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FOREWORD

W
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hen
companies
get to a point of
crisis, they need to
do a turnaround, a
process that’s been
well documented in
business literature. According to Professor
Boris Groysberg of Harvard Business
School, the right conversations can actually
save a company that’s heading for trouble.
“In almost every sector, there are oncedominant enterprises that find themselves
on the wrong side of a shift in customer
demand or the emergence of a disruptive
technology,” he wrote in the Harvard
Business Review. At this point, many
companies decide to act with speed – to
decide on a change in direction, and then
to implement the new decisions.
What the companies should be doing
instead, he says, is slowing down and
having conversations, “to stop and talk
with the people in their company who
must do the day-to-day work of moving the
organization in a new direction.” Successful
transformation, according to Professor
Groysberg, depends on many people
pulling together.
Unfortunately, too many leaders and
companies believe they’re already good at
having important conversations, according
to Michael Fingland1, the CEO of Vantage
Performance. Whereas the heart of a
business crisis can be a breakdown of
communications among key stake holders,
whether they are employees or suppliers.
He recommends four steps to move
forward:
• Focus on “conversation” rather than
communication;
• Tell it like it is;
• Build a culture of open communication;
and
• Share the vision.
This sounds easy enough, but having
open conversations can be surprisingly
difficult for the wine industry. For a
start, many wine businesses are family
companies, where loyalty and privacy may
be more valued than transparency and open

conversations. It’s also a global enterprise,
crossing many time zones and multiple
languages and cultures, each with differing
levels of openness. And it’s an industry
much more comfortable with conviviality,
socialising and food, rather than tough
conversations. The last year also brought
the additional problem of everybody being
physically isolated, rather than mingling
at trade shows and exhibitions, where
spontaneous conversations can happen at
any moment.
With all this in mind, ARENI initiated a
series of robust discussions with people
both within and outside the wine trade, from
geopolitical observers to experts in public
health, finance, trade and technology. We
talked about possible futures, both bright
and dark, and opened up the conversation
on everything from terroir, changing
patterns of consumption and wine labelling,
to the economics of freelancing. How
should the wine trade pull together, and
what role will the middle man play in this
brave new world of online empowerment,
when wineries and brands can control
more of their own destiny?
Some
of
our
most
important
conversations tackled the question of
diversity in wine. Everybody agrees that
the wine trade needs to attract a wider
group of people, from different ethnicities
to different class backgrounds, but there
hasn’t yet been an in-depth discussion
on how, exactly, to open the door. Do
minorities and people from working class
backgrounds stay away from wine because
they’re being excluded? Or is it that they
would like to join but don’t have the money
for tastings and certifications? Or have we
got it all wrong, and the real problem is that
the wine industry just isn’t a very attractive
prospect for someone who needs to earn
their own way in life?
It was, indeed, a year of important and
fascinating conversations. This document
has pulled together some of the most
significant of those conversations, hoping
that it will spark further discussion.
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INTRODUCTION

S

ince its founding, ARENI’s mission has been to get great minds together
around a table, to thrash out issues affecting the wine trade. It became clear
to ARENI from the beginning that there were six particular areas that were
worth putting under the microscope: the Fine Wine consumer; social change;
the digital economy and transformative technology; market access and new
commercial routes; natural and human resources; and money.
In 2020, those conversations became even more urgent. Relatively early, it became
clear that COVID-19 was more than a freak event that everybody needed to wait out;
rather, it was upending everything that the world had taken for granted. The pandemic
wasn’t the only shock that 2020 delivered—the death of George Floyd in 2020 and the
rise of the Black Lives Matter movement in the USA opened the door to conversations
about diversity and inclusion across the world.
Some of these conversations are difficult and challenging, but they’re also long
overdue; Fine Wine will not be immune to the fallout that comes from social upheaval, any
more than it can be protected from the effects of climate change.
This document has pulled together some of the most significant of those conversations,
hoping that it will spark further discussion.
The conversations and interviews have been shortened and edited for brevity, and
represent only a fraction of the useful and valuable material that can be found on the
ARENI.global website. It’s worth taking a look, because our interviewees don’t just come
from wine, but also from other industries and academia, collectively offering thoughtprovoking perspectives about the future of wine, that cannot be found anywhere else.
If there’s one message that comes through from all the conversations, it’s that the past
year has offered an unparalleled opportunity to reflect and reconsider. It’s been a crisis,
yes, but one that should definitely not go to waste.
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CHAPTER ONE

Changing Societies
Fine Wine has always taken its position at the apex of wine for granted. But what
would happen if a whole new generation of people found wine irrelevant? Or if they
actively rejected it, as a symbol of a culture they don’t want to embrace? And how can we
prevent that from happening?
There are no clear answers in the following section. What there is, however, are
thought-provoking discussions.
Please note that all of the interviews that appear in this book have been lightly edited
and shortened. The statements and questions in bold are those made by ARENI, and
what follows are the interviewee’s answers. You will also notice that some quotations
haven’t been attributed; many of our conversations are done under Chatham House
rules, where people are granted anonymity so they have the freedom to speak openly.
For the full conversations, please visit the ARENI.global website and browse the
podcasts.
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I N C O N V E R S AT I O N

Professor
Beverley Skeggs
The Habitus of Fine Wine

Professor Beverley Skeggs, Distinguished Professor at Lancaster University, is
one of the world’s foremost feminist sociologists. Her book Formations of Class and
Gender (1997) drew attention to the intersections between class and gender inequality,
as experienced by working class young women dealing with the vulnerabilities of daily
life in harsh conditions.
Her more recent work has shown how contemporary ideas of the ‘self’ implicitly
discriminate against many groups – women, BAME groups, migrants and the
economically deprived – who are seen to fall short of the assumed liberal values of
control and autonomy.
Professor Skeggs has been Head of two of the UK’s leading Sociology Departments,
at Manchester and Goldsmiths, and transformed Britain’s oldest sociology journal, the
Sociological Review.
This interview was first published on April 30th, 2020.
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A French sociologist called Pierre Bourdieu
established the concept of cultural capital
and demonstrated how culture can be seen
as a device to classify people. In other words,
according to him, your personal tastes are not
really your own, but are dictated by the social
class to which you belong. And more than that,
he demonstrates how dominant individuals
use this culture, and its objects and symbols, to
cast out inferior classes. Not only is it because
of their lack of money or network, but also the
lack of knowledge and mastery of made-up
codes. So, could we say the distinction of fine
wine compared to regular wine could be used
to classify and cast out individuals – do we use
wine to establish power over other people?
I think you’ve interpreted him very well.
It’s about historical relations of power
that are established over time. It’s not as
if one group’s going, “Oh, I look at you
and decide you don’t fit”. It’s more that,
over time, certain groups of people have
access to different forms of knowledge,
and different products. We do see big
national differences. There are some
huge differences whereby French people
are more likely to use culture and cultural
forms to exclude others, in comparison to
Americans, who are more likely to use the
amount of money as a way of excluding
you or including you.
It’s really interesting how that ties into
trading with fine wine. American people
visiting France sometimes feel like it’s so hard
for normal people to go to a winery because
they don’t have the codes or speak the
language. They are convinced the US is very
much more inclusive. I went to the US and
Napa and yes, they are more inclusive, in that
I can go to super exclusive wineries wearing a
t-shirt and some walking shoes, and nobody
would care. I don’t need an appointment. But
in the US, they’re asking $200 for a tasting.
It’s not just about having the knowledge.

You can’t just go along to a great fine wine
shop say, and know what you’re talking
about. You have to show that you know
what you’re talking about, and that’s
what’s really crucial to Bourdieu’s analysis.
It’s what he calls the episteme and it’s a
specific technical term, because what it
means is how you put knowledge to use.
That’s really important. It’s not just having
the knowledge. It’s not just having access
to fine wine. It’s about knowing exactly
how to make that work. It’s intrinsically
linked to how you grew up. It’s about what
he would call your ‘habitus’; your whole
disposition, your aspect in the world, your
confidence, your ability to use language.
That is part of the package.

of enacting those forms of distinction.
And I think obviously the French are the
most famous and the study comes from
France. You didn’t see it in much more in
older European cultures where you had
an established aristocracy that hasn’t just
had money or land, but they have had
culture. Even in England in the 1800s,
you see a really big battle being played
out between the landed aristocracy, over
who could have and could perform the
right knowledge about certain things. And
there’s an attempt to push people out and
not let them come in at all, an attempt to
protect boundaries.
One of the things we’ve been discussing is
the concept of diversity, and the fact that we
don’t have that many different voices in the
world of wine, or a lot of different faces. How
It’s not just having the knowledge. do we change it?
If you think about class, that’s going
It’s not just having access to fine
to
be
the fundamental one. We’ve got to
wine. It’s about knowing exactly
think about class not just as economic,
how to make that work.
but also cultural habitus, about how
PROFESSOR BEVERLEY SKEGGS
people live their confidence and how they
occupy that world. Now some people,
It’s not just the object itself. It’s whatever race or gender, may learn to
everything that surrounds it. And feel confident enough to enter that world.
confidence is really important.
And they’re the people who usually open
It’s the learning of culture over time it out for other people.
that becomes really significant. So, if you
When we look at education, it’s
are not brought up with an understanding working-class academics who open the
of what fine wine is, you can learn about world for other working-class academics.
it of course, but it’s not embedded in you. Then you’ve got the issue of race. Now
With all the knowledge in the world, you that plays out in so many ways, in so many
might not have come across situations different nations. So, it looks as if you may
and experiences that would allow you have much more success in China, where
to acquire the confidence and ingrained there’s no history in China of using culture
codes you need to be “at the same level” to denigrate people the same way there
of someone that has grown up in such is in Europe.
environment.
How are other worlds doing this? How, for
You see a lot of protecting of distinction. example is the art world opening up?
As you described in terms of the
It’s a very different beast because
American winery, there are different ways it almost works in an opposite process,
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whereby a lot of production by local
communities gets appropriated by the
art market. Most fashion trends come
from the street and then get turned into
different works of art in different ways.
A lot of people do associate fine wine
with art, but it doesn’t have the same
dynamic. Art is continually looking for the
next new thing. That’s why you see these
incredibly rich art dealers scouring all the
art colleges for what they think will sell.
Can I come back to the question of
language, because language has been pointed
out as a reason that the young generation
don’t get interested in wine.
On the one hand, you want it to be a
high-status project. You want to say, “this
is not regular wine”. I think the argument is
the marketing has to follow quality. You’ve
got to keep stressing that this is high
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quality wine. And I can say that through
a funny anecdote. So, if you’re working
class and you talk about wine in the UK, uh,
people think you’re mad or pretentious
or a snob. Now the worst thing to be in
the UK, if you’re working class, and even
sometimes if your middle class, is a snob,
it’s always been a term of derision.

“I think one of the big barriers
is the word ‘fine.’ Because ‘fine’
has a really particular history
of exclusion. The other is
pretentiousness, in culture like
the UK, being seen as a snob is
really a middle-class fear.”
PROFESSOR BEVERLEY SKEGGS

Pretending that you know about
something that you have no history
with is always tricky. And so, when I
started telling people, “Oh, this wine is
amazing,” they were like, “who do you
think you are?” You’ve got to get over that
pretentiousness.

I N C O N V E R S AT I O N

Veronique Pardo
How the Way We Eat and Drink
is Changing

ARENI spoke to Véronique Pardo, food anthropologist and director of France’s
Observatoire des habitudes alimentaires (Eating Habits Observatory), where she heads
two major programmes on food behaviours, cultures and human/animal relationships.
We discussed with her the values that eaters hold today and how the current crisis
has changed some of the foundations of our food systems. How has human food
become an object of such moral concern in Western societies? Are the criticisms of
meat eating, and the trends towards vegetarian and vegan consumption redefining our
food models and our vision of the world? If we are what we eat, what do our Western
eating habits say about who we are?
The original conversation was in French and has been translated, condensed and
lightly edited for clarity. The original conversation can be accessed in full through our
podcast ARENI – In Conversation.
This interview was first published on February 2nd, 2021.
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What is anthropology?
Anthropology is a human science
which encompasses ‘the whole’, a
holistic approach to human beings and
to society. We look at man for what he is
– an extremely complex human being. It
is also a way of looking at the world and
of approaching the world. We try to look
at any society with an anthropological
perspective, even if this society scares
us. Anthropology gives us the necessary
distance to be able to analyse in detail
what is going on, and to understand the
‘why’ behind things; why such values,
such systems are in place in one society
and not in another.
How do our eating habits and behaviours
fall within the scope of anthropology? Why is
it interesting to study what and how we eat?
For a long time, talking about food and
cooking was a ‘housewives’ issue. But
the anthropology of food is, above all, a
key to understanding a society. When we
study food, we touch the intimacy of the
home and the kitchen, but we also touch
on what individuals want to transmit with
their cooking: A little of themselves, a little
of their culture, a little religion too.

“In the withdrawn space of
domestic life, far from the
noise of the century, we do so
because we have always done
so. Yet it suffices to travel to
see that there we do otherwise,
without further trying to explain
it, without realizing the deep
meanings of differences or
preferences, without questioning
the coherence of a scale of
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compatibility (sweet and sour;
savoury and sweet) and the
validity of a classification of the
elements as inedible, disgusting,
edible, delectable, delicious. “
MICHEL DE CERTEAU, THE INVENTION
OF THE DAILY.

A society can be understood through
these categories of edible, what it puts
in its diet, in what it incorporates, what it
wants to make its own and what it rejects.
We are not interested in the most flashy
part of life; we are in the kitchen, in an
intimate place, far from the big stories. We
are going to look at the totality through
little bits that sometimes give more
information than the big stories.
Is France as unique in terms of food as we
sometimes think?
French society is not the only one
to give a lot of importance to its food,
fortunately indeed! But in France there
is something particular that we have
called the French food model; modéle
alimentaire francais. It is first and foremost
a rhythm. The French food model is,
first of all, three meals a day, at very
regular schedules, and with a particular
organisation within these meals. At three
very specific times of the day, at 1 p.m.
for example, more than 60% of French
people are at the table. In comparison,
in the United Kingdom, never more than
17.5% of the British have a meal at the
same time.
Within these meals, and especially at
lunchtime, the French model is composed
of three different parts: Starter, main
course, dessert, even if starters often
disappear for ordinary meals.
The example of French food trucks

is quite striking. Unlike their European
counterparts, French food trucks set up
and operate during meal times only, not
all day as may be the case in the UK. And
these food trucks offer a starter-maindessert formula, thus replicating the
typical chronology of a French meal.
Of course, this food syntax changes. It
is not sclerotic – but the eating rhythms
are stable. France is one of the few
countries that stops, collectively, to eat at
three key times of the day.
How is food syntax different elsewhere?
In Asia, the food syntax will organise
itself between eating inside and eating
on the street. We are not going to eat at
the same times, the same things or in the
same way, depending on whether we are
inside or in the street. It’s fascinating to
watch how it all comes together.
This notion of syntax and food language is
very interesting, especially for wine, a strong
cultural product which is identified, above all,
by terroir, but which is also exported. How can
we combine these two levels of language and
national identity, and our need to adapt to a
local food culture?
I will give you an example opposite
to the world of great wines. McDonalds,
country by country, had to adapt to local
syntaxes, although their basic strategy
was to sell the same everywhere. In the
majority of countries, it couldn’t have
worked like that. They had to adapt to
something that came first: the local food
syntax. For me, this shows that there is
real dietary diversity which continues,
despite globalisation.
What are eating habits based on? What are
the factors that influence our consumption
patterns?
It is a very complex question and
sometimes we do not have access to all
the explanatory factors, but the main ones

A Year in Conversation

are as follows: First, the environmental sources of protein.
factors. Where we live, through the filter
Eating well tomorrow may exclude
of what we can grow or not, will anchor certain foods in favour of others or, on the
deep eating habits, still visible today in contrary, to rediscover foods that we no
the era of globalisation.
longer consume today.
Next, it is important to study eating
A food culture is necessarily dynamic.
habits from the perspective of generations.
“We are what we eat”. If we are what we
In France, for example, there have been eat, what does our current eating pattern say
so many changes in 40 years that the about who we are as a society? What should
explanatory factors of 40 years ago are we conclude from a world where the sign
no longer those of today. We can speak ‘suitable for vegan’ appears on the packaging
of globalisation, but we can also choose of a carrot?
to refer to it by opening up to the food
Several things. First, that our
of others. It has entered the depths of society is going through a period of
our eating habits with products, such as strong identification, resulting in the
exotic fruits, that we did not know before. multiplication of signs and labels. We
The question of price and cost is make the packaging of our food carry
important. All socio-professional classes our fears and our questions, which also
do not eat the same thing and this is still means that some consumers do not see
true now, in all countries.
the carrot very well. A growing part of the
The arrival of migrants will also enrich population is cut off completely from the
the food repertoire, even if this repertoire production of our food and needs to be
is most often readapted and reinterpreted located via packaging.
in the host territory.
Without judgment on my part, it also
Religious factors will be more or less means that there is growing confusion in
important depending on the country, and the consumer’s mind about transformation
depending on religious prohibitions. In and ultra-transformation. We no longer
France, there is a real difference between know what is transformed and how; we no
the relationship to eating pleasure in longer understand all the processes. Thus,
societies with a Protestant heritage and during the last five years, we have seen
others with a Latin-Catholic heritage. The an explosion of explanatory packaging,
relationship with gluttony is different. sometimes to the point of absurdity.
Societies with a Catholic heritage accept
gluttony and sweetness within the strict
framework of dessert, which also explains There is growing confusion
the importance of pastry in France. This in the consumer’s mind about
heritage influences the way we eat in the transformation and ultravery long term, in a very unconscious way.
transformation. We no longer
The nutritional strategy of a society
also evolves according to the times, the know what is transformed and
great moralist currents and the progress how; we no longer understand all
of research.
the processes.
So in the end, what does ‘eating well’
VÉRONIQUE PARDO
mean?
Eating well is a notion that does not
exist in absolute terms. It depends on the
Finally, it is also part of a great
time and the reference culture. Eating well questioning that emerges around the
in the 1950s meant eating a large quantity notion of ‘naturalness.’ For example, we
of meat, and having a high caloric intake, confuse vegan and natural, which is not
particularly via animal proteins.
quite the same thing; vegetable steaks
Today, eating well means eating a are the very illustration of this.
balanced diet, varying your foods and
One of the big changes that we also have

observed is that eating well is no longer the
responsibility of society, of the school which
gave you the glass of milk and the piece of
chocolate at 10 a.m. and 4 p.m. In a way, it
made you less responsible for counting calories.
The individual now has new responsibilities,
which can lead to fear and confusion.
Absolutely. We are a time where, for
both food and morality, many consumers
are searching by themselves, and are
redefining the notion of ‘good’ and ‘bad’
when it comes to food.
What are the major trends, influences,
or moral currents that will impact our
consumption patterns in the future?
The pandemic has exacerbated trends
that we saw slowly emerging before:
A turn towards the local; traceability,
with the need to know the origin of the
product; the search for the natural and
healthy, which we now see for the majority
of social classes, which only concerned a
minority of eaters before COVID.
We are moving towards a trend where
all that is natural is healthy, all that is local is
healthy. We are seeing the arrival of food
trends that include the notion of ‘purity’, of
purified food. All of these words are strong
ideologically and politically. The corollary
is that anything that comes from afar is not
healthy, or is seen as dangerous. These
trends are very interesting to observe for
what we will be tomorrow, what we will eat
tomorrow and what we want to become.

We are moving towards a trend
where all that is natural is healthy,
all that is local is healthy. We are
seeing the arrival of food trends
that include the notion of ‘purity’,
of purified food. All of these
words are strong ideologically
and politically.
VÉRONIQUE PARDO

The decline in out-of-home catering
has also led to changes in food
preparation habits. In France, as in
Europe, we have observed a return to
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basic products (sugar, butter, milk, flour,
meat, unprocessed fruits and vegetables)
to be cooked and processed at home.
This trend has continued between the
different lockdowns, but it is still too
early to say whether this is a structural or
cyclical change.
The economic question is also very
important for the food of tomorrow. The
health crisis has generated an increase in
the number of poor people in the sense
of appeals for food aid. In Europe, there
are a growing number of people who
resort to food aid for food, and it is not
known to what extent this will last.

For wine, it seems to me that we
are at an interesting crossroads.
Wine is made of alcohol, but
it is also a very strong cultural
and social product. Our society
is facing a crucial choice and
must decide what will take
precedence in this rise of purity
and the healthy: The promotion
of health through abstinence, or
the celebration of culture and the
importance of joy.
Meat is in the same situation. We are
at an interesting crossroads: Meat seen
as a healthy product because it brings
flavour and satiety, or meat seen as evil
because animal death is seen as impure.
This debate between new morality and
pleasure/culture – that’s a real choice for
society. The answers are likely to be very
different from one society to another.
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This debate between new
morality and pleasure/culture
– that’s a real choice for society.
The answers are likely to be very
different from one society to
another.
VÉRONIQUE PARDO

We also observe that we have moved
from the notion of society to the notion of
community. Does this have an impact on
the evolution of our eating habits and on the
language of food?
Absolutely, we also see the rise of
this notion of community, with the great
relative question of the inclusiveness
or exclusivity of these communities.
Because ultimately what is community?
The community is a reassuring “between
us”.
Whether this ‘between us’ is made up
of five people – as defined by a region, a
country or a subculture – ultimately what
matters is that this ‘between us’ is always
more reassuring than ‘the other’.
There is a real question today on how
the transition from our community to that
of our neighbour will be managed, the
communities around us being more and
more numerous, some very closed and
others much more open.
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Dr Emile Servan-Schreiber
The Power of Collective Intelligence

Diversity is the buzzword of the moment, but it’s being treated like a moral imperative,
rather than something that can help businesses become better and smarter. France’s Dr
Emile Servan-Schreiber, the managing director of Hypermind, says the moral position
is only part of the story. As he outlined in his book Supercollectif, diverse groups are
measurably smarter and able to tackle more complex problems than homogenous
ones.
This interview was first published on November 17th, 2020.
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What is collective intelligence and long it takes to solve the problem. Then
why is it so importance to unlock it in our you put a number on that and call it IQ.
organisations?
The interesting thing about this number is
There are so many different answers to that it’s predictive of the group’s ability to
that. One is that collective intelligence is solve the next problem, just like your IQ is.
the reason we exist. If you think about it, a Not only do groups have intelligence but,
single human being would not be able to just like individuals, different groups have
survive in ancient times against the fiercer different IQs. Some of them are smarter
carnivorous animals with longer nails and than others and that’s when it becomes
bigger teeth that could outrun us. The really interesting. How do you make a
only reason we still exist is because we group smarter?
were able to be intelligent as a group. We
What makes one group smarter than
could stand together as a group and hunt another is not how many smart people
big game that would be able to feed us. there are in the group. And it’s not that you
You take the smartest person, put him in have a super smart person in the group,
the savannah and he wouldn’t survive for although that’s better than having many
24 hours. You think of history as being smart people for some reason, which is
made by genius adventurers, individual a little counter intuitive. But in fact what
men and women, but in fact it’s done by characterises the smartest groups is that
everybody together.
they have more women in them, which is
How are we able collectively to solve a little bit surprising – with all due respect.
problems? That’s collective intelligence. The scientists were a hybrid group of men
Historically, it was discovered as a and women but they were still a little bit
phenomenon by looking at insect surprised by this result. They decided to
colonies. That’s the first obvious example dig further to find out what’s behind this
of collective intelligence. A small ant or strange result, which is very obvious in
termite doesn’t do a lot individually, but the data. If your group has more than
as a colony there is an emergent property. 50% women, it has a higher than average
Collectively, they are intelligent.
IQ. Groups that have less than 50% have
What’s new is that now we can measure the lower IQs compared to the others. What’s
power of collective intelligence.
behind that is pretty simple.
Since the internet arrived on the scene,
we are able to connect humans on a
If your group has more than
massive scale and see the same kind of
emergent intelligence. We were able to 50% women, it has a higher than
see it in insects, but now we can see it in average IQ. Groups that have
humans and study it more easily. Scientists
less than 50% have lower IQs
thought about measuring the intelligence
of human groups only very recently and compared to the others.
DR EMILE SERVAN-SCHREIBER
that’s just about ten years ago.
MIT and Carnegie Mellon decided to
take groups of people and have them
take IQ tests – which were invented in
In groups where there are more
France 100 years ago – and when you do women, there is a better distribution of
that, you realise that you can look at the speaking time. The more women you
group’s ability to solve a problem and how have, the fewer men try to monopolise
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speech in the group. The other side is that
women have, in general, a better ability to
listen. In groups with more women, more
people can express themselves and more
people listen when they do, and that’s
what makes the group smart. Everybody
gets to take part.
Is our intelligence fundamentally different,
depending on our cultural backgrounds?
Yes, obviously culture has a huge
impact on how you think about things.
We could see that in the pandemic as
well; Asians think about the collective and
what is the good behaviour of the citizen
very differently from a French person or
an American.
When you’re trying to get at the truth
of something, it is very important to get
a group of people who think differently
about the problem. If the problem is really
a problem, it’s complicated, so no one has
the one best answer. If you can assemble
a group of people who can look at the
problem through different values and can
share what each of them view around the
problem, then as a group they are going
to be much smarter.
Diversity gets a lot of good publicity
these days, where everybody says we
should be more diverse. People talk
about it as some kind of moral imperative;
that because there are 50% of women in
the world, there should be 50% of women
on boards.

The power of diversity comes not
from it being a moral imperative
but a law of nature.
DR EMILE SERVAN-SCHREIBER

The power of diversity comes not from
it being a moral imperative but a law of
nature. You can actually express it as
a mathematical formula, in something
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called the ‘diversity prediction theorem’.
It’s quite simple algebra and it says the
error the group will make when estimating
something will depend on two things – it
will depend equally on those two things.
Firstly, it depends on the errors that the
individuals in the group are going to
make. The group is going to be smarter if
the people in the group are a bit smarter
as well. The other element is that the
group is even smarter if the opinions of
the people in the group diverge. The less
they agree, the more likely it is the group
will be smarter, because it takes account
of more different opinions, each of which
has a bit of truth and each of which
contains mistakes, biases and subjective
errors that people make.
It’s really important when you assemble
a group to have people who know
something about the situation, but who
know different things about the situation.
It’s really important to encourage people
to really say what they think, rather than
to be in consensus with other people.
Consensus kills intelligence.
We all make different mistakes and
those mistakes correct each other.
The discovery of the “wisdom of crowds”.
We invented IQ in France in 1905. In
1906 was the first discovery of what we
now call the “wisdom of crowds”, or the
intelligence of the group on a massive

scale. It was discovered by Francis Galton,
who was a cousin of Charles Darwin. He
was a genius statistician, one of the best
of the time. At the end of his life he made
a final discovery, when he happened on a
country fair where people were trying to
guess the weight of an ox.
Galton came on this crowd of hundreds
of people each one paying a few shillings
to write his best estimate on a piece of
paper and Galton said, “that’s really
interesting. We’re discussing promoting
more democracy in England”. He was
a member of the elite at the time so he
was a bit sceptical of more democracy
and he said, “well that’s a wonderful
occasion to test whether the voice of
the people has anything to say, because
those people trying to guess the weight
of the ox don’t know more about ox than
the average voter knows about politics”.
He got the tickets home and put them in
order from the lowest to the highest, and
said, the median estimate, that’s the voice
of the people. Then he realised that this
number was almost right on the actual
weight of the ox. An error of 0.05% or
something ridiculous and he said, “why
not democracy?”.
Anybody who has spent time on Twitter
can also wonder about people getting together
to be more stupid than more intelligent. How
can we make a group more intelligent than its

worst individuals?
The recipe to make the group smart is
to assemble people who are likely to think
differently. Secondly, there is no point in
people thinking differently if they don’t
express it. So you need a process that
encourages people to express what they
think – especially if it doesn’t conform to
what other people think. The third thing
is once everybody has expressed their
opinion, you need to make a decision in
a way that aggregates all the information
that’s been put on the table. It could be
an election, it could be taking the average
of taking various estimates, or it could be
that people bet on the outcome.
In your book you say we also need diversity
because we pay more attention to people who
are less like us.
We distrust people who don’t look
like us. If you’re around people who are
just like yourself, your natural tendency is
to stop thinking and to let other people
think. But if you’re among people who
are different – black, white, men, women,
French, English, whatever, as long as
there is some difference that is visible –
then you won’t feel that you are accurately
represented by others. You become more
responsible for expressing your opinion
and you do more independent thinking –
which is the key to making a group smart.

If you’re among people who
are different – black, white,
men, women, French, English,
whatever, as long as there is
some difference that is visible –
then you won’t feel that you are
accurately represented by others.
You become more responsible for
expressing your opinion and you
do more independent thinking
– which is the key to making a
group smart.
DR EMILE SERVAN-SCHREIBER
Galton’s data: the bigger the crowd, the better the predictions. The average error rate for an individual
is 4.5%. Ask 10 people and the now collective average error rate is divided by three. Big crowds lead
to a close to zero error rate.
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CHAPTER TWO

Geopolitics and
Regulation
Although wine, a product that’s rooted in a specific place and time, can seem hyperlocal, it exists in a web of global logistics, laws and regulations. And, indeed, 2020 has
shown everybody how interlinked the world is.
It was a year in which ARENI initiated some fascinating discussions about geopolitics
and the long arm of wine regulation.
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Xavier Rolet KBE
The Post- COVID world

Xavier Rolet is a respected commentator on global economics, 2017 Harvard
Business Review 100 Best CEOs in the World, with three decades of experience at the
peak of international finance. Along with his wife Nicole, chair of ARENI, Xavier fulfils
his passion for nature and sustainable viticulture with the purchase and development
of Chêne Bleu wines.
This interview was first published on May 19th, 2020.
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We’ve seen that there are a couple of
models that the economy could take postCOVID, following either a V, W or U shape in
terms of growth and recession. What is for you
the most likely scenario in all of these?
In terms of the shape of the recovery,
I think we are going to have ups and
downs, a W shape. The sooner the rate of
international cooperation increases, the
more lasting and continuous the recovery
will be, and the quicker we re-convert to
something closer to a V. The more we
stick to local policies, ignoring what works,
the more we are going to have risks of reinfections.
The soonest we can compare and
apply best practices around, the better off
we’re going to be in terms of enabling the
economy to restart.
What this crisis is demonstrating is the
lack of international governance. If there
is one time to share good practices, it is
now. We are going to see ups and downs
in global recovery, and the sooner the rate
of global cooperation increases, the more
lasting and continuous the recovery will
be. The more we stick to local or national
policies, ignoring what works, the more
difficult it’s going to be.

What this crisis is demonstrating
is the lack of international
governance. If there is one time
to share good practices, it is
now.
XAVIER ROLET KBE

Could it be possible that all of this will
lead to a renewal of interest in Europe as a
cooperative model?
I really wish I could say yes, being

convinced by the necessity of Europe. But
European countries have been a textbook
example of national, un-coordinated
responses. Which goes down to a lack of
humility. When something doesn’t work,
you need to be able to recognise it and
move on.
The COVID-19 crisis is obviously a political
crisis too. Could it lead to a change of mindset
and ways of doing politics in Europe?
Personally, I will be very surprised if that
happened. Europe is a very complicated
governance construct. It is not a sovereign
power, or a supra-national organisation. It
is a pooling of national powers designed
to effect certain changes and designed to
pool certain resources, effect protection
for citizens, the right of free movement.
But unless Europe acquires supra-national
sovereign power, I think it is unlikely to be
effective.
Politicians could, of course, cooperate
outside of a legal frame, but there is very
little evidence that it is happening.
We are currently seeing a decoupling of the
financial markets from the real economy, with
the financial markets performing really well
when the real economy is visibly stopped. Why
is that?
Great question. First of all, not all
financial markets are booming. The
credit markets, for example, have been
destroyed.
Now the indices – the SNP, Dow Jones,
Euro Stoxx – have a strong bias towards
large capitalisation, big companies, “blue
chips” in financial jargon. So when you see
the markets rising, it is actually the “blue
chips” that are doing well. The markets
are missing the suffering.
Should we be happy about this, is that a
good news?
If you are an investor, you see that
almost 100% of government help is being

offered as debt, mostly bank loans, cheap
money that will help big companies
acquire their competition. In parallel to
this, you see the huge unemployment
rate and you know that cost of labour is
not going to increase any time soon. So
logically, investors do think that this is
going to play well for the big ones.
Looking at small and mid-sized
companies. In my view, they are in the
exact opposite situation, but they are
not captured by indices. A lot of these
companies are family-owned, already
highly in debt; what they need is patient
capital, they don’t need short term debts.
How are they going to reimburse it
anyway?
SMEs (small to medium enterprises)
are looking at perhaps surviving, but
in the face of far bigger groups that
control online distribution, direct access
to consumer, can quickly retool their
productive environment to basically flood
the market with cheaper products. I think
we are going to see a lot of business
shutting down or consolidate because
governments, from what I can see, have
not designed their policies to help them.
What does it mean for the world of Fine
Wine?
The world of wine is going to be even
more competitive than before with a couple
of groups controlling online distribution,
already a key to survival. If SMEs do not
regroup in “chosen consolidation”, they
won’t be able to compete.
How can 75,000 wine producers in
France can negotiate interesting terms
when they are dealing with three, maybe
four distributors in the US? The industry
cannot hope to survive if it remains in this
state of fragmentation. There will need to
be innovation, and raising of long-term,
patient capital.
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How can 75 000 wine producers
in France can negotiate
interesting terms when they
are dealing with three, maybe
four distributors in the US? The
industry cannot hope to survive
if it remains in this state of
fragmentation. There will need
to be innovation, and raising of
long-term, patient capital.
XAVIER ROLET KBE

But margins are historically small in the
Fine Wine world; how can we attract investors?
The problem with margins in the wine
industry is that small producers replicate
the same thing, the same business
model, the same capital investment for
quantities that are small. You don’t have
any economy of scale. There is a way
that you can still focus on high quality
production while centralising distribution
and transportation, or some of the
winemaking storage facility, and bring the
costs down.
So again, cooperation is key. And it’s
either you choose it and you work with people
around you to build something or you suffer
from the trend.
This has been the case before
COVID-19. The industry can’t survive if
it remains that fragmented. It doesn’t
mean that you must sacrifice quality, but
it means that a new market must appear
for large quantity, scaled-production.
There is a need for innovation, a need for
equity-raising in order to have sustainable
producers.
Are there any trends from the financial
world that the wine world should be aware of?
Environmental, social and financial
sustainability. If you haven’t thought about
ESG (environment, social, governance)
yet or if you are not interested in working
and communicating around the notion of
sustainability, very soon, even bank debts
won’t be accessible to you anymore.
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If you are not interested in
working and communicating
around the notion of
sustainability, very soon even
bank debts won’t be accessible to
you anymore.
XAVIER ROLET KBE

You touched on innovation earlier. What’s
the role of tech in all of this, in the postCOVID world? Are we reaching the end of the
cycle of what tech can achieve and change in
our everyday life? If so, what’s next and how
can it change the wine world?
Tech is part of innovation but not all
innovation is related to tech. Improving
how you communicate with your clients
doesn’t have to be related to tech.
Now, the small wineries, at least in
Europe, particularly because most of
them are in debt, won’t be able to use
technological innovation to an extent
that is going to make it worthwhile (for
example, precision viticulture).
Moving away from the wine industry,
technology overall has reached a
plateau. We know they are a lot of
new things, machine learning, artificial
intelligence etc… but we are still using
computational techniques that are based
on the atom. They are binary and they are
sequential. And even though we have
super computers that are immensely
powerful, I think we are getting at the limit
of what atomic computation can provide,
and the next layer of course is quantum
computation. To my beliefs, quantum
physics is the next stage of discovery
of the make-up of the universe. The
implication in terms of the applications
of quantum computations are very
profound. Instantaneous communication,
teleportation of matter etc. I think it is
going to more than revolutionise the way
we do things and think.
If you had to keep a trend that you’ve seen
emerging in the last few months, a positive
note that inspired you that you would like to
see in the world post-COVID?
To give you the positive, I have to

start with the negative. The negative
is clearly in alienation. An alienation
from each other, an alienation from the
governance systems that human being
have built. We feel that the decisions are
not right, that we are not heard, the sense
of injustice, the financial markets going
through the roof when the population
is suffering… That sense of alienation,
frustration and great anger in my view is
present everywhere and we can’t survive
as a species on that alone. It is highly
disruptive and destructive.
As for the positive, I will quote Churchill
when he was commenting on the US
democracy: “after having exhausted
every other avenue, they always end up
doing the right thing”. I do thing in the end,
humanity will have to turn to better global
cooperation.

I N C O N V E R S AT I O N

Constanze Stelzenmüller
A Global Overview of International
Diplomacy

Constanze Stelzenmüller is Senior Fellow - Foreign Policy at the Brookings Institution
is a German international relations analyst, policy and law scholar, and journalist. She
is an expert in German, European, and trans-Atlantic foreign policy and global affairs.
In this riveting interview, she discusses how recent events and international politics
are likely to impact the global future, including the future for trade and prosperity.
This interview was first published on January 19th, 2021
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I thought we could start by talking about
2020 before looking ahead. In terms of
international diplomacy, what are your main
takeaways from 2020?
I just this morning read a Lenin quote,
that there are decades where nothing
happens and then there are weeks that
contain several decades. And honestly,
that’s how the past year felt to me. I
remember sitting here on January 3rd
2020, when an American strike killed the
Iranian military leader Qasem Soleimani,
and thinking that was starting off the New
Year with a bomb. And so many things
have happened since then that it’s head
spinning to even consider them.
The past four years of the Trump
administration – since I live and work
in Washington – have reinforced the
importance of democracy and democratic
values as the glue that binds Western
nations together. And I’m old enough
to remember when saying that kind of
thing was a somewhat meaningless
commitment. The past year has made
us all realize that it is a huge mistake to
assume that democracy is self-renewing
and self-repairing. And that, in fact, if
you don’t provide the preconditions for
functioning institutions and functioning
democratic processes, they may very well
be eroded and then we all suffer.
Just take the events of the past week
in Washington, D.C. where a violent
mob stormed the capital. I think that
brought home to the entire world, the
consequences of democratic disarray in
America for America’s allies, but also for
its challenges and rivals.
What can we do about it? Where do we
start to ensure democracy? And when I look
at myself as an individual citizen, I don’t
really know where to put my energy either as
a citizen or a trade person. I don’t know where
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to start with that project.
me give you a very simple example. In the
Let me make a very practical Brexit referendum, there was a significant
recommendation at the risk of segment of the under-25s did not vote.
recommending something that I wrote. Because they didn’t take the referendum
I was, during the summer, part of a seriously.
transatlantic working group that issued
Now, four years later, we see the
a report called Stronger Together. It tremendous impact that the Brexit
was organised by the Harvard Kennedy referendum has had and is going to have,
School and the German Council on not just on British foreign and security
Foreign Relations. And the report policy, but on life in Britain. And also
contains several action plans, including concomitantly on life in Europe, because
one on democracy, which I wrote. And we’ve lost a key power in the European
that contains a number of very practical Union.
recommendations of what allies should
So it’s at least keeping in mind that politics
talk about with each other. But the truth is do matter – which is something that can be a
that this is not something that is far away change of mindset for some of us.
for ordinary citizens. There is always
Let me make one final point here.
something in your own world as a citizen There was a time after the end of the Cold
that you can do something about. Even if War in which [people] had got the distinct
it’s deciding to vote instead of deciding to impression that we had entered a sort of
not vote, or being very careful in the way post-modern entropy of politics, where it
in which you use social media to express was all about private consumerism and
your opinions.
where people thought that political strife
was over. The Chinese and the Russians
were going to become like us and that
There is always something in
the West had won, and we had won,
and democracy had won, and therefore,
your own world as a citizen that
politics didn’t really matter anymore.
you can do something about.
And we’ve been taught otherwise in the
Even if it’s deciding to vote
wake of the global financial crisis with
instead of deciding to not vote,
the rise of authoritarian, violent, populous
and radicals, who are clearly bent on
or being very careful in the way
destroying democratic orders in order
in which you use social media to
to implement much more authoritarian
express your opinions.
systems. And I think it took us an awfully
CONSTANZE STELZENMÜLLER
long time in the last decade to realise that
that was what was happening.
Or the way that you consume
I remember growing up in a world where
information and use media. I don’t want the economic power was the strongest. So
to put the burden on the individual citizen people would focus their energy on economic
here. It’s also important for elected and companies and making money to have
representatives in the executive and power. When we clearly see now that politics
the legislature and the courts, to protect do matter more than ever. You’ve once written,
democracy and not to undermine it. Let ‘In an interdependent world, the vulnerability
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of one is the vulnerability of all’. What
vulnerabilities are you the most concerned
with entering 2021?
Well, what I meant when I wrote that was
that the populists who say that the only
thing that matters is national sovereignty,
and that it is possible to decouple from
globalisation and that globalisation is
somehow a false belief, a bad religion,
are just wrong. Interdependence is simply,
in the modern world, a fact of life. And it’s
created by trade, it’s created by human
mobility, it’s created by the mobility of
goods, such as wine, and it’s created by
the mobility of data. And those things
are pretty much unstoppable. These are
forces over which states have fairly little
control.

Interdependence is simply, in
the modern world, a fact of life.
And it’s created by trade, it’s
created by human mobility, it’s
created by the mobility of goods,
such as wine, and it’s created
by the mobility of data. And
those things are pretty much
unstoppable.
CONSTANZE STELZENMÜLLER

Now, I think one of the things where
we need to discuss right now is whether
there needs to be more government
and state regulation of certain things.
Whether states need the ability to prevent
certain kinds of companies and goods
from being sold to authoritarian powers,
certain kinds of arms, certain kinds of
digital technology and so on. Those are
all legitimate discussions, but the sort of
myth that the populace were peddling
was that we could decouple.
That was the Brexit myth: that if Britain
decoupled from the European Union, it
would once again have complete control
over everything. Its politics, its economy,
and so on. And I think that that’s a myth
and the Brits will find out how deeply they

are interdependent with the European
Union in many ways.
What I was trying to say when I said
that interdependence also means
vulnerability, is that it means that you were
open to influences from outside, whether
that’s propaganda, disinformation, drugs,
illicit arms, whatever. And if you think that
closing borders isn’t an option, then you
are going to have to figure out how to
make your country more resilient.
Take propaganda and disinformation,
for example. Those enter countries and
political cultures freely, because they
come via the digital space. And there is a
huge debate on how to regulate that kind
of movement.
Only this week, we saw a huge event
after the storming of the US Capitol, when
the social media tech giants decided to
throw the president of the United States
off Twitter and to shut down his Twitter
account. And then, in a second step – as
a lot of the right-wing nationalists were
fleeing to the Parler app – tech giants like
Amazon and others de-platforming that
app. That’s an extraordinary event, and
I think there is a real debate to be had
about whether that’s not going one step
too far. And whether it isn’t giving the tech
giants an undue power in policing content
and hate speech.
Do you think that an event like this one is
going to bring tech people closer to politics
people?
I’m going to say something cynical now,
which is that the fact that the Democratic
Party of President-Elect Joe Biden won
the Georgia Senate runoffs, and thereby
won the majority in the Senate, means
that now the Democrats are going to chair
all the relevant committees, including
the ones on deregulation and digital
technology. I would say that that has a
great deal to do with the tech company’s
sudden eagerness to police hate content.
In other words, I think that this is preemptive self-regulation because they are,
I think with good reason, afraid of some
kind of a regulatory crackdown. I have
mixed feelings about this.
I think as Europeans are culturally

acclimated to having a government role
here, because we think of government
and the state as providers of public goods
and as arbiters of regulation. I think that it
is beyond time for governments to do the
same with technology. And I think there
ought to be a transatlantic conversation
about that. I’m fairly certain that the Biden
administration will reach out to Europeans
and do exactly that.
And that brings me to a larger point,
which is that I think that the aftermath
of the global financial crisis in 2008
and 2009 showed how damaging it is
for social cohesion and for democratic
stability if the functionality and legitimacy
of governments is eroded all the time.
The authoritarians like Vladimir Putin in
Russia, or Xi Jinping in China, or to come
a little bit closer to home, the Trump
administration in America, sadly, or the
Orban government and Hungary, the
AfD in Germany; what all these political
forces have in common is that they see
representative democracy [as something
to be hedged and limited] – they all seek
to destroy that. That’s what disinformation
and propaganda is for.
That is why the Hungarians rewrote
their constitution. That is why in my own
country, Germany, Alternative for Germany
spends a lot of time fighting court cases
directed at undermining representative
democracy. And that’s something that
I think we’ve learned from these years.
It’s been a lesson in democracy in many
ways.
In 2019 you talked about the risk of kinetic
encounter – war – and the war that would be
happening by mistake in some ways, because
of different misunderstandings between
international powers. Are we entering 2021
facing the same risks of kinetic encounters as
we were in 2019?
Based on the cabinet and subcabinet level positions that the incoming
Biden
administration
has
already
been announcing, we see in the next
government of the world’s remaining
superpower, a return to professionalism,
competence, and predictability, which I
have to say is a huge relief. This is literally
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the cavalry coming. I think 95% of all of that we need to keep our eye on?
the appointments that I have now seen
Well, I think the great question is going
are superb, and that makes an enormous to be, is it possible in the four years of
difference compared to the past four a Biden administration to revitalise and
years.
strengthen the alliance between America
Let me make another important point. and Europe? That is, I think, key if we want
The other huge difference between to preserve our way of life. And frankly,
Trump and Biden is that Biden will stop there will be no market for luxury goods.
any cosying up to authoritarians. The There will be no producers of luxury
catastrophic embrace by Trump of the goods if we fail this one.
North Korean dictator, of Xi Jinping, of
Putin, all that will stop. So that also takes
Is it possible in the four years of a
out of the equation some of the risk
factors that were there previously, that Biden administration to revitalise
had security experts like me lying awake and strengthen the alliance
at night.
between America and Europe?
There is still a risk, obviously and I
see there are several places where this That is, I think, key if we want to
could happen in the near future. I’m very preserve our way of life. There
anxious about the future of international will be no producers of luxury
engagement with Afghanistan. I am never
goods if we fail this one.
not worrying about the Middle East. And I
think my most burning concern would be CONSTANZE STELZENMÜLLER
Taiwan.
What do you think about the tariffs?
What about the situation of the wine world
I’m not a trade expert, and I cannot
and Australia? [Given that friction with China
has caused China to impose crippling tariffs say where the experts selected by the
on Australian wines.]
incoming Biden registration will take this.
China become an important market for But I have two key points to make. One
Western luxury goods of which wine is is that the domestic turmoil in the United
one. This is something where Europeans States is an important factor in the Biden
have very little to say militarily, but a great administration’s trade policies. This will
deal of economic investment. A lot of not be a gung-ho Reaganite, free trade,
market access is at stake.
no-holds-barred administration. It will
If there is a conflict between China have to look to its domestic voters and
and one of its neighbours – specifically, a what they want. And some of the Biden
neighbour like Taiwan – then Europeans administration’s trade policies could
could be in a very serious bind. The therefore look quite protectionist.
whole point of the Biden administration’s
On the other hand, I expect that there
emphasis on an alliance of democracies will be one key difference compared to
is to make it clear to Europeans that there the Trump administration, which is that
is no equivalence in fights like these. You the Biden administration will not use
cannot be on both sides of this fight.
methods of economic coercion, like
If the Chinese were to attack Taiwan, tariffs, merely for the sake of punishing
then that is a huge question for the its allies for something. It will have a far
Western Alliance and its viability and more sophisticated understanding of the
legitimacy. Because if we don’t take that value of trading with Europe, and of the
kind of thing seriously, what does that say value of working with Europe, rather than
about us as democracies and partners of against it.
other democracies around the world?
Speaking of tariffs, what can normal trade
Are there any other major events that are people do?
going to shape the future of the next few years
Companies and the people who
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work in them are also citizens. And the
people who buy their goods are not just
consumers, they’re also citizens. We are
part of something larger. And we have
a stake in preserving the peaceful and
democratic nature of the systems in
which we live. The lesson is not just to
think about growing the wine and selling
it and drinking it, but about the societies
and the governments in which we do this.
After the President of the United
States incited last week’s deadly riots, a
number of companies said they were no
longer going to support him or contribute
to his causes. The Professional Golfing
Association said that it would never again
use Trump golfing resorts as venues for
golf events. That’s a very direct way of
expressing horror at last week’s events,
and it’s just an example that I use. That’s
one example of how companies decide
that they are citizens, too.
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Get Ready for Wine Labelling
in Europe

ARENI invited Geisenheim University’s Professor Monika Christmann, the current
vice president of the International Organisation of Vine and Wine (OIV) and Dr Ignacio
Sanchez Recarte, the secretary general of Comité Européen des Entreprises Vins (CEEV
– European Committee for Wine Companies), to a discussion about wine labelling, and
about upcoming World Health Organisation (WHO) proposals around alcohol, and what
they mean for wine.
This conversation happened on January 26th, 2021.
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When we talk about labelling in wines
becoming mandatory in the European Union,
what are we talking about? What is going to
be listed?
Dr Ignacio Sánchez Recarte: Ten years
ago, the debate exploded on why wine
should be exempted from the nutritional
declaration: how many proteins, fats,
energy, carbohydrates, et cetera, there is
in a food product.
In 2011, there was new legislation
adopted into the European level, which
render those elements mandatory for all
food except for alcoholic beverages. So,
there was a big debate at the European
level.
After five years, seven years of debate,
the European Commission had a report
that more or less can be summarized as:
there is no reason, technical or ethical, for
the alcoholic beverage to be exempted
from the nutritional declaration.

After five years, seven years
of debate, the European
Commission had a report that
more or less can be summarized
as: there is no reason, technical
or ethical, for the alcoholic
beverage to be exempted from
the nutritional declaration.
DR IGNACIO SÁNCHEZ RECARTE

We recognize that we needed to
modernize the way we communicate to
consumers.
In that context, we pushed the
European Parliament, and the councils or
the member states, to propose to render
those elements mandatory. And today
we’re in the middle of the negotiations for
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a final adoption of this package.
The first thing is the communication
of the nutritional declaration, with the
specific rule that the nutritional integration
would be limited to energy value only.
It will be up to the producer to decide
to communicate everything, or just the
energy.
The calculation of energy is set by the
legislation. You have four, five elements
that need to be considered. Alcohol and
sugars are the biggest ones. You just
have to analyse your wine and you have
the result.
It will be voluntary for you to
communicate the carbohydrates, the fats,
the proteins, the salt, which except for the
sugar, is normally zero in the case of our
wine.
And you won’t have to change it every year.
Dr Ignacio Sánchez Recarte: Yes.
But this also applies to the rest of food.
When you communicate these values,
they shall be based on average values
of the producer. And we are working on
a system where the produce will not be
forced to change the label each year,
because of one kilocalorie more or less.
How do you define ingredients?
Professor Monika Christmann: The first
paragraph in the wine law says ‘wine is the
product exclusively made from grapes’.
And there are materials which are used
for the production of quality wines. We
are now differentiating between so-called
processing aids, which are used during
the winemaking process, but you cannot
really find them afterwards anymore.
But they’re also things which are added,
which you will find later on [in the wine]
and this will have to go on the label in
future.
And here, for example, I’m thinking of
acids because due to climate change,

we see that the pHs are going up and
the acids are going down. For sure, they
need to go on the label if they are added.
There are also technologies out there
which allow us to produce wines without
any additions, at least for some of the
components. I was just mentioning some
acids. So instead of let’s say adding
tartaric acid, or malic acid, or lactic acid,
we can also work with so-called bipolar
membranes, which allow us to filter out
some of the components which are
binding acidity. As you are only removing
something and not adding anything, that
does not have to go on the label.
Are we 100% sure of everything that will
need to be on the label?
Dr Ignacio Sánchez Recarte: I will put
my hand on the fire that we will end up
with mandatory communication of the list
of ingredients. That’s for sure. However,
there is a super opportunity: We will be
authorized to use e-labels. We will see
the list of ingredients on the label or on
e-labels; it will be up to the producers
to decide how to show them to the
consumers.
The OIV started the classification of
substances that must be on the list of
ingredients, and processing aids that
are not to be included. OIV did the work,
and the European Commission copied,
pasted, adapted, transposed the OIV
recommendation into legislation. We
wanted to have the legal certainty for our
producers to know that if they are using a
substance, whether they have to list it in
the ingredients or not. This is completely
different from other industries. In other
industries, the processing aids must not
be on the list of ingredients. In our case,
we wanted legal certainty. And we have it.
There’s no food packaging, I guess, where
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you buy a packet of cookies and you know how
this cookie has been made, and you know the
type of oven. Full disclosure could include
processes, and the winemakers will have the
option to do that on the e-label.
Professor Monika Christmann: I really
think there’s some sort of difference
between the consumers; there are people
who are interested in fine wine, who might
have a certain interest in how the wine was
made and the area where it was grown,
and so on. But I think the bigger market
share is the so-called, ‘bread and butter
wines’. And I hear people say, and I quote,
“I really, really like wine, but sometimes I
feel so stupid because I don’t understand.
I just want to enjoy that.” And then I think,
“Hmm, maybe sometimes we go a little bit
overboard?” It’s very complicated to find
the perfect way, which really makes all of
them happy.
Just to make it clear: these regulations
will apply not only to people that are making
wine in Europe, but to everyone selling wine
in Europe. If you’re an Australian and selling
your wines in France, you will have to apply to
those rules. Right?
Dr Ignacio Sánchez Recarte: Yes. The
legislation will apply to any wine put on
the EU market.
Professor Monika Christmann: Australia,
and now also the UK, are members of
OIV. And so, I think there will be a certain
influence there.
And when can we expect this? In July (2021)
there will be the CAP (Common Agricultural
Policy) reform which should settle that wines
no longer have an exception for labelling. And
then what’s going to happen? What are the
next stages?
Dr Ignacio Sánchez Recarte: We are
expecting the legislation package to
be adopted before the summer. Maybe
June. And then we expect that it will apply
one year, or one-year-and-a-half after
its adoption. So be ready, by the end of
2022, all the wines on the market will
need to have this information.

So be ready, by the end of 2022,
all the wines on the market will
need to have this information.
DR IGNACIO SÁNCHEZ RECARTE

We have developed guidelines for our
members, to explain how to calculate
the nutritional declaration. We have
been working hard to allow a linguistic
free communication of the energy. So
producers will be able to use the E
symbol for energy, along with a number;
they will have the 24 official languages
of European Union in one line without
repeating it.
We realized that it is extremely complex
for wine companies to develop their own
digital system.
We are working on a digital platform
that will be open to all producers, so
that they could create their own E labels.
I hope it will be launched at the end of
March. In one click, you will have an
accurate code you will be able to put on
your label.
Moving on to the next big topic. The
World Health Organization will soon publish
its roadmap, called Framework For Action
to Strengthen Implementation of the World
Health Organization, European Action Plan
to Reduce the Harmful use of Alcohol. We
already know that they are going to include
four main priorities. Priority one will be
alcohol pricing; they will surely strongly
recommend a minimum unit pricing for all
the member states in Europe. The second one
is alcohol availability. They are saying that,
there are still 20% of member states in Europe
where alcohol is available to minors and they
would like this to change. And not only restrict
alcohol availability in the vicinity of schools,
but also in the vicinity of subway stops, train
stations, and other places with very high flow
of people, and sports events as well.
Then we’ve got a priority around alcohol
marketing with that big question of: what
does constant supervision means when they
refer to online marketing, and online sales of
alcohol, can you really constantly supervise
alcohol sales? And the last one is reducing
the negative consequences of drinking and

alcohol intoxication.
Which are most likely to be adopted by
member states?
Professor Monika Christmann: That’s a
very tough question, to be honest. When
you look back 20 years or 25 years ago,
and something similar started for tobacco,
nobody saw that it’s going to a direction
where not so many people are smoking
anymore, because at that time, it was
quite common that nearly everybody was
smoking. And here we are years later,
and the total use or the consumption
of tobacco has really gone down. For
alcohol, it’s a little bit of a different story
here because we very often say “alcohol”,
but we don’t see the difference between
the different alcoholic beverages. And
as Ignacio, mentioned before, when we
did the calculation, for example, on the
calorie content of a drink, it was very hard
to determine what is a drink. Is it a 100
millilitres? The wine people said, “Okay,
we can live with that.” The people from
the distilled beverages said, “A hundred
millilitres? Come on.”

When you look back 20 years
or 25 years ago, and something
similar started for tobacco,
nobody saw that it’s going to
a direction where not so many
people are smoking anymore,
because at that time, it was quite
common that nearly everybody
was smoking. And here we are
years later, and the total use or
the consumption of tobacco has
really gone down.
PROFESSOR MONIKA CHRISTMANN

We see that there is a very strong
movement from the WHO against alcohol
consumption in general. And we also see
that different areas of the world have very
different understanding of what is alcohol
and alcohol consumption. When you go
to Scandinavia, for example, every little
drop of alcohol seems to be dangerous,
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while in the southern areas of Europe,
it’s part of daily life. It’s really a question
of how you are interacting with alcohol
or with wine, in general. And I think we
cannot really just say wine is alcohol.
Wine is more than that.
Dr Ignacio Sánchez Recarte: We are
under attack. And we are at the critical
moment. We may survive with new rules
on labelling, on the harvest year, new
rules on processing aids, new rules on
planting authorizations, whatever, but the
disruption that these anti-alcohol forces
are leading are just dramatic. These
policies are there to limit contact with the
alcoholic beverage. They are not there
to control that people does not misused
alcohol, they are there to limit the per
capita consumption.
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Professor Monika Christmann: So far
we’ve only talked about the negative
aspects, but we already see there is a
tremendous change on the production
side. I did my PhD thesis on alcoholfree wines, and I was nearly shot for
that because it shouldn’t be called wine.
Forget it. But now, here we are years later
and it’s a big thing.
When the market needs wines with
lower alcohol levels, then we have to
produce that. There’s a very strong
demand for these products. We are
already reacting.
For many years, we’ve been selecting
yeast with very high alcohol outcome.
Now we are trying to find yeast which
produce lower levels of alcohol.
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CHAPTER THREE

The New Digital
Reality
History will probably know 2020 as “the year of COVID”. But for the people who
lived through it, it was very much “the year of Zoom”. As everyone scrambled to learn
about the importance of the mute button and ring lighting, new phrases entered the
lexicon, such as “Zoom fatigue”.
It was emblematic of the rapid shift towards digital. Although it was long overdue, it
was a shock when it happened, bringing new behaviours and social norms in its wake.
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Elizabeth Linder
The Future of Digital Conversations

Elizabeth Linder has never held a position with an existing job description, but has
always believed in the power of conversations and their crucial role in shaping the
current and future world. For eight years to 2016 she worked at Facebook, where she
founded and built the politics and government division for the Europe, Middle East and
Africa region. Elizabeth worked with leaders at the head of state, royal households or
parliamentarians in more than 40 countries to develop new rules of conversation and
engagement of social platforms.
Elizabeth now heads Beautiful Destination, a global agency working with Ministers
of Tourism around the world in order to build meaningful tourism experiences. Born
and raised in California, she is also a fine wine enthusiast and holds a WSET Level three
qualification.
This interview was first published on April 15th, 2020.
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We basically live on Zoom: How different
is a conversation when there’s a technology
filter? Because we all see that it’s very useful
for connecting, doing business as usual, but
is it good enough for building trust with
someone that you don’t know, for building
intimacy?
Pre the COVID-19 crisis, everyone
would compare a conversation by a video
conference – like the discussion you and
I are having now – to sitting together,
enjoying a glass of wine or sitting together
at a coffee shop. And so you’re comparing
the digital world to an offline world. The
digital sides of the conversation have felt
as though they somewhat fall flat of the
real deal, of that real opportunity to sit in
front of somebody and see the nuances
in their expressions.
But what’s totally different now
is we are not comparing our digital
conversations to an offline social world.
We’re comparing our digital conversations
to an offline isolated world. And I think
that has created a huge blossoming of
life, and authenticity, and excitement into
the digital space because all of a sudden,
you’re going from being entirely alone or
confined to the people who live within
your household, to being surrounded by
friends, and family and colleagues.
I think this is a huge moment for digital
communications. I think it reminds us how
easy it can be to connect to people from
all over the world. All of a sudden, those
conversations are getting so much more
meaningful because they’re our only
choice. And I think that has humanized
these technologies.
Do you see us going straight back to
physical meetings when we can travel?
We all know that nothing really replaces
in-person human connections, whether
that’s business or personal. I think the

moment that these travel restrictions
lift, we are going to want to spend time
with our families. We are going to want
to spend time with our colleagues. We
are going to want to go somewhere
that we’ve been longing to spend time
this summer physically and get traveling
again. But I think layered within that, some
of the new habits we’ve adopted are
actually wonderful ones that we probably
can and should retain. On a personal
level, for example, I’ve lived in London for
nine years. As a result of this current crisis,
I have started enjoying weekend dinner
parties with my family in California.
And I sit there and I think, gosh, I’ve
lived here for nine years. Why has it never
occurred to me that we could spend a
Saturday together? Lunchtime for them
is dinner time for me. Last Saturday, we
all bought exactly the same wine, so we
were essentially sharing the same bottle
of wine together. It’s incredibly fun. And I
actually hope that in a post COVID world,
we continue with some of these traditions
because I think some of this is actually
encouraging us to think differently
about how we bring the technology we
have access to into our lives in a more
constructive way.
Just a few days ago, everyone who’s
in the network of Berry Brothers & Rudd
here in London, London’s oldest wine
merchant got an email that said, ‘we’re
very sorry, Londoners, but we have to
momentarily stop delivery because you
have overwhelmed our systems. As soon
as we can get caught up to speed again,
we will get you everything that you’re
looking for’. Wine sales have absolutely
skyrocketed through this. And so many
of the conversations that we’re having
globally with family, and friends and
alumni networks are taking place over

a shared a glass of wine, even though
we’re having those conversations via
video conference.
And what we have to remember is
some of those events are actually not
replacing something that would otherwise
exist. They’re entirely new.

What we have to remember is
some of those events are actually
not replacing something that
would otherwise exist. They’re
entirely new.
ELIZABETH LINDER

When you were at Facebook, you started
the conversation with world leaders and
politicians around the world in 2011, if I’m
correct. Nearly 10 years ago. But if you look
at the global picture, the wine world is still
reluctant to connect and to engage directly
to consumers and fine wine world in total
transparency. Why do you think it is?
It was true in the world of policy and
politics and government back in those
earlier Facebook days. The challenge
was not just getting a press conference
online. The challenge was how do you
encourage a leader to just talk to people
and to humanize yourself with people.
And I think it’s especially hard for the fine
wine industry, given that programmatically,
the mindset in the fine wine world is all
about human interaction and it’s about
connecting to the terroir.
But I think there is a lot of scope now
for the industry to think about how that
opens up our opportunity to learn from
even more people. So for example, if
you’re looking to learn from a certain
region in the world, you might historically
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only bring in the top wine maker, because
it really only makes sense to fly out one
person.
Well, now if you’re actually hosting an
event with people through video, you
might have a whole spectrum of people.
I think a really great example of this
comes from the world of politics. So
many leaders have emerged from the
woodwork on digital and social media
to connect to people in a way that we
wanted to for such a long time. A great
example would be Jacinda Ardern in New
Zealand. If you look at her social media
channels, she has the very formal live
broadcast on the social media channels,
where everyone is in the proverbial suit
and tie, delivering the formal government
briefing. Then there’s Saturday morning,
hair in a ponytail, running around after
a young child, managing home life and
work life in such a relatable way. And just
spending some time answering people’s
individual questions.
The laws of conversations have changed.
Before, the leader in any industry had to
have that mysterious ‘I’m just here to give
you direction and I’m almost a super human’.
And now the law of conversation is to make
yourself accessible, relate to people.
Yeah, it’s a great leveller in a way,
because what you see is, everyone is
balancing a personal life and a professional
life. And whether you’re the most senior
executive or the most junior employee,
all of a sudden, those barriers have had
to come down because everything we’re
doing is taking place at home. And so, if
you are on your own and you’ve got kids
running in and out of your living room, that
used to be an internet sensation moment
with that famous BBC interview. Now, it’s
everyday life, and everyone gets it, and
everyone understands.
I think that out of this, we’re all going
to come back to our workplaces having
a much deeper understanding of what it
means to be the human professional.

I think that out of this, we’re
all going to come back to our
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workplaces having a much deeper
understanding of what it means
to be the human professional.

of Tourism right now, there’s a lot of
opportunities to think about how it is that
they re-introduce the process of learning
and curiosity into the traveller’s mindset,
ELIZABETH LINDER
because that really is how we get the
most of exploring the world.
And it’s also how you get more sustainable,
Historically, often businesses have
been run out of the home. I haven’t in a way, because if everyone’s got the same
studied this in great detail, but I think your checklist, you have them with problems in
typical medieval store would be on the Venice and the Instagram log and everyone
ground floor and then the family would that goes to the same place for everything.
Whereas if you cultivate that curiosity,
live upstairs.
And this concept of going to an office everyone’s got a different perspective on how
creates the, quote, perfect environment they want to travel. And that’s also something
for professional life, but at the same that resonates for fine wine, because of course
time, there’s something deeply inhuman we are heavily reliant on tourism and on
about it because it does mean then that people traveling.
Exactly, exactly. And how you even
your home life is getting taken care of by
somebody else, a spouse, or a partner, prepare for the trip. I think what a lot of
or a nanny, or schools, or whatever that people are doing right now are thinking
is. And so, this has really placed, I think, very carefully, where am I going to go as
a pause button on our way of thinking soon as I’m allowed to go again, but what
about our personal and professional lives will I do when I get there? What do I want
to see? What do I want to soak in? What
that’s probably very healthy.
You moved from Facebook and working do I want to appreciate?
And wineries are dreaming more about
with politicians to creating your own company.
Now you work in the tourism industry, which welcoming customers than they even were
is, of course, one of the industries which is before. So they can also think the other way
affected the most by the crisis. Do you want to and the way backwards in what really they
elaborate a bit on this and what you are facing would like to prepare when the clients come
again and are allowed to visit again.
right now?
The tourism industry has a very long
Absolutely. Well, this is a seminal
moment for the tourism industry. The history of facing a crisis moment where
level of impact on jobs, on people’s lives, people have stopped traveling. An
is that perhaps we gotten ourselves a earthquake, a hurricane, some political
little bit away from what the opportunity unrest, terrorist attack, all of those events
to travel and what tourism actually should do impact the tourism industry. But the
be, which is a process of discovery.
message historically has always been
It is a renewed perspective. It is the same: Come now, support us, spend
learning. You never come back from a trip money in our country to help get our
the same as when you departed, because businesses back on track. This crisis
you’ve always encountered something is such a different one because in a
new. Travel shouldn’t be about a checklist pandemic scenario, and in a global health
of ticking the boxes of what you’ve seen crisis scenario, the best message that
and going through that mental process. everybody can give is, stay home, stay
It actually should be something that’s so away, don’t come right now. This is not a
much richer than that.
good time to come.
There was a wonderful article recently
But it is a good time for so many other
in the weekend Financial Times by Alain things. And I think that’s the point for any
de Botton talking about the relationship industry executive: what do you want to
between the curious mind and the art encourage your patrons to be thinking
of travel. And I think that for a Minister about right now, or learning right now,

so that when they can come again, they
get something completely different and
even more of a rich experience out of that
journey?

a lot of people are not. A lot of people
are suffering economically and financially,
and in terms of their health. But if you do
have a head space at the moment: What
do I want to be when I come back to the
real world?
That’s the point for any industry
I hope that we retain looking in each
other’s eyes even as strangers and seeing
executive: what do you want
delight rather than fear. And I think it will
to encourage your patrons to
take a while for us to work through that
be thinking about right now,
process because there is a sense at a
or learning right now, so that
grocery store right now of being afraid of
our fellow citizens. But I think in terms of
when they can come again,
our re-entry to “life as normal”, I hope we
they get something completely
retain the lovely playing field that we’ve
different and even more of a rich gotten through humanizing ourselves
experience out of that journey?
through discussions like this one, home
ELIZABETH LINDER
to home, family to family.
I hope that we retain some element
of that humanity that comes when
But if you had to fight for three things, everything we do, whether it’s just talking
three sacred cows that are pre-everything, to our friends and family or our business
pre-crisis, what would it be? Some stuff that and professional lives, that it’s living room
we really need to save from the world from to living room, home to home. I also hope
before?
that we retain through this the outpouring
I would like to reframe my three sacred of imagination and creativity that I am
cows so to speak. Who do we want to seeing across digital and social media
be as societies and as individuals and platforms. It is everything we always
as businesses that’s better than what wanted it to be in those early days at
we were before? How can we challenge YouTube and Facebook. It’s how do you
ourselves to really use this moment – if create platforms such that people can
you’re healthy enough and able to, and exercise the best, most creative, most

imaginative version of themselves. And it
doesn’t matter how well trained of a singer
you are or what background you have or
what credentials you have. You can use
this medium to connect to people.

I hope we retain the lovely
playing field that we’ve gotten
through humanizing ourselves
through discussions like this one,
home to home, family to family
[…]. I also hope that we retain
through this the outpouring of
imagination and creativity that
I am seeing across digital and
social media platforms.
ELIZABETH LINDER
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Tim Angelillo
The Rise of the Non-Premise

Tim Angelillo is the founder and CEO of Sourced Craft Cocktails, the largest craft
cocktail delivery company in the USA. Tim has had an illustrious career in experience
marketing, beginning at Sports Illustrated in the 1990s. He went on to work for such
companies as Yahoo! And advertising agency R&R Partners before he founded Sourced
Craft Cocktails. He spoke to ARENI about navigating America’s three-tier distribution
system and building an experiential business.
This interview was first published on April 7th, 2021.
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Tim, thank you so much for being with us
today. You are based in the USA and before I
dive deep into your business model, the US
has got a very particular distribution model.
There are always intermediaries needed to
enter the US market and to reach the final
consumer.
What you’ve just outlined is what we in
the US refer to as the ‘three-tier system’. It
really is based on history, so I’ll just give
a little context about why the distribution
model hasn’t innovated in 88 years. It
really comes down to the three-tier
system, which was founded on December
5th, 1933. It’s the 21st amendment to the
United States constitution. So that’s what
we are regulated by. And you have to
remember when you think about 1933
in the United States, that the Great
Depression, the worst economic decline
that this country has ever experienced
was at its height. It was literally the worst
of the worst of the worst, because it had
50 million Americans who were on a
bread line, which meant they had no job
and they were food insecure.
The way that the US government
decided to get itself out of the Great
Depression is what we refer to as the
New Deal. The president at the time,
Franklin Delano Roosevelt, had this big
plan about putting Americans back to
work. The government itself was going
to act as the employer, since the private
markets were all in such bad shape.
What ended up having to happen was
the government needed tax revenue to
pay for these public works plans, right?
Building roads, building tunnels, building
highways, building bridges. That’s what
the New Deal was really about. And like
all of us who have ever funded a payroll,

you got to have money to run payroll.
And so, what the government did was
say, “OK, what are we not taxing today that
we could tax?” That’s where the government
looked at the alcohol industry, which they had
made illegal 14 years prior and said, “Oh right,
we’re going to make it legal again, but we’re
going to make it pay”. And so that’s why they
set the three-tier system up.
And so that doesn’t really work with
how we live today.
We invented what we call the “nonpremise”. And the reason that we invented
it was, this is the 21st century, and I have a
remote control to life, and it is my iPhone
or Android device. It gets me absolutely
everything, right. It will get me any food. It
gets me my paper towels, Amazon, right?
Like my phone is the interface to which
I get everything conveniently delivered,
which means I don’t have to go to a
physical location anymore to get it. And
that’s really what Sourced built, what we
call the non-premise.
We’re built to deliver the bottle, as well
as all of the other components for a fullycurated craft cocktail from your phone
directly to your home or your office, both
of which are non-premise, meaning your
office building is also unlicensed. It’s not a
bar, it’s not a liquor store. So legally we’re
able to deliver the alcohol as well as all
the other components so that you can
have an elevated experience that meets
the moment.
How is it even legal?
I had worked in each of the three
tiers, so I knew a lot about the regulatory
environment.
Because I knew a lot about the threetier system, I knew a lot of the state
regulatory boards. We sat down and

said, “OK, we’re going to partner with
off-premise retailers, liquor stores, and
they are going to list their inventory, their
bottles of spirits and wine and beer on
our e-commerce platform, and we’re
going to act as the marketing agent.”
We’re going just like the wine industry
does in California, right? The company
that actually runs a winery’s website that
sells cases of wine to be shipped is not
in almost every instance, the winery itself.
They know how to produce fabulous
wine. They do not know how to run an
e-commerce platform.
And we went through a process with
each state, one by one, describing how
that process would apply in distilled
spirits and why it would be legal under
those interpretations. Over the last five
years, we’ve delivered over 10 million
craft cocktails.
You just add the final step, which is linking
the retailer, the licensed one, to consumers. So,
you’re just extending the radius at which the
alcohol is delivered.
We’re looking to make it an elevated,
very premium experience because our
consumer is not a 25-year-old who’s
looking for a bottle of vodka with Red Bull.
Our audience is a little bit older, 30-to-45
years old. They want the end product,
which is the cocktail, not just the raw
ingredient, which is just the spirit.
If I’m an individual ordering a cocktail in
New York, how, how long would it take for the
cocktail kit to be delivered at my door?
This is the easiest phrase to say, and it’s
probably the hardest thing I’ve ever done
in my career, which is we own the last one
mile. We own the delivery mechanism
itself. We built our own tech stack, our
own logistics software. Everything about it
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is our own platform and, as a result of that,
you can order in New York city at 2:00 PM
and have it delivered that day between
four and eight, with everything. The
cocktail, fresh ingredients, the glassware,
etc.
Everybody is working remote, meaning
they’re working from home. We deliver a
cocktail kit with all the ingredients all the
way down to the non-premise unlicensed
front door of the employee’s house. And
then everyone gets on a video platform
like Zoom. And we actually do a cocktail
demonstration, how to make the cocktail,
history of the cocktail and, my favourite,
cocktail trivia. We’re essentially creating
a real cocktail. And it’s the same cocktail
that everyone is having at the same
moment.

It’s a digital environment, so that
digital shelf space will change.
We’ll show you a cocktail kit
based on physically where you are.
Part of what we’re doing is using
the benefits of digital technology
to curate what is available based
on your IP device, on where you’re
physically logging in.
TIM ANGELILLO

The timing is perfect for
Fine Wine with the millennial
consumer. And there’s two
reasons for that. Number one
is, the millennial is now 40 years
of age. And number two is the
millennial now owns a home.
This idea that the millennial is
this kid who rents an apartment
and lives this very disposable life
cycle, has been changed by the
pandemic.

Where does wine fits in all of this?
I love wine, and really appreciate the TIM ANGELILLO
wine industry for the craftsmanship. We
have three different opportunities in wine.
Number one is, it’s always an add on. So,
There was a lot of flight out of the urban
in our cocktail kit, we’ve added a bottle of markets. There was a big interest in home
red wine because we found through our ownership because the mortgage rate is
Even after the pandemic
data that consumers are going to drink so crazy. And so, you’ve seen this huge
the cocktails before Easter Sunday dinner, uptick in home purchase, a lot of which is
companies aren’t going to bring
and
then they’re going to have wine with first-time home purchase of the millennials.
everyone back to the office five
the dinner, right.
They’re 40 years of age, and they’re in
days a week, nine-to-five. That
The second sort of relationship we the peak of their earning, meaning they
day is gone and it’s never coming have with wine is that we’re actually have the disposable income to afford that
back and so this is a way to create going to actively explore a very elevated product level. Number two, they’re now in
education experience.
a life phase that gives them a time and
a shared experience. We’re all
We’re not trying to replace the on- a place to be interested in exploring this,
having the same real cocktail
premise experience. Not at all. We’re because they’re not going out five nights
at the same exact time, but do
trying to make the non-premise a week to a nightclub anymore,
experience a more comfortable one for
Would you have any advice for all those,
so while we’re all still remote the
the
consumer
because
they’re
more
you
know, winemakers and producers that
other way.
educated and they’re competent in what want to enter the digital space?
TIM ANGELILLO
they’re ordering. We’re going to do the
I’ll give two suggestions. The first
same thing with wine, which is create a one is just a really important reminder:
And how do you get the fresh lemon, very elevated experience where there is storytelling. We tell this very specific and
whether you’re in Austin, in New York or in no cocktail. It is just a wine pairing where unique story when the consumer comes
San Francisco, regardless of the season? How we’ll partner with a wine brand and we’ll to our vineyard and it’s magical. And what
can you make sure that this bottle of gin or let them educate our clients about the happens when we tell that story is that
this bottle of tequila is going to be the same, nuance from the wine.
becomes a lifelong consumer, that we
whether I’m in New York or in San Francisco?
can build our business around. And I think
We definitely have local craft brands.
in the digital space, we often forget the
It’s a digital environment, so that digital
absolute, utter importance of being good
shelf space will change. We’ll show you a
storytellers.
cocktail kit based on physically where you
And then the second thing I’m going
are. Part of what we’re doing is using the
to decide is how am I going to tell my
benefits of digital technology to curate
story based on KPIs [Key Performance
Indicators] and what I think we often
what is available based on your IP device,
forget.
on where you’re physically logging in.
Start with step one, which is what is
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my core objective? Do I want to just get
awareness or do I want to get conversion?
Then the third and final thing I would
do is pick your partner, right? Based on
my audience and my KPI objective, am I
picking Pinterest? Am I picking Google?
Or am I picking Facebook, right? Or
depending on exactly where you are
and what you’re trying to accomplish,
you could pick Amazon, right? Those are
really your four big platforms that you
want to decide around.
How do you manage the responsibility
towards the consumer’s health?
Number one, we have a great
benefit in that in our B2C channel; we’re
delivering it to people’s homes, meaning
they’re not driving anywhere. Number
two, we actually won’t offer a larger

cocktail size then a 375ml bottle. No
matter how much Google or Facebook
or Snapchat or Netflix or MetLife want
to spend with us, we won’t sell them
more than the equivalent of six cocktails
in a bottle. We don’t want to encourage
over-consumption because we view it as
immoral. And it’s a bad business decision.
There is always a responsibility
message going and what we put in the
cocktail kits is hydration. We put water.
We never charge the client for it. And the
reason that we’re doing it is that we’re
educating the importance of hydration
and not over consumption, because the
way we describe it to the consumer is if
you have a headache the next day, that is
your body telling you that it’s thirsty.
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CHAPTER FOUR

Where Next For
Hospitality?
While wineries and consultants were busy opening online stores and running
Instagram tastings, one sector of the wine trade found itself in deep trouble: the on
trade. Wine bars, restaurants and hotels all closed, leaving inventories of wine unsold
and skilled staff unemployed.
How did people cope? And what comes after COVID?
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Marc Almert
The Future of Hospitality and its
Leadership

German-born Marc Almert was named the Best Sommelier in the World at the
Association de la Sommellerie Internationale (ASI) championships in 2019. Originally
from Cologne, the 28-year-old is currently the Head Sommelier at luxury hotel Baur
au Lac in Zurich, Switzerland. He spoke to ARENI Global about being a sommelier in
lockdown and about the distinction between service and hospitality.
This conversation happened on July 10th, 2020.
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What is the difference between service and
Can hospitality, versus service skills, be
hospitality?
learned?
For me, hospitality can never happen
It can be learned. The first thing I
without service, but service can happen learned when I started working in hotels is
without hospitality. Service is usually a paid that it’s important to think about who your
transaction. You book a flight and you sit guest is and who he is in that moment. He
in the plane and you’re going somewhere, may be someone who comes four times
but it does not include hospitality, which a week with his colleagues, who wants a
is the ‘hello, how are you?’. Service only discreet service. But he might come back
delivers a predictable action or product, for his wedding anniversary and want
whereas hospitality is creating a whole a more attentive service. It’s the same
effect around it and gives the sense of customer, from two completely different
being welcomed from the heart.
angles. I always think through what my is
How does the luxury fine wine experience customer experiencing.
differ from the mass market experience?
What are some failures of hospitality?
The most crucial difference is the place
There are two examples where
where the bottle is drunk. In the mass hospitality often doesn’t work. You go
market, it’s a bottle you buy from the to a winery and taste a Fine Wine, and
supermarket. You take it home and you then you wash your hands and the soap
pop it open, maybe on your own, maybe is really strong in scent. It prevents you
with your spouse and you enjoy it with the tasting anything for the next 15 minutes.
food you enjoy at home.
That shows that no one has gone through
With fine wine, it’s always part of a the process of being a guest in their own
special occasion. I imagine most people winery. It’s the same when distributors
won’t be opening a Haut-Brion on their call sommeliers at 1:00 pm during lunch
own, and it’s the same when they come service or pop in during the dinner service.
to a great restaurant with a great chef and They have not thought about the needs of
enjoy the dining experience.
the sommelier.
You can’t be everywhere at once. How do
you ensure that your staff maintain standards
That’s the difference with fine
at all times?
The most important thing is sharing
wine – it’s always linked to a
knowledge, especially in Europe, where
community experience and a
you only have one to three sommeliers in
sensory experience on several
big hotels and restaurants you, unlike in
levels and it can only happen
America where restaurants are blessed
with a whole team of sommeliers. It’s very
where someone has thought
important to share the knowledge you
about the experience, whether
have. If you visit a wine region, do a recap
it’s at home or at a great
to your staff. Very often our customers are
establishment.
generous and leave us some amazing
MARC ALMERT
wines, and that’s something that the team
really enjoys. If you explain a little bit
about the appellation, the grape, you get

them excited and emotionally involved.
Lead by example, share the knowledge
and highlight when a member of staff did
a great job on a tricky table. At the same
time, be critical in a positive way: “why
didn’t this work out?” and “what would
have been other possible responses we
can try in future?”.
Be realistic that not everybody will
remember everything. I make small
colourful notes that will fit into a jacket
pocket, so somebody who has come back
from holidays and has maybe forgotten
things can quickly look up what are the
grapes, what glass do I need.
Are you always aware of the person who
comes in with a fancy watch who might spend
more?
It’s completely outdated to go by the
fancy watch or fancy suit. Of course, it’s
natural to scan the person, but it should
never be your focus and it’s important to
treat every guest with the same awareness
and attention. More often than not, those
that have those fancy watches stay in
this kind of hotel every day and are used
to that kind of service. They get it 200
days a year, and might even be annoyed
about it. The couple who has spent the
year saving up for their first wedding
anniversary will be super happy if you give
them a great experience and recommend
a very affordable bottle of wine. They will
spread the word and maybe come for
their wedding anniversaries for the next
40 years. It’s very important not to be
prejudiced, especially with international
hospitality. You never really know who
the guests are in front of you and what
their needs are. The best way to find out
is by listening and asking open questions
and that way you get a better idea of the
customer than what kind of watch he’s
wearing.
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Do you think there’s a difference between
the sommelier culture of the USA and Europe?
Fundamentally there is a very big
difference, starting with sheer numbers.
Let’s first look at this from the employer
perspective. If you have hotels and
restaurants, why hire a sommelier? A
good sommelier will pay for himself by
decreasing buying costs and so on, and
luckily in America that’s understood. Here
in Europe we still have a lot of ‘slash’
positions. What I mean by that is, “oh yes,
that’s our restaurant manager/sommelier”.
I think that’s not the way to do it because
to be a great restaurant manager or
sommelier is a full time job.
Thanks to movies like Somm and
Uncorked and the many articles that
came in their wake, there is a clearer
understanding of what a sommelier is. It’s
great that there is that esteem, because
it means more people will be interested
in the job. But it comes with a downside.
When a service profession, which is
about putting your guest first, is put in
the spotlight, it can lead some people to
misunderstand their position and say, “OK,
it’s all about me now”.

When a service profession, which
is about putting your guest first,
is put in the spotlight, it can lead
some people to misunderstand
their position and say, “OK, it’s
all about me now”.
MARC ALMERT

It’s even more dangerous if the
sommelier only buys wines that he and his
peers like. It’s something we’re seeing in
many capitals around the world, this shift
to the sommelier-centric wine list rather
than a customer-focused wine list. We’ve
gone from when sommeliers used to be
condescending to an immersive culture
where the guests trust the sommelier and
now we’re moving slightly back.
What is your philosophy about building a
wine list?
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This [Baur au Lac] wine list has been
built in 176 years, so it’s nothing you
change in four years. Zurich is a very
interesting fine wine market. Here,
Bordeaux is still the big thing. Once you
understand your customers’ palate then
you can say, if they like this Bordeaux,
maybe they will like this Bordeaux blend
from Romania which you can put in a wine
pairing flight.
Describe the current situation at Baur au
Lac and the role of the sommelier there.
Baur au Lac is one of the few hotels
that has stayed open the entire year and
we are slowly coming back to business
on the restaurant front. We are trying
new things; for the past four weeks, we
have had an open air cinema in our park,
where we usually hold weddings. During
lockdown I was holding virtual wine
tastings. Yesterday I did a wine training for
an on trade customer of our wine shops.
We’re trying to do the best we can in any
position that is possible.
I think there’s a misconception of a
sommelier being just a wine guy, but it’s
important to understand that sommeliers
work with all beverages – juices, teas,
coffees, cigars and cheese trolleys. It’s also
important to speak about management
part. We’re also there to make sure
the beverage program is working in a
profitable way, that we’re maintaining
good connections with our suppliers and
wineries, and that everybody is trained
well.
How has sommelier culture maintained its
human connection during the pandemic?
On the last day [before lockdown in
Zurich], we got together with the food
and beverage staff and said what can
we do for the poor fellows who will be
locked up in their rooms for the next one,
two, three months. We set up a Zoom
training program of two to three sessions
a day for just over nine weeks. The staff
stayed connected. What was fascinating
was to see how the sommelier culture
joined together across borders and set
up seminars, tastings. We saw a lot of
great initiatives and it proved we’re a very
connected world.

What’s next for restaurants
and wine lists?

The statistics are grim. At the end of 2020, when the media began tallying casualties,
it was clear that the USA had lost about 110,0002 restaurants —in other words, 17% of
the country’s restaurants were gone, with thousands more teetering on the edge.
By the start of New Year, there were 660,000 job losses in hospitality in the UK3, with
many restaurants saying they were worried about bankruptcy.
In the EU things looked slightly better, but mostly because European governments
kept restaurants and workers afloat with massive subsidies. But once the subsidies are
over, experts believe4 a wave of closures are on their way.
What does this mean for the wine list? The on-trade accounts for 30% of total
European wine sales—and represent 50% of all wine value. Just as significantly, what
does it mean for sommeliers? What role will they play in the post-pandemic world?
On March 2nd, 2021, ARENI convened a round table of experts and asked James
Tidwell MS, the founder of TEXSOM to co-moderate.
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Taking care of cash flow

Jon Pepper MW, managing director watch what happens in those global
Post-pandemic restaurant life will likely of Tenute del Mondo, an ultra-premium markets that recover first, “and take the
look very different to the pre-pandemic wine group, agreed this was a very learnings and translate them into local
hospitality world. Restaurants will probably strong possibility. “When the world came markets”.
carry less inventory once they open, said out of the First World War, it sparked the
On the distributor side, the trade needs
Laurent Plantier, the co-founder of Alain Roaring Twenties,” he said. “There was to be able to offer smaller deliveries at a
Ducasse Paris and partner in French this huge explosion and celebration faster pace, while being flexible about
Food Capital, France. “I believe it will be a around the world.” He believes, he said, credit terms. “I also think distributors can
shorter menu, a shorter wine list, and less that a combination of 20th century-style add value by recognising that restaurants
inventory,” he said. “It’s the way they can hedonism and 21st century consumption are going to be short-staffed as people
adapt and still make money.”
patterns will ignite a boom. “The real come off furlough,” said Pepper.
He also said there are probably two challenge for restaurants, for the on-trade
Another consideration is that corporate
kinds of consumers who will return to and for the trade suppliers, is going to be entertaining may not come back for a
restaurants, post-pandemic. The first how to cope with the unpredictability of while, if at all.
will want to eat more consciously and that.”
“That’s very situational,” said Ray Isle,
sustainably. “Plant-based, less waste,
For him, the key is flexibility. “In the New York-based editor of Food &
sustainable,” he said. The second terms of distributors’ offers, I think there Wine magazine. “In the financial district
group are those who did well out of will definitely be a focus on value. I say in Manhattan, there’s no one here. The
the pandemic, either because their ‘value’ rather than cost, because I think buildings are empty, and there’s a sense
businesses prospered, or because they consumers will want to spend money, but that the large financial companies aren’t
could save money. This group will want to they will be cautious after a period of not going to bring people back to the offices.
celebrate. “It may be a bubble—a financial going out.” After all, people were ordering That has a direct impact on restaurants in
bubble, increasing the value of Bitcoin wine online during the pandemic, and this neighbourhood.”
and increasing the value of contemporary now have a very strong sense of the
art,” said Plantier. Restaurants which want value of a bottle of wine—and they may
to cater to this group will need to offer no longer be willing to pay for restaurant
experience-focused, lavish and highly mark-ups.
creative offerings.
His advice is that everybody should

ARENI Insight Series Polls. N = 160. Results expressed in number of votes.
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Speaking of people…

working on ways to produce menus that
Re-opening restaurants may not go as arrive in perfect condition, which opens
smoothly as expected—restaurateurs may an opportunity for wine. After all, the kind
have an unexpected staffing problem.
of customers willing to order a 10-course
Many highly sought-after sommeliers meal will want the wines to match, or
have used the pandemic to find other even small servings to match each
ways to connect with customers, through course. “I would expect someone giving
doing Zoom tastings for private clients me online entertainment like introducing
or other avenues, and some have found the wine to me,” said Leuschner, adding
their earnings have increased. Other staff that such experiences were already in
will have spent the year rediscovering development.
what it means to have evenings free, or
Sommelier
Tinashe
Nyamudoka,
to spend time with family, and may not founder of Kumusha Wines in South
want to return to the hectic pace that’s Africa, added that dark kitchens will make
typical of restaurants. In other cases, ex- fine dining affordable to more people,
pat sommeliers who were immersing once restaurants can prepare it without
themselves in the opportunities available their normal overheads.
in big metropolitan cities may have
Antoine Abou-Samra had a less
returned home.
utopian view. The founder of the multiAs Isle said, “There’s a story about media production house Table for Two
a somm in Philadelphia who’s now in Lebanon, he pointed out that the
managing a bicycle store. Does he go restaurant “is a social place. The whole
back to being a sommelier?”
purpose of the restaurant is to see other
For some restaurants, the answer to people and to socialise,” he said. “If
the staffing problem may be to abandon everything is just going to end up being
covers, tables, service and sommeliers screens and people on a call, and food at
altogether.
your door, that would be sad.”
He thinks restaurants will remain
physically important places, but says that
The rise of the dark kitchen
“the relationship with ingredients, food
“Dark kitchen, cloud kitchen, virtual and cooking is more important than it
kitchen—there
are
many
names,” used to be. People are much more aware
said Stephan Leuschner, director of of the importance of the produce, and
international key accounts for the Swiss understand their selection has an impact
company Rational. “In the end, it’s all the on the environment.”
same. It’s a kitchen made for delivery
Abou-Samra explained that the financial
purposes only.”
crash in Lebanon had economically ruined
Leuschner said that the pandemic had a large section of the population and that,
accelerated the rise of dark kitchens, as plus the new awareness of sustainability,
the demand for food deliveries exploded. had led to a rise in people buying and
“We can expect that approximately 10% of growing local produce, and rediscovering
food eaten worldwide is delivery food,” local cuisine—and he believes this is a
he said. “The prediction is that by about foreshadowing of a trend that will become
2030, up to 30% of any dollar spent on widespread.
food will come from delivery.”
He said that dark kitchens are moving
to be able to produce Michelin-quality A two-track system ahead
As in other sectors, the pandemic
delivery food; at the moment, there are
still some limitations—things get cold as has accelerated underlying trends, from
they’re being whizzed through the street digitalisation to an even greater focus on
and re-heating in a microwave damages sustainability and social equity. It has also
the preparation. High-end platforms are split economic life in two, with one group

of people earning more and saving more
during the pandemic, while another has
suffered hardship and unemployment.
Remote working and the new embrace
of digital life will mean more delivery
services offering better choices, with
a side order of digital education and
entertainment. The wealthy will probably
jump at the chance to eat fine, chefprepared food while watching Netflix.
When they return to physical restaurants,
they will also want spectacle and
luxury conjured from ethically-sourced
ingredients, and preferably served by
properly paid staff. Yet they will also
demand good value wines, like the ones
they’ve been ordering online.
Restaurant owners, with fewer
corporate customers and the memory of
very recent hard times seared into their
minds, will want fewer wines and less
money bound up in stock. Their staff will
also have bad memories of what it was
like to be unemployed or furloughed for a
long period, so may look for work outside
the sector.
How will these circles be squared? For
a long time, restaurants have been lowmargin venues that rely on staff willing to
work long hours for moderate pay. Clearly,
a major shake-up is coming.
Restaurant dining will never go away,
but it is on the cusp of transformation,
and wine needs to be prepared to
offer better wines for the same price,
and smaller orders. While there will
be new opportunities on the horizon,
wineries would also be well advised to
keep building their direct-to-consumer
capacities.
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CHAPTER FIVE

Education,
Training & Legacy
Wine is more than a beverage to be sold. It’s an intricate product that takes a lifetime
to understand – and many lifetimes to shape the places where it’s produced. Given
this, what’s the best way to train people professionally? How can the immensity of
hospitality, wine knowledge and wine history be condensed and taught? And what’s
the best way to pass on a legacy, from one generation to the next?
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Positive Change, One Step at a Time:
Five Ways to Become an Effective Mentor

The world of wine is not just complex, it can be baffling and difficult to enter. There
are many and diverse barriers to entry – recent weeks have shown just how high those
barriers remain. Given this, how can we share knowledge and the access to the people,
places and wines needed to build a career?
ARENI Global convened a group of experts involved in wine education and formal
and informal mentorship programmes to explore the issues. Here’s a summary of the
discussion.
This article was first published on November 10th, 2020
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Five paths to become an
effective mentor

mentees focus on what matters the
most. “It’s a challenge to get people to
focus,” he said, as people often “want to
Fine Wine producers understand that run before they can walk. They need to
the actions they take right now won’t come follow a pathway, and they often don’t
to fruition in their lifetime. Stewardship of want to do it. Education is a stepwise
a vineyard can, after all, mean creating a progression; you can’t start off with
Champagne and discover what makes it
200-year plan.
Should mentoring be considered fantastic. If you introduce a novice to this
through this time frame? According to wine, they’ll know it’s good, but they will
Nigel Greening, owner of Felton Road never understand why they should spend
Wines in New Zealand, “We first have to $500 on it when they can get a sparkling
accept that you will never get to learn wine from down the road for $10. You
what you wanted or needed to learn in a can’t get to that stage without going
lifetime. We have to pass the knowledge through a series of progressions. And it’s
baton to the next generation; we have a challenge in the mentee and mentor
to look at mentorship as a continuous situation, because you’ve got inspired
way to teach, learn and grow. Imagine and dynamic individuals who want to
how things could be different if we were grow as quickly as possible.”
In the world of wine, the more people
mentoring the new generation with the
next 200 years, accepting that we will want to grow, the more they need to know.
certainly not see the results of our work. While a textbook education focusing on
It really makes you feel part of a whole, facts, figures and processes is important
or as they say in Maori culture ‘the place for coming to grips with the complexity of
wine, that knowledge cannot and should
where I stand’.”
Other experts, however, believes that not be the sum total of education.
Mentorship is also important for
a mentor-mentee relationship should be a
short-term thing. “I usually mentor people inculcating the various meaning of
for no more than four to six months. hospitality. “We have to do the work to be
Because of this time limit, mentees do the better human beings, every day. Being a
mentor also means that we need to remind
work,” said one interviewee.
everyone to do the work on hospitality,”
said Julia Coney, journalist and founder of
Black Wine Professionals. “That can mean
Focus on what books can’t
working on relatability. Will the consumer
teach
be able to relate? I encourage most of my
Once the time frame is defined, it is mentees to work in a retail environment.
It’s the best way to learn how consumers
important to define goals and ambitions.
“It’s only when you clearly know the buy wine. In the shop I work we had these
‘whys’ that you can truly help your mentee.” little shelves cards promoting Parker’s
“Adapt the ‘homework’ and make sure scores. When a consumer came in one
they develop the right skillset. Are they day and ask me who Parker was and if he
aiming to talk about wine? I advise them was one of the staff member here, I knew
to record themselves. If you can’t listen to we had to change our language.”
Novices to the world of wine also
yourself then no one will. Do they want
to write? Then I urge them to focus their need to learn to navigate alcohol. Being
time on learning their voice, by writing a mentor means reminding everyone of
their responsibilities towards moderation,
and writing again”.
Professor Damien Wilson, Hamel something that is too rarely emphasised
Family Faculty Chair of Wine Business, in wine education. “Moderation is part
Sonoma State University, USA, agrees. of my ‘love’ argument: when you love
Being a mentor also entails helping someone, you want to impart knowledge,

but you also want to protect them. So I
always, always bring moderation into the
conversation when educating about wine,”
said Laura Catena, doctor and winemaker,
Bodega Catena Zapata,

See One, Do One, Teach One

Laura Catena believes the wine world
could learn from medicine and the way a
medical education balances knowledge
acquisition with skills development. “In
medicine we have this expression,
‘see one, do one, teach one’. This is
how medicine works. You might have
someone doing sutures on you who only
saw it done once or twice, but it works.
You have a supervisor advising you on
what you’re doing. I will say to a patient,
‘This is a student, but I will be right here’.
You think people would be scared, but
they’re not, if they know you’re there and
you’re watching.”
Being a mentor means encouraging
people to mentor in their turn, once they
have acquired this experience.
“It’s logarithmic. If you mentor a couple
of people and you teach them how to do
mentoring, then they will mentor another
ten and it becomes a mountain of mentors
and mentees. It should be incorporated in
every organisation,” said Dr Laura Catena
Gatekeepers must become gateopeners. There are a multitude of ways
of doing this, from building a database
of talented professionals, as Julia Coney
has done – in July 2020 she created
Black Wine Professionals, an online
database, and can already see the results;
more people of colour are now being
represented at public events.

Embody hospitality

There are many ways to mentor through
formal or informal programs. But, ARENI’s
experts all agree, mentoring always mean
leading by example, and taking time to
truly listen.
James Tidwell MS, co-founder of
TEXSOM uses a sommelier analogy:
“Tasting a bottle of wine before bringing it
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to the guests is current practice amongst
somms. We want to ensure that no guest
will get a bad bottle of wine. I favour a
different approach. My role is to create
an environment which is so welcoming,
where guests feel so comfortable, that if
ever they get a bottle of wine that doesn’t
give them full satisfaction, they will feel
able to approach me and talk about it.
Mentorship is the same.”

Embrace reverse mentoring

Reverse mentoring techniques are
not new. Developed in the 90’s to teach
senior leaders about the internet, they
consist of pairing younger employees
with executive team members – the
younger person then mentors the older
person on various topics of strategic and
cultural relevance.
“You need to have a mentor that’s older
and a mentor that’s younger,” said Dr
Catena. “I feel that it has to be formalised
in some way in order to maximise benefits.
My father is my older mentor and I have a
younger person who is one of my mentors.
I tell her, ‘You are my young mentor, and
you have to be comfortable telling me if
something is wrong.”
The value of an open culture goes
beyond words. Being a mentor means
opening a door for people, who can in
turn bring all their talents to bear on the
business.
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Five Ways to Take Wine Education
Forward

What does the future hold for wine education?
We dedicated several roundtables and Insight Series conversations to understand
what it will take to create inclusive and enlightening learning experiences in today’s
atomised and online world. Additional notes on mentorship will follow shortly.
Here are five ways to improve wine education.
This article was first published on October 22nd, 2020.
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Understanding skills,
knowledge, and information
“If you want to be an educator, you have
to recognise that your skill is not teaching,
your skill is your ability to encourage
someone to want to learn,” said Dr
Damien Wilson, the Hamel Family Faculty
Chair of Wine Business at Sonoma State
University.
The notion of ‘skill’ is a rapidly
changing concept, with more than 700
definitions, according to Jeremy Lamri,
Chief of Research & Innovation at Job
Teaser, and author of 21st Century Skills.
“When talking about the skill needed in
an industry, we are referencing to set of
knowledge – common information that
we learn,” including the capacity to think
and solve problems, “to reach a very
specific action.”
The modern world has moved on from
being a society built on qualifications,
when having specific knowledge was
vital, to a society where knowledge
is ephemeral, and becomes obsolete
quickly. As a result, people need to rely
more both on their capacity to think and
on their skills.
“There is a need for standardised
programme like WSET, because you
need to start somewhere and understand
the basics of wine,” said Stevie Kim,
managing director of Vinitaly International.
“Classroom-based education is a start, but
after that we have to expand to other type
of education and contextualise wine.”
This raises the question of how to move
from fact-base education to an education
that develops both rational and emotional
intelligence.
“When you want to teach something
to someone you have to first translate
everything into information that they can
process,” explains Jeremy Lamri.

Acknowledging history

In order to expand the audience
for wine, and to make education more
inclusive, it’s important to recognise
that the three major wine education
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institutions – the WSET, the Court of
Master Sommeliers, and the Institute
of Masters of Wine – all have the same
origins, which can be traced back to
Vintners Hall in London.
“We can’t expand our potential
audience if we don’t acknowledge the
fact that the social and historical norms of
this founding group continue to form how
we think about wine and what we teach,”
said wine writer Elaine Chukan Brown.
The wine trade also needs to integrate
its own history – warts and all – into
wine education programs, including its
history of slavery and oppression. This
honesty will open up questions about the
exclusionary systems that operate in wine
and offer ways to reform wine education.
And
finally,
anti-bias
diversity
education needs to be integrated into
wine programmes across the board. We
have to extend our audience, but we also
have to retain the audience. There is no
point in growing the audience if we’re just
bringing them into an oppressive system.

in terms of its makeup. Just because
something has a global reach doesn’t
necessarily mean that the approach
should try to be all-encompassing. Yes,
there are baseline facts and pieces of
information that are more or less universal,
perhaps, but the next level of discovery
might need to be addressed in a more
tailored fashion,” said Adam Knoerzer, US
wine educator and consultant.
“One of the things that I learned from
medical training is empathy and listening:
the most important thing when you see
a patient is to wait for one minute before
you talk. Ask ‘what brings you in today?’,
then look at your watch and wait for 60
seconds before you can talk. The oneminute rule of listening is a fantastic
discipline,” said Laura Catena, doctor and
winemaker, Bodega Catena Zapata.

Put wine in context and build
expertise

Too often, the focus of wine education
has become all about information and
Look beyond mere content
nothing else.
Wine education traditionally focuses
“We act as if wine education was just
on facts, such as geography and flavours. about information accumulation,” said
It’s time wine educators started to ask Elaine Chukan Brown. “We need to start
questions not just about the content, pushing into all these other levels: What
but about the teaching methodologies information is relevant to this context of
employed – too often, the teaching wine? Proper education goes beyond
method is taken for granted, without mere information and gets the person to
asking if other methods could be more be a robust, independent thinker who can
effective.
get information and do something with it.”
It could even be valuable to step back
“When creating Vinitaly International
and ask: What does it mean to teach? Academy, we started from the exam,
What is the context in which teaching with the idea that the more difficult it is
the better, [based] on the idea that the
happens?
“If we fail to address these two upper echelon of wine societies have
questions as we are moving into an dictated that the more difficult it is, the
online and global world, we will get in more prestigious. We only tested factual
front of multicultural contexts, but we will knowledge,” said Stevie Kim. “After
continue to pull forward the same content three years of training what we called
in the same way, and we are sure to fail,” ‘ambassadors’, we understood that we
couldn’t call them ambassadors if they
said Elaine Chukan Brown
“Wine exists as a global entity and could not present wines to others. So,
commodity, but it has to be processed we reshaped the programme to include
through a lens that makes sense to the group work amongst students. They are
target audience — whatever that means both judged on their capacity to produce
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a promotional video and their capacity to
speak in public.”
“I think the MS and MW programmes
have been marketed in such a way that
it is not always understood that it is not
about learning facts. You have to have
facts, but the MS and the MW require you
to go beyond that,” said James Tidwell
MS. “What they impart is a method and
a framework for study and self-discipline,
and they teach you to learn to know
yourself enough to approach the exam as
they want you to.”
“To get to fine wine, you have to
start with wine, and it understand as a
concept,” said Damien Wilson. “Too often
people got into wine because they had
an epiphany, a life-changing bottle that
directed their attention to wine. So they
have the motivation, but the problem
with that motivation and passion is that
they focus on wine as a destination and
in so doing, they limit their capacity to
think broadly or to put different concepts
together.”

Don’t forget moderation

When teaching about wine, educators
should always talk about moderation, and
acknowledge that working with wine –
even fine wine – means dealing with
alcohol.
“Moderation is part of my love argument:
when you love someone, you want to
impart knowledge, but you also want to
protect them. So I always, always bring
moderation in the conversation when
educating about wine,” said Laura Catena.

Embracing online and digital

“Our brains don’t need to adapt to
digital learning – digital has been in our
life for long enough now,” said Jeremy
Lamri. “If anyone has to adapt, it’s the
teachers. Too many teachers just deliver
information, like in the nineteenth century,
but don’t allow the brain to process and
consolidate knowledge.”
He went on to say that successful
online teaching modules tend to follow

these steps: give some content and
information before the class, then use
the class to engage with students, and
let them discuss what the information
means. Finally, exams shouldn’t be testing
whether the students could accumulate
facts but should evaluate how they use
that information.
“We are not looking at online the right
way,” said Damien Wilson. “Wine is most
often bought by someone that had to be
convinced before purchasing. We always
have to generate this motivation. And you
have to convey something to them that
motivates them enough to go out and buy
the wine.
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Bill and Will Harlan
Managing Generational Change

Harlan Estate, founded by Bill Harlan in Oakland in 1984, is one of Napa Valley’s
most iconic wineries. Famously, Robert Parker said of one Harlan vintage: “This wine
possesses all the elements of greatness – individuality, power combined with elegance,
extraordinary complexity, remarkable aging potential, and compelling richness without
ponderousness.” Harlan also founded BOND, a small collection of wines produced
from hill sites across Napa.
In 2008 the family acquired a spectacular piece of land, which they called Promontory,
of which second-generation Will Harlan is managing director. Other Harlan properties
include the Meadowood luxury resort; sadly, its main building and 3-Michelin-Star
restaurant were lost in the recent Glass Fire.
Bill Harlan is in his 70s and so the focus now is on passing the properties and the
vision on to the next generation.

This interview with Bill and Will Harlan inspiration and someone who opened my
was conducted by American writer Elaine eyes to a lot of things.
Will, you’ve made the point that there
Chukan Brown on July 9th, 2020.
Bill Harlan: Meadowood was a failing is this other work that Harlan does that
country club when Harlan bought it in supports the community, but wine growing is
1979. Word quickly got around Napa, the central goal of the work that you do. Your
and reached the ears of Robert Mondavi, mentorship and professional development
who had been thinking about starting an program for wine growers is admirable. Can
you tell us a little bit more about that?
auction.
Will Harlan: ‘Succession’ is not
I got a call from Robert Mondavi and
he invited me to lunch and asked me why just a family concept, but something
I acquired this property. I had this dream, important to us on the business and
and part of the dream was to someday wine growing side. It’s the continuity
buy a little piece of land and plant a between generations of winemaking
vineyard, find a wife and raise a family. teams. What [winemaker Cory Empting]
He said, “I think the Napa Valley has a lot has been working on implementing over
more potential than that,” and I asked him, the past six or seven years is establishing
“how do you happen to have invited me a training and educational program for
the vineyard workers, as we transition to
here to lunch?”
He said, “My personal interest is that an approach to farming that gives each
at this time in my career, I feel that a Napa worker part of the vineyard that is their
wine auction would be interesting to do responsibility. They are responsible to
in the Napa Valley, both to let the world farm that throughout the year.
In order to get to the point where we
know that the Napa Valley exists, but also
trust the performance of that worker, we
to raise money for the community.”
From there it evolved. He said, “what I’d really need to invest a lot and so Cory’s
like to do is to give you some perspective developed a program he calls the Vine
on the potential of the Napa Valley.” Even Master Program and it’s got Apprentice,
though many people had been here for Journeyman, and the upper level is the
a long time, he felt it was the beginning. Master. It provides a way for our vineyard
He sent me on a trip to two weeks in workers to hone their skills. We started on
Bordeaux and a week in Burgundy and he it in a somewhat experimental way, but it’s
set it up for me to visit the First Growths of far surpassed our expectations and really
Bordeaux and a handful of other châteaux provided a path to elevate their expertise
and mainly the Grand Crus of Burgundy. and the earnings of the vineyard workers.
I’ve been lucky enough to spend a couple
At the end of the trip in Burgundy was the
Hospices de Beaune, the wine auction of different visits walking vineyards there at
that’s been going on for many decades, different estates and one thing I have to say
and I came home from that trip with a is that my legs were sore afterwards, because
whole different perspective, basically on some of the vineyards are on incredibly
time, on how long it’s taken these places steep slopes, but the other thing I want to
to accomplish what they’ve accomplished, say is the forward thinking aspect of how
and what the potential of the Napa Valley farming is done at Harlan and Promontory is
might be. Robert Mondavi was a great impressive. There is a lot of work being done

on regenerative agriculture and water use.
You’ve famously said that you have a 200-year
plan. Can you speak about that and how you
think about that?
Bill Harlan: After doing a lot of thinking,
a lot of visiting other wine growing
regions, we came to the conclusion that
we needed to start with the very best
land. The next thing after finding the land
is finding the people who you can learn
from, from the planting of the vineyard to
the raising of the vines to really harvesting
the fruit. I started with a fellow by the name
of Bob Levy [the director of winegrowing].
I started working with him in 1983. Bob is
still with us. Don Weaver our director, he
came in 1986, and Lily who works in the
office, it’s her 38th year with us. One of the
most important things for us is continuity.
It takes generations to get to know a land
and if you have different people coming
in you really lose that continuity and that
understanding.
With each of those core team members,
you’ve had to go out to find their successor.
We always assume the family must be leading
the charge, but what you described is another
way of thinking about generations working
together. How do you create continuity over
time?
Will Harlan: The family are the stewards
of the land. We are responsible for the
culture and philosophy and making sure
these things stay intact over generations.
But for leadership itself, if we’re lucky we
would like it to be a family member, but
we know the odds aren’t in our favour for
every generation of family.
It’s a different type of role, much more
strategic. How do we continue to create
those relationships within the trade,
distribution, private clients; leadership
is more of a strategic role, whereas the
family will always be the stewards of the

The family are the stewards of the land. We are responsible for
the culture and philosophy and making sure these things stay
intact over generations. But for leadership itself, if we’re lucky
we would like it to be a family member, but we know the odds
aren’t in our favour for every generation of family.
Bill Harlan
land.
Bill Harlan: Look at businesses that
have lasted more than 300 or 400 years
and there are a few things they have
in common. One is that they’re family
owned. One is they’re based on the land
and they have virtually no debt. To be
able to make it through feast and famine
and different political administration, wars
and these kinds of things, we need to be
thinking about all these things all the time.
The family is important and the land is
important. Wine growing is the art of man
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and nature; nature is where it all begins,
but nature without the human element
isn’t going to turn a wild grape vine into a
wonderful bottle of wine. None of us can
do it alone. It takes a lot of people working
together and dealing with the vagaries of
Mother Nature.
How do you understand your role as the
first generation?
Bill Harlan: For the first generation
it’s been acquiring the land, building
the culture, continuing to take risks,
continuing to evolve. The vision needs

to be clear enough to communicate what
we want to do, but loose enough so we
can adjust along the way, because each
year we learn a little more. If we had a
vision that was too clear or too tight we
wouldn’t have the room to evolve and
adapt. The vision has to be a little fuzzy in
the beginning. The purpose behind it all,
why are we doing this, and that doesn’t
change. Our core values don’t change.
We need the staying power to last
through good times, bad times and
impossible times.
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CHAPTER SIX

Coming Together
Sustainability. Diversity. Equity. Inclusion. These are all words that gained even more
currency in 2020 and 2021. But what do they mean for the wine trade, which has
always prided itself on both sustainability and an open door?
ARENI put these words under the microscope, in what proved to be some of the
most interesting and original conversations we’ve done.
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Coming Together and the Future of
Fine Wine

In every winemaking country, producers have come together in local, regional and
national enterprises to share a common vision for quality, process and promotion. Wine
people came together because they had to, and because joining forces was the best
way to survive and answer particular needs. Now, faced with a new crisis, can collective
models still facilitate our short- and long-term needs? ARENI Global asked its experts
why coming together is so important and what are the best ways to do so.
Here are five reasons why “coming together” could guard the future of Fine Wine.
This article was first published on December 17th, 2020.
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Coming together to manage
change
Coming together helps an group
evolve faster and implement efficient
solutions quicker; the more diverse
the thinking, the greater the collective
intelligence. “We think of history as
being made by geniuses, but in fact it’s
done by everybody together,” explains
neuroscientist Emile Servan-Schreiber.
Using the power of smart collectives is the
best way to tackle the complex problems
our industry faces.
Raquel Seabra, Executive Board
Member of Sogrape and adviser to startups, points out that for a collective system
to be efficient, members have to first
understand that information is not key,
implementation is. “Start-ups fail and learn
and test and try again. They work next to
each other; they share ideas because
they understand that the power is in
implementing.”
Fine Wine depends on very long
production cycles, and budgets are
limited throughout the entire supply chain.
The process of “test-fail-learn-succeed” is
then more complicated to manage than in
the fast-moving world of start-ups. Sharing
both failure and best practice is even
more important as it can save precious
time and money. As Seabra continues,
“winemakers shouldn’t be afraid to come
together, because good ideas are nothing
if they are implemented.”

Coming together to impact
global policies
Sharing good practices among
international Fine Wine stakeholders
is paramount, but actions rely on local
communities and regional political power.
In the European Commission, five
groups are particularly relevant for the
future of Fine Wine: the OIV (Organisation
Internationale du Vin which regulates
everything technical), the CEEV (Comité
Européen des Entreprises du Vin, the
official wine lobby), the EFOW (the

European Federation of Origins Wines)
and Eurocommerce (the distribution
lobby). According to Pedro Ballesteros
MW, “All these people do a lot of work,
and have an influence on the wine
market that is much, much higher than
the influence of the ten largest wineries
together.” The projects they are working
on now – and their relationship with
growing anti-alcohol lobby – will define
the next decades for Fine Wine and the
notion of “in this together” must include
the political sphere.
Europeans shouldn’t underestimate
their role and power in this; European
regulations have an impact on the rest
of the world. “The ‘Brussels Effect’ is
often underestimated, explains former
American Ambassador to the E.U Anthony
Gardner. “The Brussels Effect being the
ability to protect and project its values
around the world through regulation,
standard setting and trade.” This is also
true for Fine Wine.
Global policies are also decided by the
monetary world. In May 2019, Norway’s
largest pension fund pulled of their assets
from companies that rely on alcohol and
gaming, considering both as ‘sin’ stocks.
In December 2020, Lloyds of London
scaled back its exposure to coal and oil
sands, in a reversal of its traditional handsoff approach to climate change strategy.
When monetary funds start deciding
on what is bad for us all, alcohol could be
next. ESG criteria could be Fine Wine’s
way forward, they could also be and
important threat should it fail to articulate
its dedication to sustainability and
responsibility.
“One of my suggestions to the wine
industry would be why not be proactive
and drive the standardisation in defining
ESG scores, rather than leaving it
completed to people from the financial
industry”, says TaoTao Xing, Senior Vice
President at the Deutsche Börse Group.
“The Fine Wine community has done a
tremendous amount of work in terms of
organic and biodynamic farming for years,
so it understands sustainability within the
vineyard and winemaking process better

than anyone else in other industries.
Furthermore, the Fine Wine community
needs to engage more with other
industries, to help spread the message
and increase transparency.”

Coming together to think
long term
Though highly criticised, the appellation
system is still relevant as a collective
system for producers today because,
as Michael Baum, owner of Château de
Pommard in Burgundy and founder of
online platform VIVANT explains, “The
human connection to the land will always
be our strongest reference point. It’s
very natural for us as people to learn
about this complex world of wine through
geography; it is something very strongly
connected to the planet”.
Michael Moosbrugger, winemaker at
Schloss Gobelsburg goes further: “We
are directly linked to our area, because as
estates we are always seen in the context
of our areas. We as wineries can only grow
in our reputation by raising the reputation
of our area, and this is something we can
only do by working together.”
Appellation systems can also protect
winemakers against fast-disappearing
trends and international competition.
“Thirty years ago, Austria promoted its
identity only through its signature grape,
Grüner Veltliner,” says Moosbrugger.
“We were communicating not on what
Austrian wines were, but what Grüner
Veltliner was. It was very successful at the
beginning, but then other people outside
of Austria started to plant Grüner Veltliner
too. We realised that as long as we put all
our effort in promoting a grape variety we
will always come second. The only thing
that we can protect as Austrian producers
is the names of our origins.”
Appellation
systems
are
also
democratic. “Appellations are the only
collective system that is very democratic,”
Moosbrugger continues. “It is the only
system of selling wine that benefits the
weaker parts of society. Even an unknown
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Poll results based on 60 answers from ARENI’s members.

producer has a possibility to come to
the market because he has a share in
an appellation. It’s incredibly valuable to
guarantee the future of an area, but future
appellation systems need to be more
flexible.”

Coming together to better
engage with the trade
Fine Wine middlemen – sommeliers,
merchants, online retailers and everyone
with direct access to consumers and a
functioning database – is now even more
influential than before. In the months to
come, they will be crucial for their ability
to tell Fine Wine stories, which may
deeply influence the fate of some estates
or brands. Coming together around a
shared notion of quality and an articulated
work ethos could be a big help to seduce
the trade.
“As a sommelier, you try to take a view
of the whole wine world and try to stay
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on top of the trends, says Marc Almert,
Chef Sommelier Baur au Lac & Baur au
Lac Vins, ASI Best Sommelier of the World
2019. “But to be honest the wine world is
moving so fast – and that’s positive – that
that’s very difficult. It’s great when, for
new regions notably, groundwork has
already been done to define quality. I can
just decide for myself if that’s something I
align with. It’s a good entry point.”
Vanessa Conlin MW, Head of Wine for
US Fine Wine online retailer WineAccess,
agrees. “For a producer it can be quite
useful in terms of banding together in
terms of an ethos or style. In Pursuit of
Balance that we saw in California was a
very easy way to help the buyer know
that they made wines that were more
restrained, with lower alcohol. It’s more
the norm here to see producers using
their reputations and influence to band
together and help one another.”
Collective narratives can also help
connect with the consumer: “I also look
at it from a selling perspective,” says

Almert. “When you introduce a new wine
to a consumer, there’s a chance to tell a
beautiful story, but it also helps if you can
say they are part of a quality group. Even
if it’s something on the bottle like the Erste
Lage, it’s a very easy way to sell it.”
Finally, “coming together” to engage
with the trade can also mean sharing
human resources. “I have seen quite
innovative things here in the United States
of wineries co-opting employees”, says
Conlin. “Let’s say you’re a small winery
and need a national reach, you can coopt a person who represents multiple
brands. You must be comfortable about
your wine being presented in a line-up of
other brands, but it is very efficient.”

Coming together to engage
with consumers
Whatever their form, collective systems
need to make sure that they take the
consumers into account. Michael Baum
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believes that one of the first motivations
behind co-operation should be to build
markets. “The tech industry is smart
enough to come together when there’s
something that companies like Apple and
Samsung need to do together in order
to create a market. The wine industry –
although it’s been around for thousands
of years longer than the tech industry – is
still immature in terms of its knowledge of
market forces and consumer preferences”.
And
understanding
consumer
preference is key to avoid disappointment.
“Producers should always think of the
implicit contract they have with consumers
when they put their wine on the shelves.
There shouldn’t be any discordance
between what they expect from the label
and what they find in the bottle” said writer
Jamie Goode in a recent OIV conference.
Consumer expectations can be very
different, depending on context. “It’s

very interesting to me that when you
look at very short wine lists made by
mass market chains, you notice they use
different attributes to promote the wines,”
says Almert. “For example, a Shiraz will
be declared as a Shiraz, a Rioja will be
declared as a Rioja, and the brand may
be the only thing listed. They choose
only part of the wine’s narrative and what
has attraction to certain target groups. In
some ways it is quite inspirational.”
Appellation and other regional systems
use territory as a way of connecting with
consumers. But, as we’ve discovered at
ARENI, there are other approaches – such
as promoting wines based on common
values, regardless of geographic origin –
that also open up new ways to connect
with wine lovers.
Whatever the approach, one thing is
clear: The Fine Wine world needs to work
together, now more than ever.
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Philippe Schaus
Managing Sustainability through
the Crisis

Philippe Schaus has the distinction of being one of the few people in wine to hold
a degree in aerospace engineering. His career is a distinguished one, including stints
at J.P Morgan, The Boston Consulting Group, Villeroy & Boch and then Louis Vuitton
Malletier. Since 2017, Philippe Schaus has been CEO of Moët Hennessy, the Wines and
Spirits division of French luxury firm LVMH.
He spoke with Elin McCoy, the distinguished wine writer of Bloomberg.
Their conversation has been shortened and lightly edited for clarity.
This conversation happened on July 8th, 2020.
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Looking back over this period of almost
four months, what have been the biggest
challenges for a luxury wine company such as
Moët Hennessy? You have wineries all over the
world.
I would say the first challenge was
of course, protecting our teams, taking
the right sanitary measures. So, making
sure people stayed at home, worked in
a different way, equipping them and all
that. Then the second challenge was the
land, because the land doesn’t stop. The
land cannot pause. We still have work to
do. We had to do pruning in Champagne,
went to do a harvest in Argentina, so that
had to go on. And it was very important
that while some people were asked to
stay at home, those who were working
outside in the vineyards, they had to go
and work there.
And then the third one was the
production itself and the disgorging,
which you know happens over a longer
period of the year. We stopped production
for between four and eight weeks and
prepared new measures on how to work
with social distances, how to change the
processes. They took handles off the
doors, and had a system where you open
up with the elbow, and stuff like that. All
that was prepared so that we could start
again working in the bottling and the
disgorging, as of end of April, beginning
of May.
Almost each one of our Maisons had
some activities, either producing alcoholic
floats for disinfection, or making some of
our infrastructure available for hospitals.
Like in Champagne, we have these
places where we lodged the workers for
the harvest, and we made them available
for the hospital teams in Champagne.
And then we also had some funding and
subsidies going to different institutions

around health, around the hospitals.
Lately we launched an initiative called
Unfinished Business5, which we are
launching up right now in the US, to help
African-American, Hispanic, and Asian
small businesses, in the world of wine and
spirits, but also outside, who have come
under severe stress with non-repayable
loans.
Well, you’ve outlined a lot of things in
social, and financial sustainability plans, that
you’ve put in place, but let’s look forward for
a minute, and just talk about how the ban
on travel, and the closing of restaurants, has
really affected wine and spirits company’s
financial sustainability. Looking forward
to the next 18 months or so, what do you see
happening for wine in retail and restaurants?
And oenotourism?
I was in Côte d’Azur yesterday, and I’ve
talked to a couple of our partners there,
and they have seen good traffic in their
restaurants. They don’t have full capacity,
so they only can fill maybe 60% as many
people as they could in the past. Right
now, it’s more locals, or foreign visitors
who have secondary homes around there.
In China what we hear is that people
are still very frightened to go out big way.
Even where the capacity is there, not all
the seats are taken, because people are
careful. It varies from one region to the
other, from one customer to the other.
We have reopened all our visitor
centers. They are seeing tourists coming
back, of course, the local tourists, rather
than international tourists. We have been
supporting this by recently releasing
Louis Vuitton City Guides for Reims and
the Champagne region.
Then I’ve been talking to airlines and
airport operators about how they see the
business, and they are very careful and
very anxious. They basically tell me that

they don’t see the level of international
travel which we had last year to come
back in the next two years. I think we
all have tended to be a little bit too
pessimistic. When I look at how we are
performing corresponding with respect to
our budgets, our revised forecasts rather
than the budgets, we’ve all been a little
bit too pessimistic.
Following up on the issue of retail, one
thing that’s happened in the US of course
is that there has been a massive increase in
consumers buying wine online, and many
wineries are really rushing to expand their
direct-to-consumer sales. How do you see
those two trends impacting Moët Hennessy
and maybe other luxury wine and spirits
companies?
Well, we have seen that trend of course,
and when we look at our e-commerce
business, it’s the case everywhere. It’s
the case in China. It’s the case in Europe.
It’s the case in the US. We have seen
these numbers doubling, tripling. When
I compare to my colleagues at LVMH
who are in the beauty business or in
the fashion business, the percentage of
turnover done in the wine business online
has been historically very small, so they
have far higher percentages than we
have. But ours has been growing and,
of course, the big question will be, what
happens afterwards? Is this going to stay
there because people got used to that, or
is it going back to where it was before?
My assumption would be that it’s
probably going to be somewhere in
between. It is a lot of fun to go and visit
a winery. You don’t just do it because you
want to buy a bottle. You do it because
of the experience. Some people have got
used to ordering online.
And then another online business
which I’m very curious about how it’s
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going to evolve is all this ordering of
restaurant food online. As people are
confined, these services around food
delivery have exploded. And with this,
there is of course also a wine part going
with it, which is still underdeveloped. That
would be very interesting to see how that
evolves, and that raises questions about
size of bottles: by-the-glass doesn’t really
work, so you have to have a small bottle.
We are typically poorly equipped in our
offer with small formats. We actually are
better equipped with super large formats
than small ones. These are all questions
which I think we have to bear in mind.
It’s interesting what you’re saying about
the small bottles. I just wanted to quickly
follow up on that and ask you whether seeing
what’s going on, that has inspired the idea
at Moët Hennessy of perhaps increasing the
amount of wines in your portfolio, producing
more small bottles of wine, more half bottles
for example, than you do now?
Yeah. That was exactly the subject.
Yesterday I was in Château d’Esclans with
our partner Sacha Lichine, who is actually
doing very well in this time. So high-end
rosé wine seems to have been performing
or resisting particularly well in this crisis,
and we were exactly discussing that.
Small formats, innovations, other things
around using the wines in other ways, so I
don’t want to talk about all our innovation
ideas in public for obvious reasons, but I
think we all have to ask ourselves about
what we can do to be more adapted to
this post-COVID world.
I think that everyone is asking those
questions if they want to survive. I’ve been
thinking a lot about your Living Soils forum
at Vinexpo Paris and how it really made a
very big statement about Moët Hennessy’s
commitment to environmental sustainability
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and all the efforts that the company is making
in that direction. How’s the crisis slowed or
accelerated your efforts?
We have, regardless, pursued our
projects. For instance, the new packaging
we now have is biodegradable and far
lighter than the usual luxury packages.
It has been launched in some markets.
We’ve had a tremendous success. We had
a very big display at the Bon Marché for
this launch, and it was very well received,
a lot of press about this. We’ve continued
our work on the research center, and we
are continuing our commitment to stop
the usage of herbicides in our vineyards
in Champagne by the end of the year.
.What sustainability initiatives are we
going to see next from Moët Hennessy?
We just had our internal annual
meeting on sustainability, and out of that
comes a new version of our internal green
book. We have five programmes we’re
going to put in place. One is about water
management. One is about biodiversity.
It’s going to be about putting money
behind these activities; as we budget for
next year, understanding how much can
we afford, should we afford, to put behind
each activity? And what is the benefit
we expect from it? If I’m putting money
behind drip irrigation in a part of the world,
what is the impact in terms of less water
consumption? Or if we put money about
biodiversity increase, how many hectares
of really biodiverse area are we going to
create for that money?
We have a lot of land at Moet Hennessy.
Can we use this land to do something
useful, like growing more trees, or more
biodiversity?
One the one hand, we have an internal
forum, which I’m going to have now
twice a year, in which we look at all the

opportunities and the progress of what
we have done, and where we try to
define the priorities. We look at our own
research. And then we want to have a
forum, as a successor of the forum we
did at Vinexpo, and we want to call this
the World Living Soils forum. It’s a kind
of university, where we want to confront
our ideas with the ideas of experts from
outside Moet Hennessy. So, we never fall
in the trap of becoming ideological about
something, or short-sighted, or one-sided,
because these topics are very complex.
We commit to what we can deliver,
and we deliver what we committed to.
And so always keep the realism and the
ambition very well-balanced. And then
have moments where we go out and talk
to specialists, talk to the press as well, talk
to others, to share with the outside world
what we’ve done, share it, but also share
with our competitors, with our colleagues,
and others, because in the end, this is not
a game of competition

I’m not happy if my by-theglass program is taken over
by a competitor in a very nice
restaurant. But I’m very happy
if a competitor copies a good
solution we found, which helps
to reduce chemical inputs in the
wine-making.
PHILIPPE SCHAUS
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Andrew Jefford
The Grubby Topic of Money

English writer and broadcaster Andrew Jefford is one of the most respected wine
journalists in the world. He’s been writing about wine (and other topics) since the
1980s, and has written a number of books and columns. Between 2009 and 2010 he
spent 15 months as a senior research fellow at Adelaide University, and now lives in
the Languedoc in France. A poet, he has brought an unusual ear for a good phrase to
his award-winning wine writing. Andrew Jefford has also written against the increasing
financialization of wine6, and has committed to being transparent about his own
earnings. He spoke to ARENI on the topic of wine and money.
This interview was first published on June 2nd, 2021.
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Thank you so much for being with us model of revenue for journalists in China
today to discuss money, which is a key topic compared to wine journalists over here in
in wine. Money is linked to so many things the UK or in Europe in general is a little
of course, but what I wanted to do with you bit different. I don’t think it’s any more
today is explore how money could be linked transparent over there than it is over here.
to diversity. Is money – or the lack of it, or the
There’s that famous saying, “if you want
lack of transparency around money – linked to make a small fortune in wine, start with a
to the apparent lack of diversity in the wine big one,” and it usually refers to wineries and
world? At least in the world of wine critics and winemakers but, from your experience, how
wine writers? You’re the only figure in the wine does the saying apply to wine critics, wine
world who is fully transparent about money. writers and wine commentators?
Why are we so uncomfortable about talking
Well, I think it is a bit different for wine
about money?
media. Anyone can be a wine writer or
I don’t think it’s particularly limited a wine blogger. It requires pretty much
to the wine world. I think people are zero capital. All you need is an internet
generally uncomfortable speaking and connection and some way of tapping
talking about money. As to why that is, I out some words and then you’re up and
don’t really know. I think psychologists running. I think it’s quite useful also to
would probably have quite a lot of fun distinguish here between being a wine
with it trying to work out. To me it’s a critic and being a wine writer.
little bit suspect. I can’t think of a good
Let’s say wine critics are people who
reason for concealing your income. I think review wines and who issue points or
income should be known. It’s a way of scores about wines. I think if you want
being honest about the way things are. to set yourself up as a serious critic,
Disparities between what men and women then that does require capital or at least
are paid, for example, only come to light backing from somebody who’s got some
when one is transparent about income. capital, because to be a critic in an ethical
As you probably know, in Scandinavia way means that you really have to pay all
tax returns are public information. I think your expenses. You have to keep your
that’s actually a very good idea. I’d like to judgments unaffected by commercial
see that become universal, if possible.
considerations. Exactly how far that is
possible is another interesting debate on
its own. Ideally you really have to market
I can’t think of a good reason for your own judgments as well and all of that
costs a lot of money. You can then make a
concealing your income.
lot of money like that, if you’re good and
ANDREW JEFFORD
successful. As, of course, Robert Parker
did. And as many of those who followed
You’re very active in Asia and in China, in Robert Parker are doing, but I don’t think
particular. Are people there comfortable you could really count on much of a return
in anything under 10 years.
around money?
Now, let’s leave wine critics aside and
I don’t think it’s particularly different
in Asia. Asia is difficult for outsiders to go back to wine writers; those who are
fully understand, and certainly the whole writing about wine in a sort of educative
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or a generalist way, as opposed to critics.
Honestly, I think very few people of this
sort ever make much money. That’s why
classically it’s a great career for single
people, or for people with no children, or
for people with whose partner earns a
significant and regular income. To make
money in this way, you need to be either
lucky enough to find a sort of niche, or
you need to have a good idea and exploit
the first mover advantage in some way.
You need to be very talented, or very
pushy, or ideally both, or you need to
work unethically.
Even as a so-called successful wine
writer, it still helps to have some private
money of your own, or at least not to
need income to urgently, because that’s
the only way you can really do worthwhile
work like writing books, for example. I
think if you need to raise a family as
a wine writer, you just have to do other
things as well. And then you sort of quickly
get involved in drudgery and doing other
tasks and you end up overworking.

To make money in this way, you
need to be either lucky enough to
find a sort of niche, or you need to
have a good idea and exploit the
first mover advantage in some
way. You need to be very talented,
or very pushy, or ideally both, or
you need to work unethically.
ANDREW JEFFORD

One notable thing about the wine world
is that it’s full of unpaid work. Things that
people expect you to do for free, because
it seems pleasant or it’s prestigious or this
or that, or the other. You could lead a very
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busy professional life and never get paid
a penny in the wine world. That would be
perfectly possible.
Let’s say an editor of a wine magazine
asks you for an 1,800-word article for £500.
Well, on the surface of it, it seems like a
reasonable proposition. And if you can
dash it off in the morning in the morning,
that’s fine. But very often you have to
do research for that article. That’s why
they’ve asked you for it. It’s something
that hasn’t been written about before and
it needs researching. You do the research,
you sort out a research trip, then you have
to do the trip itself.
So that’s probably four days, maybe
even five days. Then you’re going to take
at least a day and a half to organize all
your notes and to write it up and to turn it
into an article. And then probably there’ll
be another half day’s work with the whole
editorial process as it goes to and fro. So
that turns into eight days work for £500,
64 hours of work on an eight-hour day.
That works out at £7.81 an hour. The UK
living wage for people aged 23 or over is
£8.91 an hour. So, this quite nice prospect
has actually turned into something that’s
below the UK living wage.
And that was the starting point of this
conversation. When we talk about diversity
and bringing more diverse voices to wine, one
of the hypotheses that I wanted to raise is
maybe they are not that many people of colour
in the wine industry because we don’t pay
enough. The money is not enough compared
to tech, medicine or law. Is there a way we
could have passion, purpose and salaries
altogether, or is it two of each, but not all?
Yes. I rather fear it’s this sort of structural
problem, really. Wine is a lifestyle career.
It has that kind of appeal and allure to it,
and therefore it attracts lots of people
who don’t need to make money from it.
They’re making a lifestyle choice to work
in that way. That’s fine, but they don’t
actually need the money. There aren’t any
stringent professional qualifications. Of
course, there’s the Master of Wine, which
is a very stringent qualification, but it’s a
very expensive one as well. I never got
involved because I never had that amount

different stages of your career, how did you
of money.
The wine world is very atomized and relate to money? How did you balance the
fragmented. It’s global, but it’s often small- interest versus income of a project?
This is an interesting question. And
scale enterprises, and it’s very low margin
there is, I think quite an interesting
as well.
Either you choose it because it’s family answer, which is that circumstances are
and you don’t really have a choice because everything in this debate. In the early
that’s where you come from, or you choose it parts of my career, my partner at that time
for lifestyle. How do you see the new media? had a job as well. So, we had two modest
We’ve seen social media as a promising way to professional incomes. We didn’t have any
children. I needed to carry on working,
monetize skills and reputation.
Honestly, I don’t see that as a great but I could pick and choose and do
avenue. Wine is very visual. If you’re ready pretty much whatever I wanted because
to go around the world and visit wonderful we could manage. I didn’t have to think
vineyards and see chateaux and all the before I put something in the supermarket
rest, that’s very expensive. Nobody wants trolley.
In the second half of my career, I’ve
to sit and watch people tasting wine.
Another problem with wine is it’s been earning a living for a family of four,
very complicated. It’s very intellectually and that just changes everything radically.
challenging, so it’s never going to be able I have to work as hard as I can at whatever
to communicate easily. The sort of TikTok pays the best. And I really always have to
formula is just not going to work very well think twice before I put something in the
supermarket trolley.
with wine.
It’s not just the relationship with money,
As far as influencers are concerned,
my understanding is that these are but also with time, because you’re taking time
essentially people who are paid to from your family.
That’s completely true. I take family life
promote a product. And if you’re actually
paid to push your product, you’re going very seriously. We’ve been able to have a
to have zero reputation. Maybe you can good family life, even though wine writing
make income in a short term, but you’re does require quite a lot of travel because
not going to make it last for 10 or 15 years when I’m not traveling, I’m at home all the
like that.
time.
You’re the only person who has actually
Where does your income come from? How
publicly revealed your revenue and you’ve do you balance your different hats?
done for quite some time. Can you tell us a
Well, that’s very simple. You just
bit when you decided to go public with your prioritize whatever pays the most. If
revenue and why?
something pays, well, you say, “yes, I’ll do
I think the 2011 income was the first it”. And you do it really well.
one I put up on the website and I put it up
Writing is what I enjoy the most, but for
every year since. Every so often there are the last few years it’s been under 50% of
kerfuffles about wine writer corruption. I my income. I would like it to be a hundred
can’t remember what the actual kerfuffle percent of my income. You know, I’d like
was about at the time, but I just thought, to be writing books plus a little bit of
why can’t we make it public? What have journalism, but nobody pays for quality
I got to lose? I put it up. I don’t know if and wine writing. There’s always a long
it’s very influential, but anyway, it’s there if queue of people volunteering to do wine
people want.
writing. And quite honestly, the readers
And have you experienced any drawbacks? and the consumers of wine writing don’t
No, none whatsoever.
care too much about quality of writing and
In any industry, what you can ask nor do most editors, with one or two very
(financially) is also related to your reputation precious exceptions.
and to your experience. Throughout the
There might be a difference here between
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Europe and the US. In France, in particular,
I don’t see how you’ll break that down
people don’t ask for money. It’s almost bad to easily. I’m not enormously optimistic about
ask for money.
diversity amongst wine writers.
Yes, any approach from France and
I think it would be a good thing if
they will always expect you to do it for everybody started from a presumption
nothing.
that the work should be paid, if the wine
world didn’t expect people to work for
free the whole time. That would genuinely
When you look at wine, it’s a sort change and help things.

of hobby for affluent people. It’s
a rich boys and girls’ club. That
requirement for wealth means it’s
a kind of ghetto. It’s a structural
problem.

ANDREW JEFFORD
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Dr Akilah Cadet
Revisiting Diversity and Inclusion

Dr Akilah Cadet is founder and CEO of Change Cadet, a change management
and organizational development consulting firm whose services include executive
coaching, strategic planning, and facilitation in support of diversity, equity, inclusion,
and belonging in the workplace. She spoke with ARENI about diversity and inclusion
within the wine industry.
This interview was first published on June 16th, 2021.
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Sitting outside of the US, it would seem
We’re going to talk about diversity today.
And, as you know, diversity is one of our four that the situation in the US is improving. Is it
key pillars — along with sustainability, agility really the case?
There are improvements because we
and purpose — that we believe have the power
to future-proof our industry. I’ve been very had the Chauvin trial7. So that was a huge
lucky to work with you on this for the last two move, but that’s just like the tip of the
years now. When met in 2019, neither of us iceberg of the continual work that needs to
could have foreseen what has happened over be done to dismantle white supremacy, to
the last 15 months. It’s been a year since the look at systemic injustices and inequality.
death of George Floyd and 15 months since the Since the murder of George Floyd on May
beginning of the pandemic. How did you cope 25th, 2020, and getting to the anniversary
with all of this?
of May 25th, 2021, there have been over
It’s been a very interesting time in the a thousand police murders. Right? So
US where I’m located, but also worldwide even in the time when people are more
as a result of the murder of George Floyd. aware of what’s going on, we still have a
Where we are right now is a lot of people, lot of problems.
How can we move forward? How can we
brands, companies, and businesses are in
a place of reflection of what they’ve done, accelerate things? I want people to be crystal
since they realized that more needed clear what we are talking about.
So the words that we typically hear:
to be done for people of colour around
the world. And they are feeling good diversity, equity, inclusion, belonging,
about what they did, or they’re realizing anti-racism, allyship, accomplice. Diversity
they didn’t do enough and they want to is really looking at who is at the table.
do more. As a founder and CEO of an Does everyone look the same or are
organisational development consulting there differences with lived experiences
firm, where we do a lot of work in diversity with different identities? And we’re talking
and anti-racism, we have been very, very about identities. Gender. Age. We’re
busy.
really talking about ethnicity, nationality,
I’m still very tired and exhausted, but religions, identities, sexual preferences.
that’s rooted in a lot of hope for what is to Your socioeconomic status, educational
come and what has happened. It’s a mix levels.
of feeling really appreciative that people
There are so many things we were
want to have these discussions, but then talking about with diversity. There are so
also a little annoyed that we could have many companies that are just a whole
had the discussion spaced out a little bit bunch of white guys who had a very
more.
certain education, or their family owns
And then as far as the change of X, Y and Z, and that’s why they’re in it.
administration in the US, that also has What does it look like when you have the
been an interesting part too. There were LGBTQ+ black woman who’s in that role?
people who were like, as long as we get Because there’s a different perspective,
someone who’s the first woman of colour there’s a different way of thinking about
and person of colour tin that role, that your consumer, the environment. There
everything would kind of be fixed. And are so many factors that go into it. We’re
then we had the insurrection.
talking about equity. How many people
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can be part of that discussion? Is it always
just the white guys at the table who are
making those decisions?

What does your company look
like when you have the LGBTQ+
Black woman who’s in that
role? Because there’s a different
perspective, there’s a different
way of thinking about your
consumer, the environment.
DR AKILAH CADET

And it also goes to policies and
practices too. If you have a policy that
says we are working on diversity and
this is how we have to operate and we
need to go to this workshop or training
and we need to do and say these
words. It could be something as simple
as a looking at parental leave policies.
Belonging essentially means that as soon
as someone is entering in the workplace,
they feel they belong. So they can come
in with the identities and religion, the
ethnicity, the nationality that they have and
not feel “othered”. Belonging means you
can see yourself there and everyone’s
held to the same regard.
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Do you have like a vision of what the world
could look like?
That’s a great question. Essentially
that vision is a place of belonging where
people can be themselves. So in the
US, it would mean that black people
could drive without being pulled over
without threat to their life. We wouldn’t
have policing, we’d have community
programming. We’ve have mental health
services for the large amount of mental
health crises that happened around the
world. Medical teams could come out
and respond to things and we wouldn’t
have prisons. We’d have different, true
programs that could rehabilitate people.
The reason why the majority of people
are in prison is because they aren’t part
of a system that is advocating for them in
the first place. So we would have a built
environment where everyone would have
everything they need. We wouldn’t have
neighbourhoods and communities that
didn’t have grocery stores that were food
deserts or food swamps.
We’d see men and women. We’d see
black people, we’d see Asian people, we
would have true diversity so that when
new people are going into the workforce,
they can see themselves. They could
have the opportunity that many people
have where they’re at the company for a

few years or their entire career and grow
and not feel like they always have to
move someone else somewhere else to
receive the value that they deserve. But
truly it would just be an anti-racist world.
People would be mindful of their bias and
their privilege.
You’ve been advocating about dismantling
white supremacy. And again, as a European,
that’s a notion I wasn’t really aware of. What
is white supremacy and how does dismantling
it contributes to a fairer world?
Yeah. So white supremacy is worldwide.
Actually originated in Europe.
We are responsible for white supremacy.
White supremacy is really a system
that provides comfort for people who are
white, who are part of a white culture. It’s
primarily for white people.
And that’s a very interesting point that you
make because I think in Europe, and surely
in the US as well, when people hear about
white supremacy, they’re like, I’m not a white
supremacist. It’s like understanding that the
system that you live in has been favouring you,
without you being conscious of that.
In the 80s and 90s, we had the beanbag
chair trend. It was all the rage. So think
of white supremacy as a bean bag chair.
It’s comfortable because it conforms to
your body. It literally suits your body. But
it’s also hard to get out of because you’re

sunken in it. Do you roll to the floor? Are
you going to ask someone to help you
out? And so imagine white supremacy as
the beanbag chair. A white person’s in it.
They have popcorn, they’re watching their
favourite movie, having their best time,
living their best life. It’s great. Everything’s
perfect. But next to that white person in
the white supremacy bean bag chair is
me, a black woman. Who’s sitting on the
floor because as soon as I entered in the
room, I was told I was not good enough
for a bean bag chair. All right. So fine. I’m
sitting on the floor. I asked for popcorn,
but then I have to pay for the popcorn.
And then I asked for a movie that has
representation of me and it, so I can
also see myself. And I’m being told, I’m
challenging, I’m hostile, I’m problematic. I
am an angry black woman.
Some of those white people would
say, well, she could come in to the
cinema. What’s the problem? They don’t
understand the system that made that
whole thing unfair. And so when we’re
saying dismantle white supremacy, it’s not
like “end all white people”. It just means
we should have the same opportunity in
the workplace. Why am I not deserving of
the same humanity equality? That’s what
it comes down to.

Belonging essentially means that as soon as someone is
entering in the workplace, they feel they belong. So they can
come in with the identities and religion, the ethnicity, the
nationality that they have and not feel “othered”. Belonging
means you can see yourself there and everyone’s held to the
same regard.
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Tomiwa Owolade
Towards a Local Understanding of
Diversity and Inclusion

The murder of George Floyd and the subsequent protests sparked long-overdue
conversations inside the wine trade about diversity and inclusion, including asking
how the doors could be opened to Black and other marginalised groups. These
conversations were also happening simultaneously in other industries, particularly the
arts and publishing. But what was striking about the many articles that were published,
was how often they quoted American voices, although wine articles often included
examples and voices from South Africa. Local voices, however, were often missing
entirely.
In October 2020, a British journalist called Tomiwa Owolade wrote an article in
Persuasion called “Please Stop Imposing American Views About Race on Us”8, which
criticised this tendency.
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“When asked to analyse the
experiences of black people in
the United Kingdom, we now talk
with an American accent,” he
wrote. “But Britain is not America.
And importing American race
discourse into the United
Kingdom not only prevents us
from recognizing the specific
ways in which racial injustice
manifests in this country—it
cloaks the reality of black British
lives behind an abstraction that
flattens our humanity.”
TOMIWA OWOLADE

The essay went on to detail the
ways that the Black British experience
is significantly different from the Black
American one, and argued that imposing
American ideas only serves to obscure
what’s really going on in the UK. “There
has, for example, been a lot of concern
about the underrepresentation of black
Britons in professions like the arts and
publishing,” he wrote. “But why would you
choose to go into theatre or journalism—
rather than law, medicine or finance—if
you are a talented child of ambitious but
not well off immigrants?”
It’s a question that cuts to the core of
the wine conversation.
In countries like Britain, is the wine
trade blindingly white because it excludes
others—or is the poorly paid wine trade
simply not very appealing to people who
are moving up the social ladder? Or is it
both?
This interview was recorded in March
2021.

In 2018 we worked with the London
School of Economics and the International
Inequalities Institute, led at that time by
sociologist Beverley Skeggs. We ran a study
through the International Inequalities
Network to ask people around the world what
fine wine meant for them. We were expecting
a lot of answers, but the one we didn’t expect
is that “wine is whiteness”. We spent a lot of
time thinking about that, and about how fine
wine is referred to in terms of colonialism and
cultural dominance. And, of course, 2020 put
the conversation around diversity front and
centre. But one of the criticisms you raised in
an article you wrote is that those conversations
about diversity are led by Americans. Could
we begin by explaining in what sense these
conversations are American-centric and how
they need to be adapted?
I think that many conversations about
race are led by an American perspective.
And I think that this is understandable
because we in the West consume lots
of American media and lots of American
culture. The way in which we understand
ourselves, especially in the age of social
media, is filtered through an American
perspective. So, it’s quite understandable
why the racial components as well are also
filtered through an American perspective.
After the death of George Floyd in
Minnesota there were lots of protests
around the world. In Britain we had many
intense conversations about race, but the
problem was many of the conversations
about race did not take into account the
important fact that the Black population in
the UK is different in many significant and
relevant ways from the Black population
in America. I think there are many ways
in which the Black population in the UK
is different. The majority of Black people
in the UK are either immigrants or the

children of immigrants. Whereas the vast
majority of Black people in America are
the descendants of slaves. That’s one
significant element.
There are language components
as well. Many African immigrants or
children of African immigrants can at
least understand a language other than
English. I should also say that there are
lots of Black Caribbean people in the
UK. Black identity in the UK is a sort of
melding between the Black Caribbean
wave of immigration that took off after the
Second World War, that’s referred to as
the Windrush generation.
I think that we should consider Black
British identity on its own terms, rather
than trying to analyse it through the
perspective of America, which has a very
different history and culture. I should
also say that even in America, the Black
population is becoming more diverse.
We’ll talk about France a bit later, but
is the UK less racist than the US, or does it
express racism differently?
That’s a very good question. It
depends on how you define racism,
actually. Increasingly, a popular definition
of racism says that it’s fundamentally
structural, so racism is not simply about
racial prejudice. It’s also about institutions.
With this definition of racism, people say
we should not look at anecdotal evidence
of racial prejudice, but at the education
system, at employment. We should look
at criminal justice. We should look at all
the institutions in a particular country
and we should examine racial disparities
within those institutions.
I can understand why this definition
is so appealing, because historically, of
course, racism was very much embedded
into institutions. There was discrimination
in terms of employment, housing, and
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also the criminal justice system, not just
in America, but also to an extent, in the
UK as well. The problem of that definition
of racism is that it doesn’t really account
for the fact that there are many Black
communities that do well in terms of
education, in terms of employment, or
who are less like to be trapped, so to
speak, within the criminal justice system.
So, people don’t actually develop the
analysis in a granular way.
For instance, if we compare West
African pupils to Caribbean pupils or West
Indian pupils in the UK, Caribbean pupils
or West Indian pupils are twice as likely to
be excluded from school as West African
pupils. If you compare something like free
school meals, which are an indicator of
socioeconomic deprivation, about twothirds of Somali and Congolese pupils are
on free school meals, whereas the figure
for British Nigerian or British Ghanaian
pupils is about 20%.

British Chinese people, it’s remarkable.
Those two ethnic groups are the most
successful in terms of education and
employment, and they’re also the least
likely to be stopped and searched by the
police, I believe. If you compare British
Indian with British Pakistani people, there
is a divergence in terms of education and
employment. One of the most remarkable
facts is that they constitute about 30% of
all doctors on the NHS (National Health
Service). Another staggering fact is that
46% of all doctors in the NHS come from
an ethnic minority background. That’s just
on the Asian side.
On the Black side, the problem is
conflating the experiences of Black
Caribbean people with Black West
African people, with Black East African
people. There is a significant population
of Black people in the UK that came from
Francophone Africa, from Congo, from
Senegal, from Cameroon. It conflates
all of these divergent cultural identities
under this homogenous label.
“When we talk about structural
Another problem is that when people
racism in terms of education, for think of BAME they think of a person of
colour, but you can also be white and
instance, we need to be more
come from an ethnic minority group.
specific in our analysis, rather
When we prepped this podcast, you
than generalising about Black
mentioned that one of the most underserved
communities here in the UK is Irish travellers,
people in the UK.”
more commonly called gypsies. Bringing all
TOMIWA OWOLADE
this complexity under the same umbrella does
a disservice to all that complexity, but could
This is a more fundamental problem, we say it also does a service because it brings
which is that the discourse homogenises them all into consideration?
I think if you want to identify racism,
Black people. It treats Black people as a
uniform identity, without being specific you should just say, “this is racist” and
about the important cultural differences try to be specific in what you mean.
Another problem is that it’s patronising
between Black communities.
I know also that you’re not a particular fan and condescending to be lumped in with
of the BAME (Black, Asian, Minority Ethnic) people from different continents. It also
doesn’t acknowledge the fact that there
acronym used in the UK.
I have lots of problems with the is racism between communities as well.
acronym. Where should I start? Let’s go
When we started to think about the
through them, one by one. The term problems of racism and diversity in wine, the
“Asian” groups together British Indian first thing we said is that everyone in the
people, British Pakistani people, British wine world is white and we should bring in
Bangladeshi people and Britain’s Chinese more Black people to increase diversity. One
people. If you look at the education and of the things you said in your article is that
employment outcome of British Indian and maybe there’s another reason for under-
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representation.
There’s lots of talk about trying to
get more Black people in the arts and
publishing as well, which is kind of weird,
because the creative industries are very
poor at the moment and they don’t offer
routes to a comfortable, affluent life. That’s
one of the reasons why many young
ethnic minority people are encouraged
to go into engineering or law or medicine.
Many of these families don’t have a lot of
wealth, so they can’t really afford to go
into an industry that doesn’t pay well or
which doesn’t offer job security.
There are always three factors that are
studied to understand system inequalities,
which are race, gender and class. We’ve been
talking about gender for the past ten years
and we’re talking more and more about
race, but the dimension of class has kind of
disappeared. Why don’t we see the problem
through the perspective of both race and
class?
It’s an interesting question. Going
back to what people mean when they
talk about structural racism—those things
that we think about such as education,
employment and the criminal justice
system. A more useful way to think
about those things is through the prism
of class. Just to speak about my own
experience with class. I attended a state
school in England and the school was
ethnically and culturally diverse, but it
was also diverse in class. There was an
insignificant ethnic/cultural segregation in
the school, but there was a sharp divide
along class lines. The middle-class kids
and the upper middle-class kids were far
more likely to be friends with each other
than they were to be friends with working
class kids. Middle and upper-middle class
white kids were far more likely to be
friends with ethnic minority kids than with
white working-class kids.
You were saying, as well, that that white
working-class boys are continuously amongst
the one that fail their education the most.
Yes, definitely. They are the group
that do the worst in terms of educational
outcomes and it’s such a significant issue,
but it’s not really addressed by equality
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campaigners. If you think about diversity
and inclusion, it can only be meaningful
if it acknowledges class background.
The fact is that Britain is still an intensely
class-bound society. It’s been this way for
centuries and one of the problems with
trying to import an American perspective
on race is that it obscures the fact that, in
Britain, class is one of the principal ways
that inequality manifests itself.
In the future, when there is a more
visible
Black
upper
middle-class
population in the UK, I wonder if the
conversation will switch more into class
than race.
Do industries like wine or the arts have a
responsibility to increase diversity and how
can we make sure that we are really serving
the community and not just ourselves?

I think all the industries that want to try
to increase that diversity should, first of all,
come up with what they mean by diversity.
And then they should also try to gain a
greater understanding of the particular
context of the Black communities that
they’re trying to engage with. What would
inclusion look like?
One of the problems with lots of
measures to try and increase diversity
is that not much thought actually goes
into it. It’s done on this very superficial,
moralizing level, which doesn’t actually
engage with the fact that the interests of
Black people might not be consistent with
the interests of the particular industry that
you want to promote.
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CHAPTER SEVEN

The Collector
The world of Fine Wine rests on the shoulders of collectors, those passionate wine
lovers who have the means and the patience to put wine in storage, for up to decades
at a time. Who are they, and what motivates them?
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Professor Shirley Mueller
Inside The Head of a Collector

Professor Shirley Mueller is a medical doctor and the author of Inside the Head of a
Collector: Neuropsychological Forces at Play (2019). As well as being board-certified in
neurology and psychiatry, Professor Mueller is an internationally known collector and
scholar of Chinese export porcelain. In a wide-ranging conversation, she spoke with
ARENI about who becomes a collector, and the psychological pleasures and benefits
of collecting.
This interview was first published on May 5th, 2021.
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Why does someone collect, and what are
the main motivations fuelling the collector’s
drive?
People collect because it gives them
joy and pleasure, which is actually the
driver for all of us, for everything we do.
We want to feel good about ourselves.
Anything that gives us pleasure enhances
this area and collecting is an extension,
essentially, of life. It isn’t as casual as
some people who collect now, and again.
It actually has to do with a need to collect
certain articles which fit into the collection.

People who collect generally
have a genetic predisposition.
They have some environmental
exposure to objects or collecting
that influences them and some
life experiences.
PROFESSOR SHIRLEY MUELLER

One of the things that was interesting is
that for a very long time. scientific thought
was that collecting was actually filling a
gap, maybe an emotional gap. But you
demonstrate that it’s slightly different. And
neuroscience has been a lot of help to break
away from that previous analysis.
Prior to the 1990s, there was no
scientific way to look at the brain when
people were thinking. In the 1990s,
magnetic resonance imaging came about.
A very sophisticated twist on it was what’s
called ‘functional magnetic resonance
imaging’, which means that when people
are thinking, their brain can actually be
visualized. Which means that our thoughts
about buying can also be visualised.
And when we buy something, there is
a fear contribution. Of course, we don’t

want to be cheated. There’s definitely a
All of us have probably a collecting
pleasure contribution. There are many, area to one degree or another, but in
many other contributions that have been most people, probably three quarters
identified using functional magnetic of the people, it is nascent. It just never
resonance imaging. But before the 1990s blossoms. But in about a third of the
Freud and Muensterberger were the population in the United States, it comes
two major writers who wrote about why forward and shows itself. And in most
people collect. Freud was of the opinion people, it’s the passion that shows itself.
that it was simply sublimation of libido. So, it’s a wonderful addition to a normal
Muensterberger wrote a book in the very life.
early 1990s, without having the benefit of
Do you have one particular definition for
functional magnetic imaging formation, collectors?
that people who collected were deprived
A collector is someone who gathers
in childhood. Again, a very negative take. objects beyond what is needed to
Functional magnetic imaging took us decorate a home or a garden or whatever.
into the scientific area.
They require extra space, like a closet or
It puts collecting not as something to fill like a storage.
the gap, but something as additional pleasure.
Does it have to be an object? Some people
But sometimes collecting can be obsession. seem to collect degrees, for example. In the
Can you explain to us the difference between world of wine, there are loads of certifications
passion and a medical condition?
that you can collect. Can knowledge be
Those who are passionate study the collected?
objects that they’re collecting. They may
Yes. It’s almost like collecting
go to conferences, they go to antique experiences. We are told that young
shops, perhaps auctions, and they try to people love to collect experiences. Those
put together a cohesive collection which people who collect, let’s say, degrees,
tells a story. Those who are obsessed have the experience of going through the
can’t get collecting out of their mind. They process of studying for, and then finally
can’t get the objects that they want out getting, the degree. They also have the
of their mind. And this kind of obsession degree. So, they have a double pleasure.
means that they are thinking about what
Can you be a collector without being an
they want to collect to the exclusion of expert on your topic, or does they always go
other areas in their life.
hand-in-hand?
And then we move on to hoarders,
A collector is anyone who enjoys
which are totally in a different category. collecting, whether it be from time to
Hoarding probably has an organic basis. time, or on a consistent basis. For me,
And the reason I say that, is because the whole key is enjoyment, pleasure.
people who have had operations in a And actually isn’t it wonderful to see little
certain area of their brain can begin to children. They might collect something
collect worthless things, and keep them all they got at the museum, that says they’ve
over the house. They’d become hoarders been to the museum. They might collect
after this operation; they weren’t before. marbles. The question is, does that lead
So that suggests that there’s this area in to full-blown collecting later? Evidently
the brain that predisposes to hoarding.
not always in the teenage years,
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In your book you also talk about being a with someone from the University of Iowa
woman collector in the world of art and, and and we call it the collectors’ study.
ceramics. And the same thing could be said
Where do we put the line between collectors
for women wine collectors that are on the rise and investors?
in particular areas of the world. For example,
Most collectors buy for love, but some,
Asia is quite advanced for women, more than perhaps 25 to 30%, buy to make money
Europe and the United States. How does only. They either have an advisor who
gender, age or race factor in?
says what he or she thinks will accrue in
The key factor in order to be able to value, or they invest in a fund.
collect is monetary resources. Women
with money have collected. People with
I feel like the investor collector
money turn to collecting as a pastime and
women are no exception. We believe that loses a lot of the chance to really
men take more risks when they collect enjoy items. If that person hasn’t
than women, and women are more likely
had the pleasure of selecting
to collect an artist if they know that artist
and feel positive toward that artist, which it and reading about it and
will be a very human trait. Men would be learning about it, then from my
more likely to buy an item they thought point of view, he or she is losing
would accrue in value, just as they
part of the enjoyment.
would for an investment. I think there
are differences, but they haven’t been PROFESSOR SHIRLEY MUELLER
proven conclusively. I’m going to study
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When we talk to fine wine collectors, most
of them buy for three things. They buy to
drink. Now they buy to lay down because, you
know, there’s this notion with wine improves
with time. Sometimes they buy to re-sell, just
because the monetary value of the wine really
improved and they’re happy because they
made a good deal. They can re-sell to buy more,
or because they’ve bought too much and they
know they’re not going to be able to drink it
all. My last question would be, based on your
understanding on the brain and your very
deep understanding on how collectors work: if
you had to advise fine wine merchants on how
to behave to maximise the relationship, what
would it be?
Buy the best that the dealer can and
sell to the best clients that the dealer can.
And if you can’t, tell the buyer where the
buyer can get what he or she wants. Be
reliable, by providing the commodity as
described, so the transactions are totally
transparent.
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