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Monday, 21 September 2015 

Bundy: it’s a Queensland thing 

As anyone who’s been saved from a parking fine by a bikini-clad meter maid would know, 
Queenslanders do things differently. Their rum-drinking habits are no exception: whereas 
5.4% of Australian adults consume some kind of rum in an average four weeks, this figure 
jumps to 9.8% of folks in the Sunshine State. 

 

When it comes to dark rum, the difference is even more striking, with Queenslanders (8.3%) 
being more than twice as likely as the average Aussie 18+ (4.0%) to indulge in any given four 
weeks. The only other state that comes even remotely close is Tasmania (4.1%), while it’s fair 
to say that South Australians (2.2%) and Victorians (2.7%) are not aficionados.  

 

Driving Queenslanders’ elevated incidence of dark rum consumption is their taste for one 
particular brand … Bundaberg*! Almost 6.0% of Queensland adults drink Bundy in an average 
four weeks, well in excess of the population average (2.4%). 

 

Dark rum and Bundaberg rum consumption by state 

 
Source: Roy Morgan Single Source (Australia), July 2014 – June 2015 (n=16,865).  

Produced in the town it was named after since 1888, Bundaberg is enjoyed by above-average 

proportions of Queenslanders in all regions of the state (except the Gold Coast, curiously 

enough). Its popularity peaks in Eastern Brisbane (where 9.9% of residents drink it in any given 

four weeks) and Cairns (7.8%).  
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Naturally, these findings beg the question: why is Bundy so popular with Banana Benders? Are 

they born with an in-built appreciation of its taste? Is the brand promoted more heavily in 

Queensland than elsewhere? Or is there an element of state pride to Queenslanders’ rum 

consumption?  

Judging by their above-average fondness for that other iconic home-grown beverage, XXXX 

beer, the state-pride theory doesn’t seem so far-fetched. In an average four weeks, 5.4% of 

Aussie adults consume some variety of XXXX— compared with 14.3% of Queenslanders… 

Andrew Price, General Manager – Consumer Goods, Roy Morgan Research, says: 

“In any given four-week period, almost half the Australians who drink Bundaberg rum 

are from Queensland. As suggested above, a sense of regional pride may contribute to 

the spirit’s popularity in its home state, especially since we see the same over-

representation of Queenslanders when it comes to XXXX consumption.  

“But while the brand is inextricably linked with the Sunshine State, this shouldn’t 

prevent it from being drunk more widely across the nation. Obviously, there are people 

from other states who do consume it, but there is plenty of room for expanding its 

national penetration. 

“Roy Morgan Research’s in-depth consumer profiling took Helix Personas shows that 

people from the up-and-coming, house-proud Today’s Families and low-income, true-

blue Battlers communities are considerably more likely than the average Aussie to drink 

Bundaberg. Both groups can be found around the country – Battlers in particular are 

distributed very widely across urban and country areas of all states and territories. 

“If Bundaberg focused on reaching these segments of the population with tailored 

communications, they could find the brand’s market increasing exponentially.” 

* NB: figures do not include Bundaberg Five, which is a white rum 

For comments or more information about Roy Morgan Research’s alcohol data, please 
contact: 

Vaishali Nagaratnam 
Office:  +61 (3) 9224 5309 
Vaishali.Nagaratnam@roymorgan.com 

Related research findings 

View our extensive range of Alcohol reports and profiles, including our profiles of spirits drinkers – such as the Bundaberg 
rum drinker profile.  

Compiled with data from Roy Morgan’s Single Source survey (the largest of its kind in the world, with 50,000 respondents 
p.a), these ready-made profiles provide a broad understanding of the target audience, in terms of demographics, 
attitudes, activities and media usage in Australia. 
 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state of Australia, as 
well as in Indonesia, the United States and the United Kingdom. A full service research organisation specialising in 
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omnibus and syndicated data, Roy Morgan Research has over 70 years’ experience in collecting objective, independent 
information on consumers. 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on which it is based. 
Margin of error gives indications of the likely range within which estimates would be 95% likely to fall, expressed as the 
number of percentage points above or below the actual estimate. Allowance for design effects (such as stratification and 
weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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