MR. FRANGIS SHOWERING
ON U.S.A. TRIP

R. Francis Showering, chairman of Showerings,

Vine Products and Whiteways Ltd., the wine,
spirit and soft drinks division of Allied Breweries, paid
his first ever visit to the United States in August.

Accompanied by SVPW directors Mr. Peter Edwards (market-
ing) and Mr. Edward Webb (finance), the declared purpose of the

trip was

The party visited New York, Hartford,
returned in

ington from where they
August 30th.
While in

Baltimore Mr.

Supermarker visits were part of the
busy itinerary on Mr. Francis Shower-
ing’s US trip in August.
Aberdeen,  Maryland  was
location for this picture with |
right) Mr. Fed Webb; Mr. Francis
Showering ; Mr. Ron Levison, Pres
dent of Showerings Inc; and Mr.
John Watkins, Vice-President
Marketing of Showerings Inc.

the
left 1o

“to seek new product opportunities”

and Wash-
Saturday

Baltimore
Concorde on

Showering took time off for a

sight seeing trip visiting the
USS *Constellation’, the oldest
warship in the world still to be
afloat. The warship dates back
from 1797 and Mr. Showering
wasobviouslyimpressed : **“Now
that’s the kind of ship I'd like
to put in a bottle,” was his
comment.

Multi-purpose
pavilion gets a

place on

the map

Work has now begun on the Showering Pavilion at the Royal
Bath and West Showground. This new multi-purpose pavilion is
intended primarily for agricultural use, and together with the new
cheese pavilion and demonstration theatre opened by HRH
Princess Margaret at this year’s show, puts the Royal Bath and
West Showground well and truly on the map as the agricultural

centre of the South and West.

This third and final phase of
the major development plan
for the Royal Bath & West
Showground at Shepton Mallet
got underway with a loan on
very favourable terms from
Showerings Limited of Shepton
Mallet, a cheque for which
was handed over by the comp-
any’s chairman, Mr. Francis
Showering, to the Honorary
Show  Director, Mr. Bill
Drewett.

The building, which will be called
the Showering Pavilion, will house
« beef cattle during the main show and
will be available for a variety of “*out
of show™ events. It is hoped to have
the building available for the 1981
Royal Bath & West Show (3—6
June), and for it to be in full use for
the Show Society’s new all-breeds
dairy show on 22 October 1981.
Coupled with other permanent build-
ings on the showground, it will pro-
vide 70,000 square feet of undercover

exhibition space which will be
available for use throughout the
year.

Its arena is some 100" wide x 200’
long and can be used for livestock,
agricultural and machinery shows,
international standard show jump-
ing and indoor sports.

’ de the Royal Bath & West Show
iety’s chief executive, Lt. Col.

James Myatt, “This final phase of
our building programme gives us
one of the largest undercover ex-
hibition facilities anywhere in the
country. As it is designed for
agriculture, 1 have no doubt it will
properly earn us the position as the
Agricultural Centre of the South and
West. We have a good site here at
Shepton Mallet, easily accessible,
and with plenty of car parking space.
By providing the kind of facilities we
have, we intend to ensure that the
showground is in use the whole year
round-—not just for four days a year
at the main show,”

The building contract has been
won by the Yeovil based company of
F. R. Bartlett Limited, who started
work on the building last month.
Cluttons of Wells are in charge of the
design and construction, as official
surveyors to the Show Society.

Mr. Showering is, of course,
closely connected with the Royal
Bath & West Show Society, as a
Council and Executive Committee
member. He commented: “The
handover of this loan is the culmin-
ation of a commitment made some
two years ago when it became
apparent that this envisaged develop-
ment was a sound commercial
proposition. In the long term, many
West Country companies will benefit
including our own for, with the
combined resources of our associated
Group companies, we shall be able
to cater for most of the food and
drink requirements of the site.”

Standing on the site of the future
Showering Pavilion at the Royal Bath
and West Showground are (left to
right) Mr. Gordon Glass of Clutrons,
the Show Society’s official surveyor

Lt. Col. James Mpyatt, the Show
Society’s chief executive; Mr. Francis
Showering, and Mr. R. W. (Bill)

Drewett, Hon. Show Society director.

The development will enable the
showground and its facilities to be
used all round the year, with Shower-
ings and associated companies able
to cater for most of the food and
drink requirements.

Teacher’s Celebration

ILLIAM  Teacher and Sons

Limited, the Glasgow Com-
pany whose Highland Cream is one
of the largest selling Scotch Whiskies
in the world, celebrated their 150th
anniversary in May.

And to help the company celebrate,
about 50 of their agents and their
wives flew into Glasgow from many
parts of the world, including the
United States of America, Canada,
Japan, New Zealand, South America,
Greece, Sri Lanka, Switzerland,
Holland, Germany and France.’

They attended a civic reception at
Glasgow’s magnificent City Cham-
bers followed by dinner hosted by
Bailie Jean McFadden, Leader of
Glasgow City Council, and attended
by other political leaders in Glasgow.

During the day the guests toured
Teacher’s blending and bottling plant
at Craigpark, Springburn.

Teacher’s own distilleries at Ard-
more and Glendronach in Aberdeen-
shire. Ardmore was built in 1898 and
is now one of the largest and most
modern distilleries in Scotland. The
company became part of the Allied
Breweries Group four years ago,
Teacher’s having recognised that
Allied’s management style was
similar to their own, and that Allied
believes in new members keeping
their own individual identity and
managements.

The company’s 850 employees in

Britain have each been given a
crystal goblet engraved with the
company’s name and crest.

J. Blanche,
Director of William Teacher & Sons

Mr. John Managing
Lid (left), who has worked for the
Allied Group for 20 years, signed a
new distribution contract in Miami
in June with Bacardi Imports Inc.
U.S.A.

Said Mr. William “Bill' Walker
(centre), President of Bacardi Im-
ports Inc., “This is a momentous

occasion for us and forms part of our
policy of further diversification. We
shall spare no effort to market
‘Teacher’s Highland Cream," both
successfully nnd profitably in  the
United States.”

Angela
Muir, MW

Membership of the Institute of Masters

of Wine is the most sought after
qualification in the wine trade.

Angela Muir is now the seventh
MW 10 be emploved with Grants
of St. James's.

NGELA Muir, assistant buyer

for Grants of St. James's Ltd.,
has passed the examination for
membership of the Institute of
Masters of Wine Ltd.— the most
sought after qualification in the
wine trade. There are currently only
104 Masters of Wine and this year’s
examination passes will bring the
total to 108.

Angela Muir, who is 31, joined
Grants of St. James’s in July 1978
from John Harvey and Son Ltd. A
graduate of Bristol University,
Angela has a degree in social sciences.
She is the only woman to have won
the Vintners® Scholarship, the lead-
ing wine trade scholarship awarded
by the Vintners Company of the
City of London. She was awarded the
scholarship in 1977 and spent five
months touring the wine growing
areas of northern Italy, France and
Germany.

Entry to the Institute of Masters of
Wine is very rigidly controlled.
Before candidates are even eligible to
sit for the entry examination they
must be over 25 and have worked in
the wine trade for not less than five
years—three of which must have been
spent in the British Isles. The
examination is divided into two
parts—practical and theoretical
and covers every aspect of vine
cultivation, production of wine,
wine handling, general regulations
affecting selling and marketing in
Great Britain as well as the history of
the wine trade during the nineteenth
and twentieth centuries. Candidates
are also required to taste a number of
unlabelled wines and comment on
their quality (including faulty ex-
amples) style, area of production,
maturity and grape variety.

Some thirty to forty candidates
apply for entry to the Institute every
year—with an average pass rate of
no more than four a year. Having
passed the examination, this year’s
four successful candidates will not be
entitled to call themselves Masters of
Wine until they have been admitted
to the Institute. Before being enrolled
they will be required to sign a
‘Declaration of Admission’ agreeing
to abide by a code of conduct. The
code requires all Masters of Wine
to conform to a high standard of
business ethics in their commercial
conduct.

Grants of St. James’s has always
given very high importance to the
Master of Wine qualification and
Angela’s admission to the Institute
will bring the total number of
Masters of Wine employed by the
Company to seven.

AS BRITISH AS
BABYCHAM

is the equipment chosen
by Tachograph Services
(Shepton Mallet).

This and more transport
news Page

FUN AND

FUND RAISING AT
SHOWERINGS
WEST GOUNTRY
GARDEN PARTY
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This vear’s Trade Personality of th
Year, Mr. Jack oss, Teacher
Trade Relations Executive, shares
drink with Mr. Edward Guinnes.
President of the Licensed Victualler
National Homes, inside the marque
at Showering's West Country Garde
Pa

wenty-five years ago I wa

selling Babycham," says Jack.

More pictures of Fun and Fun
Raising in the Babycham Gardens o
Page 4.

More picturesinside Page:

KNOW YOUR
DIVISIONAL
COMPANIES

British industry could learn son
useful lessons from the experience ¢
Allied Breweries, Chairman Keit
Showering told the shareholders at th
last 4.G.M.

“What we have done has been 1
create a company of very considerabl
size and with formidable economic an
human resources, while actively work
ing to maintain the loyalty of employ
ees and customers 1o particula
companies and brand names,” sai
Myr. Showering.

“The three divisions are workin
harmoniously and efficiently and w
have carried further our policy o
developing into smaller trading unii
with a high degree of local autonom
coupled with strong central financic
control.”

See centr.
Know your di

pread Pages 8 and ¢
sional companies

Pages 8 and |

THE WORLD WINE
FAIR at Bristol

Page 1




Twenty Green Dragons are  being
hand-mac'e for the LVA Auxiliaries
and will be used in fund-raising for
Licensed Victuallers trade charities.
Sales of Green Dragon are included in
the “5p per extra dozen’ scheme by
which sales of Babycham will assist a
Showerings donation 1o be shared by

the  Licensed  Victuallers’ r\ulm/lul
Homes, the Licensed Victualler.
School and the Licensed Victuallers’
Convalescent Homes. The scheme is
now in its second year. Cheques
totalling £21,000 were presented last

vear

The wide range of display material available 1o licencees includes showcards,

shelf strips, drip mats and posters in green, black awd silver,

all featuring the

Green Dragon personality as a cool characier.

Our cool character has won friends at
The Bull, Hatfield, where cighteen
vear old Gail Southwaite, who serves
in this Ind Coope pub’s Cavalier
Steak Bar, tells us that here Green
Dragon is not so much for the jeans

"

brigade but for those in their twenties
" Gail likes the
drink herself and says: “We
been  offering it—successfully—to
customers who want a drink of wine.’

“and a bit smarter

have

GREEN DRAGON—

biting into the aperitif market
as consumers snap it up!

HE launch of Green Dragon
last May was a bold
move which in convincing terms
re-stated Showerings position as
king of the ‘baby bottle’ market.
It is now common knowledge
shared by all in the Division
(and interested sectors of the
drinks trade, too) that the Sea-
gram’s product, Crocodillo, en-
tered the arena first by some six
weeks, openly declaring that its
target adversary was Babycham.
This battle cry was given some
prominence, naturally enough, in
all the trade journals.
That
mistake.

was Seagram’s second

The first, and for them the most
serious, was that they chose the
wrong competitor. Not only be-
cause Showerings—and its chair-
man in particular—is never likely
to leave a challenger to go his own
way unheeded, but because they
just didn’t get their homework
right.

At its most basic, there is a
world of difference between their
product, a sparkling wine aperitif
which is openly aimed at young
girls (a dubious concept in itself)
costing anything from 49p up to
60p per glass in the pub or club
and a sparkling pear perry costing
an average of 35p which has been
enjoyed by a wide spectrum of
women over nearly three decades.

There is just no comparison
between the two drinks in type,
taste, quality or price. At 33p in
take-home and 59p in the on-
licence setor, Crocodillo is 389,
and 59 9] respectively more expen-
sive than Babycham.

Disregarding Seagram’s own
statements about what they
thought their market would be,
the entry of Crocodillo onto the
social drinking scene did pose one
valid and useful question: was
there a gap in the aperitif sector
which left room for a new taste?

Asked that very question by the
BBC2 ‘Money Programme’ inter-
viewer Valerie Singleton, SVPW
chairman Mr. Francis Showering
replied, “Perhaps. Ask me in a
year’s time. But if there is a gap.
then we want to be in there, with
our product having a major part
of it.”

That has been the reasoning
behind the launch of Showering’s
Green Dragon. It is a competitive
product, now going out to fulfil

Interviewer Valerie Singleton and the BBC 2 camera crew
filming at Shepton Mallet for the Money

any demand there may be—or
which may be created by the pro-
motional stirring engendered by
recent events.

So what exactly isGreen Dragon
and how does it rate in this
particular arena?

Green Dragon is a
sparkling wine aperitif.
Crocodillo, it is a
German and Italian wines, though
in taste appeal there is an import-
ant difference: Green Dragon is
noticeably less dry than its com-
petitor and is thus much more to
the palate of most women social
drinkers. Those who viewed the
‘Money Programme’ report will
recall that a random taste test was
run in Covent Garden with a
number of women passers-by.
With one accord they rejected
Crocodillo in favour of Green
Dragon. This test was not an
unusual coincidence. A blind
tasting which the producer held
at the TV studios turned up the
same result. Tasting panels, part
of the continuous consumer re-
action survey being carried out,
confirm the findings.

Green Dragon’s alcohol content
is 99, by volume, the same as its
competitor and fractionally more
than Babycham. It is bottled in
the standard Babycham 10 cl.
green glass bottle—a factor which
eases the production operation
and is vital in keeping down costs.
This in turn has enabled Green
Dragon to be sold at 49p in the
on-licence and 32p in take-home
and still provide a better profit
margin for the retailer and
licensee than he can get from
Crocodillo (even when the con-
sumer price is substantially in-
creased).

The bottle shape chosen by
Seagrams for its product has been
the subject of considerable atten-
tion.Indeed,Seagram’s have staked
a great deal on it and it could
well prove to be their third big
mistake. In going out for a shape

lightly
Like

that is “pretty”, or “trendy” or
simply eye-catching for other
reasons—depending on your age

group—Seagrams may succeed in
wooing their intended consumer
for that first trial, but they have
certainly ignored the most basic
requirements of the trade, at least
so far as on-licence is concerned.

Green Dragon is a returnable
bottle. Crocodillo is non-return-
able. Green Dragon sits on the
cold shelf (or, in its three-bottle
link-pack. on the supermarket

spent a whole day

programme. In the subsequent

interview with Val Singleton. Mr. Francis Showering proved as cool a character
as the Green Dragon himself.

blend of

shelf taking the minimum of
valuable space. At least three
Green Dragon bottles can be

placed in the space needed by one
bottle of the awkwardly shaped
Crocodillo.

Two Crocodillo  bottles do.
however, make a novel pdlr of
candlesticks. But novelty is un-
likely to be enough.

Green Dragon was introduced
in the Anglia TV region in mid-
May, with retail selling starting
at the same time as Crocodillo.
It was supported by a range of
display aids featuring the
sophisticated green dragon him-
self in his white suit and dark
glasses—a stylish portrayal which
has had an excellent reception.
The TV campaign, cinema com-
mercial and use of other regional
media were a powerful comb-
ination to help convey the message
that here was something new and
very lively.

Without a gimmicky bottle to
catch the eye, Green Dragon
began more slowly than its comp-
etitor, especially in the take-home
trade, but the ground it made has
been held; and the gains are
mounting. By comparison, it is
worth noting that the Seagram’s
razz-matazz gave Crocodillo a
fine start which ‘peaked’ in its
fifth week—and sales have been
declining ever since.

In Anglia, all major brewers
(except Bass) sell Green Dragon.
Or, if you want to take it home,
you will find it in Tesco, Civils,
Keymarkets, Safeway, the Co-op.
Victoria Wine, Unwins and many
more.

Having made a satisfactory
start in Anglia, Showerings turned
next to the Southern TV area.
It is worth recording that in the
very week in mid-August that
Smyllmx held a national press
conference to announce they were
going national (they didn’t say
when and it turned out to be in
October and rather less than
national) the Showerings sales
force were out on the ground
down South selling in Green
Dragon. It was useful to have a
head start.

The same will occur in other
areas. Because Green Dragon is
going national (Lxu,ptlng Scot-
land and Tyne Tees) in mid-
November, thereby taking in such
territories as Yorkshire and Lan-
cashire not planned to be covered
yet by its competitor.

Just how well has Gr
Dragon performed? According

David Gilchrist, most satis
torily.
“At the launch, the ove

objectives were to secure a pr
itable stake in the wine aper
sector and compete directly w
Crocodillo. We were looking
both on-licence and off-lices
distribution and we had a s
nificantly better margin to of]
Already, in Anglia and South
areas combined, we have achie
809, of our retail on-licence «
tribution target and 120°, of «
off-licence target.

“At this stage it would
difficult to assess the likely ann
volume. The retail distributior
still growing and we have yet
establish any seasonality. But
six months data, it looks as
there will be a worthwhile mar!
for Green Dragon.™

It remains to be seen whetl
or not Seagrams can say as mt
for Crocodillo. While it crea
an inital trade interest—and
vertising and promotion progra
mes to the tune of £2 million :
claimed to be scheduled to supp
it nationally—in the end res
the proof is in the tasting.
least one major group |
declined to extend their listi
There is certainly no indicat
Seagrams will let Crocod
quietly retire, but they could f
it tough going (and expensive)
stay in the arena.

It will no doubt be so
disappointment to Seagrams wi
they discover that their n
product has failed to nibble,
alone bite into Babycham’s uni
position on the market.

Indeed, Babycham sales h:
actually improved in Anglia si
Crocodillo was launched the
It is too early by far to kn
where, in fact, the sales of Gr
Dragon and of Crocodillo ca
from. Perhaps from Moussec
Pomagne.

One thing is certain. Neit
the trade buyers nor, it is appar
the consumer see these 1
aperitifs as being directly c«
petitive to Babycham.

Perhaps all the banging
drums has focused fresh at
tion on the advantages of a g
product in a single-serving bot
That’s always a winning situat
for Babycham.
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OAD transport is the lifeline of the SVP
industry generally. It is also the consumers lifeline,

'W companies as it is

guaranteeing daily supplies of fresh food and drink to our shops

and supermarkets.

But nobody loves heavy lorries. Parked in the high street, or
grinding along the motorway, they are a perpetual subject of abuse.
Nevertheless, as both employees and as members of the public, we

rely on them for our daily bread.

Will Armitage come up with some of the answers to the heavy

lorry debate?

The Armitage Report, the official
inquiry which will determine lorry
policy is due to be published on
November 21. The report will
certainly hit the headlines—the sub-
ject is both emotiveandcontroversial.
The very title which outlines its
brief—The Armitage Inquiry into
Lorries, People and the Environment

automatically defines and divides
the protagonists before the evidence
is even sifted or the report read.

Over 1,000 organisations and
individuals have submitted evidence,
most of whom belong firmly in either
the transport or the environmental
camp, not that the inter of these
two parties are necessarily opposing
or conflicting. Indeed the Freight
Transport Association which rep-
presents the distribution interests of
British trade and industry says very
firmly that they hope Sir Arthur
Armitage’s report will clear up a lot
of misapprehension and misunder-
standing which needs to be put right.

The lorry v the environment debate
has been going on a long time. A
report ‘Living with the Lorry’,
published in 1973 and based on
work done by the Transport R
search Unit at Leicester University
made the following comment, which
is more than ever pertinent now in
the light of Armitage:

“The people of Britain need to be
supplied with information which will
enable them to choose the mixture of
environmental  benefits and  of
‘economic’ goods and services which
gives them greatest satisfaction. The
negative approach of restricting the
size of lorries, closing part of the road
network to them, and refusing to
build new roads will not solve the
problem of lorries, or of transport in
the environment. More, rather than
fewer, resources should be devoted to
building better designed and better
placed roads, and to producing lorries
which fit more happily into the
environment.”

The Freight Transport Association
describe the Armitage report as
“pretty leakproof” and won’t even
hazard a guess as to what its con-
clusions may be. These are however
eagerly awaited because whatever
the recommendations, the result is
likely to dictate the pattern of road
transport over the next decade. The
Secretary of State for Transport, Mr.
Norman Fowler, has already prom-
ised a debate in the House, and this
will probably take place before
Christmas.

At the same time as the Armitage
inquiry there has been increasing
pressure from the EEC towards the
harmonisation of agreed lorry
weights. Britain’s current maximum
weight of 32 tons is the lowest in
Europe and puts the British exporter
at a considerable disadvantage
abroad against foreign competitors.

But the proposal to open up
Britain to foreign juggernauts of up
ad4 tonnes could put an intolerable
! on Britain’s 155,000 road
tridges, according to a recent report

to the Department of Transport by a
firm of consulting engineers, a copy
of which was also submitted to
Armitage. This is the sort of con-
trasting evidence that has to be
assessed and evaluated.

The Freight Transport Associa-
tion’s evidence to Armitage comes
out strongly in favour of the heavier
lorry and reiterates the arguments

ut in a previously published
document called ‘The Case for the

Heavier Lorry’.

1. heavier lorries do not mean
bigger lorries, but lorries which
will be able to carry more
payload:
substantial economic and fuel
savings are potential pluses
from properly designed heavier
lorries; ™
environmentally the heavier
lorry could pave the way for
many vehicle design improve-
ments, in particular reduced
noise and road damages;

4. there are no grounds for
thinking that heavier lorries
will not be as safe as existing
ones—quite the opposite; and

5. the  competitive interface
between road and rail need not
be affected. There are already
well defined markets for both
modes efficiently run.
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The Freight Transport Association
says that the new generation of
lorries coming onto our roads today
are far better environmentally and
safety wise than the vehicles they are
replacing. Equally the progress of
research and development is such
that these beneficial developments
will continue. However, despite
significant improvements in vehicle
design and regulation and the real
prospect of more improvements in
the future, the Freight Transport
Association accepts that environ-
mental consequences and their miti-
gation is not just a question of
technical improvements to the vehicle
itself. Lorries will never be completely
quiet, smokeless or vibration free.
Compromises have to be found.

The Freight Transport Asso-
ciation which has a long record of
involvement in the environmental
issues associated with lorries has in
the past supported proposals to
improve standards of noise and
smoke emission; has worked closely
with local authorities in the develop-
ment of sensible traffic management
and has been a member of
and Environment Com-
mittee since its inception.

The Freight Transport Association
has 15,500 members ranging from
small businesses operating only one
or two small vans to groups like
Allied Breweries with enormous
modern transport fleets. The indi-
vidual companies who form the
SVPW Division are members of the
Freight Transport Association and
Mr. Simon Neale, who is responsible
for the transport policy for the

Division, is, like everyone else,
eagerly awaiting the Armitage
Report.

Fitting those Data Disks
on the dashhoard . ..

ACHOGRAPH SERVICE

(Shepton Mallet) Ltd., a

new company formed earlier this

year as a subsidiary of Shower-

ings, Vine Products and White-

ways Ltd, had its official opening
day on Wednesday, May 14.

Founder directors are Mr. Simon
Neale and Mr. Ted Webb, both of
whom are also directors of other
companies with the SVPW Group.

Located in specially built premises
and workshops on the Crowne
Industrial Estate, the centre was
planned by the SVPW division’s own
architect and built by Showerings in
conjunction with the specified re-
quirements of the new company and
was completed in just three months.

Tachograph  Services (Shepton
Mallet) Ltd., is one of 450 centres
around the UK to be approved by
the Ministry to calibrate and seal
tachograph equipment which is to be
compulsory for all vehicles above 3.5
metric tons gross loaded vehicle
weight. January 1, 1982 is the official
EEC deadline.

The tachograph which fits into the
dashboard replacing the existing
speedomoters contains a disc which
automatically records the speed and
distance of each journey and the
time of rest periods. For many
commercial companies operating
large fleets, it will greatly facilitate
the detailed journey records which
now have to be kept on a daily basis
by manual means. It is also expected
that the tachograph will help deter-
mine the cause of accidents in which
the vehicle is involved; the vital,
data-bearing disc is inside a tough
shock resistant housing.

The workshop has three bays, one
of 25 metres and two of 17 metres
which have inspection pits capable of
taking the longest vehicle for full
length underneath inspection. There
is sophisticated equipment for diag-
nosing engine performance- the
Hartridge Chassis Dynamometer
which included power testing and
load simulation. Another, the

The Shepton Mallet centre is con-
sidered one of the best of the 450
Tachograph workshops in the country.
Planned by the SVPW Division's
own  architect and  built by
Showerings, the workshop was com-
pleted within three months. Aswellas
the Hartridge Chassis Dynamometer
for power testing and load simulation,

Pictured in front of one of Showerings vehicles

Hartridge Tachograph Tester, checks
calibration. There is also a Smoke-
meter which gives a written read-out
of smoke levels of the exhaust,
believed to be the only equipment of
its kind currently working in a
retail workshop. New regulations
will come into force next year,
following EEC rulings to govern
exhaust levels.

The centre its  own
specially designed calibration room
and walled off work area and to the
rear of the workshops is the office
and extensive stores area.

The Shepton Mallet Tachograph
centre has one of the best workshops
in the country and also employs
amongst its other staff a female
tachograph fitter, Liz Turton. So far,
as well as installing tachographs in
vehicles belonging to SVPW, the
company has amongst its customers
Express Dairies, BRS, Geest In-
dustries, Unigate and Blue Circle
Cement. Contracts have included
fitting vehicles belonging to the
Department of the Environment as
well as for Bass! The ultimate aim is
to extend tachograph facilities to
include general maintenance and
repairs for all types of vehicles.
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S. Neale

T. Webb

Simon Neale, Divisional Transport
Manager, responsible for getting the
lorries on the road, awaits the outcome
of the Armitage Inquiry into Lorries,
People and the Environment.

He is also a Director of Tachograph
Services ( Shepton Mallet) Lid.

Ted Webb, Finance Director, Shower-
ings Limited, and director of SVPW
Lid., is also a director of the newly
formed Tachograph Services ( Shepton
Mallet) Lid.

and the Hartridge Tachograph Tester
for checking calibration, there is also
a Smokemeter, giving a written read-
out of smoke levels from the exhaust.
This equipment is so far the only one
of its kind in a retail workshop in this
country and is in anticipation of new
" regulations governing exhaust

levels.

are (left to right)

David

Giles, Veeder-Root’s technical manager; Rob Carter, Tachograph station mana-

ger; David Warden, publicity manager for Veeder-Root and Roduey Neale
transport engineer.

There are three makers of Ministry
and EEC approved tachograph equip-
ment. Tachograph Services ( Shepton
Mallet)  has chosen Veeder-Root,
the only British make “‘because it’s
British.”" It is approximately the same

Liz Turton alw wanted  to

work

height as a bottle of Babycham.

As well as installing rachogray
vehicles belonging 1o the Div
customers also include Express
ies, BRS, Geest Industries and
Circle Cement.

with trucks and wouldn’t drea

going back to cars. She took a Government TOPS course in meche
engineering and is believed to be the only female tachograph fitter i

u.

K. so far.

Chargehand Ken Phipps fits a drive cable to one of Showering’s vehicl

1

has to be within 2

Turton in the Installation room testing the accuracy of the head
%, of the speed range.




The opening speeches took place in
front of the bandstand where Mr.
Edward Guinness, President of the
Licensed Victuallers Homes, com-
mented on Showering’s tremendous
record in supporting trade charities.

The weather on the afternoon of the Showering Ko
omewhat cloudy and windy as can be seen from the ripples on the lake. N

os West

Wi
5 BUT—there wasn't a single drop of rain to dampen anyone’s spirits.

The three lady guests with baskels
of flowers presented by Mr. Francis
Showering were (left to right) Mrs.
Eileen Poulton, Chairman LVNH
Ladies’ Central Council; Mrs. Jack
Sorrell, and Mrs. Edward Guinness.

Blue carnation buttonholes, a familiar
tradition on any Showering’s occasion,
were sold by flower sellers throughout
the afternoon of the garden party.
Mrs. Betty Bleathen, past Chairman
of the National Committee of the
Licensed Victuallers Schools, pins a

L

Free tastings of apricot, peach,
parsnip or ginger wines were just some
of the choices being offered on the

Sflower to Mrs. Joyce Smith, Chairman
of Malvern Link Ladies Auxiliary.
The accompanying flower seller is

Mrs. Kath Banes, Treasurer of
Basingstoke Ladies Auxiliary whose
members were the flower sellers.

Whiteways stand by Andrew Gibson,
Lyn Carder, Peter Bray-Warner and
Angela Grant.

L

Astrologer Leon took

Petulengro
time off from his fortune predicting
on the Babycham stand in order to
Jjoin the Ladies Auxiliary members
from Portsmouth and District who

4

were raffling the bicycle shown in the
picture. Second prize was the teddy
bear. Their Chairlady (next to Leon)
is June Loosley and Jack Cartledge
(far left) is their President.

" E ARE set for a great

occasion” said Mr. Ed-
ward Guinness, President of the
Licensed Victuallers National
Homes, in the opening speeches
of Showering’s West Country
Garden Party held at Shepton
Mallet on Wednesday, Septem-
ber 10. And a great occasion it

; turned out to be raising a grand

total of £6,000 for the trade
charity.

This was the second Shower-
ing’s Garden Party to be held
in what must surely be the
most perfect landscaped setting
for any English garden party.

Perfect the weather was not,
being cold and windy, but it
was still a considerable im-
provement on the previous
occasion in 1978. Mr. Francis
Showering in his opening wel-
come to guests referred to the
atrocious weather on that oc-
casion. He apologised for his
unfortunate surname, an apol-
ogy which fortunately turned
out to be unnecessary as there
was not a single spot of rain
during the whole afternoon in
spite of ominous looking dark
clouds blowing over.

The opening speeches were
made in front of the band-
stand where the Western Band
of the Royal Air Force played
for the enjoyment of guests
during the afternoon.

Mr. Showering welcomed
the many distinguished guests
and prominent trade person-
alities who had come to support
Mr. Jack Sorrell, chairman of
the Licensed Victuallers
National Homes. In particular
he welcomed their president
Mr. Edward Guinness and Mrs.
Guinness; Mrs. Eileen Poulton,
chairman of the Ladies Central

w: Council; Mr. Charles Norris,
: governor of the Licensed Vic-

tuallers School and Mrs. Peggy
Rayner, chairman of the Ladies
School Committee; Mrs. Grace
Burton, vice-president of the
Trade Convalescent Homes;
Mr. Michael Whitbread, presi-
dent elect, and many of the
Board members who had tra-
velled from all parts of the
country. He also thanked the
many members of the various
Ladies Auxiliaries who were
running stalls at the garden
party and the trade companies
for their tremendous support.

Mr. Showering then spoke on
current” developments in the
homes including the completed
extension to the nursing home
at Denham giving 17 additional
rooms, the kitchen/laundry ex-
tension to the day room, and
the new building work already
started to extend the office/
social centre.

The first Welsh home, on the
Edinburgh Estate, would be
opened on September 17. De-
velopments in the West Country

were making good progress
this autumn in Torbay.

A completely new LVNH
estate in Scotland, the Arthur
Bell estate, on a beautiful site
at Pitlochry near the Bell’s
Distillery should be ready by
spring 1981.

Mr. Showering said it was
their proud boast that no
trade charity ever left Shepton
Mallet empty handed. The
cheque presentation which fol-
lowed included £500 to Mr.
Jack Sorrell for the Ambulift at
the nursing home; £500 to Mr.
Charles Norris, governor of the
Licensed Victuallers School and
£250 to Mrs. Grace Burton for
the convalescent homes. In
addition Mr. Showering told
the guests that a number of
soft toy Green dragons had
been made, illustrating Shower-
ing’s new product, and half a
dozen of these would be given
to each of the trade charities
for Christmas raffles. The
regional committee raising the

largest amount, irrespective of
the charity, would receive a |

further £100.

Over in the big rainproof '
and draughtproof marquee were |

raffles and draws galore run
both by the individual com-
panies in the division as well as
by the various Ladies Auxil-
jaries. The 12 ladies

raffling Capodimonte figures
together with toy pandas, while
the nine members from North
Dorset and Blandford Ladies
Auxiliary had brought along 98
teddy bears. Torquay Ladies
Auxiliary were selling sticks of
pink rock, specially made for
them by the Blackpool Rock
Company, with the lettering
LVNH running through the
centre. Astrologer Leon Petu-
lengro who took time off in
between his sessions on the
Babycham stand to chat to
Ladies Auxiliary members on
their stands admitted he had
bought three sticks of rock to
take home to his dog. For the
rest of the time however, Leon
Petulengro was surrounded by
a spellbound audience eager for
his fortune predictions for par-
ticular zodiac signs.

So, in spite of gloomy pre-
diction for the afternoon by
way of a bad weather forecast,
everyone had a wonderful time
enjoying the tastings, dancing

to the Dry Cane steel band or -
just looking at the work of

local craftspeople.

As Mr. Jack Sorrell said in “‘

his thank-you speech to Mr.
Francis Showering, it was a
unique opportunity to come and
have some fun and to do some
fundraising in lovely surround-
ings.

from |
Bournemouth & District were

ountry Garden Party \

E

i 2 5 cupi . B o
with 22 homes to be occupied Mrs. Gwenda Merriott, Babycham brand manager, was kept busy mixing

cockrails while Romany astrologer Leon Petulengro predicted  fortune:
for every sign in the zodiac.

Babycham girls on the Hoopla stand
were (left) Tanya Weeks and (right)

It was a case of “‘Hold that tiger”’ for
Mr. Jack Sorrell, chairman of the
LVN Homes when he visited the
Coates Gaymer stand along with the
official party.

Ceta, a 14 weeks old tiger cub from
Longleat, has since appeared on BBC

Jonathon Greenyer, marketing planning manager for Grants

Sue Chant from Showerings’

Sal
Department.

television in the Blue Peter programr
On the day of the garden party :
posed for photographs as the s
celebrity on the Coates Gaymer sta
where, behind Jack Sorrell, is Jc
Standard, Managing Director
Coates Gaymer Lid.

[
V..
of St. Jam

pours a glass of Goldener Oktober for Mr. Jack Sorrell and Mr. Frti
Showering.




GRAPEVINE

MAJ o RCA TRAVEL OFFER

LSA Travel (Part of the Allied Breweries Group) have
arranged two departures to Majorca for employees and their

Weekender:

HIS autumn, with short w
breaks in mind, Embassy H
have produced an attractive 20
“*Hushaway Guide™ to Englanc

“YINE PRODUCTS CELEBRATE

Three Quarters of a Century
with Three Barrels Brandy

HE growth of grape brandy
as a product category over
the past decade has been one of
the most dramatic witnessed by
the drinks trade for many years.

We reproduce here a sum-
mary and extracts of the
information recently presented
first at a Vine Products sales
conference marking the com-
pany’s 75th year and, later,
at a press briefing by Andy
Bryce, Product Group Man-
ager of Vine Products Limited,
United Kingdom Agents for
Three Barrels Brandy.

“The success of the grape
brandy market as a whole
during the nineteen seventies
has been outstanding. In the
spirits market its growth rate
has been second only to Vodka.

Not many cases of grape
brandy were sold in the U.K.
before 1968 and Cognac there-
fore had a very strong hold on
the market at that time.

All that changed during the
seventies and the product cat-
egory—grape brandy—became
of age.

How did this come about

Firstly, the high price of
Cogl}acs made them too ex-
pensive for the average -con-
sumer, and there is every
indication that this will con-
tinue.

Grape Brandy in the early
seventies became accepted as a
good quality product at an
affordable price, and many new
consumers were introduced to
brandy drinking because they
could now afford it.

The major retailers sup-
ported grape brandy from the
start and advertising was under-
taken to inform consumers
that they could buy brandy at
a good price. Three Barrels
was the main brand, if not the
only brand, advertised in the
early seventies, and that is one
reason why we have such a
large brand leadership now.

And all this led to a situation
whereby the position in 1968 of
grape brandy having only a
159, share of the off licence
market as opposed to Cognac’s
8577, was reversed by the end
of 1979 to a position where
Grape Brandy outsold Cognac
for the first time 519 to 499,

There is little doubt that this
trend will continue. Cognac
prices will rise further next
year—towards the £9 a bottle
mark. Our repackaging of Three
Barrels in  August couldn’t
have been planned for a better
time, to catch those Cognac
d_rmkers_ who can’t afford such
high prices, but still demand
a quality product in a presen-
tation that they can be confident
to offer to guests.

Our previous pack design
had done a marvellous job. It
had been a very successful
pack and given a massive
brand leadership in the grape
brandy market, but, times had
changed and consumers had

gcred their perception of what
. Wottle of brandy should look

Three Barrels brandy with its new

green, gold and black label design is

available in 68 cl. bottles, 32 cl. flasks, 16 cl. travellers flasks, 8 cl. pocket

flasks and 5 cl. miniatures.

The new gift carton shown above is geared towards Christmas present givers

like. Research told us it was
time to change, and research
also told us that what we were
recommending was just what
the doctor ordered.

The new pack has all the

attributes  that  consumers
require of a bottle of brandy,
portraying the imagery of

brandy as:
* A Quality Product, French

* Luxurious, smooth, warm-
ing, strong, full strength,
old, traditional

* Suitable for after dinner
drinking and, very im-
portantly, impressive to
guests.

And, to aid the quality
image further, we introduced
the Three Barrels gift carton
for the first time this year, so as
to win a share of the lucrative
Christmas gift market.

Distribution

So, we've improved the
quality appeal of the brand,
but for what other reason did
we produce a new presentation?

As far as retail distribution
of the brand was concerned,
we needed to make a major
breakthrough. Within weeks of
launching our new pack we
were successful with Asda and
Fine Fare, major accounts
that we had been trying to
crack for a long time.

The positive reaction of these
major retailers confirmed to us
that we had a success story on
our hands. So our reasoning
behind relaunching the brand
was apparent. We needed to
produce a presentation that
would help achieve the dis-
tribution objectives—and that’s
happening.

We needed to improve the
brand’s image and acceptability

to the consumer—we've done
that and most importantly we
needed to move away from the
cheaper brands and position
ourselves on a quality platform
—and we’ve done that.

Advertising

You will have noticed that
when our trade advertising
campaign broke announcing
the new pack we allowed the
trade to compare the old pack
against the new pack. One
reason for this was so that they
would fully comprehend that
the new pack was the old
Three Barrels repackaged. We
believe that, because the new
presentation is quality based,
there is the possibility that it
could have been perceived by
the trade as a V.S.O.P. Three
Barrels, or a Five Star Three
Barrels. We did not want them
to be of that opinion—our
message is that, whilst the
packaging has been changed
for the better, the brandy has
remained the same, it was the
only part we couldn’t improve.

The advertisement also in-
forms the trade of our heavy
investment in consumer ad-
vertising, which has all but
doubled this year.

We're continuing with the
smuggling theme in our two
consumer advertisements this
year, thereby allowing the
quality connotations of smug-
gling to reflect favourably upon
our brand. That is, if it’s worth
taking the trouble to smuggle
it, it must be good.

The very heavy advertising
campaign planned is one which
I feel sure will achieve a high
level of recall amongst brandy
drinkers and therefore create
the desired results.

families.

takes only 20 minutes.

and a disco on other nights.

surcharges.
The cost includes :—

*

board.

*

and return.

¢

(Sharing Twin) per person.

request.)

E HAVE chosen the Playa de Palma area to offer

two Winter Breaks in February and March. Ca’n
Pastilla, 5 miles east of Palma, offers a wide choice of day
and night pleasures; horse riding, waterskiing, boating,
swimming or lazing on the long sandy beach. (The temper-
ature in February/March is usually 60/65°F). This is also an
ideal centre for excursions and the local bus into Palma

Accommodation will be at the Three Star Hotel “Linda”
about 400 yards from the beach and near to the shops and
entertainments of the resort of Ca’n Pastilla. In the hotel’s
spacious lounge there is dancing to a group twice weekly

All our rooms have private bath, w.c. and terrace. The
hotel arranges games and has its own crazy golf course,
swimming pool and tennis court.

Tour price is fully inclusive and is guaranteed against any

Y Return travel by jet aircraft from London
(Gatwick) to Palma.
Accommodation at Hotel Linda with full

Transfer from Palma Airport to the Hotel

Services of Local Representative
All Airport Taxes and Security Charges.
Comprehensive Travel Insurance.
Departure Dates and Prices:—

Ist February 1981 returning 8th February 1981. £110.00

Ist March 1981 returning 8th March 1981. £130.00
(Sharing Twin) per person. (Single room supplement on

For further information regarding these holidays please
contact LSA World Travel Service Limited, 3 High Street,
Beckenham, Kent BR3 1DR. Telephone 01-650 7171.

(These holidays are operated in conjunction with Carousel Holidays
Ltd whose terms of business and conditions of boeking apply.)

Achievements

So there’s little doubt that
Three Barrels has everything
going for it.

We've already made major

distribution gains.

We've improved the brand’s

acceptability to the consumer

We’ve moved away from the
cheaper brands; and

We’ve doubled the advertis-
ing spend at a time when
Cognac is becoming even
more expensive.
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