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at do Chivas Regal, Ballantines and Black Douglas have in common? When it comes to sales and promotional activity, it better not be a lot. Whisky
drinkers are not all the same, but how do these brands deliver more profitable customers within the same category and create new demand?
The answer is fundamentally practical and simple; each brand has very different consumers in terms of mindsets and these consumers have very different expectations
of the outlet they purchase from. Therefore, it's fair to say that whenever these brands try to emulate each other in sales and marketing activity, they are neglecting their own territory.
To grow sales you must be geared towards better focusing your efforts on serving the expectations of your own customer today and locating new outlets that are clearly aligned to them.
In the whisky category there are three clear sets of consumer expectations (that all deliver volume) and each of these expectations has its
own set of guidelines because they will respond differently to on and off premise environments, brand and promotional efforts.
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Advertls_lng Levlerage brand hen'tage a'n.d b.e It e, e clover i el Clearly state your reputation and brand
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(includes on & off premise)

Research cited in this article has been provided by Dr Colin Benjamin of the Horizon Network.

The fastest way to grow your sales is to understand which expectations deliver more today and how your current activity is geared to consistently delivering on these expectations. From

your brands point of view you need to understand if your current position is the right one and if so, what must you do to grow the business. If your current position isn't the right one, what
is the gap? And what has to change to deliver results today and tomorrow. When you know the market you want from a volume and value point of view, these guidelines for engagement
(and yes there is more detail) provide you with clear direction for getting results quicker and reduce trial and error costs. Ultimately you are in the business of selling more and delivering to
consumer expectations. Consumer behaviour does not need to be guesswork. When you define a market by its expectations, measurably, the whole game becomes very simple indeed.
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