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UK Retail value sales of selected 
low- and no-alcohol drinks₅

Lager

£50m
(46%)

Low-alcohol wine

£33m
(30%)

No
alcohol wine

£11.4m
(11%)

Ale

£8.3m
(8%)

Spirits

£5.7m
(5%)

41%

Dry January

Sources: ₁Drinkaware Monitor, ₂British Beer & Pub Association 2019 ₃The Society of Independent Brewers ₄The Guardian ₅Mintel, 2019 *The Grocer ₆Morning Advertiser, 2019 ₇mindfuldrinkingfestival.com ₈KamCity.com

Whether it’s joining the gym or cutting down the booze after festive indulgences, 
consumers have historically seen the new year as a time to embark on lifestyle changes and 
focus on a healthier way of living. Consumers are now more conscious of their physical and 
mental health than ever before, which has led to a fall in alcohol consumption.₃ With many 
people choosing to cut down consumption or give up alcohol completely, there has been a
significant growth in the low- and no-alcohol drinks market. 

Around 4.2 million UK consumers trying “Dry January” each year and it’s estimated that 
nearly 5m pints of low and no-alcohol beer will be bought during the first four weeks of the 
year alone.₂ Whilst some shoppers opt for no and low beers wines and spirits, many are 
choosing to pick up a soft drink alternative. Adult soft drinks is one of the UK's fastest-
growing categories – with consumers drinking less alcohol than they were 5 years ago and 
more choosing booze-free beverages, soft drinks sales have risen by 15.4%. As sales 
increase, so does the demand for a wider range of options within the soft drinks category.₆

Inspire ASDA shoppers as they look for healthier alternatives to their favourite tipples – the 
perfect opportunity for trial and conversion and to increase awareness for your product 
whilst driving incremental sales.

8.6m
consumers are 

practicing mindful 
drinking and cutting 
back on their alcohol 

consumption.₁

Why are consumers limiting 
their alcohol intake?₅

Improve Health (47%)

Manage weight (38%)

Save money (34%)

Avoid a hangover (23%)

For many, abstaining from booze is 
already a lifestyle choice, with more 
than 1 in 5 adults going teetotal.₄

27%
of Brits are drinking 

more low- or no-alcohol 
drinks compared to a 

few years ago.₄

47%
of those who do 
drink alcohol, are 
cutting back their 

consumption.₅

would like to see new and 
unusual flavours.₇73%
want lower sugar 
options to be available.₇66%

+157%
increase in online searches 
for non-alcoholic drinks.₈

Shoppers are looking for 
beverages that are satisfying & 
enjoyable but do not negatively 

impact their health, wellness and 
sustainability efforts.₆

1 in 5

of consumers will opt for a 
soft drink,₅ with a quarter of 
them choosing more bespoke 
options specifically targeted 
at the adult market.*

https://www.theguardian.com/food/beer


Supplier Opportunities

In-store Media Online Media

The following media formats will be available for 
campaigns aligned to Dry January:

Participating suppliers will be able to select 
from the following digital media options:

Bollard Covers

Security Covers

Digital 6 Sheets

Shippers

POS Barkers

POS Bubbles

ASDA Radio

Leader-board Banners

Promo Banners

Dept Navigation Banner

Category Navigation Banner

Inserts (PLA)

Social Media

*Example only – this year’s creative may vary.



Invest in Dry January and…

Inspire ASDA shoppers with 
low & no alcohol options to 

drink at home

Associate your brand with 
a growing consumer 

trend & lifestyle choice

Drive incremental 
sales for your 

products

Key Information

In partnership with

Campaign Booking
Deadline:

25 November

Event
Live Dates:

01 – 31 January

Contact:
Speak to your Account 

Manager to begin 
building your Dry 
January campaign

Campaign Briefing
Deadline:
23 October

Artwork/Assets
Deadline:

02 December



Thank you

In partnership with


