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Pair who would like to drive you to drink

But the owners of mixers compariy Fever Tree are in a sweat over whether to throw ads into the cocktail of how they market their business

. 800,000 cases a = 30m bottles
CASE STUDY: “ofonic “ﬁ'ﬁ“mm
emonade, soda water, ginger beer,
SALES ginger ale and a lower calorie
tonic.
HARLES Raolls and Tim The mixers are produced and
Warrillow have just bottled in Somerset. But it’s the
spent £150,000 on a snu:cing of the ingredients from
targeted print ad across the world such as natural
campaign selli.ngdﬂieir quinine, Rwandan bitter orange
range of drinks mizers. Andit's oil and natural cane sugar that,
left them feeling a little queasy. says Rolls, gives Fever Tree its
The problem is that despite unigue selling point &Uﬁ?:. “It's
some rapid growth since Fever with the i ients that our
Tree, their London-based competitors cut costs. They add
business, was launched five years like saccharin.”

agp, the pair think there is still a

1 untapped market out there Schweppes, which controls
and a direct consumer campaign | mixer market, says Rolls.
was the only logical way to reach Domestic sales are split evenl
it. between the on-trade - the 5
But what started with a budget | and restaurants — and direct to
of £50,000 soon escalated with ads | consumers via off licences and
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“We own this brand and this

business so we think about every
pound that we spend,” he says.
“We have to establish the
effectiveness of this ad money

things i
Competitors include

supermnarkets. But it's a premium
rice — £2.99 for a four-pack of
ottles — and they know it's not a

mass market product. “It's a
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the trade buyers. e Even though half the business’s . o ]
“The thing is," adds Rolls, “this | UK revenue comes from the trade, h RRALLE TH U UG HT N UT. That's the formula for saccharin,

is new territory for me. I never

there is still room there to grow,
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used consumer advertising at believes Warrillow. “We have In the mbc Tim Warrillow, left, and Charles Roils pride themselves on the natural ingredients used by Fever Tree, which,
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campaign is having a significant — | premium accounts to h.” | endorsement that gives the brand | “The issue is how much do you It gets people thinking. Most | there; people who their
or even any - measurable impact | The dilemma fs that focusing too | its credibility, says Rolls. That | keep back and how much to spend | didn't realise that the main stream | drink could taste better but are not
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Recession blues fade as interior fitter profits from new ventures

By Phiiip

about. Kevin Taylor [Chartered Institute

Smith people, rather than just selling them
—— | partition walls, carpets and %mﬁ%ﬂs
getting into interior design. Tony Ford [B2
Group| said ‘Look at becoming a
ialist’, so it links in to what he said.”
Domino is alse looking to wark in

THE Business Club’s panel of experts
has helped one Sheffield-based business
b see a turnaround in fortunes, When we
profiled Domino Commercial Interiors

division helping businesses make the
' mos;]af their ;Ii:&staad of
simply fitting out offices shops. His
moves were inspired, he says, by the
advice from the Business Club panel.

of Public Relations] said not to write the
year off but to look tuhcm&te new
opportunities, so we have repackaged
and rebranded ourselves.”

selling his services and created a new
‘ As a result, Domino has picked up a lot |




