
 
  

BI Daagliks - BI Daily 
  

01 February 2022  

  
The BI Daily is compiled and submitted by the SAWIS BI Team. The content is for the exclusive attention of 
SAWIS members and may contain information that is privileged and confidential. Articles in the BI Daily have as 
far as possible been interpreted, put into context, validated and confirmed. If you as recipient have any queries, 
comments or would like to submit an article, please direct them to Charles Whitehead (charles@sawis.co.za).  

  

 
Global Trends - Beverages 

 
Targeting moderate drinkers, Amsterdam wine shop only sells half bottles 

As reported by The Drinks Business, 39% of regular wine drinkers in a global survey indicated they 
were moderating their consumption. And younger generations are leading the way when it comes to 
a more considered approach to imbibing.  
 
While the trend is driving launches of no- and low-alcohol beverages, it also presents opportunities 
for retailers like Half Full, offering premium pours in smaller packages.  
Click here to read more 
 
 
Global Trends - Wine Industry Key Elements 

 
Why the drinks trade should be afraid of WHO 

This year, The World Health Organisation is unveiling ‘a global strategy to reduce the harmful use of 
alcohol’, and the drinks trade should be fearful of the proposed ‘high-impact’ interventions.  
 
Crucially, the strategy comprises a number of measures that would negatively affect the image and 
trade of alcohol, should they be implemented by WHO member countries, with the agency’s 
executive board calling for “accelerated action to reduce the harmful use of alcohol” – which 
appears to involve interventionist techniques to drop consumption across the board, as opposed to 
targeting problem drinkers.  
 
Among these, over the rest of this decade, WHO is seeking to “accelerate” a series of “effective 
strategies and interventions, supported by legislative measures,” addressing:  
(a) the affordability of alcoholic beverages, by appropriate taxation and pricing policies;  
(b) the advertising and marketing of alcoholic beverages, through comprehensive and robust 
restrictions or bans across multiple types of media, including digital media;  
(c) the availability of alcohol, by enacting and enforcing restrictions on spatial and temporal 
availability of alcoholic beverages;  
(d) driving under the influence of alcohol, by enacting and enforcing drink–driving laws and 
regulations;  
(e) hazardous patterns of drinking and alcohol use disorders (AUDs), by providing brief psycho-social 
interventions, treatment and care in health and social services.  
Click here to read more 
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Marketing Strategy: Megatrends to watch in 2022 

Ahead of what is expected to be another difficult marketing year, the global Dentsu advertising 
network has identified three megatrends that will go some way towards assisting brands define and 
chart a recovery.  
 
Consumers have become accustomed to the flexibility offered by omnichannel retail - the ability to 
research and buy both online and in-store and by combining the two. Many other areas of life are 
now becoming omnichannel, developing hybrid models that mix digital and in-person participation. 
Brands need to experiment to accommodate this megatrend. Shopping and payment messages 
should include strong, brand-based messages.  
 
The second megatrend is increased brand citizenship. Brands are increasingly showing their human 
side. The rise of social media has meant that many consumer-facing brands now have a more human 
tone of voice. They have become used to sharing news and to replying to queries. Many are showing 
a more empathetic and caring side.  
 
The third megatrend concerns the redefinition of identity. It seems certain that people’s online 
identities will become even more important to them, while being ever harder for brands to access. 
Brands need to be trusted for people to agree to sign into their sites [or stores] or submit e-mail 
addresses to give them permissions to target. Brands can build trust by acting in more ethical, fair 
and sustainable ways, essentially by demonstrating transparency and empathy.  
 
Another trend to watch out for in 2022 is the growing popularity of concept stores.  
Click here to read more  
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