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OUTLINEOUTLINE

2. Who Will We Targ et?

3. Our Pos itioning

4. What is  Abs olut C ut?

5. Where Will We Find Abs olut 
C ut?

6. How  M uc h Will it C os t?

7. How  Will We Promote Abs olut 
C ut?
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WHY THE RESEARCH?WHY THE RESEARCH?

• The purpos e is  to find out
– w ho to targ et
– how  to pos ition Abs olut C ut
– w here to dis tribute
– how  to promote it effec tively
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WE HAVE TWO POSSIBLE WE HAVE TWO POSSIBLE 
SEGMENTSSEGMENTS

A lexA lex

Y oung  s tra ig ht ma le

S tudent

R eg ularly g oing  to 
bars /c lubs

PhilPhil

Y oung  g ay ma le

S tudent and/or 
profes s iona l

R eg ularly g oing  to 
bars /c lubs
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•    Tota l s pent per month: € 80

•    18-25 in Franc e: 1 m illion people

•    Tota l s pent on leis ure: € 80 m illion

•    Tota l s pent on produc ts  per month: € 24

•    Tota l s pent on produc t: € 24 million

LEISURE BUDGET FOR ALEXLEISURE BUDGET FOR ALEX
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• Tota l s pent per month: € 200

•  18-25 in Franc e: 30 thous and people

•  Tota l s pent on leis ure: € 200 million

•  Tota l s pent on produc ts  per month: € 50

•  Tota l s pent on produc t: € 1.5million

LEISURE BUDGET FOR PHILLEISURE BUDGET FOR PHIL

6

11/30/2007



DECISION 1 & OPTIONSDECISION 1 & OPTIONS

• I f more than 65%  are s tra ig ht young  men, that 
g o to nig ht c lubs /bars  onc e a  w eek and are 
inc lined to buy 2-4 drinks  per nig ht drinking  
vodka/rum/tequila /FAB s , w e w ill ta rg et A lex.

• I f more than 55%  are homos exua l young  men, 
that g o to nig ht c lubs /bars  onc e a  w eek and 
are inc lined to buy 2-4 drinks  per nig ht 
drinking  vodka/rum/tequila /FAB s , w e w ill 
ta rg et Phil.

• I f 45%  - 65%  are s tra ig ht young  men and 35%  - 
55%  are young  g ay men, w e w ill ta rg et both 
Phil and A lex.

W
h

o
 W

il
l 

W
e

 
T

a
rg

e
t?

7

11/30/2007



  STRAIGHT AND 18-25 PREVAILSTRAIGHT AND 18-25 PREVAIL
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ALEX IS THE BEST TARGETALEX IS THE BEST TARGET

• From the 31 people w ho res ponded to the 
ques tionna ire:

Only 12%  w ere g ay 

• Our dec is ion w as  that:

I f more than 65%  are s tra ig ht young  men, w e 
w ill ta rg et A lex
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• M ale

• S tra ig ht

• Ag ed 18 –  25

• In averag e g oes  out 3 times  a  month 

•  S pends  betw een €20-30 on drinks

WHO IS ALEX?WHO IS ALEX?
W

h
o

 W
il

l 
W

e
 

T
a

rg
e

t?

10

11/30/2007



O
u

r 
P

o
si

ti
o

n
in

g
WE ARE APPRECIATEDWE ARE APPRECIATED
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ALEX HAS EXPECTATIONSALEX HAS EXPECTATIONS

• We hope to be perc eived as  a  hig h qua lity 
brand name 

• From the foc us  g roups  w e rea lized that w hat 
w e need to improve on the a tmos phere
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Actual

Abs olut C ut

S mirnoff Tw is ted

E ris toff Ic e

Design

Quality

Taste Atmosphere

Price

0

5

10

Planned

Abs olut C ut 2007

Abs olut C ut 2008

ABSOLUT CUT VS. VODKA ABSOLUT CUT VS. VODKA 
COMPETITORSCOMPETITORS
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Design

Quality

Taste Atmosphere

Price

10

5

0

Actual

         Absolut Cut

        Biere 1664

        Whiskey/rum and coke mix

Planned

10

5

0

Design

Price

AtmosphereTaste

Quality

 Absolut Cut 2007

 Absolut Cut 2008

ABSOLUT CUT VS. OTHER ABSOLUT CUT VS. OTHER 
COMPETITORSCOMPETITORS
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• Orig ina l g la s s  bottle (no a luminium)

O

• M ainta in les s  s w eet tas te of Abs olut C ut

– 7%  a lc ohol

– Les s  s ug ar

• Eng lis h labeling

• 3 flavours

• There w ill be 2 c ons umption pos s ibilities

- bottle (0.5l) 

- g la s s  (0.2l)
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PREMIUM VODKA DRINKPREMIUM VODKA DRINK

15

11/30/2007



• We w ill dis tribute in trendy areas  of Paris

• Foc us  on the mos t know n nig ht c lubs  and bars

• 8 th dis tric t of Paris  &  mos t s pec ific a lly the area  
of the C hamps -E lys ées

• I f launc h is  s uc c es s ful, dis tribution w ill expand 
in g roc ery s tores  in pac ks  of 4x0.5l g la s s  
bottles
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  TRENDY IS THE STRATEGYTRENDY IS THE STRATEGY
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Le C ab 
Le V IP  R oom

Le M illia rda ire
L’E toile
Duplex

Le Libre S ens

M us ic  Ha ll
B uddha  B ar

B ound
M ood

Impa la  Loung e
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  ALEX GOES TO: ALEX GOES TO: 
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  NIGHTCLUBS & BARS ARE FOR US NIGHTCLUBS & BARS ARE FOR US 
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• G las s : €5-6 in bars  and c lubs

• B ottle: €10-12 in bars  in c lubs
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  LOW PRICE FOR PREMIUM DRINKLOW PRICE FOR PREMIUM DRINK
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• Launc hing  nig ht a t the V IP  R oom

- free drink for V IP  g ues ts

- c heaper pric e for the res t of the c lientèle

• Pos ters  &  ads  in the metro and in mag azines

• In s elec ted c lubs  and bars , Abs olut C ut s tand 
behind the bar

• Partners hips  w ith c lubs  to have promotion on 
flyers : joint advertis ing  w ith c lub and DJ  a t the 
s ame time

• Abs olut w ebs ite –  partners hip w ith famous  
artis ts  or DJs
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  SELECT ADVERTISINGSELECT ADVERTISING
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I f w e have s uc c es s , w e w ill ta rg et 
Phil and the trendy g ay a rea . I f tha t 
has  s uc c es s  a s  w ell w e w ill expand 

everyw here. Abs olut C ut w ill be 
AB S OLU Tely everyw here!!

THANK YOU!THANK YOU!

REMEMBER: DRINK MODERATELY
21
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APPENDIXAPPENDIX
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DECISION 2 & OPTIONSDECISION 2 & OPTIONS

• I f Phil, w e w ill dis tribute Abs olut C ut in the 
M ara is  and g ay c lubs /bars .

• I f A lex, w e w ill dis tribute Abs olut C ut in c lubs /
bars  in the a rea  of the C hamps -É lys ées  
(c la s s y* , c lubs /bars )

(

*C las s y = s tylis h, s mart, eleg ant
11/30 /2 0 0 7 2 3



DECISION 3 & OPTIONSDECISION 3 & OPTIONS

• I f 60%  of either A lex or Phil perc eive us  a s  a  
premium* FAB /premixed drink, w e c an 
advertis e and promote Abs olut C ut as  s uc h.

*Premium = of exc eptiona l qua lity or g reater 
va lue than others  of its  k ind, of hig her pric e or 
c os t.
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