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Agenda

Why Non-Alc, Why Now?

Who is Buying Non-Alc and Why?

Our Approach: Hand on Heart

Early Learnings



The Rise of the Better-for-You Category

Source: Mintel US Health Management Trends, January 2020

88% Of Consumers Aim To Follow 
A Healthy Diet 

77%
Of Consumers Are Always

Looking For New Ways To Live 
A Healthier Life



A Moderation Movement

Source: Nielsen Non Alc & Low Alc Dec 2020; The Harris Poll With Nielsen Survey (January 30-Feb 3, 2020)

19% 14% 12% 10%

DID NOT DRINK 
ALCOHOL ON 
WEEKDAYS

Among Those Consumers Who Took A Break From Alcohol:

DID A CLEANSE OR 
DIET THAT 

PROHIBITED ALCOHOL

PARTICIPATED IN 
DRY JANUARY

PARTICIPATED IN 
SOBER SEPTEMBER

IN 2019 OVER HALF OF CONSUMERS TOOK A BREAK FROM ALCOHOL
51% Of Consumers That Drink Alcohol Several Times A Year Or More Took A Break From Drinking In 2019



Moderation Gaining Momentum

“35% of legal-aged US adults skipped alcohol for the 
entire month...an increase from the previous high of 

21% who completed Dry January in 2019”



National Media are Taking Notice



Central Coast Media Also Buzzing  



Dollars Speak Louder Than Words
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36.4%

27.1%

5.7% 2.0%

-7.5% -11.8%

Category Growth Comparison

NON-ALCOHOLIC WINE SPARKLING WINE TABLE WINE

Source: IRI, TTL US-MULO, 52 weeks ending 12/26/21



The Sober Curious Consumer

Source: Wine Intelligence 2021 Vinitrac report

Alcohol Moderation by Age and Gender
% who are moderating their alcohol intake
Base = All regular wine drinkers in the countries listed

USA Consumer Intent to Purchase: by gender & age
% who would be likely or very likely to purchase the following wines
Base = All US regular wine drinkers (n=2,000)



The Why Behind the Buy
Lower Alcohol Wine Purchase Motivations
% who selected the following statements as motivations to buy lower alcohol wines
Base = Those who have sought to buy lower alcohol wine in the past 6 months or would consider buying in the future

Source: Wine Intelligence 2021 Vinitrac report





Super Premium+ Recent Entrants



Early Results & Learnings 

Receiving little to no pushback on premium pricing

Willingness to pay is increasing

“Where can I buy this?”

Target consumers are highly engaged

They want a horse in the race

Distributors are on board

POD growth has been slower than expected
“I don’t like how it tastes”
“It doesn’t taste like wine”

Retailers have been the unexpected barrier



Tommy Gaeta
tgaeta@millerfamilywinecompany.com

805-975-7669

Thank You!


