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Ahbsolut bas pulled one of its key ready-to-
drink vodkas off the markef less than three
years after its award-winning global
launch.

Absolut Cut, one of the few pre-mives to
penetrate the youth category in Australia,
was serapped by Swedish company Vin &
Sprit a5 part of major brand shake-up.

The cifrus mixer falled to deliver volume
in Canada and the UK, prompting it to be
taken off the production line in all three
markets,

Distributor Maxodum Australia said Vin
& Sprit had issued the verdiet from
Stockhelm in  March, although the
development had passed many by with
remaining Absolut Cut sfocks stil on
shelves.

Brad Timbrook, Maxxium' marketing
director said the liquor giant was focused
on its high-end drinks Plymeuth Gin,
Ahsolut Vodka snd Level Vodla

"Australia has a very strong ready-to-
drink market and Absolut Cui was very
popular” Timbrook said.

“But anforiunately Absdlut was looking
at how the eategory was geing in other
parts of the world and having it sitting anly
in Australia wesn't going to be a global
concept for the them Rather than
continuing to push the drink here they
have decided to focus on core strengths.”

For- Absolut Cut’s media planning shop,
Naked Communications, news of the
drink's  withdrawal was  “sndden,
surprising and saddening®, in light of its
consistent popularity in Australia since its
Jaumeh in 2004 :

www.bandt.com.au ~ 8

Waked senovated and temporarily opened a bar in Sydney as part of the launck of Absolut Cut

We hud Absolut Cut for the duration of
its product life and it was the most popula:
new yre-mix aptrant in the market and
confinued to perform well ” Naked partnex
Mat Baxtor aaid,

“It knocked its competitors inclnding
Smirnoff Black off their perches in a
number of venues as the primary white-
based RTD,” he addad

“Tt was being drunk in all the right
places by all the right people, " Baxter said

Ke said the exit of the low-alechol, high-
price fag dvink would ieave a void in the
$2bn RDT “binge-drinker category”

“The pre-mix market has started to heat

up agein &nd theve ig definitely space for
newcomers,” Baxter said

'The 79 aleohol end I extremely
cluttered as lots of companies are starting
to play in that space.

"Su where Absolnt Cut sat at 5,5% there
are oppertunities

“But the real ares for growth i you can
carve out is stifi at 7% with & sophisticated
but affordable drink that will appeal to
young people on a budget who want to get
drumk very quiekly

“They want to buy three drinks and feel
# rather than five drinks ot 5,5% for deuble
the money* ’
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... Virgin {riple
TV, print, online, in-store, outdeor and
ambiens activity

But analysis were sceptical abont the
1ileely impact of the offering,

BuddeComm senfor analyst Phil Harpa:
saitl Virgin could struggle because it his o
smaller users base compared to other
mobile onerutors,

“Also 2 hundled wireless broadhand and
home phone fs ondy likely to have niche
market appesl, but i Viegin is able to
achieve this, it eould still have 2 reasonably
suecessful preduet,” he sald

He sald the experfence of other global
brands supgested that Faxed/mobils
convergence products such as the new
Virpin Mobile produst had had only bnited
stceess. “What the murket, really noeds is &
compelitive mobile/broadband 2nd home
phone package rather than just home
phoneforoadband or hame phone/mobile as
laumehed here by Virgln ”

* Comment, page 15,

New MD for Carat Melbourne

CAMILLE ALARCON

Carat Melbourne has appeinted Peter
Batiie a8 its new managing divector, as
the agency focuses on driving a more
aggressive presence in the market,

Barrie will replace Robert Drake, wha
will be "pursuing various ventures
outside of the mdustry”, according io an
official Carat statement However, while
It, will be an amicable parting, it's believed
Drake iz stepping down due to health
reasons

Barrie will start his new role on August
13 and was most recently working as a
consultant, for independent online sports
networl. Sportal Australia Prior to that
he was one of the three pariners who
izunched Full Circle Digital.

While Barrie sald he had been
approached to take on senior roles in
media agencies before, this i3 the first
time he has seriously corsidered a move

from sales, much due 0 the opportunity
to work with the soon to be instalied chicf
executive of Aegls Media Pacifie. Tee
Stephens.

“For my cavear it's a big step forward
and a unique opportunity ve worked
with Lee befors and I've admired him znd
the wark he did with ermitch. His vision
for the Aegis group is compelling,” Barrie
said,

1t's believed there were up to a dezen
applicants for the role and one source
revealed to B&T that Barrie's
appointment was made in support of the
ggeney’s “focns to be more aggressive in
the market"”

Pricr to lawnehing Full Circle Digital,
Barrie worked as the Victorisn sales
direcior for APN Outdoor. He has held
sales role throughout his working caree:
and came from the UX in 2002, where he
worked on newspapers such as The Pimes
and The Sunday T¥mes.

IEF

TRARSPERTH ON THE HUNT FOR NEW AGENCY
Western Australia's leading advertising agencies
are doing battle cver ane of the state's mast
coveted accounts with Transperth up for tender
thés merth. Merketforce and The Brand Agency
have confirrmed that they are pitching for the $3m
account with 303 and incumzent Catecrasher

PG WINS CREDIT SHISSE

Intematicnal finarcial senvices company Credit
Suisse has appointed MPG to manage the local
arm of its.rmedia account following 2 giobal
review. MPG, the jeint verture between Mitchell
Communication Group and Havas, wil hancle the
account worth an estimated $2.8m. ’

CGHNILAB ACOUIRES WEBSEND

Omnilab Medta, the region's largest, ndependent
vertically integrated media service busingss, has
acquired web-based display achertising delivery

busingss, Wehsend.

OARTAS UNVEILS REW LOGO

{Qantas has wiveiizd a modera version of is iconic
Tiing kengzaroo logo featired cn its fleet of
aircrafts. The first of the airine’s fizef to hoast the
new logo and fvery s a Boeing 767 operating
domestic services.

HEWS AND ARK TEAN UP

Mews Limiled and Australian Racio Network have
tearmed up to launch the body+soul radio show
which wii g0 to air on July 23 on stations MIX
106.5 (Sydrey} and MIX 1011 (helbourne). k wil
be based on the body+soul fiftout found in News
Lt Sunday newspapers

HINETICS COMTRMUES T0 GROW

Corparate and technology PR agency Kinelics
announced a string of new business wins including
Cisco and imate. Othar wins over the past few
months include Acranis, Antime Computeriinks,
Computer Training Opticns, and Raritan, -

ROWE HEARS TO SEVEN

The Seven Network hag hired presenter Jessica
Rowe, the korrner host of Mine's Today show, whe
was confroversially axed from the PEL compary
:earker this year The presenter has been on
matemily leave since the birth of fer daughter
Mlegra in January. but never retumed to the Nine
MNedwork.

LOGOEARK GFFERS WEW SERVICE
Qificevorks and corparate design company
Logafarm have lawiched a new online logo
design service which allows users 10 log oatp
the Logofarm website and lodge 2 detaled
brief for a fogo which 5 created within Fee
Dusiness days.

PERTH AGEHEY ANNDUNGES TWO WINS

Perth agency Block Branding has been
appointed the crestive agency for the UWA Perth
Intemational Arts Festival. The agency has also
ricked up a praject o develop the naming
strategy for Perth's most anticipated arts

venue - a performing arts complax in
MNorthbrdge:

SUMMIT HELD WIZH GLOBAL SPERHERS

The iMedia Agency Sumimit, praduced by dmg
Warld Media, will be held on September 1719
atthe Hunter Yalley. Speskers include US
MediaSmith CEO David Smith, LK
CreativeMatters CEQ Patrick Collister,
chairman of the Deloite Itnovation Courtcil
Peter Wiliams and US vice chairman of Goodby
Sikerstain, Harold Sopard. The mitation-only
avent is being attended by the bosses of
maost of Ausiralia's main agencies
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Insider tells of young drinkers being targeted
Industry accused of exploitation

By JILL STARK
MEDICAL REPCRTER

AN ALCOHOL company insider
adnzyits the industry deliberately
targets young people by sweeten-
ing ready-to-drink “alcopops’™ to
mask the taste of alcohol

Mat Baxter, a marketing
executive behind vedka-based
drink Absolut Cut, said the mar-
ket was booming for high-
strength, pre-mixed spirits that
“get young people drunk faster”

Cheap, sugary drinks pack-
aged in bright colows are the
best way to start people drinking
eatly in adulthood, said Mr Bax-
ter, a partner in media planning
agency Naked Communications
marketer of Absolut Cut, a pre-
mixed, stubby-sized, vodka-and-
citrus drink.

Critics of the alcohol industry
say it is the first time an insider
has acknowledged that the indus-
try knowingly targets young
people, a practice alcohol com-
panies have consistently denied,
Health officials have long held
concerns about sweet, pre-mixed
spirit drinks, which they say
appeal to under-age drinkers as
well as young adults.

Absolut Cut, a ready-to-drink
{RTD) beverage with an alcohol
content of 55 per cent, was
recently scrapped by its Swedish
owners as part of an overhaul

Mr Baxter said it was a sign
that Australia s RID market —

described by some in the indus-
try as the ‘binge drinker’
category — was dominated by
stronger, 7 per cent alcohol
drinks with appeal to young
people on a budget

“It’s one of the few drinks
where you don’t nescessarily
know you're drinking alcohol and
that's a conscious effort to make
those drinks more appealing to
young people,” he said

“{The} drinks are very much
about masking the alcohol taste,”
he said. "“When you're young,
yvour palate is tuned for sugary
drinks.”

Young people could buy three
drinks with 7 per cent alcchol
and get the same effect for less
outlay than if they bought five 5 5
per cent drinks, he said

The drinks industy has long
denied deliberately targeting
young peopie

Mr Baxter originally made his
comments in a trade magazine,
and amplified them to The Age
Appalled health groups say the
comments prove the industry
encourages alcohol abuse

“They know that binge drink-
ers are using this preduct to get
off their face really fast If they
have a duty of care for the con-
sumers, why dont they take
them off the market?” said Geoff
Munro, director of the Commu-
nity Alcohol Action Network

"“The aleohol advertising code
states that alcohol must be mar-
keted in a mature and respon-

sible way

VicHealth chief executive
Todd Harper accused companies
of exploiting yvoung people

“Unfortunately it's a reflec-
tion of the system that we have
where the alcohol industry
regulate their own marketing
activities "

Craig Sinclaiz, director of the
Cancer Council Victoria’s edu-
cationn unit, said heavy drinking
increased the risk of a range of
cancers Marketing to young
people had grave consequences
“They're really trving to create a
culture of binge drinking and to
grab them as soon as they're sup-
posedly of legal age to do so ™

The 2005 national survey of
alcohol use by secondary school
students showed that 47 per cent
of gitls aged 12 to 17 and 14 pe:
cent of boys that age had drunk
pre-mixed spirits in the previous
week

Recent Australian Bureau of
Statistics figures revealed a 9 per
cent juinp in the amount of RTDs
on the market between 2005 and
2006 Mr Baxter said Australians
were the highest RTD consumers
in the worid but said there was no
overt marketing that encouraged
irresponsible  drinking: the
industry was simply responding
te consumer demand.

The Distilled Spirits Tndustry
Council and Maxxium Australia,
Absolut’s Australian distributor,
did not retwzn calls
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