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He showed up at the Key West Margaritaville the other day and played a couple hours. Before that he was in St. Barths and played a small set at
La Vela restaurant, right on the harbor in Gustavia in front of about 100 people or so. Also playing with JB was Roger Waters and Ritchie
Sambora. After a long lunch at Nikki Beach, they apparently got the idea to play an impromptu show. He was in his old St. Barths stomping
grounds with Peter Mayer, Roger Guth and Will Kimbrough.

Here's the entry from Will's weblog, FYI:
Saturday, January 7, 2006

OK, I admit it. | have been in St Barths since the 3rd, writing with Peter Mayer, Roger Guth and Jimmy Buffett. | think we have some good stuff
going. And | am healed, brethren, healed of the January blues. Healed by the warmth and the water and the food and the good company. And the
solitude of a Caribbean beach and time to contemplate and write.

At least for a few days.

| just had lunch with Buffett and Roger Waters. Yes, that Roger Waters. The one from Pink Floyd. The Wall. Bong hits in your college dorm to
Dark Side of the Moon. And he was nice. He told jokes and ate french fries. We poured each other wine. International rock stardom is everything it
is cracked up to be.

I'd shoot the shit with the dude from Pink Floyd, take a sip of French rose wine and then jog off down the beach for a swim, then head back to the
table for some wahoo tartare, lightly grilled.

Ooh la la.

Again, | think we helped Jimmy finish a couple of great songs for his next album. For our efforts, we had a few winter days in the sun at St Barths,
eating French food, drinking French wine and sitting around like rock stars.

Sunday, January 8, 2006, 12:30 AM

One last dinner out. Sushi with Jimmy and the guys. Oh, and Roger Waters and his lovely wife Laurie. Jimmy, Peter and Roger (Guth) got up and
played a set. Did Piece of Work. Crowd went nuts like they always do for Jimmy Freaking Buffett. Then we went back to the table and hung around
a little longer. Here are some things | learned today—Bon Jovi's keyboard player’s girlfriend has great taste in music—Roger Waters loves Neil
Young’s record Rust Never Sleeps—he also digs Miles Davis and Stevie Wonder a whole lot. But he really admires Powderfinger and Thrasher off
Rust Never Sleeps. | mean this is the guy from The Wall and that record you play along with The Wizard of Oz. He said the first show he went off
to see in London (RW grew up in Cambridge) was a package tour with Gene Vincent, Helen Shapiro and the Rolling Stones. A few years later, he
told me, he was on a package tour himself, with Jimi Hendrix, The Pink Floyd and The Nice.
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Oh, the life of a would be internationally licensed rock star.
Good night and good luck
will

Back to The Top

Strumming our six-string, looking for Jimmy Buffett

By STEVE ROSE | Wednesday, January 11, 2006, 07:50 AM

The Atlanta Journal-Constitution

Last weekend we decided to go to a new themed restaurant located in fashionable Dunwoody. When a restaurant opens and the theme of it has
anything to do with Caribbean atmosphere or otherwise any hint of any resemblance of Jimmy Buffett, | am required to take my wife to this place
so that she may search for him.

As long as she gets the annual Margaritaville fix my wife can still function as a normal person.

Here's the problem:

Jimmy Buffett did not come to Atlanta in 2005.

Remember when you had to tell your kids something that you knew you had to tell them but you knew it would temporarily shatter their image of
something that was very important to them? An important thing like Santa doesn’t really come to all those houses in one night but instead opts to
subcontract duties to “regional helpers.” For example, much of rural Georgia is handled by Santa’s helpers “Skeet and J.W.” who deliver presents
and especially NASCAR collectibles to all the good ol’ boys and girls.

That was a piece of cake compared to breaking the news that Atlanta was not on Buffett's schedule for 2005.

This particular restaurant is named: Cheeseburger in Paradise. (It's not a plug — | had to pay.) To my wife, Sandy, this name was an omen. To
make things worse, on the way to the omen, the radio played “Cheeseburger in Paradise.” My wife saw this as a sign — on top of the omen — that
Jimmy Buffett would be there. (You have to understand the Parrotthead Nation).

Our friends are not obsessed with Jimmy Buffett, but they do enjoy the bizarre behavior of others as a form of entertainment.

Off we went.

Fashionable Dunwoody is an area that has grown tremendously over the past 30 years.In 1969, Dunwoody had only a 1 per 1,000
BMW-to-resident ratio compared to today’s 600-t0-1000 rate.

| grew up on the outskirts of Dunwoody. Even then, Dunwoody had planted the seeds of fashion, something that | recognized and tried to keep up
with during high school.

My father said the secret to fashion was simple: Always match your socks to your shirt. On the first day | wore a yellow shirt and socks.

I looked like the sun.

Upon our arrival at the restaurant, we agreed with the kids that they should have their own table somewhere else in the restaurant. They're
teenagers now. They don’t want to be seen near us. We secured a table at a comfortable distance. Being that the kids are all teenage boys, |
offered them sound advice:

1. Don't try to order booze.

2. Don't hit on the girls and then get beat up by their boyfriends or dates. Too much paperwork.
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Don't bother the other customers by way of foodfights, burping or other emissions.
Don't leave the building.

Don't do anything that may be constituted as a misdemeanor or felony.

o g &~ w

Finally, and very importantly, if you need to use the bathroom, remember two things: First, theme restaurants have fancy names for their
bathrooms. Take time to interpret and understand the name prior to entry. If you can’t decide, hide until someone else goes in and then
proceed, hoping they know what they are doing. Secondly and most importantly, always foot-flush.

| am a believer in the foot-flush. There are sophisticated and very nasty organisms everywhere. These sophisticated and nasty organisms are
called cooties. There are certain strains of cooties that live on toilet flush handles as well as all other components of toilets.

Automatic flushing systems attached to toilets have contributed to reducing the need for touching the toilet components. Depending on the setup,
the device will kick in as you move away from it and automatically flush. This helps maintain consistent sanitized conditions. Unfortunately, it also
maintains a consistent flushing of cell phones and glasses.

After having covered the ground rules for dinner, we settled in for dinner. Most of you know that a Caribbean restaurant features large fruity drinks.
This one was no exception. The large fruity drink came with a strawberry with a tiny pair of sunglasses on it. The martini glass was the size of a
small bucket. | don't think they expect you to drink more than one. We asked our server to occasionally check on our kids at the other side of the
restaurant and report if any of them were being led away in handcuffs, otherwise, we didn’t want to be disturbed.

| hoped it would not happen, but it did.

Sandy began to look for Jimmy Buffett.

“There he is!”

“No, that's a picture of him.”

“It looks just like him!”

“l know but it's on a beer mug. Hey, let's eat.”

We looked at the menus and tried to figure out what the cute food nhames meant. After a while | excused myself to go visit the restroom. When |
got there | couldn't figure out what the cute names on the restroom doors meant so | hid behind a plastic palm tree for a few minutes and then
entered the door labeled Manos or Banos or whatever it was after apologizing to the party sitting next to the palm tree.

The rest of the night went pretty smooth. Not knowing what Jimmy Buffett song to equate to what food item, | chose to point to the pictures of food
| was pretty sure | recognized. Sandy thought she recognized Jimmy Buffett several times but | tackled her before she could get to them. (My
apologies to the customers, the valet, and the guy passing the sidewalk with the “Will Work for Gazpacho” sign.)

That night my wife went home obviously disappointed. She asked me to write Oprah and ask her to bring Jimmy Buffett to our house on her bus.
| sat down and instead, wrote Jimmy Buffett a letter.

“Dear Jimmy Buffett:

Please don't forget to come to Atlanta this summer. | don't think | can hold out much longer.

Thank you,

Steve Rose

P.S. If possible, could you be more specific with your bathroom signs?”

Back to The Top
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TOMMY ROCKER'S GOES CONDO

46-story tower planned for site of sing-along club

By ADRIENNE PACKER
By Adrienne Packer - Las Vegas Review Journal

January 5, 2006

Tommy Rocker's popular sing-along club in the shadow of the Strip is best known as an establishment to which Jimmy Buffett fans, known as
parrot heads, flock. Now the owner plans to convert it into a place where they can nest. Thomas Greenough, better known as Tommy Rocker,
won approval Wednesday to build a 46-story condominium tower south of Flamingo Road on Dean Martin Drive, formerly Industrial Road. "It's
very exciting, especially because | get to live there," said Greenough, whose quiet demeanor in front of commissioners was in contrast to the wild
singer who riles up fun-loving patrons and encourages them to join him on stage. Greenough opened Tommy Rocker's in 1995 and, after
attending a Buffett concert, opted for a beach theme. He has since opened two additional bar and grills in the Las Vegas Valley.

The Oregon native never imagined parlaying his success in the bar and restaurant scene into condominium business until about a year ago.
When the condominium craze hit Las Vegas nearly two years ago, developers began eyeing Greenough's prime property just west of Interstate
15. He was inundated with proposals to buy his one-acre lot. "We had trouble finding an agreement where we could put Tommy Rocker's in
there," he said, referring to the developers' condominium proposals. "So, we decided to do it ourselves. "l loved that location for years before we
bought it. Little did we know what would happen on that street."

If developers follow through with their proposed projects, high-end condominiums will soon line the west side of Interstate 15, just across from the
Strip. Developers recently convinced commissioners to change the name of Industrial Road to Dean Martin Drive to make condos there more
appealing to potential buyers. Designing a 252-unit resort on a one-acre parcel might be the greatest challenge for Greenough.

The $150 million project is expected to be the first in Southern Nevada to use an automated "robotic parking" structure. The computerized system
allows a valet to pull a vehicle onto a lift. The lift then mechanically places the vehicle in an open bay for storage. The purpose is to save space
and cut down on pollution caused by idling vehicles. Greenough said building an environmentally sensitive project was one of his priorities. He
hopes the project will be certified by the Leadership in Energy and Environmental Design Green Building Rating System. He also said he intends
to make the site bicycle-friendly. Construction of the new tower is expected to start in about a year.

Greenough moved to Las Vegas in 1984 and began performing at Carlos Murphy's on Maryland Parkway. He opened his first bar on Decatur and
Spring Mountain in 1989. Six years later, he moved it to the larger location near the Rio hotel-casino. Greenough said Parrot Heads and other
revelers who like to get on stage and sing along will have that opportunity at his new resort. Tommy Rocker's will occupy space on the second
floor, with a view of the Strip.

The 252 unit tower will feature a full service spa, 2 pools (one on the rooftop), exercise rooms and 2 restaurants. The official website is
www.4275deanmartindrive.com.

Back to The Top
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The man behind Grey Goose vodka understood that Americans want to pay more—You just have to give them a good story. Now he has a new
tale to tell. it's about a tequila called Corazén.

By Seth Stevenson

At 5:20 on a Sunday morning in the summer of 1996, Sidney Frank—Iliquor baron extraordinaire, dapper elderly
gent, CEO of the Sidney Frank Importing Co.—picked up his phone in a fit of inspiration. He dialed up his No. 2
executive, who listened in a groggy daze as Frank proclaimed, “I figured out the name! It's Grey Goose!”

And so was born one of the most astonishing brands in the history of distilled spirits. Grey Goose vodka, invented
from thin air that summer morning, had as yet no distillery, no bottle, and—perhaps the most pressing order of
business—no vodka. Yet this past June, almost exactly eight years after Sidney Frank gave name to this nonexistent
liqguor, Grey Goose was sold to Bacardi for more than $2 billion. Cash. (To understand how much that is, consider
that IBM’s personal-computer business, nurtured, honed, and advertised since 1981, recently sold for $1.75 billion.)

After the Grey Goose sale, everyone at Sidney Frank Importing Co. got a hefty bonus. Longtime SFIC secretaries
N were handed checks for more than $100,000 apiece. Grey Goose was a spectacular success. And now the ride was
2 over. The only question left: What's next?

Sidney Frank at his winter

hom_e.m California.(Photo ¢yt 14 4 shiver-cold night in downtown Manhattan, not long after the sale. A team of SFIC employees are out pushing
credit: Robyn Twomey) Sidney Frank’s new brand of the moment: Corazén tequila. They chat up pub and restaurant owners. They teach
bartenders how to mix new Corazén cocktails. And then, in a small club in the meatpacking district, they run smack into the competition: Bacardi
salesguys, making their own nightly rounds.

SFIC publicist to Bacardi salesguy: “What are you drinking tonight?” Bacardi salesguy, swirling ice in highball glass: “Goose Orange, baby!”

Suddenly, the SFIC folks look a bit downcast. Consider their fate: Just a few months back, their job had been to drink (and promote) Grey Goose,
which made them the most popular people wherever they went. A Grey Goose Cosmo here, a Grey Goose—and-tonic there. Then their beloved
Goose got sold to these mass-market hacks from Bacardi (who'd tried, without much success, to launch their own superpremium vodka—an
Estonian concoction called Tiri—before they bought Goose). Now the SFIC team is compelled to push this unknown brand of tequila, all night,
every night, on crowds that don’t know what it is and don'’t particularly care to find out.

When | suggest to an SFIC vice-president that vodka is by definition odorless and tasteless, his face goes tight. “That is a dinosaur statement,” he
says.

Sidney Frank doesn’t necessarily want to be in the tequila business either. Agave plants are notoriously fragile crops, and the fancier tequilas must
be aged for a year or two, while vodka comes out of the still and is good to go. And in the distilled-spirits game, tequila plays in the second division,
accounting for just 5.1 percent of the market. Vodka dominates with 26.5 percent, while rum has 13 and gin 7.

Making matters worse, there’s already a strong brand entrenched in the superpremium tequila category, Patron.

But when Goose got sold to Bacardi, SFIC signed a stringent noncompete clause: It can’t launch a new brand of vodka or gin for the next four
years. So tequila it is. SFIC will spend at least $3 million on Corazén marketing in 2005 and make it available to all sorts of influential crowds—at a
VIP tailgate party at the Super Bowl, at the victory dinner for the Indy 500, and at the Junior League’s Winter Ball in New York. As the product
becomes known, says Frank, “some idea will come to me that will push it forward.”

The odds against any new spirits brand are long. Some say the Grey Goose explosion was a fluke, a miraculous confluence of timing and trends.
And whatever marketing tricks SFIC had up its sleeve last time—all the guerrilla promotions that Sidney Frank is famous for—everyone else is
onto them by now. Given the fierce competition, can Sidney Frank, now 85, do it again? Of course he can. He's done it not once but twice before.

Born in 1919, Sidney Frank grew up poor in rural Connecticut, a farm boy who harbored a Gatsby-esque drive for social transformation. He
wiggled his way into Brown University, where, for the first time, he slept on real bedsheets (not sewn- together flour sacks), and found himself
surrounded by the children of the rich and powerful. Frank had to drop out of Brown after one year because he couldn't afford tuition. (When Grey
Goose was sold, he gave $100 million to Brown to provide financial aid for poor students.) But Frank made the most of his brush with privilege. Old
snapshots show a handsome, broad-shouldered fellow, always in a coat and bow tie, hair slicked back in an impeccable part. Sidney Frank was a
charmer, and he knew which people to charm.

In an interview with the Brown Alumni Magazine, on the heels of his massive donation, Frank was asked if he had any advice for the young Brown
student. “If you meet any important people,” he said, “keep in touch with them . . . And marry a rich girl. It's easier to marry a million than to make a
million.” Through Brown friends, Sidney Frank met, and, in 1945, married, Louise “Skippy” Rosenstiel, whose father was chief of Schenley
Distilleries (at the time a spirits-industry powerhouse). Frank went to work for the company, made his way up the corporate ladder, and then (after
a family falling-out, and Louise’s death) branched out to start his own liquor business in 1972.

SFIC was no overnight success. Frank was forced to sell off personal assets (fine art, property in Antigua) to keep the company running. Early on,
during the tough times, he would stroll around New York neighborhoods to see who was drinking what in the bars. Once, during a jaunt through
Yorkville, he saw German immigrants downing something called Jagermeister, a 70-proof, odd-tasting liqueur from the Fatherland. It was no big
seller, but the drink seemed to have a steady fan base, so Frank took a chance and secured the U.S. importing rights. Nothing much happened for
the next decade.

Then, in 1985, for no clear reason at all, college kids in Baton Rouge and New Orleans decided Jager was cool. Just one of those things that
happen sometimes. Kids being funny. It's likely they chose Jager precisely because its taste was so horrific. The whole thing might have easily
been forgotten by the next semester. But that's not what happened.

Bill Goldring is chairman of Magnolia Marketing Co., which was SFIC’s distributor in Louisiana when Jager first hit. “Brands are a funny thing,” he

says. “Corona beer started at the University of Texas, where kids were putting a lime in it. Then Jimmy Buffett was drinking it. Then it was the
hottest beer in America. With Jager, we saw we were getting large orders because the LSU kids were drinking it. Then there was the newspaper
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story in the Baton Rouge Advocate.”

Rated The ‘1 The story, at the height of LSU’s Jager boomlet, quotes kids calling the herb- infused drink “liquid Valium,” and
g : theorizing that Jager was an aphrodisiac. When Sidney Frank saw this, he flew into action, assembling a team of hot
Tasting Vodka chicks, dubbed Jagerettes, and dispatching them to New Orleans bars to hand out photocopies of the story. Frank
In The World! also slapped up eight new Jagermeister billboards in the area. They displayed a wincing man and the words SO

{ SMOOTH, playing on Jager’s ironic appeal. (I remember, back in high school, a friend’s college-age big brother had
a T-shirt with the SO SMOOTH guy on it. We thought this was the pinnacle of cool.)

All over the country, Jager shots became a revered symbol of buck-wild partying, and the brand remains one of the
hottest in the industry, growing at 40 percent a year. Yet not a single spirits expert | spoke with could explain the
Jager phenomenon, beyond shrugging and calling Sidney Frank a “promotional genius.”

“It's a liqueur with an unpronounceable name,” says Ted Wright of Liquid Intelligence, a beverage-marketing firm.
“It's drunk by older, blue-collar Germans as an after-dinner digestive aid. It's a drink that on a good day is an
acquired taste. If Sidney Frank can make that drink synonymous with ‘party’'—which he has—he can pretty much do
anything.”

A G Goose ad from

1999.
Pretend for a moment you're the man himself—Sidney Frank, liquor legend. First, you should be aware: You transact

much of your business from bed, wearing pajamas and smoking a cigar (it is written into the prenup with your second wife that you are permitted to
smoke cigars in bed). When not in bed, you wear a bow tie at all times. Also, you maintain a phalanx of full-time golf pros, at a cost of perhaps half
a million dollars a year, simply so you can watch them play the game. You can’t swing a club yourself anymore—too old—so you golf vicariously,
directing your pros shot-by-shot down the course. “Hey kid, hit a three-wood to the right of that water hazard,” etc.

To the business at hand. The year is now 1996, and, flush with Jager’s success, you're ready to invent a new vodka from scratch. Why? Because
the microbrewed-beer craze is giving way to a new age of sophisticated cocktails. Dot-com dollars are begging to be spent ostentatiously, at
expensive nightclubs. Herein lies opportunity.

<>We're out flogging Corazén at a club on the Bowery. The scene is clearly rife with Influencers. On my way in, | brush past Ethan Hawke.

As you lean back in your golf cart, watching another perfect chip shot bounce up onto the green, you ponder the fact that the premium vodka right
now (in 1996) is a brand called Absolut. When it was first introduced, Absolut’s high price was considered outrageous. But it's had great success
(with its iconic, artsy ad campaign), and it now sells for the steep, steep price of about $17 a bottle.

So, to steal away Absolut’'s market share, your unborn new vodka should undercut this price, correct? No, you think, chomping your cigar as you
watch a 30-foot putt roll straight into the cup. Why don't | price my vodka extravagantly higher than Absolut, at wildly more profitable margins . . .
and steal Absolut's market share that way? This was the great insight of Sidney Frank (and not only him: The makers of Ketel One vodka had the
same basic idea). Frank could see that there was a product missing from the shelves. Here were all these vodkas, in the $15-to-$17 range, vying
to be the premium brand (with Absolut mostly winning). Frank just sidestepped the fray altogether and charged an unheard-of $30 a bottle. The
markup amount was pure profit. “He was the first person to see,” says an executive at rival Bacardi, “that there was a superpremium category
above Absolut, if you had a good product story.”

In this story, the name came first—as it so often does when image is the paramount concern. Frank recalled he’d once sold a Liebfraumilch named
Grey Goose back in the seventies. These were German white wines that were briefly hip but faded into oblivion. “I remember there was always
something in the name that had magic with the consumer,” says Frank. (It may also be that Frank liked the name because he already owned the
worldwide rights to it.) Frank gathered his lieutenants at the company’s New Rochelle headquarters. “Go to France and come back with a vodka,”
he said. So they met with cognac distillers, whose business had slowed. The stills were switched to vodka, and at last there was an actual product.

But why France? Doesn't vodka come from Russia, or perhaps, in a pinch, Scandinavia? “People are always looking for something new,” says
Frank. It's all about brand differentiation. If you're going to charge twice as much for a vodka, you need to give people a reason.

“Nietzsche explains that human beings are looking for the ‘why’ in their lives,” says Wright. “Here at Liquid Intelligence, we refer to this ‘why’ as
‘the Great Story.” The Great Story must be enticing, memorable, easily repeatable, and about what you want your brand to be about.”

For Grey Goose, the brand was about unrivaled quality. Grey Goose’s Great Story hinged on the following key points: It comes from France, where
all the best luxury products come from. It's not another rough-hewn Russian vodka—it's a masterpiece crafted by French vodka artisans.

It uses water from pristine French springs, filtered through Champagne limestone.

It's got a distinctive, carefully designed bottle, with smoked glass and a silhouette of flying geese. It looks fantastic up behind the bar, the way it
catches the light (and Frank made sure to give the bars big, 1.75-liter bottles, to grab attention). It sure looks expensive.

It was shipped in wood crates, like a fine wine, not in cardboard boxes like Joe Schmo’s vodka. This catches the bartender’s eye and reinforces
the aura of quality. Never forget the influence of the bartender.

It was named the best-tasting vodka in the world by the Beverage Testing Institute in 1998. (Granted, this pronouncement can and will be doubted.
But it was nonetheless touted relentlessly in a series of Wall Street Journal ads.)

And now the most important piece of the story—the twist that brings it all together: Grey Goose costs way more than other vodkas. Waaaaaaay
more. So it must be the best.

Pause for a reality assessment: Certainly, Grey Goose is a very good vodka. But is it really “the best"? Pace the Beverage Testing Institute, I'd
venture that the answer is, ehhhhh, maybe. Of course, when | suggest to an SFIC vice-president that vodka is by definition odorless and tasteless,
and thus one vodka couldn’t be much better than the next, his face goes tight. “That is a dinosaur statement,” he says, speaking slowly, then
lectures me on water- filtration processes and Champagne limestone and special grains and such.

“Yes, some people may taste a difference,” says Wright of Liquid Intelligence. “But you're talking about a grain-neutral spirit. The FDA definition is
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pretty narrow. At an elemental level, there is no difference. And anyway, you can't possibly taste it when it's in a Cosmopolitan. Grey Goose is
about quality because Sidney Frank said it was about quality.”

And said it to the right people. Those ads were placed in the Wall Street Journal, not Newsday. Even more important to the campaign was event
marketing—getting Grey Goose into the hottest clubs on the hottest nights, in the hands of the hottest people. “You need to influence the
influencers,” says Wright. These are the obsessive arbiters of taste who like to tell their friends what to buy. When they have a Great Story to tell,
they'll tell it convincingly and often. In the classic flowchart, Influencers talk to Early Adopters (“Want to be cool but don’t have the time,” as Wright
describes them), who talk to the Early Majority (“Suburbs”), who talk to the Late Majority (“Middle America”), who talk to the Laggards (“Just now
buying a CD player”).

As the Influencers peddled the Grey Goose tale far and wide and people began to call for it in bars, a great thing happened—the characters on
Sex and the City pointedly called for Grey Goose Cosmos. In the battle for vodka supremacy, this was the atom bomb. The war was over. Grey
Goose had won.

Though Grey Goose is a product of Sidney Frank, spirits savant, it's also a product of its age. We live in an era of luxury. The word luxury—in this
context—refers not to our standard of living but rather to a highly successful sales concept.

Luxury, in a consumer sense, means spending much more than you have to. Your reason for doing this could be that you demand the absolute
highest quality, because you can genuinely tell the difference. As Cornell economics professor Robert H. Frank (no relation to Sidney) points out,
“You can buy a car that does zero to 60 in 3.9 seconds. Or you can spend $445,000 to buy a Porsche that does zero to 60 in 3.7 seconds. It's a
real difference, and some people will pay for it.”

But small quality differences like this are not why most people buy a luxury product. Frank, author of the book Luxury Fever, observes that the
thirst for luxury trickles down to those who can't really afford it. Frank calls this the “expenditure cascade.” We all spend more in an effort to keep
up with the guy who's one rung above us. This means we buy bigger houses to keep up with the neighbor’'s mansion. It also means we buy
superpremium vodkas, to keep up with the guy who's next to us at the bar.

This is what SFIC is banking on. The company’s decided its interests lie solely in the superpremium categories—where margins are higher and
volumes lower. (Even Jagermeister is technically superpremium, despite its blue-collar image. It's priced above its competitors in the liqueurs
category, such as Bailey’'s and Kahlua.)

But SFIC will never again have the niche to itself. These days, every spirits marketer is diving headfirst into superpremiums. Absolut just launched
Level, a new superpremium vodka, only to see the simultaneous launch of Stolichnaya Elit (which will sell for a dizzying $60 a bottle). You might
wonder where the price escalation will stop or if it will stop at all. People don’t seem to blink at paying high prices for a cocktail in a bar (as
opposed to in the liquor store, where they tend to be more price-conscious). As long as your high-end brand has a credible story behind it, you can
keep hiking its margins, and consumers will follow. The trend is known in the industry as “trading up.”

“Consumers are drinking less, but drinking better,” says Michael J. Branca, a beverage-industry analyst at Lehman Brothers. The evidence is that
volume sales of spirits have been flat, while dollar revenues have soared. According to Branca, this stems from a worldwide trend toward health
and wellness, as well as a growing consumer demand for “everyday luxuries,” which includes things like Starbucks Frappuccinos.

The best thing about the everyday luxury business is that an awful lot of Americans can afford a $15 cocktail, whereas real luxuries, like a $3,500
Rolex, have a much smaller market. And the margins for superpremium spirits are fantastic. Remember, these high-status luxury products are
more than half water.

It's possible the trading-up trend could reverse, and we’'ll all drink Joe Schmo’s vodka as some sort of trucker-hat statement. But liquor experts
think the superpremium category is pretty safe. The reason is that Grey Goose and its ilk do not rely on mere “coolness,” which is fleeting and hard
to pin down. They're chasing after “bestness”—a consistent target even if it's hard to hit. There will always be a large subset of drinkers who want
to be drinking “the best,” because bars and nightclubs are places to be seen. Places to prove you're a player. “Spirits is an image-driven category,”
says Branca. “We're acutely aware of what we’re drinking in the presence of others. That's why it's so important to have strong on-premise
promotions with influential consumers.”

Thus we're out on this freezing winter night, hawking Corazoén at a club on the Bowery. The scene is clearly rife with Influencers. On my way in, |
brush past Ethan Hawke.

Over in a corner, the SFIC team has set up a bar serving free Corazén tequila. There’s a Corazoén ice sculpture and several babe-alicious
Corazon girls flitting about with margaritas. The whole thing’s a $2,000 outlay from the marketing budget.

Though tequila has a strong frat-boy affiliation, as a salt/lime/bodyshot-off-drunken-coed’s-clavicle kind of item, it too has been caught in the
trading-up trend. Sales have nearly doubled in volume since 1990, and the margarita is frequently identified by bar and restaurant owners as the
most popular cocktail in America.

Corazén began outside the Sidney Frank empire, in the mind of one Frank Arcella, sole proprietor of Arcella Premium Brands. Arcella knew his
one-man outfit couldn’t compete in the high-stakes vodka category. But in superpremium tequila, he had a fighting chance.

Arcella toured tequila plants in Mexico and settled on one in the highlands of Jalisco. It owned its own agave fields (a major consideration, as
agave supply can fluctuate wildly) and aged its tequila in dedicated, tequila-only barrels—not reused sherry and bourbon barrels, as is often done.
The product was good, and the management was reliable. So Arcella struck a deal.

He then brainstormed names and decided on Coraz6n de Agave (Heart of Agave) because it suggested high-quality ingredients, and because the
word heart might offer good marketing angles. At the plant, Arcella was shown hundreds of existing bottle prototypes and chose one with a
distinctive skinny neck. “You save half a million dollars you would have given to a bottle designer,” he says.

It's the sort of gut decision Sidney Frank made his fortune with. To me, it's astonishingly cavalier. (I've seen Coca-Cola execs give PowerPaint
presentations about how they hire naming agencies and focus-group every single design decision.) But Arcella is no fool or hayseed. He spent 29
years at Seagram’s, reaching executive vice-president. He says brand creation is simple: product, package, name, marketing plan. “This is not
rocket science,” he claims. Perhaps in the fickle world of luxury liquor, it's better that one man make all the decisions. It results in a more
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distinctive, memorable product—one that feels less like a product for the masses.

Arcella actually went to Frank early on in the Corazon time line, to see if Frank had any interest. But it wasn't until a few years later, in 2002, that
Frank decided to buy Corazén. It's not hard to see why. The Corazoén brand blueprint looks exactly like the one for Grey Goose. Corazon can
claim, with a modicum of credibility, that it's the best product out there (it also got superlative marks from the Beverage Testing Institute, which will
soon be touted in an ad campaign). It's got distinctive packaging. It's priced above most competitors.

And so here we are tonight, out on the town, influencing the Influencers. At one bar, we get “bottle service,” buying an entire bottle of Corazén for
a mere $310—plus mixers for freel—and displaying it prominently on our table.

Even with all this, it's hard to foresee the sequence of events that might turn Corazén into a real competitor to Patrén. But the industry knows
better than to bet against Sidney Frank. “Patrén has good imagery, it's a strong brand, and it's set up nicely,” says Michel Roux, the liquor exec
who crafted Absolut’s long reign. “Of course, you could have said the same thing about Ketel One, back before Grey Goose took off.”

If Corazon fails to overtake Patrén, Frank has fallbacks, like a new line of cognacs, which will come in flavors like pear and apple, aimed at what
analysts term the “urban” or “hip-hop” market. Frank has some experience with this market—he backs a side project with rapper Lil’ John,
marketing an energy drink called “Crunk!!!” It's also a market where conspicuous luxury consumption is on the rise, and the prices are high. The
best cognacs are often three to six times more expensive than anything else behind the bar.

A new line of rums is also in the offing. Rums are widely believed to be the next vodka, as they're also adept at soaking up flavors and acting as
the base for a wide range of cocktails. SFIC plans to import its rums from Australia, to break from the herd of Caribbean rums. Tentative name for
the line of rums: White Pelican. “It's an endangered species,” says Frank, “and my wife likes the sound of it.”

When | asked a Bacardi executive, he said that rum doesn’t really have a superpremium category. That's probably what Absolut would have said
about superpremium vodka back in 1996.

Back to The Top
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Tequila from Mexico: U.S. signs agreement to resolve trouble in Margaritaville
The Associated Press

WASHINGTON — It took two years, but the trouble in Margaritaville has been resolved.

The United States and Mexico signed an agreement Tuesday that will allow continued bulk shipments of tequila from Mexico into the United
States.

In 2003, the Mexican government issued a proposal that would have banned bulk shipments and required that all Mexican tequila bound for the
United States be bottled in Mexico.

U.S. liquor companies cried foul, saying the proposal was a violation of international trade rules and ran counter to general practices in the liquor
industry worldwide. In 2004, 74 percent of the tequila imported into the United States was shipped in bulk form.

The rule never went into effect as negotiations began to resolve the dispute. Under the agreement signed Tuesday, the Mexican government said
it would not limit bulk shipments of tequila into the United States.

The agreement was signed in Washington by U.S. Trade Representative Rob Portman and Mexican Economy Secretary Sergio Garcia de Alba.

"We have resolved this important trade challenge in a way that ensures U.S. bottlers will have continued access to bulk tequila," Portman said in a
statement.

He said Mexico's proposed ban would have threatened huge investments made by American companies to build bottling plants and develop brand
loyalty.

Peter Cressy, president of the Distilled Spirits Council, an American lobbying group, said the deal would "protect the interests of Mexican agave
growers and tequila producers as well as U.S. bottlers and importers."

Propelled by the popularity of margaritas and tequila shots chased with lime and salt, tequila is the fastest-growing liquor in the United States.
The industry said tequila sales volume rose by 8.3 percent in 2004, with retail sales reaching approximately $3.3 billion.

The agreement calls for establishment of a tequila bottlers registry to identify all approved bottlers of tequila in the United States and creation of a
working group to monitor implementation of the agreement.

Back to The Top
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Blaze destroys Bimini hotel, a Hemingway favorite
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Resident says it's like Rome losing Vatican

By Tim Collie | Staff Writer
Posted January 14, 2006

Fire destroyed a cultural landmark and favorite haunt of American writer Ernest Hemingway on Bimini on Friday, leaving
one person missing and dealing the tiny Bahamian island its second blow in two months. PHOTOS

The blaze started just after 4 a.m., a police spokesman said, quickly engulfing the Compleat Angler Hotel in Alice Town.
Late Friday, police were still searching the rubble for Julian Brown, the owner of the 12-room hotel.

"The building is just completely gone and we're still looking for one person,” said Cpl. Christina King of the Royal
Bahamas Police Force.

The assumption among residents was that Brown died in the blaze, said Barbara Checkley, co-director with her husband, The Compleat Angler
Michael, of the Bimini Museum. "I'm afraid that the assumption here right now is that he's dead. He hasn't been seen and Hotel on fire (Photo
there's no sign of him anywhere else. He was last seen at the hotel." courtesy Mike Checkly)

Jan 13, 2006

The hotel, designed like an old country house and built from the planks of old rumrunners left behind at the end of
prohibition, was the oldest continually operating hotel on the island. Hemingway, who lived at the hotel off and on from
1935 to '37, wrote portions of the novel To Have and Have Not there.

An extensive collection of period photographs and Hemingway memorabilia were destroyed in the blaze, said residents. The hotel had an alarm,
which alerted guests, and a sprinkler system, but it failed to stop the fire.

It was the second tragic loss for the tiny island and its 1,600 residents. On Dec. 19 a commuter plane killed 12 Bimini residents, many returning
from holiday shopping, when it crashed off Miami Beach.

"This was the major landmark on the island and it's just completely destroyed -- it's like Rome without the Vatican now," said Michael Checkley, of
the museum. "Coming after the plane crash, this is very hard. We just buried the last crash victim last Saturday, and now this."

Back to The Top
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Buffett-Eye View Of a Wild Town

Sunday, January 15, 2006

With five bar stops on the Jimmy Buffett walking tour in Key West, you can easily get wasted in Margaritaville. But to avoid sidewalk spins, it might
be wise to stay sober -- at least until the final watering hole.

"It's a storytelling tour," said Trails of Margaritaville guide and founder Tim Glancey. "Not a bar crawl."

Sure (hiccup) thing, Tim. However, the magician who spent 12 years touring with Buffett won't mind if you knock back a cocktail or two between
visits to Key West's main Buffett sites. It's like Method sightseeing.

The two-hour outing starts, appropriately enough, at Captain Tony's Saloon. In the 1970s, Buffett performed here on a bar stool for $5 and all the
beer he could guzzle. Some of the stools are painted with the names of famous patrons and performers who've stopped by. The one exception is
Buffett; his seat keeps getting stolen.

Amid the Buffett lore, Glancey also weaves in some lively local history. Pointing at a flapping blue flag with a sun and queen conch emblem,
Glancey explained how in 1982 the town seceded from the United States, calling itself the Conch Republic. The coup ended in an on-water food
fight with the Coast Guard, which the city re-creates annually in April, rotten tomatoes and all.

But the tour's main focus is on Buffett, and whether you know the song arcana or not, you can still feel like a fan insider. For example, walking by a
nondescript icehouse on the harbor, Glancey revealed its true contents: Buffett's recording studio. And while visiting the Chart Room Bar, tourists
learn that the plugged hole on the bar's edge holds the ashes of Whistlepants (aka Jim Cox), a barfly from Buffett's musical troubadour days.
Meanwhile, four other (open) holes await their remains, and there's room for more at the bar.

The last stop is Margaritaville, the singer's restaurant and club on Duval Street. Behind the bar, the staff keeps the Buffett Bible, a
quasi-encyclopedia of his song lyrics. However, you don't need to be a Parrothead to know that in Margaritaville the Cheeseburger in Paradise
comes with coleslaw, and the margaritas are frozen or on the rocks.

-- Andrea Sachs

The Trails of Margaritaville tour (305- 292- 2040, http://www.trailsofmargaritaville) costs $20 and departs daily at 4 p.m. at Captain Tony® (428
Greene St.). Reservations required.

Back to The Top
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JAMAICANS ARE NOW MUSHING AROUND!

OCHO RIOS, JAMAICA
December 8, 2005

Margaritaville is proud to announce their sponsorship of the first ever Jamaican Dog Sled Team. The team, composed of dogs rescued from
Jamaican pounds, is currently training on the island in preparation for competition in Scotland later this year.

In June 2005, Danny Melville spearheaded a mission to send Devon Anderson, Chukka'’s Operations Manager, to the Cairngorm Sleddog Centre
in the Highlands of Scotland to learn more about dry-land sled-dog racing and the care and training of sled dogs. Devon was selected because of
his unique ability/connection with animals, especially horses and dogs. He was lauded by his trainer, expert ‘Musher’ Alan Stewart, as “a natural”
with the sled dogs. Stewart recommended that Jamaica take the bold step of sending a team to the biggest sleddog event in Europe, the Aviemore
Sleddog Rally in January 2006. “Devon is actually quite good,” commented Stewart “he has an excellent chance of winning a medal in the
championship”.

Devon'’s presence in Scotland caught the interest of the local and national press and there were several stories in the print media about his
journey to Scotland.

The Jamaica Dogsled Team was born. After an intense training period, Devon went on to participate in the North Star Sled Dog Club Fall Fun Run,
in Mahtowa, Minnesota, where he created quite a stir in sled dog circles standing out as a Musher from the Caribbean.

“This has turned out to be much more than an opportunity to offer a dynamic new tour at Chukka Caribbean” said Danny Melville founder of
Chukka Caribbean Adventures, “it is a chance for Jamaica to once again command the attention of the world in a sport that is traditionally a winter
sport”. Reggae pioneer Chris Blackwell lauded the idea as “terrific idea and wonderful publicity for Jamaica.”

In December 2005, international recording idol and principal in the infamous Margaritaville chain, Jimmy Buffett announced his sponsorship of the
Jamaica Dogsled Team. “What is it about this island’s infatuation with the cold?” exclaimed Jimmy, “I missed out on the bobsled years - | don't
intend to miss out on this one. Besides, | can’t wait to yell “Mush Mon” in support of our team”. With Buffett on board, parrot-heads all over the
world will soon be cheering for the Jamaica Dogsled Team.

Training is in high gear in the local dogsled camp at Chukka Cove Farm in Ocho Rios. Trainers from Scotland and Minnesota have spent weeks
on island setting up facilities for the dogs, race trails and introducing a training programme for nine local dogs - six of which are welfare dogs from
the Jamaica Society for the Prevention of Cruelty to Animals (JSPCA).

In January 2006, Devon will take on the extreme challenge of running dogs in the snow (with temperatures as low as -8°C). One thing is certain,
when he charges out of the starting gates with the over 250 other mushers from all over the world, all eyes will be on him. Look out Aviemore the
Jamaicans are coming!

One Mush.

Back to The Top

"Lone Palm Ale" wins Beer Fest Award

The 7th Annual Orlando Beer Fest, held November 12th and 13th at Universal CityWalk in Orlando is the largest beer festival in Florida and one of
the largest in Southeastern US. 41 brewers from all over the country showcased more than 120 different beers and competed for the coveted Best
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of the Fest awards.

It was Margaritaville's first year out there, showing off the newest addition to the menu, Lone Palm Ale - a smooth, drinkable red ale found ONLY in
Margaritaville restaurants. And guess what?! We won!!!

That's right, Margaritaville took 2nd place in the Taster's Choice Award and 2nd place for the Best Booth!!!

The booth was an oasis, a place to unwind, complete with tiki bar, adirondack chairs and PlayStation 2. It included Margaritaville Jerk Shrimp
samples, a Tattoo parlor - Margaritaville shrimp tattoos available while you sampled, a Tiki lounge with Play Station 2 , and a giant plasmatv
was set up in the for our (Root) Beer Tapper Tournament. At the end of each day the player with the highest score won a Lone Pam Gift
Basket containing aLone Palm tap handle, set of pilsner glasses, Lone Palm coasters, chrome bottle opener, key chain, baseball cap,
Margaritaville dinner certificate and a PlayStation 2 Beer Tapper Game.

Lone Palm Ale was so popular that more of it was served than any other beer at the festival.

Cheers!

Back to The Top

Speaking of drinks, here are some Margaritaville® Tequilarecipestotry out, aswe head into warmer (and drier!) weather:

THE PERFECT MARGARITA

1 oz Margaritaville® Gold Tequila

% 0z Margaritaville Silver Tequila

¥ o0z Cointreau®

¥ 0z Orange Curacao

% 0z Lime juice

Rim margarita glass with salt. Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.
“WHO'’S TO BLAME?” MARGARITA

1.5 oz Margaritaville® Gold Tequila

¥ 0z Cointreau®

2.5 0z Margaritaville® Margarita Mix

Rim margarita glass with salt. Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.
UPTOWN TOP SHELF MARGARITA

1.5 o0z Margaritaville® Tequila

Y2 0z Cointreau®

Y oz Float Grand Marnier®

2.5 oz Margaritaville® Margarita Mix

Rim margarita glass with salt. Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.
ITALIAN MARGARITA

1 % oz. Calypso Coconut™

¥ 0z. Amaretto

4 oz. Margaritaville Margarita Mix

Rim martini glass with sugar. Combine ingredients in a shaker filled with ice. Shake and strain into a chilled martini glass.
CALYPSO MARGARITA

1 % oz. Calypso Coconut™

% oz. Peach Schnapps
% o0z Melon Liqueur
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3 0z. Margaritaville Margarita Mix
Splash of pineapple juice

Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.
LAST MANGO IN PARIS

1 oz Margaritaville® Tequila

% 0z Cointreau®

4 0z Margaritaville® Mango Margarita Mix

Combine ingredients in a shaker filled with ice. Shake and strain into a Margarita glass with ice.
CADILLAC MARGARITA

1% oz. Last Mango™

% 0z. Cointreau®

4 oz. Margaritaville Margarita Mix

Splash of cranberry juice

Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.
BLUE MOON MARGARITAVILLE

1 oz Margaritaville® Silver Tequila

% 0z Blue Curacao

4 oz Pineapple Juice

3 0z Margaritaville® Margarita Mix

Rim Margarita glass with sugar. Combine ingredients in a shaker filled with ice. Shake and strain into a Margarita glass with ice.

CACTUS COLADA

¥ 0z Margaritaville® Tequila

¥ 0z Melon Liqueur

2 oz Colada Mix

Combine ingredients with 6 oz of ice in a blender. Blend until smooth. Pour into a Catalina glass.

CALYPSO COCONUT™ AND COKE®

1 % oz. Calypso Coconut

3 0z. Coke

Splash of Grenadine

Combine ingredients in a cocktail glass over ice.

MARGARITAVILLE® BLOODY MARY

1 oz Margaritaville Silver Tequila

2 Lime Wedges

1 quick shot Worcestershire Sauce

7 dashes Tabasco Sauce

Salt and Pepper to taste

Squeeze lime juice into a 16-ouce tumbler filled with ice. Add other ingredients and stir vigorously.

MARGARITAVILLE® TEQUILA FRESCA

1 oz Margaritaville Silver Tequila

¥ Ripe Watermelon

Sugar

Separate the watermelon pulp from the rind and seed it. Cut the pulp into chunks and place in a blender. Puree until smooth. Pour the puree into a
pitcher. Add sugar to taste. Dilute with water to desired consistency. Refrigerate until very cold. Pour watermelon concoction over ice in a glass.
Add tequila and stir.

LAST MANGO™ AND SEVEN

1 1/2 oz. Last Mango
30z. 7 UP®

Combine ingredients in a cocktail glass over ice.

BRAVE BULL
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¥ 0z Margaritaville Tequila
¥ oz Kahlua®

Combine ingredients in a shaker filled with ice. Shake and strain into a rocks glass with ice.
KEY WEST COOLER

1 oz Margaritaville® Tequila

% 0z Cointreau®

4 oz Cranberry Juice

1 oz Margaritaville® Margarita Mix

2 tbs Sugar

Combine ingredients in a shaker filled with ice. Shake and strain into a Margarita glass with ice.

ISLAND LIME™ AND TONIC

1% oz. Island Lime
4 0z Tonic

Combine ingredients in a cocktail glass over ice.
TEQUILA SUNRISE

1 ¥4 0z Margaritaville® Silver Tequila
6 0z Orange Juice
Splash of Grenadine

Combine ingredients in a rocks glass filled with ice and stir.
THE GULF BREEZE

1 ¥ oz Margaritaville® Tequila
8 0z Grapefruit Juice
Splash of Cranberry Juice

Combine ingredients in a 16-ounce tumbler filled with ice and stir.
TROPICAL TANGERINE™ RITATINI

1 % oz. Tropical Tangerine

¥ 0z. Cointreau®

Y, 0z. Fresh lime juice

Splash of Margaritaville Margarita Mix

Combine ingredients in a shaker filled with ice.
ISLAND SUNRISE

¥ 0z. Calypso Coconut™
% 0z. Last Mango™

1 oz. Orange Juice

1 oz. Pineapple Juice

Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.
INCOMMUNICADO

¥ o0z Vodka

Y, 0z Margaritaville® Silver Tequila
% 0z Rum

% 0z Cointreau®

Y, 0z Bombay Sapphire® Gin

Y 0z Grenadine

1 oz Pineapple Juice

1 oz Cranberry Juice

1 oz Margaritaville® Margarita Mix

Combine ingredients in a shaker filled with ice. Shake and strain into a margarita glass with ice.

Back to The Top
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Sassy Mojo Pork

The word "mojo" (moe-hoe) comes from a Spanish word, mojado, which means "wet."
Found predominantly in Spanish and Cuban cuisines, mojos are used as sauces or marinades.

Ingredients
Qty. Measurement Description
2  3/4-to pork tenderloins
1-pound

4 canned chipotle peppersin
adobo sauce, rinsed (2
ounces)

1/2 cup orangejuice

1/4 cup coarsely chopped onion

2 tablespoons  snipped fresh oregano or 2
teaspoons dried oregano,
crushed

tablespoons  limejuice
tablespoon honey
tablespoon cooking oil
cloves garlic, minced
1/2 teaspoon salt

Fresh oregano leaves
(optional)

W = N

Preparation Marinate: 2 hours, Prep: 20 min., Grill: 30 min.

1. Place meat in alarge plastic bag set in a shallow dish. For marinade, in afood processor bowl or blender container combine chipotle
peppers, orange juice, onion, oregano, lime juice, honey, ail, garlic, and salt.

2. Cover and process or blend until nearly smooth. Pour over meat. Close bag. Marinate in refrigerator for 2 hours. (Do not marinate more
than 2 hours because the citrus juices cause meat to become too tender and mushy.) Drain meat and discard marinade.

3. Inagrill with acover, arrange preheated coals around drip pan. Test for medium heat where meat will cook. Insert ameat thermometer
near the center of one of the tenderloins. Place the meat on arack in aroasting pan on the grill rack. Cover and grill for 30 to 45 minutes
or until meat thermometer registers 155 degrees F.

4. Remove pork from grill. Cover with foil; let stand 5 minutes before carving. Garnish with oregano leaves, if desired. Makes 6 main-dish
servings.

Quick Caribbean Chicken

Sweset and savory flavors dance arhythmic duet in this Caribbean-inspired meal. Let the rice cook while you prepare the
chicken and dinner is on the table in 20 minutes.

Ingredients

Qty. Measurement Description

12 ounces chicken tenderloin strips

1/4 teaspoon salt

1/8 tol/4 ground red pepper

teaspoon

1 teaspoon cooking oil

1 medium sweet potatoes, peeled,
halved lengthwise, and
thinly sliced

1 small banana pepper, seeded and
chopped
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3/4 cup unsweetened pineapple
juice

1 teaspoon cornstarch

2 unripe bananas, quartered
lengthwise and cut into
3/4-inch pieces

2  cups hot cooked, quick-cooking
brown rice

Preparation Start to Finish: 25 minutes

1. Season chicken with salt and red pepper. In alarge, nonstick skillet, cook chicken in hot oil for 3 to 4 minutes. Add sweet potato and
banana pepper. Cook and stir for 5 to 6 minutes more or until chicken isno longer pink and potato is just tender. In asmall bowl stir
together the pineapple juice and cornstarch; stir into chicken mixture. Cook and stir gently until slightly thickened and bubbly. Stir in
bananas. Cook and stir 2 minutes more. Serve over cooked brown rice. Makes 4 main-dish servings.
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Parrot squawks on woman's affair

Tuesday, 17 January 2006, 11:45 GMT
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African Greys are often considered the best speakers among parrots
A parrot owner was alerted to his girlfriend's infidelity when his talkative pet let the cat out of the bag by squawking "I love you Gary".

Suzy Collins had been meeting ex-work colleague "Gary" for four months in the Leeds flat she shared with her partner Chris Taylor, according to
reports.

Mr Taylor apparently became suspicious after Ziggy croaked "Hiya Gary" when Ms Collins answered her mobile phone.
The parrot also made smooching sounds whenever the name Gary was said on TV.

Mr Taylor, 30, a computer programmer, confronted the woman he had lived with for a year who admitted the affair and moved out, several
newspapers reported.

He also gave up his eight-year-old African Grey parrot after the bird continued to call out Gary's name and refused to stop squawking the phrases
in his ex-girlfriend's voice.

"l wasn't sorry to see the back of Suzy after what she did, but it really broke my heart to let Ziggy go," he said.
"l love him to bits and | really miss having him around, but it was torture hearing him repeat that name over and over again."
Ms Collins, 25, said: "I'm not proud of what | did but I'm sure Chris would be the first to admit we were having problems."

Ziggy - named after David Bowie's former alter ego Ziggy Stardust - has now found a new home through the offices of a local parrot dealer.

Back to The Top
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Club Email: (mailboat@keynorthwest.or g)
Club Web Page: (www.keynorthwest.org)
Tropical Times Archive Editions: (www.tropicaltimes.net)
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