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Foreword from the Deputy Minister for Agriculture, Food, 
Fisheries & European Programmes 
 

The Welsh drinks sector is an important part of our food 
and agricultural industry, and we are seeing a growing 
international reputation for our beer, cider, perry, wine, 
and spirits brands. Building on this success, the 
Welsh Government wants to ensure that we have even 
more successful drinks producers and processors in 
Wales' tourism sector building a strong and profitable 
industry in Wales. 

 
The Welsh Government has made clear its commitment to supporting the industry by 
helping to develop, promote and market Welsh food and drink, strengthening supply 
chain linkages where appropriate; and to diversifying and growing our economy by 
the promotion of new and innovative products, improving processing capacity, and 
the pursuit of new international markets. 
 
In September 2011 I hosted the first drinks industry summit in Aberystwyth. My aim 
was to establish the ambitions and growth potential of this sector and to identify how 
Government can further support the Welsh drinks industry. The summit has been the 
catalyst for industry to learn from each other and to find ways in which it can 
cohesively address key issues to drive forward the development of the Welsh drinks 
sector. 
 
As a direct result of that summit, a trade development initiative has been developed. 
This will provide industry with specific expertise such as market intelligence, 
marketing and branding, and exports amongst others. This action plan provides 
details of this initiative and identifies areas of opportunity and improvement across 
the supply chain. It also includes information on the latest market research and the 
current structure of the sector. 
 
This action plan aspires to be industry-led, responding directly to the concerns and 
demands of industry.  
 
Of course, the Programme for Government 2011-2016 is our overarching plan of 
action. It represents a real commitment to delivery, measured by the impact 
government is actually having on people’s lives. Within this, we have committed to 
supporting Welsh food producers, processors and distributors and to work to 
strengthen food production and processing in Wales, by developing the whole supply 
chain and investing in increasing the value of Welsh produce. This action plan for the 
drinks industry represents a contribution to that commitment by Government.  

 



 
 

I believe that the Welsh drinks industry has great potential and I will work to support 
its development in the hope of securing a more sustainable future. In order to 
achieve success, we must continue to work together to find feasible solutions to the 
issues we face in today’s economic climate. 
 
 
 
 
 
 
 
Alun Davies AM 
Deputy Minister for Agriculture, Food, Fisheries & European Programmes 
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Chapter 1 – Executive Summary 
 
Introduction 
 
This action plan for the Welsh Drinks Industry is the beginning of a longer process of 
engagement. It seeks to work towards developing a sustainable, profitable and high 
profile drinks sector for Wales. 
 
Developed in a direct response to industry needs this action plan seeks to provide 
necessary base line data on the current structure of the sector. In part, it will also 
address proposed action in relation to non-devolved issues such as tax, duty, and 
minimum pricing for alcohol. In addition, it looks to support producers in new product 
development, improving existing marketing and branding skills, and to identify 
potential export opportunities.  
 
The Current Situation  
 
1.0  These are challenging times for Welsh producers and processors. With the 
appropriate support, and by adopting a market led, entrepreneurial approach, there 
are opportunities for those companies that have the appetite and resources for 
business growth. 
 
As well as addressing themes that are industry-wide and those that are sector 
specific, this Action Plan intends to create a framework in which Welsh drink 
producers and processors can flourish. 
 
1.1  The UK alcohol market is a very large market and is worth £32.6bn pa1. The 
volume (litreage) of alcohol sold continues to be in decline. The market is dominated 
by brands2, whilst excise and duty accounts for a proportion of the market value3.  
 
Of the four key sectors (beer & lager, cider & perry, wine, and spirits/other), the beer 
and lager sector is the largest in both value and volume terms, whilst cider is the 
fastest growing of the four. The Welsh alcoholic market is broadly similar to the rest 
of the UK, although in Wales, there is a larger decrease in the amount of alcohol 
being sold than in the rest of the UK. 
 
‘Brains’ is the single largest Welsh producer and although there is limited industry 
data available, it is estimated that the majority of Welsh producers are Small and 
Medium Sized Enterprises (SMEs). Whilst there appears to be sufficient 
opportunities for growth for most producers, in the future there may be issues of 
over-capacity in the brewing sector unless markets outside of Wales are actively 
developed. 
 
1.2  The trade structure is complex. The ‘drinking out of home’ market is usually 
referred to as the “On-trade” (for example, public houses) and the “Off-trade” refers 
to sales made from shops, often for consumption at home. The number of public 

                                                            
1 Source: Kantar, 52 w/e 7th August 2011. 
2 Source: Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
3 Source: Kantar, 52 w/e 7th August 2011. 
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houses that can continue to trade in the current economic situation is in decline and 
the difficulties in accessing non-independent pubs is an issue for many producers. 
The concentration of the retail channel is also a challenge for producers and with the 
top four supermarkets accounting for circa 68% of grocery sales there are limited 
Off-trade options for producers attempting to grow sales4. 
 
1.3  Despite these challenges, the Welsh drinks industry has great potential for 
future growth and there are many opportunities for entrepreneurial producers of all 
sizes within Wales, the UK, and international markets.  
 
1.4  Gaining access to markets is essential for producers to prosper. The 
Trade Development initiative developed in conjunction with this action plan can help 
producers with this whilst improving their skills in key areas, such as branding, 
marketing, and innovation. Specifically, these skills play an important role in helping 
producers and processors grow sales. 
 
1.5  The alcohol sector in Wales has previously lacked both producer data and 
market knowledge. The market research undertaken prior to the drinks summit 
(autumn 2011) and used to inform this action plan provides the Welsh Government 
with an insight into the industry and identifies specific areas for development. 
Monitoring and evaluation of future data collections also plays a key part in 
measuring the success of this action plan and its identified actions. 
 
1.6  For many smaller producers there is a definite benefit from increased 
collaboration within the industry, either across all sectors or on a specific sector 
level. Such collaboration may be facilitated by industry-led trade associations, and 
these can play a vital role in reducing costs on business and improving quality; 
examples include training, branding, marketing, and distribution. It is recognised that 
collaboration is not the solution to all the issues highlighted within this action plan, 
and for some producers, this may be at odds with their commercial approach. 
However, there is merit in developing either a formal or informal network across 
industry. Such networks could help to develop knowledge and information amongst 
those within the sector and provide producers and processors with a voice for which 
to be heard by Government and its policy departments. 
 
1.7  In order to progress non-devolved issues such as beer, wine and cider duty, a 
cross-departmental working approach is needed between Wales and the 
UK Government. These wider issues cannot be addressed by Welsh Ministers alone. 
 
1.8  It is important that producers strive to deliver value for money by consistently 
offering the best possible quality for the price being charged. The three Food 
Technology Centres in Wales based at Cardiff Metropolitan University, Llandysul and 
at Coleg Menai in Llangefni, provide technical services to the Welsh food and drink 
industry in partnership with the Welsh Government and will continue to play an 
important role in raising and maintaining quality and technical standards. 

                                                            
4 Source: Kantar, 52 w/e 7th August 2011. 
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1.9  There is an identifiable need to improve the processing capacity of the 
Welsh drinks industry. This in itself could make a significant contribution to 
increasing sales of Welsh food and drink and to address some of the current issues 
across the supply chain.  
 
1.10  Wales has a strong tradition in the drinks sector, and the industry’s reputation 
has been enhanced in recent years by the launch of new companies, innovative 
products, and by re-invigorating established brands. The purpose of this action plan 
is to provide a framework with which to help facilitate the future success of the 
industry. Themes such as collaboration, market knowledge and access to markets 
will be a key part of the implementation of the action plan, but ultimately growth will 
continue to be driven by an industry-led, entrepreneurial approach.  
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Chapter 2 – Background and Introduction – The Current 
Situation in Wales 
 
Overview 
 
2.1 Alcohol is one of the largest food and drink markets in the UK and is 
estimated to be worth £32.6bn per annum5 . Within Wales it is a significant market 
and is estimated to be worth £1.8bn per annum6. To put this market size into context, 
within the retailer sector, Welsh consumers spend more on alcohol than on dairy 
products (£658m versus £589m)7.  
 
Globally 200 billion litres of alcohol are consumed each year8 compared to the 
Welsh market which consumes 320 million litres9. This gives an indication of the 
significant export opportunities that exist for Welsh producers to exploit. 
 
2.2 In addition, the alcohol industry has a major part to play in terms of: 
 

o The economic contribution of Welsh producers. 
o The sector’s contribution to the agriculture, food and tourism industries. 
o The social implications of the sector (for example; the importance of the 

public house within the community, specifically within rural or deprived 
areas of Wales). 

o The impact upon the health of Welsh people and the National Health 
Service. 

 
Although not directly benefiting the Welsh Government, the duty and excise levied 
on the alcohol sector is a significant contributor to the UK Government’s tax 
revenues. 
 
2.3  Despite the importance of the alcohol sector within Wales, there is a 
“dearth of official statistics relating to the number of producers and volume of product 
produced in Wales”10. This lack of appropriate industry data for Wales is an issue for 
the robust measurement of progress and development in the sector. 
 
Current Situation 
 
2.4 Within Wales there is a diverse range of Welsh alcohol producers of varying 
scale and ambitions, ranging from high profile award winning brands to small-scale 
artisan producers selling in local pubs and direct to consumers at food festivals and 
other such events. This action plan recognises the diverse structure and needs of 
the Welsh industry and seeks to address what it can, whilst considering that all 
businesses regardless of size or ambition will have varying needs. 
                                                            
5 ACNielsen, Kantar, 2011. 
6 ACNielsen, Kantar, 2011. 
7 Kantar, 2011. 
8 WHO 2011. 
9 ACNielsen, Kantar, 2011. 
10 Rural Development Sub Committee – Inquiry into the Wine, Beer and Cider Industry in Wales 2010. 
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2.5 Whilst outside of the remit of this action plan it should be noted that Wales is 
the location (Magor, Monmouthshire) of one of the many breweries owned by 
Anheuser-Busch InBev; the world’s largest brewery company producing a number of 
branded drinks. These brands have no Welsh provenance or ownership but make a 
major contribution to the Welsh economy. 
 
2.6 The alcohol industry in Wales is broadly divided into four sectors: 

 
Sector Description Estimated number of 

producers in Wales 
Beer and 
lager 

Includes all types including cask and 
keg 

40-4211  

Wine Includes red, white, rose and sparkling 17 vineyards12 but no 
winery 

Cider and 
Perry 

Includes all types of cider and perry, 
including craft and bottle conditioned 

Circa 5 cider makers13  

Other Includes spirits, cocktails and liqueurs 8-1014 
 
2.7 Within Wales there are broadly 4 tiers of producers: 
 

• Tier 1: National sales within UK. 

• Tier 2: National sales within Wales and some UK sales. 

• Tier 3: Regional sales within Wales. 

• Tier 4: Local sales (i.e. within a 30 mile radius of production). 
 
It is encouraging that international sales are not only being achieved by larger 
companies. Exports are being achieved by companies from all tiers except Tier 4. In 
addition, at least two entrepreneurial Welsh brewers have had success in securing 
national own label distribution for their beers with major retailers.  
 
2.8 As the majority of Welsh producers are estimated to be Small and Medium 
Enterprises (SMEs), there may be a significant benefit for industry in adopting a 
more collaborative approach across the supply chain, enabling the sharing of 
resources, expertise and marketing investment. The model established by the 
Welsh Perry and Cider Society15 is a good example of where collaboration can 
benefit an entire industry. 
 

                                                            
11 CAMRA. 
12 UK Vineyards Association. 
13 Welsh Perry and Cider Society. 
14 Levercliff estimates. 
15 Welsh Perry & Cider Society. 
http://www.welshcider.co.uk/index.php?option=com_frontpage&Itemid=1. 
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Welsh Perry and Cider Society 
 
The Welsh Perry and Cider Society (WPCS) was established in 2001. In 
November 2009 the WPCS was awarded Supply Chain Efficiencies Scheme 
funding through the Rural Development Plan for Wales 2007-2013, which is 
funded by the Welsh Government and the European Agricultural Fund for Rural 
Development: Europe Investing in Rural Areas.  
 
With the support of this funding, WPCS is planning to deliver the following project 
activities:  
 

• To provide support to cider and perry orchard owners to develop added 
value processing of orchard fruits. 

• To provide technical support, advice and guidance on the propagation and 
management of orchards, fruit harvesting and storage and quality control 
standards for fruit production and processing. 

• To provide support for capacity building activities within groups of orchard 
owners and cider and perry producers to encourage co-operative and/or 
collaborative working practices. 

• To provide support to encourage the development of added value returns to 
orchard owners and growers through a range of marketing and branding 
initiatives that will raise the profile of Welsh cider and perry products. 

 

 
Key Challenges Facing Producers 
 
2.9 Like most food and drink markets, the alcohol sector is a challenging one in 
which to operate, and in recent years the challenges have increased for producers, 
processors, and those within the hospitality trade. These include: 
 
A Market in Volume Decline 
 
The Office of National Statistics data reflects a reduction in the average weekly 
consumption of alcohol in both men and women from 2006-2009. Whilst these 
top-line statistics will mask excessive and unhealthy consumption, amongst certain 
groups of the population, the average consumption decline will impact upon 
producers. 
 
The implication for producers is that they are operating in a market experiencing 
volume decline, and there will be increased competition to gain a share of a smaller 
UK market. This may encourage Welsh producers to exploit added-value 
opportunities and explore export opportunities outside of the UK which may be 
growing at a faster rate. 
 
Recessionary Pressures 
 
The recession has had a considerable impact on consumer behaviour. Within the 
alcohol market there has been a marked switch from ‘out of home’ to ‘in home’ 



7 
 

consumption16. The price difference between the On-trade (pubs, restaurants) and 
Off-trade (retailers, supermarkets) is often of great significance. For example, the 
pricing of a pint of premium lager can range from around £3.30 in the on-trade to 
approximately £1.20 in the off-trade17. Inevitably with such a price difference, many 
consumers have reduced out of home consumption resulting in the closure of many 
public houses and restaurants.  
 
The recessionary pressures have also resulted in consumers demanding better 
value for money, switching to more value driven On-trade outlets and, in some 
cases, to reducing their weekly alcohol consumption overall but purchasing more 
added-value drinks, such as cask ale. These pressures are particularly challenging 
for smaller producers who are less able to achieve economies of scale and have 
insufficient leverage with trade partners to minimise the impact of the commercial 
pressures of lower prices and potentially reduced volume. 
 
Access to Markets 
 
Gaining access to markets is a challenge for many producers; research has 
demonstrated the following main issues: 
 

• Tied public houses: the existence of tied pubs restricts the number of 
potential On-trade outlets for many producers. 

• The decline in the number of trading public houses: 375 pubs closed 
in Wales from 2007-1018. As public house numbers reduce, there are 
fewer potential outlets for producers and this is a particular issue for 
brewers. In addition there are the social implications of the loss of a key 
facility in some communities. 

• The dominance of supermarkets in the off-trade: the top 4 
supermarkets account for around 68% of all grocer sales in Wales19. 
Listings with these retailers are important for businesses aspiring to grow 
sales in the retail sector. Unfortunately, listings with these retailers are not 
always easy to obtain, and supplying supermarkets is very demanding. 

• Cost of distribution: alcohol (particularly lower value products) can be 
costly to distribute, and many smaller producers are disadvantaged due to 
the disproportionate cost associated with this. There are limited cost 
effective distribution solutions available for smaller Welsh producers, other 
than collaboration across industry to identify possible networks of support. 

 
Branding 
 
The alcohol market has one of the highest shares of branded products of any of the 
food and drink sectors. As a result, Welsh producers have to compete with big brand 
names which have considerable marketing budgets. On a retailer’s shelf or at a 

                                                            
16 ACNielsen, Kantar, 2011. 
17 Trade audits, November 20114. 
18 Save our Pubs reported on BBC News We-site 25th July 2011. 
http://www.bbc.co.uk/news/uk-wales-14275055. 
19 Kantar, 2011. 
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pub’s bar, the consumer may be faced with a choice between a globally recognised 
brand and a competing Welsh brand.  
 
Whilst it is unlikely that the Welsh brand will be able to compete on marketing 
expenditure, it is important that the branding and marketing investment is as effective 
as possible in order to appeal to the consumer. For producers aspiring to sales 
outside of Wales, it is particularly important that effort and focus is given to the 
branding, as competition will be stronger and the benefit of being “local and made in 
Wales” will be negated. 
 
The image of Welsh alcohol brands can make a significant contribution to 
perceptions of Welsh food and drink throughout the world. Although subjective, it is 
perceived that the most appropriately branded Welsh products are proving the most 
successful outside of Wales20. 
 
Quality and Technical Support 
 
The majority of alcohol products are not easy to produce at a consistent quality. As a 
result, technical knowledge and expertise is a required skill in most successful drinks 
companies. Whilst most food sectors in Wales are well supported with technical 
resource and advice, there appears to be limited expertise available within Wales for 
sectors of the drinks industry. 
 
Provision for those companies deemed to be eligible, could be accessed via the 
Welsh Government supported Food Centres21, although work must be done to raise 
awareness of this facility across the drinks industry. Assistance can take many 
forms, from grants (if available and applicable), to new product development and 
technical assistance. Market research is also available to companies wanting to 
assess the market place before making strategic decisions or development plans. 
 
Opportunities: Key Market and Consumer Trends Benefiting Welsh Producers 
 
2.10 Despite the challenging market conditions, there is still significant potential for 
Welsh producers both in and outside of Wales. A number of key trends have the 
potential to benefit Welsh producers and these include: 
 
Continued Growth of Local Products and Brands 
 
In the face of increased globalisation there has also been a growth in sales of 
localised and regional products. According to Mintel22 the desire to have locally 
produced food is the fourth most important concern for UK consumers with farmers 
markets and direct local sales growing significantly over the past 10 years. In 
addition, leading supermarkets have exploited the demand for local and regional 
foods by focusing and strengthening their local ranges.  

                                                            
20 See www.walesthebrand.com. 
21 http://wales.gov.uk/topics/environmentcountryside/foodandfisheries/supportforfoodproducers/ 
foodcentres/?lang=en. 
22 Food for Thought, Mintel, May 2010. 
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The motivations for ‘buying local’ are subtly changing and this is increasingly 
perceived as a method of supporting the local economy23 as well as trying to ensure 
better quality and control of the production process.  
 
Local brands must compete effectively on value for money and price premiums for 
“being local” have to be justified, particularly to more budget conscious consumers. 
Food for Wales Food from Wales 2010-202024 aspires to encourage those that 
provide food and drink to tourists to source more locally and to ensure that they 
broadcast its provenance as a positive feature of their food and drink offer. 
 
International Opportunities 
 
Wales accounts for just circa 0.25% of the world’s alcohol sales25. Some Welsh 
producers have successfully exported to international markets, and whilst exporting 
is not easy, the potential sales can far exceed domestic sales. Drink products are 
ideal for exporting as they have long shelf lives, there are established distributors for 
this, and there is an appetite for international drinks brands across the globe. 
 
Demand for Quality and growth in “Connoisseurship” in the Drink Market 
 
Connoisseurship, the appreciation and expert knowledge of fine food (and wine), is a 
growing trend in the drinks market and is likely to continue. This is likely to benefit 
many smaller Welsh producers of quality drinks, as a more discerning consumer will 
be willing to pay a premium for differentiated, quality Welsh brands.  
 
On-line Trade Channels 
 
Alcohol is one of the most appropriate food and drink products for On-line retailing 
because of its long shelf life and high case price, which enables the delivery cost to 
be less prohibitive than with many lower priced products.  
 
The wine industry already has a number of on-line businesses and the growth in this 
channel provides opportunities for Welsh producers. 
 
New Product Development and Innovation 
 
Despite being a large and mature market, innovation is an essential driver of growth 
in the industry. Usually, during recessionary times, innovation is reduced in order to 
alleviate costly mistakes, and it would appear that this is currently occurring: 
 

“I haven’t seen any earth shattering New Product Development (NPD) in this 
category in the last 18 months”, Tesco Beer, Wine and Spirit Category 
Director, July 2011. 

                                                            
23 Food for Thought, Mintel, May 2010. 
24 http://wales.gov.uk/topics/environmentcountryside/foodandfisheries/foodandmarketdevelopment 
pubs/foodstratdoc/?lang=en. 
25 Estimated using data from WHO 2011, ACNielsen, Kantar, 2011. 
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Welsh producers have a good track record of innovation and this should be further 
supported in order to further grow the market.  
 
Entrepreneurial Approach 
 
The alcohol market is very competitive, driven by consumer demand, and is 
dominated by large, often global suppliers with strong brands. It is in this context that 
Welsh producers must compete both in Wales and further afield. 
 
Whilst every company’s objectives are likely to differ, it would appear that the most 
successful (in terms of sales) have adopted an entrepreneurial approach, which is 
rooted in providing a quality product that meets the demands of the market.  
 
Policy and Regulatory Issues 
 
2.11 Like many industries, the alcohol sector is impacted by a number of factors, 
such as legislation and planning, that are not consumer or market related. Some of 
those listed below may be outside of the scope of this action plan. These additional 
factors may include: 
 

• Planning. 

• Agriculture and Rural Affairs Policy (for example, Glastir). 

• Health Policy (for example, Minimum Pricing of Alcohol). 

• UK Government legislation (for example, competition policy).  

• Excise and Duty Structure. 
 
With regard to the last two bullet points, the Welsh Government will work alongside 
its UK counterparts to address these. 
 
2.12 Partly as a result of the increasing concerns about excessive alcohol 
consumption impacting upon the health of the consumer, and the cost of the 
associated health care, there is the potential for legislation impacting upon producers 
within the drinks industry. A Minimum Pricing Bill26 was introduced in Scotland on 
1st October 2011 but to date restrictions in the rest of the UK are voluntary and 
encouraged by the trade body, the Portman Group. 

                                                            
26 http://www.scottish.parliament.uk/parliamentarybusiness/Bills/43354.aspx. 
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Chapter 3 – Market Assessment 
 
3.1 An important part of developing the action plan has been the assessment of 
the current market and industry situation. This assessment has been supported by: 

 
I. The purchase and analysis of market data: 

 
a. On-trade (includes public houses, clubs and restaurants): data 

provided by ACNielsen. 
b. Off-trade (retail outlets, including supermarkets): data provided by 

Kantar. 
 

II. The Welsh Drinks Industry Summit held in the autumn of 2011. 
 
The data has provided a valuable understanding of the market whilst the 
Welsh Drinks Summit enabled the views and proposals of industry to be 
incorporated into this action plan. 
 
Key Market Data 
 
3.2  The Welsh alcoholic drinks market is worth £1.76bn and accounts for circa 
5% of the total UK market27. Whilst the value of the Welsh market is growing at a 
faster rate than the total UK, volumes in Wales are declining faster than the rest of 
the UK. A number of factors may be driving these changes including the 
Welsh consumer trading up to more expensive brands, and switching to wine and 
spirits at the expense of beer and lager. 
 
However, value data can be mis-leading as it can disguise volume reductions, as the 
observed value increases can be caused by a combination of duty changes, price  
increases, and a change to consumer purchasing habits. 
 
Measure (1) UK Wales 
Alcohol market size – value £32.6bn £1.76bn 
Alcohol market size – volume 5.58bn litres 320m litres 
Value growth  3.8% 4.1% 
Volume growth -2.8% -3.0% 

 
3.3  The relative sizes of the sectors of the alcohol market are shown below. Beer 
and lager is the largest sector and accounts for circa 2% of the spend (63% share by 
volume) on alcohol in the UK28. 
 

                                                            
27 Source: Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
28 Source: Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
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Total Alcohol Market Value Comparison – Wales vs UK 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

 

Welsh consumer’s share of ‘spend by sector’ is similar to the UK’s, although 
Wales spends a slightly higher proportion on spirits and wine, and less on beer and 
lager. This may partly be a reflection of Welsh consumers drinking proportionately 
more at home, which is likely to include more spirits and wine. Welsh consumers’ 
also spend a higher proportion on cider, which is a reflection of the regional appeal 
of cider and perry. 
 
3.4 The analysis of the volume growth changes shows a UK volume decline of 
2.7% versus a 4.7% decline in Wales29. Cider is the only sector increasing in volume 
in both Wales and the UK30. This growth is a reflection of the investment in brands, 
innovation (e.g. new flavours), and the renewed interest in the sector for both 
mainstream and more artisanal products. 
 

                                                            
29 Source: Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
30 Source: Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
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Total Alcohol Market Volume Performance Comparison (% Change) – 
Wales Vs UK 
 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

The significant growth in fortified wine and sparkling wine in Wales is more difficult to 
explain and may in part be due to the sectors being relatively small. 
 
3.5  Analysis of the market data highlights a number of implications for 
Welsh producers:  
 

• Although the market is mature there are significant changes occurring 
within some of the sectors. It is important that Welsh producers are aware 
of the market changes in order to exploit any available forthcoming 
opportunities. 

• Both cider, perry, and wine are in growth in Wales and present particularly 
good opportunities for innovative new product development. 

• All of the individual drinks sectors are of significant size and there is 
sufficient headroom for future growth. For example, the wine market in 
Wales is estimated to be worth 55m litres per annum, and the combined 
Welsh vineyards production would probably account for less than 0.5% of 
the total Welsh market31. 

 
Industry Structure in Wales 
 
3.6 Although each of the four sectors in Wales are different they have some 
common structural themes: 
 

i. The majority of the producers are estimated to be on a small to medium 
scale. 

ii. There is limited formal collaboration amongst industry (except in the 
perry and cider industry). 

                                                            
31 Industry estimates, Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
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iii. Three of the four sectors have a clear Welsh brand leader who currently 
dominate the Welsh markets. 

iv. Strong national and international competitors exist. 
 
3.7  The four sectors are estimated to be at different stages of maturity and these 
are demonstrated in the table below: 
 

 Beer and Lager Perry and 
Cider 

Wine Spirits/Other 

Stage • Maturing • Early growth • Embryonic • Maturing 

Likely 
drivers 
of 
growth 

• Regional 
brewers 
expanding 
beyond 
Wales 
 

• Limited 
number of 
‘local’ 
brewers 
expanding 
into ‘regional’ 
 

• Export 

• Driven by 
part-time 
producers 
becoming 
full-time 
operations 
 

• Collaboration 

• Industry wide 
investment  
 

• Supporting 
individual 
companies 
with most 
potential as 
“Beacon 
companies” 
 

• Collaboration 

• Will vary by 
sector 
(eg: whisky, 
gifts) 
 

• Wales’ main 
whisky 
distillery will 
be the key 
driver 

 
3.8 Within all sectors there are opportunities for new additional producers to make 
their mark, and also for existing producers to increase their production capacity. 
However, the brewing sector is at risk of becoming limited in terms of space in the 
future. 
 
Within the beer sector there are few barriers to entry compared to the other sectors, 
where either a shortage of raw materials or high start-up costs can be prohibitive. 
There is potentially an issue of over-capacity as more brewers are pursuing a 
declining number of Welsh public houses and limited retail shelf space.  
 
There is already evidence of brewery closures whilst others have prospered. 
Potential over-capacity will be alleviated by exploiting opportunities outside of Wales, 
but a comparison with Scotland’s brewing industry highlights the potential capacity 
issue: 
 

• Wales: 32 breweries for a population of 3m. 

• Scotland: 29 breweries for a population of 5.2m32. 
 

                                                            
32 Source: CAMRA. 
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However, unlike Scotland, Wales has easier access to the larger English markets 
which is of a significant advantage. 
 
Trade Structure 
 
3.9. The trade structure for alcoholic drinks is complex and there are many 

different routes to market. Potential outlets for drinks producers include public 
houses, selling on-line, restaurants, supermarkets, off-licenses, national food and 
drink festivals, and exports.  
 
Each of the potential routes to market have pros and cons but it would appear that 
the most successful producers are adopting a “multi-channel” approach in order to 
both maximise sales and reduce the risk of an over-dependence on a limited number 
of customers. 
 
The supply chain is a particular challenge due to the complexity of the industry, the 
cost involved and a lack of effective distribution for Welsh drinks producers. 
 
3.10 The Off-trade is becoming more important as consumers switch to drinking at 
home. In contrast to the UK, the volume consumed at home in Wales exceeds the 
amount consumed out of home. This indicates the particular importance of the 
Off-trade within Wales. 
 
Share of Trade – On-trade vs Off-trade 
 

Measure – value share 
of trade 

UK Wales 

On-trade 67.5% 62.3% 
Off-trade  32.5% 27.7% 
Volume share of trade   
On-trade 53.5% 46.8% 
Off-trade 46.5% 53.2% 

33 
 
The On-trade is particularly complex and presents many challenges for producers. It 
is estimated that there are approximately 7000 licensed On-trade premises in Wales 
which includes around 2450 pubs. 
 
There are broadly five different ownership arrangements: 
 

• Independents: public houses that are able to stock the drinks of their own 
choice. 

• Pub company owned tenanted/leased: where a public house is owned by 
a pub company or chain and the tenant may be contracted to buy all or 
most of its drinks through the parent pub company. 

                                                            
33 Source: Kantar, 52 w/e 7th August 2011, ACNielsen 52 w/e 9th July 2011. 
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• Pub company owned managed houses: where a public house is owned by 
a company and the pub is managed by a company employee. 

• Brewer owned tenanted/leased: a public house that is owned by a brewery 
and the tenant is contracted to buy all or most drinks through the brewery.  

• Brewery owned managed houses: a public house that is owned by a 
brewery and the pub is managed by a company employee. 

 
Independent pubs account for around 30% of all Welsh pubs34 and these are 
probably the most attractive outlets for independent producers, because they have 
more autonomy in deciding which drinks to sell. However, this in itself can bring 
added pressures in terms of attracting customers through the doors. Minimum 
pricing for alcohol has a major part to play here as independent landlords cannot 
compete with supermarket prices. 
 

 
 

 
 
 
 

 
 

 
 

 
 
 
 
 
 
 
 
 

 
 
 
Within Wales, Brains account for over 10% of public houses (either as managed 
pubs or as landlords). Supplying the On-trade can be very competitive and is 
particularly challenging for smaller producers who usually have limited sales 
resources, and can therefore struggle to access large numbers of outlet. Sales and 
distribution can be out-sourced to wholesale companies who will sell and deliver a 
producers’ brand. Gaining access to wholesalers and distribution hubs can be a 
significant benefit to smaller producers and enable their product to reach a wider 
geographical market. However, the use of a third party can result in extra costs in the 
supply chain, which can disadvantage the smaller producer, compared to a brewery 
who is selling their own brands into their own pubic houses. 
 

                                                            
34 Source: British Beer and Pub Association, Levercliff estimates. 

Structure of the Pub Trade in Wales
Brewer Owned Managed House, 227 pubs 

Brewer Owned Tenanted/Leased 
294 pubs 

Pub Company Owned 
Managed Houses  

269 pubs 

Independents 
735 pubs 

Pub Company Owned Tenanted/Leased 925 
pubs 
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3.12 The off-trade structure in Wales reflects that of the UK with familiar 
supermarkets dominating. As stated earlier the four biggest supermarkets, have 
around 68% shares of the total grocery sales in Wales. The share performance is 
largely driven by store numbers and store size. For example, the discounters have a 
disproportionate number of their stores within Wales. 
 
Retailers’ Shares in Wales vs UK for 52 w/e 7th August 201135 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The concentration of stores has implications for Welsh producers looking to 
successfully grow a brand. Focusing on the retail channel requires producers to gain 
listings with the majority of these retailers in Wales and/or a national UK listing with 
at least two of the above named supermarkets. A retail focused strategy is 
particularly risky due to potential over-dependence on a limited number of trade 
customers. 
 
The supermarkets have different ranging policies for regional products. Some 
supermarkets have the ability to list regional products in just one or two stores whilst 
others require products to be stocked in the majority of stores in a region. For 
smaller producers with limited capacity it is often a challenge to supply to those that 
require the product to be listed in more than a couple of local stores. 
 
Most supermarkets will require delivery to a distribution centre, have stringent 
technical standards and will have demanding commercial requirements. Whilst there 
are attractive potential sales from the supermarkets, there are a number of 
challenges to becoming a successful supplier to the multiple retailers. 
 

                                                            
35 Source: Kantar, 52 w/e 7th August 2011. 
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In comparison, independent retailers may be easier to trade with, although the 
potential sales may be significantly lower. 
 
Consumers 
 
3.13 As alcohol is such a large and diverse market it is not surprising that in the 
last year, over 90% of all UK households have bought alcohol from a retailer. 
However, this level has declined from 91.5% of households to 90.4% in the past 
two years, and has been a contributing factor to the overall volume decline in alcohol 
sales.  
 
An analysis of different demographic groups and their purchasing behaviour in the 
Off-trade highlights the following: 
 

• Larger, affluent households with children are most likely to purchase 
alcohol, whilst less affluent and younger households are least likely. 

• Frequency of purchase and average spend is highest amongst the 
over 55’s. 

• On average, each household is spending £8.86 a week on alcohol in the 
Off-trade. 

 
Summary of Key Consumer Measures for Total Alcohol Purchases 
in the Retail Channel36 
 

 
Note: Average Weight of Purchase (AWP) 
 
The consumer profile and dynamics vary between the different sectors of the market. 
The chart below shows the varied age profiles of the drinkers of the different sectors. 
For example, of the consumers aged over 55, over 80% have drunk wine and 30% 
have drunk cider in the 12 months to August 2010. 
 

                                                            
36 Source: Kantar, 52 w/e 7th August 2011. 

All 
Households

1-2 Member 
HH 

3+ Member 
Household No Children

With 
Children

Social Grade 
ABC1

Social Grade 
C2DE Under 35 35-55 Over 55

% penetration 90.4 89.7 91.7 90.3 90.6 92.7 88 87.5  92.8 89.8

Purchase frequency  40 41.3 37.7 42.6 33.5 40.9 39.1  24.8  43.5 44.5

AWP spend 461.54 474.67 438.65 498.66 369.16 494.79 425.88 253.71 497.73 535.3

AWP volume 112.9 105.2 126.4 114.8 108.3 111.8 114.3 73.7  133.1 112.8

AWP packs  89.9 89.6 90.5 95.2 76.7 97.2 82.1  52.7  101.5 97.8

Spend per trip 11.54 11.49 11.63 11.71 11.01 12.1 10.9  10.22 11.43 12.04

Volume per trip 2.8 2.5 3.4 2.7 3.2 2.7 2.9 3 3.1 2.5

Packs per trip 2.2 2.2 2.4 2.2 2.3 2.4 2.1 2.1  2.3 2.2

Price per volume 4.09 4.51 3.47 4.35 3.41 4.43 3.73  3.44  3.74 4.74

Price per pack 5.13 5.3 4.85 5.24 4.81 5.09 5.19 4.82  4.9 5.47
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Types of Alcohol Drunk by Age in the 12 months to August 201037 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.14  An understanding of consumer profiles and behaviour is essential for drinks 
producers. Larger producers will invest significant budgets in market research in 
order to understand the consumer. This will inform decision making, such as 
marketing strategies, new product development, and trade engagement. Without 
access to market research and data, smaller producers are disadvantaged.  
 

                                                            
37 Source: Toluna/Mintel. 
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Sector SWOTs 
 
3.15  As part of the market assessment; SWOT analyses (Strengths, Weaknesses, 
Opportunities and Threats) have been completed for the four sectors: beer and 
lager, perry and cider, wine, and spirits/other. 
 
3.16 SWOT Analysis – Beer and Lager  

 

Strengths 
 
• Some strong regional brewers. 
 
• Strong Welsh national identity 

provides a domestic market for Welsh 
brands. 

 
• Proximity to England, Ireland and large 

UK market (compared to Irish and 
Scottish brewers). 

 

Weaknesses 
 
• Lack of easily accessible bottling 

plant(s) in parts of Wales is adding 
cost and potentially reducing sales 
to the Off-trade. 
 

• Variable quality across Welsh 
ales. 
 

• Distribution within Wales and 
outside of Wales is challenging. 

 
Opportunities 
 
• Cask/real ale sector sales continue to 

grow strongly. 
 

• Potential for more sales through 
hospitality sector and Off-trade in 
Wales. 

• Strong brands (that aren’t just “Welsh”) 
may have export potential.  

 
• Industry will benefit from increased 

collaboration. 
 

• Improve technical resource in  Wales 
to raise quality standards of produce. 

• Market is receptive to innovative 
products. 

 

Threats 
 
• Pub closures are making the 

Off-trade and markets outside of 
Wales increasingly more 
important. 
 

• Not all supermarkets are stocking 
 a large range of Welsh beer 
 brands.  

 
• Potential over-capacity with new 

breweries opening. 
 

• Brewers in the English border 
counties are targeting the Welsh 
market and are also a threat to 
Welsh brewers entering the 
Border counties. 
 

• Progressive beer duty is essential 
for smaller brewers to succeed. 
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SWOT Analysis – Cider and Perry 
 
Strengths 
 
• Cider and perry sector sales continue 

to grow strongly. 
 

• Gaining Protected Designation of 
Origin (PDO) status will strengthen the 
Welsh industry’s image. 
 

• Industry is already seeing benefits 
from collaboration (e.g. the 
Welsh Perry & Cider Society (WPCS)).
 

• Proximity to strong cider and perry 
markets (Borders and West Country). 
 

Weaknesses 
 
• Limited number of commercial 

producers. 
 

• Limited trade distribution for most 
Welsh brands. 

 
• Marketing & branding skills need 

to be addressed across the 
industry. 

 
• Product quality can be 

inconsistent. 
 
• Limited number of “3-5% ABV ” 

ciders from Wales. 
 

Opportunities 
 
• Effective market development is 

required to ensure there is a sufficient 
market to enable a growth in the 
numbers of full-time commercial 
producers. 
 

• Strong brands (that aren’t just “Welsh”) 
will have potential for sales outside of 
Wales. 

 
• Leveraging PDO status. 
 
• Product development to appeal to a 

more mainstream drinker. 
 

Threats 
 
• A lack of sufficient orchards in 

Wales could limit the capacity of 
the Welsh industry. 
 

• Potential funding gaps for 
organisations such as the 
Welsh Perry and Cider Society 
could inhibit future growth of the 
industry. 

 
• Welsh market is currently 

dominated by one producer. 
 
• Not all “Welsh” cider brands are 

produced in Wales but are taking 
sales from Welsh producers. 
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3.18 SWOT Analysis – Wine  
 
Strengths 
 
• Proximity to England and large 

markets. 
 

• Certain Welsh regions are ideal areas 
for wine production. 
 

• Consumption of wine in Wales is 
increasing. 
 

• The strong Welsh identity provides a 
domestic market for Welsh products 
including wine. 
 

Weaknesses 
 
• Current limited capacity. 

 
• Unknown quality across 

Welsh wines and poor value for 
money. 
 

• Currently fragmented distribution 
across all channels of the market. 
 

• No Welsh winery and difficult for 
producers to control quality. 
 

• Lack of awareness of 
Welsh wines. 
 

• Minimal collaboration between 
Welsh producers compared with 
other alcohol sectors. 

Opportunities 
 
• Increase production and processing 

capacity through the development of 
additional vineyards and/or a 
Welsh winery. 
 

• Significantly increase the distribution 
of Welsh wine in the Off Trade. 
 

• New product development  
(eg: Lower Alcohol Content, Red and 
Sparkling Wine development). 
 

• Additional focus on Chardonnay, 
Pinot Noir and Bacchus wines. 
 

• Industry collaboration would help to 
improve quality, distribution and profile 
of Welsh wines. 

 

Threats 
 
• Only a limited number of 

supermarkets are supporting 
Welsh wine. 
 

• English vineyards are targeting 
and dominating the Welsh market. 
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3.19  SWOT Analysis – Spirits Sector  
 
Strengths 
 
• The sector has a strong established 

whisky brand. 
 
• The established whisky brand has 

exploited the exports trade and has 
established a Welsh brand presence 
outside of Wales. 

 
• Interesting gift ranges from smaller 

producers. 

Weaknesses 
 
• Most producers are relatively 

small or lack resources. 
 
• Heavy initial investment needed to 

set up a business with a slow 
return on profit. 

 
• Some are farmhouse producers so 

quality standards are unknown. 
 
• Disparate companies with limited 

collaboration. 
 
• Currently only one commercial 

Welsh distillery so economies of 
scale are relatively low – more 
difficult to produce at low cost. 

 

Opportunities 
 
• Strong Welsh national identity 

provides a domestic market for 
Welsh brands. 
 

• There are still opportunities for 
regional products in certain sectors 
(eg: pre-mixed). 

 
• Developing packaging capabilities and 

entering the pre-mixed spirits drinks 
market. 
 

• Developing more affordable products 
for the price conscious 
Welsh consumer. 
 

• Further product development and 
capitalising on key market trends, 
e.g. Flavoured Vodka & appealing to 
younger consumers. 

 

Threats 
 
• Large multinational spirit 

companies with strong brands and 
significant marketing budgets to 
spend above and below the line 
taking a greater share of sales. 
 

• High barriers to entry preventing 
companies entering the sector. 
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Welsh Drinks Summit 
 
3.20 During the autumn of 2011 Alun Davies AM, the Deputy Minister for 
Agriculture, Food, Fisheries and European Programmes, hosted the first 
Welsh Drinks Summit in Mid Wales. Representatives from industry were in 
attendance and the event provided an opportunity for direct engagement between 
Government and industry. 
 
The objectives of the Summit were: 
 

• To understand the issues and opportunities facing the Welsh drinks 
industry. 

• To begin collating base line data for the sector in order to monitor and 
evaluate.  

• To work together to identify ways to address industry specific issues and 
capitalise upon opportunities. 

• To agree the way forward between industry and government. 

• To encourage networking within the industry. 

• A chance for industry to be heard and to influence the future of the 
industry. 

• To develop an action plan for the Welsh drinks industry. 
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Chapter 4 – Opportunities for the Sector 
 
4.1  The alcoholic drinks industry in Wales has a number of positive advantages 
and many opportunities to exploit. With industry adopting an entrepreneurial 
approach, and with appropriate Government support, there is the potential for 
sustained growth for Welsh drinks producers. This growth will be further enhanced 
as Wales’ reputation as a food and drink nation continues to grow, both within the 
UK and in export markets. 
 
4.2  In developing this action plan a number of opportunities have been identified 
that are best exploited by the industry. In summary, these are: 
 

• Increasing market and industry knowledge. 

• Gaining access to markets. 

• Branding. 

• Marketing. 

• Production and technical advice. 

• Collaboration. 

• Ensuring legislation does not disadvantage Welsh producers. 
 
In addition to the industry-wide opportunities, there are also sector specific 
opportunities which are detailed later in this chapter. 
 
Increasing Market and Industry Knowledge 
 
4.3  As previously identified, there has been a shortage of base-line data for the 
Welsh drinks industry. This action plan looks to collate this information, e.g. accurate 
producer numbers and production volumes, and to provide scope for identifying 
further strategies amongst industry and government. The availability of 
comprehensive and accurate data will enable an evaluation of the implementation 
phase of this action plan. 
 
In developing the action plan the Welsh Government has invested in market data for 
both the On and Off-trade channels. The analysis of this data has provided an 
invaluable understanding of the industry, and has enabled this action plan to be 
based on a quantified understanding of the market. 
 
Market data is essential for the sector, as it can demonstrate opportunities and 
threats within the market. As part of the monitoring and evaluation of this action plan, 
we will aim to update data on an annual basis to ensure that producers have an 
understanding of the key changes occurring in the market.  
 
Gaining Access to Markets 
 
4.4  The drinks industry has a complex and challenging route to market. For 
producers who are focused on local and direct to consumer markets, this complexity 



26 
 

is less of an issue. For other producers, accessing their target markets effectively 
has been identified as a major obstacle to growth. 
 
For smaller producers without sufficient sales, and business development resource 
and experience, accessing markets can take a disproportionate amount of time. 
However, without the markets, producers are unable to grow. It is also apparent that 
not all producers are experienced in sales, particularly those from a production 
background, and some businesses may lack the skills required for effective sales 
and business development. 
 
Industry itself has identified a number of potential ways to grow sales and to help 
make accessing markets easier. These opportunities are: 
 

I. Distributor/wholesaler directory: the development of an up to date 
directory containing key information, such as contact details and 
geographical coverage. 

 

II. Accessing UK retailers: support and training enabling producers to 
understand the requirements of retailers and how to most effectively 
approach buyers. 

 

III. Accessing UK on-trade: support for producers who wish to gain access 
to the UK On-trade.  

 

IV. Supply chain: developing a cost effective supply chain to enable 
producers to access profitable markets. Whilst there are some supply 
chain solutions already available, there is a need for a better 
understanding of the options available and the development of be-spoke 
solutions (e.g. a hub). 

 

V. Export markets: export markets have been identified as important 
potential markets, and producers would benefit from one to one support to 
understand the opportunities and how best to exploit them. This provision 
is already available via the Welsh Government, although work must be 
done to raise awareness of this provision across the drinks sector38.  

 
The Trade Development Programme developed in conjunction with this action plan 
will help to support producers and processors to exploit many of the opportunities 
that have been identified. In particular, it will focus on the ‘Access to Market’ 
opportunities. 
 
Branding 
 
4.5  As branding is an important element in the drinks industry, and particularly in 
terms of accessing international markets, it has been identified that branding and 
market support is required throughout the sector. Across industry there are examples 
of well known Welsh drinks brands that can stand alone on the supermarket shelf; in 
comparison, there are also examples of quality Welsh drinks products that are not 
maximising their sales potential due to ineffective branding.  

                                                            
38 http://wales.gov.uk/topics/environmentcountryside/foodandfisheries/foodandmarketdevelopment 
pubs/exportsupport/?lang=en. 



27 
 

Successful brand development will require a combination of: 
 

I. Sufficient budgets. 
 

II. Development of skills through training and/or the appointment of a 
branding or design agency. 

 
III. The producer being able to effectively manage the branding process.  

 
There may be a requirement to support producers in one or more of these areas in 
order to ensure the best possible branding for their product is developed. 
 
Marketing 
 
4.6  The alcoholic drinks sector has an important role to play, in helping to 
strengthen Wales’ image as a food producing nation and as a tourist destination. 
Innovative drinks products with a responsible promotion strategy can enhance other 
Welsh marketing activity. This action plan seeks to promote the quality of 
Welsh drinks rather than quantity and volumes of consumption. 
 
The European Protected Food Names Schemes – Protected Designation of Origin 
(PDO); Protected Geographical Indication (PGI); and Traditional Speciality 
Guaranteed (TSG), provide a system for the protection of food names on a 
geographical or traditional recipe basis. Producers who register their products for 
protection benefit from having a raised awareness of their product throughout 
Europe. This may in turn help them take advantage of consumers’ increasing 
awareness of the importance of regional and speciality food and drink products. 
As the Welsh Perry and Cider Society have done, there are opportunities for 
Welsh products to look to obtain this protection.  
 
The Welsh Government’s ‘Wales the True Taste Awards’ already play an important 
role in raising the profile of winners of the drinks categories. As previously 
mentioned, Food for Wales Food from Wales 2010 -2020 seeks to adopt a 
collaborative approach towards promoting food and drink in relation to tourism in 
Wales. This approach aims to benefit the industry raising the profile of Welsh drinks 
and potentially increase sales. 
 
At a local level, support for food and drink festivals will continue to benefit producers 
who take advantage of these opportunities to sell direct to customers and raise the 
profile of their individual products.  
 
4.7  It is important that any marketing across the drinks industry supports a 
sensible approach to alcohol consumption helping to reduce the risks of drinking 
alcohol at levels above the recommended guidelines. Any advertising and marketing 
should support responsible drinking and should not be targeted towards children and 
young people. In May 2007, the UK Government and the industry reached 
agreement on a voluntary scheme for the labelling of alcoholic drinks to include unit 
and health information and this has been reinforced by the UK Governments more 
recent Responsibility Deal. The voluntary agreement was for the inclusion of five 
elements on the majority of alcohol labels: 
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• UK Chief Medical Officer’s advice on sensible drinking limits. 

• Alcohol content in units. 

• A warning about drinking when pregnant. 

• A sensible drinking message (e.g. ‘Drink responsibly’). 

• The Drinkaware logo. 
 

On this aspect of marketing, the Welsh Government’s preference has consistently 
been a co-ordinated UK approach to legislation for the inclusion of health and unit 
information on alcohol labels. The drinks industry in Wales could lead by 
championing this agenda. 
 
Technical Support 
 
4.8  The three Welsh Government Food Centres39 provide excellent support to 
many Welsh food producers. Producing some alcoholic drinks, such as wine, is 
particularly specialised, and currently there is limited research and development 
support available for producers in Wales. For those companies deemed to be eligible 
for support, the Food Centres can provide assistance in many forms, from grants 
(if available and applicable) to new product development, and technical assistance. 
However, work must be done to raise awareness of this provision across the drinks 
industry.  
 
Benefits to industry in receiving additional technical support are: 
 

I. A better developed and more consistent quality product. 
 

II. Improved cost efficiencies. 
 

III. Technical accreditations.  
 

IV. A pipeline of innovation. 
 
In countries with a larger and more established drinks industry, there is an 
infrastructure of technical support. For example, the International Centre for Brewing 
and Distilling at Herriott Watts University40 in Scotland provides support for the 
Scottish (and national) industry, whilst the Californian wine industry has benefitted 
significantly from the Viticulture and Enology Department at the University of 
California, Davis41. 
 
Technical assistance would particularly benefit those companies who are in the early 
stages of development and those striving to improve quality and to develop new 
products. Technical resources can often be quite costly and difficult to access and 

                                                            
39 
http://wales.gov.uk/topics/environmentcountryside/foodandfisheries/supportforfoodproducersfoodcentr
es/?lang=en. 
40 http://www.sls.hw.ac.uk/research/international-centre-for-brewing-distilling.htm. 
41 http://wineserver.ucdavis.edu/. 
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the available provision supplied by the Food Centres could be of a major benefit to 
Welsh drinks producers. 
 
Collaboration 
 
4.9 The majority of Welsh drinks producers are estimated to be small and medium 
sized enterprises (SMEs). These companies are directly competing against some of 
the largest companies in the world. Collaboration may provide some benefits of scale 
that would be useful for smaller producers. The benefits of formal collaboration, such 
as through a trade body representing the interests of Welsh producers, could 
include: 
 

I. A single and more powerful voice for policy proposals. 
 

II. Shared marketing costs. 
 

III. Economies of scale (for example, for purchasing outer cases). 
 

IV. A single voice for PR and media relations. 
 
Within the wine and beer sectors there are either informal association’s 
(Association of Welsh Independent Brewers (AWIB42) or Welsh sub-groups of a 
UK-wide organisation (e.g. Wales is part of the south-west region of the UK 
Vineyards Association (UKVA43)).  
 
Within Wales there is not a cross-sector approach to collaboration, but in Ireland the 
Alcohol Beverage Federation of Ireland (ABFI44) is an umbrella organisation 
representing the beer, wine, cider and spirits sectors. Its primary objective is to 
develop policy proposals for the industry, and it also provides market information. 
 
The Welsh Perry and Cider Society45 is an excellent example of collaboration that 
has helped to develop the industry by providing a shared approach for its members 
to improve production, marketing, lobbying and the provision of information. The 
presence of few commercial producers, and more part-time cider-makers, may have 
made collaboration within this sector easier, as there are fewer direct commercial 
competitors. In contrast, it may be more challenging to replicate this level of 
collaboration within the brewing sector. 
 
Despite the potential reluctance of some of the more commercial producers to fully 
participate, there may be merit in the industry establishing a more collaborative 
approach either within each sector or across all sectors of the industry. 
 

                                                            
42 http://www.awib.org.uk/main.html. 
43 http://www.ukva.org.uk/. 
44 http://www.abfi.ie/Sectors/ABFI/ABFI.nsf/vPages/Home?OpenDocument. 
45 http://www.welshcider.co.uk/index.php?option=com_frontpage&Itemid=1. 



30 
 

Policy and legislation  
 
4.10  A number of policy and legislation issues have been identified in the 
development of this action plan.  

 
• Minimum pricing for alcohol. 

• Beer, wine and cider duty. 

• Producer duty threshold levels. 

• Tied public houses. 

• Planning. 
 
Some of these issues cannot be addressed by Welsh Ministers alone. In order to 
progress issues to support the drinks industry, a cross-departmental working 
approach would be needed. 
 
The UK Government has announced its intention to introduce a ban on below cost 
selling of alcohol. Whilst any initiative that has the potential to tackle the availability 
of cheap alcohol is a positive step, the impact of a ban on sales below the cost of 
excise duty plus VAT is likely to be limited. The Welsh Government’s view remains 
that the excessive availability of cheap alcohol would be best addressed through the 
introduction of a minimum price set at a level that will impact on excessive alcohol 
consumption. 
 
Unlike most food and drink sectors, the drinks industry is impacted by duties which 
have a significant impact on the selling price. The duties vary by type of drink and 
alcohol strength.  
 
The most recent duty changes occurred in October 2011 and some of the changes 
were an attempt to use duty as a policy tool to encourage more responsible drinking. 
For example, the duty for higher strength beer (exceeding 7.5% alcohol by volume 
(abv)) has increased as shown below46. 
 

                                                            
46 
http://customs.hmrc.gov.uk/channelsPortalWebApp/channelsPortalWebApp.portal?nfpb=true&_pageL
abel=pageExcise_ShowContent&id=HMCE_PROD1_031160&propertyType=document. 

Rate £ per hectolitre per cent of alcohol in the beer  

 Rate from 
28/3/2011 

Rate from 1/10/2011 

Beer – General Beer Duty  18.57  18.57  

Beer – High Strength: Exceeding 
7.5% abv – in addition to the 
General Beer Duty  

Nil  4.64  

Beer – Lower Strength: 
Exceeding 1.2% – not exceeding 
2.8% abv  

Nil  9.29  
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The duty levels for sparkling cider, perry and wine will disadvantage many 
Welsh producers whose products will be subject to higher duty levels than producers 
of the equivalent still varieties. (For example, a 6% abv sparkling cider, duty is over 
six times higher than the duty levied on the equivalent still cider47).  
 
However, producers of some still cider and perry products have duty charged at the 
sparkling rate if: 
 

a)  The container has an excess pressure due to carbon dioxide in solution of 
3 bar or more. 

b)  If the container has a mushroom stopper held in place by a tie or fastening 
regardless of the pressure.48 

 

 
A progressive beer duty for independent brewers was introduced in 2002 and the 
principle of lower duty for brewers producing less than 60,000 hectolitres still applies 
today. This has provided a significant incentive for smaller brewers to start up and 
has played an important role in the renaissance of the traditional independent 
brewers. 
 
Welsh Ministers may make representations to the UK Government under section 62 
of the Government of Wales Act 2006 in relation to beer, wine and cider duty. The 
Welsh Government will continue to work alongside its UK counterparts to address 
this. 
 
The ‘beer tie’ has also been raised as an issue for the sector. This is where the 
drinks chosen and stocked by individual pubs in chains or groups are restricted to 
those from a set list. Although competition policy is not devolved, the 
Welsh Government will remain involved in discussions relating to the Beer Tie. It 

                                                            
47 http://customs.hmrc.gov.uk/channelsPortalWebApp/channelsPortalWebApp. 
portal?_nfpb=true&_pageLabel=pageExcise_ShowContent&id=HMCE_PROD1_031160&propertyTyp
e=document. 
48 http://www.uk-customs-tariff.co.uk/content/contentlist/volume/vol1_12.pdf. 
 

Rate £ per hectolitre of product  

 Rate from 
28/3/2011 

Rate from 
1/10/2011 

Still cider and perry: Exceeding 1.2% – 
not exceeding 7.5% abv.  

35.87  35.87  

Still cider and perry: Exceeding 7.5% – 
less than 8.5% abv.  

53.84  53.84  

Sparkling cider and perry: Exceeding 
1.2% – not exceeding 5.5% abv.  

35.87  35.87  

Sparkling cider and perry: Exceeding 
5.5% – less than 8.5% abv.  

233.55  233.55  
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should be noted that the Office of Fair Trading (OFT) has previously ruled that the 
beer tie is not anticompetitive and did not restrict competition. Furthermore, the 
suggestion of bringing in a ‘right to stock locally produced beer or cider’ potentially 
poses legal difficulties because such a proposal may be considered to breach 
EU law in terms of trade, anti competition and discrimination. 
 
Planning has been raised as a reoccurring issue for some parts of the sector. During 
the drinks summit held in 2011, wine growers identified the need to build Wineries in 
Wales in order to add value and increase the processing capacity of the drinks 
sector. Producers stated that inconsistent approaches may exist between different 
local planning authorities with regards to the circumstances in which planning 
permission would be required for development in this sector. 
 
The Welsh Government is currently revising its planning policies with regards to 
economic development to ensure that it can deliver government aspirations for 
economic recovery in Wales. 
 
In addition, as part of the evidence base for the Planning Bill due in 2015, an 
independent advisory group has been set up to review and consider the options on 
how to deliver the planning system in the future. 
 
The review will look at, and make recommendations about: 
 

• Options for future delivery of the planning system including a preferred 
approach.  

• The legislation and policy guidance necessary to introduce the options and 
preferred approach.  

• An assessment of the resources necessary to deliver the options and 
preferred approach – this will include staff numbers and costs.  

• Improvements that can be implemented quickly and easily.  
 
An internal response by the Department for Business, Enterprise, Technology & 
Science (BETS) will be submitted to these planning consultations. Consideration in 
this response has included those issues directly highlighted by representatives of the 
drinks industry during the autumn of 2011. 
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Sub-Sector Specific Opportunities 
 
Each of the four sub-sectors has specific opportunities as detailed below: 
 
4.11 Beer and Lager opportunities 
 
Opportunity Proposed Action Needed  

Additional bottling capacity in 
Wales 

Evaluation of potential business case for 
investment in additional bottling capacity. 

Certain supermarkets do not 
have a comprehensive range 
of Welsh beers 

Approach the retailers with the objective of 
Meet the Buyer event for Welsh brewers. 

Collaboration between 
brewers to reduce 
manufacturing and 
distribution costs 

Industry to access current existing organisations 
such as AWIB. 

Quality Assurance Schemes Industry to work with the Food Centres to 
ensure quality products are developed available 
for market. 

 
4.12 Cider and Perry Opportunities 
 
Opportunity Proposed Action Needed  

To encourage the use of 
existing industry 
organisations such as the 
Welsh Perry and Cider Society 
(WPCS)  

Welsh Government and industry to work 
together to raise the profile and benefits of 
taking up membership with these organisations. 

Perry is potentially a key point 
of difference for the Welsh 
industry as Perry accounts for 
c.15% of Welsh cider/perry 
production  

Continued focus on perry production, brands 
and marketing to strengthen the profile of 
Welsh perry. 

Development of bottled ciders 
and perry to complement 
hand-pulled drinks 

Potentially include cider and perry in the 
proposed business case evaluation for 
additional bottling capacity. 
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4.13 Spirits Opportunities 
 
Opportunity Proposed Action Needed  

Pre-mixed spirit based drinks 
are one of the fastest growing 
sectors of the spirits market 

Support given for those within industry 
looking to develop new products in this 
category. The Food Technology Centres 
could provide this. 

 
4.14 Wine Opportunities 
 

Opportunity Proposed Action Needed  

There is currently a lack of 
processing capacity for the 
wine industry in Wales 

An evaluation of the business case for a 
winery in Wales. 

To encourage further take up 
of Protected Designation of 
Origin (PDO) or Protected 
Geographical Indication (PGI) 
for Welsh wine 

Industry to consider progressing an 
application for PDO or PGI status. 

Sparkling wine is a particular 
strength of the Welsh wine 
industry and can be furthered 
developed 

Sparkling wine is potentially an important 
focus for product development and 
marketing. Industry to work with the 
Food Centres to address these possibilities.  

Quality Assurance Schemes Consider the merits of a Welsh wine quality 
accreditation. 
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Chapter 5 – Actions 
 
Key Issue Proposed Action Lead Action required by 

Welsh Government 
Increasing Export Sales of 
Welsh Drink Products  
 
Opportunities for increased 
exports across industry 
although a lack of resources 
has been identified within 
smaller producers. 

Support is needed for 
businesses in identifying and 
exploiting potential export 
trade. 

Welsh Government – Food & 
Market Development Division 

FMDD to actively promote the 
Food & Drink Sector Export 
Support Programme to the 
drinks industry. 

Planning Issues 
 
A concern about potential 
inconsistencies across Local 
Authorities was identified by 
the industry (particularly when 
determining when planning 
permission would be required 
for development within this 
partly agriculture led sector). 
This could be a potential 
barrier to growth within 
industry. 

A review of current 
Welsh Government planning 
policies to ensure a consistent 
approach across all 
Local Authorities in Wales. 
Industry to highlight any 
examples in Wales to 
Government. 

Welsh Government FMDD to follow up any 
examples within Wales 
highlighted by industry. 
 
Any co-ordinated responses 
from the Department for 
Business, Enterprise, 
Technology & Science (BETS) 
submitted to the current or 
future public consultations on 
planning, should incorporate 
issues directly highlighted by 
representatives of the drinks 
industry during the 
2011 drinks summit. 
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Key Issue Proposed Action Lead Action required by 
Welsh Government 

Formal & Informal 
Collaboration 
 
There is a need for industry 
led collaboration to overcome 
the limited resources of small 
producers and to share 
knowledge and skills amongst 
those within the trade. 

Use existing industry 
organisations as a network for 
producers, processors and 
retailers. To include sharing 
resources and information 
such as technical 
requirements, skills training, 
bottling and promotion of the 
industry. Also to work together 
to exploit market opportunities 
and to provide a voice for 
industry. 

Industry To work with industry to 
encourage memberships with 
current existing organisations. 
E.g. Welsh Perry & Cider 
Society (WPCS), United 
Kingdom Vineyards 
Association (UKVA). 
Association of Welsh 
Independent Brewers (AWIB).  

Market knowledge  
 
A lack of knowledge and data 
regarding the structure of the 
sector and development 
potential. 

Develop an action plan for the 
Welsh Drinks Industry to 
disseminate the latest market 
research, review information, 
and to identify opportunities 
for the sector in terms of 
development. 

Welsh Government – Food & 
Market Development Division 

Action plan to be published on 
the Welsh Government 
website in February 2012. 
 

Quality 
 
There is a need to establish 
an improved and consistent 
quality for Welsh drinks. 

Utilise the existing provision of 
the Food Technology Centres 
to access advice and 
consultancy skills. These offer 
technical services to business 
start-ups, small and medium 
sized companies and existing 
food and drink manufacturers. 

Industry and 
Welsh Government. 

Food & Market Development 
Division to actively encourage 
take-up of this current 
provision. All of these centres 
are dedicated to encouraging 
the development of the food 
and drink sector. They aim to 
provide technical and practical 
support on all aspects of food 
and drink production 
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Key Issue Proposed Action Lead Action required by 
Welsh Government 
including:  
 

• New product 
development.  

• Legislation.  
• Factory and workplace 

design.  
• Quality assurance.  
• New systems and 

procedures.  
• Hygiene.  
• Food safety.  
• Marketing. 

Marketing and Branding 
 
One to one support needed 
for businesses to reach target 
consumer markets. 

Mentoring support for 
businesses to be developed, 
assisting them in identifying 
new market opportunities 
throughout Wales and the UK, 
and to allow for the 
development of products and 
brands to secure trade with 
new and existing customers. 

Welsh Government – Food & 
Market Development Division 

A trade development initiative 
for the drinks industry has 
been developed in conjunction 
with this action plan.  

Policy & Legislation 
 
Welsh Government to 
continue to address (a) cross 

A cross-departmental working 
approach is needed between 
policy, planning, health, 
substance misuse, and 
alcohol duty policy officials to 

Welsh Government, with 
local authorities and 
UK counterparts 

A cross departmental 
approach to support the 
sector. Where issues are 
currently non-devolved, 
Welsh Government will 
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Key Issue Proposed Action Lead Action required by 
Welsh Government 

departmental and (b) 
non-devolved policy issues. 

address the following issues: 
 
• Clear and consistent 

planning guidance.  
• Beer, wine and cider 

duty. 
• Producer duty threshold 

levels. 
• Tied public houses. 

continue to work with the 
UK Government partners to 
address these. 
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Chapter 6 – Implementation, Monitoring and Evaluation 
 
6.1  The previous chapter set out the activity to be taken forward under this action 
plan. In order to achieve the desired outputs, close working partnerships across the 
Welsh drinks industry will be essential. Stakeholders across the industry, including 
producers, processors, wholesalers, pub companies, retailers, trade associations 
and the Food Technology Centres should all become a part of this process.  
 
The Welsh Government, in partnership with industry, is committed to supporting the 
development of the Welsh drinks industry, and as part of this action plan will scope 
out arrangements for implementation, monitoring and evaluation of this action plan.  
 
6.2  The Food & Market Development Division will, as part of this monitoring, 
measure progress of the key actions as identified in Chapter 5. This is likely to 
include measurements of: 
 

• Uptake of support provided by the Export Support Programme. 

• Uptake of support provided by the Food Technology Centres. 

• Dissemination of market intelligence and information. 

• Development of the existing trade organisations (e.g. Welsh Perry and 
Cider Society, Association of Welsh Independent Brewers). 

• Outputs from the Trade Development initiative, which includes: 
 

o Improvement in supply chain linkages. 
o Increased number of sales. 
o New product launches. 
o Improved relationships between producers and key trade partners. 

 
• Producers and processor success in quality awards, such as Wales the 

True Taste. 
 

6.3  As the food and drink sector is a fast moving industry, it is important that any 
monitoring or evaluation of the activity within this action plan is adapted to meet the 
changing circumstances and future needs of the industry.  
 
6.4  The Welsh drinks industry must play an important role in participating and 
contributing to the success of this action plan. Elements of the action plan, such as 
collaboration and product quality, cannot be delivered without commitment from the 
beer, wine, cider, perry, and spirits sectors. 
 
6.5.  The Trade Development initiative is an important element of this action plan. 
Previous trade development initiatives in relation to food products have 
demonstrated a successful track record of generating increased sales, improving 
business operations, and contributing to the long-term sustainability of the 
participating companies. It is envisaged that 8-12 companies will participate in the 
Trade Development initiative, which is planned to start in February 2012. Specific 
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objectives will be set for the individual businesses and then monitored to ensure that 
the required outputs are achieved. These objectives may include increased sales, 
improved profitability, improved marketing, and new product development. 
 
6.6  The current lack of base line data, such as companies’ sales, production 
output, and number of employees across the industry may delay a short-term 
assessment and evaluation of improvements in key measures. However, the 
proposed action to work with the appropriate industry organisations will provide the 
base line data against which future progress in the industry can be measured. This 
will also look to monitor progress against employment and sales growth. 
 
6.7  The Welsh Government will assess further ways of updating market specific 
data to evaluate how the UK and Welsh drinks market has progressed. This has 
value in relation to producers allowing them to understand the current and future 
trends in both the On and Off-trade markets and provide an insight into changes in 
consumer behaviour both in Wales and the rest of the UK in 2013 and beyond.  
 
6.8  The first Drinks Summit held in the autumn of 2011 received favourable 
feedback from the attendees and enabled the industry to identify issues, 
opportunities, and to provide direct feedback to the Welsh Government. The 
Welsh Government will consider hosting such industry-led events in the future to 
review progress and to ensure that the action plan continues to meet the needs of 
the industry. 
 
6.9  Development of the sectors, using the opportunities and support which has 
been identified, and on-going dialogue between partner organisations, industry and 
the Welsh Government will ensure the action plan’s effective and timely delivery.  
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Glossary 
 
ABV – alcohol by volume. For example, a cider may have an ABV of 6.2%. 
 
AC Nielsen – a market research company that has provided the market data for the 
On-trade. 
 
Alcohol market – for the purposes of this Action Plan, the alcohol market is defined 
as the combined markets of the On and Off-trade. It excludes any industrial or 
medicinal markets for alcohol. 
 
Chief Medical Officer (CMO) – the Chief Medical Officer is the UK Government's 
principal medical adviser and the professional head of all medical staff in England. 
 
Discounters – these are retailers with smaller ranges than most supermarkets who 
have operational efficiencies (eg: no frills stores) which enable them to charge lower 
retail prices on some products. 
 
Food Technology Centres – there are three Food Technology Centres in Wales 
based at Cardiff Metropolitan University, Llandysul and at Coleg Menai in Llangefni. 
These centres provide a range of technical services to the Welsh food and drink 
industry, including support for new product development, accreditation, test kitchens 
and sensory panel services. 
 
Free house – is a public house where the owner is able to determine which drinks 
are sold without any restrictions from a brewery. 
 
Kantar – a market research company that has provided by the market data for the 
Off-trade. 
 
Off-trade – the trade channel that includes all outlets where alcohol is sold for 
consumption “off the premises”. The “Off-trade” includes all retailers including 
supermarkets and off-licenses. 
 
On-trade – the trade channel that includes all outlets where alcohol is sold for 
consumption “on the premises”. This would include all pubs, bars and clubs. 
 
Tied public houses – are public houses where the choice of drinks that can be sold 
are restricted by the brewery or company who own the public house. 
 


