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The Opportunity 
Despite its strong and respected reputation in the United States, Virginian wines are still largely 
finding their way in the competitive UK wine market. But when Virginian wine producers have 
had the chance to show their wines to UK buyers and consumers they have been encouraged 
that, with the right momentum and listings, they can find their place in this key market.

Particularly if they can make their case direct to influential on-trade operators and buyers and have the chance to 
demonstrate how their modern style of winemaking is now producing food friendly wines ideal for premium on-
trade lists. 

Central to its strategy for gaining more distribution in the UK its generic body, Virginia Wine, teamed up with The 
Buyer to look at ways in which it could firstly introduce some of its key wine producers to buyers and influencers 
across the premium on-trade in an industry roundtable debate.

It also wanted to give its own influential winemakers and producers a better understanding of:

• how the UK premium on-trade works
• what it is looking for and at what price points
• how suitable their wines are for the UK market 
• how they might need to be adapted or positioned to be more relevant to the needs of UK on-trade buyers. 

It was proposed we do this in two ways:

• A Virginia Wine Roundtable Debate
• A Virginia Wine Producers On-trade Study 
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There were three producers that took part in The Buyer’s Virginia Wine 
Project along with one of the key importers of their wines in to the UK, 
New Horizon Wines and the state’s promotional body, Virginia Wine. The 
producers that took part were:

• 21 acres of vines, located close to the Blue Ridge Mountains in northern Virginia. 
• Created its own AVA in 2012 to produce 100% estate grown wines. 
• Uses only Bordeaux clones to make range of Bordeaux-style blends.  
• Clay, sandy, alluvial soils. Does cold clustered fermentation experimentation most 
recently with Merlot. Small two to three tonne fermenters allows them also to do micro 
and clone fermentations.
• Key wines: Boxwood, Topiary, a Cabernet Franc and Merlot blend, in keeping with 
Right Bank Bordeaux and Trellis, a blend of Merlot, Cabernet Sauvignon, Cabernet Franc 
and Petit Verdot. 
• Rachel Martin is the daughter of Boxwood owners, Rita and John Kent Cook.

• Founded in 1999 by Andrew and Patricia Hodson.
• Grown to 50 acres of vineyards, and produces premium sparkling wines and a range of 
single varietal and blended red and white wines. 
• Particular strength in Viognier, which is grown at different altitudes from 800ft to 
1,500ft. 
• Lots of experimentation in techniques to improve quality and consistency of Viognier.
• Looks to make a sweeter, fruit forward, aromatic style of Viognier.
• Key wines include: Veritas Petit Verdot Paul Shaffer, its flagship red, Veritas Vintage 
Reserve, blended red of best grapes, Scintilla, its Champagne methode sparkling wine, 
Veritas Viognier, Saddleback and Harlequin Chardonnay.

• Promotional body to support the work and efforts of Virginia’s wineries both in the US 
and internationally. 
• Involved in organising and promoting wine tourism across the state with events, tastings 
and special master classes. 

• The Italian Zonin family has been making wine here since 1976 when Gianni Zonin 
acquired a property that dates back to 1804. 
• Now has over 180 acres of vines.
• Strong focus on Cabernet Franc with seven clones across seven vineyards. First started 
extensive planting of Cabernet Franc from 1992. 
• Luca Paschina is a third generation winemaker and moved from Piemonte at the age of 
29 in 1990. 
• Key wines include Octagon a Merlot, Cabernet Franc and Petit Verdot blend, the winery’s 
homage to Pomerol in Bordeaux, plus Viognier Reserve, Cabernet Franc Reserve, Nebbiolo 
Reserve.
• Barbousville Vineyards are distributed in the UK through Zonin UK, the UK branch of 
Casa Vinicola Zonin. It is responsible for distributing and selling  Zonin wines and Zonin 
Family Brand and Estate wines in the UK.

• Chris Parker is an Englishman who has lived in Virginia for the last 26 years and been 
actively involved in promoting its wines since 2009.
• Has had a concerted effort to build distribution for Virginian wines in the UK primarily 
since 2009, working with select group of independent wine merchants across the country.

Barboursville Vineyards 

The Boxwood Winery 

Veritas Vineyard & Winery

Virginia Wine : generic body

New Horizon Wines: Virginian wine agency

Luca Paschina, general manager and winemaker
www.bbvwine.com

Rachel Martin, executive vice president - 
www.boxwoodwinery.com

George Hodson, general manager - www.veritaswine.com

Annette Boyd, director - www.virginiawine.org  

Chris Parker, managing director - www.newhorizonwines.com

The Virginians 
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How 
The Buyer worked with Virginia Wine to host a business roundtable where key on-trade 
influencers and buyers from different on-trade operators could come together and meet, 
discuss and taste the wines of key Virginian wine producers. 

Where the focus would be to:

• Explore the opportunities for American wines in general in the UK on-trade, before 
going on to discuss the possibilities and opportunities for Virginian wines in particular. 
But in the context of how they are going to be perceived by UK buyers in relation to 
the rest of their US portfolio. 

• Give a chance for buyers to be able to taste individual wines from different producers 
and give them direct feedback on how well they think they are positioned to succeed 
or not in the UK. 

• Openly discuss the challenges that UK buyers face and the criteria they use when 
deciding to take on a new wine, or explore a different region such as wines from 
Virginia.

• To give the Virginian wine producers and Virginia Wine a better understanding of 
how the UK premium on-trade works and to identify which of their wines are the 
most likely to succeed or fail in this market. 

It was decided the project would focus on outlets in the following key areas:

• premium hotel/ country house
• premium wine bar/restaurant
• wine merchant/bar
• regional pub group

A shortlist of targeted outlets and businesses was agreed and The Buyer then approached 
the main wine buyer to see if they would like to take part in the initiative.

Virginian Producers’ On-trade Study Tour  
The second stage of the project would be to take the Virginian wine producers on a 
tour of key on-trade outlets to show them the restaurant and bar scene in London, 
identifying the type of outlets most likely to be interested in having Virginian wines on 
their list. 

The producers would have the chance to: 

• Visit each outlet for themselves.

• Hear directly from the buyers or managers of each operator what their business 
strategy is and their approach to wine buying and sourcing. 

• Have the opportunity to show the different buyers their wines, get their direct 
feedback and talk to them about their wineries and their approach to winemaking. 

• Go behind the scenes at each outlet and have the chance to explore the range, taste 
different wines and see how they work with their menu and food offer.  
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Buyers’ Virginia Wine Roundtable Debate
The panel invited by The Buyer to meet and talk about the US wine 
category and the opportunity for Virginian wine in particular, were: 

Zack Charilaou 

Wine director at M Restaurants, formerly 
sommelier at Gaucho Grill. 
(M Restaurants also kindly hosted the event at 
its Victoria venue). 

Edward Gerard 

Wine and spirits buyer at Harrods, responsible 
for putting together a range that can work in any 
of its 20 plus restaurants and on-trade outlets.  

Simon Jerrome 

Wine purchasing director at Matthew Clark, 
responsible for selling one in four bottles in the 
UK on-trade.
 

Joe Wadsack

Wine and drinks consultant, drinks critic on 
BBC Food & Drink, panel chair at International 
Wine Challenge.

 

Peter McCombie MW

Restaurant consultant, critic and writer, co-
chairman at International Wine Challenge.
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Making the case for Virginian wines: 
To help set the scene each of the Virginian wine producers made their case for what they 
believe the region is trying to do with its wines and what makes it different from the rest 
of the US.

George Hodson of the Veritas Vineyard believed its relative low profile in the UK wine 
market was actually a distinct advantage for producers, like itself, that were now looking 
to take the sector seriously and find their foothold in it.   

He explained: “We have a blank slate when we are talking about Virginian wines in the 
UK. The vast majority of people have not tried or tasted our wine before. But we hope by 
coming together and introducing a diverse selection of wines from high quality producers 
we can tell the story together.

We can talk, for example, about our European style of winemaking and the fact we are not 
a Napa Cab, nor will we ever be.”

He added:  “We are trying to establish a brand, so that when we come to market, people 
appreciate that Virginia is made up of high quality producers that sit in that important 
middle ground.”

Not a Bordeaux wannabe
Hodson was also quick to point out that, yes, it might make Bordeaux-style wines but it is 
no way just trying to replicate what is done on the other side of the Atlantic. 

“We are not a cover band. We don’t want to be just like Bordeaux. We are creating our 
own style of wine. That’s important. But we are trying to establish our own identity,” he 
stressed. 

It might be using the same varieties as they have in Bordeaux, but, just as they are being 
used in countries all around the world “we are trying to make our own style with them”.

Rachel Martin at the Boxwood Winery agreed: “Bordeaux grapes grow well in our climate 
and in our soils so this is why we make these wines. But we are also Bordeaux style wines 
at a fraction of the cost. Wines made with balance and freshness.”

Here in its own right 
She added: “We are not just an alternative to California. We are here to showcase Virigina 
in its own right. The character of the wine is also very important. There is a freshness to 
Virginian wines, thanks to our climate and our soils, that you just don’t get in other parts of 
the United States. Mouth feel is also very important. We are looking for silky, supple wines 
with bright tannins with the potential for ageing, but which are very drinkable.”

For Martin her goal in the UK is quite straightforward: “My target market is people who 
are looking to discover new wines.”

Annette Boyd of Virginia Wine agreed that the Bordeaux comparison was complementary, 
but not necessarily accurate. “Our climate is so different in Virginia from California that 
we can’t make those style of wines in any case; and different from Bordeaux as well. We 
make wines that are true to our terroir.”
 
She also pointed out that Chardonnay was actually its most planted variety followed by 
Cabernet Franc, Merlot, Cabernet Sauvignon and Viognier. 

The producers were also quick to stress their own wineries were some 150 miles apart from 
each other and are working in areas with very different climatic conditions. 

“We will pick our grapes some two weeks apart,” said Luca Paschina at Barboursville. “I 
think the best way to describe Virginian wines is an Old World style of wine, made in a 
more fruit forward manner. Not by choice. That is just the way the wines are made there.”

The Debate 
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Our climate is so different in Virginia from California 
that we can’t make those style of wines in any case; and 
different from Bordeaux as well. We make wines that 

are true to our terroir.”

Wanting to improve 
The producers spoke about how the region is constantly looking at different ways it can 
improve the quality and consistency of the wine they are making. Being such a relatively new 
wine region is certainly an advantage, they believe, in being able to push the barriers.

Hodson explained: “We are experimenting all the time. With such an unreliable grape variety 
as Viognier, for example, we are looking to see how we can get greater consistency year to year. 
We have got one block of Viognier, for example, where we have three different winemaking 
techniques going on to see what happens with each one. With multiple pruning techniques.”

It is why there are so many styles of Viognier in Virginia, he added.  “The time of picking is 
essential. You can add a degree in alcohol from 13 to 14 to 15 in just a week.”

“The good thing about what is happening in Virginia is that we are having this discussion. To 
find out what is working best,” said Hodson. “We are not encumbered by 500 years of history 
or even regulations that say this is how you prune, this is how you must space out your vines. 
There is a lot of collaboration between the producers. Winemakers will get together and look 
at wines that have been vinified in different ways to see what they can learn from each other.”

Boyd agreed: “We are seeing a lot more experimenting going on with different varieties in 
Virginia that can do really well there. We have seen a 17% increase, for example, in plantings 
of Petit Manseng.”

Chris Parker at New Horizon Wines said the region takes a similar approach with its export 
strategy. “We are taking a long term view, centered around having a unified message. It is why 
we have taken our time working with the right independent wine merchants in the UK. It’s 
been a case of establishing a base line with merchants who really know their customers. To 
build up a level of support and understanding that we can now build on and take to the next 
stage of our development. Which is why we are here.”
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What UK buyers’ think of American wines
American wines certainly have a place at M Restaurants, said Zack Charilaou. 
So much so that the US is one of M’s hero wine countries. 

Charilaou explained why: “I think it is a good bridge gap between the super iconic French 
and Italian wines, where people are spending a lot of money, and the more value countries 
like South Africa and Argentina, where it sits in that middle ground. It’s premium, it’s 
luxury, but it’s also not easy to get good quality American wine at cheap prices.”

But it’s not always an easy sell. “People have a perception of America of it being premium 
where they will have to spend more than they would, say, buying Australian, Argentinean 
or South African wines to get the same quality. But equally they won’t have to go to the 
heights of Burgundy, Bordeaux or the Barolos of Italy.”  

“American wines are our third best sellers. Argentina dominates here as you might expect 
being predominately a steak restaurant. People who are wine geeks, or wine lovers tend to 
be really interested in American wine. People who have got some knowledge, and see wine 
as a bit of a hobby and got bottles stored at home. They are more likely to and go spend 
£80 on a Pinot Noir or try a Napa Cab for £80.”

He added:  “If they have got £50 to spend, they are more worried about wasting it and are 
more likely to play safe and go or a bottle of Bordeaux.”

Making a clear case 
Ed Gerard at Harrods said it was important for American wines to really make a clear case 
as to why their wines are competitive and relevant against its likely competition. 

He explained: “If the gatekeeper is the agent or importer and they can make more margin 
from Italian or Spanish wines than they can a Bordeaux-style from America, then they are 
going to push those more. Equally, you also have to remember Bordeaux has gone through 
a rebalancing of prices compared to where it was four or five years ago, and you can now 
get quality Bordeaux wines that are better value than top end America.”

He also made the point that for all its high profile Californian wine is still “in its infancy” 
in being widely accepted in the UK on-trade. 

Pricing factor
Price is a big hurdle for many American producers, agreed Peter McCombie MW. He 
believed that to really succeed in the UK, more wineries had to take a longer-term view on 
the prices they can expect to do well with in the ultra competitive UK on-trade.
He explained: “What the US does not have is wines selling £35 to £75. There are some 
out there from the US. But not too many. I taste a lot of wines and often wish they were 
£10 or more less.”

The buyers were agreed that to succeed in the UK you have to be here. “You have to work 
the market,” stressed McCombie. “Washington producers, for example, have been in the 
market for a long time. They know how to work it and are prepared to do so.”

That is not always the case for other states, he added. 

Gerard urged the producers and Virginia Wine to think seriously about working closely with 
key operators and investing in them to help push and promote sales. “Don’t underestimate 
the opportunity for buyers to make some money. For sales forces to prioritise selling 
certain wines,” he stressed.   

Particularly now that wine lists are getting so much smaller, stressed Jerrome. It is one 
thing having good quality wine, the challenge now, even for well-established countries is 
opening up space on a wine list to get your wines on to. “Even Bordeaux is struggling to 
do that,” he said. “You have to be very close the gatekeeper.”
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Buyers’ perception of Virginian Wines?
Charilaou was quick to answer. “Virginia is new to me. So it is exciting to be talking about it 
today. We do have Octagon (Barboursville) in the shop here. I think that is excellent and it does 
very well. But Virginia is not at the forefront of my mind. For me with American wine you look 
at the West Coast and California first, then Oregon, then Washington. That’s it.”

The fact Virginian wines are so different to wines from the rest of America is also potentially a 
challenge in that “there is not a ready made market for Virginia wines in the UK,” said Matthew 
Clark’s Simon Jerrome. 

Jerrome argued New Zealand has done so well because it had the powerhouse of Sauvignon Blanc 
to charge it. “And brands like Villa Maria.” But does Virginia, he asked, have a red wine brand 
equivalent?

Gerard said it was important Virginia looked to create a credible brand and identity for itself 
amongst premium wine drinkers.

He explained: “Don’t underestimate the risk you are taking buying a top end Virginian wine if 
you are out with friends. Compare that to the risk you are taking if you buy a bottle of Bordeaux 
which they will instantly recognise and understand its quality.

Three stories to tell 
For Wadsack the way forward for Virginia is clear.  “You have got three ways you can go. You 
can sell by variety or by region, but people are not really sure about that. But you are also selling 
something cool. You have not got a lot of wine to work with, so if you are going to sell the region, 
you have to make the message a lot simpler than it is.”

For him the best way to go would be to follow the editorial style of The Wine Show on ITV. 
“That show is good because it proves you can talk about wine, without having to talk about 
trellising. Instead you talk about how this wine was around at the same time as Napoleon. Each 
wine has its own hook and it’s never about how it is made.”
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Big opportunity in the middle market 
But McCombie believed there should, on paper, be a great market for Virginia in the UK. 
Particularly as they are focused on the middle market. “That is where the big opportunity 
is,” he claimed. “Look at New Zealand. It has less than 1% of world production, but has 
4% share of the UK market and 30% of the UK trade above £10. But people are not 
buying £50 bottles of New Zealand wine. They are buying £15 to £18 wines.”

Wadsack believed the best route for Virginia to go is to challenge the position of premium 
New World wines rather than see itself as an alternative to Bordeaux. 

“Bordeaux is not the biggest part of our sales mix any more,” he stressed. “A lot of people 
like to drink expensive Australian or Californian wine. So why not target the Australian 
market and look to build up distribution channels in the same way that it has done so 
well over the years. There is a big market there for people who are not currently drinking 
Bordeaux.”

But the real challenge comes in turning an occasional drinker of Virginia in to a long term 
one. “You may not find it hard to get people to try a Virginian wine. It is a lot harder to 
lock them in,” said Wadsack. 

Charilaou sees Virginian wines sitting very much in that 20% of the list that is a hand sell. 
“But that can be a good place to be.”

Horses for Courses
For Gerard it really comes down to the personal needs and styles of wine of each winery.

“Each producer has to decide which market they want to go after, which market is the 
most suitable to their brand and their wines,” he said. “Do they have a big production and 
want to target going in to gastro pubs or independent wine merchants? Or do they want 
to go after Michelin star restaurants?

“It is about talking to your agent and importer and making sure you follow up with them 
to see how the wines are doing. Then it is about targeting whether you go after Australian 
wines on a list, or targeting the sommelier and explaining the type of foods the wine will 
go with.”

Ready to drink wines
The buyers were all agreed that a key factor, often overlooked by premium wine producers, 
is to bring wines to the market in the UK that are ready to drink. 

Gerard explained: “I think if you want to break in to a market then you have to have 
wines that are ready to drink. Too often drinks are released too early on to restaurant lists, 
Particularly wines over £50. You also need to have more saturation and profile around the 
globe to get cut through.”

He said he appreciated it was a “delicate balance” for producers, but urged the Virginian 
wineries to “hold on to stock” and then release “at prices that consumers want to pay”. 

Charilaou agreed: “It is hard to get wines that have been aged properly.”
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Virginia’s response to buyers’ comments 
On hearing the comments from the UK buyers, Parker, who has been slowly building 
momentum for Virginian wines in the UK with New Horizon Wines since 2009, said he 
felt the time was right to push on. 

 “We have seen a lot of change in the last 12 to 18 months here in the UK with so many 
more outlets opening up where the focus is on discovering new wines which is very much 
to our advantage,” he said. 

Paschina at Barboursville said it simply does not have the volume of wine to get things 
wrong. “California has made the mistake of bringing wine here that consumers did not like. 
We can’t do that. We only have top tier wines to promote.”

Hodson at Veritas said it “can be hard to come to market with the same amount of product 
every year”. “Take Viognier. It is such an unreliable crop to grow. One year you can get three 
or four tonnes and then another year you get one. And there has not been a big difference in 
the weather or growing period,” he said. 

He agreed with Gerard that it had to work hard on ensuring it has the right story for the UK 
trade and consumer. “But we are already doing that back home. In a busy day in the tasting 
room I have got stories like how the wind comes through the Rock Fish Gap. I have got that 
spiel locked and loaded. But will talk to buyers like yourselves in a different way,” he said.

Whilst in the UK, for example, the producers had enjoyed a trip to the Duke’s Hotel and 
heard first hand from bar manager, the legendary Alessandro Palazzi, about how it was the 
bar where Ian Fleming discovered the Vesper martini, made famous in his James Bond 
books.

“We went and all had martinis in Duke’s last night because of the James Bond hook,” said 
Hodson. “It was funny winemakers all tripping out on martinis. But it was not just the drink 
itself, but Alessandro, and his stories, and the white jacket and the trolley. All the different 
elements that make up the story.”
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The wines tasted during the roundtable debate included: 

Wines Tasted 

Barboursville Viognier 2013 

Distributed in the UK by Zonin UK
100% Viognier, ABV 13%, RRP £20

Barboursville Cabernet Franc 
Reserve 2013  

Distributed in the UK by Zonin UK
92% Cabernet Franc, 8% Petit Verdot, 
ABV 13.4%, RRP £22.75

Veritas Petit Verdot 2010  

Distributed in the UK by New Horizon Wines
100% Petit Verdot, ABV 13.5%, RRP £23

Boxwood 2014  

Distributed in the UK by New Horizon 
Wines 46% Merlot, 31% Cabernet 
Sauvignon, 11% Cabernet Franc, 5% Petit 
Verdot, ABV 13%, RRP £28
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Veritas Viognier 2015  

Veritas Viognier 2015 
Distributed in the UK by New Horizon 
Wines 100% Viognier, ABV 13.9%, 
RRP £19

Boxwood Winery Trellis 2014 

Distributed in the UK by New Horizon 
Wines 46% Merlot, 31% Cabernet Sau-
vignon, 11% Cabernet Franc, 5% Petit 
Verdot, ABV 13%, RRP £28



The wines were a big hit across the board with the buyers. Provoking debate and interest 
at every turn. Charilaou, however, summed up the situation for Virginia. “Having tasted 
these wines, I don’t have any issue at all with the quality of wines. The only thing now is 
the marketing,” he said.

Gerard agreed: “There are some very good value wines here that can go after the Bordeaux 
level. The opportunity is there to work with very good importers and target the right 
restaurants. But you have to have wines that people know and can recognise. Areas like 
Stellenbosch are known for its Chenin Blanc, Argentina is Malbec. What is Virginia really 
all about? Could it be about Cabernet Franc.”

Charilaou believes it can: “Argentina is trying to promote Cabernet Franc. But with these 
wines you have every chance to do the same. It is Cabernet Franc that sits in the middle 
between the Old and New Worlds.”

Jerrome said the wines and the debate showed how Virginia has a very different story to 
tell. “It is great to do an American tasting and not mention Pinot Noir.”  

For McCombie Viognier could be the star of the show. “I am a big fan of Viognier and so 
much of what you see is very flabby. But here you have some real expressions of fruit that 
are exciting. But we have to see you a lot more in the market,” he said. 

Wadsack felt Virginia was going about things in the right way. “You have small levels of 
very exciting production and have picked your best winemakers to tell your story.”

He also felt positioning its wines from £12 was also the right way to go. “A couple of years 
ago you had to be under £10. But there is a big shift and you can do very well between 
£12 and £50,” he stressed. 

“You are Team Virginia!” concluded Charilaou.

In summaryBuyers’ comments on the wines
Charilaou on Barboursville wines: “These are a good benchmark for what Virginia can do. 
They are ‘the Bordeauxs’ of the US.”

Gerard on Barboursville Cabernet Franc Reserve: “The Cabernet Franc is showing very well. 
It has a very unique taste, you can’t pigeon hole it from coming from anywhere else.”

Wadsack agreed: “It has amazing typicity for Cabernet Franc.” 

Charilaou on the Boxwood Topiary: “This has gone against what I thought Virginia was all 
about. I find it a lot more New World dominated as a style. It’s got sweet tannins, its silky, 
and very velvety. It’s got a fruit dominated palate with cassis, blackcurrants. I think it is a 
very luscious style of wine.” 

Wadsack on the Boxwood Topiary: “I agree. I love it. The wine is very subtle in the mouth. 
It’s really accessible. It’s a modern style. That’s not a style you expect from the States. If I 
did not know what these wines were I would think they were either Italian or French. Not 
many Super Tuscans taste as good as this. The Boxwood is just a beautifully balanced wine 
and fantastic value. Both are very stylish wines. Very impressive.”

Gerard on Boxwood Topiary: “There is a softer structure here as well. You don’t have the 
tannic structure of Bordeaux. That has by far the best balance out of all the wines. There is 
a lovely sweetness to the fruit and on the palate as well.”

Wadsack on Veritas Viognier: “These wines have an incredible sensitivity about them. There 
is something very unique that is clearly true of Virginia. It is taking an old variety and 
producing a new wave wine with it.” 

Charilaou on Veritas Viognier: “It’s a wine that can please both a wine geek, but is also very 
quaffable as well. It’s also got a nice structure to the finish.”
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Virginia Wine Producers On-Trade Study Tour 

To help Virginia Wine and its key wine producers get a better understanding of the needs of the UK on-trade, The Buyer organised a study tour of key 
operators we felt best illustrated the type of outlets and channels best suited to their wines. 

The operators involved in the study included:

Vinoteca
Officially the first of the new wave of hybrid wine bar come retail stores 
to change the face of initially the London on-trade, but now around the 
country too. First established in Farringdon in 2005 by Charlie Young, Brett 
Wootton and Elena Ares it has gone from strength to strength with sites 
across London including Marleybone, Soho, Chiswick and Kings Cross. It is 
also still widely recognised as having one of the most diverse and interesting 
wine lists in the country, but crucially all well priced with the onus on value 
be it in quality and price.

Noble Rot 
Established only in November 2015 this unassuming restaurant on London’s 
Lamb Conduit Street has quickly become one of the most important and 
influential restaurants in the city. Primarily for its dedication to sourcing 
edgy, interesting and off-beat wines. Which is not surprising as one of its 
founders, Mark Andrew, is a former wine buyer for the highly respected 
Roberson Wine. He and his co-founder, Daniel Keeling, who had previously 
enjoyed a successful career in the music industry, most recently as managing 
director of Island Records, hosted the producers for lunch. 
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Join The Buyer and get closer to your key buyers

28°-50°
Arguably, along with Vinoteca, 28°-50° is one of the pioneers of the now 
burgeoning wine bar and restaurant scene not only in London, but in 
cities and towns across the UK. First started in 2008 by Texture Restaurant 
founders, Xavier Rousset MS and chef Angar Sverisson, it now has fellow 
Master Sommelier Clement Robert as head of wine for its three sites in 
Fetter Lane, Marleybone, and Maddox Street. The producers were hosted by 
Robert at the Maddox Street branch. 

If you have found our Virginia Project an interesting read then we would be very happy to look at ways in which we can work with you to get closer to the key buyers and influencers in the 
sectors of the on-trade that are important to your business.
Depending on your needs and key objectives, The Buyer can look to identify the key channels of the on-trade that you want to work in and the sort of operators and buyers that might help you 
better understand their needs and how relevant your wines, spirits or beers are to them. 
We can either look to host a business roundtable at a suitable venue to openly discuss key trading issues with important buyer, or, as with the Virginia Project, organise a study tour of influential 
restaurants, bars or pubs to see the kind of outlets that might sell your products. 
We are also happy to look at organising bespoke events, tastings or industry seminars to help you get closer to the buyers that are important to you. 
Simply email editor Richard Siddle at Editorial@The-Buyer.net. 

Vagabond Wines
Another highly influential London on-trade operator that is quickly 
expanding its hybrid offer of part wine merchant, part wine bar and 
restaurant. It now runs four sites, the original in Fulham, followed by other 
sites in Spitafileds Market, Charlotte Street and now Northcote Road in 
Battersea with plans for two more in the coming months. The producers 
visited the Charlotte Street branch and were able to spend time buying a 
card and sampling wine from the selection of 100 by the glass machines. 

The Buyer’s Virginia Wine Project 
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