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Gen Z drive demand for alcohol reduction

25.11.2021 - Avoidance of alcohol is becoming the

norm for a growing minority of consumers around

the world. While this trend is seen across all age

groups, it is most apparent in Generation Z, with as

many as a third of consumers aged 18-25 now say-

ing that they never consume alcohol.
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This trend is creating an entirely new sub-catego-

ry within the alcoholic drinks market. Younger con-

sumers appear reluctant to turn their backs on either

the taste or sophistication of beer, wine and spirits

in favor of traditional soft drinks. As a result, alco-

hol-free choices are flooding the shelves.

According to a new report from Innova Market In-

sights, four percent of all the beers and spirits

launched globally in 2021 contained no alcohol at

all, rising to seven percent among flavored alco-

holic beverages (FABs). Launch numbers in each of

these areas have grown at CAGRs of 20-40% over

the past five years.

Alcohol removal is also becoming far more main-

stream. “The big guns are all invested in the alco-

hol-free movement,” reports Lu Ann Williams, Global

Insights Director at Innova Market Insights. “Brands

such as Guinness 0.0 alcohol free stout and Freix-

enet 0.0 sparkling rosé wine offer both familiarity and

novelty to young, brand-conscious drinkers.”

It is not all about a ‘no alcohol’ positioning, howev-

er, as launches of low-alcohol drinks such as hard

seltzers are growing twice as fast. The soft drinks

giants have even been exploring this area in part-

nership with alcohol companies. For example, Co-

ca-Cola (with Molson Coors) already offers the Topo

Chico hard seltzers brand, while PepsiCo (with the

Boston Beer Co) is ready to roll out Hard Mtn Dew

in early 2022. PepsiCo has also applied for a trade-

mark that suggests an alcoholic version of Rockstar

could be on the cards.

Whether it is in alcohol reduction or its complete re-

moval, the industry is recognizing that alcohol-shy

youngsters are the target audience of tomorrow. Ad-

justing to their needs is a major focus for right now.
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