
Whisky
Why Imp� ted

Craft and Innovation
Attract New Consumers

Continues to Grow

T he brown-spirits boom is world-
wide. � e quality and diversity 
of whisky distilled across the 

globe have never been higher.
Consumers have caught on. U.S. 

drinkers who first tried whiskey 
through the red-hot bourbon move-
ment are now expanding their palates 
by exploring through Scotch, Irish, Ca-
nadian and Japanese expressions. Mil-
lennials in particular, � avor-curious and 
brand-disloyal, are eager to experiment 
with spirits from outside of their country.

Which has led to growth across the 
board for imported whiskies. � is would 
not be possible, however, if foreign 
brands did not o� er an eclectic array of 
modern products that can satiate the U.S. 
consumer thirst for variety and quality. 
All this innovation from the worldwide 
category means that the future for im-
ported whisky is as bright as ever.
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SCOTCH SEEKS MILLENNIALS 
What’s old is new. Scotch has moved beyond its prior stigma as the 
dusty bottles your grandpa drank. Now, Millennials are interested.

Especially in single malts. While declining sales of cheaper 
blends and lower-end brands contributed to a 0.3% decrease in 
overall U.S. Scotch sales last year, down to 9.25 million 9-liter cases 
(following larger losses of -1.4% and -4.4% in 2016 and 2017, re-
spectively) sales for single malts were up in 2018. � is subcategory 
grew 5.2% to 1.96 million cases. (Unless stated otherwise, all stats 
in this article come from the Beverage Information and Insights 
Group, sister data group of Beverage Dynamics.)

Single-malt brands have achieved growth by reaching out to 
younger LDA drinkers.

One way is through savvy cross marketing. Diageo generated 
a hefty amount of sales and social media impressions in fall 2018 
through its collaboration with HBO and Game of � rones. To-
gether they released a series of limited-edition Scotches tied into 
the show’s � nal season. Numerous excited fans tracked down these 
bottles and posted pictures of their purchases on social media, cre-
ating immense buzz, while also linking these brands to one of the 
most popular TV shows among Millennials. It was a true win-win.

Diageo ran a similar marketing campaign in 2017, when John-
nie Walker released a limited-edition bottle inspired by the � lm 
Blade Runner 2049. � at and Game of � rones are part of the 
company “exploring unique partnerships that bring next level of-
ferings to both spirits and entertainment enthusiasts alike, and de-
veloping new liquids for whisky enthusiasts,” explains Sophie Kelly, 
Diageo senior vice president of whiskey portfolio.

To reach younger consumers, creating cultural relevancy is key.
“It’s critical our brands are o¡ ering value to consumers in the 

form of relevant liquids and unique experiences,” Kelly adds. “John-
nie Walker has connected with these new audiences by tapping into 
important cultural conversations, like Jane Walker initiatives aimed at 
supporting women’s progress, or the previously mentioned Game of 
� rones-inspired Scotch whiskies celebrating the show’s � nal season.”

� ese brands demonstrate cultural awareness. � ey tap into what 
younger consumers care about, in terms of both social and charitable 
interests. Diageo’s Talisker single malt is distilled on the Scottish 
coastline, and thus supports initiatives that help clean the world’s 
oceans. Or consider � e Singleton, which “focuses on cocktail mix-
ology, outdoor and food events,” Kelly says, “all spaces we know are 
growing with the Millennial audience.”

Brands have also reimagined their packaging to appeal to 
younger audiences. � e Glenlivet, founded in 1824, recently rolled 
out new branding as part of a larger e¡ ort towards “opening up the 
single-malt category to a new generation of consumers.” � e new 
packaging is “bright and bold,” the company says, and “challenges 
the historically traditional category by leveraging the power of color 
to inject modernity and energize the portfolio.”

Other classic brands like � e Macallan have developed deep 
digital connections. “Leveraging social media for Scotch education 
is a top priority,” Samantha Leotta, � e Macallan brand director, 
told Beverage Dynamics in a recent interview. “We partner with 
like-minded social in£ uencers, photographers and enforce a 360 
marketing approach into all of our campaigns to ensure that we are 
keeping social media top of mind.”

� is includes opportunities for consumer education. “We de-
veloped at chatbot on Facebook that o¡ ers brand facts and bot-
tle suggestions depending on your taste or occasion,” Leotta adds. 
“We’ve also created AR apps, VR experiences and touchable videos 
to coincide with product launches and brand initiatives.”

Once younger drinkers discover Scotch, they’ll � nd it has the di-
versity to match their ever-curious palates. So argues Rachel Barrie, 
master blender for Brown-Forman’s BenRiach, GlenDronach and 
other Scotch brands

“Millennials are embracing the diversity of malts,” she says. 
“Scotch is one of the most diverse spirits in the world. Millen-
nials want to embrace diversity. Everything about single malts 
is absolutely in line with my impression of how open-minded 
and diverse-thinking people are becoming.”

Because consumers today prefer product diversity and 
bolder £ avors, Barrie also sees Scotch returning to classic styles.

“� e way the whisky world has been the last 10-to-20 
years has been about blends and lighter malts. Now it’s be-
coming more about malts with a rich, strong and complex 
structure,” she says. “Some distilleries have moved away 
from that traditional style, but we are true to it at Glen-
Dronach, and that’s why people appreciate the whisky. It’s 
like Scotch from the ‘60s and ‘70s, with richness instead of 
lightness or simpli� cation.”

As Scotch £ avors change and adapt with today’s con-

– Rachel Barrie, master blender for Brown-Forman’s BenRiach, GlenDronach and other Scotch brands

The way the whisky world has been the last 10-to-20 years has 
been about blends and lighter malts. Now it’s becoming more 
about malts with a rich, strong and complex structure.

“
”
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DIGITAL EDITIONS
DIGITAL EDITIONS OFFER A UNIQUE WAY TO REACH 

THE YOUR INDUSTRY FROM ANY DEVICE

SIDEBAR ADS
Two sidebar ad positions available. 
Size 1: 300 x 250 
Price: $650 monthly placement per position
Size 2: 300 x 600 

SLIDE SHOW
Place a custom photo slide show of your products 
on your ad. 10-12 images. Size: 500 x 700

COVER WRAP
Full Page Wrap with back cover

COVER CURL

ROADBLOCK ADS
Gain immediate exposure with a hot linked 
roadblock ad that opens before the magazine loads. 
One position available per month. 
Size: 400 x 325 

VIDEO/AUDIO
Adding video lets you illustrate exactly what you offer! 
Length up to 5 minutes, placement anywhere in the issue.

Sidebar
Ad 1

Sidebar
Ad 2

EXCLUSIVE COVER SPONSORSHIP (ONLY ONE PER ISSUE)
• A full-page 4-color interactive ad opposite the cover
• 700x300 Banner in the digital issue eblast 
    announcing the new issue
• Innovative trackable lead generation
• Limited to one sponsor per issue


