UK Wine Market Report 2025

Gaps in the UK Wine Market

The UK wine market presents a challenging but potentially rewarding landscape for new entrants.
Understanding the existing gaps and consumer trends is crucial for success. Here's a breakdown of key
areas where a new wine brand can make its mark.

Sustainability and Ethics

Consumers in the UK are increasingly seeking out sustainable and ethically produced products, and
wine is no exception. A growing awareness of climate change, the rise of veganism and vegetarianism,
and a general shift towards ethical consumerism are driving this trend 1. This presents a significant
opportunity for a new wine brand to differentiate itself by offering:

Certified Organic or Biodynamic Wines

These certifications assure consumers that the wine has been produced with
environmentally friendly practices, meeting strict standards for soil health, biodiversity.
and minimal use of synthetic chemicals.

Sustainably Grown Grapes

Even without official certifications, brands can highlight sustainable practices in their
@ vineyards, such as water conservation, responsible waste management, and the use of
renewable energy.

Fair Labor Practices

Consumers are increasingly concerned about the social impact of their purchases.
@ Emphasising fair wages, safe working conditions, and community support for vineyard
workers can resonate with ethically conscious consumers.




Low-Alcohol Options

The new alcohol duty regime in the UK favours lower-alcohol wines 2. Offering a range of
@ low-alcohol wines not only caters to health-conscious consumers but also aligns with
cost-conscious trends due fo the lower tax rates.

Alternative Wine Styles

While the UK market has traditionally favoured classic varieties like Cabernet Sauvignon, Merlot, and
Chardonnay, there's a growing infterest in alternative wine styles 1. This presents an opportunity for a
new brand fo capture the attention of adventurous wine drinkers with:

e Natural Wines: These wines are made with minimal intervention, often using organic or
biodynamic grapes, wild yeasts, and little to no added sulfites. They appeal to consumers seeking
a more authentic and less processed wine experience.

e Orange Wines: Produced by fermenting white grapes with their skins, orange wines offer a unique
flavour profile with more tannins and ftexture, appealing fo those seeking something different from

traditional whites.
e Pét-Nat Wines: Short for "pétillant naturel," these are naturally sparkling wines made using the
ancestral method, resulting in a lighter, often cloudy, and more rustic style compared to traditional

sparkling wines.

Innovation in Packaging and Marketing

The UK wine market is ripe for innovation in packaging and marketing. Moving beyond traditional glass
bottles and classic label designs can attract new consumers and enhance the brand experience. Here

are some areas to explore:

e Alternative Packaging: Canned wine offers convenience and portability, while bag-in-box wines
provide better value and longer shelf life. Lightweight glass bottles reduce environmental impact
and shipping costs.

e Creative Marketing: Leveraging social media, influencer collaborations, and experiential events
can create buzz and engage consumers in new ways. Storytelling around the brand's origins,
values, and winemaking philosophy can further enhance its appeal.

Market Overview

The UK wine market is a dynamic and complex landscape. Here's a closer look at its key characteristics:

Market Size and Growth

The UK boasts the fifth largest wine market globally, valued at approximately €15 billion in 2024 3. While
still wine holds the dominant share, sparkling wine has shown impressive growth, with sales increasing
by 187% since 2018 4. Notably, the growth of English and Welsh wine sales, with a 10% rise last year
reaching 8.8 million bottles, is bucking the trend of declining UK and global wine consumption 4. This
highlights the growing potential of the domestic wine sector.



Impact of Alcohol Duty

The UK's alcohol duty regime significantly impacts wine pricing. A new system introduced in August
2023 links duty to alcohol content—higher ABV means higher tax 5. While a temporary easement exists
for wines with 11.5% to 14.5% ABV, this is set to change in February 2025, potentially leading to price
increases for many wines. This presents both a challenge and an opportunity for new brands,
particularly those offering lower-alcohol options.

Alcohol (ABV) vs. Duty (ex-VAT)
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Distribution Channels

Supermarkets play a dominant role in the UK wine trade, with a growing emphasis on private labels
and bulk wine imports to reduce costs 6. This presents a challenge for new brands, but it also creates
an opportunity for those who can offer high-quality wines at competitive prices or differentiate
themselves through unique selling points.



Hypermarkets and Supermarkets The dominant channel, offering a wide range
of wines at various price points.

E-retailers Online platforms providing convenience and a
growing selection of wines.

Food and Drinks Specialists Independent retailers and specialty stores
offering curated selections and expert advice.

Convenience Stores Smaller stores offering a limited selection for
immediate consumption.

On-Trade Establishments Restaurants, bars, and pubs offering wine as
part of their beverage service.

Department Stores Larger retailers with dedicated wine sections,
often focusing on premium brands.

Consumer Trends

Despite the overall market growth, per capita wine consumption in the UK has been declining since
2007, with adults consuming an average of 19.6 liters each in 2023 2. This suggests a need for brands to
engage consumers in new ways and offer products that align with evolving preferences. Furthermore,
rising prices and the alcohol moderation trend are expected to pose challenges to the future growth of
the UK wine market 3.

Domestic Production

The UK wine industry is experiencing significant growth, with the number of vineyards surpassing 1,000
for the first time in 2023 and the number of wineries increasing to 221 7. This expansion is supported by
significant investment, with over £80 million invested in 2023 alone, bringing the total investment over
the past decade to almost £570 million 8.

Types of Wine in the UK Market

The UK wine market offers a diverse range of wines, catering to various tastes and preferences.

e Sparkling Wine: The UK has a growing reputation for high-quality sparkling wines, often produced
using the traditional method with Chardonnay, Pinot Noir, and Pinot Meunier grapes 9. English
sparkling wine, in particular, has seen a surge in popularity.

e White Wine: Popular white grape varieties include Chardonnay, Sauvignon Blanc, Pinot Grigio, and
Bacchus 10. There's also growing interest in aromatic varieties like Riesling and Albarifio.

e Red Wine: Merlot remains a popular choice, followed by Pinot Noir, Tempranillo, Malbec, Cabernet
Sauvignon, and Shiraz 12. Lighter-bodied reds and those with lower alcohol content are gaining



fraction.

e Rosé Wine: Rosé continues to be a popular choice, particularly during the summer months. English
rose wines are also gaining recognition.

e Fortified Wine: While facing challenges due to higher taxes, fortified wines like Port and Sherry still
have a dedicated following in the UK.

Wine Pricing in the UK Market

Understanding the price sensitivity of the UK wine market is crucial for new brands.

e Price Tiers: The market generally consists of three tiers: entry-level (around £5), premium (up to
£20), and super-premium (above £20) 13.

e Factors Influencing Price: Duty and VAT make up a significant portion of the retail price, followed by
shipping costs, retail markup, and winemaking costs 13. Supply and demand also play a role,
particularly for premium and super-premium wines.

e Consumer Behaviour: UK consumers are increasingly price-conscious, seeking value for money,
especially in the entry-level and premium segments 5.

Marketing and Advertising Regulations

Marketing alcoholic beverages in the UK is subject to strict regulations aimed at preventing
irresponsible consumption and protecting young people 14. These regulations prohibit linking alcohol
with:

e Seduction, sex, or social success
e Irresponsible, anti-social, tough, or daring behaviour
e Irresponsible serving practices

Advertisers must also ensure that their marketing materials do not appeal to children or encourage
excessive alcohol consumption.

Key Unique Selling Points for a New Wine Brand

To thrive in the competitive UK wine market, a new brand needs strong unique selling points that
resonate with consumers and differentiate it from the competition.

Strong Brand IdentityStrong Brand Identity

A memorable name, a distinctive logo, and a compelling brand story can capture
@ consumer attention and build brand loyalty. Examples include the playful branding of
"Barefoot" wines or the sophisticated image of "Cloudy Bay."

Clear Value Proposition

production, innovative winemaking techniques, a specific regional origin, or a

@ Communicate what makes the brand unique. This could be a focus on organic
commitment to social responsibility. For example, "The Vegan Vine" clearly targets a

specific consumer group.




Focus on Quality
High-quality wines, made from carefully selected grapes and produced with meticulous
attention to detail, are essential for long-term success.

Commitment to Sustainability

Highlighting sustainable practices throughout the production process, from vineyard o
bottle, appeals to environmentally conscious consumers. Brands like "When in Rome" have
successfully used sustainable packaging to differentiate themselves.

Competitive Price Point
Offer wines that provide good value for money, especially in the price-sensitive UK
market.

Strong Distribution Network
Secure distribution through various channels, including supermarkets, independent
retailers, online platforms, and on-trade establishments, to reach a wider audience.

Effective Marketing and Advertising
Utilise creative marketing strategies that comply with UK regulations to build brand
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awareness and engage consumers. Investing in staff training and providing expert advice
to customers can be a valuable USP, as demonstrated by Majestic Wine's focus on
expertise 15.

Conclusion

The UK wine market presents both challenges and opportunities for new entrants. By understanding
the market dynamics, consumer trends, and regulatory landscape, a new wine brand can position itself
for success. Key takeaways include:

e Capitalise on the growing demand for sustainable and ethically produced wines. Offer certified
organic or biodynamic options, highlight sustainable practices, and emphasise fair labor practices.

e Embrace alternative wine styles to cater to adventurous consumers. Explore natural wines, orange
wines, and pét-nat wines to stand out from traditional offerings.

e Innovate in packaging and marketing to enhance the brand experience. Consider alternative
packaging formats and utilise creative marketing strategies to engage consumers.

e Develop strong unique selling points to differentiate the brand. Focus on a clear brand identity, a
compelling value proposition, a commitment to quality and sustainability, and a competitive price
point.

By focusing on these key areas, a new wine brand can effectively navigate the UK wine market and
establish a strong presence in this competitive landscape.
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