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All aboard for sparking wine

Buoyed by steady growth in
global travel retail, leading
Champagne and sparkling
wine players eye the cruise
ship sector. Joe Bates reports
The Champagne and sparkling wine
category in global travel retail (GTR) saw
sales grow by 4.4% to total over 1.6m cases
in 2017, according to the IWSR. Suppliers
KLJKOLJKWWKHJURZLQJSRWHQWLDORIWKHLQȵLJKW
and cruise line pouring businesses and airport
retail sales continue to grow in Asia from a
ORZEDVH(XURSHUHPDLQVWKHGRPLQDQW

African lodges,” says Bottega. “The 20cl bottle
is very easy to handle and serve on board.
Moreover, it contains single servings, which is
the perfect quantity of wine for one consumer.”
Bottega says the company’s range of 20cl
premium Italian sparkling wines now extends
WR%RWWHJD*ROG%RWWHJD5RVH*ROGΖO9LQRGHL
3RHWL3URVHFFR'2&%UXWDQGΖO9LQRGHOOȇ$PRUH

duty-free market for the category, however.
Moët & Chandon, the market leader, enjoyed
an impressive year in 2017, posting sales of
206,100 cases, an increase of 5.2% on 2016. The
brand enjoys a 12.9% share of the Champagne
DQGVSDUNOLQJZLQHFDWHJRU\LQGXW\IUHH9HXYH
&OLFTXRWWKHRWKHU/90+RZQHGEUDQGLQWKH
top-ranked sparkling wines, placed third in
terms of sales, one spot lower than 2016, but
still enjoying growth of 4.5%.

Petalo Moscato. “When served on board trains
and aircrafts, our sparklers have given travellers
all over the world the opportunity to taste the
W\SLFDOZLQHRIWKH9HQHWRUHJLRQȋKHDGGV
“They are unique, versatile and modern, and
bring a touch of quality and genuineness in an
LQFUHDVLQJO\JOREDOLVHGEXVLQHVV/DVW\HDUZH
introduced some new packaging sets related to
these products – a two-bottle set, a four-bottle
set and an ice bag with four bottles.
“Since the beginning of 2018, Bottega has
ZRQȴYHQHZDLUOLQHOLVWLQJVEULQJLQJWKHWRWDO
number of listings to 32,” Bottega continues.
“Considering the business in general, the most
impressive growth is UK airlines for
the buy-on-board [segment] with
mini sparklers – the overall growth
(2017 compared to 2016) in the
duty-free and travel-retail business

Bottega moves into second place
Bottega prosecco moved up to second place
in the 2017 rankings with a 12.1% increase in
sales. Sandro Bottega, company founder and
owner, says the brand has enjoyed further 4%
growth in 2018. He says highlights for 2018
have been the continued strong performance
RIWKHȵDJVKLSZLQHV%RWWHJD*ROGDQG%RWWHJD
Rose Gold (particularly the growth of Bottega
*ROGȇVFOPLQLERWWOH DVZHOODVΖO9LQR
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Sweet success for Bottega
Bottega has also been
nominated for a Frontier
Award for a cross-category
gifting initiative released
last year in partnership with
6ZLVVFKRFRODWLHU/LQGW7KH
gold travel retail-exclusive gift

Free, Milan Malpensa airport and Argentina’s
Puerto Iguazú border store.
“The synergistic union between Swiss
Masterpieces Pralines and super-premium
prosecco Bottega Gold was a ‘perfect match’ on
both the taste side and the commercial aspect
that attracted and enthused travellers across the
world,” says Bottega. “The eye-catching crosscategory promotion has taken gifting to the
next level, and strengthened and emotionalised
the confectionery and liquor categories. It
succeeded at boosting non-promotional sales
and helped increase average transaction value
across duty-free outlets globally. At Dubai
Duty Free, in January and February 2018, sales
increased respectively 12% and 51% compared
to the same period of 2017,” he added. “We saw
similar performances in Beirut and Qatar.”
In Cannes this year Bottega will
XQYHLOΖO9LQRGHL3RHWL3URVHFFR
6XSHULRUH'2&*5LYHGL*XLDȊȆ5LYHȇ
is the local name by which
VSHFLȴFȆFUXVȇLQWKH'2&*DUHD
are named,” says Bottega.
“They are characterised by very
VWHHSVORSHVȂKHQFHVSHFLȴF
soil, microclimate and sun
exposure – and they produce
the highest-quality grapes for
prosecco. Guia is a hamlet in

▲

dell’Amore Moscato Petalo, a sweet sparkling
wine made from moscato grapes.
The 20cl bottle format is helping Bottega
WRJDLQJURXQGLQWKHJURZLQJLQȵLJKWEX\
on-board market. “Bottega minis have been
recently added by several other locations,
ranging from trains and aircraft, to Swiss
FDVLQRV HJ%DVHODQG/RFDUQR WR6RXWK

is 3.6%.”

pack featured a 75cl bottle of Bottega Gold and
DER[RI/LQGW6ZLVV0DVWHUSLHFHV3UDOLQHV7KH
gift box has been rolled out to locations such as
Dubai Duty Free, Qatar Duty Free, Bahrain Duty

Bottega Gold, here with a faux
leather bag, is performing well
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becoming the number-one choice of sparkling
wine for consumers.”

customers’ disposal as usual.” With regards

prosecco, but the long contact with the lees gives

Henkell/Freixenet tie-up

a high importance for the company, but that

this wine more depth and texture, balancing the

In August this year German wine group Henkell

cruise lines and airlines in Asia and the US also

sweet feeling from the residual sugar.”

have potential. The key focus for the company

Freixenet makes prosecco debut

& Co. acquired a 50% stake in Freixenet.
Commenting on the deal, Henkell & Co.
global international marketing & PR manager

Freixenet was one of the IWSR’s best-performing

9DQHVVD/HKPDQQVD\VȊ7KHH[WHQVLYHVWUDWHJLF

sparkling wines in duty free in 2017, growing over
20% in 2017 to total 131,600 cases, largely due to
the Spanish company’s move into the booming
prosecco category. Philippe Jamme, global travelretail sales manager for Freixenet, says: “Wine
– sparkling and still – remains a less developed
category in the GTR channel, but increasingly
retailers are seeing the opportunities and the
DGYDQWDJHVRIRHULQJDJOREDORHUUDWKHU

SDUWQHUVKLSRHUVFOHDUDGYDQWDJHVIRUERWK
FRPSDQLHV-RLQLQJIRUFHVZLOODOORZXVWREHQHȴW
from opportunities in the globally growing
sparkling wine industry even more. While both
companies operate internationally, they have
GLHUHQWUHJLRQDOVWUHQJWKV7RJHWKHU)UHL[HQHW
DQG+HQNHOO &RFDQRHUWKHLUFXVWRPHUV
global expertise and a unique range of top
sparkling wine and wine brands.

WKHKHDUWRIWKH'2&*GHQRPLQDWLRQDQG5LYH
di Guia is considered one of the most valuable
among the 42 Rive in the prosecco area. It is a dry

than GHVWLQDWLRQRUUHJLRQVSHFLȴF)UHL[HQHW

travel retail has been encouraging, driven both
by the reputation of the Freixenet name and
the popularity of prosecco generally, and we’ve
VHFXUHGOLVWLQJVZLWKNH\UHWDLOHUVLQ(XURSHWKH
0LGGOH(DVWDQG$VLDȋKHVD\V
Freixenet will unveil Freixenet Pinot Noir

108 September 2018 IWSR Magazine

/HKPDQQKLJKOLJKWVWKHVWURQJSHUIRUPDQFH
RIWKH+HQNHOO3LFFRORȴYHSDFNZKLFKFRQWDLQV
ȴYHFOERWWOHVȊΖWȇVDXQLTXHIRUPDWWKDWLV
perfect for all travellers as it remains within
the one-litre allowance and is a great gift at the
same time,” she says. “We also see a trend for
rosé sparkling wines and white bottles, so that
our Henkell Rosé and Henkell Blanc de Blancs,
in the white painted bottle, are successful at
airport shops.”

7KHSRSXODU+HQNHOO3LFFRORȴYHSDFNUHPDLQV
ZLWKLQWKHRQHOLWUHȵLJKWDOORZDQFH
“The extensive strategic partnership should
open up new markets and distribution channels
for both companies and promote long-term
JURZWKȋDGGV/HKPDQQȊ7KLVJUHDWO\UHLQIRUFHV
the long-term competitiveness of Henkell &
Co. and Freixenet, creating lasting value for
customers, employees and shareholders. In the
medium term, it is important to analyse all parts
within the businesses and align them with one
another as best as possible. In the long term, we
want to become the world’s leading sparkling
wine group and continue to grow.
“Now after the closing [of the deal], the
optimal alignment of the future cooperation
will be jointly developed in all markets. Both
companies will initially be managed separately.
In the next few months, we will discuss all topics
and open questions arising from the strategic
partnership with our customers personally.
The well-known duty-free managers [of both
companies] will of course continue to be at

TXDOLW\RIRXUSURGXFWVȋVD\V/HKPDQQ
“Moreover, promotions like buy-twoand-get-three, as well as percentage
discounts, work quite well. For all kind of
promotions, the timing and the selection
of the right product for the promotion
is important. For instance, we promote
riesling very strongly in springtime and
Henkell Rosé and Mangaroca Batida de
Côco [coconut liqueur] in summertime.”
In March this year a new packaging
design for Mionetto prosecco was unveiled. “At
the centre of the relaunch is the colour orange,
which embodies characteristics like vitality,
HPRWLRQDQGVWUHQJWKȋUHYHDOV/HKPDQQȊ7KH
stronger orange colour, a new label design
giving the word ‘Prosecco’ a stronger presence
on the front label, and a new brand logo
incorporating the two orange stripes – all this is
SDUWRIWKH2UDQJH&KRLFHȋ

Zonin success onboard cruise lines
Family owned Zonin, the Italian sparkling wine
brand, ranked sixth in the list of best-selling
sparkling wines in duty free in 2017, selling
64,000 cases, a slight increase of 0.4% on
the previous year. Alessandro Marchesan,
Zonin1821 export director, says the company’s
sparkling wines have performed “very well”
in 2018, gaining listings on airlines and cruise
VKLSVLQ1RUWKHUQ(XURSHDQGWKH86Ȋ:HDOVR
KDYHDVWURQJSUHVHQFHLQWKH8$(ZLWKVRPH
RIRXUȴQHVWZLQHVDQGLQ6UL/DQNDȋKHVD\V
Ȋ6RXWK(DVW$VLD7KDLODQGHVSHFLDOO\UHSUHVHQWV

▲

5RV«6SDUNOLQJDW&DQQHV/L]D0DGULJDO
Freixenet’s marketing director for GTR,
says the wine is the latest addition to the
company’s premium Italian range, and has
been exclusively created for GTR. “This is a highquality product range created via extensive
research into every aspect from the liquid itself
WRWKHSDFNDJLQJȋVKHVD\VȊ:HȇUHFRQȴGHQW
that this new product will bring us closer to

LQWUDYHOUHWDLOLVWKHȵDJVKLS+HQNHOOOLQHDQG
Mionetto prosecco.

Tastings are a key promotional tool for
Henkell. “It is essential that consumers
get the chance to taste the product and
convince themselves of the taste and the

has made good headway over the past few
years and 2017 was an excellent year for
us. 2018 is proving equally positive.
Ȋ:HDUHEXLOGLQJRXURHUWRPHHW
the needs of the channel with exclusivity,
innovation and improved packaging
for on-shelf appeal,” he adds. “We
work with many key retailers including
+HLQHPDQQ/DJDUGªUHDQG'XIU\DORQJ
with smaller regional operators and
distributors for certain areas within the
0LGGOH(DVWDQG$VLD
“For us, global travel retail remains a
development opportunity and our ambition is
two-fold – to grow our presence where we are
already listed, and to build new business. We
are experiencing double-digit growth in most
regions, mainly driven by Freixenet Prosecco
'2&*DQGRXUSUHPLXPVWLOOZLQHSRUWIROLRȋ
/DVW\HDUȇVODXQFKRI)UHL[HQHW3URVHFFR
'2&*LQGXW\IUHHZDVȊH[WUHPHO\VXFFHVVIXOȋ
according to Jamme. “The uptake in global

to Henkell’s own travel-retail business,
/HKPDQQVD\VWKDW(XURSHFRQWLQXHVWRKDYH
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a big opportunity for growth due to
WKHWUDɝFRIWKHELJDLUSRUWV>WKHUH@
(XURSHLQJHQHUDOLVVWLOODPDUNHWWKDW
we need to develop, and the Nordics
still have great potential. The US,
especially the cruise line business,
also represents a very important
focus for us.”
At Cannes, Zonin1821 will
be highlighting its Chilean Dos
Almas range, which originates
in three of the country’s
winemaking regions: Colchagua,
about 100 miles south of the
capital Santiago, Casablanca
in the west of the country, and
ȴQDOO\0DLSR&KLOHȇVPRVW
historic wine region. Among the
seven wines in the new range is Dos
Almas Brut, a sparkling chardonnay.
Ȋ2XUQHZVSDUNOLQJ'RV$OPDV%UXWKDVEHHQ
chosen by Silja Tallink… Dos Almas has also
been selected for the duty-free [channel] in Sri
/DQNDZKHUHZHKDYHDGHGLFDWHGGXW\IUHH
brand ambassador for the Zonin1821 portfolio,”
says Marchesan.

Accolade Wines sparkle in GTR
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of Arras. It was recently awarded ‘Best
Sparkling’ for the 2006 Rosé at the recent
annual Halliday Awards in Melbourne.
House of Arras was also the top
VSDUNOLQJEUDQGUHFHLYLQJȴYHRIWKH
seven highest points. The Rosé 2006,
%ODQFGH%ODQFV*UDQG9LQWDJH
(-&DUU/DWH'LVJRUJHG
and the Museum Release Blanc de
Blancs 2001 all received 97 points.

Juarez also highlights the travel-retail
potential of Nicolas Feuillatte’s recent
DQQRXQFHPHQWLWLVWREHFRPHWKHRɝFLDO
Champagne supplier for touring troupe
Cirque du Soleil’s upcoming North American
URDGVKRZȊ2XUH[FOXVLYHFRQWUDFWZLWK
&LUTXHGX6ROHLOLQ1RUWK$PHULFDGHȴQLWHO\
opens new opportunities. We are historically
very strong in the US market and it is our
QXPEHURQHSULRULW\1LFRODVb)HXLOODWWHDQG
Cirque du Soleil will attract a new generation
and a new type of consumers with whom we
share the same value – enchanting life!

House of Arras’ wines are
méthode traditionnelle, with wines
aged between three and 10 years.
“The House of Arras range is well
distributed in Australian duty free
and can be found in Sydney,
Melbourne, Brisbane and Perth airports,” says
)LUEDQNȊ%UXW(OLWHDQG*UDQG9LQWDJH:LQHV
have the broadest distribution, but are well
supported in Sydney, Brisbane and Perth

“The Cirque du Soleil 20-months’ roadshow
throughout the US and Canada will also see
a wide audience frequently commuting by air
WRWKHGLHUHQWYHQXHVȋKHDGGVȊ7KHVHDUH
SRWHQWLDOȵ\HUVRQȵLJKWVZKHUH1LFRODVb)HXLOODWWH
LVSRXUHG3DOPHVGȇ2URQ$PHULFDQ
[Airlines]; Grand Cru Blanc de Noirs 2008 on
United [Airlines], to name just a few.”
(FKRLQJWKHWKRXJKWVRIRWKHUOHDGLQJ
Champagne houses, Juarez highlights the

DLUSRUWVZLWKWKH(-&DUU/DWH'LVJRUJHG5RV«
and Blanc de Blanc expressions.”

growing importance of the cruise channel. “We
are performing really well with Seabourn in the
&DULEEHDQDQGLQ(XURSHDVZHOOZLWK06&ȋ
he reveals. “It’s a captive audience, ideal for
RQERDUGFRQVXPSWLRQEDUVRQGLHUHQWGHFNV
UHVWDXUDQWVDQGHQWHUWDLQPHQWb7KHUHLVDKXJH
increase in cruise trips around the world – and
there is still lots of room for Champagne while
FUXLVLQJbΖWȇVWKHSHUIHFWPDWFKȋ

Nicolas Feuillatte joins the circus
Nicolas Feuillatte, the third-ranked Champagne
in duty free, is currently enjoying double-digit
growth in the channel, according to managing
director Christophe Juarez. “The cruise line
category has been particularly dynamic during
WKHȴUVWKDOIRIEXWDLUOLQHVVWLOOUHSUHVHQW
the lion’s share of our travel-retail business
worldwide. We are happy to report that we’ve
enrolled new listings this year with ANA,
-$//$7$07KRPDV&RRNDQG$LU$XVWUDOȋ
(XURSHLVȊKXJHȋIRU1LFRODV)HXLOODWWHȇV
duty-free business, according to Juarez, with
the brand accounting for 10% of French
travel retailer Aelia’s Champagne sales. He
VD\VPDMRU(XURSHDQKXEVVXFKDV3DULV
Charles de Gaulle, Amsterdam Schiphol,
)UDQNIXUWDQG/RQGRQ+HDWKURZDUHYLWDO
shop windows for the brand and will be
the recipients of more investment in the
years to come.
(OVHZKHUHWKHFRPSDQ\
KDVLGHQWLȴHG'XEDL'XW\)UHH
and Abu Dhabi Duty Free as
important duty-free sales
locations. Nicolas Feuillatte is now
listed as a pouring Champagne
onboard Singapore Airlines, ANA
DQG-$/Ȋ$VLD3DFLȴFLVH[FLWLQJDQG
developing,” Juarez says.

Cruise “priority” for Pommery
Myriam Renard, senior international sales
GLUHFWRUbJOREDOGXW\IUHHDQGWUDYHOUHWDLO
GLUHFWRUDW9UDQNHQ3RPPHU\0RQRSROH
says 2018 has been a year of good
growth for the company. “I am happy
to report strong and consistent growth
of our activities in the cruise line channel,
which is a strategic priority for us. We have
VRPHVLJQLȴFDQWVKLS&KDPSDJQHOLVWLQJV
onboard luxury major cruise lines in the
86DQGLQ(XURSHVXFKDV6LOYHUVHD78Ζ
DQG2FHDQLD
Ȋ9UDQNHQ3RPPHU\0RQRSROH
has a strong presence in the
KRVSLWDOLW\LQGXVWU\:HDUHRɝFLDO
SDUWQHUVRI5HODLV &K¤WHDX[
WKH/HDGLQJ+RWHOVRIWKH:RUOG
AccorHotels International, as
well as the official Champagne
▲

$FFRODGH:LQHVȇ'D/XFDSURVHFFRVXSSRUWHG
now by a rosé variant, also had a strong year in
travel retail in 2017. The forward momentum
has carried into 2018, according to Rupert
Firbank, commercial director GTR. “We have
carried out tastings in key airports and terminals
around the UK and have built some really
premium-looking in-store displays,” he reveals.
Ȋ7KURXJKWDVWLQJVDQGVWDWUDLQLQJZHNQRZ
WKDWERWKSDVVHQJHUVDQGVWDHQMR\WKHWDVWH
DQGKDYHEHFRPHDGYRFDWHV'D/XFDSURVHFFR
is also available in a considerable number
of on-trade outlets in the UK, which helps to
cultivate recognition. Prosecco is still growing
in the UK, but it is getting more expensive,” he
argues. “At the same time, Champagne is also
more expensive, so there is still a large gap for
VSDUNOLQJZLQHWRȴOODQGVDWLVI\GHPDQGDWWKH
SULFHSRLQWVZKLFK'D/XFDUHSUHVHQWVȋ
'D/XFDDOVRKDVQXPHURXVPDLQODQG
(XURSHDQDQG0LGGOH(DVWHUQOLVWLQJVLQFOXGLQJ
2VOR6WDYDQJDU%HUJHQ.ULVWLDQVDQG
Trondheim, Copenhagen, Hamburg, Qatar,
Sharjah, Muscat and Hyderabad airports, as well
as NAAFI military shops, and listings onboard
IHUU\OLQHVVXFKDV')'6DQG6P\ULO/LQHȋ
Accolade’s broad sparkling portfolio also
includes the Tasmanian wine brand House

Sparkling chardonnay Dos Almas Brut, part
of Zonin1821’s Chilean Dos Almas range

Accolade Wines’ Da Luca prosecco is
now supported by this rosé variant
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of the Ȇ%RFXVHGȇ2UȇFRPSHWLWLRQFUHDWHG
by the famous French Chef Paul Bocuse to
promote French cuisine. This expertise is highly

listing with SAS. Gosset is famous for its
OLPLWHGHGLWLRQFXY«HVVXFKDVWKHȵDJVKLS

regarded by the luxury cruise lines whose

highlights the launch this year of the nonYLQWDJH([WUD%UXWZKLFKKHVD\VKDVDQ

FXY«H*UDQGH5«VHUYHEXW9HUGX]LHUDOVR

customers are familiar with the most exclusive

ȊDSHULWLISURȴOHȋȊΖWRHUVDQLFHSRXULQJ
option for cruise lines,” he says.

fine-dining outlets worldwide.”
The company’s performance in the airport
channel is slightly better than last year, according
WR5HQDUG7KHNH\(XURSHDQPDUNHWLVVWDEOH

&U«PDQWWRȴOOGXW\IUHHSULFHJDS"

she reports, while Asia is showing sustained

Wine industry veteran Barry Geoghegan is

growth from a still small base. “Historically, we
enjoy a strong presence in South America, which
UHȵHFWVWKHVWUHQJWKRIRXU3RPPHU\EUDQGLQ
WKLVUHJLRQȋVD\V5HQDUGȊ2XUSHUIRUPDQFHV
there are above last year so far. Pommery Royal
Blue Sky has been one of our major successes
in the airport channel sustained by a strong
programme of activations.”
Pommery Blue Sky, which is meant to be
drunk over ice, is one of a number of new
SURGXFWV9UDQNHQ3RPPHU\0RQRSROHLV
promoting in duty-free last year, along with
9UDQNHQ%UXW1DWXUHDGRVDJHZLQH
/RXLV3RPPHU\86$WKHFRPSDQ\ȇVVSDUNOLQJ
&DOLIRUQLDQZLQHDQGWKHMXVWODXQFKHG/RXLV
3RPPHU\(QJODQGDVSDUNOLQJZLQHPDGHIURP
pinot noir and pinot meunier grapes from the
(QJOLVKFRXQW\RI+DPSVKLUH
7KHLQȴJKWVHFWRUUHPDLQVLPSRUWDQWIRU
9UDQNHQ3RPPHU\0RQRSROH5HQDUGVD\VȊ$LU
)UDQFH4DWDU$LUZD\VDQG/XIWKDQVDDUHDPRQJ

co-owner of Duty Free Global, a joint-venture
travel-retail distributor with brands such as
Tito’s, Corralejo tequila and Paul Sapin in its
portfolio. The company has recently been
working with Grand Chais de France (GCF),
France’s second-largest wine company, to
GHYHORSDUDQJHRIȴQH)UHQFKZLQHVH[FOXVLYHO\
for the travel-retail channel.
In the course of the project, Geoghegan had
talks with several of the top 10 duty-free retailers
DQGWKH\FRQȴUPHGWKHUHZDVDPDUNHGJDSLQ
WKHFXUUHQWVSDUNOLQJZLQHRHULQWKHȜȜ
($39-$78) price bracket. “The cava houses and
WKHSURVHFFRSHRSOHKDYHWULHGWRȴOORXWWKH
mid-price point gap, but between €15 ($19.50)
DQGȜ  LVWKHLUSULFHȴJKWLQJDUHDȋ
Geoghegan says operators have tried
XQVXFFHVVIXOO\WRȴOOWKHJDSZLWKVXSHU
SUHPLXPSURVHFFR'2&*Ȋ7KHUHLVGHȴQLWHO\D
consumer reluctance to pay more for prosecco
and cava…” he says. “The consumer is prepared

our regular customers. The high-tech production
capacities of our group and our strong supply
capacity are key for us to supply major
international airlines, for which the quality of the
product, but also the supply chain performance
and the reactivity are essential. [Quarter-bottle
OLQH@323ZDVDOVRVHOHFWHGE\-221WKHEUDQG
new [airline] company from Air France, our
TXDUWHU>323@ERWWOHPDWFKLQJSHUIHFWO\WKH
trendy, innovative concept of the company.”
$W&DQQHV9UDQNHQ3RPPHU\0RQRSROH
will show buyers a new cuvée from Pommery,
Pommery Apanage Blanc de Blancs, a 100%
chardonnay from the northern region of the
Montagne de Reims and the hills of Nogent
/ȇ$EEHVVH7KHVXJDUOHVV3RPPHU\&XY«H
/RXLVH1DWXUHZLOOEHDQRWKHUIRFXV

'UDSSLHUȴQGVLQȵLJKWVXFFHVV
The duty-free shelves are still dominated by
the big Champagne houses, but according to
family owned Champagne Drappier, which is
represented in duty free by UK-based travelretail distributor Red Zero 7, buyers are becoming
more receptive to listing smaller marques. A
112 September 2018 IWSR Magazine

Pommery Pop has had success in the airport
channel with duty-free activations
Drappier spokesperson says: “Consumers ask
to know more about the Champagnes they buy,
their interest in organic wine and sustainability is
growing. However, this trend, which has already
PDVVLYHO\DHFWHGWKHWUDGLWLRQDOFKDQQHOVLV\HW
to penetrate the duty-free market completely.
7KHODWWHULVVWLOOKHDYLO\LQȵXHQFHGE\PDUNHWLQJ
and large players, who own their own dutyfree retailers. But their openness to welcome a
&KDPSDJQHOLNH'UDSSLHULVGHȴQLWHO\DVLJQIRU
the future of the category.”
Drappier is distributed in more than 100
FRXQWULHVZRUOGZLGH2QWKHEDFNRIWKLVEURDG
distribution, Drappier and Red Zero 7 have
managed to add business class listings from
4DWDU$LUZD\V$HURȵRWDQG$LU&KLQDLQWR
add to existing listings onboard Air France and
Air Canada.
Ȋ2XUGRPHVWLFGLVWULEXWLRQDQGRXURQERDUG
presence have then caught the attention of
duty-free retailers,” says the spokesperson.
“We have developed several partnerships that
include DFS, Mado [in Mauritius] and, more
UHFHQWO\WKHKLJKO\VHOHFWLYHZLQHVKRSVRI/H
Clos, in Dubai [airport].”
Meanwhile, high-end Gosset, the oldest
Champagne house, founded in 1584, has
recorded solid travel-retail growth over the
past three years, according to director of
LQWHUQDWLRQDOEXVLQHVV%HUWUDQG9HUGX]LHU+H
says this is largely as a result of a number of
LQȵLJKWOLVWLQJV$VLD3DFLȴFLVWKHPDLQGULYHURI
GXW\IUHHJURZWKIRUWKHKRXVHEXW9HUGX]LHU
VD\V(XURSHDOVRRHUVJRRGSRWHQWLDOWKH
EUDQGUHFHQWO\KDYLQJSLFNHGXSDPDMRULQȵLJKW

to pay top dollar on Champagne because it’s
top quality and they are prepared to pay a
more modest price for a fun sparkling category.
The only thing is, how do we bridge this gap?
Retailers told me it will have to be French;
unique to travel retail and méthode champenoise,
even if it’s not from Champagne.”
7RȴOOWKLVJDS'XW\)UHH*OREDOKDVZRUNHG
with GCF to create a new brand, Perle Crémant
D’Alsace, which comes in two variants, Noire
and Rosé, presented in black and pink bottles
respectively. Geoghegan describes the
SDFNDJLQJDVȊIXQN\ȋȊ:HVKRZHGR3HUOH
DW6LQJDSRUH>7):$$VLD3DFLȴFH[KLELWLRQ@ȋ
KHVD\VȊ:HȇYHDOUHDG\JRWLWRQVKHOILQ/RWWH
Duty Free and King Power in Thailand, and the
early results are very positive.”
Duty Free Global and GCF’s creation of a
sparkling wine exclusively for GTR is a bold
move. If successful, it could meet what is a
clearly a pressing need among operators
for a super-premium sparkling wine brand
positioned above cava and prosecco, but below
Champagne, which can meet their margin
needs and appeal to travellers. Q

