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“When it comes to alcoholic drinks, women’s spending is
significantly less compared with men and female
consumers are widely considered ‘hard to reach’.

Highlighting food pairing and partnering with Asia
restaurants in online-based campaigns should be able to

help brands stand out when targeting women."
– David Zhang, Research Analyst

This report looks at the following areas:

• How can brands target female consumers at on-trade channels?
• How can brands utilise food pairing to improve awareness of their drinks?
• How to break the affordability barrier?
• How can premium drinks effectively reposition themselves under the anti-extravagance

campaign?

As the dominating power of the on-trade channel, the beer segment has become more mature, with
the growth rate slowing. This has led to annual growth in the overall on-trade market falling from more
than 10% to only 1.2% in 2013.

In the high-end segment, the wine and spirits categories have been hit, and the market has become
more consumer-centric instead of business-purpose driven. In the past few years, there have been a
number of shifts, with the wine segment seeing its volume decrease by 11.2% in 2013 and the growth
rate of spirits decreasing from 25.2% in 2010 to 6.0% in 2013.

Looking ahead, sales in the on-trade alcoholic beverage market are likely to grow by a modest CAGR of
3.8%. While high-end premium wines and spirits are losing ground, mid-range product lines are
expanding fast to fill the gap. The strong performance in the mid-range wine and spirits categories and
the trend of premiumisation in the beer category are the key drivers supporting growth in the on-trade
alcoholic drink market.
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Who are they?
Figure 61: Health disdainers, by selected demographics, March 2014

What do they think?

How have their drinking habits changed over the past 12 months?
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Where do they drink?

Marketing implications

Price Sensitive Consumers

Who are they?

What do they think?

How have their drinking habits changed over the past 12 months?
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Figure 109: Next most popular places visited when drinking alcoholic drinks out of home in the past 12 months – Night clubs, by
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demographics, March 2014
Figure 152: Agreement with the statement ‘Alcoholic drinks of lower alcohol content do less harm to health’, by demographics, March
2014
Figure 153: Agreement with the statement ‘Wine is better for the health compared with other types of western alcoholics’, by
demographics, March 2014
Figure 154: General attitudes towards drinking alcoholic drinks out of home, by the change of consumption level in alcoholic drinks in
the past 12 months – The number of times I drink in home compared to 12 months ago has, March 2014
Figure 155: General attitudes towards drinking alcoholic drinks out of home, by the change of consumption level in alcoholic drinks in
the past 12 months – The amount I typically spend each time when drinking in home compared to 12 months ago has, March 2014
Figure 156: General attitudes towards drinking alcoholic drinks out of home, by the change of consumption level in alcoholic drinks in
the past 12 months – The number of times I drink out of home compared to 12 months ago has, March 2014
Figure 157: General attitudes towards drinking alcoholic drinks out of home, by the change of consumption level in alcoholic drinks in
the past 12 months – The amount I typically spend each time when drinking out of home compared to 12 months ago has, March 2014

Figure 158: Target groups, March 2014

Figure 159: Target groups, by demographics, March 2014

Figure 160: Change of consumption level in alcoholic drinks in the past 12 months, by target groups, March 2014

Figure 161: Change of consumption level in alcoholic drinks in the past 12 months, by target groups, March 2014

Figure 162: Different types of alcoholic drinks had at home in the past 12 months, by target groups, March 2014

Figure 163: Different types of alcoholic drinks had out of home in the past 12 months, by target groups, March 2014

Figure 164: Places visited when drinking alcoholic drinks out of home in the past 12 months, by target groups, March 2014

Figure 165: Attitude towards drinking alcoholic drinks out of home, by target groups, March 2014

Appendix – Cluster Analysis
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