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Charpentier charts ambitions

RESH FROM his tri-
umphs in rhis year's
IWSC competition,

Denis Charpentier and his
cponymous range of Cognacs
coptne therr relentless march
sastwards,

Winning gold and silver
medals for his X0 and
Mapoleon Cognacs as well as
bronze for his Robert Loston
brandy, Charpentier has also
taken on & Talwanese market-
ing general manager, Michael
Chien, to lend weighe and
e-:r:p.:ni-»: [ 4] I|'||; Operabion.

“It's & real prionry for us o
build the brand around the
world," said Charpentier
“You can generally find us in
mest duty free shops already
Ania but we equally need to
build om owur
domestic dis-

mbution.™
Thes year the
company  is

leaEing o sell
omewhere in
the region of
25,000 and
30,000 cases,
roughly splt
S50 berween
brandy and
Cognac, and
next year, with
the markers of Korea, China
and Hong Kong coming on
stream, business will be even
betier,

“It's also interesring o pone
that our Bobent Loston beandy
has dene well and we expect to
shaft around 8,000 cases by the
end of the year. We cermuinly
have no limit on stock - %

1a presewiation

Choice made s deben in Chehs
in Juty

Dorinim Ases

Cograc Denix Chapeatier shows
its qualety lrom Cagnac thigugh

rather & question of price
which drves the marketr.”™

The Denis ':._Hllrpq.'r.lu:'r
VIOP is particularly well
known, with the 1{ vear old
picking up gold ar the I'WSC
swards in London last month
By the end of 1995, the com-
pany expects (o have exported
8,000 to 10,000 casea of the
Brand.

Charpentier is also abour o
carve out a new segment with
the launch of 8 Cognac exclu-
sively reserved for the Far East
and pitched between
VEOP and Mapoleon qualities.
“It"s quite a logical spep for
(71 P
1a line with our expansion
plans to reach S0 cases of
both Cognac and brandy by
next year.”

There is cer-
tamnly no deny-
ing the gquality
or the incress-
ing popularity
il Drenis
Charpentier
C o E A ac.
Evidence for
thiz can be
|!|:|i|'|r:f| [eom
the key mar-
Eets of China,
Japan, Korea

the |

Une af the key planks of the
COMmpany & growth strategy in
the prompsed land of China, is

that it ventures into the hinters |

land beyond the eastern
seaboard citres of Beipng and
shanghai, as well ax some of
the smaller towns..

“1 rake the cases of my
Loagnac myself;" said
Charpentier, “and visst the bhig
consumers personally, “as well
as the wholesalers and retsil-
ers, including large depart-
ment stores. We also have peo-
ple basged in Hong Kong,

| Taiwan and Japan and in
| China."

said Charpentier, "and is |

and Taiwan where in both |

duty free and domestic sales,
him brands are selling well

“We approach our market-
ing dtrategy from a totally con-
sumer-ornented way,”™ said
Chien. “We are on the ground
and Keep m regular contact for
ccample wiath oour BOO0 whale-
falers 10 China,™

China is ‘i

ennessy produced
some 26 million bot-
tles of Cognac in

1994 wath 95% of F.’I""-I!l..ll.':llﬂ]
finding irs way out of the
Lharentans town and onmo the
world stage in more than 120
COunines.

The Far East, particulacly
Japan, has long been a prioniny
and the company s in o goodd
position for development,
motEably 16 Chana.

| indeed.

t

Charpenrier only uses
Grande Champagne in has
Cognacs and the older vari=
enies of eauwn-de-vies and of
course his packagmng, and pre-
scntanon underlmes this quali-
v, Indeed the VSOP, won this
yvear's Drinks Intecnational
Design Trophy for the most
Impressive spirits preseniation,
in the [W'S Competition,

“QOur packaging is elegant
andd reflects the more personal
touch we apply to our Cognac
We tend to do the opposite
theng 1n thas company to that
which people expect = for
example one eventual goal is
o impact eur Cognac into
Hong kong from China,™

While certainly not claiming

1o match the likes of
Hennessy, Charpentier antici-
pates thar next year, its

Cognage will rank ffth in the
Lognac league, and that from
a relavively new and small
company, i3 no mean feat
|
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Capitalising on its Tour Monde USP

Kelt exclusive

URBEMNTLY NLUM-
' BER eight in terms of

sales 10 Tarwan,
Cognac Kelt would appear to
be going from strength to
strength across the globe and
the Far East particular

Indeed it would seem thar
the USP of Tour da Monde,
whereby the Cognac 18 shipped
wround the world before it s
bottled, is working well for
brand. Furnthermore with the
recent announcement of 118
listing in all DFS stores -
Cognac Kelt is on a roll,

“W'e are definitely looking at
duty free as an engine for
growth,”™ Olev Kelt told
Drinks International. “Our
ambitions certainly include
geling mibo Korea, Thmuland,
Ringapore and Malaysia,
although whether we move
into Heng Kong rermains to be
scem. ™

Sony Trader is the compa-
ny's Far East importer, and
with the exceprion of the
Japanese marker, which has
proved o partealarly difficulc
bunting ground for Kelt
thanks to paralleling acrivicies,
the future for Cognac Kelt in
the Far Bast would seem 1o be
st Fonir [ ]

" for Hennessy

“By far our best market is
thar of Greater China, that is
China irself, Hong Kong,
Vietnam, DMalaysia and
Taiwan

‘Tapan i3 sl impoctant o
us & our second largest mar-
ker with the US followin

closely behind,™ sapd
Hennessy"s Jean-Michel
Delavaud.

Aided and abetted by in-
depth company rescarch into

the Cognac mariker in the Far
East, in terms of drinking
habis and Cognac quality, i
is Hennessy X0 which is
fronting acowiries, and China
] !]1; pnme [-Ill_'.j'\-

“The ~Chinese drink
Cognac at the table as if
were wine,” said Delavaud,
“and it is considered Quine
masculine and wirile, while
whisky is perhaps viewed a5 2
maore ferminine drink.™ [ |



