Proving to
be the

perfect
marketing
challenge

Patricia Langton looks
at some of the latest
developments in the
fast-movingworld of
Tequila where the
hotspots are still the US
and the UK.

market along with vodka, Tequila is

continmng to build s volume sales
and -Ijl'!'ﬂ'!l-:lp ]1'igh|’:r qu.‘lﬂly f:r:u!mcﬁ. A
category which can boast versatility and
appeal to 2 wide range of consumers, bath
male and female, Tequila offers endless pos-
sibilities for the marketer — the US in par-
ticular is secing a steady stream of cockrail
mixes and line extensions to arract meare
ammention foom the consumer,

Ar the super premium and ultra prémium
cnd, Tequila is secking e align itself with
the equivalent segments in the Scotch mar-
ket.  Communicating the message that
these Tegquilas have been preduced from
104% blue agave, carcfully selecred, blend-
e and aged. is the task ahead and in tan-
diemms wath this, the mode of consumprion is
mast definirely sipping and syvouring,

Ae the other end of the spectram, the less
serious slamming rineal continues o drive
volume sales while mtroducing the catego-
ry to consumers eipecially in new markets
such as Brazil.

Far brand owners concentrating on pre-
miwnt Tequilas the challenge 15 10 capiure
the attenton of Teq||1|.1| drnkers who arc
looking to trade up as well as the discerning
comsamer whe is curows to try alternatives
o Scorch or Cognac,

Aided and abemed by some highly origi-
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the UDV portioléa, Tha braad s also @eveloping a stronghold in Eszope where it i3 up agaist Sauz.

nal ane cyc,-c.]bt.:hi:lg prmﬂ;lin:-lhs, 'I.'nq_uﬂ:;
is finding its way into the listings of non-
Mexzcan on mrade outlets including special-
st design-driven bars. Ome of the luest of
this fEnre in London 1% 'f:l'le', a soecalled
hpiriw Iihr,ary, which s an ideal parll fewre o
draw prestige o top end Tequilas and osher
SPIFE CAteLoTies,

Recent statistics confirm thar Tequila is
on & growth path in the UK.  According o
Nilsen on rrade sales for the category for
Juneduly 1998 were 36% up on the same
period of 1997,

Drrawing arrenrion o Tequila’s origin is
alse eoucial o enable the qualicy end of the
carepory o develop.  Taking a beaf our of
Seorch’s book, producers are starting o
open the doors of their production Facilities
to enable a better understanding of where
and how Tequila is produced and it mato-
TREICH [AroCEss.

Chee of the Birst to move in this direcs
won has been Destileria .Fo.rffdio. one of
the leading players in the premium
Tequila category. Earlier this vear the
pﬂHI.I.'II.'E'r I:l-r.\!nf':l TI'I' dl'_ll'_l rs QF.,"; i[ﬂ'[tl'_l{
the art production facility just oorside
Fucrte Valla s, the froic of a

In roral o e induserial
Tequika fact of huildings
clearly defir production

vies the

blue agares or “pif
barrel ageing.

The now distllery, which peodu
Perfidio’s fast prewing Flara brand, 2 super-
premium, triple-disnlled Tequila which is
uraged, as well as the entire Pachdio rangs,
has alio been created 1o increase volume in
order to  meet the growing demand in
export (see follorerfrg fpage).
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Cuervo still
leads the way

RT-OWMNED  and distributed by

UDY, Cuerva s still by far che catego-

ry beader in export, with the US being

a key development area.  Indeed s Us

sales for 1997 haghlighe that other Tequilas

are mm:l;.\;y ind. Total sales for the

vear reached 2,686,000 cases for Cuervo

compared to 627,000 for Montezuma,

390,000 for Giro and 365,000 for Sauza
[Source o),

Just whar kind of role Cuervo will play in
the future as part of the new UDV setup
remains to be seen, although some range

non is in the pipeline srareside o
ake the brand onwards and upwards. B |

Porfidio extends |
its reach ‘

EXICOS LEADING ubtra=premie
um Tequila, Porfidio is extending
its distribunion to Europe, having
established a ssronghaold in the Us.
Porfidio, which was founded by the
Anstrian Martin Grassl, is distribured and |
marketed in the US by Flonda-based
Todhunter Impars Lid. Porfidio has made
its mark in US with the sin-
gle-barrel “anejo’ Tequila
known as Lm:m.i and had |

¢ UK distribution arm, The
8 Drinks Company, s <on
centrating efforts on Silver,
an umaigesl double-distilled Tequala whach s
positsoned as a Tequila for mixing, and
Plara and Cacous which are to be enjoyved
straight or on ice.

Ome of the more expensive brands
around, this trio retails for £28, £30 and
£65 per bottle respectively.

Porfidio joins the line-up of Todhuneer's
spints products which includes Cruzan
Fstmie 5||1|{||.'-E.Jrn.'i rum from St Croix in
the Virigin Islands as well as Conch
Republic rom.

The Dinnks Company also distributes the
mainstream Tequila brand Sierra in the LK.
Backed by concepts such as the Sierra dlam
mers premix packs, the Tequila is making
godud progress in the UK off trade and has
recently achieved aes firse national listing
with the Parisa wholesale group.
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Sauza gets the A-D
support package

ITH SALES UP 3% on 1997, |

Alled Domecq is conmnuing a

programme of extensive support | |
behind the Sauza brand focusing on the key |

115 market.

Hoping o capitalise fully on the
Christmas pervod, marketing mitiatives have
been rolled out to attrace the gaee of the Us
consumer in both the on and off rades.

A new display concept in the form of an
cight foot high 3-I} marganta glass with gift
boxes at its hase has been created to rein-
force Sauzas image and gift appeal -
store.  In additon Saura Conmemorarive,
the premium Tequila, is being supported by
an added-value gift pack offering a limired
cdition hand-painted margarita glass and
rwo different gift cartons for Sanra Gold
have also been rolled our.

Keen to dmln.p hﬁlm' qu:.]l} Teqml:i,
Albed Domeog s maintaining un;um;
above-the-line support for C Ative
with the 'Life = Harsh, Your Tequila

which takes a
rh realities and is

humeorous boask ar life's

runming i the mational press, A pew poster |

campaign is backing Hornitos, a super pre-
Herradura exploits
the premium niche

n the UK

'H EFFORTS focused on the on
trade, Herradura and 115 sister
brand El Jimador have been mak-

ing in-roads in the UK. Having established
a distribution base for the brands, agenis

and distriburors H. Rose are confident
about future devclopment in both the
Texmwex arena and bevond.

“Tequila s now a more matare category
and people are beginming o understand
quality Tequilas,” Mukesh Kejriwal of H.
Rose told Drivks Infernational.

Kejriwal sees the educanon of hartenders
as an essennial 1w develop brands such as
Herradura, a 106% buee agave Tequila. B

mium 100 agave Tequila m Chacago.
Both Sawea Conmemorative and Homigos
are also beng backed by ‘Ler there be Sauza”
merchandising in the off made.  Branded
display bins and added-value glass packs
have been imtroduced o encourage con-
suiners b trade up to higher qualities and
simmilarly in the all-imporanr on trade, bar
kits and posters convey the same message.
Marketing effores behind the brand as a
whﬂzmmbti‘y ing off: brand sales
mcreased by a roral of 39% in 1998 wich all
components of the range turning m a
rﬁpe:wH: Fmﬂth. l'erﬁ:-rmlrlxpﬂmcuhrr
Iy well are Sauza Blanco and Extra Gold
with a combined increase of 5%% and
Haorniros which rose by 38%, L]

Montezuma
underlines its
Mexican heritage

NEW PROMOTION “Uncowver the

Secret of the Aztecs” is supporting

Montezuma Gold and Silver in the
UK and aiming to create excitenyent aroand
the brand, Linking in with the Tequilas
colourful imagery, the promotion consists
of a kir desi nor exclusively with che
Mexican stybe outlet in mind, Containing a
range of merchandise it includes an Arvec
mask logo, posters, game cards, tent cands,
T-shirts and complmentary shots of
Montezuma as well as prizes.,

For Monte Alban Mezcal, which like
Montezama 15 distributed by Seagram
the UK. promstional activity is not for the
faint-hearted.  Using the Agave worm as
the USE, a *Shoot the Worm™ promotional
kit offers 48 mimistures complers with
warms with a 70 ¢l boule.

Customers who are courageous enough
e shinot Maonte Allsan and ear the worm are
awarded an “order of the worm' certificae,
(ther promotwonal material includes “Eat
Me" branded worm t-shirts, posters, uhl!:
and bar tenr cards.



