
CAN A WINE BRAND SOLD 
IN GROCERY STORES EVER 

BE A LUXURY PRODUCT?





Let’s start 
with a story.



What about 
Veuve Clicquot?
Isn’t it possible to build a wine brand that can both 

exist in the grocery store and be a luxury product? 



Veuve Clicquot is 
a case study 
in everything working perfectly to ensure the brand is 

always seen as luxury, no matter where it is sold.



Major Marketing 
Spends



The brand 
expertly aligns
itself with other 
luxury brands 
and occasions. 



And on top of 
that, it’s 
Champagne.



9 out of 10 Sommeliers 
say they are unlikely to 
add wines to their list 
that can also be found 
at grocery stores.



The rare 
exception here
are American Steakhouses seeking to place wines are 

their lists that are well known to consumers.



So if you want to build a 
luxury wine brand, in the 
U.S. how do you do it?



According to Philana Bouvier and Carlton McCoy of 

Demeine Estates, the focus needs to be on the 

highest visibility lists across the country. That means 

incredible distributor relationships and programs 

with influential media and somms. 



It takes time…
Consistent Marketing Messaging and spend ultimately 

win. Changing course is where brands falter. 



But maybe you 
don’t want to 
build a Luxury 
brand,
maybe the Grocery Store is the right place for you. 

After all, it’s where the majority of Americans buy 

their wine. And Inflation is coming…



Consumer intent to dine out - at both casual dining and 
fast food restaurants - declined in our 2Q survey (field work 
conducted June 20 - July 11), and results suggest that 
restaurant dining is the top category at risk for consumer 
pull-back as a result of broader inflationary pressures. Our 
survey results also suggest that despite surging grocery 
inflation (and moderating restaurant inflation), consumers 
continue to see it as the best 'bang for the buck' and are 
incrementally engaged with loyalty programs (to drive 
value) and increasingly price-sensitive across delivery 
channels. 

– Goldman Sachs



A number of grocers have parlayed their wine sales growth 
into offering broader, more premium selections. This is 

because consumers are choosing one stop shopping over 
making an additional stop at a wine or spirits store, 

especially in secondary markets.  In some cases, grocers 
were able to support smaller brands that had previously 

relied on higher on-premise volumes, adding more 
allocated items onto their shelves. 



Focusing on the Grocery 
Store means less buyers to 
deal with, but more 
competition:
Kroger is in talks about a tie-up with rival Albertsons in a deal that would create a U.S. 

grocery giant, people familiar with the matter said. A potential tie-up would give the 

combined entity increased purchasing power, a sprawling shopper-loyalty program and 

greater heft in technology investments as online grocery sales increase.



But here is the 
problem as well with 
focusing on the 
Grocery Store: 
Private Label Grows in Importance: Thirty-one percent more 

consumers today are turning away from name brands and purchasing 

private label or store brand products as a way of saving money.



This means 
placement at the 
grocery store 
does not equal 
automatic 
success. 
You still must be focused on marketing and getting 

the word out to your consumers.



In the end, you have to make 
the best choice for your brand, 

just know it’s almost impossible to be both a luxury brand and have mass appeal. Even if you 

create wines under the same label that are meant for the Grocery Store or the restaurant. 



The Takeaways:
1. If you are trying to build a luxury wine brand, avoid grocery store 

placement.

2. But don’t discount the grocery store, it could be a beneficial 

avenue for your brand, especially with a coming recession

3. Regardless of whether you pursue grocery story distribution or 

high end restaurants and wine shops, you must support 

placements with marketing.



Thank You.
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