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with our biggest selling range of 
great tasting energy drinks!

 ENERGISE  
YOUR PROFITS 

Available through your local Unitas Wholesale member depot



ONLY 69 CALORIES.

*CONTAINS NO MORE THAN 0.05% ALCOHOL BY VOLUME

GREAT 
TASTE NO 
ALCOHOL*
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category focus

W
hether customers are 
buying that long-awaited 
drink at the end of the day, 
popping in for something 

to take to an event or buying a bottle as  
a gift, wine is a huge opportunity for 
convenience retailers. 

Get to 
Grips with the grape

We know  
that the wine 
category can  
be one of the 
trickiest to get  
right. However,  
with demand for 
wine continually  
on the rise, it’s 
essential that you 
make the most of 
its potential

In the UK, wine is a shopping staple, 
seen as often on a shopping list as pet  
food and bread. Knowing where to start 
and how to make the most of it can be  
a little daunting, though, so here’s our 
suggestions for how you can really 
maximise its sales potential. 
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Know your stuff
Basic knowledge, such as what wine goes 
well with what types of food, could help 
you drive up sales and is a key factor 
affecting whether a shopper will choose to 
buy with you or elsewhere. By providing 
some suggestions, not only are you more 
likely to sell more but you’re providing  
a personalised shopping experience and 
delivering great customer service, which 
means that customers will come back 
again and again. 

But don’t worry, you don’t have to know 
each wine inside out. If you clearly label 
your range, showing price, grape variety 
and country of origin, let this signposting 
do the talking for you.

Use simple display principles, such as 
grouping wines together by country of 
origin and price point, to make the 
category easy to navigate. 

It’s also key that retailers stock the 
brands that their customers will recognise. 
Shoppers expect the well-known names  
in supermarkets, so they expect the same 
in their local convenience store. 

With so much choice, it’s tempting to 
stock a little of everything, but don’t.  
Too much choice will overwhelm your 
customers and could lead to them missing 
a bestseller or the bottles that offer you the 
best margins. Keep it simple – think good, 
better, best and you can’t go far wrong.

And as for the ratio, we’d recommend 
retailers stock 50% white wine, 35% red 
and 15% rosé. 

Inspire with impulse
A great way to improve your wine sales  
is to support impulse purchases in store. 
Make sure your white and rosé wines are 
already chilled for those looking to grab 
and go, and use in-store signposting to 
direct customers in a hurry around the 
store easily. 

We know customers love a good deal 
such as ‘meal for tonight’, so why not 
include wine as an option? Keep the meal 
choices simple, offering complementary 
food items alongside one another, such  
as pasta, fresh meat and sauce, or a ready 
meal and garlic bread, and then add a 
choice of red or white wine to go with it. 
Or, if customers have clearly bought items 

to enjoy that evening, why not suggest  
a wine to go with it and point out any 
great deals you might have on offer? 

Go premium
While it’s obvious that customers are 
always looking for value, it’s essential  
that retailers don’t just offer the cheapest 
wines available. 

Stuart Johnson, Retail Controller, Unitas 
Wholesale, agreed: “Many retailers focus 
on the value end of the wine category and 
are missing out on those customers who 
want to buy more premium products, 
either as a treat for themselves, as a gift  
or to take to someon’es house for dinner. 

n Avoid having too 
many products on 

your shelves. It’s better 
to have two or three facings of the 
bestsellers than filling your space 
with different products, which can  
be confusing for the shopper.
n A lot of wine is bought to be 

consumed immediately, so keep as 
many of your bestselling white and 
rosé wines chilled as you can.
n If you keep certain wines in the 
chiller, there’s no need to allocate 
space on your main shelf too. 
Empower your customer by  
keeping it simple.

for winning wine sales

“Remember to stock gift bags and  
bows nearby, and always point out more 
premium wines for customers looking  
for something special.”

Upsell and improve margins
Did you know that when customers are 
spending £5 on a bottle of wine, only 37p 
is spent on the wine itself? Plus, the 
combination of duty, logistics, packaging 
and VAT leaves very little margin for 
retailers. If you can encourage customers 
to spend closer to £10 per bottle, the 
margins are much healthier for you  
plus they’ll get a much better quality  
wine for their money. 

how does your fixture measure up? 
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The Vintners Collection is a retailer’s 
secret weapon when it comes to the  
wine category. 

Made up of all the tried and tested 
favourites, including a fresh Moldovan 
Pinot Grigio, smooth Australian Shiraz, 
zesty Chilean Sauvignon Blanc and 
refreshing Californian White Zinfandel, 
the range provides retailers with all the 
wines their shoppers are likely to be 
looking for. 

“The wine category is notoriously 

difficult for retailers to get right, which is 
why the Vintners Collection is such a hit,” 
said John Kinney, Retail Director, Unitas 
Wholesale. “We’ve carefully selected the 
most sought-after wine types that we 
know shoppers are looking for and put 
them together in one complete range, so 
retailers can stock up with confidence, 
knowing that they’re offering a fantastic 
range at excellent prices.”

The Vintners Collection is available 
through all wholesale member depots.

don’t forget own brand

uK wine pricing 
and margins*

total margin

excise Duty

Vat

Packaging

logistics

Money for wine

*Source: Decanter Magazine 
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Head to the 

Plan for Profit website 
for more information on 
what exactly to stock:  

planforprofit.co.uk
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W
hat do your customers 
really think of your store 
and the service they 
receive? When was the last 

time you put yourself in their shoes and 
spent time thinking about why they 
choose to shop in your store? 

It’s all too easy to get into a daily routine 
and let some aspects of your store 
presentation slip, which is why it’s 
worthwhile taking some time to review 
what your customers see and experience 
when they visit your store.

 
First impressions
Starting outside, is your store 
well-presented and inviting? Ask  
yourself if you would like to shop there. 

Consider the following to ensure  
that your store’s first impression counts.
n  Are the latest promotion posters 

displayed so that your customers know 
that you are offering them a great deal?

n  Is your store frontage clean and free 
from rubbish? Are there any weeds?

n  Are your store front windows and door 
clean and free from clutter and old 
stickers/signage?

n  When was the last time you had  
the store fascia cleaned? Ask  
your local window cleaner  
to do it to ensure it’s 
sparkling clean.

n  Does the store  
front require any 
redecoration? When 
was the last time it  
was painted?

n  Is it time you considered a 
new store front and door? 
Could a new one make 
your store stand out?

Time to walk inside your store now  
and consider the following.
n  Is the entrance clean and free  

from clutter?
n  Do you have a barrier mat at the 

entrance to help keep your store  
floor clean?

n  Are there clean shopping baskets  
easily available as you walk in? 
Remember that shoppers who  
use a basket spend more in store.

n  Are your promotional end displays 
visible from the store entrance?  
Are they well-stocked and displaying 

the relevant promotional 
POS?
n  Do you greet people 

and smile  
as they enter  
your store?

n  Are your staff 
wearing uniforms?

n  Is your store bright 
and welcoming,  
with all lighting 
working correctly?

… as do last 
impressions. We 
caught up with  
retail Controller 
stuart Johnson to  
find out his top tips 
on how to wow your 
customers and leave 
them wanting more

First impressions count…
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First impressions count…

 If you get the first impressions 
right, not only will you encourage 
them to come in, you will also put 
your customers at ease, meaning 
they will spend more time in your 
store and also spend more money.

 
Last impressions
Take a look at your counter area; will your 
store leave a lasting impression for the 
right reasons? Consider the following.
n  Is your counter area clean, uncluttered 

and with an obvious area for customers 
to place their baskets?

n  Do you ask customers if they found 
everything they were looking for?

n  Is the person at the till smartly dressed 
and wearing a Lifestyle uniform?

n  Do you manage which products you 
display on the counter? While it’s OK  
to display one or two carefully chosen 
products as a last-minute impulse 
opportunity, such as a new chocolate 
bar, don’t overdo it – less is more.

n  NEVER use your counter to display 
out-of-date or short-coded products 

that are reduced to clear. 
Do you really want your 
customers to walk away 
thinking that you always 
have lots of out-of-date 
food for sale?

n  Always smile and take 
the time to get to know 
your customers.

n  Thank your customers for shopping 
with you, and wish them a good day.
 If you take the time to ensure that you 

deliver a great first and last impression, 
then your customers will feel good about 
shopping in your store. This can make  
the difference between them returning  
to your store next time because they feel 
that you genuinely value their custom, or 
choosing to go elsewhere and shop with 
one of your competitors. It’s a no-brainer.
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big night in
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a movie-themed  
        Big Night in

THE UK’s No.1 CEREAL BRAND*

OUR MUST-STOCK PMP RANGE!
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*Source: Nielsen Scantrack data to 29.12.2018 – Total Impulse.
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