No Alcohol and Lower alcohol (NOLO) wines – describe the options
available in South Africa, their production methods and discuss whether
there is a market for these wines.
________________________________________________________________________
Gavin Whittaker
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Abstract
This dissertation is an overview of the lower and non-alcoholic wine options
(NOLO) and provides an insight on the NOLO wine category from an objective
viewpoint. I have compared the reasoning behind the rise and growth of the
NOLO wine category around the world and assessing whether these are
relevant to a South African context through a consumer survey. This survey is
not meant to be a definitive insight into what all South African wine consumers
think but does offer us a guide in which for us to make a comparison.
This paper also offers an introduction to the NOLO wine realm. The current
speed of innovation within the NOLO wine product sphere is frightening, with a
constant influx of new products entering into the market so much so that some
of this information will be outdated by the time it is published. From a
regulatory point of view, we will see the myriad of issues that face regulatory
bodies and producers.
We will also examine how the wines are produced and what technologies are
available to producers as well as seeing which wines are available in the South
African market.
From this discussion, I will look to draw conclusions on the state of the NOLO
wine category and where its future lies.
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Introduction
The number of lower in alcohol and non-alcoholic / de-alcoholised (NOLO) wine
options have increased substantially in the last decade, globally as well as in South
Africa. While it is still a nascent and niche market compared to traditional wine, it is a
category that is showing significant growth and more importantly, it is outstripping the
growth of traditional still wine sales both domestically and internationally.
Global Market insights estimates that the total value of non and low-alcoholic
beverage market (otherwise known as NOLO) to be in excess of US$20 billion globally
and is expected to grow to US$30 billion by 2025. The alcoholic drinks category with
the lion’s share of this market is low and non-alcoholic beer, which accounts for over
80% of the NOLO market share globally in terms of volume and value. (Lim, n.d.). The
reason for this is because in many mature markets, beer has experienced a stagnation
and even a decline in per capita consumption which has forced companies to
innovate and change their marketing strategies to maintain market share, achieve
growth and stay relevant with the new generation of consumer. Further to this, as beer
is dominated by several multinational corporations, the beer category has been able to
encourage uptake of NOLO products through its strong distribution and sales and
marketing channels to communicate their products effectively to consumers. In
addition, the technology for making lower and non-alcoholic beers has improved over
time and non-alcoholic alternatives have begun to taste increasingly like beer itself.
This close similarity in taste compared to the “real thing” has also encouraged uptake
amongst consumers and most of all, there is only a small difference in pricing which
encourages consumer acceptance.
Indeed, when Heineken released its financial results in 2019, the volume growth for the
core alcoholic beer category was 5%, craft beer at 6% but the growth of Heineken
0,0% was double digit according to the then Heineken CEO Mr Jean-François van
Boxmeer. What is also worth noting was that the production volumes of the low and
no-alcohol products at Heineken are now nearly 3 times the size of its craft brewery
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brands portfolio and now represents 5,8% of Heineken’s total global production
(Hancock, 2020). AB Inbev, the planet’s largest brewer, has predicted that by 2025, they
expect nearly 20% of their profits to originate from low or no-alcohol beers. (MW, 2020).
While the core business for these brewers in terms of volume and revenue remains
alcoholic beverages, much of the growth and innovation (particularly in markets where
alcoholic consumption is stagnant or declining) is taking place in the NOLO sphere.
Spirits companies are also taking a huge interest in lower alcohol and non-alcoholic
products. The original pioneer is arguably Seedlip, which began with a trial bottling of
1000 bottles in 2015 and has now increased to total volumes of over 30,000 bottles a
week (MW, 2020). In 2016, Diageo invested in Seedlip through its innovation company
Distill Ventures and has since developed its distribution and sales worldwide. In South
Africa, Seedlip is available for sale at R395 / bottle which is more expensive than many
alcoholic craft gins.
What is fascinating about the Seedlip story, is that founder Ben Branson has combined
traditional copper still distillation processes (extracted from a recipe book written in
1651), his family’s heritage and well thought out premium packaging which convinces
the consumer to believing this is a credible premium non-alcoholic alternative.
Naturally, while not specifically marketed as a non-alcoholic gin, Seedlip has
undoubtedly capitalised on the success of the recent craft gin trend over the last
decade. Ben Branson also utilises “botanicals” and ingredients such as peas and hay
from his family farm in the North of England which has a heritage of over 300 years.
Most attractive of all, Seedlip has established relatively quick growth and with a
product that was described as “undrinkable when neat” by Mark Palmer of the Daily
Mail (Palmer, 2018). Even with responses such as this, the premium price point has not
deterred listings and consumers as Seedlip is now listed in over 5,000 restaurants
worldwide. Seedlip’s story can serve as inspiration as to how wine producers could
potentially overcome challenges in the production, sales and marketing of lower and
non-alcoholic wines should they decide to go this route.
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In comparison, the wine category has been relatively slow in its uptake in the lower
alcoholic and non-alcoholic realm and contributes less than 10% of the global market
share for NOLO products. While lower alcoholic wines are not necessarily a new
innovation and de-alcoholisation technologies have been available since the 1980s,
the timing of the market is such that it is only now that consumers are embracing and
demanding NOLO wines on a larger scale.
Historically, the wine industry has been wary of NOLO wines especially as the industry
perception is that the taste profile is unable to match the complexity and flavour of
traditional wines. Steeped in tradition, wine makers and wine producers are
emotionally attached to their craft and many consider themselves artists and even
view attempts to de-alcoholise and producer lower alcohol wines as sacrilegious.
Perhaps as wine, unlike beer, has a wider spectrum of quality difference, NOLO
products will always inevitably compared to the best examples of traditional wines.
With spirits, there is also a long tradition of mixing spirts with other beverages to
customise the flavour which may mean there is an easier acceptance to a category
like NOLO beverages when compared to wine.
The difference now, is that there is a generation and a group of consumers who are
readily demanding a NOLO wine product and it appears this will become a constant
category for the future. This paper will look at the reasons behind the increase in NOLO
products from a global perspective and see whether these are relevant to the South
African market. We will also review the legislation, production methods as well as the
NOLO products which are available in South Africa. Throughout the paper we will also
look to discuss the potential benefits of these NOLO products and how they can
positively contribute to the South African Wine Industry. Finally, we will also see what
conclusions can be made from the information gathered and what is the future of the
NOLO product category.
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For the purposes of this paper, my reference to lower alcohol will be defined for wines
that are below 9,5% in alcohol and for the non-alcoholic / de-alcoholised wines I will
define these as wines that have been fermented from grapes before having their
alcohol removed. In the South African market, there are non-alcoholic products which
consist of unfermented grape juice and also packaged like wine but these will not form
part of the discussion for this paper.
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Reasons for NOLO Trends – Health & Wellness
New Consumer Demographic – Millennials & Generation Z
When we look at the recent growth of NOLO products, it is important to acknowledge
decisions made by younger wine consumers from the Millennial and Generation Z age
demographics. These age groups are making more informed decisions about the
positives and negatives of consuming alcoholic beverages as they have an
unparalleled access to information through the internet which previous generations
did not have. These two age groups consist of consumers which are born from 1981
onwards and can be defined as follows:
i)

Millennials – born 1981 – 1994

ii) Generation Z – born 1995 onwards
In particular Generation Z, which is the newest generation entering into the consumer
category and relates to people born between the mid to late 1990s until 2010, are seen
as more well-behaved, abstemious, and risk-averse compared to previous generations
(Economist, 2019). Generation Z is the generation which is documented to have the
highest number of teetotallers in their age demographics. Much of the information is
gathered from heavily Westernised countries, for example the US and Western Europe.
According to the UK’s Office for National Statistics there has been a “significant” fall in
alcohol consumption amongst the 16-24 age group over the last ten years. The
percentage of young people who do not drink any alcohol at all has risen by 32%
(Williams, 2021). It is important to note that young consumers born in African countries
and Asian countries where alcohol and wine consumption is still on the rise may not
share this trend. Certainly, we will see if this trend can be applied from a South African
perspective later in the paper. Throughout this paper and through my own survey, we
will also see that this healthier mindset is not confined to just one generation but a
development trend in how people and consumers are adapting to a change in
lifestyles across all age groups.
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In February 2019, the IWSR (the IWSR bills itself as the leading source of data and
intelligence on the international beverage alcohol market) released a Global Low-and
No-Alcohol Strategic Study. It captures alcohol sales & consumption patterns (brands,
trends, pricing) from 157 countries in its database. For the survey, IWSR analysts
captured data from 1,600 beverage alcohol professionals and “several thousand”
consumers the world over. Recently, this research was also updated in July 2020, titled
The New Normal – Opportunities & Challenges for the global wine industry up to 2024
(IWSR, 2020).
The study indicates that global still wine volumes have been decreasing and will
continue to do so on an annual basis between 2014 and 2022. Indeed, the statistics
show that post 2019 the decline in demand for still wine volumes, particularly in mature
wine markets such as Germany and the UK, will accelerate. This bears striking
similarities to the experience of the beer markets in these countries.

Figure 1:Declining global still wine volumes 2014 - 2024 (IWSR, 2020)

We can understand that this will certainly be valid for 2020 and 2021 as the
consequences of lockdown regulations all over the world and the Corona Virus has
meant a reduction in opportunities for wine drinking, particularly in the on trade, tourism
and travel retail industries. The added problem which will arise for many wine producers
due to Corona Virus restrictions, is that there will also be a build-up of inventory as new
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harvests come online which may put downward pressure on pricing as there is an
oversupply of wine in the market. Recent reports in the South African wine industry
suggest that there could be an oversupply of almost 289 million litres of wine in South
Africa due to domestic and global pandemic lockdown measures (Kriel, 2020). Despite
the increase in off premise retail sales as well as the boom in e-commerce, these
increased volumes have not been enough to compensate for the loss of on trade sales.
Combined with an overall downward trend of still wine consumption for other factors in
mature markets this will increase pressure on wine producers.
From the IWSR graph below, in comparison to still alcoholic wines, we can see that there
is an upward trend for NOLO wine products and it is predicted to continue in the future.
In this report, South Africa is cited as a key player in NOLO category growth, most
probably due to government restrictions imposed during the Corona Virus lockdown
which banned the sale of alcohol.

Graph from the IWSR
indicating reasons for
NOLO wine products
growth and key
countries where the
category is strong.
Also shows general
upward trend of
NOLO wine
consumption globally.

Figure 2 No & Low Alcohol: sales trends between 2014-2024 (IWSR, 2020)

The IWSR also expects sales of NOLO wine options to grow 17,7% each year until 2022
in the United States (compared to beer at 5,6%), the UK by 6,6% each year and Spain
by 19,8%. (Hook, 2020). In an interview with Petra Mayer, WOSA Brand Manager for
Germany, she further corroborated this by saying that in Germany – value sales of de11

alcoholised wines in Germany were up 22,9% year on year up until April year to date
(2019 vs 2020). This is compared to a growth rate of 8,3% for “regular” wine value sales
over the same period (this statistic is from IRI InfoScandrink ILD) (Mayer, 2020 ).
Although this growth is from a much smaller base, we can see that the growth rate
achieved is attractive when compared to the growth of the normal alcoholic drinks
growth and that there is already investment in this category in other markets.
When we compare these trends against the population sizes of these “mature” wine
markets and their growth, we can again see the difference between the growth of
NOLO wine products compared to normal wine products. Looking at data compiled by
the UK based market research company Wine Intelligence we can see this
comparison below (Intelligence, 2020):

Figure 3: Wine Intelligence slide showing number of frequent wine drinkers in the USA,
Australia, the UK and Germany between 2015 – 2019. (Intelligence, 2020)

Looking at more mature wine markets between 2015-2019 such as the UK and
Germany, we can see that even though there is a population growth of 2,3% in the UK
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and a small decline in Germany, the IWSR still expects non-alcoholic and lower
alcoholic wine products to increase by 6,6% and 4,0% respectively between 2017 –
2022 annually. This is compared to a decline in frequent wine drinkers by between 78% in both countries. In the US, this difference is more pronounced, with an
expectation that despite a growing adult population, frequent wine drinkers have
decreased by around 20% with consumers of NOLO products expected to increase by
17,7% between 2015-2019.
The significance of looking at these statistics, illustrates that there is an overall pattern
of declining wine consumption in wine markets and stagnating sales of still wine
volumes. Wine producers and drinks companies are innovating in order to maintain
relevant. NOLO wine products are operating from a much smaller base compared to
their regular wine counterparts but, from the statistics above, it is a category which is
showing better growth opportunities. It also explains why countries such as Spain and
Germany have such large markets for NOLO wine products – in Spain, 50% of bars
and 60% of restaurants surveyed had low or no alcohol beverages on their menus
(Waterworth, 2019). According to the IWSR research nearly 80% of interviewees in
Spain have tried or would consider low or non-alcoholic products. In a similar vein,
Germany is showing growth in the lower and non-alcoholic drinks category – this is
particularly relevant for their market as alcohol consumption as a whole has stagnated
and it would be way to invigorate sales in an innovative and more health conscious
way.
UK based market research company Wine Intelligence has compiled a Global Wine
Trends report which was updated in March 2020 and offers reasons for the NOLO wine
trend. A movement to healthier living or “healthification” is key and more specifically
Wine Intelligence acknowledges two key reasons:
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a.) SWITCHING OUT OF WINE – consumers do not see themselves as uniquely
wine drinkers but will also consume other alcoholic beverages and NOLO
products.
b.) MODERATION – consumers living healthier lifestyles and reducing their alcohol
intake.
Digging deeper into the research we can see that younger consumers are the most
likely to reduce their alcoholic intake by switching to non-alcoholic products. Referring
again to The Wine Intelligence report, in Australia, the UK, the USA, Sweden and
Canada, we can make some observations as below:

Figure 4: Slide showing the wine intake of consumers in different age groups in Australia,
Canada, Sweden, the UK and the USA. (Intelligence, 2020)

o

The youngest age group of between 18-34 years of age has the highest
incidence of switching from wine to non-alcoholic beverages in all of the
countries.
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o

This age group also shows that they are moderating their wine consumption
when they respond to “I’ve reduced the amount of wine I now consume on
some occasions.”

o

The eldest generation (55+) is also moderating its wine intake. In all countries,
the 55+ year category has the highest feedback when responding to the
question “I am drinking wine less often than I used to.”

o

While not related to the NOLO wine products, we can also see than many wine
drinkers within the 18-34 age group are switching out of wine into other
alcoholic categories.

The IWSR Global Low-and No-Alcohol Strategic Study also supports this finding and
points out that 52% of US consumers surveyed were trying to reduce their alcoholic
intake and 65% of the heaviest UK alcohol consumers (aged between 25-34 years of
age) were also trying or have tried to cut back. Despite this, 61% of consumers have
not considered drinking NOLO products which perhaps points at the potential for
market growth in the future. (Hook, 2020)
It is important to note that while these statistics provide insight, this is to specific wine
markets and may not be relevant to all markets. For example, both China and Mexico
continue to show increases in wine consumption and while NOLO wine products are
also showing growth, the core alcoholic wine category will be stronger in these
countries (Intelligence, 2020).
While there is certainly an identifiable trend that consumers are becoming more
“health conscious” and “lifestyle conscious” the report also takes cognisance that
during times of crisis, consumption of alcohol can increase. They suggest that the early
indicators of the lock down regulations introduced in response to Covid-19 towards the
end of March 2020 showed that consumers were “moderating yet drinking more”
particularly as the opportunities for at home consumption were increasing. This is
certainly reflected in the sales increases of retailers in countries were beer, wine and
spirts sales were permitted during lockdown regulations. As an example – Sainsbury’s
15

has seen premium wine sales (over GBP7 / bottle) increase by 24% YOY and Bag in
Box opportunities by 41% during lockdown in the UK (Douglas, 2020).
In saying this, at least in the US, consumers from Generation Z (21 – 24 years of age)
are still the demographic that appears to have increased its purchasing of nonalcoholic products during the Corona virus, followed by Generation X (40 – 54 years of
age) and Millennials ( 25 – 39 years of age) according to updated research from Wine
Intelligence below.

Figure 5: Purchase behaviour trends during lockdown 2020 in the USA. (Intelligence, 2020)

Are these Trends relevant to South Africa?
If we examine the South African liquor market, it will be interesting to see whether the
market conditions described in more mature markets above are relevant in a South
Africa context. We can see the broad liquor market trends over the last twenty years as
summarized by SAWIS data below. All the information for the below tables is sourced
from the SOUTH AFRICAN WINE INDUSTRY 2019 STATISTICS NR 44. (SAWIS, 2019)
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LIQOUR CONSUMPTION IN SOUTH AFRICA (LITRES)
Year

WINE

RTDS

BEER

SPIRITS

2001

360 347 968

195 000 000

2 590 800 000

98 240 000

2019

387 619 629

532 898 520

3 329 768 000

132 271 560

7,6%

173,3%

28,5%

34,6%

% Change

Table 1: Total Liquor Consumption in South Africa (Litres)

SHARE OF LIQUOR MARKET
Year

WINE

RTDS

BEER

SPIRITS

2001

19,2%

4,4%

58,3%

18,1%

2010

15,7%

7,5%

58,3%

18,5%

2019

15,5%

9,1%

56,8%

18,6%

-3,7%

4,7%

-1,5%

0,5%

% Change

Table 2: Share of Liquor Market by Alcoholic Category (as a percentage)

PER ADULT CONSUMPTION IN SOUTH AFRICA (LITRES)
Year

WINE

RTDS

BEER

SPIRITS

2001

11,8

6,38

84,83

1,32

2010

9,09

10,35

79,95

1,26

2019

9,26

12,73

79,52

1,3

-21,5%

99,5%

-6,3%

-1,5%

% Change

Table 3: Per Adult Consumption in South Africa (Litres / Head). Total population of South Africa
is defined as persons over the age 15.

If we take into account that the population of South Africa was approximately 45
million people in 2001 and grew to around 58 million in 2019, which is a total increase
of 28% over this period (SA, 2020) & (Economics, 2020), we can see that wine is the
only alcoholic beverage category that has NOT increased its total consumption
measured in litres in proportion to the population growth rate over the period between
2001 and 2019 (table 1). Furthermore, from the statistics in table 2 we can observe that
since 2001, the Wine and Beer categories market share in South Africa have
decreased as a percentage of the total liquor market. RTDs are the only segment of the
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drinks category which has shown significant growth over this period (this may present
an opportunity for NOLO products in how they are marketed & packaged).
Perhaps what should be most concerning for the South African wine industry and wine
producers is that the per litre consumption per head of the adult population in South
Africa measured has decreased by more than 21% since 2001. This has meant that
despite an increasing population, the South African wine industry has not been able to
attract or retain wine consumers in the category versus other alcoholic beverages and
shows that consumers are “Switching Out” of wine, as per the Wine Intelligence
information we observed earlier. This presents a problem for the future of the wine
industry in how to attract new wine consumers to the category.
Some critics may argue that this decline in still wine volumes may be due to South
Africans having less money to spend. Despite the poor economic performance of
South Africa in terms of GDP, pre-Corona virus the nominal monthly wage income
increased from R15,070 in 2013 to R22,429 in 2019 ( (SA, 2020) / (Insider, 2018). This is
an increase of around 8% year on year (YOY). In this sense, wages have risen in line
with inflation and suggests that South Africans do have disposable income in which to
purchase wine products but are choosing to spend their money elsewhere.
When reviewing these statistics, it is then evidently clear that the South African still
wine situation does reflect the global trend of a declining & stagnating market in terms
of total volume consumed and consumption per capita. Looking at NOLO wine
products could be a way of increasing uptake of wine-based products and resurrect
interest in the wine category, particularly in an environment with more restrictive
government liquor legislation.

Changes in Lifestyle
Many of the reasons for this change in habits include changing lifestyles where not
only are consumers living healthier there are fewer acceptable opportunities in which
to consume alcohol. As an example, wine consumption during lunch, perhaps a
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common feature in the past, may have changed due to less tolerance of alcohol in the
work place and also stricter drink driving regulations (and consequences) for
consumers wishing to socialise and drink wines with their meals. Increasingly, many
countries are adopting harsher penalties to drinking and driving and many drivers are
increasingly unlikely to take the risk.
We have seen that South African wine consumption per capita (of the adult
population) has decreased by 21,5% since 2001. Over the same period, France has
seen a drop of 20% in per capita wine consumption, Italy by 37% and Spain by 72%
(Anon., n.d.). Spain’s huge drop in per capita consumption of wine perhaps explains
why it has become one of the most innovative and exciting markets for non-alcoholic
beverages.
As we shall also see later, part of changing lifestyles also includes seeking to avoid
hangovers and to remain productive the following day. I personally see this trend more
as a lifestyle change as people appear to be motivated by the need to remain
productive, especially with more flexible working routines, such as remote working.
These trends also highlight why many other drinks categories are spending time,
money and effort into developing lower and non-alcoholic trends and while the wine
industry has been slow to react to this trend in South Africa, it probably needs to heed
this call to sustain its industry in the longer term.

Government Legislation & Social Responsibility:
With the Corona virus pandemic in 2020, the conditions for selling NOLO wine
products and specifically de-alcoholised / non-alcoholic wines has accelerated due to
the impact of prohibition laws introduced by the South African government to curb the
spread of the Corona virus. Between March 27th 2020 and the 4th of February 2021, the
government implemented measures that prohibited the sale of all alcoholic products
(including wine) over two phases, which amounted to a total period of 180 days. While
these measures may have been well intended, the impact on the wine industry and
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producers was devasting, eliminating the means by which many businesses generate
revenues to stay solvent. The impact of the second lockdown between 29th December
2020 and 3rd of February 2021 further damaged the industry at the peak of the key
summer holiday consuming season in both the on and off trade. Even at the time of
writing, wines are only permitted to be sold in the off trade during the week between 95pm, although wineries are now allowed to trade throughout the week from their cellar
doors. These circumstances severely restricted the earning potential of wine producers
to earn an income but, I believe, also increased the incentive for wine producers to
innovate and produce NOLO wine products, especially of the non-alcoholic variety.
Even outside of these COVID-19 preventative measures, the South African wine
industry will continue to be pressurised by government not only in South Africa but
also around the world, to act in a more responsible manner. As Kathryn Cilliers,
product development manager at Spier puts it: “Responsible innovation is key –
consumer trends are showing us that health and wellness is more important to
more people than ever and it opens up big opportunities for the wine industry
which is largely lagging behind in this respect.” (Cilliers, 2020)

Social Media
Social media is influencing the way consumers make purchasing decisions –
particularly in younger age groups, such as Generation Z and Millennials, where they
have spent nearly all or a large majority of the lives with access to digital content. An
article by Broadband.Search indicates that the average spend on social media is now
144 minutes daily and has increased by 62% since 2012 (Broadboard.Search, 2020). In
addition, due to the wealth of social media platforms, social media frames how
younger generations present themselves to their following and friendship groups.
Some of the health & wellness motivations for living a healthier lifestyle is driven by the
fact to look good on social media. Indeed, Aaron Silverstein – Managing Director of
BevZero in the USA, citied Instagram in particular, as driving younger users to “appear
thinner and healthier” to their peer groups on their profiles.
20

Increase in NOLO Category
The advent of NOLO product innovation in many drinks categories has led to an
increasing availability of products. Combined with investment in new technologies in
terms of packaging and taste profiles, this has allowed drinks companies to access
more consumers who did not traditionally indulge in alcoholic beverages (for example,
predominantly Muslim countries that are showing signs of liberalisation such as in
Indonesia and Saudi Arabia). It is estimated that there is a global population of 1,8
billion Muslims and some projections estimate that this will grow to nearly 3 billion by
2060 (Diamant, 2019 ). This growing Muslim consumer (also known as Generation M
(Williams, 2021)) will certainly be targeted by alcoholic beverage companies.
The production of non-alcoholic beverages and specially 0,0% products also means
that traditional alcoholic beverage companies can now sell their products in outlets not
regulated by strict liquor regulations. This certainly has been the case in South Africa
as well, especially during periods of prohibition. I believe the increase in availability of
non-alcoholic and lower alcoholic beverages in both South Africa and global markets
has also led to increased consumer demand (and expectation) for NOLO wine
products. We can then summarise the reasons for the increase in NOLO wine
products within South Africa and around the world:
1.) Health & Wellness trends
2.) Younger generation of wine consumers entering the legal drinking age making
better informed decisions on consumption patterns of alcohol.
2) Stagnant still wine markets – the decline of wine consumption in developed &
mature wine markets (including in South Africa).
3) Switching Out of alcohol & Moderation Trends. Consumers reducing the amounts
and occasions when they are drinking alcohol.
4) Changing lifestyle habits.
5) Social Media
6) Increase in NOLO product availability
21

7) Growth of Generation M / Muslim consumer demanding more NOLO products.

Health Benefits of NOLO Products – Are they Healthier?
For NOLO wine products, while one is not able to state health benefits on the wine
label due to regulations from the Liquor Products Act, I think it is worth considering if
lower alcohol and de-alcoholised products are indeed healthier. From a basic
perspective, we can safely assume that these products definitely have lower alcohol
levels and reduce the risk of inebriation. Certainly, with de-alcoholised and nonalcoholic wines, this prospect is eliminated. According to Bonita Malherbe, marketing
manager of Almost Zero at Van Loveren, you would need to consume 38 glasses of
Almost Zero wine (the equivalent of 6,5 litres) to replicate the same effect of one glass
of regular wine at 13,5% alcohol. (Malherbe, 2020).
The key health and wellness benefit to removing alcohol is that you are also reducing
the amount of calories or kilojoules within wine. Fortunately, the wine industry has
never been subjected to the nutritional value labelling requirements that are required
for other food products. It may be alarming for some wine consumers to discover that
a bottle of wine at 13,5% alcohol contains in excess of 2000 kilojoules.
While the reality is that many wines may not want to add their nutritional values on the
wine bottles as the calorific content seems high, it does make sense to add this
information if it is relevant to the consumer. As an example, when you compare the
calorie difference between a lower alcohol wine at 8,5% versus a wine at 13,5% there
is a significant difference.
From the table below, you can see that the calorific content of the FC Skinny LSH (W –
8,5%) and the FC Skinny Red (R – 8,5%) wine for these particular samples include
approximately 30% fewer calories versus wines at a more “normal” level of alcohol.
The alcoholic wines which were submitted for this analysis were a Chardonnay and a
Cabernet Sauvignon at an alcoholic strength of 13,5% Vol and these were compared
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to a white wine and a red wine at an alcoholic strength of 8,5% Vol. The analysis was
conducted independently at Vinlab in Stellenbosch in November 2018. ( (Vinlab, 2018)

Figure 6: Analysis comparing the calories and kilojoules for wines at a “normal” alcohol level
compared to wines at 8,5% alcohol. (Vinlab, 2018)

If we dig deeper and we analyse the calorific content of de-alcoholised wines which
are lower in sugar, we can see even lower levels of calories and kilojoules not only
compared to other alcoholic wines but also against other non-alcoholic beverages. As
an example, I compared the calorific and sugar content of Almost Zero, a dealcoholised wine produced by Van Loveren, against regular soft drinks available in the
South African retail domain. These non-alcoholic beverages include energy drinks, fruit
juices and other carbonated soft drinks readily available in many retail outlets and
convenience stores. All the nutritional content is displayed clearly on the packaging.
Looking at the summary of data below, we can see that a de-alcoholised wine
contains only 10% of the total sugar per litre compared to apple juice (which is
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marketed to children) as well as carbonated soft drinks such as Coca Cola. If we look
at the energy per 100ml in terms of kilojoules, de-alcoholised wine at a sugar level of
around 10 – 20g / litre of total sugar, contains under a third of the kilojoule intake of
apple juice and 39% of Coca-Cola. From the table below, we can see that a dealcoholised wine with a relatively low sugar level is actually one of the healthiest nonalcoholic beverages that a consumer can purchase in terms of sugar and calorie
intake.

Coke No Sugar
Almost Zero Red
Almost Zero White
Twist
Pura
Bos Tea
Score (Energy Drink)
Powerade (Energy Drink)
Stony (Ginger Beer)
Coca Cola
Red Bull
Monster
Liquifruit (Fruit Juice)
Clicks Apple Juice

per 100ml

per 100ml

KJ

Total Sugar (g)

1
81
71
61
91
117
110
133
136
180
195
201
200
270

0
1,5
2
3,6
3,9
5,8
6
6,3
8,4
10,6
10,7
11
12
13,1

Figure 7: Summary of kilojoules and total sugar levels of non-alcoholic beverages in Clicks

compared to Almost Zero (a de-alcoholised wine at 0,3%). Photos of back labels are available
in the appendix.

Other Potential Benefits of De-Alcoholised Wines
There have been many health studies outlining the potential health benefits of
alcoholic wine and in particular red wine. The most famous of these studies is the
French paradox which is an observation regarding the high consumption of saturated
fats in a French diet (which includes butter, cheese and fatty meats) combined with
the relatively low incidence of Coronary Heart Disease (CHD). Many studies have been
conducted to try and prove why this is the case and some studies suggest that the
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high amount of wine consumption, and in particular red wine consumption along with
this high fat diet, is one of the causes for this anomaly.
The healthy links to red wine centre around the idea that red wine contains
polyphenols, which are beneficial plant compounds with antioxidant properties. There
have been many studies over the past three decades that suggest polyphenols can
help lower blood pressure, combat type 2 diabetes by lowering your blood sugar level,
decrease the incidence of cardiovascular disease (CVD) as well as certain types of
cancer. Polyphenols are present in the skins of the grapes (especially red wine grapes)
and can be split into flavonoids, such as anthocyanins, and non-flavonoids like
resveratrol.
Red wine is considered a rich source of polyphenols as during the production process,
the juice is macerated on the skin for between 1-3 weeks in order to gain colour,
flavour and tannins. Because of this, polyphenols are released into the juice enriching
the final wine. While white wines also contain polyphenols, red wine has ten times
more polyphenols than white wine. (Sara Arranz, 2012 )
Some experimental studies suggest that when red wine is consumed regularly in a
light to moderate basis (a suggested intake of between 150ml for women and up to
300ml of wine daily for men), this can increase the antioxidant capacity to help lower
blood pressure and decrease the risk of cardiovascular heart disease. In particular,
resveratrol is deemed one of the most beneficial polyphenols as it helps to ease
hypertension and coronary heart disease as well as “a potential candidate for
prevention and treatment of several types of cancer.” (Bahare Salehi, 2018). Other
listed benefits from experimental studies of polyphenols in red wines include the
reduction of coagulation (blood clots), as well as the lowering of cholesterol and
antioxidant properties that may protect light to moderate wine consumers from
cardiovascular disease.
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Despite the many perceived health benefits of polyphenols in red wines, from the
readings it does appear there is a large range of discrepancies between various
studies on the topic. Much of the disagreement on the benefits of red wines stems
from the alcohol content and whether or not the consumption of alcohol is indeed
beneficial to one’s health. For example, very much depends on the individual’s
metabolism of alcohol, the gender of the individual as well as the age demographic.
Indeed, some research papers suggest that any intake of alcohol for post-menopausal
women can lead to an increase in the risk of breast cancer (Sara Arranz, 2012 ). Much
of the health benefits may also be linked to drinking red wine (and other alcoholic
beverages) in a moderate way and combined with a healthy and balanced living
lifestyle.
Further to this, it would be difficult and extremely controversial for medical institutions,
government bodies and even wine producers to promote the health benefits of
drinking red wine particularly as there is a risk of consumers misinterpreting the
findings and over indulging in alcohol which could have a severe negative impact on
health.
In June 2012, a study conducted on 67 men (between the ages of 55-75 years of age)
at high cardiovascular risk in Barcelona over a 4-week period, observed their reactions
to alcoholic red wine, gin and de-alcoholised red wine with an alcoholic content of less
than 0,5% ABV. The participants were randomised into 3 different groups, with a
common diet plus either red wine, de-alcoholised red wine or gin to accompany their
meals. The purpose of the study was to see if the beneficial effects of polyphenols in
red wines could be beneficial when consumed without alcohol (i.e. de-alcoholised red
wine).
The results of the clinical trial suggested that the blood pressure of the subjects
deceased noticeably when they consumed the de-alcoholised red wine over the 4week period as well as increasing the plasma nitric oxide concentration. The plasma
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nitric oxide levels are important as this helps to widen the coronary blood vessels and
allow for a less restricted blood flow around the body. Red wine had similar effects to
de-alcoholised red wine but the change in blood pressure was not listed as significant
while gin had no effect on blood pressure levels. (Gemma Chiva-Blanch, 2012).
The results of this trial suggests that polyphenols in red wine do in fact imbue a health
benefit, particularly in reducing the impact of cardiovascular disease. This is achieved
through a measurable increase in the amount of plasma nitric oxide concentration
produced by the body which can help to lower blood pressure. It does also suggest
that when the polyphenols are combined with alcohol, the effects of the polyphenols
may be compromised as there is no significant impact on blood pressure. The
research from this article suggests that the polyphenols of de-alcoholised red wines
could have a 14% reduction in coronary heart disease and a 20% reduction in stroke
risk.
After reading this study, I reached out to Gemma Chiva Blanch to ask whether she
thought that de-alcoholised red wine could be considered a “healthy option” as well as
to ask why there had been no follow up trial. Her response was as below:
“In my opinion it is possible to say that de-alcoholised red wine can help in

decreasing blood pressure and thus, by extension, decrease the risk of
cardiovascular disease. Because of a lack of funding the study has not been
updated neither expanded.”
She did also include the following caveat with regards to polyphenols:

“Polyphenols may exert sinergistic effects, and thus may be considered as a mix in
food/beverages rather than attributing to a single polyphenol the observed
protective effects. We still don't know the effective/ safe doses of polyphenols able
to exert healthy effects. We need to perform studies on that.”
(Blanch, 2020)

27

I believe this line of research should be continued and a more definitive study would
be useful. I do feel it presents an opportunity for the wine industry to produce a product
that not only can bring a lot of joy to consumers but in addition can be considered a
beverage with actual health benefits, particularly on cardiovascular diseases. It seems
that there is also research being undertaken to assess where polyphenols and antioxidants in wine grapes can be beneficial to helping against neurodegenerative
diseases such as Alzheimer’s (Valente, 2020). It could also be a way of lifting the
negative image of lower alcohol and de-alcoholised wine and allowing producers to
obtain a better return on their yields and vineyards, particularly in challenging times
where there is an oversupply of wine (e.g. with the 2021 vintage in South Africa). In
addition, a recent study conducted in Taiwan has indicated that the tannic acid and
polyphenols in red wine, can effectively inhibit the activity of two key enzymes of the
virus. Mien-Chie Hung, President of China Medical University in Taiwan explained
“tannic acid is a water-soluble polyphenol. Polyphenol compounds have
antioxidants and free radical scavengers, which have anti-inflammatory effects,”
(Liang, 2021). This would offer a further, more current health benefit, to drinking dealcoholised red wines.
The reason why this information is relevant is because NOLO wine products and
specifically de-alcoholised wines can be a healthier option compared to other soft
drink alternatives. This is poignant for South Africa, which struggles with obesity and is
acknowledged as a health pandemic by the Department of Health. According to the
Department of Health website: “one in four girls and one in five boys between the
ages of 2 and 14 years are overweight or obese while obesity -related diseases
such as heart diseases, type 2 diabetes, stroke and some cancers account for 43%
of deaths in South Africa. Obesity is one of the top five risk factors for early death.”
In addition, it goes on to say: “South Africans are among the top 10 consumers of
soft drinks in the world. In addition, the market for soft drinks more than doubled
from 1998-2012, with 15 to 24-year-olds being high consumers. Sugary drinks have
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no nutritional value but the average 500ml fizzy drink contains around 10 spoons of
sugar.” (Department of Health, 2016).
Further to this, in our more current pandemic of Covid-19 – the co-morbidity group
which is at the highest risk of death is diabetes (IOL, 2020). So, with this research and
the facts (which are readily available to all members of the public on a daily basis) it is
perhaps a route for wine producers to explore, in order to improve their image as
socially responsible drink producers, while also contributing significantly to the South
African economy.

Other Opportunities for NOLO Wine Products:
Tax Advantages of Lower Alcohol and De-Alcoholised Wines
In terms of other advantages and marketing opportunities for lower alcohol wines,
particularly for export markets, the most obvious targets are for countries where
customs duties paid are linked to the alcoholic level of a wine product. For example, in
Singapore, the duty on imported alcohol is Singapore Dollars $88 / litre (Service, n.d.).
This means on a bottle of wine at 13,5% alcohol, customs duties of nearly Singapore
Dollars $ 9 / bottle (equivalent of R100 / bottle) at today’s exchange rate is payable. If
an equivalent wine at 9,0% alcohol is imported, there would already be a saving of
30% on the customs duties payable (Vault, n.d.). No customs duties are payable on dealcoholised wine products at less than 0,5%. Taiwan also adopts a customs & duties
excise model that is linked to alcohol (Customs, n.d.).
Natalie Potts, Asia Marketing Manager for Wines of New Zealand based in Shanghai,
observes that lower alcohol wines from New Zealand, and in particular Sauvignon
Blanc, perform well in Singapore. As New Zealand has a strong brand image with
Marlborough Sauvignon Blanc, having a lower alcohol wine option that tastes similar
to the “full fat” version is attractive to both consumers who are interested in healthier
living as well as importers and retailers who can make a saving on the customs duties
(Potts, 2020).
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In the EU, there are also customs benefits for wines produced at alcoholic levels below
9,0% ABV which help lower the price point. For example, in the Netherlands this helps
the producer and retailer to provide wines at a certain price point, especially at below
EURO 5 / bottle. In Sweden, items under 3% alcohol can be sold in all retail outlets and
not just though the Systembolaget. Further to this, in the US, in the state of New York, if
a wine is listed at under 5,5% alcohol it can be listed in a general supermarket listing
according to Jim Clark, WOSA representative for the USA. This may be appealing to
producers who wish to target volume sales and reach a wider range of consumers.
Jim does caution that wines at a lower alcohol level are seen as an “inferior” product.
For a premium producer looking to take advantage of the lower alcohol trends, their
choice of alcohol percentage can be important. Using New York as an example –
having the wines at over 9,0% would ensure that the wine could claim the “healthier”
elements of a lower alcohol wine while being positioned in a licensed premium liquor
outlet along with its more traditional counterparts (Clark, 2020).

Drinkability
While not strictly linked to health & wellness trends, Petra Mayer, the German
representative of Wines of South Africa (WOSA), observes that the benefit of having
quality NOLO wine products helps maintain the “Trinkfluss” of events and social
gatherings. Essentially this can be loosely translated as the “drinking flow” of an event.
Alcohol is traditionally used as an ice breaker and a way for reducing inhibitions to
enjoy themselves. From her point of view, having lower alcoholic wine products can
help to maintain one’s stamina during an event without feeling tired or becoming too
drunk to continue. In a similar vein, Marcus Ford, Asia Marketing Manager for WOSA
and based in Shanghai, observes that there is a trend of non-alcoholic and lower
alcoholic options developing in China. “In China, banqueting is big business and
lower alcohol and non-alcoholic alternatives are popular with participants who
want to continue celebrating throughout the whole evening.”
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Sales Possibilities outside of traditional liquor channels
For de-alcoholised wines, in South Africa, as it is classified as a non-alcoholic
beverage (under 0,5% alcohol) this means that a liquor license is not required for the
retailer to sell these products. This opens up more outlets to wine producers and offers
more choice to consumers. Indeed, in these times of Corona virus liquor restrictions –
this has presented a range of opportunities for some wineries to continue earning
revenue for survival. From an export perspective having non-alcoholic products,
especially at 0,0%, will allow wine producers to access markets that they are not
normally able to gain listings in, for example in Muslim dominated countries.

Production Technologies
There are a range of production processes and techniques available to wine makers
and wineries who wish to remove and lower alcohol from their wines. Some of these
processes are natural techniques which originate within the vineyard while others
require an additional handling of the wines once fermentation is completed. Many dealcoholised wines and lower alcoholic wines will use a combination of these
processes.

In the Vineyard – Grape Selection
As a starting point, it is important to determine what kind of wine is required at the end
of the process. What many wine consumers and commentators may not realise, is that
the starting point of a lower alcohol or de-alcoholised wine, is like any other wine, in
the vineyard.
In an interview with Gustav Fouche, Managing Director at Conetech in Wellington, he
explained that grape selection is key and an expressive and aromatic white and red
grape varieties are best suited to the de-alcoholisation process. “The more expressive

the aromas are initially, the more we can add back into the de-alcoholised wine at
a later stage,” (Fouche, 2020). Chris Crafford, senior wine maker at Van Loveren,
agrees: “Our base wine for producing our de-alcoholised and lower alcohol white
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and rose wines are produced from Sauvignon Blanc and Red Muscadel. We want
to maximise the flavour profile of our base wine and to do this, we need to use the
most fruit forward and aromatic grape varieties in our base wines.”
As we shall see - because of Spinning Cone (SCC) Technology’s ability to add back
some of the natural flavours and aromas from the wine, the selection of grape variety
selection at the beginning of the process is an important factor for making a dealcoholised or lower alcohol wine of any discernible quality. The more expressive and
aromatic grape variety, the more compounds you will have available at the end of the
process to blend back into the de-alcoholised wine to mimic wine flavours. Further to
this, you need a base wine that is fermented to its full alcoholic potential in order to
generate as much flavour as possible. For white wines, good varieties to use include
Sauvignon Blanc, Muscat and Chenin Blanc as these grapes have aromatic qualities
and fruit forward characteristics. For red wines, lighter and medium bodied red grape
varieties with fewer tannins such as Pinot Noir, Shiraz, Grenache and Merlot would be
good examples. The reason for using less tannic wines for de-alcoholised reds is
because fuller bodied reds run the risk of producing astringent and bitter flavours
when the volatile aroma and flavour compounds are distilled out of the base wine
(Fouche, 2020).
Along with grape variety, there are many viticultural aspects that come into
consideration when selecting grapes for the production of lower alcohol wines. Where
possible, the winemaker will select vineyards where grapes can achieve as much
phenolic ripeness as possible without attaining high sugar levels. Where the vineyard
is located in terms of aspect, soil type and the canopy management of the vineyard
will all affect the final outcome of the grapes. As Anton Swarts, senior wine maker at
Spier and a Cape Wine Master, explained: “When making lower alcohol wines (under

9,0%), I always look for lower yielding vineyards on less fertile soils, such as sandy
ones, in order to achieve a base wine that already may be rich in flavour but lower
in potential alcohol.”
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For the most part, harvesting grapes earlier in the vintage will certainly allow for lower
sugar levels that lead to lower alcohol levels in the base wine. However, early picking
means that the grapes may have not had an opportunity to reach phenolic maturity,
which provides the body and fruitiness of wine. This is the reason why many wineries
require base wines produced to its full potential, as a significant portion of the original
flavours and wine is lost through the de-alcoholisation process (approximately 15%).
Increasingly, a large number of wineries are utilising Spinning Cone Column (SCC)
Technology to blend a portion of de-alcoholised wines into “regular” base wines to
achieve a better taste profile.
An alternative natural strategy is being researched and implemented in New Zealand
under the New Zealand Lighter Wines Initiative. This strategy eliminates the
requirement to run the wines through an alcohol removal process by making
adjustments in the vineyard that allow the grapes to reach full phenolic ripeness but at
a sugar level (and hence alcoholic level) that is significantly less than regular grape
sugar levels. I believe this more “natural” way of producing lower alcoholic wines is of
interest to premium wine producers who are looking to protect the integrity and flavour
of their wine brands without having to handle the wines through a process such as
SCC Technology.

New Zealand Lighter Wines Initiative
In 2014, Wines of New Zealand in conjunction with 18 different wineries decided to
invest NZ$14 million in a 7-year project to develop wines naturally under 10% alcohol.
Wines of New Zealand aims to become the global leader of naturally produced lower
alcohol wines at a premium price point. Initially, the technology was developed by Dr
John Forrest of Forrest wines in New Zealand. According to an interview with the
Drinks Business in 2018, Dr John Forrest noticed that lighter styles of German Riesling
(specifically 8,5% Kabinett Rieslings) wines were proving popular and he wondered if it
was possible to achieve the same affect in producing Sauvignon Blanc wines from
Marlborough in New Zealand. (French, 2018)
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The intellectual property rights of the viticultural methods have been passed on to the
New Zealand Lighter Wines initiative. However, Dr John Forrest’s technique does not
require early picking of the grapes and centres on the removal of specific leaves in the
shoots. His activities in the vineyard showed that if he removed 2 or 3 leaves in the
middle of the shoot, the vine was unable to compensate for this and naturally lowered
the sugar levels of the grapes without compromising on the phenolic ripeness of the
grapes. He believes that the middle leaves are the most efficient leaves and have the
greatest photosynthesis ability, which is why it has a significant effect on the final sugar
levels of the grapes and ultimately the wines themselves. In his own words: “This

means that at harvest you achieve 17% sugar as opposed to 23% which produces
a 9% ABV wine compared with a 14% one”. (French, 2018)
Further to this, Dr John Forrest has also ensured that the maintenance of the vineyards
remains low cost and that by moving the canes up by 12 inches, allows him to
continue to trim and prune his vines mechanically which ensures there is no additional
labour cost.
In terms of sales & marketing, this has enabled Forrest Wines to achieve new listings in
the UK with Marks and Spencer, Waitrose and Tesco (in 2018) and meant that 60% of
his production is now centred on the lower alcohol wine styles at under 10% alcohol.
According to the article, the sales of his wines at the higher alcohol levels have
remained stable and they have not been cannibalised. He also believes that producing
a wine under 10% alcohol is a point of interest for consumers.
I also approached the NZ Lighter Wine Initiative to get their thoughts on this and spoke
to Richard Lee, who is the Marketing Manager for the NZ Lighter Wines Initiative. He
explained that the key reason for the initiative is because: “Full flavoured wine at

lower alcohol satisfies the health and wellbeing needs and motivations of a
growing number of consumers.” He continued that: “The Low/No trend is real and
the move to “abstinence and moderation” in terms of wine consumption is
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worldwide. The large investment was required because making world class wines
that deliver on the style and quality expectations of full strength premium wine
drinkers is very difficult. There are many technical challenges, particularly to make
these wines naturally lower in alcohol. As we have discovered over many years of
trials and experimentation, there is “no silver bullet”.
Further to this, Richard mentioned that 3% of all wines now sold domestically were
from wines produced under the NZ Lighter Wines Initiative. For some grape varieties (I
am assuming Sauvignon Blanc as this is the bulk of wine production in New Zealand)
it makes up 8% of sales. They had achieved their export goals and like much of NOLO
production, taste profile results were more favourable on white grape varieties as
opposed to red grape varieties. In New Zealand, they are continuing with trials on Pinot
Noir. Interestingly, Richard said that the yields generated under the NZ Lighter Wine
Initiative were comparable to yields achieved under normal viticultural management
schemes. (Initiative, 2020).
Unfortunately, due to the Corona virus pandemic, I was unable to source any wines
produced under the NZ Lighter Wines Initiative to taste. Needless to say, it would be of
great interest to sample these wines and see if they do replicate the taste profile of
wines at a normal alcoholic strength accurately. This certainly is an aspect I will follow
up on.
Like New Zealand, South Africa is a predominantly white wine producer and if this
technique is viable and produces satisfactory results in the resulting wines, it would be
a wonderful avenue to explore. I especially think that this technique would be attractive
to more premium wine producers keen to develop lower alcohol wines in a more
“natural” way and without the loss of wine incurred when using technologies like SCC
Technology. In addition, this viticultural technique, in my opinion, raises a lot of
opportunities. While this particular paper focusses on the lower alcohol and dealcoholised wines, this technique could potentially also be used in vineyards to temper
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the effects of particularly hot vintages and climate change in warmer regions of South
Africa. If viticulturalists are able to reduce sugar levels in the grapes without
compromising their balance and phenolic ripeness, this could improve the prospects
of making better wines in more marginal regions of South Africa as well.

Spinning Cone Technology – SCC Technology
The majority of lower alcohol and de-alcoholised wines currently produced in South
Africa are treated using the Spinning Cone Column (SCC) Technology available at
Conetech in Wellington. This is a patented technology that was originally created to
extract more flavour from fruit juices, dairy and coffee in the early 1980s. Later, Adam
Day tweaked the process to allow for it to be applicable to wine.
Originally, SCC technology was used to remove volatile acidity from wines and certain
undesirable flavours such as smoke taint or even brettanomyces. In addition, it was
discovered that SCC technology could also be used to remove alcohol and by adding
back the original flavours and aromas, into the wine.
The alcohol removal service initially catered for winemakers who wanted to reduce the
alcohol in their wines by 0,5% - 1,0%, either to balance their higher alcoholic wines
from warmer vintages or to adjust the alcohol levels to fit a certain customer request or
even into a certain tax / customs bracket.
SCC Technology is a form of vacuum distillation that removes alcohol through a
column still. By heating the wine under a vacuum, it is possible to lower the heat
required to remove alcohol from wine. For example, in normal atmospheric
temperatures, alcohol would boil off at 78 degrees Celsius but under vacuum pressure
this can be reduced to between 25-50 degrees Celsius. By handling the wine at lower
temperatures, the wines suffer less damage to the natural aromas and flavours
inherent in the wine. With a normal vacuum distillation, the wine is pushed through a
column still in one pass, and the alcohol is removed from the wines. This is a relatively
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efficient method of removing alcohol at about 60% volume and the resulting wine is
less than 0,5% alcohol. (Christmann, 2019)
With spinning cone technology, the principle of vacuum distillation is the same but the
wine passes through a series of upside down cones (usually between 40-50) under
pressure. As these upside down cones rotate, it creates a wider surface area of wine
where the evaporation of alcohol and volatile compounds such as the aromas and the
flavours can take place. As water and alcohol gases are relatively light, these can be
collected at lower temperatures and more easily.
For SCC technology, the key difference with regular vacuum distillation is that there are
two passes. The first pass removes the volatile compounds and aromas, these are
collected and can be kept aside. During the second pass, the alcohol is removed from
the wine and separated. The key advantage of the SCC Technology over regular
vacuum distillation is that the original flavours and volatile compounds are blended
back into the de-alcoholised wine to improve body, mouth feel and flavour.
During this distillation process, 15% of the volume is lost, which is a high wastage
percentage. This is the equivalent of wine lost to evaporation when it is matured in oak
barrels over a 5-year period. The reason for this wastage is due to the removal of the
alcohol and some of the water in the original base wine. This loss of wine also needs
to be accounted for when considering the costs of the final product.
SCC technology is popular in South Africa and many other countries as you can treat
large volumes relatively quickly and wine makers are able to add back the original
volatile compounds, aromas and flavours from the wine back into the final dealcoholised product. Doing this means that the de-alcoholised wines should reflect
their original base wines more accurately. However, the original volatile compounds
will have traces of alcohol attached to then and when these are added back to the dealcoholised wine, this will increase the alcohol percentage by between 0,1% - 0,3%.
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This allows them to still be registered as de-alcoholised wine and as a non-alcoholic
product as well as offering a product that mimics wine.
With the new drafted regulation for de-alcoholised wine, Glycerol can be added to the
de-alcoholised wine to improve the mouthfeel and body. Currently, Conetech uses a
glycerol which is derived from plants which means that the product can be labelled as
Vegan.
It is also possible to remove alcohol up to a level of 0,05% to produce an Alcohol Free
wine. This may help to satisfy some market requirements in countries such as in Japan
and also offer consumers the opportunity and choice of a wine based product,
produced in a natural way that has 0,0% alcohol. This may also be satisfactory for
some religious markets who do not want to offer any alcoholic products. According to
Aaron Silverstein at Bev Zero in the US, producing a wine product that is beyond the
second decimal place would be unnecessary as the measuring instruments that
detect alcohol would not be able to detect beyond this level of accuracy.
While it is possible to remove alcohol to up to 0,05%, one of the key challenges for the
winemaking team is that the resulting wine is stripped not only of alcohol but also its
flavours. Adding back the original flavour compounds is not possible as it will increase
the alcohol, so naturally derived flavourings will have to be added to adjust the profile
to ensure that the final wine is in balance.
Some wineries, including those in the EU, add grape juice to help improve the flavour,
sweetness, body as well as adding varietal flavours back into de-alcoholised wine. This
is an economical way of improving the flavour naturally but by doing this you will then
have increased sugar levels, as a lot of juice may be required to add varietal
characteristics. Stability may also be an issue but this can be resolved with sterile
filtration as well as adding sulphur.
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Limitations of SCC Technology
In general, much of the criticism that is levelled at de-alcoholised wines, especially
from within the wine industry itself, is aimed at the quality of the resultant NOLO wines
produced. Many critics feel that the taste profile of NOLO wines do not match those of
alcoholic wines at normal values.
With de-alcoholised products, and in particular de-alcoholised red wines, the heart of
the base wine is removed. The alcohol is the adhesive that combines all the elements
of the flavours and gives it body, fullness, texture and weight. It also allows for a diverse
range of flavours to form without sweetness and providing balance to the beverage. By
removing the alcohol, you are essentially stripping away the glue which holds all the
flavour compounds together.
While spinning cone technology has improved the process of making NOLO wines, it
will always be a challenge to completely mimic traditional wine, especially red wines.
White and rose examples contain fewer polyphenols and antioxidants as well as fewer
tannins. Additionally, many white and rose wines are meant to be consumed as a
fresh, crisp and fruity style – something which NOLO products can replicate more
easily. The use of a plant based glycerol, mano proteins (which are expensive) and
tannins can help bring body and mouthfeel to NOLO wines. According to Gustav
Fouche, it would also be theoretically possible to introduce oak maturation to lower
alcoholic and de-alcoholised wines but this would have to be done after the initial dealcoholisation process as de-alcoholising oak matured wine may leave excessive
bitterness and astringency to the final product (from the tannins imparted by the oak
barrels). Even so, when alcohol is removed, it is extremely difficult to achieve the same
taste profile as regular wine.

Reverse Osmosis
Reverse Osmosis is a process that is used by wine makers to reduce alcohol levels in
wine. Where smaller volumes are concerned, reverse osmosis (or RO) can be more
cost effective compared to SCC technology. This process is particularly popular for
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reducing alcohol levels in wines as smaller batches can be treated and then blended
back into the original wine to achieve a lower alcohol percentage. In addition, reverse
osmosis machines are mobile and can be transported to wineries, saving on transport
costs.
If a winery requires higher volumes of wine to be treated and all the alcohol to be
removed from the wine, SCC Technology is preferable as it is more cost effective. This
is because only 1 or 2 passes are required to remove all alcohol from wine using SCC
technology, whereas several passes would be required with reverse osmosis
(Flavourtech, 2018).
Reverse osmosis is essentially a two-part process, where the first step involves the
wine being separated by a membrane filter into two components. Water and ethanol
are lighter so will pass through the membrane filter while the flavour compounds and
sugars will be separated as another component. The colourless and tasteless water
and alcoholic solution is then distilled under a low temperature (called osmotic
distillation) and the alcohol is removed by evaporation. The water is then blended back
into the concentrate with the colour, tannins and flavour compounds which is then
subsequently blended back into the base wine, reducing the alcoholic level (Spectator,
2007) (Zvesti, 2018 ).
A comparison of SCC technology and Reverse Osmosis for alcohol reduction:
Reverse Osmosis

Spinning Cone Column

10 - 20% of total wine volume (function of
Volume of wine to be

initial wine concentration, target wine

processed

concentration and alcohol removed in

10 - 20% of total wine volume

dealcoholisation step)
Stage at which wine
may be treated
Alcohol removal
technique

Wine should be heat, cold and pectin

Possible to process wine with high level of

stabilised and have been polish filtered to

suspended solids - clarity and stabilisation is

less than 50 NTU

not important

Separation based on Molecular Weight

Separation is based on relative volatility
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Reverse Osmosis
Multiple discrete alcohol removal passes if
Number of passes

operated batchwise (usually operated
continuously with long periods of
recirculation)

Alcohol removal per
pass
Residence time

Alcohol content reduced by 0.7% to 1.5% abv
per pass (ie. at least 8 discrete passes
required to reduce alcohol from 15% to 3%)
Possibly many hours

Time to process
10,000L (15% abv

Function of size of membrane system

reduced to 3% abv)
None - some flavour compounds readily pass
through RO membranes.
Flavour considerations

Possible flavour adsorption (both volatile and
non-volatile compounds) onto membrane
material

Strength of Alcohol
removed

Hold up volume

<10% abv (must either be sent to drain or
further processed to recover EtOH from
water)
High - dilution of product on startup and loss
of product on shutdown

Spinning Cone Column
One pass for flavour stripping (flavour
subsequently reincorporated) and one pass
for dealcoholisation

Alcohol content may be reduced from 15% to
<1% abv in one pass
10 - 20 seconds per pass
1.25 hours for Flavour Strip and 5 hours for
Alcohol Strip (using model SCC 10,000)

Flavour strip to recover volatile compounds
for subsequent reincorporation. Flavour
stored as high strength ethanol stream (ie.
very stable)

>50% abv (ie. can be used immediately for
brandy production, alco-pops etc.)

Low

Yes - large volume of water removed. Water
Water removed

loss must be made up (possibly through

Negligble volume of water removed

treatment of RO permeate to recover water)
High water usage if pervaporation used to

Negligible - seal water use only (recirculation

treat RO permeate.

of seal water possible).

Treated water required

No special requirements for type of water

Water and Chemical

Very high requirements of chemical to clean

Water used for initial rinse (before chemical

consumption during

and recharge membranes.

CIP) and for final rinse (after chemical CIP).

CIP

Treated water required

About 650 L of NaOH at 2% required for CIP

Water consumption
during processing

High cost consumables Yes - membrane cartridges

None

Figure 8 Table summary comparing Reverse Osmosis and Spinning Cone Technology for
alcohol reduction in wine. (Flavourtech, 2018)

Legislation
In May 2019, SAWIS drafted legislation (which still needs to be formally approved) in
terms of labelling in South Africa governing lower alcohol and de-alcoholised wine
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products in South Africa under the Liquor Product Act. The legislation proposals for
South Africa are broadly defined as below. None of the products below are eligible for
the certification seal. All products under 0,5% alcohol are considered as a nonalcoholic product.
a) Low Alcohol Wine – 0,5% but less than 4,5%
i.

Variety and vintage year may be specified if the base wine has been
certified by the Wine & Spirits Board.

b) De-Alcoholised Wine – less than 0,5% alcohol
a. Variety and vintage year may be specified if the base wine has been
certified by the Wine & Spirits Board.
i.

The term “non-alcoholic” or “alcohol removed” can be used but must be
accompanied by the terms “contains less than 0,5% alcohol by volume”.

c) Alcohol Free wine contains less than 0,05%.
i.

Variety and vintage year allowed if the base wine was certified before
dealcoholisation.

With the influx of new NOLO products around the world, many countries are struggling
to regulate and provide legislation for lower alcohol and de-alcoholised wine products,
particularly as they are packaged to appear as alcoholic products. The difficulty with
the legislation is that the regulatory bodies do not want to be seen to be promoting an
alcoholic looking product to under-age drinkers, even though there would be very little
health repercussions to the consumer. As Olivia Poonah at the Wine and Spirits Board
observes, “factors like alcoholism, religion, under-age consumption of said are
some of the factors taken into consideration.”
Taking the South African legislation and comparing it to legislation around the world –
the greatest consistency lies in the non-alcoholic and alcohol-free definitions. Nearly all
global legislation agrees that less than 0,5% can be considered non-alcoholic and
0,05% as alcohol free. Interestingly, the EU does not allow the term “wine” to be
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included on a de-alcoholised wine product at less than 0,5% but will allow grape
varieties to be added to the label.
The inconsistences arrive when defining lower alcohol wines. For instance, the EU
does not recognise wine products under 8,0% alcohol volume as wines. These
products can only be considered as a “wine based drink”. In addition, “low in alcohol” is
defined by different boundaries. For example, in South Africa it is between 0,5% and
4,5% while in the UK and the EU this needs to be below 1,2% alcohol by volume. In the
US, this is not specifically regulated but the level of alcohol does determine under
which regulatory board governs the product. For instance, all wines under 7,0%
alcohol will be governed by the FDA (the US Food and Drug Administration), which
means an ingredient listing and nutritional value table is required while the TTB
(Alcohol and Tobacco Tax and Trade Bureau in the USA) regulates all wine products
above an alcoholic level of 7,0%. All these differences mean that it is difficult to create a
lower alcohol product that can uniformly be exported and sold to many export
markets. It seems that a safe area to play in for many wine producers would be at an
alcohol level above 8,0% alcohol in volume. This would allow many wines to be
considered as a lower alcoholic product and also as a wine.
In the appendix, I have included a summary of legislation on lower alcohol and dealcoholised wine / non-alcoholic wines around selected countries in the world.
Potential Limitations with the Legislation in South Africa:
In addition, I believe that the South African legislation has been created in order to
protect wine producers that invest in de-alcoholised / non-alcoholic products and take
the trouble to produce an alcoholic wine and then go through the process of removing
the alcohol from the wine. While de-alcoholised wine has a cheaper image, if
produced properly, it is in fact a more expensive process for wine producers as a high
quality base wine is normally required and 15% of the volume is lost with the extra
handling of the wines incurs. In this sense, de-alcoholised wine at less than 0,5%
alcohol by volume can be considered a premium product.
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While the legislation is clear on the definition of a non-alcoholic product (at less than
0,5% alcohol), I feel there may be a grey area in terms of South Africa, as dealcoholised wines can be governed by the Liquor Products Act or the Food Stuffs Act
(which has completely different set of regulations) depending on how the product is
labelled or marketed. The intention of the Liquor Products Act is to define the dealcoholised product as having already been through a fermentation process, if the
wording “de-alcoholised wine” is required on the product. However, if a beverage
producer decides that they do not want to be limited by the Liquor Products Act, clever
packaging and wording could see it fall under the Food Stuffs Act with different
regulation (although they would have to add nutritional values).
Further to this, while the definitions are clear from a producer perspective, I do feel that
the legal terms of “non-alcoholic”, “alcohol removed” and “alcohol free” are ambiguous
to the consumer. I would imagine that non-alcoholic in a consumer’s eyes covers all
bases. Indeed, in South Africa it is possible to purchase a non-alcoholic grape juice
(which is certified Halal and Kosher) that is labelled as “Cabernet Sauvignon” and
“Shiraz” under the Inah label. This is in fact just grape juice with high residual sugar.
Many of the overseas examples may also add grape variety to their front label without
having to go through the process of certifying their base wine as in South Africa. Many
de-alcoholised wine examples have adjusted their sugar levels to around 50g RS / L
(through the addition of grape juice) in order to make them palatable to many
consumers. As a UK buyer from a prominent UK retailer explained to me: “some extra
sugar hides a multitude of sins!”
In order to protect the process of de-alcoholised wines in South Africa and as well as
the premium nature of the wines, perhaps a rating level describing the sugar content
or sweetness of the wines could be introduced similar to that of sparkling wines to
help guide the consumer in terms of style and hence quality. i.e. a Brut or Sec for drier
examples, a “Demi-Sec” and a “Sweet” to help guide consumer decisions and perhaps
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offer an endorsement of the source and how de-alcoholised wines are produced in
South Africa.
On the plus side, these broad definitions allow wine producers and beverage
companies a broad playing field in which to be creative and innovative with new
products especially in the non-alcoholic sphere. This is already happening, with a large
number of innovative products coming into the market. In my view, the only benefit of
having a more rigid regulation system for de-alcoholised wine is to protect wineries
who do invest in making more premium de-alcoholised products.
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South African Market NOLO Insights – Research from Own Survey
In order to offer some market insights into the NOLO wine category in South Africa, I
decided to generate a survey that would allow me to provide some observations of my
own.
The questionnaire was created on Survey Monkey and I decided on a list of 15
questions on the NOLO wines. I decided to use Survey Monkey for the data collection
as it provided an excellent resource in which to formulate questionnaire questions,
made it easy to distribute the questionnaire through social media and most importantly
it provided a powerful tool for me to analyse the data afterwards. In total, I collected
responses from 207 anonymous participants between the ages of 18 to over 55+ years
over a two-week period in October. Of these participants, 59% were female while 41%
were male.
There are of course limitations to this sample size, which include:
•

Over 98% of the respondents are wine drinkers, so this feedback is not reflective
of consumers who do not normally consume wine or other alcoholic beverages.

•

I do not have a significant data sample for consumers between the ages of 1824. I would have liked to have more from this age group included in the data set
to help balance out the age demographics. Because of this I do not believe I
can draw any conclusions from this particular age group.

Despite this, I do feel that the survey can allow me to draw some observations on
regular South African wine drinkers and their view on NOLO wine products. Some of
these observations include:
•

60% of respondents have not tried lower alcohol or de-alcoholised wine
products, even during an extended period of prohibition in South Africa, during
the last 12 months.

•

The key reason for this (according to the survey) is due to regular wine drinkers
enjoying wine and seeing no need to switch out of the wine category.
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•

Second to the above, respondents believe that the taste profile of lower alcohol
and de-alcoholised wines is poor compared to wine. If they haven’t purchased
these products in the last 12 months, it must indicate that historically they have
had a poor experience with NOLO products. This feedback is in line with
international feedback discussed earlier.

•

In order to encourage sales of NOLO products – nearly half of respondents who
have not purchased NOLO products in the last 12 months said that if the taste
profile of NOLO products were more similar to wine, they may consider
purchasing these products in the future. This was consistent feedback across
all age groups and between genders.

•

What is intriguing is that price was not mentioned as a barrier to trying NOLO
products for regular wine consumers. It seems that if the product can be
improved to taste more like wine, consumers may be prepared to switch over.
This may offer encouragement to producers considering introducing NOLO
products in the future.

Figure 9: Graph illustrating what factors influence the purchase decisions of NOLO wine
products. From own Survey Monkey survey.
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Even though the majority of respondents had not experienced a NOLO product in the
past 12 months (from October 2020), it was fascinating to see that a significant number
of respondents had in fact tried / consumed lower alcohol or de-alcoholised products.
Observations include:
•

40% of respondents had consumed NOLO wine products in the past 12
months

•

Female respondents are MORE likely to purchase NOLO wine products.

•

70% of respondents who had tried NOLO products would purchase or
consume these products again. When the data is separated by gender,
females showed a higher willingness to repeat purchase / consume NOLO
products.

Reasons for consuming NOLO products also appeared to differ between gender. For
instance:
•

Males motivations for consuming NOLO products are driven by the desire to
avoid hangovers.

•

For females, health and lifestyle factors were prominent as well as wanting
to avoid hangovers. Amongst female consumers, there were even some
respondents that enjoyed the taste of NOLO products which perhaps
suggests that the category is moving in the right direction in terms of
improving taste profile.

•

Other reasons for consuming NOLO products included a drinking alternative
when pregnant as well as having to drive after the drinking occasion.
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Figure 10: Graph illustrating that females are almost 50% more likely to have already purchased
or consumed a NOLO product in the past 12 months. From own Survey Monkey survey.

From the chart below you can see that many females consider NOLO products a
healthier non-alcoholic alternative vs soft drinks and 8% of these respondents enjoyed
the flavour of these products. This ties in with the health and wellness trends identified
earlier in this paper through the IWSR and Wine Intelligence research. In comparison,
while health and wellness trends were important, avoiding hangovers the following
day / after the drinking session was a key motivation for purchasing / consuming
NOLO wine products.

Figure 11: Graph illustrating showing the preferences of NOLO wine products split between
males and females. From own Survey Monkey survey.
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Graph below illustrates that females are more likely than males to purchase or
consume NOLO wine products again.

Figure 12 Graph illustrating whether NOLO wine products would be re-purchased. Answers split

by males and females.

By digging deeper into the survey data, we can see different trends and responses as
to why consumers purchased NOLO wine products by age group.
From the image above, respondents between the ages of 25-34 highlight and
recognise that NOLO wine products are healthier products vs soft drinks. In addition,
they are the generation that likes the taste of NOLO products the most, along with
respondents aged over 55 years.
When looking at the age groups of 35-44 and 45-54, while health concerns play a role,
the key motivation for consuming NOLO wine products in these age groups is to avoid
hangovers and linked to stricter drink driving restrictions (mentioned in the responses).
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Figure 13 Graph illustrating what consumers like about NOLO wine products split by age group.

From own Survey Monkey survey.

When the question is phrased as “What is the main reason for purchasing / consuming
non-alcoholic or lower alcoholic wines (select one option)? “, we can draw some
additional observations from the data:
Health and wellness trends are the overall deciding factor for consuming NOLO wine
products for all age groups. However, there are differences between age bands as
below:
•

From this survey, the eldest generation (55+) is most concerned with living a
healthier lifestyle. This is at odds from research that suggests that younger
generations are more likely to be health conscious. It would have been good to
have had a bigger sample set from the 18-24 age group to make a better
comparison.
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•

While health concerns are broadly similar for age groups, 25-34, 35-44 and 4554, it is the younger age group of 25-34 which is most concerned about weight
(and losing it). This could arguably be linked to social media.

•

In the 25-34 age group, pregnancy played a more significant factor.

•

As seen in the previous observations, driving is cited as a significant motivation
for respondents to have consumed or purchased NOLO products in the last 12
months. Interestingly, driving is less relevant in both the younger 25-34 age
group as well as the eldest 55+ age group. I find this interesting as all age
groups are legally able to drive but it is more of a motivator for respondents in
the age group of 35-44 and 45-54. This may suggest different transportation
habits between different age groups.

Figure 14 Graph illustrating key drivers for purchasing decisions of NOLO wine products split by

age groups. From own Survey Monkey survey.
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Market Assessment – Products Available
From a South African perspective, Lautus claims to have produced the first dealcoholised wine in a premium packaging in 2017. Since then, the number of options
available in the South African market, especially in the NOLO realm have increased
dramatically over the past 6 months due to both restriction of liquor retail regulations
as well as the ongoing health and wellness trends. Before the onset of the Corona
Virus pandemic in March 2020, there were three de-alcoholised wine brands available.
These were: Leopard’s Leap Natura, Almost Zero from Van Loveren and Lautus. In an
interview in 2019, Phillip Retief, CEO of Van Loveren, commented: “It’s part of a larger
international ‘healthification’ trend where consumers are looking for other/more
options that suit their lifestyle. Consumers that love their wine and will keep
enjoying it but there are consumers looking for a non-alcoholic wine option for
when they are not consuming alcohol.” Since the lockdown restrictions on alcohol
were implemented in March 2020, the de-alcoholised wine category has expanded
with more wineries introducing de-alcoholised wine brands. Some examples include
Darling Wine Cellars, Bonnievale Wine Cellars (with their “NEAT” brand) & Woolworths
(with their own range developed by Lautus). Following from Almost Zero, Van Loveren
launched the Absolute Zero sparkling de-alcoholised wine in November 2020. This
development sees the launch of a de-alcoholised product at 0,0% alcohol to cater for
consumers with zero tolerance to alcohol. Along with the successful launch in South
Africa, Absolute Zero has also gained success with exports to the Netherlands and
Hong Kong (Mahlerbe, 2021).
According to recent AC Nielsen statistics, looking at the sales value up until the end of
November 2020, the combined sales value of the three original de-alcoholised wine
brands (Lautus, Leopard’s Leap Natura and Almost Zero) tripled from R7,350,791 to
R25,318,962 between 2019 and 2020 (Nielsen, 2020). It is important to note that these
wines are priced above R50 per bottle on shelf and do in fact already show growth at a
premium price level. In South Africa, 85% of packaged wine sales are achieved at a
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price point of under R50 / bottle (Kriel, 2019), so this is an interesting point for the South
African wine industry to consider as the consumer does not necessarily view a NOLO
wine product as having to be cheap. These sales were undoubtedly aided by the
periods of alcohol prohibition imposed by the South African government and it will be
interesting to see how these sales continue to grow when a more “normal” trading
environment resumes. Bonita Malherbe, marketing manager at Van Loveren observes,
“In some retailers, our Almost Zero Wonderful White (made from Sauvignon Blanc)

is outselling our regular Van Loveren Sauvignon Blanc! …We see this NOLO wine
trend continuing as the “taboo on teetotalism” falls away and consumers continue
to make healthier lifestyle choices that allow them to live a more balanced
lifestyle.”
Further to this, a website which is dedicated to alcohol-free products named (Drink Nil
- https://www.drinknil.co.za/) has popped up with a wide range of non-alcoholic
options available to the South African consumer. While NOLO wine products remain in
its infancy, the market possibilities in terms of volume is larger compared to the
traditional alcoholic sector. With less restrictions and no need for a liquor license to sell
these products, a de-alcoholised wine product can effectively compete in the R10,5+
billion non-alcoholic beverage market, which is dominated by carbonated soft drinks
(Mitchell, 2017), and be accessible to all South Africans.
As a category, wines with a lower alcohol have been in existence in South Africa for
many years, with some brands over 20 years old. For example, in South Africa at least
25% of volume sales from AC Nielsen off trade statistics are made up for lower alcohol
wines (under 9,0% alcohol) which are sweet and good value for money from brands
such as 4th Street, DELUSH, Four Cousins, Namaqua & Robertson Winery. These wines
are popular due to their high level of residual sugar, affordability and by the fact that
these are easier for many new wine consumers to enjoy without having an extensive
knowledge about wines. These wines will remain popular as the market matures but
the conversation which is of interest is with regards to lower alcohol wines with lower
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sugar levels that can improve health and wellness. Many of these wines are labelled as
“light” in a similar vein to beers. From my survey it was interesting to see which brands
were recognised. In terms of brand recognition, it is reassuring to see that respondents
are recognising NOLO wine products in the marketplace, even though not everyone
has consumed NOLO wine products in the previous 12 months. More respondents
were able to recognise lower alcohol wine products compared to de-alcoholised /
non-alcoholic products.

Lower Alcohol Wines.

Figure 15 Graph illustrating brand recognition of lower alcohol wine products. From own Survey
Monkey survey.

For lower alcohol wines, Drotsdy Hof has the highest recognition from respondents
with over 58% brand recognition. Four Cousins Skinny was second with 56%, followed
by Robertson Winery and then Namaqua. 22% of all respondents had not heard of any
these brands before. Many of these brands are available in larger formats such as 3L
Bag in Box and 5L Bag in Box and priced to be affordable.
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In terms of making a success of lower alcohol wines, the messaging and
communication of this attribute should be made clear. Looking at other drinks
categories, hard seltzer (an alcoholic form of flavoured sparkling water) has seen
meteoric growth rates. As an example, White Claw was launched in the USA in 2016
and in 2020 was outselling the regular Budweiser bottles (Bryson, 2019). White Claw
has achieved sales of in excess of US$1,5 billion and is the leading brand in the market
(Shaw, 2020). It is so successful, they believe there will be a production shortage. Part
of its success lies with its packaging and clear communication of the product contents
– I believe this is equally important for lower alcohol wines. While not claiming any
health benefits, it is clear that the statements on the “White Claw” packaging is
appealing to consumers, conscious about their health. If we compare examples as
below:

Energy values are reiterated at the top of
the can. 2g Carbs /
100 Calories / Gluten

The alcohol of this

Free.

wine is 7,5% Vol.

Clear indication of

consumer know this

the flavour of the

How does the
from the front label?

product.
Clear messaging
on low alcohol
(5,0%), the fact it is
gluten free and

Grape variety is
indicated. But what
does it taste like?

calories in serving.
Figure 16: Images comparing lower alcohol RTD packaging vs traditional wine label at a lower
alcohol level.

While the wine industry may appeal to a wide range of consumers across many
demographics, I believe it does need to be cognisant that it needs to remain relevant in
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the present day for a consumer which demands a wide range of information quickly.
Especially with a growing number of products available, it will also help consumers to
make purchasing decisions quicker. Speaking to Grethe Kruger, export manager for
Europe at Van Loveren, she emphasizes that a “clear messaging of lower alcohol

attributes should be included in the label to ensure communication to the
consumer.” She also observes that Van Loveren’s Four Cousins Skinny lower alcoholic
white wine (at 8,5% alcohol) in the Netherlands outsells the red and rose equivalents 2
bottles to 1. She attributes this success to the clear labelling on the packaging as well
as premium tasting product at an affordable price range.

De-Alcoholised Wines / Non-Alcoholic Wine Brands
In terms of de-alcoholised wine brands, despite Lautus being the first de-alcoholised
wine brand on the market, it didn’t have the best recognition amongst the survey
respondents. Almost Zero had the highest recognition which backs Van Loveren’s
assertion that it is the no.1 de-alcoholised wine brand in South Africa. Interestingly, the
Duchess Spritz, was the second most recognised de-alcoholised wine brand in the
survey followed by Leopard’s Leap Natura and then Lautus. 26% of respondents had
not heard of any of these brands.
The Duchess Spritz is of particular interest as it is not considered to be from a
traditional wine producing background. Listening to Johannes Le Roux, founder of the
Duchess brand, speak about the launch of the Duchess Spritz on the Money Show in
September. He mentioned that he had not yet had an alcohol free wine that he had
enjoyed the taste of and as “alcohol free wine has no rules” they decided to break with
tradition and “break all the rules and create something new”. The Duchess Spritz uses
a Sauvignon Blanc wine as a base, which is then de-alcoholised and then “botanical
and fruit extracts” as well as sparkling water are added to create the world’s first
alcohol-free wine spritzer. The Duchess Spritz now has an elderflower flavour and a
berry flavoured option. Johannes Le Roux commented that the impact of COVID-19
“fast tracked” demand for alcohol free products and more buyers were now
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demanding these products, as a category had been created for them on shelf. He also
added that the movement from a gin alternative to a wine alternative was partly driven
because “wine is massive” compared to the gin category (Whitfield, 2020, September
18).

Figure 17 Graph illustrating brand recognition of de-alcoholised wine products in the South
African market. From own Survey Monkey survey.

From a marketing perspective, what is great about the Duchess Spritz, is that the
company has been able to improve the taste profile and perception of de-alcoholised
wine, packaging it in a sophisticated and premium way and by linking it to a smaller
format is able to tap into not only the growing trend for NOLO products but also the
growth of RTDs in South Africa which is the one drinks category that is showing
exceptional growth. Looking back at our SAWIS statistics we can see that the litre
consumption per head of RTDs in South Africa has doubled and total volume
consumed has increased by 173% since 2001. Here we have a drinks beverage
company which is capitalising on the consumer’s premium perception of wine, which
is successfully translated into sales through high end packaging in the NOLO category.
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The wine industry can use the Duchess example as a lesson on how to uplift and
premiumise the image of NOLO products.
In terms of premiumisation of lower alcoholic alternatives, some good examples can
be observed in the spirits category. In 2020, Distell launched a lower alcoholic vodka at
20% alcohol under the Count Pushkin brand and also a brandy (categorised as a
liqueur) at 23% under the Viceroy brand. Both labels and brands are designed to be
desirable as well as premium and link to a consumer demand for lower alcoholic
options, without sacrificing on the flavour profiles of the “full fat” versions. Commenting
on the launch of the lower alcohol Viceroy, Richard Papo, marketing manager for
Brandy and Liqueurs at Distell, says, “We’ve seen a growing trend among both men

and women who are looking to make responsible choices with their alcohol
consumption. Smooth Gold offers drinkers a lowered alcohol product that still
delivers on the flavour and quality that people expect from Viceroy,” (Distell, 2020).

Figure 18 Viceroy Smooth Gold “Brandy” (categorised as a liqueur) and Count Pushkin
Cinnamon flavoured vodka at 23% alcohol. Both examples are at reduced alcohol
levels compared to their originals. Namely – 43% ABV for brandy and 43% for vodka.
(Distell, 2021), (Distell, 2020)
Looking at how NOLO products can continue to develop, Pernod Ricard believes that
growth and development will come from “More sophisticated and complex flavours.
Sophisticated adult flavours are already an important part of the low and no
alcohol world – and this will only continue to grow as the technology develops.
There’s no doubt we’ll continue to see more sophisticated and complex flavours
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emerge to the market, through new brands and extensions, the technology around
flavour extraction methods and techniques will continue to develop and we’ll
continue to learn about those and apply then,” Mark Makin – Head of New Ventures,
Pernod Ricard UK (Arthur, 2020).
Adding more adult flavours to NOLO products will allow wine producers to premiumise
their wine offerings in a cost-effective way to a wider audience as well as to a
consumer which is more open to experimentation. Drinks producers in the beer and
spirits categories have recognised this already and it would be refreshing to see more
development along these lines in the wine industry. When speaking with Aaron
Silverstein from Bev Zero in the US, his thoughts on how de-alcoholised wine could be
premiumised was through the addition of another sophisticated flavour: cannabis. In
his own words: “That is part of why cannabis got me so excited…because there is

no longer a price ceiling.” (Aaron Silverstein, Bev Zero). In the US only de-alcoholised
wines can be combined with a cannabis emulsion and interestingly, according to
Aaron, this combination works best with white and rose wines. Wine brands such as
SAKA and Rebel Coast in the US were fetching between US$55 – US$100 / bottle for
their cannabis infused de-alcoholised wines and looking at these products, it is
interesting to note that at least with Rebel Coast, these products have migrated from
750ml wine bottles to cans. Here it looks like they are trying to mimic the extraordinary
success of hard seltzers in the US. Again, these sentiments tie into Pernod Ricard’s
comments about adult flavours and more complex infusions playing a role in the
NOLO drinks category in the future.
From my survey, I did also test the willingness of respondents to try cannabis infused
de-alcoholised wine products and over 35% of regular wine consumers in South Africa
were open to the idea.
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Figure 19: Graph illustrating whether a wine consumer would consider buying a cannabis
infused wine-based product in South Africa. From own Survey Monkey survey.

The overwhelming reason for respondents in wanting to try the de-alcoholised
cannabis wines is to try alternative flavours and experiment with something new. I
think this illustrates the willingness of consumers within the alcohol free / dealcoholised wine products to try flavours not traditionally associated with wine.

Figure 20 Graph illustrating key reason for wanting to try a cannabis infused wine-based drink.
From own Survey Monkey survey.
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Conclusion:
From this paper, I believe we can see that there is an undeniable upward trend and
demand for NOLO wine products which will continue to play a significant role in the
wine industry in the future. As we have seen from research gathered overseas, in
South Africa and from my survey, health & wellness trends are responsible for this
increase in demand for NOLO wine products. While the market research suggests that
the youngest generations are the driving force behind the increase in sales of NOLO
products, we can also observe that there is a demand across all age groups in South
Africa and their requirements are slightly different between these age groups. For
instance, while the younger and eldest generations may be motivated by health
reasons, the generation aged between 35 and 54 in South Africa are also motivated by
other factors such as driving, pregnancy and a desire to avoid hangovers and remain
productive the next day.
Outside of health and wellness benefits, there are also other advantages of NOLO wine
products to explore, especially in export markets where savings on customs duties
(based on the alcohol percentage of the beverage) can be made to enhance South
African wine-based exports. As the taste profiles of the products improve and
combined with the pull of health and wellness trends overseas, this should open the
door to more opportunities for South African wine producers.
NOLO wine products are also important in framing the future perception of the South
African wine industry, particularly in the government’s eyes. If the South African Wine
Industry (and drinks industry) can show responsible selling and present itself in a more
positive light, this should help a smoother negotiation for future legislation of alcohol.
Throughout this paper, there are many health benefits that can be associated with
alcohol free / de-alcoholised wines compared to regular wines but also compared to
other non-alcoholic soft drinks. Potential health benefits include: a beverage with lower
calories, lower sugar, great taste and, in de-alcoholised red wines, a drink that is
potentially helpful in addressing coronary heart diseases and maybe even resistance
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to Covid-19. After all, wine-based products produced in South Africa are made from
grapes grown in some of the oldest terroirs in the world – it is one of the most naturally
made beverages money can buy. As such, I believe it would be beneficial if more
resource was invested into the benefits of lower alcohol and de-alcoholised wine
products to improve the credibility of the NOLO wine category. With a fantastic
educational institution in Stellenbosch University, this could be an area where South
Africa can become a world leader.
From looking at market statistics of wine consumption / per capita and total wine
volumes consumed internationally and within South Africa, we can also see that a
stagnating wine market provides an opportunity for drinks producers to innovate and
produce NOLO products. Indeed, government legislation such as the lockdown
measures which led to prohibition to curb the spread of COVID-19, has accelerated the
demand for NOLO products and in particular non-alcoholic and alcohol-free products
in South Africa.
The key barriers for regular wine drinkers and wine critics in their outlook of NOLO
products remain the perception of NOLO products, price (i.e. not willing to pay more
for a de-alcoholised wine product) but most importantly the taste profile. In response to
my submission for this dissertation topic, one Cape Wine Master even described
NOLO wine products as tasting like “battery acid”. While these challenges still exist,
there is a large and growing number of enthusiasts who are enjoying these beverages
across all age groups and the technology and products are constantly improving.
NOLO wine products, especially of the white and rose examples are closest to their
“full fat” alcoholic counterparts and reflect the best quality of NOLO wine products so
far. These styles are more fruit forward wines to begin with and as they have less
tannins their flavour profiles can be mirrored more accurately compared to reds.
Indeed, even in South African and International Wine Competitions, this segment has
gained a lot of traction and the wine industry is beginning to embrace this category.

63

Both the Michelangelo and International Wine & Spirits Competition have a category
dedicated to lower alcohol and de-alcoholised wines and have awarded gold medals
in these categories. Producing NOLO red wines remain a challenge, as Gustav Fouche
at Conetech observes: “It's the association people have with red wine. That warmth
that heat that fullness. That body effect of a red wine. So if you drink a red wine you
know you're going to expect…you expect that fullness, that warmth a red wine
gives you. And now you're removing precisely the alcohol that gives you that.”
When considering the lower alcohol wines, much of the South African market is still
dominated by lower priced wines of an affordable nature. In terms of producing more
premium wines with lower alcohol levels, this will continue to be a challenge and
many more traditional wine producers may not want to risk their brand reputation on
something they do not deem good enough. Vineyard techniques such as those used
under the New Zealand Lighter Wine Initiative may be a way to bridge this gap by
offering a more natural route to producing lower alcohol wines. Packaging and
labelling will also play a part in premiumising the perception of lower alcohol wines.
The question of whether the extra effort is warranted and if a winery should sacrifice
better wines to produce a beverage that is considered inferior by the wine fraternity will
remain. However, the initial sales growth from the incumbent South African wine
market suggests that a premium is already being achieved on NOLO wine products (at
least above the market average) and this is an avenue which the South African wine
industry can explore further.
From this research, I have realised that we do need to accept (and perhaps the global
wine industry as a whole) that NOLO wine products will never fully replicate the
delights, enjoyment and complexity that wine brings us. We should not see the
development of this category as a threat to the image and nature of the wine industry,
we should rather view it as complementary. In an interview during the launch of Almost
Zero in 2019, when asked whether de-alcoholised wines would be a threat to the
South African Wine Industry, Phillip Retief (CEO of Van Loveren) replied: “Without a
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doubt not a threat and hopefully an opportunity as an alternative wine grape
product under the control & protection of the Wine and Spirits Board and
Department of Agriculture.” This quote illustrates how we need to perceive the NOLO
category and remove the stigma that NOLO wine products have. Seedlip has it right
with its tagline: “What to drink, when you are not drinking.”
The South African and even the global wine industry is at a crossroads and the future
remains uncertain. From a South African perspective, a stagnant wine market,
restrictive legislation (in terms of the ability to sell alcohol), the erosion of on trade
selling opportunities, a looming surplus of 289 million litres in South Africa and
increasing price competitiveness from wine produced overseas will continue to put
pressure onto wine producers and grape growers in terms of lower prices and lower
returns in the short to medium term. The current opportunity with government
regulation and market demand is certainly biased towards alcohol free and nonalcoholic / de-alcoholised wine products. Current legislation allows for an opportunity
for producers to be innovative and premiumise their offerings by improving the taste
profiles by combining with natural more adult flavours. The alcohol free / dealcoholised wine category is immensely exciting as it should allow access to a market
with no liquor regulation. My hope is that the South African wine industry will take a
lead from other drinks categories and see this category less as a threat and more as a
complement to traditional wine, which will continue to play an integral role in many
consumers’ daily lives. NOLO products can help to attract new wine consumers and
provide a springboard for the next generation of wine lovers.
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Appendix / Terms:
South Africa under the Liquor Product Act. The legislation proposals for South Africa
are as below: (source: SAWIS)
4.1 Low alcohol wine
- Alcohol content of more than 0.5 % but less than 4.5 %.
- Alcohol may only be removed by means of the prescribed physical processes
and not by any other means, for example, by adding exogenous water.
- Variety and vintage year allowed if the wine was provisionally certified before
dealcoholisation. Sensorial evaluation for provisional certification shall be
optional. Product may not be certified for origin and is not eligible for the
certification seal.
4.2 De-alcoholised wine
• Alcohol content of less than 0.5 %. (This means that products under 0,5% can
be considered non-alcoholic products.)
• Alcohol may only be removed by means of the prescribed physical processes
and not by any other means, for example, by adding exogenous water.
• Variety and vintage year allowed if the wine was provisionally certified before
dealcoholisation. Sensorial evaluation for provisional certification shall be
optional. Product may not be certified for origin and is not eligible for the
certification seal.
• Labelling requirements of the Liquor Products Act and its subordinate legislation
shall apply.
• The mandatory class designation ("de-alcoholised") or a permissible alternative
class
• designation ("non-alcoholic" or "alcohol removed") shall always be indicated in
conjunction with the expression "contains less than 0.5 % alcohol by volume".
• Glycerol may be added to this product after de-alcoholisation. Many other
countries do not allow this addition.
4.3 Alcohol free wine
• Alcohol content of less than 0.05 %. No analytical tolerance will be allowed.
• Alcohol may only be removed by means of the prescribed physical processes
and not by any other means, for example, by adding exogenous water.
• Variety and vintage year allowed if the wine was provisionally certified before
dealcoholisation. Sensorial evaluation for provisional certification shall be
optional. Product may not be certified for origin and is not eligible for the
certification seal.
• Labelling requirements of the Liquor Products Act and its subordinate legislation
shall apply.
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•

Glycerol may be added to this product after de-alcoholisation. (Many other
countries do not allow this addition.)

Purpose of Questionnaire:
-

Get insight into South African consumer trends and market trends for lower
alcohol and de-alcoholised wines.

-

Generate own data.

Sample
The questionnaire was sent out to friends and family using social media to attract
anonymous responses and generate information on lower alcoholic and dealcoholised wines. The sample was completed by 207 participants within South Africa
and offers an insight into consumer behaviour. It is important to note that this is
definitive study but a guide.
The questions which I decided on were as follows:
Q1: Please select your gender
Q2: Which age group do you fall into?
Q3: Do you enjoy a glass of wine (or other alcoholic beverages)?
Q4: Have you heard of any of these de-alcoholised wine brands (you can select more
than one option)?
Q5: Have you heard of any of these lower alcohol wine options (you can select more
than one)?
Q6: Have you purchased a Non-Alcoholic / De-alcoholised Wine (0,0 - 0,3%) Or a
Lower Alcohol Wine (0,5% - 9,0%) in the past 12 months?
Q7: Would you consume / purchase a lower alcohol (0,5% - 9%) or de-alcoholised
wine (0,3%) again?
Q8: Why not (refers to the reason for the respondent not wishing to consume dealcoholised or lower alcohol products again)
Q9: What do you enjoy about non-alcoholic / lower alcoholic wines?
Q10: What is your main reason for purchasing / consuming non alcoholic or lower
alcoholic wines (select one option)?
Q11: How come? (Feedback as to why there would be no repeat purchase)
Q12: What would make you purchase non-alcoholic / lower alcoholic wines?
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Q13: Would you consider buying cannabis infused de-alcoholised wine?
Q14: What would be your main reason for buying Cannabis Infused Wines?
Q15: If so, what format do you think would be most appropriate?
De-Alcoholisation Technologies:
Reverse Osmosis
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Spinning Cone
Column
Technology
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WINE: LOW ALCOHOL, DE-ALCOHOLISED, ALCOHOL-REMOVED, NON-ALCOHOLIC, ALCOHOL FREE
COMMON DENOMINATOR: In all of the countries mentioned below, alcohol may only be removed from wine by using prescribed physical separation
techniques. It may not be diluted by, for example, using water.
TERM

EU/UK

USA

NZ

Low alcohol

Must be 1.2% or lower for the
UK and the product must
show nutritional contents,
ingredients and alcoholic
strength.
Not specifically regulated for
the rest of the EU, but must be
substantially lower in alcohol
than comparable products. If
below 8%, general EU food
law (ingredient and nutritional
labelling) applies.
If below 8% (with certain
exceptions), may not be called
"wine" in both the EU and the
UK, but can be called a "wine
based drink".

Not specifically regulated. May
not be misleading. If 7% and
above regulated by TTB. Below
7% regulated by FDA, which
includes ingredient listing and
nutrition labelling
requirements. Use of "wine" is
allowed.

Standard 2.7.1 – 5 of the
Australia New Zealand Joint
Food Standards Code says that
"an alcoholic beverage which
contains more than 1.15%
alcohol by volume must not be
represented as a low alcohol
beverage".
Wine is defined basically the
same as in SA legislation, but
without any minimum or
maximum alcohol content. "A
food that is sold as wine must
be wine".
A "wine product" means a
food containing no less then
700 mL/L of wine, which has
been processed, modified or
mixed with other foods such
that it is not wine. Comparable
to our grape-based liquors
(vermouth, cocktail, flavoured
grape liquor and grape liquor).

SA
(Proposals in blue)
Alcohol content of more than
0.5 % but less than 4.5 %.
Alcohol may only be removed
by means of the prescribed
physical processes and not by
any other means, for example,
by adding exogenous water.
Variety and vintage year
allowed if the wine was
provisionally certified before
dealcoholisation. Sensorial
evaluation for provisional
certification shall be optional.
Product may not be certified
for origin and is not eligible for
the certification seal.
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EU/UK

USA

NZ

SA

Standard 2.7.1 – 7 of the
ANZ Code says that a food
containing alcohol may not
be represented in any way
which suggests that the
product is a non-alcoholic
beverage. Thus, the product
must be totally alcohol free.

Alcohol content of less than 0.05 %.
No analytical tolerance will be
allowed.

TERM
Alcohol Free

Must contain no more than
0.05% (note the extra zero)
for the the UK.
For the rest of the EU it
seems this term may be
used if less than 0.5%, but
many regard this as
incorrect, misleading and
dangerous (health).
May not be called "wine" in
both these territories, but
can be called a

"wine based drink".

May only be used if the
product contains no
detectable alcohol. Use of
"wine" is allowed.

Alcohol may only be removed by
means of the prescribed physical
processes and not by any other
means, for example, by adding
exogenous water.
Variety and vintage year allowed if
the wine was provisionally certified
before dealcoholisation. Sensorial
evaluation for provisional
certification shall be optional.
Product may not be certified for
origin and is not eligible for the
certification seal.
Labelling requirements of the
Liquor Products Act and its
subordinate legislation shall apply.
Glycerol may be added to this
product after de-alcoholisation.
(Many other countries do not allow
this addition.)
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EU/UK

USA

NZ

SA

Non-Alcoholic

In the UK this term may not
be used in conjunction with
a name commonly
associated with an alcoholic
drink. Thus, neither "wine"
nor "wine based drink" will
be allowed.
Not specifically regulated in
the rest of the EU – seems
the same as for "alcohol
free".

May be used as an
additional statement for
wine not exceeding 0.5%.
Such a wine must in the first
instance show the
expression "dealcoholized"
or "alcohol-removed"
followed by "contains less
than 0.5% alcohol by
volume". Use of "wine" is
allowed. Dilution to lower
alcohol is not allowed –
alcohol must be removed
using physical processes.

Same as for "alcohol free".

Not specifically regulated.
If not considered misleading or
confusing to the consumer, this
could be a synonym for "dealcoholised" if not more than 0.5%
alcohol.

De-Alcoholised

In the UK this term may only
be used for a wine based
drink (may not be called
"wine") if it contains no
more than 0.5%. The
alcoholic strength must also
be indicated.
Not specifically regulated in
the rest of the EU, but may
not be called "wine".

Only allowed for wine with
less than 0.5%. The term
"dealcoholized" or "alcoholremoved" must be used
preceding the term "wine"
or the name(s) of the
variety(ies) and followed by
"contains less than 0.5
percent alcohol by volume".

May not contain more than
1.15% alcohol by volume.

Not specifically regulated.
Seems it would be best to create a
separate class for "De-alcoholised/
alcohol removed wine/wine based
drink for wine, which contains no
more than 0.5% alcohol.

TERM
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PROPOSAL FOR NEW SA CLASSES FLOWING FROM ABOVE:
1. Low alcohol wine
Below 4.5%. Above 0.5%. May show variety(ies) if base product provisionally certified (without sensorial evaluation). Alternative class designation of
"wine based drink".
2. Non alcoholic wine
No more than 0.5%. "Non alcoholic wine" to be used in conjunction with "contains less than 0.5 percent alcohol by volume". May show variety(ies) if
base product provisionally certified (without sensorial evaluation). Alternative class designation of "de-alcoholised wine" with the same descriptor.
3. Alcohol free wine
Less than 0.05%. May show variety(ies) if base product
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Nutritional back labels from selected non-alcoholic beverages in Clicks (March 2020).
Pura

Monster

Bos Ice Tea

Monster Zero Sugar

Monster Zero Sugar II

Score

Liquifruit - Orange

Liquifruit - Apple
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Clicks – Apple Juice

Stoney’s - Zero

Coca Cola

Red Bull

Stoney’s

Twist

Powerade

Sprite - Zero

Coke - Zero
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Almost Zero Labels – Red & White
Almost Zero – Wonderful White

Almost Zero – Radiant Red

f
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