
Stoli Resumes U.S. Operations
After Creditor Deal Following

Bankruptcy Filing
The vodka brand returned with a new importer and a gradual rollout

as it tries to rebuild shelf space during restructuring

Sunday, November 15, 2026

Stoli has resumed operations in the United States after reaching an agreement with
creditors following a bankruptcy filing earlier in the year, reopening a key market for a
vodka brand that had been absent from normal U.S. business activity during its



restructuring.

As of Saturday, November 14, the company had returned to the U.S. market under a
new commercial setup that includes MHW as importer and fresh distribution
agreements, according to the information available on the relaunch. The restart is
expected to be gradual rather than immediate across the country, suggesting that
product availability will recover market by market instead of through a full national
reset at once.

Stoli Group had entered bankruptcy after running into financial problems. The company
later negotiated terms with creditors that allowed it to restart U.S. operations. The
bankruptcy process itself remains open, even as the company moves back into
commercial activity in one of the most important markets for imported spirits.

The return gives Stoli a chance to rebuild a business that depends heavily on distributor
relationships, retailer placement and visibility in bars and restaurants. Those ties can
be difficult to restore after a bankruptcy filing, especially in a crowded vodka market
where shelf space and menu placements are limited and competitors do not leave
openings for long. A gradual rollout also means the company will likely need time to
restore inventories, reconnect with state and local distribution networks and persuade
buyers to bring the brand back into regular rotation.

The company has said it plans to rebuild its U.S. market share with marketing and
product strategies aimed at current consumer tastes. That places the emphasis not
only on getting bottles back into the supply chain, but also on convincing wholesalers,
retailers and consumers that the brand can return as a stable long-term supplier after a
period of financial distress.

For the beverage industry, the restart could have effects beyond one vodka label. It
reshapes the distribution map for an international distilled spirits group in the United
States and offers a measure of how hard it is for a liquor brand to regain momentum
after insolvency. Importers, distributors and competing brands all watch those
recoveries closely because they can change access to shelf space, pricing pressure and
portfolio strategy across the spirits business.



Analysts cited in the report viewed the development as a positive sign for the brand,
pointing to the possibility of renewed consumer interest if Stoli can execute its relaunch
effectively. Even so, a return to the market does not by itself restore lost sales or
former market position. The company still faces the more practical task of rebuilding
distribution, restoring confidence among trade partners and showing that its
reorganization can support a reliable U.S. supply.

The U.S. vodka category remains highly competitive, with established domestic and
imported brands competing on price, premium positioning and marketing. In that
environment, a bankrupt company’s return depends on more than name recognition. It
also depends on how quickly products can reappear in stores, how broad the
distribution footprint becomes and whether the company can offer wholesalers and
retailers a clear reason to back the relaunch. Stoli is now reentering that process while
its restructuring continues in the background.


