
 

 

The “Top Ten Tips” for Building Better Wine 

Businesses.  

 
One - Start by understanding your customer value proposition. Only part of this stems 

from your company’s unique heritage and / or personality. To be successful, this needs to 

be strongly linked to what your customers ultimately want from the experience of your 

brands. There is some excellent research on this that is publicly available. Getting it right is 

therefore not out of the reach of small companies.  

 

Two - Once you understand what customers value most, you can then remove what they 

don’t want (thereby reducing costs and freeing up cash), focus your communication on 

what they do want (often at no additional cost), differentiate your company on the basis of 

fulfilling customer needs more accurately than any competitor (again, often at no extra 

cost) and raise prices (because your offering is more highly valued)  

 

Three - Always be asking the question – “If I could start with a blank canvas today – what 

would our wine business look like?” It’s all too easy to let existing assets, existing product 

lines and existing ways of doing things blind us to what it is that our consumers value 

most. Often, it’s simplicity. Complexity usually adds to costs and often only serves to 

confuse customers. Retaining unnecessary or irrelevant product lines, assets or business 

processes is the worst contributor.  

 

Four - Make everyone in the company accountable for securing customer preference. 

This is not just the job of marketing but of everyone in the company, the owner most 

particularly. Make this the focus of the way every employee innovates their job processes 

on a daily basis.  

 

Five - Invest in relationships. This is particularly so with major distribution partners. Make 

sure sufficient time and money is invested before demanding results. Be prepared to invest 

up front in bringing them to your home base and entertaining them in order to build 

enduring friendships.  

 

Six - Make all employees champions for profit. Develop a culture of honesty around net 

revenue. Make sure everyone knows the actual price achieved net of all discounts, rebates, 

bonus stock and anything else that might otherwise cloud the true profit picture. Keep 

them focused on reducing costs but let them know that a percentage increase in wine 

company revenue is, on average, twice as effective as the same percentage decrease in the 

cost of goods sold and 3-4 times as effective as the same percentage saving in operating 

expenses.  

 

Seven - Optimise your pricing mix. Focus first on selling more, higher margin product in 

high value markets to high value customers. Beware of people in love with “big volume”. 

Big numbers make for big stories but often mean a lot of running around for no additional 

profit.  

 

Eight - Build better business intelligence gathering systems – most companies are good at 

monitoring their own press. Very few have effective systems in place to monitor 

competitors, track changes in consumer preferences and turn customer feedback into 

customer value added.  



 

 

 

Nine - Build 5-10 year Strategic Plans, forecast rolling 12-month budgets, link them to the 

most relevant KPIs and tie remuneration to these, wherever possible. Everybody knows 

they should do this. Few do. The difference in the performance of companies that do is 

enormous.  

 
Ten - Watch your cashflow – building a cashflow forecast is a relatively easy exercise with 

the right software and some quality assistance. Some people survive years of losses but 

you can only run out of cash once. In a cash hungry business like wine – Cashflow is not 

just King but Oxygen. 

 


