wouldn't know where to begin to get the 
right choices. 

And with over half of us wanting to know more about wine, it's clear there are some barriers. 34 
percent say they simply don't know where to start, 28 percent think it is too complicated while 
17 percent have been traumatised by snooty wine waiters. 

The research also discovered that surprisingly rose is officially Britain's most favoured colour, 
picked by 36 percent of the 1,500 respondents, beating white wine (35 percent) and red wine 
(27 percent). 



Regionally, Norwich was the oenophile capital of the UK, with 16 percent of people saying they 
know a lot about wine, beating London (14 percent) and a huge amount more than the wine 
novices of Edinburgh (2 percent). 

Interestingly men are much more likely to find the whole topic too large and intimidating (34 
percent), compared to 28 percent of women. 

And though women were more likely to get the questions about terminology right, men were 
twice (12 percent) as likely as women (6 percent) to claim a good knowledge of wine 

Foreign supermarkets change tactics in tough China market 

Costco's impressive debut contrasts with contentious exits by international chains 

Source: FT 

Tom Hancock in Shanghai  

August 29, 2019 

The crowds of shoppers cramming into US retailer Costco's first store in China this week, 
forcing it to close early on its opening day, were in stark contrast to a stampede of foreign 
supermarket owners out of the country. 

In June, French chain Carrefour agreed to sell a majority stake in its China stores to local 
company Suning for $700m, following in the footsteps of Britain's Tesco and Spain's Dia. 
German wholesaler Metro is selling its China business.  

The largest remaining wholly foreign supermarket chain in China is US-owned Walmart, which 
after more than two decades has more than 430 stores in the country, but just a 1.7 per cent 
share of the $692bn Chinese grocery market, according to data provider Euromonitor.  

Many problems have frustrated foreign operators in China, ranging from a failure to localise 
and adapt to ecommerce, to soaring rental costs and disputes with local partners. But one 
common weakness has been a lack of unique products.  

Now Walmart, Costco and Germany's Aldi - which opened its first China stores in June - plan 
to change that, by focusing on "private label" products, often imported from their home markets 
and by partnering with tech companies on ecommerce.  

For Walmart, growth has been elusive, with sales rising just 0.3 per cent last year from 2017 to 
Rmb81bn ($11.3bn), according to Fung Business Intelligence. But it remains committed to the 
market and opened 33 stores in China last year, and in July vowed to spend $1.2bn over the 
next decade on store upgrades, logistics and new openings. 

"Every business has different reasons to leave and we continue to see other foreign retailers 
coming in," said Daniel Shih, the company's chief corporate affairs officer in China. 



Shopping habits differ from those of the US and Europe, meaning that supermarkets need to 
adapt. Chinese consumers are more likely to walk to stores to buy fresh food several times a 
week, rather than driving for a weekly shopping trip.  

Local chains specialising in fresh produce have gained market share, most notably those run 
by Yonghui Superstores, a domestic group that has seen revenues increase from Rmb30bn to 
Rmb70bn in the five years to 2018. 

Foreign supermarkets have stocked favoured local products, from durians to duck necks, but 
sometimes struggled to match the lively atmosphere of Chinese rivals, which offer loose 
vegetables and live fish in tanks.  

"Foreign retailers made things a bit too hygienic and clinical. That was a mismatch," said Jack 
Chuang of consultancy OC&C. 

Tesco happily localised, stirring controversy in the UK by selling live turtles, but behind the 
scenes it struggled to adapt to local practices.  

British and Chinese management often clashed over small issues, such as in-store promotions 
and displays, said a former executive at the company. "There was a governance issue at 
Tesco. And, overall, the Brits didn't trust the Chinese," he added. 

Tesco sold 80 per cent of its Chinese business to state-owned retailer China Resources in 
2013. 

Carrefour rolled out dozens of small stores. But as it did not buy the land for many of its outlets, 
it was left liable for soaring rents over the past decade, people familiar with the matter said.  

Metro is profitable in China but is selling its operations there because of financial strains at 
home in Germany, according to people briefed on the situation.  

Foreign clothing retailers, from Uniqlo to Nike, have gained a bigger market share than 
Chinese rivals because of their unique brands. But foreign supermarkets have often stocked 
the same noodle and sauce brands as their local rivals. 

New market entrants are attempting to change that. At Aldi's Shanghai stores, the most 
popular items include its branded wine and beer imported from Europe. Costco's Kirkland 
private label products were seized on by Chinese shoppers this week. 

Walmart is taking a similar approach at its Sam's Club stores, now the focus of its expansion in 
China - it aims to have 40 by next year, up from 26 now. "Sam's Club develops private brand 
items which are hard to find and we source them from overseas markets," Mr Shih said.  

He added that an average Sam's Club stocks only about 4,000 items, compared with 25,000 in 
its hypermarkets. Aldi has a similar focus on fewer product lines, while Costco sells fewer than 
5,000 different items, allowing lower costs and higher margins. 



The rapid growth of ecommerce, led by companies such as Alibaba and JD.com, has reduced 
the attraction of physical stores. "There are a lot of headwinds now due to ecommerce, which 
is pushing grocery more online," said Wai-chan Chan of consultancy Oliver Wyman. 

Foreign companies are instead turning to local ecommerce groups to reach consumers. 
France's Auchan, the second-largest foreign chain in China, sold a 36 per cent stake in a joint 
venture with Taiwan's Sun Art, which operates more than 400 stores, to Alibaba in 2017 for 
$2.9bn. 

Walmart abandoned its own online platform in China to co-operate with JD.com, the country's 
second-largest ecommerce company, in which the US group has acquired a 12 per cent stake. 
In some cities it aims to deliver within 20 minutes. 

"We are big, like an elephant," said Mr Shih, "but we decided to make a change." 

Dollar Tree's Q2 sales beat Street; ups Family Dollar store 
renovations 

Source: CSA 

MARIANNE WILSON 

August 29, 2019 

Dollar Tree Inc. reported revenue and comp-sales that beat analysts' estimates as the 
turnaround of its Family Dollar business continued to gain momentum. 

The discounter reported net income of $190.3 million, or $0.76 a share, in the quarter ended 
August 3, down from $273.9 million, or $1.15 a share, in the year-ago period. Analysts had 
estimated earnings per share of $0.81. 

Sales rose 3.9% to $5.74 billion, beating Street estimates of $5.72 billion. Consolidated same-
store sales increased 2.4%, more than expected. Dollar Tree and Family Dollar both reported 
comp increases of 2.4%. 

"Family Dollar's same-store sales increase of 2.4% was the third consecutive quarter of 
sequential acceleration and represented a 160 basis point improvement in the two-year 
stacked comp," stated Gary Philbin, president and CEO. "And, despite sales headwinds 
created by the global helium shortage, the Dollar Tree segment delivered a same-store sales 
increase of 2.4%, while cycling a strong 3.7% increase from the prior year's quarter." 

During the quarter, the company opened 150 new stores; expanded or relocated 19 stores; 
opened 106 Dollar Tree stores that were re-bannered from Family Dollar; and, as planned 
closed 296 Family Dollar stores as part of its store optimization efforts. Additionally, it 
completed 542 Family Dollar renovations into its updated format ("H2"), which includes a $1.00 
Dollar Tree merchandise section. 



The retailer said it is increasing its planned Family Dollar renovations to its H2 format ("H2) for 
fiscal 2019 by 150 stores, most of which will occur in the third quarter. It now expects a total of 
1,150 Family Dollar H2 renovations to occur in fiscal 2019. 

"I am very pleased with the traction and momentum we are seeing in the Family Dollar 
business," Philbin said. "The team's efforts to improve the consistency of execution across the 
store base and our acceleration of initiatives to optimize the real estate portfolio are paying off." 

Dollar Tree changed its full-year sales outlook to $23.57 billion to $23.79 billion. It previously 
expected a wider revenue range of $23.51 billion to $23.83 billion. Earnings per share are 
predicted to range from $4.90 and $5.11, up from a range of $4.77 to $5.07. 

The retailer said its updated outlook does not include the recently announced U.S. tariff 
increases on China-made goods "as the company is currently working to mitigate these costs." 

Report: Amazon testing improved ad analytics 

Source: CSA 

DAN BERTHIAUME 

August 28, 2019 

Amazon is reportedly in closed beta of a "clean room" for advertising campaign data. 

According to AdExchanger, the clean room technology would enhance the ability of Amazon's 
advertisers to measure the effectiveness of their campaigns with more detailed metrics. While 
the technology would reportedly not enable measurement of user-level data or metrics by 
individual impression, it would allow advertisers to analyze performance by broader data 
cohorts, such as age and gender or customers who have made certain prior purchases. 

Google and Facebook already offer advertisers similar capabilities using clean room 
technology. Amazon, which did not comment, is expected to move into open beta or launch by 
early 2020. 

George Popstefanov, CEO and founder of digital marketing firm PMG, said in an emailed 
comment to Chain Store Age that brands should view this move by Amazon favorably. 

"While many think of Amazon as a retail disruptor and giant, this move from Amazon 
demonstrates that brands need to look at Amazon not as the enemy, but as the technology 
giant they are," said Popstefanov. "Much of Amazon's revenue comes from Amazon Web 
Services, which allows them to access massive amounts of data. This new service from 
Amazon will offer great advertising opportunities for brands and retailers who can make use of 
Amazon's insights into purchase behavior and preferences. Knowing this, brands should 
instead consider Amazon a partner, not a competitor." 

Landry's makes stalking horse bid for Restaurants Unlimited 

Portfolio company offers $37.2M in bankruptcy court; auction set for Sept. 18 



Source: https://www.nrn.com/ 

Ron Ruggless  

Aug 29, 2019 

Landry's LLC has made a $37.2 million stalking horse bid for Restaurants Unlimited and 
affiliates in U.S. Bankruptcy Court for the District of Delaware, but bidding remains open 
through Sept. 16. 

Houston-based Landry's, which has more than 600 properties under more than 60 brands, 
made its bid Wednesday in filings with the Delaware Court, where Seattle-based Restaurants 
Unlimited filed for Chapter 11 bankruptcy protection on July 8. 

Related: Restaurants Unlimited files for Chapter 11 bankruptcy 

Other bids, which the court said in filings must match or be higher than Landry's "qualified" bid, 
will be considered at an auction scheduled for Sept. 18 at the debtors' firm of Klehr Harrison 
Harvey Branzburg in Philadelphia. A court hearing on the auction results is set for Sept. 23 

Landry's, owned by CEO Tilman Fertitta, operates such brands as Landry's Seafood, Chart 
House, Saltgrass Steak House, Bubba Gump Shrimp Co., Claim Jumper, Morton's The 
Steakhouse, McCormick & Schmick's, Mastro's Restaurants and Rainforest Café. 

Restaurants Unlimited operates 35 fine-dining and polished casual restaurants in six states. 
Immediately before the its July 8 filing, Restaurants Unlimited closed six restaurants 
immediately before filing the bankruptcy petition: two Palomino locations, in Indianapolis and 
Bellevue, Wash.; Prime Rib & Chocolate Cake in Portland, Ore.; Henry's Tavern in Plano, 
Texas; Stanford's in Walnut Creek, Calif.; and Portland Seafood Co. in Tigard, Ore. 

Four entities filed for bankruptcy: RUI Holding Corp., RU Corp., Restaurants Unlimited Inc. and 
Restaurants Unlimited Texas Inc., all 100% owned by Sun Capital subsidiary Sun RUI LLC, 
based in Boca Raton, Fla. RUI Holding Corp. said in filings that its assets and liabilities were 
both between $50 million and $100 million. Most of its top 30 creditors are vendors. 

In a declaration in support of the filing, RUI Holding Corp. chief restructuring officer David 
Bagley, who was appointed on June 17, said revenue for the 12 months ended May 31 was 
down by 1% from the previous year, to $176 million. 

Bagley said that over the past three years, RUI's profitability had been "significantly impacted" 
by minimum wage increases in many of its markets, including Seattle, San Francisco and 
Portland, Ore. 

Nation's Restaurant News' most recent Top 200 estimated RUI's sales at $185.8 million from a 
year-end 41 locations for the 12 months ended on or near March 31. That was down 1.3% from 
the preceding year's estimated sales of $188.1 million from 42 locations. 

Landry's stalking horse agreement calls for a breakup fee of more than $1.1 million and a cap 
on expenses of $300,000. 

https://www.nrn.com/


Fertitta, who hosts CNBC's "Billion Dollar Buyer" and has a book called "Shut Up and Listen!" 
coming out in September, last invested in an online ordering and delivery platform. 

His Landcadia Holdings Inc., an acquisition shell company that he took public in 2016, in May 
2018 agreed to buy Lake Charles, La.-based Waitr Inc. for $308 million. 

RUI runs restaurants under the names of Clinkerdagger, Cutters Crabhouse, Fondi Pizzeria, 
Henry's Tavern, Horatio's, Kincaid's Maggie Bluffs, Manzana, Newport Seafood Grill, Palisade, 
Palomino, Portland City Grill, Portland Seafood Company, Scott's Bar and Grill, Simon & 
Seafort's, Skate's on the Bay, Stanford's and Stanley & Seafort's. 

Landry's affiliated companies include the Golden Nugget Hotel and Casino locations. 

 


