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“Dark spirits, whiskey in particular, have managed to grow
sales fairly strongly in recent years, yet they remain far
from routine in consumers’ alcohol-consumption routines.
Flavor innovation is drawing the interest of some
consumers, but such efforts may be overshadowed by the
rush of RTD alcoholic beverages.”
– William Roberts, Jr., Senior Food and Drink
Analyst
This report looks at the following areas:
•
•
•

Dark spirits remain a niche product, consumed by roughly half of adults
Building dark spirits brand awareness among young adults
Can brandy, cognac, and Armagnac escape the shadow of whiskey and establish a niche
of loyal consumers?

This decade has seen steady, if slow, growth in the dark spirits category, with volume sales growing
since 2012. Throughout the period under review, volume sales increases in whiskey outperformed
brandy, cognac, and Armagnac, whose sales growth has been flat. The segment is poised to reap the
benefits of flavored additions, an area of interest for women, who traditionally under index in the
consumption of dark spirits.
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Young dark spirits consumers are experimenting with a variety of beverages, including brandy and
cognac, but they appear to have not settled upon a favorite brand, indicating a potential for
manufacturers large and small.
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Indulgent flavors in dark spirits mostly appeal to those aged 22-34
Figure 52: Agreement with flavor, price, and packaging of dark spirits, by age, July 2014
Women desire indulgent-flavored dark spirits; men want spiced spirits
Figure 53: Agreement with flavor, price, and packaging of dark spirits, by gender and age, July 2014
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Figure 71: Characteristics when purchasing dark spirits, by race/Hispanic origin, July 2014
Figure 72: Characteristics when purchasing dark spirits, by race/Hispanic origin, July 2014
Value-priced dark spirits resonate more strongly with Hispanic consumers
Figure 73: Where dark spirits are purchased, by race/Hispanic origin, July 2014
Hispanics more likely to drink socially and as part of a meal
Figure 74: Spirits and socialization, by race/Hispanic origin, July 2014

Appendix – Other Useful Consumer Tables
Frequency of consuming dark spirits
Figure 75: Frequency of consuming dark spirits – Any usage, by household income, July 2014
Figure 76: Frequency of consuming dark spirits – Any usage, by presence of children in household, July 2014
Figure 77: Frequency of consuming dark spirits – Any usage, by generations, July 2014
Figure 78: Frequency of consuming dark spirits – Any usage, by dark spirits – Usage groups, July 2014
Figure 79: Frequency of consuming dark spirits – Any usage, by brandy – Usage groups, July 2014
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Figure 81: Dark spirits – Usage groups, by generations, July 2014
Figure 82: Dark spirits – Usage groups, by brandy – Usage groups, July 2014
Figure 83: Brandy usage groups, by household income, July 2014
Figure 84: Brandy usage groups, by race/Hispanic origin, July 2014
Figure 85: Brandy usage groups, by presence of children in household, July 2014
Figure 86: Brandy usage groups, by generations, July 2014
Characteristics when purchasing dark spirits
Figure 87: Characteristics when purchasing dark spirits, by presence of children in household, July 2014
Figure 88: Characteristics when purchasing dark spirits, by dark spirits – Usage groups, July 2014
Figure 89: Characteristics when purchasing dark spirits, by brandy – Usage groups, July 2014
Where dark spirits are purchased
Figure 90: Where dark spirits are purchased, by dark spirits – Usage groups, July 2014
Figure 91: Where dark spirits are purchased, by brandy – Usage groups, July 2014
Spirits and socialization
Figure 92: Spirits and socialization, by gender, July 2014
Figure 93: Spirits and socialization, by age, July 2014
Figure 94: Spirits and socialization, by household income, July 2014
Figure 95: Spirits and socialization, by presence of children in household, July 2014
Figure 96: Spirits and socialization, by dark spirits – Usage groups, July 2014
Figure 97: Spirits and socialization, by brandy – Usage groups, July 2014
Figure 98: Spirits and socialization – With, by spirits and socialization – When, July 2014
How dark spirits are consumed
Figure 99: Dark spirits neat/straight up, by age, July 2014
Figure 100: Dark spirits on the rocks/over ice, by age, July 2014
Figure 101: Dark spirits with a mixer, by household income, July 2014
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Figure 102: Dark spirits in a cocktail, by age, July 2014
Figure 103: Dark spirits in a cocktail, by household income, July 2014
Figure 104: Dark spirits in a cocktail, by presence of children in household, July 2014
Figure 105: Dark spirits in other beverage, by gender, July 2014
Figure 106: Dark spirits in other beverage, by household income, July 2014
Figure 107: Dark spirits in other beverage, by generations, July 2014
Figure 108: Spirits and socialization, by dark spirits neat/straight up, July 2014
Flavor, price, and packaging of dark spirits
Figure 109: Flavor, price, and packaging of dark spirits, July 2014
Figure 110: Agreement with flavor, price, and packaging of dark spirits, by gender, July 2014
Figure 111: Agreement with flavor, price, and packaging of dark spirits, by household income, July 2014
Figure 112: Agreement with flavor, price, and packaging of dark spirits, by presence of children in household, July 2014
Figure 113: Agreement with flavor, price, and packaging of dark spirits, by brandy – Usage groups, July 2014

Appendix – Social Media – Dark Spirits
Brand usage or awareness
Figure 114: Brand usage or awareness, July 2014
Figure 115: Johnnie Walker usage or awareness, by demographics, July 2014
Figure 116: Hennessy usage or awareness, by demographics, July 2014
Figure 117: Jack Daniel’s usage or awareness, by demographics, July 2014
Figure 118: Maker’s Mark usage or awareness, by demographics, July 2014
Figure 119: Wild Turkey usage or awareness, by demographics, July 2014
Figure 120: Crown Royal usage or awareness, by demographics, July 2014
Activities done
Figure 121: Activities done, July 2014
Figure 122: Johnnie Walker – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 123: Johnnie Walker – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 124: Johnnie Walker – Activities done – I follow/like the brand on social media because, by demographics, July 2014
Figure 125: Johnnie Walker – Activities done – I have researched the brand on social media to, by demographics, July 2014
Figure 126: Hennessy – Activities done – I have looked up/talked about this brand online on social media, by demographics, July 2014
Figure 127: Hennessy – Activities done – I have contacted/interacted with the brand online on social media to, by demographics, July
2014
Figure 128: Hennessy – Activities done – I follow/like the brand on social media because, by demographics, July 2014
Figure 129: Hennessy – Activities done – I have researched the brand on social media to, by demographics, July 2014
Figure 130: Jack Daniel’s – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 131: Jack Daniel’s – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 132: Jack Daniel’s – Activities done – I follow/like the brand on social media because, by demographics, July 2014
Figure 133: Jack Daniel’s – Activities done – I have researched the brand on social media to, by demographics, July 2014
Figure 134: Maker’s Mark – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 135: Maker’s Mark – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 136: Maker’s Mark – Activities done – I follow/like the brand on social media because, by demographics, July 2014
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Figure 137: Maker’s Mark – Activities done – I have researched the brand on social media to, by demographics, July 2014
Figure 138: Wild Turkey – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 139: Wild Turkey – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 140: Wild Turkey – Activities done – I follow/like the brand on social media because, by demographics, July 2014
Figure 141: Wild Turkey – Activities done – I have researched the brand on social media to, by demographics, July 2014
Figure 142: Crown Royal – Activities done – I have looked up/talked about this brand online on social media, by demographics, July
2014
Figure 143: Crown Royal – Activities done – I have contacted/interacted with the brand online on social media to, by demographics,
July 2014
Figure 144: Crown Royal – Activities done – I follow/like the brand on social media because, by demographics, July 2014
Figure 145: Crown Royal – Activities done – I have researched the brand on social media to, by demographics, July 2014
Key social media metrics
Figure 146: Key social media metrics for select dark spirits brands, September 2014
Online conversation
Figure 147: Online conversations for select dark spirits brands, by week, Sept. 8, 2013-Sept. 7, 2014
Figure 148: Online conversations for select dark spirits brands, by page type, Sept. 8, 2013-Sept. 7, 2014
Figure 149: Topics of conversation for select dark spirits brands, Sept. 8, 2013-Sept. 7, 2014
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