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desirable younger LDA consum-
ers; we index very heavily with 
21- to 24-year-olds, as well as with 
the 25- to 34-year-old segments. 
Another key point is the importance 
of providing larger and more fre-
quent displays throughout the year, 
supported by very strong Nielsen 
volume lift data versus other cat-
egories when on display.”

Marty Durkin, Southern Wine & 
Spirits Vice President, Sales and 
Marketing for Pernod Ricard USA, 
agrees. “The phenomenal growth 

of Jameson is a testament to the 
product and its approachability, 
even for those who aren’t tradi-
tional whiskey drinkers,” he says. 
“We’re fi nding that it’s very well ac-
cepted by bourbon consumers and 
even scotch drinkers. The younger 
consumer has defi nitely picked up 
on Jameson.”

To further escalate Jameson’s 
campaign, which will be launched 
this fall, 15- and 30-second televi-
sion spots will be airing on national 
cable television—a fi rst not just 
for Jameson, but for Irish whiskey. 
While industry media spending is 
down approximately 20%, Jameson 
spending will be increased roughly 
100%—an aggressive level. 

Versatile Appeal
Jameson’s soaring popularity, 

especially with a younger crowd, 
is defi nitely refl ected at the Viceroy 

hotel in Santa 
Monica, California, 
a vibrant resort 
destination for 
socialites, sophisti-
cates and celebri-
ties. 

 “We go through 
about fi ve to six 
bottles of Jameson 
a week, and it’s 
not even on our 
drink menu,” says 
Thomas Rekasis, 
F&B Manager and 
spirits buyer for 
the Viceroy’s über-
hip Whist restau-
rant and Cameo 
Bar. “On Saturday 
nights our bar is 
fi ve to six people 
deep, so we really 
don’t have time 
for complicated 
cocktails.”

Versatility mat-
ters to a busy 
bartender. “That’s 
why Jameson 
works so well,” 
notes Rekasis; “it 
goes with so many 
ingredients. Like 

Jameson and Ginger, for example. 
We also have a cocktail made with 
honey, soda and Jameson, to bring 
out more of those sweet note fl avors. 
You don’t have to overdo a cocktail. 
And if it can be made quickly, you 
can serve the crowds quickly, as 
opposed to making them wait ten 
or 12 minutes for a drink. That’s 
what keeps our customers coming 
back. Jameson has a very distinc-
tive favor, but it is so versatile for 
the bartenders that it’s fun to use; I 
think that’s one of the reasons we go 
through so much of it.”

“It’s not one or two things that 
are driving the category,” notes 
Hartunian; “it’s based on a broad 
set of dynamics. This signals true 
brand health and signifi cant long-
term growth potential. Consum-
ers are seeking something beyond 
white spirits and are starting to 
look for more variety. Another key 
factor, from an on-premise stand-
point, is that Jameson has a very 
high percentage of its volume in 
this environment, which is where 
trends are set—a great indica-
tor of the health of a brand. And 
increased success in on-premise 
sales leads to increased off-premise 
demand as well.”

Shelf category transitions, in-
creased facings and P.O.P. for 
off-premise sales, plus waitstaff 
recommendations of Jameson to 
on-premise consumers (40% of beer 
drinkers readily make the transition 
to a more profi table pour of James-
on) are only some Tipping Point 
indicators. “It just demonstrates how 
committed Pernod Ricard is to the 
brand in terms of supporting it, as 
well as recognizing Jameson’s huge 
potential,” says Hartunian.

The clamoring crowds at Whist 
and the Cameo Bar would defi nitely 
agree.  

Irish whiskey is growing 
eight times faster than 
the next fastest-growing 
category and 
continues to accelerate.

The younger consumer 
has defi nitely picked 
up on Jameson.




