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1.0 SUMMARY 

The purpose of this study is to investigate the role of wine agencies within the UK 

multiple off trade (MOT) and assess what their role is likely to be in the future. 

 

The research questions are: 

• What percentage of wine agencies’ turnover comes from the MOT? 

• What is the current role of wine agencies within the MOT? 

• Is this role changing and, if so, how and why?  

• What is the role likely to be in the future?  

 

The paths taken to answer these questions are a review of existing literature on 

intermediaries, preliminary interviews and surveys of both agencies and retailers. 

The preliminary interviews offer qualitative data and inform the questions asked in 

the surveys. The surveys offer an opportunity for quantitative analysis and 

comparisons of the results drawn from agencies and retailers. The interviews and 

surveys gather data for the 2011 – 2015 period and estimates for the future. 

 

The study’s key findings are twofold: the role of wine agencies has changed from that 

of being a supplier of producer brands to being a sourcing arm for the MOT, and 

agencies must add value to the MOT via a range of services, in order to maintain or 

grow their business with them.  
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2.0 INTRODUCTION 

Wine agencies started to develop 30 to 40 years ago. This was the period when the 

UK wine trade changed from a market dominated by breweries, which owned wine 

outlets, to one with specialist wine chains and supermarkets that sold wine. This 

development and increasing UK wine consumption provided the starting point for 

wine agencies. 

 

Over time, wine agencies have evolved from having one pricing and product 

approach covering all segments of the market, to having differentiated ranges and 

pricing for different channels and, most recently, to acting as a sourcing arm for the 

supermarkets. In the last four to five years, accentuated changes in the market, 

increased retailer competition, pressure on pricing and agencies going into 

administration and being taken over have forced agencies to evolve further. This 

challenging situation was acknowledged by managing directors of large agencies in 

press interviews at the beginning of 2015 and in the preliminary interviews conducted 

for this study (2016 interviews: David Gleave MW; Robin Copestick).  

 

Although wine agencies are of a significant commercial importance to the UK market 

(according to Plimsoll and Companies House there are more than 10 agencies with 

above £50 million turnover), there is no known research specifically addressing their 

role, nor the role they fulfil in relation to the MOT. Given the market share of the 

MOT, over 85% by volume (Nielsen, July 2015), the present research is justified.  

 

This study will offer clear guidance to agencies on the current role they must fulfill 

and how that role may evolve in the future. Additionally, as the UK is one of the 
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world’s largest wine consuming countries, forecasted at 12.9 M.hl in 2015 (OIV, 2016 

report), a better understanding of the agency/retail relationship will offer invaluable 

information to producers assessing export opportunities.  

 

There is no agreed definition of a wine agency within either the literature or the UK 

trade. In the UK, the terms ‘agent’ and ‘importer’ are used almost interchangeably, 

whereas in many markets an agent refers to ‘somebody working on commission’ 

while an importer refers to ‘a company which buys and sells’ (Jon Pepper MW, 2015, 

Presentation at Master of Wine Seminar). This lack of clarity is reflected in trade 

directories (The Drinks Business, Harpers Wine & Spirit) and reports from 

Companies House. During personal communication (May 2014), Andrew Reed, 

Managing Director Events and Exhibitions, acknowledged that William Reed were 

looking to create an agreed definition as the industry was lacking one.  

 

For the purpose of this Research Paper, the definition of an agency is a UK-based 

company with a turnover of more than £1million, whose main objective is to import 

and sell more than two producers’ wines to the UK trade. The minimum turnover has 

been set in order to capture agencies of a size likely to sell to the MOT. The criteria 

of selling more than two producers’ wines, is to exclude companies that act as 

subsidiaries of one producer, solely selling their wine. 

 

The definition of the MOT is a UK-based wine retailer with more than 10 stores. 
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3.0 LITERATURE REVIEW 

To provide background and context to the study, a review was conducted of the 

existing literature on intermediaries in wine and other industries, the history of wine 

distribution in the UK, the history and evolution of UK wine agencies and the current 

challenges they face when selling to the MOT.  

 

3.1 Literature on Intermediaries 

The global wine trade has increased since 2000. Total wine exports by volume of all 

countries have increased from 15% of production in 2000 to 38% of production in 

2015. (OIV 2012, 2016 reports).  

 

Both Hussain et al. (2007) and Anderson, K. and Norman (2001) conclude that a 

globalisation of markets necessitates reorganisation of the distribution channel and 

make reference to wine intermediaries. Wineries deal with multiple export markets 

and multiple channels in each and cannot have sufficient expertise in all the key 

channels in each market. It can be concluded that appointing an intermediary would 

offer local expertise. However, according to Clive Donaldson (2016, interview), the 

globalisation of the wine industry has made it easier to do business with producers 

directly, as nowadays many producers have a global view. Additionally, he said, the 

improvement in logistics and transport has simplified sourcing directly from 

producers. 

 

The wine industry is known to be very fragmented at producer level and is the least 

concentrated of all the beverage industries in terms of brands. According to the 2015 

The Power 100 (Intangible Business consultancy, www.drinkspowerbrands) there are 
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only 14 still wine brands in the Top 100, with no wine being in the Top 10 brands. 

This fragmentation of the industry justifies the role of intermediaries as they act as a 

filter and identify suitable producers and wines for export markets and channel of 

distribution. However, Laura Jewell MW (2015, interview), stated that larger 

producers have export departments and technical teams that are suited to working 

directly with MOT, without the need for intermediaries.  

 

Outside of the wine industry, Adida et al. (2014, pg 24 – 25) address the role of 

intermediaries while looking at the joint impact of horizontal and vertical competition. 

The study identifies that the ‘right balance of horizontal and vertical competition can 

entirely offset the double marginalization effect caused by the existence of an 

additional tier of intermediaries, and thus lead to supply chain efficiency.’ According 

to Wu et al. (2004) the use of intermediaries reduces transactional costs by pooling 

and diversifying risk, lowering costs of matching and searching and alleviating 

adverse selection. However, according to Anderson, J. C. and Narus (1998, pg 53 – 

65), it is not sufficient that intermediaries can reduce the cost of exchange and 

transaction, because ‘changing the price does not change the value’: intermediaries 

need to add value to their products. 

 

The tea and coffee industries were examined as specific examples of other global 

trades using intermediaries. According to Paul Ettinger, co-founder of Caffe Nero 

(2015, pers comm.), the coffee industry, similarly to wine, spans small producers and 

large industrial farms, across diverse growing regions. Where they differ is that coffee 

is mostly treated as a commodity, albeit one with a degree of specialization, in that 

the beans are graded by origin, size, taste profile and quality. The coffee beans are 
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imported into the UK by intermediaries as green beans; once roasted, the life span of 

the coffee is significantly reduced. Ettinger identified a trend towards bypassing 

intermediaries and purchasing at source, for traceability and provenance. This is, 

however, a trend that has started from a very small base and is likely to remain 

niche, as intermediaries fulfill a significant role of keeping the beans fresh, until they 

are ready for sale. 

 

Regarding tea, Sinclair le Geyt, Business Development Executive at Birchall Tea 

(2015, pers comm.), said that tea is mainly treated as a commodity and, because of 

its cross-regional blending process, intermediaries are used. Additionally, the whole 

tea market is concentrated in a couple of auctions (Colombo, Sri Lanka and 

Mombasa, Kenya) where tea is sold to bulk traders, then blended to buyers’ 

specifications. (http://www.eatta.com/the-mombasa-tea-auction). Similar to coffee, 

there is a small trend towards traceability and terroir influence but sourcing is still 

achieved through centralized auctions. This distribution model is a decisive factor in 

limiting retailers from sourcing directly from producers. Intermediaries have the 

function of creating the final product by blending to specifications. Additionally, they 

buy in bulk, so are likely to get a more competitive price than the individual retailers 

would receive. 

 

Literature on intermediaries clearly highlights the roles that the modern intermediary 

needs to fulfill: offer local expertise to producers, reduce complexity in the supply 

chain, reduce costs and provide services that benefit the end retailer. 
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3.2 History of Wine Distribution in the UK 

The year 1860 was a turning point in the UK wine trade. William Gladstone 

overhauled the Treaty of Commerce and passed a bill which started the process of 

allowing wine to be consumed by the population beyond the elite. At that point, 

breweries controlled production and distribution – they owned pubs and retail outlets 

in a tied house system – and therefore had a monopoly over the wine trade. The bill 

‘laid the legislative ground for the modern system of off licences’ (Nicholls, 2011, pg 

3) and allowed off trade retailers to get licences to sell wine freely. Specialist chains 

such as Victoria Wine and Gilbey’s were established. ‘Wine consumption increased 

enormously after 1860, over ten times as much French wine was imported in 1880 as 

had been in 1850, inaugurating what some called the era of cheap Gladstone claret' 

(Nicholls, 2011, pg 3). 

 

Another turning point for wine distribution in the UK was the 1961 Licensing Act 

which allowed off licences to be open throughout the day. This resulted in 

supermarkets starting to develop their wine ranges. Breweries, which still controlled 

the market, initially functioned as intermediaries. They sourced wine from outside the 

UK, imported it in bulk and bottled it for their own brands and supermarket brands.  

 

In 1973, the UK joined the Common Market, which eliminated import taxes, simplified 

import procedures and opened access and opportunities to a wide variety of 

producers. Additionally, in the late 70s and early 80s, wine writing became popular 

and supermarkets realised they could use wine as a quality reference in order to 

increase overall sales (Angela Muir 2016, pers comm.). This further encouraged the 

development of the supermarket wine ranges. Muir, who was formerly buyer for 
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brewer Grants of St James’s, explained that in the 1980s supermarkets realised that 

brewers were too close to their type of business and pricing structure. This resulted 

in supermarkets starting to source wine from independent bottlers instead. 

 

3.3 History and Evolution of UK Wine Agencies  

During the 1970s and 1980s there were two types of wine agency: those selling to all 

distribution sectors, such as Mentzendorff, Enotria and Boutinot, and those 

exclusively buying for supermarkets.  

 

Gleave (2015, interview) discussed the role of the agencies selling to all sectors, 

commenting that 30 years ago, agencies focused on their own objectives as opposed 

to those of producers. They had no differentiated channel strategy for the wines in 

their portfolios and simply sold all products to all channels at one price.  

 

Mike Paul (2015, pers comm.) said that agencies specifically set up for sourcing wine 

for the supermarkets acted as an extension of the retailer’s buying department and 

were totally dependent on the volume sold to them. This was a dangerous position to 

be in as they did not own brands. Examples of such agencies, which in the end 

proved unsuccessful, include Western Wines, D&D and Thierry’s.  

 

At retail level, supermarkets focused initially on their own labels. In the early 1980s, 

about 90% of the wine range in Sainsbury’s was own label, with only a few brands 

(Mateus Rosé, Blue Nun) and some brewer-owned brands, (Allan Cheesman, 2015, 

pers comm.). Many of the wines were generic and not producer branded (Chianti, 

Rioja) and were bottled in the UK. During the 1980s a significant increase in wine 
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consumption occurred. As a proportion of total alcohol consumption, wine grew from 

just over 10% in 1980 to 20% in 1990. Wine consumption was six litres per capita in 

1980s and increased to 12 litres in 1990s (Anderson, K., 2004, pg 127 – 128). This 

increase in consumption encouraged supermarkets to import a wider variety of 

producer brands, beyond own label.  

 

Gleave (2015, interview) described how in the 1990s agencies started developing 

channel distribution strategies and became interpreters for their producers. They 

started to advise producers on where to distribute their wines and how to understand 

the market.  

 

3.4 Current Challenges When Selling to the MOT 

Over time, agencies have had to adapt their market approach and most recently, an 

increasingly competitive retail environment in a mature market added further 

pressure. According to Nielsen (12 months to March 28th, 2015), while UK total off 

trade alcohol sales increased 1% in volume and value, still wine volume decreased 

3%. Since 2011, total wine volumes dropped 14% in the off trade and 10.5% in the 

on trade. Additionally, huge duty increases (+30% exc. vat increase in duty per bottle 

of wine from 2008 till 2015, according to WSTA, www.wsta.co.uk), placed pressure 

on intermediary margins when retailers needed to maintain key price points. This 

resulted in significant challenges and industry consolidation amongst agencies, with 

examples being Kingsland taking over Bottle Green, Bibendum taking over PLB, 

Enotria taking over Coe Vintners and Berry Brothers & Rudd taking over Richards 

Walford. 
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In order to survive, agencies have had adapt to these conditions. Andrew Bewes, 

Managing Director of Hallgarten (Harpers Wine & Spirit Interview, 2015) stated that 

the company changed focus from a sales to a service strategy and mentioned data 

insights and competitive analysis, bulk shipping and specific wine blends for 

customers. He also discussed the development of above entry-level agency brands. 

Michael Saunders, Managing Director of Bibendum (Harpers Wine & Spirit Interview, 

2015) said ‘the industry has changed out of all recognition in the past five years… 

wine is clearly not enough, so we had to develop a range of skills and services that 

support our customers.’ He discussed data and market insights, channel-specific 

ranging and customer-segmentation analysis. 

 

The MOT are facing increasing competition from the discounters Lidl and Aldi. Their 

combined market share grew from 5% in 2012 to 10% of the British grocery market in 

2015 (Kantar Worldpanel results, 12 weeks to 8th November 2015). Low overheads 

enable the discounters to maintain low prices, adding pressure on prices in the rest 

of the market. This results in the MOT looking for avenues of reducing costs. 

‘Everyone is watching costs’ said the head of buying of one major supermarket 

(2015, pers comm.). This raises questions about the role and place of the 

intermediary.  

 

In order to adapt to market challenges, the MOT has been focusing on own and 

exclusive retailer brands to give customers a point of difference and less opportunity 

to cross reference pricing. In the agency survey of the Off Licence News Wine Report 

2013, 72% of suppliers reported an upsurge in demand for own label and 84.6% said 

they were being asked for exclusive brands. According to suppliers surveyed by Off 
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Licence News in 2014, many retailer own and excusive labels are now viewed as 

brands in their own right.  

 

Regarding branded wines, the agreement is they are losing market share. As stated 

in the Top 10 UK wine brands report (Nielsen, 12 months to November 11th 2014) six 

out of 10 brands have decreased in volume versus the previous year and five out of 

10 have decreased in value. The decrease in listings of branded wines is likely to 

affect the relationship agencies have with the producers they represent.  

 

Another result of the challenging environment has been the MOT reducing the 

number of SKUs in their ranges. This was supported by two MOT buyers. This 

reduction in the MOT ranges represents a challenge for agencies selling to the MOT.  
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4.0 METHODOLOGY 

The databases of agencies and MOT were created following consultation and cross 

referencing of Harpers Wine & Spirit and Drinks Business trade directories, the 

London Wine Fair catalogue, the databases of Plimsoll, Credit Safe and Companies 

House. On this basis, 83 agencies and 27 MOT were identified as the research 

populations for the study. 

 

Interviews 

Semi-structured interviews with key senior members of the trade from both agencies 

and MOT were carried out either face-to-face or by telephone. The interviewees 

represented agencies with a variety of turnovers (from sub £5 million turnover to 

above £100 million) and included multiple grocers and specialist MOT, in order to 

offer a balanced view of the market.  

 

The interviews covered the areas of enquiry of the research and allowed the 

interviewees to speak widely on the areas of discussion. 

 

The full interview framework can be found in Appendices 2 (MOT) and 3 (agencies) 

and a list of interviewees in Appendices 4 (MOT) and 5 (agencies). 

 

There were 10 interviews with agencies and nine with the MOT. 
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Surveys  

Two surveys were created, one for agencies and one for retailers. The questions in 

the two surveys were phrased in such a way as to address the same topic, in order to 

allow for comparison of answers. 

 

The questions addressed the role of agencies over the 2011 – 2015 period and 

asked for estimates of their role in the future, in the following areas: 

 

Turnover 

• Percentage of wine agencies’ turnover that is represented by the MOT 

Range 

• Size of portfolio sold to the MOT 

• Type of brands: retailer own, exclusive brands, agency brands, producer 

brands 

• Role of agencies in developing the retailers’ range 

Pricing 

• Retail position of the wines sold to the MOT 

• Annual cost reviews 

• Percentage margin trend 

Promotions 

• Involvement in price promotions  

• Importance of price promotions 

Services 

• Services offered by agencies, logistical and other (i.e. winemaking, label 

development, market insights) 
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• Importance of these services to the retailers 

• How these services are managed and costs accounted for by the MOT, when 

sourcing is done directly from producers, rather than via agencies 

 

The level of satisfaction of the trading relationship between the agencies and MOT 

was surveyed but not analysed. It was believed that MOT would not purchase stock 

from those agencies unless they were satisfied with them. This was supported during 

interviews by two of the MOT, Direct Wines and Tesco. 

 

The full survey text can be found in Appendices 6 (agencies) and 7 (MOT) and a list 

of respondents in Appendices 8 (agencies) and 9 (MOT). 

 

The surveys were created via Survey Monkey and each targeted respondent 

(directors, buyers, marketers) was sent a personalised email with a link to the survey. 

This option was preferred over an automated email generated by Survey Monkey as 

it was concluded that a personalised email would increase the rate of return to the 

questionnaire. 

 

There were 51 agency surveys returned. This is statistically representative of the 

total population, within a 10% margin of error and 95% confidence rate. The 

respondents represented a diverse and representative sample of agencies by 

turnover category. 

 

There were 17 retailer surveys returned. This is statistically representative of the total 

population with a 15% margin of error at a confidence rate of 95%. The higher margin 
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of error and therefore lower number of respondents reached is justified by the 

significant market relevance of the MOT surveyed. Additionally, the companies 

represented by the responses account for more than 80% of the UK market share by 

volume. (Nielsen, July 2015). Although the MOT survey findings are directional in 

statistical terms, due to the market relevance of the respondents, the two survey 

results will be compared. 

 

In the analysis all percentages will be quoted to zero decimal places. 

 

Methodological limitations 

The UK trade has been in an accentuated phase of change in the last 12 months with 

various acquisitions taking place at both retail and agency level. Additionally, there 

has been significant press and trade focus on the supermarkets and their pricing and 

promotional models and on the growing market share of the discounters. One of the 

limitations of this paper is that some companies may have changed strategies while it 

was being finalised. Nevertheless, it is hoped that this pace of change in the industry 

further highlights the importance of analysing this sector of the trade. 

 

Another limitation is the complexity of the agencies’ model, some are owned by their 

principals but also have agency business, some are independent and fully practise 

the agency model, some are privately owned and some are owned by shareholders. 

These different types of agencies have different objectives and act differently towards 

the MOT. The current study only categorises the agencies by turnover, in order to get 

an overview of the market by size of agency. There is an opportunity for further 

research looking at the outcomes on the basis of different agency types. 
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The recent news regarding the UK leaving the European Union will have an impact 

on the UK economy and will influence the financial stability of businesses and 

consumer spending. This is an additional factor to consider in the challenges the 

MOT and agencies face and will have an impact on the dynamics of their 

relationship. However, this challenge was not existent at the time of the methodology 

being run and therefore will not form part of the analysis. It is nevertheless 

acknowledged that it will influence the future relationship between agencies and 

MOT. 
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5.0 RESULTS AND ANALYSIS 

The findings of the interviews and surveys from both agencies and MOT will be 

analysed together and will be organised by research questions and area of enquiry. 

 

Table 1. Agency survey responses by agency wine turnover (51/51 responses) 

 

The response percentages by agency size are in line with the percentages by agency 

size of the total population. This indicates that £1 million to £5 million and £10 million 

to £50 million categories are most significant amongst the total agency population. 

 

5.1 Agencies’ Turnover with the MOT 

Quantitative data demonstrates that larger agencies have a higher level of business 

(expressed as percentage of turnover) with the MOT than the smaller agencies. 

 

Table 2. Agencies’ business with the MOT by agency size (51/51 responses) 

Agency size Percentage of turnover 

with MOT*

Respondents per 

category

£1 million to £5 million 34% 22

£5 million to £10 million 31% 6

£10 million to £50 million 51% 16

£50 million to £100 million 70% 2

Above £100 million 57% 5  

* mean average of percentages within the specific category 

Agency size Respondents per 

category

Response percent

£1 million to £5 million 22 43%

£5 million to £10 million 6 12%

£10 million to £50 million 16 31%

£50 million to £100 million 2 4%

Above £100 million 5 10%
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Table 2 indicates that agencies with above £10 million turnover have more than 50% 

of their turnover with the MOT and therefore the business with the MOT will have a 

significant impact on the agency business. The majority of MOT interviewees stated 

that larger agencies are more suited for sourcing wine for own and exclusive brands 

for them due to their size and economies of scale. This is likely to deliver high 

volumes and sales and hence the trend towards the larger the agency, the higher 

percentage of the turnover with the MOT. 

 

Chart 1 MOT’s business with agencies by MOT respondent (17/17 responses) 

 
 

Chart 1 indicates that the MOT’s business with agencies ranges from 10% to 90% 

with 11 respondents stating 50% or above. This level of business coupled with the 

relatively high percentages in Table 2 point to the fact that agencies currently are a 

significant part of the MOT business.  
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Chart 2. Changes in agencies’ business with MOT 2011 – 2015 (51/51 responses); 

Changes in MOT’s business with agencies 2011 – 2015 (17/17 responses) 

 
 

Chart 2 indicates that majority of agencies stated an increase (52%) whereas the 

majority of MOT stated a decrease (59%) in their level of business with each other. 

This may be explained through a contracting agency market and the remaining or 

surviving agents getting a larger market share. Total still wine sales have decreased 

14% by volume during 2011 to 2015 (Nielsen, 12 months to March 28th 2015). With 

the MOT representing the largest proportion of the market, it is reasonable to 

conclude that the MOT business has decreased. Therefore some of the agencies 

have increased business with the MOT in a period of decline for the retailers.  

 

All MOT that reported a decrease (10 respondents) stated that establishing more 

direct producer relationships and bypassing intermediaries was the main reason. 

Forty percent of them said this was done to increase margin or reduce cost. 
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Chart 3. Changes in agencies’ business with MOT 2011 – 2015 by agency size 

(51/51 responses) 

 
 

Chart 3 demonstrates that agencies with sub £10 million and above £100 million 

turnover have stated most growth. It may be reasonable to conclude that the bigger 

the agency, the easier it is to grow business with the MOT. However, this does not 

explain the growth amongst smaller agencies. Qualitative data gathered during the 

retailer interviews informs on this. Five of nine MOT interviewees suggested that the 

reason some smaller wine agencies have done well with them is because they 

provide unique specialised knowledge and access to exclusive producers.  

 

The £10 million to £50 million and £50 million to £100 million agencies, although they 

stated significant increases, also had the highest percentages amongst all categories 

stating a decrease. Ten of 14 agencies that stated a decrease said this was due to 

the company’s focus on other channels. Only two answered that it was due to retailer 

range consolidation or a challenging environment. This low number of agencies 

admitting loss of business due to retailer range consolidation is likely to be due to 

bias in answers amongst agencies.  
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The findings of the survey point to a challenging environment for agencies as the 

MOT are bypassing intermediaries in order to reduce costs.  

 

Chart 4. Agencies’ future plans regarding business with the MOT (51/51 responses) 

 

 

Chart 5. MOT’s future plans regarding business with agencies (17/17 responses) 

 

As per Charts 4 and 5, the majority of agencies (52%) and MOT (71%) stated plans 

to maintain the percentage of turnover with each other. This suggests a 

fundamentally stable relationship that would be healthy for the sector. However, there 

is a discrepancy regarding plans to increase the level of business. Thirty-eight 

percent of agencies stated plans to increase business with the MOT but no MOT 

stated this. Instead, 29% of MOT stated plans to decrease business with agencies. 

This data indicates a future of increased competition amongst agencies. Those 
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agencies looking to grow or even maintain business with the MOT will need to offer 

added value or a strong reason as to why MOT would do business with them. 

 

Data by agency size points to smaller agencies planning to grow business with the 

MOT whereas larger agencies are planning to maintain or even decrease it. 

 

Table 3. Agencies’ future plans regarding business with the MOT, by agency size 

(51/51 responses) 

Agency size To increase To maintain To decrease Respondents per 

category

£1 million to £5 million 50% 46% 4% 22

£5 million to £10 million 50% 50% 0% 6

£10 million to £50 million 25% 63% 12% 16

£50 million to £100 million 0% 50% 50% 2

Above £100 million 20% 60% 20% 5  

Table 3 indicates that sub £10 million agencies are planning to maintain or grow the 

business with the MOT, whereas the above £10 million ones are planning to maintain 

or decrease it. The above £10 million agencies have more than 50% of their turnover 

with the MOT (Table 2). The above data implies they plan a more balanced 

distribution channel and less dependence on the MOT.  
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5.2 Role of Wine Agencies in the MOT 

The results from the preliminary interviews showed a consensus that the traditional 

model of wine agency to present retailers with a selection of wines from various 

producers is not applicable anymore. According to Gleave (2015, interview) and 

Hawes (2015, interview) agencies must add value to justify their existence. Three 

MOT interviewees stated that they are challenging the use of agencies, not just in 

commercial terms, but also by questioning the added value they bring through 

offered services, technical, winemaking, logistics and other support (MOT respondent 

names removed)  

 

Overall, data from the interviews makes it clear that the research needs to identify 

the key areas in which agencies are adding value and how they do so. 
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5.2.1 Range 

Size of the range sold to the MOT 

The quantitative research demonstrates that agencies are selling a small selection of 

their range (expressed as percentage of the total number of SKUs) to the MOT and 

that more than half of the MOT is buying more than 50% of their range via agencies.  

 

Chart 6. Agencies’ range with the MOT (51/51 responses); MOT’s range with the 

agencies (17/17 responses) 

 
 

As indicated in Chart 6, an overwhelming majority of agency respondents (72%) 

stated that zero to 25% of their range is sold to the MOT. The number of wines sold 

to the MOT is small in comparison to the percentage of turnover that this generates. 

This suggests that most business is concentrated in a small number of lines with 

large volumes being sold. 

 

In comparison, the MOT responses are more widely spread, with the greatest 

percentage (35%) stating that more than 75% of the range is sourced via agencies. 

This is a large proportion of the range and data from the interviews suggested this 
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may be due to premium listings. According to Jewell (2015, interview) and one other 

respondent, fine wines are being sourced via agencies because small, regular orders 

are needed and agencies hold UK stock and deliver mixed pallets.  

 

Chart 7. Changes in the agencies’ range sold to the MOT (51/51 responses); 

Changes in the MOT’s range sourced via agencies (17/17 responses) 2011 – 2015 

 
 

Chart 7 shows a contradiction between the agency and MOT responses, with 33% of 

agencies stating an increase and 53% of MOT stating a decrease in the range with 

each other. Similar to the discrepancy in turnover trends, the surviving agencies in 

the market may have picked up extra listings due to the contracting agency market. 

Additionally, there may have been a bias in the agencies’ answers. 
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Table 4. Changes in the agencies’ range sold to the MOT 2011 – 2015 by agency 

size (51/51 responses) 

 

Data in Table 4 shows that sub £10 million agencies had high percentages of 

respondents stating an increase, whereas the above £10 million agencies had high 

percentages of respondents stating a decrease in the range sold to the MOT. 

When comparing this data to the turnover trend, the sub £10 million categories have 

increased both turnover and range. The above £100 million turnover agencies have 

increased turnover but decreased range. 

 

This suggests the largest agencies have done more business with the MOT but with 

fewer SKUs and that the MOT have diversified their ranges by adding listings from 

the smaller agencies. This supports the argument put forward by several retailers 

during the interviews that smaller agencies offer more specialist knowledge and 

exclusive producers and hence they diversify their range with more premium listings 

from those agencies.  

 

Regarding the £10 million to £50 million and £50 million to £100 million agencies, 

there is no clear trend amongst respondents. The findings on size of range are a mix 

of decrease and maintenance of range, along with some increase (19% of the £10 

million to £50 million category respondents). There is clearly a mix of agencies 

increasing business and even listings with the MOT and agencies losing business 

Agency size Increased Stayed the same Decreased Respondents per 

category

£1 million to £5 million 46% 50% 4% 22

£5 million to £10 million 67% 16% 17% 6

£10 million to £50 million 19% 37% 44% 16

£50 million to £100 million 0% 50% 50% 2

Above £100 million 0% 60% 40% 5
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and listings. However, as indicated in Table 3, some of the respondents in these 

categories are planning to increase business with the MOT (25% of respondents in 

the £10 million to £50 million category). The above findings indicate they need a 

strong and clear proposal to the MOT in order to succeed. 

 

Type of brands sold to the MOT 

Data from the preliminary interviews point to a clear increase in retailer own and 

exclusive brands, a clear decrease in producer brands and a modest increase in 

agency brands. 

 

Of the 10 agency interviewees, eight stated an increase in selling retailer own or 

exclusive brands to the MOT. Data from the MOT interviews highlights an overall 

increase in these brands as a market necessity, due to competition amongst retailers 

and pressure on prices.  

 

Regarding producer brands, three MOT (33% of MOT interviewees) and five 

agencies (50% of agency interviewees) indicated a decrease in listings of producer 

brands. A senior account manager of one of the largest agencies (above £100 million 

turnover), who preferred to remain anonymous, said there is a polarisation of the 

market between exclusive brands, buyers own brand and very strong large brands, 

who tend to have direct relationships with retailers, such as Champagne houses, 

Gallo and McGuigan. This leaves the producer brands in the middle with limited 

space for listings in the MOT. According to Agency respondent name removed (2016, 

interview) traditional producer brands are now being challenged due to the success 

of exclusive labels, such as Ogio (Tesco) or Modelli (Sainsbury’s). From its launch in 
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2006, Ogio has extended to currently six listings under the brand name, 

demonstrating the category’s growth.  

 

Regarding agency brands, two agencies stated that their commercial importance only 

grows if they become ‘recognised’ brands. They need to be ‘proven’ first in other 

distribution channels before being accepted as listings in the MOT (Agency 

Respondent 2015, interview; Agency Respondent 2015, interview). Such examples 

are I Heart, owned by Copestick Murray and Most Wanted owned by Off Piste. Both 

have several wines under the same brand, with the I Heart Prosecco being 

particularly successful. According to Nielsen statistics (12 weeks to January 10th 

2016) it is the largest Prosecco brand in the impulse sector. 

 

The data in the surveys also point to an increase in own and exclusive retailer brands 

but there are discrepancies in answers regarding producer and agency brands. 

Due to a relatively high number of respondents selecting N/A, the data has been 

tested as to whether the results would differ if the N/A responses were removed. The 

percentages of responses have been recalculated, excluding the N/A figures, and the 

results pointed to the same trends. 

 

Table 5. Agencies’ listings with MOT by type of brand 2011 – 2015 (51/51 responses) 

Answer options Increased Stayed the same Decreased N/A

Retailer own label 55% 10% 8% 27%

Retailer exclusive label 56% 15% 6% 23%

Producer brands 44% 29% 21% 6%

Agency owned brands 40% 19% 10% 31%  
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Table 6. MOT’s listings from agencies by type of brand 2011 – 2015 (17/17 

responses) 

Answer options Increased Stayed the same Decreased N/A

Retailer own label 29% 24% 12% 35%

Retailer exclusive label 35% 18% 29% 18%

Producer brands 6% 35% 47% 12%

Agency owned brands 24% 41% 24% 12%  

According to data in Tables 5 and 6, both agencies and MOT stated there has been 

an increase in retail own and exclusive brands.  

 

Regarding producer brands, 44% of agencies stated an increase (which contradicts 

data from interviews) whereas 47% of MOT stated a decrease in listings with the 

MOT. It is likely there is a bias in the agency answers. An acknowledgement of 

listings of producer brands decreasing can reduce producers’ confidence in the UK 

market and consequently these producers might invest in other export markets 

instead of the UK. This would ultimately affect the agency’s business, hence their 

likely bias. 

 

Regarding agency brands, 40% of agencies stated an increase whereas 41% of 

MOT said they stayed the same. However, 24% of MOT stated an increase, which is 

a higher percentage than the one stating an increase for producer brands. This data 

suggests there may be a modest opportunity for agency brands. However, 31% of 

agencies stated N/A regarding agency brands, suggesting a missed opportunity. 
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Regarding future plans, the agencies stated a desire to increase all listings whereas 

the MOT had a more varied range of responses. 

 

Table 7. Agencies’ plans regarding listings with MOT by type of brands (51/51 

responses) 

Answer options Increase Maintain Decrease N/A

Retailer own label 50% 21% 2% 27%

Retailer exclusive label 56% 23% 6% 15%

Producer brands 61% 25% 10% 4%

Agency owned brands 60% 11% 0% 29%  

 

Table 8. MOT’s plans regarding listings with agencies by type of brands (17/17 

responses) 

Answer options Increase Maintain Decrease N/A

Retailer own label 12% 29% 18% 41%

Retailer exclusive label 35% 23% 24% 18%

Producer brands 0% 47% 35% 18%

Agency owned brands 12% 47% 23% 18%  

Agencies stated plans to increase retailer own or exclusive brands (over 50% of 

respondents). The MOT highlighted exclusive brands as being the top priority to 

increase in the future (35% of respondents) and own label being maintained. Given 

this, it is surprising to note high numbers of agencies not planning to offer these 

brand categories in the future. Data from interviews suggests a possible reason. One 

agency, which had just started to supply retailer own and exclusive labels, 

highlighted the challenges of having to manage dry goods and maintain stock 

reserves, which ultimately tie up finances. This indicates a level of investment above 

that for producer brands and hence why some agencies do not supply them. 
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Regarding producer brands, there is a discrepancy in answers between agencies 

and MOT. Sixty-one percent of agencies stated plans to increase but no MOT stated 

this. Additionally, the highest percentage of MOT responses stating plans to 

decrease was with regards to producer brands (35% respondents). Producer brands 

are important for agencies as they bring investment into the market and add brand 

equity, hence agencies would want to increase these listings.  

 

In terms of agency brands, 60% of agencies stated plans to increase and 47% of 

MOT stated plans to maintain. There were 12% of MOT respondents that stated 

plans to increase. There is therefore an opportunity for future listings of agency 

brands and perhaps to make up for some of the loss of listings at producer brand 

level. 

 

Agencies’ involvement in developing the MOT’s range 

Although currently agencies and MOT agree that ‘sometimes’ the agencies get 

involved in new product development, in the future, the MOT stated that they would 

like this to be ‘often’. 

 

Table 9. Frequency with which agencies get involved in new product development for 

the MOT (51/51 responses) 

Answer options Agency responses MOT responses

Never 12% 0%

Sometimes 46% 71%

Often 23% 23%

Very often 19% 6%  
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Table 10. Frequency with which MOT would like agencies to get involved in new 

product development (17/17 responses) 

Answer options Response percent

Never 6%

Sometimes 35%

Often 53%

Very often 6%  

Table 9 indicates agreement between agencies and MOT, both stating ‘sometimes’ 

as the highest percentage. However, Table 10 indicates that, when asked how often 

the MOT would like for agencies to get involved in new product development, the 

majority stated ‘often’. The reason given by the MOT respondents was that agencies 

‘have expertise and knowledge of the market’. Product development has a cost 

attached to it so perhaps MOT wanting the agencies to get more involved is one way 

of keeping costs down and having the agencies invest into the process instead.  

Nevertheless, there is an opportunity for agencies to develop this if they plan to 

increase business with the MOT. 
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5.2.2 Pricing 

Retail position of the wines sold to the MOT 

As stated by 67% of the MOT interviewees, they are reducing the number of listings 

with agencies at the entry-level price point. Due to the increase in costs, duty and 

variances in exchange rates, coupled with the pressure on prices, the MOT cannot 

justify paying for the margin of an intermediary in the cost of the wine. Still wine duty 

(5% – 15% abv) increased from £1.57 in 2008 to £2.05 in 2015. This decrease in 

entry-level listings is further supported by the data in the surveys.  

 

Chart 8. Changes in agencies’ listings with MOT by price points 2011 – 2015 (51/51 

responses) 
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Chart 9. Changes in MOT’s listings with agencies by price points 2011 – 2015 (17/17 

responses) 

 
 

Data in Charts 8 and 9 clearly state that the listings in the sub £6 price bracket have 

decreased (55% of agency and 71% of MOT respondents).  

 

There is a disconnect in responses regarding the above £6 to £10 category, with 

67% of agencies stating an increase and 47% of MOT stating a decrease. This mid-

tier range has been highlighted in interviews as being filled with retailer own and 

exclusive brands at the expense of producer brands. Therefore it is likely that those 

agencies that offered own or exclusive brands would have benefited from additional 

listings. Additionally, it may be that MOT have switched supply of those wines away 

from agencies and that this tier is in danger of losing further listings with agencies. 

 

There is some momentum for the above £10 to £15 and above £15 listings, with 

lower percentages of respondents stating a decrease. This modest trend towards 

higher priced wines sourced via agencies is consistent with data from interviews. 

MOT has diversified the range with more premium listings sourced from agencies, 
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due to UK stock availability via smaller and more regular orders. This results in 

supply chain efficiency at MOT level. 

 

Regarding perceived value added at each price point, the agency data is weighted 

towards ‘very good’ and ‘good’ (except the sub £6 category) whereas the MOT data 

is weighted towards ‘fair’ and ‘poor’.  

 

Table 11. Agency response on how much value agencies add to wines in specific 

price brackets (51/51 responses) 

Answer options Very good value Good value Fair value Poor value

Sub £6 22% 28% 35% 15%

Above £6 to £10 58% 33% 9% 0%

Above £10 to £15 50% 46% 4% 0%

Above £15 39% 48% 11% 2%  

 

Table 12. MOT response regarding how much value agencies add to wines in the 

specific price brackets (17/17 responses) 

Answer options Very good value Good value Fair value Poor value

Sub £6 6% 6% 47% 41%

Above £6 to £10 0% 29% 53% 18%

Above £10 to £15 6% 41% 29% 24%

Above £15 18% 23% 47% 12%  

As per Tables 11 and 12, the sub £6 price bracket has the highest percent combined 

of ‘fair’ and ‘poor’ value answers (50% of agency and 88% of MOT responses). This 

supports the data on the trend in reduced listings. 

 

There is a discrepancy in the agency and MOT answers on the perceived added 

value of the above £6 to £10 price bracket. Ninety one percent of agencies stated 

‘very good’ or ‘good’, when responses are combined, and only 29% of MOT stated 
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‘good’ (no MOT stated ‘very good’). There may be a bias in agency responses from 

admitting that they add ‘poor’ or ‘fair’ value to listings (apart from the entry-level ones) 

and a bias in MOT responses of always looking for better value from their suppliers. 

Nevertheless, these findings coupled with a decrease in listings of this category (47% 

of MOT respondents, as per Chart 9) suggest that the category is in danger of losing 

further listings. 

 

The highest percentage bracket as identified by the MOT as ‘good’ value was the 

above £10 to £15 price bracket (41% of respondents). The above £15 price bracket 

had the highest percentage of MOT that stated ‘very good’ value (18%). The above 

£10 wines have had a modest increase in listings as per Charts 8 and 9 and, coupled 

with the more positive results on perceived value, suggests an area of growth that 

can be exploited by the agencies. 

 

Annual cost reviews 

Chart 10. Agency response on perceived level of satisfaction of the MOT on annual 

cost reviews (51/51 responses) 
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Chart 11. MOT response on level of satisfaction of agencies’ annual cost reviews 

(17/17 responses) 

 

Regarding the management of annual cost reviews, 86% of the agencies consider 

that the MOT are either ‘satisfied’ or ‘very satisfied’ with them. The same category of 

answers for the MOT is however only 35%, with no MOT choosing ‘very satisfied’. 

The majority of the MOT stated neutral, ‘neither satisfied nor dissatisfied’. There were 

18% of the MOT that stated they were ‘dissatisfied’. Two of the MOT respondents 

who selected ‘dissatisfied’ commented that the cost increases are above market 

trends. 

 

Although there is likely to be a bias amongst the agency responses, the data shows a 

disconnect in how agencies think the way they manage costs is perceived and how 

the MOT actually perceives it. It is also acknowledged that the data obtained from 

this question is skewed through the fact that the MOT would not deal with agencies if 

they did not think they were managing costs appropriately. Therefore if the question 

had been asked in relation to agencies in general (not the ones the MOT are trading 

with) the answers may have been different. 
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Percentage margin trend 

The questions related to the percentage margin trend and price promotions did not 

obtain all responses due to sensitivity of data. Since the full statistical significance 

was not met, answers will be treated as directional. 

 

Agencies clearly indicated a decrease in margin whereas the MOT stated a mixed 

result.  

 

Table 13. Changes in the agencies’ percentage margin with MOT 2011 – 2015 

(46/51 responses) 

Answer options Response percent

Increased 2%

Stayed the same 28%

Decreased 70%  

 

Table 14. Changes in MOT’s percentage margin with agencies 2011 – 2015 (14/17 

responses) 

Answer options Response percent

Increased 28%

Stayed the same 36%

Decreased 36%  

Regarding percentage margin, 70% of agencies and 36% of MOT stated a decrease. 

This is explained by the challenging market conditions, intense competition and 

therefore pressure on pricing at retail level, which were given as reasons by both 

agencies and MOT. Two agency respondents specifically mentioned the discounters 

adding pressure on the rest of the market to maintain lower prices. 
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Table 15. Changes in agencies’ percentage margin with MOT by agency size 2011 – 

2015 (49/51 responses) 

 

Table 15 indicates that all agencies stated a decrease in percentage margin with the 

MOT and that the above £10 million agencies stated this in the highest percentages. 

The sub £10 million agencies, although mainly stated a decrease, also pointed to 

margin being maintained.  

 

Agency findings on turnover trend (Chart 3) and range trend (Table 4), coupled with 

margin trend (Table 15) suggest two business approaches to the MOT, one for the 

smaller agencies, sub £10 million and one for the largest ones, above £100 million. 

The above £100 million agencies increased percentage of turnover with the MOT but 

maintained or decreased number of listings. This, coupled with a decrease in 

percentage margin, suggests they are doing more volume of the same listings, with a 

lower percentage margin. 

 

The sub £10 million agencies increased percentage turnover with the MOT, 

increased number of listings and maintained some of the percentage margin with the 

MOT. This data points to a healthy growth for these categories.  

 

 

Agency size Increased Stayed the same Decreased Respondents per 

category

£1 million to £5 million 4% 35% 61% 22

£5 million to £10 million 0% 50% 50% 6

£10 million to £50 million 0% 20% 80% 15

£50 million to £100 million 0% 0% 100% 2

Above £100 million 0% 0% 100% 4
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Table 16. Changes in agencies’ percentage margin with other channels, by agency 

size 2011 – 2015 (49/51 responses) 

Answer options Response percent

Increased 32%

Stayed the same 48%

Decreased 20%  

 

Table 17. Changes in MOT’s percentage margin on wines not bought via agencies 

2011 – 2015 (15/17 responses) 

Answer options Response percent

Increased 40%

Stayed the same 40%

Decreased 20%  

The survey data on agencies’ percentage margin with other channels point to a 

healthier trend than the one with the MOT. There were 32% of agency respondents 

that stated an increase in the percentage margin with other channels and only 2% 

that stated an increase with the MOT. Similarly, the MOT indicated more positive 

responses regarding listings with other channels. There were 40% of MOT 

respondents that stated an increase in the percentage margin with other channels 

and 28% that stated an increase with agencies.  

 

However, percentage margin cannot be taken in isolation, as agencies may state a 

higher margin with other channels but the volumes sold are smaller (Table 2 shows 

high percentages of the agencies’ business with the MOT). Additionally, an agent’s 

gross margin will be impacted by size and product mix. Similarly, MOT may state 

higher margin with other sources, but the internal costs of covering the services that 

agencies provide may be higher. 
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Currency variation 

Information from the interviews clearly indicated that MOT mainly ship ex-cellars 

when using an agency and get invoiced in the local currency. Currency was in the 

scope of the original Research Paper Proposal, but following this clear data from 

interviews, it was decided not to explore it any further. 
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5.2.3 Promotions 

Importance of price promotions 

During the interviews the respondents agreed that promotions are important. 

According to Agency respondent (2015, interview) they increase sales, consumer 

trial and recruitment. Hawes also stated there is a trend towards more volume being 

sold on basic price promotions but commented on the Every Day Low Pricing of the 

discounters. He questioned whether this model may reverse the discounting trend in 

the future. 

 

Data from surveys also indicates that price promotions are important but points to 

plans towards a decrease in the future. 

 

Chart 12. Agency and MOT responses regarding the importance of price promotions 

(47/51 agency responses; 17/17 MOT responses)  

 
 

As per Chart 12, the surveys support the information from the interviews and both 

agencies and MOT stated that price promotions are important or very important. 
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Chart 13. Agency’s future preference in terms of number of price promotions with the 

MOT (51/51 responses) and MOT’s future plans on number of price promotions with 

the agencies (15/17 responses) 

 
 

Although the findings point to price promotions being important or very important, 

there are high percentages of respondents that stated plans to decrease the number 

of price promotions in the future (39% of agencies and 40% of MOT). Qualitative data 

from the MOT interviews pointed to the potential influence of the successful Every 

Day Low Pricing of the discounters and suggested this may reduce the number of 

price promotions in the future. 

 

Involvement in price promotions 

Seventy percent of the agency interviewees discussed a move towards net net 

pricing, with the retailer having increased control of the promotional calendar. The 

term net net pricing has been agreed in interviews to be a final cost of the wine given 

to the MOT, without any other retrospective support as a result of price promotions. 

This model provides the MOT full control over price promotions. However, three 

agencies stated that they lose control of the regularity and type of promotions and 
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therefore are likely to sell less volume. The loss of control of agencies leads to a 

subsequent dilution of their role as an agent in managing their producers in the 

market. This is why they are not supportive of net net pricing. 

 

Table 18. Agency response on trend in agencies’ influence on price promotions with 

the MOT 2011–2015 (51/51 responses) 

Answer options Present 4 years ago

1 (least control) 16% 16%

2 22% 22%

3 45% 31%

4 16% 31%

5 (most control) 1% 0%  

 

Table 19. MOT response on trend in agencies’ influence on price promotions 2011–

2015 (17/17 responses) 

Answer options Present 4 years ago

1 (least control) 20% 13%

2 27% 7%

3 40% 47%

4 13% 33%

5 (most control) 0% 0%  

There is a discrepancy in answers with regards to the level of influence agencies 

currently have over price promotions in the MOT. Agencies stated a higher level of 

control than the MOT did, with 17% of agencies stating combined level 5 (most 

control) and 4 and only 13% of MOT stating this. Additionally 38% of agencies stated 

combined level 1 (least control) and 2 and 47% of MOT stated this. This indicates 

that agencies consider they have a higher level of influence than they actually do. 

 

Regarding the 2011 – 2015 period the agencies’ responses point to a trend towards 

level 3 of control whereas the MOT responses point to a trend towards levels 1 and 
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2. This suggests a clear decrease in agencies’ level of influence over the price 

promotions in the MOT and a higher level of control of the MOT. 

 

The primary reason given by the MOT for the high level of control required was that, 

given that the market is very competitive, they need to be in full control of the ways 

they might need to react. 
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5.2.4 Services 

Another area to address when discussing the role of wine agencies in the MOT are 

services, which were mentioned in both literature review and interviews. Every single 

interviewee stated that agencies have a more significant role in services now than 

they did in the past. Quantitative data also indicates an overall increase in the use of 

all services offered by agencies to the MOT. The findings also point to the frequency 

with which each service is being used and how important it is to the MOT. 

 

Logistical services 

Chart 14. Comparison 2011 versus 2015 on frequency with which agencies use 

logistical services with the MOT (51/ 51 responses) 

 
 

Chart 14 states that the number of agencies that selected ‘often’ for logistical 

services increased from 25% to 38% over the period of analysis, pointing to an 

increase in the use of logistical services. 
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Chart 15. Agency response on frequency of use of each logistical service when 

dealing with the MOT (51/51 responses); data labels shown for ‘Often 

 
 

Chart 16. MOT response on level of importance of each logistical service fulfilled by 

agencies (17/17 responses); data labels shown for ‘Very important’ and ‘Important’ 

 
 

Chart 15 demonstrates that the highest percentages of agency respondents selecting 

‘often’ for frequency of use are forecasting replenishment of stock (65%), monitoring 

reserves of UK stock (57%) and holding UK stock (41%). In Chart 16 the highest 

combined MOT responses for ‘important’ and ‘very important’ are forecasting 
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replenishment of stock (83%), monitoring reserves of UK stock (83%) and 

consolidated deliveries (82%). The survey data indicates that agencies and MOT are 

in agreement about two of the top three most used/important logistical services. 

These types of services suggest the importance of supply chain efficiency and 

pressure on retailers’ costs in a very competitive market. 

 

There is a discrepancy between answers regarding consolidated deliveries. This 

service featured in the top three services for the MOT (of almost equal importance as 

the other two) but was positioned fourth by agencies. During the preliminary 

interviews MOT Respondent (2015, interview) specifically mentioned consolidated 

deliveries being a key service that the retailer needs when dealing with agencies. 

This service maximises transport rates for deliveries and represents a cost saving for 

the retailer. There is therefore an opportunity for agencies to increase the use of this 

service when dealing with the MOT.  
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Other services 

Other services include market insights, winemaking, quality assurance, back office 

support and label development. 

 

Chart 17. Comparison 2011 versus 2015 on frequency with which agencies use other 

services with the MOT (51/ 51 responses)  

 
 

Chart 17 states that the number of agencies that selected ‘often’ for other services 

increased from 27% to 37% over the period of analysis, pointing to an increase in the 

use of other services. 
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Chart 18. Agency response on frequency of use of each service when dealing with 

the MOT (51/51 responses); data labels shown for ‘Often 

 
 

Chart 19. MOT response on level of importance of each service fulfilled by agencies 

(17/17 responses); data labels shown for ‘Very important’ and ‘Important’ 

 
 

Chart 18 demonstrates that the highest percentages of agency respondents selecting 

‘often’ for frequency of use are back office support (76%), winemaking skills and 

quality assurance (46%) and label development (35%). In Chart 19 the highest 

combined MOT responses for ‘important’ and ‘very important’ are back office support 
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(100%), winemaking skills and quality assurance (89%) and label development 

(88%). The survey data indicates that agencies and MOT are in agreement about the 

top three most used/important services. The back office support is clearly very 

important to the MOT and has been discussed during the preliminary interviews by 

both agencies and retailers. The reason for its importance is that there are complex 

and lengthy documents that need filling in for the MOT listings and therefore if the 

service if fulfilled appropriately, it saves the retailer time. The winemaking skills, 

quality assurance and label development are important as a result of the increased 

focus on own and exclusive brands.  

 

These services have a cost attached to them. Back office support is likely to be time 

consuming and needs additional manpower. Winemaking skills either require the 

employment of a winemaker or paying for the services of a consultant winemaker. 

Label development requires internal or external designer services. An increase in 

these specific services suggests an increase in the costs of dealing with the MOT. 

 

There is a discrepancy in agency and MOT answers regarding market insights. A 

high percentage of the MOT selected it as ‘important’ or ‘very important’ (combined 

answers of 82%) and is the fourth service by level of importance for the MOT. 

However, this service was only in the fifth place in the agencies’ answers, which was 

a surprising result given that 70% of agency interviewees mentioned them. There is 

therefore an opportunity for agencies to add value to the MOT by increasing the 

provision of market insights.  
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Costs of services 

Agency survey findings point to a clear increase in resources when servicing the 

MOT in the 2011 – 2015 period. 

 

Table 20. Agency response on trend in the level of resources used when servicing 

the MOT 2011 – 2015 (51/51 responses) 

Answer options Increased Stayed the same Decreased

Manpower 61% 31% 8%

Time 78% 14% 8%

Finances 71% 23% 6%  

 

Table 21. MOT response on trend in the level of resources agencies use when 

servicing the MOT 2011 – 2015 (16/17 responses) 

Answer options Increased Stayed the same Decreased

Manpower 38% 31% 31%

Time 44% 19% 37%

Finances 27% 33% 40%  

There were 78% of agency respondents who reported an increase in the resource 

‘time’, 71% who reported an increase in ‘finances’ and 61% who reported an increase 

in ‘manpower’.  

 

Over the same period, the MOT responses differ by comparison. Less than one half 

(44%) of MOT respondents reported an increase in the resource ‘time’ and only 38% 

reported an increase in ‘manpower’. ‘Time’, having been selected as the highest 

increased resource by both agency and MOT, is reflective of the increase in services, 

which are time consuming to fulfil. Contrary to the agency respondents, who strongly 

pointed to an increase in the resource ‘finances’, 40% of the MOT stated a decrease. 

It is possible that MOT respondents may be reluctant to admit an increase in the 
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financial contribution from agencies. Additionally, perhaps the move towards net net 

pricing with fewer retrospective claims may reflect in the MOT responses of a 

reduction of financial support. However, the net net pricing model is ultimately a 

different way of accounting for financial support. The MOT may also not fully 

acknowledge and account for the increased use and cost of services. 

 

Chart 20. MOT response regarding how the costs of agency services are accounted 

for when purchasing outside of the agency model (15/17) 

 

When retailers were asked how the costs of these services are accounted for when 

not using agencies, the majority (40%) selected that this cost is accounted for in their 

retail margin. Twenty-seven percent of respondents stated the costs are not 

accounted for. This supports the previous suggestion of the MOT not fully 

acknowledging the cost of services and therefore not accounting for this cost in the 

‘finances’ resource.  
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6.0 CONCLUSION 

Although decreasing, there is still a space for agencies in the MOT as the retailers 

still source a significant percentage of their range from them. However, this place is 

challenged and agencies will need to offer the right range, depending on their size 

and add value to the MOT if they plan to continue to do business with them.  

The findings following the analysis of the qualitative and quantitative data are 

organised by research questions. The paper will also make recommendations on the 

future role of agencies in the MOT.  

 

What percentage of wine agencies’ turnover is the MOT? 

The quantitative research demonstrates that agencies with a turnover above £10 

million are more dependent on the business with the MOT (more than 50% of their 

turnover) than the agencies with sub £10 million turnover (around 30% of their 

turnover). 

 

What is the current role of wine agencies in the MOT? Is this role changing and 

if so, how and why?  

The role of agencies has changed from simply selling a portfolio of producer brands 

to increased involvement in developing MOT ranges. There has been a clear 

decrease in listings of producer brands, a clear increase in listings of retailer own, 

exclusive brands and a modest increase in listings of agency brands.  

The evolution of the range towards own and exclusive brands is likely to lead to lower 

margins for agencies but larger volumes being sold. Although this does translate into 

an increase in sales and market share, it does not build brand equity and agencies 
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are solely dependent on volumes sold. The brand equity opportunity is amongst 

producer or agency brands.  

 

According to the quantitative data, over a third of the MOT is planning to further 

decrease the listings of producer brands sourced via agencies, with none planning an 

increase. Regarding agency brands, 47% of the MOT is planning to maintain the 

listings and 12% is planning to increase. Therefore, there is an opportunity for 

agencies to further develop agency brands for the MOT. 

 

Regarding the retail price points of the listings from agencies, there is a clear 

decrease in sub £6 and a modest increase in above £10 listings. The findings for the 

above £6 to £10 are conflicting, as there are both increases and decreases in 

listings. The research suggests that this mid-tier is in danger of losing further listings. 

Qualitative and quantitative data states this tier is where the increasing number of 

own and exclusive brands is positioned. This suggests that agencies planning to 

increase listings in this tier should propose retailer own and exclusive brands to the 

MOT, rather than focus on producer brands, as per survey findings.  

 

There is a trend for fewer price promotions planned in the future, with a clear focus 

towards simpler net net pricing. This trend will result in agencies losing further control 

over the listings. This lack of control and potentially decreasing volumes (in addition 

to the loss of producer brand listings) will have further negative implications in the 

agencies’ relationships with their producers. 
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There has been an increase in services that agencies provide to the MOT, both 

logistical and other services. This leads to an increase in costs and resources for 

agencies. However, the findings demonstrate that not all MOT acknowledge these 

costs.  

 

What is the role likely to be in the future? 

The research predicts a challenging time ahead for agencies that want to increase or 

even maintain the level of business with the MOT. The MOT is not planning to 

increase percentage of turnover with the agencies, whereas most agencies are 

planning to increase percentage of turnover with the MOT. At the same time, there 

are ongoing pressures on costs and pricing at the retail level and therefore the MOT 

is questioning the value agencies add.  

 

Depending on agency size, the analysis of findings indicates two possible 

approaches of increasing or maintaining business with the MOT.  

 

Smaller agencies, sub £10 million that have increased both percentage turnover and 

size of range with the MOT, should focus on offering a specialist range and exclusive 

producers. Their listings should help diversify the MOT’s ranges and therefore offer a 

point of difference in comparison to the larger agencies. Their strategy should be to 

sell a broad range to the MOT, but in smaller volumes and most likely at above £10 

retail price. They should focus on producer brands, as they are unlikely to have the 

financial capability or the portfolio of products for retailer own, exclusive listings or the 

necessary investment for agency brands. 
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Conversely, the largest agencies, above £100 million that have increased percentage 

turnover but decreased range, should reduce the number of producer brands and 

focus instead on new product development with the MOT, retailer own, exclusive 

brands and agency brands. The focus on own and exclusive brands will result in 

large volumes being sold, at sub £10 retail price and most likely at smaller margins 

(as identified in the findings). This strategy will lead to an increase in market share, 

which is likely to be important to agencies of this size. Additionally, agency brands 

will offer opportunity for brand equity and higher margin, although this does come 

with financial investment and time, as highlighted in the research.  

 

The findings for the £10 million to £50 million and £50 million to £100 million 

agencies are less straightforward. These mid-size agencies have been the ones with 

high percentages indicating both an increase and a decrease in turnover. Regarding 

range, although there were high percentages indicating a decrease, there were 

significant percentages pointing to range being maintained and some pointing to an 

increase (19% of respondents in the £10 million to £50 million category). Regarding 

margin, although it has clearly decreased, there were 20% of respondents in the £10 

million to £50 million category who stated it had been maintained. This mix of findings 

suggests some agencies have clearly strengthened the relationship and level of 

business with the MOT and some have lost business and listings. During the 

preliminary interviews one MOT interviewee said some agencies are trying to be ‘all 

things to all people’ and are losing business with the MOT. Therefore, mid-tier 

agencies must adopt a clear strategy for each distribution channel. They either focus 

towards increasing business with the MOT and adopt the model of the largest 

agencies on range, coupled with value added services, or diversify away from the 
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MOT and concentrate towards other channels. The £10 million to £50 million 

category represents a significant part of the total agency population (31%) and 

therefore its relationship and level of business with the MOT is important towards the 

overall relationship of agencies with the MOT.  

 

All agencies should focus on developing the breadth of services offered to the MOT. 

The smaller categories are unlikely to be able to hire winemakers or have an in-

house label design team but they should focus on services such as monitoring 

reserves, forecasting stock for the MOT or back office support, rated as the most 

important service functions by MOT respondents. The larger agencies should make 

investments in offering the full range of services (including the ones highlighted as 

opportunities of increase), which is more in line with their size and economies of 

scale. 

 

Qualitative and quantitative data suggests that there are other points to consider 

when analysing the relationship with the MOT, such as the expertise and quality of 

agency account managers for the MOT. This however is beyond the scope of this 

paper. 

 

The Research Paper gives a thorough insight into the relationship between wine 

agencies and the MOT. It identifies clear success strategies for the different sizes of 

agency planning to grow the business with them. It will also be an important road 

map for producers looking to sell to the MOT via intermediaries.  
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8.0 APPENDICES 
 

Appendix 1 – Approved Research Paper Proposal 
 

Proposed Title: 
 
What is the current and future role of wine agencies in the UK multiple off trade? 
 
Define the subject of your Research Paper and specify the research questions 
you plan to pursue: 
(approximately 150 words) 
 
The subject is to investigate the role of wine agencies in the UK multiple off trade 
(MOT) and assess what this role is likely to be in the future. 
 
Definition of agencies: UK-based companies with a turnover of more than £1million 
whose main objective is to import and sell more than two producers’ wines to the UK 
trade.  
Definition of MOT: UK-based wine retailers with more than 10 stores. 
 
Research questions: 
  

• What percentage of wine agencies’ turnover is the MOT? 
• What is the current role of wine agencies in the MOT? 
• Is this role changing and if so, how and why?  
• What is the role likely to be in the future?  

 
Areas of enquiry: 

• Turnover * 
• Range 
• Pricing ** 
• Promotions  
• Logistics 
• Other services 

 
Data for all areas of enquiry will be gathered via surveys and will look for trends 
during the past four years and the likely future. Information for the type of questions 
asked will be first gathered via interviews. 
 
* The survey will explore agencies’ turnover data with the MOT in the form of 
percentage brackets, as opposed to actual figure, to avoid sensitive information not 
being shared.  
** Margin data between agencies and MOT will only explore trends during the past 
four years and will not require actual figure, which would be too sensitive. 
 
Background and Context: 
Explain what is currently known about the topic and address why this topic 
requires/offers opportunities for further research. 
(approximately 200 words) 
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In the UK a significant proportion of the wine sold is imported by wine agencies (top 
10 wine agencies total turnover was £1.9 billion in 2013) but during the last five years 
several agencies have gone into administration or been taken over (Thierry’s, 
Stratford’s, Mistral Wines, Richards Walford, Waverley).  
The tough trading environment for agencies in the UK has been highlighted recently 
in press interviews by company directors of some top agents (Andrew Bewes from 
Hallgarten, Michael Saunders from Bibendum*, John Osborne from PLB*).  
 
Retailers are consolidating their supply base and looking to bypass agents and 
source direct. Additionally, they have increased their exclusive and own label offering 
which may or may not be sourced via wine agencies. 
No formal research has been done in the UK wine agency market, therefore their 
current and future role represents an opportunity for research. 
The paper will focus on the MOT because they represent over 85% of the UK retail 
market.  
 
As defined in the paper and from source materials, the number of wine agencies has 
been identified as approximately 83 and the number of MOT as 27. 
 
*separate companies at the time of the RRP 
 
Sources: 
Identify the nature of your source materials (official documents, books, articles, other 
studies, etc.) and give principle sources if appropriate. 
(approximately 100 words) 
 
To create the databases of agencies and retailers the source materials will be trade 
directories from Harpers Wine & Spirit and The Drinks Business, Plimsoll (leading 
provider of market reports and company analysis), Credit Safe and Companies 
House (which holds all publicly filed accounts). 
Further academic research on wine agencies will be sought at research institutes and 
universities with wine business degrees.  
The role played by intermediaries in other industries (tea, coffee, cheese) will also be 
looked at, for potential interesting comparisons with the wine industry. 
 
Research Methodology: 
Please detail how you will identify and gather the material or information necessary to 
answer the question(s) and discuss what techniques you will use to analyse this 
information. 
(approximately 350 words) 
 

1. Interviews 
 
Semi structured interviews will be carried out to inform the type of questions and 
focus to be given in follow up surveys for each area of enquiry. The interviewees will 
include large (above £10 million turnover)/ smaller agencies, multiple grocers/-rest of 
multiple retailers, to offer a balanced view of the market. The target number of 
interviews will be 10 agencies and nine retailers with interviewees being MDs/-buying 
or sales directors/ senior buyers. 
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2. Surveys 
 
Two surveys will be sent via Survey Monkey, one to agencies (MDs/-sales directors/-
buyers/ marketers) and one to retailers (buyers/-marketers). 
Target response will be 51 agencies from a population of 83 (giving less than 10% 
margin of error with 95% confidence rate) and 17 retailers from a population of 27 
(giving 15% margin of error with a 95% confidence rate). The small retailers’ sample 
will be justified due to the high percentage of market coverage of the respondents 
(above 80%).  
The responses will be checked for breadth of demographics to ensure there is a 
representative view of both large agencies (above £10 million turnover) and the rest 
of agencies and of both multiple grocers and the rest of MOT. 
Responses will be grouped, where necessary, by size of agency/ retailer. Data will be 
analysed for trends; statistical analysis will be used to establish their significance.  
 
By areas of enquiry, questions will address the role of agencies in the last four years 
and future estimates. 

Turnover 
• Percentage bracket of wine agencies’ turnover that is represented by the MOT 

 
Range 

• Size of portfolio sold to the MOT 
• Type of brands sold (retailers’ own or exclusive labels/-agencies own brands/-

other brands) 
• Role of agencies in developing the retailers’ range 

 
Pricing 

• Retail position of the wines sold to the MOT  
• Currency variation 
• Annual cost reviews 
• Percentage margin trend 

 
Promotions 

• Involvement in price promotions  
• Importance of price promotions 

 
Logistics 

• Logistical services offered by agencies 
• Importance of these services to the retailers 
• How these services are managed/-costs accounted when sourcing is done 

directly, excluding the agencies  
 

Other services 
• Other services offered by agencies (i.e. insight data analysis, winemaking, 

label development) 
• Importance of these services to the retailers 
• How these services are managed/-costs accounted when sourcing is done 

directly, excluding the agencies 
 
Surveys will compare the views of agencies with the views of MOT.  
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The data sets will offer a thorough understanding of the agencies’ role in the UK 
MOT and how this is likely to be shaped in the future. 
 
Potential to Contribute to the Body of Knowledge on Wine: 
Explain how this Research Paper will add to the current body of knowledge on this 
subject.  
 
UK is one of the world’s largest wine markets and a better understanding of the 
agency and retail sector would bring invaluable information to producers looking to 
break into this market. 
The research paper will bring clarification on the current roles of agencies in the MOT 
and therefore give insight information to agencies that want to sell to the MOT plus 
will bring further clarity to retailers. 
 
Proposed Time Schedule/Programme: 
This section should provide a summary of the time schedule for the research, 
analysis and write-up of the Research Paper and should indicate approximate dates 
with key deliverables. 
(approximately 100 words) 
 
December 2014 - January 2015 - desk based research, put together databases for 
agencies and multiple off trade, write up literature review, send to adviser 
January – February 2015 - hold interviews, design and test questionnaires 
End of February 2015 - survey distribution and gathering of responses 
March - April 2015 - analysis of findings 
May 2015 – write up findings and draft to mentor 
June 2015 - re draft as necessary and submit 
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 Appendix 2 - Interview Framework for Multiple Off Trade 
 

1. The role that wine agencies play in the company. 
 
2. Has the role changed since four years ago and if so, how and why? 

 
3. Percentage of wine turnover bought via agencies. Is the percentage different 

than four years ago and if so, how and why?  
 

4. Are there plans to increase/-decrease the range sourced via agencies? Why? 
 

5. Are there any trends in the range bought from agencies? – i.e. retailers own 
label versus retailers exclusive, versus agencies brands, versus traditional 
brands. Why? 

  
6. Does the range bought via agencies cover a wide range of price points or are 

there any specific price brackets covered? Have there been any trends?  
 

7. Is currency management a point of difference when dealing with agencies 
versus sourcing wine direct? If yes, please expand.  

 
8. Is cost management a point of difference when dealing with agencies versus 

sourcing wine direct? If yes, please expand.  
 

9. Is the retail percentage margin on wines bought via agencies higher or lower 
than wines bought direct? Has this changed over the last four years? 

 
10. Would you say ‘it pays off’ to buy via agencies? Why? 

 
11. Please expand on type of promotions done on wines bought from agencies 

and how they are managed. Has anything changed during the last four years?  
 

12. From a promotional point of view, is anything done differently when sourcing 
direct? In what sense? Which do you prefer?  

 
13.  What are the main type of services agencies offer? 

 
14. If, when buying direct, some of these services are not offered, how are they 

covered? How is the cost accounted for?  
 

15. Do you think the role of agencies will change in the future in the relationship 
with multiple off trade? If so, how? 
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Appendix 3 - Interview Framework for Agencies 
 

1. Opinion on the roles that wine agencies play in the MOT. 
 
2. Is the role any different than four years ago? If so, why? 

 
3. Approximately what percentage of the agency turnover are wines sold to the 

MOT? Is the percentage different than four years ago and if so, how and why?  
 

4. Are there plans to increase/-decrease the range sold to the MOT? Why? 
 

5. Have there been any trends in the range sold to MOT? i.e. retailers own label 
vs retailers exclusive vs agencies brands vs traditional brands? Why? 

 
6. Does the range sold to the MOT cover certain price points/-brackets and if so, 

what are they and why? 
 

7. Is currency management important when dealing with MOT? If yes, please 
expand.  

 
8. Is the way the agency manages costs an advantage to retailers sourcing 

direct, and if so, why? 
 

9. How does the current percentage margin with the MOT compare with four 
years ago? If different, how and why? 

 
10. What type of promotions do you do with the MOT? How are they managed? 

Has anything changed since four years ago? 
 

11. Are promotions important to you? Which and why? 
 

12.  Main type of services offered to the MOT. 
 

13. How is the cost accounted for these services? 
 

14. Do you think the role of wine agencies in their relationship with the MOT will 
change in the future and if so, how? 
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Appendix 4 - List of Interviewees: Multiple Off Trade  
 

Respondents’ names removed 
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Appendix 5 - List of Interviewees: Agencies 
 

Respondents’ names removed 
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Appendix 6 - Agency Survey 
 

I am conducting a survey regarding the current and future role of wine agencies in 
the UK multiple off trade (MOT), as part of my Master of Wine Research Paper. I 
would be incredibly grateful for your input on the topic, by filling in the questionnaire 
below. 
 
All answers will be treated in confidentiality and information will only be used for the 
purpose of the Research Paper. 
The survey should take about 20 minutes to complete. 
 
Definition of wine agency as per the Research Paper: 
UK based companies with a turnover of more than £1million whose main objective is 
to import and sell more than two producers’ wines to the UK trade 
Definition of MOT as per the Research Paper:  
UK based retailers with above 10 stores 
 

Your details 
1. Please type your name. 
 
2. Please type your company name. 
 
3. Role in your company, please select one option. 

a) Buying 
b) Selling 
c) Buying and selling 
d) Marketing 
e) Other (please specify) 

The information above will only be used in the appendix of the research paper. 
Individual details will not be shared or linked to survey responses. 

 
Turnover  

4. Please state the wine agency turnover. If your company has a separate business 
than agency please state the turnover relevant to the agency business only. 

a) £1 million to £5 million 
b) £5 million to £10 million 
c) £10 million to £50 million 
d) £50 million to £100 million 
e) Above £100 million 

 
5. What percentage of the agency turnover is business with the MOT? 
 
6. How does this percentage compare with 4 years ago? 

a) Increased 
b) Decreased 
c) Stayed the same 

 
7. Please state reason why. 
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8. What are your company’s plans regarding this percentage for the near future?  
a) To increase  
b) To decrease  
c) To maintain  

 
Range 

9. Roughly what percentage of the total number of wine SKUs in the portfolio gets 
sold to the MOT? 

a) 0 to 25% 
b) above 25% to 50% 
c) above 50% to 75% 
d) above 75% 

 
10. How does this percentage compare with 4 years ago? 

a) Increased 
b) Decreased 
c) Stayed the same 

 
11. In the last 4 years have the listings your company has with the MOT of each of 
the categories below, increased, decreased, stayed the same? If a category is not 
applicable please state N/A. 

a) Retailer own label 
b) Retailer exclusive label 
c) Producer brands 
d) Agency owned brands 

 
12. What are your company’s plans in the near future regarding the number of 
listings with the MOT in each of the following categories? For each please state to 
increase, decrease or maintain. If a category is not applicable please state N/A. 

a) Retailer own label 
b) Retailer exclusive label 
c) Producer brands 
d) Agency owned brands 

 
13. How often does your company get involved in new product development (actual 
wine or packaging) for the wine range of the MOT accounts? 

a) Never 
b) Sometimes 
c) Often 
d) Very often 

 
14. Please state reason why. 
 
 
 
 
 
 
 



Commercial in confidence 
 

79 

15. Please answer the same question thinking 4 years ago. How often did your 
company get involved in new product development (actual wine or packaging) for the 
wine range of the MOT accounts? 

a) Never 
b) Sometimes 
c) Often 
d) Very often 

 
Pricing 

16. In the last 4 years have the wine listings your company has with the MOT in each 
of the following price categories (full retail price) increased, decreased, stayed the 
same? 

a) sub £6 
b) above £6 to £10 
c) above £10 to £15   
d) above £15 

 
17. Please rate the following by how much value you think your company adds to the 
wines in those price categories. Please select very good value, good value, fair value 
or poor value. 

a) sub £6 
b) above £6 to £10 
c) above £10 to £15   
d) above £15 

 
18. How satisfied do you think the MOT accounts are with how your company is 
managing the annual cost reviews of the wines sold to them? 

a) Very satisfied 
b) Satisfied 
c) Neither satisfied nor dissatisfied 
d) Dissatisfied 
e) Very dissatisfied 

 
19. Please state reason why. 
 
20. Compared to 4 years ago has the percentage margin on wines sold to the MOT:  

a) Increased 
b) Decreased 
c) Stayed the same 

 
21. Please state reason why. 
 
22. Compared to 4 years ago has the percentage margin on wines sold to other 
channels than MOT:  

a) Increased 
b) Decreased 
c) Stayed the same 
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Promotions 
23. How important is it to your company that the wines sold to the MOT are price 
promoted? 

a) Very important 
b) Important 
c) Less important 
d) Not important 

 
24. Please state reason why. 
 
25. Since 4 years ago has the number of price promotions on the wines sold to the 
MOT: 

a) Increased 
b) Decreased 
c) Stayed the same 

 
26. Thinking of the future, would you like that the price promotions on the wines sold 
to the MOT: 

a) To increase 
b) To decrease 
c) To be maintained 

 
27. On a scale of 1 (least) to 5 (most) how much influence does your company have 
over the price promotions run by the MOT on the wines sold to them? 
1  2  3  4  5 
 
28. Please answer the same question thinking 4 years ago. On a scale of 1 (least) to 
5 (most) how much influence did your company have over price promotions run by 
the MOT on the wines sold to them? 
1  2  3  4  5 
 

Logistics 
29. For each logistical service below please state the frequency with which it is used 
when selling to the MOT. For each service please state often, sometimes, seldom, 
never. If a service is not applicable then please state N/A. 

a) Bottling ability away from country of origin  
b) Bulk transportation 
c) Holding UK stock  
d) Monitoring reserves of UK stock for retailer 
e) Forecasting replenishment of stock for retailer 
f) Consolidated deliveries 
g) Consolidated invoicing 

 
30. Please answer the same question thinking 4 years ago. For each logistical 
service below please state the frequency with which it was used when selling to the 
MOT. For each service please state often, sometimes, seldom, never. If a service 
was not applicable then please state N/A. 

a) Bottling ability away from country of origin  
b) Bulk transportation 
c) Holding UK stock  
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d) Monitoring reserves of UK stock for retailer 
e) Forecasting replenishment of stock for retailer 
f) Consolidated deliveries 
g) Consolidated invoicing 

 
Other services 

31. For each service below please estimate the frequency with which it is used when 
selling to the MOT. For each service please state often, sometimes, seldom, never. If 
a service is not applicable then please state N/A. 

a) Market insights 
b) Staff training 
c) On site tastings 
d) Label development 
e) Brand building and PR 
f) Winemaking skills and quality assurance 
g) Back office support (i.e. product forms, new vintage forms etc.) 

 
32. Please answer the same question thinking 4 years ago. For each service below 
please state the frequency with which it was used when selling to the MOT. For each 
service please state often, sometimes, seldom, never. If a service was not applicable 
then please state N/A. 

a) Market insights 
b) Staff training 
c) On site tastings 
d) Label development 
e) Brand building and PR 
f) Winemaking skills and quality assurance 
g) Back office support (i.e. product forms, new vintage forms etc.) 

 
33. In the last 4 years would you say the following resources your company uses 
in servicing the MOT have increased, decreased or stayed the same? 

a) Manpower 
b) Time 
c) Finances 

 
34. Please add any comments you may have related to the previous question. 
 
35. Overall, how satisfied are you with the MOT your company deals with? 

a) Very satisfied 
b) Satisfied 
c) Neither satisfied nor dissatisfied 
d) Dissatisfied 
e) Very dissatisfied 

 
36. Please state your reason to your previous question. 
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Appendix 7 – Multiple Off Trade Survey 
 

I am conducting a survey regarding the current and future role of wine agencies 
in the UK multiple off trade (MOT), as part of my Master of Wine Research Paper. I 
would be incredibly grateful for your input on the topic, by filling in the questionnaire 
below. 
 
All answers will be treated in confidentiality and information will only be used for the 
purpose of the Research Paper. 
The survey should take about 20 minutes to complete. 
 
Definition of wine agency as per the Research Paper: 
UK based companies with a turnover of more than £1million whose main objective is 
to import and sell more than two producers’ wines to the UK trade 
Definition of MOT as per the Research Paper:  
UK based retailers with above 10 stores 
 

Your details 
1. Please type your name. 
 
2. Please type your company name. 
 
3. Role in your company, please select one. 

a) Buying  
b) Selling 
c) Buying and selling 
d) Marketing 
e) Other (please specify) 

The information above will only be used in the appendix of the research paper. 
Individual details will not be shared or linked to survey responses. 
 

Number of agencies and turnover 
4. What percentage of your company’s wine turnover are wines bought via agencies?  
 
5. How does this percentage compare with 4 years ago? 

a) Increased 
b) Decreased 
c) Stayed the same 

 
6. Please state reason why. 
 
7. What are your company’s plans regarding this percentage for the near future?  

a) To increase it 
b) To decrease it 
c) To maintain it 

 
8. Please state reason why. (if different reason than at Question 6). 
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Range 
9. Roughly what percentage does the total number of wine SKUs bought via 
agencies represent from your entire wine range? 

a) 0 to 25% 
b) above 25% to 50% 
c) above 50% to 75% 
d) above 75% 

 
10.  How does this percentage compare with 4 years ago? 

a) Increased 
b) Decreased 
c) Stayed the same 

 
11. In the last 4 years have the listings from agencies for each of the following 
categories, increased, decreased, stayed the same? If a category is not applicable 
please state N/A. 

a) Retailer own label 
b) Retailer exclusive label 
c) Producer brands 
d) Agency owned brands 

 
12. What are your company’s plans in the near future regarding the number of 
listings from agencies for each of the following categories? For each please select to 
increase, decrease or maintain. If a category is not applicable please state N/A. 

a) Retailer own label 
b) Retailer exclusive label 
c) Producer brands 
d) Agency owned brands 

 
13. How often do the agencies your company deals with get involved in new product 
development (actual wine or packaging) for your company’s wine range?  

a) Never 
b) Sometimes 
c) Often 
d) Very often 

 
14. Please answer the same question thinking of the future. How often would you like 
wine agencies to get involved in new product development (wine or packaging) for 
your company’s wine range? 

a) Never 
b) Sometimes 
c) Often 
d) Very often 

 
15. Please state reason why. 
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Pricing 
16. In the last 4 years have the wine listings from agencies in each price 
category below (full retail price) increased, decreased, stayed the same? 

a) Sub £6 
b) Above £6 to £10 
c) Above £10 to £15   
d) Above £15 

 
17. Please rate the following by how much value you think agencies add to wines in 
those price categories. Please select very good value, good value, fair value or poor 
value. 

a) Sub £6 
b) Above £6 to £10 
c) Above £10 to £15   
d) Above £15 

 
18. How satisfied are you with how the agencies are managing the annual cost 
reviews of the wines your company buys? 

a) Very satisfied 
b) Satisfied 
c) Neither satisfied nor dissatisfied 
d) Dissatisfied 
e) Very dissatisfied 

 
19. Please state reason why. 
 
20. Compared to 4 years ago has the percentage margin on wines bought via 
agencies. 

a) Increased 
b) Decreased 
c) Stayed the same 

 
21. Please state reason why.  
 
22. Compared to 4 years ago has the percentage margin on wines that were not 
bought via agencies: 

a) Increased 
b) Decreased 
c) Stayed the same 

 
Promotions 

23. How important is it to your company that the wines bought via agencies are price 
promoted? 

a) Very important 
b) Important 
c) Less important 
d) Not important 

 
24. Please state reason why. 
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25. Since 4 years ago has the number of price promotions on the wines bought via 
agencies. 

a) Increased 
b) Decreased 
c) Stayed the same 

 
26. What are your company’s future plans in terms of the number of price promotions 
on the wines bought via agencies? 

a) To increase  
b) The decrease  
c) To maintain  

 
27. On a scale of 1 (least) to 5 (most) how much influence do agencies have over the 
price promotions run on the wines bought from them? 
1  2  3  4  5 
 
28. Please answer the same question thinking 4 years ago. On a scale of 1 (least) to 
5 (most) how much influence did the agencies have over the price promotions run on 
the wines bought from them? 
1  2  3  4  5 
 
29. If the level of control has changed since 4 years ago please state reason why. 
 

Logistical services 
30. Please estimate how many of the agencies your company deals with offer each 
of the following logistical services. For each please select either none, 0 to 25%, 
above 25% to 50%, above 50% to 75% or above 75%. 

a) Bottling facilities away from country of origin 
b) Bulk transportation 
c) Holding UK stock  
d) Monitoring reserves of UK stock for retailer 
e) Forecasting replenishment of stock for retailer 
f) Consolidated deliveries 
g) Consolidated invoicing 

 
31. Please answer the same question thinking 4 years ago. Please estimate how 
many of the agencies your company was dealing with offered each of the following 
logistical services. For each please select either none, 0 to 25%, above 25% to 50%, 
above 50% to 75% or above 75%. 

a) Bottling facilities away from country of origin 
b) Bulk transportation 
c) Holding UK stock  
d) Monitoring reserves of UK stock for retailer 
e) Forecasting replenishment of stock for retailer 
f) Consolidated deliveries 
g) Consolidated invoicing 
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32. How important is it for your company that a wine agency offers the following 
logistical services? For each please state if Very important, Important, Less 
important, Not important. 

a) Bottling facilities away from country of origin 
b) Bulk transportation 
c) Holding UK stock  
d) Monitoring reserves of UK stock for retailer 
e) Forecasting replenishment of stock for retailer 
f) Consolidated deliveries 
g) Consolidated invoicing 

 
Other services 

33. Please estimate how many of the agencies your company deals with offer each 
of the following services. For each please select either none, 0 to 25%, above 25% to 
50%, above 50% to 75% or above 75%. 

a) Market insights 
b) Staff training 
c) On site tastings 
d) Label development 
e) Brand building and PR 
f) Winemaking skills and quality assurance 
g) Back office support (i.e. product forms, new vintage forms etc.) 

 
34. Please answer the same question thinking 4 years ago. Please estimate how 
many of the agencies your company was dealing with offered each of the following 
services. For each please select either none, 0 to 25%, above 25% to 50%, above 
50% to 75% or above 75%. 

a) Market insights 
b) Staff training 
c) On site tastings 
d) Label development 
e) Brand building and PR 
f) Winemaking skills and quality assurance 
g) Back office support (i.e. product forms, new vintage forms etc.) 

 
35. How important is it for your company that a wine agency offers the following 
services? For each please state if Very important, Important, Less important, Not 
important. 

a) Market insights 
b) Staff training 
c) On site tastings 
d) Label development 
e) Brand building and PR 
f) Winemaking skills and quality assurance 
g) Back office support (i.e. product forms, new vintage forms etc.) 
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36. In the last 4 years would you say the following resources the agencies use in 
servicing your company have increased, decreased or stayed the same? 

a) Manpower 
b) Time 
c) Finances 

 
37. When not using an agent and dealing direct with producers, how are the costs of 
all the services which an agent would have offered, accounted for? 

a) Factored in the margin 
b) Accounted as a separate cost to the business 
c) They are not accounted for 
d) Other, please state 

 
38. Overall, how satisfied are you with the agencies your company deals with? 

a) Very satisfied 
b) Satisfied 
c) Neither satisfied nor dissatisfied 
d) Dissatisfied 
e) Very dissatisfied 

 
39. Please state your reason for your answer to previous question. 
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Appendix 8 - Survey Respondents: Agencies 
Respondents’ names removed 
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Appendix 9 - Survey Respondents: Multiple Off Trade 
 
Respondents’ names removed 
 

 




