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OLD & NEW SUPERBRANDS: How
have Britain's biggest consumer
names won - and maintained - their
status as Superbrands?

Superbrands ere not static. Supertrands are capable of arganic
growth and evalution, Superbrands find new reasons for consumers to
buy and keap buying. They do not cut epend when the economy wabblas,
but invest continuously.

Thaey are consistant, not schizophrenic. They are innovative,
trustwarthy, forward-looking, aglle. They do not streteh too far. Buk
above all, Superbrands need ko fight hard to retain their positions.

So says the 12-man judging panel for Conzumer Superbrands 2003,
lsunched todey (Thursday) by The Brand Councll and previewed
exclusivaly by Marketing, The book explores the history, development
and achisvements of many of the strongest brands in Britain,
examining how they heve made & to the top and how they have
managed bo stay thers,

Many of the 74 brands that ere featured n the book are stabwarts of
its pages, proving that they can evolve to withstand consumer fluog,
market downturns and bitter competition to retain their positions. But
22 are new entrants, having coms to the attention of the judges by
pishing their way to tha top of their sector on the strength of sales,
innovative thinking and grownd-breaking markating.

Here, we examine three brands that continue to grace the pages of
Coansumer Superbrands - MBS and Persil have featured since 199% and
Virgin since 2001 - and thres new entrants,

MARES B SPENCER:SLUPERBERAND SINCE 199%

hMarks 6 Spencer has faught back from a difficult period to regain a
hold on tha high strest. In Kovember 2002, it postad & 7.8% jump in
owerall sales and a 41.1% rise In operating profit. Chairman Luc
Vandevelde said It had 'moved From securing Eo sustaining the

recovery’,

MES began to felter at the end of the 80s, when For the first time it
Felt the pressure of intensifying competition.
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Vandevelde's recovery strategy operated on o number of Fronts. At a
corporate level, the company disposed of its loss-making operations.

A restructured balance sheet enabled it to return pounds 2bn to
sharehalders, while laying the groundwork for future growth.

MES slao burned to George Davies, the man behind Next, to tempt
younger cusbomars with his Per Uina range. Yasmin Yusuf was browght
in From Warshouse as head of clothing design.

Another key aspect was the 'Perfect’ campaeign, which promotad the
chain's high-quality, everydey wardrobe staplas while stressing Eheir
affordability,

in Bine with the activity, the compamy worked on iImpreving the fit of its
chothing, basad on a survey of 2500 female customars.

MES began to revive its stores, presenting & more contemparary face.
I 2002, David Beckham agreed to lend his neme and image to OBOT, &
clothas range For four- to 16-yesar-old bays,

The company has elso piloted a Food store format, Simply Food, taking
its guality and convenience Food to the high street. The first two
outleta opened in July 200, Followed by thres more at mainline ralway
stations i a joint venture with Compass Group. MBS plans to apan 150
Simply Food putlete over the next three years,

- MBS zeils more than 20 milion pairs of knickers every year.

- One In five men own an MBS suit; one in six own an MBS shirt.

= During the Festive season, shoppers buy 28 milllon mince ples.
PERSIL: SUPERABRAND SINCE 1895

Seventeen milllon washes are carried out in the UK every day - that's
slmost seven wash loads & week for the average UK household, More
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than one-guarter of these &re done with Lever Faberge's Persil, the
LFK's top laundry brand, with mescly 30% of the market,

its pface in the country's cupboards has been mainteined by continuous
inmovation throughout ts 84-year hiskary.

Persil was the first brand to bring tabletes onto the market and now
leads the sector. Persd Capsules, which was sctually thicd to market,
now [sads the capsules sector, with sales worth more than pounds
28.1m in its first eight months, After its first year, one In five people in
‘the UK had bought Persil Capaulesa, with the product outseling its
neareat competitor by bwo Eo one,

Parsi was the first detergent to be sdvertized in the press, in 1810,
and was also the first detergent to be advertised on television, in 1955,

Today, Perall focuses on creating relationships with its consumers. In
Septermbsr 2002, the brand unveled the world's biggest picture mosaic
= the culmination of a three-month-long drawing programme in schools
and playgroups - o mark the atarct of its 'Get Creative' nitiative,

Mara than half of all primary schools have reglstered bo the scheme,
which lata parants help their child's schoal get & share of st lsast
pounds ?m worth of free art and craft classroom kits by collecting
‘Persid Btars",

The brand has been 8 key partner of Comic Relief in 195% and 2001, and
ot last weak's Red Nose Dy 2003, it continued the tie-up, pledging
pounds 400,000 to Comlc Rellef*s good causes,

= Persil was the first detergant to show a man doing the weshing in ks
TV ada.

= The Parsil Caraline takes af sorts of calls - one was from e farmer
who added Persll to his sheep dip to meke his shesp whiter.

- Bofore the lasunch of Persil in 1909, soap bars were used to wash
chathiaa,
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VIRGIMN: SUPERBAAND SINCE 2001

The Wirgin brand i= famous the world over For being prepared to beke
on eatablished businesses and win, Virgin positions itself as a consumer
champion, challanging big players in the sectors in which it operstes by
offaring customers better value and service than the competitien

Owing to Richard Branson's high profile - bullt up by stunts firom his
arcund-the-world balloon trips to dressing up 83 8 bride to launch
Virgin Bride - and tha innovetive nesture of the products and sarvices,
Virgin has always had high levels of brand recognition

The Founder's activities have made such an impact that they resonate
aciass Hhe whole group and every sub-brand benefits. Brenson's
autobingraphy, Losing My Virginity, publishad by Yirgin Books, has been
one of the best-selling business books n the world,

Branson's caresr began st the age of 17 with the lsunch of Student
magazing in 1868, Two years later he set up & srmall mail-order recard
retaller that undercut the big stores’ prices, In 1871, Branson and his
cowsin, Simon Draper, established Yirgin Records,

Im 1972, at lesat ore stors opensd avery month and by the end of the
yesr thera ware 14 putlats. Virgin Records rapidly becams the bggest
indepandent record company i the country, signing acts sueh as the
Sex Pigtols.

Branson sold the company to Thorn EMI i 1982 to Free Funds for
investment in other markets, Today there are more than 200
Virgin-branded companies trading around the world, employing 30,000
people and spanning sectors as diverse aa banking and bridal services,

The Virgin logo was first drawn on the beck of & napkin by graphis
deeigner Trevor Key,

= Evary waek 175,000 people walk through Dxford Street's Viegin
fMegsstore, buying a total of 55,000 items.

= The Paris Megastore s the city's second-most visibed bowrlst site,
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after the Louvre,
SPECSAVERS DPTICIANS: SUPEREBRAND IN 2003

Specasvers has ravolutionissd the optical market through its jolnt
venturs strategy and tronsparent approach to pricing. its stores aro
awnad and rum by the opticiena themaehes.

Specsavers’ own lans manufacturing laboratories = two of the biggest
in Europa - maan that it can supply the latest high-tech lenses at high
volume and |ow cost.

Established in 1984, Spacsavers Dpticians has 500 stores in the LK
Irefand and the Methariands and is tha fifth-bipgest aopticlan in the
worid.

With projected sales in 2002 of pounds S500m, Specsavers' has
achieved continuous and sustained arganic growth, despite a slowdown
in the retad econamy,

The current market for eyecars products and services = estimated at
more than pounds 2ba, with just under half provided by small
indapendent opticians.

Specsavers was the first optician to advertise its products and
sarvicas on television and still spends more on TV than any compstitor
- more than pounds 14.5m in 2002 [ACHIelsen Media Research).
Specsavers' campaigns, produced by an in-house creative team,
regularly appaar in Markating's Adwatch.

It in-store magazine, View, which is published in-house twice & year, is
available Free in all stores and iz mailed to 800,000 cuestomars.

The company slso sends out more than 220,000 letters o waak
reminding peapls that they are dus for a sight test or that theé
contact lenses are ready for collection, and Infarming them of current
end fortheoming offers,

Thie latest campaign, Specesvers' 'Look of 2003' modalling competition,
which aims to find the sexiest glasses wearer, is in iEs sighth year and
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atbtracts thowsands of entrants, emphasising the ides that glasses ara
a Fashkon eccessory &s well as an opkical necessity, Tha company
recently sdded designer ranges by Storm and Fouk,

- Specsavers selis a pair of glasses every six seconds.

= If mll tha glasses Speceavers hed ever aold were laid end to end they
would wrap around the world nearty three timeaa,

A Gpecsavers” retad outlet opens in the UK or the rest of Europe every
waak,

JACK DAMIEL"S: SUPERBRAND IM 2003

Jack Denlel's focusss a tremendous amount of |t promotions ackivty
pround September - the month Jack Danisl was born - with tessers in
August,

In 2002, poster ads proclaimed: Jack's Birthday Celebrations: starting
1st of tha month, 7pm till lats [late Septamber that is]'. The strategy
aims to communicates thet Jack Danlel’s is about style, rather then

fashlon.

First registerad in 1866, the distillery continues to craft old-tims
Tennessee whiskey the wey Mr Jack did 140 years sgo and remains
true to its Founder's straightforward motto: 'Each day we meke it, we
willl make it the best we can'.

Jeck Daniel's Dld Mo, 7 Tennessee sour mash whiskey, owned by US
company Brown-Forman, |e the leading imported whiskey brand in the
UK, both In terms of volume and value.

Betweesn 19497 and 2001 consumption of bBendad whiskies Fall by 7%,
From 36% bo 28% of adults, while consumption of premium malts Fall by
3%, From 21% to 18% of adults, according to BMRE and Mintal.

Consumption of Imported whiskles such as Jack Daniel's, maanwhila,
hes remained constant at 11% over the past four years.

Aecent buoyent sales of imported whiskies hove been largely spurred
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by the succesas of brands such as Jack Daniel’s and its appeal to
yeunger drinkers, The typical dack Danisl's drinker 8 a man in his
mici-20s, and tha brand targats 18- to &¢4-year-old male students and
young workers This highly soclal group expects a lot From life and has a
live for today' atkitude.

The brand ks also redoubling its efforts to retain 25- to 44-vear-olds.

= Seventy per cent of Jack Denlel's consumers ars mala

- The brand's first black-and-white ad sppeered in the October 18,
1954 issua of Time.

- Jack Daniel's first used paper lobels in 1805,
MULLER: SUPERBRAND IN 2003

Last yaar UK consumers speoned thair way throwgh & record bwo billion
pots of yoghurt - enough to fill more than 200 Qlympic-size swimming
poois.

Sales leapt pounds 36m to pounds B38m in 2001, making yoghurt one of
the Fastest-growing food sectors, sccording to ACHIelsan.

Muller, the third-biggest grocery brand in the UK, currently holds a
40% share of the yoghurt market. Since its introduction to the UK in
1987, Muller has built retail sales in excess of pounds 300m, with 17
different product linea and 65 produck variants.

In one record day in 2001, the brand sold 4.7 million pots of yoghurt -
axnctly equal to ks first full-year sales 14 years ago. In the same year,
buller Inveated pounds 55m in a skate-of-the-art extension to its
Market Drayton Factory in Shropehire to double production capacity to
mare than two billion pots a year.

It keeging with the brand's philosophy of innovation, Muller launched a
number of products in 2002. The most recent was Muller Cornar
Squeezers, the twin-tubwe Format containing Mullar Corner yoghurt and
frult ssuca, in Sepkamber 2002 It is aémed st children and tornagers
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ABC 14256 Monthly
page rate £1,065.00
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01293 613400

Superbrand

\nadin Is Crowned A Superbrand
RAND: Anadin .

ARGET MARKET: Retailers & Lonsumers
INIQUE SELLING PROPOSITION (USP): BB = 4\ 0p,
eading analgesic Anadin has entgred_ the o B
salm of the superbrand by featuring in the T
nnual brand bible, Consumer Superbrands.

e

-
-

he reasons Anadin has been selected are g SIS
lear. From its introduction into the UK in g @
932, Anadin has developed into the most R TRYRSRR
amous OTC brand in the UK - with over 90% consumer awareness, huge

nass market appeal and a product range worth £45 million. |
\WAILABILITY: Now CONTACT: Lexis PR
UPPLIER: Wyeth Consumer Healthcare  TEL

(DB582-1)
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Brand Council adds high-street multiple and optical supermarket to top brands list

Official: Specsavers is
a retail ‘superbrand’

Specsavers Opticians has been
officiallv named as one of
Britain’s new ‘superbrands’.

The accolade has come from
the Brand Council which has
picked the nationwide group
frorn the UK’s thousands of com-
mercial brands for 1ts Consumer
Superbrands 2003.

The multple, which has
joined the hist for the first ume
along with Asda, 1s applauded
by the Brand Council as having
a market share ‘twice thar of its
nearest high street competitors’.

‘With approaching 500 stores
in the UK, Ireland and the
Netherlands, Specsavers 1s one
of the most successtul brands in
retail optics and is the {ifth
largest opticians in the world.’

A total of 22 new enrtrants

joined the superbrands list for

MICSUM - 182

2003, which has 74 brands 1n all.
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Advertising industry maga-
zine Marketing (March 20) has
defined a ‘superbrand’ as ‘capa-
ble of organic growth and evo- :

Specsavers. market
share ‘twice that of its
nearest competitors’

Also super-
prands "do not cut
advertising] spend
when the economy wob-
bles, but invests contin-
uously’.

The publication said
the multple had revolu-
tonised the optical mar-
ket and was ‘the first
optician to advertise 1ts
products and services on
television and stll
spends more on 1V than
any other competitor..

In additien to Asda, retail
giant lesco, the rival supermar-
ket group 11 the profession, con-
rinues ro figure on the hist.

lution’,
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Ryanair’s profts are

riding high in spite of
negative PR. But does
its policy of putting
price before service

undermine its brand?
Daniel Rogers asks the
experts for their views

Ryanair is a marketing phe-
nomenon. Its bosses have
burned the textbooks on
superior customer experience
and unashamedly followed a
‘pile ’em high, sell ‘'em cheap
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@ Create a spin-off brand that
represents the next generation

of airline travel.
@ Take a fresh look at your

customers;understand every seg-
ment and their differing needs.

@ Consider innovation that sticks
to the low-cost principle, but recog-
nises customer change — reserve a
seat for £5 extra, for example.

@ Stop talking to customers on a

‘one benefit fits all’ basis.

BENMEG - 582

Marketing
Thursday 27. March 2003
15

ABC 40183 Weekly
page rate £3,455.00

scc rate £0.00
020 8267 5000
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pricing strategy. fullits planes are) in February
And yet at a time when 2003 was down 1% on a year
many of the world’s atrlines ago to 81 %, while main rival
teeter on the brink of bank- easyJetwasupto 8.7%.
ruptcy, Ryanair is turning in Ryanair has seen a barrage
powerhouse financial resuits.  of negative publicity, begin-
It is Europe’s most prof-  njng Jast spring with unsub-
itable airline, with a market  stantiated rumoursthat pilots
capitalisation well above that  were cutting corners and con-
of British Airways. tinuing with BA briefing
Butwhatisthetruehealthof  media against its lack of cus-
its brand? The Which Airline? tomer back-up_ Criticisms hit
report by the Consumers’ 3 peak with its purchase of
Association placesRyanairat  Buzz (Marketing,February6).
the foot of a league table of  Ryanairsoonslashed 440j0bs
low-cost airlines, with only  and scrapped several routes.
one-third of customers keen In the face of customer
to recommend it to a friend. complaints, Rvanair boss
While its expansion contin-  Michael O’Leary’s standard
ues, recent passenger and response is, “Well, what do
internet statistics suggest you expect for £20 return?”
Ryanair's load factor (how Indeed, the flipside of the
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Should Ryanair refocus
for emotional appeal?

Which? survey is that the car-
rier scorcs well in terms of
value for money.

So does 1t matter whether
people don’t love Ryanair, as
long as they value it? Possibly.
This week, Superbrands re-
search named }EK as one of
the three brands consumers
would miss most. While
Ryanair continues to grow. it
mayneed toworry little about
such values,but willtherebe a
time whenityearns forthem?

We quizzed Tim Jeans,man-
aging director of MyTravel
Lite and former top marketer
at Ryanair, and Simon Matt-
hews of communicationsstrat-
egists Rise,whichislaunching
Now airline this summer.

14
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@ The outdoor advertising looks
cheap. Ryanair must avoid looking
like the Poundstretcher of the

@ There is room for NON-price mes-
sages — punctuality and customer
standards statistics that could
dispel some of the negative PR.

@ Constant repetition of offers can
make ads look like wallpaper.
Ryanair has an unrivalled list of

O"Leary: shrugs off complaints destinations — shout about them.

e 1
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OLD & NEW SUPERBRANDS: How

have Britain's biggest consumer
names won - and maintained - their

status as Superbrands?

superbrands are not static. Superbrands are capable of organic
growth and evolution. Superbrands find new reasons for consumers to

buy and keep buying. They do not cut spend when the economy wobbles,
but invest continuously.

They are consistent, not schizophrenic. They are innovative,
trustworthy, forward-looking, agile. They do not stretch too far. But
above all, Superbrands need to fight hard to retain their positions.

So says the 12-man judging panel for Consumer Superbrands 2003,

launched today (Thursday) by The Brand Council and previewed
exclusively by Marketing. The book explores the history, development

and achievements of many of the strongest brands in Britain,
examining how they have made it to the top and how they have

managed to stay there.

Many of the 74 brands that are featured in the book are stalwarts of
Iits pages, proving that they can evolve to withstand consumer flux,

market downturns and bitter competition to retain their positions. But

22 are new entrants, having come to the attention of the judges by
pushing their way to the top of their sector on the strength of sales,

innovative thinking and ground-breaking marketing.

Here, we examine three brands that continue to grace the pages of
Consumer Superbrands - MES and Persil have featured since 1995 and

Virgin since 2001 - and three new entrants.

MARKS & SPENCER:SUPERBRAND SINCE 1995

Marks & Spencer has fought back from a difficult period to regain a
hold on the high street. In November 2002, it posted a 7.9% jump in
overall sales and a 41.1% rise in operating profit. Chairman Luc
Vandevelde said it had 'moved from securing to sustaining the

recovery-.

MES began to falter at the end of the 90s, when for the first time it
felt the pressure of intensifying competition.

NOYKON

(DB582-1)
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Vandevelde's recovery strategy operated on a number of fronts. At a
corporate level, the company disposed of its loss-making operations.

A restructured balance sheet enabled it to return pounds 2bn to
shareholders, while laying the groundwork for future growth.

MES also turned to George Davies, the man behind Next, to tempt
younger customers with his Per Una range. Yasmin Yusuf was brought
in from Warehouse as head of clothing design.

Another key aspect was the 'Perfect' campaign, which promoted the
chain’s high-quality, everyday wardrobe staples while stressing their
affordability.

In line with the activity, the company worked on improving the fit of its
clothing, based on a survey of 2500 female customers.

MES began to revive its stores, presenting a more contemporary face.

In 2002, David Beckham agreed to lend his name and image to DB07, a
clothes range for four- to 16-year-old boys.

The company has also piloted a food store format, Simply Food, taking
its quality and convenience food to the high street. The first two
outlets opened in July 2001, followed by three more at mainline railway
stations in a joint venture with Compass Group. M&S plans to open 150
Simply Food outlets over the next three years.

- MES sells more than 20 million pairs of knickers every year.

- One in five men own an ME&S suit; one in six own an M&S shirt.

- During the festive season, shoppers buy 28 million mince pies.

PERSIL: SUPERBRAND SINCE 1995

Seventeen million washes are carried out in the UK every day - that's
almost seven wash loads a week for the average UK household. More

(DB582-1)

Page20f8



7/12

Marketing (WWW])
Friday 28. March 2003

Brand Council

than one-quarter of these are done with Lever Faberge's Persil, the
UK's top laundry brand, with nearly 30% of the market.

Its place in the country's cupboards has been maintained by continuous
innovation throughout its 94-year history.

Persil was the first brand to bring tablets onto the market and now
leads the sector. Persil Capsules, which was actually third to market,
now leads the capsules sector, with sales worth more than pounds
28.1m in its first eight months. After its first year, one in five people in
the UK had bought Persil Capsules, with the product outselling its
nearest competitor by two to one.

Persil was the first detergent to be advertised in the press, in 1910,
and was also the first detergent to be advertised on television, in 1955.

Today, Persil focuses on creating relationships with its consumers. In
September 2002, the brand unveiled the world's biggest picture mosaic
- the culmination of a three-month-long drawing programme in schools
and playgroups - to mark the start of its 'Get Creative' initiative.

More than half of all primary schools have registered to the scheme,
which lets parents help their child's school get a share of at least
pounds 7/m worth of free art and craft classroom kits by collecting

'‘Persil Stars’.

The brand has been a key partner of Comic Relief in 1999 and 2001, and
at last week's Red Nose Day 2003, it continued the tie-up, pledging
pounds 400,000 to Comic Relief's good causes.

- Persil was the first detergent to show a man doing the washing in its
TV ads.

- The Persil Careline takes all sorts of calls - one was from a farmer
who added Persil to his sheep dip to make his sheep whiter.

- Before the launch of Persil in 1909, soap bars were used to wash
clothes.
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VIRGIN: SUPERBRAND SINCE 2001

The Virgin brand is famous the world over for being prepared to take
on established businesses and win. Virgin positions itself as a consumer
champion, challenging big players in the sectors in which it operates by
offering customers better value and service than the competition.

Owing to Richard Branson's high profile - built up by stunts from his
around-the-world balloon trips to dressing up as a bride to launch
Virgin Bride - and the innovative nature of the products and services,

Virgin has always had high levels of brand recognition.

The founder's activities have made such an impact that they resonate
across the whole group and every sub-brand benefits. Branson's
autobiography, Losing My Virginity, published by Virgin Books, has been
one of the best-selling business books in the world.

Branson's career began at the age of 17 with the launch of Student
magazine in 1968. Two years later he set up a small mail-order record
retailer that undercut the big stores' prices. In 1971, Branson and his
cousin, Simon Draper, established Virgin Records.

In 1972, at least one store opened every month and by the end of the
year there were 14 outlets. Virgin Records rapidly became the biggest
independent record company in the country, signing acts such as the

Sex Pistols.

Branson sold the company to Thorn EMI in 1992 to free funds for
iInvestment in other markets. Today there are more than 200
Virgin-branded companies trading around the world, employing 30,000
people and spanning sectors as diverse as banking and bridal services.

The Virgin logo was first drawn on the back of a napkin by graphic
designer Trevor Key.

- Every week 175,000 people walk through Oxford Street's Virgin
Megastore, buying a total of 55,000 items.

- The Paris Megastore is the city's second-most visited tourist site,
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after the Louvre.

SPECSAVERS OPTICIANS: SUPERBRAND IN 2003

Specsavers has revolutionised the optical market through its joint
venture strategy and transparent approach to pricing. Its stores are
owned and run by the opticians themselves.

Specsavers' own lens manufacturing laboratories - two of the biggest
in Europe - mean that it can supply the latest high-tech lenses at high

volume and low cost.

Established in 1984, Specsavers Opticians has 500 stores in the UK,
Ireland and the Netherlands and is the fifth-biggest optician in the

world.

With projected sales in 2002 of pounds 500m, Specsavers' has
achieved continuous and sustained organic growth, despite a slowdown

in the retail economy.

The current market for eyecare products and services is estimated at
more than pounds 2bn, with just under half provided by small
independent opticians.

Specsavers was the first optician to advertise its products and
services on television and still spends more on TV than any competitor
- more than pounds 14.5m in 2002 (ACNielsen Media Research).
Specsavers' campaigns, produced by an in-house creative team,
regularly appear in Marketing's Adwatch.

Its in-store magazine, View, which is published in-house twice a year, is
available free in all stores and is mailed to 600,000 customers.

The company also sends out more than 220,000 letters a week
reminding people that they are due for a sight test or that their
contact lenses are ready for collection, and informing them of current

and forthcoming offers.

The latest campaign, Specsavers' 'Look of 2003" modelling competition,
which aims to find the sexiest glasses wearer, is in its eighth year and
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attracts thousands of entrants, emphasising the idea that glasses are
a fashion accessory as well as an optical necessity. The company
recently added designer ranges by Storm and fcuk.

- Specsavers sells a pair of glasses every six seconds.

- If all the glasses Specsavers had ever sold were laid end to end they
would wrap around the world nearly three times.

A Specsavers' retail outlet opens in the UK or the rest of Europe every
week.

JACK DANIEL'S: SUPERBRAND IN 2003

Jack Daniel's focuses a tremendous amount of its promotional activity
around September - the month Jack Daniel was born - with teasers in
August.

In 2002, poster ads proclaimed: 'Jack's Birthday Celebrations: starting
1st of the month, 7pm till late (late September that is)'. The strategy
aims to communicate that Jack Daniel's is about style, rather than

fashion.

First registered in 1866, the distillery continues to craft old-time
Tennessee whiskey the way Mr Jack did 140 years ago and remains
true to its founder's straightforward motto: 'Each day we make it, we
will make it the best we can’.

Jack Daniel's Old No. 7 Tennessee sour mash whiskey, owned by US
company Brown-Forman, is the leading imported whiskey brand in the
UK, both in terms of volume and value.

Between 1997 and 2001, consumption of blended whiskies fell by 7%,
from 35% to 28% of adults, while consumption of premium malts fell by
3%, from 21% to 18% of adults, according to BMRB and Mintel.

Consumption of imported whiskies such as Jack Daniel's, meanwhile,
has remained constant at 11% over the past four years.

Recent buoyant sales of imported whiskies have been largely spurred
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by the success of brands such as Jack Daniel's and its appeal to
younger drinkers. The typical Jack Daniel's drinker is a man in his
mid-20s, and the brand targets 18- to 24-year-old male students and
young workers This highly social group expects a lot from life and has a

'live for today' attitude.

The brand is also redoubling its efforts to retain 25- to 44-year-olds.

- Seventy per cent of Jack Daniel's consumers are male.

- The brand's first black-and-white ad appeared in the October 18,
1954 issue of Time.

- Jack Daniel's first used paper labels in 1895.
MULLER: SUPERBRAND IN 2003

Last year UK consumers spooned their way through a record two billion
pots of yoghurt - enough to fill more than 200 Olympic-size swimming

pools.

Sales leapt pounds 36m to pounds 698m in 2001, making yoghurt one of
the fastest-growing food sectors, according to ACNielsen.

Muller, the third-biggest grocery brand in the UK, currently holds a
40% share of the yoghurt market. Since its introduction to the UK in
1987, Muller has built retail sales in excess of pounds 300m, with 17
different product lines and 65 product variants.

In one record day in 2001, the brand sold 4.7 million pots of yoghurt -
exactly equal to its first full-year sales 14 years ago. In the same year,
Muller invested pounds 55m in a state-of-the-art extension to its
Market Drayton factory in Shropshire to double production capacity to
more than two billion pots a year.

In keeping with the brand's philosophy of innovation, Muller launched a
number of products in 2002. The most recent was Muller Corner
Squeezers, the twin-tube format containing Muller Corner yoghurt and
fruit sauce, in September 2002. It is aimed at children and teenagers
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and allows the product to be eaten on the move.

Consistent price promotions and ongoing product innovation have
traditionally helped drive the brand forward. But in 2001, the brand
took a new approach to its marketing and promotion, launching
‘Mullerlove’, the first umbrella campaign to support its growing
portfolio of products. The campaign continued throughout 2002, with a

budget of pounds 12m.

SUPERBRANDS 2003 Abbey National Adidas Anadin* Andrex Asda*
Ask Jeeves Avis BBC Black & Decker British Airways BT Classic FM
Coca-Cola Comfort* Direct Line Duracell EasyJet Eurostar Evian
Financial Times Firstdirect Gillette Haagen-Dazs Heinz Hertz* HMV
Huggies* Intel* Jack Daniel's* Jaguar* Johnnie Walker* Kellogg
Kleenex Kodak* Land Rover Lastminute.com Lemsip* Maltesers*
Marks & Spencer Mars bar McDonald's Michelin Mr Kipling Muller*
Nivea Nurofen Oxfam* OXO Persil PG Tips Philips* Pret A Manger
Quaker Oats* RAC Royal Doulton Royal Mail Schweppes Sellotape
Sharwood's* Shell Specsavers* Speedo Starbucks* Tesco Tetley
The National Lottery The Sun The Times* Typhoo* Virgin Virgin
Atlantic Wall's Waterford Crystal* Yellow Pages *New Superbrands

- More than 50,000 Muller Corners are consumed every hour in the UK.

- Muller uses 500,000 litres of milk every day, all of it sourced from
within a 35-mile radius of its Shropshire factory.

- The Muller brand now has 71% penetration of all UK households
(ACNielsen).

Publication: Marketing
Distributed by Financial Times Information Limited

Publication: Marketing; Copyright of Marketing. Source: Financial
Times Information Limited - Europe Intelligence Wire.
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