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GIN MARKET

CATEGORY

* STANDARD 40 % SRS
AMERICA 14%

* ECONOMY 31% 40%

* PREMIUM 24%

* SUPER PREMIUM 4.45%

GROWTH DRIVERS

* PREMIUM, SUPER PREMIUM AND
ORGANIC GIN CATEGORIES

* RISING INFLUENCE OF ONLINE RETAILING.
CURRENTLY 12% OF RETAIL TRADE

* INCREASING POPULATION OF MILLENNIALS



COMPETITOR PRICE MAPPING
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COMPETITOR VISUAL STYLES
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MILLENNIAL DRINKING TRENDS
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TRENDS IN GIN

INFUSED




MILLENHAL MARKETING TRENDS
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QUANTITATIVE CONSUMER SURVEY
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QUANTITATIVE SURVEY RESULTS

100%

70% () 63%
RSOP'S

30% & 37% ©

R BLUE!
-\ FUN
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Hln.. COOL

DON T HENDRICK’S  GIN

B S T omen i TASTY HAPPY
=] AVAILABLE




SWOT BRAND ANALYSIS

STRENGTHS

1. Ownership of the color Blue
2. Accessible Price Point

3. Vapour Infused Distillation

OPPORTUNITIES

T ﬁ S TE of Bombay. Turn
the Versatillity into

Strength.

"GO GREEN:..

Create a Feel Good Purchase with
Sustainable Brand Value.

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

{ IMPORTED

Glistitted

LONDON
DIRY GIN
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IMPORTED
PRODUCT OF ENGLAND

WEAKNESSES

1. Neutral Brand Perception
2. Disconnection between On-Off Trade
3. No Focus on User Generated Content

4. Lack of Unique Taste Perception

THREATS

1. Strong Competition on Price and Taste
2. Occupation of Creative Image by other

brand in spirits industry









