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transport networks or in individual town 
and city centres). Even in Russia, we are 
seeing moves to curtail the easy availability of 
alcohol at street kiosks, for example. Where 
this gets particularly interesting is in markets 
such as Turkey, which while growing rapidly, 
through a young, educated urban population 
and a significant middle class, is also riven 
by tensions between the forces of social 
conservatism and progressive liberal forces of 
modernity. As such, the legislative expression 
of health and well-being priorities can 
combine with the socially conservative forces 
to create a multi-pronged attack on pleasure.

RISE OF THE CONSUMER CLASS

4 This newly emerging middle class, 
with relatively high disposable 
incomes, seeks to express its 
values and success through the 

adoption of premium western brands. 
While all too often pilloried for their 
ostentatious displays of wealth, we 
shouldn’t underestimate how rapidly these 
consumers are moving toward values such 
as authenticity and connoisseurship. Equally, 
the newly empowered consumer has greater 
expectations of, and less deference toward, 
brands than ever before. The challenge here 
becomes the positioning of international 
brands in a local market context – we can no 

10 global trends    in alcohol
From high levels of 
youth unemployment 
in Europe, to a more 
widespread health and 
well-being agenda, 
drinks manufacturers 
are finding that 
many global trends 
are impacting their 
market, says Michael 
Brennan of Trajectory 
Partnership

The global market for alcoholic drinks 
captures many of the key dynamics of 
today’s global economy and society. We 
can see stagnation and decline in many 
developed markets juxtaposed with rapid 
growth in many of the developing markets. 
We see health and well-being trends 
impacting on the sector globally – along 
with increasing regulatory pressures and a 
resurgent (religious) conservatism in many 
markets. The rise of the consumer class 
drives the premium market by tapping a 
thirst for conspicuous consumption, while 
their peers in the developed markets 
build their appetites for authenticity and 
connoisseurship. Global youth unemployment 
and declining real incomes in developed 
markets combine to increase value hunting 
and nihilistic behaviours – as well as an 
increasingly professionalised approach to 
self-development, employment and personal 
branding. Mobile technologies create a 
fluid and spontaneous social paradigm that 
challenges marketing orthodoxies. 

longer assume that multinational brands are 
always significantly more highly regarded than 
national or regional champions.

TECHNO-SOCIAL FUSION

5 
The connected consumer is here 
to stay – and we would argue that 
we’ve seen nothing yet. At the heart 
of consumer connectivity is the social 

media paradigm, which is intertwined with 
our social lives to such an extent that people 
can talk credibly about a blurred physical 
and virtual reality. As such, smart brands are 
embracing new technological innovations 
in order to maximise their brand presence 
within this new social milieu. The key to 
success is to support frictionless sharing and 
to maximise simplicity for the consumer.

BESPOKE HYPER-CONNECTIVITY

6 
While the techno-social fusion trend 
emphasises the role of technology, 
our bespoke hyper-connectivity trend 
highlights the increasing appetite 

among consumers for digital downtime 
– perhaps a movement from the Fear of 
Missing Out (FoMo) to the Joy of Missing 
Out (JoMo). This trend clearly offers brands 
the opportunity to partner with consumers 
in supporting their well-being needs and 
appetites for technology-free simplicity. 

We caution, however, that this shouldn’t 
be overstated, shouldn’t be an exclusive 
approach and should be blended with other 
aspects of the digital paradigm. 

POLARISATION OF GENERATION Y

7 
Across the world, an estimated 
one-quarter of all 18-24 year olds 
are unemployed. Clearly, this 
has a significant impact on their 

disposable incomes and their future earning 
potential. It also adds to a nihilistic agenda. 
On the other side, there is an increased 
focus on self-branding and self-development, 
a professionalised approach to career and 
employment that may leave little room for 
alcohol or indeed fun. This is, perhaps, most 
developed in south-east Asia, but there is 
no doubt that this polarisation is happening 
and that brands need to understand their 
audience and how they relate to each end 
of the spectrum. We see an opportunity for 
brands to bridge the divide by developing 
new services to help individuals to manage 
their digital identities, removing ill-considered 
photographs and comments (some of them 
perhaps influenced by alcohol).

IN/CONSPICUOUS CONSUMPTION

8 The challenge here is particularly 
acute for premium brands. In talking 
about the rise of the consumer 
class, we have already mentioned 

their movement toward authenticity and 
connoisseurship – and it is in the distinctive 
narrative behind premium brands that carries 
the interest for the affluent consumer, as it 
expresses their own taste, discernment and 
sophistication. Similar patterns have emerged 
in developed markets, as it becomes less 
appropriate for individuals to flaunt their 
wealth. Nevertheless, relatively premium 
brands such as Peroni continue to have huge 
success in difficult market conditions by 
tapping into this appetite of authenticity – 
along with the continued success of craft and 
artisan brewers, particularly in the US and UK.

A current twist on these developments 
is the emergence of new types of packaging 
– adding a stronger visual identity to existing 
brands (Budweiser) and helping new brands 

HEALTH AND WELL-BEING

1 
Of course, health and well-being 
trends have been well-established for 
some time – and they are typically 
seen as an existential threat to the 

alcoholic drinks market, particularly in terms 
of younger consumer behaviours. So what is 
interesting is how drinks manufacturers are 
starting to embrace these trends, leading to the 
emergence of functional drinks incorporating 
specific vitamins and minerals, as well as a 
reduced reliance on artificial sweeteners. The 
jury may be out on the specific health benefits 
available but this represents a classic case of 
co-opting an apparently existential threat to 
develop new markets.

FUNCTIONAL AND FLAVOURED 
DRINKS

2 While brewers and distillers have 
long experimented with new flavours 
and blends, this activity seems to be 
particularly pronounced in current 

market conditions. Along with the drive 
toward more distinctive packaging, this is 
clearly a part of the wider brand challenge 
of standing out from the undifferentiated 
globalised competition – as exemplified 
by the integration of well-being and other 
trends into the product proposition. In the 
UK, you can barely have failed to notice the 
resurgence of cider (again) – and at the heart 
of that new offering is a range of flavours and 
types. These fusions and blends also include 
cross-category pollination – such as Hopped 
Spirits or Bourbon-flavoured beers.

ASSAULT ON PLEASURE

3 While the health and well-being 
trends can be viewed as a bottom-
up expression of consumer values, 
the assault on pleasure is led by 

legislatures around the world, with Europe 
in the vanguard. This should be seen as 
part of a wider agenda stretching from 
obesity to smoking. While consumption of 
alcoholic drinks is actually declining in many 
mature markets, there remains tremendous 
pressure around issues such as minimum 
alcohol pricing and increasing restrictions 
on out-of-home drinking (whether on public 
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to stand out from the international pack, 
while making a clear statement of values and, 
of course, ideally positioned for the essential 
social media photographs.

INDEPENDENT SPIRITS

9 At the heart of many of these trends 
is a consumer movement away 
from mass-market, homogenised, 
global brands and toward something 

distinctive, often local and certainly individual. 
A key trend in contemporary society is that 
of individualocracy – and we want our brand 
portfolios to represent our uniqueness and 
to express our values as antithetical to the 
wider global system. So we see at all tiers of 
the market an appetite for niche brands, local 
brands, heritage brands etc.

IN-HOME V OOH CONSUMPTION

10 
The single biggest concern 
for our clients is the shift 
away from traditional 
models of socialising. While 

employment and income is a key driver, this 
trend predates the recession and relates to a 
wider range of issues. For example, as pubs 
and bars are closing across the UK, coffee 
shop chains continue to expand, reflecting this 
longer-term movement toward more casual, 
fluid and alcohol-free socialising. 

Price is a key issue for many people in 
this context, with the supermarkets offering 
huge discounts on alcohol purchases. 
Combined with greater screen-based, in-
home entertainment options, greater home 
comforts, an enhanced appetite for home 
cooking and dining and, for many, a concern 
about safety and security in town, the home 
has become today’s pleasure paradise – a safe 
affordable entertainment destination. 

Of course, with the emergence of mobile 
connectivity, it is no longer an either/or 
proposition and so there are opportunities 
to reinvigorate the night out by incorporating 
social and gaming mechanics for a 
technologically sophisticated audience. 


