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GIN MARKET

・Standard  

・Economy   

・Premium  

・Super Premium 

CATEGORY

・PREMIUM, SUPER PREMIUM  and

ORGANIC  Gin Categories

・Rising Influence of ONLINE RETAILING

currently 12% of retail trade

・ Increasing Population of MILLENNIALS

GROWTH DRIVERS

: 

EMEA

45%
APAC

14%
40%

AMERICA
40%

31%

24%

4.45%
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COMPETITOR PRICE MAPPING



Classic VINTAGE MODERN FUN CLASSIC FRESH BOLD VIBRANT

COMPETITOR VISUAL STYLES
TR

A
D

IT
IO

N
A

L
TR

EN
D

Y



45%
69%

66%

90%

100%

31%

60%

MILLENNIAL 
DRINKING

HABITS

MILLENNIAL DRINKING TRENDS

 Liquor brand recommendations:

brands, bartenders, peers



TRENDS IN GIN

PINKCraft

Infused

PINK

Organic



AUTHENTICITY ALTRUISTIC MISSION

PERSONALIZATIONINSTAGRAM MUSEUMS

STORYTELLING CO-CREATION

EXPERIENCES SOCIAL PROOF

 MILLENIIAL MARKETING TRENDS

BRAND LOYALTY DISCOUNTS



QUANTITATIVE CONSUMER SURVEY



BLUE!
FUN
STRONG
COOL
TASTY HAPPY
AVAILABLE

What words do you associate 
with Bombay Sapphire?

Which gin do you usually 
order at the bar?

GIN 
MARE

BOMBAY 
SAPPHIRE

TANQUERAY OTHERDON’T 
SPECIFY

HENDRICK’S

Which gin do you usually buy for home?

Did you know gin is 
healthier than other 
alcohol?

What do you drink for 
aperitivo?

Survey demographics

When do you drink gin?

I choose my drink at the bar 
by:

Does Bombay Sapphire have 
a cool/hip image?

18%19%

8%62%

TASTE COOLNESS

ALCOHOL
PERCENTAGEPRICE

75%

25%

32% 24% 19% 18%
HENDRICK’SBOMBAY 

SAPPHIRE

Before
diner
9%

Aperetivo
25%

Never/
Something

26%

GIN MARE TANGUERAY

2

3

4
42%

APEROL
SPRIYT

WINE&
BEER

100%
people
25-35 years old

70%
30%

63%
37%

GIN&
TONIC

42% 17%

QUANTITATIVE SURVEY RESULTS



strengths

weaknesses

threats

1. Ownership of the color Blue

2. Accessible Price Point

3. Vapour Infused Distillation

opportunities

TASTE of Bombay. Turn 
the Versatillity into 

Strength.

GO GREEN, Go 
Blue. 

Create a Feel Good Purchase with 
Sustainable Brand Value.

DRINK BETTER
, Not More. Educate Consumer that Gin 
contains Fewer Calories than other alcohols.

1. Neutral Brand Perception

2. Disconnection between On-Off Trade

3. No Focus on User Generated Content

4. Lack of Unique Taste Perception

1. Strong Competition on Price and Taste

2. Occupation of Creative Image by other    

brand in spirits industry

1. 

2. 

3. 

SWOT BRAND ANALYSIS






