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Well, that was…an in-
teresting year. Now it’s 
time for all self-pro-
pelled pundits to prog-

nosticate forward. Here are some of the 
wine and spirits developments we foresee 
making some more noise in 2018.

n PINK IN PERPETUITY
Rosé is bigger than wine—and why not? 
Tastewise, this naturally restrained, dry 
and fruity wine routinely pleases. Plus, 
visually, no other wine compares. That 
matters in the Age of Instagram. Expect 
more brands to go broad in promoting 
pink, as when Notorious Pink—a 100% 
Grenache Vin de France—partnered with 
Style Fashion Week Los Angeles. 

While 2017 was a big year for wineries 
to give birth to new rosés, both as 
line extensions and brand-new 
labels, look for those pink wines 
to draw even more promotional 

attention from brands; Santa 
Margherita’s recent retooling 
of their sparkling rosé is a 
perfect example. 

And look for the power to keep 
spreading into spirits—à la tasty pink gins 
by The Bitter Truth, Rogue Spirits and 
Gin Lane 1751—and into cocktails.  

n THRILL MARKETING
Experiential marketing, by its nature, 
pushes limits. The Digital Age has com-
pelled and enabled brands to court users 
and influencers in novel ways. To wit: 

Cazadores Tequila didn’t sponsor an-
other (yawn) mixology competition—
they staged boxing matches! The brand 
invited and trained bartenders, men and 

women alike, in LA, Houston, Chicago 
and New York, to box. Yep, real fight 
nights and all—tempered by a happy 
bonding trip to Mexico.

Absolut Vodka has teamed up with 
singer Rita Ora on The Open Mic Proj-
ect, soliciting “real stories of acceptance 
from fearless fans, friends and followers” 
through December 1st, 2017. Rita Ora will 
then use those stories to inspire a new 
song to be released during the 60th Gram-
my Awards in 2018. 

Crown Royal, in partnership with travel 
website Black Tomato, created a video 
series that celebrates Canada’s 150th 
anniversary. The partnership showcases a 
new, bookable trans-Canada itinerary of 
westward journey from Manitoba (home of 
the Crown Royal distillery) to Vancouver, 
retracing the steps that King George VI 
and Queen Elizabeth took on their famous 
1939 tour across the continent by rail. 

Beginning in 2018, America’s great-
est horse race will be referred to as “the 
Kentucky Derby presented by Woodford 
Reserve.” Brown-Forman recently ex-
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Augmented Reality, aka AR, is the newest tool 
being tapped by deep-pocketed marketers; 
at left, a gallery exhibit in Manhattan for The 
Macallan. Notorious Pink turned into major 
eye candy and refreshment for guests at 
Style Fashion Week in Los Angeles this fall.



panded their partnership with Churchill 
Downs, and will bring in brands be-
yond Woodford Reserve, including Old 
Forester returning as the “official mint 
julep” and a sponsor of “Thurby” (Thurs-
day of Derby week).

Bottom line: as brands get more ag-
gressive and creative in their promotions, 
smart retailers can reinforce the mes-
saging with special offers, displays and  
POS materials. 

n sMALL scREEN GETs bIG 
Video content is so far beyond TV that 
nowadays when brands create ads, they 
usually head straight to YouTube. And 
because video itself is hardly novel, the 
use of celebrities—often doing a series of 
short spots—is on the rise. 

Smirnoff tapped Ted Danson for a se-
ries of humorous video spots explaining the 
vodka brand’s U.S. heritage, quality and 
price point. Campari, Italy’s bittersweet 
red aperitif, in 2017 abandoned their long-
running celebrity high-fashion calendar 
promotion in favor of film. The switch to 
video worked apparently as another film is 
set for 2018: The Legend of the Red Hand, 
starring Zoe Saldana.

Jacob’s Creek added serious star-
power to the latest campaign for Double 
Barrel wine with the release of “Two 
Barrels, One Soul” narrated by Thor actor  
Chris Hemsworth.

n TEcHNIcALLY AdvANcEd
Technology is not slowing down. In fact, 
there are more ways than ever to ride it. 
Apps, once the shiny new gewgaws of 
the Smartphone Era, are now routine. 
Augmented Reality (AR) is part of next-
gen marketing, as practiced recently by 
Patrón with an AR tour of their Jalisco 
distillery; by The Macallan’s AR art 
exhibit titled Gallery 12, showcasing 
the brand’s Sherry Oak 12 Years Old and 

Double Cask 12 Years Old; and by Treasury 
Wine Estates with an app that brought 
their labels of the Australian 19 Crimes 
wines to life. 

On the flip side, for anyone wonder-
ing what the Digital Age has done for 
brick-and-mortar shops lately, technology 
is enabling merchants to manage their 
businesses more thoroughly, easily and 
even remotely. EncorePOS, a custom 
browser-based Management Dashboard 
specifically for popular LiquorPOS sys-
tems, allows managers to use their devices 
to access their complete store network. 
Current day’s sales, exceptions at the 
register, inventory counts, even days-on-
hand forecasting can be done from your 
phone or tablet. 

n cLUbbERING TIME?
As if independent retailers did not have 
enough competition, what with big box 
stores, chains and wineries that ship direct, 
they find themselves dealing increasingly 
with online marketing ventures. Besides 
traditional wine-of-the-month 
clubs, which typically 
are aligned with pub-
lications, we are seeing 
a spike in Web-based 

businesses (e.g., Vinebox, Bright Cellars, 
Vincompass to name a few) that prom-

ise to customize wine selections 
based on individual tastes. Kind  

of like what good retailers 
do every day—with im-
mediate gratification for  

their customers. n

Crown Royal teamed with a Canadian 
travel firm to create both a video 
series and travel itinerary to capture 
Millennials’ attention.
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MULEs GoNE MAd
(IN A Good WAY)
The Moscow Mule has become a venerable 
household cocktail. Its ubiquity has come 
organically, driven by a strong identity 
(ginger beer, copper mug) and sheer 
simplicity. Spirits besides vodka have 
horned in; so have creative variations. The 
Mediterranean Mule (3 oz. Figenza Fig 
Vodka, 1 oz. fresh lime juice, ginger beer) 
is an example that has enjoyed real staying 
power on cocktail menus. 




