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Global Trends - Beverages 

 
Do consumers prefer no-alcohol over low-alcohol products? 

IWSR assesses the performance of the no- and low-alcohol segments, and the different consumer 
drivers at play.  
 
The no-alcohol and low-alcohol sub-categories are both rooted in the overarching health and 
wellness trend. However, consumption is driven by distinct consumer behaviours, and no-alcohol 
products appear to be outperforming low-alcohol offerings.  
 
IWSR data shows that in 10 key no/low markets (Australia, Brazil, Canada, France, Germany, Japan, 
South Africa, Spain, UK and US), the no-alcohol segment increased volume by +4.5% in 2019-20, 
while low-alcohol declined by -5.5% primarily due to the poor performance of low-alcohol beer in 
Western Europe. In terms of market share, in the 10 key markets, no-alcohol’s share was 66% in 
2019-20 and low-alcohol’s share was 34%.  
 
Consumption drivers  
 
No-alcohol beverages are predominantly consumed by people seeking to moderate their alcohol 
consumption. According to IWSR consumer research, more than half (58%) of no/low consumers 
report that they choose to switch between no/low and full-strength alcohol products on the same 
occasion.  
 
Since the general quality of no-alcohol offerings has vastly improved over time, consumers who 
want to moderate their alcohol consumption are no longer having to compromise on taste. 
“Consumers are able to moderate their alcohol intake by enjoying sophisticated products while still 
having the occasional full-strength drink. Moreover, consumers who choose to abstain from alcohol, 
or moderate their alcohol consumption, are still able to remain part of the drinking occasion,” 
remarks Sophia Shaw-Brown, senior insights manager at IWSR.  
 
For consumers who want to moderate their alcohol intake, low-alcohol propositions can sometimes 
be confusing. “Consumers don’t necessarily know that an alcoholic spirit brand normally sits at 30-
40% ABV, so they don’t always know what a 20% ABV spirit means for a gin brand, or how a 20% 
ABV spirit might relate to a 5% ABV wine or a 1% ABV beer,” says Shaw-Brown. Furthermore, it is 
often unclear to consumers how many low-alcohol beverages they can consume and still be within 
the legal drink-drive limit. No-alcohol brands, however, are explicit about their 0% credentials, 
making it easier for consumers to be confident about their alcohol intake.  
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Low-alcohol beverages, while aligned with the moderation trend, generally tend to be more popular 
among consumers looking to explore specific health and wellness traits – such as low-calorie, low-
sugar, and natural ingredients. “Brands in the low-alcohol space tend to have a healthier, ‘better for 
you’ premise, rather than being completely about moderation,” explains Shaw-Brown.  
 
In some markets however, consumers continue to perceive low-alcohol products as being of lower 
quality, particularly when it comes to wine. Furthermore, while no-alcohol products are usually 
positioned as completely new, innovative propositions, low-alcohol beverages run a greater risk of 
being unfavourably compared to full-strength iterations.  
 
However, consumers appear to be developing a more favourable view of low-alcohol spirits and 
RTDs as lower-ABV line extensions of established brands hit the market. Smirnoff and Beefeater are 
just two examples of brands that have launched low-alcohol innovations. Aged spirits makers are 
also increasingly looking to cater to health-conscious audiences – for instance, earlier this year, 
Chivas Brothers launched a 20% ABV iteration of Ballantine’s in Spain.  
 
Low-alcohol RTDs are small compared to no-alcohol offerings, but the segment is growing fast. Of 
the 10 key markets studied, the US is the low-alcohol RTD market leader, with low-alcohol RTDs 
making up approximately 70% of the country’s no/low RTD segment.  
 
In beer, while low-calorie or light beers have been around for a while, consumers are getting more 
interested in this as part of a wider shift towards health & wellness cues. Much of the low-alcohol 
beer growth is expected to come from independent and craft producers that are focusing on taste 
over 0.0% ABV.  
 
Mixed market performance  
 
Consumption may be broadly shifting from ‘low’ to ‘no’, however, this is not a consistent picture 
across the globe. In the US, for example, low-alcohol wine takes a far bigger market share (86.8%) 
than its no-alcohol counterpart due to exalted quality perceptions in the market, which are largely at 
odds with other parts of the world. The health and wellness trend, which is heavily aligned with low-
alcohol, is also deeply rooted in the US, spurring the success of lower-alcohol ‘clean’ wines.  
 
In other markets, no-alcohol sparkling wines are largely seen to be higher quality and better value 
than low-alcohol still or sparkling wines, and are frequently consumed during celebratory occasions. 
Industry focus in the UK has largely shifted to no-alcohol wines as lower duty costs mean they can 
offer more competitive price points.  
 
Across the 10 key markets, no-alcohol makes up 66% of the low/no beer category, with strong 
growth in Spain, Japan and Australia. In Australia, low-alcohol beer dominates low/no market share, 
but sales have been in decline for many years, and this downward trend is expected to continue. 
Spain also has an established low/no beer market, and has seen ‘no’ players take share from ‘low’ 
players as consumers view new 0.0% brands as more modern. The market share of low-alcohol beer 
remains small in the US, though strong growth is forecast for the future.  
 
The US market’s preference for ‘low’ over ‘no’ is also reflected in its spirits consumption, with low-
alcohol taking a majority share of the low/no spirits market. Market share of low/no spirits in 
Australia and Germany is quite evenly split, while the UK heavily favours no-alcohol spirits.  
 
According to Shaw-Brown, while growth of the no-alcohol segment is outpacing that of low-alcohol 
across the 10 key markets, there remains a strong opportunity for low-alcohol products, particularly 



as the health and wellness trend gains pace across the globe. “As these brands become more visible 
and well established and the quality improves, there is a real opportunity for growth in low-alcohol.”  
Source: The IWSR  
 
Comment: For the first two months of 2021, domestic sales of Low Alcohol wine [Alcohol content > 
0.5%, but < than 4.5%] were zero and De-alcoholized wine & Non-alcoholic wine [Alcohol content > 
0.5%] were 31 382 litres.  
 
 
Major Wine Producing Countries 

 
Australian exports downturn driven by Chinese tariffs, but shipments to UK up 

by a third 

Australian wine exports dropped in the 12 months to March 2021 compared to the same period a 
year previously, with the loss largely attributed to the situation in China where hefty import tariffs 
have effectively closed the market to Australian producers.  
 
Acording to Wine Australia's latest export report, overseas shipments dropped by 4% in value to 
$2.77bn, while volumes were down by 1% to 724 million litres. The average price per litre for 
exports, meanwhile, also dropped, down by 3% to $3.82.  
 
Wine Australia’s CEO Andreas Clark said that much of the decline was down to a sharp drop in 
exports to China, but also pointed to the cumulative effects of three consecutive smaller vintages in 
Australia, resulting in lower volumes for export.  
 
“Notwithstanding the impact of China’s tariffs, we were still looking at a potential downturn in 
exports over this period simply due to the supply situation,” he said.  
 
Exports to China from December 2020 to March 2021 crashed to a mere $12m, compared to $325m 
in the comparable period a year ago. The Chinese tariffs only apply to wine shipped in bottles under 
two litres, which has resulted in a drop in the share of bottled exports in the export mix, from 46% of 
total volume in the 12 months to March 2020 to only 41% in the same period in 2021.  
 
On a more positive note, Clark said there had been “significant growth” in exports to Europe and the 
UK, up by nearly a quarter (23%) to $710m, the highest value in a decade. Growth was also see in 
shipments to North American, where exports were up 5% to $682m, while exports to Oceania were 
up 7% to reach $112m.  
 
Clark claimed that if exports to mainland China were stripped out of the equation for the past 12 
months then there would actually have been positive growth in export value, up by 10% to $1.9bn, 
and 8% increase in volume to 646m litres.  
 
The UK was one of Australia's top performing export markets, with the value of shipments surging by 
a third (33%) to $461m, and up in volume terms by 21% to 264m litres. It also confirmed the UK's 
position as the biggest market for Austrlainn wine by volume, and saw it leapfrogging the US to 
become the second biggest destination by value. The average value for Austraian wine in the UK also 
jumped, pu by 10% to reach $1.75 per litre, the highest level in a decade.  
 
The US, meanwhile, saw a 1% volume decline of 1%, but the value was up by 4% in the 12 months to 
March 2021 to $432m, while the average value was up by 5% to $3.21 per litre. The biggest area of 
growth was seen in those wines priced between $2.50 - $4.99 per itre. Strong growth was also 
posted in those wines priced between $20 - $29.99 with more than 90% of shipment in this segment 



being red wine.  
Source: MarketIQ/Vinex  
Australia’s top markets in value terms were:  
 
Mainland China, down by 24% to to $869m  
United Kingdom up 33% to $461m  
The US, up 4% to $432m  
Hong Kong, up 55% to $148m  
 
The top five destinations by volume were:  
UK, up 21% to 264m litres  
US, down 1% to 135m litres  
Mainland China, down 40% to 78m litres  
Canada, up 4% to 54m litres  
Germany, up 22% to 36m litres.  
Source: MarketIQ/Vinex 
 
 
Nuusbrokkies / News Snippets 

 
Wineries and Local Nurseries Aim to Shape Regional Terroir 

Wine is a global commodity, but does it make for a better product when everything is locally 
sourced?  
 
Grapes are planted on every continent except Antarctica, and producers craft bottlings from grape 
varieties indigenous to regions across the planet. But increasingly, winemakers try to source 
ingredients from closer to home in a bid, they say, to create more authentic and delicious wines. 
Their reasons are many, and range from concerns over the spread of pests and disease, to logistics 
and a desire to develop their region’s terroir.  
Click here to read more 
 
 
Vinexpo unveils two new trade shows for New York City 

Vinexpo has announced it is to launch two new trade shows dedicated to wine and spirits in New 
York next year.  
 
The organisers claim that both events, which are being organised in conjunction with Diversified 
Communications, will provide US and Canadian buyers access to new and established brands that 
are looking to expand distribution, network and meet with existing customers in North America. 
From conferences to master classes, two full days of educational programming promise to address 
issues relevant to both the wine and spirits worlds.  
 
Vinexpo America is being billed as a “repositioning of the former Vinexpo New York” after the 2020 
event was cancelled due to the Covid pandemic. The new show will conentrate exclusivey on wines, 
with exhibitors from the world’s top producing regions.  
 
Drinks America, meanwhile, is a brand new format, and is aimed at the beer, spirits and sake sectors. 
“The launch of our events in the US in 2022 is desgined to coincide with the resumption of trade 
between Europe and the US,” said Rodolphe Lameyse, CEO of Vinexposium.  
 
Mary Larkin, president of Diversified Communications USA, said: “We’re excited to renew our 
partnership with Vinexposium and come back to New York in 2022 with a brand-new, greatly 

https://www.winemag.com/2021/04/29/wineries-local-terroir-vines/


enhanced offering.  
 
“Bringing together Vinexpo America and Drinks America in a single meeting place will enable us to 
serve the entire U.S. wine and spirits communities—an especially welcome opportunity after the 
COVID-19 pandemic forced the cancellation of the industry’s major exhibitions in 2021.”  
 
The two shows will be held in the Jacob K Javitis Convention Center in New York City on 9-10th 
March 2022.  
Source: MarketIQ/Vinex 
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