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Issue: There is a growing alcohol-free and low-alcohol (no/lo) drinks market in
Great Britain. Insight about when this emerged and how it has developed is
needed to inform and interpret the growing body of research into the use of no/lo
drinks. We therefore document the development of the no/lo market in Great
Britain between 2011 and 2022 and examine which stakeholders have been
involved in development and what actions they have taken.

Approach: Narrative timelines created through a documentary review of trade
magazines (2011-2022) and market intelligence reports (2015-2022), focusing on
product launches, marketing activity, industry changes, retailer actions, govern-
mental actions and third sector activity.

Findings: A mainstream no/lo market emerged and established from 2015, with
activity thereafter characterised by intensive market entry, expansion, and consol-
idation among both independent producers and mainstream alcohol brands.
While initial development concentrated on beers, innovation has since prolifer-
ated across the cider, spirits, wine and ready-to-drink categories. Development
appears predominately driven by market forces (e.g., product launches and mar-
keting), with January a focal point of activity. Government has not introduced
any legislation around no/lo drinks, although it has consulted on appropriate
no/lo descriptors (in 2018) and committed (in 2019) to work with industry to grow
the no/lo market.

Implications and Conclusions: While initial development in the no/lo market
concentrated on beers, recent developments across categories, coupled with con-
tinued consolidation and expansion among beers, suggest the market may still
develop further. Any assessment of the public health impact of no/lo drinks
should be subject to longer-term follow-up once the market matures.
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1 | INTRODUCTION

In Great Britain (GB), alcohol-free and low-alcohol
drinks (‘no/lo”) are defined as beers, ciders, spirits and
wines containing <1.2% alcohol-by-volume (ABV) [1].
The no/lo drinks market in GB has grown substantially
in recent years [2]. Retailers sold 1.5 litres of no/lo drinks
per adult in GB in 2023 [3], with 31.3% of adults in GB
reporting ever consuming no/lo drinks and 9.8% doing so
on a weekly basis [4]. Despite this, no/lo drinks still only
represent a small proportion of the overall alcoholic
drinks market in GB, accounting for 1.4% of sales volume
and 0.8% of sales value in 2023 [3].

Increased availability and consumption of no/lo
drinks in GB has led to policy interest in whether these
drinks could reduce consumption of standard-strength
alcohol and subsequent associated harms [5]. There are,
however, some uncertainties and risks. For example,
consumers may only add no/lo drinks to their consump-
tion of standard-strength alcohol—addition rather than
substitution—thus leading to no meaningful decline in
alcohol use. Moreover, public health improvements may
only be small if uptake mostly occurs among those
already drinking at lower-risk levels, while health
inequalities may widen if consumption continues to con-
centrate among those from more affluent backgrounds
[4]. Finally, exposure to no/lo drinks which share brand-
ing with standard-strength alcoholic drinks may encour-
age consumption of both types, and some groups may be
particularly susceptible to the effects of shared branding
(e.g., young people or those abstaining from alcohol) [6].
Young people may also develop earlier familiarity with
the taste of alcohol, which may lead to earlier or greater
consumption of standard-strength alcohol.

To date, however, there is limited research which has
examined the development of the no/lo drinks market in
any country. This leaves important questions unanswered,
such as when did the market emerge, is development
ongoing, what product categories have engaged with the
market, and what role have different stakeholders played
in market development. These insights are needed to help
inform and interpret the growing body of research into
no/lo drinks, such as analyses of consumer trends [2—4].
We, therefore, document the development of the no/lo
drinks market in GB between 2011 and 2022, overall and
within specific drink categories, and examine which stake-
holder groups have been involved in market development
(e.g., industry, retailers and government) and what actions

they have taken (e.g., product launches, marketing activity
or regulatory changes).

2 | METHODS

2.1 | Design

We created narrative timelines of events which have con-
tributed to development of the no/lo drinks market in GB
between 2011 and 2022. Data come from a documentary
analysis of market intelligence reports and magazines
aimed at off-trade retailers (hereafter the ‘retail trade
press’). These industry-focused data sources provide
novel insight into market development for addiction and
health-related commodities, and have been used previ-
ously to examine the tobacco, alcohol and food/drink
markets [7-12]. This study is part of a larger project eval-
uating the public health impact of no/lo drinks
in GB [13].

2.2 | Data sources

Table 1 provides an overview of the two data sources
used. For market intelligence reports, we conducted a
scoping exercise to identify reports from leading suppliers
relating to both the wider GB alcoholic drinks market
and specifically the no/lo drinks market. From this, we
purchased five reports by Mintel entitled ‘Attitudes
towards low- and non-alcoholic/no-alcohol drinks’, pub-
lished between 2015 and 2022.

For the retail trade press, we reviewed paper copies of
five magazines aimed at off-trade retailers in GB pub-
lished between 2011 and 2022. By off-trade retailers, we
mean shops where alcohol can be purchased for con-
sumption off the premises, such as supermarkets, conve-
nience stores, and off-licences. These magazines typically
contain news, opinion, and feature articles on market
industry trends and developments, as well as advertise-
ments from producers. Articles typically cover a range of
fast-moving consumer goods, including alcoholic drinks,
as well as articles of general interest to retailers. We
focused on magazines aimed at the off-trade market for
no/lo drinks because it is substantially larger and more
developed than its on-trade equivalent (i.e., venues where
alcohol is purchased for consumption on the premises,
such as pubs or bars) [3].
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TABLE 1 Summary of the data sources reviewed.

/A »
i rug‘and EVIEW

Publication Focus and target readership Years included Frequency
The Grocer General grocery market January 2011-December =~ Weekly
2022
Forecourt Trader Fuel retail sector (garages/forecourts) January 2011-December ~ Monthly until September 2020
2022 and every other month
thereafter

Off Licence News, renamed as
Drinks Retailing News and
latterly to Drinks Retailing

alcohol outlets

Convenience Store

RN (Retail Newsagent)

Mintel ‘Attitudes towards low-
and non-alcoholic/no-alcohol

drinks - UK’ market

Specialist publication aimed at off-trade

Smaller and independent retailers

Smaller and independent retailers

Specialist market intelligence report on
the alcohol-free and low-alcohol (no/lo)

January 2011-December ~ ~Twice monthly 2011-2015

2022 ~Monthly 2016-2019
Every other month 2020-2022
January 2011-April Twice monthly
2020*
March 2017°-December ~ Weekly
2022
2015-2022 Published in 2015, 2017, 2019,

2021, and 2022

#Title moved to online only from April 2020 and thus ceased to be included in the study.

“Title only added to the library from March 2017, and thus earlier issues are not available.

The trade press magazines were sampled from an exist-
ing library of paper magazines held by the authors. This
library has been purposively curated for almost two decades
to include a combination of leading trade press titles aimed
at different parts of the retail sector in GB, including gen-
eral grocery retailers, off-licences, convenience stores, news-
agents, and garage forecourts or petrol stations. We
included all the titles available in the library across our
observation period (~1300 magazines; see Table 1 for publi-
cation dates, frequencies, and focus). We preferred to utilise
paper copies of the magazines, as opposed to searching
online databases which include similar titles, as the latter
often omit important content, such as advertisements,
advertorials, graphics, and images. All paper copies were
manually reviewed, with all content related to no/lo drinks
read line-by-line.

Where necessary, we used purposive ad-hoc searches
of open-source data (e.g., policy reports, online news arti-
cles) to corroborate or embellish details of events
reported in either the market intelligence reports or trade
press magazines.

2.3 | Products in scope

To capture all potentially relevant information, we manu-
ally searched each data source for all references to drinks
that were suggested to be part of, or related to, the no/lo
market. In practice, this meant searching for a range of
evolving terms, including, but not restricted to: ‘no-
alcohol’, ‘non-alcoholic’, ‘alcohol-free’, ‘de-alcoholised’,

‘zero-alcohol’, ‘low-alcohol’, ‘lower-alcohol’, ‘moderation
markets’ and ‘alcohol-alternatives’. These are hereafter
referred to collectively as ‘no/lo drinks’, unless quoting or
paraphrasing a source. We also searched for content
related to non-alcoholic drinks which incorporated alco-
hol connotations, such as soft-drinks which mimicked
alcoholic drinks (e.g., cocktail-flavoured) or drinks sup-
plied in packaging considered to mirror characteristics
typically associated with alcohol (e.g., champagne-style
bottles).

2.4 | Defining events

Across sources, we sought to identify and capture informa-
tion on six ‘event’ categories, derived from initial scoping
of the data sources. These were: (i) product launches,
including rebrands or relaunches; (ii) marketing activity,
such as advertising campaigns; (iii) industry changes, such
as mergers or acquisitions; (iv) retailer actions, such as
changes in product listings or point-of-sale promotional
activity; (v) government actions; and (vi) activity from
third sector organisations, such as abstinence campaigns
run by charities. This review did not seek to directly cap-
ture generic discussion of the no/lo market which did not
refer to a specific event, such as commentary on sales
trends. We also did not aim to capture information on the
market or corporate political strategy of companies in rela-
tion to no/lo drinks, such as their motives for market
entry or longer-term market strategies. Both aspects are
covered in-depth elsewhere in the overall project [13].
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Recording events

Details about each event were recorded in a codebook
created in Microsoft Excel. Each event was recorded as a
separate data row, and we maintained separate work-
sheets for each year. Events were captured each time they
were reported in one of the data sources, irrespective of
whether they had been mentioned previously (e.g., the
same event described in multiple trade press magazines
and the market intelligence reports). For each event, we
recorded: (i) bibliographic information; (ii) approximate
timing; (iii) detailed and short summaries; and (iv) which
companies (e.g., Diageo), brands (e.g., Guinness 0.0%),
and product types (e.g., beers) were mentioned. We also
coded whether the event related to any of the six event
categories. An event could be coded under multiple cate-
gories (e.g., product launch with associated marketing
campaign).

2.6 | Analysis

Data were analysed in three stages. First, we used the
detailed extraction database to create a separate database
in which each row represented an individual event in
each year, thus consolidating repeat entries of the same
event. This enabled us to build a detailed picture of each
event, as different sources provided varying degrees of
detail, and to see which events were discussed repeatedly,
thus providing insight into their potential importance in
shaping the no/lo drinks market. We then used this
refined database to create detailed timelines for the main
no/lo drink categories: beer, cider, pre-mixed/ready-to-
drink, spirits, wines, and adult soft drinks. We organised
our analysis around these categories to reflect that they
have developed at different paces and to different degrees
across the observation period. We also created a separate
timeline for cross-cutting events which may have affected
the overall no/lo drinks market. Finally, we used this
refined database to produce narrative summaries and
visual timelines which chart the key development phases
for each category and examples of events within each
phase. Where relevant, the narrative summaries refer-
ence categories adjacent to the no/lo market (e.g., ‘lower
strength’ alcohol). The visual figures, however, only
report events related to no/lo drinks.

3 | RESULTS

The results begin with cross-cutting events likely to have
affected the overall no/lo market. We then present the
category-specific timeline for beer, where early market

development concentrated, before presenting timelines
for categories that emerged and developed later. For each
section, we provide a visual timeline of key phases and
example events, and a narrative summary of market
development.

3.1 | Cross-cutting events

Figure 1 summarises cross-cutting events likely to have
directly or indirectly affected the overall no/lo drinks mar-
ket. The frequency and volume of such events increased
in the latter half of the timeline as government and indus-
try began to consider regulatory issues for no/lo drinks,
retailers became increasingly engaged in the market, and
the market interacted with third sector activity.

As will be discussed in the category-specific timelines,
most of the events we observed were led by supply-side
stakeholders, such as product launches and associated mar-
keting campaigns. Nevertheless, we identified two activities
from the UK Government that were deemed directly rele-
vant to the no/lo drinks market. First, in March 2018, the
Government launched a consultation on the appropriate
use of no/lo descriptors, a set of terms (e.g., alcohol-free,
non-alcoholic, de-alcoholised, etc.) defined and recom-
mended for use by Government, but not legally mandated
[14, 15]. This consultation led to revised guidance on
descriptors being published in December 2018 [1, 16]. Sec-
ond, in 2019, the UK Government included a commitment
in a policy paper to work with the industry to deliver a ‘sig-
nificant increase’ in the availability of no/lo drinks by 2025
[5], although this was not accompanied by—or, to date,
followed-up with—any specific policies.

There were also several cross-cutting government
events which may have indirectly influenced the no/lo
market. A key early event was the Public Health Responsi-
bility Deal (PHRD), launched in 2011 [17, 18]. Under the
PHRD, ~30 major producers and retailers pledged in
March 2012 to remove one billion units of alcohol from
the market each year by December 2015, including by
improving the availability and promotion of ‘lower alco-
hol’ drinks [18-20]. The PHRD is only considered indi-
rectly relevant to the no/lo market as the discourse and
related initiatives predominately focused on products that
were only lower-strength relative to their traditional coun-
terparts (e.g., 2-3% ABV beers or 5.5% ABV wines) rather
than no/lo drinks under our definitions of <1.2% ABV
(albeit a very small number of no/lo products were
launched towards the end of this period; see examples in
category timelines). Other government actions with the
potential to indirectly affect the no/lo market included
launching revised low-risk drinking guidelines in January
2016 [21, 22], public health awareness campaigns around
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2013
Portman Group revise rules to allow
alcohol companies to use reduced-
strength as a marketing theme

T
2013
MacMillan Cancer Support

launch Go Sober for October 2016

2011 1
UK Gov. launch 2013

UK Gov. announce new lower-

risk drinking guidelines

UK Gov. commence Soft Drinks Industry Levy—
excludes no/low, but includes adult soft drinks

2022
Sainsbury’s partner with

UK Gov. consult on and release updated :
Heineken to trial branded

guidance on no/lo alcohol descriptors

fixtures in stores

2018 ;
PHE / DrinkAware launch 2022
Drink Free Days campaign 2020 Bespoke trade event -
2018 Sales of no and low alcohol No2LoBev
Scot. Gov commence rep(::roe:ﬁglyl;tirgi:unng she 2022
minimum unit pricing -2 fockdowns UK / European chapter of
2018 2020 Non-Alcoholic Beverage

Welsh Gov. introduce Association established

minimum unit pricing

Estimated ~4 million people
take part in Dry January

2022

Public Health Dry January starts, with

Responsibility Deal reported 4,000 taking part
(PHRD) with industry

2016

Estimated that one-in-six Brits | | cjub Soda organise mindful
take part in Dry January

2020
Estimated ~4 million people
drinking festivals take part in Dry January

Estimated ‘6.5 million
Brits’ take part in Dry
January

|
2018

v
2016

2012 2013 2014 2015

A A
2017 2018 2019 2020 2021

2012 2015
Pledge under UK Gov. PHRD to Dry Drinker, an online
remove ~1 billion units a year from retailer specialising in no
UK market, including through focus and low alcohol drinks, is
on ‘ower alcohol’ created

Tesco expand no and low
range to ‘the largest range in
its history’ including dedicated

2017 2019
Estimated 4.5 million people

take part in Dry January

2021
Club Soda open an alcohol-free off
licence in London

2012

Government launch app under
ChangedlLife campaign about
alcohol, including suggestions of

. ; 2019 G
sections and fixtures < 2021
Ll HK(Gov: Prevention'Green Estimated 6.5 million adults take
2017 Paper, including increasing

The Wise Bartender, an online|
retailer specialising in no and 2021
low alcohol drinks, is launched

part in Dry January

availability of no/lo

2019

Scot. Gov. launch Count 14 Thifd COVID-19 lockdown

swapping to low alcohol or alcohol-
free drinks

Industry actions

Government / Statutory actions |

| Non-governmental actions | I Retailer Actions

campaign 2021
2019 UK Gov announce reform to the
sainsbury’s launch pop-up alcohol duty (tax) structure
no/low pub ‘The Clean Vic’

3 2021

2019 Bespoke trade event - No2LoBev

Asda trial dedicated ‘No and
Low Zone’ fixture in 40

stores

1
2019
Health retailer Holland & Barrett adds
new listings of alcohol-free drinks

FIGURE 1 Timeline of cross-cutting events which may have directly or indirectly impacted the overall no/lo market between 2011

and 2022.

reduced alcohol use [16, 22-24], and increased off-trade
sales of no/lo drinks during the government-mandated
COVID-19 ‘lockdowns’ [25, 26]. The Government also
announced a reform of the duty system for alcoholic
drinks in October 2021, with the new approach broadly
taxing all drinks in relation to their strength and simplify-
ing the structure and administration of the duty sys-
tem [27]. Although the reforms did not take effect until
autumn 2023, after the end of our study period, it was
reported that this disincentive to produce higher strength
products may ‘encourage further innovation’ for no/lo
drinks [27].

For retailers, cross-cutting events mostly took the
form of new and expanded listings of no/lo drinks
(i.e., range and number of products stocked), particularly
across the latter half of the timeline. Supermarket chain
Tesco were a key early adopter, expanding their no/lo
drinks offering to ‘the largest range in its history’ in
March 2017 and stating their aim to ‘set the gold standard
on low/no choice within grocery’ [22, 28]. This was fol-
lowed by activities from other major retailers, including a
pop-up alcohol-free bar from Sainsbury’s [29] and trials

of dedicated no/lo fixtures in ASDA [30], Sainsbury’s
(in partnership with Heineken) [31] and Holland & Bar-
rett (a health supplement retailer) [32]. There was also
evidence of an online market developing for no/lo drinks,
such as the launch of the retail websites Dry Drinker in
2015 [33] and Wise Bartender in 2017 [34].

Most producer activity related to specific no/lo cate-
gories and is covered in subsequent sections of this paper.
Nevertheless, there were several cross-cutting events
from producers pertinent to the overall market. A key
early development was a revision to the marketing code
produced by the Portman Group, an industry self-
regulatory body in GB, as guidance for its members. The
code had previously prevented ‘higher’ or ‘lower’ levels
of alcohol being used as a dominant theme in the market-
ing of alcoholic drinks. From May 2013, however, the
code was revised to reportedly ‘remove the barriers which
previously prevented producers from promoting low and
lower-alcohol alternatives® [35, 36], providing such mar-
keting claims were made in a ‘proportionate manner’
[37]. The growing prominence of the no/lo market in the
latter stages of the timeline was also reflected in the
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launch of a UK trade show dedicated to the sector, called
‘Low2NoBev’ [38, 39] (first held in 2021), and establish-
ment of a UK and European chapter of the ‘Adult Non-
Alcoholic Beverage Association’ in 2022 [40].

The final cross-cutting events related to third sector
organisations. Central to this was increased public
engagement in (temporary) abstinence campaigns, partic-
ularly Dry January®, which is run by Alcohol Change
UK (formerly Alcohol Concern). The proportion of peo-
ple going ‘dry’ during January increased across the time-
line, from a reported 4000 in 2013 [41] to an estimated
6.5 million by 2022 [42]. Although attempts at healthier
living have long been associated with January, increased
consumer engagement in taking a break from alcohol
provided an opportunity for producers to make this
month a focal point for promoting no/lo drinks in the lat-
ter stages of the timeline. Specifically, product launches
and marketing activity often appeared to concentrate
around January [41] and some brands agreed endorse-
ment deals with the official Dry January® campaign [42].
Separately, there was also regular activity from Club
Soda, a social impact business described as ‘one of the
UK’s leading proponents of mindful drinking’ [43]. This
included organising festivals to promote mindful drink-
ing in 2018, which included focus on no/lo drinks [43],
and opening an alcohol-free off-licence in 2021 [44].

3.2 | Beer
At time of writing, beer is by far the largest sector of the
no/lo market in GB, accounting for ~70% of sales value in
2023 [3]. Figure 2 illustrates the three key phases and
example events observed in its development. In phase one
(2011-2014), activity was limited in both scope and scale
and mostly did not involve mainstream producers. The
focus of mainstream producers was instead mostly
towards lower-strength beers, particularly those with
fruit/citrus flavours. This activity occurred in parallel to
the PHRD pledge to increase the availability of lower-
strength products [18-20] and Government cuts to the
duty payable on beers <2.8% ABV in 2011 [45] and
2013 [46]. Notable ‘lower-ABV’ launches from main-
stream brands, often backed by substantial marketing sup-
port, included: Carling Zest (2.8%) [47], Carlsberg Citrus
(2.8%) [48] and Foster’s Radler (2%) [49]. This focus on
lower-strength beers did, however, eventually lead to
interest from some mainstream producers in no/lo drinks.
Heineken, for example, introduced an alcohol-free variant
of Foster’s Radler in 2014, with the variant included as
part of marketing for the main Radler range [50, 51].

In the second phase (2015-2018), activity for lower-
ABYV beers slowed and the no/lo market began to emerge

and establish, including launches from mainstream
brands. Carlsberg, for example, launched an alcohol-free
version of their core brand [52] and two alcohol-free San
Miguel brand variants in 2015 [53]. Moreover, AB InBev
launched their Global Smart Drinking Goals at the end of
2015, which included a commitment to make at least 20%
of their global beer volume ‘no or lower-alcohol’ by the
end of 2025 [54], and launched both a lemon variant of
alcohol-free Beck’s Blue in 2016 [55] and alcohol-free
Budweiser Prohibition in 2017 [56]. A key event during
this second phase was the launch of Heineken 0.0%
in 2017 [57], which quickly became the best-selling
alcohol-free beer. The product was backed by a £2.5 million
marketing investment on launch [58] and was further sup-
ported by the £6 million ‘Now You Can’ campaign in
2018 [59]. This second phase also saw the emergence and
growth of the independent no/lo beer market. For example,
Big Drop Brewing Company was founded in 2016 [60], and
the company both scaled up production in 2017 to meet
demand [60] and raised £500k of investment funds in 2018
to aid its growth [61]. St. Peter’s Brewery also launched
alcohol-free variants in 2016, 2017 and 2018 [28, 62, 63],
and reported increasing its production to keep pace with
demand [64].

The final phase (2019-2022) was characterised by fur-
ther market entry from mainstream beer brands, includ-
ing many current market leaders, and consolidation
among those already active in the market. For new
entrants, Asahi UK launched alcohol-free Peroni Libera
in 2019 [65] and replaced it with a variant using the core
Peroni Nastro Azzurro branding in 2022 [66], with the
relaunch supported by the ‘Back to Zero’ campaign [67].
Diageo also formally launched Guinness 0.0% in
2021 [68], backed by a ‘massive consumer campaign’ [68],
following an unsuccessful launch a year earlier that was
curtailed by a product recall [69]. In terms of consolida-
tion, Heineken 0.0% sought to strengthen their position
through extensive marketing. This included football
sponsorship [70], leveraging their partnership with the
James Bond film franchise [24], point-of-sale promo-
tion [31], and reviving the ‘Now You Can’ campaign in
January 2022 [67]. AB InBev also consolidated their posi-
tion by expanding their portfolio to include alcohol-free
versions of Stella Artois and Corona (Cero), both reportedly
backed by marketing support [71, 72], and replacing Bud-
weiser Prohibition with Budweiser Zero [73]. This final
phase also saw continued growth and expansion among
independent producers. For example, both Lucky Saint
and Big Drop Brewing Co. reportedly raised £3.5 million in
investment in 2021 [74, 75], while Big Drop reportedly
raised a further £2.3 million in crowdfunding support in
2022 [76] and Lucky Saint was named ‘the first ever official
beer of Dry January’ in 2022 [42].

85UB0 17 SUOLLILIGD 8A1IEB10 3 aeo1dde 8 Aq peussnob a1 Sa1e YO ‘38N J0 SN 10 ATeIqiT8UIUO A3 |1 UO (SUONIPUOO-PUE-SULBY W00 A3 v AJe.q 11Bu|U0//'SAu) SUORIPUCD PUE SWi | au) 05 *[GZ02/50/90] Uo Areiq 1T auIluO AB1IM ‘M EILOS BulliniS JO AS AN Ad 8507T EP/TTTT OT/10p/L0" /5| W AIRIGIPUIUO// STy WOA} Papeo|uMOq ‘0 ‘Z9EES9PT



DEVELOPMENT OF THE GB NO/LO MARKET

2012
Bavaria Lager Shandy (0.9%)
programme sponsorship on TV
2012
Estrella Galicia 0% launched in
the UK
2012
Beverage Brands launch
Equator, a beer-style drink with
no calories, sugar, or alcohol

2012
Malta Guinness (alcohol-free) is
made available in the UK

2011.

Limited activity for no/lo beers in a small market

2011
The Juice Brewery launch
Soft Brew, a non-
alcoholic soft drink which
mimics beer

2011
Budweiser Budvar launch
Budvar Czech Non-
Alcoholic (0.4%) in UK

2014
Heineken launch Foster’s Radler
Cloudy Lemon 0%, supported by
multi-channel marketing for the
core Fosters Radler range

2014
Bavaria launch Fruit Rose 0% and
Radler Lemon 0%

2014
Estrella Galicia 0% available in
kegs for on-trade and promoted
through point of sale marketing
and sponsorship of motor racing

2016:
Big Drop Brewery
Company founded

2016:
St. Peters Without
launched

2016:
AB InBev launch Beck’s
Blue Lemon 0%

2018:

St. Peter’s Brewery launch Without

Organic and expand production

2018:
Big Drop launch new variants and
raise £500k in investment

2018:
Lucky Saint Brewery founded

2018:
Infinite Session launched

2018:

Guinness launch Open Gate Brewery

Pure Brew (0.5%)
2018:

Heineken 0% launch £6m ‘Now You

Can’ campaign and partner with
Tesco & DrinkAware to promote
during Alcohol Awareness Week

‘)!@@jﬁ'/}\\i@h@ﬂ REVIEW A::\%D

Range of marketing from
Heineken 0%, including
James Bond campaign,

Europa League sponsorship,
and point-of-sale promotion
2020:

AB InBev launch and market
Stella Artois 0%

2020:

Budweiser replace
Prohibition with Bud Zero
2020:

Carlsberg 0% is replaced with
Carlsberg Nordic

2020:
Molson Coors launch Doom
Bar Zero

Heineken roll out 0%
draught nationwide, revive
‘Now You Can’ campaign,
and trial branded bays in
Sainsbury’s (supermarket)

2022:

Asahi replace Libera with
Peroni Nastro Azzurro 0%,
backed by ‘Back to Zero’
and F1-themed campaign.

2022:
AB InBev launch Corona
Cero, with 360’ campaign

2022:
Range of marketing from
Lucky Saint, including
official beer of Dry January

-2014:

2013

Carib (1.2%) in UK

Wanis launch Shandy

No/lo beer market begins to emerge and establish

2015:
Carlsberg launch Carlsberg
0%, San Miguel 0%, and
San Miguel 0% Limon

2015:
AB InBev launch Global
Smart Drinking Goals

2015:

Bavaria include alcohol-
free variants in print media
marketing campaign aimed

at men

2015-2018:

2017:
Heineken 0% launched with
£2.5m marketing budget

2017:
AB InBev launch Franziskaner
Alkoholfrei and Budweiser
Prohibition (0%)

2017:
Innis & None (0%) launched

2017:
St. Peters Without Gold launched

2017:
Big Drop Brewing Co. launch new|
variants and scale up production
to meet demand

2017:
Small Beer Brew Co founded,
specialising in ~1-2% beers

2019-2022:
No/lo beer market expands and begins consolidating

2019:
Heineken launch Birra Moretti 0%

2019:
Asahi launch Peroni Libera (0%)

2019:
Heineken 0% and Birra Moretti
0% promoted in cross-portfolio
‘Say Yes’ Campaign

2019:
BrewDog launch Punk AF &
Raspberry Blitz AF

2019:
Krombacher 0% launched in UK

2019:
Marston's launch Shipyard Low
Tide (0.5%)

2021:
Diageo relaunch Guinness 0%
after aborted attempt in 2020

2021:
Asahi launch ‘multi-year’
sponsorship of Aston Martin F1
team for Peroni Libera

2021:
Heineken 0% promoted through
sponsorship of delayed UEFA
EURO football tournament

2021:
Big Drop and Lucky Saint both
raise “£3.5m in investment

2021:
Carlsberg withdraw Carlsberg
Nordic from UK market

FIGURE 2 Timeline of key phases and example events in the development of the no/lo beer market between 2011 and 2022.

3.3 | Cider

At time of writing, cider is the second largest sector in
the no/lo market in GB, accounting for ~11% of sales
value in 2023 [3]. Figure 3 illustrates the key phases and
example events observed in its development. There was
limited activity in phase one (2011-2016), mostly driven
by flavour developments from Kopparberg [77, 78], who
had already launched an alcohol-free cider in 2010 [78].
There was some focus on lower-ABV ciders, such as the
launch of two 2.8% ABV ciders from Bulmers [79], albeit
interest in this lower-alcohol sector did not appear to
match the size and scope observed for beers around the
same time.

In phase two (2017-2019), the no/lo cider market
began to develop, including launches from mainstream
brands. For instance, Weston’s Cider launched Stowford
Press Low Alcohol (0.5%) in 2017 [80] and redesigned the
packaging in 2018 to emphasise cues considered ‘synony-
mous’ with the no/lo market [81]. Also in 2018, Heine-
ken launched Old Mout Alcohol Free Berries and
Cherries (0%) [82] and Sheppy’s launched Low Alcohol
Classic Cider (0.5%) [83], while Kopparberg launched

another alcohol-free variant, Blueberry and Lime [84],
and reportedly launched their ‘first ever’ alcohol-free
marketing campaign [85].

In the final phase (2020-2022), the cider market contin-
ued to expand, including further launches and marketing
from established alcohol producers such as Thatcher’s [86],
Aston Manor [87] and Brother’s [88]. This phase also
appeared to be characterised by continued interest in fruit-
flavoured alcohol-free ciders, mirroring a trend popular in
the standard strength cider market. For example, in 2021
alone, Brother’s Cider launched an alcohol-free version of
Toffee Apple cider [88], Kopparberg launched an alcohol-
free version of Mixed Fruit Tropical cider [89] and Molson
Coors launched a Strawberry and Lime variant of
Rekorderlig [88].

34 | Wine

At time of writing, wine represents the third largest cate-
gory in the no/lo market in GB, accounting for ~10% of
sales value in 2023. [3]. Figure 4 illustrates the key phases
and example events observed in its development.
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2011
Kopparberg launch
Mixed Fruit Alcohol|

Free

2014
Kopparberg launch
Strawberry & Lime

Alcohol Free

2011-2016:
Limited activity for no/lo cider market

2015
Magners Alcohol Free
launched

2020
Thatcher's Zero launched,

supported by national 2022
marketing support Sassy 0% cider launched

2020 2022
Hawkes Dedicated Cider HEi"EkETj launch Old
(0.5%) launched Mout Pineapple &
Raspberry Alcohol Free
2020

Adnam’s Wild Wave (0.5%) 2022
launched Brother’s Cider launch
2019 Halloween marketing for
Heineken promote Old Mout . 2020 Brother’s Toffee Apple
Berries & Cherries Alcohol Free | Heineken launch Strongbow Alcohol Free
in cross-portfolio ‘Say Yes’ Dark Fruits (0.5%)
campaign 2020 2022
Aston Manor launch Friels Drynks Unlimited
Low Alcohol (0.5%) promote Smashed Ciders
in cross-portfolio ‘Get
smashed anytime’
campaign in NW England

2017

Weston’s Cider launch 2020

Stowford Press Low
Alcohol (0.5%)

Drynks Unlimited launch
Smashed Berry Cider

2017-2019:
No/lo cider market starts to develop

2020-2022:
No/lo cider market expands

2018 2021
Kopparberg launch Blueberry & Lime Alcohol Brothers Toffee Apple Cider
Free and first ever’ alcohol free marketing Alcohol Free launched
campaign 2021

2018 Kopparberg launch Mixed
Sheppy’s launch Low Alcohol Classic Cider Fruit Tropical Alcohol Free
(0.5%) 2021
2018 Molson Coors launch
Rekorderlig Strawberry &
Lime Alcohol Free

Heineken launch Old Mout Berries & Cherries
Alcohol Free

2018 2021
Weston'’s rebrand packaging for Stowford Low Aldilaunch Alska Sturawberry
Alcohol to emphasise cues ‘synonymous’ with & Lime (0.5%)

no and low alcohol.
2021

2018 Galipette Cider introduce
Drynks Unlimited launch Smashed Apple Cider Galipette 0% in the UK

FIGURE 3 Timeline of key phases and example events in the development of the no/lo cider market between 2011 and 2022.

During phase one (2011-2015), mainstream producers
mostly focused on launching and marketing ‘lower-
strength’ offerings, typically around 5.5% ABV. This mir-
rors similar interest in lower-ABV products in the beer
category during this period, and likely also relates to
pledges made in the PHRD [18-20] and the perceived
‘favourable’ tax breaks around this strength threshold
[90, 91]. Activity for lower-ABV wines involved many
mainstream producers, including Accolade Wines [91],
Australian Vintage [92], Brand Phoenix [93], E&J
Gallo [94], Percy Fox (then-subsidiary of Diageo) [95]
and Reh Kendermann [96]. There was still some activity
for no/lo wines, albeit mostly for the Eisberg brand. This
included a marketing campaign aimed at pregnant
women in 2011 [97], rebranded packaging in 2012 [98],
an advertising campaign in December 2014 as a Dry
January reminder [99], and a sauvignon blanc variant
launched in 2015 [100]. Eisberg also partnered with the
charity British Liver Trust for the ‘Love Your Liver’ cam-
paign in January 2012, 2013 and 2014 [101-103].

The no/lo wine market began to emerge more in
phase two (2016-2019), including launches from main-
stream wine producers. For example, Reh Kendermann
launched B Zero in 2016 [104], reportedly the first

alcohol-free wine under the mainstream Black Tower
brand, and then extended their range to include Black
Tower Deliciously Light (0.5% ABV) in 2018 [105]. More-
over, Australian Vintage launched the McGuigan Delight
range (0.4% ABV) in 2018 [106] and launched five vari-
ants under the McGuigan Zero brand in 2019 [107]. Eis-
berg also used marketing to consolidate their position.
For example, the brand’s sponsorship of the Tour of Brit-
ain cycling event in 2016 reportedly contributed to a ‘40%
increase in sales year on year’ [108] and stimulated fur-
ther sponsorship of cycling races across 2017 [108].

The final phase (2020-2022) was characterised by con-
solidation and expansion among wine producers already
active in the market, as well as some new entrants.
Accolade Wine provide a key example of consolidation.
They relaunched Hardy’s Zero in 2022, including an
updated and rebranded version of their Chardonnay prod-
uct (originally launched in 2019 [109]) and new Shiraz
and Sparkling varieties [110], and launched a new brand
of alcohol-free wines called & Then [111]. Accolade Wines
highlighted that these new products were driven by ‘revo-
lutionary’ [111] and ‘cutting edge’ [110] advancements in
dealcoholisation technology, which they said now enabled
them to remove the alcohol in a ‘gentler’ manner, thus
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DEVELOPMENT OF THE GB NO/LO MARKET

2013

Eisberg partner with British
Liver Trust for second ‘Love

Your Liver Campaign

2011
Eisberg launch campaign
targeted at pregnant women,
including downloadable baby
shower games and website
advice

’

2015

2017

‘DI!@@?I;J/AY@E@ REVIEW

2019

Co-op launch three-strong
range of own-label wines

Y WIiLEYLl °

2022
Eisberg launch Mulled Wine variant

containing less than 0.5% 2022

2019

Australian Vintage launch five-
strong McGuigan Zero range of
alcohol-free wines

Eisberg launch sparkling white 2019

and rose wines

2017

Eisberg sponsor range of
cycling events

Echo Falls Tisane supported

by consumer campaign and
sampling at The Baby Show

2015
Eisberg launch sauvignon
blanc variant

2011-2015:
Limited activity for no/lo wines, mostly from single brand

2012
Eisberg partner with British
Liver Trust for first ‘Love Your
Liver Campaign’ and rebrand
packaging

2012
Torres launch red variant of
Natureo (0.5%)

2012
Tesco (supermarket chain) list
Sorelle, a non-alcoholic
sauvignon blanc

2014
Eisberg partner with British
Liver Trust for third ‘Love Your
Liver Campaign’

2014
Eisberg launch print and online|
advertising in December as Dry
January reminder

2014
Accolade Wine launch non-
alcoholic Echo Falls Sparkling
Tisane Infusion

2017

trio of own-label

2017

2016
Reh Kendermann launch B
Zero, the first alcohol-free
wine under Black Tower brand

2016
Eisberg sponsor Tour of Britain
cycling event, leading to
reported uplift in sales

2016
North South wines launch The
Bees Knees Sparkling Alcohol
Free wine

Tesco (supermarket) launch

Waitrose (supermarket) list
Letiz Eins Zwei Zero Riesling

2019

2019

0.5% wines

2019

2016-2019:
No/lo wine market begins to expand

2018
McGuigan Delight range
(0.4%) launched

2018
Reh Kendermann launch Black
Tower Deliciously Light range
(0.5%)

2018
Freixenet launch sparkling
white and rosé alcohol-free
wines

Thomson & Scott launch
Noughty

Treasury Wine Estates launch
Lindeman’s 0.5% range

Accolade Wine launch Hardy’s
Alcohol Free Chardonnay

Benchmark Drinks launch Kylie
Minogue Sparkling Rose Alcohol Free|

2022
Three Spirit launch Blurred Vines, a
non-alcoholic wine alternative

Martini Dolce (0%) launched

2022
North South Wines launch
Vallformosa Cava 0%

2022
Accolade Wines launch &Then
alcohol free wine brand

2022
Accolade relaunch Hardy’s Zero,
including updated Chardonnay and
new Shiraz and Sparkling varieties

2020-2022:
No/lo wine market expands further

2020
North South Wines launch
La Gioiosa Alcohol Free
Prosecco in UK

2020
North South Wines launch
De Bortoli dealcoholized
wines in the UK

2021
Thomson & Scott launch Noughty Rose

2021

2018 Reh Kendermann launch alcohol-free white and
Tesco, Asda, Aldi and rose wines under the Black Tower brand
Sainsbury’s (supermarkets)
launch own-label no and low 2021
wines Lyre’s launch non-alcoholic Classico Sparkling

FIGURE 4 Timeline of key phases and example events reported in the development of the no/lo wine market between 2011 and 2022.

retaining ‘more wine aromas and flavours without needing
extra sugar’ [112]. Despite these recent advances, however,
it is noted that the no/lo wine market still has a much
smaller share of the no/lo drinks market than standard
wine does of the overall alcoholic drinks market.

3.5 | Spirits
The no/lo spirits market has emerged slower and later
than other categories but still accounts for ~8% of sales
value in 2023, a market share which is broadly compara-
ble to cider and wine [3]. Figure 5 illustrates the key
phases and example events observed in its development.
In phase one (2015-2017), the only notable event was the
2015 launch of Seedlip [113], a distilled non-alcoholic
spirit drink with herb flavours. This brand became an
early category leader and attracted investment from
Diageo-backed Distill Ventures, who acquired a minority
stake in 2016 [114] and a majority stake in 2019 [115].
Phase two (2018-2019) was characterised by rapid
expansion in the no/lo spirits market. Key launches
included Ceder’s and Celtic Soul from Pernod Ricard
[16, 116], Stryyk Not G*n and Stryyk Not R*m from

Elegantly Spirited [117], Calefio [118], Acorn Aperitifs
(a sister company to Seedlip) [119], Atopia from William
Grant & Sons [16], Lyre’s from Proof Drinks [16] and
Clean Gin from The Clean Liquor Co (re-named CleanCo
in 2020 [120]). There was also evidence of Seedlip consoli-
dating its market position, including through a reported
‘world’s first’ series of pop-up bars [121], launching new
variants [122] and a partnership with the Mercedes AMG
Petronas Motorsport team [16].

The final phase (2020-2022) was characterised by fur-
ther market expansion and consolidation, including from
mainstream producers. For example, Diageo launched
an alcohol-free version of Gordon’s Gin in 2020 [123],
which reportedly generated ~£1 million sales in its first
month [124], and consolidated their position through the
launch of an alcohol-free version of Tanqueray Gin in
2021 [125] and a pink variant of Gordon’s alcohol-free in
2022 [126]. Similarly, in 2020, CleanCo consolidated and
expanded their position by launching Clean Rum and
raising £7 million of investment funding [120]. CleanCo
also reportedly invested £2.2 million on media spend in
January 2021, including what they claimed was ‘the
world’s first low & no spirit TV campaign’ [127], and fol-
lowed this up with £3.5 million in media spend in 2022,

85UB01 T SUOLUWIOD dA11ER1D) 9|qeoljdde ay) Aq peusenob aJe sspile VO ‘85N Jo S9Nl Joj AkeiqiTauljuQ AB|1/W UO (SUONIPUOD-pUe-SWBIALID 3| 1M ATl 1jpul [UO//Sdny) SUONIPUOD Pue sWie | 8y} 89S *[6202/50/90] Uo Ariqisulluo As|Im ‘Mmeiuos Builins Jo AiseAiun Aq 8S0vT ep/TTTT OT/I0p/W0d A8 i Akeiq i pul|uo//sdiy Wolj pepeojumod ‘0 ‘Z9EESrT



v | WILEY.

D’@@@jﬁl/#&@@ REVIEW

CRITCHLOW ET AL.

2015
Seedlip is launched and becomes
early market leader

pLk:}
Elegantly Spirited launch Stryyk
Not G*N & Not R*m

2018
Pernod Ricard agree deal to
distribute Ceder’s in UK

2018
Seedlip launch Grove 42 variant
and ‘world first’ series of pop-up
no/low bars, including in UK

2018
Three Spirit Company launched

2020
Diageo launch Gordon’s 0%

2020
Bacardi launch Vibrante &
Floreale non-alcoholic aperitivos

2020
Crossip launched

2020
Warner’s launch Botanical
Garden Spirit (0%)
2020

CleanCo launch Clean Rum and
raise £7m in investment capital

2020
Lyre’s raise £9m in ‘growth
funding’

2022
Diageo launch Gordon’s
Pink 0%

2022
Halewood launch
Whitley Neil & Dead
Man’s Fingers Alcohol
Free

2022
CleanCo invest £3.5m in
media spend and launch
summer campaign to
reach 30m UK adults’

2022
Calefio launch January
& summer advertising
campaigns

2011-2014: 2015-2017:

No activity observed

2016
Diageo-backed Distill
Ventures acquire ‘minority
stake’ in Seedlip

No/lo spirits start to emerge

2018-2019:
No/lo spirits market develops

2020-2022:
No/lo spirits market expands and diversifies

2019 2021
Diageo acquire ‘majority stake’ in Seedlip Diageo launch Tanqueray 0%

2019 2021
Calefio launched Lyre’s launch Pink London Spirit and
2019 secure £20m in investment
William Grant & Sons launch Atopia 2021
2019 Stryyk launch first TV ad campaign
Proof Drinks launch Lyre’s in the UK 2021
2019 CleanCo invest £2.2m on media spend
in January, including ‘world first low
and no spirit TV campaign’.

2021
Campari Group launch Crodin

2019 alcoholic aperitivo.
Lidl (supermarket) launch own-label

alcohol-free CeroCero botanical spirit 2021
WSTA launch guidance on labelling
2019 spirit substitute or alternatives
Seedlip agree partnership with Mercedes
Petronas F1 team 2021
Sobour launch Rye Style &
Bourbonesque

CleanCo launch Clean Gin

2019
Pernod Ricard launch Celtic Soul

FIGURE 5 Timeline of key phases and example events reported in the development of the no/lo spirits market between 2011 and 2022.

including a summer marketing campaign reportedly
reaching ‘30 million UK adults’ [128].

3.6 | Ready-to-drink

Figure 6 illustrates the key phases and example events
observed in the development of the no/lo ready-to-drink
market which, at the time of writing, accounts for only
~1% of no/lo sales value in GB [3]. There was no sub-
stantive activity in phase one (2011-2016), beyond some
soft drink brands that sought to provide non-alcoholic
versions of popular cocktails [129-131]. However, there
was evidence of proper market emergence in phase two
(2017-2019), including Diageo’s 2018 launch of Gordon’s
Ultra-Low G&T (i.e., canned Gin and Tonic, 0.5% ABV),
which was backed by social media and point-of-sale mar-
keting [132], and the emergence of several independent
companies specialising in no/lo ready-to-drink products,
such as Punchy Drinks [16], Highball Cocktails from the
Original Free Drinks Company [133] and Sipling Bever-
age Co (rebranded Savylls in 2020) [134]. The final phase

(2020-2022) saw further market expansion, particularly
product launches from brands that were already operat-
ing in the no/lo spirits market, such as CleanCo [120],
Stryyk [135], Calefio [125] and Lyre’s [125].

3.7 | Adult soft drinks

Although adult soft drinks were not a primary focus of this
study, they were often described as being closely related to, if
not part of, the no/lo market. Table 2 provides examples of
product launches which demonstrate this across the timeline.
This activity included both larger producers of soft drinks
and independent companies. For example, global soft drinks
manufacturer Britvic created WiseHead Productions in 2016,
an ‘incubator company’ focused on ‘zero-proof alcohol alter-
natives [136], while the smaller UK-based company Belvoir
Farms launched multiple fruit-based products with alcohol
connotations (e.g., Chardonnay Without the Hangover)
[137, 138]. There was little evidence of alcohol companies
moving into the soft drink market, except for BrewDog
launching the sub-brand POP Soda in 2022 [139].
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DEVELOPMENT OF THE GB NO/LO MARKET

2013:
Feel Good Drinks launch new
Strawberry Daiquiri variant to

2011: cocktail themed range

Feel Good Drinks 2013:
launch three cocktail Morrisons (supermarket
themed non-alcoholic chain) launch own-label
drinks Mojito Mocktail

2011-2016:

No clear activity, limited to handful of cocktail-themed adult soft drinks

2012:
Manchester Drinks launch
My Mocktails range

2018:
Diageo launch Gordon’s Ultra Low
G&T (0.5%), backed by social media
and point of sale marketing

2018:
Punchy Drinks launched, including

‘MMIAMMHEVIEW A;’\?‘:D Wl LEYJ_H

2020:
Sipling Beverage Co. rebrand
as Savylls and launch new
variant and formats

2020:
CleanCo launch Clean Gin &
Tonic and Clean Rum & Cola
(0.5%)

2020:
Seedlip launch further RTDs

Tesco (supermarket chain)
launch own-label low-alcohol
gin and tonic RTD (0.3%)

alcohol-free Rum Punch

2020:
2018: GinISH & Tonic and SpritzISH

Temperance Spirit Company launch
Teetotal Cuba Libre

2020:
2018: Punchy Drinks rebrand and
launch new alcohol free
variants

Sainsbury’s (supermarket chain)
launch own-label mocktails

2017-2019:
No/lo RTDs start to emerge

2017: 2019:

Original Free Drinks Company

launch Highball Alcohol Free
Cocktails

2019:
Bloom launch two low
alcohol RTDs (0.5%)

2019:
Punchy Drinks launch alcohol
free Tequila Punch

2019:
Seedlip launch RTDs and
alcohol free ‘Nogroni’
Cocktail

2019:
Sipling Beverage Co launch
six alcohol free RTD cocktails

alcohol-free RTDs launched 2022:

Mocktails launch alcohol
free RTD cocktails (e.g.
Mockarita &
Mockapolitan)

2020-2022:

Market expands, incl. RTDs of no/lo spirits

2021:
Diageo launch Gordon’s 0% in RTD
format

2021:
Stryyk launch Not G*n & Tonic and
Not R*m & Cola RTDS

2021:
Calefio launch first RTD

2021:
Lyre’s launch four alcohol free RTDs

2021:
ICB launch RTD based on their
Amplify alcohol free spirit

2021:
Lyre’s launch Classico (alcohol free
prosecco) RTD in a can

FIGURE 6 Timeline of key phases and example events reported in the development of the no/lo ready-to-drink (RTD) market between

2011 and 2022.

It is also important to note that, during our observa-
tion period, the UK Government introduced a levy on soft
drinks which contain added sugar. This policy, known as
the Soft Drinks Industry Levy, was announced in March
2016 [140] and commenced in April 2018 [141]. The levy
does not apply to alcoholic drinks (>1.2% ABV) and this
exemption also extends to ‘alcohol replacement drinks’
which have been de-alcoholised and are marketed and
packaged like the drinks they intend to replace [142]. As
such, this levy will plausibly have had a greater impact on
the adult soft drinks market, where the methods of pro-
duction do not involve dealcoholisation, versus the tradi-
tional no/lo categories described in earlier sections
(e.g., no/lo beers, ciders, spirits or wines).

4 | DISCUSSION

These narrative timelines provide key descriptive insight
into the development of the no/lo market in GB to help
inform and interpret research on no/lo drinks, such as ana-
lyses of consumer trends and market strategy. A key

observation is that the no/lo market began to properly
emerge and establish from 2015 onwards. While there was
some activity prior to this, it was limited in scope and scale
and largely did not involve established alcohol producers.
From 2015 onwards, however, there was a shift in the fre-
quency, intensity and volume of activity around no/lo
drinks. This later period was characterised by intensive
market entry, expansion, and consolidation among both
independent producers of no/lo drinks and established pro-
ducers of standard alcoholic drinks, the latter of whom
focused on alcohol-free products that shared branding with
more mainstream products. Marketing campaigns also
became larger, broader and more sustained in this period.
Importantly, our timelines suggest that the current
no/lo drinks market emerged through a process of experi-
mentation and exploration by producers and is likely still
developing, with categories and individual companies mov-
ing at different speeds. In the latter years of the beer time-
line, for example, there was evidence that some producers
are still establishing their portfolios (e.g., AB InBev launch-
ing alcohol-free versions of Stella Artois and Corona) while
others are still optimising and strengthening their market

85UB01 T SUOLUWIOD dA11ER1D) 9|qeoljdde ay) Aq peusenob aJe sspile VO ‘85N Jo S9Nl Joj AkeiqiTauljuQ AB|1/W UO (SUONIPUOD-pUe-SWBIALID 3| 1M ATl 1jpul [UO//Sdny) SUONIPUOD Pue sWie | 8y} 89S *[6202/50/90] Uo Ariqisulluo As|Im ‘Mmeiuos Builins Jo AiseAiun Aq 8S0vT ep/TTTT OT/I0p/W0d A8 i Akeiq i pul|uo//sdiy Wolj pepeojumod ‘0 ‘Z9EESrT



REVIEW

CRITCHLOW ET AL.

2| wiLEy_ DA

TABLE 2 Example product launches in the adult soft drinks market that were presented as being related to, or interacting with, the

alcohol-free and low-alcohol (no/lo) market.

Year  Launch and description

2011 SHS Drinks launch two limited-edition products under the Shloer brand: Summer Fruit Punch, described as an ‘alcohol-free
Pimm’s style’ drink™ [146], and winter-themed Berry Punch, marketed as ‘an alternative to alcohol’ [147]

2012 Halewood International launch Faith, a range of lightly carbonated soft drinks which were presented as ‘an alternative to
alcohol’” and had variant names and product descriptions with wine connotations (e.g., sauvignon blanc, chardonnay,

merlot) [148]

2013 SHS Drinks launch Shloer Celebration Pink Fizz and White Bubbly, which are described as ‘premium non-alcoholic fizz with a
Champagne-style cork and cage opening’ and delivering a ‘similar mouthfeel’ to Champagne [149]

2014 SHS Drinks launch Shloer Light, a lower-calorie version of the grape-based adult soft drink, in red grape and white grape

varieties [150]

2015 Britvic launch J20 Spritz in three variants, supported by a £1.5 million marketing spend. Britvic said ‘the gently sparkling drink...
had a texture closer to sparkling wine or Champagne than a standard carbonated drink’ [151]

2016 Belvoir Fruit Farms launch their ‘without the hangover’ range of ‘wine alternatives’. This comprised three zero alcohol products
which were based on popular wine types (e.g., Chardonnay Without the Hangover) [137]

2017 Soda Folk launch three craft soda flavours ‘inspired by booze’ (e.g., Juniper based on a gin & tonic) [152]

2018 Belvoir Fruit Farm launch a Botanical Juniper & Tonic, described as a ‘booze-free G&T [gin & tonic] alternative’ [153]

2019 SHS launch Shloer Spritzed in three flavours, with the product reportedly ‘developed specifically as an alternative to the likes of
gin & tonic’ [154]. The company also launch Shloer Pressed in three flavours, which was reportedly modelled on ‘the best-

performing fruit flavoured ciders’ [154]

2020 Belvoir Fruit Farms launch Non-alcoholic Passionfruit Martini [155]

2021 Mighty Brew launch Organic Kombucha Elderflower Sec, described as an ‘alcohol-free alternative to champagne and prosecco’ [156]

2022 BrewDog, primarily an alcohol producer, move into the soft drinks market with the POP Soda sub-brand [139]

“Pimm’s is an English brand of gin-based liqueur (25% abv).

position (e.g., Asahi UK replacing Peroni Libera with a
core-branded Peroni Nastro Azzurro 0% variant). More-
over, early activity in the spirits market was largely driven
by companies who were not active in the standard-
strength market (e.g., Lyre’s, Stryyk, CleanCo). It was only
towards the end of the timeline that established spirits
producers began to launch alcohol-free alternatives of
mainstream brands (e.g., Gordon’s 0% and Tanqueray 0%),
and these remain largely linked to gin, with comparatively
less activity related to vodka, whiskey, or rum brands. It
remains to be seen whether the number of spirit alterna-
tives with standard alcohol branding continues to grow, as
has been the norm for beers and cider. Finally, while activ-
ity for no/lo wines was observed throughout, reports
towards the end of the timeline suggested that some pro-
ducers have only recently acquired technology which
enables them to make palatable no/lo wines in a cost-effec-
tive manner, something considered a key barrier to market
growth [143]. Collectively, this on-going development sug-
gests that we may not have yet reached a stable and mature
no/lo market in GB that will be sustained in the longer
term. From a public health perspective, this means that con-
clusions about the reach, size, and impact of the no/lo mar-
ket, and the potential implications for consumption of

standard-strength alcohol or other public health outcomes,
should be considered provisional and subject to longer-term
follow-up once the market has matured.

Another observation is that the development of the
no/lo drinks market has been predominately driven by
supply-side market forces, such as product launches, mar-
keting campaigns, industry changes (e.g., acquisitions or
investments) and retailer engagement (e.g., expanded
ranges). There was also evidence that activity from third
sector organisations is interacting with these market
forces. For example, growing engagement in (temporary)
abstinence during January has meant this month has
become a focal period for new launches and marketing of
no/lo drinks, while some brands were also named as part-
ners of the official Dry January campaign [42]. Govern-
ment activity was often only indirectly related to the
no/lo drinks market, such as policy changes for standard-
strength alcoholic drinks and public awareness cam-
paigns about drinking less alcohol. Even when the UK
Government took direct actions towards no/lo drinks, this
was limited to consulting on non-mandatory guidance
about descriptors [14-16] and a commitment to work
with industry to grow the market [5], rather than any
statutory policy interventions.
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This review also highlights the importance of consid-
ering how the adjacent adult soft drinks market may
interact with the no/lo market. Activity in this category
ran concurrent to all stages of development of the no/lo
market, and such products were often presented as com-
peting for the same consumers and consumption occa-
sions (see Table 2). Increased prominence of the no/lo
drinks market may therefore have also increased the
potential to promote certain soft drinks as part of that
market, which may also lead to greater substitution
between standard-strength alcohol and soft drinks than
was previously the case. Further research is needed into
the increasing overlap between the alcohol, no/lo and
soft drinks market, including at the corporate, marketing,
policy and consumer level. For example, although out-
with the observation period, Danish brewer Carlsberg
has recently agreed to purchase Britvic, a leading soft
drinks manufacturer and distributor in the UK [144].

To our knowledge, this is the first study to conduct an
in-depth assessment into development of the no/lo drinks
market anywhere in the world. Key strengths include
using industry-focused data sources to generate novel
insight into market development, observing trends over
an extended period, analysing category-specific trends,
and considering trends in adjacent categories (e.g., lower
alcohol and adult soft drinks). We also used an extensive
range of sources to identify, triangulate and synthesise
events, and manually reviewed all content to capture the
diverse range of products, events and stakeholders
involved in the market.

Nevertheless, there are limitations. We only sampled
periodicals aimed at off-trade retailers. This focus is likely
to have captured most activity, as ~80% of no/lo sales
volume in GB is through the off-trade [3]. Nevertheless,
future research should review publications aimed at the
on-trade (e.g., pubs/bars) to gain more detailed under-
standing about barriers and facilitators to development of
no/lo in this market, such provision of no/lo drinks on
draught and the use of no/lo spirits and adult soft drinks
in made-to-order non-alcoholic cocktails (‘mocktails’).
Our analysis was also only limited to GB, and thus our
observations about no/lo market development may not
generalise to other jurisdictions. Similar research is
needed to document trends in other countries with a
growing no/lo drinks market, such as Australia [145],
and to enable some degree of comparison about how the
nature and timing of market development differs to GB.

We also only provide a descriptive and narrative sum-
mary of events. We do not critically appraise how the
market and corporate political strategies of stakeholders
have contributed to, emerged from, or adapted to market
development. Specifically, while our analysis highlights
the various products launched by companies, and

highlights differing trends within and between categories,
it does not examine strategic rationales for these actions
(e.g., securing market share, responding to consumer
trends) or efforts taken to shape the policy or market
environment for no/lo drinks. Both aspects will be cov-
ered by separate parts of the overall project [13], drawing
on both the data sources used here and other relevant
sources (e.g., shareholder reports).

A final limitation is that our assessment about the sig-
nificance of events was shaped by how they were framed
in the data sources. Articles announcing product
launches or marketing campaigns were understandably
positive about anticipated appeal and reach. In some
cases, articles provided quantifiable data to substantiate
framing, such as the number of retailers listing the prod-
uct or marketing expenditure and reach. In other cases,
subsequent articles also provided detail which allowed us
to assess whether the claims were realised. Frequently,
however, articles did not contain such information, or
events were not subject to follow-up, and thus our assess-
ment of importance is based on how they were described
initially. Our analysis does, however, provide vital con-
text to help inform the interpretation of both existing
[2-4] and forthcoming studies [13] analysing how these
events have impacted on sales, consumer use and prefer-
ences, and marketing activity.

In conclusion, this narrative review provides important
descriptive insight into the emergence and development of
the no/lo drinks market in GB between 2011 and 2022.
The timelines highlight that the no/lo drinks market began
to properly emerge and establish from 2015 onwards, with
development largely driven by market factors such as prod-
uct launches, marketing campaigns and retailer engage-
ment. While initial development concentrated on beers,
more recent developments in other categories (e.g., spirits
and wines), coupled with continued consolidation and
expansion in beers, suggest that the market may still
develop further. As such, we recommend that any assess-
ment of the public health impact of the no/lo drinks mar-
ket should be considered provisional and subject to longer-
term follow-up and validation once the market matures.
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