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The Society:
A focus on
members
Since taking over as Chair
of The Society in June last
year, I have been delighted
and somewhat amazed at
the sheer number of friends,
acquaintances, colleagues
and even strangers who
have gone out of their way
to congratulate me and say
how much they respect
and care for The Society.

Our members are not all the same (we
pride ourselves on being inclusive and open
to all who wish to participate in what we offer)
and they come from different backgrounds, some
with parents and grandparents who were members and
some, like me, who never had wine at the table when
growing up and discovered The Society for themselves.
Our members do not all think alike, and they do not all
want the same from The Society, but they are united
in an appreciation and affection for it.
Of course, The Society must continually ensure it
deserves our affections; to prove that it is an organisation
in which we want to participate and can trust, and
which we want to source our wine for us. We live in a
competitive retail environment and need to carry on our
business in such a way that members prefer us to others
and that we continue to attract new members. I can say
with absolute confidence that every decision we make is
based on what we believe is best for members. We make
great efforts to ensure that all members are treated fairly.
We believe that a key reason members enjoy The Society,
and new members want to join, is the set of values
associated with mutuality by which The Society really
does live (and which are not empty marketing promises)
and which lie at the heart of all the decisions we make.
We believe our mutual model is viable for the future and
indeed may become even more relevant as people
look for authenticity in their suppliers.
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Alan Black

Society Chair
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Financial and
operational summary
Overall, last year was defined by the pandemic; with high
sales in the first half (during lockdown), a deceleration
in the second half (as society began to open up) and a
strong Christmas. Notwithstanding some difficult logistics
issues, we managed to satisfy all member demand with
a very late cut-off for orders (22nd December) and
next-day delivery throughout December.
We ended the year with
record gross revenue of some
£160 million, more than 13
million bottles sold and more
than three million bottles of
members’ wines stored in
The Society’s Reserves. Our
balance sheet is strong and
our cash position is healthy.
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MILLION
BOTTLES SOLD

million

£160

However, we are far from complacent. 2022 seems
likely to see buying patterns revert to those we last saw
in 2019: people are no longer having to stay in, and even
before the issues referred to below, we are estimating
that business is likely to drop from an incredibly strong
2021. There are also a number of specific issues which will
potentially affect us this year: a challenging 2021 harvest
in a number of areas of importance to The Society and its
members (particularly France and New Zealand); supplychain challenges and disruptions that continue around the
world; continued fallout from the pandemic; the increase in
energy and other costs affecting every aspect of the wine
business from grower to member; and the proposed new
UK duty scheme which is likely to add both complexity for
The Society and cost to each bottle of wine.

GROSS REVENUE
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WINE:

on 2021

Our wine must be at the heart of everything we do.
We exist to source the highest possible quality of wines
at the best possible price for our members and provide
them with outstanding service and a memorable
wine experience.

150

The year continued to see significant supply-chain
issues in getting wine from growers to us and then to
members (Brexit issues both from Europe to the UK and
from Stevenage to Northern Ireland and a combination
of driver and container shortages and strikes in different
parts of the world). To ensure that the impact of these was
minimised for members, we took extra temporary
external storage and increased our normal stock
cover to ensure, as well as we could, constant
availability of almost all wines.

MUSEUM
RELEASE WINES
LAUNCHED

3,600
WINES FROM 27
COUNTRIES

Our buyers started to travel to some places in the
second half of the year, but have not yet resumed
their normal schedule of trips and continue to have
to taste wines (and organise blending of some
of our own wines) from home.
Notwithstanding these challenges, we were
able to offer more than 3,600 wines from
27 countries during the year.

Perhaps unique among wine suppliers, our mutual
model means we do not try to maximise profits in any
year and thus can make investments for the benefit
of members. During the year, therefore, we decided to
introduce the Museum Release selection. We have always
done this to a certain extent, but will now regularly
invest in wines that our buyers choose, store them
in our own reserves in perfect conditions, then
offer them to members when they are mature
and in their optimal drinking window.
We have now released over 150
Museum Release wines.

We continued to expand our en primeur programme,
which is proving extremely popular with members. During
the year, we made 31 offers from 15 regions. En primeur
wines can, by their nature, be limited in quantity and some
of the wines are likely to be in great demand. We have
long relationships with many growers and can sometimes
increase the wines available. However,
in accordance with our mutual
values, if demand does
exceed supply we do not
adopt a first-come firstserved model. Rather, we
believe it is fairer to share
out (as far as practicable)
available stock among
ordering members, and,
if necessary, allocate wines
among members according to
the level of support they have
given to The Society.

I also want to mention value. We
tend to focus on the quality of the wines our
buyers source (again, I suspect, unique among wine
suppliers, we allow our buyers a remarkable degree
of freedom to buy wines they believe members will
enjoy). I’m not sure we are vocal enough about
the exceptional value that wines from The Society
represent. In somewhat prosaic terms, since we aim
to keep any surplus to a minimum (enough to allow
us to invest in the business and provide a cushion for
unexpected events), do not pay dividends to third-party
shareholders, and, as a mutual, are not taxed on surpluses
from members, a wine of comparable quality is likely to
be more expensive elsewhere.
Some of our competitors will, of course,
discount wines from time to time but we
believe our model of always offering best
everyday pricing without the need for
discounting provides the best and fairest value
to members. We keep a running comparison
of a basket of equivalent wines from key
competitors and, during this year in particular,
our basket of wines was significantly
cheaper. We also bucked the trend of rising
prices by introducing 200 price reductions

in the October List. I am afraid, however, that inflation,
the lower yielding 2021 harvests in France and New
Zealand and other challenges in the year ahead will
mean that some prices will inevitably rise during the
coming year, but I believe The Society will still maintain
its exceptional value.
Finally, although we should never get too carried away
by awards, we had a clean sweep in the industry
Oscars winning top accolades from both Decanter
Retailer Awards (Outstanding Retailer of the Year
and Best Virtual Wine Experience) and IWC
Merchant Awards (IWC Wine Merchant of the
Year), where we also won Dynamic Merchant
of the Year.

DELIVERY:
Expectations about delivery have risen generally and
we want not only to meet those expectations but be
recognised as offering the best delivery service
of any wine supplier.

OPERATIONS:
To supply wines to
members as and when they
want them, we need an extremely efficient operation
and logistics infrastructure. Our existing infrastructure
has begun to creak: our warehouses are not able to
deal with the throughput of wines our members want
with the efficiency we require, and our IT infrastructure
needs significant modernisation. During the year,
therefore, we made two major investment decisions.
In July, we
committed
to the
construction
of a new
warehouse
(Warehouse 5) with a potential capacity of approximately
4 million bottles. Construction is under way and is
expected to be completed and ready for us to start to
bring stock in by the autumn. The new warehouse will
enable a significantly more efficient way of both storing
our wine and working to ensure we can consistently
satisfy our members’ orders.

we committed to upgrade
and completely modernise
our IT infrastructure

We have just, therefore, brought in a trial of free next-day
delivery, including Saturdays, for every order, whatever
the amount. We also introduced the ability to withdraw
small amounts from cases in Members’ Reserves. Our aim
is to be regarded by members as your virtual wine cellar;
a wine can be ordered today and be with you for dinner
the next day.
Our fleet of own vans remains highly valued by members.
The year showed some disruption as our vans reached
the end of their life cycle (and we had to replace some
with a temporary fleet), and there was further disruption
from the fuel crisis and Covid absences, but service and
member satisfaction remained high. Our replacement
programme is now complete, and we plan to roll out more
vans and add new routing this year. We cannot, of course,
use our own vans everywhere and we have developed
what is becoming an excellent relationship with DHL.
Member satisfaction with DHL is coming closer to the
levels we see for our own vans.

Things will, however, occasionally go wrong. We have had
a tree fall on a van in one of the recent storms; drivers
have slipped and injured themselves carrying cases; we
have had unexpected driver absences through
In September, we committed to
NEW WAREHOUSE
Covid and the odd wrong or damaged wine or wine
upgrade and completely modernise
CAPACITY OF
left in the wrong place. If there is one issue that can
our IT infrastructure to support the
cause discontent with members, it is delivery. We
efficient operations of The Society for
only experience difficulties in a small percentage of
the years ahead. Work has already
deliveries, but that can be cold comfort to a member
begun, but, unlike construction of the
BOTTLES
whose delivery did not match expectations. We
new warehouse which we will see
can only emphasise that we try extremely hard to ensure
completed this year, the IT infrastructure is a complex
that deliveries are perfect, and, when they’re not, we do
project and will take a number of years. Most of it will
everything we can to try to sort things out.
not be seen by members (except the new website, of

4
million

course) but you will definitely benefit from its impact.
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Reflections

Our wine must
be at the heart of
everything we do

MEMBERSHIP:
The past two years have seen a significant growth in
membership. Growing our active membership is essential
for financial stability and we have been delighted to
welcome new and returning members while recognising
the continued phenomenal loyalty of existing ones.
However, it is likely that, on the back of the past two years,
growth will be much more challenging this year.
You will have seen that we are proposing certain changes
to the Rules of The Society (prompted by wanting to
continue the ability for members to be able to attend
General Meetings online as well as in person). Those
changes will be considered at a Special General
Meeting immediately after the AGM in July.

The Society, as the rest of society, is
moving to a greater use of digital. In
the past year, more than 85% of sales
came via the website and the signs are
that this will only increase.
Our new website went live at
the end of August and is a great
improvement, making ordering
OF SALES CAME
significantly easier for most members.
VIA THE WEBSITE
It is still evolving, of course, and further
features will be added in due course.

%

SUSTAINABILITY:

85

TASTINGS AND EVENTS:

8,000
members

While the move to a digital-first business will
continue (it is neither efficient nor sustainable
in today’s world to do otherwise), we recognise
HAVE JOINED 79
that not all members will relish the transition.
ONLINE EVENTS
However, as a members’ organisation, it is
vitally important we ensure those less comfortable with
digital are able still to deal with a real person. Member
Services will continue to be available to take orders from
members who do not order online and help with any
other issues a member may have.
It is also clear that print remains an important part of
our communications with members about wine. The
introduction of 1874 magazine has been met with great
enthusiasm and even the most tech-savvy of members
seems to want to read it in hard copy. We will, therefore,
continue to tread a line between the move to digital
and producing certain items in print.

Tastings and events last year were affected by the
stop/start nature of lockdowns. Since lockdown ended,
demand for physical events has been strong, with all
events sold out (some 1,163 members attending 24
events). As the programme develops and starts to move
around the country again, we are considering how
we can increase the number of events.

I want to end with sustainability. Wine is a natural
product and vines are impacted by the soil and the
climate in which they grow. Wine producers directly
experience the impact of a warming climate: grape
varieties that don’t thrive as well, water shortages, wild
fires and all the other issues that affect the production
and taste of the wine in our glass.

STAFF:
Member Services

Members would not have direct experience of some of the
pressures our staff were under, but, because it is memberfacing, it would have been apparent that Member Services
were under pressure, with extremely high contacts in the
first half of the year, high contacts following the website
launch and unprecedented issues from Covid-related
absence (particularly from August to November). We also
found it difficult to bring in temporary staff because of a
buoyant local labour market. As a result, we struggled to
maintain a consistently high service with waiting times
high for both phone and email. However, service levels
recovered in time for Christmas and member satisfaction
has reverted to its normal high level.
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We want to minimise our climate footprint, from the
vineyard to your home. We want to foster a Society for
all, from grape to glass, ensuring care and fairness for
members, our staff and everyone throughout the supply
chain. And we want to champion knowledge among
members, our supply chain and the wider wine industry so
that everyone knows the facts about what is in their glass
and how it was produced, so that we will be able to tackle
the big challenges
together – all so
we can continue to
provide outstanding
wines to members
and future members.

from grape to glass,
ensuring care and fairness
for members, our staff and
everyone throughout the
supply chain

Virtual events have, even after lockdown ended,
continued strongly with good attendance, and it is clear
they are here to stay. Almost 8,000 different members
have joined 79 online events during the year, and we
welcomed winemakers from 22 wineries in 11 countries.
Interestingly, there is a higher rate of wines purchased
after a virtual event than after a physical one.

We owe our staff an enormous debt of gratitude and can
only say thank you to all of them for going above and
beyond to ensure that, in these extraordinary times, our
levels of service were generally as high as they could be.

We know that sustainability can be viewed by some with
scepticism; either because it can be little more than a
marketing tool or because it may divert the attention of
management away from the business. I can assure you
that this is not how we see it or why we are doing it. Our
purpose is to continue to be able to provide quality wines
to our members and future members in a way that is
good for those members, our staff and growers, and
for protecting and regenerating the environment.

Apart from the
obvious wider
benefits of doing this,
a sustainability plan also makes business sense for The
Society: minimising our energy consumption, reducing
packaging, shipping and other costs and dealing with the
increasing level (and cost) of legislative requirements that
are being imposed on us in respect of climate issues.
It is clear from members’ feedback that there is real
support for this.

A FOCUS ON MEMBERS:
The past two years have been challenging in many
ways but The Society is almost 150 years old and has
been through some exceptional times. It has succeeded
in meeting, and flourishing, despite those challenges, by
having a rigorous focus on its members and on continuing
to source for them the highest possible quality of
wines at the best possible price and providing them
with outstanding service and a memorable wine
experience. That will continue to be our focus.

Sheep moving through the property at Dog Point, New Zealand
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DIGITAL AND PRINT:

If we want to ensure we and future generations can
continue to enjoy the quality of wine we tend to take for
granted, we must take steps today. The Society may,
as a mutual without the pressure for profit, be in a very
privileged position to be able to influence this. During
the year, therefore, we formulated our sustainability plan
with a goal of being sustainable in everything we do
from grape to glass.

The

We also carried out a comprehensive review of The
Society’s Rules, leading to the proposed changes to
be considered at the Special General Meeting after
the Annual General Meeting in July.
However, by far the most important contribution of the
Committee over the year has been to debate, at length
over a number of meetings, the long-term strategy of The
Society as it approaches its 150th anniversary and what
this may mean for its business and its members.
The year saw some major
changes in the Committee.
Sarah Evans retired in
June, after 23 years on
the Committee and 12 as
its Chair, and Paula Carter
also retired in December.
Looking ahead, Mike
Thompson, who joined the
Committee in 1999, has also indicated that he will retire
following the AGM in July. Sarah, Paula and Mike were
excellent Committee members and we will miss them.

Committee
Getting the balance right, between empowering the
Executive to manage the business and enabling the
Committee on behalf of members to exercise its role, is
an art not a science and relies to a great extent on the
relationship between the Committee and the Executive
and, in particular, the Chief Executive. We are delighted
that the relationship between the Committee and Steve
and the Executive works extremely well. Apart from the
monthly Committee meetings, Alan Black (Chair) and
Eleanor de Kanter (Deputy Chair) also meet Steve at
least once a month.
It is important for the Committee to have a diverse set
of skills and strategic experience and also as diverse
a perspective as we can and, of course, to have a real
enthusiasm for The Society and what it stands for; the
values by which it lives. No issue is discussed by the
Committee (or the Executive) without debating
what it would mean for members.
During the year, the Committee had some important
issues to consider. We debated and approved the
construction of the new warehouse and the IT strategy,
each of which will be crucial for the efficient operation
of The Society in the years to come. We considered and
approved the sustainability plan which will be at the heart
of much that The Society does in the future.

Alan Black

I spent my career in an
international law firm, living
in London, Paris and Hong
Kong. The Society is the
most wonderful institution
and there is no better place
from which to buy wines.
Serving on the Committee is
a privilege and becoming
Chair has been an honour.
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We mentioned in the Winter 2022 edition of 1874
magazine that we were looking to co-opt some new
Committee members and were pleased to receive
around 100 applications from some exceptionally strong
candidates. We interviewed a shortlist and are delighted
to be able to announce that we have decided to co-opt
two candidates: Jennie Farmer will join the Committee as
from May and Catherine Nunn from the beginning of the
new year (we will provide more details about Jennie and
Catherine at the AGM and in a future edition of 1874). We
have also asked a number of the unsuccessful candidates
if we might keep their details for future vacancies.

Eleanor de Kanter

My background is in
digital innovation for
consumers. I started my
career at Deloitte and
have spent the past
ten years working in
and with tech start-ups.
I’m passionate about
bringing The Society
to new audiences who
share our values.

Ken Brown

I have more than 30 years’
experience in investment banking
and accountancy, as well as board
experience in e-commerce. I am
passionate about the range and
quality of wines our buyers select
and the unique services we offer
as a member-owned mutual.

Ricard Giner-Sarliola

I have more than 20 years’
experience of working in
international education
marketing, with a strong
background in digital. Quality,
value and mutuality are my
favourite Society strengths, and
I love all good wine, especially
Priorat, Rioja, Piedmont, Rhône
and Burgundy.

Ben Dreyer

I have more than 25 years’ experience
in international retail strategy and
operations. My expertise is in the
management of operations, IT and digital
within a dynamic, mid-size company. I am
a long-standing member of The Society
and am delighted to contribute beyond
buying the excellent wines.

Steve Finlan

I have been a retailer for
nearly 40 years in the
physical and online space
with experience across the
globe. It has been a privilege
to lead The Society through
the first stages of becoming a
modern, digital brand; but also
a Society continuing to build
on our values and traditions,
maintaining and growing our
relationships with winemakers
and placing great wine and
great service at the heart
of everything we do for
our members.

Thomas Foster

I work in consumer retail organisations with
expertise in commercial strategy, product
development and marketing. I believe
that The Society is unique and that
the strength of its mutual values is
intrinsic to its past and future success.
It is the best source of high-quality,
great-value wines you can find.

Mohammed Haque

I work with digital media businesses as
a CFO. My current role is working with
a business focused on sustainability
and net zero. My passion for wine
began during a period working in
California, one of my favourite
regions, along with Champagne and
Australia. It is a privilege to combine
my professional and personal passions
in this role with The Society.

Mike Thompson

MBE

As a classically trained marketeer, I’m
passionate about differentiation and the
inherent strengths we have in our values as
a mutual. I continue to learn about wine and
I’m currently enthusing about the wines of
Spain, and rediscovering the Rhône.

Tim Wright

I worked for more than 35 years in retail
and finance in both commercial and mutual
organisations. My specialism is in human
resources and I also have senior experience
in corporate governance, pensions, finance,
property and marketing. As a member of the
Committee, I am passionate about maximising
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the benefits mutuality brings to all our members.

TH E CO MMITTEE

The Committee of The Society is the equivalent of
its Board of Directors. Committee members must be
active members of The Society and are responsible
under The Society’s Rules for directing its business
and supervising the Executive team. There are a
maximum of eight Elected Members together with the
Chief Executive, Steve Finlan, and the Committee is
also able to co-opt up to four other members on to the
Committee. There are two Subcommittees: Finance
& Risk and Appointments & Remuneration.

S U STAI N ABI LI TY

Championing the joy of good wine for

Dom deVille

The Society’s

Director of Sustainability
and Social Impact

today & tomorrow

sustainability plan

Our purpose is to provide great-quality wines to our members in
a way that is good for our people, our growers and our planet

Sustainability has always been important to us. But in the fast-changing world of today,
we need to do more to stay ahead. That’s why we have created a plan with a series
of ambitious goals. It’s a complex subject, so we’ve broken it down into five focus areas:

Climate | Environment | Sourcing | People | Action

That’s why we’re committed to making sure that
everything we do at The Society, across all aspects
of the business, is good for the people we work with,
good for the products we sell, and above all, good
for the planet.
Our growers are already facing challenges from climate
change, which impacts harvests, wine quality and,
ultimately, price. Not only that, but growing social and
environmental legislation means businesses who don’t
act in a sustainable and responsible way will face more
and more financial penalties. We’re planning ahead
to ensure the long-term prosperity of The Society, so
we can continue to offer our members great wines for
many years to come.

Our ambitious sustainability plan will see us become
net zero across our business and supply chain,
preserve biodiversity, minimise packaging and waste,
and source all our products sustainably and ethically.
We will be working closely with our suppliers, helping
and encouraging them to improve and speed up
their sustainability work, too.
We want The Wine Society to be the most sustainable
wine retailer in the world, as we truly believe this will
enable us to remain at the forefront of finding and
delivering great wines to our members for many years
to come. Achieving this will take a lot of hard work, but
we feel it makes clear business sense: minimising our
costs and energy consumption, proactively dealing
with increasing social and environmental legislation,
preserving the way of life needed to continue
making great wine.

Climate

Environment

We minimise our climate footprint,
from the vineyard to our home,
and then onwards to yours

We drive action among producers to protect
and regenerate the natural environment and
strive for a world free of waste

Help our
growers adapt to
climate change

Highlights from our sustainability goals
BY THE END OF 2023

BY THE END OF 2025

• S
 et 2025 reduction targets for our
cardboard, glass and plastic packaging

• ‘Right-weight’ all our packaging

• Send zero waste to landfill

• S
 et goals to enhance biodiversity
in our supply chain

• Implement our new Diversity,
Equity and Inclusion policy

• Introduce a ‘sustainable choice’
category from our own-label wines

2023

2024

2025

2028

Be carbon net
zero across both
our business and
supply chain

BY THE END OF 2028

• B
 e carbon neutral across
our direct operations

Reduce greenhouse-gas
(GHG) emissions in our direct
operations to zero

• L
 aunch The Society’s training
and mentorship scheme
for disadvantaged groups



Produce our
own renewable
energy



Protect
and restore
biodiversity

Minimise
use of
resources

Be waste free

Sourcing

People

We buy with integrity, working to improve the
lives of workers in our supply chain and minimise
our environmental impact

We foster a Wine Society for all, from grape to glass
– ensuring care, fairness and respect for colleagues,
members and people throughout our supply chain

Fair wages
and working
conditions

Higher
environmental and
social standards

Have the most
sustainable wine
supply chain



Maintain a
fair, inclusive
culture

Improve
health and
wellbeing

Promote
responsible
drinking

2040

BY THE END OF 2024

• Implement a sustainability
scorecard for own-label wines
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BY THE END
OF 2040


Be net zero

Action
To find out more go to
thewinesociety.com/
sustainability
or scan the QR code

We cannot do this alone. That’s why we invest in building knowledge and collaboration among members,
suppliers and the wider wine industry, so that together we can accelerate action on sustainability



Demystify the facts
on sustainability

Build knowledge and
understanding

Tackle the big
challenges together
11

SUSTAIN ABILITY PLA N

For 150 years, we have been working closely with
the best suppliers and growers to offer great-value
wines to our members – and we want to continue
doing that for the next 150 years.

S U STAI N ABI LI TY

A breakdown
of The Society’s
sustainability plan

Everything we buy should have minimal negative impact
on the environment and climate and a positive impact
on people. We want to buy wine made with less energy,
less water, fewer chemicals, less packaging and less
glass – and transported to members with less emissions
and less pollution.

commitments

ACTING ON CLIMATE
Climate change is already happening. The evidence is
clear to see, and our suppliers are already feeling the
effects. Vintages and weather patterns are becoming
increasingly unpredictable, with unexpected frosts, heat
waves, droughts, storms and floods affecting vineyards
across the globe.
We can’t tackle climate change alone, but we can
minimise our carbon footprint and support our suppliers
to become more resilient to its impacts, helping protect
harvests and maintain the quality of their wine.
And that’s what we’re doing.
Once we’ve measured our emission levels and set
science-based reduction targets, we’ll develop a roadmap
on how to reach net zero by 2040, in our own operations
and throughout our whole supply chain.
In 2024 we will be carbon neutral. This involves finding
ways to balance our emissions, ideally in our own supply
chain, through ‘insetting’ – investing in vineyards to
sequester carbon through enhanced
biodiversity, better soil health and more
sustainable farming.

We can’t
tackle climate
change alone

By 2028, we aim to have reduced our
direct-operations emissions to zero.
Whilst dependent on the right technology
being available, we will do all we can to switch our vans
to zero emissions and move to electric boilers and airconditioning units, vital to keeping members’ wines at a
constant temperature.
We will also increase our onsite renewable energy
production in order to be as self-sufficient as possible –
we already have solar panels on three of our warehouses,
for example. With energy prices rising sharply this year,
we feel this makes good business sense, as well as
benefiting the environment.

PROTECTING AND
REGENERATING OUR
ENVIRONMENT
We believe that great wine shouldn’t come at the cost
of the health of our natural world, but instead should
enhance it. To achieve this we need to work with, and
support, our suppliers.

A thriving vineyard in tune
with nature will continue
to improve wine quality
We will actively champion sustainable production
practices throughout our agricultural supply chain,
supporting our growers and producers to take a ‘whole
vineyard’ approach that encourages regeneration,
resilience and responsibility. This means improving soil
health and encouraging biodiversity, reducing water,
waste, chemical inputs and energy and helping producers
become more resilient to the changing world. We will
do this by investing in our suppliers, such as setting up
mechanisms to increase collaboration and learning, as
well as providing financial and advisory support for more
of our producers to achieve sustainability certifications.
We also need to tackle environmental impacts in our
own operations. We are currently undertaking baseline
measurements so that in 2023 we can set reduction
targets for glass, cardboard and plastic packaging, as well
as water, waste and energy. We are also working hard not
only to reduce the amount of waste we produce, but also
to ensure that it is reused, recycled, composted or goes
to energy from waste – and nothing goes to landfill. And
by 2025, we’ll have ‘right-weighted’ our packaging, so we
only use what is absolutely necessary, and whatever we
do use is 100% recyclable and recycled everywhere
in the UK.
We believe thriving vineyards in tune with nature
will continue to improve wine quality, meaning future
members will also be able to enjoy bottles that taste
delicious and reflect a sense of place.
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CARING FOR
ALL OUR PEOPLE

the most ethical and
environmentally
sustainable wine supply
chain in the world

Our people are our greatest asset. We believe that
when our colleagues feel healthy and well, they
are better able to share the joy of good wine with
members and deliver exceptional service. With the
recent pandemic bringing many social issues into
sharp relief, we are evolving our approach to Health
& Wellbeing and Diversity, Equity & Inclusion to ensure
we continue to provide a fulfilling and supportive
working culture. We want to encourage and challenge
our suppliers to do the same for their people,
since they are part of our success.
We will also continue to support our local community.
From 2023 we will provide Wine & Spirit Education
Trust (WSET) training for up to 10 local, non- privileged
individuals every two years. And from 2024, we will
launch The Wine Society Mentorship Scheme in which
we will take two people, who otherwise might not have
had the chance to get into
wine, into the business for
a minimum of two years.

a fair, inclusive and
diverse Wine Society

And while we’re keen to
share the love of good wine, we’re also aware of the
need to promote responsible drinking. By the end of
2022, we will highlight calorie/ alcohol unit information
for our own-label wines, and by the end of 2023 we
will provide a leading low/no-alcohol product range
for members.
Finally, we want you to know that we aim to maintain a
fair, inclusive and diverse Wine Society, one in which
everybody feels they can be a part of it. If you love wine,
The Society is for you, it’s as simple as that.

A key aspect of our
strategy is paying
a fair price for the
things we buy,
making sure the
people who work
in our supply chain
are taken care of by the people who employ them. Ethical
trading is about working to eliminate modern slavery,
human rights abuses, exploitation and discrimination, and
ensuring labour standards adhere to universal principles.
By the end of 2023, we want suppliers signed up to our
revised Code of Conduct. And by the end of 2024, we
aim to have carried out social and environmental risk
assessments on all own-label suppliers and set up a
programme to bring them up to our minimum standards.
This will expand to all suppliers by the end of 2025. We
want the most ethical and environmentally sustainable
wine supply chain in the world, and we’re confident
the steps we’re taking will help us achieve that.

INSPIRING ACTION
We cannot do all of this alone, so we’re going to do our
utmost to educate people about our sustainability plan
and encourage them to get involved. In 2023, we will
launch a Knowledge Hub to educate people on key
sustainability facts, as well as highlight inspiring producers
who have led the way in working sustainably. This could
include using less water or fewer chemicals or working
with the local community in a beneficial way.
In 2024 we are planning to launch a Sustainability
Scorecard for our own label wines to help members make
more informed buying decisions. In the following year, we
aim to extend the scorecard to cover all our wines and
launch our own Sustainable Choice category of own-label
wines that rank the highest on our scorecard.

We’re taking a
proactive role

We’re taking a proactive role in
working with wider industry and
research organisations to tackle the
key sustainability issues together.
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five

Our

SOURCING SUSTAINABLY
AND ETHICALLY

S U STAI N ABI LI TY

SU STA IN A B I L IT Y

From

Grape Glass
TO

VINEYARD
Challenges: Overuse of chemicals,
threats to biodiversity and the need
for fair worker treatment

Our sustainability plan covers all
stages of wine, from the vineyard to
our home, and onwards to yours

What we can do: Establish a supplier
forum whereby information, tools and
guidance will be shared to encourage
regenerative, resilient and responsible
viticulture practices

PACKAGING
Challenge: Glass bottles account
for around 40% of the carbon
emissions of wine
What we can do: Reduce bottle
and packaging weight; investigate
and trial new packaging formats

How can members
get involved?
Our sustainability plan is ambitious. We don’t have all the
answers and cannot do it alone – being successful will
require member participation, support and ideas. That’s
why one of our five key focus areas is to find more ways
for our members to get involved so we can continue
to tackle issues they care most about.
For example, by the end of 2023 we’re aiming to launch
a Knowledge Hub on our website. There is a great deal
of misinformation around sustainability, particularly in
wine. We will use this Knowledge Hub to champion
straightforward sustainability facts, best-practice and
real-life success stories, facilitating the exchange of
authentic and credible knowledge and expertise on
environmental and social issues in the wine sector.

STORAGE

We will find more ways for members to tell us what
they care about via our website, social media, online
community and Member Services team. We want to
hear from members about how we are doing and
where we can do more.
We also want to bring our suppliers into the conversation
with members, so we hear all perspectives. For example,
in 2025 we are planning to launch a Sustainability
Sounding Board made up of members and suppliers,
acting together in a peer review capacity to test,
evaluate and contribute to our plans.
Sustainability is a complex area, often with no single, clear
solution. However, as a mutual with close relationships
with our members and suppliers, we have a real
opportunity to tackle challenges together, ensuring we
continue to provide quality wines to members in a way
that is good for our growers, our people and our planet.

Challenge: We keep all wines
in tip-top condition in our
warehouses, which requires
high energy consumption –
and a happy team of workers
What we can do: Move to green
energy tariffs, expand on-site
renewable energy production
and invest further in colleague
health and wellbeing

DISTRIBUTION
Challenge: The need to reduce
fossil fuels in delivery vehicles
What we can do: Convert our Society
van fleet to zero-emissions and push
our third-party carriers to do the same

WINERY
What we can do: Provide financial and
best-practice support to suppliers to
tackle these issues and obtain credible,
recognised sustainability certifications,
then mentor others to do the same
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RECYCLING
SHIPPING
Challenge: Moving large quantities of
wine long distances carries a high carbon
and pollution footprint
What we can do: Shift to cleaner shipping
methods wherever possible (e.g. rail) and
expand bulk-shipping opportunities

Challenge: Fulfilling our
responsibility to contribute
towards a zero-waste world
What we can do: Commit
to moving to a more circular
business – where everything is
reused, recycled, composted
or goes to energy from waste
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Challenge: Finding ways to recycle
water and waste and minimise nonrenewable energy usage

for

achieved more naturally. We are delighted to have
Dom de Ville on board to lead this essential strategy.

2022

Te Mata, New Zealand

Steve Finlan

Chief Executive Officer

2022 promises to be another unprecedented year for
The Society, but for very different reasons compared
to the past two years. We are facing difficult economic
times, with inflation returning, with ongoing supplychain disruption and with the uncertainty created
by global tensions. Now that social freedoms have
returned following a lessening of pandemic restrictions,
with hospitality at the fore, consumers generally have
more choices about what to do with their free time and
spending money. Having benefited from members’
attention over the past two years, we are planning for
sales to be well down against another fantastic
year in 2021.
These new challenges also put pressure on our prices.
We consciously maintained and even reduced these in
the first half of the year, but as we approach the summer,
some price increases are unavoidable. This is due either
to inflation generally or increasing cost prices from
suppliers who are facing the same challenges. There is
also the impact of a challenging 2021 harvest in parts
of Europe and New Zealand. The advantage of being
a mutual organisation is that we can take a longer-term
view of these trends and keep any price changes to a
minimum. Our approach is always to offer members the
best value for money possible.
For us, 2022 sees the continuation of our modernisation.
The operational improvements we have already made
mean that we now have an exceptional free delivery
proposition, with next-day available most days and
weekend delivery. We would like to remove delivery
charges completely. We are currently trialling free delivery
on small orders, previously charged at £5 for orders below
£75. This is proving popular with members but we will
pause and evaluate the trial during the summer, measuring
the impact on our operation and on our environmental
and sustainability plans.
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We have maintained our Members’ Reserves prices for
another year while adding much more flexibility into the
service. This process of adding value for members will
continue. We have just completed an en primeur offer of
Te Mata Coleraine. This is the first time we have offered
this wine en primeur and the first of a number of new
additions to our en primeur calendar. I am happy to report
that it was extremely popular. We have introduced a team
of specialist wine advisers into our Member Services team,
available to help and assist members with their specific

wine questions in addition
to the team on hand to take
orders and respond to
general enquiries.
Member Services is an extremely
important part of our business. Unlike
others, we like to encourage members to call
us. Our new website is now performing extremely
well, improving all the time and providing easy selfservice; but websites can be somewhat anonymous
and potentially distance us from our members. We will
continue to make calling the Society a personal, easy
and pleasurable experience.
Warehouse 5 is under construction and will come on
stream this autumn. This is a much-needed investment
and will provide both space and further efficiency in our
operations. Last year we had to spend £700k on outside
storage, the cost of being over-capacity at Stevenage, and
although this is the largest investment ever made at The
Society, we are excited by what it will mean for members.
At the time of writing, the warehouse is on track from
both a time and a cost perspective.
We have several important IT projects starting in 2022
and completing over the next two years. We have to
change our 25-year-old operating system; implement
a warehouse management system; and lease new
equipment to help our Member Services operation run
more smoothly. This is in addition to the work we have
already completed on IT security, IT infrastructure and
networks and, of course, the replatforming of the website.
Most of the niggles in our service are an outcome of
old and outdated systems and replacing these
is a key priority.
Our sustainability plan (now launched fully in this Annual
Review and available on our website) is of critical
importance. On the whole, the response from members
has been very positive, but for those needing to be
convinced about climate change, I would say two things.
The first is that the measures we are taking represent
sound business irrespective of the climate-change
agenda. Secondly, our buyers will tell you that they are
seeing winemakers facing challenges every day as a
result of climate change, and a failure to respond would,
for many, mean going out of business. Thriving vineyards
full of biodiversity and effective use of natural resources
will help to create ecological balance and it will be

We will be relaunching our own Society range with
Exhibition to follow, another important step to develop the
range and extend the reach of these exceptional wines.
We also plan to reinvigorate our approach to wines above
£10 and to fine wine. Members will have seen the first
steps of this with
Museum Release,
building on our
ability to source
and then age wine
here at Stevenage,
then release it to
members at the
perfect time for drinking. Our approach will ensure
that we will always be in a position to offer members
something tempting to drink at all price points.

We strive every day to
make sure you are able to
get the best-possible value
from your membership

Our new marketing strategy launched last year and has
been adapted for this year, introducing our 1874 magazine
to members which has had a fantastic response. This is a
very different approach from our standard offers and we
aim to provide interesting articles about The Society and
the world of wine, along with great stories and video to
enhance the member experience. Our offers generally
focus on great stories as well as on great wine, and so far,
members have responded well to these changes.
I do appreciate that the reduction in Lists from four to
two per year has not been to everyone’s taste, but this
approach means that we are able to offer more
wines across the year and have more ability
to respond to market conditions. Rest
assured that we have no intention of
eliminating the List – it is an icon
of The Society.
The virtual events that we have
been running during the
pandemic will continue. The
plan is to run around two per
week across a range of
topics. Physical tastings
have returned to
Stevenage and went
out on the road again
in April.
These have proved
extremely popular with
members and offer
great value
for money.

Biodiversity within the vineyard at Esporao, Portugal

The tastings themselves are a great way to try wines
that may not be on your radar, often with growers able
to transport you closer to the terroir!
These projects mean that this year our capital expenditure
will be high, at £16.4m. Thanks to your support during the
pandemic, we are in a position to complete all this work
without resorting to borrowing. This helps us to remain
healthy from a balance-sheet perspective throughout the
next few years and continue to offer great value and
great service to our members.
The Society cost base will be high for the next two years
but included in these numbers is significant and one-off
capital and revenue cost, which will fall away once the
strategy work is complete. Our cash will then start to grow
which provides the opportunity to build further strength
in the balance sheet, providing cash for investment in
great wine, better prices and further improved service.
Importantly, this will also protect the sustainability of
The Society for future generations.
Earlier this year I was able to restructure my Executive
team. We have a new CFO, Emily Roskilly who joined
us from Flint Wines and previously Berry Bros & Rudd.
Rachel Finn has been promoted as Director of Sales and
Marketing. Our Head of Sustainability, Dom de Ville, joined
us from Sancroft, a sustainability consultancy working with
us on our strategy. Karen Coates remains as COO, Pierre
Mansour as Director of Wine and Liz Cerroti as Director
of Service and Experience.
We work every day on behalf of members. We don’t
always get it right – any member that has had a poor
delivery experience will attest to that – but we strive every
day to make sure you are able to get the best-possible
value from your membership. The Society is modernising
and evolving. We must be relevant to the next generation
of members, but the values that make us great are
alive and well and guide me and my team through
the decisions we make.
I will finish with a few words on the size of the business.
I have received a few letters from members who think
that we have become too big. My response is that we are
proud of the model we operate. Our buyers buy wine in a
very different way to others, without the need to fill slots
or hit price points. If they find a great wine, even in small
quantities, they will buy it and offer it to members. Great
wine offering great value, supported by fantastic service,
is what has made The Society great. These commitments
will not change. Some level of growth is essential as we
continue to recruit the members who will sustain
The Society for both today and tomorrow.

17

OUR PLANS F OR 202 2

Our plans

Director of Wine

All smiles at Château de la Grave, Bordeaux

good quality but a
tricky growing season
with low volumes
There is lots of exciting news to share from the world
of wine as we see it here at The Wine Society. I look back
at the 2021 harvest – a complex story but with some good
to very good wines in Europe – and highlight the new
wines and discoveries that will be making their way
into our range this year.
The buyers’ reports on our website highlight that every
year brings different challenges and opportunities to wine
regions. After all, it is farming, and so weather plays a
crucial role for grape growers. But the season in 2021 was
significant because the frost damage that impacted much
of France hit many growers hard. Many of ours described
it as unprecedented, with yields down by as much as 60%.
Fortunately, quality is good.

This is, however, a
reminder of the effects
of climate change. It manifests in
different ways across the wine
world – frost, drought, rain, heat
and so on – and more regularly
in extremes, which can make for a challenging viticultural
backdrop. Our wine producers are acutely aware of the
challenge and have been motivated for several years
to take action around sustainable practices.

a reminder of
the effects of
climate change

Château Cantemerle, Bordeaux

To find our full buyers’
reports online go to:
thewinesociety.com/buyersreports or scan the QR code
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Many are family run, and instinctively look forward to protect
the potential of their vineyards and winemaking for future
generations. We know great wine is made by people who
consistently care for the health of their vines, soil and staff
while respecting nature and the environment. As such, I
am excited that The Society has committed to helping our
growers by providing a platform for them to learn from each
other and share best practice on aspects such as soil health,
biodiversity, water use, waste and non-renewable energy
consumption, all with the objective of more regenerative
and resilient wine production. All of which will help to ensure
future members will be able to enjoy bottles that taste
delicious and reflect a sense of place.

2022 is the year the buyers have started to make up for
lost time visiting vineyards and wineries across the world.
There is no better way to discover new wines, exclusive
blends or innovative styles than by spending time
exploring and tasting directly with winemakers. Expect to
hear more from The Society about these discoveries. We
have introduced a new white wine under The Society’s
label, a Côtes-du-Rhône blanc.
The Society’s French Dry White has been tweaked to
include a vat of vermentino which has bolstered its flavour.
The Society’s Beaujolais now comes from the muchvaunted Pierres Dorées region to the south of Beaujolais
and is scented and appealing. From Spain, seek out
the new Exhibition Ribera del Duero which comes from
Bohórquez. From further afield, the Exhibition range will
see the launch of a pair of top chardonnays from Margaret
River and Santa Barbara, and a Chilean pinot noir.

which meant some members were disappointed. Matthew
is excited about the new blend which has been aged for
longer on its lees – an important feature in maximising
flavour complexity – the wine will be offered this year.
Our popular Bin Series range continues its adventure of
the wine world, and members tell us it is an excellent way
to discover unusual but great-tasting wines from lesserknown grapes or areas. There are plenty of experimental
wines we try that might be interesting but don’t
necessarily deliver on pleasure. It is why there is no rhyme
nor reason to how often and when we release a new Bin.
Our plan is driven by the opportunity when a buyer comes
across something esoteric on their travels that strike a
chord with their palates. Following Bin #011 (an alicante
from southern France) look out for new releases and, if
you fancy, do join the fun conversation on the Community
where members try guessing the next one!

From Burgundy, Toby Morrhall has discovered two new
‘entry-level’ reds (below £26 is entry level here!).

New wines,

new discoveries
From Champagne, look out for more releases
from the 2012 vintage, as well as the excellent
2015s. In our members’ favourite region,
Bordeaux, Tim Sykes has picked up some
fantastic parcels of 2012 which will be
offered later this year.
My first taste of the 2020 Rhône reds, which
Marcel has been enthusiastically promoting,
came in the form of the Exhibition CrozesHermitage. It has become our house favourite
and has that rare balance of concentration
and freshness. Also, great news from Italy,
which stole the show in our annual blind
Wine Champions tasting: the 2021 whites are
delicious and 2019 Tuscan sangioveses are
as good as the much-vaunted vintage!
Members have been enormously supportive
of English wines and last year broke records
for the number of cases bought. England’s
wines are produced on a small scale and the
best ones come from estates that compromise
yields in favour of quality. Scarcity can be a
challenge and we sold out of the excellent
Exhibition English sparkling in record time,

Last year we introduced Museum Release wines.
These are bottles that we have intentionally laid down with
the knowledge that they improve with age. It’s something
The Society has always done but this is the first time we
have categorised the wines with the Museum Release
moniker. The slow, gentle maturation of fine wines brings
about nuanced changes in colour, structure and flavour,
enhancing complexity and softening texture.
The Society continues to have strength in en primeur,
in many ways the opposite to Museum Release, where
members can buy wines before they are released or
shipped from the estate. In the 1970s, we were one of
the first merchants to offer Bordeaux en primeur, swiftly
followed by Burgundy, Rhône and Port. This year includes
Italy, Spain, Australia, Germany, South Africa, Austria and
New Zealand. It’s proving to be an immensely popular
way for members to buy the top wines from the world’s
fine wine regions.
The Society’s new website, with its modern functionality,
has helped us improve the quality and breadth of
information on the wines available to members. We have
retained the notes on the taste of the wine, the producer
and region, along with drink dates, alcohol level and so
on. But now, each wine comes with a high-definition image
of the bottle, front and back, with the ability to read the
back label. Some of our most popular wines also include
a short one-minute video with the buyer explaining the
characteristics and story behind the wine. We hope this
helps bring the wines to life for members.
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2021 vintage:

Pierre Mansour

Connecting
the buyers’ finds

Rachel Finn

Director of Sales
and Marketing

with the members who’ll enjoy them

Thanks to our new
website, we are in
an even stronger
position to keep
members’ wine
racks fresh

Last year, our 1874 magazine
really hit its stride, proving to
be a wonderful way to share
wine and Society news alike. As
each new issue hits my desk, it’s
always even better than the last
– and I’m excited by the plan we
have for you in the year ahead.
I’d encourage you to scan the QR codes you see in the
magazine for more content and more wines than we
could fit on the pages.
Having launched our new website last summer, we are in
an even stronger position to keep members’ wine racks
fresh with special regional selections. Last year’s digital
highlights included finds from Greece and England. Both
selections sold incredibly well, showing how broad
members’ tastes are. This year we planned even
more of these – you’ll have seen Chile, US, and
New Zealand so far, with South Africa and
Austria still to come.
Our website is the home to all our wines – trusted
favourites, our Society and Exhibition ranges, plus
fine wines in volumes too limited to put into print.
Members who visit two or three times a month
are guaranteed to see something new each time.
Our Featured Products page is a shortcut to wines in the
spotlight even if you don’t wish to receive our emails.
Online, you’ll also find many wines now have buyer tasting
videos – an improvement we hope makes narrowing
down your selections a little more fun and informative.
We’ll continue to add to these in 2022 – there’s really
no substitute for seeing our buyers putting their passion
across themselves.

Just look for this
symbol next to a wine!

As already mentioned, our Museum Release moniker has
made it easier for members to experience the joy of aged
wines without building up a cellar themselves. We have
been bringing out parcels of these throughout the year,
but watch out for some very special Rioja coming in
the autumn.
A final mention – follow us on social media to keep right
up to date with Society news and get a little behind-thescenes Society access! Each of our buyers has their own
Instagram account – a perfect way to keep apprised of the
latest from your favourite regions, as the team dust
off their passports and get back out in the vineyards.
It’s almost impossible to work in marketing at The
Society without the wine bug getting to you. It’s also very
genuinely a different kind of organisation to practise
marketing in. We hope that our shared enthusiasm for
our wine and our membership comes across in all our
work – the website, mailings, magazines, emails, videos,
articles and social media. If that enthusiasm is in any way
contagious, that’s a job well done. But if we don’t hit the
mark, please let us know: we welcome feedback.

To find out more go to
thewinesociety.com/
featured-products or
scan the QR code
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Our buyers’ tasting videos and 1874 magazine
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Our marketing team works incredibly closely with
the buying team all year round, but the highlight of
the year is our joint regional planning sessions. Each
buyer presents their regional plan for the year ahead,
introducing us to new winemakers, shining a light on
hidden gems, and convincing us to take a fresh look at
little-explored regions or misunderstood styles. My team
soak up all this valuable information, getting excited on
your behalf, to pull together a marketing plan which,
we hope, will tempt and delight you. We endeavour to
balance new bottles with old favourites, exploration
with classic styles, and ‘anyday’ drinking with fine
wines. We also look to balance how we use printed
communications with digital ones (keeping just enough
space for last-minute treasures
unearthed on buyers’ travels).

Creating a modern 		

Whether you’re after advice on which wine to choose for
a particular occasion or food, want to know how best to
enjoy a specific bottle you have at home, have a winequality query or anything else wine-related – our team
of wine advisers (pictured below) are at the end of the
phone, or email, and will be delighted to share their
joy and knowledge of wine with you.

MORE WINE SOCIETY VANS
ON THE ROAD

Making members’
experience even better
		
in

We know how much members enjoy receiving their
deliveries from one of The Society’s own drivers who
they’ve grown to know. During the
past two years, when The Society saw
unprecedented growth in sales, the
proportion of orders being delivered by
our own vans has fallen. In the coming
year, we’ll be starting a programme
to extend the size of our fleet so that
a higher proportion of members will
be offered delivery by our own van.

2022

Liz Cerroti

Director of Service and Experience

Our new Wine Specialists team: Daniel Rogers, Sam Green,
Dave Walsh, Paul Riddett, Kate Evans, Allan Sharman

“We thoroughly enjoyed tasting the wines
yesterday. Thank you again for the advice
you gave, it made my life so much easier!”
“Thank you so much for the
advice, which no doubt made
it even more enjoyable.”
22

infrastructure

PUT YOUR WINE QUERIES
TO OUR NEW WINE ADVICE TEAM

MORE TASTINGS AND EVENTS
The Tastings and Events team has missed being out
on the road over the past two years and are thrilled
to be able to see members again as our nationwide
tasting programme resumes. Meanwhile, our virtual
event programme goes from strength to strength – and
was awarded Decanter magazine’s Best Virtual Wine
Experience of 2021. We’ve had some huge participation
from members in these online free events which are
designed to cater for all levels of interest and knowledge,
from beginners to aficionados – and hosted by our
enthusiastic team.
As well as providing a more human face to The Society,
this year we’re continuing our efforts to make buying from
The Society as effortless and convenient as possible, so
there’s no need to go anywhere else for your wine needs!
If it’s last-minute bottles you need, many members take
advantage of our free next-day delivery service, plus we
can deliver on a Saturday, too, for no extra charge. We are
also trialling free delivery for any size or value of order to
offer members more convenience and the opportunity
to explore our range or send a gift without having to
order a full case.
Those who run and work in The Society are invariably
members themselves. We’re genuinely working in
your best interests and welcome any feedback on
how The Society can meet your needs better.

Karen Coates

Chief Operating
Officer

2021 was a challenging but exciting year for Operations. I am proud
of the way our teams have not only risen to the challenge of Covid
and increased volumes, but also created more efficiencies, improved
performance, managed costs and worked hard to do all we can to
ensure we offer and maintain a great service to all our members.

We implemented the new website in late summer,
which was the first step in our programme to upgrade
and replace our old legacy systems to create the platform
for better service and support to our members. From
deployment, we have continued to add developments and
changes from both our members’ feedback and to ensure
we stay compliant, such as being able to offer more
flexibility with wines in Reserves. We have continued to
improve the experience on both desktop and mobile, with
member satisfaction now ahead of our old website and
development will continue through the year.

SYSTEMS AND SECURITY
For 2022/23, we are now moving to replace the core
legacy operating systems that drive all our business, from
order through to despatch. Our current systems are old
and are not flexible enough to allow us to effect changes
to make our accounting and warehouse systems work
as efficiently as we need them to. Our contact centre
systems are also old, making it difficult to pull together the
information we sometimes need to assist our members.
We have many manual workarounds that create issues
when they fail and these have an impact on our service
levels to our members. This will be a huge programme, but
once complete, will give us easy ways to drive increased
accuracy and efficiency through the business.
Cyber and data security have also been in the headlines
this year, and we have invested heavily in ensuring we are
doing all we can to secure our systems and your data from
hostile attack. We have also reviewed and updated our
site security and have overhauled our networks to make
them more resilient. This work will continue in 2022 and
beyond. Hackers never stop innovating, and we
must stay vigilant.

New Warehouse 5 visualisation

WAREHOUSE AND DELIVERIES
It’s been rewarding to make a difference to both our
costs and green credentials by increasing our own
energy output by adding solar panels to Warehouse 4.
The fabric of our buildings has also needed addressing,
and as we have undertaken repairs, such as our cooling
systems in the warehouses, we have had an eye on
ensuring we replace with greener, more efficient products
where possible as part of managing costs and meeting
our sustainability commitment. I am pleased that our
warehouse and delivery teams have been able to
reorganise the way they work to create efficiencies. This
has enabled us to offer and maintain our next-day delivery
offer through the year, have full availability up to Christmas,
and allow us to trial things like threshold free delivery
without reducing our service levels. We have almost
completed the programme to replace our old vans, we
had some supply issues, as some of you may have done
waiting for new vehicles. This year we will start to extend
the fleet and to recruit more drivers, to make our
own-van service more widely available.
Finally, Warehouse 5 will be a real game-changer in how
we manage our warehouse space. It will also enable us to
clearly separate our regular sales pick and pack operation
into Warehouses 4 and 5, and then refit Warehouses 1, 2
and 3 purely for Members’ Reserves.
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It’s striking how anonymous online businesses are
becoming to their customers, increasingly using
technology to create experiences, or indeed reduce
the cost of service. The Society has always been, and
will continue to be, driven by providing incredible
member service – and when we consider technology,
it is always with that aim, too. I love the buzz and
level of energy in our Member Services department,
hearing the team answering queries and taking
orders – human contact is clearly part of the joy of
ordering from The Society for many of our members.
As we look ahead, it’s exciting to share more plans
which increase the opportunity for more personal
interactions with members:

S U MMA RY F I N A N C IA L STATEMENTS

Ken Brown

Chairman of the Finance & Risk Subcommittee
While we are delighted for our members, employees and other
stakeholders that it seems we are finally emerging from the
global pandemic, much of last year was characterised by the
same challenges, and opportunities, that we experienced in
2020/21. By the start of the year, the online wine sector had seen
significant growth and active membership of The Society had
reached record numbers, up 17% on pre-pandemic levels. As a
result, the Society’s strong cash generation allowed us to resume
our strategic investments, including completing the new website
and commencing work on the critical Warehouse 5 project.
Warehouse 5 should be operational later this year, reducing much
of the costs and logistical challenges of using outside storage.
For The Society, 2022 will likely bring some new challenges. We
are already seeing a drop in demand, while costs are increasing
as the supply chain difficulties continue and inflation is higher.
There will be additional costs from the much-needed return
of international travel and physical tastings and events for our
members. Although we have ended the year in a strong financial
position, the operating environment going forward requires a
watchful eye on costs.

PROFIT AND LOSS ACCOUNT
The positive off-trade market, particularly in the first half of the
year, and the recent membership growth provided a strong
platform for revenue growth. The considerable efforts of our
buyers in sourcing and blending quality wines, despite travel
restrictions, and our marketing team in engaging members
ensured we delivered on the opportunity. Despite a high
comparator in 2020/21, regular sales were up 11.4%, with cases
per member +1.2%, average case spend +3.5% and active
membership numbers ending the year +6.3%. Together with the
benefit of a strong contribution from en primeur, gross revenues
this year were up 11.9% at £160m (2020/21 £143m). Print media
continues to be an important pillar of communicating with
members but the internet is now the primary sales channel,
with web sales representing over 85% of all orders.
En primeur sales, which are reported in our statutory accounts
based on the wines that are available for delivery to members
were up 25.6% at £16.2m (2020/21 £12.9m). The exceptional 2018
vintage in Bordeaux arrived in the warehouse and the broadening
of our en primeur offering to new regions in recent years started
to flow through to the accounts.
Gross profit margin of 22.2% was marginally up on last year
(2020/21 21.3%), due largely to sales mix offsetting an increase in
distribution and packaging costs. Administrative expenses were
up 18.9%, with increases across most categories. Some of these
costs were directly related to higher business volumes, such
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as outside storage costs (which will be alleviated with the new
warehouse), credit card commissions and increased marketing
expenditure (which had been proactively reduced in 2020/21) but
others such as IT-related costs also increased and depreciation
charges rose as some of the recent capital expenditure, including
the new website, came online. While the increase in administrative
costs was anticipated in last year’s Finance Report the challenging
cost backdrop will certainly endure into 2022.
Profit before tax of £7.8m represented a strong year, following
the £7.6m realised in 2020/21, and provides the resources
necessary to continue the implementation of the strategy.
After applying a small loss on the revaluation of defined
benefit pension obligations of £17k (2020/21 £2.4m) The Society
reported a comprehensive gain attributable to members of
£7.7m (2020/21 £5.1m).

BALANCE SHEET
Fixed assets increased by £2.8m, with the capitalisation of
expenditure on IT infrastructure, the completion of the website
and spend this year of £1.8m on Warehouse 5, bringing
accumulated spend to £2.7m on Warehouse 5, which is separately
recorded in assets under construction. Software costs are now a
sufficiently large component of fixed assets that we have decided
to separately categorise these on the balance sheet under
intangible assets and these include the website replatforming
as well as other database and network spend.
Stock levels have increased by £8.4m to £52.0m (2020/21
£43.5m), reflecting steps taken to ensure continued availability
of regular wine for members despite the ongoing supply-chain
challenges, which have included driver shortages and global
container shortages impacting deep-sea shipping routes
and Brexit related problems at ports, all of which have added
considerably to the usual delivery timescales. We have also
increased our ‘keeping stock’ of fine wines by £1.5m, given the
recent vintages and in preparation for our 150th year celebrations
in 2024, where we expect high demand given the increased
membership and special releases planned for that year (more
news on this to come!).
The cash balance of £24.3m (2020/21 £23.0m) remains healthy
and reflects a good year of performance. However, cash will
decline significantly during 2022, with the planned capital
expenditure and more challenging trading environment.
Due to market movements, the defined benefit pension
scheme is now in surplus. No asset has been recorded in line
with accounting standards. An actuarial review of the
scheme is due in January 2023.

DIVIDENDS, CAPITAL AND RESERVES
For the second year in a row, the Committee resolved to
appropriate a proportion of the profit for the year to members’
Accumulated Profit Accounts £121k (2020/21 £119k) and to
Sales Discount Accounts £7.3m (2020/21 £2.5m). The overall
shareholders’ funds of £49.8m (2020/21 £41.4m), represent a
strengthening of The Society’s balance sheet and good
overall financial health.

INDEPENDENT AUDITOR TO THE MEMBERS
OF INTERNATIONAL EXHIBITION COOPERATIVE WINE SOCIETY LIMITED
We have examined the summary financial statements included
within the Annual Review for the year ended 28th January 2022,
which comprise the Balance sheet as at 28th January 2022,
the Profit and loss account, Memorandum of appropriation and
Cash flow Statement for the year then ended; and the notes
to the summary financial statements.

Profit and loss account
FOR THE YEAR ENDED 28TH JANUARY 2022

2021/22 2020/21
£’000

£’000

Gross Revenue

160,287

143,243

Less: Value Added Tax

(25,714)

(22,786)

Revenue

134,573

120,457

Cost of Sales

(104,646)

(94,787)

Gross Profit

29,927

25,670

Our responsibility is to report to you our opinion on
the consistency of the summary financial statements,
included within the Annual Review, with those full
annual financial statements.

Administrative expenses

(22,096)

(18,581)

7,831

7,089

This statement, including the opinion, has been prepared for
and only for The Society’s members as a body and for no other
purpose. We do not, in giving this opinion, accept or assume
responsibility for any other purpose or to any other person to
whom this statement is shown or into whose hands it may come
save where expressly agreed by our prior consent in writing.

Other income and charges

33

103

Movement in fair value of
forward currency contracts

(106)

387

7,758

7,579

BASIS OF OPINION

Taxation

(9)

11

7,749

7,590

(17)

(2,441)

7,732

5,149

RESPECTIVE RESPONSIBILITIES OF
THE COMMITTEE AND THE AUDITORS
The Committee is responsible for preparing the
Annual Review, which includes information extracted from
the full annual financial statements of International Exhibition
Co-operative Wine Society Limited (the ‘Society’) for the year
ended 28th January 2022.

Our examination involved agreeing the balances disclosed in
the summary financial statements to the full annual financial
statements. Our audit report on The Society’s full annual
financial statements describes the basis of our opinion
on those financial statements.

OPINION
In our opinion the summary financial statements are
consistent with the full annual financial statements of
International Exhibition Co-operative Wine Society Limited
for the year ended 28th January 2022.

Operating profit

Profit on ordinary activities
before taxation

Profit after taxation
Other comprehensive expense
Loss on defined benefit
pension obligations
Total comprehensive gain for the
year attributable to members

MEMORANDUM OF APPROPRIATION

SIGNATURE

2021/22 2020/21
£’000

£’000

PricewaterhouseCoopers LLP

Profit after taxation

7,749

7,590

Chartered Accountants and Statutory auditors, Watford,
23 May 2022

Dividends appropriated
during the year

(7,429)

(2,591)

320

4,999

Retained profit
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Balance sheet

Cash flow statement

AS AT 28 TH JANUARY 2022

FOR THE YEAR ENDED 28 TH JANUARY 2022

2021/22 2020/21
£’000

Non-current assets
Intangible assets
Plant, property and equipment

3,380
11,398

2021/22 2020/21

£’000

12,010

Current assets

£’000

£’000

Profit before taxation

7,758

7,579

Depreciation, amortisation and loss
on disposal of plant property, equipment
and intangible assets

1,274

865

Other income and charges

(33)

(103)

Gain/(loss) on fair value of forward
currency contracts

106

(387)

Inventories

51,990

43,549

Trade and other receivables

21,442

17,961

Cash and cash equivalents

24,299

23,032

97,731

84,542

Additional employer contributions over
amounts charged to profit and loss

(1,205)

(1,707)

Current liabilities

(57,090)

(47,772)

(Increase)/decrease in inventories

(8,441)

4,072

Net current assets

40,641

36,770

(Increase) in trade and other receivables

(3,481)

(3,749)

Increase in liabilities

8,608

5,212

Cash from operations

4,586

11,782

(31)

-

4,555

11,782

Non-current liabilities

(5,601)

(6,225)

Total assets less liabilities
excluding pension liability

49,818

42,555

-

(1,171)

Pension liability
Net assets including
pension liability

49,818

41,384

Share capital

9,506

9,126

Share premium account

5,547

Accumulated profit account
Sales discount account

Capital and reserves

Income taxes paid
Net cash from operating activities

NOTES TO THE FINANCIAL STATEMENTS

INVENTORIES

2021/22 2020/21

For the year ended 28th January 2022

£’000

£’000

50,488

42,149

1,502

1,400

51,990

43,549

PRINCIPAL ACCOUNTING POLICIES
International Exhibition Co-operative Wine Society Limited
was incorporated in England in 1874 and is registered under
the Co-operative and Community Benefit Societies Act 2014.
It is domiciled in England. Its registered office is Gunnels
Wood Road, Stevenage SG1 2BT. Its principal activity is the
supply of wine, spirits and beverages to its members.
The financial reporting framework that has been applied is
applicable law and United Kingdom Accounting Standards,
including Financial Reporting Standard 102 – ‘The Financial
Reporting Standard Applicable in the United Kingdom and
the Republic of Ireland’ (FRS 102). The financial statements
have been prepared on the historical cost basis except for
the modification to a fair value basis for certain financial
instruments as specified in the accounting policies.
The Committee has reviewed the principal accounting
policies and considers they are the most appropriate
for The Society.

Inventories
consist of goods
purchased for
resale, held as
follows:

In bond and
overseas
Duty paid

TRADE AND OTHER
RECEIVABLES

£’000

£’000

Trade Debtors

1,018

664

Other receivables

156

213

20,268

17,084

21,442

17,961

Prepayments and accrued income

The financial statements are presented in Sterling and
all values are rounded to the nearest thousand pounds
(£’000) except where otherwise indicated.
Please refer to the full financial statements for all
principal accounting policies and notes.

2021/22 2020/21

LIABILITIES

Cash flows from investing activities

2021/22 2020/21
£’000

£’000

2,723

2,238

Purchase of intangible assets

(1,281)

-

5,155

Purchase of plant property and
equipment

(2,759)

(2,704)

14,829

14,738

Rent received

35

93

Trade creditors

20,644

17,804

16,972

9,704

Interest received

15

17

Corporation tax

9

32

12

12

(3,990)

(2,594)

6,993

5,032

Profit and loss account

2,952

2,649

Other taxes and
social security

Shareholders' funds

49,818

41,384

139

140

26,305

22,355

277

171

57,090

47,772

5,601

6,225

5,601

6,225

"A" shareholders reserve fund

The financial statements were approved and authorised for
issue by the Committee on 23 March 2022 and signed on
23 May 2022 on its behalf by: A Black, Chair, S Finlan, Chief
Executive Officer, K Brown, Chair of the Finance and Risk
Subcommittee, G Crowhurst, Secretary.
The accompanying accounting policies and notes
form an integral part of these financial statements
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Net cash from investing activities

Current:

Payments received on
account from members

Other current liabilities

Cash flows from financing activities
Shares issued to new members

784

958

Shares cancelled

(82)

(82)

Net cash from financing activities

702

876

Net change in cash and cash
equivalents

1,267

10,064

Cash and cash equivalents at start of year

23,032

12,968

Cash and cash equivalents
at end of year

24,299

23,032

Accruals and
deferred income
Fair value of foreign
exchange contracts

Noncurrent:

Accruals and
deferred income
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Annual
GENERAL
MEETING
2022

Our Annual General Meeting is to be held in person and online.
This year the AGM will be a hybrid format, holding the meeting both in
person and online, allowing us to reach a wider number of members.

Attending the meeting
The meeting is being held on
Monday 11th July, 2022 at 5.15pm

IN PERSON
To be held at The Queen Elizabeth II Centre, Broad Sanctuary,
London SW1P 3EE. Members may bring one guest, but only
members are entitled to participate (for example, vote) in the
AGM. There is a charge of £10 per guest to cover the cost
of the wine tasting, to be paid at the event.

ONLINE
You can access the meeting by visiting web.lumiagm.com
You will need first to enter the meeting ID, after which you will be
prompted to confirm your username and password. All of these were
provided in your notice of AGM letter or email.
We would urge all attendees to log in up to an hour early if possible, in
case of any technical issues you may experience. If you do experience
any difficulties, please email thewinesociety@lumiglobal.com
Whether attending in person or joining online, you are invited to
participate in a wine tasting event following the AGM. More details
can be found at: thewinesociety.com/agmwinetasting

thewinesociety.com
01438 741177
@T H EW IN E S OC IE T Y 1 87 4

Printed on paper from sustainable sources using vegetable inks.
Fully recyclable (if you’re not keeping or passing on to a friend).
If undelivered, please return to:

The Wine Society, Gunnels Wood Road, Stevenage, SG1 2BT
International Exhibition Co-operative Wine Society Limited. Gunnels Wood Road,
Stevenage, Hertfordshire, SG1 2BT. Register Number: 1824R (IP)

