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Abstract 
 

This research aimed at study the changes in generation X and millennials consumption 
behaviours of whiskies and white spirits in the North of France and the reasons for the changes. 
Two research method were used, a quantitative and qualitative one. A Google Form 
questionnaire was created to determine the differences in the consumers’ behaviours of two 
generations, 169 answers were collected analysed through an Excel Sheet. The data were 
crossed regarding the gender and drinking habits of the consumers. The quantitative study found 
out that the most important attributes when purchasing a whisky or white spirit for both 
generations was the taste, followed by the price, the brand, and knowledge. Men would more 
likely consume spirits pure and women in cocktails. 8 individual in-depth interviews of 30 
minutes were conducted for the qualitative analysis, following different themes linked to the 
questionnaire, they were analysed through Nvivo. The way and moment of consumption as well 
as the factors that could negatively influence a purchase were the most different findings 
between both generations. Millennials were consuming whisky during a tasting moment when 
white spirits were mostly for cocktails and parties. Generation X consumed whisky, mostly 
with coke and white spirits as a digestif or in cocktails. To conclude, the price was seen as a 
quality guarantee for millennials and the packaging had to follow certain ideas generation X 
had of a spirit. Millennials were going towards a premiumization of their purchase and both 
generations linked those products to a social life and social events. Social media and influencers 
could impact a millennial’s purchase while generation X was more impacted by in-store 
communication.  
 
 
 
 
 
 
 
 

 
 
 
 
 
 



Anaïs Meuret – 10576705   

Dublin Business School   4 

 
 
 
 



Anaïs Meuret – 10576705   

Dublin Business School   5 

 

 
 

 



Anaïs Meuret – 10576705   

Dublin Business School   6 

Chapter 1: Introduction 

 

According to Passport, the « Fine wines/champagne and spirits » market had a retail 
value of 2 043,1 million euros in France in 2020. This is a growing market since the value 
increased by 101,7% in 5 years. (Passport, unknown date). The market is led by the group 
Pernod Ricard followed by LVMH. (Passport, unknown date). The customers’ behaviours have 
evolved, we now witness a change of moment of consumption, place of purchase such as the 
increase of online sales and new needs from customers. The aim of this research is to identify 
the changes in the consumption of whiskies and white spirits of millennials and generation X 
in the North of France. In this chapter, the background of the study will be covered, followed 
by the gaps outlined by previous research, the research aims and objectives, the rationales and 
contribution for the study, its limitations and finally, a structural outline of the research will be 
presented.  

 

1.1 Contextualising the Research 

 

In 2020, the spirits market in France had over 200 spirits companies for a revenue of 9,1 
billion of euros (FEVS, unknown date). The spirits market had evolved and had to face a 
decrease of consumption in favour of beers and wines in the 50s. Those changes in consumption 
appeared because of different factors such as globalization, an easy access to new products, 
new economical contexts, the increase or decrease of prices due to taxes or incomes, the rise of 
a collective awareness on the hazards of alcohol, … (Solgaard. H, Smith. D, 1998). The spirits 
industry had to reinvent itself to keep seducing the customers and adapt to their new ways of 
consuming alcohol. A good example is how Smirnoff reached a younger audience in the late 
90s by creating alcopops such as the Smirnoff Ice and engaged in heavy marketing campaigns 
(Mosher. J, 2012). Nowadays, new opportunities are being created in the industry because of 
changes in the consumer behaviours. Indeed, they tend to buy less but better products and so 
allocate a higher budget to their purchase (Leboulenger. S, 2021). Moreover, the way the 
information is consumed has evolved, mostly due to the Covid. A study from Global WebIndex 
data showed that 95% of consumers were spending more time at home consuming in-home 
media such as livestreams. This represents a growing marketing opportunity for spirits 
companies that should engage in an omnichannel strategy to create a consistent experience for 
customers. (Warc, 2020).  

The evolution of the spirits industry does not stop with advertising but also evolved with 
the product point of marketing strategies. Indeed, Euromonitor International pointed out the 
fact that the consumption of ready-to-drink (RTD) beverages was increasing due to their 
convenience and accessibility. Moreover, comparable to alcopops, those beverages allow the 
creation of innovative flavours with a healthier composition. The RTD are a way for companies 
to reach new generations such as millennials (Euromonitor International, 2019). However, even 
though their consumption was increasing in Northern America and English-speaking countries, 
they are still at their beginning in Western Europe, which could create an opportunity. This 
market is predicted to grow by 4,8% each year in between 2019 and 2027 in Europe. Germany, 
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France, Italy, the UK, and Russia are seeing the demand for RTD growing fast due to new 
consumption behaviours of the millennials (ReportLinker, 2020).  

In addition, non and low-alcoholic beverages are emerging and more and more 
consumed because of the growth of sober-curious customers who want to be more responsible 
in their way of consuming alcohol for their health. This trend is seen as led by millennials and 
generation Z. (Euromonitor International, 2019). A study from the LSA in France in 2020 
highlighted the fact that 27% of French declared consuming alcohol-free wine and spirits, 40% 
of them being in between 18 and 25 years old (Leboulenger. S, 2021). This rise of awareness is 
important to understand for spirits companies to be able to be in line with the new insights of 
their customers and so, adapt their offers.  
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1.2 Research Aims 

1.2.1 Research Problem 

Previous researched had been made on the consumption of spirits and most of them 
agreed on the factors that influence it. Firstly, culture and globalization has changed the 
behaviours of customers since they had access to new products through the increase of choices. 
This also created challenges for companies that had to find new ways to differentiate themselves 
from the competitions. The traditional spirits countries were drinking more beers and wines and 
vice-versa. The cultures were mixing up with each other, beers and wines, associated to social 
gathering, were growing while spirits had to adapt themselves to keep seducing the customers 
(Solgaard. H, Smith. D, 1998).  

Another factor that came with globalization is an economical one through taxes. Indeed, 
spirits were more taxed which resulted in higher prices. This factor added to an increase of the 
unemployment rate affected the consumption. (Solgaard. H, Smith. D, 1998). Surveys had been 
made on the impact of prices on the customer behaviours and most of them concluded that 
spirits were price-elastic since the consumption of spirits increased when the prices were lower 
(Gmel. G. et al, 2003, Bentzen. J, Smith. V, 2018).  

Moreover, most of the researchers looked at the consumption behaviours through the 
quantity consumed crossed with demographics such as age and gender. They agreed on the fact 
that binge-drinking, drinking a large quantity of alcohol in a short period of time, was 
decreasing with age and so was a habit of young male (Solgaard. H, Smith. D, 1998, Gmel. G. 
et al, 2003, Gmel. G et al. 2009). Studies also showed that millennials were the ones with the 
higher volume of alcohol intake and the ones that were drinking the most regularly were the 
21-40 years old (similar for both millennials and generation X) (Bond. J, 2012). The way both 
generations are consuming alcohol is also different since some studies pointed out the fact that 
younger generations were more often consuming alcohol outdoors than older ones who 
preferred consuming it to relax (Benella. F, 2020). In addition, they generally agreed on the fact 
that men were drinking more than women and that it might had been linked to cultural norms 
and social acceptance that women had to face more than men (Gmel. G.al, 2003, Gmel. G, 
2009, Benella. F, 2020).  

The effect of public health concerns had also been studied by few authors who agreed 
on the fact that the public awareness impacted the consumption of spirits and alcohol in general 
with anti-alcoholic beverages movements, lobbies, and governmental campaigns (Solgaard. H, 
Smith. D, 1998, Chilek. A et Al. 2013).  

The studies already done on the spirits industry gave insights on how the market, at a 
precise date, was or in between few decades but they did not use the data collected to try to 
predict how it would evolve. Moreover, many of them looked at the data in a very mathematical 
way since the result crossed were mostly the age, gender, and quantity consumed. Further 
studies need to be made looking at the drinking patterns by going deeper with qualitative 
research to understanding why exactly men drink more that women, for example, or would 
millennials prefer to drink outdoors, … Highlighting quantitative data is important to confirm 
or not a hypothesis, however, giving how quickly the market and the customer behaviour 
evolves, knowing the reasons behind those data need to be study to understand the insights of 
the customers. Moreover, all the authors did not agree on what was the best way to collect and 
analyse data since looking at the sum of the consumption of beer, wine, and spirits without 



Anaïs Meuret – 10576705   

Dublin Business School   9 

considering other substitutes was criticized by some authors (Bentzen. J, Smith. V, 2018). Other 
preferred to look at the attitudes, values, and normative aspects before the quantity since they 
believed they were more relevant data to use (Solgaard. H, Smith. D, 1998). The fact that 
different authors chose to use one aspect for their studies and that most of them focused on the 
quantity consumed before the reasons behind the consumption created a need for more in-depth 
data analysis.  

 

1.2.2 Research Aims and Objectives 

Regarding the gaps identified in the previous paragraphs, the aim of the research is to 
study the changes in generation X and millennials consumption behaviours of whiskies and 
white spirits in the North of France and why did does changes occur. 8 objectives had been 
developed to organize the research: 

Objective #1: To compare the factors influencing a consumer perception of good spirits (whisky 
and white spirits) between two generations 

Objective #2: To investigate what will be the changes in the consumer perception of spirits in 
the next 2 to 5 years  

Objective #3: To determine the new drinking habits of millennials in North of France, especially 
in Lille 

Objective #4: To determine the new drinking habits of generation X in North of France, 
especially in Lille 

Objective #5: To identify the potential for non-alcoholic spirits to become major actors on the 
market in the next 5 to 10 years in North of France 

Objective #6: To identify the potential for RTD beverages to become major actors on the market 
in the next 2 to 5 years for millennials in North of France 

Objective #7: To examine the influence of generation X on their whisky and white spirits 
purchase and consumption  

Objective #8: To examine the influence of the millennials on their whisky and white spirits 
purchase and consumption  
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1.3 Research Rationales  

Consumers’ behaviour is always evolving, in every industry. Analysing the changes of 
the behaviours helps to have a better understanding of the society itself, what we need to 
consider and look at as marketers. The customers have more and more power and knowledge 
which makes them at the centre of every strategy. Understanding what motivates them, what 
are the frustrations, needs, and wants that will impact their behaviour is fundamental to succeed 
in selling a product or service. Analysing their past behaviours and comparing them to today’s 
ones in the spirits industry will give insights on how to approach them nowadays and in the 
future. Indeed, it can help anticipate what will be their behaviours in a close future and so adapt 
marketing strategies according to it. Customers have more knowledge over their own needs and 
desires, over what they believe is a product worth buying and consuming. They are becoming 
more careful on what they consume for health, environmental, and ethical reasons. However, 
in the wine and spirits industry, how the products are seen seem still blurred and it creates a gap 
between what the brands in the industry believe they know and what the customers are really 
looking for. Research had been made on the differences of consumption of different populations 
from different countries in the past which focused on the quantity consumed, the influence of 
age, gender, and economical factors on the behaviours. Moreover, most of these research had 
been made in a time where the millennials were not all old enough to drink alcohol and so with 
data focusing on the baby boomers and generation X.  For many of those studies, the trend of 
low, non-alcoholic, and ready-to-drink beverages was still at its early beginning. Analysing 
how those two generations impact the market will help marketers to target them and create 
products and services according to the needs of each segment.  

From a personal perspective, I was born in Reims, Champagne-Ardenne in France, and 
I had always been surrounding by people coming from the wine and spirits industry. I have 
always had an interest in this industry and seen people acting and reacting differently towards 
alcohol, marketing campaigns, and new products. In the ocean of choice a customer has when 
buying a spirit, I have always asked myself why they would go for a product rather than another, 
especially without having tried it before. Moreover, I started a new position as a communication 
and brand manager for “La Brasserie Saint Germain” in the North of France. This company 
owns two distilleries and one brewery, which will give me access to professionals and 
customers of spirits. I was hired to create the brand strategies and to develop, especially, the 
distilleries since they are new acquisitions of the brewery. I will use my findings to elaborate 
those strategies and create new products/communication strategies/distribution strategies/ … to 
innovate and differentiate ourselves from the competitors. In addition, I do believe that they are 
a lot we do not know regarding the customer behaviours in this industry and that some changes 
could be done by the companies for a moderate and more responsible consumption linked to 
their needs.  
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1.4 Contribution of the research 

1.4.1 Marketing Strategies Improvement 

This study should generate valuable information that future marketers will be able to 
use to create strategies that are in line with the new customer behaviours. Moreover, French 
whisky is evolving, and demand is increasing which means that new distilleries are beginning 
to make whisky, especially in North of France since there are a lot of breweries and it is the 
same raw material used for beers and whiskies. Being able to differentiate themselves from the 
competition in a mature market will be a key point to stay in the customers’ minds and make 
profits. Not only analysing quantitative data such as the quantity consumed regarding the age 
or gender of the respondent but also analysing what created a specific purchasing and 
consumption behaviours, should be valuable for compagnies that want to evolve in the spirits 
market and to student who are looking to work and study this field.  

 

1.4.2 Creating New Opportunities 

North of France does not only offer whisky, but it is a region known for genever, a spirit 
known has the ancestor of the gin since it is made from the same fruits, genever berries. It was 
the favourite drink of miners and textile workers and was adopted by the bourgeoisie of large 
textile groups in the North in the 20th century. This is a spirit that is “dying” since it is not as 
known and trendy as the gin can be. Understanding how this type of white spirits are consumed 
and why they are working could help companies that are still making genever to rejuvenate 
their brand and products to reach a younger target, the millennials or even the generation Z and 
giving a second life to an emblematic spirit.  

 

1.4.3 Overcoming the Covid Crisis 

Moreover, the Covid crisis resulted in a loss of revenue for 73% of French spirits 
companies in 2020 (Bravo. E, 2021). Even if the market is optimistic for an increase of the sales 
due to the reopening of pubs and restaurants, professionals are still careful. Not only the crisis 
created a loss of revenue and exportation, it also brought new consumer behaviours (Angrand. 
M, La Hamaide. S, 2021). Indeed, the online sales and in-home consumption increased as well 
as the trend of low, non-alcoholic, and RTD beverages. This comes with new challenges for 
companies that have to understand how to market their products in the post-covid world and to 
embrace new behaviours (Newman. K, 2021). This dissertation might give them some keys to 
do so.  
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1.5 Limitations 
 

The first limitation of this dissertation is the fact that it will require a deep understanding 
of consumption behaviours of two generations and so, qualitative research through in-depth 
interviews. Finding the right respondents and doing the right amount of interviews will be 
challenging. The use of my professional and personal networks will be necessary to select a 
sample of respondents that represents the best the population studied. In addition, the 
quantitative survey will require a large sample of respondents. To have enough answers, social 
media, emailing, the contact of wine shops so that they can offer their customers the possibility 
to answer the survey, the use of ISEG’s network, the marketing school I studied at in France, 
and Linkedin, will be used.  
 

Another obstacle to overcome is the analysis of the data. Indeed, as a first dissertation, 
a lot of information will need to be gathered to be efficient and focused when analysing the 
result and not drown in the data. A more practical limitation is the lack of resources such as 
time, money, equipment, and experience. To overcome those limitations, a good organization 
will be needed as well as the right software for the analysis and the finding of the right reward 
for the qualitative survey. In addition, the answers of the respondents should be taken 
subjectively and interpreted since some could underestimate their consumption and/or keep 
some information to themselves. 
 

The last limit of this dissertation is that a non-probability sampling method will be used 
which does not allow as objectives results as a probability sampling one. Indeed, studying two 
different generations of spirits consumers, it would not be realistic to get the right number of 
answers through a random sample. Moreover, it is the study of a specific populations with their 
own consumption habits which do not have to be exactly projecting the rest of the population.  
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1.6 Structural Outline 

The first chapter introduced the context of the dissertation, its objectives, and aims. The 
rationales and values as well as its limitations were also identified. The second chapter is a 
critical review of the key academic articles to understand the context of the spirits industry and 
what is already known. The third chapter will focus on the research methods used in the 
dissertation namely a quota sample for the quantitative research and a judgement sample for 
the qualitative ones. The fourth chapter is the presentation of the findings through a tabular 
presenting the quantitative research and themed paragraphs for the quantitative ones. The 
chapter five will be the discussion one, in which the results will be interpreted to highlight the 
emerging patterns and discuss the findings through some recommendations.  
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Chapter 2: Literature Review 
 
Analysing the customer behaviour is a key element to create an efficient marketing 

strategy to promote a product or service. The spirits market has lived some changes over the 
years and brands had to reinvent themselves to stay competitive and keep answering the 
customers' needs. Previous research highlighted those changes through the customer behaviour 
linked to demographic characteristics such as age, gender, or the level of income as well as 
external factors including the economic landscape and globalization. Therefore, this research 
will look at the different views and findings through three different angles. The first one will 
be a focus on the different factors influencing the consumption of alcohol and spirits (culture, 
economy, quantity, age, and gender). The goal is to understand the previous changes that 
occurred regarding the drinking patterns of different population and be able to determine what 
changed in the consumers’ perception of good spirits, of their drinking habits, and the potential 
of new type of beverages such as non-alcoholic ones or RTDs. The second angle will address 
the past consumer behaviours regarding the spirit industry to understand the role of a generation 
on someone’s consumption. Finally, the last one will deal with the different marketing strategies 
created by the brands to stay competitive. The goal is to determine how the companies 
influenced the consumption behaviours of the customers, the reasons of those strategies, and 
their results on the customer perception of spirits and drinking habits.  
 
 

2.1 The Factors Influencing The Consumption of Spirits 
 
 

2.1.1 The culture 
 

In the article called The Dynamics of Shifts in European Alcoholic Drinks Consumption 
written by David E. Smith and Hans Stubbe Solgaard in 1998, they firstly pointed out the fact 
that globalization affected the consumption of alcohol. Indeed, they looked at the consumption 
of those products in Europe between 1950 and 1995 and crossed it with demographics. The 
study used complicated and precise terms when explaining the method used to analyse the data 
that are not understandable for everyone. However, they explained the findings with clear 
words. As a result, they found out that with globalization came more choices for the customers 
which blurred the cultural boundaries. The data found helped them understanding consumption 
through the circumstances of drinking, what we nowadays call a moment of consumption. A 
part of the culture of a country is its historical background and so its link to specific alcohol. 
That is why they found out that spirits were mostly consumed in Northern Europe. However, 
with time and smaller cultural boundaries linked to globalization and exportations, the spirits 
began to take a higher market share in traditional wine markets such as France, Greece, Italy, 
Portugal, and Spain. On the contrary, spirits countries such as Finland and Sweden have seen 
the spirits market share decline in profit of beer and wine. This decline is explained by the 
authors through different reasons such as the fact that spirits are seen as "one-dimensional" 
drinks whereas wine and beer are "multidimensional" ones, which means that they are linked 
to social aspects. In addition, spirits are usually not consumed with meals which can be a social 
factor. (Solgaard. H, Smith. D, 1998).  

 
The study from Gregory-Smith. D and Manika. D on the drinking identities came up 

with the same conclusion. They agree on the fact that drinking is a social activity which shows 
how important others can be for one’s self-identity, the identities are built towards others as 
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part of a group. (Gregory-Smith. D, Manika. D, 2017). In addition, David E. Smith and Hans 
Stubbe Solgaard noticed that for the French market, drinking alcoholic beverages is seen as "a 
way of life". They drink because they like the taste and the social aspect of it. That is also why 
a meal needs to be accompanied by wine. What differs with more spirits-countries is that the 
population will most likely drink to get drunk which makes them drink less often but more 
heavily. (Solgaard. H, Smith. D, 1998). The authors presented the facts without making any 
judgments and backed their arguments up with multiple sources. However, no real predictions 
on how the market will evolve, they mostly stated facts.  
 
 

2.1.2 Economical aspects 
 

The economical aspect had been looked through different views such as the importance 
of the income (Bentzen. J, Smith. V, 2018; Chilek. A et al. 2013; Mantino. V et al. 2019), the 
price, and the taxes (Bentzen. J, Smith. V, 2018; Bond. J et al. 2012; Gmel. G, 2003; Mantino. 
V et al. 2019; Smith. D, Solgaard. H, 1998). In the 80s, there had been an increase in taxes on 
alcoholic beverages which created higher prices. This factor linked to unemployment resulted 
in a decrease in consumption in some countries. Moreover, globalization had an impact on the 
economy since there had been an increase of international retailers in the European markets. 
(Solgaard. H, Smith. D, 1998). It created a need for new regulations that happened in 1999 in 
Switzerland to uniformize the tax of domestic and foreign spirits and "liberalized the import of 
spirits". They resulted in the decrease of the foreign spirits prices by 30-50%. (Gmel. G et al, 
2003). Some authors decided to look at the evolution of the consumption of spirits following 
this reduction of price to understand the correlation between price and drinking habits. They 
used a longitudinal general-population survey 3 months before and after the price change by 
interviewing respondents over the phone. They found out that the consumption of alcohol 
overall did not increase but the consumption of spirits did by 30% which means that the 
reduction of prices changed the drinking habits of the consumers. They concluded that "spirits 
are price-elastic”. (Gmel. G.al, 2003). Nevertheless, they did not interview the same sample for 
the baseline and the follow-up which resulted in some wrongs in the results since there was a 
variation in the number of respondents in both phases. Moreover, the respondents were from a 
large group – 15 to 60 and more years old. A 15 and 60 years-old will not have the same 
purchasing power, drinking habits, and moment of consumption which makes it difficult to 
cross analyse. In addition, we do not have the percentage of respondents in each age group. 
More than just looking at the changes in the consumption of alcohol, this study under aim was 
to have insights to moderate the consumption for health purposes. Their findings bought an 
alternative hypothesis which opened the paper to further research to look at the permanency of 
the increase of sales of spirits in the total alcohol consumption. (Gmel. G.al, 2003).  
 

Their findings were confirmed by Bentzen. J and Smith. V in their review on the 
"structural changes in alcohol consumption among 21 OECD countries" between 1961 and 
2014 from 2018. They concluded that wine and beer had a lower elasticity than spirits, seen as 
a luxurious product. (Bentzen. J, Smith. V, 2018). In addition, they pointed out the fact that 
other studies showed the importance of prices and income regarding the demand for alcohol 
such as a study from Russia demonstrating that being unemployed impacted one consumption 
of vodka and beer which would increase. They concluded that the income does not influence 
the spirits' consumptions (in spirits countries) as it does for the wine and beer ones. (Bentzen. 
J, Smith. V, 2018). To realize the study, they collected data from different sources, so that they 
could have the most accurate results as possible. However, they have a low number of 
references (16) which is surprising since they did not collect their own data for the study but 
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used ones that were already out. A study by Chilek. A et Al. on the effect of advertising on the 
sales of beer, wine, and spirits agreed on the fact that income was an important factor since an 
increase in disposable income created an increase in alcohol sales. (Chilek. A et Al. 2013).  
 
 

2.1.3 Quantity 
 

Even though the study from Solgaard. H and Smith. D chose not to take the quantity 
consumed as the first data collected, they still had a look at it and found out that north and south 
of Europe were similar even if those data need to be taken carefully since some countries might 
have illegal production of alcohol, and that some data took into account the tourists purchase, 
…. Moreover, they noticed an increase in consumption between the 50s and mid-60s which 
they concluded on being a result of the post-World War 2 area and the new customers entering 
the market. However, this increase was noted in northern Europe, in the spirit-consumer 
countries such as Denmark, Ireland, the UK, and Netherlands. (Solgaard. H, Smith. D, 1998). 
This shows that external factors impact the quantity consumed for a whole population. This can 
explain the conclusions of the study written by Bramness. J et al. in 2021 on the “trends in 
alcohol consumption among older adults (…) in Norway”. (Bramness. J et al, 2021). Indeed, 
this study demonstrated that the generation of baby boomers were more exposed to alcohol 
when they were younger which can explain that they are more tolerant and drink more than 
younger people. They were seen as a generation who do not truly believe that alcohol can cause 
a risk on health. The authors analysed the data of three of the seven Tromsø Study from 1994-
95, 2007-2008, and 2015-2016, and measured the results through the frequency of drinking, the 
amount drank, and the frequency of heavy drinking. A frequent drinking being at least 2/3 times 
a week and a heavy drinker was consuming more than 3 units of alcohol. However, they 
collected data through a sample of respondent very closed in age (60-69 years old and 70 and 
more years old). Both groups were from the same generation. In addition, a limitation of the 
method used was that they used a self-reporting questionnaire, and the respondents tend to 
underestimate their consumption. (Bramness. J et al, 2021). 
 

The study on the changes of the alcohol consumption after the reduction of the prices of 
spirits chose to analyse the data collected regarding the volume and the occasions of drinking 
before crossing it with some demographics. They divided the respondents into subgroups of 
drinkers (heavy, moderate, and light). They based their hypothesis on the fact that heavy 
drinkers were more sensitive to price, however, the studies they based this one on were made 
on people from 16 to 31 years old which means that the sensitivity on price can also be a 
question of wealth. (Gmel. G.al, 2003). The study from Bentzen. J and Smith. V on the 
structural changes in alcohol consumption criticized the fact of measuring it through the sum 
of the consumption of beer, wine, and spirits without considering other substitutes. To do so, 
they used a holistic method created by Jeffe and Andersen and decided to measure the quantities 
drunk using vectors and sorted the countries regarding their "share of alcohol type preferred". 
They found out that the countries that were drinking the most were the wine-oriented ones. 
(Bentzen. J, Smith. V, 2018). However, they looked at the data in a very mathematical way 
without a deep analysis of the results to look at the drinking patterns in the different types of 
countries they identified (beer, wine, and spirits ones). They did not give new hypothesis to 
follow for potential other studies which can let us think that they believe that other follow-up 
studies are not necessary.  
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2.1.4 Age 
 

Another factor that Smith and Solgaard looked at in their review was age. They 
attributed the decrease in consumption to the aging of the population. They also found out that 
young European were more likely to drink new beverages such as beer and wine. (Solgaard. H, 
Smith. D, 1998). Those findings were challenged by the ones of Gmel. G. al, since when 
crossing their results with demographic characteristics, they found out that young men were the 
ones who increased the most their consumption of spirits after the reduction of price. (Gmel. G. 
et al, 2003). This can make us hypothesize that the fact of drinking wine and beer for young 
people is related to their purchasing power more than their preferences. However, they agreed 
with the previous study from Smith and Solgaard by finding that binge drinking was decreasing 
with age in Switzerland. (Gmel. G. et al, 2003). Gmel. G challenged his own findings with 
another group of authors through a survey on the drinking behaviour of men and women 
between 1997 and 2005 in 35 countries published in 2009. Indeed, they concluded that high-
frequency drinking was increasing with age even if heavy drinking patterns were more present 
in the young behaviours in Europe and English-speaking countries. Through this study, the 
authors wanted to inspire follow-up research through the consistency and inconsistency found 
in the data but did not give any particular hypothesis or paths to follow. (Gmel. G et al. 2009). 
Ally. A et al study from 2019 in the UK confirmed those findings since they concluded that 
even though there was a decrease of consumption of alcohol for middle-aged women, an 
increase was noticed when reaching an older age while it stayed stable for men. However, this 
study was very mathematical and used complicated terms which were repeated in the whole 
study. This repetition resulted in the fact that not a lot of findings were highlighted, there was 
a focus on the decreasing gap between the consumption of women and men and the fact that 
heavy drinkers tend to increase their consumption with age. (Ally. A et al, 2019).  
 

A study from Bonella. F et al on the profiling of individual differences in alcoholic 
beverages preferences and consumption on the Italian population noticed that the consumption 
of wine was increasing with age and that the beverages with a high degree of alcohol were the 
ones that were less appreciated with age. This raised a question, does the consumption of all 
categories of alcohol increase with age and which factors will impact the choice of beverages 
consumed? They concluded that age, as well as gender, were influencing the preferences and 
consumption of alcoholic beverages. (Benella. F, 2020). However, those results can be 
challenged since it is established that respondents tend to underestimate their consumption of 
alcohol and they did not interview a sample that was reflecting the society through the right 
percentage of women, millennials, … On the other hand, it is unrealistic to sample the perfect 
number of respondents on a short period.  
 

The study by Chilek. A et al. reinforced the belief that younger customers drink spirits 
since they found out that, the age group that had a positive relationship with spirits were the 20-
24 years old and they noticed they were trying alcohol in the first place and kept consuming it 
a lot because of peer pressure and socialization. (Chilek. A et Al. 2013). However, those 
findings can be challenged since they studied a population between 15-19 and 20-24 years old. 
Moreover, the Italian survey decided to divide the respondents into different categories 
regarding their taste, and the "spirit lovers" category was mostly made of 30-45 years old which 
challenges the findings of the previous study. (Benella. F, 2020). 
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2.1.5 Gender 
 

The review on the changes of consumption of spirits following the decrease of the prices 
showed that men were the ones increasing the most their consumption (36,9%), especially for 
low-volume drinkers. Moreover, women have increased their consumption by 14,8% which is 
non-significant for the authors. They linked it to cultural norms or social acceptance that can be 
a factor why women, especially young ones would not be price responsive. They pointed out 
the fact that some studies showed that women would take longer to adopt new consumption 
styles. They asked themselves if few years after the study, women would consume more spirits 
as men did. (Gmel. G.al, 2003). The study from Bramness. J et al. followed those findings since 
it was a more up to date one, from 2016, and they concluded that the gap between the 
consumption of men and women was decreasing. (Bramness. J et al, 2021). This was also 
concluded by the study of Ally. A et al. through a repeated cross-sectional survey of 175 985 
adults in the UK between 1984 and 2011. (Ally. A et al, 2019). This change was for them due 
to the evolution of the women’s rights, work, and the socioeconomic status of women. It can 
also come from the fact that women “mimic” the consuming behaviours of men and that there 
had been changes in how the society sees alcohol as a gender status. This study under aim was 
to help the government to make some changes in the alcohol policies and strategies. The policies 
regarding the consumption of alcohol in Norway are strict, however, as this study shows, it still 
did not prevent the older adults to increase their consumption between 1994 and 2016. 
(Bramness. J et al, 2021).  
 

In the study on gender and alcohol consumption for the GENACIS project, Gmel. G et 
al. surveyed women and men from 3 age groups 18-34 / 35-49 / 50-65 divided into drinkers, 
former drinkers, and lifetime abstainers, and in between the drinkers, the high-frequency, high-
volume, and heavy episodic drinking ones. Even if they found that high-volume drinking was 
more present in the men's consumption behaviours and lifetime abstention was more present 
for women, they also noticed a decline in the gender differences that they explained as being 
the result of the women's roles that are evolving (historically) and that what mostly differed was 
how they both engaged in heavy drinking. (Gmel. G et al, 2009). In contrast, the authors of the 
study on the Italian population were surprised by the fact that gender did not affect as much as 
they would have expected the liking of alcoholic beverages (except for Grappa and Whisky). 
However, the "spirit lovers" category was mostly made of men. (Benella. F, 2020). Moreover, 
heavy drinking is also a cultural aspect since in some countries it can be seen as an obligation 
to show social status. In addition, being drunk in social events is better seen for men than women 
regarding their public status, they talk about women as "social guardians". (Gmel. G et al, 
2009). The GENACIS Project was an international study that looked at the gender and cultural 
influences on the alcohol consumption and the problems linked to it in 38 countries. The goal 
was to look at the « substances abuse prevention and intervention » for women since the data 
were focused on one gender. The authors wanted to determine different aspects that were 
coming with the consumption of alcohol such as, high risks on health, partner violence, social 
changes, … (Wilsnack. SC, 2012). Since the data were collected through a same questionnaire 
distributed in different countries with different cultures and language, the translations had to be 
perfectly done for everybody to understand the same questions. Most likely some answers could 
have been wronged by some language misunderstandings. Moreover, some data were not 
available on the article from Gmel. G et al. such as the lifetime abstainers and former drinkers 
of France which do not allow a complete analyse. (Gmel. G et al, 2009). 
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2.2 The Consumers’ Behaviours 
 

A survey from the Society for the study of addiction on the analyses of the quantity of 
alcohol consumed compared to a birth cohort looked at the behaviours of 36 432 respondents 
in the USA between 1979 and 2010. The authors analysed the data through the NAS (National 
Alcohol Survey) and other studies such as the NLAES (national longitudinal alcohol 
epidemiologic survey) and built 8 age groups from it (18-20 / 21-25 / 26-30 / 31-40 / 51-70 / 
71 and older). They found out that men born between 1976 and 1980, from generation X, were 
consuming more alcohol and were drinking more often. Regarding women, the ones born 
between 1980 and 1985, millennials, were the ones having the higher alcohol volume 
consumption. (Bond. J et al, 2012). As the study of Gmel. G or Solgaard. H and Smith. D, this 
review found that there was a "declining age effect" on the consumption of beer and spirits and 
that the regularity of drinking was lower for the 51 years old and older group of age. They 
attributed the consumption of spirits to cohort effects, groups effects. Age group-wise, the 21-
25 years old (millennials) were the ones with the higher volume of alcohol intake, and the ones 
that were drinking the most regularly were the 21-40 years old (similar for both millennials and 
generation X). However, they concluded that the spirits category was the least dependant on 
age since they found what they called "a flat age profile". As the other study above, they 
hypothesised that the reasons for the changes in consumption were linked to economical and 
quality-related factors. (Bond. J, 2012). This study focused on the data and even though they 
hypothesized some reasons to explain it, they did not verify them. Moreover, in the survey, they 
asked questions such as "how often do you have 1–2, 3–4, or as many as 5 or 6 (glasses/12-
ounce cans or bottles/ drinks)?" which is tricky since the respondents might underestimate their 
consumption. In addition, the tables used to show to results were full of numbers and unclear, 
even though the results were explained in the writing part, those tables were not easy to read. 
(Bond. J, 2012). 
 

A generational effect found by the Italian survey was that the alcoholic beverages 
consumed by the younger generations were more often consumed outdoors, in the evening, and 
during the weekend in social events when the older ones were associating alcohol with 
relaxation more than "get out of the routine and social events". (Benella. F, 2020).  
 

To look deeper into what exactly matters to some category of consumers, Mantino. V et 
al. studied the "purchasing behaviours of Grappa consumers". To do so, they interviewed 667 
respondents, based on a best-worst scaling method, at different points of Grappa 
purchase/consumption from March to June 2018 in Cuneo city and the campus of the University 
of Turin. Through those interviews, they found out that the main reasons to buy Grappa for the 
consumers were the "convivial consumption with friends (44%)", having a gift to make (31%), 
and personal consumption (25%). The most important attributes for the decision-making 
process were "I know it/already tried", then "it was recommended to me", "brand", and 
"origin/place of production". (Mantino. V, 2019). This is in line with the study of Gregory-
Smith. D and Manika. D which found that the most important factor that influenced the drinking 
habits of someone was ‘the need to fit in”, the social aspect of drinking. (Gregory-Smith. D, 
Manika. D, 2017). On the contrary, the least important attributes were "alcohol content", 
"packaging/bottle format", "addition of aromas/flavours", and "information on the label". The 
authors cross analysed those results with the different types of knowledge the consumers had 
on Grappa. The "experts" group (30,7% of the respondents) were considering the 
"recommendations" and "brand" attributes as the most important which was similar to the 
nonexpert one (27,4%). However, the least important attributes were changing from one group 
to another. The four groups found in the study were the experts, the non-experts, the quality 
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sensitive, and the price sensitive. They crossed those findings with some demographics and 
found that the nonexpert group was composed of a slight majority of women (58%), the price-
sensitive and expert were mostly women (68%), and the quality sensitive mostly men (83%). 
They concluded that women had the habit of buying grappa for social occasions when men 
were buying it for personal purposes. The price-sensitive category was not the one willing to 
pay less money for a bottle which means that they wanted a fair price and not necessarily a low 
one. They wanted value for money and would look at the price as a sign of quality. This group 
was mostly composed of millennials, 18-24 years old (41%) with a majority of non-experts. 
(Mantino. V, 2019). This last finding can be related to the fact that such a young audience still 
have their knowledge to build, here on Grappa, but in general on alcohol and that could be the 
reason why they make their choice looking at the prices. Furthermore, using a best-worst scaling 
method has some advantages such as the fact that it is easy to understand for the consumers, 
there is a greater consistency in the options chosen, and the obtention of a good amount of 
information. However, to criticize the method, the authors only said that “the sampling method 
could represent a limitation”. They did not give more details on the fact that this method guides 
the respondents and so the answers given are less spontaneous and are limited. They provided 
information on potential follow-up studies by looking at the importance of the level of 
knowledge of Grappa. (Mantino. V, 2019).  

 
The customer behaviours can also be unconscious, the study from Gregory-Smith. D 

and Manika. D from 2017 looked at the alcohol consumption through a new angle, the 
consumers’ identities. They defined identities as a “self-identity”, “self-concept” of whom a 
customer considers himself to be either consciously or not. Moreover, they based their theory 
on the five principals’ identity of Reed. To do so, they interviewed twice 31 participants by 
using a cross-sectional survey to see the differences between what the consumers perceived was 
their consumption and what it was in reality. They used an alcohol tracker on which the 
respondents would monitor their consumption. They realized a first interview before the 14-
days of online self-tracking and one after to analyse the results. They demonstrated that most 
of the respondents thought they had an accurate vision on what their consumption was. They 
concluded that the perception of the healthy way of drinking was changing with age, experience, 
and social interactions. Another interesting finding was that some respondents tend to 
compartmentalize their identities (one behaviour for work, one for family, one for friends, …) 
and others had them integrated. The ones that integrated all their identities were more open to 
change their drinking habits after realising they were not what they thought they would be, 
when compartmentalized customers were in deny and justified their consumption through 
external factors. Those drinking identities were also linked to health ones since some drinking 
behaviours would be impacted by the calory contained in a beverage, the risks of consuming 
too much, … Therefore, some respondents were counterbalancing their drinking behaviours 
with other health identities such as eating well or doing exercise. On the other hand, the 
interviews were more focused on the quantity and regularity of the consumption that the 
moments of consumption itself, so the respondents were trying to justify themselves more than 
explaining the factors that led to their drinking habits. Moreover, we do not know how the 
participants were chosen. (Gregory-Smith. D, Manika. D, 2017). 
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2.3 Marketing Strategies 
 

The promotion of alcohol has evolved since the companies had to consider new 
behaviours and factors such as the awareness of the impact of alcohol on health. In his article 
from 2012 on the Smirnoff and the transformation of the youth alcohol market, James Mosher 
looked at a challenge spirits companies had to face which was the fact that younger customers 
began to prefer beers over spirits between 1970 and 1997. Indeed, spirits had an image of being 
for old customers. However, around 1997, the drinking habits of the young customers changed 
again to go back to spirits such as vodka, rum, and tequila. How did this happen? Spirits groups 
such as the giant Diageo began to see the soft drinks as their competitors as they became very 
popular with the younger customers. To compete with those beverages and beers, the "alcopop" 
was created such as the Smirnoff Ice. (Mosher. J, 2012). This category of drinks can nowadays 
be related to the "Ready-to-Drink" one. The goal of those alcopops was for the company not to 
be taxed as spirits but as beers and to target teenage girls who were the first consumers of it. 
Nevertheless, the author cited the teenage girls as a target later in his article, at the beginning 
he talked about “younger customers” without giving an age range. This can be confusing since 
young customers can be teenagers as well as young adults. Moreover, another article by 
Bramness. J et. al was designated young customers as being in between 60 and 69 years old. 
(Bramness. J et. Al, 2021). This means that age is a subjective data if not precise.  
 

By contrast, Mosher. J argued in his study that between 2005 and 2008, the sales of 
those alcoholic beverages began de decline (by 36%) which is understandable since those 
products were created to introduce a younger audience to spirits. To follow this trend, spirits 
companies began to create flavoured ones and aggressive advertising campaigns to reach and 
seduce younger audiences who are more likely to buy the type of coloured, fruity, nicely 
packaged spirits. (Mosher. J, 2012). The impact of those targeted marketing campaigns on the 
millennials, younger generations were confirmed by a study from Bond. J et al. on the analysis 
of the way different age cohorts were drinking. (Bond. J et al. 2012). This article from Mosher.J 
demonstrates the shift in the marketing strategies on this market chronologically so that the 
readers can have a better sense on why the companies ended up choosing the alcopop and 
aggressive marketing strategies. However, the author based his findings on some articles he 
wrote in the past which does not allow the use of a different point of view. This article was 
written with a professional point of view, with the purpose of being used to create new 
marketing strategies.  
 

Other ones that analysed the effect of advertising on the sales of alcohol were looking 
at the subject with the will to analyse the success of health campaigns. The article published in 
2013 by Chilek. A et al. reviewed this in the USA between 1971 and 2012. The authors 
hypothesized that banning alcohol advertising can be a "potential solution" to reduce alcohol 
consumption. To do so, they examined the sales data and advertising expenditures from six 
media and looked at socioeconomic variables such as price, income, and taxation on a 
population of 15-19 and 20-24 years old. Some research made in 2012 showed that alcohol 
advertising was impacting the young generations' behaviours since it "normalized drinking" 
and created a positive attitude towards it which resulted in an increase of consumption younger 
than usual. By contrast, the findings of the authors argued that the change in the consumption 
of beer, wine, and spirits was more linked to demographic factors and price than advertising. 
Indeed, the decrease of alcohol consumption in some countries could not only be linked to the 
ban of advertising since other factors such as the increase of the prices or the will to be healthier 
were noticed at the same time. Moreover, the alcohol advertising might have influenced more 
the choices that the customers would make than their consumption itself. (Chilek. A et Al. 
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2013). Those findings were challenged by the study of Bond. J et al. that hypothesized that the 
increase of advertising on television of the spirits brand was one reason for the increase in 
consumption. (Bond. J et al. 2012). In their article, Chilek. A et al. gave a good overview on 
the different politics of alcohol advertising to have a good idea of the international landscape. 
However, the population studied is not representative of the society, the conclusions must be 
put into perspective. Indeed, the population studied was between 15 and 24 years old, a 
connected population, but also one with a smaller purchasing power, experience, and potentially 
more easily subjected to peer pressure. In addition, the findings of this study can only be applied 
to younger customers in relation with the sample studied. Follow-up studies can be made using 
other factors such as the new attitudes towards alcohol, the preferences, and the universe a brand 
creates around a product to make it more appealing. (Chilek. A et Al. 2013).  
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2.4 Conclusion 
 

There is a need for more in-depth data and analyses that will cross the demographics 
with insights to understand how the market is and how it will evolve. In the same spirit than the 
study from Gmel. G.al, 2003, the respondents will be divided into subgroups regarding their 
frequency and quantity of drinking to understand what each groups’ needs are. Those results 
will be crossed with the age (generation) and gender to have a better profile of whom is in each 
category. To understand which generation is binge drinking and buying more expensive 
products and if it is decreasing with age. Cross analysing the data found through the quantitative 
and qualitative research will give a better understanding on which factors are important for the 
purchasing and consumption decision.  
 

The study from Gregory-Smith. D and Manika. D on the identities is an interesting and 
kind of unique way to look at the consumption. Most of the articles were giving numbers and 
data on the consumption but without really understanding the reasons behind. Moreover, in a 
psychological point of view, knowing which identities are getting the upper hand over the other 
when drinking is important to understand what motivates the customers. Even though the 
purpose of this paper is more to help creating public health campaigns by promoting an 
“healthier approach to drinking”, the findings can also be useful to create marketing campaigns. 
Following this approach could give insights on how a generation can influence someone’s 
consumption, his identity as a millennial or a generation X.  
 

Using the studies of Mosher. J and Chilek. A et al. to have a discussion angle with some 
professional of the spirits market and so bringing up the alcopop, the RTDs, and the potential 
of low and non-alcoholic beverages as well as the use of aggressive marketing could give new 
views on it.  
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Chapter 3: Research Method 

 
3.1 Introduction 

The research question is the following one: "What are the changes in generation X and 
the millennials consumption behaviours of whiskies and white spirits in the North of France 
and why did they occur?" 

Both qualitative and quantitative research were used to answer it. The quantitative ones 
provided "reliable" data to have an overview of the customers' behaviours through a survey. 
This data was completed by qualitative research to have deeper insights on what exactly the 
respondents think and want through individual in-depth interviews. Indeed, according to an 
overview of qualitative research given by the Office of Research & Doctoral Services, 
quantitative research "focus on the quantity, frequency, and magnitude" and that, qualitative 
ones "focus on the quality or meaning of experience". (Office of Research & Doctoral Services, 
2015). Quantitative research was made through a questionnaire that allowed the respondents to 
understand what the study was about through specific questions, involved them in the topic, 
and got a lower percentage of error when answering the questions. The questionnaire was 
structured, and the respondents were guided when answering it. Conducting qualitative research 
to complete the collection of data helped get a deeper understanding of the feelings and 
experiences of the population studied. The goal was to not assume what the respondents could 
say or think but really get insights into the consumer behaviours and patterns. (Curry. L, 2015).  

Based on the literature review, the research methods reviewed different factors 
influencing consumers' behaviours such as their frequency and quantity of drinking to 
understand what each generation's needs were, crossed with age and gender. In addition, the 
moments of consumption within generations were studied as well as the budget spent by each 
of them. Through the interviews, the research looked deeper into what are the causes of the 
factors (external and internal) that influenced the purchasing and consumption behaviour such 
as one identity as being part of a generation, the role of the internet, social media, or peer 
pressure.   

To determine which factors influenced a consumer purchasing and consumption 
behaviour of a spirit as well as the new drinking habits of millennials and generation X, 
quantitative research was used to clearly understand what the new drinking habits were. The 
qualitative research followed up on it by going deeper to examine the influence of generation 
X and millennials on their whisky and white spirit purchase and consumption. To identify the 
potential for low and non-alcoholic beverages and RTDs to become major actors in the industry 
in 2 to 5 years.  
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3.2 Participants 

The research population of this dissertation was whisky and white spirits consumers 
from two different generations. The first one was generation X, according to DePew Rebekka 
and Gonzales Gilbert, it is the population born between 1965 and 1980. (Gonzales. G, DePew. 
R, 2020). The second one was the millennials, born between 1982 and 2001 according to Strauss 
and Howe (1991). (Mihalca. L, 2018).  

Those two generations were chosen to analyse how their consumption evolved through 
the changes of behaviours of a generation born with technology and one born without. Indeed, 
their moments of consumption appeared to be different since millennials were seeking more 
innovative drinks, packaging, and experiences when generation X was more concerned about 
the quality and the provenance of their purchase. (M. McGarry Wolf et al. 2018). The goal was 
to determine if the characteristics (age, gender, income, purchasing behaviours, ...) of those two 
generations impacted the market and how it was changing it.  
 
 

3.2.1 Sample size 

For the quantitative survey, the behaviours of those two generations in the North of 
France were analysed, especially the region "Nord-Pas-De-Calais". According to l'INSEE, there 
are 276 434,42 millennials and 291 003,6 generation X in this area. (Insee, 2021). A sampling 
frame of error was considered since some of the respondents were not from the generations 
studied. Regarding the size of the population studied and the fact that a 5% error margin was 
chosen, an average of 384 answers from generation X and millennials were needed.  

 

3.2.2 Non-probability sampling method 

A non-probability sampling method was used to sample the studied populations. The 
goal was to select the right samples through specific characteristics:  

- Consumers of whisky and/or white spirits 
- Millennials and generation X participants  
- Participants living in North of France 

According to those characteristics, a quota sample was developed for the quantitative research 
and a judgement sample for the qualitative ones. A quota sample used a two-step method to 
study a population through two variables. It was the right method regarding the limited 
timeframe and knowledge of the populations studied. (The Economic Times, 2021). Moreover, 
it was a convenient tool to quickly interpret the answers. (Question Pro, unkown date). The two 
variables used were the generations through age groups (less than 20 years old / from 20 to 39 
years old / from 40 to 56 years old / more than 56 years old) and the place of residence (North 
of France / Est of France / other).  
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3.2.3 Judgmental sampling method 

To implement a judgmental sampling for the qualitative research, the participants of the 
qualitative research were chosen in advance. Different types of consumers from the same 
generation were chosen for the individual in-depth interviews to get more heterogeneity 
(cocktail/pure whisky/white spirits consumers) so that their answer could cover a wider part of 
the population. Moreover, their level of knowledge was different, some participants had more 
expertise in the industry which gave new insights on how the knowledge would impact the 
consumption. In addition, to reflect the overall society, the gender of the respondents was 
considered and so the parity respected as much as possible. However, whisky consumers were 
seen to be mostly men. They were recruited through a personal and professional network to 
have different types of respondents.  
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3.3 Materials / Apparatus 
 
 

3.3.1 Research strategy 

Both qualitative and quantitative research have advantages and disadvantages. Through 
the questionnaire, data such as the opinions, attitudes, and motivations of the respondents were 
collected as well as some facts such as the demographics. The questions needed to be focused 
on what the respondents were able to remember using closed questions. According to a lecture 
from Graham R Gibbs, these types of questions are easier to analyse and « give predictable 
outcomes » which are useful to create a statistical analysis. However, they are less 
representative of what the respondents truly think. (Graham R Gibbs, 2021). This is the reason 
why completing those findings with qualitative research felt necessary. This second type of 
research allowed the respondents to be more spontaneous and stimulated which created a 
feeling of security that ended up with deeper answers. The logistic was more complicated than 
for quantitative research. Individual in-depth interviews were known to allow getting deeper 
insights since there was no social or confidential pressure. On the other hand, it required a 
skilled interviewer, and the data were more difficult to analyse, the use of a psychologist could 
be an asset to look at other data than what was said such as body language. According to Curry. 
L, the goal of those interviews was to "explore individual experiences and perceptions in rich 
detail" to get the perspective and experiences of individuals and complete the quantitative 
research. It is a "powerful tool for social change" which is what was studied in this dissertation. 
(Curry. L, 2015).  

 

3.3.2 Quantitative research 

To realize the quantitative research, a structured questionnaire with prepared questions 
and fixed-response choices was used through a Google form. The goal was to guide the 
respondents in their answers so that they could truly understand what the study was about. The 
questionnaire aimed to determine what were the differences in the consumers' behaviours of 
generation X and the millennials regarding their consumption of whisky and white spirits. The 
goal was to test and confirm or not some hypothesis found in the literature review. (Office of 
research & doctoral services, 2015). For instance, the questionnaire allowed the confirmation 
or not of the fact that women are beginning to drink, if it is not as much, as often as men or that 
one's consumption of alcohol decreases with age or the factors that influence someone's 
decision-making process.  
 
 
Validity of respondents 
 

According to this, there were 5 different categories of questions organized as a funnel. 
The questionnaire began by asking the respondents to choose which generation they belonged 
to through an age frame, where they live, and if they were whisky and/or white spirits 
consumers. This first section validated or not if the answers collected were in the frame of the 
dissertation. Indeed, the respondents needed to indicate their age range, location, and if they 
were consumers of spirits.  
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Moments of consumption 
 

The second section was made of questions on their moments of purchase to analyse 
which factors occurred at the decision-making stage through questions on the average budget 
they spend, where do they buy their spirits, ... Then the moment of consumption and the 
respondents' motivations in buying spirits (whisky and white spirits) were analysed through a 
set of questions such as the reasons why they buy a bottle, where they consume it, ...  
 
 
Ways of consumption  
 

Once the respondents felt more comfortable, the questions regarding their consumption 
of alcohol such as how often they consume alcohol, how many drinks they have per moment of 
consumption, were asked. The goal was to sort the respondents in different drinking categories.  
 
 
Demographics 
 

Finally, to end the questionnaire, the rest of the demographics were asked such as their 
gender, professional situation, level of study followed by a place where they could comment on 
the study and feel free to add something they believe was important.  

To attract as many respondents as possible, the length was purposely shortened, and the 
questions were easy to answer so that they would not get bored or annoyed when answering 
them. Moreover, the questions were easy to understand and answer so that all whisky and white 
spirits customers could answer them, a high level of knowledge was not needed. 

 
3.3.3 Qualitative research 

As seen previously, to get deeper insights, quantitative research was combined with 
qualitative ones. A direct research methods was used in the form of individual in-depth 
interviews. Individual in-depth interviews were conducted towards consumers of whisky and/or 
white spirits from both generations. These interviews lasted around 30 mins to keep the full 
attention of the respondent. They allowed having deeper insights on the customers since it was 
a good way to lift inhibitions and make the customers remember more throughout the 
discussion. In addition, in-depth interviews allowed the personalisation of the questions and the 
development of an important topic for the respondent. The confidentiality of the interviews 
created a comfort zone for the respondents who were free to express their truth and believes. It 
focused the answers on the important research details of the study. (questionpro, unknown data). 

Based on the results of the quantitative one, the purpose of the qualitative research was 
to examine the influence of both generations on their own purchasing and consumption 
behaviours as well as go deeper into the factors influencing it to compare both. The individual 
in-depth interviews were articulated around 5 thematics transformed into questions:  

- The process they go through when buying a whisky or white spirit  
- Their way of consuming it (where do they prefer to have a drink, with whom, …) 
- Their perception of a good whisky and/or white spirit 
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- Their opinions on how they think they are being influenced (if they believe they are) 
to consume or buy those products (peers, communication, salesperson, …) 

- Their opinion on how their consumption changed from other generations (previous 
and next ones) 

The number of themes was purposely kept at a minimum to be able to spend 6 minutes 
on each one of them. The themes were formed as a funnel, beginning with easy, factual 
questions to finish with more meaningful ones that needed to reflect on the society and their 
generations. The goal was to build a trustful environment and make the respondents feel more 
and more comfortable throughout the discussion.    
 
 

3.3.4 Data collection 
 

An important question to answer when doing research is the following one: how can we 
be sure about the quality of the research? According to the lecture given by Graham R Gibbs, 
for the research to be reliable, several factors were needed to be considered. Firstly, there can 
be a "subject error" since the day, mood, … of the respondent can alter his answers. For 
example, the price as a factor can be more important at the end of the month than at the 
beginning, depending on how much money one has left in his bank account.  

Moreover, a participant could have changed his/her answer to please the researcher or 
to match if what he/she believed was the right answer which is called "subject bias". (Gibbs. 
GR, 2012). To overcome this, the research had to be conducted in a very objective way so that 
the results, the insights were not influenced by the researcher. (Office of Research & Doctoral 
Services, 2015). In addition, the participants of the in-depth interviews did not answer the 
questionnaire so that their answers would not be influenced by it.  

The data were objectively analysed to not bias the results and make them more valid. 
The data of the qualitative and quantitative research were collected from respondents who truly 
believed in their own truth. However, the sample interviewed was not completely representative 
of the all population, the answers needed to be put into perspective. In addition, the participants 
chosen had different relationships with spirits, ways of consuming so that the result would be 
wider and more accurate. The list of questions and themes talked about were the same for every 
interview so that the consistency in the questions was respected. (Gibbs. GR, 2012). 
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3.4 Procedure 

A first version of the Google form questionnaire presented in the appendix was made 
and sent to other marketing and communication professionals who were also consumers of 
whisky and white spirits to test it. To get specific answers that were complete and as many of 
them as possible, different strategies were used. Firstly, the questionnaire was sent on Facebook 
especially to groups about whisky and white spirits. Then, flyers with a QR code linked to the 
questionnaire were distributed in wine shops in Lille and around. The goal was to adapt the 
broadcasting strategy of the questionnaire to the lifestyle of millennials and generation X by 
being present on social media and in physical stores. To try the analysis tool, the test answers 
were put into an Excel sheet to create a "trial spreadsheet" and see its relevance.  

A direct exploration method was used to test the questions asked during the interviews. 
Indeed, by asking the questions to a few participants before the conduction of the interviews, 
feedbacks were collected on the understandability, the wording (its neutrality), … (Question 
pro, unknown date). The individual in-depth interviews took place either at the respondents’ 
home or over the phone. A degustation of whisky and gin was offered at the end of the 
interviews to attract participants as well as thank them. Moreover, a practice of the use of neutral 
words and a professional tone (not too friendly and not too formal) was needed to train to be an 
impartial listener and not to make any judgment. 
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3.5 Ethics 

Four ethical issues can be highlighted regarding this dissertation. Firstly, since it was a 
study on the consumption of alcohol, the age of the respondents was an important characteristic 
to consider not to have under-aged respondents. The first section of the questionnaire asked the 
age range of the participant. Every respondent choosing the "under 20 years old" category was 
directly sent to the demographics section to end the questionnaire.  

A non-judgmental behaviour was needed to be respected regarding the alcoholic 
beverages consumption habits of the respondents. Indeed, one could have felt judged and so hid 
information he/she thought not “good enough”, not an appropriate behaviour. The challenge 
was to make them feel comfortable and make them understand, at the beginning and throughout 
the discussion that only their opinions mattered and that they were the only one with their truth.  

Thirdly, a reassurance that no personal information was being divulged to another part 
than the supervisor was made verbally and in writing before the questionnaire and the 
qualitative research processes. Some respondents felt reassured and more comfortable in talking 
when they understood that their name and/or any information that could make them 
recognizable would not be cited in the dissertation. Confidentiality, especially with a sensitive 
subject such as one’s consumption of alcohol, was important.  

Lastly, the respondents were informed of the aim of the study and the data collected on 
the first page of the questionnaire so that they consented to it before answering. For the 
qualitative research, the participants were informed by email of the aim of the study and the 
data collection process and asked to sign a consent form before beginning the interviews. The 
data was be kept on an external hard drive and destroyed after the examination process. No 
names were stated in the dissertation, the consent forms filed by the participants with their 
names and signatures were securely stored on an external storage unit. The place of the storage 
of the data was written on the consent form to inform the respondents. The data was collected 
through a Dictaphone for the in-depth interviews. 

 

 

 

 

 

 

 

 

 

 



Anaïs Meuret – 10576705   

Dublin Business School   32 

3.6 Data Analysis 
 
 

3.6.1 Quantitative data analysis 
 

At the end of the research phase, the results were analysed regarding the generations 
and compared to understand what changed from one to another. Inside each segment of 
generation, the answers were crossed to determine if the gender and drinking habits impacted 
the purchasing behaviour. To analyse the quantitative research, an excel sheet was used to cross-
analysed the principal factors influencing the purchase and consumption of spirits using an 
ordinal scale. (Amaresan. S, 2021). The quantitative data were analysed as a funnel, firstly 
through the overall data to see how many of millennials and generation X answered the 
questionnaire. Then, in between those respondents, a second sorted was made to only select the 
ones that were from North of France and that were consumer of spirits. Then, the results were 
sorted to compare the answers of millennials and generation X, the ones of men and women 
and the ones of the 3 groups of consumers. To do so, several spreadsheets had been created to 
export the data of the population studied.  

 
 

Calculations 

Moreover, percentages were created to understand the importance of the demographics 
on the behavioural responses. Spreadsheets and tables were created to summarize the data 
collected and the results. To look at the most important attributes when buying a whisky and/or 
white spirits, the respondents had to rate them on a scale going from 1 to 4, 4 being the “very 
important” ones. Percentages were made from the following equation:  

Total of the points collected from an attribute / (4 X the total number of answers) 

This was replicated for men and women from both generations and for each category of drinker. 
To look at the purchasing decisions and the places of consumption, the same equation was used 
to created percentages. Some questions were using multi choices answers when others required 
only one answer to allow the respondents to give the most accurate answer as possible.  

According to the French government, one should not drink more than two glasses of 
alcohol per day and not every day. The dissertation based some questions and the analysis on 
those recommendations. The respondents were divided into 3 groups - the high drinkers (more 
than two drinks a day at least 5 times a week), the moderate drinkers (no more than 2 drinks a 
day less than 4 times a week), and the low drinkers (less than 2 drinks a day less than 2 times a 
week). (Drogues. gouv.fr, 2019). Those groups were analysed through percentages and crossed 
with other demographics, factors, and behavioural aspects.  
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3.6.2 Qualitative data analysis 

To analyse the data of the qualitative research, the software NVIVO was used. Using an 
inductive method, NVIVO allowed a better organization and analyse of the data to be able to 
easily visualize the results. (Nvivo, unknow date). The goal was to organize the data through 
the themes followed during the interviews and cross the different interviews to highlight the 
main ideas and differences that came up from each of them. Regarding the observations, a 
thematic analysis was used to identify patterns to create hypothesis and make a theory. The 
purpose of this type of analysis was to get new insights using a method easily understandable 
for a novice researcher. After having transcribed the interviews into the NVIVO software, a 
codebook was created regarding the main themes covered.  

 

 

 
 

Those codes were filled with parts of interviews that were related to the topic so that 
each theme could be able to be analysed and the main ideas were extracted. The goal was to 
interpret and analyse, not just summarize the ideas, and that the data were complete enough for 
each theme. (Delve, unknown date). The data were transcribed in graphism and narrative forms 
to be summarized. 
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3.7 Conclusion 

To conclude, to understand and analyse the changes in generation X and millennials 
consumption behaviours of whiskies and white spirits in North of France and the reasons why 
they occurred, both quantitative and qualitative research were used. To sample the population 
studied a non-probability sampling method was used through three characteristics, consumers 
of whisky and/or white spirits, participants who were part of millennials (1982-2001) or 
generation X (1965-1980), and a population that was living in North of France. The quantitative 
research used a structured questionnaire with prepared questions and mostly fixed-response 
choices by using a Google form. The aim was to analyse and determine the differences in the 
purchase and consumption behaviours of those two generations. The qualitative ones were 
conducted through individual in-depth interviews. The interviews were conducted with 
different types of consumers to allow getting the respondents insights and thoughts in a more 
detailed and deep way. They were articulated around 6 themes transformed into questions 
regarding the objectives of the research. The data were analysed through an Excel sheet for the 
quantitative ones to cross-analysed what was influencing the purchasing and consumption 
behaviours of whisky and white spirits by using an ordinal scale. Moreover, the qualitative data 
were analysed through the NVIVO software for a better organization and visualization of the 
results. Those findings will be stated in the next chapter through tables and written summaries. 
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Chapter 4: Results chapter 
  
 

This chapter will review the results of the quantitative and qualitative research. The goal 
was to collect data on the drinking patterns and behaviours of two generations through a 
quantitative survey and go deeper in the analysis through individual in-depth interviews.  
 
 

4.1 Quantitative Research 
 

To deliver the questionnaire, a Google Form was used and designed as a funnel to look 
at the consumption behaviours by looking at the factors occurring at the decision-making stage, 
the moment of consumption and what motivated the respondents, their consumption of alcohol, 
and some demographics. The analysis of those data allowed the understanding of the new 
drinking habits of millennials and generation X in North of France, especially in Lille. The 
answers were analysed crossing three demographic and behavioural data: gender, generations, 
and drinking behaviours. An overall analysis of the spreadsheet was made, followed by the data 
collected from the attributes influencing a purchase, the factors playing a role in the purchasing 
decision, and finally, the consumption habits. 

 
 

4.1.1 Overall analysis 
 

 

169 answers were collected, overall, as shown in table 1, the respondents were mostly 
divided between the two generations studied, 50% of millennials (between 20 and 39 years old) 
and 44% of generation X (between 40 and 56 years old). Within those two generations, men 
were mostly represented 74% for millennials and 63% for generation X. In table 2, the results 
showed that most of the respondents were from the North of France, 89% for millennials and 
83% for generation X. 
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Table 3 stated that most of the respondents were spirits consumers (95%). Moreover, 
those consumers of spirits were divided into three categories, low (less than 2 drinks a day less 
than 2 times a week), moderate (no more than 2 drinks a day less than 4 times a week) and high 
drinkers (more than two drinks a day at least 5 times a week). In both generations, the most 
represented category was the low drinkers with 48% for millennials and 53% for generation X. 
For millennials, more women were represented in the “low drinkers” category when the 
percentage of women from generation X was higher in the “moderate drinkers”. Men were most 
represented in the “high drinkers” category.  

 

 

 
 
 

4.1.2 Importance of the attributes influencing a purchase 
 

To analyse the important 
attributes that influence a purchase 
of whisky and/or white spirits, 13 
factors were looked at. As stated in 
table 4, the respondents needed to 
say how important a factor was on a 
scale from 1 to 4, 4 being the "most 
important". According to the results, 
the 4 most important attributes for 
millennials were taste, knowledge, 
price, and recommendations. For 
generation X, they were the taste as 
millennials, followed by 
knowledge, recommendations, 
price, and origin of the product. The 
least important attributes for 
millennials and generation X were 

the convenience, followed by the CSR and the certificates labels. 
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Table 5 showed that for both genders (millennials and generation X), the most important 
attribute was taste. For millennial women, it was followed by the price and the brand when for 
generation X, the taste was followed by the knowledge, recommendations, and the price which 
was similar to millennial men. Men in generation X valued, in the second place, the knowledge 
followed by the recommendations. The least important attributes for the fourth category of 
people were convenience followed by the certification labels and the CSR. 
 
 

 
 

 
In table 6, the most important attributes for high, moderate, and low drinkers were 

looked at. For all 3 categories in both generations, the most important is the taste. For 
millennials, the second most important attributes for the high drinker’s group are the price and 
the recommendations, the knowledge, and the price for the moderate and low ones. For the 
three groups, the least important ones are the CSR, the convenience, and the certification labels. 
For generation X high drinkers, the most important after the taste are the origin and method of 
production which are different from the moderate group who looked at the recommendations 
and their knowledge. The low drinkers were mostly interested in the knowledge as well 
followed by the origin of the product. The last important attributes for moderate and low 
drinkers were the convenience, the certification labels, and the CSR, such as millennials. High 
drinkers were less interested in the convenience, the packaging, and the certifications. 
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4.1.3 Purchasing decision factors 
 

In table 7, the places of purchase were analysed. The results showed that women in both 
generations were mostly purchasing their spirits in supermarkets when men preferred 
wineshops. Moreover, men from the millennial generation were more likely to make their 
purchases through the internet compared to the rest of the respondents. However, the gap 
between supermarkets and wineshops was smaller for women of generation X. They also 
preferred going to a distillery that buying online. 
 
 

 
 
 
 

According to the respondents (table 8), men would spend more money on whisky than 
women since women in both generations said they spent between 20€ and 30€ for a bottle while 
men would spend more than 70€ (millennials) and between 50€ and 70€ (generation X). The 
average budget for a bottle of white spirit is smaller for both generations. Millennials would 
equally spend between 20€ and 30€ while generation X would have a budget between 30€ and 
40€ for a bottle. Generation X would spend more money than millennials for white spirits. 
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In both generations, the main reason why buying a whisky or white spirit was for their 
own pleasure (table 9), followed by the fact of buying a gift for someone else and being invited 
over for millennials and women. The gap between the answers was bigger for men who mostly 
bought for their own pleasure. 
 
 

 
 

The reasons of purchase were more different when looking at the drinking groups in 
table 10. Indeed, even though all groups' main purchase reason was for their own pleasure, high 
drinkers would also mostly buy a spirit if they were invited by a friend or family. Millennials 
moderate drinkers would also buy for a collection when the ones from generation X made a 
purchase as a gift such as the low drinkers in both generations. 
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According to table 11, all the respondents were buying a spirit once a month. Except for 
millennials men who were mostly buying a bottle between 2 and 3 times a month. The 
percentage was close in between the two main frequencies of purchase of millennial men and 
generation X women. Men from generation X would buy less often spirits than millennial men 
since 15% of them would buy one once a quarter. However, millennial women would buy spirits 
less often than women from generation X. 
 

 
 
 

4.1.4 Consumption habits 
 

The ways of consuming whisky by gender seen in table 12 showed that men in both 
generations would mostly consume their whisky pure. Indeed, the gap with the other ways of 
consumption is higher than for women. Women from generation X would rather drink a whisky 
pure when millennials would go for a soft or a cocktail. Moreover, more millennial women 
were not drinking whisky compared to the rest of the respondents. However, all of them were 
white spirits consumers. The four categories were mostly drinking white spirits in cocktails. 
However, millennial women were the most cocktail consumer group since the gap with the 
other ways of consuming was bigger. 
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Except for millennials high drinkers that were having whisky mostly with a soft, the rest 
of the drinking groups preferred it pure as shown in table 13. The gaps with the other ways of 
consuming were bigger for those 5 categories which showed their preferred ways of tasting a 
whisky. As for the genders, the white spirits were mostly consumed in cocktails and with a soft 
for millennials high drinkers. 
 

 
 

As shown in table 14, millennial women would mostly consume a spirit at a friend's / 
family's house or the pub/restaurant than at their own home while the rest of the groups mostly 
consumed it at home. However, outside consumption did not seem to be a big habit in both 
generations. 
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4.2 Qualitative Research 
 
 

To analyse the quantitative data collected, a coding system using an inductive method 
through the Nvivo software was used. Firstly, the interviews were transcribed by hand and 
uploaded to the software. 8 interviews of an average of 30 minutes were conducted, 4 
millennials and 4 generations X with an equal representation of the genders. A thematic analysis 
was used through five different main themes with subthemes for each of them. The goal was to 
highlight the main ideas, opinions, and patterns of each generation and compare them between 
generations to go deeper than the quantitative analysis. The five themes were linked to the ones 
used during the interviews so that the questions asked could be summed up in subthemes.  
 

 
4.2.1 The process 

 
 

The purpose of this theme was to understand what the respondents were going through 
in their decision-making process. To go deeper in the quantitative analysis, questions were 
asked and an analysis of where they were looking for information and which ones were 
important, as well as their preferred point of sale, was made. 
 
 
Information  
 

Most important information influencing ones’ decision-making process and purchasing 
decision 

 

 
 

The results showed that most of the respondents interviewed, from both generations 
were not looking for a lot of information before going into a point of sale. Indeed, they mostly 
based their decision on their own knowledge, the advice the salesperson was giving them, or 
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word-of-mouth for their consumption. However, when they had to make a gift, the most 
important was the aesthetic of the bottle. When looking at the labels, what millennials were 
looking for were good ingredients and information that could guide them on the taste of the 
bottle. The taste was a criterion very important for the men interviewed who needed more to 
test the products at the point of sales than women. 

 

 
 

Generation X was more careful about the origin of the product, especially women. In 
addition, they were more talking about loyalty to a brand and so look at it by buying the same 
bottle every time. Female respondents were more talking about price and budget than men in 
the millennials group when most of generation X mentioned the price. However, the reasons 
were different, millennials knew it was because of their purchasing power when generation X 
wanted the best price/quality ratio and adapted the budget to their guests.  
 
 
Purchasing channels  
 

Regarding the places of purchase, where they were buying their spirits mostly depended 
on the purpose of it, for both generations. Millennials, especially women, would consume more 
white spirits and mostly bought them in supermarkets and more likely the same brand every 
time if there were no special offer or marketing campaign. They would consider the wineshops 
if they had a gift to make or a special occasion to attend. However, men would not buy their 
spirits in supermarkets that they found too “cheap” and offering less qualitative products. “In a 
supermarket, it is very hard to find qualitative products”. Generation X adapted their purchasing 
channels to their guests, if it was for a party with non-connoisseurs, they would more likely go 
to the supermarket than a wineshop. “When I have a friend over, I will go to Carrefour or 
Leclerc, for an industrial whisky, not a very tasty one”. Only one respondent, a millennial, 
would likely and was buying his spirits online, it is still hard for most of them who miss the 
contact and advice of a real salesperson or the fact of not being able to try the product. 
Millennials pointed out the fact that they were mostly buying spirits before a party and so, some 
of them would buy the products right before going and would be annoyed with the time needed 
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by a delivery. “The delivery times, it is silly, but I have a supermarket 10 meters away from my 
home”.  Generation X consumers were not buying online mostly concerned about the 
quality/price ratio, the fact that they don’t get the same offers as in a physical store, and the 
knowledge of the product. “The internet, why not, if I know the producer and if the quality/price 
ratio is good, but I have never done it before”. 
 
 

4.2.2 The consumption 
 
 

The second theme looked at how both generations were consuming whisky and white 
spirits, what was important in their moment of consumption, and their new drinking habits and 
patterns.  
 
 
Differences of consumption – whisky and white spirits  
 

All of the respondents from both generations were not consuming whiskies and white 
spirits in the same way. The consumption of whisky was found gender-based since men would 
all consume it, in a bigger amount than white spirits and vice-versa. “It is rare that I consume 
whisky” – female millennial. Millennials were mostly consuming the whisky pure even if some 
could be interested in cocktails. They have seen their consumption of whisky evolve growing 
up and they would mostly consume it as a digestive and one or two drinks during the aperitifs 
with other connoisseurs of whisky. “White spirits are more of a party alcohol. For me, whisky 
would be a digestive as a cognac or Armagnac”.  Indeed, all millennials would adapt their drinks 
with the people they are with and so consume more white spirits in cocktails during parties and 
whisky with few connoisseurs, in a specific atmosphere. “I put whisky above anything else, it 
has a social dynamic of sharing which brings a real convivial moment”. Generation X was 
mostly consuming whisky with coke, especially when they were at parties, or without 
connoisseurs. They mostly consumed it during an aperitif, before eating. “Whiskies are during 
the aperitif, either pure or with coke. Rums are either for an aperitif with a mix of fruits or as a 
digestive.” Some respondents were considering some white spirits as a digestif, but they mostly 
consumed them in cocktails.  
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Moments of consumption  
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Both whisky and white spirits were associated with a convivial, festive, and friendly 
moment. For none of the consumers, in both generations, it would be the type of alcohol they 
would drink alone or in a “non-festive” atmosphere. Moreover, whisky would more likely be 
tasted with family, older people, or other connoisseurs who will be able to talk about it and 
appreciate the product for millennials. White spirits on the other hand have this party aspect 
linked to the cocktails made from them and the fact that the respondents were consuming them 
in typical events such as nightclubs, before or after parties.  
 
 
Outside consumption  

 
Most of the millennials were not consuming whisky outside (pubs, restaurants, 

nightclubs) since they would rather buy a beer, wine, or even a cocktail. Once again, they would 
adapt their consumption to the people they are with and the situation. None of the millennials 
would consume spirits during the meal at a restaurant since it would be too strong for the course. 
“I believe the spirits are strong in taste and could alter the palate for the rest of the meal”. 
Therefore, those are beverages they would more likely consume at the end of a meal. However, 
the outside consumption of whisky and white spirits, in cocktails, was a good way to discover 
new products that they would not have purchased on their own. “I like, for example, the pubs 
that bring foreword their knowledge of mixology, I love discovering new ingredients”. Most of 
generation X would be more likely to consume whisky and white spirits in pubs and restaurants 
and discover new products. Whisky would be pure when white spirits would be consumed in 
cocktails. They also adapted their consumption to the place they were in if it was a cocktail pub, 
… “A pub with music, jazz, and a little bit luxurious decoration with well-dressed people”.   
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The consumption of non-alcoholic beverages  
 
              To identify the potential for low-alcoholic beverages to become major actors on the 
market in the next 5 to 10 years in the North of France, questions were asked to understand if 
those products would be interesting for the respondents and if they would purchase them. All 
millennials were interested in the idea of “alcohol-free spirits” out of curiosity mostly and to be 
able to have a similar consumption than their friends when they had to drive home. “It depends 
on the party, it is handy when you are driving, it can be a good idea”. Moreover, most of them 
pointed out the fact that this type of beverage could reach most people since the flavour known 
in spirits would be reachable to everybody without a high degree of alcohol. However, for their 
“indoors consumption”, they said they would try it for fun but still consume the spirits with 
alcohol. “If I am at home, I won’t go for non-alcoholic beverages”. Generation X consumers 
agreed on the fact that it could be a good idea for the drivers but felt more sceptical and would 
like to try it first. “Even if we like the euphoric side of alcohol, it could be good for people who 
have an addiction, who are alcoholic or even when you are driving”.  
 
 
The consumption of ready-to-drink beverages 

 
To identify the potential for RTD beverages to become major actors on the market in 

the next 2 to 5 years in the North of France, an analysis on how millennials reacted to the idea 
of buying those products was made. None of the millennials interviewed were ready for those 
products or would just try some out of curiosity but not buy it and consume it regularly. Indeed, 
they were disturbed by the fact that they would not be able to know exactly what they drink and 
the use of a can that still had a “bad” image in France due to the beer 8.6. “Cans for me are not 
qualitative, I don’t like them. I like the idea but not the cans”. Moreover, an interviewee pointed 
out the fact that France had a tradition of sharing, sharing food, drinks, … and those types of 
beverages are very individual. “For me, those cans work well in countries that don’t have this 
tradition of sharing a meal at the table, a bottle, …”. 
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4.2.3 The perception of a good whisky or white spirits 
 

 
This theme collected data on how was a whisky or white spirits perceived by the 

respondents and could influence their perception. The goal was to investigate what will be the 
changes in the consumer perception of spirits in the next 2 to 5 years.  
 
 
Perception of a good whisky  
 

 
 

Most of millennials had different tastes regarding the flavour of their preferred whisky, 
however, they all agreed on the fact that they did not want to feel the strongness of the alcohol 
and would prefer a smoother taste. A smoother whisky less strong on the taste was usually the 
ones that have aged longer in barrels and so were usually more expensive. This desire for light 
and smooth whiskies was found as well in generation X consumers with the addition of having 
whiskies that could mix well with coke.  
 
 
Perception of a good white spirits 
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The same findings were noticed for white spirits, the respondents mostly wanted spirits 
that did not have a too strong taste, light alcohol, easy to drink, and easily mixed with other 
ingredients to make cocktails. Moreover, their taste would change slightly regarding the type 
of alcohol, when rum would be preferred infused with different flavours, gin was preferred 
floral.  
 
 
Deformation of perception  

 
The factor that could impact millennials’ perception of a good spirts was mostly the 

price, seen as a quality guarantee. “I step back when I see too cheap whisky around 10€”. In 
addition, when they had to make a gift, the packaging was important but not seen as a real deal-
breaker, they would rather have an aesthetic bottle with a complete back label full of 
information but can still be convinced by the taste. The price was not mentioned as a quality 
guarantee for generation X, they were more concerned about the packaging or the taste. “The 
shape of the bottle, I need to like the colour”. 
 
 
Improvement of perception  

 
Linked to the previous paragraph, what millennials see as an improvement of their 

perception, is a nice, modern packaging with a complete back label, the originality, and a good 
communication campaign. Especially the women interviewed were more receptive to it even 
though masculine respondents mentioned it too. “A modern packaging and very complete 
information on the back label”. Moreover, what they needed on the labels were information on 
the taste, the method, and place of production, … Everything they needed to be guided. Similar 
results were found for generation X since the respondents could as well change their purchasing 
decision because of special packaging or offer. “I like when a bottle catches my eyes in the 
middle of shelve”. 
 
 

4.2.4 Influence 
 
 

The goal of this session was to understand how the impact of a generation, the person 
of their age, the historical and social moments they lived as well as external factors and the 
communication campaigns, impacted millennials and generation X purchase and consumption 
decisions. 
 
 
Influence of their generations  
 

All millennials agreed that their consumption evolved and that it was linked to their 
studies, the people they have met, and the sensibilisation campaigns of the government. “Who 
we know, the people we meet, … can influence ourselves”. They were more or less impacted 
by sensibilisation campaigns, they mostly have noticed that there was a change and that they 
were consuming less due to the Covid, and innovations were coming on the market to “replace” 
alcohol such as Hard Seltzer. “With the pandemic, there are fewer parties, less socialisation and 
so, less consumption”. In addition, they noticed a premiumisation of their consumption by 
buying less now but better products. “Once we stop going out just to party, we consume less 
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but better products”. Finally, an important factor of their generation was its social aspect and 
the fact that they were changing their consumption behaviours regarding who they were with. 
Generation X was influenced by social events such as football games, their friends, and the 
people they have met. “My way of consuming was influenced by the people I have met, the 
parties, my friends who have the same taste as me”. Moreover, a respondent talked about the 
fact that one’s consumption can also be linked to a trend, an era. “I think for alcohol (…), there 
is a kind of fad, at a time it was Malibu and whisky coke, and we are still influenced by it”. 
 
 
Influence of external factors 
 

Millennials felt that the weather was impacted their consumption of white spirits, 
consuming more cocktails and fresh drinks during summer. However, their consumption of 
whisky would not change much. “During summer I will drink more cocktails, it is hot, you are 
in a pub, it is the time”. However, generation X was feeling less impacted by it, even though 
they would slightly change their consumption due to warmth, they were less convinced that it 
changed much around the year. “For me, it does not impact my consumption”. “I would 
probably take less easily a whisky in summer than in winter, a rum no, it’s an all-season drink”. 
 
 
Influence of communication campaigns 
 

 
 

Millennials were impacted by the communication campaigns through the packaging and 
its importance in their mind, social media, and the power of some influencers who can advertise 
one product and brand and create a universe around it. In addition, the fact that brands should 
educate the customers to help them in their choices was briefly talked about.  Generation X did 
not talk about influencers, they were more influenced by in-store communication (flyers, 
tastings, …) and the communication made in their consumption places such as pubs and 
restaurants through a nice poster, for example. The packaging was also an important point 
during the interviews.  
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4.2.5 Generations 
 

 
The last theme followed up on covering the influence of a generation on their whisky 

and white spirits purchase and consumption. The goal was to get the insights of the respondents 
to understand how they saw themselves and their peers within a generation.  
 
 
Previous generations 
 

Regarding previous generations, millennials believed they were drinking less but in a 
different way than older ones. Indeed, they stated that they were drinking more spirits during 
parties and so maybe more during a short period but less regularly. Indeed, this “nightlife” 
millennials had could be associated with excessive behaviours. “There are a lot of people who 
associate whisky to alcoholism, I think it depends on the families”. However, generation X 
believed that they were consuming more or at least in a different way than the previous 
generation, mostly because they were partying more, having more friends around. “Alcohol for 
me is more festive, I would not drink alone at home when my parents could have a drink from 
time to time just the two of them. I never do that. It is maybe the consumption moment that is 
different”. 
 
 
Following generations 

 
Millennials believed that the next generations would consume less alcohol in general 

due to more sensibilisation on moderation, new diets (vegan, …), new habits, and products 
(hard seltzer, non-alcoholic beverages), … They might be more careful about their health and 
what they look like in society (social media, …). “I believe that the next generations will 
consume less and less alcohol”. “I feel like there is more sensibilisation”. Generation X, on the 
other hand, agreed that the younger generation, (millennials), was drinking similarly but maybe 
different products, linked to their tastes. “I don’t know, I don’t think there is a difference”, “with 
my children we have similar ways of consumption and live so I feel closer to them than my 
parents”. 
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4.3 Conclusion 
 

To conclude, the main findings of the quantitative analysis were that the most important 
attributes of both generations were the taste followed by the price, the brand, and knowledge. 
Most of the respondents were buying spirits in supermarkets and wine shops, only a small 
percentage of them were ordering online. The respondents mostly bought spirits for their own 
pleasure or because they had a gift to make once a month. The spirits were more likely to be 
consumed pure for men and in cocktails for women in their home or at a friend/family’s place. 
The most different aspects between both generations were how they were consuming spirits, 
their moments of consumption, and the factors that could have a negative influence on their 
purchase. Indeed, whisky for millennials was more of a tasting moment while white spirits 
would be largely consumed in parties. Generation X consumers were consuming whisky, often 
with coke in parties, and would consume white spirits as a digestif or in cocktails, in pubs and 
restaurants. How both generations felt influenced by their peers and historical moments was 
similar regarding the social aspect of consuming spirits, but millennials also talked about the 
impact of sensibilization campaigns to moderate their drinking habits. Those results will be 
discussed in the following chapter. 
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Chapter 5: Discussion chapter 
 
 

In this chapter, the results will be discussed following the 8 aims of this study. The 
results will be interpreted and compared to the ones of previous researchers seen in the literature 
review. Then, the strengths and weaknesses of the research will be raised following by a 
conclusion per aim, and the applications and implications of it. The chapter will be ended with 
some recommendations for future researchers. 
 
 

5.1 Discussion Findings 
 
 

5.1.1 Research Aim #1: To compare the factors influencing a consumer 
perception of good spirits (whisky and white spirits) between two generations 

 
 
The price 
 

The two main factors that influenced a consumer's perception of a good spirit were the 
price and the aesthetic of the spirit. Millennials would be more price-sensitive which could be 
linked to their purchasing power. However, during the interviews, only women of this age group 
were talking about the budget. It may lead one to think that the price was a tabooer subject for 
young men which changed over age since older men from generation X talked more about 
quality/price ratio than all the other respondents. This is reinforced by the average budget 
analysis from the questionnaire since the young men were the ones who would spend the most 
money on whiskies with 25% of them spending more than 70€ per bottle while older men would 
spend between 50€ and 70€. This was in contradiction with the purchasing power. In a study 
on drinking identities, they concluded that the price-sensitive category was not the one willing 
to pay less money for a bottle which meant that they wanted a fair price and not necessarily a 
low one. (Gregory-Smith. D, Manika. D, 2017). This can be a hypothesis, however, the taboo 
on budget from the interviews suggested that how the consumers wanted to present themselves 
when buying whisky could be a factor influencing their purchase. Whisky could then be seen 
as a status drink. Moreover, all millennials talked about the price as a quality guarantee, a price 
too low on a good product would harm it more than do good since millennials would not look 
at it thinking it was low quality.  

 
 
The packaging 
 

The aesthetic of the bottle was very important for the consumers interviewed; however, 
it was not high in the important attributes. This could lead to thinking that the notion of 
packaging when not explained is still blurred for customers and that they did not realize how 
important it was to them when they talk more about it. Moreover, buying a spirit as a gift was 
the second reason for the purchase, this is when the packaging came to be even more important 
when there is a gift to make. 
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5.1.2 Research Aim #2: To investigate what will be the changes in the 
consumer perception of spirits in the next 2 to 5 years 

 
 

Purchasing power 
 

The study of Bentzen. J and Smith. V concluded income was not influencing the 
consumption of spirits as much as the one of wine and beers in spirits countries. (Bentzen. J 
and Smith. V, 2018). France being considered as a wine country, the conclusion of the 
interviews allowed the hypothesis that the taste of millennials was evolving and that they were 
going towards a premiumisation of their purchase. Allocating a bigger budget to buy more 
qualitative products less often. Chilek. A et Al. studied the effect of advertising on the sales of 
beer, wine, and spirits and agreed on the fact that income was an important factor since an 
increase in disposable income created an increase in alcohol sales. (Chilek. A et Al. 2013). 
Millennials would see their income increase in the next few years which would make them 
spend more money on alcohol and spirits. The results of this study could agree that millennials 
were more price-sensitive and so more careful when buying a spirit. Indeed, they would most 
likely expect more transparency on how and where the products are made in a couple of years 
and look at a brand’s engagement closely. 
 
 
Packaging and labels 
 

Extra attention would need to be put into the packaging and the labels of the bottles. 
Indeed, a good product with catchy packaging would be the perfect combo for both generations. 
Bottles of spirits were being showcased in-home, kept, and showed around. The labels needed 
to be complete to guide the customers through their tastes. Not only they wanted nice 
packaging, but nice offers as well. Indeed, drinking a spirit was a whole experience, and offering 
glasses, tastings, … to the customers would immerse them more in the brand’s universe which 
could become a crucial point in their decision-making process. As explained in the article of 
Mosher. J on the challenges spirits companies were facing, younger audiences were more likely 
to buy coloured, nicely packaged spirits. 
 
 
Women – an improving segment 
 

Women were an increasing segment, not only they bought spirits as gifts but did so for 
their own pleasure, as men would do. The gap between both gender consumption is still present, 
but the results showed that women were drinking more with age. This gap might get narrowed 
within a few years as predicted as well Gmel. G. et al in their 2003 study. It is more accepted 
by society for women to drink spirits, new social movements allowing more rights to women 
are noticed which should help democratize the consumption of spirits in both genders. 
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5.1.3 Research Aim #3: To determine the new drinking habits of millennials in 
North of France, especially in Lille 

 
 
Social gathering 
 

The moments of consumption of millennials and their habits were evolving. The 
findings showed that the consumption of spirits was linked to a convivial and festive moment. 
Whisky was a beverage associated with a moment of sharing with connoisseurs. Millennials 
would rather drink whisky with people they can talk about it with and share their experiences. 
White spirits were “party drinks”, that they would consume with cocktails or a soft such as a 
gin tonic. Those spirits could be associated with social gatherings and binge drinking moments. 
White spirits would mostly be found on a table at a millennial’s party with wine and beers. 
Solgaard. H and Smith. D associated the fact that a wine country such as France was drinking 
more spirits with the globalization and the mixing of cultures. (Solgaard. H, Smith. D, 1998). 
Moreover, most of the moderate and high drinkers were millennials which can lead to the 
assumption that drinking a large quantity of alcohol is decreasing with age, agreeing with the 
study of Gmel. G et al from 2003 and Bond. J from 2012. 
 
 
Places of consumption 
 

A second drinking habit found in this study is where millennials like to consume their 
spirits. In contradiction with the Italian survey from Bonella. F that found that younger 
generations would consume more alcoholic beverages outdoor, the results showed that in North 
of France, they would more likely consume at a friend’s or home. (Bonella. F, 2020). Indeed, 
the interviews revealed that millennials would consume more wine and beers in pubs and 
restaurants. They would buy a cocktail in a restaurant or a pub with the right atmosphere and 
the right people. Whisky would only be consumed as a digestif or an aperitif with family and/or 
connoisseurs. However, white spirits are mostly consumed in nightclubs which can lead to the 
hypothesis that they are only drinking whisky as a degustation beverage and white spirits to 
party. 
 
 
 
5.1.4 Research Aim #4: To determine the new drinking habits of generation X 

in North of France, especially in Lille 
 
 
Social gathering 
 

As millennials, generation X associated spirits with a social gathering. Indeed, it was 
linked to seeing their friends and sharing good moments. This was contradicted the study from 
Solgaard. H and Smith. D which found that spirits had a “one-dimensional” aspect while wine 
and beers had a “multidimensional” one. They concluded that spirits were not linked to social 
aspects. (Solgaard. H, Smith. D, 1998). It might have been true at the time, however, how the 
spirits are consumed has evolved and they are now shared and enjoyed in a social event. Mostly 
consumed with coke with friends and pure with connoisseurs, the whisky brought a generation 
together which would enjoy it during a party, at the beginning of a meal, or when they have a 
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friend over. White spirits were less consumed regularly since mostly drank in cocktails. The 
results suggested that generation X enjoyed easy to make drinks and adapt the type of alcohol 
they are drinking to their peers. 
 
 
Places of consumption 
 

Generation X mostly consumed their spirits at home or a friend’s place. This generation, 
having their own house or apartment, more likely had the physical space to welcome their 
friends/family over and so organize at-home dinners and aperitifs. Commonly, a glass of 
whisky-coke / rum-coke, wine, or a beer would be offered to a guest. They would consume 
more white spirits outside, in pubs and restaurants, ordering a cocktail before the meal or a 
digestif at the end. One can argue that their higher purchasing power, compared to millennials, 
allowed them to order more expensive beverages outside. Pubs and restaurants would as well 
be good places for them to discover new products and try flavour they would not be able to at 
home. Moreover, ordering a whisky or a fancy cocktail outside could also be a way to showcase 
a social status. 
 
 

5.1.5 Research Aim #5: To identify the potential for non-alcoholic spirits to 
become major actors on the market in the next 5 to 10 years in North of 

France 
 
 

27% of French declared consuming alcohol-free wine and spirits in France in 2020 to a 
study from LSA. 40% of them are between 18 and 25 years old, millennials (Leboulenger. S, 
2021). The results of this research suggested that most of the respondents would be open to the 
idea of alcohol-free spirits out of curiosity. Indeed, the first positive aspect of it would be when 
one is driving. Being able to drink similar beverages than the ones with alcohol when you are 
driving was a need understood towards the respondents. For spirits customers, finding the 
flavours offered by those products with alcohol could be a good substitute in pubs, restaurants, 
and nightclubs. However, in-doors consumption of non-alcoholic spirits was not something the 
respondents were ready to do. This market is growing, more innovations will come, but this 
growth might hit a stop when trying to get inside the consumers’ homes.   
 
 
5.1.6 Research Aim #6: To identify the potential for RTD beverages to become 
major actors on the market in the next 2 to 5 years for millennials in North of 

France 
 
 

The North of France market did not seem to be ready for RTD just yet. Indeed, even 
though the idea was liked, they were still fears to overcome to seduce millennials. How those 
products were made, which ingredients were inside, what were the interests of the products, … 
Moreover, even if the cans market is evolving and that the image of the beer 8.6 is changing, 
some still associat cans with bad quality products and one might feel bad to bring a box of RTD 
at a party. However, the convenience of those products for summer could seduce some 
millennials in a few years or even the younger generation (Z).  
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5.1.7 Research Aim #7: To examine the influence of generation X on their 

whisky and white spirits purchase and consumption 
 

 
An identity 
 

Generation X was influenced by their peers and how they consumed spirits. As, David 
E. Smith and Hans Stubbe Solgaard noticed, there was a social aspect in drinking in France, it 
was a “way of life”. (Solgaard. H, Smith. D, 1998). Being a social activity, a study from 
Gregory-Smith. D and Manika. D on the drinking identities explained that the peers were 
important in building one’s self-identities, which were built towards others as part of a group. 
(Gregory-Smith. D, Manika. D, 2017). This study suggested that how they were consuming 
spirits nowadays was linked to the way they grew up. Indeed, as the article from Mosher. J from 
2012 showed, in 1997, the big groups such as Diageo changed their strategies to compete the 
soft drinks by creating alcopops, and the drinking habits of younger customers that were 
switching to wine and beers switched back to spirits. Generation X was raised in the whisky-
coke, Malibu, … era. The fact that they were still drinking whisky or rum with coke, … and 
have more trouble trying new cocktails, could be explained by what they were drinking 
younger, what they have experienced. 
 
 
Communication 
 

Generation X was more sensitive to in-store or in-consumption places advertising. 
Indeed, flyers, tastings, events, posters, … as well as offers and packaging were more impacting 
for them than social media communication. This suggested that they liked to feel the 
communication and are not responsive to virtual one for spirits. 
 
 

5.1.8 Research Aim #8: To examine the influence of the millennials on their 
whisky and white spirits purchase and consumption 

 
 
Evolution 
 

Millennials’ consumption of spirits evolved over the years. The results identified that 
they would adapt it to their studies, the people they have met, and everything that touched them 
directly such as the Covid. Many of them tried spirits at first through alcopop such as Smirnoff 
Ice or a mix of a spirit and a soft (whisky-coke, vodka-apple, …). How they were choosing 
their spirits was mostly based on the price and what their peers were drinking, before really 
drinking a spirit because of their taste. A pattern was identified, trying a lot of different alcohol, 
getting drunk many times, learning their taste, and at the end, beginning to enjoy spirits. What 
their peers were buying or consuming influenced their choices. Chilek. A et Al explained this 
as the result of peer pressure and socialization. (Chilek. A et Al. 2013). However, the study 
suggested that millennials were positive about their consumption and its evolution, they felt 
pride at increasing their knowledge on spirits and feeling more “mature”.  
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Communication 
 

Millennials were reached by advertising and communication campaigns differently. 
Social Media are more and more used, 78% of millennials and generation X said that they were 
using more social media due to the pandemic (Tancrède, 2021). Those users who were 
browsing, looking for information on brands and products they bought, needed to feel included 
in the brand’s strategies. Those platforms are unavoidable for brands and this study showed that 
millennials like sharing pictures of their products, following influencers, … which created more 
word-of-mouth and traffic towards brands. 
 
 
 

5.2 Strengths / Weaknesses of the Research 
 

5.2.1 Weaknesses 
 

This study included some strengths and weaknesses. First of all, some results had to be 
looked at subjectively since respondents tend to underestimate their consumption of alcohol 
and its regularity. The use of a best-worst scale method has advantages such as the guidance of 
the respondents but it does not allow spontaneous answers and so limits them. Moreover, the 
number of respondents did not reflect the total population of the North of France. It gives a 
good idea of the types of behaviours and drinking habits, but it could be further developed. 
Indeed, 44% of the total answers needed were collected.  
 

The questionnaire could have been developed through two additional sections, on the 
consumption of non-alcoholic beverages and RTDs. To goal would have been to have more 
precise quantitative data on those subjects to balance the qualitative findings. Indeed, more data 
on these subjects would allow future professionals of this industry to predict the new behaviours 
and adapt their strategies according to it.  
 

Finally, the use of a non-probability sampling method resulted in the collection of less 
objective data. The findings were then reflecting the views of only consumers of spirits and not 
the ones who consume those products but feel not like having the knowledge to answer the 
questions. Indeed, further research on the level of involvement crossed with the importance of 
spirits when showcasing a social status could give more insights on why some products would 
work better than other, on prices strategies, and on what the consumers expect from the brands 
and products they consume.  
 
 

5.2.2 Strengths 
 
This study also presented some strengths. Indeed, the choice of combining two methods of 
research, quantitative and qualitative allowed a better understanding and a broader 
interpretation of the data collected. The qualitative research allowed more spontaneous answers 
to develop the ones of the questionnaire. In addition, the respondents chosen for the qualitative 
survey were not consuming spirits in the same way, the goal was to have different types of 
customers to cover a wider spectrum of the population. This choice allowed the understanding 
of different behaviours and ways of consuming spirits which will help professionals adapting 
their offers and even creating new concepts to seduce another segment of consumers.  
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5.3 Conclusion 
 
 

The research aimed to study the changes in generation X and millennials consumption 
behaviours of whiskies and white spirits in the North of France and why did does changes occur. 
Various factors influenced the purchasing decision and the consumption of those two 
generations. From their peers to information on the spirits, passing by communication, and their 
own experiences, many factors were considered to make that decision.  
 
 

5.3.1 Research Aim #1: To compare the factors influencing a consumer 
perception of good spirits (whisky and white spirits) between two generations 

 
Several factors are influencing how a consumer perceives good spirits. Much 

information are looked at and taken into account nearly unconsciously by a customer. The 
results of this study highlighted two main ones, which were the price, and the packaging. 
Indeed, a too-low price can have a “cheap” and non-qualitative effect on the customers who 
will expect certain criteria to be respected in the packaging to match their idea of what a spirits 
looks like. 
 
 

5.3.2 Research Aim #2: To investigate what will be the changes in the 
consumer perception of spirits in the next 2 to 5 years 

 
In the following years, some factors were found as the ones to improve or closely look 

at to be competitive on the market and answer the needs and wants of the customers. Firstly, 
the purchasing power of millennials will increase along with their evolution towards 
premiumisation. The packaging and labels will need to be carefully designed to answer the 
needs of the customers. Finally, the consumption gap between men and women is narrowing 
down slowly, a new segment is opening, and innovations can be created. 
 
 
5.3.3 Research Aim #3: To determine the new drinking habits of millennials in 

North of France, especially in Lille 
 

 Millennials are mainly consuming white spirits in parties, at home, or in nightclubs with a 
binge-drinking behaviour and whisky with connoisseurs in a more private environment. 
However, this behaviour tends to evolve towards degustation’s times to enjoy more premium 
beverages. 
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5.3.4 Research Aim #4: To determine the new drinking habits of generation X 
in North of France, especially in Lille 

 
Generation X are consuming those spirits as part of their social life, mostly with friends, 

in private events. They would easily try and consume whisky and white spirits in pubs and 
restaurants for novelty and enjoyment. 
 
 
5.3.5 Research Aim #5: To identify the potential for non-alcoholic beverages 

to become major actors on the market in the next 5 to 10 years in North of 
France 

 
Non-alcoholic spirits are making the customers curious and have the advantage of 

allowing the spirits lovers who need to drive, to have nice drinks, similar to their friends but 
without the alcohol, in pubs or restaurants. However, they do not seem ready to buy those 
products for in-home parties or dinners preferring the euphoric aspect of alcohol.  
 
 
5.3.6 Research Aim #6: To identify the potential for RTD beverages to become 
major actors on the market in the next 2 to 5 years for millennials in North of 

France 
 

Even though the idea of RTD is interesting and convenient, the sample studied did not 
feel ready for those products, fearing bad ingredients and having a bad image of cans. 
 
 

5.3.7 Research Aim #7: To examine the influence of generation X on their 
whisky and white spirits purchase and consumption 

 
The generation plays a role in the purchase and consumption of both generations. 

Generation X built its identity around alcopop and a typical drinking era which resulted in a 
“whisky-coke” generation that would prefer easy-to-make drinks to complicated cocktails, for 
example. Moreover, they prefer in-real-life communication through their point of sale and 
consumption places than social media. 
 
 

5.3.8 Research Aim #8: To examine the influence of millennials on their 
whisky and white spirits purchase and consumption 

 
Millennials are still evolving, and their consumption is changing from a “party one” 

towards a “degustation” one led by their studies, the people they have met, … They can all be 
influencers or follow one and so the word-of-mouth is spreading quicker and further through 
social media which are good advertising platforms for them.  
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5.4 Applications / Implications of Research Findings 
 

The findings of this research could be useful for future marketing and communication 
strategies. Firstly, new products are being created every day and the spirits market is a 
competitive one, it is not always easy to stand out in the ocean of choice a customer has. The 
choice of the packaging, the materials of the bottle, and the labels is crucial for customers and 
a determining factor to sell a product. Moreover, when creating a new whisky, for example, it 
is important to know which types of flavours the consumers like and dislike. Indeed, a whisky 
needs to rest in barrels for three years to be called a whisky, a producer needs to wait, at least, 
that time before the first benefit. The quality of the product and its taste is then, very important 
and needs to be thought of early in the process.  
 

Distributors, such as supermarkets, need to know or have a close idea of which products 
might work or not in their store. The purpose is to know if the consumers are ready for some 
innovations or which changes, they would need to make for the products to meet the customers' 
wants and expectations. Consumers being less and less loyal to a brand, innovations are good 
ways to bring them back to your products, as long as they are the right ones.  
 

More than just being useful for producers, marketers, and distributors, this study might 
give insights into how the market is evolving to other students of wine and spirits, pubs, and 
restaurants. Indeed, the Covid crisis does not spare them, and they could adopt new strategies 
and offer new deals to some spirits brands based on some findings to make the customers come 
back. 
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5.5 Recommendations for Future Researcher 
 
 

5.5.1 Recommendations for future research 
 

To follow up on this study and go deeper on the subject, future research can be made. 
Firstly, an in-depth study on the impact of the external factors such as the economy, the Covid 
crisis, the weather, the holidays, … on the consumption behaviours of whisky and white spirits 
could give new insights on the matter. Indeed, during the interviews, the respondent did not 
think of how external factors could impact them at first, as we went along, they began to point 
some aspects that they realized were impacting their consumption. Focus groups could be 
implementing to create a discussion around those subjects and compare each respondents 
believes. Indeed, by talking, one can realize how a factor influenced him even unconsciously.  
 
 

5.5.2 Recommendations for social research 
 

Another possible study to follow this one up would be on the importance of the status 
for consumers of spirits. What would their consumption say about themselves, if what they 
believe they reflect (mentalisation) is the same as how other customers are perceiving them 
(reflection). This can be taken further through a study by gender and look at how the perception 
of women drinking spirits evolved and if it is truly accepted and “normalized” as it is for men, 
nowadays. Through a combination of quantitative and qualitive studies to get deeper answers 
and hypothesis to base the discussion on through a questionnaire, a researcher could get a good 
idea on the importance of the status. The questionnaire will probably have to be well thought 
of so that some questions have implicit meanings regarding the status. Indeed, it is most likely 
that the respondents will underestimate the importance of it in their decision-making process.  
 
 

5.5.3 Recommendations for the industry 
 

Lastly, a study can be made on “the moment of consumption”. Looking in more details 
on what constitutes a moment of consumption, when they occur, the frequency, … The goal 
would be to have a schema on a typical moment of consumption of whisky or white spirits in 
France and understand the needs behind it. Through both quantitative and qualitative research, 
the research would be able to give the industry a better and deeper idea on what is important 
when having a moment of consumption and on how they could improve it. Interviews of 
consumers as well as professionals could be conducted in order to cross and compare how both 
sides of the industry see and interpret a moment of consumption. Focus groups mixing different 
types of consumers and ones with different types of professionals (bartenders, commercials, 
salesman, …) would be a way to create a deeper discussion, compare, and confront different 
views on the subject and ways of consuming. This would allow a better idea on what to consider 
and what to change or adapt for a brand and/or a company.  
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6 Appendix 
 
 

6.1 Questionnaire 
 

6.1.1 French version 
 

I – Generation 
 
Quelle est votre tranche d’âge ?  
Plus de 56 ans 
De 40 à 56 ans 
De 20 à 39 ans 
Moins de 20 ans 
 
Où habitez-vous ? 

- Nord de la France 
- Nord-Est de la France 
- Autre 

 
Consommez-vous du whisky et/ou des spiritueux blancs (genièvre, gin, vodka, ...) ? 

- Oui 
- Non 

 
II – Décision d’achat 
 
De 1 à 10 (1 étant « le moins important »), lesquels de ces caractéristiques sont-ils les plus 
importants lors de l’achat d’un whisky ou spiritueux blanc ?   
 

- Le packaging 
- La marque 
- Le goûts (âge, flaveurs, ...) 
- Vos connaissances sur le produit / type d’alcool  
- Le prix 
- L’origine 
- Le mode de fabrication 
- Avoir déjà testé le produit  
- Se l’être fait recommander 
- Le degré d’alcool 

 
Où achetez-vous le plus souvent vos whisky ou spiritueux blancs ? 

- Supermarchés 
- Cavistes 
- Vente directe (à la distillerie) 
- Sur internet 

 
Quel budget moyen accordez-vous à l’achat d’une bouteille de whisky ? 

- Jusqu’à 20€ 
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- Entre 20 et 30€ 
- Entre 30 et 40€ 
- Entre 40 et 50€ 
- Entre 50 et 70€ 
- Plus de 70€ 

 
Quel budget moyen accordez-vous à l’achat d’une bouteille de spiritueux blanc ? 

- Jusqu’à 20€ 
- Entre 20 et 30€ 
- Entre 30 et 40€ 
- Entre 40 et 50€ 
- Entre 50 et 70€ 
- Plus de 70€ 

 
III – Moment de consommation 
 
Quelles sont les principales raisons pour lesquelles vous acheter un whisky ou spiritueux 
blanc ? 

- Se faire plaisir 
- Offrir un cadeau 
- Quand vous êtes invité (amis / famille) 
- Pour une collection 
- Quand vous organisez un évènement privé 
- Pour des raisons professionnelles (cadeaux de fin d’année, ...) 

 
À quelle fréquence achetez-vous du whisky et / ou des spiritueux blancs ? 

- 1 fois par semaine ou plus 
- Entre deux et trois fois par mois 
- Une fois par mois 
- Une fois tous les deux mois 
- Une fois par trimestre 
- Deux fois par an 
- Une fois par an 
- Moins d’une fois tous les deux ans ou plus 

 
 
Où consommez-vous le plus souvent un whisky ou spiritueux blanc ? 

- Chez vous 
- Chez des amis / famille 
- Au bar ou au restaurant 
- À l’extérieur (parc, plage, ...)  

 
Achetez-vous, vous-même, les whisky ou spiritueux blancs que vous consommez ? 

- Oui 
- Non 
- Parfois 

 
Si non, pourquoi ? 
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En moyenne, combien de fois par semaine consommez-vous du whisky et/ou spiritueux 
blancs ? 

- 5 fois ou plus par semaine 
- Moins de 5 fois par semaine 
- Moins de 4 fois par semaine 
- Moins de deux fois par semaine 

 
En moyenne, combien de verres de whisky et/ou spiritueux blancs consommez-vous lors d’un 
moment de consommation (une soirée, un repas, un moment au bar, ...) ? 

- Entre 1 et deux verres 
- 2 verres 
- 3 verres 
- Plus de 4 verres 

 
Pensez-vous que la génération dont vous faites partie influence vos décisions en matière de 
consommation et achat de whisky et spiritueux blancs ? 
 
 
IV- démographiques : 
 
Quel est votre genre ? 

- Femme 
- Homme 
- Non précisé 

 
Quelle est votre situation professionnelle ? 

- Étudiant 
- Actif 
- Entre deux emplois  
- Autre 

 
Quel est votre niveau d’études ou le diplôme le plus haut que vous ayez obtenu ? 

- Inférieur au diplôme d’études secondaires 
- Diplôme d’étude secondaires ou équivalent 
- Études supérieures, mais pas de diplôme 
- Bac professionnel / CAP / BP 
- DEUG 
- Licence 
- Master 
- Autre 

 
Si vous avez des commentaires, des idées ou des remarques à ajouter, vous pouvez le faire ici. 
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6.1.2 English version 
 
 

I- Your generation 
 
What is your age range? 

- Less than 20 years old 
- Between 20 and 39 years old 
- Between 40 and 56 years old 
- More than 56 years old 

 
Where are you from? 

- North of France 
- North Est of France 
- Other 

 
Do you drink whisky and/or white spirits (gin, vodka, white rum, ...)? 

- Yes 
- No 

 
II- Purchasing decision 
 
From 1 to 4 (1 being ‘least important’), which of these characteristics are most important 
when buying a whisky or white spirit? 

- Packaging 
- The brand 
- The taste (age, flavor, …) 
- The price 
- Your knowledge on the product / type of alcohol 
- The origin 
- Method of production 
- Having tried the product 
- Having had it recommended to you 
- The degree of alcohol 
- Conveniency (easy to transport, …) 
- Certification label (BIO) 
- CSR commitments  

 
Where do you buy your spirits the most often? 

- Supermarket 
- Wine shops 
- At the distillery 
- On the internet 
- Other 

 
What is your average budget when buying a bottle of whisky? 

- Up to 20€ 
- Between 20€ and 30€ 
- Between 30€ and 40€ 
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- Between 40€ and 50€ 
- Between 50€ and 70€ 
- More than 70€ 
- I don’t buy this product 

 
What is your average budget when buying a bottle of white spirits? 

- Up to 20€ 
- Between 20€ and 30€ 
- Between 30€ and 40€ 
- Between 40€ and 50€ 
- Between 50€ and 70€ 
- More than 70€ 
- I don’t buy this product 

 
III- Moment of consumption 
 
What are the main reasons for buying a white spirit or whisky? 

- Own pleasure 
- For a gift 
- Invited to a friend’s / family’s house 
- For a collection 
- Organization of a private event 
- For professional reasons 
- Other 

 
 
How often do you buy a bottle of whisky and/or white spirits? 

- Once a week or more 
- In between twice and three times a month 
- Once a month 
- Twice a month 
- Once a quarter 
- Twice a year 
- Once a year 
- Less than twice a year 

 
From 1 to 4 (1 being ‘the less often’), where do you consume your whisky or white spirits the 
most often? 

- At home 
- At a friend’s / family’s house 
- At a pub / restaurant 
- Outside (park, beach, …) 

 
Do you buy the spirits you consume yourself? 

- Yes 
- No 
- Sometimes 

 
If not, what are the reasons? 
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How do you usually consume whisky? 
- Pur (with or without ice) 
- In cocktails 
- With a soft (coke, energetic drink) 
- I don’t consume this product 
- Other 

 
How do you usually consume white spirits? 

- Pur (with or without ice) 
- In cocktails 
- With a soft (coke, energetic drink) 
- I don’t consume this product 
- Other 

 
On average, how many times a week do you consume whisky and/or white spirits? 

- Five times a week or more 
- Less than five times a week 
- Less than four times a week 
- Less than twice a week 

 
On average, how many glasses of whisky and/or white spirits do you consume during a 
consumption moment (a party, a meal, at the pub, …)? 
 

- Between one and two glasses 
- Two glasses 
- Three glasses 
- More than four glasses 

 
What external factors, such as the influence of your friends and family, social networks, etc., 
do you think impact your decision to buy and consume whisky and white spirits? 
 
IV- Demographics 
 
What is your gender? 

- Women 
- Men 
- I don’t want to say 
- Other 

 
What is your professional situation? 

- Student 
- Working 
- In between two jobs 
- Other 

 
What is the highest level of education or degree you obtained? 

- Below secondary education 
- A secondary degree 
- Higher education 
- Professional qualification 
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- DEUG (university general studies diploma) 
- Bachelor’s degree 
- Master’s degree 
- Other 

 
If you have any comments, ideas, or remarks to add, you can do so here. 
 
 

6.2 Individual Interviews Questions 
 

6.2.1 French version 
 

è Le procédé que vous suivez quand vous achetez un whisky ou spiritueux blanc 
 

- Comment vous renseignez-vous sur un whisky ou spiritueux blanc avant l’achat ? 
- Par quels canaux passez-vous pour passer à l’achat ?  
- Quels sont les informations à propos d’un spiritueux qui sont susceptibles de 

changer/influencer votre achat ? 
 
 

è Votre façon de consommer (où, avec qui, ...) 
 

- Consommez-vous de la même façon les whiskies et spiritueux blancs ? 
- Pouvez-vous m’en dire plus ? 
- Comment décrieriez-vous vos moments de consommations, où, avec qui, comment 

aimez-vous prendre un verre ? 
- Est-ce que vous consommez à l’extérieure ?  
- Et est-ce que vous seriez amené à consommer plus cocktails à l’extérieur ?  
- Est-ce que vous pourriez consommer des spiritueux sans alcool ?  

 
 

è Votre perception d’un bon whisky/ spiritueux blanc 
 

- Comment décririez-vous un bon whisky ? 
- Comment décririez-vous un bon spiritueux blanc ? 
- Qu’est-ce qui peut altérer votre perception d’un bon spiritueux ? 
- À l’inverse, qu’est-ce qui peut améliorer votre perception d’un bon whisky ? 

 
 

è Opinions sur comment ils pensent être influencés par leur génération et les 
facteurs extérieurs  

 
- Comment décririez-vous l’influence de votre génération (des personnes de votre âge 

autour de vous et des moments historiques et mouvements sociaux dont vous avez été 
témoin) sur votre façon de consommer ? 

- Les facteurs extérieurs (météo, période de l’année, ...) influencent-ils vos moments de 
consommation ?  

- Les stratégies de communication / marketing ont-elles un impact sur votre 
consommation ? 
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è Vos opinons sur comment vous pensez que votre façon de consommer diffère de la 
génération précédente et celle d’après ?  

 
- Pensez-vous consommer différemment que la génération de vos parents ? 
- Pensez-vous consommer différemment que la génération après vous ? 
- Consommez-vous des RTD ? 

 
 

6.2.2 English version 
 
 

è The process you follow when buying a white spirits or whisky 
 

- How do you find out about a white spirits or whisky before you buy it? 
- Which channels do you use to purchase your spirits? 
- What information about a spirit is likely to change/influence your purchase? 

 
è Your ways of consuming (the place, with whom, …) 

 
- Do you consume whiskies and white spirits in the same way? 
- How would you describe your moment of consumption (with whom, …) how do you 

like to have a drink? 
- Do you consume spirits outside (pubs/restaurants)? 
- Do you drink cocktails in the same way at home and in pubs or restaurant? 
- Would you drink non-alcoholic spirits? 

 
è Your perception of a good whisky/ white spirits 

 
- How would you describe a good whisky? 
- How would you describe a good white spirit? 
- What might affect your perception of a good spirit? 
- What can improve your perception of a good whisky? 

 
 
 
 

è Your views on how they think they are influenced by their generation and 
external factors 

 
- How would you describe the influence of your generation (of the people of your age 

around you and of the historical moments and social movements you have witnessed) 
on your moments of consumption? 

- Do external factors (weather, time of year, …) influence your moment of 
consumption? 

- Do marketing and communication campaign influence your moment of consumption? 
 

è Your views on how you think your consumption differs from the previous and 
next generation 
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- Do you think you consume differently than your parents' generation? 
- Do you think you consume differently than the generation after you? 
- Do you consume RTDs? 

 
 

6.3 Consent Form for the Individual Interviews 
 

Objectif du projet et procédure 

Cet entretien, d’une durée de 30 minutes environ, vise à étudier votre expérience, votre 
ressenti pendant le processus d’achat et de consommation d’un whisky et/ou spiritueux blanc.  

Vous serez amené à répondre à des questions dont le but est de comprendre votre point de 
vue, vos impressions, vos avis, votre vécu, etc. 

Cette étude est menée par Anaïs Meuret pour la réalisation de son mémoire pour la Dublin 
Business School. 

Anonymat et confidentialité 

Toutes les données recueillies seront stockées de manière anonyme (seul votre prénom sera 
conservé) et confidentielle. 

Risques potentiels 

La participation à cette étude n’implique aucun risque connu. 

Liberté de retrait 

Votre participation à cette étude est volontaire. Vous êtes libre de vous retirer de cette étude à 
tout moment et sans justification. 

Utilisation des enregistrements et droit à l’image 

Vos données à caractère personnel sont traitées par Anaïs Meuret sur la base de votre 
consentement (que vous pouvez retirer à tout moment) pour permettre la réalisation d’une 
étude anonyme sur l’achat et la consommation de whisky et spiritueux blancs. Ces données 
seront utilisées pour une comparaison du comportement entre deux générations (milléniaux et 
génération X). Aucun nom ou renseignement permettant d’identifier les participants sera écrit 
dans le mémoire. Les participants restent donc anonymes.  
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Les questionnaires, comptes rendus et enregistrements sont conservés 1 an afin d’assurer leur 
exploitation et de la réalisation de l’étude puis sont détruits. Ces documents sont stockés sur 
un disque dur externe et seulement consultable par la personne en charge de la recherche et 
son superviseur.  

Vous disposez d’un droit d’accès, de rectification, de limitation, de portabilité, d’opposition, 
de suppression, et vous pouvez définir des directives post mortem relative à vos données. 
Vous pouvez exercer vos droits auprès d’Anaïs Meuret aux coordonnées mentionnées au bas 
de ce document. 

Si vous estimez que vos droits ne sont pas respectés vous pouvez faire une réclamation auprès 
de la CNIL, TSA 80715 - 75334 PARIS CEDEX 07.  

Cocher la case si vous acceptez : 

� J’autorise Anaïs Meuret à exploiter l’enregistrement audio dans le cadre de l'étude 
qu'elle mène pour faciliter la transcription et l'analyse des réponses. 

Accord 

Je déclare avoir pris connaissance de ce formulaire de consentement et avoir compris les 
conditions de ma participation à cette étude. J’ai eu l’occasion de poser des questions et j’ai 
obtenu toutes les réponses souhaitées, le cas échéant. 

Fait à _____________________, le ______________________ en 2 exemplaires. 

Nom en toutes lettres : 
_________________________________________________________ 

Signatures : 

Le chargé d’étude 
 
 

 

  

Le participant 
 
  

Pour toute question au sujet de cette étude, merci de contacter Anaïs Meuret, responsable de 
cette étude. 

anais.meuret@iseg.fr 
06.25.40.78.90 
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6.4 Logbook 
 

The logbook was uploaded on a different document called ANNEXE 1. Being on an excel 
sheet, it could not fit in this document. 
 
 

6.5 Excel Sheet – quantitative analysis 
 
The Excel Sheets were uploaded on the submission portal for Primary Data in a file called 
ANNEXE 2. Being on excel sheets, they could not fit in this document. In this file, the audio 
and the transcription of the in-depth interviews could also be found.  
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6.6 Ethical form 
 
APPENDIX B 
 
Dublin Business School 
Research Ethics Review Application Form 
 
Please complete this form electronically and print it to be signed. 
 
Title of Research  “The changes in the generations X and Y’s consumption behaviours in 
the wine and spirits industry in North of France and the causes of those changes”  
  
 
Applicant Details 

• Name:  Anaïs Meuret 
• Status:    Postgraduate student 
• Address:  45 rue de Douai, 59000 Lille, France 
• Telephone: +33625407890     
• E-mail:  10576705@mydbs.ie  

 
 
Research Supervisor (where appropriate) 

• Name:  Gary Bernie 
• Department:  MSc in Marketing 
• Telephone: Click here to enter text.    
• E-mail:  gary.bernie@dbs.ie  

 
• Supervisor’s qualifications 

Click here to enter text. 
• Supervisor’s specialisations 

Click here to enter text. 
• Supervisor’s experience 

Click here to enter text. 
 
 
Ethical Guidelines 
 
All applicants MUST have read and understood the DBS guidelines before submitting an 
application. 
 

• Have you read the DBS Ethical Guidelines for Research with Human 
Participants? 

 Yes                    No            
 

• Please indicate any other ethical guidelines or codes of conduct you have 
consulted? 
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Research Proposal 
Please note: A detailed research proposal must accompany this application. 
 
Briefly outline the following information (not more than 200 words in any section).  
 
Proposed starting date and duration 
I will start my dissertation on the 6th of September 2021 and planned of finishing it at the end 
of December/beginning of January. The research stage will start on the 22nd of November and 
end mid-December.  
 
 
Research aims and objectives  
“What are the changes in generations X and Y’s consumption of whisky and white spirits in 
Lille and around the North of France and why did they occur?”. I developed 8 aims to organize 
the research: 
 
Objective #1: To compare the factors influencing a consumer perception of good spirits (whisky 
and white spirits) between two generations 
Objective #2: To investigate what will be the changes in the consumer perception of spirits in 
the next 2 to 5 years  
Objective #3: To determine the new drinking habits of millennials in North of France, especially 
in Lille 
Objective #4: To determine the new drinking habits of generation X in North of France, 
especially in Lille 
Objective #5: To identify the potential for non-alcoholic spirits to become major actors on the 
market in the next 5 to 10 years in North of France 
Objective #6: To identify the potential for RTD beverages to become major actors on the market 
in the next 2 to 5 years for millennials in North of France 
Objective #7: To examine the influence of generation X on their whisky and white spirits 
purchase and consumption  
Objective #8: To examine the influence of the millennials on their whisky and white spirits 
purchase and consumption  
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Rationale 
Analysing the changes of the behaviours of the consumers helps to have a better understanding 
of the society itself, what we need to consider and look at as marketers. The customers have 
more and more power and knowledge which make them at the centre of every strategy. 
Understanding what motivates them, what are the frustrations, needs, and wants that will impact 
their behaviour is fundamental to succeed in selling a product or service. Research had been 
made on the differences of consumption of different populations from different countries in the 
past which focused on the quantity consumed, the influence of age, gender, and economical 
factors on the behaviours. Moreover, most of those research had been made in a time where the 
millennials were not all old enough to drink alcohol and so with data focusing on the baby 
boomers and generation X. From a personal perspective, I was born in Reims, Champagne-
Ardenne in France, and I had always been surrounding by producers of champagne and done 
internships with professionals of marketing and communication in Champagne and in the spirit 
industry in the North of France. Moreover, I started a new position as a communication and 
brand manager for “La Brasserie St Germain” in the North of France. This company owns two 
distilleries and one brewery, which will give me access to professionals and customers of spirits. 
 
 
 
 
Research design 
I chose to mix qualitative and quantitative research. The quantitative ones will give me 
“reliable” data that can give an overview on the customers behaviours through a survey. This 
data can be completed by a qualitative research to have deeper insights on what exactly the 
respondents think and want through individual depth interviews. Both qualitative and 
quantitative research have advantages and disadvantages. Through the questionnaire, I will be 
able to get data such as the opinions, attitudes and motivations or frustrations of the respondents. 
Some facts such as the demographics will also be collected to be analysed. The questions need 
to be focused on what the respondents can remember using closed questions. Qualitative 
research allow the respondents to be more spontaneous and stimulated which create a feeling 
of security that will end up with deeper answers. However, the fear of being judged can also 
occur which means that the participants need to be well chosen. The logistic is also more 
complicated than for quantitative research.  
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Methods of data collection 
To realize the quantitative research, a structured questionnaire with prepared questions and 
fixed-response choices will be done. To get specific answers that are complete, social media 
and flyers linked to the questionnaire will be used. The aim of the questionnaire will be to 
determine what are the changes in the consumer behaviour of generation X and the millennials 
regarding their consumption of whisky and white spirits. There will be 5 different categories of 
questions organized as a funnel (belonging to a specific generation, moment of consumption, 
importance of product-knowledge, alcohol consumption habits, and demographics).  
 
Regarding the qualitative research, I will use direct in-depth interviews. Millennials and 
Generation X will be interviewed for about 30 mins to have deeper insights. Regarding the 
questionnaire, 5 thematic will be followed to structure the interviews.  
 
The process they go through when buying a whisky or white spirit  
Their way of consuming it (where do they prefer to have a drink, with whom, …) 
Their perception of a good whisky and/or white spirit 
Their opinion on the innovations of the industry (RTD's, low and non-alcoholic beverages, 
cocktails, …)  
Their opinions on how they think they are being influenced (if they believe they are) to consume 
or buy those products (peers, communication, salesperson, …) 
Their opinion on how their consumption changed from their parents/children 
 
 
 
Research sample 
The research population of this dissertation is wine and spirits consumers from two different 
generations. The first one is generation X, the population born between 1965 and 1980. The 
second one is the millennials, born between 1982 and 2001. I chose those two generations to 
analyse how their consumption evolved through the changes of behaviours of a generation born 
with technology and one born without. The goal is the determine if the characteristics (age, 
gender, income, purchase behaviours …) of those two generations impact the market and how 
it is changing it. I will use non-probability sampling methods to sample the studied populations. 
I will develop a quota sample for the quantitative research and a judgement sample for the 
qualitative ones. For the quantitative survey, I will analyse the behaviour of those two 
generations in the North of France, especially the region “Nord-Pas-De-calais”. According to 
l’INSEE, there are 276 434,42 millennials and 291 003,6 generation X in this area. Regarding 
the size of the population studied, I will need to get an average of 384 answers from generation 
X and millennials.  
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Nature of any proposed pilot study 
Quantitative research: 
I will test the questionnaire on a sample of selected respondents from both generations to gather 
their opinions and thought on it. 5 respondents from each generation will be chosen to test the 
questionnaire, I will select them towards my personal network to get true and straight forwards 
comments.  
Then, I will try the analysis tool I will choose by putting their answers into it and create a “trial 
spreadsheet” of the answers.  
 
Qualitative research: 
I will test the questions of the in-depth interviews on selected respondents chosen I between my 
close network.   
 
 
Methods of data analysis 
To analyse the quantitative research, I will transcript the answers into Excel sheets to analyse 
and create percentage out of the answers.  Then, the results will be sorted to compare the 
answers of millennials and generation X, the ones of men and women and the ones of the 3 
groups of consumers (from low to high drinkers). To do so, several spreadsheets will be created 
to export the data of the population studied.  
 
 
To analyse the qualitative research, I will transcript what was said during the interviews and 
look at what themes, opinions and issues stand out from the dialog by recording the 
conversation. Regarding the observations made during the interviews, I will identify patterns to 
create hypothesis to make a theory.  
 
Ethical Issues and Risk 
 
Please identify any ethical issues which will arise and how you will address them. 

1. The age of the respondents. Indeed, since it is a study on the wine and spirits 
consumption, the respondents under 18 years old will not be able to answer the 
survey. I will begin the questionnaire by asking the generation the respondent 
belongs to in order to sort out the respondents able to answer it.  

2. A non-judgmental behaviour will need to be respected regarding the alcoholic 
beverages consumption habits of the respondents. I will begin the interviews by 
reminding that  they are based on a “non-judgment area” principle.  

3. The reassurance that no personal information will be divulging to another part than 
the supervisor.  

4. Ensuring informed consent. I will ask for the consent of the respondents through the 
first page of the questionnaire and a written consent regarding the qualitative 
research.  

 
 
Please indicate any risk of harm or distress to participants. 
 Feeling hurt if they seem their answer do not  fit what the study is about or feeling ignorant 
on the subject.  
 
 
Please indicate how you will address this risk (e.g. debriefing procedures, etc). 
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Il will keep a neutral tone, reassure them at the beginning of the interviews, reminding them 
on the fact that only their opinions matter and there is no judgment here.  
 
Research Participants 
Do the participants belong to any of the following vulnerable groups? Please tick all 
those involved. 
 

• Children;            
• The very elderly;           
• People with an intellectual or learning disability       
• Other groups who might not understand the research and consent process; 

  
• Individuals or groups receiving help through the voluntary sector;   

  
• Those in a subordinate position to the researchers such as employees;   
• Other vulnerable groups          

 
Please specify the participant group 
I will interview consumers of whisky and/or white spirits from two generations, millennials 
and generation X and try to respect a gender equality.  
 
 
How will the research participants in this study be selected, approached and recruited? 
 Quantitative research: 

- I will approach participants through specialized groups on social media such as 
“whisky lovers in France”. 

- I will contact wineshops in Lille to ask them to distribute flyers to their spirits 
consumers 

- I will ask around me (personal and professional networks) to broadcast the 
questionnaire 

 
Qualitative research: 

- I will use my network and my school’s one to recruit respondents  
 
 
 
What inclusion or exclusion criteria will be used?  
Inclusion criteria: 

- Age: Generation X born between 1965 and 1980 and millennials born between 
1982 and 2003. 

- Consumers of whisky and/or white spirits  
- Consumers from North of France. 

Exclusion criteria: 
- Under-aged respondents. 
- Respondents from another part of the world than the one studied in the 

dissertation. 
- Respondents that do not drink whisky or white spirits at all 

 
How will participants be informed of the nature of study and participation? 
Quantitative research: 
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The respondents will be informed of the nature of the study through an explicative text at the 
beginning of the survey for the online questionnaire. 
 
Qualitative research:  
The respondents will be informed of the nature of the study by email when I will ask for their 
insights and schedule an interview.  
 
 
What procedures will be used to document the participants’ consent to participate? 
Quantitative research: 
Since the first page of the questionnaire will explain the aim of the survey, the respondents will 
be able to give their consent by clicking on a “consent to participate” button on then begin the 
survey.  
 
Qualitative research:  
The respondents will be able to accept or refuse to participate by responding to the email to 
schedule an interview. Then, before beginning the interviews, the respondents will be able to 
sign a form saying that they consent to the interview, the fact of being recorded and the data 
collection.  
If vulnerable groups are participating, what special arrangements will be made to deal 
with issues of informed consent/assent? 
No vulnerable groups. 
 
Please include copies of any information letters and consent forms with the application. 
 
Researchers  working with children must complete the statutory declaration in the appendices 
as well as the declaration below. 
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Anonymity/Confidentiality/Data Protection 
Please indicate the form in which the data will be collected. 

 Identified   Potentially Identifiable    De-Identified 
 
What arrangements are in place to ensure that the identity of participants is protected? 

- No name will be stated in the dissertation. 
- A consent form will be filed by the participants with their names and signatures 

which will be securely stored on an external storage unit. The place of the storage 
of the data will be written on the consent form to inform the respondents.  

 
 
Please indicate any recording devices being used to collect data (e.g. audio/video). 
Audio through a dictaphone 
 
 
Please describe the procedures by for securing specific permission for the use of these 
recording devices in advance. 
A written paper will be filled by the respondents for them to agree on the recording.  
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Please indicate the form in which the data will be stored. 
 Identified   Potentially Identifiable    De-Identified 

 
Who will have responsibility for the data generated by the research? 
Myself as the writer of the dissertation – Anaïs Meuret 
 
 
Please describe the procedures of the storage and destruction of data. 
The data will be stored on an external hard drive and destroy after the examination process.  
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Dissemination and Reporting 
 
Please describe how the participants will be informed of dissemination and reporting 
(e.g. submission for examination, reporting, publications, presentations)? 
Participants will be informed through the first page of the questionnaire with the aim of the 
dissertation, through the email / text message when invited to participate in-depth interviews 
and on the consent form signed by the respondents.  
 
 
 
If any dissemination entails the use of audio, video and/or photographic records 
(including direct quotes), please describe how participants will be informed of this in 
advance. 
Participants will be informed through the consent form provided at the beginning of the in-
depth interviews.   
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Declaration  
(please print out and sign) 
 
We confirm that we have read the DBS Ethical Guidelines for Research with Human 
Participants, and agree to abide by them in conducting this research. We also confirm that the 
information provided on this form is correct and accurate. 
 
Signature of Applicant   ____________Anaïs Meuret___________  Date   04   / 
01     /  2022 
 
(where appropriate) 
Signature of Supervisor    _______________________________  Date      
/      /    
 
Declaration by Head of School 
 
 
I have read the application form and agree that the study described is suitable for 
exemption from ethical review. 
 
Signature of Head of School  ________________________________  Date       
/      /     
 
Applications will not be considered for review until the application is signed by the Applicant, 
the Supervisor and the Head of School. 
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