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rindiamo Group is a consultancy firm dedicated exclusively to the
global wine and spirits industry with offices in the USA and affiliate
representatives in Europe.

We are skilled advisors who have been in your shoes. Brindiamo Group’s
partners and affiliates have owned and operated successful beverage
companies, distributors and import companies (public and private) and
played an instrumental role in the growth of the beverage industry.

Brindiamo Group’s seasoned professionals have well-established
expertise, including a deep understanding of the beverage industry,
including distribution, import, agency, spirits, wine and beer. We have
the expertise, the resources, and the wealth of experience to successfully
complete all types of industry transactions. 

As we mine this multi-billion dollar industry ($70 billion in the U.S.
alone) for useful data to share, it’s clear that everything is in a constant
state of flux. It might be best thought of as an organism; all parts
interconnected, each impacting the other and each with the potential to
influence the whole. The result is an “advance or retreat” dynamic, with
companies, both large and small trying to maintain at least the status quo,
stick with what they do best, while simultaneously being pulled toward
change as global economic conditions evolve and as consumer behaviors
shift. And, most significantly, there is always pressure to keep prices
manageable as costs inevitably rise year after year. The sheer wealth of
information available can be daunting, having to sift through seemingly
countless articles, survey and reports – both independent and govern-
ment. Then it dawned on us, “why not assemble the best information we
find in one place?”  

FROM
BRINDIAMO

GROUP

An Introduction

B



Brindiamo Group   • Industry Observer Series   • Distilled Spirits 2www.brindiamogroup.com

Such an endeavor is a first for us. It’s our hope you’ll find it useful and
beneficial through the year.

Maybe it will even be an eye-opener.  For instance, to say that there
are areas of the distilled spirits industry that are – not to be too
dramatic about it – shrouded in a degree of mystery, would not be
an exaggeration.

Take the oak barrel: a centuries old tradition for aging both wine and
spirits. Today, oak barrels are manufactured all over the world. Of course,
France and its famous forests get a lot of press, but Hungary, Spain, China,
Germany and many other countries are serious contenders. And let’s not
forget American oak. Articles mention shortages, but try to find actual
stats – nothing. Try to find sales figures – apparently nonexistent,
although we suspect that there may be such figures in reports published
by services to which one has to pay subscription fees, then pay additional
fees for reports.

There are also murky areas in the industry, as evidenced in this quote
from American Distilling Institute’s 2014 Distillers Resource guide, from
the Rectifiers section: “Technically, not all the companies listed below are
bottler/rectifiers. Some are simply brand owners that contract out bottling
to another company. There are often long corporate and contractual trails
that an independent Bourbon takes, from distiller to bottler to brand
owner/distributor, which makes it hard to identify who produces, bottles
and/or owns any given independent whiskey.”

After all the digging, collecting and checking, the facts were in. Through-
out the process, Brindiamo Group’s team of researchers had one goal in
mind: use our best intelligence gathering and organizational methods to
bring our clients, partners and friends the most up-to-date and relevant
data, collected from reliable sources.
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More than ever, the industry’s top
echelon are taking an aggressive global
view, nurturing markets and attracting
new consumers in countries all over the
world. Teams are engaged to manage
specific regions, enabling them to
respond quickly to the needs and
changes in customer demand.

A UNIVERSAL TREND

TOWARD PREMIUMISATION

Every major spirits brand is looking to
capture more market share through the
extremely popular (and currently prof-
itable) practice of brand upscaling or
“Premiumisation.” The strategy is a
simple one: create a high-end product
that appeals to the consumers’ desire for
luxury items, status, and sophistication.
The premium product then, by asso-
ciation, elevates the entire product line.
The spirits marketplace is exploding
with premium products.

This practice of premiumisation has
catapulted whisky makers ahead of their
vodka counterparts in the two years
with their flavored spirits. Vodkas have
responded in kind, with some brands,
such as Pinnacle, boasting over 40 flavors.

Gins are no exception, with botanical
infusions, oak barrel aging, and the
additions of flavors from fruits, flowers,
vegetables and smoked woods.

Whiskies are leading the pack with more
rarified aging and flavoring processes,
with what looks to be 2015’s most
popular additive, honey.

Rum is on a slow, labored ascent. Planta-
tion Rum founder, Alexander Gabriel
sees rum as a spirit that is enjoying a
period of being rediscovered, particularly
aged rum. “It’s not going to happen
overnight… this is a category that will
progressively grow as quality increases.”

Tequila consumption has gained more
ground in the last year. It, too, is touting
more high-end product, moving away
from its down-and-dirty-do-a-shot
image into the realm of a refined drink
to be sipped and savored for all it
flavor nuances.

Rabobank, in its 2015 report for the
second quarter, echoes the global push by
all serious brands toward premiumisation,
confirming that this dynamic trend driv-
ing revenue and margin growth is
expected to continue throughout 2015,
with no foreseeable end in sight. It also
urged the big brands learn to adapt and
respond quickly to emerging trends, and
most importantly, abandon the reactive
posture that’s become their habitual
stance and instead take the lead, becom-
ing the trendsetters. Rabobank beverage
analyst, Elena Saputo, contends that to
entice new consumers, “producers will
have to find new ways to capture their

THE
LONG
VIEW
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imagination. In order to stay relevant,
they will have to innovate, introducing
new products and brands.” This is just
as true in China, whose consumers are
trading down instead of up.

THE ART AND CRAFT OF “CRAFTING”
There is an undeniable renaissance in the
manufacture of countless “designer” or
“small batch” spirits of all types. The
resulting products, it could be argued,
approach a kind of high art. With unique
and impressive packaging (everything
from bottle shape to label design) they
command an impressively high price
point. Small distillers have increased from
about 92 in 2010, to over 700 by the end
of 2014. Touting esoteric names, and
made with rarified ingredients such as
unusual combinations of botanicals,
the spirits appeal to the connoisseur
in all of us.

As more and more of these small local
brands surface, a heated debate has
mounted as to the precise definition of
“craft” and “crafting.” No one seems to
be able pin it down succinctly enough to
formulate any kind of standards or
practices for what qualifies as a “craft”
product. Consequently, it’s an easy claim
to make, with the burden of proof on
the “crafter.” One thing is sure; at its
best, the crafting craze is hot on the
heels of the “farm to table” movement
that is overtaking the food industry.
Restaurants boast locally sourced cuisine
– everything from the ingredients in their
salads to the grass-fed beef from a farm
less than twenty miles away. Consumers
of all economic and educational strata
have shown they care deeply, not only
about what is being put into their food,
but where it comes from and how it was
produced. Their caring is demonstrated
in the fact that they are willing to pay
more for such items.
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Is it any wonder that the makers of fine
spirits are following suit? For instance,
when a vodka’s provenance reveals that it
is quadruple distilled and infused not
with processed extracts (like the big
brands) but with fire-roasted organic
ghost peppers, what heat-loving vodka
aficionado isn’t going to want to try it?
It’s rarity and preciousness have taken on
a collector’s item status with its vintage-

look frosted blue glass bottle and its batch
and bottle number handwritten on a
beautifully designed 1940s-style label
reminiscent of WPA poster art. Each in-
gredient and its source is listed, right
down to the name of the local mountain
spring that supplies the water. And the
guy holding that bottle, believeing every
word on it is probably thinking, “What-
ever crafting is, this vodka must be it.”
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HERE COME THE MILLENNIALS

The influence of the “millennials” is
particularly demonstrated in urban
centers like Los Angeles, San Francisco,
Chicago, Austin, and of course, New York
City and its outlying boroughs. A recent
foray into the Greenpoint region of
Brooklyn saw a group of five young men
and women spend nearly one thousand
dollars on a seven bottle assortment of
gins, vodkas and tequilas. The bottles
alone could have qualified as sculptures,
the labels as fine art. Among the exotic
spirits they purchased were a gin with
elderflower, coriander, chamomile,
cinnamon and blue ginger as well as the
world’s only vodka distilled from oats.

As the millennials acquire more aware-
ness and income, young adults between
twenty-five and thirty-five are always on
the lookout for something new and diff-
erent. They are being taken increasingly
more seriously, as they now account for
20% of people of legal drinking age.
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The U.S. is seeing continued volume
growth, however, the rate of that growth
is slowing. Despite the slowdown, the
popular trend of premiumisation is on
the rise, particularly with whiskey.

The pressure to keep prices competitive
is proving to be a double-edged sword.
Upwards trends in the sales of premium
and “super premium” single malts
scotches as well as high-end vodkas are a
key factor in keeping average prices on
the rise. With such practices under-
standably more expensive in every area
from production to promotion, the
conundrum is: how is it possible to
keep costs down?

Add to that the fact that spirits are among
the most heavily taxed products on the
market. Retail sales for domestic spirits
hit $70 billion, with $20 billion of that in
generated taxes. The constant threat of
tax hikes looms large over the entire in-
dustry as municipalities move to increase
State Hospitality Taxes. To the relief of
producers, eleven major tax threats were
defeated in eleven states in the last year.

2014 showed volume growth up 2.2%
and revenue growth up 4.0% from 2013.
Over half the spirit segment volume
growth went to flavored whiskies, stealing
market share from imported flavored
vodkas which suffered a corresponding
5% decline in sales.

Last year also saw California, Maine,
Idaho, Mississippi and Ohio join ranks
with forty-one other states that have
relaxed their laws and now allow some
form of spirits tastings. This has given
rise to an explosion, on the local level,
of one of the most effective and trend-
worthy practices that the wine industry
has enjoyed for many years: the tasting.
Now, stores can offer their walk-ins the
chance to taste a selection of spirits from
any category.

With a little investment of time, product
and planning, such tastings become a

HERE
AT

HOME
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mini-event. The most common tastings
are free, with participants being allowed
to taste up to half a dozen featured
varieties of whatever the seller prepares.
The possibilities are endless: showcase
only one type of spirit like gin, or, offer
a progression from one spirit type to
another. The stores that put real thought
into their tastings, and who create an
atmosphere of open friendliness with a
personable “host” to guide customers,
find themselves rewarded with an en-
hanced revenue stream. The opportunity
to upsell customers on product is
optimized; they are more likely to try
something new, having been offered a
memorable experience tasting free of
charge. They’re primed for purchasing
and may walk out with considerably
more product than they would have
without the event.

The tasting trend in spirits stores stands
in stark contrast to the grocery industry.
Although it’s not unusual to see a selec-
tion of wines and beers in supermarkets,
only twenty-seven out of all fifty states
allow for the sale of spirits. A holdover of
the 18th amendment to the Constitution
introduced in 1919 (also known as Prohi-
bition), state laws are a smorgasbord of

confusing, and even absurd stipulations.
Take Colorado – spirits sales are permit-
ted in grocery stores only if the establish-
ments is licensed as a drug store. In
Pennsylvania, where all spirits are sold
exclusively by state-run stores, grocery
stores may only sell alcohol by the glass,
provided the store has a separate opera-
tion as a restaurant with its own entrance.

Source: Distilled Spirits Council

Huffington Post
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Finally, social media is buzzing, with all
producers trending to facebook and
twitter to maintain a presence and
attract more “friends.” It’s working.
Barcardi boasts 8,102,328 likes. Jim
Beam – 2,356,846. Evan Williams
Kentucky Bourbon, with its 230,749
“likes” may have a long way to go to
catch up, but with country music’s
singer/composer, Kip Moore starring in
their videos on youtube, they are steadily
garnering fans. The social media arena is
far too extensive to go into here. But
producers are being urged to exercise
caution. Since it’s virtually impossible to
limit who views a facebook page, the
dangerous appeal of spirits to underage
teens is of genuine concern.

The laws, the tax battles and the necessity
of acquiescing to ever-evolving trends and
the “next big thing” surrounding the spir-
its industry are never going to go away.
Accordingly, producers must continually
acknowledge the increased awareness of
US consumers. A National Restaurant
Association study shows that 46% of
consumers are growing in sophistication
and adopting more adventurous tastes.
With more refined taste comes the
appreciation of quality and the willingness
to demonstrate that appreciation through
purchasing power and that, for the time
being, is precisely what the spirits in-
dustry must both tap into and nurture.
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Whiskey

They are flavors no one usually associates
with whiskey: cinnamon, cherry, honey,
vanilla, blackberry, salted caramel and
peach. And, we suppose it had to happen
sooner or later: pumpkin spice. Dylan
said, “don’t criticize what you can’t
understand,” so, maybe a little under-
standing is in order since Sons of
Liberty’s winter release Pumpkin Spice
took Best in Category at last year’s World
Whiskey Awards. Still, most of these
flavor experiments have been dubbed
“starter whiskies,” aimed squarely at the
youth market. It’s easy to picture get
togethers in college dorms, frat parties
and celebrations that once fortified the
punch with peppermint schnapps and
other “candy” flavors seeing these new
whiskies as a sophisticated step up.

With the major brands scrambling to at-
tach themselves to celebrities, unlikely
partnerships are being forged. For the
first time in 220 years, Beam has attached
itself to a star and unveiled the “Make
History” promotion with popular actress,
Mila Kunis. Sure enough, there she is in
the Beam cellars, dressed in black and
wearing work gloves while telling us the
Beam family has always done things “their
own way.” As she speaks, she swings a
wooden mallet, securely tapping the bung
in place on a 53-gallon barrel. You can

almost smell the sweet char as she takes
a branding iron from a roiling forge and
burns her own name into the barrel head.
She informs us that Beam ages its whiskey
twice as long as required by law. Rolling
her barrel out on its shelf so we can see
her brand, and with a wry tough gal
smile, she tells us, “So, in four long years,
I’ll be back for this one.” It’s short,
moody, evocative and definitely makes
you want to taste that whiskey. And unlike
most brands that are clearly aiming to
target men, this Beam commercial has
leveled its sights on men and women
alike. With other new products like Sin-
gle Barrel, Kentucky Fire and Signature
Craft, Beam is hoping to leave the rest
of the pack behind.

But other brands are racing to the finish
line as well. It’s hard to tell who’s lining
up behind who – the sponsors behind the
brands, or the brands behind the spon-
sors. There are heavily publicized bass
fishing events, championship bull riding,
bartender competitions, tailgating tours.
Even the world’s most famous mouse has
raised a glass of Evans Williams’s whiskey
as part of “The Disney Experience of
Bourbon Tours.”

BLAZING BRIGHT:
THE SPIRIT

CONSTELLATIONS
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Rabobank’s second quarter report for
2015 confirms the strength of American
whiskies, Irish Whiskies and single Malt
Scotches. So far, the single malts are
enjoying an 11.2% growth spurt, with
countries like Taiwan and India as bene-
ficiaries. Bourbon and Tennessee whiskey
exports topped $1.56 billion by the end
of last year, yet warnings against “stag-
nation” for the rest of the industry are
being taken seriously. In order to turn
things around, Scotch producers are

urged to create new products with more
persuasive and imaginative campaigns to
hook consumers, especially the younger
ones who have not traditionally been
scotch drinkers.

Consumer fascination with whiskies, both
at home and abroad have made it the
undisputed industry leader, passing all
other spirits. Euromonitor, tracking 2014
domestic whiskey sales tracked a 7.4%
increase, with exports hitting a record
$1.02 billion. 2015 may well be whisky’s
biggest year yet.
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Gin

With its age-old ethereal juniper aroma,
purists may think gin is and always will be
the most distinctive of spirits, best left
alone. It’s place in “cocktail culture” is
secure, as literature on the classic gin
martini abounds. But the demand in the
marketplace and competition from the
other spirits relentlessly forces distillers

to push the envelope, experiment and
reinvent. Flavored gins are hot on the
heals of whiskies, vodkas and rums.

The latest report issued by the Inter-
national Wine and Spirit Records shows
global volumes of gin in an overall down-
turn even as premium and the so-called
“super premium” brands show growth,
although the premiums account for only
a little over 20% of sales worldwide. The
other 80% struggle to regain their strength.
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Surprisingly, the Philippines is in first
place, comprising over 40% of the
world’s gin market. Spain is the biggest
EU gin market, third in the world, and
here as with (it seems) everywhere else,
domestic brands slip while super premi-
ums continue to climb.

The U.S. is still   a formidable producer
as well as being the biggest importer of
gins from the   UK (although many UK-
label gins are produced here). Countries
like Russia, China, India (where some
Western countries actually have their gins
produced) and South America are
becoming increasingly gin-conscious.

2014 saw gin distilleries popping up all
over the U.S. Gin matured and aged in
oak casks is making an appearance, as are
more and more flavors from florals, fruits
and exotic herbs. Such products are being
touted as gins to value for their individual
flavor profiles. They are to be savored
for their ability to stand on their own,
without a mixer.

Consumer interest is fueling a movement
away from generic extracts and additives
and more toward local botanicals that
imbue the gin with its own identity,
becoming synonymous with its place
of origin.
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Vodka

With an illustrious history, this clear
spirit has survived the centuries, popular
since it was first produced in Russia
around the end of the ninth century.
Derived from the Russian word, “voda,”
meaning water, it was even known has
“hot wine,” for its extraordinary warming
qualities. In 1716, distillery ownership
became the exclusive right of the nobility.
Today, Vodka accounts for nearly one
quarter of all distilled spirit sales, and
continues to show annual growth, mostly
in the premium category.

Pernod Ricard’s report on Absolut Vodka
asserts that vodka, “characteristically has
no definitive taste,” which makes both
taste and quality “important selling points
to the marketers.” Vodka connoisseurs
would argue that even in its unadulterated
state it does indeed have subtle flavor
distinctions depending upon what grain
is distilled.

In addition, the wild popularity of
flavored vodkas is hardly new. From the
mid 1700‘s to the end of the century,
flavored or “aromatised” vodkas flour-
ished. Vodka producers in the sixteenth
century catered to the discerning tastes
with flavors like absinthe, acorn, anisette,
birch, calamus root, calendula, cherry,
chicory, dill, ginger hazelnut, horseradish,
juniper, lemon, mastic, mint, mountain
ash, oak, pepper, peppermint, raspberry,
sage, sorrel, wort and even water melon.

Although imported vodkas tended to
dominate in recent years, data from
NABCA for the year 2014 showed
domestic growth of 2.7%, while the
imports made a much poorer showing
at 0.4%. Chief among the domestic
vodka juggernauts are Tito’s Handmade
(which hit the 1 million case mark in
2013 and showed approximately 80%
growth in 2014) and New Amsterdam.
Their impressive showing of 240,000
case growth is even more impressive
considering that total domestic case
growth was less than 200,000.

Currently, there are three primary
challenges for vodka producers. First,
vodka is considered to be a mature in-
dustry, meaning that it’s typically hitting
an older demographic. All brands are
attempting to offset that by coming up
with innovations that appeal to a younger
consumer. Secondly, vodka tends to
engender brand loyalty. As a result,
consumers are reluctant to experiment,
particularly outside of their brand.

The third and final challenge is that there
is too much competition. With the prolif-
eration of so many vodka brands, each is
now jockeying to differentiate itself. In a
race to become known in the marketplace
as the highest quality, the best flavored/
non-flavored, the super-/ultra-premium,
the top domestic/imported, the top
award winner, etc., the race has become
more of an all-out struggle to survive.



Brindiamo Group   • Industry Observer Series   • Distilled Spirits 15www.brindiamogroup.com

Thus far, success seems to be contingent
upon fragmenting the market, with no
end in sight. Quoting again from Pernod
Ricard, “defining new niche segments,
like health and energy-based vodkas,
creates segments where these weaknesses
in coverage can be minimized.”

Regardless of its status as a “mature”
industry, it’s clear that in the coming
years, vodka producers will be innovating
continually to acquire greater market
share and attract younger consumers.
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Rum
While all distilled spirits have age-old
pedigrees, the origins of rum are unclear
to this day. It’s believed that rum’s ances-
tors were fermented beverages from
China and India. It was some of these
spirits, derived from the juice of the sugar
cane, that Marco Polo sampled in the
14th century, calling it “a very good wine
made from sugar.”

Not until the 17th century was it
discovered that sugar cane byproducts
such as molasses could be fermented and
later distilled. True rum seems to have
been born at that time in the Caribbean,
probably on the island of Barbados.
After wresting control of Jamaica In
1655, England saw fit to ration out rum
to it sailors. In Australia, rum tran-
scended being a beverage to drink and
became a form of currency. As its value
as a commodity increased, it also became
the province of smugglers and privateers
(a factor in Hollywood and pop culture
having made it the hands-down drink of
choice among pirates).

As if that were not murky enough for his-
tory, the word “rum”  is still being de-
bated over. Does it come from a British
slang term meaning “the best?” How
about from the Latin word “saccharum?”
In 1651, the term “rumbullion” shows
up. There are “rumboozle” and “rumfis-
tan,” popular drinks from 17th century
Britain, or “roemer,” a Dutch word
meaning a drinking glass.

One thing is clear. It’s been around a
very long time and it’s here to stay –
and once again, “premiumisation” is the
watchword. This all pervasive trend will
be a key factor in the rum industry. The

IWSR report Global Market Review of
Rum – Forecasts to 2015 reveal the pre-
mium market rum to be underdeveloped
in comparison to its vodka and whiskey
counterparts, although that is changing
fairly quickly. The outlook is optimistic.

There are certainly plenty of varieties:
dark rums from Jamaica, Haiti and
Martinique. Flavored rums range from
banana, citrus, coconut, mango, lime
and even starfruit. Gold or amber rums
attain distinctive color and strong flavor
from being barrel-aged, often in refur-
bished bourbon whiskey barrels. There
are light rums from Brazil or Puerto
Rico. There are over-proofed rums as
high as 150 or 160 proof. Spiced rums
run the flavor gamut from cinnamon to
rosemary to pepper.

As might be expected, by year end of
2014,  America’s rum market leaders
were the well known Captain Morgan’s,
capturing 34% of the market, Barcardi
neck and neck with 33%, and a far less
daunting showing by Malibu with 8%.
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The remaining 25% was spread across
all other brands.

But it’s the premium and super-premium
rums on which producers are pinning
their hopes. These are more in the cate-
gory of fine scotches, to be sipped and
savored rather than mixed. Money is
being poured into the marketing of such
products with event sponsorships, tele-
vision advertising and magazine ads so
extensive that they read more like books.

Expect 2015 to be the year that high end
rums explode onto the scene. Pulling out

all the stops, in June, Heaven Hill Brands
will release their long-anticipated 94 proof,
Admiral Nelson’s Black Patch Rum.

Of course, industry key players, Bacardi,
Diageo and Pernod Ricard are also on-
board, jockeying for position in what
they see as an ever-burgeoning market.
However, according to the RumFest
global rum ambassador, Ian Burrell, Asia
is at the forefront of the premium boom,
creating wider global awareness. He also
warns that such a trend may result in
brands cutting corners and making un-
substantiated claims about their products.
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TEQUILA

What other distilled spirit comes from
one place in the world and one place
only? Tequila can only be tequila if it is
produced in any of Mexico’s five states:
Jalisco, Guanajuato, Michoacán, Nayarit
and Tamaulipas. The greatest demand
for Tequila is exports, which now
accounts for almost 80% of the total
production. The past five years have
seen an average annual export growth
rate of 4.5%.

Since the 1980s, this native Mexican
spirit has been slowly but surely coming
into its own. Back then, its reputation
was marred by reports of its abrasive fla-
vor and its low-end prices. It also had to
fight its stereotyped image of a beverage
that is only imbibed as a shot requiring a
preliminary dose of salt, accompanied by
a flavor so intense that it has to be chased
with biting into a lemon or lime to “neu-
tralize” it. But times have changed.

Rap artist turned record producer turned
actor turned entrepreneur, Sean “Diddy”
Combs and industry leader, Diageo,
cemented a partnership last year to take
over DeLeón Tequila. The description
of its bottle alone reads more like that
of a top of the line car: “Displayed in a
stunning bespoke bottle made from
highest-quality fragrance-grade glass and
boldly tattooed with the distinguishing
mark of DeLeón, each expression in
the ultra-premium and luxury collections
is strikingly defined.” Combs even went
so far as to give competitor Patron a
highly controversial funeral which only
increased visibility and fueled the public’s
favorable perceptions.

Ocho Tequila founder, Jesse Estes has
confirmed that producers are hopping on
the bandwagon to “market their products
increasingly using ‘craft’ production
processes and being ‘small batch’ or
‘handmade’.” In keeping with the rest of
the spirit industry’s lining up behind this
trend. In 2014 5% of the growth for
tequila was powered by the most expen-
sive brands with the steepest price tags.

Tequila is climbing the steps higher and
higher to upscale. Esquire is touting
“Everything you’ve Wanted to Know About
Tequila But Were Afraid to Ask.” Web sites
abound with ratings – Business Insider’s
Top Ten, Mens Journal’s 18 Best, the
Huffington Post’s 13 Things You Never
Knew About Tequila, and even Fox News
is extolling the virtues of the drink and
touting the Five Ways to Celebrate
National Tequila Day (it’s July 24th).

Despite such promising developments,
tequila may be headed for a major crisis.
Blue agave, the plant tequila is derived
from, is facing a predicted 40% drop in
crop yield over the next three years.
Past shortages resulted in a 500% price
increase between the year 2011 and
2013. Experts now foresee a potential
100% price increase by 2018. Add to
this the devaluation of the Mexican peso
and rising inflation; independent growers
– the growers that the smaller distilleries
do business with, are suffering from
lower profits.
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One of the agave crop’s saviors is the
advent industrial agriculture, the mass
“contract farming” of blue agave. It is an
option – at least for the larger distilleries
that can afford it, and many been doing
it for years. It is the small to mid-sized
distilleries that will be in trouble; some
may have to shut down, others may
be snapped up by their larger counter-
parts through leasing, renting or
outright acquisition.

The bloom is definitely off the rose,
especially when the Tequila Regulatory
Council of Mexico itself has announced

that eight out of ten tequilas being sold
are fake. That is, 80% of current brands
are apocryphal, knock-offs, or pirated
brands. Sales of these pretenders is
excess of $500 million and climbing.
So far, over 400 pirated brands have been
identified, most of them being produced
outside Mexico. They meet neither the
quality standards nor the purity of true
tequila. In fact, the council warns against
consumption of such adulterated prod-
uct, citing harmful effects such as
“headache, vertigo and even blackouts
through respiratory arrest.”
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Needless to say, the incredible irony is
that Tequila is coming into its own as
never before. There is a boom, both in
awareness and demand, for high-quality,
genuine tequila. Global demand is
increasing. New flavors, better product,
celebrity spokespeople, more visibility
through youtube and social media have all
got tequila on an unprecedented upward
trajectory just as a massive agave short-
ages threaten to hobble its production.

That said, 100% authentic tequila is
destined to keep flowing freely. It’s
unlikely that consumers will notice
anything different about their favorite
tequilas  – except the price.
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hat’s next? We’ve seen that the entire industry functions very like an or-
ganism, as an elaborate and complex system of interconnected businesses.
Even the slightest change or innovation in one can impact everything.
This is particularly true for that part of the organism which is nature.
Wood shortages, agave shortages, water shortages, weather conditions,
crop yields, so many of these are out of our control. But this intricate,
multi-billion dollar network involved in getting the product from the
grain fields to the shelves in stores – none of it is going to disappear. In
the face of shortages, controversies and economic downturns, the spirits
industry will do what it has always done: adapt.

Regarding trends, one thing is always true: a trend makes its entrance, it
builds, it peaks, then dissolves as another one takes it place. Consider the
vocabulary of the trend of premiumisation. Brands have already labeled
products as “premium,” “super premium,” and “ultra premium.”
“Mega” might be the only one left. We believe that the terms “crafting”
and “premiumisation,” while unquestionably tied to some of the more
refined processes for producing superior spirits – are more in line with
the marketing than the creating. Spirit Industry leaders, and they enjoy
riding the crest of the premiumisation and crafting wave, would do well
to anticipate the ebbing of that wave by getting their agencies and PR
teams to focus on bringing about the “next big thing” while the current
ones continue to peak.

In the final analysis, it’s not the trends that count. Without a quality prod-
uct, sales fall. Profits: every spirits producer wants them; it’s only natural
– it’s big business. But it’s the consumers who express themselves through
their purchases. They are the final arbiters of which brands sell and which
ones turn the biggest profit. 

W

ON
THE

HORIZON

2015 and Beyond
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For the duration of 2015 and certainly into the next couple of years or
so, we’re going to see more of the following:

From Farm-to-Table
Consumers of all ages are demonstrating their preferences for all things
local. Membership shares in organic farm co-ops are replacing super-
markets as the place to get fresh fruit and vegetables. Restaurants that lo-
cally source there foods are wildly popular.  And because at this point in
time consumers are gravitating toward more flavorful products and to-
ward producers that are sourcing local ingredients and have connections
with their communities, craft distilleries are following their lead.

Brand Activism
The spirits industry is going to be doing more and more to demonstrate
that it has a social and environmental conscience. Barcardi is touting sus-
tainable business practices with its “Good Spirited – Building a Sustain-
able Future” campaign. We’ve seen that the barrel industry is now a major
force in reforestation and controlled harvesting.

Bombay Sapphire at Laverstoke Mill was the first and only distillery in
the world to be “outstanding” certified by BREEAM, the world's leading
design and assessment method for sustainable buildings. Bombay Sap-
phire’s distillery has a low carbon and renewable energy strategy that
earned it scores of over 90% in the Water, Materials and Waste sections
and 100% in the Energy and Management sections.

Initiatives that show consumers that the spirits producers have aligned
themselves with reducing harmful impact on the environment may well
be the next huge trend.

Consumer Engagement
Spirits brands are creating ever more powerful presences online though
their websites and social media. Actively involving your target audience
on the web and on smart phones is the goal. Videos games like air hockey,
football trivia, slot machines are still popular, although the spirits industry
is facing mounting pressure to curtail such games due to their appeal to
underage children. But with the advent of a self-regulation initiative taken
on by the Distilled Spirits Council, consumers can expect to find more
things geared toward adults: an App that can be used to determined if
your alcohol consumption has exceeded the legal limit. Another App will
give the consumer info such as the caloric content of the beverage they’re
drinking. Brands have also come out with trivia/educational Apps for
whiskey.

Healthy Spirits
For years, the wine industry has released many low-calorie, sulfite free,
and organic wines, Riding their coattails, spirits producers are already at-
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tempting to appeal to the health-conscious consumer with their own or-
ganic whiskies, gins, rums, tequilas and vodkas. Look for campaigns
geared toward boosting awareness of these products.

Celebrity Endorsements
Getting a celebrity behind a brand is one of the oldest marketing tactics
of all time. In the 1760s, Josiah Wedgwood, founder of Wedgwood pot-
tery and china, nay have been the first. Even author Mark Twain himself
endorsed two brands of cigars and Mark Twain Flour.

The results of a study, published in the Journal of Advertising research
athlete endorsements products will, on average, see a boost of 0.25% in
stock value, but even more impressive is that product sales will increase
by an average for 4%.

Today, the staggering amounts of money being paid for these endorse-
ments is unprecedented, a measure of the spirit industry’s confidence
and certainty that attaching someone famous to its brand will steer con-
sumer preferences and thereby increase sales.

FROM BRINDIAMO GROUP

To Our Clients, Partners and Friends,

If this, the first in our Observer Series has opened your eyes a little wider,
made you aware of something you didn’t know before, or, given you some
information that will help you in your own endeavors, then it has done
its job. Please fell free to cotact us with any questions. We would welcome
assisting you with your next strategic move. Please feel free to contact the
managing partners at the emails and numbers below:

Jef Hopmayer
Jeff@brindiamogroup.com
615.668.7696

Roy DeSha
Roy@brindiamogroup.com
615.948.4565



Brindiamo Group   • Industry Observer Series   • Distilled Spirits 24     www.brindiamogroup.com

Absolut Vodka plans bottle redesignNew
package to launch fall/winter 2015
April 28, 2015. bevindustry.com

Absolut Vodka launches design contest for
Chicago-themed bottle. March 15, 2013.
bevindustry.com

Alcohol marketing in the digital age.
digitalads.org

Best In show Award Winners 2015, San
Francisco World Spirits Competition.
http://sfspiritscomp.com

Bombay Sapphire Distillery Wins
International BREEAM Award for 
Sustainability. July, 2014.
http://distillery.bombaysapphire.com

Buckley, Hilary. 8 TOP SPIRITS PRE-
DICTIONS FOR 2015. www.uncorks.biz

Bunte, Brady. 2015 Shortage of Agave.

Celebrity Endorsement Through the Ages.
http://ibscdc.org

Conlon, Christopher T., 
Raoy, Nirupama, S. The Price of Liquor
is Too Damn High: Alcohol Taxation and
Market Structure. February, 2015.

Conrad , Marissa. Modern Distillery Age
January 30,2105. Volume 6 Number 4.

Consejo Regulador del Tequila (CRT),
tequila regulatory council, 2014
(www.crt.org.mx/EstadisticasCRTweb)

Cooper, Ben. Reasearch in Focus- Rum
Sector Reaping the Premiumisation Divi-
dend. March, 2011.
http://www.just-drinks.com

SOURCES
Counterfeit Alcohol - Coming Soon to a
Glass Near You? April, 2015.
http://www.globallegalpost.com

Clicking with Kids: Alcohol Marketing
and Youth on the Internet. Johns Hop-
kins Bloomberg School of Public Health.
http://www.camy.org

Distilled Spirits Council. 2014 Industry
Review. New York City. February 2015.

Five Facts About Jack Daniel’s Whiskey.
www.flask.com

Genoways, Ted. The Tequila Curse.
http://www.bloomberg.com

Hopkins, Amy. TOP 10 SPIRITS
TRENDS 2015. January, 2015.
www.spiritsbusiness.com

http://distilling.com

https://goodspiritsnews.wordpress.com

http://ibscdc.org

http://www.americancraftspirits.org

http://www.blackswanbarrels.com

http://www.bourbonbanter.com

http://www.infodrinks.com

http://www.latina.com

http://www.moderncooperage.com

http://springdesignpartners.com

http://www.tequilawisdom.com



Brindiamo Group   • Industry Observer Series   • Distilled Spirits 25www.brindiamogroup.com

SOURCES
Ian Chadwick Forum, 2012.
www.ianchadwick.com

Industry Review Supplemental Tables –
2014. New York Yacht Club.
Distilled Spirits Council.

Llodrá, David. THE WINEMAKER’S
GUIDE TO BARREL EVALUATION:
Methodology that Links Chemical and
Sensory Analysis, plus Experimental De-
sign. World Cooperage
www.worldcooperage.com

Malandrakis, Spiros. Gin’s Growth
Through Premiumisation: Humble
Origins and a Noble Future.
http://blog.euromonitor.com

Mayes, Steven. The Chemistry Of Using
Wooden Oak Barrels To Age Spirits. July,
2013. http://redheadoakbarrels.com

Message in a Bottle: Craft Spirits and
Stock Bottles 2013.
springdesingpartners.com

Musonera, Dr. Etienne.
Hemley, Dr. David. Analysis of Global
Marketing Strategies in Distilled Spirits
Industry: Absolut Vodka 

Nagarajan, S. Agave supply crisis and mit-
igation strategies for tequila distillers –
Agave price expected to rise by more than
100 percent by 2018.
bevindustry.com

Newman, Kara. TOP 50 SPIRITS OF
2014 – Standouts from the Spirit Realm.
Wine Enthusiast, Best of Year, 2014.

Patton, Janet. Bourbon Sales Up 7.4 Per-
cent in 2014; Exports Hit Record $1.02
Billion. Lexington Herald-Leader. Febru-
ary 3, 2015. http://www.kentucky.com

Pernod Ricard. Créateurs de convivialité.
Press Kit, Febrary 2014.
pernod-ricard.com

Przyswa, Eric. Protecting Your Wine–
Stop Counterfeiters From Selling Cheap
Imitations of Your Premium Brand.
Wines & Vines, August 2014.
winesandvines.com

Rabobank Spirits Quarterly: Q1, 2015.

Rabobank Spirits Quarterly: Q2, 2015.

RW/Fordaq . The oak price rise in US, a
problem for the French barrel market?
January, 2015. http://www.ihb.de

Sager, Ryan. Do Celebrity Endorsements
Work? Mar 21, 2011. marketwatch.com.

Sommelier Guide. The essential Guide
for Wine Professionals. Cooperage in
Spirits 2012. sommelierjournal.com

The Gin Market - A Global Picture.
http://www.ginvodka.org

Theron, Charl. The use of alternative
containers as barrels. WineLand, March
2014

The Secretariat of Agriculture, Livestock,
Rural Development, Fisheries and Food
(SAGARPA), agricultural association in
Mexico, 2014. www.siap.gob.mx/agricul-
tura-produccion-anual.

continued from previous page



Brindiamo Group   • Industry Observer Series   • Distilled Spirits 26www.brindiamogroup.com

SOURCES
continued from previous page

Top Ten Global Consumer Trends for
2015. www.thespiritsbusiness.com

Vokda History, Development and Origin.
http://www.ginvodka.org

Williams, Rhett. Science of Barrel Aging.
February 2013. www.shakestir.com

www.bevindustry.com

www.globallegalpost.com

www.knoxbarrels.com


