PERFECT SUPPLY
PARTNERSHIPS «

OUR SOUTH EAST DEBATE TOOK PLACE IN
A BUNTING ANDO UNION JACK-FESTOONED
WINDS0R AROUND HER MAJESTY'S 80TH
BIRTHDAY CELEBRATIONS, WITH THE HIGH
STREET'S BUSY BARS ANO RESTAURANTS
ADDING AN EXTRA SENSE OF THE
IMPORTANCE OF GETTING THE OFFER
RIGHT AT PEAK TIMES FOR THE ON TRADE
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ur debate centered on how
allin the supply chain -
from producer to end
retailer, by way of
middlemen, agents and
wholesalers - can best work together to forge
the most equitable and profitable business
relationships to the benefit of all.
John Chapman: The biggest change over the past
few years, and this is not just with wholesalers, has
been the reduction of stockholding, with everyone

trying to reduce turnaround time and stockholding |

in warehouses or their places of business.

Collette Whittington-Bowers: We are very on top
of that. We used to import our own wines, but it
could be a nightmare, with strikes, the fluctuation
of exchange rates and so on. We are part of the
Society of Vintners, so do a lot of our buying
through that, plus there are other companies that
we use, also working with brand owners now.
Clive Stanton: There have been a lot of buyouts
recently, people have merged a lot of their stock
and got rid of a lot of wines, which is causing
people like myself difficulty. Consolidation isn't

a benefit. Having more people out there selling
more wine is better, as there is more competition,
more variety.

JC: But surely it's only the poorly performing
and badly run companies that are failing, and
this leaves more opportunities for us to buy and
supply to the on-trade,

CS: Another change is that there are also more
producers, especially in France, that don't have
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exclusive agencies any more, but will sell to
anybody, and the Spanish are increasingly doing
that as well. The agency thing seems to be falling
by the wayside. And this can give you access

to wines at cheaper prices, by cutting out the
middleman. Some are now bringing those wines
into bond as well.

Nik Darlington: The traditional route to market
in the UK is changing, so the misunderstanding is
that there are plenty of people you can now sell to
—to the outsider you are the same thing, someone
on the end of the phone, but that fragmentation
increasingly means that success is dependent
on attaining a secure route to market rather
than a scattergun approach. If you are selling

to a national distributor, but also to a regional
wholesaler, then it can be embarrassing if the
price is slightly different. Which is why we are
very careful to know where our wines are going
and work with people we trust.

JC: The market isn't fixed, but the great thing
about the drinks business in this country is that
it’s all about the relationships with suppliers.
As a company we always try to buy through
the representative in this country
because we want to tap into the
maximum value we can get from
that wholesaler and make that
brand a success in our selling
environment.

Lionel Periner: The
problem we have at

Lucky Onion is that s
sometimes local merchants &%
will have exclusivity, soif I

try to go direct to a supplier [ am
sometimes told to go back to the

local merchant, which is not gooed for
me because I will pay an extra margin.
More people in the chain means a higher
price for my guests. And they are here to drink
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not to pay the middlemen.

JC: The problem is that many agencies won't
have the sales force to manage the whole country,
so they use that model, working with regional
suppliers and wholesalers. At Lucky Onion you
may take 1,000 cases in a year, but that local
merchant it supports in that area may take 20,000

price as the merchant, then that merchant can't
compete and sell on.

David Tromans: We haven't got a big sales force in
the on-trade, given that 90% of our businessis in
the off-trade, but wherever that sales person has a
contact [with an outlet] they tell the outlet that it
has to go through the wholesaler, rather than buy
direct from us, so there aren't two different prices
and only one set of margins. So those businesses
may buy with a bit of extra margin added on, but
at least it doesn't disrupt the relationship we have
with our customers.

JC: This is one of the bigger issues with regional

wholesaling. We are based in Oxfordshireand  »2»
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we have people coming out of London, other
wholesalers in our area and people creeping into
our area of supply, and if we are up against national
companies selling into a place, we can't compete.

So a lot of independent regional people shun those
companies which are doing that because, even if
those companies have really good wines, we can't
work with them. As you get further away from
London it becomes less of an issue because of the
minimurn drops and costs of delivery.

ND: Like you said it's all about relationships. If
you are a small distributor like us, particularly,
and you find someone that can do better in an
area, then the onus is on the distributor to stand
back. Sometimes people get greedy.

JC: If you are supplying [rarer] wines, then a
restaurant is likely to only sell small guantities. So
your relationship with a wholesaler can mean that
restaurant can have smaller stockholding, with
wine drip-fed in when they need it. Wholesalers
are not just about adding margin, they are about
adding value and convenience.

CWB: Your delivery methods also impact people.
We've got a lot of business where other companies
have sub-contracted out their deliveries, so we can
use our own lorries and drivers to deliver correctly
and in one piece to the end user.

LP: For The Lucky Onion, some higger groups

are supplying directly. It depends on the middle
person. At the end of the day, do I need you or do
you need me? For me, it's about buying wines for
my guests at a good price for them, and there area
lot of places I can huy.

People come knocking on the door every day,
but do they understand The Lucky Onion, or
am [ just a number? [ really want a relationship
with them, wines that fit really well, and that
depends on the style of outlet. And then it is all
about the service. Are they on time and if you
order something you don't want a big surprise on
delivery. If there is a mistake I don't want to wait
two months for a credit note.

Nowadays [ am working much more on the level
of service with regard to where I buy my wine. So
for me, it's service, then selection of wine, then
relationship with the sales person.

Guillaume Kaczmar: Exclusivity is very important
to us. I deal with fine dining, so we have to justify
expensive wines and the margin we make on the
wines, so we have to make sure that these wines
are something you can't get anywhere else.

will not source any wines that are selling in the
off-trade. Customer service is also very important.
We still have that awful situation where we are
sent the wrong vintage, which can't happen

when you are dealing with this level of wines.
And around 60% to 70% of my list is natural and
biodynamic wines, which are not meant to be
consistent, so this is even more important.

Also pricing changes, making sure that the
stock is there — all of this is very important. As
is customer service and developing a long-term
relationship.

Will Calvert: What is over-riding is that A
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long-term partnerships are always more profitable
than short-term relationships, and we also like
to work with an open hook, so people can see the
margin and understand our needs, while we can
show that we understand our partners needs.

For me it comes back to that open book
relationship. If I can understand the margin

to find ways to meet what they require. There may
be some trade-offs, but if I understand what

and pricing.
JC: A difficulty with a lot of the
national suppliers is that they send
B, out a salesperson who often
hasn't got a clue what your
needs are as a company. You
& ask: “Can we get a better
B price because we want
to do this with it,
can we collect
from bond?”
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And they say: “I don't know.” But surely that is a
fundamental part of the relationship.

CWB: This happens, where a marketing graduate
rocks up and doesn't know anything. A key thing
for us is flexibility for our customers so decisions

what you, as customers and potential customers
and end-users, want. Good service is essential.
ND: We are probably living through the greatest
age ever of numbers of importers, wines, great

been a better time to buy all manner of drinks. It
has to be about people and the service you offer,
because if you can't get that right, then there are
plenty of other people everyone can buy from. Not
one size fits all. It is about understanding the client
and their expectations and being clear about what
we can and can't do too.

DT: You are absolutely right, it has to be about
the relationship, the people, because it's about
understanding who you are selling to, who you are
buying from, and respecting and understanding

restaurants, more new wine shops... there has never ‘

can also be made there and then. We need to know |
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exclusivity. Make sure you do your homework
before going into either the on or off-trade.

WC: One of the best ways to build that customer
relationship is to go out of your way to do them

an occasional favour and, until the buyer changes
and you have to start again, they will remember
that favour. Especially if you got something
wrong, but then corrected it. You can make it work
in your favour.

James Hocking: One thing we've seen in the
wholesale supply chain is that over the years we've
dealt with a number of smaller suppliers that have
been snapped up by larger companies and in every
case the level of customer service has dropped. It
suddenly goes to a centralised call centre, you have
a different rep and it’s often someone who doesn't
understand your business. Looking back, I really
like the service some of the smaller guys give, so
maybe some of the bigger guys should lock at that
service and learn from it. I like information, telling
me vintages have changed, what has moved on,
here is a suggested replacement, so I absolutely
know what I am getting.

DT: You are not necessarily told that by the
supplier, though, which is a big issue if they just
send out a new vintage.

Sam Barker: Having worked in restaurants and
now working supplying restaurants I hope I can
take what T learned on the other side and apply

it to what we do. For us at Wine Man what is
important, as we are quite small anyway, is the
support we offer — wine tastings, advice, help with
wine lists, food matching and training, because
if you want staff to sell then you have to help
train them.

JC: Transparency is really important,
between the producer and supplier and &
the supplier and customer. It's all
about relationships, about being
open. Every interim person has
to make a margin and if you
are going to have a long-
term relationship it is
important to understand
that everyone has to make
money. I don't want someone ;
selling to me to sell unprofitably
because two years down the line they ,54‘ .
won't be there,

When I am selling to a restaurant I will
say [ want to make 15%. It's as simple as that.
If it wants to push beyond that then T suggest it
goes somewhere else, because if we are not making
the margin we won't be here and won't be able to
provide the service, the support and training.

DT: Transparency should also be on the other
side of the relationship, with the producer, saying
what it expects to be selling at what margin,

and we should be able to constantly review the
relationship, to ensure that the producer isn't
going to start selling elsewhere or direct.

WC: The general theme today is all about
understanding relationships. You sell to people you
like and buy from people you like. ]
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