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American alcohol consumption has been
depressed since late 2022
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Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights
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45% say it’s to be healthier 
62%54%

36% say its to save money 

Over 60% of alcohol consumers reported wanting to drink less,
increasing over the course of 2024

25% say it’s for mental health

https://www.brightfieldgroup.com/consumer-insights


Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

The prevelance of non-alcoholic drinks has been trending upwards
in social listening data, peaking in December 2024

https://www.brightfieldgroup.com/consumer-insights
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Limiting days/nights I drink alcohol

Not drinking alcohol at all

Mindful drinking/counting drinks (a focus on enjoying a drink w/out over-indulging)

Replacing drinking (or a drink) with something else

Not including alcohol in certain routines (e.g., winding-down at night, when cooking)

Sipping on one drink slowly (ex. one drink over an hour)

Consuming Lower Alcohol drinks (lower abv)

Taking a break (i.e. Dry January)

Alternating with something non-alcoholic during a drinking occasion

Drinking out of smaller glasses

Other

Most consumers are reducing with some strategy,
though 25% are trying to stop altogether

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights
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Common alcohol alternatives include coffee,
soda, and cannabis

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights


0.0% 2.0% 4.0% 6.0% 8.0%

lemon

lime

mint

mojito

orange

ginger

lemonade

chocolate

strawberry

honey

coconut

apple

pineapple

fruity

tropical

margarita

mango

vanilla

cinnamon

cake

Lemon and Lime are the top flavors mentioned in
social posts around non-alcoholic drinks

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights


Competition from cannabis is likely fueled by
widespread availability of hemp-derived products

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

P3M Drink Purchase Incidence, % of Substance User Base

In Q4 2024, 14% of Americans report using hemp-derived THC 

https://www.brightfieldgroup.com/consumer-insights


Beer is the most commonly used non-alcoholic
alternative drink

1.7% NA Beer
1.2% NA Spirits 
1.1% NA Wine

Purchase Last 3 Months
Incidence Among
American Adults:

While an established category,
non-alcoholic drinks continue to
attract interest and investment,

including from high-profile
public figures like Tom Holland

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights


FILTERABLE DATA HELPS YOU FIND THE TRENDS FAST IN BRIGHTFIELD'S
WELLNESS CONSUMER INSIGHTS PORTAL

Who are the alcohol
reducers?

F R O M  T H E  P O R T A L
Alcohol Reducers

Above-average income

More likely to live in a city

Skew male

Most commonly Gen X or

Millennial

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/consumer-insights


Segmenting by gender, Male respondents are
more likely to use cannabis and limit their alcohol

consumption without cutting it out

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights


By income, higher income reducers more often
opt for sparkling/soda water or non-alcoholic

versions, often just taking a break from drinking

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/consumer-insights


FILTERABLE DATA HELPS YOU FIND THE TRENDS FAST IN BRIGHTFIELD'S
WELLNESS CONSUMER INSIGHTS PORTAL

Who are the
cannabis

substitutors?

F R O M  T H E  P O R T A L
Reducers Subbing Cannabis

Lower income

Over-index as

Wellness Seeker and

Trendy Enthusiast

personas

Less Baby Boomer

Reduce alcohol for a

wider array of

reasons

Source: Brightfield Group; Wellness Consumer Insights; Q4 2024

https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/contact-us
https://www.brightfieldgroup.com/consumer-insights


Get in Touch!

This is our FREE report
This report includes a small fraction of the data and insights in Brightfield's
Consumer Insights and Social Listening for Wellness and CPG brands.

Brightfield Group insights are integrated with social
listening to dive deep into:

Functional Beverages
Protein Powders
Fish Oil / Omega 3
Energy Drinks
Plant-based Products

      & so many more categories!

https://www.brightfieldgroup.com/contact-brightfield-schedule-a-demo


Stay ahead of all the wellness trends!
The data is your to explore with Brightfield Consumer Insights & Social Listening

Get in Touch!

https://www.brightfieldgroup.com/contact-us

