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International wine show
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KYIV, UKRAINE

BE WINE INTERNATIONAL WINE SHOW IS A LARGE-SCALE
INDUSTRY EVENT AND STRATEGIC PLATFORM SHAPING
THE FUTURE OF WINE CULTURE IN UKRAINE.
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Arennjig mapkerunry « MIKCy

BuAaseLb: HOnis LLadpaHcbka

AvpekTop: IpuHa [lbsyeHkosa
wedp-pepakrop: Hatanis 3axapuyk
apt-aupektop: OneHa [leMuayeHko

Ha HOMepOM npaLoBany:

Onekcanapa baHtuwesa, Onecs bepceHesa,
OnekcaHapa PopgioHoBa, Hatanis 3axapuyk
cekTop AucTpuoywii: IpuHa MorpebHsik

Xypnan Drinks+

CnevjanizoaHe BaaHHs

cigouTtBo No 16092-45641P

Bif 25.12.2009p. MinicTepcTaa tocTuuii YkpaiHu.
KonTakru: +38 067 447 4578,
dimdi@ukr.net,www.drinks.ua

Opyxk: TOB «IHTepKOHTUHEHTaNbY

CyKynHuiA Haknag: 5 TiC. npum.

Matepianu, nosHayeHi * abo CroBoM «peknamay,
PO3MilLieHi Ha NpaBax peknamm.

BinnosiganbHicTb 3a peknamy Hece
peknamoaaBeLb.

Bci npaga 3axuiLeHi.

© Drinks+

[PV LMTYBAHHI Y¥1 3aMO3MYEHH] KOHTEHTY
nocunanHs Ha D+ 060B'si3koBe.

Peknama

IixHs1 cnpasa Hapoaunacs 3
noboBi Ao 3emMni Ta 6a)kaHHSA
JapyBaTu nogsam Wwock Ginblue,
Hi>XK NPOCTO Hanin — emoulji,
Tensno Ta cnoragu.

KoxHa srigka, wo no3piBae
Ha BUHOrpagHuKax y ceni
lopoxoBe, Hece B cobi COHLE,
TypboTY 11 cmny pigHoI 3emni.
BuHa WineKulinichenko —

Lie CnpaBXHin kpadT:

Bifl NErkmx i HXXHMX Ginnx
CyXMX OO MiLHMX, CKNagHuX
Ta BUTPMMaHNX YEPBOHWX.
TyT KOXHa Nnsilka mae

CBOIO iCTOpIIO 1 XapakTep.

' 'J»
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KULINICHENKO

winery

Y camomy cepui KniBLumHm,
cepen ManbOBHUYNX KpaeBUaiB
Karapnuka, xvBe ictopis,
HaroBHeHa npaveto, NboB’to

Ta apoMaTtomM BUHOrpagy.

4
'https://winekulinichenko.com.ua

Ocobnuea maris uiei BAHOPOOHi —
y NIOASHOCTI Ta LWUMPOCTi BNACHWKIB.
Ipuropi Bonognmuposuy ta

|

— —1—

Lle — cimeliHa BUHOpPOGHS
WineKulinichenko, ctBopeHa
puropiem BonogummpoBuyem
Ta HiHoto BikTopiBHOIO.

Hina BikTopiBHa 0coGUCTO 3ycTpivatoTb
rocTen, NpoBOAATb €KCKypCii Ta Aerycradii.
| came B X MOMEHTax BiAKPUBAETLCS
AyLia iXHbOI CrpaBu — LUMPICTb,
FOCTVHHICTb Ta NnoboB
00 KOXHOrOo, XTO nepecTynae
nopir BUHOPOGHI.

WineKulinichenko — Lie He npocTo MicLe, Ae HapoaXy€ETbCS BUHO.
i Lle npocTip, Ae 06’eaHy0TbCA PoAVHA, TPaaULi Ta HAaTXHEHHS!. | KOXEH, XTO
& Cloay 3aBiTae, Ha3aBxay 3abupae 3 coboto YacTuHKY Liei ocobnmneoi aTMocdepw.

CTOKNBAHRS ATKOT om
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urt and Turt
I10-YKPaIHChKI

- sk med borman binonixko
TMIOEHYE MOpe 71 M ACO

MixHapogHMIt JOCBix
IPUTOTYBaHHA CTEVIKY

Borman bBinonikko mobpe 3HaeThes
Ha TeMi - NpaLOIYM 3 PiSHUMHU KyX-
HAMMU CBiTy, BiH CIELiamisyeTbca came
Ha MCHMX CTpaBax. Brepuie 3 amepu-
KaHCbKOK AJIOBMYMHOK IO3HAOMMBCA
Ha Malicrep-Kmaci Bix Bigomoro Ireda
IDxes Maxkapti. A mpodeciitunit f5o-
CBif| 3100yBaB y pecropaHax ABCTpil Ta
HimeyunHy, HeWlofjaBHO NMPOXOAMB CTa-
JKYBaHHA B MIIJIEHIBCBKOMY peCTOpaHi
Mappupa ABarrata OfIHOMY 3 HaiflKpalmx
creiik-xayciB micta - Lefla Madrid (nas-
yaHHs opranizysas SB Culinary Center -
MDKHApPOJHII TaCTPOHOMIYHMII IIPOEKT,
IO BiIKPMBAE KyXapAM MOKTMBOCTI CTa-
KYBaHHA 3a KOPIIOHOM). I ocb Bike fecsTh
pokiB borgan o4yone KyxXHIO pecTopaHy
roteyio Atlas Deluxe, Bingaroun nepesary
aMepUKaHCbKill MapMypOBili ATOBMYMHI.
Ha pymky meda, i cMak poskpuBaeTbcs

Yu craHe XTOCh febaryBaTy, IO aMEePVKAHCbKA S/IOBUYVHA
— TO eTaJIOH, AKMII IiHYEThCA yCiMa IypMaHaMM Ta Inedamu
cBiTy? I yKpaincbkumu 30kpeMa. B YkpaiHi gac Biff yacy npo-
XOpATh (ecTUBaM aMepMKaHCbKOI MapMypOBOI S/IOBUYVHM
- 3a migTpuMky AMepykaHcbkol Peepaii 3 excropTy M’sica
(USMEEF). B pecropanax perynsipHO BIAIITOBYIOTb CTEVK-JHI
Ta TEMATVYHI BEYOPH, a CTEJKM 3a/TMIIAITHCA IOCTIIHOIO 10-
suiiero MeHo. OHNM i3 ZaBHIX amMbacajopiB aMepUKaHCHKOI
AMOBMYMHY B YKpaiHi € med-Kyxap pectopany Szkocka (ro-
tenb Atlas Deluxe, JIpBis) borman binonixko.

HaBiThb i3 MiHIMaZbHOI KiJIbKICTIO IIpH-
mpas. Brcoka i1 crabimbHa sKicTh Msca
3a0e3MeYyeTbCs CYBOPUMM CTAaHZAPTAMY
BMPOOHNUITBA Ta OCOOMMBOCTSAMU BHPO-
I[yBaHHS, 3aBIAKM YOMY CTeifKM MAIOTb
HDKHY TEKCTYpY, COKOBUTICTD i XapaKTep-
HY MapMYpOBICTb.

SIx popmyeThes
MapMYpOBICTb M sica

Texuomoriss BUPOOHMIITBA ITpeMiasb-
HOI aMepMKAHCBKOI SUIOBUYMHY Tieperoa-
Yae KifbKa eramiB. Ilepmn micaui Temdra
IepeOyBaloTh i3 KOPOBaMM Ta JKMB/IATHCA
mornokoM. Ilicna BimTydennsa — macosuia
nporAroM poky. Komu TBapuuu pocsra-
10Th TOTPiOHOI Bary, iX MepeBOfATh Ha
BimromiBenbHi  Maitmanumky. Came TaMm,
3aBIAKN 3€PHOBOMY paLlioHy (KYKYPYA-
3a, JIOLIEPHA, STYMIHD, MIIEHNYHA COIOMa),
(dOpMyeTbCS TOHKMII BHYTPILIHBOM A30-
BUIA XKIP — OCHOBA MapMYPOBOI CTPYKTYDM.

Creiiku Ta GpipMOBi
M SICHi CTpaBU

Tak, amepuKaHChbKa AMOBIYIHA 33BN~
4aif JOpo)KYa 3a I0KA/IbHI aHA/IOIN, TIPo-
Te rapaHTye cTabinbHy sAkicts. Tomy B
3aK/Iajlax IPeMiyM-CEeTMEHTY TaKi CTeNKM
MaloTh 0COO/IMBO BUCOKMIT IIONNT.

Y pecropani borpmana binonixka,
OKpiM K/IaCHYHUX CTeJKiB, IIOMy/ApHA
KOMYeHa aMepUKAHChKa STOBUYMHA. [i
TOTYIOTb y CMOKepi 9-11 ropys npy HU3b-
KiJl TeMIlepaTypi — HOAAIOTh AK rapsady
3aKyCKy a00 BUKOPUCTOBYITb y CaH[BI-
4ax. OKpeMo pOA3UHKOI0 KyTiHapHOTO
focBiny ieda € IPUTOTYBaHHA Msica Ha
BY/IKAHIUHill 1aBi. 3aknaj pasoM i3 map-
THEPCDKMMM PECTOPaHaMM  PEryaspHO
IPOBOANTH M ACHI ecTuBaI, Omy/LApH-
3yI0UM aMepPUKAHCHKY AMOBUYMHY. 3a ifI-
tpumku USMEF rotensb Atlas Deluxe yxe
6arato pokiB IIPOIOHYe TOCTAM CTeiKH
BUCOKOI AKOCTi.



Surf and Turf — po3kiwHa cTpaBa, Lo NOEAHYE AKICHWN
M'SICHWIA CTeliK (pibai abo dine-MiHbIOH) | MOpenpoayk-
T (nobcTep, KpeBeTkU, rpebiHLi).

Y CLUA nik ii nonynsipHocTi npunas Ha 60-Ti pokn — Togi
Surf and Turf ctana cumBonom 3amoxHocTi. CTevik noea-
HyBanu 3 omMapoMm, KpeBeTKkamu, iKpoto, AEMOHCTPYHOUM
cratyc. CborogHi CTpaBa LiHyeTbCS nepeayciM 3a cMak
— i1 YacTo roTyIoTb i3 LOCTYMHILLUX iHTpedieHTIB.

Ans CxigHoi €sponn Surf and Turf — BiGHOCHO HOBa KOM-
GiHaLis, amxe M'CO 1 MOPENPOZYKTV TPaauLUiMHO cno-
XVBaKTb OKpeMo. Ta nepeBary 04eBUaHi:

Lle CMTHO — BMCOKa 4YacTka Oinka 3abesnevye TpuBane
BiQYYTTS HACUYEHHS;

Lie CMa4HO — MOPCbKi Ta M'SICHI ienikaTecy B3aEMHO Mig-
CUITIOOTb CMaK i apomar.

Y upomy 1 nonsrae 3agym Surf and Turf — noegHaTtv cma-
K1 ABOX SICKpaBMX CBITIB.

Surf and Turf

Bil bormaHa binoHikka

IHrpenieHTy Coyc i3 3eneHoro neputo

4+ Oine-MiHbi1oH — 200-250 r IHrpegieHTU: nopTBeitH, Bepluku, UnMbYns, LWamMniHbAOHY,

4+ KpeseTkn — 100 AnoBuuMin BynbioH, coyc BopyecTep, cinb, nepeub, 3eneHun

4 Bpokoni—40r/cnapxa—40r1/ nepeLb. f
ToMaTu Yepi— 25t

4 Coyc i3 3eneHnm nepuem — 60 r MpurotyBaHHA: O6emaxut umbynio Ta rpubu. Jdogatw

4 Po3mapwH, TUM'siH, YaCHWUK, MOPTBENH | BUNapyBaTh HaMomnoBuHy. Bnntu BepLukn i kun's-

OMMBKOBA Onist ™ ~10 xB. Jogatu cinb, nepeub, BopyecTep, GynbioH i 3e-

NEeHUN nepeLb — BapuTu e 15 XB. Ha NOMIPHOMY BOTHi.

MpurotyBaHHA
Mopaua
1. Crenk. CTelik KiMHaTHOI Temnepatypu 3macTutui
onunBKoBOto onieto. OBcMaxnT 3 060x GokiB i3 po3mapu- CreliK BUKMacTy Ha Tapinky, HaBKOIO — OBOMi
HOM, TUM’'SHOM | YaCHWKOM MO 2 XB. — [0 30/10TaBOI CKO- Ta kpeBeTkn. OfHY KPEBETKY PO3MICTUTK MO
puHkn. MoconnTy i nonepumTi. MepeknacTy nig chonery. LIeHTpy CTeiika. MonuTh CoycoM i3 3eneHoro
Onsa npocmaxernHs MEDIUM — nocTtasuth B AyX0BKY Npu nepLIto Ta NPUKPaCKUTH MIKPOrPIHOM.
190°C Ha 8 xa. icns NpuroTyBaHHS AaT M’ACY «BignoYmr- Ha nepluuin nornsg cTpasa 30a€Tbcst CKnag-
TM» 2 XB., WOG Cik PIBHOMIPHO PO3MOAINMBCS. HOIO, ane AKICHI iHrpedieHTn — 30KpeMa Map-
MypoBa snosuumHa 3i CLUA — npakTuyHo He
2. OBoui Ta kpeBeTku. OBOMI 3nerka BigBapuTH, Npu- 3anuMLLIaloTh LWaHCy Ha nomuriky. BoHa € eTa-
MpaBuUTK OMMBKOBOIO OfliEI0, CiNto, nepLemM, MoxHa fo- NOHOM COKOBUTOCTi, apoMaTy Ta HaC4eHoro
[aTn MycKaTHWi ropix. KpeseTku 06CMaXuT 3 YaCHUKOM, cmaky. | — 3anopykoto Haconoau!

PO3MapyHOM i TUM'IHOM — BaXaHo Ha Tiil camin naTenbHi,
[e roTyBaBCsl CTENK.

DRINKS PLUS | o1
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Drink o’clock
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UkpsapyiNeRON

Tax cranocs, mo Drinks+ nocninKysasca 3 Exyappom foponenbkim, Biac-

HYKoM Openpry My Wine, y BuxingHwii, Ha sIKVii IpUIIam ofpasy iBa CBATA

- lenb Casroro Banenrtnna ta Tpudona 3apisana, HOKpoBuUTeNIs BUHOTPA-

napis i BHOPOO6iB. Un € B 1pomy cumBomniam? Exyapn Topomerbkumit moi-

JIUBCS CBOIMU AYMKaMJ1, HOBJMHaMU Ta II/ITaHaMMU.

Li cBATa Ha3MBAIOTHCA II0-Pi3HOMY, ale
B OCHOBi 000X - m060B. Chorogui, 3isHa-
10C4, A TPOXM LIKOIyBaB, 110 OyB Ha BIHO-
pOOHI, a He Ha BTACHOMY BUHOTPAJIHUKY —
K, MabyTb, i muanno 6 y Takuit feHb. Bin
CaMOro IOYaTKy s 3HaB: XOYy MaTy CBiil
BMHOTPafiHMK. Bo BracHmii BUHOrpagHuK
- e cBoOO#a yIA TBOPYOCT, eKCIepy-
MEHTIB, MOKpallleHH, Lje MaKCUMa/bHUII
KOHTPOJIb HaJj IIpoLiecaMi, AKi GopMyoTh
Maif6yTHE BIHO.

Bopnouyac s posyMiB, 10 € copTu, AKi
B KIiMari MO€I BMHOPOOHI He HOKaXYTb
cebe TaK, AK y miBfeHHilt beccapabii. Tomy
CBiflOMO CTBOPIOBAB IIPOEKT, IO TIOEHYE
B/IaCHi BMHOTPAIHMKN Ta BUHOTPAf, i3 iH-
VX PErioHiB.

Yepes BifiHy Mili BUHOIDajiHMK IIOKI
10 iCHYe /MuIe B T/IaHAX, X04a Miclie BKe
obpaHe - TOpyY i3 BUHOpOOHelo, B ceri
Poxconann na Opempui. Komy 1 nmounnas
y 2020-2021 pokax, T0 nmanysas y 2022-my
BXX€ 3aKNACTU BMHOTPafHMK. AJle XKUTTA
He 3aBX/N Jifie 3a migpy4Hnkom. Knacirasa
MOfIeNb — CIIEPIIY Ca/KAEIl /03y, YEKAET
ITATb POKIB, OTPUMY€I ypOXKaii, poOui
BIHO, IIOCTYIIOBO PO3BMBAENI OpeH. .. Tak
HEIIOMiTHO MUHA€ JiecATUITTA. Ta ronosHe
He 4, a Te, 1110 oTpebyel diHaHCyBaHHA
HPOTATOM YciX 1MxX pokis. I Bce B Tebe ine
JIETKO i IPOCTO B €MHOMY BUIAZKY: AKILO
TOpyY i3 BUHOPOOHEI Y Tebe, Ckaximo, He

BUHOTPAJHNK, a HadTOBa BeXKa. Y KOXKHOI
6isHec-Moieni € mpaso Ha icHyBaHHs. Ii
JKUTTE3[ATHICTD BY3HAYAIOTb JIBi pedi: un
LIAC/IMBMIL TH CaM 1 4 I0OUTH TBOI BMHA
criokuBay. SIKio oOuBi BifIIOBI «Tak» —
TU B TapMOHii 3i cBiToM. [lyMaro, 110 XUBY
caMe TakK.

B acoprumenti My Wine e Tuxi BuHa,
irprcti, BUTpUMaHi, KOHBSIK, HaBiTh 0Oe3-
ankoronbHi mosuiili. Komm s mounHas,
BUPpILIVB PYXaTUCA Bl IPOCTOTO [0 CKIAfi-
HOTO: CIepuly THXi, HOTiM irpycri, fam -
BUTPMMaHi. | TyT MeHi nomacTiio: nepiue
x Chardonnay Reserve ompasy morparm-
no B Ton — 90 6amiB Ha Decanter, 301010

My Wine, My Love:

dbinocodis BUHHOTO XUTTSA
Bift Enyapga lopogenbkoro

B YkpaiHi. A OT i3 UepBOHNUM £ TIpalioBaB
HaIoNeIIMBO JIBA PENisy, AOBOAAYM JIOTO
7o ineany. I muiue HemOZaBHO MY PO3/IHN-
MY TIepIIy MapTil0 YepBOHOIO BUTPYMA-
Horo BuHa. Temep niHifika Reserve mopHa:
Chardonnay, Cabernet Sauvignon, a pani
Oyne 4YepBOHMII BUTPUMAHMII O/leHn
K/IACMYHNX 1 JIOKa/IbHMX COPTIiB — JIOrO
CK/IaJl TIOKM IO TpUMAK0 B cekpeTi. S 1
Hajazi pyxarocs Bifi IPOCTOTO 70 CK/Iaji-
HOro, 60 Buycs monHA. Komu miaHyBas
BUHOPOOHIO, MpIAB MPO TpM JHHINKIL:
0a3oBy, pesep Ta mpeMianbHy — high-
end y BuHOpoOCTBi. e iHpuBigyanbHi
O7TeHzu, BUTPUMKA B HOBUX OOYKaX, iHIIe
NAKYBAHHS, BUCOKMIT piBeHb OpeHHy.
3apas aKTUMBHO PYXaKcs caMe B I[bOMY
HanpsAMKY Bif camoro moyatky A Kasap:
A aienT BMHHOTO CIoco6y xuttsa. Mos
MeTa - He juiie poOuTy rapHi BUHA, a I
TIIOKa3yBaT/ BIACHUM IIPMKIAZIOM, LIO B
YKpaiHi MOXXHa CTBOPIOBAaTH BUHA, AKN-
MU [MIIATUMYTbCA CHIiBBITYM3HUKH, AKi



Pexknama

YCIILIHO KOHKYPYBaTUMYTh 33 KOpfioHoM. Ha
XaJIb, CbOTOfJHI BMHO YacTO CTa€ >KEPTBOIO
TI0Ka30BO1 6OpOTBOM 32 «3HOPOBMIT CIIOCIO
XUTTS». MOTozb 1€ KOKTellIi Ha CIMpTY, a
BMHO — HOCIif KyJIbTYPHOTO KOJly JIIOCTBA —
IIepeTBOPIOITb Ha 3abopoHeHmit mwrp. Ile
CYMHI IIpOIIeCH, AKi MaTUMYTb HACTiKN I
ranysi it Kynsrypu. Tomy s1 Bupimms xo4a 6
CBOIM IIPMK/I[IOM NOKa3yBaTH, [0 BIHO — Lie
[o6pe, 1ie po IacTsL.

Mu posumpuny eKCHopT: THUXi BHHA
My Wine 3’aswmca y Bpuranii depes on-
nmaitH-mMepexxy The Wine Society. Ile cramo
MOX/MBYMM 3aBJAKM JPY3AM i HETBOPKIHTY.
Bymu cpobu BuiiTH 3 irpucTiMIL, e Yepe3
3aKOHOfjABYi HIOAHCK TOKM He Bfamocd. Ta
HaIlli BMHA 100AYVIM, OLHMIN 1 3aMOBYIIN
nepiy Haptito. Takosx My npucyTHi B AoHii,
Ecronii, [lanii, Himewunni. Lle nume moyarok
eKCcIIopTHOI icTopil. HaiiBaxxusilue, 11106 10-
TeHUHNIT TIapTHep crpobysas BuHo. [ari
BOHO, K IPABIJIO, OK00AETbCA: AKICTb BU-
COKa, I}iHa CTIpaBeINBA.

YactuHa MOro acopTMMeEHTY yHiKajbHa
mia Ykpainm. Hampuxran, GesakoronbHi
BJMHA YU KOHbAKM TaKoro piBHa. Mene Ti-
IIUTb, WO 0€3a7KOro/MbHA JIiHilKA aKTUBHO
PO3BMBAETBCA 1 yke cTaHOBUTDH HoHaj 20%

My Wine, My Love:

the wine life philosophy of Eduard Gorodetskyi

B CTpPyKTypi mpomaxiB. I He € BemmkuM
HPUXUIBHUKOM 0€3a/IKOTONBHUX BHUH, aje
HpUEMHO 0aunTy, IO TOKYIELb OLiHIOE
AKICTb, AKOI M} 3MOIJIN IOCATTI.

[Iporo poxy Mm CTBOPM/IM ILie OfMH €K-
CK/TIO3MBHMI IPOAYKT. [laBHO XOTiB 3po6uTH
BIHOTPAJHMIT CiK — 1 BUilIITa Fy»e ocobucTa
ictopis, 1o 06’exgHama 06uEBa MOI KOPIHHS,
BTUIMNIA MOE ToXomkeHHs. [ MeHe 6yo
CIIPaBOKX 4€CTi CTBOPUTYU KOLIEPHMII CiK 3i
100% Saperavi, amxe Miit 6atbko 3 Kaxerii.
Toxx xomepHnMit Cik 3 BUHOTPafy TPy3MHCHKO-
ro copry My Juice - 4acTuHa MO€] ifeHTI-
HOCTI. Yce, 1110 51 po6iio ¥ BUHOPOOCTBI, y>Ke

Drinks+ spoke with Eduard Gorodetskyi,
founder of the My Wine brand, on a day
marked by an unusual coincidence: St Val-
entine’s Day and Trifon Zarezan, the tradi-
tional celebration of winegrowers and wine-
makers. “Both are about love,” he notes,
admitting that he would have preferred to
spend the day among his own vines — a
plot beside his winery in Roksolany, Odesa
region, already chosen, though the war has
delayed the planting.

When creating My Wine, Gorodetskyi de-
liberately combined grapes from different
regions: his future estate vineyard will offer
creative freedom, while southern Bessara-
bia provides the varieties he needs. His
winemaking journey has followed a clear
progression — from still wines to sparkling,
and then to barrel-aged releases. His first
Chardonnay Reserve earned 90 points at
the Decanter World Wine Awards, while
the barrel-aged Cabernet Sauvignon took
two years to refine. With its release, the
Reserve line is now complete. Next come
high-end, limited edition wines: individual
blends of classic and local varieties.

1
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My Wine is already exported to the UK
(via The Wine Society), Japan, Estonia and
Germany. “The key is for a potential partner
to taste the wine. After that, it speaks for
itself,” he says.

The portfolio also includes products
unique to Ukraine: non alcoholic wines,
long-aged brandies and a grape juice. The
latter — My Juice — is a deeply personal
project: a kosher juice made from 100%
Saperavi, reflecting the winemaker’s Jew-
ish and Georgian heritage.

Gorodetskyi describes himself as an ad-
herent of the wine life philosophy. He com-
bines a senior leadership role at Bayadera
Group with his own craft project — a bal-
ance that, he says, gives him both drive
and harmony.

“I make wine because | simply can’t not
make it,” he says.

His message today is clear: believe in
Ukrainian wine. “Ukrainian wine is the quin-
tessence of our land and our soul. We are
restoring people’s faith in Ukrainian wine-
making. There are more of us every year,
and the wines are getting better.”

CHOXKUBARRA ATKOTOTH

I BAL

tDrink o’clock

ocobucre. 51 pobmio BUHO, 60 He MOXY 110ro
He poOuTHL. Bee SKUTTA IpalioBaB y BeMIKOMY
0i3Heci, Ha BICOKNMX TIOCAaX, ane MPisB PO
CBOE MajieHbKe. Ko/ cTBOpUB BUHOPOOHIO —
MiIIOB i3 MOBaYKHOI IOCALH, 1100 peajnisyBaTu
Mpito. Komy 4acTkoBo peanmisyBas - BifdyB
HOK/IMK IO BEIMKOTO 11 TOBEPHYBCA y Mac-
mrab. 3apas s Kepyl BMHHO-KOHbSYHIM
BUpOOHMITBOM KommaHil Bayadera Group:
BIfIOBiat0 32 BUHOTPA/IHVIKH, BUHOPOOCTBO,
Openi, irpucti. I tie mene ppaitButs. J moex-
HYI0 TIOTY)KHe ILJIPUEMCTBO i KpadroBe - i
caMe B IIbOMY MOSI TaPMOHif.

$1 HaBiTb KOHCY/IBTYIO Oi3HECMEHIB, SIK 3a-
MUIATHCS COO0K0, POOTIAUN CKIafiHI KPOKIL
He koxXeH HaBaXUTbCHA peaylisyBaTy Mpilo,
ajie KoyKeH, XTO HaBXVBCS, 3pELITO0 AC/IN-
Buit. Miii Kelic Lje iATBEpIKye — ijomoMarae
HImMM.

Xouy rogatit: BipTe B YKpaiHy i B yKpaiHCh-
Ke BVMHO. YKpaiHCbKe BUHO — Ile KBIHTeCEHIIi
Hamol sem, ¢itocodii, gymi. Mu mosep-
TaeMO 3a0yTe, HOBEPTAEMO JIOAAM Bipy B
yKpaiHcpke BuHOpoOcTBO. Hac crae 6irbite,
MU poOMMO BMHA Bce Kpaile. BHyTpimiHs
KOHKYPEHL|iA CborofiHi BTopyHHa. Hajiromos-
Hillle — pa3oM MOBEPHYTH YKPAIHLAM Bipy B
yKpaiHcbke BJHO. CaMe IIbOr0 My ITparHeMo.

my Wine

AT

+38 067 33371 70
+38 067 174 01 73
inna.mywine@gmail.com
www.mywineukraine.com
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TekcT: Dr. Ricardo F. Nufiez

[ lionepu manppiB:

(XX (54

IIpeMil, BUHHUI TyPU3M
Ta IPOOYyIKeHHA
YKPalHCbKOI'O B/HA
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[Tionepu: T momnepexy,
OauNTV ePIINMU

JleAki cnoBa 3HONIYIOTHCA Bifl HAIMIPHOTO BXXMBAaHHA, ale He
BTpavaioTh cBoel QyHkuil. «[Tionepu» - one 3 HUX. Y cBOEMY
TOYHOMY (i KOpVICHOMY) 3Ha4eHH] BOHO OIVCYE TUX, XTO BXOJUTH

0 4MC/Ia TIepIINX, XTO 3allpOBA/KYye Ta PO3BUBAE ifiel, HOBI Ipo-
AYKTH, TexHosoril 4n Gi3Hec-Mopieni, 3HaTHi BiIKpMBaTU PUHKI
a6o TpancopMyBatH iHyCTpit0. VeThca He TIPO MIBUKICTD,
1po HanpsM. [Tionep He IPOCTO pyXaeTbcs — BiH opieHTye. BiH me-
penbayae 3MiHN, CTBOPIOE MOBY, 1100 X Ha3BaTH, 1 3a/MIIAE CTIif,
KNI 30epiraeThes, KO NIOYATKOBE 3aXOIVIEHHS B)Ke 3racae.

Y cBiri BuHa mioHep - He 0OOB’SI3KOBO TOJI, XTO «BJHAXO-
IUTb» IOCDh 3 HyNA. Lle ToM, XTO HaBa)KyETbCA MEPEOCMUCIIUTI
TUCAYOITHIO TPAAMILiI0, He PYIHYIOUN il; TOI, XTO PO3yMi€, 110
iHHOBallifl TOJIATA€E He Yy 3allepevyeHHi MMHY/IOT0, a B IEPETBO-
peHHi jtoro Ha mardopmy. Leit HIOAHC BOXIUBINIL, afPKe BUHO
— OfMH i3 HE6AraThOX KY/IBTYPHUX IIPOAYKTIB, 1[0 CYIIPOBOKYE
TOACTBO TUCAYI POKIB i BOFHOYAC IPOJOBXKYE 3MIHIOBATICA.

Y niit HanpyXeHiit gunemMi - mam’ATh Ta MallbOyTHE -
HapOJKy€EThCA Cy4YacHMIT BUHHMII TypU3M: IOOPOXK, AKa
MOYMHAETHCA He B aepONOPTY UM Ha JAOPO3i, a 3 pillleHHsA
3pO3yMiTH, IO CTOITh 3a KenuxoMm. I came me poskpusae
THE WINE TRAVEL AWARDS.




ITomopox y cBiT BuHa

[Iporarom mecATuNiTL BUHHUIA TYpU3M 6yB CIIeliani3oBa-
HUM PO3JiINIOM y Mexax ingyctpii. CpborogHi BiH, 6e3yMOBHO,
€ CTPATEerivHoK TiJIKOK KY/IbTYPHOIO, CiIbCBKOTO Ta IacTpo-
HOMIUHOro TypusMy. MinbitloHM MaHJIPIBHMKIB BUPYLIAIOTb
BifIBilaT¥ BMHOrpaJiHMKY, HAa €KCKypCil BMHOPOOHAMU, B3A-
TI y4acTb y 300pax BPOXKAI0, 3aHOYYBATH B TOTEN Cepef 703,
CHI/IKYBaTHCA 3 BUHOPOOAMU, JONYYATHUCA IO TaCTPOHOMIYHMX
TIOEHAHD i, TIEPII 32 BCe, MEPEXNBATY Te, PO [0 BUHHUI Ma-
ra3iH MOXKe JIMIlIe HAaTAKHYTH, ajle He 3[aTeH JaTy: Maibke iH-
TYMHWUII 3B’130K MDK TaHAmadToM, peMecioM i 9acom.

Po3BUTOK BUHHOIO TypU3MY HOACHIOETHCA HE JIMILE CIIOXKM-
BaHHAM 4 3pPOCTAHHAM BMMOITIMBOCTI MaH/pPiBHUKIB. BiH py-
XA€TbCA MOTYKHIIIOW ife€ro: y CBiTi, HepeHacuyeHOMY iHOp-
Mali€lo, TI0AM WYKaloTh JOCBIiAN 3i 3MiCTOM. A BUHO - KOMIU
J10T0 BifIBiyI0Tb Y MiCIIi HOXO/XKEHHSA — 1€ IPAMMIL JOCTYII 10
iIeHTMYHOCTI TepUTOPIii.

Dopmary MHOXaTbcs. [lopyd i3 KmacuyHO0 eKcKypciero My
6a4MMO TeMaTUYHI MapLIPYTH, APXITEKTYPY Ta CIIA/LUINHY, BUH-
Hi Mysei, CEHCOPHi JOCBifM, I0Ka/JbHY IaCTPOHOMI, Il Ta
BEJIOCUIIeHI MapLUIPyTH BUHOIpafHUKamu, wellness-miporpamu
(1tora abo cra, OB’s13aHi 3 BUHHMM MaHAmadTOM), Aerycraii
npocto Heba, mpemianbHi GopmaTn Ta CiMeliHi aKTMBHOCTI.
Himpkuranisanis ofa€ HOBUIT BUMIp: OHJIAH-OPOHIOBAHHS,
iMMepCUBHMII CTOPITEIHT, JOOBHEHY peanbHiCTh, HePCOHAIi-
30BaHMII KOHTEHT i IOCTiJiHY PO3MOBY B COLIMEPEXaX, AKa Ie-
PeTBOPIOE KOXKEH Bi3UT Ha icTOpito. IHIIMMY cioBamu, TOZOpoXx
TPUBAE Mic/IA MOLOPOXKi.

HaitnoBimi gani MXHApOZHOTO HOCHIIKEHHA, KOOPAMHO-
Baroro Hochschule Geisenheim University y cmiBmpanui 3 UN
Tourism ta OIV, migkpecnomOTh MacmTab SBUIIA: BUHHUI
TYpU3M KOHCOMJIyETbCA AK €KOHOMIYHO 3HAYyLIMIL CEKTOp i,
3rigHo 3 migcymkamu Global Wine Tourism Report 2025, y ce-
PeIHbOMY CTAHOBUTb OMM3bKO 25% 3aralbHIX JOXOHIB BIMHO-
pobenb-yyacHuip. KpiM Toro, moHaz omoBuHN BUHOPOOEHS i3
TYPUCTUYHOK JiANbHICTIO 3aAB/IAITD PO HAMIP i HaJjali iHBe-
CTyBaTy y BUHHUI TypusM. Iloc/iaHHA oyeBMIHE: 1ie He ieKopa-
TUBHMI «IOJATOK», a PYILiil 6i3Hecy Ta pemyTaii.

HesBoporHuit 3cyB

Komu BUMHHMIT TypusM CTa€ 3HA4YyIUM, BiH 3a/IMIIAE
cnipg y yudpax i B my6mivnin momituui. OIV (International
Organisation of Vine and Wine) nosigomnse mpo 80 xpaiH, 110
BUPOOTIAIOT BUHO Y cBiTi. ¥ 40 i3 HMX 37i/iCHIOETbCA BUHHMIL
TYpU3M, CTBOPIOIOYN Bpaxkaiody iHPpacTpyKTypy Arf Binsi-
AyBaHHS — TUCSAYl BUHOPOOEHD, BIIKpUTMX Al IyOTiKy, a
TaKOXK MacIITaOHUI eKOHOMIYHMIT e(beKT. Hagitb 3 ornany Ha
i BeIMYMHYM MOXKHA CKasaTH, W0 MM MPONILIN JINIIE YacTH-
HY UULAXY. SIKIO KO/MMCh BUHHUIL TypU3M OYB «ZOMOBHEHHAM,
CbOTOJIHI Il TOBHOLIHHMIT CEKTOP, 3JaTHNII PyXaTy iHBECTUILl,
3aITHATICTB, IHPacTPYKTYpy Ta OpeHa-HapaTus. I 10 HbOrO f0-
JalTbcA Kpainy, siKi, Ak-oT Kutaii - unen OIV i3 2025 poky
- OynyoTb TeMaTU4YHi BUHHI MicTa K TYpPUCTUYHI AeCTHHALI.
KynbTypHmil Haclifjok He MeHII BaXIuBMIL. BUHHMIT Typusm
IIepeTBOPIOE BIHO Ha CMiIbHY MOBY MK BUPOOHIKAaMIL Ta MaH-
ApiBHMKamu. I BogHOYAC 3Mylye ceKTop mpodecioHanisysaTu
TOCTUHHICTD: HEAOCTATHBO POONTU XOpPOIe BUHO — HOTPIOHO
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BMITH JI0TO TOACHUTY, IOKa3aTH, IIPUITHATH TOCTeN, IepeK/a-
CTH JIOTO CeHC i mepeTBOPUTHU Ha JOCBif. I came Ti, XTo Le po-
OMTD, IPUCYTHI Ha CTOpiHKaX miopiyHoro Bumycky The Wine
Travel Awards Guide.

The Wine Travel Awards:
MIOHEPCHKUIT IHCTPYMEHT
ILIA CBITY, IO PYXA€ETHCA

Y npomy konrekcti THE WINE TRAVEL AWARDS nocrae
TUM, 9MM € 33 CBOEIO CYTTIO: IIIOHEPCHKOI KOHCTPYKIIEI LS
€KOCHCTeMU, AKilt Oy MoTpibHi MOPAKOK, BUFUMICTD i criiTbHa
MOBa. 3aMicTb TOrO, {00 AMBUTICS Ha BUHHUIL CBIiT Yepes OffHi
IBEpi, BOHA OPTaHi30BYE JIOTO AK BCECBIT B3a€EMOJ[ONIOBHIOBA/Ib-
Hux aktopis. [i apxiTekTypa - wicTh HOMiHawili-«mipamigy i
IIiCTHANLATD KaTeropiil — Ipalo€ K HaBiraniliHa Kapra: ro-
CTUHHICTb, 6peHlII/I, CTa/liCTh, MUCTELITBO Ji icTOpiA, perioHn;
KOMYHiKatopy Ta iH¢ymoeHcepy; rifm it oneparopu; ambacazo-
pu Ta KpeaTuBHi CTparTeril; BUHHO-TAaCTPOHOMIYHI IIOfIil; BUH-
HUIT TYpU3SM i ocBiTa.

Ileit pu3aiin Ma€ OfiHY Ba>KIMBY YeCHOTY: BiH He 3BOIMTD
BUHHMII TYypU3M 10 BIMHOPOOHI. BiH Bu3Hae, mo mogopox y
CBiT BMHA BKIIYA€ roOTeli, peCTOpaHU, MapIIpyTH, Mysel,
KOHTEHT, (ecTHBai, iHCTUTYNI], onepaTopis, mWKoIN i, 3Bic-
HO, I{ii perioHu, AKi CTAITh «JeCTHHALiAMI», 60 BMIIOTh
MOETHATH JOCBif, iCTOPilO Ta AKiCTH.

SAxmo XXI cromitra - Le epa cuinbHOCTI, QpisuyHOI Yn
BipryanbHoi, To THE WINE TRAVEL AWARDS npanoe sk
mnaTrdopMa BIOIPKOBOro 3B’A3Ky: BOHa BIBOJMTD HailKpa-
Ile Ha IOBEPXHIO, Ja€ 3MOry NOPiBHIOBATH, BiTKpMBae ix s
CyI)KeHHA IT06aTbHOTO PUHKY i BOTHOYAC IIPOIIOHYE I3epKa-
JI0: «OCh fAK BMITIAIa€ BAalll PerioH; OChb AK YMTAETbCA Balla
IPONO3ULifd; 0Ch AK PO3YMi€ThCA Ballla FTOCTUHHICTD». Y 11bO-
MY CeHcCi BOHa MiOHepchbKa 3a MeTOOM: IIePETBOPIOE PO3IO-
POLIEHICTb Ha CUCTEMY.

TexHom0Til: HOBUIT HEBUIVMMUIA
maHgmadT BUHHOTO TYPU3MY

Byrno 6 HaiBHO rOBOPUTY PO CY4aCHMIT BUHHMUIL TYPU3M, He
BU3HAKYY, 10 IIOOPOX IIOYMHAETHCA 1je 10 MOJOPOoXi. Y Te-
nedoHi BifBifyBada MiCTATbCA KapTH, OpPOHIOBaHHS, KOMEHTAPI,
PeKOMeH/Iallil, BipTya/lbHi flerycrauii, IIepeKaaj; y pealbHOMY
Jaci, ITaTexi, MapmpyTy Ta crmorafu. TexHomoria He 3amiHIO€
BJIHO — BOHa iforo obpamiioe. Bona po6utb focBif foCTymHi-
MM, TIePCOHATI30BAHIIINM | YacoM OifbII «maM ATHUM» IS
ayIUTOPIli, AKi MParHyTh IIBUAKOCTI, HE BiIMOB/IAIYNUCH Bif
aBTEHTUYHOCTI.

[Tapajiokc Bpakae: y posmaja afrOpUTMIYHOL epu — KOIK
ey TEKCT MOyKe 6yTM HaNMCaHUI CUCTEMOIO, IO TTOMICTUTHCS
Ha ro/IiBLi IINW/IbKY, TOAI AK JI0T0 aBTOP HACOTIO[KYETHCA YIIO-
0/eHVMM BUHAMY | YUTa€ PO BYUHHUIL CBiT — BUHHMUIT TypU3M
3pOCTaEe caMe TOMY, L0 IPOIOHYE NPOTHU/IEXKHE: MOBIMTbHMI
4ac, pO3MOBY, TaHAAPT, peMecyo, GpepMeHTaLio, TUILY JTbOXY,
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icropiro Ta MOACHKY yBary. TeXHO/MOrif MmiAMITOBXYE, ane Bupi-
IIa/TbHYM 3a/IMIIAETbCA T€, IO CIPAB/i 3BOPYIIYE: KEMUX, HAUTUI
Ha BYHOTPAJHMKY i BUIIMTHII Pa3oM i3 IIOAMHOI0, 3aTHOIO HOACHN-
TH, YOMY II€ BMHO MOYKE iCHYBaTU Ti/IbKM TYT.

Ile BuMarae moHepcTBa y MPAaKTUYHOMY CEHCi: IIPOBifIHi lecTH-
Harjii Ta BUHOPOOHI ChOTOIHI —  1ie He JIIIIe Ti, {0 MAIOTh HallKpa-
LVt Tepyap; Lie Ti, 1[0 BMilOTb NEPEK/IACTH CBOK ileHTUYHICTD Y
Cy4JacHMit 0CBif, He cpoutytoun ii. Ti, 110 iHTerpyoTh CrpaBx-
HIO CTJIiCTh, MPoQeciiiHy rOCTMHHICTb, HABYAHHA, JOCTYIHICTD i
cropirenisr. I miarpopma, o 06’exuye tux aisuis, - THE WINE
TRAVEL AWARDS.

YkpaiHa: mioHepy, AKi Ipobymmn
BUHHY KY/IbTYPY II1J] YaC BIIHA

Tyt BapTO 3BepHYTH MOITIAA Ha YKpaiHy — He AK Ha «BUIIA/I0K»
BUHHOTO TYPU3MY, a fIK Ha Cy4aCHMII IPUK/IaJ, HAliOHAIbHOTO ITi0-
HepCTBa. AJKe IIOHEPChKIIT KPOK He 3aBXK/IM NO/IATa€ Y CTBOPEHHI
4Oroch HOBOTO; iHKO/IM BiH IOJIATAE y BiTHOB/IEHHI BIACHOI MOBM
KpaiHM TOMi, KO/ KOHTEKCT POOUTD Iie MajIoJfIMOBIpHUM. YKpai-
Ha IIepeXIIa POKM HEBIIMHHOIO 1 6e3)anbHoro Boruio. I Bce x y
Leil caMuil Yac BUHHMIL CEKTOp — BUPOOHUIITBO, BHOPOOCTBO
Ta NOB’f13aHi cepy - IIPOLEMOHCTPYBaB CTIMKICTD, 1[0 BPaXae:
BiH 3pOCTaB y KpaiHi Ta 3a il M&XaMM, BiH PyXaBCs apMi€l0 HOBUX
BIPOOHMKIB, SIKi OYY/IN IOCTAHHS THUX HebaraTbox, XTo 25 poKiB
TOMY HaBaXMBCS 3aCTOCYBATH C/IOBO «AKICTb» IO JIOKA/IbHOTO
ByHa. Cepefl IMX BiX Ha3By i CTBOPEHHS BUHHOTO KY/IBTYPHOTO
LeHTpy B perioni Shabo, 110 cumBonisye iHcTuTyLiitHy am6ilio Ha
Marii, sIka, HACTIpaBpi, Maaa 6 momMpuTICs Beier KpaiHowo. [Ipu-
KJIa/iit TIiOHepCTBa TOBOPATH caMmi 3a cebe. Ha opHiit BuHOpOOHI B
Beccapabii 36epircsi samuc y KHusi roctett, 1110 IpONOHye BCTAHO-
BUTY OfIVH JieHb Ha pik /s cBsATKyBaHHs International Odesa Black
Day - copry, ctBopenoro Mix 1948 i 1950 poxamu Incruryrom
imeni TaipoBa Ha OpemmHi. Le He TexHiuHa APIOHMIS: e 3HAK
inenTiyHocTi. Leit copT peanisyBaBcs Ha BUHOTPA/JHUKAX i Tlepe-
TBOPUBCS Ha BUHO Y 2000-X pyKamu fiy>ke Hebararbox BUPOOHNKIB,
SAKI B)Ke 37j00y/111 BUSHAHHS Ha BYMOI/IMBIX MDKHAPOIHIX KOHKYP-
cax. Ile Texx mioHepcTBO: B3ATH JIOKA/IbHE, TIOBIPNUTH, BUHECTU Ha
MDKHApOHWIT piBeHb i, poO/IsTUI Iie, HaBYATH i KpaiHy, i 30BHILIHIl
PUHOK.

Icropis 3akpimmna Haparys. Y Oomodiii mamATHIN KHu3
INVASION xopecnonpiert The Guardian, mo HuHi mpajioe y CIIIA,
po3mnoBizae, sk, mepebysatoun B Kuesi it mpsimMyioun Ha Bedepio 10
Ipy3iB 22 motoro 2022 poKy, 3aiillIOB /1O MarasiuHy HaIOiB KYIIN-
U IUIALIKY BYHA Ha TIOfApYHOK. Bin Buiiiios 3 mosimkoro Kolonist.
Ilani 3 Kuepa BiH IOBiffOM/IAIB IPOTATOM HOYI, 1110 T104a/10CA IOBHO-
MacirabHe BTOPrHeHHs1. AJle, He Malouy CIIelia/IbHOro HaMipy, BiH
3po61B HarlepeofHi icCTOPIYHIMI 3HIMOK, 110 MICTHB i IIepefuyTTS:
yKpaiHCbKe BUHO OY/IO TaM, Ha [OPO3i TEMHOTO Yacy, — sIK OCHO-
Ba CTIIKOCTI HAI[iOHA/IBHOTO BIHOPOOCTBA, sIKE B HACTYIIHI POKI
Bpa)kaioue 3pOCTaTiMe 3yCHULIMI COTeHb BUPOOHIKIB, 1110 pO-

Docbe D+

OMBAIOTBCA [0 CBIiT/IA yeepemyHi Kpaitu Ta 3a 1i Mexxamu. Y posman
BilfHM CTBOPEHO HOBi acoljiallii, 110 IPENCTABIAIOTh YKPAiHy AK
iHTerpoBaHy BMHOPOOHY Li/IiCHICTD - 1 BCepemyHi KpaiHu, i Ha
MbkHapoyHiit aperi. «Wines of Ukraine», coran Acorgiarii kpad-
TOBUX BUHOPOOIB, IPYUCYTHI Ha KOXKHIl MDKHAPORHI BUCTABLY.
[pumipom, crminka Ukrsadvinprom o6’enHama BUPOOHMKIB Bu-
HOrpajly pasoM i3 BUpOOHMKaMy QPYKTiB i ATy, i 1je 0XOIUIeHHs:
CTaHOBUTD Maibxe 80% KOXHOI 3 X rajyseil. Bpaxarounii perion
3aKapnarTs 3pocTae 3aBAKM HOBUM acollialliAM i mopiaM; iHmmi
OpraHisail 3a/IMIIAITHCA AKTUBHUMM 6Arato poKiB; i, OCKITBKI
OyTn moHepoM - Lie croci6 >kutTs, y 2025 poli CTBOPEHO HOBY
aconiantito UVWA, IOK/MKaHHSA AKOI — CTY>KMTY HAYKOBOIO Ta iH-
CTUTYILHOI I71aTOPMOI0 YKPATHCHKOrO BUHA, Yepes BIIacHi Al Ta
HiTPUMKY iHiliaTVB iHIIMX acoLiawifi Kpainu. €aHicTb fae cuy. [
HACTI/IbKM TIOTYKHY, ILJ0 BCi BOHM CTAIOTh TAPTHEPAMM JIEPKABHIX
MiHICTepCTB, SAKi BU3HAYAITb KOXKeH KPOK IHEyCTpii MaitbyTHHOTO.

Ille kinbKa pOKiB TOMY Ipe/ICTABNEHICTh Y BUHHIIX MarasHax,
pecTopaHax i MiCIIAX, ie I0Th BMHO, Gya Maibke IpuBiTeeM,
3m06yTuM HeGaraTbMa yKpaiHCbKuMY BiHaMu. ChOTOfHI BOHI
Bcropy. 1e Openpu, 3a AKMMM CTOATD >KiHKM ¥ YOTOBIiKY — IIio-
Hepu cBoei enoxin. S sHaro mainke Beix. I cepen nux - Big Wines i
46 Parallel - e HiGU JBa TOTOKY BIHA, 10 >KUBJIATH HAIOPOXK-
YIX MeHi yKpaiHIliB.

Y it camiii KpaiHi i y Toil cammii IlepeiBOEHHMIL Yac Mefliarpy-
ma Drinks+, 1o Hapogmacs 6arato pokiB TOMY, 3aIIyCTIIa HOBUI
rnobanbamit incTpyment - THE WINE TRAVEL AWARDS. 1le ta
iOHepchKa Micisl, sIKy BapTo 3adikcyBaTi: IIPOMOHITOPUTI BUH-
HUI CBIT 110 BCiil [1aHeTi i 06’€qHATH 3 TEPUTOPIEID, sIKa 060B’s13-
KOBO BUCTOITh. lle He nuie miinpyeMHMIIbKA 4M pefaKililiHa iHi-
LiaTKBa; Iie KyabTypHe yrBepmkenHsa. Crocib ckasary, 110 BUHO
3a/IMIIAETHCS MOBOIO IMBIMi3allil HABITh TOMi, KON HACUIbCTBOM
HaM HAMATaloThCs HAB A3aTH PAOChKY THILY.

Tomy, komu 1i pagxu rosoparb npo ITIOHEPIB, Bonn BIma-
HOBYIOTb He JIMIIE TVX, XTO BIPOBAJKY€E iHHOBALIl B TEXHOJIOTIIO,
MapKeTHHT 4y iHppacTpykTypy. BoHM BIIAaHOBYIOTb THX, XTO IIili-
TPUMYy€e BUHO i TBOPUTb MajibyTHe B KpaiHax, WO IIPALIOITD Y
HOPMA/IbHUX YMOBaX. A TaKOX - i, MOX/INBO, 1l HailBaX/1yBille
- THX, XTO CTBODIOE BCe Ii¢ B HEMIMOBIPHMX OOCTaBMHAX, IIOIPH
BiliHy, Xonog; i o6¢Tpimu. Llporo poky Ha mepuiit o6kmaauaLi The
Wine Travel Awards Guide - o6pasu [Bana Mapuyka, ykpaiHCbKOro
renist XX i XXI cTorit, 1110 roBopsATh HaM 11po «IIpobymkenHs». I
1€ CTOCY€ETBCA YCiX YKPAIHChKUX BUH — K THX, [0 IOYa/IM IPOLEC
HpOéyI[)KCHH}I noHay, 20 poKiB TOMY, i THUX, ILJ0 IPOJOBXI/IN JI0r0
BCYIIEpeY «BiTpaM aTak i XBUIAM JPOHiB».

Y 4acu, Komu 1OCTa€ HeOOXiHICTb PO3YMHO 3aXMILATK Bif-
NIOBiJlaNibHe CIIOXKMBAHHA Ta KyIbTYpPHY TiIHICTb BMHA, IIOHEpK
IHepecTaioTh GYTH POMAHTUYHOW Kareropiei: ne morpeba. [lo-
JOPOX Y CBIT BUHA — 1€ KUTTA, IPUCBAYEHe PO3BUTKY OffHI€l 3
VX 16 Karteropiit, crBopernx npoektom THE WINE TRAVEL
AWARDS. I cboropHi Taka mojgopox € OfHUM i3 HailedeKTUBHi-
X | HAMpeKpacHImmX crocobis 36epexkeHHA BJMHA, YaCTUHU
HaIIoI I[MBiTi3aIrii.

Dr. Ricardo F. Nufiez — BuHHMIA nianpuemeLb, 3acHoBHMK Vinos de La Luz Wine Group
Ta Vinos de la Luz Scientific International Center. IH03eMHWI1 iHBECTOP Y BUPOOHULTBO
YKpaiHCbKOro BMHA Micns novaTky NoBHOMAcLWTabHOro BTOPrHeHHs. MNucbmeHHuK. Meue-
Har. Naypeat OIV Merit Award 2025 (International Organisation of Vine and Wine).
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Pioneers: arriving earlier,
seeing earlier

Some words wear out through overuse and yet never lose
their function. “Pioneers” is one of them. In its strict - and
useful - sense, it describes those who are among the first to
introduce, develop, or implement ideas, products, technologies,
or business models capable of opening markets or transforming
industries. It is not about speed; it is about direction. A pioneer
does not merely move; they orient. They anticipate change,
create a language to name it, and leave an impact that remains
when the initial excitement has already faded.

In the world of wine, a pioneer is not necessarily the person
who “invents” something from scratch. It is the one who dares
to reinterpret a millenary tradition without breaking it; the one
who understands that innovation does not consist in denying
the past, but in turning it into a platform. That nuance matters,
because wine is one of the rare cultural products that has
accompanied humankind for thousands of years and, at the
same time, continues to change. In that tension - memory and
future - contemporary wine tourism is born: a journey that
does not begin at the airport or on the road, but in the decision
to understand what lies behind a glass. And that is what THE
WINE TRAVEL AWARDS show us.

By Dr. Ricardo F. Nufiez

the Wine Travel
Awards, wine
tourism, and

the awakening of
ukrainian wine

The journey into the
world of wine

For decades, wine tourism was a specialized chapter within
the industry. Today, it is, unmistakably, a strategic branch of
cultural, rural, and gastronomic tourism. Millions of travelers
set out to visit vineyards, tour wineries, attend harvests, sleep
among the vines, converse with winemakers, join food-pairing
experiences, and above all experience something a wine shop
may suggest but cannot deliver: the intimate relationship
between landscape, craft, and time.

The expansion of wine tourism is not explained only by
consumption or by the growing sophistication of travelers. It is
explained by a more powerful idea: in a world saturated with
information, people seek experiences with meaning. And wine
- when visited in its place of origin - offers direct access to a
territory’s identity.

The formats keep multiplying. Alongside the classic guided
tour, we now see thematic routes, architecture and heritage, wine
museums, sensory experiences, local gastronomy, hiking and
cycling through vineyards, wellness (yoga or spa experiences
linked to the viticultural landscape), open-air tastings, premium
formats, and family-friendly experiences. Digitalization adds a
new layer: online bookings, immersive storytelling, augmented
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reality, personalized content, and a permanent conversation on
social media that turns each visit into a narrative. In other
words, the journey continues after the journey.

And that world is made up of many activities that surround
it and integrate it.

The most recent data from an international research
effort coordinated by Hochschule Geisenheim University,
in collaboration with UN Tourism and the OIYV, reinforce
the magnitude of the phenomenon: wine tourism is
consolidating as an economically relevant sector and,
according to a summary of findings from the Global Wine
Tourism Report 2025, represents on average around 25%
of total revenues in the participating wineries. In addition,
more than half of wineries with tourism activity report
an intention to continue investing in wine tourism. The
message is clear: it is not a decorative “extra”, but a driver
of business and reputation.

The irreversible shift

When wine tourism becomes significant, it leaves a trace
in numbers and in public policy. The OIV (International
Organisation of Vine and Wine) reports 80 countries that
produce wine worldwide. In 40 of them, wine tourism
activities take place, generating an impressive base of visitable
infrastructure, with thousands of wineries open to the public,
as well as a large-scale economic impact.

Even in the face of those magnitudes, we can say we have
only traveled part of the road. If wine tourism used to be a
“complement’”, today it is a sector in its own right, capable of
moving investment, employment, infrastructure, and brand
narrative. And countries still need to be added that, like
China - already a member of the OIV since 2025 - are building
thematic wine cities as tourism destinations.

The cultural consequence is just as relevant. Wine tourism
turns wine into a shared language between producers and
travelers. And, at the same time, it forces the sector to
professionalize hospitality: it is not enough to make good wine;
you must know how to explain it, show it, host people, translate
it, and turn it into an experience. And those who make all of
that happen are in these pages.

Dossier D+

The Wine Travel Awards:
a pioneering instrument
for a world in motion

In that scenario, THE WINE TRAVEL AWARDS appears
for what it is in its essence: a pioneering construction for
an ecosystem that needed order, visibility, and a common
language. Rather than viewing the wine world through a single
doorway, it organizes it as a universe of complementary actors.
Its architecture - six “pyramids” and sixteen categories — works
as a navigation map: hospitality, brands, sustainability, art and
history, regions; communicators and influencers; guides and
operators; ambassadors and creative strategies; wine-and-
gastronomy events; and wine tourism education.

That design has a virtue: it does not reduce wine tourism to
the winery. It recognizes that the journey into the world of wine
includes hotels, restaurants, routes, museums, content, festivals,
institutions, operators, schools, and, of course, entire regions
that become “destinations” because they manage to articulate
experience, storytelling, and quality.

If the 21st century is the era of connectivity - physical or
virtual - THE WINE TRAVEL AWARDS operates as a platform
of selective connection: it brings the best to the surface,
enables comparison, exposes them to the judgment of the
global market, and at the same time offers them a mirror: “this
is what your region looks like; this is how your proposal reads;
this is how your hospitality is understood.” In that sense, it is
pioneering by method: it transforms dispersion into a system.

Technology: the new invisible
landscape of wine tourism

It would be naive to speak about contemporary wine tourism
without admitting that the trip begins before traveling. In a
visitor’s phone fit maps, bookings, comments, recommendations,
virtual tastings, real-time translation, payments, itineraries, and
memories. Technology does not replace wine; it frames it. It
makes an experience more accessible, more customizable, and, at
times, more “memorable” for audiences that demand immediacy
without renouncing authenticity.

*Dr. Ricardo F. Nufiez, wine entrepreneur, Founder of the “Vinos de La Luz Wine Group” and the

“Vinos de la Luz Scientific International Center”. Foreign investor in Ukrainian wine production
after the start of the full-scale invasion. Writer. Patron. OIV Merit Award 2025 (International

Organisation of Vine and Wine).



The paradox is compelling: in the full algorithmic era - when
this text may have been written by a system that fits on the head
of a pin, while its “author” is enjoying his favorite wines and
reading about the wine world - wine tourism grows precisely
because it offers the opposite: slow time, conversation, landscape,
craft, fermentation, cellar silence, history, and human attention.
Technology pushes, but the differentiator of the outcome is
genuinely moving: a glass poured in front of the vineyard, with
someone capable of explaining why that wine can only exist there.

That demands pioneering in a practical sense: today’s leading
destinations and wineries are not only those with the best terroir;
they are those that translate their identity into a contemporary
experience without trivializing it. Those that integrate real
sustainability, professional hospitality, training, accessibility, and
storytelling.

And the platform that brings its protagonists together is THE
WINE TRAVEL AWARDS.

Ukraine: pioneers for
having awakened a wine
culture in times of war

Here it is worth turning our gaze to Ukraine, not as a “case”
of wine tourism, but as a contemporary example of national
pioneering. Because the pioneering act does not always consist
in creating something new; sometimes it consists in reactivating
a country’s own language when the context makes it improbable.

Ukraine has endured years of relentless and ruthless fire. And
yet, in that same time, the wine sector - production, winemaking,
and related activities - has shown a resilience that surprises: it
has grown inside and outside the country, driven by an army of
new producers who understood the message of a few who, 25
years ago, dared to reinstall the word “quality” in local wine.
Among those milestones is even the creation of a wine cultural
center in the Shabo region, a work that symbolizes institutional
ambition on a map that should be populated with similar places
across the country.

Examples of pioneering speak for themselves. At a winery in
Bessarabia, an entry in the guest book proposes setting one day
each year to celebrate the International Odesa Black Day, a variety
created between 1948 and 1950 by the Tairov Institute in the
Odesa region. This is not technical trivia: it is a sign of identity.
That variety became vineyard and wine in the 2000s in the hands
of very few producers, and one of them had already been earning
recognition in demanding international competitions.

It is pioneering of continuity: taking a local creation, believing
in it, carrying it to the international level and, by doing so,
educating both the country itself and the external market.

History then fixed the narrative. In a painful yet memorable
book - INVASION -a U.S. based correspondent for The Guardian
recounts that, while in Kyiv and on his way to a dinner at friends’
home on February 22, 2022, he entered a beverage shop to buy
a bottle of wine as a gift. He walked out toward his destination
carrying a bottle of Kolonist.

LPersonaliter

From that home he would write through the night that the
full-scale invasion had begun. Without intending it, he left
behind a cultural snapshot that also contained a premonition:
Ukrainian wine was there too, on the threshold of a dark time,
but as the base of a resilient national industry that would grow
impressively in the following years in the hands of hundreds of
producers competing inside and outside the country.

In the midst of the war, new associations have been formed
that represent Ukraine as an integrated wine-producing whole,
both domestically and internationally. “Wines of Ukraine,” the
slogan of the Association of Craft Winemakers, is present at
every international trade fair. Others, such as Ukrsadvinprom,
have brought together wine-grape producers alongside fruit and
berries growers, as well as makers whose membership represents
up to 80% of each of these activities. The impressive region of
Zakarpattia is growing through new associations and events;
other organizations have remained active for many years; and,
because being a pioneer is ultimately a way of living, in 2025 a
new association was created - UVWA - with the vocation of
serving as the scientific and institutional platform for Ukrainian
wine, through its own actions and by supporting the initiatives
of the country’s other associations. Unity makes strength. And
so much so that all of them are partners of the ministries that are
defining every step of the industry of the future.

Being on sale a few years ago in wine shops, restaurants, and
places where people drink wine was almost a privilege earned
by a few for a Ukrainian wine. Today they are everywhere. They
have brands, and behind them are women and men - pioneers
for the era they live in. I know almost all of them. And two
brands among them - Big Wines and 46 Parallel - are like two
torrents of wine that make my most beloved Ukrainians.

In that same country and in that same time, the Drinks+ media
group - born many years ago in Ukraine - launched a global
instrument such as THE WINE TRAVEL AWARDS. That is the
pioneering dimension worth recording; to unite, connect, and reward
the wine world across the planet from a territory that will endure in
order to live the life of wine in freedom. It is not only entrepreneurial
or editorial initiative; it is a cultural affirmation. A way of saying that
wine remains a civilizational language even when violence tries to
impose silence.

That is why, when these lines speak of PIONEERS, they do not
pay tribute only to those who innovate with technology, marketing,
or infrastructure. They pay tribute to those who sustain wine and
create the future in countries that operate under normal conditions,
and also - and perhaps above all - to those who create all of that
when conditions should not allow it. The images of Ivan Marchuk -
the Ukrainian genius of the 20th and 21st centuries - on the cover,
telling us “Awakening’, apply to all Ukrainian wines, whether to those
that began the awakening process more than 20 years ago or to those
who have continued it against “winds of attacks and a tide of drones”.

In times when it becomes necessary to defend, intelligently,
responsible consumption and the cultural dignity of wine, pioneering
is no longer a romantic category: it is a necessity. The journey into the
world of wine - living to develop or enjoy one of those 16 categories
created by THE WINE TRAVEL AWARDS - is today one of the most
effective and beautiful ways to keep it alive.

DRINKS PLUS | B



DRINKS PLUS | k2

LWine Tech

Yomy Wine Lanyard crae
HOBVIM CTaH/]JapTOM BMHHUX

TIO1V1 Ta EeTyCTaLIN

- Posxaximv, 6y0v nacka, 3 4020 NOUUHANACA
8awa KoMnauis i Ax éu nputiuwnau 00 i0ei cmeopeHHs
Wine Lanyard?

Hamra koMmaHis faBHO 3aiiMa€eTbCsi BUPOOHUIITBOM
OpeHIoBaHOI MPORYKIIL: TaHbAPAIB ALA Geiifxis, 6pe-
JIOKiB, CYMOK-IIOIIEPiB Ta LIMPOKOT'O aCOPTUMEHTY TeK-
CTUIBHMX BUpOOIB i1 mpomoniit. Ham feBi3 — HaBiTh
HallMeHIIA [eTasb MAa€ SIKICHO MpAI[IOBAaTH Ha OpeHS.
ITepenamunmit MoMeHT cTtaBca y 2013 poui, Konu 1o Hac
3BEpPHYBC: KJII€HT — OpraHi3aTop IpOBifHOrO B YKpaiHi
decTuBamo BuHA - i3 3aMOBJIEHHAM OpPEHOBAHOTO
TpMMaya ISl KeJIMXa, CBOEPiTHOI MiHi-CYMOYKM 3 JIOTO-
TUIIOM ecTy.

- IIlo came 8ac 3axonuno 6 ubomy 3amo6neHHi?

IcTopia 6yJ1a HaCTi/IbKM HOBOIO Ta I[iKaBOIO, 1[0 MU
OyKBa/bHO MOHYpUIN B Hel. My Hifjiiiiim 0 3aBAaHHsA
3 KpeaTUBOM i 3alIpOIIOHYBa/IM MOENHATA NIHYPOK /A
Oeitmka 3 kenmuxoMm. Ilo-mepiie, 1e 3py4HO A/ TOCTEN
decTnBamo — KeNMMX He MOTPiOHO MOCTITHO AicTaBaTH
3 CYMOUYKH, a 10 TOTO X, PYKM 3a/IMIIAI0ThCS BIIbHUMMU:
MoxHa Qororpadysaru uu 6paru 3akycky. Ilo-mpyre,

Jlina Ta AHaromiit MebHUKY — 3aCHOB-
HJIKV KOMITaHii-BYpOOHNKa i TOProBux
Mapok Shnurok.ua Ta Lanyard.ua -
npamooTh y cdepi lanyard factory &
promotional textile moHaz 25 poxis.
CpOrofiHi IXHill MaTeHTOBaHMII BUHAXI],
NIEpETBOPUBCA 3 MUJIOTO aKCcecyapy Ha
HOBHOLIIHHII CyYaCHUI MapKETUH-
TOBUI iHCTPYMEHT, AKWIT JOIIOMArae
OpeH/iaM HaIlOIB BUXOMUTI Ha BUCOKMIA
puHKoBMit ofiiyM. Drinks+ posnuras
BJIACHMKIB KOMIIAHiI IIpO Te, AK IM BJia-
710CA 31 3BMYANTHOI PEK/IAMHOI CTPIYKM
CTBOPUTH IOTY>KHUI iIHCTPYMEHT
KOMYHiKaIii.

Mo

HeOpeHIOBaHNUII KeMux y MOEfHAHHI 3 OpeHIOBaHUM
TpuMayeM BUIARAB fAK Oeimx. To6bTo MM moemHanu
¢yukuioHanpHicTs i 6peHpmHr. Mu 3 JliHOW Kinbka
[HIB IpaloBagM HaJ, KOHCTPYKIi€l, WIYKaau MOJeNlb
U1 momnTTA. [3 ecATKa BapiaHTIB HapeUITi CTBOPUIN
I Kenuxa «BOpaHHsA» 3 TachMu. 1e 6yno HelIMOBipHe
BIZYYTTA — HiOM CYKHA [/1s MOAIyMY ifjea/ipHO Cina Ha
Mojenb. Tak Kelnux y MmoefHaHHI 3 TaCbMOIO IepeTBO-
PUBCSI Ha elleTaHTHY OpeHJZOBaHY CYMOYKY /I Jery-
craniit. KnieHT 6yB y 3axBaTi: 3aMicTh IBOX IPOAYKTIB
- HIHYpKa fi71s1 Gerijpka Ta CyMOUYKM IIiff 60Kan — BiH OT-
puMaB ofuH OpeHOBaHNIT i QYHKIIiOHAIBPHMIT aKceCy-
ap. Tax noyasacs eBosoLis BUpoOY, sIKMit MU Ha3Baju
Wine Lanyard.

- Ane cvozo0ni 6aw Wine Lanyard euznsaodae 306cim
inaxwe. fx 6io6ysanacs mpancpopmauin?

Y HacTynHi ce30HM decTrBaIb MOBTOPIOBAB 3aMOB-
JIeHHA — i 1opa3sy, Kolu 3MiHIOBaBCsA Kelux, MM Migou-
panu HOBi pO3Mipy Tachbmu, po3poObIIsIN HOBI /eKana.
[MotimM 3’sABUINCS iHLI KIIE€HTH, SAKI OIPUHOCUIN CBOI
Ke/MXy, a MU aJJallTyBaJIi HAll BUHAXIZ mif pisHi dop-
Mu. OZHOTO pa3y HaM Iepefjany KelIuX HecTaH/apTHOI



Pexknama

Wine Tech

dbopmu - i TacbMa IPOCTO He TpuMasna ioro. Mu
3HOBY 3aHYPM/INCA Y KPEATUBHI IIOUIYKY i 3HAMLIIN
iero 3aMiHUTY OOUH e/IeMEeHT 3i 3BUYalHOI TaChMI
Ha enactuyHy. Ile mpocre pilleHHA CTano0 IPOpPHU-
BOM — MM BMHAJMIIIM YHiBepCaJIbHUI TpUMAY /I
Pi3HUX BUJIIB K€IMXiB.

- Ak eunukna ides nepemeopumu 6UCmMasKo-
8ull mpumay Ha nodapyHkoeuii axcecyap?

e texx cramoca npupopHo. Ilig yac opniei 3
[OJOPOXKEN MM BifBifanyu BUHOPOOHIO 3 [ery-
craniero. Jlokauis 6yna 4ymoBa, ajie MU IOCTiTHO
pyXanucsi TepUTOpi€el0 3 KelMxaMy B PyKax i Ha-
maranucsi ¢ororpadysarn. Mu 6amaHcyBamm, Ak
LM PKOBi eKBiJIi6pMCTM, MiX 6a)KaHHAM He posnuTtu
BIHO 1 NparHeHHAM 3adikcyBaTy Kpacy HaBKOJIO.
Y ueit MmoMeHT 51 mofgyMaB: «Ot 61 3apa3 Hamr Wine
Lanyard!». Mu 3amponoHyBaau BIacHUKY BVHO-
po6Hi HOBUIT Mep4 — i BiH ofpasy moropuscs. Te-
IIep J0ro TOCTi MOXKYTh BiZIbHO I'yIATY TEPUTOPIEIO,
dororpadysary, CHinKyBaTUCs, 3yNUHATUCS B 3a-
TULIHUX JIOKALlifIX Ta 3pYYHO IETYCTyBaTu. A 1ie —
oTpumytoTh 6penoBannit Wine Lanyard sx ¢pyHk-
LIiOHA/IbHMI CYBEHIpP, 3 MOXK/IMBICTIO BUKOPUCTATH
J10T0 y IOJa/IbIINX ITOZOPOKAX UM Ha MiKHIKaX.

- Axum € Wine Lanyard cvo-
200Hi?

EBomonis tpusBae. Mu mnpo-
IIOBXXYEMO BJIOCKOHA/TI0BaTU
Ham BuHaxig. HemomaBHO po-
3po6MUIN MOHeNnb AL IOJOPO-
JKell — TpuMad y IO€NHAHHI 3
KEIMXOM 31 CK/Ia, 110 He 0’ €Thb-
cs1. 3aBasku sAKicHit ypHiTYpi
Ta perynanii pgopxuHu Wine
Lanyard Burnsgae sk ¢eumH-cy-
MOYKa.

Terep Wine Lanyard, 3amex-
HO BiJi OpeHAMHIY Ta KOMIUIEK-
Tanii, Moxxe OyTH NOZapPyHKOM
Ha CBATa, CTUIbHMM aKCeCyapoM
Ha BECI//IA 4M IOBi/eil, efleMeH-
TOM OpeHAy abo HOCieM KOpIIO-
PaTMBHOIO iMif>Ky pns pisHoO-

W

%
}

FASHION

HOIR

MaHiTHUX nopin. Ile pyxe 3pyunmit
aKcecyap, AKUII CTa€ lefai MOMynap-
HIIIMM cepefi BUHHMX Ipodi Ta BailH-
7I0BePiB — i B YKpaiHi, i 32 KOPJOHOM.

- Yeniwni po3pobxu uacmo npu-
eepmatomv  yeéazy Panvcudika-
mopie. Ak éu 3axuwiaeme ceiil npo-
oykm?

Mu odopmuny maTeHT Ha Haul
BUHaXiJ B YKpaiHi Ta Ha 3araJibHO€B-
pomeitcbkomy piBHi. Koxxen Tpmmau
Wine Lanyard mae 6penpoBaHy MiT-
KY, 110 i TBEPJIKYE AKICTb Ta IOXO[ -
keHHs. Wine Lanyard - e sk cTumib-
HUIT e/leMeHT 06pasy, SKMil TOBOPUTH
PO CTUJIb XUTTs, AAKICHE BMHO, CBO-
6opy Ta CMak o JeTajeil.

3ampolyeMo 7o criBmpaii BUHOPOOiB, BIACHMKIB KpaM-
HUI[b Ta OpraHisaTopiB ¢ecTuBaIiB BMHA. M1 X04eMo, o6
YKPAiHChKII BUHAXI], CTaB CBITOBUM CTaHJAPTOM KY/IbTYpU

perycraniit. bo cBoboza — 11e Te, 1[0 Macye KOYKHOMY, 0C00-
JIVBO B TIOEJHAHHI 3 KE/INXOM JOOPOTo BIHA.

(@VILEENE)
www.winelanyard.com.ua
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Why the Wine Lanyard %
Is Becoming the New

Standard for Wine
Events and Tastings

Lina and Anatolii Melnyk, founders of the production company and brands Shnurok.ua and Lanyard.ua, have
worked in the lanyard and promotional textile industry for more than 25 years. Today, their patented invention
has evolved from a charming accessory into a fully fledged modern marketing tool, helping beverage brands
step confidently onto the premium stage. Drinks+ spoke with the company’s founders to learn how a simple
promotional lanyard has turned into a powerful communication instrument

How did your company begin, and what led you
to the idea of creating the Wine Lanyard?

Our company has long specialised in producing
branded items: badge lanyards, keychains, tote
bags and a wide range of promotional textile
products.

Our motto is simple: even the smallest detail
must work effectively for the brand. The turning
point came in 2013, when a client - the organiser
of one of Ukraine’s leading wine festivals
- approached us with a request for a branded
glass holder, essentially a mini bag featuring the
festival’s logo.
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What captured your interest in this project?

The idea was so fresh and intriguing that we
immediately immersed ourselves in it. We approached the
task creatively and suggested combining a badge lanyard
with a wine glass. Firstly, it’s convenient for festival guests
- no need to constantly pull the glass out of a bag, and
their hands remain free for photos or food. Secondly, an
unbranded glass paired with a branded holder resembled
a badge, merging functionality with visual identity. Lina
and I spent several days working on the construction,
searching for the right sewing model. Out of dozens of
prototypes, we finally created a “garment” for the glass
made from a ribbon. It felt as if a perfectly tailored dress
had just hit the runway. The glass, paired with the ribbon,
transformed into an elegant branded tasting pouch. The
client was delighted: instead of two separate products -
a badge lanyard and a glass pouch - they received one
branded, functional accessory. That was the beginning of
the evolution of what we later named the Wine Lanyard.

But today your Wine Lanyard looks completely
different. How did the transformation unfold?

In the following seasons, the festival repeated its
orders - and each time the glass changed, we adjusted
the ribbon size and developed new patterns. Then new
clients arrived, bringing their own glassware, and we
adapted our invention to different shapes.

One day, we were given a glass of an unusual form
- the ribbon simply couldn’t hold it. We returned to
creative problem-solving and came up with the idea of
replacing one ribbon element with an elastic one. This
simple change became a breakthrough: we had invented
a universal holder suitable for various types of glasses.

How did the idea emerge to turn an exhibition
accessory into a gift item?

Quite naturally. During one of our trips, we visited a
winery for a tasting. The location was beautiful, but we
kept walking around with glasses in our hands while
trying to take photos. We were balancing like circus
performers, trying not to spill the wine while capturing
the beauty around.

At that moment, I thought: “If only we had our Wine
Lanyard right now” We suggested the idea to the winery
owner, and he immediately agreed. Now his guests can
stroll freely, take photos, chat, stop at scenic spots and

We invite winemakers, wine shop owners
and festival organisers to collaborate.

enjoy tastings comfortably. And they receive a branded
Wine Lanyard as a functional souvenir, which they can
use on future trips or picnics.

What does the Wine Lanyard represent today?

The evolution continues. We keep refining our
invention. Recently, we developed a travel model - a
holder paired with a shatterproof glass. Thanks to high-
quality fittings and adjustable length, the Wine Lanyard
now resembles a fashion accessory.

Depending on branding and configuration, the Wine
Lanyard can serve as a festive gift, a stylish wedding or
anniversary accessory, a brand element or a carrier of
corporate identity at various events. It’s a highly practical
item that is gaining popularity among wine professionals
and wine lovers - both in Ukraine and abroad.

Successful products often attract imitators. How do
you protect your invention?

We have secured patents for our invention in Ukraine
and across Europe. Every Wine Lanyard holder carries
a branded tag confirming its quality and origin. The
Wine Lanyard has become a stylish part of one’s look
- a symbol of lifestyle, good wine, freedom and an
appreciation for detail.

WINE
Lonye

Our ambition is to see this Ukrainian invention become a

global standard in tasting culture. After all, freedom suits

@winelanyard
www.winelanyard.com.ua

everyone - especially when paired with a glass of good wine.
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SERVE

DISTILLING INNOVATION

Hannah
Tovey:

«The importers have
always been the bedrock
of London Wine Fair.
As largest global importer
of wine, their presence is
an essential part of the
show’s success».

On the cusp of 2026, a headline from London sent ripples through the global wine community: Britain's most
influential wine event, the London Wine Fair, has been acquired by a new company, Vindustrious. Yet for participants,
the shift proved far less dramatic than it first appeared — the new venture is led by none other than the fair’s long
standing Head of London Wine Fair, Hannah Tovey. Drinks+ had the privilege of speaking with Ms Tovey about the
evolution and future direction of this iconic exhibition. Given the scale of the changes, our conversation turned out to

be a long one - but well worth your patience

London Wine Fair 2026 will take place from 18th to 20th May at
Olympia and will mark the 45th anniversary of the exhibition. This
year brings exciting news: Vindustrious has acquired the London
Wine Fair, and you have become the owner and head of this new
world-class expo operator. Could you tell us more about the reasons
behind this transition and its expected impact? How would you
define it— “federalization,” a “new chapter,” or perhaps a “divorce”?
And what future plans arise from this change?

“London Wine Fair transferred ownership from Hemming Group
to Vindustrious - a new company I set up - at the end of October.
Whilst the ownership has changed, all five members of the London
Wine Fair team have remained in role, so in that sense the acquisition
marks a “new chapter”. The transition will bring both stability and
renewed momentum and marks a new era for London Wine Fair. The
buyout happened because the previous owner - Hemming Group -
wanted to focus on their core industries: infrastructure; transport;
public sector and healthcare. The arena of drinks had become an
outlier, so it made sense for them to sell the Fair. The buyout was
very amicable, and it has happened with the blessing of the Hemming
Group. As the sale has happened part way through the build up to
2026, some of the plans were already in place and announced - such
as the Host Nation initiative. There are further partnerships to be
announced as we approach May, as well as the third iteration of our
Icon Tasting series, but most gratifyingly we have seen a surge in
exhibitor bookings since the announcement””

We have insider information that bookings and prospects for the
2026 exhibition are already 14% ahead of the same period last year.
This growth follows the impressive success of the 2025 edition, which
saw a 40% increase in revenue compared to the previous year. What
other positive developments are you seeing following the transition?

Could you also share your assessment of the effectiveness of the Host
Nation initiative you introduced?

“Correct! And this is very much down to the success and growth
of 2025. Two areas of the show have seen particularly significant
growth: the Host Nation initiative, which will focus on producers
from the UK, spanning all drinks categories. This initiative alone is
set to bring more than 100 English wine producers to the show - we
have already had to double the allocated space, such was the demand
- 50 yes, this has been extremely successful. We are also set to double
the size of Signature Serve; this is the spirits and mixers section of the
show which launched in 2025. In the last couple of weeks alone we
have secured big name spirits brands - including Pernod Ricard -
which really underline the renewed status of the event.”

It would probably not be an exaggeration to compare you to
the captain of a high-speed ocean-going yacht who has successfully
steered the vessel through many turbulent years, including the
pandemic. How do you see and feel yourself? Who are the key
members of your team, and do you anticipate any changes in roles
or personnel?

“T would say that sounds pretty accurate! I have worked in events
for 25 years, including running seven London Wine Fairs. The last
five years have seen the most challenging period of the show, against a
backdrop of Brexit, the Pandemic and onerous taxation. But the team
and I thrive on challenges! We created the industry’s first fully digital
event during the pandemic, and a hybrid event thereafter. The Fair
has become a key platform which the industry can use to debate and
discuss the significant geo-political challenges and opportunities of
our time. So, whilst the industry is seeing significant turbulence, we
are also seeing our exhibitors seize opportunities through innovation
and strategic decision making.



Alongside myself, the London Wine Fair team comprises: Kate
Stretton (Director of International Sales); Mara Veith (Director of
Sales: UK, France and Asia); Holly Boatright-Wilson (Marketing
Manager); and Kasie-Ella Dixon (Marketing and Sales Executive).
And Dan Warner joined the team at the beginning of the year, as Sales
Manager for Signature Serve, the spirits section of the show. Between
us we have a terrifying number of years in the drinks industry and
events in general. We have a great energy as a team and each one of the
team brings a unique and colourful personality and level of experience
and knowledge that is a joy to work alongside”

As we know, the London Wine Fair 2025 was shortlisted for an
impressive four Exhibition News Indy Awards: Trade Show of the
Year, Content Programme of the Year, Exhibition Growth of the
Year, and Best Event Director - the latter recognising your leadership
personally. Ultimately, the London Wine Fair received Highly
Commended distinctions for both Best Event Director and Trade
Show of the Year. Could you comment on these achievements? Which
recognition is the most meaningful to you, and which one was the
most challenging to attain?

“This was an unprecedented number of awards in a single year for
the event. Being Highly Commended for both Best Event Director
and Trade Show of the Year categories meant so much to us all -
putting on London Wine Fair is very much a team effort after all - so I

would say the Trade Show of the Year was the

most meaningful to me personally”

Over the past three years, we've witnessed
a noticeable intensification of competition
among the leading drink-sector exhibitions,
with Paris and Diisseldorf actively vying for
dominance. Yet, regardless of how the global

“podium” may look today, London continues to hold a truly unique
position. In your view, what specific characteristics of the British
market allow London to maintain this special status? Would it be
fair to say that one of the strongest assets of the UK market is its
deeply rooted trading capacity - the network of importers, buyers,
and companies whose expertise and international connections in the
wine trade have been shaped over centuries?

“With Wine Paris and ProWein only a month apart from each
other, we are seeing producers deciding to choose either one or the
other of these larger events in addition to participating at London
Wine Fair later in the year. So we are not really seeing an impact on
us. The UK is the largest importer of wine in the world, as well as
the largest exporter of spirits, so in that regard it essential for any
producer looking to do business in this market and beyond. It is of
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course a highly competitive market, so events like London Wine Fair
are essential platforms for getting products in front of the UK’s drinks
buyers and decision makers. In terms of reaching this audience,
London Wine Fair is unrivalled.”

If we are not mistaken, the London Wine Fair is perhaps the
only major international exhibition where importing companies are
represented so actively as exhibitors. How do you encourage their
participation? What mechanisms or initiatives help you strengthen
exhibitors’ motivation? And on the other side of the equation — how
do you increase buyers’ motivation to attend the Fair and participate
in its various events? In this context, could you tell us more about the
Drinks Buyers Awards and their role in attracting and engaging the
buying community?

“The importers have always been the bedrock of London Wine
Fair. As largest global importer of wine, their presence is an essential
part of the show’s success. Leading agents like Hatch Mansfield and
Les Producteurs et Vignerons de France have been with us since day
one, and alongside other long-term supporters like Buckingham
Schenk; Beyond Wines; ABS Wine Agencies and Felix Solis, see the
Fair as pivotal event in their calendar. We were delighted to welcome
Mentzendorff back to the show in 2024, and then to see them double
the size of their stand in 2025. This year we are looking forward to
seeing more importers of all sizes back to the main Trading Floor

The UK market is particularly diverse, which means that
producers coming here seeking representation, are not
necessarily restricted to a particular characteristic.

of the show, including Seckford Wine, returning to the show. They
participate because London Wine Fair is an essential part of their sales
strategy. They know they will be able to have meaningful meetings
with buyers as well as key decision makers and foster relationships
with those in customer facing roles; retail managers and sommeliers
for example, as well as media. Our ratio of exhibitors to visitors is
currently unrivalled in drinks industry events, at 22:1, around four
times that of its international competitors. Our Drinks Buyers Awards
- an updated iteration of our Wine Buyers Awards, to recognise our
uplift in spirits and no and low alcohol buyers attending the show -
do give added pull for our most influential visitor audience. We have
had a record number of entries this year illustrating the exceptionally
strong credibility these awards have garnered”

Could you name some of the most reputable trade structures
and explain how they typically work with your exhibitors? How
have priorities in this area changed today? What characteristics of
producers have become most important when selecting partners, and
what trends are influencing changes in buyers’ assortment portfolios?

“We work closely with the Wine & Spirit Trade Association when
building content for the show. They always host an Industry Briefing,
bringing debate on the issue of the day to the UK, via our platform.
There has been no shortage of content over the last few years as the
global industry has faced so many challenges, from Covid-19 to tarift
chaos. The UK market is particularly diverse, which means that
producers coming here seeking representation, are not necessarily
restricted to a particular characteristic. We are seeing growth in
lower alcohol wines as well as No and Low products, reflecting the
fast growth of this sector. But equally, we are seeing demand for wines
from all corners of the winemaking world, particularly those from
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off the beaten track. We are seeing increased demand for sustainable
products across the board, and over recent years we have seen
producers proudly showcasing these initiatives, something which we
actively champion”

As we understand it, LWF 2026 will see several debuts - both
among buyers and among exhibitors from adjacent or entirely new
sectors. Could you introduce the most notable newcomers, or those
that you consider particularly significant?

“Our most exciting debut is our Host Nation initiative, introduced
to showcase a specific country or region as the centrepiece of London
Wine Fair. For the first year, the focus will be on British producers,
including English and Welsh wine. We have been absolutely thrilled
with how positively this has been received. Our original English
Wine stand sold out, this dedicated space has now doubled in size,
with 50% of this already allocated; expectations are that more than
100 UK producers will sign up in time for May, exceeding the original
target; an almost five-fold increase on 2025. It is great to see so much
optimism and growth in this sector.

We are set to see a really interesting mix of English wine producers,
including: 1276 Wines; Balfour; Bolney; Chapel Down; Everflyht;
Flint Vineyards; Gusbourne; Roebuck; Sandridge Barton; Simpsons;
and Williams Family Wine, along with 30 producers from Defined
Wines, which will host a Pop-Up Tasting on the middle day.

WineGB is also supporting Host Nation and is taking a stand
within the Host Nation area, with an education focus. And we are also
updating our annual Wine Writers Edit - the list of 30 “must taste”
wines - selected by 10 of the UK’s leading wine writers and influencers
ahead of the show; one of the three products to be selected by each of
the wine writers must be British. In terms of other new and returning
visitors, we are absolutely delighted to welcome back Chile’s Luis
Felipe Edwards, celebrating their 50th anniversary this year, as well
as Wines of Washington, Virginia Wines, Bordeaux, Sherry and - for
the first time - Friuli. We are looking at a really exciting and diverse
range of exhibitors this year”

P

It would probably not be an exaggeration to say that the dynamic
- and highly exhibition-attractive - landscape of the British drinks
market is shaped to a large extent by key figures such as Oz Clarke,
Jancis Robinson, Robert Joseph, and the many Masters of Wine who
live and work in the UK, as well as influential media including The
Drinks Business, Decanter, The Wine Merchant, and others. Every
ambitious producer worldwide seeks to be on their radar. Which of
these opinion leaders and media representatives will take part in
LWF 2026, and in what capacity?

“All the influential drinks media publications will be participating
in the 2026 show in some capacity, be it through exhibiting, hosting
events, or collaborating on what will be a rich timetable of industry
briefings and masterclasses. It too early to say which key opinion
leaders and influencers will be involved on an individual basis, but
we have attracted a very high calibre audience in the last two years
through the Icon Tasting, which will see its third iteration in 2026.
Last year’s judges included: Susie Barrie MW, Writer & Broadcaster,
Wine Blast podcast; Sam Caporn MW, Director - The Mistress of
Wine; Oz Clarke, broadcaster, author; Tom Hewson, Champagne
Correspondent, Decanter; Alice Lascelles, Journalist at Financial
Times; Matthieu Longuere MS, Wine Development Manager, Cordon
Bleu; Peter Richards MW, Writer & Broadcaster, Wine Blast podcast;
and Siobhan Turner MW, Wine Consultant.”

Your own marketing experience is virtually impeccable: you led
the digital transformation of the London Wine Fair and are credited
with founding Imbibe Magazine, one of the industry’s leading
publications. From your perspective, what is the role of media today -
both digital and print - in shaping the modern wine industry? Which
formats or channels do you find most effective, and why? What are
the primary communication and promotional channels you plan to
focus on going forward, both within the UK and internationally?

“The role of media today is more important than ever. We are
incredibly lucky in this market to have such a breadth of knowledgeable
and reputable journalists, wine writers and publications within such




a diverse array of platforms, be it print, digital, social or broadcast. I
don't think it is an exaggeration to say the UK drinks publications are
unrivalled and are seen as the voice of the industry the world over”

As announced on your website, following its notable debut in
2025, the Signature Serve section - showcasing premium spirits - is
set to make an even greater impact in 2026. What new elements or
experiences will this space offer? And which audience segments is it
primarily designed to attract?

“We created Signature Serve specifically for an audience of top
end UK based buyers and distributors, from leading cocktail bars
to independent retailers and multiples, because we could see the
demand was there. Our research showed that more than 2,000

decision makers working in spirits were already attending and this
was down to the increasing crossover between wine and spirits
buying roles. London Wine Fair was already an essential part of their
wine-buying remit, but there werent enough spirits exhibitors to
meet their demand.

“The inaugural show was
a huge success with several
exhibitors signing up for 2026 on-
site - including Brixton Spirits;
Beckfords Rum and O’Donnell
Moonshine, which is increasing
their stand space by 500%. We
also have a wealth of companies coming for the first time, including
Vincenzi; Regal Rogue; Sacred Spirits; Brands Jalisco; Casoni;
Claxton’s Spirits; Foreva Farmers; Frontline Spirits; No & Flow
Brands; Pernod Ricard; Pillars Brewery; and Veda Mushroom. We
are expecting the space to double for 2026.

“As in 2025, we will run Signature Serve’s Sundowners Session
on the Monday evening; Fifty VIPs, comprising the UKs top spirits
buyers and media, will be invited to attend this “after hours” event
where exhibitors will prepare “signature serve” cocktails. This will
be exclusive sampling occasion, for a VIP audience, with many of the
cocktails reflecting the cutting edge trends in mixology”

“The Signature Serve Theatre will also see a 25% increase in
content, and this will be led by our Ambassadors, Millie Milliken, the
award-winning drinks and hospitality writer; and Liam Davy, Head
of Bars for Hawksmoor Restaurants.

“We can also share that we will be including a brand-new spirits
focused category — as well as No&Lo - to our Drinks Buyers Awards,
originally created as the Wine Buyers Awards in 2020. There will be
two Spirits Buyer Awards which will recognise outstanding buyers
up for grabs, the off-trade: Spirits Buyer Supermarket/Multiples) and
Spirits Bury (On-Trade)”

Photos provided by the London Wine Fair

6 6 Beyond this, producers
should identify how to ensure
their products can capture
the attention of their target

audience, be it buyers, retail
managers, bartenders or media.
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As we know, you plan to devote special attention to the low & no-
alcohol category. In which space and format do you intend to present
this segment? What other key industry trends will be highlighted at
the fair, and how will they be showcased?

Our Mindful Drinking Experience, delivered in partnership
with Club Soda, enters its third year of growth—underscoring the
rising significance of the No & Low category. Now in a more central
location, the experience proudly welcomes back returning exhibitors
including Zeno, Jorg Geiger, Smiling Wolf and Wednesday’s
Domaine, alongside new international additions such as Oh My
Baie from France. Were also excited to celebrate a major milestone
with Eisberg, one of the UK’s leading alcohol-free wine brands, as
they sponsor our newly launched No & Low Drinks Buyer Awards.
Eisberg will unveil a dedicated influencer and selfie space within the
Mindful Drinking Experience, located alongside their stand.

A key emerging trend within No & Low is the Mid-Strength
category, increasingly popular for moderation through sophisticated,
flavour-forward products. We'll be showcasing pioneering brands
in this space, like 6 Percent and Future Chateau. In addition, the
programme will feature a minimum of three masterclasses exploring
trends, new product development, and practical strategies to monetise
No, Low and Mid-Strength drinks across the on and off trade. We
will also be shining a spotlight on sustainability with a brand new
partnership, details of which will be announced very soon!

In 2024, our media group Drinks+ had the honor of serving as
the information partner of the remarkable Judgement of London
event. The star highlight of 2025 was the creative and dynamic
Battle of the Bubbles. Are you planning a similarly outstanding
competition for the upcoming edition?

“The Icon Tastings have been very well
received and are now a firmly established
element of the show. They were created
to boost the fine wine element of London
Wine Fair as well as become a significant
talking point, and in that sense, they have
been extremely successful with coverage on
the results reaching all key markets around
the world. Yes, there will be an Icon Tasting
in 2026 and it will be managed by Sarah
Abbott MW and Ronan Sayburn MS again;
we are planning to announce the theme on the 24th February and
what will be a high calibre judging panel in early April”

Please share your advice for producers planning to participate in
the London Wine Fair: how can they attract the attention of influential
opinion leaders and buyers? The first tip is probably obvious - register
as an exhibitor ))). But what should they focus on next?

“Registering early to maximise all the opportunities available
is advisable. Beyond this, producers should identify how to ensure
their products can capture the attention of their target audience, be
it buyers, retail managers, bartenders or media. Use the show to
launch new products with engaging storytelling which will resonate.
Highlight any innovations or trends which capture the zeitgeist: low
and no, sustainability, clever packaging, for example. Participate in
the sessions taking place in the shows theatre spaces, as a panellist
or within the audience. Investigate sponsorship options to boost
visibility beyond your stand. Upload your products onto the show’s
database, run by Bottlebooks, to enhance your visibility. Engage with
the visitor audience early on within our networking platform and
book-in on stand meetings and 121 tastings with your key targets.”
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The “Golden Ring” of Bourgogne:
a journey through terroirs and masterpieces,
and the Global Wine Tourism Day

In June - when nature is in bloom and the hills of Bourgogne are wrapped in the fragrance of
flowering vines — we set off on a magical journey to the homeland of the terroir philosophy.
Together with the Wine Travel Awards 2024-2025 winner in the “Top Guide” category, Oleksandra
Minenko-Decamps, we explore the uniqueness of the Climats, the beauty of its architecture and
landscapes, and a contemporary vision of wine culture through the three new wine museums of
the Cité des Climats et Vins de Bourgogne. And - a surprise - we take part in an exclusive event for
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Day 1, 17 June 2026

On this day, the new museum Cité des Climats
et des Vins de Bourgogne (Beaune) will open
exclusively for you - the guests of the Global
Wine Tourism Day. This celebration, initiated
by the Wine Travel Awards and the Cité des
Climats et Vins de Bourgogne, will take place
with the support of the Comité Bourgogne.
The day will conclude with the Wine Travel
Awards 2025-2026 Ceremony and a gala
dinner in honour of this international
celebration.

Day 2, 18 June

Beaune. A morning visit to the vineyard
surrounded Hotel-Dieu de Beaune, home
each autumn to the legendary charitable
wine auction Hospices de Beaune. Visits
to wineries and an introduction to the
celebrated Chardonnays. A wine-filled (but
not languid))) evening in Beaune.

Day 3, 19 June

Cote de Nuits. We listen to legends and
taste legends. Visits to wineries in Gevrey-
Chambertin and Vosne-Romanée, where
some of the world’s most prestigious and
expensive wines are produced. This is also
one of the largest communes of the Cote de
Nuits and the realm of the most elegant Pinot
Noirs. Notably, these wines were favourites of
Napoleon Bonaparte, who knew a thing or

a select circle of guests: the world's first Global Wine Tourism Day, held in Beaune.

two about fine wine. We shall understand
why. A visit to the headquarters of the
Climats, at Clos de Vougeot, with lunch
and a tasting. This is where the world
championship of ceufs en meurette - the
signature dish of local cuisine - takes
place. An evening stroll through a village
officially listed among “The Most Beautiful
Villages of France”. Dinner with celebrated
local wines.

Day 4, 20 June

Cote Chalonnaise. A scenic drive through
Rully, Mercurey, Montagny. A stop in another
of “The Most Beautiful Villages of France”
A visit to Cité des Climats et des Vins de
Bourgogne (Macon). Dinner with a tasting.

Day 5, 21 June

Chablis. We go to taste the sea! Chardonnay
is grown in many places, but Chablis is
made only here. A walk through Noyers-sur-
Serein. Visit to Cité des Climats et des Vins
de Bourgogne (Chablis): tasting of Chablis,

Tour
Detalls Ukrainian.
Price: €1850
Duration: 7 days / 7 nights

(arrival in Beaune on 16

Languages: English, French,

Included: Accommodation:
7 nights in a double room.

Chablis ler Cru and Grand Cru. Visit to
a winery. Dinner with local dishes (snails,
quiche with the unique Epoisses cheese, which
by French law is forbidden to transport on
public transport - almost like Thai durian!).

Day 6, 22 June

Dijon: the gateway to Bourgogne, and one of
France’s gastronomic capitals. A walk through
the historic centre, a tour of the palaces of
the Dukes of Bourgogne - and, of course,
an aperitif on the rooftops of Dijon. Visit to
La Cité Internationale de la Gastronomie
et du Vin. Gala tasting in a wine bar with a
focus on Cote de Nuits. Farewell dinner with
traditional cuisine and specialities.

Day 7, 23 June.
Transfer to the station

What Makes This Tour Special

An author’s tour by the Wine Travel Awards
2024-2025 laureate in the “Top Guide”
category, wine expert Oleksandra Minenko-
Decamps, for whom Bourgogne has become a
second homeland. Participation in the unique
first-ever Global Wine Tourism Day, when
the Cité des Climats et Vins de Bourgogne
(Beaune) opens its doors exclusively for you.
Exclusive receptions and tastings at legendary
wineries, some of which are normally closed
to visitors. A combination of the three new
wine museums - the Cité des Climats et Vins
de Bourgogne - and the gastronomic mecca
La Cité Internationale de la Gastronomie et
du Vin in a single tour. And, of course, the
company of Drinks+, and with us, boredom
is impossible!

guided tours according
to the programme. Wine
tastings at wineries

Not included: Meals and
drinks not specified in

June, final transfer on 23  Tickets to all Global Wine the programme, flights,
June). Meeting point: Tourism  Day  events, insurance, visa, personal
Beaune/Dijon railway lunch and gala dinner. expenses.

stations. Group size: 10-12  Transfers  according to

participants. the programme. Visits and  Contact: dimdi@ukr.net
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Mens Force & Mens Memory:

Live Strong. Remember Forever.

Zhmerynskyi Distillery is one of Ukraine’s enterprises with a long and respected
history. Today, however, it is a modern production facility where traditions are
combined with advanced technologies and an innovative approach to distillates.

The company that owns the distillery, ARCOR-INVEST, is currently focused on
the production of high-quality vodka - Ukrainian horilka. These horilkas are a
traditional product but a product of a new wave, created for life in the moment,
even when that moment tests a nation and the strength of the state.

Horilka from town Zhmerynka is produced from Lux-class spirit and artesian
water drawn from a depth of more than 125 metres, directly on the distillery’s
premises. This ensures exceptional purity, softness, and consistently high quality;
confirmed by the ISO 22000 food safety certification.

AN VBORAZS

| <ENBAINIAN TODRE >

FORCE
s The philosophy of ARCOR-INVEST horilka is built on simple yet
e 0 K fundamental values.

Perfect purity.
No impurities.

Cleanliness, transparency, and modern design - this is how
ARCOR-INVEST products can be described. Each bottle, with its
stylish label and refined taste, is the result of the master distillers
expertise and their passion for the craft.

Men’s Force is the choice of

confident, determined men for Truly excellent, enhancing Men’s Memory inspires
whom every day is a challenge -an h d d : o ¢ stories to be proud of. This
opportunity to prove their strength the mood an lnsplrlng strong  drink  embodies
and move forward by overcoming . memories,  strength  of
obstacles. It is a drink that unleashes a fr lendly atmosp here' character, and moments you
the power of the spirit and adds want to cherish forever. Its
energy. It is no coincidence that its The Menss horilka collection from ARCOR-INVEST credo, one every man will
slogan, which can also serve as a is designed for men who value self-respect repeat for years:

toast, is: Live Strong! and appreciate authenticity. Remember Forever!

q):‘Lo'-“! ] Vé‘

Men’s Memory and Men’s Force won gold
medals at the international competitions
Wine & Spirits Ukraine 2025 and

Craftstore & Crown Distillation 2025-2026.

Discover the horilka

of real Ukrainians!
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tel.: +38 075 758 08 08
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Text: Oleksandra Bantysheva

ay. Her Journey with Wine

In May 2025, Madame May-Eliane de Lencquesaing, known worldwide as
Lady May, turned 100. It felt like a sign from the universe - for that same
year marked the 100th anniversary of Pinotage, the flagship grape of South
Africa, where the estate still overseen by Madame May-Eliane is located.
And the stars aligned happily for Drinks+, as the legendary Lady May found
the time to give an exclusive interview to our media. We are immensely
proud that such an extraordinary figure in the world of wine shared with
our readers both her precious time and her bright, inspiring thoughts.



May-Eliane de Lencquesaing is a figure of
exceptional stature in global winemaking. Her name
is inseparable from entire eras, iconic chateaux, and
decisions that have shaped the wine map of the world.
Known for her inexhaustible vitality, she was named
Decanter’s “Woman of the Year” in 1994, becoming
the first Frenchwoman to receive this honour. For
decades, May-Eliane de Lencquesaing helped define
the identity of great wine estates - from Chateau
Pichon Longueville Comtesse de Lalande in Bordeaux,
which she led for more than thirty years, to Glenelly
Estate in South Africa, created later in life as a bold
and visionary project. Today, the wine named in her
honour, “Lady May”, is considered one of the finest in
Stellenbosch. Its distinctive character symbolises the
strength of spirit of Madame May-Eliane.

When she took the helm of Chateau Pichon
Longueville - family legend says it was decided by
drawing lots - she became the only woman winemaker
in the Médoc, surrounded entirely by authoritarian
men. Corinne Mentzelopoulos had not yet arrived at
Chateau Margaux. Only ten years later did Baroness

Philippine de Rothschild appear on the scene. But
Lady May stood her ground.

LPersona

Her authority extends far beyond the vineyards:
in 1993 Madame de Lencquesaing became President,
and later Lifetime Vice President, of the International
Wine & Spirit Competition (IWSC); she was awarded
the title of Officier de la Légion d’'Honneur, France’s
highest state distinction, established by Napoleon
Bonaparte in 1802. Lady May is a member of the
Bordeaux Académie nationale des sciences, and an
honorary member of the Pinotage Association for her
outstanding contribution to the global wine industry.
And this is only a fraction of the honours bestowed
upon this remarkable woman.

Her life and professional experience formed the
basis of her memoir My Journey with Wine, a heartfelt
account of a woman whose passion and determination
not only transformed legendary estates but also
inspired generations of winemakers around the world.
And her story with wine is still being written - for
this woman, whose name breathes spring, still travels
from Switzerland to South Africa every year, spending
several weeks there to oversee her vineyards.

o
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[ was very lucky for having learned
from both my 2 grand-fathers.
They took me with them to the
vineyards, thought me viticulture
and I used to pick the harvest.

D+: First of all, Madame May-Eliane de Lencquesaing, allow
me to thank you for taking the time and giving us the opportunity
to speak with you. When I read Jane Anson’s article about you,
it felt like reading a historical novel, leaving a sense of having
encountered the lives of people who shaped history. You raised four
children while maintaining your passion for science, managed the
jewel of France - Chdteau Pichon Longueville Comtesse de Lalande
- for over 30 years, and then Glenelly Estate in South Africa for
more than 20 years, and you hold numerous honorary titles. Out
of everything you have done and achieved in your life, what reflects
your true self? Do you ever feel any regret today for not dedicating
yourself to another passion - and if so, what might that have been?

May-Eliane de Lencquesaing: To create and to share - these
are what define me, and this can be done in many different fields.
But what I would have loved to study is geology - the soils and the
subsoils and archeology, which I did.

D+: In one of your interviews, you spoke with deep respect
and warmth about your grandfather, who was a kind and
extraordinarily knowledgeable man. He taught you the sciences,
foreign languages, and piano, and instilled in you a love for the
land and for the terroir. Could you please tell us how your passion
for winemaking began?

ML: I was very lucky for having learned from both my 2 grand-
fathers. They took me with them to the vineyards, thought me
viticulture and I used to pick the harvest. They took me to the cellars
and slowly made me discover the different qualities of wine tasting.

D+: For many years, you were the owner and head of Chdteau
Pichon Longueville Comtesse de Lalande, one of France’s most
luxurious and magnificent chiteaux. Could you recall the moment
you first stepped into this estate - what were your thoughts and
plans at that time?

ML: I married an Army man and was taken away from
vineyards. I was over 50 years old when my family asked me to take
back running our family vineyards. Chateau Pichon Longueville
Comtesse de Lalande in Pauillac in July 1978. Oenology had



developed tremendously since my childhood,
and I needed this scientific knowledge. I
decided to go back to University to study in the
class of Professeur Emile Peynaud.

D+: What prompted you to make such a
difficult (as it seems to us) decision - to part
with this true gem of France?

ML: I ran Chéteau Pichon Longueville Comtesse de Lalande
during 30 years with the greatest pleasure, working day and night. By
the time my children were grown-up. They were army children and
not interested by viticulture and by country life. This is the reason
why I had to sell my family home.

D+: When you sold the chiteau to which you had devoted
decades, you were at the age when many people dream of a
hammock, fishing, and knitting. Yet you chose an incredible - and
undoubtedly challenging - new adventure: to lead a winery in
South Africa. Why South Africa, and why not the hammock?

ML: I just kept Glenelly in South Africa that I had purchased
a few years before for 2 reasons: help developing the economy of
South Africa in memory of Nelson Mandela and develop also the
vineyards knowing the quality of the “terroir” and the kindness of
the people.

tPersona

D+: Speaking of South Africa, we of course
have to ask about Pinotage - a variety that has
experienced both highs and lows. In your view,
why has Pinotage’s path to recognition been so
challenging?

ML: The Pinotage variety is very special -
the wine making is different and though my
best friend does lovely Pinotage wines, but I cannot tell you more.

D+: Why, having the opportunity to work with Africa’s native
varieties, did you remain loyal to Bordeaux grapes?

ML: In 1688 when the Huguenots moved from France to the
Cape for religious reasons, they brought with them the French
varieties — these varieties developed with the terroir and the climate.
No change happened - no other variety was added.

I ran Chateau Pichon

Longueville Comtesse de
Lalande during 30 years
with the greatest pleasure,
working day and night.
By the time my children
were grown-up.
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D+: Founded by you in 2003 in South Africa, Glenelly Estate
is more than just a winery - it is a world-class wine estate with a
luxurious restaurant and a glass museum. Could it be said that
glass is another one of your passions? Your unique collection
includes over 1,000 rare pieces, ranging from antiquity to modern
times, and is housed in two private museums (in Bordeaux and
at Glenelly). Could you tell us about this extraordinary hobby.

ML: Glass is like wine. Both are linked to poor soils - glass
comes from sand and wine grows on poor soils. They exist by
the skills and work of men. Glass and wine are precious and have
belonged for ever to our civilization. I collected each piece one
by one, some in antique stores, some from studios. I have been
close friend with many artists in the US, in Italy, in France, always
interested in different techniques, different creations and different
skills in such a diversity of creation.

D+: Let’s return to the topic of wine. Madame Lencquesaing,
do you enjoy wine yourself, and if so, how much per day and
which types do you prefer? French or South African? Or perhaps
something entirely different - have any exotic wine regions
impressed you during your travels around the world? And
which wine masterpieces do you keep in your personal cellar?

ML: I grew up in the Medoc area, north of Bordeaux, along
the Garonne River, known for its classified appellation such as
Margaux, Saint Julien, Pauillac and Saint Estéphe an area for
only red wines. Wine was always served with our meals. At
age 7, we were given a glass of wine mixed with water. But we
were educated to look at the color of wines, to the nose related
to the age of the wine and to the story of the harvest. Later we
were allowed to taste.
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I drink wine every day with my food by small quantity - red or
white depending what kind of food. I enjoy all kind of wines. They
can be so different, more fruity, more tannic, more complex with
short or long after taste. I prefer elegant wines to powerful wines.

D+: Have you ever visited vineyards in Eastern Europe? If it is
so, which regions and wines have left an impression on you, and
why? Have you perhaps had the opportunity to taste any Ukrainian
wines?

ML: I am interested in Italian and German wines. Such as their
Ice Wines. My grandfather used to collect wines from Tokay. The
most Eastern wines I have tasted were from Lebanon and Georgia,
they are great. I never have had the privilege of tasting Ukrainian
wines and I would love to know more about their soils and their
varietals.

D+: You have immense experience and knowledge about wine -
you taste and identify styles, and seem to know everything about it.
Could you perhaps offer a few tips for people who are just learning
to taste wine: how to develop their palate and keep it sensitive?

Photos: www.glenellyestate.com

tPersona

I enjoy all kind of
wines. They can be so
different, more fruity,
more tannic, more
complex with short
or long after taste.

I prefer elegant wines
to powerful wines.

ML: No, you never know everything about wine, wine is such
a mystery. The color, the brilliance, the intensity in the glass is the
first discovery. Then comes the nose, touch of flowerness berries or
of notes of spices. This complexity brings you to guess what you will
discover in your palate. More your taste, more you learn to discover
all these elements. It is a discovering experience to be shared with
friends. In the palate you must always look for the fruit more than
the alcohol and for balance and also for the quality of the tannins.

Wine is very good for the health. When I was a 10 years old child
I had growing problems. Every day I was given by my grandmother,
before my lunch, a cookie with a glass of melted sugar in water with
two spoons full of red wine mixed. It made me strong.

D+: What are your thoughts on young people today who
tend to abstain from alcohol entirely, or from wine specifically,
finding it confusing or too complex? How do you view the current
development of the non-alcoholic wine industry? Overall, what do
you see as the future of wine?

ML: Young people should learn more about wine, the history
through the centuries. The precious work of growing a vineyard, the
respect for the fruit - this gift of God. Young people should enjoy
wines, they just need education and moderation. In France we say
“food without wine is a day without sun’”.
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The Drinks+ team once again invites all those

_ who cherish wine and the art of living to join
N Usonour enchanting wine journeys of 2026.
W

October, Italy

The Wine Travel Awards proudly presents a new
nominee - Villa Cammaratini (Sicilian Gourmet &
Experiences) - and welcomes wine and culinary travel
enthusiasts to an immersive gastronomic adventure in
Sicily.

Our small group (up to 12 guests) will stay in the comfort
of a traditional Sicilian villa, take part in a series of hands on
masterclasses led by a professional chef, visit renowned wine
estates, and explore the vibrant food market of Modica - a
city famed for its Baroque architecture, its hundred churches,
and its authentic Aztec style chocolate.

We are gathering like minded travellers for a remarkable
early October holiday - a magical enogastronomic journey
infused with the true flavours of Sicily.

LUXURY

o
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SICILIAN
COOKING
HOLIDAY

Villa Cammaratini

Nestled in the rural landscape of Modica, Villa Cammaratini is surrounded by centuries
old olive and carob trees set like a mosaic among traditional stone walls. This historic estate
preserves the memory of the legendary healer Don Saro Aprile, whose reputation once
drew visitors from across Sicily in search of remedies and secret formulas for wellbeing and
pleasure.

The owner, Signor Antonio Di Rosa, drawing on his experience in the tourism
transport sector and his desire to enrich local hospitality with new impressions, created the
culinary project “Sicilian Gourmet & Experiences” The project is designed for travellers
passionate about gastronomy who wish to discover Sicilian culinary traditions not merely
as observers but as active participants. It blends the region’s food and wine identity with
the tranquillity of a warm, welcoming retreat. Sicilian Gourmet & Experiences offers an
in depth, hands on introduction to the island: immersion in local culture, walks through
vineyards, exploration of food markets and wine cellars, and encounters with Modica’s
confectionery and cheesemaking traditions. A full time chef accompanies guests throughout
the programme, demonstrating traditional recipes ranging from simple dishes to refined
creations, all prepared with high quality local ingredients. Villa Cammaratini embodies
relaxation, understated luxury, and a deep immersion in the colours and aromas of authentic
Sicily. Mornings greet guests with birdsong and the soft rustle of olive trees, while evenings
settle gently over the quiet landscape, offering a sense of timeless serenity. Accommodation
is provided in elegant double rooms, each with a private bathroom and air conditioning.
The spacious kitchen serves as the heart of the house, where culinary lessons bring Sicilian
traditions vividly to life.

Excursions include: A visit to Bonajuto, the oldest confectionery and chocolate
shop, followed by lunch on a farm with a demonstration of ricotta and other cheese
production. A visit and dinner at the Rio Favara winery. A guided tour of Syracuse, including
Ortigia, with lunch at one of Portopalo’s finest restaurants serving fresh fish daily, followed
by an afternoon visit to Marzamemi.

Naturally, the exploration of Sicilian culinary traditions will be complemented by
encounters with the island’s legendary winemakers. Join us.

3-10 October

Duration: 8 days / 7 nights

Meeting point: Catania Airport

Group size: 10-12 participants

Language: English

Price: €2700—€2900, depending on the
chosen accommodation.

Price includes:

Accommodation: 7 nights in a double room
with private bathroom.

Programme excursions: guided tours of
Ortigia, Marzamemi and Modica; winery
visits and wine tastings; chocolate factory;
cheese farm; artisan glass plate design
workshop.

Culinary masterclasses: four full practical
cooking sessions with one of the region’s
finest chefs.

Meals and beverages: 7 breakfasts, 4
lunches at the villa, 7 dinners, alcoholic and
non alcoholic drinks.

Meals during excursions: 3 lunches in local
restaurants.

Two surprises from Signor Antonio Di Rosa.
Transport: one  complimentary  off
programme transfer per day for every six
guests; airport transfers and all excursion
transport by Mercedes Pullman.

Not included:

Flights, insurance, visa, personal expenses,
fuel for off programme bus trips.

Contact: dimdi@ukr.net
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