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1: SUMMARY
The cellar door is well-studied in the wine tourism literature, though not in the context
of Great Britain’s (GB) wine industry. With large increases in vineyard plantings and
wine production witnessed in recent years, this study aimed to provide an up-to-date
insight on three key facets of GB cellar doors:
1)

The rationale of the cellar door.

2)

The range of activities at the cellar door and their performance.

3)

The opportunities and threats for the future of the GB cellar door.

A survey and series of interviews with GB producers were undertaken. Producers
from Oregon, a market that WineGB (the national body for grape growers and
winemakers) views as a potential model for GB’s future, were also interviewed to
help provide ideas for the future development of GB cellar doors.

The study recognises the significance of the cellar door to GB producers, from the
standpoint of branding, sales volume and profitability. The findings highlight some of
the opportunities for visitor experiences beyond merely tasting and buying and for
wine clubs and wine tour companies to grow beyond their current infancy. Further
progress could also be made with regional collaboration to support wine tourism
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2: INTRODUCTION
2.1: Overview of the GB wine industry
Commercial viticulture in GB began in 1952 with the planting of Hambledon
Vineyards in Hampshire (Skelton, 2019). The industry grew until 1993 when the
Wine Standards Board (WSB) recorded 1,065 hectares of vineyards. The most
popular varieties were Germanic crossings and hybrids, such as Müller-Thurgau and
Reichensteiner, suitable at the extremes of cool climate viticulture. However, from
1993 until 2005, planted vineyard area declined. This was largely due to producers
planting the wrong varieties in the wrong sites and marketing difficulties (Skelton,
2019). The light-bodied, off-dry wines that were being produced at this time fell out of
fashion and could not compete against the value and range of styles that were
increasingly available from New World countries. Since 2005, vineyard area has
increased (Fig.1) and the three Champagne varieties now represent 70% of
plantings (WineGB 2019c). This change has been driven by two major factors: firstly,
increasing temperatures, and secondly the success of large producers, notably
Nyetimber (Skelton, 2019). After the planting of 3 million vines during 2019, WineGB
estimates land under vine in 2019 at 3,579ha (Fig. 1). 1 Plantings are concentrated in
the south-east of England, representing 76% of vineyard area. Of bottled wines, 69%
are sparkling and 31% are still (WineGB, 2019c).

Hectarage statistics from Wine Standards (Food Standards Agency) until 2016. 2017 figures onwards are from
WineGB. However, it is not a requirement for a producer to be a member of WineGB and therefore their
figures are an estimation.
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Fig. 1: UK Vineyard planted area. Surveys before 1989 were not compulsory and therefore the data is not reliable

The scale of the industry has expanded rapidly. In 2013, production was forecast to
reach 8 million bottles by 2025 (Mintel), yet this figure has already been surpassed.
In 2018, 13.1 million bottles were produced (WineGB 2020), representing a 124%
increase on the 5.9 million bottles produced in 2017.

Sales distribution of English & Welsh Wine (WineGB,
2019b)

6%

8%

32%

Domestic trade sales

Domestic Cellar door sales

Fig. 2: Distribution channels of English and Welsh wine
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53%

Online sales

Exports

Cellar door sales volumes represent nearly a third of total sales (Fig.2). 2 Whilst
exports have doubled from 2017, this is from a small base and the domestic market
remains dominant. Total sales for 2018 are estimated at 2.6 million bottles (WineGB
2019a). 3 Although it is difficult to make direct comparisons between production and
sales figures, particularly due to the bottle ageing required for traditional method
sparkling wines (the predominant wine style produced in GB), the average annual
production figure from 2013-2017 has been 5.05 million bottles (WineGB, 2020).
Production levels for the last two years have been dramatically above that average;
13.10 million bottles in 2018 and 10.48 million bottles in 2019. Though the majority of
the wines will be bottled-aged and will not be available for sale for at least a couple
of years, a market for this additional volume must be found. Compounding this,
volumes are likely to increase further still, as the large-scale plantings of 2017-19
have not yet come into production. This has raised concerns regarding oversupply
(Schmitt, 2018; Schmitt, 2019) with wine consultant Justin Howard-Sneyd MW
estimating a need to sell “up to 8 million bottles a year” (Mileham, 2019). While
growing exports and trade channels will be important to achieve sales volume
growth, cellar doors are likely to remain key to the profitability of many GB producers
given the high margins from this route to market. Therefore, understanding and
assessing their current use would seem advantageous in an increasingly competitive
market.

Figures for sales value comparison are not available.
WineGB figures are based on estimations from a member survey conducted through Wine Intelligence. 2019
figures are not yet available.

2
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2.2: Definitions
Producers are defined as those who make wine and/or bottle and label it under their
own brand. 4

The definition of the cellar door is a designated space for the purpose of tasting,
selling and/or promoting the producer’s brand. This term is used interchangeably in
the literature review and the Oregon interviews with the term ‘tasting room’.

2.3: Purpose of this study

This subject was chosen, firstly, to bring an understanding of the current state of GB
cellar doors and to provide an update to the work of Howley & Van Westering (2008).
Secondly, the recent increase in production likewise necessitates an increase in
sales, for which an insight into the cellar door can only be useful. Thirdly, findings
from the literature review and the Oregon interviews could benefit GB producers who
wish to establish, expand, or develop their cellar door.

2.4: The Oregon connection

WineGB, which is responsible for the generic promotion and marketing of GB wine,
has made explicit reference to Oregon as a comparable model for its own
development (Eads, 2018). Whilst there are significant retail and regulatory
differences between GB and Oregon, there are similarities in terms of their

4

Some brands outsource their production or buy finished wine, but no statistics are available for this.
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producers, with both being made up of “lots of small, family run operations with very
few big players involved” (WineGB, 2018a, p. 3). WineGB stated that Oregon is a
wine region suitable as a future model because of its “rapid expansion, recognised
quality, high average price and strong domestic market” (Hook, 2018). In 1980, there
were 34 wineries and 1,100 planted acres in Oregon (Full Glass Research, 2006).
By 2017, there were 769 wineries and 33,966 planted acres (Oregon University,
2017). Whether GB will be able to match this expansion is uncertain and is beyond
the scope of this paper.
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3: RESEARCH CONTEXT AND LITERATURE REVIEW

To investigate the current and future role of GB cellar doors, three research
questions were explored. 5

1) What are the reasons behind the choice to have or not have a cellar door?
2) What is the range of activities offered and how do producers perceive their
cellar door is delivering against their needs?
3) What are the opportunities and threats for the future of the GB cellar door?

3.1: Cellar door studies directly relating to GB
Only a small number of studies on GB cellar doors have been undertaken. Howley &
Van Westering (2008) explored the polarisation of domestic producers. They
observed how small producers were reliant on cellar door sales, but larger producers
had established routes to market, such as supermarkets and airlines. They also
detailed the problems for small producers in servicing the cellar door in terms of time
and cost. Given their study was carried out 12 years ago, this research investigated
whether this polarisation and such issues have remained.

Before Howley & Van Westering, Richardson (2004) investigated whether tourism
could be the economic saviour of UK producers, who struggled to match the prices
of imported wine and suffered from poor marketing. The wines were named after
unfamiliar grapes and competed for space on supermarket and wine shop shelves

A research question on staffing demands was also originally intended but, within the restraints of the word
count of the research paper, it was impossible to explore and report on this area fully.

5
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against well-known European wines. As a potential solution, Richardson discussed
developing links with other food and drink tourism attractions so that producers could
benefit more from shared marketing. He concluded that this may be limited by the
capital investment required and urged vineyards to focus on giving tourists a “rural
experience”. Though this work was 16 years ago, a current example of this is the
2018 foundation of the ‘Wine Garden of England’ which has been a successful
collaboration between the tourist body Visit Kent and seven leading Kentish
producers (Decanter, 2019). Therefore, it was relevant to investigate the extent to
which shared marketing occurs and perceptions of its value.

Richardson’s work also contended that it was necessary to target niche segments
using Porter’s ‘differentiation focus’ which involves creating uniquely desirable
products and services (Porter, 1980). Briefly, his argument contends that GB
producers of all sizes are differentiated against the total wine market primarily by
prestige pricing and by what is effectively ‘place marketing’. As place marketing
revolves around where a company sells a product, this is a unique selling point
(USP) and sales opportunity for GB wines, with a receptive domestic market inclined
to buy them.

3.2: The cellar door visitor and their motivation
In the wider literature on cellar doors, Alant & Bruwer (2004) found the primary
motivations for winery visitation to be the tasting and purchase of wines. Bruwer et
al. (2018) confirms this but also identifies other motivations, such as socialising,
education, and entertainment. Further, they argue that visitors’ motivations are not
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homogenous: “the atmosphere, dining, and learning about wine at the cellar door are
more significant motives of visitation for some tourists than others” (ibid, p.364). In a
study focused on the Douro Valley, Correia et al. (2019) found that the main reason
to visit a particular Quinta was simply the fact that the tourists happened to be in the
region and that “having a day out with family” was the next most popular. The
existence of this non-specialist, almost accidental, wine tourism inevitably makes it
more difficult for producers to strike a balance between the motivation of the visitor
and their own cellar door rationale; a producer’s main cellar door motivation may be
sales volume, while their visitors’ primary intention may be to have a day out or enjoy
a meal. Nevertheless, if the activities and service standards provided by the
producer are appropriate, these motivations can be aligned.

Similarly, a Wine Intelligence study in Australia (Halstead, 2013) showed that
“appreciating the broader lifestyle” associated with wine can be as important to
visitors as the tasting and buying itself. The study reported that 20% of visitors did
not taste wine at the cellar door, but were instead there to dine, or to buy other local
products. Therefore, producers should be mindful to make use of place marketing
and consider providing additional services desired by visitors, which, in turn, can
deliver additional revenue.
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Fig. 3: Reason for visitation model based on three dimensions: Purpose of visit, general tourist motivation
and relationship to other tourist activities. Developed by Charters & Ali-Knight 2002

Charters & Ali-Knight (2002) framed the overall structure of visitor intention in a
three-dimensional model (Fig. 3). This demonstrates how visitors can range from
“high interest (wine lovers)” to “no interest (hangers on)”, and how the visitor’s
desired experience could be a learning and cultural experience or merely a
transactional one. Of course, a group visiting a winery may consist of members who
span several categories, and the most effective producers should cater for varying
degrees of visitor engagement and expectations. In practical terms, Kim et al (2019)
showed how segmentations based on visitors’ wine knowledge can inform
producers’ strategies. The study concluded that casual wine tourists would respond
positively to wine events added onto general tourism, whereas wine enthusiasts
would, perhaps unsurprisingly, prefer specific wine tourism events. Identifying the
10 | P a g e

various segments of consumers that may visit the cellar door and understanding
their diverse motivations and needs would seem critical for cellar door success.

The concept of the ‘winescape’, a term coined by Peters (1997), has been widely
studied in the literature on wine tourist motivation. Originally defined as ‘a
cultural/viticultural landscape with “a winsome combination of vineyards, wineries
and supporting activities necessary for modern production”’ (Peters, 1997, p. 124,
cited in Quintal et al., 2015, p. 2), the definitions used by some researchers have
since become broader, including the local towns and heritage (Johnson & Bruwer,
2007).

Fig. 4: Core, augmented and ancillary services in a wine region from Byrd et al (2016)
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Researching the elements of the winescape most likely to attract visitors, Byrd et al.
(2016) visually summarised the comparative importance of wine destination beneﬁts
to winery visitors (Fig. 4). This demonstrates that the wine product itself acts as the
core attraction but is augmented by services provided by the producer (the middle
layer), with more general features of the tourist destination (the outer layer) being
ancillary. In this model, wine remains the primary reason tourists visit wineries, but
other motivating factors exist, including those in the wider environment outside the
cellar door. Speaking at the 2018 WineGB trade tasting, Dr Steve Charters MW
discussed how wine tourism strategy should also fit into the local area, and that
producers have a responsibility to not operate in a vacuum (Vineyard Magazine,
2018); a similar message to Richardson (2004). In summary, the prior literature
strongly suggests that understanding the visitor and offering them the appropriate
experience is vital to the success of the cellar door.

3.3: Rationale for the cellar door

Advantages and disadvantages of wine tourism for wineries

Fig. 5: Summary table, demonstrating advantages and disadvantages for wineries to engage in wine
tourism. Adapted from Hall et al. (2000).
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The above factors (Fig. 5), should be considered when assessing reasons why
individual GB producers decide whether to operate a cellar door.

Supporting Howley and Van Westering (2008), the wider tourism literature confirms
the premise that a producer’s rationale for its cellar door often depends on the size of
that producer. In a study of New Zealand wineries, Forbes & Kennedy (2016) found
that cellar door sales provide an important source of revenue for smaller producers,
offering higher margins than those through distributors and retailers. In contrast,
larger wineries that possess multiple routes to market and distribute their products
nationally or internationally, tend to regard cellar door sales as less important for
revenue, and more as part of their overall public relations work (Hall et al. 1996; Hall
& Johnson 1997; Fountain et al. 2008).

3.4: Review of the activities and services offered at the cellar door
The literature establishes that producers’ activities and services should mirror their
visitors’ motivations if they are to be successful. The nature of those services and
activities, including how well they are executed are vital. Pine & Gilmore’s work on
the ‘experience economy’ (1998) has relevance here. In their study, the authors
separated experiences from services as a distinct and valuable offering and argue
service providers should aim to create something memorable, rather than merely
functional. Four realms of consumer experience exist: educational, escapist, esthetic
(sic), and entertainment experiences, known as the ‘4 E’s’. These four realms
balance active and passive participation and absorption and immersion, with one or
more factors working together. However, costs must be carefully controlled when
adding experience elements to the winery product mix (Canziani, 2019). Though
13 | P a g e

there are higher margins through direct selling, higher costs and time restrictions can
be an issue, particularly for small producers. By differentiating themselves,
producers do not need to cater for everyone but can distinguish themselves by
focusing on one of the ‘4 E’s’.

The importance of the experience provided on visitor intentions has also been
studied by Charters et al. (2009), who cited examples where the purchase of wine
was heavily influenced by a positive visitor experience, with further benefits beyond
the transaction. Those visitors who had a positive experience described their
purchase as a ‘souvenir’, suggesting the importance of experience to brand loyalty.
They summarised that: “the tasting room experience must delight the visitor also. It
must create in them a sense that this is a winery which they can enjoy, linger in and
return to, and to which they want to offer their loyalty” (ibid, p.130). As the GB
industry develops, service quality and experiences must match or exceed
consumers’ expectations, and this will play a key role in producers’ success.

3.5: The future of the cellar door and wine tourism
Since 2010 tourism has been the fastest growing employment sector in the UK, with
Britain forecast to have a tourism industry worth over £257 billion by 2025 (Deloitte,
2013). A New Zealand Winegrowers report (2019) showed the foreign wine tourist
spent on average 27% more than the foreign non-wine tourist on vacation,
demonstrating the value of wine to the wider region. Most visitors to GB wineries are
domestic (86%) (WineGB, 2019a). Given the size and value of the existing UK
tourism market, it is clear that GB producers are currently failing to fully capitalise on
the opportunity that this presents. Furthermore, it would seem beneficial to the wider
14 | P a g e

tourism industry to attract wine tourists given their anticipated higher spending
behaviour than non-wine tourists.

The south-east of England hosts the majority of vineyards and the largest producers.
Greater London’s population is an estimated 8.8 million (Office for National Statistics
(ONS), 2016) and London, the south-east and south-west have the highest median
wealth in the UK (ONS, 2016). This provides numerous opportunities for the growth
of wine tourism in the region and for collaboration between producers and within the
wider tourism industry. One such example of a successful collaboration within a
relatively small wine industry can be found in Connecticut, where the winery passport
program contributed $1,323,576 to the state’s wine industry in 2014 (Villanueva et al,
2016). The passport encourages tourists to visit multiple wineries by entering them
into a prize draw, with more stamps receiving greater prizes, and producers
benefitting through an increase in visitor numbers.

Collaboration in the south-east has garnered favour recently: the 2018 Wealden
Viticulture Feasibility study found it would be appropriate to “build and develop the
private sector capacity of the local Wealden wine ‘cluster’ to improve coordination
and marketing and share best practice.” (ibid, p.4). This involves producers taking a
lead on collaboration but with local government support. However, Fraser and
Alonso (2006) reported that some businesses saw wine tourism as “distracting them
from the main business of wine production”. This viewpoint is a potential threat to
(further) investment of resources in the cellar door and collaboration with other
producers and the wider region. Whether GB producers believe in, are open to and
are engaged in collaboration was investigated in this research.
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4: METHODOLOGY

4.1: Overview

Six exploratory interviews were conducted with a range of producers and other
industry figures within the GB wine sphere (Appendix 3) to ascertain the topical
questions surrounding the cellar door. The insight gained informed a draft of
pertinent and meaningful survey questions that producers would agree to answer. As
a large amount of data was required in a limited time frame, an online survey was
undertaken through online platform SurveyMonkey (www.surveymonkey.com). In
addition, semi-structured interviews with 12 GB producers were conducted to provide
qualitative data. To provide context for analysis, interviews with eight Oregon
wineries were also undertaken.

4.2: Survey

In the research proposal, 373 wineries or commercial growers of 1ha or more were
identified from the vineyard register on www.englishwine.com. Some are solely
grape growers and not producers of their own wine, but there was no way to know
the exact figure before undertaking this research. Therefore, from the list of 373,
email addresses were collected online or via UK vineyards guide (Skelton, 2016).
Owing to duplications, closures, and lack of an available email address the survey
was sent to 326 producers, including four newly identified producers, which were
found whilst the data was being gathered. Due to the incomplete nature of producer
records, which WineGB itself recognises, some producers will have been missed
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and some discovered who did not appear on the original list. The producers
contacted represent 86% of the assessed total population (377).

To aid the analysis, producers were divided into three categories, based on the
respondents’ annual production average from 2016-18: under 10,000 bottles per
year were classed as ‘small’, 10,000-60,000 bottles per year as ‘mid-size’ and over
60,000 bottles per year as ‘large’. There is no official definition of producer size in
GB based on production figure in bottles; these ranges were chosen as the result of
the initial interviews and literature review.

The full survey consisted of 48 questions (see Appendix 2) designed to yield
quantitative data about GB producers and their approach to cellar doors. This
entailed 35 questions specific to producers with cellar doors, 11 questions specific to
those without and the first two questions shared. The survey was split into eight
sections for producers with a cellar door and two for those without (Fig. 6).

Cellar door survey sections
Survey Section 1)
Survey Section 2)
Survey Section 3)
Survey Section 4)
Survey Section 5)
Survey Section 6)
Survey Section 7)
Survey Section 8)

Producers with a cellar door
About you
Your cellar door
Why you have a cellar door
Your visitors
Tours and visitors
The wider picture
Staffing the cellar door
The future of the cellar door

Fig. 6: Breakdown of the GB cellar door survey used in this research
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Producers without a cellar door
About you
The wider region

The survey was piloted on four GB wine producers of different sizes and three
colleagues in other parts of the wine trade to check for clarity, usability and average
completion time. The survey was distributed via an email link, with reminders sent
fortnightly to encourage participation. Each correspondence mentioned an incentive
to be entered into a prize draw. The author's own opinions or expectations were not
conveyed to respondents at any time during the research.

4.3. Interviews
Alongside the survey, semi-structured interviews with 12 GB producers were
conducted to drive a more in-depth exploration of the effectiveness of the promotion
and management of the cellar door. Eleven questions were developed to expand on
the quantitative data from the survey (Appendix 4). Four producers within each size
category were interviewed and each category included one producer without a cellar
door and three with a cellar door (Appendix 3). The interviews were carried out faceto-face, by telephone or via email. Content analysis of these interviews was
undertaken with a focus on key words and expressions repeated or contrasted
through the responses.

Due to the parallels drawn by WineGB between the developing industry in GB and
that in Oregon (Drinks Business, 2018b), eight interviews with Oregon wineries were
also undertaken. (68 wineries were contacted based on lists provided by the Oregon
Wine Board and www.americanwineryguide.com with eight responding and agreeing
to be interviewed). They ranged in size from 700 to 70,000 12-bottle cases produced
annually (Appendix 3). Content analysis of interviews was undertaken with a focus
on key words and expressions repeated or contrasted through the responses.
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5: RESULTS AND ANALYSIS
5.1: Scene setting and practicalities

This research surveyed GB wine producers on their attitude towards the cellar door,
with the aim of understanding what role they may play in the future growth of the
industry.

The survey was sent to 86% of the assumed known population – 326 producers of
the total 373 – and yielded 92 usable responses, equating to 29.2% of the sample
size or 24.7% of the total population. 6 This is comparable to the 24% response rate
from the 2018 WineGB trade survey (WineGB, 2018a). In terms of statistical
significance this represents a margin of error of 8.67% with a confidence level of
95% (www.fluidsurveys.com, 2019). It is acknowledged that a margin error of 5%
would have ideally been achieved to give more robust data. This would have
required 190 responses or 50.9% of the population. Accounting for time and
budgetary constraints and considering the small population size, achieving this
response rate was impractical. It is an improvement on the 10% margin of error
stated in the research proposal.

6

Including the four new producers not listed in the original population, found during this research.
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5.1.1. Average Size

Which of these fits your average production in bottles
over the past 3 years?
47.25% (43)

50.00%
45.00%

38.46% (35)

40.00%
35.00%
30.00%
25.00%
20.00%

14.29% (13)

15.00%
10.00%
5.00%
0.00%

Small: Under 10,000 bottles

Mid-size: Between 10,000 60,000 bottles

Large: Over 60,000 bottles

Fig. 7: Survey respondents categorised by size

The split of producer sizes can be seen in Fig. 7. 7 A comparison between this data
and the split of producer sizes across the total population was attempted (to check
how representative this split was). However, a lack of accurate production records
for the population meant that this was not possible. Due to this, all data from the
sample has been included in the analysis.

7

One otherwise complete response did not state their size.
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5.1.2: Cellar door numbers
There are 229 producers with a cellar door listed on www.winecellardoor.co.uk
(Elisabeth Else, 2019, pers. comm.). In the survey, the number of the respondents
with a cellar door was 66 (72%) and 26 (28%) without. This is roughly the same
proportion as the proportion of producers with cellar doors listed on
www.winecellardoor.co.uk, so the response ratio seems reasonable.
5.1.3: Location and opening practice

Region
East Anglia
Mercia
South East
South West
Thames & Chiltern
Wales
Wessex
Total

Total producers Percentage total No. Responses Percentage responses
45
35
140
77
19
16
45
377

11.9%
9.3%
37.1%
20.4%
5.0%
4.2%
11.9%

10
6
39
19
5
1
12
92

10.9%
6.5%
42.4%
20.7%
5.4%
1.1%
13.0%

Fig. 8: Location of respondents versus total population, based on figures from http://www.englishwine.com/vineyards.htm

The split of producers’ locations also mirrors WineGB’s regional associations (Fig.
8). As expected, most responses came from the south-east, which covers 76% of the
area under vine (WineGB 2019c).
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Which of these best describes your opening
practice?
60.00%

53.05%

50.00%
40.00%
27.27%

30.00%

19.70%

20.00%
10.00%
0.00%

Open year-round

Limited opening to the Visit by appointment only
public for peak times (ie
seasonal/weekends)

Fig. 9: Winery opening practices

Just over half of the respondents stated that they open year-round, leaving a
significant minority that operate on a more limited basis (Fig. 9). 91% of large
producers reported being open year-round, compared to 35% of small producers,
suggesting staffing resources for the cellar door is an issue for small producers and
larger producers have an advantage here.
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5.2: Research question 1. What are the reasons behind the choice to have or not
have a cellar door?
5.2.1: Reasons for the cellar door

The most important reasons why producers have a
cellar door
100.00%
90.00%
80.00%
70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

Small Producers

Medium Producers

Large Producers

To sell wine

To promote their winery/brand

To promote & sell hosp/accom/events

Wine Club sign ups

To host trade visitors

Fig. 10: The most important reasons why producers have a cellar door

The second most important reasons why producers
have a cellar door
100.00%
90.00%
80.00%
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Fig. 11: The second most important reasons why producers have a cellar door
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Large Producers

The third most important reasons why producers have a
cellar door
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To sell wine

To promote their winery/brand

To promote & sell hosp/accom/events

Wine Club sign ups

To host trade visitors

Fig. 12: The third most important reasons why producers have a cellar door

The most important reason stated by producers to have a cellar door was ‘to sell
wine’; in total, 73% of producers ranked this first (Fig. 10). This demonstrates the
cellar door is a key part of many producers’ sales strategies. However, the frequency
of this answer decreased as the size of the winery increased: small producers (82%),
mid-size producers (75%), large producers (45%). Therefore, although cellar door
sales are crucial for small producers, their importance lessens as the size of
producer increases. This aligns with Howley & Van Westering (2008), who found that
large producers have more routes to market. While these cellar door sales are by no
means unimportant to large producers, other aspects, notably brand promotion, have
a greater importance than for smaller producers. In the interviews, Off the Line
Vineyard (a small producer) stated they sell 70% of production via their cellar door.
This is contrasted to a large winery who said the cellar door “needed to wash its own
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face when it comes to sales but it isn’t its main purpose”, indicating brand building
and hosting trade visitors takes prominence, provided it is not a drain on resources.

8

Asked to remain anonymous
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8

5.2.2: Benefits gained from the cellar door

How important is the cellar door to your overall business
with regards to each of the benefits listed below?
60.00%
50.00%
40.00%
30.00%

Extremely important

20.00%

Very important

10.00%

Somewhat important
Not so important

0.00%

Not at all important
N/A

Fig. 13: The main benefits of the cellar door to the overall business of GB producers

How important is the cellar door to your overall business
with regards to each of the benefits listed below? secondary benefits
60.00%
50.00%
40.00%

Extremely important

30.00%

Very important

20.00%

Somewhat important
Not so important

10.00%
0.00%

Not at all important
Social media
Drive
profile
business to
hosp /
accom /
events

New
product
launches

Host trade Attract and Testing
guests
retain wine potential
new
club
members products /
labels

Fig. 14: The secondary benefits of the cellar door to the overall business of GB producers
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N/A

Profitability was the most important benefit with 79% rating it as extremely or very
important (Fig. 13). Though some literature suggests that both the capital expenditure and
operational costs of a cellar door can erode profits (Dodd, 1995; Canziani 2019), the
survey responses imply that the sales benefits outweigh the costs of having the cellar door
open (see also Fig.16 indicating no producers felt that their cellar door did not provide
return on investment).

Only 27% of small producers said hosting trade guests at the cellar door was very
important but 64% of large producers stated it as extremely or very important. Though the
importance of hosting trade visitors was more evenly matched between these producer
groups in Figs.10-12, this can be explained by the focus of the first question being “most
important” and the second question asking “how important”. Only 36% of large producers
named hosting trade visitors as one of the top three reasons for owning a cellar door, but
clearly many more producers feel that it is still an important benefit, even if it is not part of
their key rationale. Large wineries have greater national and/or international distribution,
and the importance of this benefit, shows their cellar door facilities go beyond simply
hosting the public. The size of producer did not correlate with any other benefits
suggesting these are down to more specific business needs.
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5.2.3: What producers promote at the cellar door

How important are these for you to promote to visitors at the
cellar door?
80.00%
70.00%
60.00%

Extremely important

50.00%

Very important

40.00%

Somewhat important

30.00%

Not very important

20.00%

Not at all important

10.00%
0.00%

N/A
Quality of Quality of Your brand Your wine
your wine the region
values
club

Hosp /
accom /
events

Local area Your social
media
& tourist
profile
dest.

Fig. 15: GB producers’ perspectives on the most important facets to promote at their cellar doors

As part of exploring the rationale behind their cellar door, producers were asked which
facets were most important to promote to visitors. Quality of the wine was deemed the
most important with 98% replying it was very or extremely important. The second most
important facet was the producer’s brand values. This was a common finding for all sizes
of producer, indicating advice and recommendations on this subject would be of interest to
producers generally.

Overall, 87% of producers stated that promoting the quality of the region was at least
somewhat important and 61% said promoting the local area was at least somewhat
important. Therefore, a substantial proportion of producers recognise the importance of not
working in a vacuum. This is encouraging as it aligns with Charters’ view (Vineyard
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magazine, 2018) that wine tourism should fit into the local area. The winescape has been
shown to have value in building regional identity (Johnson & Bruwer, 2007) and therefore
by recognising and promoting this, producers can be more effective in encouraging tourists
to visit and have positive associations with their region. This also presents a strong motive
for collaboration; if consumers associate a region with quality, interest or value, this clearly
has a halo effect for the producers within the region.

Wine clubs in GB are in their infancy. As is shown (Fig. 15), 64% of surveyed producers do
not have a wine club. Yet, as indicated (Fig. 10-12), 45% of large producers ranked
promotion of their wine club in the top three reasons for having a cellar door. Furthermore,
four producers of varying sizes mentioned the cellar door as an important way to drive
customers towards their wine clubs in the interviews. Therefore, for those that have
established a wine club, the cellar door is an important way of increasing membership and
thus represents an opportunity for producers yet to establish one.
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5.2.4: Negatives of the cellar door

The negatives of the cellar door from the perspective of GB
producers with a cellar door
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

The cellar door The cellar door The cellar door is Access and
transport are
a distraction
does not provide takes up too
much time to run from our main major problems
return on
for our cellar
business
investment
door
Agree strongly

Agree mostly

Neither agree nor disagree

Other wineries' Our direct sales
cellar doors in creates a lot of
my region give conflict selling to
the trade
local wine a poor
reputation

Disagree mostly

Disagree strongly

Fig. 16: The negatives of the cellar door for GB producers

If the cellar door is to play its part in the future of GB as production continues to grow, it is
important to understand if any negative factors are threatening its viability. The statement
that ‘the cellar door does not provide return on investment’ was disagreed with mostly or
strongly by 81% of producers (Fig. 16). This strengthens the idea that cellar doors are
important for profitability. Also, dissimilar to Fraser and Alonso (2006), the vast majority of
producers believed the cellar door was not a distraction from other elements of their
business. However, just under a third of small producers (30%) and mid-size producers
(29%) ‘mostly agreed’ that ‘the cellar door takes too much time to run’. No large producers
agreed with this statement. This concurs with the findings on opening practices. Problems
with transport and access is a common threat to increased success of GB cellar doors;
31% of producers mostly or strongly agreed that access and transport are major problems.
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Producers with a cellar door see few strong negatives in having one. However, although
the survey was anonymous, response bias to such a question is conceivable (respondents
underplaying any weaknesses/threats to their business model) and thus there may be
some risk of overly positive results.
5.2.5: Reasons for not having a cellar door

Producers who do / do not have a cellar door, split by size
90.00%
80.00%

84.62% (11)
79.07% (34)

70.00%

60.00% (21)

60.00%
50.00%

40.00% (14)

40.00%
30.00%
20.00%

20.93% (9)

15.38% (2)

10.00%
0.00%

Small producers

Medium producers

Have a cellar door

Large producers

Do not have a cellar door

Fig. 17: The proportion of producers who do and do not have cellar doors, split by size of production

Although there is no strong correlation between size of producer and whether they had a
cellar door, a slightly larger percentage of large producers have one (Fig. 17). Large
producers may find it easier to provide the additional resources that a cellar door requires.
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What are the main reasons you do not have a cellar door? (Pick up to three reasons)
Answer choices:
Responses:
The cellar door would take too much time to run
Other
We don’t have access to a suitable location
The cellar door would be a distraction from our main business model
Access and transport would be major problems for a cellar door
The cellar door would not provide return on investment
Direct sales would create a lot of conflict when selling to the trade
Other wineries’ cellar doors in my region give local wine a poor reputation
There is too much competition for cellar doors

42.31%
42.31%
30.77%
23.08%
15.38%
7.69%
3.85%
0%
0%

Fig. 18: The reasons producers do not have a cellar door

Producers without a cellar door accounted for 28% of total respondents. “It would take too
much time to run” was the most popular reason for not owning one (Fig. 18); possible
solutions for this are presented in Section 5.5. Responses to ‘Other’ referred to space
issues, remote location and neighbour complaints.

How much do you agree with the following statement:
"Not having a cellar door has a negative effect on our
business"
45.00%
40.00%
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%
5.00%
0.00%

38.46%
30.78%
19.23%
7.69%

3.85%

Strongly agree

Agree

Neither agree nor
disagree

Disagree

Strongly disagree

Fig. 19: The extent to which producers believe not having a cellar door has a negative effect on their business

A minority (23%) agreed or strongly agreed that “not having a cellar door has a negative
effect on our business”. The comments reflected that they sold their wine via wholesale
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which gave them “tight margins”. For producers who disagreed or strongly disagreed with
this statement, their primary reason was “the cellar door would take too much time to run”.
Vineyard management and wine production is time-consuming work and adding public
facing responsibilities is not possible for all producers.
5.2.6: Ideas from Oregon
Hosting trade visitors and signing up and receiving wine club members came across
strongly as reasons for Oregon producers to have a tasting room. Similar to GB, the only
small producer, Tresori Vineyards, who makes 8,400 bottles, said that the cellar door was
most important for sales. All other producers were substantially larger (between 70,000800,000 bottles) supporting the idea that the sales facet of the cellar door is most
important for small producers and has less prominence with large producers. Beaux
Freres in Willamette Valley said whilst they are only a small part of their distributor’s
volume, “hosting (our distributor) at our tasting room keeps them thinking about us”.
Furthermore, every interviewee in Oregon was adamant about the importance of their
tasting room in building wine club membership. There are regulatory reasons why the wine
club model is important in Oregon, but early indications are that GB producers are
interested in the model’s potential; demonstrated by two well-attended wine club seminars
run by Elisabeth Else in April 2019 for GB producers (pers. comm. 2019). Oregon
producers reported great value from their tasting room for wine club membership and
sales, as these are lucrative and sustainable. Further investigation is beyond the scope of
this paper but best practice from Oregon producers on how to run a successful wine club
may uncover useful information.
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5.3: Research question 2. What is the range of activities offered and how do producers
perceive their cellar door is delivering against their needs?
5.3.1: Cellar door performance

With regards to each of the benefits listed below, how well is
your cellar door performing for your needs?
80.00%
70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

Greatly overperforming
Overperforming
Meeting expectations
Underperforming
Greatly underperforming
N/A

Fig. 20: The extent to which producers feel their cellar door is performing against their needs

In each of the five key areas of attracting new customers, sales volume, profitability, brand
building and cash flow, 91-94% of producers reported they are meeting or exceeding
expectations at the cellar door (Fig. 20). Though response bias may mean that responses
are likely to skew positive, it is encouraging that most producers feel their needs are being
met.
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5.3.2: Reasons for visitation

How important are these as reasons for why visitors come to your
cellar door?
70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

Extremely important
Very important
Somewhat important
Not so important
Not at all important
N/A

Fig. 21: Reasons for cellar door visitation from the perspective of producers

Producers believe tasting and buying wine are the most important reasons for visitation;
‘extremely important’ and ‘very important’ totalled 88% of responses for tasting and 80%
for buying (Fig. 21). This concurs with previous studies (Alant & Bruwer, 2004; Baird,
2012). 63% of producers believe that ‘to have a day out’ is either ‘extremely’ or ‘very
important’ for their visitors.
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The large number of ‘N/A’ responses to additional cellar door offerings such as restaurants
and events suggests expanding the range of services presents an opportunity. In the
interviews however, the word “experience” was common, with several producers stating
that their activities provide an experience that draws visitors. Nick Wenman of Albury was
forthright in his view that their events such as “Dine between the vines” set them apart,
offering memorable experiences for visitors. For Nick Brewer at Oastbrook, the experience
is about providing an escape and offering a retreat at their “hobbit house” (luxury cottage
accommodation). This aligns with Pine and Gilmore’s (1998) escapist experiences, one of
the four realms of the experience economy. These kinds of activities should be strongly
considered by producers if they are not already actively engaged here. They can provide
another income stream and an additional reason for visitation. Visitors who have a positive
winery experience have described purchases as a “souvenir” (Charters et al, 2009) and it
could be contended therefore that successful events encourage not only purchases but
brand loyalty.
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5.3.3: Opportunities outside of wine sales

Business opportunities outside of wine sales can be part of a
cellar door offering. Which of these do you offer?
70.00%
60.00%

61.02%

50.00%
40.00%
30.00%
20.00%

32.20%
25.42%

22.03%

16.95%

10.00%

10.17%

8.47%

5.08%

3.39%

0.00%

Fig. 22: Services and activities that GB producers offer outside of wine sales, tastings, or tours

Pop-ups and events were the most popular business opportunities (61% of producers)
(Fig. 22). 9 Additionally, 17% of respondents chose ‘nature walks’ demonstrating that some
producers are making use of the ‘winescape’ (Johnson & Bruwer 2007). Though 32%
selected ‘other’ several of these referred to art exhibitions or live events such as quizzes
and concerts. However, 14% of producers stated that they do not host any activities
outside of wine tasting, sales and tours. Responses were similar across size of producer,
indicating this is not a limiting factor for opportunities outside of wine sales. These results
9

Such as pop-up dinners, wine collection parties or art exhibitions.
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suggest a missed opportunity in GB, particularly considering the aforementioned Wine
Intelligence study (Halstead, 2013) where 20% of winery visitors neither tasted nor bought
wine. Therefore, desirable activities and experiences, properly executed, represent an
area for development. This is further demonstrated by responses to an open question
asking what producers offer to visitors who choose not to drink wine: popular answers
were ‘soft drinks, ‘spittoons’ and ‘nothing’. Clearly, appealing to the ‘hangers-on’ (Charters
& Ali-Knight, 2002) is not the focus of the cellar door. However, many tourists visit wineries
simply to “have a day out” (Alant & Bruwer, 2004) and one cannot assume that everyone
will taste wine, especially the designated driver. It may be possible to cater for more
visitors by encompassing some hands-on elements of the winemaking process, such as
riddling, or bringing in wider tourism elements to tours, such as local history or food. This is
dependent on producers understanding their range of customers and adapting
accordingly, as wine enthusiasts would respond differently to wine novices, but both buy
wine.
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5.3.4: Staffing and Training

Rank order of most important skills for cellar door staff
70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

Most important

Second most important

Customer experience, offering visitors a great day out

Third most important
Customer service skills

Least important

Wine knowledge

Sales skills

Fig. 23: GB producers’ view of the most important skills for cellar door staff

Of course, the cellar door, as well as any activities or experiences, cannot run without
sufficiently trained staff. Producers ranked ‘customer experience skills, offering a great day
out’ as the most important skill for cellar door staff (39%, see Fig. 23). Customer
experience encompasses every aspect of the offering, (Meyer & Schwager, 2007)
whereas customer service is just the human interaction. This suggests a significant
proportion of producers are aware of the importance of providing positive tasting room
experiences. Practically, visitors are more likely to be brand loyal through positive tasting
room experiences (Charters et al 2009; Mitchell & Hall, 2004) in which interaction with staff
is a major contributing factor.
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How easy is it to find competent and committed cellar door staff?
35.00%

32.79%

30.00%

32.79%

27.87%

25.00%
20.00%
15.00%
10.00%

6.56%
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0.00%

0.00%
It is very easy

It is not that hard

It is doable with some
effort

It is difficult

It is impossible

Fig. 24: The extent to which it is easy to find competent and committed cellar door staff

However, finding “competent and committed cellar door staff” was found either ‘difficult’, or
‘doable with some effort’ by 66% of respondents (Fig. 24). This compares to a figure of
79% in an Oregon study for the same question (Capiche Wine Marketing, 2016), showing
how even in established regions staffing resources remain an issue. Comments to this
question were mixed; one respondent said, “we now have a good number of
knowledgeable people in and around Sussex”, while another, from Cambridgeshire,
remarked “We are in an area which is not yet widely recognised for viticulture and
therefore it is difficult to find people locally with a passion for wine or relevant knowledge”.
This problem for producers has similarities with the wider hospitality sector, which is
suffering staff shortfalls and a widening skills gap (Girdhari, 2019). Investment in training
would seem highly beneficial, not only to increase service levels, but also due to the link
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between the provision of training and opportunities and increased staff retention
(Sylvestre, 2018).

The importance of training and development was acknowledged in some of the interviews.
For example, Lucy Patridge from Chapel Down, a large producer with several customerfacing employees, stated that investment in training and conducting weekly reviews of
customer feedback, helps them to deliver a ‘premium’ experience, which is in-keeping with
their brand.

However, in the survey, only 32% of producers reported carrying out customer service
training, which suggests this also represents a potential opportunity. A similar option to the
WISE Academy training programme, which has courses such as the ‘tasting room
professional certificate’ organised by the Oregon Wine Board could be considered by
WineGB. Again, further investigation here is beyond the scope of this paper.

Only 60% of producers stated that they use customer feedback to review staff
performance. The most popular method for this process was via online reviews with large
producers more likely to review online feedback (64%) compared to small producers
(34%). Consideration should be given that small producers may be entirely owner/family
run but nevertheless, increased attention to customer feedback would still be useful. A
more detailed appraisal of staffing and training represents an area for further study.
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5.3.5: Tour companies
Tour companies, such as English Wine Tasting Tours, have grown alongside the
industry. 10 Currently, 66% of producers accept bookings from tour companies. The largest
benefit producers believed they brought (73% either agree or strongly agree) was “helping
the cellar door reach new customers”. 70% believed they helped spread awareness (either
agree or strongly agree). However, some producers (in both the survey and interviews)
highlighted that tour visitors do not buy much wine; to quote one producer “they [visitors]
are already spending £100-plus on the tour, so the chances of them buying much wine are
remote”. Further, concern was raised that any potential negative experience with the tour
company may be unfairly associated with the producer. However, tactics to get the most
from tour groups can be developed as seen from the Oregon interviews (see below).
These might include presenting limited-edition bottles or offering a small discount on
purchases made on the day. Even without pushing sales, encouraging tour visitors to sign
up to newsletters and social media would allow producers to market to these tourists long
after their visit.
5.3.6: Ideas from Oregon

The range of activities offered by Oregon producers interviewed showed greater variety
than those offered by GB producers, as wineries have sought out their own niche.
Adelsheim has developed a strong education programme because they felt visitors had

A tourist focussed tour company offering trips to English wine producers in the South East of England https://www.englishwinetastingtours.co.uk/

10
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greater demand for knowledge than “usual tours and tastings”. Archery Summit’s
Christophe Lopez said staff are trained to offer a different approach depending on whether
guests want an in-depth wine experience, are part of their large corporate business or are
there “to enjoy their holiday in wine country”. Katie Bass of Eola Amity was explicit that
they are “targeting Millennials through experiences” such as “wine and wellness”, a
mindfulness and yoga event, as well as dining experiences in the vineyard. Overall, it was
evident that the Oregon producers understand their customers and provide experiences
accordingly.

Tour companies can be beneficial to producers. Tresori Vineyard is a small producer and
30% of their sales volume comes via tour companies. Dave Tresori stated that having
scheduled customers is beneficial and he has a tour partner who understands his
business. He offers vertical tastings and the scarcity of availability of any given wine
encourages tourists to buy on the day. Left Coast Cellars hosts a single large tour group
every Tuesday, typically a quiet day, and has a set price which works for both parties,
demonstrating how a producer can make tour companies work for them.
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5.4: Research question 3. What are the opportunities and threats for the future of the GB
cellar door?
5.4.1: Predicted future performance of the cellar door

Over the next three years, how do you feel the importance of
your cellar door to your business will change?
56.92%

60.00%
50.00%
40.00%

27.69%

30.00%
20.00%

13.85%

10.00%
0.00%

0.00%
It will become much
more important

It will become slightly
more important

It will stay about the
same

1.54%

It will become slightly It will become much less
less important
important

Fig. 25: The estimated importance of the cellar door over the next three years

In the next three years how do you expect your visitor numbers
to change?
60.00%
51.52%
50.00%

43.94%

40.00%
30.00%
20.00%
10.00%
0.00%

3.03%
Increase greatly

Increase slightly

Stay roughly the same

0.00%

1.52%

Decrease slightly

Decrease greatly

Fig. 26: Producers’ expected changes to visitor number over the next three years

44 | P a g e

Over the next three years, 57% of producers said their cellar door will become much more
important to their business and 28% said it will become slightly more important (Fig. 25). In
a similar vein, producers of all sizes said they are expecting visitor numbers to grow, with
95% expecting an increase (Fig. 26). 11 The reasons given were varied: some producers
were planning an increase in their production and intend to sell this through the cellar door,
others have made recent investment in their cellar door facilities, for example, in the
interviews, Lyme Bay stated they are planning to upgrade from “a wine shop to a visitor’s
centre”. 12 Additional reasons given were increased marketing spend and the planning of
specific marketing events, in the hope of attracting more visitors. In parallel to this,
producers are considering increased national and international distribution (WineGB
2018a). As the industry tries to match production growth with sales growth, cellar doors
and wine tourism will be very important for any future success.

11
12

The ‘decrease greatly’ response came from one producer who is retiring.
Recent cellar door investments include Bolney, Gusbourne, Hambledon and Hush Heath.
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5.4.2: Targeting visitor segments
There are many ways to segment visitors as different demographics have varying interests
and therefore respond positively to different experiences.
How producers perceive the wine knowledge of their cellar door visitors
The second
The fewest
Most visitors are: most visitors
visitors are:
are:
Wine lovers - with
advanced knowledge of
wine
Wine interested - with
intermediate knowledge
of wine
Wine curious - with
basic or no knowledge
of wine

4.69%

18.75%

76.56%

50.77%

44.62%

4.62%

43.08%

36.92%

20%

Fig. 27: Producers’ perceptions of the level of wine knowledge of their cellar door visitors

Producers are optimistic about visitors’ wine knowledge with 51% suggesting that most of
their visitors have an ‘intermediate’ level. Understanding what the customer wants is
crucial (Charters & Ali-Knight, 2002). The extent to which GB producers are using such
segmentation to inform their marketing strategies was not explored, however, it was
notable that the Oregon producers interviewed had a clear idea of who their visitors were
and their motivation (see page 43). As wine tourism becomes more established in GB,
producers may need to adopt a “segmentation-based approach for effective marketing
strategies” (Kim et al. 2019, p.12). Therefore, it would be important for producers to
canvas their visitors and match their cellar door activities accordingly.
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Where do most of your cellar door visitors come from?

31.82%

63.64%
4.55%

Most visitors are from a different region of the UK

Most visitors are foreign

Most visitors are local

Fig. 28: GB producers’ perceptions of where most of their cellar doors visitors come from

The majority of producers (64%) reported that most of their visitors are local tourists, but
surprisingly 5% of producers believed most of their visitors are foreign tourists. If this
accurate, it is further evidence of the fact that wine tourism in the UK is an under-exploited
opportunity. WineGB is actively seeking to attract affluent foreign tourists, particularly from
the USA as it is a key export market. VisitBritain have “organised an international inbound
press trip visiting vineyards within the south-east” (WineGB 2019b). 1314 Both exports and
consumption by foreign tourists will be important if GB producers are to raise sales to 8
million bottles annually, as suggested by Howard-Sneyd earlier (See page 4).

Visit Britain are the national tourism agency, a non-departmental public body, funded by the Department for Digital,
Culture, Media & Sport.
14
This has been postponed due to Covid-19 (Julia Trustram Eve, pers. comm. (2020).
13
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5.4.3: Regionality and collaboration

WineGB is split into seven regional associations which run events and collaborative
opportunities; membership is optional. The cost for being a WineGB member is levied on a
sliding scale based on hectarage planted or bottles produced, with a small further fee
depending on the regional association. 15 The benefits of membership include not only
technical support, but also assistance with marketing and events.

In addition, clusters of producers such as ‘The Wine Garden of England’ (WGOE) have
recently formed, primarily with a focus on tourism and events. Of producers who have a
cellar door, 59% belong to either type of these regional associations. Large producers
were more likely to be involved in an association (72%) compared to small producers
(50%) and there was a feeling from one interviewee that WineGB provides more support to
larger producers, although the producer recognised that WineGB are in the unenviable
position of balancing the differing demands of all GB producers.

Charlie Holland from Gusbourne (a large producer) described the WGOE, as “essential” in
drawing more tourists to Kent than the various local producers could do individually. They
have also partnered with the regional tourism board Visit Kent to promote their events and
cellar doors as part of Kent’s broader tourism offering. Though there are no small
producers within the self-selected founding seven members, Holland rejected any

For example, current costs are £204 annually for production of 4000-8000 bottles per year, rising to £6,600 annually
for production over 150,000 bottles. Commercial membership of the south-east association is £75p.a. (Jo Cowderoy,
2020, pers. comm.) – Operations manager WineGB.
15

48 | P a g e

suggestions of elitism, arguing they provide a ‘halo-effect’ for the whole region, benefitting
all local producers. “The founders all have a commitment to tourism, high-quality facilities
and the resource to invest to make Kent a great wine destination”. However, he made
clear they are at the beginning of this project and they hope to expand with time. At this
nascent stage of the industry, collaboration will be important to raise awareness and drive
tourism.

How important is collaboration with other UK wineries,
through forums, groups and exchange of ideas a contributor
to success of your cellar door?
33.33%

35.00%
30.00%
25.00%
20.00%

21.21%

19.70%
16.67%

15.00%
9.09%

10.00%
5.00%
0.00%

Extremely
important

Very important

Somewhat
important

Not so important Not at all important

Fig. 29: GB producers’ perspectives on the importance of collaboration as a factor of cellar door success

Large producers were more likely to find the idea of collaboration extremely or very
important (64%) compared with small producers (44%). This may be because large
producers are currently more actively involved in collaboration and therefore enjoy the
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benefits. As this feature of the industry is in its infancy, there is increasingly room for
development.

Producers with cellar doors gave a mixed response to the importance of collaboration in
terms of cellar door success. Villanueva et al, (2016) showed the value of collaboration
with the tasting room passport programme in Connecticut. However, the lukewarm
response to the question, suggests that more work can be done here for producers to
enjoy the benefits of collaboration.

How happy would you be to collaborate with another winery /
wineries for a shared cellar door location?
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%
5.00%
0.00%

Extremely happy

Very happy

Somewhat happy

Producers with a cellar door

Not very happy

Not at all happy

Producers without a cellar door

Fig. 30: How happy would producers be to collaborate for a shared cellar door location?

Initiatives such as Artisans of the Barossa, and Kinross in Central Otago are examples of
producers working together to share the costs of a cellar door. 16 Of respondents who have

These are two separate collaborations between several small producers who share the staffing and costs to be able
to offer a cellar door.
16
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a cellar door, 24% were either extremely or very happy to entertain this concept. It was
highlighted in the interviews that Vineyards of the Sussex Weald have offered to sell each
other’s wines at their own cellar doors (Kristina Studzinski, Off the Line). A shared cellar
door location is one possible solution to the objection by many small producers that ‘the
cellar door takes too much time to run’ as the labour demands can be shared. However,
46% of producers without a cellar door were not very or not at all happy with this concept.
The interview responses from producers without a cellar door included concerns regarding
a dilution of brand identity with one producer saying that they would prefer to collaborate
on pop-ups and events rather than a cellar door itself; in this way building up their
customer database without the longer-term commitment a shared cellar door would mean.
Whilst a shared cellar door may be a potential solution for some producers who otherwise
would struggle to support one, it appears it is neither a viable nor desirable solution for all.

5.4.4: Cellar door duty relief
The cellar door duty relief proposal from WineGB to Her Majesty's Revenue and Customs
(HMRC) in December 2018 (WineGB 2018b) outlines a scheme where 100HL per
producer would be exempt from wine duty. 17 This applies only to wine sold directly from
the cellar door to the public. The proposal puts forward that money recouped should be
invested into facilities and jobs, further strengthening the rural economy. 18 This seems to
be a popular idea, with 82% of producers either strongly agreeing or agreeing that it would
encourage cellar door investment. The reasons for this were generally positive; one
17
18

UK wine duty, £2.23 per 75cl bottle of still wine & £2.86 per 75cl bottle of sparkling wine, March 2020.
Discussions between WineGB and the government have not been finalised.
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producer said, “We need to invest in a bigger and better offering / experience, but have no
finance to do so yet.” There were some cynical comments about the government not being
interested in helping the wine industry. One producer felt negatively towards the proposal,
saying that it would be complicated, yield little money and would upset trade relationships
as it would give an “unfair price advantage”. It is unlikely any political decision on this will
be agreed quickly, and so producers would be advised to treat this as a windfall if it is
successful, rather than a basis for strategy. As of March 2020, two proposals have been
sent to government for consideration; currently no response has been received (Dominic
Buckwell, pers. comm. 2020). 19

5.4.5: Ideas from Oregon:
Enthusiasm from Oregon producers for their regional associations came through strongly
in relation to their usefulness in aiding producers to collaborate on events. Katie Bass from
Eola Hills said the consumer tastings called ‘Pinot in the City’, held across the USA and
organised by the Willamette Valley Wineries Association have been a successful
marketing exercise. 20 The costs are comparable to membership with WineGB and, on the
basis of this directional sample of interviews, represents good value for money. With wider
tourism activity, David Adelsheim described the wine industry as having an “uneasy
relationship” with tourism boards; “Here they think about the ocean, mountains and
museums but not wine”. His solution would be continuing conversations with the tourist
boards and demonstrating how valuable wine tourism is. This suggests for WineGB and

Dominic Buckwell, Director WineGB
Current cost of Winery membership is $725 plus a $0.06 per 9 litre case bottled in 2019, capped at $6,000
(Willamette Valley Wineries Association, 2020)
19
20
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any regional associations, ongoing work with tourism boards is vital. An important goal is
demonstrating the wider value of wine tourism; as shown by New Zealand Winegrowers
(2019), the foreign wine tourist spends 27% more than the non-wine tourist.
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6: CONCLUSIONS

This research has drawn an overall picture of producers’ approaches to the GB cellar door.
With 32% of sales volume, the cellar door is a significant route to market for producers.
The majority of surveyed producers anticipate an increase in visitor footfall and most
believe their cellar door will become increasingly important over the next three years. The
rapid expansion of the GB industry and WineGB’s parallel with Oregon show this as timely
research. Wine tourism and the cellar door is a well-studied area, though not greatly within
GB, and this paper provides directional results which will allow for more detailed, further
research.

6.1: What are the reasons behind the choice to have or not have a cellar door?

Across size and location of producer, the primary purpose of the cellar door was to sell
wine. Large producers took a holistic view of the cellar door, using it as a focus point and a
way to build brand engagement, whereas small producers focused on the cellar door’s
direct sales benefits. The Oregon interviews reflected the changing nature of their tasting
rooms from being transaction-led to a focus on education, events and experiences. The
cellar door is relevant to producers of all sizes and degrees of establishment, although the
rationale and focus for their cellar door may adapt to suit varying business needs. The
cellar door is not yet a model adopted by all producers; the main reasons cited included
lack of resources, location issues and alternative business models. Similarly, being in a
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remote location and time taken to run the cellar door were the most common concerns for
those with cellar door.
From this, three main points should be considered:
•

Producers should evaluate the purpose of their cellar door. As a producer grows,
their cellar door’s primary function may move away from sales to winery or brand
promotion. The producers’ purpose should combine with cost-effective activities and
services.

•

Where resources are an issue, opening at specific high-footfall times such as
weekends or for events, may be advantageous.

•

52% of total respondents stated that they would be at least somewhat happy to
share a cellar door location, and this could be a solution to some of the concerns
over the labour requirements of operating a cellar door, as well as allowing
producers to situate their cellar door in an accessible location near other
complementary tourist attractions. However, whilst being a route to market, the
shared cellar door location has limitations compared to an individually-owned cellar
door. For example, the producer has less chance to provide a unique experience for
the consumer that differentiates them from other producers.
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6.2: What is the range of activities offered and how do producers perceive their cellar door
is delivering against their needs?
A wide range of activities were listed overall but few producers provided a broad offering
individually, demonstrating that there are many elements producers can focus their
operation on. It was clear from the Oregon interviews that these producers understand
what their customers want and that providing tailored experiences is an important addedvalue service. They could readily describe who their typical customer was and what they
did specifically to attract them. They had their own niche and it did not feel as if they were
in active competition with their neighbours because they all offered something different.

Many GB producers are recently established so are unlikely to have developed their niche
but to do this, producers should identify their target customer, provide appropriate
experiences to attract them and offer them something unique. With the rise of the
‘experience economy’, producers should embrace the fact that they are also part of a
wider tourism industry that has mutual benefits. Little attention was given to those visitors
who choose not to drink, and more creativity could be seen here. Winery tour companies
are growing with the industry, and although there were mixed opinions about the benefits
of these tours, it was generally felt that they are more successful for promotion than sales
volume. The cellar door is delivering on producers’ current expectations. As demonstrated,
in the five key areas of attracting new customers, sales volume, profitability, cash flow and
brand building, over 90% of producers reported that they are meeting or exceeding
expectations at the cellar door. However, as producers expect a rise in future visitor
numbers and the importance of the cellar door to increase, there is much more room for
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development to continue to achieve these expectations. The logical next step is to conduct
research on consumers and their motivations.
Five takeaways for producers emerge:
•

Ensure the rationale for the cellar door matches the activities and services offered.

•

As the cellar door industry becomes more established, winery tour companies
should increase and become more specialised. Any work with tour companies
should drive towards a reciprocal relationship with a relevant partner.

•

Understand that for many visitors the cellar door experience is one part of ‘a day
out’ and take practical steps to promote cross-industry.

•

Develop appropriate non-wine related activities and purchases, such as
incorporating aspects of local food, wildlife, history and culture.

•

The cellar door is a potential resource to host trade and VIPs and develop the visit
and services to suit the guests’ expectations.

6.3: What are the opportunities and threats for the future of GB’s cellar doors?
WineGB targets sales of 40 million bottles by 2040 (Hook, 2018). Although the prediction
accounts for a large amount of sales in export and via the trade, the cellar door is also
predicted to increase greatly, with 84% of GB producers surveyed stating that it will
become more important. Compared with Oregon the most obvious opportunity for the
future of GB cellar doors is the emergence of wine clubs. Two wine club workshops were
organised by Elisabeth Else in April 2019 and these were well-attended by producers,
suggesting widening interest has already begun. If producers are to be successful, they
will need to be mindful of these five factors:
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•

Without clarity on their target consumer, the marketing message can be lost.
Therefore, it is vital for producers to understand their niche and target audience to
further develop a clear message. They should back this up with appropriate
reviewing of customer service and a relevant training programme.

•

A transactional approach may be relevant for some cellar doors. However, a focus
on the ‘experience economy’ by running events, pop-ups and adding ‘a sense of
theatre’ at the cellar door, can encourage visitation and brand loyalty. Recruitment
of appropriately skilled staff or investment in staff training would seem vital to
ensure consumer experiences are as positive as possible, as well as, the collection
and regular analysis of visitor feedback. Opportunities for focused, specific cellar
door training (such as the WISE academy) would warrant further investigation.

•

With a disparate or even conflicting marketing message at a regional level,
producers will lose an opportunity to communicate to tourists. Therefore, they must
continue and further develop appropriate collaboration between producers and
regional bodies. Linked with this is establishing and developing mutual connections
in the wider tourism industry.

•

A key element of advertising and marketing is the role of producers in the wider
tourism landscape. This is a valuable resource which should be brought into
advertising plans and marketing efforts.

•

Without investment and funding, the growth of cellar doors may be slower.
Producers should make use of governmental support via the cellar door duty relief
scheme, if this initiative is successful
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6.4: Final comments
Many areas of the cellar door were considered in this research paper. This has highlighted
further areas of study, which could be undertaken within a GB context, including tour
companies, visitor experiences and wine clubs.

There are several reasons to be positive, with this research showing the GB cellar door is
predicted to develop greatly along with the expansion of volume in the industry. Success
with regards to the cellar door and direct selling is likely to be a key facet contributing to
the future success of GB wine producers.
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Proposed Title

An investigation into the current cellar door practices of Great Britain’s wine producers. What part might
they play in the future growth of the industry?
Research Questions: Define the subject of your Research Paper and specify the specific research
questions you plan to pursue. (No more than 200 words)
The subject is to investigate the cellar doors of GB wine producers and draw conclusions for future
recommendations.
The definition of cellar door is interpreted as a designated space for the purpose of tasting, selling and/or
promoting the winery’s brand.
Research questions
1) What are the reasons behind the choice to have or not have a cellar door?
2) What is the range of activities offered and how do producers perceive their cellar door is
delivering against their needs?
3) What are the opportunities and threats for the future of the GB cellar door?
Areas of enquiry:
1) Cellar door key motivations and needs, including: brand development, sales* and complementary
benefits such as hospitality.
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2) Size, location, focus of winery, funding, wine clubs and contribution to wider regional tourism.
*Owing to the difficulties likely faced in obtaining accurate and forthcoming detailed sales information,
the focus is purely around sales as a motivation for the cellar door rather than financial analysis.
Background and Context: Explain what is currently known about the topic and address why this topic
requires/offers opportunities for further research. (No more than 200 words)
UK vineyard area in production has increased from 822ha in 2000 to 1924ha in 2018 (WSB). Production is
7.4 million bottles per year 21 with 36% of sales coming from the cellar door (Wine GB report, May 2018).
This indicates that the cellar door is responsible for a significant proportion of sales for UK wineries.
The cellar door and its relation to wine tourism has seen considerable research over the past 20 years
showing that not only are there links between the consumer’s perception of quality and consumer
satisfaction at the cellar door (Gabbott & Hogg, 1997) but also that there are many different reasons for
wine tourism (Getz, 1998), some of which would play to the strengths of the UK industry. A useful fivestage model of the winery tourism life-cycle was also developed by Dodd & Beverland (2001), which
could prove helpful to emerging cellar door operations in the UK.
It would be interesting to explore what steps UK producers are taking to provide for their customers
outside of wine quality alone as O’Neil & Charters (2006a) have argued that the quality of experience is
just as important as wine quality for wine sales. More recently, Dressler (2017) asserted that small
wineries which lack brand visibility should focus on services for tourists to improve their cellar door
experience.
Currently, there is planned consultation with the government and Wine GB to allow for cellar door excise
duty benefits, showing a renewed focus on the cellar door from the government and industry.
Sources: Identify the nature of your source materials (official documents, books, articles, other studies,
etc.) and give principle sources if appropriate. (No more than 150 words)
Journals and other official documents:
o O’Neill, M & Charters, S. (2006) Service Quality at the Cellar Door: A Lesson in Services Marketing
from Western Australia’s Wine-tourism Sector, Managing Tourism and Hospitality Services.
pg251-261
o D Dawson J. Fountain, D. A. Cohen, Lincoln University. Place-based Marketing and Wine Tourism:
Creating a Point of Difference and Economic Sustainability for Small Wineries. Paper presented at
6th AWBR International Conference 9 – 10 June 2011

21

Average from 2014-2018 – Wine GB
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o A. Kirkman, J.W. Strydom & C. van Zyl (2013) Stellenbosch Wine Route wineries: Management’s
perspective on the advantages and key success factors of wine tourism
Southern African Business Review - Vol 17, 93-112
o Winery Tasting-Room Employee Training: Putting Wine First in Oregon – Marlowe et al, Journal of
quality assurance in hospitality & Tourism 2016
Books:
o UK Vineyards Guide 2016, Skelton
Publications:
o Vineyard Magazine, Drinks Business, Wine Intelligence
Other studies
o Food and drink case study of Margaret River - Visit Britain 2016
o The Economic Impact of the Wine and Wine Grape Industries on the Oregon Economy – Full Glass
Research 2018
Research Methodology: Please detail how you will identify and gather the material or information
necessary to answer the research question(s) and discuss what techniques you will use to analyse this
information. (No more than 500 words)
1. Exploratory interviews
These will be semi-structured to aid in survey creation. The interviewees will be both producers as well
as other notable figures such as Julia Trustram Eve 22 and Elisabeth Else.23
Producers covered will be small (less than 10,000 bottles/year), mid-size (10-60,000 bottles/year) and
large (60,000+ bottles/year).
Interviewees will be the most appropriate person, for example the cellar door manager or whomever
fulfills this role within smaller producers. Six interviews will take place.
In order to provide context and to add to existing research, eight Oregon producers of varying size will
also be interviewed via skype. Ladan Ghahramani (Travel Oregon) and Marie Chambers (Oregon
Winegrowers Association) are contacts to provide connections and advice.

Marketing director, Wine GB
Elisabeth Else is a wine blogger who has compiled a comprehensive list of UK vineyards with an interactive map
www.winecellardoor.co.uk
22
23
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2. Survey
The database of producers to survey, will be created from those with over 1ha of vineyards or registered
wineries as listed by Wine Standards Board of the Food Standards Agency, listed on Stephen Skelton
MW’s website: http://www.englishwine.com/vineyards.htm. There are 373 wineries, or commercial
vineyards with 1ha or more.
To achieve statistical significance with a 95% confidence level and 10% confidence interval, 77 responses
will be gathered. This confidence interval has been chosen because of the relatively small number of
producers, a smaller interval would result in an unrealistic target. The author recognises this confidence
interval will give only directional results. A representative split of producers based on size of production
will used. This will estimate production size of the population based on hectares planted using 3-year
yield averages. The author recognises the limitations of this but no robust figures exist, an issue
recognised by the industry (Julia Trustram Eve, personal comms). A representative split by location will
also be ensured. The survey will be distributed via Survey Monkey. The survey will be tested by at least
four wineries of different sizes.
The survey will be built from desk research around the promotion and management of the cellar door
and the exploratory interviews. It will cover the three main questions as detailed in the research
questions section. The numbers on each bullet point covers how they align with the main research
questions.
o
o
o
o
o
o
o
o
o
o
o
o
o

Size of business (1,2,3)
Motivation for cellar door – Sales/Brand/Tourism/Other (1,3)
Dedicated space in winery or vineyard / other location / shared location (1,3)
New product launches (1,2,3)
Press articles/media coverage (1,2,3)
Advertising and social media (2,3)
VIP groups (2,3,)
Range offered (2,)
Visitor numbers (1,3,)
Complementary business (ie hospitality) (1,3)
Wine Clubs and mailing lists (1,2,3)
Cellar door excise duty proposal benefits (3)
Wine route maps & regional bodies (1,3)

3. In-depth interviews
These semi-structured interviews will drive a more in-depth exploration of the effectiveness of the
promotion and management of cellar door. Effectiveness is defined by the producer, around how their
cellar door is meeting their needs now and how they expect it to meet their needs in the future. These
answers will add qualitative data to the project and clarity to points resulting from the survey. Four

74 | P a g e

producers within each category (small, mid-size and large), both those who have cellar doors and those
who do not.
4. Quantitative analysis and qualitative insights
Responses will be grouped, where necessary, by size of winery. Data will be analysed for trends.
Qualitative data from interviews will be analysed for key insights with relevance to the research
questions.
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. (No more than 150 words)
This research paper will add original research on the topic of GB producers and their promotion and
management of their cellar doors. Cellar doors are well-established and generally successful vehicles for
producers the world over and therefore by setting GB in context compared to some of these, it may
provide insights for the future. Though Oregon for example has a different regulatory environment, it is a
relatively recently established wine region, with many small producers, premium sales and has
developed a strong cellar door offering.
This research will highlight the different approaches by producers and could be of use in other emerging
regions. In the past five years, GB has seen a large increase in its size of vineyards, producers will be
mindful to have a successful route to market. An accurate and up to date assessment of the current state
of the cellar door will be a useful and practical resource.
Proposed Time Schedule/Programme: This section should layout the time schedule for the research,
analysis and write-up of the Research Paper and should indicate approximate dates with key
deliverables. Dates of submission to both Advisors and the IMW must be those specified by the IMW.
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Mid February - Completed initial interviews with key stakeholders (Wine GB, various UK producers)
End of February - Produce questionnaire based on initial interviews. Build database.
Beginning of March– Send questionnaire to producers. Begin in-depth interviews.
Mid March – Send reminders for questionnaire
End of March - Send final reminders and complete interviews.
Beginning of April – Analysis of Survey
Mid April – Complete analysis of Survey
End of April – Complete writing and send first draft to RP advisor
May – Edits and proof reading
June – Submit to advisor
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Appendix 2: Survey questions

1. About you
1. Which of these fits your average production in bottles over the past 3 years?
Under 10,000 bottles
Between 10,000 - 60,000 bottles
Over 60,000 bottles

2. Do you have a cellar door?
Yes
No
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2. Your cellar door
3. Where is your cellar door located?
South East (Surrey, Sussex, Kent, London South)
Wessex (Dorset, Hampshire, Isle of Wight, Wiltshire)
South West (Cornwall, Deveon, Somerset, Avon, Dorset,
Gloucestershire, Worcestershire)
Mercia (Midlands & North England)

4. Which of these best describes your cellar door location?
At your winery
At your vineyard
At your winery/vineyard
In another location

5. Which of these best describes your opening practice
Open year round
Visit by appointment only
Limited opening to the public for peak times (ie seasonal/weekends)
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Thames & Chiltern (Berks, Bucks, Northamptonshire,
Oxfordshire)
East Anglia (Beds, Cambridgeshire, Essex, Herts, Norfolk,
Suffolk)
Wales
Channel Islands

3. Why you have a cellar door
6. Please rank in order of importance for you the following reasons for having a cellar door. (Move the
boxes into order with the top box as the most important)
´

To sell wine

N/A

´

To promote your winery/brand

N/A

´

To promote and sell hospitality/accommodation/events

N/A

´

To have people sign up to your wine club

N/A

´

To host trade visitors

N/A

7. How important is the cellar door to your overall business, with regards to each of the benefits listed
below?
Extremely
important
Sales volume
Profitability
Cash flow
Brand
building/engagement
Host trade guests
Attract and retain wine
club members
Attracting new
customers
Social media profile
Testing potential new
products / labels
New product launches
Drive business to
hospitality /
accommodation / events
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Somewhat
Very important

important

Not at all
Not so important

important

N/A

8. With regards to each of the benefits listed below, how well is your cellar door performing for your needs?
Greatly
overperforming

Overperforming

Meeting
expectations

Greatly
Underperforming underperforming

N/A

Sales volume
Profitability
Cash flow
Brand
building/engagement
Host trade guests
Attract and retain wine
club members
Attracting new
customers
Social media profile
Testing potential new
products/labels
New product launches
Drive business to your
hospitality /
accommodation / events

9. Which of these best describes the options for visitors at your cellar door
Free tasting

Fee for tour and tasting redeemable on purchase

Tasting fee, redeemable on purchase
Non redeemable fee for tasting

Non redeemable fee for tour and tasting
Non redeemable fee for tour, tasting fee redeemable on
purchase

Free tour and tasting

10. What type of seating/services are available for visitors at the cellar door? Please pick as many as are
relevant
Standing tasting bar

Private or formal seating

Seated tasting bar

Indoor

Casual or group seating

Outdoor
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11. Business opportunities outside of wine sales can be part of a cellar door offering. Which of these do
you offer? Please tick:
Restaurant on site

Yoga / Health

Accommodation

Nature walks

Pop ups / events

Fitness / Sporting activities

Wine education (WSET or other wine appreciation not directly

Cookery courses

related to sales)
Other (please specify)

12. Thinking about the negatives of the cellar door. Please rank the following:
Agree strongly
The cellar door does not
provide return on
investment
The cellar door takes up
too much time to run
The cellar door is a
distraction from our main
business
Access and transport
are major problems for
our cellar door
Other wineries' cellar
doors in my region give
local wine a poor
reputation
Our direct sales creates
a lot of conflict selling to
the trade
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Agree mostly Neither agree nor disagree Disagree mostly

Disagree strongly

4. Your visitors
13. In your opinion, how important are these as reasons for why visitors come to your cellar door?
Extremely
important

Somewhat
Very important

important

Not at all
Not so important

important

N/A

To taste wine
To buy wine
To do a tour
For library
releases/cellar door
exclusives
To visit the restaurant /
accommodation
To have a day out
For specific wine events
such as pruning or
blending
For specific wine club
member events

14. Considering your cellar door visitors, please rank each category of your visitors' wine
knowledge. (Move the boxes into order with the top box as the most important)
´

Wine lovers - with advanced knowledge of wine

´

Wine interested - with intermediate knowledge of wine

´

Wine curious - with basic or no knowledge of wine

15. Considering your cellar door visitors, please rank where your visitors come from. (Move the boxes into
order with the top box as the most important)
´

Local visitors

´

Foreign visitors

´

Visitors from a different region of the UK
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16. To what extent is your cellar door a benefit for hosting VIPs (key press/trade/celebrity
figures/influencers)
Extremely important

Not so important

Very important

Not at all important

Somewhat important

17. Some visitors will choose not to drink, because of driving or other reasons. What, if anything do you
offer these guests?

18. Do you accept bookings from tour companies?
Yes
No
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5. Tours and visitors
19. To what extent do you agree with the following statements?
Agree strongly Agree mostly

Neither agree nor disagree Disagree mostly Disagree strongly

Tour companies help my cellar
door sell more wine
Tour companies help the
profitability of my cellar door
Tour companies help spread
awareness of my cellar door
Tour companies help my cellar
door reach new customers
Tour companies bring important
trade guests to my cellar door
Tour companies help my cellar
door to sign people up to my wine
club
Tour companies help my cellar
door promote and sell
hospitality/accommodation/events

20. What do you feel tour companies could do better, or if you do not host tours, what might lead you to
work with a tour company?

21. In terms of visitor numbers, how happy are you with your current footfall?
We have far too few visitors

We have somewhat too many visitors

We have somewhat too few visitors

We have far too many visitors

We have about the right amount of visitors
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22. How important are these for you to promote to visitors at the cellar door
Extremely
important
Quality of your wine
Quality of the region
Your brand values
Your wine club
Promotion of your
hospitality /
accommodation / events
Promotion of the local
area (tourist
destinations, local
restaurants etc)
Your social media profile
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Very important

Somewhat

Not very

Not at all

important

important

important

N/A

6. The wider picture
23. How helpful have grants and funding from government and tourism boards been for your cellar door
Extremely helpful

Not so helpful

Very helpful
Somewhat helpful

Not at all helpful

24. Are you part of a regional association ie Surrey Hills or Welsh Vineyards?
Yes
No

25. How important is collaboration with other UK wineries, through forums, groups and exchange of ideas a
contributor to success of your cellar door?
Extremely important

Not so important

Very important

Not at all important

Somewhat important

26. In what ways, if any, do you feel you contribute to and promote wider tourism in the region?
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7. Staffing the cellar door
27. How many permanent staff do you employ at your cellar door? (Please count Part-Time staff as 0.5)
0-5
5-10
10-20
20+

28. How easy is it to find competent and committed cellar door staff?
It is very easy

It is difficult

It is not that hard

It is impossible

It is doable with some effort

29. Please briefly state the reasons for your answer to the previous question

30. Rank in order of importance the skills that staff working at your cellar door should have. (Move the
boxes into order with the top box as the most important)
´

Wine knowledge

´

Sales skills

´

Customer experience, offering visitors a great day out

´

Customer service skills
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31. How do you review the performance of staff overall at your cellar door?
Analysing Trip advisor / other online reviews
Customer feedback questionnaires
Secret shopper
Comments/suggestions box
Do not currently review
Other (please specify)

32. In terms of training, please tick which of these you carry out
Induction training

WSET courses

Job shadowing

Training on other local wines

Product training

Training on other UK wine regions

Time spent with winemaker / viticulturist

Training on other countries’ wines

Customer service training

No training

Sales training

33. If you were to improve one thing about your cellar door staff what would that be?
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8. The future of the cellar door
34. Over the next 3 years, how do you feel the importance of your cellar door to your business will change?
It will become much more important

It will become slightly less important

It will become slightly more important

It will become much less important

It will stay about the same

35. In the next three years how do you expect your visitor numbers to change? Please briefly explain why
Increase greatly

Decrease slightly

Increase slightly

Decrease greatly

Stay roughly the same
Comments box

36. How happy would you be to collaborate with another winery / wineries for a shared cellar door location?
Extremely happy
Very happy

Not very happy
Not at all happy

Somewhat happy

37. Wine GB has stated “a cellar door duty relief scheme would greatly encourage investment in cellar door
facilities” how much do you agree with this for your winery?
Strongly agree

Disagree

Agree

Strongly disagree

Neither agree nor disagree

Don't know

Optional comments

38. Very many thanks for taking the time to complete this survey! By way of thanks, I will be sending a
mixed case of fine wine to two of the respondents, chosen randomly. Please enter your email below if you
would like to be entered into the survey:
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9. About you
39. Where are you located?
South East (Surrey, Sussex, Kent, London South)

Mercia (Midlands and North England)

Wessex (Dorset, Hampshire, Isle of Wight, Wiltshire)

Thames & Chilterns (Berks, Bucks, Northamptonshire,
Oxfordshire)

South West (Cornwall, Devon, Somerset, Avon, Dorset,
Gloucestershire, Worcestershire)
East Anglia (Beds, Cambridgeshire, Essex, Herts, Norfolk,

Wales
Channel Islands

Suffolk)

40. What are the main reasons you do not have a cellar door (Please pick up to three reasons)
The cellar door would not provide return on investment
The cellar door would take up too much time to run
The cellar door would be a distraction from our main business model
We don't have access to a suitable location
Access and transport would be major problems for a cellar door
Other wineries' cellar doors in my region give local wine a poor reputation
There is too much competition for cellar doors
Direct sales would create a lot of conflict selling to the trade
Other (please specify)

41. How likely is it that you will have a cellar door within the next three years?
Very likely

Unlikely

Likely

Very unlikely

Neither likely nor unlikely

Don't know

Optional comment box
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10. The wider region
42. Are you part of a regional association ie Surrey Hills or Welsh Vineyards?
Yes
No

43. How important is collaboration with other UK wineries, through foroums, groups and exchange of ideas
a contributor to success of your business?
Extremely important

Not so important

Very important

Not at all important

Somewhat important

Don't know

44. How happy would you be to collaborate with another winery / wineries for a shared cellar door location?
Extremely happy

Not very happy

Very happy
Somewhat happy

Not at all happy

45. If you did have a cellar door, what do you feel would be the main benefits to your business? (Please
pick up to three reasons)
Sales volume

Attract new customers

Profitability

Social media profile

Cash flow

Test new potential products / labels

Brand building / engagement

New product launches

Host trade guests

Drive business to your hospitality / accommodation / events

Attract and retain wine club members
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46. To what extent has a lack of access to grants and funding hindered your business in opening a cellar
door?
It is the main reason we have been unable to open a cellar
door
It would have helped us to open a cellar door

We not tried to access grants or funding
It is not in our business model to have a cellar door

Even with funding it would have been very difficult to open a
cellar door
Other (please specify)

47. How much do you agree with the following statement? "Not having a cellar door has a negative effect
on our businesss"
Strongly agree

Disagree

Agree

Strongly disagree

Neither agree nor disagree

48. Wine GB has stated "a cellar door duty relief scheme would greatly encourage investment in cellar door
facilities" How much do you agree with this for your winery?
Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree
Don't know

49. How important do you feel cellar doors will be to the overall success of UK wine producers?
Extremely important

Not so important

Very important

Not at all important

Somewhat important
Optional comment box
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50. Very many thanks for taking the time to complete this survey! By way of thanks, I will be sending a
mixed case of fine wine to two of the respondents, chosen randomly. Please enter your email below if
you would like to be entered into the survey:
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Appendix 3: Interviewee details
GB Producers
Producer
Exploratory Interviews

Contact

Job title

Date

Method

Hush Heath

Richard Balfour-Lynn

Owner

9th November
2018

In Person

24th February
2018

Telephone

Grange Estates

Zam Baring

Owner

Chiltern Valley

Donald Ealand
Victoria Stephens
Clarkson MW

Owner

25th February
2018
25th September
2018

Telephone
In Person

Wine GB Marketing
Director

14th November
2018

Telephone

Elisabeth Else

Owner

9th November
2018

Telephone

Contact

Job title

Oastbrook
Off the Line
Oatley
Black Chalk (no cellar
door) * establishing
cellar door for Summer
2020
Mid Size producers

Nick Brewer
Kristina Studzinski
Iain Oatley

Director
Co-owner
Owner

Date
4th September
2019
1st March 2019
5th March 2019

Jacob Leadley

Director

4th September
2019

In person

Hidden Spring
Albury

Chris Phipps
Nick Wenman

Owner
Owner

4th September
2019
1st October 2019

In person
Telephone

Westwell (no cellar
door)

Adrian Pike

4th October 2019

Email

Lyme Bay

Paul Sullivan

Owner
Head of Sales &
Marketing

13th March 2020

Telephone

Chapel Down
Gusbourne
Nyetimber (no cellar
door)

Lucy Patridge
Charlie Holland

Retail and events
Manager
CEO / Winemaker

30th August 2019
4th April 2019

Telephone
In person

Brad Greatrix

Winemaker

4th April 2019

In person

Hambledon

Katrina Smith

Tour and education
manager

18th July 2019

Telephone

Wine GB
Wine Cellar Door

Julia Trustram Eve

Semi structured
interviews:
Small Size producers
Producer

Method
In Person
Telephone
Telephone

Large producers
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Oregon wineries
Adelsheim Vineyard

David Adelsheim

Owner

1st April 2019

Telephone

Archery Summit

Christophe Lopez

A-List Manager

19th August 2019

Telephone

Tresori Vineyards

Dave Tresori

Owner

16th September
2019

Telephone

Yamhill Valley

Linda Arnold

Tasting Room
Manager

19th September
2019

Telephone

Maysara

Dominic Allen

Tasting Room &
Wine Club
Manager

20th September
2019

Telephone

Antica

Hannah Sullivan

General Manager

9th September
2019

Telephone

Left Coast Cellars

Lisa Fahrner

Tasting Room
Manager

20th September
2019

Telephone

Ryan Faddis

Associate Sales
Manager

22nd September
2019

Telephone

Katie Bass

Tasting Room and
Club Manager

26th September
2019

Telephone

Beaux Freres

Eola Amity
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Appendix 4: Interview questions:
1. What is the main reason for your cellar door? Why?
2. Who visits your tasting room and why do you think they come to you?
3. How do you engage at the cellar door? Ie what are the range of activities
offered?
4. How important is the tasting room for hosting trade guests from distributors /
hospitality industry etc?
5. How is your cellar door/tasting room staffed?
6. What is your approach to staff training?
7. Are you looking to grow your tasting room? If so, how?
8. Do you link up with local tourism/hospitality etc? If so, how?
9. Are you part of a regional association? If so, how do they support you?
10. Are you happy to work with tour companies and what kind of experience have
you had with them?
11. Are there any regions that you look up to/learn from? Why?
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