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Classic Cocktails & Gin & Tonic
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COFFEE & TEA
IN THE TOP 10 13%
COFFEE (46%) AND TEA (28%)

BACARDI GLOBAL BRAND AMBASSADOR SURVEY 2020

SUSTAINABILITY ), (1" e
TA"E%“E”’";STAGE EXTREME FLAVOR 38%

/ PROFILES o

consumers in the U.S. and (.:anada Fhink it g(')lllll: : ng: : .S ‘gfr?:n:y \) :

is |mportantotrh::oa_ ::::: hl:s sustainable 31%

1BM AND THE NATIONAL RETAIL FEDERATION STUDY 2020 FLAVORMAN 2020

58% OF BACARDI BRAND MINDFUL CONSUMPTION
Amiﬁsal();g“"soﬁ&%RTH High desire for WESTERN EUROPE LEADS NO- AND
INCREASED BARTENDER R ONSUERS e
INTEREST IN ZERO-WASTE ek eblout il DRINKING LESS, WHILE 5% OF
INGREDIENTS. eat and drink more MINDFUL DRINKERS ARE CONSUMING

healthily as a result LOW-ABV DRINKS.

of the pandemic.

BACARDI GLOBAL BRAND AMBASSADOR SURVEY 2020

BACARDI GLOBAL BRAND AMBASSADOR SURVEY 2020

©2021 BACARDI

BACARDI, THE BAT DEVICE & OTHER MARKS RELATED TO PRODUCTS IN THIS DOCUMENT ARE TRADEMARKS OF
BACARDI & COMPANY LIMITED OR OF OTHER SUBSIDIARIES OF BACARDI LIMITED



