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It enables exhibitors to communicate
all relevant information, intelligently,
directly to their customers (buyers and
decision-makers).

Acting Vice-President, Products,
Sales and Merchandising – LCBO
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Vinexpo Daily is a great resource for visitors, but also for
those not attending and in the business. It’s a tool that
we reference during the show to keep on top of what’s
happening at the show and in our industry.

2 CHINA
3
4 UK
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6 SPAIN
7
8 CANADA
9

Alex De Cata
International Development Advisor,
Wine & Spirit Education Trust

The show allowed us to keep growing our presence
which is one of our main aims of course.
Our appearance in Vinexpo Daily no doubt
contributed to this.

François Demouy

29,500

It is THE source of information for all
trade professionals and international
press, and covers the event live from
the exhibition.

PROFESSIONAL
VISITORS

140

COUNTRIES

We were very happy about our communication in
Vinexpo Daily 2017. The Special Feature “Champagne
& Sparkling Wines” allowed us to present our brand
next to some prestigious industry leaders. We had
quite a few walk-ins on the stand thanks to our
communication with Vinexpo Daily.

VINEXPO Daily / 2018 Mockup

Multi - channel communication to
ensure maximum visibility and reach
your target anytime, everywhere!

Communication Manager,
Champagne Palmer & Co

Gerard Margeon
Executive Wine Director,
Alain Ducasse Entreprise

60%

PRINT

TRADE
(importers,
whole sailers,
traders,
distributors)

DIGITAL

e-MAGAZINE

e-MAILING

Vinexpo Daily is very complete and very playful at the
same time.

9%

ON TRADE
(HORECA, caterers,
airline companies…)

Sylvia Bernard

11%

VISITORS
BY ACTIVITY

Other industry players
(agents, brokers, producers…)

Group International Marketing
Director, La Martiniquaise

20%

OFF TRADE
(wine shops, retailer,
chain store / supermarket,
e-commerce, travel retail…)
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Vinexpo Daily is very much appreciated and I thank
the team for my interview about which I had good
feedback.
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WEBSITE / STATISTICS

CIRCULATION / PRINT

www.vinexpodaily.com

STRATEGIC DISTRIBUTION POINTS

DAY 1

8,000
copies

• All main entrances
• All main information counters
• Key Buyers area
• Convention area
• International press stand
• Press centre
• Top 50 partners’ & participants’ stands
• Selection of leading hotels in Paris

DAY 2

8,000
copies

DAY 3

6,000
copies

CIRCULATION / ONLINE

www.vinexpodaily.com
e-Mailing

Daily e-Mailing to
> 40,000 contacts

Full contents
& e-Magazines online
@ vinexpodaily.com
Full integration of contents
into digital event tools

vinexpodaily.com is the daily updated
website with unique articles and exclusive
interviews live from the show.

RESPONSIVE & POWERFUL

STATISTICS*
Sessions 15,000

E-mailing to launch the edition of the day that is sent out
every morning to trade visitors, exhibitors and press before,
during and after the fair for a full media coverage.

Avg. Session Duration 2:07

• 5
 e-mailings
(PREVIEW - DAY 1, 2, 3 - REVIEW)

Pages per Session 4,23

Pageviews 29,500

Device Access:

13%
Tablet

SOCIAL MEDIA

49%

VINEXPO WINE The Daily contents are promoted through
the VINEXPO WINE Paris social media channels

Desktop

29,500
FOLLOWERS

11,900
FOLLOWERS

15,500
FOLLOWERS

15,850
MEMBERS

January 2022 - Non contractual document
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38%
Mobile

* Google Analytics - www.vinexpodaily.com - May 2018 (Vinexpo Hong Kong)
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SPECIAL FEATURES & REGIONAL SPOTLIGHTS
VINEXPO Daily 2020 - Day 2 Edition

EDITORIAL CONTENT
Content is designed to be highly relevant and useful for
trade visitors & press, helping them to set their show
agenda and define their priorities, as well as giving
them the “big picture” with market data and leaders’
strategies.

I REGION I SOUTH EUROPEAN COUNTRIES I

I SPECIAL FEATURE I WINES I

Inspiration
in a bottle
Drawing idyllic scenes from his youth inspired
winemaker Emmanuel Lesgourgues to create
a brand new cuvee that is being launched
at Vinexpo Paris. Lesgourges drew a pass in
the Pyrenees called Marie-Blanque where he
and his uncle had a memorable picnic that
included a bottle of his favourite Madiran
wine.

The Alsace winemaker is building new
cuvees on a strong local tradition of
terroir.
Tastings of three new village wines are on offer at
the Domaine Marcel Deiss stand at Vinexpo Paris,
following the vineyard's expansion in 2017. The family
winery has also re-labelled its entire range of red and
white wines, using images of medieval illuminations.

The image spurred him on to recreate
a modern version of Madiran. The wine
is made from the best Tannat grapes
of Famille Lesgourgues' single estate
vineyard in Madiran, south west France.
After its launch, Marie-Blanque will
appear at selected tastings across
France, before debuting in export markets
including the United States, Canada, the
UK and some Asian countries
PAV 7.1 / STAND FH42

The new dry white village wines of Ribeauville,
Zellenberg and Riquewihr join the existing Marcel
Deiss vintages of Bergheim and St Hippolyte
Rouge. Meanwhile, the winery's emblematic
Alsace white wine has been renamed Alsace
Complantation to emphasise the complexity
achieved through cultivation of all 13 Alsation
grape varieties

The new cuvée from
Famille Lesgourgues

PAV 7.2 / STAND MN316

The Wines of Portugal stand at Vinexpo Paris 2020

The Tordera Prosecco range at Vinexpo Paris 2020

PORTUGAL
REPRESENTED IN
FORCE AT VINEXPO

Alsace Rouge and
Alsace Complantation

The Wines of Portugal
stand will showcase
the country's unique
offerings.

array of microclimates with
Mediterranean, Atlantic
and continental influences,
resulting in a diverse selection
of wines.

Portugal's wines and wine
regions will be represented by
no fewer than 75 producers
at Vinexpo Paris, giving the
country the largest foreign
representation at the fair.

Portugal is among the top five
European wine exporters, and
total exports rose 3% in 2018
to €803m – a record figure.

The Wines of Portugal stand
offers a free tasting area
with more than 30 premium
selected wines and tailormade tours that will give
visitors the chance to discover
what makes Portuguese wines
unique.
The country's indigenous
grape varieties, of which there
are more than 250, excellent
cultivation conditions and
experienced winegrowers are
among the many factors in its
favour.

I EXCLUSIVE INTERVIEW I

New joint venture will offer better
opportunities to exhibitors and
attendees

Benefit from this unique communication platform to
get YOUR message across. Contact our editorial team for
themes and interview.

Prosecco goes
sugar-free

New village wines
from Marcel Deiss

Laurent Noël
Division Director,
Comexposium

Bringing together two leading
French companies able to cover
all the marketing segments of the
industry is a fantastic opportunity.
The new company will combine
the assets of our two structures:
international sales and logistics
network with the Comexposium
international sales and logistics
network with the Comexposium
international subsidiaries in over
22 countries, the client portfolio
and the brand image of Vinexpo,
along with our common expertise,
strikes as sufficiently relevant for
our brands to join forces.
In a constantly evolving global
wine and spirits market, we
are creating a unique and very
efficient platform for wine buyers
and wine makers alike.

CEO, Vinexpo

This move will also allow our
clients to expand their trade
territories by reaching new wine
consumers. Moreover, this joint
venture reflects Vinexpo Holding
and Comexposium’s strategic
direction to become the world’s
leading organiser of wine and
spirits events.
Our alliance is consequently the
best way to reach our objective
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At Vinexpo Paris the Wines
of Po r t u ga l sta n d h osts
producers from all the main
wine regions, namely Vinho
Verde, Porto and Douro, Dao,
Bairrada, Alentejo, Lisboa,
Tejo, Peninsula de Setubal, the
Algarve and Madeira

PAV 7.1
STANDS HK58 & HJ62

Otreval is cultivated in 1.3ha of the
Rive de Guia area, one of the highest
vineyards in Valdobbiadene. Its steep
hillsides allow for greater concentration
of sugar in the grapes and the wine goes
through a four-month fermentation
process, during which all its sugar
content is consumed by yeasts.

A sparkling wine with zero sugar content
is among two exclusive vintages brought
to Vinexpo Paris by a leading winery
in Italy's largest Prosecco Superiore
region.
Otreval Zero Zuccheri Brut and Brunei
Brut, which are presented by La Tordera
winery of the Valdobbiadene area,
exemplify a growing trend towards
increasingly dry Prosecco wines among
producers of vintages with protected
designation of origin status - or
Denominazione di Origine Controllata e
Garantita (DOCG).

La Tordera describes the result as "a
complex, pale straw yellow wine, with
an elegant perlage and a bouquet
extending from green fruits to mineral
notes" and a flavour that is "intense and
well-structured with a pleasant acidy
freshness".
Brunei Brut is from the 6.8ha Vidor
area, which was cultivated with plums in
Roman times, and has alluvial clay soil
that is favourable for making brut. The
sparkling wine, which has 7.5 to eight
grams of sugar per litre, is a "fresh wine"
with a "strong personality", according to
La Tordera

Both are from small hillside plots
in the Conegliano Valdobbiadene
area of Treviso in Veneto province,
which accounts for nearly 80% of the
8,643ha under cultivation for Prosecco
Superiore DOCG. Recent years have
seen a trend for Valdobbiadene DOCG
wines to be marketed separately from
those of neighbouring Conegliano.

and become the leading wine and
spirits show organizer.
What will change for exhibitors
and attendees?
We will leverage our mutual
strengths to benefit our
stakeholders and meet the main
expectations of our clients.

"WITH
THE JOINT
VENTURE’S NEW
POTENTIAL, WE
WILL BE ABLE
TO MAP EVENTS
CLOSELY
GEARED TO
OUR CLIENTS’
NEEDS"

More time by making it easier
to choose from a clearer event
portfolio.
Our structure will offer an
optimised, diversified and
targeted portfolio to achieve
maximum efficiency for all
operators, whether producers
or buyers.
Which events are affected?
The new entity will manage and
reinforce the current portfolio
of 10 well-established events
bringing together the assets
of both organisers: Vinexpo
(Bordeaux, Paris, Hong Kong,
Shanghai and New York) and
the Vinexpo Explorer events
for Vinexpo Holding, Wine Paris
(Vinisud/Vinovision Paris),
World Wine Meetings and
World Bulk Wine Exhibition
(Amsterdam and Asia) for
Comexposium.
Please tell us a little more
about Comexposium.
Laurent Noël: Comexposium is
the world’s third-largest show
organiser with more than 135
business-to-consumer and
business-to-business shows
over a wide range of markets.

RODOLPHE LAMEYSE

More international business,
making the most of all export
development opportunities.
More quality business, valuing
return on investment of events
they attend and building quality
business relationships.

Wine and spirits is a sector with
which we have always worked
within the framework of our
Agrifood events in France and
across the world. We organise
SITEVI, which operates
upstream of the sector. In 2017,
we launched VinoVision in Paris
with AVS, integrated Vinisud,
World Wine Meetings and

World Bulk Wine Exhibitions
(WBWE) in 2017. In 2019, we
launched Wine Paris with AVS
and Vinisud. We are delighted
today to create, with Vinexpo,
the world’s leading organiser of
events dedicated to wines and
spirits.
Will any new events result
from this partnership?
Rodolphe Lameyse: Now we can
offer our clients opportunities
worldwide. This is a response
to the radically changing export
environment, whether in the
US, in Europe or in Asia.
With the joint venture’s new
potential, we will be able to map
events closely geared to our
clients’ needs so that buyers
and producers can benefit from
the international stage. Our
portfolio will evolve as market
opportunities arise.

www.vinexpodaily.com

What will the new company
offer?
Together with WBWE, Wine
Paris and Vinexpo, we will
cover the whole range of wine
and spirit products from the
dynamic bulk wine to super
premium segments.

Comexposium is the third-largest events
organiser with more than 135 businessto-consumer and business-to-business
shows globally.

understandable for our clients
and partners and will developed
to offer a great number of
opportunities to our wines and
spirits operators. That will be
one of the first projects once
the joint venture is finalised this
summer

The new entity will see each
business have an equal stake, and
together host 10 events: Wine Paris
(Vinisud/Vinovision Paris), World
Wine Meetings and World Bulk Wine
Exhibition (Amsterdam and Asia) from
Comexposium; Vinexpo (Bordeaux,
Paris, Hong Kong, Shanghai and New
York) and the Vinexpo Explorer events,
from Vinexpo Holding.

140

COUNTRIES

The joint venture will be the world’s
leading organiser of events dedicated to
wine and spirits, with more than 78,000
visitors from 140 countries and 5,900
exhibitors annually.

3

In addition, we will continue
to develop high quality and
targeted business meetings
with the World Wine Meetings
and Vinexpo Explorer brands
dedicated to wine and spirits.

PRACTICAL GUIDE

EVENTS
10 GLOBAL

LAURENT NOËL

MAIN MARKET
SEGMENTS

This new company will organise events
geared to three market segments: bulk
wines; entry-level to premium wines and
spirits, and super-premium to luxury
wines and spirits.

The portfolio will be optimised
and clarified to make it more

VINEXPO DAILY • WEDNESDAY 5TH FEBRUARY 2020 • 9

www.vinexpodaily.com

REGIONAL
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THIRD
LARGEST
"WE ARE
DELIGHTED
TODAY TO
CREATE, WITH
VINEXPO,
THE WORLD’S
LEADING
ORGANISER
OF EVENTS
DEDICATED
TO WINES AND
SPIRITS."

EDITIONS

PAV 7.1
STAND AB74

The two wines are grown using La
Tordera's "Natural Balance" method of
sustainable viticulture, which aims to
protect the environment as well as the
local economy and social traditions,
and within 15km of the winery, allowing
for quick vinification and ensuring low
sulphite content.

The tie-up between Comexposium and Vinexpo will lead to more
international business for participants
As Paris prepares to welcome the first simultaneous
edition of Vinexpo Paris and Wine Paris, we asked
Laurent Noël, Comexposium Division Director, and
Rodolphe Lameyse, CEO of Vinexpo, how this joint
venture came about.

Rodolphe
Lameyse

Vines are planted in all types
of soil, from sand to shale,
and are exposed to a wide

T h e to p d est i n a t i o n fo r
Portuguese wines is France,
where imports increased 5.6%
in 2018 to reach €115.9m.
O t h e r k e y m a r k e t s a re
Belgium, Brazil, the United
Kingdom and the United
States.

La Tordera winery is at the forefront of a trend among DOCG
producers towards drier, more refined Prosecco wines with
fewer calories.

PAV 7.1 / FH42

DAILY SECTIONS

PREVIEW
EDITION

GLOBAL OVERVIEW

• REGIONS FRANCE

[ 7th February 2022 ]

PAV 7.2 / S311

PAV 7.2 / V319

PAV 7.2 / MN319

I NEWS I

The top stories of the day of interest
to international trade visitors,
including major announcements &
debates..

Call for action
on climate change

MARKET
TRENDS

Industry leaders should press governments
to protect viticulture from extreme weather
events by acting on climate change, says
expert.

Angel Hsu
Founder and Director
of the Data-Driven
EnviroPolicy Lab at
Yale-NUS College, is an
expert in environmental
policy

Important new industry trends and
interviews with leading analysts.

Angel Hsu, who is Founder and
Director of the Data-Driven
EnviroPolicy Lab at YaleNUS College in Singapore, is
urging industry leaders to put
pressure on governments to
increase their commitments
on cutting carbon emissions
so they can meet the targets
of the 2015 Paris Agreement.
The global accord under the
United Nations Framework
Co nve n t i o n o n C l i m a te
Change set a target of limiting
the increase in average global
temperatures to well below
two degrees above preindustrial levels and included
a pledge to limit the increase
to 1.5 degrees.

As international trade visitors hop
from one stand to another, they no
doubt regret not being able to attend
some of the top conferences. We
cover all conferences of interest to
international visitors.

PRESS & BLOGGER
CORNER

Top journalists at Vinexpo explain why
they’re here and what their personal
“Vinexpo highlights” are.

The wine producer Maison
Delas Frères has opened
a new state-of-the-art
facility in Tain L'Hermitage
commune after investing
millions of euros.
The spectacular stone,
glass and steel building,
w h i c h i n c l u d es a n ew
winery and cellars, has
been crafted around an
historical building.
The new building contains
tailor-made production
fa c i l i t i es t h a t e m p l oy

VINEXPO CHALLENGE MARC ALMERT –
ASI 2019 WORLD’S BEST SOMMELIER
10:00 am - 11:30 am
Location: PAV 7.2 - ROOM 4
Free entrance

DID YOU SAY FAULTY?
AN OVERVIEW AND OLFACTORY JOURNEY
THROUGH THE SPIRITS WORLD
11:45 pm - 12:30 pm
Location: PAV 7.2 - BE SPIRITS ROOM
Free entrance
HOW CAN YOU MAKE GREAT WINES
IN COOL CLIMATES?
12:00 midday - 1:00 pm
Location: PAV 7.2 - ROOM 2
Free entrance

THE
"GINAISSANCE"
IS CONTINUING
- BUT RUM
COULD FACE NEW
COMPETITION

© DR

the latest technology,
demonstrating that the
Maison Deutz-owned
M a i s o n D e l a s Frè re s ,
despite having a history
that can be traced back to
1835, wants to remain at
the cutting edge.
A key feature of the new
building is a wall-sculpture
made up of 274 blocks of
stone that together create
a flowing facade said to
echo the hills of the area
PAV 7.1 / STAND FH48

The Delas sales caveau in Tain-L'Hermitage

PROGRAMME
CHENIN BLANC:
LOIRE AND BEYOND
10:00 am - 11:00 am
Location: PAV 7.2 - ROOM 2
Free entrance
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VINEXPO WINE TALKS

"What that means is that we
can no longer ignore climate
change. Paris had record high
temperatures of 38 degrees
Celsius this past summer."
" W i n e i s ve r y m u c h a
reflection of the climate and
the environment, I can't think
of any product that comes
from the earth that would be
more affected by it."
Hsu says the most effective
action industry leaders
can take is to press their
governments to end fossil
fuel energy production and
adopt the target of 100% net
zero carbon emissions by
2050. Currently the European
Union is considering a target
of 40% below 1990 levels by
2030

©S.Chapuis

HEADLINE NEWS

Modernity and history
combine at the new
Maison Delas Frères

CAVIAR BATTLE PAIRING
1:00 pm - 2:30 pm
Location: PAV 7.2 - ROOM 1
Free entrance
THE RESOUNDING SUCCESS
OF PROSECCO
2:30 pm - 3:30 pm
Location: PAV 7.2 - ROOM 4
By registration

www.vinexpodaily.com

Fanny
Fougerat

Fanny Fougerat's cognacs
reflect deep family
tradition
The fourth-generation winemaker and distiller offers a
growing range of signature cognacs, each with its own
style.
Fanny Fougerat has made quite
an impact with her own range of
cognacs since launching her brand
several years ago – and there are
new cognacs on the horizon.
Taking the deep knowledge that
comes with family tradition, Fanny
Fougerat Cognac D'Auteur produces
a string of signature – not blended –
cognacs, each having its own style.
Visitors to Vinexpo Paris will have
the opportunity to experience the
cognacs for themselves, because
Fanny Fougerat Cognac D'Auteur is
present at the Be Spirits section of
the show.
With her first bottling having
taken place in November 2013,
Fanny Fougerat works on 30 ha in

Borderies, which is the smallest cru
of the cognac appellation, and Fins
Bois.
All of Fanny Fougerat's production is
in Ugni blanc grapes and she distills
her cognacs at the family estate.
"Unblended and without artifice,
each batch has its own character,
its distinct micro-provenance in the
vineyard and is distilled and matured
individually," said Fanny Fougerat.
The winemakers and distiller says
that, from vineyard to distillation,
and during ageing, she is looking for
freshness, fineness and precision.
Her cognacs are, she says, refined
and pleasant, and are produced
without additives.

This year she will launch a very old
Fins Bois, which can be traced back
to the 1970s.
Myrrhe du Rois, a single batch,
unblended cognac, offers what is
described as a skillful mixture of
styles, with an exotic fruits and rancio
fragrance. Fanny Fougerat describes
it as an "outstanding cognac".
Other cognacs produced by Fanny
Fougerat include Petite Cigüe,
described as a "generous cognac"
that is "fruity, luscious and tangy".
A limited edition cognac, Le Laurier
D'Apollon, is "young, masculine
and ambitious" and offers "a virile
aromatic palette".
Iris Poivré is "pure, distinct and
floral" and is "delicate in essence
and subtle by nature".
And there are many more cognacs
f ro m Fa n n y Fo u g e r a t t o b e
discovered at Vinexpo
PAV 7.2 / STAND T279

PAV 7.1 / H18

PAV 7.1 / A5

The Be Spirits area at Vinexpo Paris

The much-heralded "ginaissance" is
fast becoming reality, with worldwide
sales of gin having increased 8.2% in
2018 compared to the year before,
according to figures from IWSR.
In the United Kingdom, the growth
was even faster, with gin having
enjoyed a 32.5% rise in sales in 2018.
IWSR forecasts that, by 2023, gin
sales will be experiencing 4.2%
g row t h wo r l d w i d e, w i t h n o n traditional and emerging markets
likely to be helping to fuel this rise.
Just as gin has seen a trend
towards premiumisation, so has
rum, although analysts warn that
competition for rum could increase
from national spirits in countries
such as China, India and Russia,
because locally popular beverages
are also moving upmarket

[ 14th February 2022 ]

WHITE, CHAMPAGNE
& SPARKLING

• SPAIN & PORTUGAL
• REGIONS FRANCE
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EXCLUSIVE
INTERVIEWS

Given the calibre of many of those
presenting conferences, where
possible we not only give a précis
of their conference, but also
field exclusive comments that are
specifically destined to our readers.

TRADE TALKS

Wholesalers, agents, retailers and
departments stores explain their
current key concerns and discuss
some of the most interesting offers
they have seen at the show.

DAY 2
EDITION
[ 15th February 2022 ]

BE SPIRITS

A definitive guide on where to go
out in Paris to make the international
visitors feel much more “at home” in
this exciting city.

A new section spotlighting this
high growth market.

DAY 3
EDITION

RED & ROSÉ

[ 16th February 2022 ]

EDITORIAL OPPORTUNITIES
FOR EXHIBITORS

• Coverage of your company’s main
news, events and press conferences

How to be part
of VINEXPO WINE
The Daily?

• A strategic platform for your top
management

Provide us with your input:

6

• ITALY
• FRANCE

WHERE TO GO
IN PARIS

BE SPIRIT

January 2022 - Non contractual document

DAY 1
EDITION

• Contributions and thought leadership
for our Regional Spotlights and Special
Features

REVIEW
EDITION

• REST OF THE WORLD
• REGIONS FRANCE

SEEN@ VINEXPO WINE PARIS

[ 22th February 2022 ]
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I REGION I USA I

VINEXPO Daily 2020 - Preview Edition

© Ashton Worthington

ADVERTORIAL

New from New York Wines
New York Wine and Grape Foundation presents new
Finger Lakes wineries in Paris

Organic wines are experiencing strong growth
ADVERTORIAL

The New York Wine & Grape Foundation is welcoming
Finger Lakes winery representatives from Anthony Road
Wine Company, Sheldrake Point Vineyards, and Nathan K
Wines, as guest presenters to the New York Wines booth at
Vinexpo Paris.

IT'S THE SAME
EVERYWHERE - PEOPLE
WANT TO TRY NEW
THINGS, THEY WANT
TO EXPERIENCE NEW
FLAVOURS.

Also pouring at the New York Wines
booth will be sommelier and New
York Wines Brand Ambassador Paul
Brady, recently recognised by Wine
Enthusiast Magazine as one of their
top 40 Under 40 Tastemakers, as
well as Paulo Hernandez de Toledo, of
newly established RGNY Vineyards,
on Long Island’s North Fork.

Vincent Assie
Regional Manager Western Europe,
Halewood Wines & Spirits

Fea t u re d w i n es w i l l i n c l u d e a
razor-sharp Riesling and unoaked
Chardonnay from Anthony Road,
flagship white grapes of the Finger
Lakes and both available in Western
Europe; dry rosé of Cabernet Franc
and Gamay Noir from Sheldrake
Point, both darlings of the New York
City sommelier community; still
Pinot Noir and sparkling Catawba
from Nathan K., the former already
available in the UK and Norway; and
a Bordeaux style blend from RGNY,
the regional focus of Long Island; and
many more wines from many more
wineries.

Halewood in good spirits as
the buoyant artisanal market leads
to rapid growth
As the artisanal spirits and craft beers markets grow
apace, the UK-based Halewood Wines and Spirits
is expanding worldwide with brands that are proving
popular with younger people in particular.
From Crabbie's Ginger Beer to Vestal
Vodka, from Dead Man's Fingers Rum
(in multiple flavours) to Pogues Irish
Whiskey, Halewood is striking a chord
with the public - and the company
is looking to form partnerships with
new importers and distributors to
help it keep up the momentum.
It has taken Halewood little more
than four decades to go from being
a start-up to becoming one of the
UK's largest independent drinks
manufacturers and distributors.
Still run by the Halewood family, the
company now sells more than 10
million cases annually and exports to
over 90 countries.
Thanks to organic growth and
acquisitions, the past three years in
particular have seen rapid growth,
with production tripling and the
company significantly increasing its
managerial strength across Europe
to cater to markets including France,
Italy, Spain and Poland.

As part of its expansion drive,
Halewood is increasing its visibility
by taking part in trade shows in
multiple European countries.
"It's a key focus to be present and
to make much more noise in the
market. We need to be closer to our
importers and distributors to develop
our brands," said Vincent Assie, the
company's regional manager for
western Europe.
Halewood now employs more than
1,000 drinks specialists worldwide
and has invested in new distilleries
and craft breweries.
"I am part of Thibault Feniou's,
Managing Director Europe, brand
new team for Western Europe. From
two people in charge of the duty free
and domestic markets, I am now
managing four people in Western
Europe and we will continue to grow
our team," said Assie. The company
has a dozen distilleries, most in

UK #1
SELLING
PREMIUM
GIN

the UK but with others in Australia,
Russia and South Africa, plus two
craft breweries in England. It also has
many of its own bars, including the
Liverpool Gin Distillery and several
others in the UK, along with venues in
St Petersburg and Bangkok.

“I’m truly excited to be presenting
with this group at Vinexpo Paris,”
notes Brady, New York Wines Brand
Ambassador. “I learned to appreciate
wine as a teenager while living in
Paris with my family during two very
formative years, so it feels full-circle
to be able to come back to share the
wines of my home state of 11 years
now, which are so important to me,
and simply world class.”
New York State has been home to
grape growing and wine making
for over 200 years. The glacial
geology of our state is what makes
grape growing possible here, and
the success of the New York wine
industry has largely been attributed
to a long line of dedicated native New
York growers and winemakers and
winemakers from Europe partnering
to combine old-world tradition with
new world innovation.

Among them is Whitley Neill
Gin, the most successful
premium gin range in the UK
in the past three years, and
Marylebone Gin, a superpremium gin from Johnny Neill,
which traces its distilling history
back eight generations to 1762.

Assie is particularly excited about
the prospects of Dead Man's Fingers
Hemp Rum, which is one of several
rums in the Dead Man's Fingers
range (the others are Spiced Rum,
Coffee Rum and Coconut Rum).
Halewood is constantly innovating its
product offer.

OUTLETS

"We are the first major spirit
company to launch a CBD rum: Dead
Man's Fingers HEMP. We believe it's
going to be the next big thing in the
industry," said Assie.

All Halewood's bars offer great
experiential opportunities and
in the larger ones, the company
distils on the premises. Both
trade and consumers can
visit and join a gin or rum
programme where they can
distil their own gin or rum.

"It's the same everywhere - people
want to try new things, they want to
experience new flavours"

The wine market
achieves organic
growth

In 1934 as Prohibition ended, Charles
Fournier, former chief wine maker
and production manager at Veuve
Cliquot, was invited to the Urbana
Wine Company in the Finger Lakes
region of New York, to help revive
their winemaking and the industry in
general. His expertise and willingness
to make quality sparkling wine from

Today native born New Yorker
Nathan Kendall, owner of the Nathan
K, Hickory Hollow, and the chëpìka
wine brands, is finding equal acclaim
for wines made from vinifera as well
as those made from North American
labrusca grapes.

The organic wine market will exceed 85 million
Visitors are invited to visit the New
cases within theYork
next
two
years,
according
to
Wines
booth
and experience
a
variety of
Nathan to
K wines,
other
forecasts, with Europe
helping
driveand
increases.

examples of wine from the Finger
“I LEARNED
TO
Americas
will of
account
for
According to figures
from
Lakes
and The
Long
Island two
the
APPRECIATE
12%. winemaking regions
IWSRWINE
Drinks AS
Market Analysis,
most prominent
A TEENAGER
WHILE
the United Kingdom, overall
organic
wine is likely toofenjoy
a In
New York
State
compound
annual growth rate wine consumption is falling, but
LIVING IN
PARIS (...)
of 9.2%
between 2017 and 2022, between 2017 and 2022, organic
SO IT FEELS
FULLwhich
faster than the overall wine volumes are expected to
CIRCLE TO
BEis ABLE
PAV 7.1 / STAND
F54 by 9.4% annually. In
increase
stillBACK
wine market.
TO COME
TO
the UK, organic wine sales are
SHARE THE
WINES
By 2022, the IWSR Organic Wine especially strong in London
OF MY HOME
STATE"
Report forecasts that the overall
PAUL BRADY

still wine market will reach 2.43
billion nine-litre cases, with 87.5
million of them organic.

Organic wine remains a niche
market in the United States,
but sales are increasing faster
in percentage terms than the
overall market. Between 2017
and 2022 total US wine volume
is forecast to increase about one
percent, but organic growth is
set to be about 14.3%. More than
70% of organic wine sold in the
US is produced
in the country.
TH

still wine volume is
labrusca and "Overall,
French total
American
increasing
slightly
hybrids did just that
and, along
withbut remains
largely flat,
while
peers like Dr. Konstantin
Frank
andthe organic
wineestablished
market is forecast
to reach
Hermann J. Wiemer,
New
87.5 million cases by 2022"
Mark Meek, IWSR's CEO, said
when the report was released
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last year.
As shown in the report, since
Meek said that much of that 2007 the total organic area
growth was being driven by under vine has more than tripled,
Europe, which is forecast to surpassing 400,000 hectares in
account for 78% of the global 2017
organic wine market by 2022.
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The Verhaeghe family have two centuries of
tradition behind them in the production of
their Château Forge Celeste organic wine
in the heart of Saint-Emilion.
On the terraces of Figeac, Karine and Matthieu
Verhaeghe, the Château Forge Celeste owners
perpetuate long-standing techniques of wine production
and vinification. At the same time as they preserve
tradition, the Verhaeghe family have positioned Château
Forge Celeste as a pioneer of organic viticulture within
Saint-Emilion.
Aiming for harmony between wine production
and nature, they invite buyers at Vinexpo Paris
to discover wines that blend the character of the
area with the purity of natural, without sulphite
organic wines.

Hall 9 - Stand 106

Within the Château Forge Celeste, working in the
vineyard is a matter of respect for the balance
between natural cycles, elements and the
amazing terroir of Saint-Emilion, to offer the best
experience while tasting the wines.

Hall 7.1c - Stand 108

Hall 9 - Stand 109

Hall 25 - Stand 102

The owners go to great lengths to employ
techniques that are respectful to both the earth
and the people who taste the wines. Phytotherapy,
total cover planting, vegetable compost and the
lunar calendar are all used to create wines that
are good for nature and good for people.

Hall 11.1- Stands 141 - 177 / Funkturm Indoor Ground - A20

Hall 2.1 - Stand 201

Hall 11.1- Stands 141 - 177 / Funkturm Indoor Ground - A20

Hall 25 - Stand 223

Hall 10.2 - Stand 101

Hall 25 - Stand 106

Hall 2.2 - Stand 101

Hall 25 - Stand 103

Hall 5.1 - Stand 101

Hall 6.1 - Stand 103

Hall 10.1 Stand 127

Hall 8.1 - Stand 104

Hall 4.1 - Stand 208

Hall 4.1 - Stand 208

Hall 7.1a - Stand 107

Hall 4.1 - Stand 205

Hall 8.1 - Stand 115

Hall 6.2 - Stand 201

Hall 23 - Stand 102

Hall 22 - Stand 101

Hall 6.2 - Stand 201

Hall 25 - Stand 113

Hall 6.2 - Stand 201

Originating from the unique climate of the terroir,
from vines that are 40 years old, and from 80%
Merlot and 20% Cabernet varieties, the organic
and vegan wines are produced in a natural way

PAV 7.2 / STAND MN319
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Day 1

Day 2

Day 3

(14 February)

(15 February)

(16 February)

		
Print & Online Versions

• 1/3 page

2 100

Online
Review

• 1/2 page

2 800

(22 February)

• 1 full page

4 800

• 1 double page

8 500

700

1,350

1,350

1,050

700

• 1/3 page

6,600

900

1,750

1,750

1,500

900

• 1/2 page

9,000

1,200

2,350

2,350

2,050

1,200

• 1 full page

15,000

2,000

4,000

4,000

3,400

2,000

PRODUCT SPOTLIGHT

• 1 double page

27,000

3,600

7,250

7,250

6,250

3,600

Photo, description, 3 USPs & Stand N°

• Logo & stand N° on front cover

4,800

• 1/5 page banner on front cover

20,000

• 1 full page advertisement, first 12 pages

17,500

• 1 double page advertisement, first 12 pages

30,000

• Inside front cover, single page

15,000

• Inside front cover, double page

25,000

• Inside back cover

12,500

• Back cover

19,000

• Insert in the magazine

8

• Large logo & Stand N°

3,200

• Standard-sized Logo & Stand N° + QR code

1,600

• Standard-sized Logo & Stand N°

800

(€)

SMARTGUIDE
Customized publication (24 pages).
Insertion into 1 edition of VINEXPO Daily from

(€)

(€)

37,000 €

1,600
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tr a

ct

ic t

(ALL EDITIONS EXCEPT REVIEW)
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(€)
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HALL PLAN

N on

(PREVIEW AND REVIEW INCLUDED)
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• I/4 page

* + 15% for highlight placement / Right-hand page
+ 30 % for in-house design services

HIGHLIGHT POSITIONS ALL EDITIONS

(€)
1 600

5,000

January 2022 - Non contractual document

Château Forge Celeste organic wine
boasts two centuries of tradition
safeguarded by the Verhaeghe family

• 1/4 page

• 1/4 page

Logo & stand N° on front cover - Example

Hall 5.1 - Stand 107

Hall 4.1 - Stand 213
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Advertising space is only available for exhibitors of VINEXPO

All Editions

Hall 9 - Stand 212

Hall 1.1 - Stand 202

PAV 7.2 / STAND R214

ADVERTORIAL (IN ONE EDITION)

ADVERTISEMENT

Maintaining traditions
in the production of
organic wine

York for their ability to make fi ne
wine from vinifera grapes as well.
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ADVERTISING RATES* (€)

Hall 4.1 - Stand 212

ADVERTORIAL

Sam Filler & Paul Brady

HALL PLAN

PRINT / AD OPPORTUNITIES

I SPECIAL FEATURE I

NEW! VISITOR BAG (€)
Sponsoring of VINEXPO WINE PARIS Visitor bag
(6,000 units)
from 10,500

on demand
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DIGITAL / AD OPPORTUNITIES

FEATURED ARTICLE - HIGHLIGHT POSITION

(€)

SPONSORING

(€)

> 1 In-Depth Article (Up to 600 words)

GLOBAL SPONSORING - EXCLUSIVE POSITION*
Sponsoring of the website, webkiosk (e-magazine) and e-mailings

Website

WEBSITE: H
 omepage - 1st positions (day of publication)
+ Section landing page - 1st positions

22,500

E-MAILING: Article highlighted (day of publication)

* Except for Special Feature and Regional Spotlight sections

• In all editions
• In 1 edition

SPONSORING OF THE SECTION OF YOUR CHOICE* - HIGHLIGHT POSITIONS

17,000
4,000

• Section landing page: your logo, branding & link
• Menu: your brand name on section
• Homepage: your brand name on section entry

FEATURED ARTICLE
HIGHLIGHT POSITION

+ E-mailing: Branding of your section in the e-mailing (day of publication)

FEATURED ARTICLE - STANDARD POSITION

• Sponsoring of 1 Section - 1 edition

4,000

(€)

e-Mailing

> 1 Short Article (Up to 300 words)
WEBSITE: Section landing page: 1st positions - Home page: Standard position
(day of publication)

Website

• In 1 edition

Webkiosk

e-Mailing

E-MAILING

1,350

(€)

Banner in 5 e-mail blasts
(only 4 spaces available)		
4,000

GLOBAL SPONSORING

BANNER

EXCLUSIVE POSITION

Sponsoring of the website, webkiosk and e-mailing

MENU ENTRY

(€)

e-Mailing

• Dedicated menu point

Website

• Dedicated branded page with your
contents

2021 mockup example

Dailies section

• 10 articles (1 In-Depth, 9 Short)
• 5 e-mailing inclusions - Branding of
your section in the e-mailing
20,150
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PRINT / TECHNICAL SPECIFICATIONS

PRINT / TECHNICAL SPECIFICATIONS

Front Cover

I BEVERAGES I

I ORGANIC & WELLNESS I

FARMERS AND BREWERS
JOIN FORCES TO FIND
HOPS FOR SUSTAINABLYPRODUCED BEER

The wines and spirits division of France’s LVMH Moët
Hennessy Louis Vuitton and Italy-based global spirits
group Campari are forming a 50:50 joint venture to
create a pan-European e-commerce pure player that
they hope will drive up sales in the growing wine and
spirits segment.
Through Tannico – an online
retailer of wines with a
share claimed to be around
30% of this segment – both
companies say their joint
venture “aims at building
a premium pan-European
e-commerce player for the
benefit of all wine and spirits
brands and their European
consumers”.
There are several elements
to the deal:
Tannico, which owns a
majority stake in France’s
Ventealapropriete.com – an
e-commerce platform for the
sale of premium wines and
spirits, will take control of the
French business
The combined operation will
be led by serial entrepreneur
and digital native Marco
Magnocavallo, the current
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CEO of Tannico, who retains
a key minority shareholding
in the company he founded
Campari, which has a 49%
stake in Tannico, will be
transferring this to the joint
venture
Half of of the joint venture’s
equity capital held by
Campari will be sold to Moët
Hennessy for €25.6 million.
“ With the joint backing
of Moët Henne ssy and
Campari, Tannico will have
the firepower to consolidate
the fragmented European
e-commerce sector and
offer a qualitative, sizeable
and integrated route-tomarket option catering to
the needs of all its wines
and spirits suppliers,” said an
upbeat Marco Magnocavallo,
the CEO of Tannico who
founded the company
in 2012.E-commerce

businesses with comple
mentar y models Par t of
the value of the deal lies in
what Moët Hennessy and
Campari say are Tannico’s
a n d Ve n t e a l a p r o p r i e t e .
c o m ’s c o m p l e m e n t a r y
business models, territories
and technology, marketing,
and logistics capabilities. In
2020, the sites generated
combined pro-forma sales of
over €70 million.
Tannico has a catalogue
of over 15,000 labels from
2 ,500 wineries and the
world’s largest selection
o f Italian wine s . Some
90% of its business is B2C
(business-to-consumer),
a channel that many retail
players want to open up.
Ta n n i c o ’s e - c o m m e r c e
platform offers a variety of
services from a personal
sommelier and dedicated
content for connoisseurs
and enthusiasts, to wine
courses and video tutorials.
In the B2B arena, Tannico
also o ffers ser vic e s to

Millions of Australians have turned to organic food since
the start of the Covid-19 pandemic and more than half
of shoppers have purchased certified organic in the last
year, according to the Australian Organic Market Report
2021, compiled by Australian Organic Limited.
Niki Ford, Chief Executive of
Australian Organic Limited,
said the dual health and wider
environmental benefits of
organic production, which is
free from synthetic chemicals,
pesticides and fertilisers, was
driving the sector’s growing
consumer base.
Ford said : “In Australia,
consumers are continuing
to prioritise personal and
environmental health, and
this has been brought to
front of mind by recent
climatic events and the global
pandemic.

“Over the course of the past
year we’ve seen around nine
million Australian households
purchase organic food during
this incredibly challenging
time.”
The report said that
Australians were encouraged
by the benefits of eating
organic food, with 62% of
shoppers citing personal
health as a motivator for
their first purchase of
organic produce, while 45%
alluded to environmental
considerations.

The research shows more
than 80% of food shoppers
in Australia are receptive to
buying an organic product,
with 60% currently purchasing
organics at a low level, but
showing a high interest in
fresh organic produce.
Australian Organic Limited
said that 37% of established
organic shoppers increased
t h e a m o u n t o f o rga n i c
products they purchased in
the past year, with the average
household spend on organic
increasing 12.8% since 2019.
Ford said the organic industry
had shown significant growth
in the face of a turbulent year.

UK farmers and brewers are teaming up
with researchers to begin a three-year trial
to identify disease-resistant hop varieties
to cater to the rising demand for low
environmental impact beer.
Interest in environmentally-friendly beer and the
move towards locally-sourced ingredients and
away from processed foods has been growing,
but it accelerated during the pandemic according
to brewers and hop merchants. However, the UK
has only three growers of organic hops, creating a
supply bottleneck and a reliance on imports.

Full page

1/5 banner

According to Innovative Farmers – a not-for-profit
membership network of farmers and growers
who run on-farm trials – hops are notoriously
vulnerable to disease and pests thanks to the UK’s
temperate climate. “ This leaving conventional
growers heavily reliant on a dwindling number of
agro-chemicals, and organic growers facing twoin-five crop failures,” says the organisation.
A supply chain approach
To tackle the issue, an Innovative Farmers
programme is bringing hop growers together with
the Organic Research Centre to design practical
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WILL EUROPEAN WINES &
SPIRITS BE BOOSTED BY MOËT
HENNESSY AND CAMPARI
GROUP E-COMMERCE TIE-UP?

DEMAND FOR ORGANIC
PRODUCE SOARS IN AUSTRALIA
FOLLOWING PANDEMIC
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IMPORTANT INFORMATION
FOR PRINT MATERIALS
All ads supplied must be CMYK.
Supplied materials that do not comply with the following
specifications will be corrected and the advertiser billed for
the required production.

Material Requirements for In-House Design Services:
Photos: Colour scans must be 300 dpi in CMYK. B/W
scans must be 300 dpi grayscale.
Logos: Vector .eps or .ai files are preferred. Type should be
converted to outlines unless the fonts are provided. Jpgs
must be 300 dpi.

Required Format: PDF/X-1a format is the required file
format for submission. When preparing PDF/X-1a files,
careful attention must be paid to ensure they are properly
created and will reproduce correctly. Please see Adobe.
com/products/acrobat/pdfs/pdfx.pdf for guidelines and
instructions. Files should conform to SWOP guidelines, and
total ink density should not exceed 300%.

If you are supplying native files for us to work with, they
must be accompanied by the fonts used in those files. Black
type on light background should be defined as 100% black
ONLY.
Files should conform to SWOP guidelines, and total ink
density should not exceed 300%.

Proofs: For full page and spread ads, advertisers MUST
submit a contract-level digital proof at full size that conforms
to SWOP standards (including a colour bar) for all digital
files.
Client-supplied contract proof is required to guarantee color.
Acceptable contract proofs include: Epson Contract Proof,
IRIS, Kodak Approval, Digital Match Print, Progressive
Press Proof, Fuji Pictro, Fuji Final Proof. Proofs are required
regardless.

Deadline: All print elements (print file & color proof) must be
supplied before 24th January 2023. Beyond this deadline,
we will accept no more elements, and your content will only
be published in our online version.
Please send colour proof to:
Cleverdis / VINEXPO WINE PARIS The Daily
Le Relais du Griffon - 439 route de la Seds
13127 Vitrolles - FRANCE
of file delivery mode. The publisher will not accept
responsibility when contract proofs are not submitted.

DIGITAL / TECHNICAL SPECIFICATIONS

www.vinexpodaily.com
GLOBAL SPONSORING - SECTION SPONSORING

FEATURED ARTICLE

• Background image: 3,409 x 1,500 px - HD
• Logo: svg
• URL link

• Highlight article: up to 600 words
• Standard article: up to 300 words
• Images: jpg - HD
• Videos: YouTube link

ENTRY MENU PACKAGE

e-MAILING BANNER

• Background image: 3,409 x 1,500 px - HD
• Logo: svg
• URL link
• e-Mailing section banner: 2,560 x 1,440 px - HD

• Format: 300 x 250 px - jpg or gif

>> Material Deadline:

24TH January 2023
Contact: production@cleverdis.com
Tel: +33 (0)442 77 46 00
Website

ADVERTORIAL GUIDELINES
Regular Advertorials
All advertorials in our publications follow our editorial style
guide for format. They are written
in the style of an article that discusses the key selling points /
benefits of the product / service and ideally will include reallife scenarios or case studies to demonstrate effectiveness.
Advertorials are designed to provide trade
visitors / professionals with information relevant
for their business practise and buying decisions.
Regarding images:
The advertiser must be the copyright holder of any image
provided with copy (with image copyright).
The advertiser must have written release for images
including people.
Images must specifically relate to the advertorial message
or product.
Featured images should ideally be horizontal orientation with
dimensions of 1500pix wide a resolution of 300dpi.
Ads within advertorials are not permitted.
No company or brand logos are allowed.
No slogans, no URLs, no contact details
(email, telephone number)

January 2022 - Non contractual document

14

Word Count
Full page: 600 words
Half-page: 270 words
Third page: 180 words
Quarter page: 140 words

e-Mailing

Featured Article
Featured Articles designate a highlighted position for your
advertorial online - on the homepage and section landing
page or in standard position (only section landing page).
Content
Guidelines for content will be agreed before editing by the
Cleverdis team. All basic information must be provided by the
client, along with precision of the main points to put forward.
When the advertorial piece has been produced, a PDF copy
is sent to the client for corrections and / or approval.
Changes and corrections must be outlined clearly by the
client – in annotations on the PDF.
A final version will then be produced and sent to the client
for “OK to Print”. This must be marked on the PDF – either
scanned or digitally signed.
Any further changes to the advertorial requested by the client,
if different to those requested initially, shall be invoiced OVER
AND ABOVE the original order, at a rate 10% of the original
price invoiced (before any discount), and must be paid by the
client prior to publication.
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AN EXPERT COMMUNICATION TEAM
AT YOUR DISPOSAL

100% LIVE DURING THE SHOW
Come visit us at the VINEXPO WINE PARIS press centre during the show!

CONTACTS
CONTACTS

ADVERTISING
Benjamin Klene
Senior Account Manager
Tel : +33 413 22 80 63
Mob: +33 698 402 927

benjamin.klene@vinexpodaily.com

EDITORIAL TEAM
Emiliana Van Der Eng
Head of editorial team
Tel +33 442 774 600

emiliana.vandereng@vinexpodaily.com
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