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BIO: 

Experience: 

 Bachelor of Arts in Business 

Management from University of 

Phoenix 

 Self-employed on contractual ba-

sis as Organizational Develop-

ment in various industries 

 Has had proven record of in-

creasing production and admin-

istering personnel as well as 

management with various pro-

jects. 

 Assistant Director of Interna-

tional Institute for Municipal 

Clerks 

 Michelin Tire Company as op-

erations manager 

 Projects Manager for Hartford 

Steam Boiler Insurance and In-

spection Company 

 

Ani has excellent operational skills which 

translates into smooth warehouse opera-

tions and a dynamic sales force. Ani is 

very instrumental in operating process, 

maintaining policy and procedures and 

increasing the client list from 25 clients 

to 140 clients in four months with inno-

vative approach and marketing ideas. 

 

Company Profile: 

Marani Brands, Inc. develops, positions, 

markets and distributes fine wine and 

spirit products in the United States as 

well as international markets. Its signa-

ture product, "Marani Vodka Spirit," is 

an ultra-premium vodka manufactured 

exclusively for Marani in Armenia. It is 

made from late-harvest Armenian winter 

wheat, distilled three times, filtered 

twenty-five times and then, through a 

proprietary process, is aged in oak barrels 

lined with honey and skimmed dried milk 

to give it its unique taste. Marani Vodka 

was awarded the Gold Medal in the pres-

tigious International Spirit Competition, 

held in San Francisco, California, in both 

2004 and 2007 and the coveted Star 

Diamond Award by the American Acad-

emy of Hospitality Sciences in 2008 & 

2009. Marani Vodka can be found in over 

1,500 off-premise and retail locations and 

more than 900 premium on-premise ven-

ues across the nation. Please enjoy Ma-

rani Vodka Spirit responsibly and in 

moderation. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Ms. Kevorkian, what is the 

vision at Marani Brands? 

Ms. Kevorkian: “The vision at Marani 

Brands is to put Armenia on the map. We 

want to assist Armenia, being a third-

world country, by bringing in the great 

products that they have and produce. One 

of the products is Marani Vodka Spirit; 

other products are table wines and bran-

dies. We are looking to help them out by 

providing them the opportunity for em-

ployment and help the infrastructure one 

way or another on a long-term basis.” 

 

CEOCFO: Tell me about your spirits 

products; what is special about products 

from Armenia? 

Ms. Kevorkian: “It is the water that we 

use that makes our spirits special. The 

water has bicarbonate, which is baking 

soda that is natural in the water. For the 

distillation of our spirits they are distilled 

with honey and dry skim milk, which 

gives it a smoothness and a unique taste. 

It is not flavored, it has the same process 

as a vodka, but it is distilled differently 

and it has an unusually great taste.” 

 

CEOCFO: Are there other countries that 

have something similar? 

Ms. Kevorkian: “The next best thing 

that is probably close to it is “Stoly”, but 

it doesn’t have the same ingredients as 

honey and dried skim milk and the distil-

lation. However, when you taste our 

brand, which is a vodka spirit, it is not 

just plain vodka, so it does not give you 

the burn on your face and nose as do most 

other vodka. It is also much easier to 

swallow and very tasty on the pallet. You 

can drink it as a wine; you can drink it 

straight up or on the rocks or you can mix 

it.” 

 

CEOCFO: What is your distribution in 

the United States? 

Ms. Kevorkian: “We have distribution in 

Southern California, Arizona, Illinois, 

Pennsylvania, Nevada, as well as New 

York.” 

 

CEOCFO: Why have you chosen these 

markets and what is the demographic you 

are looking at? 

Ms. Kevorkian: “We will be launching 

our new marketing campaign, hopefully 

by the third quarter depending on our 

financing opportunities, and the demo-

graphics we are looking at is mainly 

women. It will be targeted towards inde-

pendent women in a sense, but not to 

exclude men whatsoever. We want to 



empower women as we are a women-run 

business. So we’ve developed a product 

that women can appreciate; it is easy to 

drink and it is easy on the pallet. I addi-

tion, that particular marketplace for 

demographics has not been tapped by any 

other spirit.” 

 

CEOCFO: How do you get distribution, 

shelf space, and interest? 

Ms. Kevorkian: “Originally when we got 

shelf space, my sister who was the CEO 

of the company at the time did a presen-

tation for Safeway and the Buyer liked 

the product very much. Therefore, she 

wanted it for Safeway stores for Southern 

California. This was a couple of years 

ago, and once she saw the great move-

ment from our vodka spirits, she asked to 

move it to Illinois and that is how we 

were able to get the distribution through 

our current distributors.” 

 

CEOCFO: What is involved 

with importing it from Arme-

nia? 

Ms. Kevorkian: “There are a 

lot of details involved with the 

logistics and ordering the bot-

tles from a different location. 

Originally, we started ordering 

the bottles from Italy and then 

we found it much more cost-

effectiveness in China, but that 

didn’t work out very well be-

cause of the quality of the bottles. So now 

because we are changing our image as 

well as the location, we will be ordering 

our new bottles, probably from France. So 

the bottles will come from France, they 

will then go to Armenia, where they will 

be filled with our product and be shipped 

to the US.” 

 

CEOCFO: You do a lot of sponsorships; 

how are you getting recognition? 

Ms. Kevorkian: “When we hired our 

marketing director originally a couple 

years ago we started hitting all the south-

ern California to Hollywood beach areas, 

Orange County, and San Diego. We 

wanted to reach a specific type of clien-

tele, like the high-end, because our prod-

uct sells for thirty dollars, $29.99 or be-

tween $27.99 and $32.99, depending on 

the marketplace. So we were trying to hit 

that demographic where people have the 

money and they can go out and buy the 

product and enjoy it. Currently we are 

mainly marketing or targeting art, fash-

ion, TV, entertainment type of promo-

tions, where we can have branding oppor-

tunities.” 

 

CEOCFO: What other kinds of products 

or spirits are you working with? 

Ms. Kevorkian: “We do have rights to 

bring in brandies, which are cognacs and 

Armenia makes the best brandies to tell 

you the truth. We also have table wines, 

which are almost like port wines. We 

have white wines, and red wines, but they 

are on the sweeter side. We have sweet 

wine, semi-sweet wine, and table 

wine/dessert wine.” 

 

CEOCFO: Is there much, if any, compe-

tition from other Armenian brands? 

Ms. Kevorkian: “Right now that we 

know of, we are the only importers of the 

Armenian product that is outside of the 

Armenian market where we service eve-

rybody. It is not just the ethnic stores, not 

just the Armenian communities; we are 

everywhere. We are trying to be every-

where. Our goal is so that we can have 

the opportunity to introduce it to people 

in order for them to know that hey, Ar-

menia exists. Yea it is a hidden part of 

the world, but we do have good products, 

we do have good water, good grains, and 

we have great agricultural opportunities. 

This way once our product gets known 

and gets into the hands of the people then 

there will obviously be more consumption 

and more opportunity for us to build on 

the infrastructure of helping Armenia 

with upgrading its distillery and helping 

them grow. That will then give opportu-

nities for employment, money for taxes, 

so more flow of money for the country as 

well.” 

 

CEOCFO: You certainly have had some 

nice increase of sales, are you finding that 

the current economy is not having much 

affect? 

Ms. Kevorkian: “Actually we have done 

better than before, we stand behind our 

product, so when we say we are going to 

be doing something, we will do it no mat-

ter what it takes. We haven’t made any 

profits, but it will take time for us and we 

understand that, so we appreciate our 

financiers and our investors, for them 

believing in us and our brand;   they 

know that we are going somewhere. Not 

too long ago there was an article released 

from a blog identifying that there is a 

possibility that there is this neat little 

brand that comes out of North Holly-

wood, CA with a unique taste “that could 

end up being the next Grey Goose”. So 

this was really nice to hear. So we were 

excited about that and this was somebody 

we knew nothing of or about.” 

 

CEOCFO: Would you tell 

about your other imports like 

Phuket beer? 

Ms. Kevorkian: “Yes it is a 

complete high end beer; we are 

in negotiations to complete the 

agreements in order for us to 

be able to have the distribution 

nationwide from the previous 

importer. Although they have 

given us the right to do so, 

there are logistics involved to it where the 

labels have to change and all the details 

takes time through the ATF. So we are 

working on that with the manufacturer 

out in Thailand. We currently do import 

for Trader Joe’s through their contacts 

and brokers.” 

 

CEOCFO: You have a lot going on! 

Ms. Kevorkian: “We do, because we are 

looking for growth. We do get ap-

proached with very many different 

brands. To be honest with you, not to 

think that we are high and mighty or any-

thing whatsoever, but we are looking for 

high-end brands, like Cigar in a Bottle, 

which is a Calvados brandy, which is an 

apple brandy, an apple cognac that comes 

from France. So we have the rights to 

import that as well. We have orders for 

them, but that takes a long process be-

cause of all of the legal things that are 

required on that. We are trying to finish 

“The vision at Marani Brands is to put Armenia 

on the map. We want to assist Armenia, being a 

third-world country, by bringing in the great 

products that they have and produce. One of the 

products is Marani Vodka Spirit; other prod-

ucts are table wines and brandies. We are look-

ing to help them out by providing them the op-

portunity for employment and help the infra-

structure one way or another on a long-term ba-

sis.” - Ms. Ani Kevorkian 



up all the logistics to bring it in. We need 

big brands that we can make a difference 

all around.” 

 

CEOCFO: In closing, why should poten-

tial investors pay attention to Marani 

Brands? 

Ms. Kevorkian: “Because we started out 

as a family business, we work as a family 

business; we believe in our products, and 

we believe in the concept of what we are 

doing. We are doing things very differ-

ently yet the same. In addition, we are not 

wasting any funds, we are very cautious. 

You have to know the product in order 

for you to be able to be part of it. We are 

unique and we are here to stay because 

we want to make a difference and we 

believe that we can.” 
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13152 Raymer Street, Suite 1A 

North Hollywood, CA 91605 
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