








um level or above. In single malt and superpremium
cotch it's about 13%.10 bourbon, only about 4.5% of

volume is in the high end. We see an emerging con­
sumer op portunity there."

Woodford Reserve, as one of the pioneer in the
segment, is now taking a two-pronged app roach to
the market. It continues to talk about substance ­
history heritage authenticity - and is proud of its
medals in aU three major bourbon-tasting competi­
tions. Butit now al a addresse style more forthright­
ly, and how the br and fits into the life ryle portion of
the equation.

The brand's sponsorship of the Kentucky Derby i a
big part of that trategy. The brand has moved whole­
heartedly into the rraditi n of hor e racing, even wning
its own horses. Consumers are encouraged to visit the
Wo dfordReserveStables.com website to follow the di ­
tillery" forays into horse racing. T hey're given the
opportunity to help name horses ch e colors of rac­
ing silks and track local events.

M r of the mall high-end bran ds are focused on
taking their tories, and products directly to consumers.
'Iastings, s minars educational forum , brand ambas-
adors are all ways in which these smaller brands can talk

one-on- ne with consumer ab ut the craft and care
tha goes into their products and how they're different
from each other.
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Society." Maker's ha "Ambassadors." "Wild urkey has
its "Rare Breed ociety. All are designed to give con-
nmers a more intimate relationship with the brand, Jim

Beam ha 'whiskey profes rs" that pread the word
ab ur whi key making and i malJ Batch ollection.
I « k he Profes or" feature is the most popular page
on the ob r ek web ite.

'Its all about experiences and preading th popu­
larity of a brand by word-of- mouth," aid Kri
Comstock, b urb D brand manager a Buffalo
Thee. "Th e consumers drink products not
because f their ta or their advertising, but
by experiencing them and learning ab ut them
online and from friends who say, 'Hey you've
gotta try this:"

Bu ffalo Trace encourages both con­
sumers and retailers to vi it the distillery, and
gives retailers the opportunity to select their
own barr I ofwhiskey. The distillerywill bot­
tle it with a special label with the retailer'
name. "It h elp bring the distillery experience
right into the retail environment,' Comstock
said. "Retailers select and recomm end the
whiskey they like, not just the products we
make, giving them a way to open dialogue

with customers."
Getting consumers to visittheir distilleri has long

been a favored way for whiskey makers to impart the his­
tory and tradition of distilling in America. Taking a page
from Scotch producers' playbook, everal distillers have
banded together to prom te the Kentucky Bourbon
'Irail, encouraging people to tour various disti lleries and
museums. And the Distilled pin ts Council of America
(DISCU ) has an American Whiskey nail website
(www.ArnencanWhiskeyThil.com) that tracks the hist ry
of rraighr hiskey from George ashingron' di tillery
thr ugh leon ee t Kentucky.

Di tillers continue t innovate and intr duce
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ways to keep can umer excited. Buffal race ju t

came ut wi h Charter 101 and it once-a-year
release of George tagg vintage IS-year-old.

eaven Hill Di tilleries re leased the fir t in its
Parker Heritage ollecti n las t fall and thi month
releases a new edition a 27-year-old bourbon.
Bernheim, a wheat whi key (a opposed to a wheat­
ed bourbon) - u in g a majority of wheat in the

Heaven Hill Distilleries is releasing an extension
to its Parker Heritage Collection, this 27-year­
old bourbon.

mash bill instead of corn rye or malted
barley - bas r lied out to 22 market and
is doing quite well.

, Innovation in the category at the high end
is still in its infancy," Beam' ernnano said,
"There are 0 many different factors you can
influence - proportions of the mash bill,
length ofaging, and 0 forth - tha we're not
really limited in terms of the flavor experi­
ences we can create. There's still a wonderful
opportunity to capitalize on consumers
renewed interest in bourbon and traigh r
whisk~' 0
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