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Trying to make _

selling spirits
seriously easy

John Thornhill explains how a Swedish drinks company Is
offering bar owners share options in return for promoting its vodka

:"'""W']I'Ili!'.'.: Diklev 15 a

k frangling, punctili-
ous Swedish wine
i s taster with a goa-

tee beard and a three-plece
suit and an ambition {0 revo-
lutionize the glohal SpITits
hlisiness

"There & aAn EAHGrMOoUs
amount of waste in the
industry,” he grimaces, as i
sampling a corked Beaujo
laks, “We are tryving to do
evervihing differently.’

Elr Diklev 18 the executive
chairman of Faclle, a
start-up Swedish drinks com
pany, which foated on the
Stockholm stoeck market in
april. Today, the company
launches an innovative
scheme in London to market
ite vodka, which trades
under the brand name seri-
ausly (with a lower-case g).
‘We have the enormous
advantage of being able to
glart from scratch. But our
intention is to e one of the
vodka brand leaders in the
world," he says

Facile is betting its busl
ness on the belief that it 1s
the bar owners in the UK's
112000 lleensed outlets who
make or break a new brand
It has set up a novel options
scheme that will give the bar
owners equity in the drinks
company In- proportion to
the number of bottles they
s¢1l, The options, which are
exercisable in five yvears'
time, could eventually give
bar owners up to 167 per
cent of the company’'s enting
2quity

‘Bar owners will become
agur bligepest shareholders,'
Mr [nklew savs. “\We are pay-
ing them a lol of money in
the f[aith that
brand-builders. We are pay
ing them for the job that
they have done for the past

1,000 years and never bean
pald for.”

Facile's thinking is hased
on research showling that 43
per cent of drinkers do not
know what they are going to
buy when they approach a
bar. This gives bar owners
enormous influence on pur
chasing decisions. Facile
hopes bar owners will rec
ommend the vodka and cre-
ate a “buzz” around the
brand before it 18 launched
in retail outlets nesxt April.

Other drinks companies
are well aware of the impor-
tance of opinion formers and

‘We have the
huge advantage
of being able

to start from
scratch’

have been seducing bar own
ers for years by paying for
refurbishments or providing
free refrigerators. But Facile
is perhaps the first company
to give them such a direct
financial incentive in the
brand's suscpss

Rita Clifton, chief execu-
tive officer of Interbrand, the
hrands consultancy, Ssays
this options scheme is poten-
tially interesting for several
reasons, First, 1t I8 a rela
tively cheap and risk-freo
way for a small company o
lmanch a brand, because it
relies on deferred incentives
rather than up-front pay-
ments. Second, It conlorms
to textbhook models of
“warm” ownership, which
suggest that the best share
holders are those who have a

Vodka: top six brands worldwide
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‘direct and sympathetic
involvement with iis brands.

"When vou areé launching
a new brand you cannot boil
the ocean. Therefore the
cholee of bar owners to
spread your message 1s a
very good one. Viral market
ing or word-of-mouth adver
tising can get a brand off (o
a fast and authentic start,”
says Ms Clifton,

However, the giant multi-
national drinks companies
still adhere to the faith that
vou have to create mass
appeal among your custom.
ers If you are ever to create
a truly successful brand

“You have to come up
with the right consumer
proposition,” says Paul

Walsh, chiofl executive of
Diageo, the British drinks
group which markets Smir
noff vodka., “If the consumer
does not like what you are
offering all incentives to the
har staff will come to noth
ing. 1 am a firm, bellever in
pull marketing.”

Faclle spent more than
thres years developing its
seriously vodka and claims
its unique non-bitter taste
has proved extremely popu
lar in blind tastings. The
company is also trying to
create & “pull” element to its
marketing by spending £4m
on a quirky - bul relatively
conventional advert1zing
CAMpAIETL.

Mr Diklev gavs that, if sue-
cessfl, Facile eould extend
its options scheme {o other
spirits and to other markets.
‘London has been the centre
of the spirits world for 200
years and the Uk 18 an
amazingly trend-setting mar
ket. If it works here then it
will be understood in every
other part of the world,” he
RAVE.
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Sarioualy ambitious: Facile wanis lts Swedish premium vodka (o be

a global brand leader
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