I

3. Tequila Marke

'Hn iy,

Source: INFACT DATABARK & 1553

Parron and Hereadura, all priced over
%30 a hatele, “Peaple ane buyving the
story behind them,” savs Freis.
“The story™ goes back 1o the Aztec
cmperor Moctezuma, who presented
hollowed-our gourds flled wich a
mildly intoxicating concoction o
Ceates and his men upon their
arrival in Mexico in the 16th century,
The Awrees made their special drink
from the fermented sap of agave
plants. which the Spaniards called
pirtene, By trial and error, the
Spaniards soon discovered that
thev could produce a smoather drink
by remsting the insiche eore of coroain
varieties of agaves. They found that
the blue agave, which looks like an
aversized pineapple, of pifia in Span-
ish, and weighs about 150 pounds,
produces the most flavorful drink.
According to Mexican law, Teqguila
must be made from the blue agave,
which is only grown in a limiwed num-
ber of designated regions, and takes
anywlcre from eight o 12 vears o
mature, By Mexican law, Teqguilz
must contain 51 percent blue agave.
Up to 49 pereent may come from cane
or other sugars. As & result, the 100
percent agave Tequila is costlier o
produce and requires govermment
inspection o certily its authenticity
and gain irs seal of approval.
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Harald Binsecin,
president of the
Crold Standard

chain in the
Cihicago area, a
f : marker that
i Tequila sup-
plicrs conzid-
cran “oppor-
tunity mre
ket due oo its
limited per capita
comsumption of
‘Tequila, has
added a few
upper-niche
irems of his own.
He sells @ super-
premium ling of
Tequils called Porfidio,
imported by Amerncan
Nepociants Company in

Awstin, Texas, all discilled
fromy 10H) percent blue
agave. Porfidio starrs ar 333 per
batle for the silver and gold: the
afiepn {aped), bottled in ceramic, sells
for S'.'l'fl .'||'|1,| I|'|ve; 1_|||!|-|:|f-ﬂ||:;-!i||u S0l
gle barrel afiejo, which has a green
glass cactus that looks like it's grow-
ing inside the borle, sells for 375,
Even Binstein scems oo find it hard
e belicve, “lt may be a gimmick
[the superpremiums], bue they’re
selling, Thas really rounds aut vour
Tequila like single malt Scowch,”

Binstein maintams, “1f vou mer-
chandise ir nght, you make the con-
sumers feel like they’re missing
something if they don't go home
and make a margaritn.” According o
Binstein, one of the keys to mer-
chundising Tequila successfully,
besides the obviows cress merchan-
dising of marganca makings and
case stackings of product, 1s mercly
having a bounty from which to
choase. “We have a big deparmmaent
now like single malt Scorch,” he
comfinms, “Welve got about 24 feet
of Tequile,” mare than Gold Stan-
chard wsed o carry, simply becanse
they wre available and consumers
are curious o oy them,

For pricefvalue, Montexuma, mar-
keted by Barten Brands, Lad., is the
undispured leader. Ranked third in
the carcgory, Monrezuma vaulred
1134 pereent o 440,000 cases in
1992 from 395,000 cases in "1,
aceounting for B8 percent of the
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He sells a super-
premium line of
‘Tequila called Porfidio,
imported by American
Negociants Company in
Austin, Texas, all distilled
from 100 percent blue
agave. Porfidio starts at $35 per
bottle for the silver and gold; the
anejo (aged), bottled in ceramic, sells
for $70; and the top-of-the-line sin-
gle barrel afiejo, which has a green
glass cactus that looks like 1t’s grow-
ing inside the bottle, sells for $75.
Even Binstein seems to find it hard
to believe. “It may be a gimmick
[the superpremiums], but they’re
selling. This really rounds out your
Tequila like single malt Scotch.”

Iy




alliance with Chili’s restau-
ranes, which arc growing by
Teaps sl bounds,” savs Rakel.
Chili’s, known for its signature
atgaried, rermding one of the
fastest growing restanring
chains with more than 315
units and plans to ultimarcly
become a S00-umt chain,
Juarer is also the Teqguila in
Chi-Chi's Original Margarita,
the restawrant chain’s signacene
drink. at bease in ) percent of
the Mexican dinner howse’s
tozal 230-plus units.
According o John King, cor=
perate heverage manager of
Chi-Chi's, at the chain's 203
company-cwned unies, 46 per-
cent of har sales are mangariras,
and af all the margarizas
served, 33 percent are “The
Original” — that is, made with
Juarez. Anosher 20 percent are
strawhse rry margaricas and 10
percent are considered “op
shelf. By “wop shelf.” King
refers to Chi-Chi's Gold Classie
Margarita and its 1800 Margarica,
made, respectively, with Ceervo
Gold and Cuerve 1500 and served on
the rocks. 5o while the top shelf mar-
garitas receive a lot of promational
artention and are fun for bartenders
to mix, the popular-priced bread and
buteer birands continue to play an
important role in the category and
have the porential (o beeome an
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even bigrer player as the mid-scale
dining segnent grows ever larger.
Harrison Jones, brand manager for
Tequilas and mms at Sazerac Compa-
ny, Inc., in New Orleans, maintains
that his number-nine brand, Torada,
is “the most completely branded line
in the industry.” Onee again, Torda’s
5.9 percent increwse o 90,00 cases
reflects only its Torada white and gold
Tequila; however, the company has a
full line of Tequils cockail products.
Sazerac promotes “onc-stop shop-
ping” for margaritas, offering adedi-
tiomal bramds of "Tequila,
including the super-
premium
Her-
radu-
ra, dis-
rilled
froam
1K) pee-
cent blue
agave, and
everything
from the
mixes {alco-
holdic and
nan-aleshalic)
[0 MaATEanica
cockiail and
schnapps toa

“frecwesne-squecze” margarita, pack-
aged in a PET borre, o the salt to
rim the glass. The complereness of
the product ling, supperned by eve-
catching peo-3 including case cards
and permancnt displavs, translates
inte pond business, cspecially in the
Gull Coast = Alabama, Mississippi
and Texas, Jones says.

Presently, Tequila consumption is
skewed oo the West and the Seuth=
west, with the states of California
and Texas leading in per capita con-
sumption (see map, page 341 Tequi-
la addirionally has 2 soronghold in
Maska and Hawaii ona per capica
hasis, both arcas of the Uniced States
that are rypically not known as
“leguila country.”

Bur the challenge thar Teguila faces
toeday is 1o develop “opportunicy mar-
kets,” such as the nnderdeveloped
markets in the Northeast and the
Midwest, This tep paicrity for the
leaders in the category is becoming
casicr as evervthing Mexican contin-
ues o become mainstream. King of
Chi-Chi's sayvs, “Tequila is experience
ing what vidka went through thres or
foour years ago.” Vodka could be one
good indicator, bar the recent news
that salsa sales have overtaken
kewehup could tell i all, O
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