Advertising Age | May 28, 2007 | 3

Why Absolut said bye-bye to the bottle
By JEREMY MULLMAN
jmullman@adage.com

absolut vodka’s iconic bottle ads
were some of the most celebrated,
sought-out and effective brandbuilding efforts in the history of alcohol marketing. Unfortunately
they are also outdated—based on the

A-B branches
out, but Wall
Street’s still
not satisfied
After analysts encouraged
brewer to expand,some
say it has too many brands

less-than-credible idea that Absolut
is still a superpremium offering.
When the bottle campaign was
introduced in 1979 with the nowlegendary “Absolut Perfection”
print ad, the brand was dripping with
cachet. But today, thanks to the
emergence of dozens if not hundreds
of pricier (sometimes it seems
there’s an arms race of overcharging
in the category), glitzier vodkas led
by Bacardi’s fast-growing Grey
Goose, Absolut has instead become
the Budweiser of vodkas: a midshelf
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See A-B on Page 26

brand whose overwhelming volume
has made it ubiquitous.
Tim Murphy, VP-marketing for
the Absolut Spirits Co. and the man

That challenge manifested itself in
market-share losses for Absolut, now
the world’s No. 2 vodka brand. It’s lost
considerable market share to Grey
Goose, Ketel One, Belvedere and other upstart luxury brands during this
decade, when vodkas in general have
enjoyed unprecedented growth.
According to the spirits trade
magazine Impact, Absolut’s 4.9%
annual growth rate between 2000
and 2005 was the slowest among the
See ABSOLUT on Page 28

‘AMERICAN IDOL’ VS. THE SUPER BOWL
TALE OF THE TAPE: A showdown between the biggest live events on TV

next year could prove tobe a very profitable one for Fox, thanks to all the revenue it’s likely to rake in from two of the biggest live events of the TV season: the
Super Bowl and the “American Idol” finale. Given the TiVo-proof nature of live
events, the two franchises are bound to get a lot of marketer attention.
This year’s Super Bowl on CBS was the second-most-watched ever, at-

tracting 93.2 million viewers and pulling in $2.7 million per 30-second spot.
Last Wednesday’s “Idol” finale garnered 30.7 million viewers. (And winner
Jordin Sparks just happens to be the daughter of a former NFL cornerback.
Coincidence? Maybe. Cross-promotion opportunity? Definitely.)
-ANDREW HAMPP
Let’s see how these two juggernauts stack up.

‘AMERICAN IDOL’

THE SUPER BOWL

Twelve-year-old girl with Justin
Timberlake posters and a penchant for
spontaneous bursts of crying.

Married, mid-to-late-30s father of two who gathers
with his buddies with a keg and a stack of pizza boxes.

A spot for last week’s “Idol” finale ran
$1.3 million.

The top price paid for a 30-second spot was $2.6
million last year.

TOTAL BANK

The 2006 season of “Idol” took in a total of
$538 million in revenue, including $48.7
million for the finale alone.

This season’s “NFL on Fox” raked in $775
million in revenue, while this year’s Super Bowl
telecast brought $152.7 million to CBS.

SIX DEGREES
OF TERI
HATCHER

The “Desperate Housewives” star was
romantically linked to “Idol” host Ryan
Seacrest last year.

She once appeared in Radio Shack commercials
with Howie Long, co-host of “Fox on NFL” and
likely host of next year’s Super Bowl.

ONE DEGREES
OF POP STARS

Guest stars this season included Gwen
Stefani, Prince and Aerosmith’s Joe Perry.

Halftime vets include Gwen Stefani,
Prince and Aerosmith.

‘HOUSE’
PARTY

This season, the hit medical drama often
tied—and at one point surpassed—ratings of
its “Idol” lead-in on Tuesdays, revealing the
first signs of fatigue from the juggernaut.

Fox announced at its upfront
presentation that “House”
would get the coveted postBowl spot next year.

RATINGS
RECORDS

Its season opener scored the highest
rating ever for a Fox premiere and the
show’s second-best ratings among adults
18 to 49.

CBS’s Super Bowl was
the second mostwatched ever with
93.1 million viewers.

TYPICAL FAN

By JEREMY MULLMAN
anheuser-busch just can’t win.
As consumers stampeded to imports, craft beers and spirits, the
brewer was forced to diversify its
portfolio. It has snapped up at least
16 import brands during the past two
years, becoming the nation’s thirdlargest beer importer and pleasing
analysts who were worried it was too
dependent on the Budweiser franchise. But now investors are criticizing A-B for having too many brands.
The Clydesdale company’s brand
stable now includes Rolling
Rock; Stella Artois and Bass Ale
(for which it
owns the import
rights);
and
dozens of smallBUSCH: CEO
distribution, local craft and seasonal brands. It’s even dabbled in
energy drinks and spirits.
Analysts should be applauding
the move, right? But some of them
aren’t. “The concern is they’re trying to do too much at the same
time,” said Citigroup analyst Bonnie
Herzog, who has been encouraging
investors to sell A-B’s rising stock.
“It’s a lot of change in a little time for
a very big company.”
Analysts and A-B executives
agree market trends necessitated
that the brewer broaden its portfolio.
But doubts persist over whether it
can keep sluggish core brands such as

NEW WORK: Positions Absolut as “ideal.”

behind the new campaign, put it this
way: “When people think of vodka in
the generic sense, they think of Absolut in a specific sense. One bartender
told me that ‘Absolut is vodka before
the plastic surgery,’ and that’s the authenticity we’re trying to convey.”
Absolut had to try something.
“With all the superpremiums, perfection as a proposition became a little
bit unattainable,” said Jamie Gallo,
managing director of TBWA/Chiat/Day, New York, which has handled the brand since its inception.
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No longer a top-shelf
brand,giant abandons
‘perfection’campaign

Rivals swoop in after report batters diabetes drug Avandia
By RICH THOMASELLI
editor@adage.com

pharmaceutical players jockeying for leverage in the ultra-competitive $10 billion diabetes market
are poised to pounce on a report that
GlaxoSmithKline’s powerhouse
drug Avandia increases heart-attack risk.
Hot on the heels of last week’s

report from the influential New
England Journal of Medicine said
Avandia raised heart-attack risk
43%, drug giants such as Eli Lilly
and Merck are ramping up marketing for their competitive products.
In a research note, Morgan Stanley analyst Jami Rubin wrote that the
Avandia news will likely benefit Eli
Lilly’s Byetta and Merck’s Januvia
and Janumet. The analyst predicted a

“significant portion” of Avandia’s
2007 projected revenue of $3 billion
will go to Merck’s medicines, mostly
because Januvia and Janumet are oral
drugs. Byetta is injectible.
Januvia and Janumet are both
new to the market. Byetta, co-marketed by Indianapolis-based Lilly
and Amylin Pharmaceuticals, San
Diego, had $430 million in sales last
year but little to no direct-to-con-

sumer ad spending.
“That will change,” said the president of one health-care ad agency
that does not have any diabetes-related business. “A lot of the advertising for Byetta and for Merck’s drugs
has been professional. You can expect more consumer work soon. It’s
just the competitive nature of the
See AVANDIA on Page 27

