TOUR OF BRITAIN

Adams: now is a good
time to introduce new
wines to lists

If you go out for a meal in Bath, Bristol or the surrounding
area then the chances are the wine you drink will have
been sourced and delivered by Heritage Wine.

Run by the hugely affable Guy Adams, this is the
kind of business that gives the wine trade a good name.
Professional, passionate, committed and fun are the
words that come to mind when talking about Heritage
Wine.

The agency services restaurants and on-trade
merchants across the south west, Midlands and into
London from its own dedicated bonded warchouse.

That way Adams not only knows which wines are
selling well, but the ones which are commercially viable
to import. Which is bad news for Australia. “Prices for
Australian wine have gone up 20% since April and we are
having to take some off our lists,” he says.

But, ever positive, Adams says itis a good time to look
at different countries and mix up lists with new wines.
Spain, in particular, is throwing up a rich vein of new
varieties and wines for his customers.

Credit risk, however, continues to be a major problem
acrossthe on-trade, stresses Adams, with a few merchants
“still slipping away”. “But those with good strong
businesses are doing well which gives us great confidence
in the future,” he says.

One area he has really stepped up is the performance
and effectiveness of the Heritage website. He is currently
working with IT search experts based in Mumbai, India,
to improve the ratings and impact of his site.

“I have got 130,000 cases of wine sitting in a bonded
warehouse and really need tolet people know what T have
got. These IT experts are helping me to turn a stagnant
web page into some serious sales,” he says.

Another key development Heritage has introduced to
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maximise its bonded warehouse operation is to produce
an ex-cellar wine list. This now enables its on-trade
customers to buy up small parcels of mixed-wine cases
direct from its warehouse for as little as six bottles per
wine.

“No-other merchant is offering that kind of service and
itis causingalot of interest,” he says.
heritagewine.co.uk

Guy Adams should know which wines restaurants
want - he has one of his own, the Hole in the Wall, a British
restaurant in Bath. He says the two roles complement
each other perfectly.

“When customers find out I own Heritage it is a
serious brownie point. They know Iunderstand their side
of the fence and it makes for a really strong commercial
package. They are also far happier letting Heritage come
inandlook after their wine offer as they know we can help
them.” Despite the pressures on the on-trade, the Hole
in the Wall has enjoyed a strongish year. “Last August it
looked a bit bleak and I'was scratching my head a bit. But
we are seeing turnover stepping up and saw an increase
year onyear in September,” he explains.

“We haven’t looked to change wine prices at all, but
justkeep things as sharp as we can.” The key, he says, has
been marketingand PR. “Whydoes McDonald’s advertise
all the time? It is continuously reminding us about what
itis doing — and we're the same.” Its focus on local and
seasonal British food with some English wines is going
down a treat in this classic tourist town.
theholeinthewall.co.uk
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