throwgh® stared in 1939 with the
start of a uniqua media campaign
in print &nd cinema in Garmany
“Siarra - a wondarlul drop - s0m-
brare on top” was the claim and
the axecution has won Innumer-
able awards Tor #5 crealivity and
efficiancy.”

Jang Malthigson sees congid-
arabls soope lor the developmant
of the category, parliculady with
Sigma Gold and he belicves that
this growth will not ba condined
o Germmany. “Apar from the Ger-
man marked | see & vary big and

inzreasing impomance for Sier-
i in o lol of othoer markels.”

Borco's catehy fegend has
anafittad from televigion adver-
tising from 1992 with accompa-
nying pramotional support in the
on and of-irde. The disco-
theque buginess in panicular
has prowved particularly lruitfel
for Borco bacause of tequila's
repulation as a good miowr and
the adwent of the frozen manga-
rita machdne in 1944, Brand pro-
malion fakes the form of
incentives and prormolional mi-
terial, bul Borco tailors this side
of s brand operation to sull the
enviranmant in which it is
sanved,

On May Day, Borco entercd
tha alcoholic carbonale market
with two néw crgations: Sierra
Margarita, a lemon, lime and
taquila mix available in 0.35ml
cans at 5% aby and Sienra
Slpmmarn, a citrus, trogical fa-
vour wilh Sierra Tequila asg ils
rasa, this oo will be avallable
in 0.35ml cans but &t the slight-
Iy lower abv of 4%,

Tao kick=-51an the new praducts,
Borco has developaed some
new and “crazy” tebavision com-
marcials, desplays and decora-
tive gartancds: olher suppon will
draw on Varous adverising me-
dia

Poriidio (s targeting Euncpss with
s premium range of 100% Blue
Agave lequilas: Plala (riphe dis-
lilled), Silvar, Afiejo 2Y0 and
Afejo (Single Barrel) all at
40%abw.

Aside from existing disinbution
in Belgium, Garmany and ltaly, it
B intendsbed in |:|:|:|_;|:=1nd‘|ng inta
France, Spain, Greece and Por
tugal subject to finding suitabie
distribuiors

Mardin Grassl, sales mansger,
believas that, "Belglum and the
Melherlands have a belter par-
ceplion of tequila” and therafoms
consliiute markels in which cons
sumers will not baulk at the idea
of paying more than cognac pric-
2% lor its ultra-pramium teguila
aged i naw Amanchn oak bare
rals. Selling an ullra-premiurm fe-
Quila when the categony's image
s irmly based on the “slammear
culture”™, Is, as Marlin Gragsl,
sales manager with Porficio con-
cedeg, =, a difficult problem when
that tequila can cosl belwean
USS100 and 5150.°

Marlin Grassl buoyed by ihe
success of the product In the US,
whiprg, “Paordidio is tha only tequ-
fa mn hastory o have sconpd 98
paints out of 100 i tesis by the
US Bewerage Testing Institute,”
saas Europe as olering smilar
opporiumtes.

International distributor
of wines and spirits
based in Germany seeks
contact with producers
of branded spirits with
international sales potential.

Gontact;
Box Number: EDB2821

Crier Publications Ltd.,
European Drinks Buyer,
Arctic House, Rye Lane, Dunton Green,
Sevenoaks, Kent TH14 5HB. U.K.

or Fax: +44 (0) 1732 451383




