ALCOHOL SURVEY

Study

shows that

Gin is more popular than beer!
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o say that alcohol is an integral part of

South African life might be a bit of an under-
statement. With no less than four prohibitions
since March last year, and numerous periods of
restricted trading, our booze ban woes dominated
conversations and regularly made national — even
sometimes, global headlines.

It's not just about our love of the ubiquitous beer
around the braai and a glass of wine at the end of
every day. When it comes to alcohol, South Africa’s
top producers are internationally recognised, as
shown by Dutch giant, Heineken's recent move to
put in excess of €2 billion on the table to acquire
the Distell company and its suite of category-
leading brands.

We're, of course, also an acclaimed and
significant wine-producing country, and we hold
our own nicely when it comes to home-grown
brandies, liqueurs, ciders and gin. While we're not
the country of the heaviest drinkers on the African
continent — that's Nigeria — alcohol, its production
and consumption is woven into our nation’s
industry, wealth, and culture.

BrandMapp, a massive annual survey of more
than 33 000 South Africans living in households
with a R10 000+ monthly household income has

drilled down into our recent opinions and habits
during the alcohol-stressed pandemic times.

The survey focuses on a 30% segment of the
population who are relatively, moderately to very
wealthy. It's a sample representing 100% of the
country’s taxpayers and 80% of consumer income
and, therefore, spend in the formal economy.

Gin is now more popular than beer

for middle-class-and-up South Africans

A whopping 76% of middle-class-and-up South
African adults drink alcohol. Wine has always been
the drink consumed by the largest number of
adults, but over the past four years, gin has taken
over second spot on the drinking podium.
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THE FUTURE IS ACRYLIC WITH A HIGH TECH, FRAMELESS, TRANSPARENT DESIGN

B Double pane acrylic doors with a B Self-closing hinge up to 40 degrees B Compatible with OEM and retrofit R ETR O FIT
frameless design B 1000000 hinge movements tested cabinets
B 50% lighter than glass doors . B Designed according fo DINEN Colcab offers tailor-made
B Upto50% more saving
B Improved safety - aimost unbreakable ISO 23953 standards retrofit solutions.
, , ) B 100%recyclable .
B Ergonomic handling with door B Preservestemperature during Please contact De Wet
opening up to 175 degrees W Enables warmer store aisles power failures Solomon on 084 368 5048
B 11% more clarity than low-e glass B Improves shelf-life of products B Reduced refrigeration capital cost for retrofit enquiries.

Legal disclaimer: The above information is believed to be correct but does not intend to be all-inclusive and shall be used only as a guide. Colcab (Pty) Ltd shall not be held liable for any damage resulting from handling the above product.

Partnering With People To Create Exceptional Value
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BrandMapp director of storytelling, Brandon de
Kock says, “Worldwide, the strong gin marketing
trend has been readily taken up by consumers,

. and South Africa has been no slouch in our

{ 1) response. With our historic, artful distilling

| skills, we were able to quickly capitalise on

the interest in craft gins and, with our unique
Brandon de Kock fynbos botanicals to hand, South African gin

has blossomed. But | think the main reason for its fast rise in

popularity has a lot to do with the fact that it's gender-agnostic.

It appeals equally to men and women, so it's appealing to
100% of the market unlike other categories like beer and cider
that are typically sharply divided on gender.”

De Kock says, “When we look at the trend view over the
past four years, what's interesting to note is that while gin
knocked beer into third place, it took its gains from wine while
beer consumption has stayed the same. The relative decline
in wine-drinking can be attributed to, amongst other things,
the ‘youthification’ of the marketplace. Typically ...

6 A wine habit is acquired with age,
wine knowledge and experience. 28% of our respondents
listed wine-tasting and belonging to wine clubs
as one of their preferred past-times. Rl

The choice of beverages across

South Africa’s o-be-joyful generations

“So wine is very much like whiskey in that it is indeed an
acquired taste,” says De Kock. “We also see that there are some
alcohols that we ‘grow out of’ such as vodka and cider. Although
gin looks to be on a similar trajectory, the story’s a bit more
complicated. It's obvious that gin has really found favour with
millennials but, in absolute terms, it's also grown 100% across

Whisky is an acquired taste!
And so is wine, but in a different way.

Gin might look like a drink that gets ordered less as you get older,
but it's only because the youngsters have taken such a liking to it
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A serious gender divide in the alcohol world

Gin is gender-agnostic, but beer, for example,
is only really targeting one half of the market

119 : Alcoholic beverages consumed
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the older age cohorts over the past four years. | think it's this
rapid growth that made everyone in the business very excited
at the prospect of the ‘craft rum’ market doing the same thing,
but | have my doubts about this.

We may live in a country where sugar cane grows like
a weed, but rum is coming off such a low base that it would
be a massive surprise to see it being the ‘next gin’. Personally,
| think there's more scope in the premium cider market than
there is in crushed sugar cane!”

Are South Africans ready to jump on
the alcohol-lite-alcohol-free bandwagon?
In the pursuit of healthier lifestyles, there's increasing choice
when it comes to alcohol-free beer and gin, de-alcoholised wine
and 'mocktails’. But, as a nation with alcohol deeply ingrained
in our social rituals, will South Africa buy in?

Given the outcry over pandemic alcohol bans, this seems
a stretch. BrandMapp 2021 asked the questions: Can you see
yourself drinking less alcohol in the near future?

What about quitting drinking in the near future? De Kock says,

'll

“The older generations say, “How about another round!

K6 It's clear the Millennials are
the most self-aware of their drinking habits,
with 27% thinking they may cut down
in the near future, and 10% musing that
they may quit alcohol altogether. Rl

This is the generation currently dominating the workforce
and actively building their wealth.

If they are serious about changing their consumption habits,
could we be on the brink of a sea change when it comes to
South Africa’s drinking culture?” SR

Gin seems to have taken share from wine as an ‘entry drink’

Most importantly, gin has found favour with both men and women
ie. 100% of the market
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There are now more gin drinkers than beer drinkers
(In R10K+ household in SA)

Q119: Which of the following alcoholic beverages do you drink often?
Wine |
Gin '}
Beer |
Whisky
| dont drink alcohol
Cider |
Vodka |
Cognac |
Premixed coolers |
Brandy

Rum |

Graphics courtesy of: BrandMapp bywhyfive The BrandMapp survey is a bespoke, independent survey
created by WhyFive Insights in partnership with leading digital
platform marketing and research group, SilverstoneClIS.

https://whyfive.co.za/brandmapp/



I Ways to save

With energy costs rising and food retailers
looking to improve the shopping environment for
customers, Insulated Structures has developed
an effective solution to reduce the cost of
in-store refrigeration while enhancing the
customer experience.

Insulated Structures doors are easy to retrofit on
in-store cabinets to reduce the energy required
to keep chilled foods at the correct temperature.

Meanwhile, customers are able to clearly see and

access the products on offer. Reduced energy
requirements means smaller refrigeration plant

selection for new stores. These savings will offset

the cost of the doors. Up to 40% reduction in
refrigeration requirement has been achieved.

m'\i‘ E FOR ANY OTHER ENERGY
.. SAVING PRODUCT ENQUIRIES, Q GET IN TOUCH WITH US
PLEASE FEEL FREE TO GET IN
m.'- TOUGH WITH US. +27 (0)11 462 2130
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I Benefits

Reduced energy consumption
Extended product shelf life

Double glazed argon filled void for
Better insulation

Optimal product temperature

Glass doors have optional mullion lights
Handles included

Up to 40% energy saving

Solution for new cabinets or retro fitted
on existing cabinets

Doors are spring loaded

Less cold air spillage - warmer aisles
Proudly South African

QUERY? SEND US A MAIL A%y VISIT OUR WEBSITE

sales@insulated.co.za

S&Y www.insulatedstructures.co.za

Up to 40% energy
saving with our

Close the Case
Glass Doors

I Aspects

LEASE TO OWN & PAY WITH SAVINGS ON YOUR
ELECTRICITY BILL

*Lease to own option over 12, 18 & 24 months now
available to qualifying customers.

ENERGY EFFICIENCY
NEW OR EXISTING

ENVIRONMENT RESPECT
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