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“While high taxation and the looming threat of minimum
alcohol pricing makes drinking spirits a costly endeavour
in Ireland, growing consumer confidence might help to see
the spirits market recover somewhat in 2015.”

— Brian O’Connor, Production Manager

This report looks at the following areas:

= What types of spirits do Irish consumers drink the most? REPORT NOW

= What makes a spirit brand premium in the eyes of consumers?

= What characteristics do consumers attach to particular types of spirits?

= What impact will the aging population have on spirit usage? VISIT:

= What impact will the freezing of spirits duty/excise in NI and Rol have on the value of the store. minte| .com
spirits market?

Increasing levels of excise on spirits sold in Rol have seen the total value of sales within the region CALL

decline, and help to lower overall usage of spirits. The announcement in October 2014 that excise on EMEA

alcohol for Rol would not increase, is expected to give the market some breathing space. +44 (O) 20 7606 4533

Moving forward, with consumers aged 55+ set to account for a larger sector of the market, the higher

level of spirit drinkers in these age groups (compared to other types of alcohol) may help to boost the Brazil

overall volume and value of the spirits sector in both NI and Rol. 0800 095 9094

Americas
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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The Consumer — Usage of White Spirits

Key points

Vodka sees strong usage as shot, mixer and in cocktails
Figure 36: Types of white spirits drunk in the last 12 months, by method of consumption, NI and Rol, December 2014

NI consumers twice as likely to drink vodka neat than Rol

Figure 37: Consumers who have drunk vodka/flavoured vodka (eg Smirnoff, Absolut etc) on its own (neat) in the last 12 months, by
age, NI and Rol, December 2014

Women are primary vodka users — When drunk with a mixer or a cocktail
Figure 38: Vodka drunk in the last 12 months, by method of consumption, NI and Rol, December 2014
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Mature consumers more likely to drink gin with mixer

Figure 39: Consumers who have drunk gin (eg Gordon’s, Bombay Sapphire etc) in the last 12 months, by age, NI and Rol, December
2014

White rum sees strong cocktail usage

Figure 40: Consumers who have drunk white rum (eg Bacardi, Malibu etc) in the last 12 months, as part of a cocktail, by social class,
NI and Rol, December 2014

Tequila more likely to be used for a shot
Figure 41: Consumers who have drunk tequila the last 12 months, on its own, by social class, NI and Rol, December 2014

The Consumer — Usage of Dark Spirits

Key points

Whiskey/whisky/bourbon most used type of dark spirit
Figure 42: Types of dark spirits drunk in the last 12 months, by method of consumption, NI and Rol, December 2014

Men more likely to drink whiskey/whisky/bourbon

Figure 43: Consumers who have drunk whiskey/whisky/bourbon in the last 12 months, by method of consumption, by gender, NI and
Rol, December 2014

Mature consumers primary whiskey drinkers in NI, but not Rol

Figure 44: Consumers who have drunk whiskey/whisky/bourbon in the last 12 months, by method of consumption, by age, NI and Rol,
December 2014

Rum drinkers more likely to take it with a mixer

Figure 45: Consumers who have drunk dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s) in the last 12
months with a mixer, by age, NI and Rol, December 2014

Brandy/Cognac/Armagnac more likely to be used by men and mature consumers

Figure 46: Consumers who have drunk brandy/Cognac/Armagnac (eg Three Barrels) in the last 12 months on its own, by age, NI and
Rol, December 2014

The Consumer — Usage of Liqueurs

Key points

Cream-based liqueurs most used type of spirit
Figure 47: Types of liqueurs drunk in the last 12 months, by method of consumption, NI and Rol, December 2014

Cream liqueur usage higher among Irish women compared to men

Figure 48: Consumers who have drunk cream-based liqueur (eg Baileys) in the last 12 months on its own, by gender, NI and Rol,
December 2014

Figure 49: Consumers who have drunk cream-based liqueur (eg Baileys) in the last 12 months on its own, by age, NI and Rol,
December 2014

Non-cream liqueurs most likely to be drunk on their own

The Consumer — Characteristics Associated with Spirits

Key points

Vodka strongly seen as being a good mixer/good for cocktails
Figure 50: Top three characteristics associated with vodka (eg Smirnoff, Absolut etc), NI and Rol, December 2014

Whiskey strongly associated with being authentic and being a drink to savour

Figure 51: Top three characteristics associated with whiskey/whisky/bourbon (eg Glenfiddich, Bell’s, Jameson, Jack Daniels), NI and
Rol, December 2014

White rum seen as versatile
Figure 52: Top three characteristics associated with white rum (eg Bacardi, Malibu etc), NI and Rol, December 2014

Dark rum seen as trendy and versatile

Figure 53: Top three characteristics associated with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s), NI and
Rol, December 2014

Irish consumers view cream and non-cream liqueurs as something to be savoured

Figure 54: Top three characteristics associated with liqueur (including cream-based and non-cream based liqueur), NI and Rol,
December 2014
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The Consumer — Factors for Premium Spirits

Key points

Taste is the key factor in defining a premium spirit
Figure 55: Factors that consumers associate with premium spirits, NI and Rol, December 2014

Rol consumers seek superior taste

Figure 56: Consumers associate a ‘Clear difference in taste to a cheaper variety’ with premium spirits, by gender, NI and Rol,
December 2014

Unique tastes of flavours important to a third of Irish consumers

Brand more important to Rol consumers compared to NI consumers

Figure 57: Consumers associate being produced by a well-known brand (eg Bacardi, Smirnoff, Gordon’s) with premium spirits, by
aender, NI and Rol, December 2014

Provenance seen as an important trait in premium spirits

Figure 58: Consumers associate being produced in the traditional country of origin (eg Polish Vodka, Caribbean Rum, Irish Whiskey)’
with premium spirits, by gender and age, NI and Rol, December 2014
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Figure 59: Types of spirits that consumers have drunk in the past 12 months, drunk on its own (neat), by demographics, NI, December
2014

Figure 60: Types of spirits that consumers have drunk in the past 12 months, drunk on its own (neat), by demographics, NI, December
2014 (continued)

Figure 61: Types of spirits that consumers have drunk in the past 12 months, drunk on its own (neat), by demographics, NI, December
2014 (continued)

Figure 62: Types of spirits that consumers have drunk in the past 12 months, drunk with a mixer (eg cola/tonic), by demographics, NI,
December 2014

Figure 63: Types of spirits that consumers have drunk in the past 12 months, drunk with a mixer (eg cola/tonic), by demographics, NI,
December 2014 (continued)

Figure 64: Types of spirits that consumers have drunk in the past 12 months, drunk with a mixer (eg cola/tonic), by demographics, NI,
December 2014 (continued)

Figure 65: Types of spirits that consumers have drunk in the past 12 months, drunk as part of a cocktail, by demographics, NI,
December 2014

Figure 66: Types of spirits that consumers have drunk in the past 12 months, drunk as part of a cocktail, by demographics, NI,
December 2014 (continued)

Figure 67: Types of spirits that consumers have drunk in the past 12 months, drunk as part of a cocktail, by demographics, NI,
December 2014 (continued)

Figure 68: Types of spirits that consumers have drunk in the past 12 months, not drunk in the last 12 months, by demographics, NI,
December 2014

Figure 69: Types of spirits that consumers have drunk in the past 12 months, not drunk in the last 12 months, by demographics, NI,
December 2014 (continued)

Figure 70: Types of spirits that consumers have drunk in the past 12 months, not drunk in the last 12 months, by demographics, NI,
December 2014 (continued)

Figure 71: Factors that consumers associate with premium spirits, by demographics, NI, December 2014

Figure 72: Factors that consumers associate with premium spirits, by demographics, NI, December 2014 (continued)
Figure 73: Factors that consumers associate with premium spirits, by demographics, NI, December 2014 (continued)
Figure 74: Characteristics that consumers associate with vodka (eg Smirnoff, Absolut etc), by demographics, NI, December 2014

Figure 75: Characteristics that consumers associate with vodka (eg Smirnoff, Absolut etc), by demographics, NI, December 2014
(continued)

Figure 76: Characteristics that consumers associate with vodka (eg Smirnoff, Absolut etc), by demographics, NI, December 2014
(continued)

Figure 77: Characteristics that consumers associate with whiskey/whisky/bourbon (eg Glenfiddich, Bell’s, Jameson, Jack Daniels), by
demographics, NI, December 2014

Figure 78: Characteristics that consumers associate with whiskey/whisky/bourbon (eg Glenfiddich, Bell’s, Jameson, Jack Daniels), by
demoaraphics, NI, December 2014 (continued)

Figure 79: Characteristics that consumers associate with whiskey/whisky/bourbon (eg Glenfiddich, Bell’s, Jameson, Jack Daniels), by
demographics, NI, December 2014 (continued)

Figure 80: Characteristics that consumers associate with white rum (eg Bacardi, Malibu etc), by demographics, NI, December 2014

Figure 81: Characteristics that consumers associate with white rum (eg Bacardi, Malibu etc), by demographics, NI, December 2014
(continued)

Figure 82: Characteristics that consumers associate with white rum (eg Bacardi, Malibu etc), by demographics, NI, December 2014
(continued)

Figure 83: Characteristics that consumers associate with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s),
by demographics, NI, December 2014

Figure 84: Characteristics that consumers associate with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s),
by demographics, NI, December 2014 (continued)
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Figure 85: Characteristics that consumers associate with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s),
by demographics, NI, December 2014 (continued)

Figure 86: Characteristics that consumers associate with liqueur (including Cream-based and non-cream based liqueur), by
demoagraphics, NI, December 2014

Figure 87: Characteristics that consumers associate with liqueur (including Cream-based and non-cream based liqueur), by
demographics, NI, December 2014 (continued)

Figure 88: Characteristics that consumers associate with liqueur (including Cream-based and non-cream based liqueur), by
demographics, NI, December 2014 (continued)
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December 2014
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December 2014 (continued)
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Rol, December 2014 (continued)
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December 2014
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December 2014 (continued)
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December 2014 (continued)
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December 2014
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December 2014 (continued)

Figure 100: Types of spirits that consumers have drunk in the past 12 months, not drunk in the last 12 months, by demographics, Rol,
December 2014 (continued)

Figure 101: Factors that consumers associate with premium spirits, by demographics, Rol, December 2014

Figure 102: Factors that consumers associate with premium spirits, by demographics, Rol, December 2014 (continued)
Figure 103: Factors that consumers associate with premium spirits, by demographics, Rol, December 2014 (continued)
Figure 104: Characteristics that consumers associate with vodka (eg Smirnoff, Absolut etc), by demographics, Rol, December 2014

Figure 105: Characteristics that consumers associate with vodka (eg Smirnoff, Absolut etc), by demographics, Rol, December 2014
(continued)

Figure 106: Characteristics that consumers associate with Vodka (eg Smirnoff, Absolut etc), by demographics, Rol, December 2014
(continued)

Figure 107: Characteristics that consumers associate with whiskey/whisky/bourbon (eg Glenfiddich, Bell’'s, Jameson, Jack Daniels), by
demographics, Rol, December 2014

Figure 108: Characteristics that consumers associate with whiskey/whisky/bourbon (eg Glenfiddich, Bell’s, Jameson, Jack Daniels), by
demographics, Rol, December 2014 (Continued)

Figure 109: Characteristics that consumers associate with whiskey/whisky/bourbon (eg Glenfiddich, Bell’'s, Jameson, Jack Daniels), by
demographics, Rol, December 2014 (continued)

Figure 110: Characteristics that consumers associate with white rum (eg Bacardi, Malibu etc), by demographics, Rol, December 2014

Figure 111: Characteristics that consumers associate with white rum (eg Bacardi, Malibu etc), by demographics, Rol, December 2014
(continued)

Figure 112: Characteristics that consumers associate with white rum (eg Bacardi, Malibu etc), by demographics, Rol, December 2014
(continued)

Figure 113: Characteristics that consumers associate with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s),
by demographics, Rol, December 2014

Figure 114: Characteristics that consumers associate with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s),
by demoagraphics, Rol, December 2014 (continued)

Figure 115: Characteristics that consumers associate with dark/golden/spiced rum (eg Captain Morgan’s, Bacardi Gold, Sailor Jerry’s),
by demographics, Rol, December 2014 (continued)

Figure 116: Characteristics that consumers associate with liqueur (including Cream-based and non-cream based liqueur), by
demographics, Rol, December 2014

Figure 117: Characteristics that consumers associate with liqueur (including Cream-based and non-cream based liqueur), by
demographics, Rol, December 2014 (continued)

Figure 118: Characteristics that consumers associate with liqueur (including Cream-based and non-cream based liqueur), by
demographics, Rol, December 2014 (continued)

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/717264/
mailto:reports@mintel.com

	Spirits - Ireland - February 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Introduction
	Executive Summary
	Issues and Insights
	Trend Application
	Market Overview
	Strengths and Weaknesses
	Market Size and Forecast
	Market Segmentation
	Who’s Innovating?
	Companies and Brands
	The Consumer – Usage of White Spirits
	The Consumer – Usage of Dark Spirits
	The Consumer – Usage of Liqueurs
	The Consumer – Characteristics Associated with Spirits
	The Consumer – Factors for Premium Spirits
	Appendix



