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Americans could soon be having to pay more for European wine, spirits and cheese if 
proposed tariffs by the US Trade Representative's office (USTR) come into play. 

Later this month the World Trade Organisation (WTO) is expected to levy a penalty 
representing billions of dollars against EU countries for having unfairly subsidised Airbus 
production and sales at the expense of its US competitor, Boeing. 

For American fans of Italian restaurants, it may mean that they will find fewer Italian cheeses 
on their trolley. Or they'll have to pay more for them. 

What does Airbus have to do with the price of Parmigiano Reggiano? This is what companies 
that import European cheeses, wines and whiskies, repeatedly asked during hearings held on 
5 August by the USTR, which will decide which EU products will be slapped with tariffs to 
recoup an expected $4 billion WTO finding. 

So far, cheeses, olive oils and Scotch whisky are on the USTR's short list. None relate to the 
aircraft industry, but the USTR isn't limited in what EU industries can be penalised. There is 
more than one tariff skirmish being fought between America and the EU. 

Donald Trump and Donald Tusk both threatened tariffs on wine ahead of the G7 summit this 
weekend 

Leading up to last weekend's G7 summit of world leaders in France, a war of words erupted 
between Donald Trump and EU president Donald Tusk over the French threat of slapping a 
digital tax on US-based technology companies. 

"If they do that, we'll be taxing their wine like they've never seen before," Trump said as he 
boarded his helicopter en route to Biarritz. 

Tusk shot back with a threat of his own: "I will protect French wine with genuine determination. 
If the US imposes tariffs, the European Union will respond in kind." 

Importers in America have seen the storm coming. One prominent wine and spirits importer, 
who asked for anonymity, said in his annual business preview, "It's very difficult to plan for 
2019 when you have to check Twitter every morning for changes in US policy." 

French producers were no less optimistic about the future. "As it relates to comments made by 
the Trump administration, it's difficult, if not impossible, to distinguish between those used as a 
negotiation tactic versus those tied to substantive economic policies," said François Labet, 
president the Bourgogne Wine Board (BIVB). "We are therefore obliged to take comments 
regarding tariffs as potentially real." 

https://www.thedrinksbusiness.com/


Members of the Scotch Whiskey Association for the first time in 20 years now face tariffs from 
the country that represents it largest export market in value and second in volume sales. 

Cheese importers, while still hoping for a reprieve from the pending WTO announcement and 
the USTR decision, see disaster instead. 

"We are already paying US$134 million in tariffs versus a potential $1 billion in tariffs," said Phil 
Marfuggi, head of the Cheese Importers Association of America (CIAA). He predicts any new 
tariffs will be counter-productive and will lose money for the US government, as less tariff-
qualified cheese will be imported and sold in America as a result. 

In preparation, Marfuggi, who is also CEO of Ambriola cheese importers, has been stockpiling 
Parmesan. "Since May, I have been doubling the amount of my monthly orders of Italian hard 
cheese, which has a 12-15 month shelf life," he told db. 

New York restaurateur Gianfranco Sorrentino has been doing the same. "I have been filling up 
my basement, my kitchen, anyplace where I can find space with Italian cheeses and Italian 
wines," he said. "While there are some great cheeses made in the US, they aren't Italian 
cheeses." 

Macron defuses French digital tax row, Trump coy on wine threat 

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

Michel Rose 

August 26, 2019 

France and the United States reached a deal to end a standoff over a French tax on big 
internet companies, though U.S. President Donald Trump declined to say whether his threat of 
a retaliatory wine tax was off the table as a result. 

The compromise struck between French Finance Minister Bruno Le Maire, U.S. Treasury 
Secretary Steven Mnuchin and Donald Trump's White House economic adviser Larry Kudlow 
foresees France repaying companies the difference between the French tax and a planned 
mechanism being drawn up by the OECD. 

France's 3% levy applies to revenue from digital services earned by firms with more than 25 
million euros ($27.86 million) in French revenue and 750 million euros ($830 million) worldwide. 

U.S. officials complain it unfairly targets U.S. companies such as Facebook (FB.O), Google 
(GOOGL.O) and Amazon (AMZN.O). They are currently able to book profit in low-tax countries 
such as Ireland and Luxembourg, no matter where the revenue originates. 

The row had threatened to open up a new front in the trade spat between Washington and the 
European Union as economic relations between the two appear to sour. Defusing the row was 
a positive for Macron at a summit with few concrete outcomes. 

"We've done a lot a work ... we have a deal to overcome the difficulties between us," Macron 
told a news conference alongside Trump at the end of a G7 summit in France. 

https://www.reuters.com/


Le Maire and his U.S. counterparts worked on finding a deal all weekend, first at the French 
finance minister's family house in the Basque countryside and later at a Sunday dinner in a 
Biarritz restaurant, the source said. 

Trump had lambasted Macron's "foolishness" for pursuing the French levy and threatened to 
tax French wines in retaliation. 

The French leader pushed hard in 2018 for a digital tax to cover EU member states, but met 
resistance from some other countries. He decided to go ahead with a national tax, which was 
signed into law in July and applies retroactively to Jan. 1, 2019. 

Treasury Wines Estates appoints new leader for American 
operations 

Source: https://www.winebusiness.com/ 

August 27, 2019 

"Effective August 19, 2019, Angus McPherson has been appointed to the role of President - 
Americas and Global Sales, where he will lead the Americas business and drive sales 
strategies across TWE regions," a Treasury Wine Estates statement said Monday. 

"Angus has been with the company for more than eight years, and has led outstanding 
performance of numerous TWE regions around the world including (Australia/New Zealand), 
Europe and (South East Asia, Middle East and Africa)." He will be based in Oakland, Calif., 
according to the company. 

He succeeds Victoria Snyder, who left the company on Aug. 19, according to Treasury Wine 
Estates. "We'd like to thank Victoria Snyder, who will be moving on from TWE, and wish her 
well for the future," according to the statement. 

Victoria Snyder, the former president of America-Treasury Wine Estates, left the company on 
Aug. 19. "After 14 years, it's time to say 'Goodbye.' Thanks for all the great learnings, great 
people, and great wine!" Snyder wrote on her LinkedIn page. 

In its statement, Treasury said "we are constantly evolving TWE, we continue to be focused on 
delivering against our premiumization strategy, and this type of change is a build." 

The company's assets in the US includes Beringer Vineyards, Beaulieu Vineyard, Provenance 
Vineyards, Chateau St. Jean and Etude. 

In January, Treasury Wine Estates announced the sudden departure of COO Robert Foye for 
"breach of internal policies." 

Treasury Wine Estates Ltd., a publicly-traded company, posted 16.4 percent rise in profits, new 
organizations reported after Treasury's latest public report on Aug. 15. McPherson spoke to 
analysts during that presentation as managing director for Australia New Zealand , Europe and 
South East Asia, Middle East and Africa. The company announced investments in France to 
produce wine for the Chinese market, according to news reports. 

https://www.winebusiness.com/


Amazon Does Bare Minimum to Meet California Law (Additional 
Coverage) 

Amazon just about follows Californian law with four-item liquor "stores". 

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

By W. Blake Gray  

26-Aug-2019 

A week after Wine-Searcher reported that Amazon was flouting California law at its north Los 
Angeles warehouse, the company has taken steps at some of its other locations to comply with 
the terms of its liquor licenses. 

That said, Amazon is making a mockery of California law by doing the bare minimum to 
comply. And some owners of dedicated brick-and-mortar liquor stores are not happy about it. 

Amazon, doing business as Prime Now, has seven nearly identical liquor licenses for stores 
adjacent to Amazon warehouses in California. There are two in Los Angeles (including the one 
I visited for last week's story) along with "stores" in Irvine, Redondo Beach, Sacramento, San 
Diego and Sunnyvale. The company has applied for a license for a similar "store" in San 
Francisco. 

California has a law requiring companies that deliver wine and spirits to have a brick-and-
mortar store. The purpose of the law would seem to be to prevent a big company from 
dominating the liquor delivery market by operating delivery-only warehouses without the 
expense of a store open to the public. 

That is what Amazon appears to be doing in its Prime Now liquor "stores" adjacent to Amazon 
warehouses in Sacramento and Sunnyvale that I visited last week. 

I was able to buy a bottle of rosé wine in both places. But I was offered a choice of only three 
wines in Sacramento, and four wines in Sunnyvale. And I was not offered the opportunity to 
buy any whiskey at all, though I could buy a 1.75 liter bottle of a single brand of vodka in 
Sunnyvale. There were no spirits offered at the "store" in Sacramento. 

In contrast, the warehouses offer hundreds of wines and spirits for delivery. In the same zip 
code as the Sacramento warehouse, Amazon offers 230 wines and 82 whiskies (not counting 
other spirits) for delivery from Amazon, not including wine and spirits from Whole Foods. In the 
same zip code as the Sunnyvale warehouse, Amazon offers 220 wines and 70 whiskies for 
delivery. This does not include wine and spirits from Whole Foods or Sousa's Wine Beer 
Spirits. 

Prime Now's liquor license for both "stores" says, "The alcoholic beverages offered for sale to 
in-person visitors can be a curated selection and need not include all alcoholic beverages in 
petitioner/licensee's inventory." 

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


When I asked Amazon why it offers only three wines for sale in person from a warehouse that 
delivers hundreds, an Amazon spokesperson replied, "We are not required to offer the full 
selection for sale in person. We are in compliance with the law." 

Several wine and spirits retailers contacted Wine-Searcher after our story last week, 
expressing dismay that Amazon has skirted the intent of California's law. But - all retailers 
being afraid of the California Department of Alcoholic Beverage Control (ABC) - none wanted 
to speak on the record. One retail shop owner did ask me to ask the ABC if it has a definition of 
"store." 

It is a good question. In both Sacramento and Sunnyvale, Prime Now's setup wasn't what most 
people would recognize as a store. 

The front door of both buildings says "Prime Now." Upon entering, there is no stock on display 
or any indication at all that retail liquor sales are available, though the Sacramento location has 
an unstaffed "E-Swag Store" sign over a glass cabinet that contains Amazon and Prime t-
shirts. 

A button over a plain wooden table in both locations reads, "Press here for assistance." There 
is no sign whatsoever announcing that wine and spirits are for sale. 

I pressed the button. In both Sacramento and Sunnyvale, somebody swiftly came out, and I 
said, "I want to buy a bottle of whiskey." Both times I was told they didn't have whiskey but they 
would show me the liquor they do sell. The employee opened a computer tablet and showed 
me what I could buy. 

In Sacramento, there were four items for sale: Apothic Red wine, Barefoot Chardonnay, 
Charles & Charles rosé and a 6-pack of Lagunitas IPA. No whiskey. This from a warehouse 
that offers 230 wines and 82 whiskies for delivery. 

In Sunnyvale, there were four wines offered - Apothic Red wine, Barefoot Chardonnay, Charles 
& Charles rosé and Nobilo Sauvignon Blanc. That "store" also offered a 6-pack of Lagunitas 
IPA, a 12-pack of Corona Extra and a 1.75-liter bottle of Platinum 7X vodka. No whiskey. This 
from a warehouse that offers 220 wines and 70 whiskies for delivery. 

They had different stories on why I couldn't buy whiskey. One store employee told me that the 
meager list of products displayed on the tablet were all the liquors currently in the warehouse. 
The other said, when I asked if there was any whiskey for sale, "You have to order that online. 
We have some things in the warehouse that we don't sell here, only by delivery." In my 
continuing attempt not to get low-level people fired, I am not going to say which store employee 
said which. 

The availability on the Sacramento site of any wine and spirits for sale at all - which is required 
by Prime Now's license - appeared to happen in response to Wine-Searcher's story published 
August 18, and didn't happen immediately. On August 20, an acquaintance of mine visited the 
Sacramento store and reported that no wines were for sale. I went myself to check it out on 
August 22, and was offered the three wines and one 6-pack of beer shown in the photo, after I 
pressed the button. 



John Carr, public information officer for the California ABC, told Wine-Searcher that he was 
aware of an investigation into one of Prime Now's Los Angeles locations, but was not aware of 
anything else about Amazon's wine delivery business in California. When asked if Amazon is 
skirting the intent of the law requiring a brick-and-mortar store for each delivery location, Carr 
said he would check with ABC's lawyers and get back to me. 

Later Carr sent me a one-sentence e-mail: "It is OK for them to curate their selection with fewer 
items than they have in stock per their condition." 

Carr told me Prime Now has a type 21 license. The definition from ABC's website is very short: 
"(Package Store) Authorizes the sale of beer, wine and distilled spirits for consumption off the 
premises where sold. Minors are allowed on the premises." So Prime Now is operating 
(Package Stores.) The parentheses in ABC's definition seem appropriate. 

I bought a bottle of Charles & Charles rosé from both the Sacramento and Sunnyvale Prime 
Now stores. Neither location accepted cash, so I paid with my credit card for both. (I'm a 
longtime Amazon customer online, and generally a satisfied one, so they have my credit card 
number already.) So Amazon might be following the letter of the law. 

A longtime wine retailer who did not want to be identified explained that ABC is a reactive 
agency. It doesn't create license restrictions for stores; instead, prospective retailers explain 
what they want to do, and ABC approves it or not. In this case, what Prime Now proposed is a 
new arrangement in a fast-changing business. ABC approved it, as it appears to comply with 
California law requiring companies that deliver wine and spirits to have a brick-and-mortar 
store. 

What I saw in Sacramento and Sunnyvale - an unstaffed table, a button to push for assistance, 
and fewer than eight products for sale, none of them physically on display - is not what most 
people would call a "store." 

But these (Package Stores) may be the future of the wine and spirits retail business. 

Heineken (HEIA NA, BUY): Consensus - Rebased Downwards for 
F19 

Source: Jefferies 

Edward Mundy, ACA, Elsa Hannar 

August 27, 2019 

TICKER HEIA NA 

RATING BUY 

PRICE ?94.22^ 

PRICE TARGET (PT) ?110.00 

MARKET CAP ?53.8B / $59.7B 



Key Takeaway 

Consensus released post 1H results shows a rebasing of expectations for F19 with org EBIT 
4.4% vs guidance MSD (implies 7.8% growth in 2H) as well as application of IAS 37 (non-cash 
impact). With sentiment dented after the soft 1H and estimates rebased downwards, this offers 
an entry point into what remains an attractive med-term growth story. Shares trade at 4% 
discount to staples and are not expensive for a company that should grow sales MSD. 

Insights  

F19 consensus expectations - down by c.3%. For F19 the Street is now looking for org volume 
+3.2% (previous +3.4%, JEFe +3.1%), revenue +5.3% (previous +5.1%, JEFe +5.5%) and 
EBIT +4.4% (previous +5.4%, JEFe +4.8%) which implies 2H EBIT growth 7.8%. Company 
guidance is for F19 org EBIT +MSD, with the Street at the lower end of the range. On EPS, 
Street estimates have come down by c.3% to ?4.40 (from ?4.52). We believe this reflects both 
slower EBIT growth (4.4% vs previous 5.4%) as well as implementation of IAS 37, which is 
worth close to 2% to EPS (non-cash). For full details refer to p.2 of this report. 

Divisional performance. F19 volume growth +3.2% (JEFe +3.1%) shows per division: softer 
expectations for Europe -0.8% (prev +0.4%, JEFe -1.0%) reflecting poor summer weather and 
share pressures, Americas +3.3% (prev +3.8%, JEFe +3.0%) with technical headwinds in 
Brazil & Mexico (OXXO), slightly higher expectations on Africa ME +6.1% (prev +5.7%, JEFe 
+6.5%) after robust 1H and and continued good momentum in APAC +9.6% (prev +7.3%, 
JEFe +10%) after the beat in 1H (+10.6%). 

F19 - EBIT recovery should be achievable. The Street is modelling 2H vols/sales/EBIT 
3.2%/5.1%/7.8% vs 1H 3.1%/5.6%/0.3%. The stronger 2H EBIT delivery reflects (1) input cost 
easing (2) IT roll-out phasing and (3) phasing of commercial spend. Along with MSD sales 
growth, this should support HSD org EBIT for 2H. For further details on phasing between 1H 
and 2H, refer to our note. 

Street still conservative on med-term top-line prospects. On top-line, we believe consensus is 
still conservative with F20 org vols/sales 3.1%/4.9% vs JEFe 3.4%/5.5%. The Street assumes 
a reasonable slowdown in EMs, in particular Asia Pac (F19 org sales +10% vs F20 +6.9%). We 
believe Heineken's growth characteristics are underestimated given the footprint as well as 
potential for market share momentum, accompanied by a continued productivity drive. 

Margin expansion - part of the med-term model. The main driver of allocation of resources at 
Heineken is where there will be growth over the next 30 years. Medium-term, we see margin 
evolution as an important part of the growth algorithm with productivity improvements and co 
reassessing spending behaviour. This will be balanced by reinvestment behind growth 
(seeding in new markets) and growth enablers (e.g digital transformation and ERP). Therefore, 
EBIT growth is expected to be top rather than bottom-line driven. 

Valuation. Cal 2020E PE 19.5x vs staples 20.4x (CARLB 21.8x, ABI 19.7x) and EV/EBITDA 
10.7x vs staples 12.7x (CARLB 11.7x, ABI 12.4x). 

Next news. 3Q volumes 23 October. What's Brewing Seminar 7 Nov with presentation by Jan 
Derck van Karnebeek, Chief Commercial Officer. 



Andy Thomas Gets Real About ABI, CBA's Future 

Source: https://beernet.com/ 

August 27, 2019 

On Friday, Anheuser-Busch InBev announced it would not extend a qualifying offer for Kona 
parent, Craft Brew Alliance, even though ABI will continue to own 31.3% and act as master 
distributor and contract brewing partner (at least for now).  

After that proclamation, CBA announced it would host a conference call Thursday, Sept. 5, to 
give people more color on aftermath of ABI's decision, and update guidance for the year and 
future strategy.  

Before that, though, BBD caught up with CBA chief Andy Thomas on what exactly they are 
thinking about right now, and a bit about their reaction to Friday's news.  

STILL LOOKING TO TEAM UP? Now that ABI has passed on a deal for the moment, we 
asked: Would you all still look to team up with someone? And why? 

Andy said they'll give more color on that next Thursday.  

Up to this point, "working with ABI, that was kinda the most probable path for us," Andy said. 
"So now, armed with clarity there, one thing we'll take a look at is, 'how do we take a look at 
what strategic options are available to us?' And does that mean a 'go it alone' scenario? Does 
it mean a different relationship with ABI . or a relationship with someone entirely new. I'd say all 
that is on the table right now."  

This week they'll be talking more with ABI about what the future may or may not hold.  

Andy concedes that they have "kind of a complicated relationship with them because they're 
still our master distributor; they still own 31.3% of the company; they're still our contract 
brewing partner. Yet now you start to look at their long-term interest in the company . 

"We'll also have some conversations with our independent board members this week, so by the 
time we get to next Thursday, we can speak more from an informed basis about where we 
think we're going."  

WOULD CBA BREAK ITS MASTER DISTRIBUTOR DEAL WITH ABI? We wondered if CBA 
could break its master distribution and other agreements with A-B, if they so choose.  

"We could if we want to," said Andy. "It's all public." He declined to detail what that would entail, 
but "it's up to us if we want to move forward or not with some of those agreements. And that's 
one of the things we're taking a look at."  

Now that they have some clarity, the charge is, "let's be really thoughtful about the options 
available to us .about the best path forward today . and let's be thoughtful about what tomorrow 
might bring." 

He points out that the market is changing rapidly:  

https://beernet.com/


"The world has changed so much in the last 3 years, let alone the last 10 - on everything from 
consumer preferences, to the beer market, to strength of different wholesaler networks, to the 
emergence of alternate channels of distribution, and emergence of alternate retail channels. It's 
a brave new world out there and sometimes it's easy to force fit tomorrow into yesterday."  

And though it's a bit "frustrating as to how it was thrust upon" them, still: "we've got an 
opportunity to take a fresh look at what tomorrow brings," says Andy.  

Much of the company's past years worth of work was "to prepare us for the fact that we might 
have this 'clean sheet' moment. Christine [Perich, chief financial and strategy officer] has been 
on board now for a few months; she, Scott [Mennen, COO] and I were huddled over weekend, 
thinking about different things - armed with all this great information we've got from all the 
consumer research [they recently started a big research project with Yale and Prophet, see 
CBD 08-09-2018 ]; and armed with some really recent learnings about the responsiveness of 
the Kona brand to media." (Kona just had a great Q2; we reported that springtime distribution 
and media drives for the brand helped it pull out an 8% depletion growth trend for the quarter, 
actually driving total CBA depletions up 1%. That's the first time total depletions have been 
positive in 12 quarters [see CBD 08-07-2019].)  

But Andy says they also chatted about some "frustrations" about their route to market, in terms 
of "whether it's built for the future or built for yesterday." That all has to do with everything from 
out of stocks, and the way consumers are shopping now, to clutter in the beer space.  

"And tak[ing] a look at, in general, where consumers are going - we have this golden 
opportunity" for all stakeholders - "including ABI, candidly, to say hey: 'What do we really think 
tomorrow is going to bring?' Our obligation to our shareholders is to not be knee-jerk in that."  

So this week, the big ideas and charges are figuring out those things like the future of their 
route to market, Kona run room and consumer insights.  

CHANGING UP ROUTE TO MARKET? We asked more about their thoughts around route to 
market. Many would assume that would be tied directly to CBA's ABI distribution agreement.  

"Route to market is a really key one for us," concedes Andy, but "not in the provocative sense," 
like, "'oh my god [they're] gonna change wholesalers.'  

"I think everybody goes to the obvious sometimes," he says. "But 'when we look at route to 
market it's all about: How do you get to the consumer? . From taprooms to brewpubs to 
Amazon channels, to wholesalers, to kinda new retail concepts that exist; you start to think 
differently. And being more provocative - you might think differently about beer than other 
products." 

"Last earnings call we were pretty clear, we no longer just think about traditional beer anymore, 
yet our company was built for traditional beer." So they feel an obligation to ask, "Are there 
ways to enhance the way we go to market based on what we know about consumers and retail 
channels today?"  

A PARTNER OUTSIDE THE INDUSTRY? We asked: What would an ideal partner taking the 
place of A-B look like? Would they ever consider a partner outside the industry? 



"I think I'd consider anything," Andy said. 

But he did note that some of the consumer research they've been focused on has validated his 
thoughts that the industry tends to be an "echo chamber" that maybe talks to itself more than 
the consumer, which isn't the best way to serve consumers.  

"In that same vein: 'who could help us stop talking to ourselves?'" The answer: "That could be 
someone outside the industry," says Andy.  

"Most industry's greatest disruptors are the ones who aren't born within that industry, but you 
find this really nice combination of someone who is open minded and willing to be a little 
provocative . I think we've always tried to be that ."  

So "maybe there's a different partner out there, maybe, who could actually accelerate or 
complement that thinking in a way that's kinda disruptive in a positive way for everyone. That's 
one of the things we'll take a look at."  

WHAT ABOUT THE ODDS THAT ABI WOULD BUY CBA ON THE OPEN MARKET? Many 
pointed out last week that ABI could just pay the $20 million fee for no deal, and based on 
CBA's stock price of $12ish, get off way cheaper than the $24.50 offer.  

Andy's thoughts on that? 

"I don't put a lot of credence in that," said Andy, though "it's tempting . to paint ABI in this 
villainous light." 

But to let the stock drop and swoop in to buy CBA for a steal doesn't sound that likely to Andy. 

"I don't know that that would be plausible other than being in a Hollywood film," he said. "I don't 
really know that's something anybody would ever do, ethically," especially considering they 
have shareholders they have to answer to. 

"So to say that ABI Is just gonna go lowball, be able to be this villainous entity is a nice 
Hollywood script - hey, anything can happen," he says. But also because of ABI's SEC 
designation, "it would be difficult for them to start buying on the open market without disclosing 
their intent." 

DID HE EXPECT AN 11TH HOUR DEAL? Fair enough. But we wondered if CBA expected ABI 
to wait until the 11th hour to decline a deal. 

"That's an easy 'no,'" Andy told BBD. And indeed CBA literally found out Thursday night. 

"So we didn't expect it was going to take that long. And I think it just underscores just how 
rapidly things are changing and how much things have changed.  

"Even kinda how you thought a deal would play out over the course of 3 years, it didn't play out 
that way," says Andy. That's "even more of an artifact of the market we live in, and the fact that 
things are changing as rapidly as they are."  

https://beernet.com/subscribe/ 
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Hiring Is Very Hard for Restaurants These Days. Now They May 
Have to Fire. 

Amid a severe labor shortage and a renewed U.S. crackdown on undocumented immigrants, 
owners are facing a choice: fire workers or risk prosecution. 

Source: https://www.nytimes.com/ 

By David Yaffe-Bellany 

Aug. 25, 2019 

Facing one of the most severe labor shortages in decades, restaurants across the country are 
trying virtually everything to recruit cooks and dishwashers, from offering quarterly bonuses to 
providing training programs for ex-convicts. 

Now, the specter of increased immigration enforcement is putting many of those restaurants in 
a more fraught situation: let go of trusted employees or risk criminal prosecution. 

The problems began in March and April, when the Social Security Administration sent letters to 
hundreds of thousands of business owners, notifying them that the names of some employees 
did not match the Social Security numbers on their tax forms. 

These "no-match letters" sowed fear and confusion in workplaces that depend on immigrant 
employees, like farms, factories and construction sites. But few businesses have felt the impact 
of the government notices more than restaurants, which have long relied on undocumented 
labor and struggled with high turnover. 

"If you ask any restaurant now what's keeping them up at night, it's this," said Carolyn 
Richmond, an employment lawyer in New York. "We do have a lot more diverse work force 
than most industries, and unfortunately many of them may be undocumented." 

Over the last few months, the restaurant owners who received no-match letters have divided 
into two general camps. Some risk-averse employers are planning to fire their undocumented 
workers or adopt more stringent hiring protocols, like using the federal E-Verify program to 
check new hires' documents. Others have done practically nothing, convinced that they have 
no choice but to ignore the notices because they can ill afford to lose employees in a tight labor 
market. 

After the no-match letters arrived, many restaurant owners were advised by their lawyers to 
give affected employees a few months to correct the problems in the government's records. 

For some restaurants, the end of that window has already arrived or is fast approaching. That 
could mean a wave of firings is in store, once it becomes clear that certain employees lack 
legal status. But with restaurants already struggling to hire enough workers, some owners are 
likely to ignore the letters, putting themselves at risk of legal penalties. 

"We've definitely seen every part of the spectrum, from wanting to be compliant to 'we're just 
going to stick our heads in the sand,'" said Becki Young, a lawyer in Maryland who has advised 

https://www.nytimes.com/


restaurants across the country on how to respond to the no-match letters. "Some of our clients 
will have some really hard decisions to make." 

A no-match letter from the Social Security Administration is not the same as an immigration 
audit, which would be conducted by Immigration and Customs Enforcement. And some of the 
Social Security discrepancies involve minor clerical issues, like a missing digit or a spelling 
mistake in an employee's name. 

"Social Security is not a law enforcement agency," said Mark Hinkle, the agency's acting press 
secretary. "Our role is limited in scope to trying to ensure we credit each employee with his or 
her earnings." 

But the letters effectively require business owners to check whether the employees identified 
are properly documented. And in a potential ICE audit, employers who fail to investigate a no-
match letter - or to act on what they find - could be deemed to have "constructive knowledge" 
of an employee's immigration status, exposing them to hefty fines and possible criminal 
charges. 

The last time the federal government sent a large number of no-match letters was more than a 
decade ago, when President George W. Bush was in office. Amid a broader crackdown on 
illegal immigration, the Trump administration has revived the process, at the same time that 
ICE has upped the frequency of its audits. In fiscal 2018, the agency initiated nearly 6,000 I-9 
audits, a more than 400 percent increase from the previous year. And the ICE raids in 
Mississippi this month, which swept up hundreds of undocumented employees at agricultural 
plants, underscored the specter of increased enforcement across the food industry. 

The experiences of two restaurant owners in New York City show how the pressures that face 
the industry have elicited strikingly divergent responses. The owners spoke on condition of 
anonymity because they did not want to attract attention from ICE. 

One of them, who owns a restaurant group with locations in New York and Miami, said he had 
consulted with five different law firms about how to respond to the no-match letters, which he 
said named 350 of his employees, or about a quarter of his staff. At the advice of several of 
those lawyers, he said, he is considering firing employees who cannot produce documentation. 
He has also hired a company to inspect the I-9 forms of all future employees. 

Over the past few months, a number of his employees have left of their own accord, he said, 
concerned that the no-match letters could portend a federal immigration raid. 

The second owner, whose restaurant is in Manhattan, said she received a no-match letter 
alerting her to issues with almost every member of her kitchen staff, many of whom she had 
suspected were in the country illegally. Ultimately, she said, she decided not to tell any of her 
employees about the letter because losing the workers would doom the establishment. 

With unemployment at just 3.7 percent, its lowest level in many years, restaurants are hardly 
the only businesses struggling to recruit low-wage workers. But for them the labor shortage has 
become especially serious: Restaurants have long been the economy's largest employer of 
teenagers, whose participation in the work force has declined in recent years; and Wall Street 
investment has led to a glut of restaurant openings, oversaturating the market. 



Many of the restaurant owners wringing their hands over the no-match letters run local eateries 
or small to midsize restaurant groups. The larger fast-food chains often require that their stores 
or franchisees use E-Verify, making them less likely to violate immigration law. 

Chipotle adopted the verification system after an immigration probe in 2011 cut its work force in 
Minnesota in half. And over the last year, Dunkin' has taken an especially hard line, suing 
franchisees that failed to use E-Verify. 

"You might start seeing more franchisers perhaps tightening up their employment verification 
requirements," said Vikrant Advani, a labor expert at Rutgers University's business school. "I 
see that possibly becoming a trend. Franchisers have to be careful." 

At the moment, 22 states mandate that at least some businesses use E-Verify. It's unclear, 
however, how many restaurants have adopted the system. United States Citizenship and 
Immigration Services, the agency that oversees E-Verify, records the number of "food services 
and drinking places" that use it, but the agency does not keep track of restaurants specifically. 

In the last three years, the number of food-and-drink locations using E-Verify has increased 
steadily, by about 20,000 to 25,000 a year; a total of 218,375 such locations have signed up 
over the history of the program, according to government data. And even in some states that 
do not require it, E-Verify is growing more popular. In Iowa, the local chapter of the National 
Restaurant Association has not heard any reports of no-match letters, possibly because so 
many restaurants in the state already use E-Verify, according to Jessica Dunker, the chapter's 
president. 

In New York, many small, independent restaurants have been reluctant to adopt the system 
because it can slow down the hiring process, putting employers at a competitive disadvantage. 
But now, some owners are starting to reconsider, as they wrestle with what to do about the no-
match letters. 

"There's a lot of liability for employers, so it puts them in a very difficult position to make very 
difficult choices," said Andrew Rigie, the executive director of the city's hospitality alliance. 
"Immigrants are the backbone of the city's restaurant industry. There's an incredible amount of 
anxiety." 

M&S Porn Star Martini links alcohol to '---ual success' 

Source: https://www.thespiritsbusiness.com/ 

by Melita Kiely 

27th August, 2019  

A complaint that Marks and Spencer's ready-to-drink Porn Star Martini cocktail linked alcohol to 
"---ual success" has been upheld. 

The Portman Group acted in lieu of a member of the public who expressed concern over the 
use of the words 'porn star' on the product, arguing the phrase was known to refer to those 
"idolised as people who have ---ual success and are paid for doing so". 

https://www.thespiritsbusiness.com/


The Independent Complaints Panel upheld the complaint but noted there was nothing else on 
the packaging, besides the name, to suggest any relation to ---ual activity. 

However, the panel compared the product to other retailers and online recipes for the drink, 
including on the BBC website, which called the same alcoholic drink a 'Passion Fruit Martini'. 
Therefore, the panel concluded, Marks and Spencer "did not need to refer to the drink as 'Porn 
Star Martini'. 

A spokesperson from Marks and Spencer said: "Porn Star Martini is a common name for a 
passionfruit cocktail drink. Our product launched in September 2018 and quickly became one 
of our most popular cocktails. 

"However, as a Portman Group co-signatory, we respect the ruling and will be changing the 
name to Passion Star Martini." 

The complaint was upheld under Code Rule 3.2(d), which states no drink should, in any direct 
or indirect way, suggest any association with ---ual activity. 

A spokesperson for Portman Group commented: "This decision by the Independent Complaints 
Panel reminds producers that they should always steer away from using imagery or names that 
are associated with ---ual activity in marketing and labelling. 

"Producers should think carefully about what is conveyed by the overall impression of the 
product and speak to our advisory service if in any doubt. 

"We are pleased that the Marks and Spencer Group have been working with us to amend the 
name of the product." 

Earlier this month, a study showed one in three Brits disapprove of "---ually suggestive" cocktail 
names such as --- on the Beach and Porn Star Martini. 

'MISLEADING' LABELS ON IRISH WHISKEY COULD DAMAGE 
CATEGORY, IWA WARNS 

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

by Edith Hancock 

27th August, 2019  

While sales of Irish whiskey are on the rise worldwide, the industry's trade body has warned 
that misleading labels could hinder the category's growth. 

The IWA has filed complaints with the food Safety Authority of Ireland (FSAI), over what it has 
called "misleading labelling and marketing" on Irish whiskey products, adding that it could 
threaten its reputation overseas. 

"There is no place in our industry for misleading labelling and marketing, particularly where it 
refers to a non-existent distillery," a statement from the IWA said. 

https://www.thedrinksbusiness.com/


Earlier this year, the IWA and FSAI produced a new set of guidelines for Irish whiskey labelling 
and marketing. The regulations state that distilleries involved in the production of Irish whiskey 
must be verified by Revenue. 

Any statements on labels that "would appear to give the impression of distilling where distilling 
is not yet taking place, is not permitted," according to the IWA 

The industry body said it is aware of Irish whiskey brands that prominently refer to a named 
'distillery', despite the distillery being non-operational. 

"We are aware of Irish whiskey brands on the market, both in Ireland and internationally, which 
prominently refer to a named 'distillery', where same is neither licensed or operational as an 
Irish whiskey distillery," it said. 

The IWA, which represents 40 companies in Ireland, confirmed it had submitted a complaint 
against St Patrick's Distillery in County Cork. 

St Patrick's Distillery buys in new-make whiskey - the colourless liquid that is taken from the 
spirit still after distillation - before maturing the spirit for three years in oak casks in a bonded 
warehouse, a spokesperson for the producer told db. 

They told the drinks business the company has "always been honest" about its production 
process. 

"We hold an international trademark for St Patrick's distillery and when we sell the whiskey we 
do so under our legal corporate trademark," they said. 

However, the IWA said it requires its members to "amend such materials to avoid misleading 
the consumer." 

"In many cases companies have voluntarily changed labels in recent years to ensure 
transparency for consumers." 

Irish whiskey exports are booming, particularly in the US, which makes up just over 42% of all 
overseas sales of Irish whiskey, according to a report released by the IWA earlier this year. 

Figures published by the Department for International Trade (DIT) in July show that, worldwide, 
sales of Irish whiskey have risen by more than 300% since 2009. 

Irish Whiskey gained a protected Geographical Indication (GI) in EU member countries in April 
this year, after the IWA first applied for the GI in 2014. 

Washington: Wash. Court Boots Alcohol Price Rules In Costco 
Appeal 

Source: Law360 

By Nadia Dreid 

August 27, 2019 



The Washington State Liquor and Cannabis Board overstepped its bounds when it passed 
three rules restricting retailers' ability to price wine and spirits, a Washington appeals court said 
in a ruling handing a win to warehouse club giant Costco. 

A Washington Court of Appeals panel left two of the board's challenged rules intact, but 
overturned three more Monday in a 24-page decision that declared that in the case of those 
rules at least, "Costco has the better argument." 

The statute "means what it says" and isn't ambiguous enough to allow for the pricing 
restrictions laid out by the board, the appeals panel said. 

"We show no deference to an agency's interpretation of an unambiguous statute," the court 
said. "Agencies lack the authority to 'amend or change legislative enactments.'" 

The board went beyond its authority when it laid out the three rules, because they banned 
pricing practices that are explicitly authorized by Washington statute. 

The statute in dispute bans price discrimination, but clarifies that "price differentials for sales of 
spirits or wine based upon competitive conditions, costs of servicing a purchaser's account, 
efficiencies in handling goods, or other bona fide business factors ... do not violate this 
section." 

Costco - joined by a trio of restaurant, lodging and grocery associations - argued that the law 
was clear, and that any pricing practices that weren't in direct conflict with the statute were fair 
game for retailers. But the board disagreed, saying that the statute wouldn't be that concrete or 
else it would run roughshod over other state statues. 

But the appeals court didn't buy that, saying that the law "couldn't be clearer" and that it didn't 
buy the board's theory about the statutes coming into conflict with each other. 

"The board does not offer an alternative interpretation but, rather, insists that Costco's 
interpretation must be mistaken because it conflicts with several other statutory provisions," the 
panel said. "Costco has the better argument." 

Representatives for the parties did not immediately return a request for comment. 

Costco is represented by David John Burman and Ulrike Buschbacher Connelly of Perkins 
Coie LLP. 

The board is represented by Mary Maureen Tennyson of the Washington Office of the Attorney 
General. 

The suit is Washington Restaurant Association et al., v. Washington State Liquor and 
Cannabis Board, case number 79644-5-I in the Washington Court of Appeals. 

Illinois: New law aims to help IL craft distilleries 

Source: https://wrex.com/ 

August 26, 2019 

https://wrex.com/


Craft distillers in the state say a new law will now help them grow. 

Governor JB Pritzker signed House Bill 2675 which amends the Liquor Control Act. 

The new law creates two licenses depending on how much a distillery produces. Those who 
provide less than 5,000 gallons of spirits can apply for an exemption to sell their product on 
their own. 

Distillers say it levels the playing field, giving small distilleries the same opportunities as 
breweries and wineries. 

"Having parity with the wine and craft beer industries creates new opportunities for us to 
increase sales, generate additional revenue and create more jobs in our community," Jamie 
Walter, President and CEO of Whiskey Acres Distilling Company said in a release sent by 
Representative Tom Demmer (R-Dixon). 

Rep. Demmer is a sponsor of the bill. 

"Small craft distillers, like Whiskey Acres Distilling Company in DeKalb and Kennay Farms 
Distilling in Rochelle, are growing in popularity" added Demmer in a release sent Monday. "The 
new licensing and exemption processes included in this new law will help these business 
owners establish and grow their small businesses without being subject to overly-burdensome 
state regulations." 

House Bill 2675 takes effect immediately. 

Pennsylvania: Beer and wine could be coming to a grocery store 
near you, but some businesses may suffer 

Source: https://wjactv.com/ 

by Sydney Jaxtheimer 

August 27th 2019 

Pennsylvania residents could be steps closer to buying beer and wine in supermarkets. 

Today was the first hearing held by the House of Representatives Liquor Control Committee on 
legislation that would allow supermarkets to sell beer and wine. 

State representatives say this bill is to make purchasing alcohol easier for customers. But beer 
distributors say this bill could be detrimental to their businesses. 

The new legislation would essentially allow big grocery stores to sell an unlimited amount of 
beer and wine after purchasing a license. 

State representatives tell me the main purpose of the bill is to make alcohol purchases more 
convenient for customers. 

https://wjactv.com/


"It simply creates convenience for shoppers here in Pennsylvania. And it's really not changing 
what you could purchase, it is just saving you a trip to and from your vehicle," said state Rep. 
Matthew Dowling. 

But not everyone is excited about this proposed legislation. Beer distributors from across the 
state testified at the hearing and shared their concerns. 

"The one part of the bill is unlimited sales of wine and beer. Well, that is our business model. 
They would be interjecting in our business model which would be detrimental to us," said beer 
distributor Arun Patel. 

During testimony one of the major points discussed was safety concerns. 

"One thing this bill does not do is eliminate ramp certification which is certification required that 
everyone who works as a cashier is trained to do like checking for fake IDs and asking for IDs. 
So that ramp training doesn't go away, which I think takes some of the safety concerns away," 
said Dowling. 

Beer distributors say training is not enough. Cashiers must be accustomed to seeing IDs from 
different states to know whether they are real or fake. 

"We do this day in and day out. We see these IDs all the time. These are really good IDs. They 
all scan. By doing it multiple times you get used to it. When you go to these big box stores they 
have so much turnover they will not be able to practice," said Patel. 

Mississippi: Looking for Wine Mississippi coalition names chair 

Source: https://www.djournal.com/ 

Aug 26, 2019  

The Looking for Wine Mississippi coalition has appointed Elliott Flaggs, vice president at 
Cornerstone Government Affairs, as its chair. Looking for Wine is a growing coalition of 
Mississippians who support changing state law to allow wine sales in grocery stores. 

Flaggs, who has been involved with Looking for Wine's efforts for almost four years, will work 
to raise the profile of the Looking for Wine coalition and build support for a wine sales bill to be 
proposed during the 2020 legislative session. 

"Thirty-eight states, including all of Mississippi's neighboring states, allow grocery store 
customers to pick up a bottle of wine with the food they need for the week, and Mississippi 
grocery store shoppers want that same convenience," Flaggs said. "Also, our state is missing 
out on tax revenue that would come from people buying wine in Mississippi rather than in our 
border states." 

A Mississippi native, Flaggs is a vice president in Cornerstone's Jackson office, working in 
state and municipal government, budget and appropriations, drafting legislation, business 
development, and public and community relations. He is active in community service through 
participation in nonprofit boards of directors and civic organization memberships, and has 
received several statewide honors and awards. 

https://www.djournal.com/


For more information, visit lookingforwinems.com. The coalition can also be found on 
Facebook @LookingforWine, Twitter @Looking4Wine and Instagram @looking4winems. 

NCSLA EXECUTIVE COMMITTEE SPECIAL ELECTION  

Source: NCSLA 

August 27, 2019 

The National Conference of State Liquor Administrators, Incorporated (NCSLA) announced the 
results of a special election to fill the recent vacancy on the Executive Committee for the 
position of 3rd Vice President.  

Government Relations Officer Stephanie Strauss of the Iowa Alcoholic Beverages Division, and 
current NCSLA Central Region Chairperson, was unanimously elected by the Executive 
Committee to serve as 3rd Vice President. "NCSLA brings together regulators and a wide 
range of experts in the field of beverage alcohol law to discuss regulatory topics of mutual 
interest and emerging trends in the industry," stated Ms. Strauss. She added, "NCSLA's 
commitment to fostering this dialogue benefits its members and the industry as a whole." The 
officer vacancy was a result of Commissioner Teri Quimby's resignation as NCSLA President 
due to the end of her appointment as Commissioner for the Michigan Liquor Control 
Commission. 

Additional Executive Committee changes occurred with Commissioner Quimby's resignation as 
President. In accordance with NCSLA Bylaws, the following officers accepted ascension to the 
vacant office for the remainder of this term (June 30, 2020): Anna Hirai (Hawaii) as President, 
Thomas Philpot (Florida) as 1st Vice President, and Robert Wiest (Delaware) as 2nd Vice 
President. 

With Ms. Strauss's acceptance of the office of 3rd Vice President, an additional change 
resulted in the position of Central Region Chair. NCSLA is also pleased to announce and 
congratulate Debbi Beavers, Director, Kansas Alcoholic Beverage Control Division, on her new 
position of Central Region Chairperson. "Stephanie Strauss and Debbi Beavers have both 
been very active members of NCSLA and will carry out these positions with professionalism 
and dedication," said Anna Hirai, NCSLA President and Assistant Administrator, City and 
County of Honolulu Liquor Commission. She also stated that, "The contributions, support and 
leadership provided by Teri Quimby after becoming an active NCSLA member in 2014 will be 
missed by the organization." 

Executive Committee officers hold positions for the term of July 1 through June 30 each year. 
The next election of officers and regional chairpersons for fiscal year 2020-21 is scheduled for 
the annual membership meeting on June 16, 2020, held during the NCSLA Annual Conference 
June 14-17, 2020 in Overland Park, Kansas. 

Stephanie Strauss has served as an Executive Officer at the Iowa Alcoholic Beverages 
Division since 2010, leading the Division's governmental and public affairs program. In this 
role, she works in collaboration with the Administrator and the senior leadership team to 
develop the policies, initiatives, goals, and objectives of the Division. Her duties include 
developing and securing enactment of the Division's legislative package, coordinating rule 



making activities, and communicating to members of the executive and legislative branches 
and other stakeholders on controversial, sensitive, and complex issues related to alcohol 
policy. She holds a Bachelor of Science degree from Southern Illinois University in Business 
Administration. 

Falling Tobacco Demand Spurs Philip Morris, Altria to Talk Merger 

Deal would put Marlboro owners back together as they struggle with declining smoking rates 

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

By Jennifer Maloney and Cara Lombardo 

Aug. 27, 2019  

Marlboro makers Philip Morris International Inc. PM -7.76% and Altria MO -3.97% Group Inc. 
are in advanced talks to merge, a potential blockbuster deal that would reunite two tobacco 
giants struggling with shrinking demand. 

The two businesses-which were split apart in 2008-hold the same portfolio of cigarettes, 
including industry leader Marlboro, one of the world's best known brands. The products are 
sold by Altria in the U.S. and Philip Morris elsewhere. A combination would create a company 
with a market value of roughly $200 billion. 

Both companies have been struggling with declining cigarette consumption and new electronic 
cigarettes such as those made by Juul Labs Inc., which are stealing away some smokers. Altria 
invested $12.8 billion to take a large stake in Juul last year. 

The talks were partly sparked by U.S. authorization this year of a cigarette alternative that Altria 
and Philip Morris will jointly start selling in September, according to people familiar with the 
matter, and the realization that it could be easier to sell as one company rather than through an 
existing distribution deal. 

The discussions are also motivated by the risks-and opportunities-that Juul presents for both 
companies as the startup expands outside the U.S., the people said. 

Philip Morris is the bigger of the two companies both in terms of revenue and market value. 
Based on share prices before the companies disclosed their talks early Tuesday, Philip Morris 
had a market capitalization of about $121 billion and Altria sported a market value of roughly 
$88 billion. 

The two sides are discussing an all-stock deal with no premium based on where the two 
companies' shares have been trading recently, people familiar with the matter said. Philip 
Morris would control about 59% of the combined company under the terms currently being 
discussed, some of the people said. 

The companies are describing it as a merger of equals because other elements such as the 
name, board and management team are expected to be more balanced, including a roughly 
evenly split board, some of the people said. Altria Chief Executive Howard Willard is unlikely to 

https://www.wsj.com/


lead the combined company given that he has limited experience running international 
businesses, those people said. 

The two sides could reach a deal within weeks, the people said. 

Philip Morris said the companies were discussing an all-stock merger but could give no 
assurance that the talks would lead to any agreement. Altria issued a similar statement. 

After initially jumping on the news, shares of Altria fell 4% to close Tuesday at $45.25. Philip 
Morris declined 7.8% to $71.70. 

The potential combination would bring the industry full circle from the 2000s, when global 
players distanced themselves from the U.S. market amid legal concerns. British American 
Tobacco PLC pulled out in 2004, and Altria spun off its overseas business in 2008 as Philip 
Morris International. But the litigation risks for cigarette makers in the U.S. have receded since 
then. 

Two years ago, BAT took over full control of Reynolds American Inc., the second-largest 
competitor in the U.S. and maker of brands such as Camel and Newport. 

While Philip Morris and Altria's businesses have traditionally been divided between the U.S. 
and the rest of the world, those lines have been blurring in recent years as each company 
searches for growth beyond Marlboros. Philip Morris had nearly $30 billion in annual sales last 
year, while Altria brought in nearly $20 billion. 

Both companies have warned that cigarette shipments were declining faster than expected, 
both in the U.S. and other big markets such as Japan and Russia. Last month, Altria said more 
people were using e-cigarettes exclusively than it had expected. Philip Morris, meanwhile, 
earlier this year lowered its earnings forecast for 2019. 

Juul, with Altria's backing, has been launched in over a dozen international markets where it 
threatens to hurt Philip Morris's cigarette sales. 

Philip Morris and Altria have also forged a partnership on their own cigarette alternative, a 
device called IQOS that heats but doesn't burn tobacco. Philip Morris sells it in Japan, the U.K. 
and other markets, while Altria is set to launch the device in the U.S. in September. 

Philip Morris has spent $6 billion since 2008 developing IQOS and other next-generation 
products. Philip Morris Chief Executive André Calantzopoulos has said the company is shifting 
its focus to "a smoke-free future" and could someday stop selling traditional cigarettes. 

Altria's Mr. Willard has gambled that investing in Juul, a startup whose sleek, nicotine-packed 
vaporizers are popular with teens, will help the company keep up with a changing market even 
if it cannibalizes sales of Marlboros. "Ten years from now the majority of the tobacco products 
that are sold could very well be noncombustible products," he said in an interview earlier this 
year. 

That would mark a major consumer shift. U.S. sales of cigarettes, cigars and smoking tobacco 
were nearly $107 billion last year, compared with about $15 billion in sales of smokeless 



tobacco and vaping products, according to Euromonitor International estimates, which include 
web sales. Vaping products such as Juul made up $5.6 billion of those sales. 

In the U.S., the companies must navigate an overhaul of U.S. regulatory policy in which the 
Food and Drug Administration is pushing to reduce nicotine in cigarettes to nonaddictive levels 
and recently proposed putting graphic warning labels on cigarette packs. At the same time, the 
agency is trying to combat a surge in teen vaping. 

U.S. regulators and lawmakers have threatened to ban Juul devices entirely if underage use 
continues to increase. The San Francisco company recently opened Juul-branded retail stores 
in Seoul and Toronto and is considering a sales launch of its vaporizers in China as early as 
September. 

Bonnie Herzog, a tobacco analyst at Wells Fargo, said Altria is attractive to Philip Morris 
because of its 35% stake in Juul and the possibility of capturing all profits from IQOS sales in 
the U.S. Likewise, she said, Philip Morris could help with Juul's overseas expansion. 

Jefferies analyst Ryan Tomkins called the deal's timing strange given Juul's regulatory hurdles 
but said that a merger would make the IQOS business in the U.S. more efficient while 
accelerating the international expansion of Juul through Philip Morris's sprawling distribution 
network, which covers 180 markets. 

However, cost savings between the two companies would be limited to corporate spending and 
better buying power for tobacco leaves, he said. And a focus on Juul could cannibalize the 
market for IQOS, he added. 

Saabira Chaudhuri contributed to this article. 

Write to Jennifer Maloney at jennifer.maloney@wsj.com and Cara Lombardo at 
cara.lombardo@wsj.com 

HERE COME THE SWISS 

Source: Cowen 

August 27, 2019 

THE COWEN INSIGHT 

After both PM and MO canceled their appearances at a competitor conference last week, the 
companies have confirmed today that they are in active discussions around a merger of 
equals. With MO's shares trading at 10.4x our FY2 EPS estimate as of last Friday, while PM 
was trading at 14.6x, the accretion rationale makes sense to us. That said, we are surprised 
that PM would want FDA risk exposure. 

Valuation Rationale. MO's shares fell 27% in 2018, and as of last Friday were down 3% YTD. 
Trading at 10.4x, MO's shares were then trading at a 4.2x discount to PM. If we assume a 30% 
premium to MO's Friday close, that would imply a takeout price of $60, or 13.7x LTM EBITDA 
(or 12.7x LTM EBITDA plus equity income for ABI, as JUUL and CRON are not notably 
contributing at this point). To put this multiple in context, we would remind investors that when 
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BATS acquired the outstanding 58% of RAI that they did not control in 2017, they paid 16.9x 
LTM EBITDA. Meanwhile, when IMB acquired the stranded LO assets, they paid 8.7x EBITDA, 
excluding the present value of tax benefits (6.9x inclusive). 

Strategic Considerations: 

Global Leader (Again). While PM had been the global market share leader in tobacco, BATS 
displaced them with the RAI acquisition. This deal would return the combined company to 
global tobacco dominance. With BATS having targeted $400 mm in cost savings as part of the 
RAI acquisition (which did not include any meaningful geographic synergies on the base 
tobacco business), we would expect a similar level of cost savings opportunities for the 
combined companies. 

Dividend Coverage Help. MO has the highest dividend payout ratio in global tobacco at 80%, 
followed by PM at 65%. However, given multi-year currency headwinds, PM has had a 
dividend payout ratio that has reached 100% at times, and on an LTM basis stands at 90%. 
With the company contending with another strong dollar move recently, the company's 
dividend payout ratio was going to continue to be a challenge. With a combination with MO, 
PM will be far better positioned to take their dividend payout ratio down to 65% (given MO's 
LTM 77% payout ratio, and a more balanced revenue stream from an F/X perspective). In turn, 
we estimate that PM's dividend coverage ratio could go to 1.4x, from 1.1x currently. 

U.S. Cigarette Volumes. When IMB and RAI entered the U.S. market, the country was the most 
attractive tobacco profit pool in the world. We don't think that's quite as clear today. With 
volumes having fallen 5.5% in 1H19, the category is far less predictable than it had been, as 
evidenced by MO having to twice reduce their guidance already. While profits have been better 
insulated, that is a function of MO having taken off-cycle pricing, as opposed to the standard 
twice per year increases. 

FDA Risk. One of the reasons that we had been skeptical of a merger had been FDA risk for 
PM. PM has traded at a commanding premium to its global tobacco peers (MO, BATS, IMB 
and JT), in no small part because PM was the only company that had essentially no exposure 
to the FDA. As a reminder, not only are e-cigarettes under scrutiny, but also, the FDA is 
seemingly still committed to incremental regulation around menthol, and pursuing a very low 
nicotine policy (which would reduce the nicotine content in cigarettes by 95%, essentially 
destroying the ~$75 bn U.S. cigarette category). 

JUUL. With MO having spent close to $13 bn to acquire a 35% stake in JUUL, this is arguably 
the most attractive disruptive asset in global tobacco. JUUL currently has a ~71% share of the 
e-cigarette category in Nielsen tracked channels and an estimated 48% share of the U.S. e-
cigarette category overall (including specialty retail and e-commerce, according to MO). While 
JUUL is still early days in terms of its international strategy, having launched in roughly a dozen 
countries globally, route to market is clearly a benefit the combined entity can bring to JUUL. 
That said, when the MO/JUUL deal was consummated in December 2018, it did include a 6-
year standstill which means that JUUL's contribution to the combined entity, assuming they can 
generate profits despite international investments, would remain somewhat limited. 

iQos. Though the FDA approved the commercialization of iQos, we are not convinced this was 
a big motivator of the transaction. As a reminder, before PM commercialized iQos globally, the 



company conducted consumer trials in 5 international jurisdictions (South Korea, Japan, 
Germany, Italy, and Switzerland), and the U.S. product conversion more closely mirrored 
developed Europe, which we know from PM have been slower markets to activate. Perhaps 
though, as a combined company, we may see a faster rollout of iQos than we would have seen 
from MO, which is slated to launch the product in Atlanta shortly. 

Altria (MO, $47.12, Market Perform), Phillip Morris (PM, $77.73, Market Perform) 

The DEA just made a huge change to how the government treats 
medical marijuana 

A bland announcement in the Federal Register on Monday may mark the beginning of the end 
of federal drug cops' 50-year Reefer Madness crusade. 

Source: https://thinkprogress.org/ 

ALAN PYKE 

AUG 26, 2019 

The federal government announced plans to expand cannabis research Monday, paving the 
way for the robust clinical trials cannabis experts believe will force the government to 
downgrade marijuana's Controlled Substances Act classification. 

The decision comes just two days before a key deadline in a lawsuit against the agency 
brought by cannabis researcher Dr. Sue Sisley of the Scottsdale Research Institute. Sisley had 
sought to end three years of stalling by the Drug Enforcement Agency (DEA). 

Monday's regulatory filing, and the warm remarks from Attorney General William Barr that 
accompanied it in a press release, effectively mean Dr. Sisley's won. Coupled with Barr's 
ardently anti-pot predecessor Jeff Sessions' departure, progress toward looser federal 
treatment of cannabis may resume. 

"Until today, no one could do anything. We were handcuffed, in limbo," said Shane Pennington, 
a member of Dr. Sisley's legal team. "Now they've done something. It's a huge, huge deal." 

The actual notice published in the Federal Register is characteristically dry, but it says the DEA 
will soon unveil a proposed regulation to govern applications to grow cannabis for scientific and 
medical research. For half a century, only one grow was legally approved for such purposes - a 
University of Mississippi facility contracted by the National Institute on Drug Abuse (NIDA). 

That monopoly on production has hampered researchers like Dr. Sisley for years. The U-Miss 
project only produced a handful of strains of cannabis and their cultivation methods produced 
low-grade flower. Dr. Sisley's research - which probes cannabis's potential to treat post-
traumatic stress disorder and focuses on combat veterans - required product of higher quality, 
more consistent quality, and a wider variety of chemical makeups. The subtleties of cannabis 
chemistry go far beyond the THC that produces a recreational high, and some researchers 
believe other attributes of the plant might have various psychological and physiological 
benefits. 

https://thinkprogress.org/


A monopoly on production for research meant NIDA and the growers in Mississippi had no 
incentive to deliver what Dr. Sisley and her peers wanted for their studies. 

Back in 2016, the DEA claimed to be ready to smash up NIDA's single-actor control of 
research cannabis back. That announcement was greeted with great fanfare in the research 
and drug policy communities, and prompted Dr. Sisley to apply for a research-grow license 
from the DEA later that year. 

But it was only a departmental policy. There was no follow-through. Nobody at the government 
would respond to her application or the dozens of others filed since. And because there were 
no federal regulations related to the 2016 policy memorandum, Dr. Sisley's attorney explained, 
it was almost impossible to force the agency to do what it had promised. 

"They asked for these applications, they acknowledged the importance of this research, and 
then they did nothing for years," Shane Pennington said in an interview. But the rulemaking 
process announced Monday opens the floor to public comments, which in turn obligates the 
DEA to respond in writing. That writing will generate specific points of contention that courts 
can review. The final regulations will obligate the DEA to process applications in some specific 
fashion that will allow would-be research grows to appeal rejections to a federal judge if they 
believe they've been arbitrarily kept out of the market. 

Despite the good news, Sisley cautioned Monday that the new regs leave the DEA plenty of 
room for further shennanigans. 

"Now we just need to keep the DEA's feet to the fire," Sisley said in a statement. "DEA/DOJ 
can slow-roll this for many years to come, leaving progress of medical cannabis research in 
limbo indefinitely. But at least that door is now theoretically kicked open." 

The agency could have taken this step with no fanfare had it wished. But it got a full press 
rollout from the Department of Justice. 

"I am pleased that DEA is moving forward with its review of applications for those who seek to 
grow marijuana legally to support research," Attorney General Barr said in a statement on the 
agency's move. 

The good news for researchers, and those who suffer from the illnesses and difficulties they 
hope to cure with cannabis products, is only the beginning. 

Monday's announcement is likely to provide a major boost to the push for federal 
decriminalization or even legalization. 

There's a ping-pong logic at play here, Pennington explained. The DEA has insisted that 
cannabis remain a schedule I narcotic - the tightest category of criminal enforcement and 
pharmaceutical regulation under federal drug law - even as half the states in the nation have 
legalized it for either medical or recreational use. If clinicians like Dr. Sisley succeed in 
identifying specific medical uses of cannabis or its extracts, and the Food and Drug 
Administration certifies those findings, that would force the DEA to reschedule cannabis 
nationwide. 



"The only thing keeping it schedule I at this point is that, according to the DEA, there is no 
acceptable medical use in the United States for marijuana," Pennington said. "Now, how do 
you get that? Through clinical trials that show it's safe and effective. And who's the gatekeeper 
there? The DEA and the FDA." 

The DEA filing notes the agency "anticipates that additional strains of marihuana (sic) will be 
produced and made available to researchers" under the forthcoming regs, and anticipates the 
changes will "potentially aid in the development of safe and effective drug products that may be 
approved for marketing by the [FDA]." 

That's a recipe for moving cannabis down to schedule II, and a vindication of the confidence 
cannabis industry insiders have shown in recent years. The sheer amount of money being 
made thanks to state experiments with legalization has led many investors and entrepreneurs 
to view federal legalization as a matter of when, not if. 

It's important not to overstate the significance of potential cannabis rescheduling. State 
legalization has succeeded because two presidents in a row have decided to allow it to 
continue. If cannabis drops to schedule II, nothing would change legally about the current order 
of battle on legalization and retail sales. 

But as a practical and political matter, rescheduling would be a major signal that the feds are 
closer than ever to giving up on the drug war's most destructive lie. Ending federal prohibition 
isn't the magic bullet for ending mass incarceration that some advocates have portrayed it as 
over the years. But it would fundamentally reset the relationship between police and drug users 
- and the communities where they currently interact as hostiles would stand to gain from the 
change. 

Much like the NIDA monopoly on research growing has effectively locked in Nixon-era Reefer 
Madness ideas at the federal level by making proper medical research impossible, the DEA's 
insistence that pot is so dangerous it must be classified alongside schedule I drugs like heroin 
has warped funding streams, enforcement priorities, civil forfeiture regimes, and other law 
enforcement practices with far-reaching effects on communities. 

Now, the DEA's formal announcement it plans to respond to research grow applications sets 
the stage for all that to change. 

"They may deny many of [the applications], but if they register even some. It'll be the end of the 
50-year NIDA monopoly," Pennington said. "That's giant." 

Oakland-based Hound Labs creates breath detector for pot, 
alcohol 

Oakland based Hound Labs has created a breath detector for pot and alcohol, giving police 
and employers a new tool to detect whether someone has been using weed. 

Source: https://abc7.com/ 

By Ken Miguel and Dion Lim 

https://abc7.com/


August 27, 2019  

Since recreational cannabis became legal in 2018, the California highway patrol says arrests 
and injuries from drivers getting behind the wheel stoned has increased, but there are no 
consistent standards for determining when a driver took that cannabis, until now. One Bay 
Area company that says it can now narrow down when someone is too stoned to drive. 

At DUI checkpoints across the state, police are seeing an increase in the number of drivers 
getting behind the wheel stoned. According to the California Highway Patrol, driving under the 
influence of marijuana arrests have increased 31-percent and injuries related to people driving 
under the influence of marijuana has increased 102-percent since recreational cannabis was 
legalized. 

But determining how stoned a driver is has eluded police. If they suspect someone is drunk, 
police can use a breathalyzer. But no such device has proven itself useful for cannabis 
consumption. 

Dr. Mike Lynn is an emergency room physician and reserve deputy sheriff...he is also the 
founder of Oakland based Hound Labs, makers of world's first breathalyzer to measure recent 
marijuana use and alcohol in the breath. 

"When you can you find THC in breath, and that can require some incredibly sensitive tools, 
but when you can find it, then you know that the person used very, very recently," said Dr. 
Lynn. 

THC is the psychoactive component of cannabis that makes you high and can impair a driver's 
reaction. Hound labs worked with UCSF on a study published last month. It concluded that 
THC can be found in breath. 

"We found THC in all twenty test subjects, and what was really interesting, is that the THC 
peaked at about 15 minutes, and then it went out of the breath within 2 to 3 hours," said Dr. 
Lynn. 

He says because cannabis is legal in California, tests that check for the presence of cannabis 
in hair, for example, are less useful to law enforcement. Police are now focused on whether 
someone is impaired at the time of arrest, not whether someone has used the weed in the last 
3 months. 

"It means that if we find THC in breath, it means the person smoked in the last couple hours," 
said Dr. Lynn. 

Hound Labs own road tests show that the first 2-3 hour is the period when a driver is at the 
greatest risk for being impaired. 

Dr. Lynn says this new data could help clear people who are suspected of being high but are 
not. 

"The good thing is that if it is not in your breath, then you are very unlikely to have used 
recently," said Dr. Lynn. 



Hound Labs recently secured $30-million in funding to accelerate manufacturing and will begin 
rolling out their breath tests to several law enforcement agencies around the state by the end 
of the year. 

Unlike alcohol, there is no statewide standard for determining impairment while using cannabis. 
Officers are currently using a series of field sobriety tests to make an arrest. 

Brexit impact for Scotch 'not as desperate' as some say 

Source: https://www.thespiritsbusiness.com/ 

by Melita Kiely 

27th August, 2019  

The outlook for Scotch post-Brexit is not as "desperate as some commentators might say", but 
the industry has urged the UK government to give a "clearer direction of travel" to help 
businesses prepare for the UK's departure from the EU. 

This was the message delivered by Lindesay Low, deputy legal director of the Scotch Whisky 
Association (SWA), who spoke at an event hosted by Lawrie IP, an independent Scottish firm 
of patent and trademark attorneys, last week. 

The UK is currently due to leave the EU on 31 October 2019. 

During his speech, Low stressed the importance of offering legal protection for Scotch whisky 
and discussed the potential impact of Brexit on intellectual property. 

He also noted the importance of maintaining the Scotch whisky category's status as a 
geographical indication (GI). 

Low said: "With the EU being the largest trading bloc for Scotch whisky, Brexit is a matter for 
concern. But I think the situation for Scotch if the UK leaves the EU, regardless of what 
happens, is not going to be as desperate as some commentators might say. 

"We have been assured by the Department for Environment, Food and Rural Affairs (Defra) 
that it has a UK system of GIs ready to go as soon as we leave the EU. That will make sure 
we're protected. 

"In the EU, we have to remember that Scotch whisky and other food products already have a 
registered right that protects EU consumers from fraud. The European Commission would have 
to actively take away that right and we feel that is very unlikely. 

"The possible slight complication is that, in many overseas markets around the world, we gain 
access and protection through agreements between the EU and those countries. That is 
something we're monitoring very carefully. If we drop out of the EU, we'll also drop out of those 
agreements. However, the Department of International Trade is gradually filling in the gaps by 
signing continuity agreements. We're getting there. 

https://www.thespiritsbusiness.com/


"Our message to the UK government is clear - we urge politicians to find a way forward and 
give the industry certainty. The industry is robust; we will deal with it." 

Latest Brexit Headlines 

Source: Multiple 

August 28, 2019 

https://www.dailymail.co.uk/news/article-7398217/Boris-Johnson-set-send-Brexit-sherpa-
Brussels-backstop-talks.html 

https://www.telegraph.co.uk/politics/2019/08/27/sajid-javid-warns-will-no-blank-cheques-
government-departments/ 

https://www.telegraph.co.uk/politics/2019/08/27/philip-hammond-preparing-spearhead-efforts-
block-no-deal-brexit/ 

https://www.dailymail.co.uk/news/article-7400471/Nigel-Farages-new-operation-slicker-Castrol-
conference-showed-today.html 

https://www.dailymail.co.uk/news/article-7398497/Jeremy-Corbyn-gathers-warring-band-
Remainer-MPs-stop-No-Deal-Brexit.html 

https://www.theguardian.com/politics/2019/aug/27/brexit-jeremy-corbyn-prioritise-legislation-
stop-no-deal-meeting-opposition-parties-labour 

https://www.independent.co.uk/news/uk/politics/boris-backstop-deal-through-parliament-
a9080671.html 

WINE INDUSTRY LOOKS TO MILLENNIALS FOR GROWTH, BUT 
SALES DATA SHOWS GEN X HOLDS THE REAL, IMMEDIATE 
POTENTIAL 

Online Retailer Wine Access Shares Data That Points to Gen X as Key Market Demographic 

Source: www.colangelopr.com 

August 27, 2019  

Wine Access, a leading online direct-to-consumer wine retailer, announced today the findings 
of a recent internal study of sales data that shows Generation X holds greater immediate 
purchasing potential than Millennials, despite greater industry focus on wooing the younger 
generation. The data, which spans 2017 to 2019, supports recent media reports that suggest 
Gen X (currently ages 37-52) is a key demographic that should not continue to be overlooked 
when it comes to wine marketing. 

According to Wine Access, the average Gen X customer order, in dollars, was 13% greater 
than all other demographics between 2017 and 2019, beating out both Boomers (currently 
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ages 53-71) and Millennials (currently ages 21-36). While Wine Access has seen major growth 
in Millennial sales over the last three years, Gen Xers spent nearly 6% more per order than 
their younger peers in 2019. Boomers continue to outperform Gen X in average number of 
bottles per order, but spend less on average. 

"Boomers have historically driven our business, but Gen Xers are becoming the big buyers," 
notes Joe Fisch, CEO of Wine Access. "While we have seen significant growth among our 
Millennial buyers in recent years, our sales show that Gen X holds the most immediate 
potential. Like Millennials, Gen Xers seek authenticity and intimate experiences when 
purchasing wine, but Gen Xers have greater financial resources at their disposal to pursue 
them. That's why we invest in telling the story of every bottle of wine we sell through text, 
infographics, and video, developed by our team of wine experts." 

Wine Access has over half a million members, secured primarily without paid advertising. 
Approximately 25% of all new buyers are referred through forwarded email offers, which are 
loaded with content, sharing the wine's story in 500 to 1,000 words written by an expert. "It's 
our dynamic content and close relationships with the world's best producers that attract our 
buyers, plus our ability to offer wines that aren't available elsewhere," commented Vanessa 
Conlin, Head of Wine. "By examining purchasing patterns of each demographic, we can 
understand reactions to our content and see valuable consumer trends. For instance, Gen 
Xers are more likely to make purchases based on their established tastes, while Millennials 
tend to buy in correlation with industry trends." 

Following the data, compared to all other demographics, Gen X is 13% more likely to purchase 
Cabernet Sauvignon, 13% more likely to purchase Left Bank Bordeaux, and 12% more likely to 
purchase Right Bank Bordeaux. Meanwhile, Millennials are 46% more likely to purchase 
Champagne, 29% more likely to purchase Tempranillo, and 24% more likely to purchase Rosé 
than other demographics. 

These patterns in Millennial purchases are aligned with domestic consumption trends: the 
sparkling wine segment (domestic and international) grew almost 6% in 2018 and consumption 
grew by 56% in the last decade (Beverage Wholesaler, 2019). The Rosé category grew by 
48% in 2018 alone to $4.6 million in sales (Beverage Industry Enthusiast, 2019). 

Although Millennials are buying based on trends more than other demographics, they do 
continue to purchase more traditionally sought-after varietals from Wine Access. For instance, 
Cabernet Sauvignon accounted for nearly 27% of all Millennial purchases, trailing Gen X by 
only 3%. Millennials also buy historically popular categories such as Sauvignon Blanc, 
Sangiovese, and Bordeaux at a similar rate to Gen X, and even out-buy Gen X in some 
esoteric categories, such as Brunello di Montalcino and Châteauneuf-du-Pape. That being 
said, both generations also explore beyond these categories, as Wine Access offers a wide 
selection that includes lesser-known varieties and regions. 

Wine Access will continue to connect with new and current consumers by offering engaging 
storytelling, exclusive access to some of the world's best wines, and elevated customer 
service. They believe these elements are key to engaging and attracting new consumers in the 
wine industry, across demographics. 

Direct-to-Consumer Wine Shipping Report 2019 Mid-Year Update 



Source: https://www.shipcompliant.com/ 

by Emily Kalkhofer  

Aug 26, 2019  

Data and analysis as seen in the Direct-to-Consumer Wine Shipping Report are great tools in 
understanding the past, present and future of the channel. With a dynamic market of changing 
rules, requirements and customer preferences, using data to understand what has changed, 
the current trends and new market predictions can help influence data-driven business 
decisions. ShipCompliant and Wines Vines Analytics released mid-year updates on how the 
DtC channel is doing so far in 2019. Notably, channel growth is slowing with an overall volume 
shipped increase of 4.6 percent and value shipped increase of 7.1 percent - both smaller than 
last year's mid-year report and below a 7-year average, varietal popularity is changing with 
Rosé faltering, average bottle price is steadily increasing, and ship-to states have seen some 
rapid changes due to new regulations. 

Washington and Oregon regions continue to grow 

Since January, Washington has had the largest increase in volume shipped year-over-year, 
with 13.7 percent followed by Oregon with a volume increase of 9.2 percent. California remains 
the largest state for wine shipping but the growth has begun to slow as people are buying from 
other states aforementioned, like Oregon and Washington. 

Cabernet Sauvignon holds strong, Rosé no longer a top performer 

After its eight-year growth trajectory, Rosé has decreased in popularity - going from a top 
performer to one of the weakest with only a 1.2 percent increase in value shipped. The top 5 
varietals have held strong: Cabernet Sauvignon, Pinot Noir, Red Blend, Chardonnay, and 
Zinfandel. Cabernet Sauvignon and Pinot Noir now account for 45 percent of the total volume 
of wine shipped DtC. Cabernet Sauvignon remains a top seller and has some of the highest 
growth in the overall channel with a 12.2 percent increase in value through mid-year. 

Performance of winery by annual case production continues to shift 

There have been shifts to the annual case production segments that are experiencing the most 
growth. Wineries in the medium segment, shipping 50,000 to 499,000 cases annually, had the 
largest increase in volume, at 10.6 percent, and also had the second largest value increase 
with 14.1 percent, contrasting last year's mid-year report where they saw the smallest growth. 
The largest value increase was 25.3 percent and took place in the large winery segment - 
those producing 500,000+ cases annually. After the huge value increase last year, wineries 
producing fewer than 1,000 cases annually decreased average value shipped by 14.2 percent. 

Ship-to states like Oklahoma, Idaho and Oregon see growth 

As expected, Oklahoma had a huge increase in volume with their state opening to DtC 
shipping Oct. 1, 2018. The state has seen 180 percent increase in value and 190 percent 
increase in volume of wine shipped. Idaho and Oregon also went up in average value of 
shipment by 19 percent and Arkansas - with onsite orders only - experienced an 18 percent 
value increase.  

https://www.shipcompliant.com/


California is still the largest state in volume and value when it comes to wine shipping. 
According to our mid-year findings, California is 3.5 times larger by value than the second 
largest state, Texas. In fact, California by value is larger than the second through sixth next 
largest states combined. 

Average bottle price increases for Sangiovese and Moscato 

Sangiovese is about the middle of the pack when it comes to average bottle price (ABP) but 
showed most growth in value with 19 percent year-over-year. Moscato has seen the second-
highest growth of 14 percent since January despite having the lowest ABP- roughly half of the 
second lowest priced varietal. Petite Sirah had the largest decrease in ABP with 13 percent. 

Harsh weather to cut French wine output by 12% this year 

Source: https://uk.reuters.com/ 

August 27, 2019 

French wine production will fall 12% this year after vines were damaged by spring frosts, 
drought and hail, but quality will remain generally good, the agriculture ministry said on 
Tuesday. 

In its second estimate for 2019, the ministry forecast production of 43.4 million hectolitres, 
down from 49.4 million in 2018 when output had benefited from good weather condition. 

Last month the farm ministry put French output in 2019 in a range of 42.8 million to 46.4 million 
hectolitres. 

A hectolitre (100 litres) is the equivalent of about 133 standard wine bottles. 

In many vineyards, flowering occurred in rainy and cold weather, while heat and hail have also 
contributed to a decline in production potential, the ministry said in a note. 

However, the situation will vary by region. 

Record-breaking heatwaves in June and July affected some regions in the south, such as the 
Gard, Herault or Var, causing burns on the grapes and production losses, it said. 

By contrast, in some vineyards, early rainfall in August have helped to limit the impact of heat, 
while hail storms caused damage in the Beaujolais area where, along with Burgundy, output is 
expected to fall 26% from last year. 

Champagne production this year is expected to drop 17% due mainly to hot weather, while 
Bordeaux output would shed 4%. 

By mid-August, French vineyards had mostly caught up their delayed growth compared to 
2018, when the harvest was one of the earliest, the ministry said. 

French wine grapes are harvested in late summer and early autumn, and the ministry said its 
estimates were tentative given uncertainty over conditions until the harvest. 

https://uk.reuters.com/


Separately, a U.S. threat to impose tariffs on French wine in response to a French tax on big 
digital companies is receding - albeit not lifted definitively, France's finance minister said on 
Tuesday. 

'Big Six' Is Just A Generic List Of Wines, USPTO Rules 

Source: Law360 

By Bill Donahue 

August 27, 2019 

The U.S. Patent and Trademark Office is refusing to allow a California winemaker to register 
"Big Six" as a trademark, ruling that it is merely a shorthand term for the six most common 
types of wine. 

The agency's Trademark Trial and Appeal Board ruled Thursday that "Big Six" is commonly 
used to refer to riesling, sauvignon blanc, chardonnay, pinot noir, merlot and cabernet 
sauvignon, making it a generic term that cannot be locked up by any single company. 

"Taken as a whole, the evidence of record clearly indicates that the relevant public would 
understand the designation 'Big Six' primarily to refer to 'wines' or a key aspect, type or 
ingredient of 'wines,'" Judge George Pologeorgis wrote for a three-judge panel. "As such, the 
term is generic and should be freely available for use by competitors." 

Napa-based Plata Wine Partners, which produces private-label wine brands for companies 
such as Costco and Trader Joe's, applied back in 2017 to register the "Big Six" brand, which it 
says is named for a legendary bootlegger named Mickey "Big Six" Doyle. 

Last fall, a USPTO examiner refused to register the mark on the grounds that it was a generic 
term. He cited a wide range of media sources using "Big Six" to refer to a list of wine types, 
saying the term was "overwhelmingly" used that way. 

Plata appealed the ruling to the board, saying even if the name was linked to the wine industry, 
it referred only to wine grapes - meaning it was not a generic designation for wine itself. But on 
Thursday, Judge Pologeorgis ruled that the term could be used "interchangeably" for either 
grapes or finished wine. 

"It is common knowledge that when one orders a glass of wine, they generally do not ask for a 
glass of white wine comprising the chardonnay varietal grape; instead, they merely order a 
glass of chardonnay," the judge wrote. 

"Even [if] Big Six only refers to the varietal of grapes used to make wine, the designation would 
still be generic for wine because the generic name of an ingredient of the goods is incapable of 
identifying and distinguishing their source," Judge Pologeorgis wrote. 

For good measure, the panel also ruled that term was merely descriptive - another reason to 
refuse registration - even if it was not generic. 

An attorney for Plata did not respond to a request for comment Tuesday. 



Judges George Pologeorgis, Marc A. Bergsman and Christen M. English sat on the panel for 
the TTAB. 

The USPTO examining attorney is Samuel R. Paquin; the managing attorney is Ronald R. 
Sussman. 

Plata is represented by John Dawson of Carle Mackie Power & Ross LLP. 

The case is In re Plata Wine Partners LLC, case number 87292254, at the U.S. Patent and 
Trademark Office's Trademark Trial and Appeal Board. 

10th. Circ. Puts Cork In Collectors' Wine Scam Coverage Row 

Source: Law360 

By Jeff Sistrunk 

August 27, 2019 

The Tenth Circuit on Tuesday ruled that a pair of wine collectors cannot force AIG Property 
Casualty Co. to pay $1.7 million to cover the value of more than 2,000 bottles of wines they 
ordered from a convicted fraudster but never received, upholding a Colorado federal court's 
decision. 

In a unanimous opinion, a three-judge panel affirmed U.S. District Judge Raymond Moore's 
August 2018 order granting AIG's motion for summary judgment in its coverage dispute with 
policyholders Malik and Seeme Hasan. 

The Hasans were among about 4,500 victims of what prosecutors have described as a "Ponzi-
like" scheme run by businessman John E. Fox, who is currently serving a 6½-year prison 
sentence in connection with the fraud. According to court documents, Fox, through his now-
bankrupt Premier Cru outfit, pretended to sell customers wine in advance of its arrival from 
Europe, but in reality he was just pocketing the money. 

After Fox's fraud was uncovered, the Hasans filed a claim for $1.7 million under a "private 
collections" insurance policy with AIG, representing the market value of 2,448 bottles of wine 
they said they had ordered from Premier Cru but never received, court papers indicate. The 
policy provided up to $2 million in coverage for "direct physical loss or damage to" wine the 
couple owned, according to filings. 

AIG, however, took the position that the policy doesn't cover the claim because there is no 
evidence that Premier Cru ever fulfilled the Hasans' wine orders. As such, the insurer argued, 
the couple didn't suffer the loss of or damage to wine they owned, as required for coverage. 

In the ensuing coverage dispute in Colorado federal court, Judge Moore ruled in AIG's favor 
based on the lack of evidence that the ordered wine bottles were lost or damaged. The Tenth 
Circuit panel upheld his decision on different grounds, finding that coverage is unavailable 
because the Hasans never owned the bottles to begin with. 



"Absent evidence that any of the 2,448 ordered bottles of wine were actually purchased by 
Premier Cru, much less specifically purchased for plaintiffs, plaintiffs have failed to carry their 
burden on an essential element of their insurance claim - that there are unaccounted-for bottles 
of wine that they owned," U.S. Circuit Judge Harris L. Hartz wrote for the panel. 

In his August 2016 guilty plea, Fox admitted that he sold European wine through an arm of 
Berkeley, California-based Premier Cru, but instead of purchasing the wine, he spent customer 
cash on expensive cars, golf club memberships and online dating. Four months later, a federal 
judge sentenced Fox to 78 months in prison for the scheme. 

Premier Cru, which was founded by Fox in 1980, filed for Chapter 7 bankruptcy in January 
2016. At the time, customers had paid about $45 million for wine that had not yet been 
delivered, according to the U.S. Department of Justice. 

According to court documents, the Hasans managed to recover just $4,658 through a class 
settlement between Premier Cru's bankruptcy trustee and Fox's former customers. AIG also 
agreed to pay the couple $62,500 in benefits for their losses under a separate homeowners 
policy, filings said. 

Counsel for the Hasans and AIG did not immediately respond to requests for comment. 

Judges Harris L. Hartz, Jerome A. Holmes and Joel M. Carson sat on the panel for the Tenth 
Circuit. 

The Hasans are represented by Glenn W. Merrick and Joseph Bernstein of Merrick Shaner & 
Bernstein LLC. 

AIG is represented by Laurence M. McHeffey and Kristi L. Blumhardt of McElroy Deutsch 
Mulvaney & Carpenter. 

The case is Hasan et al. v. AIG Property Casualty Co., case number 18-1309, in the U.S. Court 
of Appeals for the Tenth Circuit. 

Beck Family Estates Launches U.S. Sales and Import Company 

Becomes Exclusive Importer for International Wine Portfolio, Including Acclaimed Sparkling 
Wine Brand Graham Beck 

Source: https://www.winebusiness.com/ 

August 26, 2019 

Beck Family Estates launches a new national sales company in the United States today, 
becoming the exclusive importer and sales arm for its wines from South Africa and Oregon. 

The global company's portfolio comprises the highly acclaimed sparkling wine house Graham 
Beck and Steenberg Vineyards, both from South Africa, and Angela Estate, the Beck Family 
estate in Oregon. Building on the esteemed global reputation and legacy of these distinctive 
brands, Beck Family Estates represents wineries in the upper tier of their respective 
categories. 

https://www.winebusiness.com/


"We are committed to making premium wine at our estates in South Africa and Oregon and to 
ensuring those wines and our businesses support our broader mission of sustainability," said 
Beck Family Estates' Antony Beck, whose father launched the eponymous winery in 1993. 
"Spearheading a new import business in a dynamic market like the U.S. is an incredibly 
exciting next step for our family," Beck continued. 

Beck Family Estates launches in the U.S. with two industry veterans leading an experienced 
team of three regional salespeople. Clay W. Farmer, formerly a Vice President and Senior 
Brand Manager at The Winebow Group, is Beck Family Estates' Vice President of Sales, U.S., 
leading the importer's national sales team. Previously, Farmer was the National Sales Manager 
of Elena Walch Wines, a Senior Brand Manager at The Winebow Group, the Vice President of 
Spirits at The Vintner Group, Director of Marketing at The Vintner Group and a Sales Manager 
at Henry Wine Group. 

Kristin Marchesi has been appointed Vice President of Winery Operations, U.S. for Beck 
Family Estates' Oregon wineries: the established Angela Estate and the forthcoming Abbott 
Claim. Marchesi, who managed her family's notable Willamette Valley winery Montinore Estate 
for more than ten years, led the winery's rebranding and was instrumental in the revival of one 
of Oregon's legacy wine brands. She brings a wealth of knowledge of the Oregon industry as 
well as expertise in regenerative agriculture, marketing and winery operations to Beck Family 
Estates. 

Beck Family Estates will import and represent Graham Beck, a méthode champenoise 
sparkling wine made in Robertson, on South Africa's Western Cape. The winery's world-class 
vineyards and precise winemaking have earned Graham Beck an international reputation for 
affordable sparkling wines of the highest quality. Graham Beck Brut NV, the winery's flagship 
bubbly of Pinot Noir and Chardonnay, is regularly lauded as one of the world's best values in 
sparkling wine. 

The oldest registered farm in South Africa's Western Cape, Steenberg Vineyards produces a 
range of still and sparkling wines from estate-grown fruit. Beginning in January 2020, Beck 
Family Estates will import the winery's Sauvignon Blanc, Semillon, Merlot and Nebbiolo to U.S. 

In Oregon, Beck Family Estates has established two wineries in the Willamette Valley's Yamhill 
Carlton AVA, Angela Estate and the forthcoming Abbott Claim. Angela Estate, named for 
Antony Beck's wife Angela, focuses on premium Pinot Noir from sites farmed organically and 
sustainably. Abbott Claim, Beck Family Estates' most recent Oregon project, will release its 
first wines in 2020. 

This new sales arm will expand the brands' presence across top markets in the United States, 
including New York, California, Texas, Illinois, Washington, Virginia, Florida, and beyond. For 
more information and sales contacts, please visit: beckfamilyestates.com. 

Red wine is good for the gut and lowers cholesterol - but you only 
need it once a fortnight 

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

Henry Bodkin, science correspondent 

https://www.telegraph.co.uk/


27 AUGUST 2019  

Red wine is good for gut health and can lower cholesterol, but you only need it once a fortnight, 
a new study has found. 

The first major research of its kind found significantly higher diversity of friendly bacteria in the 
gut among red wine drinkers, but not among drinkers of white wine, cider or beer. 

Scientists at King's College London believe the beneficial effect is due to polyphenols found in 
the skin of grapes, which go into the red wine-making process, but are not used in white wine. 

These are packed with antioxidants which fuel the diversity of microbes in the gut. 

Despite the positive findings, the experts warned drinkers not to exceed recommended safe 
alcohol limits, saying the data showed a beneficial effect was possible even with as little as one 
glass of red wine a fortnight. 

Dr Caroline Le Roy, who led the study, said: "While we have long known of the unexplained 
benefits of red wine on heart health, this study shows that moderate red wine consumption is 
associated with greater diversity and a healthier gut microbiota that partly explain its long 
debated beneficial effects on health." 

The microbiome is the collection of microorganisms in an environment and plays an important 
role in human health. 

An imbalance of 'good' microbes compared to 'bad' in the gut can lead to adverse health 
outcomes such as reduced immune system, weight gain or high cholesterol. 

A person's gut microbiome with a higher number of different bacterial species is considered a 
marker of gut health. 

Dr Le Roy added: "If you must choose one alcoholic drink today, red wine is the one to pick as 
it seems to potentially exert a beneficial effect on you and your gut microbes, which in turn may 
also help weight and risk of heart disease. 

"However, it is still advised to consume alcohol with moderation." 

Scientists are increasingly realising the importance of the gut for a range of serious illnesses, 
from mental health conditions such as depression to Alzheimer's. 

The new research involved nearly 3,000 participants and is published in the journal 
Gastroenterology. 

Mocktail Beverages, Inc. and Mothers Against Drunk Driving 
(MADD) Announce Mission Partnership 

Mocktails Brand Becomes the Official Drink of the Designated Driver 

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

https://finance.yahoo.com/


August 22, 2019 

Mocktail Beverages, Inc. and Mothers Against Drunk Driving (MADD) announce a new Mission 
Partnership to eliminate drunk driving. Through integrated marketing and fundraising, the 
campaign will remind the public and the trade that in today's world, there is no excuse to drink 
and drive. Mocktails will also work with the food service and retail industries to ensure that 
designated drivers, and indeed all guests, have access to mixology quality alcohol-free drink 
options wherever alcohol is served. 

According to global research firm Mintel, there is a rise in mindful drinking trends around the 
world among young adults. In fact:  

51% of drinkers are drinking less than just a few years ago 

59% of millennials cite avoiding loss of control as the primary motivation for limiting alcohol 
consumption on a night-out 

36% of those surveyed admit they have suffered from "social shaming" caused by appearing to 
be drunk in a photo on social media. 

"We partnered with MADD because we believe designated drivers have great taste and 
deserve premium alcohol-free drink choices too," said Bill Gamelli, CEO of Mocktail Beverages 
Inc. "Designated drivers keep us all safe. Why should they be served subpar beverages while 
others are enjoying craft beer and beautiful wines and cocktails? Whether you are a 
designated driver, sober curious, or if you have never had alcohol like so many young people 
around the world today, you should be fully included in social events and be served premium 
adult drinks, just as those having alcohol." 

The choice to drink and drive puts every individual on the road at risk. In fact; 

2 out of 3 people will be impacted by a drunk driving crash in their lifetime 

Every 48 minutes someone is killed, and every 2 minutes someone is injured in a drunk driving 
crash 

There is heightened risk of drunk driving crashes during the holidays representing 29% of total 
traffic fatalities between Thanksgiving and New Year's Day and 47% on Super Bowl Sunday. 

"The life-changing devastation caused by drunk driving is 100 percent preventable," said Adam 
Vanek, CEO of Mothers Against Drunk Driving. "Since we began in 1980, drunk driving deaths 
are down by over 50 percent, but there is still more work to be done. Together, we are on a 
race to zero fatalities and injuries. Our partnership will remind the public that there are two 
simple options when you go out. First, if your plans include alcohol, have a non-drinking 
designated driver, use rideshare or access public transportation. Or if you are driving, choose 
an alcohol-free drink like Mocktails. There's never a good reason to drink and drive." 

"When we learned from MADD that 300,000 people a day are still driving while drunk in the 
U.S., our families were shocked and we knew that we had to help," said Gamelli. "If we expect 
drivers to make a better choice before getting behind the wheel, the food service industry must 
also choose to serve these consumers better options while on-premise. It turns out that leaders 



in industry know that they need to do better. Research shows that when you serve the 
designated driver a low quality experience, they leave your establishment earlier, taking the 
entire group with them. So, it's not only the right thing to do for the customer, it is also just good 
business. We have seen clearly that consumers are happy to pay more when you provide them 
with a better experience. We look forward to partnering with the industry to support the 
Designated Driver and MADD on our race to zero fatalities and injuries on our roadways." 

To learn how you can support this partnership, visit http://www.mocktails.com/MADD. 

NH Liquor Commission Announces Chad Gibson as Wine 
Marketing and Sales Specialist 

NHLC 15-year veteran takes on new role overseeing wine sales, merchandising, and 
promotions 

Source: NH Liquor Commission 

August 27, 2019  

The New Hampshire Liquor Commission (NHLC) is announcing Chad Gibson, a 15-year NHLC 
veteran employee with a history of maximizing sales at high volume NH Liquor & Wine Outlets, 
has been named Wine Marketing and Sales Specialist. In his new role, Gibson will oversee all 
aspects of wine sales, merchandising, and promotions for New Hampshire's 77 NH Liquor & 
Wine Outlets. Gibson, who was most recently working as manager of the Bedford NH Liquor & 
Wine Outlet, officially started in this new position on May 24, 2019. 

"NHLC is pleased to welcome Chad Gibson into the role of Wine Marketing and Sales 
Specialist, in which we are confident he will continue to play a major role in driving our sales 
success," said NHLC Chairman Joseph Mollica. "Throughout his career working in some of our 
most high-profile Outlets, Chad has proven himself to be extremely knowledgeable about wine 
trends and the wine market, and has demonstrated an ability to both maximize sales and 
continually enhance the customer experience. Those attributes, coupled with his passion for 
wine, will undoubtedly make him a perfect fit for this role." 

Gibson began his career with NHLC as a part-time employee in 2004 at the NH Liquor & Wine 
Outlet on Coliseum Avenue in Nashua and was quickly promoted to retail clerk in 2005. Gibson 
was promoted to manager when he moved to the NH Liquor & Wine Outlet on Northwest 
Boulevard in Nashua in 2009. In 2013, Gibson was promoted to manager of the NH Liquor & 
Wine Outlet in Willow Spring Plaza in Nashua. In 2018, Gibson took over the manager role at 
the Bedford NH Liquor & Wine Outlet. 

"I am very excited for this next step in my career with NHLC as Wine Marketing and Sales 
Specialist," Gibson said. "As a veteran employee with a thorough knowledge of the wine 
industry, I plan to build upon our incredible selection of fine wines and our focus on customers 
to ensure continued success for all 77 NH Liquor & Wine Outlets." 

Along with serving as NHLC's wine buyer, Gibson will play a lead role in the development of 
New Hampshire Wine Week, a customer-focused, week-long celebration of wine drawing 
dozens of the world's leading winemakers to New Hampshire each January to participate in 



intimate wine dinners, bottle-signings, and tasting events all over the state. The week 
culminates with the Winter Wine Spectacular, the largest wine tasting event north of Boston. 
The Winter Wine Spectacular draws thousands of guests to Manchester and has raised nearly 
$2.2 million for Easterseals New Hampshire. 

With a growing selection of thousands of wines and the most competitive prices, NHLC has 
made an impression on the world of wine. In fact, NHLC received an A+ rating for consumer 
access to wine by the American Wine Consumer Coalition and was named "The Best State in 
America for wine drinkers" by the Washington Post. 

Thank millennials for this: smaller restaurants in your future 

Source: https://www.usatoday.com/ 

Jefferson Graham, USA TODAY  

Aug. 21, 2019 

Alex Canter was born in the kitchen, at his parents' iconic Los Angeles deli, Canter's, where he 
did everything from wait tables and bartend, to help the family navigate its way into online 
sales. 

Now, 30% of sales at Canter's Deli, which opened its doors in 1931, are from online apps like 
Postmates, Doordash and UberEats, and Canter, who is 26, sees a future where large 
restaurants with big seating capacities could go the way of the vinyl record album. 

"The footprint of the restaurant is going to get smaller," says Canter, CEO of Ordermark, a Los 
Angeles tech startup that works with restaurants to help them manage their online orders. 
"More and more restaurants will shift to smaller square footage, and be designed for getting 
food out the door. It's not because they're getting less orders, but they're just shifting to off 
premises, and don't need all that space anymore."  

Market researcher UBS, in a recent note to clients, envisioned a future "where by 2030 most 
meals currently cooked at home are instead ordered online and delivered from either 
restaurants or central kitchens." 

Some call them central, others "ghost" kitchens, small storefronts with a small kitchen, no 
servers, seats or an outdoor sign welcoming patrons.  

The restaurant industry is currently testing this out. In Los Angeles, Kitchen United has opened 
a ghost kitchen in the Pasadena area, to ship food quickly to local residents.  

The facility is in a tiny facility on a side street, where "All food is packaged to-go, but if you'd 
like to eat here, all power to you," the company says on its website.  

Kitchen United, which also has a kitchen in Chicago, is funded, in part, by Google's investment 
arm.  

https://www.usatoday.com/


Travis Kalanick, the co-founder of Uber, which expanded from ride hailing to food delivery with 
UberEats, is also looking at ghost kitchens, with a new venture, called CloudKitchens, which it 
calls "smart kitchens for delivery-only restaurants." 

He's selling software and turn-key kitchen equipment to run a lean operation that pushes out 
food to men and women on bikes, cars and scooters to hungry folks that live within a few miles 
of the location.  

Food delivery is still in its early days. Consumers spent $10.2 billion on having food delivered 
to them in 2018, up 42% from 2017, per market researcher Technomic.  

However, in the United States alone, Americans will spend $863 billion dining out in 2019, 
according to the National Restaurant Association, up 3.6 percent from the prior year.  

Allison Page, a co-founder of SevenRooms, which offers reservation tools for restaurants, says 
that despite the growth of mobile apps and ghost kitchens, the traditional restaurant isn't going 
away anytime soon.  

"There's room for both options," she says.  

But how does a ghost kitchen, or virtual restaurant, find orders in a world where many folks 
make their dining decisions based on prior visits and recommendations?  

"When you have these third-party aggregators leading the charge on ghost kitchens, they can 
put them on page 1 of their apps," she adds.  

The firms have the data that says, a certain neighborhood craves a vegan burger, but there are 
no options, and reach out to a ghost kitchen to supply it. From there comes the promotion and 
the sales. 

Doordash says its business has doubled since 2018, and grown from delivery to 2,000 cities 
from 1,000 cities.  

DoorDash is basically tied with GrubHub for top market share of the online orders business, 
with 33 percent to 32 percent, according to market researcher Second Measure, followed by 
UberEats (16.7%) and Postmastes (10.8%.) 

Canter's success with bringing the family deli online convinced him to start Ordermark at age 
24. The firm rents a printer that all the apps tap into. "Before, we had 9 tablets and three 
laptops and a fax machine all going to manage the orders," he says. "Now, they all come into 
one place." 

His clients include Subway, Johnny Rocket's, Denny's and Sonic. The cost is roughly $100 
monthly, he says, per location.  

Millennials are spearheading the changes, he says. They're not cooking as much as previous 
generations, "and it's just so convenient to open an app, click a button and order. It knows your 
credit card information, where you are located, your allergies and order history." 



Jonathan Neman, co-founder of the Sweetgreen chain, recently told Recode that 50% of the 
company's orders now come from its mobile app. The company, which has physical locations 
in Washington, D.C., Los Angeles, New York and elsewhere, told the online publication that he 
saw a future of "ghost and virtual kitchens" beyond the locations that serve diners. 

If a restaurant could get food made in under 15 minutes and out the door, and consumers 
didn't have to pay a delivery fee, "Why would I go outside?" to a restaurant instead of ordering 
in, he said. 

One issue - patrons can only get orders if they live within three miles of Canter's, for instance. 
So the family recently opened two ghost kitchens, in downtown Los Angeles and at Kitchen 
United's facility in Pasadena, to reach a wider online audience. Alex's dad Marc predicts online 
sales will grow to 50% within the next few years. 

"There's nothing better than actually coming here," Marc Canter said on Medium. "But, this 
(online orders, delivered to the home,) is the next best thing." 

DFS to close Changi Airport alcohol stores after 40 years 

Source: https://www.thespiritsbusiness.com/ 

by Owen Bellwood 

27th August, 2019  

Travel retail operator DFS has decided to close its liquor and tobacco concessions at 
Singapore's Changi Airport after almost 40 years. 

DFS has operated the concession at Changi since 1980 and will withdraw from the airport in 
June 2020. 

In a statement released by the travel retail operator, Ed Brennan, DFS group chairman and 
chief executive officer, said: "Our decision not to bid was based on our unique understanding of 
the business environment as the current operator of this concession at Changi. 

"Specifically, changing regulations concerning the sale of liquor and tobacco, against a global 
context of geopolitical uncertainty, meant that staying in Changi was not a financially viable 
option." 

Brennan continued: "We have exceeded all expectations for what travel retail can offer in an 
airport environment. We are proud of our achievements and deeply appreciative of the efforts 
of many talented people who have contributed to our success. 

"We sincerely thank the Changi Airport Group (CAG) for their past support, and extend our 
best wishes as they take the liquor and tobacco concession operations forward in partnership 
with a new operator." 

Changi Airport announced it was opening the bidding process for its liquor and tobacco 
concessions earlier this year. The tenancy terms will cover 18 stores, spanning over 8,000sqm 

https://www.thespiritsbusiness.com/


of retail space across the airport's four terminals. The tender will operate for a period of six 
years from 9 June 2020 to 8 June 2026. 

At the time that bidding opened for the retail space, CAG executive vice president for 
commercial, Lim Peck Hoon, said:"We are excited to hear from the market and look forward to 
new retail concepts to bring the liquor and tobacco concession to new heights. Changi is fully 
committed in growing with our concession partners through impactful innovation and effective 
collaboration. 

"There will be a wealth of opportunities for the liquor and tobacco partner to showcase its 
offerings to Changi's global audience, delivering revolutionary best-in-class retail experiences, 
to build and grow its business." 

 


