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ΠΡΩΤΟ	ΜΕΡΟΣ	
ΓΕΝΙΚΕΣ	ΠΑΡΑΤΗΡΗΣΕΙΣ	

	

 Η	αυστραλιανή	οικονομία	επί	25	έτη	δεν	έχει	βιώσει	ύφεση	ούτε	και	τις	συνέπειες	της	
διεθνούς	 χρηματοοικονομικής	 κρίσης	 του	 2007/8.	 Η	 αυστραλιανή	 καταναλωτική	
κοινωνία	 απολαμβάνει	 ετήσια	 εισοδήματα	 που	 το	 μέσο	 ύψος	 ανά	 νοικοκυριό	

προσεγγίζει	 τα	Α$125,000.	Παρά	 το	 γεγονός	 ότι	 το	 ιδιωτικό	 χρέος	 των	αυστραλιανών	
νοικοκυριών	 έχει	 υπερβεί	 το	 180%	 του	 εισοδήματός	 των,	 οι	 καταναλωτικές	 τάσεις	

βαίνουν	σχεδόν	αμείωτες	και	παρά	το	γεγονός	ότι	η	εθνική	οικονομία	έχει	εισέλθει	στη	
μετα-εξορυκτική	εποχή	οπότε	έχουν	μειωθεί	οι	ρυθμοί	απασχόλησης	ιδίως	στη	Δυτική	

Αυστραλία.		
	

 Από	 πλευράς	 μάρκετινγκ,	 οι	 αυστραλιανές	 μεγαλουπόλεις	 Σύδνεϋ,	 Μελβούρνη,	

Αδελαΐδα,	 Πέρθη,	 Βρισβάνη	 αποστελούν	 ένα	 ιδανικό	 όχημα	 για	 την	 προβολή	 και	 εν	
γένει	ανάδειξη	όχι	μόνον	του	εθνικού	μας	ποτού	αλλά	και	συναφών	αλκοολούχων	με	

βάση	 τη	 διαμόρφωση	 των	 κοινωνικών	 δεικτών	 της	 αυστραλιανής	 οικονομίας	 και	
αγοράς.	 Απαιτείται	 όμως	 η	 υιοθέτηση	 επαγγελματικών	 πρακτικών	 κατά	 την	

προσπάθεια	εμπορευματοποίησης	του	προϊόντος	αλλοιώς	τυχόν	προβολή	εσωτερικώς	
ομογενειακών	 κύκλων	 δεν	 αναδεικνύει	 το	 προϊόν	 στη	 διεθνή	 του	 διάσταση.	
Σημειώνουμε	την	πτωτική	τάση	της	νεανικής	κατανάλωσης	αλκοόλ	κυρίως	για	λόγους	

υγείας.	 Αρκεί	 να	 σκεφτεί	 κανείς	 ότι	 οι	 εταιρείες	 παραγωγής	 και	 πώλησης	 αλκοόλ	
απευθύνονται	στο	20%	των	καταναλωτών	οι	οποίοι	καταναλώνουν	το	75%	της	αγοράς	

σύμφωνα	με	έρευνα	του	Australian	Foundation	for	Alcohol	Research	&	Education.		

ü http://www.smh.com.au/national/health/one-in-five-australians-consume-three-
quarters-of-alcohol-report-finds-20160119-gm9ah6.html		
	

ü https://theconversation.com/a-brief-history-of-alcohol-consumption-in-australia-10580			
	

ü https://theconversation.com/alcohol-companies-target-the-20-of-australians-who-
drink-75-of-the-alcohol-53432		

Σημαντική	είναι	επίσης	η	διατροφή	η	οποία	θα	πρέπει	να	συνοδεύει	την	κατανάλωση	
αλκοόλ	ώστε	να	επέρχεται	μια	βιολογική	ισορροπία	στον	οργανισμό.	
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ü https://theconversation.com/if-youre-going-to-drink-make-it-part-of-your-
mediterranean-diet-53406		

	

Παράλληλα	 όμως	 θα	 πρέπει	 να	 σημειωθεί	 ότι	 έχουν	 καταγραφεί	 φαινόμενα	
οικογενειακής	βίας	που	αποδίδονται	στην	υπερβολική	κατανάλωση	αλκοόλ	 (παρά	την	

τάση	 μείωσης)	 ενώ	 μεταξύ	 των	 ετών	 1996-2005	 περίπου	 35,000	 θάνατοι	 νέων	
αποδόθηκαν	σε	φαινόμενα	συναφούς	βίας.	
	

ü http://abs.gov.au/AUSSTATS/abs@.nsf/Lookup/4307.0.55.001Main+Features12013-
14?OpenDocument		
	

ü 	http://www.abc.net.au/news/2016-06-29/young-australians-drinking-much-less-than-
previous-generations/7553970	
	

ü http://theconversation.com/dont-believe-the-hype-teens-are-drinking-less-than-they-
used-to-41884		
	

ü http://theconversation.com/womens-alcohol-consumption-catching-up-to-men-why-

this-matters-67454		
	

ü http://theconversation.com/health-check-how-do-i-know-if-i-drink-too-much-61857		
	

ü http://theconversation.com/alcohol-fuelled-violence-on-the-rise-despite-falling-
consumption-9892			

	

APPARENT	CONSUMPTION	OF	ALCOHOL	IN	AUSTRALIA	
http://www.abs.gov.au/ausstats/abs@.nsf/mf/4307.0.55.001/	

	

There	 were	 183.7	 million	 litres	 of	 pure	 alcohol	 available	 for	 consumption	 from	 alcoholic	
beverages	 in	 Australia	 in	 2013-14.	 This	 was	 a	marginal	 increase	 from	 the	 amount	 available	 for	
consumption	in	2012-13	(183.6	million	litres).	
	
The	volume	of	pure	alcohol	available	for	consumption	in	the	form	of	beer	increased	by	1.0%	and	
wine	 by	 0.2%	 between	 2012-13	 and	 2013-14.	 The	 volume	 of	 pure	 alcohol	 available	 for	

consumption	in	the	form	of	Ready	to	Drink	(pre-mixed	beverages)	decreased	by	4.3%	and	spirits	
by	3.6%	during	this	period.	
	
Of	 all	 pure	 alcohol	 available	 for	 consumption	 in	 2013-14,	 beer	 contributed	 41.3%,	 wine	 37.5%,	
spirits	 12.6%	 and	 RTDs	 6.3%.	 Cider	 contributed	 a	 further	 2.2%	 (see	 paragraphs	 25	 to	 36	 of	 the	
Explanatory	Notes	for	information	on	how	estimates	of	cider	were	calculated).	
	
On	a	per	capita	basis	there	were	9.7	litres	of	pure	alcohol	available	for	consumption	per	person	in	

2013-14,	1.7%	less	than	the	amount	in	2012-13	(9.9	litres).	As	a	standard	drink	consists	of	12.5	mls	
of	pure	alcohol,	this	is	equivalent	to	an	average	of	2.1	standard	drinks	per	day	per	person	aged	15	
years	 and	over.	Note	 that	 these	 figures	will	 overestimate	 the	 true	 level	 of	 alcohol	 consumed	as	
beverages,	as	adjustments	cannot	be	made	for	wastage	and	other	factors	such	as	for	alcohol	used	
in	cooking.		
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TABLE:	PURE	ALCOHOL	AVAILABLE	FOR	CONSUMPTION	
	

Year	 ended	 30	
June	

Beer	 Wine	 Spirits	 RTDs(a)	 Cider(b)	 Total	

	

VOLUME	OF	PURE	ALCOHOL	('000	litres)	
	
2009	 81	148	 65	600	 22	900	 13	012	 1	644	 184	304	

2010	 79	736	 68	451	 23	014	 12	811	 2	208	 186	220	

2011	 77	327	 68	000	 24	034	 12	814	 2	733	 184	907	

2012	
2013	

2014	

75	585	
75	116	

75	863	

69	044	
68	719	

68	890	

23	082	
24	032	

23	174	

12	490	
12	130	

11	610	

3	063	
3	600	

4	129	

183	264	
183	597	

183	666	

	
PER	CAPITA	CONSUMPTION	OF	PURE	ALCOHOL(c)	(litres)	
	
2009	 4.68	 3.78	 1.32	 0.75	 0.09	 10.63	

2010	 4.51	 3.87	 1.30	 0.72	 0.12	 10.53	

2011	 4.31	 3.79	 1.34	 0.71	 0.15	 10.30	
2012	

2013	
2014	

4.14	

4.04	
4.01	

3.78	

3.70	
3.64	

1.26	

1.29	
1.23	

0.68	

0.65	
0.61	

0.17	

0.19	
0.22	

10.04	

9.88	
9.71	

	

(a)	Ready	to	Drink	(pre-mixed)	beverages.	
(b)	See	paragraphs	25	to	36	of	the	Explanatory	Notes	for	information	on	how	estimates	of	cider	were	calculated.	

(c)	Litres	per	person	aged	15	years	and	over.	

	

Footnote(s):	(a)	Litres	per	person	aged	15	years	and	over.	(b)	Ready	to	Drink	(pre-mixed)	beverages.	
Source(s):	Apparent	Consumption	of	Alcohol,	Australia,	2013-14	

	

	

	

 Η	προστασία	της	Γεωγραφικής	Ένδειξης	του	ούζου	και	συναφών	αλκοολούχων	που	έχει	

κατοχυρωθεί	 στην	 ΕΕ,	 δεν	 ισχύει	 σε	 τρίτες	 χώρες.	 Ειδικά	 με	 την	 Αυστραλία,	 η	 όποια	
αναγνώριση	δύναται	να	πραγματοποιηθεί	μόνον	κατά	τις	συνομιλίες	ΕΕ-Αυστραλίας	και	

όχι	 διμερώς.	 Οι	 αρμόδιοι	 αυστραλιανοί	 οργανισμοί	 (IP	 Australia,	 ACCC/Australian	
Competition	 &	 Consumer	 Commission)	 αναγνωρίζουν	 μόνον	 δύο	 αλκοοολούχα	
προϊόντα	 (Champagne,	Cognac)	ούτε	ακόμα	το	 ιταλικό	Prosecco	και	αυτό	διαφαίνεται	
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από	 τη	 διαφοροποιημένη	 επισήμανση	 που	 υιοθετεί	 η	 εγχώρια	 αγορά	 (Πηγή:	
Winemakers	Federation	of	Australia).	

	
 Από	 πλευράς	 εξέλιξης	 στατιστικών	 στοιχείων	 μεταξύ	 των	 ετών	 2008-2015,	 οι	 κύριοι	

δασμολογικοί	κωδικοί	εξελίχθηκαν	ως	εξής:		
§ #2205/Vermouth	 and	 other	 wines	 of	 fresh	 grapes:	 Καταγράφηκε	 πτώση	 στις	

εξαγωγές	από	36,360	λίτρα	σε	σε	20,592	με	έτη	ανόδου	το	2010	και	2012.	
§ #2206/Other	fermented	beverages:		Καταγράφηκαν	εξαγωγές	7,846	λίτρων	μόνον	το	

2014.	

§ #2208/Undernatured	ethyl	alcohol	(spirits,	liqueurs,	other	spirituous	beverages):	Οι	
εξαγωγές	μας	κινήθηκαν	σε	παρόμοια	επίπεδα	με	μια	διαγραμματικά	κοίλη	πορεία	

στα	 ενδιάμεσα	 έτη.	 Συγκεκριμένα,	 από	 τα	 61,424	 λίτρα	 αλκοόλ	 του	 2008	
παραμείναμε	στα	61,355	λίτρα	αλκοόλ	το	2015,	με	πτώση	50,000	λίτρα	2010/12/14.	

	
	

ΕΡΕΥΝΑ	ΑΓΟΡΑΣ	
	

ΧΩΡΑ	
ΠΑΡΑΓΩΓΗΣ	

ΕΠΩΝΥΜΙΑ	
ΠΡΟΪΟΝΤΟΣ	

ΠΑΡΑΓΩΓΟΣ	
ΕΤΑΙΡΕΙΑ	

ΟΓΚΟΣ	
ΦΙΑΛΗΣ	

ΑΛΚΟΟΛΙΚΟΣ	
ΒΑΘΜΟΣ	 ΤΙΜΗ	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	#12	 Kaloyannis	 700ml	 38%	 $35.99	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	Metaxa	 Metaxa	 700ml	 40%	 $39.99	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	of	Plomari	 Isidoros	Arvanitis	 700ml	 40%	 $39.99	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	Adolo	 Isidoros	Arvanitis	 700ml	 42%	 $44.99	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	Mini	 Pernod	Ricard	 700ml	 40%	 $36.99	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	Classic	 Emm.	Giokarinis	 500ml	 40%	 $34.90	

ΕΛΛΑΔΑ	
Οuzo	 Olympic	Ouzo	 Tsantali	 700ml	 40%	 $39.99	

ΕΛΛΑΔΑ	
Οuzo	 Tsantali	Ouzo	 Tsantali	 700ml	 40%	 $39.99	

ΕΛΛΑΔΑ	
Οuzo	 Ouzo	Xenia	 NG	Callicounis	 500ml	 40%	 $29.99	

ΕΛΛΑΔΑ	
Οuzo	

Ouzo	Katsarou	
Brothers	
Tirnavos	

Katsaros	Nikolaos	 700ml	 38%	 $35.99	

ΕΛΛΑΔΑ	
Οuzo	

Ouzo	Jivaeri	
Triple	Distilled	 Katsaros	Nikolaos	 700ml	 40%	 $39.99	

ΕΛΛΑΔΑ	
Οuzo	 Perthenon	Ouzo	 Loukatos	Bros	 700ml	 37.5%	 $34.99	
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ΕΛΛΑΔΑ	
Tsipouro	

Tirnavos	
Tsipouro	(with	
anise	seed)	

Tirnavos	Wine	
Association	 700ml	 43%	 $46.99	

ΕΛΛΑΔΑ	
Tsipouro	

Idoniko	Tsipouro		
(with	aniseed)	 Costa	Lazaridi	 700ml	 43%	 $47.50	

ΕΛΛΑΔΑ	
Tsipouro	

Lemnos	Tsipouro		
(with	aniseed)	 Kontias	 700ml	 40%	 $44.99	

ΕΛΛΑΔΑ	
Tsipouro	

Idoniko	Tsipouro		
(no	aniseed)	 Costa	Lazaridi	 700ml	 40%	 $44.50	

ΕΛΛΑΔΑ	
Tsikoudia	

Kreta	Raki/	
CretanTsikoudia	 Stamatakis	Bros	 700ml	 40%	 $..	

ΕΛΛΑΔΑ	
Tsikoudia	

Cretan	Spirit/	
ToplouTsikoudia	 Toplou	Monastery	 500ml	 40%	 $..	

ΕΛΛΑΔΑ	
Mastiha	

Skinos	Mastiha	
Liqueur	

Optimal	Supply	
Chain	(ΕΝΩΣΗ	

ΜΑΣΤΙΧΟΠΑΡΑΓΩΓΩΝ	
ΧΙΟΥ)	

700ml	 30%	 $46.99	

ΕΛΛΑΔΑ	
Mastiha	

Mastiha	of	Chios	
Liqueur	 Tetteris	Distillery	 500ml	 30%	 $29.99	

ΕΛΛΑΔΑ	
Liquor	

Methexis	
(SauvignonBlanc)	 Costa	Lazaridi	 700ml	 43%	 $..	

ΑΥΣΤΡΑΛΙΑ	
Aussie	Ouzo	 Aniseed	Liqueur	 Hoochery	 700ml	 30%	 $64.00	

ΑΥΣΤΡΑΛΙΑ	
Ouzo	 Akropolis	Ouzo	 Carlton	&	United	 700ml	 37%	 $34.99	

ΑΥΣΤΡΑΛΙΑ	
Ouzo	 Barbaresso	Ouzo	 Bacardi	Lion	 700ml	 37%	 $38.99	

ΑΥΣΤΡΑΛΙΑ	
Ouzo	 ATHΣNA	Ouzo	 Athsna	 700ml	 37%	 $25.99	

ΑΥΣΤΡΑΛΙΑ	
Anice	Liqueur	 Anice	Liqueur	 Baitz	 500ml	 22%	 $24.99	

ΑΥΣΤΡΑΛΙΑ	
Ouzo	

UDL	’65	Ouzo	
Cola	Can	 United	Distillers	 375ml	 4.5%	

$4.49	
$18.90	

(pack	of	6)	

ΑΥΣΤΡΑΛΙΑ	
Anice	Liqueur	 Anice	Liqueur	 Baitz	 500ml	 22%	 $24.99	

ΙΤΑΛΙΑ	
Sambuca	 Black	Sambuca	 Galliano	 700ml	 30%	 $49.99	

ΓΑΛΛΙΑ	
Aperitif	Anis	

Liqueur	

Pastis	de	
Marseilles	 Ricard	 700ml	 45%	 $44.99	

ΓΑΛΛΙΑ	
Pastis	Liqueur	 La	Bleue	Pastis	 Lemercier	 700ml	 45%	 $69.99	

ΓΑΛΛΙΑ	
Pastis	Liqueur	 Pastis	 Henri	Bardouin	 700ml	 45%	 $79.99	



ΚΛΑΔΙΚΗ	ΜΕΛΕΤΗ	ΑΛΚΟΟΛΟΥΧΩΝ	ΑΦΕΨΗΜΑΤΩΝ	–	ΑΠΟΣΤΑΓΜΑΤΩΝ	ΣΤΗΝ	ΑΥΣΤΡΑΛΙΑΝΗ	ΑΓΟΡΑ	 6	

ΛΙΒΑΝΟΣ	
Arak	

L’	Arack	de	
Musar	 Chateau	Musar	 500ml	 53%	 $69.99	

ΛΙΒΑΝΟΣ	
Arak	 Arak	 Gantous	&	Abou	

Raad	 500ml	 50%	 $43.00	

ΤΟΥΡΚΙΑ	
Raki	 Yeni	Raki	 Mey	Alkollü	Içkiler	 700ml	 45%	 $50.00	

ΤΟΥΡΚΙΑ	
Raki	 Tekirdag	Raki	 Mey	Alkollü	Içkiler	 700ml	 45%	 $57.99	

	
	

																												ΗΛΕΚΤΡΟΝΙΚΗ	ΕΡΕΥΝΑ	ΑΓΟΡΑΣ	ΣΤΗΝ	ΑΛΥΣΙΔΑ	ΠΩΛΗΣΗΣ	ΑΛΚΟΟΛΟΥΧΩΝ	“Dan	Murphy’s”	
.																																																												Κατηγορία:		RTDs	/	Premix	Drinks	/	Alcopops																																																																						.		

	
https://www.danmurphys.com.au/dm/navigation/navigation_results_gallery.jsp?params=fh_location%3D%2F%2Fcatalog01%2Fen_AU%2Fcategories%3C%7Bcatalog01_2534374302085866_2534374302026081%7D%26fh_view_size%3D30%26fh_start_index%3D0%26fh_sort%3D-
sales_value_30_days%26fh_modification%3D&resetnav=false&mfRefsh=false&storeExclusivePage=false		
	
																									Συγκρατείται	από	την	εν	λόγω	αναζήτηση	το	εγχωρίως	παραγόμενο	ποτό	OUZO	COLA		
																																																																					που	το	προωθεί	η	εταιρεία	Diageo.	
																												https://www.danmurphys.com.au/product/DM_905603/udl-ouzo-cola-cans-375ml			
	
	

ΚΑΤΗΓΟΡΙΑ	ΑΛΚΟΟΛΟΥΧΩΝ	ΑΦΕΨΗΜΑΤΩΝ	“ALCOPOPS”	

Σχετική	Αυστραλιανή	Νομοθεσία	

Bills	Digest	no.	180	2008–09	
http://www.aph.gov.au/Parliamentary_Business/Bills_Legislation/bd/bd0809/09bd180		
Excise	Tariff	Amendment	(2009	Measures	No.	1)	Bill	2009	[No.	2]	
WARNING:	
This	 Digest	 was	 prepared	 for	 debate.	 It	 reflects	 the	 legislation	 as	 introduced	 and	 does	 not	 canvass	
subsequent	 amendments.	 This	 Digest	 does	 not	 have	 any	 official	 legal	 status.	 Other	 sources	 should	 be	
consulted	to	determine	the	subsequent	official	status	of	the	Bill.	
It	should	be	noted	that	the	name	of	the	Bill	as	introduced	on	22	July	2009	is	Excise	Tariff	Amendment	(2009	
Measures	No.	1)	Bill	2009.	The	Bills	 is	not	 identical	to	the	earlier	bill	of	the	same	name,	 introduced	 in	the	
House	 of	 Representatives	 on	 11	 February	 2009,	 but	 is	 identical	 to	 the	 bill	 (which	 included	 amendments	
made	by	the	Government	in	the	House	of	Representatives	on	25	February	2009)	which	was	rejected	by	the	
Senate	on	18	March	2009.	The	addition	of	the	reference	[No.	2]	has	been	made	by	the	Department	of	the	
House	of	Representatives	Table	Office	to	indicate	that	the	Bill	is	introduced	for	a	second	time.	
Passage	history	
Date	introduced:		22	June	2009	
House:		House	of	Representatives	
Portfolio:		Department	of	Treasury	
Commencement:		Sections	1–3	on	the	day	of	Royal	Assent;	Schedule	1	on	27	April	2008	and	Schedule	2	at	
the	 same	 time	 as	 Schedule	 2	 to	 the	 Customs	 Tariff	 Amendment	 (2009	 Measures	 No.	 1)	 Act	 2009	
commences.[1]	
Links:	The	relevant	links	to	the	Bill,	Explanatory	Memorandum	and	second	reading	speech	can	be	accessed	
via	BillsNet,	which	 is	 at	http://www.aph.gov.au/bills/.	When	Bills	 have	been	passed	 they	 can	be	 found	at	
ComLaw,	which	is	at	http://www.comlaw.gov.au/.	
Purpose	
The	purpose	of	the	Bill	is	to	amend	the	Excise	Tariff	Act	1921	(the	Excise	Tariff	Act)	to:	

• increase	the	tax	applying	to	‘other	excisable	beverages	not	exceeding	ten	per	cent	by	volume	of	
alcohol’	from	$39.36	to	$66.67	per	litre	of	alcohol	from	27	April	2008	and	

• ensure	that	products	which	mimic	spirit-based	ready-to-drink	beverages	(RTDs)	are	subject	to	the	
same	tax	rate	as	RTDs.	
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Background	
This	Bills	Digest	should	be	read	in	conjunction	with	the	Bills	Digest	for	the	Customs	Tariff	Amendment	(2009	
Measures	No.	1)	Bill	2009	[No.	2].	
The	original	‘alcopops’	bills	
The	Customs	Tariff	Amendment	(2009	Measures	No.	1)	Bill	2009	[No.	1]	and	Excise	Tariff	Amendment	(2009	
Measures	 No.	 1)	 Bill	 2009	 [No.	 1]	 (the	 original	 ‘alcopops’	 bills)	 were	 introduced	 into	 the	 House	 of	
Representatives	 and	 read	 for	 the	 first	 and	 second	 times	 on	 11	 February	 2009.	 The	 relevant	 Bills	 Digest	
contains	 information	about	the	contents	of	the	bills.	The	original	 ‘alcopops’	bills	contained	changes	to	the	
excise	tariff	and	excise-equivalent	customs	tariff	payable	on	ready-to-drink	beverages	(colloquially	referred	
to	as	‘alcopops’).		The	‘alcopops’	tax	changes	were	initially	contained	in	two	proposals	which	were	tabled	in	
the	House	 of	 Representatives	 by	 the	Minister	 for	Health	 and	 Ageing	Nicola	 Roxon	 on	 13	May	 2008	who	
stated	that:	The	excise	and	customs	tariff	proposals	that	I	have	just	tabled	contain	alterations	to	the	Excise	
Tariff	Act	1921	and	Customs	Tariff	Act	1995.	
The	proposals	formally	place	before	the	parliament	changes	to	both	acts	to	increase	the	rate	of	excise	and	
customs	duty	applying	to	‘other	excisable	beverages	not	exceeding	10	per	cent	by	volume	of	alcohol’	from	
$39.36	 to	$66.67	per	 litre	of	 alcohol	 content,	 on	and	 from	27	April	 2008.	 The	 two	proposals	were	Excise	
Tariff	Proposal	 (No.	1)	2008	 (covering	goods	made	 in	Australia)	 and	Customs	Tariff	Proposal	 (No.	1)	2008	
(covering	imported	goods).	
Government	amendments	
During	 the	 debate	 on	 the	 original	 ‘alcopops’	 bills	 in	 the	House	 of	 Representatives	 the	 existence	 of	 beer-
based	alternatives	to	‘alcopops’	(referred	to	as	‘malternatives’)	was	recognised.		The	‘malternatives’	which	
are:	

• pitched	at	drinkers	aged	between	18	years	and	30	years,	are	similar	in	alcohol	content,	flavour	and	
appearance	to	many	alcopops.	However,	because	these	drinks	are	beer-	rather	spirits-based,	they	
attract	far	less	excise	than	do	their	‘alcopop’	equivalents,	and	retail	for	around	half	their	price.	

As	a	result,	Nicola	Roxon	introduced	amendments	to	the	original	 ‘alcopops’	bills	which	would	address	this	
apparent	 loop	 hole.		 These	 amendments	 were	 included	 in	 the	 bills	 (the	 amended	 ‘alcopops’	 bills)	 which	
were	transmitted	to	the	Senate	for	consideration	on	11	March	2009.	
The	vote	in	the	Senate	
In	the	lead	up	to	the	vote	on	the	amended	‘alcopops’	bills	there	was	considerable	negotiation	between	the	
government	 and	 the	minor	 parties	 in	 an	 effort	 to	 assist	 the	 passage	 of	 the	 bills	 through	 the	 Senate.		 In	
particular	the	Minister	for	Health	and	Ageing	was	able	to	…	woo	Independent	Senator	Nick	Xenophon	and	
the	 Greens	with	 a	 package	 of	measures	 that	 included	 an	 extra	 $50	million	 for	 initiatives	 to	 tackle	 binge	
drinking….	
• The	Government	has	offered	as	concessions:	
• A	fund	to	provide	sponsorship	to	local	community	organisations	
• Community-level	initiatives	to	tackle	binge	drinking	
• improved	telephone	counselling	services,	and	
• possible	expansion	of	social	marketing	campaigns.	
However,	 despite	 these	 concessions,	 the	 Senate	 voted	 down	 the	 amended	 ‘alcopops’	 bills	 on	 18	March	
2009.	 The	Government	 subsequently	moved	 that	 there	 be	 two	new	 tariff	 proposals,	 namely	 Excise	 Tariff	
Proposal	(No.	1)	2009	(covering	goods	made	in	Australia)	and	Customs	Tariff	Proposal	(No.	3)	2009	(covering	
imported	goods).	
The	validating	legislation	
A	 tariff	 proposal	 is	 not	 legislation.	 It	 is	 an	 executive	 instrument.	 A	 proposal	 does	 not	 legally	 alter	 the	
relevant	 legislative	 tariff[13]	 and	 there	 is	 case	 law	which	 could	 be	 used	 to	 support	 the	 suggestion	 that	 a	
proposal	alone	does	not	actually	give	the	Commonwealth	legal	authority	to	collect	duties	according	to	the	
new	 or	 amended	 tariff	 contained	 in	 the	 proposal.	 In	 the	 period	 leading	 up	 to	 the	 crucial	 vote	 on	 the	
amended	‘alcopops’	bills	on	18	March	2009	there	was	considerable	debate	about	whether	in	the	event	the	
bills	were	not	passed,	 the	amount	of	 the	tax	already	collected,	 (being	approximately	$290	million),	would	
need	 to	 be	 refunded	 and	 if	 so,	 to	whom	 it	would	 be	 refunded.	 The	Government	 took	 the	 view	 that	 the	
monies	collected	would	have	to	be	returned	to	the	distillers.	On	15	April	2009	the	Treasurer,	Wayne	Swan	
and	 the	 Minister	 for	 Health	 and	 Ageing,	 Nicola	 Roxon	 announced	 that	 in	 May,	 the	 Government	 would,	
amongst	other	things	introduce	legislation	to	validate	the	revenue	collected	between	27	April	2008	and	13	
May	2009.	Accordingly	the	Customs	Tariff	Validation	Bill	2009	and	the	Excise	Tariff	Validation	Bill	2009	were	
introduced	 into	 the	 House	 of	 Representatives	 on	 12	May	 2009.		 These	 Bills	 were	 passed	 by	 the	 Senate	
without	amendment	on	13	May	2009[20]	and	given	the	Royal	Assent	by	the	Governor-General	on	the	same	
day.		The	Bills	Digest	for	the	validation	bills	contains	relevant	information.	

Δημοσιεύματα	Αυστραλιανού	Τύπου	
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Περί	Πολιτικής	Καταπολέμησης	Υπερβάλλουσας	Μέθης	
Από	την	Αυστραλιανή	Κυβέρνηση	

Διαφωνία	Κοινοβουλίου-Γερουσίας	για	τον	Εισαγωγικό	Δασμό	στα	”Αlcopops”	
	

Government	takes	another	shot	at	alcopops	tax	legislation	(2009)	
http://www.smh.com.au/national/government-takes-another-shot-at-alcopops-tax-legislation-20090415-

a6zj.html#ixzz3ig0HFMeh	
The	Rudd	Government	 is	 to	 introduce	 fresh	 legislation	 to	 resurrect	 its	 alcopops	 tax	 hike.	Health	Minister	
Nicola	Roxon	said	the	government	also	planned	to	legislate	to	validate	revenue	collected	under	the	earlier	
legislation.	In	March	2009,	the	Senate	rejected	the	70	per	cent	tax	hike	on	alcopops	after	Family	First's	Steve	
Fielding	sided	with	the	coalition	and	voted	against	the	bill.	Ms	Roxon	said	public	health	experts	regarded	the	
alcopops	 policy	 as	 a	 success	 as	 it	 dramatically	 reduced	 sales	 of	 the	 ready-to-drink	 beverages	 and	 the	
government	wasn't	prepared	to	abandon	those	gains.	``Therefore	the	government	intends	to	take	two	steps	
when	 parliament	 resumes	 in	May,''	 she	 said.	 Legislation	will	 be	 introduced	 to	 validate	 revenue	 collected	
under	the	earlier	legislation	between	April	27,	2008	and	May	13,	2009.	``Secondly	we	intend	to	introduce	a	

new	 tariff	 proposal	with	 effect	 from	May	 14,	 2009,	 ensuring	 that	
the	alcopops	measure	 remains	 in	place	 into	 the	 future,''	 she	 said.	
``The	 government	 will	 then	 introduce	 legislation	 to	 confirm	 this	
measure	 in	 the	 same	 session	 of	 parliament.''	 Ms	 Roxon	 said	 the	
government	 believed	 the	 alcopops	 policy	 was	 an	 effective	 public	
health	measure.	 ``And	we	know	that	public	health	experts	around	
the	country	agree,''	 she	 said.	Treasurer	Wayne	Swan,	at	 the	 same	
press	 conference,	 said	 the	 government	was	 determined	 to	 get	 its	
legislation	past	the	parliament.	``This	is	unfinished	businesses	from	

the	 last	 budget,''	 he	 said.	 He	 said	 the	 opposition's	 stance	 had	 been	 ``entirely	 negative''.	 ``Nothing	 the	
government	says	that	it	will	do	is	now	supported	by	this	opposition.	Alcopops,	national	broadband	network,	
economic	stimulus,	school	modernisation,	the	list	goes	on	and	on.	``The	government	is	determined	to	pass	
its	 legislation.	 ''When	parliament	 resumes	 for	 the	 budget	 session,	 the	 government	will	 bring	 forward	 the	
two	 pieces	 of	 legislation	 and	 the	 new	 regulation.	Ms	 Roxon	 said	 the	 two	 pieces	 of	 legislation	 would	 be	
introduced	 on	May	 13.	 ``There	will	 be	 a	 piece	 of	 legislation	 validating	 the	 revenue	 already	 collected,	we	
would	expect	that	the	Liberal	Party	and	the	minor	parties,	given	the	views	they've	expressed,	would	support	
that	legislation,''	she	said.	``We	will	introduce	a	new	tariff	proposal,	which	you	will	recall	from	the	measure	
from	 last	 year	allows	12	months	 to	 collect	 the	 revenue	and	 for	 legislation	 then	 to	be	validated.	 ``We	are	
committing	 to	 introducing	 that	 in	 the	next	 session	of	parliament	 ...	we	are	 comfortable	 to	 introduce	 two	
pieces	of	 legislation.''	On	 the	 issue	of	validating	 the	 revenue	already	collected,	Ms	Roxon	said	 the	matter	
would	need	to	be	before	the	house	before	May	13	to	allow	the	government	to	keep	the	alcopops	revenue	
for	the	past	year.	``We	hope	it	will	be	passed,	that	means	the	revenue	that's	(been)	collected	will	be	able	to	
be	 put	 towards	 those	 measures	 that	 tackle	 alcohol	 and	 binge	 drinking.''	 Ms	 Roxon	 plans	 to	 continue	
negotiations	with	 the	minor	 parties	 to	win	 their	 support	 from	 this	 new	plan	 of	 action.	 ``I've	 already	 had	
discussions	with	the	minor	parties	and	will	continue	to	over	the	coming	weeks,''	she	said.	Mr	Swan	rejected	
suggestions	 the	 latest	 efforts	 to	 get	 the	 alcopops	 tax	 passed	 could	 trigger	 a	 double	 dissolution	 election.	
``Malcolm	Turnbull	might	 load	 the	gun	but	we	certainly	have	no	 intention	of	 firing	 it,''	he	said.	Ms	Roxon	
said	 the	 latest	 figures	 indicated	 the	 alcopops	 tax	 had	 raised	 $365	 million	 to	 date.	 Over	 the	 forward	
estimates	period,	it	was	estimated	the	tax	would	raise	$1.6	billion,	less	than	initially	expected	because	of	a	
reduction	 in	alcopop	consumption.	 ``That	could	vary	 in	the	future	because	 it	affects	patterns	of	drinking,''	
she	 said.	 ``We	would	hope	 that	 it	 does	 continue	 to	 affect	 patterns	of	 drinking,	 that	we	 see	 consumption	
reducing.	That	is	the	purpose	of	the	measure.''	
AAP 

Έρευνα	Περιοδικού	CHOICE	(για	τις	επιδράσεις	κατανάλωσης	στη	νεολαία)	

Just	a	spoonful	of	sugar...	
https://www.choice.com.au/food-and-drink/drinks/alcohol/articles/alcopops		
By	Rachel	Clemons	
Last	updated:	11th	August	2014	
Alcopops	 are	 an	 alcohol-infused	 sweet	 treat	 of	 choice	 among	 young	 adults,	 thanks	 in	 part	 to	 trendy	
packaging	 and	 fruity	 flavours	 which	 can	mask	 the	 taste	 of	 alcohol.	While	 officially	 targeted	 at	 over-18s,	
premixed	alcohols,	also	known	as	ready-to-drinks	(RTDs),	have	found	an	audience	among	underage	drinkers.	
An	RTD	is	part	spirit	or	wine	and	part	non-alcoholic	drink,	such	as	milk	or	a	soft	drink,	bought	in	a	premixed	
format.	 They're	 among	 the	 most	 commonly	 consumed	 forms	 of	 alcohol	 by	 12-	 to	 17-year-old	 girls,	 are	
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considered	an	initiation	drink	by	many	young	people,	and	have	been	described	by	industry	and	concerned	
groups	alike	as	 'bridging'	or	 'gateway'	beverages	for	 less	experienced	drinkers,	who	aren't	yet	used	to	the	
taste	of	alcohol.	
With	the	above	concerns	in	mind,	we	set	out	to	discover	how	easy	it	would	be	for	young	people	(of	drinking	
age,	of	course)	 to	detect	 the	presence	of	alcohol	 in	alcopops	and	other	alcoholic	beverages,	using	a	blind	
taste	test	that	included	a	mixture	of	alcoholic	and	non-alcoholic	drinks.	
Teenagers	tasting	alcopops	
We	asked	our	young	testers	one	simple	question	–	do	you	think	this	beverage	contains	alcohol?	

Do	you	think	this	beverage	contains	alcohol?	
	 Yes	(%)	 No	(%)	 Unsure	(%)	
Alcopops	(322)	 69	 24	 7	
Soft	drinks	(324)	 9	 85	 5	
Wine	(81)	 100	 0	 0	
Beer	(81)	 100	 0	 0	

As	the	table	above	shows,	many	of	our	teenage	participants	had	difficulty	detecting	alcohol	in	the	alcopops	
–	only	69%	thought	they	contained	alcohol,	compared	with	100%	correctly	identifying	the	beer	and	wine	as	
alcoholic	drinks.	
Almost	 a	 quarter	 of	 the	 teenagers	 couldn't	 taste	 the	 alcohol	 in	 alcopops.	 They	 found	 it	most	 difficult	 to	
identify	 it	 in	Vodka	Mudshake	 (which	 looks	 and	 tastes	 rather	 like	 a	 chocolate	milkshake),	 particularly	 the	
males	—	only	51%	thought	this	beverage	contained	alcohol.	
Bear	 in	mind,	 these	were	18-	and	19-year-olds	with	some	experience	drinking	alcohol	–	 it's	 likely	younger	
drinkers	would	find	it	even	harder	to	tell.	In	terms	of	taste	appeal,	alcopops	were	the	most	popular	alcoholic	
beverage	 in	 our	 trial	 –	 60%	 of	 participants	 liked	 their	 taste	 (not	 far	 behind	 the	 77%	 who	 liked	 the	 soft	
drinks),	compared	with	25%	who	liked	wine	and	38%	beer.	
According	 to	one	participant,	 "That's	what	 these	are	great	 for	–	because	 they	do	 taste	 like	 soft	drink,	 it's	
good	for	kids	that	have	no	alcohol	experience	whatsoever,	so	they	don't	have	to	taste	the	alcohol	and	they	
don't	realise	how	drunk	they're	getting."	They're	even	more	appealing	when	you're	younger,	according	to	
our	18-	and	19-year-olds.	"I	used	to	drink	all	of	these	when	I	was	a	bit	younger	...	like	when	I	was	at	school,"	
said	one	participant.	

How	we	tested	
We	invited	78	teenagers	aged	18	and	19	years	old,	roughly	half	of	them	male	and	
half	 female,	 to	 take	part	 in	our	 taste	 test	of	a	 range	of	drinks	 that	 included	beer,	
white	wine,	four	kinds	of	soft	drink	and	four	alcopops	–	10	drinks	in	total.	Samples	
were	 unbranded	 and	 each	 participant	 received	 them	 in	 a	 different	 order.	 Each	
participant	tasted	all	10	samples.	

The	alcopops	used	in	the	taste	test	were:	
• Bacardi	Breezer	Raspberry	(4.8%	alcohol)	
• Ruski	Lemon	(4.8%)	
• Vodka	Cruiser	Passionfruit	(5%)	
• Vodka	Mudshake	Original	Chocolate	(4%)	
For	 each	 sample,	 participants	were	 asked	 if	 they	 thought	 the	 drink	 contained	 alcohol,	 and	whether	 they	
liked	the	taste	and	found	its	colour	appealing.	
The	 teenagers	 also	 completed	 a	 survey	 about	 their	 drinking	 habits	 and	 awareness	 of	 alcohol	 advertising.	
Sixteen	 also	 took	 part	 in	 focus	 groups,	 discussing	 alcohol	 consumption	 in	 general,	 and	 alcopops	 more	
specifically.	

Advertising	alcopops:	sweet	sales	techniques	
Since	reporting	on	alcopop	advertising	in	2008,	the	popularity	of	these	brightly	
coloured	beverages	has	dropped	somewhat.	Even	so,	many	trade	tricks	used	
by	 advertisers	 have	 stayed	 the	 same,	 and	while	 alcopop	manufacturers	may	
argue	 they're	 exclusively	 aiming	 at	 the	 18-	 to	 25-year-old	 market,	 it's	 not	
surprising	that	the	marketing	still	manages	to	reach	millions	of	impressionable	
young	 teenagers.	 In	 2008,	 91%	 of	 our	 taste-tes	 participants	 recalled	 seeing	
alcohol	 advertising	 in	 the	past	month.	 The	most	 recalled	 advertising	was	 for	

beer	 (43%),	 followed	 by	 alcopops	 (16%).	 Most	 alcohol	 advertising	 was	 last	 seen	 on	 television	 (71%),	
followed	by	billboards	(56%),	pubs	and	clubs	(49%),	bottle	shops	(39%),	magazines	(34%)	and	the	 internet	
(14%).	
Alcopop	marketing	in	particular	draws	heavily	on	pop-culture	references	and	young,	hip	images	to	create	a	
sense	 of	 identity	 and	 individual	 style,	 clearly	 appealing	 to	 the	 young,	 fashion-conscious	 consumer.	 The	
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maker	of	Vodka	Cruiser,	for	example,	conveys	a	trendy,	cool	and	popular	product	image	by	advertising	the	
drink	alongside	pictures	of	parties,	beaches	and	music	festivals.	Such	marketing	cleverly	uses	the	knowledge	
that	young	people	today	choose	their	drinks	to	reflect	who	they	are	and	who	they	want	to	be.	As	one	of	our	
female	 participants	 in	 2008	 told	 us:	 "I	 think	 with	 girls,	 if	 they	 see	 another	 girl	 that's	 18	 or	 17	 [drinking	
alcopops],	 and	 they're	 15	 or	 16,	 they	 think	 it's	 cute	 ...	 like	 the	 bottle."	 In	 relation	 to	 alcohol	 advertising,	
there	 are	 two	 complementary	 industry	 self-regulation	 codes:	 the	 Australian	 Association	 of	 National	
Advertisers'	(AANA)	Advertiser	Code	of	Ethics	(which	applies	to	all	forms	of	advertising)	and	the	Alcoholic	
Beverages	Advertising	Code	 (ABAC).	 In	addition,	many	of	 the	 larger	companies	have	their	own	marketing	
code	 of	 practice.	 The	 codes	 give	 guidelines	 for	 advertising	 with	 specific	 reference	 to	 children	 and	
adolescents,	but	there	are	some	gaps	–	a	major	one	being	the	internet.	
Booze	over	broadband	
When	we	looked	at	online	advertising	in	2008,	we	found	some	examples	of	alcoholic	drinks	being	advertised	
alongside	 teen-friendly	products.	WKD	 ('wicked')	Original	Vodka	Blue,	 for	example,	was	pitched	alongside	
promos	 for	 the	 latest	 teen	movies	and	Nancy	Drew	games	on	girl.com.au	–	an	online	girls	magazine	 that	
"addresses	issues	which	face	today's	youth".	This	was	at	odds	with	a	message	on	the	website	of	WKD	drinks	
owner,	Beverage	Brands,	which	states:	"The	marketing	of	our	brands	is	strictly	targeted	at	the	18-plus	age	
group."	After	CHOICE	contacted	WKD,	the	item	was	removed	from	the	website.	Even	today,	while	the	ABAC	
extends	to	websites	owned	or	endorsed	by	alcohol	beverage	brands,	there's	no	stipulation	as	to	what	kinds	
of	third-party	site	are	deemed	acceptable	for	online	alcohol	ads.	
Teenage	drinking:	are	alcopops	to	blame?	
It's	clear	from	CHOICE'S	test	that	the	use	of	sweet	flavours	reduces	the	natural	resistance	many	teenagers	
have	 to	 the	 strong	and	 (to	many	of	 them)	unpleasant	 taste	of	 alcohol.	 In	 fact,	 it's	 long	been	argued	 that	
alcopops	 entice	 youngsters	 to	 begin	 drinking	 at	 an	 earlier	 age	 and	 that	 they're	 associated	 with	 more	
frequent	 drinking	 and	 binge	 drinking	 in	 young	 people.	 And	 the	way	 these	 products	 are	marketed	 hardly	
deters	young	drinkers	from	aspiring	to	drink	them.	Statistical	evidence	however	is	mixed.	Between	2004	and	
2006,	there	was	a	21%	increase	in	the	availability	of	alcopops,	and	estimated	consumption	of	alcopops	by	
people	aged	15	and	over	 increased	by	around	16%.	However,	 the	availability	decreased	by	2.9%	between	
2011	 and	 2012.	 This	 does	 not	 necessarily	mean	 teenagers	 are	 drinking	 less	 though.	 In	 2008,	 the	 former	
Labor	government	put	a	70%	tax	on	alcopops	to	discourage	binge	drinking	among	young	people.	However,	a	
2013	study	on	alcohol	related	hospital	visits	by	the	University	of	Queensland	 found	no	significant	drop	in	
drinking	among	15–29-year-olds.	
Advice	for	parents	
It's	difficult	for	parents	of	young	teenagers	to	know	what	approach	to	take	with	alcohol.	Do	you	introduce	
your	children	to	alcohol	in	an	attempt	to	educate	them	to	be	discerning	about	drinking	or	encourage	them	
not	to	use	alcohol	until	they	reach	the	legal	age?	Is	it	appropriate	to	provide	your	teenager	with	alcohol	to	
take	 to	 a	 party?	 Is	 there	 something	 you	 can	 do	 to	 help	 your	 teenagers	 avoid	 alcohol-related	 harm?	
Unfortunately,	 there's	 little	 in	the	way	of	official	guidelines	 for	parents	to	 follow.	However,	a	government	
report	 conducted	 by	 the	Australian	 Institute	 of	 Family	 Studies	 concluded	 that	 there's	 a	 number	 of	 key	
messages	for	parents	on	the	topic	that	might	help.	

• Delaying	the	onset	of	alcohol	use	is	associated	with	more	moderate	and	less	risky	patterns	of	use	in	
adulthood,	while	early	onset	is	related	to	more	risky	patterns	of	use	in	the	long	term.	

• Parental	 attitudes	 and	 norms	 towards	 alcohol	 can	 play	 a	 considerable	 role.	 For	 example,	 when	
parents	showed	disapproval	of	alcohol	use,	their	children	were	less	likely	to	use	alcohol.	Conversely	
when	parents	were	tolerant	or	permissive,	their	children	were	more	likely	to	consume	alcohol.	

• Once	teenagers	have	started	drinking,	enhanced	parental	monitoring	appears	to	be	a	key	factor	in	
minimising	 risky	 alcohol	 use.	 However,	 this	 first	 requires	 there	 to	 be	 good	 parent-teenager	
relationships	–	simply	asking	more	questions	of	your	teenager	may	be	more	damaging.	

Once	a	good	relationship	is	in	place,	clear	and	consistent	rules	regarding	alcohol	use	and	maintaining	open	
communication	are	key.	
	
	
	

This	is	Why	Teenagers	Aren’t	Drinking	Alcopops	Anymore	
https://munchies.vice.com/en/articles/this-is-why-teenagers-arent-drinking-alcopops-anymore	
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Did	the	Alcopos	tax	do	the	Trick?	
http://drinktank.org.au/2015/06/did-the-alcopops-tax-do-the-trick/		

Did	the	alcopops	tax	do	the	trick	in	reducing	alcohol	related	harm?	
http://newsroom.unsw.edu.au/news/health/did-alcopops-tax-do-trick-reducing-alcohol-related-harm	

Lower	alcopops	consumption	is	a	clue	for	booze	reform 	

https://www.vichealth.vic.gov.au/media-and-resources/media-releases/lower-alcopops-consumption-is-a-
clue-for-further-booze-refrom-say-apc	

	
	

“CIDER	AUSTRALIA	INCORPORATED”	
http://cideraustralia.org.au/index.php/cider-australia/aims/	

The	primary	aim	of	Cider	Australia	is	to	develop	and	promote	the	Cider	and	Perry	industries	in	Australia.	As	a	
united	body,	Cider	Australia	provides	a	centralised	point	of	contact	for	its	members	and,	as	an	association,	can	
educate	the	Australian	public	about	Cider	and	Perry	production	and	their	responsible	consumption.	
	
Particular	objectives	are:	

ü Provide	a	forum	for	information	sharing,	learning,	development	and	benchmarking	
ü To	further	the	promotion	and	marketing	of	cider	in	Australia	
ü To	 have	 an	 industry	 body	 that	 can	 present	 the	 common	 views	 of	 the	 industry	 to	 government	 and	

other	bodies	
ü To	provide	a	centralised	contact	point	 for	cider	and	perry	producers	and	hence	foster	 intra-industry	

discussion		
ü Creating	consumer	awareness	of	responsible	cider	and	perry	consumption	
ü To	 develop	 style	 descriptions	 and	 classifications	 together	 with	 consumer	 education	 regarding	

production	processes	
ü To	develop	the	concept	of	“real”	cider	by	raising	awareness	of	what	cider	 is	not,	and	what	additives	

should	and	should	not	be	permitted	in	cider	and	perry	production	
ü Long	term	development	of	identifiers	for	cider	and	perry	derived	directly	from	fruit	and	potentially	the	

further	identification	of	cider	and	perry	from	the	relevant	specialised	fruit	
	
Broadly	the	following	applies:	

§ Cider	is	a	drink	produced	by	the	fermentation	of	apple	juice.	
§ Perry	is	a	drink	produced	by	the	fermentation	of	pear	juice.	Perry	is	often	by	common	usage	known	as	

“pear	cider.	
	
Australian	Cider	Awards	2014	Granted!	
https://docs.google.com/viewerng/viewer?url=http://cideraustralia.org.au/index.php/download_file/163/244/	
	
Australian	Cider	Awards	2015	now	open!	
http://cideraustralia.org.au/files/1214/3868/8509/Cider_Australia_2015-Styleguide_Official.pdf	
The	Australian	Cider	Awards	are	forging	ahead	in	2015	with	new	style	guidelines	and	new	classes	to	support	a	
booming	national	 cider	 industry	 that	 is	 fast	 becoming	 a	 key	player	 in	 global	market	 growth.	Cider	 Australia	
today	opened	entries	for	this	year’s	national	show	and	is	expecting	record	numbers	of	entries	from	local	and	
international	 cider	 producers.		 Cider	 Australia	 President	 Sam	 Reid	 said,	 “The	 Awards	 gives	 cider	makers	 an	
unparalleled	opportunity	to	have	the	quality	of	their	products	evaluated	and	benchmarked	by	some	of	the	best	
judges	in	the	nation”.		Cider	Australia	has	this	year	released	comprehensive	style	guidelines	tailored	specifically	
to	the	Australian	market	that	define	how	products	in	each	class	should	present	in	terms	of	aroma	and	flavour,	
appearance,	mouthfeel	and	overall	impression.	“The	style	guide	is	a	valuable	resource	for	the	Australian	cider	
industry	and	will	no	doubt	become	a	go-to	reference	for	producers	and	anyone	that	markets,	buys,	serves	or	
drinks	cider.		“Release	of	the	guidelines	is	a	proud	achievement	for	Cider	Australia	and	a	huge	step	towards	our	
goal	of	enhancing	and	standardising	cider	judging	across	Australia”,	said	Mr	Reid.	Entries	will	be	assessed	by	a	
world	class	judging	panel	comprising	chair	Gary	Baldwin,	renowned	international	expert	Claude	Jolicoeur	from	
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Canada,	Behn	Payten,	Karina	Dambergs	and	Bradford	Tetlow.	There	are	19	award	classes	with	standard	cider	
and	 perry	 classes	 delineated	 as	 either	 a	modern	 and	 fruit	 driven	 “New	World”	 style,	 or	 a	 ‘Traditional’	 style	
which	shows	comparatively	more	complexity,	 texture	and	structure.	 ‘Cider	or	Perry	with	 fruit’	and	 ‘Apple	or	
Pear	Spirit’	have	been	added	to	the	schedule.	“Consumers	are	 looking	to	try	great	examples	of	ciders	across	
the	ever	growing	spectrum	of	styles	on	offer,	but	are	often	not	quite	sure	where	to	start.		“Participating	in	the	
Awards	 is	an	excellent	way	 for	producers	 to	showcase	 their	products	and	 foster	continuous	 improvement	 in	
the	category”,	Mr	Reid	said.	Winners	of	the	awards	will	be	announced	at	a	dinner	on	the	evening	of	Friday	9,	
October	at	Ormond	Hall	at	The	Village	Melbourne,	while	cider	lovers	from	far	and	wide	are	invited	to	attend	
the	Australian	Cider	Festival	being	held	at	Ormond	Hall	from	12-8pm	on	Saturday	10	October.	Entries	close	on	
Friday	18	September	2015.	
	
	

AUSTRALIAN	GOVERNMENT:	NATIONAL	HEALTH	&	MEDICAL	RESEARCH	COUNCIL	
https://www.nhmrc.gov.au/_files_nhmrc/publications/attachments/ds10-alcoholqa.pdf	

Australian	Guidelines	to	reduce	health	Risks	from	Drinking	Alcohol	
		

Summary	
Alcohol	has	a	complex	role	in	Australian	society.	Most	Australians	drink	alcohol,	generally	for	enjoyment,	
relaxation	 and	 sociability,	 and	 do	 so	 at	 levels	 that	 cause	 few	 adverse	 effects.	 However,	 a	 substantial	
proportion	of	people	drink	at	levels	that	increase	their	risk	of	alcohol-related	harm.	For	some,	alcohol	is	
a	cause	of	signi	cant	ill	health	and	hardship.	In	many	countries,	including	Australia,	alcohol	is	responsible	
for	a	considerable	burden	of	death,	disease	and	injury.	Alcohol-related	harm	to	health	is	not	limited	to	
drinkers	but	also	affects	families,	bystanders	and	the	broader	community.		
These	 2009	 National	 Health	 and	 Medical	 Research	 Council	 (NHMRC)	 guidelines	 aim	 to	 establish	 the	
evidence	base	for	future	policies	and	community	materials	on	reducing	the	health	risks	that	arise	from	
drinking	 alcohol.	 The	 guidelines	 communicate	 evidence	 concerning	 these	 risks	 to	 the	 Australian	
community	to	allow	individuals	to	make	 informed	decisions	regarding	the	amount	of	alcohol	that	they	
choose	 to	 drink.	 Research	 since	 the	 previous	 edition	 of	 the	 guidelines	 in	 2001	 has	 reinforced	 earlier	
evidence	on	the	risks	of	alcohol-related	harm,	 including	a	range	of	chronic	diseases	and	accidents	and	
injury.	The	new	guidelines	take	a	new	approach	to	developing	population-health	guidance,	which:		
§ goes	 beyond	 looking	 at	 the	 immediate	 risk	 of	 injury	 and	 the	 cumulative	 risk	 of	 chronic	 disease,	 to	

estimating	the	overall	risk	of	alcohol-related	harm	over	a	lifetime		
§ provides	advice	on	 lowering	 the	 risk	of	alcohol-related	harm,	using	 the	 level	of	one	death	 for	every	

100	people	as	a	guide	to	acceptable	risk	in	the	context	of	present-day	Australian	society		
§ provides	universal	guidance	applicable	to	healthy	adults	aged	18	years	and	over	(Guidelines	1	and	2)	

and	guidance	specific	to	children	and	young	people	(Guideline	3)	and	to	pregnant	and	breastfeeding	
women	(Guideline	4).		

	
Guideline	1:	Reducing	the	risk	of	alcohol-related	harm	over	a	lifetime;		
The	 lifetime	 risk	of	harm	 from	drinking	alcohol	 increases	with	 the	amount	consumed.	For	healthy	men	
and	women,	 drinking	 no	more	 than	 two	 standard	 drinks	 on	 any	 day	 reduces	 the	 lifetime	 risk	 of	 harm	
from	alcohol-related	disease	or	injury.		
	
Guideline	2:	Reducing	the	risk	of	injury	on	a	single	occasion	of	drinking;		
On	a	single	occasion	of	drinking,	the	risk	of	alcohol-related	injury	increases	with	the	amount	consumed.	
For	healthy	men	and	women,	drinking	no	more	than	four	standard	drinks	on	a	single	occasion	reduces	
the	risk	of	alcohol-related	injury	arising	from	that	occasion.		
	
Guideline	3:	Children	and	young	people	under	18	years	of	age;		
For	children	and	young	people	under	18	years	of	age,	not	drinking	alcohol	is	the	safest	option.		
§ Parents	and	carers	should	be	advised	that	children	under	15	years	of	age	are	at	the	greatest	risk	of	

harm	from	drinking	and	that	for	this	age	group,	not	drinking	alcohol	is	especially	important.		
§ For	young	people	aged	15−17	years,	the	safest	option	is	to	delay	the	initiation	of	drinking	for	as	long	

as	possible.		
	
Guideline	4:	Pregnancy	and	breastfeeding;		
Maternal	alcohol	consumption	can	harm	the	developing	fetus	or	breastfeeding	baby.		
§ For	women	who	are	pregnant	or	planning	a	pregnancy,	not	drinking	is	the	safest	option.		
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§ For	women	who	are	breastfeeding,	not	drinking	is	the	safest	option.		
	
Further	issues	to	consider:		
There	are	a	number	of	additional	factors	that	influence	the	risk	of	alcohol-	related	harm,	including:		

§ specific	 situations	where	alcohol	has	 the	potential	 to	endanger	 life;	 for	example,	when	drinking	 is	
combined	with	activities	such	as	driving,	operating	machinery	or	supervising	children.		

§ groups	that	can	be	at	increased	risk	if	they	drink	alcohol;	for	example,	young	adults	(18–25	years),	
older	people	(60+	years),	people	with	a	family	history	of	alcohol	dependence,	and	people	who	use	
drugs	illicitly.		

§ people	 who	 may	 need	 to	 seek	 professional	 advice	 about	 drinking;	 for	 example,	 people	 taking	
medication,	people	with	alcohol-related	or	other	physical	conditions,	and	people	with	mental	health	
conditions.		

	
Making	decisions	about	personal	risk:		
Choices	 about	 alcohol	 are	 part	 of	 wider	 considerations	 that	 include	 factors	 related	 to	 each	 person’s	
lifestyle	and	health	and	also	depend	on	contextual	and	individual	circumstances.	However,	people	who	
choose	 to	drink	more	 than	 the	guideline	 levels	 should	understand	 that	 they	will,	on	average,	 increase	
their	risk	of	harm	to	a	level	that	is	higher	than	that	for	a	person	who	chooses	not	to	drink	or	to	drink	at	a	
lower	 level.	When	making	 decisions	 about	 drinking	 levels	 and	 patterns,	 people	 should	 also	 take	 into	
account	the	fact	that	drinking	can	adversely	affect	others,	and	in	some	circumstances	may	be	against	the	
law.	 These	 guidelines	 are	 concerned	with	 risks	 to	 health,	 and	 not	with	moral	 or	 normative	 standards	
about	drinking.	Various	groups	in	Australian	society	differ	about	what	they	consider	to	be	‘responsible’	
drinking,	 and	about	when	 they	 consider	drinking	 to	be	appropriate	or	acceptable.	 There	 is	 a	need	 for	
continuing	public	debate	about	these	standards	of	conduct.		
	

	
	

AUSTRALIAN	INSTITUTE	OF	HEALTH	&	WELFARE	
2016	National	Drug	Strategy	Household	Survey	

	
http://www.aihw.gov.au/2016-national-drug-strategy-household-survey/	

	
http://www.nationaldrugstrategy.gov.au		

	

The	National	 Drug	 Strategy	 (NDS)	 and	 its	 forerunner,	 the	National	 Campaign	 Against	 Drug	 Abuse	
(NCADA),	have	been	operating	since	1985.	Both	NCADA	and	NDS	were	created	with	strong	bipartisan	
political	support	and	involve	a	cooperative	venture	between	the	Commonwealth	and	State/Territory	
Governments	as	well	as	the	Non-Government	Sector.	
The	 National	 Drug	 Strategy,	 a	 cooperative	 venture	 between	 Australian,	 state	 and	 territory	
governments	 and	 the	 non-government	 sector,	 is	 aimed	 at	 improving	 health,	 social	 and	 economic	
outcomes	 for	 Australians	 by	 preventing	 the	 uptake	 of	 harmful	 drug	 use	 and	 reducing	 the	 harmful	
effects	 of	 licit	 and	 illicit	 drugs	 in	 our	 society.	 On	 this	 website	 you	 will	 find	 information	 about	 the	
National	Drug	Strategy	and	the	advisory	structures	that	support	the	strategy;	links	to	the	current	drug	
campaign	sites	with	information	on	initiatives	at	national,	state/territory	or	community	levels;	the	key	
research	 and	 data	 components	 supporting	 the	 strategy;	 publications;	 and	 key	 links	 to	 relevant	
government,	professional	organisations	and	drug-related	portal	sites.	

	

	
	
	

ΜΕΘΟΔΟΛΟΓΙΑ	ΚΑΙ	ΚΑΝΟΝΕΣ	ΠΡΟΒΟΛΗΣ-ΔΙΑΦΗΜΙΣΗΣ	
ΑΛΚΟΟΛΟΥΧΩΝ	ΣΤΗΝ	ΑΥΣΤΡΑΛΙΑΝΗ	ΑΓΟΡΑ	

	
ABAC/Alcohol	Beverages	Advertising	Code	Scheme	

http://www.abac.org.au/publications/thecode/	
The	Code	
Standards	 for	 alcohol	 marketing	 in	 Australia	 are	 set	 out	 in	 the	 ABAC	 Responsible	 Alcohol	 Marketing	
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Code.	
As	with	all	codes	of	this	nature,	a	view	on	whether	a	particular	advertisement	or	packaging	complies	
with	the	standards	will	necessarily	be	subjective.	The	ABAC	Scheme	provides	four	decision	points	for	
determining	whether	marketing	complies	as	shown	in	this	table	.	

	
For	companies	the	pre-vetting	service	provides	a	very	effective	second	opinion,	by	non-company	staff	as	
to	 whether	 a	 marketing	 communication	 complies	 with	 the	 ABAC	 Code	 before	 it	 is	 published	 or	
broadcast.	 In	 2012	 15%	 of	 marketing	 communications	 were	 rejected	 at	 this	 stage	 and	 others	 were	
approved	only	after	modification.	Through	this	service	the	ABAC	Scheme	seeks	to	minimise	the	number	
of	complaints	from	the	public	at	the	third	decision	point.	

AUSTRALIAN	ASSOCIATION	OF	NATIONAL	ADVERTISERS	
http://aana.com.au/about/		
	
The	 Australian	 Association	 of	 National	 Advertisers	 (AANA)	 safeguards	 the	 rights	 of	 its	 members	 to	
commercial	free	speech	and	protects	consumers	by	ensuring	advertising	and	marketing	communications	
are	conducted	responsibly.	The	AANA	is	the	peak	national	body	championing	the	interests	of	Australia’s	
top	advertisers.	For	over	85	years	the	AANA	has	represented	Australia’s	largest	and	well-known	brands	
across	FMCG,	automotive,	finance	and	insurance,	travel,	health	and	beauty,	media	and	communications.	
The	AANA	works	to	protect	the	interests	of	these	businesses	who	contribute	to	an	estimated	advertising	
spend	of	more	than	$14	billion	a	year.	On	behalf	of	our	members	the	AANA’s	mandate	is	to	maintain	and	
evolve	 the	 advertising	 codes	 which	 underpin	 the	 system	 of	 self-regulation	 in	 Australia.	 The	 AANA,	
together	 with	 the	 Advertising	 Standards	 Bureau,	 represent	 two	 halves	 of	 Australia’s	 gold	 standard	
system	of	self-regulation.	Complaints	under	our	Codes	are	adjudicated	by	the	independent	Advertising	
Standards	Board.	
	

«DRINKS	TRADE»	Magazine		(2012-2015)	



ΚΛΑΔΙΚΗ	ΜΕΛΕΤΗ	ΑΛΚΟΟΛΟΥΧΩΝ	ΑΦΕΨΗΜΑΤΩΝ	–	ΑΠΟΣΤΑΓΜΑΤΩΝ	ΣΤΗΝ	ΑΥΣΤΡΑΛΙΑΝΗ	ΑΓΟΡΑ	 15	

	

General	Drink	Market	Data	and	Tendency	
Personalized	 customer	 service	 and	 daily	 tastings	 for	 costumers	 are	 important	 element	 to	 increase	
beverages	selling.	One	successful	strategy	is	to	put	the	consumers	at	the	centre	of	all	activity	by	creating	
an	 emotional	 and	 social	 connection	with	 them.	When	 it	 comes	 to	 the	AUS	market	 it	 seems	 that	AUS	
drink	 less	 than	what	 they	were	 used	 to	 do	 in	 the	 past.	 Innovation	 is	 the	 answer	 to	 increase	 growth.	

Moreover,	 in	AUS	 the	Asian	 influence	has	 reach	a	point	 in	which	 the	general	 taste	profile	of	AUS	has	
changed	and	has	become	Asian	centred.	Consumers	over	65	should	be	addressed	and	also	consumers	
with	a	significant	ability	to	pay.	The	latter	are	probably	10%	of	the	total	consumers	but	provide	for	70%	
of	 the	whole	 selling.	 In	 2012,	 AUS	 cocktail	 industry’s	 trends	was	 characterized	 by	 both	 a	 demand	 for	
vintage-old	classic	cocktails	and	for	new	and	fresh	cocktails.	Some	of	the	most	valued	vintage	cocktails	
are	Aperol	1954,	Cointreau	1930,	Pacino	elixir	 vermouth,	Cutty	Shark,	Duval	Pastis	 from	1950etc.	This	
vintage	 re-discovery,	 which	 continued	 in	 2013,	 also	 influenced	
kitchen	equipment	and	glasses.	Barrel	aged	cocktails	 remained	very	

popular	 but	 at	 the	 same	 time	 beverages	 characterized	 by	 rare	
ingredients	started	to	gain	importance.	Classic	flavour	met	variations	
and	 new	 intense	 flavours	 (cocoa,	 vanilla	 and	 cinnamon).	 The	 new	
cocktails	were	based	on	fresh	and	seasonal	ingredients	which	oblige	
bars	 to	 often	 change	 their	 menus,	 depending	 on	 ingredient’s	
availability.	The	next	step	was	re-working	simple	and	classical	drinks	
and	 add	 to	 them	 fun	 and	 fresh	 elements.	 Whisky-based	 cocktail	
started	 becoming	more	 popular.	 Guest’s	 palate	 evolved,	 developed	

and	matured.	Media	 started	 pushing	 towards	more	molecular	 style	
of	 cuisine	 and	 that	 created	 a	 demand	 for	 new	 complex	 drinks	 and	
cocktails.	Even	trusting	their	bartenders,	consumers	started	to	grow	
their	personal	knowledge	through	blogs	and	websites.	The	latter	were	also	bartenders’	sources	of	ideas.	
In	 2013,	 the	 AUS	 Health	 and	 Welfare	 has	 released	 its	 findings	 about	 AUS	 drinking	 culture	 which	 is	
apparently	 slowly	 changing.	 Younger	 Australians	 are	 continuing	 delaying	 the	 age	 they	 have	 their	 first	
alcoholic	drink	(from	14.4	years	old	to	15.7	between	1998	and	2013).	Those	not	drinking	at	all	are	72%.	
In	2013	the	AUS	liquor	Industry	was	defined	as	is	dynamic	due	to	its	visibility	on	the	digital	and	mobile	

app	 world.	 AUS	 were	 starting	 using	 use	 smart	 devices	 to	 seek	 information	 for	 shopping	 online,	 to	
discover	 about	 brands	 and	 to	make	 quality	 product’s	 choices.	 Consumer’s	 aim	was	 to	 find	 authentic	
products	and	to	make	informed	choices.	A	useful	app	is	GS1	Go	Scan,	recommended	by	AUS	Food	and	
Grocery	Council	and	by	several	AUS	universities.	Information	about	products	are	authorised	by,	and	are	
from,	the	manufacturer	or	brand	owner	themselves.	This	app	is	an	important	opportunity	for	the	liquor	
industry	 to	 build	 brands	 through	marketing	 and	 promotion.	 The	 April/May	 2014	 Nielsen	 produced	 a	
Consumers	Report,	showing	an	increase	of	shopping	online	characterized	by	consumers	particularly	keen	
on	 spending	more	 than	 twice	as	much	as	 those	who	purchase	 in	 store.	 Instead,	 the	 June/July	Nielson	
Global	 Survey	of	 Consumer	Confidence	 and	 Spending	 Intentions,	which	measures	perceptions	of	 local	

jobs,	prosects,	personal	finance	and	immediate	spending	intentions,	showed	a	drinks	selling	drop	by	two	
point	 since	 2013,	 its	 lowest	 score	 on	 record	 since	 the	 survey	 began	 in	 2005.	 Consumer	 spending	 has	
become	discretionary,	and	more	cash	has	been	put	into	retirement	funds.	Another	issue	which	weakens	
the	soft	drink	market,	both	the	Indonesian	and	the	AUS	ones,	is	the	aggressive	pricing	activity	across	the	
grocery	 channel	 and	 soft	 consumers	 demand	 in	 the	 non-grocery	 channel.	 James	 Glenn,	 NAB	 senior	
economist,	 reported	 that	 the	AUS	 consumer	 confidence	decreased	by	 4%	had	negative	 consequences	
such	as	rise	of	unemployment	and	increase	demand	for	cheaper	products.	In	addition	to	it,	there	is	still	a	
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significant	problem	of	over	drinking	and	binge	drinking	among	young	Aussies.	 In	 July	2013	Drink	Wise	
Australia	and	Jameson	Irish	Whisky	chose	meaningful	and	engaging	channels	to	show	young	generation	
the	danger	of	over	drinking.	wise	launched	a	drinking	campaign	in	May	“Big	Shot”	which	was	based	on	
the	 pre-drinking	 tradition	 Aussie	 seem	 to	 have,	 before	 going	 out.	 By	 suggesting	 that	 30ml	 is	 one	

standard	 drink,	 the	 campaigners	 were	 empowering	 consumers	 to	 make	 drinks	 at	 home	 using	
recommended	units.	The	target	was	1	million	people	between	25	and	24	years	old	(mostly	males).	In	the	
video	there	were	drink	suggestion	to	inspire	people	to	produce	drinks	following	standard	units	and	the	
entire	campaign	was	based	on	valuing	concepts	such	as	reputation,	group	belonging,	exclusion,	better	
understanding	 personal	 limits	 etc.	 In	 February	 2014	 Drink	 Wise	 launched	 another	 similar	 campaign	
which	 was	 aiming	 at	 moderating	 alcohol	 consumption	 between	 young	 Australians.	 The	 campaign	

reached	 90%	 people,	 was	 shared	 55,000	 times	 on	
Facebook	 and	 had	 87%	 of	 positive	 reaction.	 In	 dealing	

with	 Drink	 and	 Hospitality	 industry	 “Drinks	 and	 Trade”	
underlines	 the	 importance	 of	 customer	 service	 and	 of	
positive	 relations	 with	 suppliers.	 The	 former	 brings	
higher	 level	 of	 satisfaction	 among	 costumers	 and	 an	
increase	 of	 gaining	 while	 the	 latter	 means	 increase	
possibility	 to	 receive	 discounts	 and	 good	 deals.	
Bartenders	 are	 also	 a	 fundamental	 part	 of	 this	 chain.	
Those	how	aspire	at	climbing	the	ladder	of	success	need	

to	improve	their	customer	service	skills	and	be	aware	of	
people’s	 taste,	 in	 order	 to	 be	 able	 to	 offer	 the	 right	
cocktails	and	drinks.	Bartenders	also	need	to	understand	

how	 significant	 is	 their	 influence	 when	 it	 comes	 to	 a	 costumer’s	 choice.	 Hospitality	 is	 a	 trend-based	
industry	 which	 gives	 importance	 to	 whoever	 can	 show	 to	 have	 been	 awarded:	 international	 prizes	
increase	 venues’	 business	 and	market	 success.	 Competitions	 are	 important	 for	 bartenders	 as	 drinking	
events	are	for	pubs	and	bars.	During	these	official	and	internationally	recognized	events	bars	and	pubs	
see	their	gain	increasing.	AUS	main	drinking	events	are	National	Margarita	Day	(22	February),	St.	Patrick	
Day	(17	March)	and	World	Whisky	Day	(17	May).	Pubs	and	bar	owner	should	be	aware	of	these	special	

days	 and	benefit	 from	costumers’	willingness	 to	 celebrate.	 In	 2014	 the	 ICC	Commission	on	Marketing	
and	Advertising	have	published	the	Advertising	Framework	for	Responsible	Market	Communications	of	
Alcohol.	 Framework	 underlines	 how	 important	 is	 for	 brands	 to	 consider	 Social	 responsibility	 when	
developing	 or	 assessing	 	 alcohol	 marketing	 communications.	 Drink	 cannot	 advertise	 themselves	 as	 a	
mean	to	professional	or	personal	success:	that	is	not	an	acceptable	practice.	In	2013	Ebiquity	released	its	
50	Powerhouses	Marketers	2013	which	showed	the	50	biggest	advertisers	 in	AUS	media.	Of	the	drink	
category	 Lion	 was	 classified	 number	 14	 with	 42.2million	 dollars	 spent	 while	 and	 Dan	 Murphy’s	 was	
classified	 number	 30,	 with	 27.9	 million.	 The	 advertisements	 considered	 were	 from	 Newspapers,	 TV,	

radio,	magazines,	online	banners,	Free	to	Air	TV	ads.	The	Drink	association	held	a	Network	Breakfast	in	
March	 to	highlight	 the	 importance	of	effective	marketing	 strategies	and	predictive	analysis.	Dr	Patrick	
Moriarty,	special	guests,	declared:	“Marketers	need	to	answering	customer	questions	as	meaningful	as	
possible	for	impacting	the	business”.	A	non-effective	market	strategy	can	cause	a	loss	up	to	250	billion	
dollars.	 Therefore,	 efficient	 key	 strategies	 are	 the	 ones	 embracing	 diversity,	 avoiding	micro-targeting,	
pushing	consistent	messages	and	using	the	accessibility	of	digital	platforms.	The	 latter’s	developments	
permit	 more	 relationships	 with	 customers	 and	 useful	 feedbacks.	Drinks	 Trade	 magazine	 launched	 in	
2014	a	Survey	to	analyse	the	relationship	between	suppliers	and	retailers	and	help	them	to	understand	

each	one’s	priorities.	When	suppliers	and	retailers	work	together	they	can	understand	tendencies	of	the	
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dynamic	AUS	market.	The	survey’s	results	showed	how	suppliers	should	be	more	open	to	acknowledge	
gaps	in	current	practices,	structures	and	thinking	and	accepting	the	challenges	related	to	them.	Crucial	
capabilities	that	both	retailers	and	suppliers	should	develop	are	business	relationship	management	and	
longer	term	planning	with	partners.	Business	should	observe	the	rate	of	market	change	and	develop	new	

skills	for	succeeding	in	the	AUS	market.	
Government	and	Alcohol	

AUS	 manufacturing	 future	 is	 craft	 with	 high	 quality	 and	 ingenuity	 over	 mass	 production	 and	
homogeneity.	 The	 future	 is	 food	 and	booze	 and	not	 clothing	 and	 textiles.	Despite	of	 that	 the	 Federal	
government	gains	24$	+	5%	GTS	on	a	single	bottle	while	the	producers	only	12$.	AUS	is	the	highest	taxed	
spirits	 industry	 in	 the	 whole	 world	 and	 it	 is	 punitive.	 This	 could	 result	 in	 a	 significative	 decrease	 of	
employment	 related	 to	 drink	 industry.	 	 In	 2014	 NSW	 premier,	 Barry	 O’Farrell,	 announced	 the	 Liquor	
Amendment	 Bill.	 This	 new	 package	 was	 supported	 by	 a	 strong	media	 campaign	 to	 reduce	 drug	 and	

alcohol	related	violence	on	Sydney’s	streets.	These	changes	affected	negatively	AUS	drink	market	due	to	
some	measures	 such	 as:	 lock	 outs	 at	 1.30	 am	 for	 all	 pubs,	 clubs	 and	 bars,	 last	 served	 drink	 at	 3am,	
stronger	jail	sentences	if	the	subject	involved	is	under	alcohol	or	drugs	effects,	closure	of	bottle	shops	at	
10	am	and	higher	fee	for	venues	and	outlets.	Distributors,	bartenders	and	owners	doubt	about	the	real	

effect	 of	 this	 legislation	 on	 those	 who	 act	 violently	 under	
alcohol	 or	 drugs	 effects.	 The	 biggest	 concern	 is	 about	 the	
economic	consequences	of	this	Bill	on	clubs	and	bars	of	NSW	
which	employ	almost	42,000	people.	This	contribute	with	1.2	

billion	 every	 year	 and	 helps	 NSW	 economy	 and	 collective	
wellbeing.	 As	 alcohol	 tends	 to	 have	 negative	 impact	 on	
citizens’	 security	 NSW	 Gov.	 has	 created	 a	 new	 annual	 risk	
based	 Liquor	 Licence	 Scheme	 to	 promote	 the	 safety	 of	
licensed	 venues	 and	 local	 communities	 (2014).	 This	 licence	
will	 oblige	 each	 venue	 to	 pay	 a	 fixed	 amount	 based	 on	 the	
venue’s	 calculated	 risk.	 This	 scheme	 has	 already	 been	
introduced	 in	 VIC	 2009,	 QLD	 2008,	 ACT	 2010.	 Alcohol	
licensees	will	 low	 risk	 business	models	 and	high	 risk	 venues	

will	pay	a	higher	fee.	The	fee	is	500$	for	hotels	and	registered	
clubs,	250$	general	bars,	200$	 for	bars,	 licensed	restaurants	

400$,	wholesalers	is	500$	and	multi-function	limited	liquor	licences	is	100$.	More	than	75%	of	licensed	
venue	 operators	 in	NSW	 are	 expected	 to	 pay	 only	 between	 100	 and	 500$.	 Late	 trade	 venue	will	 pay	
2,500$	if	the	sell	alcohol	till	1.30	am	and		they	will	pay	5000	if	they	sell	alcohol	between	1.30	am	and	5	
am.	Even	if	a	recent	study	in	ACT	has	shown	as	reduction	of	alcohol	related	violence	after	the	application	
of	 the	 scheme,	 in	NSW	 the	 consequence	of	 its	 implementation	 could	be:	 cost	 cuts,	which	will	 reduce	
employees’	work	hours,	and	disappearance	of	local,	regional	and	rural	non-profit	clubs	which	won’t	be	

able	 to	afford	 the	 licence.	On	 July	2014	 the	Alcohol	Beverages	Advertising	Code	Responsible	Alcohol	
Marketing	Code	came	into	effect.	This	applies	to	all	marketing	communications	in	AUS	generated	by	or	
within	 the	 control	 of	 a	marketer	 and	 implements	 standards	 of	marketing	 to	 be	 observed.	Marketing	
should	 only	 encourage	 responsible	 and	 moderate	 consume	 of	 alcohol	 without	 any	 offensive	 or	
aggressive	 behaviour	 related	 to	 it.	Marketing	 communication	must	 not	 target	minors	 in	 any	way	 and	
must	not	have	any	connection	with	messages	of	success	or	significant	change	in	mood.	

RTD	(Ready	to	Drink)	alcoholic	and	non-alcoholic	
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Widely	 recognize	during	 the	AUS	Drinks	Award,	RTD	 (Ready	 to	drink)	 is	a	growing	market	category.	 In	
2013	 RTD	 had	 a	 production	 and	 distribution	 shift	 towards	 female	 focused	 products	 to	 respond	 to	 a	
decrease	of	6.9	percent	in	Ready	to	Drink	Sales	(RTD)	since	2011/2012.	In	2012,	in	fact,	RTD	were	mostly	
focusing	on	male	consumers.	This	new	female	focus	brought	new	tendency	such	as:	Vodka	Cruiser	with	

its	“Go	with	the	flavour”	for	their	new	sugar	free	flavoured	Cruiser,	Skinny	Girl	with	a	low	calories	option	
and	Jim	Bean	with	its	Zero	Sugar	White	Edition.	Canadian	Club	instead	lost	a	market	sector,	due	to	their	
resistance	to	change	their	main	campaign	for	one	related	the	female	public.	RTD	is	a	continue	source	of	
innovation	with	new	drink’s	flavours	and	mixes,	which	resulted	in	2013	in	a	volume	of	24,383,018	billion	
dollars	 in	 selling.	 Its	 key	 element	 is	 premiumisation	 (strong	 focus	 on	 quality,	 craftsmanship)	 and	 RTD	
capacity	 of	 guessing	 consumers’	 macro	 trends	 such	 as	 interest	 for	 accessible	 and	 convenient	 drinks,	
desire	 for	 new	 and	 fresh	 ingredients,	 sugar	 free,	 fat	 free	 and	 low	 calories	 drinks	 and	 interest	 in	 new	
packaging.	Zero	sugar	 label	are	 increasing	both	 for	alcoholic	and	NON	alcoholic	beverages.	The	“light”	

version	is	becoming	more	popular,	together	with	beverages	rich	in	antioxidants,	vitamins	and	minerals.	
Value	 and	 quality,	 innovation	 and	 convenient	 format	 are	 key	 elements	 for	 RTD	 success.	 	 A	 powerful	
mean	to	promote	RTD	and	drinks	in	general	is	the	use	of	Social	Media	for	ad	campaigns	and	promotions.	
Social	media	can	easily	reach	consumers,	collected	direct	feedbacks	and	promote	brands	and	products.	
Relationships	 between	 brands	 and	 the	 consumers	 become	 easy	 to	 build	 and	 brands’	 respond	 to	
costumer’s	 enquiries	 can	 be	 efficient	 and	 immediate.	 Social	 Media	 are	 successful	 costumers	 service	
channels	 and	 knowledge-sharing	platforms	 for	 employees	who	often	 consult	 them	and	write	 blogs	 or	
posts.	On	 the	other	hand,	 social	media	are	dangerous.	There	have	been	 several	documented	cases	of	

employees	who	saw	their	reputation	damaged	due	to	what	they	posted.	Therefore,	in	any	case,	a	clear	
social	 media	 policy	 is	 often	 required.	 In	 the	 RTD	 alcoholic	 section	 there	 are	 several	 examples.	
Trumpeters	alcoholic	ice	tea,	(Victoria-based)	is	made	with	organic	Ceylon	tea,	pricked	seasonally	from	
Sri	Lanka,	and	pure	super	premium	vodka.	Jameson	Irish	whisky	invested	$1m	to	launch	its	premix	range	
Jameson	&	Cluody	Apple,	Raw	Cola	and	Ginger	Beer.	AUS	market	was	considered	as	a	test	market	for	
which	Jameson	created	a	campaign	to	attract	Australian	male	aged	24-34.	This	mix	was	awarded	at	the	
AUS	drink	Awards	as	“Best	Ready	 to	Drink	 (RTD)	 Innovation”	 for	Raw	and	Cola	and	Cloudy	and	Apple.	
Jack	Daniel	produced	a	new	soft	drink	“Double	Black”	which	mixes	Jack	Daniel	with	Cola	and	is	served	in	
a	 can.	 Fever	 Tree	 produces	 soft	 drinks	 with	 different	 premium	 spirits	 with	 its	 soft	 drinks	 which	 are	

sophisticated	and	premium	quality,	based	on	natural	 ingredients.	The	 flavour	offered	are	 Indian	Tonic	
Water,	 Ginger	 Beer,	 Lemonade,	 Ginger	 Ale	 and	 Soda	 water,	
suitable	 for	 all	 season,	 especially	 during	 summer.	 Mash-Up	
ginger	 ale	 and	 lemonade	 and	 Mash-Up	 sparkling	 apple,	 new	
generation	of	scotch	whisky,	new	pre-mixed	products.	VODKA	
O	 is	 a	 naturally	 crafted	 pre-mix	 cocktail	 rage	 with	 different	
fruity	 flavours.	Each	 flavour	does	not	have	artificial	 flavour	or	
additives	 and	 has	 less	 sugar	 than	 other	 ciders.	 To	 combat	

obesity	 in	 AUS	 Coca-Cola	 produced	 a	 new	 2$	 can	 250ml	
format.	The	new	 look	 is	 to	appeal	 consumers	and	drive	value	
and	growth	in	the	category.	

Ciders	
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	Regarding	Ciders	in	the	AUS	market	there	has	been	an	increase	of	selling	in	2014	of	+	11.4%	(44,322,00	
growths	nationally,	 especially	 in	 SA,	+24.5%	and	NT,	+	19.9%).	VIC	and	WA	 instead	have	experience	a	
decrease	with	 -9.6%	 (VIC)	and	 -2.7%	 (WA).	Pear	 cider	has	experienced	a	+	55.8%,	 the	Apple	version	a	
+9.4%	 increase	while	 strawberry	 and	mango	have	 lost	popularity.	 This	 shows	how	original,	 traditional	

and	dry	ciders	are	chosen	more	than	innovative	and	sweeter	ones.	Consumers	look	for	refreshment	and	
are	aware	of	the	products	provenance:	local	options	are	more	requested.	The	growth	of	cider	is	mostly	
based	on	 the	diversity	of	 tastes	 they	offer.	As	 ciders	are	generally	 consumed	during	 summer	months,	
they	are	put	in	cans.	This	format	suits	perfectly	AUS	lifestyle	characterized	by	BBQs.	Moreover,	AUS	has	
a	better	climate	for	cider’s	ingredients	to	be	grown	and	this	results	in	resulting	in	high	ciders.	In	the	AUS	
drink	 market,	 premunisation,	 innovation	 and	 packaging	 are	 fundamental	 elements	 which	 weight	 on	

consumer’s	 choices.	 Somersby	 (European	 Cider,	
distributed	 in	AUS	by	Asahi	 Premium	Beverages)	

is	having	a	market	dominance	 since	 its	 launch	 in	
October	 2012.	 With	 its	 crisp,	 sweet	 and	
refreshing,	 premium	 taste,	 in	 2014	 Somersby	
became	the	second	brand	by	volume.	This	means	
that	 Somersby	 experienced	 a	 700%	 in	 growth	 in	
value	and	674	%	growth	in	volume.	 In	April	2014	
Somersby	 will	 introduce	 its	 new	 Double	 Press,	
premium	dry	with	a	significant	number	of	apples.	

Monteith’s	 Cider	 experience	 the	 second	 largest	
share	growth	of	the	cider	market	(+8.8%),	due	to	its	fresh	crushed	apples	as	the	main	ingredient.	CUB	is	
another	 brand	 of	 cider	 which	 include:	 Strongbow	 (which	 recently	 refreshed	 its	 package),	 Bulmers,	
Mercury,	Kopparberg	and	Matilda	Bay’s	Dirty	Granny.		CUB	had	a	big	demand	of	fruit	ciders	therefore	it	
introduced	Kopparberg	Elderflower	+	Strawberry	and	Lime	on	Tap.	Reckorderling,	Three	Oaks,	Magners,	
Gaymers	and	5	Seeds	also	gained	a	good	market	position	due	to	the	introduction	of	new	formats	and	to	
their	new	flavour	options.	Reckorderling	has	experienced	a	growth	in	its	500ml	bottles	and	in	their	cans	
varieties,	especially	since	2014	with	a	partnership	with	Coca-Cola.	The	 latter	became	the	sole	Swedish	
cider	 distributor	 in	 AUS.	 Summer	 version	with	 Apple-Guava	 and	 Passionfruit	 has	 helped	 its	 selling	 to	

grow.	 Coca	 Cola	 and	 Reckorderling	 also	 celebrated	 their	 partnership	 in	 March	 at	 Manly	 Wharf	 Bar,	
Sydney.	The	venue	was	decorated	as	a	Swedish	garden	in	which	100	drink	industry	guests	were	enjoying	
a	fresh	cider.	Reckorderling’s	aim	is	to	become,	together	with	CC,	number	one	cider	in	Aus.	Recordeling	
is	offering	local	apples	traditional	style	ciders	and	innovative	options.	Its	wide	range	of	flavour	embraces	
different	 drink	 styles.	 Reckorderling	 has	 announced	 limited	 edition	Winter	 Cider.	 Reckorderling	 is	 the	
number	two	brand	cider	in	AUS	(2014).	Its	Winter	version	will	be	holding	events	and	arties	in	Thredbo,	
the	 best	 AUS	Alpine	 location.	Warm	 serve	 kits	will	 be	 also	 distributed	 around	NSW	and	VIC	 bars	 and	
venues.	Winter	Cider	 is	a	spiced	apple	cider	with	cinnamon,	vanilla.	Reckorderling	offered	also	6	 lucky	

retailers	 a	 chance	 to	win	 1$	million	 dollars	 in	 a	 recent	 promotion	 run	with	 Coca	 Cola.	 There	was	 an	
exclusive	event	at	Sydney’s	Harbour.	That	was	made	for	keeping	retailers	with	the	same	excitement	as	
consumers	have.	Three	Oaks	 saw	a	growth	with	 its	Crushed	Apples	Ten	pack	and	Crisp	Pear	can	 in	10	
format.	Endless	Cider	 is	a	100%	real	crushed	fruit	 juice	with	no	concentrates	and	no	artificial	 flavours,	
sweeteners	 or	 colourings	 added.	 It	 is	 vegan,	 gluten	 free	 and	 environmental	 friendly.	 The	 ingredients	
come	 from	 AUS	 local	 Gippsland	 farmers.	 Cheeky	 Rascal	 is	 a	 warm	 mulled	 cider	 perfect	 for	 winter	
occasions.	The	taste	is	a	mix	of	hot	apple	pie	due	to	cinnamon,	star	anise,	orange,	clove,	nutmeg,	vanilla	
bean	 and	 spice	 berries.	 Apples	 are	 locally	 grown	 and	 there	 are	 no	 added	 sugar	 or	 preservatives.	

Strongbow,	 has	a	 catching	package	with	a	drawing	of	wood	grain	on	 its	 label	 to	underline	 the	 cider’s	
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origin.	Australian	 Brewery	 Pressed	 Cider	 is	 a	new	Fresh	Pressed	Cider	made	by	 locally	 grown	apples,	
fermented	and	pressed	right	afterwards.	Stassen	Cider	has	seen	a	boom	in	2014	with	its	gluten	free	and	
low	sugar	version.	Stassen	market	strategy	 is	 to	attend	events,	create	high	profile	product	placements	
and	prestigious	on	and	off-premises	campaigns.	The	targets	are	traditional	cider	consumer	which	chose	

traditional	 version	 of	 this	 drink	 and	 also	 young	 people	 and	 newcomers	 which	 are	 looking	 for	 more	
innovative	and	tasty	ciders.	First	 started	as	a	summer	drink	only,	cider	gained	a	year	around	selling	 in	
AUS	due	to	the	characteristic	warm	weather.		

Whisky	
Whisky	also	occupies	an	important	position	in	the	AUS	market	and	
it	accounts	 for	more	than	48%	of	 total	spirits	sales.	Ausiess	drink	
almost	 19	 glasses	 of	whisky	 each	month	 and	 the	 number	 of	 the	
25-34	years	old	drinkers	has	doubled	in	the	past	6	years.	Whisky’s	

consumers	 are	 mostly	 loyal	 and	 have	 been	 drinking	 it	 for	 years	
and	 in	 Australia	 they	 are	 mostly	 drinking	 high	 quality	 spirits.	 In	
2014	Whisky	category	has	experienced	a	growth	of	10.1%	in	value	
and	a	7.9%	 in	growth	due	to	the	premium	products	available.	To	
trade	up	costumers	there	have	been	heavy	discounting	within	the	
premium	 and	 super	 premium	 category.	 New	 and	 younger	
audience	 in	 the	 whisky	 market	 also	 explains	 the	 growth.	 Young	
people	 are	 affectionate	 to	 the	 single	 malt	 one.	 The	 health	

awareness	among	consumers	push	people	to	drink	less	but	better:	sugar	free	drinks	and	lighter	styles	of	
whiskies.	 One	 fundamental	 element	 to	 increase	 selling	 is	 to	 tell	 stories	 to	 the	 consumers.	 By	 telling	
people	each	spirit’s	story	and	by	introducing	them	to	real	people	who	make	the	whisky	the	drink	gains	
an	extra	value.	To	sell	more	whisky,	bartender	and	venue	owners	should	read	more	about	it,	understand	
the	average	whisky	drinker,	taste	as	many	whiskies	as	possible	to	help	customers	to	enjoy	their	whiskies.	
They	should	also	attend	trade	shows,	ask	costumer’s	opinion,	listen	to	sales	representatives	and	always	
be	able	to	offer	a	different	premium	options	for	costumers.	If	consumers	trust	seller	advice,	even	if	they	
have	a	 limited	budget,	they	won’t	be	too	 limited	to	buy	even	a	higher	price	product.	 In	AUS	Tasmania	
lead	with	 five	whisky	producing	distilleries	 (Lark,	Sullivan’s	Cove,	Heller’s	Road,	Nant,	Overeen).	Tassie	

whisky	has	experienced	a	significant	growth	in	the	past	two	years,	especially	in	foreign	markets	such	as	
Japan,	Germany	and	 the	UK.	Sullivans	Cove	has	been	nominated	as	World	Best	Single	Malt	which	has	
helped	the	brand	to	see	 its	demand	outstripping.	Because	of	 this	Sullivan	Cove	cannot	sustain	volume	
growth	 cause	 of	 its	 limited	 stock.	 AUS	mainland	 has	 six	 distilleries:	 New	World	Whisky,	 Limeburners,	
Smith’s	 Angaston,	 Southern	 Coast,	 Backery	 Hill	 and	 Timboon).	 AUS	 distilleries	 started	 to	 focus	 on	
innovation,	 education	 for	 both	 trade	 and	 consumers.	Whisky,	 together	with	 other	 alcoholic	 spirits,	 is	
mostly	 sold	 during	 Father	 Day.	 This	 is	 a	 celebration	which	 sees	 several	 number	 of	 brands	 renovating	
their	spirits	in	terms	of	ingredients	and	mixes	and	in	terms	of	outside	appearance	(new	packaging,	new	

design	and	new	drink	containers).	Whisky	is	in	fact	considered	special,	rare,	expensive	and	mostly	a	male	
drink.	 Ian	Mc	Millan,	 from	Burn	 Stewart	believes	 that	 traditional	distilling	methods	and	processes	are	
important	 and	 must	 be	 slow	 and	 characterized	 by	 every	 single	 worker’s	 input.	Glefiddich	 Whisky	 is	
distributed	in	AUS	and	gained	14	medals	and	11	awards	at	the	sixth	Scotch	Whisky	Masters	competition,	
125th	Anniversary	Edition.	The	competition	was	the	largest	ever	organized,	with	160	entries.	Glefiddich	
presented	its	15	Years	Old	and	Ultimate	38-Year-Old,	both	considered	as	outstanding	example	of	whisky	
making.	Grant’s	 is	 another	 awarded	 whisky	 brand	 which	 gained	 a	 Gold	 medal	 for	 “Best	 in	 Class”	 in	
recent	2013	international	Spirit	Challenge	with	its	Ale	Cask	and	18-Year-Old.	Balvenie	family	introduced	a	

new	 aged	 single	 malt	 whisky	 “Balvine	 Double	 Wood”	 (17	 years	 old)	 with	 vanilla,	 green	 apples	 and	
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creamy	 toffee	 flavours.	 After	 having	 been	 matured	 in	 American	 and	 European	 it	 takes	 a	 rich	 spice	
flavour.	Jack	Daniel	launched	in	AUS	its	unaged	Tennessee	Rye	with	only	200	cases	available	to	sell.	Its	
new	spicy	and	sweet	edition	contains	70%	rye,	18%	corn,	12%	barley	malt.	Jack	Daniels	experienced	also	
8%	growth	in	2014.	Jack	Daniel	is	the	bestselling	whisky	in	the	world	even	if	for	tis	preparation	could	be	

defined	as	bourbon,	it	is	often	called	Tennessee	whisky.	It	is	pretty	old	(1866)	and	it	is	filtered	through	
charcoal	from	sugar	maple	trees	in	large	wooden	vats,	prior	to	ageing.	Jack	D	is	now	the	largest	selling	
whisky	in	the	world.	The	whisky’s	type	Jack	Daniel	is	offering	are:	Old	No	7	(smooth,	woody	with	hint	of	
fruity,	 caramel,	 vanilla,	 oak),	 Single	 Barrel	 (Roasted	 oak,	 vanilla,	 liquorice,	 maple	 syrup	 and	 lemon),	
Tennessee	Honey	 (Smooth,	 sweet,	versatile,	 lemon	and	dry)	and	Gentleman’s	 Jack	 (Soft	with	caramel,	
vanilla,	 smoke	 made	 by	 corn,	 barley	 and	 rye.,	 with	 traces	 of	 wood	 and	 liquorice).	 The	 Glenrothers	
presented	 its	Vintage	1978,	 rare	and	mature	 spicy	 side	 fruitiness	with	only	288	cases	globally.	 Finally,	
Stagg	 Jr	 is	 an	unfiltered	whisky,	 aged	 in	barrels	 for	 8-9	 years.	 Its	 bottles’	 availability	 is	 limited	and	 its	

taste	is	rich	with	ingredients	such	as	chocolate,	brown	sugar,	rye	and	spice.		As	whisky	is	not	only	related	
to	bars	and	drinks,	the	magazine	mentions	two	books	about	this	popular	drink.	“101	Whiskies	you	must	
try	 before	 you	 die”	 by	 Roskrow	 explains	 different	 types	 of	 Whiskies	 and	 their	 main	 characteristics.	
“Explore	 Whiskies”	 is	 instead	 a	 complete	 tasting	 guides	 with	 bars	 and	 cocktails	 locations.	 Draumbie	
Whisky	 is	 the	 best	 base	 for	 long	 mixed	 drinks	 with	 ginger	 and	 lime.	 Hot	 Apple	 Toddy	 is	 the	Winter	
version	which	 looks	to	expand	 in	ski	 resorts	and	winter	markets.	Drambuie	started	with	a	very	quickly	
growth	and	had	a	huge	stop	between	1980	and	2000.	 In	the	last	few	years	 it	has	experienced	a	stable	
situation	 (not	 growing).	 Its	main	markets	 are	UK,	USA	and	Greece,	 together	with	Canada	and	AUS.	 In	

2002	Greece	was	 the	 second	biggest	whisky	market.	AUS	 is	a	huge	market	opportunity	because	of	 its	
climate	which	pushes	people	to	have	a	refreshed	drink	such	as	 the	whisky	 itself	and	because	AUS	 is	a	
strong	brand	spirit	market.	Jameson	Whiskeys,	to	increase	its	selling,	organized	an	event	with	musician,	
artists,	craft	markets,	graffiti	and	whisky	tasting	in	Sydney	for	St	Patrick’s	day.	

AUS	Drink	Awards	
A	 perfect	 occasion	 which	 gathers	 bartenders,	 owners,	
retailers,	 distributors	 and	 which	 offers	 awards	 and	 gala	
events	 is	 the	 Australian	 Drinks	 Award,	 organized	 by	 the	
magazine	itself.	This	event	was	created	in	2013	(500	people)	

and	 it	 is	 held	 at	 the	 The	 Star	 Centre	 in	 Sydney.	 The	 initial	
idea	 was	 to	 professionally	 recognise	 and	 award	 drinks	 and	
hospitality	 industry	 workers	 and	 brands.	 The	 Drink	 Award,	
among	other	internationally	recognized	events,	is	considered	
independent,	credible	and	relevant.	This	has	a	high	influence	
in	 the	 drink	market	 selling	 and	 among	 costumers.	 The	AUS	
Drink	 Awards	 will	 be	 held	 in	 September	 2014	 with	 500	
expected	 participants.	 Veritas	 events	 will	 be	 the	 main	

organiser,	 since	 it	 has	 been	 coordinating	 drinks-related	
events	for	the	last	two	decades.	The	first	step	will	be	undergoing	a	commercial	research	to	understand	
client	business	DNA	to	offer	the	best	event	experience	for	participants	and	the	general	public.	Entrees	
for	 the	AUS	Drink	Awards	 are	open	 from	March	until	May.	The	brand’s	performance	consider	 for	 the	
awards	 is	from	1	January	2013	to	March	2014.	Juries	and	consumer’s	panels	will	both	evaluate	brands	
and	 candidates	 in	 the	 competition.	 Main	 Awards	 categories	 are:	 Beer	 (Domestic,	 International	 and	
Craft),	Cider,	RTDS/RTS	(Dark	and	Light),	Spirits	(Bourbon,	Liqueur,	Vodka,	Rum,	Whiskey,	Other	Spirits),	
Wine	(Red,	White,	Champagne,	Other).	The	winner	of	each	sub	category	is	eligible	to	win”	Best	in	Class”	

and	to	access	the	finals	for	Most	Loved	Brand,	Best	Presence	in	Social	Media,	Brand	Sales	Achievement,	
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Best	Innovation	and	best	Aid	Campaign,	Brand	of	the	Year	and	Supplier	of	the	Year.	Those	taking	part	in	
the	awards	will	 receive	a	Nielsen	report	about	 their	brand’s	score.	 In	order	 to	 reach	all	market	 trends	
and	 to	 promote	 the	 AUS	 Drink	 Awards	 in	 late	 2014,	 Drinks	 Trade	 launched	 a	 photobombing	
competition.	As	young	people	are	used	to	travel	and	are	looking	for	adventure	with	their	smartphone	in	

their	hands,	DT	 thought	of	gathering	 these	young	costumers	 together	and	organized	a	national	photo	
competition.	The	pictures	 take	 for	 the	competition	must	be	creative	but	 responsible.	They	can	be	put	
either	 on	 Facebook	 or	 on	 Twitter	 and	 the	 subject	 of	 the	 picture	 must	 be	 18+.	 In	 the	 image	 the	
competitors	should	show	their	favourite	spirit	or	soft	drink	matching	with	their	mood	and	location.	The	
prize	is	a	free	night	The	Star	hotel	Sydney.	

Drink	Competitions	
On	 the	 magazines	 there	 are	 several	 example	 of	 brands	
organizing	 competitions	 to	 gain	 more	 popularity	 and/or	 to	

increase	 their	 selling.	 Cocktails	 competitions	 also	 help	 the	
quality	 of	 bartending	 to	 improve.	 Competitors	 can	 improve	
their	 skills,	 elevate	 their	 careers	 and	 check	 the	 new	 market	
trends.	One	of	 the	most	 important	competitions	worlds	wide	
are:	 Diageo	 Reserve	 World	 Class,	 Angostura	 Global	 Cocktail	
challenge,	 held	 only	 every	 two	 years	 with	 AUS	 three	 times	
global	 winner,	 Bacardi	 Legacy	 Cocktail	 Competition,	 with	 a	
network	 of	 34	 countries,	 Suntory	 Cup,	 AUs	 longest	 running	

cocktail	 competition,	 Parler	 Vous	 Chatreusse,	 Mix	 Star	
Disaronno,	 launched	 in	 AUS	 only	 June	 in	 2015	 and	 with	 the	
opportunity	 to	 win	 a	 trip	 to	 New	 Orleans	 and	 Zubrowska	
Cocktail	 competition.	 Martin	 Millers	 Gin,	 available	 in	 50	
countries	 worldwide,	 organized	 a	 global	 bartending	
competition”	 We	 are	 the	 taste	 makers”	 to	 find	 the	 next	
generation	 cocktail	 crafters,	 who	 can	 produce	 creative	
cocktails,	 unique	 in	 taste.	Campari	 organized	 on	May	 13th	 the	 Bulldog	 Cocktail	 Challenge.	 The	winner	
Carnevale,	with	its	Dorset	Old	Time	Fizz,	(aperol,	lemon	juice,	egg	white,	Thyme	and	Lychee	and	Orange	

soda)	created	a	unique	tasty	cocktails.	The	Botanist	Gin	held	in	2015	the	Botanist	Foraged	Competition	
with	40	bartenders	and	only	seasonal	and	local	products.	Drink	brands	also	gain	market	and	costumers’	
attention	by	being	 internationally	awarded.	Tito’s	handmade	vodka	 is	original	American	crafted	vodka	
from	 one	 of	 the	 fastest	 growing	micro-distilleries.	 Tito	 is	 made	 from	 corn	 and	 is	 a	 sweet	 vodka	 and	
obtained	a	number	of	awards	at	the	2010	Ultimate	Cocktail	Challenge.	Tequila	Avion	has	been	defined	
as	 World	 Best	 Tasting	 Tequila	 and	 Best	 Unaged	 White	 Spirit,	 at	 the	 S	 Francisco	 2012	 World	 Spirits	
Competition.	 Long	 Leaf	 Tea	 Vodka	 is	 a	 premium	drink	with	 Ceylon	 Tea	 flavour	 and	 premium	organic	
vodka,	pure	AUS	rainwater	and	handpicked	tea	 leaves.	 It	has	been	voted	as	the	best	Tea	Vodka	 in	the	

world	and	the	best	 in	Asia	and	Pacific	at	the	2014	San	Francisco	World	Spirits	Competition.	Tanqueray	
Number	 TEN	 won	 in	 2013	 the	 Best	 White	 Spirit	 3	 times	 in	 a	 row	 in	 the	 Francisco	 World	 Spirit	
Competition.	This	prize	made	the	brand	growing	a	29.1%	in	value	in	the	AUS	market.	Four	Pillars	Rare	
Dry	Gin	(distilled	in	the	Yarra	Valley	with	Juniper	Berries,	star	anise	with	41.8%	alcohol)	and	Inner	Circle	
Rum	Green	Dot	both	won	a	gold	medal	during	San	Francisco	World	Spirits	Competition	 (20-23	March	
2014).	Sullivans	Cove,	Whisky	won	the	Best	Single	Malt	Whisky	at	the	World	Whisky	Award	 in	London	
for	its	French	Pak	Port	Cask.	Sullivans	is	the	only	distillery	which	malts	its	own	barley	taking	advantage	of	
the	Tasmanian	soil,	its	clean	water	and	air.		Suntory	Whisky	with	its	Yamazaki,	Hakaushu	(from	Japanese	

water	Alps,	very	popular	among	female’s	drinkers)	and	Hibiki	was	named	“Distillery	of	the	Year”	in	2010,	
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2012	and	2013.	Retail	Liquor	Industry	Awards	for	Excellence	is	another	recognised	competition,	started	
in	1996,	which	awards	venue	 instead	of	drinks	or	 liqueur	brands.	Venues	are	here	awarded	by	several	
categories	such	as	staff	presentation,	impression,	costumer	relations,	sales	skills	and	overall	impression	
etc.	 In	 2014	 Sydney	 also	 hosted	 the	 AUS	 Bacardi	 Legacy	 Competition,	 won	 by	 Fred	 Siggings	with	 its	

Empire	of	Dreams,	and	the	Taste	of	Sydney	Festival.	The	festival	which	saw	a	massive	participation	of	
people	enjoying	 their	 food	and	drinks	and	 the	participation	of	brands	 such	as	Reckorderling,	Galliano,	
Bacardi,	 Patron,	 Fever	 Tree,	 Bundaberg	 Rum,	 Blue	Moon,	 Cointreau,	West	Winds	 Gin,	 Heaven’s	 Hell	
Vodka	etc.	

Vodka	
AUS	 Vodka	 costumers’	 taste	 has	 evolved	 and	 grown	 more	 sophisticated.	 This	 has	 led	 to	 increase	 in	

premium,	 luxurious	 and	 unique	 vodka	 demand	 and	 therefore	 offer.	
Zubrowka	 Bison	 Grass	 Vodka	 is	 AUS	 distributed	 but	 distilled	 in	 Poland.	

Stolichnaya	is	the	world	first	ultra-luxury	vodka,	due	to	its	freeze	filtration	
process	(-18	degrees	for	10	hours)	which	changes	the	composition	of	the	
drink	and	gives	more	density	to	it.	This	Vodka	is	one	of	the	cleanest	and	
purest	vodkas	on	Earth.	Stolichnaya’s	AUS	commercial	strategy	consists	in	
training	and	educational	sessions,	cocktail	workshops,	bartending	events	
and	PR	with	 relevant	guests.	AUS	are	particularly	 interested	 in	premium	
quality	 and	 in	 trends	 from	 the	 US.	 Ciroc	 Vodka	 has	 been	 one	 of	 the	
fastest	growing	vodka	and	it	is	known	as	the	vodka	for	celebration.	Most	

of	the	vodkas	are	distilled	from	grain	but	Ciroc	comes	from	fresh	grapes,	
and	it	is	made	after	cold	maceration,	cold	fermentation	and	cold	storage.	

Effen	Vodka	is	made	with	premium	wheat	from	Northern	Holland:	made	by	bartenders	for	bartenders.	
Its	taste	is	silky	and	smooth,	due	to	the	continuous	distillation	process,	and	has	traces	of	toffee,	vanilla,	
caramel,	butter	and	fine	pepper.	For	its	AUS	launch	it	organized	a	celebration	night.	Cristal	Head	Vodka	
is	 free	 from	additives,	 glycerol	and	 sugars.	 For	Father’s	Day	 it	 released	a	 special	Rolling	Stone	Limited	
Edition	with	a	catching	new	package	and	a	Rolling	Stone	gadget.			

Rum	
Rum	was	 born	 in	 1658,	 created	 from	molasses,	wastes	 from	 the	 process	 used	 to	make	 sugar	 crystal.	

Sugar	 cane	 was	 discovered	 in	 East	 Indies	 and	 soon	 re-planted	 in	 Europe	 and	 the	 actual	 rum	 was	
produced	by	fermenting	molasses.	The	best	characteristic	of	Rum	is	that	it	can	be	made	anywhere	and	is	
not	 regulated	by	any	 international	 restriction.	Rum	has	many	styles	and	this	 is	 the	main	reason	 for	 its	
success	which	caused	in	the	last	years	a	significant	growth	and	a	demand	for	premium	quality.	Dark	rum	
is	AUS	fastest	growing	dark	spirits	category	and	fourth	out	of	total	spirits	in	volume,	in	the	AUS	market,	
in	12	months	to	March	2013	(Nielsen	Scantrack	Liquor	Service).	The	most	appreciated	rum	is	the	spiced	
one	which	 has	 tripled	 its	 production	 from	 a	 year	 ago.	 The	 leading	 AUS	 brands	 are:	 Captain	Morgan,	
Sailor	 Jerry,	 Bundaberg	 spiced	 and	 Bacardi	 Oak	 heart.	 Bundaberg	 and	 Bacardi	 only	 entered	 in	 AUS	

market	 in	 2012	 and	 this	 pushed	 Sailor	 Jerry	 to	 increase	 its	 performance	 while	 Captain	 Morgan	 and	
Spiced	 Gold	 lost	 almost	 a	 half	 of	 its	 share.	 One	 reason	 of	 this	 success	 can	 be	 explained	 by	 the	 two	
brands’	highest	investment	in	media	advertising.	Even	with	this	outcome	rum	in	AUS	is	not	as	important	
as	in	UK	where	rum	market	is	8	times	bigger.		In	the	AUS	market	we	can	find	some	examples	of	popular	
rums.	Stolen	Spiced	Rum:	Caribbean	rum	with	roasted	coffee	beans	and	tobacco	flavour.	Mount	Gary	
1703	Old	Cask	Selection:	Single	and	double	distilled	rum	with	oaky	and	caramel	aromas.	Gosling’s	Black	
Seal	Rum:	Dark	with	no	spice	added.	Angostura	1824:	finest	mature	rum	aged	in	American	oak	barrels	
for	minim	12	years.	Pampero:	Made	in	Venezuela	with	notes	of	coffee	and	caramel	and	cinnamon.		Ron	

Zacapa,	from	Guatemala.	Bundaberg	Master	Distillers	10	Years	Old:	10	years	of	ageing.	Possers	British	
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Navy	 Rum,	 distilled	 in	 a	 wooden	 still.	 Appleton	 Estate	 Master	 Blenders’	 Legacy:	 with	 backed	 pear,	
maple,	spice	and	orange	peels	with	ginger	and	vanilla.	Pyrat	Cask	1623,	aged	between	8	and	40	years	
with	 pure	 spring	water.	 Dry	 and	 fresh	 fruit	 aromas	with	 peaches,	 grape,	 prunes,	 green	 figs,	 walnuts.	
Beneleigh	Dark	Rum,	made	with	pot	still	method	and	then	aged	for	5	years.	This	produces	a	heavy	style,	

premium	rum	with	honey	and	floral	characteristics.	Bundaberg	Rum	Blender	Edition:	world	class	rum,	
unique	 for	 Bundaberg	 distillery	 for	more	 than	 125	 years	with	 flavour	 of	 raisins,	 vanilla	 and	 spice.	 For	
celebrating	 its	125th	year	birthday	 it	produced	500ml	single	exclusive	bottles	 (white	 rum,	 red	 rum	and	
dark	rum,	creamy	soda	and	passion	fruit).	Fair	Rum	is	the	first	Fair	Trade	in	AUS	made	with	suitable	farm	
methods	and	organic	cultivation.		

Bourbon	
Similar	 to	 Whisky,	 American	 Bourbon	 is	 made	 instead	 from	 corn.	 In	 2014	 Bourbon	 experienced	 a	
decrease	 in	 value	 of	 -2.8	 because	of	 the	 ever-increasing	 premiunization	 trend.	 Jim	Bean,	 Knob	Creek,	

Wild	 Turkey,	 Buffalo	 Trace,	 Woodford	 Reserve,	 Maker’s	 Mark,	 Bulleit,	 George	 Dickel,	 Old	 Forester,	
Blantom’s,	Four	Roses	etc.	are	still	growing	bourbons	brands.	In	2015	Bourbon	experienced	a	decline	of	
12%	while	 whisky	 went	 up	 to	 +7%.	 Despite	 of	 that,	 premium	 Bourbon	 was	 still	 growing.	 In	 the	 AUS	
market	Bourbon	category	 is	 represented,	among	others,	by	Wild	Turkey	101,	a	12	years	old	Kentucky	
Bourbon	which	 gained	 a	 silver	 award	 at	 the	 International	 Spirits	 Challenge.	 Its	 flavour	 is	 strong	 with	
caramel,	vanilla,	honey	and	orange	notes.	 In	2015	 it	 signed	a	contract	with	two	AFL	player	 for	making	
them	 become	 brand	 ambassador	 and	 for	 gaining	 new	 consumers	 interested	 in	 this	 sport.	 Its	 related	
campaign	 “What	 are	 you	 bringing	 to	 the	 table”	 was	 nominated	 of	 the	 TOP	 5	 Whisky	 and	 Bourbon	

advertising	 campaigns	of	 2015.	 The	Bourbon	AUS	 leading	 spirits	 brand	 is	 Jim	 Beam,	which	 is	 opening	
new	routes	 in	Asia-Pacific.	Four	Wood	Kentucky	Straight,	 is	 instead	a	rare	Bourbon,	aged	 in	American	
oaks	made	from	Maple,	Sherry	and	Port	Wood.		Bulleit	Batches:	single	bottles	with	rustic	frontier	design	
which	mark	a	point	of	difference	on	shelf.	Bulleit	is	very	dry	bourbon,	due	of	its	high	rye	content,	and	it	
is	 aged	 between	 6	 and	 8	 years.	 In	 2013	 it	 was	 awarded	 as	 Gold	 medal	 and	 it	 was	 a	 finalist	 for	 the	
Ultimate	 Spirits	 Challenge	 at	 the	 Testing	 Institute	 Award.	 Cougar	 Bourbon	 is	 a	 smooth	 and	 unique	
flavour	bourbon	which	released	a	new	packaging	together	with	a	new	campaign	for	celebrating	Father’s	
Day.	Know	Creek	won	“Best	Bourbon”	at	the	2015	S.	Francisco	World	Spirits	Competition.	

Gin	

Gin	 sector	 in	AUS	 is	 back	 in	 growth.	Overall	 gin	 category	 has	
experience	a	growth	of	7.6%	over	the	past	12	months.	In	Gin’s	
market	 there	 is	 a	 desire	 of	 authenticity,	 craft,	 history	 and	
heritage	 in	brands.	The	key	word	 is	connoisseurship:	 the	 idea	
that	whatever	you	do,	the	shoes	you	wear,	what	you	drink	and	
what	 you	 have	 say	 something	 about	 your	 personality	 and	

status.	That	applies	also	with	spirits.	Bartenders	are	showmen,	entertainers	and	sales	people	who	create	
drinks	with	different	textures,	flavours	and	nuisances,	they	are	like	chefs.	Sipsmith	is	craft	gin,	produced	

Mr	Glasworthy	and	Hall,	in	small	distillery	which	produces	300	bottle	a	day	(big	ones	produce	300	in	10	
minutes)	and	produces	craft	gin	with	higher	quality.	 	G’Vine	 is	a	new	age	handcrafted	gin	with	flowers	
notes	 and	 juniper	 berries	 and	 cardamom	and	 ginger.	 Four	 Pillars	 dry	 gin	 is	 crafted	 gin	 awarded	 by	 a	
silver	medal	at	the	London	International	Wine	and	Spirits	Competition.	It	has	10	botanical	herbs	such	a	
juniper,	coriander,	cardamom,	myrtle,	lavender	etc.		

Brandy	
Brandy	is	only	barfly	mentioned	and	the	reported	example	tell	the	story	of	an	AUS	distillery,	established	
in	1910	on	the	Murray	River.	St.	Anges	Brandy	 introduces	its	first	Brandy	in	1942	St	Agnes	Old	Liqueor	

and	 in	 2001	 added	 three	 news	 flavours:	 cola,	 lime	 and	 soda	 dry.	 St	 Agnes	 has	 a	 classical	method	 of	
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brandy	 production	 which	 results	 in	 a	 more	 intense	 spirit	 with	 better	 depth	 and	 intensity	 of	 flavour.	
Grapes	 are	 harvested,	 pressed	 and	 fermented	 for	 a	 week	 (9-11%	 of	 alcohol),	 double	 pressed	 and	
maturated	in	small	oaks	barrels.	

Cognac	

First	mentioned	 Cognac	 is	HINE	 which	 in	 2013	 celebrated	 its	 250-year	 birthday.	 For	 advertising	 their	
products	 globally	HINE	organized	one-month	 celebration	 in	 France	 (the	original	 location),	 London	and	
Hong	Kong	with	exhibitions,	gala	evenings	and	concerts.	During	the	event	250	special	edition	bottles	of	
1953	cognac	were	produced	(10,000	euro	each).	HINE	also	celebrated	it	success	in	AUS	on	the15th	and	
20th	of	June.	HINE	Cognac	is	valuable	in	AUS	market	too	due	to	the	producer’s	meticulous	attention	for	
details.	Hine’s	unique	style	is	due	to	the	maturation	process	in	French	oak	barrels	for	a	minimum	of	two	
years.	Very	Superiors	cognac	(spent	at	least	two	years	ageing).	Very	Superior	Old	Pale	(at	least	4	years).	
XO,	 Extra	 Old	 (at	 least	 6	 years).	Maurice-Richard,	 agronomical	 engineer	 at	 the	 French	 Institute	 for	

Technical	 and	 Practical	 Agriculture	 analysed	 Cognac	 impact	 on	 international	 market.	 Apparently	 the	
perception	of	 cognac	over	 the	years	has	not	 changed,	mainly	due	 to	 those	knowledgeable	 consumers		

who	 knows	 how	 to	 appreciate	 quality	 cognac.	 The	 actual	
challenge	for	producers	is	instead	finding	new	consumers	among	
different	 age	 range.	 Premium	 cognac	 should	 be	 valued	 and	
exported	to	new	markets	taken	into	consideration	each	country’s	
characteristics.	 Maurice’s	 Hennessy	 in	 fact	 is	 an	 original	 and	
innovative	cognacs,	meticulously	designed.	

Tequila	
It	has	been	around	 since	16th	 century	but	 in	 the	past	 few	years	
the	 category	 has	 experienced	 a	 growth	 across	 international	
markets.	The	biggest	market	is	the	USA	in	which	the	demand	for	
premium	tequilas	has	risen	significantly.	In	AUS	tequila	is	coming	
back	 to	 be	 a	 wanted	 drink	 where	 tequila	 made	 with	 100	 blue	

agave	 increased	 from	 26.5	million	 litres	 in	 2001	 to	 155.3	million	 litres	 in	 2011.	 Patron	 Tequila	 is	 the	
world’s	Number	one	ultra-premium	tequila	and	it	is	made	with	agave	plants	which	only	grow	in	Mexico.	
Consumers	want	 to	drink	 les	but	with	higher	quality	products	and	100%	tequila	meets	both	demands.	

Tequila	 is	 mostly	 consumed	 as	 shots	 but	 brands	 are	 working	 together	 with	 bartenders	 to	 invert	 this	
tendency	 and	 underline	 how	 tequila	 is	 also	 suitable	 for	 classic	 cocktails.	 Consumers	 who	 require	
premium	quality	are	able	to	pay	more	for	it.	Tequila,	due	to	its	complex	process	of	distillation	and	to	its	
provenience	 it	 is	 struggling	 to	meet	 the	world’s	demand.	 In	AUS	 is	 the	highest	priced	category	among	
spirits	(average	of	48$	per	unit).	This	price	has	the	potential	to	push	away	most	of	the	consumer	from	
this	category	(excluding	the	ones	requiring	premium	quality).	With	the	price	of	the	agave	(main	tequila	
ingredient)	rising	small	manufacture	risk	to	close	down	and	this	will	make	the	price	rising	even	more.		

Other	Liqueurs	

In	 the	 alternative	 Spirits	 Category,	 the	magazine	mentions:	Cointreau	 Noir,	 Cachaça,	 Pavan,	 Baileys	
Chocolate	Deluxe.	Cointreau	Noir	is	70%	Cointreau	and	30%	Cognac	with	nuts	and	almonds,	distilled	and	
produced	 in	 France,	 after	 165	 years.	 Even	 if	 Cointreau	 is	 perceived	 as	 “grandmother”	 liquor	 it	 is	 also	
good	 for	 other	 age	 ranges,	 due	 to	 their	 new	 and	 fresh	 recipes.	 Cachaca	 is	 a	 famous	 Brazilian	 spirit	
(1550),	 distributed	 in	AUS	by	 Saturno	 since	1999.	 It	 is	 the	ninth-largest	 spirit	 in	 the	world.	 Cachaca	 is	
made	 from	distilled	 and	 fermented	 sugar	 cane	 and	 let	 id	 rest	 in	 Amburana	Barrels	 for	 three	months.	
Saturno	is	chemical	and	additive	free.	The	entrée	of	Cachaca	in	the	AUS	market	is	justified	by	the	2014	
Football	World	Cup	and	the	2016	Olympics.	Pavan	is	a	liquor	crafted,	hand-picked	with	premium	Muscat	

grapes	 and	 orange	 blossom	 which	 refresh	 this	 balance	 of	 rich	 and	 sweet	 aromas.	 Baileys	 Chocolate	
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Deluxe	 is	made	with	Belgian	chocolate	and	Madagascar	Vanilla.	 It	 is	an	example	of	premiumization	of	
dessert	liqueur,	due	to	the	category’s	selling	increase	10.8%.	Baileys	is	popular	among	loyal	consumers	
and	also	among	new	consumers,	due	to	this	new	chocolate	entrée.	Jägermeister	first	developed	in	1934	
is	especially	targeted	to	male	drinkers	and	it	is	based	on	people	going	together	hunting	and	sharing	this	

adventurous	moment.	In	AUS	it	started	between	2006-2007	and	it	was	popular	among	young	generation	
with	 the	 Jaeger	Bombs,	 fast	 consumption	drink	designed	 for	effective	and	quick	 release	 (that	was	not	
part	of	Jägermeister	marketing	strategy	and	will	never	be).	Jägermeister	should	be	drunk	as	an	ice	cold	
shot	and	not	as	 it	 is	 consumed	now,	as	a	go-to	drink	 for	 those	who	 like	 to	party	hard.	 In	2014	 Jagger	
made	a	new	campaign	called	”Strange	but	True”.	 Strange	 is	 the	difference	 Jagger	brings	 to	 the	 liquor	
market	 (uncommon	 ingredients	 and	 unique	 flavour)	 and	 True	 is	 because	 Jagger	 considers	 itself	 as	
genuine	and	authentic	bond	between	friends.	The	campaign	has	also	been	shown	on	the	Facebook	page	
in	order	to	connect	with	consumers	and	educate	them	about	the	real	meaning	of	the	liquor.	
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Australian	bars	in	World’s	Top	50	
by	Leon	Gettler,	October	7th	2016	
Australian	bars	are	right	in	there	on	the	list	of	the	peer-judged	World’s	50	Best	Bars	list	handed	out	in	
London	 this	 week.	 Australia	 has	 three	 bars	 in	 the	World’s	 Top	 50	 and	 is	 ranked	 as	 the	 third	 best	
country	for	cocktails.	That	said,	Australian	bars	are	slipping	down	the	order,	slipping	out	of	the	top	10.	
Sydney’s	Baxter	Inn	was	ranked	6th	last	year,	coming	just	behind	three	drinking	holes	in	London	and	
two	in	New	York.	It	was	quite	an	achievement	for	an	Australian	bar,	scoring	the	highest	ever	ranking	
(along	with	Sydney’s	Bayswater	Brasserie	in	2009).	But	this	year,	it	was	ranked	12th.	
Melbourne’s	Black	Pearl,	ranked	in	10th	spot	in	2015,	has	now	slipped	down	22nd	spot.	
Coming	in	3rd	in	the	top	50	was	Sydney’s	Bulletin	Place.	It’s	been	ranked	number	46.	
Then	 there	 were	 those	 outside	 the	 top	 50:	 Melbourne's	 Eau	 de	 Vie	 (No.	 90)	 and	 Sydney's	 Lobo	
Plantation	(95).	
It	has	nothing	to	do	with	lockout	laws	or	changing	demographics.	It’s	just	about	the	competition	and	
maybe	just	a	 lack	of	fresh	 ideas.	Hamish	Smith,	editor	of	the	World's	50	Best	Bars	magazine,	Drinks	
International,	says	 the	Australians	are	 still	matching	 it	with	 the	best	 in	 the	world.	The	problem,	he	
says,	 is	they	haven’t	moved	with	the	times.	Still,	he	thinks	the	Australian	scene	is	promising.	"There	
are	two	academy	favourites	in	the	list,	the	Baxter	Inn	and	the	Black	Pearl,	that	are	almost	classic	bars	
now,	people	 love	 them,’’	Smith	 told	goodfood.com.au.	“We	haven't	 seen	a	new	wave	of	Australian	
bars	 coming	 through.	But	you	know	 there's	always	next	year.	 "The	Australian	 scene	 is	 vibrant…	 it's	
doing	well	and	I'm	sure	there	are	more	bars	to	come."	So	what’s	ranked	as	the	best	bar	in	the	world?	
It’s	New	York’s	Dear	Rabbit.	It’s	been	a	long	time	coming.	It	was	ranked	second	twice	and	fifth	once.		
	

	
	

Ouzo	Cocktails	
«She	Knows»	Drinks	Blog	

http://www.sheknows.com/food-and-recipes/articles/826697/ouzo-cocktails	
	

by	Diana	De	Cicco	
Go	Greek	with	Ouzo!	

Comment	Now!	
If	you	are	looking	for	a	unique	and	different	type	of	cocktail,	turn	to	ouzo,	a	popular	Greek	spirit.	It	is	
flavored	like	anise	so	if	you	enjoy	sambuca	or	absinthe	then	you	will	love	ouzo.	Try	it	straight	up	or	in	
a	fun	cocktail.	

What	is	ouzo	
Ouzo	is	Greece's	national	drink	and	is	only	made	in	Greece.	This	liquor	has	its	base	with	grapes	and	is	
then	mixed	with	herbs	and	spices,	especially	anise	(which	tastes	like	licorice).	Ouzo	is	typically	served	
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as	 an	apertif	with	Greek	appetizers	 (mezedes)	 like	octopus,	 fried	 cheese,	or	 a	 variety	of	meatballs,	
among	many	other	dishes.	

How	to	serve	
The	most	classic	way	to	serve	ouzo	is	mixed	with	water,	which	will	make	it	turn	a	milky	white.	You	can	
then	sip	 it	and	enjoy	 it	with	some	mezedes.	Or	you	can	mix	ouzo	in	cocktails	(recipes	below).	Some	
good	 flavors	 to	 mix	 ouzo	 with	 are	 citrus	 juices,	 cranberry	 juice,	 banana,	 and	 mint.	 Try	 some	
experimentation,	just	remember	that	ouzo	has	a	very	strong	licorice	flavor,	so	pair	flavors	accordingly.	

Choosing	Ouzo	
The	 selection	 of	 ouzo	 at	 your	 local	 grocery	 store	
may	 not	 be	 large	 so	 there	 may	 not	 be	 many	
options.	However	 if	 there	are	a	 few	different	ouzo	
brands	 to	choose	 from,	 then	you	should	check	 the	
bottle	for	place	of	origin.	Because	Greece	is	the	only	
producer	 of	 ouzo,	 what	 you	 are	 looking	 for	 is	 the	
specific	 area,	 (town,	 island)	 where	 it	 comes	 from.	
Most	Greeks	say	that	the	island	of	Lesvos	is	the	best	
place	 for	 ouzo.	 So	 if	 you	 can	 find	 an	 ouzo	 brand	
produced	on	the	island	that	should	be	your	choice.	
Otherwise,	 your	 price	 point	 is	 a	 good	 way	 to	
determine	what	is	best	for	you.	If	you	want	to	find	

your	favorite,	go	to	a	Greek	restaurant	and	sample	a	few	brands	to	determine	your	favorite.	
	
Ouzo	Cherry	Twister	
Makes	1	cocktail	
• 1	ounce	ouzo	
• 1	ounce	vodka	
• 2	ounces	cherry	juice	
• 2	maraschino	cherries	for	garnish	
Directions	
• Shake	ouzo	with	vodka	and	cherry	juice	over	ice.	
• Strain	into	a	rocks	glass;	garnish	with	cherries.	
	
Ouzo	Sunrise	
Makes	1	cocktail	
◦ 1	1/2	ounces	vodka	
◦ 1/4	ounce	ouzo	
◦ 1	ounce	orange	juice	
◦ dash	sugar	
◦ 3/4	ounces	seltzer	water	
◦ orange	slice	for	garnish	
Directions	
1 Shake	vodka	with	ouzo,	orange	juice,	sugar,	and	ice	until	sugar	is	dissolved.	
2 Strain	mixture	into	tall	glass	and	top	with	seltzer	water	then	garnish	with	orange	slice.	
	
Tropical	Dream	
Makes	1	cocktail	
Ingredients	
◦ 1/2	ounce	banana	flavored	rum	
◦ 1/2	ounce	coconut	rum	
◦ 1/2	ounce	ouzo	
◦ 1/3	ounce	blue	curacao	
◦ 2	cherries	for	garnish	
Directions	
1 Shake	both	rums,	ouzo,	and	ice.	
Strain	mixture	into	a	cocktail	glass	then	top	with	blue	curacao	and	garnish	with	cherries.	
	
TKO	Shooter	
1/3	oz.	tequila	
1/3	oz.	Kahlua	
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1/3	oz.	ouzo	
Serve	in	a	shot	glass.	
	
Twister	Shooter	
1/3	oz.	ouzo	
1/3	oz.	vodka	
1/3	oz.	cherry	brandy	
Serve	in	a	shot	glass.	
	
Vulcan	Mind	Probe	Shooter	
1	oz.	ouzo	
1	oz.	
rum	
Serve	in	a	pony	glass.	
	
Greek	Revolution	Shooter	
1/3	oz.	ouzo	
1/3	oz.	grenadine	
1/3	oz.	galliano	
Serve	in	a	shot	glass.	
	
Greek	Tiger	
1	part	ouzo	
4	parts	orange	juice	
Put	 4	 ice	 cubes	 in	 a	 shaker,	 shake	 and	 strain	 into	 an	 old-fashioned	 glass.	 Add	 a	 squeeze	 of	 lime,	
garnish	with	a	twist	of	lime	peel.	
	
Greek	Doctor	
1	oz.	
ouzo	
1	oz.	vodka	
1/2	oz.	lemon	juice	
1	oz.	orange	juice	
Shake	with	4	ice	cubes,	strain	into	an	old-fashioned	glass,	and	garnish	with	a	slice	of	orange.	
	
Greek	Matter	Scatter	
1/2	oz.	ouzo	
1/2	oz.	white	creme	de	cacao	
1/3	oz.	coconut	rum	
Shake	with	ice	and	pour	into	a	rock	glass	or	old-fashioned	glass	
	
Jelly	Bean	
1	oz.	ouzo	
dash	of	a	red	or	blue	cordial	(raspberry,	blue	curacao)	
lemonade	
Pour	ouzo	and	cordial	into	a	highball	glass	with	ice,	top	off	with	lemonade.	
	
Aneurysm	#1	(Shooter)	
Black	Haus	Blackberry	Schnapps,	Ouzo	
Ball	Banger	(Cocktail)	
Orange	Juice,	Ouzo	
Black	Cat	#1	(Shooter)	
Brandy,	Kahlua,	Ouzo	
Blurricane	(Shooter)	
Blue	Curacao,	Goldschlager,	Jagermeister,	Ouzo,	Rumple	Minze,	Wild	Turkey	80	Proof	Bourbon	
Breastmilk	(Cocktail)	
Lemonade,	Ouzo	
Camel	Piss	(Cocktail)	
Bacardi	Dark	Rum,	Beer,	Mountain	Dew,	Ouzo,	Tequila	
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Dragon	Breath	(Cocktail)	
Jagermeister,	Ouzo,	Vodka	
Eh	Bomb	(Shooter)	
Creme	de	Menthe,	Irish	Cream,	Ouzo,	Tequila	
Fat	Stinky	Wife	(Shooter)	
151	Proof	Rum,	Ouzo,	Rumple	Minze	
Fireball	#2	(Cocktail)	
Kahlua,	Ouzo	
Flamming	Bitch	(Shooter)	
Blackberry	Brandy,	Ouzo,	Peppermint	Schnapps	
Greek	Buck	(Cocktail)	
Brandy,	Ginger	Ale,	Lemon	Juice,	Ouzo	
Licorice	Sunrise	(Cocktail)	
Grenadine,	Orange	Juice,	Ouzo,	Tequila	
Pit	Bull	On	Hard	Crack	(Shooter)	
151	Proof	Rum,	Jagermeister,	Ouzo,	Tequila	
Roll	Me	Over	And	Take	Me	Home	(Cocktail)	
Jack	Daniel's	Whiskey,	Ouzo,	Southern	Comfort	
Rude	Wingless	Pigeon	(Cocktail)	
Egg,	Gin,	Orange	Juice,	Ouzo,	Peach	Schnapps,	Pineapple	Juice,	Vodka	
Surf	City	Lifesaver	(Cocktail)	
Gin,	Grand	Marnier,	Ice	Cream,	Ouzo	
T.K.O.	#1	(Shooter)	
Kahlua,	Ouzo,	Tequila	
Technical	Knock	Out	(Shooter)	
Kahlua,	Ouzo,	Tequila	
The	Dirty	Greek	(Cocktail)	
Coca	Cola,	Ouzo	
Volcano	#1	(Shooter)	
Kahlua,	Ouzo,	White	Rum	
Vulcan	Death	Grip	(Shooter)	
Bacardi	151	Proof	Rum,	Ouzo	
Vulcan	Mind	Meld	(Shooter)	
Bacardi	151	Proof	Rum,	Ouzo	
Vulcan	Mind	Probe	#1	(Shooter)	
Bacardi	151	Proof	Rum,	Ouzo,	Wild	Turkey	80	Proof	Bourbon	
	
	

Greeks	toast	EU's	ruling	on	ouzo	
http://www.theage.com.au/articles/2006/10/25/1161749195220.html	

October	25,	2006	-	11:39PM	
©	2006	Reuters,	Click	for	Restrictions	
Greece	said	 it	had	won	the	right	to	call	 its	trademark	anise-flavoured	aperitif	ouzo	as	an	exclusively	
Greek	 product	 after	 negotiations	with	 the	 European	Union.	 The	 country's	 Agriculture	Ministry	 said	
several	alcoholic	drinks	made	from	grapes	or	raisins,	 including	ouzo,	had	been	granted	geographical	
protection	 by	 the	 EU.	 The	 EU	 has	 previously	 granted	 brand	 protection	 to	 other	 drinks	 and	 food	
products	such	as	Cognac	and	Champagne	from	France	and	Italy's	Gorgonzola	and	Parmesan	cheeses.	
"The	minister	succeeded	after	difficult	negotiations	to	register	the	Greek	drinks	of	ouzo,	tsipouro	and	
tsikoudia	 as	 geographically	 protected,"	 it	 said	 in	 a	 statement	 following	 an	 EU	 agriculture	ministers	
meeting	in	Luxemburg.	
Tsipouro	 and	 tsikoudia,	 are	 also	 strong,	 clear	 spirits	 made	 in	 Greece.	 "This	 means	 that	 nobody	
outside	 Greece	 can	make	 ouzo	 and	 call	 it	 that,"	 a	ministry	 official	 told	 Reuters.	 "Only	 Greece	 can	
make	ouzo	and	use	 the	name."	The	official	 said	Greece	has	also	granted	 fellow	EU	member	Cyprus	
the	right	to	make	ouzo	when	it	joined	in	2004.	Cyprus	is	divided	along	ethnic	lines	since	1974	and	its	
Greek-Cypriot	government	is	the	only	one	recognised	internationally.	
	
	


