
Experts in the Law of Wine.



Germany is one of the largest wine consumer markets 
in the world, offering a lucrative business proposition 
to wine producers from other EU countries and the 
rest of the world.

Companies wishing to market and distribute wines in 
Germany need legal guidance to navigate the many 
laws and regulations governing production, distribution 
and sale of wine in the EU.

The EU market reforms of recent decades offer the wine
industry a number of new marketing opportunities, es-
pecially in the marking and labelling of wines. However, 
taking advantage of these and operating confidently 
requires sound legal knowledge and planning.

For years, our team of experts has partnered with 
companies of various orientation and size in the wine 
industry.

We offer the perfect combination of skills to help you 
navigate this complex area of the law:
• specialist knowledge and experience in the laws
   pertaining to wine,
• proven competence in competition and trademark law,
• a solid background in all areas of commercial legal
   practice.



Marking and Labelling

Labels are significant for the sale of wines and sparkling wines both as 
a marketing instrument and an information source. Unusual labels at-
tract attention against a sea of similar labels.

Mandatory and optional details with firmly regulated contents

There are very few limits on creative freedom with label design but 
there are strict regulations on obligatory and optional details.

We can review your adherence to the applicable legal provisions gov-
erning wine and sparkling wine labelling (including EC Regulation No. 
1234/2007, EC No. 607/2009, EEC No. 2333/92, the German Wine 
Act and the German Wine Regulations). Our specialists will advise you 
on formal specifications, such as the font sizes, and the requirements 
governing content.

Specialised areas of the law 
demand specialised expertise.



Marking and Labelling

Included in the requirements governing content are rules
surrounding permission to use the following details on the label:

• traditional designations such as Quality Wine from a certain wine-growing
   region, Quality Wine with specific attributes (including the classifications),
   Quality Semi-sparkling Wine from a certain wine-growing region, Quality
   Sparkling Wine (Sparkling Wine from a certain wine-growing region, or a
   vintner’s own sparkling wine)
• the new EU designations “Protected Designation of Origin”, “Protected
   Geographical Indication”, “Organic / Biological Wine” and the seals of
   approval belonging to them:

• operational details, such as, “winery”, “fortress”, “domains”, “monastery”,
   “castle”, “foundation”, “wine-grower”, “vintner”
• the bottler (including bottling by the producer, by the estate or at the
   winery) or the producer and those participating in the marketing (for
   sparkling wines)
• details as to varietals, year of vintage, production process and taste
• more specific geographical details as to origin (regions, large and small
   vineyards, community and suburb names) and traditional terms (such as
   “Classic”, “Selection”, “Riesling High Growth”, “Rosé Wines”)

We connect legal advice 
with commercial thinking. 



Marking and Labelling

Other optional details

You have far greater scope for flexibility with the other optional details. 
However, you must still conform to a legal framework, particularly the 
prohibition against misleading representations. Even details that appear 
objectively accurate can be misleading in a particular case.

In this regard, legal complaints and conflicts frequently concern:

• advertising using tradition and company continuity: notions about the
   age or tradition of a company can be evoked in diverse ways, e. g., by
   year dates (“Est. 1875”) or the presentation of goods in a historical way,
   using time-honoured terms
• classification of a product using health-related terms as contemplated by
   the so-called “Health Claims Regulation”, e. g. “wholesome” and “suitable
   for diabetics”
• advertising with deviations from regulated terminology, e. g. the varietal
   term “Pinot” or foreign designations of quality (e. g. “Reserva”, “méthode
   traditionelle”)
• advertising with qualitative or qualitatively-laden terms such as “prestige”,
   “premium”, “tart” or “selection”
• advertising with prizes and awards, seals of approval and test results

Choose strong,
personal support.



Protection of Trademarks and Designs

You can place your products on the market successfully and sustain-
ably if you have a representative name with a corresponding image. 
The design of the label, or a particular bottle shape, also plays an 
important marketing role. It is crucial that you officially secure the dis-
tinctiveness of your product and the competitive advantage connected 
with it. When you register commercial intellectual property rights such 
as trademarks and designs, you acquire an absolute right to prohibit 
imitations by competitors.

We will accompany you during national and international registration 
proceedings. Our long years of experience will help you to avoid legal 
pitfalls with registration and to sensibly combine the various systems of 
protection existing at the national and international levels. Examples of 
areas we will handle for you include:

• examining registration eligibility of designations, logos, colour combina-
   tions, geographical terms and collective marks as well as their subse-
   quent filing
• examining the protection eligibility of designs, such as label designs,
   bottle forms, corporate design, and their registration as trademarks or
   design patents
• monitoring the trademark to assure the continued validity of legal protection
• defence of protected rights against infringement by third parties

“Trademark law:
Simply put, this is what they 
do outstandingly well –
according to a competitor.”
The LEGAL 500 – Germany (2012 / 2013)



Warnings and Objections

What happens when your trademark rights are infringed by a third 
party? What options do you have if objections are lodged against your 
own wine products, for instance on the basis of the laws against unfair 
competition?

These cases call for immediate action. We have the necessary know-
how and resources to react quickly and effectively to complaints made 
against you (from wine monitoring authorities, warnings or applications 
for interim orders) or to launch action on your behalf to obtain interim 
orders against competitors infringing your rights.

Let bock legal comprehensively advise you about the possible conse-
quences of such legal infringements, which may include:

• cost-bearing warnings, against your commercial purchasers too
• immediate orders to cease and desist marketing, in the case of
   an interim order
• product recall
• destruction or re-labelling
• compensatory damage and recourse claims from commercial purchasers
• fines and criminal proceedings

Profit from our extensive liti-
gation and trial experience.



Creating Contracts

Your negotiations were successful and you would like record your 
agreement. The challenge now is to prepare the contract that is most 
advantageous to you; you cannot simply undo unfavourable provisions 
later.

We identify legal pitfalls early and help you avoid unacceptable risks, 
securing your business so that you can operate with certainty and 
defend the business if conflict arises.

Our contract drafting services encompass:

• accompanying you to contract negotiations
• examining external General Terms and Conditions of Business, and
   Purchasing Conditions
• drafting and proofing your contracts, e. g. General Terms and Conditions
   of Business, production and delivery contracts, licensing contracts, sales
   contracts, cross-selling and sponsoring agreements
• collective trademark regulations for the registration of a collective mark
   for organisations
• clarification of particular legal questions, e. g. cartel law / anti-trust policies
   and cross-border contracts

A good contract
helps avoid conflicts.



Sales and Internet Presence

In recent years, wine distribution has been fundamentally transformed. 
While most wines were formerly sold in specialised stores or retail 
grocery markets, today the Internet is playing a bigger and bigger role 
in wine marketing and sales. Internet-specific regulations apply to this 
modern method of selling.

Our lawyers can advise you on all legal aspects of sales, from classic 
distribution forms to direct sales all the way to e-commerce. We also 
take care of the legally secure implementation of your advertising con-
cepts both offline and online.

Included in our spectrum of advice are the legal examination and as-
sessment of:

• product and advertising campaigns, and advertising activities such as
   brochures, mailings, sweepstakes, special programs, Internet sites
• online shops (e. g. instruction for cancellations, creating the ordering
   process, pricing, data protection)
• your own appearance on the Internet (Imprint, other required data,
   photographs of third parties)
• your presence on social networks such as Facebook and TwitterOn the doorstep of Germany’s 

wine regions, we advise cli-
ents in Germany and around 
the world.



Contact Us

bock legal
Partnerschaft von Rechtsanwälten

Reuterweg 51– 53
60323 Frankfurt am Main
Germany

Telefon +49-(0)69-450902-0
Fax +49-(0)69-450902-11

wein@bock-legal.de
www.bock-legal.de
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