
Consumer mega trends
underpin our confidence in 

the future of Single Malt

GREGOR MINA

Global Head of 
Insights & Innovation



Single Malt will continue to benefit from foundational 
consumer drivers that continue to accelerate 
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These drivers have resulted in 

Single Malt consistently … 
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recruiting new
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B u t  w h y  h a s  i t  s u c c e s s f u l l y  r e c r u i t e d
m o r e  c o n s u m e r s  t h a n  o t h e r  c a t e g o r i e s ?

Single malt meets 
consumer needs & 

aspirations better 

than other spirits

A growing number 
of consumers can 

afford to buy it

1
2
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For many Single Malt is the 

“Original Craft” category… 
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Single malt’s 4P’s make it 
the original craft category

P R OD UCT  P R OV EN A NC E  P R OC E SS  P E OP L E
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RARE  

S I N G L E  M A LT  

R ar e  s ing le  mal t  w h i s ky  

i s  t h e  b e s t  p e r fo r mi n g  

luxu r y  a sset  ov er  t he 

past 10 years…

    

O u t - P e r f o r m e d  

T h e  S & P  5 0 0

IS REVERED

Price change over 10 years (%)

Rare Single Malt

+280%
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Ongoing “Societal” and “Attitudinal” trends 
have propelled Single Malt into the Zeitgeist of today
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“Societal trends” make Single Malt more 

accessible to more people than ever

Growing 
Affluence

Expanding 
Middle-Class

Younger 
Consumer 

Base

Partner Conference 202410



1880     1890     1900     1910    1920     1930    1940     1950     1960    1970     1980     1990    2000     2010     202 0  2030

Lost Generation 1883 - 1900

Greatest Generation 1901 – 1927

Silent Generation 1928 – 1945

Baby Boomers 1946 – 1964

Gen X 1965 – 1980

Millennials 1981 – 1996

Gen Z 1997 – 2012

early 2010s – mid 2020s

Alpha 

And there are more people than 
ever before…

…and they’re getting younger
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To day ,  G en X  a r e  t he  b i g g es t  
sp end er s ,  mak i ng  u p 2 3 .5 %  of  
t o t a l  g l oba l  s pend ing

By  2 0 3 4,  Ge n Z  i s  ex pe ct ed  t o  
le ad g lob a l  s pen d in g  g r ow t h ,  
ad d in g  $ 9  T r i l l i on

S P E N D S  M O R E
E V E R Y  G E N E R A T I O N

THAN THE ONE BEFORE 

Partner Conference 202412

S o c i e t a l  D r i v e r s



2 0 2 4 2 0 3 4
Gen Z

Gen X $25.4B

$5.7B $16.0B

$9.8B $22.4B

$13.9B

+10.9%

+8.6%

+6.2%

Millennials

Baby Boomers $12.3B $13.6B +1.0%

I n  t o t a l ,  M i l l en n ia l s  an d Ge n  Z  w i l l  s pe nd  

m or e  o n S p i r i t s  t h an  o lde r  G e n er a t io ns
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Younger  cohor ts  
v a l ue  lu x u r y  m or e

Mi l len ni al s  more  l ike ly  to  seek lu xu ry  

i tems  th an other  Gen erat ion s

Economi ze  d i f fe rent ly  to  Baby Boomer s ;  
reduc ing f requ ency not  qua l i t y
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S i n g l e  M a l t  w i l l  
c o n t i n u e  b e i n g  
p r o p e l l e d  b y  
g r o w t h  o f  t h e  
m i d d l e - c l a s s e s

Gl oba l  m i dd l e  c las s :  3 . 8  b i l l i o n

Gr o win g  by  1 6 0 m i l l io n/ year

A s ia  acc oun t s  f o r  40 %  g r o wt h

C h in a h as  l a r g es t  m id d le  c l as s

S ha re  o f  g l oba l  
mid d le  c la ss  b y  r egi on  

2030

Asia Pacific

Europe

Americas

Middle East and North Africa

Sub-Saharan Africa
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WEALT HIER

P e o p l e  i n  d e v e l o p e d  c o u n t r i e s  
h a v e  b e c o m e  w e a l t h i e r

I n  E u r o p e   b i g  g a i n s  i n  C z e c h i a ,  

H u n g r y ,  S w e d e n ,  U K ,  G e r m a n y ,  
P o r t u g a l ,  B e l g i u m ,  &  F r a n c e

C h i n a ,  w i t h  i t s  h u g e  p o p u l a t i o n ,  
g a i n e d  w e a l t h  a l m o s t  a s  f a s t  a s  

K a z a k h s t a n  –  a  m a j o r  p r o d u c e r  o f  

o i l  &  u r a n i u m

% change 

in net worth

2010-2023

PEOPLE ARE BECOMING

OVER T HE LAST 13  YEARS :
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By 2047 the middle class and rich will outnumber the poor in most nations
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T h e  U . S .  h a s  t h e  m os t  

m i l l i o n a i r e s  g l o b a l l y ,  w i t h  3 8 %  

( 5 . 4  m i l l i on ) ,  m or e  t h a n  

I r e l a nd ’ s  p op u l a t io n

% change 

in wealth

2010-2023

C h i n a  ha s  1 3 %  o f  t he  w or ld ’ s  

m i l l i o n a i r e s ,  b u t  1 5 , 2 0 0  a r e  

e x p e c t e d  t o  l e a v e  i n  2 0 2 4

W e s t e r n  E u r o p e  h a s  t he  s a m e  

n u m b e r  o f  M i l l i o na i r e s  a s  As i a  

IN MORE PLACES THAN EVER

THERE ARE MORE 
M I L L I O N A I R E S
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Eu r ope  g r ow ing  +2 9%

N or t h  A mer ic a ad ded  2 .7  
m i l l io n  m i l l ion a i r e s  i n  t h e  

pas t  se v en year s

La t in  Ame r ica and  A f r ic a  
ha ve  ha d n o c han g e

North America

Asia-Pacific

Europe

Middle East

Latin America

Africa

% Change
5.2M

5.5M

4.5M

7.9M

7.4M

5.8M

900K

600K

200K

600K

600K

200K

Population

+52%

+35%

+29%

+50%

+0%

+0%

M I L L I O N A I R E  
P O P U L A T I O N S
H A V E  B E E N  G R O W I N G
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Single Malt has attributes & benefits 

which meet consumer needs better 

than other spirits categories



The Single Malt category benefits 

from “Attitudinal” drivers:

Fewer But 
Better

Premiumisation
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DRIVING



Fewer But 
Better

Re duc i ng  q uant i t y  bu t  no t  
qua l i t y

P r io r i t i z ing  ov er  Co nv en ien ce

A  de s i r e  fo r  p r e mium,  ev er y day  
lu xu r y

A t t i t u d i n a l  D r i v e r s
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Premiumisation

Ex pectati ons  are  r i s i ng

Lux ury  becomi ng  
everyday

Craf t a lcoho l  in  
main st ream
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Source: CGA by NIQ, 2023

5%

5%

20%

39%

31%One Luxury / Super Premium Quality Drink

Two High Quality / Premium Drinks

Three Medium Quality Drinks

Four Standard / Low Quality Drinks

Five Value / Entry Level Drinks

Th e  po s i t i ve  im pa ct  o f  th e s e  “a t t i t ud ina l ”  d r i v e rs  

c an  be  s e e n w h en  a sk in g  co n s um e rs  i f  t h e y ’d  p re fe r…
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Since 2020, global events have given rise to new influences…
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2020 sped 
up change

C a t a l y ze d  n e w  t r e n d s :  
a  d e c a d e  o f  c h a n g e  i n  
j u s t  o n e  y e a r

D i g i t a l  t ra n s f o rm a t i o n  d r i v e r  i n  
l u x u r y  r e t a i l

H e a l t h  a n d  w e l l n e s s :  h e i g h t e n e d  
f o c u s ,  r i s i n g  d e m a n d
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But these new trends compliment, 

not contradict, "Fewer but Better"
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Health 
Is Wealth

Post-Covid, people value wellbeing & 
health more

Results in less frequent and lower 
consumption

People seek fewer but better-quality 
moments
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Mainstreaming 
of moderation

M i l l e n n ia l s  la r g e s t  g r o u p  o f  n o / l o w  

c on s u m e r s

3 9 %  o f  G e n  Z  ( 1 8 - 2 4 )  d on ’ t  d r i n k  

a l c oh o l

G r o w t h  d r i v e n  b y  l i f e s t y l e  c h o i c e s
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G l o b a l l y ,  h e a v
L igh t  &  Me d ium  c o ns u mp t io n  o f  s p i r i t s  i s  i nc re a sin g  as  c o ns u me rs  

pr e miu mis e  an d fo cu s  o n  fe we r  bu t  be t te r  c on s u mpt io n  o c c as io ns
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Rise of 
Mindful Living

Mindful consumption vs. mass 

production

Driven by younger people

Authentic, hand made products
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We’ve now seen how Single Malt is 

perfectly positioned to continue recruiting
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Post-COVID, there’s been a major re-evaluation 
of the importance of connection and spending time together

Partner Conference 202433



Human 
Connection

People increasingly value more meaningful 
connections in their everyday lives

Connection, sharing, & spending time together 
can be digital or physical

Finding their tribes | Authentic connection

of 18-44-year-olds engage in 

digital communities, more so than 

they do in real life communities. 48%
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• Social interactions have shifted with a focus on 
connection rather than consumption

• Consumers prioritize the experience of socializing over 

the effects of alcohol

• This new social interaction is centered around people, 

wishing to overindulge in each other, not in alcohol!

H u m a n  C o n n e c t i o n

S ing le  Ma l t  i s  un iq ue ly  p la ced  t o  gr ow sha r e  o f  
P os t - C OV ID  soc i a l i z i ng occas ions



Our goal is to recognise all forces 

shaping the Single Malt category
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Understanding Single Malt 
Consumers Better



how consumers engage with the category

38 Partner Conference 2024

We’ve invested in research so that we

better understand…

their expectations of brands 

how brands meet different consumer needs



39

"Your customers are really other people’s customers 
who occasionally buy you“ 
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Byron Sharp



Unlock brand growth by understanding how to 

recruit consumers more effectively

Partnering with 
Global Experts

Understanding 
Human 

Emotions

Leveraging 
our portfolio
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We invested in three major global studies

Partner Conference 202441



42 Partner Conference 202442

Why?

So what?

Key outputs

Category 

Drivers

To understand 

Shopper behaviours 

Consumers are more 

similar than different

Key growth drivers to 

overcome barriers

1 Kantar 

Pathways

To understand what 

drives Consumer 
Demand

Packaging is the most 

important driver of 
Consumer Demand

How packaging can 

drive taste and quality 
messaging

2 Kantar 

Needscope

To understand 

how brands meet 
consumer’s emotional 

needs

Brands that connect 

emotionally are in 
more demand

A framework to guide 

how our brands meet 
emotional needs

3



We understand HOW Malt shoppers 

interact with the category…

Gifting Replenishing
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By adding consumer insights, 

we now understand WHY…
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What consumers told us:

Simple 
navigation 

aids choice

Emotion 
influences 

choice

Trusted
brands guide 

choice
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We followed up the category learnings with a global Pathways 
study to better understand the factors driving consumer demand
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Importance to Brand Equity

ATTRACTIVE 
PACKAGING

INTRIGUING 

HISTORY

MODERN

TRADITIONAL

TASTE TO 

SAVOUR

HIGH 
STANDARDS

EXCEPTIONAL 

QUALITY

LUXURY

EXPENSIVE TREAT 

MYSELF

PROUD TO 

DRINK

GIFTABLE

PREPARED 

TO PAY 

MORE

FOUNDATIONAL LEVERS: EXPERIENCE LEVERS: EMOTIVE OUTCOMES:

Functional Emotional

Different

Salient

Meaningful

Th e s e  imp or t an t  lev e rs  c o ns i s t  o f  3  c at e go r ie s :  

Fu nd am en t a l ,  Exp e r ie nc e ,  &  Emo t iv e
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49

Attractive Packaging 
is the most important driver of equity 
in the Single Malt category

T h is  i s  foundat ional ,  underp inni ng  
mos t other  percepti ons  that  l adder  
to  Deman d an d P r i c i ng  Power
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K e y  L e a r n i n g



50

Taste & Quality 
are the second most important drivers

Thes e b rand levers  are  inheren t ly  
exper ient ia l  

Packag ing  can u nlock  a d i rect  rou te  
to  he lp i ng  l and taste  and qua l i ty  
mess agi ng
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K e y  L e a r n i n g



51

Authentic story-telling 
drives emotional connections

S tory- te l l i ng  can  be perce ived as  
modern or  t rad i t ion a l  depen din g 
on  the  b rand

Storytel l ing c reates l ong- las t ing  
memor ies  that  d r ives  sa l i ency
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K e y  L e a r n i n g



Consumers told us that Emotion influences 

their purchase choice

Simple 
navigation 

aids choice

Emotion 
influences 

choice

Trusted brands 
guide choice
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How can our brands can better meet 

consumer’s emotional needs?
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The Six Emotive Territories

Clear framework of the different emotive positions

Partner Conference 2024

N e ed Sc o pe  i s  a  f ram e wo rk  wh ic h h e lps  b ran ds  p os i t io n  t he m se lv e s 

i n  c le ar  e m o t iv e  t e r r i t o r ie s  t h a t  me e t  c o ns u me r s em o t ion a l  ne e ds
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Reassuringly 

High-Quality

Mellow & 

Comforting

Rewarding Wind-

Down

Sophisticated & 

Rich

Feels Exclusive, 

Special

Prestigious 

Opulence

Innovative  

Impact

Intense Richness Feels DaringPopular 

Versatility

Rounded & 

Smooth

Shared Pleasure

O ur  b r an ds  o c cu py  d i s t i nc t  e mo t io n a l  t e r r i t o r ie s ac r os s  t h e  c at e go ry
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This allows us to use our portfolio to meet distinct 
consumer needs & play in different occasions

And to help shape brand strategy
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Emotive clarity 

and consistency 
drives success

Emotive brands 

are more in 
demand

To understand 

brands' 
emotional impact



How our brands can recruit 

more effectively
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Consumer recruitment has been crucial 

to Single Malt’s current success…

…and future growth
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