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New drinks brands offer a proven opportunity to 
realise exceptional returns on investment. 

Establishing a new brand is all about authentic 
storytelling. 

In our own case, we are advanced in the development 
of a premium vodka that is to be launched upon an 
exceptional brand narrative calculated to resonate in 
both our home markets and all across the globe.

Tasmanian Tiger is a premium vodka made using 
some of the purest water in the world; gifted to us by 
rains swept across the great Southern Ocean from the 
crystal clear ice caps of Antarctica.

TASMANIAN TIGER
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TASMANIAN TIGER

New luxury boutique drinks brands have the capacity to capture the imagination of not just discerning 
customers, but also the big drinks manufacturers who have a constant need to refresh their own 
portfolios.

George Clooney’s Casamigos tequila brand was acquired by Diageo for $1bn, the actor Ryan Reynold’s 
Aviation gin was acquired for $610m shortly afterwards. The Breaking Bad actors Bryan Cranston and 
Aaron Paul have now launched their own Dos Hombres mezcal and Dwayne ‘The Rock’ Johnson has more 
recently launched Teremana tequila. Brad Pitt and Anjelina Jolie have sold a 50% stake in their Miraval 
winery and launched a super-premium rose Champagne, Fleur du Miraval.

It’s not just drinks with all the glamour and glitz of a Hollwood superstar behind them that succeed. Take 
Fever Tree tonics for example:

Fever Tree’s founder, Charles Rolls, had acquired a dying gin distillery and by adding botanicals to its 
signature brand was able to turn around an insolvent business and within four years sell it for £28m. 
Using this money to invest towards the launch of Fever Tree tonic waters, he was able to sell 25% of the 
shares in the embryonic business to Lloyds Development Capital. Today, the brand is now worth $4.5bn. 
Rolls has personally been able to divest $280m of shares and still holds stock in the business worth 
$240m at current prices.

The Marketplace
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TASMANIAN TIGER

Tasmanian Tiger is the brainchild of individuals who are passionately Tasmanian; proud of the natural 
beauty of their wonderful island and of its unique history.

The founders are now focused towards the creation of a range of vodkas comparable with the world’s 
very best brands.

Producing vodka with some of the purest water in the world and drawing on a rebel outlook that is 
integral to our brand, our goal is to create an important new drinks platform with the capacity to realise a 
return on investment that is potentially exceptional. 

In reality, Tasmania’s distilling history is a short one as distilling has been prohibited since 1839 - at the 
behest of the then Governor’s wife - and this law was only repealed as recently as 1993. Now, being 
Tasmanian and proud of it, our mission is to become an integral part of Tasmania’s renaissance in the 
development of fine spirits and launch this vodka to become a global brand; whilst also raising awareness 
of our beautiful island and dedicating a percentage of profits to protect the unique wildlife that defines it.

Authentic Storytelling
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TASMANIAN TIGER

Tasmanian Tiger premium vodka is not just some entrepreneur’s pipedream. 

It is a real-world product already in development.

Tasmanian Tiger vodka is produced in the Derwent Valley from a production resource already recognised 
with multiple industry awards for the quality of its drinks products. The initial production run comprised 
approximately 13,000 bottles.

A distribution deal for the US market is already in place via our global distribution partner, Rogue Baron; 
a proven developer of spirit brands. Rogue Baron has a strong US platform with distribution networks 
established in more than a dozen US states.

Timeline
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TASMANIAN TIGER

Investment towards brand development is advanced and the Tasmanian Tiger brand already trademarked 
in the USA.  The marketing plan is built upon our primary Tasmanian Tiger Premium Vodka brand with a  
range of expressions being considered for the future. 

 The proposed range is as follows:

• Tasmanian Tiger Premium Vodka 700ml  (primary edition)

• Devil’s Edition Vodka 700ml (future limited Edition)

The Tasmanian  
Tiger Brand
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*Images shown are prototypes, finished products may vary
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TASMANIAN TIGER

Developing A Product 
Range

Tasmanian Tiger

Tasmanian Tiger is our primary brand for which 
production in Tasmanian and US distribution 
is already programmed. The vodka has been 
launched in our own distinctive bottle shape 
designed to highlight the quality and clarity of the 
waters unique to our product.



TASMANIAN TIGER
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DISTILLED FROM THEDISTILLED FROM THE
WORLDS PUREST WATERWORLDS PUREST WATER

PREMIUM VODKA

TASMANIAN  

TIGER



1414

TASMANIAN TIGER

The Devil’s Edition 

The Devil’s Edition is designed help us to amplify 
our brand narrative, particularly with regards 
to our passionate desire to support wildlife 
conservation in our own state.
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TASMANIAN TIGER

Passionately Tasmanian.

Proud of our heritage, our history, our landscapes and our unique wildlife; above all a proud settler spirit 
that runs deep in us all. There was a time when Tasmanians were the roughest of the rough and the 
toughest of the tough; Macquarie Harbour  and Port Arthur penal stations were established as a place of 
banishment within the Australian colonies.  They took the worst convicts, those who had reoffended and 
those who had escaped from other settlements. They became synonymous with Australia’s harsh penal 
history and we’d like the Tasmanian Tiger vodkas to impart some of that edge, a hard place for hard people.

…rebellious and disruptive, but entirely at home on one of the most beautiful and one of the most pristine 
places on the planet; a place where a handshake still means something, where people put real milk in their 
coffee, where a hard working, hard playing ethos still exists in the bush , where woke is something you did 
after a night’s sleep and vegans are looked upon with suspicion.  A place where no one takes themselves 
too seriously and where speaking frankly is seen as simply speaking.  An island of sanity in a world of PC 
misology.

This is the personality that underpins our marketing platform.

All of the social media channels will be established and, in part to capitalise on the capacity of such 
campaigns to raise awareness virally, we shall begin work on a crowdfunding initiative to accompany our 
terrestrial fund-raising necessary to underwrite the costs of our global roll-out. 

The tone of voice will be carefully considered to promote the quality and the distinctiveness of our vodkas; 
and the sense of place that must always be part-and-parcel of our marketing stragy.

Tasmanian Tiger, a premium vodka with bite that is distilled from some of the cleanest, purest water 
anywhere on earth; from one of the most beautiful islands on the planet.

Marketing & 
Tasmanian Tiger’s 
Brand Ethos
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TASMANIAN TIGER

www.tasmaniantiger.com

Web & Social Media

Instagram
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www.tasmaniantiger.com
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TASMANIAN TIGER

The value of the global marketplace for spirits is predicted to increase by 19.3% between 
2017 and 2020 to $808bn

Vodka sales currently account for $46bn of the global market for spirits.

M&A are active across the sector, with start-up brands showing significant interest.

• $5.1bn acquisition of Patron by Bacardi

• $16bn acquisition of Beam by Suntory

• $1bn acquisition of Casamigos by Diageo

• $1bn acquisition of Ballast point by Constellation

• $610m acquisition of Aviation Gin by Diageo

• $408m acquisition of Don Julio by Diageo

• $185m of Fort Creek Whiskey by Campari

• $138m into New Zealand brand 42 Below by Bacardi

• $100m acquisition of Avion Tequila by Pernod Ricard.

• $58m acquisition of Bulldog Gin by Campari

The Global Market  
For Spirits
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TASMANIAN TIGER

The founding partners are seeking investment of £350,000 (EIS eligible) at a pre money valuation of 2.5m 
to fund the following:

• Production of another 14,000l of vodka

• Marketing in New York and Washington DC/Maryland

• Further brand development, website, social media launch

• Launch & distribution in Australia

Investment Summary – what have we achieved to date ?

• First production run. Vodka now being sold in multiple US states

• Tasmanian Tiger brand trademarked USA, Australia and a number of other countries  
for use in spirits (class 33)

• Branding, marketing strategy and sample bottle designs completed

• Vodka Supply Agreement in place with award winning Tasmanian Distillery  
(also a shareholder in TT)

• Distribution partnership with existing US importer and distributor – (reaching over  
40 USA states)

An Invitation  
To Invest
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TASMANIAN TIGER

Tasmanian Tiger’s founding partners both grew up on Merino sheep farms, albeit at opposite ends of the 
island. Both harbour an enduring connection to the land, its golf courses, its wild remoteness and the 
isolation of being the last inhabited land mass before Antarctica.

Hamish Harris
Hamish grew up on a farm on the Tamar River north of Launceston and holds a Bachelor of Commerce 
degree from the University of Tasmania.  He has worked for numerous investment banks in Singapore, 
Hong Kong and London. In the last few years he has been involved in a number of private and publicly 
listed vehicles in the UK and currently resides in London.

Charlie Wood
Born within walking distance of our distillery in the Derwent Valley, Tasmania, Charlie has spent the 
past decade in corporate finance in the UK; successfully raising funds for a broad portfolio of start-up 
ventures.

Ryan Dolder
Ryan has significant industry experience, having worked with leading international brands and bar/
restaurant groups responsible for managing, purchasing and negotiating global distributors. Amongst 
others, he has held management positions with both Rande Gerber’s Midnight Oil Group, which launched 
Casamigos Tequila with George Clooney, and Bortz Entertainment Group. Ryan has a Bachelor of Business 
and a Bachelor of Computer Sciences from the University of Notre Dame. Ryan is based in Columbus 
Ohio.

Nolan Stevens
A Chartered Accountant originally from Tasmania who has run a family office in Melbourne for the last 15 
years. Nolan has previously been involved in the development of an early online wine retailing business 
which was successfully bought out by a multinational alcohol group. 

The Team
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Charlie Wood
Director

+44 (0) 7925635717
cwood@oranacorp.com

For More  
Information:
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TASMANIAN TIGER

APPENDICES Case Study: 42 Below Vodka

Our Conservation Pledge

i)

ii)
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TASMANIAN TIGER

“It’s better to excite some and offend others, rather than be bland and acceptable to all.”

42 Below founders, Justine Troy and Geoff Ross, have taken these words to heart and so too have 
Bacardi. 

…they have acquired this young brand for $139m

In the past year, 42 Below – a New Zealand-based start-up – has seen a staggering 2116% sales growth. 
Last year too, the brand went on to win more Vodka industry awards than any other vodka maker in the 
world has ever won. It’s simply the case that the 42 Below team have created an incredible product in 
every respect!

The water used by 42 Below is sourced from crystal clear springs – at 42 degrees below the equator  
(just north of Wellington).

The brand was launched on a campaign of often irreverent videos calculated to get people talking about 
the brand. Especially other Kiwis living all over the world. These passionate early days supporters sharing 
the videos and making them go viral, talking about the campaigns amongst each other, became the brand 
ambassadors for the project.

The viral nature of 42 Below’s marketing and their strong sense of both brand personality and  
brand geography provides essential inspiration for other new start-ups in this sector; not least for 
Tasmanian Tiger.

Historically up to 90% of Tasmanian graduates leave Tasmania. There is a huge diaspora of 
Tasmanians living around the globe. This is one of our own core audiences to reach on our launch. 
This will follow the same path as Boags with its export to the UK of its Boags Export and Boags 
Premium beers. They will be our own first tier of brand ambassadors, courted by us to spread the 
word about our product on our behalf.

Case Study:  
42 Below
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TASMANIAN TIGER

Whilst this is a business venture first and foremost, the product of an ambition to see all stakeholders 
realise attractive return on their investment, the Tasmanian Tiger team are keen to state their individual 
commitment towards creating a purpose driven business with values that the whole team are proud to 
stand behind.

We are keen to promote Tasmania as a destination and are committed to working with other 
organisations to support initiatives on the ground that have the capacity to protect our heritage for future 
generations.

Whilst the Tasmanian Tiger – our emblematic spirit animal – has allegedly been extinct for over 80 years, 
there are many of us who believe that it’s still out there. …and maybe we’re right! We certainly are 
amongst those who believe that one day soon we shall see proof that this magnificent and iconic animal 
continues to survive somewhere deep within Tasmania’s bountiful wilderness areas. After all, in a land 
mass that over half the size of England, with only 1% of the population, there’s plenty of room for our own 
apex predator to hide.

More pressing though is the plight of Tasmania’s other most iconic mammal (and closest living relative 
to the Tasmanian Tiger), the Tasmanian Devil; in the absence of the Tasmanian Tiger, the world’s largest 
carnivorous marsupial. Listed as critically endangered since 2008, following decades of persecution due to 
being incorrectly blamed for attacks against livestock. More recently, DTFD (Devil’s Facial Tumour Disease), 
has affected significant percentages of Tasmania’s remaining population and has reduced numbers still 
further. Conservation efforts have been focused towards building healthy populations in captivity and plans 
are advanced to re-release these stocks into safe areas in Tasmania and also as a rewilding initiative into 
New South Wales on the mainland, where the Devil has been extinct for over 8000 years.

We are keen to contribute towards supporting these initiatives as well as not forgetting Tasmania’s other 
endangered animals which would naturally include the wedge-tailed eagle, the albatross and of course, 
that unusual and unique evolutionary oddity the platypus.

25

Our Conservation 
Pledge
#FINDTHETIGER
#SAVETHEDEVIL
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TASMANIAN TIGER

The information in this presentation is in summary form and should not be relied upon as a complete and accurate representation of Tasmanian Tiger 
Limited and its various business activities. While management has taken every effort to ensure the accuracy of the material in the presentation, the 
presentation is provided for information purposes only. No representation or warranty, express or implied, is or will be made by Tasmanian Tiger Limited 
or its officers, directors, employees or advisers as to the fairness, accuracy, completeness or correctness of the information, opinions and conclusions 
contained in, or implied by, this presentation, or as to the reasonableness of any assumption, forecasts, prospects or returns contained in, or implied by, 
this presentation or any part of it. The presentation may include information derived from third party sources that has not been independently verified.
This presentation should be read in conjunction with other technical information and reports prepared by independent consultants for Tasmanian Tiger 
Limited. 

This presentation contains certain forward-looking statements with respect to the financial condition, results of operations and business of Tasmanian 
Tiger Limited and certain plans and objectives of the management of Tasmanian Tiger Limited. Forward-looking statements can generally be identified 
by the use of words such as ‘project’, ‘foresee’, ‘plan’, ‘expect’, ‘aim’, ‘intend’, ‘anticipate’, ‘believe’, ‘estimate’, ‘may’, ‘should’, ‘will’ or similar 
expressions. Indications of, and guidance on, production targets, targeted output, development or timelines and future financial position and performance 
are also forward-looking statements.

The forward-looking statements included in this presentation involve subjective judgment and analysis and may cause actual results to differ materially 
from those expressed or implied in such statements and are subject to significant business, economic and competitive uncertainties, risks and 
contingencies, many of which are outside the control of, and are unknown to Tasmanian Tiger Limited. These risks include, among others, changes in the 
economic climate. If one or more of these risks materialises, or if underlying assumptions prove incorrect, Tasmanian Tiger Limited’s actual results may 
vary materially from those expected, estimated or projected. Given these uncertainties, you are cautioned not to place undue reliance on forward-looking 
statements. These forward-looking statements are based on information available to us as of the date of this presentation. 

This presentation is subject to change without notice. Subject to any obligations under applicable laws, regulations or securities exchange listing 
rules. Tasmanian Tiger Limited disclaims any obligation or undertaking to release any updates or revisions to the presentation to reflect any change in 
expectations or assumptions.

Nothing in the presentation should be interpreted to mean that there has been no change in the affairs of Tasmanian Tiger Limited since the date of the 
presentation. 

This presentation does not constitute investment, legal, taxation or other advice and the presentation does not take into account your investment 
objectives, financial situation nor particular needs. You are responsible for forming your own opinions and conclusions on such matters and should make 
your own independent assessment of the information contained in, or implied by, this presentation and seek independent professional advice in relation 
to such information and any action taken on the basis of the information.
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