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EDITORS COMMENT
In a fast-evolving world where challenges to and opportunities 

for trade are constantly shifting, the need for drinks 
businesses to be able to access up-to-the-minute news, 
analysis and opinion has never been more important. Which is 
why Harpers Wine & Spirit, as the only subscription publication 

and free news service to span the whole of the industry, continues to 
be the go-to source for readers seeking authoritative and informed 
content across the whole spectrum of the production, supply and 
retail chain. 

Dedicated to reporting on the drinks sector for almost 150 years, 
Harpers continues to examine and explore the topics and issues 
affecting all facets of the trade. And it does this with a singular aim 
of allowing stakeholders across the industry to take the information-
based decisions that will allow them to plan and drive their 
businesses forward.

Our in-depth coverage spans producers and the myriad categories 
of wines, spirits and beers that they produce, along with agents, 
importers, distributors and wholesalers, the quality on and off-trade 
retailers, online operators, plus associated trades and professions.

With a digital first policy working across a multi- media platform 
that includes Harpers Wine & Spirit magazine, harpers.co.uk, 
newsletters and news alerts, plus a busy roster of popular industry 
focused events both virtual and physical, Harpers is the pre-eminent 
publication for those looking to stay informed as to the latest 
industry developments and news as it happens.

As well as informing, inspiring and entertaining, Harpers provides 
drinks professionals with the insights and tools needed to thrive in 
today’s challenging conditions and, as such, Harpers is your one-stop 
source of comprehensive research, analysis and industry opinion 
spanning the wines and spirits world. 

Andrew Catchpole
Editor

At the heart of  
 the drinks trade
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PLATFORMS

“Harpers offers the UK wine trade an 
insight in to what’s actually happening in 
the marketplace. At a time when time is 
precious, Harpers provides a one-stop-shop 
of meaningful and thought-provoking content 
for all areas of the business.”
ANDREW SHAW,  
HEAD OF BWS, M&S

“I don’t let a week go by without reading 
through Harper’s bulletins and consulting 
the website half a dozen times. For news and 
updates on all things wine, beers & spirits, it’s 
a must go-to. The SITT wine tasting events are 
also a necessity”
CHARLIE YOUNG, 
CO OWNER, VINOTECA

“Harpers is an essential read as it keeps me 
up to date with happenings in the UK and 
global wine business.  Without it, I’d spend 
much more time in search of information, or 
in not so blissful ignorance, so I’m thankful 
when each issue of Harpers appears.”
DAVID GLEAVE,  
MANAGING DIRECTOR, LIBERTY WINES 
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CIRCULATION
Harpers circulation encompasses buyers and influencers from across the UK wine & 
spirits trade across all sectors from both the on and off-trade including:

 ↘ Supermarket buyers
 ↘ Multiple buyers
 ↘ High street chains
 ↘  National and regional drinks wholesalers
 ↘ Independent retailers
 ↘ Wine merchants

 ↘ Sommeliers
 ↘ Restaurants
 ↘ Independents and group operators
 ↘ Gastropubs
 ↘ Bar owners

READERS
27040
Average monthly readership

13,000
Registered users

28000
Twitter followers

ONLINE

143,829
page views per month

68,122
Unique visitors per month

PLATFORM
2%
Tablet

36%
Mobile

62%
Desktop
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PRINT RATES
PRINT ADVERTISING RATES
Size 1-3 Insertions 4-9 Insertions 10+ Insertions
Dps £4877 £4389 £3951
Full page £2684 £2416 £2175
Half page £1516 £1365 £1228
Quarter page £966 £870 £782
Outside back cover £2892 £2581 £2303
Inside front cover £3102 £2791 £2513
Inside back  
cover

£2892 £2581 £2303

PRINT RECRUITMENT RATES
Size Price
Full page £2271
Half page £1379
Quarter page £818

PRINT ADVERTORIAL RATES
Full page Price
Final artwork supplied £2683
Assets & copy supplied / HWS to design £2858
HWSTR to commission & design (photography not inc.) £3189

DPS Price
Final artwork supplied £4877
Assets & copy supplied / HWSTR to design £5080
HWSTR to commission & design (photography not inc.) £5354

SPECIAL RATES
Option Rate (full run)
Cover wrap (full page wrap: 4 sides) £14385
Cigarband £6028
Bellyband £9712
Front gatefold £7088
Back gatefold £6038
Tip-on (based on client supplying print) £2625
Full page/cover rate £4988

INSERTS RATES
Weight Price
0-9g £1801
10-19g £1856
20-29g £1911
30-39g £1966
40-49g £2020
50-59g £2075
60-69g £2129
70-79g £2184
80-89g £2239
90-99g £2293

Inserts: Please note that a 15% premium will be charged for issues with extra 
distribution. Costs are available for supplements and in-bound inserts on premium 
stock quoted depending on your requirements. Please contact us if you wish to 
discuss.
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ONLINE RATES
DIGITAL
Position Size in pixels Rate
Full page takeover Super Leaderboard Top & Bottom, MPU or Video, Half Page, Background Banner POA
Background banner 1600 x 1050 maximum not animated £1050 per week
Super Leaderboard 970 x 90 £500 per week
Premium MPU (above the fold) 300 x 250 £800 per week
MPU 300 x 250 £500 per week
2 week Job Listing Lineage advert £250
4 week Job Listing Lineage advert £450

NEWSLETTERS & MAILERS
Harpers.co.uk registered users c.15,000 recipients, On-trade database c.12,000 recipients,  
Off-trade database c.1,200 recipients OR Wholesalers c.200 recipients.
Newsletter Advertising Price
Top Leaderboard 728 x 90 £225 per day
Top Skyscraper 160 x 600 £200 per day
Skyscraper 160 x 600 £190 per day

Bespoke Mailer Price
First broadcast £1600 
Second broadcast of same mailer (no amends) £1125

ONLINE EVENTS
Utilising Harpers unique audience and respected voice we will work with you to promote  
your brand/event to the wine and spirit trade. 
Bespoke Price
Digital Round tables POA
Webinars POA
Online Masterclasses POA
Podcast/Interview POA
Promotional Feature Box £800 per week
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SUPPLEMENTS/REPORTS 
Our supplements are a key part of our schedule giving 
us the chance to really focus in on a particular sector, 
region or country across a range of dedicated features 
and face to face activities. The supplements work 
as a valuable information resource for buyers, with 
information on trends for both on and off-trade. In 
addition each supplement includes a tasting panel and 
discussion, bringing together all sectors of the trade. 
Our supplements aim to give a holistic view of what’s 
happening in the UK trade.
Each of our supplements benefits from an unrivalled 
circulation – full run Harpers and full run within our 
sister title Drinks Retailing News as well as key trade 
shows throughout the year.

PARTNER PACKAGES
We aim to work with a select number of supplier 
partners for each supplement and provide a range of 
packages to not only include print advertising but also 
online, face2face and tailored advertorial content.

LIST OF SUPPLEMENTS
 ↘ South America
 ↘ Innovation Report 
 ↘ Australia
 ↘ Sustainability
 ↘ France
 ↘ Spain
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Celebrating a milestone anniversary this year, 
Casa Real is a pioneer of Chilean viticulture. 

James Lawrence discovers the company’s 
latest moves to ensure it is fulfi lling its role as a 

“custodian of the soil”

C
asa Real is a fi � ing poster 
child for the agrarian 
revolution sweeping across 
Chile today. The nation’s 
winegrowers, passionate 
and highly driven, continue 
to refi ne their knowledge 
of local soils, matching the 
vine variety to the place. 

“Casa Real represents an apex of terroir 
expression in the Maipo Valley. Since the 
wine’s inception in the 1980s, our journey 
has been a legacy of understanding the 
environment,” says Santa Rita winemaker 
Sebastián Labbé. “We are custodians of 
the soil – nothing less.” 

Brand owner Santa Rita is celebrating 
the 30th anniversary of production 
this year, following the release of the 
2019 vintage. Welcomed into La Place de 

Casa Real: Thirty 
years of excellence

Bordeaux in 2021, Casa Real is universally 
regarded as one of Chile’s seminal icon 
wines stakes its reputation on superlative 
Cabernet Sauvignon, obtained from the 
Alto Jahuel sub-region of the Maipo Valley. 
It was here that Chile’s fi rst generation of 
fi ne wine was made – diurnal temperature 
variation and poor soils produce wines of 
impeccable freshness and poise. 

“In the 1990s, we started working on 
the hillsides to take advantage of the 
cooler conditions,” says Labbé. 18.5ha 
(46 acres) are responsible for Casa Real – 
the oldest parcels were planted in 1972. 
The terroir is an advantageous mixture 
of alluvium over gravel subsoil, with 
water-retentive clay helping to off set 
the challenges of dry summers. “Vines 
are being planted at higher elevations 
throughout the Central Valley,” says 
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IN ASSOCIATION WITH:

Labbé. “In our case, we want to make 
wines that are both elegant and 
approachable, with ripe tannins and a red 
fruit profi le. We want to deliver pleasure.”

↓
QUALITY QUEST

Like all oenologists, Labbé believes that 
the quest for greater precision and quality 
never ends. He joined Santa Rita in 2017, 
accepting the position a� er working for 
several years at sister winery Viña Carmen. 
His impressive résumé includes a stint at 
Tyrrell’s in Hunter Valley and Margrain 
in New Zealand, before returning to his 
country of birth. Labbé describes working 
for the long-established company as an 
“unprecedented opportunity” – Santa Rita 
was founded in 1880. Operating at the heart 
of the Maipo Valley, the fi rm was purchased 
in 1980 by the late businessman Ricardo 
Claro. According to Labbé, Claro was a true 
visionary. “He invested heavily in the estate 
and was instrumental in the discovery 
of an exceptional parcel of vines in Alto 
Jahuel,” he says. “This discovery continues 
to form the backbone of Casa Real.”

Santa Rita owns over 3,700ha of 
sustainable vineyards in the following 
wine valleys: Limarí, Casablanca, Leyda, 
Maipo, Colchagua, Apalta, Maule, Rapel 
and Curico. Yet, despite such a diverse 
portfolio, the company embraces a unifi ed 
approach to viticultural management. “We 
continue to harness the benefi ts of modern 
technology: multi-spectral analysis 
(responsible for assessing vine vigour); 
sophisticated irrigation systems, and 
satellite mapping,” says Labbé. 

“In addition, we have minimised the 
use of agri-chemicals in our vineyards, 
planting more cover crops and 
encouraging biodiversity.” 

Nevertheless, Chile made its 
‘straightforward’ reputation as a producer 
of good-value interpretations of French 
grapes. However, this cliché is hardly 
representative of the country’s dynamic 
industry today. Chile’s wine community, 
led by Santa Rita, is testing viticultural 
limits in all directions, making wines that 
off er a  sense of place. Thanks to 
trailblazing projects like Casa Real, this 
momentum is unlikely to slow down.  

You’re celebrating 30 years of producing exceptional Cabernet Sauvignon 
in Maipo. What’s the most important lesson you have learned since the 
inaugural vintage: 1989?
Simply put, to respect what nature has given us. When I joined the project 
in 2017, my overriding goal was to maintain the ‘terroir imprint’ of this 
wine. My predecessor, Cecilia Torres, passed on a lot of wisdom and 
expertise during the handover. A� er tasting mature vintages of Casa Real 
alongside newer ones, I could see what Santa Rita wanted to achieve. My 
job is to maintain a consistency of house style –  elegance and refi nement 
– while simultaneously expressing the nuances of diff erent vintages. It’s a 
challenging task, but I feel that we’ve succeeded. 

How has the winemaking evolved since the project’s inception?
Overall, not that much. However, we have brought forward our harvest 
dates in light of global warming. In addition, we make use of an optical 
sorter, which off ers more precision than traditional sorting tables.  
Therea� er, I prefer to use natural yeast to kickstart a spontaneous 
fermentation. A great deal of the wine is fermented in concrete vats, 
although Casa Real also uses stainless steel and foudres.  

Historically, the wine was aged in 100% new oak – 85% is the average 
today. This produces a be¦ er-balanced wine. You get concentration and 
structure, but also a freshness that modern consumers expect. I feel Casa 
Real has a unique DNA: the wine is reminiscent of a top Napa Cabernet, 
but with an earthy undertone that is distinctly Chilean. We merge the 
sophisticated tannins of Pauillac with the bright fruit of the Andes. 
Ultimately, we want to refresh and not overwhelm your palate. 

How have you adapted to the challenges of global warming?
There is no doubt that we’re seeing greater levels of phenolic ripeness in 
Maipo; maintaining bigger vine canopies to avoid too much direct sunlight 
on the berries helps to combat this. We’re also commi¦ ed to regenerative 
viticulture – encouraging biodiversity is one of my passions. Water usage is 
another major issue facing growers in South America today, so we are 
developing new systems to preserve as much snow melt as possible to avoid 
it being lost to the Pacifi c.  

“We’re also committed to 
regenerative viticulture – 
encouraging biodiversity is one of 
my passions”
Sedastián Labbé

Sebastián Labbé
WINEMAKER, SANTA RITA
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Having diligently 
worked their way 
through 56 samples, 
to single out a top  
29, our tasters were 
left with much to 
say on the subject 

of Côtes de Bordeaux wines. Broad 
impressions were that the region was 
occasionally overlooked, but as the wine 
flights clearly showed it can offer some 
very attractive and good value drinking, 
even at the sub-£10 level. As befits a region 
that produces 96% reds, the wines tasted 
reflected this strength. 

Moreover, all agreed that there 
is enough stylistic breadth in the 
collective offer to satisfy everything 
from easy-drinking to more complex, 
food-friendly and age-worthy styles. 
And that this made for an attractive, 
often affordable ‘in’ to Bordeaux on 
merchants’ shelves. 

“[Winemakers] may be restricted in 
the grape varieties they can use, but 

Côtes de Bordeaux:

Five terroirs

With canny indie buyers looking for accessible and  
affordable Bordeaux, we set up a tasting of Côtes de 
Bordeaux wines to explore the diversity and value offered by 
its sub-regions, picking out 29 of the most characterful and 
enjoyable expressions from these multifaceted flights

THE TASTERS 
 » Hamish Chambers, manager, The Vineking
 » Katy Barker, retail manager, The Oxford 

Wine Company 
 » Andrew Catchpole, editor, Harpers Wine  

& Spirit

there was more variety than perhaps 
I remembered, with easy-going styles 
and more classic Bordeaux, plus some 
very good value wines,” said Hamish 
Chambers of The Vineking.

The Oxford Wine Company’s Katy 
Barker agreed, adding: “I think people 
come into the shop and believe that you 
can’t get good value from Bordeaux any 
more, but that is completely wrong.” 

All held up many examples of the 
Côtes de Bordeaux wines tasted that, 
they said, would not just sell but impress 
with their inherent value, bringing 
customers back for more. 

In addition, while presentation 
was pronounced very recognisably 
‘Bordeaux’, those who had done 
something a little different design-wise 
or with a different bottle shape were 
commented positively on too, to help 
bring new potential Bordeaux drinkers 
into the fold. 

The strong sustainable credentials of 
an overwhelming number of the wines 
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Some 96% of  
Côtes de Bordeaux 

wines are red

SIZING UP CÔTES  
DE BORDEAUX
Comprising five sub-regions, the 
Côtes de Bordeaux vineyards 
collectively cover 10,100ha of 
Bordeaux’s total 108,000ha, and are 
home to more than 760 producers, 
delivering around 47 million bottles of 
wine, of which 96% are red. 

Described as ‘one AOC, five 
terroirs’, the sub-appellations include:

 » Blaye Côtes de Bordeaux (5,583ha)
A dynamic, varied powerhouse, 
mostly hillside vineyards along the 
Gironde estuary, ranging from 
clay-limestone soils around Blaye to 
sand and gravel in the north.
 » Castillon Côtes de Bordeaux 

(1,932ha)
Often producing intense but refined 
wines, the generally south-facing 
vineyards range from river-level 
gravels via clay, clay-limestone and 
more pure limestone as vines climb 
towards the plateaus. 
 » Cadillac Côtes de Bordeaux 

(1,024ha)
With wines leaning towards the 
elegant, Cadillac’s soils range from 
hilltop limestone and gravel by way 
of clay-limestone slopes to fine gravel 
and silica closer to river level. 
 » Francs Côtes de Bordeaux (401ha)

Wines with refined, strong personality, 
born of seabed fossil-rich soils lining 
east-facing slopes with a more 
continental climate.
 » Sainte-Foy Côtes de Bordeaux 

(244ha)
Elegant wines, often with distinct 
notes of red cherry, with gravel and 
clay-limestone soils matched by a 
fairly temperate climate. 

Côtes de Bordeaux collectively 
produces 13% of Bordeaux wines by 
volume, with some 15 million bottles 
exported, accounting for 24% of total 
Bordeaux exports by volume. 

Known for their good quality-
to-price ratio, the ‘five terroirs’ 
between them also boast strong 
(and well-certified) sustainable 
credentials, adding to their appeal. 

was also felt to be a major plus, clearly 
resonating with today’s ever more 
green-minded consumers, while feeding 
into the perception of caring, quality 
winemaking. 

QUALITY CONQUERS
Back to the all-important quality in the 
bottle, and again the tasters also agreed that 
the overall standard had been very good, 
with many high points, singling out many 
wines for praise, with a suitably diverse 
selection of those flagged up below. 

Under the Côtes de Bordeaux 
appellation banner the flights had 
been arranged by sub-appellation, 
with Castillon, Blaye, Sainte-Foy, 
Cadillac and Francs offering further, 
sometimes subtle, points of difference. 
Most important, though, our tasters 
felt, was the individual or ‘house’ style, 
combining differing blends, winemaking 
preference and, of course, the terroir. 

Moreover, while Côtes de Bordeaux 
wines don’t carry varietal mix on the 
front label, there were clear standouts in 
terms of wines where Cabernet Franc, 
Cabernet Sauvignon, Merlot or even 

Malbec stood out for the tasters.  
And this could offer a playful and 
engaging way to introduce drinkers 
of other more varietally driven wines 
to the variety of styles from Côtes de 
Bordeaux, but typically with an imprint 
that says ‘Bordeaux’. 

“There were wines that had quite a  
bit of Malbec, which stood out, and the 
ones where Cabernet Franc stood out, 
which were interesting as well,” said 
Barker, on points of difference that had 
caught her attention. 

Barker also said that whereas “older 
drinkers who have been drinking 
Bordeaux for years” expected a certain 
traditional style, Côtes de Bordeaux 
could be a “door opener” with younger 
wine imbibers precisely because it could 
bridge the gap with that aforementioned 
– and welcomed – variation in style. 

Those same more youthful drinkers 
are also, she continued, more open to 
fruitier and accessible styles, with more 
forward wines – not least with global 
warming – also a feature noted across 
many wines in these flights. 

All in all, this was an enjoyable and 
eye-opening tasting, showing just what 
Côtes de Bordeaux – in all its varied guises 
– can and does deliver. Put simply, 
the wines went down well. Bordeaux, 
perhaps, for the modern age. 

“People believe you can’t  
get good value from 
Bordeaux any more, but  
that is completely wrong”
Katy Barker, The Oxford Wine Company

PH
O

TO
GR

A
PH

Y: CLA
U

D
E CLIN

PH
O

TO
GR

A
PH

Y:
 C

LA
U

D
E 

CL
IN

024-027 Advertorial Bordeaux HWS Sept22.indd   25024-027 Advertorial Bordeaux HWS Sept22.indd   25 31/08/2022   15:0031/08/2022   15:00

26   Harpers Wine & Spirit   September 2022

ADVERTISEMENT FEATURE

The tasting
BLAYE CÔTES DE 
BORDEAUX 
 » Château Barbé 2019, 

Vignobles Bayle-Carreau 
(L’Ami Jaq, £15 rrp)
Hints of mint, plus red and 
black cherry, and a slight 
toastiness, made for an 
appealing style. 
 » Château Bel-Air la Royère 

‘Esprit de Bel-Air’ 2019, 
Corinne Chevrier (Brompton 
Wine Company, £17.50 rrp)
Decent structure 
underpinned dark fruit 
depth, with tannins, acidity 
and fruit in good balance. 
 » Château Cailleteau 

Bergeron 2020, Dartier  
Family (Friarwood Fine  
Wines, £17.80 rrp)
A quite rich style, with ‘sweet’ 
plummy depth and hints of 
blueberry, finishing long. 
 » Château Cap Saint Martin 

2018, Vignobles Ardoin 
(Ballande et Meneret, £12 rrp)
Nice texture, with some spicy 
oak hints, well-rounded and 
with a juicy finish. 
 » Château du Grand 

Barrail ‘Cuvée Prestige’ 
2019, Vignobles Denis Lafon 
(Southern Wines, £13 rrp)
With hints of strawberry  
and tobacco on nose and 
palate, a rounded, medium-
bodied style.  
 » Château Frédignac  

‘La Favorite’ 2018, Vignobles 
L’Amouller (The Winegoce, 
£24 rrp)
Rounded, with good tannin 
structure, fresh acidity, and  
a generous, moreish finish. 
 » Château Frédignac  

‘Le Gabier’ 2019, Vignobles 
l’Amouller (The French 
Bubbles, £16 rrp)
Ripe fruit and fresh acidity 
underpinned a very drinkable, 
well-balanced wine. 
 » Château Haut Sociondo 

2019, Jérôme Zabel - 
Vignobles Gabriel & Co (Alice 
McLeod Dumas, £9 rrp)
Plummy fruit and a hint  
of chocolate announced  

this easy-going but very 
moreish wine. 
 » Château Haut Sociondo 

2018, Jérôme Zabel 
Vignobles Gabriel & Co 
(Alice McLeod Dumas, £9 rrp)
A rich, juicy, fullish wine, but 
well-balanced with an easy, 
palate-satisfying appeal, 
being good value too.

STANDOUT BLAYE  
CÔTES DE BORDEAUX
 » Château Le Grand Moulin 

2020, Jean-François Réaud 
– Vignobles Gabriel & Co 
(Alice McLeod Dumas,  
£10 rrp)
A classic Merlot, well-made, 
with juicy, plummy depth, 
good structure and at a very 
attractive price. 

STANDOUT VALUE RED
 » Château Les Aubiers 

2020, Jean-François Réaud 
– Vignobles Gabriel & Co 
(Alice McLeod Dumas, £8 rrp)
Refreshing summer fruits, 
smooth with light tannins, 
and a good value, very 
drinkable wine. 
 » Château Les Garelles 2020, 

, Adrien and Thomas Novoa 
– Vignobles Gabriel & Co 
(Alice McLeod Dumas, £7 rrp)
An easy-going, mellow style, 
with plenty of bright fruit, 
uncomplicated but well 
balanced and great value. 
 » Château Monconseil-

Gazin 2019, Vignobles 
Michel Baudet (Wine 
Society, £9.95 rrp)
Well made, balanced,  

fresh, with soft red fruits  
and a hint of tobacco  
leaf, plus a long finish. 
 » Château Petit Boyer 

‘Vieilles Vignes’ 2020, 
Vignobles Bideau (Delibo 
Wines, £10.96 rrp)
An earthiness and spicy 
notes balanced ripe fruit  
on this attractive and 
satisfying all-rounder. 
 » ‘Un Cycle à Deux’ 2020, 

Jean-Michel and Cédric 
Bergeron – Vignobles Gabriel 
& Co (Alice McLeod Dumas, 
£12 rrp)
Offering good, supple fruit, 
fine tannins and some 
complexity, all wrapped  
with a catchy label. 
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wines with drinkability, with stories, illustrated 
by its Vinos del Valle Del Maule Terroir Wines 
Cinsault/Pais 2020, an unoaked, fruit-driven red, 
which showcases the Pais varietal. As Neil Tully 
MW of Amphora Design said: “It’s so important 
to have identity, this is a big statement about the 
quality of a local variety, and adds to the story.”

The discussion began with the current 
performance of Chilean wine in the retail sector. 
While the UK average retail price is £6.44 (Source 
Nielsen), Chile’s average price point sits below £6. 
However, the Co-op over-trades both in terms of 
price point and share, especially in white. Sarah 
Benson from the Co-op said: “We have seen 
like-for-like growth of 24% in Chilean white wine, 
driven by the Irresistible range, which has been 
supported both by meal-deal offers and virtual 
tastings for our members. We took out the market 
leader, and replaced seamlessly with our own offer. 

Selling Chile

In a cash-strapped economic market, with the wine sector showing 
negative growth, Harpers and Angela Mount brought together a panel 
of retailers and experts to discuss innovation and premiumisation within 
the Chilean wine sector as it looks to appeal to a younger audience

It’s an inescapable fact that younger 
consumers are drinking less wine, 
frequently moving to alternative drink 
sectors. What is the industry doing to 
address this issue and rebalance? The very 
ethos of marketing wine has changed in 
the past 20 years. Harpers partnered with 

forward-thinking Morandé Wine Group to discuss 
the issues and opportunities with leading retailers, 
together with insights from a branding expert and a 
pioneer from outside the wine world.

Morandé’s export director Andrés Alvarado 
and Viña Morandé chief winemaker Ricardo 
Baettig began by showcasing a range of their 
wines, highlighting their approach to innovation 
through provenance, terroir, new grape varietals, 
regionality and NPD (via a lower-alcohol wine, a 
wine offering a high concentration of polyphenols 
and a ‘winebeer’). Morandé’s aim is to produce 

“Trends are often 
formed in the on-trade. 
Now it’s our turn to drive 
stories, provenance, 
interest and diversity”
Sarah Benson, the Co-op

PA
N

EL
LI

ST
S

» Sarah Benson, 
wine buyer, Co-op

» Dror Nativ, wine buyer 
and manager, M&S

» Neil Tully MW, founder 
and creative director, 
Amphora Design

» Spencer Hyman, 
partner and 
co-founder, 
Cocoa Runners

» Ricardo Baettig, 
chief winemaker, 
Viña Morandé 
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CADILLAC CÔTES DE 
BORDEAUX
 » Château Brethous 2016, 

Cécile Mallié Verdier  
and Thierry Mallié  
(Wine Affairs, £8.50 rrp)
Intense brambly fruit, plus 
herby and tobacco hints, 
were matched by freshness, 
depth and complexity. 

STANDOUT CADILLAC  
CÔTES DE BORDEAUX
 » Château Haut-Rian 

2019, Vins Pauline Lapierre 
(Thorman Hunt, £15 rrp)
Beautifully ripe red fruit, 
supple but with fine 
structuring tannins and a 
hint of spice, complex and 
balanced. 
 » Les Vignes de Coulous 

2019, Vins Pauline Lapierre 
(Thorman Hunt, £18 rrp)
Finely but firmly structured, 
with good depth and 
concentration, drinking  
well now but will continue  
to age gracefully. 

CASTILLON CÔTES  
DE BORDEAUX 
 » Château Brehat 2016, 

Jérôme et Béatrice de 
Monteil (Vinothentic, £15rrp)
Ripe, dark berry fruit, with 
a hint of tobacco, showing 
good drinkability. 
 » Château Claud Bellevue 

2018, Maison Kavaklidere 
(Tees, £18.99 rrp)
Rounded, soft tannins, dark 
fruits, gentle oak spice and 
well-balanced wine. 
 » Château La Croix Lartigue 

2016, Maison Kavaklidere 
(Tees, £20.99 rrp)
Still fresh and juicy with 
plummy fruit, drinking well, 
with some subtle, savoury 
signs of ageing. 
 » Château Le Rey ‘Les 

Argileuses’ 2021, Vignobles K 
(Noble Rot, £13 rrp)
Brambly blackcurrant  
and plum notes on a 
well-put-together, pure  
and delicious wine. 

STANDOUT CASTILLON  
CÔTES DE BORDEAUX

 » Château Le Rey  
‘Les Rocheuses’ 2020, 
Vignobles K (Noble Rot,  
£18 rrp)
Opulent, with attractive red 
berry and darker fruit notes, 
some cedary nuances, and 
very well-balanced tannins, 
oak and acidity. 
 » Clos Puy Arnaud ‘Les 

Ormeaux’ 2019, Valette 
Family (Carte Blanche,  
£16.10 rrp)
Touch of cassis and a ripe, 
juicy style, well-integrated 
tannins, well-textured. 

FRANCS CÔTES DE 
BORDEAUX

STANDOUT FRANCS  
CÔTES DE BORDEAUX

 » Château Clos Fontaine 
‘Premier Vin’ 2019,Nicolas 
Thienpont (Savage Wines 
and Rayburn Wines, £16.10 
rrp)
Good fruit concentration, 
supply and fresh, 
well-balanced and very 
drinkable wine. 
 » Château La Prade 2012, 

Nicolas Thienpont (Various 
importers/négociants,  
£10.60 rrp)
Showing some soft spice  
and cedary notes with 
age, a mellow and smooth 
drinking wine. 
 » Château Puygueraud 2014, 

Nicolas Thienpont (Various 
importers/négociants,  
£12 rrp)
Evolving with notes of 
cigar box, figs and fennel 
notes, plus a savoury, spicy 
palate, offering some nice 
complexity. 

SAINTE-FOY CÔTES 
DE BORDEAUX 
 » Château Carbonneau 

‘Sequoia’ 2019, Franc de 
Ferrière Family (The General 
Wine Company, £11.89 rrp)
Bright and lively, this 
delivered intensity and good 
texture, drinking well and 
balanced for greater age. 

STANDOUT SAINTE-FOY  
CÔTES DE BORDEAUX
 » Château Hostens-Picant 

2016, Hostens-Picant Family 
(Berry Bros. & Rudd,  
£20.39 rrp)
A classic, well-made, 
well-balanced wine, supple 
and smooth, with potential 
for further ageing. 

Below: Katy Barker 
of The Oxford Wine 
Company

The wine flights clearly 
showed Côtes de 
Bordeaux can offer 
some very attractive 
and good-value drinking, 
even at the sub-£10 level
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Our customers trust our brand.”
At M&S, the over-performance is similar, 

according to wine buyer Dror Nativ: “Chile is 
growing ahead of total market. Our total Chilean 
range is up by 8% year on year, with white driving 
this at 34% growth, driven by the value offering, 
but also by shortages in New Zealand and Europe.” 

Like Benson, he talks about the trust customers 
have in M&S’ brand: “Our focus is on offering the 
best quality at the best price. Our Classics range is 
showing 17% year-on-year growth in a declining 
market.” The innovative M&S Found range, while 
in its youth, is showing a seismic 160% uplift. 
“Customers trust us, they trust our choices.”

COMMUNICATING CHILE
The debate moved to communication, both in terms 
of provenance, and appealing to a younger audience. 
On the former, Cocoa Runners’ Spencer Hyman 
drew comparisons with the chocolate market. “In 
the UK, we spend as much on chocolate, as we do 
on books and recorded music combined – £5 billion. 
Chocolate is akin to wine, it has provenance, it has a 
story, it has fl avour.” 

He continued: “We are trading people up into craft 
chocolate because we talk about the story, we talk 
about provenance from all over the world. There is 
interest, people want to indulge at an affordable price. 
It’s about occasion – when do they eat chocolate, 
when do they indulge? It’s no different in wine, 
it’s how you communicate, how you switch from a 
‘commodity’ perception to a message about fl avour.” 

At Morandé Wine Group, there is a huge 
programme of development and innovation in terms 
of viticulture and winemaking, from celebrating 
individual areas such as the lesser-known Malleco 

THE WINES
Wines available through 
Berkmann Wine Cellars, 
unless otherwise noted:

WHITE
» Bold WMN Low Alcohol 
(8% ) Sauvignon Blanc 2021 
(Morandé Wine Group*)
» Morandé Estate Reserve 
Sauvignon Blanc 2022 
» Morandé Gran Reserva 
Sauvignon Blanc 2021
» Vinos del Valle Del Maule 
Terroir Wines Semillon 2021
» Morandé Black Series 
Chardonnay 2020 (listed 
in Majestic and available 
through Morandé Wine 
Group*)

RED
» Origen Sur 2017 (Morandé 
Wine Group*)
» HAX Cabernet Sauvignon 
NV (Morandé Wine Group*)
» Vinos del Valle Del 
Maule Terroir Wines 
Cinsault Pais 2020
» Vinos del Valle Del Maule 
Terroir Wines, Carmenère/
Malbec 2019
» Morandé Gran Reserva 
Pinot Noir 2020
» Morandé Gran Reserva 
Carmenère 2020
» Morandé Black Series Pinot 
Noir 2020 (Morandé Wine 
Group*)
» Mancura Andino 2019 
(Morandé Wine Group*)
» Morandé Adventure 
Mediterraneo 2019 
(Morandé Wine Group*)
» Morandé Adventure 
El Gran Petit 2019 
(Morandé Wine Group*)

NPD
» WINEBEER 
(Morandé Wine Group*)

* Email: distribution@
morandewinegroup.com

valley, to showcasing the local Pais.
According to Co-op research, country of origin 

is now only fi fth on the list of customer wine 
decisions, with style at the top. As such, the Co-op 
is undertaking new trials, especially focused on 
the urban and transient customer. Tully made a 
strong observation: “All too often producers are 
looking from the wrong end of the telescope; 
they don’t understand market needs before they 
position their products.”

In terms of attracting a younger audience, the 
panel agreed that it was all about engagement 
and making wine relevant, communicated in a 
way that demystifi es a complex and frequently 
daunting subject. 

M&S wine ambassador Fred Sirieix focuses 
on occasion at value pricing as its key message, 
encouraging trust, both on TV and at point of sale. 
As a result, M&S has seen growth in the pre-family 
and family sector. Hyman picked up on this, 
suggesting: “We have DJs for music, and using the 
analogy, we need the equivalent of DJs for wine – 
make it relevant, make it cool, not stuffy.”

Staying with the younger audience, but also 
focusing on provenance, the key question is how 
to communicate this on shelf. Tully, an MW with 
a lifetime of work in wine branding and design, 
is clear on this: “There is limited space on shelf, 
customers spend little time in the wine aisle. Once 
the initial decision-making regarding colour, 
price and style has been made, it’s all about which 
bottles attract attention. We live in an amazingly 
visual world, particularly for the younger 
generation. They think differently. QR codes are 
more important, language is important; their brain 
processing is faster, so there needs to be immediate 
stimuli, and a consistent brand message.”

One of today’s most powerful global 
messages, at the heart of every retail strategy 
is sustainability. However, transferring this to 
messaging on a bottle of wine is less simple. 
As Nativ commented: “Organic is simple to 
communicate, sustainability is less so.” 

Drawing comparisons with the chocolate 
market, Hyman interjected: “It takes 1,500 litres 
of water to produce one chocolate bar; with 
climate change and deforestation of the Amazon, 
how do we get that message out there?” 

The debate continues from vineyard to bottle. 
In Tully’s view, to create a message on shelf that is 
meaningful, the real art in branding is being brave 
enough to leave things off, to keep the messaging 
simple and pure, without dumbing down.

Hyman agreed: “It comes down to communication; 
start with what you want to do, learn where and how 
habits are formed, and interpret how to get those 
messages to the consumer.”

Nativ summed up the evolving role of 
buying teams: “How can we break the mould? 
These days it’s not just about how we buy well, 
it’s about how we sell well.”

The fi nal clarion call came from Benson: 
“Trends are often formed in the on-trade. Now 
it’s our turn to take the baton, and drive stories, 
provenance, interest and diversity.”

» Andrés Alvarado, 
export director for North 
America and Europe, 
Morandé Wine Group

» Angela Mount, 
moderator, consultant, 
writer and judge
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BESPOKE PROJECTS
Utilising Harpers unique audience and 
respected voice we will work with you to 
promote your brand/event to the wine 
and spirit trade. 

Organising a launch? Our team can help. 
From full event management including, 
venue sourcing, guest list management, 
promotional campaign across print 
and digital down to design and even 
telemarketing we can tailor our offering 
to suit your needs and desired outcome.

OPTIONS
 ↘ Roundtables
 ↘ Buyer trips
 ↘ Retailer promotions
 ↘ Tastings
 ↘ Virtual tastings
 ↘ Forum panel discussions
 ↘ Masterclasses
 ↘ Webinars

Replace Reisling images with Bordeaux Tasting pages  - Pg 24-27 Sept 2022 issue
Replace Growing Organically vid with image from webinar here: https://youtu.be/rtgswSX_U9g of the panel 
talking
Replace Big G Mailer with Morande round table spread pg 30-31 Oct 2022 issue
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EVENTS
OUR EVENTS

 ↘ SITT
 ↘ Design Awards 
 ↘ UK’s 50 Best Indies 
 ↘ 30 Under Thirty
 ↘ Spirits Insights
 ↘ Think Rum
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SUPPLYING ARTWORK:
 ↘ PDF is our preferred format, supplied 

as PDFv1.3, composite CMYK. PDFs made 
to the PPA Pass4Press standard will meet 
our specifications. We can also accept files 
in these formats: Quark Express, Adobe 
InDesign, Photoshop; Illustrator.

 ↘ All live matter to be 10mm away from 
trim measurement. 

 ↘ Bleed should be added to all 4 edges. 
 ↘ Double page spreads a 20mm gutter is 

required for all live matter.
 ↘ All files should be supplied in CMYK 

process only without ICC profiles. The 
maximum ink density should not exceed 
280% (C+M+Y+K). No spot, rgb, lab or 
solid pantone colours should be used. 

 ↘ Images must be CMYK and 300dpi at 
the finished size, preferably supplied in 
TIFF or EPS format without compression. 

 ↘ Avoid logos or images from websites, 
as the resolution will be 72dpi. 

 ↘ Fonts should be PostScript type 1. 
We cannot guarantee that Opentype, or 
Multiple Master fonts will print correctly.

FILE DELIVERY
 ↘ All files submitted and correspondence 

must be identified by our artwork 
reference number and the issue date of 
the publication. Call 020 7216 6449 or 
020 7216 6407 for an artwork reference 
number if unsure. If you are sending 
complete artwork and not a PDF file you 
must first place all the relevant artwork 
into a folder and compress/zip the folder.

CONTACT: Kevin Porter
Tel: +44 (0)20 7216 6449
Email:harperswineandspirit@
ccmediagroup.co.uk

HARPERS MAGAZINE IS SIZE: 215mm x 275mm (width x height)

AD SIZE
TYPE AREA: (10mm away from trim)
Width Height

TRIM: (Actual page size)
Width Height

BLEED: (3mm on all 4 sides)
Width Height

DPS 410mm 255mm 430mm 275mm 436mm 281mm
Full page 195mm 255mm 215mm 275mm 221mm 281mm
1/2 page DPS horizontal 410mm 115mm 430mm 135mm 436mm 141mm
1/2 page horizontal 167mm 96mm 187mm 116mm 193mm 122mm
1/2 page vertical 68.5mm 222mm 88.5mm 242mm 94.5mm 248mm
1/4 page horizontal 167mm 32mm 187mm 52mm 193mm 58mm
1/4 page portrait 68.5mm 96mm 88.5mm 116mm 94.5mm 122mm
1/4 page vertical 23.75mm 222mm 43.75mm 242mm 49.75mm 248mm
1/8 page horizontal 187mm 28.5mm 193mm 34.5mm

PRINT ADVERTISING
TECHNICAL SPECIFICATIONS

FULL PAGE
215 MM X 275 MM

FULL PAGE DPS
430 MM X 275 MM

1/2 PAGE DPS
430 MM X 135 MM

1/2 PAGE HORIZONTAL
187 MM X 116 MM

1/2 PAGE
VERTICAL
88.5 MM
X 242MM

1/4 PAGE HORIZONTAL
187 MM X 52 MM

1/4 PAGE
PORTRAIT
88.5 MM
X 116MM 1/8 PAGE HORIZONTAL

187 MM X 28.5 MM
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ONLINE ADVERTISING
TECHNICAL SPECIFICATIONS

Website – Animated
Banner Size Width px Height px File Size kb File Type
Super Leaderboard 970 90 40 .Gif or .Jpg
Leaderboard 728 90 40 .Gif or .Jpg
Mid Page Unit (MPU) 300 250 40 .Gif or .Jpg
Half Page 300 600 40 .Gif or .Jpg

Expandable website banner – Animated
Banner Size Width px Height px File Size kb
Super Leaderboard Folded 970 90 40 .Gif or .Jpg
Super Leaderboard Expanded Size 970 200 40 .Gif or .Jpg

Mobile website banner – Non animated
Banner Size Width px Height px File Size kb
Leaderboard 300 50 40 .Gif or .Jpg

Website background banner – non animated
Banner Size Width px Height px File Size kb
Background * 1600 1050 80 .Gif or .Jpg

Newsletter banner – Non animated
Banner Size Width px Height px File Size kb
Skyscraper 160 600 15 .Gif or .Jpg
Leaderboard 728 90 15 .Gif or .Jpg

SUPPLYING ARTWORK AND URLS:
 ↘ Please use the chart on the right to 

see artwork size and type.
 ↘ If your file exceeds the maxium size, 

we will send the file back for resizing.

*WEBSITE BACKGROUND BANNER
 ↘ A central section of 1000 x 1050 should 

be left blank. In order to accommodate 
most users’ screen resolutions, 
advertising messages and branding 
elements should be positioned close to 
the web page borders, see example. 

URL
 ↘ Please provide one web address (URL 

link) for each banner.

TRACKING TECHNIQUES
 ↘ If you would like to track your 

campaign, you can set up your own 
tracking url via Google Analytics. Below 
are links to guide you through the 
process.

 ↘ Getting started: Click here
 ↘ Google Analytics’ URL Builder tool: 

Click here

SUBMISSION LEAD TIME:
 ↘ A minimum of 5 business days before 

the start of the campaign (Agile Media 
reserves the right to refuse certain 
creative material)
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ONLINE ADVERTISING  
TECHNICAL SPECIFICATIONS CONTINUED...
CREATIVE GUIDE

 ↘  Be compelling. Things like images, 
brand colors, and clear text help 
banner ads stand out.

 ↘  Be concise. Make sure your message 
sticks. Always have you brand visable.

 ↘  Be clear. You don't have a lot of 
space to work with. Don't try to 
say too much; the ad may end up 
looking cluttered. Instead, clearly 
communicate a single marketing 
message about a product. The need for 
clarity goes for call-to-actions, too.

Super Leaderboard

Mid Page Unit 
(MPU)
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