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Why Absolut is feeling the chill

Adapted from and article by Nicholas George and Adam Jones, Financial Times, 18th November, 2004.

The billionth bottle of Absolut Vodka was celebrated with a golden cap screwed on the bottle earlier this year. Driven by an iconic advertising campaign since its launch in 1979, Absolut has become the third largest spirits brand in the world. But the business is changing fast. Absolut once defined a category as an aspirational and unorthodox brand, but now it is just one of many bottles crammed on the shelf. In the US alone 120 new vodka products were launched during the last year. Very few of the new products make it, but every time they launch, they take up shelf space.

Questions

1 Over the product life cycle of iconic spirits, comment on the likely elasticity of demand for Absolut.
2 What would be your strategic response if you had commercial responsibility for Absolut vodka?
