'CENTERSTORE

HIGH SPIRITS

Small-batch vodka, single-malt scotch and other premium spirits elevate
the perception of private-label spirits

By CAROL ANGRISANI
p lub store may _._:. be 1.:. ".._.‘.A place th e price.

pe Tast

ring 91 points fi
y rece _e-i a gol
0 /foz,_ Spirit C
ng 1,024 spir

exclusively at Sam's
s Mark _47 ate

Member's
wheat vod by merchandising it on its “cart

an»:u-r_—./:u—N ared near

on location.
r being

Corp., for instance
its Kirkland brand

Rue 33 from Sam's Club is an
imported French vodia.

Signature Anejo Tequila this
fall.

“The hand-selected and
hand-picked 100% blue aga-
ve tequila is aged for an av-
erage 36 months in bourbon
" according to Costco.
is double-distilled gem is
ultra-smooth, with a smoky
wood character and sweet
spice and pepper flavors.”
._..3;. .osa_ ,:—,n—_._sawr ts

premium vodka t

$1999 per 750

Crafted in «:E:

er bot-
ches,
nes dis-
tilled using spring water.
Kroger developed the
brand last year to provide its
customers with an exclusive,
high-quality, French vodka
substantial value vs. the
and leader in the
category, according to Steph-
anie Grubbs, vice president
of marketing for cS:..J Ex-
change, Novato, C:
private-label
company that helped launch

“Veris provides consum-
ers with a tremendous value,”
Grubbs said.

The Veris package was
designed o compete well
in the upscale, ultra-premi-
um vodka category, clearly
communicate the exclusive

“It complements our fresh
category, furthering establishing
Sam’s Club as a destination for
entertaining solutions.”

clean, crisp,
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said Grubbs.
In-store signage touts the

fact that Veris is available
exclusively ar Kroger, though
nowhere on the pack:

Thar's

wants the brand to stand on

because  Kroger

its own. Its main appeal is
that it's a quality product at a
competitive price point, said
Grubbs.

Winery Exchange was
also behind the 2004 launch
of Origine at the then-
Albertsons chain (now part
of Supervalu). Origine is a
line of ultra-premium, small-
batch spirits, including French
vodka, single-malt scotch and
London dry gin. The line has
since rolled out to Supervalu's
Jewel-Osco banner.

“Origine is an umbrella
brand for high-end spirits,
said Grubbs.

Origine spirits are priced
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Kroger's Veris vodka is crafted in small
batches.

benchmarks,” she

Other food retailers are
also exploring private-label
lines, with much of the focus
on fast-growing segments
like rum, domestic vodka
and tequila.

“The retailer interest fol-
lows sales trends,” Grubb said.
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pers are proudly displaying
private labels, as long as the

“Smart shoppers are buy-
ing private-label wine be-
cause they get good n:a__s
and good price,” he said.

“If it's good quality and
saves them money, it will
generate sales,” he added.

Offering private-label spir-
its is a way to differentiate
stores from the competition,
attract new shoppers into
stores and increase basket
rings, said Pirko.

“Spirits shoppers tend t
buy other expensive proc
1 the supermarket,”
Pirko noted. s

VALUE VINTAGES

ALONG WITH MAKING A STATEMENT in the spirits cat-
egory, private label is getting more attention in the wine

department.

One of the latest trends s growing retaller interest in
“extreme-value,” or bargain-priced premium wine.

The segment gained populanty in 2002 when Trader
Joe's launched its private-label Charles Shaw wine. Since
it sells for $1.99 at many locations, it earned the moniker

“Two-Buck Chuck.”

MNow, other food retailers are involved.
This past spring, for instance, Kroger launched Aconga, a
corporate brand of Argentinian wine that sells from $2.99 to

$5.99 per 750-m

ter bottle, depending on the state.

Aconga is available in two blends: malbec/cabernet sauvi-
gnon and chardonnay/chenin blanc.

Also this spring, Supervalu launched Zamaro, also from
Argentina. It's sold in two varieties: malbec/bonarda and
chenin blanc/torrontes. Depending on the state, retails range

from $3.99-$4.99.

The weak economy has led retailers to launch wines like
these because consumers are more likely to trade down and
try lower-priced selections, said Stephanie Grubbs, vice presi-
dent of marketing for Winery Exchange, Novato, Calif.,, the
private-label development company that helped launch both

Aconga and Zamarro.

“In this environment, consumers are much more open to

experimentation,” she said.

Kroger's Aconga wine is available
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chardonnay/chenin blanc,

Tom Pirko, president of
Santa Ynez, Calif.-based Bev-
mark, a beverage consulting
firm, agreed.

“When there’s this kind
of prolonged economic
stress, brand equity gets
faded and people start buy-
ing on price,” he said,

At the same time, Argen-
tina and other regions are
offering plenty of high-quality
wines at bargain prices.

“You can buy good wines
from around the world for a
reasonable value,” he said.

If the quality s there,
many wine drinkers will stick
with their extreme-value
selections even when the
economy recovers, Pirko
predicts,

“Even when the recession
eases, many people won't go
back to their original brands,”
Pirko noted.
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