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On 4 November 2005, Independent Liquor founder
Michael Erceg and his good friend, Dutch brewing
executive Guus Klaate, set off on a trip from Auckland 
to Queenstown. Michael, who wanted his friend to see 
the beauty of Central Otago from the air, was piloting his 
helicopter down. They were to link with other pilots who 
knew the terrain and would fly them on scenic flights.

According to Michael’s wife Lynne: “They were like two 
schoolboys wagging school for the day.”

They went off the radar near Raglan, in the Waikato. An 
intensive search by search and rescue, friends, family and 
staff finally ended on 19 November 2005 when the
wreckage of the helicopter was spotted in dense bush in 
a gully near the small beach town. The two men did not 
survive the crash. 
 
Lynne, knowing the job of running the company would be 
immense, followed Michael’s wishes and put Independent 
up for sale.

In 2007, Independent Liquor was sold to Flavoured
Beverages Limited, a joint venture company formed by 
Pacific Equity Partners Pty Limited (PEP), Unitas, Lynne 
Erceg and the management of Independent Liquor (NZ) 
Limited.

Since then, Independent Liquor has blended the
innovation, speed to market and determination to
succeed of the Erceg years, with new systems and
approaches from the corporate world to  reposition itself 
to grow rapidly in the ever competitive New Zealand
liquor industry.
   
This is the story of an independent thinker who tackled 
the establishment simply to see if he could, and his
company which transformed New Zealand’s liquor
industry.
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A KIWI SUCCESS
STORY
“INDEPENDENT LIQUOR HAD AN IDEA 
AND TOOK IT TO MARKET IN SIX
WEEKS - AND STILL DOES.” 

Michael Erceg, who had completed his PhD in
mathematics at the University of California, was set on an 
academic career with a position as junior professor his for 
the taking. However, fate intervened and he decided
instead to return home to help his ailing father in the
family’s West Auckland wine business. With that decision, 
he set in train the genesis of one of New Zealand’s most 
dynamic and successful alcoholic multibeverage
companies.

Often painted as an example of the Kiwi ‘no 8 wire’
battler, Michael Erceg was a gifted mathematician and 
creative innovator who loved the challenge of solving 
complex problems. So it isn’t surprising that, after a family 
disagreement over the direction of the wine business, he 
decided to go into business for himself to form Calypso 
Beverage Company Ltd. That it was in 1987 – the year of 
the stockmarket crash – just added to the challenge to 
see if it could be done and how big it could get.

Michael had a thirst for life, bringing a ‘seat of the pants’ 
style into his business. As one staff member says “You just 
got on board, and hung on for the ride.”

Labelled ‘cowboys’, Independent’s people were in fact a 
long way ahead of the game – they applied retail
marketing tactics  to incentivise their customers, helping 
them with increased margins the big companies wouldn’t 
provide. It worked.

But those were hard yards, with the big brewers
constantly challenging their every move. When
Independent put out a range of light spirits – Gin 62,
Vodka 62 and Rum 62 – it flew out the doors. It was also 
challenged in the courts (for having a lower level of
alcohol by volume and therefore not qualifying as gin, 
vodka or rum). So, the range was rebranded – Carthews 
62, Kristov 62 and Bahama 62. And it kept selling; an
example of Independent’s continued tenacity.

Loyalty to the customer was and is important. One story 
told repeatedly is when the bank called in a loan. Michael, 
always thinking laterally, went to 20 of his major customers 
and asked them to pay their accounts early. They did. The 
loan was paid before time (and Michael changed banks).
This type of story has become part of Independent’s
folk-lore and eloquently describes the loyalty that still
prevails.

Going against accepted thinking was the norm for
Michael. This became a hallmark for the company and one 
of the reasons for its success. Where the big brewers were 
cautious, taking months to develop new product,
Independent Liquor had an idea and took it to market in 
six weeks - and still does. Where the competition didn’t 
entertain failure, Independent accepted failure, pulled the 
product and moved on – and still does. Where the
opposition had layers of management to go through
before decisions were made, Independent empowered its 
people to make decisions – and still does.
 
Quiet, operating below the radar and thumbing his nose 
at the establishment, Michael was tough with staff,
customers and suppliers – he was a hard man. He rejected 
the norms and refused to allow obstacles to get in the 
way of a good idea. Equally, he was generous and loyal. 
When staff or customers were in difficulty, he helped them 
out. In return, he won loyalty, trust and respect. 

brett anderson
In 1989, business was a struggle for what was now
Independent Liquor. that was the year brett anderson 
joined the company, to become its longest serving sales 
representative. It was also the year of the sale of Liquor 
act 1989, which dismantled the reigning market in liquor 
licences dominated by the big brewery chains. this was 
the break Independent needed – Michael erceg
identified the potential and grabbed it with both hands.

“We were fighting two giants with limited resources, 
staff and products. We had one man with a dream and 
a vision, bringing new products to the market. We felt 
part of a new era, changing the liquor industry, says brett 
anderson.”

those were the days of wild and heady growth, when 
every day was an adventure for the small team of just five 
sales representatives.
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On 5 October, 1987 when Michael set up Calypso
Beverage Company Limited, he started up a juggernaut 
that would turn the New Zealand alcohol market on its 
head. Initially, the new East Tamaki company in Auckland 
had little impact on the industry’s duopoly. But this
upstart would become an irritant, then a threat.

Michael’s philosophy was simple – fill a gap with
innovative products and get the sales. His first products 
were to be three-litre bag-in-box fruit juice and fruit wine 
coolers. The filling line produced four casks – orange 
juice, tropical fruit drink (Calypso), peach, and tropical 
wine coolers.

According to his business plan of September 1987, “sales 
will be obtained from two sales people and M Erceg.” He 
was to put in $200,000, the rest of the $510,000 start-up 
capital to be borrowed. First-year revenue from 180
pallets was predicted to be $225,000.
 
That he was prepared to set up in a highly regulated
industry during a recession was a strong hint that here was 
someone to watch. Michael Erceg understood the market, 
had the courage to innovate, and knew that developing 
new products quickly and speed to market was key. 

 By 1989, and seeing the imminent opportunities in a
deregulated market, he was taking on the big brewers, 
albeit at the bottom end. He had four brands of beer – 
Panther, Big Horn, Ranfurly and NZ Lager - along with
spirit-based products that were to set the scene for his 
core business. With clarity of vision, he nurtured the
synergy between the strugglers of the industry –
Independent Liquor and the small independent retailers. 
He valued his customers and showed it. He gave them the 
room and margins to compete and supported them when 
they faced difficult times.

And all reaped the benefits of those strong relationships 
when Michael introduced RTDs (ready to drink
beverages).
 
The newcomer was ridiculed, but the establishment
underestimated how tough and resilient Michael could 
be. He didn’t tolerate obstacles; he went through them 
or around them.

Independent Liquor was all of a sudden making an
impact, a nimble and responsive industry player to keep 
an eye on.

ENTREPRENEURIAL
VISION
“HE DIDN’T TOLERATE ObSTACLES;
HE WENT THROUgH THEM OR
AROUND THEM.” 

phIL hargreaves
When phil hargreaves joined Independent Liquor in 
1997, it was for the excitement and the challenge. there 
was no big corporate organisation, no complex
company policies to bind them – they were sent out on 
the road with just one mission: make sales.
 
“there were only 11 of us, no big marketing team. I was 
given a car and a phone. I found out my products by 
going through the shelves of the stores to find what was 
made by Independent Liquor and just got on with it. It 
was exciting and new – we knew we were taking on the 
big boys.”

It was 10 years on and the opposition companies were 
still predicting Independent Liquor and its rtds wouldn’t 
last.
  
“but no-one had been as creative as we were, and we 
had nothing to lose because we were new to the market. 
We were the trail-blazers, taking new ideas and
implementing them.”

now, Independent is operating in a different market, but 
its rtds are still in high demand and change remains 
constant, phil says, with nothing dull or boring about 
working with Independent. new product development is 
still pre-eminent, and the consumer still decides whether 
products stay on the market or are pulled.

“We’ve had an exciting ride, and Michael dragged us all 
up and through. I’m very thankful.”
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Humble beginnings maybe. But there’s nothing humble 
about the company’s commercial approach. Fast means 
fast, from inception to delivery. Everyone is encouraged to 
develop product ideas, and all are considered, although 
they’d better be well thought through. It’s a rigorous
process that has always been a hallmark of Independent’s 
style.
 
And while the established companies relied on flashy ad 
campaigns, Michael went the opposite way. He knew
people’s decision to buy was made before they entered 
the store; the job was to influence their buying choice 
in the shop. Below-the-line promotions at the point of 
sale, with aligned give-aways for the retailers’ customers, 
meant the products stood out.
  
Original thinking to stand out in the market is fundamental 
to the company – having a knack for identifying gaps and 
determining future trends to predict consumer demand. 
One example is Canterbury Cream – Bailey’s Irish Cream 
was already on the market, but Independent reckoned 
there was room for a cheaper New Zealand equivalent
using one of New Zealand’s top products – cream.

The best-seller KGB Lemon (vodka and lemon) was the 
one that really helped Independent get on the map,
followed by Woodstock and Cody’s (bourbon and cola), 
and in 2000 the multi-flavoured Vodka Cruisers.
  
The highly popular Mudshakes came into being in 2002 in 
an unlikely way. Michael Erceg had ordered a $4 million 
milk retort. It was duly installed, with staff asking ‘what 
are we going to make?’ and no product developed. It 
took an afternoon and creative thinking to come up with 
Mudshakes – a creamy milk and vodka drink in chocolate 
and then caramel flavours. Now, Mudshakes have been 
twisted up to include Pina Colada and Strawberry Daiquiri 
flavours.

These brands are some of the best known of the
Independent Liquor portfolio of brands with RTDs at the 
core, and they are exported worldwide.

When RTDs were introduced, the concept wasn’t new. 
In the 1960s people were mixing ouzo and Coke, in the 
1970s the drink of the moment was Southern Comfort 
and L&P or Chardon. When the 1980s arrived we saw the 
introduction of wine coolers – the first building blocks for 
Independent.

RTDs in their present form hit the market with
Independent’s introduction of Stinger in 1995. This type 
of drink was already popular in the United Kingdom but 
relatively unaddressed in New Zealand.  Purple Goanna 
was introduced in the same year.

Purple Goanna is a good illustration of the company’s
proactive approach to new product development. A
customer suggested a purple version of Stinger. A guava 
flavour was soon identified as being perfect for the job.

The graphic designer began the creative for the labelling, 
using some clip-art of a gecko as a starting point. A
brainstorm - purple gecko, purple lizard . . . purple
goanna - the name was ideal. In three hours the team had 
moved from concept to product. In three weeks, it was on 
the market.

INDEPENDENT
INNOVATION
“A bRAINSTORM - PURPLE gECKO,
PURPLE LIzARD... PURPLE gOANNA 
- THE NAME WAS IDEAL.”

darrIan
fauLconbrIdge
When a company like Independent puts out millions of bottles and 
cans of product each year, the logistics are huge, especially when key 
product components come from overseas.

bourbon and scotch, key ingredients in the blending process are 
sourced from usa and scotland respectively and have to be shipped 
in 24,000 litre bulk tanks. they then spend four weeks on the water 
before arriving in new Zealand.  these both need to be ordered for 
production a couple of years ahead of the production requirement as 
they need to sit in barrels for at least two to three years.  as
Independent Liquor grew the challenge of securing enough bulk 
spirits to keep pace with double digit growth became one of the 
more challenging roles for the Logistics team.

opposition companies didn’t make it easy either, when they tried to 
foil Independent through the local bottle manufacturer. they didn’t 
reckon on Independent doing what it always did – going round the 
barrier, this time to dubai. there, the glass manufacturer was only too 
pleased to supply an entrepreneurial Kiwi company with whatever 
was needed. It worked. and as a matter of good faith, Independent 
in new Zealand continues using the dubai supplier.

In 2002 general manager operations darrian faulconbridge was 
brought in to improve the company’s logistics.
 
he had a job in front of him. “I basically held on for the ride. the early 
days were about unravelling the logistics and making things work a 
lot smoother.”
 
the first job was streamlining the sourcing, eliminating double-ups 
that were resulting in a lot of inventory. It was challenging, for
instance marrying the lead times needed to bring bottles from dubai 
with the fast product turnaround. When Mudshakes were brought 
into production, there were around 100,000 cases produced each 
month – 2.4 million bottles which had to be manufactured, brought in 
from the Middle east and on site for a product invented in an
afternoon and on the line soon after.

the logistical chain has to be on the mark from the packaging hall to 
warehouse to carriers to retailers.
 
that’s vital because timing is everything to Independent. In the
packaging hall, everything has to come together – the correct size 
containers, the raw ingredients, labels and cartons. When there can 
be 30 product changes on one line in a week, the convergence of 
logistics and operations is definitely proven to be a fine art.
   
In the warehouse the integrated stock management system has
improved stock control, stock management and stock measurement 
and turnaround. 1312
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1987   1989   1990  1992   1995   1996   1997   1998    1999     2000   2002   2004   2005   2006   2007   2009   2010   2011   

Light spirits
developed

Big Horn

Canterbury
Cream

Calypso casks

Purple Goanna

Stinger

Woodstock

KGB

Tattoo

Vodka Cruiser
flavour
alternatives

Cody’s

Mudshake

Pulse

Tuborg

NZ Pure

Stoli

Cruiser
Bubbles

Ranfurly
Frontier

Cruiser
Casks

Wild
Moose 

Carlsberg

Spirit brands aquired

Crazy
Mexican

KGB Raspberry
RTD to celebrate
10th anniversary

bRAND
EVOLUTION



1918

MULTIBEVERAGE
BUSINESS



MULTIbEVERAgE
bUSINESS
“POWER bRANDS ARE THE FLAgSHIP
RTDS THAT HAVE 60% MARKET SHARE
LED bY WOODSTOCK, CODY’S & CRUISER.”

The company is the dominant market leader in RTDs, the 
second largest combined spirit and liqueur player in
New Zealand  and is a rapidly growing number three 
player in beer.  With sales revenue over $300 million and 
exporting worldwide, Independent is a focused, brand 
building multibeverage company.

It’s taken hard slog to get to this position, with solid
below the line marketing building the profile of some of 
New Zealand’s most well-recognised brands.
 
The move to a true multibeverage business started in 
2009 to provide better focus and capitalise on the clear
delineation of products. This involved the reinvigoration 
of the market leading RTDs (“power brands”) together 
with the formation of the Boundary Road Brewery and 
Momentum Brands (NZ) Ltd. With separate sales teams 
for Independent Liquor (RTDs and beer), and one for
Momentum Brands (spirits and wines), both resourced to 
concentrate on their specific brand portfolio.

The market leading RTDs have 60 percent market share 
led by Woodstock, Cody’s and Cruiser (the latter now with 
a new Bubbles wine companion).  And while these have 
made it to this position through solid below-the-line
promotion, Independent’s “Is it OK to crack a Woody” TV 
campaign has hit the mark with the down-to-earth
New Zealand guy, helping keep the Woodstock bourbon 
and cola at number one.  Just behind is Cody’s – another 
bourbon and cola drink that 20-something guys and girls 
love.

From 2008 to 2011 Independent has been the fastest 
growing  alcoholic multibeverage business in
New Zealand against the backdrop of a ‘mature’ market.
 

2120

JuLIe cooper
In just three days into her job at Independent,
Julie cooper’s role changed from spirits brand
manager to cruiser brand manager, and it was the best 
move  both Julie and Independent could have made.

Why? because when she took it over, vodka cruiser was 
the second-ranking brand and declining. now it’s the 
market leader and growing.

Julie knows the liquor industry and knows marketing. 
she’s been a duty manager at a super Liquor store, so 
she understands the retail end of the industry, and she’s 
even been a ‘promo girl.’  so she didn’t have any
preconceptions about the company she was to join. but 
the best thing for her has been the experience she’s 
gained – by her reckoning, she’s picked up five years’ 
experience in two years.

research formed the basis of Julie’s strategy with the 
cruiser brand. she brought in ac neilsen to research 
the market, then analysed the data. the resulting
strategy was to make cruiser relevant and cool and the 
cleo magazine bachelor sponsorship has been the
perfect fit for the target market.

today’s market is also about social media – without it, 
brands like cruiser just won’t cut it. Julie’s well aware of 
the power of facebook and twitter, and cruiser now has 
a strong facebook following.
 
In her first year managing cruiser, the brand gained 40% 
Mat growth and in the second 22% Mat.
 
What Julie really enjoys is the autonomy within her role. 
“the great thing about Independent is that once you 
have proved yourself, you have the licence to take the 
brand in the direction you want.”

Julie’s taken advantage of that and it’s paid off
handsomely.  



bOUNDARY ROAD
bREWERY

MOMENTUM 
bRANDS
Momentum Brands brings together a portfolio of more 
than 30 spirit brands. The second biggest range of spirit 
brands in the country, it includes the familiar yellow
Seagers Gin label and Black Heart rum, supplemented 
with international brands such as Stolichnaya Vodka and 
Whyte & Mackay range of whiskys.

Momentum Brands has a separate sales team resourced to 
concentrate on its portfolio, meaning Independent is now 
positioned to exploit the potential for further growth.

Previously, beer was a small part of the business, with low 
margins. There’s a deliberate change in strategy, to build 
on existing brands, adding upmarket, premium brands to 
the mix and creating a higher profile for the
Boundary Road brewery at the foot of the Hunua Ranges. 
This brewery is now a strong challenger to the two major 
operators.

Independent’s own beverages such as Ranfurly – named 
after the Central Otago township – NZ Pure and the
Boundary Road Brewery craft range are going from 
strength to strength. The company’s beers plus
international brands such as Carlsberg, Tuborg,
Kingfisher, means Independent has doubled its
production in two years and increased market share. 
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Independent’s ability to expand and grow, both on site 
and with its product range and customer base, hasn’t 
been by chance. Michael Erceg had an eye for the future 
and operated on the basis that expansion was inevitable.  
  
Even in the early days at East Tamaki, he bought
neighbouring properties with the future in mind, and 
these were soon taken over as the fledgling company 
grew. When in 1995 he decided Papakura presented
better scope for growth, he bought up neighbouring 
properties as well as the original site to create a 10
hectare site.

The rustic brick, low-profile office building belies the
sophisticated operation running 24/7 behind the scenes. 
When Independent first started, it was with the best equip-
ment Michael could afford. As the company has
developed, the equipment is the best available. 

As Independent surged ahead that foresight proved its 
worth. In 2000, Independent spent $4 million on its new 
brew house, to bring its beer brewing operation from the 
West Auckland site in Henderson together with the rest of 
the company’s production. From Germany, it was
designed and supplied by Anton Steinecker and became 
the Boundary Road Brewery. 

This was just the start. Demand was going to soon
outpace production; warehouse and packaging space was 
at a premium. When the Griffins building next door was 
taken over, it was extended to provide that new space 
and extended again. In 2005, $11million was spent on the 
new packaging hall, taking it to 15,000 square metres, 
and another $9 million on the Krones bottle and can line. 
Also in 2005, an $8 million wine cellar was installed, with 
the vats airlifted in by helicopter.
  
Independent’s is a smart, sophisticated plant,
impressive on entry with the millions of bottles and cans 
moving through the production line through the logistics 
chain to the retail customer with startling rapidity. That 
speed from product inception to end user is one of this 
company’s success factors. 

EXPANSION AND
TECHNOLOgY
“THAT SPEED FROM PRODUCT INCEPTION
TO END USER IS ONE OF THIS COMPANY’S
SUCCESS FACTORS.” 

2928
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The Canadian and United States offices were next in 2001 
and 2004 as sales and distribution centres, with
New Zealand staff sent over to establish the operations. In 
2002 a plant was set up in London. Michael was prepared 
to take a long view on his expansions, but after his
accident two years later the hard decision was made to 
close down the London plant and bring the equipment 
back to New Zealand. However, Independent still has a 
healthy market for its products in the UK.

Now, Independent exports to many countries around the 
world, including Pacific nations, Korea, the Philippines, 
Thailand, Singapore and latterly China.

It would have been easy to concentrate on growing and 
maturing the New Zealand market before looking further 
abroad. Australia is viewed as a natural extension from 
New Zealand and in 1997 Independent Distributors
Australia was set up to handle the New Zealand product
imported across the Tasman. Demand soon dictated
Australian production was needed. Sydney saw the
establishment of the first plant in 2000, followed just a 
year later with the flagship Melbourne plant, which has a 
similar production capacity to that at Papakura.
 
The company was using a wholesale distribution system in 
Australia, but this was losing millions and the balance had 
to be redressed. Direct distribution similar to the New 
Zealand model was the high-risk strategy adopted – high 
risk because Independent would be seen to be
competing head to head with the wholesalers and
potentially, the relationships could be severed.

With a massive team effort and good relationships, the 
new model was set up. Within three months, around 70 
percent was being distributed direct with a positive effect 
on the bottom line.

INDEPENDENT
gOINg gLObAL
“WITH A MASSIVE TEAM EFFORT AND
gOOD RELATIONSHIPS, THE NEW
MODEL WAS SET UP.”

trevor sMIth
adding value and maintaining a true business
partnership with customers is the winning formula for 
Independent Liquor, says central region sales manager 
trevor smith.

Independent’s sales team operate much like
independent businesses within the business, where they 
call the shots on merchandising, marketing and
promotions. and what they invest, they reap. It’s the
Independent way, trevor says, to do things differently.

trevor’s worked within fMcg for most of his working life, 
from liquor to groceries, and he’s known
Independent from the outside looking in over many 
years.  It was the challenge of taking on a company in 
change that prompted him to take up the job offer in 
2010. since then he’s been impressed with the way the 
company’s blended the good things from the past with 
current best business practice. 
 
“that’s what makes Independent strong – maintaining 
that balance,” he says.

the partnership concept is one of the core concepts 
that Independent is built on, and this has held it in good 
stead. partnerships built on trust between sales and
retailers, with tailored merchandising helping individual 
outlets stand out and maximise sales. 

“We’re a major part of our customers’ businesses.”

retailers have recognised too, that the value and 
strength of the Independent brands in the marketplace 
isn’t based on price.

“that’s the reason why our brands are in a strong position 
and will remain strong moving forward,” trevor says.  

3534
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INDEPENDENT
PEOPLE
“THE IDEAS THAT CAME FROM STAFF
- YOU MIgHT THINK TRIVIAL bUT THE
TIME YOU WOULD SAVE...”

Independent’s success has been, and continues to be, a 
team effort, the results and achievements belonging to 
everyone.

Michael would work the fork-hoist, he was the blender 
at times when they couldn’t afford a blender – he would 
sleep on a mattress on the floor to regularly check the 
spirit so it wouldn’t go cloudy. He was product developer 
at one point, and unpacked containers.

According to Lynne Erceg he had done all the jobs, so 
knew what was involved. “Because he had worked
everywhere, he appreciated everyone’s job – you don’t do 
it alone.”

Michael was always asking questions – he wanted to know 
what people were doing, what they wanted to do in ten 
years and what they were doing to get there.

“The ideas that came from staff – you might think trivial 
but the time you would save  . . .”

Since those days, Independent’s built on this foundation, 
taking great strides forward in evolving staff culture and 
capability across the business. The top 20 - 30 leaders in 
the business collectively develop the strategy, then

communicate it to all staff through annual roadshows so 
that everyone can see and support the roadmap for the 
future.

This roadmap is about growth and Independent is a sales 
driven company. Through internal and external
performance management programmes, the sales teams 
are able to provide service to Independent’s customers 
that’s equal to or ahead of many of the ‘established’
players in the market.

In addition to continuing to deliver outstanding products 
at competitive margins to the traditional liquor trade,
Independent now works with the major grocery and
banner group customers, as well as building a strong
on-premise team – ranging from beer, RTDs and spirits 
across New Zealand pubs and cafes.

The marketing team has focussed on building the
Woodstock, Cody’s and Cruiser RTD brands, along with 
the Carlsberg, NZ Pure and Ranfurly beer brands. New 
skill sets within marketing now support the traditional 
‘Independent’ way of doing things, providing a balance 
while ensuring Independent remains true to its origins, 
and set apart from other competitors.

Sales growth and competitive margins must be supported 
in the ‘back room’.

The Operations team has lifted efficiencies and
productivity across the world-class brewery and
packaging lines, removing costs while still retaining the 
ability to rapidly innovate – a cornerstone of Independent 
Liquor.

Efficiency and low cost structures even extend to the lack 
of personal or manager’s assistants – if someone has to 
travel, they make their own bookings. They do their own 
filing and make their own coffee.

Overall, there’s an expectation of results. It’s a hard and 
fast way of operating and it’s readily acknowledged that 
people either fit, or they don’t – there is no half way and 
those who fit are the ones prepared to work hard and
deliver against objectives and they get generous rewards 
as a consequence.

The management style of plain speaking, openness,
expectations and rewards has also strengthened the 
strong team ethos. As one staff member puts it: “Of all 
the businesses I’ve worked in, it’s the most constructive in 
terms of working together.”

3938
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Independent Liquor continues to grow its RTD, beer and 
spirit businesses. 

Communication is regular and open, so there’s a clear
vision of what’s needed to deliver for the business for the 
longer term, and therefore easier to put a plan in place to 
achieve the objectives.

The company still works with and values the small liquor 
store owners that have been essential to
Independent’s success. At the same time, there’s
improved rigour, systems, structure and capacity to
supply the big outlets and to continue to succeed in
today’s business environment.

By combining the success factors of the past with new 
business practices, Independent has become a more
dynamic, multibeverage business that is investing in
people, brands and technology. 

Maintaining the DNA of where the company has come 
from, and supplementing that with fast moving consumer 
goods disciplines, creates a powerful and winning
culture.

AN INDEPENDENT
FUTURE
“INDEPENDENT LIQUOR CONTINUES
TO gROW ITS RTD, bEER AND
SPIRIT bUSINESSES.”

4342

In new Zealand Independent Liquor is the number 
one player in rtds, number two in spirits and liqueurs 
combined, and number three in beer

Independent Liquor’s sales revenue is more than $300 
million

In the total new Zealand market - rtd retail dollar 
sales are growing at 14.1% compound annually
(2004 - 2009), with beer growing at 4.5%, and wine at 
4.4%
 
850 bottles produced every minute and 430,000 
bottles shipped out each day
 
Key brands are Woodstock, cody’s, vodka cruiser, 
carlsberg, nZ pure, ranfurly, seagers, black heart, 
Martineau
 
Independent Liquor is located at papakura,
new Zealand
 
Independent Liquor nZ employees 218, total
flavoured beverages group employees 481
(worldwide)
 
Independent Liquor is part of the flavoured
beverages Limited group, with operations in australia, 
united states of america and canada, in addition to 
an export business servicing predominately the pacific 
rim
 
flavoured beverages shareholders are: pacific equity 
partners, unitas, Lynne erceg, and Management

Independent today



Independent Liquor
35 Hunua Road, Papakura 2110, Auckland, New zealand

(+64 9) 298 3000
info@independentliquor.co.nz
www.independentliquor.co.nz

www.boundaryroadbrewery.com
www.woodstockbourbon.co.nz

www.facebook.com/woodstock
www.facebook.com/codysnz

www.facebook.com/nzcruiser
www.facebook.com/nzpure

Designed in house by:
Sophie Boardman
Jo Wheeler
Alice Plimer




