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Change: +6%
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Change: 2%
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Pernod Ricard customer development
director Dan Reuby adds: “We expect to
see a continuation of ‘big night’ occasions
in people’s own homes, which our research
suggests will benefit off-licence retailers.
Shopping for a party accounts for 11% of
all off-trade spirit purchases, but doubles
for off-licence spirit purchases.”
In terms of categories, golden rum is
the star performer for Tesco. “Golden rum
is driving growth, and white rum for Mojitos, as well as better-quality blended
whiskies,” says Suddaby.
“Last year we stole a march on imported
whiskey, which we got massively behind,
and now we are doing the same with
golden rum – disproportionately investing in space, being brave on range and
challenging suppliers to support customer-focused offers.”
Nielsen’s Humphreys says: “While
vodka remains the clear favourite spirit,
it is now seeing volume share decline to
just under 30%. Value is still ahead but
now the category is not having things all
its own way. Liqueurs and specialities are
seeing very strong year-on-year growth,
with value ahead by £48 million – chiefly
driven by the non-creams and specialities
sector.
“The number-two spirit, blended
whisky, continues to see its share slowly
erode, however value is ahead by over
£17 million year-on-year – double the

value of the tequila market – and it now
delivers over £800 million of retail value
to the off-trade.
“Rum is showing a very robust performance, with all styles experiencing
volume and value gains. However, it is
golden rum that is the real star – albeit
from a small base – with value ahead
by 30% year on year, adding nearly
£9 million. Its bigger cousin, white rum,
has also added an incremental £9 million
over the year, seeing its value share of
spirits nudge ahead.
Humphreys adds: “Gin has also experienced a good year and has now overtaken
brandy, in all its guises, as the numberthree spirit behind vodka and blended
whisky. Again, it is the branded sector
that has driven gin, as own-label volumes
have fallen some 3% year on year.
“As we move up the price ladder the
more expensive sub-categories have not
fared quite as well, with Cognac down
1.5% by value and malt up 1.5%, performing behind overall spirits.
“Imported whiskey continues to grow,
with the US as the catalyst, but this is one
of the few sub-categories where volume
growth is ahead of value as the sector has
also had to join the promotional bandwagon. Overall imported whiskey has
added an incremental £16 million, with
the US contributing 80% of this additional value.”
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Top 50 brands Spirits Report

Premium spirits are making
consumers’ nights in a big occasion

Top 50 off-trade spirits brands
Position

% sales		
change

Brand

Supplier

26 (26)

Chekov

Booker

+4

27 (30)

Captain Morgan

Diageo

+26

28 (27)

Tia Maria

First Drinks

+1

29 (17)

Absolut

Pernod Ricard

-41

30 (33)

Disaronno

First Drinks

+37

31 (22)

Glenmorangie Original

Moët Hennessy

-29

32 (32)

Vladivar

Whyte & Mackay

+19

33 (31)

Glen Corrie

Quality Spirits International

-10

34 (38)

Cointreau

Maxxium

+14

35 (37)

Archers Peach

Diageo

+2

36 (34)

Lamb’s Navy Rum

Halewood International

-21

37 (55)

Isle of Jura

Whyte & Mackay

+54

38 (39)

Claymore

Whyte & Mackay

+3

39 (64)

Jägermeister

Cellar Trends

40 (36)

Greenall’s

G&J Greenall

-16

41 (43)

Rémy Martin

First Drinks

+21

42 (44)

1860 Imperial

Halewood International

+21

43 (47)

Prince Consort

Landmark

+31

44 (51)

Drambuie

Bacardi Brown-Forman Brands

+36

45 (40)

Irish Meadow

Halewood International

46 (53)

Moskova

Morrisons exclusive

47 (165)

Baileys Coffee

Diageo

48 (35)

The Glenlivet

Pernod Ricard

-30

49 (54)

Laphroaig

Maxxium

+17

50 (75)

Brand X

Intercontinental Brands

+77

(Last year’s in brackets)

			

Nielsen, year to July 10, 2010

+101

+2
+32
+573
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Spirits Report Top 50 brands

Spirits shine in hard times
With the category showing respectable growth, it looks like spirits have stood strong amid the downturn

I

f any off-trade category has benefited
from tough times in the on-trade, it’s
spirits – at least, that’s what suppliers
say.
With retailers putting prices under
pressure and the government’s eagle eye
on anything that could be construed as
irresponsible selling, these are fraught
times for the category.
But a very respectable 6% growth in
value sales and 2% in volumes bears out
the news from the producers: more people
are drinking spirits at home, and they’re
looking to recreate the premium feel of the
cocktails they buy when they’re out.
“There is a huge interest in cocktails,”
says Tesco’s head of spirits Mark Suddaby.
“However, there are a growing number of
customers looking for advice on mixology. Our recently introduced tear-off
talkers at shelf edge, with basic cocktail
recipes, are really helping to educate and
give customers more confidence. Our

advice to customers is to keep it simple
and don’t forget the essentials, like ice.”
“We are in a good place right now and
we don’t foresee that changing,” says Asda
spirits buyer Chris Brooks. “The spirits
category is fashionable and it’s still exciting, especially when it comes to the trend
of customers making and mixing their
own cocktails at home.”
Nielsen analyst Gavin Humphreys
points out how well spirits are doing
compared to beer, up just 2%, and wine,
up 4%.
“Spirits continue to show a fairly robust
performance,” he says. “It is also notable
that despite recessionary pressures, ownlabel spirits have surprisingly seen volume
and value fall significantly – by 13% and
7% respectively – as brands have aggressively promoted and shoppers seek out
value rather than the cheapest option.”
Tesco’s Suddaby says: “We have seen
great performance on upmarket drinks

and a recent temporary fixture of the
Reserve Brands portfolio from Diageo
including J&B Rare, Smirnoff Black Label,
Tanqueray and Pampero performed really
strongly. Most significantly, 12% of customers who purchased were totally new
to the spirits category. By promoting
upmarket products to approximately
mainstream price points, we give customers the opportunity to trade up.”
Tim Dewey, marketing director for G&J
Greenall, says the key driver for spirits
growth is the economy, with consumers
preferring to drink more cost-effectively
at home than to go out. “Some of these
savings are being invested in drinking
better at home, with premium brands still
of interest and doing well despite the
economy.”
J Wray & Nephew marketing manager
Mariam Ridley says: “The recent recession
and fear of another recession to come
means consumers are being very careful

with their spend but they are focusing on
value not just price – premium spirits do
not seem to have been as affected as originally thought at the end of 2008.
“Overall, we’ve seen a shift from out-ofhome to in-home consumption, with
home entertaining driving a significant
part of this – this has actually benefited
premium spirits as consumers seek to
recreate their on-trade experiences at
home for their friends. Interest in home
cocktails has grown strongly as a result,
as has interest in less mainstream, commoditised brands.”
Andrea Baumgartner, marketing manager for Underberg, says: “The reports
we’ve had from our on-trade stockists have
indicated that more and more customers
are asking where they can buy products in
the off-trade, with customers keen to recreate speciality cocktails at home.This is
a trend that seems to have increased significantly throughout the recession.”

% sales		
change

Nielsen, year to July 10, 2010

Top 50 off-trade spirits brands
Position

Brand

Supplier

1 (1)

Smirnoff Red

Diageo

+12

2 (3)

Bell’s

Diageo

+22

3 (2)

Glen’s

Glen Catrine

+8

4 (4)

The Famous Grouse

Maxxium

-2

5 (5)

Gordon’s

Diageo

6 (6)

Bacardi

Bacardi Brown-Forman Brands

+7

7 (8)

Jack Daniel’s

Bacardi Brown-Forman Brands

+13

8 (7)

Baileys

Diageo

9 (11)

Grant’s

First Drinks

+77

10 (9)

High Commissioner

Glen Catrine

+18

11 (10)		

Teacher’s

Maxxium

-7

12 (12)		

Whyte & Mackay

Whyte & Mackay

+5

13 (14)		

Three Barrels

First Drinks

14 (13)		

Courvoisier

Maxxium

15 (15)		

Pimm’s No 1

Diageo

+15

16 (25)		

Russian Standard

First Drinks

+54

17 (16)		

Southern Comfort

Bacardi Brown-Forman Brands

+1

18 (20)		

Red Square

Halewood International

+7

19 (19)		

Malibu

Pernod Ricard

+4

20 (18)		

Martell

Pernod Ricard

-17

21 (23)		

Vodkat

Intercontinental Brands

+8

22 (29)

Glenfiddich

First Drinks

23 (24)		

Jameson

Pernod Ricard

+5

24 (21)		

Bombay Sapphire

Bacardi Brown-Forman Brands

-3

25 (28)		

Morgan’s Spiced

Diageo

(Last year’s in brackets)
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+16

+6

+16
0

+34

+22

Spirits Report Gin and vodka

Gordon’s continues to
rule the roost for gin

N

ot many years ago, gin was about
as unfashionable a drinks category
as you were likely to find.
Unlike vodka, whose growth in the early
years of the century was all about its drinkwith-anything mixability, gin’s comeback
doesn’t seem to have to do with much
more than the realisation among a new
generation of drinkers that the classic gin
and tonic is just a very nice drink.
Where vodka’s versatility is in its serve,
gin’s is in the production, with a small
army of producers capitalising on the fact
that, by tweaking the botanical content,

Top 10 gin brands
1 Gordon’s
2 Bombay Sapphire
3 Greenall’s
4 Tanqueray
5 Plymouth
6 Beefeater
7 Richmond
8 Hendrick’s
9 London Silk
10 Royal London

+16%
-3%
-16%
+50%
-24%
+16%
+7%
+44%
+25%
-33%

it’s relatively straightforward to come up
with a spirit with a genuine USP.
First Drinks’ Hendrick’s was one of the
first to recognise this potential, and its
cucumber-flavoured formula is steadily
building into a leading brand in the
off-trade, after lengthy seeding in the premium on-trade.
Relative to Gordon’s, its sales barely
register, but this is the second successive
year in which Hendrick’s growth figure
has exceeded a third.
Nick Williamson, marketing controller
for white spirits at First Drinks, says: “The
brand’s quirky character and taste have
helped set it part from other premium
gins and its performance has been
boosted by a major consumer sampling
drive.”
Some of the surge in interest in premium brands seems to have rubbed off
on Pernod Ricard UK’s Beefeater, which
experienced a reversal of fortunes after a
drop in sales in 2008/09.
At the same time, Pernod’s Plymouth
brand – bought as part of the Absolut
acquisition – has been struggling, with
sales down by a quarter, perhaps a result

of the focus that Beefeater has been getting in the portfolio.
It’s worth noting, though, that takehome sales of Plymouth are still roughly
double those of Beefeater.
The latter has been given a recent lift
with the introduction of Beefeater Summer
Edition. A winter gin, flavoured with cinnamon and pine, is also in the offing.
The rise of premium gins is reflected in
the overall take-home sales, with value
sales ahead by 9%, against a volume
increase of 4%, indicating that consumers
are prepared to pay more for quality.
But while the noise has been at the top
end, Gordon’s has been doing its part to
drive growth in the gin category, with a
16% increase in sales, meaning the brand
now accounts for 42.7% of the take-home
gin market by volume.
Alex Smith, marketing director for
Gordon’s at Diageo GB, says “strong
above-the-line activity”, including the
Gordon Ramsay ad campaign, was behind
the performance. He adds: “The recently
launched joint activity with Gordon’s and
Schweppes tonic is a great category
growth driver for the off-trade.”

Gordon’s: Ramsay ad
campaign has helped sales

Gin in figures
Value: 	£288 million
(2009: £266 million)
Change: +9%
Volume: 200,000hl (2009: 193,000hl)
Change: +4%
(Source: Nielsen, year to July 10, 2010)

Vodka sales slow down the pace

T

hese are interesting times for
vodka. After years of unchallenged
growth the market has started to
slow down. Though the value of takehome sales was up once again over the
year, the total vodka market – across onand off-trade – is more or less flat.
A slight fall in take-home volumes suggests that the bottom end of tertiary and
own-label hasn’t been doing so well,
although the Morrisons exclusive
Moskova has become a top 10 vodka after

Top 10 vodka brands
1 Smirnoff Red
2 Glen’s
3 Russian Standard
4 Red Square
5 Chekov
6 Absolut
7 Vladivar
8 1860 Imperial
9 Prince Consort
10 Moskova

+12%
+8%
+54%
+7%
+4%
-41%
+19%
+21%
+31%
+32%

Vodka in figures
Value: 	£897 million
(2009: £861 million)
Change: +4%
Volume: 632,000hl (2009: 642,000hl)
Change: -1%
(Source: Nielsen, year to July 10, 2010)
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sales increased by a third over the year.
There were mixed fortunes for the
major brands, with Smirnoff reinforcing
its position as the best-selling spirits
brand of them all with a 12% increase in
sales.
The £15 million Be There marketing
campaign – comprising TV, digital and
experiential activity – has strengthened
the Diageo brand’s hand. The campaign
included a Why Compromise TV ad which
aimed to highlight Smirnoff’s quality
credentials.
Senior brand manager Helen Facey
says: “The past year has seen a successful
Christmas for Smirnoff, as well as the
launch of a 50cl bottle, which caters for
the something-for-tonight occasion,
when consumers are looking specifically
to purchase for that evening.”
It was another great year for First
Drinks’ Russian Standard brand, up 54%
and taking Absolut’s third place in the
category.
The contrasting fortunes of the two
brands in the past year mean that the
Russian brand has moved to a position
where its take-home sales are more than
double those of its Swedish rival. Absolut’s
volumes were almost exactly half those of
the previous year, a haemorrhaging of
sales that saw it fall from third to sixth in
the rankings.
Mark Hamilton, head of marketing for
vodkas at Pernod Ricard UK, says
Absolut’s performance was because of a

premiumisation strategy and “in line with
expectations”.
He adds: “We have successfully grown
the average price and less of our volume
has been sold on promotion.
“This has had short-term volume
implications, but over the medium to
long-term we expect to grow in both volume and value.”
He says the future level of marketing
investment in the brand would be
“unprecedented”.
Absolut was also overtaken by both
Halewood International’s Red Square and
Booker own-label Chekov.
Nigel Tarn, Halewood’s senior brand
manager for Red Square, says the brand’s
value-for-money proposition chimes
with the times. “Red Square provides a
great opportunity for consumers to buy a

quality product at an affordable price,”
says Tarn.
It’s a formula which has consistently
brought Glen Catrine’s Glen’s brand success over more than a decade, without
much marketing support to speak of, and
its 8% rise this year means it outsells the
number-three brand by more than six
bottles to one.
John Bradbury, Whyte & Mackay offtrade director, says competitive pricing
was part of the reason for a resurgence in
sales of its Vladivar brand, up 19% over
the year and not far off overhauling
Absolut as well.
“Vodka has been looking like it is in
danger of heading towards a plateau in
recent months,” he acknowledges, “but I
don’t think this is anything to be worried
about.”

Gin and vodka Spirits Report
Star performer

One to watch
For a long time it’s seemed that Vladivar missed out on the vodka boom
at the start of the century.
The days when it was a serious contender – arguably the only serious
contender – to Smirnoff were long gone and it had been eclipsed by the
distribution and sales focus of the likes of Glen’s and Red Square, as
much as by fancy premium brands.
But Whyte & Mackay’s addition of premium vodkas Snow Leopard
and Pinky to its range have given Vladivar a renewed sense of place
– as the standard brand in a coherent sales portfolio rather than just a
vodka that’s knocking around in the background at a whisky company.
A promotion with the chance to win £1 million helped the brand in
2009/10. “This, along with competitive pricing, helped the brand
achieve the increase in sales,” says off-trade director John Bradbury.

The days when Tanqueray was dismissed
as Diageo’s gin for the US market are
now long gone.
After a disappointing performance in
2008/09 – last year’s Spirits Report
showed a 20% drop in sales – the brand
appears to be back on track in takehome and, if this year’s performance was
repeated in the year ahead, it could be
knocking Greenall’s off the number three
spot next year.
It’s already stolen Plymouth’s number
four position in the past 12 months and
is starting to form something of a
standard-premium gin dream-ticket with
stablemate Gordon’s.
A year ago, the UK was in the eye of
the recession and the economic climate
didn’t favour top-end brands such as
Tanqueray.
That it’s bounced back is indicative of a
return to confidence in the market and
the investment Diageo has put behind
the brand.
“Tanqueray is a popular brand
with bartenders and its success in the
off-trade shows that this is resonating
with consumers,” says brand manager
Victoria Olivier.
But its take-home success hasn’t just
been down to the halo effect from
on-trade patronage – investment in the
Resist Simple marketing campaign has
given it extra visibility in the
marketplace to go with its opinionformer backing.
The campaign saw cinema advertising
in November and December, with a
follow-up in April and May. There were
also ads on ITV and Channel 4 video-ondemand services and a six-month
editorial tie-up with Time Out magazine.
The aim was to emphasise the quality
credentials of the premium gin brand
and encourage consumers to “resist the
bland, ordinary and predictable”, says
Olivier.
Tanqueray is also the lead brand for a
three-year sponsorship deal between
Diageo’s Reserve Brands and Goodwood
Estate, covering horse-racing, motor
sport and fashion events at the West
Sussex venue.
Diageo says the tie-up allowed it
to connect with 200,000 consumers
this year. If each of them were to buy
one bottle of Tanqueray in the next
year, it would add a further 45% to
the brand’s figures in next year’s
report.

The Big
Favourite
Throughout the UK Glen’s is recognised as
the quality vodka with the very attractive
price. In a recent blind tasting, carried
out by a national broadsheet, it was voted
number one beating some brands costing
three times as much. The price clearly
brings in the customers. It’s equally clear
that the quality brings them back.
And, of course, new customers.

7 Laigh Road, Catrine, Ayrshire KA5 6SQ.
Tel: 01290 551211.
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Spirits Report Brandy and rum

T

here’s been quite a bit of movement
in the brandy top 10 this year, with
only three of the brands maintaining their positions from last year – and a
change at the top.
A somewhat lacklustre performance
from Courvoisier VS allowed French
brandy Three Barrels to overtake its
Cognac rival, thanks to a double-digit
sales hike built on new PR and consumer
activity.
“This has resulted in a step up in communication with consumers, helping to
educate and build awareness,” says Sarah
Pace, brand manager at First Drinks.
Pace also oversees the brandy chart’s
only new entry this year, St-Rémy, another
French brandy which more than doubled
sales to move into the number eight spot.
“Since we took over the brand in 2009,
St-Rémy has witnessed substantial

Top 10 brandy brands
1 Three Barrels
2 Courvoisier VS
3 Martell
4 Rémy Martin
5 Christian Dupré
6 Courvoisier VSOP
7 Dubaron Napoleon
8 St-Rémy
9 Prince Consort
10 E&J Gallo

+16%
0%
-17%
+21%
+34%
+37%
0%
+121%
+23%
+21%

growth in both value and volume,” she
says.
“This is predominantly due to significant
gains in off-trade listings and we anticipate
this upward trend to continue.”
But what of the two leading Cognac
brands, Courvoisier VS and Martell VS,
with the former showing flat sales and the
latter a 17% decline?
Not very positive on the surface, but the
figures are at least partly a reflection of a
greater focus by both brands on highervalue products – VSOP level and above.
Courvoisier unveiled its £15 million
Revolutionary Spirit marketing platform
early in 2010, led by a 3D ad showing
alongside film blockbuster Avatar and
taking in the Summer of Punch campaign, which tellingly features the brand’s
mixable VSOP Exclusif expression.
Meanwhile, Martell is promoting its XO
variant in Harrods this autumn and is
about to launch its top-of-the-range
Cognac, L’Or de Jean Martell, as a Harrods
exclusive during September. The price

Brandy in figures
Value:	£278 million
(2009: £272 million)
Change: +2%
Volume: 159,000hl (2009: 164,000hl)
Change: -3%
(Source: Nielsen, year to July 10, 2010)

Image: Photos.com

French premiums fight it out

tag? A cool £2,800 a bottle.
The general feeling of premiumisation in the Cognac category
is reflected by the strong growth
of Courvoisier VSOP – up to sixth
place on the back of a 37% sales
hike – and a robust return to form for
Rémy Martin.
Anthony Habert, senior brand manager
for Rémy Martin at First Drinks, puts the
brand’s sales increases down to distribution gains in the off-trade, “significant

Key brands boost rum

T

he rum category has seen a double-digit sales rise over the past 12
months, buoyed by the strong performance of a number of key brands.
While Bacardi cemented its dominance
in the category with solid growth throughout the year, it was left to other brands
such as Captain Morgan, Morgan’s Spiced,
Sailor Jerry and Havana Club to really
catch the eye – reflecting the UK’s ever
more intense love affair with golden and
spiced rums.
“Morgan’s Spiced and Captain Morgan
have been able to capitalise on increased
consumer interest in rum-based products,
as consumers are looking for spirits that
are flavoursome without being too challenging in taste,” says Rachel Taylor, senior
brand manager for rum at Diageo GB.
She adds that Morgan’s Spiced in

Top 10 rum brands
1 Bacardi
2 Morgan’s Spiced
3 Captain Morgan
4 Lamb’s Navy
5 Sailor Jerry
6 Morton’s OVD
7 Mount Gay
8 Havana Club
9 Appleton Estate
10 Cockspur

+7%
+22%
+26%
-21%
330%
-1%
-2%
+21%
+2%
+3%
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particular has benefited from more
than £5 million in marketing support,
including a national television campaign
and large-scale consumer sampling
initiatives.
Meanwhile, Havana Club has continued its successful association with
music events and is poised to be a
sponsor at November’s London Jazz
Festival. Also on the cards in the near
future is a new advertising platform, Nothing Compares to
Havana, including a new necktag retail promotion in November
and December.
In terms of position, there’s
been little change in the top 10,
with Expedition forced out by
Sailor Jerry’s exponential sales
growth, and other brands such
as Morton’s OVD, Mount Gay and
Appleton treading water relative
to their rivals.
Nonetheless, First Drinks marketing

Rum in figures
Value: 	£233 million (2009: £212
million)
Change: +10%
Volume: 150,000hl (2009: 138,000hl)
Change: +8%
Source: Nielsen year to July 10, 2010

controller for dark spirits James Stocker is
not downhearted about Mount Gay’s
sales decline, quoting 12-week growth
figures of 107% in value.
“This year we have invested in the biggest ever UK marketing spend on Mount
Gay in the UK,” he says, outlining a programme including official sponsorship of
Cowes Week, the launch of a Mount Gay
rum shack at various events, sampling at
Henley Royal Regatta and a redesign for
the Mount Gay Eclipse brand.

investment” behind the brand
and an increased rate of purchase. And he believes that the
fragility of the economic recovery
may even have helped the
brand.
“An uplift in sales can also be attributed
to consumers changing their purchasing
habits, such as trading up to an established brand like Rémy Martin VSOP,
in these times of financial uncertainty,”
he says.

One to watch
Sailor Jerry’s revamped recipe and
packaging sparked an angry internet
backlash, but the furore has done little
to harm the fortunes of the spiced rum
brand, which has seen sales more than
treble over the past year.
Now it’s the UK’s second-biggest
golden rum brand and it is new in at
number five in the overall standings. It
has a number of new listings to thank for
its growth.
But there’s more to it
than that, says James
Stocker, marketing
controller for dark
spirits at First Drinks.
“The brand already
has a strong association
with music and we’ve
been building on this
in 2010 with Sailor
Jerry Presents, a
major experiential
campaign, which
has witnessed a
number of events
around the UK
and a major
presence at the Big
Chill and Bestival
music festivals,” he
says.
“Sampling is the
key to the brand’s
continued growth.”

Spirits Report Blended and malt whisky

Bell’s hits a high note
with whisky consumers
T

wenty years ago, blended Scotch
accounted for more than half of all
take-home spirits sales. A lot has
changed in two decades, but one detail
remains unchanged: Bell’s is still the
market leader.
Indeed, the Diageo brand has increased
the gap between itself and nearest rival
Famous Grouse.
Some of the 22% growth has been
driven by the multibuy deals on a range
of Diageo brands, allowing consumers to
buy a 70cl bottle and a mixer for a combined £11, saving almost £3 on the usual
price. The Arthur Bell TV ads have also

Top 10 blended Scotch
whisky brands
1 Bell’s
2 The Famous Grouse
3 William Grant’s
4 High Commissioner
5 Teacher’s
6 Whyte & Mackay
7 Glen Corrie
8 The Claymore
9 Chivas Regal
10 Clan MacGregor

+22%
-2%
+77%
+18%
-7%
+5%
-10%
+3%
-8%
-18%

contributed, lending the
brand a quirkiness and personality which can sometimes seem absent from the
blended category.
The activity has clearly
affected the performance
of Grouse, but the
Maxxium UK brand has
been no slouch. New
packaging was introduced
in June and the more
recent launch of a canned
premix could see the
brand turn around its fortunes in the coming year.
Grant’s success (see box) has come at
the expense of High Commissioner, yet
the budget-priced brand turned in a very

Blended Scotch whisky
in figures
Value:	£804 million
(2009: £781 million)
Change: +3%
Volume: 512,000hl (2009: 517,000hl)
Change: -1%
(Source: Nielsen, year to July 10, 2010)

Malts stand
their ground

I

t’s not the happiest of times for malts,
which is not surprising given that
consumer spending remains tight and
premium categories such as Champagne
are also the victims of downtrading.
Yet Dan Reuby, customer development
director at Pernod Ricard UK, maintains
that “the premium whisky market across
single malts and blends is seeing good
growth”, adding: “Whisky is no
longer the exclusive domain of
the older male as the category
is attracting a younger audience and an increasing number
of female whisky drinkers.”
The mixer multibuy deals on
blends must have taken their
toll on the malts sector, but
there were some solid performances from a number
of brands, not least market leader
Glenfiddich.
Brand owner First Drinks has been
working with retailers to inject some
life into the malts category, something
Diageo has also been attempting in
recent years.
Says First Drinks marketing controller
Nick Williamson: “Earlier in the year we
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worked closely with the multiples to
overhaul the whisky fixture. We invested
in a three-year research programme and,
as a result, have introduced some great
tools to make the whisky aisle more
accessible. Initial trials witnessed an
impressive 20% sales uplift.”
In May a new layout was introduced in
180 Asda stores to boost sales and make
the fixture more accessible for
shoppers. Similar work has also
been started with Sainsbury’s,
Tesco and Morrisons.
A black headboard running
behind the shelving unit is
designed to give the malts
fixture a more premium feel. A
side panel features a whisky
flavour scale ranging from
“light and floral” to “peaty and
smoky”, and the whiskies are arranged on
shelf according to flavour, instead of by
region or brand.
Isle of Jura, the Whyte & Mackay brand,
turned in an excellent performance. The
brand has been boosted recently by the
launch of some new expressions and the
introduction of 35cl bottles is also paying
dividends.

strong performance –
something which could
not be said of number
five brand Teacher’s,
which will be hoping to
turn its fortunes around
with new-look packaging, emphasising its
high malt content.
Blended whisky
does not get the
same kind of
media attention
as vodka and speciality spirits, but
it remains very
much a powerhouse category.
According
to
Kantar Worldpanel,
“despite the sector
losing shoppers,
existing shoppers
[in the multiple
grocers] are paying
a higher price and
are buying more
per trip” – on average more than a
litre per trip.

A 77% sales increase, matched by an
81% volume uplift, means that Grant’s
achieves the real standout performance
in the blended whisky category.
Indeed, First Drinks claims booming
sales in the past three months mean the
brand has even overtaken The Famous
Grouse to claim second spot, and it will
be some achievement if this is still the
case in the 2011 figures.
James Stocker, marketing controller
for dark spirits, says: “In the past year
we have made a significant investment
in trade and
consumer
marketing
support for
Grant’s, including
launching Grant’s
After Hours.
“Activity has
included
sponsorship of
Classic FM Live
at the Royal
Albert Hall, a
heavyweight
sampling campaign at high-profile events
including BBC Gardeners’ World Live,
as well as substantial PR and online
activity.
“This, along with the appointment of a
new global brand ambassador for Grant’s,
has really helped raise awareness of
the brand, allowing us to reach new
consumers and drive sales.”

Malt Scotch whisky
in figures

Top 10 malt Scotch
whisky brands
1 Glenfiddich
2 Glenmorangie Original
3 Isle Of Jura
4 The Glenlivet
5 Laphroaig
6 Aberlour
7 Talisker
8 Highland Park
9 Glen Moray
10 The Balvenie

Star performer

+34%
-29%
+54%
-30%
+17%
-7%
+13%
+19%
-21%
+18%

Value:	£135 million
(2009: £134 million)
Change: +1%
Volume: 45,000hl (2009: 47,000hl)
Change: -5%
(Source: Nielsen, year to July 10, 2010)

Star performer
James Stocker, marketing controller
for dark spirits at First Drinks, says:
“Glenfiddich enjoyed fantastic sales over
the Christmas period last year, thanks to a
heavyweight integrated communications
campaign worth more than £1 million.
This activity was instrumental in the
brand reclaiming the position of
Scotland’s number one malt whisky.
“Glenfiddich has carried this
momentum into 2010 with sales
continuing to grow throughout the year,
thanks to substantial marketing
investment. We are continuing to invest
heavily in marketing support, including an
above-the-line advertising campaign,
sampling, PR and extensive digital
activity through Glenfiddich Explorers,
aiming to engage malt whisky fans online.
“We will also focus activity on key

gifting occasions, such as Christmas,
offering support to retailers on how
to maximise sales. Our new brand
ambassador Jamie Milne has also been
busy educating the trade and consumers
about malt whisky through sampling, mini
mentoring events and experiential
activity at whisky shows.”

Spirits Report Imported whiskey, liqueurs and specialities

Jack Daniel’s leads the
tables for another year
J

ack Daniel’s domination of the
imported whiskey sector shows no
signs of being challenged for the
foreseeable future, though some of the
smaller brands in the top 10 have seen
some very respectable growth over the
past year.
JD has the sort of iconic status, especially among younger drinkers, that other
brands crave and it keeps its credibility
topped up with TV and cinema advertising, which emphasises its southern US

roots, rather than its place in UK youth
culture.
A link-up with the NME earlier this
spring saw the brand sponsor some
London gigs in which high-profile acts
performed versions of “seminal” tracks.
Jameson also reaped the rewards of
cinema advertising although, like many
spirits, it has focused much of its marketing effort on the on-trade.
Its Easygoing Irish cinema campaign
and links with cult cinema put it in similar

territory to Jack Daniel’s and its activity
was underpinned by a sampling campaign in bars, emphasising the mixability
of the whiskey.
Jim Beam has had a less successful
time. Although its premium Black variant
has seen strong sales growth (albeit from
a small base), this appears to have come
at the expense of its principal brand,
which has long lived in the shadow of Jack
Daniel’s.
Yet it remains the UK’s best-selling
Bourbon as Jack Daniel’s is technically a
Tennessee whiskey.
Penderyn qualifies as an imported
whiskey, purely on the grounds that it’s
not Scotch. The Welsh malt has not
invested in massive ad campaigns, relying instead on word-of-mouth.
It will be some while before it stands
any chance of catching Bushmills malt,
which currently outsells it by two to one
in the off-trade.

Top 10 imported
whiskey brands
1 Jack Daniel’s
2 Jameson
3 Jim Beam
4 Bushmills Original
5 Old Samuel Bourbon
6 Bushmills 10 Year Old
7 Penderyn
8 Red Deer
9 Jim Beam Black
10 Jameson 12 Year Old

+13%
+5%
-7%
+99%
+32%
-20%
+36%
+392%
+29%
-3%

Star performer
Bushmills has played second fiddle to
Jameson in the Irish whiskey market for
years, but this year it managed to double
its sales and gain at least a little ground
on its big rival.
Lisa King, assistant
brand manager for
Bushmills at Diageo GB,
says: “The growth of
Bushmills is supported by
the continued investment
in the brand.”
The repackaging at
the beginning of the
year, which emphasises
the 400-year history of
Bushmills, has clearly
had a big part to play in
the success and came
at a time when the
brand – bought from
Pernod Ricard for
£200 million in 2005 –
was already claiming
its highest market
share in take-home.
Bushmills recently
ran a Facebook
competition, with
the winner getting to
work alongside
master distiller Colum Egan and
collecting £5,000 during a 30-day trip
to Ireland.

Imported whiskey in
figures
Value: 	£154 million
(2009: £138 million)
Change: +12%
Volume: 67,000hl (2009: 60,000hl)
Change: +12%
(Source: Nielsen, year to July 10, 2010)

Specialities boast good health
I
Top 10 liqueurs
and specialities
1 Baileys
2 Pimm’s No 1
3 Southern Comfort
4 Malibu
5 Vodkat
6 Tia Maria
7 Disaronno
8 Cointreau
9 Archers Peach
10 Jägermeister

+6%
+15%
+1%
+4%
+8%
+1%
+37%
+14%
+2%
+101%

Liqueurs and
specialities in figures
Value: 	£455 million (2009: £408
million)
Change: +11%
Volume: 361,000hl (2009: 329,000hl)
Change: +10%
(Source: Nielsen, year to July 10, 2010)
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t’s not often that any drinks category sees growth across all its top
10 brands at any one time, but that’s
the healthy state that liqueurs and
speciality spirits find themselves in at
the moment.
Total sales in the off-trade were up
11% in value to £455 million, and a
similar increase in volume sales for the
year hints at steady pricing in the
category.
A surge in sales of Pimm’s, perhaps
buoyed by the hot June weather and
a “thermally activated” radio ad
campaign – which sees Pimm’s hit
the airwaves whenever the temperature reaches 22˚C – has seen
it wrestle the number two spot
from Southern Comfort.
Vodkat’s time-consuming passing-off court case at the back end
of 2009 doesn’t seem to have been
too much of a distraction, with
another creditable growth performance, despite a forced

re-examination of marketing strategy,
which has seen owner Intercontinental
Brands hammering home the low abv
message.
“There is an increasing awareness of
alcohol levels and consumers want to
be clear about their level of consumption,” says managing director
John Mills.
First Drinks was the star supplier in
the category with big increases from
Disaronno and Cointreau, though
the company has yet to work the
same kind of magic on Tia Maria,
the slowest growing brand in the
top 10.
Disaronno benefited from a
£6 million marketing investment,
including TV advertising in the
spring, which extended into the
summer for the first time.
New-look packaging also gave
sales a lift, says marketing controller for white spirits Nick
Williamson.

“We have continued to invest significantly in Disaronno this year to capitalise
on the momentum,” he says.
He added that Cointreau had been
boosted last autumn by a limited-edition
bottle created by fashion designer
Catherine Malandrino.
But to put the growth of First Drinks’
star liqueurs into context, the largest has
less than a fifth of the value sales of
Baileys, which outstrips even Pimm’s by
more than two to one.
Baileys is close to the landmark of
£100 million in annual take-home sales
and had a steady, if unspectacular rise.
The addition of coffee to the Baileys
flavours range gave the overall Baileys
portfolio a boost at Christmas and sponsorship of TV show Desperate Housewives
provided more momentum.
Connie Reyes, senior brand manager at
Diageo GB, says: “Through idents before
and after ad breaks, Baileys was able to
drive awareness and relevance of the
brand in the lead-up to key occasions.”

Spirits Report Pricing

Spirits prices remain low
Retailers manage to keep spirits costs down despite duty hikes, inflation and exchange
rate issues, and producers hope to avoid another damaging Christmas price war

O
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Spirits prices
Category
2010
2009
2008
				
Malt Scotch whisky
£30.10
£28.34
£26.96
Imported whiskey
£23.15
£23.14
£22.22
Brandy
£17.51
£16.63
£15.50
Rum
£15.55
£15.34
£14.56
Blended Scotch whisky £15.69
£15.09
£14.26
Gin
£14.44
£13.77
£13.09
Vodka
£14.18
£13.40
£12.67
Liqueurs and specialities £12.59
£12.43
£12.20

% change
2009-2010
+6%
0%
+5%
+1%
+4%
+5%
+6%
+1%

(Source: Nielsen, price per litre, year to July 10, 2010, July 11, 2009 and July 12, 2008)

year the Christmas pricing broke later
than the year before, so this year it’s anyone’s guess as to when the first big
Christmas deals will start.
“But even with the duty increase in
March, I doubt the pricing will have
changed much from the deals last
Christmas.”
Maxxium UK’s off-trade sales director
David Everett questions whether the level
and length of discounting is sustainable.
He warns: “Because of the highest ever
promotional levels in the UK and lower
margins, there is a growing interest in and
focus on the opportunities outside the
UK for future investment, where the cost

to play is significantly lower and more
attractive.
“Current direction is for the trade to be
seen to self-govern and offer responsible
pricing; if this does not happen, such
decisions may well become a matter for
government intervention.”
Mariam Ridley, marketing manager for
J Wray & Nephew, agrees: “Deep discounting will not help the health and wealth of
either suppliers or retailers in the long
term and will only add ammunition to
those who accuse our industry of encouraging irresponsible consumption.”
Even Tesco’s head of spirits Mark
Suddaby believes discounting could dam-

Making a splash: Christmas is always
the most buoyant period for spirits

age the sector: “We have to move away
from the commoditisation of whisky, gin
and vodka – other categories are more
exciting
but
there
is
a
risk
people will only take the cheapest route
into spirits.
“The customer comes first, but the
long-term health of the category is also
critical,” he says.
“For two years retailers have been running a race to the bottom, but we need to
start thinking our way out of the problem.
We need to get customers thinking
beyond cheap alcohol and let them make
better choices based on more than a
blanket of £10-per-litre spirits.”
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nce again, spirits prices have
resisted
major
increases,
despite the duty hikes, exchange
rate issues and general inflation
that have pushed costs up in
other sectors. Across the categories they
saw an average increase of 3%, with individual hikes ranging from 6% for vodka
and malt Scotch to standstill for imported
whiskey.
Looking back over the past decade, the
supermarkets’ power to keep spirits
prices low remains striking. An OLN survey of prices for five leading brands in
Tesco, Asda and Sainsbury’s, compared
with prices for the same brands in the
same shops 10 years ago, found an average increase of just 14% – with Bell’s
notably seeing just a 5% price rise since
the turn of the millennium.
That price rise stands out even further
in contrast with other key indicators.
Cigarettes and draught beer cost 42%
more than they did 10 years ago; average
earnings have risen 43%, housing costs
98% and the price of a loaf of bread has
gone up a massive 138%.
Ten years of frozen duty starting in 1998
helped keep spirits prices low, but since
that ended in March 2008 spirits duty has
gone up by 21.7%.
WSTA spokesman Gavin Partington
says: “Unsurprisingly, prices have gone
up as a result – the price of an average
bottle of spirits is up by more than 8% in
just over two years – but with consumers
seeing their disposable income squeezed,
retailers are equally under pressure to
hold back price increases.”
Nielsen analyst Gavin Humphreys
comments: “The increasing reliance on
promotions is a familiar story across most
FMCG categories, but it is alarming that
BWS is so heavily reliant, and we are now
seeing 35% of volume sold on promotion
– up from 29% a year ago. In the current
climate promotions are a fact of life,
hence what is key for manufacturers and
retailers is to make them work as hard as
possible.”
But spirits producers are keen to avoid
another Christmas price war.
“No doubt we will see two-for-£20 promotions again, and maybe Baileys on a
deep-cut deal, but really this is just supermarkets vying for share of the Christmas
purchase,” says Intercontinental Brands
managing director John Mills. “There is
no good reason for deep-cutting spirits
during Christmas when the consumer is
going to buy them anyway.”
Andrey Skurikhin, partner of Stolichnaya supplier SPI Group, says: “With the
current economic downturn, the expectation is that Christmas pricing on spirits
will be as aggressive as last year, if not
more so.
“The main retailers will all be looking
to drive footfall at the key trading period
and often they will use spirits deals and
alcohol in general to try to do that. Last

Pricing Spirits Report
Pre-mixes lure consumers into premium territory

How have supermarket spirits prices changed
in a decade?
Brand
Bell’s
Gordon’s
Famous Grouse
Smirnoff
Teacher’s

Average price Average price
2010
2000
£13.05
£12.42
£12.65
£11.29
£15.30
£12.66
£12.65
£10.89
£13.65
£11.64

Price
change
+63p
+136p
+264p
+176p
+201p

%
change
+5
+12
+21
+16
+15

(Sources: OLN, September 8, 2000; online survey of prices in Sainsbury’s, Tesco and Asda, August 19, 2010)

August 2001: 50p

June 2000: £83,742

July 2010: £1.19

June 2010: £166,072

Change

Change

+138%

+98%
Image: Photos.com

Average house price

Image: Photos.com

Loaf of bread

Twenty king size
cigarettes

September 2000: £317

August 2001: £4.12

June 2010: £454

July 2010: £5.87

Change

Change

+43%

+42%
Image: Photos.com

Average weekly
earnings

Pint of draught bitter
August 2001: £1.82
July 2010: £2.58

Change

+42%

Pre-mixed cocktails and innovative
packaging are luring consumers into
more premium spirits, producers say.
“The quality of pre-mixes is improving
all the time, as is the credibility of the
pre-mix range as more of the leading
brands develop good-quality pre-mix
liquids to sit in the category,” says Tesco’s
head of spirits Mark Suddaby.
Asda spirits buyer Chris Brooks says
increased interest in pre-mixed spirits in
a can has been one of the most marked
trends he has seen this year.
“This is because the products are
convenient, have a low barrier in terms
of price, are ready to use and familiar to
customers,” he explains.
Sainsbury’s spirits buyer Vanessa
Pearson also expects to see the market
expand. “I predict increased levels of
innovation within pre-mix cocktails – an
emerging category with a few products
within it at the moment. However, I think
by the start of next summer more brands
will have entered this market.”
Intercontinental Brands managing
director John Mills says: “Cocktails
have proved to be the popular choice in
the on-trade, but many consumers also
want to buy a pre-mixed cocktail to
enjoy at home.”
ICB has extended its Cactus Jack’s
range of ready-to-serve cocktails with a
Cosmopolitan and a Mojito joining the
existing Margarita. All three have an
abv of 10%.
“With an rrp of £4.99, Cactus Jack’s
70cl cocktails offer a better-value
offering than the big brands that have
recently launched pre-mixed cocktails
which are retailing at well over £10 per
bottle,” says Mills.
ICB has also launched three 1-litre
pre-mixed liqueurs, at 5.4% abv, which
retail for £5.99.

Maxxium launched a Jim Beam & Cola
football pack to tie in with the World
Cup, and is set to launch a Famous
Grouse & Cola RTD in a can, with more
variants to follow.
Famous Grouse brand manager Linda
Sooprayen says: “This innovation from
the iconic brand is a significant extension
to the Famous Grouse family, one which
will appeal to the growing number of
pre-mixed spirit consumers.
“This move into the growing ready-toserve drinks segment is well-timed and
will allow us to learn about the category
at the same time
as reaching the
many consumers
who would like to
try our brand in a
new format.”
Diageo was one

of the first companies to show interest in
the new wave of pre-mixed spirits, and
has recently launched Smirnoff & Cola
cans to cash in on what a spokesman
says is one of the fastest-growing sectors
in BWS.
G&J Greenall marketing director
Tim Dewey notes that retailers
have been showing a particular
interest in “ready-to-serve”
cocktails – which the market is
taking care to differentiate
from RTDs. The company is
planning to focus on this area
more next spring, and is looking
into lightweighting its bottles in
a bid to cut costs and help the
environment.
Andrea Baumgartner,
marketing manager for
Underberg, says retailers are asking for
lighter-weight, more environmentally
friendly packaging, and that pre-mixed
spirits in a can are “a real talking point”.
Other producers are targeting
consumers who want something more
premium but don’t have much cash to
spare with a very simple solution –
smaller bottles.
Pernod Ricard customer development
director Dan Reuby says: “35cl will
have an important role to play this
Christmas for spirits – it encourages
trial of more premium drinks and is a
convenient size for taking to celebrations
at friends’ or families’ houses over the
festive period.”
He notes that 35cl is growing faster
than total spirits and says Pernod’s
research has found that 69% of 35cl
spirit shoppers only buy this format.
Absolut is set to launch a 35cl format
this autumn, with an rrp of £8.99, and
Chivas Regal is also introdcuing a
smaller format.
First Drinks is also focusing on the 35cl
market. Sales director John Hyman
(pictured) says: “We have
worked hard to make
both the malt whisky
and Cognac categories
more accessible in a
challenging economic
environment. We
have done this by
increasing the
distribution and display of the Glenfiddich
and Rémy Martin VSOP 35cl bottles.
“This way we lower the entry price
point on these global iconic brands,
making them more accessible. We have
also responded to the affordable gifting
opportunity by launching Glenfiddich
gift packs.”

(Sources: Office of National Statistics, Land Registry)
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