"HOW CAN DRY ASSYRTIKO FROM SANTORINI ESTABLISH ITSELF AS A RECOGNISED
'FINE WINE' IN THE EYES OF LONDON'S PREMIUM ON-TRADE?"

DATE: 15/12/16
WORD COUNT: 9987

© The Institute of Masters of Wine 2017. No part of this publication may be reproduced without permission. This publication
was produced for private purpose and its accuracy and completeness is not guaranteed by the Institute. It is not intended to be
relied on by third parties and the Institute accepts no liability in relation to its use

CONTENTS

1.0 SUMMARY

01

2.0 INTRODUCTION

02

3.0 LITERATURE REVIEW AND RESEARCH CONTEXT

03

3.1 Literature review

03

3.2 Research context

04

3.2.1 History of wine on Santorini

04

3.2.2 Viticulture on Santorini

04

3.2.3 Santorini’s wine industry structure

05

3.2.4 Exports of wine from Santorini

07

3.2.5 Overview of the UK wine market

08

3.2.6 London

09

4.0 METHODOLOGY

09

4.1 Definition of key terms

09

4.2 Data acquisition

10

4.3 Interviews

12

4.4 Blind tasting

13

5.0 RESULTS AND ANALYSIS
5.1 Dry Assyrtiko from Santorini in the UK

14
14

5.1.1 Sales by UK importers of DAFS

14

5.1.2 LPOT Wine list survey

15

5.2 Third party opinion of Dry Assyrtiko from Santorini

16

5.2.1 Wine critics

16

5.2.2 Wine competitions

19

5.3 Interviews
5.3.1 Importer interviews
© Institute of Masters of Wine 2017

21
21

5.3.2 US Influencer interviews

23

5.3.3 Interviews with decision makers in London’s premium on-trade

26

5.3.3.1

Part one: pre-tasting interview

26

5.3.3.2

Part two: post-tasting interview

30

5.4 The tasting

36

5.4.1 Format

36

5.4.2 Scores

37

5.4.3 Fine wine credentials

38

5.4.4 Suitability for a LPOT wine list

40

5.4.5 Price

41

6.0 CONCLUSIONS AND RECOMMENDATIONS

44

7.0 BIBLIOGRAPHY

47

8.0 APPENDICES

50

8.1 Research paper proposal

53

8.2 LPOT survey: full list of restaurants

58

8.3 Importer interviews: list of interviewees

60

8.4 Importer interviews: Semi-structured interview questions

60

8.5 US influencer interviews: Semi-structured interview questions

61

8.6 LPOT interviews and blind tasting: list of participants

62

8.7 LPOT interviews: interview questions (part one)

62

8.8 LPOT interviews: interview questions (part two)

64

8.9 Blind tasting: the wines

66

8.10

66

Blind tasting: prices

© Institute of Masters of Wine 2017

1.0 SUMMARY

Dry Assyrtiko from Santorini has a reputation as one of Greece’s most distinctive and high quality
wines, yet while key on-trade markets, such as New York City, have embraced dry Assyrtiko as a
‘fine wine’ category, the sommeliers and wine buyers of London are yet to be convinced.

This research paper addresses how premium on-trade buyers in London perceive dry Assyrtiko
from Santorini, and investigates what needs to be done to persuade this audience that they are
fine wines and essential listings for the wine programmes they oversee. Interviews took place with
key members of London’s premium on-trade, importers of the wines into the UK and figures
involved in establishing the category’s reputation in the US. A blind tasting was conducted to
gauge opinion of the wines with on-trade buyers and analysis was done regarding the scores and
awards given to the wines by leading critics and wine competitions.

The results demonstrated that London’s premium on-trade buyers do not currently consider dry
Assyrtiko from Santorini to be a fine wine category, but that they have positive opinions of the
wines when tasting them blind. A series of recommendations are presented, intended to form a
blueprint for a strategy that will enable producers of dry Assyrtiko from Santorini (or other high
quality dry white wines from elsewhere) to persuade London’s premium on-trade that they produce
fine wines deserving of inclusion on the city’s quality-focused wine lists.

2.0 INTRODUCTION

‘Situated along the northern rim of the Sea of Crete, about 70 miles north of Iraklion, is a crumb of
land which is arguably the most remarkable vineyard in all the Dionysian realm – Santorini’
(Lambert-Gócs, 1990).

Santorini is the southernmost of the Cyclades islands and one of Greece’s most popular tourist
destinations (Zikakou, 2016). The island’s winemaking history stretches back into antiquity
(Heskett & Butler, 2012) and it is home to indigenous grape varieties that are highly regarded for
their potential to produce fine wines (Robinson et al, 2012; Clarke & Rand, 2015), particularly the
white grape Assyrtiko (Asimov, 2015).

In recent years, dry Assyrtiko wines from Santorini have proved popular with premium on-trade
establishments in their native Greece and in key US markets, such as New York City (NYC),
where they have ‘joined the list of regular “go-tos” when people are building wine lists’ (Thomas,
personal comm. 2015). NYC is seen as a trend-setting on-trade market, with a recent Financial
Times editorial reporting that influential London wine trade figures ‘followed a number of New York
somms on Instagram because “they’re ahead of the curve” with their wine discoveries’ (Robinson,
2015). This paper aims to understand how these wines are perceived by the premium on-trade in
London and how the category can follow the example set in New York by establishing itself as ‘fine
wine’ that demands inclusion on the wine programmes of this audience.

There is no published research, to date, regarding the performance of Santorini’s wines in the UK
or the perceptions of these wines held by the premium on-trade buyers that set the sector’s wine
agenda. As such, an opportunity exists to analyse this audience, with a view to building a set of
recommendations that can help the category become recognised as fine wine. These
recommendations will form a blueprint that should be of interest to producers of dry Assyrtiko from
Santorini seeking to improve their performance in London’s premium on-trade market, or
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producers of other high quality wines from elsewhere that are yet to make an impact on this
sector.

3.0 LITERATURE REVIEW AND RESEARCH CONTEXT

3.1 Literature review
An extensive search of printed and online sources yielded no existing literature relating to the
perceptions held by sommeliers and on-trade buyers of dry Assyrtiko wines from Santorini
(henceforth DAFS). Likewise, no literature was found that discussed the wines’ past, present or
future performance in the UK or London markets.

Therefore, in order to gain deeper understanding of the context for the research, a review of
printed and online materials was required, including analysis of how the history, geography,
geology, climate, viticulture, trade structure and business environment affect wine production on
Santorini and facilitate the creation of fine wines. Sources included books from leading experts
and commentators on the wines of Greece, academic journals relating to Santorini, and articles
published online by respected wine publications, commentators and news outlets.

Analysis of London’s on-trade sector was also conducted, focusing on London’s premium on-trade
(henceforth LPOT) in order to understand the commercial environment explored in this paper.
Literature reviewed in relation to LPOT included printed and online articles published in industry
publications, and reports commissioned by industry bodies or market research organisations.
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3.2 Research context

3.2.1 History of wine on Santorini
The Santorini that visitors find today, with its black sand and sheer cliffs rising to form a volcanic
crater known as the ‘caldera’, is the result of one of the largest volcanic eruptions in history.
Thought to have happened around 1600 BC (Cline, 2012), the eruption dramatically influenced the
physical geography of the island and although evidence of wine culture pre-dating the eruption
has been uncovered at archaeological sites in Akrotiri, it wasn’t until around 1200 BC that
Santorini was resettled and viticulture recommenced (Doumas, 1994). For much of the following
three millennia, Santorini’s wines have been highly regarded. This was particularly true during the
Middle Ages, when Venetian traders exported the island’s sweet wines throughout the
Mediterranean region, particularly to Italy (Kourakou, 2015), and established the (now legally
protected) name of ‘Vinsanto’ (Jackson, 2011). The political and economic hardships of the 20 th
century, not to mention a devastating earthquake in 1956 (Manessis, 1996), reduced the vineyard
area from 3,500 hectares before World War One to just over 1,000 hectares today (Michailos,
2016) and delayed modernisation of Santorini’s wine industry until the late 1970s (Kourakou,
2015). Since then, the island’s wines have begun to rebuild their reputation throughout Greece
and latterly around the world, with this new era of recognition based largely on the quality of the
dry white wines made from Assyrtiko (Jefford, 2007).

3.2.2 Viticulture on Santorini
It is said that 56 different grape varieties are cultivated on Santorini (Manessis, 1996), though
Assyrtiko, at 75% of the 1,045 hectares of registered vineyard plantings, is by far the most
important (Kourakou, 2015) and thought to be indigenous to the island (Robinson et al, 2012).

Santorini’s volcanic soil contains only 2-3% clay, preventing survival of the vine louse phylloxera
and making rootstocks unnecessary. As a result, the island is reputed to have the oldest root
systems of any commercial vineyards in the world (Heskett & Butler, 2012). These old vines, over
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500 years in some cases (Murphy, 2010), are capable of producing distinctive wines of unique
character (Sussman, 2014) that some commentators consider to be among the best in Europe
(Lazarakis, 2005; Asimov, 2013; Camuto, 2014) and should therefore be considered by
sommeliers and on-trade buyers when building their wine lists.

Viticultural practices on Santorini are influenced by the strength of the Meltèmi wind, which
renders common vine-training systems such as Guyot useless in many parts of the island. Instead,
growers use a basket-training system called Kouloura which protects the vine from wind during
flowering and fruit-set, preserving humidity in what is a very dry climate (Lazarakis, 2005). These
low-to-zero rainfall conditions make low-density planting essential and this, in addition to the age
of the vines, means very low yields that rarely exceed 25 hectolitres per hectare (Jefford, 2007).
Such restrictions on the fruit supply create economic pressures that have driven up the price of
grapes (Karakasis, 2015), with Assyrtiko rising from €1 to €3 per kilo in just five years (Daniel,
personal comm. 2016). As grape prices increase, selling prices of the finished wines will have to
rise if production is to remain economically viable (idem). Persuading on-trade buyers that DAFS
are fine wines will help to legitimise these increases, leading to a more sustainable industry for the
island.

3.2.3 Santorini’s wine industry structure
A feature of Santorini’s wine trade is the separation between the wineries (a co-operative, Santo
Wines, and 14 independently owned wineries (IOWs)), which own relatively little vineyard land,
and almost 1,200 growers (Michailos, 2016). Santo Wines is responsible for approximately 60% of
the island’s wine production (Iliopoulos et al, 2012), while the remaining 40% is made by IOWs.

The decrease in viticultural land on Santorini in the past century has been accelerated by a boom
in tourism (Karakasis, 2015). Development of touristic infrastructure has put immense pressure on
the price of land and this, combined with the establishment of new wineries and increased
competition for grape supply, has exacerbated the economic pressures discussed in section 3.2.2.
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Table 1 shows how much wine of Protected Designation of Origin (henceforth PDO) is bottled by
wineries on Santorini (total production also includes non-PDO and bulk wine, not represented
here). Figures were collected directly from the wineries in all cases except Canava Roussos (who
didn’t respond to the repeated requests for information). An estimate for their production
(highlighted in red) is based on published figures comparing it with that of REDACTED (Lazarakis,
2005).

Table 1: Production of bottled PDO wines on Santorini (in litres)
Winery

Production of bottled PDO wines (in litres)
2015

2014

2013

2012

2011

1,385,738

1,332,300

1,310,790

1,289,100

DATA
REDACTED

Total

1,424,250

Production of PDO wine has remained relatively stable over the past five years, with a slight
upward trend in the amount bottled by IOWs due to the establishment of three new wineries and
an increase in production by existing IOWs, notably REDACTED.
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3.2.4 Exports of wine from Santorini
While official statistics for wines exported from Santorini do not exist, as the National InterProfessional Organization of Wine and Vine (EDOAO) does not issue export figures by region,
table 2 was compiled using statistics provided by the island’s wineries. Although the accuracy of
these figures cannot be guaranteed, they provide a basis from which certain assumptions can be
made.

Table 2: Exports of bottled PDO wines from Santorini (in litres)
Winery

% of production

Total exported

% exported

Total exported

exported

(2015)

to UK

to UK (2015)

520,613

1.81%

25,812

DATA
REDACTED

Total

36.55%

It is estimated that c.37% of Santorini’s PDO wines (which include dry and sweet Assyrtiko-based
wines only) were exported in 2015 (excluding Canava Roussos). These 520,613 litres represent
approximately 2% of total Greek wine exports, a figure notably higher than the 0.5% Santorini
represents of total wine produced in Greece (ELSTAT, 2012).

Total exports of Greek wines were 25 million litres in 2014 (GAIN Wine Annual Report and
Statistics, 2015), shipped to 35 countries around the world. Germany (47%), France (14%) and
USA (7.6%) together account for over 2/3 of the volume exported (Daniels, 2015), while the UK
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receives 3.6% (EDOAO, personal comm. 2016). This figure of 3.6% constituted 905,866 litres at a
value of €2,273,723 (idem).

While sales by volume to the USA (see Figure 1) increased by 26% between 2011 and 2015,
sales by value increased by 66% (idem). This represents an increase in the average price per litre
from €3.58 to €4.73, suggesting a shift towards more premium wines (of which DAFS is an
example). This has not been the case in the UK, where although sales by volume increased by
121%, sales by value are up by only 55%, representing a decline in the average price per litre
from €4.15 to €2.91 and highlighting the need for effective marketing to persuade British drinkers
that Greek wines can be premium products.

Figure 1: Exports of Greek wine to UK and USA by

Figure 2: Exports of Greek wine to UK and USA by

volume (in litres) 2011-2015
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3.2.5 Overview of the UK wine market
The UK is the sixth largest consumer of wine in the world. In absolute terms, it is the second
largest importer, both by volume (behind Germany) and value (behind USA) (WSTA UK Market
Overview, 2016), and per capita it imports more wine than any other leading market in the world
(Baker, 2016). Wine sales contribute £10.9 billion to the UK economy, £4.2 billion of which (39%)
is spent in the on-trade. 71% of the UK’s adult population (39 million people) define themselves as
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wine drinkers (WSTA UK Market Overview, 2016) and wine is the leading beverage in the ontrade, purchased by 37% of consumers (Siddle, 2014).

3.2.6 London
London represents 20% of the national on-trade spend (Witts, 2016) and its consumers are ‘by far
the biggest on-trade spenders’ when compared with those from other UK regions (Harpers, 2014).
London has been dubbed the ‘restaurant capital of the world’ by leading commentators such as
Michelin-starred chef Alain Ducasse (Gerard, 2010) and restaurant critic Nick Lander (Lander,
2007).

The UK’s premium on-trade sector is dominated by London, which generates 50% of sales by
volume and 58% by value (Liberty Wines’ Annual Premium On-Trade Wine Report, 2016). Yearon-year growth for LPOT is 18.4% (idem).

4.0 METHODOLOGY

4.1 Definition of key terms
As the dominant cultivar on an island with a long winemaking history (Kourakou, 2015), Assyrtiko
is produced in a variety of styles. In addition to dry white wines, there is ‘Nykteri’ (a full-bodied dry
or off-dry wine made from over-ripe grapes and aged at least three months in oak) and dessert
wine made from sun-dried grapes called ‘Vinsanto’, both produced under the Santorini PDO, and
some non-PDO sparkling wine. The scope of this paper is limited to dry white wines (<2 g/l
residual sugar) that qualify for the Santorini PDO, either unoaked or oak-fermented and/or oakaged, and with at least 75% Assyrtiko in the final blend. Wines labelled Nykteri, even if dry, have
been excluded from this definition of DAFS due to the overall inconsistency in style.
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Although commonly used in wine-related discussions, fine wine is a difficult term to define
consensually. For the purposes of this paper it is taken to mean ‘a wine that exhibits one or more
distinctive, positive characteristics that differentiate it from other wines and elevate it above the
generic’. This results in a wine that is, as Hugh Johnson once said, ‘a wine worth talking about’
(Johnson, 2004). The 28 leading on-trade buyers interviewed for this paper all agreed that this
statement was a fair definition of the term fine wine.

Defining the premium on-trade starts with David Gleave MW’s phrase in Liberty Wines’ Annual
Premium On-Trade Wine Report: ‘wine bars, restaurants, gastropubs and pubs that have a wide
range of drinks and a minimum wine bottle price of £20’, as this is often cited by trade media when
discussing the sector (Schmitt, 2015). To this definition were added establishments that feature in
the Michelin (Michelin, 2016) or Harden’s (Harden, 2016) restaurant guides, or were selected in
the UK’s Top 100 Restaurants at the National Restaurant Awards (Eversham 2016).

4.2 Data acquisition
Data were acquired via email from Greek organisations ELSTAT for wine grape production and
EDOAO for export statistics. Export statistics were also collected, via email and online
publications, from the Global Agricultural Information Network (GAIN) in the USA. Contact was
made, in person and via email, with the Economic & Commercial department of the Greek
Embassy in London, although they were unable to provide any data on wine imports into the UK
from Greece in general or Santorini specifically.

All wine producers based on Santorini were contacted, in person or via email, for data relating to
their production and export volumes and the proportion of production exported to the UK (only
one, Canava Roussos, didn’t respond). Data were limited by what producers held on record, but
went back to and included 2011 where possible.
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Data related to sales by volume were collected, in person and via email, from the ten importers
who bring DAFS into the UK.

A non-probability survey was conducted to collect information from a purposive sample of 200
LPOT establishments, regarding how many DAFS feature on their wine lists. Respondents were
contacted via telephone or email if they didn’t publish a current wine list on their website. Although
this sample represents a small number of the c.12,000 ‘food-led’ establishments in London (CGA
Peach, 2016), only 3% of these are categorised as ‘fine dining’ (Pragma, 2016) and therefore a
sample size of 200 was considered to be ‘sufficient in size to enable the researcher to feel that
enough information has been collected’ (Denscombe, 2014). Those contacted included the 40
establishments approached to participate in the semi-structured interviews (section 4.3) and blind
tasting (section 4.4), with the additional 160 respondents intended to add context from the broader
LPOT when considering the prevalence of DAFS on wine lists (section 5.3.3.2).

Websites of leading and long-standing wine critics – JancisRobinson.com, erobertparker.com and
winespectator.com – were used to compile scores assigned to DAFS over the past six vintages
(2010 – 2015) and articles published about DAFS during this period.

Data regarding the number of medals and trophies won and the number of DAFS entered were
compiled via email and from the published results of three leading UK wine competitions - the
International Wine Challenge (IWC), Decanter World Wine Awards (DWWA) and International
Wine & Spirits Competition (IWSC). The judging panels for these competitions included wine
professionals from a variety of backgrounds, including the premium on-trade, and represent a
broader consensus than the judgements given by individual wine critics (Joseph, 2014).
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4.3 Interviews
Semi-structured interviews were conducted, in person and via email, with key employees of nine
importers that bring DAFS into the UK. The tenth importer, Cava Spiliadis, was not interviewed as
they only began distributing beyond their own restaurant (Estiatorio Milos) once the research for
this paper was complete. Interviews, comprised of open-ended and closed questions, were
intended to better understand the perceptions importers hold of the past, present and future of
DAFS in LPOT and to discover how their on-trade customers perceive the wines.

Semi-structured interviews were conducted, via telephone and email, with three people who have
changed perceptions of

DAFS

in the USA

– Sofia

Perpera

of

the

EDOAO

and

allaboutgreekwine.com, Tara Q. Thomas of Wine & Spirits magazine and Levi Dalton of the I’ll
Drink to That podcast. They comprised open-ended and closed questions intended to gain insight
into how US premium on-trade markets have responded to concerted Greek wine marketing
efforts of recent years, with a view to assessing whether similar activity might prove effective if
targeted at LPOT.

Semi-structured face-to-face interviews were requested with the owner, sommelier or wine buyer
of 40 LPOT establishments renowned for the profile of their wine programme. These ‘early
adopters’ (Rogers, 1962) were considered desirable interviewees (and blind tasters) due to their
understanding of the fine wine environment, knowledge of wines available to LPOT, and ability to
influence the wider market with their opinions. They have reputations as ‘adventurous, close-knit
sommeliers’ (Arnold, 2016) from whom ‘wine news and trends spread across the premium ontrade’ (idem).

Of the 40 approached, 28 (70%) participated in the interview and tasting (see section 4.5). All had
decision-making influence over at least one wine programme in LPOT, including 13 wine-specialist
bars or restaurants, ten Michelin-starred restaurants (three with 2* and seven with 1*) and five
other ‘fine dining’ restaurants featured in the Michelin or Harden’s guides.
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Questions were asked in open-ended, closed and Likert scale formats. Interviews focused on
understanding how these individuals decide what constitutes fine wine, which fine wines they
consider essential for their list, which influences and influencers (if any) they look to when forming
these opinions, how they feel about DAFS (both in isolation and in relation to other recognised fine
wines) and what they think needs to happen to improve perceptions of DAFS in LPOT. The
participants were the same 28 people who took part in the blind tasting (see section 4.4) and the
interviews were conducted in two parts. The first took place before the blind tasting, while the
second part took place afterward. For both parts, respondents were not given any prior
information, although some of the questions in the second part suggested that DAFS was the
focus of the research.

4.4 Blind tasting
The blind tasting featured 20 wines (see table 4), including seven DAFS and 13 dry white wines
comparable in style to DAFS. The seven DAFS were from four leading IOWs, Argyros, Sigalas,
Gaia and Hatzidakis. They were selected as a cross-section of styles (three were oak-aged, two
steel tank-aged, two a combination of steel and oak) and price points (ranging from £10.32 to
£29.43), with all being easily availability to LPOT buyers. The remaining 13 wines were from
producers, grape varieties and wine regions typically associated with ‘fine wine’ and commonly
considered essential listings in the premium on-trade. They were all widely available and listed in
LPOT establishments.

Participants were given no prior information about the nature of the research or any of the wines,
each of which had been decanted into a Burgundy shape bottle and wrapped in silver foil. The aim
of the tasting was to establish how the tasters perceived the quality of DAFS without knowing what
they were tasting, by analysing how they rated each wine (on a 100-point scale), which wines they
considered to be fine wine, which wines they would consider featuring on their wine list and what
price they felt each of the wines was worth.
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5.0 RESULTS AND ANALYSIS

5.1 Dry Assyrtiko from Santorini in the UK

5.1.1 Sales by UK importers of DAFS
Although figures specific to LPOT were not available from any of the importers of DAFS into the
UK (nobody was able to provide such geographically specific information), overall sales by volume
demonstrate a significant uplift in the amount of DAFS that entered the UK in 2015/16, compared
with 2011/12. While some of these numbers are projections based on figures for the first six
months of the 2015/16 financial year (highlighted in red text), total imports have increased by 87%
over five years.

Table 3: Sales (in litres) of DAFS in the UK by importer 2011/12 – 2015/16
Importer

Sales (in litres)
2015/16

2015/14

2014/13

2013/12

2012/11

29,931

24,359

20,647

17,646

15,984

23%

18%

17%

10%

n/a

DATA
REDACTED

Total
% increase on previous year

The bottom row in table 3 shows that sales of DAFS are increasing year-on-year, demonstrating a
rise in demand that far outstrips the overall fall of 8.2% (volume) in still wine consumed in the UK
between 2010 and 2014 (Vinexpo, 2016). Other trends in table 3 also bode well for DAFS in
LPOT. For example, REDACTED are the largest importer of DAFS in the UK, though a significant
proportion of their volume goes to two supermarkets. In 2011/12, these clients represented
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REDACTED% of REDACTED’s sales of DAFS and REDACTED% of total UK DAFS sales
(REDACTED, personal. comm. 2016). By 2015/16, these numbers had fallen to REDACTED%
and REDACTED% respectively (idem), demonstrating that other channels (including the on-trade)
have grown in importance. There are also six more importers now selling DAFS than there was
five years ago, contributing significantly to the net increase in sales.

Two importers who have demonstrated recent success are REDACTED (who represent
REDACTED) and REDACTED (REDACTED). Both do significant trade with LPOT and are
projecting year-on-year increases in DAFS sales of 70% and 79% respectively, based on the sales
increases they have seen so-far in this financial year.
The only importer that reported a negative trend was REDACTED, whose sales of REDACTED
wines have almost disappeared after a high point of 1,404 litres in 2006. It is worth noting that their
focus is directed more to the off-trade than the on-trade, although they blamed falling demand on
price increases from the supplier (REDACTED, personal comm. 2016).

5.1.2 LPOT Wine list survey
A non-probability survey was conducted of 200 LPOT establishments, with the intention of gaining
an insight into how well DAFS was represented on the wine lists of this research paper’s target
group. It was also intended to add greater context to discussion about the prevalence of DAFS
listings in LPOT (section 5.3.3.2), by demonstrating their presence in the broader LPOT market
beyond the early adopters. All the establishments surveyed operate wine lists with at least two
countries represented in the dry white wines that they sell.
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Figure 3: % of LPOT wine lists with 0-3+ listings of DAFS
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Figure 3 shows that 80% of the LPOT establishments surveyed do not list any DAFS, and of the
20% that do, almost all feature only one listing. The high number of zero listings represents a
significant opportunity for producers and importers of DAFS, if they can persuade the LPOT
audience to feature the category on their wine lists.

5.2 Third party opinion of Dry Assyrtiko from Santorini

5.2.1 Wine critics
Analysis was conducted of scores given to DAFS made during the period 2010–2015, with a view
to establishing the following:


Has the number of DAFS reviewed per vintage and articles featuring DAFS per annum
shifted over time?



Has the perception of leading wine critics vis-à-vis the quality of DAFS shifted over
time?

Three

leading

critics

–

erobertparker.com

(The

Wine

Advocate,

henceforth

WA),

winespectator.com (Wine Spectator, henceforth WS) and jancisrobinson.com (Jancis Robinson,
henceforth JR) - were selected as the sources for this information because all three are
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internationally recognised, broad in their coverage yet focused on what they each describe as ‘fine
wine’, and longstanding enough to have DAFS reviews over the desired time period.

Figure 4: Number of DAFS reviewed per vintage by Wine Advocate,
Wine Spectator & JancisRobinson.com (2010-2015)
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Figure 4 shows that there has been marked fluctuation in the number of DAFS reviewed by WS
over the past six vintages, with coverage peaking at 15 wines reviewed from the 2013 vintage.
The fact that this number fell to six reviews in the 2014 vintage and only one wine from the current
2015 releases, suggests a decrease in interest from this source. Coverage of DAFS in WA peaked
with 17 reviews of the 2014 vintage, slipping back to 11 reviews from the 2015 vintage. Despite
this, it should be noted that WA has a critic (Mark Squires) for Greece-specific content, including
an annual review of new releases from Santorini. JR has increased reviews of DAFS to a
consistent eight per-vintage over the past three vintages and, as demonstrated by figure 5,
coverage in terms of articles featuring DAFS has risen from zero in 2011 to three in 2016 (peaking
at four in 2015). Jancis Robinson explained this increase as a response to ‘greater availability of
the wines on export markets’ (Robinson, personal comm. 2016).

While the number of wines reviewed may appear small, they are from a pool of just 33 appropriate
products made on the island. As such, the percentage of wines reviewed is typically greater than,
for example, Bordeaux, where WA reviewed 769 of over 10,000 different wines (Leve, 2015) from
the 2014 vintage.
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Figure 5: Number of articles featuring DAFS by Wine Advocate, Wine Spectator
& jancisrobinson.com (2011-2016)
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Overall, 2013 and 2014 demonstrate a marked increase in DAFS-related output from all three
sources compared with previous years, though admittedly this came from a low base. Tara Q.
Thomas suggested that this peak in interest can be explained by US-centric marketing activity
being substantial in these years, alerting WA and WS to the relevance of DAFS (Thomas,
personal comm. 2016) and demonstrating a positive knock-on effect from the increased activity.
The recent fall in the number of DAFS reviewed and DAFS-related articles published by both
sources is a negative trend that implies the US-based wine media see DAFS as less newsworthy
today than they did in 2013/2014.

Figures 6 and 7 show the average scores given to DAFS for the 2010–2015 vintages by each of
the three sources. The trend between 2012 and 2015 is largely positive, with scores from WA and
JR increasing year-on-year, though WS’s average score fell back with the 2015 vintage (albeit
from a single review). While some commentators may attribute this to general score inflation, a
recent wine-searcher.com study found that average scores from the leading critics of major wine
regions had remained largely unchanged between 1990 and 2014 (Adamson, 2016).
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Figure 6: Average scores (out of 100) assigned to

Figure 7: Average scores (out of 20) assigned to

DAFS by Wine Advocate & Wine Spectator (2010-2015)
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That WA and WS both gave an average score to DAFS that was higher for the 2015 vintage than
the equivalent for the 2010 vintage implies an improvement in their perception of the quality of
DAFS during this period (vintage conditions are relatively consistent year-on-year). While the two
sources did not always review the same wines each vintage, overlap between the wines reviewed
ranged from 63 to 100% in each of these years, allowing for effective comparison.

WA and WS both use the 100-point scale, and the last two vintages (from both sources) have
averaged scores of over 90 points, which is described on The WA’s website as ‘an outstanding
wine of exceptional complexity and character’ (by way of comparison, the average score from WA
for 2014 Bordeaux was 88 points). The last two vintages have been scored by JR at above a 17point rating, which she describes as ‘superior’.

5.2.2 Wine competitions
Analysis was conducted of medals and trophies awarded to DAFS at DWWA, IWC and IWSC
during the period 2010-2016, with the intention of establishing how the number of awards has
changed over time. It would become clear from interviews with LPOT buyers (section 5.3.3.1) that
success in competitions is not considered important when they form opinions of a category’s fine
wine credentials or whether they would feature the wines on their list, but as it represented a
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potential influence on this group (and the wider LPOT audience) the data were collected and
analysed.

Figure 8: Number of medals & trophies awarded to

Figure 9: % of wines entered that received a medal at the

DAFS by the three leading UK-based wine
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Figures 8 and 9 illustrate annual fluctuation in both total medals awarded and the percentage of
DAFS entries that receive an award. Performance peaked in 2013, when both the DWWA and
IWSC assigned a medal to 100% of the wines entered and the combined medal haul of the three
competitions was 19. While the following year saw performance decline across the board (in terms
of total medals awarded), all three competitions have increased the percentage of entries awarded
year-on-year between 2014 and 2016.

Although DAFS have been awarded medals for 100% of entries in at least one competition in four
out of the seven years for which data were collected, this apparent success should be viewed in
light of criticism from some quarters for competitions awarding medals too generously (Moore,
2015; Huffadine, 2016) and the lack of importance assigned by the LPOT buyers interviewed in
section 5.3.3.1.
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5.3 Interviews

5.3.1 Importer interviews
Interviews were conducted with nine of the ten importers that import DAFS to the UK (Cava
Spiliadis excepted, see section 4.3). The intention was to understand their perception of the
historic, current and future status of DAFS in LPOT, and what they felt should be done to achieve
the goal of DAFS being seen as a fine wine category that is a required reference on the wine lists
of LPOT.

All interviewees felt the quality of DAFS had improved in recent years. Steve Daniel (Hallgarten
Druitt and Novum) and Mary Pateras (Eclectic Wine) pointed to major improvements, with Daniel
saying ‘The quality has risen massively. Now the standard on the island is almost universally high’,
while Pateras thought ‘The wines get better every year.’ Doug Wregg (Les Caves de Pyrène) felt
that, while some producers were making very good wines, momentum in the category would start
to build only once ‘there are enough good examples from multiple sources.’
There was broad agreement that awareness of DAFS in LPOT has risen in recent years, with
Pateras observing that ‘A lot of top sommeliers now like to list an Assyrtiko’ and Yiannis
Karageorgiou (Maltby & Greek) saying ‘Since I started, more and more sommmeliers are asking
for Assyrtiko from Santorini’. Lance Foyster MW (Clark Foyster), Maria Moutsou (Southern Wine
Roads) and Demetri Walters MW (Berry Bros. & Rudd) all felt there was still some way to go
before LPOT would consider DAFS a fine wine category. Moutsou pointed out that ‘although many
people already think of Assyrtiko from Santorini as a fine wine, there is still a lot of work to do’,
adding that ‘London is a market that has been neglected by Greek winemakers in recent years’, a
sentiment corroborated by Pateras.

The dynamics of Santorini’s wine industry, particularly the relationship between growers and
wineries (see section 3.2.3), was flagged by numerous interviewees as problematic, and described
as ‘a thorn in everybody’s side’ by Pateras. Daniel expressed concern from the winery’s
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perspective, saying ‘They are never sure what fruit they’ll get until the last minute. This makes
future planning very difficult’. Andrew Pavli (Wimbledon Wine Cellars) complained that ‘it is difficult
for the wineries to buy land, and when they do the prices are astronomical’. Sympathising with the
growers, Walters said ‘If the land doesn’t serve the growers, they’ll sell it for development’.

Daniel felt that these dynamics make it essential that DAFS establishes itself as a fine wine
category, saying ‘It is important to command a premium price because the grapes are so
expensive - there must be an incentive for growers to continue working the vineyards.’ Wregg
sounded a note of caution on price increases, however, saying ‘Santorini wines are acquiring a
premium reputation, but if price rises happen without a comparable increase in quality, then the
growers risk the reputation of the wines and the region itself.’ Elliot Awin (Awin Barratt Siegel)
agreed that pricing was a potential issue, but also felt ‘the trade often doesn’t put the effort in to
introduce the wines to consumers - we need more bars and restaurants to be brave with their
lists.’

Despite these challenges, many interviewees were confident that DAFS could establish itself as a
fine wine category in the eyes of LPOT, with Daniel feeling that ‘we’re almost there’ and flagging
the need to ‘keep educating and keep sampling’. Pavli and Walters said ‘trade tastings are the way
forward’, a sentiment shared by Moutsou, Karageorgiou and Pateras. Moutsou added that
‘producers need to visit London together to show their wines’, a message that Walters reiterated
while expressing frustration at ‘how little the producers work together’, adding that ‘there needs to
be cooperation to create a singular message.’

A number of interviewees felt that terroir was the key factor to be communicated as part of the
message that DAFS is a fine wine, with Daniel saying ‘more trips to the island for top sommeliers
and journalists will certainly help’. Moutsou agreed that visits would be important, but also felt that
‘the more detail you can give to the customer, the better. Single vineyard wines are a great idea’.
Karageorgiou observed that ‘To justify increased prices, single vineyards or villages are very
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important’. Walters agreed that ‘In terms of showing off the terroir of Santorini, yes you do need
village names’, but he was quick to add that ‘we need to see the collective Santorini PDO
established properly in the eyes of customers’ and that ‘we don’t want wines that are trophies, we
want wines that we can sell.’

These insights point to the fact that DAFS has made significant progress, in qualitative and
reputational terms, over the past few years but that there is work to be done before the category is
established as a fine wine in the eyes of LPOT. Daniel’s opinion that price increases are essential
and that the wines justify such increases was a pertinent insight, as was Wregg’s note of caution
about how that should be done. The core marketing ideas identified – trade tastings and visits to
the island – reflect the suggestions made by many of the sommeliers interviewed (section 5.3) and
the key tenets of the US-focused strategy (section 5.3.2). Likewise, the call to make the island’s
(and individual villages’) terroir central in communicating the category’s fine wine credentials fits
exactly with the priorities identified by LPOT buyers (section 5.3.3.1).

5.3.2 US influencer interviews
Interviews were conducted with three important figures in the USA, to understand what action had
been taken in key American markets to elevate the reputation of DAFS with a view to analysing
whether these activities might be applicable to LPOT.

Tara Q. Thomas of Wine & Spirits magazine was an early advocate of quality Greek wines in the
US, publishing her first report on the subject in 1998. ‘Since then’, she said, ‘we’ve published one
yearly. Santorini has always led the section with the greatest number of highly ranked wines’.
Thomas stated that interest in Greek wines was practically non-existent in 1998, and that enlisting
sommeliers to judge the wines was incredibly difficult, ‘but around 2003, 2004, I suddenly had too
many people to fit at the tasting table.’
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It was at this time that Sofia Perpera founded allaboutgreekwine.com, an organisation established
to improve the reputation of Greek wines in the US. While much of the funding came from private
wineries, allaboutgreekwine.com also benefited from subsidies provided by the EU specifically for
marketing programmes targeted at non-EU countries, allowing it to sustain a concerted US
marketing strategy over numerous years. ‘I was obsessed with quality, so we focused only on
wines that were the top of the top’, said Perpera, who initially aimed her communications at the
press ‘because we wanted the story to get out.’ After participating in the 2004 Aspen Food & Wine
Classic, a high-profile annual event ‘where lots of the most important opinion formers were
present’, Perpera broadened her target audience to include sommeliers and has since prioritized
this group due to their wider influence over what wines are considered fashionable. ‘Now we’re
much more focused on sommeliers and Greek wines are considered some of the hottest when
sommeliers make their selections.’

Part of the problem she initially faced was that the wines were imported only by ‘small Greek
“mom & pop” organizations’ that only sold to Greek restaurants. ‘One of the things we did was
focus on importers. Before they were all Greeks, but now American companies are taking on the
wines and this is very important.’ Thomas agrees that broadening the wines’ appeal was a crucial
step, saying that ‘It wasn’t long after that that the wines started turning up on wine lists of nonGreek restaurants’ and that ‘suddenly people were really taking the wines seriously.’ Thomas also
credits Perpera’s work as having a big impact, saying that ‘The tastings she organized, and the
trips to Greece, were absolutely instrumental in getting people to pay attention to Greek wine.’

Levi Dalton, a former sommelier who now hosts the I’ll Drink to That podcast and is an active
promoter of DAFS on social media, points to a change in the on-trade environment after the
financial crisis of 2008 that proved to be positive for DAFS. At this time, ‘People embraced
“discovery” wines and you also have the rise of the sommelier in our wine culture. Sommeliers feel
that a shared discovery leaves an impression with the customer.’ Thomas noticed the increased
momentum not long afterward, and by 2011 DAFS had moved from being a discovery wine to a
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rising star, with ‘enough restaurants reporting sales of Greek wines to warrant reporting on it in our
annual restaurant poll and Santorini being the main driver of the excitement.’

By this time, the wines of Santorini had their own US-centric marketing program run by Perpera,
for which she states ‘the goal was to increase the price of the wines and have them recognised
among the top whites in the world.’ She is confident that this goal has been achieved, saying that
‘In the past three years it’s amazing how much we have seen the reputation of Santorini Assyrtiko
grow in the US. All the important sommeliers now list at least one and there’s more of it drunk in
New York than in Athens.’ Dalton agrees, and thinks there is further to go, saying that ‘the
popularity of Santorini wines is still rising here, it isn't on the top of the crest yet.’

For Perpera, the UK represents a bigger challenge than the USA. ‘In America we started from a
zero image, but in the UK we would’ve started from a negative image due to the history of cheap
Retsina.’ This is changing now, thanks in part to the globalisation of media that means ‘positive
feelings from the US have had an influence on the UK’, and Perpera feels that elements of her US
strategy would be successful, commenting that ‘If I was building a plan for the UK, sommeliers
would be the first priority.’

The interviews conducted with LPOT buyers for this research paper (section 5.3.3) demonstrate a
lack of understanding, knowledge of and exposure to DAFS wines in LPOT today, similar to the
situation that Perpera and Thomas faced in the US in the early 2000s. On that basis, their
successful actions should be considered closely when developing a strategy to target LPOT.
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5.3.3 Interviews with decision makers in London’s premium on-trade

5.3.3.1 Part one: pre-tasting interview
Part one of the interviews was designed to see what influences the opinions of key figures in
LPOT in regard to whether a particular wine category can be considered fine wine, and whether
they agreed with the definition of fine wine as set out at the beginning of this paper (see section
4.1).

100% of respondents agreed with the definition of fine wine stated in section 4.1. Respondents
were then asked a series of Likert scale questions to assess what influences they consider
important when deciding whether a category can be considered fine wine (see figures 10 and 11).

Figure 10: On a scale of 1-5, where 1 = not at all important and 5 = extremely important, how would you rate the
following criteria when deciding whether you consider a given category to be 'fine wine'? Results represent the mean
average of all respondent
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Figure 11: % of respondents who felt each criterion was ‘very important’ or ‘extremely important’ when deciding if
they consider a given category to be ‘fine wine’.
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Figures 10 and 11 show it can be seen that sommeliers and on-trade buyers attach great
significance to their own experience of tasting wines and their perception of a wine’s background
credentials, while external factors such as the opinions of critics, competition results, the public
and other trade figures, or price and scarcity were considered far less important. This highlights
the confidence that LPOT buyers have in reaching their own conclusions about whether a wine
should be featured on their list. This is useful information for producers, as it implies that tastings
and education are a more effective strategy than achieving high scores from critics and winning
medals at competitions, if the goal is to improve the perception of their wines with on-trade buyers.

The Likert scale questions for three of the criteria were accompanied by further questions asking
respondents to provide more detailed information. These questions were optional and respondents
could give multiple answers if appropriate. Responses to the first of these can be seen in figures
12 and 13, which relate to how much the LPOT community look to sommeliers in other markets
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when forming opinions on fine wine. Despite the fact that the majority of respondents felt that
endorsement by sommeliers in other markets was only slightly or moderately important, it is
interesting to note that NYC is considered to be the most influential of those markets, particularly
as it has been successful for DAFS in recent years (Thomas, 2015).

Figure 12: How would you rate the importance of sommelier

Figure 13: Which other markets do you

endorsement in other markets when deciding if you consider a

consider to be important?

given category to be 'fine wine'?

14

25

12

8

10

6

5

4

16

15

9

10

20

20

12

3

3

11
8
1

3
0

0

1

2

1

2
0
Not at all

Slightly

Moderately

Very

Extremely

important

important

important

important

important

The second criterion that respondents were asked to give more detail on was the importance of
endorsement from wine critics and specialist press (figures 14 and 15).

Figure 14: How would you rate the importance of
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Although fewer respondents opted to cast votes in answer to this question (48) than the previous
one (62), all respondents felt endorsement from critics and specialist wine press was of (at least)
slight or moderate importance. Of the media deemed most important, it is perhaps unsurprising
(due to a London-based sample) that the top three were UK sources, with jancisrobinson.com
receiving 31%, Decanter magazine 25% and Noble Rot 19% of the votes.

The final criterion that respondents were asked to give more detail on was the importance of
awards and medals from wine competitions (figures 16 and 17).

Figure 16: How would you rate the importance of awards &
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Awards and medals from competitions were considered the least important factor of those
suggested to the interviewees (see figures 10 and 11), with 64% of respondents feeling that
competitions were ‘not at all important’. Of the 10 votes cast for specific competitions, Decanter
World Wine Awards (DWWA) received the most, though this should be considered in the context
of the overall lack of enthusiasm for competitions from LPOT buyers.
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5.3.3.2 Part two: post-tasting interview
The second part of the interview took place after the tasting (see section 5.4) and was intended to
gain deeper insight into the respondents’ existing perceptions of DAFS and reveal how they would
fit these perceptions into the framework they claim to use when judging whether a category can be
considered fine wine.

At the beginning of part two each respondent was asked to rate their agreement with the
statement in figure 18.

Figure 18: ‘I am prepared to have my mind changed about what I
consider to be 'fine wine'.’
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It should be encouraging for producers of DAFS to see that 82% of respondents consider
themselves flexible enough to have their mind changed about the fine wine credentials of a given
wine category. This highlights an open-mindedness in LPOT buyers that is essential if an
emerging category such as DAFS is to establish itself in a competitive fine wine market.

Respondents were then asked if they considered the wine categories represented in the tasting to
be fine wines (see figure 19).
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Figure 19: On a scale of 1-5, where 1 = strongly disagree & 5 = strongly agree, to what extent would you agree that
the following categories of dry white wine could be considered 'fine wine'?
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With one notable exception – DAFS – respondents agreed (a score of more than 3) with the
proposal that all the categories featured in the blind tasting could justifiably be called fine wine.
Only 25% of respondents answered ‘agree’ or ‘strongly agree’ with the idea that DAFS is a fine
wine category, bringing into focus the importance of the previous question (figure 18) because
establishing DAFS as a fine wine in these respondents’ eyes will rely on 75% of them changing
their opinion.

Figure 20 shows the average scores of answers to the next two questions, which asked the
interviewees to rate their personal familiarity and their customers’ familiarity with DAFS.
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Figure 20: On a scale of 1-5, where 1 = not at all familiar & 5 = very familiar, how
would you rate your personal familiarity and your customers' familiarity with DAFS?
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On the basis that, in order to consider a category as fine wine, respondents required familiarity
with the background of the category (quality of grapes used, quality of terroir, ability of the wines to
age) and to have tasted multiple examples (figures 10 and 11), the results in figure 19 are perhaps
explained to some extent by those in figure 20, where respondents’ familiarity with DAFS is rated
between ‘slightly’ and ‘somewhat’ familiar. While the observation that their customers are even
less familiar with DAFS is worth noting, we have seen that only 11% of respondents place any
importance on the views or preferences of the general public when deciding what they consider to
be fine wine (figure 11). The lack of LPOT buyers’ familiarity with DAFS is an issue that will need
to be addressed if DAFS is to establish itself as a fine wine category and become essential for
their wine lists.

When asked whether they feature one or more DAFS on their wine lists, 18 of the 28 respondents
(64%) said yes. While this figure is encouraging, it should be remembered that the respondents
are highly engaged early adopters and therefore the wider survey of 200 LPOT establishments
(section 5.1.2), showing that 20% of LPOT establishments currently feature DAFS on their list,
should be taken into account. This broader response highlights that the interview/blind tasting
participants are right to be considered as early adopters, though - as would be revealed later in the
interview - none of them believes DAFS is established as a fine wine in the eyes of LPOT. As
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discussed in section 4.3, their approval could be crucial in disseminating the message to the wider
LPOT audience that DAFS should be considered an essential reference on LPOT wine lists.

To gain more insight, respondents were asked to explain their decision to list or not to list DAFS.
Sager, Devaney, Gudmunsson and Pollard all felt the wines offered good value for money and
drew attention to the significance of this in their decision to list DAFS. Others, including Bachiorri
and Patry, revelled in the fact that DAFS is considered ‘esoteric’ and one respondent (Jolley) said
‘Assyrtiko from Santorini is trendy’, pointing out that while people may be intrigued by DAFS, it still,
in his eyes, represents a fringe proposition. Balkaya repeated this view, suggesting that the fact
DAFS is from outside the mainstream makes it interesting in a mature market such as London.
Rodriguez expressed his opinion that DAFS is ‘the pure definition of a terroir-driven white wine’
that ‘tells a story’, while Kandylis, Sharkey and Neumann all described DAFS as ‘food friendly’.
Neumann went on to stress the terroir-driven credentials of the wine while praising its versatility in
the on-trade environment, saying ‘I love its flexibility – I can use it for so many different things
when it comes to wine and food matching.’

Of the respondents who didn’t list DAFS, a number of them decried the lack of opportunity to taste
DAFS, quoting a lack of availability in the market at large or with the suppliers they work with.
Mellor, Kudler and Giangaspero felt that they were yet to taste an example that had impressed
them (though Mellor and Kudler both selected a DAFS as their highest scored wine in the blind
tasting, with Giangaspero placing one second), while McCabe said he hadn’t listed DAFS because
the style doesn’t fit his menu.

Respondents were then asked to rate their agreement with a series of statements about DAFS
(see figure 21) in order to see how DAFS performed in the areas that the respondents had
previously identified (see figures 10 and 11) as being important when deciding whether a wine
category could be classed as fine wine.
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Figure 21: On a scale of 1-5, where 1 = strongly disagree & 5 = strongly agree, to what extent would you agree with
the following statements regarding DAFS?
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Of the top five influences identified during the first stage of the interviews (see figures 10 and 11),
DAFS performed strongest on respondents’ perception of the history and terroir of Santorini. Two
of the other most important factors – the ability of the wines to age and the quality of the grape
variety – averaged a score between ‘don’t know’ and ‘agree’, suggesting that there is work to be
done on these messages but a positive base from which to start. How respondents felt about
DAFS in light of the other important factor mentioned in part one of the interviews, their personal
perception of quality from tasting multiple examples, would be demonstrated by the results of the
blind tasting (see section 5.4).
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Interviewees were then asked to state what they believed was the upper limit for the price of DAFS
in LPOT (trade price, duty-paid, ex VAT), by choosing from a list of five gradated options, with only
one selection permitted (figure 22).

Figure 22: What do you consider to be the upper price limit for DAFS?
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Although 89% of respondents stated that they didn’t feel premium pricing was an influence on
whether they judged a given category to be fine wine (see figure 11), it is useful to see what they
perceive to be the upper limit for the trade price of DAFS and interesting to compare this with the
predicted prices assigned by respondents to DAFS presented in the blind tasting (see section
5.4.5). The majority of respondents put a £20 limit on DAFS, which broadly reflects the market
reality as most DAFS available in London range from £10 to £20 to the trade.

Finally, the respondents were presented with the following question and given the option of
answering ‘No’, ‘Unsure’, or ‘Yes’: Do you think that dry Assyrtiko from Santorini is established as
a ‘fine wine’ in the eyes of London’s premium on-trade? Of the 28 respondents, 25 (89%)
answered no, while 3 (11%) were unsure. None felt that DAFS was established as a fine wine in
the eyes of LPOT.

Respondents were asked what needed to happen in order to make their answer to this question
‘Yes’. 68% of them identified more DAFS-specific trade tastings as being essential. Sager, Patry,
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George, Rodriguez, Varielle and McSwiney suggested taking sommeliers to visit the island, while
many of the respondents also mentioned how important it was for the winemakers to visit London
and present their wines. Balkaya and Kelleher said that a more specific terroir-related discussion
would be beneficial and a number of others felt more education on the villages and subzones of
the island would enthuse the on-trade. Neumann and Devaney called on producers to bring older
vintages of the wines into the market so that the ageing potential of DAFS could be demonstrated.

5.4 The tasting

5.4.1 Format
Respondents were given a tasting sheet with 20 boxes (one for each wine) prompting them to:
1. Score the wine out of 100 points
2. Answer the question: ‘Based on my perception of quality, I think that this wine deserves to
be described as ‘fine wine’ (YES / NO)’
3. Answer the question: ‘As long as I felt the price was fair, I would list this wine on the wine
programme(s) I oversee (YES / NO)’
4. Answer the question: ‘Based on my perception of quality (not what I consider to be the
wine’s identity), I think the trade price of the wine is… (to trade, in £GB, duty-paid, exVAT)’
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5.4.2 Scores
Table 4 shows the mean average scores assigned to each wine. For ease of identification, DAFS
are highlighted in blue.

TABLE 4: All wines ranked by average score in the blind tasting.
Rank

Wine

Avg. score

1

#19: 2013 Keller 'Hubacker' Grosses Gewächs Riesling; Rheinhessen, Germany

89.25

2

#20: 2014 Chavy-Chouet Puligny-Montrachet 1er Cru 'Folatières' Chardonnay; Burgundy, France

89.00

3

#9: 2014 Hatzidakis ‘Assyrtiko de Louros'; Santorini, Greece

87.50

4

#11: 2014 Thomas Morey Chassagne-Montrachet 1er Cru 'Macherelles' Chardonnay; Burgundy, France

87.32

5

#16: 2014 Gaia 'Thalassitis Oak Fermented' Assyrtiko; Santorini, Greece

86.86

6

#6: 2013 Droin Chablis 1er Cru 'Mont de Milieu' Chardonnay; Burgundy, France

86.82

7

#3: 2012 Fritz Haag 'Brauneberger Juffer Sonnenuhr' Grosses Gewächs Riesling; Mosel, Germany

86.75

8

#2: 2015 Gaia 'Wild Ferment' Assyrtiko; Santorini, Greece

86.50

9

#14: 2014 Marcel Deiss Alsace Riesling; Alsace, France

86.43

10

#5: 2015 Hatzidakis ‘Assyrtiko de Mylos'; Santorini, Greece

85.68

11

#17: 2014 Sigalas 'Kavalieros' Assyrtiko; Santorini, Greece

85.61

12

#18: 2014 René Mosse Savennières 'Arena' Chenin Blanc; Loire Valley, France

85.11

13

#8: 2015 Argyros 'Vareli' Assyrtiko; Santorini, Greece

84.71

14

#10: 2015 Albert Mann 'Tradition' Alsace Riesling; Alsace, France

84.04

15

#13: 2014 E&E Vocoret Chablis 'Bas de Chapelot' Chardonnay; Burgundy, France

83.96

16

#15: 2015 Argyros 'Estate' Assyrtiko; Santorini, Greece

83.96

17

#7: 2010 Marc Brédif Vouvray 'Classic' Chenin Blanc; Loire Valley, France

82.64

18

#1: 2013 François Cotat Sancerre 'Monts Damnés' Sauvignon Blanc; Loire Valley, France

82.43

19

#12: 2014 Franz Hirtzberger 'Donaugarten' Steinfeder Grüner Veltliner; Wachau, Austria

81.96

20

#4: 2012 FX Pichler 'Loibner Klostersatz' Federspiel Grüner Veltliner; Wachau, Austria

80.32

The DAFS performed strongly in the tasting, with two in the top five and one in the top three. With
a higher proportion of DAFS in the tasting than the other styles of wine, it was likely there would be
examples of DAFS in the bottom-half of the table, but it should be noted that the average score for
DAFS was 85.83 – above the overall average of 85.34 and 0.75 higher than the average score of
the 13 other, non-DAFS, wines (85.08). When analysing respondents’ scores individually, 19 (of
28) scored DAFS higher on average than they had scored the other 13 wines on average.

Another observation that reflects positively on the performance of DAFS is that half of the
respondents selected a DAFS as their top (or level-top) scoring wine and only four respondents
didn’t put a single DAFS in their top three.
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TABLE 5: Top five wines by frequency of being ranked 1st by respondents.
Rank

Wine

Frequency

1

#16: 2014 Gaia 'Thalassitis Oak Fermented' Assyrtiko; Santorini, Greece

6

2

#19: 2013 Keller 'Hubacker' Grosses Gewächs Riesling; Rheinhessen, Germany

5

2

#20: 2014 Chavy-Chouet Puligny-Montrachet 1er Cru 'Folatières' Chardonnay; Burgundy, France

5

2

#11: 2014 Thomas Morey Chassagne-Montrachet 1er Cru 'Macherelles' Chardonnay; Burgundy, France

5

5

#9: 2014 Hatzidakis ‘Assyrtiko de Louros'; Santorini, Greece

4

Table 5 shows this in more detail, identifying the top five wines in terms of the frequency with
which respondents placed them as the top (or level-top) scoring wine. Gaia’s ‘Thalassitis Oak
Fermented’ was selected as the top wine by six respondents, with Hatzidakis’ ‘Louros’ also
featuring in the top five thanks to being placed top by four respondents.

As identified in section 5.3.3, members of LPOT place significant value on their personal
experience of tasting the wines when deciding if a category can be considered fine wine. The
results in tables 4 and 5 suggest that the quality of the wines can withstand this test and that
DAFS can compete qualitatively with high quality white wines from top estates in recognised fine
wine regions.

5.4.3 Fine wine credentials
Figure 23 shows, for each wine, the number of respondents who agreed that the wine they were
tasting should be described as fine wine. Results are ordered from left to right by how many ‘yes’
votes they received and DAFS are highlighted in blue.
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Figure 23: Respondents that rated each wine as 'fine wine' (number of 'yes' votes)
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Of the seven DAFS, five were described as fine wine by half or more of the respondents, with one,
Hatzidakis ‘Louros’, ranking in the top three. When each taster’s results were analysed
individually, 17 out of the 28 respondents rated all seven DAFS as fine wines. This shows that the
group recognised DAFS’ fine wine credentials when the wines were tasted blind. These results,
when

compared

with

figure

19,

demonstrate

the

discrepancy

between

preconceptions of DAFS and how they assess the wines when actually tasting them.
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respondents’

5.4.4 Suitability for a LPOT wine list
Respondents were asked to state whether they would consider listing the wine (providing they
were satisfied that the price was fair in relation to the quality). Figure 24 shows the number of
respondents who said they would list the wine, with results ordered from left to right by how many
‘yes’ votes they received. DAFS are highlighted in blue.

Figure 24: Respondents that would list the wine on their wine programme(s) (number of 'yes' votes)
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7

All seven DAFS received more ‘yes’ than ‘no’ votes, and one example (Gaia ‘Wild Ferment’)
featured in the top three for yes votes. Twenty-two of the 28 respondents said they would list more
than half of the DAFS and three said that they would list all seven. These results demonstrate that
not only was the group, on balance, positive about the quality of DAFS, but that they considered it
a category that should be featured on an LPOT wine list.

5.4.5 Price
Table 6 shows the actual price of each wine in the tasting and ranks them in order of the mean
average price predicted by respondents. The positive or negative variance between real and
predicted prices is recorded in the far-right column. DAFS are highlighted in blue.

TABLE 6: All wines ranked by average predicted price
Avg
predicted
price

Variance
(£0.12)

Rank

Wine

Actual
price

1

#20: 2014 Chavy-Chouet Puligny-Montrachet 1er Cru 'Folatières' Chardonnay; Burgundy, France

£29.58

£29.46

2

#16: 2014 Gaia 'Thalassitis Oak Fermented' Assyrtiko; Santorini, Greece

£10.32

£25.39

£15.07

3

#9: 2014 Hatzidakis ‘Assyrtiko de Louros'; Santorini, Greece

£29.43

£25.11

(£4.32)

4

#19: 2013 Keller 'Hubacker' Grosses Gewächs Riesling; Rheinhessen, Germany

£31.09

£24.82

(£6.27)

5

#11: 2014 T. Morey Chassagne-Montrachet 1er Cru 'Macherelles' Chardonnay; Burgundy, France

£27.00

£21.32

(£5.68)

6

#18: 2014 René Mosse Savennières 'Arena' Chenin Blanc; Loire Valley, France

£20.10

£20.61

£0.51

7

#2: 2015 Gaia 'Wild Ferment' Assyrtiko; Santorini, Greece

£12.56

£19.82

£7.26

8

#3: 2012 Fritz Haag 'Brauneberger Juffer Sonnenuhr' Grosses Gewächs Riesling; Mosel, Germany

£22.42

£19.66

(£2.76)

9

#14: 2014 Marcel Deiss Alsace Riesling; Alsace, France

£16.75

£19.36

£2.61

10

#17: 2014 Sigalas 'Kavalieros' Assyrtiko; Santorini, Greece

£21.86

£18.75

(£3.11)

11

#6: 2013 Droin Chablis 1er Cru 'Mont de Milieu' Chardonnay; Burgundy, France

£15.95

£17.54

£1.59

12

#8: 2015 Argyros 'Vareli' Assyrtiko; Santorini, Greece

£14.50

£16.70

£2.20

13

#15: 2015 Argyros 'Estate' Assyrtiko; Santorini, Greece

£13.05

£16.36

£3.31

14

#5: 2015 Hatzidakis ‘Assyrtiko de Mylos'; Santorini, Greece

£17.60

£16.36

(£1.24)

15

#7: 2010 Marc Brédif Vouvray 'Classic' Chenin Blanc; Loire Valley, France

£12.08

£16.25

£4.17

16

#13: 2014 E&E Vocoret Chablis 'Bas de Chapelot' Chardonnay; Burgundy, France

£15.92

£15.50

(£0.42)

17

#10: 2015 Albert Mann 'Tradition' Alsace Riesling; Alsace, France

£10.65

£15.30

£4.65

18

#1: 2013 François Cotat Sancerre 'Monts Damnés' Sauvignon Blanc; Loire Valley, France

£23.75

£15.25

(£8.50)

19

#12: 2014 Franz Hirtzberger 'Donaugarten' Steinfeder Grüner Veltliner; Wachau, Austria

£16.89

£14.18

(£2.71)

20

#4: 2012 FX Pichler 'Loibner Klostersatz' Federspiel Grüner Veltliner; Wachau, Austria

£15.08

£12.27

(£2.81)

Although 89% of respondents did not consider premium pricing to be of significant importance
when deciding whether a wine was ‘fine’ (figure 11), the question was asked on the basis that
respondents would give a fair value for the wine, rather than guessing its origin and then assigning
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an appropriate estimated price. The question was posed in this way in order to garner another
perspective on how respondents judged each wine relative to the other wines.

Two of the top three wines by average predicted price were DAFS. Nine respondents recorded an
average predicted bottle price for the seven DAFS that was higher than their stated upper price
limit for the category (see figure 22). Of the 21 respondents who answered ‘up to £10’ or ‘up to
£20’ to this question, 86% of them priced at least one DAFS higher than their stated upper limit. Of
these, the three respondents who put £10 as a ceiling price for DAFS - Giangaspero, Spivey and
Kudler - assigned the seven DAFS an average predicted price of £16, £17 and £28 respectively.

The average predicted price of all 20 wines was £19.00 – very close to the actual average price of
£19.48. In relative terms, the seven DAFS performed well when measured against the other wines
in the tasting, averaging a predicted price of £19.78 vs £18.58. Gaia ‘Thalissitis Oak Fermented’,
the wine that was selected as the top-scoring wine by more respondents than any other and was
ranked second overall in terms of predicted price, was in fact the cheapest wine presented in the
tasting. As can be seen in Figure 25, this wine also recorded the largest positive variance between
actual and predicted price. In fact, four of the top seven performing wines by this measure were
DAFS, indicating the group believed that the DAFS in the tasting offer value for money.
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Figure 25: Perceived vs actual price (£GB) of wines featured in the blind tasting
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Perceived price

6.0 CONCLUSION AND RECOMMENDATIONS
It is clear from the research conducted for this paper that LPOT are yet to perceive DAFS as a fine
wine category. The increase in DAFS imported into the UK (table 3), the falling relative share of
multiple retailers in these imports (section 5.1.1) and the fact that more importers are now
distributing DAFS (idem), all reflect a widening interest for DAFS from new customers and market
sectors. However, the key LPOT market remains under-exploited, with only 20% listing DAFS
(figure 3), and this represents a major sales opportunity for producers and distributors of DAFS.
The following recommendations are intended to offer a blueprint as to how that opportunity might
be exploited.

Recommendation #1: Establish a collective marketing body
A single official body should be established to pursue the collective marketing interests of
Santorini’s wineries (including all of their wines, though DAFS should be the focus), with
representation from all the island’s wineries. The budget should be generated from winery
subscriptions, Greek government funding and EU funding (something that US-centric programs
have hitherto received and that, post-Brexit, UK-centric programs may also benefit from). This
organisation should seek external advice from knowledgeable figures in key export markets,
developing coherent marketing strategies for each of them and seeking to dovetail activities where
appropriate (for example, sommelier visits to the island from London and NYC could overlap in
order to forge links between supporters and amplify the resulting social media coverage).

Recommendation #2: Develop a UK marketing strategy that specifically targets LPOT
The blind tasting results (section 5.4) indicate that LPOT buyers are receptive to DAFS, and that
negative preconceptions are due to a lack of opportunities to taste the wines or communication
and promotion, rather than a shortfall in quality or value offered by the wines. This audience have
declared themselves to be open-minded (figure 18), and they already hold positive opinions about
the history and terroir of Santorini (figure 21), so drawing up a plan to target LPOT buyers should
be an immediately priority.
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The strategy should include an annual tasting in London, attended by multiple winemakers, ideally
showcasing older vintages as well as current releases. It should feature educational seminars to
communicate the message of Santorini’s unique history, terroir characteristics and grape varieties.

In addition, an annual trip to Santorini should form part of the plan, with a view to introducing 8-10
key LPOT buyers to the island’s terroir, villages and winemakers. Participants in these trips should
be carefully chosen in order to ensure that early adopters and influential members of LPOT
become champions for DAFS, which will in turn lead to wider diffusion of the idea that they are fine
wines.

Producers of DAFS should consider their distribution options carefully to maximise the potential for
selling to LPOT. Turning DAFS from a niche proposition into a category that is broadly considered
to be fine wine by premium on-trade buyers will be most effectively done by importers who
represent more than just Greek wines, as they have the reach in their distribution and diversity of
clientele to ensure a broader audience can consider listing the wines. This was a key element of
the strategy pursued by Sofia Perpera which led to much wider appreciation and availability of
DAFS in key US markets.

Recommendation #3: Forget wine competitions - focus the message on terroir
While competition medals may be appropriate marketing for certain market segments, they are not
deemed worthwhile by LPOT and should not figure in communications with premium on-trade
buyers.

However, ‘perception of the quality of terroir’ was considered the most important factor for LPOT
buyers when deciding whether a category could be considered fine wine (figures 10 and 11) and
should therefore form the central pillar of communications with this audience. The general
consistency in the terroir of the island’s various villages provides scope for a strong and coherent
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overall message, but their differences and individual characteristics should be communicated too something that was highlighted by numerous LPOT buyers (and importers) as an area of interest
and added-value (section 5.3). While Santorini PDO regulations do not currently permit references
to specific villages on the label (and official geographical classification of the island’s vineyards
may be necessary for this to change), the increasing number of single-vineyard bottlings from
producers such as Sigalas and Hatzidakis is a trend that should be encouraged and continued.

Recommendation #4: Increase the price of DAFS, but do it carefully
While it is essential that any promotional strategy ultimately results in a more sustainable Santorini
wine industry, and thus higher prices throughout the supply chain, producers should not allow
prices to rise too quickly or without qualitative justification. LPOT is a competitive marketplace
where buyers’ attention can quickly turn away from a category that isn’t considered to offer good
value for money, so building a reputation for fine wine at fair prices will be critical to the category’s
long-term success. As discussed, ‘old vine’ or single vineyard wines can undoubtedly help to
premiumise the image of DAFS, but ‘good value’ was regularly used to describe DAFS in LPOT
interviews and this positive characterisation should be protected.

This paper has shown what members of LPOT consider to be the factors that influence their
perception of fine wine and their reasons for considering a category essential for their wine list. It
has also shown that, despite their current preconceptions, DAFS has the quality and backstory to
become a fine wine category in the eyes of LPOT, as long as these factors are effectively
communicated. It is hoped that producers and distributors of DAFS see the potential in following
these recommendations to ensure that LPOT embrace the category and consider it essential for
the wine programmes that they oversee, but also that these insights will prove valuable to wineries
making high quality wines elsewhere, in their pursuit to be recognised as producers of fine wine.
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8.0 APPENDICES

8.1 Research paper proposal

2015-2016 Research Paper Proposal
Candidate Number: 19395
Date: 07/07/16
Proposed Title:
"How can dry Assyrtiko from Santorini establish itself as a recognised 'fine wine' in
the eyes of London's premium on-trade?"

Define the subject of your Research Paper and specify the research questions
you plan to pursue:
The primary question that this paper will look to answer is how a specific wine – in
this case dry Assyrtiko from Santorini – can become established in the eyes of
London’s premium on-trade as a ‘fine wine’. In order to answer this central question,
the paper will seek to address how the wine is currently perceived by this target
group, before identifying what steps producers must follow if they are to persuade
sommeliers, restaurateurs and other on-trade wine buyers that their wines are
requisite references for the quality-focused wine lists of London. It will look in detail
at how sales of these wines have developed in recent years, take into account what
the city’s on-trade wine buyers consider to be the key factors that drive their
selections and who they look to as influential opinion formers and agenda setters.
Ultimately, it will attempt to develop a list of strategic goals that could elevate dry
Assyrtiko from Santorini to become a sought-after ‘fine wine’ that demands inclusion
on London’s most respected wine programmes.
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Background and Context:
Although the dry white wines of Santorini have been held in high regard in their
native Greece for many years, it is only in the past decade that they have started to
develop a contemporary international following. Thanks to the island’s unique terroir
and some of the oldest vineyard plantings in the world, dry Santorinian Assyrtiko is
a distinctive and often high quality wine with many characteristics that are typically
considered suitable for the on-trade environment. As a result, it has started to
appear on some of the more creatively curated wine lists in London, though is yet to
achieve the breakthrough success of Austrian Grüner Veltliner (UK imports of which
leapt from approx. 35,000L to 580,000L between 2003 and 2014 according to the
Austrian Wine Marketing Board), let alone challenge the established ‘fine’ dry white
wines of Burgundy, the Loire Valley, Alsace or Germany.
With the current trend for wines rich in indigenous heritage and perceived
‘authenticity’, the timing appears ideal for Santorini’s wines to be taken increasingly
seriously by key wine buyers in London’s on-trade.

Sources:
Owing to the nature of this research question, the primary source of information will
be members of the London wine trade, and in particular the sommeliers,
restaurateurs and wine-buyers that are responsible for creating a serious ‘wine
programme’ at their establishment.
In addition to this, the wine merchants and importers that deal with these
restaurants and bars will prove to be an invaluable source, not only of opinion and
insight but also of data. Eight leading importers that work with Santorinian wines
have agreed to make available comprehensive statistics and sales figures relating
to the current and past performance of the wines in question.
Trade bodies and organisations involved in the trade of Greek food and wine will be
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a source of information that will assist in building a picture of how Santorini’s wines
are perceived on export markets, with UK-centric figures of primary importance but
trends outside the UK providing additional context to the discussion.
The writing and reviews of key international wine journalists and other opinion
formers will be an important source when gauging existing attitudes towards dry
Assyrtiko from Santorini, as will the results from UK-based International wine
competitions (Decanter World Wine Awards, the International Wine Challenge and
International Wine & Spirits Competition).
How these attitudes and results effect perceptions at different stages of the supply
chain will be very useful when forming conclusions to the central question of the
paper.

Research Methodology:
Primary
•

Semi-structured interviews will be conducted with two sample groups:
•

Up to 30 decision makers working in the London on-trade (sommeliers,
bar/restaurant owners and managers in premium on-trade establishments
that operate a quality driven wine programme).

•

8 wine importers that have a history of selling the wines of Santorini in to
the London on-trade market.

These interviews will include 15-20 questions (a combination of closed, open-ended
and Likert scale questions) tailored to each group. This detailed primary research
should yield information about the perceptions and motivations of the target market
for dry Assyrtiko from Santorini.

•

A blind tasting of c.20 wines, attended by key decision makers from London’s
premium on-trade, including examples of dry Assyrtiko from Santorini
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alongside other white wines already perceived as ‘fine wines’. These will
include Chardonnay from Chablis, Chardonnay from the Côte de Beaune, dry
Chenin Blanc from the Loire Valley, Sauvignon Blanc from the ‘Central
Vineyards’ of the Loire Valley, dry Riesling from Alsace, dry Riesling
‘Grosses Gewächs’ from Germany and Grüner Veltliner from Austria. The
participants will rate the wines they taste according to various criteria, for the
purpose of ascertaining how dry Assyrtiko from Santorini is perceived in
quality terms when compared with the ‘fine’ white wines that are mainstays of
London wine lists.

Secondary
•

Literature research will take into account historical and contemporary
perceptions of dry Assyrtiko from Santorini from influential opinion formers.

•

Comprehensive and representative data relating to the recent history of sales
of dry Assyrtiko from Santorini in London’s premium on-trade market. This
data will be gathered from the eight UK importers that sell Santorinian wines
to London’s on-trade.

•

Detailed data relating to the number of establishments listing dry Assyrtiko
from Santorini in London’s premium on-trade market. This data will be
gathered from sommeliers, wine buyers and restaurateurs working in
London’s premium on-trade.

Research will be done via market reports, research papers, books, newspapers and
articles from various sources, results from major wine competitions and also from
detailed sales data provided by wine importers and trade bodies, and buying data
from on-trade wine buyers.

© Institute of Masters of Wine 2017

Potential to Contribute to the Body of Knowledge on Wine:
This paper will attempt to address how dry Assyrtiko from Santorini can become a
necessary fixture on the wine lists of London’s most wine conscious on-trade
establishments, with a view to outlining a strategic blue-print that could be followed
by producers of other emerging high-quality wines in regions around the world.
While having a product that is of sufficient quality is essential, the perceptions of key
figures in the marketplace are often influenced by various factors, from the
contemporary opinions of critics and customers, to the wine’s historical reputation or
pricing considerations. Understanding the relative importance of these (and other)
factors will be critical to answering the paper’s central question. It is hoped that the
findings will empower the producers of dry Assyrtiko from Santorini to establish their
wines in London’s premium on-trade market, but also that they might inspire
winemakers from other regions to follow a similar strategy.

Proposed Time Schedule/Programme:
Mid July – mid-October: Writing of RP
15/10/16: Submission of draft to RP advisor
Early – mid November: Rewrites and edits based on feedback.
15/11/16: Submission of final RP to advisor
Late November: Tweaking, editing and perfecting the presentation of the RP.
December: Final submission

REMAINING APPENDICES REDACTED.
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