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in the city’s Summertown district. This
year it added a second all-new Oxford Wine
Café, keeping its on-trade brand separate
from its three shops.

The company tries to subtly drive custom-
ers between the two trading concepts. For
example, when customers order wines on
the back of events at a café they’re encour-
aged to collect wines from the Oxford shop
with the possibility of knock-on future sales.

The cafés have a longer wine list than
tends to be found at hybrid shops elsewhere,
and specialist staff including a sommelier
recruited from Le Manoir aux Quat’Saisons.
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“I think we do the wine café concept
quite well,” says managing director Ted
Sandbach. “I don’t want to end up being
half-and-half. We’ve tried to make it a bit
more specialised.

“I don’t know how people make a profit
in retail unless they work in the shop them-
selves. Rents are getting higher and all the
other costs are going up, with tiny margins.

“With the cafés the margins are much
higher and you can still give people a decent
glass of wine for £3.25.”

Cost versus profit

Where wine shops haven’t yet pursued the
on-trade hybrid route, cost is often a sig-
nificant factor. A sampling machine can
cost a five-figure sum when bought new
- although their increasing popularity has
spawned a second-hand market for them
- and even where these aren’t used there
are extra costs in licensing and legal admin
fees, extra staff, equipment, furniture,
glassware, crockery, training, building and,
if the location demands it, security.

Yates at Corks Out points out the need
for separate fridges for wine and food, and
separate sinks for food prep and hand
washing, for example, and the requirement
for public toilets to suit the on-premise
capacity.

“It’s not easy and it’s not a quick fix,”
she says. “And it takes time for people to
understand that you’ve become a bar as
well as a retailer.

“You've also got to invest in different staff.
You can’t expect retail staff to just pick up
how to make a cocktail or a proper coffee.”

It may not be easy but the on/off hybrid
looks to be an increasingly popular model
for wine retailing. @
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