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THE RISE OF NO AND LOW ALCOHOL (NOLO) DRINKS
The Office of National Statistics last year revealed a fall in global
alcohol consumption for the first time this century. It has been widely
reported that the proportion of young people choosing to drink
alcohol and smoke cigarettes is the lowest on record. Meanwhile, the
preoccupation with personal image continues to rise at an alarming
rate. Our fixation with our image and our health is forcing retailers
and alcohol brands to stand up and take notice. It is a shift in attitude
that is fast reshaping the food and drinks brand landscape with
new category winners and losers. With it come new challenges and
opportunities that will disrupt business as usual for traditional players.
Some no and low alcohol drinks brands have emerged on top and
are by nature well placed to compete and cater to new consumer
demand. In recent days we have seen Tesco roll out the largest NOLO
section in its history – a decision that will accelerate growth and bring
more visibility to the category as a whole.
The question remains how far and how fast the NOLO category will
grow. Whilst 1 in 5 young adults in the UK have turned away from alcohol
altogether, 4 in 5 have not. With the NOLO category accelerating, does
this encroach on the territory of traditional alcoholic drinks?

The increased preoccupation with health has not as yet created a
nation of teetotallers so much as a nation of people that agree with
(and actually abide by) the notion of ‘less is more’.
Across no, low and traditional alcohol brands we see resources
pouring into new product development. Others are reassessing
how they frame their ranges and concentrating funds and efforts on
evolving the consumer experience on and off-trade.
The challenge for drinks brands looking to have a portion of the fast
growing ‘free-from’ (or ‘less-is-more’) pie will be to design products
and experiences that don’t just ride the wave, but actually influence
a shift in mindset and a resulting change in behaviour.
We’ve focused on three behavioural pillars that are having the
most notable impact and are boosting growth in the category, both
for NOLO brands and for the alcohol brands that are succeeding
at reinventing their offer: ‘Wellness’, ‘Brand Me’, and ‘The New
Counterculture’. In this piece we investigate how brands are adapting
and in turn influencing new behaviours through design – from product
and experience, through to purchase.
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wellness

brand me

the new
counterculture

A N AT I O N W I D E P R E O C C U PAT I O N
W I T H O U R H E A LT H A N D W E L L B E I N G
I S L E A D I N G U S T O I N C R E A S I N G LY
R ED UCE O U R A LC O H O L C O NSU M P T IO N
HABITS, AND IN TURN SEEK OUT NEW
A LT E R N AT I V E S .

W E I N C R E A S I N G LY S H A P E O U R I D E N T I T Y
ONLINE AROUND THE FEEDBACK AND
P O P U L A R I T Y O F T H E C O N T E N T W E P O S T.
THE BRANDS WE BUY AND SHARE ARE
AN EX TENSION OF WHO WE ARE AND
W H AT W E R E P R E S E N T.

E A C H G E N E R AT I O N F I N D S T H E I R V O I C E
AND DEFINES THEIR IDENTIT Y BY
N E G AT I N G W H AT D I R E C T LY P R E C E D E S
T H E M . E N T E R T O D AY ’ S N E W ‘ D R U G S ’.
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WELLNESS

The proportion of people in the UK who
drink every week has dropped to 58%
in 2015, down from 64% in 2005

A study conducted by Nielsen shows that 75% of consumers agree
with the statement ‘I am what I eat’, and nearly 80% of interviewees
claim to be actively using foods and drinks to prevent health issues.

ONS

However, whilst 1 in 5 young adults are turning away from alcohol
altogether, 4 in 5 are not. Drinks brands looking to capitalise on the
growing wellness trend must therefore also ensure they continue to
recognise that consumers are often conflicted; they might choose
to abstain from alcohol on certain occasions but are not refusing
to drink altogether.

75% of Millennials limit the amount of
alcohol they consume on the majority
of nights out
Heineken

31% of Brits have now
tried alcohol free beer

ABInbev claims that 18% of Londoners now
drink alcohol free beer whenever they go out

AbInbev

AbInbev
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BRAND ME
A direct consequence of the time spent interacting with friends online
rather than in person is that young people increasingly shape their
personal identity around the feedback and the popularity of the
content they share on their social media channels.
Young users of social media are extremely image aware, carefully
curating content and sharing purchases that in some way enhance
their personal brands on their channels.
A study by recruiting software company Jobvite found that 61%
of recruiters are likely to reconsider a hiring decision based on the
candidates’ social media profile. Building your online brand is therefore
all encompassing - it is as much about building your personal profile
as it is professional, and the two are no longer distinct.
For alcohol brands this will of course have repercussions. Your choice
of drink, how you drink it, and where, is a personal and professional
decision.

59% of young adults admit to have
deleted or edited something that they
have posted in the past

Pew Research

53% of them have deleted comments
from others on their profiles or account

Pew Research

45% removed their name from photos
that have been tagged to identify them

Pew Research
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THE NEW COUNTERCULTURE
According to psychologist Judith Rich Harris, important changes
that occur to us during adolescence involve the development of the
self-concept; whereas young children are most strongly attached
to their parents, as they enter adolescence their attachments move
increasingly toward peers.
In a similar way, each generation finds their voice and defines their
identity by negating what directly precedes them. So in the same way
Baby Boomers broke away from the conservatism that came before by
adopting a liberal stance towards drugs, millennials are on course to
break away from the recklessness of previous generations by adopting
a more disciplined attitude towards health and wellbeing. They are set
to be the healthiest generation yet: ‘zero sugar’, ‘gluten-free’ and ‘low in
calories’ are some of today’s most popular ‘drugs’.
IN THE FOLLOWING PAGES WE’VE IDENTIFIED SOME OF THE
EMERGING CATEGORY WINNERS:

In just nine months Coca-Cola Zero Sugar
has grown significantly and become the
fastest growing cola in the UK grocery.
As a result more than 50% of Coca Cola
sales in UK grocery are sugar-free.
Pew Research

Sales of gluten-free products in the
UK reached £184m in 2015, up 15%
from 2013.
The Guardian

15% of households are avoiding
gluten and wheat.

Mintel

no

alcohol

No Alcohol
CURIOUS ELIXIRS, USA

A brand of organic, hand-crafted, nonalcoholic drinks inspired by craft cocktails.
It was launched in September 2016 by a
team of NYC bartenders, herbalists and
food scientists with a shared passion for
making delicious tasting, healthy, alcoholfree concoctions. Like its competitors, its
products are organic and fair-trade with
no added sugar, gluten or dairy. Their
smart partnership with Uber Eats in the
US enabled customers to succeed in their
attempts at Dry January by delivering their
non-alcoholic drinks straight to their door.

an alcohol free option that is
so good you can order it in

No Alcohol
S E E D L I P, U K

The world’s first distilled non-alcoholic
spirits brand.
In 2016 - for the first time in its 257 year
history - drinks giant Diageo made its
first investment in a non-alcoholic drinks
company. Seedlip has catapulted to fame
in just 16 months since first launching
in October 2015. Its partnership with
Harvey Nichols in January this year with
the launch of its pop up Seedlip Terrace
provided the perfect alternative to social
alcohol consumption at a time when
drinkers commit to their Dry January
resolutions. Drinkers were able to take
part in mocktail master classes and
inspirational talks to help them discover
the perks of teetotalism.

mocktails are no longer
the poor cousin

No Alcohol
REDEMPTION BAR, UK

An alcohol-free restaurant serving vegan
meals and drinks.
Since first opening as a pop up in Hackney
in 2013 Redemption Bar now boasts two
permanent locations in Notting Hill and
Shoreditch and a 300% YoY increase in
revenue. Redemption caters to health
conscious drinkers looking to cut back on
intake whilst still enjoying a good night out.
The message from co-founder Catherine
Salway is that alcohol-free lifestyles
shouldn’t be seen as a punishment but
rather be embraced and enjoyed.
“We have a strange relationship with
alcohol in the UK. We feel guilty about
how much we drink, but we hate
anyone telling us we should drink less.”
Catherine Salway, Co-founder

experience is everything,
teetotal or not

No Alcohol
S T P E T E R ’ S W I T H O U T, U K

The UK’s first alcohol free craft ale
launched in 2016.
St Peter’s Without is one of the key brands
to have secured a deal with Tesco in their
new NOLO section in-store. The backing
of the UK’s largest supermarket is likely
to propel the brand into a strong position
amongst a mainstream audience. St
Peter’s predicts that alcohol-free sales will
rise from 1% to 10% within a decade.
“The response to Without has been
excellent and it is fantastic that Tesco has
not only recognised its quality, but that
it has also seen the importance of this
growing sector. It’s certainly an exciting
time for us and the category as a whole.”
Steve Magnall (CEO, St Peters Brewery),
formerly Brewing Director at Greene King
and Managing Director at Thwaites

maximum visibility for
maximum growth

No Alcohol
F E V E R -T R E E , U K

The trailblazer in the mixer category.
The first to provide high quality, premium
mixers within a low quality category. It has
seen exceptional growth and has triggered
a wave of copy cat brands that will benefit
from Fever Tree’s success.
“2016 has been another exceptional year
of growth for Fever-Tree. As the pioneer
and market leader of the premium
mixer category, in both market share
and reputation, our quality, awardwinning range of products continues
to help drive the momentum towards
premiumisation and simple long drink
mixability that is transforming both the
spirits and mixer categories worldwide”
Tim Warrillow, Fever-Tree CEO

the detail is in the mixer.
so much so that it didn’t
need to be mixed

No Alcohol
T H O M A S & E VA N S, U K

A premium soft drink launched by Britvic’s
innovation group Wisehead Productions.
The creators at Wisehead found their
inspiration in two entrepreneurs that
capitalised on the temperance movement
at the end of the 19th Century which
championed self control as the signal
of strength.
The packaging claims it is a ‘beverage
with backbone’, crafted for the moments
when you choose not to drink alcohol.
For the innovators at Britvic the message
is simple: choosing not to drink is not just
something to be embarrassed by, but
something to celebrate as a signal of
self discipline.

choosing not to drink
is a new bragging right

low

alcohol

Low Alcohol
S A S S Y, F R A N C E

This Normandy-based cider producer has
recently launched its collection of French
‘cidres’ in the UK.
Sassy boasts features such as ‘gluten
free’, ‘100% natural’ and ‘lower in calories’.
There are also options with lower ABV.
Sassy is out to modernise this traditionally
‘copycat’ cider category to target younger
drinkers whilst tapping into the growing
premiumisation of the sector. It has
reached the UK market just at the right
time when audiences and looking for an
authentic, readily accessible, low sugar,
upmarket alternative to the repeated
brand reinventions we’ve seen from the
big players.

cider can be sassy

Low Alcohol
B R E W D O G N A N N Y S TAT E , U K

At 0.5% ABV, only 26 calories per
bottle, sugar-free and containing only 4
ingredients, Brewdog’s Nanny State ticks
all the boxes not just as a low alcohol
substitute, but as a healthier choice than
most soft drink alternatives.

the healthy alcoholic alternative
to the soft drink

Low Alcohol
W Y L A M B R E W E R Y & M A D H AT T E R , U K

Beginning life in a potting shed in the
village of Wylam in Northumberland in
2000, the brews are now enjoyed across
the length & breadth of the UK. It boasts
26 different types of beers, all with
uniquely stylised packaging.
Described as a deconstructed dessert
beer, Little Fluffy Clouds is a playful take
on a reduced ABV ale. Its name would
be a risky strategy for some, but not for
Wylam. Now based at the Palace of Arts
in Newcastle, the brewery runs a regular
programme of gigs and events that render
its ‘artiness’ authentic.

one to watch

alcohol

reinvented

Alcohol Reinvented
CELIA ORGANIC, UK

Carlsberg’s organic and gluten-free beer from
the Czech Republic, was introduced to the UK
market in 2016. CELIA has just 136 calories
and is made using locally sourced ingredients.
The brand has a very passionate and engaged
celiac community following which it continues to
nurture, but it also strives to become the number
one gluten free beer for the growing population
choosing gluten free out of choice rather than for
medical reasons.
“Unique to most other beer brands, CELIA is organic,
vegan, craft and gluten-free. It is a really exciting time for
CELIA lager…consumers are recognising that they need to
be careful about what they eat and drink and as a result,
are making conscious decisions to take better care of
themselves. Eating healthier and drinking less alcohol are
two of the changes we have seen develop over the last few
years… Paired with the growth in demand for Craft beer,
CELIA offers consumers and trade a brand that is relevant
to its times and reflective of the lifestyle that more and more
people are actively seeking. Interestingly, we are also seeing
a shift in perception around gluten-free which is increasingly
becoming a lifestyle option as opposed to a coeliac product,
opening up the market to a whole new consumer base.”

Becky Sagoo, Brand Manager, CELIA, Carlsberg

gluten free isn’t just for
ceoliacs, it’s a life choice

Alcohol Reinvented
AND UNION, SOUTH AFRICA

A craft ale from Cape Town with innovative
minimalist packaging.
The craft beer market is becoming
incredibly saturated; we’re beginning to
see the market plateau (growth slowed
to 6% in the US compared to 13% the
previous year (LSN). And Union has taken
the decision to make a bold departure
from the artisanal packaging of its craft
beer counterparts by adopting a beautifully
minimalist design, with no graphics or
imagery except for the simple lettering and
discrete tactile geometric shapes.
“We wanted to create a can that you
hesitate to throw away after you’ve
had the beer. I end up leaving stacks
of these empty cans in my kitchen
because I feel bad throwing such a
beautiful thing into the recycling bin.”
Rui Esteves, Founder
craft brewing isn’t an art,
it’s science

Alcohol Reinvented
SMIRNOFF SOURCED, GLOBAL

A new expression of Smirnoff vodka
that is infused with real fruit juice.
Sourced adopts a series of ‘natural’
visual cues, putting ‘gluten-free’, ‘real
fruit juice’ (although from concentrate),
and ‘naturally-fresh’ at the centre of
its communications to imply its health
benefits. It is Smirnoff’s clear attempt
to tap into the health market.

vodka mixed with the right
ingredient can also be the
healthy choice

Alcohol Reinvented
MIGHTY SQUIRREL, USA

A start-up craft beer created by two tennis
enthusiasts from Boston that claims to be the
low-calorie, high-protein, sports performance
enhancing choice in the category. Mighty
Squirrel has always used the nutritional benefits
of its beers as a point of difference. Recently
they have taken this a step further in their
identity design by incorporating ‘Sport’ into
its packaging to emphasise its performance
enhancing properties.
“We started Mighty Squirrel to provide craft beers to a
segment of the beer market that doesn’t have a lot of
options currently. The demand in the US market for lowcalorie/low-carb beers is about 60% and most of what’s
available is brewed by the big beer companies. Hardly any
craft breweries are offering beers that fit this description.
Coupling that with the fact that the craft beer market has
risen from 5% of sales to 15% over the past decade. It
seems like the right time to try matching active, sporty beer
drinker preferences with a great product. And by creating
our SPORT brand, we’ve established a direct link to our
target audience; craft beer lovers who also like to go for a
run or a hike with friends and enjoy a few beers together
afterwards.”

Naveen Pawar & Henry Manice, Co-founders
beer isn’t for louts,
it’s for sports

Alcohol Reinvented
BARTS BAR, UK

Speakeasy Barts Bar in London used a
mood enhancing cocktail menu - aptly
called the ‘Mood Menu’. For a limited time
only the venue named its cocktails after
specific moods and personality traits.
The menu contained detailed information
on the ingredients and properties to
educate customers on the benefits of
each drink.
“We extended the length of time
that we used the mood menu as it
was so popular with our customers.
We listen to our visitors and are very
reactive to their likes and dislikes.”
Vincenzo Sibilia, General Manager

choosing the health option is no
conversation starter. choosing
the moody option however...

Alcohol Reinvented
FIRST AID BOX, UK

A café and cocktail bar serving drinks that
‘won’t go against the doctor’s order’.
First Aid Box is a café serving healthy
drinks and meals during the day that turns
into a cocktail bar at night. The venue puts
health and nutrition at the core of its menu
– albeit with unique alcohol-based twists.
It borrows visual cues from hospitals and
pharmacies, aligning themselves with the
interest in health to create experiences
that reframe their offers as a means to
achieve wellness.
“First Aid Box is all about superfoods
and medicinal flavours. We do also cater
for the less health conscious with a
menu ‘against doctors orders’. Low ABV
options and cocktails also feature as we
have found that demand for these is on
the rise.”
Chris Edwards, Owner

the things that no doctor can
fix, but a little concotion can

Alcohol Reinvented
FINEST ROOTS, GREECE

A range of spirits from Athens boasting
medicinal properties and emblematic
packaging.
With uniformity and the use of medicine-like
glass bottles, the products have a healing
aesthetic that places them in a strong
position to capitalise on the growing
appeal of minimalist and medicinal visual
cues.

spirits as remedial

Alcohol Reinvented
METHOD & MADNESS, IREL AND

A beautifully designed, modern whiskey
from Midleton Distillery, Ireland.
Method and Madness packaging is
a significant step away from ideas of
heritage and tradition conventionally
used by whiskey brands. Midleton
Distillery, Ireland, opened in 2015 as a
hub for innovation. The juxtaposition
of the method versus madness design
is a direct reference to the origins of
the brand and its modern take on a
traditionally ‘stuffy’ category.

whisky designed for millenials

Alcohol Reinvented
HOFMEISTER, UK

The laddish bavarian lager featuring
regularly on our TV screens in the 1980’s
is set to reappear with the Hofmeister
bear under a new guise. Hofmeister is
looking to exploit a current gap in the
market for a traditional bavarian beer
that is midway between a craft ale and
a ‘mass-market mega-brew’.
“Historically this much loved brand had
strong design equities, the task was
to take these forward and make them
relevant for today, heroing the bear as
our proud icon.”
Andy Bowyer, creator of the new
Hofmeister brand identity

catering to an audience
with new tastes and values

take-outs

Take-outs
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1

2
The brands that are seeing the fastest growth
have greater ownership over the behaviours
they influence and inspire.

4

Adopting an unapologetic approach - whether
as a no, low, or traditional alcohol brand is vital.
Be proud of the preceding habit, behaviour,
attitude you negate.

Many startup brands have succeeded
at breaking into the market with niche,
and often unexpected, differentiating offers.

5

The larger players have a harder job of
communicating new and authentic brand
propositions as their heritage may not align
with the demands of today’s audiences.

3

Whilst No and Low are fast growing categories
we are still seeing strong innovation within the
alcohol sector. Success in one category does
not rule out success in the other.

6

There is an undeniable shift away from artisanal
aesthetics towards minimalist and medicinal
visual design cues. Brands entering the market
now must look ahead to what’s next.

About Missouri
Missouri is a creative design agency.
For us, design has never been solely about the building of
environments, the construction of objects or the creation
of graphics - we see ourselves as designers of behaviour.
We have created an approach that delivers compelling
experiences for consumers and tangible business results
for our clients.
Whether on-line, in-store, on-shelf, on-pack or on-trade,
we understand how, through memorable, emotive design
and communication, brands can create impact where
it matters most.
With a full-service approach, from insight to implementation,
we create identities and visual languages, environments and
activation campaigns for brands in retail and retail brands.

Stuart Wood and Paul Brennan, founding partners

We are proud to work with Jameson, Chivas Brothers, Malibu
and Havana Club.

GET IN TOUCH TO FIND OUT MORE:
NICOLA.PRITCHARD@MISSOURI-CREATIVE.COM

7.02 The Tea Building,
56 Shoreditch High Street
London, E1 6JJ, United Kingdom
P: +44(0)207 749 2605
W: missouri-creative.com

