
TOPIC: BEER CATEGORY­ COMMERCIAL STRATEGY

36GANIC, :EGAN, GL98EN-F6EE, L3; ALC3H3L AND N3
ALC3H3L: ;HA8 D3E7 I8 ALL MEAN?

Recenolx­ on ohe Fermenoaoion Beer é Breving podcamo­ homo Emma Inch dimcpmmed a maffron beer vioh ohe brandÎm deueloper­ Jake
BalfoprÄLxnn² Tovardm ohe end of ohe famcinaoing inoeruiev­ BalfoprÄLxnn menoionm ohao ohe Wemoern Breverx­ vho he conoracom oo brev
ohe beer­ vam noo onlx able oo make io balanced in iom maffron ~auopr­ bpo almo uegan and glpoenÄfree­ nooing ohao ohe combinaoion Ëim a
big ohing ao ohe momenoÌ and implxing ohao io broadenm him markeo pooenoial²

And I ohopgho­ ËReallx³ Doem io³Ì

While a uegan demignaoion migho carrx veigho in ohe Unioed Kingdom­ vhere ohe inoeruiev vam recorded and vhere mome breverm moill
ropoinelx }ne oheir beerm vioh iminglamm­ I orplx vonder hov mpch difference io migho make in Noroh America or parom of Eprope vhere
}loraoion im nov conmidered almomo a min² Leauing amide ohe inconuenieno faco ohao xeamo cellm are ohemmeluem liuing organimmm­ ohim
meanm ohao uiropallx euerx beer in ohome markeom im de facoo uegan­ euen if noo billed am mpch²

The glpoenÄfree ampeco im a ohornier immpe² While ohere im viohopo dopbo a markeo for beerm breved oo be free of glpoen­ and vhile ohere
are nov mome uerx good glpoenÄfree beerm in prodpcoion­ ohe faco remainm ohao himooricallx ËglpoenÄfreeÌ ham been preoox mpch
mxnonxmopm vioh Ëbland and boring²Ì Am mpch­ people vho do noo need oo drink glpoenÄfree haue oxpicallx noo been conmpmerm of
glpoenÄfree beerm­ and mo vhile demignaoing a beer am mpch migho giue io an effecoiue niche focpm­ doing mo for a beer aimed ao ohe vider
markeo migho mhrink raoher ohan ewpand iom apdience²

Granoed­ am glpoenÄfree beerm conoinpe oo improue­ ohim moaoe of affairm meemm likelx oo change² Bpo for ohe oime being­ ao leamo­ I vopld
mpggemo ohao breving oo be free of glpoen im oargeoed raoher ohan broad markeoing²

ConsYltants to the Bre[ing IndYstr]



Organic, on the other hand, seems to be a declaration that increasingly has legs, although that was not always the case. Like glutenÄ
free beers, in the early days of their development in the 1990s, organic beers were typically not the most characterful of brews. (There
were exceptions, like the German brewery PinkusÄMüller, a very early adopter of the organic designation.) Owing in part to a paucity of
certi�ed organic malts and, especially, hops, early organic ales and lagers tended to be styled as inoffensive rather than expressive.

Today, however, with a blossoming in the number and availability of not just organic beer ingredients, but also organic products of all
sorts, a beer certi�ed as such truly does haveÐ competitive advantage over other beers. Not for the entirety of the beerÄdrinking public,
perhaps, but for a signi�cant and, importantly, growing cohort.

Which brings us to alcohol, as in low and no strength beers. AnheuserÄBusch InBev, has predicted that 20å of the companyÎs sales will
come from the nonÄalcoholic side by 2025, which is a big bet for a company so seriously invested in North America.

(Canada and the United States together accounted for just under oneÄ�fth of the companyÎs sales in 2018, but over 28å of AB InBevÎs
pro�ts.) Ð

For while the noÄalcohol category is positioned well in continental western Europe, it struggles much more in the Americas and in
North America in particular, with a generally poor reputation and a small fraction of the sales generated by traditional strength beers.
For AB InBev to reach the sort of sales numbers – it would need the nonÄalcoholic beer market to grow by considerably more than the
7.5å CAGR expected by Global Market Insights.

Low alcohol, on the other hand, is a more vibrant sector these days, owing greatly to the interest millennials show in drinking less and
pursuing broadly healthier lifestyles. (NonÄalcoholic beer, it deserves mentioning, should bene�t from these same inclinations, but as
yet has not really caught the health wave in North America as have lower alcohol beers and the new darlings of the moment, hard
seltzers.) And it all began, as do so many beer movements these days, with IPA.

Arguably, the session IPA was the �rst lower alcohol beer to catch on in North America, but it was not to be the last. Soon after its initial
success as a category, the spread of kettle souring led to goses and Berliner weisses of even lower strength than the generally 4.5Ä5å
range session IPAs, and more importantly, captured whole new audiences of beer drinkers!

With the surging popularity of these new lower alcohol beer styles came even more in the same range, including helles lagers, pilsners
and wheat beers beyond the Berliner type, and, rather miraculously, North Americans seem to have overcome their general reluctance
to pay premium prices for beers with less alcohol than, say, a regular strength IPA or strong stout. Suggesting that low alcohol might be
the one niche specialty that could prove to be not so niche after all. Ð
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