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~ for Southern
‘Comfort ads

By RIC MNNNG . ='
Busm& Writer .
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AdsforBrown-FormanCorp.sSouthzm
Comﬁo:thqueurwmappearmgay-onemeg
for the first time next month, ¢ i
. - . . Jum Mimphy, senior brand manager’fot .

) Southem Comfort, said the ads in Out and® -
Genre magazines ﬁt Southe.m Comfort’s
marketing plan. forthe .i's‘
males, and we look at comlmmiy
uasubsetofﬂmgoup hasmo.i.“‘?feI
alsohavefeedback&omomﬁeldsalspeo.i

ple that we already have franchisewithg

the gay

community. e
Southem Comfort joins several other:
weﬂ-hlownbmndsmconrmxggaymnsmé:l

AbsolutVodka, Miller Lite, Hiram Walker)
andEvianalreadyq,dvemsem gry-ori em’é&"’
publications. .,-j]

And Out magazine anhounced y
that its next Jssue ‘will also. include ads fol-i
Philips Consumer Electronics, Dewars :
scotch and Apple computers, et

Marketing:

-research have estimated ;
ﬂmthegsyandlabmmarketspends
about $500 billiona year.
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market niche, L) Overlooke;l

ions, a ~fesearch firmi,

Murphy of Sou Comfort said thare’s

'WaS SOme CONCErT among company exechi-

tives about how the ads would he percefved, :

. by the general public N

ty'a':echanging.butrmmtg?d{nyingtﬁé:' )

d:y"hesaid. B
And Murphy said the ads make sense 3
from a business standpoint. i
ob is to sell more whiskey,” he said.



