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Gin-ventory 2020 – One Good Thing in a 
Horrible Year 
 

Returning in 2020, Australia’s most comprehensive survey of the gin 
industry and drinking community again delivers a deep insight into the 
mood and preferences of Australia’s craft gin producers and lovers of 
craft gin in Australia. 

Our survey focussed on two segments – gin distillers and gin 
consumers separately, and this report summarises the outcomes from 
both. 

Why we do it? 
As the trusted online retailer for Australia’s gin lovers, and a partner 
with a wide range of Australian craft gin producers and distributors, 
we know that we have a role to play in giving back to the industry, 
which is why we invest in this annual endeavour.  

Our Gin-ventory surveys are an annual inventory of the status, 
attitudes, preferences, and priorities of both Australian gin consumers 
and gin distillers, as evidenced by the response to our inaugural survey 
in 2019, with thousands of respondents from gin consumers and 
distillers alike. 

2020 was sadly a tragic and challenging year for Australians – from 
bushfires and drought to flooding rains and violent storms; the 
weather alone certainly tested the community and the economy. And 
then of course, there was the pandemic. Our Gin-ventory 2020 survey 
draws out some of the impacts, both negative and unexpectedly 
positive. 

The depth of the impact of COVID-19 on the Australian gin industry 
has not yet been fully realised; however, one positive outcome of our 
survey was a broad perception by respondents that the industry is 
mature and stable. It is anticipated that this stability will allow the 
industry to remain viable and survive the current economic downturn. 
While there was some impact in terms of gin production, Australia has 
continued its trajectory in becoming a respected player on the global 
gin scene.  

Critically, none of the distillers amongst our industry survey 
respondents described the domestic gin sector as ‘immature’ or 
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‘declining’ – however, 16% believed the market was reaching 
saturation. 

By the end of 2020, there were almost 350 gin distilleries1 in Australia, 
up from fewer than a dozen in 20132 – this includes large commercial 
sized distilleries, plus smaller and even micro-distilleries crafting 
unique and truly small-batch Australian gins. Based on this number of 
distilleries, The Gin Boutique conservatively estimates there are at 
least 700 different Australian gins being produced, given the rare 
occurrence of a distillery that produces a solitary gin and the large 
number who produce three or more different gins.  

In fact, it is entirely probable that the number of Aussie gins is closer 
to 800 or even more.  

Further, while whiskey remains the dominant spirit of choice in 
Australia, in 2020, gin was the fastest growing alcoholic drink of choice 
for Australians, growing by 20% in a 12-month period, assessed by the 
proportion of Australians consuming the drink in any 4-week period3.  

By 2019, domestic consumption of Australian-made gin had risen to 
approximately 15% of total our total gin consumption in Australia4. 
This is impressive considering that the average growth from 2014 to 
2019 for the entire domestic spirit manufacturing industry was only 
1.9%!5. We eagerly await the latest stats on the growth of gin 
consumption overall in Australia in 2020, and the proportion of 
Australian gins being consumed moving from 15% towards 20%.  

Australian gins continue to make an impression globally, with a 
growing number of our producers being recognised in global awards.  

 

  

 
1 The Martini Whisperer, Australian Gin Makers List, 19 December 2020: 
https://martiniwhisperer.com/2013/11/11/australian-gin-list/ 
2 Australian Broadcasting Corporation, ‘Australian distillers are challenging 
the London gin trade in a bid to be the best in the world’, 30 Mar 19 -
published at https://www.abc.net.au/news/2019-03-30/australian-
distillers-creating-local-gin-boom/10940002. 
3 Roy Morgan, ‘Gin and vodka drive spirits higher as other alcoholic 
beverages decline’, 10 Mar 20 – published at 
http://www.roymorgan.com/findings/8311-alcohol-currency-report-
december-2019-202003100347 
4 Ibid, per Stuart Gregor, Australian Distillers Association. 
5 IBISWorld, ‘Spirit Manufacturing in Australia - Market Research Report’, 
2014-2019. 

700 Australian Gins - Good Guess? 

With almost 350 distilleries 
now making gin – it is The Gin 
Boutique’s analysis that there 
are over 700 different 
Australian-made gins! 
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Industry Insights – Challenging, Collaborating but 
Held Back by Taxes 
Bad Times, Good Management, or Business-as-Usual?  
One non-standard theme we wanted to explore in our 2020 survey 
was the impact of the year on distillers. 

One welcome insight was that, surprisingly, only 35% of distillers 
reported business performance was worse than expected6. While that 
figure rises to 45% for Victorian distillers (who were likely more 
severely affected by COVID-19 in both terms of the ability to operate 
and access to market), the fact that 65% of distillers assessed 
performance at or better than their expectations raises several 
questions to ponder: 

• Is it surprising in any industry (at any time) that 35% of 
operators don’t meet their performance expectations? We 
think not, especially for an industry undergoing such rapid 
growth and therefore containing such a high proportion of 
start-ups.  There was certainly a market wide impact from the 
2020 bushfires and then the COVID-19 pandemic, perhaps 
most significantly impacting new distillers who were 
unfortunately trying to launch their brands during a lock down 
period. 

• Were there particularly agile and innovative responses to the 
pandemic impacts that shielded the industry or mitigated 
losses? For an industry under constant cost pressure from an 
inequitable excise regime, 2020 saw the industry mobilise (in 
some cases at a loss) during the heights of the pandemic to 
emergency supplementation of the national supply chains for 
medical grade hand sanitisers. 

• Were there other insulating factors in play? For example, the 
significant increase in online retail sales during COVID-19 lock-
down periods specifically, but throughout 2020 in general, 
may have played an insulating factor for distillers’ efforts to 
meet their business plans. 

The Gin Boutique certainly saw online sales spike during the initial 
nationwide lockdown, to the tune of 100-140% up on prior year 
months, and these remained significantly higher through to the end of 
2020. During April and May 2020, we made the decision not to profit 
whilst distillers were both in turmoil and re-tooling to produce hand 
sanitiser, so we returned our profit margin back to distillers whose 
stock we had sold.  

We definitely think it likely that some market and environmental 
forces resulted in some degree of insulation. Certainly, given that the 

 
6 The Gin Boutique, ‘Gin-ventory 2020! Industry Survey’, Q5 
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overwhelming majority of consumer respondents, 94%, reported they 
bought gin mainly at a bottle shop, online or from the cellar door7 – 
we believe this provided some type of shield for distillers against lost 
revenue stemming from the closures and restrictions on bars and 
restaurants.  

Of course, prior to the lockdowns, some Australian distillers had 
pursued and achieved significant penetration into bars and the impact 
upon them cannot be underestimated, with online sales unlikely to 
completely offset on-premise sales. 

As a further indication of the rise in home consumption, 68% of 
consumers reported buying three or more bottles of gin in the six-
months prior to the survey8 – up from 56% in the Gin-ventory 2019 
survey. Further, 37% of consumers reported having more than seven 
bottles of gin on their home gin-shelf at the time of the survey9, 
representing a marked rise from 29% in 2019 – and 53% of consumers 
in 2020 reported that more of these bottles were Australian gins than 
the same time in 2019. 

This last statistic is great news and we should all be encouraged by the 
insight that Australians are buying Australian products where possible, 
especially when times are tough. 

In summary, we believe that there was some resilience to be found for 
the industry from the constraints the pandemic forced across the 
economy. This resilience is founded in consumer behaviours, lifestyle 
and preferences.  

There is no doubt some distillers have had a terrible time, and we feel 
for their founders, employees and families. May 2021 be a much 
better year for you. 

Insight on Excise 
In 2019, we reported the negative effect of excise and taxation on the 
ability of distillers to invest in growth was clearly the most pressing 
factor on distillers’ minds, with 79% of distillers placing this issue in 
the top-3 factors inhibiting growth.  

2020 continued that theme, with 73% of distillers again nominating 
excise and taxation as the critical issue of the day10.  

The Federal Government must consider the value of Australian 
distilleries – and pursue a long-term solution to the negative excise 
and taxation effects that disadvantage local producers, in addition to 

 
7 The Gin Boutique, ‘Gin-ventory 2020! Consumer Survey’, Q3 
8 The Gin Boutique, ‘Gin-ventory 2020! Consumer Survey’, Q9 
9 Ibid. Q10 
10 The Gin Boutique, ‘Gin-ventory 2020! Industry Survey’, Q12 

The Gin Trolley Is Getting Bigger 

A 12% increase in consumers 
buying more than three bottles 
of gin in the previous six 
months, and with one-third of 
respondents now reporting 
having more than seven 
bottles in their home collection 
– we hope gin trolley makers 
are increasing sales capacity! 
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the welcome adjustments already made to excise rebates, as 
announced in December 2020. 

Australian distillers are achieving outstanding recognition 
internationally, contributing to a growing export market and vital local 
economic effects, with 43% of distillers reporting they operated from 
a small town or rural area11.  

In 2019 we wrote: 

A more balanced excise system could fuel the growth of 
Australian distilleries - the quality is evidently there, 
judging by the success of Australian spirits in 
internationally renowned spirits awards. However, while 
Australian produced wine . . .  has enjoyed a privileged 
taxation and producer rebate position over many years, 
distillers have had to fight on in a perverse market where 
Australian produced craft gins can often be bought 
cheaper in the United Kingdom and United States of 
America – notwithstanding the additional costs of 
packaging, transport, marketing and local equivalent 
taxes. Australian alcohol excise is a complicated scheme 
that places different excise rates on the style of liquor, the 
volume of packaging of the liquor, and the concentration 
of liquor in the finished product. This results in a 700ml 
bottle of gin at 40% alcohol by volume including $24 in 
excise – plus a further 10% in GST. 

With two-thirds (65%) of consumer respondents to the 2020 survey 
stating they believed they paid less than $20 of tax per 700ml bottle 
of 40% ABV of spirits12, there is clearly a lack of awareness in the 
community on this issue. A nominal bottle of gin attracts $24 of excise 
plus 10% GST calculated into the overall sales price. Therefore, for an 
Australian gin retailing at $75.00 per bottle this means total taxation 
of $31.40 per bottle! Australian consumers are unaware of this and 
assume they are paying one-third less tax than they actually are – and 
are assuming that distillers are making far more profit than they are. 

As of December 2020, excise rates for Australian spirits are so high 
that – perversely – the Federal Government “collects less revenue 
than it would if [the excise] was reduced”.13 Surely this is one of the 
largest issues facing the industry – it is not only costing Australians 
more per bottle than they should be paying (and therefore curtailing 
consumer spending during an economic downturn) and dramatically 
impacting growth of small Australian businesses – it is also costing the 
government money! If there was ever a case that cried out for an 

 
11 ibid, Q25 
12 The Gin Boutique, ‘Gin-ventory 2020! Consumer Survey’, Q15 
13 Australian Spirits & Cocktails, 2020 Pre-Budget Submission, p. 4. 

Regional Australia Ready to Boom 

43% of Australian distillers 
reported that they are based in 
regional Australia – read our 
comments below regarding 
excise to learn how this can be 
untapped for a regional boom! 

Consumers in the dark on tax! 

Australian consumers are 
unknowingly paying one-third 
more tax than they think when 
buying Australian gin. 
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excise tax reduction – and an increase to the excise rebate level – it is 
one where the reduction would be a win for all parties involved: 

1. Increase federal government excise revenues, 
2. Increase consumer spending, and 
3. Enable a potential growth industry (with >40% of distillers 

located in rural areas) to boom. 

Let us put it another way, an American or British punter can buy a 
bottle of Four Pillars Rare Dry Gin from their local bottle shop for 
anywhere from 20-40% cheaper than we can from an Australian bottle 
shop or distillery door. By revisiting the Australian excise regime, the 
Federal Government would help a growing industry (made up of 350 
small-to-medium businesses) boom – and the government would 
collect more total tax dollars than if they do nothing.  

The Australian Distillers Association and Sprits & Cocktails Australia 
recently put a well-researched submission to government that 
demonstrated a reduced excise and frozen indexation would provide 
a positive impact to government revenue of up to $1.4B between 
2020-202414. 

Whilst we welcome the recent tinkering with the spirits excise refund 
scheme, this is truly a mere tinkering. The changes announced in mid-
December 2020 are estimated to decrease government excise receipts 
by $1.2 million over the forward estimates period. Contrast this 
marginal decrease to a quarter of a billion dollars in extra tax that 
could be collected each year, simply by fixing the anachronisms of an 
antiquated excise regime.  

The proposal currently before government to increase the craft 
distiller refund limit to $350,000 is a singular and critical measure that 
will provide much need relief to 350 Australian businesses and fuel 
jobs growth. 

Here end-eth our rant. Onwards with our survey results. 

Frustrations for Distillers 
Again mirroring 2019, distributor and retailer practices were reported 
as frustrating distillers. Separate to excise issues, 70% of distillers 
nominated distributor and retailer practices as amongst the top-3 
factors constraining their growth15.  

It is important we disclaim that The Gin Boutique is an online retailer. 
However, we feel we can comment on this issue based on our 
experience and relationships working with distillers. In 2019, we noted 
a common theme from distillers was the terms of product carriage for 
major distribution and retail chains, including but not limited to shelf-
fees, exclusivity requirements, and a lack of support for small-batch 

 
14 ibid, p. 5. 
15 The Gin Boutique, ‘Gin-ventory 2020! Industry Survey’, Q12 

$1.4B? ScoMo…it’s a no brainer! 

Excise reform is a significant 
opportunity for growing 
Australian jobs, many in 
regional Australia, while 
increasing total government 
revenue. 

Increase craft distiller refund limit 

Increasing the refund limit to 
$350,000 will provide relief to 
350 small-to-medium 
Australian businesses and fuel 
jobs growth 
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and Australian-made products. Not much has changed – in fact, the 
adoption of virtual stores adopting a drop-shipping business model by 
several national retailers might be extending these issues. In short, 
these practices can reduce distillers’ profit margin to preserve retailer 
or distributor margins. 

Combined with the scale advantage of international commercial 
distilleries (no matter what brand label is on the bottle), the ability of 
Australian independent distilleries to achieve the necessary ground in 
product exposure and consumer awareness to increase their long- 
term viability is impaired and severely disadvantaged by such 
practices. Not exactly fair to the domestic market. 

Last year we pondered on the true costs of the practices in large scale 
distribution and retail operators. What extra costs are Australian 
distillers needing to absorb for consumers to be given access to a few 
dollars off the retail price via large retail chains?  

Based on distillers’ survey responses, we think it is clear that 
commercial pressures from distributors and retailers are a threat to 
the continued innovation, diversity and experience of independent 
domestic distilling. 

 

 

Festivals – how important are they to distillers? 
Distillers reinforced their 2019 view that gin events and festivals were 
of marginal value to them, with 70% rating these as only ‘somewhat’ 
important to their business – or worse16 - up from 56% last year.  

We wonder if this should be interpreted differently. 2020 saw most 
large events cancelled between March and November. Apart from 
some local markets, the first large scale gin event was the Canberra 
Gin Palooza in early November 2020. Distillers responding to our 
survey in September were therefore in a business environment where 
events could not be relied upon as a key element of their business 
plans for the year. They were no doubt busy hosting virtual tasting 
sessions and exploring other channels to get their product in front of 
consumers.   

We therefore don’t want to draw a hasty conclusion about a lack of 
improvement in events and festivals in 2020 when there were very 
few to speak of. 2021 will be a telling year if regular events get back 
up and running. 

 
16 The Gin Boutique, ‘Gin-ventory 2020! Industry Survey’, Q21 

Scale at what cost? 

We wonder what can be done 
to help distillers achieve 
commercial scale without the 
industry risk to innovation and 
diversity that is arising from 
large retailer practices? 
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Distillers continue to participate in events and festivals around the 
country and there is clearly value in doing so. Because most distillers 
rated events and festivals as ‘somewhat’ important (or worse), we 
hypothesise this is an indication that these types of channels are high 
cost and high effort investments, with variable reliability in breaking 
even for individual stall holders. Further, we know from direct 
feedback from distillers that some are frustrated by the variable 
nature of events themselves. Frustrations in this space include hit and 
miss event logistics and a luck of the draw aspect to being provided 
prime or sub-prime real estate, which impacts their ability to maximise 
crowd flow to showcase their brand.  

If a distiller is expecting that gin events and festivals are a direct sales 
opportunity rather than a direct marketing opportunity, it is unlikely 
the expectation will ever be satisfied. On the other hand, just how 
effective are gin events and festivals in achieving efficient brand 
exposure and improved market awareness of distillers’ products? Last 
year we called on event and festival organisers to do more to deliver 
and demonstrate a return on investment for distillers.  

We have seen some event organisers take their events to another 
level and facilitate consumers to have a great day whilst enabling 
distillers to make a profit and showcase their brand in a professional 
manner. We continue to advocate for distillers in this vein, and 
challenge event organisers to proactively collaborate with distillers to 
find creative solutions to this challenge. 

Awards matter when experts decide 
76% of distiller respondents said that receiving awards for their gins 
was at least ‘somewhat’ or even more important to them17. An 
overwhelmingly majority, 81%, indicated that ‘expert rated’ awards 
were valued the more than ‘consumer voted’ awards18. 

This is not a surprise and reflects the professional pride distillers have 
in their product – and the desire to be professionally recognised for 
their work by experts. 

 
Export activity on the move! 
The proportion of distillers currently pursuing export opportunities 
has increased from 30% in 2019, to 49% in 202019. Further, for the first 
time, we had a distiller reporting that more than 15% of their gin 
production was being exported, and the proportion of distillers 

 
17 The Gin Boutique, ‘Gin-ventory 2020! Industry Survey’, Q22 
18 Ibid. Q23 
19 Ibid. Q16 

Crowd-sourced awards are out! 

An overwhelming majority of 
Distillers say ‘consumer-voted’ 
awards are least valued by 
them. 
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reporting between 5% and 15% of their total production quantity 
being exported more than doubled – from 3.3% to 8.1%20. Clearly, 
export opportunities are being developed and pursued by Australian 
distillers and the rate of expansion both in terms of breadth and 
quantity appears to be impressive. 

What is interesting is distillers’ perspectives on the overseas interest 
in Australian gin – there is a clear polarity in the industry. While 49% 
described the appetite for Australian gin overseas as ‘interested’, 41% 
described it as ‘uninformed/unaware’21. What’s happening here? Is it 
more than a mere coincidence that the exact same percentage of 
distiller respondents currently pursuing export opportunities also 
applies to the view of an ‘interested’ market?  

We do not think it’s a coincidence at all. 

In our analysis, we see this as most likely a reflection of the changing 
profile of business maturity in the Australian gin market. Distillers who 
were running start-up businesses five and six years ago are joining the 
growing number of viable, mature and informed businesses with good 
international distributor relationships, and thus have an informed 
view based on current and potential export sales. Meanwhile, newer 
distilleries (the new start-ups) are naturally more focused on 
launching their brand in Australia and penetrating the Australian 
market to make theirs a viable ongoing business, before actively 
pursuing or even truly understanding export opportunities. 

Knowing their consumer 
In 2019, when we asked distillers what factors they believed 
consumers were most influenced by when buying their next gin, they 
nominated ‘price’, and ‘friends’ advice’22. 

That was a surprise, as was the result in this Gin-ventory 2020 Industry 
Survey, because there has been a shift in perceptions. In 2020  
’branding’ was the clear lead factor that distillers attributed to 
consumer buying decisions23. When we think ‘branding’, we think 
everything from brand name, to bottle design, to marketing 
personality. ‘Price’ was also nominated as one of the priority factors 
and distillers equally rated ‘Australian-made’ as a consumer 
discriminator. 

So, what did our Gin-ventory 2020 Consumer Survey respondents say? 

Well, apparently, our consumers have also changed and they had a 
slightly different perspective to the distillers. The consumer priority 
was ‘uniqueness’ followed by ‘style’ and ‘Australian made’. ‘Price’ was 

 
20 Ibid. Q17 
21 Ibid. Q15 
22 The Gin Boutique, ‘Gin-ventory 2019! Industry Survey’, Q15 
23 The Gin Boutique, ‘Gin-ventory 2020! Industry Survey’, Q19 
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a mid-range factor and ‘branding’ (the distillers’ assessed highest 
consumer priority) was dead last24.  

What to make of this? 

Last year we resolved the consumer/distiller views down to one 
sentence: ‘Deliver a quality product at a sound price and get it into the 
hands of consumers to try’. This year we think a more exciting 
message might be emerging for distillers – ‘substance over style’. 

Consumers who are engaged with Australian gins are seeking 
Australian gins in the style they prefer, with a unique aspect to that 
gin. Read on to see what gin styles are preferred most by consumers. 

We hypothesise this may have been influenced by COVID-19 
lockdowns and consumer sentiment shifting towards buying local and 
supporting Australian businesses. Regardless, it’s a noticeable shift 
from 2019. 

 
  

 
24 The Gin Boutique, ‘Gin-ventory 2020! Consumer Survey’, Q17 

‘Substance over Style’ 

We think the analysis clearly 
shows the growing knowledge  
of gin consumers and an 
increasing engagement with 
the gin  itself, rather than 
branding  
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Consumer Insights – Buying More, Spending 
More, Trying More . . . But Drinking the Same 

 

Selecting and Drinking 
We’re a predictable bunch! 
Our 2020 respondents almost identically reflected our 2019 
respondents with their preferred way of drinking their gin. Again, the 
mighty G&T reigns supreme, nearly eight times more popular than 
negronis and martinis25. Cruel and naïve judges might cast aspersions 
on the Australian gin-lover based on this information, but a well-
informed and empathetic observer would not be surprised at all. 
Australia is a country of warm-nights, sunny-days, and the outdoors, 
where a refreshing G&T outperforms a warming negroni or martini as 
a staple. It’s also a diluted and easy to make mixed drink, as compared 
to a spirit forward cocktail – and it has survived as a gin drink of choice 
for almost 200 years, so it’s hardly surprising the G&T stays at the top 
of the list. 

To break it down a little bit: 60% of consumers preferred a G&T, whilst 
a very healthy 40% preferred a gin cocktail of some type. Of these, the 
trusty negroni came in clear second with a preference rate of 12%, and 
the well known classic – the martini – at 8%. 

Interestingly, in 4th place, and only just behind a martini, was 
“something fancier” (fancier than the above three drinks, or French 
75, or Tom Collins, or a Gin Fizz), indicating that the varied cocktail lists 
on bar menus everywhere are appreciated and being actively explored 
by gin lovers. 

Even more interesting is that drinking gin “neat” jumped up into 5th 
place, with a representation of 4.5%. Whilst not an extraordinarily 
high number, this points to a growing number of gin enthusiasts (just 
like us at The Gin Boutique) who want to get to know every nuance of 
a gin, and don’t want to change its flavour profile with tonic or other 
cocktail ingredients. 

 

Classic but contemporary styling! 
Australian consumers have told us that they have an overwhelming 
preference for ‘London/Classic Dry’ and ‘Contemporary/New World 

 
25 The Gin Boutique, ‘Gin-ventory 2020! Consumer Survey’, Q6 

The G&T reigns supreme 

60% of respondents prefer to 
drink their gin in a G&T, with 
40% preferring another type of 
gin cocktail. 

A negroni rates 2nd, with 12%; 
martini is 3rd at 8%. 
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gin’ as their preferred style of gin – for a total of 75% in 2020, up 
marginally from 72% of respondents in 2019.26 

We get it – while we appreciate a classic style, it’s exciting and 
educational to experience the geographically unique botanicals in 
gins. While we’d argue Australian distillers are leading the world with 
indigenous flora (and occasional fauna!27) in our Aussie gins – we also 
see this profile in exciting new gins from across New Zealand, Asia and 
North America – and increasingly in European regions. Based on the 
relatively recent success of Australian distillers in entering the United 
Kingdom, United States of America and Asian markets – we’re pretty 
sure they’re starting to appreciate that too! 

 

Wine…then Whiskey as a distant second. 
Again, proving our predictability, we found that when we cheat on gin, 
we cheat with wine!  

44% of consumers nominated wine as their best alternative to gin, 
with whiskey edging out beer for the silver medal – but on a mere 
16%28.  

 

 

Purchasing trends 
How much do we think we’re buying? 
We are clearly trying many different gins and buying more gin than in 
the past. This year, over 67% of participants reported buying more 
than three different gins in the last six months29 – up from 56% on the 
prior year. In addition, 69% reported having more than three bottles 
of gin in their liquor cabinet or on their drinks tray today, which is a 
significant increase from 2019, up from 57%30.  

Are these increases trends or blips? In 2019, 57% of respondents 
reported that they were expecting to buy more than three bottles of 
gin in the next six months. In 2020, that proportion increased to 66%31 
– on that evidence at least, this appears to be a trend not a blip – and 
that has to be exciting for the industry! 

 
26 ibid. Q8 
27 Most notably the wonderful Green Ant Gin from Adelaide Hills Distillery. 
28 The Gin Boutique, ‘Gin-ventory 2020! Consumer Survey’, Q18 
29 ibid. Q9 
30 ibid. Q10 
31 ibid. Q16 

Gin cabinets are getting larger 

Our respondents said they 
were buying, holding and 
planning to buy approximately 
20% more gin than in 2019. 
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Of course, we also need to bear in mind the COVID-19 lockdown 
periods and the reported increase in Australians buying more alcohol 
to drink at home, rather than at bars or other out-of-home channels. 

Paying more 
In terms of buying habits, we’ve seen a distinct change in the average 
price paid per bottle of gin.  

There was a 30% increase in the proportion of respondents reporting 
they were paying between $76 and $100 for the gins they bought from 
the 2019 to the 2020 survey, now up to 46% in 2020.32 Those paying 
over $100 on average were marginal at best, with a slight decrease 
dipping below 1%.  

We don’t think this can be interpreted as an appetite to accept higher 
prices for domestic Australian gins, but rather as an indicator that 
Australian gin consumers are proving more alert to, and willing to 
invest in, great Australian gins. 

Where is our gin collection crafted? 
We think the conclusions above are supported by the change in the 
mixture of gins our respondents are reporting as domestic versus 
international. 

Last year only 52% indicated most gins they had in their home supply 
were Australian produced. In 2020 that figure had rocketed to 75%33! 
That’s a very strong turn-around. We will be curious to learn over time 
what role the pandemic had in that result, if any, and whether the 
strong indicator of Australian-made preference will be sustained. 

 

  

 
32 Ibid. Q14 
33 Ibid. Q11 
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Can’t wait for 2021 … for so many reasons! 
So, as we wrap up our report on Gin-ventory 2020!, it is important that 
we look to the unanswered questions that we’ll look to take toward 
our next survey, in Gin-ventory 2021! 

What to expect from our 2021 survey? 
Building on the success of our 2019 and 2020 surveys, we will slightly 
expand our survey in 2021. 
 

The drinkers… 
Gin-loyalty? 
Now we know you love gin – at least for now – but we want to know 
what it is about gin that makes it a preferred drink. Is it the drinking 
style? The flavours? The ‘scene’?  

We want to know whether you think gin is a fad or a foundation – what 
would turn you off gin? What keeps you coming back? 

Why not gin? 
It’s easy to get lost in our little world of gin-love – but as advocates for 
the product, the community and the domestic industry we also want 
to know ‘why not gin?’ 

As large as our community is, there is a bigger community out there   
not drinking gin, instead drinking other spirits or beer or wine, and we 
are curious to know why. We think that gin is a canvass painted with 
sweet and dry, juniper forward, or floral and fruity or savoury and 
spicy – all with strong and mild flavour profiles. As a spirit it has one of 
the broadest possible flavour profiles, even though it all anchors off 
the ubiquitous juniper berry. Bottle it immediately, age it in a barrel, 
bottle it over-proof or under-proof, or right smack on proof (57.15% 
ABV for you sailors out there) – or flavour it with sloe berries, grapes, 
plums, other berries or anything you like. As long as juniper is 
discernible (and just how discernible is a point open to debate) and gin 
is without doubt an extremely broad category of spirit.  

Serve it with tonic, soda, juice or on ice. Pair it with olives, rosemary 
or thyme; to berries, mint, ginger and kaffir lime; through to all types 
of citrus . . . we can’t explain ‘why not gin’ and we owe it to both the 
Australian gin industry and those poor souls missing out to find out 
more in 2021. 

 
The distillers - Why you started? 
We all got side-tracked by the pandemic in 2020, so we didn’t get to 
ask you about how you got started. We love you guys and we want to 
explore your passion, your origins, and your breakthroughs. We want 
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to know why you started. How did you know you could do this? Where 
did your gin-love come from? 

We want to know you more in 2021. We want to share more about 
you in 2021. 

Where next for distillers? 
Finally, we want to know where your vision for your gin business is 
heading. We’ve asked you about your optimism for the industry and 
your intentions for exporting Aussie gin to the world. But we are so 
much more interested in how you, the gin experts in Australia, see gin 
styles, gin consumption and the gin industry evolving over the coming 
years. 

We want to know where you are leading us, and what role the gin 
consumers, the gin industry, and The Gin Boutique can play! 

Thanks for reading the Gin-ventory 2020 survey report!  

 

Until next time, cheers! 

The Gin Boutique 

 

www.theginboutique.com.au  
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About Gin-ventory 2020 

Who Participated?  

 
Consumer Survey 
Almost 1,500 Australian gin-lovers completed Gin-ventory 2020! With 
approximately 69% female and 31% male recipients. Only 14.4% were 
aged under 30 years of age, and 8.7% aged over 50 years of age. 

Victoria, New South Wales and Queensland accounted for 77% of 
participants – however, we note Victoria was over-represented in 
2020, with 36.6% of all participants coming from that state. 

 

Industry Survey 
37 members of the Australian Distillers Association participated in 
survey, with approximately 70% operating as a commercial gin 
distillery for greater than one year at the time of the survey. 29.7% of 
our participant distillers operated from Victoria, and 24.3% from New 
South Wales. 62.2% of distillers were based outside a major city, and 
all 89% owned their own distilling facilities. 

Survey Methodology 
The survey was conducted using the online platform SurveyMonkey 
and was open for four weeks commencing 1 August 2019. 

The survey consisted of 27 basic demographic, factual, prioritisation 
and preference style questions for the purposes of identifying gin 
consumer trends. Open ended answer options were available for most 
questions regarding preferences. 

The consumer survey was made available to the public, while the 
industry survey was only available to commercial distillers of gin 
operating in Australia. Additionally, an invitation to participate in the 
consumer survey was issued subscribers to The Gin Boutique’s 
newsletter; and likewise, members by the Australian Distillers 
Association (ADA) were invited to respond to the industry survey. The 
consumer survey was also promoted through: 

1. Landing page information and hyperlinks on 
www.theginboutique.com.au; and  

2. Social media on Facebook and Instagram. 
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Gin-ventory 2020

Consumer Survey Results

24 January 2021

Note: For the survey results of Gin-ventory 2020 Distiller’s (Industry) Survey, 
see Appendix 2

Appendix 1: Gin-ventory 2020, Consumer Survey
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Q2: You'd most likely find me drinking gin...
Answered: 1,492    Skipped: 0
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Q3: I mainly buy gin...
Answered: 1,492    Skipped: 0
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Q4: When I attend gin festival or event, I would rate the following in order 
or priority to me...
Answered: 1,492    Skipped: 0
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Q5: My likelihood to buy a bottle of gin when I am at a gin event or festival 
can be described best as?
Answered: 1,492    Skipped: 0
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Q6: My favourite gin cocktail is...
Answered: 1,492    Skipped: 0
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Q7: When I'm drinking gin out and about, how likely am I to ask for 
something other than the 'house' gin?
Answered: 1,492    Skipped: 0
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Q8: My preferred style of gin is...
Answered: 1,492    Skipped: 0
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Q9: I've bought this many different bottles of gin in the last 6 months?
Answered: 1,492    Skipped: 0



Powered by

Q10: In my home spirits collection today, there are this many bottles of 
gin?
Answered: 1,492    Skipped: 0
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Q11: How many of your current stash are Australian gins?
Answered: 1,492    Skipped: 0
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Q12: How has this changed from 1-year ago?
Answered: 1,492    Skipped: 0
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Q13: I'd try more different Australian produced gins but this is my biggest 
obstacle...
Answered: 1,492    Skipped: 0
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Q14: The average price I am paying for a bottle of gin is about...
Answered: 1,492    Skipped: 0
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Q15: I think I am paying this much tax when I buy a 700ml bottle of 
Australian craft gin (at around 40% ABV)...
Answered: 1,492    Skipped: 0
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Q16: In the next 6 months I will buy this many bottles of gin...
Answered: 1,492    Skipped: 0
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Q17: When I buy a bottle of gin I rate the following factors in order of 
priority to me...
Answered: 1,492    Skipped: 0
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Q18: If I wasn't drinking gin, I’d be drinking...
Answered: 1,492    Skipped: 0
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Q19: I live in...
Answered: 1,492    Skipped: 0
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Q20: My gender is...
Answered: 1,492    Skipped: 0
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Q21: My age is...
Answered: 1,492    Skipped: 0


