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There is huge potential for brands to extend the range of low-/no- _ Heidi Lanschiitzer, Deputy

alcohol drinks available as a growing number of Germans limit/reduce 4§ ResearchDirector,
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their alcohol intake.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this report

+«  Overview

The impact of COVID-19 on attitudes towards low- and no-alcohol drinks
+ Impact of COVID-19 on Attitudes towards Low- and No-alcohol Drinks

Market context
« Cater to rising numbers of alcohol reducers
+ Ensure differentiation with competing soft drinks

- Graph 1: types of soft drinks drunk in the last three months, 2019, 2020 and 2021

Mintel predicts
+ Help drinkers stick to their resolutions

- Graph 2: expected change to alcohol consumption after the outbreak eases compared to before the COVID-19
outbreak, 2021

+ People reduce their alcohol consumption as they age

Opportunities
+ Reassure drinkers of the benefits of 'better-for-you' low-/no-alcohol drinks
+ Align messaging with health and fitness
« Focus on taste to reassure sceptical consumers
« Encourage trial of spirit alternatives with drink recommendations
- Graph 3: experience of and interest in spirit alternatives, 2021
+ Tap into demand for low-/no-alcohol RTDs
+ Reassure on quality to justify prices
« Get on party organisers' shopping lists

+  Quick download resources

MARKET DRIVERS

« COVID-19: market context
« The impact of COVID-19 on the German economy

- Graph 4: key economic datq, in real terms, 2019-22
 Alcohol consumption is declining in Germany...

+ ..presenting a huge opportunity for the drinks industry
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Appeal to consumers with low-sugar options

Functional benefits can extend a healthier image for low-/no-alcohol drinks
Lower calorie content is also an important selling point

Appeal to eco-conscious drinkers

Soft drinks are natural competitors

- Graph 5: types of soft drinks drunk in the last three months, 2019, 2020 and 2021

Alcohol brands campaign against misuse

WHAT CONSUMERS WANT AND WHY

The impact of COVID-19 on consumer behaviour

On-trade is hit hard by lockdowns

- Graph 6: change in spending habits on drinks compared to before the COVID-19 outbreak, 2021
Alcohol moderation to gain further momentum

Low-/no-alcohol beer drinkers increase their consumption

- Graph 7: low-/no-alcohol beer drinkers surveyed who were drinking more low-/no-alcohol beer (as of December

2020) than before the COVID-19 outbreak, by age, 2020

Change to alcohol consumption in the last 12 months

One in five Germans have reduced their alcohol intake

- Graph 8: consumers who have limited/reduced the amount of alcohol drunk in the last 12 months in comparison to how

much is normally consumed, 2021
Over-55s are most likely to not drink alcohol

- Graph 9: consumers who have limited alcohol consumption in the last 12 months or don't drink alcohol, by age, 2021

Reasons for limiting/reducing or not drinking alcohol

Improving health drives alcohol moderation...

- Graph 10: reasons for limiting/reducing amount of alcohol consumed in the last 12 months, 2021

..especially among older adults

Men and younger adults are most interested in saving money

- Graph 11: netted reasons to limit/reduce alcohol consumption in the last 12 months, by gender and age group, 2021
Non-drinkers are very health aware

- Graph 12: reasons for not drinking alcohol, 2021

Strength of alcoholic drinks consumed by alcohol drinkers

Lower-alcohol drinks appeal mostly to younger drinkers

- Graph 13: strength of alcoholic drinks consumed in the last three months, 2021
Low-/no-alcohol beers are popular

Beer brands experiment with new flavours

Lower-alcohol spirits have more potential...
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..especially gins..

..along with lower-alcohol RTDs

Low-/no-alcohol drinks consumed in the last three months by non-drinkers

Modest appeal to non-drinkers

- Graph 14: types of low-/no-alcohol drinks consumed in the last three months by non-drinkers, 2021

Greater take-up among men

- Graph 15: frequency of drinking no-alcohol drinks in the last three months, 2021

Interest and behaviours towards spirit alternatives

Spirit alternatives have a clear youth appeal

- Graph 16: experience of and interest in spirit alternatives, 2021
Smaller bottles would encourage trial

- Graph 17: behaviours towards low-/no-alcohol drinks, 2021
Inspire usage with recommendations and long drink suggestions
Non-drinkers need recommendations

Taste concerns are a turn-off for some...

..but alternative benefits could overcome this

Low-/no-alcohol beers feature functional ingredients

Attitudes towards low-/no-alcohol drinks

Drinkers agree the taste has improved over time

- Graph 18: attitudes towards low-/no-alcohol drinks, 2021
Price points need some justification

Explain the process to prove taste credentials (and price)

Tap into celebrations and drinking as an occasional treat

Encourage low-/no-alcohol drink pairings with meals

LAUNCH ACTIVITY AND INNOVATION

Niche, but growing share of NPD

Brewers in the lead

- Graph 19: low-/non-alcoholic NPD by leading sectors, 12 months to Sept 2021
Low-/no-alcohol drinks NPD mirrors wider food & drink trends

Low-/no-alcohol drinks NPD mirrors wider food &amp; drink trends

Vegan, organic or free from artificial additives claims tap into broader food & drink trends
Providing premium cues for on-shelf standout

Moral brands appeal to ethical shoppers

International inspiration: flavours
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APPENDIX

Appendix - products covered, abbreviations, consumer research methodology and language usage
+ Products covered in this Report

« Abbreviations

« Consumer research methodology

« Anote on language
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About Mintel Reports: Germany

Access our reports now and get the most What makes us unique?

accurate, credible and powerful datq, insights © A 360-degree view of German

and analysis. Mintel Reports Germany gives you markets

everything you need to know about what German

consumers want and why. (¥) Experienced analysts based in

Germany
In each report, we're analysing the market, new ) Expert-led support from global
product innovations and the competitive cafegory experts

landscape, as well as consumer behaviours
across Germany. Our local analysts, supported by
our team of global experts then translate it into
what it means for you.

How Mintel Reports Germany will help your business grow:

Identify future Make better decisions See the trends and innovations
opportunities by faster by keeping impacting Germany both on a
understanding what informed on what's local and global level
German consumers want happening across your

and why market

Americas: +1(312) 932 0400
BUY THIS REPORT NOW Chin: +86 (21) 6032 7300
Germany: +49 (0) 211 3399 7411

€2600.00 | £2195.00 | $2995.00" Indio: +91 22 4445 1045

Singapore: +65 6653 3600
store.mintel.com Thailand: +66 2 821 5122
UK: +44 (0) 20 7606 4533

*These prices are correct at time of publication, but are subject to change due to currency fluctuations. MINTEL
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed

market survey agent (See Research Methodology

for more information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk

UK +44 (0)20 7778 7155
us +1(312) 932 0600
Australia +61 (0)2 8284 8100
China +86 (21) 6386 6609
Germany +49 211 2409023
India +91 22 4090 7217
NETED] +81 (3) 6228 6595
Singapore +65 (0)6 818 9850
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