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other brands-OliVas Z5-rC3r-old ($Z99) and the ZI-year-old
Royal Saluu: ($I20)-are so narrowly allocated tllat they
meTlt !Lule marketing cffons.

"In the first half of thlS year Chivas IS-rear-old was up
ZI percent in sales," NeuTlngcr says. "On the other hflnd, the
12-ycar-old \vas Just treading waler. Our hope is that if we Ciln
get the IS-year-old growing consislCndy, then the IZ-year-old
wdl cventually fullow."

The segmentatlon of ,mOlher Pernod Ricard brand,
Ballantine's, is 1Jt..'Commg especially pronounced. The original
B.,ll,lIlune's Finest retails fur $20 a 1.75-liter bottle, while the
12-year-old sells for $Z2 a 750-1111. bottle, the J7-year-old is
$85 and the rare 30-year-old b $350. Despite the variety that
Ballantine's offers, Neuringer admits the brnnd has rc'Ccivcu
httle marketing suppon 1Il the last few years. However, he says
Pemod IS workmg on a plan to mise the price of Ballantine's
Finest to reposItion it as a more premium Scmch. "We think
the quality mertts mat," Neurmgcr says. "\Ve believe consulIlers
want a retum to more solid times, when things weren't
changing so fast. In many cases they're getting back to whar
their parents dr:mk, That can be the appeal of Ballantine's."

The Blend Connection
Among blended WhISkIes, Diagco's Johnnie Walker has been
the biggest success Story of the past decade. The more expcnsive
Johnnie Walker Black (S50 a 1.75-litcr bottle, depending on
location) acrually surpassed Red ($26) in sales m the United
States for the first time in 2004. and now easily OlItdistances
its lower-priced SISter brand.

William Topf, vice president of Scotch and Irish whiskies
at Diagee onh America, explains, "It's the premiumizalion
of American taStes. It's happened, of course, acro'i'i all spirits
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cities like Basran, New York and Los Angele>. "\Ve're
after consumers aged 2Z to 32-the kind of people who
don't want to be part of focus groups or any kind of
research," Young says. "This is a creatiyc class of urban
consumers who are fairly influential, and who don't om.er- 8OOr--,.---------------------,

wise get much exposure ro Scotch." 7OO~:i1~~-{~.~2002~~.~2003~~.~2OO4~=~""~~.~2006~~.~200~1~
Exposure is everything for blended whiskies. Remy I.

Cointreau USA Staged samplin~ and tastlOgs to support 600
itS single maltli The Macallan and Highland Park
over the last few years. but It's now expanding the 500
concept funher to ill> Famou~ Grouse brand, too. At
least five of me company's brand amOOssadors will hit 400
the rood in me commg year to build excitement for
Famous Grouse. JlIlI

"It helps us that re-taurants arc commg to understand
that Scolch can be paired wuh food and that rhey're 20lI
willing to stage dmners With our brands," sa~'!) Charles

'001-10. Rcmy's whisky markeung dIrector. "We realize that
smgle malt Scotches arc stealing away blended dnnkers,
Some of the blended bmnds look a little med in many
consumers' minds. That's whr we have to work to keep
Grouse fresh."

L"lrry Neuringer, brand direclOr for bmh Chiv3S Regal
and Ballantine's at Pcmod Ricard USA, admits that me
company's hlended otch brands would "like to catch morc
of that wavc of growth smgle mal~ arc enjoring,n Sale~ of
Chivas have been soft rl'Ccmly because paSt brand ownen;
had Ylven up recrumng new Chivas drinkers, he says. That
ncglect allowed archTlval Johnnie Walker Black, a highly
successful reCTllller since the carly [9905, to leapfrog ahead of
Chiv<ls in the marketplace.

"The delllOJ,'rnphics of me Chi vas drinker have been agmg,"
Neuringer ~"ys. "Younger J'IL'Ople need ro hrlve somebody­
often somebody they admire-help lead thcm ioro the Scotch
category."

Even though s:11e:s ofChivas 1Z-rear-old ($ZO a 75()..m1. bottle)
have been stubrnam recently, Pcrnod plans to put much of its
marketing muscle behind the high-end line extension Chivas
18-ycar-old ($70) in the coming momhs. Some of the company's
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value end of the category, though. This momh it's
introducing the Speyburn Bradan Drach, with no llge
statement, for less thon $25 a 750-ml. bottle.

There have been fears that distilleries in Scotland are
running out of old stock~, but the big brands keep intro­
ducing more advanced age statemems. Pemod Ricard's
The Glenlivct ($35 a 750-ml. boule for me 12-year-old)
introduced its first 25-year-old version ($350) in
September. "We're finding that people want to go beyond
the base single malts," says brand direcmr Ron Zussman.
"Our best growth is in our high-end marquCll. Our warc­
houscs back in Scotland are a 1m bigger than most
people lhink." And they're about [Q get even lnrgcr: The
Glenlivel has commenced a big expansion program to
double ih production capacity, as emerging markets like
Chinn require more Scotch. The Glenlivet is me best­
selling single malt bmnd in the United States, with
more than 270,000 cases sold last year.

But there are dozens of brands content to poke
Hround the outer reaches of the category. Imponer
A. Hardy USA Ltd. in Des Plaines, JIlinois, for instance,
cilrrics a little-known Scorch cnllcd 11,e Armn Malt
($45 H 750-ml. boule for the IO-yenr-old), which is
made at the only distillery in the Arran islands. "This
whisky has no pear in iL" says A. Hardy presidem
Willimn Walsh. "111at allows blended Scorch lovers [0

come over to the taste 111uch more e<lsily."

Tasting Expansion
11,e best Scorch reI ailers cQlllcnuthat for the cnlcgory's
sales 10 grow, more effecl il'e Tasting program~ have 10 be
supported. Al Federnl Wine & Spirits in downtown
Boston, m:mager and resident whisky guru Joe Howell
offers mOle dum 300 Scotches ,lOd keeps 200 open
for mSling, including a 1992 Lochside ($400 a 750-1111.
Oollle). He wns inspired tOSTflTt a tasling program when
he noticed comumers buying $200 hottles of Scotches
for friend~ based solely on lheir bbels. To further
cncotlrnge tasting and experimentation, Howell staged
,1 dinm'r at local rest<lurant Mooo that fealllred more
than $10,000 worth of Scotch, includin~ a Monlach
50-year-old and a Strnthisla 41-year-old. 11,e event sold
out, drawing 47 guests who each spent $235 to auend.

Six-store chain Vendome Wine & Spirits in southem
California frequently holds rastings at nearby on-premise
outlets. An evem scheduled for later this momh ar
Ca Del Sale restaurant will feature nine single malts
and one blend. With admission priced at S50, the tasting
is expected to seU out its 50 tickets.

"I like to pur in a blend at tastings to give guests a point
of reference," S<1yS Vendome general manager Scotland
Stephenson. "We've not had a restaurant tasting yet that
didn't sell OUT. People are eager to try new Scotch labels.
Most can't afford to go out and buy 10 different whiskiCll
and taste for themselvCll. So events like these play an
important role in growing the category." Iii::l
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